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Abstract

The study examines how different consumers evaluate online shopping sites set up
by bricks-and·mortar retailers. In particular, it examines how differences in con­
sumers' information processing abilities andmotivation as well as in theirpredispo­
sitions towards a site s material affect their attitudes towards that site and the
amountoftime they spendat the site. The postulated relationships are depicted in the
form of a path diagram. The sites assessed were two electronic shopping sites
belonging to well established casual wear multi-channel retailers. Findings sug­
gested that attitudes towards a retailers brand (predisposition) transfers to atti­
tudes towards the retailer's shopping site. The characteristics of the web site were
found to moderate the impact of involvement, Internet knowledge and Internet
experience, on both attitudes towards a site and the visit duration.

Introduction

The revenue generated from Internet shopping is increasingly rapidly in terms
of both its share of all retail sales and its overall value (Economist 2/26/00; 6/2/
00). Sales from multi-channel retailers (catalogue and/or physical stores that
also sell on-line) dominate this outlet, and they are expected to increase their
dominance as the Internet matures (Economist 8121/99). Businesses recognized,
however, that use of the Internet should not be restricted to sales - functions
such as "building brand awareness" and" providing marketing information" are
also relevant (www.yankeegroup.com). These trends and issues, alongside the
changing nature ofconsumers' online shopping habits, reduce the importance of
traditional distribution channels to retailers (e.g., Quelch & Klein, 1996;
Hoffman, Novak & Catterjee, 1995; Hamill & Gregory, 1997).

The role of the Internet, in particular, of electronic commerce web sites, has
been recognized as a marketing tool for attracting and maintaining customers
(Dreze & Zufryden, 1997; Vrolijk, Huizingh & Hoekstra, 1998; McMurdo,
1998; Dholakia & Rego, 1998; Hofacher & Murphy, 1998; O'Keefe, O'Connor
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& Kung, 1998). Settles (1995) has claimed that one of the most important
elements of a web site's value to customers is the provision of pre-purchase sales
information. Web site technology can allow consumers to view different product
features, assess possible product attribute combinations and/or compare com­
petitive offerings. However, the attractiveness and appeal of a web site is not the
same to all customers (Settles, 1995). Nevertheless, despite the emphasis placed
on the marketing potential of the Internet and the need for well-designed web
sites, very little is known of consumer differences regarding their attitudes
towards a web site. Specifically, there is very little academic research on the
impact of consumer behavior on online shopping at web sites set up by bricks­
and-mortar retailers (Katros, 2000).

Based on the above, the main objective of this study is to examine consumers'
attitudes towards a multi-channel retailer's web site. Drawing from research in
psychology (Petty & Cacioppo, 1986; Chaiken, Liberman & Eagly, 1989) and
advertising (MacInnis & Jaworski, 1989), the study concentrates mainly on the
differences between individuals in terms of motivation, ability to process infor­
mation and attitudes towards the brand.

Literature Review and Model Development

While consumer Internet research has considered the virtues of the medium
and its potential uses (Berthon, Pitt & Watson, 1996), innovation diffusion and
consumer Internet adoption (Gupta & Rabikar, 1997; Keeling & McGoldrick,
1997; Keeling, Fowler & McGoldrick, 1998; White, Abels & Murnane, 1998),
and how, with certain product categories, consumer buying can be modeled
(Liang & Huang, 1998), it is still limited in scope. A popular Internet research
topic is web site effectiveness, where researchers have focussed on web site
design features and content (Dreze & Zufryden, 1997; Vrolijk et aI., 1998),
profiles of effective web sites (Johnson, Cleland, Williamson, Carmichael,
Gleason, Cuneo, Mandese, Waltner, Donaton, Zbar, Haran & Fawcett, 1995),
and the features that make a 'good' web site (McMurdo, 1998; Dholakia &
Rego, 1998; Hofacher & Murphy, 1998). Nevertheless, little attention has been
given to how consumers' differences affect their use and evaluation of web sites.

How consumers' use web sites is highly dependent on how they processes
information, as such this study draws from the information processing evalua­
tion literature (e.g., Petty & Cacioppo, 1986; Chaiken et aI., 1989). In addition,
work on advertising evaluation, in particular the role of attention and pre­
existing brand attitudes on information processing/evaluation, is also drawn
upon (MacInnis & Jaworski, 1989). According to these authors, the processing
and evaluation of information depends primarily on three factors; the individual's
(i) motivation, (ii) ability, and (iii) opportunity to process information. The
importance of these factors to the Internet, particularly Internet navigation
behavior, has been recognized by Hoffman et al. (1996).
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How relevant the information presented is to the consumer, that is the
consumer's level of involvement, impacts on their motivation to process that
information (MacInnis & Jaworski, 1989). Involvement can also have an impact
on the way information is processed (see Johnson & Eagly, 1989; 1990). It can
influence both the direction and intensity of an individual's attention. Attention
itself refers to the allotment of an individual's mental activity to the task of
concern (MacInnis & Jaworski, 1989). Increased duration on a web site is a
manifestation of increased attention, which, in turn, is an indication of increased
motivation (i.e., higher level of involvement).

The second factor, ability to process information, refers to the consumer's
skill or proficiency in interpreting information. Factors such as intelligence
or education, product knowledge or experience, and message difficulty,
influence an individual's information processing ability (MacInnis &
Jaworski, 1989). Web sites, which provide information through a complex
nexus of hypertext links, may restrict the information processing ability of
those consumer's that are inexperienced with and/or not knowledgeable
about the Internet l

. As such, consumer's that are experienced of and knowl­
edgeable about the Internet, will have greater ability to process and evaluate
the information found on a web site.

The third factor considered in this study, situational and information-related
effects, can obstruct the interpretation process and the time spent processing
information and, as such, have an impact on the consumers' opportunity to
process information (MacInnis & Jaworski, 1989). The opportunity to process
information can be influenced by features that distract consumers' attention
from the message evaluation (e.g., background music, source, etc.) or factors
such as the level of information condensation and the pace of the deli very of the
message. Ceteris paribus, individuals with different levels of opportunity to

process a piece of information will form different views about that information.
Ideally, individuals would process any information presented to them free of
bias or preconceptions. However, individuals often have a' pre-formed set of
attitudes about the brands marketed on web sites or about the owners of the sites.
Consumers' attitudes towards a brand (or A

b
), for example, are likely to affect

the way they process the information presented on that brand's web site and the
formation of attitudes towards that web site (A

wcb
)' Corresponding research in

advertising, for example, has found that attitudes towards an advertisement (A
ad

)

are highly correlated to A
b

(MacKenzie, Lutz & Belch, 1986). This may be
because consumers do not devote enough attention to the advertisement to
distinguish it from the brand, or it may be that exposure to the advertisement
helps consumers to retrieve brand associations (MacInnis & Jaworski, 1989).
Although there are certain differences between the way information is presented
in an advertisement and on a web site, the rationale advocating a relationship
between brand attitudes and attitudes towards the associated web site remain
pertinent.
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Consequently, this study focuses on the impact of these areas when consider­
ing consumers' attitudes towards web sites: (i) consumer involvement with the
product category (motivation factors); (ii) Internet/knowledge experience (abil­
ity factors); (iii) pre-existing attitudes towards a brand (opportunity factors).
Their relationships with (a) attitudes towards an electronic shopping web site
(A

web
) (b) duration of a visit to that site, as well as (c) their inter-relationships, are

depicted in Figure I.

Figure 1
The Relationship Between Involvement, Brand Attitude, Internet Knowledge

and Experience, Visit Duration and Attitudes Towards a Web Site

Attitudes towards the
retailer's brand

Involvement with
product category

Knowledge of the
Internet

t
Experience with the

Internet

Attitudes towards the
retailer's web site

Time spent browsing the
retailer's web site

Involvement With a Product Category
Consumers will process information presented to them in detail and make

complex evaluations only if they are motivated (Petty & Cacioppo, 1986); an
individual's motivation to process information about an issue is his/her level of
involvement with that issue (see Johnson & Eagly, 1989; 1990 for review). In the
case of commercial web sites, the "issue" is usually a set of products or services.

The level of involvement a consumer has with a product is based on the
relevance of that product to the consumer's inherent needs, values and interests
(Zaichkowsky, 1985). In turn, involvement influences the amount of mental and
physical effort a consumer puts into the buying process (Laaksonen, 1994).
Highly-involved consumers will: (i) search for more information before they
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buy; (ii) process relevant information in greater detail; and (iii) use more criteria
in their buying decisions than other consumers (Maheswaren & Meyers-Levy,
1990; Leong, 1993; Laaksonen, 1994). Involvement also affects consumers'
levels of attention, information processing, comprehension, decision-making
and responses to advertising (Celsi & Olson, 1988; Maheswaren & Meyers­
Levy, 1990). For example, highly involved consumers will pay greater attention
to relevant web sites than less involved ones (Hoffman & Novak, 1996).

Highly involved individuals also appear to process relevant information
more conscientiously than less involved ones. Petty and Cacioppo (1986),
for instance, have shown that cogent information is more effective for highly­
involved individuals than for less involved ones, while specious information
is less effective for highly involved individuals than for less involved ones.
Thus, involved consumers are likely to react differently to a web site and
provide different evaluations of that site than less involved consumers.
Aspects of the web site related to the object of involvement (i.e., the product)
are more likely to attract the interest of involved consumers, whereas,
uninvolved consumers are likely to focus more on the peripheral stimuli of
the site (visuals, sounds, frames, etc.) or the site's design characteristics.
Thus, the relationship between involvement and attitudes toward the web
site is partially dependent on the characteristics of the site. In addition,
highly involved individuals are expected to spend more time at a web site
gaining information about a product. Thus,

Hypothesis 1A: The length of time a consumer spends on a
web site is positively related to his/her level of involvement
with the product category featured on that web site.

Hypothesis 1B: A consumer's attitude towards a web site is
positively related to his/her level ofinvolvement with the prod­
uct category featured on that web site.

Experience with and Knowledge of the Internefl
Consumers' attention and reaction to received information depends on their

information processing ability. The ability to comprehend and interpret infor­
mation is influenced by education, intelligence, product experience, relevant
knowledge, and message difficulty (MacInnis & Jaworski, 1989; Petty &
Cacioppo, 1986). Knowledgeable consumers can, however, lack the excitement
of a novice when processing a piece of information (motivational factors).
Nevertheless, experience and knowledge provide the background to recognize
strong or weak points in a piece of information. Moreover, knowledge can
influence a consumer's information processing by prompting or enabling indi­
viduals to argue for or against a piece of information (rather than passively
accept it).
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In relation to the Internet, experienced and knowledgeable users may lack moti­
vation and adopt a "we've seen it before attitude" to web site features. These users
have a large comparison base of web sites and are able to spot technical flaws more
easily than less knowledgeable/experienced users. Such experienced users are at­
tracted to, and spend more time at, technically advanced sites, or sites with novel
features that present more challenges to them (Hoffman & Novak, 1996). They are
also more likely to appreciate technical web site design features that are not easily
discernible to less knowledgeable/experienced Internet users. The above factors will
have an impact on the way these users process the information presented in a site and
the attitudes they form towards a site. Consequently, while experienced users are
prone to get bored with under-challenging web sites, novice users are likely to
experience anxiety from over-challenging (Hoffman & Novak, 1996). Thus, both
experience and knowledge will be related to the individual's attitudes towards the
site. However, the direction of that relationship will vary according to the character­
istics of the site. Additionally, knowledgeable and experienced Internet users are
more efficient at navigation and web site browsing than those without experience or
knowledge. Consequently, consumers with Internet experience and/or knowledge
will spend less time browsing web sites than users without; less experienced!
knowledgeable users need more time to read and understand Web site instructions
and to identify navigational shortcuts (e.g., buttons). From the above discussion the
following hypotheses emerge:

Hypothesis 2A: Internet experience is negatively related to the
length of time an individual spends at a web site.

Hypothesis 2B: Internet experience is related to an individual's
attitudes towards a web site.

Hypothesis 2C: Internet knowledge is negatively related to the
length of time an individual spends at a web site.

Hypothesis 2D: Intemet knowledge is related to an individual's
attitude towards a web site.

Internet knowledge, that is the level of understanding of the medium, can be
gained via online experience or from other sources (e.g., technical manuals).
Continuous use of the Internet is, however, likely to result in Internet knowledge
if the user intentional, or unintentional, experiments and observes the results of
those experiments. As such, one would expect that use of the Internet would
increase an individual's knowledge of the Internet. That is:

Hypothesis 2E: Internet experience is positively related to
Internet knowledge.
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Prior Attitudes Towards a Brand
Consumers' attitudes towards a web site (or advertisement) are likely to be

conditioned by any prior attitudes towards the brand associated with that web site.
Although there is some debate over which ofthese attitudes (web site/advertisement
or brand) the consumer forms first (Brown & Stayman, 1992; MacKenzie et aL,
1986), there is no debate of the presence of a relationship. According to the brand
attitude and advertising literature (Brown & Stayman, 1992; MacKenzie et al.,
1986), a positive attitude towards an organization's brand predisposes a positive
attitude towards the organization's advertisements and other communications. By
the same token, it can be assumed that consumers will spend more time on web sites
owned by favored organizations than on those of unfavored organizations. Based on
the above the following hypotheses are formulated:

Hypothesis 3A: An individual's brand attitude is positively
related to his/her attitude towards that brand's web site.

Hypothesis 3B: An individual's brand attitude is positively
related to the length of time that he/she will spend at that
brand's web site.

Attitudes Towards a Web Site and Visit Duration3

The last area to be considered concerns the relationship between attitude
toward the web site and visit duration. Similar to advertisements, the character­
istics of the Internet are likely to influence both the amount and pace of a
visitor's exposure to information (Thorson, Chi & Leavitt, 1992). Literature
suggests that both amount of information and speed of processing would be
related to an individual's attitude towards a web site (cf. Olney, Holbrook &
Batra, 1991). Given the same speed of processing, an individual that devotes
more time to a web site will process more information and notice more details
than an individual that only visits the site briefly. It is also likely that longer
visits will allow the visitor the time to reflect on the information more carefully.
Thus, visiting time increases the possibility of an individual's attention to,
processing of, and reflection on a larger amount of information that, in turn, is
likely to lead to better comprehension of the information (cf. Olney, Holbrook &
Batra, 1991). However, it appears that there is a bi-directional (non-recursive)
relationship between visit duration and attitudes towards a web site (cf. Thorson,
Chi & Leavitt, 1992). On the one hand, individuals will spend more time at a web
site that is to their liking; if they do not like the web site then they will move onto
another more pleasing site. Conversely, if an individual is se,arching for some­
thing specific on a web site and cannot find it, then slhe will have to spend more
time on that web site. However, s/he is likely to become increasingly frustrated
with it than if the information was easily found. Consequently, it is important to
determine whether increasing visit duration corresponds with increasingly posi-



112 Journal ofBusiness Strategies Vol. 18, No.2

tive attitudes towards the web site; if it does not, then improvements to the web
site may be required. If the relationship between favorable attitudes towards the
site and visit duration is positive, then falling duration would indicate that
improvements were needed on that web site.

Thus, the following two hypotheses can be put forward:

Hypothesis 4A: An individual's attitudes towards a web site are
positively related to the length oftime he/she spends at that site.

Hypothesis 4B: The length of time an individual spends at a
web site is related to his/her attitudes towards the site.

Research Methodology

As part of the research process involved the browsing and evaluation of two
web sites this study required subjects that could, and were able to, access the
Internet. Sample selection was restricted as (i) the evaluation process was rela­
tively time-consuming, and (ii) control over the order in which some of the
measures were presented was required (e.g., prior attitudes towards the brand
needed to be measured before the formation of attitudes towards the brand's web
site). In addition, to help ensure a narrow range of information processing
ability, subjects with similar levels of education were needed. These restrictions
led to the use of an undergraduate student sample.

Students working in a University's computer labs were approached and asked
if they knew how to use an Internet browser and whether they would like to
participate in the study. Care was taken with the sample selection to ensure a
gender balance, and participants were screened to check that they had not visited
the selected web sites previously. Respondents qualified to take part in the study
filled-in the initial sections of a questionnaire and then browsed two book­
marked electronic shopping web sites. No time restriction was placed on their
visit duration. When they finished browsing, respondents' attitudes towards
each web site (Awcb) were measured. The web sites used for the study belonged
to two store-based retailers, "Gap" and "Principles", with relatively high brand
recognition. These retailers were selected because both:

(i) sell casual clothes, a product category relevant to the sample
selected. (Moreover, clothes are a popular product category
for traditional home-shoppers, that is, print catalogue shop­
ping, with 41 % of all home-shopping coming from clothing­
FT 3/13/98.);
(ii) were new to electronic-shopping with recently established
web sites (i.e., www.gap.com/onlinestore/storefront.asp and
www.prindples.co.uklpromoinvocation; and,
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(iii) sell products that carry only their own brand names (i.e.,
"Gap" and "Principles" respectively). This prevents the emer­
gence ofeffects originating from attitudes towards other brands
stocked by the retailers.

In total 102 students participated in the study (56% males; 44% females) with
ages ranging from 18 to 32 years. The research instrument, a questionnaire, was
pre-tested on five subjects using the debriefing approach (Hunt, Sparkman &
Wilcox, 1982).

Measures
Involvement. Zaichowsky's (1985) personal involvement inventory, a seven­
point bipolar semantic differential scale, with items such as important/unimpor­
tant, irrelevant/relevant, boring/interesting, was used to measure involvement in
buying casual clothes. LISREL 8 (Joreskog & Sorbom, 1993) showed an unac­
ceptable initial fit for the one factor model. A model modification procedure was
undertaken (Gerbing & Anderson, 1988; Kaplan, 1990). The final scale con­
sisted of eleven items (Appendix 1) and had acceptable levels offit on all indices
(JOreskog & Sorbom, 1993) and coefficient alpha of 0.938, well above Nunnally
and Bernstein (1994) recommended level of 0.70. The scale construct validity
statistic was equal to 0.938 (acceptable minimum.70) and the extracted variance
equal to 0.641 (acceptable minimum .50). Both statistics were well above the
recommended cut-off points (Hair, Anderson, Tatham & Black, 1995).
Prior attitudes towards a brand. Aaker's (1996) inventory measured attitudes
towards the two brands considered. Following his advice, only the seven items
that closely matched the objective of the study were used - good value for
money, trustworthy, innovative, admirable, high quality, consistent quality and
interesting. Respondents indicated how well each described both the "Gap" and
"Principles" brands using a seven-point scale (not at all to very much so).
Confirmatory factor analysis using Kaplan's (1990) modification procedure
resulted in the removal of two items (i.e., trustworthy and consistent quality of
the brand). The remaining items had acceptable levels of fit for both "Gap" and
"Principles" (see Appendix 2). The values of the respective construct validities
(0.846 and 0.871) and extracted variances (0.530 and 0.594) were above their
acceptance thresholds. Cronbach's alpha on the remaining items was .863 and
.853 respectively.
Attitudes towards a web site. Items were drawn from measures of attitudes
towards advertisements (Hill & Mazis, 1986; Gardner, Mitchell & Russo, 1985).
For each web site a seven-point bipolar scale with nine items was used - very
bad/very good, uninterestingl interesting, dislikablellikeable, unfavorable/fa­
vorable, poor quality/good quality, disagreeablel agreeable, confusing/clear,
uninformative/informative, low/high attention grabbing ability. The scales were
applied after the web sites had been browsed, nevertheless, confirmatory factor
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analysis using LISREL 8 required the removal of three items (very bad/very
good, dislikable/likeable, uninformativelinformative) to achieve an acceptable
level of fit for both the "Gap" and "Principles" scales (see Appendix 3). With the
remaining six items Cronbach's alpha for the "Gap" scale was .838, .851 for the
"Principles" scale. The reported construct validities (0.858 and 0.853) and
extracted variances (0.517 and 0.506) of both scales were at acceptable levels.
Experience with and Knowledge of the Internet. Experience refers to the length
of time an individual has used the Internet for, as such, respondents were asked
to indicate approximately how long they had used the Internet for and, on
average, how many hours a week they spent on it. The product of these two
indices (converted into weeks) was used as a measure ofInternet experience. In
this sample respondents had, on average, been using the Internet for 19.516
months (standard deviation 13.448) with an average frequency of 7.196 hours a
week (standard deviation: 6.549). Following Park, Mothersbaugh and Feick's
(1994) suggestion to use objective rather than perceived knowledge measure­
ment, respondents' knowledge of the Internet was assessed using five questions
on a multiple-choice test (see Appendix 4). The average score in that test was
2.951 with a standard deviation 1.423.

Results

Before testing the specific hypothesis, overall ratings are required for the a
priori attitudes of respondents to the two brands. Overall, the "Gap" brand is
stronger than the "Principles" brand with this sample (arithmetic means 23.614
and 19.783, standard deviations 5.254 and 4.889 respectively)4. This difference
is significant at a = 0.00 I. In line with brand attitudes, the evaluations of the two
web sites also showed significant differences when a =0.001 (Gap mean =
28.928, standard deviation =6.346, Principles mean::: 25.990, standard devia­
tion ::: 6.602)5. While these results are not surprising given the age of respon­
dents and the nature of the web sites, the purpose of this study is not to compare
the two web sites per se, but to use the differences in respondent's ratings to
empirically test the hypothesis in two contexts (i.e. the two web sites). However,
while differences existed in the evaluations of the web sites, there was no
significant difference in the length of time spent browsing each site (t - value :::
.456, p = .650; "Gap" mean = 15.218 minutes, standard deviation::: 20.252;
Principles mean::: 15.807, standard deviation = 19.840).

Model Testing
To test the model, the path analysis procedure of the LISREL VIII software

program (Joreskog & Sorbom, 1993) was used. Due to sample size limitations,
the use of single indicators for each variable was preferred to latent variable
modelling. The Figure 1 model was tested for the "Principles" and "Gap" web
sites, respectively. Results showed that the initial fit of the model (applied to
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both sites) was not satisfactory for either site and some modifications were
necessary. In particular, the initial chi square for both "Principles" and "Gap"
were significant and more importantly the RMSEA indices offit were unaccept­
ably high (Principles fit statistics: X2(1) =4.650, P =0.0311, RMSEA = 0.188;
GFI = 0.986; and AGFI = 0.704; Gap fit statistics: X2(1) = 8.530, p = 0.003,
RMSEA =0.270; GFI =0.975 and AGFI =0.472). As a result, a model modifi­
cation procedure was undertaken based on Gerbing and Anderson's (1988) and
Kaplan's (1990) recommendations. During the model modification process,
care was taken to ensure that the modifications undertaken were based on
modification indices that were simultaneously high for both sites on which the
model was applied (i.e., Gap and Principles) and that the indicated changes were
theoretically meaningful (Gerbing & Anderson, 1988; Kaplan, 1990). At the end
of the process, two models with satisfactory goodness of fit emerged (see Figure
2 and Figure 3). The resulting chi-square (X2( 4) = 5.166) for "Principles" was
insignificant (p-value =0.271) and all the other indices of fit followed suit (see
fitted model and other fit statistics in Figure 2). The fit of same model in the case
of the "Gap" web site was also acceptable (see fitted model and fit statistics in
Figure 3).

Hypotheses

Involvement
Hypotheses lA predicts that consumer involvement with a product category

will be positively related to the length of time a consumer spends on the web site
related to that product category. Our analysis (Figure 2 and 3) does not support
Hypotheses 1A for either "Gap" or "Principles". No difference in the duration of
visit was observed between high and low involvement respondents with regard
to the "Gap" web site. In contrast, with "Principles" involved consumers were
found to spend less time at the web site than less involved consumers. Hypoth­
esis IB predicts a positive relationship between involvement and respondents'
attitudes towards a web site. Results failed to support Hypotheses lB. In the
modified models (depicted in Figure 2 and Figure 3), this path had to be removed
as involvement was found to have no effect on respondents' attitudes towards
either web site (A b)'

we

Internet Experience and Knowledge
Hypothesis 2A postulates that Internet experience is negatively related to the

length of time an individual spends at a web site. This hypotheses is partially
supported; that is, the relationship holds on the "Principles" web site, but not on
the "Gap" web site. As can be seen in Figure 2, experience is significantly and
negatively related to the time respondents spend at the "Principles" web site,
however, Figure 3 ("Gap" model), does not show a significant relationship
between Internet experience and visit duration.
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Figure 2
The Relationship Between Involvement, Attitudes Towards Principles,

Internet Knowledge and Experience, Visit Duration
and Attitudes Towards Principle's Web Site

Time spent browsing the
principle's web site

R' = 0.368**

0.681*
-0.738**

0.446**

-0.274*

Involvement

t 0.472**

Knowledge of the
Internet

R' = 0.233**

Experience with the
Internet

Attitudes towards the

L..-__p_ri_n_ci_p_'e_'s_b_r_a_nd__--' ------------. .-------------,
Attitudes towards the
principle's web site

I
R'=0.147**

'-----

Fit Statistics

Chi-Square with 4 Degrees of Freedom =5.166 (P =0.271); Root Mean Square Error of
Approximation (RMSEA) =0.0546; Goodness of Fit Index (GFI) =0.984; Adjusted Goodness of
Fit Index (AGFI) =0.914; Normed Fit Index (NFl) =0.930; Comparative Fit Index (CFI) =0.980;
Incremental Fit Index (IFI) = 0.983

Where: ** significant at (X = 0.01; • significant at (X = 0.05; + significant at (X = 0.1

Hypothesis 2e, that Internet knowledge is negatively related to visit duration,
is not supported with either web site. This relationship was excluded from the
modified model; it was insignificant and detrimental to the model's fit (Figures
2 and 3).

Hypothesis 2B assumes that Internet experience will affect the way individu­
als assess different web sites. This hypothesis is supported in the "Principles"
case but only at a confidence interval of 90% (Figure 2); experienced respon­
dents gave lower ratings to the "Principles" web site than inexperienced ones.
However, the same is not true in the "Gap" case (Figure 3) where experience was
found to be unrelated to attitudes towards the "Gap" web site.
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Figure 3
The Relationship Between Involvement, Attitudes Towards Gap,

Internet Knowledge and Experience, Visit Duration
and Attitudes Towards Gap's Web Site

Time spent browsing the
principle's web site

R
2 =0.368**

0.109
-0.163

0.550**

-0.170+

Involvement

t 0.449**

Knowledge of the
Internet

R
2 =0.201**

Experience with the
Internet
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L...-__G_a_p_'s_b_r_an_d__---l r-------------.
Attitudes towards the
principle's web site

I
R2 = 0.147**

'-------

Fit Statistics

Chi-Square with 4 Degrees of Freedom = 9.623 (P = 0.0473); Root Mean Square Error of
Approximation (RMSEA) =0.117; Goodness of Fit Index (GFI) =0.972; Adjusted Goodness of Fit
Index (AGFI) =0.852; Normed Fit Index (NFl) =0.900; Comparative Fit Index (CFt) =0.931;
Incremental Fit Index (IFI) =0.939

Where: •• significant at a = 0.01; • significant at a =0.05; + significant at a =0.1

Hypothesis 20 postulates that individuals with knowledge of the Internet will
evaluate web sites in a different manner to less knowledgeable individuals.
Results in Figure 2 seem to support this view as knowledgeable respondents
gave higher ratings to the "Principles" web site than less knowledgeable ones.
However, the impact of knowledge of the Internet on respondents' attitudes
towards the "Gap" web site (Figure 3) was statistically insignificant.

Hypothesis 2E assumes that Internet experience is positively related to Internet
knowledge. It is supported by the data.
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Attitudes Towards the Brand
Hypothesis 3A predicts that individuals with positive attitudes towards a

brand will also have positive attitudes towards that brand's web site. Findings in
both cases (Figures 2 and 3) support this hypothesis. In contrast, Hypotheses 3B
(an individual's brand attitude is positively related to the length of time that he/
she will spend at that brand's web site) is not supported. The postulated path had
to be removed from both the "Gap" and the "Principles" models as it was
statistically insignificant and adversely affected the models' fit.

Visit Duration
Hypothesis 4A claims that individuals will spend more time at web sites

towards which they have positive attitudes. The results for the "Principles"
model (Figure 2) support this hypothesis, however, no significant relationship is
observed on the "Gap" web site. Hypothesis 4B postulates that the time an
individual spends at a site will affect his/her attitudes towards the site. Again,
Hypotheses 4B is true for the "Principles" web site where a negative effect is
observed (Figure 2) but not for the "Gap" web site (Figure 3). Consequently,
Hypotheses 4B can only be partially supported.

Discussion

The main finding of this study is that prior attitudes of consumers towards a
brand transfer into attitudes towards the web site associated with that brand.
Consumers are biased in their assessment of web sites and brand owners need to
consider the likely predispositions of consumers when designing, evaluating
and implementing their web strategy. As images or attitudes external to the web
site transfer to the consumers' assessment of the web site, traditional retailers
and other organizations planning to introduce web sites should exploit their
existing brand online. The complementary nature of the relationship between
on- and off-line branding is encouraging to established brand owners in the face
of the recent threats coming from the emergence of intelligent search engines
that facilitate the online comparison ofprice and other product attribute (Mitchell,
2000). While the Internet has seen some strong e-brands surfacing as technology
matures. it is nevertheless "consumer behavior that drives the market and re­
defines your brand" (Thompson, 2000, p. 90). This study confirms the influence
of existing brand attitudes on the attitude formation of online shoppers. Harvin
(2000) suggest consumers are more comfortable with organizations that have
strong off-line brands that they already know and trust. As such, this study
provides reassurance to multichannel retailers who compete with an ever in­
creasing number of e-brands (Dignam, 2000); a strong offline brand will help
them compete effectively in the online envir0nment (Auton, 2000; Karas. 2000;
McWilliam, 2000). Moreover, as traditional retailers are perceived as loosing
ground to manufacturers on the Internet battlefield, strong brand names provide
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an important advantage to the retailers (McElnea, 2000). A complication, how­
ever, exists for web sites that carry multiple brands (e.g., e-malls). The success
of these web sites is likely to depend on attracting the right combination of
complimentary brands to be able to build a successful Internet brand.

Another important finding of this study concerns visit duration (one as­
pect of the "stickiness" ~ of a web site), a highly regarded attribute that is
used for the ranking of different sites (see rankings at Adweek, 4/5/00, p. 45)
and as an indicator of web site effectiveness? (Hoffman & Novak, 1996;
Raman & Leckenby, 1998). Unfortunately our results show that the duration
of a visit to an electronic shopping site does not ensure positive attitudes
towards that site; longer visits can actually result in less (even un-) favorable
attitudes towards the web site in question. Thus, from a practical point of
view, visit duration, if used in isolation as a measure of effectiveness may
result in an inaccurate reading of a web site's appeal to visitors. Internet
retailers must move away from interpreting lengthy visits as an indication of
positive attitudes towards the site. Moreover, the observed inconsistency on
the impact of visit duration on the two sites researched suggests that a web
site's features and content moderate the relationship between visit duration
and attitude towards the web site.

Involvement with the product category was also considered in this study. Involve­
ment is known to be an important element ofInternet purchasing behavior (Bulter &
Peppard, 1998), however, it is not sufficient, in isolation, to drive a consumer to
spend more time at a web site. Indeed, our results suggest highly involved consum­
ers may spend less time on a web site than uninvolved consumers. This may be
because the involved consumer is already aware of the alternatives available. Nev­
ertheless, if involvement is not enough to hold the consumer, then in-site motivation
(i.e., features/content) may be required. However, the web site manager should not
forget that extending the stay of the consumer is only necessary if it has an impact
on the objectives of the web site (e.g., do longer visit durations result in increased
revenues from the visitor in question).

Finch (1999) showed how important the Internet can be when building con­
sumer involvement for a product category, however, he did not examine how
increased involvement affected consumers' online shopping behavior. The find­
ings of this study suggest that individuals with increased involvement may be
more demanding of a web site. Web site features and content can either maintain
or quickly vaporize the elevated interest of involved visitors (as appeared to
happen with the "Principles" site). From a practical point of view online retailers
should design web sites that sustain the interest of highly involved consumers;
a very influential and sought after category of consumers that tend to be opinion
leaders in that category of products (Mowen & Minor, 1998, p. 494). Neverthe­
less, despite the evidence that suggests involved consumers are more demanding
of web sites, involvement was not found to have a direct effect on consumers'
attitudes towards the web sites in this study.
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The final part of this study that needs to be discussed is the relationship
between Internet experience and Internet knowledge with both attitudes toward
the web site and visit duration. The findings from this study do not give clear-cut
answers to these relationships; the characteristics of the web site concerned
appear to have an impact on the relationships considered. Internet experience, in
the context of the "Principles" web site, did impact upon visit duration. This
negative relationship may be explained by inexperienced users being less com­
petent on the Internet and loosing time finding their way through a web site, as
such, experienced users spend less time on a site that inexperienced ones.
However, as experienced users gave lower ratings to the "Principles" site than
less experienced ones, it would appear that the web site did not hold the interest
ofthe more experienced Internet users. In contrast, on the "Gap" web site, which
used more visuals and had a greater number of technically advances features,
there was no difference in visit duration between experienced and inexperienced
users. The design ofthis web site provided more challenges to experienced users
and consequently maintained their interest (Hoffman & Novak, 1996). Nonethe­
less, this seems contrary to the findings reported by Hammond, McWilliam and
Narholz (1998) who found that, for experienced users, the hedonic aspects of the
web site are less important than the utilitarian ones. However, as this study did
not attempt to discern the contribution of the different aspects of attitude forma­
tion, advice on how to maintain the interest of knowledgeable users is contradic­
tory. However, as Hammond et al. 's (1998) study suggested that users' apprecia­
tion of a web site is not linearly related to their experience with the medium and
the present study is based on a linear model, this study may not have captured
possible non-linearities in the relationship between experience and web site
rating.

Turning to the effect of Internet knowledge on visit duration and attitude
towards the web site shows no relationship between knowledge and visit
duration, however, more knowledgeable respondents are more positive about
the "Principles" web site than less knowledgeable ones (no relationship on
the "Gap" web site). Knowledgeable respondents are more aware of the
technical difficulties and the 'cost' of different web site features in terms of
web site functionality (e.g., download time). So, while Internet knowledge is
unlikely to have a direct impact on visit duration, knowledge may lead to an
appreciation of why novel features are not included on a site, and as such,
lead to more positive attitudes towards relatively simply web sites. In addi­
tion, the operationalization of Internet knowledge in this study measured
theoretical knowledge, but not the navigational ability of the respondent,
and this may have had an impact on the results. Nevertheless, the inconsis­
tencies between the effects of Internet knowledge and Internet experience
strongly suggest that they need to be treated differently by marketers. It
appears that different web site features are appreciated by knowledgeable
users and experienced users. Consequently, online retailers aiming to appeal
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to consumers of different levels of Internet knowledge or Internet experi­
ence need to adapt their web sites in the appropriate manner.

Conclusions and Topics for Future Research

This study throws light onto a little researched area, consumers' attitudes
towards multi-channel retailers' web sites, and identifies the impact product
involvement, brand attitude, Internet knowledge/experience and visit duration
on consumer attitudes. Although the study focused on one type of web site, that
is, electronic shopping sites owned by multi-channel retailers, the application of
the findings may also be extended to the other types of sites (Hoffman and
Novak, 1996). The impact of brand attitude on attitude towards websites is, for
instance, unlikely to be restricted to retailers. Attitudes towards informational
sites, such as www.yell.com. are also likely to be affected by the users' attitude
towards their offline brand. In addition, the impact ofthe differences in behavior
based on the users' level of Internet experience, and their level of Internet
knowledge, measures sometimes considered interchangeable, are likely to apply
to all types of web sites.

Nevertheless, the conclusions that can be drawn from this study alone are
limited to the specific research questions explored and, as such, several areas for
future research remain. These include those given below.

(i) Different retailers seem to follow different brand transfer
strategies (from the physical store brand to the online brand)
(Morrison, 2000); future research should examine which ele­
ments of the physical brand transfer successfully to the asso­
ciated web site.
(ii) Future research also needs to consider the extent to which
consumer attitudes towards specific brands influences their atti­
tudes towards web sites that are associated with multiple brands.
(iii) The observed inconsistency in the relationship between
visit duration and attitude towards the web site suggest that
factors other than those examined in this study moderate the
relationship. Future research should examine this effect on a
larger number of sites and should try to isolate the site features
that generated these deviations.
(iv) From the results of this study product involvement is not,
in itself, sufficient to encourage consumers to spend time on a
web site, however, it may be that features and functions on the
web site could be used to involve the consumer more with the
product category online. Future research could investigate the
role of involvement and motivation emanating from the web
site on attitude towards the web site as well as visit duration.
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(v) In relation to the previous area for future research, the
relationship between product involvement and visit duration
needs to be expanded to include more types of sites. It may be
that the relationship hinted at in this study was context spe­
cific. Future research could, for instance, allow respondents a
less restricted choice of web sites, or investigate different
types of web sites (e.g., information sites).
(vi) In this study, an overall measure of attitude towards web
sites was used, however, the findings using this measure were
unclear. Research considering the consumers attitude towards
different aspects of the web site (e.g., hedonic/utilitarian value)
could provide more insight into the relationships hypothesized
in this study.
(vii) Although only tentatively, this study shows that consumers
with different levels ofInternet experience and different levels of
Internet knowledge react differently to the same web site. Future
research should isolate the source ofthese differences as they may
provide useful segmentation variables for e-stores.

Notes

I Experience with the Internet refers to the length of time and frequency with
which somebody has used the Internet. Knowledge of the Internet refers to an
individual's technical understanding of the new medium that can be acquired by
other means except experience (studying of manuals, training, etc.).
2 More specific factors, such as, web-interface knowledge and experience may
also have an impact on the duration of users' visits to web sites, and their
attitudes towards web sites, however, practical limitations restricted this study
to measures of broader Internet knowledge and experience.
3 The user friendliness of the web site (i.e., logical and consistent screen layout
and linkage structure; easily recognizable metaphors; appropriate organization
of data, functions, features and tasks; efficient navigation schemes; and high
quality appearance characteristics) is also an important factor with regard to
web site usage duration and frequency.
4 Arithmetic mean and standard deviation of the (5-item, 7-point) aggregate
scale in appendix 2 (range =5-35)
j Arithmetic mean and standard deviation of the (7-item, 7-point) aggregate
scale in appendix 3 (range =6-42)
I> Stickiness, also considers the visit frequencies of users, and their typical usage
patterns.
7 Effectiveness might, for example, be measured by how quickly a user is able
to find information on a web site (informational sites), or the extent to which the
web site enhances the brand (branding sites).
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Appendix 1
Involvement with Casual Clothes

Items

important/unimportant (r)
of no concern to me/of concern to me
means a lot to mel means nothing to me (r)
valuable/worthless (r)
tri vial/fundamental
beneficial/not beneficial (r)
matters to mel does not matter to me (r)
uninterested/interested
essential/nonessential (r)
undesirable/desirable
wanted/unwanted (r)

(r) :: reversed item
Reliability/validity statistics
Construct validity
Extracted variance
Cronbach's alpha

Fit statistics
X2(44)
p-value
Root Mean Square Error of Approximation (RMSEA)
Goodness Of Fit Index (GFI)
Adjusted Goodness Of Fit Index (AGFl)
Normed Fit Index (Nfl)
Comparative Fit Index (CFI)
Incremental Fit Index (lFI)

Standardized factor
loadings 0.)

0.801
0.731
0.863
0.733
0.719
0.622
0.874
0.696
0.789
0.800
0.733

0.938
0.641
0.938

53.411
0.156
0.051
0.898
0.848
0.914
0.983
0.984
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Appendix 2
Attitudes Towards Retailer's Brand

Vol. 18, No.2

Principles Gap

Standardized factor Standardized factor
Items loadings (A) loadings (A)

Good value for money 0.620 0.619
Innovative 0.720 0.890
Admirable 0.866 0.844
High quality 0.607 0.522
Interesting 0.791 0.872

Reliability/validity statistics
Construct validity 0.846 0.871
Extracted variance 0.530 0.594
Cronbach's alpha 0.853 0.863

Fit statistics
X1(5) 7.409 2.676
p.value 0.192 0.750
Root Mean Square Error of
Approximation (RMSEA) 0.074 0.001
Goodness of Fit Index (OFI) 0.971 0.988
Adjusted Goodness of Fit Index (AGFD 0.912 0.954
Normed Fit Index (NFl) 0.958 0.967
Comparative Fit Index (CFI) 0.986 0.997
Incremental Fit Index (IFI) 0.986 0.998
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Appendix 3
Attitudes towards Retailer's Web Site

Principles

129

Gap

Items

Uninteresting/]nteresting
Unfavorable/Favorable
Poor quality/Good quality
Disagreeab]elAgreeable
Confusing/Clear
Low/High attention grabbing ability

Reliability/validity statistics
Construct validity
Extracted variance
Cronbach's alpha

Fit statistics
X2(9)
p-value
Root Mean Square Error of
Approximation (RMSEA)
Goodness Of Fit Index CGFl)
Adjusted Goodness Of Fit Index (AGFI)
Normed Fit Index (NFl)
Comparative Fit Index (CFI)
Incremental Fit Index (lFl)

Standardized factor
loadings 0.)

0.730
0.822
0.586
0.570
0.747
0.781

0.858
0.517
0.851

12.764
0.174

0.069
0.956
0.897
0.94]
0.981
0.982

Standardized factor
loadings (I..)

0.694
0.880
0.726
0.682
0560
0.644

0.853
0.496
0.838

13.840
0.128

0.071
0.956
0.898
0.934
0.975
0.976
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i) Yahoo is:

[ J

C
[.J

ii) A URL is:

Journal of Business Strategies

Appendix 4
Multiple-choice Test Used to Assess

Respondent's Knowledge of the Internet

kid's web page.
web searching engine.
An Internet communication service
A tele-shopping organization in the network.
A web browser.

Vol. 18, No.2

[J A programming language in the Internet.
o Another word for Internet site address.
U A web searching engine.
n A web browser.
U A body regulating internet traffic.

iii) A cookie is:

[] Another word for net-surfing.
[] Is a small piece of information that a web server sends to your browser

to collect information about you.
el A computer virus.
[J A net-nerd or a net-junkie.
n A web security protocol.

iv) Hypertext is:

[J The connection that brings various bits together to make the web pages.
U A spell checker.
L: A word-processor.
fOJ A programming language to design web pages.
:J A special font.

v) JAVA is:

[J A web browser.
[J A computer language.
[J An Internet service provider.
o A chat services in the Internet.
o A computer virus.
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