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Abstract 

E-commerce, has distinguished today's world from the past strictly, But the organizations 

with knowing its usage can apply it very well. The purpose of this study is investigation of 

the effect of the cognition, feelings and personality variables on customer purchase intention 

from online stores in e-commerce. To test the hypothesis of research, Pearson correlation test, 

linear regression and path analysis model were used. The results of this research has showed 

that online stores’ managers, according to personality, emotional and cognitive traits of 

customers, will allocate a larger share of virtual market of e-commerce to themselves. 

Keywords: cognition, feeling, personality, purchase intention, E-commerce 



 Business Management and Strategy 

ISSN 2157-6068 

2015, Vol. 6, No. 1 

www.macrothink.org/bms 
89 

1. Introduction 

Currently, the Internet is changed as wide field to business transaction and powerful medium 

for marketing. Statistics show that number of internet users and willing to buy and sell via 

internet are increased; so that Electronic buyers purchase amount in developed countries, 

such as USA, until 2013, was estimated to be about 213 billion dollars (Iran, 2009). In Iran, 

despite the dramatic global growth, internet sales is negligible and internet markets in Iran do 

not reach sufficient maturity (Nikoukar, Divandari, Ebrahimi, Sfidani, 2009). EIU ranking 

model for 2006 in the field of e-commerce in 67 countries indicates this claim. In this 

ranking, the position of Iran is reported as 64
th

 out of 67 countries (Dehdashti Shahrokh and 

mobarhan, 2012). According to these statistics, the country has no proper place in the field of 

electronic commerce. 

Nowadays, businesses go towards being electronic and e-commerce has a new look every 

day. One of the emerging aspects of this field is the creation of Internet Shops. Visiting online 

shops, customers do not encounter present seller and a real store, but they face websites and 

virtual catalog that provide some information about the products and customers are motivated 

to buy these products. According to purchase process in e-commerce, “Trust” and “Risk” are 

more considerable. As the authors state, trust is a prerequisite for successful business because 

consumers are suspense and hesitant unless they trust the seller. With popularization of the 

internet, the role of trust in electronic businesses become prominent because it is possible that 

customers be unreliable to financial transaction in virtual environments. The research has 

showed that the main concern of customers is that the seller do not be committed to 

obligations of the transaction (Grabner and Kaluscha, 2003). As a result, trust in e-commerce 

have been focused more on the process of transaction. In this situation of uncertainty, trust 

building is a solution for reducing the risk perceived by the customer (Luhmann, 1988). 

It is clear that according to the changes made in method of interaction between buyer and 

seller, not only importance of customer do not diminish but also in complex competition field 

of today’s organizations, customer have so significance for all manufacturers and service 

providers (Fathiyan and Aghababaie, 2007).  The main objective of this study is to investigate 

the relationship between cognition, personality and feeling with customers purchase intention 

in e-commerce market in order to with using of the finding of this research, the confidence 

between customer and seller increase and concerns related to online buying decrease, because 

one of the main reason that individuals and companies do not welcome e-commerce is lack of 

trust. In fact, buyers do not trust internet companies sufficiently, therefore they do not have 

any tendency to transaction and exchange. Not only in short-time but also in long-time, trust 

is an obstacle to identifying potential of e-commerce to attract customers (Khodadad 

Hosseini, Azizi and Mir Hosseini, 2006). Maybe, one of the biggest barriers to establishment 

of electronic competition in Iran is lack of public trust and Institutions unfamiliarity with 

confidence-building mechanism.  Most researchers believe that e-commerce is successful 

when public trust to the virtual environment, so researches related to the trust and perceived 

risk by consumers in e-commerce have particular importance. Accordingly, the main question 
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in this research is that what relationship is between cognition, personality and feeling with 

customer purchase intention in e-commerce market. 

2. Theoretical Background 

According to the topic, in this section, firstly, the meaning of e-commerce will be discussed. 

Then, each of hypotheses will be explained by its history. 

E-commerce: Chafy calls buying and selling via internet as e-commerce. OECD defines it 

this way: “e-commerce is an electronic exchange which includes buying and selling of 

products and services between organizations, individuals, governments and other public and 

private sectors and it is directed by computer networks.” Hiratsu calls e-commerce as 

processing technology and activities that are performed automatically as a business exchange 

is done in networks and via information technology (Khodadad Hosseini, Azizi and Mir 

Hosseini, 2006). According to the different approaches, various definition of e-commerce are 

submitted but all of them are in common with each other in at least two cases: 

1- In all the definitions, process of buying and selling or exchange is considered; 

2- Using a kind of electronic tools is considered. 

Cognition: Cognition is in relation with observations and perceptions of customers 

considering facilities and features of sale partners (Kim, Song and Rao, 2005). The online 

stores observing cognition-bases Prerequisites, help in creation of trust among customers, so 

that seller pays attention to quality and customer privacy and provide more possibility to have 

confidence to seller. Also, high-quality information and high security level help to diminish 

risk perceived level related to online transaction and it looks obligatory to do an online 

transaction in a controlled way and consequently, risk reduction (Kim and colleagues, 2008) 

Therefore: 

1
st
 hypotheses: Cognition-based Prerequisites have positive impression on consumer purchase 

intention in e-commerce.  

Feeling: In this research, feeling is related to indirect interaction with others that trust is 

passed as an input to individuals (Zucker, 1986). Consumer conclude that seller who consider 

feeling-based Prerequisite as one of the function principles and to achieve this aim is diligent, 

meet the obligation certainly, so consumer understand seller is reliable and conclude that 

dealing with seller experienced not adhere to the obligation is so risky, while Trading with a 

seller who has a good record of meeting commitments is Fairly safe (Kim and colleagues, 

2008).  

On this basis: 

2
nd

 hypotheses: feeling-based Prerequisites have positive impression on consumer purchase 

intention in e-commerce. 

Personality: Personality-based Prerequisites are related to features and purchasing habits of 
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consumers which are stable completely and have formed during the years (Kim and 

colleagues, 2008). Since consumers have different fields of development, personality, and 

cultural backgrounds, they have different shopping styles and tendency to trust. The 

consumer who has strict tendency to trust others and is loyal, these cases have positive 

influence on trust to the seller, while the consumer who has low desire to trust others and is 

bewildered, less trust to seller, probable (McKnight, Cummings and Chervany, 1988). 

Therefore: 

3
rd

 hypotheses: personality-based Prerequisites have positive impression on consumer’s trust 

in e-commerce. 

Conceptual model: In traditional trade, trust-building process is done based on traits of 

customers, companies, sellers and interactions between the two sides. Also these cases are 

true in the field of e-commerce. It seems that three categories of Prerequisites have influence 

on consumer purchase intention from e-commerce institutions. These three sets are as 

follows: 1. Cognition, 2. Feeling, 3. Personality (Luhmann.1979, Zucker.1986, 

Luhmann.1988, Gefen and colleagues.2003, Kim and colleagues.2005, Kim and 

colleagues.2008). Figure 1 illustrates the conceptual model of the study which is derived 

from the Kim and colleagues’ model (2008). In this research, Kim and colleagues’ model is 

studied from different angle to investigate possibility of applying of Prerequisites’ effects, 

overall, by simplifying the model, with considering each of the Prerequisite generally, not 

evaluating it with specific variable. 

 

Figure 1. Conceptual model of the research 

Resource: Kim and colleagues.2008, Lewin.1943, Bilkey.1953.1955 

 

3. Research Method 

The method employed in this research as objective aspect is practical and in terms of data 

collection method is survey that is one of the descriptive methods. Customers of online 

electronic shops are statistical population of the research. These customers are two types: the 

group that do not use products and services of shop’s e-commerce (potential customers), and 

the group that use these goods and services (Existing customers). All of these customers both 

potential and existing customers are statistical population. This website investigates, criticizes 
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and sales digital products in some groups consist of PDA, notebook, accessories of computer, 

gaming console, music player, Printer, scanner, TV, digital camera, video camera, mobile 

phone, etc. 

Whereas the number of customers of this website is infinite, Cochran formula is used to 

determine sample size and an according to this formula, a sample size of 384 was calculated. 

The internet questionnaire was used to collect the data. For this purpose, 700 questionnaires 

was sent to customers of internet shops. This questionnaire that is derived from Kim and 

colleagues’ questionnaire, includes 22 questions which measure eight structures of research 

model. In this study, items were designed based on Likert Scale in five options. Validity and 

reliability are of the characteristics of each Assessment tool, including the questionnaire. The 

validity means that the tool or the questions mentioned in tool evaluate variables and subject 

of study, exactly. The meaning of reliability of measurement tool is that if the evaluation is 

repeated under same conditions, to what extend the results are similar and credible 

(Mirsepasi, 2005). Also, expert survey was used to determine the validity of questionnaire, it 

means that 7 questionnaire was distributed between e-commerce’s experts and professors to 

survey questionnaire with the aim of checking effective factors on purchase intention in e-

commerce. After considerations, the questionnaire was places on the income website, finally. 

Cronbach’s alpha was used to assess reliability. Cronbach's alpha coefficient of the 

questionnaire by SPSS equal to 76/0 that shows acceptable reliability for used questionnaire 

in this research. Also, Cronbach's alpha coefficient of the variables stated separately (chart1) 

which indicates acceptable reliability for the used items and questionnaire in this research. To 

analyze the data ion this study, firstly, Pearson correlation test was used to evaluate relation 

between variables and then linear regression test was used to determine their effects and their 

size by SPSS software.   

3.1 Research Findings 

Descriptive statistics for demographic variables of the sample show that 85.6% of the 

respondents were male and the majority of them were in the age group of 16 to 30 (64.8%) 

and holds a bachelor’s degree (37%). 

3.2 Testing Hypotheses 

In order to testing hypotheses, firstly, Pearson correlation test was used by SPSS software to 

measure the correlation between variables. Based on this test, it was found that relationship 

between cognition-based Prerequisite (0.524), feeling-based Prerequisite (0.322) and 

personality-based Prerequisite (0.423) are meaningful with customer purchase intention in 

error level of 0.01. Therefore, all hypotheses in this research are acceptable. 

Then, influence of each variables was evaluated by linear regression test and SPSS software. 

Based on the results of linear regression analysis derived from results, it is inferred that 

observed significant value (sig) for all variables is lower than 0.05 and close to zero 

(sig<0.00) that is lower than standard significant value (α- 5%). Therefore, regression 

analysis was significant and cognition, feeling and personality variables have positive effect 
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on consumer purchase intention 64.33%, 51.4% and 45.3% respectively, in e-commerce. 

Table 1. Linear regression analysis 

Independent variable Dependent variable Standardized beta coefficients Significant beta 

Cognition Customer purchase 

intention 

64.33 0.001 

Feeling Customer purchase 

intention 

51.4 0.001 

personality Customer purchase 

intention 

45.3 0.001 

3.3 Path Analysis (structural equations model): 

To study the relationship between effective factors on the purchase intention, path analysis 

method was used by LISREL software. In chart 2 the result of path analyses was stated 

separately. 

Table 2. The results of structural equations (in significantly) 

Impact of alternatives t Impact value Result 

Cognition>>Customer purchase intention 16.24 0.73 Confirmed 

Feeling>>Customer purchase intention 12.52 0.66 Confirmed 

Personality>>Customer purchase intention 11.02 0.42 Confirmed 

4. Discussion and Conclusion 

The data analysis revealed that cognition-based prerequisites has positive effect on consumer 

purchase intention, according to this, first hypothesis is confirmed. This result is in agreement 

with researchers’ reports which confirm that The online stores observing cognition-bases 

Prerequisites, help in creation of trust among customers, so that seller pays attention to 

quality and customer privacy and provide more possibility to have confidence to seller. Also, 

high-quality information and high security level help to diminish risk perceived level related 

to online transaction and it looks obligatory to do an online transaction in a controlled way 

and consequently, risk reduction (Kim and colleagues, 2008). According to this, it is 

recommended that store complete, correct and update the information on its website and try 

do not have specific bias to attract very special and limited customers. Also, it is suggested 

that attractive information which can absorb the customers be placed on the website so that 

create traffic and increase the number of website visitors. Also, the website should has rich 

content; all of these requires some experts in the field of marketing with professional 

knowledge and understanding customers’ preferences. 
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Also, feeling-based Prerequisites, based on research’s findings, have positive effect on 

customer purchase intention, according to this, second hypothesis is confirmed and shows 

that Consumer conclude that seller who consider feeling-based Prerequisite as one of the 

function principles and to achieve this aim is diligent, meet the obligation certainly, so 

consumer understand seller is reliable and conclude that dealing with seller experienced not 

adhere to the obligation is so risky, while Trading with a seller who has a good record of 

meeting commitments is Fairly safe (Kim and colleagues, 2008). According to this, website 

should be advertised by famous and well-known people or be advertised in media, in this 

way, if the website has special advantages in comparison with other websites, these should be 

mentioned or the name of organization or person that website’s sponsor should be stated.  

In the following, it is inferred from research’s findings that personality-based Prerequisites 

have positive effect on consumer purchase intention in e-commerce, according to this, third 

hypothesis is confirmed and has agreement with previous studies that consumers have 

different fields of development, personality, and cultural backgrounds, they have different 

shopping styles and tendency to trust. The consumer who has strict tendency to trust others 

and is loyal, these cases have positive influence on trust to the seller, while the consumer who 

has low desire to trust others and is bewildered, less trust to seller, probable (McKnight, 

Cummings and Chervany, 1988). In this field, it is recommended to authorities that do 

marketing in virtual environment with respect to psychology principles in the field of 

understanding thoughts and changing customer preferences and also according to market and 

encouraging and motivating customers to buy again. 
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