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Abstract 

In recent years, computers and the Internet have become an important part of modern 

societies. These technologies have influenced almost all aspects of daily life; from education 

to communication, from entertainment to business. Along with the spread of the Internet use, 

the acceptance of online shopping has been growing, especially in the developed parts of the 

world. However, electronic commerce is still in its infancy in developing countries. In this 

study, the author explored positive attitudes of undergraduate students toward online 

shopping and examined the association between positive attitudes of undergraduate students 

toward online shopping and their demographics variables: gender, age and income. And 

attitudes of online shoppers and non-online shoppers toward online shopping were compared. 

Participants of this study were undergraduate business students in a public university in 

Turkey. A paper-based questionnaire was used containing five-point Likert type scale to 

explore students’ attitudes toward online shopping. A total of 314 students voluntarily 

participated to the study. It is found that in general participants have positive attitudes toward 

online shopping. Online shoppers have more positive attitudes than non-online shoppers 

toward online shopping. Generally male students have more positive attitudes toward online 

shopping than female counterparts. There is a positive correlation between income level and 

positive attitude toward online shopping; as monthly family income increases, participants 

have more positive attitudes toward online shopping. 
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1.INTRODUCTION 

 

Electronic commerce has become a worldwide phenomenon (Mahmood, Bagchi & Ford, 

2004). According to Nielsen’s 2008 report, more than 85 percent of the world’s online 

population has used the Internet to make a purchase (Nielsen, 2008). The volume of business-

to-consumer (B2C) e-commerce transactions has continued to increase. According to the 

United States Census Bureau, the total volume of B2C e-commerce transactions in the United 

States was estimated to be 298 billion dollars in 2009 with an increase of 2.1 percent from 

2008 (United States Census Bureau, 2010). As a developing country, in Turkey, Internet use 

and B2C e-commerce transactions have also increased. The Interbank Card Center (BKM) 

reported that, in Turkey, while domestic and international e-commerce transactions with 

domestic cards were total of 1.8 billion Turkish liras (TL) (The total number of transactions = 

17,668,587) in 2005, it reached to 14.1 billion TL (The total number of transactions = 

96,138,157) in 2010 (BKM, 2011), (1 TL is about 0.55 U.S. dollars, December 06, 2011). 
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Online shopping has become a popular way to purchase almost everything from electronics to 

books and CDs to tickets and clothing. However there are considerable numbers of people 

still hesitating to buy online because of various reasons, such as security and privacy. 

Security issues, online fraud, reduced opportunity for sensory shopping, the postponement of 

consumption or enjoyment of tangible products until physical delivery, poor design interface, 

privacy concerns, limited product selection, and lack of face-to-face interactions with 

salespeople are some of the challenges that are often cited in the literature as obstacles for 

B2C e-commerce (Tamimi, Sebastianelli and Rajan, 2004). Barriers to online shopping can 

be categorized such as functional and psychological barriers (Rudolph, Rosenbloom and 

Wagner, 2004), as the major barriers which create customer resistance to innovations do 

(Ram and Sheth, 1989). According to Ram and Sheth (1989), functional barriers are likely to 

arise if consumers perceive significant changes from adopting an innovation and 

psychological barriers arise when the innovation causes some conflict with customers' prior 

beliefs. Usage, value and risk barriers refer to functional barriers, whereas tradition and 

image barriers constitute psychological barriers (Ram and Sheth, 1989).  

Demographics and lifestyle characteristics of customers play an important role in their buying 

habits (Mahmood, Bagchi & Ford, 2004). While gender differences exist in choosing to visit 

different types of website, possibly based on the different personality traits of males and 

females, these differences also exist in online shopping experiences (Yang, Lester and James, 

2007). Garbarino and Strahilevitz (2004) found that females perceive a higher level of risk in 

online purchasing than do males. Jen-Hung and Yi-Chun (2010) studied gender differences in 

adolescents' online shopping motivations based on utilitarian and hedonic motivations 

surveying high school students in Taiwan and found that males hold significantly more 

positive attitudes toward online shopping on utilitarian motivations (for example, 

convenience, lack of sociality and cost saving) than the females whereas, females put more 

emphasis on hedonic motivations (for example, adventure, sociality, fashion and value) on 

Internet consumption. Hashim, Ghani and Said (2009) found that males tend to become more 

online shopper compared to females. And their study supports that while males tend to be 

convenience shoppers due to the high commitment on work and study, females tend to be 

recreational shoppers and would prefer to do their shopping using the conventional way 

(Hashim, Ghani & Said, 2009). Rodgers and Harris (2003) revealed that females were less 

emotionally satisfied with online shopping than males, most likely because females skeptical 

of online shopping and did not find it as convenient as males. In their study, males reported 

greater trust in online shopping and perceived the Internet as a more convenient shopping 

outlet than did females. Overall, males had more positive attitudes toward online shopping 

than females (Rodgers and Harris, 2003). Previous studies have reported that age also affects 

attitude toward online shopping. Hashim, Ghani and Said (2009) reported that there is 

significant difference on the attitude toward online shopping differentiated by age. Their 

study results revealed that those who are between 30 to 39 years old do more online shopping 

compared to those between 20 to 29 years old and those over 40 years old. Sulaiman, Ng, and 

Mohezar (2008) found that age is one of the affecting variables in e-ticketing adoption; e-

ticketing is more popular among consumers, age between 26 to 35 years old than 18 to 26 

years-old customers. Income levels affect the Internet users’ online shopping propensity 

(Zukowski and Brown, 2007). Monsuwe, Dellaert and Ruyter (2004) reported that consumers 

with higher household income intend to shop more online than lower income consumers do. 

Teo (2006) found that online shopping adopters tend to have higher income level than non-

adopters. Mahmood, Bagchi and Ford (2004) found that the factors of trust and economic 

conditions make a significant positive contribution to online shopping behavior. 
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While security and privacy issues continue to play an important role in affecting customers 

purchasing decisions online, understanding the attitudes of Internet users toward online 

shopping also important for understanding the dynamics of customers’ behavior in online 

environment. In this study, the author explores the positive attitudes of undergraduate 

students toward online shopping and examines the association between positive attitudes of 

undergraduate students toward online shopping and their demographics variables: gender, age 

and income. Attitudes of online shoppers and non-online shoppers toward online shopping 

were also compared. 

 

2.METHODOLOGY 

2.1.Instrument 

A paper based questionnaire was used in order to examine students’ attitudes toward online 

shopping. Students’ attitudes toward online shopping were assessed using eleven five-point 

Likert-scale questionnaire items (1 = strongly disagree, 5 = strongly agree) adapted from 

Yang, Lester and James (2007). The questionnaire also includes demographic questions. 

 

2.2. Participants 

Participants of this study were undergraduate business students in a public university in 

Turkey. Participants were selected according to convenient sampling. The participation was 

voluntary and anonymous. A total of 314 respondents completed the questionnaire, of which 

311 were used for the purpose of this study. The sample included 194 female students 

(62.4%) and 117 male students (37.6%). The average age of the participants was 20.81 

excluding missing values. Majority of the participants are experienced Internet users. More 

than 70 percent of the participants have been using the Internet for more than 3 years. While 

55 percent of the participants use the Internet less than 9 hours weekly, 19.9 percent of the 

participants use it more than 24 hours weekly. 171 participant students (54.98%) stated that 

they have been shopped online at least once. 

 

2.3. Data Analysis and Results 

The respondent students generally have positive attitudes toward online shopping. Figure 1 

shows the respondents’ agreement with selected statements about online shopping. 

Concerning information, majority of the participants agree that Internet provides easy access 

to information about goods/services (78.8 percent) and Internet provides comprehensive 

information about goods/services (71.6 percent). Regarding purchasing goods online, 79.6 

percent agree that they can order things from distant places and 78.6 percent agree that they 

can purchase goods at any time of the day. 68.4 percent agree that they can access to a great 

variety of products. But concerning price, 55.8 percent believe that they can get better price 

online. 53.7 percent believe that online shopping saves walking from store to store. And 53.7 

percent agree that they can stay home and shop. 
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Figure 1: Respondents’ agreement with statements about online shopping 

Table 1 presents the results of t-test concerning participant students’ attitudes toward online 

shopping regarding gender. According to the results of t-test, there were significant 

differences between males and females in their attitudes toward online shopping in six items. 

Generally male students have more positive attitudes toward online shopping than female 

students. Males agree that online shopping saves walking from store to store more than 

females do. Females do not agree that online shopping saves walking from store to store, it 

requires less effort and they can get better prices as much as males do. Male students agree 

that they can order things from distant places; they can purchase goods at any time of the day 

and they can choose from a greater variety of models of the product more than female 

students do.  

 
  

Gender 

 

Mean 

 

SD 

Mean 

Diff. 

 

t 

 

p 

1. It provides easy access to information 
F 

M 

3.99 

3.85 

0.90 

1.08 
0.14 1.17 0.242 

2. It provides comprehensive information 
F 

M 

3.84 

3.85 

0.99 

1.06 
-0.01 -0.11 0.912 

3. I can purchase goods and services faster 
F 

M 

3.76 

3.53 

1.01 

1.12 
0.22 1.76 0.080 

4. I can stay home and shop 
F 

M 

3.25 

3.47 

1.18 

1.10 
-0.22 -1.61 0.108 

5. It saves walking from store to store 
F 

M 

3.21 

3.53 

1.23 

1.17 
-0.32 -2.28 0.023* 

6. It requires less effort on my part 
F 

M 

3.43 

3.77 

1.10 

0.98 
-0.33 -2.77 0.006** 

7. I can get better prices 
F 

M 

3.33 

3.63 

1.19 

1.14 
-0.30 -2.19 0.029* 

8. I can order things from distant places 
F 

M 

3.82 

4.08 

1.05 

0.77 
-0.26 -2.49 0.014* 

9. I can purchase goods at any time of the day 
F 

M 

3.82 

4.06 

1.06 

0.82 
-0.24 -2.21 0.028* 

10. I can choose from a greater variety of models of the product 
F 

M 

3.60 

3.86 

1.08 

0.97 
-0.26 -2.23 0.027* 

11. I can gain access to after-sales services online 
F 

M 

3.47 

3.66 

1.02 

1.04 
-0.19 -1.55 0.123 

Table 1: Differences between gender groups in their attitudes toward online shopping 

SD = Standard deviation, * indicates significant at the 0.05 level, ** indicates significant at the 0.01 level 
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 Online 

shopper 

 

Mean 

 

SD 

Mean 

Diff. 

 

t 

 

p 

1. It provides easy access to information 
Yes 

No 

4.04 

3.82 

0.90 

1.05 
0.22 1.95 0.052 

2. It provides comprehensive information 
Yes 

No 

3.94 

3.73 

1.01 

1.02 
0.21 1.84 0.066 

3. I can purchase goods and services faster 
Yes 

No 

3.86 

3.45 

1.02 

1.06 
0.41 3.44 0.001** 

4. I can stay home and shop 
Yes 

No 

3.63 

2.97 

1.11 

1.11 
0.66 5.21 <0.001** 

5. It saves walking from store to store 
Yes 

No 

3.55 

3.05 

1.22 

1.16 
0.50 3.69 <0.001** 

6. It requires less effort on my part 
Yes 

No 

3.78 

3.28 

1.01 

1.07 
0.50 4.17 <0.001** 

7. I can get better prices 
Yes 

No 

3.78 

3.04 

1.11 

1.13 
0.75 5.84 <0.001** 

8. I can order things from distant places 
Yes 

No 

4.17 

3.61 

0.87 

0.99 
0.56 5.29 <0.001** 

9. I can purchase goods at any time of the day 
Yes 

No 

4.19 

3.57 

0.87 

1.00 
0.63 5.81 <0.001** 

10. I can choose from a greater variety of models of the product 
Yes 

No 

3.97 

3.36 

0.93 

1.09 
0.61 5.22 <0.001** 

11. I can gain access to after-sales services online 
Yes 

No 

3.80 

3.22 

0.93 

1.06 
0.58 5.06 <0.001** 

Table 2: Differences between online shoppers and non-online shoppers in their attitudes toward 

online shopping 

SD = Standard deviation, ** indicates significant at the 0.01 level 

 

Table 2 presents the results of t-test concerning differences between online shoppers and non-

online shoppers in their attitudes toward online shopping. T-test indicated that there is a 

significant difference between online shoppers and non-online shoppers. As expected, online 

shoppers have more positive attitudes toward online shopping than non-online shoppers. 

Regarding age and income, the results of the correlation analysis indicate that there is no 

significant correlation between age and students’ attitude toward online shopping (see table 

3). However, there is a significant positive correlation between monthly family income and 

seven attitude items related to online shopping. It reflects that income levels have a positive 

effect on students’ attitudes on shopping online, as monthly family income increases, 

undergraduate students have more positive attitudes toward online shopping.  

 
  Age Income 1 2 3 4 5 6 7 8 9 10 11 

Age 1 
            

Income -.06 1 
           

1 .00 .08 1 
          

2 -.03 .12* .86** 1 
         

3 -.04 .04 .59** .55** 1 
        

4 .07 .15** .35** .37** .51** 1 
       

5 .08 .13* .27** .29** .44** .75** 1 
      

6 .04 .08 .27** .33** .31** .60** .69** 1 
     

7 .08 .16** .27** .27** .40** .65** .64** .65** 1 
    

8 .01 .12* .39** .38** .43** .56** .60** .67** .65** 1 
   

9 .09 .15** .34** .34** .38** .62** .58** .60** .63** .82** 1 
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10 .04 .12* .32** .29** .34** .50** .48** .52** .57** .62** .70** 1 
 

11 -.03 .10 .26** .27** .34** .49** .50** .56** .51** .62** .62** .60** 1 

Table 3: Results of correlation analysis 

3. CONCLUSIONS 

This study, which is part of ongoing research, has investigated the positive attitudes of 

undergraduate students toward online shopping. The findings suggest that in general 

participant students have positive attitudes toward online shopping. It is found that online 

shoppers have more positive attitudes than non-online shoppers, as expected. In general male 

students have more positive attitudes toward online shopping than female students. There is a 

positive correlation between income level and positive attitude toward online shopping; as 

monthly family income increases, participants have more positive attitudes toward online 

shopping. 

The findings of the present study should be viewed in the light of its limitations. First, the 

convenience sampling technique was used for the selection of the sample. Second, the survey 

was conducted among students in the Department of Business Administration in a public 

university in Turkey. 

 

REFERENCES 

Garbarino, E. and Strahilevitz, M. (2004) Gender differences in the perceived risk of buying 

online and the effects of receiving a site recommendation, Journal of Business Research, 57, 

768-775. 

Hashim, A., Ghani, E. K. and Said, J. (2009) Does Consumers’ Demographic Profile 

Influence Online Shopping?: An Examination Using Fishbein’s Theory, Canadian Social 

Science, 5(6), 19-31. 

Jen-Hung, H. and Yi-Chun, Y. (2010) Gender differences in adolescents' online shopping 

motivations, African Journal of Business Management, 4(6), 849-857. 

Kim, S., R. Williams and Lee, Y. (2004) Attitude Toward Online Shopping and Retail 

Website Quality, Journal of International Consumer Marketing, 16(1), 89-111. 

Lohse, G. L. and Spiller, P. (1999) Internet retail store design: How the user interface 

influences traffic and sales, Journal of Computer-Mediated Communication, 5(2), Retrieved 

August 8, 2011, from http://jcmc.indiana.edu/vol5/issue2/lohse.htm  

Mahmood, M. A., Bagchi, K. and Ford, T. C. (2004) On-Line Shopping Behavior: Cross-

Country Empirical Research, International Journal of Electronic Commerce, 9(1), 9-30.  

Mengli, M. (2010) A Study on Factors Affecting Consumers’ Attitude Towards Online 

Shopping and Online Shopping Intention in Bangkok, Thailand, Proceedings of the 7th 

International Conference on Innovation & Management, 1847-1853. Retrieved May 25, 2011, 

from http://www.pucsp.br/icim/ingles/proceedings/papers_2010_2.html 

Monsuwe´, T. P., Dellaert, B. G. C. and Ruyter, K. (2004) What drives consumers to shop 

online? A literature review, International Journal of Service Industry Management, 15(1), 

102-121. 

Nielsen (2008) Over 875 Million Consumers Have Shopped Online -- The Number of 

Internet Shoppers Up 40% in Two Years, Retrieved August 8, 2011, from 

http://www.nielsen.com/us/en/insights/press-room/2008/over_875_million_consumers.html 

http://jcmc.indiana.edu/vol5/issue2/lohse.htm
http://www.pucsp.br/icim/ingles/proceedings/papers_2010_2.html
http://www.nielsen.com/us/en/insights/press-room/2008/over_875_million_consumers.html


 

3
rd 

 International Symposium on Sustainable Development, May 31 - June 01 2012, Sarajevo 

46 

 

Ram, S. and Sheth, J. N. (1989) Consumer resistance to innovations: the marketing problem 

and its solutions, The Journal of Consumer Marketing, 6(2), 5-14. 

Rodgers, S. and Harris, M. A. (2003) Gender and E-Commerce: An Exploratory Study, 

Journal of Advertising Research, 43(3), 322-329.  

Rudolph, T., Rosenbloom, B. and Wagner, T. (2004) „Barriers to online shopping in 

Switzerland, Journal of International Consumer Marketing, 16(3), 55-74. 

Seock, Y. K. and Norton, M. J. T. (2008) College Student’ Perceived Attributes of Internet 

Websites and Online Shopping, College Student Journal, 42(1), 186-198.  

Sulaiman, A., Ng, J. and Mohezar, S. (2008) E-Ticketing as a new way of buying tickets: 

Malaysian perceptions, Journal of Social Science, 17(2), 149-157. 

Tamimi, N., Sebastianelli, R. and Rajan, M. (2004) Examining the relationship between 

demographics and the frequency of online purchasing, Proceedings of 9th Asia-Pacific 

Decision Sciences Institute Conference, Retrieved July 23, 2011, from 

http://iceb.nccu.edu.tw/proceedings/APDSI/2004/pdf/097.pdf 

Teo, T. S. H. (2006) To buy or not to buy online: adopters and non-adopters of online 

shopping in Singapore, Behaviour & Information Technology, 25(6), 497-509. 

The Interbank Card Center (BKM) (2011) E-commerce Transactions, Retrieved July 23, 

2011, from http://www.bkm.com.tr/bkm-

en/istatistik/sanal_pos_ile_yapilan_eticaret_islemleri.asp 

United States Census Bureau (2010) E-Stats, Retrieved July 23, 2011, from 

http://www.census.gov/econ/estats/2009/2009reportfinal.pdf 

Yang, B., Lester, D. and James, S. (2007) British and American attitudes toward buying 

Online, Oxford Journal, 6(1), 18-27. 

Zukowski, T. and Brown, I. (2007) Examining the Influence of Demographic Factors on 

Internet Users’ Information Privacy Concerns, In Proceedings of SAICSIT Conf.'2007, 197-

204. 

 

 

A Study About Mobbing On Students, The Relationship Between Their Personality 

Traits And Mental Status 

 

Zeki Akinci, Osman Nuri Demirel, Yusuf Yilmaz 

Akdeniz University, Turkey 

E-mails: zakinci@akdeniz.edu.tr, onuridemirel@mynet.com, yusufyilmaz@akdeniz.edu.tr 

 

Abstract 

The purpose of this study is to assess the effect of psychological violence (mobbing) on the 

mood of students attending colleges and on how the mood affects their traits. In this context, 

the effect of the violence level as psychological impact on the mood of students was 

examined in the process of personality traits. The sample group of the study consists of 250 
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