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Abstract
Motivation: Online shopping has gained increased economic importance as a result 

of restrictions on brick-and-mortar purchases due to the COVID-19 pandemic. Not-
withstanding the natural partial return of consumers to direct purchases with the lifting 
of restrictions by the authorities, interest in online shopping does not return to pre-pan-

demic levels.
Aim: The aim of the article is to verify the influence of various factors on the propensity 
to use online shopping in the European Union countries in the period 2010–2021. Due 

to the temporal and geographical scope of data, the panel method was used in the re-
search.

Results: The research on the determinants of online shopping, carried out by the authors, 
showed the statistical significance of all eight dependent variables affecting the share 

of people who shop online in the societies of the European Union countries. The increase 
in the use of online shopping is influenced by both the quality of Internet connections, 

the general frequency of Internet use, readiness to search the Internet for informa-
tion about goods and services and the use of Internet banking. This regularity also oc-
curs in the case of the share of older people in society, the share of people with at least 
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the second level of education, the share of people employed in science and technology, 
and the level of GDP per capita.

Keywords: e-commerce; online shopping; digitalisation; EU countries; panel model
JEL: L81; O33; O44; O52

1. Introduction

Online shopping has gained increased economic importance as a result of re-
strictions placed on brick-and-mortar purchases due to the COVID-19 pan-
demic. Notwithstanding the natural partial return of consumers to direct 
purchases with the lifting of restrictions by the authorities, interest in online 
shopping is not returning to pre-pandemic levels.

The aim of the article is to verify the influence of various factors on the pro-
pensity to buy online in the European Union countries. While the authors 
of many works, cited in the literature review, research this issue on the basis 
of primary data from one period, mostly collected through proprietary surveys, 
we tried to get a picture of the impact of the studied factors on the tendency 
to buy online in a longer period in 2010–2021, which is 12 years. The intention 
of the authors was to check more permanent trends in online shopping and to go 
beyond the period of the COVID-19 pandemic, which created a special motiva-
tion to use online shopping.

The research was based on data from 27 European Union countries accord-
ing to its composition from October 2022, i.e. without the United Kingdom, for 
which there is no longer any continuity of data on the issues under study.

Based on the available data, the following research questions were formulated:
1. Does the availability of broadband Internet influence the popularity of online 

shopping?
2. Does the way of using the Internet influence the popularity of online 

shopping?
3. Do the demographic characteristics of societies influence the popularity 

of online shopping?
4. Does the level of economic development measured by GDP per capita affect 

the popularity of online shopping?
The availability of broadband Internet in individual countries is to reflect 

the general quality of Internet connections and, at the same time, the comfort 
of using the Internet. The way the Internet is used in a given country relates 
to the share of people using the Internet at least once a week, the share of people 
who find information about goods and services online, and the share of peo-
ple using online banking. The demographic features included in the research 
are the share of older people in the society of a given country (65+), the share 
of people with at least upper secondary educational attainment, and the share 
of people working for science and technology as the basis of the modern econ-
omy. GDP per capita is used in this study as a synthetic measure of a country’s 
economic situation and prosperity.
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Due to the time and geographical scope of data, the panel method was used 
in the research.

2. Literature review

The issue of determinants of using online shopping is very often raised in the lit-
erature on e-commerce. Determinants of both demographic (age, sex, income, 
education, place of residence), technical (type of device or software) and behav-
ioral (emotions, motivations) character are examined. Some determinants are 
of a complex nature, such as the issue of online shopping safety, which can be 
considered both from a technical and psychological point of view.

Differences in relation to online shopping between men and women are of-
ten discussed issues, such as in the works of Akhlaq & Ahmed (2016), Arora 
& Aggarwal (2018), Atchariyachanvanich et al. (2007), Girard et al. (2003) 
and Nguyen (2020). The issue of gender is often associated with the influence 
of the age of respondents on online shopping decisions, as reported by Hou 
& Elliott (2021), Kuoppamäki et al. (2017), Liebermann & Stashevsky (2009), 
Richa & Vadera (2019) and Zhang et al. (2012). A specific reference to the prob-
lem of age appears in works devoted to the specificity of generations, especially 
the young (millennials, generations Y and Z). These issues are addressed by Aw 
et al. (2021), Dabija & Lung (2018), Makhitha (2014), Melović et al. (2021), 
Svatosova (2022) and Zamzuri et al. (2018). College and university students 
attract particular attention from researchers as a sub-generation group, as 
in Al Asheq et al. (2022), Hossain et al. (2020), Mehrotra et al. (2020), Ofori 
& Appia-Nimo (2019) and Seock & Bailey (2008). This is justified by the stud-
ies as a period of shaping purchasing preferences in connection with the future 
purchasing potential of this group. The relationship between attitudes to online 
shopping and educational attainment is the subject of more extensive research 
in the work of of Akhter (2015), Gong et al. (2013), Li (2011), Lightner (2003) 
and Yin & Wu (2008).

Among the demographic characteristics, the researchers also mention 
the marital status (Gong et al., 2013), the number of children in the family 
(Kuoppamäki et al., 2017; Xiong et al., 2021; Young Kim & Kim, 2004), race 
(Saphores & Xu, 2021), urban (Arora & Aggarwal, 2018; Farag et al., 2003) 
or rural (Lennon et al., 2007; Zheng & Ma, 2021) character of the place 
of residence. The income obtained by people surveyed in terms of using online 
shopping is an economic aspect complementing personal demographic charac-
teristics, which was used in the works of Çera et al. (2020), Ghita et al. (2022), 
Mehrotra et al. (2020), Punj (2011) and Xiong et al. (2021).

The search for determinants of online shopping is also described from 
the point of view of selected product and service categories. These are, for exam-
ple, beauty and cosmetics (Nguyen, 2020), personal hygiene products (Cheng 
& Chung, 2010), clothing and jewelry (Young Kim & Kim, 2004), digital prod-
ucts (Fang, 2011) or grocery products (Bauerova & Klepek, 2018; Saphores 
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& Xu, 2021). A study by Xiong et al. (2021), which compares housing, food, 
and beverage vs wearing, recreation, and education expenses in the context 
of COVID-19 and its impact on the growth of online shopping, is very specific. 
Examples of research on online buying of services include publications refer-
ring to banking (Akhter, 2015), insurance (Al Salamat & Elian, 2021) and travel 
(Eboli & Mazzulla, 2013; Farag et al., 2003). Hossain et al. (2020) combine re-
search on online shopping and payments by students using social media on mo-
bile devices. Yeh et al. (2011) researched online purchases of various goods using 
the form of auctions.

Numerous studies have been devoted to the use of mobile devices for online 
shopping, such as Hossain et al. (2020), Hou & Elliott (2021), Natarajan et al. 
(2018), Ofori & Appiah-Nimo (2019) and Ono el al. (2012). Online shopping 
using only smartphones and laptops was also investigated, not including tab-
lets and desktop computers (Pšurný et al., 2022). The technical aspects of on-
line shopping have also been reflected in research on experience in technology 
(Eboli & Mazzulla, 2013), especially internet use capability (Mehrotra et al., 
2020) and variously defined personal innovativeness (Atchariyachanvanich et 
al., 2007; Cheng & Chung, 2010). Guo et al. (2012), Hossain et al. (2020), Li 
(2011) and Yeh et al. (2011) devoted their work to the safety of online shopping, 
both from the technical and psychological point of view. It is interesting to link 
the perception by customers of online shopping as unsafe with their avoidance 
of online purchases of higher-value goods (Melović et al., 2021). The security 
aspect also applies to the online payment process itself (Yeh et al., 2011).

The impact of the COVID-19 pandemic on customer use of online shopping 
has been reflected in many e-commerce articles published since 2020, such 
as Al-Hattami (2021), Alvarez-Risco et al. (2022), Kieu (2022), Moon et al. 
(2021), Prasetyo & Fuente (2020) and Svatosova (2022).

Part of the research on online shopping focuses on specific topics. Re-
purchase intention together with brand awareness was studied by Ilyas et al. 
(2020). Kukar-Kinney & Close (2010) focused on the issue of online cart aban-
donment. A research model focusing on trust in conjunction with website com-
plexity was built by Cheng & Fu (2018). Online shopping literature review is 
the work of Panda & Swar (2016).

The vast majority of articles focusing on online shopping determinants use 
primary data collected through proprietary consumer questionnaires, such as 
Bosnjak et al. (2007), Fang et al. (2011), Gera et al. (2021), Hsu et al. (2013) 
and Maditinos & Theodoridis (2010) or from national surveys as in Saphores 
& Xu (2021). As a minority of examples of a different approach, one can cite 
the publication Al Salamat & Elian (2021), which is based on data from an expert 
survey addressed to insurance companies. The article by Svatosova (2020) com-
bines secondary data with survey data obtained from employees of enterprises.

Among the models explaining the behavior of Internet users in the context 
of their online shopping habits, the technology acceptance model (TAM) is of-
ten used, as in Bauerova & Klepek (2018), Chiu et al. (2009), Hai & Kazmi 
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(2015), Natarajan et al. (2018) and Ofori & Appiah-Nimo (2019). Other models 
are e.g. Theory of Planned Behavior (TPB) used by Yin & Wu (2008), Expecta-
tion-Confirmation Model (ECM) in Wu et al. (2020), and combined with Task 
Technology Fit (TTF) in Al-Hattami (2021) or Innovation Diffusion Theory, as 
in Lennon et al. (2007) and Natarajan et al. (2018).

In the reviewed literature, secondary macroeconomic data are very rarely 
used to explain the determinants of using online shopping, as in Ghita et al. 
(2022) household income data from the Eurostat (2021) database were used. 
The vast majority of research on online shopping focuses on Internet users from 
one country, which is related to the use of the survey method of obtaining data. 
Examples of going beyond such a limitation include Fang (2011) (USA and Tai-
wan), Mehrotra et al. (2020) (Gulf Cooperation Council countries), or Ghita et 
al. (2022) (as many as 29 European countries).

3. Methods

In order to identify factors influencing the scale of using online shopping 
in the European Union countries, an econometric model for panel data was 
constructed.

The dependent variable was the share of people who shopped online 
in the last three months in individual EU countries in 2010–2021. A year 2010 
was chosen to avoid possible distortion of the picture of the situation in e-com-
merce by the crisis of 2007/2008. The set of independent variables included 
variables related to the level of digital inclusion, such as: the percentage of adults 
who shopped online in the last three months, the percentage of people using 
digital banking, the percentage of people who searched the Internet for infor-
mation about goods and services, and the percentage of people using the In-
ternet at least once a week. Additionally, the share in the population aged 65+ 
and higher, the share in the 25–64 age group of people with at least secondary 
education, the share of people with higher education (ISCED) and/or employed 
in science and technology, and GDP per capita in PPS were taken into account. 
The model is therefore as follows:

jt jt jt jt

jt jt jt jt

jt jt

E ommerce Int ccess Int se Int _goods
Int _bank Age E

P

_c _a _u
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jt t j jtv e u e= + + .  (2)

The source of the data was the Eurostat (2021) database. Table 1 presents 
the description of variables, while Table 2 includes the statistical description 
of the variables. The correlations between the variables are presented in Table 3.
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4. Results

In this study, a panel model determined by the formula (1) was used to describe 
the relationship between the scale of using remote purchases and dependent 
variables in the European Union countries. Data was collected for 27 EU coun-
tries. They concern a 12-year period (annual data for 2010–2021).

The panel data model (1) was estimated using the GRETL software (GNU 
Regression Econometrics Time-Series Library). The choice of the estimation 
method was made on the basis of the decision-making procedure proposed 
in the literature on econometrics (Baltagi, 2001). First, a simple panel model 
(without individual effects) was estimated using the classical method of least 
squares, and the model’s diagnostic tests were performed. The following test 
statistic values were obtained: Wald test (F(26, 291)=25.1717; p-value≈0.0000), 
Breusch–Pagan test (LM=441.46; p-value≈0.0000) and Hausman test 
(H=50.0071; p-value≈0.0000).

Analyzing the results of Wald’s test, it can be concluded that the correct model 
describing the level of internet shopping use in EU countries and the explana-
tory variables is the model with fixed individual effects (FEM — fixed effects 
model). The results of the Breusch–Pagan test indicate the model with random 
individual effects (REM — random effects model) as better. Finally, the results 
of the Hausman test allow us to state with the error risk of 0.05 (a=0.05) that 
the model with fixed individual effects (FEM) is appropriate for the description 
of the studied dependence. However, further analysis of the model properties 
confirmed the heteroscedasticity of the random component. In order to elimi-
nate this drawback, the weighted least squares method (WLS) was used to esti-
mate the model parameters.

Table 4 presents the results of estimation of the above model. The estimated 
model is statistically correct. From among eight potential independent variables, 
as many as seven have turned out to be statistically significant. All the obtained 
signs of structural parameters’ evaluations next to the independent variables are 
in line with the theoretical assumptions.

The obtained results allow to conclude that all independent variables has 
a positive influence on the dependent variable (i.e. the scale of use of inter-
net purchasing) The variables are percentage of household with boardband 
internet access, percentage of individuals regulary using the internet, percent-
age of individuals finding informations about goods and services, percentage 
of individuals using internet banking, proportion of population 65+ and over, 
human resources in science and technology and GDP per capita in PPP (varia-
bles: Int_accessjt, Int_usejt, Int_goodsjt, Int_bankjt, Age65+jt, HR_sci_chjt, GDP_PPSjt) 
. Interpretation of parameter evaluation in the case of a particular variable is 
relatively simple. For instance, the parameter evaluation of the Int_accessjt vari-
able (0.266173) should be interpreted as follows: if the percentage of household 
with boardband internet access grow by 1 percentage point, then the scale of use 
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of remote purchasing will consequently grow by, on average, about 0.266173 
percentage points, if one assumes constant values of the remaining variables.

5. Conclusion

The research on the determinants of online shopping, carried out by the au-
thors, showed the statistical significance of all eight dependent variables affect-
ing the share of people who shop online in the societies of the European Union 
countries.

Most popular online purchases of goods in EU in 2021 (percentage of peo-
ple who bought or order goods or services over the internet for private use 
in the previous 3 months), as follows (Eurostat, 2021):

 – clothes (including sport clothing), shoes or accessories: 68%;
 – deliveries from restaurants, fast-food chains, catering services: 21%;
 – furniture, home accessories or gardening products: 29%;
 – cosmetics, beauty or wellness products: 27%;
 – printed books, magazines or newspapers: 25%;
 – sports goods (excluding sport clothing): 24%;
 – computers, tablets, mobile phones or accessories: 23%;
 – children toys or childcare items: 20%.

Factors for the development of online shopping are both technological 
(broadband access) and social (internet use preferences, ageing) as well as eco-
nomic and social at the same time (GDP per capita, human resources in science 
and technology). Together, these factors influence the actual decisions of online 
shoppers.

The increase in the use of online shopping is influenced by both the qual-
ity of Internet connections, the general frequency of Internet use, readiness 
to search the Internet for information about goods and services and the use 
of Internet banking. This regularity also occurs in the case of the share of older 
people in society, the share of people with at least the second level of education, 
the share of people employed in science and technology, and the level of GDP 
per capita.

While most of the results of these studies appear to be acceptable, there is 
also a thread that requires additional research.

A broadband connection increases the comfort of using the Internet and en-
courages its more intensive use. More frequent and varied use of the Internet 
increases the likelihood of making online purchases. The ability to use online 
banking facilitates cashless payments for online purchases. A better educated 
society and more involved in working with new technologies should have fewer 
barriers to using remote shopping. Increasing affluence of societies means 
a greater purchasing fund, allowing both to increase the frequency and value 
of purchases, and to build a better Internet infrastructure and to acquire the ap-
propriate equipment to use this infrastructure intensively.
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However, there is a problem with the interpretation of the positive relation-
ship between the share of people shopping online and the share of people aged 
65+ in the societies of the studied countries. One possible explanation is that 
more affluent and, consequently, more technologically advanced societies are 
aging faster than those less prosperous. However, the raw data collected do not 
directly support this attempt at explanation. This is undoubtedly a limitation 
of the conducted research, but also a motivation for further in-depth research 
on this topic.

The examined factors turn out to operate with different power in individual 
soci-eties of the EU countries, since the share and growth scale of e-commerce 
users in 2010-2021 differ significantly between the analyzed countries (Table 5). 
This issue is worth conducting separate research.

References

Akhlaq, A., & Ahmed, E. (2016). Gender differences among online shopping 
factors in Pakistan. Organizations and Markets in Emerging Economies, 7(1), 
74–89. https://doi.org/10.15388/omee.2016.7.1.14216.

Akhter, S.H. (2015). Impact of internet usage comfort and internet technical 
comfort on online shopping and online banking. Journal of International Con-
sumer Marketing, 27(3), 207–219. https://doi.org/10.1080/08961530.2014
.994086.

Al Asheq, A., Tanchi, K.R., Akhter, S., Kamruzzaman, M., & Islam, K.M.A. 
(2022). Examining university students’ behaviors towards online shopping: 
an empirical investigation in an emerging market. Innovative Marketing, 
18(1), 94–103. https://doi.org/10.21511/im.18(1).2022.08.

Al Salamat, W., & Elian, M. (2021). The impact of risks in limiting e-com-
merce. Journal of Governance and Regulation, 10(4), 27–39. https://doi.
org/10.22495/JGRV10I4ART3.

Al-Hattami, H.M. (2021). Determinants of intention to continue usage of on-
line shopping under a pandemic COVID-19. Cogent Business & Management, 
8(1), 1936368. https://doi.org/10.1080/23311975.2021.1936368.

Alvarez-Risco, A., Quipuzco-Chicata, L., & Escudero-Cipriani, C. (2022). 
Determinants of online repurchase intention in COVID-19 times: evidence 
from an emerging economy. Lecturas de Economia, 96, 101–143. https://doi.
org/10.17533/udea.le.n96a342638.

Arora, N., & Aggarwal, A. (2018). The role of perceived benefits in forma-
tion of online shopping attitude among women shoppers in India. South 
Asian Journal of Business Studies, 7(1), 91–110. https://doi.org/10.1108/
SAJBS-04-2017-0048.

https://doi.org/10.15388/omee.2016.7.1.14216
https://doi.org/10.1080/08961530.2014.994086
https://doi.org/10.1080/08961530.2014.994086
https://doi.org/10.21511/im.18(1).2022.08
https://doi.org/10.22495/JGRV10I4ART3
https://doi.org/10.22495/JGRV10I4ART3
https://doi.org/10.1080/23311975.2021.1936368
https://doi.org/10.17533/udea.le.n96a342638
https://doi.org/10.17533/udea.le.n96a342638
https://doi.org/10.1108/SAJBS-04-2017-0048
https://doi.org/10.1108/SAJBS-04-2017-0048


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

683

Atchariyachanvanich, K., Okada, H., & Sonehara, N. (2007). Critical success 
factors of internet shopping in japan: customer-centric and website-cen-
tric perspectives. In J. Filipe, D.A. Marca, B. Shishkov, & M. van Sinderen 
(Eds.), Proceedings of the Second International Conference on e-Business (pp. 
261–268). https://doi.org/10.5220/0002111202610268.

Aw, E.C.X., Basha, N.K., Ng, S.I., & Ho, J.A. (2021). Unravelling determi-
nants of webrooming behavior: a qualitative inquiry. International Jour-
nal of Business and Society, 22(3), 1550–1568. https://doi.org/10.33736/
ijbs.4321.2021.

Baltagi, B.H. (2001). Econometric analysis of panel data. John Wiley & Sons.
Bauerova, R., & Klepek, M. (2018). Technology acceptance as a determinant 

of online grocery shopping adoption. Acta Universitatis Agriculturae et Silvi-
culturae Mendelianae Brunensis, 66(3), 737–746. https://doi.org/10.11118/
actaun201866030737.

Bosnjak, M., Galesic, M., & Tuten, T. (2007). Personality determinants 
of online shopping: explaining online purchase intentions using a hierar-
chical approach. Journal of Business Research, 60(6), 597–605. https://doi.
org/10.1016/j.jbusres.2006.06.008.

Çera, G., Phan, Q.P.T., Androniceanu, A., & Çera, E. (2020). Financial capa-
bility and technology implications for online shopping. Ekonomie a Manage-
ment, 23(2), 156–172. https://doi.org/10.15240/tul/001/2020-2-011.

Cheng, H.H., & Fu, T.J. (2018). The determinants of online shopping behav-
ior. In 2018 International Conference on Intelligent Autonomous Systems (pp. 
97–100). Institute of Electrical and Electronics Engineering. https://doi.
org/10.1109/ICoIAS.2018.8494098.

Cheng, T.C.E., & Chung, M.W. (2010). An empirical study of predicting Hong 
Kong consumers’ online shopping intentions: personal hygiene products. In-
ternational Journal of e-Business Research, 6(3), 56–70.

Chiu, C.M., Chang, C.C., Cheng, H.L., & Fang, Y.H. (2009). Determinants 
of customer repurchase intention in online shopping. Online Information Re-
view, 33(4), 761–784. https://doi.org/10.1108/14684520910985710.

Dabija, D.C., Lung, L. (2019). Millennials versus gen Z: online shopping behav-
iour in an emerging market. In S. Văduva, I. Fotea, L.P. Văduva, & R. Wilt 
(Eds.), Applied ethics for entrepreneurial success: recommendations for the devel-
op-ing world: 2018 Griffiths School of Management Annual Conference (GSMAC) 
on Business, Entrepreneurship and Ethics (pp. 1–19). Springer. https://doi.
org/10.1007/978-3-030-17215-2_1.

Eboli, L., Mazzulla, G. (2013). The influence of ICT on travel behavior. Traffic 
Engineering and Control, 54(2), 54–60.

Eurostat. (2021). Retrieved 22.11.2022 from https://ec.europa.eu/eurostat/en.
Fang, C. (2011). Consumers shopping selection of the internet users in America 

and Taiwan. In Proceedings of the 2011 2nd International Conference on Artificial 
Intelligence: Management Science and Electronic Commerce (pp. 2894–2897). 
https://doi.org/10.1109/AIMSEC.2011.6010723.

https://doi.org/10.5220/0002111202610268
https://doi.org/10.33736/ijbs.4321.2021
https://doi.org/10.33736/ijbs.4321.2021
https://doi.org/10.11118/actaun201866030737
https://doi.org/10.11118/actaun201866030737
https://doi.org/10.1016/j.jbusres.2006.06.008
https://doi.org/10.1016/j.jbusres.2006.06.008
https://doi.org/10.15240/tul/001/2020-2-011
https://doi.org/10.1109/ICoIAS.2018.8494098
https://doi.org/10.1109/ICoIAS.2018.8494098
https://doi.org/10.1108/14684520910985710
https://doi.org/10.1007/978-3-030-17215-2_1
https://doi.org/10.1007/978-3-030-17215-2_1
https://ec.europa.eu/eurostat/en
https://doi.org/10.1109/AIMSEC.2011.6010723


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

684

Fang, Y.H., Chiu, C.M., & Wang, E.T.G. (2011). Understanding custom-
ers’ satisfaction and repurchase intentions: an integration of IS success 
model, trust, and justice. Internet Research, 21(4), 479–503. https://doi.
org/10.1108/10662241111158335.

Farag, S., Dijst, M., & Lanzendorf, M. (2003). Exploring the use of e-shopping 
and its impact on personal travel behavior in the Netherlands. Transportation 
Research Record, 1858(1), 47–54. https://doi.org/10.3141/1858-07.

Gera, N., Fatta, D.D., Garg, R., & Malik, S. (2021). Which are online shopping 
determinants Analysing ease and convenience to use, prior shopping expe-
rience, online benefits, social influence in India. International Journal of Elec-
tronic Marketing and Retailing, 12(1), 19–35. https://dx.doi.org/10.1504/
IJEMR.2021.10019314.

Ghita, S.I., Saseanu, A.S., Gogonea, R.-M., & Grosu, R.M. (2022). Online 
shopping profiles within European countries during the COVID-19 pan-
demic. Transformations in Business and Economics, 21(2), 21–40.

Girard, T., Korgaonkar, P., & Silverblatt, R. (2003). Relationship of type 
of product, shopping orientations, and demographics with preference for 
shopping on the internet. Journal of Business and Psychology, 18(1), 101–120. 
https://doi.org/10.1023/A:1025087021768.

Gong, W., Stump, R.L., & Maddox, L.M. (2013). Factors influencing consum-
ers’ online shopping in China. Journal of Asia Business Studies, 7(3), 214–230. 
https://doi.org/10.1108/JABS-02-2013-0006.

Guo, X., Ling, K.C., & Liu, M. (2012). Evaluating factors influencing consumer 
satisfaction towards online shopping in China. Asian Social Science, 8(13), 
40–49. https://doi.org/10.5539/ass.v8n13p40.

Hai, L.C., & Kazmi, S.H.A. (2015). Dynamic support of government in on-
line shopping. Asian Social Science, 11(22), 1–9. https://doi.org/10.5539/ass.
v11n22p1.

Hossain, S.F.A., Xi, Z., Nurunnabi, M., & Hussain, K. (2020). Ubiquitous role 
of social networking in driving m-commerce: evaluating the use of mobile 
phones for online shopping and payment in the context of trust. SAGE Open, 
10(3). https://doi.org/10.1177/2158244020939536.

Hou, J., & Elliott, K. (2021). Mobile shopping intensity: consumer demograph-
ics and motivations. Journal of Retailing and Consumer Services, 63, 102741. 
https://doi.org/10.1016/j.jretconser.2021.102741.

Hsu, C.L., Lin, J.C.C., & Chiang, H.S. (2013). The effects of blogger recom-
mendations on customers’ online shopping intentions. Internet Research, 
23(1), 69–88. https://doi.org/10.1108/10662241311295782.

Ilyas, G.B., Rahmi, S., Tamsah, H., Munir, A.R., & Putra, A.H. (2020). Re-
flective model of brand awareness on repurchase intention and customer 
satisfaction. Journal of Asian Finance, Economics and Business, 7(9), 427–438. 
https://doi.org/10.13106/jafeb.2020.vol7.no9.427.

https://doi.org/10.1108/10662241111158335
https://doi.org/10.1108/10662241111158335
https://doi.org/10.3141/1858-07
https://dx.doi.org/10.1504/IJEMR.2021.10019314
https://dx.doi.org/10.1504/IJEMR.2021.10019314
https://doi.org/10.1023/A:1025087021768
https://doi.org/10.1108/JABS-02-2013-0006
https://doi.org/10.5539/ass.v8n13p40
https://doi.org/10.5539/ass.v11n22p1
https://doi.org/10.5539/ass.v11n22p1
https://doi.org/10.1177/2158244020939536
https://doi.org/10.1016/j.jretconser.2021.102741
https://doi.org/10.1108/10662241311295782
https://doi.org/10.13106/jafeb.2020.vol7.no9.427


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

685

Kieu, T.A. (2022). Post-adoption of online shopping: do herding mentality or 
health beliefs matter. Journal of Distribution Science, 20(1), 77–85. https://
doi.org/10.15722/jds.20.01.202201.77.

Kukar-Kinney, M., & Close, A.G. (2010). The determinants of consumers’ on-
line shopping cart abandonment. Journal of the Academy of Marketing Science, 
38(2), 240–250. https://doi.org/10.1007/s11747-009-0141-5.

Kuoppamäki, S.-M., Taipale, S., & Wilska, T.-A. (2017). The use of mobile 
technology for online shopping and entertainment among older adults in Fin-
land. Telematics and Informatics, 34(4), 110–117. https://doi.org/10.1016/j.
tele.2017.01.005.

Lennon, S.J., Kim, M., Johnson, K.K.P., Jolly, L.D., Damhorst, M.L., Jasper, 
C.R. (2007). A longitudinal look at rural consumer adoption of online shop-
ping. Psychology and Marketing, 24(4), 375–401. https://doi.org/10.1002/
mar.20165.

Li, G. (2011). Hierarchy model of influencing factors of online shopping. Pro-
ceedings of the 2011 IEEE International Symposium on IT in Medicine and Educa-
tion (pp. 527–530). https://doi.org/10.1109/ITiME.2011.6130892.

Liebermann, Y., & Stashevsky, S. (2009). Determinants of online shopping: 
examination of an early-stage online market. Canadian Journal of Administra-
tive Sciences, 26(4), 316–331. https://doi.org/10.1002/CJAS.121.

Lightner, N.J. (2003). What users want in e-commerce design: effects 
of age, education and income. Ergonomics, 46(1–3), 153–168. https://doi.
org/10.1080/00140130303530.

Maditinos, D.I., & Theodoridis, K. (2010). Satisfaction determinants in the Greek 
online shopping context. Information Technology and People, 23(4), 312–329. 
https://doi.org/10.1108/09593841011087789.

Makhitha, K.M. (2014). Factors influencing generations Y students’ attitude 
towards online shopping. Mediterranean Journal of Social Sciences, 5(21), 39–
50. https://doi.org/10.5901/mjss.2014.v5n21p39.

Mehrotra, A.A., Elias, H., Al-Alawi, A.I., & Al-Bassam, S.A. (2020). The ef-
fect of demographic factors of consumers online shopping behavior in a GCC 
University. In E. Al-A’ali, & M. Masmoudi (Eds.), Ethical consumerism 
and comparative studies across different cultures: emerging research and oppor-
tunities (pp. 126–151). IGI Global. https://doi.org/10.4018/978-1-7998-
0272-3.ch008.

Melović, B., Šehović, D., Karadžić, V., Dabić, M., & Ćirović, D. (2021). Deter-
minants of Millennials’ behavior in online shopping: implications on con-
sumers’ satisfaction and e-business development. Technology in Society, 65, 
101561. https://doi.org/10.1016/j.techsoc.2021.101561.

Moon, J.H., Choe, Y., & Song, H.J. (2021). Determinants of consumers’ on-
line/offline shopping behaviours during the COVID-19 pandemic. Interna-
tional Journal of Environmental Research and Public Health, 18(4), 1593. https://
doi.org/10.3390/ijerph18041593.

https://doi.org/10.15722/jds.20.01.202201.77
https://doi.org/10.15722/jds.20.01.202201.77
https://doi.org/10.1007/s11747-009-0141-5
https://doi.org/10.1016/j.tele.2017.01.005
https://doi.org/10.1016/j.tele.2017.01.005
https://doi.org/10.1002/mar.20165
https://doi.org/10.1002/mar.20165
https://doi.org/10.1109/ITiME.2011.6130892
https://doi.org/10.1002/CJAS.121
https://doi.org/10.1080/00140130303530
https://doi.org/10.1080/00140130303530
https://doi.org/10.1108/09593841011087789
https://doi.org/10.5901/mjss.2014.v5n21p39
https://doi.org/10.4018/978-1-7998-0272-3.ch008
https://doi.org/10.4018/978-1-7998-0272-3.ch008
https://doi.org/10.1016/j.techsoc.2021.101561
https://doi.org/10.3390/ijerph18041593
https://doi.org/10.3390/ijerph18041593


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

686

Natarajan, T., Balasubramanian, S.A., & Kasilingam, D.L. (2018). The mod-
erating role of device type and age of users on the intention to use mo-
bile shopping applications. Technology in Society, 53, 79–90. https://doi.
org/10.1016/j.techsoc.2018.01.003.

Nguyen, T.T. (2020). Gender differences in determinants of customer satisfac-
tion in beauty and cosmetic e-commerce. Journal of Asian Finance, Econom-
ics and Business, 7(10), 811–822. https://doi.org/10.13106/jafeb.2020.vol7.
no10.811.

Ofori, D., & Appiah-Nimo, C. (2019). Determinants of online shopping among 
tertiary students in Ghana: an extended technology acceptance model. Co-
gent Business & Management, 6(1), 1644715. https://doi.org/10.1080/233119
75.2019.1644715.

Ono, A., Nakamura, A., Okuno, A., & Sumikawa, M. (2012). Consumer 
motivations in browsing online stores with mobile devices. International 
Journal of Electronic Commerce, 16(4), 153–178. https://doi.org/10.2753/
JEC1086-4415160406.

Panda, R., & Swar, N. (2016). electronic retailing: a review of determinants 
of online shopping intentions’ in India. Indian Journal of Science and Technol-
ogy, 9(15), 1–6. https://doi.org/10.17485/2016/v9i15/92147.

Prasetyo, Y.T., & Fuente, D.G.D.D. (2020). Determinant factors affecting 
customer satisfaction among Filipinos in Lazada online shopping during 
COVID-19 pandemic: a structural equation modelling approach. In Proceed-
ings of the 2020 7th International Conference on Frontiers of Industrial Engineering 
(pp. 48–52). Institute of Electrical and Electronics Engineers. https://doi.
org/10.1109/ICFIE50845.2020.9266734.

Pšurný, M., Antošová, I., & Stávková, J. (2022). Preferred forms of online shop-
ping by the youth generation. European Journal of Business Science and Tech-
nology, 8(1), 84–95. https://doi.org/10.11118/ejobsat.2022.003.

Punj, G. (2011). Effect of consumer beliefs on online purchase behavior: 
the influence of demographic characteristics and consumption values. 
Journal of Interactive Marketing, 25(3), 134–144. https://doi.org/10.1016/j.
intmar.2011.04.004.

Richa, H., & Vadera, S. (2019). Determinants of online shopping behaviour 
in India. International Journal of Recent Technology and Engineering, 8(3), 
3946–3950. https://doi.org/10.35940/ijrte.C5303.098319.

Saphores, J.D., & Xu, L. (2021). E-shopping changes and the state of e-gro-
cery shopping in the US: evidence from national travel and time use surveys. 
Research in Transportation Economics, 87, 100864. https://doi.org/10.1016/j.
retrec.2020.100864.

Seock, Y.K., & Bailey, L.R. (2008). The influence of college students’ shopping 
orientations and gender differences on online information searches and pur-
chase behaviours. International Journal of Consumer Studies, 32(2), 113–121. 
https://doi.org/10.1111/j.1470-6431.2007.00647.x.

https://doi.org/10.1016/j.techsoc.2018.01.003
https://doi.org/10.1016/j.techsoc.2018.01.003
https://doi.org/10.13106/jafeb.2020.vol7.no10.811
https://doi.org/10.13106/jafeb.2020.vol7.no10.811
https://doi.org/10.1080/23311975.2019.1644715
https://doi.org/10.1080/23311975.2019.1644715
https://doi.org/10.2753/JEC1086-4415160406
https://doi.org/10.2753/JEC1086-4415160406
https://doi.org/10.17485/2016/v9i15/92147
https://doi.org/10.1109/ICFIE50845.2020.9266734
https://doi.org/10.1109/ICFIE50845.2020.9266734
https://doi.org/10.11118/ejobsat.2022.003
https://doi.org/10.1016/j.intmar.2011.04.004
https://doi.org/10.1016/j.intmar.2011.04.004
https://doi.org/10.35940/ijrte.C5303.098319
https://doi.org/10.1016/j.retrec.2020.100864
https://doi.org/10.1016/j.retrec.2020.100864
https://doi.org/10.1111/j.1470-6431.2007.00647.x


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

687

Svatosova, V. (2020). The importance of online shopping behavior in the strate-
gic management of e-commerce competitiveness. Journal of Competitiveness, 
12(4), 43–160. https://doi.org/10.7441/joc.2020.04.09.

Svatosova, V. (2022). Changes in online shopping behavior in the Czech Repub-
lic during the COVID-19 crisis. Journal of Competitiveness, 14(1), 155–175. 
https://doi.org/10.7441/joc.2022.01.09.

Wu, I.L., Chiu, M.L., & Chen, K.W. (2020). Defining the determinants of on-
line impulse buying through a shopping process of integrating perceived 
risk, expectation-confirmation model, and flow theory issues. International 
Journal of Information Management, 52, 102099. https://doi.org/10.1016/j.
ijinfomgt.2020.102099.

Xiong, J., Tang, Z., Zhu, Y., Xu, K., Yin, Y., & Xi, Y. (2021). Change of con-
sumption behaviours in the pandemic of COVID-19: examining residents’ 
consumption expenditure and driving determinants. International Jour-
nal of Environmental Research and Public Health, 18(17), 9209. https://doi.
org/10.3390/ijerph18179209.

Yeh, J.C., Hsiao, K.L., & Yang, W.N. (2012). A study of purchasing be-
havior in Taiwan’s online auction websites: effects of uncertainty 
and gender differences. Internet Research, 22(1), 98–115. https://doi.
org/10.1108/10662241211199988.

Yin, S., & Wu, L. (2008). An analysis of online shopping intention of Chinese 
consumers and its influencing factors: an empirical study on Shanghai, Nan-
jing and Wuxi cities, China. In Proceedings of the 2008 4th International Confer-
ence on Wireless Communications, Networking and Mobile Computing (pp. 6–9). 
Institute of Electrical and Electronics Engineers. https://doi.org/10.1109/
WiCom.2008.2182.

Young Kim, E., & Kim, Y.K. (2004). Predicting online purchase intentions for 
clothing products. European Journal of Marketing, 38(7), 883–897. https://
doi.org/10.1108/03090560410539302.

Zamzuri, N.H., Kassim, E.S., Shahrom, M., Humaidi, N., & Zakaria, N. 
(2018). Entertainment gratification, informative gratification, web irritation 
and self-efficacy as motivational factors to online shopping intention. Man-
agement & Accounting Review, 17(3), 95–108. http://dx.doi.org/10.24191/
mar.v17i3.796.

Zhang, L., Li, Z., & Azamat, B. (2012). A study of university students’ on-
line shopping behavior traits and influencing factors. In L. Yu, G. Zhang, & 
S. Wang (Eds.), Proceedings of the 2012 5th International Conference on Business 
Intelligence and Financial Engineering (pp. 649–652). https://doi.org/10.1109/
BIFE.2012.141.

Zheng, H., & Ma, W. (2021). Click it and buy happiness: does online shopping 
improve subjective well-being of rural residents in China. Applied Economics, 
53(36), 4192–4206. https://doi.org/10.1080/00036846.2021.1897513.

https://doi.org/10.7441/joc.2020.04.09
https://doi.org/10.7441/joc.2022.01.09
https://doi.org/10.1016/j.ijinfomgt.2020.102099
https://doi.org/10.1016/j.ijinfomgt.2020.102099
https://doi.org/10.3390/ijerph18179209
https://doi.org/10.3390/ijerph18179209
https://doi.org/10.1108/10662241211199988
https://doi.org/10.1108/10662241211199988
https://doi.org/10.1109/WiCom.2008.2182
https://doi.org/10.1109/WiCom.2008.2182
https://doi.org/10.1108/03090560410539302
https://doi.org/10.1108/03090560410539302
http://dx.doi.org/10.24191/mar.v17i3.796
http://dx.doi.org/10.24191/mar.v17i3.796
https://doi.org/10.1109/BIFE.2012.141
https://doi.org/10.1109/BIFE.2012.141
https://doi.org/10.1080/00036846.2021.1897513


  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

688

Acknowledgements

Author contributions: authors have given an approval to the final version of the article. 
Authors contributed to this work as follows: A.H. developed the concept and designed 
the study, R.H. collected the data, A.H. analysed and interpreted the data, A.H. and R.H. 
prepared the draft of the article, A.H. and R.H. revised the article critically for important 
intellectual content.

Funding: this research was undertaken as part of the The impact of the development of FinTech 
and legal regulations on innovations in the payment services market of the European Union: 
strategies of the financial sector and consumer needs project and was fully funded by a grant 
from the National Science Centre, Poland (2017/26/E/HS4/00858).

Supplementary information: authors acknowledge following people and institution for help 
with the preparation of the article: staff of the Faculty of Economics and Administration at 
the Masaryk University (in particular Štěpán Mikula for consultations during the author's 
internship at MUNI, made possible thanks to the support of the Nicolaus Copernicus 
University Excellence Initiative: Research University programme for years 2020–2026).



  EKONOMIA I PRAWO. ECONOMICS AND LAW, 21(4), 675–691

689

Appendix

Table 1.
Variables used in empirical investigation

Variables Variables description
Independent variable

E_commercejt
percentage of all adults who did their shopping online in the last three months, in % (ISOC_EC_
IBUY_custom_3420517), (ISOC_EC_IB20_custom_3420723)

Explanatory variables
Int_accessjt percentage of households with broadband internet access (TIN00073)

Int_usejt
percentage of all adults who regularly using the internet once a week (including every day) 
(TIN00091)

Int_goodsjt
percentage of all adults who regularly using the internet to finding information about goods 
and services (ISOC_CI_AC_I_custom_3423061)

Int_bankjt percentage of all adults who use online banking (ISOC_I_AC_I_custom_3423061)
Age65+jt proportion of population aged 65 and over, in % (TPS00028)
Edu_25_64jt at least upper secondary educational attainment, age group 25–64, in % (TPS00065)

HR_sci_chjt

human resources in science and technology (HRST) — persons from 25 to 65 years with tertiary 
education (ISCED) and/or employed in science and technology, percentage of population in the la-
bour force, (TSC00025)

GDP_PPSjt GDP per capita in PPS (TEC00114)
vjt the random error in the object j, in the time period t, which consists of the following components:

Source: Own preparation.

Table 2.
Statistical description of variables (n=324)

Variables Min Max Mean Sd 25% Me 75% D
E_commerce 2.0 83.0 38.030 19.374 22.000 37.00 54.00 23.0
Int_acccess 23.0 99.0 77.500 13.297 69.250 79.50 88.00 78.0
Int_use 34.0 98.0 76.450 13.250 68.000 78.00 87.00 91.0
Int_goods 26.0 91.0 64.200 14.962 55.000 65.50 76.00 62.0
Int_bank 2.0 95.0 49.440 23.709 32.000 50.00 68.00 47.0
Age65+ 11.2 23.5 18.206 2.452 16.825 18.50 19.90 18.8
Edu_25_65+ 31.7 95.4 78.985 13.015 75.325 82.20 87.90 86.6
HR_sci_ch 23.9 68.1 45.126 9.204 37.525 45.85 52.10 49.3
GDP_PPS 45.0 283.0 100.750 44.256 71.000 90.00 121.0 84.0

Source: Own preparation.
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Table 3.
Correlation table (Pearson correlation coefficients)

Variables E_commerce Int_acccess Int_use Int_goods Int_bank Age65+ Edu_25_65+ HR_sci_ch GDP_PPS

E_commerce –

Int_acccess .827** –

<0.001

Int_use .901** .909** –

<0.001 <0.001

Int_goods .851** .779** .892** –

<0.001 <0.001 <0.001

Int_bank .845** .749** .887** .872** –

<0.001 <0.001 <0.001 <0.001

Age65+ .119* .259** .125* 0.095 0.106 –

0.032 0.000 0.025 0.088 0.057

Edu_25_65+ .188** .205** .303** .277** .288** –0.090 –

<0.001 <0.001 <0.001 <0.001 <0.001 0.104

HR_sci_ch .803** .678** .816** .786** .826** –0.066 .283** –

<0.001 <0.001 <0.001 <0.001 <0.001 0.235 <0.001

GDP_PPS .610** .415** .554** .486** .487** –.328** –0.020 .689** –

<0.001 <0.001 <0.001 <0.001 <0.001 <0.001 0.715 <0.001

Source: Own preparation.

Table 4.
Results of model estimation by means of WLS

Dependent variable E_commercejt

Independent variables Coefficient Std. Error t-ratio p-value Signifcance
Constant –52.2484 4.4976 –11.6200 <0.0001 ***
Int_accessjt 0.2662 0.0703 3.7880 0.0002 ***
Int_usejt 0.3563 0.1094 3.2560 0.0013 ***
Int_goodsjt 0.1421 0.0495 2.8720 0.0044 ***
Int_bankjt 0.2095 0.0398 5.2660 <0.0001 ***
Age65+jt 0.3489 0.1733 2.0130 0.0450 **
HR_sci_chjt 0.2188 0.0875 2.5000 0.0129 **
GDP_PPSjt 0.0661 0.0115 5.7330 <0.0001 ***
observations 324
standard error of residuals 0.986733
R2 0.908841
adjusted R2 0.906821
F(7, 316)=450.0653 p-value for test F< 0.00001

Notes:
*** Means the statistically significant variable at the level of 1% ; ** at the level of 5%.

Source: Own preparation.
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Table 5.
Rankings of EU countries in terms of share and 2010–2021 growth of share 
of e-commerce users (in pp. and %)

Share of e-commerce users 2010–2021 growth of share of e-commerce users
No. Country 2010 2021 No. Country pp. No. Country %
1. Netherlands 52 83 1. Ireland 51 1. Romania 1050
2. Denmark 54 82 2. Slovakia 50 2. Lithuania 629
3. Ireland 28 79 3. Estonia 49 3. Bulgaria 567
4. Sweden 50 78 4. Czechia 48 4. Latvia 538
5. Luxembourg 47 70 5. Hungary 48 5. Hungary 480
6. Germany 48 69 6. Lithuania 44 6. Greece 422
7. Slovakia 19 69 7. Latvia 43 7. Croatia 411
8. Belgium 27 66 8. Slovenia 42 8. Estonia 377
9. France 40 66 9. Belgium 39 9. Italy 344
10. Czechia 15 63 10. Greece 38 10. Czechia 320
11. Estonia 13 62 11. Spain 38 11. Portugal 300
12. Finland 41 62 12. Croatia 37 12. Slovakia 263
13. Slovenia 17 59 13. Italy 31 13. Slovenia 247
14. Hungary 10 58 14. Netherlands 31 14. Spain 224
15. Malta 32 57 15. Cyprus 30 15. Cyprus 214
16. Spain 17 55 16. Portugal 30 16. Ireland 182
17. Austria 32 54 17. Denmark 28 17. Belgium 144
18. Latvia 8 51 18. Poland 28 18. Poland 140
19. Lithuania 7 51 19. Sweden 28 19. Malta 78
20. Poland 20 48 20. France 26 20. Austria 69
21. Greece 9 47 21. Malta 25 21. France 65
22. Croatia 9 46 22. Luxembourg 23 22. Netherlands 60
23. Cyprus 14 44 23. Austria 22 23. Sweden 56
24. Italy 9 40 24. Finland 21 24. Denmark 52
25. Portugal 10 40 25. Germany 21 25. Finland 51
26. Romania 2 23 26. Romania 21 26. Luxembourg 49
27. Bulgaria 3 20 27. Bulgaria 17 27. Germany 44

Source: Eurostat (2021).
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