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Summary

The purpose of the paper is presenting and analyzing the image of online stores 

as perceived by “young adults”. The image of online stores in the opinion of “young 

adults” is most of all created by the means of opinions of others (both close friends and 

anonymous internet users), interactivity of the web page and good contact with seller and 

own positive experiences from the past. Factors of medium importance are availability of 

lesser importance are web design and availability of credit.
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Introduction

The study of e-consumer behavior is gaining in importance due to the proli-

feration of online shopping.1 Although numbers of new online shoppers are gro-

-

*

1 Ch. Dennis, B. Merrilees, Ch. Jayawardhena, L. Tiu Wright, E-consumer Behavior, “Europe-
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competitor products and services.

The purpose of the paper is presenting and analyzing an important aspect 

image in purchasing decision of “young adults”. The perception of the image of 

an internet shop by young adults was evaluated in quantitative research that was 

on the Internet”.  

-

rious components of the “image” of (e-)retailing.  This is considered in literature 

mainly for two reasons. First, “image” is a concept used to signify our overall 

evaluation or rating of something in such a way as to guide our actions. Second, 

this is an approach that has been demonstrated for traditional stores and shopping 

centers over many years5. 

6 One can argue 

that next generations may have similar behavior due to similar conditions of gro-

wing up.7

adults.8

-

ceived by “young adults” on the basis of quantitative research. The paper focuses 

on “young adults” perception of image according to selected factors creating the 

 Zee-Sun Yun, L.K. Good, Developing Customer Loyalty From E-tail Store Image Attributes, 

.comQ: Dimensionalizing, Measuring and Predicting Guality of 

the E-tail Experience
5 Ch. Dennis, B. Merrilees, Ch. Jayawardhena, L. Tiu Wright, op.cit.
6 , Wydawnic-

7

, w: ,  

8 -

spective
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image, which is followed by more detailed analysis of the importance of these 

factors according to selected demographic aspects of “young adults”.

The image of online store – literature overview

-

sociated with a retail outlet is generally referred to as the store image.  The ima-

assortment) that draw consumers to stores; they are also drawn by intangibles (e.g. 

friendly atmosphere, service experience). Such tangible and intangible attributes, 

when they are positive, create a favorable image.

“Store image” is a multi-faceted construct that has been rigorously resear-

ched for “traditional” stores. In an online environment however, the existing me-

asures of this construct appear to be no longer adequate.11

Researchers have conceptualized store image as an overall impression of 

a store as perceived by a consumer. Retail store images have been viewed as 

-

stalt. In general, one may say that consumers form an overall impression or image 

of a retail store and determine their attitudes, which are believed to simultaneo-

usly account for behavioral intentions and actual behavior.  

The image of online store, despite widely described in literature aspects of its 

in studies of online consumer behavior. Several studies have produced empiri-

cal evidence suggesting that if a consumer is doubtful in their ability to evaluate 

a product online, or believes the internet is not secure place to purchase, chances 

 

Consumer Behavior Building Marketing Strategy -

 Global E-commerce and Online Marketing: Watching the Evolution

11 Online Store Image: Conceptual Foundations and Empirical 

Measurement

op.cit., p. 6.

Measuring Internet Product Purchase Risk, “European 
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Methodology

about the current size and characteristics of the population in Poland. The quota 

sampling was used in the research. The minimum number was calculated from the 

the research was achieved.

Attitude towards website is found to be the strongest predictor of purchase 

intention.  The factors that constitute the components of online store image, were 

 

-

rity, trustworthiness, and settlement performance.15 

elements of image that supports the purchasing decision. These factors are: the 

overall design of the online store, the brand of online store, positive opinion of 

trustworthy friend, positive opinions of other customers found online, true inte-

ractivity and highly evaluated communication with e-retailer, positive experience 

from the past, availability of various payment methods, availability of credit, easy 

-

Research results – the importance of selected factors for creating the image 

of online stores by “young adults”

The general research results of the importance of chosen factors for creating 

the image of online stores by “young adults” are presented in table 1.

 K.M. Chu, B.J.C Yuan, The Effects of Perceived Interactivity on E-trust and E-consumer 

Behaviors: The Application of Fuzzy Linguistic Scale, “Journal of Electronic Commerce Research” 

15 op.cit.
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Table 1

The importance of selected factors for creating the image  

of online store in the opinion of “young adults”

Factors creating the image of online store *

The brand of online store

Positive opinion of trustworthy friend

Positive opinions of other customers found online 58

True interactivity and highly evaluated communication with e-retailer 57

Positive experience from the past 56

Availability of various payment methods

Easy to read and understand terms of use

The overall design of the online store

Availability of credit 11

* 

image is highly associated with the brand. The online store brand is created and 

maintained in a similar way to the brand of any organization in the real word.  

It can be then summarized as the overall image of an online store. 

The next factors creating the image of online stores are opinions of others. 

The opinion of trustworthy friends has been the second most often answer chosen 

most surprising was the third factor – positive opinions of other customers found 

researched and presented in the literature that the opinions found online have the 

such information seems very high. 

Those online opinions are even more important than own experience, which 

-

siderable probability that despite of own positive experience with a particular re-

from shopping with this retailer.
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Another aspect important for young adults is the interactivity of the page and 

in creating the image of online store. On the contrary, the overall web design con-

internet page. 

Other factors often indicated by “young adults” were positive experience 

What seems to be of smaller importance, besides above-mentioned overall 

The overall results are elaborated into more detailed analysis, considering the 

potential differences in the group of “young adults” according to demographic factors.

of online store in the opinion of “young adults” according to their gender.

The importance of selected factors for creating the image of online store 

in the opinion of “young adults” according to their gender

Factors creating the image of online store

*

Female Male

The brand of online store 67 75

Positive opinion of trustworthy friend 65

Positive opinions of other customers found online 58

True interactivity and highly evaluated communication with e-retailer 55 61

Positive experience from the past 51

Availability of various payment methods

Easy to read and understand terms of use

The overall design of the online store

Availability of credit

*
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between male and female. The brand of online store is more important in creating 

indicated this answer). The opinion of a trustworthy friend is more important to 

-

answer). Easy to read and understand terms of use are more important to women 

-

perception of the image of online stores.

of online store in the opinion of “young adults” according to their income.

Tab

The importance of selected factors for creating the image  

of online store in the opinion of “young adults” according to their income  

per one person in the household

Factors creating the image of online store

*

income less income 

 

income income 

above

1 5

The brand of online store 67 67 75

Positive opinion of trustworthy friend 66

Positive opinions of other customers 

found online

56

True interactivity and highly evaluated 

communication with e-retailer

56 58

Positive experience from the past 56 58 56

Availability of various payment methods 56 51

Easy to read and understand terms of use
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1 5

stationary place

The overall design of the online store

Availability of credit

*

The perception of factors creating the image of online store by “young adu-

lts” divided into four segments according to their income per one person in house-

-

product in stationary place and positive opinions of other customers found online. 

between “young adults” perception of the image of online stores according to their 

income.

of online store in the opinion of “young adults” according to their place of living.

The importance of selected factors for creating the image  

of online store in the opinion of “young adults” according to their place of living

Factors creating the image of online store

*

village town up 

thousand

town 

between 

thousand

town with 

more 

thousand

1 5

The brand of online store 75 71

Positive opinion of trustworthy friend 61 58 67

Positive opinions of other customers found 

online

56 61

True interactivity and highly evaluated com-

munication with e-retailer

57

Positive experience from the past
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1 5

Availability of various payment methods

Easy to read and understand terms of use

-

nary place

The overall design of the online store 17 18

Availability of credit 11 11

*

The perception of factors creating the image of online store by “young adu-

lts” divided into four segments according to their place of living, presented in 

“young adults” perception of the image of online stores according to their place 

of living.

Discussion of the results and managerial implications

1. The importance of the overall design of the online store

According to many studies, among others S. W. Jeong, A. M. Fiore,  

the growing importance of web site features that not only facilitate the purchase 

-

mer responses towards products and web sites”.16

The results from the research presented in this paper prove the opposite. 

While it cannot be questioned that there is the expectation of certain level of 

16 The Role of Experiential Value in Online 

Site
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design, this factor is not as important for young generation as it may seem 

several years ago. 

important, however not crucial.

2. The importance of online word of mouth

-

formal communications directed at other consumers about the ownership, usage 

or characteristics of particular goods or their sellers”17 is well established in aca-

demic literature. Recent studies also focused on this phenomenon online, using 

such expressions as online customers reviews (OCR) or electronic word of mouth 

(eWOM)18 Acording to E.M. Steffes and L.E. Burgee “when eWOM is included 

as a source of information, users rate the information they gather from the anony-

mous non-existent tie online forum sources as more important than the strong tie 

online purchasing behavior. 

From the online stores point of view it proves the necessity of properly pla-

-

ating of the desired image of those entities. 

3. The importance of interactivity and good contact with the seller

K.M. Chu and B.J.C. Yuan, in the research concerning the effects of per-

-

thesis about “the importance of both attitude toward website and trust with regard 

to perceived interactivity”.

-

sis. The interactivity and good contact with online retailer are one of the most 

important factors creating the image of online stores. 

17 Product/Consumption-based Affective Responses and Postpurchase Proces-

ses
18

Purchase Intentions Depending on Trust in Online Shopping Falls  

 E.M. Steffes, L.E. Burgee, Social Ties and Online Word of Mouth

 K.M. Chu, B.J.C. Yuan, op.cit.



The factors creating internet shops’ image in the opinion of “young adults”

Conclusion

The paper has analyzed the various aspects of online stores as perceived by 

“young adults”. The crucial aspects are the opinions of others (both close friends 

and anonymous internet users), interactivity of the web page and good contact 

with seller as well as own positive experiences from the past. Factors of medium 

importance are availability of various payment methods, easy to read and under-

and availability of credit.
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