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A cross-cultural study of E-commerce - exploring

Factors that influence individuals to buy
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2. Factors Determining E-commerce Use

The term e-commerce, as used in this study, is defined as the process of buying, selling or exchanging products,
services and information through the Internet (Turban, King, Lee & Viehland, 2004, p. 4). There are four kinds of e-
commerce: business-to-business, business-to-consumer, consumer to consumer such as E-buy or government-to-
constituent. The focus of this study is on business to consumer e-commerce; which means that consumers are buying
goods and services through the Internet. In literature, substitutes are being used instead of e-commerce such as:
online shopping, online purchasing, web-shopping, Internet shopping. The commerce through Internet is a relatively
new market and it is not well known why some people adopt it and others avoid it. This literature review aims to
answer the following question:

What are the factors that influence people to buy through the Internet?
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