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THE FACTORS CREATING INTERNET SHOPS’
IMAGE IN THE OPINION OF “YOUNG ADULTS”

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
YDULRXVSD\PHQWPHWKRGVHDV\WRUHDGDQGXQGHUVWDQGWHUPVRIXVHSRVVLELOLW\RISLFNLQJ
XSWKHSURGXFWLQVWDWLRQDU\SODFHDQGLQGHSHQGHQWTXDOLW\FHUWL¿FDWH)DFWRUVWKDWKDYH
lesser importance are web design and availability of credit.
Keywords: image, online purchase, young adults, consumer behavior

Introduction
The study of e-consumer behavior is gaining in importance due to the proliferation of online shopping.1 Although numbers of new online shoppers are groZLQJDUHVXOWRIERWKUDSLGJURZWKDQG¿HUFHFRPSHWLWLRQRQWKHLQWHUQHWLVWKDW
HWDLOHUVDUH¿QGLQJLWGLI¿FXOWWRPDLQWDLQFXVWRPHUDWWHQWLRQWRZDUGWKHLUPDUNHOHV]HNJUDF]#Z]LHXSO
Ch. Dennis, B. Merrilees, Ch. Jayawardhena, L. Tiu Wright, E-consumer Behavior, “EuropeDQ-RXUQDORI0DUNHWLQJ´9RO1RS
*
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WLQJPHVVDJHVDQGDOVR¿QGLQJLWDFKDOOHQJHWRSUHYHQWFXVWRPHUVIURPEX\LQJ
competitor products and services.
The purpose of the paper is presenting and analyzing an important aspect
RIHFRQVXPHUEHKDYLRU±WKHLPDJHRIRQOLQHVWRUHDQGWKHVLJQL¿FDQFHRIWKLV
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
FRQGXFWHGLQDVDSDUWRIUHVHDUFKSURMHFWÄ%X\LQJEHKDYLRURIÃ\RXQJDGXOWV¶
on the Internet”.
5HVHDUFKHUVDWWHPSWLQJWRDQVZHUZK\SHRSOH H VKRSKDYHORRNHGWRYDrious 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.
7KHFKRLFHRIWKH³\RXQJDGXOW´DVWKHVXEMHFWRIWKHUHVHDUFKRIWKLVSDSHU
LVMXVWL¿HGDVWKLVJURXSLVVLJQL¿FDQWO\GLIIHUHQWWKHQROGHURQHV6 One can argue
that next generations may have similar behavior due to similar conditions of growing up.7<RXQJFRQVXPHUVDUHDWDUJHWIRUFRQVLGHUDEOHPDUNHWLQJLQYHVWPHQWDV
FRPSDQLHVDWWHPSWWRJDLQORQJWHUPOR\DOW\IURPSRWHQWLDOO\DIÀXHQWHPHUJLQJ
adults.87KHUHIRUHXQGHUVWDQGLQJWKLVJURXSFDQPDNHDVWDEOHEDVLVIRUDGMXVWLQJ
PDUNHWLQJDFWLRQVIRUIXWXUHFXVWRPHU¶VQHHGVDQGSUHIHUHQFHV
7KHREMHFWLYHRIWKHSDSHULVDQDO\]LQJWKHLPDJHRILQWHUQHWVKRSVDVSHUceived 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,
³0DQDJLQJ6HUYLFH4XDOLW\´9RO1RS±

 3URMHFWZDVFR¿QDQFHGE\1DWLRQDO6FLHQFH&HQWHU6WDWHIXQGHGUHVHDUFKQR11
µ%X\LQJEHKDYLRURIÄ\RXQJDGXOWV´RQWKH,QWHUQHW¶$JUHHPHQW1R%+

 0:RO¿QEDUJHU0&*LOO\.comQ: Dimensionalizing, Measuring and Predicting Guality of
the E-tail Experience³:RUNLQJ3DSHU0DUNHWLQJ6FLHQFH,QVWLWXWH&DPEULGJH´1R
5
Ch. Dennis, B. Merrilees, Ch. Jayawardhena, L. Tiu Wright, op.cit.S
6
 ,2VWURZVND0RGHONV]WDáWRZDQLDORMDOQRĞFLNRQVXPHQWyZZVWRVXQNXGRPDUNL, WydawnicWZR1DXNRZH8QLZHUV\WHWX6]F]HFLĔVNLHJR6]F]HFLQS±
7
 ,2VWURZVND3R]LRPLPRĪOLZRĞFLNV]WDáWRZDQLDORMDOQRĞFLVHJPHQWXÄPáRG\FKGRURVá\FK´
ZVWRVXQNXGRPDUNLXVáXJRGDZF\ EDGDQLDZáDVQH , w: =DU]ąG]DQLHSURGXNWHP.UHRZDQLHPDUNL,
UHG-.DOO%6RMNLQ=HV]\W\1DXNRZH8QLZHUV\WHWX(NRQRPLF]QHJRZ3R]QDQLXQU
S±
8
 7'&DVVLG\+YDQ6FKLMQGHO<RXWK,GHQWLW\2ZQHUVKLS)URPD)DVKLRQ0DUNHWLQJ3HUspective³-RXUQDORI)DVKLRQ0DUNHWLQJDQG0DQDJHPHQW´9RO1RS
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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
$JLYHQFRQVXPHU¶VRUWDUJHWPDUNHW¶VSHUFHSWLRQRIDOORIWKHDWWULEXWHVDVsociated with a retail outlet is generally referred to as the store image. The imaJHRIDVWRUHLVDPDMRUGHWHUPLQDQWRI¿UVWYLVLWV6WRUHLPDJHVDUHDOVRUH¿QHG
DQGUHGH¿QHGDVWKHYLVLWFRQWLQXHV%HFDXVHWKHFRQVXPHUUHJDUGVVKRSSLQJDV
D³WRWDOH[SHULHQFH´LWLVQRWMXVWWDQJLEOHVWRUHEHQH¿WV HJORZHUSULFHJUHDWHU
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 researched for “traditional” stores. In an online environment however, the existing measures 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
DFRPSRVLWHDWRWDOLPSUHVVLRQDQLGLRV\QFUDWLFFRJQLWLYHFRQ¿JXUDWLRQDQGDJHstalt. 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 simultaneously account for behavioral intentions and actual behavior.
The image of online store, despite widely described in literature aspects of its
LPSRUWDQFHKDVDVSHFLDOPHDQLQJIRURQOLQHPDUNHWDVLWUHGXFHVWKHSHUFHLYHG
SXUFKDVHULVN3XUFKDVHULVNLVDQLPSRUWDQWFRQVWUXFWLQPDUNHWLQJSDUWLFXODUO\
in studies of online consumer behavior. Several studies have produced empirical 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
DUHWKH\ZLOOQRWJRRQOLQHWRPDNHWKHSXUFKDVH

 '+DZNLQV'0RWKHUVEDXJKConsumer Behavior Building Marketing Strategy0F*UDZ+LOO1HZ<RUNS

Global E-commerce and Online Marketing: Watching the EvolutionHG1LNKLOHVK'KRODNLD
*UHHQZRRG3XEOLVKLQJ*URXS:HVWSRUWS
11
 +YDQGHU+HLMGHQ79HUKDJHQOnline Store Image: Conceptual Foundations and Empirical
Measurement³,QIRUPDWLRQ 0DQDJHPHQW´9ROS

 =HH6XQ<XQ/.*RRGop.cit., p. 6.

 %/6&RNHU1-$VKLOO%+RSHMeasuring Internet Product Purchase Risk, “European
-RXUQDORI0DUNHWLQJ´9RO1RS
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Methodology
7KHUHVHDUFKRQWKHEX\LQJEHKDYLRURIÄ\RXQJDGXOWV´RQWKH,QWHUQHW¶ZDV
FRQGXFWHG LQ  ,W FRPSURPLVHG DPRQJ RWKHUV WKH TXDQWLWDWLYH UHVHDUFK
ZKLFKZDVFRQGXFWHGLQDIRUPRI&$:,RQDVDPSOHRI³\RXQJDGXOWV´ 
±\HDUV GXULQJ1RYHPEHUDQG'HFHPEHU7KHVDPSOHRI³\RXQJDGXOWV´
ZDVGHWHUPLQHGEDVHGRQGDWDREWDLQHGIURP&HQWUDO6WDWLVWLFDO2I¿FHLQ3RODQG
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
IRUPXODIRUWKHYROXPHRIWKHVDPSOHZLWK¿QLWHSRSXODWLRQRIWKHDVVXPHG
FRQ¿GHQFH OHYHO DQG HUURU RI  ZKLFK DPRXQWHG WR  SHRSOH ,Q IDFW 
³\RXQJDGXOWV´ZHUHUHVHDUFKHGDPRQJWKHPZHUHDFWXDOHFRQVXPHUV RQO\
KDVQHYHUPDGHDQ\SXUFKDVHRQLQWHUQHW WKXVWKHVWDWLVWLFDOVLJQL¿FDQFHRI
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
FKRVHQPDLQO\RQWKHJURXQGRIWKHPRGHOSURSRVHGE\+YDQGHU+HLMGHQDQG
7 9HUKDJHQ ZKLFK LQFOXGHG PXOWLSOHLWHP PHDVXUHPHQWV IRU FRPSRQHQWV RI
DVWRUHLPDJHRQOLQHVWRUHXVHIXOQHVVHQMR\PHQWHDVHRIXVHVWRUHVW\OHIDPLOLDrity, trustworthiness, and settlement performance.15
7KHHODERUDWLRQRIWKHVHFRPSRQHQWVLQWRUHVHDUFKDEOHIDFWRUVUHVXOWHGLQ
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 interactivity and highly evaluated communication with e-retailer, positive experience
from the past, availability of various payment methods, availability of credit, easy
WRUHDGDQGXQGHUVWDQGWHUPVRIXVHSRVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFHLQGHSHQGHQWTXDOLW\FHUWL¿FDWH
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”
9RO1RS
15
 +YDQGHU+HLMGHQ79HUKDJHQop.cit.S
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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

*

RILQGLFDWLRQ*


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



3RVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFH



,QGHSHQGHQWTXDOLW\FHUWL¿FDWH



The overall design of the online store



Availability of credit

11

7KHUHVSRQGHQWVFRXOGKDYHFKRVHQPRUHWKDQRQHDQVZHUWKXVSHUFHQWDJHVGRQRWVXPWR

6RXUFHRZQHODERUDWLRQEDVHGRQUHVHDUFKUHVXOWV1 

7KH ¿UVW PRVW LPSRUWDQW IDFWRU FUHDWLQJ WKH LPDJH RI RQOLQH VWRUH LV WKH
EUDQG0RUHWKDQRI³\RXQJDGXOWV´KDYHFKRVHQWKLVDQVZHU7KHUHIRUHWKH
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
E\³\RXQJDGXOWV´$ELWPRUHWKDQRIWKHPFKRVHWKLVIDFWRU:KDWZDVWKH
most surprising was the third factor – positive opinions of other customers found
RQOLQHZDVLPSRUWDQWIRURUUHVHDUFKHG³\RXQJDGXOWV´7KRXJKLWZDVZLGHO\
researched and presented in the literature that the opinions found online have the
LPSDFWRQHFRQVXPHUZKRDFWLYHO\ORRNIRUVXFKLQIRUPDWLRQWKHLPSRUWDQFHRI
such information seems very high.
Those online opinions are even more important than own experience, which
ZDVLQGLFDWHGE\RIUHVHDUFKHG³\RXQJDGXOWV´,WPHDQVWKDWWKHUHLVDFRQsiderable probability that despite of own positive experience with a particular reWDLOHUWKHDQRQ\PRXVRSLQLRQVIRXQGRQOLQHFDQPDNHWKH³\RXQJDGXOWV´UHVLJQ
from shopping with this retailer.



Leszek Gracz

Another aspect important for young adults is the interactivity of the page and
JRRGFRQWDFWZLWKUHWDLOHURI³\RXQJDGXOWV´SHUFHLYHWKLVIDFWRUDVLPSRUWDQW
in creating the image of online store. On the contrary, the overall web design conWULEXWHWRSRVLWLYHLPDJHRIRQOLQHVWRUHRQO\IRURI³\RXQJDGXOWV´,WFOHDUO\
VKRZVWKDWWKHGLUHFWFRQWDFWLVIDUPRUHLPSRUWDQWWKDQMXVWWKHJRRGGHVLJQRIWKH
internet page.
Other factors often indicated by “young adults” were positive experience
IURPWKHSDVW  DQGDYDLODELOLW\RIYDULRXVSD\PHQWPHWKRGV  
What seems to be of smaller importance, besides above-mentioned overall
ZHEGHVLJQZHUHSRVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFH  
LQGHSHQGHQWTXDOLW\FHUWL¿FDWH  DQGDYDLODELOLW\RIFUHGLW  
The overall results are elaborated into more detailed analysis, considering the
potential differences in the group of “young adults” according to demographic factors.
7KHWDEOHSUHVHQWVWKHLPSRUWDQFHRIVHOHFWHGIDFWRUVIRUFUHDWLQJWKHLPDJH
of online store in the opinion of “young adults” according to their gender.
7DEOH
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

*

RILQGLFDWLRQ*
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





3RVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFH





,QGHSHQGHQWTXDOLW\FHUWL¿FDWH





The overall design of the online store





Availability of credit
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:KLOHJHQHUDOUHVXOWVSUHVHQWHGLQWDEOHDUHVLPLODUWRWKHRYHUDOORSLQLRQ
RI³\RXQJDGXOWV´WKHUHDUHVRPHVPDOO\HWVWDWLVWLFDOO\VLJQL¿FDQWGLIIHUHQFHV
between male and female. The brand of online store is more important in creating
WKHLPDJHRIRQOLQHVWRUHIRUPHQWKDQIRUZRPHQ PDOHDQGIHPDOH
indicated this answer). The opinion of a trustworthy friend is more important to
ZRPHQWKDQWRPHQ IHPDOHDQGPDOHLQGLFDWHGWKLVDQVZHU 7UXHLQWHUDFWLYLW\DQGFRQWDFWZLWKVHOOHULVPRUHLPSRUWDQWWRPHQWKDQWRZRPHQ 
PDOH DQG  IHPDOH LQGLFDWHG WKLV DQVZHU  3RVLWLYH RSLQLRQ IURP WKH SDVW LV
PRUHLPSRUWDQWWRZRPHQWKDQWRPHQ IHPDOHDQGPDOHLQGLFDWHGWKLV
answer). Easy to read and understand terms of use are more important to women
WKDQWRPHQ IHPDOHDQGPDOHLQGLFDWHGWKLVDQVZHU 7KHRWKHUGLIIHUHQFHVDUHQRWVWDWLVWLFDOO\VLJQL¿FDQW
(YHQWKHGLIIHUHQFHVWKDWDUHVWDWLVWLFDOO\VLJQL¿FDQWDUHQRWELJHQRXJKWR
LQGLFDWH DQ\ PDMRU GLIIHUHQFHV EHWZHHQ \RXQJ ZRPHQ DQG \RXQJ PHQ LQ WKHLU
perception of the image of online stores.
7KHWDEOHSUHVHQWVWKHLPSRUWDQFHRIVHOHFWHGIDFWRUVIRUFUHDWLQJWKHLPDJH
of online store in the opinion of “young adults” according to their income.
TabOH
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
RILQGLFDWLRQ*
Factors creating the image of online store

income less
WKDQ
3/1

income

±
3/1

income

±
3/1

income
DQG
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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5

3RVVLELOLW\RISLFNLQJXSWKHSURGXFWLQ
stationary place









,QGHSHQGHQWTXDOLW\FHUWL¿FDWH









The overall design of the online store









Availability of credit









1

*

7KHUHVSRQGHQWVFRXOGKDYHFKRVHQPRUHWKDQRQHDQVZHUWKXVSHUFHQWDJHVGRQRWVXPWR

6RXUFHRZQHODERUDWLRQEDVHGRQUHVHDUFKUHVXOWV1 

The perception of factors creating the image of online store by “young adults” divided into four segments according to their income per one person in houseKROGSUHVHQWHGLQWDEOHVKRZVQRPDMRUGLIIHUHQFHVWRRYHUDOOUHVXOWVSUHVHQWHG
LQWDEOH6RPHVWDWLVWLFDOO\VLJQL¿FDQWGLIIHUHQFHVFDQEHSHUFHLYHGLQVXFKIDFWRUV OLNH DYDLODELOLW\ RI YDULRXV SD\PHQW PHWKRGV SRVVLELOLW\ RI SLFNLQJ XS WKH
product in stationary place and positive opinions of other customers found online.
+RZHYHUWKHVHGLIIHUHQFHVDUHQRWELJHQRXJKWRLQGLFDWHDQ\PDMRUGLIIHUHQFHV
between “young adults” perception of the image of online stores according to their
income.
7KHWDEOHSUHVHQWVWKHLPSRUWDQFHRIVHOHFWHGIDFWRUVIRUFUHDWLQJWKHLPDJH
of online store in the opinion of “young adults” according to their place of living.
7DEOH
The importance of selected factors for creating the image
of online store in the opinion of “young adults” according to their place of living
RILQGLFDWLRQ*
village

town up
WR
thousand







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 communication with e-retailer

57







Positive experience from the past









Factors creating the image of online store

1

town
town with
between
more
± WKDQ
thousand
thousand
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5

Availability of various payment methods









Easy to read and understand terms of use









3RVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRnary place









,QGHSHQGHQWTXDOLW\FHUWL¿FDWH









The overall design of the online store

17

18





Availability of credit



11



11

1

*
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The perception of factors creating the image of online store by “young adults” divided into four segments according to their place of living, presented in
WDEOHVKRZVQRPDMRUGLIIHUHQFHVWRRYHUDOOUHVXOWVSUHVHQWHGLQWDEOH6RPH
VWDWLVWLFDOO\VLJQL¿FDQWGLIIHUHQFHVFDQEHSHUFHLYHGLQVXFKIDFWRUVOLNHWKHEUDQG
RI RQOLQH VWRUH LQGHSHQGHQW TXDOLW\ FHUWL¿FDWH DYDLODELOLW\ RI YDULRXV SD\PHQW
PHWKRGVDQGSRVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFH+RZHYHU
WKHVHGLIIHUHQFHVDUHQRWELJHQRXJKWRLQGLFDWHDQ\PDMRUGLIIHUHQFHVEHWZHHQ
“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,
/ 6 1LHKP ) 2 /RUHQ] ³&XUUHQW FRQVXPHUV LQFUHDVLQJO\ H[SHFW HQJDJLQJ
H[SHULHQFHVDQGQRWMXVWDSURFHVVWRSXUFKDVHJRRGVDQGVHUYLFHVZKLFKVXJJHVWV
the growing importance of web site features that not only facilitate the purchase
GHFLVLRQ SURFHVV EXW DOVR SURYLGH DQ HQMR\DEOH VKRSSLQJ H[SHULHQFH 5HVHDUFK
VXSSRUWVWKHLQÀXHQFHRIWKHVHIHDWXUHVRQH[SHULHQWLDOYDOXHDQGSRVLWLYHFRQVXmer 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
 6:-HRQJ$0)LRUH/61LHKP)2/RUHQ]The Role of Experiential Value in Online
6KRSSLQJ7KH,PSDFWVRI3URGXFW3UHVHQWDWLRQRQ&RQVXPHU5HVSRQVHV7RZDUGVDQ$SSDUHO:HE
Site³,QWHUQHW5HVHDUFK´9RO1RS
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design, this factor is not as important for young generation as it may seem
several years ago.
)URPWKHRQOLQHVWRUHVSRLQWRIYLHZLWPDNHVWKHGHVLJQRIWKHLUZHEVLWHV
important, however not crucial.
2. The importance of online word of mouth
:RUG RI PRXWK :20  FRPPXQLFDWLRQ ZKLFK FDQ EH GH¿QHG DV ³DOO LQformal communications directed at other consumers about the ownership, usage
or characteristics of particular goods or their sellers”17 is well established in academic 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 anonymous non-existent tie online forum sources as more important than the strong tie
RUZHDNWLHVRXUFHV´
7KH UHVXOWV IURP WKH UHVHDUFK SUHVHQWHG LQ WKLV SDSHU FRQ¿UPV WKHVH
WKHVLV7KHRQOLQHZRUGRIPRXWKSOD\VDVLJQL¿FDQWUROHLQ³\RXQJDGXOWV´
online purchasing behavior.
From the online stores point of view it proves the necessity of properly plaQHGDQGPDQDJHGZRUGRIPRXWKPDUNHWLQJDFWLRQVWKDWDUHHVVHQWLDOIRUWKHFUHating 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 perFHLYHGLQWHUDFWLYLW\RQHWUXVWDQGHFRQVXPHUEHKDYLRUVSRVLWLYHO\YHUL¿HGK\SRthesis about “the importance of both attitude toward website and trust with regard
to perceived interactivity”.
7KHUHVXOWVIURPWKHUHVHDUFKSUHVHQWHGLQWKLVSDSHUFRQ¿UPVWKLVWKHsis. The interactivity and good contact with online retailer are one of the most
important factors creating the image of online stores.
17
 5$:HVWEURRNProduct/Consumption-based Affective Responses and Postpurchase Processes³-RXUQDORI0DUNHWLQJ5HVHDUFK´9RO1RS±
18
 -/HH'+3DUN,+DQ7KH'LIIHUHQW(IIHFWVRI2QOLQH&RQVXPHU5HYLHZVRQ&RQVXPHUV¶
Purchase Intentions Depending on Trust in Online Shopping Falls ³,QWHUQHW 5HVHDUFK´ 
9RO1RSS±

E.M. Steffes, L.E. Burgee, Social Ties and Online Word of Mouth³,QWHUQHW5HVHDUFK´
9RO1RSS±

K.M. Chu, B.J.C. Yuan, op.cit.S
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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 underVWDQGWHUPVRIXVHSRVVLELOLW\RISLFNLQJXSWKHSURGXFWLQVWDWLRQDU\SODFHDQG
LQGHSHQGHQWTXDOLW\FHUWL¿FDWH)DFWRUVWKDWKDYHOHVVHULPSRUWDQFHDUHZHEGHVLJQ
and availability of credit.
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Streszczenie
&HOHPDUW\NXáXMHVWDQDOL]DLSUH]HQWDFMDZL]HUXQNXVNOHSyZLQWHUQHWRZ\FKZRSLQLL ÄPáRG\FK GRURVá\FK´ :L]HUXQHN VNOHSyZ LQWHUQHWRZ\FK Z LFK RSLQLL MHVW SU]HGH
ZV]\VWNLPNV]WDáWRZDQ\SU]H]]GDQLHLQQ\FK ]DUyZQREOLVNLFK]DXIDQ\FK]QDMRP\FK
MDN L SU]H] DQRQLPRZH RSLQLH Z LQWHUQHFLH  LQWHUDNW\ZQRĞü VWURQ\ L GREU\ NRQWDNW ]H
VSU]HGDZFąRUD]ZáDVQHSR]\W\ZQHGRĞZLDGF]HQLD]SU]HV]áRĞFL&]\QQLNLRĞUHGQLHMZDG]HWRGRVWĊSQRĞüUyĪQ\FKPHWRGSáDWQRĞFLáDWZ\GR]UR]XPLHQLDUHJXODPLQVNOHSXPRĪOLZRĞüRGELRUXRVRELVWHJRRUD]QLH]DOHĪQLHSRWZLHUG]RQ\FHUW\¿NDWMDNRĞFL&]\QQLNDPL
RPQLHMV]\P]QDF]HQLXVąRJyOQHZ\NRQDQLHVWURQ\RUD]GRVWĊSQRĞü]DNXSyZQDNUHG\W
6áRZDNOXF]RZHZL]HUXQHN]DNXS\RQOLQHPáRG]LGRURĞOL]DFKRZDQLHQDE\ZFyZ
7áXPDF]HQLH/HV]HN*UDF]

