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Abstract

The rapid development of the Internet has increased consumers’ intention to use the 

Internet and accelerated the growth of online stores which provide much convenience of 

Internet shopping to consumers. More and more people are thus trying this new shop-

ping method. Based on Technology Acceptance Model (TAM) and Theory of Reasoned 

 Action (TRA), this paper constructs a research model and hypotheses using factors aH ect-

ing  consumers’ intention to use Internet shopping. Three external factors including privacy, 

 security, and self-eH icacy are also added into the model. A questionnaire is developed and 

administered to consumers with experience of Internet shopping. The collected responses 

are then analyzed using Structural Equation Modeling (SEM) to M nd the correlations between 

research constructs and consumers’ behavioral intentions regarding Internet shopping. 

Findings indicate that online store operators should endeavor to enhance the “perceived 

usefulness” and “privacy” of their stores and consumers’ “self-eH icacy” for using their 

stores, so as to increase consumers’ intention to use Internet shopping. Finally, we expect 

that our research M ndings can be a reference for online store operators. 
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1. Introduction

The prevalent use of Internet technology has toppled traditional 

management models and also altered the consumption patterns that we 

have been used to in daily life. According to Rayport and Sviokla [22], 

the appearance of the Internet has moved corporate competitions from 
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