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ABSTRACT

The general purpose of this study was to find out whether a relationship between attitudes,
subjective norm, perceived behavioral control and internet purchasing of postgraduate

students.

The significant positive relationships between attitudes, subjective norm, perceived
behavioral control and internet purchasing offer a clear indication of the importance of
features to explain consumer purchase behavior. Hence, this study aims to propose,
operationalize, and empirically examine an extended model (i.e. with the inclusion of
self-identity) that explains and predicts consumer purchase behavior. The result of
correlation, linear regression and multiple regressions in assessing the variables or the
empirical relationship between attitudes, subjective norm, perceived behavioral control
contribute were positively related to behavior as hypothesized. The positive association

among all independent variables to dependent variable (adj. ’=80%) was supported.
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CHAPTER 1

INTRODUCTION

1.1 Background of the Study

Since the discovery of the internet as a new communication medium it has became a part
of the strategy of firms. The internet has been largely used in management: it works as
an advertising medium for firms to include in their campaigns, as a distribution channel
and as a source of information. Internet application to the development of diverse firm

strategies is a practice that has come to be called e-commerce.

Basically, the internet added-value resides in its ability to contribute to cost reduction
associated to communication and transaction (Boyd and Spekman, 2001; Porter, 2001;.
De Boer et al,, 2002). The internet allows the access to a great amount of information
with lower costs of time and money than those derived from the use of other tools
(Boyle and Alwitt, 1999; Min and Galle, 1999; Avlonitis and Karayanni, 2000; Tang et
al., 2001), both inside and outside the organization. Inside the firm, the development of

the intranet can greatly facilitate the transmission of information among its members

(Goles and Hirschheim, 2007; Osmonbekov et al., 2002).

Outside the organization, the network does not only represent a source of information,
but also contributes to improve the relationships among firms (Anandarajan et al., 200S;

Boyle and Alwitt, 2000; Boyd and Spekman, 2001; Rao, 2002). In this sense, the
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