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ABSTRACT 

developing  and  developed  both  in  increa ing  been  have  expenditure    hopping  online  While 
exi tal odifference Significant ale .retail totalof hare  mallaforaccount tilltheyeconomie , 
purcha e .onlineonba i capitaperaon pendcon umer moneyofamounttheincountrie acro   
ofeffect theexaminetoframeworkinfra tructuraloffoundation conceptualtheutilizeauthor The 
capitaperthat howFinding countrie .43inexpenditure  hoppingonlineondriver infra tructural 
a  ociated  ignificantly are income national gro   capita per and inve tment  telecommunication  
credit and penetration, Internet protection, Privacy expenditure .  hopping online capita per with 

 ignificant.notwerepenetrationcard 

KeywORDS 

Credit Card Penetration, Internet Penetration, Internet Shopping, Online Purchases, Privacy Regulations, 
Telecommunications Infrastructure 

1. INTRODUCTION 

product expeditingby experience  hopping con umer ’tran formed  ignificantly ha  Internet The 
the e of advantage Taking co t . tran action reducing and compari on , price facilitating  earch, 
However, channel.  online the to  purcha e   their of   ome  hifted have  con umer   convenience , 
 howdata ale ,onlineincrea inginre ultedha channelonlinetheforpreferencecon umer ’while 
for U.S., the In  ale . retail total of  hare  mall afor account  till countrie  acro    ale  online that 
 ale  e-commerce Internet, the of launch commercial the of decade  four than more after example,
2014). Cen u , (U.S. 2012 in 5.2% from increa ing 2013, in  ale  retail total of 5.8% about were 
highe t the 120%, wa  2011 to 2003 from rate growth annual compound the where China, in And 
6to5betweenonlywa  ale retailtotalto ale e-commerceof haretheworld,theinrategrowth 

2013).(McKin ey,percent
demographic on focu ed mo tly ha  re earch exi ting activitie ,  hopping online explain To 
determinant motivationalandattitudinaland2004)Samuel,andChang2003;(Akhter,characteri tic  
George,2009;al.,et(Bra hearvalueperceivedandintention ,norm ,aver ene  ,ri kbelief ,a  uch 
p ychological and demographic on re earch of  body large  the to contra t In 2015). Lim, 2004; 
pha e early the in  till i   hopping online of driver  infra tructural on literature the determinant , 
the of review A2012). al., et Alqahtani 2005; Sharma, and Sheth 2002; (Travica, development of 
online on driver  infra tructuralof effect  the on tudie  empirical of dearth a how  al o literature 

countrie .acro  expenditure  hopping 
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2. THeOReTICAL FRAMewORKS 

three in literature the to contribute and gap  above-mentioned the fill to attempt   tudy Thi  
 tudie  exi ting in developed framework  infra tructural  the on build  it Fir t, way .  ignificant
driver   infra tructural  key  three  of  effect   the  te t   it  Second,  hypothe e .  the  formulate  to 
countrie . acro   expenditure   hopping online on regulatory) and financial, (telecommunication ,
knowledgeexi tingthetoadd finding ,theofimplication  trategicandtheoreticaldraw itThird, 

making.deci ion trategicguide and hopping,onlineanddriver infra tructuralon 
 ection .fourfollowingtheintoorganizedi papertheofre tthegoal ,re earchtheaccompli hTo 
hypothe e . the pre ent we 3, Section in and, framework  theoretical the di cu   we 2, Section In 
in and, re ult , the pre ent and variable  and  ample the to related i  ue  di cu   we 4, Section In 
and tudy,theoflimitation thedi cu  implication ,managerialandtheoreticaldrawwe5,Section 

re earch.futureforque tion  ugge t 

tran action .onlineandcondition infra tructuralbetweenlinkage thedelineatedha re earchExi ting
infra tructural  how  determine  to  inve tigation  field a  conducted  example,  for  (2002),  Travica 
economic, that  howed data ob ervation and Interview e-commerce. of diffu ion the affect factor  
(2004)Simone-commerce.forpotentialtheaffectfavorablyfactor culturaland telecommunication , 
protectionprivacya  uchfactor  ocietalandlegalandinfra tructurecommunicationidentifiedal o 
al. et Da  countrie . developing in commerce electronic facilitating for factor   ucce   critical a  
piracymu iconfactor technologicalandlegal/regulatory,economic,ofeffect theexplored(2014)
and  tatu  economic it arecountryain piracy online affectthat factor primary the thatfound and 

 tatu .regulatory
and development infra tructural their on ba ed countrie  cla  ified (2005) Sharma and Sheth 
affect would bodie  legi lative and telecommunication  in development of level the that propo ed
that noted (2010) Tar and  Lawrence And behavior.  con umer a   well  a   activitie   e-marketing
act would income and  y tem , credit infra tructure, telecommunication  of  tate  underdeveloped
al oEuromonitorthereport,recentaIncountrie .developinginactivitie e-commercetobarrier a  
infra tructure financialandtelecommunication adequatedevelopingofimportancetheempha ized 

2012).International,(Euromonitor hoppingonlinepromoteto 
re earch exi ting infra tructure , financial and telecommunication  of role  the to addition In 
conclu ionkeyA hopping.onlineinfluencinginprivacyofroletheintoin ight meaningfulprovide 
online of convenience the appreciate con umer  while that i  re earch of body current the from 
among concern Privacy po e . it privacy to threat the about apprehen ive remain they  hopping
 how  re earch and  hopping online of determinant  ignificant abe to  hown been ha  con umer  
What,2009).Kafeza,andZorotheo 2003;al.,et(Dubelaarpurcha e onlineaffect negativelyitthat 
attention  cholarly the of much that i  literature privacy the about note to important i  however, 
to not and concern privacy of con equence  and antecedent  the under tanding to applied been ha  

privacy.protect thatinfra tructureregulatorytheofeffect theexamining
theindifference theexaminingofimportancetheempha izedhave344)p.(2007,al.etWirtz 
theinprivacy”con umer“protecttogovernment andbu ine  e ofpractice andapproache privacy
difference cro  -countryidentifiedal o(2001)Erb chloeworld.theofregion geographicaldifferent 
literature Exi ting Internet. the of u e the impacting trend  key the of one a  regulation  privacy in 
propo ed,beenha  hoppingonlineondriver infra tructuralofinfluencethealthoughthatreveal  
and, (2005) Sharma and Sheth empirically. linkage  conceptual the te t to done been ha  much not 
online on driver  infra tructural of effect  the hypothe izing while (2014), al et Da  recently, more 
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propo edthe te t toconducted be  hould  tudie  empirical that recommendedbehavior , con umer 
tofactor  tructuralonfocu ingofimportancethe ugge tedal o(2002)SohandMarku relation . 

countrie .acro  activitie e-commerceindifference explain
ofeffect theexamining byliteraturetheingap thefillingforneedthetore pond  tudyThi  
onlineonregulatory)andfinancial,(telecommunication ,driver infra tructurallevelnationalthree 
under tandingourtocontributewould tudythi fromFinding countrie .43inexpenditure  hopping
countrie .acro  expenditure  hoppingonlineondriver infra tructuralnational-levelofeffect theof 
and(H2telecommunication (H1),regulatoryofeffect thetorelatedhypothe e pre entweBelow 

expenditure . hoppingonlineondriver H5)and(H4financialandH3), 

3. HyPOTHeSeS 

to de ire The country. aofculturethe in embedded deeply i  con truct, p ychological aa  Privacy,
example,forenvironment,onlinetheInbehavior.oftype differentinit elfmanife t privacymaintain 
Youn, 2000; al., et (Phelp  behavior  reduction ri k influence to  hown been ha  concern privacy
theirinre ultedcon umer amongconcernprivacyheightenedthatfound(2007)al.etWirtz,2009).
information, per onal fabricating a   uch  trategie  reduction  ri k of form  different in engaging
reductionri kinfluencingBe ide purcha e.torefu ingevenortechnologie ,privacy-enhancingu ing
increa e ,concernprivacyWhenbehavior .tran actionalonlineaffect al oconcernprivacybehavior , 
andZorotheo affected.negativelyare pendingonlineandtran action onlineoffrequencytheboth 
to likely le   were they privacy, about concerned were con umer  when that found (2009) Kafeza 
 ummarized 70) p. (2003, al. et Dubelaar information. per onal required that web ite  on tran act 
per onal of “perception  the that noting by behavior  hopping and privacy between linkage  the 

behavior.”purcha ingon-linetolinkeddirectlyareprivacyinformation 
bu ine  e  that  data per onal  of amount ma  ive the of becau e   alient i  concern  Privacy
privacyaboutconcernThe trategie .marketingdevelopandprofile con umercon tructtocollect 
exerci etowanttheycontroltheandthem elve aboutrevealtowantcon umer whatinexhibitedi  
the of 92% about  urvey, aIn 1967). (We tin, u ed and acquired i  information per onal how over 
morearetheythat aid74%whileprivacy,onlinetheiraboutworrytheythatindicatedre pondent 
al o poll  and Survey  2013). (Bachman, ago year awere they than now privacy about concerned 
80% aboutpoll,multinational aIn privacy. oflo  theabouthavecon umer that concern the how 
that agreed Kingdom United the in 68% and Germany, in 79% State , United the in con umer  of 
1999).(IBM,informationper onalu eandcollectcompanie howovercontrollo thavecon umer  
removeto tep takingreportedu er Internetof86%,The Wall Street JournalinarticlerecentaIn 
adequately not did law  privacy that felt u er  Internet of 68% and footprint  digital their ma k or 

2014).(Dwo kin,themprotect
propo ed been have  olution  many privacy, about have con umer  that concern the oflight In 
and bu ine   corporate of development bu ine  e , by  elf-regulation including privacy, protect to 
different While 2000). Murphy, and (Caudill policy public to change  a  well a  policie , ethical 
their te t to done been ha  work empirical little very privacy, protect to made been have propo al 
i  privacy of inva ion the about concern growing The 2000). Murphy, and (Caudill effectivene   
Little, and (Wijnhold  inva ion   uch counteract to framework  legal of lack the to attributed al o 
feelwouldcon umer place,inareregulation protectionprivacyadequateandrobu tWhen2001).
that  ugge ted been al o ha  It 2007). al. et (Wirtz web ite awith interacting about concerned le   
(Singhcountrie withinconcern con umer ’by hapedbewouldprivacyprotecttoaction regulatory
in reflected i  concern privacy of level high the that noted (2004) al. et Bellman 2003). Hill, and 
countrie  in that expected be thu  can It countrie .  everal in legi lation  privacy of enactment the 
u ing in comfortable more feel would con umer   tringently, enforced i  protection privacy where 

propo ed.i followingtheTherefore,purcha e .onlinemakingforInternetthe 
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 hopping online of level  higher with a  ociated  i  enforcement  protection  privacy  Higher H1: 
expenditure . 

online of conduct  mooth the for e  ential i  infra tructure telecommunication  efficient An 
depend  e-commerce forreadine   “country’  athat noted 35)p.(2004,Simon activitie .  hopping
and,  technological  i   Internet  the  of  foundation  underlying  The  infra tructure.”  network  on 
inve tment   ignificant where countrie  in high be would expenditure   hopping online therefore, 
among exi t difference  that  how al o Datamade. been have infra tructure telecommunication  in 
(Hoinfra tructuretelecommunication indifference todue ale e-commerceofleveltheincountrie  
citizen theirprovideinfra tructuretelecommunication ininve tedhavethatCountrie 2011).al.,et 
market onlinethetobu ine  e mortarandbrick traditionalthefrommovetoopportunitie greater
wouldcon umer environment,telecommunication  ophi ticatedmoreaIn2001).Yeung,and(Oxley
review ,readprice,compareinformation,productfor earchInternet,thetoonlogea ilytoablebe 

propo ed.i followingtheTherefore,product.thepurcha eand 

of level  higher with a  ociated are infra tructure telecommunication  in inve tment  Higher H2: 
expenditure . hoppingonline 

Although  tran action . online conduct to  Internet  the acce    to able be to need Con umer  
acce   digital Significant univer al. not i  technology thi  to acce   ubiquitou ,  eem  Internet the 
developedtheacro  widelyvarie penetrationInternetthea level,internationaltheatexi t divide 
developed the in higher are rate  penetration Internet Comparatively, economie . developing and 
online of type  different in engage to people enable  Internet the to acce   Increa ed economie . 
 ize therepre ent thu would penetration Internetof levelThe hopping. onlineincludingactivitie  
penetrationInternethigherwithCountrie 2011).al.,et(Hocountryainmarkete-commercetheof 

propo ed.i followingtheTherefore, hopping.onlineoflevel higher howthu willrate  

expenditure . hoppingonlineoflevel higherwitha  ociatedarepenetration InternetHigherH3: 

al o income of level The purcha e. amake to mean  financial the con umer  provide  Income 
value monetary perceived the increa e , income A  time. of value the of perception the influence  
on  pent time the value would income of level  different with people Thu , increa e . al o time of 
on value monetary greater place would people income higher A  differently. purcha e amaking
will proce   purcha ing the of pha e  different the on  pent time the of co t  opportunity the time, 

time. avetoInternettheonpurcha e makingtoinclinedmorebethu willTheythem.forhigherbe 
betweenlinkpo itivea ugge targument co topportunityandpowerpurcha ingtheAlthough
mixed howtran action onlineonincomeofimpacttheondataempiricalbuying,onlineandincome 
 hopping,onlineofpredictor ignificantanotbetoincomefound(2003)YangandPatwardhanre ult . 
found (2000) al. et Loh e and (2010), Lybecker and Hannah (2005), Flynn and Gold mith wherea  
 pending. and  hopping, online of frequency  hopping, online to related po itively be to income 
thatandincomeri ingwithincrea e timeofvaluethethatargumentthecon iderationintoTaking
a  that argue we income, ri ing with increa e  al o make con umer  that purcha e  of variety the 

propo ed.i followingtheTherefore,increa e.al owill hoppingonlineincrea e incomecapitaper 

expenditure . hoppingonlinehigherwitha  ociatedi incomenationalgro  capitaperHigherH4: 

and (Bulut card  credit of u e the for  uitable e pecially i  environment  hopping online The 
amakingformechani mconvenientaa  ervecard creditenvironment,onlinetheIn2010).Koprulu,
providecancon umer made,beenha deci ionpurcha etheAfter2001).Yeung,and(Oxleypurcha e 
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card creditu ingofadvantageThetran action.thecompleteandfirmthetoinformationcardcredit 
inorfullinpaidbe canit whencyclebilling next thetodeferred arepurcha e  forpayment thati  
u ing of convenience the enjoy con umer  that  how  al o Re earch in tallment . monthly reduced 
make card creditofavailabilitytheWhile2008).al.,et(Ganover pendtotendthu andcard credit 
oflevel ametheenjoynotdocon umer that howdatatran action ,onlineconducttoconvenientit 
countrie  acro   varie  penetration card Credit countrie . acro   in trument financial thi  to acce   
beal owould hoppingonlinethathypothe izedbecanithighi penetrationwherecountrie inand 
caninfra tructurefinancialtheincard creditofavailabilitythatnoted(2002)SohandMarku high.
lackthatnotedal ohad(2003)Kennycountrie .acro  activitie e-commerceindifference explain
following the Therefore, activitie . tran actional for Web the of u e the re trict can card  credit of 

propo ed.i  

expenditure . hoppingonlinehigherwitha  ociatedi penetrationcardcreditHigherH5: 

4. MeTHOD 

procedure tati ticalThehypothe e .propo edthete ttou edwa techniqueregre  ionmultipleThe 
of prediction the to contribute  variable  independent the of each which to degree the mea ure  
The expenditure .  hopping online capita per wa  variable dependent The variable. dependent the 
telecommunication  capita  per enforcement, protection privacy were variable  independent five 
protectionPrivacypenetration.card creditandincome,capitaperpenetration,Internetinve tment , 
inve tment telecommunication capitaPerdriver.infra tructureregulatorythereflect enforcement 
andincomecapitaPerdriver .infra tructuretelecommunication thereflectpenetrationInternetand 

driver .infra tructurefinancialthereflectpenetrationcard credit 

4.1. Sample 

workingupendgenerallyre earcher data, econdaryinvolvingre earchinternationalconductingIn 
que tion , key two confront thu , They, available. are data which on countrie  of  ample the with 
te ting for data the of appropriatene   the with dealing other the and  ize  ample with dealing one 
on data of availability the by determined wa   ample the of  ize the  tudy, thi  For hypothe e . the 
thi  con tituted which countrie , 43 for available were variable   ix all on Data variable .  ix all 
con idered i  43 of  ize  ample The countrie ). of li t the for AAppendix ( ee  ize  ample  tudy’  

analy i .regre  ionconductingforappropriate 

4.2. Variables 

an  International,  Privacy  from  came  countrie    ampled  the  for  ranking   enforcement  Privacy
UK-ba ed the and Center Information Privacy Electronic US-ba ed by jointly created organization
provide  International Privacy that data The 2007). International, (Privacy International Privacy
exi ting in u ed been ha  and enforcement privacy global of  urvey comprehen ive aon ba ed i  
i countryeachinenforcementprivacyofrankinginternationalThe2004).al.,et(Bellmanre earch 

criteria:followingtheonba ed 

infraction ?privacyinve tigatetopower  ufficientwithbodyregulatoryathereI  • 
proactively?actregulatortheCan • 

way?effectiveaninactbodyregulatorytheDoe  • 
 y tem ?legalandadmini trativethethroughtakenbeenca e Have • 

government ofwillingne  andabilitythetodirectlyrelate criteriaabove-mentionedtheofEach 
levelthemea ure InternationalPrivacycountrie .theirwithinprivacyenforcetomaker policyand 
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enforcementprivacylaxrepre enting1with5,through1of caleaoncountryeachinenforcementof 
wa  International Privacy by provided data The enforcement. privacy  tringent repre enting 5and 

 tudy.thi inu ed 
telecommunication   were  variable   two the  driver ,  infra tructure  telecommunication   For 
the  a   mea ured  wa   inve tment  Telecommunication   penetration.  Internet  and  inve tment  
infra tructure,equipmenttelecommunicationofowner hiptheacquiringwitha  ociatedexpenditure 
in tallation newbothincludedexpenditureThe oftware.computerandbuilding ,land,includewhich 
capitaperobtaintopopulationbydividedwa inve tmentTotalin tallation .exi tingtoaddition and 
percentagethea mea uredwa penetrationInternetinfra tructure.telecommunication ininve tment 

Internet.thetoacce  withpopulationof 
creditandincomenationalcapitaperwerevariable twothedriver ,infra tructurefinancialFor 
the of income national gro   the dividing by obtained wa  data income capita Per penetration. card 
per card  credit of number the a  calculated wa  penetration card Credit population. it  by country 

country.eachinpeoplethou and 
 ale   included  which expenditure    hopping online capita  per  wa  variable dependent  The 
retailer .  tore-ba ed by operated  ite  through and web ite  e-commerce pure through generated
i retailerthewherethanratherba ed,i con umerthewherecountrythetoattributedi dataSale  
and variable dependent the on Data country. each within  hopping online repre ent  thu  It ba ed. 

(2014).InternationalEuromonitorfromobtainedweredriver financialandtelecommunication  

4.3. Results 

and telecommunication  of  ignificance the  how analy i  regre  ion multiple the from Re ult  
 ignificant The  hopping. online on expenditure  capita per explaining in infra tructure  financial 
inve tment telecommunication capitaperwa driver infra tructuretelecommunication invariable 
al o Re ult  income. capita per wa  driver  infra tructure financial in variable  ignificant the and 
not were penetration card credit and penetration, Internet regulation , protection privacy that  how 
theforR- quareoverallThelevel). ignificanceande timateparameter for1Table( ee ignificant 

.699.wa modelpropo ed 

5. CONCLUSION 

inve tment telecommunication capitaperofinfluencepo itiveofhypothe e the upportFinding 
infra tructuretelecommunication developedAexpenditure . hoppingonlineonincomecapitaperand 
ea etheA  hopping. online of growththetoconducivei thatenvironment tran actional acreate  
on money more  pend to tend con umer  increa e , purpo e  tran actional for Internetthe u ing of 

Table 1. Regression Model Coefficients 

Variables B Std. Error β t value Sig. 

(Con tant) -31.342 45.806 -.684 .498 

Privacy Enforcement -15.934 14.498 -.122 -1.099 .279 

CapitaGNI Per .004 .002 .523 2.514 .016 

Net U er Percent of .776 1.120 .118 .693 .492 

PenetrationCredit Card -.004 .029 -.016 -.136 .892 

Telecomm Infra tructure .293 .144 .291 2.040 .049 

Dependent Variable: Per capita online shopping expenditures 
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increa e . income con umer ’ a  increa e al o  hopping online on Expenditure   hopping. online 
 hopping.onlineonmore pendincomecapitaperhigherwithCon umer  

and regulation  protection privacy between a  ociation po itive hypothe ized al o  tudy Thi  
con umer regulation ,enforcementprivacy tringentmorewiththatarguedwa It hopping.online 
onlinemakingininhibitedle  bewouldthu andprotectionprivacyaboutconfidentmorefeelwould 
 upportnotdidre ultthehypothe i , tatedabovethetoledrea oningoflinethi Althoughpurcha e .
regulation privacyofnon- ignificancethethati notedbe houldwhatHowever,linkage.propo edthe 
thea conclu ionju tifiableabenotwouldThi privacy.valuenotdocon umer thatmeannotdoe  
perceivedtheyhoworregulation theaboutknewpeoplewhetheronba ednoti  tudythi offinding
protection privacy of  tringency the that i  finding, the on ba ed concluded, be can What them. 

 hopping.onlineonexpenditure capitaperinfluence ignificantlynotdidregulation 
innon- ignificantwa Internet,thetoacce  withpeopleofproportionthepenetration,Internet 
ofabilitythethati  ugge tcouldthi What hopping.Internetonexpenditure capitaperexplaining
purcha e .onlineonmore pendtoinclinedmorethemmakenotdoe Internettheacce  topeople
creditbetweena  ociationpo itiveofpropo alThenon- ignificant.al owa penetrationcardCredit 
wouldcon umer thatargumenttheonba edwa expenditure  hoppingonlineandpenetrationcard 
highertheTherefore,appealing.purcha e onlinemaketocard creditu ingofconveniencethefind 
of lack The  hopping. online on expenditure  the be would higher the penetration, card credit the 
con umer ’totracedbecan hoppingonlineandpenetrationcardcreditbetweenrelation ignificant
andGerman that howStudie 2005).al.et(Slyke,card creditthanratherca hu ingforpreference 

2002).(Harri on-Walker,payment makingforcard creditu etolikenotdoexample,forBelgian , 

5.1. Theoretical Implications 

tovariable p ychologicalandcharacteri tic demographiconmo tlyfocu edha re earchExi ting
byliteraturethi toaddtowa objectivere earchOurbehavior. hoppingonlinecon umer ’under tand 
 hopping.onlineonexpenditure capitaperinfluencingindriver infra tructuralofroletheexamining
 hoppingonlineoffacilitator ignificantabetofoundwa inve tmenttelecommunication capitaPer 
thu andinfra tructure,telecommunication theonconductedaretran action Onlineexpenditure .
Whenpurcha e .onlinemaketocon umer fori itea ierthei infra tructurethi advancedmorethe 
executeandmakeandoffering ,productcompareinformation,relatedproduct earchcancon umer  
Anmore. pendandpurcha e maketolikelymorebecometheyquickly,andea ilydeci ion purcha e
a  erve development,it ininve tment fromre ultinginfra tructure,telecommunication efficient 
andcon umer betweeninteraction facilitatinginformation,offlow mooththeforhighwaydigitala 
telecommunication theinmadeinve tment incountrie acro  difference Thu ,bu ine  e .online 

expenditure . hoppingonlinecapitaperinvariation explainwouldinfra tructure 
facilitator  ignificant abe to found wa  income capita per driver, financial the to re pect With 
al oexpenditure  hoppingonlineincrea e ,incomecapitaperA expenditure . hoppingonlineof 
thepeoplegiveincomeoflevel higherthatargumentthe upport finding ignificantTheincrea e. 
The hopping.onlineonexpenditure oflevel higherinre ult thatpowerpurcha ingdi cretionary
on  pent timeofco t  opportunity the increa e ,incomea  that argument the  upport  al ofinding
buying ofconveniencethe findthu wouldincomehigherwithPeopleincrea e.purcha e amaking
the income, higher to due purcha e  of variety amake they a  furthermore, and, appealing online 

increa e.al owould hoppingonlineon pendtheymoneyofamount 

5.2. Managerial Implications 

firm  that deci ion   trategic key two to relate  tudy thi  from finding  of implication  Managerial
 ucceed to wanting firm  For them. develop to how and market  international  elect to how make: 
i   ale  international of growth The role. deci ive aplay  market  of  election the internationally,
different the Among market . country  elect and analyze to able i  firm awell how on predicated
a actingpo ition,keyaoccupie analy i marketproce  , electionmarketinternationaltheof tep  
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knowledgetheThu ,market .of electiontheandinternationalizetodeci ionthebetweenbridgea 
con idered be would market  country different in potential  ale  online affect that variable  the of 
on more inve ted have that countrie  that  how  tudy thi  from Finding  firm . to valuable highly
onlineoflevel higherhavewillincomecapitaperhighhaveandinfra tructuretelecommunication  

income.lowhaveandle  inve tedhavethatcountrie torelative ale  
developedmorewithlinkedareincomeandinfra tructuretelecommunication oflevel Higher
onlineonmore pendtopropen itytheonlynotmarket ,countrythe eInmarket .competitiveand 
embarkedhavewhichcountrie contra t,Inhigh.bewouldinten itycompetitiveal obutpurcha e 
incomecapitaperincrea etoexpectedareandinfra tructuretelecommunication theirdevelopingon 
relate  implication managerialtheThu ,future. the in  ale  online in increa e an experience would 

develop.topotentialtheha ordevelopedeitheri thatmarketcountrya electingto 
marketofi  uethecover finding ,thefromflowingdirectlynotalthoughimplication,Another 
Fordevelopment.marketofque tiondifficultthefacefirm  elected,i marketaAfterdevelopment.
increa etoweb ite ofenhancementcontinuou anddevelopmenttheinvolve thi bu ine  e ,online 
“maintain, to how on  trategize to have will firm  that noted p.72) (1996, Klein and Quelch  ale . 
country- pecific develop to need firm  that i  recommendation The  ite .” their manage and grow,
Engli hAlthoughopportunitie .marketinginternationaldifferentialtheexploittowi htheyifweb ite  
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APPeNDIX 

exhibit 1 

Countries Sampled 

Argentina
Au tralia 
Au tria 
Belgium
Brazil 
Bulgaria
Canada 
China 

RepublicCzech 
Denmark 
E tonia 
Finland 
France 
Germany
Greece 
Hungary
India 
Ireland 
I rael 
Italy
Japan
Latvia 
Lithuania 
Malay ia
Netherland  

ZealandNew 
Norway
Philippine 
Poland 
Portugal
Romania 
Ru  ia 
Singapore
Slovakia 
Slovenia 

AfricaSouth 
Spain
Sweden 
Switzerland 
Taiwan 
Thailand 

KingdomUnited 
USA 
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