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Abstract  Internet technology is becoming increasingly important in our daily life in general and in business world par-
ticularly. This increased role of the Internet encourages the researchers to investigate the customer behavior in this emerging 
market. The aim of this study is to examine the factors that give rise to the formation of the actual online shopping behavior of 
Jordanian customers. The study analyses the predictor variables of planned behavior among 313 university academic staff 
selected on the basis of probability sampling. Structural equation modeling (SEM) was used to analyze the causal relation-
ships in accordance with the theory of planned behavior (TPB). The findings depicted that subjective norm and perceived 
behavioral control to have significant positive effects on intention. Attitude has no direct significant impact on online shop-
ping intention. Online shopping intention also has a positive and significant impact on actual online shopping behavior. The 
practical implication of the research is discussed. 
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1. Introduction 
Internet purchasing has been predicted to escalate with 

the increase of internet users around the globe. For example 
internet users worldwide has spiralled from 655 million in 
2002 to 941 million users in 2005[1]. The proliferation of 
commercial web sites providing consumers with a new me-
dium to purchase products and services and brings many 
diverse buyers and sellers together globally. According to 
Aslanbay et al[2], this digitized century has also changed 
consumer dynamics and consumption behaviors. The in-
creasing role of the Internet in daily life extends the re-
search towards this emerging market and changing cus-
tomer behaviors. Companies facing the challenge of cus-
tomer acquisition are searching for ways to predict the fac-
tors that lead to actual purchases on the Internet[3]. 

Theory of Planned Behavior (TPB)[4, 5] is an extension 
of the theory of reasoned action (TRA)[6]. TPB is a 
well-reputed framework “for conceptualizing, measuring, 
and empirically identifying factors that determine behavior 
and behavioral intention”[7].  

Research on TPB usually focuses on predicting factors of 
behavior within the traditional marketing environment 
rather than the Internet. In addition, Theory of Planned Be  
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havior to predict online shopping intention has been exam-
ined in developed countries, however limited evidence is 
found in developing countries.  

According to TPB, behavior is determined by the indi-
vidual’s intention to perform the behavior, intention is de-
termined by three factors; attitudes toward the behavior, 
which are informed by beliefs needed to engage in the be-
havior[5]; subjective norm, the social pressures to perform 
or not to perform the behavior and perceived behavioral 
control refers to people's perceptions of their ability to per-
form a given behavior[5]. TPB have been applied to a wide 
variety of behaviors over the years, including tourism[8], 
internet banking[9], Internet stock trading[10] and 
e-commerce[11]. However, little research exists that con-
siders customer’ behavior in developing countries when 
shopping via the Internet.  

According to Internet World Stats report, the Internet 
usage rate of Jordan has increased from 14.8 % in 2007 to 
27.2% in 2010[12]. Understanding the relative importance 
of predictor variables (such as attitude towards the behavior, 
subjective norms and perceived behavioral control that lead 
to the desired behavior helps online companies formalize 
company strategies in increasing customer visits, purchases 
and purchase again. In addition, understanding why people 
accept or reject computer systems such as online shopping 
has proven to be one of the most challenging issues in in-
formation system research especially in Jordan. Further, 
there are limited empirical studies related to online shop-
ping in Jordan.  
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2. Predictors of TPB 
TPB postulates four conceptually independent determi-

nants of actual behaviour (1) attitude; it is defined as Indi-
vidual’s positive or negative feeling associated with per-
forming a specific behavior. Ajzen and Fishbein[6] suggest 
that people form beliefs about an object by associating it 
with various characteristics, qualities and attributes. Be-
cause of these beliefs, they acquire favorable or unfavorable 
attitudes toward that object depending on whether they as-
sociate that object with positive or negative characteristics. 
Several past studies had found a significant direct relation-
ship between attitude and intention, in internet banking for 
example, Celik[13] found that attitude is significantly re-
lated to internet banking intention. Moreover, Chai and 
Pavlou[14] found that attitude is a significant predictor of e- 
commerce intention. (2) Subjective norms refer to an indi-
vidual's perception of whether people who are important to 
him or her think that he or she should or should not perform 
the behavior in question[6]. They are the function of how a 
consumers’ referent others (e.g., family and friends) view 
the regarding behavior and how motivated the consumer is 
to comply with those beliefs[15]. Previous studies show an 
inconsistent finding regarding the effect of subjective norm 
on intention. Nik Kamariah & Sentosa[16], Al-Majali[17] 
and Karami[18] found significant effects of subjective norm 
on intention, while Lin[19] found that there is no effect. On 
the other hand, Armitage and Conner[20] showed that sub-
jective norms were a weak predictor of behavioral inten-
tions. (3) Perceived behavioral control, it is defined as an 
individual’s confidence that he or she is capable of per-
forming the behavior[21]. The perception of volitional con-
trol or the perceived difficulty towards the behavior will 
affect intent[22]. Unless, control over a behavior exists, 
intentions will not be sufficient as the predictor of the be-
havior[23]. Factors such as skills, abilities, time, and requi-
site information play a significant role in predicting and 
performing the behavior. Nik Kamariah and Sentosa[16], 
Lee[9] and Karami[18] found that the effect of perceived 
behavioral control on intention was significant. Hansen et 
al.[24] found an insignificant effect of behavioral control on 
intention among Danish samples. In terms of the relation-
ship between perceived behavioral control and actual be-
havior, previous studies found a positive and significant 
effect[25, 26]. (4) Intention is an important factor in under-
standing behavioral tendency before a particular behavior is 
adopted. Behavioral intention refers to the expression in-
duced during the decision process; this expression often 
tells whether certain behavior will be adopted or not. Be-
havioral intention is a necessary process in any form of be-
havior expression; it is a decision made before an actual 
behavior is adopted[27]. 

The researcher finds Jordanian customer' willingness, 
particularly actual online shopping behavior to be one of the 
major issues that should be investigated in the Jordanian 
context. This is because the intention and actual of online 
shopping behavior is very crucial for the economic and 

e-commerce growth in the country. Since this factor is one 
of the most important factors that determine the final actual 
usage, most previous research in online shopping and dif-
ferent setting found significant and positive relationship 
between intention and actual[16, 28-30]. However, only few 
studies investigating the effect of intention on actual be-
havior in Jordan using Unified Theory of Acceptance and 
Use of Technology (UTAUT) model[28] and[17], both 
studies have conducted in internet banking. Thus, there is 
still a lack of studies that have used the TPB model to ex-
amine this linkage in Jordan, particularly in online shopping 
setting. 

Therefore, in a Jordanian context, more focus should be 
given to the actual online shopping behavior and intention 
of the customer in order to help online companies, market-
ing managers and law-makers learn more about the impor-
tance of such aspects in the national economy and market-
ing. Previous studies indicated to the effect of intention on 
actual behavior in different settings[8, 16, 19, 31]. 

Based on the above explanations the following hypothe-
sis are formulated: 

H1: Attitude towards the behavior has a significant and 
positive direct effect on behavioral intentions of academic 
staff shopping via the Internet. 

H2: Subjective norms have a significant and positive di-
rect effect on behavioral intentions of Jordanian customers 
shopping via the Internet. 

H3: Perceived behavioral control has a significant and 
positive direct effect on online shopping intentions of 
among Jordanian customers. 

H4: Perceived behavioral control has a significant and 
positive direct effect on actual online shopping behavior. 

H5: online shopping intention has a significant and direct 
positive effect on actual online shopping behavior.  

3. Methodology 
Based on the findings of Ndubisi and Sinti[32], it can be 

said that respondents with higher income and better educa-
tion like lecturers are more likely to use online shopping 
than other groups of customers. Indeed, consumers’ income 
levels and education play a vital role in their adoption and 
usage of internet services. In addition, and according to 
Grabner-Kräuter and Kaluscha[33], students are not repre-
sentative of the entire Internet consumers’ population, and 
therefore they suggest that the results of Jarvenpaa et 
al’s[34] study may not be generalised to other types of cus-
tomers.  

Data for the research were collected from a sample of 
university academic staff at a Jordanian universities using a 
probability sampling procedure. A self-administered struc-
tured questionnaire was developed to collect data pertaining 
to the various aspects of behavioral intention. Responders 
provided evaluations on the attitude towards the behavior 
factor by answering (seven items). Subjective norms (seven 
items), perceived behavioral control (seven items) and in-
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tention (eight items) were measured on a seven-point Likert 
scales (1 =strongly disagree; 7 = strongly agree). In addition 
to questions related to demographic information.  

This study used the SPSS software for determining the 
internal consistency. The results of Cronbach’s Alpha value 
ranged from 0.94 and 0.95. The results of composite reli-
ability ranged between .97 to .99 that exceeds 0.70 which 
indicates adequate internal consistency[35]. To test conver-
gent validity, exploratory factor analysis (EFA) was con-
ducted, and average variance extracted (AVE) was calcu-
lated for discriminant validity. The results of the Variance 
Extracted (VE) test for all the constructs are ranged from 
0.97 to 0.99, which above the recommended value 
of .50[36].  

Average variance extracted value for all the constructs 
were calculated by averaging the variance extracted of two 
constructs. For discriminant validity to be upheld, it has been 
suggested that AVE should be greater than .50 in order to 
justify using a construct[37]. All the constructs’ AVE is 
above the recommended value (.50). According to Farnell 
and Larcker[36], the AVE should be greater than squared 
correlation to achieve discriminant validity. Discriminant 
validity was demonstrated, as the AVE values were more 
than the squared correlations for each set of constructs. 
Moreover, it can be observed that the square root of the AVE 
for a given construct is greater than the absolute values of the 
standardized correlation square of the given construct with 
any other construct in the analysis. Thus, discriminant va-
lidity is supported and therefore all constructs used for this 
study are different from each other. 

Confirmatory factor analysis result shows that the factor 
loadings of all observed variables or items are adequate 
ranging from 0.74 to 0.93. The factor loadings or regression 
estimates of latent to an observed variable should be above 
0.50 (Hair et al., 2006). This indicates that all the constructs 
conform to the construct validity test. The remaining num-
bers of items for each construct are as follows: Attitude (5 
items), Subjective norms (5 items), Perceived behavior con-
trol (6 items), Intention (5 items) and actual behavior (3). All 
CFAs of constructs produced a relatively good fit as indi-

cated by the goodness of fit indices such as CMIN/df ratio 
(<2); Goodness of Fit Index GFI (≥.90); TLI (≥0.90); CFA 
(≥.90) and root mean square error of approximation RMSEA 
of values (<.08).  

 
Figure 1.  TPB Revised Model 

Parameter C.R, estimate and S.E of the revised model are 
exhibited in Table 1. The results show that insignificant 
relationships between attitude and intention (β= -0.099, C.R 
= -.844and p= 0.399) or H1 is rejected. Subjective norm has 
a positive and significant effect on intention supporting H2, 
(β= 0.492, C.R = 5.662). The effect of perceived behavior 
control on intention (H3) also is supported (β= 0.275, C.R = 
2.424 and p= 0.015). The effect of perceived behavior con-
trol of actual behavior (H4) is supported (β= 0.166, C.R = 
2.53). The results show that intention has a significant and 
positive influences on actual behavior (β= .664, C.R = 8.594), 
this means that H5 is supported. 

Table 1.  Regression Weight 

Regression Weights: (Group number 1 - Default model)    

        

   Estimate S.E. C.R. P Label 

INTN <--- ATT -0.099 0.105 -0.844 0.399 par_13 

INTN <--- SN 0.492 0.089 5.662 *** par_14 

INTN <--- PBC 0.275 0.106 2.424 0.015 par_15 

ACB <--- INTN 0.664 0.075 8.594 *** par_12 

ACB <--- PBC 0.166 0.06 2.53 0.011 par_16 
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4. Conclusions and Future       
Recommendation 

This study attempts to examine the goodness of fit of the 
TPB hypothesized model. As expected, the hypothesized 
model does not achieve model fit (p value=.000). This im-
plies that hypothesized model was not supported. However, 
the revised model accomplished model fit and supports two 
direct effects. Firstly, the attitude was not having a direct 
significant impact on online shopping behavior. This is 
similar to Fusilier and Durlabhji[38] finding for their 
studying in internet banking setting. Past studies have ob-
tained different results[13, 14, 31, 39]. Those who have a 
positive attitude about online shopping do not necessary 
going to purchase online. Second, subjective norms have a 
direct significant effect on intention. Previous studies[14, 16] 
have found similar finding while George[39] found other-
wise. This could imply that families, friends and referent 
others could have a certain amount of influence on intention 
to purchase on-line rather than on the actual purchasing 
behavior. Thirdly, perceived behavior control has a direct 
and positive effect on online shopping intention. This is 
supported by numerous past studies[10, 30, 39, 40]. Fourthly, 
perceived behavior control has a direct and positive effect on 
actual online shopping behavior. In consist with previous 
studies[18, 25], this study found that intention has direct and 
positive effect on actual behavior 

For future research, it is important to include the younger 
generation, like university students in future research as they 
represent a high percentage of internet users. In addition, as 
online shopping is almost similar to internet banking, future 
research can be done for comparison between two settings. 
Future research can be conducted to examine the effect of 
culture on actual online shopping behavior. Finally, com-
parison between two different cultures (Jordan and others) is 
strongly recommended.  
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