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ABSTRACT 
 

The aim of this study was to investigate the factors affecting introduced electronic commerce and the 
relationship between e-commerce and consumer attitudes and confidence, satisfaction and loyalty of customer. 
Factors affecting online shopping are classified and then a comparison between real and the virtual shops has 
been presented and a consumer satisfaction model is well-defined. In this study, 300 online customized 
questionnaires were completed by sample subjects and the Pearson correlation and multivariate regression 
analysis statistical test was used to examine the hypothesis of the research. Findings showed there is a direct 
relationship between consumer attitudes and customer loyalty and satisfaction, and the use of electronic 
commerce. But one of the most important factors that influence the purchase of the internet are the amount of 
provided information and deal effectively with the customer and address complaints it.  
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1. INTRODUCTION 
 
This century is called the knowledge and technology information century. Almost, all aspects of human 

life are changed. The communications and information technology have become as a necessary for the continuity 
of technology and economic man life. The much section of knowledge and knowledge of human are formed by 
received, processing, preservation and transfer information and the progress of information technology has change 
the way of performance all mentioned activities. Use of internet has a significant growth in the field of economy 
and commerce. Now, e-commerce has a significant role in internal impure production of countries. Despite this 
kind of commerce is toddler at the country, the large activities has been started to development it. At fourth 
program of country development and twenty years outlook, are attached great importance to the development of 
information technology and e-commerce and has been pointed out on various clauses. In the twenty-year vision to 
achieve a society based on the knowledge-based and information-based economy is the national needs and 
locality of information technology and compile standards requirements and identify risks and possible 
complications is high priority. E-commerce as a whole is composed of various components that electronic 
marketing is one of those components. Therefore, survey the effect of consumer attitude and develop the suitable 
internet marketing process in Iran has a great importance. To understanding the changes, it is necessary to explain 
the marketing concept and then identify the internet effects on it. For this, should be explained traditional 
marketing process and be understood factors affected on it. Then meanwhile survey traditional marketing process 
and factors affected on it should be extracted e-marketing attitude process. In this way, according to the global 
Internet infrastructure and network characteristics have a great importance and marketing efforts is changing with 
regards to these conditions. The main problem in this research is extracting the process of the attitude impact on 
e-commerce then is providing mechanisms to implement the process according to the existing infrastructure. 

On regard to electronic marketing, there are many articles and dissertations, and each of them have 
examined the relationships between components to each other and their impact on the marketing mix or the 
introduction of companies existing in e-commerce. Now, it is specified that access to acceptable results at the 
electronic marketing field is impossible without understanding and implementation electronic marketing process and 
identifying how consumer attitudes consistent with Iran country. To avoid spending large time and cost (tried and 
error methods) it is necessary to extract efficient and effective electronic marketing process and then implement it.  

Theory framework of the research consists of two parts: 1) Electronic commerce types, 2) analyzing 
customer behavior. We cannot consider Internet and its components as a shopping tool until don’t know its 
concept. So, firstly, should be defines Internet then planning its. Below cases are essential for the understanding of 
e-marketing:  

A) Internet definition and using it as a shopping tool.  
B) Application of Internet in Marketing.  
C) Identifying factors which are impact on shopping over the internet.  
D) Define e-marketing.  
E) Types of e-commerce.  
F) Examine opinions of companies, organizations and community about electronic marketing 

category.  
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G) E-marketing restrictions.  
C) Maintain the security of e-marketing.  
L) How to payment in electronic Marketing.  
M) How to advertise in electronic Marketing.  
A) The customer from view point of electronic Marketing. (Affected factors on consumer 

behavior)  
According to the theoretical framework and what was said, it is clear that the development and applying 

electronic marketing is impossible without attention to consumer attitudes that is a component of infrastructures of 
any market. Therefore, present study is based on examine consumer attitudes effect on electronic commerce.  
 

2. MATERIALS AND METHODS 
 

This research is descriptive and correlational research method has been used to check the correlation 
relationships between variables such as attitudes, trust, loyalty and e-commerce application. Data collection 
method in this study is a combination of library and field research methods and completing questionnaires by 
people who using the Internet. In this study, the calculated coefficient is Pearson correlation coefficient and the 
data obtained were analyzed by the Pearson correlation coefficient. Meanwhile, analysis and descriptive tools is 
SPSS program. A number of Internet users are considered in general. The population includes men and women. In 
this thesis, the following formula was used to determine sample size, because was not available any information 
about the variance of community:  

n = ∝⁄  
Where, “p” is the variance of a portion of population that has the desired characteristics (level of 

agreement or e-commerce role on customer's trust and loyalty). Here also, there was no inform of true value and 
its formula was equals 0.05 and then were calculated. In this thesis, to determine the sample size are taken p = 
0.05, q = 0.05, d = 0.06. Based on the above formula, the sample size should be 277 people, so the 350 
questionnaires were distributed and reproduced. Finally 300 questionnaires were collected that the statistical 
analysis and hypotheses test were used.  

The individuals who were considered as samples were people that responded to the second question on 
the questionnaire (second question was: Do you ever shopping from virtual shop namely buy over the internet?). 
But these individuals were not selected randomly, but in the beginning, individuals were asked with oral question 
that do you have access to the Internet and doing very well financially. Then questionnaire was distributed and 
according to the sample size, I was not able to implement it for all people. Greatest samples were among of 
Islamic Azad University Branch students who access to Internet and who good financial situation and have a bank 
electronic account number.  

In this study, own made questionnaires of individuals attitudes assess rather than to e-commerce were 
used. To determine the validity, the present questionnaire is adjusted based on the literature subject and using 
some questionnaires about a number of similar studies that in addition to this and to reliability the questionnaire 
was given to a number of professors and experts and used also their views. View of experts about validity of 
questionnaire was positive. The questionnaire validity was obtained by Cronbach's alpha calculation that its result 
was 0.76, and due to this is greater than 0.75 and is close to 1, questionnaire is reliable.  

 
3. RESULTS 

 
In this section, descriptive statistics has been provided for the variables description, "electronic 

commerce", "consumer attitude", "consumer confidence", "loyalty", "seller", then to investigate the relationship 
between consumer attitudes, consumer confidence, loyalty, e-commerce and seller Pearson correlation coefficient 
and multiple regression were used.  

According to table 1, and emphasizing that there is a little difference between view, middle and average 
and since the coefficient amount of deviation and the skew coefficient is less than 1, it can be said that the 
distribution, has the assumption of normality, and can be used the average as the central tendency indicator and be 
used parametric statistical models.  
 

Table 1. Statistically indicators related to investigate "e-commerce" and "consumer attitude”  variables 

Variable 
Central Tendency Indices Variance Indices Distribution Indices 

View Middle Mean Range of 
Changes Variance Standard 

deviation 
Standard 

error 
Coefficient of 

deviation 
Coefficient of 

skew 
E-commerce 12 12 12.09 50 17.08 4.13 0.23 0.44 0.42 
Consumer attitudes  3 3 3.02 4 0.63 0.79 0.04 -0.67 0.67 
Consumer 
confidence  

13 12 11.58 9 4.88 2.21 0.12 -0.62 -0.35 

Loyalty 7 8 8.36 8 3.60 1.89 8.36 -0.60 -0.80 
Seller 9 9 8.52 9 3.91 1.97 0.11 -.048 -0.04 
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Table 2. Pearson correlation matrix between "Electronic commerce", "consumer attitude", "consumer 
confidence", "loyalty", "seller" variables 

The correlation coefficient 
Significant E-commerce Consumer attitudes  Consumer 

confidence  Loyalty Seller 

E-commerce  0.30 0.31 0.28 0.20 
Consumer attitudes   0.001  0.36 0.30 0.06 
Consumer confidence  0.001 00.1  0.36 0.24 
Loyalty 0.001 0.001 0.001  0.30 
Seller 0.001 0.001 0.001 0.001  

 
According to the results of Table 2 and with emphasis on obtained correlation coefficient between "e-

commerce", "consumer attitude", "consumer confidence", "loyalty", "seller", it can be said that there is a 
significant relationship in the level of α=0.01 between "e-commerce", "consumer attitude"," consumer 
confidence", " loyalty "," seller ".  

 
Hypothesis 1: There is a significant relationship between consumer attitude  and the use of e-commerce.  
 According to Table 3 and with emphasis on the amount of Obtained F, it can be said that there is a 

significant relationship between "consumer attitude" and "e-commerce" in the confidence level of α=0.01. In other 
word, there is the power of predicting the "e-commerce" through "consumer attitude". Therefore, to identify and 
explain the regression coefficients, it is necessary to be considered a regression coefficient table.  

Given to the single variable regression coefficient  and using synchronous login and also obtained 
regression coefficients, it can be said that is observed a significant positive relationship between "consumer 
attitude" and " e-commerce ". |In this manner that with increase the utility of the “consumer attitude”, “E-
commerce” increases and with decrease its utility," e-commerce "is reduced, too. 
 

Table 3. Single Variable Regression to predict the "E-commerce" through "consumer attitude “ 
Source 
Changes Sum of Square Degree of Freedom Mean square Amount 

F Significant Level 

Regression 484.91 1 484.91 31.24 0.001 remaining 4624.47 298 15.51 
  

Table 4. Regression coefficients 
Criterion variable Predictors Variables Beta Coefficient Amount of T Significant Level 

E-commerce Consumer attitudes   0.30 5.59 0.001 
 
Hypothesis 2: There is significant relationship between the consumer confidence and the use of e-

commerce.  
 According to Table 5 with emphasis on the amount of Obtained F, it can be said that is observed a 

significant relationship between "consumer confidence" and "e-commerce" in the level of α=0.01. In other words, 
there is the predicting power of "e-commerce" through "consumer confidence". Therefore, to identify and explain 
the regression coefficients, it is necessary to be explained a regression coefficient table.  

Given to the single variable regression coefficient  and using synchronous login and also obtained 
regression coefficients, it can be said that is observed a significant positive relationship between "consumer 
confidence" and " e-commerce". In this manner that with increase the “consumer confidence”, “E-commerce” 
increases and with decrease its," e-commerce "is reduced, too. 
 

Table 5. Single Variable Regression to predict the "E-commerce" through "consumer confidence” 
Source 
Changes Sum of Square Degree of 

Freedom Mean square Amount of F Significant 
Level 

Regression 508.27 1 508.27 32.91 0.001 Remaining  4601 298 15.44 
 

Table 6. The associated Regression coefficients  
Criterion variable Predictor Variables Beta Coefficient Amount of 

t Significant Level 

E-commerce Consumer confidence  0.31 5.73 0.001 
 

Hypothesis 3: There is a relationship between consumer loyalty  and the use of e-commerce.  
According to the table and with emphasis on the amount of Obtained F, it can be said that is observed 

relationship between "allegiance" with "e-commerce" in the level of α=0.01. In other words, there is the predicting 
power of "e-commerce" through "loyalty". Therefore, to identify and explain the regression coefficients, it is 
necessary to be explained a regression coefficient table.  
 

Table 7. Single  Variable Regression to predict the "E-commerce" through "loyalty" 
Source 
Changes Square O 

Freedom Mean square Of 
F 

Level 
Significant 

Regression 414.17 1 414.17 26.28 0.001 Remaining 4695.21 298 15.75 
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Table 8. Associated Regression coefficients  
Criterion variable Predictor Variables Beta Coefficient Amount of 

t Significant Level 

E-commerce Loyalty 0.28 5.12 0.001 
 
Given to the single variable regression coefficient  and using synchronous login and also obtained 

regression coefficients, it can be said that is observed a significant positive relationship between "loyalty" and "e-
commerce". In this manner that with increase the “loyalty”, “E-commerce” increases and with decrease its," e-
commerce "is reduced, too. 

 
CONCLUSION 

 
In this study, three main hypotheses have been considered; in addition to those, the factors that impact on 

e-commerce are reviewed. The results of first hypothesis suggest that there is a direct relationship between 
consumer attitudes and e-commerce, and this means whatever we can more informed rather than consumer 
attitudes, the customer make more uses e-commerce.  

Results of the second hypothesis suggest that there is a direct relationship between customer satisfaction 
and e-commerce, and this means that whatever we can to satisfy the customer, more, it used e-commerce, more. 
Satisfaction in any relationship is the main problem that if not exist, not communicated. Satisfaction should be 
main goal of company, because the customer is most important to living company.  

Results of third hypothesis are concluded that there is a direct relationship between the level of trust and 
ecommerce in the error level of 0.01%. Customers can income into e-commerce to several reasons. But its 
shopping in the first stage can be a coincidence, but repeat purchase the done because there is a trust. So, if 
customer will trust, does not leave the trust, soon, even if it is not trust in e-commerce, yet.  
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