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ABSTRACT 
 

Title: The effect of the financial crisis in Spanish E-commerce.  

Authors: Leyre Pardina and Miren Sasigain 

Supervisor: Venilton Reinert  

Level: Bachelor in Business Administration, Marketing  

Key words: Consumers’ behavior, financial crisis, e-commerce, internet, Spanish, 

online purchasing, decreasing salaries, financial crisis affection… 

Purpose: The main goal of our research is to find out the change in Spanish 

consumers’ buying behavior towards the e-commerce due to the crisis. 

Method: The selected research method is an explorative research followed by 

descriptive one.  

- Secondary data has been collected from written and unwritten sources. Books 

at Halmstad University’s Library and academic journals and other articles found 

in the University’s Databases had been used. The online research conducted 

has been useful too; sources such as blogs, online magazines and newspapers 

have been our primary fonts. 

- Primary data has been obtained through a survey among a sample of Spanish 

households. The selected research instrument is a survey.  

Theoretical framework: The theoretical framework has been divided into two main 

parts: the consumer buying behavior and the E-Commerce. In the first part, the 

consumer buying behavior is defined, as well as the factors affecting it and the 

consumer buying behavior process. In the second part, the E-Commerce is defined 

and the internet as a buying venue is explained. 

Conclusion: The last part is formed by the conclusion of all the findings. The e-

commerce among the sample is growing but in a slow path. Moreover, it can be added 

that the sample, despite being directly affected or not by the financial crisis (in terms of 

income), concludes that the online consumption of the individuals within the sample 

has been affected by the financial crisis in a negative way (less consumption). The 

limitations of the study as well as some suggestions for further researches are added in 

this section.   
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1. INTRODUCTION 

1.1. BACKGROUND 

The financial crisis started in the late 2001, USA. The Federal Reserve System 

(FED) lowered the price of the money slightly in two years from 6.5% to 1%. 

This was a really good fact for the property market, since it was an attractive 

opportunity for those willing to invest (buying houses, cars, new businesses…). 

Therefore, in some sense, the buying of property was cheap and so affordable 

for nearly everyone (Financial market trends, OECD 2004). 

The bank market was not interested in offering loans at a low interest because 

of the low return. In order to earn higher returns, they began offering loans to 

more “risky clients”. The target of consumers receiving loans increased, and 

involved two types of consumers: those more likely to afford the payments at a 

lower rate, and those less likely to afford them (low income, no full-time 

empoyment…) with a higher interest rate because of their risk. This was the 

start lof the property boom and the banks took advantage of it. (Brook, Anne-

Marie 2003) 

The money was not enough to afford all the mortgages required, and so the 

banks were forced to look for “more money” abroad (Jørgen Elmeskov, 2009). 

Then, taking advantage of globalization, banks asked for money to other banks, 

selling Mortgage-Backed Securities’ (MBS) and receiving the money in turn. 

This was not the best choice, since now the debt was being passed from one to 

anothers, building up a large debt chain. (Pain, Nigel, Isabell Koske and Marte 

Sollie (2006)) 

Since the countries within the Organization for the Economic Co-operation and 

Development (OECD) were affected the most, this large debt chain hit to Spain, 

among others. Spain was, at the same time, suffering the property bubble. This 

factor, added to the political corruption and some others, is making the Spanish 

crisis to become worse (“Money, Politics, Power: Corruption Risks in Europe”, 

Transparency International NGO, 2012). 

The financial crisis in Spain started to be more intense since 2006. Therefore, 

the people of Spain began to be aware of the economic situation. This is why 

the consumption decreased; people were keeping their money for the future 

(International Monetary Fund, IMF). 
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As a consequence, the companies began to have lower sales, and so, lower 

production was needed. Finally, the companies trying to reduce costs, decided 

to decrease the labor force. The firings became more and more frequent and 

nowadays, the Spanish unemployment rate is one of the highest in Europe: 

according to the INE 2012, it is around 26% of the population. The problem is 

more acute among young workers. More than 45% of young Spanish are out of 

work. This is the highest rate in the EU (El País, 30th January 2013). 

As a consequence of the crisis, and where our study will be focused on, is the 

change experienced in the way of purchasing: the e-commerce instead of the 

direct purchasing in shops.  

Since the crisis began, the saving rate of the Spanish families has fluctuated so 

much, increasing 7 percentage points (pp) between 2007 and 2009, and a 

decrease of 5 pp when 2010 started (Boletín Económico de España, November 

2011). Even though it has decreased, we still have a 2 pp comparing to the 

2007. As we have already said, people are scared, and are trying to find the 

best purchasing method and so saving money. One alternative can be the E-

commerce which offers many discounts and sales the whole year, not just in the 

sales period (in Spain, we are not used to having sales in physical shops from 

time to time, but only after Christmas, in January; and in July). This is a good 

advantage for online shops since offering this cheap shopping alternatives, can 

attract consumers of this country.  

 The crisis then affects the Spanish population towards purchase. Therefore, 

the consumer buying behavior is directly affected: with less money, the 

spending is directed to basic needs first. Lewis and Bridger (2000) show that 

mutations in the new consumer behavior derives mainly from its desire to 

purchase authentic, stressing that the main difference between these two types 

of consumers is that, while the consumption behavior of traditional consumer 

(before the crisis) was largely motivated by a need for comfort, the new 

consumer behavior is determined by looking for authenticity.  

Information is the fuel that operates the new consumer. Due to expansion of 

information technology and the Internet, information is now cheaper and more 

accessible than ever to consumers. The permanent need of the new consumer 

to be informed is justified by the fact that information, opening many ways to 

choose, permits him to make more careful judgments about future purchases, 
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and thus providing greater control over expenditure (Lelia Voinea, Alina Filip, 

2011). Since consumer become price sensitive and rational, they compare 

information which they collect before buying. With the rapid development of 

Internet technology, online shopping is attractive to consumers, because of 

practical and convenient. On the one hand, online shopping is low-cost, 

consumers can enjoy more benefits. On the other hand, under the pressure of 

financial crisis and 489 accelerating pace of life, consumers have no time 

shopping at the store, and online shopping provides people with convenience 

(NIE Biao, ZHAO Feng, YU Jiafeng). 

Consumers continue to buy the products at different prices, in turn they need 

more reasons to justify the purchase, regardless of price segment of which the 

product belong. They refuse to buy at higher price unless they clearly perceive 

quality advantage. If they are loyal to some brands, they prefer to wait for a 

price drop, by promotions or discount coupons. Inherent behavioral differences 

in this new frugality are reinforced by demographics, including income, gender, 

ethnicity and age. For example, although in general, consumers buy products in 

different price categories, there are certain segments of the population (such as 

women, people with low income, middle-aged people) seeking to make savings, 

buying products at reduced prices (Egol et al., 2010). 

As we know, the consumer buying behavior is a process of; need recognition, 

information research, and evaluation of alternatives, purchase decision and 

post-purchase behavior (Kotler and Armstrong, 2009). Through our research, 

we want to know if this process has been modified due to the crisis and if the E-

commerce has been taken as an alternative, for instance, of gathering more 

information before purchasing. Moreover, the research will be also based in 

how the behavior of the Spaniards is affected by the crisis while purchasing. In 

which sense have they changed their way of purchasing? Is the E-commerce a 

way of reducing costs while purchasing? 

1.2. PROBLEM 

Spain is suffering a critic economic situation. As explained before, its population 

is afraid of what will happen in the future and so, is trying to find ways to reduce 

costs while purchasing or looking for ways for buying cheaper.  

Two principal reasons have being the motivation to make this research. On the 

one hand, we are Spanish students and therefore we are closely suffering this 
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economic downturn. On the other hand, the technological environment is 

continuously changing and improving and the e-commerce is becoming more 

and more used. People are these days more connected to the virtual world and 

so it is easier to buy online wherever and whenever.  

Even though the financial crisis Spain is experiencing, the online shopping has 

not decreased, it has increased. Since this is a curious point, we want to know if 

the economic situation Spain is suffering has forced in some way to online 

purchasing.  

1.3. PURPOSE 

As it has been explained before, Spain among other southern countries is 

suffering hard the actual financial crisis. Therefore, the buying behavior of the 

consumers is in some way affected by it. The main goal of our research is to 

find out the change in Spanish consumers’ buying behavior towards the e-

commerce due to the crisis.  

1.4. DEFINITIONS 

House bubble: Traditionally, housing markets are not as prone to bubbles as 

other financial markets due to large transaction and carrying costs associated 

with owning a house. However, a combination of very low interest rates and a 

loosening of credit underwriting standards can bring borrowers into the market, 

fueling demand. A rise in interest rates and a tightening of credit standards can 

lessen demand, causing a housing bubble to burst. Other general economic 

and demographic trends can also fuel and burst a housing bubble. 

A Mortgage-Backed Securities (MBS) is a way for a smaller regional bank to 

lend mortgages to its customers without having to worry about whether the 

customers have the assets to cover the loan. Instead, the bank acts as a 

middleman between the home buyer and the investment markets. 

OECD: Organization for Economic Cooperation and Development. An 

organization that acts as a meeting ground for 30 countries which believe 

strongly in the free market system. The OECD provides a forum for 

discussing issues and reaching agreements, some of which are legally binding. 

 

 

http://www.investorwords.com/3504/organization.html
http://www.investorwords.com/1639/economic.html
http://www.investorwords.com/2086/free_market.html
http://www.investorwords.com/2651/issue.html
http://www.investorwords.com/19249/agreement.html
http://www.investorwords.com/480/binder.html
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1.5. WHAT IN PLAIN LANGUAGE SHOULD BE STUDIED? 

We have summed up our main goal for doing this thesis, which is finding the 

relationship between Spanish societies’ buying behavior, the crisis and their 

influence on the e-commerce. Furthermore, what they are looking for when 

changing their habits; more commodities, the service is just online, cheaper 

products, etc. 

However, we have also explained the “historical frame” of the crisis (why it begun 

and how, among other details) and even so, our thesis will not consist on the 

causes of it nor on its consequences, but on the following question: has the crisis 

forced the change in consumer behavior in favor for the online shopping?  

Our analysis will be focused on the crisis affecting Spain, thanks to the fact that we 

are Spanish girls; it may be easier for us to make survey to Spanish population, 

and in the research of information we can have this point in advantage. 
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2. FRAME OF REFERENCES 
 

Once we have presented our background, it is time to introduce the theories we are 

going to base our research on: the consumer buying behavior and the e-commerce. 

These two theories will build the roof and a base to our research.  

First of all, we are going to define the consumer buying behavior, the different 

definitions and theories around it. Since the buying behavior is unique and 

changeable among consumers, we will try to explain the different factors that can 

affect this behavior as well as the buying decision process. Afterwards, it is 

necessary to define deeply the E-commerce, its evolution and changes along the 

years. Once the most important theories are explained and defined, we will analyze 

and differentiate the consumer buying behavior process and that of e-commerce 

buying behavior. 

2.1. CONSUMER BUYING BEHAVIOR  

2.1.1. Consumer buying behavior defined 

There are many different definitions about how the consumers behave while 

shopping, or more precisely, about the “consumer buying behavior”. According 

to Kotler, the Consumer buying behavior refers to “the buyer behavior of the 

final consumers- individuals and households who buy goods and services for 

personal consumption” (Kotler & Armstrong, 2010, p.133).  Similarly, Solomon 

(2008) explains the consumer buying behavior as “the study of the processes 

involved when individuals or groups select, purchase, use or dispose of 

products, services, ideas or experiences to satisfy needs and desires”1. For 

Perner (2008; p.484) it “involves all the activities necessaries to acquire 

products, services, experiences or ideas that individuals, groups or 

organizations perform to satisfy their needs”.  The three of them end up to the 

same conclusion: Customer buys goods and services to satisfy needs and 

wants.  

Each consumer is different, and therefore is affected by distinct factors. That is 

why consumer choices can vary depending on a broad set of factors such as: 

earnings, demographics, social and cultural factor (Mansoor & Jalal 2011). 

These are the ones that make each consumer unique and it that is why it is so 

                                                           
1
 http://eprints.bournemouth.ac.uk/10107/1/Consumer_Behaviour_Theory_-

_Approaches_%26_Models.pdf 

http://eprints.bournemouth.ac.uk/10107/1/Consumer_Behaviour_Theory_-_Approaches_%26_Models.pdf
http://eprints.bournemouth.ac.uk/10107/1/Consumer_Behaviour_Theory_-_Approaches_%26_Models.pdf
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difficult to understand and to study the consumer behavior (Kotler and 

Armstrong, 2010). 

2.1.2. Factors affecting Consumer Buying Behavior 

Consumer behavior has been researched to analyze how different factors can 

influence consumers’ behavior or decision making (Solomon, 2010) in 

conjunction with a variety of different theories. As explained before, each 

consumer is unique and is influenced by different factors. For the most part, 

marketers cannot control them all, but they must take them into account (Kotler 

and Armstrong 2010). In this section, we will analyze and explain the factors 

that affect the consumer behavior the most. 

Kotler and Armstrong (2010) divided the factors in four big groups: cultural, 

social, personal and psychological factors. Each group is divided in several 

subgroups as it is explained in the next figure: 

Figure 2.1.1: Characteristics affecting consumer behavior (Kotler and Armstrong 2010, 

p.159) 

- CULTURAL: The cultural factor is one of the most important factors that can 

affect the behavior of the consumer before shopping. It is divided into; culture, 

subculture and social class.  

Culture is “the set of attitudes, values, beliefs, and behaviors, shared by a group 

of people, communicated from one generation to the next via language or other 

means of communication” (Matsumoto, 1994, p. 4). The culture among 

countries can vary greatly, and people brought up in different cultures will 

possess different values, beliefs and motives reflected in numerous behaviors 

(Kim, 2001). That is why marketers have to pay attention and must analyze 
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deeply the culture of each country or even region: not to make huge mistakes. 

Most cultures have subcultures or groups of people with shared value systems 

on common life experiences and situations. These include nationalities, 

religions, racial groups and geographic regions (Kotler and Armstrong 2010).  

Consumer behavior can also be affected by the social class they are considered 

in on a society. People regarding to the same social class have similar buying 

behavior. The social class is not only based on income, there are various 

factors, as well as: wealth, education or occupation. 

- SOCIAL FACTORS: Social factors involve: reference groups, family and roles 

and status. Behavior occurs either for the individual, or in the context of a group 

(e.g., friends, family…) or an organization (people on the job make decisions as 

to which products the firm should use). Lars Perner, a professor of the Marshall 

School of Business, defines Humans as inherently social animals. Individuals 

greatly influence each other. A useful framework of analysis of group influence 

on the individual is the so called reference group. An individual uses a relevant 

group as a standard of reference against oneself is compared. Reference 

groups come in several different forms and degrees of influence. 

- PERSONAL: A buyer’s decisions are also influenced by personal 

characteristics such as the buyer’s age and lifestyle, occupation, economic 

situation and personality and self-concept. Here we want to highlight that a 

person’s economic situation will affect his or her store and product choices. 

Taking into account the present economic recession we are suffering, the 

marketers are trying to redesign, reposition and re-price the products and 

services. The new trend of “chic has taken over cheap” is growing (Kotler and 

Armstrong 2010). 

- PSYCHOLOGICAL: In the psychological factors group motivation, perception, 

learning and beliefs and attitudes are included. Maslow (1954) “theory of the 

hierarchy of needs” presents different motivations at different levels. First, 

people are motivated to fulfill basic biological needs for food and shelter, as well 

as those of safety, love and esteem. Once the lower level needs have been 

met, the primary motivator becomes the need for self-actualization, or the desire 

to fulfill one's individual potential. This model can explain the term of motivation 

(Bolman, LG. & Deel T.E. 2008, p.124-125). 

http://psychology.about.com/od/theoriesofpersonality/a/hierarchyneeds_2.htm
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Figure 2.1.2: Maslow (1954) “The hierarchy of needs” (Bolman, LG. & Deel T.E. 

2008, p.124-125) 

Clayton P. Alderfer (1969) first presented the ERG Theory of Motivation in his 

article "An Empirical Test of a New Theory of Human Need.”  The ERG theory 

attempted to improve upon Maslow's needs hierarchy by allowing more 

flexibility of movement between needs.  Alderfer decreased the number of 

levels and allowed the order of the needs to vary by the individual; he also 

allowed for different needs to be pursued simultaneously.  Needs were 

separated into three separate categories: existence needs, relatedness needs 

and growth needs. The main difference between Maslow's Needs Hierarchy and 

Alderfer's ERG Theory is the order in which needs are met.  Alderfer believed 

that needs are met simultaneously and in no specific order, while Maslow's 

theory states that needs are met one by one and in a specific order (Alleydog, 

1998). 
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David McClelland (1961) points out another theory with a more organizational 

view named “Acquired-needs Theory”. This theorist proposed that an 

individual’s specific needs are acquired over time and are shaped by one’s life 

experiences. Most of these needs can be classed as achievement, affiliation or 

power. A person’s motivation and effectiveness in certain job functions are 

influences by these three needs.  

 

Figure 2.1.4: David McClelland (1961) “The acquired-needs theory” 

According to Kotler and Armstrong (2010) perception is the process by which 

people select, organize and interpret information to form a meaningful picture of 

Figure 2.1.3: Clayton P. Alderfer (1969) “ERG Theory of Motivation” 
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the world. The authors identify three perceptual processes: selective attention, 

selective distortion and selective retention.  

Learning describes changes in the individual’s behavior arising from 

experience. Learning theorists say that most human behavior is learned. 

Learning occurs through the interplay of drives, stimuli, cues, response and 

reinforcement (Kotler and Armstrong 2010). 

A belief is a descriptive thought that a person has about something. Beliefs may 

be based on real knowledge, opinion or faith and may or may not carry and 

emotional charge. An attitude describes a person’s relatively consistent 

evaluations, feelings and tendencies toward and object and an idea (Kotler and 

Armstrong 2010, p.175). 

2.1.3. The buyer decision process 

According to Kotler and Armstrong (2010) the “Buyer Decision Process” is a 

process that involves five stages: need recognition, information search, and 

evaluation of alternatives, purchase decision and post-purchase behavior.  

Depending on the degree of the purchase, the people involves in the purchase 

and its risks, the process of buying can change; sometimes needing to 

complete each phase and some other time going from the need recognition 

directly to the purchase decision and the adoption of the product or service. 

Moreover, the frequency of the buying of the product has an influence in this 

process. 

 

 

Figure 2.1.5 The buying decision process (Kotler & Armstrong 2010) 

 

In the first stage of the buying decision process, the buyer recognizes a problem 

or need. This can be activated by internal or external stimuli or even both. 

Internal stimuli can be triggered when one person’s normal needs such as 

hunger or thirst raises to a level high enough to become a drive.  External 
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stimuli are those influenced by the environment such as friends, family or even 

a promotion in the supermarket.  

Once the need is recognized even from external or internal stimuli, the buyer 

identifies the different alternatives that will satisfy the need or solve the problem. 

If the consumer’s drive is strong and a satisfying product is near at hand, the 

buyer is likely to buy it without any research before. If not, the consumer may 

store the need in memory or undertake and information search related to the 

need, in order to gather information and make the best choice. The source of 

the information can differ. There are several different sources to access: 

personal source, public source, commercial source and experimental source. 

Commercial sources normally inform the buyer, but personal sources legitimize 

or evaluate products for the buyer. 

After, with all the information gathered, the buyer gets to the next step: 

evaluation of alternatives. In this phase, the consumer processes the 

information to arrive at brand choices. This stage depends on the individual 

consumer and the specific buying situation. There are cases where consumers 

use careful calculations and logical thinking. In other cases, consumer do little 

or no evaluation, they go directly to buy the product. 

In the fourth step, purchase decision, the consumer will belong to buy the most 

preferred brand. Between the purchase intention and purchase decision there 

are to factors that can influence or affect the final result: the attitudes of others 

and the unexpected situational factors.   

The buying process does not finish here. Indeed, the post-purchase behavior is 

very important and really deeply needed to analyze among marketers. It is the 

satisfaction level once the purchase is done. Two cases can occur:  

- If the consumer is satisfied, he/she will buy the product again and will talk 

favorably to others about the product, pay less attention to competing 

brands and advertising, and buy other products from the company. 

- If the consumer is dissatisfied, he/she will probably not buy the product of 

the company again, neither other products that it offers. He/she will neither 

talk favorably about the company, will perform bad worth of mouth, and will 

never complain to the company about their problems. 
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Not named but a consumer can be also delighted. This occurs when the product 

or service offered by the company gives more satisfaction than the one 

expected by the consumer. In this case, the company has to take advantage of 

the situation and try to build loyal and durable relationship with the consumer.  

 

2.2. E-COMMERCE 

2.2.1. E-Commerce defined 

Looking some years back, we can perceive many changes; being the rapid growth of 

the technological world the most remarkable and important one, specially the Internet. 

Because of it, the new child generations have a different lifestyle compared to ours; 

they play no more in the streets, and if they do, it is likely to see them using an 

electronic device meanwhile. But they are not the only ones that have changed their 

habits, also the adults, companies, etc… The analysis could go deeper in all the 

matters affected by the Internet development, but it will focus in one: the e-commerce. 

Electronic commerce is the conduct of business with the assistance of 

telecommunications and telecommunications-based tools (Roger Clarke, 2000). It is 

doing business online. It is about using the power of digital information to understand 

the needs and preferences of each customer and partner to customize products and 

services for them, and then deliver the products and services as quickly as possible 

(Pete Loshin and John Vacca, 2002).  

The difference between e-commerce and e-business concepts should be cleared, 

since even the consultants and authors diverge on their meanings. This way, any 

possible misunderstanding on the main topics comprehension will be deleted. 

According to Kenneth C. Laudon and Carol Guercio Traver (Ecommerce 2011, 

Pearson), E-commerce is anything digital that a firm does, it is any process that 

generates revenue for the firm from outside businesses or consumers. And on the 

other hand, they use the term e-business to refer primarily to the digital enabling of 

transactions and processes within a firm, involving information systems under the 

control of the firm; but when using it, they do not refer to the commercial transactions 

involving an exchange of value across organizational boundaries.   

E-commerce revolution has being accompanied by the digital era, and that is one of the 

reasons of its success. However, the dimensions that characterize it have been heavily 

important on its development and growth. According to Kenneth C. Laudon and Carol 
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Guercio Traver (2011), e-commerce is available everywhere (ubiquity), you do not 

need to go or to move to the nearest shop; if you want to take a look while being on the 

bus, you can through you smartphone, for example. These, from a consumer point of 

view, reduce transaction costs, costs of participating in the market. It is common to 

tend to perform the option that will require less effort, which in this case is not going to 

the market or physical shop, but to buy online (Shapiro and Varian, 1999; Tversky and 

Kahneman, 1981). These authors state two other dimensions: the global reach and the 

universal standards, which all the e-commerce technologies share. Many years ago the 

possibility of doing business with a place that is 10.000 km away was unthinkable, and 

now is loads of companies’ day a day. The universal standards between the nations 

worldwide make the market entry costs, for merchants, and search costs, for 

consumers lower when looking for suitable products. Moreover, the Internet has the 

potential for offering considerably more information richness than traditional media 

because it is interactive and can adjust the message individually (Ibid). Both authors 

argue that, compared to the traditional face-to-face shops is easier to provide, since 

being a seller you cannot provide a good service to many consumers at the same time, 

or at least, as the Internet does. Information richness leads to the interactivity it is 

characterized by: it enables two-way communication between consumer and merchant. 

The two-way communication is in a global level, the information density is higher, 

making a huge flow of information. However, it can be stored online, which is less 

costly and easier to manage. According to the authors named before, the information 

provided will be up to date on the Internet too, and many businesses have more price 

and costs transparency than a traditional one. At the same time, merchants can find 

out more about consumers, who is willing to pay one amount or other, creating different 

targets and offering similar products depending on the consumers. E-commerce 

technologies allow companies to personalize products (writing names, messages…) 

and customize them if trends change and depending on the target. The social 

technology is also linked to the Internet and E-commerce, where each individual can 

share and program their own content consumption, and also create and strengthen 

relationships. 

2.2.2. Internet as a buying venue 

From another point of view, the following description will not explain anything else 

about the positive and negative of the E-commerce and the Internet for the consumers’, 

it will be focused on those that have overcome the disadvantages and gone for the 

advantages. It has already been explained what the consumer behavior consists of, 
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and its process; going further is needed, and explain how the internet has created a 

new buying behavior: the e-commerce buying behavior. 

Shopping online allows more accessibility, convenience, novelty, research and product 

information comparison. Direct shopping, on the other hand, allows handling and 

analyzing the product physically, an interpersonal communication and the immediate 

ownership of the product (Grewal et al., 2004). 

Most of Internet studies have seen the online consumer as engaging in two tasks: 

experiential-oriented shopping and goal-oriented shopping (e.g., Hoffman and Novak, 

1996). Differences exist in consumer behaviors between online consumer shopping 

and offline consumer shopping (choice). Bucklin, Lattin, Ansari, Gupta, Bell, Coupey, 

Little, Mela, Mongomery, and Steckel (2002) modeled consumer choice online by 

comparing the nature of Internet choice with supermarket choice. When comparing 

online and offline choice behaviors, people seem to have unclear objectives when they 

visit online stores.  

Consumers have begun to learn how to act in an ever-changing electronic market 

environment. Like any diffusion of innovation, there is a learning curve for most 

consumers to behave in electronic commerce in a way they feel the most comfortable. 

For some consumers, shopping and buying online have become part of their daily lives, 

whereas others may consider it, without taking any action yet (Hairong Li , Cheng 

Kuo and Martha G. Russell, 1999). Which factors can explain the differences in online 

buying behavior among Internet users? 

Kotler and Armstrong (2010) identify individual differences in innovativeness, online 

shopping in our case. The five adopter groups have differing values.  

- Innovators are venturesome; they try new ideas at some risk. 

- Early adopters are guided by respect; they are opinion leaders in their 

communities and adopt new ideas early and carefully.  

- The early majority is deliberate; although they rarely are leaders, they adopt 

new ideas before the average person. 

- The late majority is skeptical; they adopt an innovation only later a majority 

of people have tried it. 

- Laggards are traditional bound; they are suspicious of changes and adopt 

the innovation only when it has become something tradition itself. 

mailto:hairong@msu.edu
mailto:kuoch@nccu.edu.tw
mailto:kuoch@nccu.edu.tw
mailto:m.g.russell@mail.utexas.edu
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Figure 2.2.1.: Individual differences in innovativeness (Kotler and Armstrong, 

2010) 

Some theorists coincide in the characteristics affecting factors that explain the 

differences in online buying behavior among Internet users. According to personal 

factors such as age or income, young are the main buyers who used to buy products 

through online (Vrechopoulos 2001). Dholakia and Uusitalo (2002) study examined the 

relationship between age and Internet shopping; found that younger consumers 

reported more linen to the online shopping.  

In relation with factors such as convenience, income and price sensitiveness, the 

theorist Sorce (2005) found that younger consumers searched for more products online 

and they were more likely to agree that online shopping was more convenient. 

Studies have shown that online shoppers tend to have higher education and income 

and are more likely to be in middle to senior management or professionals (Kehoe et 

al., 1998; Hoffman et al., 1996). Online shoppers who have higher income tend to be 

less price-sensitive and more convenience oriented (Degeratu et al., 1999).  

Donthu and Garcia (1999), on the other hand, do not coincide with the conclusion that 

young people are the ones that more shop online. In their article ‘The Internet Shopper’ 

they reported that Internet shoppers were older and earned a higher income than 

Internet non- shoppers. Anyway, their article coincides with the statement “the Internet 

shopper included low brand and price consciousness”.  

Even if it sounds strange, Bellman, Lohse and Johnson (1999) in their study of 

‘Predictors of Online Buying behavior” reported that security and privacy concerns were 

less important predictors of shopping behavior. 
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Previously, Crisp, Jarvenpaa and Todd (1997b) while exploring the effect of various 

individual different factors on the consumers' beliefs, attitudes, and intentions toward 

Internet shopping found that affluent women, with advanced degrees, were as likely to 

develop favorable attitude and greater intention to shopping on the Web as their male 

counterparts. The study also reported that shoppers from larger households were more 

likely to develop a favorable intention to shop on the Web. For the other findings, the 

study found that prior Internet experience, attitudes towards computers and frequency 

of shopping via direct marketing channels positively affected intentions towards Internet 

shopping. 
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3. METHOD 

Thanks to some sources, such as theories and references and expert theorists in the 

matter, it will now be described: the research method used, how the information was 

obtained, what type of tools enable to write the thesis, etc.  Therefore, in the first part of 

the writing, the different research methods used will be defined; such as the 

quantitative and qualitative methods, but afterwards explanations we will centered in 

the ones used for the research. Once explained the different research methods, data 

collection is developed by secondary and primary data.  

3.1. RESEARCH METHOD 

Before starting explaining how the information needed for the thesis was obtained, it is 

necessary to remind which the problem to study is. The purpose of the research is to 

find out changes in Spanish consumers’ buying behavior towards the e-commerce due 

to the crisis. For getting this information, data concerning the crisis since its very 

beginning needs to be found, to test how the market changed and also the consumers.  

The research started gathering preliminary information that allowed defining the 

problem and suggests hypotheses and, afterwards, the behavior of the consumers 

when purchasing will be described. With both definitions and according to Kotler and 

Armstrong, the exploratory and the descriptive research performed, respectively. 

There are two major scientific ways of gathering information: quantitative methods and 

qualitative methods. Denzin and Lincoln (p. 3, 2000) claim that qualitative research 

involves an interpretive and naturalistic approach, meaning that “qualitative 

researchers study things in their natural settings, attempting to make sense of, or to 

interpret, phenomena in terms of the meanings people bring to them 

On the other hand, a quantitative method is a process of inquiry based on testing a 

theory composed of variables, measured with numbers, and analyzed using statistical 

techniques. The goal of quantitative methods is to determine whether the predictive 

generalization of a theory hold true (Dr. Karim Abawi, 2008). 

It was chosen the quantitative research method as the best way of searching and 

finding accurate and relevant information for the study since we are looking for 

empirical statements. According to Cohen (1980), quantitative research is defined as 

social research that employs empirical methods and empirical statements. He states 

that an empirical statement is defined as a descriptive statement about what “is” the 

case in the “real world” rather than what “ought” to be the case. Typically, empirical 
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statements are expressed in numerical terms. Another factor in quantitative research is 

that empirical evaluations are applied. Empirical evaluations are defined as a form that 

seeks to determine the degree to which a specific program or policy (Suphat 

Sukamolson2) 

 

3.2. DATA COLLECTION 

Secondary data is all “the data that has been already collected by and readily available 

from other sources (A. Briman and E. Bell (2007), p. 324)”, “in the broadest sense, is 

the analysis of data collected by someone else (Boslaugh (2007), p. 9)”. “Secondary 

data can include any data that are examined to answer a research question other than 

the question(s) for which the data were initially collected (Vartanian (2010), p. 3)”. 

Using the secondary data, it was found out in some newspapers (ambito.com, for 

instance) that there was a movement towards e-commerce in the Spanish consumers’ 

behavior. A link was found while looking for more information: the e-commerce was 

growing despite the crisis, so we went for it. However, more information than the one 

available was needed (unemployment rates, the stop in the consumption and 

movement towards saving money…): information “for the specific purpose at hand”, 

using the primary data collection method (Kotler and Armstrong, 2010).  

3.3. COLLECTING METHODS- SECONDARY DATA 

As mentioned before, for finding out the answers to the research, to show whether the 

movement towards the e-commerce has been caused by the financial crisis in the 

Spanish consumers, secondary data method will be used. Secondary data includes 

both qualitative and quantitative methods. These can provide a useful source to start 

answering to the problem (Mark Saunders, Philip Lewis and Adrian Thorn hill, 1997) 

and they can be used in both descriptive and explanatory research. There are different 

kinds of secondary data that are used such as: multiple sources, survey and 

documentary (Mark Saunders, Philip Lewis and Adrian Thorn hill, 1997).  

Documentary sources can be written (journals, books, newspapers, emails, letters, 

memos, websites …) or unwritten (TV and radio, voice and video recordings, and 

images). They all seem to be media in which it is possible to trust and rely on, but care 

should be taken, because some of them may be outdated (i.e. books) or have some 

kind of bias (i.e. newspapers) – (Collins, H. (2010).  

                                                           
2
 http://www.culi.chula.ac.th/e-journal/bod/suphat%20sukamolson.pdf Access 5th of March, 2013. 

http://www.culi.chula.ac.th/e-journal/bod/suphat%20sukamolson.pdf
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Many books have been used, and also articles from experts and newspapers, trying to 

find the most objective ones, so that the information and data are relevant and accurate 

to the reality; Books such as Kotler and Armstrong’s or Kenneth C. Laudon and Carol 

Guercio Traver’s. 

Depending on the reader, it will be assumed that most of the information comes from 

books. And that is partly true. The main sources of information have been books; not 

printed books, but e-books. Nowadays the Internet is one of the biggest, if not the 

biggest, existent source of information. That is where the information was obtained 

from, all the articles and author’s theories are written there; and this makes the 

research, sometimes, much easier. 

There exist two more types of secondary data, which are the multi-source and the 

survey. According to Hilary Collins, the Multi-source research can be carried out using 

a combination of methods. It is created by extracting and combining comparable 

variables. It can be time-based area-based data, and the surveys are useful for setting 

findings into context. They tend to be carried out in the form of questionnaires or 

interviews and contain specifically determined content in an attempt to define response 

parameters.  

3.4. COLLECTING METHODS – PRIMARY DATA 

The secondary data is not the only information gathering method that has been used; 

the primary data has also been a useful tool. As Cnossen (1997) argue, “secondary 

data analysis can be literally defined as “second-hand” analysis. It is the analysis of 

data or information that was either gathered by someone else (e.g., researchers, 

institutions, other NGOs, etc.) or for some other purpose than the one currently being 

considered, or often a combination of the two”. But primary data will in most cases is 

needed. 

These definitions reinforce what is stated before. In the research, it is needed first to 

gather preliminary information which will allow stating the problem and suggests 

hypotheses; defined by Kotler and Armstrong (2010) as an exploratory research. 

However, for a more accurate and deep research a descriptive approach must be done 

in order to reach a more precise description of how behavior of the consumers is when 

purchasing online. This second way of gathering information is defined by the same 

authors as a descriptive research. 
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As well as with the secondary data, whether the information is accurate, current, 

relevant and unbiased be sure tested. Here, there are also three approaches among 

which we can choose. According to Jan Wiid and Colin Diggines (2009) they are; 

observation, experimentation and survey (communication).  The survey research is the 

approach best suited for gathering descriptive information. It is useful if you want to 

learn about a general trend in people’s opinions, experiences, and behavior. Surveys 

are particularly useful to find small amounts of information from a wider selection of 

people in the hopes of making a general claim (Driscoll, D.L., 2011).  

For concluding the research, the results of the questionnaire will have to be analyzed. 

Microsoft Excel 2010 and R Commander Softwares – specifically for computing the 

Logistic Regression Model – will be used in order to make the calculations easier and 

faster. 

 

Figure 3.3.1: Secondary data sources 
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3.5. QUESTIONNAIRE 

3.5.1. The main goals of the quantitative questionnaire 

As explained in before, the survey is the most useful approach for learning about 

general trends in people’s opinions, experiences and behavior (J. Wiid and C. 

Diggines, 2009). As a deeper explanation, a survey is a quantitative research; 

“Quantitative research is the collection of data that involves 
larger, more representative respondent samples and the 
numerical calculation of results. It relies on numbers, 
measurement and calculations. The scientific approach to 
research is the guiding framework for quantitative research. This 
approach tends to be highly structured than qualitative research, 
which makes it easier to measure and analyze the responses. As 
a result of this structured approach, a greater number of people 
can be included in the sample (J. Wiid and C. Diggines 2009, 
p.86)”. 

 
All this information and data will be collected through a questionnaire that will be sent 

to Spanish inhabitants.  

A questionnaire is essentially a structured technique for collecting primary data. It is 

generally a series of written questions for which the respondents has to provide the 

answers (Bell, 1999). 

Some authors as Kervin (1999) define the questionnaires as “the person answering the 

questions actually records his or her own answers”. De Vaus (1996) on the other hand 

explains the questionnaire in a much wider context “technique in which various persons 

are asked to answer the same set of questions”. 

It is known that some care has to be taken when doing a questionnaire. Oppenheim 

(1996) affirms that if a questionnaire is well designed, it will motivate the respondents 

to give accurate and complete information; as such, it should provide reliable and 

relevant data in return. 

The goal of our findings with the questionnaire is to serve as an inductive method with 

the aim to formulate new theory, where open-ended questions are used to ‘explore a 

substantive area’ (Gill & Johnson 2001). However, at the same time and after analyzing 

the data collected through it, reliable data will probably be used rather deductive 

approach in order to test existing theory. 

Surveys are done to gather data from the field in order to generalize results from a 

sample to a larger population. The primary purpose and advantage of surveys is, 

therefore, generalization of the results.  
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In surveys, we are usually interested in gathering data from many respondents than in 

obtaining intensive, detailed information from a few individuals (Usha V. Reddi and 

Jagdish Singh (2003).  

Selecting the method for obtaining the data necessary for any study is not easy. Many 

decisions have to be taken before any method is chosen, the advantages and 

disadvantages of each (Robson 2002:233-234; Denscombe, 2003:161; Brynard 

&Kanekom, 2005:38-39; Kumar 2005:130-131) were considered before any decision 

was taken. The questionnaire was chosen as the tool through which the information 

could be obtained. 

One of the main advantages for choosing this method was that it is less expensive, 

compared to other methods, like the surveys on the phone. Since all the questions are 

written, it can be performed in many ways; it can be sent through email, post mail… 

Depending on the case, we will overcome more expensive distribution costs, since 

sending via post is much more expensive than doing it through the internet. Our 

intention is to use the Internet for sending the questionnaire, since, as the theorist 

Hamlet (2005:148) argued, the cost is often an important element when it comes to 

deciding on the best method of distributing a questionnaire, and this will depend on the 

size and the location.  

Moreover, personal information is not needed for our study. As a consequence, it is 

expected the people to answer more sincerely the survey. Since it is sent to many 

people, and they do not have any kind of pressure, the response rate will not be as 

higher as through other methods. It would have been preferable to do the 

questionnaires in a more direct way with the respondents, but the distance is a huge 

impediment. Thus, some people may have questions that cannot be answered, since 

we are not close in distance to help with any doubt (Robson, 2002:233-234; 

Denscombe, 2003:161; Brynard & Hanekom, 2005:38-39; Kumar, 2005: 130-131), 

however, to reduce this geographical scope, an e-mail is given in order to answer the 

doubts. 

The main objective regarding the methodology is to “create” a good survey, which has 

the potential to reach a large number of respondents, can generate standardized, 

quantifiable empirical data and offer confidentiality/anonymity. 
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3.5.2. Sample  

One of the advantages of quantitative research method is that it allows having a large 

sample; it can cover a huge range of population. In statistics, a sample is a subset of a 

population that is used to represent the entire group as a whole (Kendra Cherry3). 

Sampling is the process of selecting units (e.g., people, organizations) from a 

population of interest so that by studying the sample we may fairly generalize our 

results back to the population from which they were chosen (William M. Trochim, 

2002). Ideally, the sample should be representative, so that the researcher can make 

accurate estimates of the thoughts and behaviors of the larger population. Before 

deciding the sample many decisions must be made; first, who is to be studied (sample 

unit), how many people should be included (sample size) and how should the people in 

the sample be chosen (sampling procedures) (Kotler and Armstrong, 2010). The 

sample is small and not chosen randomly. Rather, the choice of a sample is purposeful 

(Patton, 1996).  

In this case, and as the purpose of the thesis is to find out if Spanish consumers’ 

buying behavior has changed towards the e-commerce due to the crisis, the sample 

unit will be Spanish inhabitants. The goal is to reach as many answers as possible, as 

well as answers from people all around Spain. It will be hard: since both of us are from 

the north of Spain most of the answers may come from there. Fortunately, being in 

exchange students has given us the opportunity of meeting people from many other 

parts of Spain and hopefully helping us. We expected to reach 200 answers, but the 

more, the better. Regarding the sampling procedure, there are two types: probability 

sample and non-probability sample. 

At first, it was planned to use the probability sampling method, meaning that everyone 

in a given population has an equal chance of being surveyed for a particular piece of 

research (Marc Ryan, 2011), since it would give us a more accurate sample to 

afterwards generalize for the population. However, uploading a survey on the internet 

will not have as many respondents as needed, and it would have taken much more 

time. Sending the survey to relatives and friends was a better option, so that a snowball 

sampling can be created (a friend sending to his/her friend…), even if we create a bias. 

The solution was the non-probability sampling. This comes in various shapes and 

sizes, but the essence of it is that a bias exists in the group of people you are surveying 

(Marc Ryan, 2011).   

                                                           
3
 http://psychology.about.com/od/sindex/g/sample.htm access 6th of March, 2013. 

 

http://psychology.about.com/od/sindex/g/sample.htm


 

 
29 

Deepen in the non-probabilistic sampling, there are three types: convenience sample, 

judgment sample and quota sample. The three of them could fit our research; however, 

the convenience sample is the one that best matches it. A convenience sample is 

simply one in which the researcher uses any subjects that are available to participate in 

the research study (Ashley Crossman, Unknown year). It is a non-probability sampling 

technique where subjects are selected because of their convenient accessibility and 

proximity to the researcher (Joan Joseph Castillo , 2009).  

3.5.3. Language 

In a questionnaire the language used is very important. Words are the basis of a 

questionnaire. It should not be forgotten that the statement of the questions, as well as 

how they are developed, are very important.   

Although questions regarding the crisis, the economical aspect of the thesis and about 

the e-commerce have been asked, they have been written in plain and easy language, 

so that everybody can understand them perfectly. Moreover, most of the questions are 

organized using a table, so that it can be understood at first sight.  

Once the survey questions are developed, particular attention should be paid to how 

they are ordered in the questionnaire. The placement of a question can have a greater 

impact on the result than the particular choice of words used in the question (Pew 

Research Center for the People & the Press, 2011).  We have started some personal 

data (age, studies, income…) to create or make more accurate the profile of those 

using the e-commerce. Thanks to this, we can precise in a better way our statistical 

results. 

The sample population for the survey is the Spanish society, so that the survey had to 

be translated it into Spanish language with the purpose of making it more 

understandable and comprehensible for all those who receive the survey. This way, 

there exist more possibilities of getting more answers, since not many people in Spain 

have a good English level.  

Despite having translated it; both have the same format and same questions. They are 

focused on the consumer behavior when the crisis started, and nowadays, so that if 

any changes during these years have occurred can be measured. 

 

http://sociology.about.com/bio/Ashley-Crossman-38827.htm
http://explorable.com/


 

 
30 

3.5.4 Channels 

In order to reach the audience, different channels are used. First of all, the survey will 

be posted on a website, so that anyone can have access to it, and as a consequence, 

answer to it. Once we will have posted it, we will send the link to our family and friends: 

them to respond to the survey, and to spread the request. 

Secondly, the purpose is to create an event in Facebook. It is one of the most famous 

online platforms: according to the online magazine www.ebizmba.com, ranks first in the 

top 10 social networks. The event will be sent to some friends, consisting of a brief 

explanation of what is being studied, why their answers are needed and the link to the 

site. The goal is to make an “online snowball sample method”, that is, we want to apply 

the commonly known “snowball sample method” both online and face-to-face: asking 

our online friends to send the event to their friends, and these to their friends… and 

also to comment it with their social groups. 

It will be also sent through the email to those people that have not got any social 

network and that, because of the distance, cannot be contacted face-to-face. And 

continuing with the social networks, a tweet will also be published on Twitter with the 

link to our survey’s webpage. This way, with retweets and answers, many random 

people that otherwise will not be reached, can be contacted. 

Finally, a link with a briefly explanation of the purpose of our thesis on some Spanish 

online Newspapers will be posted. 

3.5.5 Reliability and Validity 

Reliability and Validity go hand by hand in a research. They are both important terms 

when doing a quantitative or qualitative research. “Another important point is that are 

not unrelated. If a research method lacks reliability, it can hardly be high on validity. 

However, a reliable method does not always mean valid method”. (Taylor, Sinha & 

Ghoshal, 2006) 

In the one hand, a study to be reliable, it must be consistent over time and correspond 

to an accurate representation of the total population under study (Joppe & M., 1998). 

Therefore, reliability concerns the procedure for achieving truthful information (Klenke 

2008, p.41). Then, if the information gathered through a quantitative research is 

reliable, it enables one to have some confidence that the measure taken is close to the 

true measure (Goodwin, 2010).  

http://www.ebizmba.com/
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In the other hand, a valid study will depend on its capacity to measure what it was aim 

to measure and not some other concept or research problem, as well as the capacity of 

the research instrument to bring accurate results to the research question (Joppe & M., 

1998). Goodwin (2010) explains that the validity of a research is important since it tells 

you if the measure actually measures what it is supposed to measure and not 

something else.  

As the reliability and validity of the paper need to be ensured, those methods that best 

fit with our research purpose have been selected. This way, the most accurate 

measure and truthful information can be obtained for after doing the analysis of data.  

The data for our research has been collected with a questionnaire that has been 

translated from Spanish to English since not all the Spanish population had a sufficient 

level of English. It is known that some expressions are hard to translate from one 

language to another and that is why maybe it can be prejudicial to the reliability of the 

research. Nevertheless, the content of the questions did not entail so much difficulty 

since it was written in a basic writing in order to all the people could understand it. 

Therefore, we concluded that this problem was clearly avoided and could not threat the 

reliability of the whole paper. 

 

3.6. TABLE OF CONTENTS 

 

The following table gathers the information that will be reached with the questionnaire 

done to the Spanish households. As notice, it is divided into five sections; 

demographics, income, internet usage, frequency and purpose, internet as a buying 

venue and finally buying online and the financial crisis. With all this information we will 

be able to make conclusions and so reach the goal of the research (The table is shown 

in the next page for a clear presentation and comprehension).  
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INFORMATION 
CATHEGORY 

INFORMATION EXPLANATION 

 
DEMOGRAPHICS 

Age, gender, postal code, 
education level, actual 
occupation, number of 
members in the household 
and members of the 
household who receive some 
kind of income 

With this information we want 
to create profiles of the 
respondents in order to know 
who is more likely to use the e-
commerce, from which region 
they come from and so forth. 
 

 
INCOME 

Annual income perceived per 
household, Evolution of the 
annual income per household 
between 2008 (when the 
crisis began) and nowadays 

Questions regarding the 
income of the respondents in 
order to make groups of 
people. 

 
INTERNET USAGE, FREQUENCY 
AND PURPOSE 
 
 
 
 
 
 
 
 
 
 

 
Internet access, internet 
usage and purpose 
 
 
 
 
 
 
 
 
 
 

 
We want to know the 
respondents accessibility to 
the net and at which level do 
they use it as well as its 
frequency. We also ask 
respondents which is the 
reason why they do not use to 
buy through the internet. 

INTERNET AS A BUYING VENUE Frequency buying online, 
type of products bought 
 

If respondents buy through the 
internet with which frequency 
they do this and which are the 
products/services they use to 
buy. 
 

BUYING ONLINE AND THE 
FINANCIAL CRISIS 

The change of the level of 
purchasing, the affection 
level while buying online and 
in which sense, before and 
after the affection of the 
financial crisis. The E-
commerce as a cheapest 
option of buying. The usage 
of internet for 
buying/selling/auction. 

 

The gathering of information 
about the change in the 
respondents’ behavior while 
buying before and after the 
affection of the financial crisis. 
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4. EMPIRICAL DATA 

In this section, the results of the questionnaire made by 206 Spanish people will be 

presented, according to the research i.e. finding out whether their behavior when 

buying online has been affected by the financial crisis that we Spain is experiencing. 

They have been presented in such a way that will enable to make an easier analysis 

and conclusion of the results. They will be explained in a deeper way using the division 

created and showed in the Methodology Section (3).4 

4.1.  SOCIAL DEMOGRAPHICS 

This first division consist of some questions that will help to create a profile of the 

people using e-commerce the most. Questions regarding: the age of the respondents, 

their gender, and postal code, among others that will be shown later, make revelations 

about which region they come from and whether males use online shopping more than 

females. 

Despite the e-commerce is quite a new “revolution” or technological innovation, 

reaching a varied sample was desired, this is, a sample concerning people from all 

ages. This way which ranges of ages are using the e-commerce service more 

frequently could be found. It is shown under these lines the graph, so that the 

explanation is more complete and illustrative. It represents our sample population 

divided in terms of the age. It can be observed the majority of the answers come from 

people between 16 and 24 years old with a 65% of the answers (See ANNEX II; 

Table1). 

The next range of ages is the one concerning people from 25 to 34, with a 15%, 

followed by respondents from 45 to 54 (14%), 35 to 44 (4%), 55 to 64 years old (2%) 

and more than 65 years old with a 0% of respondents. Despite the fact that we are 

abroad, and we could not have direct contact with the Spanish population, we consider 

that our sample has been quite big (See ANNEX II; Table 1). 

It could be said that buying through the internet depends on some skills or virtues that 

not everyone has; firstly a computer and access to the internet are needed, then you 

have to trust on the service, be willing to learn or try it… and of course, personal 

knowledge or abilities. The purpose is to know who are more likely to have these 

                                                           
4
 The Empirical Data section is supported by the data obtained from Excel. All this figures are 

represented in tables in the “ANEX II: Tables obtained through Excel” in order to make the reader easier 
the reading and the comprehension of the results. For more information of the data obtained, the 
reader has just to access to the ANEX II. 
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virtues or who is actually using it in a more frequent way. The differences between 

male and women when performing activities, their behavior, may have a say affecting 

the way they buy online. 

Fortunately, the answers from both genders have been quite equal in percentage, 

having a 60% of females answering the survey, and a 40% of males responding to it 

(See ANNEX II; Table 2). They correspond to 83 people out of 203 for the males, and 

120 for females. 

Thanks to this equality in percentage, the following answers will enable us to a more 

accurate representation of the Spanish population. 

At the same time, finding out from which region are the most “loyal” users seemed 

really interesting. That is the reason why one of the questions of the survey, in the 

section of social demographics, was to write the postal code corresponding to the 

neighborhood/city where the respondent is living. This way, which are the places where 

the answers come from can be found.  

As it has been said in one of the sections above, the goal was to get answers from 

different places in Spain so as to have a representative sample of the whole Spanish 

population. It was already warned, however, that it was going to be a difficult task, 

since we both are from the north part of Spain. As it was expected, most of the 

answers come from the Vasque Country (Euskadi), with 40% of the answers, and 

Navarra with a 31%; where we both live.  There is a 6% of respondents from Cataluña 

and Madrid, a 5% form Andalucía, and a 4% of respondents from Balearic Islands, 

Levante (summing up here Valencia and Murcia), and the provinces in the Interior 

(Castilla, La Rioja and Aragón) (See ANNEX II: Table 3). 

Moreover, the south of Spain is very different from the north in terms of education, 

income and traditions, so the fact of analyzing the behavior of the distinct places was 

quite relevant and important in our research; do the traditions also affect the online 

buying behavior? 
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· Graphic 4.1.1. Which is you postal code? 

 

It has been just said that different skills affect the way you behave, what you have 

studied, the knowledge and culture you have. If the level of education had something to 

do with the fact of buying online or not was questioned; whether the lack of studies 

made the people vulnerable to adaptation to changes in technologies, in this case. In 

the sample, the majority answered that questionnaire have studied, or are still studying, 

a University degree or other superior studies (85%). Just the 15% did finish studying 

when ending the High school. It will later be analyzed if this fact affects our results (See 

ANNEX II: Table 4). 

Graphic 4.1.2: Level of education 
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4.2 INCOME  

As you know, the purpose of the thesis was related to the financial crisis. Because of 

this, some concrete data was required from our respondents. One of them was 

concerning the occupation of our sample. It was then asked how it had changed as the 

crisis had affected them. So the result was the evolution, or the change, in the 

employment situation of the people answering our questionnaire. The most remarkable 

thing is the increase in people unemployed, which increases from a 0.5% to a 3.5%. 

The change in full-time employed people is also interesting, since it increases despite 

the crisis from a 22.5% to a 24.3% (See ANNEX II; Table 5).  

There is a marked decrease in the people being students, but these may not be related 

to the crisis, but to the fact that they have finished their studies and start working. If this 

is true, it explains the increase in the part-time employees or in the full-time employees. 

Graphic 4.2.1: Comparison of the evolution of the occupation during the financial 

crisis and nowadays 

 

As well as knowing which the evolution of our respondents’ occupation is, it is 

interesting to know how many members are there per household and, out of them, how 

many do earn income (salary, retirement benefit…). 

The family structure in Spain is normally formed by the parents, and two children, and it 

is clearly represented in the graph above with 100 people out of 202 respondents being 

four people in a household. Those having only one child are also numerous; 40 out of 

202. There are also some household with 8 people, which is not usual nowadays. The 

number of people per household can affect to the resources they have. The more 

people, in our opinion, the more difficult it is to provide the family with electronic 
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devices, since the money will be spent in other things, not in one device per person. 

This fact limits the access of these families to the internet, and so, the e-commerce 

(See ANNEX II: Table 6). 

But the lack of resources to provide the household with an electronic device with 

access to internet can affect any family, even those with only one person. As a 

consequence, next question is referred to how many members in the household 

receive a salary, unemployment benefit or retirement benefit.  This information allows 

knowing the economic situation per family and as it can be noticed in the graphic, the 

highest percentage goes to households of four members with a 49% of answers. Then, 

the information is completed with the next question.  

Graphic 4.2.3.: Annual income per household 

 

The graph above represents the percentage of respondents’ household annual income. 

The majority perceives between 30,000 and 50,000 Euros per year with a 38%, 

followed by a 15% of people that receive between 50,000 Euros and 70,000. The 

unemployed ones are quite few, with a 1%, being the smallest percentage out of 100%, 

being even after those who earn more than 70,000 Euros per year (See ANNEX II: 

Table 8). 

Once it is known the amount of income people earn per year, we need to know 

something else: how has it changed with the crisis?  
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Because of the financial crisis, there has been a change in people’s occupation. In 

order to know if this has affected the way they use the e-commerce, how the 

occupation has changed before the affection of the financial crisis until nowadays has 

been asked. The results show: the 56% have suffered a decrease in their income, the 

26% has been luckier (we could say) and they have not suffered any decrease, but 

neither any increase. Are the 4% those that, comparing to 2008, have lost their job. 

The 7% and 6% remaining are those whose income has increased but less than a 10% 

(like the price index) and more than a 10%, respectively (See ANNEX II: Table 9). 

Graphic 4.2.4.: Number of members in the household receiving salary, 

unemployment or retirement benefit 

 

4.3. INTERNET USAGE, FREQUENCY AND PURPOSE 

The 2008 was a year where having internet was really common. However, there are still 

some respondents that nowadays have one device or more than comparing to 2008, that is, 

a more easy access to the Internet. With the information gathered in the questionnaire, the 

percentage of people having internet has increased in a 1% since 2008 (See ANNEX II: 

Table 10). 

It is not enough to know if the Spanish population has internet access or not. As one 

of our aims is to know if they buy online or not, it is necessary to ask them what the usage of 

surfing in the net is, in other words, for what they use internet. Therefore, with this question 

we have obtained two answers in one: usage and frequency. How did we do this? We 

divided the question in a sort of possible usages of the internet and at the same time, what is 
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the frequency of using the internet that way. We divided the usage in; entertainment, seeking 

for information, purchase of products and services, job or studies staff or even for reading 

newspapers and magazines online and the frequency in; often/frequently, sometimes and 

never. 

Graphic 4.3.1- For what you use internet? 

 

Taken the results got in this question in general terms we can say that the usage of internet 

is quite spread in different fields. Internet is used for entertainment, for reading news or even 

for buying products and services, all quite often and frequently. What is clear is that once 

analyzing the results most of the people, more precisely the 89’9% of the respondents which 

is nearly all of the respondents, answered that they often use internet as an information 

source. But, what is more interesting answer for our thesis and so, for our analysis, is the 

one of “I use internet for the purchasing of product and services”. As notice, the 67.0% 

“sometimes” uses internet as a way for buying. 67’0% of the respondents represents 130 

people out of 194, which is a high proportion according to this answer (See ANNEX II: Table 

11 for more information). 

It is noticeable also that buying online is not as spread as we thought among Spanish 

population since it has the lowest percentage in the frequency of the usage. That is why we 

wanted to ask respondents the reasons of not buying online. For doing so, we gave them 

some general motives such as lack of knowledge, lack of usage or lack of trust among 

others. 
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Graphic 4.3.2- If you are not used to buy through the internet, which is the 

reason? 
 

 

 

 

 

 

 

 

 

 

As we can notice in the graphic, the reasons of not buying through the internet are 

quite concentrated in three answers mostly: “I’m not used to” (30.5%) followed by “It is 

not necessary, I prefer the ordinary way of buying” (26.2%) and “Lack of trust in the 

supplier, delivery…” (24.1%) (See ANNEX II: Table 12). The popularity of these 

answers could be that all of them are in some way linked. The lack of trust can make 

buyers in some way think that it is not necessary to buy products and services online if 

you can, instead, go to the ordinary shop, touch it, smell it or try it and satisfy the need 

in the moment. At the same time, this lack of trust can make buyers not to believe in 

the quality of the product bought online being the same as the one bought in current 

shops. As a consequence, buyers will fail in trying to make shopping online a habit. 

Therefore, here we have to highlight an important fact: the increase in trust in the 

supplier of delivery company could make shopping online more habitual action among 

Spanish population. 

4.4. INTERNET AS A BUYING VENUE 

 Now, it is jumped to those who answered in an affirmative way of buying 

products and services online (answers of “frequently/often and sometimes), since our 

paper is around these people. So, we now know who is used to buy through the 

internet, often or sometimes, but we want a more precise frequency data. For our 

surprise, only the 9’0% of respondents answered that buy online more than two times a 

month, followed by once a month that is quite close with almost the double of answers 
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(20’09%). Taking into account the answers got before, in graph 4.3.2 (I am not used to 

– 30.5%) the following answers collected in graph 4.4.1 make sense. 

Graphic 4.4.1- How often do you make shopping through internet? (Do usage of 

the E-Commerce) 

 

 

 

Having a look to the graphic 4.4.1 we can notice that the answers to this question are 

quite concentrated in the rank “Once a month-between once in 6 months and once a 

year”. Moreover, the answers “once a month” (with 42 people out of 201) and “between 

once in 6 months and once a year (10 more people; 52)” are very close in percentage. 

Summing up, we can say that this graph shows the direct consequence of not being 

used to buy online, which is not buying often. That is, buying between once a month 

and between six months and once a year. 

We want to get closer to our paper principal topic. To do so, an concerning those who 

buy products and services online, without taking into account its frequency, we want to 

know which products they are used to buy. Of course this time, we gave them nine 

different products to choose as well as the frequency they buy these products. 

The most popular answer, and the expected (because is an action that is getting more 

and more habitual among people), is the reservation of trip/holidays and/or 

transportation. Nearly the 50% of the respondents has answered that they often buy or 

reserve trips/holidays and transportation online. 
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Graphic 4.4.2- Which kind of products you used to buy online? 

 

 

The reservation of trips and holidays online is followed by the shopping of clothes and 

accessories, that 18’6% of the respondents (around 32 people) affirm that they often 

buy them online (See ANNEX II: Table 14). We can notice once again that people is 

not used to buying online in products such as food and restaurants or beauty products 

that have the higher amount of answers in “never” frequency. This means that people 

is not used to buy this kind of products online.  

4.5 BUYING ONLINE AND THE FINANCIAL CRISIS 

Once knowing which products are more popular for the Spanish population 

through the internet and its frequency, we also want to know if the buying of them has 

changed because of the financial crisis affection. This question is quite of our interest 

since our paper is centered in the change of the buying behavior of the respondents 

because of the financial crisis while buying through the internet. Therefore, these 

questions will be deep analyzed in the next part: analysis of data. To know this change, 

we have asked the respondents if among the products listed before, the spending has 

change. 
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Graphic 4.5.1.-Comparing your actual situation (affected by the crisis) and the 

one before the affection of the crisis (2008), has the purchasing level of these 

products changed? 

It is noticeable that the spending has not increased nearly in any activity, only in the 

trip, holiday and transportation reservation that we have mentioned before was the 

most popular activity bought online by respondents. We have said that people do not 

spend more money in these activities but, what is interesting is that they have not 

decreased anyway their consumption; it has maintained stable. Therefore, the financial 

crisis has not got influence in some way the buying online. This is a very interesting 

fact that will be analyzed afterwards.  

It is also important to analyze what the objectives of each respondent while buying 

online are; what their motives are and what level of importance they give to each 

motives. To do so, we have given the respondents some possible motives of what they 

are looking for when buying online. Among them we can find: comfort, availability, 

cheaper prices, discounts while buying online or more variety. 

Having a look to the graphic 4.5.1 it can be seen that the most important reason for 

respondents while buying online is without doubt the one of “cheaper prices”. This 

means that 57’5% of the respondents’, more than the half of the answers, think that 

you can find much cheaper prices online is the most important motive of why they buy 

online. It is remarkable that any of the respondent answered to this motive that “it is not 

important” (see graphic 4.5.2), and only 2’7% think it is a poorly important.  
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This result was followed by the reason of possible discounts while buying online with a 

40.4% of the answers. This means that 74 people over 183 respondents think that it is 

a very important reason the fact that there are more discounts while buying online (See 

ANNEX II: Table 16 for more information).  

Graphic 4.5.2- What are you looking for when buying online? (Number the 

answer as the most important 5 the least 1) 

 

 

The possible difference in variety of products or services that can be found online is 

also an important for respondents, but it is not as noticeable as important as the 

“cheapest prices”.  

The one that has the most divergent answers is the motive of comfort and easiness. 

The answers vary a lot from one to another, and are quite disperse. Anyway, people 

think that the comfort and easiness are pretty important also. 

It has been asked to the respondents if they have changed their spending while buying 

online with respect to the nine different products and services we have offered them. A 

more general question is asked without précising in products and services. This time, it 

is a more direct question regarding the way of affection of buying online. The results 

are quite interesting since most of the people answered that have changed between 

not too much (32%) and nothing. Has not therefore the financial crisis influenced the e-

commerce or shopping online? This is a pretty important fact that will be discussed in 

the next section. 
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Graphic 4.5.3- Has affected the crisis in your way of buying product/services 

online? 

 

 

For those to whom the financial crisis has affected their buying online, we wanted to 

know in which sense has affected. For doing so, we have stated to the respondents the 

following question: “In which sense has the financial crisis affected you while the 

purchase of products?” We have given them some possible reasons but also one open 

answer for them to write their own motives. The last one has been fulfilled by the 6% of 

the respondents which gives us interesting additional information.  

As we can see in the graphic, the green color represents the 73% of the answers. It 

corresponds to the 132 people who answered that now they play much more attention 

to brands and prices because of the influence of the financial crisis. 

Graphic 4.5.4 - In which sense has the financial crisis affected you while the 

purchase of products? 
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Now we have the motives of why some people have changed their way of buying 

online (increase or decrease).  

In order to know if they see the E-Commerce as a way of reducing costs, good point for 

the financial crisis we are suffering, we have made a question that gives us very 

important information concerning the future development of the shopping online and 

the E-commerce. Successfully, more than the 80% of respondents has answered that 

he/she sees the online shopping as a way of buying cheaper (See ANNEX II: Table 

19).  

 To finish, we state a last question to the respondents. Through all the paper we 

have talked about the buying of products and services, but we have not thought about 

selling or auctioning the products and services. As most of the respondents thinks that 

buying products and services online can be a way of reducing cost, the internet can be 

also a way of earning some money. To gather this information, we have asked the 

respondents if they have ever bought, sold or auctioned products or services online 

through web pages such as eBay or amazon.com. The question also includes the 

difference between before and after the affection of the crisis.  

Table 4.5.6- Have you ever used internet for the buying/selling/auction (eBay…) 

of products? 

  nº nº % % 

  Before the crisis Nowadays Antes de la crisis  Actual 

Yes, I have sold 12 7 6,0 3,6 

Yes, I have auctioned 3 3 1,5 1,5 

Yes, I have bought 50 51 25,0 26,0 

Non of the above 135 135 67,5 68,9 

TOTAL 200 196 100 100 

 

Graphic 4.5.7 - Have you ever used internet for the buying/selling/auction 

(eBay…) of products? 
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5. ANALYSIS OF THE DATA 

The analysis consists basically of relating and contrasting the findings gathered from 

the primary and secondary data, and the theories written in the Frame of References 

(Section 2). The main source of information has been the questionnaire, and thanks to 

the results, a comparison between what the theorists state and what, in fact, has been 

obtained from the respondents of the survey can be made.  

On the one hand, the behavior of the sample will be analyzed: in which factors does 

their behavior depend on, what the most common characteristics are and so on. On the 

other hand, the data related to the e-commerce and the financial crisis will be analyzed; 

how has the e-commerce usage grown among the sample and which are the reasons 

why it is growing in a slow path. 

5.1.  CONSUMER BUYING BEHAVIOR 

It is known that individuals are very different from one another before doing the survey. 

However, this reality has been reinforced thanks to the questionnaire performed and 

the results obtained. 

 

As Mansoor and Jalal said in 2011, each consumer is different and therefore is affected 

by distinct factors. That is why consumer choices can vary depending on a broad set of 

factors, such as: earnings, demographics, social and cultural factors. These are the 

ones that make each consumer unique; making it is so difficult to understand and to 

study the consumer buying behavior (Kotler and Armstrong, 2010). Therefore, when 

doing studies about the population’s behavior, trends and so forth, the sample needs to 

be formed by random people; individuals that are part of different ethnic or social 

groups, religions, etcetera, so that the results can represent the whole society in the 

most accurate way as possible. 

 

Reinforcing the statement of Mansoor and Jalal (2011), Kotler and Armstrong (2010) 

define the factors that affect the buying behavior of individuals – that make each of 

them unique-, into four big groups: cultural factors, social factors, personal factors and 

psychological factors.  

 

The analysis is going to be based in some of the groups established by Kotler since, for 

example, regarding the survey some of the questions stated involved personal factors, 

such as: the age, gender, income, buying habits and so on. These, will allow to come 

up with an online buyer profile. 
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Starting with the “age” factor, the respondents were asked to choose the range of ages 

in which they belong to. This way, the sample was divided into five  different 

categories: from 16 to 24 years old, from 25 to 34 years old, from 35-44 years old, from 

45 to 54 years old, from 55 to 64 years old and finally from 65 years old or more. 

 

Many authors state theories regarding people who are grouped according to the age 

into young, or adults. This division rule was followed, and the ranges of ages 

established on the survey were classified into two different categories: the young 

category and the adult category.  

The interviewees were classified in the young category if they were between 16 and 24 

years old. Youth generally refers to a time of life that is neither childhood nor 

adulthood, but rather somewhere in-between ((2004) Webster's New World College 

Dictionary, Fourth Edition.). Moreover, according to Altschuler, D., Strangler, G., 

Berkley, K., & Burton, L. (Supporting youth in transition to adulthood: Lessons learned 

from child welfare & juvenile justice, (2009)), the term also refers to individuals between 

the ages of 16-24. This range coincides with one of our groups, so we decided to 

consider that range of ages. 

 

Some theorists show young are the main buyers who used to buy products through 

online (Vrechopoulos 2001). According to the information gathered with the 

questionnaire this statement will be agreed or disagreed this. 

The survey actually revealed that out of 132 young Spaniards, only 25 buy products or 

services online frequently and 90 do it sometimes, which is approximately an 87.12%. 

Those who never buy any product or service through the internet are the 12.88%. 

Continuing with the age categories, people above 24 years old are adults for the study. 

From this group, 18 people out of 71 (approximately the 25%) do frequently use the 

Internet for shopping online, and only the 7% does never use it. Out of the 25% of elder 

people that uses the internet for shopping online, the 78% of adults that buy through 

the Internet have high annual income earnings.  It can be concluded thanks to these 

results that the respondents using web services for making purchases online are a 

concrete group of population: the frequent online users are those having high annual 

income levels. 

Therefore, taking into account the whole sample (including also the young group) the 

results reject the thoughts of some authors i.e. Donthu and García (1999), who 
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reported that the Internet shoppers were older and earned a higher income than the 

Internet non-shoppers. Nevertheless, if the sample had been just formed by adults, the 

theory wouldn’t coincide. Moreover, those young Spanish using Internet do it more 

frequently than the elder ones; out of the 18 that shop online more than twice a month 

only 6 are adults.  

As a brief conclusion for this first analysis regarding the profile of the online users and 

basing on the respondents, the young Spanish population is the most frequent online 

buyer.  

Since the purpose was to relate the online buyer behavior with the financial crisis it is 

necessary to deepen more on the characteristics of these frequent buyers according to 

it. 

Nearly the 70% of the young individuals have answered that the crisis has affected 

them in a way that they now look more for the prices and brands, we can say that there 

is a trend influencing the young Spanish people, called by Kotler “cheap over chic”: 

consumers have now adopted a back-to-basics frugality in their lifestyles and spending 

patterns. They are buying less and looking for greater value in the things that they do 

buy.  

Regarding the price and brand consciousness, it is disagreed with Donthu and García 

too: the young Spanish people represent the 69.46% of the individuals that have 

changed their habits towards a more price and brand focus. As he states in the article, 

“the Internet shopper included low brand and price consciousness”.  

Continuing with the personal factors that affect the online buying behavior gender is the 

next one explained, which is one of the most studied factors related to the Internet 

shopper profile; and also income. Most of the theorists do agree in the fact that the 

typical online buyer is male, older, having higher education and income levels; like 

Zhou et al. (2007); Chang et al. (2005) and Blake et al (2003). 

The results show the opposite: out of 132 young people, 115 do buy products or 

services frequently or sometimes. The 64.35% of young Spaniards are women buyers, 

and only the 35.65% are men. It can be appreciate that the most frequent buyer is the 

young woman, which do not coincide many of the theories written about this subject. 
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Seventy four are the young women who are frequent online buyers. Out of this reduced 

group the 95. 95% has a high level of education (meaning that they have a University 

Degree), and the 5.05%% remaining have studied until High School, this included. 

Concerning the income levels, only 11 women live with at least 50,000€ per household 

annually. That is, the 15.5% approximately are high income individuals – considering 

that a high income person earns at least 50,000€ per year –.  

Therefore, once all the results have been analyzed from the questionnaire regarding to 

personal factors, it can be concluded that the online shopper is typically female, young, 

higher education and medium-high income level.  

 

It has been focused above in those that do buy online but it is important to pay 

attention also to those Spaniards that do not belong to the online buyers group. For 

doing so, the analysis will be focused on those people who do not make purchases 

online. Thanks to the questionnaire, information was gathered about some possible 

reasons of not buying online, stated in the Table 5.1.1. Having a look to this table, it is 

noticeable that the most popular answer is the one of “I am not used to”. Buying online 

is becoming more frequent among the Spaniards, but it is not yet a habit as buying in 

local shops. “It is not necessary, I prefer the ordinary way of buying” follows the most 

popular reason with 49 people out of 187 electing this motive as the most important of 

not buying online. The percentage is quite close to the reason of “lack of trust” which 

only 4 people less has chosen it as the most important reason. 

Table 5.1.1- If you are not used to buy through the internet, which is the reason?  
 

If you are not used to buy through the 
internet, which is the reason? 

nº % 

1- Lack of knowledge 6 3,20 

2- Lack of trust (security, delivery…) 45 24,06 

3- It is not necessary, I prefer the ordinary 
way of buying 

49 26,20 

4- I do not trust in the quality of the product 30 16,04 

5- I am not used to 57 30,50 

TOTAL 187 100 

  

Getting deeper in the matter, the following table is created. The table represents the 

question “If you are not used to buy through the internet, which is the reason?” which 

was a multiple choice question where more than one motive of not buying online could 

be chosen. It contains the possible reasons as well as the frequency of the motive (how 
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many times has it been selected; horizontal axis) and from which age group the answer 

has been chosen (vertical axis).  

 

Table 5.1.2 - If you are not used to buy through the internet, which is the reason?  
 

  
FREQUENCY OF ANSWER 

AGE 

Nº of age 
group 

answering 
the 

question 

1 2 3 4 5 

16-24 years 86 5 34 38 22 45 

25-34 years 21 1 5 3 4 8 

35-44 years 0 0 0 0 0 0 

45-54 years 24 0 4 7 5 3 

55-64 years 4 0 1 1 0 0 

65 years or more 0 0 0 0 0 0 

TOTAL 135 6 44 49 31 56 

 

First of all, the most remarkable thing is that people from 35 to 44 years old and more 

than 65 years old have not answered to this question, giving no motive of why they do 

not used to buy online. Nevertheless, most of the answers have been obtained from 

the young group. This group has highlighted different reasons, being the most popular 

the one that says “I’m not used to”; 45 people over 86 thinks this is one of the most 

important reasons of not buying online, which is surprising. This group is the most 

affected by the evolution of the new technological era and the one that is more contact 

with it. They are the ones that were born with this development and therefore it was 

surprising that they do not see the online shopping as a current activity in their daily 

life. However, and as stated before, the online shopping is not yet as common as the 

purchasing in local shops is among this group.  

Continuing with this group (16 to 24 years old), it is needed to highlight that the 

differences between the second most frequent reason (lack of trust) and the third one 

(It is not necessary, I prefer the ordinary way of buying) there are only 4 people of 

difference, which means a 5% of difference between one answer and the other.  

The popularity of the reasons selected could be because they are somehow 

interrelated. Most of the people who answered the third reason (“It is not necessary, I 

prefer the ordinary way of buying”), probably have answered the second one (“lack of 

trust”) as well as the fifth one in some cases (“I’m not used to”). For example, if 

someone is not used to buy online, probably it could be because buying online does 
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not inspire him/her the same confidence than do local shops. With this lack of trust, the 

online shopping would never be seen as a buying method, and so the purchasing in the 

current shop would be preferred (reason 3).  

In other words, the lack of trust can make buyers in some way think that it is not 

necessary to buy products and services online if you can, instead, go to the ordinary 

shop, touch it, smell it or try it and satisfy the need in the moment. At the same time, 

this lack of trust can make buyers not to believe in the quality of the product bought 

online being the same as the one bought in current shops. This last reason coincides 

with the data of the (Table 5.1.2.) being this reason the second most important reason 

for the group of 45-54 years old. As a consequence, buyers will fail in trying to make 

shopping online a habit.   

This consequence can be due to failure of motivation linked with the lack of knowledge 

(not easy to manage web pages, etc.) and companies failure in manage well the post-

purchase online behavior. 

 

First, the 30’5% of respondents that are not used to buy online as a failure of 

motivation is analyzed.  

It was explained through the paper that there are some personal factors affecting 

individuals when shopping online (age and gender among other characteristics), but we 

can name some more: the psychological factors. “Motivation is the inward drive we 

have to get what we need5”. That is what Abraham Maslow’s (1954) theory is about, as 

you may know; about fulfilling the needs and wants of individuals, established in a 

pyramid by hierarchies.  

Basing on this theory, it will be compared those people who have learnt and use how to 

use the electronic devices of the electronic era and those who have not.  

 

Out of 187 people answering why they do not frequently buy products and services 

online, only the 3.2% of the respondents say that the reason is the lack of knowledge 

and a 26.2% that it is not necessary.  

These 26.2%, which corresponds to 49 people and according to the Maslow’s theory, 

would not have “reached” the level where a new need arises. That is, you do not use 

any new system or method of satisfaction if it is already fulfilled by another one; 

actually, why should you? Those who think that buying online is not necessary will 

                                                           
5
 http://www.web-books.com/eLibrary/ON/B0/B64/021MB64.html 

http://www.web-books.com/eLibrary/ON/B0/B64/021MB64.html
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probably be satisfied with: the amount to pay, the variety the direct shops offer of the 

traditional way of shopping, among other reasons (these are some of the most 

common answers to the question “what are you looking for when buying online?”).  

According to Maslow, when you search for a new way of meeting a need is because it 

is not fully satisfied. These respondents may have not felt the pressure of being up-to-

date, so as to be accepted by the society or respected; they might already find their 

place where people respects them and so, do not need to adapt or change for them. 

 

Surprisingly, out of 24 people that correspond to those who “do never use the online 

shopping” the 68.18% are young Spanish respondents. They correspond to a low-

medium class. Here the Hierarchy of needs Theory is perfectly represented: since 

these young interviewees have more basic needs to meet, such as the physiological 

and the safety needs, they spend their resources in them. 

 

As another reason of the consequence of consumers failure in trying to make shopping 

online a habit, it is “just” the 30.5% those who are not used to buy. Therefore, it could 

be said that the remaining 69.5% of the interviewees have, at least, tried the online 

system of the e-commerce. The reasons they have given for not buying anymore online 

or frequently, are then a consequence of a post-purchase dissonance: do not trust in 

the quality of the products or in the security system. 

 

Companies are the ones that can improve this situation: on the one hand, improving 

their web pages can make the buying of online shoppers easier and therefore attract 

them more. With it, the lack of knowledge little by little will disappear. Regarding to the 

motivation of each individual, it will increase when shopping on a web that requires less 

effort. This way, companies can tempt those doubting if make shopping online or not.  

The post-purchase online buying behavior is one of the key factors in the purchase 

process. Every company should take care of it or the whole effort for selling our product 

or service will be in vain: a post-purchase dissonance (be different from the expected, 

be worse than the expected) will create an unsatisfied customer, which is much worse 

than a satisfied one: they spread the word out much faster. 

 

Companies should be really focus on satisfying customers, and now more than ever. In 

economic recession periods as the one we are experiencing, where the consumption 

decreases, each “old customer” worth gold. Companies should forget about putting all 
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their effort in looking for relationships with new consumers, and focus on the customers 

they already have. This is one of the reasons why the businesses should improve their 

business online; each time consumers are demanding innovations and the e-

commerce is not very well promoted. As a consequence, many people may not be 

aware about the advantages of using this new system.  

5.2. E-COMMERCE AND THE FINANCIAL CRISIS 

In this section whether the access to internet in Spanish households has increased is 

analyzed, as well as if the online shopping has not lowered despite the financial crisis. 

This research, as explained before, will be based in the information gathered in the 

questionnaire.  

 

One important fact to analyze is whether the internet access in Spanish households 

has increased in time. The answer is probably quite obvious. Having a look from some 

years back to these days, the internet accessibility and connection have evolved in an 

increasing way almost everywhere.  

 

The local online survey by www.research (1998) found that 34% of Internet users have 

had Internet access for less than 12 months. This means that most of the users have 

had access for more than a year.  

The same survey shows that among the users, 85% of them access Internet from 

home. Other popular points of access were from work, University and at friend’s place, 

respectively. The survey also found that 76% of the users access the Internet daily and 

more than a third spent an average of an hour online a day. 

 

Concerning our questionnaire, and as we can appreciate in the Graphic 4.3.1, the 

difference between the year when the crisis started hitting Spain harder (2008) and 

nowadays is not that big; the percentage of people having internet has increased in a 

1% since 2008. 

As obtained in the results (See ANNEX II: Table 10 “Have you got internet at home or 

any other type of access to the internet (mobile phone, tablet…)?”), it can be concluded 

that the possession of internet devices and their usages have grown with the passage 

of the time.  

However, there is still 0.5% left of our sample who do not have internet access at 

home. The reason is that the whole society has not got the same resources. Some 

people may need electronic devices and Internet access in their daily life and what is 
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more important, they are able to afford them. Since we are living in a developed 

society, we assume that the common situation is to have one laptop or computer at 

home. But we are wrong. The fact of having internet at home may vary greatly from 

country to country and among different cultures. Shore (1998) and Stiglitz (1998) 

added that the implementation of information system depend on specific social, 

cultural, economic, legal and political context, which may differ significantly from one 

country to another country.  

In spite of the increase of internet access in Spanish households, shopping online has 

not overcome the purchase in daily shops; people still prefer buying in ordinary shops 

than online. For this to happen, been preferred the online shopping over the local one, 

the results obtained in the questionnaire would reflect frequencies more current than 

“between once a month and once in 6 months”, being this the most popular answer 

with 38’8% of the answers (see Table 5.2.1). 

Table 5.2.1 How often do you make shopping through internet? 

How often do you make shopping through 
internet?  

nº % 

More than twice a month 18 8,96 

Once a month 42 20,90 

Between once a month and once in 6 
months 

78 38,81 

Between once in 6 months and once a year 52 25,87 

Never 11 5,47 

TOTAL 201 100 

 

Taking a look in the table above it is noticeable that there is a percentage of people, 

nearly the 30% of respondents, who answered that they buy online once a month. This 

fact can be taken as a monthly habit.  

It can be consider then the Spanish population as an active online shopper since all of 

the respondents except the 5’47% (11 people) answered that they regularly buy online, 

not taking into account the differences in frequency. 

Therefore, it is clear that the shopping online trend is growing and will continue doing it 

more rapidly with the passage of the time. It cannot be said that Spanish population is 

the most active online shopper contrasting with other countries such as United 

Kingdom or Germany, but we can say that it is growing and that it will continue 

growing.  
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It is noticeable that the tendency is growing, but it is growing in a slow path: within our 

sample, only two people have purchased a computer since 2008. However, they are 

part of the online buyers group.  

Therefore, is the crisis a main cause of the slow growth of the e-commerce? We 

decided to divide our sample according to our respondent’s affection by the crisis:  

Table 5.2.2: “Which has been the annual income evolution between 2008 

(beginning of the crisis) and nowadays?” 

 

 

Which has been the annual income evolution between 2008 (beginning 

of the crisis) and nowadays?  
nº %  

1 I had a job but now I am unemployed 8 4,0 
60,5% 

2 My income has decreased 113 56,5 

3 My income remains the same (they have not increased nor decreased) 52 26,0 

39,5% 4 My income has increased but less than a 10% (CPI) 15 7,5 

5 My income has increased more than a 10% (more than the CPI)  12 6,0 

 
TOTAL 200 100  

 

Those colored in yellow (60.5% of our sample) represent the most affected part of the 

society: as a consequence of the crisis, they are now unemployed (which is actually a 

really large percentage: 27% of the population) or have experienced a decreased in 

their salaries. Those in green (30.5% of our sample) represent the group of people that 

have not got any variation in their salaries or have experienced an increase in them. 

This second part of the analysis will be focused on two main questions of our survey: 

“Has the crisis affect the way you buy through the Internet?” and “With the passage of 

the time and the crisis we are experiencing, do you see the e-commerce/the shopping 

online as an option for buying cheaper?”. With the answers to these two questions, the 

difference in the behavior between those more affected by the crisis and those not so 

affected by it will be seen. 

The 41% of those affected by the crisis think that it affects the shopping online very 

much, quite affected or affected. On the other hand, only the 25% of the non-affected 

agreed with that.  

The differences between both groups increase much more when we focus on the crisis 

level of affection to the individuals. Those experiencing a higher level of affection, 

experience it in severe level, having a 29.2% of people affected by the crisis. There are 

a 39.5% of non-affected individuals who have not felt the arrival of the crisis yet.  
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Table 5.2.3: Has the crisis affect the way you buy through the Internet? 

 

 

Has the crisis affect the 

way you buy through the 

Internet? 

Affected by the 

crisis 

nº 

% 

No affected by 

the crisis 

nº 

% 

1 

 

Not affected 
35 29,2 30 39,5 

2 Little affected 36 30,0 27 35,5 

3 Affected  35 29,2 13 17,1 

4 Quite affected 12 10,0 5 6,6 

5 Very much affected 2 1,7 1 1,3 

 

TOTAL 120 100 76 100 

 

Now it is known the degree of affection of our respondents. However, it would be 

interesting to know the sense in which their purchases have been affected. The results 

are surprising. Maybe it is thought that the group of non-affected people has not 

changed their way of purchasing. 

For the first group, the ones affected directly by the financial crisis, 23.9% of the 

respondents needed to stop buying some products and services. The second group, on 

the contrary, only the 11.1% stopped buying some products and services.  

Table 5.2.4: In which sense has the financial crisis affected you when buying 

product and services? 
 In which sense has the 

financial crisis affected you 
when buying product and 
services? 

Affected by the 
crisis 

nº 
% 

Not affected 
by the crisis 

nº 
% 

1  
I needed to stop buying some 
product and services 

28 23,9 7 11,1 

2  
Yes, because me/my spouse 
has become unemployed 

2 1,7 1 1,6 

3  
Now I pay more attention to 
brand and prices 

82 70,1 49 77,8 

4  
Other reasons (explain briefly) 

5 4,3 6 9,5 

 TOTAL 117 100 63 100 

 

 

Either groups, despite being or not affected by the financial crisis, gather more 

information about the products and services before making the purchase. That is, these 

individuals now are more involved with the purchase than before the financial crisis 

affection. 
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According to Kotler and Armstrong (2010) in the “Buyer Decision Process”, depending 

on the degree of the purchase, the people involves in the purchase and its risks, the 

process of buying can change; sometimes needing to complete each phase and some 

other time going from the need recognition directly to the purchase decision and the 

adoption of the product or service. In this case, Spanish households nowadays invest 

more time in the second and third phases in order to make the best purchase and 

making the best investment in the shopping.  Before the financial crisis affection, in the 

other hand, some Spaniards used to go directly from the need recognition to the buying 

and satisfaction of the need.  

In the same way, 77.8% of respondents from the second group (the one not affected by 

the financial crisis) pay now more attention to brands and prices. This figure reinforces 

what it has been said before; being or not affected by the crisis the identification of 

alternatives and their evaluation takes longer and needs more involvement with the 

purchase than before. The 70.1% of the first group states that the financial crisis has 

made them draw the attention to brand and prices as well. 

The popularity of these answers (See Table 5.2.4) reinforces the explanation done in 

the first section of the background “(…) that is why the consumption lowered; people 

were keeping the money for future occurrences”. Spanish inhabitants are trying to 

make the best choices when buying in order to decrease as much as possible the post-

purchase dissonance. In the same way, they are afraid of future happenings and 

therefore some of them had the pressure of stop buying some products and services.  

By this section it can be conclude then that both groups have decreased their 

consumption some way and that they have began been much more involved in the 

purchasing than before the affection of the financial crisis.  

Having a look to the next table it can be reinforced the decrease of purchases of the 

first group reflected in the low frequency of buying through the internet. The online 

shopping frequency of this group is between once a month and half a year and 

between once in six months and one year. However, the percentage is not higher for 
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the second group, the ones not really affected by the financial crisis. Only the 10.3% of 

this group buys more frequently than the first group, that is just 2.0%  of more people; 

and by 1.5% the ones affected overcomes to the ones not affected by the financial 

crisis buying once a month (Affected: 21.5%; not affected: 20.5%). 

 

Table 5.2.5: How often do you make shopping through internet? (Make usage of 
the E-Commerce) 

 

 How often do you make shopping 
through internet? (do usage of the E-
commerce)  

Affected by the 
crisis 

nº 
% 

Not affected 
by the crisis 

nº 
% 

1 More than twice a month 10 8,3 8 10,3 

2 Once a month 26 21,5 16 20,5 

3 Between once a month and once in six 
months 

49 40,5 29 37,2 

4 Between once in six months and once a 
year 

32 26,4 18 23,1 

5 Never 4 3,3 7 9,0 

 TOTAL 121 100 78 100 

 

The decrease in the consumption is a fact. As explained before, Spanish inhabitants 

when spending money want to do it in the right way trying to make the less errors as 

possible and so loosing the minimum money. As a way of saving money, we wanted to 

know if they see the online shopping as a form of reducing costs and buying cheaper 

(See Table 5.2.6). The results were positive; 83.5% of the affected by the financial 

crisis answered in an affirmative way and the 82.3% of the ones not affected by the 

financial crisis answered in the same way. The figures obtained in both groups are 

quite similar, so we can conclude that online shopping is seen a cheapest way or at 

less cost reducing way of buying. 

Table 5.2.6: With the passage of the time and the financial crisis we are suffering, 

do you think the E-Commerce/purchase through the internet as an option of 

buying cheaper? 
 With the passage of the time 

and the financial crisis we are 
suffering, do you think the E-
Commerce/purchase through 
the internet as an option of 
buying cheaper? 

Affected by the 
crisis 

nº 
% 

Not affected 
by the crisis 

nº 
% 

1 Yes 101 83,5 65 82,3 

2 No 20 16,5 14 17,7 

 TOTAL 121 100 79 100 



 

 
60 

5.3. DEEPER ANALISIS OF RESULTS: “Logistic regression 

line” 

It is noticeable that the difference in percentage among both groups is not that big 

despite being or not affected by the financial crisis. As this fact is astounding, a deeper 

research will be done. 

The objective of the research is to know if the process of less, equal or more shopping 

online is associated or not with the effect of the financial crisis. That is; if the probability 

of less online shopping due to a reduction in the salary as a reason of the financial 

crisis is equal or different to the probability of less online shopping if there is no 

affection of the financial crisis. 

This study will be based on two main questions done in the survey: “Which has been 

the evolution of your household salary before and after the affection of the financial 

crisis?” and “Did the financial crisis affected the way of buying product and services 

online?” 

In order to get a deeper research, the Logistic regression tool is used. Logistic 

regression6 creates a model to describe the impact of multiple predictors on a single 

response variable (A. Worster, MSc, J.Fan, A. Ismaila, 2007). The following figure 

represents the general form a logistic regression has: 

 

 

 

Figure 5.3.1 “General representation of the logistic regression line” 

 

 

 

 

                                                           
6
 Logistic regression: (…) In logistic regression, the outcome variable must be categorical. The predictor variables 

in logistic regression do not need to be linearly related, normally distributed or have equal variance within each 
group. Because the relation between the predictor and outcome variables is not presumed to be a linear function, 
the measure of association between the outcome of interest and the predictor variable is represented by an odds 
ratio (OR) instead of a multiplicative factor.  
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In order to use the logistic regression in a proper way and taking into account that the 

predictive variable is qualitative, data must be change to binary form. To do so, the 

figures of both questions stated before are converted to this nomenclature, being7: 

 Which has been the evolution or your 
household salary before and after the 

affection of the financial crisis? 

 Did the financial crisis affected the 
way of buying product and services 

online? 

1 YES affects (lower income)- Group 1 1 YES affected, quite affected o very 
much affected 

0 DO NOT affect (higher or equal income)- 
Group 2 

0 NO affection (little or not affected) 

 

Once the information is represented in the right way, the following table is created in 

order to know the affection of the financial crisis to the individuals and to their online 

behavior. Basing on this, the difference between the group 1 (salaries affected by the 

financial crisis) and group 2 (salaries not affected by the financial crisis) will be shown; 

 

Group 1 affected 
(X= 1) 

Group 2 Not affected 
(X= 0) 

YES affects E-Commerce (value 1) 
 49 19 

DO NOT affect E-commerce (value 
0) 71 57 

 

 
120 76 

 

According to the table, the 40.83% of the people regarding to the group 1 considers 

that their online consumption has been affected by the financial crisis. In the other 

hand, the 25% of the group 2 considers that their online consumption has been 

affected by the financial crisis. 

Taking this two data into account it is noticeable that both groups online consumption 

has been affected by the financial crisis. Anyway, the ones affected directly in their 

incomes (group 1) nearly “double” the group 2 affection in percentage.  

To test whether the existing difference among this two groups is significant the OR ratio 

is used. This ratio measures how likely the success against the failure is. 

"Odds ratio" (OR)= ((49/120)/(71/120))/((19/76)/(57/76))= 2,07 

                                                           
7
 This table is based on the division of groups of the “affection of the financial crisis” and the explanation 

made for the Table 5.2.2 
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As the result is 2.07, far away from the value 1, we conclude that do exist a difference 

among the group 1 and group 2 regarding the affection in the online consumption.8  

It will be convenient present the OR within its confidence interval for a more precise 

estimate. 

Basing on the binary data displayed before, the following coefficients are obtained: 

 Estimate Std. Error z value Pr(>|z|)     

(Intercept)          -1.0986      0.2649   -4.147 3.37e-05 *** 

evolution.income    0.6931      0.3239    2.140    0.0323 *   

Signif. codes:  0 '***' 0.001 '**' 0.01 '*' 0.05 '.' 0.1 ' ' 1 

a0 
-

1,09860 
exp 
(a0) 0,33333743 

a1 0,6931 
exp 
(a1) 1,99990564 

 

Tables 5.3.2.: Figures obtained through R Commander Statistic programme 

It can be concluded basing in the information gathered in the tables above that the 

online consumption of both groups has been affected. However, the level of affection 

has been different for both groups. As the value exp(a1) states, the group 1 has been 

200% more affected (the double) in consuming online than the group 1. Nevertheless, 

having a look to the values of the exp(a0), the group 2 although not having a reduction 

in the salary due to financial crisis, consumes a 33.33% less through the internet. 

 

 

 

 

 

 

 

 

                                                           
8
The “odds ratio” value tend to be between the interval [0,1]. If the result was closer to 1 will indicate 

that will not be difference among the group 1 and group 2. 
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6. CONCLUSION 
 

In order to make clear all the research and findings, this section highlights the most 

interesting findings in form of a brief conclusion. Limitations are also explained in this 

section as factors that have interfered in the study. To finish, this section also includes 

“further research” for future investigations regarding the online consumption as well as 

the analysis of the factors that can affect its behavior 

 

6.1 CONCLUSION 

The results of the survey have been analyzed in terms of age, gender, income and 

education levels; coming up with the profile of the respondents. In contrast with many 

authors, the typical profile of the sample consists of young, higher educated females 

with a medium-high income level.  

Nevertheless, the focus of the analysis has not only been on the online buyers, but also 

on the reasons why some individuals do not use this new service yet. Most of the 

respondents answered that they are not used to it, or that they prefer the traditional 

way of shopping. The third most common motive was the lack of trust, which may 

explain the other two reasons just mentioned: the lack of trust can make buyers think 

that to buy products and services online is not needed if they are able to, instead, go to 

the ordinary shop, touch the product, smell it or try it and make sure in that very first 

moment that their needs will be satisfied with the purchase of that product. They will 

probably reduce the possibilities of post-purchase dissonance if they choose to buy in 

the traditional shops, decreasing at the same time the probabilities of “wasting 

money”9, which in this period is not acceptable for some people. 

Companies should be really focused on satisfying customers, now more than ever. In 

economic recession periods as the one we are experiencing, where the consumption 

decreases, each devoted customer worth gold. 

 

We found that some statements could explain the reasons why there are still people 

that do not buy online, as they have not acquired it as a habit yet: lack of motivation, 

web pages skill level (can derive on not enough knowledge), etc. In fact, out of 187 

people answering whether they do not frequently buy products and services online, 

                                                           
9
 Wasting in this sentence refers to the feeling of having wasted the money in a purchase because it 

does not fit the expectations. This is more likely to happen if the purchase is online, since you cannot 
test the features of the product by yourself. 
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only the 3.2% of the respondents say that the reason is the lack of knowledge and a 

26.2% that it is not necessary.  

These 26.2% of respondents, according to the Maslow’s theory, would not have 

“reached” the level where a new need arises. That is, an individual would not use any 

new system or method of satisfaction if it is already fulfilled by another one; actually, 

why should he/she? These respondents may have not felt the pressure of being up-to-

date, so as to be accepted by the society or respected; they might already find their 

place where people respects them and so, do not need to adapt or change for them. 

Companies are the ones that can solve this situation: on the one hand, improving their 

web pages can make the buying of online shoppers easier and therefore attract 

customers more effectively (current and new ones). With it, the lack of knowledge will 

little by little disappear. Regarding the motivation of each individual, it will increase 

once they realize that shopping on a web requires less effort. This way, companies can 

tempt those doubting if make shopping online or not.  

 

As another analysis and with the information obtained through the paper, it can be 

concluded that the possession of internet devices and their usages have grown with 

the passage of the time regarding our sample. Nevertheless, there is still 0.5% left of 

our sample who do not have internet access at home. This fact can be the result of 

influencing factors such as: failure of resources, social influences, cultural factors, 

economic factors or legal and political factors. 

In spite of the increase of internet access in Spanish households, shopping online has 

not overcome the purchase in daily shops; people still prefer buying in ordinary shops 

than online. However, the Spanish population can be considered as an active online 

shopper since all of the respondents except the 5’47% (11 people) answered that they 

regularly buy online, not taking into account the differences in frequency. 

It is noticeable that the tendency of shopping online is growing, but it is growing in a 

slow path. Is the crisis a main cause of the slow growth of the e-commerce? In order to 

answer to this question the sample was divided into two:  

- Group 1:  most affected part of the society (unemployed or their salary is 

reduced) 

- Group 2: the individuals who have not got any variation in their salaries or have 

experienced an increase in them 
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Through the analysis of these two groups, we concluded that both groups seemed to 

be concerned in their online shopping. On the one hand, the 41% of those affected by 

the crisis think that it affects the shopping online very much affected, quite affected or 

affected. On the other hand, only the 25% of the non-affected agreed with that.  

This affection was reflected as for the first group; for instance, the 23.9% of the 

respondents needed to stop buying some products and services. Out of the second 

group, on the contrary, only the 11.1% stopped buying some products and services. 

Despite the difference in percentage both groups nowadays look for more information 

of the products and services before making the purchase. That is, these individuals are 

more involved in the purchase than before the financial crisis affection. The state of 

being more informed about the product and service before the purchase has increased 

for both groups, paying now much more attention to brand and prices 

Continuing with the research of finding out if the process of less, equal or more 

shopping online is associated or not with the effect of the financial crisis, the logistic 

regression line tool was used. Results reflected that the 40.83% of the people 

belonging to Group 1 consider that their online consumption has been affected by the 

financial crisis and the 25% of Group 2 consider that their online consumption has been 

affected by the financial crisis.  

However, the level of affection has been different for both groups. The group 1 has 

been 200% more affected (the double) in consuming online than the group 1. 

Nevertheless, the group 2 although not having a reduction in the salary due to financial 

crisis, consumes a 33.33% less through the internet. 

To sum up all our research and responding to our main purpose “to find out the change 

in Spanish consumers’ buying behavior towards the e-commerce due to the crisis” we 

can conclude that the e-commerce among our sample is growing but in a slow path. 

Moreover, we can add that despite being directly affected or not by the financial crisis 

(in terms of income level), our sample considers that their online consumption has 

been affected by the financial crisis in a negative way (less consumption). 

6.2 LIMITATIONS 

Researching consists on gathering information and contrasting results with what many 

authors have said about the topic to study. However, we are concerned about the fact 

that our research could have been better, if the following of factors did not interfere in 

our research. 
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We have been able to find many sources of information Surfing on the Internet and 

reading books that have helped us on our thesis development. The main ones were 

taken from the Högskolan I Halmstad or Halmstad University (the one we are currently 

studying in), which provides a large amount of books, magazines and a data bases 

online where you can find many interesting writings about the electronic commerce, 

how to write thesis, etc. However, we were not able to find much information regarding 

the Financial Crisis in Spain. This might had been a barrier for our research, since 

being in Spain would have been much easier to access to the data needed.  

Once we started with the survey, we first wrote it in English, since our actual studies 

are taught in English and therefore, the works have to be presented in this language. 

Since most of the people in Spain have not got a good level of English, we were 

“forced” to translate it into Spanish for a better comprehension of the target. Thus, even 

if it is better for our audience, we may have a bias in the data considering that when 

translating form one language to another it is hard to do it perfectly. 

Concerning the way to reach our sample of respondents, we wanted to use the 

snowball sampling method to reach more than 200 answers. Later on, we realized that 

we both are from the north part of Spain, and we are studying in the same university. 

As a consequence, our social groups can be quite the same and more or less, belong 

to the same range of ages. Therefore, the answers received have mainly been 

answered by young people from the north part of Spain, which has made it less 

accurate. Moreover, if we were from different parts of the country the data would have 

been more spread around it. However, thanks to the Spanish people we have met 

being on Erasmus, we were able to reach some answers from different regions. 

Another point to highlight is that having reached only 206 answers, the conclusions 

made based on this sample might not be accurate or representative to the entire 

Spanish population. 

Moreover, since our thesis is focused on analyzing the online consumer behavior of the 

Spanish society; the target was reduced to those who actually have not only got access 

to a computer, but also to the Internet.  

To sum up, we would like to say that we have tried our best when searching for 

information and reliable data, but these factors have restricted our sources of 

information. 
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6.3 FURTHER RESEARCH 

This research has provided useful information regarding the crisis in Spain and the 

online consumer behavior change because of its affection, despite the limitations that 

have interfered on its development (as it is explained just above). 

The findings can be the base for future investigations regarding the online consumption 

as well as the analysis of the factors that can affect its behavior. It could be interesting 

to make a larger study basing on the whole Spanish population, which will provide 

better and more representative results. 

After some years, the e-commerce might be much more developed and “installed” on a 

larger amount of population as a habit; not only in Spain, but in many other countries. 

This will allow future researchers to compare different countries evolution between one 

another.  

Studies can be performed from another point of view, for example, analyzing the B2B 

market or focusing in one company’s financial results evolution with the introduction of 

the online shop on their activities. 
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7. APPENDIX I: QUESTIONNAIRE 

7.1.  Spanish version (sent to the sample) 

Gracias por rellenar esta encuesta 

Es completamente anónima y no se registra ningún dato personal. Se utilizará 

exclusivamente para elaborar una tesis de dos estudiantes Erasmus españolas en la 

Universidad de Halmstad (Suecia). CONTACTO: Miren_92ss@hotmail.com 

1 - Edad 

 16 a 24 años 

 25 a 34 años   

 35 a 44 años   

 45 a 54 años  

 55 a 64 años   

 65 ó más años 

 

2 - Género 

   Hombre 

   Mujer 

 

3 - Código postal 

 

4 - Nivel de estudios 

   Educación primaria o menos   

 Educación secundaria (instituto, FP)   

 Educación superior (universidad) 

5 - Ocupación Laboral 

 Estudiant
e  
 

Trabajado
r/ a 
jornada 
parcial 
 
 
  

Trabajado
r/ a 
jornada 
completa 

Desempleado/
a 

Jubilado/a Sin actividad 
remunerada 
(cuidado 
hogar,...) 

Antes de la 
crisis 
(2008)      

      

Actualment
e (2013)
  

      

 

 6 - Número de miembros del hogar 
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7 - Número de miembros del hogar que obtienen ingresos (salario, pensión o 

prestación desempleo) 

 

 

8 - Ingreso anual del hogar actualmente 

   Prestación/subsidio desempleo  

  Menos de 10.000 euros   

 Entre 10.000 y 20.000 euros   

 Entre 20.000 y 30.000 euros  

  Entre 30.000 y 50.000 euros   

 Entre 50.000 y 70.000 euros  

  Más de 70.000 euros 

 

9 - Cuál ha sido la evolución de los ingresos del hogar entre 2008 (antes del inicio de 

la crisis) y actualmente 

   Tenía empleo y ahora estoy en paro  

  Han bajado mis ingresos   

 Los ingresos siguen igual (no han aumentado o disminuido)  

  Los ingresos han aumentado pero menos de un 10% (como el IPC)   

 Los ingresos han aumentado más de un 10% (por encima del IPC) 

 

10 - ¿Dispone de ordenador en casa u otro tipo de acceso a internet (teléfono móvil, 

tablet,...)? 

 

 Si No 

Antes de la crisis (2008)
      

  

Actualmente (2013)        
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11 - ¿Para qué usa internet?   

     

     

      

     

     

      

     

     

      

          

     

     

      

 

 

 

 

12 - Si no sueles comprar a través de internet ¿por qué? 

min=0 max=5 

 Falta de conocimientos   

 No confío en su seguridad   

 No es necesario, prefiero el comercio tradicional   

 No me fio de la calidad del producto   

 No estoy acostumbrado/a 

 

13 - Con qué frecuencia realiza compras por internet (comercio electrónico) 

 Más de 2 veces al mes  

  Una vez al mes  

  Entre una vez al mes y cada 6 meses  

  Entre una vez cada 6 meses y una vez al año  Nunca 

 

 

  
A 

menudo/Frecuentemente 
Alguna vez Nunca 

Entretenimiento 
(música, 
juegos, 
videos,...) 

   

Para buscar 
información 
(documentos, 
informes, 
blogs,...) 

   

Para comprar 
productos o 
servicios 

   

Trabajo, 
estudio, 
formación,..     
  

   

Noticias 
(periódicos, 
revistas,...) 
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14 - ¿Qué tipo de productos suele comprar? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

15 - Comparando su situación actual (afectada por la crisis) con su situación antes de 

la crisis (2008), ¿cómo ha cambiado el nivel de compra de estos artículos por internet? 

 A menudo-
frecuentemente 

Alguna vez Nunca 

Reserva de 
viajes y/o 
transporte 

               

Entretenimiento 
(música, juegos, 
videos, ...) 

               

Ropa y 
accesorios  

               

Comida, 
restaurantes  

               

Productos 
electrónicos  

               

Equipamiento 
deportivo (ropa, 
calzado, 
material,...) 

               

Productos de 
belleza y 
cuidado personal 
(peluquería, 
masajes, 
spas,...) 

               

Promociones, 
ofertas variadas 

               

Otros                

 Gasto más
 
  

Gasto lo 
mismo 

Gasto 
menos 

Reserva de viajes y/o transporte    

Entretenimiento (música, juegos, videos, ...)    

Ropa y accesorios     

Comida, restaurantes     

Productos electrónicos     

Equipamiento deportivo (ropa, calzado, 
material,...) 

   

Productos de belleza y cuidado personal 
(peluquería, masajes, spas,...) 

   

Promociones, ofertas variadas    

Otros    



 

 
78 

16 - Qué buscas cuando compras online? Numere la respuesta del 5 (Más importante) 

al 1 (menos importante) 

  

Nada 
importante 

Poco 
importante 

Algo 
importante 

Bastante 
importante 

Muy 
importante 

Confort-facilidad                          

Los 
artículos/servicios 
no están 
disponibles en las 
tiendas de mi 
localidad 

                         

Precios más 
baratos 

                         

Descuentos al 
comprar online 

                         

Más variedad de 
productos/servicios 

                         

 

 

17 – ¿Ha afectado la crisis en su forma de comprar productos/servicios por internet? 

 Nada  

 Poco  

 Algo   

 Bastante  

 Mucho 

 

18 - ¿En qué sentido le ha afectado la crisis a la hora de comprar productos? 

  He tenido que dejar de comprar algunos productos   

 Sí, porque yo/mi cónyuge ha pasado a estar desempleada   

 Ahora presto más atención a las marcas y al precio   

  Otras razones (explique brevemente)   

 

19 - Conforme pasa el tiempo y con la crisis que estamos sufriendo, ¿ve el comercio 

electrónico/la compra por internet como una opción para comprar más barato? 

 Si   

 No 
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20 - ¿Ha utilizado internet para la compra y/o venta por subasta (eBay,...) de algún 

producto? 

 

 Sí, he vendido Sí, he 
subastado 

Sí, he 
comprado 

Ninguna de las 
anteriores 

Antes de la 
crisis (2008) 

                    

Actualmente 
(2013) 

                    

 

FIN DE LA ENCUESTA. MUCHAS GRACIAS POR TU PARTICIAPCIÓN. 

 

Finalizar 

 

7.2.  English  version 

Thank you for answering to this questionnaire.  

It is totally anonymous and it does need any personal data. It will be exclusively for the 

development of a thesis of two Erasmus students from Spain, who are currently 

studying in Högskolan I Halmstad University (Halmstad, Sweden). CONTACT: 

Miren_92ss@hotmail.com 

 

1. Age 

 From 16 to 24 years old 

 From 25 to 34 years old 

 From 35 to 44 years old 

 From 45 to 54 years old 

 From 55 to 64 years old 

  More than 65 years old 

2. Gender 

 Male 

 Female 

3. Postal Code  

 
 
4. Studies  

 Primary school or less 

 Secondary school (High school, bachelor… or equivalent titles) 

 University  
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5. Occupation 

 Student Part-time 
worker 

Full-time 
worker 

Unemployed Retired No 
activity – 
take care 
of the 
kids… 

Before the 
crisis 
affection 
(2008) 
 

      

Nowadays 
 

      

 

6. Number of members per household 

 

7. Number of members per household which receive income (salary, 

unemployment or retirenment benefit…) 

 

8. Actual household annual income  

 

  I receive the unemployment payment 

  Less than 10.000€ 

  Between 10.000€ and 20.000€ 

  Between 20.000€ and 30.000€ 

  Between 30.000€ and 50.000€ 

  Between 50.000€ and 70.000€ 

  More than 70.000€ 

  

9. Evolution of the household revenues before and after the crisis affection 

 

  I had a job and now I am unemployed 

  My income has decreased 

  My income remains the same 

  They have increased but less than a 10% (as the CPI) 

  They have increased more than a 10% 

  

10.  Have you got any computer at home or any other accesibility to conect to the 

internet (smartphone, tablet...)? 

 

 

 

 

 

 Before the 
crisis affection 

After the crisis 
affection 

Yes   

No   
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11. What do you use the internet for? 

 Frequency 

 Often Sometime Never 

a. Entertaining (music, games, 
videos,…)  

   

b. To look for information (documents, 
blogs...) 

   

c. For buying products or services    

d. Work, study, formation    

e. News (newspaper, online 
magazines...) 

   

 

12. If your answer is NEVER to BUYING PRODUCTS OR SERVICES ONLINE, the 

reason is (more than one reason can be selected) min=0 max=5:  

 

 Lack of knowledge  

 I do not trust the payment system security 

 I do not think it is necessary, I prefer the traditional way of shopping 

 I do not trust the product’s qualtity 

  I am not used to it 

 
13. How often do you use e-commerce?  

 

 More than twice per month 

 Once a month 

 Between once a month and once every six months 

 Between once every six months and once a year 

 Never 

 

14. What kind of products do you buy? 

 Frequency 

 Often Sometimes Never 

Travel service reservations and/or transport    

Entertainment (books, video games, music, theater...)    

Clothes and accesories    

Food & beverage-restaurant    

Electronics    

Sport equipment (clothes, shoes, materials…)    

Beauty and personal treatments (hairdresser, 
massages, spa,..) 

   

Promotions, variety of offers    

 Others    
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15. Comparing to 2008, nowadays you spend more or less money buying these 

articles on the internet 

 I spend 
more 

The 
same 

I spend less 

Travel service reservations and/or transport    

Entertainment (books, video games, music, theater...)    

Clothes and accesories    

Food & beverage    

Electronics    

Sport equipment (clothes, shoes, materials…)    

Beauty and personal treatments (hairdresser, massages, 
spa…) 

   

Promotions, variety of offers    

 Others    

 

 

16. What are you looking for when shopping online? (assign number 5 to the most 
important reason, and 1 to the least) 

 

Non 
important 

Poorly 
important 

Someway 
important 

Pretty 
important 

Very 
important 

Comfort                          

Buying in shops 
not available in 
your city/offline  

                         

Cheaper prices                          

Discounts – 
sometimes the 
same offline 
products are 
cheaper online  

                         

More variety than 
in the current 
shop  

                         

 

 

17.  Did the crisis affect the way you buy things by internet?  

 

 Not affected 

 Little affected 

 Affected 

 Quite affected 

 Very much affected 
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18. In which sense did the crisis affect the way you buy things? 

 

 Yes, I have to stop buying some things. 

 Yes, because I/my husband/my wife lost the job. 

 Yes, now I try to figure out more about the brands, and the prices. 

  Others, explain briefly: 

 

19. By the time goes on and with the financial crisis we are suffering, do you see 

the online shopping as an option to buying cheaper? 

 

 Yes 

 No 

 

20. Have you used Internet for buying-auctioned any asset or products of your 

own? 

 

 I have sold  I have 
auctioned  

I have bought  None of them 

Before the 
crisis affection 
(2008) 

                    

Nowadays                     

 

THE END OF THE QUESTIONNAIRE. THANKS FOR YOUR PARTICIPATION. 
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8. APPENDIX II: TABLES OBTAINED THROUGH Excel 
 

Table 1: AGE STRUCTURE 

AGE nº % 

From 16 to 24 years 132 65,02 

From 25 to 34 years 29 14,29 

From 35 to 44 years 9 4,43 

From 45 to 54 years 28 13,79 

From 55 to 64 years 5 2,46 

From 16 to 24 years 0 0,00 

TOTAL 203 100 

 

Table 2: GENDER 

GENDER nº % 

Male 83 40,89 

Female 120 59,11 

TOTAL 203 100 

 

Table 3: POSTAL CODE 

POSTAL CODE nº % 

Navarra 63 31,19 

Euskadi 80 39,60 

Cataluña 12 5,94 

Andalucia 11 5,45 

Madrid 9 4,46 

Levante (Valencia, Murcia) 7 3,47 

Interior (Castilla, Rioja, 
Aragón) 12 5,94 

Islas (Baleares, Canarias) 8 3,96 

TOTAL 202 100 

 

Table 4: LEVEL OF EDUCATION 

Level of education nº % 

Primary education or less 0 0 

Highschool 31 15,35 

University and others 171 84,65 

TOTAL 202 100 
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Table 5: Comparison of the evolution of the occupation during the financial crisis and 

nowadays 

ACTUAL 
OCCUPATION 

nº Before the 
crisis 

nº 
Nowadays 

nº Before 
the crisis 

nº 
Nowadays 

Student 146 128 73 63,37 

Part-time employee 5 14 2,5 6,93 

Full-time employee 45 49 22,5 24,26 

Unemployed 1 7 0,5 3,47 

Retired 1 2 0,5 0,99 

Not paid activity 2 2 1 0,99 

TOTAL 200 202 100 100 

 

Table 6: NUMBER OF MEMBERS IN THE HOUSEHOLD 

Number of members in 
the household  nº % 

1 8 3,96 

2 18 8,91 

3 40 19,80 

4 100 49,50 

5 28 13,86 

6 7 3,47 

7 0 0,00 

8 1 0,50 

TOTAL 202 100 

 

Table 7: Number of members in the household receiving salary, unemployment or 

retirement benefit 

Number of members in 
the household receiving 
salary, unemployment or 

retirement benefit 

nº % 

0 3 1,470588235 

1 8 3,921568627 

2 18 8,823529412 

3 40 19,60784314 

4 100 49,01960784 

5 28 13,7254902 

6 7 3,431372549 

TOTAL 204 100 
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Table 8: ANNUAL INCOME RECEIVED PER HOUSEHOLD 

Annual income received per 
household nº % 

Unemployment benefit 3 1,51 

Less than 10.000 euros 8 4,02 

Between 10.000 and 20.000 euros 36 18,09 

Between 20.000 and 30.000 euros 29 14,57 

Between 30.000 and 50.000 euros 76 38,19 

Between 50.000 and 70.000 euros 34 17,09 

More than 70.000 euros  13 6,53 

TOTAL 199 100 

 

Table 9: Evolution of the annual income per household between 2008 (when the 

financial crisis began) and nowadays 

Evolution of the annual income per 
household between 2008 (when the 

financial crisis began) and 
nowadays 

nº % 

I was employed and now I am not 8 4 

My income has decreased 113 56,5 

The income remains the same (it has 
not increase nor decrese) 52 26 

The income has increased but less 
than a 10% (like the Price Index) 15 7,5 

The income has increased more than 
a 10% (more than the Price Index) 12 6 

TOTAL 200 100 

 

Table 10: Have you got internet at home or any other type of access to the internet 

(mobile phone, tablet…)? 

Have you got internet 
at home or any other 
type of access to the 

internet (mobile 
phone, tablet…)? 

nº 
 Before the 

crisis 

nº 
Nowadays 

%  
Before the 

crisis 

% 
Nowadays 

Yes 199 199 98,51 99,5 

No 3 1 1,49 0,5 

TOTAL 202 200 100 100 
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Table 11: USAGE OF INTERNET 

For what you use 
internet? 

% 
Entertainment 

(music, 
games, 

videos,...)  

% To look for 
information 
(documents, 

articles, 
blogs,...)  

% For the 
purchase 
of product 

and 
services 

% Job, 
studies, 

formation...  

% News 
(magazines, 

newspapers…) 

Often/Frequently 80,71 89,85 22,16 83,84 65,99 

Sometimes 15,23 9,64 67,01 11,11 31,98 

Never 4,06 0,51 10,82 5,05 2,03 

TOTAL 100 100 100 100 100 

 

Table 12: If you are not used to buy through the internet which is the reason? 

If you are not used to buy 
through the internet which is 
the reason? nº % 

Lack of knowledge 6 3,2 

Lack of trust 45 24,1 

It is not necessary, i prefer the 
ordinary way of buying  49 26,2 

I don not trust in que quality of 
the product 30 16,0 

I am not used to 57 30,5 

TOTAL 187 100 

 

Table 13: How often do you make shopping through the internet? 

How often do you make shopping 
through the internet? 

nº % 

More than twice a month 18 8,96 

Once a month 42 20,90 

Between once a month and once in 
six months 78 38,81 

Between once in six months and once 
a year 52 25,87 

Never 11 5,47 

TOTAL 201 100 
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Table 14: Which kind of products you used to buy online? 

Which kind 
of products 
you used to 
buy online? 

%Trip 
/Holiday 
and/or 

transportation 

% 
Entertainm
ent (music, 

video 
games, 

videos...)  

% 
Promotio
ns and 
several 
offers 

% 
Other 

%  
Beauty 

products and 
self-care 
products 

(spa, 
hairdresser…

) 

% 
Sport 

equipmen
t  

%  
Clothes and 
accessories 

%  
Food, 

restauran
ts 

% 
Electronic

s 

Often/ 
Frequently 49,47 13,10 14,20 6,12 3,11 6,59 18,60 8,48 8,43 

Sometimes 44,21 25,60 51,70 
32,6

5 18,63 31,14 32,56 25,45 39,76 

Never 6,32 61,31 34,09 
61,2

2 78,26 62,28 48,84 66,06 51,81 

TOTAL 100 100 100 100 100 100 100 100 100 

 

Table 15: Comparing your actual situation (affected by the crisis) and the one before 

the affection of the crisis (2008), has the purchasing level of these products changed? 

Has the 
purchasin
g level of 

these 
products 
changed? 

(2008-
Nowadays

) 

% 
Trip/Holiday 

and/or 
transportatio

n 

% 
Entertainment 
(music, video 

games, 
videos...)  

% 
Promotio
ns and 
several 
offers 

% 
Other 

% Beauty 
products 
and self-

care 
products 

% Sport 
equipment  

% Clothes 
and 

accessories 

% Food, 
restauran

ts 

% 
Electronics 

I spend 
more 18,85 5,33 9,83 3,90 3,07 5,59 7,69 3,80 4,94 

I spend the 
same 57,59 59,17 58,96 

59,7
4 58,90 59,01 61,54 57,59 56,17 

I spend 
less 23,56 35,50 31,21 

36,3
6 38,04 35,40 30,77 38,61 38,89 

TOTAL 100 100 100 100 100 100 100 100 100 

 

Table 16: What are you looking for when buying online? 

What are you looking for 
when buying online? 

nº  
Comfort, 
easiness 

nº  
The 

services 
and/or 

articles are 
not 

available in 
the current 

shop 

nº 
cheaper 
prices 

nº  
Discounts 

nº  
More 

variety of 
products 

and 
services 

Non important 3,76 5,56 0 2,73 4,35 

Poorly important 5,91 8,33 2,69 6,56 9,24 

Some way important 20,43 17,22 11,83 12,57 15,76 

Pretty important 41,40 40,00 27,96 37,70 35,33 

Very important 28,49 28,89 57,53 40,44 35,33 

TOTAL 100 100 100 100 100 
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Table 17: Has affected the crisis in your way of buying products and services online? 

Has affected the crisis in your way 
of buying products and services 

online? 
nº % 

Nothing 66 33,50 

Not too much 63 31,98 

Something 48 24,37 

Quite a bit 17 8,63 

A lot 3 1,52 

TOTAL 197 100 

 

Table 18: In which sense has the financial crisis affected you when purchasing online? 

In which sense has the financial crisis 
affected you when purchasing online? 

nº % 

I needed to stop buying some products 35 19,34 

Yes because me/my spouse has 
becomed unemployed 

3 1,66 

Now i play more attention to brands and 
prices 

132 72,93 

Other reasons 11 6,08 

TOTAL 181 100 

 

Table 19: As the time goes by and with the financial crisis we are experiencing, do you 

see the e-commerce/shopping online as a way of buying cheaper? 

As the time goes by and with the financial crisis we 
are experiencing, do you see the e-

commerce/shopping online as a way of buying 
cheaper? 

% 

YES 83.08 

NO 16.92 

TOTAL 100 

 

Table 20: Have you ever used the Internet for buying, selling or auctioning any 

product? 

Have you ever used the Internet for 
buying, selling or auctioning any 

product? 
% % 

Yes, I have sold 6.03 3.59 

Yes, I have auctioned 1.51 1.54 

Yes, I have bought 24.62 25.64 

None of them 67.84 69.23 

TOTAL 100 100 
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