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Abstract:  

  Online shopping has become an inevitable trend in many countries around the world as the 

development of the strong internet and digital has contributed greatly to the popularity of online 

shopping. Accordingly، this study aimed at analyzing the factors affecting the online shopping of 

Algerian customers. To do that Qualitative and quantitative research methodology were combined to 

conduct a survey of 45 online customers. The SPSS 20 software package is used to do the analyses by 

applying the multiple regression model to test the study hypotheses، the results showed that there are 

five group factors affecting the adoption of online shopping as follows: behavioral control perception، 

convenience perception، subjective standards، price expectations and website impact. These factors 

were found to be significantly affecting the decisions of Algerian customer towards online shopping. 

Keywords: Online shopping; internet users; Algeria. 
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Reliability   

  
 ) (Cronbach Alpha

 

(1) Cronbach Alpha

 Behavioral control perception 0.713
Convenience  0.711

 perceptionSubjective Standard  0.651
 Price expectation 0.733

Website Impact 0.840
 online shopping 0.676
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validity
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12 26 7 
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3 6 7 

42 93 3 
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21 46 7 
9 20 0 
3 6 7 

12 26 7 
  

SPSS

%%

(7)
% 

6 13 3 
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9 20 0 

24 53 3 
  

SPSS



 
 

433 

4
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2 4 4 
43 95 6 

  

SPSS

5

9
%%

10F % 
Model Summary  (9)  

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 984a 968 964 07027 

SPSS

  ANOVA 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 5 834 5 1 167 236 283 000a 

Residual 193 39 005   
Total 6 027 44    

SPSS



 

434 

4.

 
 % (Belaud , 2011)

:
%

:
%(Hoang & 

P and Hue Chi , 2016)

:
%

(Hoang & P and Hue Chi , 2016)

:
%



 
 

435 

11  

Model Unstandardized Coefficients Standardized Coefficients t Sig. 
B Std. Error Beta 

1 (Constant) - 081 126  - 647 521 
BC 173 016 343 10 930 000 
CP 259 024 376 10 689 000 
PE 192 018 379 10 469 000 
ST 169 011 436 14 931 000 
WEB 221 020 341 11 192 000 

SPSS

 

45 SPSS 

 

 
 

 
 

 
 

 



 

436 

 

 

  
  
 

 
 )

(

 

1 2112

 

2 2117

 

3 2111

4 2114

5 2111

6 2117

7 2116

681114

 

8. Ajzen, I. (1991). The Theory of Planned Behavior. Journal of organizational behavior ،

and human decision processes (50), 179-211. 

9. Belaud, L. (2011). Une approche ergonomique des sites marchands sur internet: de la 

perception au comportement des consommateurs ،Thèse de Doctorat en Sciences de 

Gestion. France: Université de Bourgogne ،DIJO Cedex. 



 
 

437 

10. Chaffey, D. (2006). Internet Marketing Strategy ،Implementation and Practice ،(3 ed.). 

London: Pearson Education. 

11. Hoang, P., & P and Hue Chi, T. (2016). Factors Affecting Online Shopping Trends of 

Vietnamese Youth ،Internationalt. Journal of Economics ،Commerce and 

Management, IV (4), 858-870. 

12. Kalyanaram, G., & Russell, S. (1995). Empirical Generalizations from Reference Price 

Research. Journal of Marketing Research. 

 1الملحق رقم 

الاستبيان 

 

–"في إطار التحضير لبحث بعنوان 

2131

3141

4151

51



 

438 

31111

3111141111

41111

12

23

 

 

Behavior Control Perception 

1 

2 

3 

4 

5 



 
 

439 

convenience perception 

6 

7 

8 

9 

11 

11 

Subjective Standards 

12 

13 

14 

15 

16 

Price Perception 

17 

18 

19 

21 

21 

22 

Website Impact 



 

440 

23 

24 

25 

26 

27 

28 

Online Shopping

29 

31 

31 

32 

33 

34 

35 


