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Abstract 

The main purpose of the research is to analyze the significance of determinants of young people’s online shopping 

behaviour in the Republic of Macedonia. The research was conducted among more than 355 students (graduate and 

postgraduate) using structured questionnaire (both online and offline) including demographic characteristics of the 

respondents and their online behaviour measured by time spend online, devices predominantly used to connect to 

internet and frequently visited sites for online shopping. In addition, questions concerning their preferences for types 

of goods that are bought online are included in the questionnaire. Online shopping is gaining popularity especially 

among youth in the Republic of Macedonia. It has been recognized that youth are strongly representative sample of 

today’s online population in our country. The research model is based on Unified Theory of Acceptance and Use of 

Technology (UTAUT) model which provides a framework for explaining and predicting technology use behaviour, in 

our case online shopping behaviour. Original constructs that were included are: performance expectancy; effort 

expectancy; social influence; facilitating conditions and behavioural intention toward using technology. As 

extensions of the original model, we added three more constructs proposed by UTAUT2 model – hedonic motivation, 

price value and habit that are proven to be determinants of online behaviour. The results showed that all predicted 

relationships are proved to be significant. From the regression analysis and the proved relationships between 

constructs we can conclude that UTAUT2 model is good representation of real determinants that influence online 

shopping behaviour among young people in the Republic of Macedonia. This research represents pilot study in this 

field in the country and in the region. Hence it could be used as a good base for further research in this scientific 

area and as a guideline for e-commerce managers and marketers to improve shopping experience and customer 

service. 

 

Keywords: UTAUT2, online shopping behaviour, Republic of Macedonia 

 

JEL Code: O33 
 

Introduction 
 

Online shopping as phenomenon of the digital age is the activity of buying products or services over the Internet. It 

means going online, landing on a seller's website, selecting something, and arranging for its delivery. In our paper we 

are focused only on the second dimension – the shopping side or the customer side of online shopping. After the dot 

com crash, online shops were at first commodity specific. Now, there are online shops that are integrators, but 

commodity specific shops are present as well. The invention of PayPal and its wide spread usage and the stable 

growth of e-commerce in the last two decades are solid foundations for the future of online shopping (Kaur and 

Kharoud, 2015).  

 

In order to explain the importance of the research, only several indicators and trends will be presented. Although 

B2C e-commerce is often used synonymously with online shopping or online retail, it also spans growing categories 

such as paid online services or paid content. Global online retail sales are growing and is estimated to reach 8,8% of 

total retail spending in 2018 as compared to 7,4% in 2016 and estimated online retail sales worldwide (in trillion 

USD) for 2018 is $2.489.  In terms of country, UK has the highest retail e-commerce sales as % of total retail sales 

(15,6%), followed by China (13,8%), Norway (11,5%), Finland (10,8%) and South Korea (10,5%) 

(https://www.ipc.be).  Digital buyers’ penetration worldwide in 2018 is estimated as 47,3% of total internet 

population and 11% of e-sales for 2018 will be performed via smartphone.  Nearly one in four online shopper shop 

online at least once a week. Males are more frequent shoppers than females (shop at least once a week) and age 
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group 30-39 are the most frequent shoppers, 37% of them shop at least once per week (https://www.ipc.be). Asia-

Pacific will remain the world’s largest retail e-commerce market, with sales expected to top $2.725 trillion by 2020 

and the fastest rise in retail e-commerce sales (www.statista.com). Expanding middle classes, greater mobile and 

internet penetration, growing competition of e-commerce players and improving logistics and infrastructure will all 

fuel e-commerce growth in that region. 

 

With digital buyer penetration expected to edge close to 50 percent of internet users worldwide in 2018, the e-

commerce industry is set to evolve and expand. Amazon Inc., Wal-Mart Stores Inc. and Apple Inc. are taking the top 

three spots of the list of biggest e-commerce retailers list by revenue. According to eMarketer, Amazon’s e-

commerce sales are $79,3 billion while Wal-Mart has $13,5 billion and Apple totals $12 billion (or 7,7% of the total 

sales). Amazon’s pure e-commerce revenue represents 74,1% of total sales (eMarketer.com). Books (68% bought 

online), electronics (67% bought online) and office supplies (51% bought online) are leading products for online 

shoppers in USA (Walker Sands, 2016, p.11).  

Almost 68 % of internet users in the EU shopped online in 2017. The most popular type of goods and services 

purchased online in the EU was clothes and sport goods (64 % of e-buyers), followed by travel and holiday 

accommodation (53 %). Gender, age, level of education and employment affect e-commerce activity. For men, the 

share of online shoppers among internet users was slightly higher than for women (69 % and 66 %, respectively), 

while people aged 25-34 are more active e-shoppers than other age groups. Employees and the self-employed (73 % 

of internet users) and students (70 %) shop online far more than retired/inactive or unemployed people. Of all e-

buyers 69 % reported to have no problem when purchasing online. The main reason given for not making purchases 

online in the 12 months prior to the survey was a preference for shopping in person in order to be able to see the 

products before purchasing them, out of loyalty to shops or by force of habit (69 %) and very few (6%) of those who 

had not made online purchases considered that the delivery of goods would be a problem 

(http://ec.europa.eu/eurostat).  

Regarding the indicative data for e-commerce in the Republic of Macedonia, in 2016 internet penetration was 75,3%. 

Among the age group 15-74, 72,2% used the Internet in 2016 and of those 81% could access the internet via a 

smartphone (stat.gov.mk). Of those with internet access, 19,3 % ordered through the internet in 2016;  40,8% from 

local companies, 20,7% from the EU, and 58,6% from other areas of the world. Consumers in Macedonia spent $ 95 

million on online purchases of clothing and sports equipment (55%), electronic equipment (16,3%), household goods 

(13,1 %), computers (8,3%), hotel accommodation (9,7%), tickets (6,8%) and books (66%) in 2016 

(https://www.export.gov/).  There isn’t significant difference in the usage of the Internet among males and females. 

Young people (15-24) are using the Internet 98%, but 30% of them used it to shop online in the 2017 

(www.stat.gov.mk).  

Online shopping remains in the early stage of development in the Republic of Macedonia having in mind economic 

barriers such as the size of the market, underdeveloped delivery channels, inability to use online payment, customs 

barriers etc. The small size of the market makes it economically not profitable to ship goods in the country, so 

logistics issues are very important treats. Many local consumers and business people have poor ICT literacy and lack 

knowledge.  Consumers still prefer face-to-face interactions and cash payments.  The legal and regulatory framework 

is not fully up to date. Customers from all around the world shop online, but the way they perceive and purchase 

products online widely varies There is no knowledge about the acceptance of online shopping and the factors which 

influence this behaviour in the country and this paper represents the first attempt to clarify determinants of online 

shopping adoption by young people in the Republic of Macedonia using UTAUT2. 

 

Background perspective - Literature review   
 

The literature of new technology adoption is versatile and there are several approaches that are elaborated and widely 

used by the researchers. These models have their origins in the disciplines of psychology, information systems and 

sociology and are intended to predict and understand people’s intention, behaviour and attitude towards use of a 

technology and therefore they are relevant to explore the adoption of online shopping.  

 

Davis’s technology acceptance model (TAM) has become one of the most widely used and empirically validated 

models within information systems research (King and He, 2006). This model is based on the assumption that the 

major factors influencing intention to use any technology are predicted by perceived usefulness and perceived ease 

of use (Davis et.al., 1989). Since the research regarding user acceptance involves different technologies, in order to 
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determine the acceptance of a specific technology, researchers usually extend the basic TAM with other constructs 

that are appropriate for the technology being tested (Legris, Ingham and Collerette, 2003). Venkatesh, Morris, Davis, 

and Davis (2003) synthesized models into the unified theory of acceptance and use of technology (UTAUT). 

UTAUT defines four key factors (i.e., performance expectancy, effort expectancy, social influence, and facilitating 

conditions) and moderators (i.e., age, gender, experience, and voluntariness) related to predicting behavioural 

intention to use a technology. Venkatesh, Thong and Xu (2012) proposed and tested UTAUT2, which incorporates 

new constructs (i.e., hedonic motivation, price value, and habit). In the latest paper (Venkatesh, Tong, Xu, 2016) 

gave an overall evaluation of the use, developments, research directions, limitations, gaps and opportunities and 

directions for further research. Consumers as a user type served as the context for the extensions in UTAUT2 

(Venkatesh et al., 2012) and, in particular, for the new endogenous mechanism underlying the relationship between 

price value (not relevant in organizational context) and behavioural intention. Facilitating conditions and habit 

influence both behavioural intention and technology use. Venkatesh suggested (Venkatesh, Tong, Xu, 2016) that the 

main effects in UTAUT2 should serve as the baseline model of future research for parsimony and refining current 

context effects and/or identifying new context effects along the following four dimensions: environment, location, 

organization, and event. As regards online shopping there are several papers that are using UTAUT (and extensions) 

to explain determinants of behaviour and motives to shop online.  Lian and Yen (2014) are investigating drivers and 

barriers affecting older consumers’ intention to shop online and they concluded that major drivers are performance 

expectations and social influence, while major barriers are value and tradition. In another work, Martins, Oliveira, 

and Popovic (2014) developed a conceptual model that combines the UTAUT with the perceived risk as added 

construct to explain behavioural intention and internet banking use behaviour. Weerakkody, El-Haddadeh, Al-Sobhi, 

Shareef, & Dwivedi (2013) used an extended UTAUT model as the theoretical basis utilizing trust in the 

intermediaries.  Moreover, adding a construct (perceived information security) to the UTAUT and altering the 

original model, Alshare and Mousa (2014) extended the applicability of the model to different contexts such as 

consumers, a developing country, and a new technology (mobile payment device). Lallmahomed et al. (2013) added 

new main effect in the classical UTAUT while investigating consumer behaviour online. Namely they proved that 

hedonic performance expectancy have a positive effect on behavioural intention. Lu et al. (2009) argued that income 

and location can be used as new moderators of main effects, so low income discourages internet shopping and 

transactions. Saeed (2013) analysed UTAUT determinants in mobile banking. Based on this perspective, perceived 

financial control is proposed as the main value driver and its relationship with use intentions and channel preference 

along with ease of navigation and facilitating conditions is examined in the context of mobile banking.  

 

Concerning recent developments in research of online shopping behaviour using UTAUT2 we can conclude that they 

are strictly focused on various aspects such as type of product or service, demographics, geographical area, and are 

using specific additions (extension) appropriate for the field of research. Having in mind the usability and popularity 

of UTAUT2 there is no doubt that further extension will be proposed to study technology acceptance on individual 

level. In the Balkan region, to our best knowledge, recently only the study of Renko and Popović (2015) explores the 

consumers’ acceptance of electronic retailing using TAM among Croatian consumers. To address this gap, the goal 

of our research is to investigate the determinants affecting online shopping adoption by young people in the country.  

 

The research model used in this survey, which is based on UTAUT2 model, is presented in Figure 1. Original 

constructs that were included are: performance expectancy; effort expectancy; social influence; facilitating 

conditions and, behavioural intention toward using technology. As extensions of the original model, we added three 

more constructs proposed by UTAUT2 model – hedonic motivation, price value, and habit that are proven to be 

determinants of online behaviour.  

 

Performance expectancy  (PE) is defined as the degree to which using a technology will provide benefits to 

consumers in performing certain activities; effort expectancy (EE) is the degree of ease associated with consumers’ 

use of technology; social influence (SI) is the extent to which consumers perceive that important others (e.g., family 

and friends) believe they should use a particular technology; and facilitating conditions (FC) refer to consumers’ 

perceptions of the resources and support available to perform a behaviour (e.g., Brown and Venkatesh 2005).  

Performance expectancy, effort expectancy, and social influence are expected to influence behavioural intention to 

use a technology.  

 

Hedonic motivation (HM) is defined “the fun or pleasure derived from using a technology”, and it has been shown to 

play an important role in determining technology acceptance and use (Brown and Venkatesh 2005). It is the “fun” 
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dimension of the attitude (Bruner and Kumar, 2005). Therefore, hedonic motivation is considered to be predictor of 

consumers’ behaviour and use of technology.  

 

Figure 1: The Research Model (based on UTAUT2 model) 

   
 

Source: Adapted from Venkatesh, V., Tong, J., Xu,W. (2012.) Consumer Acceptance And Use Of Information 

Technology: Extending the Unified Theory of Acceptance and Use of Technology, MIS Quarterly, 36(1), pp. 157-

178, p.160. 

 

Price value (PV) is specific predictor for consumer technologies because consumers as individuals bear the costs 

unlike workers as employees. The prices and overall costs usually have important influence on the consumers’ 

intention to use a technology. Venkatesh (2012) is explaining that price value can be viewed as a “consumers’ 

cognitive tradeoff between the perceived benefits of the applications and the monetary cost for using them”. From 

the individual consumer view point price value of using the new technology is good when the perceived benefits of 

using the technology are greater than the real costs of obtaining it. In that case, price value has positive impact on the 

actual intention to use the technology.  

 

Experience and habit (HA) are related predictors that are influencing user adoption of technology. Experience is 

measured in quantity of time of operational usage of certain technology by an individual, meaning the more 

experienced the customer is, the higher the possibility for him to have positive attitude towards using a new 

technology is. In the literature, habit has been defined as the extent to which people tend to perform behaviours 

automatically because of learning (Limayem et al. 2007). Further, habit is understood as “learned sequences of acts 

that become automatic responses to specific situations which may be functional in obtaining certain goals or end 

states” (Verplanken et al. 1997). Limayem et al. (2003) defined IS habit as “the extent to which using a particular IS 

has become automatic in response to certain situations.” The key word in this definition is automatic, while habit is 

logically connected with prior behaviour. Experience may, or may not result in the formation of habit. Passage of 

time can result in the formation of differing levels of habit depending on the extent of interaction and familiarity that 

is developed with a target technology (Venkatesh et al, 2012). In this context, habit is a perceptual construct that 

reflects the results of prior experiences. Kim and Malhotra (2005) and Limayem et al. (2007) found empirical 

evidence that prior use was a strong predictor of future technology use. In their research, Wang, Harris and Patterson 

(2013) concluded that as learning occurs and experience accumulates, customers’ continued use of a certain 

technology is initially largely rational driven (self-efficacy), then largely emotional driven (satisfaction), and, finally, 

habitual (habit). Over time, habit completely mediates the impact of intentions on future usage.  

 

We would like to point out that for the purpose of this research, although demographic factors are considered 

important moderating factors influencing technology use (Venkatesh, 2012), we decided that for our sample those 

factors are not significant because we examined only students and gender is not important moderator for young 

Performance expectancy 

(PE) 

Effort expectancy (EE) 

Social influence (SI) 

Facilitating conditions (FC) 

Hedonic motivation (HM) 

Price value (PV) 

Habit (HA) 

Behavioural intention (BI) 



381 

 

population.  Based on the discussion above, and the proposed research model, the following research hypotheses 

were set:  

 

H1: Performance expectancy will positively influence behavioural intention.  

H2: Effort expectancy has a positive effect on behavioural intention.  

H3: High social influence will lead to increased behavioural intention.  

H4: Facilitating conditions have a positive effect on behavioural intention. 

H5: High hedonic motivation will lead to increased behavioural intention. 

H6: Higher value-price ratio has positive effect on behavioural intention.  

H7: Habit has a positive effect on behavioural intention. 

 

Methodology and results 
 

А survey was performed based on the previously prepared questionnaire. Regarding the structure of the 

questionnaire, it consists of eight parts. The questions in the first part (A) refer to the demographic characteristics of 

the sample. All other parts comprise questions regarding the constructs that define our research model. A five point 

Likert scale was used. The research was conducted during the period from October 2017 to November 2017. The 

questionnaire was administered to undergraduate and postgraduate students at the largest state university Ss. Cyril 

and Methodius in Skopje. According to the latest data of the State Statistical office of the Republic of Macedonia, 

young people are the most online active population in the country (as in October, 2017, 98% of young people in the 

age group 15-24 used internet (www.stat.gov.mk)). Therefore, the sample for this study consists of university 

students (graduate and postgraduate) ranging in age from 18- 35. 

 

The total number of received answers was 423, but after the filtering of the data, 355 questionnaires were included in 

the research, the rest were excluded from further analysis due to the missing data (more than 10% missing data), low 

standard deviation in answers, and more than one answer in the fields (Hair, 2010). In the Figure 2 the demographic 

characteristics of the sample are presented.   

 

Figure 2: Demographic profile of respondents (%) 

 
Source: Research 

 

From the demographic structure of the sample it can been concluded that most of the respondents shop online at least 

once in six months, but only 5,6% are very frequent shoppers online meaning shop online once per week. Shopping 

online is mainly via laptop or desktop.  
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Descriptive statistics for the mean of the constructs are the following: performance expectancy 4,03, effort 

expectancy 4,26, social influence 3,09, facilitating conditions 4,34, hedonic motivation 3,82, price/value and 

price/saving orientation 4,10, habit 1,98 and behavioural intention 3,92. The variables facilitating conditions and 

effort expectancy got the highest means which is indicator that young people have the necessary knowledge and 

preconditions to shop online. The coefficients of variations showed that habit and social influence are the most 

variable constructs, which is explainable by the age of the respondents.  

 

Tau-equivalent reliability was calculated for the constructs and for all constructs the coefficient is acceptable having 

in mind the number of items per construct (3 or 4) and the sample size.  The coefficients are for Perceived usefulness 

0,703, Perceived ease of use 0,84, Social influence 0,856, Facilitating conditions 0,750, Price/value and Price-saving 

orientation 0,700, for Habit 0,801 and for Bihevioral intention 0,797. For the construct Hedonic motivation we 

decided to exclude the item Shopping online is for fun, because without that item the alpha coefficient was higher – 

0,795.  

 

A correlation analysis was performed based on each of the constructs defined in the research model. The results of 

the correlation analysis of the construct Behavioural intention and other constructs are given in the Table 1. All 

coefficients are satisfactory, although the relationship varies in strength from one construct to other. 

 

Table 1.  Inter-item Pearson correlation matrix of study variables  

 BI 

BI 1,000 

HA 0,466 

PV 0,265 

HM 0,453 

FC 0,336 

SI 0,433 

PE 0,425 

EE 0,385 

Source: Research 

 

The findings regarding the research hypotheses are summarized in Table 2.  

 

Table 2: Hypothesis testing results from regression analysis 

Hypothesis Variable β  Significance  

H1 PE-BI 0,425 0.000 

H2 EE-BI 0,419 0.000 

H3 SI-BI 0,340 0.000 

H4 HM-BI 0,378 0.000 

H5 PV-BI 0,255 0.000 

H6 HA-BI 0,363 0.000 

Source: Research 

 

All predicted relationships proved to be significant. From the regression analysis and the proved relationships 

between constructs we can conclude that the modified UTAUT model is good representation of real factors 

influencing online shopping behaviour among youth in the Republic of Macedonia. It should be noted that in the 

original UTAUT, the moderating effect of the demographic variables (gender, age, experience, and voluntarism) 

were investigated. In our case, that was not an option having in mind the focus on young people.  

 

Conclusions 
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The primary objectives of this study were (i) to explore the factors that influence consumer’s intention to shop 

online; and (ii) to test the applicability of UTAUT2 framework in our country. The results of this study confirmed 

that the main components of UTAUT2 were significant in predicting youngsters’ intention to shop online. Online 

shopping is fully accepted as modus vivendi among youth in the country. All factors proved to be significant 

predictors of intention to shop online. The UTAUT2 model proved to be appropriate presentation of the current 

situation. Still, we can point out that the concepts of price/value and price/saving and especially hedonic motivation 

are not appropriately understood according the original UTAUT2 statements that explain them. Trust and anxiety can 

be included as well.  However, young people don’t have and/or understand the term computer anxiety. We explain 

that by the widespread use of fast broadband connections, modern devices, nonexistence of language barriers among 

young people in the country etc.  

 

The frequency of shopping online is still not comparable with the frequency of online shopping of the developed 

countries. The overall level of socio-economic development and other factors are influencing the fact that young 

people are not buying online that often. Almost 60 percent of online purchases in 2016 were made from foreign 

websites, with   Aliexpress.com the most popular (https://www.export.gov).  The users mostly ordered consumer 

goods such as clothes and sports equipment. For specific needs, eBay is used, although on a much smaller 

scale.  Young consumers are extremely price sensitive, and price is usually the decisive factor in purchase decisions. 

From the analysis of our data young people mostly bought online tickets and traveling arrangements. Videogames 

and apparel are popular items to shop online as well. Books, music and food according our sample are not purchased 

online that much.  Grouper.mk (a local version of Groupon) is the most popular domestic e-commerce site.  Other 

local businesses selling to customers online include companies that sell event tickets, deliver groceries, and deliver 

carry-out restaurant meals. Customers shopping online, including through Facebook, generally pay cash upon 

delivery. Consumers in Macedonia may use PayPal only to send funds. Macedonia’s Customs Administration is 

aware of the potential for intellectual property rights (IPR) infringement in e-commerce.  The Customs 

Administration inspects packages arriving from foreign online retailers and holds IPR infringing goods. Banks offer 

e-banking services, but there is no wider support stimulating e-commerce activities.  

 

The current research on factors that determine e-commerce adoption has been primarily conceptualized and 

conducted in developed countries (Ashraf, Thongpapanl and Razzaque 2015; Lawrence and Tar, 2010). The 

implementation of the original UTAUT2 model cannot be based solely on experience in developed countries due to 

cultural differences, socio-economic peculiarities, legislation, economic development etc. Therefore the results of 

this research can represent an input in improving the overall experience in online shopping in countries in the region. 

This research represents pilot study in this field in the country and one of a few in the region. Hence it could be used 

as a good base for further research in this scientific area and as a guideline for e-commerce managers and marketers 

to improve shopping experience and customer service. 
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