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? Theory of Planned Behaviour(TPB)

* Technology Acceptance Model(TAM)

* Unified Theory of Acceptance and Use of Technology(UTAUT)
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? Perceived outcome

3 Usage

* Computer self-efficacy

3 Past experience

6 Usefulness

" Ease of use
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6 Specific individual circumstances
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Identify the factors that impact on e-consumers’s decision-making & shopping
Abstract

This Article attempts to identify factors that impact on e-consumer behavior before entering
to e-shop & after actual shopping.Positive & Negative affects to be assess and Separately
describe affects of perceived risk and quality of web design on online consumer
behavior.Finally,this paper offers some suitable solutions.

Keywords:Internet , E-commerce , Consumer behavior , e-shopping , Buying behaviour
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