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non-physical online businesses which is the result of rapid growth and increasing
use of computer technology that makes businesses sellers and buyers
communicate more effectively through the Internet which makes the exchange
process more efficient. The purpose of this study was to provide a framework of
factors affecting online shopping in online businesses using the thematic analysis
method. In order to conduct the research, a qualitative research approach using
semi-structured interviews with online businesses entrepreneurs have been
used. The sample size consisted the logic of theoretical and Purposive sampling
and the achievement of theoretical saturation included a total of 12 people. Data
coding was performed using MAXQDA software. Findings indicate that the
effectiveness of online shopping online businesses is determined with 9 factors
and 45 components (website infrastructure factors, marketing factors, online
shopping experience, political factors, technology-transportation factors,
economic factors, security and risk, Social factors and consumer characteristics).
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1. Introduction

In recent years, a revolution has brought
the world into the information age,
creating dramatic changes in technology
and various aspects of humans’ lives and
the performance of organizations (Vazife
Doost et al.,, 2006). Major commercial
companies, instead of establishing
physical stores, have launched websites,
on which customers select and order
goods and services according to their
wishes (Mirzaei Mohammadabadi, 2016).
The attractiveness of online shopping is
increasing due to the prevalence of the
Internet and Word-Of-Mouth Advertising
(WOMA) about products, services and
brands (Num et al., 2018; Filiri et al., 2018;
Hey, 2019; Asma Gilva et al., 2019; Tata et
al., 2020). The criteria for determining the
framework of factors affecting online
shopping in online businesses are quite
extensive among the entrepreneurs
because of their complexity and diversity
(Silva et al.,, 2019). This study seeks to
provide a framework of factors affecting
online shopping in online businesses from
the perspective of entrepreneurs with a
qualitative approach.

2. Methods

This study is developmental in terms of
purpose because providing a framework of
factors affecting the online shopping is
exploratory in nature. Also, it is a
qualitative study in terms of data type, and
the research method is based on a
thematic analysis. The semi-structured
interview method was used due to the
novelty of the research topic and the
preference of experts over asking specific
questions. After a comprehensive study
and review of the literature, the interview

questions were designed. Other questions
were proposed following the interview
process and analyzing the experts'
answers. The statistical population of this
study consisted of entrepreneurs in the
field of online shopping businesses who
have had a website and more than three
years of experience. In this study, 12 semi-
structured interviews, using a random
sampling method, have been conducted.
From interview 10 onwards, no new
concepts were added to the previous
concepts; however, the interview process
continued until interview 12 to ensure the
theoretical saturation of the interview
process. The thematic analysis method
was used to analyze the data collected in
the interviews. The software analysis tool
was MAXQDAI10. In this study, Clark and
Brown’s  (2006) six-step inductive
thematic analysis method was used.

3. Findings

After conducting purposeful and semi-
structured interviews with entrepreneurs,
all the codes in the interviews which
seemed to be directly related to the
research topic were extracted. After
performing the thematic analysis process,
9 main themes and 45 sub-themes were
obtained. These main research themes are
actually the 9 factors affecting online
shopping in online businesses from the
entrepreneurs’ perspectives.

4. Discussion and Conclusion
According to the results of the
infrastructure factors, websites are the
only significant communication channel
between a business and its audience.
Moreover, depending on the type of
strategy and goal, they have various
specifications. Hence, to achieve a
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professional and user-friendly website,
infrastructure indicators should
constantly be monitored and tracked. The
results also confirmed that, to gain the
trust and loyalty of customers for online
shopping, all walks of businesses should
adhere to the set of ethical rules and
guidelines and do not violate the
marketing factors. Another research
finding was regarding the online shopping
experience. The results showed that to
create a pleasant shopping experience, the
process of using the stores’ websites will
be easy, and they should contain
appropriate information for the users. we
also found that political factors, which
indicate the existence of factors outside
the organizational environment that are in
line with the business goals and affect the
activities of the organization should be
considered as well. It is worth mentioning
that this finding, which has not been
mentioned as an effective factor in the
previous studies, is an innovative aspect of
the present research. Accordingly, it is
suggested that the existence of this group
of factors and their adherence and
observance will facilitate business affairs
and need for coordination. Moreover,
technology and transportation factors as
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an innovative aspect of the current study,
were also found to be affective. It is
suggested to develop technology and
transportation infrastructures as the
important dimensions in the development
of online businesses, considering that
information and electronic technologies
are closely related to e-commerce.
According to the results, through the
economic factors of creating sales
discounts in each repetition of the
purchase, a  beneficial  shopping
experience can be created for the
customers. Security and privacy should
also be other main considerations in
online businesses.
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