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 The increasing impact of the Internet on an individual’s routine life is an undeniable 
fact. The impact of the tools found there goes beyond interactions and relationships to 

affect lifestyle. The types of transactions and sales have caused electronic business to 

emerge. Attempting to gain a larger share of the market and the use of existing 
resources in a competitive market require cooperation between marketers and market 

participants. Market segmentation includes a heterogeneous look in the form of several 

smaller homogeneous markets to respond to different product priorities in important 
parts of the market. The purpose of this study was to segment Internet customers into 

homogeneous categories in order to meet and understand customer requirements 

through marketers and related people. To this end, some questionnaires were designed 
based on psychological, reliable, risk potential, attitude, enjoyment of shopping, and 

purchase tendencies variables, and their validity and reliability were investigated. Then, 
an electronic questionnaire was sent to 2,000 online customers. Finally, 325 completed 

questionnaires were collected from Internet customers. Validity was checked using 

factorial analysis. The Cronbach Alpha coefficient was more than 0.80 for different 
questionnaire structures, and their reliability was confirmed. K-means cluster analysis 

was used to analyze data, through which a maximum of three clusters of Internet 

customers was identified. ANOVA analysis showed significant differences between the 
clusters. In order to determine the effectiveness of Internet customer segmentation, 

multiple discriminate analysis was used. The implications of each cluster were 

determined and some recommendations are presented in the current study. 
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INTRODUCTION 

 

 Market segmentation emerged as a basic concept in marketing in the industry age and was highlighted in 

the communication age to facilitate information reception about customers [1]. Segmentation is an opportunity 

for those demands which were not explained in the field of marketing. Many marketing experts note market 

share as a treat for the modern market which lacks resources. The underlying logic in market division is the 

heterogeneity of products and the purchase behavior of customers, and these differences are explained by 

differences in the products or consumers [29]. Thus, because of increasing international competition, companies 

must consider the sensitivity and individual interests of consumers. Promoting electronic business provides 

simultaneous payment to a lot of customers and decreases barriers to entering the market through the Internet. 

This absorbs markets. Because of increasing online sales and customers in these stores, marketers must 

recognize and understand these markets and its customers better [19]. 

 According to studies from throughout the world, customer segmentation is considered a main factor to 

successful electronic commerce [43, 7]. As mentioned earlier, customer typology and market segmentation is an 

effective tool with which to identify and segment different customer clusters. In fact, the purpose of 

segmentation is to categorize different phenomenon into significant and distinct subgroups. Segmentation 

provides opportunities to the seller for optimizing customers’ requirements in order to increase sales and meet 

customers’ needs. Despite its mentioned importance, there is little segmentation of Internet users which are 

applicative and prevalent like the Boston Consultant Group or Mackenzie [22]. In addition, developing and 
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broadcasting Internet purchasing and exchange in the country and seeking key concepts which increase or 

decrease the number of transactions are required.  

 Internet purchasing is not as desirable in Iran as it is in developed countries, so understanding the 

customer’s needs in an Internet sales channel is an effective tool for the market analyst to enter electronic 

commerce and facilitate market complexity. Yet, no internal studies on Internet customer segmentation have 

been conducted. Therefore, this study investigated segmentation and online customer categorization. The 

purpose of this study was to determine whether or not Internet customers are a homogeneous group. Moreover, 

identifying heterogeneous Internet customers and other factors could improve the Internet market and promote 

its marketers. Therefore, this study determines factors influencing Internet purchasing and customer 

categorization using cluster analysis and the K-means method to better understand these customers and 

implement appropriate marketing programs in this field. 

 

Theoretical principles: 

Categorization, Configuration, Taxonomy, Typology: 

 Categorization in the form of a new management philosophy is one of most fundamental concepts in 

marketing. Smith states, “Market segmentation is a look toward a heterogeneous market in the form of several 

smaller homogeneous markets to respond to different priorities of products in the most important of segments 

[46]. Development and configuration, typology and taxonomy are basic to research in the field of strategy and 

are useful when the purpose of study is to identify dominant patterns in an organization. Typology tries to 

determine ideal issues, but taxonomy tries to categorize the real organization into unique groups in terms of 

study variables. Its purpose is to discover stable groups using different samples and techniques. In short, 

taxonomy is a tool to facilitate thought and decision-making at the macro-level. Based on segmentation, groups 

can be categorized in terms of similar descriptive characteristics which show the generalization of the group. In 

this regard, segmentation is interpreted as structural generalization. This shows the whole infrastructure of 

discernible groups which are not distinguished alone. In addition to a clear structure, a relationship of 

behavioural and trait is occurred [48]. 

 The structure of customer segmentation is that each segment of purchasers is categorized into a subgroup 

aimed at performing a unique marketing program. 

  

History of the study: 

 In this section, aspects and different standards which determine customer traits in the Internet is 

investigated, and several articles concerning market segmentation are presented. In some studies, geographical 

and behavioural variables are suitable resources for segmenting global markets [54, 25]. Other studies focus on 

latent factors related to purchase behaviour; in this study psychological factors are considered as segmentation 

criteria [8, 28]. In studies by Friter and Obrimer (2000) and Nachoom (1994), researchers found that descriptive 

as well as structural features are applicative in segmentation [21, 48]. A Hosseinquli Pour study in 2007 

investigated customer features like geographical, demographic, economic, social, and psychological factors on 

one hand and purchase situations like sell place, benefit seeking, knowledge, and tendencies on the other to 

survey Internet users’ behaviours [29].  

 Mahsavaran and Shavit (2000) found personality structure to be greatly important; it can be used as a factor 

to predict purchaser behaviour and the effect of individual personality on purchase probability [40]. In the early 

1990s, a five factorial model which differed from previous studies was designed and confirmed by different 

researchers [30]. Results of Kini and Chobineh 1998 showed that extroverted personality dimensions like 

loquacity, social ability, appearing in public with confidence, neuroticism, timidity or anxiety, and sensitivity 

are the main separation causes of online consumer behavior [33]. Other researchers believe reliance is a key 

factor in management and customer relationship [16, 45, 18, 51, 52]. In other studies, researchers stated that risk 

plays an important role in customer behaviour, effecting their decision-making to purchase [44, 42]. Attitude is 

one of the most famous, most emphasized components in customer, theoretical [39, 11], and online [12, 10] 

studies. Based on a study of retail markets, researchers found that purchase enjoyment played an important role 

[41, 31, 14]. According to other studies by Bon and Alen (1992) and Dads et al. (1991), purchase tendency is a 

variable that influences purchase decision-making which is inventible in science marketing [9, 17]. Barnz et al. 

(2006) studied Internet customer purchase behaviour in Germany, France, and the USA, all of which differed 

culturally. In this study, cluster analysis was used to categorize all kinds of customers [6]. 

 
Table 1: Shows the criteria and variables used in previous studies to segment markets. 

Researchers Variables Row 

[54] Behavioural variable, geographical variable 1 

[8, 28, 38, 40, 30, 33] Psychological factors 2 

[21, 48] Structural features, descriptive features 3 

[29] Customer trait, feature of purchase situation 4 

[6, 48] Demographic 5 
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[26, 16, 45, 18, 51, 52, 23, 55, 27] Rely to purchase 6 

[32, 44, 42, 5, 15, 8, 53] Probable risk of purchase 7 

[12, 39, 11, 20, 35, 37, 10] Attitude toward purchase 8 

[2, 41, 31, 34, 27, 14] Purchase enjoyment 9 

 

 Based on the above-named studies, the questions of this research are: 

1-Into which groups are Iran’s Internet customers categorized? 

2-What are the main features of each group of Iran’s Internet customers? 

 

Methodology: 

 This study is survey descriptive and applicative in terms of purpose. This study aims to categorize Internet 

customers in homogeneous groups to provide unique marketing programs. 

 

Questionnaire Design: 

 In this study, the required measures of factors influencing Internet purchasing were selected based on a 

study by Barnz et al. (2006) and the history of the study as well as demographic criteria. Samples included 6 

groups with main variables and each one had measures. Study data was gathered using a questionnaire 

consisting of 38 questions, 6 of which were related to demographic variables which were measured using 

nominal scales, and the other 32 were measured using a 5-option Likret scale (1 completely disagree to 5 

completely agree). Measures of the questionnaire are given in Table 2.  

 The primary questionnaire was designed based on extracted measures, and its validity was verified in the 

literature and proven by online sales experts and information technology scholars using the face-to-face method. 

Results were compared and the questionnaire was modified. 

 
Table 2: Customer grouping criteria [6] 

Resource Criteria Row 

[48] Demographics (gender, age, education, marital status, use the Internet daily, having to buy 
online) 

1 

[13] Psychological (extraversion, neuroticism) 2 

[26] Reliance 3 

[12] Attitude 4 

[32] Probable risk 5 

[2] Purchase enjoyment 6 

[4] Purchase tendencies 7 

 

Population and statistical sample and data gathering method: 

 The statistical society included all customers who had purchased from Internet sites via Frotel companies. 

The sample volume of 290 was selected using the Kockran formula for an unlimited society. Because of the 

unavailability of sample size, convenience sampling methods were selected. Data was collected through an 

online questionnaire. 3,000 questionnaires were sent to predict irreversibility by email to customers. Finally, 325 

customer-completed questionnaires were returned by email and analysed. A 5-point Likert scale was used for 

online survey research. 

 

Data analysis method: 

 After confirming the validity and reliability of the questionnaire, the K-means cluster analysis technique 

and SPPSS 19 software were used to produce grouping. Then, ANOVA and F statistic tests were used to reflect 

differences between different clusters of Internet customers. In the final step; discriminate analysis was used to 

determine the efficiency of the categorizing method.  

 Clustering is defined as dividing a heterogeneous group into several homogeneous subgroups. It seeks the 

maximum difference and minimizes it between groups [24]. Cluster analysis can be used to discover data 

structures without interpretation. In other words, this method easily discovers structures in the data without any 

explanation. There are three common clustering methods: hierarchical methods (Ward Variance minimum), 

non-hierarchical methods (k-means), and artificial neural nets [29]. The K-means method is the most practical 

method for clustering data which is included in taxonomy methods. In this method, first presented by Macqueen, 

the number of clusters is stable and pre-determined. First, things are divided randomly into a K cluster. Next, the 

space of each thing is calculated from canter. If the given thing is more than the mean of the cluster and close to 

another cluster, then it is transferred to the closed cluster. This continues until the error function is minimized or 

not to change clusters members [47].  
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Data analysis and study findings: 

Landscape of respondent: 

 Demographic features of respondents were investigated using 5 variables. 77.8% of respondents were men, 

and 22.2% were women. 54.3% of respondents were aged 21-30 years old. The lowest percentage (about 0.6%) 

was allocated to an average age of 50 years or more. Education levels of the respondents were reported as 

follows: 5.2% were low literate, 21.5% had a high school diploma, 11.1% and 40.3% had an associate’s and a 

bachelor’s degree, respectively, and 21.8% had a master’s or higher. Internet consumption day and night (in 

terms of hours) was reported as follows: 7.1% used the Internet for less than one hour, 42.8% spent 1-3 hours, 

24.9% spent 4-6 hours, and 25.2% used more than 6 hours. 55.1% of respondents were single and 44.9% were 

married. 

 

Validity and reliability: 

 Convergent validity was used to investigate the validity, dimension of structure, and internal structures of 

relationships between measures of Iran’s Internet customers. It shows consensus between obtained results and 

theoretical structure [50]. For this reason, confirmatory factorial analysis was used. All questionnaire items were 

significant and any insignificant items were removed. The significant level of Bartlett’s test showed this 

factorial analysis could be used to identify structures. The least KMO index was 0.5, and the maximum Bartlett 

level was 0.5. Results of the confirmatory analysis are shown in Table 3. Cronbach alpha was used to investigate 

the reliability of the questionnaire; the score was 0.806 for all amounts. 

 
Table 3: Confirmatory factor analysis results for questionnaire items. 

Structure Measur

e 

Factori

al 
loading 

KM

O 

Bartlet

t 

Determine

d variance 

Structure Measur

e 

Factori

al 
loading 

KM

O 

Bartlet

t 

Determine

d variance 

(Psychologic

al 
introspection

) 

RB1 .749 .826 .000 52.813 Rely EE1 .558 .850 .000 48.163 

RB2 .821 EE2 .755 

RB3 .856 EE3 .617 

RB4 .637 ES1 .773 

RB5 .529 ES1 .735 

RB6 .718 EM1 .725 

(Psychologic

al 
Neurotic) 

RR1 .782 .893 .000 66.610  EM1 .646    

RR2 .784  EM1 .713    

RR3 .867 Purchase 
enjoy 

L1 .813 .500 .000 66.102 

RR4 .827 L2 .813 

RR5 .842 Purchase 

tendency 

T1 .842 .545 .016 54.955 

RR6 .790 T2 .849 

Attitude 

toward 
internet 

purchase 

N1 .557 .728 .000 48.839 T3 .467 

N2 .724 Perceive

d risk 

R1 .879 .500 .000 77.327 

N3 .750 

N4 .849 R2 .879 

N5 .569 

 

Cluster analysis using K-MEANS technique: 

 As mentioned, this study used the K-means technique to segment customers. The Leman formula was used 

to determine the number of clusters. Leman asserts that the number of clusters must be between  and  , 

where n is sample volume [36]. The number of clusters with 325 volume samples was 5 to 10; 5 clusters were 

selected. Due to the similarity between 1 cluster and 5 clusters, this technique was conducted for 4 and 3 

clusters; finally 3 clusters showed a better separation. In a study by Barnez et al. [6], 3 clusters were used to 

segment Internet customers. ANOVA analysis was used to investigate differences in operation dimensions in 4 

clusters. F statistics showed significant differences between all clusters in all taxon. Based on the cluster 

analysis results, the naming and typology of clusters was obtained and is shown in Table  

 
Table 4: Naming and typology of clusters 

Cluster Name of 
cluster 

Number of 
responders 

(%) 

Personality Reliance Positive 
attitude 

Risk 
aversion 

Purchase 
enjoyment 

Purchase 
tendency extrovert Neurotic 

1 Risk Aversion (26%) 87 3.17 

(a(3 )b(3 

2.33 

(5( )2) 
1.88 

(7( )3) 
2.6 

(6( )3) 
4 

(1( )1) 
3 

(4( )3) 
3.67 

(2( )2) 

2 Purchase 

Interested 

(22%) 72 3.83 

(2( )2) 

3.67 

(4( )1) 

3.5 

(5( )1) 

3.8 

(3( )2) 

3 

(6( )3) 

3 

(7( )2) 

4 

(1( )1) 

3 Cautious And 
Moderate 

(52%) 166 3.83 

(1( )1) 
1.17 

(7( )3) 
3 

(6( )2) 
3.8 

(2( )1) 
3 

(5( )2) 
3.5 

(4( )1) 
3.67 

(3( )3) 

a) Score in each cluster b) Rank compared with other clusters  
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Lablling: 

 In interpreting clusters in the cluster analysis process, the most important step is to name them [49]. To 

name Internet customer clusters, the variable scores between clusters and rank in total variables was used (Table 

4). As a result, three clusters of Internet customers were identified. 

 Cluster 1) Risk aversion. This cluster includes 36% of Internet customers. The highest level of risk aversion 

is found in this group. They are ranked third in the Personality evaluation and second in Neuroticism. These 

individuals rely less on Internet for purchasing and don’t have a positive attitude toward Internet purchasing. 

These individuals are ranked second in purchase enjoyment and second in purchase tendency.  

 Cluster 2) Purchase tendency. This cluster includes 22% of Internet customers. They are second in rank of 

the Personality evaluation, second in rank of Extroverts, and first in Neuroticism. These individuals rely more 

on Internet for purchasing and have a positive attitude toward it. These individuals are very motivated to 

purchase via Internet.  

 Cluster 3) Cautious and moderate. This cluster holds the most Internet customers and includes 52% of the 

study population. These customers are ranked lowest in Neuroticism. They rely on Internet purchasing and have 

a positive attitude toward it. They are moderate and have the lowest rate of purchase tendency. 

 

Discriminant analysis: 

 Discriminate analysis is a separation method that tries to separate group members and data in nominal or 

sequential form using independent variables, and finally to specify variables which separate groups. In this 

method, a qualitative categorized variable and several independent variables reflect the best difference. In this 

study, the survey was conducted on two groups, so discriminate analysis was used. Based on 3 clusters, there 

were two discriminate functions. The cluster name of the statistical sample was considered as the grouping 

variable and Internet customers grouping variables. Wilk’s Lambda and Chi-square, respectively, showed 

discriminate equations and significance of discriminate function. Using this statistic, the efficiency of the 

categorized method or cluster analysis was investigated, and the results are shown below. 

 
Table 5: Wilk’s Lambda 

Function Wilk’s Lambda Chi-square Df Sig. 

1 0.119 652.448 64 0.000 

2 0.388 290.000 31 0.000 

 

 Wilk’s Lambda amount, Chi-square and their significance level shows the significance of the discriminant 

functions. Based on the results of this analysis, applied method is suitable in order to categorizing and producing 

configuration is separated together using cluster analysis. 

  

Conclusion: 

 Clustering is not a final purpose, but a beginning. In the conducted study, Internet customers were 

segmented based on indexes (Criteria), and the behavior of each segment was identified to plan expertise 

services. After surveying different components, Internet customers were placed into three groups with 

significant differences, and the number of obtained clusters was similar to that of Barnez et al., (2006). Due to 

infrastructural and cultural differences, however, like risk aversion and attitude toward purchase, there were 

some differences. Regarding these groups, appropriate strategies could be provided to conduct shoppers toward 

becoming a loyal customer.  

 As mentioned in the history of study, personality and cultural aspects affect probable behaviors, and using a 

stable personality and cultural aspects provide opportunities for managers to make decisions based on this 

theoretical framework [6]. In the risk-aversion group (cluster 1) which consisted of 26% of customers, Extrovert 

and Neuroticism are more than others. These individuals rely the least on Internet shopping, have a positive 

attitude toward online purchasing, and show the highest level of risk aversion. They enjoy Internet purchasing 

less than others and show little interest in it. This confirms the results of studies by Baver (1967) and Kanigham 

(1967), which perceived risk behalf customers, involve all negative consequences of purchase which is not 

predictable and needs specific action to minimize risk [5, 15].  

 Because of this impact on selecting a purchasing place, this component is significantly important. Empirical 

studies have shown that probable risk could decrease customer tendency to online purchasing [53] and provide a 

suitable situation to absorb them in the store. In this regard, there are different strategies, such as patterning 

some stores like eBay which have experienced valuable notes. Four strategies are presented below.  

 Establish controlling tools in the stores by private and public organizations, especially banks which confirm 

transactions. 

 Provide complete information about the seller and the sales process from ordering, to shipping, to after-sale 

services. 

 Rank Internet stores by organizations, unions, and other private institutes which support and supervise the 

sellers so that customers can be easily informed of a seller’s performance and can purchase confidently.  
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 Design a suitable store site to absorb buyers and represent ideas and previous customer experiences with the 

store or a special product, customer-orientation, and providing high quality and suitable prices. Purchase 

enjoyment is achieved by factors like the suitable design of a site, product information, real product images, and 

ease in finding it. In fact, Internet stores should provide a space for customers to suppose real space; thus, 

customers enjoy Internet purchasing. Prices of products play important roles; in order to absorb customers, 

prices should be affordable [3]. 

 Cluster 2 which consists of 22% of Internet customers is the smallest group. Customers in this group are 

extroverted and have the highest level of neuroticism. They rely on Internet purchasing more than others, yet 

they enjoy Internet purchasing less compared with cluster 3. Still, they are motivated to purchase online. 

Purchase tendency is a psychological feature. This index lets researchers identify potential customers, positive 

and negative reasons, and some valuable issues [8]. In this group, customers could be absorbed as loyal 

customers with positive attitudes toward Internet purchasing and gaining some benefits for the lowest prices. 

Customers in this group are motivated to purchase potentially and are categorized as productive customers. 

There are some strategies to maintain these loyal customers. For example, Internet stores award customers for 

purchasing more than a specific price or number. These groups are extrovert, so managers and marketers try to 

collect them via websites, and they share the customers’ information and interests. Customers could therefore 

increase their interaction with sites and Internet stores and be informed about new products. Managers and 

marketers could relate customers and identify their needs and interests.  

 Based on the results of the present study, the biggest cluster (cluster 3) is extroverted and has low 

neuroticism. They are moderate. While these groups enjoy more internet purchasing, they rely less on it and 

show low motivation to buy online. The reliance variable is one of the factors influencing Internet purchasing, 

especially in Iran [3]. Relying can create positive attitudes in customers and provide a safe space. So, reliance 

could be provided by designing a supportive site and purchase process. Decreasing mistrust among customers 

converts risk aversion customers to loyal customers [3]. Group 2 are the simplest group of customers to convert, 

so it is recommended to include them as the first priority. Group 3, which comprises the biggest customer 

groups, is second in priority because of the positive attitude and gain strategies to rely. Finally, it is recommend 

to focus on absorbing group 1, which are risk averted. By implementing marketing activities and strategies, this 

group could enjoy purchasing and reduce Internet purchase risk.  

 According to its history and studies conducted in the field of segmentation, cluster analysis and neural 

network techniques were the most used methods of study. Therefore, it is recommended that future studies be 

conducted using neural network and that results are compared with the study presented here.  

 

REFERENCES 

 

[1] Ahmadi, Parviz Azar, Adel, Samsami, Fardis, 2010. Market Segmentation pharmacological approach, 

neural network (case study: the pharmaceutical market in Iran), Journal of Business Management, 2(6): 1-

20. 

[2] Ailawadi, K.L., S.A. Neslin and K. Gedenk, 2001. “Pursuing the value-conscious consumer: store brand 

versus national brand promotions”, Journal of Marketing, (65): 71-89.  

[3] Alaee Kakhaki, Hossein, Mohammadi Nasab, Ahmad, 2013. Factors affecting the online customer 

satisfaction and priorities, the first national conference on business management, number 231/110, 2013 

[4] Baker, J., M. Levy and D. Grewal, 1992. “An experimental approach to making retail storeenvironmental 

decisions”, Journal of Retailing, 68(4): 445-60. 

[5] Bauer, R.A., 1967. “Consumer behaviour as risk taking”, in Cox, D.F. (Ed.), Risk Taking and Information 

Handling in Consumer Behaviour, Harvard University Press, Boston, MA, pp: 23-33. 

[6] Barnes, J. Stuart, Bauer, H. Hans, Neumann, M. Marcus, Huber Frank, 2006. Segmenting cyberspace: a 

customer typology for the internet, European Journal of Marketing, 41(1/2-007): 71-93. 

[7] Berry, J., 1999. “Why web sites fall short: according to CSC study, top management and IT are out of 

synch”, InternetWeek, (765): 27-8. 

[8] Blackwell, R.D., P.W. Miniard and J.F. Engel, 2001. Consumer Behavior, South Western, Fort Worth, 

TX.  

[9] Bone, P. and P. Ellen, 1992. “The generation and consequences of communication-evoked imagery”, 

Journal of Consumer Research, 19(2): 93-104. 

[10] Brehm, S.S., S.M. Kassin and S. Fein, 2005. Social Psychology, 6th ed., Houghton-Mifflin, Boston, MA. 

[11] Brown, S. and D. Stayman, 1992. “Antecedents and consequences of attitude toward the ad: a meta-

analysis”, Journal of Consumer Research, 19(1): 34-51. 

[12] Chen, Q. and W. Wells, 1999. “Attitude toward the site”, Journal of Advertising Research, 39(5): 27-38. 

[13] Costa Jr, P. and R. McCrae, 1989. NEO PI/FFI Manual Supplement, Psychological Assessment Resources, 

Odessa, FL. 



960                                                  Hossein Alaee Kakhki and Alireza Pooya, 2014 

Advances in Environmental Biology, 8(17) Special 2014, Pages: 954-961 

[14] Csikszentmihalyi, M., 1977. Das Flow-Erlebnis: Jenseits von Angst und Langeweile im Tun Aufgehen, 

Klett-Cotta, Berlin. 

[15] Cunningham, S.M., 1967. “The major dimensions of perceived risk”, in Cox, D.F. (Ed.), Risk Taking and 

Information Handling in Consumer Behaviour, Harvard University Press, Boston, MA, pp: 82-108. 

[16] Deepak, S., J. Singh and S. Barry, 2002. “Consumer trust, value, and loyalty in relational exchanges”, 

Journal of Marketing, 66(1): 15-28. 

[17] Dodds, W., K. Monroe and D. Grewal, 1991. “The effects of price, brand, and store information on 

buyers’ product evaluation”, Journal of Marketing Research, 28(3): 307-19. 

[18] Doney, P.M. and J.P. Cannon, 1997. “An examination of the nature of trust in buyer-seller relationships”, 

Journal of Marketing, 61(2): 35-51. 

[19] Donthu, N. and A. Garcia, 1999. “The internet shopper”, Journal of Advertising Research, 39(3): 52-8. 

[20] Eagly, A.H. and S. Chaiken, 1993. The Psychology of Attitudes, South Western, Fort Worth, TX. 

[21] Freter, H. and O. Obermeier, 2000. “Marktsegmentierung”, in Herrmann, A. and Homburg, C. (Eds), 

Marktforschung: Methoden – Anwendungen – Praxisbeispiele, Gabler, Wiesbaden, pp: 739-63. 

[22] Fritz, W., 2001. Internet-Marketing und E-Commerce, Gabler, Wiesbaden 

[23] Gefen, D., E. Karahanna and D. Straub, 2003. “Trust and TAM in online shopping: an integrated model”, 

MIS Quarterly, 27: 51-90. 

[24] Hair, J.F., R.E. Anderson, R.L. Tatham and W.C. Black, 1995. Multivariate Data Analysis, Prentice-Hall, 

Englewood Cliffs, NJ. 

[25] Hassan, S.S. and L.P. Katsanis, 1991. “Identification of global consumer segments: a behavioural 

framework”, Journal of International Consumer Marketing, 3(2): 11-28. 

[26] Hess, J.S., 1995. “Construction and assessment of a scale to measure consumer trust”, in Stern, B.B. and 

Zinkhan, G.M. (Eds), Proceedings of the AMA Educator’s Conference, Vol. 6, American Marketing 

Association, Chicago, IL, pp: 20-6. 

[27] Hoffman, D., T. Novak and M. Peralta, 1999. “Building consumer trust online”, 

[28] Holt, D.B., 1995. “How consumers consume: a typology of consumption practices”, Journal of Consumer 

Research, 22(1): 1-16. 

[29] Hosseingholipour, Tahmoores, Miri, Mehdi, Morowati sharifabad, Ali, 2007. Market Segmentation Using 

Artificial Neural net, Case Study: meat production (sausage), Quarterly Journal of Humanities, Special 

Management, fall.  

[30] John, O.P. and S. Srivastava, 1999. “The big five trait taxonomy: history, measurement, and theoretical 

perspectives”, in Pervin, L.A. and John, O.P. (Eds), Handbook of Personality: Theory and Research, 

Wiley, New York, NY, pp: 81-97. 

[31] Ja¨rvenpa¨a¨, S.L. and P.A. Todd, 1997. “Is there a future for retailing on the internet?”, in Peterson, R.A. 

(Ed.), Electronic Marketing and the Consumer, Sage, Thousand Oaks, CA, pp: 139-54. 

[32] Ja¨rvenpa¨a¨, S.L. and N. Tractinsky, 1999. “Consumer trust in an internet store: a cross-cultural 

validation”, Journal of Computer-Mediated Communication, 5(2) available at: 

http://jcmc.indiana.edu/vol5/issue2/jarvenpaa.html 

[33] Kini, A. and J. Chobineh, 1998. “Trust in electronic commerce”, Proceedings of the Thirty-First Hawaii 

International Conference on Systems Sciences, IEEE, Maui, HI, pp: 51-61. 

[34] Koufaris, M., 2002. “Applying the technology acceptance model and flow theory to online consumer 

behavior”, Information System Research, 13(2): 205-23. 

[35] Lingenfelder, M. and P. Loevenich, 2003. “Identifikation und auswahl von zielgruppen im e-commerce – 

ergebnisse einer empirischen untersuchung”, Marketing ZFP, 25: 119-31. 

[36] Lehmann, D.R., 1979. Market Research and Analysis. Irwin, Homewood, IL. 

[37] Lynch, J.G., D. Chakravarti and A. Mitra, 1991. “Contrast effects in consumer judgements: changes in 

mental representations or in the anchoring of rating scales?”, Journal of Consumer Research, 18(3): 284-

97. 

[38] McCrae, R.R. and P.T. Costa, 1997. “Personality trait structure as a human universal”, American 

Psychologist, 52(5): 509-16. 

[39] Mac Kenzie, S.B., R.J. Lutz and G.E. Belch, 1986. “The role of attitude toward the ad as a mediator of 

advertising effectiveness: a test of competing explanations”, Journal of Marketing Research, 23(2): 130-

43. 

[40] Maheswaran, D. and S. Shavitt, 2000. “Issues and new directions in global consumer psychology”, Journal 

of Consumer Psychology, 9(2): 59-66. 

[41] Marmorstein, H., D. Grewal and R. Fishe, 1992. “The value of time spent in price-comparison shopping: 

survey and experimental evidence”, Journal of Consumer Research, 19(2): 52-61. 

[42] Mayer, R.C., J.H. Davis and D.F. Schoorman, 1995. “An integrative model of organizational trust”, 

Academy of Management Review, 20(3): 709-34. 

[43] Miller, T.E., 1996. “Segmenting the internet”, American Demographics, 18(7): 48-52. 



961                                                  Hossein Alaee Kakhki and Alireza Pooya, 2014 

Advances in Environmental Biology, 8(17) Special 2014, Pages: 954-961 

[44] Mitchell, V.W., 1999. “Consumer perceived risk: conceptualizations and models”, Journal of Marketing, 

33(1): 163-96. 

[45] Morgan, R.M. and S.D. Hunt, 1994. “The commitment-trust theory of relationship marketing”, Journal of 

Marketing, 58(7): 20-38. 

[46] Mortazavi, Saeed, Aseman Darreh, Yasser, Najafi Siahroud, Mehdi, Alevi, Syed Moslem, 2011. 

segmenting the market for mobile handsets based on the benefits expected by customers, Journal of 

Business Management, 3(8): 115 to 132. 

[47] Momeni, Mansour, cluster data (cluster analysis), 7-7560-04-964-978, autumn 2011 

[48] Nachum, L., 1994. “The choice of variables for segmentation of the international market”, International 

Marketing Review, 11(3): 54-67. 

[49] Pouya, Alireza, Mokhtari, Hamed, 2012. configuration strategies of service operations in the hospitality 

industry, case study: Mashhad city hotels, hotel apartments, Journal of Management Studies Tourism 

Year, VII(17): 33-60. 

[50] Pouya, Alireza, Adel Azar, 2011. Taxonomy from production strategies in Iran, Iranian Journal of 

Management Studies Human Sciences, online publication, January 2011 

[51] Sirdeshmukh, D., J. Singh and B. Sabol, 2002. “Consumer trust, value, and loyalty in relational 

exchanges”, Journal of Marketing, 66(1): 15-37. 

[52] Sydow, J., 2000. “Vertrauen und Electronic Commerce – Vertrauen nicht nur in elektronische Netzwerke”, 

in Wamser, P. (Ed.), Electronic Commerce: Grundlagen und Perspektiven, Vahlen, Mu¨nchen, pp: 259-70. 

[53] Tan, S.J., 1999. “Strategies for reducing consumer’s risk aversion in internet shopping”, Journal of 

Consumer Marketing, 16(2): 163-80. 

[54] Walters, P.G.P., 1997. “Global market segmentation: methodologies and challenges”, Journal of 

Marketing Management, 13(3): 165-77. 

[55] Yousafzai, S.Y., J.G. Pallister and G.R. Foxall, 2005. “Strategies for building and communicating trust in 

electronic banking: a field experiment”, Psychology and Marketing, 22(2): 181-201. 


