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Abstract: The conceptual model presented in this paper poses that there are 
mainly two types of motivations which determine individuals’ consumption 
behaviour on the web, i.e. utilitarian vs. hedonic. Such motivations, which we 
call meta-dimensions, group into two clearly differentiated categories of a 
variety of benefits sought – i.e. dimensions of meta-dimensions – by consumers 
when navigating the Net. We theoretically analyse a possible relation between 
both groups of motivations. Furthermore, we consider the influence that they 
can exert in developing goal-directed and experiential behaviours, that is, 
behaviours with or without an associated decision problem. Likewise, we also 
reflect on the role played by the optimum stimulation level and flow state. 
Finally, we analyse the possible outcome of online consumption experiences 
taking into account those previous behaviours. 
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1 Introduction 

Technological development in electronic communication infrastructures, from their  
more primitive origins till the more advanced and contemporary forms existing in the 
present day, has caused an increase in the diversity of contexts where the exchange 
relations between individuals take place. Moreover, it has been observed how space  
and time dimensions which have traditionally constrained such exchanges have 
increasingly been attenuated by communication technologies (Sheth and Sisodia, 1997; 
Watson et al., 2002). 

In this sense, individuals – users of such technological evolutions, thanks to the 
processes developed to adopt those media advances, have modulated and adapted  
their own behaviours to the parameters and characteristics defining them. This fact has 
increasingly stimulated the attention of researchers from different disciplines, such as 
computer science, marketing, management, sociology, psychology, etc., with the aim of 
analysing, interpreting and explaining them from their own perspective. 

Specifically, the Internet, one of the last stages of the evolution of electronic 
communication infrastructures, has caused much interest during the last decade. By means 
of its different applications, the web especially, has played a key role that deserves to be 
analysed in depth. It has represented such incrementality in communication processes that 
its rapid diffusion has broadly revolutionised behaviours and conduct patterns of 
individuals, so their consumption patterns; some refer to this as the ‘web effect’ 
(Windham and Orton, 2000). 
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We focus our analysis on the exchange relations with a commercial aim on the web.  
It seems evident both the relevance of and necessity for studying those inherent aspects to 
consumer behaviour on the internet. This will facilitate the comprehension of their 
decision processes, as well as their likely mutation when adapting to the electronic 
markets (see, as e.g., Alba et al., 1997; Peattie and Peters, 1997; Leverick et al., 1997; 
Hamill and Ennis, 1999; Jones and Vijayasarathy, 1998; John et al., 1999; Jevons and 
Gabbott, 2000; Reynolds, 2000; Degeratu et al., 2000; Dickson, 2000). 

Considering the above, the main objective and scope of this paper is to clarify what 
their consumption motivations are and the influence that these motivations exert over the 
development of navigational processes. It is obvious that the study of the consumers’ 
motivations has been always necessary in order to better understand them; this is also true 
in the web context. However, there are relevant research questions treated in this paper 
which have not been tackled by previous related research works. 

First, consumers’ motivations on the web are analysed from a holistic or complete 
perspective. In other words, consumers’ consumption motivation should not only be 
constrained to the consumers’ impulses to shop through the web, but researchers  
must also consider those other motivations related with experiential behaviours.  
This significant question has usually been neglected by previous consumers’ studies on 
the web (Wolfinbarger and Gilly, 2001). We firmly believe this kind of analysis to be  
the most rigorous approach to this research problem: i.e., the online consumption 
phenomenon should be considered in its entirety. This is not a naïve approach if we take 
into account that the web presents several specific characteristics which stimulate these 
kinds of behaviours (Hoffman and Novak, 1996). 

Second, we integrate in our model two psychological concepts which are very 
interesting to complete the explanation of consumption behaviours on the web: the flow 
state and the optimum stimulation level. Their consideration when analysing consumers’ 
behaviours on the web has been recommended by prior studies (see, as e.g., Hoffman and 
Novak, 1996; Steenkamp and Burgess, 2002). These elements must be considered  
to better explain, so understand, the plausible online navigational processes on  
the web. 

All these matters are presented basing on a conceptual model. Though we make use 
of a theoretical modelling approach for developing our proposals – so they are not 
empirically tested, the questions and the theoretical relations that we establish are of great 
interest for fostering the discussion and guiding future research studies interested in the 
online consumption motivations on the web; either theoretical or empirical. 

2 Structure and main topics 

The structure of this paper is fundamentally defined by the theoretical analysis of a set of 
elements and relations included in the conceptual model. These elements can be placed in 
four main stages which are included in the model: 

• dimensions 

• meta-dimensions of consumption motivations on the web 

• the online behaviour trends 

• the expected outcome of the navigational process (see Figure 1).1 
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Figure 1 Conceptual model 

 

In as much as we are making use of a theoretical modelling methodology (see, as  
e.g., Lilien et al., 1992; Moorthy, 1993), a set of relations among the elements or 
concepts considered are put forward by means of propositions, which are theoretically 
analysed. In the following section, we treat that structure in more detail. 

We first distinguish between two main groups of consumers’ consumption 
motivations on the web that we have generically labelled as meta-dimensions. These 
meta-dimensions comprise a variety of benefits sought by consumers when surfing the 
web, which we have grouped into utilitarian and hedonic benefits (Childers et al., 2001). 
However, we have not dealt with those specific benefits in as much detail as it would 
have been required if an empirical validation of this conceptual model were to be tackled. 
This task represents a research problem with enough relevance, which goes beyond  
the objectives of the present paper. For that reason, we have decided to postpone its 
development to a future research work. In any case, for explanatory purposes, we briefly 
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mention some of the main dimensions –i.e., benefits sought–, already considered in 
previous studies, for the two meta-dimensions. 

• Aspects or dimensions related to the utilitarian meta-dimension are better known 
than that related to the hedonic meta-dimension because they have been analysed  
in detail in physical markets, as well as in other market contexts closer to electronic 
markets based on the web; i.e., in-home shopping methods. Some of the most 
frequently mentioned issues are: convenience, easy access to the existing products 
and services, time and money savings (Balabanis and Reynolds, 2001; Bhuian, 2001; 
Donthu and Gilliland, 1996; Ernst and Young, 2000, 2001; Fellenstein and  
Wood, 2001; Korgaonkar and Wolin, 1999; Meeker and Pearson, 1997; Rohm and 
Swaminathan, 2004; Rosen and Howard, 2000; Shern and Crawford, 1999). 

• On the contrary, dimensional aspects defining the hedonic meta-dimension have 
received little attention. In this sense, the paper of Wolfinbarger and Gilly (2001)  
is one of the few that, for the time being, has seriously analysed this question in 
electronic markets based on the web. These authors developed several focus groups 
to discover the main dimensions defining consumers’ hedonic motivations, so 
experiential shopping, on the web. The aspects they found were grouped in the 
following categories: 
• surprise, uniqueness and excitement 
• positive sociality 
• online deal searching 
• involvement with a product class. 

Second, we analyse the two main types of consumption behaviour that can be  
developed by consumers on the web – i.e., goal-directed vs. experiential (Hoffman and 
Novak, 1996) – and their more plausible causes. Attention is paid to the existing relation 
with utilitarian and hedonic motivations. We theoretically analyse a reasonable 
concomitance that may exist between the two meta-dimensions of motivation and 
between the two types of consumption behaviours originated by a possible multi-purpose 
navigational orientation. 

Third, we analyse the expected outcomes of the behaviours. We explicitly focus on 
the buying tendency during the navigational processes. It is important to remember that 
this is an aspect of the consumption phenomena that has polarised academics and 
researchers that study consumer behaviour in electronic markets. 

Finally, following the more recent trends of consumer modelling on the web  
(see, as e.g., Novak et al., 2003; Steenkamp and Burgess, 2002), we theoretically analyse 
the influence of two related but different kinds of consumers’ mental states – flow and the 
optimum stimulation level – in the development of their navigational processes. 

3 Conceptual model 

Traditional approaches to consumers’ behaviour have tended to focus on rational and 
cognitive aspects, ignoring the also important experiential aspects of consumption.  
This has resulted in an inability to explain, accurately and completely, the consumption 
phenomenon. For this reason, a few decades ago the ‘information processing  
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model’ – maybe the most widely accepted approach on which most models of behaviour 
are based – was strongly criticised. This model is a theory which regards the consumer as 
a logical and reflective individual concerned in solving decision problems to make 
purchasing decisions (see one of the seminal papers in experiential consumption: 
Holbrook and Hirschman, 1982). However, individuals’ consumption behaviour is a 
much broader concept, and it would be a naïve mistake to limit it to purchasing 
behaviour, though we are aware that the explanation of purchases is the one that has been 
paid more attention to. 

Hence, it is necessary for models aiming to explain consumers’ motivations,  
as well as the consumption behaviours, that they cause, to be designed in such a way  
that they properly account for the overall value of the experience of consumption  
(Babin et al., 1994; Titus and Everett, 1995); this implies to jointly consider both 
utilitarian and hedonic benefits. Their only purpose should not be necessarily the 
explanation of purchase (see, as e.g., Bloch et al., 1989; Hirschman, 1980; Holbrook and 
Hirschman, 1982). 

If we focus the previous reasoning on the electronic markets based on the web, it 
should be considered that there are some specific characteristics associated to this  
new exchanging context which favour the development of behaviours with hedonic 
orientations (Childers et al., 2001; McMeekin et al., 2000). Therefore, the necessary 
holistic consideration of the experience of consumption becomes essential. This has been 
the underlying philosophy followed to design the consumption motivational model 
previously shown in Figure 1. 

3.1 Consumption motivations on the web: a justification  
of its meta-dimensional division 

3.1.1 Background 

In general terms, motivations are linked to those stimuli and impulses, conscious or 
unconscious, which lead an individual to reduce a state of mental strain originated by one 
or several unsatisfied needs (Schiffman and Kanuk, 1997). Thus, the study of motivations 
is necessary to explain the individuals’ behavioural factors. In this respect, Pieters (1993) 
notes that motivations are the highest level component in the hierarchy of aspects that 
defines every behaviour, owing to the fact that they represent the objectives or benefits 
which an individual aims to achieve by means of his or her actions. 

With regard to the existing categories of motivations, one of the most widely accepted 
approaches in social psychology – hence valid for marketing – is that which distinguishes 
the following categories. 

• Intrinsic motivations, defined by Malone and Lepper (1987) in terms of what  
people do without external inducement, that is, motivations based mainly on 
practising a behaviour for no reward other than the interest and enjoyment that 
accompanies it. Thus, it is usually associated with perceived satisfaction for 
developing that behaviour in itself. 

• Extrinsic motivations, those activities in which individuals engage to obtain  
some benefits, different to those provided by the development of such activities  
in themselves. Therfore, this category is associated with perceived usefulness for 
developing certain behaviours (Eiser, 1986; Teo et al., 1999; Teo, 2001). 
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These are the kind of motivations that causes most of human behaviours 
(Csikszentmihalyi and Nakamura, 1989). 

Likewise, with the aim of being more exhaustive, we present some other categories 
whose use for explaining consumer behaviour in final markets has been defended by 
several authors. These are the following. 

• One of the most popular categories is that of Sheth (1983), who focused on 
explaining consumers’ choices and purchases in physical markets. He distinguishes 
two types of motivations:  
• functional, related to tangible attributes like convenience, variety of selection, 

quality of merchandising, price, availability of information, establishment’s 
proximity, etc. 

• non functional, related to intangible attributes. 

In this sense, Sheth left out some questions directly associated with the retailer  
(as for example image and reputation), since he highlights that the most relevant aspects 
are the consumers’ stimuli aiming to satisfy their social and emotional needs and desires, 
such as interacting with people, searching new and interesting shopping experiences, etc. 
(Eastlick and Feinberg, 1999). 

• The categorisation presented by Bellenger and Korgaonkar (1980) distinguishes 
between two types of consumers considering that their shopping orientations  
might be 
• purely economic, therefore only focused on achieving efficiency in the decision 

making 
• recreational, therefore only focused on achieving pleasant shopping experiences 

(Fenech and O’Cass, 2001).  

• A third classification also distinguishes between two types of shopping motivations: 
• rational, related to driving the behaviour to select those alternatives which 

produce a higher economic utility 
• emotional, related to searching personal and subjective objectives  

(Schiffman and Kanuk, 1997). 

• Likewise, Solomon (1997) differentiates two groups of motivations regarding the 
kind of need that they satisfy: 
• utilitarian, associated with behaviours aiming to look for functional or practical 

benefits 
• hedonic, related to consumers’ emotional answers which pursue new and 

pleasant shopping experiences. 

Therefore, considering the previous review, and leaving apart some details that may be 
argued to differentiate each of the categorisations, it could be concluded that motivations 
which drive consumers’ behaviour are: (1) functional or utilitarian, so driven by 
objective and economic criteria, also related to the extrinsic ones; vs. (2) non functional, 
emotional or hedonic, also related to the intrinsic ones. 
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3.1.2 Consumption motivations on the web 

Although most of the studies, which support the above categorisations do not belong to 
the research trend of consumer behaviour in electronic markets, we think that these 
models can easily be applied to this field. There has been a clear tendency to formally 
distinguish these categories making use of the terms utilitarian vs. hedonic (see, for 
example, Childers et al., 2001; Hammond et al., 1998; Hoffman and Novak, 1996; 
Wolfinbarger and Gilly, 2001). We have followed this notation in our model. 

Apart from that, we should stress the fact that this duality just noted in consumption 
motivations does not necessarily imply that there is independence between both types of 
motivations. In other words, a consumption experience on the web may not only be 
driven by seeking utilitarian or hedonic benefits; i.e., with no interaction between them. 
On the contrary, there may be a relation of dependence and interchange between both 
meta-dimensions when motivating an individual to act. However, it is reasonable to say 
that, though such a relation may exist, in general, it is usually weak and there is often a 
dominant meta-dimension (see Babin et al., 1994; Eiser, 1986). 

Proposition 1: Seeking utilitarian (hedonic) benefits in a consumption experience on the 
web does not exclude seeking hedonic (utilitarian) benefits. Both meta-dimensions may 
coexist, though there should be a dominant meta-dimension which initially defines the 
online behaviour orientation. 

3.2 Consumption behaviours on the web 

Several studies that focused on consumer behaviour in the internet have identified  
two broad categories of behaviours on the web, which can be associated to certain 
motivations or benefits sought in online shopping: goal-directed vs. experiential 
behaviours (Hammond et al., 1998; Hoffman and Novak, 1996, 1997; Novak et al., 2000; 
Wolfinbarger and Gilly, 2001). The former are driven by a specific shopping goal, while 
the latter are more spontaneous and exploratory, seeking for pleasant and funny 
consumption experiences. 

3.2.1 Goal-directed behaviour 

Online behaviours driven by certain shopping objectives are characterised by the 
consumer developing the online search (navigational) process with an epistemic strategic 
orientation (Titus and Everett, 1995). In other words, search patterns are clearly directed 
towards solving a decision problem (Janiszewski, 1998; Moe, 2001). Therefore, they are 
a consequence of several rational impulses aiming to select the best choice; i.e., there are 
underlying motivations that were previously related to the utilitarian meta-dimension. 
This type of online behaviour are associated with those consumers who use the web as a 
means to solve a decision problem, therefore it involves what is usually known as 
prepurchase search (Hoffman and Novak, 1996). 

Proposition 2: Consumers who use the web to solve certain decision problem are  
driven by utilitarian motivations. Consequently, their navigation processes will be 
predominantly goal-directed. 
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3.2.2 Experiential behaviour 

Experiential behaviours on the web are a consequence of consumers’ impulses aiming to 
simply get pleasant consumption experiences. There is no immediate decision problem  
to be solved driving the process of navigation. Consumers developing experiential 
behaviour are characterised by practising an ongoing search process (Hoffman and 
Novak, 1996). So unlike the precedent case, they are not directed by any previous 
shopping goal (Janiszewski, 1998; Moe, 2001). Hence, there are subjacent motivations 
which were associated with the hedonic meta-dimension.  

Proposition 3: Consumers who use the web for hedonic purposes are not constrained  
by an immediate decision problem. Consequently, their navigation processes will be 
predominantly experiential.  

3.2.3 Relation between both online behaviour orientations 

The relation between motivation and behaviour seems obvious. Thus, in a similar way to 
the relation theoretically posed between the utilitarian and hedonic meta-dimensions, it 
can be easily concluded that consumers can also develop multi-purpose consumption 
processes on the web. Moreover, navigational strategies – i.e., behaviour  
orientations – on the web can be even modified while the online consumption experience 
is being developed. This reasoning is based on an adaptation of the reflections of several 
authors to the electronic market context (Bloch et al., 1989; Titus and Everett, 1995). 

Proposition 4: There may be a relation between the consumer’s behaviour/navigational 
orientations on the web, if this consumer is being simultaneously driven by utilitarian and 
hedonic consumption motivations. However, there should be a dominant orientation 
when starting the process of navigation as a consequence of the differences in the 
intensity of initial motivations, which determine, at first, how the consumer will orientate 
such process. 

3.2.4 The optimum stimulation level – flow state partnership: its influence in the 
behaviour orientations on the web 

In order to better understand consumers’ process of navigation it is necessary to also 
consider the plausible influences of their desired and experienced mental stimulation 
states, inasmuch as they can originate different types of online behaviour/orientation on 
the web. This has been the main reason for including these psychological concepts in our 
model. 

A crucial concept is that of flow state, which has been recently imported from 
motivational psychology and successfully adapted to explain consumer behaviour 
phenomena on the web (see, for example, Hoffman and Novak, 1996; Korzaan, 2003; 
Luna et al., 2002; Novak et al., 2000, 2003). Flow state is defined as “the process of 
optimal experience” or the mental state that individuals sometimes experience when  
they are deeply immersed in certain events, objects or activities (Csikszentmihalyi, 1975, 
1977). Csikszentmihalyi (1990, p.3) makes use of the following paragraph to intuitively 
exemplify it. 
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It is what the sailor holding a tight course feels when the wind whips through 
her hair, when the boat lunges through the waves like a colt – sails, hull, wind, 
and sea humming a harmony that vibrates in the sailor’s veins. 

This concept has been adapted to the web environment. Flow state is achieved when the 
consumer is so deeply involved in the process of navigation on the web2 that “nothing 
else seems to matter” (Hoffman and Novak, 1996, p.57). In this respect, Novak et al. 
(2000, p.24) define the consumer’s flow state on the web by the following terms: 

Concentration on the navigation experience is so intense that there is little 
attention left to consider anything else, and consequently other events 
occurring in the consumer’s surrounding physical environment lose 
significance. Self-consciousness disappears, the consumer’s sense of time 
becomes distorted, and the state of mind arising […] is extremely gratifying. 

Therefore, the flow state represents a mental state experienced by an individual  
during the process of navigation. This state determines the consumer’s strategy of 
navigation – i.e., the behaviour orientation – and it may even cause an alternation 
between both types of orientations while the online consumption experience is being 
developed.3 However, there has been a tendency to relate this state of mind to the 
development of experiential behaviours (Hoffman and Novak, 1996; Korzaan, 2003). 
Novak et al. (2000) found that consumer’s consumption experiences on the web were 
positively related to using this medium for hedonic purposes, though negatively related to 
activities implying an obligation; i.e., those involving a more epistemic orientation.  
This fact suggests that during the process of navigation it is more likely for consumers to 
achieve flow when developing recreational activities than when navigating to solve a 
situational decision problem. 

Furthermore, Novak et al. (2003) recently noted, on the one hand, which flow state 
can influence both types of behaviours, though it is more reasonable for the intensity of 
the association to be higher with experiential behaviours. On the other hand, this state of 
mind can be bidimensional; i.e., a consumer could experience both utilitarian and hedonic 
flow states. 

Proposition 5: Consumers achieve flow state during both goal-directed and experiential 
processes of navigation. However, the state of mind achieved will exert an influence on 
the behaviour orientation during the time of the consumption experience on the web.  
This factor should have a more intense influence with experiential behaviours than with 
goal-directed behaviours. 

Proposition 6: Higher flow states will increase the probability that consumers modify 
their initial orientation of navigation, if epistemic, towards experiential behaviours, or to 
maintain it, if the initial orientation is hedonic. 

The concept of optimum stimulation level (OSL) represents the degree of sensory 
stimulation that an individual regards as adequate for himself. So, individuals tend to 
search for experiences that make them experience such desired level of stimulation.  
In this sense, the fact that human behaviour is often motivated to achieve certain 
satisfactory levels of stimulation has been analysed by motivational psychology.  
The essential idea of this motivational approach is that when individuals feel that they 
have not achieved such desired levels of stimulation, then they tend to develop 
exploratory behaviours with the aim of fulfilling that mental state by increasing their 
sensory stimulation (Steenkamp and Baumgartner, 1992; Steenkamp and Burgess, 2002). 
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This fact can be more rigorously argued if we take into account that the difference 
between an individual’s OSL and his/her degree of sensory stimulation really 
experienced is defined by the concept need of stimulation (NST) (Steenkamp et al., 1996). 
Thus, when NST is positive, the individual tends to perform actions to increase his 
experienced stimulation. On the contrary, when it is negative, the individual tends to 
diminish it (Parker and Tavassoli, 2000). Therefore, people will get the highest level of 
psychological pleasure when their experienced sensorial stimulation equals their OSL.  
If we adapt the previous reasoning to the electronic market context, a consumer will 
experience a state of optimal pleasure when the stimuli received during the process of 
navigation equals his/her OSL. 

Considering the above, we have adapted Wundt’s (1893) inverted U-shaped curve, 
which relates the intensity of the stimulation achieved by an individual with the level of 
experienced pleasure, with the aim of showing the relation between the concept of OSL 
and exploratory behaviours on the web (see Figure 2). Likewise, we have considered 
additional remarks of Parker and Tavassoli (2000, p.36). 

Figure 2 Relationship between consumers’ OSL and the development of exploratory behaviours 
on the web 
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Among several of the interpretations that can be derived from the figure above, we 
highlight that it is expected that those consumers whose OSL are higher will tend to 
develop exploratory processes of navigation on the web; i.e., searching for positive 
psychological stimuli. This type of online behaviour will be maintained until their 
experienced stimulation states, caused by such processes of navigation, get closer or 
equal their OSL (Area A). Beyond this point (Area B), an increase in the intensity of the 
stimuli would saturate the consumer, so he or she would feel unmotivated to keep such 
orientation in the process of navigation. 

Proposition 7: The higher the consumer’s OSL, the higher his tendency to develop 
exploratory behaviours on the web.  

Apart from the above remarks, the OSL also plays an important role in determining the 
state of mind – i.e., flow – which a consumer achieves during the process of navigation 
on the web. The web is characterised by providing high levels of sensory stimulation, 
especially visual stimuli, so it is a really interesting device for those consumers with high 
OSLs, tough it may have negative effects on others with lower OSL (Hoffman and 
Novak, 1996). Therefore, it is plausible to think that consumers with high OSLs will 
present higher levels of implication in searching for consumption experiences which 
satisfy their desired psychological stimulation level. There will be a higher probability for 
them to be more focused on such process of navigation. 

Proposition 8: The higher the consumer’s OSL, the higher the probability for him to be 
more concentrated in the process of navigation. In other words, the probability of 
experiencing flow will be higher. 

3.3 Buying orientation during the consumption experience 

In this section, we analyse the influence, which the online consumption behaviour 
orientation exerts on the possible output of such behaviour; i.e., purchase or no purchase. 
In the conceptual model, with the aim of reducing its components, we have only 
considered the tendency in which the consumption behaviours developed on the web 
finish with a purchase, so the non purchase option will not be explicitly accounted for. 

As we noted in Section 3.2, goal-directed behaviours are characterised by being 
produced as a consequence of an immediate decision problem which needs to be solved. 
In this case, the web is used with utilitarian purposes, so it is more likely that this  
type of behaviours – associated with high situational involvements (Hoffman and Novak, 
1996) – finish with a purchase if compared with experiential behaviours. For this latter 
case, the processes of navigation rather aim to obtain information with regard to certain 
product classes or services – those with which consumers present high and enduring 
involvement levels (Hoffman and Novak, 1996) – or to obtain benefits closely related to 
hedonic aspects of consumption phenomena (Bloch et al., 1989). According to 
Hirschman (1980), consumers’ buying experiences with experiential consumption 
orientation on the web will be probably of a vicarious type rather than of a real type.  

Nevertheless, it should be noted that the previous reasoning does not imply that an 
experiential behaviour on the web cannot be concluded with an online purchase.  
In this sense, a consumer could make an impulsive purchase with the aim of obtaining 
certain hedonic – sensory stimulation – benefits (see, for example, Baumgartner and 
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Steenkamp, 1996; Holbrook and Hirchsman, 1982). However, this would be an unusual 
case. 

Proposition 9: The processes of navigation developed by consumers with goal-directed 
purposes on the web will have a higher probability to conclude with an electronic 
transaction than others with experiential strategies. 

4 Concluding remarks and final reflections 

A holistic approach has been used to analyse consumption motivations on the web.  
This makes necessary a broad analysis of consumption experience, so the explanation of 
online purchasing was not our main objective. Indeed, we have focused on consumption 
motivations rather than on buying motivations; this latter aspect represents a particular 
instance of the consumption phenomenon. 

However, the transcendence of studying the consumers’ buying behaviour on the web 
cannot be doubted, especially if we take into account that the volume of commercial 
transactions is the main factor which runs the future of the majority of online businesses. 
In any case, keeping the orientation of this paper, that does not imply that websites 
should be designed with the only purpose of stimulating purchases, but they should offer 
pleasant consumption experiences, also making purchases lighter. 

Likewise, though the orientation of this paper has been theoretical in essence,  
some academic and managerial implications for firms focused on B2C may be  
extracted. 

4.1 Academic reflections 

If the theoretical framework supporting our model is taken into consideration, we obtain a 
logical sequence which explains online behaviours based on consumption motivations: 
(1) dimensions of motivations → (2) meta-dimensions → (3) behaviour tendencies → (4) 
output of the behaviour. In this respect, several issues have been considered. 

Firstly, consumers’ navigational processes have a dominant orientation, either 
utilitarian or hedonic, which will condition the type of behaviour developed;  
i.e., goal-directed or exploratory. This orientation not only differs depending on the 
consumer, but it may also vary for a single consumer depending on the time and 
circumstances in which his/her navigation process is being developed. Consequently, 
although it is difficult for models to graphically depict dynamism in consumers’ 
behaviours, it can be assumed that, regardless of the initial orientation driving the process 
of navigation, such orientation may change during the process. In this sense, the 
interactive nature of the process originates certain stimuli which can divert the consumer 
from his or her initial orientation. An example of this would be unsolicited stimuli  
such as the additional information which is sometimes provided by recommendation 
systems. 

Secondly, apart from the concepts associated with the above sequence, we have 
analysed the possible effects of the optimal stimulation level (OSL) and flow state on 
consumers’ navigation orientation. In this regard, the following facts have been taken into 
account. 
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• Consumers, independent of the type of behaviour they develop, may experience 
levels of flow state. However, it seems reasonable that such state will be more often 
associated with exploratory behaviours than with directed behaviours. Consequently, 
the higher the flow state achieved by the consumer, the higher the probability of 
reinforcing their exploratory orientation (if this was the initial orientation) or of 
modifying their orientation if it was initially goal-directed. 

• The level of flow state experienced by a consumer during the process of navigation 
will be conditioned by the OSL or, in other words, by the desired stimulation level. 
Similarly, the higher the OSL, the higher the probability of searching for a real 
sensory stimulation state. For this reason, we believe that consumers with high  
OSLs will show a greater tendency to develop exploratory navigation behaviours. 

4.2 Managerial reflections 

We think that web businesses should focus on offering consumption experiences which 
match the objectives aimed at by their clients. To the extent to which online firms are 
able to satisfy this requirement, the number of visits to their websites will increase 
accordingly. 

Consumption experiences are not conditioned only by the design of a website which 
facilitates purchases. There are other benefits sought by consumers, more closely related 
to the individual’s hedonic aspects, such as sensory stimuli and gratifying experiences, 
which should receive enough attention. 

Additionally, businesses should not classify their clients according to the behaviour 
they usually develop in their websites, that is, a client can be driven by both utilitarian 
and hedonic motivations. In this regards, online firms must be aware of the fact that 
situational factors condition the prevalence of one type of motivation over the other.  
For this reason, the interaction environment should be as wide as to allow the consumers 
to satisfy their specific needs in every single consumption process. 

Finally, websites should not exert any kind of pressure on those clients who have 
already made their decisions. That is, purchasing processes must be as clear and fast as 
possible, so as to make the client feel the transaction has been carried out successfully. 

4.3 Future research 

Since the approach presented in this paper has been a purely theoretical one, some 
relevant questions have not been addressed. We intend to do so in a future empirical 
work, in which we will carry out a qualitative study with the purpose of determining the 
dimensions stemming from the two meta-dimensions of consumption behaviours on the 
web included in our model. Subsequently, our conceptual model will be empirically 
validated. 
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Notes 
1The conceptual model has been graphically presented following a style of design similar to that 
used by structural equation modelling. In this sense, as it can be seen, there are three second-order 
constructs: the two meta-dimensions and the exploratory behaviour. 

2Based on Novak et al. (2000), the concept of flow state in our model is related to the state 
experienced when developing navigational processes in general, that is, it is not related to the state 
which may be experienced in a specific web location (such as, for example, a corporation’s 
website), although it could be adapted to this situation. 

3A more detailed analysis of the influence of flow state in the behaviour developed on the  
web should be approached from an experiential point of view. This should consider aspects  
such as the individual’s initial predisposition to behave in a certain way, the stimuli or 
characteristics associated with both utilitarian and hedonic aspects of the consumption experience, 
the flow state achieved and its influence in subsequent navigation behaviours, etc. Nevertheless, 
the relationship between flow state and developed behaviours has been analysed in static 
behaviour models – similar to that presented in this paper – which have not been able to include 
the dynamic aspects of navigation. 




