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Abstract:  

This paper has explored a pioneer model for online shopping behavior for natural 
flowers in Mauritius. Further to the extensive literature review, a survey method was adopted 
whereby 200 questionnaires were distributed to respondents using a non-probability 
convenience sampling method. The empirical estimates of the study have depicted that price, 
trust, reputation of retailers; education and age have an impact towards online shopping 
behavior for natural flowers, whilst gender and income do not influence customers. Correlation 
analysis also revealed that perceived ease of use, perceived usefulness, subjective norms, 
behavioral intention and attitudes impacted on the online shopping behavior for natural flowers. 
A pioneer conceptual model was also proposed in this paper, whereby, policy makers and 
practitioners of online business can use the model as a reference to pave the way to encourage 
online purchases.  This research represents a different way of understanding online shopping 
behavior for natural flowers. 
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1. Introduction 
 
 
The Internet has been an archetype in the change of brick and mortar 

shopping. In fact, the Internet has brought key changes in the mindset of the 
consumers and the retailers, with the creation of e-commerce, a rapidly growing 
industry (Lee and Lin, 2005; Crespo et al., 2009). Internet has altered the way 
consumers shop (Pi and Sangruang, 2011), that is, the Internet has paved the way 
towards fresh shopping also referred to as online shopping, Internet shopping, or Web-
based shopping (Hsiao 2009). It has been found that customers do not have to go the 
store but they can buy online at their own convenience (Li and Huang, 2009). E-
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shopping has empowered consumers with widespread selections, plenty of product 
information, and no temporal and spatial limitations (Wen et al., 2011).  Studies 
proclaimed that countries like South Korea, Britain, Germany, Japan, USA and 
Malaysia have a large pool of engaged Internet users for online shopping which also 
consists of online flower shoppers (Suki et al 2008., Seock et al., 2007; Ling et al., 
2010).  In Mauritius, an emerging economy, though, we are accessible to Internet and 
mobile banking, online shopping for natural flowers is still at a babyhood level. Thus, 
this study explored a pioneer model to better understand online shopping behavior for 
natural flowers in Mauritius.  The paper has integrated TRA, TBP, demographic and 
other specific variables related to perceived usefulness, perceived ease of use and 
trust, attitudes, subjective norms, behavioral intentions, price, reputation of retailers, 
trust and age, gender, education and income in one single conceptual model to explore 
online shopping for natural flowers.  Yet, Mauritius has still not been able to implement 
fully online shopping for natural flowers around the island although online flower shops 
selling flowers online in Mauritius are Edwigeboutiquqe and FlowerInMauritus being a 
pure-click company. Why online shopping for natural flowers is not flying high?  In this 
respect, there is an urge to probe on since Mauritius is positioned as a cyber-hub; 
nevertheless retailers are not capitalizing on online sales. Hence, this paper provides 
an insightful model and a deep understanding in
online shopping behavior for natural flowers. This paper presents a new crossroad to 

Mauritius. This paper also contributes to the empirical scarce literature for online 
shopping behavior of natural flowers on the different attributes likely to influence the 
behaviors of shoppers for a developing country like Mauritius. This shall help the 
Government of Mauritius to devise strategies that would motivate Mauritians toward 
online shopping for natural flowers and also help retailers of natural flowers who would 
know consumer willingness to purchase flowers online. The research will provide an 
outlook of online shopping behavior for natural flowers with a glimpse for our Island 
economy to the academic community, practitioners and policy makers. 
 

2. Literature Review and Hypothesis Development 

 
2.1 Online flower Shopping and its significance 
 

Voluminous studies have depicted that e shopping benefits customers in 
terms of saving time, ease in ordering goods and services (Vijaysarathy and Jones, 
2000; Raijas, 2002; Seock and Norton, 2007; Arce-Urizaand Cebollada, 2012; 
Forsythe et al., 2006).  Furthermore, with e-shopping, consumers can search for 
information quickly and easily since e-shopping offers convenience (Mudambi and 
Schuff, 2010; Lian and Lin, 2008; Huangetal., 2006; Wiedmann et al.,2010; Huang and 
Oppewal, 2006).  More specifically, customers have a tight schedule and they can 
hardly visit a flower shop, online shopping provides them 24/7 convenience whereby 
they can shop at any time (Cho et al., 2006; Wiedmann et al., 2010) in the comfort of 
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their home or office. Likewise, several studies have posited that the ordering and 
purchasing flowers process is easy, quick, and time saving (Arce-Urriza and 
Cebollada, 2012; Hou and Rego, 2002), which in turn, enable customers to compare 
prices (Wiedmann et al., 2010).  However, there is the problem of purchasing risks 
(Glover and Benbasat, 2010; Almousa, 2011) and information confidentiality, such as 
intrusion of personal data of consumers (Rohm and Milne 1998) which in turn may 
hinder online flower. Consumers fear about their personal data while using credit cards 
in an online environment (Lawrence et al. 1998), fearing their transactions information 
will be intercepted and tampered by a third party (Andrews and Boyle,2008; Bhatnagar 
et al., 2000; Biswas and Biswas, 2004; Constanza et al.,2011).  It has already been 
posited in many studies that security concerns (Coker et al., 2011; Park and Kim, 
2003; Liao and Cheung, 2001; Swardt and Wagner, 2008) hinder online shopping.  
Likewise, the lack of personal contact, whereby online florist cannot provide customers 

iety and risk perceptions towards online 
shopping behavior (Constantinides, 2004). Moreover, customers cannot judge the 
quality (Suresh and Shashikala., 2011; Santana and Loureiro, 2010) of flowers when 
purchasing online.  
 

2.2 Demographic profiling and sh  
 

The demographic profile of consumers including gender, age, income, 
education, and marital status, allows researchers to gain insights about personal data 
of customers towards online shopping behavior (Liebermann and Stashevsky, 2009; 
Zhou et al., 2007). Thus, in this study of online shopping for natural flowers in 
Mauritius, we shall include these factors to have evidence that these demographic 
traits can have an impact on online shopping for natural flowers.  Various studies have 
shown that there are differences in the way male and female use the latest innovation 
in technology (Li et al., 1999; Burke,2000). Researchers found that men are very much 
at ease while using technology (Diep and Sweeney, 2008; Sharma et al., 2012), they 
enjoy purchasing online (Santana and Loureiro, 2010); they are more willing to take 
risks (Sharma et al., 2012; Garbarinoa and Strahilevitzb, 2004).  Alternatively, women 
perceived online purchase to be more risky (Donthu and Garcia 1999; Stafford et al., 
2004; Susskind, 2004; Rodgers and Harris 2003; Garbarino and Strabilevitz 2004). 
However, recent researchers found that more than half of e-shoppers are now females 
and they are shall over take male online shoppers (Verdict, 2006; Jayawardhena et al., 
2007; Kolyesnikova et al., 2009). Moreover, in the study of Smith and Rupp (2003), 

youngsters, modern population, enthusiastic and educated (Hogg et al., 1998; 
Silverman, 2000; Griffths et al., 2004; Kwon et al., 2007).  Conversely, many research 
studies have demonstrated that older consumers tend to make safer decisions while 
purchasing online and are less likely to take risks (Kwon and Noh, 2010; Laukkanen et 
al., 2007; Smith 
report published by the Pew Research Center (Zickuhr & Coordinator, 2010), have 
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outlined that although the young are more active online than their older counterparts, 
the online skills of older adults is now considered as sophisticated.  A comparison of 
data published in 2008 and 2010 indicated that the age group showing the highest 
increase in the use of online social communities (from 4% to 16%) was adults over 74 
Years (Zickuhr and Coordinator, 2010).  Furthermore, the existing body of literature 
has depicted that high income earners are mostly engaged as online shoppers 
(Mahmood et al., 2004; Susskind, 2004; Doolin et al., 2005). In this respect, income is 
an important construct in determ
and Ruyter 2004).  However, other internet related studies revealed that once the 

-tech 
behaviors (Al-Somali et al., 2009).  Previous research has also shown that the 
consumers who have higher level of education and knowledge have more access to 
internet services and are more likely to effect online shopping (Hui and Wan,2007). 
That is, the level of education plays a crucial role in online purchases and it also has 
projected a positive effect on consumers who purchase online (Li et al. 1999; Zhou et 
al., 2007; Liao and Cheung 2001). Online shoppers are better educated and computer 
literate (Levin et al., 2005).  As such, it is argued that those highly educated consumers 
are more at ease with online shopping (Burke, 2002). Education indeed predicts the 
level Internet literacy.  
 
In light of the above, we propose:  
H1: Gender has an impact on online shopping behavior for natural flowers 

H2: Age has an impact on online shopping behavior for natural flowers 
H3: Income has an impact on online shopping behavior for natural flowers 
H4: Education has an impact on online shopping behavior for natural flower 

 

 
 Impact of price and trust related factor for online shopping 

The Internet is a global market place where consumers can compare prices, 
quality of products, product description and materials used to manufacture the 
products. Price is always an important attribute of a product. As a major consideration 
in purchase decision- making, perceived price will be evaluated by most of the 
customers in decision of purchase (Chiang and Jang, 2007). Comparing prices from 
websites to websites would help the consumers to identify which seller offers 
competit
consumers know the price range that online sellers set for their products (Burton 
2001). Kalakota and Robinson (1999) have argued that being competitive in terms of 
pricing is important for online retailers. Moreover, Hoffman and Novak (1997) 
suggested that Internet users get a variety of information on the Web including price 

al., 2013) toward the website, hence impacting on the motivational factors to shop from 
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an e-vendor develops an affirmative outlook (Hsiao et al., 2010; Lim et al., 2011; Tang 
and Chi, 2005; Wang and Tseng, 2011) toward online purchase hence increases 

Tseng,2011; Kim et al.,2004). However, customers who have a low level of trust in an 
e-vendor, are more likely to increase risk concerns, causing a reduction in their 
shopping online intention towards a particular website (Zhu,et al.,2011). Online 
purchase necessitates online customer trust (Ling et al., 2010). A satisfied customer 
(Mukherjee and Nath,2007) will develop positive attitude toward the retailer and will 
remain loyal toward the retailer (Yoo et al.,2008; Kim et al.,2004) for its good reputation 
(Kim and Ahn,2007; Kuttainen,2005;Ling et al., 2010),safe website ,high security and 
privacy protection (Gauzente,2004; Yoo et al.,2008,Weisberg et al., 2011). 
 
Hence, we propose:  
H5: Price has an impact on online shopping behavior for flowers 

H6: Trust has an impact on online shopper behavior for natural flowers 

 
 Reputation of retailers and online shopping 

 
An onlin

Weitz, 1989; Doney and Cannon, 1997; Ganesan, 1994).  Additionally, Grazioli and 

believe a retailer is resourcefully proficient or candid and generous (Doney and 

business is and how much it is concerned about clients. A company having an 
optimistic and steer clear reputation is assumed not to operate only to be an 

products (De Figueiredo, 2000). Moreover, related to the perception of online retailing 
waterway, reputation of retailers and online shops will stimulate trust (Walczuch et al. 
2001). E-customers viewed as prospects also consider that if a retail business has a 
good reputation in the trading medium; its online store is more trustworthy (Koufaris & 
Hampton-Sosa, 2004).  
Thus, it is predicted:  
H7: Reputation of retailers has an impact on online shopping behavior for 
natural flowers 

 
 Behavioral intentions, attitudes, subjective norms and online behavior 

 

certain choice based on conscious thinking which in turn will lead to most desirable 
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outcome (Ajzen and Fishbein, 1980; So et al., 2005), comprising of three components: 
behavioral intentions, attitudes and subjective norms. Subjective norms are factors that 
relate to the influence of family, relatives, or friends, in the decision to use a product or 
service. For the online consumer, subjective norms were recognized in the virtual 

(Christopher & Huarng, 2003). Similarly, Norton (2011) claimed that references posted 
by peer pressure groups on particular web shopping pages or on communities, have 
an impact on online shoppers. Furthermore, Limayem et al. (2000) found that the 
presence of an Internet-supportive environment, including friends who shopped online, 
did increase the likelihood of shopping online. Likewise, Nielsen Global Survey (2010) 
highlighted that 40% those buying online will surely confer to online reviews at first 
glance and then carries out their online shopping. On the other side, Kurnia et al. 

useful, the person might also agrees to it. Previous studies have shown that the theory 
of planned behavior is only an extension of the theory of reasoned action (Fishbein and 

planned behavior.  Pi and Sangruang (2011) stated that attitude and intention is 
connected and support on the theory of reasoned action (TRA), whereby the views and 
opinions about a result will determine the manner of executing that action (Evans et al., 
1996; Fishbein and Ajzen, 1975; Shim and Drake, 1990; Hsu et al., 2013). Therefore 
more positive attitude consumer has towards online purchase, the greater their 
intention will be to purchase online (Kim and Park, 2005; Seock and Norton, 2007).   
Empirical studies have outlined that attitudes have an optimistically effect on 

Hsu and Lu, 2007; Kim et al., 2009; So et al., 2005; Hsu et 
al., 2013) toward online shopping (Almousa, 2011; Crespo et al., 2009) but is 
pessimistically subjective by the threats related with online purchase (Salisbury et al., 
2001; Pavlou, 2003; and Wood and Scheer, 1996).  TPB (Ajzen, 1991) was developed 
in order to explain behaviour for technology-related services and products. TPB is a 
well-accepted intention model that has been successful in predicting and explaining 
human behaviour across various domains. The TPB suggests that a central factor in 
human behaviour is behavioural intention, which is affected by attitude towards 
behaviour, subjective norm, and perceived behavioural control (Ajzen, 1985, 1991, 
2002).   

 
Hence, 

H8: Subjective norms have an impact on online shopping behaviour for natural 
flowers. 
H9: Attitudes has an impact on online shopping behaviour for natural flowers 
H10: Behavioural intentions have an impact on online shopping behaviour for 
natural flowers. 
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 Perceived Usefulness (PU), Perceived Ease of Use (PEOU) and Online 
Shopping 
There are numerous studies on e-commerce environment (Crespo et al., 2009; 

Lodorfos et al., 2006; Shin and Shin, 2011). Prior study on Technology Acceptance 
Model (TAM) developed by Davis (1989) for better 
acceptance of online technology has been extensively adopted by many scholars 
(Park, 2009; Suki et al., 2008; Crespo et al., 2009; Salo and Karjaluoto, 2007).  The 
TAM framework consists of perceived usefulness and perceived ease-of-use (Li and 
Huang, 2009; Lee et al., 2011; Kim and Forsythe, 2009; Zhu et al., 2011; Crespo et al., 

et al., 1989, p. 
320).  Perceived ease of use refers to the degree to which a consumer believes that no 
effort will be required to use the system, with effort being understood to include both 
physical and mental effort, and how easy it is to learn to use the system (Davis et al., 
1989, p. 320).  Customers who perceive the technology as complex to use with high 
level of surfing and assessing difficulties will repudiate the Internet (Ranganathan and 
Ganapathy, 2002; Katz, 1997). However, other customers who find the Internet an 
easy tool, will perceive it as an advantage towards using it for their online purchases 
(Suki et al., 2008; Lee et al., 2006; Cho and Fiorito, 2009; Zhu et al., 2011; Park, 2009) 
and thus, with greater the intensity of perceived ease of use the superior the intention 
to purchase or repurchase online (Li and Huang, 2009; (Zhu et al., 2011; Lee, et al., 

intention to shop online indirectly through usefulness (Tong, 2010). Therefore, 
 
H11: Perceived Ease of Use has an impact on online shopping behaviour for 
natural flowers.  
H12: Perceived usefulness has an impact on online shopping behaviour for 
natural flowers. 
 
 

3. Sampling plan 
 

In the present research, the targeted population of the study consisted of 
customers of natural flowers from different demographic backgrounds above 17 years 
old based upon occupational status, ethnic group and income level. The sample size of 
this study amounted to 200 consumers through the convenience sampling technique. 
The response rate for the present study was 75 % and face to face interviews were 
carried with the respondents in various shopping malls of Mauritius in order to ensure 
geographical representativeness. 
 
Internal consistency of the questionnaire 

questionnaire is a very good indicator of what the researcher wants to investigate.  
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According to Hair et al. (1995), a coefficient of less than 0.6 indicates marginal to low 
internal consistency and a value of 0.60 or more indicates satisfactory internal 
consistency reliability (Churchill, 1979). 
 
 

 
 

Figure 1: Proposed Model for online shopping for natural flowers 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Items  

Price Factor 0.925 

Trust Factor 0.977 

Reputation of Retailers 0.986 

Perceived Ease of Use 0.917 

Perceived Usefulness 0.843 

Subjective Norms 0.938 

Behavioral Intention  0.947 

Attitudes 0.829 
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Table 1: Original Scale Development for the Survey on Online Shopping 
Behaviour for Natural Flowers In Mauritius 

 
 
 
Empirical Survey Findings  
Demographic Profile of Respondents 
Part A: Demographic profile of respondents 
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Table 2: Demographic Profile of Sample Empirical Survey Findings 
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Empirical estimates from Pearson correlations tests have shown that gender 

does not impact towards online shopping for natural flowers (r = 0.106; p>0.05), hence, 
H1 is rejected.  It is also interesting to note that these findings are not aligned with 
views of several authors who affirmed that male customers are at ease with technology 
and they enjoy purchasing online since they are categorized as risks takers (Diep and 
Sweeney, 2008; Sharma et al., 2012; Santana and Loureiro, 2010;  Garbarinoa and 
Strahilevitzb, 2004). The Spearman Rank Rho test was used to test the impact of age 
on online shopping for natural flowers. Empirical estimates have posited a strong 
relationship between age and online shopping for natural flowers (r=- 0.391, p<0.05); 
we accept H2.  These results supported the views of several researchers who  claimed  
that  online  shoppers  are  generally  young, innovative, enthusiastic and 
knowledgeable studies  (Hogg et al., 1998; Silverman, 2000; Griffths et al., 2004;  
Kwon  et  al.,  2007).  The outcomes of T - test results showed that income does not fit 
the conceptual model for online shopping behavior for natural flowers since the 
significance value (0.960) was greater than 0.05 at (t=-0.050), proving that H3 is 
rejected.   The results are in contrary from the views of several authors who affirmed 
that income could no longer impact on hi-tech behaviors towards online shopping 

Ruyter (2004) and Hubona and Kennick, 1996; Chau and Hu, 2002).  Chi square 
results have depicted that education has an impact on online shopping for natural 
flowers (X2=11.940; p<0.05), hence, H4 is accepted. The results tallied with the 
findings of Burke (2002) and Hui and Wan (2007), whereby, educated online shoppers 
have a positive opinion towards online shopping (Li et al. 1999; Zhou et al., 2007; Liao 
and Cheung 2001 and Levin et al., 2005).  

Pearson correlation results have shown that price has an impact on online 
shopping for natural flowers (r = 0.872; p<0.05), H5 is accepted.  The result is 
consistent with the findings of Hoffman and Novak (1997) who stated that price 
comparison is available and important for online shoppers. Empirical estimates from 
Pearson correlation analysis also depicted that trust has an impact on shopping online 
for natural flowers (r = 0.886; p<0.05); therefore, both H6 is supported.  The results 
tally with the findings of several studies whereby trust towards the website influences 

the particular website (Lim et al., 2006; Hsu et al., 
2013) whilst Zhu, et al, (2011) have stated that low level of trust in e-vendor reputation 
will increase uncertainties among customers with a high degree of fear and associated 
risks, thereby, discouraging customers to shop online.  Empirical estimates also 
showed that reputation of retailers impact on online shopping behavior for natural 
flowers since the significance level from the Pearson Chi-Square is 0.000, less than 

 value is 1, showing that there is a very strong 
relationship between the reputation of retailers and online shopping for flowers, hence, 
H7 is accepted.  The results tallied with the studies who stated that reputation is 
initiated to stimulate trust in online environment and contributing towards online 
purchases (Walczuch et al. 2001, Koufaris and  Hampton-Sosa, 2004).   
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The survey findings have also highlighted that subjective norms fit the 
conceptual model, implying that subjective norms impact on online shopping for natural 
flowers with Pearson correlation coefficients ranging from (r= 0.405 - 0.431, r<0.05); H8 
is accepted.  The results tallied with the views of several researchers who highlighted 

ions play a key role for 
online shoppers (Christopher and Huarng, 2003; Norton 2011; Limayem et al. (2000). It 
also supports the study of Kurnia et al. (2003), who claimed that relatives and friends 
can influence online shopping.  From the Pearson Correlation analysis, the correlation 
coefficient are 0.632*and 0.671**, implying that attitudes impact on online shopping 
behavior for natural flowers with correlation co-efficient ranging from (r=0.632  0.671, 
r<0.05), hence, H9 is accepted.  The results are aligned with the views of Kim and Park 
(2005) and Seock and Norton (2007), who have affirmed that those customers with 
optimistic attitudes are more likely to involve in online purchasing behavior. Concerning 
the impact of behavioural intentions towards online shopping behavior, it has been 
found that there is a strong positive relationship with correlation coefficients ranging 
from (r= 0.642 - 0.693, r<0.05); hence, supporting H10.  The results are aligned with 
the views of several authors who asserted that behavioral intentions affect online 
purchases (Hsu and Lu, 2007; Kim et al., 2009; So et al., 2005; Hsu et al., 2013).  
Outcomes from the correlations analysis have also been posited that perceive ease of 
use (r= 0.354 - 0.425, r<0.05) and perceived usefulness (r= 0.359 - 0.428, r<0.05) fits 
in the conceptual model, hence, H11 and H12 are accepted.   The results 
corresponded with the views of several authors who have affirmed that perceived ease 
of use and perceived usefulness can impact on purchases in an online environment 
(Suki et al., 2008; Lee et al., 2006; Cho and Fiorito, 2009; Zhu et al., 2011; Park, 2009; 
Tong, 2010).  The proposed conceptual model was tested by using inferential analysis 
such as correlation, t-test and chi-square tests. The results deduced that, the data fit 
the conceptual model acceptably, however, not all the hypotheses were supported 
fully. 
 
Managerial Implications 
The study has brought about some interesting findings that online businesses should 
take into account.  The first implication of the present study relates to the importance of 
trust in an online environment.  The empirical findings have also demonstrated that 
trust is a determining factor to encourage shoppers to purchase flowers online (r = 
0.886, p<0.05).  Hence, retailers should ensure that their website is reliable and 
credible in order to generate greater traffic to the particular website to purchase flowers 
online.  The website of flower retailers should be safe and embedded with high security 
and privacy protection measures. It is very crucial for the online flower retailers to 
secure their servers by putting in place customary security etiquettes in an online 
context.  Another major implication of the present study relates to the impact of price 
on the online purchase of natural flowers (r = 0.872, p<0.05).  This is because online 
shoppers can easily compare the prices of several retailers in an online environment.  
In this respect, it should be ensured that online flower retailers adopt competitive 
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pricing strategies whereby shoppers will be empowered to purchase flowers online 
since they can avoid unnecessary travelling costs.  In addition, online shoppers can be 
also offered vouchers to benefit from discounts from their future purchases.  Moreover, 
regular online flower shoppers can also benefit from free delivery facilities which in turn 
will empower them to spread a positive word of mouth communication for online flower 
purchase.  The survey results clearly demonstrate that subjective norms, attitudes and 
behavioural intentions have a significant influence to encourage shoppers to purchase 
natural flowers online.  Hence, online flower retailers should provide some attractive 
incentives for online shoppers to spread positive referrals for online shopping of natural 
flowers.  In addition, by embedding high security measures, online flower retailers can 
enhance the perception of shoppers for regular shopping of natural flowers in an online 
world.  Online flower retailers should also ensure that flower arrangements are 
personalised for each and every customers since customers are unique and special in 

-to-one 
relationships with the customers in order to create an emotional bonding with the 
online flower retail business in the long term.  These practical recommendations will 
provide positive word of mouth and inspire greater trust for the purchase of natural 
flowers in the online context. Eminently, the above empirical findings can be a 
pragmatic marketing tool for policy makers and the various players in the booming 
online retailing arena of Mauritius.  
 

4. Conclusion, Limitations and Directions for Future Research  
 

Far from having reached its apex, online flower shopping of natural flowers has 
still a long road to travel in both research and practice.  There is strong empirical 
evidence in the present research demonstrating that trust, price, subjective norms, 
attitudes, behavioral intentions, perceived usefulness and perceived ease of use can 
encourage shoppers to purchase natural flowers in an online environment.  Indeed, the 
research results can be useful and form practical tools for the online flower retailers 
and the various players of the emerging e-retailing sector to re-orient their existing 
marketing strategies in order to encourage online purchases. 
Overall Limitations of Research 

The study had some potential limitations as focus was only on understanding 
online shopping behavior of customers in Mauritius based upon the convenience 
sampling method and the perceptions of business executives, policy makers and 
flower marketers have not yet been tapped. These findings need to be further validated 
as the empirical results have provided a broad investigation on online shopping 
behavior for natural flowers in Mauritius. Specific constructs and predictors for 
encouraging the adoption of solar water heaters have been predetermined, but yet, the 
research has some major conceptual limitations. 
Directions for Future Research 

It is crucial to look at online shopping for natural flowers from a more focused 
perspective and the sampling method for the study has to be based on the stratified 
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methods.  Additional research could be extended to flower marketers and executives to 
have a thorough understanding of the factors impacting on the online purchase of 
natural flowers.  Likewise, the existing conceptual model could be further broadened to 
include multidimensional constructs such as ethic group, values and culture amongst 
others can be proposed and validated in order to overcome the conceptual limitations.  
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