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Abstract

Purpose – The purpose of this paper is to develop a research model that examines the effect of
information overload and information disorganisation upon customers’ perceived risk and purchase
intention online in a single integrative model. In addition the paper investigates whether internet
experience moderates these relationships.
Design/methodology/approach – To achieve the paper’s objectives an experiment that involved
visiting the ten most visited e-commerce web sites in Spain was conducted. Hypotheses were tested by
using structural equation modelling on a data set of 1,396 online shopping customers.
Findings – The results suggest a positive relationship between information overload and customer
purchase intention and that internet experience reinforces this positive effect. Moreover the results
confirm that the relationship between information disorganisation and customer purchase intention is
not significant and that internet experience does not moderate the relationship. The findings also
indicate that perceived risk mediates the relationship between information overload and information
disorganisation on customer purchase intention.
Originality/value – This work contributes to the literature by exploring the phenomenon of
information overload and information disorganisation upon customers’ perceived risk and purchase
intention in the e-commerce environment as well as the moderating effect of internet experience on
these relationships in a single integrative model. The main conclusions of this investigation can be
valuable to organisations that implement or intend to implement e-commerce.
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Introduction
Academics and practitioners widely acknowledge that conducting transactions through
a virtual medium is radically different from shopping offline (Molina-Castillo et al.,
2012). Differences come in terms of access and availability of product information
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