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ABSTRACT

Continuance in online shopping is critical. Any iosl retailer should understand the factors thduémfce the
consumers to return back for more. The Expectafionfirmation Theory model (ECT model) with its foconstructs
(Expectation, Perceived performance, Confirmatiaigconfirmation and Satisfaction) best suited thesearch.
The construct ‘usage continuance’ was added texiwting model and the results concluded that theketing insights

from the original ECT model does not cease atfsatisn but moves forward toward usage continuance.
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