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1 Introduction

Recent statistics show that consumers are more committed to electronic commerce (e-
commerce) than ever. The prediction is that 46.4 % of all Internet users worldwide will
purchase products online in 2017 (Statista, 2017). The growing interest in e-commerce
also means that varying consumer emotions are likely involved before, during, and after
online shopping encounters. Emotions are important during these encounters as alongside
trust they attempt to moderate the relationship quality between the consumer and the
service provider of online services (Sanchez-Franco & Rondan-Cataluna, 2009). New
technologies can enhance the shopping experience, but long-lasting evidence shows that
online users are individuals with unique characteristics and emotions (Burke, 2002).
Almost two decades ago, scholars indicated that affective and emotional dimensions truly
matter as part of the consumer decision-making process on- and offline (Shiv &
Fedorikhin, 1999).

Emotions differ from similar concepts, such as sensations and feelings, and emotions “are
also initiated by some particular objects or events, real or imagined, and they tend to
motivate particular kinds of behavior” (Robinson, 2008, p. 155). In this paper, the focus
is on e-emotions, which are seen as emotional states of a consumer that are somehow
apparent and visible in an online environment. Consequently, consumer e-emotions
matter at multiple levels of the service relationship, including pre- and post-consumption
stages. Thanks to the development of technology and the expansion of social networking
environments, the online environment has changed drastically in recent years making
especially post-consumption behaviors more public. For example, electronic word-of-
mouth (eWOM) has a significant role in consumer emotion build-up and affects other
consumers’ pre-consumption stages (Chu & Kim, 2011). The current development has
led to the situation in which communication is also more dynamic and active than ever
before (Brodie et al., 2011; Freeman et al., 2010; Luoma-aho & Paloviita, 2010; Luoma-
aho & Vos, 2010).

Active interaction between consumers, stakeholders, and organizations is part of the so-
called engagement process (Brodie et al., 2013; Brodie et al., 2011; van Doorn et al.,
2010). Additionally, online users engage with various objects, such as brands, products,
and virtual brand communities (Brodie et al., 2013). These engagement processes are
often accompanied by different emotions and behaviors that thus play a central role in e-
commerce, as well as in stakeholder relations in general (Luoma-aho & Paloviita, 2010).

Although literature reviews of online shopping motives and intentions (e.g., Monsuwé,
Dellaert, & de Ruyter, 2004), as well as of the adoption of computer-mediated services
(e.g., Beldad, de Jong, & Steehouder, 2010), exist, there is an emerging need to generalize
the current state of the research related to consumer emotions in the context of online
shopping. As technology and consumer behavior are changing, management must
understand this development and identify possible consumers’ and customers’ pain points
(Lemon & Verhoef, 2016). Currently, the research related to e-emotions and e-commerce
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is fragmented across various fields and disciplines, and a comprehensive understanding
of the topic is difficult.

This study responds to this need and is implemented as an integrative literature review.
This paper is a preliminary attempt to gather the research literature related to consumer
e-emotions in the context of online shopping and the current state of the research across
various disciplines—information technology, psychology, communication, and
marketing—was synthesized and analyzed. By gathering previous articles published in
peer-reviewed journals, the goal in this paper is to classify the literature related to the
topic, and through review and synthesis introduce the key findings.

This paper is organized as follows: First, the process of the integrative literature review
is introduced. Second, the relevant literature gathered during the process is assembled
and the results introduced. Third, the results are combined, and the synthesis and analysis
of the literature review are presented. The key findings in the literature are addressed.
Finally, the validity and reliability of the study are discussed, and suggestions for future
research are provided.

2 Methodology: Integrative Literature Review

This study utilized the integrative literature review method (see Torraco, 2005).
Integrative literature reviews balance between less structured descriptive literature
reviews and more structured systematic literature reviews (Birmingham, 2000). This
method “is a form of research that reviews, critiques, and synthesizes representative
literature on a topic in an integrated way such that new frameworks and perspectives on
the topic are generated” (Torraco, 2005, p. 356). Although this study was integrative, it
followed Fink’s (2010) model of systematic literature review consistently to add more
validity and reliability.

The first step in Fink (2010) model is to select the research questions. This step is critical
because the research questions aim the researcher in the decision-making process and
address what kind of articles should be included (Jesson, Matheson, & Lacey, 2011). This
study answers the following research questions: 1) According to previous literature, what
kind of research and studies have been put into practice related to consumer emotions in
online shopping? 2) According to the literature analyzed in this study, what are the recent
key findings related to consumer emotions in e-commerce?

The second step was selecting the databases from which to look for literature (Fink,
2010). In this study, the goal was to cover interdisciplinary literature related to emotions
in e-commerce across the following disciplines: information technology, psychology,
communication, and marketing. The following bibliographic databases were utilized:
ABI/INFORM Complete (ProQuest), Business Source Elite (EBSCO), Computer and
Information Systems Abstracts (ProQuest), Emerald Insights (Journals) (Emerald),
ProQuest Psychology Journals (ProQuest), and PsycARTICLES (the American
Psychological Association).
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After the databases were selected, search terms were chosen (Fink, 2010). Search terms
should frame the topic enough so the appropriate literature can be found. However, the
framing should not be too tight (Fink, 2010). The search terms were defined based on the
research questions. The literature searches were conducted in February 2017. Advanced
or multi-field searches were used in the databases, and the following search terms were
applied in order to find relevant literature: emotion* AND online AND shop* OR e-
commerce. The search terms were restricted to be present in the key words or subject
terms. The author also applied the limitation of the search to peer-reviewed content if this
option was applicable in the databases in the advanced search options. The ProQuest and
EBSCO databases offered this option and the Emerald and American Psychological
Association databases did not offer this option in the advanced search. The input of the
search terms in the databases gave the following results: ABI/INFORM Complete
(ProQuest), 73 results; Business Source Elite (EBSCO), 13 results; Computer and
Information Systems Abstracts (ProQuest), 73 results; Emerald Insights (Journals)
(Emerald), 251 results; ProQuest Psychology Journals (ProQuest), 73 results; and
PsycARTICLES (American Psychological Association), 1 result.

As can be seen from the search results, all ProQuest databases offered the same amount
of literature. The results were also similar in content so the three ProQuest databases were
treated as one entity during the review process. According to Fink (2010), the preliminary
literature searches usually give many results. Therefore, it is important to screen for
articles with certain criteria to find the relevant articles (Fink, 2010). After the searches
were conducted in the databases, the practical screen and methodological quality screen
(Fink, 2010) was applied by executing following inclusion criteria: peer-reviewed journal
articles (also including content from the Emerald and APA databases), published since
20006, and studies related to emotions in the context of e-commerce or online shopping.
The following research designs and content were excluded from the review: literature
reviews and conference proceedings.

The review (Fink, 2010) was conducted in two stages. In the first stage, the headings and
abstracts of the studies were read. Through this, the most likely relevant literature to
include in the final review was found as Jesson et al. (2011) suggested. In the second
stage, the literature was scanned more thoroughly. At this stage, it was also important to
analyze research designs, findings, and conclusions of the studies before deciding what
literature should be included for the final review (Jesson et al., 2011). The articles in the
review are shown in Table 1 in the next section.

After the literature for the final review was apparent, it was time to synthesize the results
(Fink, 2010). These conclusions are introduced in a more specific manner in the following
sections, where the content of the review is interpreted and analyzed. The key findings of
the studies are also reviewed more thoroughly in later parts of this paper.
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3 Results of the Literature Review

After a careful scan of the available literature, 66 peer-reviewed articles were included in
the final review. Studies that had interfaces with consumer emotions in the context of e-
commerce were included. This was evaluated through keywords, and how, at the same
time, the studies focused on the topic in a recognizable way in the research design and/or
findings. Articles that did not match the criteria or did not cover the topic clearly enough
were excluded from the review.

The literature consisted of studies covering (either directly or indirectly) information
technology, psychology, communication, and/or marketing. The articles were classified
into four groups: studies related to website design, characteristics, or atmosphere and how
they generally affect consumer emotions and behavior; studies related to pre-
consumption emotions and predictors of consumers’ online shopping intentions and
activities, such as the effects of online user reviews; studies related to consumer emotions
during actual online shopping encounters, for example, decision making in purchase
situations; and studies related to consumer post-consumption emotions and behavior,
such as repurchase intention and commitment to eWOM.

In general, recent studies focused on consumer e-emotions during all stages of the
(service) relationship. This result supports the assumption that e-emotions are not just
restricted to the purchase or buying situation. In fact, consumer emotions and behaviors
are under scrutiny in multiple situations. People eagerly read reviews and participate in
public discussion before making a purchase decision, and even after the consumption
stage, there is a possibility that the experience turns either good or bad. Consumers
possibly continue the service relationship, disengage with the service provider (Bowden,
Gabbott, & Naumann, 2015), or even engage in eWOM (Chu & Kim, 2011) after e-
commerce encounters.

4 Analysis of the Key Findings in the Reviewed Articles

The literature was analyzed in the four groups. The idea was to explore and compare the
key findings within the groups and draw conclusions based on these findings. The
literature is presented in Table 1. In addition, the most relevant and synthesized key
findings of the studies of each group, and the authors, are introduced.
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Table 1: Reviewed literature

Group of the reviewed Relevant key findings Author and year
articles
1) Studies related to Consumers’ emotions Wang et al., 2014

website design,
characteristics, or
atmosphere and how
they generally affect
consumer emotions
and behavior

influence their perception
of atmospheric cues (such
as music and color) on
websites affecting site
attitude, site involvement,
and purchase intention.

Human  images and
human brands on websites
stimulate higher levels of
enjoyment and positive
emotions.

Product presentation has a
significant  effect on
consumers’ emotional
responses on websites.

Mazaheri et al.,
2014

Mazaheri, Richard,
& Laroche, 2012
Fei-Fei et al., 2009
Bui & Kemp, 2013
Zhang et al., 2014a
Davis, Wang, &
Lindridge, 2008
Young & Im, 2012
Jung-Hwan, Kim, &
Lennon, 2009

Porat & Tractinsky,
2012

Wu, Cheng, & Yen,
2008

Ding & Lin, 2012
Wu et al., 2014
Jeong et al., 2009
Lépez & Ruiz, 2011

2) Studies related to
pre-consumption
emotions and
predictors of
consumers’ online
shopping decisions
and activities, such as
the effects of online
user reviews

Cultural differences exist
between online retailer
reputation and  retail
quality, and how they
affect consumer
emotional and cognitive
reactions and intentions
before shopping.

If online user reviews are
inconsistent, they affect
consumers’ purchase
intention.

In  addition, positive
emotions mediate the

relationship between
personalization and
purchase intentions.
Consumer attitude,

perceived difficulty of

Zhang et al., 2014b
Pappas et al., 2014
Leeetal., 2016
Kim, Yang, & Bu,
2013
Scholl-Grissemann
& Schnurr, 2016
Yin, Bond, &
Zhang, 2014

Luo et al., 2011
Kang, 2014

Peng et al., 2016
Sharma & Lijuan,
2014
Quevedo-Silva et
al., 2016

Choi & Nazareth,
2014

Yen, 2014

Chen, Wu, &
Chang, 2013
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website use, and
shoppers’ previous
experience  are  also
antecedents of purchase
intentions.

To create an emotional
attachment to browsing
and increase purchase
intention, online retailers
should focus on consumer
pleasure and community
relationships.

Hernandez, Jimenez,
& Martin, 2009
Soto-Acosta et al.,
2014

Jin & Lee, 2014

3)

Studies related to
consumer emotions
during actual online
shopping encounters:
for example, decision
making in purchase
situations

High-quality web design
interface and consumers’
product involvement
elicit positive emotions
during  shopping. In
addition, consumers'
product involvement is
important for eliciting
positive emotions.

Cognitive and emotional
responses play a key role
in communication
through online stores.

A linear relationship
exists between the level of
interactivity provided by
an online store and
pleasure, which increases
the likelihood of
purchasing.

Enhanced perceptions of
human connection and the
formation of emotional
bonds provide a
competitive advantage for
online retailers.

Mixed emotions are likely
to lead consumers to leave
the stores.

Chechen et al., 2016
Richard & Chebat,
2016

Guo et al., 2015
Moody et al., 2014
Bonera, 2011
Peiris, Kulkarni, &
Mawatha, 2015
Huang & Kuo, 2012
Yao & Liao, 2011
Li, Sarathy, &
Zhang, 2008

Ozen & Engizek,
2014

Kim & Lennon,
2010

Ballantine & Fortin,
2009

Hsin & Hsin-Wei,
2011

Moran & Kwak,
2015

Penz & Hogg, 2011
Liao et al., 2016
Chae & Kun, 2013
Wang et al., 2007
Wen et al., 2014
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Hedonic value drives
online impulse buying
tendencies.

. Positive emotions Kuo & Wu, 2012
4 t lated t . >
) Studies related to increase post- Yunfan, Yaobin, &

consumer post-
consumption
emotions and
behavior, such as
repurchase intention
and commitment to
word-of-mouth

consumption satisfaction,
which positively affects
post-purchase intentions.
In turn, negative emotions
are an important mediator
between  dissatisfaction
and repurchase intention.

Satisfaction and
perceived usefulness of a
website  contribute  to
individual online
shopping continuance
intention in the future.

Transaction cost
advantage, preview, and
trust significantly and

positively affect
satisfaction, which, in
turn, influences

repurchase intention.

Emotions  felt  after
visiting a web store
positively influence the
perceptions of the website
atmospherics that, in turn,
influence a set of
behavioral variables
ending with intention to
(re-)purchase.

Online shoppers’
excitement and positive
perceived quality lead to
positive  word-of-mouth
(WOM) and increase the
intent to return.

Bin, 2012

Lu, Lu, & Wang,
2012

Uruefia & Hidalgo,
2016

Mohamed et al.,
2014

Chou & Hsu, 2016
Richard & Habibi,
2016
Jayawardhena &
Len, 2009
Gounaris,
Dimitriadis, &
Stathakopoulos,
2010

Kimetal., 2014
Lim, 2015

Lin, 2012

Sharma & Lijuan,
2015

Vos etal., 2014
Matute et al., 2016
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As can be seen in table 1, the studies indicated that the research in e-emotions is diverse
and versatile. Moreover, the perspectives in these articles were broad and
interdisciplinary. The studies explored consumer online emotions, behaviors, and their
relations to e-commerce at multiple levels from pre-purchase to post-consumption stages.
Next, this paper takes a closer look on the key findings presented in Table 1.

4.1 Website Design Effects on Consumer Emotions

According to the key findings in the articles in Group 1, the website characteristics,
design, and atmosphere usually have a major influence on consumers’ emotions, as well
as on behavior. First, cultural differences exist in emotional responses and perceptions in
online shopping environments (Davis et al., 2008; Mazaheri et al., 2014). Emotions are
crucial in the perception stage of the atmospheric and characteristic cues of websites and
affect consumers’ attitude toward the site, level of involvement, and purchase intention
(Mazaheri et al., 2012; Porat & Tractinsky, 2012; Wang et al., 2014; Wu et al., 2014;
Zhang et al., 2014a).

Studies show a website that uses images of humans, instead of generic cues, stimulates
higher levels of positive emotions and enjoyment (Wang et al., 2014). Music and colors
used on these sites also have an effect on the emotional responses of potential customers
and users (Bui & Kemp, 2013; Ding & Lin, 2012; Fei-Fei et al., 2009; Wu et al., 2008).
Product presentation and store layout are also important as they are emotionally valid
characteristics and part of a pleasant shopping experience (Jung-Hwan et al., 2009;
Young & Im, 2012). Interestingly, emotional trust has a role in influencing consumers’
purchase intention (Zhang et al., 2014), and cognitive and emotional responses play a key
role in communication through the websites (Lopez & Ruiz, 2011). In addition, website
patronage intention is affected by pleasure, arousal, entertainment, and esthetic
experiences consumers receive (Jeong et al., 2009).

4.2 Pre-consumption Emotions

According to the key findings in the articles in Group 2, pre-consumption emotions and
expectations of certain e-commerce services are usually influenced by the information
available online. The information is often available through user reviews, and through
public discussion on social media and discussion forums. However, information overload
has a negative effect on consumer emotions and thus affects purchase intention (Soto-
Acosta et al., 2014).

Short- or long-term price drops significantly affect how consumers respond in public
product reviews (Lee et al., 2016). If online user reviews are inconsistent, cognitive trust
and emotional trust are affected (Zhang et al., 2014b). As Zhang et al. (2014a) claimed,
emotional trust most likely affects purchase intention (Sharma & Lijuan, 2014). Anxious
or enthusiastic online reviews are considered more helpful than angry reviews (Yin et al.,
2014). The amount of review manipulation also matters. Consumers usually have a
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negative view if online reviews are deceptive or manipulated, but the degree of negativity
varies depending on the manipulation tactics (Jin & Lee, 2014; Peng et al., 2016).

If there is proof that the potential e-commerce retailer has had severe trust violations in
the past, reconciliation efforts are meaningful when consumers ruminate on their
potential options (Choi & Nazareth, 2014). Strategies for repairing trust are effective in
building a positive mood, which, in turn, is an important mediator in rebuilding consumer
trust (Chen et al., 2013). Additionally, positive emotions mediate the relationship
between personalization and purchase intentions (Pappas et al., 2014), and the
consumer’s experience affects these intentions as well (Hernandez et al., 2009). However,
the reconciliation tactics should be moderate, as consumers are affected by the tactics
used (Choi & Nazareth, 2014; Peng et al., 2016). Moreover, the severity of the trust
violation also affects consumer perceptions (Choi & Nazareth, 2014). How these efforts
are documented and presented publicly is also important. Consumers seek this
information, and they evaluate the firm’s reputation (Kim et al., 2013) so that they can be
certain and trust the online shop they are going to use.

To create an emotional attachment to browsing and increase purchase intention, online
retailers should focus on consumer pleasure and community relationships (Luo et al.,
2011). Hedonic choice options are also important as they are more strongly related to
positive emotions and pleasurable experiences than utilitarian online shopping options
(Scholl-Grissemann & Schnurr, 2016), even though hedonic performance expectancies
are not always positively related to usage intentions (Kang, 2014). Cognitive and
emotional responses, as well as the interaction, play a key role in communication through
websites (Yen, 2014). This also indicates how tempting the websites look to potential
customers and how easy the sites are to use (Quevedo-Silva et al., 2016).

4.3 Consumer Emotions During Actual Online Shopping Encounters

According to the key findings in the articles in Group 3, emotional and rational routes, as
well as e-service quality, influence consumers during the online shopping process (Hsin
& Hsin-Wei, 2011; Wen et al., 2014). Not only high-quality website design but also
consumers’ product involvement elicits positive emotions during these encounters
(Chechen et al., 2016). Emotions encompass pleasure, arousal, and dominance, and they
precede cognition (Richard & Chebat, 2016). Moreover, a linear relationship exists
between the level of interactivity provided by an online store and pleasure (Ballantine &
Fortin, 2009). Pleasure increases the likelihood of purchasing during the e-commerce
encounters (Kim & Lennon, 2010), and at the same time, consumers’ previous emotional
experiences can affect their behavior (Guo et al., 2015). In these circumstances, using
human brands, and utilizing enhanced perceptions of human connections and the
formation of emotional bonds, could provide a competitive advantage for online retailers
(Ballantine & Fortin, 2009; Chae & Kun, 2013; Wang et al., 2007).

Incidental moods tend to increase process impulsivity in online shopping decisions
(Huang & Kuo, 2012). Differences in users’ emotional experiences on e-commerce
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websites are primarily embodied in subjective emotional ratings and eye movements
(Guo eta al., 2015). Mixed emotions are likely to lead to consumers leaving the stores
(Penz & Hogg, 2011).

A common issue for e-commerce retailers is that customers are not ready to proceed
through checkout procedures. For example, emotions can have a significant impact on
the decision to give personal information that is necessary (such as credit card numbers)
to complete a purchase on a website (Li et al., 2008). The consumer’s online shopping
cart might already be filled with various products, but especially first-time customers
might be suspicious (Li et al., 2008). Trust and distrust coexist in online e-commerce
relationships and can result in ambivalence when they have high attitudinal values
represented in emotions, beliefs, or behaviors (Moody et al., 2014). Use of the principles
of web usability guidelines and trust indicators will improve consumers’ emotion about
adopting e-commerce (Peiris et al., 2015) and increase the likelihood that consumers
complete the checkout process. The purchase encounter must be as reliable as possible
because perceived risk in e-commerce has a significant negative effect on consumers’
satisfaction (Yao & Liao, 2011).

Hedonic values and aspects are important for online store users. Hedonic values increase
online impulse buying tendencies (Ozen & Engizek, 2014). Interestingly, consumers who
are under stress have a higher impulse buying tendency as well (Moran & Kwak, 2015).
High or low hedonistic emotional commitment seems to be important to the perception
of the usefulness of an online store (Bonera, 2011). For utilitarian products, therefore, it
is important to offer a high-quality web design interface and move toward enhancing
consumers’ product involvement, as they are also crucial for eliciting positive consumer
emotions (Chechen et al., 2016; Liao et al., 2016).

4.4 Post-purchase Emotions

According to the key findings in the Group 4 articles, the post-consumption or post-
purchase stages are crucial for e-commerce retailers. Customers and consumers tend to
expect that after the purchase has been successfully executed, the service relationship will
continue, ordered products are received on time, and the product qualities are as expected
(Sharma & Lijuan, 2015; Vos et al., 2014). Positive emotions increase post-satisfaction,
which positively affects post-purchase intentions as well (Kuo & Wu, 2012).

Emotional stability moderates the relationship between the perceived usefulness of a
website and satisfaction in online shopping (Mohamed et al., 2014). Emotions felt after
visiting a website positively influence consumers’ perceptions of the website
atmospherics that, in turn, influence a set of behavioral variables ending with intention to
purchase again (Richard & Habibi, 2016). For example, transaction cost advantage,
preview, and trust significantly and positively affect satisfaction, which, in turn,
influences repurchase intention (Kim et al., 2014). Moreover, satisfaction and perceived
usefulness of the website contribute to individual online shopping continuance intention
(Lim, 2015; Mohamed et al., 2014). Interestingly, shopping habit increases the influence
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of emotional evaluation on continuance, while at the same time habit weakens the impact
of rational evaluation on continuance intention (Chou & Hsu, 2016).

Online shoppers’ excitement leads to positive word-of-mouth (WOM) and increases the
intent to return (Jayawardhena & Len, 2009). Moreover, online service quality has a
positive effect on satisfaction, while also influencing, directly and indirectly through
satisfaction, consumers’ behavioral intentions: site revisit, word-of-mouth
communication, and repeat purchases (Gounaris et al., 2010). Although electronic WOM
has a positive direct effect on consumers’ intention to repurchase, quantity has a negative
influence (Matute et al., 2016). Thus, it is necessary to monitor the tone of consumers’
public discussion during the post-purchase stage.

If service failures have occurred, the switching intentions of consumers who are affected
by negative emotions become stronger when the failures are controllable factors that
could be managed and prevented (Lin, 2012). However, if consumers are treated in an
appropriate way after the failure, the studies show that distributive justice (such as
monetary compensation) increases positive emotions and decreases negative ones (Kuo
& Wu, 2012). Furthermore, negative emotions also affect repurchase intention (Lu et al.,
2012; Yunfan et al., 2012). In addition, procedural justice, such as received fairness from
the company, enhances satisfaction, especially after the consumer has complained and
the company seeks service recovery (Urueiia & Hidalgo, 2016).

5 Conclusions

This study was a preliminary attempt to group and analyze peer-reviewed journal articles
related to consumer emotions in the context of e-commerce. The author aimed at
contributing to academia and practice, and introduced four groups of the current state of
consumer e-emotions research in the context of online shopping. Groups 1 and 2 included
studies on the effects of website design on emotions and studies on pre-purchase
emotions. Groups 3 and 4 included studies on actual online shopping encounters and their
effects on emotions, as well as studies on post-purchase emotions and behavior. In
addition, the author synthesized and analyzed the key findings of the reviewed studies.
By recognizing the emerging need and timely challenge of understanding online users
and their emotions better, the goal of this paper was to increase the knowledge of the
topic, and the paper brought up new perspectives by combining the previous research
findings.

According to the analysis, consumer emotions are present at various stages of the e-
commerce relationship. For example, website design and characteristics affect consumer
emotions, which, in turn, mediate site involvement. In the pre-consumption stage,
emotions initiate the purchase intention, and during actual online shopping encounters,
positive emotions and trust increase the likelihood of purchases. Post-consumption
emotions are also interesting as they mediate the behavioral responses of the consumer,
such as word-of-mouth and intention to return to the web store.



30T BLED ECONFERENCE: DIGITAL TRANSFORMATION — FROM CONNECTING THINGS TO | 397
TRANSFORMING OUR LIVES (JUNE 18 —21, 2017, BLED, SLOVENIA)
M. Lievonen: Consumer Emotions and E-commerce: A Literature Review

As a preliminary attempt, this study has several limitations. Most noticeably, the search
terms and databases used in the process affected the availability of the reviewable
literature. Using different search criteria and databases could, naturally, provide
alternative results and guide the indications to alternative directions than presented in this
paper. However, using similar search terms should be possible in almost any academic
database and give similar results.

From a research method perspective, an integrative literature review has advantages and
disadvantages. The most recognizable difference between this study and systematic
reviews was the analysis. Systematic reviews aim at offering a systematic descriptive
review analysis or even perform a meta-analysis (Fink, 2010), while the goal of this paper
was simply to combine the current state of the research in a condensed form and
reconstitute the current knowledge by utilizing conceptual grouping. The author also
wanted to synthesize the results and analyze the key findings with flexibility in mind to
add something new to the topic as Baumeister and Leary (1997) suggested. Reviews that
were conducted too systematically and mechanically might lack essential details.

Additionally, integrative literature reviews do not have to differ much from systematic
reviews, if they follow a clear pattern and utilize a structured methodological grasp
(Salminen, 2011). The author accomplished this by implementing Fink’s (2010)
systematic method diversely during the review process. These actions also added
credibility and validity to the study (Dixon-Woods, Booth, & Sutton, 2007). This mixed
approach was also flexible, as the literature related to the topic was fragmented across
various fields and disciplines. Finally, yet importantly, the author’s goal was to follow
Torraco (2005) who implied that an integrative literature review has “an important role
in stimulating future research on the topic” (p. 364). As the tendency of positive and
negative consumer e-emotions in e-commerce is still somewhat unclear, the author
suggests that future studies should answer the following research questions: What usually
causes positive emotions in the context of e-commerce when customers are motivated
and intend to buy from an online store? What emotions are present when consumers have
negative e-commerce experiences? What prevents consumers from buying from an online
store?
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