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Abstract : In the last few decades extensive research has been conducted into information technology (IT) adoption, testing a
series of factors considered to be essential for improved diffusion. Some studies analyze IT characteristics such as usefulness,
ease of use and/or security, others focus on the emotions and experiences of users and a third group attempts to determine the
importance of socioeconomic user characteristics such as gender,  educational level and income. The situation is similar
regarding e-commerce, where the majority of studies have taken for granted the importance of including these variables when
studying e-commerce adoption, as these were believed to explain or forecast who buys or who will buy on the internet.
Nowadays, the internet has become a marketplace suitable for all ages and incomes and both genders and thus the prejudices
linked to the advisability of selling certain products should be revised. The objective of this study is to test whether the
socioeconomic characteristics of experienced e-shoppers such as gender rally moderate the effect of their perceptions of online
shopping behavior. Current development of the online environment and the experience acquired by individuals from previous e-
purchases can attenuate or even nullify the effect of these characteristics. The individuals analyzed are experienced e-shoppers
i.e. individuals who often make purchases on the internet. The Technology Acceptance Model (TAM) was broadened to include
previous use of the internet and perceived self-efficacy. The perceptions and behavior of e-shoppers are based on their own
experiences. The information obtained will be tested using questionnaires which were distributed and self-administered to
respondent accustomed using internet. The causal model is estimated using structural equation modeling techniques (SEM),
followed by tests of the moderating effect of socioeconomic variables on perceptions and online shopping behavior. The
expected findings of this study indicated that gender moderate neither the influence of previous use of the internet nor the
perceptions of e-commerce. In short, they do not condition the behavior of the experienced e-shopper.
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