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The importance of the Internet has been growing steadily in recent years, increasing the need to understand the consequences of

Internet consumption on consumers. The objective of the present research was to uncover a myriad of negative consequences of

Internet usage. We report on findings from twenty-one depth interviews with consumers who are frequent Internet users. The

economic, social, psychological, behavioral, physical and legal consequences of Internet consumption on consumers are illustrated by

sample verbatim comments from interviewees. The conceptual framework on paradoxes of technology is used to link the individual

negative effects of Internet to the specific paradoxes.
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EXTENDED ABSTRACT
The importance of the Internet has been growing steadily in

recent years, increasing the need to understand the consequences of
Internet consumption on consumers. One aspect that has received
the most attention in marketing and consumer research to date is
Internet retailing or e-commerce (e.g., Grewal, Iyer and Levy
2004). In the Internet environment (relative to bricks-and-mortar),
consumers can search relatively more easily for product and price
information, as well as purchase from a seller without geographical
restrictions (e.g., see Underhill 2000). Beyond convenience and
value for customers created by online buying and information
search, the Internet also offers convenience and ease in other
consumer activities, such as entertainment (e.g., recreational shop-
ping, online gaming, music, avatars, etc.; Bloch, Sherrell and
Ridgway 1986; Holzwarth, Janiszewski and Neumann 2006;
Mathwick and Rigdon 2004), personal and business communica-
tion and interaction (e.g., instant messaging, e-mail), socializing
(e.g., participation in social networking websites, such as MySpace
or Facebook, and other virtual communities; Angwin 2006; Bagozzi
and Dholakia 2002; Marketing Week 2006), and financial manage-
ment (Strader and Ramaswami 2004), among others, without
consumers ever having to leave the comfort of their home or office.
The Internet can also be very engrossing, allowing consumers to
experience a feeling of “flow” (i.e., engrossed in the moment and
unaware of all else; Cziskszentmihalyi 1990; Hoffman and Novak
1996).

While these online features can be perceived as benefits that
the Internet offers to consumers, at the same time these character-
istics may breed dependency and may consequently result in
negative consequences for online users. Thus, usage of technology
such as the Internet may require consumers to face and cope with the
contradiction of the Internet causing them harm and benefiting
them at the same time, the so called “paradox of technology” (Mick
and Fournier 1998). The concept of paradox focuses on the idea that
two opposite extremes can simultaneously exist, for example,
technology can lead to freedom and dependence at the same time.
Mick and Fournier (1998) developed a conceptual framework on
the paradoxes of technology and identified eight paradoxes con-
sumers face when encountering and using technological products.
Consumption of Internet technology is likely to result in consumers
experiencing similar paradoxes. The innately positive characteris-
tics of the Internet are likely to be associated with the dark-side,
negative counterparts, which may lead to negative effects of the
Internet on consumers. Therefore, the objective of the present
research is to uncover a myriad of negative consequences associ-
ated with Internet consumption. The conceptual framework on
paradoxes of technology is used to link the individual identified
negative effects to the specific technological paradoxes.

Twenty-one in-depth interviews were conducted with the
purpose of investigating the identified issues. The respondents
included ten females and eleven males. Eleven were undergraduate
students and ten were adults in the work force (i.e., post-gradua-
tion). The average age of the undergraduate student participants
was 21.5 years, and the average age of the working adults was 33
years (range 21–55 years). The interviews lasted on average about
an hour, were recorded and transcribed afterwards. The main
categories investigated in the interviews included behavioral, eco-

nomic, social, psychological, physical and legal consequences of
Internet consumption (Clark and Frith 2005). Under each broad
category, several themes were identified and are illustrated in the
paper with a sample of verbatim comments from the consumers.

Negative behavioral consequences associated with Internet
consumption the respondents brought up during the interviews
included impulsive buying (i.e., making unplanned or unneeded
purchases), excessive buying (i.e., buying too much), losing track
of time while online, poor time management and lost productivity
due to the time spent online, and procrastination of more important
activities.

The main economic consequence that emerged from the
interviews pertained to the consumers reporting spending and
losing more money because of their Internet consumption. Actions
leading to such monetary losses included getting caught up in a
bidding frenzy and consequently paying more than planned in an
online auction, gambling online, paying exorbitant shipping charges
when buying and returning products purchased online, buying more
than planned and/or more than necessary, frequent stock trading,
etc. Some participants also perceived it harder to keep track of
money spent when buying online.

Social/interpersonal consequences included interpersonal con-
flicts and misunderstandings resulting from electronic communica-
tions due to the lack of face-to-face contact and non-verbal cues.
Electronic communication was also seen as replacing the more
personal in-person communication and preventing the participants
from carrying on a meaningful conversation.

Negative psychological consequences of Internet consump-
tion included experiencing feelings of stress, loneliness, lower
perceptions of self-worth, decreased ability to think, becoming
more introverted, becoming dependent on and/or addicted to the
Internet, and experiencing withdrawal symptoms when not being
able to access it.

Moreover, the most frequent physical problems associated
with Internet usage the interviewees reported included headaches,
poor posture leading to backaches, problems with eyesight (sore,
dry eyes), lack of sleep leading to tiredness, development of poor
eating habits, and a decrease in physical activity.

Lastly, the key negative legal or ethical consequences of
Internet consumption pertained to the respondents experiencing
violations or concerns regarding the online security and privacy of
their information.

Implications of these findings and directions for future re-
search on the topic are discussed in the manuscript.


