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Abstract: the e-commerce through international shop web-sites has gaining more space around the world. The study this phenomenon is still under development. In this work, we contribute to the literature extending and testing an existing conceptual model in a new scenario. It was included the independent variable Life Satisfaction to explain Purchase Intention and the Psychic Distance to use international shopping sites. An online survey of university students (n = 211) was performed. Our structural equation model revealed that Life Satisfaction influences Purchase Intent and Psychic Distance, when mediated Interactivity, Informativeness and Convenience of Use. Our results reveal a new approach among the factors that influence these constructs.
Introduction:
According to World Trade Organization (2013) the on-line trade in the world represents 10% of trades between businesses and consumers, i.e., US $ 1.2 trillion dollars. According to E-BIT (2015) among November and December 2014, 4 out of 10 Brazilians made purchases in international sites and in January 2014 were 3 out of 10. The on-line Chinese web sites account was 55% of total. The five most used sites are AliExpress, eBay, Amazon.com, DealExtreme and MiniInTheBox. The 20 most used websites, 12 are Chinese. The three categories most used in international sites for Brazilians are fashion and accessories, electronics and information technology. The category leader has 33% share of the Brazilian shopping on international websites and 52% in exclusively Chinese sites. Payment represents 54% of transactions by credit card, via PayPal 24% and 20% by bank transfer. And the average consumer spending on international websites in the year is US $ 163.21 (E-BIT, 2015). The estimated value of the purchases made by Brazilian international sites in 2014 is $6.6 billion, equivalent to 18% of Brazilian sales in e-commerce. The Internet, social networking sites like Facebook and the technology spread has intensified information exchanges and interactions between users and, consequently, there was an important impact on the behavior of consumers and Brazilian companies (OLIVEIRA and HUERTAS, 2015). According Kalakota and Whisnton (1996), e-commerce can be defined as the buying and selling of information, products and services through computer networks. The information in international websites is often in other languages ​​and sometimes the user needs to communicate and negotiate product conditions, payment and many other problems with delivery. Johanson and Vahlne (1977 p. 24) argued "the psychic distance is the sum of the factors that affect the flow of information between countries" in this context the user must interact with several variables in order to decrease of psychic distance with respect to international market. The psychic distance refers the individual's perception over the international business environment (SOUSA, and Bradley, 2006).
In this context, online social commerce, there were not many researches that discuss the perception of buyers of products/services international sites buying in Brazil and there are few studies on the nature of international purchase experience on websites.
This research aims to analyze characteristics international purchase websites may influence the import of goods and services, Trust and moderate psychic distance. The influence of new variables factors were analyzed in a complementary model based in Han (2014) as: Life Satisfaction, Purchase Intention and Psychic Distance.
The complete model studies the following variables: Life Satisfaction, Gender, Trust, and Convenience of use, Informativeness, Interactivity, Purchase Intention and Psychic Distance.
The first part of the study is organized as follows: theoretical literature review on e-commerce, Life Satisfaction, Interactivity, Informativeness, Convenience of Use, reliability and Purchase Intention and psychic distance. The second part of the study presents the construct of the research, the hypotheses and the search method. The third part presents the final research model, model data analysis and results in addition to the general discussion about results and proposals for future research.
Literature review
E-commerce 
E-commerce is understood as the buying and selling information, products and services through a network of computers (SRINIVASAN, ANDERSON and PONNAVOLU, 2002). According to OECD (2009), e-commerce refers trading in online network through integration between the company and the company - B2B and enterprise and consumer - B2C. For Takahashi (2000), e-commerce is part of a broader business category, i.e., economic activities that make use electronic networks and technology platform have been termed electronic business. This expression encompasses the various types of commercial transactions, administrative and accounting, involving government, business and consumers. E-commerce is the main activity of this new business category (Takahashi, 2000. p.18; Kalakota and Whinston, 1996).
Nath (2013) affirms e-commerce can reduce gap between buyer and seller, and thus allowing the rapid information exchange or service between buyer and sellers anywhere in the world. The author reveals that e-commerce not only provides product options and services at a lower cost, but that can potentially allow more options to the needs of each buyer. It seems relatively low cost to start any business through social networking sites, for example, Alibaba, Aliexpress and Amazon can act as a potential tool for online business, especially for access to large markets such as Brazil market (Nath, 2013).
Social networks and the Internet are the most innovative features that have changed the business environment and e-commerce. According Slywotzky (2000), e-commerce through online shopping websites intensified the change consumer power, and consequently changes to how companies relate to their customers.
Life satisfaction:
The Life Satisfaction has been studied with a central component of well-being. The definition of welfare is broad, subjective, multi-faceted and has cognitive and affective elements (Diener, 1984; Sirgy et al 2006). Life satisfaction is a key indicator of subjective well-being (Erdogan, Bauer, et al., 2012) and can be defined as a process of comparison of the circumstances with what regarded as an adequate standard (Diener, Emmons GRIFFIN , 1985), or even an individual subjective assessment of how much needs, important goals and desires were satisfied (Frisch, Cornell, et al., 1992). That is, a cognitive evaluation of their overall Life Satisfaction (Diener, 1994; Ozmete, 2011; Pavot and Diener, 2008; pavot and Diener, 1993).
Life satisfaction is also considered subjective happiness and personal satisfaction (DIENER, EMMONS, et al., 1985) and is determined in part by social ties of individuals (Kahneman and Krueger, 2006). This concept is also associated with interpersonal communication (DIENER and pavot, 1991) and the global evaluation of the environment and can be positive or negative (Scheufele and SHAH, 2000). It is also designed in part as a result of satisfaction with the various areas of life such as work, family, health, etc. (RODE, 2004) as well as happiness (OZMETE, 2011) (DYRDAL, RøYSAMB, et al., 2011). For example, feeling understood in trade relations between Asian and Anglo-Saxons have a positive effect on Life Satisfaction even with striking cultural differences (OISHI, Akimoto, et al., 2013).
Interatividade:
Interactivity is one of most important features in social networking service. Despite receiving information unilaterally, a social networking service allows users to communicate with each other. Rossi (2008) describes when a user seeks a website it not only search some information, but Interactivity and ease of navigation. The author reveals that having ease navigation it contributes for gathering information. In other words, it avoids noise and keeps the user's concentration on webpage. That is, a site does not deliver these conditions take a risk to be avoided by users in the future. Chen and Yen (2004) revels Interactivity is also related to the quality of the site, that is, playful elements, connectivity, and reciprocal communication. Lee (2012) shows interaction leads for relationship of training, which leads to the deepening of the relationship - identifying and ultimately brand loyalty. Other researches has shown that Interactivity affects confidence in case online travel community (Wu & Chang, 2005).
According to Oliveira (2012), the young consumer, also called Y Generation, would be seeking greater interaction with the media, seeing the Internet as part of their life and refusing to be just passive user before the buying opportunities on- line and interaction. In this context, Interactivity can be another tool for businesses to reach a wide audience, more efficiently, lower cost and for a longer period (Oj; Kim, 2003). In the case of Alibaba website, the group invested the amount of 586 million dollars in this market. Also, there is greater collaboration, understanding and interaction between the company and its target audience (Jo Kim, 2003). This new form of communication has changed the way people interact. It seems to be no geographic barriers in the virtual world. Ybarra (2004) says it corresponds with anyone who is long distance it has become a facility.
Companies should realize the high degree of Interactivity on Internet and how their corporate websites can establish two-way communication, build relationships and maintain interaction with their audience (CAPRIOTTI; MORENO, 2007).
Informativeness:
The information search is defined as a process in which human beings deliberately make an effort to change your state of knowledge (Marchionini, 1995). The search gradual way information increases the individual's knowledge repertoire and may contribute to better results. One of the biggest reasons to participate in social networking service is information seeking (Borgatti and Cross, 2003). Other research shows that perceptions by others are formed through a direct interaction, that is, observation and/or third-party comments (Borgatti and Cross 2000). In this case, the Informativeness highlights the fact that understanding of the information depends on the other information (Lara, 2008). Mologo (2004) says that Informativeness is by sharing information interlocutors at all levels interpretations.
An online community is an important source information for consumers and businesses. It becomes one another in search for information (JR Muniz and O'Guinn, 2001). The reliable information and good quality are vital for users to make their decision because users can not physically examine the products they want to buy (Li and Suomi, 2009; Lee, 2012). In this case, users social networking services need adequate information to make their buying decision. That is why the Informativeness often leads to a positive satisfaction of social networking services, and customer satisfaction on Internet shopping web sites (Kim and Lim, 2011; KIM & Lim, 2011). For Han (2014) Informativeness also positively affects the social commerce through service quality, i.e., it has a positive influence on the satisfaction of social commerce. However, Informativeness does not have a significant influence on the intention to repurchase (Jin and Lee, 2012). The Informativeness also has a positive effect on consumers returning to the website and the site positively affect the attitude towards the website. It also leads to a strong influence on the intention to return to the website (An and Kim, 2008).
Convenience of use:
Convenience of use or ease generally use refers to the ease use and search information (Yoo & Donthu, 2000). The Convenience of Use is one of the reasons users choose an online shopping site on-line, as well as the quality of information (KIM & LIM, 2011).
There is research suggesting that perceived ease of use can actually be a causal antecedent to perceived usefulness (Gefen & Straub, 2000). The quality of a shopping site on the Internet has positive correlation due to the behavior of individuals who wish to buy from international sites. In this way, the convenience can be an important criterion to be verified empirically since the impact can contribute to the increase of users Purchase Intention (Yoo & Donthu, 2000).
Trust and Purchase intention:
According to Han (2014), there are many factors affecting Purchase Intention on websites, including confidence in website and loyalty in an on-line purchasing community, which affects the intention to repurchase positively (Lee, 2011). The sense of security due to confidence in on-line shopping has positive relationship with on-line purchase (Gefen, Karahanna and Straub, 2003).
Many factors that affect Trust in an on-line environment were studied in earlier research. One was perceived reputation. Blogs realize that the company’s reputation reported a positive result for the variable confidence. The perceived reliability of these blogs could lead to a positive attitude on the part of companies selling products in domestic and international purchasing websites (Yun et al., 2012).
Psychic distance: 
Early research on the concept psychic distance occurred from the 1950s showing the perception remoteness and information and its consequences for international trade. In other words, business between the two countries was not studying only the physical aspect but also the dissimilarity as language, culture, relationships between entrepreneurs, narratives, symbols and social values ​​(Beckerman, 1956). The result factors that prevent or impede the flow of information between companies and the market is understood as the psychic distance (Johanson and Wiedersheim-PAUL, 1975). Exporting companies in foreign markets face a managerial challenge not only to understand the customers and local marketing, but balancing multiple export relations interests through a large number of countries (Griffith, Lee, et al., 2013). For Evans and Mavondo (. 2002, p 517), the psychic distance is defined, "the distance between the domestic market and foreign market, resulting from the perception of cultural differences and business." For Johanson and Vahlne; Barkema, Bell and Pennings (2009; 1996) companies engaged in international environment are negatively affected due to economic differences, political, social, cultural and language. In contrast, the study by Griffith, Lee, et al., (2013) reveals that the financial transactions of investments through online technology platforms can moderate the psychic distance and contribute to standardization, influence and the relationship between the company and consumer market. In this context, these results indicate the existence of a positive interaction effect influenced by financial transactions. Other studies show that business between the United States and Japan can achieve performance gains when the relational management strategies are appropriately adjusted to the cultural expectations on partners of the global production chain (Griffith and Myers, 2005). Another study shows that global companies of New Zealand temper the logic psychic distance by entering the first time in psychically nearby countries and subsequently engage strategies to reach the most distant countries (Chetty and Campbell-Hunt, 2004). To circumscribe this study is intended to analyze the individual, this argument is based on the study of Sousa and Bradley (2006) that reveal a misconception analyze the psychic distance only cultural, but an analysis focusing on individual needs.
Constructs and variables of the model: development of hypotheses
In this study, the proposed model is an extension the Han (2014) research. The constructs included: Life Satisfaction (Diener, Emmons, et al., 1985; Kahneman and Krueger, 2006), Gender (Wright and Sharp, 1979), Trust (Bracket and Carr, 2001; Gefen, Karahanna and Straub , 2003), Convenience (Davis, 1989; Yoo and Donthu, 2001), Informativeness (Ducoffe, 1996; Chob and Robertsb, 2005), Interactivity (Novak, Hoffman and Yung, 2000), Purchase Intention (Yoo and Donthu, 2001; Coviello and Munro, 1997) and the psychological distance (Johanson and Vahlne, 1977; Shimp and Sharma, 1987).
The previous model proposed by Han had just reveled Interactivity, Informativeness, Convenience of Use, Trust and Purchase Intention. The model presented in this study includes other variables such as Gender as an opportunity future research placed by the author (HAN, 2014), Lfe Satisfaction (Diener, Emmons, et al., 1985; Kahneman and Krueger, 2006) and Psychic Distance (Shimp and Sharma, 1987; Johanson and Vahlne, 1977; Johanson and Vahlne, 1990).
Therefore, the constructs is presented along with the definitions of each authors and lastly the operational design about questions survey.
[Table 1 – insert here]
Table 1 shows that variable Life Satisfaction is considered a concept subjective happiness that can contribute to social interactions, information and convenience (Diener, Emmons, et al., 1985; Kahneman and Krueger, 2006). Gender variable indicates the impact of greater reliance on the women than men (Wright and Sharp, 1979). Sites that underpin credibility and provide customer service has positive relationship with trust attitudes users on Internet, in other words, beliefs and attitudes of confidence can be affected by variations of shares the purchase sites online (Bracket and Carr, 2001; Gefen, Karahanna and Straub, 2003). Since the variable Convenience through fluidity and ease of finding product information, there is a positive relation to the perception of trust, that is, there is a perceived quality (Davis, 1989; Yoo and Donthu, 2001). The Informativeness can contribute to Confidence and Purchase intent (Ducoffe, 1996). The results of the Purchase Intention can be positively affected by the quality of the interaction of the online shopping sites (Novak, Hoffman and Yung, 2000). Coviello and Munro (1997) revels that intended to carry out international business can be triggered and facilitated by adherence to the culture, language and the network (Johanson and Vahlne, 1990). Purchase Intention has positive correlation with the degree of organization the information available on on-line sites, browsing speed on the site, but there is a negative relationship with levels of security of buying online sites. But we still need to better understand to what extent the flow of information can interfere with the intention of buying (Johanson and Vahlne, 2009). In this sense, the variable psychic distance can help better understand the positive effect of purchase intent. Studies have shown that the more the individual perceived cultural differences between his country compared to the country abroad, the lower its intention to buy internationally (Johanson and Vahlne, 1990). Other studies show that the higher the less ethnocentric consumer a chance to international purchase intent (Shimp and Sharma, 1987).
Hypothesis 1: Life Satisfaction has a positive effect on Interactivity. For Diener, Emmons, et al., (1985) it has cognitive and affective elements and therefore relates to Interactivity.
Hypothesis 2: Life Satisfaction has a positive effect on the Informativeness. The variable satisfaction with life can help you get the quality of information for international orders online sites (Ducoffe, 1996; Marchionini, 1995).
Hypothesis 3: Life Satisfaction has positive effect on the Convenience of Use. The ease use of online sites can be moderated by variable Life Satisfaction (Yoo and Donthu, 2001).
Hypothesis 4: The Convenience of use has a positive effect on Purchase Intention. The ease of use online sites can change the Purchase Intention (Yoo and Donthu, 2001).
Hypothesis 5: Use the Convenience has a positive effect on confidence. Trust shapes by the use fluidity of sites online (Gefen, Karahanna and Straub, 2003).
Hypothesis 6: the Informativeness has a positive effect on Confidence. The quality of information can moderate the confidence of users online sites (Bracket and Carr, 2001).
Hypothesis 7: the Informativeness has a positive effect on Purchase Intention. Purchase Intention may increase if the quality of information (Coviello and Munro, 1997).
Hypothesis 8: the Gender can influence positively the Trust. The male and female influences the confidence of individuals to international business (Wright and Sharp, 1979).
Hypothesis 9: Interactivity has a positive effect on confidence. Reviews and quick responses can influence the Trust of users (Novak, Hoffman and Yung, 2000).
Hypothesis 10: Interactivity has a positive effect on Purchase Intention. The user interaction in online sites can positively influence Purchase Intention (Yoo and Donthu, 2001).
Hypothesis 11: The Trust has a positive effect on Purchase Intention. The credibility and degree of trust can increase Purchase Intention of users (Gefen, Karahanna and Straub, 2003; Coviello and Munro, 1997).
Hypothesis 12: the Purchase Intention has a positive effect on Psychic Distance. The distance from the international market can be amended by Purchase Intention (Shimp and Sharma, 1987; Johanson and Vahlne, 2003).
[Figure 1 – insert here]
Method
We employed an online survey to collect empirical data. In developing our questionnaire, we applied the same measures as used in Han (2014) of Interactivity, Convenience of Use, Informativeness and Trust as factors explaining the Purchase Intention. Also it used the Satisfaction with Life Scale and included the construct of Psychic Distance (Johanson and Vahlne, 1977; 1990) (Diener, Emmons, et al., 1985) in the model.
The questionnaire was distributed to college students in Foreign Trade and International Commerce at the University Anhembi Morumbi, São Paulo, Brazil. The age of the respondents ranges from 18 to 30 years.
Data were collected between 13 and 25 April 2015. During this period, we received 211 valid responses, ie, n=211. The most respondents are women (58.3%) than men (41.7%) and all of them are students of higher education. According to official Brazilian government data, there are 34.1 million young people between 15 and 24 years, ie 20.1% of the total population, the majority of females (51.3%), and 46.9% have any occupation between 16 and 24 years (IBGE, 2013).
With regard to expenses incurred, 46% bought up to R$ 149.99 in international shopping websites, 45% from R$ 150.00 to R$ 499.00 and 9% over R$ 500.00. Regarding the frequency of purchases, 17.5% made every two months, 27% at least once a month and the majority less than once a month, or 45%. Regarding the interaction with websites, only 22% have habit of leaving comments on websites, most do not have this habit (36%).
Data analysis and results
We use structural equation modeling (SEM) for data analysis because its capability in Analysing latent variables. The structural equation modeling (Structural Equation Modeling-no) is a statistical analysis in order to test hypotheses and relationships between the latent variables and observed (Gosling and Gonçalves, 2003). PLS (Partial Least Squares) is based on the estimated minimum square partial with the primary objective of maximizing the explanation of the variance in dependent constructions of a structural equation model (Henseler, Ringle and Sinkovics, 2009). The software used was SmartPLS (Which uses component-based SEM techniques, named Partial Least Square structural equation modeling (PLS-SEM). PLS has several advantages over covariance-based SEM, for example, PLS-SEM performs well, When the data are not Normally distributed, like in ours, or When complex models with many indicators and relationships are estimated. PLS is well suited Also Particularly applied to settings where the emphasis is on predictive modeling (Hair et al., 2011). Therefore, we used PLS -No to estimate the conceptual model. We Performed the analysis using SmartPLS 2.0 M3 (Ringle, WENDE and WILL, 2005). Following (HAIR, Ringle and SARSTEDT, 2011), we computed the t-values ​​using 5000 bootstrap samples to establish the significance value for each path coefficients. The minimum size of the sample was calculated using the G * Power 3.1.9 software (FAUL, ERDFELDER, et al., 2009). The power of the statistical test was equal to 0.80 and the size the effect f2 = 0.15, the minimum established by (HAIR, HULT, et al., 2014) Hair, Hult, Ringle and Sarstedt (2014). Therefore, the minimum number of samples is 85. As Ringle, Silva and Bido (2014) to have a more consistent model, the ideal sample should be double or triple that amount. In this article, this requirement is met, for n = 211. 
Like in covariance-based SEM, we first test the reliability of the measurement model followed by the structural model (Figure 2).
[Figure 2 -  insert here]

Assessment of the measurement model
We first evaluated the measurement model by examining the item loading, composite reliability, convergent validity, and discriminant validity. As shown in the Appendix 1, most of the item loadings are above the recommended 0.7 (Hair, Ringle, & Sarstedt, 2011) with a few exceptions which are lower than 0.7 were removed from further analysis (Use4, PD1, INT3, LS5 and Pi4, shown in italic). All factor loadings are significant, and the composite reliability (CR) exceeds the recommended level of 0.7, and the average variance extracted (AVE) values are above the recommended level of 0.5 (Hair, Ringle, & Sarstedt, 2011).    
All the item loadings on their respective construct are greater than their loadings on other constructs (Appendix 2), we then compared the square roots of the AVE with the latent variable correlations, and the results show good discriminant validity (Appendix 3): all square roots of AVE are larger than the correlations between every pair of latent variables (Fornell & Larcker, 1981).  
Assessment of the structural model
Table 2 shows the results of the PLS structural model with the estimated path coefficients and the associated t-values of the paths. The model accounts for 42 per cent of the variation in Psychic Distance. The significant and positive paths are LS→INT(H1), LS→INF(H2), LS→Use(H3), Use→Pi(H4), Use→Trust(H5), INF→Trust(H6), Genre→Trust(H8), INT→Trust(H9), INT→Pi(H10), Trust→Pi (H11) and Pi→PD (H12). The path INF→Pi(H7) is insignificant. Trust is the most significant exogenous variables of Purchase Intention, followed by Interactivity. Informativity is the most significant exogenous variables of Trust.
Table 2 Results of the Structural Model (R2=0.42)
	              
	Coefficient
	t-value
	Hypotheses
	Conclusion

	LS → INT
	0.187
	3,022***
	H1
	Supported

	LS → INF
	0.165
	2,672***
	H2
	Supported

	LS → Use
	0.156
	2,334**
	H3
	Supported

	Use → Pi
	0.201
	2,507**
	H4
	Supported

	Use → Trust
	0.270
	3,942***
	H5
	Supported

	INF → Trust
	0.362
	4,612***
	H6
	Supported

	INF → Pi
	0.038
	0.572
	H7
	NS

	Genre → Trust
	0.130
	2,529**
	H8
	Supported

	INT → Trust
	0.126
	1,807*
	H9
	Supported

	INT→ Pi
	0.294
	4,476***
	H10
	Supported

	Trust → Pi
	0.352
	4,852***
	H11
	Supported

	Pi → PD
	0.645
	13,068***
	H12
	Supported


Note: *p < 0.10. **p < 0.05, ***p<0.01

Conclusions: 

The purpose of this article is to extend the existing model of Han (2014) including Life Satisfaction, Purchase Intention and Psychic Distance to study the use of international shopping sites. In other words, it was intended to analyze the characteristics the international purchase websites may influence the import of goods and services, Trust and moderate psychic distance.
Despite the growth in imports products through international websites there has been extensive research on factors that influence Purchase Intention and reducing the geographical cultural distance between the importer and the exporter that uses the international shopping websites. Han (2014) describes that studies have focused only group purchase websites and issues of social networks, i.e., lacking research to understand the nature and the influencing factors on-line trading.
Our model features 42% explanatory power using variables: Life Satisfaction, Interactivity, Informativeness, Convenience of Use, Trust and Purchase Intention with independent variables and Psychic Distance with dependent variable. The variable Life Satisfaction has a positive correlation with Interactivity, i.e., the subjective well-being imbued user can have a greater potential for online interaction ladder. Life Satisfaction L has a positive effect on the Informativeness, in this case the cognition process positively affects the perceived quality of data and information that online sites display on web pages. In addition, the Life Satisfaction can moderate positively the user judgment as to Convenience of Use variable - such as the attributes of products and services are presented.
The Convenience of Use variable has positive influence on Purchase Intention - it is confirmed that the perception of the on-line websites of ease use contributes positively to the decision to import international products. This result corroborates with the statement Gefen and Straub (2000) that the perceived usefulness prior to purchase. In addition Convenience to Use variable positively affects Trust, which shows the synergy of using fluidity of sites causing stimuli that increase confidence.
As for Informativeness, the information search for products and services by users positively moderates the feeling to take the risk, that is, the variable Informativeness has positive influence for the Trust to import products outside. However, the Informativeness variable does not contribute to the sharing of information about the products, i.e., it has no effect of increasing the repertoire of knowledge and provokes intention to import products.
An important variable added to this model was gender. There was a positive correlation between male and female for the variable Trust in this case corporate international sites shopping online can establish ways to communicate their products specifically for men and women, as sex can contribute to increased confidence. Studies Wright and Sharp (1979) revealed that women have greater impact confidence than men.
The Interactiness increases the variable Trust - good sources of product information and how online sites moderate the exchange of buyer and seller information can help in confidence. For example, users of international online sites need well understand the international shipping conditions, delivery time and ways of monitoring the goods outside of Brazil. The Interactiveness can enhance the user's Purchase Intention precisely because the information exchanged through sites are fast and sometimes the site features translation resources on the user's own language - for example, websites as Amazon, E-bay and Aliexpress .
The variable Trust has positive relationship with Purchase Intention, namely credibility, reliability increases will you deal with possible uncertainties in the international online environment and contributes to the Purchase Intention.
The variable Purchase Intention has positive relationship with Psychic Distance. The degree of international buyer uncertainty is moderated positively by the variable Purchase Intention. In this sense, the language barrier difference, culture difference, a different economy may be mediated by Purchase Intention when international on-line websites are the means used.
Among limitations of the current research, the concentration on international purchase websites and students is the first one, thus results cannot be generalized to all international purchase websites Purchase Intention. The sample has participants from International Trade, International Relations and Management students (N=211). Nevertheless, their demographic and psychographic characteristics are quite similar among participants. For this reason, additional analyses considering differences in factors like the other regions in Brazil and age group.
Our structural equation model revealed that Life Satisfaction influences Purchase Intention and Psychic Distance, when mediated Interactiveness, Informativeness and Convenience of Use. Our results reveal a new approach among the factors that influence these constructs. 
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Table 1: Constructs and variables of the model: development of hypotheses.
	CONSTRUTOS
	Definitions
	Operational definitions

	Life satisfaction
	Considered subjective happiness or personal
satisfaction (Diener, Emmons, Larsen, & Griffi, 1985) which is
determined in part by the social ties of the
individuals (Kahneman & Krueger, 2006)
	LS1: Most of the time, my life is close to my ideal.
LS2: The conditions of my life are excellent.
LS3: I am satisfied with my life.
LS4: So far I have achieved important things I want in life.
LS5: if I could live my life again, I would not change almost anything.

	Gender
	Content and grammatical sex bias on the interpersonal trust (Wright & Sharp, 1979).
	D1: What is your gender?
D2: Which of international shopping sites you bought / imported?
D3: How often do you shop at international sites?
D4: How long you spend visiting international buying sites?
D5: When you started using international shopping sites?
D6: You make any comments the product you purchase in international buying sites?
D7: How often do you buy online?
D8: What is the average cost each time you purchase on international sites?

	Trust
	(Bracket & Carr, 2001)

(Gefen, Karahanna, & Straub, 2003)
	TR1: The sites have credibility?
TR2: Do you think that international buying sites are reliable?
TR3: Do you believe in the international shopping sites?
TR4: International buying sites care about their customers?
TR5: International Shopping Sites are honest?

	Convenience of Use
	(Davis F. D., 1989)

(Yoo & Donthu, 2001)
	CON1: They are easy to use?
CON2: They offer a good interaction with you?
CON3: These are sites that make them suitable for use?
CON4: They are easy to search for information?

	Informativeness
	(Ducoffe, 1996) (Chob & Robertsb, 2005)
	INF1: They are good sources of information about the product.
INF2: provide relevant information.
INF3: Provide updated information?
INF4: provide updated information on the product
INF5: Provide appropriate information about the product?

	Interativeness
	(Novak, Hoffman, & Yung, 2000)
	INT1: When I access international shopping sites the response is fast.
INT2: The pages of the international buying sites I visit often load quickly.
INT3: Sometimes I post comments or photos in international shopping sites

	Purchase intention
	(Yoo & Donthu, 2001) (Coviello & Munro, 1997)
	Pi1: I will definitely buy any product from any international site.
Pi2: It is likely that I'll buy some product in the near future.
PI3: I intend to learn how to buy international buying sites.
PI4: I think international buying sites as a good place to buy imported products.

	Psychic Distance
	(Shimp & Sharma, 1987) (Johanson & Vahlne, The internationalization process of the ﬁrm: A model of knowledge development and increasing foreign market commitments., 1977) (Johanson & Vahlne, The mechanism of internationalisation., 1990) Uncertainty regarding the flow of information and wish to buy from abroad.
	DP1: How do you feel about your location compared to the geographical distance of the exporter, usually located in Asia?
DP2: A common language between you the exporter abroad, for example, the English, can help in trading.
DP3: The Asian economy, its infrastructure and its communications technology help in international trade.
DP4: Even the culture of China, Hong Kong and other Asian countries being different Brazilian culture, it does not hurt my desire to buy international online shopping sites.
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Figure 2: Structural model results. 
Note: Path coefficients: ***Significant p<0.001, ** p<0.05, *p< 0.10. Image generated by SmartPLS software.

Appendix 1 Scale Items & Convergent Validity
	Constructs/Items
	AVE
	CR
	Loading

	Life Satisfaction (LS)
	0.65
	0.90
	

	LS1
	Most of the time, my life is close to my ideal.
	
	
	0.80

	LS2
	The conditions of my life are excellent.
	
	
	0.84

	LS3
	I am satisfied with my life.
	
	
	0.87

	LS4
	So far I have achieved important things I want in life.
	
	
	0.82

	LS5
	If I could live my life again, I would not change almost anything.
	
	
	0.68

	Gender (Genre)
	1.00
	1.00
	

	Gender
	What is your gender?
	
	
	1.00

	Trust (TR)
	0.70
	0.92
	

	TR1
	The sites have credibility?
	
	
	0.85

	TR2
	Do you think that international buying sites are reliable?
	
	
	0.89

	TR3
	Do you believe in the international shopping sites?
	
	
	0.82

	TR4
	International buying sites care about their customers?
	
	
	0.80

	TR5
	International Shopping Sites are honest?
	
	
	0.84

	Convenience of Use (Use)
	0.61
	0.85
	

	Use1
	They are easy to use?
	
	
	0.84

	Use2
	They offer a good interaction with you?
	
	
	0.92

	Use3
	These are sites that make them suitable for use?
	
	
	0.91

	Use4
	They are easy to search for information?
	
	
	0.26

	Informativeness (INF)
	0.74
	0.93
	

	INF1
	They are good sources of information about the product.
	
	
	0.83

	INF2
	Provide relevant information
	
	
	0.84

	INF3
	Provide updated information?
	
	
	0.87

	INF4
	Provide updated information on the product?
	
	
	0.88

	INF5
	Provide appropriate information about the product?
	
	
	0.87

	Interativeness  (INT)
	0.56
	0.77
	

	INT1
	When I access international shopping sites the response is fast.
	
	
	0.88

	INT2
	The pages of the international buying sites I visit often load quickly.
	
	
	0.87

	INT3
	Sometimes I post comments or photos in international shopping sites
	
	
	0.37

	Purchase Intention (Pi)
	0.68
	0.90
	

	Pi1
	I will definitely buy any product from any international site.
	
	
	0.84

	Pi2
	It is likely that I'll buy some product in the near future.
	
	
	0.90

	Pi3
	I intend to learn how to buy international buying sites.
	
	
	0.69

	Pi4
	I think international buying sites as a good place to buy imported products.
	
	
	0.86

	Psychic Distance (PD)
	0.60
	0.85
	

	 PD1
	How do you feel about your location compared to the geographical distance of the exporter, usually located in Asia?
	
	
	0.64

	PD2
	A common language between you the exporter abroad, for example, the English, can help in trading.
	
	
	0.78

	PD3
	The Asian economy, its infrastructure and its communications technology help in international trade.
	
	
	0.84

	PD4
	Even the culture of China, Hong Kong and other Asian countries being different Brazilian culture, it does not hurt my desire to buy international online shopping sites.
	
	
	0.82


Notes: AVE = Average variance extracted, CR = composite reliability. Items in italic were excluded from further analysis. 

Appendix 2 Cross-loading

	
	Genre
	INF
	INT
	LS
	PD
	Pi
	Trust
	Use

	Genre
	1,00
	0.12
	0.14
	0.11
	0.05
	0.09
	0.22
	0.12

	 INF1
	0.11
	0.83
	0.46
	0.07
	0.36
	0.46
	0.50
	0.50

	 INF2
	0.13
	0.85
	0.49
	0.19
	0.37
	0.45
	0.51
	0.56

	 INF3
	0.11
	0.87
	0.43
	0.19
	0.38
	0.46
	0.57
	0.54

	 INF4
	0.08
	0.88
	0.46
	0.14
	0.38
	0.46
	0.54
	0.53

	 INF5
	0.10
	0.87
	0.47
	0.11
	0.41
	0.48
	0.51
	0.57

	 INT1
	0.13
	0.48
	0.90
	0.25
	0.45
	0.53
	0.45
	0.52

	 INT2
	0.12
	0.48
	0.90
	0.09
	0.48
	0.56
	0.44
	0.54

	  LS1
	0.14
	0.10
	0.10
	0.80
	0.14
	0.14
	0.06
	0.13

	  LS2
	0.15
	0.19
	0.21
	0.88
	0.20
	0.19
	0.10
	0.16

	  LS3
	0.08
	0.07
	0.12
	0.87
	0.12
	0.07
	0.02
	0.07

	  LS4
	-0.02
	0.15
	0.15
	0.83
	0.14
	0.12
	0.04
	0.14

	  PD2
	0.05
	0.43
	0.47
	0.13
	0.82
	0.58
	0.42
	0.46

	  PD3
	0.09
	0.35
	0.40
	0.12
	0.85
	0.52
	0.37
	0.36

	  PD4
	0.00
	0.32
	0.43
	0.22
	0.85
	0.51
	0.30
	0.37

	  Pi1
	0.07
	0.42
	0.50
	0.10
	0.50
	0.87
	0.54
	0.54

	  Pi2
	0.06
	0.46
	0.51
	0.15
	0.60
	0.91
	0.55
	0.54

	  Pi4
	0.11
	0.54
	0.60
	0.18
	0.60
	0.87
	0.61
	0.53

	  TR1
	0.14
	0.53
	0.40
	0.02
	0.39
	0.54
	0.85
	0.55

	  TR2
	0.22
	0.49
	0.42
	0.03
	0.39
	0.57
	0.89
	0.51

	  TR3
	0.20
	0.48
	0.44
	0.08
	0.41
	0.54
	0.82
	0.50

	  TR4
	0.14
	0.57
	0.39
	0.06
	0.32
	0.50
	0.80
	0.43

	  TR5
	0.23
	0.51
	0.44
	0.11
	0.33
	0.53
	0.84
	0.46

	 Use1
	0.12
	0.45
	0.49
	0.08
	0.38
	0.50
	0.43
	0.85

	 Use2
	0.15
	0.61
	0.54
	0.20
	0.41
	0.52
	0.54
	0.91

	 Use3
	0.06
	0.60
	0.54
	0.13
	0.48
	0.58
	0.58
	0.91


Notes: Boldface numbers are loadings of indicators to their own construct; other numbers are the cross loadings.

Appendix 3: Latent Variable Correlations & Square Roots of AVE
	
	Genre
	INF
	INT
	LS
	PD
	Pi
	Trust
	Use

	Genre
	1
	       
	       
	       
	       
	       
	       
	       

	INF
	0.12
	0.86
	       
	       
	       
	       
	       
	       

	INT
	0.14
	0.53
	0.90
	       
	       
	       
	       
	       

	LS
	0.11
	0.17
	0.19
	0.85
	       
	       
	       
	       

	PD
	0.05
	0.44
	0.52
	0.18
	0.84
	       
	       
	       

	Pi
	0.09
	0.54
	0.61
	0.17
	0.64
	0.89
	       
	       

	Trust
	0.22
	0.62
	0.50
	0.07
	0.44
	0.64
	0.84
	       

	Use
	0.12
	0.63
	0.59
	0.16
	0.48
	0.60
	0.59
	0.89


Notes: Boldface numbers on the diagonal are the square root of the AVE for each construct.
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