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In this paper we analyse the factors that affect the e-commerce for the Spanish case. For this purpose we use survey data from the National Statistical Institute of Spain on 19,000 families for 2003. 

Some of the econometric methods of this paper have been widely used in the literature. We also use other more sophisticated model building and selection methods. 

We begin with a model specification for the determinants of the purchase in the Web taking into account the link between the acquisition of goods and the access and use of the Internet.

The first results reveal that the accessibility to the Net will be the principal factor followed by the income and the gender that impact the probability of the electronic buy. Then we use a model for the determinants of the expenditure in e-commerce in the Web.

In this second specification with new variables we discover that due to the dispersion of the data we use a classic cluster method to characterize homogeneous groups.

To obtain a final model we use the RETINA algorithm proposed by Pérez Amaral, Gallo and White (2003), called relevant transformations of the inputs network approach, wich allows the treatment of the heterogeneity and improves substantially the final results of the model. 

This article, which is already finished, obtains interesting and promising results such as the links between the e-commerce use and the Internet access and use.  And also the relationship with the income and the other sociodemographic characteristics such as the age and the study level. As regards to the e-commerce demand function, the credit card payment method is the most important variable
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