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ABSTRACT

The main aim of this study is to examine the effect of independent variables such as financial risk,
product performance risk, social risk, psychological risk, delivery risk, online payment risk, product
variety, convenience and usefulness on online purchasing intention. Also, the effect of perceived risk
on cross-channel free-riding is searched. To do so, an Internet survey was prepared, and 220 people
participated in it. Data collected are evaluated in IBM SPSS 20.0 for reliability, factor, correlation,
and regression analyses. The results of the analyses indicate that there is a negative relationship
between purchase intention and risks such as financial risk, product performance risk, psychological
risk, social risk, delivery risk and online payment risk. Also, it is shown that there is a positive
relationship between purchase intention and variables such as product variety, convenience and
usefulness. Moreover, according to the analysis results, it is found that cross-channel free-riding
increases as the perceived risk increases.

Keywords: Online shopping, e-Commerce, Cross-channel free-riding, Perceived risk, Purchase
intention.

1. INTRODUCTION

With the technological developments, consumers’ shopping behaviors have also changed, and
consumers have started to use online channels to shop. Compared to traditional shopping, the most
overriding feature of online shopping is convenience [1]. Consumers are shopping online because of
the variety of product and consumers are more satisfied with the web site as they have a wide
selection of products in online shopping [2, 3, 4]. However, together with the benefits of online
shopping, there are also some negative aspects being perceived risk the most important. The perceived
risk in e-commerce is a factor negatively affecting the intention and behavior of online purchasing [5,
6]. Perceived risk in online shopping is examined in various sub-dimensions such as performance,
financial, social, psychological, delivery, and online payment risk [7, 8].

Parallel with the increasing popularity of technologies such as the Internet, mobile and social
networks, each day, a higher number of consumers are using a variety of channels to purchase service
or products [9, 10]. Some consumers complete the whole shopping process using a single channel
while others use different channels at different stages of shopping in one category (eg. some
consumers prefer to make purchases from brick and mortar retailers, even though they obtain all the
information they need online [11]). For this reason, it is very important to understand customers who
have multi-channel shopping behaviors [12].
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Therefore, examining the factors that affect consumers’ online purchasing intentions is important in
understanding their shopping behaviors. This study is conducted to examine the effects of factors such
as financial risk, product performance risk, psychological risk, social risk, delivery risk, online
payment risk, product variety, convenience and usefulness on consumers’ online buying intentions. It
also examines the relationship between perceived risk and cross-channel free-riding.

2. LITERATURE REVIEW

According to Cox and Rich [13], the perceived risk can be described as “the quantity and amount of
perceived risk for a consumer who think on a particular purchasing decision”. The risk perceived by
the consumer is directly proportional to the amount of uncertainty s/he perceives and the amount that
s’he puts in jeopardy in the purchase decision. It can be sourced from the product, brand, retailer or
channel.

There are some empirical studies indicating that there is a negative relationship between perceived
risk and intent to purchase. It is reported in these studies that consumers who perceive a great risk
avoid shopping online since they do not know what they will encounter as a result of the shopping
process [8, 14, 15].

Consumers can easily switch to different channels in multi-channel environment. Even though
consumers use a retailer’s channel to collect information, evaluate the product and prepare the
purchase, they can buy the product from another retailer’s channel. This is defined as cross-channel
free ride.

Cross-channel free-riders try to meet needs such as price comparison, comfort and flexibility.
Consumers are more likely to use cross-channel free riding while they accept formally multi-channel
behavior rather than single-channel behavior. It was found that although the possibility of cross-
channel free circulation differs among the products, there is no sociodemographic difference [16].

3. RESEARCH MODEL

The relation between the factors affecting online shoppers (financial risk, product performance risk,
psychological risk, social risk, delivery risk, online payment risk, product variety, convenience, and
usefulness) and purchasing intentions is examined in this study.

In Turkey, as anywhere else, online shopping is becoming more and more pervasive. However, it does
not necessarily mean that every customer visits online shopping sites to shop. Today, many
consumers examine the product they want to buy from the online channels and purchase the product
in the physical store, or vice versa. Therefore, another aim of this study is to investigate the effect of
perceived risk on cross-channel free-riding.

The principal aim of this study is to determine the main factors of the online shoppers and to find out
their impact on purchase intention.

4. METHODOLOGY

Survey data was gathered via cross-sectional e-mail survey using a questionnaire. The survey
instrument is composed of questions relating to six constructs that include Online Shoppers’ risks,
Product Variety, Convenience, Usefulness, Cross Channel Free-Riding and Purchase Intention. To
assess the dimensions of the study, 48 items were measured using a five point Likert scale ranging
from “very low” to “very high”.

The questionnaire was pre-tested several times to ensure that the wording, format, and sequencing of
questions were appropriate. Surveys were sent out to more than 500 people, and nearly 250 people
responded to our questionnaire. After eliminating several surveys because of largely missing and
recurrent values, the final usable sample had 220 observations.
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5. ANALYSIS AND FINDINGS

Data analysis was conducted in three steps. First, an exploratory factor analysis (EFA) with varimax
rotation was performed to determine the underlying dimensions of the study. The Second step
involved testing of the reliability of each construct using Cronbach's Alpha in order to determine if the
extracted dimensions in step 1 offered a good fit to the data. Finally, based on regression analysis we
tested the hypothesis of the study using IBM SPSS 20 software. These steps are given below.

Exploratory factor analysis of the 37 variables yielded seven factors with eigenvalues greater than one
explaining 75% of the total variance. Based on the items loading on each factor, these factors were
labelled as ‘Usefulness’ (Factor 1), ‘Product Performance Risk’ (Factor 2), ‘Delivery Risk’ (Factor 3),
‘Social Risk’ (Factor 4), ‘Financial Risk’ (Factor 5), ‘Online Payment Risk’ (Factor 6) and
‘Convenience’ (Factor 7). The Cronbach’s alpha measures of reliability for the seven factors vary
between 0.75 and 0.86, which are well above the traditionally acceptable value of 0.70.

In order to test the impact of the study’s constructs on Purchase Intention, linear regression analysis
was employed, with the independent variables being the constructs derived from EFA. It may be
noted that the pairwise correlations do not seem to present serious multicollinearity problem for the
regression analysis, as none of the coefficients are above 0.50.

Regression results are given in Table 1. The F statistics indicate that regression model is significant
(p<0.01), indicating a good linear fit with the data sets. The adjusted R square values of the Model is

0.62, exhibiting a satisfactory level of explanatory power for such an exploratory study.

Table 1. Regression results on Purchase Intention

Independent Variables Regression Coefficient
Usefulness 0.71%**
Product Performance Risk -0.09**
Delivery Risk -0.074*

Social Risk -0.1%*
Financial Risk -0.095%*
Online Payment Risk -0.072%*
Convenience 0.29%**

*p<0.1; **#p<0.05 ; ***p<0.01

6. CONCLUSION

The results indicate that usefulness had a strong and positive impact on purchase intention. Usefulness
was found as the most important factor of online shoppers. It was discovered that convenience has
been found to significantly and positively influence on purchase intention. Convenience is the second
important factor of online shoppers. On the other hand, unlike previous studies, the risks that
consumers perceive in online shopping were examined with a highly number of factors such as
financial risk, product performance risk, social risk, online payment risk and delivery risk. It was
found that these factors affect consumers’ online purchase intention negatively.
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