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Abstract
The growing rate of adoption of e-commerce among Indian 
customers has simulated the rise of online shopping. The changing 
lifestyles of people have increased their reliance on Internet; still 
online shopping adoption rate is questionable i.e. not as good as 
expected. However, rigorous research on online shopping adoption 
is scarce today and researchers are still in look for the factors that 
have the potential to influence customer’s attitude to adopt online 
shopping channel, and intention to purchase online. Keeping all 
this in mind the present study made an honest attempt to answer 
these questions by analysing the significance of customer’s attitude 
to customer’s intention to purchase online. The analysis were 
based on data collected empirically in first quarter of 2013 from 
207 respondents using the online and offline survey method to 
collect respondents’ reviews. The research findings revealed that 
there are number of determinants related to customer’s attitude 
namely attitude towards technology, attitude towards technical 
infrastructure and attitude towards risk to understand online 
consumers’ behavioural intention to purchase. The study ended by 
offering number of recommendations or implications to companies 
engaged in online retailing business that help them to attract and 
retain customers.
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I. Introduction
The Internet has become an important channel for companies 
to offer direct sales to their customers. Its capacity to access, 
organize and communicate information in a more efficient, 
simpler and cheaper way enables firms to conduct business over 
the Internet. This type of business is referred to as e-business. 
One of the most visible business uses of the Internet is e- retailing 
or online shopping. This new and innovative way of shopping 
brings a wide range of merchandise to the consumers just on a 
mouse click. Shopping via internet altered customer’s behavior 
and satisfaction level as it allows consumers to browse an entire 
product range with minimal time and effort; acquire detailed 
information about companies, products and brands efficiently prior 
taking any purchase decisions; compare product features and price 
efficiently; and buy sensitive products privately (Monsuwe, T.P. et 
al., 2004). All these benefits not only increased competition among 
merchandise but also made things difficult for them to understand 
and simulate customer’s attitude towards online shopping channel 
and more specifically towards their web-store. This might be due 
to the difference in customer’s perceptions about online shopping. 
For e.g. customer’s perception might vary cause of website design, 
reliability, service quality, security/privacy measures, and cultural 
issues (Shergill, G. and Chen, Z., 2005). However, the attitude 
of customer’s towards online shopping adoption varies not only 
from one country to another, but also from developed country to 
developing country (Brashear, T. et al., 2009). 
Among emerging economies, India’s online shopping adoption 

rate is remarkable amongst online users. Surveys clearly indicate 
that currently India has the world’s second largest mobile/internet 
using population. Ernst and young reported that 11 million users 
made purchase online in 2011 having the potential to grow to 38 
million transactions by 2015. These statistics are clear indicators 
for the researchers to study the various factors that may contribute 
towards the growth of e-commerce in India. Since online shopping 
has become a trend these days, the authors identified a strong need 
to understand customer’s attitude towards online shopping channel 
in order to identify its significance towards their purchasing 
intention. For the same the data has been collected empirically 
using questionnaires from 207 respondents from various parts of 
India in early 2013. 

II. Literature Review 
Number of studies has explored various factors influencing 
consumer’s behavioral intention towards e-shopping or online 
shopping. Bhatnagar, Misra and Rao (2000) found website quality, 
convenience offered by the Internet and the risk perceived by 
the consumers in online transactions as some of the factors that 
have the potential to influence customer’s attitude towards online 
shopping channel and consequently their online buying behaviour 
[1]. It has been often cited that the utility and value that consumers 
perceive from the online shopping experience influenced their 
likelihood of using the Web for their purchases, i.e. more useful 
the system is to the customers, the more favourable they will be 
towards online shopping acceptance, and purchasing intention 
[2]. Further, researchers have highlighted the importance of 
attitude towards technology in general and internet technology 
in particular to customer’s online shopping adoption and use 
behaviour [3]. Following that, Helander and Khalid’s (2000) 
found the significance of e-commerce environment or technical 
infrastructure to build consumer’s attitude towards online 
shopping [4]. On a different note the level of technology anxiety 
was found by Meuter et al., (2003) to be inversely related to 
intention to use the technology [5]. Chen, L.D. and Tan, J., 
(2004) found the significance of perceived trust and perceived 
service quality to individual’s attitude by expanded the innovation 
diffusion theory (IDT) and technology acceptance model (TAM) 
[6]. Noting that, Jarvelainen (2007) argued that despite a secure 
Internet environment, consumers still abort the shopping process 
suggesting that trust was not the sole determinant of customer’s 
online purchasing intention; other factors also played a significant 
role in building their intention to purchase online [7]. Nakagawa, 
S.S.Y. and Gouvea, M.A., (2010), incorporated the customer’s 
attitude towards using a technology and trust/risk/security factors 
into the UTAUT model for intent to adopt online channel in the 
process of buying books, CDs and DVDs [8]. Alhassan, G.A.M., 
(2011) included overall satisfaction, attitude and experience as 
influencing factors in his study in order to analyze their influence 
on consumers repurchase intention [9]. The review of the literature 
clearly indicated that customer’s attitude towards technology is 
one of the key factor in deciding upon its user’s behavior in online 
shopping environment. However, there does not seem to be any 
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comprehensive work that studies the customer’s attitude in general 
and towards technology in determining its behavior in online 
shopping environment. Keeping in view of the above, the present 
study aimed at identifying the significance of customer’s attitude 
to customer’s intention to purchase online. 

III. Measurement/Operationalization of the Constructs
A questionnaire instrument with a ten-point Likert scale ranging 
from ‘strongly disagree/ absolutely untrue (1)’ to ‘strongly agree/
absolutely true (10)’ was used for measure the level of significance 
of different constructs. These constructs include intention to 
purchase online, Customer’s attitude, attitude towards technical 
infrastructure, attitude towards technology and attitude towards 
risk are described below:

A. Intention to Purchase Online 
Customer Intention can be defined as a measure of effort the 
person is ready to exert in order to accomplish or perform a desired 
behaviour [10]. It has been often noticed that an individual’s 
behavioural intention has a positive impact on his/her decision to 
perform the intended action or behaviour [10]. Hence, customer’s 
intention to purchase online is often influenced by his/her views 
regarding online shopping channel [11], his/her willingness to 
perform a specified behaviour online [12] and by his/her past 
behaviour or experience with online shopping [13] The literature 
also indicates perceived ease of Internet use [14]; general attitude 
towards information technology [15]; belief about benefits from 
the information technology [15]; and user satisfaction of website 
[16] as some of the significant factors influencing the customer’s 
intention. Keeping in view of the above, the authors have identified 
customer’s attitude as the core attributes that have the potential to 
influence customer’s intention to purchase online.

B. Customer’s Attitude
Attitude is defined as “a learned predisposition to respond in a 
consistently favorable or unfavorable manner with respect to a given 
object” [17]. In other words, if an individual intended towards a 
behavior then he/she was more likely to perform it [18]. Jarvenpaa 
et al., (2000) investigated how consumer’s perceived store size 
and reputation to build their perception about risk, attitudes 
towards shopping, and willingness to buy at the specific store 
[19]. Online shoppers attitude toward a specific mode of shopping 
were strongly and positively correlated with user acceptance 
of online shopping [20]. Further, general attitude towards the 
web-store was stated as one of the main factors determining the 
future intention to purchase online during a research study [21]. 
Keeping in view of the above, the authors identified three factors 
as antecedents of customer’s attitude that influence customer’s 
intention to purchase online. These are: (1) Customer’s attitude 
towards technical infrastructure; (2) Customer’s attitude towards 
technology and; (3) Customer’s attitude towards risk.

C. Attitude towards technical infrastructure.
A study by Jahng et al., (2001) found that if the users were confident 
about the e-ecommerce environment in context of their product 
requirements, then their likelihood to purchase online is higher 
[22]. Ho and Wu (1999) discovered a positive relationship between 
online shopping behaviour and technological, information, product 
characteristics and the homepage presentation [23]. Further Lee 
and Tan, (2003) demonstrated the relationship between utility and 
value that consumers expect and the online shopping environment 
[2]. As a result they cited that more useful the system is, the more 

favourable customer will be towards online shopping acceptance, 
and purchasing intention. Hence, it is expected that consumers 
would perceive lower risks in transacting/purchasing online 
if they have positive attitude towards its underlying technical 
infrastructure. Thus, the authors believed that users with positive 
attitude towards technical infrastructure feel more at ease with 
online shopping channel than otherwise which in turn have 
the potential to positively influence their decision to purchase 
online.

D. Attitude Towards Technology
Attitude towards technology implies what people feel or think 
about technology, its adoption or continual usage [24]. The 
importance of user’s positive attitude towards technology of 
the virtual environment offered by online shopping has been 
recognized by many researchers [25]. Users’ attitude towards 
technology and their beliefs about the potential benefits of using 
that technology has been identified as two major determinants of 
attitude [15]. Following the above discussion, the authors have 
identified customer’s attitude towards technology as one of the 
major antecedent of customer’s attitude in general having the 
potential to influence customer’s intention to purchase online.

E. Attitude Towards Risk
Risk can be defined as the subjective probability of injury or loss to 
occur [26]. Bhatnagar, et al., (2000) demonstrated a direct relation 
between the risks perceived by the customer and customer’s 
attitude [1]. In online transactions, one would expect consumers 
to perceive risks when they are uncertain about the occurrence of 
possible outcome of the transaction [27]. These possible outcomes, 
both negative and positive, significantly influence consumers’ 
intention to purchase online. Highlighting these uncertainties, 
Salehi, M., (2012) in his study indicated that consumers are less 
likely to purchase online if they perceive high risk [28]. Jarvenpaa 
et al., (2000) indicated that greater the customer’s trust towards 
the website, lesser is the perceived risk associated with Internet 
shopping [19], which in turn helps in building favourable attitude 
towards shopping and thereby increases customer’s willingness 
to purchase online. Following the above discussion the present 
paper found informational risk and transactional risk as two key 
constructs that contribute in building customer’s attitude towards 
risk.

1. Informational Risk
Informational risk can be defined as the perceived risk customers’ 
posses while sharing their personal or sensitive information over 
the website. According to the study by Lee et al., (2001), perceived 
risk associated with context of online transactions includes risk of 
privacy, security, and non-repudiation of information shared [32]. 
This was further posited by Borchers, (2001) who also identified the 
significant role of privacy and security of information in impacting 
customer’s attitude towards online shopping [29]. Following the 
above discussion, authors have identified informational risk with 
respect to personal information (e.g. name, age, address, etc.) and 
sensitive information (e.g. credit card no., bank details, etc.) as 
factors influencing customer’s attitude to shop online. 

2. Transactional Risk
Transactional risk can be defined as the risk perceived by the 
customer related to product quality, delivery, time, etc. while 
transacting online. Customer’s perceived risk in context of online 
shopping is associated with functional loss, time loss, opportunity 
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loss, and product risk [32]. Bhatnagar et al., (2000) identified 
the significance of financial risk and product risk to customer’s 
attitude to shop online [1]. On the basis of above discussion, 
authors have identified transactional risk in context of product 
risk and functional risk as factor influencing customer’s attitude 
to purchase online.

V. Research Model
Based on the above discussion, the authors made a modest attempt 
to propose a research model as shown in figure 1 below. The 
literature review generally considers customer’s attitude as an 
antecedent of determining the customer’s intention towards 
online shopping. However, none of the scholars have further 
broken this construct into subsequent sub-constructs. Our model 
offers a distinct categorization of customer’s attitude as based 
on three major sub-constructs namely: attitude towards technical 
infrastructure; attitude towards technology and; attitude towards 
risk. Hence, this model adds a new perspective of technological 
risk as one of the key determinant of online shopping adoption 
from the end-user’s perspective. 

Fig. 1: A Schematic Diagram of the Research Model

VI. Research Hypothesis
Based on the literature review and the proposed model, a series of 
testable hypotheses were developed. To validate the significance 
of proposed research model and analyse/depict the relationships 
between the various factors identified in the study, following 
hypothesis were set and tested. 
H1: Customer’s Attitude has the potential to influence customers’ 
Intention to purchase online. 
H1a: Individual’s Attitude towards Technical infrastructure has the 
potential to influence Customer’s Attitude to purchase online.
H1b: Individual’s Attitude towards Technology has the potential 
to influence Customer’s Attitude to purchase online.
H1c: Individual’s Attitude towards Risk has the potential to 
influence Customer’s Attitude to purchase online
H1c1: Individual’s Attitude towards informational Risk has the 
potential to influence customer’s Attitude towards Risk.
H1c2: Individual’s Attitude towards transactional Risk has the 
potential to influence customer’s Attitude towards Risk.

VII. Sample Selection and Methodology
To collect the perception of customers to purchase online, a 
survey to identify factors influencing customer’s intention to 
purchase online was administered in the beginning of the year 
2013. However, prior to the final distribution, the questionnaire 
was pretested with 25 respondents having high level of adoption 
of online shopping. Based on their feedback, the questionnaire 
was checked and improved. Both online and offline methods 
were used to collect the responses from target group belonging to 

different age groups and of different educational background from 
various states of India. The questionnaire instrument consisted 
of 3 sections. The first section was designed to extract online 
consumers’ demographic and online shopping details. The second 
section was designed to ask respondents to rate questions related 
to attributes having potential to influence their level of intention to 
purchase online on a ten-point Likert scale ranging from ‘strongly 
disagree/absolutely untrue (1)’ to ‘strongly agree/absolutely true 
(10)’. The questions in this section relates to different attributes 
having the potential to influence the online customer intention 
to purchase online mainly in developing country like India. The 
last section consisted of overall perception of the respondents 
regarding the major elements/factors under which the questions 
in section two were grouped. In total about 250 responses were 
received and of which around 207 responses were filtered to be 
complete and fit for further analysis. Hence, the response rate 
was about 80 percent. 
Data in this study were analysed using Statistical Package for 
Social Science (SPSS) Version 20.0. Firstly the reliability test 
of scales was performed using Cronbach’s alpha test and it was 
found to be 0.886 which is considered to be the acceptable critical 
value for reliability [30]. Then the linear regression model was 
used in order to study the significance of independent variables 
influencing dependent variable i.e. online customer’s intention 
to purchase online. The proposed model (as specified in figure 
1), used intention to purchase online as dependent variable and 
customer’s attitude and its antecedents as independent variables. 
The regression analysis was carried out on the data collected. 
Finally the model obtained was duly tested.

VIII. Results and Interpretations
Based on the findings of literature review and the data collected 
empirically, the present research has the following observations. 
(1) relationship between customer’s attitude and online customer’s 
intention to purchase online; (2) Some researches validated that 
customer’s intention to purchase online has been affected by their 
attitude in general to adopt online channel as a shopping medium 
[31]. Thus the present study considered customer’s attitude as one 
of the dominant factor influencing customer’s intention to purchase 
online. The results in respect of online customers’ behaviour to 
purchase online have been discussed in the following section.

A. Influence of Customer’s Attitude to Customer’s 
Intention to Purchase Online
Positing that customer’s attitude will influence their intention 
to purchase online, these factors were regressed against each 
other. The results thus obtained indicate that customer’s attitude 
significantly influence customer’s intention to purchase online 
(see Table 1 below). 

Table 1: Coefficientsa of regression analysis

This could be attributed because of the fact that the customer’s online 
purchasing intention is greatly influenced by their perception about 
risk, online shopping technology and the underlying technical 
infrastructure support online shopping. Thus the result support 
hypothesis H1. 
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B. Factors Influencing Customer’s Attitude to Purchase 
Online
In order to test the level of significance of identified antecedents 
of Customer’s attitude in the proposed model by the authors, three 
attributes namely attitude towards technical infrastructure, attitude 
towards technology and attitude towards risk were regressed 
against customer’s attitude. As can be seen from Table 2 (below) 
all the three attributes were found to be significantly influencing 
the customer’s attitude to purchase online.

Table 2: Coefficientsa of regression analysis

However, Customer’s attitude towards technology adoption was 
found to be contributing most significantly towards customer’s 
attitude to purchase online. This would imply that if a person is 
more technology savvy and is at ease and familiar with technology, 
then he/she is more likely to purchase online. Customer’s attitude 
towards technical infrastructure followed next in influencing 
customer’s attitude to purchase online. This would indicate 
that if the user is confident about the underlying infrastructure 
supporting online shopping then he/she will be more favourable 
towards purchasing online. Customer’s attitude towards risk was 
also found to be significant towards their attitude to purchase 
online as customer with higher propensity to trust is more likely 
to purchase online i.e. if the customer feels confident about 
security and privacy measures, transaction and delivery process 
and quality of the products etc.; lower the perceived risk he 
will experience. Hence customer’s attitude towards risk due to 
technology influences their intention to purchase online. Thus, 
the results support the hypothesis H1a, H1b and H1c. 

C. Factors Influencing Customer’s Attitude Towards 
Risk
To identify the significance of attributes contributing to customer’s 
attitude towards risk, another liner regression analysis was 
conducted, as can be seen in table 5. However, factor analysis was 
conducted on the various questions pertaining to customer’s attitude 
towards risk and the result reduced the factors to informational 
risk and transactional risk.

Table 3: Coefficientsa of Regression Analysis

According to Table 3 (above) both the factors namely informational 
risk and transactional risk were found to be significantly 
contributing to influence customer’s attitude towards risk. Among 
these two factors, transactional risk was found to contribute more 
significantly to customer’s attitude towards risk. This implies 
that customer’s are more concerned about transaction process, 

delivery of good/services, product quality, etc. Thus reduction of 
transactional risk enhances customer experience and satisfaction 
which in turn remarkably influence their intention to purchase 
online. Informational risk that is often viewed with respect to 
personal or sensitive information was also found to be significantly 
contributing to customer’s attitude towards risk and thus influence 
them to purchase online. Hence the result supports the hypothesis 
H1c1, H1c2.

IX. Summary Results and Discussions
In the earlier section of the paper the authors had proposed a 
research model based on literature review. In an attempt to identify 
the significance of customer’s attitude to customer’s intention to 
purchase online, contribution of factors namely attitude towards 
technology, attitude towards technical infrastructure, attitude 
towards risk (in the specified order) were hypothesised. The 
authors further made an attempt to decompose attitude towards 
risk in order to identify significant factors. The analysis of the data 
so collected empirically validates the proposed research model.

Fig. 2: The Research Model and the Results

Impact of customer’s attitude on their intention to purchase online 
i.e. individual’s beliefs about technology acceptance and usage, 
their attitude towards technical infrastructure and their risk taking 
capacity strongly influence their decision to shop online. Further 
the study also highlighted that while transacting online customers 
were more concerned about transaction process, product loss, 
information loss, etc. Thus measures must be taken to reduce 
risk in the concerned areas in order to build customer’s positive 
attitude towards online shopping channel and to motivate them 
to purchase online.

X. Implications and Scopes
The present research offers some insights into the links between 
online shopping and consumers’ decisions to choose online 
shopping over traditional offline shopping channel. The inferences 
from the research can help online marketers and retailers to 
develop appropriate marketing strategies and make technological 
advancements in order to improve customer’s experience with 
their site which might result in customers’ retention and also 
creation of new market. Since customer’s attitude has been found 
to influence online customer’s intention to shop online, hence 
website owners should make an effort to incorporate features like 
quick and easy steps to transact online, safety of sensitive and 
personal information etc that have direct impact on customer’s 
opinion about the site and thus help them to build a positive attitude 
towards online shopping channel. 
The present study involves a number of limitations that need to 
be addressed. Acknowledgement to these limitations suggested 
directions for future research. During the course of analysis the 
authors found that the study can be strengthened by increasing 
the sample size and including participants from remote or rural 
areas. With an increased sample size, a more detailed empirical 



IJCST  Vol. 5, ISSue 2, AprIl - June 2014

w w w . i j c s t . c o m InternatIonal Journal of Computer SCIenCe and teChnology  103

 ISSN : 0976-8491 (Online)  |  ISSN : 2229-4333 (Print)

analysis can be performed. Potential correlations between some 
of the independent variables (e.g. gender, age, education, income 
level) need to be reported in a future study.
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