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ABSTRACT 
The current study tries to identify the most significant dimensions of risk perceived by online shopping customers in Chennai, by 

ascertaining Perceived risk cited in the literature and analyzing the factors influencing the online purchase intention of customers. 

A structured questionnaire consisting of items related to ten risks dimensions and purchase Intentions completed by 200 online 

shoppers across Chennai. The data were analyzed using parametric statistics including Regression analysis. Regression analysis is 

used to analyze the relationship between the constructs. The findings reveal that there is a strong relationship between perceived 

risk factors and purchase intention of customers towards online shopping. This study provides marketers with the importance of 

consumers risk perception in order to adopt adequate measures in the internet shopping environment. 
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INTRODUCTION 
 

The rapid growth of telecommunications technology in the past few decades is shifting many aspects of our 
lives – like search for information, for travel and to buy products. According to ASSOSCHAM data, the number 
of digital buyers in India alone is expected to reach 41 million by 2016, representing some 27 percent of the 
total number of internet users in the country. 

It is frequently acknowledged that privacy concern has a negative impact on online buying, i.e., people who 
are fretful about privacy spend less on online purchases [1]. In common, customers worry about mainly  to the 
risks associated with online shopping, such as revealing personal information, the possibility of credit card fraud 
and the inability of touch and feel the products  before purchasing. Perceived risk regarding Internet privacy and 
security have been identified as issues for both new and experienced users of Internet technology [11]. 

Regarding to academic literature, the area of perceived risk of online purchasing is a quite  under-
researched area with reference to customers in Chennai.. So, it is of the extreme vale for online retailers and 
marketers to know the risk dimensions related to online buying  in order to promote more constructive  attitudes 
and online purchase intentions. Thus, the main objective of the study is to examine the influence of Perceived 
risk towards online purchase decision, consumers’ intentions  towards online purchasing. In that perspective, the 
perceptions of Chennai customers are analyzed. 

 
Review Of Literature: 

The concept of perceived risk was first introduced by [3] and has been frequently used to address various 
issues in consumer behavior. Shopping has long been regarded as a risk taking activity as consumers may be 
uncertain of a purchase decision and the consequences of poor decisions [3]. In the online shopping setting, the 
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level of perceived risk may be magnified due to online consumers‘limited physical access to products and sales 
personnel [13]. A high level of perceived risk hinders consumers from adopting the Internet as a shopping 
channel [5]. Six components of perceived risk associated with shopping have been identified as physical, 
Among the six types of risk associated with shopping, product and financial risks have been shown to have a 
significant negative influence on consumers‘ Internet purchase intentions [4]. 

 However, perceived risk is said to decrease with internet experience Risk plays an essential role in 
consumer behavior, and it makes a valuable contribution towards explaining information-searching behavior and 
consumer purchase decision making, there are two theoretical perspectives about risk: one that is centered on a 
decision result‘s uncertainty and another centered on the costs or consequences of such results [6]. 

Even though consumers perceive the Internet as offering a number of benefits, the Internet tends to magnify 
some of the uncertainties involved with any purchase process. Consumers perceive a higher level of risk when 
purchasing on the Internet compared with traditional retail formats [9]. According to [7], Perceived risk is 
defined as the potential for loss in pursuing a desired outcome while engaged in online shopping; it is a 
combination of uncertainty with the possibility of serious of outcome. 

Greater perception of risk on the part of consumers' acts as a deterrent to their purchase intentions. Several 
authors have observed that the perceived risk in E-commerce has a negative effect on shopping behavior on the 
Internet, attitude toward usage behavior and intention to adopt E-commerce.[13]. 

Author [5] proposed that private risk, product risk and the risk of unknown origin would impact on the 
online shopping and could explain the barriers of online shopping. 

Previous studies have argued that the following types of risks are usually involved in purchase decisions: 
financial risks, product risk, convenience risk, health risk, quality risk, time risk, delivery risk, after-sale risk, 
performance, psychological, social, and privacy risk, website design style and characteristics, and trust in the 
web site affect significantly online consumers‘ purchasing behavior  [10]. 

The study by [4,13], have shown that there is a significant direct negative impact of perceived risk on 
intention to purchase over Internet. Some studies also conceptualize perceived risk as a multi-dimensional 
construct and disaggregate it further into different types of risks. As regards the effects of consumers' perception 
of online retailers’ ethical behaviour on consumer purchase and revisit intentions it was found that perceived 
ethics of an Internet retailer’s website significantly affected consumers' trust and attitudes to the retailer’s 
website that eventually had positive impacts on purchase and revisit intentions [8]. 

 
objectives: 

1. To identify the relationship between perceived risks on online purchase Intention. 
2. To know the online shopping characteristics of customers in Chennai. 
 

Research Methodology: 
The investigation of the relationship between Perceived risk and purchase intention is to take forward to 

collect data through a structured questionnaire of 200 online shopping customers across Chennai. This study 
was aim towards young, educated, experienced Internet users. 

The survey instrument consists of 18 statements and questions. In adding up, the questionnaire Incorporated 
demographic characteristics such as gender and time spent on online, Online shopping frequency. Purchase 
intentions and Perceived risks  were measured with 5 point measurement scale (1=strongly disagree, 5=strongly 
agree). 
 
Analysis: 
A. Reliability of Constructs: 

 
Table 1: Reliability of Constructs 

Dimensions Cronbach alpha value 
Perceived Risk 0.911 
Purchase Intention 0.769 
Purchase Adoption 0.802 
Overall  0.935 
Source: Survey results 

 
The Reliability of the items used in the questionnaire is tested using Cronbach alpha test.The cronbach 

alpha value for all the constructs meet the recommended level of 0.70 and above[12](Table 1) 
 

Internet Usage among Customers: 
Respondents were asked about their internet usage pattern, which included average time spent on the 

Internet, frequency of Internet purchase among buyers, highest amount spent in online shopping among buyers 
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and the payment mode normally adopted in purchasing online. The objective of this question was to understand 
the internet purchase patterns. The responses are presented in form of tables in the section that follows 

 
 CATEGORY PERCENTAGE 
For how long have been use internet 
shopping 

Less than 3 months 30.8 
3 -6 Months 16.2 
6 – 12 months 14.9 
1 – 2 years 19.5 
More than 2 years 18.6 

Frequency of online 
Purchase for the past 6 months 

1 – 2 times 39.7 
3 – 5 times 38.9 
5 – 7 times 12.7 
7 – 9 times 8.6 

Amount spent on online purchase 1000 – 3000 INR 42.2 
3001 – 5000 INR 29.2 
5001 – 7000 INR 17.0 
ABOVE 7000 INR 11.6 

 
Regression Analysis: 
Purchase Intention and Perceived Risk 
 

Dependent 
Variable 

Independent 
Variable 

Multiple ―R 
Value 

R- Square 
Value 

Adjusted ―Rǁ 
Square 
Value 

 
F— 
Value 

P— 
Value 

Purchase 
Intention 

Perceived 
Risks 

0.150 0.023 0.020 8.485 0.004* 

Source: Primary data * 5% level of significance. 

 
Coefficients (A) 

 Unstandardized Coefficients 
Standardized 
Coefficients t Sig. 

  B Std. Error Beta B Std. Error 
(Constant) 1.661 0.607  2.736 .007* 
Perceived risk .008 .003 .150 2.913 .004* 

a. Dependent Variable: PURCHASE INTENTION 
 

Intrepretation: 
There are many factors that influence the purchase intention. To test the influence of independent variables 

taken up for the study on dependent variable regression analysis was applied. The independent variables taken 
up for the study are Perceived risk factors, and dependent variable is purchase intention. Based on the variables 
taken up for the study the regression equation and hypothesis was framed below. 
 
H0: There is no relationship between purchase intention and overall perceived risk in online shopping: 

Perceived risk Y=a1+bx (perceived risk) 
From the R square value, it is inferred that independent variables explains 23% of variance in purchase 

intention. The value of P was found to be significant at 1% level. So there is a relationship between Perceived 
risk factors and purchase intention of customers towards online shopping 

 
Conclusion And Suggestions: 

This study come up with the existing literature by giving insights into the customers perceptions and 
Intention towards the risk in online shopping environment. The objective of this study was to investigate the 
relationship between the Perceived risk and online purchase Intention towards online purchasing. 

The results shows that statistically significant and strong relationship between the Perceived risk and online  
purchase intention. Multiple regression analysis reveals that there is a strong relationship between perceived risk 
factors and purchase intention of towards online shopping. 

 Based on the findings, it can be identified that the risks in online environment is obvious and it influences 
on consumers’ purchase intentions towards online buying. These results disclose that young customers are still 
discovering the advantages and convenience of online purchasing. 

Although the majority of respondents perceived online environment as risky and insecure, they have 
positive attitudes and they will be inclined towards online shopping in the future.  

Though, the findings also have  their own limitations. First thing is a sample selection, i.e. online shopping 
customer across Chennai. This restricted sampling frame may have an effect on the generalization of findings. 
Future studies should be extended by including other Cities in India 

Adding up the  other factors could also be taken into concern and included in the future research, Different  
product types, Previous  purchase experience. 
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This study may be useful to online retailers and Internet marketers to identify the hindrances affecting 
online purchase  behavior and  assist  them to develop more encouraging  attitudes and online purchase 
intentions. 
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