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HIRTRA (Abstract)

geRe, WIEHH R e ao-ie & dia faem 7 Iumiadrsii & TRieR! g & Hgayuf uikadd Iad
fPU g SiTarg T 3 IuHiadish &I Idral te Jarsii & fawgd fafdedr, Tea gamn, gfawr, 9o &1 sad aut
W IS TR oRft Gfaumd ger &1 81 3T 1Y &Y Sars WRIGRY I Taifird SREw, Y gRem, o=,
JeaTge B fasaadT, I<dre ot oure qut f3eliadt | Teiftra fRiar +ft Susiied fofa & gurfad wdt §1 oga
LT BT IET ATTATS T & IuHlad! FaeR B! HIfAd HR a1 T HR! BT fIRAN0r T 8|
3 gra: fg o sfidel Td 2017 I U MY Ao TR MR § | S1e0 § SUHIST fIYT, perceived
usefulness, perceived ease of use, perceived risk, P, GAYT, ITATSC DT UM, LT DI U, JHTSTDR
TUTE, YT JR&T T after-sales service 910 BRI BT [IRATUT farart 71 § | UG e o U WY 8T & fb
3eTE EIeR) &1 g daa ofifefes Ay R R 781 T, sfeed IuHIeRT & fayr, deb-iep! 3rgva, Shfad
DI YR AT T &b THT T ot pHIfad Srar ]| 1z g el v vt § 6 3ffreme e fagsarait
&1 QRIAA YT TaRT, TRERIT G2, fa4T-14 customer reviews, S8R JTUTSE usability TUT THTA UM JaT
R A=Y &7 &1 Arfgul

R Teg;: SH{TaTe U, STHIGA TITR, 3-BH 1A, SUHITI fAIYM, perceived risk, STTART @GR, fefed
AT

1. UF¥=T (Introduction)

e U4 TR Nt & e 3 amR 3R fuue &) upfa & omue w0 @ ged fear 31 §exie & fawr
& I URURS TR TR & TY-T1Y S8 FoiR HI H ol I [IeT gon| S-H1ad A IuHiadrat &1
Hifde g IR Iufyd gu fomT IaTe! ud Yarsfl &1 TSR U $HRA aul 3¢ TRIe- Bt JaeT UeH &1 g
TS QMU = IUHIG & BIGR! IR BT Hs WRI W YU fam g1 TRURS TRt § Iuia
THIE: SATE BT TE Y F TR, G a1 [achal ¥ dadid HRb WRIGR] &1 (05 ol 81 39 fauia,
HTaTE T TR & SUHITT TS TR UK product descriptions, photographs, prices, ratings 3R reviews ST
f&forea gamme & SR R Fvfg ddr g1

Davis (1989) & Technology Acceptance Model (TAM) & 38R bl Gdh1d DI SUAT H perceived usefulness
3R perceived ease of use A@YUl YT AU B 1 HTTemg it & Teuf & garer orf § b afe Susiiaar &1
TS WehH ITURT 3R S T &, o SYb ITAN B GHGT §¢ Thall g

Jarvenpaa and Todd (1997) i GWE:[ RCRA[AR] & ﬂ?’*—f T product perceptions, shopping experiencle,| T)ustomer
age
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service YT risk S fAfHT dimensions P 3R &I 3 fHar| ERIRCEAR Gefen, Karahanna and Straub (2003)
7 online shopping environment T trust 3R technology acceptance & Hed ®I @it foa|

SHTTATE MU & fIAR &A1Y consumer trust T HYU! (G § 7T | SUHIGT Sii-asH fashdl ¥ Ugel =
I =|€°r foreran GhT m I qeﬁ Sdlq A % FY I oG '_-%)[WT I Eﬂﬁm seller reputation, website security,
privacy protection, product information T customer reviews Wer) & fufg o II_E!ET{Uf E@W IEHIG] %I

3P SART, perceived risk Ht AR WHERT & U HA a1 HE@yUl HRE & | IATG ! IUrd,
YIrdr Gl R, HIRATA THBRY DT MU, delivery failure 3R return/refund B THWT SUHET & perceived
risk @1 del Tpdt % |

2. U P fIa0T (Problem Statement)

TS MU & fdbr & sracie U IuHId 0 TR R AR WIGRT Bl WHR ol Hd| $&
IuiadT e TRIER! B GaursHe 3R T §9H arel 79§, Siafd 39 JUHIGT payment security,
privacy, product quality 3R delivery T Tafdd SEAT & HRUT TaET TR T FId 8

3T SToIR B ITe! @) fawne fafaedr Iusiadrsl & oy sraeR ueH ot 8, At srafiie fawe Faft-
FHHT decision-making BT Sifed 1 ST Jbd & | STP AT, AT ST b JoY T SUAH reviews TR ratings
TR I FU F Ay el 81|

YT I SIS § [ I U HRB| B UgaT B ST 57 SUHIGTSH 1 AT WRGR B Sydr ST
9 & forg ORd ad B

3. Y P IE,]T (Objectives)
3T & T Ie=d fgfofad §:
1. SIS QMU H JUHIGT IGR B Uhd BT 3T DTl

2. AR WIGRT B UHIAd DA dTel THE HRDI b g HT|
3. consumer trust & JHI BT HTIT HAT|

4. perceived risk & UG BT fa=e w1 H=1|

5. price 3R convenience &1 'ﬁ[&lﬁ PTG DT

6. website usability 3R information quality & Hed Dl IEESMIUERSH
7. social influence 3R online reviews @1 'ﬁ[&lﬁ BT YT DT

8. AT retailers & T SUHGIT HIGR & YR TR AT TR BT

4. MY YY (Research Questions)
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1. 3{Tars M H IuHIe IER B THTAd B aTd TG SRS HIH-3 82

2. T consumer trust HTTATST VIGRT P Fofa BT gifad e g2

3. perceived risk AT WG Bt UG B! fhd UHR THTAT HaT 82

4. price 3R convenience BT 3HTETS shopping behaviour TR FIT THTT USdT 82

5. website quality 3R ease of use STHIFT & A0fg o} {6 g gepR guifad wa 82

6. online reviews 3fRR social influence SUHFT Bt WIEGR B! fH T UHR THIAT B 82

7. payment security AT WRIGRT & forg fasamit W 87

5. qﬁm‘lﬁ (Hypotheses)
31y & forg Faff@d hypotheses URATad P ST Feblt §:
H1: Consumer trust BT ATTAZT WIEGR] TAER TR IHRIHD THT TS 8

H2: Perceived usefulness T &ﬁqam@lﬂaﬁ’r dglR U hRTHD YHId UB_FIT%I

H3: Perceived ease of use BT SATTAET WIEGR! TGER TR YHRIHD THE TS B |

H4: Perceived risk T AT WAGR TAER W AGRIHD YHTG TS G|

H5: Price advantage T 3ATTATS WIEGR! TAER TR IHRIAD THIT TS & |

H6: Website quality BT 3{-aTS WRIGR! IER R YHRIAS THTF TSl 5|

H7: Online reviews 31R electronic word-of-mouth STHIGT & Wer) fAofg Ehﬁm—ﬁﬁﬁﬂﬂﬁ%l

HS: Payment security & Ufd [T (T3 WIEGR! B willingness 1 JHRIHAD =0 J YHTIT Bl 8|

6. TTfee e (Review of Literature)
6.1 Technology Acceptance Model
Davis (1989) Bl Technology Acceptance Model U¥dd fopa, forae perceived usefulness 3R perceived ease of use Eal

technology adoption %Wdeteminantsﬂ"@l WW%WﬁﬁWWW%%WW
I ATATE platform DI UM B 3Hfh UG RadT & Y 98 ITTRN 3R AT ¥ Fanferd w3 Iy
AT g |

6.2 Online Consumer Behaviour

Jarvenpaa and Todd (1997) 7 online shopping behaviour & fafYd dimensions BT &I fodT| 3D &IT A

product value, shopping experience, service quality R risk O BRBI & g ®l IWR ol

6.3 Consumer Trust

Gefen (2000) T online shopping H trust & Hed P W@ifed fear 3‘|>|17‘W|'|37‘f ﬁ?-é?r " ﬁ%w W % Hife
UL faohdl & WY Tdg WU & o1 TIGR =l g

Gefen, Karahanna and Straub (2003) Bl Technology Acceptance Model T trust DI M DR gd ddrm f& online
3|Page
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shopping adoption  trust 3R perceived usefulness gl n‘era'cgvf ‘ﬁlﬁfﬁ Ay g1

6.4 Perceived Risk

Bhatnagar, Misra and Rao (2000)  online shopping o perceived risk T I fopar 3R ura f financial risk dYT
product/performance risk JUHIEIT & online purchasing behaviour B THTAd B Thd % I

Featherman and Pavlou (2003) T e-services adoption | perceived risk DI W STYT AT

6.5 Website Quality

Online shopping T website quality I & 3Hg CAR KN RG] %I Tf website navigation g 33[, product
information TATE Hl 3R transaction process 3T-TH a, @l consumer acceptance 9¢ ! %I

Szymanski and Hise (2000) 3 e-satisfaction & gy & convenience, merchandising, site design 3R financial security
S factors %Wmﬁfaﬁl

6.6 Price and Convenience

&rTﬂ?ﬂ?ﬁ TR BT UHY H convenience % | SUHIFT THT 3R I BT aeraii & forr fafire m 3R prices
D! I HR bl g

Convenience faRIY =0 I 37 IuHIadrel & ﬁfq *-IE5<O|l;l\UIr _bpf gl % o URUR® shopping o 997 91 g1 ARTd
P 3ifires A B

6.7 Online Reviews and Electronic Word-of-Mouth

Chevalier and Mayzlin (2006) T online book reviews & THTG T SETT HId gy faaman & consumer reviews sales
performance T gefdd Eﬁ Tghd % | sﬂﬁ g Tobd farerar % f& online reviews SUHIIT decision-making i IIE@'CI;UT
a1 9id 8l 9hd gl

Hennig-Thurau et al. (2004) T electronic word-of-mouth @1 internet-based consumer communication T neaqpf
XU HMAT

6.8 Social Influence

Social influence HT online shopping adoption P UYTfad B AHhaT % | ol ﬁﬁ, URER a7 37 consumers {5 online
platform T product % TR H HRIHAD THT T H &, A GHIFAd UTew &1 Iy 9¢ o |

7. MY SR (Research Gap)

Uﬁﬁ?ﬁ 3T A online shopping behaviour & fAf¥T determinants o trust, perceived risk, usefulness, ease of use,
convenience, price 3R website quality T eTTT-3 T AT fpar gl

Eﬁﬁi ELl ekl UHY factors Ca Udh integrated conceptual framework " ﬂﬂ%ﬁf P ATAIDHAT I Eg %I IGEINER
developing economies & e o technological adoption, trust 3R perceived risk CEIERIED) II%@'CI;UT %I

g 3ea fafld qﬁﬁ?ﬁtheoretical 3R empirical findings DI U 1Y TG online consumer behaviour BT T
faRayur oRgd Fxa 5 |

8. YT UGId (Research Methodology)
8.1 Research Design
4|Page
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Yo Y descriptive 3R analytical research design U ek g
8.2 Nature of Data

AT o H¥d: secondary data bl TRINT o T % |

Literature GﬁT references & ﬁm 2017 aﬁ cut-off year HIHT T %I

8.3 Data Sources
3o & fore g Bt o1 IugiT farar o wear g

e Peer-reviewed research journals

e  Academic books

e Research reports

e E-commerce literature

¢ Government publications

e International organisation reports

e Previous empirical studies

e  Online consumer behaviour studies

8.4 Variables
Independent Variables

e  Consumer Trust

e Perceived Usefulness
e Perceived Ease of Use
e Perceived Risk

e Price

e Convenience

e  Website Quality

e Information Quality
e Payment Security

e  Online Reviews

e Social Influence

Dependent Variable
Online Shopping Behaviour / Purchase Intention

5|Page
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9. Conceptual Framework
HYY b conceptual framework ﬁ'{; UbR UdTiad far %z

Consumer Trust

!

Perceived Usefulness

l

Perceived Ease of Use

l

Price & Convenience

l
Website & Information Quality

!

Online Reviews / Social Influence

!
Perceived Risk & Payment Security

l

Online Purchase Intention / Consumer Shopping Behaviour

Y framework i trust, usefulness, ease of use, price, convenience, website quality, reviews 3‘ﬁ? social influence &I

positive determinants HI-T 1T %, Sdfdb perceived risk CARIIER] negative determinant HI-T 1T gl

10. STAATS TWNT AR B YUTIFIT HIA aTal TE FRD

10.1 Consumer Trust

Trust online shopping Pl &9 W behavioural factor HHT ST Febdl &1 IUHIST &I seller, website 3R
transaction process UX fayra g1 Srawa® %I

10.2 Perceived Usefulness
gfe IuHiadr &I arar % f& online shopping q ITHT HHY, Yag 41 BRIEE)| %, T online purchase intention 9@
BERIE
10.3 Perceived Ease of Use
T navigation, 3T search, smooth checkout 3R user-friendly interface online shopping adoption P del qPhd
gl
10.4 Price
Online platforms UR price comparison T B & BRI price competitiveness consumer decision DI JHTfad B
BERIE
10.5 Convenience
W I shopping, 24x7 availability, home delivery 3R 3 product comparison online shopping & uqy9
advantages % |
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10.6 Perceived Risk

Payment fraud, privacy concerns, product quality uncertainty, delivery problems 3R refund issues online shopping

& Ufd risk perception Call del JHd gl

10.7 Website Quality

Website design, navigation, loading, search facilities AR product presentation consumer experience P! gTfad BRd
g

10.8 Information Quality

Product specifications, photographs, prices, availability, return policy 3R delivery information consumer decision Cal

qUIfad B Ihd 7|

10.9 Online Reviews

Consumer reviews potential buyers Cal product quality 3R seller reliability & SR H 31fARad information UG Hd
g

10.10 Payment Security

Secure payment mechanisms online transaction T consumer confidence ®1 del Hhd %I

11. Findings and Discussion

2017 A% IUAS IR P FIZAWr ¥ I TV BT & b online shopping behaviour U a@m phenomenon gl
HAd low price online purchase decision CANERIIEG] ﬁm | Consumer trust, perceived risk, convenience, usability
3R information quality 4T IIEE'CI;U]C YT A g1

Technology Acceptance Model & HJUR usefulness 3R ease of use technology adoption & W determinants
&1 Online shopping F e dggexiarg fe platform B SUDIAT 3R TREAT consumer acceptance Cal CERSE]
gl

9% famid, perceived risk online shopping adoption & fu e g9 &7 g1 faQwer payment security, privacy
3R product quality ¥ Heferd uncertainty consumer hesitation ﬁa P Tt %I

Online reviews 3fRR electronic word-of-mouth ¥} information search 3R decision-making o II’E:'EW H&IW fAura
%I Eﬂﬁ‘lﬁ online retailers %ﬁ‘f@ positive consumer experience GﬁT transparent information IIT;-?a'q\Uf strategic factors

gl

12. e (Conclusion)
S{FETE QAT ¥ IuHiadT TagR 3R WRIGR ufehar & gyl uRad= 3o 301 8 | TRuRe SR &1 ge
T online shopping IqHieSl B B convenience, product variety, price comparison 3R information access
& $ 5
E'I?mﬁi online shopping T adoption &Had technological availability UX Rk 981 BTl Consumer trust, perceived
usefulness, ease of use, perceived risk, price, convenience, website quality, information quality, payment security 3R
online reviews T4 fIA®HT consumer purchase intention Pl UHIfad Hd %I
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13. gLATd (Suggestions)
1. Online retailers @1 secure payment systems Gl HGd hRAT Bl

2. Consumer privacy DI TrdfAdar & St By

3.  Product information YUY 3R U;Uf _Eh:ﬁ %m%ﬂz |

4. Genuine consumer reviews &I Hed fear s E|Tf%'QI

5. Website navigation B I ST ST E|T%'Q’ |

6. Return 3R refund policies transparent iRl iUl

7. Delivery reliability | JUR [CRIRSIRICIRY

8. Customer support CARIRED responsive ST ST ElT%QI
9. Consumer awareness @I deldl faar s =gl

10. Online platforms @1 trust-building strategies TR faRIY &4 <A1 =1f3T
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