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Abstract: The major purpose of current study is to examine the impact of consumer purchase intention on online shopping
behavior with moderating effect of attitude in the environment of Pakistan. Nowadays, purchasing goods via using internet
growing rapidly in the whole world and it give confidence to researchers to examine that what predictors or factors online
consumer see at the time of purchase goods via using internet. The framework of current research developed on the basis of theory
of planned behavior. The data were collected by using questionnaire technique and most of the respondents are master’s degree
holder. In current research, convenience sampling technique used to collect data from students of universities in Gujranwala and
Lahore. Confirmatory factor analysis and structural equation modeling technique used to analyze data. Findings elucidated that
consumer purchase intention have significantly positively impact on online shopping behavior. Furthermore, attitude has also
significantly positively impact on online shopping behavior. Moreover, attitude has positive moderating role between consumer

purchase intention and online shopping behavior. At the end of this paper, limitations and future directions discussed.
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1. INTRODUCTION

Consumer purchase intention is an important predictor for
online shopping if consumer have intention then they can
behave. The purpose of this study is to determine the
consumer purchase intention (CPI) influence on online
shopping behavior (OSB) with the moderating role of
attitude. Regarding consumer purchase intention many
studies have done in developed countries but in developing
countries especially in Pakistan this is ignoring area there are
few studied with moderator. global trends show that people
moving towards online shopping rapidly [1] it is a third most
popular activity in whole world [2] but in Pakistan scenario
it is quite different people have intention and also want to
purchase but could not actual behave due to lot of challenges
like debt credit card hacking [3], uneducated people have
traditional nature [4-7], personal information leakage [3, 4,
8-17], technological problems [18], cyber-crime, [3, 19-25],
language [4, 6, 26] collectivist culture and many other issues
due to which they avoid to perform actual behavior and
could not purchase online shopping and it is tremendously
bad for online shopping development in Pakistan that only
3% people of whole Pakistan purchase online and 97%
people purchase with cash on delivery condition from that
3% [27]. The purpose of current research is to examine the
influence of CPl on OBS and trying to make stronger this
relationship so that people can actual behavior.

2. LITERATURE REVIEW

2.1 Consumer purchase intention and online shopping
behavior

Purchase intention refers to the decision of consumer to
act for purchase a specific product after evaluation in future
[28]. Intentions indicate certain behavior and how much they
try to in order to certain perform certain behavior,
Furthermore intentions catch the motivational components of
consumer that influence consumer behavior and most
probably it occur [29]. Additionally, it is likelihood behavior
of consumer about product so higher likelihood means he
have higher intention to purchase and less likelihood means
low purchase intention [30]. When consumers have intention
to purchase then they gather information, make comparison,
evaluation and take decision [31]. Attitude and unpredictable
circumstances effect consumer purchase intention and
intention effect behavior of consumer moreover, consumer
purchase intention is important and silent of online shopping
behavior and researcher show that consumer purchase
intention with online shopping behavior need to explore [32-
35]. Furthermore purchase intention has positive impact on
actual behavior of online shopping and recommends that
future research investigate the relationship between CPI and
OSB [36-38]. Meanwhile studies show that there is
significant relation between CPl and OSB and in future
concentrate on strength the relation between intention and
behavior and minimize weakness of this relation [39, 40].

H;: Consumer purchase intention has significantly positive
influence on online shopping behavior

Www.ijeais.org/ijamsr

44



International Journal of Academic Management Science Research (IJAMSR)

1SSN: 2000-001X
Vol. 2 Issue 7, July — 2018, Pages: 44-50

2.2 Attitude and online shopping behavior

Attitude is a strong and predictor of online shopping and
behavior [41, 42] attitude are feelings of consumer it may be
positive or negative for purchasing product moreover,
attitude is a mixture of emotions that effect and change
consumer behavior [43, 44]. Furthermore, attitude have
positive impact on consumer purchase intention and
behavior [45, 46]. In addition the relation between intention
and behavior is assumed that is based on available
information and attitude of consumer can strength the
relationship between intention and behavior [47].

Meanwhile, researchers shows that consumer can have
strong intention but fail to transfer in actual behavior [48]
many researcher use moderator to strength the
transformation of intention in to behavior like need
satisfaction [48], implementation intention [49], personality
[50]. Moreover, authors describe that intention 62% explain
behavior of consumer and 38% other variable that effect
behavior so attitude use as a moderator between purchase
intention and behavior to strength this relation [51]. Prior
studies shows that attitude is significant predictor of
intention and behavior [41, 42]. Furthermore some studies
shows that attitude have significant positive impact on OSB

[52-55].

H,: Attitude has significant and positive influence on online
shopping.

Hs. Attitude significantly moderate the relationship between
Consumer purchase intention and online shopping behavior

3. THEORY OF PLANNED BEHAVIOR

Theory of reasoned action (TRA) extended and new
theory comes into existence with the name of Theory of
planned behavior (TPB) [44, 47] because in TRA had some
silent limits TRA dealing with voluntary behavior while TPB
said behavior is not under control completely thus voluntary
action [29]. TPB is best theory for behavior and give better
explanation regarding behavior, if person have control on
behavior then assumed to perform a specific behavior [29].
According to TPB when a person have positive attitude and
subjective norm and with the perceived behavioral control
and intention, then person perform specific behavior [29,
39]. In TPB intentions 62% explain behavior means 38%
other variables effect behavior we can use other variables
between intentions and behavior to make more strengthen
this relationship previous studies shows that there is
consistent relation between intention and behavior yet [56,
57]. The findings shows that people have intention but could
not behave [48]. Therefore, researcher use moderator to
strengthen relationship between intention and behavior like,
intention stability [58], anticipated regret and descriptive
norms [59, 60], self-regulatory voluntary component [61]

and age [57] and in this study we use attitude moderator to
strength and check the consistency of this relation in
Pakistani context. In addition TPB still not perfect theory
there are many unsolved issues that need to improve in this
theory [40]. TPB consider only normative influence its does
not account that environmental and economic factors may
also influence person’s intention to perform actual behave
[62].

According to TPB consumer behavior depends on
intention but intention and behavior depends on fear, threat it
is ignoring in TPB furthermore, TPB assumes person’s
behavior is a outcome of linear decision making process and
it does not consider that behavior can change with the
passage of time, moreover, TPB is not consider the time
frame between intention and behavioral action it is ignoring
in TPB that intention to behavior if we have strong
predictors like trust, attitude, belief then intention can be
convert in actual behavior easily because mostly people have
intentions but couldn’t behave due to insecurities.

Attitude

Consumer v
Purchase Intention

Online Shopping
Behavior

A 4

Theoretical Framework
4, RESEARCH METHODOLOGY

The conceptual model of current study contains three
constructs and each construct was measured with several
items. The aim of this study is to examine CPI impact on
OSB with the moderating role of attitude. In this study
quantitative approach used and data collected from general
public who buying online by using convenience sampling
from 150 people by questionnaire. Significantly, every item
is measured with a five-Likert scale. CPI consists three items
and adopted from [63], attitude consists five items and
adopted from [64]. While online shopping behavior consists
seventeen items and adopted from [53].

4.1 Data collection

The data of current study were collected by using
convenience sampling via structured questionnaires from
150 consumers that purchase goods by using internet. The
respondents of this study were drawn from Lahore and
Gujranwala that involved in online shopping. 150
questionnaires distributed among online consumers and out
of 150 only 100 questionnaires were usable for analysis and
remaining 50 questionnaires excluded from the study due to
too much missing values. Convenience sampling technique
used to collect data from respondents. The method of
distributing questionnaire to online shopping consumers was
also used by [65].
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4.2 Research analysis

In this research, demographic profile shows that most of
the respondents from female side and equals to 68% and
remaining 32% of the respondents from male side.
Regarding age groups, most of the respondents were up to 26
years and equals to 62%, 22% in the age of 27-35, 12% in
the age of 36-45, and remaining 4% of the respondents up to
45 years. Furthermore, in our sample the majority of the
respondents had master degree holder that includes 51
respondents (51%), while 37 respondents (37%) were
bachelor degree holders, 10 respondents (10%) were PhD
students, and the remaining respondents were from others.

4.3 Reliability test

In calculating the reliability of the instruments
Cronbach’s alpha calculated of these instruments. According
to Cronbach’s alpha value should be at least 0.70 [66]. Table
1 show the Cronbach’s alpha of all constructs that used in
this research.

Table 1 Reliability Test

Variable Items Cronbach’s
Alpha
Consumer Purchase 3 0.863
Intention
Attitude 5 0.721
Online Shopping 17 0.808
Behavior

Table 1 show that consumer purchase intention, attitude,
and online shopping behavior Cronbach’s alpha more than
0.70, and acceptable value is 0.70 that recommends [66].
Therefore, the instruments related consumer purchase
intention, attitude, and online shopping behavior are reliable
and available to proceed in further analysis.

4.4 Research analysis

Normality test shows that data used in study are normal
or not and to examine normality test kurtosis and skewness
used [67]. Data should be normal if range of kurtosis is -3.0
to +3.0 and range of skewness -1.0 to +1.0 [67]. In current
research, results revealed that kurtosis as well as skewness
values are in the above mentioned range. However, in
current research, data fulfills both the requirements of
normality test and data available to proceed in further
analysis.

4.5 Confirmatory factor analysis (CFA)

To carry out CFA this research compute factor loading to
estimate measurement model first. To check the reliability
there are three major step that should be followed [68].
Reliability steps consist of factor loading, average variance

extract (AVE), and composite reliability (CR): factor loading
values of comparative fit index (CFI) must more than 0.70,
AVE value should be greater than 0.50, and CR value should
be more than 0.80. In current research, consumer purchase
intention factor loading range is 0.729 to 0.830. Furthermore,
attitude factor loading range is .769 to .834. Finally, online
shopping behavior factor loading range is .792 to .891.
Furthermore, in current research AVE and CR were used in
measuring convergent validity of variables. AVEs of
consumer purchase intention, attitude, and online shopping
behavior are 0.636, 0.753, and 0.552 respectively. Therefore,
AVE values of all variables more than 0.50. CR of consumer
purchase intention, attitude, and online shopping behavior is
0.839, 0.883, and 0.954 respectively. CR values of consumer
purchase intention, attitude, and online shopping behavior
are greater than 0.80.

4.6 Descriptive and correlation analysis

Table 2 show the descriptive and correlation analysis.
Results elucidated that constructs correlated significantly
with each other. This correlation matrix identifies that
consumer purchase intention is highly significantly
correlated with attitude (r = .732, p<.05)

Table 2 Descriptive & correlation analysis

Variable | Mean | S.D CPI ATD OSB

CPI 3.96 .838 1

ATD 4.08 .649 | 0.732** 1

0SB 3.86 525 | 0.476** | 0.564** 1

Note: **p<.01; SD= standard deviation; CPI= consumer
purchase intention; ATD= attitude; OSB= online shopping
behavior

Hypothesis Testing: Consumer purchase intention, attitude,
and online shopping behavior
Structure Equation Modeling (Direct Effects)

Table 3: Standardized estimates of direct effects

Indication | Standardize | S.E P- Results
of estimates value

relationship

of variables

0OSB<--CPI 0.298 0.05 | 0.001 | Significant

0SB<--ATD 0.456 0.06 | 0.000 | Significant

Table 3 elaborate that consumer purchase intention is
significantly related with online shopping behavior (p=
0.298; p<.05) and hypothesis 1 is accepted. Furthermore,
results elucidated that attitude has the significant and
positive influence on online shopping behavior (B= 0.456;
p<.05) and supported hypothesis 2.
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4.7 Testing moderator hypothesis and results

In the above section simple model test with direct
relationship of CPI and attitude on OSB were carried out. In
current section, moderating effect of attitude between CPI
and OSB was considered. To measure the moderation effect
of a variable is an interaction term [69]. For testing
moderation hypothesis, current research develops a separate
model for moderating variable to test the influence of
standardized moderation score of the variable used in this
research. In current research, SmartPLS 3.0 was used to test
moderation hypothesis and during this process OSB was
expressed on CPI, moderating construct attitude and
interaction term. Furthermore, this interaction term was
created by multiplying the scores that get from independent
and moderating variable. The standardized values of these
variables were used that was recommended [70], to stay
away from the Multicollinearity problem. By doing this, the
significant correlation between variables and interaction term
did not make any problem to test the moderator [71].

4.8 Moderator: Attitude

In this research moderating effect of attitude was tested in
the relationship between consumer purchase intention and
online shopping behavior. The following table 4 elaborates
the results of the moderation effect test. Table 4 shows the
hypothesis testing results of the moderation effect of attitude
on the relationship between consumer purchase intention and
online shopping behavior. In SmartPLS 3.0 structural
equation modeling analysis, moderating effect exists if
interaction path is significant that mean t-value of interaction
effect is atleast 1.96 or p-value is lesser than 0.05 [72]. To
test moderating effect of attitude, all the constructs including
(standardized consumer purchase intention), moderator
variable (standardized attitude), and the interaction term
(consumer purchase intention standardized score x attitude
standardized scores) were regressed on online shopping
behavior. To validate the moderation hypothesis that
moderation exists or not all the effects that shows in table 4
must be significant. Table 4 elaborates that CPl has
significant influence on OSB with (= 212; p<0.05) and
attitude has significant influence on OSB with (B= 0.127
p<0.05). Moreover, there is significant effect of interaction
term with (B= 0.138; p<0.05) and our hypothesis Hla was
accepted.

Table 4: Regression

Hia Model Esti- S.E P- Results
Constructs mate value

OSB<«— CPI 0.212 | 0.055 | 0.000
Hi, | OSB<«— ATD | 0.127 | 0.048 | 0.001 | Accept
OSB<— 0.138 | 0.051 | 0.000
CPI*ATD

(Interaction)

5. DISCUSSION

The objective of this research was to determine impact of
CPl on OSB with moderating role of attitude. Current
research was quantitative in nature as well as descriptive.
Results elucidated that without moderating effect of attitude,
CPI significantly positively impact on OSB and H; accepted.
Our findings are same with the findings of [39, 40].
Furthermore, findings revealed that attitude significantly
positively impact on OSB and H, accepted and our findings
consistent with the research of [41, 42, 65]. Moreover,
attitude significantly moderate the association between CPI
and OSB and Hj; accepted. This research uses TPB theory to
develop framework. One of the studies tells that TPB theory
is the best theory in predicting consumer behavior [73].

6. CONCLUSION

Nowadays, customers move to purchase goods by using
internet due to advancement of internet technology. Current
research contributes to the body of knowledge regarding
OSB in the context of Pakistan. In Pakistan most of the
people have intention to purchase product via using internet
but failed to purchase because they have only intention but
no attitude towards purchase goods online. In current
research, attitude uses as moderating variable between CPI
and OSB to strengthen the relationship between these
variables. Results of this research will help both online users
as well as online retailers. The major objective of current
research is to examine hypothesis and provide evidence on
the relationship between CPI and OSB. Findings elucidated
that CPI and attitude have significant positive influence on
OSB. Moreover, attitude also positively moderates the
relationship between CPI and OSB.

7. FUTRUE DIRECTIONS

In current research due to time constraints there are some
limitations and further there is need to consider in upcoming
or future research. Firstly, data was collected from two cities
Lahore and Gujranwala and not generalize results to other
cities. Secondly, our findings is one the basis of hundred
respondents and there is need to increase sample size in
future and findings might be changed. Thirdly, in this
research only two predictors used CPI and attitude, and
researcher can increase predictors to predict OSB in future.
In current research, OSB of consumers considered and in
future researchers can examine online shopping intention and
online shopping adoption with same predictors. In future
researchers can use financial risk, convenience risk, and
privacy risk with OSB in developing and developed
countries. Moreover, trust, attitude, descriptive norms, social
norms as moderator with OSB. In future social exchange
theory (SET) can be used to predict the relationship between
perceived risk and OSB of consumers.

Www.ijeais.org/ijamsr

47



International Journal of Academic Management Science Research (IJAMSR)
ISSN: 2000-001X
Vol. 2 Issue 7, July — 2018, Pages: 44-50

8. REFERENCES

[1]
(2]

(3]

[4]

[5]
[6]

[7]

18]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

Olsen, R., (2010). China's migration to e-
Commerce. Forbes. com.

Li, N. and P. Zhang, Consumer online shopping
attitudes and behavior: An assessment of research.
Former Departments, Centers, Institutes and
Projects, 2002: p. 57.

ur Rehman, K., et al. Examining online purchasing
behavior: A case of Pakistan. in 2011 International
Conference on Social Science and Humanity,
Singapore, IPEDR. 2011.

Bashir, A., Consumer behavior towards online
shopping of electronics in Pakistan. 2013. Seinajoki
University of Applied sciences, 2013: p. 52-60.
Khan, S.H. and M.Z. Arshad, Why E-Commerce
Remains Unsuccessful in Pakistan?

Moreno, C., E.-c. Branch, and G. SITE UNCTAD.
Brief Overview of Selective Legal and Regulatory
Issues in Electronic Commerce. in Proceedings of
the International Symposium on Government and
Electronic Commerce Development, Ningbo, China.
2001.

Pavlou, P.A., H. Liang, and Y. Xue, Understanding
and mitigating uncertainty in online environments:
a principal-agent perspective. 2006.

Nazir, S., et al., How Online Shopping Is Affecting
Consumers Buying Behavior in Pakistan?
International Journal of Computer Science Issues,
2012. 9(3): p. 486-495.

Burke, R.R., Technology and the customer
interface: what consumers want in the physical and
virtual store. Journal of the academy of Marketing
Science, 2002. 30(4): p. 411-432.

Perea y Monsuwé, T., B.G. Dellaert, and K. De
Ruyter, What drives consumers to shop online? A
literature review. International journal of service
industry management, 2004. 15(1): p. 102-121.
Bashir, R., I. Mehboob, and W.K. Bhatti, EFFECTS
OF ONLINE SHOPPING TRENDS ON
CONSUMER-BUYING BEHAVIOR: AN
EMPIRICAL STUDY OF PAKISTAN.

Masoud, E.Y., The effect of perceived risk on online
shopping in Jordan. European Journal of Business
and Management, 2013. 5(6): p. 76-87.

Smith, H.J., S.J. Milberg, and S.J. Burke,
Information  privacy: measuring individuals'
concerns about organizational practices. MIS
quarterly, 1996: p. 167-196.

Culnan, M.J., " How Did They Get My Name?": An
Exploratory Investigation of Consumer Attitudes
toward Secondary Information Use. MIS quarterly,
1993: p. 341-363.

Hoffman, D.L., T.P. Novak, and M. Peralta,
Building consumer trust online. Communications of
the ACM, 1999. 42(4): p. 80-85.

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

Ko, H., et al, Cross-cultural differences in
perceived risk of online shopping. Journal of
Interactive Advertising, 2004. 4(2): p. 20-29.
Spiller, P. and G.L. Lohse, A classification of
Internet retail stores. International Journal of
Electronic Commerce, 1997. 2(2): p. 29-56.

Lim, N., Consumers’ perceived risk: sources versus
consequences. Electronic Commerce Research and
Applications, 2003. 2(3): p. 216-228.

Adnan, H., An analysis of the factors affecting
online purchasing behavior of Pakistani consumers.
International Journal of Marketing Studies, 2014.
6(5): p. 133.

Choi, J. and K.-H. Lee, Risk perception and e-
shopping: a cross-cultural study. Journal of Fashion
Marketing and Management: An International
Journal, 2003. 7(1): p. 49-64.

Cyr, D., et al., Beyond trust: Web site design
preferences across cultures. Journal of Global
Information Management (JGIM), 2005. 13(4): p.
25-54.

Kwon, K.-N. and J. Lee, Concerns about payment
security of Internet purchases: a perspective on
current on-line shoppers. Clothing and Textiles
Research Journal, 2003. 21(4): p. 174-184.

Laroche, M., et al., Internet versus bricks-and-
mortar retailers: An investigation into intangibility
and its consequences. Journal of retailing, 2005.
81(4): p. 251-267.

McKnight, D.H., V. Choudhury, and C. Kacmar,
Developing and validating trust measures for e-
commerce: An integrative typology. Information
systems research, 2002. 13(3): p. 334-359.
Verhagen, T., S. Meents, and Y.-H. Tan, Perceived
risk and trust associated with purchasing at
electronic marketplaces. European Journal of
Information Systems, 2006. 15(6): p. 542-555.

Lee, M.-C., Factors influencing the adoption of
internet banking: An integration of TAM and TPB
with perceived risk and perceived benefit.
Electronic commerce research and applications,
2009. 8(3): p. 130-141.

PTA. PTA (Pakistan Telecommunication Authority)
Annual report 2014. 2014, Feb 04; Available from:
http://www.pta.gov.pk/annual-
reports/ptaannrep2013-14.pdf.

Ramayah, T., JW.C. Lee, and O. Mohamad, Green
product purchase intention: Some insights from a
developing country. Resources, conservation and
recycling, 2010. 54(12): p. 1419-1427.

Ajzen, I, The theory of planned behavior.
Organizational behavior and human decision
processes, 1991. 50(2): p. 179-211.

Schiffman, L.G., L.L. Kanuk, and J. Wisenblit,
Consumer behaviour.(global ed). 2010, New
Jersey: Pearson-Prentice Hall.

Www.ijeais.org/ijamsr

48



International Journal of Academic Management Science Research (IJAMSR)
ISSN: 2000-001X
Vol. 2 Issue 7, July — 2018, Pages: 44-50

[31]

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

Kotler, P. and G. Armstrong, Principles of
marketing. 2010: Pearson education.

He, D., Y. Lu, and D. Zhou, Empirical study of
consumers' purchase intentions in C2C electronic
commerce. Tsinghua Science & Technology, 2008.
13(3): p. 287-292.

Laohapensang, O., Factors influencing internet
shopping behaviour: a survey of consumers in
Thailand. Journal of fashion marketing and
management: An international journal, 2009. 13(4):
p. 501-513.

Pavlou, P.A. and M. Fygenson, Understanding and
predicting electronic commerce adoption: An
extension of the theory of planned behavior. MIS
quarterly, 2006: p. 115-143.

Carlos Roca, J., J. José Garcia, and J. José de la
Vega, The importance of perceived trust, security
and privacy in online trading systems. Information
Management & Computer Security, 2009. 17(2): p.
96-113.

Jamil, N.A. To investigate the drivers of online
purchasing behaviour in malaysia based on theory
of planned behaviour (TPB): A structural equation
modeling (SEM) Approach. in International
Conference on Management (ICM  2011)
Proceeding. 2011. Conference Master Resources.
Chen, C.-H. and C. Zimitat, Understanding
Taiwanese students' decision-making factors
regarding  Australian international  higher
education. International Journal of Educational
Management, 2006. 20(2): p. 91-100.

Van der Heijden, H., T. Verhagen, and M.
Creemers,  Understanding  online  purchase
intentions: contributions from technology and trust
perspectives. European journal of information
systems, 2003. 12(1): p. 41-48.

Lim, Y.J. et al, Factors influencing online
shopping behavior: the mediating role of purchase
intention. Procedia economics and finance, 2016.
35: p. 401-410.

Lim, Y., et al., The Mediating Effect of Consumers’
Purchase Intention: A Perspective of Online
Shopping Behavior among Generation Y. Journal of
Marketing and Consumer Research, 2015. 18: p.
101-112.

Yang, B., D. Lester, and S. James, Attitudes toward
buying online as predictors of shopping online for
British and American respondents.
CyberPsychology & Behavior, 2006. 10(2): p. 198-
203.

George, J.F., The theory of planned behavior and
Internet purchasing. Internet research, 2004. 14(3):
p. 198-212.

Chiu, Y.-B., C.-P. Lin, and L.-L. Tang, Gender
differs: assessing a model of online purchase
intentions in e-tail service. International journal of

[44]

[45]

[46]

[47]

[48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

service industry management, 2005. 16(5): p. 416-
435.

Fishbein, M. and I. Ajzen, Belief, attitude, intention
and behavior: An introduction to theory and
research. 1975.

Md Husin, M. and A. Ab Rahman, What drives
consumers to participate into family takaful
schemes? A literature review. Journal of Islamic
Marketing, 2013. 4(3): p. 264-280.

Zhao, W. and M. Nor Othman, Predicting and
explaining complaint intention and behaviour of
Malaysian consumers: an application of the
planned behaviour theory, in International
Marketing. 2011, Emerald Group Publishing
Limited. p. 229-252.

Ajzen, I. and M. Fishbein, Understanding attitudes
and predicting social behaviour. 1980.

Harris, J. and M.S. Hagger, Do basic psychological
needs moderate relationships within the theory of
planned  behavior?  Journal  of  Applied
Biobehavioral Research, 2007. 12(1): p. 43-64.
Orbeil, S., S. Hodgldns, and P. Sheeran,
Implementation intentions and the theory of
planned behavior. Personality and Social
Psychology Bulletin, 1997. 23(9): p. 945-954.
Rhodes, R.E., K.S. Courneya, and L.A. Hayduk,
Does personality moderate the theory of planned
behavior in the exercise domain? Journal of Sport
and Exercise Psychology, 2002. 24(2): p. 120-132.
Ajzen, 1., Consumer attitudes and behavior: the
theory of planned behavior applied to food
consumption decisions. Rivista di Economia
Agraria/ltalian Review of Agricultural Economics,
2015. 70(2): p. 121-138.

Ariff, M.S.M., et al. Consumer Perceived Risk,
Attitude and Online Shopping Behaviour; Empirical
Evidence from Malaysia. in IOP Conference Series:
Materials Science and Engineering. 2014. IOP
Publishing.

Moshrefjavadi, M.H., et al., An analysis of factors
affecting on online shopping behavior of
consumers. International Journal of Marketing
Studies, 2012. 4(5): p. 81.

Islam, M.S., An Analysis of Factors Affecting on
Online Shopping Behavior of Consumers. 2015.
Cheawkamolpat, P., Online shopping behavior: a
study of consumers in Bangkok. 2009.

Armitage, C.J. and M. Conner, Efficacy of the
theory of planned behaviour: A meta- analytic
review. British journal of social psychology, 2001.
40(4): p. 471-499.

Hagger, M.S., N.L. Chatzisarantis, and S.J. Biddle,
A meta-analytic review of the theories of reasoned
action and planned behavior in physical activity:
Predictive validity and the contribution of

Www.ijeais.org/ijamsr

49



International Journal of Academic Management Science Research (IJAMSR)
ISSN: 2000-001X
Vol. 2 Issue 7, July — 2018, Pages: 44-50

additional variables. Journal of sport and exercise [70]
psychology, 2002. 24(1): p. 3-32.

[58] Sheeran, P., S. Orbell, and D. Trafimow, Does the
temporal stability of behavioral intentions moderate [71]
intention-behavior and past behavior-future
behavior relations? Personality and Social
Psychology Bulletin, 1999. 25(6): p. 724-734.

[59] Sheeran, P. and S. Taylor, Predicting intentions to

use condoms: a meta- analysis and comparison of [72]
the theories of reasoned action and planned
behavior. Journal of Applied Social Psychology, [73]

1999. 29(8): p. 1624-1675.

[60] Sheeran, P. and S. Orbell, Implementation
intentions and repeated behaviour: Augmenting the
predictive validity of the theory of planned
behaviour. European journal of social psychology,
1999. 29(23): p. 349-369.

[61] Verplanken, B. and S. Orbell, Reflections on past
behavior: A self- report index of habit strength.
Journal of applied social psychology, 2003. 33(6):
p. 1313-1330.

[62] Models, B.C. The Theory of Planned Behavior:
Limitations of the Theory of Planned Behavior.
2016, April 28; Available from:
http://sphweb.bumc.bu.edu/otit/ MPH-
Modules/SB/BehavioralChangeTheories/Behavioral
ChangeTheories3.html.

[63] Thananuraksakul, S., Factors affecting online
shopping behaviour: a study of Thai consumers.
2007: University of South Australia.

[64] Arora, N. and A. Aggarwal, The role of perceived
benefits in formation of online shopping attitude
among women shoppers in India. South Asian
Journal of Business Studies, 2018. 7(1): p. 91-110.

[65] Bhatti, A., S. Saad, and S.M. Gbadebo,
Convenience Risk, Product Risk, and Perceived
Risk Influence on Online Shopping: Moderating
Effect of Attitude Science Arena Publications
International journal of Business Management,
2018. 3(2).

[66] Nunnally Jr, J.C., Introduction to psychological
measurement. 1970.

[67] Meyers, L.S., G. Gamst, and A.J. Guarino, Applied
multivariate research: Design and interpretation.
2016: Sage publications.

[68] Fornell, C. and D.F. Larcker, Evaluating structural
equation models with unobservable variables and
measurement error. Journal of marketing research,
1981: p. 39-50.

[69] Holmbeck, = G.N., Toward terminological,
conceptual, and statistical clarity in the study of
mediators and moderators: Examples from the
child-clinical and pediatric psychology literatures.
Journal of consulting and clinical psychology, 1997.
65(4): p. 599.

Aiken, L.S., S.G. West, and R.R. Reno, Multiple
regression: Testing and interpreting interactions.
1991: Sage.

Bahar Ozdogan, F. and M. Hakan Altintas, Parent-
adolescent interaction and the family's effect on
adolescent TV skepticism: An empirical analysis
with Turkish consumers. Young Consumers, 2010.
11(1): p. 24-35.

Hair, J.F., et al., Multivariate data analysis. Vol. 5.
2010: Prentice hall Upper Saddle River, NJ.

Taylor, S. and P.A. Todd, Understanding
information technology usage: A test of competing
models. Information systems research, 1995. 6(2):
p. 144-176.

Www.ijeais.org/ijamsr

50



