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Abstract

Online purchasing has revolutionized consumer market. It allows individuals to access a variety of products with a single click.
With evolution of e-commerce understanding the factors influencing online shopping behavior is imperative for firms to remain
competitive. This study investigates the relationship between perceived benefits (PB) and perceived risks (PR), mediated by
purchase intention (PI) on online buying behavior (OSB). Six key elements—shopping convenience, product variety, price
advantage, product risk, privacy risk, and financial risk—were evaluated through data collected from 300 internet shoppers via a
structured questionnaire. The data is analyzed with SPSS. Results underline the significance of convenience, product variety, and
price advantage in stimulating online purchases, with PB positively impacting customers' online purchasing behavior (OPB).
Conversely, perceived risks negatively affect online shopping decisions, necessitating efficient risk management strategies to
bolster consumer confidence. The mediation role of Pl was examined using the Hayes macro process, revealing its significance in
the relationship between PB, PR, and OSB. Notably, Pl mediates the impact of both PB and PR on OSB, highlighting its pivotal
role in shaping consumers' online purchasing behavior. These findings offer actionable insights for businesses, emphasizing the
importance of leveraging PB to encourage beneficial purchasing intentions and mitigate PR to foster online shopping behavior.
Ultimately, this study contributes to a deeper understanding of consumer decision-making in online settings, facilitating the
development of targeted marketing strategies and enhancing overall online shopping experiences.
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1. Introduction

Web-based e-commerce has grown dramatically over the past 10 years as consumers increasingly recognize the convenience and
affordability of online buying. However, as shoppers' preferred methods of buying have moved away from conventional physical
stores to online retailers, they have begun to worry about problems including the theft of their confidential data, fraudulent activity
on the internet, inequalities in the item's quality and rating, failed deliveries, and many more. Electronic commerce enables the
consumer to purchase immediately from the supplier on an internet browser without any third party. Online shopping (OS) has
performed a crucial part throughout the last two decades, and greater than 1.6 billion customers worldwide purchase products
onling, and this mechanism created US$ 1.90 trillion in 2016. (Rehman et al, 2019). In addition, OS demand is on the rise every
day, because people are aware of it, that OS is also comfortable because they can buy from their residences. Thus, it offers
comprehensive knowledge about the commodity with just a single tap. Consumer behavior is a substantial issue as people choose,
order, and review products by purchasing goods and/or services. There are several variables influencing OS and CB. These
variables include perceived threats, such as product risk, Risk of privacy and financial risk and PB such as SC and product variety
(Bhatti, Rehman, 2020). Without a doubt, the introduction of the internet has made the procedure simpler for customers. In spite of
these advantages, the perceived risks in the minds of consumer may constitute an obstruction to the consumer intent and the
actions of consumer. That's the primary cause that online purchasing in Pakistan is quite cheap and consumers acceptability is the
most daunting challenge for digital retailers (Bhatti, 2018). Perception risk has been presented in customer's conduct and in
expression of marketing in the slightly earlier 60s and the notion of OS, it was adopted in preliminary 1990s (Bauer, 1960).
Various elements have an impact on OS behavior and these elements are included PR and PB. The PI of the consumer is an
important indication for the customers (Bhatti, 2018b; 2018c). In Pakistan, the electronic commerce is quiet at the starting phase
and is comparatively thin in contrast with industrialized and other emerging countries (Altaf et al, 2010). As stated to the survey,
Pakistan is the second to last country to go shopping online due to the different types of shopping risks, internet inaccessibility,
lower education levels and lack of knowledge (Nielsen, 2008). Just 3% of Pakistan's Buying online from the entire population and
the present electronic commerce industry is approximately $70-150 million is estimated to increase by $1 trillion by 2020 (Bhatti,
Rehman, 2020). In addition, electronic commerce industry in Pakistan is not close to 00.1 of its total retailing market shares.
however, in other nations, this percentage is higher, Example: China's electronic commerce revenues counted for 18-20% of total
market share and US electronic commerce revenues recorded for 8-9% of total market shares of retail (Pak wired, 2017, July 20).

1.1. Research problem
Multiple researches have focused the behavior of OS, but it is quiet a massive issue and necessity to be studied and concentrate on
OS behavior in Pakistan (Bhatti & Rehman, 2020). Moreover, prolong lock-downs due to COVID-19 pandemic required
organizations to function virtually by developing online platforms for selling their products and/or services. Even in early 2021,
lock-downs are still being observed by majority of the countries. This situation catches the attention of scholars who have to
propose innovative strategies for the corporations to utilize internet channels in order to market their goods and/or services.
Therefore, set the primary purpose of this research to explore the multiple aspects, such as PB and PR that affect the conduct of
OS behavior in Pakistan. By minimizing the threats and improving the advantages we will be able to Increased online shopping.
1.2. Research Questions
e What are the determinants that shape Pakistani consumers' intentions to make online purchases?
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e To examine how perceive risk affect Pakistani consumer online purchases?
e To examine how perceive benefit shape Pakistani consumer intention to make online purchases?
e To examine ether purchase intention mediates the relationship or not mediate the relationship between dependent and
independent variables?
1.3. Research objectives
To evaluate the main reasons for consumers' acceptance and non-acceptance of OSB.
To inspect the impact of PB on OSB.
To evaluate the impact of PR on OSB.
To examine the effectiveness of Consumer purchase intention on driving OSB.
To analyze the mediating role of purchase intentions on relationship of perceived benefits and perceived risk with OSB.

2. Literature Review

2.1. Perceived benefits
In online shopping, the Internet poses some challenge, but it also provides there are several benefits that alter the perception of
customers when shopping online. The perceived advantages are the confidence and contentment of customers with OS and the
view point of customers that shopping online is comfortable, simple, wider variety range of goods and less risky than conventional
purchasing (Bhatti & Rehman, 2020). The perceived benefit of being able to access to an extensive selection of products in OS is
one of the main variables that attracts customers to this method of shopping; multiple investigation has looked into the impact of
this benefit on the buying habits of consumers as compared to traditional shopping. This review of academic literature aims to
examine previous studies on perceived advantages and how they affect consumers' behavior when shopping online. This review
attempts to improve our general understanding of the impact of PB in influencing customers' OS behavior by synthesizing the data
from many studies.

2.1.1. Shopping convenience
The Internet made our lives easier and within seconds we might do a hasty searching for our favorite goods and then shop
whatever we want quickly (Bhatti & Rehman, 2020). Convenience offers four choices in the purchasing process: access, quest,
ownership, and transaction (Seiders et al., 2000). With advancement, consumers are no longer restricted by time constraints at
home and might buy anything at any time without having to get out of their homes or travel to the store although 24-hour service
is offered by online shopping (To et al., 2007). Prior researches have shown a positive correlation among convenience and
consumer OSB (Dost et al, 2015; Bashir et al., 2015). Conversely, several research have discovered that SC has an immense
impact on OSB (Rehman, 2018). SC includes a variety of factors, including time savings, simplicity of product search,
accessibility, and delivery possibilities. Li and Zhang (2019), for instance, discovered that SC increases consumers' desire to make
an online purchase favorably. Similar findings were made by Chen and Chang (2020), who discovered that consumers' sentiments
regarding online buying are positively influenced by convenience-related elements including simplicity of use and quick access to
product information. According to Wang and Chen (2021), accessibility and ease of product search are additional crucial aspects
of purchasing convenience. Online shops frequently offer sophisticated search tools, individualized product recommendations, and
intuitive user interfaces to help customers identify desired goods fast. As stated by Liebana-Cabanillas et al. (2019), perceived
convenience has also been shown to have a favorable effect on customer feedback with respect to OB, intentions to shop online
and actual purchase behavior. Consumers place a high value on time savings as a key component of purchasing convenience. OS
makes it simpler for customers to easily browse and buy goods or services without having to go to brick-and-mortar shops.
According to a study by Liu et al. (2016), consumers' opinions about accessibility had a favorable impact on their attitudes
regarding online buying, their intentions to shop online, and their real online purchasing behavior.
H1: SC has a significant positive impact on OS behavior.
H2: Consumers' PI significantly mediates the relationship between SC and OS behavior.

2.1.2. Variety of Products
As compared to traditional shopping, online shopping offers more advantages and comfort. The customer enters in shops
physically in traditional shopping; step by step it causes trouble, not everybody has a lot of time to access the stores today. Thus
the, the websites offer customers with numerous choices and consumers effortlessly Scan, analyze, compare products with
different labels and commodity varieties from their residence without personally going out to stores, and consumers can place their
orders through the websites and have the required good and services delivered to their homes (Bhatti, Rehman, 2020). The primary
variable that triggers customer interest, encourages them and causes the intention to purchase online is the product variety. Prior
literature has shown that the correlation among PV and OS behavior is substantially positive (Kim, Ammeter, 2018). In addition,
Lee and Park's (2020) study looked at how product variety can help online shoppers avoid the negative consequences of perceived
risks. The results demonstrated that consumers felt more in control of their purchasing decisions and were less impacted by
possible risks connected with online buying, such as product quality or seller reliability, when they perceived a broader range of
products. Consumers have more options and feel more in control of their purchases when a large variety of products are readily
available. Customers like being able to evaluate product characteristics, evaluate available options, and select the ones that best
suit their needs. This increases customer happiness and buy (Li et al., 2019). Voskuyl et al., (2018), Consumers associate a wider
product variety with increased expertise and trustworthiness of the retailer, influencing their recognition of product quality and
purchase decisions. Choi & Kim, (2019) describes in their studies customers are more likely to think they are getting a good value
for their money when there is a wide variety of products available that fall within their preferred price range. Higher levels of
customer satisfaction are a result of the availability of a variety of product options. Shoppers whose are satisfied with their buying
experience are more inclined to continue using the online retailer and make additional purchases, which boosts the lifetime value
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of the client and profits over the long run (Voskuyl et al., 2018).
H3: PV has a significant positive impact on OSB.
H4: Consumers' P1 significantly mediates the relationship between PV and OS behavior.

2.1.3. Price Advantage
When it comes to OS, people have always placed a high value on price. According to Sinha and Heim (2001) Price has become a
key variable for consumers on OS. Price discounts could have an impact on consumer price confidence and, ultimately, could have
impact on their shopping intent (Biswas&Blair, 1991). The lack of direct costs associated with the distribution of the good is one
of the key presumptions for the lower pricing. (E.g. centralized inventory, no rental cost etc.). Often, e-commerce is a lucrative
choice for customers, not only a price cut, but exclusive deals offered by online retailers. These marketing offers could be "pay for
one, get one free", "free tickets to a case, “discount coupons for future purchases Gifts to each client, swap deals at festivals, etc
(Anora, Aggarwal, 2018). Price advantage is a concept that consumers have that internet buying is less expensive than shopping at
conventional physical businesses. Price advantage is a major influence of customers' online buying behavior, according to a
number of researches (Chiu et al., 2014; Liang & Huang, 2015). According to research, online sales are more prevalent among
consumers if they see price reductions as a real benefit (Balasubramanian et al., 2005). In addition, consumers' purchase intentions,
repeat purchasing habits, and general contentment with online shopping have been demonstrated to be favorably impacted by price
advantages (Kuo et al., 2012; Sorce et al., 2005). The recognizance of price advantage by consumers has a significant impact on
how they shop online. Consumers constantly believe that online pricing are less expensive than those in physical stores, according
to studies (Grewal et al., 2014; Liang & Huang, 2019). Discounts, promotional offers, and the lower operational costs related to
online shops are some of the elements that contribute to this perspective (Jiang et al., 2015). Consumers' judgments of price
fairness are positively influenced by price comparison, which increases their desire to make a purchase (Chen et al., 2014). Studies
have demonstrated that a minor price advantage can beneficially impact consumers' perceptions of value for money, even when
consumers may mistakenly correlate lower costs with poorer quality (Zhang et al., 2018). However, a person’s age, education, and
degree of wealth can also have an impact on their sensitivity to prices (Verhoef et al., 2014). A crucial aspect of customers' OS
activity is price comparison. (2018) Wang and Zhang investigated how price comparison affects customers' OS choices. Their
research showed that PA had a favorable impact on the likelihood to do price comparison activities, demonstrating that reduced
costs encourage people to look for better offers. PA has been associated with impulsive purchasing, notably when it emerges as
cost promotions. Kim and Park (2017) looked into how price promotions affected online shoppers' impulsive purchases. Their
research showed that when consumers were exposed to pricing benefits like discounts, one-time deals, and free delivery, impulse
purchases were more likely to occur. Trust plays a big role in how people shop online. Liao and Chen (2019) investigated how PA
affected customers' trust in online marketplaces. Their research revealed that consumers had more Pl because they thought online
platforms with PA were more trustworthy.
H5: PA has a significant positive impact on OSB.
H6: Consumers' Pl significantly mediates the relationship between PA and OSB.

2.2. Perceived Risk
PR is explained by Staelin and Dowling (1994) as, the buyer's viewpoint of the ambiguity and deleterious effects of the
consumption of a good or service. According to Adnan (2014) several other PR studies have highlighted that PR having negative
impact on consumer OSB. Even when there is a pricing advantage, high PR may discourage customers from making transactions
online (Laroche et al., 2013). The term "PR" mention to a person's subjective assessment of the risks or uncertainly connected with
a particular choice or activity. Consumers PR while shopping online since things are intangible, there is no direct physical
inspection, and there are doubts about the veracity and reliability of online merchants. Customers' perceptions of risk when SO are
affected by a several of variables. The research has highlighted a number of factors, including product ambiguity, financial risk,
information security, privacy concerns, and vendor credibility (Featherman & Pavlou, 2003; Kim et al., 2008; Liang & Huang,
1998). The correlation between PR and OSB is moderated by a number of factors. As significant moderating factors, trust, prior
online buying experience, perceived product quality, website design, and reputation of the online vendor have all been discovered
(Jarvenpaa et al., 2000; Liao & Cheung, 2002; Pavlou, 2003).

2.2.1. Product risk
According to Peter and Tarpey, Sr (1975) product risk is an insufficient potential to assess a goods. Buying online is examined
perilous because, in this shopping channel, individuals can not touch the item. They can only see graphics and images. In addition,
goods often appear to have greater picture quality on sites, but they are actually different. Rehman (2018) explained in the coming
years, therefore, the focal point should be on product risk. In spite of this, prior studies have shown that risk of product has no
impact on the conduct of OS (Bhatti et al, 2018a). Babin and Lee (2019) discovered that customers' perceptions of PR have a
detrimental impact on their trust in online sellers. Similar findings were found in an investigation by Chen and Gupta (2020),
which showed that shoppers with greater perceived PR have lower levels of trust, which results in a reduction in their intention to
make an OP. The notion of PR by shoppers has an impact on their purchasing decisions. According to Suki and Suki (2021),
consumers' perceptions of PR have a detrimental effect on both their ITB and their actual OPB. High PR may induce distrust and
uncertainty; causing buyers to put off or cancel their purchases. Furthermore, shoppers' tendencies for avoidance of risk have an
impact on how eager they are to invest on new or uncertain items (Chang et al., 2022). While buying a product, people are more
likely to choose a well-known and reputable brand. When presented with a potentially risky product, consumers frequently
conduct thorough information searches. Shoppers feel a higher level of PR when there is little or confusing product information, as
indicated by Kim and Kim (2020). Consumers' perceptions of PR have an impact on their intentions to buy. Pl are negatively
impacted by high PR and positively impacted by low PR (Wang et al., 2019). PR can also affect customers' post-purchase actions,
including as satisfaction, adherence, and word-of-mouth advertising, according to research (Featherman et al., 2016), unfavorable
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post-purchase experiences brought on by PR may lead to poorer satisfaction, lowered repurchase intentions, as well as unfavorable
referrals from others. Many consumers are discouraged from making online purchases because of this PR issue. It can be
challenging for consumers to assess the products because of the small amount of data and higher pricing that are offered on
websites (Forsythe and Shi, 2003).
H7: PR has a negative impact on OSB.
H8: Consumers' P1 significantly mediates the relationship between PR and OSB.

2.2.2. Financial risk
Two kinds of hazards involved in OS are product performance and financial risk (Bhatnagar, Ghose, 2004a, 2004b). Derbaix
(1983) explained financial risk is characterized as a probable cash inflow deficit. In 1997, Maignan and Lukas explained financial
risk involves the sense of uncertainty of customers about the utilization credit card transactions, which have been shown to be a
greatest obstacle to online transactions. In addition, in term of OS and having a bank card or pass-code stolen data compromised,
financial risk applies to monetary loss. In OS and customer decision making, this hazard plays an imperative role (Bhatti et al.,
2019). Previous studies have shown that FR has a major and sadistic effect on the conduct of OS (Chang et al., 2005). FR
according to Popli and Mishra (2015) includes possible expenses for product repairs as well as unstated maintenance fees for
online purchases. According to the study by Masoud (2013), any kind of FR, including bank card fraud, poor product quality, or
unfulfilled expectations, discourages online purchasing and has a negative effect on consumers' inclinations to make purchases.
According to Kim et al. (2014), consumers who perceive greater FR are less inclined to trust online shopping platforms, which
results in decreased Pl and higher cart turnover. Consumers who are at a significant financial risk prefer to do more research
before making online purchases. Shoppers who feel greater FR are more inclined to favor safe payment methods like credit cards
or PayPal over riskier ones like cash on delivery, according to Lee and Shin's research from 2019. The investigation also shown
that availability of secure payment options influenced customers buying intentions favorably and reduced perceived FR. The
confidentiality of shoppers' personal and financial data is frequently seen as a FR by consumers. The fears of shoppers about data
safety and privacy violations affect how they SO, according to investigation by Zhou et al. (2014) and Wang et al. (2017). Trust
among consumers depends on the confidentiality of OS. Studies have indicated those consumers' intentions to SO be highly
influenced by their perception of transaction security, Chong et al. (2017); Smith et al., 2002. According to Bhattacherjee and
Sanford (2006); Kim and co-workers (2021), FR is recognized when there is poor knowledge quality, such as inaccuracies in the
description or parameters. In regarding of research, consumers' choice of products is greatly influenced by the actual level of the
information. The perceived risk of receiving low- quality products significantly influences consumers' attitudes and intentions
towards OS (Yin and He, 2020; Hasan et al., 2022).
H9: FR has negative impact on OSB.
H10: Consumers' PI significantly mediates the relationship between FR and OSB.

2.2.3. Privacy risk
PR applies, without authorization, to the revelation of private data or abuse of private information. PR in the perception of
customers is at the greatest degree of risk. People avoid buying online in Pakistan. 97 percent of individuals choose to purchase
COD, since when shopping online, that customers don't feel comfortable (Bhatti et al., 2019). In 1996, Davies explained there are
four easy forms of secrecy. First, there is data protection; second, privacy of the body; third, privacy of communication; and
fourth, territorial privacy. Some researchers have shown that the risk of privacy substantially decreases the conduct of OS
(Chaudary et al., 2014). In addition, previous studies have shown that the PR has no effect on the conduct of OS (Bruseke, 2016).
The association among the threat of privacy and OS necessity to be further examined in future studies (Bhatti et al., 2018). But
when buying clothing online, customers must also submit more personal information, such as delivery addresses, desired sizes,
and aesthetic and financial preferences (Dai et al., 2014). According to Adnan (2014), the application of privacy regulations can
lower the perceived security risks of clients, increasing their propensity to make garment PO. PR strongly affect consumers'
decision-making when they SO, according to numerous research. Consumers' propensity to share personal information when
making a purchase is influenced by privacy concerns (Dinev et al., 2013). Consumers now deal with a variety of security threats
when they transact online because to the industry's development. Fraudulent use of credit card, phishing scams, and data breaches
are just a few of these risks (Johnson & Snepenger, 2019). According to studies, consumers' trust in OP platforms is negatively
impacted by PR like worries about the protection of personal information, monetary loss, and privacy violations (Huang &
Benyoucef, 2020). As a result, before making a purchase, shoppers could be careful, do a lot of research, and rely on internet
evaluations and suggestions. Educated consumers are more likely to adopt secure behaviors, such as using strong passwords,
updating software, and avoiding suspicious websites (Liu et al., 2019).
H11: PR has negative impact on OSB.
H12: Consumers' PI significantly mediates the relationship between PR and OSB.

3. Online shopping behavior and consumer purchase intention

Bhatti et al (2018), online uses are increasingly growing, creating favorable circumstances for customers to shop from the website
without moving from their residence. Major reason why online shopping draws consumers is that they ‘reoccupied in their life.
People don’t have a much of time in the malls to go for purchasing goods. Therefore, with a few clicks and 24/7 access during the
week, they choose to shop online. Online purchasing behavior refers to the purchase of items on the internet or the method of
purchasing them through the website. In addition, it is examine a dangerous way of purchasing since the seller is missing in this
way of shopping. For customers, this situation is very daunting. The online method is similar as the conventional process of
purchasing. It contains of 5 steps: issue identification, knowledge quest, alternative assessment, pre purchase behavior and post
purchase behavior (Kotler& Keller, 2006).
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The purpose of consumer purchasing is an independent procedure to purchase goods or services In the future, customer purchasing
intentions are impacted by several factors that benefit from convenience and product variety, or threats such as risk of product and
risk of privacy (Gregoire,2013).
The loss of intent to buy is a big issue in digital marketing and the intention to buy is a proxy for PB that needs to be examined as
the intention to buy is a significant indicator of OSB (Laohapensang, 2009). Bhatti (2018), several studies have shown that there is
a need to investigate the intention of customer purchasing that is uses as a mediator in OS activity. OS were divided into four
separate segments by Lohse et al. (2000) depending on their behaviors: never buy dropouts, beginners, and consistent buyers.
According to Kiran et al. (2008), who examined the changing patterns of OS in India, more people are becoming aware of the
value of using websites to find out more information. For a variety of activities, the majority of web users still favor traditional
retail, but there is a growing propensity to buy tickets, books, and music online. Convenience, time savings, curiosity, exposure to
product knowledge, and the lack of competition for sales were mentioned as the top factors by OB for using the web as a means
for buying, according to Zhou et al. (2007).
H13: Consumers' PI has significant impact on OSB.

3.1. Theory of Planned Behavior
The theory of planned behavior (TPB), which has frequently been employed to examine individual behavior and intentions in
previous studies, serves as the theoretical framework for this study. TPB is a development of the theory of reasoned action (TRA),
which holds that attitudes and individual preferences have an impact on people's intentions. Individual intentions for OS are also
impacted by extra key aspects introduced by TPB, such as perceived behavioral control (Ajzen, 1985).
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4. Research Methodology

The study's population consists of Pakistani consumers who have engaged in online purchases, selected for their relevance to the
research objectives. Utilizing the criteria established by Krejcie and Morgan (1970) and Roscoe (1975), a sample size of 384
respondents was determined, with 300 participants ultimately included. Simple random sampling (SRS) was employed to ensure
equal representation and minimize complexity. The research design focused on examining the mediating role of purchase intention
(P in online shopping behavior (OSB), with hypotheses developed to explore the relationships between perceived benefits (PB),
perceived risks (PR), and PI. A quantitative approach, specifically survey research, was chosen to collect data efficiently. The unit
of analysis centered on individual behavior, utilizing a cross-sectional study design to capture data without manipulation.
Correlation research methodology was employed due to its relevance in examining relationships without intervention. Data were
collected in a natural setting, employing self-administered questionnaires distributed via various methods. Measurements
encompassed demographic information and variables related to online shopping behavior, utilizing scales adapted from prior
studies. SPSS was utilized for data analysis, employing multiple regression analysis to assess the mediating effect of Pl. Despite
efforts to reach a larger sample, practical constraints limited responses to 150 online and 150 physical questionnaires, falling
within the recommended range for optimal data collection.

5. Data Analysis and Results
5.1. Preliminary analysis
The preliminary analysis encompasses several key aspects, including demographic examination, data reliability analysis, and
descriptive statistics assessment.
Table 1: Total frequencies

Gender Age Income Education
Valid
N 300 300 300 300
Missing 0 0 0 0
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Table 2: frequencies of gender

Frequency Percent Valid Percent Cumulative
Percent
female 165 55.0 55.0 55.0
Valid male 135 45.0 45.0 100.0
Total 300 100.0 100.0

The total numbers of respondents who fill the questionnaire are 300. Data is collected from 300 shoppers who shopped products
from online stores in which 165 respondents in the study sample were females and 135 respondents in the study sample were male.

Table 3: frequencies of age

Frequency Percent Valid Percent Cumulative
Percent

<20 15 5.0 5.0 5.0
20-26 125 41.7 41.7 46.7
26-30 89 29.7 29.7 76.3
30-35 34 11.3 11.3 87.7
35-40 37 12.3 12.3 100.0
Total 300 100.0 100.0

5.0% participants were between the ages of 20-26 from the total number of participants that were 300. 41.7% participants were
between the ages of 20-26, and 29.7% participants were between the ages of 26-30 and 11.3% participants were between the age
of 30-35, 12.3% participants were between the ages of 35-40 from the total number of participants that were 300 in the study
sample.

Table 4: frequency of income

Frequency Percent Valid Percent Cumulative
Percent

15,000 2 T 7 7
30,000 42 14.0 14.0 14.7
45,000 89 29.7 29.7 44.3
55,000 140 46.7 46.7 91.0
75,000> 27 9.0 9.0 100.0
Total 300 100.0 100.0

7% respondents having their monthly income 15,000 from the total number of participants that were 300, 14.0 % respondents
having their monthly income 30,000, and 29.7% respondents having their monthly income 45,000 and 46.7% participants having
their monthly income 55,000 where as it is seen that 9.0% respondents having their monthly income 75,000 from the total number
of respondents that were 300 in the study sample.

Table 5: frequency of education

metric

intermediate

graduation
Valid
master

M.Phil/PhD
Total

Frequency

21
85

127

64
3
300

Percent Valid Percent
7.0 7.0
28.3 28.3
42.3 42.3
21.3 21.3
1.0 1.0
100.0 100.0

Cumulative
Percent

7.0
35.3
7

99.0
100.0

7.0 % respondents had completed their metric degree, 28.3% were completed their intermediate degree and 42.3% had completed
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their graduation degree, 21.3% had completed their master degree where as it is seen that 1.0% respondents had completed their
M.Phil./PhD degree from the total numbers of respondents that were 300.

Table 6: Descriptive analysis

N Minimum Maximum Mean Std. Deviation

0osB 300 12.29 30.71 25.5471 5.42028
SC 300 4.67 11.67 9.7689 2.17258
PV 300 4.67 11.67 9.7822 2.19184
PP 300 6.50 16.25 13.3742 2.94092
FR 300 8.40 21.00 17.3853 3.81155
PR 300 4.67 11.67 9.6122 2.15189
PVR 300 7.25 16.25 11.9992 1.31519
Pl 300 8.50 16.25 12.3883 1.54098
Valid N (list wise) 300

In the variable "OSB," there are 300 data points, with the lowest value being 12.29, the greatest being 30.71, and the average
(mean) value being precisely 25.55. The "OSB" variable's data points have a somewhat wider range around the mean, as shown by
a standard deviation of approximately 5.42.In the variable "SC," there are 300 data points, with the smallest value being 4.67, the
greatest value being 11.67, and the average (mean) value being roughly 9.77. A standard deviation of roughly 2.17 indicates that
the data points are not perfectly distributed around the mean. The data-set contains 300 data points for this variable, which is PV.
The range of the observed value for PV is 4.67 to 11.67. The mean (average) number of products is roughly 9.78, and the standard
deviation is about 2.19. The PV values appear to deviate from the mean value in a moderate way, according to the standard
deviation. This variable is an example of PP. The data-set contains 300 data points once more. The minimum and greatest
observed PP is 6.50 and 16.25, respectively. The standard deviation is around 2.94, while the mean PP is roughly 13.37. The
greater standard deviation shows that PP is closer from the mean in distribution. This variable stands for FR. The data-set consists
of 300 data points. The minimum and greatest observed FR is 8.40 and 21.00 respectively. The standard deviation is about 3.81
and the mean FR is about 17.39. Greater variability around the mean is indicated by a higher standard deviation for FR values.
This field denotes PR. The data-set consists of 300 data points. The lowest PR recorded was 4.67, and the highest was 11.67. With
a standard deviation of about 2.15, the mean PR is almost 9.61. The standard deviation implies that the PR values deviate from the
mean in a moderate manner. This field denotes PVR. The data-set consists of 300 data points. The minimum and maximum PVR
values were 7.25 and 16.25, respectively. With a standard deviation of roughly 1.32, the mean PR is roughly 12.00. Because of the
lower standard deviation, PVR values are thought to be fairly near to the mean. The data-set contains 300 data points. The
observed PI ranges from 8.50 to 16.25 with 8.50 being the minimum and 16.25 being the greatest. The mean PI is roughly 12.39,
and the standard deviation is about 1.54. The standard deviation implies that the PI values deviate from the mean in a moderate
way.

Table 7: Reliability of OSB

Cronbach's Alpha N of Items
.968 7

As the value of CA has shown in the table is .968, which is greater than standard value that is 0.7. So here we concluded that, the
results have shown in the above table the scale that is used in reliability statistics for the measurement of dependent variable that is
OSB was reliable.

Table 8: Reliability SC

Cronbach's Alpha N of Items
928 3

As the value of CA that is shows in the above table is .928, which is greater than standard value that is 0.7. So here we concluded
the results from the above table shows that the scale used for the measurement of SC was reliable.

Table 9: Reliability of PV

Cronbach's Alpha N of Items
.940 3

As the value of CA that is shows in the above table is .940, which is greater than standard value that is 0.7. So here we concluded
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the results from the above table shows that the scale used in statistics for the measurement of SC was reliable.

Table 10: Reliability of PP

Cronbach's Alpha N of Items

.953 4

As the value of CA that is shows in the above table is .953, which is greater than standard value that is 0.7. So here we concluded
the results from the above table indicate that the scale used for the measurement of PP was reliable.

Table 11: Reliability of FR

Cronbach's Alpha N of Items
.961 5

As the value of CA that is shows in the above table is .961, which is greater than standard value that is 0.7. So here we concluded
the results from the above table indicate that the scale used for the measurement of FR was reliable.

Table 12: Reliability of PR

Cronbach's Alpha N of Items
.930 3

As the value of CA that is showed in the above table is .930, since this is greater than standard value that is 0.7. So here we
concluded the results from the above table indicate that the scale used for the measurement of PR seems to be reliable.

Table 13: Reliability of PVR

Cronbach's Alpha N of Items
742 4

The CA value is .742 that is slightly greater than standard value i.e.0.7. So the above table value indicates that the scale was uses
for the measurement of the PVR seem to be reliable.

Table 14: Reliability PI

Cronbach's Alpha N of Items

.802 4

As the value of CA that is shows in the above table is .802, which is greater than standard value that is 0.7. So here we concluded
the results from the above table indicate that the scale used for the measurement of PI was reliable.
5.1. Hypothesis testing through Mediation analysis

Summary
*hkhkkhkkkhkhkkhkhkkkhkhkkhkhkhkhkhkhhkhkhhkhkhkhkhkhhkhkkhkhkhhhhkhkhkhhkhkhkhhhhkhkhhhbhkhkhkhhkhkhhhhkhhkhhhbhhkhhhkhhkhhhkhhkhhhhhkhhkhkhkhkhhkhkhhkhihkhhhkhhihixkx
Model =4

Y =0SB

X=SC

M =PI

Sample size

300

Mediating impact through purchase intention
AEAAEAAA AR AR A AR AR AR A AR AR A A A A A AR A AR AR AR AR AR A A AR AR A AR AR A A A AR AR A AR A A AR A AAARAAAAA A A A A AR AR A AR A A A A A AAAAAhhhkhihixhx*

Outcome: PI
Model Summary

R R-sg MSE F dfl df2
7582 5749 1.0128 403.0418 1.0000 298.0000  .0000
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Model

coeff se t p LLCI ULCI
Constant 7.1346 .2681 26.6150 .0000 6.6070 7.6621
SC 5378 .0268 20.0759 .0000 .4851  .5905

*hkhhkkkhhkhhkhkhhkhhkhkhhkhkkhhkihkhhkhkihkhkhkhkhhkhkrhkhhhrhkhhhkhhkhhhkhhkhhhkhhhrhkhhhkrhkhhkhkhhkhkrhkhkhhrhkrhhhhhhhkhhkhkhhkkihhihkihhihkihikix

The aforementioned findings underscore the influence of shopping convenience (SC) through the mediating variable Pl. The
model's fitness is confirmed by a significantly low P-value of .0000, which is below the conventional threshold of 0.05. This
underscores the substantial positive impact of shopping convenience (SC), as evidenced by its P-value of .0000, indicating
significance. Additionally, the t-value surpasses the threshold of 1.96, reaching 20.0759. Analysis of the LLCI and ULCI reveals
that both values are positive and not equal to zero, suggesting a significant impact of the independent variable (SC) through the
mediator.

Mediating impact of purchase intention
B R R R S S R R S S R R R S R R R R R R R R R R R R R R R R R R R R R R S S S R S R R R S S S

Outcome: OSB

Model Summary
R R-sq MSE F dfl df2 p
9229 8518 4.3827 853.6655 2.0000 297.0000 .0000

Model
coeff se t p LLCI ULCI
Constant .3766 1.0248 .3675 .0000 1.6402 2.3933
Pl 3846 1205 3.1914 .0000 .1474  .6217
SC 2.0889 .0855 24.4395 .0000 1.9207 2.2571

R R S S S S S S S S R R R S S S R R e e TOTAL E FFECT M O D E L *hkhkhkhhkhkkhkkhkhkhkhkhkhkhkhkhkhkkhhhhkhhhhixkx

The preceding outcomes of the total effect model reveal the combined influences of the independent variable, Shopping
convenience (SC), and the mediating variable, PI, on the dependent variable, OSB. The model's adequacy is affirmed by a
remarkably low P-value of .0000, falling below the customary threshold of 0.05. Notably, Shopping convenience demonstrates a
significant positive impact, as indicated by its P-value of .0000, which is below the 0.05 threshold. Moreover, both variables
exhibit t-values exceeding 1.96 (P1=3.1914 and SC=24.4395), further supporting their significance. Analysis of the LLCI and
ULCI reveals non-zero and positive values, indicating a meaningful impact of Shopping convenience (SC) and Pl on OSB.

Direct and indirect impact

B S R R S S R R S S S S S e TOTAL DIRECT, AND INDIRECT EFFECTS *hkhkhkhkkkhkkhkkhkkhkkhkkhhkhkhkhhhkik

Total effect of X on Y

Effect SE t p LLCI ULCI

2.2957 .0566 40.5758 .0000 2.1844 2.4071
Direct effect of X on 'Y

Effect SE t p LLCI ULCI

2.0889 .0855 24.4395 .0000 1.9207 2.2571
Indirect effect of X on Y

Effect Boot SE BootLLCI BootULCI PI .2068 1692 3715
3414

Normal theory tests for indirect effect

Effect se Z p

.2068 1657 3.1481 .0000

R R R R R R L L R R R A R R AR A R R AR R R A R R R R R R R R AR R R A R R S R R R AR AR R R AR R R R R R R AR R R R A R S R

The above provided results of direct and indirect effect model shows the exclusive effect of shopping convenience (SC) on
consumer OSB. This impact is significant because the significance p-value (.0000) was lesser than threshold or standardized p-
value (0.05). Conversely, the mediated effect of SC on OSB through Pl proved to be significant, as evidenced by the positive
values of BootLLCI and BootULCI. Thus, it can be inferred that PI serves as a mediator in the relationship between SC and OSB.
Additionally, all three hypotheses were validated based on these findings.

5.3. Hypothesis
Hypothesis 1: Shopping convenience has significant positive impact on consumer purchase intention. (Accepted)
Hypothesis 2: Purchase intention has significant impact on consumer OSB. (Accepted) Hypothesis 3: Purchase intention
mediates the relationship between SC and IBB. (Accepted)
Summary
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Model =4
Y = 0SB
X =PV
M =PI

Sample size
300

Mediating impact through purchase intention
B R R R S S R R R R S S R R R S R R R R R R R R R R R R R R R R R R R R S S S R S R R R S S S S

Outcome: PI

Model Summary
R R-sq MSE F dfl df2
7504 5630 1.0411 383.9946 1.0000 298.0000 .0000

Model

coeff se t p LLCI ULCI
Constant 7.2278 2699 26.7834 .0000 6.6967 7.7588
PV 5275 .0269 19.5958 .0000 .4746  .5805

The aforementioned findings illustrate the influence of product variety (PV) through the mediating variable PI. The model's
adequacy is confirmed by the remarkably low P-value of .0000, surpassing the standard threshold of 0.05. Product variety
demonstrates a significant positive impact, supported by its P-value of .0000, which is below the 0.05 threshold. Moreover, the t-
value exceeds 1.96, reaching 19.5958. Analysis of the LLCI and ULCI indicates non-zero and positive values, suggesting a
meaningful impact of the independent variable (PV) through the mediator (PI).

Mediating impact of purchase intention

B R R s R R b R R R S R S S R R R S S S 2 R R R S S S S S R e e

Outcome: OSB

Model Summary
R R-sq MSE F dfl df2
9197  .8458 45595 814.8048 2.0000 297.0000 .0000

Model
coeff se t p LLCI ULCI
Constant  .0729 1.0425 .0699 .0000 19787 2.1244
Pl 4600 1212 3.7941 0002 .2214 .6985
PV 2.0216 .0852 23.7194 .0000 1.8539 2.1894

kkkhkkhkhhkkhhkhkkhhkkhhkhhhkkhkhhkkihkhhhkrhkhhhkhkhkhhrhhhhihhihihiiikid TOTAL E FFECT M o D E L * % *hkkkkkikkhkihkkik * % * %

The preceding results from the total effect model illustrate the combined influences of both the independent variable, product
variety (PV), and the mediating variable, P, on the dependent variable OSB. The model's fitness is substantiated by the significant
P-value (.0000), which falls below the standard threshold of 0.05. Notably, product variety exhibits a positive and significant
impact, supported by its P-value (.0000) being below the 0.05 threshold, for both the independent and mediating variables.
Moreover, the t-values for both independent and mediating variables exceed 1.96 (P1=3.7941 and PV=21.5048), further validating
their significance. Analysis of the LLCI and ULCI reveals non-zero and positive values for both the independent and mediating
variables, indicating a meaningful impact on OSB. Consequently, it can be inferred that both product variety (PV) and Pl have a
positive effect on OSB.

Direct and in direct effect model
R e e e e e e e e e e S S S S e S e S S e S e S S S e e S S e S S S e e o TOTAL, D I RECT’ AN D I N DI RECT EFFECTS *hkkhkhkkhkhkkhhkkhhkhhhhiii

Total effectof X on Y
Effect SE t p LLCI ULCI
2.2643 .0576 39.3158 .0000 2.1509 2.3776
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Direct effect of X on 'Y
Effect SE t p LLCI ULCI
2.0216 .0852 23.7194 .0000 1.8539 2.1894

Indirect effect of X on Y
Effect Boot SE BootLLCl BootULCI
Pl .2427 .0634 .1198 .3705

Normal theory tests for indirect effect
Effect se Z p
2427 .0652 3.7203  .0002

The above provided results of direct and indirect effect model show the exclusive effect of product variety (PV) on consumer
OSB. This impact is significant because the significance p-value (.0000) was lesser than standardized p-value (0.05). Conversely,
the mediated effect of PV on OSB through PI, acting as the mediating factor, proved to be significant, as evidenced by the positive
values of BootLLCI and BootULCI. As a result, it was deduced that Pl mediates the relationship between PV and OSB, thus

confirming the acceptance of all three hypotheses.

5.4. Hypothesis

Hypothesis 4: Product variety has significant positive impact on consumer purchase intention. (Accepted)
Hypothesis 5: Purchase intention has significant impact on consumer OSB. (Accepted) Hypothesis 6: Purchase intention

mediates the relationship between PV and IBB. (Accepted)
*hkkkhkhkkkhkhkkhkhkkkhkhkkhkhkkhkhkkihkhkihkik
Model =4

Y = 0SB

X =PP

M =PI

Sample size
300

B R R s R R R S R R R R R S S o S S S R R S S S S R R R R S S S S e S

Mediating impact through PI

R R R L o S S S S S o o o 2 2 2 2 2 2 2

Outcome: Pl

Model Summary
R R-sq MSE F dfl df2 p
7685 5907  .9753 430.0076 1.0000 298.0000

Model
coeff se t p LLCI ULCI
Constant  7.0025 .2659 26.3344 .0000 6.4792

PP 4027 0194 20.7366 .0000 .3645  .4409

The provided information highlights the influence of product price (PP) through the mediating variable Pl. The model's validity is
established by the significantly low P-value of .0000, indicating its superiority over the standard threshold of 0.05. Notably,
product price exhibits a noteworthy positive impact, as indicated by its P-value (.0000), which is below the standard threshold of
0.05. Moreover, the t-value surpasses 1.96, reaching 19.9438. Analysis of the LLCI and ULCI reveals non-zero and positive
values, suggesting a positive and significant impact of the independent variable PP through the mediator PI.

Mediating impact of PI

B s e S S o 2 S S S S o o e o 2 2 2

Outcome: OSB

Model Summary
R R-sq MSE F dfl df2 p
9262 8579 4.2029 896.5377 2.0000 297.0000

Model
coeff se t p LLCI ULCI



Constant .7382 1.0069 .7331 .0000 1.2434 2.7197
Pl 2877 1203 2.3923 .0004 .0510 .5243
PP 1.5885 .0630 25.2100 .0000 1.4645 1.7125

*hkhkkkhkkkhhkhkkhhkhkhkhkhhkkhkhhkkihkkhhkhkkihkhkhhhkkhhkhkhhkihhkhhkhkihkkhkhhihkikixkx TOTAL EF F ECT M O D E L****************************

The above providing consequence of total effect model demonstrates the impacts of both independent variables that are product
price (PP) and the mediating variable that is Pl on the dependent variable OSB. Fitness of model has been proven as the
significance P- value (.0000) which is less than standard P-value (0.05). Product price positively impacted which is also notable
because the significant P-value (.0000) lesser than standard P-value (0.05) for both the independent and mediating variables.
Furthermore, t- value is also greater than for both independent and mediating variables from 1.96 that is (P1=2 .3923 and
PP=25.2100) with the value of lower level confidence interval and upper level confidence interval which is not zero and also
positive for independent variable as well as for mediating variable. Consequently, it can demonstrate that a product price (PP) and
P1 has positive effect on OSB.

Direct and indirect impact model
AEKAAKEAAARKAAAA KR AARAAAAARAAA A AL A AAAAAAAAAAAd )ik TOTAL DIRECT AND INDIRECT EFFECTS R R e S S T S R T S e S e e

Total effectof Xon Y
Effect SE t p LLCI ULCI
1.7044 .0406 41.9460 .0000 1.6244 1.7843

Direct effect of X on 'Y
Effect SE t p LLCI ULCI
15885 .0630 25.2100 .0000 1.4645 1.7125

Indirect effect of X on Y
Effect Boot SE BootLLCl BootULCI
Pl .1159 .0479 .2252 .2146

Normal theory tests for indirect effect

Effect se Z p

1159 1488 23738  .00004
AEAEAEAAA AR A A A A A A A A A A AR AR A A A A A AR A A A AR A A AA A A A A A A A A A A AA A A A A AAA AR A A A XA A A AXAAAAAAT T A A A A A A AR AR drd A A kA ddhdiiirihikixkx
The results shown above of direct and indirect effect model demonstrates the exclusive effect of product price (PP) on consumer
OSB. This impact is significant because the significance p-value (.0000) was lesser than standardized p-value (0.05). However, as
seen by the positive BootLLCI and BootULCI values, the indirect effect of PP on OSB via the Pl as the mediating impact seemed
noteworthy. Thus, it was determined that purchase intention acted as a mediator in the association between product price and
online purchasing behavior and also concluded that all three hypotheses were accepted.

5.5. Hypothesis
Hypothesis 7: Product price have significant positive impact on consumer purchase intention. (Accepted)
Hypothesis 8: Purchase intention has significant impact on consumer OSB. (Accepted)
Hypothesis 9: Purchase intention mediates the relationship between product price and OSB. (Accepted)

Summary
AEAEAEAAA AR A KA A A A A A A A A AR AR A A A A A AR A A AR A A A A A A A A A A A A A A A AA AT A A A AAAAA A A A XA AR A AAAAAAAA T A A A A A A AR AR Eddd A A kA ddhhiririhikixkx
Model =4

Y = 0SB

X=FR

M =PI

Sample size
300

Mediating impact through PI

B L S S S e S o o o o o o 2 2 2 2

Outcome: Pl

Model Summary
R R-sq MSE F dfl df2
7632 5825  .9947 415.7881 1.0000 298.0000  .0000
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Model

coeff se t p LLCI ULCI
Constant 7.0238 .2693 26.0808 .0000 6.4938 7.5538
FR 3086 .0151 20.3909 .0000 .2788  .3383

* * %%k *k*k * % *k*k * * %%k *k*k * %% *kk * * * %%k *k*k * %% *

The data presented above elucidates the influence of financial risk (FR) through the mediating variable PI. The model's robustness
is evidenced by the remarkably low P-value of .0000, indicating its superiority over the standardized threshold of 0.05. Notably,
financial risk demonstrates a substantial negative impact, as underscored by its significant P-value (.0000), falling below the
standard threshold of 0.05. Additionally, the t-value exceeds 1.96, reaching 20.3909. A substantial positive influence of the
independent variable FR through the mediator PI is suggested by the non-zero and positive values found in the LLCI and ULCI
analyses.

Mediating impact of Pl

*hkhkkkhhkkhhkhkhhkhkhkhkhhkhkhhkihkhkhkhkihkhkhkhkhhkhkihkhkhhrhkhkhhhhkhhhkhhkhhhkhhhrhkhhhkrhkhhkhkhhkhrhkhkhhihhhhkihhhhkihkhkhhkihhihkihhihkikhix

QOutcome: OSB

Model Summary
R R-sq MSE F dfl df2 p
9158  .8387 4.7708 772.1430 2.0000 297.0000 .0000

Model
coeff se t p LLCI ULCI
Constant .1688 1.0686 .1579 .0000 1.9342 2.2717
PI 4000 1269 3.1533 .0001 .1504  .6497
FR 1.1747 .0513 229029 .0000 1.0738 1.2756

xxxxx AR IR TOTAL EFFECT MODEL oot

The entire model's aforesaid consequences show how financial risk (FR), an independent variable, and principal indicator (PI), a
mediating variable, affect the dependent variable OSB. The significant P-value (.0000), which is less than the standardized P-value
(0.05), indicates that the model is fit. Because the significance P-value (.0000) for financial risk was lower than the standard P-
value (0.05) for both the independent and mediating variables, financial risk has a negative impact that is likewise significant.
Additionally, the t-value is higher than 1.96 for the independent and mediating variables (P1=3.1533, FR=22.9029), with the LLCI
and ULCI values being not equal to zero and favorable for both the independent and mediating variables. Consequently, it can
demonstrate that financial risk (FR) have negative but Pl has significantly positive impact on OSB.

Direct and indirect impact model
KEKEAAKEARAKRKAXRAKRAAXRAAAAKRAAA A AR AAAAAAAAAAAdddkk TOTAL, D I RECT, AN D I N DI R ECT EFFECTS********************

Total effectof Xon Y
Effect SE t p LLCI ULCI
1.2981 .0336 38.5958 .0000 1.2319 1.3643

Direct effect of X on 'Y
Effect SE t p LLCI ULCI
1.1747 0513 229029 .0000 1.0738 1.2756

Indirect effect of X on Y
Effect Boot SE BootLLCl BootULCI
Pl .1234 .0377 .2547 .2013

Normal theory tests for indirect effect
Effect se 4 p
1234 0397 3.1126  .0001

B L S S e S o o o o o 2 2 2 2 o

The results shown above of direct and indirect effect model demonstrates the exclusive effect of financial risk (FR) on consumer
OSB. This impact is significant because the significance p-value (.0000) was lesser than standardized p-value (0.05). Conversely,
the BootLLCI and BootULCI values, which were both positive, indicated that the indirect impact of FR on OSB through the PI
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was acknowledged as the mediating impact was significantly positive. Thus, it was determined that Pl was mediating the
connection between FR and OSB in this instance, and it was also determined that all three hypotheses were appropriate.
5.6. Hypothesis

Hypothesis 10: Financial risk has significant negative impact on consumer purchase intention. (Accepted)
Hypothesis 11: Purchase intention has significant positive impact on consumer online shipping behavior. (Accepted)
Hypothesis 12: Purchase intention mediates the relationship between financial risk and online shopping behavior. (Accepted)
Summary
Model = 4

Y = 0SB

X=PR

M =PI

Sample size
300

*hkhkkkhhkkhhkhkhhkhkhkhkhhkhkhhkihkhkhkhkihkhkhkhkhhkhkihkhkhhrhkhkhhhhkhhhkhhkhhhkhhhrhkhhhkrhkhhkhkhhkhrhkhkhhihhhhkihhhhkihkhkhhkihhihkihhihkikhix

Mediating impact through PI

** ** * k% *k*% * k% *kkikkkkhkkhkhkkhkk * k% *k*% * * k% *kkkkkhkkhkhkkhkk *k*% *k* * * k% *

Outcome: PI

Model Summary
R R-sq MSE F dfl df2
7591 5762 1.0098 405.1016 1.0000 298.0000  .0000

Model

coeff se t p LLCI ULCI
Constant 7.1635 .2660 26.9307 .0000 6.6400 7.6870
PR 5436  .0270 20.1271 .0000 .4904 .5967

The information above shows how the mediating variable, PI, affects product risk (PR). The significantly low P-value of.0000,
which is below the conventional threshold of 0.05, confirms the fitness of the model. The product risk exhibits a statistically
significant negative impact, as indicated by its significant P-value of.0000, which is less than the conventional threshold of 0.05.
Furthermore, the t-value rises to 20.1271, above 1.96. Something other than zero and positive values are found in the LLCI and
ULCI evaluations, suggesting a significant impact of the independent variable PR via the mediator PI.

Mediating impact of Pl

*kkhkkhkhhkkhhkhkhhkkhhkhkkhhkkhhhkihkhhhkihhhhhhhhhhdhhrhhdhhrhhhhhhhrhkkhhhihhhhihhhhhhhrhhdhhrhrhhrhhhhrhhihkihhihihhihkikhiix

Outcome: OSB

Model Summary
R R-sq MSE F dfl df2
9011 .8120 5.5613 641.2826 2.0000 297.0000 .0000

Model
coeff se t p LLCI ULCI
Constant .0368 1.1567 .0318 .0000 2.2396 2.3132
PI 5339 11359 3.9276 .0001 .2664 .8015
PR 1.9658 .0973 20.1933 .0000 1.7742 2.1574

*hkhkkhkhhkkhhkhkkhhkkhhkhkhhkkhkhhihkkhhhkihkhhhhrhhhhihhihhihkkikhhihkikixkx TOTAL EF F ECT M o D E L****************************

The results of the overall impact model, which are shown above, show how the dependent variable OSB is affected by the
mediating variable (PI) and the independent variable (PR). Fitness of model has been proven as the significance P-value (.0000)
which is less than standardized P-value (0.05). Because of the lower significance P-value (.0000) for the independent and
mediating factors compared to the usual P-value (0.05), there is a considerable negative impact on product risk. Furthermore, t-
value is also greater than for both independent and mediating variables from 1.96 that is (P1=3.9276 and PR=20.1933) with the
value of LLCI and ULCI which is more than zero and also positive for independent variable as well as for mediating variable.
Consequently, it can demonstrate that product risk (PR) have negative but Pl has positive mediating impact effect on OSB.

Direct and indirect effect model
KAAKAKRAKAKAAXRAARAAAAXRAAAAAAAddrdhhhhhhhkhhkhhhiihiikh TOTAL, D I RECT, AN D I N DI R ECT EFFECTS********************
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Total effectof Xon Y
Effect SE t p LLCI ULCI
2.2560 .0649 34.7653 .0000 2.1283 2.3837

Direct effect of X on 'Y
Effect SE t p LLCI ULCI
19658 .0973 20.1933 .0000 1.7742 2.1574

Indirect effect of X on Y
Effect Boot SE BootLLCl BootULCI
PI .2902 .0702 .1575 .4327

Normal theory tests for indirect effect
Effect se VA p
2902  .0754 3.8503 .0001

*hkhhkhrhkhhkhkrhkhkhkhkhhkhkhhkihkhhkhkihkhkkhkhkhhkhkrhkhkhhrhkhhhkhhkhkhhkhhkhhhkhhhihkhhkhkihkhhkhkhhkhkrhkhkhhihhhhhhhhhkhhhhhkihhihkihhihkikhix

The results shown above of direct and indirect effect model demonstrates the exclusive effect of product risk (PR) on consumer
OSB. This impact is significant because the significance p-value (.0000) was lesser than standardized p-value (0.05). However,
while the BootLLCI and BootULCI values both showed that they were positive, the indirect impact of PR on OSB through the PI
as the mediating impact was noteworthy. As a result, it was determined that Pl was mediating the association between OSB and
product risk and that all three hypotheses were valid.
5.7. Hypothesis

Hypothesis 13: Product risk has significant negative impact on consumer purchase intention. (Accepted)
Hypothesis 14: Purchase intention has significant positive impact on consumer online shipping behavior. (Accepted)
Hypothesis 15: Purchase intention mediates the relationship between Product risk and online shopping behavior. (Accepted)
ESEchLZ************************************************************************************************
Model =4

Y =0SB

X =PVR

M =PI

Sample size
300

B R R L o s R b S S S S S o o o 2 2 2 2 2 2

Mediating impact through PI

R R R L o S S S S S o o o o 2 2 2 2 2 2 2

Outcome: Pl

Model Summary
R R-sq MSE F dfl df2 p
4741 2248 1.8471 86.3955 1.0000 298.0000 .0000

Model

coeff se t p LLCI ULCI
Constant 5.7231 .7214 7.9337 .0000 4.3035 7.1427
PVR 5555  .0598 9.2949 .0000 .4379 .6731

B L S e S o o o o o o 2 2 o 2 2

The data shown here demonstrates how the mediating variable PI affects privacy risk (PVR). The significant P-value of.0000 was
smaller compared to the conventional P-value of 0.05, demonstrating the model's fitness. Because the significance P-value (.0132)
is lower than the normal P-value of 0.05, privacy risk has a substantial negative impact. Additionally, the t-value, or 9.2949, is
much higher than 1.96. Given that the LLCI and ULCI values are positive as well as do not equal zero, it may be concluded that
the independent variable PVR has a large and positive impact on the mediator PI.

Mediating impact of PI

B L S S e S o o o o o 2 2 2 2 o

Outcome: OSB

Model Summary
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R R-sq MSE F dfl df2
7915 6265 11.0482 249.0493 2.0000 297.0000 .0000

Model

coeff se t p LLCI ULCI
Constant 15.6949 1.9416 8.0833 .0000 19.5161 11.8738
PI 2.1072 1417 14.8734 .0000 1.8284 2.3860
PVR 1.2615 .1660 7.5997 .0000 .9349 1.5882

* FAAI AR wxxk TOTAL EFFECT MODEL *#xxosssonsn i

The above providing outcome of total effect model demonstrates the impacts of both independent variables that are privacy risk
(PVR) and the mediating variable that is Pl on the dependent variable OSB. Fitness of model has been proven as the significance
P- value (.0000) which is less than standardized P-value (0.05). Because the significance P-value (.0000) was lower than the
conventional P-value (0.05) for each of the independent and mediating variables, privacy risk exerts a negative impact that is also
significant. Furthermore, t- value is also greater than for both independent and mediating variables from 1.96 that is (P1=14.8734
and PVR=-7.5997) with the value of LLCI and ULCI which is more than zero and also positive for independent variable as well as
for mediating variable. Consequently, it can demonstrate that privacy risk (PVR) have negative but PI has positive effect on OSB.
So, here it is concluded PVR has negative impact on OSB and Pl mediate the relationship between IV and DV variable.

Direct and indirect effect model
iiakiakaiakaisiaiaiaiaialaiaiaiate FRxAIIIF AR AXAXIxAA*X TOTAL, DIRECT, AND INDIRECT EFFECT S***#*dxkkkskakkkdkdoxk

Total effectof X on Y
Effect SE t p LLCI ULCI
24320 .1927 12.6183 .0000 2.0527 2.8113

Direct effect of X on 'Y
Effect SE t p LLCI ULCI
1.2615 .1660 7.5997 .0000 .9349 1.5882

Indirect effect of X on Y
Effect Boot SE BootLLCl BootULCI
PI 1.1705 .2101 .7662 1.5898

Normal theory tests for indirect effect
Effect se Z p
1.1705 .1487 7.8695 .0000

B R e R L L o b o R o b o S S S o R o 2 2 S S S 2 S o o 2 o 2 2 2

The results shown above of direct and indirect effect model demonstrates the exclusively negative effect of privacy risk (PVR) on
OSB. This impact is significant because the significance p-value (.0000) was lesser than standardized p-value (0.05). Conversely,
the BootLLCI and BootULCI values, which were equally positive, demonstrate the favorable and large indirect impact of PVR on
OSB through the PI as the mediating impact. As a result, it was determined that Pl mediates the association between OSB and
privacy risk and that all three hypotheses were accepted.

5.8. Hypothesis
Hypothesis 16: Privacy risk has significant negative impact on consumer purchase intention. (Accepted)
Hypothesis 17: Purchase intention has significant positive impact on consumer online shipping behavior. (Accepted)
Hypothesis 18: Purchase intention mediates the relationship between Privacy risk and online shopping behavior. (Accepted)

6. Discussion

The primary aim of this research is to explore the impact of perceived benefits and risks on online shopping behavior, with
consumer purchase intention acting as a mediating factor. Adopting a cross-sectional and quantitative approach, this study
corroborates earlier findings indicating the significance of convenience, price advantage and product variety in influencing online
purchasing habits (Rehman, 2018; Adnan, 2014). Additionally, it supports previous research highlighting the adverse effects of
product risk, financial risk and privacy risks on online shopping behavior (Bhatti et al., 2018, 2020). Furthermore, it confirms the
critical role of consumer purchase intention, consistent with the Theory of Planned Behavior proposed by Ajzen (1991), in driving
online buying behavior. The study underscores the importance of understanding these factors for devising effective marketing
strategies and enhancing online shopping experiences to meet consumer needs.

6.1. Practical implications of study

Marketing professionals can enhance online marketing strategies by understanding factors influencing consumer purchase
intention. Emphasizing perceived benefits and minimizing perceived risks can increase purchase intent and conversion rates. Brief,
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compelling product descriptions and positive reviews can enhance buyer perceptions, while ensuring secure payment methods and
transparent policies can build customer trust. Addressing specific perceived risks like product quality and delivery issues through
assurances and easy return procedures can further boost purchase intent. Pricing strategies, user experience improvements, and
customization based on consumer segments can also impact purchase intention positively. Leveraging social proof and providing
proactive customer service can further mitigate concerns and foster trust, ultimately leading to more successful online transactions.
Businesses should consider factors such as tactile product experience, vendor trust, and customer preferences to optimize their
online presence and attract and retain customers effectively. Overall, understanding the interplay between perceived benefits, risks,
and purchase intention can guide businesses in creating impactful marketing campaigns and improving the online shopping
experience, ultimately driving growth and success.
6.2. Limitations & future research directions

This study has limitations stemming from its cross-sectional design, potentially making it vulnerable to changes in respondents’
evaluative standards over time and limiting its ability to capture actual shopping behavior. Factors such as service quality, product
delivery, and security risks associated with online transactions could influence online buyers' behavior, potentially altering their
shopping patterns and impacting the data collected. Additionally, the voluntary sample technique used may have introduced bias
into the responses, with respondents potentially influenced by companions during fieldwork. The rushed nature of shopping may
have led to vague responses, contributing to potential errors in the data. The study primarily focused on online shoppers'
purchasing intentions rather than their actual behaviors, providing only limited information on consumer behavior. Future research
could address these limitations by broadening investigations to include different regions, exploring additional aspects such as
convenience and risk, and examining the role of attitudes and trust as mediators. Moreover, future studies could delve into specific
product categories and incorporate both cross-sectional and longitudinal approaches to ensure comprehensive analysis and
validation of results, ultimately enhancing the study's validity and dependability.

7. Conclusions

Three perceived benefits and three perceived risks were found during the research examination of consumer internet shopping
behavior. This study adds to the body of knowledge and literature already available on e-commerce. In the context of
globalization, understanding online shopping behavior becomes essential as businesses work to draw and keep customers both
offline and online. However, there is no literature or research on online purchasing in Pakistan, which presents a problem for
academics and researchers. The study's conclusions have important ramifications for academics and business people who want to
improve customers' online shopping behavior by reducing risks and maximizing benefits compared to offline shopping. Three
perceived benefits— convenience, price and product variety—as well as three perceived risks—product risk, financial and privacy
risk—were the main points of discussion. In the end, the study emphasizes the significance of addressing product risks and privacy
concerns to make sure consumers feel safe and secure while making purchases or paying bills online. Businesses may promote a
great online shopping experience and help in the expansion of e-commerce in the area by solving these issues.
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