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General studies about online purchase behavior  states 

that they are many powerful factors in customer 

decision making like Affect, Cognition etc. .

However a recent trend is the popularity of online only 

business models in E- commerce in India, Relatively few 

studies exists that investigate the factors that influence 

intentions  to purchase online only products in India. This 

study fills that gap 

Introduction

Literature review

Conceptual model

Sample Description

Interpretation 

The interpretation for the above results are as follows:

 There was a positive relationship between 

preference for online shopping and the willingness to 

buy online only products.

There was a positive relationship between trust in the 

consumer’s favorite E – Commerce site and the 

willingness to buy online only products.

There was a negative relationship between 

perceived financial risk online and the willingness to 

buy online only products.

There was a positive relationship between 

responsiveness to online reviews and the willingness to 

buy online only products.
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Research Methodology

Data was collected by use of online questionnaire

Respondents belong to India.

Sample Size – 214 

Respondent criteria: must be online buyer

Logistic regression method of analysis was used because 

the dependent variable is binary

Contributions 

This is the one of the first studies that focus on the 

intentions to purchase online exclusive products.

The study showed that E-Commerce brand trust is 

more important than product brand trust in influencing 

online only purchase behavior. 

The study also shows the importance of individual 

attitudinal variables such perceived financial risks in 

shopping online in influencing online only purchase 

behavior. 

Limitations

Further studies can be done by focusing more on the 

influence of satisfied customers recommendation to 

the new buyers which is left unexplored in this study. 

This will help to improve the understanding of 

consumer behavior and influencing factors.

Motivation for Study

This paper explores factors that influence consumer 

intentions to purchase products that are available 

exclusively online in India. Specifically, we investigate 

purchase intention for online only products using 

consumer attitude and buying behavior patterns. An 

empirical study in which the contributions of both 

perspectives are investigated is reported. We study the 

perceptions of 214 potential online shoppers and their 

attitudes and intentions to shop online exclusive 

available products. In terms of relative contributions, we 

found that the trust-antecedent ‘perceived risk’, trust on 

brand of the product and trust on brand of the e-

commerce website directly influenced the attitude 

towards purchasing online exclusive available products.

Constructs Papers

Perceived Risks
Development of A Scale To Measure The Perceived

Benefits And Risks of Online Shopping.

Consumer Susceptibility
Measurement of Consumer Susceptibility to Interpersonal   

Influence.

Brand Trust
Effects of consumer perceptions of brand experience on   

the web: Brand familiarity, satisfaction and brand trust.

Website Loyalty
The role played by perceived usability, satisfaction and

consumer trust on website loyalty.

Constructs used in the questionnaire

Research Question
What are the factors that influence the intentions to 

purchase online only products(Online Exclusive) in India.

Research Gap

Hypothesis

H1 : Trust on Website will have a positive influence on the 

intentions to purchase online only products.

H2 : Trust on Product Brand will have a positive influence 

on the intentions to purchase online only products.

H3 : Susceptibility to interpersonal will have a positive 

influence on the intentions to purchase online only 

products.

H4 : Perceived risks in shopping online will have a negative 

influence on the intentions to purchase online only 

products.

H5 : Age/Gender  impacts the intentions to purchase 

intentions to purchase online only products.

Logistic Regression Results 
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