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Abstract - Development of online shopping business has risen sharply with the growth of the internet usage in the last 
decades. In Mongolia, E-commerce developed  since recently but  not enough. Our consumers  make buy more from  foreign 
E-commerce websites ( Amazon.com,Ebay.com ) than Mongolian e-commerce system ( Apm.mn, Rio.mn, Mmarket.mn) . It 
shows  that  perceived risk is higher. Consumer perceived risk of online shopping directly impacts on user’s attitude and  the 
attitude significantly influences to purchasing behavior. Prevoius studies examined in term of their effect on consumers’ 
online attitude and identified four categories risks or product risk, financial, convenience and non-delivery risks. Survey was 
collected  from  294 social network users. The findings show that product risk, financial risk, non-delivery risk, convenience 
risk have negative  impact on the online shopping attitude. We assume that Mongolian consumers  give more importance for 
all perceived risks. The e-commerce shoppers’ attitude was significant and positive impacts on the online purchasing 
behavior. 
 
Index Terms - Online shopping  behaviour, Consumer  Attitude, Perceived Risks 
 
I. INTRODUCTION 
 
Internet usage rapidly increased or reached  7.3 
billion in the recent years and consumers are making 
more purchase by online. In 2016, retail e-commerce 
sales worldwide amounted to 1.86 trillion US 
dollars.Online shopping allows people to purchase 
any products and services at any time, therefore it is 
the most confortable way of purchasing.80% of 
Mongolians connected to  internet  but online 
purchasing is not enough. About 30 online retailers 
( Apm.mn, Mmarket.mn, Emonos.mn etc ) is 
operating in the market and any statistic information 
is none about online shopping market  until today. It 
shows  that online purchasing has higher perceived 
risk than traditional purchasing. Other side, Some 
studies have determined unsimilar perceived risks of 
shopping ,howeverthe differences of risk perception 
of online shopping between unsimilar cultures and 
countries still need more exploration[1,2,3].Rresearch 
papers of E-commerce are more common but it is not 
popular in case of Mongolia.Determining the online 
perceived risk of consumers is crucial for Mongolian 
online retailers. 
 
Previous researchers validate that  perceived risk 
directly affect purchasing  and purchasing intention. 
if consumers’ risk perception is higher, consumer’s  
online buying or purchasing will be low. It shows that 
risk perception inluences the  online 
purchasing[4].Negative impacts from the perceived 
risk  have also been found to  negative affect on 
consumers’ attitude towards online purchasing 
[5,6].Many research studies determine that attitude on  
 

online purchasing is a significant factor of making 
online shopping [7].Definitely,perceived risk can be  
real and it  influences consumers’ buying behavior for 
long time[8].Then, Researchers need to continuously 
check or examine for monitoring of negative impacts 
on online purchasing attitude and behavior.  
 
Hence, online retailers possible to reduce consumers’ 
risk perception and contributing  to the growth in 
Mongolian online shopping. Therefore, research 
purpose focus to answer to the two questions; (Q1) 
Do perceived risks influnce on online shopping 
attitude of Mongolian?  (Q2) Does consumer attitude 
affect on online shopping behaviour? 
 
II. LITERATURE REVIEW 
 
The Internet has dramatically changed the way 
consumers purchase products or services and Online 
shopping allows users to directly purchase products 
or services from a seller over the Internet using as 
web browser and mobile application. Consumer risk 
perception was first introduced by  Bauer, R.A. (1960)  
in marketing literature and the research extended into 
an extensive discussion. Claudia, I. (2012) discussed 
seven types of perceived risk expereincing by users in 
online purchasing.Consumers said different types of 
fear when they make online purchasing.It includes 
Financial, Performance, Delivery, Privacy, 
Psychological, Social risks.Research study selected 
four perceived risks from them.Because financial risk, 
product risk, convenience risk and non-delivery risk 
were most popular used in the previous research 
papers of online shopping ( 2003-2016). Therefore, 
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these four risks are proposed as independent variables 
in the conceptual framework of this study. 
 
2.1 Product risk 
Internet shopping is a non-store shopping, so it is 
troublesome for purchasers to check the quality of 
physical products. Thus they can only hope on text 
information, graphics, pictures shown on the PC 
screen. Product risk is the risk of making a poor or 
inappropriate purchase decision. Product risk is 
generally about a bought product may fail to function 
as originally expected [9]. 
 
2.2 Convenience risk 
Convenience risk is the perception of waste time or 
effort when a goods and service purchased is replaced 
or repaired Hanjun et al ., (2004). Convenience risk 
includes the inconvenience incurred during online 
transactions, often resulting from difficulty of 
navigation or submitting orders, or delays receiving 
products or no proper procedure for cancellation of 
the product once ordered (Forsythe et al., 2006). If 
consumers' risk perception is high, they feel that 
online shopping is very troublesome. 
 
2.3 Financial risk  
Many fake online shopping websites operate in the 
world and consumers care to lose credit card 
information, personal information. Thus some 
consumers prefer an alternative way of payments, 
such as bank account transfers, Pay Pal, Google 
checkout other than using own credit cards. In other 
condition, users also worry that current online 
shopping websites are not fully secured. Past 
researchers indicated that fear of card information 
fraud shows one of the most important concerns when 
purchasing online [10]. 
 
2.4 Non-delivery risk 
Non-delivery risk perception is one of the most 
worried when customers decided to make purchase 
products by online. Some researchers discussed non-
delivery risk as the potential failure of delivery which 
caused by product lost or damage and sends wrong 
place after online payment.  
 
According to Claudia [11], consumers more worry 
about product delivery will be delayed because of 
different conditions, such as the company can’t 
deliver the bought products within the time interval 
agreed with consumers and products may damaged 
during handling and transporting. It shows that non-
delivery risk influences significant and negative on 
consumer attitude. 
 
2.5 Consumer Attitude and Online Shopping 
Behaviour 
Online shopping behavior refers to the process of 
purchasing products or services via the Internet and it 
is a type of attitude which includes consumers to 

search, select and purchase of products from the 
internet, in fulfilling their needs and wants. Another 
side,it associates the reaction and choice of consumer 
decision making. Attitude is defined as consumer’s 
positive and negative feelings about purchasing 
decision [12].  
 
Online shopping attitude associate to consumers’ 
psychological state in internet purchasing. In recent 
years, Research studies of online shopping attitudes 
and behavior more published. Past researchers 
discussed that attitude towards online purchasing is a 
significant factor of online purchasing and purchasing 
behavior [13,14].According to studies of Chai and 
Pavlou [15], and George [16], Attitude has direct 
positive significant influences on online shopping 
behavior. 
 
III. RESEARCH QUESTIONS 
 
The following research questions have been 
developed on the literature review: 
1.What is the impact of financial risk on online 
consumer attitude? 
2.What is the impact of product risk on online 
consumer attitude?  
3.What is the impact of convenience risk  on online 
consumer attitude?  
4.What is the impact of non-delivery risk on online 
consumer attitude? 
5.What is the impact of online consumer attitude  on 
online purchasing behaviour? 
 
IV. METHODOLOGY 
 
Previous studies of Online shopping are not popular 
in case of Mongolia thus there is a need to study on 
how consumers’ risk perception impacts on online 
purchasing attitude additionally the influences on the 
online purchasing. The hypothesis was based on the 
four main categories of risk perceptions  i.e. Product 
risk, Financial risk, Non-Delivery risk , Convenience 
risk. 
 
4.1 DATA COLLECTION 
The questionnaire design based on previous literature 
review and Likert 5 point scale and data collected by 
294 respondents.It is the primary source of data and 
also called quantitative techniques.Survey delivered 
by social media and e-mail. 
 
All the questions were measured using five-point 
Likert scales of 1= Strongly disagree, 2= Disagree, 
3= Neither Agree Nor Disagree, 4=Agree, and 5= 
Strongly agree.In order to ensure primary data of 
respondents, research selected consumers with the 
online shopping experience.Survey base on Google 
form and response automatically added to Google 
spreadsheet.Primary data exported and imported to 
SPSS After survey finished. 
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V. PERSONAL DATA INFORMATION 
 
5.1 Gender of Respondents 
 The frequency analysis of the questionnaire indicates 
that the total of 294 responders 48% were males and 
52% were females. The result shows  thatfemale 
participantsmore interest toward current investigation 
than male. 

 
5.2 Education of Respondents  
61% of total participants have bachelor degree and 8% 
have education of High school. 

 
5.3 Job position of Respondents  
56 % of responders work in private and public 
companies. Graphic shows that Workers were 
actively involved in the survey 
 

 

5.4 Income of Respondents  
The frequency analysis of the questionnaire indicates 
that of the total of 294 respondents 7% have income 
below 500,000, 22% have 700,000-900,000, 32% 
have 900,000-1100,000 and 14% are 1100,000- 
1300,000 and only 11% have more than 1300,000. 
 

 
 
5.5 Purchasing frequency by year 
The frequency analysis of the questionnaire indicates 
that of the total of 294 respondents 16% have yearly 
online purchasing frequency  below 5 times , 31 % 
have 5-10 times, 18% have 10-20 times and 15% are 
21-30 times and only 12% have more than 41 times. 

 
 
VI. RESULT AN ANALYSIS 
 
6.1 Reliablity test 
All Cronbach’s Alpha showed in Table 1.If the value 
of Cronbach's Alpha is higher than 0.7, it determines 
higher reliability data.  Product risk, Financial risk, 
Convenience risk, Non-delivery risk, Online 
shopping attitude, and behavior are greater than 
0.7.Especially, Financial risk and Non-delivery risk 
are highest.Questionnaire items of variables are 
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higher than 2.The total number of observation or N is 
294 for current research. 
 

 

 
Table 1: Reliablility analysis of independent and dependent 

variable 
**Correlation is significant at the 0.01 level (2-tailed ) 
6.2 Correlation Analysis  
Table 2 shows a negative correlation between 
independent ( Product Risk, Financial Risk, 
Convenience risk, Non-delivery risk)  and dependent 
variables ( Online shopping Attitude, Online 
shopping behavior)  at 0.01 significance 
level.Perceived risks have a positive correlation with 
each other but these have a negative relationship with 
online shopping attitude and online shopping 
behavior.Online shopping attitude a highest negative 
correlation with Product risk( -5.31 ** ).Also online 
shopping behavior has a highest negative correlation 
with Non-Delivery risk (-5.71**). OSA and OSB 
have positive significant correlation with each other. 
6.3 Regression Analysis 
Table 3 shows the value of coefficient of 
determination “R square” .it presents  influences of 
independent variables on  online shopping 
attitude.Financial risk has negative and significant 
relationship with online purchasing attitude(β = -
0.624, p < 0.01). It describe 41.6% unique variance 

(∆R2 = 0.416, p < 0.001) in attitude.Convnenience 
risk has negative and significant relationship with 
online purchasing attitude(β = -0.314, p < 0.01). It 
describe 30.9% unique variance (∆R2 = 0.309., p < 
0.001) in attitude.All relationship has negative and 
significant on online purchasing attitude. 

 
Table 3: Model summary of regression Analysis 

* = p < .05, ** = p < .01 and *** = p < .001 
The result shows that online shopping attitude of 
consumers positively influences on the online 
shopping behavior (β 5.72, t - 14.724, Sig. 0.000). 
The result of linear regression, as shown in Table 4, 
indicated that online purchasing behavior was 
significantly and positively affected by online attitude. 
 
CONCLUSION 
 
Research study  focused to determine the relationship 
between perceived risk and online shopping attitude. 
Result shows that Financial risk, Product risk, Non-
delivery risk, Convenience risk negative influences 
on online shopping attitude. Financial and Product 
risk have especially higher negative inluences than 
others.Negative impacts of Convenience risk is 
lowest relatively than other perceived risks.Also, 
Online shopping attitude and behavior have positive 
relationship. It means Perceived risk of Mongolian 
consumers  is relatively higher than other countries. 

 
LIST OFTABLE 

Table 2: Correlation Analysis of independent and dependent variables 

Variable FR PR NDR CR OSA OSB 
FR 1           
PR .823** 1         
NDR .463** .434** 1       
CR .622** .412** .723** 1     
OSA -.467** -.531** -.438** -.467** 1   
OSB -.328** -.428** -.571** -.413** .719** 1 

**Correlation is significant at the 0.01 level (2-tailed)  
Table 4:  Regression Analysis  between  Online shopping Attitude and Behaviour 

Model Unstandardized 
Coefficient 

Standardized 
Coefficients 

t Sig, Collinearity 
Statistics 

  B Std.Error Beta Tolerance VIF 

(Constant) 3.328 0.4529   18.72 .000     
Attitude 0.672 0.371 0.572 14.724 .000 1.000 1.000 
a.Dependent Variable: Online purchasing behavior 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-3, Mar.-2018 
http://iraj.in 

Online Consumer Perceived Risk and Attitude influences on Online Purchasing Behavior: In Case of Mongolian Online Shoppers 
 

56 

F Statistic=62.438 
R Square  = 0.387 

REFERENCES 
 
[1] Bauer, R. A. (1967), "Consumer Behaviour as Risk Taking," 

in Risk Taking and Information Handling in Consumer 
Behaviour, D.F. Cox, ed. Boston: Harvard University 

[2] Bhatnagar, A., S. Misra, and H. R. Rao (2000), "On risk, 
convenience and Internet shopping behavior," 
Communications of the ACM, 43, 98–106. 

[3] Tan, SooJiuan (1999), "Strategies for reducing consumers’ 
risk aversion in Internet shopping," Journal of Consumer 
Marketing, 16 (2), 163 - 80. 

[4] Lobb, A. E., Mazzocchi, M., &Traill, W.B. (2006). 
Modelling risk perception and trust in food safety information 
within the theory of planned behaviour. 

[5] O‟Cass, A., &Fenech, T. (2003). Web retailing adoption: 
Exploring the nature of internet users web retailing behavior. 
Journal of Retailing and Consumer Services, 10, pp. 81- 94. 

[6] Shih, H. P. (2004). An empirical study on predicting user 
acceptance of e-shopping on the Web. Information and 
Management, 41, pp. 351-368. 

[7] Yang B, Lester D, James S.(2007) Attitudes toward buying 
online as predictors of shopping online for British and 
American respondents. Cyber Psychology & Behavior 2007; 
10(2): 198- 203 

[8] Michelle Kovacs, SalomaoFarias, Francisco Moura& 
Anderson Souza. (2011). Relationship Between Consumer 
Effort, Risk Reduction Strategies, and Satisfaction with the e- 

Commerce Buying Process: The Development of A 
Conceptual Formwork. International journal of management, 
28: 316-329 

[9] Kim, I.,(2010) “Consumers‟ rankings of risk reduction 
strategies in e-shopping,” International Journal of Business 
Research, Vol. 10, No. 3: 143-148. 

[10] Saprikis V., Chouliara A., Vlachopoulou M., (2010) 
“Perceptions towards online shopping: Analyzing the Greek 
University students‟ attitude”, Communications of the 
IBIMA, vol. 2010, pp. 1-13, 2010 

[11] Claudia, I. (2012). Perceived Risk when Buying Online: 
Evidence from a Semi-structured Interview. Economics 
Series, 22(2), 63-73. 

[12] Chiu YB, Lin CP, Tang LL (2005). Gender differs: assessing 
a model of online purchase intentions in e-tail service. Int. J. 
service Industry Manag. 16 (5). 

[13] Yang B, Lester D, James S.(2007) Attitudes toward buying 
online as predictors of shopping online for British and 
American respondents. Cyber Psychology & Behavior 2007; 
10(2): 198- 203 

[14] George, J. F. (2004). The theory of planned behavior and 
Internet purchasing. Journal of Internet Research, 14(3), 198 

[15] L.Chai and P. Pavlou, (2004) "From Ancient to Modern: A 
Cross-Cultural Investigation of Electronic Commerce 
Adoption in Greece and the United States " Journal of 
Enterprise Information Management, 17, 6. 

 
 
 
 
 
 

 


