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ABSTRACT

Inrecentyears,thetrendofonlineretailinghasbecomeoneofthemostimperativeusesoftechnology
withthedevelopmentandeaseofaccessibilityoftheinternet.Theactivityofonlineshoppingis
consideredtobeoneofthesignificantaspectsofonlineretailingandhasbeenemergingasanessential
partofconsumers’lifestyle.Besidesvariousadvantages,consumersfeeldifferenttypesofperceived
risksinvolvedinonlineshopping.Therefore,itiscrucialtoidentifythefactorsaffectingconsumers’
perceptionofvalue.Thepresentstudyempiricallyexaminestheinfluenceofperceivedadvantages
andrisksonconsumers’perceivedvalueinonlineshoppingenvironments.Theresultsposit that
perceivedadvantagesandperceivedriskshaveapositivesignificantinfluenceonconsumers’purchase
intentions.Further,perceivedadvantagesshowasignificantrelationshipwithconsumers’perceived
risks.Thefindingsaffordpracticalimplicationsforonlineretailerstoframenecessarystrategiesin
enhancingperceivedvalue.
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INTRodUCTIoN

Theworldofretailingisundergoingauniquefieldofinnovation.Rapidchangesintechnologyand
theInternetareinfluencingthepeople’slives,andmoresointhebusiness.Newbusinessmodels
arehavinge-retailingasan integralpartandfocusingonawider retailvaluechain. Inasimilar
manner,consumers’attitudeandperceptionaresproutingfromtimetotimeandarebeingpositively
influencedbyonline retailing.Theadvantagesof shopping through internethelp the retailers to
offertheirproducts/servicesthroughthewebsitestoattractanumberofconsumersinlocalmarkets
andalsoglobally(Patro,2018).Theconventionalwayofreachingconsumershavebeeneffectively
substitutedtoalargerextentbyonlinemarketingprocesses.Consumersacceptanceofonlineretailing
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hasgrownthroughouttheworldandmoresoindevelopedareas.Thetrendsandestimatesforthe
futureindicateanapparentshifttoonlineretailing.

Onlineshoppinghasbecomeanintegralpartofthelifestyleofinhabitantsinvariouscountries
and India is one among them. Accessibility to online shopping platforms is not a privilege but
ratheranecessityformanypeople,particularlyinurbanareas.Onlineretailingpresentsoneofthe
greatestopportunitiesintheretailsectorsinceitprovidesadramaticchangefrombrickandmortar
establishmentstovirtualshopswhichcouldoperateforafractionofthecost(NDA,2015).Therise
ofsocialnetworksandmassadoptionofmobiledevicesisactingasachanneltoaccelerateonline
retailingfurther,shapingthee-commercetrendsfortheIndianmarket(Rao&Patro,2016).With
theinitiationoftechnology,onlineretailersaredevisingattractivedeliveryoptionssuchassame-day
deliveryordeliverywithinanhour,easy-to-usecheckoutprocess,buyingthroughmobileapps,and
tryathomeoryourdoor,etc.,forimprovedconsumerexperience(Chaturvedi&Gupta,2014).The
mobileappspresentanewwayoffosteringbrandloyaltywithinconsumers(Vikas,2015).Further,
theadoptionofinnovativepracticessuchasdigitalorexperientialstoresandshowrooms,pop-up
andfulfilmentstores,anddroneswillattracttheIndiane-retailmarket.

ThemajorplayersofIndiane-retailindustry,cateringtoamyriadofneedsfortangibleproducts
aresuchasAmazon,Flipkart,Snapdeal,Shopclues,Paytm,etc.Beingdrivenbyayoungdemographic
profile,increasinginternetpenetrationandrelativebettereconomicperformance,India’se-commerce
revenueisexpectedtojumpfromUSD30billionin2016toUSD120billionin2020,growingat
anannualrateof51percent,thehighestintheworld(Assocham-Forrester,2016).The‘TotalRetail
Survey’conductedbyPwC(2016)trackedconsumerbehavioracrossretailchannels,bringingto
light the changes brought about by multichannel retailing and identified that Indian consumers
todayaremovingwithpacetowardstheomnichannelwayoflife.Unconventionalproductcategories
likefurniture,groceryandjewelleryarealsoattractingtheconsumersthroughtheonlinechannel.
Further,consumersaredemandingaservice-focusedin-storeexperienceandwanttointeractwitha
knowledgeablestoreemployee.

Thesteadygrowthinthenumberofonlineconsumersalsoishelpingtobooste-commercesales.
ThereasonsidentifiedforbuyingthroughInternet(Assocham,2016)aregooddiscountsandlower
prices, saving timewith lesseffort, theconvenienceofshoppingathome,availabilityofawide
rangeofproducts,detailedinformationontheproductandfacilitytocomparevariousmodelsor
brands.Otherfactorscontributingtothegrowthofe-commerceincludeaggressivemerchandising
anddiscountingfromflashsaleanddailydeal,moreonline loyaltyprogramsandthe increasing
popularityofsmartphonesandtabletcomputersamongconsumerswhichleadsthemtospendmore
ononlineshopping(PWC,2015).

Analyzingtheprocessthattheonlineconsumergoesthroughwhenmakingapurchasedecision
overthewebsitesormobileapps,somefactorsareconsideredbytheconsumers.Thesefactorsneed
tobeidentifiedandtakenintoaccountbyonlineretailersinordertosatisfytheconsumersdemand
andcompeteinthee-market.Tofurtherunderstandhowthesefactorsinfluencedifferenttypesof
consumers,differentsegmentsneeds tobe identifiedwhichwillenable tomakecomparisonson
consumers’perceivedvaluetowardsonlineshopping.Asaresult,theproposedresearchquestionis:
whatarethedifferentperceivedadvantagesandperceivedrisksthatinfluenceconsumers’perceived
valueinanonlineshoppingcontext?

REVIEw oF LITERATURE

Thestudyprovidesareviewofselectliteratureintheareaofperceivedadvantagesandperceived
risksoftheconsumers’whileshoppingonlinetohaveathoroughunderstandingoftheconceptual
constructsandempiricalresearch.Therefore,theconsumers’opiniononperceivedadvantagesand
risksinrelationtoconsumers’perceivedvalueareexaminedanddiscussed.
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