Consumer patronage and risk perceptions in Internet shopping (Forsythe and Shi, 2003)
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	The rapid 1. DIFFUSION of the Internet as a commercial medium has been 2. WIDELY documented (Hoffman and Novak, 1996; Jones and Biasiotto, 1999; Radosevich and Tweney, 1999). Shopping has become the fastest-growing use of the Internet, with about 53% of Internet users reporting shopping as a 3. PRIMARY use of the Web (GVU’s WWW 9th User Surveys, 1998). Internet-generated revenue is 4. PROJECTED to reach US$226 billion in 2000 and US$1234 billion in 2002, 5. ACCORDING TO projections by ActivMedia (1999). 6. ALTHOUGH Internet shopping is becoming an accepted way to purchase many kinds of products and services (Donthu and Garcia, 1999), most online consumers are still ‘‘window shoppers’’ 8. IN THAT they use information gathered online to make purchases off-line (eStats, 1998; GVU’s 10th WWW User Surveys, 1998). Several authors (Hoffmam et al., 1999; Jacobs, 1997) have 8. ATTRIBUTED consumers’ reluctance to purchase online to 9. APPARENT barriers (e.g., credit card issues, privacy issues). 10. DESPITE the potential usefulness of this information for improving Internet retailing, 11. SUCH barriers have not been examined 12. WITHIN a theoretical context. 13._THUS_, the nature of these barriers and their potential impact on consumers’ online patronage behavior are unclear. 
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	Much of the existing 14.LITERATURE  has focused on the advantages and disadvantages of Internet marketing (e.g., Pallab, 1996). Industry and academic studies have investigated Internet users and shoppers (Henrichs, 1995; Mehta and Sivadas, 1995; Donthu and Garcia, 1999). 15. STILL other research has 16. ADDRESSED consumers’ concerns over privacy and credit card security problems that could 17. RESULT  from Internet transactions (Hoffmam et al., 1999; Jacobs, 1997). Two recent studies (Donthu and Garcia, 1999; Tan, 1999) have examined risk aversion 18. AMONG  Internet users, but no published study has examined the types of perceived risk 19._ASSOCIATED with Internet shopping. The concept of perceived risk, 20._OR_ a consumer ’s ‘‘subjectively determined expectation of loss’’ (Mitchell, 1999, p. 168), has been used to explain traditional shopping behavior, in-home shopping behavior (i.e., catalogue shopping) and the risks associated with each media. Surprisingly, perceived risk has not been applied to examinations of online purchasing behavior; but this 21. _CONSTRUCT___  may provide a useful context 22. _IN WHICH_ to identify and explain barriers to online shopping. The goal of this exploratory study was to 23. _BETTER understand the nature of consumer ’s perceptions of risks associated with online shopping and the relationship between perceived risk and online patronage behavior. 


R. Martinez
UFPR
2016


