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Abstract 
 

This research investigates the relationship among product risk, financial risk, security risk, privacy risk, perceived satisfaction, and purchase 

intention. Validated measurements were identified from a literature review. The measurement model and the conceptual model depicting 

hypothesized relationships were evaluated based on responses from 306 customers using confirmatory factor analysis and structural equation 

modeling. The results showed that product risk, financial risk, security risk, and privacy risk impacted on perceived satisfaction. Besides, 

product risk, privacy risk, and perceived satisfaction influenced purchase intentions. Thus, this study focused on the influences of product 

risk, financial risk, security risk, and privacy risk on their cognitive attitudes toward websites. That means the more consumer perceive 

security, the more they avoid shopping online. The study is important to show how perceived risk affects online shopping behaviors, and it 

invites marketers to make necessary adjustments to prevent perceived risks to increase and online shopping to decrease. The findings of this 

study suggest the creation of a framework on the effect of perceived risk types on online shopping. Managers need to take perceived risks 

into account when designing their electronic marketing channels. In addition, shopping websites should strengthen their transaction security 

by appropriately using various available resources and new information technologies. 
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1. Introduction 

The area of e-commerce in developed and developing 

countries is now growing rapidly. Therefore, Internet users’ 

digital flow experiences have gained increased attention 

with the rapid development of the Internet in recent year 

(Skadberg & Kimmel, 2004). Online shopping is significantly 

growing, and there is not only a positive outlook for the 

future of online shopping, but also scientific indicators that 

forecast a great expansion for Internet purchasing. Despite 

the positive sides of online shopping, there are negative 

attitudes toward buying online because of risk perceptions. 
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According to Miyazaki and Fernandez (2001), over the past 

decade, the Internet has grown significantly, especially in 

terms of its use as a medium for interaction, entertainment, 

and trade on the market. Moreover, the Internet is commonly 

used in economic activities with growing reliance by people. 

For Chang et al., 2016, Internet shopping is made possible 

through conventional ways of shopping. In the age of 

technology, shopping on websites and online exchanges for 

the majority of people are no longer a strange thing. 

Shopping in an online store is like shopping through a 

paper catalog because both involve the delivery of purchases 

by mail, and in both cases customers are unable to touch or 

smell the items (Spiller & Lohse, 1997). Consumers’ actions 

are mainly based on the presence of cyberspace, such as 

images, image quality data and consumer video clips, not the 

tactile experience (Kolesar & Glbraith, 2000). The qualities 

of data introduction, routing, and request satisfaction in an 

intuitive shopping medium are viewed as a progressively 

significant factor in building electronic business trust than 

in the customary retailing (Reynolds, 2000). Giao (2020) 

identified four factors that influence positively customer 

satisfaction regarding the quality of online services in Tiki. 
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vn E-commerce platform in the order of descending strength: 

trust, customer service, web design and safety. 

Along with the convenience of exchanging and trading 

there are potential risks. Nevertheless, the growing body of 

literature focused on the study of Internet marketing trends 

and digital consumer behavior (McGaughey & Mason, 

1998; Novak et al., 2000) has largely ignored perceptions 

of risk to online purchasing. Despite their consequences 

for e-commerce, the perceived risks associated with online 

retailing have received limited attention (Miyazaki & 

Fernandez, 2001). While perceived risk theories have been 

applied to different contexts of consumer behavior (Mitchell, 

1999), recent attention has centered on using perceived risk to 

describe consumer reluctance to use the Internet for a variety 

of buying tasks (Pires, Stanton, & Eckford, 2004). Some early 

research indicates that perceptions of risk may play a minor 

role in the adoption of online shopping as a primary barrier 

to the future growth of online trade. Moreover, consumer’s 

concerns regarding website security and privacy protection 

influenced their cognitive attitudes towards online shopping 

(Chen & Barnes, 2007). Other previous research pointed 

out that the extrinsic factors preventing consumers from 

shopping online primarily involved transaction security 

and privacy concerns (Salo & Karjaluoto, 2007). Mitchell 

(1999) points out that, when making purchasing decisions, 

customers are more likely to consider perceptions of risk 

than maximizing perceived benefits. 

This study analyzes the influence of four types of risks, 

namely, financial risk, product risk, security risk, and privacy 

risk on consumers’ satisfaction and as well as the impact 

of satisfaction on usage intentions. It also enables us to 

understand the relevance of usability on strategic indicators 

of the success of companies by analyzing the impact of 

perceived usability on consumer satisfaction levels and the 

intention to use a website. Thus, this research adds to the 

literature by evaluating how hazard reduces the perceived 

usability impact on consumer satisfaction and the willingness 

to use a website. The study is organized as follows.s The 

working theories will be formalized in the following 

section. Next, validation procedures for data collection and 

analysis are explained, accompanied by analytical results. 

Finally, The author discusses the study’s key conclusions, 

organizational consequences, and shortcomings, as well as 

some future research possibilities. 
 

2. Literature Review 

2.1. Product Risk 

Chang et al. (2016) showed that the perceived 

satisfaction and purchasing intent are significantly affected 

by mental attitudes. The results of this study showed that 

protection had the most significant effect on cognitive trust 

and confidentiality on perceived risk. Online shopping had 

higher confusion and risk compared to traditional store 

shopping due to the influence of cognitive attitudes on online 

shopping. Therefore, the cognitive attitudes of consumers on 

the website were even more important. Users might have 

beliefs about the website’s hedonic value, utilitarian value, 

protection, and privacy. These appraisal values (i.e. cognitive 

attitudes) transformed into perceived satisfaction of users 

and purchase intentions. Regarding theoretical contributions, 

previous research focused on consumer motivation for 

online shopping from the point of view of consumer value 

and website function (Childers et al. 2001; Lee & Overby, 

2004; Wolfinbarger & Gilly, 2001). In addition, Tham et al. 

(2019) indicated that product risk, convenience risk, and 

return policy risk have a significant and positive impact on 

online shopping behavior. Financial risk is found to have 

insignificant and negative effects on consumer behavior. 

Despite the advantages of online trade over traditional 

trade and optimistic predictions of future growth of online 

shopping, negative aspects associated with this method of 

shopping are also becoming critical(Ko et al. 2004). 

Montoya- Weiss et al. (2003) suggested that the perceived 

risk depends on the general Internet experience of the buyer 

as well as on the website data. The risk was defined as a 

decision feature that represents the variance infeasible 

results (Gefen et al., 2002). Some researchers have found 

that the perceived risk in e-commerce has a negative 

effect on Internet shopping behavior, attitude to consumer 

behavior, and willingness to implement e-commerce 

(Zhang et al., 2012). Product risk is the belief that a 

purchased product can fail to function as originally 

expected (Kim et al., 2008). Like any non- store 

shopping, the Internet makes it difficult to inspect 

physical goods; customers will rely on somewhat minimal 

information and pictures on the computer screen (Jarvenpaa 

& Tractinsky, 1999). Moreover, Rosen and Howard (2000) 

recommend what they call the e-potential for various 

products to be sold on the Internet. Engel and Blackwell 

(1970) found that the need of an opportunity to look at the 

items prior to purchase and the troubles in returning flawed 

stock are common reasons why shoppers saw mail shopping 

to be more hazardous than store shopping. 
 

2.2. Financial Risk 

According to Grable, Lytton and O’Neill (2000) financial 

risk is defined as a potential net loss of money and the 

degree of uncertainty that a consumer is willing to accept 

when making a financial transaction. Besides, for Bart et 

al. (2005) these products are well understood and usually 

entail less information-searching by consumers, resulting in 

a lower level of perceived financial risk. In addition, website 

advertisers or accredited parties responsible for ensuring a 

website’s reliability can also recommend payment protection. 
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Privacy protection applies to the situation in which customers 

were able to control whether to disclose information to 

others during market transactions or consumer activities 

and the ability to ensure that the information provided in 

transactions was not disclosed to others (Chen & Barnes, 

2007). Moreover, customers are stressed that the Web still 

has exceptionally small security concerning utilization of 

credit cards and protection of individual data (Paul, 1996). 
 

2.3. Security and Privacy Risk 

Online shopping can be related to negative results that 

are not present in conventional retail, such as the failure of 

buyers to personally understand the quality of the product, 

the lack of personal communication with a seller, anxiety 

generation for customers who do not feel comfortable using 

the Internet, lack of communication and social contact with 

other people, and transaction protection and personal security. 

Perceived privacy risk is characterized as the plausibility 

that online businesses might use individual data improperly 

consequently attacking a consumer’s privacy (Nyshadham, 

2000). Thus, protection aspect is especially striking for online 

retailing. According to Tsai and Yeh (2010), the protection of 

knowledge and privacy of customers for online shopping is 

a fundamental concern for purchasing decisions. Their study 

also shows that customers who utilize shopping locales can 

gain confidence from data security and can subsequently be 

comfortable with buying merchandise online. 

Miyazaki and Fernandez (2001) conducted research 

about consumer perceptions of privacy and security risks 

in online shopping. The most interesting is that privacy 

was actually a major concern for customers with longer 

periods of experience, indicating that the accumulation of 

such experience (and, potentially, information) might lead to 

greater concerns about privacy issues. Tasi and Yeh (2010) 

aimed at studying the impact of website quality, specifically 

product quality data, quality of service performance, website 

design style and features, and transaction and delivery 

capabilities on perceived risk of information security and 

privacy and its relationship to purchase intention. The results 

showed that there are two dimensions to the perceived risk 

of information security and privacy: perceived ease-of-use 

and perceived usefulness. Moreover, Youn (2009) specified 

that data security and protection are related to the instability 

related to how individual data is taken care of by online 

foundations and who has got to it. 

Numerous researchers also emphasize that website 

security ought to encompass confidentiality of data, data 

astuteness, communication of non-repudiation, verification 

security, IT effectiveness, and security of individual 

protection, all of which relate to site characteristics (Shin, 

2010; Kayworth & Whitten, 2010). Lu et al. (2010) argue 

that online tax filing is relatively important for information 

security and privacy. 

In addition, Shin (2010) further claimed that perceived data- 

impact threatens buyers to believe in online shopping, while 

Rapp et al. (2009) stated that web-based privacy should be 

a concern between buyers and sellers, as most buyers are 

willing to trust local data uncovering. Safety danger in the 

online environment also relates to safety expectations with 

regard to deployment consequences and the mechanism for 

data storage and transmission (Kolsaker & Payne, 2002). 

Aladwani (2001) found that potential clients of online 

keeping money appraised Web security and the protection 

of buyers as the foremost noteworthy future challenges 

confronting suppliers of e-commerce administrations. 
 

2.4. Purchase Intentions 

According to Pires, Stanton and Eckford (2004), whether 

the intended purchase was a good or a service and whether 

it was a high or low-involvement item  was  correlated 

with differences in perceived risk. Analysis of perceived 

risks for customers, disaggregated by type of risk and 

purchasing situation, provides insight into impediments that 

may impede the growth of Internet-based product buying. 

Previous research showed that a clear understanding of what 

motivates customers to shop online can influence policies, 

technology, and advertising decisions as well as the layout 

of websites (Wolfinbarger & Gilly, 2001). Zhang et al. 

(2012) explored the dimensions of the perceived risk of 

consumers and analyzing their effect on the buying behavior 

of digital customers. There are five separate dimensions: 

perceived health risk, perceived value risk, perceived time 

risk, perceived delivery risk, and perceived after-sale risk. 

These significantly affect the purchasing behavior of online 

consumers. Kim et al. (2008) examined how trust and risk 

influence the purchasing decision of an Internet user. The 

study results indicate that the confidence and perceived risk 

of Internet customers has a strong impact on their purchasing 

decisions. 
 

2.5. Hypothesis 

Customer satisfaction can have  a  significant  impact 

on the success of new customers in online shopping, both 

positive and negative (Tandon, Kiran & Sah, 2017). In an 

online business, customer satisfaction is a key factor for 

productivity (Guo et al. 2012). Whereas, perceived risk was 

formally defined as the fear of buy-related losses and acts as 

a deterrent to buy action (Peter & Ryan, 1976). The higher 

the risk that customers perceive, the greater the probability of 

not buying the product online (Tandon, Kiran, & Sah, 2017). 

Forsythe and Shi (2003) reported a negative relationship 

between perceived risk and behavior in online shopping, 

and further clarified that perceived financial risk is the most 

reliable predictor of Internet patronage activity. 
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Most of the studies found that financial risk is negatively 

related to online shopping intention (Khan, Liang & 

Shahzad, 2015; Masoud, 2013; Al-Rawad et al., 2015). 

Online shopping retailers typically offer multiple payment 

options, such as online payment regarding credit card use; 

cash payment; and telegraphic remittance. The risk of 

payment such as fear of fraud, phishing or disclosure of 

private information has a negative effect on the attitude 

towards online shopping (Almousa, 2011; Javadi et al., 

2012). Facilitating the payment process is necessary for 

online retailers to retain customers and improve consumer 

satisfaction (Lin & Sun, 2009). 

 

H1: The perceived product risk has a negative effect on 

the satisfaction of online shopping 

H6: The perceived product risk has a negative effect on 

the purchase intention of online shopping 

 

Blanche, Casaló and Guinalíu, (2012) examined the 

conditions under which the function of usability is particularly 

relevant. In this regard, due to the fact that perceived risk 

plays an important role in affecting the e-services adoption 

decision of users (Hsu & Chiu, 2004), they have focused 

on how perceptions of risk could moderate the usability 

influence. Their results suggest that the impact of usability 

in those customers who perceive a high risk is increased, 

possibly because usability helps to resolve these customer 

concerns and generates a more favorable opinion about using 

a website. According to Muhammed et al. (2019), payment 

risk and product risk coefficient have negative signs and that 

means exactly what is expected as these two factors decrease 

the adoption of online shopping. The  perceived  product 

risk has a greater effect on the adoption of online shopping 

particularly for product categories where feeling and touch 

are important. The perceived risk of the product, such as the 

inability to judge the quality of the product on the Internet, 

was found to have a greater influence on the consumer’s 

decision. 

 

H2: The perceived financial risk has a negative effect on 

the satisfaction of online shopping. 

 

According to Cho and Lee (2006),  the  link  between 

risk propensity and perceived risk has been neglected in 

risk-related consumer research. This finding  highlights 

the importance of incorporating risk propensity into 

understanding perceived risk. Chang and Chen (2008) 

found that consumers’ trust towards a specific online retailer 

significantly and negatively affects perceived risk towards 

the online retailer. Another major factor affecting satisfaction 

with online shopping is security (Guo, Ling & Liu, 2012). 

Consumers have concerns regarding online website security, 

liability and privacy (Gefen, 2000). According to previous 

research (Elliot & Fowell, 2000; Szymanski & Hise, 2000), 

as security risk perception decreases, satisfaction with the 

online stores’ information service is expected to increase. 

In other words, the strong security feature increases the 

level of satisfaction of the customer. Moreover, the positive 

relationship between safety and e-satisfaction is reconfirmed 

by Christian and France study (2005). 

 

H3: The perceived security risk has a negative effect on 

the satisfaction of online shopping. 

 

Customer satisfaction is also encouraged by security 

and privacy policies. Satisfaction with the information 

service is expected to increase as perceptions of security and 

privacy risk decrease (Zhou et al., 2008; Salo & Karjaluoto, 

2007). Previous studies have concluded that purchasing 

decisions usually involve the following types of risks: 

product risk, financial risks, health risk, convenience risk, 

quality risk, delivery risk, website design style, features 

and so on have a significant impact on the buying behavior 

of online consumers (Martin & Camarero, 2009; Tasi & 

Yeh, 2010; Almousa, 2011; Javadi et al., 2012; Zhang et 

al., 2012). According to San Martín & Camarero, (2009), 

service quality as well as security and privacy policies have 

a distinct effect on satisfaction and confidence. The security 

and privacy policies, however, have a strong and significant 

impact on buyers’ satisfaction perceiving high risk, whereas 

the effect is not important for buyers perceiving low risk. 

 

H4: The perceived privacy risk has a negative effect on 

the perceived satisfaction of online shopping. 

H7: The perceived privacy risk has a negative effect on 

purchase intention of online shopping. 

 

Since Bauer’s (1960) advocacy of risk-taking behavior 

as a possible measure of consumer attitude towards a 

purchase, perceived risk research has grown in different 

buying contexts. According to different views of researchers 

(Bhattacherjee, 2002; Cho & Lee, 2006), faith and perceived 

risk are mental conditions that are cognitive or affective 

episodes that fluctuate with situational circumstances 

(Limayem & Khalifa, 2000). Besides, Kim and Yang (2020) 

showed that overall, external and internal selection factors 

had a positive influence on repurchase intentions, and in 

particular, appealing to internal and external selection 

factors in order to promote repurchase intention. Satisfaction 

is not only the main driver of the desire of customers to 

continue shopping online (Bhattacherjee 2001), but also 

the secret to building and maintaining a loyal customer 

base (Evanschitzky et al., 2004). According to Zeithaml et 

al. (1996), online customers who have gotten a palatable 
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administration are probably going to uncover positive 

social expectations, leading to increased online purchase 

intention. Bai et al. (2008) found that website customer 

satisfaction has a positive impact on buying intentions. Yen 

and Gwinner (2003) found that overall satisfaction with 

Internet self-service technologies  had  a  positive  impact 

on behavioral intentions, in particular on the ability of the 

same service provider to continue buying. 

 

H5: The perceived satisfaction has a negative effect on 

purchase intention of online shopping. 
 

3. Research Methods and Materials 

3.1. Research Framework 

The purpose of this study is to investigate the relationship 

among product risk, financial risk, security risk, privacy 

risk, perceived satisfaction and purchase intention through 

literature review and related study (see Figure 1). 
 

3.2. Research Survey 

Questionnaires were used in the present study. The 

survey for product risk focused on the first four items of 

the survey based on  Forsythe  (2006).  The  measurement 

of financial risks used five items modified from Forsythe 

(2006). To measure privacy and security, we included a 

version of the scale that consisted of the five privacy items 

and five security items from Chen and Barnes (2007). In 

order to measure perceived satisfaction, four items were 

modified from the scale developed by Flavián et al. (2006). 

Finally, to measure purchase intention, we adopt five items 

from Jarvenpaa et al. (2000). 
 

3.3. Demographic Statistics 

The printed questionnaires were distributed to 340 

respondents. Among which, there were  306  responses 

are valid. Thus, the valid response rate of this survey is 

90%. There have been 34 invalid responses because the 

respondents have not answered correctly the reversed scale 

questions or left the answers blank (see Table 1). 
 

 

Figure 1: Research Framework 

4. Results and Discussion 

4.1. Reliability Analysis 

In order to test the reliability of a measurement scale, 

item-to-total correlations (Churchill, 1979) and Cronbach’s 

Alpha (Cronbach, 1951) are considered to be the testing 

elements. The scale is considered to be good enough for 

conducting research if it has item-to-total correlation not 

lower than 0.4 and Cronbach’s Alpha value above 0.6 (Hair 

et al., 1998). Financial risk= 0.907, product risk= 0.894, 

security risk= 0.914, privacy risk= 901, satisfaction= 0.887 

and purchase intension = 0.836. Comparing the current fit 

indices to the threshold level, the fit indices of Cronback’s 

Alpha are very good. 
 

4.1. Testing Measurement Model with CFA 

Confirmatory Factory Analysis (CFA) is a good method 

to assess the validity and reliability of measures (Bagozzi & 

 
Table 1: Respondent Profile 

Category 
Number of 

respondents 
Percentage 

Gender   
Male 196 64.% 

Female 110 36% 

Age   
Less than 20 years old 25 8% 

20-30 years old 130 43% 

30-40 years old 75 25% 

40-50 years old 40 13% 

50-60 years old 30 10% 

Above 60 years old 6 1% 

Occupation   
Student 123 40% 

Banking/financial/ 

insurance 
90 29% 

Education/ culture 43 14% 

Government 11 4% 

Media/publishing 29 10% 

Others 10 3% 

Education   
Senior High Diploma or 

Below 
16 5% 

Associate Bachelor 

Degree 
86 28% 

Bachelor Degree 154 51% 

Master Degree 35 11% 

PhD Degree 15 5% 
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Foxall, 1996). The goodness-of-fit of CFA is used to further 

assess the convergent validity among the constructs. CFA is 

applied with the following important indexes: Chi-square, 

Chi-square/df, Comparative Fit Index (CFI), Index (TLI), 

Root Mean Square Error Approximation (RMSEA). The 

goodness-of-fit for each model was assessed by examining 

the chi-square statistic, the comparative fit index (CFI), and 

the root-mean-square error of approximation (RMSEA), NFI, 

IFI, and CFI are greater than 0.90 ( Hair et al 1998). GFI and 

AGFI index exceeds 0.8. Chi- square/df is equal or lower 2 

(Chisquare/df ≤ 3 can be accepted in some cases), and RMSEA 

is equal or lower 0.08 (RMSEA ≤ 0.05 is excellent) (Hair et al, 

1998). Those estimates are the precedents for the reliability of 

all factors for the next analyzing steps in this research. 

Comparing the current fit indices to the threshold level, 

the fit indices of CMIN, AGFI, and RMSEA are very good. 

The CMIN/DF, AGFI and RMSEA satisfy the fit indices 

criteria perfectly. Therefore, the model fits Confirmatory 
 

Table 2: Testing Results of Reliability and Convergent Validity of Various Conceptions 
 

 Std 

Loading 
α CR AVE 

Financial Risk  0.907 0.907 0.66 

1. Can’t trust the online company 0.904    
2. May not get the product 0.834    
3. May purchase something by accident 0.792    
4. My personal information may not be kept 0.752    
5. My credit card number may not be secure 0.779    
Product Risk  0.894 0.9 0.69 

6. Can’t examine the actual product 0.854    
7. Size may be a problem with clothes 0.778    
8. Can’t try on clothing online 0.804    
9. Inability to touch and feel the item 0.890    
Security Risk     
10. This website presents enough online security 0.781 0.914 0.89 0.63 

11. Purchasing on this website will not cause financial risks 0.769    
12. It is believed that online transactions on this website are protected by the latest 

know-how 
0.736 

   

13. Online payment on this website is safe 0.804    
14. This website has the ability to solve problems from hackers 0.875    
Privacy Risk  0.901 0.914 0.682 

15.The personal information that I provide on this website is secure 0.865    
16. The monetary information that I provide on this website is well protected 0.804    
17. This website will not use unsuitable methods to collect my personal data 0.778    
18. This website does not ask for irrelevant personal information 0.823    
19. This website does not apply my personal information for other purposes. 0.857    
Perceived Satisfaction  0.887 0.886 0.661 

20. I think that I made the correct decision to use this website 0.855    
21. The experience that I have had with this website has been satisfactory 0.821    
22. I am satisfied with the way that this website has carried out transactions 0.803    
23. I am satisfied with the service I have received from the website 0.773    
Behavior Intentions  0.836 0.887 0.663 

24. How likely is it that you would return to this website? 0.765    
25. How likely is that you would consider purchasing from this website in the next three 

months? 
0.773 

   

26. How likely is it that you would consider purchasing from this website in the next 

year? 
0.850 

   

27. For this purchase, how likely is it that you buy from this website? 0.867    
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Factor Analysis, so is good overall. These evidences which 

are GFI = 0.910, TLI = 0.98, CFI = 0.98 (> 0.9), Chi-square/ 

df = 1.297 (< 2), RMSEA = 0.31 (< 0.08) prove the validity 

and reliability of measurements. Moreover, as shown in table 

4.18, the convergent validity among the constructs shows 

that standardized regression weights are higher than  0.5 

with the significant lower than 0.05 (Gerbing & Anderson, 

1998). Therefore, no item of factors in this model needs to 

be deleted. In other words, all the items of factors should 

be kept in this research for the next step of the data analysis 

process (see Table 2) 
 

4.3. Convergent Validity 

According to Hair et al. (2010), Composite reliabilities 

(CR) must be larger than 0.7, which should be more reliable. 

In this study, it ranged from 0.887 to 0.919. Convergent 

validity was assessed in terms of factor loadings and 

average variance extracted. In CFA, the standardized 

factor loadings and the Average Variance Extracted (AVE) 

are utilized to test the convergent validity of constructs. 

The standardized factors should load above 0.5 and AVEs 

should exceed 0.5 (AVEs of 0.4 can be accepted) (Gerbing 

& Anderson, 1988). Definitely, AVE is a strict measure of 

convergent validity (Malhotra & Dash, 2011). As shown 

in Table 2, all items had significant factor loadings higher 

than 0.50. Average variances extracted ranged from 0.63 

to 0.68, suggesting adequate convergent validity. Thus, all 

factors in the measurement model had adequate reliability. 
 

4.4. Discriminant Validity 

In order to ensure that one construct is dissimilar from 

others, discriminant validity should be evaluated. Both 

Average Variance Extracted (AVE) of two constructs should 

be greater than the correlation between two constructs 

squared (r2): AVEs > r2 (Fornell  &  Larcker,  1981). 

The AVE was greater than the squared inter-construct 

correlation between any pair of constructs, which supports 

the discriminant validity of the constructs. The results have 

confirmed the discriminant validity of the five remaining 

constructs since all correlations satisfy the testing criteria. 

In other words, the five constructs have statistical evidence 

proving that they are distinct from each other. Thus, the 

measurement model demonstrated discriminate validity 

(see Table 3). 
 

4.5. Model Test 

According to Hair et al. (2010) Comparative Fit Index 

(CFI), Tucker & Lewis Index (TLI), Root Mean Square 

Error Approximation (RMSEA) should be applied. The 

goodness-of-fit for each model was assessed by examining 

the chi-square statistic, the comparative fit index (CFI), and 

the root-mean-square error of approximation (RMSEA), 

NFI, IFI, and CFI are greater than 0.90. GFI, and RMSEA 

are used to assess only the overall model fit. As reliability 

and validity are supported, we proceed to examine the 

hypotheses shown in the structural model given in Figure 

2 by using SEM. Analytical results are reported in Table 4. 

Model fit is acceptable (CMIN= 543.261; df= 312; p<0.001; 

x2/df = 1.741; CFI= 0.964; RMSEA= 0.049). The paths in 

the model are all significant. Therefore, the five hypotheses 

are all supported (see Figure 2). 

 

 

 

 

Figure 2: Model Test 

 

Table 3: Correlations among the constructs 
 

 
Product risk Financial risk Security risk Privacy risk 

Perceived 

Satisfaction 

Purchase 

intention 

Product risk 1      

Financial risk .664 1     

Security risk 0.679 0.666 1    

Privacy risk 0.599 0.623 0.547 1   

Perceived 

Satisfaction 
0.645 0.652 0.651 0.637 1 

 

Purchase intention 0.654 0.670 0.622 0.619 0.638 1 
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A further evaluation in the structural model indicates 

that financial risk has a significant, negative influence 

on satisfaction (standardized coefficient β=0.340) and 

behavioral intentions (β=0.27). Thus, H1 and H6 are 

supported. In addition, product risk has a significant, 

negative impact on customer satisfaction (β=0.447). 

Thus, H2 and is supported. The next investigation in this 

study was assessing the relationship between  security 

risk and satisfaction online shopping. The results showed 

there is a negative relation between these two variables 

(β=0.105). Thus, H3 is supported. The fourth hypothesis 

stated that privacy risk ease-of-use has negative effect to 

perceived satisfaction (β=0.303) and behavior intention 

(β=0.207). Thus, H4 and H7 are supported. Finally, 

Customer satisfaction is also proved to have a significant, 

positive effect on behavioral intentions (β=0.926). The 

results of the direct path show the hypotheses H1, H2, 

H3, H4, H5, H6, and H7 are supported (see Table 4). 
 

4.6. Discussions 

The study results showed that product perceived risk 

negatively influences the consumers’ satisfaction to buy 

online. Specifically, they negatively correlate with and 

negatively affect online shopping adoption in Vietnam. The 

importance of identifying and reducing perceived risks is 

greatly attributed to the distinction between different types 

of risks and to use them to examine perceptions of online 

purchase risks. This helps to better identify the differences 

in perceived risk and, thus, enhance the precision with which 

actions to reduce risk can be taken. 

Security risk is one of the effective perceived risk types 

for online shopping and in the literature; Financial Risk and 

Information Security Risks correspond to Security Risk. The 

content of the questions of security risk is about security 

shopping without any loss and being secure about personal 

information. With the literature review, we can see that 

most of the studies find financial risk an effective risk type 

for online shopping, and it is negatively related to online 

shopping  (Khan,  Liang,  and  Shahzad,  2015).  Perceived 

risk negatively correlated with consumer satisfaction as 

indicated in a previous study (Doolin et al., 2005) aside from 

lowering consumers’ purchase intentions (McKnight et al., 

2002). In other words, high consumer perceived risk toward 

online stores reduces consumers’ perceived satisfaction. 

The decrease in consumers’ perceived risks toward online 

shopping increased consumers’ purchase intentions (Pires 

et al., 2004). These findings support our study about the 

negative effect of perceived security risk on online shopping. 

Regarding purchase intention, Perceived satisfaction  was 

the most influential factor of purchase intention. In the 

current competitive online shopping market, maintaining 

long-term satisfactory relationship with customers was the 

key to success. The number of Internet safety is increasing. 

Perceived risk has become an important factor for online 

shopping. Therefore, security and privacy caused a perceived 

risk. 
 

5. Conclusions 

After a literature review and analysis of our 

questionnaire’s results, we discover four types of 

perceived risk: security risk, financial risk, product risk, 

and privacy risk. SPSS 20 is used for Factor Analysis and 

we use Principal Component Analysis as extraction 

method. After Structural Equation Modeling (SEM) on 

AMOS 20, it was found that security risk, financial risk, 

product risk and privacy risk have a significant effect on 

satisfaction and behavior intention for online shopping. 

Consumers worry to shop online because they have 

concerns about using their credit cards; they fear their 

personal information will be used elsewhere. In this 

study, customers in Vietnam are more concerned about using 

their credit cards credentials than towards quality of the 

product. 
 

5.1. Managerial Implications 

The main contribution of this study is to create a 

framework to assess the effect of perceived risk types on 

online  shopping.  Managers  need  to  take  perceived  risk 
 

Table 4: Result of the hypothesis test 
 

Hypothesis Test Hypothesis 

H1: The perceived product risk has a negative effect on the satisfaction of online shopping Supported 

H2: The perceived financial risk has a negative effect on the percieved satisfaction of online shopping. Supported 

H3: The perceived security risk has a negative effect on the perceived satisfaction of online shopping Supported 

H4: The perceived privacy risk has a negative effect on the perceived satisfaction of online shopping. Supported 

H5: The satisfaction has a negative effect on purchase intention of online shopping. Supported 

H6: The perceived product risk has a negative effect on the purchase intention of online shopping Supported 

H7: The perceived privacy risk has a negative effect on purchase intetion of online shopping. Supported 
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into account when designing their electronic marketing 

channels. In addition, shopping websites should strengthen 

their transaction security by appropriately using various 

available resources and new information technologies. 

The establishment of website functions and the promotion 

of website security enhance consumers’ online shopping 

experiences and desires. To reduce perceived risk, frequently- 

updated information should be provided to improve the 

website  contents;  online  vendors  need   to   understand 

the factors that influence the formation of consumer’s 

satisfaction toward online shopping. 

Online retailers should send notifications to all their 

customers assuring them of the security of their online 

transactions; this will help reduce the financial risk. How 

to enhance financial risk, product risk, security, and privacy 

as well as increase consumer flow experience in order to 

reduce the perceived risk is at the core of online shopping. 

Websites should strengthen the quality and quantity of 

product information. For the aspects of security and privacy, 

websites should provide consumers with reliable safety 

features. Finally, websites should also increase the fluency 

and positive experience of consumers and improve the 

interactive features of a website. Meanwhile, websites need 

to collect feedback about consumer problems and provide 

customized information in order to increase the chance of 

interaction between the consumers and the website. This 

study provided the online retailer with additional knowledge 

regarding the intensity and types of online shopping 

perceptions influencing its customers. Based on such 

knowledge, the online retailers would be able to position 

their marketing strategies to attract new online shoppers. 
 

5.2. Research Limitations 

As with any study, this one has some limitations. First, 

as regards the data collection method, questionnaires were 

distributed to respondents and it unexpectedly excludes all 

the respondents who cannot read or do not have enough 

knowledge to understand the survey questions. Perhaps, 

another study would be conducted in the future in order 

to solve these limitations. Secondly,  for  convenience, 

we use mostly student samples. Even though students are 

important online shoppers, other important customers, like 

young white-collar workers, have been ignored. Thirdly, 

this study measures students’ overall attitudes toward four 

online retailers and does not focus on one specifically. The 

general opinion might not reflect the actual performance of 

each online retailer. Fourthly, this study did not collect the 

purchase intention of other countries’ consumers. This study 

focused on the consumer online shopping experience in 

Vietnam. This study suggests that future research investigates 

the consumer purchase intention of other countries to learn 

about other purchase intentions 
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