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Abstract 

 

Nowadays, online buying is a phenomenon that is expanding quickly. The biggest competitors in this market are 

growing exponentially, which suggests that there is still a sizable market for e-commerce. Online shopping is 

becoming more and more popular with consumers, especially middle-aged shoppers in South India, thanks to its 

convenience. The popularity of internet purchasing has increased retailers' interest in concentrating on this market. 

As a result, the focus of this study is on a number of variables influencing online purchase intention and the 

mediating role of attitude. Data were gathered from a sample of predominantly middle-aged adults (aged 21 to 45) 

who were experienced with using the internet and had done some online shopping. To evaluate the hypotheses, a 

structural equation modelling approach was used. All of the predictors had a substantial link with the dependent 

variable, Purchase intention, according to the findings. Purchase intent is the next most important predictor, 

followed by security/privacy. Additionally, 6 of the 10 hypotheses are important. Regarding the predictors and the 

dependent variable, the mediator attitude has no influence. Discussion of the theoretical and managerial 

implications follows. 
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INTRODUCTION  

E-commerce and online shopping in the Indian scenario have seen significant growth and potential for future 

development. The Indian e-commerce industry has been behind its counterparts in developed and emerging 

economies due to a relatively low internet user base (Prateek, p. 2016) (Madhurima, 2017). However, increased 

technological proliferation, internet and mobile penetration, and the launch of 4G services have created a favourable 

ecosystem for e-commerce in India (Madhurima, p. 2017). The country is currently at the cusp of a digital 

revolution, with the extension of internet and broadband to remote areas and the availability of low-cost 

smartphones contributing to the growth of the internet user base (Gangeshwer. (2013).The online retail sector holds 

a significant share of non-travel B2C e-commerce in India, and its prospects for future growth are positive (Uttiya, 
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2016). Factors such as convenience, easy access to products and information, and enjoyment on the part of 

customers have contributed to the increased use of online shopping in India. However, challenges such as computer 

illiteracy, concerns about risk and privacy, and lack of physical presence and interactivity still exist Online shopping 

market in Indian scenario is seeing enormous growth now a days. The country's internet user base has been 

expanding, driven by increased technological Proliferation, internet and mobile penetration, and the availability of 

low-cost smartphone (Prateek, 2016). The e-commerce industry in India has been behind its counterparts in 

developed and emerging economies due to a relatively low internet user base, but the favorable ecosystem created 

by these factors presents opportunities for future growth and development (Madhurima, 2017) (Gangeshwer. 

(2013). The growth of e-commerce in India has been categorized into different types, including business-to-

business (B2B) and business-to-customer (B2C) (Uttiya, 2016). Factors contributing to the increased use of online 

shopping in India include convenience, easy access to products and information, and enjoyment for customers . 

However, there are also hurdles to online shopping, such as computer illiteracy, concerns about risk and privacy, 

and lack of physical presence and interactivity . Overall, the literature suggests that online shopping in India is on 

the rise, with potential for further growth and development in the future (Hossen et al., 2026). 

 
Online shopping in the Indian context faces several challenges. One of the challenges is the need to 

understand the lifestyles of online shoppers for segmentation, targeting, and promotions . Another challenge is the 
low self-efficacy of Indian consumers in using the internet for shopping, as well as their perception that online 
shopping is eccentric (Sakshi, 2017) (Monika, 2013). Additionally, there is a need to develop appropriate scales 
applicable in the Indian context to understand the factors that influence Indian online shoppers' lifestyles or e-
lifestyles (Shweta, 2014) . Furthermore, there is a need to overcome the obstacles of low customer perception and 
fear of using new technology in the initial stages of online shopping (Anand, 2017) . Finally, there is a need for e-
commerce companies to address specific challenges such as free door-to-door shipping in all areas, quick service 
for electronic goods, and the applicability of cash on delivery for all areas, not just metros (Ashok. (2021)  

 

Research on online shopping and purchase intention has identified several gaps in the existing literature. 
One gap is the lack of research on whether the hierarchy of effects between online store beliefs, consumer online 
affective states, and purchase intentions differs across different product types (Tibert, 2018). Another gap is the 
need to empirically verify the precise effect of online shopping context and perceived value on consumers' cross-
border online purchase intention (Liang, 2019). Additionally, there is a scarcity of empirical studies investigating 
the factors that explain online repurchase intention, despite the growing importance of e-commerce for business 
success (Ana, 2017). Furthermore, there is limited understanding of how trust and shopping enjoyment affect online 
purchase intention, particularly in the context of social media and e-commerce convergence (Hao, 2014). Finally, 
there is a need to investigate the underlying factors for online purchase behavior, including the interactional role of 
gender and product category (Shivraj, 2004). 
 
Security risk and online shopping  

Security risk is an important factor influencing online purchase intention (Tibert, 2018). The study by Torres found 

that security is one of the dimensions representing satisfaction with the internet purchase experience and is a driver 

of consumer satisfaction with online purchase experience (Liang, 2019). Additionally, the study by Kannungo and 

Jain found that perceived risk has a relationship with intention to purchase, and this relationship is moderated by 

the interaction of gender and product category (Ana, 2017). Therefore, the presence of security risks can impact 

consumers' intention to purchase online (Mohd Pauzi & Shahadat Hossen, 2025).  

 

Privacy risk in online shopping has been a significant concern in the literature. Several studies have 

highlighted the importance of privacy and security concerns in influencing consumer behavior and attitudes towards 

online shopping (Hannah, 2017)These concerns include perceived risk, privacy concerns, and security threats that 

consumers may face during the e-shopping process (Jesus, 2015) . It has been argued that protecting individual 

stages of the e-shopping process is not enough, and a comprehensive solution is needed to address privacy risks 

throughout the entire process (Ilmudeen, 2019) . Additionally, factors such as risk perceptions, benefit perceptions, 
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familiarity, reputation, privacy policy, and trust have been found to mitigate privacy concerns and affect customer 

attitudes and usage of e-commerce platforms (Shweta, 2014) . The literature also emphasizes the need for 

businesses to effectively address customers' privacy concerns to ensure the growth of e-commerce (Haroon, 2021) . 

 

 Privacy  in online shopping and purchase intention 

 Innovation in online shopping has led to increased convenience for customers and increased sales for merchants 

(Hannah, 2017). However, it has also raised concerns about privacy and security (Jesus, 2015). These concerns 

include threats to privacy throughout the e-shopping process , as well as perceived security risks in online shopping 

(Rodriguez., 2015) (Ilmudeen, 2019). Research has shown that privacy concerns can affect customer attitudes and 

usage of e-commerce platforms . The growth of e-commerce and technological advancements have intensified 

privacy issues, leading to a surge in research on consumer privacy in business to consumer e-commerce . Overall, 

there is a need for comprehensive understanding of privacy dynamics in e-commerce and effective strategies to 

address customer privacy concerns (Ruwan, 2020). 

 

Perceived ease of use 

Perceived ease of use is an important factor in online shopping reviews. Several studies have examined the 

influence of perceived ease of use on consumer attitudes and intentions towards online shopping. The Technology 

Acceptance Model (TAM) is often used to measure perceived ease of use and its impact on consumer behavior. 

For example, Dhingra and Mudgal found that perceived ease of use significantly influenced consumers' attitudes 

and intentions towards adopting various technologies, including online shopping (Jonna, 2004). Similarly, Renny 

et al. found that perceived ease of use had a significant positive effect on attitudes towards the usability of online 

ticket reservation systems (Manish, 2019). However, Järveläinen and Järveläinen noted that the standard items used 

to measure perceived ease of use in the TAM may not fully capture the unique features and challenges of online 

shopping, such as evaluating improvement in productivity and performance ... Therefore, while perceived ease of 

use is an important factor in online shopping reviews, it is crucial to consider the specific context and measurement 

items used in each study. Perceived ease of use is an important factor in influencing consumer attitudes and 

intentions towards the adoption of technology, including online shopping and the use of internet services (Jonna, 

2004) (Manish, 2019). Several studies have examined the relationship between perceived ease of use and purchase 

intention in various contexts. For example, one study found that perceived ease of use had a significant positive 

effect on customer attitude towards purchasing online from the App Store (Steven, 2015). Another study found that 

perceived ease of use did not have a significant effect on consumer purchasing decisions for online fashion 

products, while perceived usefulness and trust were found to be significant factors [4]. These findings suggest that 

the impact of perceived ease of use on purchase intention may vary depending on the specific context and product 

being studied (Hossen et al., 2023). 

 

Perceived usefulness and purchase intention 

Perceived usefulness of online reviews has a positive and significant effect on purchase intention (Heesook, 2018). 

Consumers' positive perceptions of the usefulness of reviews increase their reading activity and subsequently their 

purchase intentions (Nadzima, 2021). The perceived usefulness of online reviews is correlated with factors such as 

review credibility, review depth, reviewer trustworthiness, and reviewer expertise (Zhangxiang, 2021) . 

Additionally, the perceived value and perceived usefulness of online reviews mediate the influence of endorser 

credibility on purchase intention (Dyajeng, 2020). Trust and perceived risk also impact online purchase intention, 

along with perceived usefulness of online reviews (Ivan, 2020). Overall, the perceived usefulness of online reviews 

plays a crucial role in shaping consumers' purchase intentions, and factors such as review credibility, reviewer 

expertise, and perceived value further influence this relationship (Rashed et al., 2025). 

 



article JOURNAL OF CONTENT VALIDATION, 2026, VOL X(X), XXX-XXX                                                             

 

www.cvsgm.org 
151 

Attitude as a mediator  

Attitude plays a significant role as a mediator in online purchase intention  (Prerna, 2018) (Lim, 2015) (Monica, 

2016). It has been found to have a full mediation effect on purchase intention for "Halal" branded products . In the 

context of online shopping, attitude has been identified as a determinant of purchase intention among university 

students . Additionally, attitude towards halal cosmetics has been found to mediate the relationship between various 

drivers of electronic word of mouth (eWOM) and purchase intention . Attitude towards brands has also been found 

to partially mediate the relationship between customer lifestyle, customer personality, and online purchase 

behavior . These findings highlight the importance of attitude in shaping consumers' intentions to make online 

purchases. (Anubha. (2021) (Hafiza, 2018) 

 

Research methodology 

The relationship of security/privacy concern, perceived usefulness & perceived ease of use on online shopping 

behaviour while mediated by attitude was investigated. The quantitative survey method was conducted by 

distributing the questionnaires to the middle-aged employees working in various public and private companies 

situated in south India (Rahman et al., 2025). 

 

Conceptual Model 

This study aims to reassess the online purchase intention model by integrating TAM with attitude as a mediating 

construct. The sampling included middle aged from 21-45 as respondents with high purchasing capacity. The 

independent constructs are Security concern, perceived ease of use, perceived usefulness with attitude as a 

mediating variable towards determining the purchase intention of online purchasers. In total there are 10 hypothesis 

examine various impacts. Many researchers have illustrated that attitude is used for predicting the behavioural 

intention hence being used as a mediator. (Aritonang R, 2015) 

 
H1a: Personal awareness of security is positively related to online purchase intention 
H1b: Personal awareness of security is positively related to attitude towards online purchase 
H2a: Perceived ease of purchasing is positively related to online purchase intention 
H2b: Perceived ease of purchasing is positively related to attitude toward online purchase 
H3a: Perceived usefulness is positively related to online purchase intention 
H3b: Perceived usefulness is positively related to attitude toward online purchase 
H4: Attitude toward online purchase is positively related to online purchase intention 
H5a: Attitude toward online purchase mediates the relationship between personal awareness of security and 
online purchase intention 
H5b: Attitude toward online purchase mediates the relationship between perceived ease of purchasing and online 
purchase intention 
H5c: Attitude toward online purchase mediates the relationship between perceived usefulness and online 
purchase intention 
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4. Methodology 
4.1. Sampling and procedure 
The sample for this study was composed of middle aged 21–45 years of age, located in the cities of south India. 
 

Table 1 :Demographic characteristics 

 Count Column N % 

Age 21-30 62 41.3% 

31-45 88 58.7% 

Gender Male 112 74.7% 

Female 38 25.3% 

Education UG level 79 52.7% 

PG level 29 19.3% 

Others 42 28.0% 

Income below 30000 64 42.7% 

30001 - 60000 43 28.7% 

above 60000 43 28.7% 

Experience below 5 years 64 42.7% 

6-10 59 39.3% 

above 10 years 27 18.0% 

 

The sample included 112 males (74.7%) and 38 females (25.3%) whereas 62 (41.30%) were aged 21 -30, 88 
(58.70%) were aged 31–45. 64(42.70%) had the personal monthly income below HK $15,000 and 64 42.70%) got 
the income level below 30000, 79 (52.70%) had completed UG level of education and 64 (42.70%) had experience 
level of below 5 years. 
 
Factor analysis 

The Bartlett test of sphericity and Kaiser-Meyer-Olkin (KMO) were used. In this study, the value of 0.816 was 

obtained from the test of KMO with a significant value p < 0.001. These illustrated that the data set in this research 

was adequate for factor analysis. Second, in order to identify the underlying structure of data relationships, principal 

component analysis was used and factors were extracted based on eigenvalues greater than 1. Five constructs were 

found. The factor loadings of the variables were then evaluated. Afterwards, five constructs used in this research 

were composed primarily of their related variables. The total variance explained of these seven constructs was 

64.55%. 

Table 2 : KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy. 

.816 

Bartlett's Test of 

Sphericity 

Approx. Chi-

Square 

2056.72

2 

df 300 

Sig. .000 
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Rotated Component Matrix
a
 

 

Component 

1 2 3 4 5 

SE2     .772 

SE4     .824 

SE5     .827 

PU1   .828   

PU2   .830   

PU3   .789   

AT3    .786  

AT4    .860  

AT5    .838  

PI2 .847     

PI3 .864     

PI4 .840     

PE2  .869    

PE3  .879    

PE4  .845    

Extraction Method: Principal Component 

Analysis.  

 Rotation Method: Varimax with Kaiser 

Normalization. 

a. Rotation converged in 5 iterations. 

 

 

Evaluation of Measurement Model 
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Model fit of Measurement Model 

In order to assess the adequacy of the measurement model, the evaluation of component loadings of the items for 

each measure, and the tests for reliability, convergent validity and discriminant validity of the constructs were 

performed. All the factor loading measures of the 15 items were above 0.70 and AVE of each construct was greater 

than 0.50, thus meeting the recommended criteria for convergent validity (Hair, 2011). It also meant that the 

measurement model possessed adequate convergent validity. As shown in Table 4, the reliability measures of all 

the constructs exceeded 0.70, which met the suggested criteria (Nunnally, 1978). This also indicates that the 

measurement model possessed good internal consistency reliability. Table 2 summarizes these findings. 

 

 

Table 3: Quality criteria of the constructs convergent and discriminant Validity 

 

 

Discriminant validity was assessed by the examination of cross loadings of the indicators and Fornell-Larcker 

criterion (Fornell, 1981). First, if the item’s factor loadings on its construct is higher than all of its cross loadings 

with other constructs, this provides support to discriminant validity. Table 4 shows the square root of AVE of each 

construct, which is higher than their inter-construct correlations. Hence, this measurement model illustrates 

adequate discriminant validity. The measurement model illustrates adequate discriminant validity based on the 

factor loadings of the indicators and the Fornell-Larcker criterion. The measure of each item related to the construct 

it attempted to reflect and did not have stronger connection with another construct (Hossen & Pauzi, 2025). 
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Mediation analysis 

In this study, ATT was the mediator, and the mediation test was performed with bootstrapping. 

There was no significant mediation effect on all the three paths.. ATT did not have any mediation effect on the path 

between SEC => PI, PEU=>PI or PU=>. The results are depicted in Table 5. 

In summary, among all the 10 hypotheses, only 6 were supported paths;  

The results obtained thus, are summarized in Table 5. 

Table 4:  Regression Weights: (Group number 1 - Default model) 

   Estimate S.E. C.R. P Label 

AT <--- SE .227 .093 2.444 .002 par_1 

AT <--- PU .303 .096 3.145 .002 par_2 

AT <--- PE -.023 .086 -.267 .789 par_8 

PI <--- PU .287 .091 3.160 .002 par_3 

PI <--- PE .126 .078 1.607 .005 par_4 

PI <--- SE .125 .086 1.456 .005 par_9 

PI <--- AT .026 .075 .342 .002 par_10 

 

Table 5:  Mediation summary 

Hypothesis Path Direct 

Effect 

Indirect 

Effect 

Remark 

H5a SEC=>ATT=>PI .125    *** .006 n. s No effect 

H5b PEU=>ATT=>PI .126   *** -.001 n. s No affect 

H5c PU=>ATT=>PI .287   *** .008 n. s No affect 

 

 

Table 6: SUMMARY OF HYPOTHESIS TESTING 

SEC=> PI Supported 

PEU=>PI Supported  

PU=> PI Supported  

AT=>PI Supported 

SE=>ATT=>PI Unsupported 

PEU=>ATT=>PI Unsupported 

PU=>ATT=>PI Unsupported 

SEC=>ATT  Unsupported  

PEU=>ATT Supported 
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PU=> ATT Supported  

               

From table 7 it can be summarized that among all the 10 hypotheses, only 6 were supported and the rest of the 

hypothesis were not supported. This study assessed the existing online purchase intention model through middle 

aged respondents, and illustrates that the mediator attitude has no effect on online purchase intention. The 

independent constructs like Security/privacy, perceived usefulness and perceived ease of use having significant 

relationship with the purchase intention. This study shows that attitude is not mediating between independent 

constructs and dependent constructs. 

 

Findings on the mediators 

The findings demonstrate that attitude is not a mediator between the predictors and purchase intention. (Azaze-

Azizi, 2013) found that attitude is not mediating online purchase intention. 

Middle-aged users who use electronic devices perceive that security, perceived ease of use and perceived usefulness 

are the most significant factors in doing purchase online. Futhermore, Perceived usefulness is the most significant 

factor followed by security and privacy of transaction 

 

Practical implications 

Online marketers should focus on finding middle-aged online users who see themselves as being innovative and 

capable to surf online. They can cooperate with different communication and social media companies to build 

positive attitude and strengthen their habitual online usage. Middle-aged online users may not want to put much 

effort into processing online purchases and some may want to visit to some web pages and e-shops with strong 

security and privacy platforms.  

 

Conclusion 

This study focussed on only a small group of respondents of around 150 only, that too focussed on a small 

geographic area in South India. We employed convenient sampling technique which can be replaced by cluster or 

stratified sampling to generate higher statistical inference for generalization. Further research may include various 

demographic characteristic and various mediators to get effective results. 
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