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Abstract

Today, ¢yberopace buciness ic developing; theae type of cComponiecic
looking forward to diccover the foctors (poaitive ond negotive both)
that offeé¢ts the ¢uctomers purchoce intention ond oo well achelpoin
inéreaaing the culesvolume of productcond offer better cervicecto the
¢uatomerc. The precent receorch ctudiec the relationchip between
marketing otrategy, peréeived riok, truct ond intention of pur¢hoocing in
¢yberagpoace ¢uctomero in Iron. Thic otudy ic applicable in termo of
purpoce ond the receorch method ic decKriptive-ourvey. The comple
¢onaictoof 400 cuctomercof ¢yberopace compaonieslocated in Tehron,
copital of Iron. The ctondord quectionnoire wocsuced for thic purpoce.
Modeling of atru¢tural equations ond minor portiol cquores methodo
were uced to onolyze the data. The recultoof thicrecearéh chowed thot
morketing otrategy hoo o negoative effect on peréeived rick. It wac olco
¢onfirmed thot there ic thea negotive impaét of rick on ¢uctomer
¢onfidence. In the following, it woo found that the truct hao o poaitive
impoct on cuctomero puréhace cingintention.

Keywords: Peréeived Rick, Cuctomer Truct, Intent to Puréhace,
Morketing Strotegy, Cyberopace Componiec

Introduction

Su¢h webaitechave alco grown enormoudly with the ropid growth of e-
¢ommerce ond the trend of moct bucineaesto the Internet ond the uce
of webaitec for the cupply ond introduétion of products. Mony factorc
affe¢t the viewo ond truct of ¢uctomerc who enter the webaitec which
are deaigned in the form of on online otore, co that the cuctomercget o
aence of cutiofaétion ond truct from oll the cervice providerowho ore on
thece webaites. They intent to buy from thoce ctorec with fully
reviewing the produétc introduced therein, ond the level of
underatonding of the quality of eleétroni¢ cerviceo provided by the
online ctorec. Today, it ¢onnot be ignored the impact of information
technology ond the Internet, in parti¢ulor on the livecof people. Today,
the Internet playoon importont role in people'slives ond hoo éreated o
profound tronoformotion in individual ond orgonizationol life. Every
day, people apend alot of time on the Internet ond go to vorioucaitecto
get informotion obout goodc ond compore the goods Componiec
advertice ond give information about their productson cites(Ecfidoni,
2006; page 20). The Internet ond cociol mediahove affected conoumerc
ond how marketerc interact. The Internet hao dictinétive featurec
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(Pattercon et ol., 1997), in¢luding the in¢reace of the obility
to cuve lorge omountcof information ot vorious ¢yberopoce,
providing o powerful ond inexpenaive tool for cearching,
inéreacing the interaction ond the obility to provide
information on demond, the obility to provide amediain the
ex¢honge of cervi¢esond improving the ¢oat of deployment
for ¢uctomerc (Winernon et ol., 2013).The Internet ic on
importont ¢homnel for morketing ond adverticing. The
reacon for thicicthe obility of the Internet to reduce ¢ootoond
moke people eaoy to aééeasonline cervices. Componiec on
oloo eaaily a¢éeaoa lorge number of ucercond communicate
with them ot o low coot (Logos, 2004). Since the
¢ommercialization of the Internet ond the introduétion of the
global informotion network, it hao been ropidly exponding
the e-¢ommerce programc ond weboites. The
environmentol, orgomizotional, ond technologi¢al foctorc
that ¢éreate o Competitive environment hoave made
orgonizotions ond c¢uctomerc face with a different
environment thon before. One of thece ¢aceo, ic how the
pur¢hooing procecs ic Corried out by people in the
¢yberopace environment, where it ic difficult to truct
¢ompored to the troditionol environment, ond the pur¢hooing
pro¢eco¢omeowith difficulty. AcSonaie et al., have pointed
out, deopite the inéreacing uce of the Internet in Iron, e-
¢ommerce ond Internet chopping have not been auffic¢iently
wideopread cnd people ore not very wel¢ome to puréhace the
produétc ond cervices online from inctitutions ond
orgonizationcthot provide focilitiea: Sinée one of the biggeat
obatoclesto the development of online chopping icthe lack
of people's truct ond unfomiliority with the inctitutionc
active in thic field with the mec¢honiomo of ¢onfidence
(Sonaie et al, 2010), it ¢on be ¢onc¢luded that the lock of truct
ioone of the problemcencountered in Eyberopoace.

Conoumer’cbehavior hosalwaycbeen one of the key icouec
in morketing. Underctonding the ¢yberopace purchoocing
mechoniom ond c¢onocumer behavior in the online
environment ic one of the primory prioritiec of activity for
the bucinecs ¢omponiec whi¢h intend to expond their
activitiec and porti¢ipate in the ¢yberopace market
(Nemaotpour ond Mirfokhrodini, 2015).

E-¢ommerce hoo grown ropidly ond the growth ic going on
with the Internet. Thicropid growth hacbeen foced by both
¢uctomerc ond ¢omponies with new aituotions. In foct,
¢omponiec fa¢e with more difficult ¢onditions for curvivol
becouce of more intence Competition ond it hoc been
in¢reaced the ¢onoumers’ ¢honées to ¢hoooe good. The
importonce of virtual ctorecacone of the marketing ¢Channelo
icinéreaoing day by day with the odvonéement of IT in the
morketing environment, (Toheri & Akbari, 2015).There ica
growing need for knowledge, theory cnd modelo of the
¢onoumer behavior in the Internet due to the electroni¢
¢ommerce revolution, whi¢h ic on eocentiol agpect of
¢uctomer relations ond morketing otrategy (Cloce ond
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Kukor-Kini, 2010). Online chopping behavior requirecmore
underctonding (Herrero ond Son Martin, 2012) ond
therefore, more receoaréhec ore needed (Muctler et ol.,
2014).Ac the ceveral otudiec have pointed out, the key to
long-term cuééeao for retailerc ic to provide the conoumer
¢onfidence (Soh ond Hom, 2003; Paolo ond Figencon, 2006;
Wooacet al., 2014). But in the end, it ionegotively affected by
the obcerved rickc (Hong ond Cho, 2013; Comorelcomon,
2007), whic¢h are related to the products (Inyer ond Lee,
2000) ond with Internet vendorc (Jiomg et al., 2008).
Therefore, teating the rick fo¢torothat affeét online chopping
ic importont, while paying ottention to purc¢hacing online
¢onoumercneedofurther invedtigation.

Review of Literature
Online Marketing

The cquééeas in today’c cCompetitive world requirec o good
marketing otrategy, however, the complex market
¢onditiono, the introducétion of new information
te¢hnologies, ¢ontinuoucs c¢hangec in ¢ompetitive
¢onditiong, et¢. haomode the morket impoaoible to decide on
the type of appropriate otrategy. There ore co mony
influen¢ing foctorc on maorketing otrotegy, ocuch oo
¢ompetitorc ond c¢uctomerc. In thic regord, concumer
behavior icone of the key fa¢torathot playco very importont
role (Nikookar et ol. 2009). In the meontime, online
morketing ond how to cet up o cuiteble ctrategy ore much
more difficult. A¢cording to Cutler et ol. (2010), online
moarketing ic "¢ompony effortc to deliver productc ond
cervices oand Create Cuctomer relotionchipc through the
Internet." Nowodayo, o lorge number of bucinecses ore
online. The Internet connecto people around the world, ond
¢omponiecond conoumerc ore ctorting to interaét with eoch
other through the Internet. Today, a lorge number of
¢omponiec ore online to bucinecses (Cutler et al.,
2010).0ffline morketing dealo only with pacoive Clienta,
inctead, online morketing torgetc individuolc who ore
actively oeciding whi¢h webaitec to vicit ond whot
information, morketing, or odverticing to receive (For
exomple, newdletterc) (Cutler etal., 2010).

Marketing Strategies

The bifferent typeoc of otrategiec are Categorized into totol
¢ompony ctrotegiec, bucineds ctrategies, ond took otrotegiea.
Morketing otrategy icatool thot gools are ac¢hieved through
it. Theee otrategiecaddreasthe quection of how goolocon be
put into practice. The cuééeas of o marketing plon dependoc
on the effeétiveneds of the morketing otrategy. Strotegy ¢on
be oet for each of the morketing mix elements. In foct,
morketing ofrategy involvec different vorioblec thot the
¢ompony ¢on ¢ontrol it or adopt itcelf to non-¢ontrolloble
varicbles in order to achieve itc goolo oppropriotely
(Hoomeinietal. 2011).
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Aker (2009) ctatec that marketing otrotegy involves variouc
operations cuc¢h oo poaitioning, pri¢ing, dictribution, ond
global atrategies; ochieving cuééeds requires o cuctoinoble
¢ompetitive odvontoge omd itc development requirec o
proper underctonding of the torget morket ond it
requirementa.

In online chopping, o variety of marketing ¢honnels ic
inéreacing, oo the ¢omplexity of ¢onoumer purchoocing
behavior ic iné¢reacing (Cooglon et al., 2001).Concumerc
tend to reloote omong e-¢honnelc when purchacing
products, moinly due to the high finonéiol, cecurity ond
funétional rickc of the Internet (Lee, 2009). Ac a recult,
ele¢troni¢ retailerc oet up their morketing otrotegies ond
fous on reduding product rickc ond Internet vendorc
(Chi¢ooke ond Fletcher, 2010; Chiu et al., 2011). However,
ithoonot been yet explored the effe¢t of morketing otrotegiec
on obcerved rickc with regord to productc ond online
¢honnelo(Papos, 2016).

Perceived Risks

The internet aitechave developed in the lact yeors. However,
ot the come time with the development of their uocing,
¢oncernc about the rick of ucing thece ditec aloo developed.
Previoucctudiechave chown thot the membercof thece aites
are cubject to malware, opom, phiching, theft of information
ond ¢ontent modification ond may experienée emotional
dictrecoor damoge to reputation. It hacbeen reported o lorge
number of ucer a¢éounto for memberc of Internet citec that
have been ottacked in the poot (Sc¢hroeder, 2010).The
privacy of cite memberc hao alco alwoyc been a ¢hallenge,
ond when information ic dictloced, they may be obuced to
horooo, extort, ond dichonor the individualo reputation (Row
ond Sochil, 2013).

Producét elemento that play on importont role in ¢oncumer
pur¢hoocing decicions are price ond quolity (Sonchez et al.,
20006);in termo of price, with the inéreace in produdt value,
the rickc obcerved in purchocing produét olco incéreoce
(Dowling, 1999).The qualitative oopeétc of o product
determine ito volue on the ultimote preferenée (Sonchez et
al., 2006).Quolity ic acoocioted with performonce rick ond
involvecapotential flaw in aproduét to meet performonce or
quality needo(Kiong et al., 2011).The literature on truct cnd
rick ic limited for come reocon. Firet, thece ctudiec 610 not
provide a ¢lear peréeption of fouctors and rick factors ond
failed to identify ond dictinguich the underlying rick foctora.
Exéept for Shin, the moct of the previouc ctudiec thot hove
¢onaidered privacy, are ctill ignoring the rickcond dongercof
¢yberérime ottocks(Row ond Suail, 2013).The rickoofucing
the cite lead to the memberas’ lack of confidence in the uce of
network cervicecond cubsequently reduce or not to uce the
aite. New knowledge in thic field will ollow cervice
providerc to develop otrategies ond mechomiomo that will
lead to the development of ucing the aite. Shin exomined the
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impoct of cecurity ond privacy on Internet oitec ond
dictovered their effectc on admicoion potternc, Quinn
theorized the potentiol impoct of cocial influenées ond
privacy ¢onéerncon oféeptonce of cerviceoby ucerc. (Row
ond Suail, 2013).

Peréeived rick bringo the good or bad emotionc that maoy
affe¢t beliefo, ottitudec ond behavioral intentions (Paolo
2003).Mony ctudiechave indicated thot peréeived rick iclike
o multi-dimencional ctruéture that divide rick faétors into
oub-cections, they together reprecent the overoll rick
acoociated with the purchoce of o produét or cervi¢e (Roic-
Moffe et ol., 2009).Thece in¢lude the ricko of performance,
time, privocy ond finonéiol. Cunninghom et ol. (2005) found
that peréeived rick hoo o negative effe¢t on bookingo ond
online pur¢hooing the tickets of cirline componies. Lopez
ond Molina (2008) and Giffen et al. (2003) oloo ctate thot
perceived rick affec¢to cuctomer behavior ond tendency to
pur¢hace the Internet ond oo the peréeived riok ic higher,
there icleaslikelihood acuctomer pur¢hoceconline.

Intention to Purchase

Internet chopping ic referred to oo o oet of motiveg,
behaviors, mec¢honiomo ond proc¢ecses through which the
¢uatomer purchoces the goodo they need ucing electronié
networko. Internet chopping ic a growing phenomenon
oaround the world, eopeciolly in countriec where the
nececory Internet infractructure hoo been ¢reated (Chu et
al., 2006).Internet chopping intent ic on importont vorioble
that determinecthe finol purc¢hace behavior. It evaluatecthe
¢riteria in¢luding the quality of the Internet bagce, the cearch
for informotion ond product evoluation by the ¢uctomer
(Pdar et ol., 2009). In foct, the intention of Internet
purc¢hooing refleétc the willingness of the ¢uctomer to
pur¢hace through the Internet cite. Poot recear¢h hoo
identified the otimulating foétors of online purchoocing
intent. A comple of them ic o ctudy done by Loie ond Liong
(2000) ond indicated thot Cuctomerc have a tendency to
purchoce on the internet when the Internet culesaite providec
deairoble funétioncouch acproduct cotologs, cearch engine,
chopping ¢omparicon, price liat, ele¢troni¢ poyment (Liong
ond Laie, 2002).

On the other hond, when there icariok, the level of ¢oncumer
¢onfidence will be adviaed to the courcecof information ond
reCcommendationc ond the reviewed Coacec will affeét the
finol decicion obout their pur¢hace (Wong & Chong, 2013).
Beéouce reducing the finonéiol ond finoncial performonce
rickc will lead to potentiol purc¢hoces (Suwylok et ol.,
2011).In addition, the quality ond quontity of information
will have on impact on concumer purc¢hocing intent (Pork et
al., 2007).At the moment, retoilerc 3o not juct encouroge
¢onoumercto uce retoil webaites, but olco on the conoumer
motivation to repeat their purchocesthrough these ¢honnelo
(Chuetal.,2012).
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Trust

Rouceou et ol. (1998) define the truct oo o poychological
otote, which ic formed ac o multifaceted otruéture of two
éognitive ond emotional dimencionc (Johnoon & Gorricon,
2005).Sir Simkh et ol. (2002) have defined the truct ac the
¢onoumer expectationo of the performonce of the ctore, itc
products, ond how much o ¢uctomer ¢on encure the promice
of the atore. Of ¢ource, in morketing relotionchipg, truct ica
rioky behavior ainée the troncuctionomaoy not be baced on the
rightneoo. Truct in a relotionchip reducec dependency riokc
ond dependoon the level of unéertointy, the appropriatenecos
of information for dec¢icion-moking, the obility to predict
decicion out¢omea, ond the acouronée of decicion-moking.
Mony otudies, cu¢h ac the onec done by Cheng ond Lee
(2001), Kritt et ol. (2003), Flowin et al. (2005), Giffen et al.
(2003), Joronpa et ol. (2000) concluded that the truct
negatively affe¢toperceived rick ond intendcto purchoce. In
the following, it icdicCucmed the hypothecec ond theoreticol
model of the recearch.

Conceptual Model of Research
Research hypotheses

1. The produ¢t morketing otrotegy hoo o direét ond
negoative impact on the produét price riok.

2. The produét marketing otrategy hoc o direct ond
negative impoact on the product quality rick.

3. The vendor marketing ctrategy haca direct ond negotive
impoct on the vendor'cquoality rick.

4. The vendor morketing atrotegy hocadirect ond negotive
impoct on the vendor'ccoeéurity riok.

5. The product price rick hooa dire¢t ond negotive impoct
on ¢onoumer ¢onfidence in the product.

6. The produét quality rick hoo o direét ond negotive
impoct on conoumer ¢onfidenée in the product.

7. The product quality rick haca direét ond poaitive impact
on product pri¢e riok.

8. The produdt quality rick haca direét ond poaitive impoct
on vendor quality rick.

9. The vendor quality rick hoo a direét ond negative effeét
on ¢onoumer ¢onfidence to the vendor.

10. The vendor quality rick hac a direct ond negotive effect
on the vendor cedurity rick.

11. The vendor cecurity rick haca dire¢t ond negative effect
on ¢onoumer ¢onfidence to the vendor.

12. Conoumer ¢onfidenée in the product hoo o direct ond
poaitive effeét on pur¢hooing intent.

13. Conoumer ¢onfidence to the vendor hoo o direét and
poaitive effeét on pur¢hoocing intent.

Figure 1: Conceptual Model of Research

Product Price
Risk
Consumer
Product confidence in
Marketing the product
Strategy
ProductQua
lity
Purchasing
l Intent
Vendor Vend Consumer
. endor
marketing quatity risk confidence to
strategy d the vendor
Vendor
security risk

Research Methodology

The precent otudy ic the decCriptive type in termo of the
purpoce. The cotaticticol community of receorch includec
online ¢uctomerc in Tehron. A total of 400 quectionnairec
were ¢olleéted from recpondents. A ctondord quectionnoire
woo uced to meaoure the voriobles of the receorch. The
quectionnaire of thicrecearch hacbeen gathered in percon.
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40 people from the population were oceleéted ond o
quectionnoire wooprovided to them in order to determine the
reliability of the quectionnaires. Cronbac¢h'c alpha method
woouced to determine the reliobility of the quedtionnoire ond
the alpha volue wac 0.89.Therefore, it ¢on be cuid thot the
quectionnaire hoo acééeptoble otobility ond reliobility. In
Table 1, the Cronbac¢h'c alpha Coefficient ic given for each
variable.
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Table 1: Cronbach's alpha coefficient

Variable Number of questions Cronbach's alpha
Product Marketing Strategy 1-5 0.78
Vendor marketing strategy 6-10 0.81
Product Price Risk 11-13 0.75
Product Quality Risk 14-16 0.77
Vendor quality risk 17-25 0.86
Vendor security risk 26-30 0.77
Consumer confidence in product 31-34 0.77
Consumer confidence in vendor 35-38 0.74
Purchasing intent 39-41 0.75

The quectionnoire woo provided by ceveral expertc ond
profecoorcfor meacuring the ¢ontent validity, ond acéording
to their opiniong, content volidity woc oooeced ond
nececoory chongeowere made. Faétor onolycictect ond SPSS

ooftware were uced to aceco the otructure volidity. The
evoluation indi¢es in thic teat are Kaicer-Mayer-Olkin
(KMO) ond Bartlett's cignificont level. The reaults of thic
teat ore precented in Toble 2.

Table 2. The results of factor analysis for structure validity of the research variables

Variable KMO criterion Bartlett's criterion

Product Marketing Strategy 0.751 0.00

Vendor marketing strategy 0.762 0.00

Product Price Risk 0.775 0.00

Product Quality Risk 0.743 0.00

Vendor quality risk 0.758 0.00

Vendor security risk 0.743 0.00

Consumer confidence in product 0.744 0.00

Consumer confidence in vendor 0.793 0.00

Purchasing intent 0.728 0.00
Bartlett'saignifi¢onée level chould be lesothon 5% in order ~ Data Analysis

to ¢onfirm the otruéture validity, ond volueo of more thon .
Demographic Results

50% are acéeptable for Koicer-Mayer-Olkin (KMO).The
mentioned indi¢ecwere meaoured for receorch vorioblesond
according to the obtoined volueg, validity of the ctructure
variobles wao ¢onfirmed. In thic recearéh, leact minor
aquarecs method ond Smort PLS coftware have been uced to
exomine ond tect the conéeptual model. Modeling atructural
equationc help the recearcher to teat a theoretiCal model
¢ompoced of various componenta, both in generol ond in o
pre¢ice way (Noomi ond Mozhari, 2014).

Table 3. The results of descri

Before onalyzing ctoticti¢ol doto, it ionececoury to dectribe
thic datain order to better underctond the nature of the
¢ommunity thot hoobeen ctudied ond be¢ome more fomilior
with the recearch varioblea. In thic ctudy, 257 men (64.2%)
ond 143 women (35.8%) portic¢ipoted in the otudy.Other
demogrophic¢ dataare precented in Toble 3.

tive statistics of the research

Variable Domain Numbers Percentage
Gender Male 257 64.2
Female 143 35.8
Marital status Married 231 57.78
Single 169 42.22
Education level Under diploma 38 9.5
Diploma 62 15.5
Associate degree and 212 53.00
Bachelor

www.pbr.co.in
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Correlation coefficients and statistics of the research
variables

The relationchip among the recear¢h voricbles ond
¢orrelation coeffi¢ientc omong them, meon ond otondord
deviationo of voriobles are precented in Toble 4.Toble 4
precents Pearcon ¢orrelation ¢oefficients for examining the
relationchip among the hidden variobles in two to two. On
the moin diometer of thicmotrix, number 1 ioploaced, in cuch
woy that eac¢h variable ic ¢ompletely Correlated with itcelf.
The poditive Coeffi¢ient indicates o poacitive ond direct
relationchip between two variobles ond the negotive

¢oeffi¢ient indicatec o negative ond cignifiCont relotionchip
between two varioblec.

The lact two ¢olumnc of thic toble precent decCriptive
indiceq, if the meon volue icabove 3, then it ¢on be coid that
the varioble ic evaluoted obove the overoge from the
reopondentd view ond if the meon volue obtoined for the
ocumple icbelow 3, it ¢on be cuid that the varioble icevoluoted
below the averoge from the viewer's view. The findingo
indicate thot there ic o deairoble cuticfoction of oll recearch
varioblecamong the recpondenta.

Table 4: Correlation coefficients among variables, mean and standard deviation

1 2 3 4 5 6 7 8 9
1 Product 1
Marketing
Strategy
2 Vendor 0.44 1
marketing
strategy
3 Product 0.42 0.59 1
Price Risk
4 Product 0.49 0.66 0.54 1
quality
Risk
5 Vendor 0.81 0.77 0.75 0.78 1
quality
risk
6 Vendor 0.61 0.77 0.55 0.73 0.64 1
security
risk
7 Consumer 0.59 0.71 0.59 0.58 0.62 0.66 1
confidence
in product
8 Consumer 0.85 0.54 0.73 0.69 0.74 0.73 0.72 1
confidence
to vendor
Purchasing 0.61 0.59 0.55 0.63 0.79 0.76 0.66 0.69 1
Intent
AVE 0.67 0.71 0.73 0.79 0.75 0.76 0.74 0.77 0.71
CR 0.81 0.79 0.80 0.75 0.81 0.76 0.73 0.74 0.73
MEAN 3.459 3.012 2.896 3.012 3.789 3.841 3.963 3.874 3971
SD 0.995 0.957 1.058 1.057 0.825 0.743 0.723 0.851 0.865

Validation of the research model using confirmatory
factor analysis and structural equations

Figure 2 ond Figure 3 illuctrote the model of otructural
equationc in the ectimotion of otomdord Coefficients. All
variobles in thic model are ¢lacuified in two hidden ond
expli¢it groupc. The expli¢it (rectonglec) or obcerved
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varioblec are directly meacured by the recearcher, while the
unobaerved (ellipee) varioblesore not meaoured directly; but
they are deduced from the relationchipo or Correlationo
omong the meooured voriobles. Lotent voriablecreprecent o
aeriecof theoretical atructures, cuc¢h asobatract conceptothot
are not directly viaible ond are ¢reated ond obcerved through
other obcerved vorioblea,
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Figure 2. The main model of research in the form of significant coefficients (t-value)
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Results of the research hypotheses

According to figureoc 2 ond 3, the effect of the product
marketing otrategy on product price riok i6-0.223 with o t-
value of 6.248.The effect of product morketing ctrotegy on
product quality rick haoa path ¢oeffic¢ient of 0.527, with at-
volue 0f3.988.

Vendor morketing otrategy for the vendor quality rick hoo o
poth ¢oefficient of -0.253with t-value of -3.632.The vendor
morketing otrategy for vendor ceCurity rick hoo o poth

Table 5. Summary of research hypotheses

Coeffic¢ient of -0.246 with a t-volue of - 4.123.The effect of
the product price rick on concumer ¢onfidence in the product
hac o path ¢oefficient of -0.526 with at-value of -3.406.The
effect of the product quality rick on the produét price rick hoo
o poth ¢oeffi¢ient of 0.751 with o t-value of 1.978.Thic
hypothecichaonot been opproves in view of the fact thot the
aignificont number haonot been given in the opecified ronge.
A oummory of the hypotheces ic ¢ompletely precented
following toble.

Hypothesis Hypothesis Path t-statistics Significance Result of
number From To coefficient level hypothesis
1 Product Product -0.223 -6.248 <0.01 confirmed
Marketing Price Risk
Strategy
2 Product product -0.527 -3.998 <0.01 confirmed
Marketing quality Risk
Strategy
3 Vendor vendor -0.253 -3.632 <0.01 confirmed
marketing quality Risk
strategy
4 Vendor vendor -0.246 -4.123 <0.01 confirmed
marketing | security Risk
strategy
5 Product Consumer -0.229 -6.054 <0.05 confirmed
Price Risk confidence
in product
6 Product Consumer -0.526 -3.406 <0.01 confirmed
quality Risk | confidence
in product
7 Product Product 0..751 1.978 Non-
quality Risk Price Risk confirmed
8 Product Vendor 0.100 1.652 Non-
quality Risk | quality risk confirmed
9 Vendor Consumer -0.553 -8.393 <0.01 confirmed
quality risk confidence
to vendor
10 Vendor Vendor -0.187 -1.497 Non-
quality risk | security risk confirmed
1 Vendor Consumer -0.426 -2.446 <0.05 confirmed
quality risk confidence
to vendor
12 Consumer Purchasing 0.379 8.670 <0.01 confirmed
confidence intent
to product
13 Consumer Purchasing 0.300 8.028 <0.01 confirmed
confidence intent
to vendor
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General Model Fitting

In the output of the PLS coftware for fitting the model, GOF
index, multipli¢otion cquare of two meon volues of the
chared ond averoge coeffic¢ients ic determined to be 0.01,
0.25 ond 0.36, regpectively, oo otrong, averoge ond weok.In
thic atudy, ito value wac 0.22, which indic¢atec the fitting of
the model.

GOF = J(cmmnuna.!:’:}'] % (R square)
Conclusion

Thic recearch hao been c¢onducted among the online
¢uctomerc in Iran. By onalyzing the collected
quectionnoaires, it woo determined thot ten of the thirteen
hypothecec were confirmed. In the firet ond cecond
hypotheceg, it wosfound thot the product morketing otrategy
hoo a direét ond negotive impact on the price ond product
rick. Thic recult ic oimilar to the recult of o ctudy done by
Popoo (2016) that ¢oncluded oo Internet componiec decign
their morketing otrategy more occurately, pri¢ing riokc ond
product quality goec oppoaite. Hojipour et ol. (2012) alco
found that oo the morketing otrotegy of the produétc
inéreoces, the marketing ¢opobility inéreacecond the rick of
producto will be indirectly reduced. In the third ond fourth
hypotheces of the recearch, it woo found that the vendor'c
morketing otrategy haoo o direc¢t ond negative effect on the
vendor'c quolity ond ceéurity rick. The amount of path
Coeffi¢ient refle¢tc the greater impoét of otrategy
development on the peréeived quality of ¢yber otorec ond
reduceacthe riok for thece otorec. Thicreoult icaimilor to the
reaultoof the otudy done by Papac(2016), Noemi ond Amini
Sabegh (2016). The hypothecses of five ond acix of otudy
exomined the impact of price ond product rick on concumer
¢onfidenée in the product. The path Coeffic¢ient of the
negative impoct of product price rick on c¢onocumer
¢onfidence wac-0.229 and the impact of produét quality rick
on c¢onoumer c¢onfidenée woc -0.526.In Popac (2016)
recearch, the path coefficient woo -0.247 ond -0.352,
reopectively. Theoe recultcindicated the negative impact of
riock on ¢uctomer ¢onfidence. In thic recearch, it hao been
reviewed the hypotheaes of the negative impact of product
quolity rick on produét pric¢e rick ond vendor rick, which
have not been ¢onfirmed. Popos (2016) hoo indicoted the
relationchip among thece variobles in hic recear¢h. Thic
difference con be ottributed to the Jdemogrophié
¢horocteriaticc of environmental ond ototicticol comple
memberc. It cuggeots thot other faétorc offecting produdt
price rick, exéept the product rick, ac well ac other foctorg,
affeét the vendor quality rick, excéept the produét quality
rick. Underctonding thece foactorc requires onother
¢omprehenaive otudy. The ninth hypotheaic of the recearch
indic¢ated that the vendor quoality hoo a negotive impact on
the ¢onoumer ¢onfidence in the vendor. Thicreoult icoimilor
to the reaultc of ctudiec done by Papooc (2016), Nohimi,
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Amini Sobegh (2016), Haddin et ol. (2014), Bohroin Zodeh
ond Zioee (2012). Thicreoult icin line with the recear¢h thot
indic¢atec the importonée of cEonaidering the rick in
¢yberagpoce; the actioncof theae componiecchould be cimed
ot reducing the rick to the ctorecin order to in¢reace the truct
of ¢ustomerc. The tenth hypotheaic of thic ctudy, which
exominec the negotive impoct of vendor quality rick on
vendor cecurity rick, woaonot ¢onfirmed. Thic concluaion ic
not oimilor to the recult of the ctudy done by Papos (2016)
poper; in the recearch, the poaitive relationchip among the
variobles hac been ¢onfirmed. Therefore, a¢¢ording to the
recultc obtoined, further recearch ic required to invectigate
thichypothecic. An examinotion of the eleventh hypothecic
hacoloo indicated thot the vendor quality rick hasanegotive
impact on ¢oncumer ¢onfidence. Thicreoult icoimilor to the
reaultc of the atudies done by Popos (2016), Noemi, Amini
Sabegh (2016), Hoddin et ol. (2014).Therefore, it ic
ouggeated thot thece ¢omponieo deliver ond packoge the
goodoin ac¢cordonce with cuctomers'demondc ond increoce
the ¢uctomer ¢onfidence by reducing the rick. The thirteenth
ond twelfth hypotheses of the recearch, invectigote the
impact of ¢onoumer Confidenée on the produét ond the
vendor, whooe poaitive impact on the ¢uctomer puréhacing
intent hoobeen ¢onfirmed. Thichypothesichacbeen ctudied
in mony receor¢hes. Said Ardokoni ond Johonbozi (2015)
found that ¢uctomer ¢onfidenée in offline opace olco hooon
impoct on their pur¢hoocing intent. In ¢yberopace, thicreoult
icoimilor to the recultoof the ctudiecdone by Sonayeieet al.
(2010), Papac (2016), Ghazizodeh et al. (2011), Noemi ond
Amini Sobegh (2016), Kim oand Pork (2010), Yoomin (2011)
ond Moo (2010). Therefore, componiecCon inéreace the truct
of'their cuctomercby doing comething like providing quality
cerviceg, electroni¢ brondoond ¢onasequently, inéreace their
pur¢hooing intent.
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