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Abstract:  
To study the influence of Perceived cost, risk, convenience and enjoyment on 
online consumer purchases. Being more convenient online shopping seems 
painless compared to in store shopping, why consumers are still reluctant to shop 
online?.A sample of 220 questionnaires was filled from different departments at 
University of Sargodha. Respondents were asked to fill the questionnaire based on 
four factors (Perceived cost, Perceived risk, Perceived convenience, Perceived 
enjoyment), there were 2 general questions. Out of 220, 207 questionnaires were 
returned. One sample test is applied in this study to check the reliability of 
independent variables. Analysis was also done on basis of gender and their ages. 
The most important factor out of four, which can persuade the customer's online 
buying decision, is delivery cost for purchased items and it has negative relationship 
with dependent variable, moreover perceived risk has also negative relationship 
with dependent one. Perceived convenience and Perceived enjoyment has positive 
relationship with online shopping preference. As online shopping is easier to do but 
due to extra delivery cost and risk factors consumers do not adopt online shopping 
and these factors should be minimized to promote online shopping. Online 
shopping should be promoted and to gain the consumer confidence, delivery cost 
and risk factor should be minimized. As online shopping is easier to do as 
compared to offline shopping but people still reluctant to use internet for online 
shopping, so to promote online shopping delivery cost and risk factor should be 
minimized to gain consumers attraction and confidence. People want to experience 
online shopping but it won’t be promoted until delivery cost and perceived risk 
factors be reduced. A little work has been done on exploring the factors that 
influence the online buying decision. These factors are called situational factors and 
include delivery charges, risk factors, convenience factors and enjoyment factors. In 
Pakistan consumers are not too much affiliated to online shopping as compared to 
European countries and not too much researches have been done related to online 
shopping in Pakistan , so this research been conducted to promote online 
shopping. 
Keywords: internet shopping, consumer shopping choice, customer behavior. 
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Introduction 
Grocery shopping has been 

considered as full of stress and as a 
burden (Aylott and Mitchell, 1998). 
Many studies found that people used to 
do grocery shopping but also affiliated 
with stress and burden during shopping. 
Online shopping is easier to do as 
compared to grocery shopping but due 
to number of factors involved in online 
shopping, people prefer to do grocery 
shopping. Surprisingly it is found that 
the adoption of online shopping has 
been minimized than grocery shopping.  

It is clearly that delivery charges 
are only one of the possible reason why 
a majority of customers still hesitate to 
do online shopping as compared to 
grocery shopping, other reasons may 
include security and privacy factor 
(Maignan and Lukas, 1997; Miyazaki 
and Fernandez, 2001). A study 
conducted by PricewaterhouseCoopers 
found that in US the internet websites 
gain only 1 percent of online consumers 
in one month which shows the reluctant 
trend of consumers towards online 
grocery shopping. Only 7 percent of 
respondents having online shopping 
experience admit that they do half of 
their shopping online, otherwise most of 
them admit that they do it very little or 
not ( Pastore, 2000 ). Similarly in UK, 
the expenses for online shopping are 
calculated for only 0.4 percent of the 
whole £95 billion UK grocery market 
(Peppers and Roggers, 2001).  

 Many of the studies suggested that 
consumers hesitate to shop online due 
to risk factors or we can say that they 
are doubtful about the products to be 
delivered by online shopping. Many of 
them are not having internet facilities to 
experience online shopping, as online 
shopping is more convenient to do as 
compared to grocery shopping but cost 
factors, risk factors, convenience 
factors, enjoyment factors are the main 
attributes which force the consumers 
not to do online shopping ( as we 

discussed all these attributes in detail in 
our research ).  

This study emphasize on factors by 
which consumers hesitate to do online 
shopping as compared to grocery 
shopping. In our study the main focus is 
on delivery charges cost and three other 
factors which are Perceived risk, 
Perceived Convenience, Perceived 
Enjoyment.  While data gathering we 
asked from respondents through cross 
questioning that why do you hesitate 
most to shop online? Many of them 
responded that they have no access to 
internet and delivery charges and risk 
factors are also the main reasons. From 
people response we observed that they 
want to experience online shopping but 
due to some main reasons (as 
discussed in earlier paragraph) they 
prefer to do grocery shopping. 

In Pakistan the trend of online 
buying and selling is very low as 
compared to U.S or UK, though in 
foreign countries the trend of online 
shopping is also unfavorable but much 
better as compared to Pakistan. The 
questionnaires of our research have 
been utilized from the study conducted 
by (Yan Huang and Harmeen Oppewal, 
2006) in England. We conducted this 
research to know the reasons for 
consumer’s hesitation regarding online 
shopping in Pakistan, from different 
articles published at websites we came 
to know that consumers are also 
unaware about online shopping 
methods and after that they are also 
worry about extra costs of online 
shopping and risk factors. 

According to Lohse and spiller, 
consumers prefer to choose a product 
in online shopping by cyber 
appearance, which includes: image of 
that product, appearance of the product, 
it’s size, manufacturing company worth, 
price factor and how reliable they are ( 
Lohse and Spiller, 1998, 

Kolesar and Galbraith,2000). Shop 
online is just like to present anything on 
paper because consumers can not 
touch or smell the items in both cases 
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(Spiller and Lohse, 1997). So it depends 
on the consumers that how they interact 
or use computers and what are the 
factors for consumer’s satisfaction in 
online shopping (Hoque and Lohse, 
1999: Griffith et al, 2001). Many of the 
studies which have been already 
conducted found that consumer’s 
preference is also the website from 
which they are purchasing online 
(Jarvenpaa and Todd, 1997, Szymanski 
and Hise, 2000: Griffith et al, 2001). 

At the end we would suggest that 
the factors which were discussed in 
previous paragraphs should be focused 
and awareness should be created 
regarding online shopping and 
obviously online shopping is easier to 
do as compared to offline shopping and 
people want to experience it too but due 
to lack of awareness and risk factors 
and leakage of personal information, 
people are reluctant to do online 
shopping. 

 
Literature review: 
The conceptual model that we 

suggest and test in this research is 
shown in Fig 1.As shown in the figure 
we determine four factors (Perceived 
Cost, Perceived Risk, Perceived 
Convenience, and Perceived 
Enjoyment) as these factors play an 
important role in customer shopping 
behavior. Factors which we discussed 
in our research are given below: 

 
Perceived Cost: 
According to (Bell et al., 1998) in 

the current research cost factors are 
those deals with the difference in 
monetary cost behold by consumers 
when analyzing online and in-store 
grocery shopping. Here shopping costs 
accommodate both fixed and variable 
costs, labeling fixed costs as tour or trip 
costs affiliated with the factor to visit a 
store and a customer built-in first choice 
& momentous faithfulness. If we do 
compare Perceived Cost with online 
shopping preference, we concluded that 
the perceived costs of online shopping 

preference will close to the ground or 
we can say lower, as compared to the 
perceived costs of grocery shopping. 

 
H1: Online shopping preference 

is influenced by Perceived Cost. 
 
Perceived risk: 
 In 1994, (Dowling and Staelin) 

define Perceived Risk as “Perceived 
Risk is the purchaser insight of 
unpredictability or we can say 
changeableness regarding unfavorable 
outcomes of products and services. In 
online shopping couple of risks are 
involved which consumers perceive in 
his mind like misuse of credit card data 
or misuse of personal data ,Perceived 
Risk also include if product or service 
does not perform in that manner which 
was expected (Horton, 1976). According 
to Forsythe and Shi (2003) product 
performance risk is the most important 
constraint to do online shopping. 
Perceived product performance risk will 
change with purchase goals and 
engaged usage of products (Dowling 
and Staelin,1994). If we do compare 
Risk factor with online shopping 
preference we concluded that, 
perceived risk of online shopping would 
be greater as compared to grocery 
shopping. Perceived Risk is not one 
dimensional as it involves couple of 
risks involved, for instance, Perceived 
Product Risk (Geuens et al., 2003), 
Perceived societal risk, (Venkatesh and 
Davis, 2000), Perceived 
Businessperson risk (Cheung and Lee, 
2000; Lim, 2003) and Perceived 
Technological risk (Lim, 2003). 
According to ( Miyazaki and Fernandez, 
2001) studies found that consumers 
perceived risk is dramatically larger in 
online shopping as compared to offline 
shopping or we can say grocery 
shopping and that perceived risk are 
considered to be barriers for online 
shopping (Cho, 2004; Forsythe and Shi, 
2003). The notion for Perceived Risk 
identifies customers has a feeling of 
Psychological ambiguity when they can 
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not percept the result of a purchase 
decision (Bauer, 1906. Cox (1976) 
Studies found that Perceived Risks 
come from the customers ambiguity 
regarding purchasing decision and that 
can not satisfy their needs & what they 
wanted to be. According to (den Poel 
and Leunis (1999) 

perceived risks affiliated with online 
business person are negatively 
associated with the consent to choose 
online shopping. 

 
H2: Online shopping preference 

is influenced by Perceived Risk. 
 
Perceived Convenience: 
According to (Aylott and Mitchell, 

1998; Cassill et al., 1997) Perceived 
Convenience includes psychological 
cost and other sorts of non-monetary 
costs like we can say time, effort and 
stress, moreover it can be defined in 
this manner too, Perceived convenience 
can be defined as a reduction of the 
opportunity costs of effort and time 
considered for shopping activities. The 
perceived convenience of online 
shopping will be greater as compared to 
grocery shopping. According to (Davis, 
1989, p. 320) Perceived convenience 
means the level of satisfaction which a 
consumer receives from a particular 
system and it would be free of any 
hurdle. 

 

H3 Online shopping preference 
is influenced by Perceived 
Convenience. 

 
Perceived Enjoyment: 
According to (Beatty and Ferrel, 

1998) Perceived Enjoyment is the 
happiness or zest which a person 
receives from the shopping process. 
Offline shopping has long been 
considered as a stress or stint (Geuens 
et al., 2003; Aylott and Mitchell, 1998) 
but sometimes it shows that people love 
to do grocery shopping instead of online 
shopping (Prus, 1991; Smith and 
Dickinson, 1994). According to 
(Freeman et al, 1999) technology factor 
boost the consumers to do online 
shopping as compared to grocery 
shopping. If we do compare Perceived 
Enjoyment factor with Online shopping 
preference, we concluded that 
Perceived enjoyment of online shopping 
is greater than perceived enjoyment of 
in-store grocery shopping. According to 
(Davis et al, 1992) Perceived enjoyment 
is “the degree to which the activity of 
using computer is notice to be enjoyable 
I its own right, apart from any 
enforcement reaction that may be 
predicted. 

 
H4 Online shopping preference 

is influenced by Perceived 
Enjoyment. 

 
Theoretical framework 

 

 
Figure 1. Research Model 
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Research methodology and 

analysis 
 
Sample: 
This research has been carried out 

to find out the reasons that why 
consumers hesitate to shop online as 
compared to grocery shopping. For this 
purpose a sample of 220 
Questionnaires was filled from 
University of Sargodha which is one of 
the notable universities of Pakistan. The 
questionnaires were filled from the 
students of different departments in 
Sargodha University. The 
questionnaires related to such question 
which differentiate the online shopping 
and grocery shopping, the students 
were asked to answer the questions 
according to their taste. From a total of 
220 questionnaires, 207 completely 
filled questionnaires were returned, 6 
questionnaires were lost during the 
process and the remaining 7 were 
wrongly filled. For conducting this study 
the main focus was to know the reasons 
that why consumers hesitate to shop 
online and we had also done a cross 
questioning to respondents related to 
grocery shopping and online shopping. 
The questionnaires were filled in month 
of April 2011. The questionnaires were 
filled from 107 male and 100 female 
respondents. 

 
Scale: 

The questionnaire was developed 
on the bases of literature review, 4 
independent variables have been used 
Perceived Cost, Perceived Risk, 
Perceived Convenience, Perceived 
Enjoyment. Perceived cost having 1 
question, Perceived risk having 5 items, 
Perceived convenience having 6 items 
and Perceived enjoyment having 3 
items. Theoretical frame work has been 
established on the bases of other 
studies Perceived Conveniences from 
(Anonymous, 2001; Clarke, 2000), 
Perceived Risk from (Forsythe and Shi, 
2003; Mitchell, 1999). Perceived 
Convenience from (Aylott and Mitchell, 
1998; Cassill et al., 1997), Perceived 
Enjoyment from (Arnold and Reynolds, 
2003; ).. 2 questions were about 
general information as age and gender.  
The five points Likert scale was used 
ranging from Strongly Disagree to 
Strongly Agree. Descriptive statistics 
and the comparison of mean have been 
used to study the response of the 
sample. 

 
Analysis 
The comparison of means after 

processing by SPSS software is 
transformed as follows for analysis. 

 
Frequency Table 
Frequency tables provide 

information about Gender, Age with 
respect to the frequency of the 
responses. 

 
Table 1 

Gender of the respondent: 
 Frequency 

Male 107 
Female 100 
Total 207 

 
Table1 the table above shows that 107 
respondents were male which were 
51.69 % of the Statistical investigation 

and 100 respondents were female 
which 48.30 % of the statistical 
Investigations. 
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Table 2 
Age of the respondent 

 Frequency 
17-19 67 
20-22 132 
23-Years above 8 
Total 207 

 
Table2. the table above shows that 

67 respondents lies b/w 17-19 that is 
the 32.36 % of the observations, 132 
b/w 20-22 that is the 63.76 % of the 
observations, 8 b/w 23-Years above 
that is 3.86%. 

 
Table 2 shows that respondents 

are organized according to their 
problems. Observing the respondents 
means in the above table reveal that 
consumers are not interested in online 
shopping due to high perceived cost 
(mean:3.5411)e.g. extra shipping and 
delivery charges, they should minimize 
the extra cost to pursue the consumers 
for online shopping , after that perceived 
risk (mean = 3.2773) is the second 
biggest reason for hesitation to shop 
online i.e. respondents are agreed that 
high perceived risk is a barrier in their 
online shopping therefore the owners of 
online business should minimize the risk 
that is involved like safety of credit card 
data, quality of product delivered, 
personal data  etc.  and the mean of  
perceived convenience is ( 2.7625) i.e. 
respondents did not give much 
importance to this factor, they  are 
neither agree nor disagree with this 
factor , so perceived convenience  is 
less reason in online shopping. 
perceived enjoyment is again a big 
reason for consumer hesitation in online 
shopping because its mean is 3.3333 
i.e. respondents are agreed that they 
lack enjoyment in online shopping while 
in glossary shopping they meet with 
people and do gossips and have fun. 
Therefore the owners of online 

businesses should mostly concentrate 
on cost, risk and enjoyment factors. 

 
In the table 4 means and standard 

deviation of independent variables 
taken by male and female respondents 
are discussed. The number of male 
respondents is 107 and females are 
100.Total respondents are 207.This 
table is briefing that how male and 
female treated with each independent 
variable. In perceived cost, mean of 
female respondents is higher (3.6300) 
which shows that they are agreed that 
high cost is a big reason for hesitation in 
online shopping, so the owners of online 
businesses should reduced the extra 
cost like shipping charges, delivery 
charges etc. to encourage their 
customers. In perceived risk, again the 
mean of female respondents is higher 
(3.3040) which reveals that females are 
not doing online shopping due to high  

 
risk like they think that their 

personal data and credit card data will 
be stolen or quality of product delivered 
will not be  

 
 
good therefore online 

businessmen should concentrate on 
these factors of risk and they should 
make the customers in confidence that 
their data is secured. 

 In perceived convenience mean of 
female respondents is higher (2.8517) 
than male but they did not give much 
importance to this factor because its 
mean value is 2.8517 which means 
neither agree nor disagree, so 
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perceived convenience is not a big 
problem in online shopping for 
customers. In perceived enjoyment the 
mean of male is higher (3.3956) that 
shows that mostly males do not shop 
online because they have no enjoyment 
or fun on website while in glossary 
shopping they meet with strangers and 
friends, interact with others and enjoy. 
The online businessmen should start 
attractive and enjoyable tasks on 
website so that customers are pursued 
to shop online. In above four 
independent variables according to 

male respondents perceived cost is 
main reason for hesitation in online 
shopping (highest mean 3.3979) and 
perceived convenience is less reason 
for hesitation in online shopping (lowest 
mean 2.6791) while according to female 
respondents perceived cost is also a big  
in four factors (highest mean 3.6300) 
and perceived convenience is less 
barrier in online shopping (lowest mean 
2.8517) so the online businessmen 
should mostly focus on extra cost of 
product delivered.

 
 

Table 3  
Descriptive Statistics 

 N Minimum Maximum Mean St-Deviation 
Perceived Cost 207 1.00 5.00 3.5411 1.09589 
Perceived Risk 207 1.00 4.60 3.2773 .68621 
Perceived 
Convenience 

207 1.17 4.67 2.7625 .56729 

Perceived Enjoyment 207 1.67 5.00 3.3333 .64445 
Valid N (list wise) 207     
 

Table 4 
Gender wise means 

What is 
your 
Gender? 

 Per- 
Cost 

Per- 
Risk 

Per-
Convenience 

Per-
Enjoyment 

Male Mean 3.4579 3.2523 2.6791 3.3956 
 N 107 107 107 107 
 St.Deviation 1.17586 .68918 .51635 .66687 
Female Mean 3.6300 3.3040 2.8517 3.2667 
 N 100 100 100 100 
 St.Deviation 1.00156 .68548 .60715 .61591 
Total Mean 3.5411 3.2773 2.7625 3.3333 
 N 207 207 207 207 
 St.Deviation 1.09589 .68621 .56729 .64445 
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Table 5 
Age wise Means 

Your age  
group in 

years 

 Per-  
Cost 

Per-  
Risk 

Per- 
Convenience 

Per- 
Enjoyment 

17-19 Mean 3.5821 3.2209 2.6866 3.3234 
 N 67 67 67 67 
 St-

Deviation 1.10302 .76208 .62934 .62488 

20-22 Mean 3.5379 3.3136 2.8068 3.3308 
 N 132 132 132 132 
 St-

Deviation 1.09409 .65344 .51846 .65705 

23 Years and 
above 

Mean 3.2500 3.1500 2.6667 3.4583 

 N 8 8 8 8 
 St-

Deviation 1.16496 .56315 .77664 .66518 

Total Mean 3.5411 3.2773 2.7625 3.3333 
 N 207 207 207 207 
 St-

Deviation 1.09589 .68621 .56729 .64445 

 
 

Table 6 
One Sample Test 

Test Value = 0                                        

95% Confidence 
Interval of the 

Difference 

 

t df 
Sig. (2-
tailed) 

Mean 
Difference Lower Upper 

Per-cost 46.48
9

206 .000 3.54106 3.390
9

3.6912 

Per-Risk 68.71
3

206 .000 3.27729 3.183
3

3.3713 

Per-
Convince 

57.88
6

206 .000 2.70821 2.616
0

2.8005 

Per-
Enjoyment 

62.70
1

206 .000 3.56039 3.448
4

3.6723 

 
In the table 5, means and standard 

deviation of different age groups are 
discussed. From a total of 207 
respondents, 67 respondents are from 

age group 17-19, 132 from age group 
20-22 and 8 from age group 23years 
and above. In perceived cost, the mean 
of respondents of age group 17-19  is 
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highest from other age groups (mean 
3.5821).In perceived risk, the mean of 
respondents of age group 20-22 is 
highest (mean 3.3136).In perceived 
convenience, the mean of respondents 
of age group 20-22 is highest 
(2.8068).In perceived enjoyment, the 
mean of respondents of age group of 23 
years and above is high(3.4583).The 
respondents of age group 17-19 gave 
much importance to perceived cost than 
other factors because  its mean value is 
high(3.5821) while the respondents of 
age group 20-22 also gave much 
importance to perceived cost since its 
mean value is high among other 
independent variables. And according to 
age group 23 years and above the main 
reason for hesitation in online shopping 
is perceived enjoyment because its 
mean value is high than others 
(3.4583).If we observe the above data 
we will conclude that the main barrier in 
online shopping is perceived cost and 
perceived convenience is less reason 
for hesitation in online shopping 
therefore the online businessmen 
should reduce extra charges in online 
shopping to pursue their customers. 

According to Table 6 the following 
hypothesis were proved. 

H1: Online shopping preference 
is influenced by Perceived Cost. 

Mean value for the variable 
Perceived cost is 3.54106 which are 
highly significant at 0.000 levels. This 
shows that findings of the sample are 
generalizable to the population. 
Therefore we accept H1. 

H2: Online shopping preference 
is influenced by Perceived Risk. 

Mean value for the variable 
Perceived Risk is 3.27729 which are 
also highly significant at 0.000 levels. 
This shows that findings of the sample 
are generalizable to the population. 
Therefore we accept H2. 

H3 Online shopping preference 
is influenced by Perceived 
Convenience. 

Mean value for the variable 
Perceived convenience is 2.70821 

which are also highly significant at 
0.000 level. This shows that findings of 
the sample are generalizable to the 
population. Therefore we reject H3. 

H4 Online shopping preference 
is influenced by Perceived 
Enjoyment. 

Mean value for the variable 
Perceived enjoyment is 3.56039 which 
is also highly significant at 0.000 levels. 
This shows that findings of the sample 
are generalizable to the population. 
Therefore we accept H4. 

 
Conclusion and discussion 
As majority of consumers still 

hesitate to shop online. This study 
conducted to sort out the reasons that 
how delivery charges and three other 
situational factors influence the 
consumers shopping choice. Here one 
thing to be noticed that most of the 
people are also unaware of internet 
usage, so that’s why they prefer to do 
offline shopping. In our study we 
researched on four main factors i.e.: 
Perceived Cost, Perceived Risk, 
Perceived Convenience, and Perceived 
Enjoyment. Among our four variables 
the results shows that most of the 
people are agree with this reason that 
they do not shop online due to extra 
delivery charges like shipping charges, 
extra taxes etc, so we can say that 
delivery cost is the main factor for 
consumers hesitation towards online 
shopping and the mean which we 
calculated for this factor is 3.54106, 
which shows the agree trend towards 
this factor, so those people who are 
doing online businesses must minimize 
delivery charges as in case of delivery 
charges reduction, people can divert to 
online shopping  , similarly  if we 
discuss our second factor; Perceived 
Risk, the results shows that Perceived 
Risk is also the reason that consumers 
are still reluctant to use or regularly use 
internet for grocery shopping. People 
are so much touchy about their personal 
data, credit card information etc, and so 
risk factor act as a barrier for online 
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shopping. The people who are doing 
online businesses, they have to 
introduce such method regarding online 
shopping where customer feel relax and 
safe regarding personal information, 
credit card information etc because if 
purchaser gain the confidence of 
consumers than definitely more people 
will prefer to shop online. So we can say 
that our first two variables (Perceived 
Cost and Perceived Risk) have the 
negative relationship with online 
shopping preference. 

In Pakistan the trend for online 
shopping is very low as compared to 
European countries because to see an 
image of a product on website is just 
like to see an image of anything on 
paper because you can not touch the 
product while online shopping so the 
people are also worried about the 
quality of products delivered, so these 
are the main factors which influence the 
consumers confidence towards online 
shopping. 

As online shopping is easier to do 
as compared to in-store shopping, but 
according to our results, this factor is 
not the main reason for online shopping 
hesitation and the mean value for this 
variable is calculated 2.70821, so we 
can say that delivery charges and risk 

factors play an important role for 
consumer hesitation. While data 
gathering we noticed that consumers 
want satisfaction about products to be 
purchased so that’s why they prefer to 
shop from grocery shops because while 
online shopping they are not clear about 
the quality of products. So we 
concluded that Perceived convenience 
is not an important factor for hesitation 
towards online shopping. 

 Perceived enjoyment is also the 
main reason in our study and from One 
sample Test, the mean value which we 
calculated for this factor is 3.56039, 
which shows that people love to have 
enjoyment factor during shopping and 
most of the people like to meet others, 
physically visit the market for recreation, 
to switch their mood or we can say that 
people do grocery shopping to get rid 
from boredom, but in online shopping 
such factors are not involved and 
definitely lack of enjoyment factor is the 
cause for online shopping hesitation, so 
we suggest all those companies who 
are doing online businesses that to 
capture customer attraction, they must 
add enjoyment factor on their websites 
so that customers would stay on the 
websites and do enjoy while shopping.
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