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Abstract

Engagement in online shopping by specific emerging-market consumers in South Africa is on the rise. Nevertheless, the
online usage rate remains low. Online retailers need to understand the perceived risk factors influencing consumers’
attitudes and intention in relation to online shopping for clothing products. To that end, an online survey was conducted
among emerging-market consumers in Soweto, with 300 respondents being targeted and reached. Convenience sampling
was adopted to collect data from the respondents. An independent research company collected data, and various statistical
analyses were conducted. The findings revealed that perceived financial, convenience and security risks significantly
influenced emerging-market consumers’ attitude towards online shopping. None of the perceived risks were found to
influence consumers’ intention to shop online. The perceived financial, convenience and security risks were found to be
mediated by attitude. The findings are significant for e-commerce merchants seeking to develop targeted online marketing
strategies for emerging-market consumers.
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1. Introduction

The total sales value of the online retail sector in South Africa was estimated at around R30.2 billion in 2020, with the
projection for the total online retail expected at around R42 billion in 2021 (Engineeringnews, 2021). In emerging markets,
substantial growth in online shopping has been witnessed (Do, Nguyen & Nguyen, 2019:1). Emerging-market consumers
in South African townships and informal settlements are vital to the online shopping industry, representing billions of
rand in consumer spending power. However, there is limited research available to help marketers understand consumers’
spending habits, what affects their shopping behaviour, preferred payment methods and forms of marketing
communication messages (Rogerwilco, 2021:1). Online retailers in South Africa have been in operation for at least two
decades, with Kalahari.com being one of the initial online retailers. From 2023, Takealot.com has been the most popular
online retailer, while other prominent players are mainly large traditional retailers that provide alternative outlets for
online sales (Goga, Paelo & Nyamwena 2019:5). A variety of product categories are sold online in South Africa, including
food, furniture, clothing, electronics, toys, movies, alcohol, flowers, cars, houses and accessories. Euromonitor (2017)
identified electronics, television sets, fashion and clothing as being among the fastest-growing consumer categories.
Bizcommunity (2018) identified clothing as the most popular online shopping category in South Africa, accounting for
53 per cent of all purchases, followed by entertainment/education (51%), and tickets (51%). Regardless of the growth,
consumers still perceive some degree of risk when shopping online for clothing. The above statement is confirmed by a
study conducted by Pentz, Du Preez & Swiegers (2020a), in which it was observed that experienced South African online
consumers perceived psychological and social risk when purchasing clothing online, whereas inexperienced South
African online consumers perceived considerable financial and social risk when purchasing clothing online.

Studies investigating perceived risk in shopping behaviour have been conducted globally (Bhatti, Saad & Gbadebo, 2018;
Farhana, Khan & Noor, 2017; Mosunmola, Omotayo & Mayowa, 2018; Tandon, Kiran & Sah, 2018). Studies examining
perceived risks associated with buying clothing online have also been conducted in South Africa (Maziriri & Chuchu,
2017; Pentz, et al, 2020a; Swiegers, 2018). In addition, existing studies have determined which risk factors influence
consumers’ attitude towards online shopping (Aghekyan-Simonian, Forsythe, Kwon & Chattaraman, 2012; Ariffin,
Mohan & Goh, 2018; Nawi, Mamun, Binti Hamsani & Muhayiddin, 2019). However, there are inconsistencies in the
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findings, with some studies measuring general perceived risk and others concentrating on a specific type of risk. Marza,
Idris and Abror (2019:594) state that it is important to examine perceived risk in different contexts and categories, as the
outcomes could differ between various product levels, types and individuals. Bhatti et al (2018) concur and suggest that
more research is needed to investigate perceived risk factors concerning purchasing behaviour in developing countries.
This suggests that different strategies can be adopted by online retailers to reduce perceived risks in online shopping.

Studies have explored various factors to mitigate risk in online shopping: trust (Bhattacharya & Sharma, Gupta. 2021;
Lavuri, Jindal, & Akram, 2022; Qalati, Vela, Li, Dakhan, Hong Thuy, & Merani, 2021), attitude (Bhatti et al, 2018; Tran
& Nguyen, 2022), e-commerce experience (Mofokeng, 2021), demographics (Makhitha & Ngobeni, 2021a), usefulness
and ease of use (Mutahar, Alam, Daud, Alam, Thurasamy, Isaac, & Alam, 2018), brand awareness (Rahmi, Ilyas, Tamsah
& Munir, 2022), website quality (Hsieh & Tsao, 2014), and COVID-19 (Toska, Zeqiri, Ramadani & Ribeiro-Navarrete,
2022). Although research has been conducted to investigate the effect that attitude plays as a mediator in the relationship
between perceived risks and intention to shop online, some of these studies were done from a perspective of developed
nations. Studies that tested this relationship from the perspective of developing nations were conducted in countries
outside Africa, and specifically outside South Africa (Bhatti et al, 2018; Tran & Nguyen, 2022). Kaur and Thakur (2021)
concluded that emerging countries differ in several ways, implying that attitudes and perceived risk factors in online
shopping vary across emerging markets. Smolian (2017) argues for the need to determine consumer attitudes towards
online shopping, stating that such attitudes are determined by their level of trust and the perceived risk of online shopping.
According to Bhattacharya and Sharma (2022), consumer attitude towards and intentions to engage in online shopping
differ by country. It was deemed necessary to determine whether attitude mediates the relationship between perceived
risk and consumer intention to shop online in the case of emerging-market consumers, as Bhatti et al (2018) argue that
perceived risk must be moderated by certain factors to reduce negative impact in online shopping. As a result, the study
sought to gain a better understanding of the risk factors associated with online shopping as perceived by emerging-market
consumers in South Africa, and the mediation role of attitude in the relationship between perceived risk factors and online
shopping intention.

1.1 Theoretical Grounding for the Study

The theory of reasoned action (TRA), developed by Fishbein and Ajzen (1975), has been applied in various studies to
determine consumers’ attitude and online shopping behaviour, and has been proven to be a reliable theoretical basis (Arora
& Aggarwal, 2018; Bhusene, 2018; Tandon et al, 2018). The TRA posits that the behaviour of an individual is an outcome
of a behavioural intention, and that a behavioural intention is dictated by an individual’s attitude and subjective norms
towards a behaviour (Fishbein & Ajzen, 1975).

Behavioural intention is the cognitive reflection of an individual’s willingness to engage in a particular behaviour (Ajzen,
1991). At the same time, a subjective norm refers to that person’s perception of what the social group to which they
belong thinks about engagement or non-engagement in the behaviour (Fishbein & Ajzen, 1975). Whereas attitude is
defined as an individual’s feelings towards carrying out a particular behaviour (Fishbein & Ajzen, 1975), it is also a
positive or negative appraisal of their behaviour. Consequently, perceived risk represents the consumer’s perception that
certain negative effects will result from their purchasing of a product (Pathak & Pathak, 2017). Therefore, the TRA
provides a robust theoretical foundation for investigating the perceived risk factors influencing the attitudes of emerging-
market consumers towards online shopping.

Perceived risk in online shopping

Perceived risk is an important factor affecting consumer decision-making in online shopping (Pappas, 2016; Hong & Yi,
2012). Pham and Ho (2015) state that perceived risk refers to the subjective expectation of loss or sacrifice associated
with using an electronic platform. Consumers, particularly those purchasing clothing, focus on minimising the probability
of loss and maximising the value of their purchase. Khan, Razzaque and Hazrul (2017) confirm this, stating that
performance risk, financial risk, time risk and social risk have a negative influence on consumers’ purchase intention in
respect of luxury goods. Ariffin et al (2018) state that perceived risk has an influence on consumer attitudes, with
Featherman and Wells (2010) having classified online perceived risk into six dimensions, namely financial, psychological,
performance, time/convenience, social and privacy risks. The study investigated five online perceived risk factors as
classified by Featherman and Wells (2010:114), namely financial, performance, time/convenience, social and privacy
risks.

1.2 Consumer Attitude as Mediator: Perceived Risk and Intention to Shop Online

Jiang, Qin, Gao and Gossage (2022) argue that perceived risks operate differently depending on the buying
circumstances, which require that different mediation factors be used. It is for this reason that Siu and Ismail (2022) report
that trust and subjective norms significantly mediate the effect of perceived risk in online purchase intention. Other studies
have reported the need for mediation of perceived risk and online purchase intention. For example, Trivedi and Yadav
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(2018) reported that perceived risks such as security risks can be mediated by e-satisfaction trust. A study by Tarawneh,
Tambi, and Sobihah (2021) found intention to partially mediate the relationship between perceived risk and actual online
shopping behaviour. Chetioui, Lebdaoui, and Chetioui (2021) confirm that attitude towards online shopping should be
mediated by trust in online shopping. Trust was also mentioned by Lavuri et al (2022) as being effective in mediating the
relationship between consumers’ attitude in online buying. These authors stated, however, that perceived risk did not have
such an effect. Makhitha and Ngobeni (2021b) found attitude to influence behaviour intention; this contention is supported
by Doosti, Jalilvand, Asadi, Khazaei and Mehrani (2016), who found tourist attitude to influence travel intentions.
Attitude was further identified by Tyrvainen and Karjaluoto (2022) as an important factor mediating between determinants
and intentions.

Perceived financial risk

Financial risk refers to the potential monetary loss that can occur during the purchasing process (Iimudeen, 2014). This
risk increases when consumers shop online, as the transactional nature of such shopping requires consumers to pay for
products and services in advance, without physical evaluation and immediate exchange. To mitigate the risk, most online
stores have added an additional payment method, which allows consumers to place orders online and make the payment
on delivery. Nevertheless, financial risk still deters consumers from purchasing online. Financial risk was found to be the
most prominent perceived risk factor in the South African online shopping market (Malapane, 2019:1). According to Wai,
Dastane, Johari and Ismail (2019), financial risk has a negative yet insignificant effect on online shopping behaviour,
while Ariffin et al (2018) established that financial risk has a significant negative influence on consumers’ online purchase
intention. Furthermore, Hsu and Luan (2017) found financial risk to have a significant negative influence on consumer
attitude. However, these findings contradict those of a study conducted by Han and Kim (2017), which explored
consumers’ hesitation and perceived risk in online shopping and concluded financial risk to be positively related to trust
and purchase intention, suggesting that consumers felt financially secure about shopping online.

Therefore, the following hypotheses were formulated:

Hia: The attitude of consumers in emerging markets regarding online clothing shopping is significantly influenced by
their perception of financial risk.

Hip: The intention of consumers in emerging markets to shop for clothing online is significantly influenced by their
perception of financial risk.

H.: Consumer attitude mediates the relationship between perceived financial risk and the intention of emerging-market
consumers to shop online for clothing.

Perceived time/convenience risk

Purchasing products online cause consumers a certain degree of discomfort, as products may not be shipped or may be
damaged in the distribution process, delays could occur, or the products may be delivered to the incorrect destination. All
these potential obstacles are related to delivery and time risk. Delivery risk is the potential loss consumers might incur
because of delayed product deliveries, non-delivery, or the delivery of damaged products (Tanadi, Samadi & Gharleghi,
2015:227), whereas time risk refers to time and effort spent navigating the website, completing the purchase, waiting for
delivery, and returning the product in the case of dissatisfaction (Aghekyan-Simonian et al, 2012:327). Therefore,
convenience risk can be defined as the risk associated with products being delivered to the wrong consumer, being
damaged or being misplaced during transportation (Bhatti et al, 2019).

The existing body of research, however, reflects opposing views regarding the impact of time risk. According to Cherrett,
Dickinson, McLeod, Sit, Bailey and Whittle (2017), time risk is not a significant barrier to consumers’ intentions to
purchase online. By contrast, Wai et al (2019) deem time risk to exert a significant negative influence on consumers’
online shopping intention. Additionally, a study conducted by Hsu and Luan (2017) found time risk to have a negative
influence on consumers’ attitude toward online shopping, as confirmed by a number of researchers (Ariffin et al, 2014;
Tanadi et al, 2015; Tarig, Bashir & Shad, 2016). Furthermore, in South Africa, consumers' attitudes regarding online
shopping were found to be negatively influenced by delivery risk (Makhitha & Ngobeni, 2019b:7). Pentz, et al (2020b)
and Tham, Dastane, Johari & Ismail (2019) reported that inexperienced online shoppers are influenced by product risk,
while Bhatti et al (2018) concluded that attitude significantly moderates the effect of convenience/time risk, and shopping
intention.

Against the above discussion, the following hypotheses were formulated:

Hsa: The attitude of consumers in emerging markets regarding online clothing shopping is significantly influenced by
their perception of convenience risk.
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Hab: The intention of consumers in emerging markets to shop for clothing online is significantly influenced by their
perception of convenience risk.

Ha: Consumer attitude mediates the relationship between perceived convenience risk and emerging-market consumers’
intention to shop online for clothing.

Perceived product risk

Consumers who shop online experience a certain level of uncertainty and insecurity arising from a sense that they have
minimum control over the outcome of their virtual purchase because they are not able to physically touch and feel the
product (Farhana et al, 2017:225). This insecurity and uncertainty are linked to the risk associated with the product, and
particularly its performance (Tariq et al, 2016:96). Product risk refers to the loss consumers feel when the product fails
to meet or exceed their expectations (Tandon et al, 2018:68). According to Tariq et al (2016:98), product risk has no
significant effect on consumers’ attitude towards online shopping behaviour. Several studies have, however, found
product risk to adversely affect the intention of consumers to purchase online (Aghekyan-Simonian et al, 2012:329; Han
& Kim, 2017:24). This is consistent with studies that found product risk to have a negative influence on consumers’
attitude towards online shopping (Bhatti et al, 2018:7; Hsu & Luan, 2017:25).

Furthermore, product risk was revealed to influence the attitude of South African consumers regarding online shopping
(Makhitha & Ngobeni, 2021:7). Siu and Ismail (2022) found perceived risk to affect online purchase intention negatively,
while Tham et al (2019) reported a positive impact. Therefore, the following hypotheses were formulated:

Hsa: The attitude of consumers in emerging markets regarding online clothing shopping is significantly influenced by
their perception of product risk.

Hsp: The intention of consumers in emerging markets to shop for clothing online is significantly influenced by their
perception of product risk.

He: Consumer attitude mediates the relationship between perceived product risk and the intention of emerging-market
consumers to shop online for clothing.

Perceived social risk

Consumers who anticipate possible disapproval on the part of their social group of an online purchasing decision are more
likely to discard their online carts to avoid criticism from those groups. Online shopping carts are in some instances
discarded because consumers seek feedback from their families, friends, and opinion leaders so as to minimise negative
opinions regarding their purchasing behaviour. Social factors are recognised as strongly influencing consumer attitude
and online buying behaviour (Singh & Kashyap, 2017). Social risk in this context refers to the probability of a consumer’s
peer group forming a negative perception about the purchasing behaviour (Shang, Pei & Jin, 2017). Pentz et al, (2020b)
investigated the impact of perceived risk factors on online consumers' shopping behaviour and concluded that both
experienced and inexperienced South African online shoppers perceive social risk when shopping for clothing online.
Hsu and Luan (2017), who examined consumers' attitude and purchase intentions in Vietnam, found a negative
relationship between social risk and online shopping attitude, which suggests that those consumers are not concerned
about the social risk of purchasing online. Of importance is the fact that Han and Kim (2017) found social risk to adversely
affect customers’ intention to purchase online. Furthermore, Maziriri and Chuchu (2017) found perceived social risk to
be a factor influencing the online shopping behaviour of South African consumers. It can be postulated that:

Hva: The attitude of consumers in emerging markets regarding online clothing shopping is significantly influenced by
their perception of social risk.

Hz: The intention of consumers in emerging markets to shop for clothing online is significantly influenced by their
perception of social risk.

Hs: Consumer attitude mediates the relationship between perceived social risk and emerging-market consumers’ intention
to shop online for clothing.

Perceived security risk

Consumers avoid purchasing products online because most online retailers request personal information before a purchase
can be made. In turn, privacy and security issues arise during the check-out process, leading to customers discarding their
shopping carts. The use of online payment systems creates a degree of insecurity for consumers who shop online (Tanadi
et al, 2015), as they fear that their personal and financial information will be misused (Thakur & Srivastava, 2015; Yadav,
Sharma & Tarhini, 2016). Privacy and security risks have been reported as factors commonly affecting the online
purchasing behaviour of consumers (Farhana et al, 2017; Hong & Yi, 2012; Rahman, Islam, Esha, Sultana, Chakravorty
& Molnar, 2018). A correlation has also been found between perceived security risk, perceived privacy risk, and
consumers’ attitudes toward engaging in online shopping (Jun & Jaafar, 2011). Privacy risk is defined as the fears
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consumers have about the privacy of their personal data and credit card details, which may be misused by the seller
(Ariffin et al, 2014), whereas security risk refers to concerns about monetary loss using online payment systems (Thakur
& Srivastava, 2015). Dai and Chen (2015) report that security issues have a negative effect on the purchasing intentions
of customers on online shopping platforms. The above-mentioned finding is consistent with past studies, which found
privacy risk to have a significant negative influence on consumers’ attitude towards online shopping behaviour (Hsu &
Luan, 2017; Orubu, 2016).

Attitude was identified as one of the mediators of perceived risk and shopper purchase intention (Liebenberg, Benade &
Ellis, 2018), and it was therefore hypothesised that:

Hoa: The attitude of consumers in emerging markets regarding online clothing shopping is significantly influenced by
their perception of security risk.

Hob: The intention of consumers in emerging markets to shop for clothing online is significantly influenced by their
perception of security risk.

Hio: Consumer attitude mediates the relationship between perceived security risk and emerging-market consumers’
intention to shop online for clothing.

1.3 Conceptual Model Development

Figure 1 shows the conceptual model for the study. The figure shows five risk factors that could potentially influence the
attitude of emerging consumers towards online clothing shopping.

( N\
Perceived financial risk \Hlb
. J/
Perceived convenience risk —
\ J
P N Hsp
. . > Purchase intention
Perceived product risk >
\ J Hyy,

( N\

/
Perceived social risk / ]

Perceived security risk
Hla H}a HSa

. J
\ 4 A\ 4 A
Attitude
Figure 1. Conceptual model
2. Method

2.1 Study Design and Sample

A quantitative research method was adopted for the study; this was deemed appropriate, as quantitative research
approaches have been widely adopted by researchers investigating online shopping (Orubu 2016; Tandon et al, 2018). It
was therefore identified as suitable for achieving the main objective of the study reported on here, which was to determine
the influence of perceived risk as a factor on consumer attitudes and intentions to shop online for clothing as these related
to emerging-market consumers.

The study population consisted of emerging-market consumers residing in Gauteng townships who purchase clothing.
The target population sample included shoppers who had previously shopped online.

161



Studies in Media and Communication Vol. 12, No. 2; 2024

2.2 Data Collection and Research Instrument

The questionnaire was designed on the basis of prior research studies investigating online shopping, with a specific focus
on those that investigated risk in online shopping. The following sources were drawn on during the questionnaire design
stage in order to formulate questionnaire items: perceived finance risk (Ariffin et al, 2014; Hsu & Luan 2017; Masoud,
2013); perceived convenience risk (Bhatti et al, 2018; Pi & Sangruang, 2011), product risk (Aghekyan-Simonian et al,
2012; Ariffin et al, 2018; Hsieh & Tsao, 2014; Tandon et al, 2018; Tariq et al, 2016; Thakur & Srivastava, 2015;
Vijayasarathy, 2004), perceived social risk (Pi & Sangruang, 2011; Thakur & Srivastava, 2015) and perceived security
risk (Hong & Yi, 2012; Tandon et al, 2018; Tariq et al, 2016). The questions investigating perceived risk factors were
measured using a five-point Likert scale, with 1 indicating “highly disagree” and 5 “highly agree”. Prior to conducting
the study, the researcher obtained ethical clearance from the university’s relevant department. An independent specialist
research company collected the data. Data collection was carried out online since the company had a large database of
township consumers. The respondents completed 300 questionnaires in total. The sample size was comparable to previous
research examining online shopping behaviour (Muda, Mohd & Hassan, 2016).

2.3 Validity and Reliability

Exploratory factor analysis (EFA) was conducted to determine whether the individual risk factors loaded onto the
constructs as intended in the questionnaire. EFA also determined the construct validity of the study. The communalities
ranged from 0.57 to 0.88, which is higher than the minimum threshold of 0.2 proposed by Child (2006). Constructs were
developed from the existing questionnaire, as reported in the data collection instrument section, to achieve construct
validity.

To assess the reliability of the different constructs in the questionnaire, the Cronbach’s alpha (a) coefficient was calculated.
A Cronbach alpha of 0.96 was achieved for all the constructs and ranged from 0.94 to 0.97 for each of the individual
constructs, which is supported by Malhotra (2010).

2.4 Analysis of Data

The SAS JMP version 15 for Mac and the R language version 3.5.2 were used to analyse the data. The following statistical
tests were conducted to achieve the objectives of the study: descriptive analyses (e.g., mean and standard deviation),
exploratory factor analysis, and structural equation modelling (SEM).

3. Results
This section presents the results of the study, starting with the profile of the respondents.
Demaographics of the respondents

Over 70 per cent of the population (73.6%, n=221) were female, and 25.6 per cent (n=77) male. Of the respondents, 42
per cent (n=126) were between the ages of 18 and 24, 28 per cent (h=84) were between the ages of 18 and 29 (n=84), and
22 per cent (n=65) were between the ages of 30 and 40. Most of the respondents (72%, n=216) were unmarried. Over one
third of the respondents had post-school qualifications (e.g., degree) (38%, n=115), followed by those with Grade 12
(37%, n=110) and those holding a post-school qualification (e.g., diploma/certificate) (23%, n=68). As regards monthly
income, most of the respondents earned between R5 000 and R7 500 (62%, n=186), with only 9 per cent (n=27) earning
above R20 000.

Factor analysis

An exploratory principal factor analysis with axis factoring and quartimin (oblique) rotation, in SAS JMP version 15, was
conducted on all the perceived risk factors with the purpose of determining how well they would group together to a
factor. EFA with axis factoring was considered appropriate for the correlation patterns between the questions used to
determine the respondents’ perceptions of online shopping risks in South Africa. The total variance of these factors was
78.48 percent.

According to Stevens (in Field & Miles, 2010:557), a factor loading of 0.36 can be accepted for a sample of 200. For this
study, items loading 0.40 or greater were considered for further analysis, since the population size was 300. Factor 1,
“perceived financial risk”, loaded nine items. The factor had a mean score (M) of 3.53 and a standard deviation (SD) of
1.00. The next factor, “perceived convenience risk”, loaded eight items and had an M score of 3.32 and an SD of 1.02.
The third factor, “perceived product risk”, loaded six items, with an M score of 3.70, the highest of all the factors, showing
product to be the most important factor for consumers when shopping online. The SD for this factor was 1.05, which is
also higher than for other factors, showing that the respondents had varied perceptions regarding the importance of this
when shopping online. Loaded onto the fourth factor, “perceived social risk”, were four items, an M score of 2.82 and an
SD of 1.12. The SD for this factor was higher than for all the other factors, which indicates a difference of opinion among
the respondents regarding its importance in online shopping, as indicated by Field and Miles (2010:37). The last factor,
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“perceived security risk”, loaded four items with an M score of 2.63 and an SD of 1.00. According to Field and Miles
(2010:37), an SD closer to 1 indicates variations in the responses.

Model testing

The model was tested using the lavaan version 0.6—1 (Rosseel, 2012) in R version 3.5.2 R Core Team (2018). To produce
the test statistics, a maximum likelihood estimation with robust standard errors (maximum likelihood mean (MLM)), was
used. The MLM chi-square test statistic is also referred to as the Satorra-Bentler chi-square with robust standard errors.
The latent factors were standardised, allowing for free estimation of all factor loadings — the R version 3.5.2 with the
lavaan library.

Hair, Black, Babin, Anderson, and Tatham (2006) state that the goodness-of-fit index (GFI), comparative fit index (CFI),
Tucker-Lewis index (TLI), incremental fit index (IFI), relative fit index (RFI), and normed fit index (NFI) must all be
greater than or equal to 0.9 to demonstrate model fit; however, a value greater than 0.8 may be marginally accepted. As
is evident in Table 2, there was a good model fit with the following indices: a chi-square = 1200.786, degree of freedom
= 686; p = 0.000, the relative chi-square = 1.45, RMSEA of 0.051 90% CI (0.043, 0.059), SRMSR = 0.059, CFI =0. 976
(robust) and TLI of 0.973 (robust). The 90 per cent confidence interval for the RMSEA statistics ranged from 0.043 to
0.059, meaning that it was possible that the population RMSEA statistic might be as low as 0.043 or as high as 0.059. The
RMSEA of 0.051 was attained, as supported by Steiger (2007), signifying the model fit. According to Hu and Bentler
(1999), a cut-off value close to 0.08 for SRMR signifies a good fit between the model and the data under observation. An
SRMSR of 0.059 was attained in the study. The structural model is shown with standardised coefficients of the five
perceived risk factors (financial, convenience, product, social and security risk) that were tested to determine whether
they influenced consumers’ attitudes towards online shopping (see Table 1).

Table 1. Model fit indices

Model fit index
Chi-square (X2/DF)
GFI (goodness-of-fit)

CFI (comparative fit index)
TLI (Tucker-Lewis index)
IFI (incremental fit index)

NFI

(norm fit index)

RMSEA root (mean square

error of approximation)

8 RFI (relative fit index)
N
o

Value 0.927 0.051
indicator Cl 90%

N
D
o
o
<)
S
o
©
~
o
o
©
=
W
o
©
~
o

Hypothesis testing results

The statistical analysis involved a regression analysis being performed as part of the structural section of the SEM model.
The purpose of the first regression was to determine the influence of perceived financial risk (PFR), perceived
convenience risk (PCR), perceived product risk (PPR), perceived social risk (PSR) and perceived security risk (PSecR)
on attitude towards online shopping. To test the statistical significance in the SEM model, the z-values with Wald tests
were used.

The perceived convenience risk (PCR) factors had a more marked effect on attitude towards online shopping, with a beta
coefficient of 0.379 (z = 3.241). This was followed by perceived financial risk (PFR), with a negative beta coefficient of
-0.228 (z = -2.262). The perceived security risk (PSecR) had a negative and weak effect on attitude towards online
shopping, with a beta coefficient of —0.239 and a z value of -2.005, which shows that the hypothesis was not significant
(see Table 2). Perceived product risk (PPR), p =0.251 and perceived social risk (PSR), p =0.634 had no effect on attitude
towards online shopping.

None of the risks influenced consumer intention to shop online, as indicated by p-values above 0.005: perceived financial
risk (PFR) p=0.024, perceived convenience risk (PCR) p=0.001, perceived product risk (PPR) p=0.251, perceived social
risk (PSR) p =0.634, and perceived security risk (PSecR, p =0.045). Consumer attitude towards online shopping
significantly influences intention to shop online (p =0.000, 3 =0.832).
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Table 2. Regression model — risk factors and attitude

Intention Beta Std z-value p-value Std coefficient | Decision
coefficient error
PFR —» Att. -0.228 0.101 -2.262 0.024 -0.228 Supported
PCR —» Att. 0.379 0.117 3.241 0.001 0.379 Supported
PPR —» Att. 0.126 0.110 1.147 0.251 0.126 Rejected
PSR —»Att. -0.040 0.083 -0.476 0.634 -0.040 Rejected
PSecR—» Att. -0.239 0.119 -2.005 0.045 -0.239 Supported
Att. —» Int. 0.832 0.037 22.526 0.000 0.866 Supported
PFR —» Int. 0.016 0.046 0.357 0.721 0.016 Rejected
PCR —» Int. 0.049 0.068 0.718 0.473 0.046 Rejected
PPR— Int. 0.031 0.056 0.546 0.585 0.027 Rejected
PSR —» Int. -0.059 0.047 -1.267 0.205 -0.059 Rejected
PSecR—p Int. 0.049 0.065 0.756 0.449 0.034 Rejected

Table 3 below presents the mediation results showing the indirect effect of perceived risks on consumers’ intention to
shop online.

Table 3. Regression model: indirect effect

Intention Beta Std error z-value p-value Std Decision
coefficient coefficient

PFC —» Att.—» Int. -0.190 0.085 -2.243 0.025 -0.181 Supported

PCR —» Att—p Int. 0.316 0.105 3.006 0.003 0.299 Supported

PPR —»Att. —» Int. 0.105 0.096 1.103 0.270 0.094 Rejected

PSR —p Att. —Int. -0.031 0.072 -0.439 -0.661 -0.031 Rejected

PSecR —» Att.—pint. 0.199 0.105 1.906 0.057 0.140 Supported

It was revealed that attitude mediated a significant path relationship (f = -0.190, p = 0.025) between PFR and intention
to shop online, supporting the hypothesis.

It was revealed that attitude mediated a significant path relationship (§ =-0.316, p = 0.003) between PCR and intention
to shop online, supporting the hypothesis.

The hypothesis is rejected since it was revealed that attitude did not mediate a significant path relationship between PPR
and intention to shop online (f = -0.105, p = 0.270).

The hypothesis is rejected since it was revealed that attitude did not mediate a significant path relationship between PSR
and intention to shop online (f =-0.031, p =0.661).

It was revealed that attitude mediated a significant path relationship (f =-0.199, p = 0.057) between PSecR and intention
to shop online, supporting the hypothesis.

4. Discussion

Perceived finance risk was found to have a statistically significant and negative impact on consumers' perceived attitude
toward online shopping but had no effect on online shopping intention. Attitude was found to mediate a significant path
relationship between perceived financial risk and intention to shop online, implying that reducing this risk influences
consumer intention to shop online. It is worth noting that this influence was negative. These findings are supported by
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existing studies that report that perceived finance negatively affected consumers’ attitudes towards online shopping
(Ariffin et al, 2014; Hong, Zulkiffli & Hamsani, 2019; Nawi et al, 2019), while Dai, Forsythe & Kwon (2014) found a
marginal effect of perceived finance risk on consumer online shopping intention. Other studies' findings differed in that
they reported the effect of perceived risk on intention to shop online (Tanadi et al, 2015). Tran and Nguyen, (2022) found
attitude to mediate the effect of perceived risk on purchase intention, which supports the findings.

Perceived convenience risk had a statistically significant and negative influence on consumers’ perceived attitudes
towards online shopping, but no effect on intention to shop online. Since the influence was negative, it could mean that
consumers were positively affected by convenience when shopping online. It was discovered that attitude mediated a
significant path relationship between the intention to shop online and perceived convenience risk. Ariffin et al (2014)
found that perceived convenience risk had a positive influence on consumers’ attitudes towards online shopping, which
supports the findings of our study, while Tanadi et al (2015) reported that perceived risk influenced intention to shop
online, contradicting the findings of our study. Nawi et al (2019) reported different findings, namely that perceived
convenience risk had no influence on attitudes towards online shopping. A study by Bhatti et al (2018) found perceived
convenience risk to have a greater effect on attitude towards online shopping, and that attitude moderated the relationship
between perceived finance risk and online shopping intention.

Perceived product risk had no statistically significant influence on consumers’ perceived attitude towards online
shopping, and also did not have an effect on intention to shop online. Moreover, the effect of perceived product risk on
consumer intention to shop online was not mediated by attitude. By contrast, Makhitha and Ngobeni (2021), Hong et al
(2019) and Ariffin et al (2014) confirmed product risk as having an influence on online shopping behaviour. Other studies
supported the findings reported on here, namely that perceived product risk has no significant influence on attitude
towards online shopping (Tariq et al, 2016). Dai et al (2014) reported consumer perceptions of perceived product risk as
negatively influencing consumers’ online shopping intentions. Supporting the results of this study, Bhatti et al (2018)
concluded that the effect of perceived product risk on intention to shop online is mediated by attitude, which shows that
without the mediator, perceived product risk does not influence online shopping intention.

Perceived social risk had no statistically significant influence on consumers’ attitude towards online shopping, and also
no effect on intention to shop online. This is supported by Nawi et al (2019), who found perceived social risk to have an
influence on consumers’ attitude towards online shopping. Moreover, attitude had no mediating effect between PSR and
intention to shop online. These findings are different from those of Siu and Ismai (2022), who found social influences to
influence the relationship between perceived risk and online purchase intention. Community interaction was found to
mediate the relationship between perceived risk and repurchase intention, playing a partially mediating role between
consumers’ perceived risk value and repurchase intention (Zang, Qian & Song, 2022).

Perceived security risk had a statistically significant influence on consumers’ attitude towards online shopping, but no
effect on consumer intention to shop online. The findings of Mapande and Appiah (2018) support the findings reported
on here, as do those of Keisidou, Sarigiannidis and Maditinos (2011) and Dai and Chen (2015). However, Dai et al (2014)
also concluded that perceived privacy risk does not influence consumer intention to shop online. Attitude was found to
mediate a significant path relationship between perceived security risk and intention to shop online.

5. Implications
The study has both theoretical and practical implications.

Theoretical implications: The study contributes to existing research by examining the effect of attitude on risk factors
in online shopping for clothing in South Africa. Although existing studies have determined the effect of perceived risk on
consumer attitude in online shopping, none of them focused on online shopping for clothing in South Africa. Therefore,
the study contributes to existing knowledge from a South African perspective, and particularly that regarding online
apparel shopping. The investigation also determined the effect of perceived risk factors on consumer intention to shop
online. The study moreover adds to the existing body of knowledge in that no study thus far has determined the effect of
perceived risk factors on both attitude and intention to shop online.

The study investigated the mediation by attitude of the relationship between perceived risk factors and consumers’
intention to shop online, and in doing so filled a knowledge gap in the developing nations context; previous studies
conducted in this field were carried out in the context of developed countries. As was stated previously, perceived risk
factors differ depending on region, as do consumer attitude and intention to shop online.

Practical implications: The findings of the study have several implications for online retailers who are targeting
emerging-market consumers. Responding to the perceived convenience risk factors that have the biggest impact on online
shopping behaviour would be beneficial for these retailers. Online clothes sellers should control the quality of their
websites to reduce risk. This can be achieved by making sure that product images load quickly, are clear, and easy to use.
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Images should accurately depict the products and not deceive consumers about their quality. Additionally, e-retailers must
guarantee that their products are easily accessible, delivered on schedule, and that customers can easily lodge complaints
or return items if needed.

Online retailers should make sure that transactions are secure, and that consumer personal information is safely protected
against fraudulent activities in response to the perceived financial and security risks influencing consumers' attitude
towards online shopping. Retailers could accept a variety of consumer-friendly payment methods, like PayPal or payment
on delivery. Retailers should also make sure that customers receive the products for which they have paid. Online retailers
ought to allow consumers to leave reviews of both the business and its products so that prospective consumers can use
the data to assess the business's reliability. It should be possible for customers to cancel their orders and get a refund.

6. Limitations

There were some limitations to the study, which could potentially form the basis of future research. First, concerning the
interpretation of the findings, a convenience sample comprising adult consumers restricts the generalisability of findings
to other customer segments. Therefore, future research could focus on samples that are more representative of the entire
consumer population. Second, this study centred on one particular product type, namely clothing; however, perceived risk
factors may differ as they relate to different types of products. Future studies could therefore explore perceived risk factors
in online shopping for other products. The study also involved emerging-market consumers; risk factors might differ
across different market segments.

7. Conclusion

The study’s findings shed light on the intricate relationship between perceived risk factors and emerging-market consumers'
attitude towards online shopping for clothes in an emerging market. It was revealed that attitude influenced intention, while
perceived financial, convenience, and security risks play a significant role in shaping attitudes among consumers in this
emerging market. Surprisingly, the research discovered that while perceived risks influence attitudes, they do not directly
impact consumers' intention to shop online. This suggests that other factors should be considered, and future research could
explore additional variables that might affect emerging-market consumers’ attitude towards online shopping behaviour. In
terms of the mediation effect, it was found that attitude mediated the association between intention and risk factors related
to finances, convenience, and security. This deeper understanding can guide marketers in developing focused strategies to
effectively address these perceived risks and promote positive attitudes towards online shopping.

The study targeted consumers in Gauteng townships, with data collected primarily in Soweto. Thus, the findings of this
study ought to be interpreted with caution, as they do not reflect consumer perceptions in other South African provinces
or suburban areas. However, the study reveals new avenues for future scholars to explore. One suggested area of focus is
a thorough investigation into the moderating factors that may influence the relationship between perceived risks, attitudes,
and actual online shopping behaviour. Furthermore, given the rapidly changing landscape of e-commerce and technology,
future research could investigate the impact of technological advancements on reducing perceived risks and improving
the overall online shopping experience for emerging-market consumers. Future scholars can build on these findings by
understanding the complex relationship of perceived risks, attitudes, and intentions to advance our understanding of
consumer decision-making processes in the ever-changing digital landscape.

Acknowledgments

The authors would like to express their gratitude to the University of South for their assistance with research funding. We

would like to acknowledge the language editor and statistician.
Authors contributions

KM Ngobeni wrote the literature section of the article and KM Makhitha designed the questionnaire, arranged for data
collection, guided KM Ngobeni in the writing of the article, and completed the empirical section of the article. KM
Makhitha assisted in writing some sections of the literature review, the results and the findings. KM Makhitha also
arranged the statistical analyses.

Funding
This work was supported by Unisa Women in Research funds.
Competing interests

The authors declare that there are no known competing financial interests or personal relationships that could have
appeared to influence the work reported in this paper.

Informed consent
Obtained.

166



Studies in Media and Communication Vol. 12, No. 2; 2024

Ethics approval

The Publication Ethics Committee of the Redfame Publishing.

The journal’s policies adhere to the Core Practices established by the Committee on Publication Ethics (COPE).
Provenance and peer review

Not commissioned; externally double-blind peer reviewed.

Data availability statement

The data that support the findings of this study are available on request from the corresponding author. The data are not
publicly available due to privacy or ethical restrictions.

Data sharing statement
No additional data are available.
Open access

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution license
(http://creativecommons.org/licenses/by/4.0/).

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.
References

Aghekyan-Simonian, M., Forsythe, S., Kwon, W. S., & Chattaraman, V. (2012). The role of product brand image and
online store image on perceived risks and online purchase intentions for apparel. Journal of Retailing and Consumer
Services, 19(3), 325-331. https://doi.org/10.1016/j.jretconser.2012.03.006

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179-
211. https://doi.org/10.1016/0749-5978(91)90020-T

Ariffin, S. K., Mohan, T., & Goh, Y. N. (2018). Influence of consumers’ perceived risk on consumers’ online purchase
intention. Journal of Research in Interactive Marketing, 12(3), 309-327. https://doi.org/10.1108/JRIM-11-2017-
0100

Arora, N., & Aggarwal, A. (2018). The role of perceived benefits in formation of online shopping attitude among women
shoppers in India. South Asian Journal of Business Studies, 7(1), 91-110. https://doi.org/10.1108/SAJBS-04-2017-
0048

Arora, S., & Sahney, S. (2018). Consumer’s webrooming conduct: an explanation using the theory of planned behavior.
Asia Pacific Journal of Marketing and Logistics, 30(4), 1040-1063. https://doi.org/10.1108/APJML-08-2017-0185

Bhattacharya, S., Sharma, R. P., & Gupta, A. (2021). Does e-retailer’s country of origin influence consumer privacy, trust
and purchase intention? Journal of Consumer Marketing, 1-12. https://doi.org/10.1108/JCM-04-2021-4611

Bhatti, A., Saad, S., & Gbadebo, S. M. (2018). Convenience risk, product risk, and perceived risk influence on online
shopping: moderating effect of attitude. Science Arena Publications International Journal of Business Management,
3(2), 1-11.

Bhusene, P. A. (2018). Consumers’ attitude towards online shopping in Tanzania (Doctoral dissertation, University of Dar
es Salaam).

Bizcommunity. (2018). BizTrends2018: Township retail is taking its rightful place at the top. Retrieved from:
https://www.bizcommunity.com/Article/196/730/172155.html

Cherrett, T., Dickinson, J., McLeod, F., Sit, J., Bailey, G., & Whittle, G. (2017). Logistics impacts of student online
shopping — evaluating delivery consolidation to halls of residence. Transportation Research Part C: Emerging
Technologies, 78, 111-128. https://doi.org/10.1016/.trc.2017.02.021

Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2021). Factors influencing consumer attitudes toward online shopping: the
mediating effect of trust EuroMed Journal of Business, 16(4), 544-563. https://doi.org/10.1108/EMJB-05-2020-0046

Child, D. (2006). The essentials of factor analysis. 3rd edn. New York, NY: Continuum.

Dai, B., Forsythe, S., & Kwon, W. (2014). The impact of online shopping experience on risk perceptions and online
purchase intentions: does product category matter? Journal of Electronic Commerce Research, 15(1), 13-24.

Dai, H., & Chen, Y. (2015). Effects of exchange benefits, security concerns and situational privacy concerns on mobile

167


https://protect.checkpoint.com/v2/___https:/doi.org/10.1108/JCM-04-2021-4611___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2Ojc2ZWM6YzY4Zjc1YzhiMGM2ZGFmY2E0ODMxODhjNDhmNDE4MjA5MDZlMzlmZWM5YjUxMDE2YzM2ODZlMmZjYmUxNjU4ZDpwOlQ
https://protect.checkpoint.com/v2/___https:/www.bizcommunity.com/Article/196/730/172155.html___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmEyODA6YTgwNTIyMTAxYTgyNjIxZDU1OTc3MDcwMzg0M2E2MmY4MjRiZjU5ZDA2YzFhN2ExY2U2YjM5MWE0MGExZjk1MDpwOlQ

Studies in Media and Communication Vol. 12, No. 2; 2024

commerce adoption. Journal of International Technology and Information Management, 24(3), 41-56.
https://doi.org/10.58729/1941-6679.1046

Do, T., Nguyen, T., & Nguyen, C. (2019). Online Shopping in an Emerging Market: The Critical Factors Affecting
Customer Purchase Intention in Vietnam. Journal of Economics and Management Sciences, 2(2), 1-11.
https://doi.org/10.30560/jems.v2n2p1

Doosti, S., Jalilvand, M. R., Asadi, A., Khazaei P.J., & Mehrani, A.P. (2016). Analyzing the influence of electronic word
of mouth on visit intention: the mediating role of tourists’ attitude and city image. International Journal of Tourism
Cities, 2(2), 137-148. https://doi.org/10.1108/IJTC-12-2015-0031

Engineeringnews. (2021). Online retail booms, set to stabilise at higher level.
https://www.engineeringnews.co.za/article/online-retail-booms-set-to-stabilise-at-higher-level-2021-05-
12/rep_id:4136

Euromonitor. (2017). Growth of retail in South Africa. Available from: https://blog.euromonitor.com/2017/10/growth-
internet-retail-south-africa.html

Farhana, N., Khan, T., & Noor, S. (2017). Factors affecting the attitude towards online shopping: An empirical study on
urban youth in Bangladesh. Aust. Acad. Bus. Econ. Rev., 3(4), 224-234.

Featherman, M. S., & Wells, J. D. (2010). The intangibility of e-services: effects on perceived risk and acceptance. ACM
SIGMIS  Database: The Database for Advances in  Information  Systems, 41(2), 110-131.
https://doi.org/10.1145/1795377.1795384

Fishbein, M. & Ajzen, 1. (1975). Belief, attitude, intention and behavior: an introduction to theory and research. Reading,
MA: Addison Wesley.

Goga, S. 1., Paelo, A., & Nyamwena, J. (2019). Online retailing in South Africa: an overview. 1-39. Viewed 6 September
2021 from https://doi.org/10.2139/ssrn.3386008

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariant data analysis. New Jersey:
Pearson International.

Han, M.C., & Kim, Y. (2017). Why consumers hesitate to shop online: perceived risk and product involvement on
Taobao.com. Journal of Promotion Management, 23(1), 24-44. https://doi.org/10.1080/10496491.2016.1251530

Hilken, T., Heller, J., Chylinski, M., Keeling, D. 1., Mahr, D., & de Ruyter, K. (2018). Making Omnichannel an augmented

reality: the current and future state of the art. Journal of Research in Interactive Marketing, 12(4), 509-523.
https://doi.org/10.1108/JRIM-01-2018-0023

Hong, 1. B. (2015). Understanding the consumer's online merchant selection process: the roles of product involvement,
perceived risk, and trust expectation. International Journal of Information Management, 35(3), 322-336.
https://doi.org/10.1016/j.ijinfomgt.2015.01.003

Hong, L. M., Zulkiffli, W. F., & Hamsani, N.H. (2019). The impact of perceived risks towards customer attitude in online
shopping. International Journal of Accounting, Finance and Business, 1(2), 13-21.

Hong, Z., & Yi, L. (2012). Research on the influence of perceived risk in consumer online purchasing decision. Physics
Procedia, 24(B), 1304-1310. https://doi.org/10.1016/j.phpro.2012.02.195

Hsieh, M., & Tsao, W. (2014). Reducing perceived online shopping risk to enhance loyalty: website quality perspective.
Journal of Risk Research, 17(2), 241-261. https://doi.org/10.1080/13669877.2013.794152

Hsu, S. H., & Luan, P. M. (2017). The perception risk of online shopping impacted on the consumer’s attitude and
purchase intention in Hanoi, Vietnam. Journal of Business & Economic Policy, 4(4), 19-29.

Hu, L. T., & Bentler, P. M. (1999). Cut-off criteria for fit indexes in covariance structure analysis: Conventional criteria
versus new alternatives. Structural Equation Modelling 6(1), 1-55. https://doi.org/10.1080/10705519909540118

Ilmudeen, A. (2014). Consumers' perceived security risks in online shopping: A survey study in Sri Lanka. Proceedings
of International Conference on Contemporary Management, 857-866.

Jiang, X., Qin, J., Gao, J. & Gossage, M.G. (2022). The mediation of perceived risk’s impact on destination image and
travel intention: An empirical study of Chengdu, China during COVID-19. Plos one, 17(1), 1-23.
https://doi.org/10.1371/journal.pone.0261851

Jun, G., & Jaafar, N. I. (2011). A study on consumers’ attitude towards online shopping in China. International Journal
of Business and Social Science, 2(22), 122-132.

168


https://protect.checkpoint.com/v2/___https:/www.engineeringnews.co.za/article/online-retail-booms-set-to-stabilise-at-higher-level-2021-05-12/rep_id:4136___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjllNjA6MzY4MWQ3MTZhN2NlZmI4OTRlNTVjMTI5YzY5NjM0MjhjZDQzMDc3NDAwYzAxNmMwZjRjYzk5NjAxYjI4YTFlZjpwOlQ
https://protect.checkpoint.com/v2/___https:/www.engineeringnews.co.za/article/online-retail-booms-set-to-stabilise-at-higher-level-2021-05-12/rep_id:4136___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjllNjA6MzY4MWQ3MTZhN2NlZmI4OTRlNTVjMTI5YzY5NjM0MjhjZDQzMDc3NDAwYzAxNmMwZjRjYzk5NjAxYjI4YTFlZjpwOlQ
https://protect.checkpoint.com/v2/___https:/blog.euromonitor.com/2017/10/growth-internet-retail-south-africa.html___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjRmZWY6Zjg4M2I5MWY0MWE2OGVjZDJlMzY1MjllYzU1YzgxZTM5NDllNzExMTZmZjcwMTYxZDE4NDU2ZjE4ZjUwZDMwMTpwOlQ
https://protect.checkpoint.com/v2/___https:/blog.euromonitor.com/2017/10/growth-internet-retail-south-africa.html___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjRmZWY6Zjg4M2I5MWY0MWE2OGVjZDJlMzY1MjllYzU1YzgxZTM5NDllNzExMTZmZjcwMTYxZDE4NDU2ZjE4ZjUwZDMwMTpwOlQ

Studies in Media and Communication Vol. 12, No. 2; 2024

Kaur, A., & Thakur, P. (2021). Determinants of Tier 2 Indian consumer’s online shopping attitude: a SEM approach. 4sia
Pacific Journal of Marketing and Logistics, 33(6), 1309-1338. https://doi.org/10.1108/APJML-11-2018-0494

Keisidou, E., Sarigiannidis, L., & Maditinos, D. (2011). Consumer characteristics and their effect on accepting online
shopping, in the context of different product types. International Journal of Business Science & Applied Management
(IJBSAM), 6(2), 31-51.

Khan, N. J., Razzaque, M. A., & Hazrul, N. M. (2017). Intention of, and commitment towards, purchasing luxury products.
Journal of Islamic Marketing, 8(3), 476-495. https://doi.org/10.1108/JIMA-12-2015-0091

Lavuri, R., Jindal, A., & Akram, U. (2022). How perceived utilitarian and hedonic value influence online impulse
shopping in India? Moderating role of perceived trust and perceived risk. International Journal of Quality and
Service Sciences, 14(4), 615-634. https://doi.org/10.1108/1JQSS-11-2021-0169

Liebenberg, J., Benade, T., & Ellis, S. (2018). Acceptance of ICT: Applicability of the Unified Theory of Acceptance and
Use of Technology (UTAUT) to South African Students. The African Journal of Information Systems, 10(3), 160-
173.

Makhitha, K. M., & Ngobeni, K. (2021a). The influence of demographic factors on perceived risks affecting attitude
towards online shopping. South African Journal of Information Management, 23(1), al283. https://doi.org/10.4102/
sajim.v23i1.1283

Makhitha, K. M., & Ngobeni, K. M. (2021b). The impact of risk factors on South African consumers’ attitude towards
online shopping. Acta Commercii, 21(1), 1-10. https://doi.org/10.4102/ac.v21i1.922

Malapane, T. A. (2019). A risk analysis of e-commerce: a case of South African online shopping space. In 2019 Systems
and Information Engineering Design Symposium (SIEDS), 1-6. https://doi.org/10.1109/SIEDS.2019.8735643

Malhotra, N. K. (2010). Marketing research: an applied orientation. 6th edn. Upper Saddle River, NJ: Pearson Prentice-
Hall.

Mapande, F. V., & Appiah, M. (2018). The factors influencing customers to conduct online shopping: South African
perspective. International Conference on Intelligent and Innovative Computing Applications (ICONIC), Mon Trésor,
Mauritius, December 6-7, 1-5. https://doi.org/10.1109/ICONIC.2018.8601257

Marza, S., Idris, 1., & Abror, A. (2019). The influence of convenience, enjoyment, perceived risk, and trust on the attitude
toward online shopping. Advances in Economics, Business and Management Research, 64, 588-597.
https://doi.org/10.2991/piceeba2-18.2019.40

Masoud, E. Y. (2013). The effect of perceived risk on online shopping in Jordan. European Journal of Business and
Management, 5(6), 76-87.

Magziriri, E. T., & Chuchu, T. (2017). The Conception of Consumer Perceived Risk towards Online Purchases of Apparel
and an Idiosyncratic Scrutiny of Perceived Social Risk: A Review of Literature. International Review of Management
and Marketing, 7(3), 257-265.

Moeti, M. N., Mokwena, S. N. U., & Malebana, D. D. (2021). The acceptance and use of online shopping in Limpopo
province. S4 Journal of Information Management, 23(1), 1-9. https://doi.org/10.4102/sajim.v23i1.1313

Mofokeng, T. E. (2021). The impact of online shopping attributes on customer satisfaction and loyalty: Moderating effects
of e-commerce experience. Cogent Business & Management , 8(1), 1-34.
https://doi.org/10.1080/23311975.2021.1968206

Mosunmola, A., Omotayo, A., & Mayowa, A. (2018). Assessing the influence of consumer perceived value, trust and
attitude on purchase intention of online shopping. In Proceedings of the 9th International Conference on E-Education,
E-Business, E-Management and E-Learning, 40-47. https://doi.org/10.1145/3183586.3183594

Muda, M., Mohd, R., & Hassan, S. (2016). Online purchase behavior of generation Y in Malaysia. Procedia Economics
and Finance, 37(16), 292-298. https://doi.org/10.1016/S2212-5671(16)30127-7

Mutahar, A. M., Alam, S., Daud, N. M., Alam, S., Thurasamy, R., Isaac, O., & Alam, S. (2018). The mediating of perceived
usefulness and perceived ease of use: The case of mobile banking in Yemen. (2021). International Journal of
Technology Diffusion, 9(2), 21-22. https://doi.org/10.4018/1JTD.2018040102

Nawi, N. C., Mamun, A. A., Binti Hamsani, N. H., & Muhayiddin, M. N. (2019). Effect of consumer demographics and
risk factors on online purchase behaviour in Malaysia. Societies 9(1), 1-11. https://doi.org/10.3390/s0c9010010

Orubu, O. F. (2016). The impact of perceived risk on willingness to buy in online markets. Journal of Business
Management and Economics 7(1), 13-18. https:// doi.org/10.18685/EJBME(7)1 EJBME-15-020

169


https://protect.checkpoint.com/v2/___https:/doi.org/10.1108/APJML-11-2018-0494___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmY1NDI6ZjIwM2Y4ZDQzYjlmMjQ3ZjM1ZWY1MGI2ZWFjZmE3MGQ4MTQ4ZjI3M2IyNDc2Mzc3MDBiNDZkNmY1NWFlM2EzZjpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1108/IJQSS-11-2021-0169___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmZhZDA6MTAwOWI3MTUyNDg1YzIxYzRkNzM0MDlkYjhiMDk2MGJhYmY1N2NlOWIwOGYzZWZjNDk3ZjUwOTllYmI2Y2QxZDpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.4102/sajim.v23i1.1313___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjMwYWI6NzQ1NmQwNjhjNjgwYzg3MTcwZjYxNDE5MzA1MzI1ZjQ1ZTI3YmQ2ZTllMDM4NGJiOTU4YmVhMzZjMGMxZjk0ODpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Mofokeng%2C+Thabang+Excellent___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjdhNDg6NmEyNTQ3YWNlOWNhZmI4MjFjMGQ0ODJkMGVjYmM3ZmQ2NzY3OWY4MTFmZDkxYjRjZDdmMzc0NmQxYjI5YmY5YjpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/journals/oabm20___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjYwODI6Nzk1YmRiODBlNzViZTgyMjc0MzRkZWNiZThmZGU0OWE0YTBlM2JkNWNmYzcyMjgyMzM1Nzg3ODM0MDNhMTRjNzpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1080/23311975.2021.1968206___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjkxM2Q6ZDNjMDJkZGU4N2JhM2JmNTA1NGU5MWMwODk3M2I1MjJiNWRjM2U1NGVlMWNjNTJhODU5NzE1ZjRkYjI5OGY4NDpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.4018/IJTD.2018040102___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmNiZGI6YzlhY2JhNGJkZWMxZGJjNGFiNTUzNWMzNTFiZmI3NjFmMjJjMGIxZGM1YjdkOTBkMzY4OWI2NDM1ZGFhMTQ3ZDpwOlQ

Studies in Media and Communication Vol. 12, No. 2; 2024

Pappas, N. (2016). Marketing strategies, perceived risks, and consumer trust in online buying behaviour. Journal of
Retailing and Consumer Services, 29, 92-103. https://doi.org/10.1016/j.jretconser.2015.11.007

Pathak, V. K., & Pathak, A. (2017). Understanding perceived risk: a case study of green electronic consumer products.
Insight, 13(1), 33-37. https://doi.org/10.21844/mijia.v13i01.8367

Pentz, C. D., Du Preez, R., & Swiegers, L. (2020a). To bu(Y) or not to bu(Y): Perceived risk barriers to online shopping
among South African generation Y consumers. Cogent Business & Management, 7(1), 1-26.
https://doi.org/10.1080/23311975.2020.1827813

Pentz, C. D., Du Preez, R., & Swiegers, L. (2020b). The online shopping behaviour of technologically enabled consumers:
A South African Generation Y study. Afiican Journal of Business and Economic Research (AJBER), 5(3), 227-253.
https://doi.org/10.31920/1750-4562/2020/v15n3a10

Pham, T. T., & Ho, C. J. (2015). The effects of product-related, personal-related factors and attractiveness of alternatives
on consumer adoption of NFC-based mobile payments. Technol. Soc., 43, 159-172.
https://doi.org/10.1016/j.techsoc.2015.05.004

Pi, S. M., & Sangruang, J. (2011). The perceived risks of online shopping in Taiwan. Social Behavior and Personality:
An International Journal, 39(2), 275-286. https://doi.org/10.2224/sbp.2011.39.2.275

Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Hong Thuy, T. T., & Merani, S. H. (2021). Effects of perceived service
quality, website quality, and reputation on purchase intention: The mediating and moderating roles of trust and
perceived risk in  online  shopping. Cogent  Business &  Management,  8(1), 1-21.
https://doi.org/10.1080/23311975.2020.1869363

R Core Team. (2018). R: A language and environment for statistical computing. R Foundation for Statistical Computing,
Vienna, Austria, viewed 15 May 2021, from URL https://cran.r-project.org/bin/windows/base/old/3.5.2/

Rahman, M. A, Islam, M. A., Esha, B. H., Sultana, N., Chakravorty, S., & Molnar, A. (2018). Consumer buying behavior
towards online shopping: an empirical study on Dhaka City, Bangladesh. Cogent Business & Management, 5(1), 1-
22. https://doi.org/10.1080/23311975.2018.1514940

Rahmi, S., Ilyas, G. B., Tamsah, H., & Munir, A. Z. (2022). Perceived risk and its role in the influence of brand awareness
on purchase intention: Study of Shopee users. Jurnal Siasat  Bisnis, 26(1), 97-109.
https://doi.org/10.20885/jsb.vol26.iss1.art7

Rogerwilco. (2021). Rogerwilco releases 2021 South African Township Marketing Report. Retrieved from:
https://mediaupdate.co.za/marketing/150716/rogerwilco-releases-202 1-south-african-township-marketing-report

Rosseel, Y. (2012). lavaan: an R package for structural equation modeling. Journal of Statistical Sofiware, 48, 1-36.
https://doi.org/10.18637/jss.v048.102

Shang, Q., Pei, G., & Jin, J. (2017). My friends have a word for it: event-related potentials evidence of how social risk
inhibits purchase intention. Neuroscience Letters, 643, 70-75. https://doi.org/10.1016/j.neulet.2017.02.023

Singh, P., & Kashyap, R. (2017). Consumers’ satisfaction towards perceived apparel quality based on online shopping.
International Journal for Research in Applied Science & Engineering Technology, 5(7), 2354-2360.

Singh, S., & Rana, R. (2018). Effect of demographic factors on consumers’ perception of online shopping. Global Journal
of Management and Business Research, 18(6), 27-38.

Siu, M., & Ismail, K. (2022). Examining the Effects of Perceived Risk on Consumers’ Online Purchase Intention in Klang
Valley Pang. Management and Accounting Review, 21(2), 107-128.

Smoliana, K. (2017). Consumer behavior towards buying consumer electronics online: cross-national analysis. Bodg,
Nord university. (MSc Dissertation).

Statista. (2019). South Africa: Internet penetration 2023. Retrieved from:
https://www.statista.com/statistics/484933/internet-user-reach-south-africa/#statisticContainer

Steiger, J. H. (2007). Understanding the limitations of global fit assessment in structural equation modeling. Personality
and Individual Differences, 42(5), 893-898. https://doi.org/10.1016/j.paid.2006.09.017

Swiegers, L. (2018), ‘Perceived risk barriers to online shopping: Experiences of technologically enabled Generation Y
consumers’, Doctoral dissertation, Stellenbosch University.

Tanadi, T., Samadi, B., & Gharleghi, B. (2015). The impact of perceived risks and perceived benefits to improve an online
intention among Generation-Y in Malaysia. Asian Soc. Sci., 11, .226-238. https://doi.org/10.5539/ass.v11n26p226

170


https://protect.checkpoint.com/v2/___https:/doi.org/10.1080/23311975.2020.1827813___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmMyYjM6MjA5ODk4NzgzOWJhYmRjOTQ2ODRkODlmZTM2NWZiMjhlYTk3NmI4MTI5ZjUwZjRhNTA3Y2NkN2U4NGRkNTBlYzpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Qalati%2C+Sikandar+Ali___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmY0ZTA6YmM2YzM2ZTg4YzkyZWE2MTJlNGM3NmQ0YzcxNjgwNDBmNzU4Y2FmNWY3YzU2MmJkYzk4NjNmMGE1MzNmMTYyMzpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Li%2C+Wenyuan___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjUyMTE6NzA4NDBiOWUwYWNhODljYWU4MzIwZTJiMjZlNDk4ZjhhMjZlMzVlN2FiMzg0MmM4ZmIyYmJkMGM4MTYxY2E1NjpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Dakhan%2C+Sarfraz+Ahmed___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjgwMDc6ODkyNGZlYjRmOGRmMDA2NDkxZjkzYmQ3YjQ3Y2JkNWRlNTY4NWIzNWY5MDNmY2ZjY2NlNTQ3MTAyMDVlYjQ5MjpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Hong+Thuy%2C+Truong+Thi___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjQ5NDI6OWU1MTMxZGRmMDAxY2UwNTU1MTE2YjU4Y2EzYmM4MjQxM2I5ZWE5NTRhODY1OGJhOTY5MWIzZmIyODViNDk3NjpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/author/Merani%2C+Sajid+Hussain___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjU1Yzk6NDhmMWMyMWQ0NGQ0NTY5NzY3MTFhMDk5MTZkNGM2ZTA1MDk3NWVmODNiMTFiMDkyOWFhMGRjMjIxOWY3OTA1NjpwOlQ
https://protect.checkpoint.com/v2/___https:/cogentoa.tandfonline.com/journals/oabm20___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjYwODI6Nzk1YmRiODBlNzViZTgyMjc0MzRkZWNiZThmZGU0OWE0YTBlM2JkNWNmYzcyMjgyMzM1Nzg3ODM0MDNhMTRjNzpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1080/23311975.2020.1869363___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmNjNzU6MGQ2MDAyZDE3MGY1NzdlMjdlMTNmZTFjN2MzYTBlNWU5YWViNWIyOWI1ODU5YTdhNDQ3NDMyNzg3N2M5N2ZhNDpwOlQ
https://protect.checkpoint.com/v2/___https:/cran.r-project.org/bin/windows/base/old/3.5.2/___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjhiM2E6YTEzNGU2ZTcyODFhZTUzMDYyMGU3ZDVkMDdjZTY3MjYyYjgzYzc3ZDliMDJlY2U4ZTBiYmY2YmUwZmFjZjlmOTpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.20885/jsb.vol26.iss1.art7___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjBjZGE6Njg0OGQ5OTY0MjdmMTU5MGI2ODYzMjIxNjE5NjUyODMyNTk1NzU0ZDI1NzZkNmJkZjU3NWEzMTgyN2U2MThlMzpwOlQ
https://protect.checkpoint.com/v2/___https:/mediaupdate.co.za/marketing/150716/rogerwilco-releases-2021-south-african-township-marketing-report___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjcyZTk6NDk5NTgyMWFmNjdmOGEyYTQyMjBhM2QyNTc2YjBlYzdiYzJhNDY5OTI3ZDFkNDE1NWNlZjNjNTE0MjQ3NDU3NDpwOlQ
https://protect.checkpoint.com/v2/___https:/www.statista.com/___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjI5YmE6NzhiZDhmZGZmMzBkNzYxNDE2NDRhMzgwNjJhZDYxOGMwZjA2NjhjYWU4OWMzZjBmMzFlMDVjZjkwNjk2YmYyNzpwOlQ
https://protect.checkpoint.com/v2/___https:/psycnet.apa.org/doi/10.1016/j.paid.2006.09.017___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjcyZDk6YzYzNmVhNWJlYTBlNjg1ZWU4MmMxOGQxNTU3MzBhYmEzZGU1M2QyYTNjNWVjNWJlZDY1MjJiMWRkN2Y4NjM5ODpwOlQ

Studies in Media and Communication Vol. 12, No. 2; 2024

Tandon, U., Kiran, R., & Sah, A. (2018). The influence of website functionality, drivers and perceived risk on customer
satisfaction in online shopping: an emerging economy case. Information Systems & e-Business Management, 16(1),
57-91. https://doi.org/10.1007/s10257-017-0341-3

Tarawneh, M. A., Tambi, A. M. B. A., & Sobihah, M. (2021). The Effect of Perceived Risk in Online Shopping in Jordan:
The Mediating Role of Intention and the Moderating Role of Experience. International Journal of Academic
Research in Business and Social Sciences, 11(3), 406-421. https://doi.org/10.6007/IJARBSS/v11-13/8490

Tariq, A., Bashir, B., & Shad, M. A. (2016). Factors affecting online shopping behavior of consumers in Pakistan. Journal
of Marketing and Consumer Research, 19, 95-100.

Thakur, R., & Srivastava, M. 2015. A study on the impact of consumer risk perception and innovativeness on online
shopping in India. /nt J Retail Distrib Manag, 43(2), 148-166. https://doi.org/10.1108/[JRDM-06-2013-0128

Tham, K. W., Dastane, O., Johari, Z., & Ismail, N. B. (2019). Perceived risk factors affecting consumers’ online shopping
behaviour. Journal of  Asian Finance, Economics and Business, 6(4), 249-260.
https://doi.org/10.13106/jafeb.2019.v016.n04.249

Toska, A., Zeqiri, J., Ramadani. V., & Ribeiro-Navarrete, S. (2022). Covid-19 and consumers’ online purchase intention
among an older-aged group of Kosovo. [International Journal of Emerging Markets, 1-19.
https://doi.org/10.1108/IJOEM-12-2021-1875

Tran, V., & Nguyen, T. (2022). The impact of security, individuality, reputation, and consumer attitudes on purchase
intention of online shopping: The evidence in Vietnam. Cogent Psychology, 9, 1-22.
https://doi.org/10.1080/23311908.2022.2035530

Trivedi, S. K., & Yadav, M. (2018). Predicting Online Repurchase Intentions with e-Satisfaction as Mediator: A Study on
Gen Y. Vine, 48, 427-447. https://doi.org/10.1108/VIIKMS-10-2017-0066

Tyrvainen, O., & Karjaluoto, H. (2022). Online grocery shopping before and during the COVID-19 pandemic: A meta-
analytical review. Telematics and Informatics, 71, 1-13. https://doi.org/10.1016/j.tele.2022.101839

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use online shopping: The case for an augmented technology
acceptance model. Information and Management Journal, 41, 747-762. https://doi.org/10.1016/j.im.2003.08.011

Wai, K., Dastane, O., Johari, Z., & Ismail, N. B. (2019). Perceived risk factors affecting consumers’ online shopping
behaviour. Journal of  Asian Finance, Economics and Business, 6(4), 246-260.
https://doi.org/10.13106/jafeb.2019.v016.n04.249

Wolny, J., & Charoensuksai, N. (2014). Mapping customer journeys in multichannel decision-making. Direct, Data and
Digital Marketing Practice, 15(4), 317-326. https://doi.org/10.1057/dddmp.2014.24

Yadav, R., Sharma, S.K. & Tarhini, A. (2016). A multi-analytical approach to understand and predict the mobile commerce
adoption. Journal of Enterprise Information Management, 29(2), 222-237. https://doi.org/10.1108/JEIM-04-2015-
0034

Zang, W., Qian, Y., & Song, H. (2022). The Effect of Perceived Value on Consumers’ Repurchase Intention of Commercial
Ice Stadium: The Mediating Role of Community Interactions. Int. J. Environ. Res. Public Health 2022, 19, 1-14.
https://doi.org/10.3390/ijerph19053043

171


https://protect.checkpoint.com/v2/___https:/doi.org/10.13106/jafeb.2019.vol6.no4.249___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmI3YWU6MmQyMmRmNWU3ZWQ5MGZiMzk0YjE5ZjUyNTJlYjg4YzM0MzgyYzlmNmViYmE1YWEwZGU4YzBkYjllMDgwOGIyZTpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1108/IJOEM-12-2021-1875___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmMyN2Q6ZmNhOTY4ODMwNjljZGI0NTM1MTI5MDcyMWU5NTczMzBmOTU5NjlkZjRkMzhiNjcxMjJlZjY4OTU3NmVkYjViMjpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1080/23311908.2022.2035530___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OjFkZjQ6ZGQzMTk4YTRhYjFjZjdmODZhNTAxNDhmZDUyNTM3OGUzOWViNGNiNzg5OTQ2MTk3NTBhMDYzZGI5N2M1OGEzMTpwOlQ
https://protect.checkpoint.com/v2/___https:/doi.org/10.1016/j.tele.2022.101839___.YzJlOnVuaXNhbW9iaWxlOmM6bzpmNmZkZjhlMTRiYTRkMjgwYzUxYTM3NzVjYjU3YmNjYTo2OmM3NmQ6NWIzNzFmZmMwYTJjMjI2YWUzOTc3MzcwM2M2Nzc2Y2E3YTAyMjg5N2YxOTlhODhmNjcxNzFiOTI4YzdkNjk2ODpwOlQ

