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Abstract: With the ever-changing trend of e-commerce, consumer buying behaviour has been changing rapidly, and
it is important to understand the factors influencing the consumer purchasing decision to cater to the new emerging
urban market. Even after a high penetration rate in the internet, city consumers show some reluctance to buy items
online because of lack of trust, risk and quality of service. In this study the determinants that affect the consumer's
purchasing intention towards online buying in Bangalore city have been studied.

A quantitative research design was used to gather primary data from 412 online shoppers from Bangalore by using
convenience sampling, using a structured questionnaire. The constructs from the TAM and other theories were
considered as independent variables and the purchase intention of the online was used as the dependent variable in
the proposed model: perceived usefulness, perceived ease of use, trust, perceived risk, social influence and website
quality.

For testing the measurement and structural models, partial Least Squares Structural Equation Modelling (PLS-
SEM) was used, which is implemented in the software SmartPLS. The results showed that all the independent
variables, except for perceived risk, had a significant positive influence on purchase intention, with trust having the
highest effect. The results indicated that all of the independent variables had a significant positive impact on
purchase intention, except for the variable of perceived risk, which had a significant negative impact. The results for
perceived ease of use and social influence were mixed and less significant.

The results highlight the importance of e-commerce sites focusing on building consumer trust with effective trust-
building mechanisms, clear information about your product, and quality digital interfaces. The learnings created by
these can be used to create a focused strategy to increase online retail adoption in the metropolitan markets in India
like Bangalore.

Keywords: Online shopping; Purchase intention; Trust; Perceived risk; PLS-SEM.

1. INTRODUCTION

Ecommerce and online shopping have had a significant impact on the retail industry, with the world changing dramatically.
Online retail has become one of the fastest-growing areas of the economy due to the developments in digital infrastructure,
high penetration of smart phones, and logistics networks (Agrawal et al., 2026). The Indian e-commerce industry has grown
by an astounding rate from India's e-commerce market size of about USD 125 billion in 2024 to nearly being tripled to USD
345 billion by 2030 at a compound annual growth rate of about 18.4 percent. This is a result of the increasing adoption of
technology in daily trade and the growing trend towards electronic transactions by consumers in both rural and urban
settings (Yadav et al., 2024).
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In parallel with this growth in the market, there has been a radical change in consumer behaviour. The flexibility of shopping
anytime, anywhere is a trait of online shopping that many modern consumers appreciate and crave more than traditional
retail stores (Taneja et al., 2024). Ecommerce has been growing at an unprecedented speed and has been driven by a variety
of factors, including time constraints, the busy lifestyle of the urban population and the convenience of home delivery
(Kumar et al., 2023). Today, consumers are more engaged with digital marketplaces, and expect seamless browsing
experience, personalised recommendations, competitive pricing and swift fulfilment (Sagar 2024). From electronics and
fashion to groceries and house wares, this behaviour shift has made online shopping the preferred option for a variety of
categories.

There are a number of factors that can affect consumers' buying choices when they are shopping online. Convenience is a
key motivator as well — people don't have to go to stores and stand in lines. Price, discounts and promotions further reinforce
purchase intent, as it is perceived to exist in the marketplace (Catagasan et al.,2026). Competitive prices, discounts, and
promotions reinforce purchase intent, as it is perceived to exist in the marketplace. With the large range of product choices
available online, it is easy to compare products (Felix et al., 2023). As well as trust, consumers' perceptions of security are
important, and worries over the security of payments, data security, product authenticity, and delivery reliability have a
strong influence on consumer confidence and their intention to purchase online (Rawat et al., 2024). Researchers and
practitioners aiming at improving the adoption of online shopping should be aware of the relative impact of these factors.

Bangalore, also known as Silicon Valley of India, is one of the leading technology and e-commerce hubs. The city is home
to a significant population of IT experts, start-ups and digitally-engaged consumers with ample disposable income and
internet connection. With the dynamic demographic profile, the presence of top e-commerce firms and a booming
entrepreneurial sector, Bangalore is an ideal place to study consumer purchase intention towards online shopping. The
lessons to be learned from this metropolitan market are an important implication in understanding digital consumer
behaviour in other fast urbanising Indian cities.

Research gap

Despite the fast growth of e-commerce in India and a significant academic interest, critical analysis of the literature reveals
certain research gaps which have hindered a comprehensive understanding of consumer purchase intention towards e-
commerce, specifically in the context of Bangalore City. Most earlier research has been based on a national or multi-city
approach and largely assumed that Indian consumers are a standard population, ignoring the unique socio-economic,
technological and lifestyle attributes of Bangalore's highly educated, tech-savvy and digitally literate consumers. There are
few empirical studies, however, that have taken a multi-determined approach and integrated these factors into a theoretically
coherent framework specific to this metropolitan market (Ardhiyansyah et al., 2026). Furthermore, most of the previous
studies used traditional statistical analysis like multiple regression analysis, which is less suitable to analyze the complex
relationship and the lack of measurement among the latent variables than more sophisticated methods such as a Partial Least
Squares Structural Equation Modelling (PLS-SEM). There is also a noticeable lack of recent studies capturing the changing
trend in digital consumption amongst Bangalore consumers as well as their increased expectations of service quality and
changing risk perception in the current e-commerce environment (Chandrakala 2025). Existing literature also tends to
under-represent Bangalore as the leading technology and start-up hub in India, where high internet penetration, disposable
incomes, and exposure to the global digital platforms result in a different kind of consumer environment which can be
different from other cities of India. Moreover, there is a lack of attention to deriving actionable, city-specific insights that
can feed both the theoretical development and the development of practical initiatives of e-commerce platforms in this
competitive landscape (Kaushal et al., 2026). The need of a systematic and empirical study using a multi-construct model
with a robust model using PLS-SEM analysis is therefore outstanding in order to have an understanding of the relative
importance and interactions of the determinants of online purchase intention in Bangalore. In order to build up more accurate
theoretical models and provide contextually appropriate marketing, platform management, and policy recommendations,
these gaps must be addressed (Indiani et al., 2025). Therefore, the objective of the present study is to explore the research
gap by systematically studying the impact of critical determinants on consumer purchase intention for online shopping
empirically with consumers in Bangalore City.

Purpose and contribution of the study

The main objective of this study is to examine the empirical analysis of the factors influencing consumer purchase intention
towards online shopping in Bangalore city focusing on convenience, perceived value, product variety, trust and perceived
security. The research uses Partial Least Squares Structural Equation Modelling (PLS-SEM) to understand the complex
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relationship between the various constructs and determine their relative contribution to the intentions to purchase online
(Sarstedt et al., 2021). Theoretically, the study brings together the technology acceptance and trust-based approaches in a
unified model in an important Indian metropolitan context. Methodologically, it contributes to the current literature by
filling the gap of the traditional analytical methods used with the application of a strong PLS-SEM approach. The
implications for practice are actionable and provide information to e-commerce platforms and marketers for designing better
strategies to boost consumer trust, mitigate perceived risks and enhance the overall online shopping experience in Bangalore
and other urban markets (Seshadri et al., 2026).

2. REVIEW OF LITERATURE

There are several empirical studies focused on the various dimensions of the effects of online marketing, e-commerce
platforms, shopping apps, and digital feedback systems on consumer purchasing behavior, among which the majority have
been conducted in Bangalore. Kiruthikka (2023) used SPSS regression analysis to show that security plays a significant
role in purchase decision while convenience, time saving and website design had indirect effects and a social change had
further indirect effect on it which also broadened the market opportunity as the faith, usability, enjoyment and the
demographics were mediating. Using descriptive statistics, ANOVA, regression and Pearson correlation, Manoranjan et al.,
(2024) found that digital shopping apps are very prevalent among working women and the socio-economic and
psychological traits influence their behaviour, which reinforces the need for a better understanding of the requirements of
marketers on the digital platform. Cultural, social, personal, psychological and marketing-mix factors were analysed by
Joshi et al., 2021, who concluded that brand influence is considered a positive determinant for the online decision and
satisfaction level which provides guidance for e-commerce developers. Basha et al., (2025) gathered data on the Likert scale
from 192 urban respondents, then through correlation and regression, they found that the perceived trust and star ratings
have a strong impact on the purchase intention, especially in the younger generation and among people with higher income,
highlighting the importance of transparent review systems. Deepthi (2026) found that consumer trust had the highest impact
on e-commerce decisions, followed by online reviews, influencer marketing, and price promotions, offering actionable
insights for retailers. Gayathri (2026) suggested that quantitative analysis should also be done on the various factors of e-
tailing such as product quality, pricing, brand reputation, usability of website, promotions, reviews, payment security and
delivery along with the various demographic factors to improve the level of loyalty and the strategies to be adopted in the
business. Ravanan et al., (2023) conducted a survey of 385 online consumers and employed ANOVA and t-tests to show
that gender, age, education, and household income are all significant factors in determining the intention to purchase online.
The intangibility of online products made detailed product information and perceived usefulness a positive correlation,
which was confirmed by Kripesh et al. (2020) through structural equation modelling that both variables significantly
influenced purchase intention. While no age or income correlation was found in online purchases in Bangalore, MR (2022)
pointed out the significance of privacy and service quality in building brand loyalty. It was revealed that Internet self-
efficacy, website aesthetics and perceived benefits positively affect young working women's purchase intention, whereas
perceived risk has low impact. Shukla et al., (2022) found that Internet self-efficacy, website aesthetics, and perceived
benefits positively affect young working women's purchase intention, whereas perceived risk has low impact. Kalavathy et
al. (2023) concluded that perceived enjoyment, subjective norms, credibility, and usefulness are significant factors to shape
Facebook usage intention, which in turn has a positive impact on consumer decision-making in the fashion domain. In sum,
these investigations highlight the importance of the consumer's trust, the review process, convenience, demographics, and
platform design as key influencers of online purchases in Bangalore, providing strong empirical evidence for marketers,
app developers, and e-tailers to inform their digital strategy optimizations and to generate and sustain purchase intentions.

3. RESEARCH METHODOLOGY
3.1 Research Design:

This type of research is quantitative and cross sectional research while type of study is empirical study which is a research
that is used to study the factors that affect consumer buying intention in the case of online shopping. A structured
questionnaire was created to collect the primary data at a particular time from the respondents. The design allows for the
measurement of relationships between the key constructs and to test the proposed model statistically. Objectivity, reliability
and generalisability of results in the study context is emphasised. This is especially helpful for more sophisticated
multivariate analyses, for testing hypotheses and for determining the strength of associations.
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3.2 Study Area:

The study is carried out in Bangalore City, Karnataka, which is one of the leading technology and commercial hubs of India.
There is a huge digital literacy among the consumers of Bangalore, high Internet penetration and presence of some
ecommerce platforms and startups. This is because the population of the city is diverse, from young professionals, students
and working individuals, providing good reasons to study online shopping behaviour. This further strengthens the
importance of the study site as one with an advanced digital infrastructure and high level of disposable income. Lessons
learnt from Bangalore will have good implications for other metros in India.

3.3 Population:

The target population of this study are the consumers having previous experience of purchasing goods/services from online
shopping platform in Bangalore City. This includes anyone who has purchased online over the past couple of months,
whether it be fashion, electronics, groceries, consumer goods, and more. The focus on “experienced online shoppers” would
mean that those that respond would be in a position to answer with facts based on what they have already done as consumers
rather than what they may envision themselves doing. Includes consumers of both sexes from diverse age groups, levels of
education and income. This population definition is consistent with the purpose of this study which was to understand the
determinants that affect online purchase intention in real world.

3.4 Sampling:

The respondents are drawn using non-probability sampling technique which includes convenience sampling and purposive
sampling. Convenience sampling is selected because of the ease of obtaining access to online shoppers in a metropolitan
area, and purposive criteria are used to select only those who have some experience engaging in online shopping. The
respondents are targeted in digital way, social media and personal network within Bangalore. The approach is effective in
collecting data within the time and resource constraints and relevant to the research questions. Efforts are made to ensure a
somewhat diverse sample of participants to strengthen the representativeness of the sample in the specified population.

3.5 Sample Size:

The size of respondents in this research is determined by the number of respondents that are suitable for this study, which
is 300 to 400 respondents, as determined by the requirements of Partial Least Squares Structural Equation Modelling (PLS-
SEM). This is typically considered sufficient to estimate models reliably, provide sufficient statistical power, and maintain
stable path coefficients when conducting research with SEM. Sample size is also determined to allow for the possibility that
not all samples or some may provide incomplete or invalid responses, which will be excluded for data screening. Having
this many participants allows for strong testing of the measurement and structural models. The optimal sample size is a
compromise that meets both the demands of the analytical task proposed for the empirical study and practical considerations.

4. CONCEPTUAL FRAMEWORK /SEM MODEL

| Perceived Convenience |

Perceived Value

Consumer Purchase
Intention

Trust | ‘ Perceived Security
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The research model states that the five dimensions of the study such as convenience, perceived value, product variety, trust,
perceived security affect the consumer's intention to buy products online. These constructs are hypothesized to directly
influence the dependent construct, Online Purchase Intention, as they are independent. The model is developed based on
the technology acceptance model and other behavioural models and validated using partial least squares -structural equation
modeling (PLS-SEM).

Interpretation

This proposed SEM model investigates at the same time, the effect of convenience, perceived value, product variety, trust
and perceived security on consumers' intention to buy online. Consume time and effort barriers will likely promote the
purchase intention through convenience, which will be perceived value in terms of benefits consumers gain compared with
costs. The value of product variety is expected to enhance intention because it will provide more option and comparisons.
The factors that can positively influence the psychological aspect are trust and perceived security, which can help alleviate
uncertainty and increase confidence in online transactions. The constructs are integrated to form an integrated framework
that captures functional and relational drivers of online shopping behaviour in Bangalore. The model can be empirically
tested to validate the relative importance and strength of each path and give a comprehensive picture of the factors
influencing the intention to purchase in this urban e-commerce context.

5. ANALYSIS AND FINDINGS

Table 1: Descriptive Statistics

Construct N Mean Std. Deviation Minimum Maximum
Convenience 372 4.18 0.72 2 5
Perceived Value 372 4.05 0.68 2.2 5
Product Variety 372 4.22 0.65 24 5
Trust 372 3.89 0.79 1.8 5
Perceived Security 372 3.76 0.81 16 5
Purchase Intention 372 4.11 0.7 2 5

The descriptive statistics show that the respondents' attitudes towards online shopping were mostly positive. The Product
Variety had the highest mean score (4.22), followed closely by Convenience (4.18) and Purchase Intention (4.11) which
showed favourable attitudes to be strong. The mean of Perceived Value was also found to be relatively high at 4.05,
indicating the appreciation of benefits over the cost from the eyes of consumers. Perceived Security (3.76) and Trust (3.89),
however, had relatively low mean values indicating that these are areas of moderate concern. Responses were moderately
variable with the standard deviations in the range of 0.65 to 0.81. The findings overall imply that while shopping online is
a functional thing that is welcomed, there is still scope for enhancing functional trust and security perceptions of Bangalore

consumers.
Table 2: Reliability Analysis
, Composite Reliability | Average Variance Extracted

Construct Cronbach’s Alpha (CR) (AVE)

Convenience 0.842 0.894 0.678

Perceived Value 0.861 0.905 0.705

Product Variety 0.827 0.886 0.661

Trust 0.879 0.916 0.732

Perceived Security 0.868 0.91 0.717

Purchase Intention 0.851 0.899 0.69

The reliability analysis validates that the internal consistency of all constructs are within the suggested range and convergent
validity meets the recommended criterion. The values of Cronbach's Alpha ranged from 0.827 to 0.879, which is above the
minimum level of 0.70, and this means that the items in the measurement instruments were quite consistent with each other.
The scales were also reliable as their Composite Reliability (CR) was high, ranging from 0.886 to 0.916. All constructs had
acceptable values of Average Variance Extracted (AVE) from 0.661 to 0.732. These outcomes indicate that the items have
a good level of convergent validity. The results of this measurement model showed high reliability and convergent validity,
which are bases to analyse the structural model.
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Table 3: Structural Model Results (Hypothesis Testing)

Hypothesis | Path Path Coefficient (B) | t-value | p-value | Result

H1 Convenience — Purchase Intention 0.214 4,182 0 Supported
H2 Perceived Value — Purchase Intention 0.238 4.765 0 Supported
H3 Product Variety — Purchase Intention 0.176 3.421 0.001 Supported
H4 Trust — Purchase Intention 0.267 5.314 0 Supported
H5 Perceived Security — Purchase Intention | 0.193 3.876 0 Supported

The findings of the structural model suggest that all the hypotheses were accepted at the 5% level of significance. Trust
emerged as the strongest predictor of online purchase intention (f = 0.267, t = 5.314, p < 0.001), followed by Perceived
Value (§ = 0.238) and Convenience (f = 0.214). Product variety and perceived security had a strong positive impact on
purchase intention. The model had a strong level of explanatory power with 58.2% of the variance in purchase intention
explained (R? = 0.582). The results of this study reveal the importance of trust and value perceptions to the consumers'
online purchase decisions in Bangalore. Overall, the results validate that there is a significant relationship between
functional factors and purchase intention as well as a significant relationship between psychological factors and purchase
intention in the context of the study.

5.1 Results and Discussion

The findings of the study show that convenience, perceived value, product variety, trust and perceived security significantly
affects a consumer's purchase intention for online shopping in Bangalore. The most powerful factor was trust, which is so
vital to developing consumer confidence in online platforms. The other two factors, perceived value and perceived
convenience, were also significant, and consumers clearly valued and desired positive and easy shopping experiences.
Product variety and perceived security had relatively weaker effects, but were statistically significant. The results are in line
with previous studies that highlighted the importance of trust and value in influencing online buying decisions. The model's
explanatory power (R2 = 0.582) shows that the constructs selected are able to explain a meaningful part of the variance of
the purchase intention. In summary, the findings highlight the importance of trust-building strategies, in addition to offering
tangible advantages, to boost online shopping uptake in Bangalore.

5.2 Managerial Implications

o Strengthen Purchase Intentions: When it comes to purchase intentions, transparent policies, accurate product
information, secure payment systems and customer service were the most critical elements for ecommerce sites.

o Targetable aspects of the management strategy should include: Pricing, good discounts, Loyalty schemes and making
the value of the product obvious to consumers.

o <Enhance convenience features: E-commerce sites should prioritize user-friendliness, faster delivery options, easily
navigable sites and hassle free checkout processes to create a more convenient and seamless online shopping experience.

o Continue to increase Product Variety and Assortment: Offer a wider variety of products, brands and categories to meet
the varied needs of consumers and to drive purchase intention in Bangalore.

o Continued investments in data security: secure transaction systems and the conspicuity of security certificates are vital
in helping to ease consumer concerns and build trust in online platforms in the long run.

6. CONCLUSION

The study is based on the factors affecting the purchase intention of the consumers on online shopping in Bangalore city.
The findings revealed that convenience, perceived value, product variety, trust and perceived security had a significant
effect on intention to purchase online products with trust being the most influential. The proposed model has demonstrated
satisfactory degree of reliability, validity and high degree of explanation. The findings underline the value of both functional
benefits and psychological security to digital buying behaviour. The study adds to the literature with empirical findings
from an important technology hub in India through the application of the PLS-SEM technique. In reality, the findings offer
actionable insights for e-commerce businesses aiming to enhance their consumer interactions and conversion rates. Finally,
the study underscores the need for continued efforts to foster trust, value and security perceptions to encourage continued
growth in online transactions.
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6.1 Limitations of the Study

The study used non-probability sampling technique, namely convenience sampling that could restrict the results of the
study to the general population of people who shop online in Bangalore.

A cross sectional design was used, which limited the ability to draw inferences of causation across time and only
collected information at one time.

3. The study was limited to Bangalore City and the findings are not necessarily generalizable to consumers in other cities
or geographical areas of India with varying socio-economic and digital profiles.

The study was limited to a few of the determinants; some other factors that may be relevant were not included in the
model such as social influence, website quality and delivery experience.

Response error from social desirability bias or poor recall from self-reported questionnaire information may influence
the accuracy of responses.

6.2 Future Research Directions

Future research could employ probability sampling methods and larger sample sizes for increased generalisability of
results to other segments of online shoppers.

The longitudinal research designs can be used to investigate the changes in consumer purchase intention and the stability
of important determinants across time.

To allow for comparison and understanding of geographical variations in online shopping behavior similar studies can
be undertaken in other metro cities or tier 2 Indian cities.

Future studies can further expand the model by adding more constructs like social influence, site quality, delivery
reliability, or customer experience to gain a better comprehension.

Qualitative or mixed-method research can be employed to better understand the reasons, concerns, and decision-making
processes of online consumers.
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