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How Enduring Product Involvement and Perceived Risk
Affect Consumers’ Online Merchant Selection Process:
The ‘Required Trust Level Perspective

Ilyoo B. Hong*, Jung Min Lee**, Hwihyung Cho**

Consumers differ in the way they make a purchase. An audio mania would wilingly moke a bold, yet
serious, decision to buy a fop-of-the-ine home theater system, while he is not interested in replacing his
two-decade-old shabby car. On the contrary, an automobile enthusiost wouldn’t mind spending forty thousand
dollars to buy a new Jaguar convertible, yet cares litfle about his junky component system. It is product
involvement that helps us explain such differences among individuals in the purchase style. Product involvement
refers fo the extent fo which a product is perceived to be important fo a consumer (Zaichkowsky, 2001).
Product involvement is an important factor that strongly influences consumer’s purchase decision-making proc-
ess, and thus has been of prime interest 1o consumer behavior researchers. Furthermore, researchers found
that involverment s closely related fo perceived risk (Dholakia, 2001). While abundant research exists addressing
how product involvement relates 1o overall perceived risk, little attention has been paid to the relationship
between involvement and different types of perceived risk in an electronic commerce setting. Given that
perceived risk can be a substantial barrier fo the online purchase (Jarvenpaa, 2000), research addressing
such an issue will offer useful implications on what specific types of perceived risk an online firm should
focus on mitigating if it is to increase sales to a fullest potential. Meanwnhile, past research has focused on
such consumer responses as information search and dissemination s a consequence of involvement, neglecting
other behavioral responses like online merchant selection. For one example, will a consumer seriously considering
the purchase of a pricey Guzzi bag perceive a great degree of risk associated with online buying and
therefore choose fo buy it from a digifal storefront rather than from an online marketplace fo mitigate risk?
Wil a consumer require greater trust on the part of the online merchant when the perceived risk of online
buying is rather high? We intend fo find answers to these research questions through an empirical study.
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This paper explores the impact of enduring product involvement and perceived risks on required trust
level, and further on online merchant choice. For the purpose of the research, five types or components
of perceived risk are taken info consideration, including financial, performance, delivery, psychological, and
social risks. A research model has been built around the constructs under consideration, and 12 hypotheses
have been developed based on the research model to examine the relationships between enduring involve-
ment and five components of perceived risk, between five components of perceived risk and required trust
level, between enduring involvement and required trust level, and finally between required trust level and
preference tfoward an e-tailer.

To aftain our research objectives, we conducted an empirical analysis consisting of two phases of data
collection: a pilot test and main survey. The pilot test was conducted using 25 college students fo ensure
that the questionnaire items are clear and straightforward. Then the main survey was conducted using 295
college students at a major university for nine days between December 13, 2010 and December 21, 2010.
The measures employed to test the model included eight constructs: (1) enduring involvement, (2) financial
risk, (3) performance risk, (4) delivery risk, (5) psychological risk, (6) social risk, (7) required frust level, (8)
preference toward an e-tailer.

The statistical package, SPSS 17.0, was used to fest the infernal consistency among the items within the
individual measures. Based on the Cronbach's a coefficients of the individual measure, the reliability of all the
variables is supported. Meanwhile, the Amos 18.0 package was employed to perform a confirmatory factor
analysis designed fo assess the unidimensionality of the measures. The goodness of fit for the measurement
model was safisfied. Unidimensionality was tested using convergent, discriminant, and nomological validity. The
statistical evidences proved that the three types of vdlidity were all satisfied. Now the structured equation modeling
technique was used to analyze the individual paths along the relationships among the research constructs.

The results indicated that enduring involvement has significant positive relationships with all the five compo-
nents of perceived risk, while only performance risk is significantly related to trust level required by consumers
for purchase. It can be inferred from the findings that product performance problems are mostly likely to
occur when a merchant behaves in an opportunistic manner. Positive relationships were also found between
involvemnent and required tfrust level and between required trust level and online merchant choice. Enduring
involvement is concemed with the pleasure a consumer derives from a product class and/or with the desire
for knowledge for the product class, and thus is likely to motivate the consumer to look for ways of mitigating
perceived risk by requiring a higher level of trust on the part of the online merchant. Likewise, a consumer
requirng a high level of frust on the merchant will choose a digital storefront rather than an e-marketplace,
since a digital storefront is believed to be trustworthier than an e-marketplace, as it fulffills orders by itself
rather than acting as an intermediary.

The findings of the present research provide both academic and practical implications. The first academic
implication is that enduring product involvement is a strong motivator of consumer responses, especially the
selection of a merchant, in the context of electronic shopping. Secondly, academicians are advised fo pay
aftention to the finding that an individual component or type of perceived risk can be used as an important
research construct, since it would allow one fo pinpoint the specific types of risk that are influenced by
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antecedents or that influence consequents. Meanwhile, our research provides implications useful for online
merchants (both online storefronts and e-marketplaces). Merchants may develop strategies to attract consum-
ers by managing perceived performance risk involved in purchase decisions, since it was found to have
significant positive relationship with the level of trust required by a consumer on the part of the merchant.
One way to manage performance risk would be to thoroughly examine the product before shipping to
ensure that it has no deficiencies or flaws. Secondly, digital storefronts are advised fo focus on symbolic
goods (e.g., cars, cell phones, fashion ouffits, and handbags) in which consumers are relatively more involved
than others, whereas e- marketplaces should put their emphasis on non-symbolic goods (e.g., drinks, books,
MP3 players, and bike accessories).

Keywords : IS Usage, Product Involvement, Perceived Risk, Required Trust Level, E-marketplace, Digital
Storefront
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