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ABSTRACT--The purpose of the examination is to consider the coordinating impact of online shopping risk 

perception on the disclaiming of the online shopping cart and hedonic motivation, utilitarian motivation. The data 

gatheredfrom the online shopping respondents over a standardized questionnaire. The Hayes procedure statistical 

examination, which used to break down the impact of online shopping, perceived risk on the abandoning of the web 

shopping carts. The data analysis revelations show that online information search and shopping tendencies are, in 

a general sense, affected by hedonic and utilitarian motivation. The journey for searchingfor information is a 

noteworthy marker of the objective to buy on the web. Hedonic and utilitarian motivations are the essential 

components impacting the demand and purchase needs of online information. Retailers need to make locales that 

advance a pleasant online experience. It will attract customers for an increasingly drawn-out period who will 

scrutinize the site. Further time spent searching for information will improve the trust and loyaltyamong online 

consumers. 

Keywords--Online Shopping cart abandonment, Shopping Motivations, Hedonic motivation, Utilitarian 
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I. INTRODUCTION 

With the development of the Internet and its assignment as another exhibiting online channel, electronic 

shopping has become a promising technique for shopping with significant advancement potential. Primarily, online 

shopping has built up much faster, and in the present genuine condition, it is essential to fathom different pieces 

of the electronic shopping circumstance from all perspectives. In various Asian and other developed countries, 

Internet shopping has gotten vitality as a result of segments, for instance, rapid access to the information, 

convenience of time, clogged driving conditions, obliged time, parking space, etc. Reliably a consistently 

expanding number of traditional retailers come into the folds of web retailing to achieve a genuine edge. In India, 

there are around 300 million Internet customers. This number may not be straightforward if we consider the 

country's 1.3 billion people. Strikingly, this has not shielded Indian customers from recording a CAGR of 30% in 

cutting edge trade in the last budgetary year (CRISIL Research 2014). 

Online shopping carts on most e-commerce sites are a required platform for shopping. However, there is little 

knowledge with the use of such e-shopping by consumers since maximum businesses. This presumption, however, 

is not valid. In particular, the process of e-businessrejection is a relatively unknown trend in online behavior. 
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The placement of desired items in the shopping cart is a crucial component of the hedonic online shopping 

experience. The positioning of things in the shopping cart is a suitable replacement for purchases. The click and 

active interaction of items on the shopping cart give the consumer a sense of control and make the shopping 

experience a fun and enjoyable experience. Therefore, the placement of the product in the cart is not a means of 

obtaining a specific product, but an experience activity. 

Prior literature states that hedonic and utilitarian shopping values coexist in any shopping context (Batra 

&Ahtola, 1991; Babin et al., 1994). Therefore, it is essential to investigate how perceived shopping values 

influence the perceived risks of online shopping, leading to e-carts rejected—particular research on the effect of 

acknowledged threats on the abandonment of e-cart. 

 

II. LITERATURE REVIEW 

All the customers cannot keep online trade absolute. The surrender of e-carts is one of the fundamental 

recognitions in electronic shopping, and the leaving of e-carts in online commerce is creating stress for retailers 

since they address lost arrangements. 71% of shopping bushels rejected without a purchase, and this has become 

a web vendor devouring issue (Nicholls, 2011). As demonstrated by Forrester Research, 87% of customers leave 

carts, and 70% disregard just before check.  

Williams, T. D. (2020) examines four crucial factors that impact the purchase intention based on consumer 

feedback. The questionnaire includes the attitudes, website riskiness, consumer trust, levels of security knowledge, 

and shopping style related to hedonic and utilitarian motivations. The findings of the study show that the method 

of purchase does not affect purchase intention. Perceived risk had a weak impact on purchase intention, and 

consumer trust affects the high score of purchase intentions. The researcher suggested that online retailers can use 

the Hierarchical Factor Prioritization Tool to identify the needs of the consumers to reduce the online shopping 

cart abandonment. 

Li, J., Abbasi, A., Cheema, A., & Abraham, L. B. (2020) studied the usage of consumer information channel 

in consumer purchase decision-making process by using hedonic and utilitarian motivations. The author examined 

in the online retailer’s point of view to measure the hedonic and utilitarian features of 20 types of products from 

40 different retailers. The findings of the study revealed that while making hedonic purchases, consumers tend to 

use social media and on-site product pages and, in contrast, for making utilitarian purchases the consumers using 

third-party reviews before making the final purchase decision. This study reveals the channel usage for reports 

suggestively impacts the purchase decision of the consumers. 

Arul Kumar and Krithika (2019) studied that perceived waiting time has a moderated impact between online 

shopping motivations like hedonic and utilitarian and cart abandonment. The authors used the hayes process to 

investigate the relationship between the variables. The study findings reveal that perceived waiting time leads to 

cart abandonment among online consumers irrespective of motivations. 

Allendorf, J. F., Kroschke, M., &Krafft, M. (2018) aimed to study about the active measures taken by the online 

retailers to diminish the online shopping cart disclaiming and to increase the sale by converting into the purchase. 

The author conducted a field experiment in German for over three weeks and tested the effectiveness of the pop-

up messages regarding the products which the consumers left in the online shopping cart and offered a discount of 
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10% for the products in the cart. The results reveal that the pop-up message with a 10% discount significantly 

influenced the consumers to purchase the items which they left in their online carts. This study suggests the online 

retailers give some concessions for the products in the wagons to convert them into sales. 

According to the assessment by Muster Robert Florentin (2016), they focused on how many conflicts of choice 

impact the surrender of electronic shopping bushels. We started by researching the nature, repeat, and wellsprings 

of conflicts of choice as they show themselves in the online condition. Besides, we found that the mission for 

information and thing comparability also influenced the obvious decision inconvenience; while all the while 

propelling exercises were developed as the fundamental wellspring 

 

 

III. RESEARCH METHODOLOGY 

The assessment grasped the purchaser mall catch method for the audit. The square chat with technique has 

wind up being one of the most notable courses in advancing and customer look at (Hornik& Ellis, 1989) in 

perspective on convenience and cost advantage (Burns and Bush, 2003). The found respondents being unremitting 

clients can give better quality shopping information. (Thorn and Hair, 1985).  

Four hundred respondents got over the several strip shopping centers and malls of the Chennai in India. It 

indicated by the Indian Government enlistment report (2011), the city positions the most raised on the Internet 

thickness in the country.  

Information aggregated utilizing a self-finish study facilitated to the respondents—the conceptual framework 

constructed after a rigorous, extensive literature search. Questions identified with inspirations assessed on a 5-

point Likert scale Strongly agree to disagree strongly.Factors under investigation operationalized utilizing passed 

on levels. Scales identified with motivations, data search, and targets had gotten from past appraisals. The segment 

identified with partition attributes like age, sexual bearing, occupation, marital status, and instructive limits shared 

in the review.  

Four hundred fifty respondents were asked over the distinctive shopping spots of Chennai city and referenced 

to finish the survey. The sufficient responses received from the sample size set up of 400 respondents. The model 

included 72.4 percent of people and 27.6 percent females. In any case, the model changed in age from underneath 

18 years to 70 years old, yet 90 percent of the sample included respondents underneath the age of 30 years. 

 

IV. DATA ANALYSIS 

The researcher aims toscrutinize theeffect of online shopping risk factors between online shopping motivations 

like hedonic and utilitarian with online shopping cart disclaiming behavior of the consumers. 

 

Figure-1 Conceptual Model 

 

 

 

 

Hedonic Motivation Cart Abandonment 

Perceived Risk 
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Figure 1 Conceptual framework of Hedonic motivation 

 

 

The data analyzed through SPSS, and the results show that independent variable X's effect on dependent 

variable Y can be said to reduce if it depends on Moderator M for its extent or direction. It advises us regarding 

the conditions that advance, improve or hinder the impact or who, or what the effect is. 

H1: There is aregulating effect of Perceived risk between Hedonic factors and Cart betraying repeat. 

 

Table 1 Model Summary 

R R-sq MSE F df1 df2 p 

.1401 .0236 2.5285 7.735 3.0000 400 .000* 

 

Table 2 Interaction effect of Model 

  Coefficient 
Standard 

Error 
t p LLCI ULCI 

Constant 6.8406 0.0453 142.0026 0.00 7.7302 8.0512 

Perceived Risk -0.0105 0.0074 -1.2533 0.1617 -0.0182 0.0042 

Hedonic Motivation -0.0233 0.0061 -4.1858 0.00 -0.0342 -0.0158 

Int_1 0.00 0.0020 0.0152 0.8740 -0.0030 0.0030 

 

Table 3Model Summary 

 F df1 df2 P 

Int_1 0.00 0.0002 400 0.8760 

 

The above results depict the feature of the Hayes macro process, which shows that the risk clear between 

hedonic shopping factors and the online shopping cartdisclaiming behavior. Haye's process macro used for analysis 

with a respondent’s size of 400. The model chart demonstrated that there is no primary effect. The results can be 

delineated, as referenced underneath.  

F value = 0.0001, P value is >0.01, R2value= 0.000. 

The above results from the table underneath the research model layout displays the interaction effect of an 

independent factor on the outcome variable. As demonstrated by the estimations collected, the study findings reveal 

that the p-value is not statistically significant, the p-value is 0.8740, which is <0.05. Thus, the null hypothesis is 

accepted, and the alternative hypothesis H1rejected.  
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The upper limit and lower limit values (LLCI = - .0030 and ULCI = .0030) comprises of the cost zero. There 

is an interacting effect of online shopping perceivedrisk between hedonic factors and online shopping cart 

disclaiming behavior among the study respondents 

. 

Figure 2 Slope analysis of Hedonic motivation 

 

Figure 2 Slope analysis of Hedonic motivation 

 

Data Source: primary data 

The slope analysis displayed above is evident that the hedonic factors, the estimation of online shopping 

cartdisclaiming for a given extent of ravenous inspiration, is higherthan it is at low watched hazard. Improvement 

in both Hedonic inspired shopping, and online shopping risk were associated with expanded estimations of 

shopping cart give up. At any rate, the impact of either independent variable on a cart selling out diminished as the 

other independent factor broadened. 

 

 

 

 

 

 

 

 

 

 

Figure 3 Conceptual framework 

 

 

H2: There is an impact of online shopping perceived risk between utilitarian factorsand Cart 

abandonmentbehavior of the consumers. 

 

Table 4 Model Summary 

Utilitarian 

Motivation 

Cart Abandonment 

Perceived Risk 
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R R2 Mse F df1 df2 p 

.0634 .0045 1.5561 1.6483 3    400 .1423 

Data Source: Primary data 

 

 

Table 5Interaction effect of Model 

  Coeff SE t p LLCI ULCI 

Constant 7.8418 .0458 128.5545 .0000      7.7301 8.0536 

Perceived Risk -.0115 .0074 -1.3645 .10303 -.0182 .0039 

Utilitarian Motivation .0207 .0128 1.1820 .1853 -.0150 .0666 

Int_1 .0022 .0014 1.2007 .1826 -.0016 .0072 

Data Source: Primary data 

Table 6 Model Summary 

      R2-chng                F  df1                df2 p 

       int_1       .0016 1.5810 1 400 .1826 

 

In the above table, the study results show the Hayes process macro of the coordinating impact of online 

shopping risk between hedonic factor and the online shopping cart give up. Hayes Process macros used to run the 

slope analysis with a respondent size of 400.  

The conceptual model framework indicated that there is no massive impact. The results can be abbreviated, as 

referenced beneath.  

F value = 1.5810, P value>0.01, R2 value= 0.016.  

The above table underneath the conceptual model diagram displays the impact of each factor on the outcome 

variable. As demonstrated by the bits of knowledge deduced, the results show that the p-regard is not astoundingly 

enormous, exhibiting a p-estimation of 0.1826, which is less than 0.05. In this way, the alternate hypothesis H2 

expelled.  

The certain upper level and lower confidence level  (LLCI = - .0016and ULCI = .0072) comprises of zero; in 

this way,there is the negativeinfluence of online shopping perceived risk amongst utilitarian factors and online 

shopping cart abandonment. 

 

Figure4 Slope analysis of Utilitarian motivation 
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Furthermore,slope analysis Figure-4 depicts, obviously, for the study attributes, the estimation of online 

shopping cart disclaiming for a specifiedlevel of Utilitarian item is morewhen the online shoppers experience the 

online shopping risk will also high. A rise in both factors like Utilitarian and perceived risk wasrelatedtothe 

increase of disclaiming online shopping carts, yet the impact of theindependent variable on shopping cart decreased 

while the perceived risk influence on the dependent variable increased. 

 

V. CONCLUSION  

This assessment result shows that there is no effect of the adjustment impact of clear danger between wanton 

inspiration and cart departing rehash. The evaluation results are not quite the same as the possible consequences 

of past assessments done in cart selling out rehash. 

A couple of investigators, like a couple of experts, found clear risk as a primary factor that rejects online 

consumers to purchase things on the web (Ranganathan and Ganapathy, 2002). The online clients leave the stuff 

in the electronic shopping bin in case they feel any threats or inquiries in the purchase strategy. While the peril 

perception to the extent Economy, singular security, will not impact the customers who look for diversion and 

beguilement purposes. the disclosures of the assessment nullify the examination assessment of Kukar-Kinney, M., 

& Close, A. G. (2010) confirmsthe results by Arul Kumar. S and Krithika. M (2019). Various disclosures of this 

assessment show the effect of obvious danger between utilitarian motivation and the cart betraying repeat, which 

exhibits that there is no control. Target-organized customers could not think less about the information search, 

perceived security, and information security. This online shopping cart study is the first of its sort in academic 

research.  

 

VI. IMPLICATIONS  

The makers acknowledge that this examination will help online retailers with increasing another perspective 

on the clarifications behind the electronic shopping bin give up in the Chennai metropolitan city. Even more 
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unequivocally, the results show that the post - cart surrender lead of online customers should be underline by the 

promoters. This result desires online retailers to fortify their destinations with the objective that they can continue 

through the difficulties of the checkout technique. 
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