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ABSTRACT 

  

This study investigated how the Thai online shoppers’ risk perception effect 

on complaint intention. The purpose of the study was to identify the relationship be-

tween perceived product risk, financial risk, time-loss risk, private risk, source risk, 

social risk, delivery risk and complaint intention separately, which through an im-

portant mediator customer dissatisfaction. 402 empirical Thai online users were cho-

sen as the sample size of this study. Questionnaires were conducted to collect the pri-

mary data during in one month. For data analysis, simple regression and multiple re-

gression was used to test hypothesis. The result suggest that customer perceived prod-

uct risk, financial risk, private risk, source risk, social risk and delivery risk were sig-

nificant related to customer dissatisfaction. But perceived time-loss risk was not sig-

nificant related to customer dissatisfaction. Customer dissatisfaction was very signifi-

cant related to customer’s complaint intention. Base on the result, if customers have 

those risks especially financial risk and private risk, they were more easily to be dis-

satisfied then generated complaint intention toward online retailers. Therefore, it re-
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quired online marketers and retailers to understand and study their customer’s per-

ceived risk, enhance communication with customers and improve the quality of prod-

uct/ service. 
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CHAPTER 1  

 

INTRODUCTION 

 

1.1 Background of study 

 Negative word-of-mouth sometimes would destroy companies, but sometimes 

it can help companies improving their performance. It all depends on how to solve it 

when complaint takes place. The complaint is a human’s nature self-expression which 

occurs every day. According to Office of the Thailand Consumer Protection Board’s 

record, the office received around 600 complaint cases per month. Figure 1.1 shows 

the number of complaints in detail. 

 

 

Figure 1.1 Number of complaints (Office of the Thailand Consumer Protection Board, 2016) 
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vendor directly and still want the solution. They know the channel to express their 
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complaint and protect their consumer’s right. Therefore, there are numbers of com-

plaint cases exist which have not been collected officially. This problem in the online 

environment is especially prominent. 

 Internet’s rapid development connects the people’s daily life closely, which 

also links the whole world together. Information sharing and cross-district communi-

cation are the essential characteristics of the Internet. The widely use of the World 

Wide Web is the most important channel to boost E-commerce. Increasingly, mer-

chants look for the opportunity to communicate with their customers through The 

World Wide Web and consumers themselves also frequently use it to reach diversi-

form needs such as information researching, online banking and shopping (Alba et al. 

1997). It creates scores of chances to benefit both merchants and consumers.  

Especially in Asia, according to the data in Internet World Stats, there are 

around 47.8% internet users, it’s nearly occupied a half percentage of the whole word.  

  

Table 1-1 ASEAN countries GDP ranking 

ASEAN 

Country 

GDP(Billions on $) 

2013 

GDP(Billions on $) 

2014 

2014 GDP 

Ranking 

Indonesia 912.502 888.648 1 

Thailand 387.253 373.804 2 

Malaysia 313.158 326.933 3 

Singapore 302.246 308.051 4 

Philippines 272.067 284.927 5 

Vietnam 170.565 186.049 6 

Myanmar 56.759 62.802 7 

Cambodia 15.362 16.551 8 

Brunei 16.109 15.102 9 

Laos 10.788 11.676 10 
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Thailand as the second largest economic system amount in the ASEAN coun-

tries is a very interesting market to study. There is a GDP ranking which according to 

the Statistics Times displays in Table 1.1. 

 Although in 2014 Thailand’s GDP compare to 2013 has decreased a little bit, 

it still ranks second. It still is strongly a competitive market in ASEAN countries. 

Thailand’s e-commerce also in a competitive status. Since 2011, Thailand’s e-

commerce sales have increased crazily which push more physical stores to keep an 

eye on it. They can expand their business by taking advantage of the online platforms. 

The Internet becomes the other channel for firms to have an exposure for their brand. 

NSO (National Statistic Office) displayed that in 2013 Thailand e-commerce value 

increased to 768,014 million Baht from 744,419 million Baht a year earlier, which has 

increased 3.17%. 

 

Table 1-2 The number of Thailand internet users 

Year Population Internet users 
Penetration 

(% Population) 

2013 67,091,000 12,300,000 20.1% 

2014 67,448,120 17,770,139 26% 

2015 (30
th

 Jun) 67,976,405 23,716,968 34.9% 

 

  

Based on a record of Internet World Stats (2015), Table 1-2 displays the data 

of the internet user in Thailand. It is showing an increasing trend. As the Thai internet 

users have a yearly increasing, Figure 1.2 shows the top 5 general merchandise of e-

commerce sites in Thailand. This data is collected in SimilarWeb, and it measures the 

desktop total visiting until March 2016. Those sites that be chosen are the online 

shopping company that is located and operating in Thailand. The ranking shown in 
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Figure 1.2 is excluded the service sites (such as the ticket booking and hotel reserva-

tions), social network (Facebook or Instagram), forums, global e-commerce platforms 

like Amazon and Ebay. 

 Since Thailand attracts millions of foreign tourists to travel every year, it is 

possible that travel agent sites like Agoda, Booking and AirAsia will have a high 

ranking in e-commerce industry of Thailand. 

 

 

Figure 1.2 Top 5 E-commerce in Thailand (SimilarWeb, Mar 2016) 

 

 Due to the mobile devices and smart phone’s development, increasingly peo-

ple use their mobile devices to shop online, so that motivates the e-commerce boom-

ing. Data from yStats.com showed as Figure 1.3 reveals a growth trend of the mobile 

user who shops online through the mobile app. 
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Figure 1.3 Thailand mobile shopping app penetration (yStarts.com) 
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cess of buying tangible or intangible products through the internet (Mastercard 

Worldwide Insights, 2008). 
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customer’s dissatisfaction. When online retailers fail to satisfy the demand of their 

customers, they will face to lose customers or receive complaints from customers. 

Richins (1983) pointed out the failures in customer retention lead to a loss of the 

firm’s profit and will have a negative result in the regular customers. Actually, not 

only the physical firms but also vital stores are more prefer customers to directly point 

out their defects in a product or service rather than customer go away without saying 

anything. 

 

1.2 Problem Statement 

 The complaint is an expression to relieve one’s negative feeling which comes 

from the dissatisfaction toward someone or something. Customer’s complaint will 

affect the company’s retention and loyalty, then it will directly cause the decrease in 

company’s profit. According to Breazeale (2009)’s statement, capturing a new con-

sumer is more costly (the cost is around five to eight times) compare to maintaining 

the exist one. Owing to the era changes, the proportion of educated people is 

weighted. As prior researchers (e.g., Edgecombe, Liefeld and Wolfe, 1975; Han, 

Richmond and Keng, 1995) discussed early, the higher educated people have more 

tendency in complaint compare to those who have less level in education. Moreover, 

in theory, traditional person and old age person do less complaint because those peo-

ple in one way have less self-confident and it’s hard for them to find the way to prac-

tice complaint, however, the young will be more willing to take action to express their 

dissatisfaction comparatively (Liu, 1999). In the internet and information’s times, the 

young and middle age people live as the main force, so the complaint issue in e-

commerce appears to be a critical problem. 
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Perceived risk is an uncertainty outcome of customers purchasing decision, 

which is a subjective concept. Customers identify their perceived risks differently, it 

depends on each one's understanding or perception of risks, which influences by cus-

tomers' education background, culture, living preference and so on. Some of the per-

ceived risks are potential obstacles in online shopping which obstruct the develop-

ment of e-commerce. Mitchell (1999) implied that comparing to maximise the per-

ceived value customers prefer to minimise the perceived risks when they are making a 

purchase decision, so we can see perceived risk playing an important role in explain-

ing consumers' shopping behaviour. 

Customer satisfaction and customer complaint seem to be an extraordinary 

problem for market researchers to concern about, especially in the e-commerce field. 

Abundant antecedent research papers have devoted to investigating the customer 

behaviour, customer satisfaction, purchasing or repurchasing intention and customer 

perceived risks in online shopping. But there is very little research focus on the rela-

tionship between customer perceived risks (which including several perspectives such 

as financial, performance, time-loss, delivery, social, privacy etc.) and customer com-

plaint intention in the online environment, especially in Bangkok online market. 

Bangkok as the capital city of Thailand remains a huge population which come from 

all over the world, therefore it can easily lead to having more complex risks in a virtu-

al shop and occur complaint intention. This paper tends to study from the customer 

perceived risks’ point of view to discuss the how each perceived risk influence cus-

tomer’s intention to complain through customer dissatisfaction in Bangkok online 

market. 
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1.3 Research Objective 

This paper aims to investigate the following factors: 

1. To identify the relationship between product risk and customer dissatisfaction. 

2. To identify the relationship between financial risk and customer dissatisfaction. 

3. To identify the relationship between time-loss risk and customer dissatisfaction. 

4. To identify the relationship between social risk and customer dissatisfaction. 

5. To identify the relationship between privacy risk and customer dissatisfaction. 

6. To identify the relationship between source risk and customer dissatisfaction. 

7. To identify the relationship between delivery risk and customer dissatisfaction. 

8. To identify the relationship between online shopping customers’ dissatisfaction and 

complaint intention. 

 

1.4 Research Questions 

1. How does the product risk influence customer dissatisfaction? 

2. How does the financial risk influence customer dissatisfaction? 

3. How does the time-loss risk influence customer dissatisfaction? 

4. How does the social risk influence customer dissatisfaction? 

5. How does the privacy risk influence customer dissatisfaction? 

6. How does the source risk influence customer dissatisfaction? 

7. How does the delivery risk influence customer dissatisfaction? 

8. How does the customer dissatisfaction influence customer complaint intention?  
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1.5 Scope of Study 

 This research chooses Bangkok Thailand’s online market （base on the data 

of Internet World State in 2015, there are 8,360,000 internet users in Bangkok） to 

study. Data collection focuses on the customers who are aged over 15 years old which 

has the previous experience in conducting an online purchasing in Bangkok, Thailand. 

This research attempts to define the strongest factors (from perceived risk aspect) that 

influence customer complaint intention. Independent variables of this research are 

perceived performance risk, perceived financial risk, perceived time-loss risk, per-

ceived social risk, perceived privacy risk, and perceived source risk. Then dependent 

variables are customer complaint intention and customer dissatisfaction, and here cus-

tomer dissatisfaction act as an intermediate between customer perceived risks and 

complaint intention. 

 

1.6 Expected Benefits 

 The findings of this research are expected to create the benefits as follow: 

 1. To provide the key factors which affect the consumer dissatisfaction to the 

online vendors, so that online retailers can be aware of these perceived risks in the 

future.  

 2. To suggest some strategies for online retailers about the way to lighten 

online consumers’ perceived risk and eliminate consumer complaint intentions. 

   



 

 
 

20 

1.7 Operational Definitions 

Online shopping refers to the whole process (from site visiting and goods or-

dering to logistics and goods receiving) of purchasing products or services (buying 

general goods, booking hotel and ticket, etc.) via the Internet.  

Product/Service refers to the goods or services were provided by the online 

retailer via the internet. 

Complaint intention refers to the tendency of the consumer to express their 

dissatisfaction which causes by merchant’s failure method of doing business. 

Complaint behaviour refers to a set of response from the dissatisfied custom-

er who cannot accept the failure from a product or a service. 

Risk refers to the obstruction to discourage online customers from buying and 

to increase e-shoppers' dissatisfaction. 

Perceived risk refers to customer perception of risk which is the subjective 

evaluation that people estimate characteristics of a risk or the level of uncertainty 

about the result of buying decision. 

Thailand online market refers to the transaction in the online environment 

occurs in Thailand where base on the geographical divide. 

Customer dissatisfaction refers to a negative emotion express by the custom-

er or can consider as a response to consumers’ unpleasant feeling that after purchasing 

product or service from the online store.  

Product risk refers to the risk perception of products which purchase via the 

internet would not perform as consumer expected. 

Financial risk refers to the customer would have a possibility of losing mon-

ey in online consumption.  
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Time-loss risk refers to the time consuming during the whole process (includ-

ing process from site visiting and goods ordering to logistics and goods receiving) of 

online shopping. 

Social risk refers to the customer who purchases online would not be ap-

proved by their friends or family. So that it may affect customer's status in the social 

circle.  

Source risk refers to this kind of risk of online customer come from the trust-

worthy of online vendors.  

Privacy risk refers to the risk which related to the customer’s self-

information leaking during conducting the online transaction. 

Delivery risk refers to the potential loss (including online ordered products 

loss, damage and wrong place sending) occurs in the delivery process.  
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CHAPTER 2  

 

LITERATURE REVIEW 

  

This chapter focuses on reviewing the relevant theories of the antecedent re-

searcher. For expressing a clear idea to readers, the theory of complaint behaviour and 

complaint intention will be firstly introduced then follow by the dimensions of per-

ceived risks and customer dis/satisfaction. Lastly, demonstrating the conceptual 

framework of this research and the correlative hypothesises. 

 

2.1 Perceived risk 

 At the view of marketing research, risk always comes with two factors: one is 

uncertainty and the other is consequences (Chen and Yan and Fan, 2015). Bauer indi-

cated earlier that the risks occur surely when customer doing a purchasing action 

which this process can lead to the unanticipated consequences, so call uncertainty, 

and some of the consequences are not ending up with pleasure (Bauer 1960). In order 

to define methods to measure the perceived risk, examining the constituent part of 

perceived risk seems to be essential. Bauer is the first person to introduce the per-

ceived risk as a psychological, which information searching and brand loyalty were 

explained as the subjective component (Bauer 1976). The risk can be also conceptual-

ised as "variation in the distribution of possible outcomes, their likelihoods and their 

subjective values (Mitchell 1999)." Basically, customers' buying decision can refer to 

the level of their uncertainty, which the different grade of uncertainty can consider as 

the perceived risk. Mitchell (1999) pointed out consumers would rather choose to 

avoid the mistakes than maximise utility in purchasing. 
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 Comparing with brick-and-mortar purchasing, online shopping is riskier. 

Akaah and Korgaonkar (1988) figured out that online shopping consumer received 

more perceived risk than offline. Regarded to the risk associated with the objects 

there is a clear distinction between the channel or place where provide the product 

and the product itself, under the online shopping environment, channel for the online 

vendors is the internet where the risk related to it is generally greater than the risk as-

sociated with the online goods (Genfen et al., 2002; López-Nicolás and Molina-

Castillo,2008). From some antecedent literatures can observed the reason that why 

online shopping contain more risk than physical shop which concludes as consumers 

are affected by the following uncertainties: firstly, foundations online environment 

construction (like the vulnerability of security mechanism) and transaction through 

the internet (afraid the payment without goods delivering) (Grabner-Krauter and Ka-

luscha 2003b). Secondly, customers worry about that they cannot receive the benefit 

of the product as they expected (Glover and Benbasat, 2010). Third, consumers afraid 

of the information unveiled in the process of e-commerce transaction might be abuse 

(Culnan and Armstrong, 1999). The risk that consumers perceived is in inverse pro-

portion to the repurchasing intention in an online environment. Those factors show 

that, the perception of more risk the less satisfaction they have and less purchasing or 

repurchasing intention to buy online (Pavlou, 2003). When the more dissatisfaction 

occurs, it can translate to more complaint.  

 The purport to list out the dimensions of perceived risk is essential. Therefore 

the measurement of the perceived risk can be clearly demonstrated. Researchers 

found out that generally there are eight dimensions of perceived risk, which are per-

ceived financial risk, product risk, psychological risk, physical risk, time-loss risk, 

social risk, source risk and privacy risk (Jacoby and Kaplan, 1972; Jarvenpaa and 
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Todd, 1996; Roselius, 1971; Simpson and Lakner, 1993). Some perceived risks are 

more prominent than others, especially in the online purchasing environment.  

Base on Claudia (2012)'s research, it found that different types of risks have 

different levels of fear in terms of customer shopping online, from the highest level to 

the lowest one is listed as follow, in order, the first one is financial risk which remains 

the highest level of fear when consumer purchasing product through the internet, they 

fear about the financial loss caused by deception of credit card or online banking; 

second, product risk which the product's performance out of customer's expectation; 

third, time risk which means the fear of time wasting during the whole process; 

fourth, delivery risk which online shopper is afraid of time losing and product damage 

during delivery; fifth, privacy risk represent the fear of leaking personal information 

or misusing the individual data by online retailers; sixth, psychological risk, customer 

afraid of buying a product more expensive in online shop than in the physical shop; 

and last is social risk which customers fear about disapprobation of shopping online 

from relative person or social circle. 

Many antecedent researchers have studied about the perceived risk of online 

shopping customers. Ariff, Sylvester, Zakuan, Ismail, and Ali (2014) have summa-

rised the previous researches about different types of perceived risk occur in online 

shopping from the year 2003 to 2012. The summary which adapting the summary 

from Ariff et al. (2014) is shown as follow: 
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Table 2-1 Summary of related Antecedent Study (2003-2013)  

Previous  

Researches 

Performance/ 

Product Risk 

Finan-

cial Risk 

Time-

loss Risk 

Non-

Delivery 

Risk 

Priva-

cy Risk 

So-

cial 

Risk 

Source 

Risk 

Swinyard and 

Smith (2003) 
✓ ✓ ✓     

Hanjun et al. 

(2004) 
✓ ✓ ✓   ✓  

Naiyi (2004) ✓ ✓  ✓ ✓   

Forsthe et al. 

(2006) 
✓ ✓ ✓ ✓    

Lopez-Nicolas 

and Molina-

Castillo (2008) 
✓     ✓ ✓ 

Javadi et al. 

(2012) 
✓ ✓ ✓ ✓    

Zhang et al. 

(2012) 
  ✓ ✓  ✓  

Masoud, E. Y. 

(2013) 
✓ ✓ ✓ ✓ ✓ ✓  

 

Table 2-1 shows the different types of perceived risks that associate with 

online shopping. Therefore, the seven types of perceived risk (performance risk, fi-

nancial risk, time-loss risk, delivery risk, privacy risk, social risk and source risk) 

mentioned above are designed as the independent variables in this study.  

 

2.1.1 Perceived Product Risk 

 Perceived product (performance) risk is defined as the probability of purchas-

ing course does not carry out the benefits that promise or not as expected (Kim, 

2010). The website designing and the features of the items are hard to investigate. 

Performance risk turns up where the real product does not appear precisely as the web 

page display or describe (Lopez-Nicolas and Molina-Castillo, 2008). When customers 

fail to assess the online product’s quality accurately, then customer triggers loss 

(Bhatnagar et al., 2000).  
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2.1.2 Perceived Financial Risk  

 Perceived financial risk has defined as the probability of losing money or oth-

er resources in the purchasing process, which it comprise the customer’s perception of 

insecurity when using a credit card online, and this risk act as main obstruct of online 

shopping which has been proved (Maignan and Lukas, 1997). Although online shop-

ping is growing fast and the technology tends to be mature, but the customer still feel 

insecure regarding the use of their credit card or divulge their private information 

(Pallab, 1996). 

 

2.1.3 Perceived Time-loss Risk 

 Time-loss risk concern about the total amount of time and effort that use to 

exchange or waste in the online purchasing process (Hanjun et al., 2004). All the 

time-loss during a whole purchasing course can be included, like the goods deliver’s 

waiting time, a slow speed of internet cost time to open a page or browse in a website 

(Hassan, Kunz, Pearson and Mohamed, 2006). 

 

2.1.4 Perceived Social Risk 

 Social risk is defined as the probability that online shopping will affect the po-

tential buyer’s way of thinking (Hassan, Kunz, Pearson and Mohamed, 2006) and the 

likelihood of an opposition of online product buying by the surrounding people such 

as family or friend (Li and Zhang, 2002; Lopez-Nicolas and Molina-Castillo, 2008). It 

also refers to the disapproval from customers’ social circle in using the internet as a 

platform to do shopping or purchased product itself would have potential to make a 

loss in customer’ status in their social group (Stone and Gronhaug, 1993). At reducing 
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social risk, the customer would normally consult with their friends and family and 

take their suggestions before purchasing. 

 

2.1.5 Perceived Privacy Risk 

 Privacy risk is also named information security risk which this risk related to 

the probability of shopper’s private information leaking or embezzling during con-

ducting the e-commerce transactions. People are avoiding surfing the website where it 

asks for providing personal information to register which result in sham data or half-

baked information writes by customers themselves (Kayworth and Whitten, 2010). 

Youn (2009) referred that the customer’s privacy or the security of information is 

connected to uncertainty which derived from the way of online establishments in 

managing personal information and what kind of people can access to that customer 

information database. 

 

2.1.6 Perceived Source Risk 

 This risk is related to the trust worth and believability of online vendors. It 

means that the likelihood of consumer sustains an uncomfortable experience in doing 

business with the online seller because of the vendors who provide products to them 

do not trustworthy (McCorkle, 1990).  

 

2.1.7 Perceived Delivery Risk 

Delivery risk refers to the uncertainty of time during delivering the goods, and 

the protection of goods (products damage or not) during delivery process or the prod-

uct might not be sent to the right place after ordering online (Yu et al., 2007). Claudia 
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(2012) pointed out that consumers afraid of the express companies would not send the 

product within an agreed time with them; the delay of delivery occurs by the different 

situation, or customers fear that products would be damaged during transportation. 

 For more easy to understand the nature of risk and the measurement of it, 

Lopez-Nicolas and Molina-Castillo (2008) has divided the risks above into two 

groups: the risk associated with product (social risk) and the risk associated with the 

place (performance risk, financial risk, time-loss risk, delivery risk, privacy risk and 

source risk). In terms of risk, on-line shopping versus off-line shopping which e-

commerce contains some negative outcome that physical shopping doesn't have, like 

the privacy and security issues (Doolin et al., 2005; Salo and Karjaluoto, 2007).  

 Studying the risk of customer perception is essential for online vendors to cre-

ate or adjust the strategy to satisfy customers demand so that in one way can reduce 

the complaint then protects online stores or firms’ reputation and built the trust be-

tween customer and seller. According to the perceived risk theory, it reflects the per-

ceived uncertainty in a virtual store purchasing communication or process between 

consumer and vendor, so that this paper applies the perceived risk theory to explore 

customer’s complaint intention in online shopping. 

 

2.2 Customer Dis/satisfaction 

Consumer retention and the retain ability of company are critically influenced 

by consumer satisfaction (Caru and Cufini, 1999; Anderson and Mittal, 2000). Satis-

faction is a changeable and unstable process because it would change by the level of 

quality service/product receiving which provide by company or service provider 

(Fournier and Mick, 1999; Veloutsou et al., 2005). Giese and Cote (2007) demon-

strated a definition of context-relevant, according this definition can consider that 
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when the consumer begins to have touch with a certain service or product then the 

satisfaction was formed, which moulding by satisfaction and dissatisfaction. 

However, many researchers regard as a bio-polar relationship when the study 

on satisfaction/dissatisfaction. But some scholars like Bleuel (1990), Mittal et al 

(1998) pointed out there is a nonlinear or bio-polar relationship between those two. In 

some specific situations, satisfaction and dissatisfaction are not displayed an opposite 

ends the relationship, furthermore, they usually not related to each other or asymmet-

ric (Nagao et al, 2006). Briefly said some aspect of service or product might not seem 

to be essential for customer satisfaction but it might be the fatal reason to cause dis-

satisfaction when it has a bad performance. Besides, some dimensions performed well 

can bring satisfaction to the customer directly, but if the lack of those dimensions it 

wouldn’t cause any dissatisfaction. As Johnston (1995) stated, in some situation satis-

fiers are not the same with dissatisfiers. Although consumers consume service or 

product in some terms, they also can acquire satisfaction and dissatisfaction concur-

rently. 

 

2.3 Relative Relationship between Perceived Risk and Customer Dis/satisfaction 

Wood and Scheer (1996) has pointed out that the purchase probability is nega-

tively affected by perceived risk. It is said reducing the risk can cause the increase of 

buying probability. This statement is agreed by Mitchell (1999) who expounded the 

perceived risk is inversely proportional to purchase tendency. Perceived risk is a sub-

jective judgement, and the emotions regarding risk are always a negative sentiment 

like feeling worried and anxious which influent the customer satisfaction negatively 

(Johnson et al., 2008). So there comes out a crucial relevance between perceived risk 

and negative purchasing emotions that can impact the consumers’ satisfaction directly 
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(Chaudhuri, 1997). In the information boost era, the online consumer has been more 

concerned about security, personal information leaking and other uncertainties that 

would occur only in the vital environment, since their risk perception would be in-

creased. Because of the relationship between purchase tendency and perceived risk, 

which is the more risk they perceive the less buying intention they have, so purchase 

intention here act as an agent for customer dissatisfaction and contend perceived risk 

would positive influent customer dissatisfaction under the context of online consump-

tion behaviour. 

Numbers of researchers have investigated perceived risk in online shopping. 

This study adapted the model from Masoud (2013) and Dai, Forsythe, and Kwon 

(2014). On the Dai, Forsythe, and Kwon (2014)'s study, it has discussed the relation-

ship between perceived risks (product risk, financial risk and privacy risk) and online 

purchase intentions, which show in Figure 2.1.  

  

 

 

 

 

 

 

 

 

 

Figure 2.1 Framework of risk perceptions and online purchase intentions (Dai et al., 2014) 

  

H1, H2 and H3 in Figure 2.1 have resulted in a negative value which means 

that perceived product risk, perceived financial risk and perceived privacy risk effect 

online purchase intentions negatively. 
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Masoud (2013) also provided a model (shows in Figure 2.2) to examine the effect of 

perceived risk in online shopping, which it demonstrated that customer's purchase intention 

decrease when the perception of risk increase. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2  Framework of perceived risk and online shopping (Masoud, 2013) 

 

 

 

 
 

 

 

 

 

 

 

 

 

                           

Figure 2.3 Framework of customer satisfaction and perceived risk (Johnson et al., 2008) 

Dimensions of perceived risk 

Financial Risk 
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The model in Figure 2.2 displays the negative relationship between perceived 

risks and online shopping.  

Figure 2.3 investigated the relationship between perceived risk and satisfac-

tion and it showed a negative result of them. Therefore, based on above-mentioned 

literature, this paper assumes that the each type of perceived risk have the positive 

relationship with customer dissatisfaction. The group of hypothesis are implied as fol-

lows: 

 

Hypothesis 1.  Product risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 2.  Financial risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 3.  Time-loss risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 4.  Social risk has a positive effect on customer dissatisfaction, in 

online shopping. 

Hypothesis 5.  Source risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 6.  Private risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 7.  Delivery risk has a positive effect on customer dissatisfaction, 

in online shopping. 
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2.4 Theory of Complaint behaviour 

Managing the Customer complaint has grown up to be an essential part of the 

business organisation. Because marketing researcher considers that customer 

complaint management is playing an important role in the academic field. Jin (2010) 

has pointed out that antecedent paper focuses on answer such a series question which 

can conclude as ‘six what': what do the customer do when they feel dissatisfy; what 

method that they take to conduct the complaint; what is the reason that make them to 

complain; what is the purpose of customer's complaint; what factors lead to customer 

complaint and what is the benefit to managing the complaint. 

Commonly consumers would depend on four kinds of complaint expression in 

case dissatisfaction appeared (Davidow and Dacin, 1997), which refer to exit, nega-

tive word-of-mouth, direct complaint and appeal to the third parties. Exit means dis-

satisfied consumer walk away from the store silently, and partially would not come 

back again; Negative word-of-mouth means that negative comment or emotion are 

spread by the dissatisfied customer toward the company or the product itself, it will 

affect the surrounded people's perception; or complain to the company directly. 

Which is constructed base on this two antecedent researchers Hirschman (1970)’ s 

“Exit, Voice and Loyalty” framework and Singh (1988)’ s paper which shows that 

response of complaint is constitutive of three elements: first is voice response (i.e. 

speak to the seller directly); second is private responses (i.e. take action to stop sup-

porting and discuss the dissatisfying seller with the other people); the last one is third 

party response (i.e. go to external intermediary agent). Only the direct complaint has 

the possibility to help the company to improve and retrieve customer. The rest of the 

three type of complaint behaviours are badly harming a company's image and helpless 
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for company's improvement (Azam et al, 2013). Customers' complaint behaviours are 

depending on the level of their dissatisfaction. 

 

2.4.1 E-Complaint behaviour 

Nowadays, technology provides a convenient channel for the customer to ex-

press dissatisfaction through website, e-mails, online forum, blogs and so on (Robert-

son, 2012). Customer needs to clear the way and channel where is appropriate to 

complain. Otherwise, their intention of the complaint will decrease (Ford, Scheffman 

and Weiskopf, 2004). Consumer satisfaction will rise when the company provides an 

efficient and easy assessing complaint channel (Robertson, 2012). Since the Internet 

has rapidly become a terrace for customers reeling out their dissatisfaction (Lovelock 

and Wirtz, 2011). The vital channel factor added in here can consider as the source 

risk which reflects the new way and a new element to affect customer dissatisfaction 

and finally impact the online complaint intention. 

 

2.4.2 Complaint intention 

Finding out the factors related to customer's complaint intention and exploit 

the structure to forecast and explain this tendency is being the popular amount the 

researchers. Richins (1980) argued the statement of Day and Landon (1977) that the 

tendency of consumer’s complaint not only depend on the company’s reaction and 

attitude regarding complaints but depend upon how serious that consumer weight the 

problems about goods or service, the range of price and how much it will cost to make 

a complaint. Of course, there some researchers think a person’s personality, value and 

the surrounding environment can be the reason to affect complaint intention. In one 
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word, there not exists only one option to answer this problem. However, one thing can 

be sure is unpleasing consumer’s complaint depend on the intention of making com-

plaint and causality factors. This study mainly concentrates on a specific factor (cus-

tomer perceived risk) in dissatisfied customer’s complaint intention rather than the 

actual complaint behaviour. 

 

2.5 Relative Relationship between Dis/satisfaction and Complaint Intention 

Base on antecedent literature demonstrates that there exists a potential rela-

tionship between consumer satisfaction which in a low degree and the complaint ten-

dency or complaint behaviour (Stephens and Gwinner, 1998; Zeelenberg and Pieters, 

2004). So, in other words, customer dissatisfaction can link to complaint intention no 

matter in a negative way or a positive way. In a restaurant's service research, Ve-

lazquez, Contri, Saura and Blasco (2006) assuming that customer satisfaction is a sig-

nificant precondition of complaint intention. Customer satisfaction could reconcile the 

impact on adverse behavioural tendency caused by failure service quality (Cronin, 

Brady and Hult, 2000). This statement was supported by Voorhies and Brady (2005), 

they advised that if the satisfaction comes from a quality service during a consump-

tion process it may reduce the complaint intention in a future time. Or we can say 

complaint intention will increase when consumer perceives dissatisfaction during 

their shopping time whatever making tangible or intangible consumption. 

In Wu (2013)'s research, a model was built to test the linkage between cus-

tomer satisfaction and complaint intention in online shopping, which shown in Figure 

2.4.  
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Figure 2.4 Framework of customer satisfaction and complaint intention (Wu, 2013) 

 

The model in Figure 2.4 provided that customer satisfaction negatively affects 

intention to complain, which value of H9 is negative. Wu (2013) also suggested that 

for achieving complaint intention, customer satisfaction is an essential mediator. 

Hence this study assumes that there is a positive relationship between custom-

er dissatisfaction and complaint intention. The hypothesis implied as follows: 

Hypothesis 8. Customer dissatisfaction has a positive effect on complaint in-

tention, in online shopping. 
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2.6 Conceptual Framework and Summary of Hypothesis 

After reviewing the relationship among perceived risks, customer dissatisfac-

tion and complaint intention, the model of this study which adapted from antecedent 

studies was developed as follow. Whereas customer’s dissatisfaction is a severity sig-

nificant intermedia to connect and clarify the relationship between customer per-

ceived risk and customer complaint intention. Meanwhile, as an intermedium, it can 

furnish a both legible and logical research model as Figure 2.5 shows. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.5 Proposed research model 

 

Summary of hypothesis: 

Hypothesis 1.  Product risk has a positive effect on customer dissatisfaction, 

in online shopping.  

Hypothesis 2.  Financial risk has a positive effect on customer dissatisfaction, 

in online shopping.  
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Hypothesis 3.  Time-loss risk has a positive effect on customer dissatisfaction, 

in online shopping.  

Hypothesis 4.  Social risk has a positive effect on customer dissatisfaction, in 

online shopping.  

Hypothesis 5.  Source risk has a positive effect on customer dissatisfaction, in 

online shopping.  

Hypothesis 6.  Private risk has a positive effect on customer dissatisfaction, in 

online shopping.  

Hypothesis 7.  Delivery risk has a positive effect on customer dissatisfaction, 

in online shopping. 

Hypothesis 8.  Customer dissatisfaction has a positive effect on complaint in-

tention, in online shopping. 
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CHAPTER 3  

 

 METHODOLOGY 

  

This chapter helps readers to understand the method of collecting and analys-

ing the data of this research. The topics of this chapter include: Research design; Pop-

ulation and sample; Data collection; Reliability and validity; and data analysis. 

 

3.1 Research Design 

 This paper was designed to conduct a survey to collect empirical data through 

the questionnaire. The questionnaire was designed into three parts which the first two 

parts used a nominal scale and the last part used five-point Likert scale which ranged 

from 1-5, which are “strongly disagree” to “strongly agree”. These questionnaires 

were distributed to the Bangkok customers who experienced in online shopping. In 

order to ensure the accuracy, the data collecting, the questionnaire was written in Thai 

which is easier for Thai customers to understand. Primary data was designed to focus 

on customer’s perceived risk, the level of dissatisfaction and the complaint intention.   

 

3.1.1 Demographics factor 

 Those factors were in the first section which is centred on collecting custom-

er’s basic information including gender, age, income and occupation. 

3.1.2 Shopping behaviour 

 Customer shopping behaviour was placed in section two which concentrated 

on the category of product that customer bought, the frequency of online shopping 

and the expenditure in online shopping. 
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3.1.3 Perceived risk 

 Under this concept, the questionnaire was divided into six sub-sections which 

are the six types of perceived risk in section three. The measurements of those six 

kinds of risks were adapted from the previous research (Bhatnagar, Misra and Rao, 

2000; Stone and Gronhaug, 1993; Saae and Arzeni, 1991; Grazioli and Jarvenpaa, 

2000; Kim and Lennon, 2000; Sweeney et al, 1999; Masoud, 2013).  To measure 

product risk, financial risk, time-loss risk, delivery risk and private risk, there are 4 

items were adapted to measure each of them. Three items were developed to test so-

cial risk and source risk separately. So in total, there were 26 items to measure the 

level of dissatisfaction of the perceived risk which the items in details were shown in 

Table 3.1. 

 

3.1.4 Customer dissatisfaction 

 The measurement items of customer dissatisfaction were developed from Bit-

ner et al. (1990), Bitner et al. (2000) and Srijumpa et al. (2007). There were six items 

were adapted to test the level of customer dissatisfaction. The concrete indicators of 

customer dissatisfaction were shown in Table 3.1. 

 

3.1.5 Complaint intention 

 Complaint intention was measured by using items according to Chea and Luo (2008) 

and Liu and McClure (2001) which shown in Table 3-1. Seven items were adapted in the 

questionnaire.  
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Table 3-1 Variables and indicators 

 Contracts 

 

Indicators Adapted from 

Perceived Risk 

Product risk PR1: Hard to examine the actual product 
PR2: Hard to judge quality 
PR3: Hard to compare quality 
PR4: Not perform as expected 

Forsythe, D. and Kwon 

(2014); Forsyth et al. 

(2006); Hanjun et al 

(2004) 

Financial risk FR1: Not worth in money 

FR2: Not secure for credit card 

FR3: Paying more money online than physical 

store 

FR4: Products unable to receive after paying  

Hanjun et al (2004); 

Forsythe, D. and 

Kwon (2014); Forsyth 

et al. (2006); 

Time-loss risk TR1: Hard to order product online 

TR2: Take lone time to communicate with online 

seller 

TR3: Hard to find right product 

TR4: Time losing from product ordering to receiv-

ing  

Forsyth et al. (2006); 

Hanjun et al (2004); 

Masoud (2013) 

 

 

Private risk VR1: Personal information leaking 

VR2: Shopping habits and shopping historical 

data be traced 

VR3: Be bothered by email or phone 

VR4: Personal information be used in illegal 

transaction 

Forsythe (2014) 

Source risk SR1: Hard to ensure expertise 

SR2: Hard to ensure reputation 

SR3: Hard to ensure trustworthiness 

  

Hassan et al (2006) 

Social risk CR1: Not be approved by friends 

CR2: Hard to hold in high esteem 

CR3: Would not be thought cool by friends 

Hassan et al (2006); 

Hanjun et al (2004) 

Delivery risk DR1: Not be delivered on time 

DR2: Deliver to wrong place 

DR3: Might not receive ordered products 

DR4: Take long time to change or return product 

 

Masoud (2013) 

Customer  

Dissatisfaction 

 CD1: Make an order online is slow 

CD2: Online vendor unable to answer customer’s    

questions 

CD3: Online vendor unable to solve customer’s 

problems 

CD4: Online vendors cannot control their emotion 

CD5: Online vendors lacks of professionalism 

CD6: Online vendor doesn’t keep portfolios con-

fidential 

Bitner et al. (1990), 

Bitner et al. (2000) 

and Srijumpa et al 

(2007) 

Complaint 

 Intention 

 CI1: Hard to forget unpleased problem without 

complaint 

CI2: Ask for problem-solving 

CI3: Report complaint to customer agency 

CI4: Share complaint to friends or family  

CI5: Ask for changing the failing product or ser-

vice 

CI6: Sue the online vendor 

CI7: Protect consumer’s rights by legal measures 

Chea and Luo (2008); 

and Liu and McClure 

(2001) 
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3.2 Population and Sample 

 The population of this study is online shoppers in Bangkok, but consider the 

inadequate data of online shopping population in Bangkok, this research chooses the 

total population of the internet users which is the precondition of online shopping in 

Bangkok as the reference value to choose the range of sample size. There are 8.36 

million (8,360,000) internet users have been recorded in 2014.    

3.2.1 Sampling Strategy 

 The convenience sampling was adopted in this study as the response sample, 

which means the sample obtaining the most convenient and available people. And   

also the sample size of this paper calculated by using Krejcie and Morgan (1970) 

technique which used the range of population to decide.   

Base on the reference value of population and the confidential level is at least 95%, 

the sample size (n) choose from the Table 3-2 is 384. Considering some data might 

not be valid, 420 samples were collected to investigate. 

Table 3-2 Determining sample size of a known population 

N n N n N n N n N n 

10 10 100 80 280 162 800 260 2800 338 

15 14 110 86 290 165 850 265 3000 341 

20 19 120 92 300 169 900 269 3500 346 

25 24 130 97 320 175 950 274 4000 351 

30 28 140 103 340 181 1000 278 4500 354 

35 32 150 108 360 186 1100 285 5000 357 

40 36 160 113 380 191 1200 291 6000 361 

45 40 170 118 400 196 1300 297 7000 364 

50 44 180 123 420 201 1400 302 8000 367 

55 48 190 127 440 205 1500 306 9000 368 

60 52 200 132 460 210 1600 310 10000 370 

65 56 210 136 480 214 1700 313 15000 375 

70 59 220 140 500 217 1800 317 20000 377 

75 63 230 144 550 226 1900 320 30000 379 

80 66 240 148 600 234 2000 322 40000 380 

85 70 250 152 650 242 2200 327 50000 381 

90 73 260 155 700 248 2400 331 75000 382 

95 76 270 159 750 254 2600 335 10000000 384 

  Note: N is Population Size; n is Sample Size 
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3.3 Data Collection 

 This research selected the people who had the online shopping experience in 

Bangkok Thailand as the target respondents. All the questionnaires were distributed in 

the major shopping malls and the areas with high footfall in the central areas of Bang-

kok.  

 The total numbers of 420 subjects were requested to answer. The duration of 

data collection was within one month, from 25 May 2016 to 26 Jun 2016. 

  

3.3.1 Tools 

 The questionnaire which contains 44 questions was developed to collect the 

primary data. As the respondents of this investigation might or might not has the ex-

perience in online shopping, so the screening question (e.g. did you shop online be-

fore?) was designed to figure whether the participants shop online or in the physical 

store. Without this measurement, participants would mix the experience in a different 

kind of shopping environment. It might lead to the process of collecting data inaccu-

racy and bias, which adapted from Dolnicar and Lazarevski (2009).  

  

3.3.2 Plan 

 All the questionnaires were distributed by the researcher in different parts of 

Bangkok. In order to ensure the data validity and more representative and also to con-

sider the cost saving and time limitation, business areas and shopping malls in Bang-

kok were chosen as the places to distribute the questionnaires. Bangkok was divided 

into five parts (North; South; West; East and central), two districts were chosen in 

each part except central part (four districts had been chosen). For the central part, it 
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means that the central business area where it's the most developed area in economic 

terms. Each chosen place has distributed the questionnaires in the different time frame 

the mixture of time and place can avoid the overlapped population. Table 3-3 shows 

the detail of areas division and the number of questionnaires were allocated in each 

part.  

 

Table 3-3 District chosen and allocation of questionnaire 

Part of Bangkok District 
Numbers of question-

naire distribute 

Central 

MBK 50 

Terminal 21 50 

Emporium 50 

Platinum Fashion Mall 50 

North 

Central Plaza Lat Phrao 30 

JJ Mall 30 

South 

The Mall Bang Khae 20 

Central Plaza Rama 2 30 

West 

Tanghuaseng Thonburi 30 

Central Plaza Pinklao 30 

East 

Central Plaza Ramindra 30 

Fashion Island 20 

 

 

3.4 Reliability and Validity 

 The pre-test was conducted for testing the reliability of the questionnaire, 

which 30 respondents was randomly selected in Central Plaza Rama 9 on 28 May 

2016. Basically, the purpose of the pre-test is to figure out whether the survey is sim-

ple and easy to understand so that it can make a comprehensive tool to collect the re-
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quired information. After the pre-test, the researcher would adopt the advice from re-

spondents and experts to modify the questionnaire for the following research. 

 The researcher was using Cronbach’s Alpha coefficient to measure the ques-

tionnaire. It establishes the internal reliability of the questionnaire responses and indi-

cates the correlation among items. The Cronbach’s Alpha value should be higher than 

0.7 then the items in the questionnaire will be reliable enough to collect the data. 

 The pre-test data was shown in Table 3-4 which implied the acceptable data.   

In order to ensure the validity of the questionnaire, all the questions in the 

questionnaire were adapted from previous studies. Considering the target respondents 

were Thai and ensure the Thai respondents can understand the questions deeply, the 

questionnaire was translated in Thai version by Dr. Theeranuch Pusaksrikit who is the 

expert in marketing and also a professor at University of the Thai Chamber of Com-

merce. 

 

Table 3-4 Reliability test using Cronbach’s Alpha 

Variables 
Numbers of 

Items 

Cronbach’s Alpha 

(Pre-test) 

Cronbach’s Alpha 

(Actual) 

Product risk 4 0.788 0.818 

Financial risk 4 0.759 0.806 

Time-loss risk 4 0.822 0.850 

Private risk 4 0.908 0.909 

Source risk 3 0.858 0.709 

Social risk 3 0.887 0.826 

Delivery risk 4 0.844 0.862 

Customer Dissatisfaction 6 0.879 0.899 

Complaint Intention 7 0.855 0.862 
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3.5 Data Analysis  

 According to the formula, evaluation of the interval for each range in five 

points Likert scale was calculated as follow:   

 Interval of range= (max-min)/level 

 Therefore, (5-1)/5=0.8  

 Which means the score fall between the ranges of: 

  4.21-5.00 are considered as strongly agree 

  3.41-4.20 are considered as agree 

  2.61-3.40 are considered as neutral 

  1.81-2.06 are considered as disagree 

  1.00-1.80 are considered as strongly disagree 

 

Descriptive statistics were applied to measure the basic characteristic of the 

primary data which collected from the questionnaire. Frequencies and percentage are 

used to analysis the data from Section 1 and Section 2 of the questionnaire such as the 

online shopping behaviour, gender, education and so on. Then means and standard 

deviation are used to describe the Section 3 which including perceived risks, customer 

dissatisfaction and complaint intention. 

A statistical package was used to assess the conceptual framework. Regression 

analysis was applied to test the relationship between each independent variable and 

dependent variable in the framework. Academically, the sample size request for re-

gression is more than 30. In this study, both single linear regression and multiple line-

ar regression are going to be used to analyse the relationship. The literature suggested 

that both type of regression analysis that mentioned above, the significant level must 

be smaller than 0.05 which can present the existence of the relationship between two 



 

 
 

47 

variables. For single linear regression, the range of r (-1, 1) shows how strong is the 

relationship, the closer to both ends the stronger relationship it has, the negative or 

positive sign indicate a negative or positive relation. For multiple linear, Beta (β) 

shows how much a variable influences the change of the other variable, the higher 

value is better regardless of positive relationship (+) or negative relationship (-); the 

scope of R² must from 0-1 which demonstrate how much percentage of the total inde-

pendent variables can explain a dependent variable.  

 Firstly, multiple linear regression were applied to assess hypothesis 1 to hy-

pothesis 6; then single linear regression was used to test hypothesis 7. 
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CHAPTER 4  

 

DATA ANALYSIS AND RESEARCH RESULTS 

 

This chapter displays the primary data which collected by questionnaire. Ac-

cordingly, it illustrated the respondents’ demographic and the analysis result of the 

hypothesis test. 

4.1 Frequency and Percentage 

4.1.1 Demographics 

A descriptive analysis was applied to display the demographic factors of this 

study, which include gender, age, occupation and monthly income. In this study, 420 

questionnaires were distributed to respondents, and 402 collected data were consid-

ered as validity. The detail of demographics of those 402 respondents was shown in 

Table 4-1 as following. 

 

 Figure 4.1 Gender of respondent 

 

 For the gender, the major respondents were 218 women, consisted of 54.2% of 

the 402 samples and 184 were men which occupied 45.8% of the respondents. 

45.8% 

54.2% 

Gender 

Male

Female
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Figure 4.2 Age of respondents 

 

 In terms of age, there were five groups from 15-20 years old to above 50 years 

old. Among them, 21-30 years old shared the biggest proportion which was 48.5%, 

195 people. The second biggest group was 31-40 years old consisted of 106 people, 

26.4%. Then there were 79 respondents in the 15-20 years old group, it shared 19.7% 

of all the respondents. Group 41-50 years old and group above 50 years old were con-

sisted of 5.2% (21 people) and 0.2% (1 person) respectively. 

 

 

 

 

19.7% 

48.5% 

26.4% 

5.2% 

Age 

15-20 

21-30 

31-40 

41-50 

above 50

0.2% 
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Figure 4.3 Occupation of respondent 

 

For the occupation category, there were six groups (student, business owner, 

freelance, public servant, employee and others) in it. The group employee had 111 

respondents with the percentage 27.6% which was the biggest proportion of this 

category. Then follow by group student 88 respondents (21.9%). Group public servant 

was the third biggest proportion (17.9%) with 72 respondents. Then group business 

owner consisted of 64 respondents, shared 15.9% of the whole respondents. For the 

freelance, there were 35 respondents (8.7%). There were 32 respondents came from 

the other occupation which consisted of 8% of the respondents. 

21.9% 

15.9% 

8.7% 17.9% 

27.6% 

8.0% 

Occupation 

Student

Business owner

Freelance

Public servant

Employee

Others



 

 
 

51 

 

Figure 4.4 Education of respondent 

 

 The education category was composed of four groups which were under high 

school (5 respondents, 1.2%), High school (68 respondents, 16.9%), undergraduate 

(231 respondents, 57.5%) and higher than undergraduate (98 respondents, 24.4%). 

Thereinto, group undergraduate consisted of the biggest number of respondents and 

shared over a half percentage of respondents. 
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 Figure 4.5 Monthly income of respondent 

 

For monthly income category, there were 5 groups from less than 10,000 Baht 

to more than 40,000 Baht. In this category each group were quite an equilibrium, the 

first biggest group was 10,001-20,000 Baht which consist of 110 respondents or 

28.4% of the respondents. The second biggest was 20,001-30,000 Baht which was 

102 respondents occupied 26.4% of the total respondents. Then followed by group 

30,001-40,000 Baht, there were 70 respondents, 17.4%. The group less than 10,000 

Baht and group more than 40,000 Baht were consisted of 66 respondents (16.4%) and 

46 respondents (11.4%) severally. 
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Table 4-1 The demographics of respondents (n=402) 

Demographics Frequency  Percent 

Gender 

 Male 

 Female 

 

184 

218 

 

45.8% 

54.2% 

Age 

 15-20 

 21-30 

 31-40 

 41-50 

 above 50 

 

79 

195 

106 

21 

1 

 

19.7% 

48.5% 

26.4% 

5.2% 

0.2% 

Occupation 

 Student 

 Business owner 

 Freelance 

 Public servant 

 Employee 

 Others 

 

88 

64 

35 

72 

111 

32 

 

21.9% 

15.9% 

8.7% 

17,9% 

27.6% 

8% 

Education 

 Under high school 

 High school 

 Undergraduate 

 Higher than undergraduate 

 

5 

68 

231 

98 

 

1.2% 

16.9% 

57.5% 

24.4% 

Monthly Income 

 Less than 10,000 Baht 

 10,001-20,000 Baht 

 20,001-30,000 Baht 

 30,001-40,000 Baht 

 Over 40,000 Baht  

 

66 

110 

102 

70 

46 

 

16.4% 

28.4% 

26.4% 

17.4% 

11.4% 
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4.1.2 Shopping behaviour of respondents 

 Frequency and percentage were applied to investigate the respondents’ shop-

ping behaviour. Four items were used to test the respondents there were: frequency of 

shopping online, average expenditure in online shopping per month, most often con-

sumptive product and latest purchased product.  

 For the frequency of shopping online category, the first two biggest groups 

were group ‘less than one time a month’ and the group ‘1-3 times a month’. There 

were 210 respondents chose less than one time a month which occupied 52.2% of the 

total respondents. Accordingly, the second biggest group was 1-3 times a month 

which consisted of 150 respondents (37.3%). 

 In terms of average expenditure in online shopping per month, there were 

40.8% of respondents (164 people) chose ‘500-1,000 Baht’ which combined the big-

gest part. For group ‘1,001-2,000 Baht’ was consisted with 116 respondents which 

shared 28.9% of total respondents. Then followed by group ‘less than 500 Baht’ 

which have 77 respondents (19.2%) and group ‘2,000-3,001 Baht’ consisted of 33 

respondents (8.2%). The group ‘more than 3,000 Baht’ remained the least number of 

respondents which was 12 people or 3.0% of the total respondents. 

 For the most often consumptive product category, there were 15 items which 

the first three most popular items for shopping online were clothes (140 respondents, 

34.8%), cosmetic (56 respondents, 13.9%) and home décor (48 respondents, 11.9%). 

 For the latest purchased product category, there were 18 items. The first three 

latest purchased products were clothes (76 respondents, 18.9%), cosmetic (49 re-

spondents, 12.2%) and bag (34 respondents, 8.5%). 

 Table 4-2 was presented the data in detail as follows.  
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Table 4-2 The Frequency of online shopping behaviour 
Items Frequency Percentage 

Frequency of shopping online   

Less than 1 time a month 210 52.2% 

1-3 times a month 150 37.3% 

4-6 times a month 29 7.2% 

Over 6 times a month 13 3.2% 

Average expenditure in online shopping per month   

Less than 500 Baht 77 19.2% 

500-1,000 Baht 164 40.8% 

1,001-2000 Baht 116 28.9% 

2,001-3,000 Baht 33 8.2% 

Over 3,000 Baht 12 3.0% 

The most often consumptive product   

Clothes 140 34.8% 

Cosmetic 56 13.9% 

Shoes 31 7.7% 

Bags 33 8.2% 

Home décor 48 11.9% 

Furniture 16 4% 

Cell phone 12 3% 

Pharmacy 12 3% 

Baby products 5 1.2% 

The most often consumptive product 

(Continues) 
  

Food/ Snack 16 4% 

Auto Parts 4 0.995% 

IT product 15 3.7% 

Book 3 0.75% 

Supplement 7 1.74% 

Toy 4 0.995% 

Latest purchased product   

Clothes 76 18.9% 

Cosmetic 49 12.2% 

Shoes 33 8.2% 

Skincare 28 7.0% 

Supplement 22 5.5% 

Home décor 21 5.2% 

Bag 34 8.5% 

Accessory 13 3.2% 

Cellphone 14 3.5% 

IT product 13 3.2% 

Furniture 10 2.5% 

Home appliance 7 1.7% 

Medicine 12 3.0% 

Snack 16 4.0% 

Stationery 10 2.5% 

CD 13 3.2% 

Book 7 1.7% 

Others 24 6.0% 
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4.2 Analysis of the level of agreement 

 The level of the agreement of respondents on perceived risks was shown in 

Table 4-3 which consisted of 8 independent variables, they were product risk, finan-

cial risk, time-loss risk, private risk, source risk, social risk and delivery risk. 

 The mean of product risk was 3.67 and the standard deviation was 0.78, which 

mean that the 402 respondents had the agree level with product risk. 

 The mean of financial risk was 3.71 and the standard deviation was 0.77 

which mean that the respondents had the agree level with financial risk 

 The mean of time-loss risk was 3.05 and the standard deviation was 0.94. This 

presents that the respondents had a neutral level with time-loss risk.  

 The mean of private risk was 3.80 and the standard deviation was 0.95. This 

show the respondents had agreed level with private risk. 

 The mean of source risk was 3.36 and the standard deviation was 0.84, which 

considered as neutral level. 

 The mean of social risk was 2.75 and the standard deviation was 1.06, this 

shows the respondents had a neutral level with social risk. 

 The mean of delivery risk was 3.58 and the standard deviation was 0.87 which 

shows the respondents had agreed level with delivery risk. 
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Table 4-3 level of agreement (Perceived risks) 

Item Mean Std. Deviation Level of agreement 

Product Risk(PR) 3.67 0.78 Agree 

PR1 3.47 0.91 Agree 

PR2 3.75 0.99 Agree 

PR3 3.67 1.03 Agree 

PR4 3.78 0.93 Agree 

Financial Risk (FR) 3.71 0.77 Agree 

FR1 3.70 0.93 Agree 

FR2 3.85 1.01 Agree 

FR3 3.55 0.96 Agree 

FR4 3.74 0.98 Agree 

Time-loss Risk (TR) 3.05 0.94 Neutral 

TR1 2.66 1.20 Neutral 

TR2 3.08 1.11 Neutral 

TR3 3.27 1.08 Neutral 

TR4 3.20 1.16 Neutral 

Private Risk 3.80 0.95 Agree 

VR1 3.78 1.082 Agree 

VR2 3.76 1.070 Agree 

VR3 3.76 1.0985 Agree 

VR4 3.93 1.040 Agree 

Source Risk (SR) 3.36 0.8435 Neutral 

SR1 3.29 1.051 Neutral 

SR2 3.36 1.0329 Neutral 

SR3 3.42 1.071 Agree 

Social Risk (CR) 2.75 1.0657 Neutral 

CR1 2.90 1.2659 Neutral 

CR2 2.70 1.2107 Neutral 

CR3 2.65 1.2215 Neutral 

Delivery Risk (DR) 3.58 0.8765 Agree 

 DR1 3.50 1.0109 Agree 

DR2 3.39 1.042 Neutral 

DR3 3.62 1.022 Agree 

DR4 3.80 1.0439 Agree 
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 For the Dependent variable was complaint intention, and between independent 

variables and dependent variable there was the customer dissatisfaction as the inter-

media, the details of respondents’ level of agreement  about this two factors was dis-

played in Table 4-4.  

 
Table 4-4 Level of agreement (customer dissatisfaction and complaint intention) 

 
 

The mean of customer dissatisfaction was 3.39 and the standard deviation was 

0.85, which considered as neutral. 

  The mean of complaint intention was 3.80 and the standard deviation was 

0.70, which considered as agree. 

 

Item Mean Std. Deviation Level of agreement 

Customer Dissatisfaction(CD) 3.39 0.8545 Neutral 

CD1 3.30 1.000 Neutral 

CD2 3.32 1.040 Neutral 

CD3 3.42 1.024 Agree 

CD4 3.28 1.0106 Neutral 

CD5 3.38 1.0327 Neutral 

CD6 3.61 1.123 Agree 

Complain Intention (CI) 3.80 0.704 Agree 

CI1 3.49 1.014 Agree 

CI2 3.76 0.9328 Agree 

CI3 3.72 0.953 Agree 

CI4 4.06 0.9659 Agree 

CI5 3.85 0.9105 Agree 

CI6 3.75 0.973 Agree 

CI7 3.93 0.9437 Agree 
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4.3 Data analysis and finding 

4.3.1 Analysis the difference among demographic 

In order to find out the differences of the demographic in complaint intention,  

t-test and ANOVA were applied to investigate. The result showed that only the age 

category displayed the significant difference toward online customer complaint inten-

tion, besides, the age of respondents who were more than 50 years had the highest 

mean. Gender, education, occupation and monthly income did not result in a signifi-

cant difference in customer complaint intention.  

More details of results were indicated in APPENDIX A.  

 

4.3.2 Hypothesis 1-7 testing 

In this study, the researcher used multiple linear regression to test Hypothesis 

1 to 7. 

Hypothesis 1: Product risk has a positive effect on customer dissatisfaction. 

Hypothesis 2: Financial risk has a positive effect on customer dissatisfaction. 

Hypothesis 3: Time-loss risk has a positive effect on customer dissatisfaction. 

Hypothesis 4: Privacy risk has a positive effect on customer dissatisfaction. 

Hypothesis 5: Source risk has a positive effect on customer dissatisfaction. 

Hypothesis 6: Social risk has a positive effect on customer dissatisfaction. 

Hypothesis 7: Delivery risk has a positive effect on customer dissatisfaction.  
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Table 4-5 Summary of simultaneous multiple regression model summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.600 0.360 0.348 0.682 

F=47.280 Sig 0.000 

 

 Table 4-5 shown that the proposed model explained the percentage of relevant 

variables in customer dissatisfaction. Base on the data shown in Table 4.4 R was 

0.600 which represented the correlation coefficient between the perceived risks and 

customer dissatisfaction. The R-square was equal to 0.360 which respected that 36% 

of the variation in customer dissatisfaction was attributed to total perceived risks. The 

adjusted R square was 0.348, it meant that 34.8% of the variability of customer dissat-

isfaction was accounted to the model. 

 

Table 4-6 The result of multiple regression analysis of H1 to H7 

Variable 

Customer dissatisfaction (CD) 

Unstand-

ard coeffi-

cients (B) 

Standardized 

coefficients 

(beta) 

t Sig 

Collinearity 

statistics 

(Tolerance) 

Collinearity 

Statistics 

(VIF) 

(Constant) 0.269  1.214 0.225   

Product risk 0.128 0.117 2.340 0.020* 0.645 1.552 

Financial risk  0.215 0.196 3.575 0.000* 0.539 1.855 

Time-loss risk  0.056 0.063 1.117 0.265 0.517 1.934 

Private risk  0.190 0.213 4.430 0.000* 0.701 1.426 

Source risk  0.102 0.101 2.287 0.023* 0.835 1.198 

Social risk  0.083 0.104 2.185 0.029* 0.715 1.398 

Delivery risk  0.108 0.110 2.139 0.033* 0.610 1.638 

Note: *Significant level at 0.05 

 

 According to the multiple regression equation, y=𝛽0 + 𝛽1𝑥1 + 𝛽2𝑥2+…+𝛽𝑝𝑥𝑝 

it attempted to explain the relationship between two or more expositive variables and 

response variable by fitting a linear equation to observed data. Each independent vari-

able (x)’s value is associated with dependent variable (y)’s value. Base on this re-
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search, the multiple regression equation was written like that: y = 0.269 +

0.117𝑥1 + 0.196𝑥2 + 0.036𝑥3 + 0.213𝑥4 + 0.101𝑥5 + 0.104𝑥6 + 0.110𝑥7.
 

Therefore, Table 4-6 was displayed the details of result. Which showed that 

product risk (t-value=2.340, p=0.020), financial risk (t-value=3.575, p=0.000), private 

risk (t-value=4.430, p=0.000), source risk (t-value=2.287, p=0.023), social risk (t-

value=2.185, p=0.029) and delivery risk (t-value=2.139, p=0.033) had a significant 

correlation on customer dissatisfaction, since the p value were smaller than 0.05. 

 In terms of standardized coefficients (beta), private risk (β=0.213) was the 

highest value than Financial risk (β=0.196), product risk (β=0.117), delivery risk 

(β=0.110), social risk (β=0.104) and source risk (β=0.101), which indicated that pri-

vate risk could influence customer dissatisfaction more.  

 Moreover, time loss risk (t-value=1.117, p=0.265,) has no significant relation-

ship on customer dissatisfaction on account of p-value which greater than 0.05. 

 Neter et al (1996) stated that in multiple regression, variance inflation factor 

(VIF) was a formal way to indicate whether the predictors have multicollinearity. 

Among all the predictor, the largest VIF value was considered as an index of the se-

verity of multicollinearity. There were various recommendations for acceptable levels 

of VIF have been published in the literature. The most commonly was that a value of 

10 has been recommended as the maximum level of VIF (Hair, Anderson, Tatham 

and Black, 1995; Kennedy, 1992; Marquardt, 1970; Neter, Wasserman and Kutner, 

1989). If the VIF value was more than 10 it would consider as an indicator of problem 

multicollinearity (Neter et al, 1996). Furthermore, the other indicator it was tolerance 

value, according to Myers (1990)’s research if tolerance values smaller or equal to 0.1 

then shows the multicollinearity between predictors. 
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 Table 4-6 also shown the significant indicator of product risk (toler-

ance=0.645, VIF=1.552), financial risk (tolerance=0.539, VIF=1.855), private risk 

(tolerance=0.701, VIF=1.426), source risk (tolerance=0.835, VIF=1.198), social risk 

(tolerance=0.715, VIF=1.398) and delivery risk (tolerance=0.610, VIF=1.638), both 

of the tolerance and VIF value of those factors were acceptable according to the 

above data. That means there was no multicollinearity problem in this proposed mod-

el.   

 

4.3.3 Hypothesis 8 testing 

 Hypothesis 8: Customer dissatisfaction has a positive effect on complaint in-

tention 

 

Table 4-7 Summary of simultaneous simple regression model summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.487 0.238 0.236 0.616 

F=124.635 Sig 0.000 

 

 Table 4-7 shown that the proposed model explained the percentage of relevant 

variables in complaint intention. Base on the data shown in Table 4.6 R was 0.487 

which represented the correlation coefficient between the customer dissatisfaction and 

complaint intention. The R-square was equal to 0.238 which respected that 23.8% of 

the variations in complaint intention was attributed to customer dissatisfaction. The 

adjusted R square was 0.236, it means that 23.6% of the variability of complaint 

intention was accounted to the model. 
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Table 4-8  The result of simple regression analysis of H8 

variable 

Complain intention (CI) 

Unstandardized 

coefficients 

(B) 

Standardized 

coefficients 

 (beta) 

t Sig. 

(constant) 2.421  19.063 0.000 

Customer dissatisfaction (CD) 0.406 0.487 11.164 0.000 

Note: *Significant level at 0.05 

  

Base on the simple linear regression equation y = 𝛽0 + 𝛽1𝑥, which y was the 

dependent variable, 𝛽0 was the intercept and 𝛽1 was the slope of the equation. The 

slope can be shown as the change in the mean of y for a unit change in x. In terms of 

this research, the simple linear regression equation was written like that: y = 2.421 +

0.487𝑥.
 

Table 4-8 shown that there was a significant relationship between customer 

dissatisfaction and complaint intention which p-value less than 0.05, and standardized 

coefficient was 0.487 which means every unit increased in customer dissatisfaction 

there was a 0.487 unit increased in the predicted complaint intention. It also showed a 

positive relationship between customer dissatisfaction and complaint intention. 

 

4.4 Hypothesis summary  

 This section illustrated the outcome of hypothesis testing on customer product 

risk, financial risk, time-loss risk, private risk, source risk, social risk, delivery risk, 

customer dissatisfaction and complaint intention in Bangkok online shopping custom-

ers. The details was listed in Table 4-9. 
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Table 4-9 The summary of hypothesis 

Item Description of hypothesis result 

H1 
Product risk has a positive effect on customer dissatisfaction, in 

online shopping. 
Accepted 

H2 
Financial risk has a positive effect on customer dissatisfaction, 

in online shopping. 
Accepted 

H3 
Time-loss risk has a positive effect on customer dissatisfaction, 

in online shopping. 
Rejected 

H4 
Private risk has a positive effect on customer dissatisfaction, in 

online shopping. 
Accepted 

H5 
Source risk has a positive effect on customer dissatisfaction, in 

online shopping. 
Accepted 

H6 
Social risk has a positive effect on customer dissatisfaction, in 

online shopping. 
Accepted 

H7 
Delivery risk has a positive effect on customer dissatisfaction, 

in online shopping. 
Accepted 

H8 
Customer dissatisfaction has a positive effect on complaint in-

tention, in online shopping. 
Accepted 
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CHAPTER 5  

CONCLUSION, DISCUSSION AND RECOMMENDATION 

This chapter concentrated on concluding the research result and discussing 

the result while comparing to antecedent researches. Implications and limitations of 

this study were demonstrated in this chapter as well. 

5.1 Conclusion 

 This research focuses on studying the relationship between customer per-

ceived risks and complaint intention of online shopping: a survey in Thailand market. 

The study illustrated the relation between independent variables perceived risks 

(product risk, financial risk, time-loss risk, private risk, source risk, social risk, deliv-

ery risk) and customer dissatisfaction. We also found the relationship between cus-

tomer dissatisfaction and complaint intention. The study chose Bangkok online shop-

pers as the target respondents. 420 questionnaires were distributed, and 402 valid 

questionnaires were collected for analysis. 

 Referring to the demographic factor, among the 402 sample, female respond-

ents occupied the biggest part which was 218 respondents and the rest of them were 

male. Most of the respondents were from 21-30 years old and the majority education 

level was in undergraduate level. For the occupation, ‘employee’ was the most re-

spondents chose. For the monthly income, 10,001-20,000 Baht was the biggest group. 

 According to customer shopping behaviour's analysis, most of them shopped 

online less than one time a month and the biggest group of respondents would spend 
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around 500-1000 Baht each time. The most frequent item that they brought and the 

latest purchased item were clothes. 

 For the level of agreement, this study used descriptive statistics to analysis. 

From independent variables, there were four items (product risk, financial risk, pri-

vate risk and delivery risk) at the agree level. The rest of three items (time-loss risk, 

source risk and social risk) were at the neutral level. Customer dissatisfaction was at 

the neutral level. Dependent variable complaint intention was at the agree level. 

 Besides, this study also found that except time-loss risk the rest of the per-

ceived risks were significantly related to customer dissatisfaction. The result showed 

that among those perceived risks, financial risk and private risk of online shopping 

customers were very significant in generating customer dissatisfaction. Customer dis-

satisfaction is also very significant related to online shopping customers’ complaint 

intention. If customers have those perceived risks especially financial risk and private 

risk, they were more likely occurred dissatisfaction and then generated complaint in-

tention toward online retailers. 

 

5.2 Discussion 

5.2.1 Perceived Risks (Product risk, Financial risks, Time-loss risk, Private risk, 

Source risk, Social risk and Delivery risk) Toward Dissatisfaction 

 According to the perceived risks elements, complaint intention has a signifi-

cant relation with perceived risks which through the mediator of customer dissatisfac-

tion. In this study perceived risks have the important link to customer dissatisfaction, 

which agrees with the following antecedence researches. Yükel and Yükel (2007)'s 

finding "higher perception of perceived risk is associated with lesser shopping 

satisfaction”. There was a crucial negative relationship between perceived risk and 
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satisfaction, and customer satisfaction rating was negatively affected by customer 

perceived risk (Johnson, Sivadas and Garbarino, 2008). This study's finding which 

supported by antecedence researchers suggested that in Thailand online shopping 

market most of the perceived risks have the positive relationship with customer dis-

satisfaction. However, it might remain some differences from the previous research, 

because this study was conducted under the online shopping's content in Bangkok 

market. 

 As today’s internet widely used, people can easily share their feeling, opinions 

and beliefs, and they also can receive information from others easily through the vir-

tual world. So that customer can easily compare product and service from this e-

vendor to the other e-vendor. Or can communicate with the other buyers for compar-

ing the same product and service. Some online customer can automatically perceive 

some risks from previous buyers toward that product before they are purchasing. If 

after buying that product and received the perceived risks, customer feel dissatisfied 

then have the tendency to complain about it. The reasons for each perceived risk are 

explained below. 

 The result of this study showed that product risk, financial risk, private risk, 

source risk, social risk and delivery risk were significantly associated with customer 

dissatisfaction. It’s said H1, H2, H4, H5, H6 and H7 were accepted.  

Since product risk like the hardness of evaluation in product quality judgment 

through the internet or cannot touch, experiencing the actual product compared to 

physical shopping which consistent with the finding of past researchers’ studies the 

perceived product risk was an essential element to affect customer’s satisfaction so 

that do not shop online (Javadi et al., 2012, Hanjun et al., 2004 and Forsythe et al., 

2006). In addition, increased in product risk can cause to a lower satisfaction rating 
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(Mattila, 2001). Thus, there might have some difference from the previous study, 

since the research was studied Thailand online shoppers. Actually, customers were 

more expected the product was performed as their expectation. Since the online trans-

action was without experience the product before purchasing which make them per-

ceived more risks than offline shopping, so they would feel more dissatisfied when 

the product wouldn’t perform well. If online retailers try to improve the quality of 

product it might generate less dissatisfaction, then fewer tendencies to complain.  

Financial risk in online shopping refers to the fear of losing money and the se-

curity of credit card that used to pay the bill in online, if it does, it would have the 

negative effect on customer satisfaction and led to customer not shopping online, on 

the other word, financial risk would positive effect customer dissatisfaction. So this 

paper’s result is quite consistent with Javadi et al (2012), Forsythe and Shi (2003) and 

Almousa (2011). For the findings here, the security of credit card number might be 

the essential factor to cause dissatisfaction, online customers were more satisfied with 

less financial risk and lower dissatisfaction. It means that if Thailand’s online credit 

card system was not secure enough customers would not be ease to conduct the trans-

action online by using the credit card. It is necessary to enhance online transaction's 

security. 

The result showed that private risk which can also define as information secu-

rity risk has a significant negative effect on customer satisfaction during shopping 

online. This finding is consistent with prior researchers, which defined the relation-

ship between perceived privacy (security risk) and satisfaction that higher level of 

perceived risk would lower the satisfaction so that influence loyalty directly in inter-

net banking (Aldas-Manzano, Ruiz-Mafe, Sanz-Blas, and Lassala-Navarré, 2011). It 

is also consistent with Tasi and Yeh (2010), private risk has a positive effect on cus-
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tomer dissatisfaction and negative effect on shopping online, as customers were afraid 

of personal information leaking during they conducted online shopping. Perceived 

private risk increased then customer dissatisfaction will also increase which H4 was 

supported. According to the level of agreement of this study, Thai online shopper felt 

riskier toward personal information was used in the illegal transaction by online re-

tailers. The online shopper might have less trust in their online sellers or the website 

security that they purchased goods. Normally, like telephone number, e-mail address 

or even ID card’s information always leaking after customer giving their personal in-

formation out during some transactions. They would found that their phone number 

has been easily tracing by the other company, it might very annoy the customer. Cus-

tomer information was a critical resource for marketers because they could run ads 

toward target customer accurately. So information leaking crisis was an essential 

problem, especially in the virtual transaction. The customer might easily perceive this 

kind of risk and produce dissatisfaction.  

Source risk was significant effect customer dissatisfaction, which described 

the risk perception of customers on online vendors' reliability. This finding consisted 

with Naiyi (2004) who identified source risk was one of the important factors for 

managers when they designed the online marketing strategy to reduce customer’s risk 

perception and increase customer satisfaction. The reason for explaining the result 

here might be that Thai online shoppers were more concerned about the trustworthi-

ness of online retailers which reflected that Thai online sellers lacked certification in 

selling goods online and lacked communication with their customers so that consumer 

lost trust on them. The other thing that might be online shopping website also lacked 

an effective IT risk supervision mechanism toward online vendors. It required busi-
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ness owner provided more detail about the store or company's information like own-

ers name, the physical address of the company and so on. 

The social risk in this study also was an essential to explain customer dissatis-

faction, the social circle's opinions toward online customer was an importance factor 

in causing dissatisfaction in Bangkok market which coincides with the previous find-

ing with Almousa (2011). In Thailand, social circle’s existence was important to each 

single person. So that the unapproved from customers’ social circle can affect such as 

their decision making or their satisfaction toward a certain services or product. From 

the findings here we can observe that it related with customer dissatisfaction signifi-

cantly.   

Delivery risk refers to the customer fear of online vendor not deliver the goods 

or deliver late, this kind of risk was also significantly associated with customer dis-

satisfaction in this study, which was a kind of agree with Masoud (2013). But there 

might have some difference from the antecedent research since the respondents were 

from the different country. Thailand's express delivery was less developed than Amer-

ica and China. Delivery was a critical link in the supply chain, the efficiency of deliv-

ering company can affect customer's risk perception directly. The lack of efficiency in 

delivery increased online customer’s risk, then caused customer dissatisfied. Enhance 

profession and efficiency on the delivery process is to reduce risk and dissatisfaction 

of online customers. 

Lastly, Time-loss risk has no effect on customer dissatisfaction in this study, it 

was said H3 was rejected which was a contrast with Naiyi (2004) who suggested that 

time-loss was important associated with online shopping. But agreed with Masoud 

(2013)’s finding time-loss risk have no effect on it. The reason for explaining the dif-

ferent finding from Naiyi (2004)’s research might be: firstly, the respondents for the 
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research were different. Naiyi (2004) investigated Chinese online shoppers which 

were the totally different nationality from Thai, the shopping behaviour and shopping 

preference was surely not the same. Thai people more prefer the relaxing and slow 

speed of lifestyle, so for online customers, time was not a serious factor to annoy 

them, they don’t think shopping online was waste of time. Secondly, the time frame 

of the study was different, Naiyi (2004) studied the online shoppers in 2004, the web-

site display technology was not that developed compared to the year 2015. Thailand's 

network might be good enough for providing a high-speed website surfing for cus-

tomers. Online shopper doesn't need to spend a lot of time on waiting for a new site to 

show up, so that speeds up their online shopping process. Base on the speculation 

above, it might explain why time-loss risk has no effect on customer dissatisfaction. 

Moreover, customer financial risk, private risk and product risk with a higher 

significance than perceived delivery risk, social risk and source risk on customer dis-

satisfaction. 

   

5.2.2 Dissatisfaction Toward Complaint Intention 

This study revealed that complaint intention was related with perceived risks 

(product risk, financial risk, private risk, source risk, social risk and delivery risk) by 

the mediator of customer dissatisfaction. 

 Previous research already concentrated on the relationship between dissatis-

faction and complaint intention. The level of customer dissatisfaction was directly and 

positive effect by customer complaint intention (Beatriz and Maria, 2010; Mittal and 

Kamakura, 2001; Teo and Lim, 2001). Dissatisfaction was an essential factor for gen-

erated complaint, Vincent and Terry (2003) stated that “customer complaint intention 

as a function of dissatisfaction”. There existed a relationship between consumer satis-
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faction which in a low degree and the complaint tendency or complaint behaviour 

(Stephens and Gwinner, 1998; Zeelenberg and Pieters, 2004). So, in other words, cus-

tomer dissatisfaction has a linkage with complaint intention in a positive way. This 

also fitted with the other literate although it was done in a restaurant’s service investi-

gation, Velazquez, Contri, Saura and Blasco (2006) suggested that customer satisfac-

tion is a significant precondition of complaint intention. This finding was also sup-

ported by Voorhies and Brady (2005), they advised that the complaint intention in a 

future time may be reduced if the consumption process was done by a quality service. 

Therefore, the finding of this study: customer dissatisfaction positive effect complaint 

intention was supported by antecedence literature. 

 Online shopping customers tended to complain when they received more dis-

satisfaction from e-vendors or online shopping's mechanism. This is more likely relat-

ed to Thailand’s online vendor's failure services and failure performance of products 

or the immaturity web-based platform cause the experiential online shopper’s gener-

ated dissatisfaction or complaint intention. Additionally, online shoppers were more 

satisfy with those e-vendors who have reputation and product brand. But in Thailand 

online shopping site, it lacks expert sellers and everyone can open a shop easily with-

out certification, this might cause customer less trust and less satisfaction toward 

online shopping. Therefore, when customers felt dissatisfied with their shopping ex-

perience it might encourage consumers to complain in a high probability. 

 

5.3 Implication of the study 

Managerial implication of study 

  This research's findings made a contribution to investigating the Thailand 

online shoppers' risks perception toward their tendency to complain. Applied a result 
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for online vendors or online marketers for more understanding the fears of their cus-

tomers about the products or services in case of generated dissatisfaction and whether 

consumers would have the tendency to complain. Online vendors need to identify and 

measure the customer risks consciousness which associates with their products, ser-

vice or management then try to minimise the risks. In order to better meet consumers’ 

need, it is important for online marketers to understand customer risk perception to-

ward customer complaint intention of this market. As Roselius (1971) verified that 

sellers should determine the category of the risks that their customer perceived, then 

formulated marketing strategies under those risks.  

 Base on the result of this study it was clearly identified that customer per-

ceived private risk which strongest affecting customer dissatisfaction, then followed 

by financial risk, thirdly was product risk and delivery risk and lastly was social risk 

and source risk. While time-loss risk would not affect dissatisfaction significantly in 

this case here. Therefore, researcher provided several conductive suggestions toward 

Thai online vendors and marketers for designing an appropriate strategy to help them 

minimise customer risk perception and dissatisfaction then reduce their complaint 

intention. 

Among those seven kinds of perceived risks, the strongest item to effect dis-

satisfaction was the private risk. It was about the customer personal information might 

be disclosed during they shopping online. Firstly, consumers were afraid that their 

personal information (such as mailing address, email address and telephone number) 

was unveiled or was used by online retailers in other illegal transaction. Since, online 

retailers should keep their customer information confidential avoided asking needless 

information do not sell their customer’s information to other company, and online 

marketers should check and update the website’s firewall regularly in case of the 
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online shopping website be attacked by hackers. Secondly, customers were feared of 

their historical buying record and shopping habits be traced by online sellers, so it re-

quired that online vendors and website builders should reinforce their moral construc-

tion and protect their customer’s shopping record from leaking. Lastly, customers 

worried that after buying online sellers would contact them without their agreement. It 

asked the online company to respect consumers’ privacy. Should not literally disturb 

the online shoppers without permission. Theoretically, sellers and marketers can re-

duce customer’s private risk by implementing the suggestions above so that can lower 

the risk and consumer’s dissatisfaction.  

According to the result, the second strongest factor was the financial risk. The 

results reflect that consumers thought their financial security was threatening the most 

when they were doing the transaction online. Consumers feared about losing money, 

information leaking of credit card and product that they brought not be worth of mon-

ey. If online vendors and marketers adjust their product’s price to be more reasonable 

or improved the product’s quality and service in order to match the price and chose a 

higher security method to pay the bill, the fear of customer would decrease and cus-

tomer satisfaction would increase. 

As the finding, product risk also significant to generate customer dissatisfac-

tion. Product risk came from the fear of customer that the real product did not appear 

precisely as the web page display or describe. Customers perceived this kind of risk 

because it was difficult for them to feel, to try or to experience the product and it was 

hard to judge the quality of the product, or they feared that the products may not per-

form as their expected. So the online retailer should improve and control the quality 

of their products and service, helped their customer to exam the goods before delivery 

to customers’ hands. Open a channel for increasing communication between custom-
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ers and retailers; customers and customers, let the antecedent actual buyer share the 

experience of using product or service to the potential buyer.  

Base on the delivery risk’s result, online shopper worried about the delivery 

process after paying the bill. At this point, most of the customers worried it took a lot 

of time for returning the product. Afterwards, they worried they would not receive the 

product from the internet. Lastly, they also concerned about online vendors would not 

deliver goods on time after paying. To minimise this risk needed online retailer 

selected the delivery company carefully, cooperated with the good reputation and 

high efficient delivery company.  Before delivering confirms the mailing address and 

telephone number with the customer again ensured that customer can receive it. 

The customer also perceived source risk which it is difficult for them to en-

sure the expertise, reputation and trustworthiness of online retailers or website. Online 

retailers and website builders needed to enhance the expertise of themselves, show the 

demonstration to customers by providing a more professional product and service. 

Focus on integrity construction for online shopping industry and concentrated on cus-

tomer communication. Implanted trustworthiness to online customers. 

The social risk was also significantly associated with dissatisfaction in Thai-

land online market, it was about the disapproval from social circle of customers. First-

ly, online marketers should improve products and services’ quality, exam online re-

tailers’ expertise, regular online shopping market. Then, online marketers should de-

velop the online marketing strategy, propaganda and advertised the beneficial and 

convenience of shopping online. Lastly, widen online shopping market, grab more 

potential customers’ attention in online shopping. 

The above findings give advice to online marketers and retailers. To weaken 

customer complaint intention should reduce customer dissatisfaction, then it required 
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marketers should work on decreasing online customer’s perceived risk. So that after 

customer’s risk perception decreased, customer satisfaction will increase. Thai online 

markets and Thai post office or delivery company could work together to decrease 

some kinds of perceived risks. 

Besides, the brief of discussion and implication tables (Table 5-1 and Table 5-

2) were applied as follow, in order to provide a quick understanding for readers about 

this part. 

 
Table 5-1 Summary of discussion and implication (Perceived risks toward customer dissatisfaction)  

Customer Dissatisfaction 

Perceived risks Relationship Antecedent research          Implications 

Product risk Positive effect 

✓ Javadi et al., 2012 

✓ Hanjun et al., 2004 

✓ Forsythe et al., 2006 

✓ Mattila, 2001 

 Improve and control quality 

 Open more channel for communication 

(customers vs retailers; customers vs cus-

tomers) 

Financial risk Positive effect 

✓ Javadi et al (2012) 

✓ Forsythe and Shi (2003) 

✓ Almousa (2011) 

 Providing a reasonable price 

 Choosing the highest security method to 

pay bills 

Time-loss risk No effect 
✓ Masoud (2013) 

✘ Naiyi (2004)  

 Keep providing the high-speed internet  

 Enhance communication with customer 

Private risk Positive effect 

✓ Aldas-Manzano,       

     Ruiz- Mafe, Sanz-Blas,           

     andLassala-Navarré, 

2011   

✓ Tasi and Yeh (2010)  

 Updated the website firewall regularly 

 Protect customer shopping record from 

leaking 

 Respect consumers’ privacy avoiding to 

ask unnecessary information  

Source risk Positive effect 

✓ Naiyi (2004)   Concentrated on customer communica-

tion 

 implanted trustworthiness in customers’ 

mind 

Social risk Positive effect 

✓ Almousa (2011)  Developed the online marketing strategy 

 Widen online shopping market grab 

more potential customers’ attention 

Delivery risk Positive effect 

✓ Masoud (2013)  Selected the high efficient delivery com-

pany 

 Confirm mailing address and telephone 

number before delivering 
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Table 5-2 Summary of discussion and implication (customer dissatisfaction toward complaint intention ) 

 

 

5.4 Limitation and Recommendation for Future Study 

 This study provided the result for supporting the conceptual framework of the 

customer perceived risks and complaint intention of online shopping. Whereas, there 

still have some limitations subjected. 

1. This study only studied the online shopping customers, other industries might 

have different perceived risk and complaint intention. Here unable to absolutely 

represent or explain the customer perceived risks and complaint intention in other 

fields. Therefore, future researchers may study customer perceived risks and com-

plaint intention in other industries. 

2. The sample size was small and bias which the study chose the people who live in 

Bangkok and only Bangkok residents were selected to complete the questionnaire 

and the research time was limited. For studying further about perceived risk and 

complaint intention of Thailand online shopping, future researchers can expand 

Customer Dissatisfaction  

 Relationship Antecedent research Implications 

Customer  

dissatisfaction 

Positive  

effect 

✓ Beatriz and Maria, 2010 

✓ Mittal and Kamakura, 2001 

✓ Teo and Lim, 2001 

✓ Vincent and Terry (2003) 

✓ Stephens and Gwinner, 1998; 

✓ Zeelenberg and Pieters, 2004 

✓ Velazquez, Contri, Saura and Blas-

co (2006) 

✓ Voorhies and Brady (2005) 

Working on online cus-

tomers’ perceived risk’s 

reduction 
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research time and expand the sample size such as the research should also include 

Phuket, Chiang Mai or Khon kaen the big city in Thailand.  

3. This study investigated the risk perception in general online shopping concept. 

The result might be different in each specific category of online product. Future 

researchers can use this model to investigate the relationship of perceived risks 

and complaint intention in only one specific product that selling online, for exam-

ple, can only study the online cosmetic or IT product’s risk perception toward 

complaint intention. It may receive a different finding from this research. 

4. The limited variables that studied in this research, there were several items can 

influent complaint intention and customer dissatisfaction. For future researchers 

can investigate or identify the other significant factors to influence complaint in-

tention by including more factors or variables in the framework, such as word of 

mouth, attitude toward online shopping and post-purchase service. 
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Table 1 Analysis of Gender (t-test) 

Gender Frequency Mean Std. Deviation 

CI        Male 

            Female 

184 

218 

3.78 

3.81 

0.65 

0.75 

 

 

Table 2 T-test for Equality of Mean 

 Leven’s test for equality T-test for equality of means 

F Sig t Df. Sig.  

CI 

Equal variances as-

sumed 

0.808 0.369 -0.53 400 0.60 

Equal variances not 

assumed 

 -0.54 399.69 0.59 

 

An independent t test was conducted to determine if a difference existed be-

tween the mean complaint intention of males and female who had shopping online 

before. Table 2 was displayed the results of Levene’s test, F=0.808, p=0.369, indicate 

that the variances of the two populations are assumed to be approximately equal. Ta-

ble 1 and Table 2 indicated the results of the independent t-test were not significant, t 

(400) = -0.53, p=0.60, indicating that there is no significant difference between the 

scores of males (M=3.78, SD=0.65, n= 184) and the scores of females (M=3.81, 

SD=0.75, n=218), which it implied that in this study complaint intention was not de-

pendent on gender. 

 

Table 3 Analysis of Age (ANOVA) 

Age Mean  S.D. Frequency F Sig 

15-20 years 3.72 0.59 79 13.95 0.00 

21-30 years 3.61 0.71 195 

31-40 years 4.19 0.59 106 

41-50 years 4.15 0.79 21 

Over 50 years 4.43 -- 1 
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Referring to table 3, F=13.95 and p<0.05, which it shown there was a signifi-

cant difference complaint intentions based on level of age and also means that com-

plaint intention was dependent on age. Besides, the age of respondents more than 50 

has the highest mean (M=4.43), and the age of 21-30 years has the lowest mean 

(M=3.61). 

 

Table 4 Analysis of occupation (ANOVA) 

Occupation Mean  S.D. Frequency F Sig 

Student 3.79 0.77 88 0.71 0.62 

Business owner 3.83 0.77 64 

Freelance 3.86 0.65 35 

Public servant 3.71 0.61 72 

Employee 3.77 0.70 111 

Others 3.97 0.66 32 

 

According to table 4, F=0.71 and p>0.05, which it shown there was not a sig-

nificant difference complaint intentions based on the occupation category and also 

implied that complaint intention was not dependent on occupation. 

 

Table 5 Analysis of Education (ANOVA) 

Education Mean  S.D. Frequency F Sig 

Under high school 3.94 1.26 5 0.478 0.70 

High school 3.76 0.64 68 

Undergraduate 3.83 0.72 231 

Higher than undergraduate 3.74 0.68 98 

 

Referring to table 5, F=0.478 and p>0.05, which it shown there was not a sig-

nificant difference complaint intentions based on level of education and also means 

that complaint intention was not dependent on education.  
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Table 6 Analysis of Monthly Income (ANOVA) 

Education Mean  S.D. Frequency F Sig 

Less than 10,000 Baht 3.80 0.79 66 1.513 0.20 

10,001-20,000 Baht 3.86 0.67 110 

20,001-30,000 Baht 3.67 0.68 102 

30,001-40,000 Baht 3.90 0.65 70 

Over 40,000 Baht 3.76 0.76 46 

 

According to table 6, F=1.513 and p>0.05, which it shown there was not a 

significant difference complaint intentions based on level of monthly income and also 

means that complaint intention was not dependent on monthly income.  
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APPENDICES B 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 Dear respondents, this is an academic research conducted in conjunction with the University 

of the Thai Chamber of Commerce.The information got will be purely for academic purposes. The 

researcher kindly requests you to spend a little of your valuable time to fill in the questionnaire 

below. 

 This questionnaire was constituted by three sections with totally 48 questions, each question 

can choose the one and only option, please use ✓ to mark in the most appropriate box. Thank you 

for your cooperation! 

 

Section 1 Customer’s profile  

 

1. Gender                                 

   □  Gender      

   □ Female 

 

2. Age 

   □ 15-20 years     

   □ 21-30 years      

   □ 31-40 years 

   □ 41-50 years 

   □ More than 50 

 

3. The Highest degree of Education that you 

received 

   □ Under high school   

   □ High school  

   □ Undergraduate  

   □ Graduate  

   □ Others 

 

4. Occupation 

   □ Student 

   □ Business owner 

   □ Employee 
   □ Freelance 
   □ Public servant 
   □ Others (please specify…………………..) 

 

5. Disposable personal income per month 

   □ Less than 10000 Baht     

   □ 10001-20000 Baht   

   □ 20001-30000 Baht  

   □ 30001-40000 Baht            

   □ More than 40000 Baht 

 

 

 

 

Section 2 Customer shopping behaviour  

 

1. How often do you shop online? 

    □ less than 1 time a month 

    □ 1-3 times a month 

    □ 4-6 times a month 

    □ More than 6 times a month 

 

2. How much do you spend on average for 

online shopping each time? 

   □ Less than 500 Baht 

   □ 500 Baht — 1,000 Baht 

   □ 1,001 Baht — 2,000 Baht 

   □ 2,001 Baht — 3,000 Baht 

   □ More than 3,000 Baht 

 

3. What kind of product that you purchase 

most often? (Choose only ONE option) 

   □ Clothes 

   □ Cosmetic 

   □ Shoes 

   □ Bags 

   □ Home appliance 

   □ Furniture 

   □ Cellphone 

   □ Pharmacy 

   □ Baby products 

   □ Food / Snack 

   □ Others  (please specify………………….) 

 

 

4. What was the latest product that you 

purchased online? 

 

     
    …………………………………………..  

Questionnaire 



 

 

 

 

Section 3 Determinant of consumer complaint intention in online shopping 

 

  

 Please indicate at what extent you agree or disagree with the following statement, please use ✓ to 

tick in the most appropriate box to represent your level of agreement. Only ONE box can be chosen for each 

statement. 

 

(1=strongly disagree; 2=disagree; 3=neutral; 4=agree; 5=strongly agree) 

 
 
3.1 Perceived Risk (Product Risk, Finacial Risk, Time-loss Risk, Private Risk, Source Risk, Social Risk and Delivery 

Risk) 

Statement 1 2 3 4 5 

1. It is DIFFICULT for me to examine the actual product                                                              

2. It is DIFFICULT for me to judge the product’s quality adequately                               

3. It is DIFFICULT to feel, try or/and experience the product prior to purchase during online shopping                         

4. The product purchased may NOT perform as expected      

5. I worry about the product will NOT be worth the money        

6. I worry that my credit card number may NOT be secure      

7. I worry that I would spend more money to buy a same product online than to buy in any other places      

8. I worry that I would NOT receive the product after paying the bill      

9. It’s difficult for me to place order   I worry that it takes me a lot of time to communicate with online vendors if 

products have problem                                                                               
     

10. I worry that it takes a long time to show up the picture                                                 

11. I worry about wasting time to repair the product                                                              

12. I worry about finding the right products online is difficult                                                     

13. I worry online retailers may disclose my personal information (e.g. email address, mailing address) to other 

companies                                                                                                            
     

14. I worry my shopping habits and historical buying would be traced by online sellers      

15. I worry online retailers would contact me through email or phone calls without my agreement after complet-

ing the transaction 
     

16. I worry online retailers would use my personal information (e.g. email address or phone number) in illegal 

transaction  
     

17. It is DIFFICULT to ensure the shopping site/online retailer’s expertise      

18. It is DIFFICULT to ensure the reputation of online retailers/companies/website      

19. It is DIFFICULT to ensure the trustworthiness of online retailers/companies/website      

20. My friends/family would NOT approve what I buy from the internet      

21. My friends/family would NOT hold me in a high esteem if I brought something through the internet      



 

 

 

22. My friends/family would NOT think I am cool if brought products online      

23. I worry the online vendors would NOT delivered on time after I purchasing a product      

24. I worry the deliver company would sent the product to wrong place      

25. I worry that I would not receive the ordered product from internet      

26. I worry it would takes me a lot of time if I want to return online product      

 

 
 

3.2 Customer Dissatisfaction 

Statement 1 2 3 4 5 

27. The on-line purchasing order via internet is very slow                   

28. The online vendor is UNABLE to answer my question      

29. The online vendor is UNABLE to solve the problem       

30. The online vendor CANNOT control his or her emotion      

31. The online vendor lacks professionalism      

32. The online vendor does NOT keep details of my portfolios for confidentiality      

 

 

 3.3 Complaint Intention 

 

 

 
 
 
 
 
 

Statement 1 2 3 4 5 

33. Complaining about unpleasant experience relieves tension      

34. I would ask the staff for problem solving online      

35. I would report the complain to customer agency      

36. I would share my unpleasant experience of online shopping with my friends and family      

37. I think it is necessary to ask for changing or returning even if the failing products or service does not cost 

much 
     

38. I would sue the online retailers or companies when I received the poor service or products      

39. I would protect my consumer’s rights by using legal measures      



 

 

 

แบบสอบถาม 
เร่ือง 

ศึกษาการรับรู้ความเสี่ยงและความไม่พอใจต่อการสั่งซื้อสินค้าทาง ออนไลน ์(Online Shopping) :กรณีศึกษา การส ารวจภาคการตลาด
ของประเทศไทย 

 

 เรียน ผู้ตอบแบบสอบถาม แบบสอบถามฉบับน้ี เป็นการสอบถามเพื่อเป็นข้อมูลประกอบการศึกษา วิชาวิทยานิพนธ ์อันเป็นส่วนหน่ึง
ของหลักสูตร บริหารธุรกิจมหาบณัฑิต ภาคภาษาอังกฤษ วิทยาลัยนานาชาติ มหาวิทยาลัยหอการคา้ไทย ผู้วิจัยใคร่ขอแสดงความขอบคุณทุกท่าน
ที่ได้เสียสละเวลาในการตอบแบบสอบถามฉบับน้ี 

แบบสอบถามนี้มดี้วยกันท้ังหมด 3 ส่วน อันประกอบไปด้วยข้อค าถามทั้งหมด 44 ข้อ โดยแต่ละค าถามสามารถตอบได้เพียง 1 ข้อ ผู้วิจยั

ขอความกรุณาให้ท่านท าเครื่องหมาย✓ในช่องที่ท่านเห็นด้วย 

ส่วนที ่1 ข้อมูลทั่วไปของผู้บรโิภค 
1. เพศ  

□  ชาย      □  หญิง 
2. อายุ  

□ 15-20 ปี  

□ 21-30 ปี 

□ 31-40 ปี 

□ 41-50 ปี 

□ มากกว่า 50 ปี 
3. ระดับการศึกษาขั้นสูงสุด 

□ น้อยกว่าช้ันมัธยมศึกษา 

□ มัธยมศึกษา 

□ ปริญญาตร ี

□ สูงกว่าปรญิญาตร ี

□ อื่นๆ (โปรดระบ.ุ......................................) 
4. อาชีพ 

□ นักเรียน นักศึกษา 

□  เจ้าของธุรกิจ ประกอบอาชีพส่วนตัว 

□ พนักงานท่ัวไป 

□  ผู้ที่ท าอาชีพอิสระ 

□ ข้าราชการ 

□ อื่นๆ (โปรดระบ.ุ......................................)  
5. รายได้เฉลี่ยต่อเดือน 

□ ไมเ่กิน 10,000 บาท 

□ 10,001-20,000 บาท 

□ 20,001-30,000 บาท 

□ 30,001-40,000 บาท 

□  มากกว่า 40,000 บาท 
ส่วนที ่2   พฤติกรรมการซื้อของลูกค้า 
1.คุณซื้อสินคา้ผ่านทางอินเตอร์เนต็บ่อยแค่ไหน 

□ น้อยกว่าเดือนละ 1 ครั้ง 

□ 1-3 ครั้ง/เดือน 

□ 4-6 ครั้ง/เดือน  

□ มากกว่า 6 ครั้ง/เดือน   
2 .คุณใช้เงินจ านวนเท่าไรต่อครั้งในการซื้อสินค้าทางอินเตอร์เนต็ 

□ ต่ ากว่า 500 บาท 

□ 500 บาท-1,000 บาท 

□ 1,001 บาท-2,000บาท 

□ 2,001บาท-3,000บาท 

□ มากกว่า 3,000 บาท 
3.โดยส่วนใหญ่คุณจะซื้อสินค้าประเภทใด ( เลือกเพยีง 1 ข้อ ) 

□ เสื้อผ้า 

□ เครื่องส าอาง 

□ รองเท้า 

□ กระเปา๋ 

□ ของแต่งบ้าน 

□ เฟอร์นิเจอร ์

□ โทรศัพท์มือถือ 

□ ยา 

□ ผลติภณัฑ์เด็ก 

□ อาหาร/ขนมขบเคี้ยว 

□ อื่น ๆ (โปรดระบ.ุ....................................) 
4. ผลิตภัณฑห์รือบริการชนิดใดท่ีคุณเพิ่งซื้อล่าสุดผ่านทางออนไลน ์
    …………………………………… 



 

 

 

ส่วนที ่3   ปัจจัยที่มีผลต่อความไม่พึงพอใจของผู้บริโภค   ในการสัง่ซื้อสินค้าทางเครือข่ายคอมพิวเตอร์ หรือสื่อ
ออนไลน ์(Online Shopping) 

 ผู้ตอบแบบสอบถามกรณุาท าเครื่องหมาย✓ตามระดับข้อมลูที่ท่านไม่เห็นด้วยอย่างมากจนถึงเห็นด้วย
อย่างมาก โดยในหน่ึงค าถามสามารถท าเครื่องหมายได้เพียงหนึ่งช่องเท่านั้น 
(1 = ไม่เห็นด้วยอย่างมาก    2 = ไม่เห็นด้วย    3 = ปกติ    4 = เห็นด้วย    5 =เห็นด้วยอยา่งมาก) 
 
3.1 ความเสี่ยง (การรับรู้ความเสี่ยง ความเสี่ยงทางการเงิน ปัจจัยเสีย่งด้านเวลา ปัจจัยด้านความเป็นส่วนตัว ปัจจัย
ทางแหลงข้อมูล    ความเสีย่งทางสังคม ปัจจัยเสี่ยงดา้นการจดัส่ง) 

รายการ 1 2 3 4 5 

1. มันเป็นเรื่องยากส าหรับฉันในการตรวจสอบผลติภณัฑ์ที่แท้จริง       

2. มันเป็นเรื่องยากส าหรับฉันในการประเมินคุณภาพของสินค้าได้อย่างเพียงพอผ่านทางสื่อ
อินเทอร์เน็ต  

     

3.  มันเป็นเรื่องยากส าหรบฉันที่จะลอง หรือมีประสบการณ์กับสินคา้ก่อนซื้อผ่านทาง
อินเทอร์เน็ต  

     

4. สินค้าท่ีสั่งซื้ออาจจะไมต่รงกับสิ่งที่คาดหวังไว ้      

5. ฉันกังวลว่าสินค้าท่ีไดร้ับจะไม่คุม้ค่ากับเงินท่ีจ่ายไป      

6.ฉันกังวลถึงความไม่ปลอดภัยในการช าระสินค้าด้วยบัตรเครดิต      

7. ฉันกังวลว่าฉันจะมีค่าใช้จ่ายในการซื้อสินค้าแบบเดียวกันทางผ่านทางออนไลน์สูงกว่าการ
ซื้อสินค้าจากสถานท่ีอื่น 

     

8. ฉันกังวลว่าฉันจะไม่ไดร้ับสินค้าหลงัจากท่ีช าระเงินไปแล้ว      

9. มันเป็นการยากส าหรับฉันที่จะสั่งซื้อสินค้าออนไลน ์      

10. ฉันกังวลว่ามันจะใช้เวลานานในการแสดงรูปภาพของสินค้า      

11. ฉันกังวลว่าฉันจะเสียเวลาซ่อมแซมสินค้าที่ไดร้ับ      

12. ฉันกังวลว่ามันเป็นเรื่องอยากที่ค้นหาสินค้าท่ีถูกใจทางอินเทอร์เน็ต       

13. ฉันกังวลว่าผู้ขายสินค้าออนไลน์จะเปิดเผยข้อมลูตา่งๆที่เป็นส่วนตัว       

14.  ฉันกังวลว่าข้อมูลและประวัตกิารซื้อสินค้าท่ีผ่านมา จะถูกติดตามโดยผู้ขายสินค้า      

15.ฉันกังวลว่าผู้ขายสินค้าจะตดิตอ่ฉันทางอีเมล์หรือทางโทรศัพท์โดยที่ไม่ได้รับความยินยอม
จากฉันหลังจากท่ีฉันซื้อสินค้าเรยีบร้อยแล้ว 

     

16.ฉันกังวลว่าผู้ขายสินค้าจะน าขอ้มูลที่เป็นส่วนตัว เช่น อีเมล์ และหมายเลขโทรศัพท์ไป
ด าเนินการทางธุรกจิอย่างผิดกฎหมาย 

     

17.มันเป็นการยากท่ีจะมั่นใจในความเชี่ยวชาญของผู้ขายสินค้าออนไลน ์      

18.  มันเป็นการยากที่จะมั่นใจในช่ือเสียงของผู้ขายสินค้าทางสื่อออนไลน ์      

19. มันเป็นการยากท่ีจะไว้วางใจตอ่ผู้ขายสินค้าทางสื่อออนไลน ์      



 

 

 

20. ครอบครัวและเพื่อนๆ ไมเ่ห็นด้วยกับสินค้าท่ีซื้อทางสื่ออินเทอรเ์น็ต      

21. ครอบครัวและเพื่อนๆไม่ยอมรับในความเป็นตัวตนของฉัน ถ้าฉันซื้อสินค้าทาง
อินเทอร์เน็ต 

     

22. ครอบครัวและเพื่อนๆ ไมค่ิดวา่ฉันทันสมัย ถ้าซื้อสินค้าผ่านทางออนไลน ์      

23. ฉันกังวลว่าผู้ขายสินค้าออนไลน์จะส่งสินคา้ไมต่รงเวลา 
 
 
 

     

24. ฉันกังวลว่าบริษัทจัดส่ง ด าเนนิการจัดส่งผิดสถานท่ี 
ล 

     

25. ฉันกังวลว่าฉันจะไมไ่ด้รับสินคา้ที่สั่งจากอินเทอร์เน็ต       

26. ฉันกังวลว่าฉันจะเสียเวลามาก ถ้าฉันต้องการคืนสินค้า      

 
2. ปัจจัยถึงความไม่พอใจของผู้ซื้อ 

รายการ 1 2 3 4 5 

23. การสั่งซื้อสินค้าทางออนไลนม์คีวามล่าช้ามาก      

24. ผู้ขายสินค้าออนไลน์ไม่สามารถตอบค าถามของฉันได ้      

25. ผู้ขายสินค้าออนไลน์ไม่สามารถแก้ปัญหาของผู้ซื้อได ้      

26. ผู้ขายสินค้าออนไลน์ไม่สามารถควบคุมอารมณ์ของตนเองได ้      

27. ผู้ขายสินค้าออนไลน์ไม่มีความเป็นมืออาชีพ      

28. ผู้ขายสินค้าไม่เก็บข้อมลูของฉันในฐานะผู้ซื้อไวเ้ป็นความลับ      

 
3 .ปัจจัยด้านการร้องทุกข์ 

รายการ 1 2 3 4 5 

29. การร้องเรียนเกี่ยวกับประสบการณ์ทีไ่ม่น่าพอใจเป็นวิธีการบรรเทาความเครียดที่เกดิขึ้น      

30. ฉันจะสอบถามพนักงาน ถ้าตอ้งการแก้ไขปัญหาออนไลน ์      

31. ฉันจะร้องเรียนต่อฝ่ายบริการลูกค้า      

32. ฉันจะบอกเล่าประสบการณท์ีไ่ม่น่าพอใจในการซื้อสินค้าทางออนไลน์ กับครอบครัวและ
เพื่อนของฉัน 

     

33. ฉันคิดว่าการขอเปลี่ยนหรือการคืนสินค้าเป็นสิ่งส าคัญ ถึงแม้ว่าสนิค้าท่ีสั่งไปแล้วนั้นจะมี
ราคาไม่แพง 

     

34. ฉันอาจจะฟ้องร้องผู้ขายสินคา้ออนไลน์เมื่อไดร้ับการบริการและสินค้าท่ีไม่มีคณุภาพ      

35. ฉันจะปกป้องสิทธิของผู้บรโิภคของฉันผ่านการใช้มาตรการทางกฎหมาย      

 




