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ABSTRACT

Purpose: This research study is an exploration into the role of conscious attention and
enthused participation in online purchase behaviour while investigating the moderation effect of
gender. Design/methodology/approach-We used self-administered questionnaire-based approach to
collect 421 responses and utilised structural equation modelling along with multigroup analysis to
test the hypotheses. Findings- Results revealed that conscious attention and enthused participation in
online purchase behaviour dimensions. Also, gender has negligible gender differences in online
shopping purchase behaviour. Originality/value- The study adds to the S-R framework and suggests
putting an equal emphasis on tangible and intangible benefits toencourage customers to interact
with the online brand and, ultimately, increase online purchase behaviour.
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INTRODUCTION

In 21st century, most of the companies face a two-fold dilemma, i.e., in many product and
service categories, and hence, are recognizing the need to foster interaction with their customers.
People are increasingly interacting on online platforms to achieve personal as well as mutual
objectives (Dholakia et al., 2004). Despite the importance of sustained customer's relationship, many
companies still are following ad-hoc approach to manage and retain their customers where the high-
risk factor is associated. Verhoef et al. (2010) emphasised that with each passing day, marketing
professionals have been recognizing the fact the product or price are no longer the winning
differentiator. Instead, the extent of engagement with the customer or external stakeholders with
company has become the key factor in determination of company’s strategies. Therefore, the term
‘Engagement’” which was usually described as a tool of customer marketing for ensuring customer
loyalty, customer satisfaction and other retention practices (Dessart et al., 2015). The notion of
engaging the customer is a "psychological process that models the underlyingmechanism by which
customer loyalty forms for new customers of a service brand as well as the mechanism by which
loyalty may be maintained for repeat purchase customers of a service brand” (Bowden, 2009b; 2015).
Marketing Science Institute priorities state, that “many organizations seecustomer engagement as a
route for creating, building, and enhancing customer-organization.

Relationships and (ultimately) improving business performance” (2010-12, p. 4). With the
increasing growth in the e-commerce activity owing to rapid technological advancements and the
growing user’s accessibility of mobile phones in India (Islam and Rahman, 2014) there has been a
notable change in the online behaviour of customers.
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Also, purchase behaviour is the decision process and act of people involved in buying and
using products that generates revenue for organizations. However, being in an online market does not
always implicate a bed of roses as the conversion rate that leads to purchase is very low (Bucklinet
al., 2003). Bucklin and Sismeiro (2003) along with Poel and Buckinx (2005) highlighted that around
65 percent of the internet users do not result in consumers. Additionally, various marketingstrategies
consider the role played by conscious attention in customer behaviour as it forms an integral part of
customer engagement (Jones and Ranchhod, 2007; Vivek et al., 2014). Research also suggests that
actual customer behaviour such as purchase behaviour comprises on the entire purchase journey
ranging from conscious attention to connections to repeated purchase in an emerging economy
(Rabbanee et al., 2019). Regardless of the extensive investigations into the online purchase behaviour
there is still a huge gap that could address the questions related to purchase behaviour of customers
(Gao et al., 2012). Therefore, this study is an attempt to explorethe relationship between conscious
attentions, enthused participation in online purchase behaviour. Further, the study tries to investigate
the role of gender in the association between conscious attention, enthused participation, and online
purchase behaviour as the role of demographics in online purchase behaviour is still in the nascent
stage (Nawi et al., 2019).

LITERATURE REVIEW
Conscious Attention, Enthused Participation and Online consumer behaviour

Online consumer behaviour is now a developing theoretical field of study. The rapid growth
of e-commerce brings many challenges for the online retailers and also for the online marketers
because “as the consumers adopt new technologies, their behaviours also change radically” (Zinkhan
and Watson, 1998). Hur et al. (2018) performed exploratory motivational and attitudinal research of
online customer behaviour and shared fundamental frameworks connecting purchase intention with
intervening constructs like information search in the recent online consumer behaviour literature. In
2021, the Indian e-commerce market is expected to be worth INR 6,210.96Bn, according to Business
Wire. It is anticipated to grow at a compound annual growth rate (CAGR) of 26.71% by the end of
2027, reaching a value of INR 26,459.18 Bn. Additionally, theupward growth trajectory will surpass
the United States in 2034, according to Kalia et al. (2018).In 2015, Barhemmati and Ahmad, stated
that customers tend to value different aspects when it comes to selecting a product i.e., some value
price whereas some value quality of the product or service. The researchers also suggested that the
type of engagement shaped in the customer depending on the emotional bond effects the customer
purchase behaviour.

Further, the online shoppers tend to act on the sensory data available in the environment
especially from the retailer’s website and process the same before making any purchase decision
(Martin etal., 2015). Restating Gentile et al. (2007), customers process this sensory data from an
affective and cognition perspective which helps in the formation of the retailer’s impression. The
literature also suggests that past experience influences the future online behaviour. Also, the
consciousness, attention and perception determine the overall psychological behaviour of an
individual (White etal., 2019). In addition, conscious attention is defined as “the degree of interest
the person has or wishes to have in interacting with the focus of their engagement” and is parallel to
Calder et al.’s(2009) personal dimension, as well as Hollebeek's (2011) dimensions of immersion and
activation. Furthermore, enthused participation is defined as “The zealous reactions and feelings of a
personrelated to using or interacting with the focus of their engagement.” and is akin to Hollebeek’s
passion and Gambetti et al.’s (2012) hedonic experiences as suggested by Vivek et al. (2014). This
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forms the fundamental premise of engaging a customer with a particular brand (Vivek et al., 2014).

In 2020, Adrita and Mohiuddin (2020) established that the actual purchase behaviour
especially in green products is referred to as “automatic fashion” and therefore, employs minimum
conscious attention courtesy the term “green” added to the description of the product. In addition,
Marjerison et al. (2022) suggested that self-consciousness and consumer’s impulsive purchase
tendency are significantly associated. Though a significant literature is available on the consumer
online behaviour, consciousness, and attention but there is a dearth of literature especially focussing
on the online purchase behaviour in association with conscious attention and enthused participation
especially in Indian context. Therefore, based on the above literature base this research brings usto
the following research questions:

Q1: Does conscious attention predict the online purchase behaviour dimensions (Trust, DSl=domain-specific
innovativeness, and internet purchase intention) in Indian online retail?

Q2: Does enthused participation predict the online purchase behaviour dimensions (Trust, DSI=domain-specific
innovativeness, and internet purchase intention) in Indian online retail?

Q3: Do demographic variable like gender moderate the relationship between conscious attention and online purchase
behaviour in Indian online retail?

Q4: Do demographic variable like gender moderate the relationship between enthused participation and online purchase
behaviour in Indian online retail?

Further, based on the above research questions the following hypotheses are formulated:

Hi: CA is associated with Trust in e-stores in Indian online retail. Hypothesis 2: CA is associated with DSI in
Indian online retail.

Hs: CA is associated with Internet purchase intention in Indian online retail. Hypothesis 4: EP is associated with
Trust in e-stores in Indian online retail.

Hs: EP is associated with DSI in Indian online retail.
He: EP is associated with Internet purchase intention in Indian online retail.
H-: Gender moderates the relationship between CA and online purchase behaviour in Indian online retail.

Hg: Gender moderates the relationship between EP and online purchase behaviour in Indian online retail.
Stimulus-Response: The Theoretical Framework

The Stimulus-Response (S-R) framework is a classic implementation of Pavlov (2010)’s
classic theory of the stimulus—response model. As presented by Donovan and Rositer (1982), this
framework is used as a theoretical foundation to support an integrative model put forth by the present
study. According to the S-R framework, specific elements of the environment canstimulate cognitive
and emotional processes which in turn drive some behavioural responses. It was used as the first
framework to understand the buying behaviour of the customers. It highlighted the role of
consciousness of the buyer while receiving environmental cues and explained the purchase decision
with the support of various buyers’ characteristics and decision- making process (Bhartiy et al.,
2021). This study posits that Stimulus in the virtual environment is the conscious attention and
enthused participation which is a result of all the environmental cues/ infrastructure of the online
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environment. The environmental cues often comprise of the value/cost of the product, information
and details related to product/service, quantity and quality, information about promotion etc. The
response is the outcome in the form of behaviour exhibited by the customer. In this study, the
response is denoted by the online purchase behaviour which comprise of the trust, domain-specific-
innovativeness, and purchase intention. Further, as response can be attitudinal, therefore this study
tries to explore the association of conscious attention, enthused participation, and online purchase
behaviour.

Method and Participants

The study employed a quantitative online survey research method. It did an extensive and
intensive survey for assessing online responses from shoppers availing online shopping services. For
the best result, we did a pilot study which involved 45 PhD level students. The aim of the pilotstudy
was to detect and rectify any kind of issue which was prevalent. we also undertook opinions from
experts which included two eminent professors and professionals who have rich experience in this
domain. Their comments were invited to ensure readability and clarity of the questionnaire. The
experts were of the opinions that the questionnaire had no issues regarding their ability to fetch the
relevant information from the respondents.

Consumers who had purchased online services within the previous three months (90 days)
received the survey's questionnaire via email. Based on the snowball sampling technique,
respondents were chosen (Malhotra et al., 2006). First off, only 65 people received the survey
questionnaire for this. These individuals have purchased the online services previously. Thereafter,
they were requested to forward the questionnaire to at least five of their connections whom they
believed opted for regular purchase of service online.

In order to ensure the proper and relevant responses, we suggested the respondents to select
an online shopping of ‘clothes’ category of items. And their responses to the questionnaire were to be
based in accordance with their experiences of such online purchasing. The questionnaire we devised
has inbuilt measures for our constructs.

Data collection took place over a 12-week period (from August 10 to November 24, 2022).
We carefully screened the responses after collecting them and 421 useful responses were ultimately
saved for the later analysis. Thus, this procedure followed the recommendations for structural
equation modelling (SEM) provided by (Bagozzi and Yi, 2012). Female respondents made up 61%
of the sample, while male respondents made up only 39%. The respondents were broken down into
five age groups: 18-26 (29%); 27-31 (31%); 32-36 (18%); 37-41 (15%); and 42-50 (7%).
Additionally, 8 percent of respondents had a PhD, 34 percent had a postgraduate degree,49 percent
had a graduate degree, and 9 percent had a higher secondary degree. Additionally, the monthly
income was split into 4 groups: higher income (29%), higher middle (34%), lower middle (21%)
income and low income (16%) groups.

Demographic Details

Gender, age, educational attainment, and economic status of the respondents are included in
the demographic information section. Responses were collected using a categorical grading system.
Male was assigned a score of 1, while female was assigned a score of 2. Age was measured usinga 5-
point scale where 1 represented 18-26 years, 2 represented 27-31 years, 3 represented 32-36 years, 4
represented 37-41 years and 5 represented 42-50 years. Educational level was measured with a 3-
point scale where 1 denoted higher secondary, 2 graduate and 3 postgraduate and 4 by PhD. Also,
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income was measured by using a 4-point scale with low-income represented by 1 andlower-middle
by 2, higher middle by 3 and higher represented by 4.

Measures
Conscious Attention (CA)

CA was assessed by using a subscale given by Vivek et al. (2014) scale that contains 6 items.
Thesample items are: “I spend a lot of my discretionary time .” The responses were recorded
using 7-point Likert scale from strongly agree (7) to strongly disagree (1).

Enthused Participation (EP)

Enthused Participation was assessed by using a subscale given by Vivek et al. (2014) scale.
The sample item is: “I enjoy_more when I am with others.” The responses were recorded using 7-
point Likert scale from strongly agree (7) to strongly disagree (1).

Online purchase behaviour

The online purchase behaviour in retail was analysed by three sub-constructs wherein Trust in
e-store contains 7 items, (Jarvenpaa et al., 2000), Domain-Specific Innovativeness consists of 6 items
(Goldsmith & Hofacker, 1991) and Internet Purchase Intention contains 3 items (Chen and Barnes,
2007) to analyze the concerned variable. The responses were recorded using 7-point Likert scale
from strongly agree (7) to strongly disagree (1). The sample item of the questionnaireis “If I hear that
a new retail site is available on the Web, | would be interested enough to shop from it”, “It is likely
that I will transact with this web retailer in the near future”.

Analysis and Results

The initial analysis of the data looked at the adequateness of the data and then, in order to
examinethe scales' psychometric properties, the convergent and discriminant validity of the measures
wereassessed using SPSS AMOS 24 and exploratory factor analysis (EFA) and confirmatory factor
analysis (CFA). Structural equation modeling was also used in the study to test its hypotheses.

Additionally, referring to the content validity and professional recommendations, weak
(0.5) factor loading items was eliminated. The suggested model was tested, and the proposed
connections between the components of this study were evaluated, using structural equation
modelling. In accordance with Fornell and Larcker (1981), Table 1 displays item loadings (greater
than.5 reflecting convergent validity; Bagozzi, 1994), Cronbach alpha (greater than.7), composite
reliability (CR; ranging from 0.77 to 0.88), and average variance extracted (AVE) of the constructs
(>.5). Also, here was no common method variance, according to the results of the Harman single
factor test (Podsakoff et al., 2003), as the variance of 28% was below the minimal threshold of 50%.
Also, the discriminant validity was established in line with Fornell and Larcker criterion (1981) i.e.,
"rule of thumb": “the positive square root of the AVE for each of the latent variables should be
higher than the highest correlation with any other latent variable” as shown in Table 1.Further, the
descriptive statistics are shown in Table 2.
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Table 1
FACTOR STRUCTURE OF THE VARIABLES UNDER STUDY
Construct Items Factor Loadings [t (p<.01) CR |AVE [MSV |ASV
.897 21.268 882 |795 |[367  |105
CA_1
CA_2 .893 19.345
Conscious attention (CA) CA 3 .885 18.700
CA 4 879 18.962
CA 5 873 17.233
CA_6 .869 16.435
EP_1 .861 6.232 .831 |771 |361 | 157
EP_2 .858 16.114
Enthused Participation (EP) EP 3 .845 15.735
EP 4 .817 15.123
EP 5 811 14.700
EP_6 .795 13.951
TRUST_1 |816 21.268 |810 |729 |[357 |091
TRUST 2 811 17.345
Trust in e-store TRUST 3 |815 20.700
TRUST_4 829 21.962
TRUST 5 823 23.233
TRUST_6 |796 14.435
TRUST 7 |781 13.415
DSI_1 .841 25.232 819 |697 |314 .157
DSI_2 .858 27.114
Domain Specific Innovativeness (DSI) |Ds| 3 825 24.135
DSI 4 817 21.385
DSI_5 .809 16.700
DSI_6 795 14.951
IPI_1 781 13.215 |770 |617 |192 .089
Internet Purchase Intention (IPI) IPI 2 775 12.761
IPI_3 .755 11.771

Note: n=421; CR= Construct or composite reliability; ASV= Average shared variance; MSV=
Maximum shared variance; AVE=Average variance extracted.

Table 2
MEAN, STANDARD DEVIATION, CORRELATION BETWEEN THE SUB-DIMENSIONS OF
THE VARIABLES
Variables Mean SD CA EP TRUST DSl IPI
1.CA 417 .96 (0.882)
2.EP 411 1.04 A6** (0.831)
4TRUST 4.25 1.31 327 197 (0.810)
5.DSI 4.24 98 187 25 25" (0.819)
6.1PI 4.35 1.16 307 27 237 217 (0.770)

Note: *p<0.05; **p<0.01, N=421, SD=

standard deviation, CA=conscious attention,
EP=enthused participation, TRUST= trust in e-store, DSI= Domain specific innovativeness and IP1=
internet purchase intention.
The association between conscious attention, enthused participation, and dimensions of
6
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online purchase behaviour (trust in e-stores, DSI-domain specific innovativeness, and internet
purchase intentions) in Indian online retail was examined using structural equation modelling (SEM).
The research investigations produced significant findings, which are shown in Table 3. A p value of
less than.01 indicated that the findings were significant. The notable relationships are shown by the
high t-values. For conscious attention ($=0.429, t=8.539, p<0.01) and enthused engagement (=0.391,
t=7.053, p<.01), trust in e-stores acts as a powerful and positive dependent. Also, conscious attention
(=0.493, t=8.871, p<.01), and enthused participation ($=0.357, t=7.842, p<.01) have a significant
impact on domain specific innovativeness. Furthermore, conscious attention ($=0.512, t=9.879,
p<.01), and enthused participation (5=0.327, t=7.673, p<.01) are highly correlated with Internet
purchase intention. Thus, the results provide support to hypothesesH1, H2, H3, H4, H5 and H6.

Table 3
SEM RESULTS-PATH COEFFICIENTS
Hypotheses B (Standardized t value Decision
path coefficients)

H1: Conscious attention —— Trust in e-store 0.429™ 8.539 supported
H2: Conscious attention ——  Domain specific 0.493" 8.871 supported
innovativeness
H3: Conscious attention —— Internet purchase 0.512" 9.879 supported
intention
H4: Enthused Participation —— 3 Trust in e-store 0.3917 7.053 supported
H5: Enthused Participation ———  Domain specific 0357 T84 supported
innovativeness
H6: Enthused Participation ——  Internet purchase 0.327" 7.673 supported
intention

Note: n=421, " p<0.01

In this study, the moderating effect of gender as predicted by hypotheses 7 and 8 was
investigatedusing multi-group analysis in AMOS 24.0. Multiple group analysis is thought to be the
most effective method for examining connections between latent constructs (Homburg and Giering,
2001). To create the sample, males (n = 254) and females (n = 167) were split into two groups. Table
4 displays the results of the analysis. As evident from the results, the relationship between conscious
attention and online purchased behaviour is positive and significant for both the genders (male: p =
0.121,t=2.041, p <0.01; female: B =0.120,t=0.315, p < 0.01), not accepting hypothesis H7. Also,
the relationship between enthused participation and online purchased behaviour does not vary across
genders (male:  =0.173, t = 3.047, p < 0.01; female: p =0.172, t
=0.415, p <0.01), not accepting hypotheses H8.

Table 4
RESULTS OF MODERATION ANALYSIS
Hypotheses Male Female Decision
B t values B t values
H7: Conscious attention 0.121 2.041 0.120 2.315 Not supported
——» Online purchase behaviour
H8: enthused participation 0.173 3.047 0.172 3.011 Not supported
——» Online purchase behaviour
Note: n=421; B= standardised path coefficients.
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Structural Model

The y2/ df statistic, the NFI (normed fit index), the TLI (Tucker-Lewis Index); the GFI
(goodness of fit index), CFI (comparative fit index); and RMSEA (root mean square error of
approximation) estimates were evaluated in order to estimate the model's fitness. According to Hu
and Bentler (1999), the GFI, NFI, TLI, and CFI values should all be greater than 0.9. The RMSEA
values under 0.06 denote a satisfactory range. Without gender moderation, the model displayed an
acceptable overall fit ¥2/ df = 2.89, GFI = 0.921, CFI = 0.939, NFI = 0.915, TLI = 0.911, and
RMSEA = 0.047.

Discussion and Implications

The current study aims to analyze the relationship of relationship between Conscious
attention, Enthused Participation, and online purchase behaviour dimensions (Trust in e-stores, DSI-
domain specific innovativeness and internet purchase intentions) in Indian online retail. The results
are inline with the previous studies suggesting that purchase related outcome is associated with the
purchase behaviour i.e., engagement is likely to influence customer’s purchase behaviour and in turn
the beyond transactional purchase relationship (So et al., 2018).

Additionally, Thakur (2018) suggested that the conscious attention and engagement levels of
customer’s positively impact the purchase intention and customer’s trust in mobile and online retail.
Another study conducted by Prentice et al. (2019) indicated that social identities, customer
engagement and purchase intentions are associated with one another especially in China. These
research findings suggest that purchasing behaviour through the online retail is directly dependenton
Customers’ active engagement with the online retail. In addition, an engaged customer is the one
who has maintained an intense and stable connection with the retail and is more likely to undertake
an active online purchasing behaviour. The reason behind this could be that they preferchoosing to
purchase and use products or services as a form of emotional expression. These are the cases when
the potential of customer engagement is harnessed in transforming the non- transactional behaviours
into actual purchase behaviours. Further, Lee and Lee (2009) highlighted that conscious attention is
related with detailed processing of product information, the product evaluation and purchase
intention of the Japanese product. Conscious attention will influence attitude formation and purchase
intention. This is based on the notion that engagement requires minimum cognitive effort to be
experienced (Moore, 2014).

Several studies (Hollebeek, 2011; France et al., 2016) have been conducted in other contexts
haveindicated the existence of multiple focal engagement objects, such as, the product level customer-
brand relationship and the relationship between customer and online platforms such as website etc (at
the level of environmental cues). It is however to be specified that they differ in terms of the online
purchase behaviour. Therefore, we would like to put forth our argument that the engagement
ecosystem should be taken as a macro level construct in which each customer touchpoint (e.g.,
website etc.) as a micro element. Here, each touchpoint demands for its own individual in-depth
consideration and configuration.

This study also attempted to investigate gender roles to assist marketers in developing
specific gender-based marketing strategies. Conscious attention and enthused participation have a
coherentimpact on online purchase behaviour in online retail for both male and female customers,
according to the moderation analysis done for this study. This demonstrates that the gender pay gap
is smaller in the online environment. According to earlier studies (Noguti et al., 2019; Cui and Wu,
2017), gender differences exist in terms of customer engagement with purchase intentions. These
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findings refute those findings. Thus, the study showed that there was no moderating effect. When
customer engagement is taken into account, the results are also found to be consistent with other
recent studies showing negligible gender differences in online shopping behaviour. In a nutshell, this
study supports the assertion that gender disparities are less pronounced online (Islamand Rahman,
2017). For example, the results are consistent with those of Nadeem et al. (2015) suggesting that the
gender gap in the online environment has been found to have a declining trend. The study, which is still
in its very early stages (Nadeem et al., 2015; Zhang et al., 2014), focusedon significant theoretical as
well as practical implications regarding gender analysis in the contextof online brand communities.

The study advises marketers to make significant investments in improving the effectiveness
of information search by offering user-friendly navigational tools, tracking members' previous
browsing activities, and providing recommendations based on the customer's interests in order to
draw in more customers by putting more emphasis on the cognition aspect. Additionally, those who
work in online communities should support more structured methods of expressing feelings and
opinions so that users of the community can read, write, and follow discussions in a methodical
manner. Marketing strategists should put equal emphasis on tangible and intangible benefits to
encourage customers to interact with the online brand and, ultimately, increase online purchase
behaviour. The study's results provide a convincing defence for the application of varioususer-friendly
website design strategies (Brynjolfsson et al., 2013); (Glaser & Strauss, 1967).

Future Research and Conclusion

The study has several limitations. The study's relatively small sample size could be
considered a limitation in the beginning. Future studies may attempt to validate these results through
additional empirical research despite the fact that the data tipping point had already been reached.
Future studies may well repeat this research in different contexts or produce fresher conclusions by
comparing results across cultures. Second, the emergence of Omni-channel retailing as a result of
technological developments provides a rich background for upcoming research that will consider
demographics. Thirdly, in a developing nation where other factors like average education levels and
other socioeconomic characteristics can be expected to have a moderating effect on online purchase
behaviour, the study examined the moderating role of gender. Future research could therefore
examine additional contextual, economic, and emotional factors.
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