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An Empirical study of Predicting Consumer’s Intention to Purchase 
Online: A Role of Theory of Planned Behavior

Satish Agarwal1        Narender Singh Bhati2

consumer’s online purchase intention using Theory of Planned Behavior. A structured questionnaire method was 
used to collect the data from the individuals involved in purchasing products online from the population of Jaipur city, 
Rajasthan. Findings show that the independent variables in the study i.e. attitude, subjective norms and perceived 
behavioral control have a positive relationship with the dependent variable i.e. behavioral intention to purchase over 
the internet or in online shopping. Further, it also reveals that Theory of Planned behavior holds good to explain 
the variations in consumer’s online purchase intention. The wide coverage of the area under the study could have 
provided with the more variations in the results as the area of study includes only one major city of Rajasthan i.e. 
Jaipur. Further, the factors like descriptive norms, perceived usefulness could also be used to explain the dependent 

while purchasing things over the internet. Additionally, results of the study could also serve as an essential input for 
online retailers to understand the various factors affecting consumer’s intention in order to gain over the competition 
in online market. The study includes the population of Jaipur city where no such study has been done before, to study 
consumer’s online purchase intention taking Theory of Planned Behavior as base. 
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LITERATURE REVIEW

Theory of Planned Behavior

HYPOTHESES DEVELOPMENT

Perceived behavioral control

H1a: 
PBC

H1b: 
affect PBC

H1c: Availability of knowledge, resource and ability 

Subjective norm
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H2a: Expectations of reference groups to shop online 

H2b: Approval of reference group to shop online 

H2c: Reference group’s opinion to shop online 

Attitude

H3a: 
towards online shopping

H3b: Opinion to shop online positively affect Attitude 
towards online shopping

H3c: Idea to shop online positively affect Attitude 
towards online shopping

Behavioral intention

Research Model

RESEARCH METHODOLOGY

Sample and Procedure:
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Pretest: 

Variables and Measurement: 

DATA ANALYSIS AND INTERPRETATION
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TABLE 1 

Model R R 
Square

Adjusted 
R Square Estimate

Attitude .802a .654 .567 .37324

Subjective 
Norms

.867a .752 .721 .48276

PBC .839a .703 .692 .77746

a. Predictors: (Constant)

TABLE 2 
ANOVAb

Model Sum of Squares df Mean Square F Sig.

1(Attitude) Regression 3.496 1 3.496 4.667 .036a

Residual 10.762 70 .154

Total 30.200 71

2(SN)      
Regression
Residual
Total

34.752
14.111
30.200

1
24
25

34.752
.587

59.325 .000a

3(PBC)
Regression
Residual
Total

99.498
10.862
30.200

8
65
73

12.437
.167

74.473 .000a

Source: Field Survey

reference group’s expectation for online shopping, approval of reference group to shop online, reference group’s opinion to shop 
online, Capabilities to shop online, control over the online purchase,  resources, knowledge and ability to buy things over the 
internet.

TABLE 3 
a

Unstandardized Standardized 

Model B Std. Error Beta T Sig.

6.139 2.808 2.186 .030

.124 .059 .132 1.831 .049

Positive opinion about online shopping .231 .061 .227 3.782 .000

Online shopping is a good idea .232 .051 .242 4.546 .000

12.321 3.174 3.881 .000

Reference group’s approval for me to shop online  .321 .058 .357 5.534 .000

Reference group’s opinion for me to shop online  .335 .070 .337 4.785 .000

Reference group’s expectation from me to shop online  .046 .053 .52 .867 .000

(Constant) PBC 8.342 3.231 2.581 0.000

Capabilities to shop online .273 .045 .103 6.066 0.000

Control over to shop online .134 .062 .132 2.161 .039

Resources, knowledge and ability to buy things over the internet .221 .048 .257 4.604 .000

Source: Field Survey

a. Dependent Variable: AVE2
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RESULTS & RESEARCH FINDINGS

Output Table 1  table  
R R2 R2

Table 2

p

Table 3 shows the estimated model 

The t-value and 
p

p

LIMITATIONS & FUTURE RESEARCH
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