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Marketing strategies, perceived risks, and consumer trust in online

buying behaviour

L dzgs

JolS 00 dasy3 dlie degd &y ddblos dasy3 ) e g5 L ol

Sole SIS lowo) cdllin LundSS) dinus b olyan (Giolys JoB) 339 Canyd b



http://iranarze.ir/marketing+strategies+perceived+risks+consumer+trust+online

()

% JTd dIJ__ll

6ag-Lils slaUls bls_ﬂ.ng_)é

7. Conclusion

The study has examined the influence of marketing on the
development of perceived risks in online buying behaviour and
the formulation of consumers' trust. By using TPB and PRT it has
presented the interrelationships between risk factors and the
creation of Internet purchasing intentions, with a special focus on
tourist products. It has also evaluated the impact of marketing
strategies upon the minimisation of perceived risks associated
with both products and e-vendors. Moreover, it has illustrated the
formulation of product and e-channel related consumer trust, and
the extent to which it is influenced by perceived financial, per-
formance, security and time loss risks. This study has contributed
further understanding of the way in which online risks can be
influenced by marketing strategies, and ultimately have an impact
upon purchasing intentions, especially in tourism where con-
sumers perceive the products to be high risk.
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