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ABSTRACT 

 

Factors influencing how perceived risk impacts online purchase intention 

were studied. Website branding and information disorganization were examined in 

the context of information overload as basic factors. Quantitative research by online 

questionnaire applied experimental data to reproduce a scenario of information 

overload. Data was collected from 243 samples, 208 of whom had purchased goods 

online during the past year. There were 175 usable samples passing the 

measurement of information overload. 

Results were that the greater perceived risk of online purchasing, the less 

purchase intention occurred. Website branding was the most significantly negative 

perceived risk. Customers realized that website awareness was more significant than 

website image in terms of branding. Other factors were information overload and 

information disorganization, which had a positive relationship with perceived risk for 

online purchasing. These findings may be applied to improve quality of retail 

websites to interest and engage customers. Competitive advantage may be gained by 

reducing factors influencing perceived risk in online purchasing. 
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