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ABSTRACT 

 

Touch is one of the five senses of human being that influences their behavior, emotion, 

interaction, and product encounter. Its role has been studied in areas like communication, 

interpersonal interaction, and marketing. The importance of touch in the evaluation of 

product properties at the time of purchase decision has been discussed in the literature.  

Touch and Haptics have been used synonymously in the literature. The term haptics is used to 

describe the active use of hands for obtaining product information, which involves the 

movement of hands or arm to gather information about product�s texture, softness, weight, 

and temperature. A framework of haptic information by Peck and Childers (2003b) provides 

three factors, namely, product, individual, and situations; all these factors interact to identify 

the motivation for obtaining haptic information prior to buying a product. The preference to 

touch a product differs according to product�s properties, for instance, consumers want to 

touch a blanket than a pen drive. Further, there exists an individual difference in need for 

touch (NFT), i.e., some consumers have high-NFT while others may have low-NFT during 

product evaluation. Lastly, the situations vary in terms of an individual�s ability to touch a 

product like the traditional offline stores offer tangible interaction with product however; 

physical inspection is not possible in case of online stores. 

India is one of the fastest-growing markets for online shopping. Many e-commerce start-ups 

have flourished in the recent years and are trying hard to capture the market by offering 

various schemes, discounts, coupons, etc. Despite many promotional schemes, consumers are 

hesitant to buy through online channels because of their inherent desire to touch a product 

before buying. 



3 

 

We aim to understand the role of touch in the online context. There is limited literature about 

the risk perceptions of individuals based on their haptic orientation and the compensatory 

factors for the inability to touch. Thus, two studies have been conducted to extend the 

knowledge of NFT in the online context. 

The aim of the first study is twofold: 1) To provide a holistic conceptualization of perceived 

risk in internet shopping construct by considering both the components (probability of loss 

and importance of loss) under its dimensions with the formative approach, and 2) To identify 

the risk perceptions of individuals based on haptic motivation. It is important to identify the 

difference in various dimensions of perceived risk in online shopping based on haptic 

motivation because the inability to physically examine a product acts as a barrier in online 

shopping.  

The result of the first study suggests that for high-NFT product category, the individuals with 

high-NFT perceive more product performance risk and financial risk than their counterparts. 

Further, individual difference in NFT moderates the relationship between perceived risk in 

internet shopping and online purchase intention for both high-NFT and low-NFT product 

category. The study has implications related to the distribution and promotional strategies for 

the products offered through online channels. 

The second study proposes two important compensatory factors for the inability to touch a 

product, namely, e-tailer�s brand and return policy fairness. The findings indicate that the e-

tailer�s brand is an important cue for high-NFT customers. In addition, return policy fairness 

is found to directly affect the online purchase intention. The study discussed the implications 

for both theory and practice.  

Key words: Haptics, Need for touch, Perceived risk in internet shopping, E-trailer�s brand, 

and Return policy.
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