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Abstract

The purpose of this study is to investigate the impact of
perceived internet risk, customer self-efficacy and
platform on the intention of continuous online shopping
with the mediating role of privacy stress and trust in the
brand (case study: customers of online shops). The
current study is applied in terms of purpose and
descriptive-causal in terms of nature. The statistical
population includes all customers of online shops in Fars
province. Since the number of online customers is
considered to be unlimited (estimated to be over 10,000
individuals), based on Morgan table, the sample is
estimated to be 384 individuals. The research tool is a
standard questionnaire (Gang et al, 2022), including 21
questions to measure 6 research variables. The validity
of the questionnaire is confirmed by face validity,
convergent and divergent validity tests, and its reliability
bacame more than 0.7 using Cronbach's alpha for all
variables. Data is analyzed descriptive statistics (using
SPSS software) and inferential statistics (using PLS
software). The findings confirm all hypotheses and
model fittness. The results show Corona epidemic and
the uncertainty of its consequences have caused people
to become interested in online shopping. It seems that the
previous findings on stress/concern/ privacy concerns are
not appropriate. In the new context of epidemic, these
findings add a new perspective on understanding the
issue of privacy. Trust is a mediator and its importance
is because it shows the need to build and maintain trust
in the online environment. When it comes to mutual
relationships between the consumer and the seller, it is
important for the consumer to trust the seller to accept

the possible risk. This means that online sellers should
make continuous efforts to build trust rather than taking
it for granted.

Key words: privacy stress, trust, perceived internet risk,
customer self-efficacy, online purchase intention.
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