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Abstract

Background and Objectives: The advancement of information technology and the increase in internet users
have made online buying, especially in books, an integral part of the distribution channels of services
and products. Also, online bookstores and digital libraries earn money by providing physical and digital
books and knowledge services. However, online stores, especially in Iran, are still developing and
understanding the online behavior of customers is still a new and unknown issue for businesses,
especially for online library service providers. Nowadays, with businesses going online, especially the
online sale of books and the promotion of the science of digital reading, identifying the purchase
behavior in the online environment has become of great importance for the owners of bookstores and
digital libraries because the purchase behavior in the online environment is very complicated.
Therefore, this study aims to investigate the effect of perceived ease and perceived usefulness of buying
online with the mediating role of online perceived value on online purchase behavior among customers
of online bookstores and digital libraries. Research shows that through online social networks,
customers can obtain more detailed product information, personalized service, and quick support,
which influence customers’ purchase intentions. In addition, the rich content and interpersonal
networks generated by customers on social networks keep them connected. Based on social networking
sites, microblogs, forums, and social commerce platforms, customers share purchase information,
consumption experiences, and evaluations, and this content can spread rapidly and, as a result,
significantly influence the purchase intentions of other customers. On the other hand, the desire of
young Iranian researchers to write new approaches to the digital society has led to the transfer of
technology, knowledge and emerging global ideas in the library sector. Because various studies have
been conducted in the field of buying behavior, but in previous studies, the mediating role of perceived
value in the relationship between perceived ease and usefulness and online purchase behavior has not
been the focus and attention of researchers. This study, in addition to understanding the direct effects
and Indirect factors affecting online purchase behavior, can play an influential role in increasing the
subject literature of online consumer behavior in the field of librarianship and online customer
orientation in the field of books.
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Methodology: The statistical population of the research includes customers of online bookstores and digital
libraries in Iran who have at least one experience of online purchasing (physical and digital books). On
the other hand, to ensure the measurement process of each variable, the validity and reliability
indicators of the questionnaire were examined, and the opinions of experts and professors in this field
were applied. This research is a quantitative and hypothetical-inferential study. In this study, the
random sampling method was used. Data collection was done in the field using a questionnaire. The
structural equation modeling method was used to investigate the relationships between the variables,
and SPSS 24 and Amos 24 software was used.

Findings: The results of this study showed that the direct effects of ease, usefulness and perceived online
value on the online purchase behavior of customers of online bookstores and digital libraries are
significant. Finally, the mediating role of online perceived value among variables of ease, usefulness and
online purchase behavior of book customers was significant and considerable.

Discussion: This study shows that perceived ease and usefulness of online buying are two critical factors in
predicting online purchase behavior. Among, online perceived value is an essential factor in better
identifying this effect in the online behavior of online bookstores and digital libraries. Therefore, in
addition to presenting a new model, this study helps to increase the literature on consumer behavior in
the context of digital library services and online book sales and has provided practical suggestions on this
theme. For example, managers of online bookstores and digital libraries can develop a good and beneficial
social atmosphere among customers by providing simple interactive channels to share knowledge and
strengthen social relationships. On the other hand, managers of online bookstores and digital libraries
can improve personalization by customizing customer information based on their preferences, which
entails placing functional information about books on the first visual page. This creates value for
customers and users, leading them to search for products and services.
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Figure 1. Conceptual model of research
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Table 1. Questionnaire sources
Fr cLig s W Jlaw dlaws R0
Source Cronbach's alpha Number of questions Variable
Wilson et al., 2021 0.794 3 (PEBO) (p™T s 5 5l oS 53 & g
Wilson et al., 2021 0.824 3 (PUBO) opWT & 5 5l eliidS 55 (ke g
Miah et al,, 2022 0.888 3 (PVBO) opT oy & lasicS s 355!
Jain, 2022 0.882 3 (OPB) T o = )b,
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Table 2. Demographic statistics
Ao 50 S19lH Sl Py Ao yd SlolH Sl presd)
Percent Frequency Dimensions Variable Percent Frequency Dimensions Variable
NVNERT: o
20.8 64 Up to Associate 53.7 165 L
Male >
Degree B
kil ‘.Jls- Gender
524 161 ans 463 142
Bachelor B Female
Education
Ai ) wld S L50
26.1 80 g 26.1 80 >
Master Up to 5 times
0.7 2 s 2.8 70 Alops
. PhD ) 6-10 times JWT andllas
Ju30 L LL15 611 Number of
404 124 339 104 . purchase experience
Up to 5 Years 11-15 times . .
or reading online
L35 631 i JL 15
287 88 J 17.3 53 =%
31-35 Years o > 15 times
L 40 G 36 A
215 66 J &€
40-36 Years 307 Slaline S sl
94 2 e JLw 40 Total number of observations
> 40 Years
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Table 3. Results of descriptive indices of variables

Oloalio Slox g g Slxo B ol Sl
Number of observations  Kurtosis  Skewness Standard deviation Mean Variable
PEBO) :pWT & lodseS 5 &d
0.581 -0.726 0.789 3.747 ¢ ) Nl 25 23 s

Perceived Ease of Buying Online

(PUBO) opWT & 5 5l ediidS 55 (ke g

0.168 -0.674 0.867 3.722
307 Perceived Usefulness of Buying Online
PVBO) -p™MWT b 5 sl 550
0209  -0.625 0.829 5647 FVBOI AT leaies s 25
Perceived Value of Buying Online
OPB) )T & & b
0.355 -0.900 0.743 3.823 (OPB) x0T 4 = 58,

Online Purchase Behavior
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s Gresls 455 T womis 015 oo oplpl 5 ol /8 3 VL (15 05 55 ColiST el gl Juols lide 5 es g
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Table 4. Results of KMO and Bartlett test

ik 9ot
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Slolxe S GO 4> 5 A o Kaiser-Meyer-Olkin Measure of sampling adequancy
Significant number df K?
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Figure 3. Final output of measurement model fit Figure 2. Final output of confirmatory factor analysis
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Table 5. Reliability and validity results

FY-Jogs
5 b .
Fornal-locker AVE st F (200 x>
4 3 2 1 Composite reliability Variable
0834 0.69 0.919 (PVBO) kT oy Sl a5 5o 2.
Perceived Value of Buying Online
0765  0.325 0.585 0.807 (PEBO) 3T o 5 5l s8> e
Perceived Ease of Buying Online
PUBO) )T & 5l odieS :
0.802 0440  0.455 0.644 0.841 (PUBO) 3T oy 5 Sl oudS 53 (i
Perceived Usefulness of Buying Online
(OPB) -p™%WT s = b
0758  0.538 0432 0474 0.574 0.888 S e

Online Purchase Behavior

Ol Ol 5 oo bl Je 5 5 b 3 58 om 18 (55l Je (351 (o1 40 (55 o310 ke 531 i L
I 5 (F J&.:)@\)\Ujsjd,m)wg;ju;l)gr,:uﬂj;ﬁngl;sud.u@ﬂfa)‘\.uw.u.uu@af;;

25 Pl s e o Jails) ol 0z 4 Ol o0

9 e U3l oy lo)lne
:J..ol> )_lJL'a'.A

Xz/df: 3.326
GFI=0.880
NFI=0.911
IFI1=0.936
TLI=0.920
CFI=0.936

RMSEA= 0.87

SRMR=0.82

aS ol OT Solis gl =
Folee ¥ o (655 ke Jse

S 3L Juo 0l

| 0PB5 | | OPB4 || 0PB3 || oPB2 | | 0OPB1 |

@@@@

74 63

ol oo Sl S 295 £ S
Figure 4. Final output of structural model fitting
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Table 6. Hypotheses results
i 5 5 ]
Ao SRR yO pd o pO Binis 3
Result Critical Path Hypotheses
coefficient coefficient P
b 3340 0.243 (OPB) ™ & 5 b, «— (PEBO) pMT b 5 3l oldisS 55 g 555 4o b
Accepted H1. Perceived Ease of Buying Online > Online Purchase Behavior
b k5 999 0.395 (OPB) :p™T & 5 b, <— (PUBO) op T s 5 1o ckissS )3 (ukind gun . 93 4 5
Accepted H2. Perceived Usefulness of Buying Online > Online Purchase Behavior
. AT &5 5l edasS s 5ol = (PEBO) phT 5 5l 0ddeS )s Sl g w4 3
b
- *2.333 0.198 (PVBO)
Accepted
H3. Perceived Ease of Buying Online > Perceived Value of Buying Online
. T 2 3l 0S5 35,51 4— (PUBO) 3T b 5 5l 0ckissS 55 (gubied un lgar a3
Lt
- 4,949 0.508 (PVBO)
Accepted
H4. Perceived Usefulness of Buying Online > Perceived Value of Buying Online
b 43,086 0.169 (OPB) 2T oy 5 5l = (PVBO) T by 5 jlakiicsS 55 35,0 ey 4 3
Accepted HS5. Perceived Value of Buying Online > Online Purchase Behavior
. T & = 5l ediaaS ys 55,0 «— (PEBO) T oy 5 51 oS 55 S ggun . jid 4 b
L
- *1.971 0.033 OPB) 5T Wb = ks PVBO
Accepted (OPB) 3T 4 5 8, = € )
H6. Perceived Value of Buying Online > Online Purchase Behavior
AT 5 3l edseSTys 55,1 — (PUBO) T b 5 5l oS )5 (geiad gov (aid and
ol 43 )8() 0.085 (OPB) :p™%T & = s, <— (PVBO)
Accepted

H7. Perceived Usefulness of Buying Online - Perceived Value of Buying Online > Online
Purchase Behavior

Lz 5399/9 T ¢l 3399 TF tds 5395 T ig,lslixe cl:.a
Significance Level: * 95%; " 99%; ™ 99.9%
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