
“FACTORS INFLUENCING CONSUMER’S ONLINE BUYING 
BEHAVIOR:  AN EMPIRICAL STUDY” 

 

 
 

A Thesis submitted to Gujarat Technological University 
 

 
for the Award of 

 
 
 

Doctor of Philosophy 
 

 

in 
 

 

Management 
 
 
 

By 
 

Jigar Jagdishbhai Nagvadia 
 

Enrolment No: 159997292007 
 
 

Under Supervision of 
 

Dr. Viral Bhatt 
 

 
 
 
 

 
 
 
 

GUJARAT TECHNOLOGICAL UNIVERSITY 
AHMEDABAD 

 

 

  SEPTEMBER 2021



“FACTORS INFLUENCING CONSUMER’S ONLINE BUYING 
BEHAVIOR:  AN EMPIRICAL STUDY” 

 

 
 

A Thesis submitted to Gujarat Technological University 
 

 
for the Award of 

 
 
 

Doctor of Philosophy 
 

 

in 
 

 

Management 
 
 
 

By 
 

Jigar Jagdishbhai Nagvadia 
 

Enrolment No: 159997292007 
 
 

Under Supervision of 
 

Dr. Viral Bhatt 
 
 
 
 

 
 

 
 
 

GUJARAT TECHNOLOGICAL UNIVERSITY 
AHMEDABAD 

 

 
                                                     SEPTEMBER 2021



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
© [Jigar Jagdishbhai Nagvadia]



 



 



 



 



 

Plagiarism Report 
 



 

PhD THESIS Non-Exclusive License to 
 
 

GUJARAT TECHNOLOGICAL UNIVERSITY 
 

 
 
 

In  consideration  of  being  a  PhD  Research  Scholar  at  GTU  and  in  the  interests  of  the 

facilitation of research at GTU and elsewhere, I, Jigar Jagdishbhai Nagvadia having 

Enrollment  No. 159997292007 hereby grant non-exclusive, royalty free and perpetual license 

to GTU on the following terms: 

 
a.   GTU is permitted  to archive,  reproduce  and distribute  my thesis,  in whole  or in part, 

and/or  my  abstract,   in  whole  or  in  part  (referred   to  collectively  as  the  “Work”) 

anywhere in the world, for non-commercial purposes, in all forms of media; 

b.   GTU  is  permitted  to  authorize,  sub-lease,  sub-contract  or  procure  any  of  the  acts 

mentioned in paragraph (a); 

c.  GTU is authorized to submit the Work at any National / International Library, under the 

authority of their “Thesis Non-Exclusive License”; 

d.   The Universal Copyright Notice (©) shall appear on all copies made under the authority 

of this license; 

e.   I undertake to submit my thesis, through my University, to any Library and Archives. 
 

Any abstract submitted with the thesis will be considered to form part of the thesis. 
 

f.   I represent that my thesis is my original work, does not infringe any rights of others, 

including privacy rights, and that I have the right to make the grant conferred by this non- 

exclusive license. 

g.   If third party copyrighted material was included in my thesis for which, under the terms 

of the Copyright Act, written permission from the copyright owners is required,  I have 

obtained  such  permission  from  the  copyright  owners  to  do  the  acts  mentioned  in 

paragraph (a) above for the full term of copyright protection. 



 



 



 

ABSTRACT 
 
 

In today’s era of globalization electronic business and marketing become a great revolution. 

Over the last decade maximum business organizations took up the technological changes. Due 

to increase in telecommunication and broadband connectivity, majority of the companies started 

their business online. Online shopping or online marketing is now used for better marketing 

performance.  Due to cut throat competition, now companies as well as retailers are devising 

strategies to meet the demand of online shoppers. 

 
 

It is important for the companies to identify consumer behaviour in area of online shopping, to 

attract and enhance online buyers it is very important to know about their attitude, perception 

and behaviour and also need to understand what they want. Since online shopping becomes the 

new medium for shopping, customer demands also increases. Majority of the customers have 

their own specialized desires and innovative product demands, so it becomes very crucial for 

online retailers to identify and know their online consumers. Therefore it is necessary to study 

the factors influencing consumer’s online buying behaviour. 

 
 

So, this study seeks to answer the various factors influencing consumer’s buying behaviour 

towards online shopping. Online consumer behaviour and online shopping depend on various 

factors like online shops credibility, information availability, payment security, privacy, website 

clarity and visibility, convenient timing and education level. This study also analyze the role of 

the online shoppers demographics,  culture,  social, personal psychological  behaviour, internet 

use patterns, motivations, online experience and other factors on diffusion of online shopping. 

 
 

This study will also define the main reasons for adopters of online shopping to purchase from 

the Internet and the major barriers affecting the adoption of Web shopping. The results of this 

study will provide research data for the various online shopping companies and industries for 

enhancement of their marketing efforts. 

 
 

Present  study  focuses  on  quantitative  approach  and  descriptive  research  design  Initially,  a 

sample  of  1200  responded  was  shortlisted  but  after  the  data  cleaning  process,  1180  valid 

responses were used for analysis and testing model. The analysis used in the research is 

Descriptive  analysis,  T –  test,  exploratory  factor  analysis  &  Confirmatory  factor  analysis, 

Correlation analysis, ANOVA, Regression analysis, Bootstrapping & Path analysis.



 

One  way  ANOVA  was  used  to  identify  whether  there  is  significant  difference  in  an 

independent  variable on a dependent variable by examining between two groups and within 

two groups (Aaker et al., 2007; Cavana et al., 2001).Regression analysis was used to identify 

relation between dependent and independent variables. Step wise regression analysis was used 

to identify how much of the variance in the dependent variable can be explained with various 

combinations of independent variables. 

 
 

Bootstrapping is a nonparametric procedure that allows testing the statistical significance of 

various PLS-SEM results such path coefficients, Cronbach’s alpha, HTMT, and R² values. 

PLS-SEM does not assume that the data is normally distributed, which implies that parametric 

significance tests (e.g., as used in regression analyses) cannot be applied to test whether 

coefficients such as outer weights, outer loadings and path coefficients are significant. Instead, 

PLS-SEM relies on a nonparametric bootstrap procedure (Efron and Tibshirani, 1986; Davison 

and Hinkley, 1997) to test the significance of estimated path coefficients in PLS-SEM. 

 
 

The  findings  of  the  study  give  a  clear  picture  to  various  retailers  and  will  help  them  to 

understand  the specific  factors  considered  in the  present  study  and  role  of these  factors  in 

consumer buying behaviour over internet. The demographic factors and their role in various 

factors also covered in this study, this will help the retailers to identify the attitudes of various 

demographical factors towards online shopping 

 

Abstract: consumer behaviour, online shopping, online buying behaviour 
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CHAPTER 1: INTRODUCTION 
 

This introductory chapter discusses the brief overview of research topic. The chapter covers 

background of research topic, concepts related to topic, overview of online shopping 

companies, their SWOT analysis, research problem, and significance of the study. The 

chapter finally discusses Chapterisation of thesis. 

 
1.1 Background of the study 
1.1.1 Growth of Internet Commerce (E – Commerce): 

The dawn of the Internet era opened up amazing new possibilities and e-commerce has 

emerged as a perfect amalgamation of technology and marketing acumen. In present scenario 

Ecommerce is playing very important and basis role in online business practices. Although E 

commerce is one of the easiest &lowest alternate way  for reaching out to new customers in 

the online business market, because of tremendous advantages of  E commerce if E 

Commerce implemented efficiently and effectively , it provides a smart innovative way of 

doing business and chances to expand more.  

Electronic Commerce is the latest business channel, which helps in selling and buying goods 

and providing services through technology channel, called as the World Wide Web or 

Internet. This technology comprises of hardware components, software and network 

equipment whereby each of the components works as a single channel to bring various 

marketers and consumers closer together. (Change, Cheung & Lai, 2004). With the passage 

of days, Electronic Commerce is growing rapidly and is currently utilized for information 

search, movie ticket booking, news & weather reports, bills payment, online games and 

purchase of various products and services. (Harn et al., 2006; Yang & Lester, 2004). 

Internet makes life easy, comfortable and innovative. Majority of the technical savvy 

entrepreneurs are doing online business and due to this business transactions become more 

convenient and fast. Internet and related technologies provides new ways to promote business 

and expand business. Trade and company websites becomes the centre of attraction for online 

marketers to show & sell their services and products. Internet becomes a platform where all 

competitors and consumers come together. It becomes a new way to promote, advertise and 

sell their products and services in market. (Barry Silverstein, 2002).  
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India is showing tremendous growth in the e- commerce. E Commerce provides services 

through the electronic medium Business to Business, Business to Consumer, Consumer to 

Consumer and similar opportunities help consumer attitudes and helps to develop electronic 

infrastructure challenges for future consumer markets. E- Commerce has revamped business 

changing the situation of competition with internet, the computer, hardware communication 

networking creating a e- commerce market place for consumers and business. Predictions by 

experts say that it has a promising future in the 21st century. In future e- commerce will 

further conform itself as a major tool of sale. Successful e- commerce will become a notion 

absolutely inseparable from the web, because e- shopping is becoming more and more 

popular and natural. Numbers of e- commerce deals are growing every year enormously. At 

the same time severe rivalry in the sphere of e- commerce services will intensify their 

development. Thus prevailing future trends of e- commerce will be the growth of internet 

sales and evolution. 

The recent impact on India a report by McKinsey stated that “India is on the verge of an 

Internet boom and is projected to have between 330 million to 370 million internet users by 

2020”. This would make India the 2nd largest internet base users country in the world only 

behind China. The enormous growth in use of internet has corresponding growth in E 

commerce and online business activities. This growth comes with unique challenges as well 

as great opportunities for various businesses. With the growth of Ecommerce in India many 

players are attracted towards it. India, the second most populous country in the world, is 

home to 1.2 billion people. Most global ecommerce players like Amazon, eBay and Expedia 

have earned lots of success in their home country, still they are finding it difficult to find the 

same kind of success in Asia. While local government regulations and late entry partly 

explain their low growth in market share in the region, these foreign firms also face some 

unique challenges in Asia specifically in India due to diversity of languages & cultures, 

geographical coverage and very poor infrastructure. This scenario is not only for corporate 

giants on Asia; local companies, newly entrant entrepreneurs who clone global e commerce 

firms are also facing same kind of problems and challenges. Some of the companies with 

their innovating ways converted these hard ships into more enhanced business opportunities 

and started earning revenues by this.  
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1.1.2 Consumer behaviour Over Internet: 

Due to unique features of offerings to the customer, consumer behaviour towards online 

shopping becomes totally different than traditional marketing. The fondness towards online 

shopping is based on the fact that it helps the consumer to search, inquire, compare and 

purchase anything from any location that makes it more convenient to purchase products like 

books, magazine, furniture, households, electronics and may more. 

A recent study undertaken by BCG’s Center for Customer Insights to identify the behaviour 

of Indian consumers towards online shopping reveals some important results. BCG has found 

the behaviour of more than 50 different online selling product categories on 10000 consumers 

in 30 different state locations. They have track the online activity of a subset of consumers, 

these consumers are chosen for their diversity in terms of age, gender, occupation, urban rural 

locations, income, and social status. Majority of the Indian consumers use the internet largely 

for socializing, to update with various Bollywood news, current affairs and window 

shopping. Based on their research they have identified major eight categories of online 

activities. These 8 S’s of online activities are shown in Figure 1.  

Figure 1:  
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No individuals are same, their need and demands vary from time to time. The study also 

identifies the same thing that how individual reacts digitally and their footprints. Every 

individual decides at what time they will be online, how much time they will spend online 

and what they will do there. Figure 2 represents the outcome from the study. It may be easy 

for companies to segment their digital consumers either into 3 or 4 archetypes, but it is 

evident that the behaviour patterns cannot be easily grouped. 

Online shopping or Internet shopping allows customers to spend their leisure time in 

selection and shopping activities from wide range of products with the help of various 

Internet protocols and World Wide Web either from home, office or cybercafé. Gradually, 

retailers are increasingly their bundle of offering on online shopping platform. With the 

advancement of technology, various retailers makes customer’s online experience risk free 

and pleasant by providing secure and encrypted gateways, order taking, risk free online 

transactions, payment mode and many more. From the views of consumer, now days, online 

shopping provide an easy, convenient and effective approach to satisfy their shopping needs; 

it can access 24 hours a day & 7 days a week. The consumer with their convenient online 

platform and tool can access the worldwide retailers, their products and services which are 

not available in his/her area. 

Figure 2: 
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1.2 Introduction to online shopping: 

New world encyclopaedia defined online shopping is the process of searching, evaluating and 

purchasing products or service over the Internet and allied technology. The first online stores 

went in 1992 for commercial business, with the growth of personal computers and retailers 

started to provide the products online the online retailing enter into retail market during the 

first decade of 21st century. 

Online shopping is used both for B2C and B2B transactions. Online store, E-shop, E-store, 

internet shop, web shop, Webstore, online store, virtual store become a common name for 

purchasing of various products and services online. Products are available with the help of 

text, photos, and various multimedia files over various online shopping platforms. Customers 

are purchasing the products online with the help of “Shopping Cart” and they are able to pay 

with the help of debit card, credit card or various forms of electronic payment. The physical 

products then available to customer based on the address provided by them, while compare to 

that digital products like music, soft wares, e-books, online movies and shows can be 

downloaded directly to their laptop or computers. Due to easily compare prices from different 

sellers, availability of wide range of selection, convenience of time, space, evaluation of 

alternatives make the online shopping hot n happening among the consumers. Most of the 

online platforms provide incentives and return policies to overcome their obstacles like 

delays in receiving, damaged products.  

Online platforms like Amazon, eBay have provided various financial and other fringe 

benefits to SMEs to sell their product online. Online market place provides the SMEs to focus 

on their core competencies, web presence, marketing & payment services, customer base and 

wide geographical area to enhance their business and revenue. The major activities associated 

with online shopping are: Shopping, Banking, Investing and Payment (Awad, 2000). With the 

passing of days, competition among various online platforms becomes very stiff. Most of the 

retailers provide same kind of products and services, due to that attract customers and 

retaining the same customer becomes a major headache for the online retailers. 

1.2.1 Types of online shopping: 

Following are the major types of online shopping Based on nature of market relationship 

(Who is selling to whom) and based on technology (P2P and M – commerce). 

Based on Nature of market relationship: 
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1. B2B (IndiaMart.com) 

2. B2C (Amazon.com, Flipkart.com) 

3. C2C (Ebay.in) 

Based on Technology 

1. P2P (i-lend.in) 

2. M – Commerce  

1.2.2 Infrastructure in online shopping: 

The business model for traditional and e commerce differ significantly. The traditional 

infrastructure model based on the warehouses and production cycles and surrounded by 

various taxation laws. The order point in traditional shopping is retail stores. On the other 

hand, online shopping directly based on real time demand and tight delivery expectations. 

Supply chain is the core part in online shopping.  

The below charts shows the traditional retail model and online shopping model: 

Figure 3: Traditional vs Online shopping business model 
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1.2.3 Stakeholders in online shopping: 

Every traditional business is striving to join the bandwagon of online shopping and due to 

that the list of online shopping platform is increasing. Logistic suppliers call centers, 

intermediaries, financers, social networking websites, network service providers and internet 

service providers are the major back ground players who works as per the strategies decided 

in online business. All stakeholders coordinate with each other in product flow, movement of 

goods and services from final business to final customers with customer centric focus. Below 

chart shows the various stakeholders of online shopping. 

Figure 4: Major stakeholders in online shopping (Ernst & Young, 2013) 

 

1.3 History of online shopping: 

Since inception, E commerce has come a long way. It is now more than 300 billion dollar 

industry. 

1.3.1 History of online shopping at Global level: 

In 1979, Michael Aldrich of United Kingdom invented online shopping. Modified domestic 

television was connected with telephone line and multi user transaction processing computer 

for real time purchase. The developed systems started commercially and being marketed in 

1980.  In 1992, Charles M. Stack created an online book store. Later, Charles M. Stack’s 

book store moved to online as books.com and acquired by Barnes & Noble.  In 1994, Jeff 
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Bezos stared Amazon. In 1972, Marijuana sold by Stanford students to MIT students was the 

first online transaction. Compare to that the first online shopping was started on 12th August, 

1994 with headline “The internet is open”. The chronological order of online shopping is 

listed below: 

Table 1: Timeline chart of online shopping at Global level 

Year Major Online shopping/Ecommerce Event 

1969 The first major ecommerce company, CompuServe, is founded. 

1979 Michael Aldrich invents electronic shopping. 

1981 Thompson Holidays created first B2B computer network 

1982 Boston Computer Exchange launches as one of the first ecommerce platforms. 

1990 Tim Berners-Lee created the first World Wide Web server and browser 

1992 
Charles Stack launches Book Stacks Unlimited as one of the first online 

marketplaces for books. 

1994 
Netscape launches Netscape Navigator, an early web browser, making it easier 

for users to browse online. 

1995 Amazon launch. 

1996 eBay launch 

1998 PayPal launches as an online payment system. 

1999 Alibaba.com launches. 

2000 Google launches AdWords as an online search advertising tool. 

2005 Amazon launches Amazon Prime with expedited, flat-fee shipping for members. 

2005 Esty, an online marketplace for handmade and vintage goods launches. 

2009 Big Commerce launches as an online storefront platform. 

2009 Square, Inc. is founded. 

2011 Google Wallet launches as an online payment system. 

2011 Facebook launches sponsored stories as a form of early advertising. 

2011 Stripe launches. 

2014 Apple Pay launches as a form of mobile payment. 

2014 Jet.com launches. 

2017 Instagram shoppable posts are introduced. 
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1.3.2 History of online shopping at Indian level: 

Online shopping was started very late in India. Initially it was not pushed up due to internet 

penetration, poor technological infrastructure and not enough awareness among customers. 

Indians are conservative in their shopping, they want to touch, feel and test features before 

buying. In India, online shopping was started in year 1995. Below Figure shows the evolution 

of online shopping in India. 

Figure 5: Two waves evolution of E commerce in India (Ernst & Young, 2013) 

 

With the boom of internet in the period of 1999 – 2000, online shopping became popular in 

India. Below table shows major online shopping events in India 
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Table 2: Timeline chart of online shopping at Indian level 

Year Major Online shopping Event 
1995 India times, yahoo, Sify, Rediff launch 
2005 Ebay acquired baazee.com 
2007 Flipkart Launch 
2010 Launch of Yebhi, Gadgets guru, Myntra, iBibo, Make my trip, Yatra, Craftsvilla 
2011 Groupon bought sosasta.com 
2012 Amazon entered in online market with Junglee.com 

 

1.4 Current Status of online Shopping: 

1.4.1 Current status of online shopping at global level: 

Internet commerce and online shopping are growing at a dramatic rate every year. In 2017 - 

18, online retail sales worldwide amounted to 2.5 trillion US dollars and e-retail revenues are 

projected to grow to more than 4.5 trillion US dollars in 2021. The projection of top 3 online 

stores’ revenue during 2018 -20 amounted to almost 100 billion US dollars in 2017.  Online 

shopping is becoming one of hot and happening online activities worldwide but the usage 

varies by region and country wise. Desktop Personal Computers and Laptops are still useful 

and popular devices for online shopping but various mobile devices, especially smart phones, 

are catching up (Stastista, 2019). 

The size of consumer online retail market in India was nearly about $450 billion in 2010 – 15 

which is likely to nurture to $850 billion by 2020, with a cumulative-annual growth rate of 

7.5%. With comparison to this, India’s total online market was likely to be doubled i.e. $ 14 

billion by 2020.  Due to the increase in internet connectivity and good infrastructure facilities, 

the internet users online shopping is likely to grow at a rate of 30% annually versus the global 

growth rate of 9 – 11%. 

According to an ASSOCHAM-Resurgent joint study, online shopping and allied activities are 

likely to grow at annual rate of more than 115 percent in coming years, this happened due to 

the government infrastructure developments, improvements in logistics, internet connectivity, 

fast rate of increasing in data consumption and along with various schemes provided by 

marketers. In the previous years, the study concluded that more than 108 million did online 

shopping. Mobile phones become the preferred and convenient device for various e 

commerce transactions. The product categories like apparels and accessories (54%), personal 

care and beauty product (43%) shows higher purchase intention compare to various 
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electronics items (33%). The study also revealed that buying of movie ticket, transportation 

reservations majority of the people preferred cash on delivery (58%), followed by ATM cum 

debit cards (23%) and lastly credit cards (17%). 

Statista concluded that Retail e-commerce sales worldwide were 2290 billion US dollars and 

are expected to rise to 2774 billion in 2018. Thus, global e-commerce sales are predicted to 

show 20% growth, which is a huge number for business and certainly a steady trend with no 

signs of decline. 

Figure 6: Retail E commerce sales worldwide 

 

As predicted, same steady growth goes to the share of e-commerce when it comes to its 

global share of retail – from 10.1% in 2017, it jumps to 11.6% in 2018. 
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Figure 7: E – commerce share of total global retail sales 

 

1.4.2 Current status of online shopping at Indian level: 

The e-commerce has transformed the way business is done in India. The Indian e-commerce 

market is expected to grow to US$ 200 billion by 2026 from US$ 38.5 billion as of 2017. 

Much growth of the industry has been triggered by increasing internet and smartphone 

penetration. The ongoing digital transformation in the country is expected to increase India’s 

total internet user base to 829 million by 2021 from 560.01 million as of September 2018. 

India’s internet economy is expected to double from US$125 billion as of April 2017 to US$ 

250 billion by 2020, majorly backed by ecommerce. India’s E-commerce revenue is expected 

to jump from US$ 39 billion in 2017 to US$ 120 billion in 2020, growing at an annual rate of 

51 per cent, the highest in the world. 

Propelled by rising smartphone penetration, the launch of 4G networks and increasing 

consumer wealth, the Indian e-commerce market is expected to grow to US$ 200 billion by 

2026 from US$ 38.5 billion in 2017 Online retail sales in India are expected to grow by 31 

per cent to touch US$ 32.70 billion in 2018, led by Flipkart, Amazon India and Paytm Mall. 

During 2018, electronics is currently the biggest contributor to online retail sales in India 

with a share of 48 per cent, followed closely by apparel at 29 per cent. 
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Some of the major developments in the Indian e-commerce sector are as follows: 

 Flipkart, after getting acquired by Walmart for US$ 16 billion, is expected to launch 

more offline retail stores in India to promote private labels in segments such as 

fashion and electronics. In September 2018, Flipkart acquired Israel based analytics 

start-up Upstream Commerce that will help the firm to price and position its products 

in an efficient way. 

 Paytm has launched its bank - Paytm Payment Bank. Paytm bank is India's first bank 

with zero charges on online transactions, no minimum balance requirement and free 

virtual debit card 

 As of June 2018, Google is also planning to enter into the E-commerce space by 

November 2018. India is expected to be its first market. 

 E-commerce industry in India witnessed 21 private equity and venture capital deals 

worth US$ 2.1 billion in 2017 and 40 deals worth US$ 1,129 million in the first half 

of 2018. 

 Google and Tata Trust have collaborated for the project ‘Internet Saathi’ to improve 

internet penetration among rural women in India 

The graph presents the average retail e-commerce revenue per user in India in 2017, and 

provides a forecast until 2024. According to the Digital Market Outlook, e-commerce ARPU 

in India is expected to grow to 76.4 U.S. dollars per user in 2024. 
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Figure 8: Average retail e-commerce revenue per user in India from 2017 to 2024  
(in U.S. dollars) 

 

 

 

1.5 E commerce - Porter’s five force model: 

The Ecommerce industry has flourished at an impressive rate during the last few years. The 

reasons include growing economic activity around the world and the growth of technology. 

Both these factors have an important influence on the growth of the e-retail industry. 

 Particularly, it is in the US and Asia Pacific where the rate of growth is expected to remain 

the highest in the near future. Some of the major players in the industry include Amazon, Ali-

Baba, E-bay and Flipkart.  Apart from it Walmart and Costco have also made their foray into 

e-retail. Moreover, the growing use of mobile technology has also proved favourable for the 

industry and led to an increase in revenue and profits. 

With new local and global players entering the industry, the level of competition has also 

grown. The major global players like Amazon and E-bay have made significant investments 

in technology to provide their customers with a personalized shopping experience. This is a 

Porter’s Five Force analysis of the Ecommerce industry. The Porter’s five forces model deals 

with the factors that affect an industry’s attractiveness and competitiveness. These five forces 

are there in every market and industry and determine its attractiveness. 
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Table 3: Five force model 

Buyer Power: 

1. Comparison sites gives price 

variations in different sites 

2. Buyer has complete information 

3. Wide buying options available 

4. Lot of product review sites 

5. With social media, word of mouth 

becomes an important feedback point 

Threat of New Entrants: 

1. Low barriers to entry 

2. New technologies can be disruptive 

3. Less brand loyalty towards online 

shops 

4. High probability of new entrants 

5. Can utilize economies of scale 

6. Can come up with better range of 

products 

Threat of Substitute: 

1. More choices in online stores and 

cheaper prices 

2. Lack the touch and feel factor 

3. Large presence of physical retailers 

and shops 

4. Online shopping becoming 

increasingly widespread 

Supplier Power: 

1. Large number of suppliers 

2. Global distribution networks 

intensifying competition 

3. High bargaining power of big shot 

retailers 

4. Less differentiation in product 

5. Focus on low prices lead to low 

customer loyalty 

 

1.6 Overview of Major players: 

For the present study following household and electronic E commerce companies have been 

selected: 

1. Amazon 

2. Flip kart 

3. Snap deal 

4. Paytm Mall 

For clothes and accessories following E commerce companies have been selected: 

1. Myntra 

2. Jabong 

3. Ajio 
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1.6.1 Amazon: 

Amazon.com which is branded as the largest online retailers in the world as well as the most 

customer centric company present on earth. The giant e-commerce multinational company is 

located at Seattle, Washington, USA. It started the business as online book store and after that 

diversified into selling of DVDs, VHSs, CDs, software, electronics, video games, apparel, 

furniture, and many other products. The company produces Amazon Kindle e – book reader 

and Kindle Fire table computer and recently started the cloud computing service namely as 

Amazon web services. 

In July 1994, Jeff Bezos, founder and CEO, incorporated the company (as Cadabra) and in 

1995, the site went online as Amazon.com. The company was renamed after the Amazon 

River located in South America, which is one of the largest rivers in the world. 

Amazon has separate retail websites for various countries including United States, Canada, 

United Kingdom, France, Germany, India, Italy, Spain, Brazil, Japan, and China, with 

international shipping to certain other countries for some of its products and maintains dozens 

of fulfilment centres around the world which encompass more than 26 million square feet. 

1.6.2 Flip kart: 

Flipkart.com was established in 2007 by Sachin Bansal and Binny Bansal.com, both alumni 

of the Indian Institute of Technology Delhi. They worked forAmazon.com before quitting 

and founding their own company. Initially they used word of mouth marketing to popularize 

their company. A few months later, the company sold its first book on Flipkart.Com - John 

Woods' Leaving Microsoft to Change the World. Today, as per Alexa traffic rankings, 

Flipkart.com is among the top 30 Indian web sites and has been credited with being India's 

largest online bookseller with over 11 million titles on offer. The Bansals management thirty 

seventh of Flipkart equity, Accel Partners and Tiger international along management forty 

eighth and also the management hold the remaining V-day. 

Flipkart came in to lightweight as a result of its cash-on-delivery model that has verified to be 

of nice significance since the master card and web banking penetration is extremely low in 

Asian country.  

Flipkart.com broke even in March 2010 and claims to have had at least 100% growth every 

quarter since its founding. The store started with selling books and in 2010 branched out to 

selling CDs, DVDs, mobile phones & accessories, cameras, computers, computer accessories 
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and peripherals, pens & office supplies, other electronic items such as home appliances, 

kitchen appliances, personal care gadgets, health care products etc. As of today, Flipkart.com 

employs over 4672 people. 

 

Flipkart has generated revenue of $350 million and till recently created negative gross 

margins. It has simply started creating 2-3% profit margins when increasing its product 

catalogue. Flipkart intends to spice up its operational margins to 8-10% within the coming 

back year. Flipkart has heavily invested with in infrastructure, significantly, backend 

supplying as a business somebody. As a live to chop down prices, it has started dominant 

runaway prices and belongings go some workers as it's over five thousand delivery men 

pairing forty five thousand orders daily. 

Flipkart.com started with selling books. In 2010 they added to their catalogue media 

(including music, movies and games) and mobile phones & accessories.  In 2011, the product 

launches included cameras, computers, pens & office supplies, computer accessories, 

home and kitchen appliances, personal care, health care, gaming consoles, audio players 

and televisions. 

Later, it also launched Flyte- the digital store, MP3 downloads and fragrances. In November 

2011, Flipkart.com also launched a new Electronic Wallet feature that allow shoppers to 

purchase credit to their Flipkart.com account using credit or debit cards, and can 

subsequently be utilized to make purchases on the site, as and when required. 

1.6.3 Snap deal: 

Snapdeal is one of the Indian company based at New Delhi which provided various products 

by E Commerce. Mr Kunal Bahal and Rohi Bahl stared this company in February 2010. As of 

2014, Snapdeal had 300,000 sellers, over 3 crore products across 800+ diverse categories 

from over 1, 25,000 regional, national, and international brands and retailers and a reach of 

6,000 towns and cities across the country  

With millions of users and 150,000 sellers, Snapdeal is the shopping destination for internet 

users across the country, delivering to 5000+ cities and towns in India. With its acquisition of 

Freecharge in 2015, a leading mobile transactions platform, Snapdeal has become the largest 

m Commerce Company in the country.  
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There are various well known investors like Soft Bank Corporation, Ru – Net Holdings, 

Tybourne Capital, PremjiInvest, Alibaba group, Temasek Holdings, Bessemer Venture 

partners, Indo US ventures, Kallaari Capital, Saama Capital, Foxconn Technology Gropu, 

Black rock, e Bay, Nexus ventures, Intel capital, Ontario Teachers’ pension plan, Singapore 

based investment entity, Brother fortune apparel and Ratan tata who are investing in this 

company.  

In April 2015, FreeCharge was acquired by Snapdeal for $400 million, but resold the mobile-

payments company in 2017. In its journey till now, Snapdeal has partnered with several 

global marquee investors and individuals such as SoftBank, BlackRock, Temasek, eBay Inc., 

Premji Invest, Intel Capital, Bessemer Venture Partners, Mr. Ratan Tata, among others. 

1.6.4 Paytm Mall: 

Paytm (Pay through Mobile) was launched as mobile and DTH recharge website under parent 

sit One97 Communication Ltd in August 2010. Its headquarters is in Delhi and it is headed 

by its founder & CEO Vijay Shekhar Sharma who has an expertise in the same domain. He 

studied from Delhi College of engineering and started One97 communication in 2000. He 

became the youngest Indian to appear in the Forbes “World’s Billionaire List” in 2017. 

Paytm was initially launched as a recharge platform but over the years it grew to provide 

other facilities such as funds transfer (Wallet to Wallet, Wallet to Bank), metro card, data 

card, consumption, utilities (Water, Gas, Electricity) bills, Travel Tickets (bus, train, flights), 

Hotel bookings, Cinema tickets, Gold purchasing etc. It launched its e wallet in 2013. It also 

started its e – commerce platform named “Paytm Mall” and entered into M Commerce 

business as well by providing small retail business to list their products on its website.  

1.6.5 Myntra: 

Myntra is a company that offers an e-commerce store for fashion and lifestyle products. The 

Company sells a range of clothing, footwear, accessories, bags and backpacks, jewellery, and 

personal care products for men, women, and kids. It also develops an in-house application 

Style Studio, a virtual dressing room aimed at making online shopping interactive for 

shoppers. 

Founded in 2007, a group of IIT/IIM started Myntra It is headquartered in Bangalore, India 

with its offices in New Delhi, Chennai and Mumbai. Myntra is sponsored by Venture Capital 
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Funds. Basically, it is an Indian fashion website. It is the online portal which allows 

consumers to personalize their products such as shoes, t- shirts, teddy bears, watches, 

calendars and many more things. The company offers more than 350 Indian as well as 

International brands. Also, it contains casual outfits from men, women and kids. 

In 2011, the company expanded its catalogue which includes fashion and lifestyle products 

also. In 2014, Myntra merged with Flipkart to compete against Amazon 

1.6.6 Jabong: 

Jabong.com was an Indian fashion and lifestyle e-commerce portal founded by Praveen 

Sinha, Lakshmi Potluri, Arun Chandra Mohan and Manu Kumar Jain. In July, 

2016 Flipkart acquired Jabong through its unit Myntra for about $70 million. In February, 

2020, Flipkart formally shut down Jabong to shift focus completely on its premium clothing 

platform Myntra. The portal sold apparel, footwear, fashion accessories, beauty products, 

fragrances, home accessories and other fashion and lifestyle products. The company's 

headquarter is in Gurugram, NCR, India.  

It was co-founded by Arun Chandra Mohan, Praveen Sinha, Lakshmi Potluri and Manu 

Kumar Jain. All co-founders have left the company. In March 2013, Jabong was dispatching 

over 6,000 orders a day. According to The Economist, Jabong clocked gross sales of around 

US$100–150 mn in 2012. As per a Rocket Internet investor presentation, Jabong had net 

revenue of 32.6 million euros in Q1 2016, up 14% from 28.6 million euros in the year-ago 

period. For FY2015, its revenues were at 122.1 million euros In September 2017, it was 

reported that Jabong is the 3rd largest global e-commerce partner for Dorothy Perkins. 

1.6.7 AJIO: 

Ajio is the digital fashion extension of Reliance that unveiled in April 2016 at Lakme Fashion 

Week in Mumbai, AJIO, a fashion and lifestyle brand, is Reliance Retail’s first PAN – Indian 

ecommerce venture and is the ultimate fashion destination for styles that are handpicked, on 

trend and at prices that are the best you’ll find anywhere. 

Celebrating fearlessness and uniqueness, company is constantly looking to bring a fresh, 

current and accessible perspective to personal style.  

At the heart of it all, AJIO’s philosophy and initiatives point to one simple truth – inclusivity 

and acceptance as the only way to make our society a little more humane. And along the way, 
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just a little more stylish, whether it’s through creating capsule collections that make putting 

together great looks easy, making exclusive international brands available in one place, 

reviving India’s rich textile heritage through the India collection or making great style an 

easy purchase through the in-house brand AJIO own. 

AJIO deals in categories of women’s wear, men’s wear, kid’s wear and technology. With 

fashion technology in particular, AJIO forayed into a category that combined the convenience 

of technology with the aesthetics of contemporary fashion by featuring a carefully 

handpicked selection of premium gadgets and tech accessories. 

With the advanced internet infrastructure built by JIO and a robust physical retail business 

built by Reliance Retail, we’re creating a differentiated e-commerce model for India through 

AJIO. This model will entail seamless integration of online and offline models while 

innovating across superior customer experience, delivery services and payment ecosystem. 
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1.7 SWOT analysis of Amazon, Flipkart, Snapdeal and Paytm Mall: 

Table 4: Strength 

AMAZON FLIPKART SNAPDEAL PAYTM MALL 

Strong background and deep 

pockets – Built on its early 

successes with books, Amazon 

now has various product and 

services categories that include 

electronics, toys, games, home 

and kitchen, white & brown goods 

and much more. Amazon has 

evolved as a global giant in the 

last 2 decades. 

It is India’s Largest company 

which runs their business in E 

commerce.  Retailer: Flipkart is 

the India’s largest E-commerce 

company & had sold GMV (gross 

merchandising value) of $1 billion 

till now. 

 

Track record of innovation - 

Even though most players in the 

Leadership & Managing People 

strive to innovate, Snapdeal.com 

Jockeyed has successful record at 

consumer driven innovation. 

First mover advantage: Paytm 

was the first online payment 

company to set up operations in 

India. Their timing was perfect 

since they started operations at 

around the same time when 

smartphones started becoming 

popular. 

Customer centric: Company’s 

robust customer relationship 

management has created customer 

centric processes in order to 

carefully record data on various 

buying behaviour of consumers. 

This enables them to offer 

Experienced founders: The 

Founders of Flipkart, Sachin & 

Binny bansal are previous 

employees of Amazon. 

Employees. Having prior 

experience in the E-commerce 

industry helped the founders to 

Talent management at 

Snapdeal.com Jockeyed and skill 

development of the employees - 

Human resources are integral to 

the success of Snapdeal.com 

Jockeyed in Leadership 

Convenience options: Paytm is 

an epitome of convenience since it 

is operational round the clock and 

facilitates easy payment or 

transfer of funds anytime, 

anywhere. This makes it 

increasingly accepted by an urban 
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customized and individual items, 

related items or combination or 

bundle them as an offer, based 

upon preferences demonstrated 

through purchases or items 

visited. Also, the company claims 

that 55% of their customer’s 

repetitive buyers are resulting in 

low cost of acquisition of new 

buyers. 

work strategically and identify 

unique strategies to differentiate 

their business in such a highly 

competitive market. 

&Managing People industry. population who rely on online 

shopping for even daily use items. 

Cost leadership: In order to 

compete and differentiate itself, 

company has created several 

strategic alliances with other 

companies to offer superior 

customer service and engagement. 

The most important strategic 

partnerships are with logistics 

providers who control costs. This 

helps them to establish a strong 

value chain. Amazon is able to 

Acquisition: With its series of 

acquisitions like Letsbuy.co, 

chakpak.com, weread.com, 

Mine360 & the recent one Myntra 

in 2014 has helped the company 

to expand in the E-commerce 

space & used the capabilities and 

existing resources of acquired 

companies. 

 

Wide geographic presence - 

Snapdeal.com Jockeyed has 

extensive dealer network and 

associates network that not only 

help in delivering efficient 

services to the customers but also 

help in managing competitive 

challenges in Leadership & 

Managing People industry. 

Partnerships and Tie ups with 

merchants: Paytm can be used to 

transact with more than 3 million 

merchants across India and the 

number is said to be growing 

every day. This makes Paytm an 

easy shopping option for most 

customers irrespective of their 

education, and economical 

background. 
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lower the inventory replenishment 

time because of their economies 

of scale. 

Efficient delivery network: With 

its strategic partners & due to its 

Amazon fulfilment centres, 

Amazon has created a deep & 

structure logistics and distribution 

network in order to make the 

product available even at remote 

locations. It also has free of cost 

delivery charges in certain 

geographies. 

High Recall of Brand: Flipkart has 

established itself as a renowned E-

commerce company in India 

through various television 

advertisement and online presence 

and through its presence on social 

media. Brand activities like the 

“Big billion days” have really 

increased the recall of the brand 

name for the company. 

 

Market Leadership Position - 

Snapdeal.com Jockeyed has a 

strong market leadership position 

in the Leadership & Managing 

People industry. It has helped the 

company to rapidly scale new 

products successes. 

Bucket of services: Most of what 

one desires to do online can be 

done through Paytm. In addition 

to the Paytm Wallet, today this 

brand has online reservation 

facilities, online retail, and online 

recharge and there is also no need 

to go through payment gateways 

of you are using paytm. 

GLOCAL Strategy: By using 

bundle of strategy of “Go global 

& act local”, Amazon is able to 

fight with domestic online 

shopping platforms through 

absorbing & by forming / 

Own Payment gateway & 

Logistic arm: Having its own 

Logistics arm E-kart & payment 

gateway Payzippy has helped the 

company to control its Expenses. 

Thereby passing the benefits to 

First mover advantage in the 

increasingly crowded market 

place. The new products are 

rapidly increasing Snapdeal.com 

Jockeyed market share in the 

Leadership & Managing People 

Offers: Paytm has been able to 

grab and hold the attention of 

customers primarily because of 

the never-ending offer stream it 

has been announcing. These are 

custom designed with the Indian 
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partnering with logistic and 

supply chain companies. The 

branding too is done as per local 

taste. For example – In India, 

Amazon is currently using the 

“Aur Dikhao” campaign to 

encourage users to browse more 

of their various products and its 

categories. 

the end customers. industry. mind-set in the frame and thus 

work like magic for zooming 

sales. 

Acquisitions: Acquiring 

companies like Zappos.com, 

Junglee.com, IMBD.com, 

woot.com etc. has proven to be a 

successful and revenue generating 

step for the E commerce giant. 

Exclusive & broad range of 

product categories: From having 

Exclusive rights to launch some 

products like MotoG MotoX, 

Xiaomi Mi3 as well as personal 

designers segments in garments 

category, has helped the company 

to differentiate and localize its 

offerings. 

High margins compare to 

Leadership & Managing People 

industry's competitors - Even 

though Snapdeal.com Jockeyed is 

facing downward pressure on 

profitability, compare to 

competitors it is still racking in 

higher profit margins. 
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Table 5: Weakness 

AMAZON FLIPKART SNAPDEAL PAYTM MALL 

Shrinking margins: Due to 

extensive delivery network & 

price wars Amazons margins 

are shrinking, which is resulting 

in even losses. In India, 

Amazon had a loss of $359 crs 

in the year 2013-14. 

Limited Distribution network and 

channel reach: Although its logistics arm 

has kept costs low, the reach has been 

affected which are a weakness for 

Flipkart. Due to use of outsourcing, 

Global giants like Amazon and eBay can 

deliver the products 

anywhere& anywhere in the country. 

However, Flipkart is still struggling in 

this field. 

 

Declining per unit 

revenue for 

Snapdeal.com Jockeyed - 

competitiveness in the 

industry is putting 

downward pressure on the 

profitability. A starting 

guide to manage this 

situation for company 

name is – objectively 

assessing the present value 

propositions of the various 

products. 

Need for IT infrastructure: If 

Paytm functions have to be robust 

there has to be good bandwidth and 

speed. This may be there in most 

cities in India but may not the case 

in remote locations or even tier 2 

towns. 

Tax Avoidance issue: Amazon 

has attracted negative publicity 

on account of Tax Avoidance in 

countries like U.S & UK. Most 

of its revenue is generated from 

Cost of Acquisition: Due to stiff 

competition in the market and low 

customer retention options, the cost of 

Acquisition is high because Flipkart 

acquires a lot of customers through 

High turnover of 

employees at the lower 

levels is also a concern for 

the Snapdeal.com 

Jockeyed. It can lead to 

Lack of awareness amongst 

users: Most users are unaware of 

what Paytm can do for them and 

confused about how the app needs to 

be used. The level of awareness of 
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these well-established 

territories and markets. 

High Debt: In many developing 

nations Amazon is still 

struggling to make the business 

profitable thereby affecting the 

overall revenue and 

profitability of the group 

resulting into high debt. 

online advertising. As per Flipkart data, 

the company spends R.s 400/- on 

acquiring a new customer on an average. 

 

higher salaries to maintain 

the talent within the firm. 

technological &allied tools and the 

inherent fear of making erroneous 

transactions is making things worse. 

Product flops – Amazon 

launched the fire phone in the 

US which was a big flop. At the 

same time period Kindle fire 

did not make any success. 

Thus, there were several 

product flops which caused a 

dent in Amazon’s deep pockets. 

Power in the hand of buyers: Since this 

industry is flooded with many players, 

buyers have a lot of options to choose. 

Switching costs are also less for 

customers since they can easily switch a 

service from one online retail company to 

another. Same products will be displayed 

in several online retail websites. There is 

absence of product differentiation and 

they have to purely fight based on the 

price.  

Business Model of 

Snapdeal.com Jockeyed 

can be easily imitated by 

the competitors in the 

industry name industry. To 

overcome these challenges 

company name needs to 

build a platform model 

that can integrate 

suppliers, vendors and end 

users. 

Fear of going cashless: Most 

Indians are used to transacting on 

cash and are yet to get used to being 

used to cashless transactions. 

However, with digitization and 

demonetization, things are expected 

to pick up and this will help online 

wallet services. 
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  Extra cost of building 

new supply chain and 

logistics network - 

Internet and Artificial 

Intelligence has 

significantly altered the 

business model in the 

Competition, International 

business, Marketing 

industry and given the 

decreasing significance of 

the dealer network 

Snapdeal.com Jockeyed 

has to build a new robust 

supply chain network. 

That can be extremely 

expensive. 

Poor customer care: One criticism 

levelled against Paytm is its poor 

customer service The app and the 

portal cater to a wide variety of 

customers whose concerns may be 

minor. It is alleged that the call 

centre executives are often rude and 

unable to handle many of the 

queries, 

  Declining market 

share of Snapdeal.com 

Jockeyed with increasing 

revenues - the Leadership 
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& Managing People 

industry is growing faster 

than the company. In such 

a scenario Snapdeal.com 

Jockeyed has to carefully 

analyse the various trends 

within the Competition, 

International business, 

Marketing sector and 

figure out what it needs to 

do to drive future growth. 

  Gross Margins and 

Operating 

Margins which could be 

improved and going 

forward may put pressure 

on the Snapdeal.com 

Jockeyed financial 

statement. 
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Table 6: Opportunity 

AMAZON FLIPKART SNAPDEAL PAYTM MALL 

Backward Integration: Amazon 

can come up with its In-house 

brands in different product 

categories. Company can also 

differentiate their offerings. This 

will help them make profits in 

highly competitive E-commerce 

market. 

Expansion of business: By targeting 

other emerging markets company can 

increase their revenues as well as it can 

have economies of scale. 

  

 

Accelerated 

technological innovations 

and advances are 

improving industrial 

productivity, allowing 

suppliers to manufacture 

vast array of products and 

services. This can help 

Snapdeal.com Jockeyed to 

significantly venture into 

adjacent products. 

Growing demand for aggregators: 

Aggregators and middlemen are in 

demand everywhere today. With 

growing technology 

usage people prefer to make most 

payments from the convenience of 

their homes. This has increased the 

role of payment aggregators in 

India. 

 

Global Expansion: Expansion 

mainly in Asian & developing 

economies will help Amazon 

because those are the markets 

with low competition in E-

commerce industries & are not 

saturated like developed 

Expanding their Product 

categories: This will increase their 

customer base & at the same time will 

reduce the cost of acquisition and 

customer switch. 

 

Lower inflation rate - 

The low inflation rate 

brings more stability in the 

market; enable credit at 

lower interest rate to the 

customers of 

Snapdeal.com Jockeyed. 

Demonetisation: One of the 

services that benefitted heavily 

from the Indian government’s 

demonetization drive was online 

payment services and Paytm was 

one of the biggest beneficiaries. In a 

move to digitize the country, such 
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economies. This will increase the 

consumption of 

Snapdeal.com Jockeyed 

product 

services will have more 

opportunities coming their way. 

Acquisitions: By acquiring E-

commerce companies it can 

decrease the competition level 

& also can use the specialized 

capacity of the other company. 

Changing mentality of Indian 

customers: With increasing numbers of 

customers getting comfortable with 

online shopping & increase in numbers of 

Internet users in India, there is huge 

potential in this Industry. 

 

Increasing government 

regulations are making it 

difficult for un-organized 

players to operate in the 

Competition, International 

business, Marketing 

industry. This can provide 

Snapdeal.com Jockeyed an 

opportunity to increase the 

customer base. 

The surge in the number of 

working professionals: The 

number of working professionals is 

increasing profusely. This means 

that for most couple’s time is scarce 

making them rely more on home 

delivery services for their 

sustenance. When the demand for 

online shopping increases there will 

be a corresponding increase in the 

payment portals as well. 

Opening physical stores 

outside U.S: By doing this 

Amazon can help the customers 

to engage with the 

brand.Resulting in increase in 

Supply chain: By optimizing their 

supply chain they can compete with the 

other players & can manage the loosing 

sales on account of not making the 

product available due to delivery 

Opportunities in Online 

Space - Increasing 

adoption of online services 

by customers will also 

enable Snapdeal.com 
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repeat purchases &increase in 

loyal customer base. 

constraints. 

 

Jockeyed to provide new 

offerings to the customers 

in Competition, 

International business, 

Marketing industry. 

 Establishing in other developing 

economies: Like Amazon, Flipkart can 

slowly start expanding out of India and 

establish operations in other countries as 

well which help improve revenues.  

Trend of customers 

migrating to higher end 

products - It represents 

great opportunity for 

Snapdeal.com Jockeyed, 

as the firm has strong 

brand recognition in the 

premium segment, 

customers have experience 

with excellent customer 

services provided by 

Snapdeal.com Jockeyed 

brands in the lower 

segment. It can be a win-

win for the company and 

provides an opportunity to 
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increase the profitability. 

  Increasing customer base 

in lower segments - As 

customers have to migrate 

from un-organized 

operators in the 

Competition, International 

business, Marketing 

industry to licensed 

players. It will provide 

Snapdeal.com Jockeyed an 

opportunity to penetrate 

entry level market with a 

no-frill offering. 
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Table 7: Threat 

AMAZON FLIPKART SNAPDEAL PAYTM MALL 

Low entry barriers of the 

industry: Low entry barriers 

affect the current player’s 

business as more & more 

company means tough 

competition, price wars, 

shrinking margins & losses 

resulting into questioning the 

sustainability of the players.  

Competition: Stiff competition from the 

global players like Amazon, eBay as well 

as local player like Snapdeal, Tolexo and 

Shopclues who are continuously trying to 

eat each other’s market share. 

Competitive pressures - 

As the new product launch 

cycles are reducing in the 

Competition, International 

business, Marketing 

industry. It has put 

additional competitive 

pressures on players such 

as Snapdeal.com 

Jockeyed. Given the large 

customer base, 

Snapdeal.com Jockeyed 

can't respond quickly to 

the needs of the niche 

markets that disruptors are 

focusing on. 

Competition: With lowered barriers 

to entry, every new entrepreneur is 

looking at aggregating services. 

There are a lot of online portals like 

pay charge, mobikwik etc and even 

telecom service providers like 

Airtel, Vodafone Idea etc., are 

providing online payment gateways. 

 

Government regulations: Not 

having clarity on the issues 

Government regulations on the issues 

related to FDI in multi branding retail has 

Competitors catching up 

with the product 

Growing concerns about 

safety: Today there is negative 
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related to FDI in multi brand 

retail, has been a big hurdle in 

the success of the E-commerce 

players in many developing 

nations. 

been a big hurdle in the success of the E-

commerce industry in India. 

development - Even 

though at present the 

Snapdeal.com Jockeyed is 

still leader in product 

innovation in the 

Leadership & Managing 

People segment. It is 

facing stiff challenges 

from international and 

local competitors. 

imagery of information security and 

tracking of shopping habits. There 

is also growing concerns about how 

safe the information submitted to 

payment portals are and the level to 

which such portals or payments 

made through them are monitored. 

Local competition – India has 

Snapdeal and Flipkart who are 

local E commerce retailers and 

are taking away majority of the 

market. Similarly, there are 

many local players who take 

bites from the market share 

thereby making it hard for a big 

player like Amazon to make 

profits. 

 Growing technological 

expertise of local players 

in the export market - One 

of the biggest threat of tie-

up with the local players in 

the export market for 

Snapdeal.com is threat of 

losing IPR. The 

intellectual property rights 

framework is not very 

strong in emerging 
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markets especially in 

China. 

  Shortage of skilled 

human resources - Given 

the high turnover of 

employees and increasing 

dependence on innovative 

solution, company name 

can face skilled human 

resources challenges in the 

near future. 

 

  Commoditization of the 

product segment - The 

biggest challenge for 

Snapdeal.com Jockeyed 

and other players in the 

industry is the increasing 

commoditization of the 

products in Competition, 

International business, 
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Marketing industry. 

  Trade Relation between 

US and China can affect 

Snapdeal.com Jockeyed 

growth plans - This can 

lead to full scale trade war 

which can hamper the 

potential of Snapdeal.com 

Jockeyed to expand 

operations in China. 

 

 
 

1.8 SWOT analysis of Myntra, Jabong and AJIO: 

Table 8: Strength 

Myntra Jabong AJIO 

Merger with flipkart has increased its strength 

and capacity 

Solid Investor Backing (Rocket Group) It is Indian retail chain with 900+ stores in 80 
cities in India 

Retention of its independence even after Fastest delivery with same day delivery in 

Delhi and NCR 48 hrs delivery in top 10 

Hyper market with 95000 markets with 
tailoring, shoe and watch repair, laundry 
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merger. cities. Other cities 1-3 days. 

Offering of  more than 1.5 lakhs products with 

over 1000 brands 

Wildest assortments of items with 750 brands, 

more than 50,000 items. 

It owns various private label brands 

Efficient supply chain and delivery capability 

helps it to cater to 90,000+ locations. 

Innovative services, introduced card 

processing on delivery, open box delivery, 

design beauticians on phone call. 

It has strong distribution network- 1600 
channels in villages 

”End of season sale” –a huge success, Rs.90 

crore worth of goods sold 

Fastest development, captured 20-25% of 

online lifestyle and apparel market in a limited 

capacity to centre 20 months 

Strong backing of the parent company 

 
Table 9: Weakness 

Myntra Jabong AJIO 

Intense competition means limited market 

share growth 

E-commerce in India is in its outset and the 

available infrastructure is so far inadequate. 

Product variety is available but more SKUs 

are not present due to inefficient back end 

infrastructure 

 Absence of ordinary tax collection rules 

further hinder development in this segment. 

Poor inventory control at certain locations is a 

concern 
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 Inter-state movement of items often poses a 

problem given in the different tax assessment 

rates. 

 

 The consumer mind-set is still towards the 

touch-and-feel system. 

 

 
Table 10: Opportunity 

Myntra Jabong AJIO 

Selling private labels can increase their margin The Indian apparel market will develop over 

four-crease to accomplish a staggering size of 

$ 200 billion by 2025 

Sourcing directly from farmers; no middlemen 

could earn more profit as number of farmers 

will increase five times in next 5 years 

Partnership with celebrity designers, 

Bollywood movies can increase its fashion 

appeal. 

Youth potential in India with discretionary 

spending. 15-34 age brackets constitute 35% 

of Indian populace. 

Leveraging on brand name and entering into 

Reliance saloon 

Bridal collection to tap the big wedding 

market in India 

India has the fastest Internet movement 

development universally and is expected to 

have 348 million users by 2017. 

Large potential to reduce operation cost in 

cities using strong supply chain 

 
 



 

 Page 39 
 

Table 11: Threat 

Myntra Jabong AJIO 

Global competitors like Amazon slowly 

making its foray 

Online players like Myntra.com, Flipkart are 

solid competitors hoping to expand into the 

apparel market. 

Strong competition globally from Carrefour, 

Metro A.G., Tesco 

Fashion segment is becoming popular leading 

to increased competition 

Item retailers having solid conveyance 

network and physical stores. 

Operations cost are too high 

Economic fluctuations and unfavourable govt 

policies 

Corporate gifting firms having long standing 

records and solid sourcing capabilities. 

Wall mart is biggest competitor when it comes 

to sourcing/ backward integration 

Closing website might prevent it from 

capturing the growing online space. 
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1.9 Statement of the problem: 

In today’s era of globalization electronic business and marketing become a great revolution. 

Over the last decade maximum business organizations took up the technological changes. 

Due to increase in telecommunication and broadband connectivity, majority of the companies 

started their business online. Online shopping or online marketing is now used for better 

marketing performance. Due to cut throat competition, now companies as well as retailers are 

devising strategies to meet the demand of online shoppers.  

Unlike a physical store, all the goods in online stores described through text, with photos, and 

with multimedia files. Many online stores will provide links for much extra information about 

their product. On the other hand, some online consumers are an adventurous explorer, fun 

seeker, shopping lover, and some are technology muddler, hate waiting for the product to 

ship. Online Shopping saves time during the purchasing of goods, because it eliminates the 

travelling time required to go to the traditional store. Consumer can purchase products 24X7, 

it also provides products at minimum possible price, and consumer gets offers and discounts 

on purchasing products online. The consumers have set their mind to do online shopping due 

to the discounts, gift, and quality factor in e-store. (Anders Hasslinger, (2007). Consequently, 

online consumer behaviour (user action during searching, buying, using products) became a 

contemporary research area for an increasing number of researchers to understand this unique 

nature of online shopping. The primary goal of a business is to offer product and services that 

best serve their consumer needs. A business which fulfils the customer needs with 

satisfaction very well is more successful than its competitors as satisfied buyers tend to make 

a repetitive purchase. Moreover, in India, online shopping has been evolving fast and has the 

potential to grow exponentially in time to come, as Internet penetration reaches far and wide 

across the various areas. However, it is also true that Indian people are traditionally 

conservative in their approach to shopping, due to modernization and fast-paced life, 

dependence on online shopping will increase.  

Despite so many advantages, some customers may feel online shopping risky and not 

trustworthy. Online shopping also has some disadvantages like when we do not purchase 

goods after searching it online then it results in wasting of time, it cannot be done without 

internet connection and one electronic gadget (computer and mobile), it required extra money 

for arranging these two things. When we get faulty products, it takes time in reverse pickup, 

replacement and refund process. The products cannot be touched and feel. Online shopping 
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websites also charge money for delivery of goods in some cases, online shopping does not 

have delivery of goods in some regions. The research proposed that there is a strong 

relationship between trust and loyalty, and most often, customers trust brands far more than a 

retailer selling that brand (Agdhaie et al., 2011; Bilgihan, 2016; Chavda V., 2021; 

Chaturvedi et al., 2016). In the case of online shopping, there is no face-to-face interaction 

between seller and buyer, which makes it non-socialize, and the buyer is sometimes unable to 

develop the trust (George et al., 2015). Trust in the e-commerce retailer is crucial to convert 

potential customer to actual customer. However, the internet provides unlimited products and 

services, but along with those unlimited services, there is perceived risk in digital shopping 

such as mobile application shopping, catalogue or mail order (Tsiakis, 2012; Forsythe et al., 

2006; Aziz and Wahid, 2018). Many researchers have conducted investigations for 

identifying the driving factors which affect consumer’s online shopping behaviour, what 

drive consumer’s to buy online? (Toñita Perea y Monsuwé Benedict G.C. Dellaert Ko de 

Ruyter, 2004), What Makes Consumers Buy from Internet? (Limayem, Khalifa, and Frini, 

2000), Barriers to Online Shopping in Switzerland (Rudolph, Rosenbloom, and Wagner, 

2004) 

Therefore, it is important for the companies to identify consumer behaviour in area of online 

shopping, to attract and enhance online buyers it is very important to know about their 

attitude, perception and behaviour and also need to understand what they want. Since online 

shopping becomes the new medium for shopping, customer demands also increases. Majority 

of the customers have their own specialized desires and innovative product demands, so it 

becomes very crucial for online retailers to identify and know their online consumers. 

Therefore it is necessary to study the factors influencing consumer’s online buying 

behaviour. 

1.10 Significance of the study: 

Due to increasing globalization, technological changes; the importance of online business is 

rapidly increasing and making it very convenient and fat for online shoppers. Due to cut 

throat competitions, most of the companies are giving heavy discounts, heavy advertising and 

promotional activities, special discount on purchase of certain products in certain quantity, 

festival offers becomes common. This directly and indirectly affects the consumer behaviour. 

So, this study seeks to answer the various factors influencing consumer’s buying behaviour 

towards online shopping. Online consumer behaviour and online shopping depend on various 
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factors like online shops credibility, information availability, payment security, privacy, 

website clarity and visibility, convenient timing and education level. This study also analyse 

the role of the online shoppers demographics, culture, social, personal psychological 

behaviour, internet use patterns, motivations, online experience and other factors on diffusion 

of online shopping. This study will also define the main reasons for adopters of online 

shopping to purchase from the Internet and the major barriers affecting the adoption of Web 

shopping. The results of this study will provide research data for the various online shopping 

companies and industries for enhancement of their marketing efforts. 

1.11 Research Questions: 

For the present study following research questions have been identified. 

1. How do demographic factors impact consumer buying behaviour on the internet? 

2. What are the major factors consumers concerns towards online shopping? 

3. How do perceived advantages, perceived risks, consumer characteristics, perceived 

trust, web store atmospherics impact online buying behaviour of shoppers? 

1.12 Scope of the study: 

This study focused on factors influencing consumer’s online buying behaviour. The target 

respondents were the people who are internet users and live in urban areas of Gujarat. These 

samples were selected because the respondents who use internet are techno savvy and they 

are pioneer towards online shopping. The study was conducted in urban areas of Gujarat and 

all respondents were requested to answer questions related to the various factors influencing 

their online shopping. 

1.13 Structure of Thesis: 

The thesis follows following structures: 

Chapter 1: The first chapter discusses insights of the research topic, information on leading 

online shopping platform companies, statement of the problem, significance of the study, 

research questions, and scope of the study and structure of thesis. 

Chapter 2: The second chapter discusses the literature and theories related to consumer 

buying behaviour and online shopping platform. It identifies and discusses the implications of 

various factors, variables and dimension which affects the consumer buying behaviour while 
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purchasing products with online shopping platform. It deals with critical evaluation of all the 

previous and related studies done by the researchers on buying behaviour and online 

shopping platform. Chapter also discusses the research gap and conceptual framework which 

will be used for the current research. 

Chapter 3: The third chapter discusses the research methodologies applied in the present 

research. It provides research approach, research design, research method, sampling 

technique, sample size, questionnaire and various analysis used for the analyzing data. 

Chapter 4: The fourth chapter discusses the analysis with the help of various statistical tools 

which collected with the help of primary survey of online buyers of various products on 

online shopping platforms. 

Chapter 5: The fifth chapter discusses the findings derived from the primary survey. It also 

discusses major suggestions and future research directions. It also provides key outcome of 

the research in terms of conclusion. 

1.14 Definitions of Key Terms: 

E Commerce: E - commerce, also known as electronic commerce or Internet commerce, 

refers to the buying and selling of goods or services with the help of internet, and the transfer 

of money and data to execute these transactions. E commerce is often used to refer to the sale 

of physical products online, but it can also describe any kind of commercial transaction that is 

facilitated through the internet. (Turban, 2000) 

Consumer Behaviour: Consumer behaviour is the study of the various step by step 

processes involved when individuals or groups search, select, purchase, use, or dispose of 

products, services, ideas, or experiences to satisfy needs and desires (Solomon, 2004). 

Online Shopping: Online shopping is a popular form of electronic commerce which helps 

the customers to purchase products from wide range of suppliers with the help of web 

browser of mobile app over internet (Michael Aldrich, 1980). 
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CHAPTER 2: LITERATURE REVIEW 
 

This chapter discusses various literatures on the consumer buying behaviour and online 

shopping platform. Chapter provides insights of the research topic and the various concepts 

associated with it. The chapter also discusses the key research gap for the present study.  

 

2.1 Online Vs Offline Shopping: 

In traditional shopping, the surrounding environment is the key factor which influences the 

consumer’s perception. The factors associated with environment affect whether the 

consumers are happy with their shopping experience or not (Sherman et al., 1997). Compare 

to that, online shopping has very limited amount of experiences and technological abilities 

require to functions. All the physical and biological senses are not necessary in online 

shopping. Due to limited shopping experience factor availability on online, consumers are 

reluctant to shop online (Lunt, 2000; Dennis et al., 2007). According to Childers et al., (2001) 

and Demangeot & Broderick (2006) by adding various interactions in online shopping 

websites can bring consumers experience better. According to Lee & Turban (2001), websites 

which refers to other websites and constantly navigating are not trusted by the consumers and 

they avoid these kinds of websites. People who focus trust and always demanding in refunds, 

return policies, billing problems, exchange policies and faulty products are lesser buyers from 

online shopping (Monsuwé et al., 2004). Dellaert & Kahn (1999) observed that during online 

shopping, if any problem found, customers will wait for only eight seconds and if no 

response comes from the company, consumers gave up the purchase. In contrast to traditional 

shopping, most of the online retailers put lots of product, price and delivery information. 

These give them advantage over traditional shopping as consumers can see all the 

information without any problem and can have decision of purchasing of product (Chen & 

Chang, 2003). 

Online consumers are willingly taking more risks compare to traditional/offline consumers.  

Several authors have talked about the risks faced by online retailers: Rowley (1998) 

mentioned the uncertainty surrounding online transactions, Forcht and Wex (1996) pointed 

out that organizations have to guard themselves when it comes to data authenticity and 
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reliability, and Richards (1997) stated that there is an insufficient legal material for online 

retailing which could prove risky if something goes wrong during the online purchase 

(Whysall, 2000). 

2.2 Reasons of shopping online: 

Online shopping helps to meet all the consumers’ needs and wants (Grewal et al., 2002). 

Online shopping helps consumer to gain knowledge about product, price, quality, availability, 

product specifications and compare with other products or brands. This helps them to make 

more logical purchase decision compare to traditional shopping (Brown et al., 2003). 

Customers feel awkward while purchasing personal products in traditional stores compare to 

that online shopping gives them all the flexibility and Comfort ness while purchasing 

personal products (Chavda, Virendra, 2017; Monsuwé et al., 2004). Online shopping is easier 

for those consumers who do not like crowds and trolley around the store (Brown et al., 2003). 

Compare to other age groups, young adults are more image and fashion conscious as well as 

looking for good service standards. For these types of consumers, shopping is an entertaining, 

pleasurable activity. User friendly websites make the online purchase experience great 

(Chavda, Virendra, et al., 2017; Strategic Direction, 2012).   

Online retailers provide the products at very low price. Companies like Amazon.com uses 

low priced and heavy discounts to attract the traditional customers to purchase online in their 

book segment (Dobbs et al., 2013). Haubl & Trifts (2000) mentioned that while shopping 

online consumers can evaluate products, compare prices of products and also look for 

alternative or substitute products. Companies like Flipkart.com provide these kinds of 

facilities. Consumers can have access to all the reviews while purchasing online which help 

them in their purchase decisions (Chen & Chang, 2003). According to Wolfinbarger & Gilly 

(2001), most of the consumers purchase online because of accessibility and convenience. 

Shopping from convenient places allows the customers to reduce their travelling. This helps 

the working people who have long working hours and don’t have enough time to shop. 

Online shopping allows 24 X 7 purchases which is a very important situational factor. 

According to Avery (1996), immobility is one of the situational factor which affects online 

shopping. Online shopping is boon for those consumers’ who can’t go out shopping to 

traditional stores due to an illness or physical disability (Monsuwé et al., 2004). 
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Geographical is also one of the important situational factors. Geographical relates to the 

distance require to be travelled by the consumers to reach a particular store. Online shopping 

helps them to reduce or overcome this factor. The people who live in the cities, may not have 

proper transportation system to travel and purchase products at affordable shops. If online 

shopping option is not available to these kinds of customers, then they are forced to purchase 

the costly and less quality products from nearby centers (Dennis et al., 2007). The online 

shopping is advantage to those people who are overweight. Plus sized clothes and other items 

are easily available in online shopping platforms. This is also a one of the important 

situational factor. How the alternatives are appealing is the last situational factor. With 

consideration of all online situational factors, convenience is the major factor which 

motivates and lures the consumers to purchase the product online (Ozen & Engizek, 2014). 

Convenience in traditional shopping is studied in the most of the existing literatures compare 

to online shopping. Online shopping provides benefits in terms of place and time (Gehrt et 

al., 2012). Online shoppers can save time from spending their time going to crowded malls. 

According to Li (1999), convenience is the key factor in online shopping rather than 

experience. For online consumers, convenience provides them to purchase the products by 

purchasing product in limited time thus save time (Li & Zhang, 2002). 

2.3 Online shopping Evaluation: 

In India, The online consumer market is witnessing new heights due to the various 

technology enhancements which help the online retailers to collect, store, maintain, transfer 

and analyse vast amount of data from their various visitors from their websites. This helps the 

retailers to identify the factors which affects while online consumer buying behaviour. Online 

retailers can make improvements in their offerings based on the data available on 

demographics, income dynamics and spending pattern. The studies done in this field are 

identified and discussed below. 

Barnes (2013) first identified that the reasons behind the popularity of the online shopping. 

Online shopping is popular because of the convenience (Chaing & Dholakia, 2003; Monsuwé 

et al., 2004 and Poulter, 2013). One of the key reasons most of the consumers favour online 

shopping is availability of comparison of product and their prices (Monsuwé et al., 2004; 

Palmer, 2013). According to Chaing & Dholakia (2003), almost 85% of the consumers 

compare prices of different products online, but it is not sure that after comparing the prices 
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consumer will purchase online or offline. According to Poulter (2013), long queues, 

availability of internet & allied technologies, time spent for checking out, and paying & 

waiting for deliveries are the reasons of popularity of online shopping. In online shopping, 

consumers can shop from anywhere, anytime while doing other household duties (Chaing & 

Dholakia, 2003) and they rejoiced when the parcel arrives (Eckler, 2013). According to 

Poulter (2013), more than 46% people purchase online products between 7 PM and 1 AM, 

and they also take advantage of 24 hours and 7 days a week. 

Rackspace (2013) identified that more than 55% respondents were dissatisfied with online 

shopping and started purchasing from the streets due to various payment methods. If payment 

method and transactions securities are not suitable then customers abandon their online 

shopping and go elsewhere (Adeshara, 2003). High shopping costs, delivery/shipping costs 

also lead to abandon of online shopping (Palmer, 2013). Lack of product information, 

unawareness of security features, and few payment options are also considered as stoppage of 

online shopping (Adeshara, 2013). Shim et al., (2004) identify that past online shopping 

experiences affect the present and future online shopping.  In the case of positive experience, 

consumers will purchase again, however those having bad experiences started searching for 

other options for purchase.  

2.4 Characteristics of Online Consumers: 

According to Palumbo & Herbig (1998), 20th century online consumer is young, techno 

savvy, professional, higher levels of income and higher education. These consumers value 

time more compare to money, which makes them time constraints because they are working 

population, dual income or single parent households. For online marketers these types of 

consumers are the most preferable compare to others (Burke, 1997). Consumer characteristics 

related to personality variables and demographics are important criteria which are under 

study in majority of the research by various researchers among the world (Kwak et al., 2002). 

Purchasing power and income have influence the consumers to shift from traditional 

companies to online shops (Co – mor, 2000, Hernandez et al., 2011). Intensity and internet 

usage also affect online shopping. Those consumers who are educated, skills, high internet 

usage, equipped with technical skills and perceptions towards web environment have higher 

intensities of online shopping and are good candidates for online marketers Sisk, 2000; 

Hoffman and Novak, 1996; Liao and Cheung, 2001). Those who are online and surfing 
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longer time on internet from various locations are considered as the most active users 

(Emmanouilides and Hammond, 2000). According to Bellmen et al., (1999), demographics 

characteristics are not the predictor of online purchasing characteristics. Compare to this, risk 

taking capability is very good factor for online shopping. Online consumers have higher risk 

taking tendencies compare to others. Those consumers who considered privacy and security 

more are lesser purchasers from online (Kwaek et al., 2002; Miyazaki & Fernandez, 2001). 

Educated consumers are more demanding and control over purchasing process and also they 

are the decision makers from starting to completion of online purchase (Rao et al., 1998). 

2.5 Concept of consumer behaviour: 

Behaviour is the term associated with any observable and measurable activities done by the 

human beings or animals. These activities are regular, based on motives, random, sudden or 

systematic planned. All the behaviours have been motivated to achieve specific goals. All the 

behavioural activities can be observed, recorded, analysed or studied as per the requirements. 

The behaviour process includes mental, emotional as well as physical activities to identify, 

evaluate, purchase, use and disposing or products or services which can satisfy the individual 

wants, needs or desire. Consumer behaviour is just part of the actual human behaviour which 

is based on various biological, psychological and sociological factors. Biological factors like 

water, food, and sleep have direct impact on consumers, psychological factors like self-

esteem, security; status and societal approval have impact on consumers. Besides this, 

sociological factors like family, friends, peer/reference groups, culture have also significant 

effect of consumer’s decision making. Due to these biological, psychological and 

sociological factors, consumer behaviour is directly affected. Consumer behaviours are also 

motivated by impulse, advertisement or other cues. Education, learning and communication 

will also play a significant role in change of consumer behaviour.  

2.5.1 Definitions of consumer behaviour: 

Consumer behaviour literature covers wide range of the definitions given by the various 

researchers. Below are the some of the definitions available in the literature. 

Kotler & Armstrong (2004) defined consumer behaviour as “Behaviour shown by the 

individuals or households consumer while purchasing goods or services for personal 

consumption.” 
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Belch & Belch (1985) defined consumer behaviour as “the activities and processes engaged 

by various people while searching, selecting, evaluating, purchasing, using and disposing of 

products or goods to satisfy their needs, wants and desires”. 

Schiffman & Kanuk (1978) defined consumer behaviour as “the expressions, emotions and 

behaviour shown by the consumers for searching, purchasing, using and evaluating ideas, 

products or services which satisfy their needs” The term evolution refers to repurchase of the 

product after using the product.  

Solomon (1996) defined consumer behaviour as “the process carried out by individual or 

group of individual during identifying, evaluating, selecting, purchasing, using, and disposing 

of products or services which satisfy their needs or wants”. 

William L. Willkie (1986) defined consumer behaviour as “the mental and emotional process 

comprises of the activities like selecting, purchasing and using of products or services done 

by the consumers to satisfy their needs, wants and desire”. 

Hoyer, Macinnis (2008) defined consumer behaviour as “reflections of the decisions taken 

with respect to acquire, consumption and disposition of goods or services”. 

2.5.2 Importance of consumer behaviour study: 

There are numerous reasons to study and understand consumer behaviour as a separate 

discipline in marketing. The market size of consumer is vast and with the passing of days it is 

expanding. With the availability of various technology, innovative products and options, the 

consumer taste and preferences are changing. Till now, majority of the companies thought 

that advertisements and various offerings will lure the customers and this will lead to increase 

in their products sale. Now a day, the requirement of products and goods are not 

homogeneous among the various consumer markets. Consumers are showing diversified 

views, preferences and unpredictable purchases. 

The consumer behaviour is the important concept in marketing management. Study of 

consumer behaviours in different conditions helps companies and marketers to understand, 

predict and control the consumption patterns and behaviour of consumers. It also helps them 

to understand internal (individual determinants) as well as external (environmental) factors 

which forces consumer to have some specific patterns as well as behaviour. 
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Compare to earlier times consumers are well aware, informed and prepared due to availability 

of technology and information. The earlier marketing principles are no longer working in 

present conditions. People are no longer restricted to local and national media; satellite 

televisions as well as internet are providing enough information on various things.  

Due to globalization and formation of global community, socio – economic and cultural 

environment have been changed. This directly leads to the changes in consumer’s tastes and 

preferences and lifestyles.  

Consumers’ demands are constantly increasing and due to that there is requirement of 

revision of marketing communication as per the behaviour of consumers. Life cycles of 

majority of the products and services are becoming shorter and shorter and to sustain in this 

ever changing environment understanding of consumer behaviour as well as research and 

development is very important. It becomes essential to incorporate consumer voice in the 

development of product and services starting from design to marketing activities. Thus, it is 

necessary to understand consumer psyche and behaviour.  

Modern day marketing is totally customer oriented and consumer’s behaviour plays an 

important role in production policies, pricing policies, distribution policies and promotion 

policies (Joshi, Dipanti & Bhatt, Viral, 2021). As per the managerial perspective, the 

consumer behaviour tends to be “micro” and “Cognitive”. Micro emphasis on the consumer’s 

attitudes, perceptions, lifestyles and various demographic characteristics, compare to that 

cognitive focuses on thinking and thought process of consumers which influence the 

consumer decision making process. Managers also study effect of various environmental 

factors like social, reference groups, family, and cultures effect on consumer. Marketing 

managers’ ultimate goal is to design marketing strategy in such a way that it will satisfy the 

needs of the individual consumers in a socially acceptable manner. With this approach, 

individual customers information  are obtain which are related to their needs, required 

product benefits, process and characteristics based on the various consumer segments 

targeted with specific product or service offerings. 

2.6 Models of consumer behaviour: 

Consumer behaviour comprises of various interdisciplinary disciplines like Psychology, 

Sociology, Economics and Social Anthropology, etc., to acquire knowledge of consumer. 

Several consumer behaviours related theories have been formulated in each discipline and 
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help the marketers to understand the consumers. Starting from the earliest utilities theories of 

economics, consumers’ behaviour has been analysed with respect to traditional stimulus 

response view of psychology.  In stimulus response view the behaviour could be identified 

with the help of reward, punishment, cues and drives. With the passages of time, motivation, 

values and attitudes were also become part of study to explain consumer behaviour. Veblen 

(1919) developed social theories to understand the consumer behaviour with respect to 

sociological terms. In the late 1950’s information on consumer behaviour developed from 

various mathematical models emerged from psychology, the stochastic learning models, and 

cognitive flow chart models and with the help of computer stimulation approaches. The 

various models of consumer behaviour are discussed as below: 

2.6.1 Sigmund Freud’ Psycho – Analytic Model (1980’s): 

Sigmund Freud pioneered in the analysis of various personality complexities and individual 

responsibility differences with the help of the observation. The model provides useful tips to 

marketers for designing a product message as per the suitability of psychological needs of the 

consumers. Freud developed the model with initial assumption that the child enters in the 

world with instinctive needs which he can’t gratify apart from others and systematically 

introduce social influence through the constraints that society exerts on human tendencies. 

The theory further assumes that in influence of their desire they try to reduce the 

psychological drives and cues. Freud suggested that the personality comprises of three logical 

constructs; the id, the ego and the super ego. The super ego comprises of various values that 

controls the ethical and moral activities and considerations. Ego mediates in between 

unrestrained needs of id and social constraints of super ego. Compare to these, behaviour is a 

mixture of interaction of the id, the ego and super ego. Sex or libido is the most important 

instincts that drive unconscious and devious fashion. The alleged finding that women bake 

cakes to satisfy an unconscious desire to give birth, no doubt, has its genesis in the libido. 

The marketing implication of this model is that most of the buyers are motivated by symbolic 

and economic functional product concerns. With consideration to these, motivation research 

provides meaningful insights in advertising and packaging world. Buyer’s private hopes, 

dreams and fears were aimed to create the stimulating purchases. With the help of this model, 

marketers identify hidden opportunities by analysing psychological dimensions of buyer. 
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2.6.2 Economic Model: 

In this model, consumers follow the principle of maximum utility based on the law of 

diminishing marginal utility. Economic man model is based on the following effects − 

 Price Effect − Lower the price of the product more will be the quantity purchase. 

 Substitution Effect − Lower the price of the substitute product; lower will be the 

utility of the original product purchase. 

 Income Effect − When more income is earned, or more money is available, quantity 

purchased will be more. The economic theory of buyer’s decision-making was based 

on the following assumptions − 

As consumer resources are limited, he would allocate the available money which will 

maximize the satisfaction of his needs & wants. 

Consumers have complete knowledge about the utility of each product and service, i.e., they 

are capable of completing the accurate satisfaction that each item is likely to produce. 

As more units of the same item are purchase the marginal utility or satisfaction provided by 

the next unit of the item will keep on decreasing, according to the law of diminishing 

marginal utility. 

Price is used as a measure of sacrifice in obtaining the goods or services. The overall 

objective of the buyer is to maximize his satisfaction out of the act of purchase. 

2.6.3 Learning Model: 

This model suggests that human behaviour is based on some core concepts − the drives, 

stimuli, cues, responses and reinforcements which determine the human needs and wants 

and needs satisfying behaviour. 

 Drive: A strong internal stimulus which compels action. 

 Stimuli: These are inputs which are capable of arousing drives or motives. 

 Cues: It is a sign or signal which acts as a stimulus to a particular drive. 
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 Response: The way or mode in which an individual reacts to the stimuli. 

If the response to a given stimulus is “rewarding”, it reinforces the possibility of similar 

response when faced with the same stimulus or cues. Applied to marketing if an 

informational cue like advertising, the buyer purchases a product (response); the favourable 

experience with the product increases the probability that the response would be repeated the 

next time the need stimulus arises (reinforcement). 

2.6.4 The Psychoanalytic Model: 

The model suggests that human needs operate at various levels of consciousness. His 

motivation which is in these different levels, are not clear to the casual observer. They can 

only be analysed by vital and specialized searching. 

2.6.5 Sociological Model: 

This is concerned with the society. A consumer is an element of the society and he may be a 

member of many groups and institutions in a society. His buying behaviour is influenced by 

these groups. Primary groups of family friend’s relatives and close associates extract a lot of 

influence on his buying. A consumer may be a member of a political party where his dress 

norms are different from different member. As a member of an elite organization, his dress 

needs may be different, thus he has to buy things that confirm to his lifestyle in different 

groups. 

2.6.6 Marshallian Model: 

This model is based on the assumption that consumers have complete knowledge of their 

wants and of all available means to satisfy them. This model is based on the law of 

diminishing marginal utility. This model states that expenditures vary directly with income 

(price effect); lesser the price of the substitute product, lesser will be the utility of the product 

first bought (substitution effect); and more quantity will be purchased when a person’s 

income is increased (income effect). 

The main criticism of this model is that it assumes the homogeneity of the market and 

similarity of buyer behaviour. It ignores the aspects such as motivation, perception, learning, 

attitude and socio cultural factors. 
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2.6.7 Pavlovian Model: 

This model is named after the Russian physiologist Ivan Pavlov. In his experiments, Pavlov 

sounded a bell and then immediately applied a meat paste to the dogs’ tongues, which caused 

them to salivate. 

The dogs associated the bell sound (the conditioned stimulus) with the meat paste (the 

unconditioned stimulus) and, after a number of pairings, gave the same unconditioned 

response (salivation) to the bell alone as they did to the meat paste. 

In a consumer behaviour context, an unconditional stimulus might consist of a well- known 

brand symbol (such as – the Microsoft windows software programme) which implies 

technological superiority and trouble-free operation (the unconditional response). 

2.6.8 Kurt Lewin’s The Gestalt Model (1900’s): 

“Gestalt” is the German word which means unified whole or configuration.  

According to Kurt Lewin, man lives in a complex psychological field which is influenced by 

internal and external factors. The behaviour is mostly motivated by requirement of a stable 

environment which reduces tensions, subsidized conflicts, and makes sense or helps to reach 

his goal. The main concept of Gestalt model is with combination you can handle better than 

the individuals. 

2.6.9 Nicosia Model: 

Nicosia model is a structural model of the purchase decision making by an individual 

consumer or a whole family. It identifies the relationship between company and the 

consumer.  Fransesco Nicosia used computer flow charts comprises of four basic parts (also 

called as fields) to identify the behaviour.  
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Figure 9: Nicosia Model 

 

The Nicosia model of consumer behaviour is divided into four major fields: 

1. Field 1: The firm’s attributes and the consumer’s attributes: The first field is 

divided into two subfields. The first subfield deals with the firm’s marketing 

environment and communication efforts that affect consumer attitudes, the 

competitive environment, and characteristics of target market. Subfield two specifies 

the consumer characteristics e.g., experience, personality, and how he perceives the 

promotional idea toward the product in this stage the consumer forms his attitude 

toward the firm’s product based on his interpretation of the message. 

2. Field 2: Search and evaluation: The consumer will start to search for other firm’s 

brand and evaluate the firm’s brand in comparison with alternate brands. In this case 

the firm motivates the consumer to purchase its brands. 

3. Field 3: The act of the purchase: The result of motivation will arise by convincing 

the consumer to purchase the firm products from a specific retailer. 

4. Field 4: Feedback of sales results: This model analyses the feedback of both the 

firm and the consumer after purchasing the product. The firm will benefit from its 
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sales data as a feedback, and the consumer will use his experience with the product 

affects the individuals’ attitude and predisposition’s concerning future messages from 

the firm. 

With this model Nicosia was able to represent consumer’s behaviour when receivers of a 

message and has agents in the buying process generated by that flow of information from a 

company. 

The Nicosia model of consumer behaviour offers no detail explanation of the internal factors, 

which may affect the personality of the consumer, and how the consumer develops his 

attitude toward the product. For example, the consumer may find the firm’s message very 

interesting, but virtually he cannot buy the firm’s brand because it contains something 

prohibited according to his beliefs. Apparently it is very essential to include such factors in 

the model, which give more interpretation about the attributes affecting the decision process. 

2.6.10 Leon Festinger’s Cognitive Theory (1957): 

The Cognitive theory or theory of cognitive dissonance is very important theory to 

understand the human behaviour as well as buyer behaviour. This theory basically deals with 

the brand loyalty and brand patronage. 

Theory of cognitive dissonance is proposed by Leon Festinger which states that a strong 

motive which maintains cognitive consistency and cognitive consistency can provide 

irrational behaviour.  

According to Leon Festinger: 

1. The existence of dissonance is psychologically uncomfortable and will lead the 

person to reduce dissonance and achieve consonance/balance. 

2. Whenever dissonance exists, person will try to avoid situations and information 

besides trying to reduce it. 

Many studies have been focused on the implication of above process on purchase and post 

purchase of individuals. Whenever any persons tires to make equilibrium in their personal 

beliefs, products, activities, events and reduce tension in order to maintain their balance to 

have peaceful life. A dissonance may result if after purchasing the product, the product is not 

up to the mark, reviews are not good or product is expensive one. After sales or post purchase 
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decision is an important function of the decision made and a future directive for the not 

selected alternatives.  

With consideration to daily marketing scenarios, the theory interprets the consumer buying 

behaviour very broadly. The buyer will try to collection information to support his choices, 

and avoiding source of information which reduce his buying confidence. The buyer will 

collect alternative product information, sources for supporting their choices. Thus most of the 

time, buyers will collect the information which supports their choices, and reject the 

unpleasant or distorting information which does not support their choices. The other studies 

based on this theory also suggest that to reduce dissonance, heavy amount of advertising is 

done by the companies. Most of the companies take care in product package, advertising, 

word of mouth publicity, and after sales service to reduce dissonance and increase 

reassurance in buying behaviour.  

2.6.11 Howard – Sheth Model (1963): 

John Howard and Jagadish Sheth introduced Howard and Sheth model first in 1963 for 

measurement of buyer behaviour. They identified the difference between problem solving 

behaviour and automatic response behaviour. The extension of this model is provided by 

Howard and Sheth in 1969 as the Theory of Buyer Behaviour. The model is the revision of all 

the approaches to develop a theory of consumer decision making.  

The Howard Sheth Model is an approach for analysing the combined impact of the social, 

psychological and marketing factors on the buying behaviour or preference of the consumers 

and the industrial buyers into a logical order of information processing. The model has 

described the three significant stages of the buyer’s decision-making or selection of a 

particular brand.  
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Figure 10: Howard –Sheth Model 

 

Let us now discuss each of these in details below: 
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Extensive Problem Solving: 

This is the initial stage of decision-making, where the buyer is new to the market. He/she has 

no or little information about the brands and has no preference for a particular product or 

service. Thus, a consumer is an information seeker at this level, who checks out different 

brands available in the market, before making a buying decision. 

Limited Problem Solving: 

At this level, the buyer has inadequate or incomplete information about the product, market 

or the brands operating in it. Sometimes the buyer is confused among the various alternatives. 

Therefore, to make a buying decision, he/she look for a comparative study of the different 

brands and the products available in the market. 

Routinized Response Behaviour: 

The habitual response behaviour stage is where the buyer is entirely aware of the products 

offered by different brands and the features, pros and cons of each product. He/she is capable 

of evaluating and comparing the multiple options available in the market. Here, the buyer 

decides in advance, which product is to be purchased.  

Beginning with the stage of extensive problem solving, the buyer slowly converts into a 

regular customer of the organization, at the Routinized response behaviour level. This buyer 

decision making functions on four essential elements (or pillars) of the model. These 

variables are elaborated below: 

Input Variables: 

The stimulus inputs refer to the idea or information clue about the brand and its product in 

terms of product quality, distinctiveness, price, service offered and availability. These can be 

further classified as follows: 

1. Significant Stimuli: The significant stimuli are the physical traits of the product and 

the brand. It includes the product’s price, quality, availability, distinctive 

characteristics and service. 
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2. Symbolic Stimuli: The marketing strategies like advertisements and publicity create a 

psychological impact on the buyer’s perception of a product’s rhetorical and visible 

features. 

3. Social Stimuli: The social stimuli comprises of the various environmental factors 

which are considered as a source of information for the buyers. It includes family, 

social class and reference groups. 

Hypothetical Constructs: 

The hypothetical constructs depict the central part of the model. It includes all those 

psychological variables which play a vital role in the buyer’s decision-making process. 

It can be further bifurcated into the following two categories: 

Perceptual Constructs: 

These components define the consumer’s procurement and perception of the information 

provided at the input stage. 

It is an essential element since it drives the buyer’s brand selection and purchases, which 

includes: 

 Sensitivity to Information: The buyer’s level of understanding or openness towards 

the information received by him/her. 

 Perceptual Bias: On the grounds of individual perception of each brand, the buyer is 

partial towards a particular brand. 

 Search for Information: The buyer also seeks for more information to ensure the 

right decision-making. 

Learning Constructs: 

The learning constructs define the buyer’s knowledge, opinion, attitude and end decision on 

product or brand selection. 

Following are the various learning constructs of a buyer: 
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 Motive: The specific goal or purpose for which the product purchase is carried out. 

 Choice Criteria: The set of principles or benchmarks defined for product selection. 

 Brand Comprehension: The information about the product or brand pertained by the 

buyer. 

 Attitude: The buyer’s perspective and willingness to purchase a product of a 

particular brand defines his/her attitude. 

 Confidence: The trust or faith of the buyer in a specific brand and its products builds 

his/her confidence. 

 Intention: The buyer’s purchase motive, preference criteria, brand comprehension, 

consumer attitude and confidence, results in the selection of a particular brand. 

 Satisfaction: After-purchase, the buyer evaluates his/her level of contentment, to find 

out whether the product has fulfilled the expectations or not. 

Output Variables: 

The output or as we say, the result of the buyer’s decision-making can be seen in the form of 

his/her response towards the input variables. 

It consists of five major components which are arranged systematically below: 

1. Attention: The buyer’s level of concentration and alertness with which he/she 

understands the information provided, is termed as attention. 

2. Brand Comprehension: The awareness of the buyer regarding a particular brand and 

its products is known as brand comprehension. 

3. Attitude: The buyer’s evaluation of a brand in terms of individual likes and dislikes, 

determines his/her behaviour, interest and awareness towards it. 

4. Intention: The aim or objective of the buyer for purchasing a product can be seen as 

the buying intention. 

5. Purchase Behaviour: All the above elements result in the actual purchase of a 

product by the buyer. 

Exogenous Variable: 

There are certain other external factors which influence the buying behaviour of an individual 

or a firm by hampering the product purchase of a preferred brand. 
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The exogenous variables are the environmental forces or components of this model. These 

are as follows: 

1. Importance of Purchase: If the buyer perceives the product to be less crucial, 

involving a low cost, then there is a little brand preference. 

2. Personality Variables: Personal traits like ego, self-esteem, anxiety, dominance, 

authoritarian, etc. influences a buyer’s decision-making while purchasing a product. 

3. Social Class: A buyer’s social group, including the family, friends and other reference 

groups impact the selection or rejection of a particular brand. 

4. Culture: The buyer’s values, beliefs and ideas frame his/her purchase motive and 

inhibitors. 

5. Organization: The buyer’s interaction with the social groups defines their authority, 

status and power. The hypothetical constructs of a buyer are affected by such formal 

or informal communications. 

6. Time Pressure: The buyer, at times, is under the pressure of taking a timely decision, 

which makes him/her look for alternatives if the product of the preferred brand is 

unavailable at the moment. 

7. Financial Status: The buyer’s inability to purchase a product or unaffordability 

restricts him/her from buying it. 

2.6.12 Bettman's Information Processing Model of Consumer Choice (1979):  

Bettman, in the 1970s introduced a consumer behaviour model that bases itself on the 

information processing that takes place within a consumer. According to him, the consumer 

is central to a host of information processing activities. He receives a large amount of 

information externally from the marketer, competitors and the environment. He also has a 

large store of information within him as a database that he builds over time from his learning, 

experiences, social influences etc. With a huge amount of information that he is exposed to, 

the processing becomes difficult and unmanageable. According to him, consumers’ possess a 

limited capacity for processing information. Thus Bettman concluded that consumers use 

certain simplifying strategies to process information. Within such decision strategies 

(heuristics), the consumer does not necessarily process all the information together; he could 

use simple decision rules for specific situations.  
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Figure 11: The Bettman Information-Processing Model of Consumer Choice 

 

Source: Bettman, J.R., An Information Processing Theory of Consumer Choice, Redaing, 

Mass: Addison-Wesley, 1979, 17. In Schifman, L.G. and Kanuk, L.L., Consumer Behavior, 

3rd Edition, Prentice Hall 

The consumer information process is depicted through several flowcharts, which depict the 

various components of the model and the interrelationships between them. The main 

components of the model are processing capacity, motivation, attention, information 

acquisition and evaluation, decision process, consumption and learning processes. 

1. Processing capacity: 

Bettman assumes that while the information processing capacity varies across people, 

it is limited for each one of us. Every person has a limited capacity to process 

information; thus, consumers are not interested in extensive information processing, 
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and select strategies that make product selection an easy process. They try to bypass 

their limits by being selective towards information receptivity, ignoring certain 

information that they consider irrelevant or in comprehendible, prioritizing 

information that is required and is in use etc. The marketer needs to understand the 

information processing capacities of individual consumers while delivering marketing 

information; this would provide invaluable insights to marketers for design of their 

marketing communication strategies.  

2. Motivation:  

The decision making choice process within a consumer is provided strength, intensity 

and direction through motivation. There exists a hierarchy of goals’ mechanism that 

provides different sub-goals to simplify the choice selection. Depending upon the goal 

hierarchy (priority of goals), this component acts as the powerful and imposing 

component that controls directly not only the subsequent processes of attention, 

information acquisition and evaluation, decision processes and the consumption and 

learning processes, but also controls indirectly the various sub processes in the model 

via the main process components. The continuation and suspension of various sub-

processes and their interrelationship with the main processes are all impacted by 

motivation. This component also converts the non-action or passive inputs in the 

consumers into action outputs or active behaviour.  

3. Attention and Perceptual Encoding:  

According to Bettman, attention could be voluntary as well as involuntary in nature. 

When a consumer actively consciously seeks attention to achieve his goals, it is 

referred to as a voluntary attention. It is the conscious allocation of processing 

capacity to current goals. Non-voluntary or involuntary attention is the short term 

attention that he provides before deciding whether he should process the information 

that he has been exposed to and as to whether he should provide a voluntary attention. 

It is an automatic response to disruptive events. Non-voluntary attention could also 

occur when the consumer is exposed to conflicting information about the product and 

needs to resolve between this conflicting information. 



 

 Page 65 
 

Perceptual encoding occurs when the person integrates the information that he has 

processes into his already existing perceptual network or database. Based on 

perceptual encoding and the database, the consumer decides on the need and the 

quantum of marketing information that he needs to process. 

This leads to the scanner and interrupt mechanisms and the resultant responses. The 

scanner and interrupt mechanisms act like on and off switches for a consumer. When 

the consumer realizes that he does not have adequate and appropriate information in 

his database (memory), he searches for information; he gives attention to and 

becomes receptive to information. On the other hand, if he feels that he has sufficient 

information, the information search process gets interrupted. 

4. Information acquisition and evaluation:  

The consumer decides on the kind of information as well as the quantum of 

information required for the choice decision. Based on heuristics, he assesses the 

importance and availability of information. If he has the necessary information in a 

sufficient quantum in his memory, he goes ahead with the next stage. Memory is the 

source for the internal search for information. If he feels that the information that he 

has in his memory is insufficient, when it is found to be insufficient, he acquires more 

information through external search. At this stage too, the consumer again 

experiences the switch on and off modes through scanner and interrupt mechanisms. 

When the consumer realizes that he has adequate and appropriate information in his 

database (memory), he does not search for more information and the information 

search process gets interrupted; else he does search for more information. After 

acquiring information, the consumer evaluates the information for utility and 

sufficiency, and then moves on to make decision choices. 

5. Decision Process:  

After information search and evaluation, the consumer takes a decision; the final 

decision of the brand is based not only on the acquired and evaluated information, but 

also his personal characteristics, demographics, psychographics (motivation, learning 

and experiences, attitude, personality, perception, etc), social influences and 
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situational factors. This stage is also affected by the scanner and interrupts 

mechanisms. If the purchase is a routine purchase, the decision making is faster and 

often repeat; in other cases, it may take time. 

6. Consumption and learning processes:  

After the consumer buys decides on a choice, he purchases the brand. The experience 

that he gains through the decision making and the consumption of the product in 

terms of satisfaction/dissatisfaction gets stored in his memory. This learning affects 

subsequent decision making for similar product categories, and affects the future 

heuristics for consumer decision making. It provides the consumer with information 

to be applied to similar choice situation in future. This stage is also affected by the 

scanner and interrupts mechanisms. 

2.6.13 Engel, Blackwell and Kollat’s Model (Engel-Blackwell-Miniard Model of 

Consumer Behaviour): 

The Engel, Kollat and Blackwell Model, also referred to as the EKB model was proposed to 

organize and describe the growing body of knowledge/research concerning consumer 

behaviour. A comprehensive model, it shows the various components of consumer decision 

making and the relationships/interactions among them. The model went through many 

revisions and modifications, with attempts to elaborate upon the interrelationship between the 

various components and sub-components; and, finally another model was proposed in the 

1990s which came to be known as the Engel, Blackwell and Miniard Model (EBM). 

The model consists of five parts, viz. information input, information processing, decision 

process stage, decision process variables, and external influences. 

1. Information input: 

The information input includes all kinds of stimuli that a consumer is exposed to and 

triggers a kind of behaviour. The consumer is exposed to a large number of stimuli 

both marketing (advertising, publicity, personal selling, demonstrations, store display, 

point of purchase stimuli) as well as non-marketing sources (family, friends, peers); 
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thus the various stimuli compete for consumer’s attention. These stimuli provide 

information to the consumer and trigger off the decision making process.  

Figure 12: Engel-Kollat-Blackwell (Engel-Blackwell-Miniard) Model of 

consumer Behavior 

 

Source: Engel, J.F., Blackwell,R.D., and Miniard, P.W., Consumer behavior, 5th 

Edition, CBS College Publishing. In Schifman, L.G. and Kanuk, L.L., Consumer 

Behavior, 3rd Edition, Prentice Hall 

2. Information processing:  

Stimuli received in the first stage provide information; the information is processed 

into meaningful information. The stage comprises consumer’s exposure, attention, 

perception/comprehension, acceptance, and retention of information. The consumer is 

exposed to stimuli (and the accompanying information); attention determines which 
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of the stimuli he will focus upon; thereafter he would interpret and comprehend it, 

accepts it in his short term memory and retains it by transferring the input to long-

term memory. 

3. Decision-process stage:  

At any time during the information processing, the consumer could enter into this 

stage. The model focuses on the five basic decision process stages, viz., problem 

recognition, search, alternative evaluation, choice, and outcomes (post-purchase 

evaluation and behaviour).  

There is problem recognition; this is followed by a search for information, which may 

be internal based on memory. The search of information is also impacted by 

environmental influences. Thereafter, the consumer evaluates the various alternatives; 

while evaluation, belief lead to the formation of attitudes, which in turn affect the 

purchase intention. The next stage is the choice and purchase, which gets impacted by 

individual differences. Finally there is an outcome, in the form of satisfaction and 

dissatisfaction. This outcome acts as a feedback on the input and impacts the cycle 

again. Environmental influences, individual differences and social influences, directly 

and indirectly influence each of the stages of the decision process.  

However, EKB proposed that it is not necessary for every consumer to go through all 

the five stages; it would depend on whether the problem is an extensive or a routine 

problem-solving behaviour. 

4. Decision process variables:  

The model proposes individual influences that affect the various stages of the decision 

making process. Individual characteristics include constructs like demographics, 

motives, beliefs, attitude, personality, values, lifestyle, normative compliance, etc. 

5. External influences: 

The model also proposes certain environmental and situational influences that affect 

the decision making process. The environmental influences include “Circles of Social 
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Influence,” like culture, sub-culture, social class, reference groups, family and other 

normative influences; situational influences include consumer’s financial condition. 

2.6.14 Thorsten Veblenian Socio - Psychological Model: 

Veblenian Socio – Psychological model discusses behavioural aspects of economic and 

personality variables. The main theme of the model is that a person’s behaviour and attitudes 

are influenced by social influences and that mould their individual behaviour. Thorsten 

Veblen views a person as a social animal who confined by various forms and norms of 

culture and standards of the sub cultures. A person’s needs, wants, and behaviour are 

moulded by his present group and the future group he/she wants to be part of. Thus a person’s 

attitudes and behaviour are mostly influenced by groups & levels of society, culture, sub - 

cultures, division of social classes, reference groups and family. Most of the companies and 

researchers are trying to identify the effect of these social levels on the influence of demand 

of the product. 

1. Reference Group: 

The reference group is identified by an individual according to his/her resemble with 

himself and whose standards are matching with their behaviour. The reference groups 

are formed various groups like family, friends, religious institutions, civic groups and 

professional organisations. Some reference groups have no membership fees, still the 

people want to be part of it and identify him. Many young boys identify with cricket 

players, film actors and others. Similarly, many young girls identify with film 

actresses, or other successful women. They watched the activities of these popular 

people and try to imitate the same in their daily routine life. These groups are 

considered as reference group to identify the comparison between a person and group. 

Consumers may change their behaviour according to the various actions and 

behaviours happening in to group and according to these they will decide their actions 

and beliefs. Because of these reasons, most of the companies are using cricketers or 

film starts to market their products.  
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2. Culture: 

The beliefs developed with the help of experience, values, attitudes, habits and 

behaviour of society is considered as culture. These beliefs are transferred from 

generation to generation within that society. Culture is maintained by society’s norms 

moves which formed according to socialization. These processes help the groups to 

what to wear, eat, and buy. Consumers are highly influenced by the culture they are 

part of. 

3. Sub – Culture: 

Sub – culture is a culture exists within a main culture. The members of sub culture try 

to make their beliefs based on overall society and these beliefs are totally different 

from the main culture which apart them from others. A understanding of sub culture is 

important for the marketing managers and companies because the members of each 

sub culture have their own purchase behaviour & patterns. 

4. Social Class: 

One important social group is social class. As per the values in the society, members 

are considered into the groups of social class. The members of social class have 

common values, thinking, speaking and behaving. Their influence on individual is 

such a way that even an individual does not realize it. Social class has a particular 

behaviour which helps them to fits into society and it also affects the influence of 

consumer behaviour. Based on the characteristics of social class, marketers make their 

strategies. 

5. Family: 

The family directly affects personality, character and behaviour of an individual. 

Family is the first and foremost a primary group which has daily face to face 

interaction and helps an individual consumer to decide his/her point of view. It is 

totally different from the various reference groups and associated with the satisfaction 

of family members based on the available family financial resources. Family’s goals 
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directly affect an individual’s personality, attitudes, and values and help the individual 

to make proper decision process in purchase. 

The above models help to understand the consumer behaviour and provide us a framework 

within certain consumer behaviour aspects to be studied. The previous models focuses on 

economic, psychological and social models of consumer behaviour helps to form consumer 

behaviour. 

2.7 Theory of Planned Behaviour: 

The Theory of Planned Behavior (TPB) started as the Theory of Reasoned Action in 1980 to 

predict an individual's intention to engage in a behavior at a specific time and place. The 

theory was intended to explain all behaviors over which people have the ability to exert self-

control. The key component to this model is behavioral intent; behavioral intentions are 

influenced by the attitude about the likelihood that the behavior will have the expected 

outcome and the subjective evaluation of the risks and benefits of that outcome.   

Figure 13: Theory of Planned Behaviour Model 

 

The TPB has been used successfully to predict and explain a wide range of health behaviours 

and intentions including smoking, drinking, health services utilization, breastfeeding, and 
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substance use, among others. The TPB states that behavioural achievement depends on both 

motivation (intention) and ability (behavioural control). It distinguishes between three types 

of beliefs - behavioural, normative, and control. The TPB is comprised of six constructs that 

collectively represent a person's actual control over the behaviour. 

1. Attitudes - This refers to the degree to which a person has a favourable or 

unfavourable evaluation of the behaviour of interest. It entails a consideration of the 

outcomes of performing the behaviour. 

2. Behavioural intention - This refers to the motivational factors that influence a given 

behaviour where the stronger the intention to perform the behaviour, the more likely 

the behaviour will be performed. 

3. Subjective norms - This refers to the belief about whether most people approve or 

disapprove of the behaviour. It relates to a person's beliefs about whether peers and 

people of importance to the person think he or she should engage in the behaviour.   

4. Social norms - This refers to the customary codes of behaviour in a group or people or 

larger cultural context. Social norms are considered normative, or standard, in a group 

of people. 

5. Perceived power - This refers to the perceived presence of factors that may facilitate 

or impede performance of behaviour. Perceived power contributes to a person's 

perceived behavioural control over each of those factors. 

6. Perceived behavioural control - This refers to a person's perception of the ease or 

difficulty of performing the behaviour of interest. Perceived behavioural control 

varies across situations and actions, which results in a person having varying 

perceptions of behavioural control depending on the situation. This construct of the 

theory was added later, and created the shift from the Theory of Reasoned Action to 

the Theory of Planned Behaviour. 

2.8 Technology Acceptance Model: 

Based on the theory of reasoned action, Davis (1986) developed the Technology Acceptance 

Model which deals more specifically with the prediction of the acceptability of an 

information system. The purpose of this model is to predict the acceptability of a tool and to 

identify the modifications which must be brought to the system in order to make it acceptable 
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to users. This model suggests that the acceptability of an information system is determined by 

two main factors: perceived usefulness and perceived ease of use. 

Figure 14: Technology Acceptance Model 

 

According to Davis (1986) perceived ease of use also influences in a significant way the 

attitude of an individual through two main mechanisms: self-efficacy and 

instrumentality. Self efficacy is a concept developed by Bandura (1982) which explains that 

the more a system is easy to use, the greater should be the user’s sense of efficacy. Moreover, 

a tool that is easy to use will make the user feel that he has a control over what he is doing 

(Lepper, 1985). Efficacy is one of the main factors underlying intrinsic motivation (Bandura, 

1982; Chen et al., 2002; Lepper, 1985, Liao et al., 2013) and it is what illustrates here the 

direct link between perceived ease of use and attitude. Perceived ease of use can also 

contribute in an instrumental way in improving a person’s performance. Due to the fact that 

the user will have to deploy less effort with a tool that is easy to use, he will be able to spare 

efforts to accomplish other tasks (Davis, 1986). 

It is however interesting to note that the research presented by Davis (1989) to validate his 

model, demonstrates that the link between the intention to use an information system and 

perceived usefulness is stronger than perceived ease of use. According to this model, we can 

therefore expect that the factor which influences the most a user is the perceived usefulness 

of a tool. 
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Figure 15: Adding contextual specificity to the Technology Acceptance Model from 

McFarland & Hamilton (2006) 

 

Although the initial TAM model was empirically validated, it explained only a fraction of the 

variance of the outcome variable, IT usage (from 4% to 45%, according to McFarland and 

Hamilton, 2006). Therefore, many authors have refined the initial model, trying to find the 

latent factors underlying perceived ease of use and perceived usefulness (Davis, 1989). In 

TAM2, Venkatesh & Davis (2000) showed that social influence processes (subjective norm, 

voluntarily, image) and cognitive instrumental processes (job relevance, output quality, and 

result demonstrability) affected perceived usefulness and intention to use. A notable 

refinement of the TAM model is proposed by (Mc Farland and Hamilton, 2006). Their model 

assumes that 6 contextual variables (prior experience, other's use, computer anxiety, system 

quality, task structure, and organizational support) affect the dependant variable system usage 

through 3 mediating variables (computer efficacy, perceived ease of use and perceived 

usefulness). The model also postulates direct relations between the external variables and 

system usage (see Figure) and not only mediation through perceived ease of use and 

perceived usefulness. 

The results comforted the research model, showing that "system usage was directly and 

significantly affected by task structure, prior experience, other's use, organizational support, 
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anxiety, and system quality." Mediation effects were also shown as predicted. Thus however, 

for some relations, the effect went in the opposite direction from expected, like other's use 

lowering computer efficacy or high quality systems linked to low frequency of use. 

In sum, the initial model or its extension does not completely accounts for the observed 

variance in system usage. However, the models all agree that computer efficacy affects 

perceived ease of use, which in turns is strongly related to perceived usefulness. 

A meta-analysis conducted by Scherer, Siddiq & Tondeur (2019) showed that a TAM model 

remains a good choice for explaining teachers’ adoption of digital technology in education. 

Below is the summary of measure consumer behaviour models which can be used to identify 

behaviour of online consumers. 

2.9 Summary of major theories and models of technology adoption: 

Below Table describes systematic and chronological order of the major theories and models 

of technology adoption. 

Table 12: Summary of major theories & models of technology adoption 

Year Theory/Model Developed By Constructs/ Determinants of adoption 

1960 
Diffusion of 

innovation theory Everett Roger 
The innovation of communication 

channels, time Innovation 

1975 
Theory of Reasoned 

Action 
Ajzen and 
Fishbein 

Behavioral intention, Attitude (A), and 
Subjective Norm 

 
1985 

Theory of Planned 
Behaviour 

 
Ajzen 

Behavioral intention, Attitude (A), and 
Subjective Norm, Perceived Behavioral 

Control 

1986 
Social Cognitive 

Theory Bandura Affect, anxiety 

 
1991 

The Model of PC 
Utilization 

Thompson et 
al 

Job-fit, Complexity, Long-term 
consequences, Affect Towards Use, Social 

Factors, Facilitating Conditions 

 

2000 

 
The Motivation 

Model 

 

Davis et al 

Extrinsic motivation ( such as perceived 
usefulness, perceived ease of use, and 

subjective norm) and intrinsic motivation 
(such as perceptions of pleasure and 

satisfaction) 
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2002 

 
Extended 

TAM2 model 

 
Venkatesh 
and Davis 

Social influence processes (subjective norm, 
voluntariness and image) and cognitive 

instrumental processes (job relevance, output 
quality, result demonstrability and perceived 

ease of use) 

2003 

Unified Theory of 
Acceptance and Use 

of Technology 
(UTAUT) 

Venkatesh et al 
Performance expectancy, effort expectancy, 
social influence and facilitating conditions 

2009 

Model of 
Acceptance with 

Peer Support 
(MAPS) 

Sykes et al 

Behavioral intention, System use, 
Facilitating conditions, Network density, 

Network centrality, Valued network 
centrality, Valued network density 

 

2.10 Online Consumer behaviour: 

It is very important for the organizations as well as various marketers to understand 

consumers and their consumption process. It leads them to number of benefits and also helps 

the decision makers to make right choices of strategies as well as decisions. It also helps 

marketers to analyse consumers, and help an average consumer in making better purchase 

decisions (Mowen & Minor, 1998). 

With the advancement of Internet, technology, and digitalisation, there is totally shifted in the 

consumer behaviour. Marketers have to cope up with this consumer behaviour and they have 

to continuously enhance the value of their digital marketing offerings. Customers have shown 

diversified views on their online purchases, thus it is important for electronic commerce to 

identify who are the actual customers and who will be their potential customers (Turban et al. 

1999). In online shopping the main themes and attraction are customer centric (Currie, 1999). 

Web sites are mainly used to identify customer research (Berthon et al., 1996; Novak, 1996). 

Internet becomes a new tool for research by providing tools like online surveys, bulletin 

boards and web visitor tracking (Quelch & Klein, 1996). 

The World Wide Web (WWW) is a strategic information technology with the established 

rules companies can interact with their customers (Rayport & Sviokla, 1995). It also provides 

new ways to online retailers for applying new skills, resources to communicate with their 

customers (Field, 1996). Online retailers can easily identify active involvement of consumer 

in the various phases of decision making and accordingly they can design new products and 
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various marketing strategies (Stil & Zimerman, 1996). Most of the researches are focused on 

online marketers rather than consumers; opinion (Berthon, 1996). 

Web site factors are an important tool for interacting with customers (Palmer & Grifith, 

1998). Innovative business professionals’ offers unique way of shopping experience to 

various customers with the use of internet (Wang, 1998). Internet helps to understand 

consumers, collects information and identifies the consumer behaviour with the help of 

various technological systems. This type of collected information has potential to help the 

consumer by providing personalized buying process (Vrechopoulos et al. 1999). 

Figure 16: Consumer — Retailer Interaction Shift towards Virtual Retailing 

 

As seen in the above figure, actually it is consumer rather than online retailers, who decides 

whom to interact with, what to interact and whether to interact of not (Field. 1996). This 

identifies role of consumer within an online shopping environment and helps to understand 

various research questions and application areas with respect to consumer - online retailer 

interaction. The new business conditions provide opportunities to various researchers to 

establish new production frameworks as well as guidelines related to online markets. Online 

retailers should acquire good understanding of consumer behaviour in within their 

environment and also try to understand their habits and preferences, in order to provide new 

products or services which can satisfy their needs. Due to the technological knowledge and 

capacities, online retailers understand the consumers better and accordingly they can offer 

personalized services through tailor made shopping interfaces to understand the business 
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potential of online shopping (Hoffman et al. 1996, GVU 1998, Gupta 1995, Jarvenpaa and 

Todd 1997, Elliot and Fowell 2000, etc). 

All the available traditional consumer buying process models have been affected by the new 

virtual environment. According to the traditional five - stages model of consumer buying 

behaviour, consumers’ progress through the rational stages of problem/need recognition, 

information search, and evaluation of alternatives, purchase decision and post-purchase 

behavior (Bettman 1979, Engel et al. 1996, Howard 1989, Lilien et al. 1992). This model 

may be strongly influenced/transformed by the peculiarities and characteristics of the new 

"electronic" business environment. Factor like online availability, convenience, depth and 

different information available on internet can change the consumer process of searching 

information and in evaluating various alternatives. They now can search and compare various 

alternatives at the same time (Vrechopoulos et al. 1999). As the traditional models of 

consumer behaviour are not relevant to online environment, it requires new processes and 

new research to establish new models relevant to online environment (Cole & O’Keefe, 2000; 

Miles et al., 2000). 

There are so many differences between a physical store and its online counterpart. In online 

shopping, customers have totally innovative shopping experiences (Lohse & Spiller, 1998). 

Web site changes the communication between online retailers and customers. Customers 

have more control over the online and they can easily identify various marketing 

communications and schemes which are not relevant to them. Therefore, it is requirement to 

understand online consumers’ buying process within online environment with allied 

technologies. Randall (1997) introduced various guidelines for creating Internet/online 

strategy. The guidelines indicate that internet and allied technology will influence consumer 

behaviour. Rather than providing various technologies online, online retailers should focus on 

understanding how consumers use the various online technologies. 

Online shopping is still in the initial stages of development in the world, and it is very little 

knowledge about consumer attitude toward adoption or not adoption of this new kind of 

shopping (Miller, 1995). The role of internet and electronic commerce applications in 

consumer behaviour must be addressed (Kardaras and Papathanassiou, 2000. Different types 

of research in the umbrella of “Web Marketing and Online Consumer Behaviour” have been 

conducted across the world. Some of the findings of the previous research related to online 

consumer behaviour are: Online shoppers are more innovative than the traditional shoppers 
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(Donthy & Garcia, 1999), innovation and perceived advantages are the strongest influencer in 

online shopping (Eastlick & Lotzc, 1999). Majority of the online consumers purchase online 

for saving time (Bellman et at., 1999). 

Constantine E., (2002) developed 4S Web-Marketing Mix model for Electronic Commerce. 

The model deals with the web marketing approach with the concept of marketing mix.  

Figure 17: 4S Model 

 

 

 



 

 Page 80 
 

2.11 Online Consumer behaviour Framework: 

Increase and improvising of quality of customer service is the key for achieving competitive 

advantage among the companies. Information technology is the important tool with the help 

of those marketers can improve the customer service (Coyne, 1989; Earl, 1989). Customer 

service, operations, products, marketing strategies and distribution are directly dependent on 

information technology (Keen, 1991). Internet has challenge to provide more favourable 

shopping experience compare to traditional shopping (Breitenbach & Van Doren, 1998). New 

cyber technology helps the consumer to enhance their shopping experience and also helps in 

searching product information, comparing products which are not possible in traditional 

physical environment (Biocca & Levy, 1995). Availability of information is the key factor 

which influences consumer behaviour (Stil & Zimerman, 1996). Therefore, it is important for 

many researchers to identify which and what type of information is require to help consumers 

and their buying processes, also it is important to identify how this information can be 

collected, processed and exploited (Vrechopoulos et al. 1999). 

For collection and processing of consumer demographics, profiles, preferences etc., as well as 

various navigation data like shopping behaviour within the store and sale data an efficient 

system or frame work is required (Vrechopoulos et al. 1999). To solve this problem, Internet 

Consumer Behaviour Framework (ICBF) has been developed which helps in strategic 

marketing as well as sales planning. The Internet Consumer Behaviour Framework (ICBF) is 

listed in below figure. 
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Figure 18: The Internet Consumer Behaviour Framework (ICBF) 

 

With same period, Sen et al (1998) identified following main information sources: 

 Data which are automatically recorded as log files in web sites 

 Secondary data availability from public sources 

 Data evoked from various visitors of websites 

The Consumer Support Model which deals with the virtual retail store is part of the Internet 

Consumer Behaviour Framework with various stages of consumer buying process. The 

Consumer Support Model is listed in below figure. Data mining technologies and other 

related techniques helps online retailers to offer more personalised environments and 

shopping interfaces. For traditional marketers where one – to – many interaction capability 

presents, compare to that online retailers have advantage to one – to – one interaction 

experiences based on availability of personalised shopping environments as well as 

personalized navigation experience through a customized web site layout. This leads to 

satisfied and loyal customers to online marketers which give them competitive advantage.  
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Figure 19: The Consumer Support Model 

 

O'Keefe and Mceachern (1998) introduced a framework using Customer Decision Support 

Systems (CDSS) and generic Web and Internet facilities to support customer decision 

making. Below table gives the frame work introduced by O'Keefe and Mceachern in 1998. 

According to O'Keefe and Mceachern (1998), website which provides whole buying process 

online for a consumer should ensure that customers satisfied with the offerings and company; 

also companies should get competitive advantage. They also suggested that management 

should support consumers in all the stages of buying process with Consumer Decision 

Support Systems (CDSS), which they are getting in managerial Decision Support System 

(DSS). In online retailing, managerial decision making no longer exists, compare to that 

customer decision making becomes more important.  
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Figure 20: Framework using Customer Decision Support Systems (CDSS) and Generic 

Web and Internet Facilities to Support Customer Decision Making 

 

An Internet Consumer Information Framework (ICIF) model was developed by 

Vrechopoulos et al in 1999. The frame work proposed by Vrechopoulos et al can be used by 

online retailers to help the consumers at each and every stage of consumer buying process.  

The figure ** provides the Internet Consumer Information Framework. The framework also 

provides guidelines or decisions that should be considered by each online marketer. The 

decisions which should be considered are listed as below: 

 Content of the information that should be collected 

 Documentation requirements to collect such type of information. In other words, how 

this information helps the organizations to achieve their marketing objectives? 

 At what time the information should be collected (i.e., at the end of the shopping 

activity) 
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 Which type of methods should be employed to collect information (e.g. online 

questionnaires or survey tools) 

Figure 21: Online Consumer Information Framework 

 

Along the same lines, Falkou et al. (1999) developed an innovative laboratory virtual retail 

store (TOP: Traditional Online Products store) aiming to effectively support consumers at 

each stage of their shopping activity. To that end, they employed the traditional five stages 
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model of the consumer buying behaviour as a guiding tool. Therefore, this application 

materializes all the functions of a store in a manner that supports consumers at every stage of 

their online shopping behaviour (Table **). 

Figure 22: Services Offered by "TOP" Application 

 

2.12 Determinants of online buying behaviour (Factors influencing 

purchase decision of a consumer): 

2.12.1 Perceived Ease of Using: 

Perceived ease of using is defined as the degree to which consumers believe that by using 

particular system will ease or free their efforts (Davis, 1989). Ease of using refers to easiness 

of browsing and searching information in online shopping compare to traditional retail 

shopping. According to Daraian (1987), online shoppers have ease of using various facilities 

online in comparison to traditional store where they have to visit personally and spend time to 

avail these facilities. Ease of using is the important factor while shopping online (Bhatnagar 

and Ghose, 2004). The benefits identified in the e-commerce literature relative to PEU 

include the perceived ease of information search, ease of ordering (any time, any location) 

and overall ease of use, while PU encompasses improved search and buying, increased 

shopping productivity, money and time saved by shopping online, and greater product 

choices available online (Khalifa and Liu, 2007; Park et al., 2004). Ease of using in different 

functionality in online is the one of the biggest factor which encourages the consumers to 
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shop online (Robinson, Riley, Rettie and Wilsonz , 2007). Ease of using and variety seeking 

behaviours are motivating factors to shop online (Rohm and Swaminathan, 2004).  

Technologies which are perceived by consumer as easier to use have higher rate of adoption 

(SElamat et al, 2009). A system which is easy to use and require less efforts have higher 

chances of adoption and customers are very positive towards those technology (Teo, 2001).  

Perceived ease of use has positive effect on online consumers’ attitude as well as buying 

intention (Bisdee, 2007; Yulihasri & Daud, 2011).  Those online web sites which provide 

easy understanding, less mental efforts and allow consumers to shop as per their convenience 

will lead to positive attitude towards the website (Childers et al., 2001). 

2.12.2 Perceived Shopping Attribute: 

The major attributes identified by Loebbecke, (2003); Chen and Chang, (2003); Demangeot 

and Broderick, (2007) in online shopping attributes are listed below: 

 Online site’s usability and inter activity 

 Credibility of online vendors/marketers 

 Content elements 

 Online presentation of information and other terms  

 Marketing mix 

 Approvals by third party 

 Endorsements 

The website design and decisions directly affect the perception of consumers who want to 

shop online (Jarvenpaa & Tractinsky, 1999; Zhang & Von Dran 2000). Each consumer 

evaluates the various web site attributes differently as per the product and service offered by 

those web sites (Zhang et al. 2001). Web site design and quality are important factors which 

creates the trust and positive buying intentions among consumers (McKnight et al., 2002). 

Consumers evaluate web site design as one of the important criteria while deciding website 

credibility (Fogg et al., 2002). The proper service at every steps of online purchase is the 

critical factor as web site attributes (Lohse & Spiller, 1998).  

According to Belanger et al., (2002), security, privacy and pleasure features (convenience, 

ease of use, cosmetics are the important web store attributes. Security plays the biggest role 

in consumer buying intention compare to privacy and pleasure features.  
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Tanganathan & Ganapathy (2002) identified following important website attributes; 

information content, design, security and privacy. Wolfinbarger & Gilly (2001) emphasized 

that consumers make inferences about the attractiveness of a product based on information 

provided by retailers, and design elements of the Website such as ease and fun of navigation. 

Superior product assortment results in positive perceptions of customer satisfaction 

(Szymanski & Hise, 2000). 

2.12.3 Perceived Benefit: 

Perceived benefit directly related to the benefits consumers are getting while shopping online. 

(Forsythe, et al., 2006). Most of the consumers purchase online because they found various 

advantages while shopping online. The two main indicators of perceived benefits are level of 

satisfaction and benefits available while shopping online. The beliefs and feelings of 

consumers with respect to safe online transactions are considered as the perceived benefits 

(Kim et al, 2008). Online shopping benefits are directly associated with attitude towards 

online shopping and intention to shop online (Karyenpaa & Todd, 1996).  Perceived benefits 

are extension of advantages and satisfaction resulted from online shopping (Delafrooz, Paim, 

& Khatibi, 2011). The various perceived benefits are shopping convenience, product 

selection, ease of shopping and shopping enjoyments. Online shopping convenience is the 

perceived ability to shop at any time, place, and location. Compare to traditional way of 

purchase, online shopping provides more convenience to consumer by reducing their time of 

shopping, not going to physical shop location and reduced timings in the process of purchase 

(Harn, Khatib, & Ismai, 2006). Online shopping convenience directly influences the potential 

consumers to shop online (Koufaris, 2002). With the use of online shopping, consumers can 

search and browse information and purchase the products at any time or different time zone 

(Juniwati, 2014). In online shopping, customers can purchase products or service at any time, 

without interruption or less interruption (Ko, Jung, Kim, & Shim, 2004). Online services are 

available 24 hours (McKinney, 2004). Whenever any persons find and search the product 

information online, it directly leads to search convenience (Seiders, Berry, & Gresham, 

2000). Possession convenience refers to easy obtaining of any product. Quick delivery is 

considered as time convenience (Kwek, Tan, & Lau, 2010). Online shopping provides 

opportunity to consumers to compare, evaluate, and select product or services from various 

multiple choices (Dillon & Rief, 2004). Consumers can compare different options from 

competitors in large number of quantity with reference to specific product (Rowley, 2000).  
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2.12.4 Perceived Usefulness: 

Perceived usefulness is defined as the creating feeling in the consumers that that online 

shopping platform is giving added value and efficacy to consumers compare to traditional 

shopping (Hu et at., 2009; Lai & Wang, 2012). Perceived usefulness is also defined as a 

system which improves the various task performed online (Davis, 1989; Zhu, Lee, O’Neal & 

Chen, 2009; Liao et al., 2013). Advanced technology and allied services which offer personal 

services in online shopping platform considered as the very good indicator of perceived 

usefulness (Kim & Song, 2010). Whenever customers purchase any products online, online 

shopping platforms should provide them enough information and quality contents regarding 

the products and services they offer online (Chen, Gillenson & Sherrell, 2002). Most of the 

past studies related to perceived usefulness was done in developed countries (He et al., 2008; 

Hu et al., 209; Lai & Wang, 2012; Liu et al., 2010; Xie et al., 2011; Zhao & Cao, 2012), 

while minor amount of studies have been done in developing countries because most of the 

developing countries are there initial stages of technology and allied infrastructure. A study 

done in Spain identified that perceived usefulness has significant effect on online shopping 

(Hernandez et al., 2011).  Compare to that a study done in Iran identified that there is no 

significant effect on perceived usefulness on online shopping (Aghdaie et al., 2011). The 

difference can be due to technology difference in developed countries and developing 

countries.  Perceived usefulness of online system has significant effect on the use of 

information system (Nbudisi & Jantan, 2003). Previous studies done by Enrique et al. (2008), 

Kim & Song (2010) and Xie et al (2011) suggested that perceived usefulness is important 

factor which influence online purchase behaviour.  Kim & Song (2010) identified that while 

purchasing the products online if consumers received useful information as well as 

convenience in the purchase, then they continue to purchase from the same online retailers 

otherwise they switch over to competitors.  In short, perceived usefulness will influence the 

online buying intentions of consumers (Xie et al., 2011) 

2.12.5 Perceived Risk: 

Online transactions increase rapidly because of availability of internet and allied technology, 

still majority of the people hesitate and resist the use of online shopping and transactions 

because of the various risk and barriers associated with it. Online transactions have risk in 

purchasing actions and other consequences which leads the consumers to uncertainties 

(Bauer, 1960). Bauer (1960) also concluded that perceived risk will directly affect the online 



 

 Page 89 
 

purchase decision of the consumer. Perceived risk is the uncertainty perceived by the 

consumers while searching, evaluating or buying a product online which sometimes leads to 

no purchase at all (Dowling & Staelin, 1994). Perceived risk is the important factor which 

affects decision of any online buyer or consumers (Chavda, Virendra, 2018) and perceived 

risk is higher in online shopping compare to the traditional way of shopping (Stone & 

Gronhaug, 1993). Perceived risk reduces willingness as well as chances of purchasing any 

product or service online by a consumer (Barnes, 2007). Online consumers afraid to any 

financial loss they might incur while shopping online (Pavlou, 2003).  

Researchers have identified different types of risks which are associated with online shopping 

buying behaviour: 

 Delivery Risk 

 Privacy Risk 

 Quality Risk 

 Time Risk 

2.12.5.1 Delivery Risk: 

Risk associated while loss of delivery loss of goods or parts, damaged product and wrongly 

sent product are called as delivery risk (Zhang, Tan, Xu & Tan, 2012). The delay in receiving 

product or not receiving product at all is also considered as the delivery risk. The consumers 

also considered that company will not promise their delivery date, time and will took longer 

time than expected as delivery risk. Packaging is the important thing which directly affects 

the consumer buying behaviour (Chavda, Virendra, 2020) which is the second important 

thing considered as delivery risk by the consumer is not proper packaging of product 

(Masoud, 2013). If online retailers provide timely delivery, proper packaging of product, 

products not damaged and expired then it will reduces the risk and also creates confidence 

among the consumers. The various warrantees and guarantees in various stages of delivery 

will reduced the perceived risk of delivery (Tsai & Yeh, 2010) 

2.12.5.2 Privacy Risk: 

Privacy is the one of the biggest concern while shopping online. Consumers consider the 

privacy as important factor while shopping online. Privacy risk directly reverse the decision 

of purchase or intention of purchase any product online (George, 2002). Once the consumer 
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has any concern or problem with privacy while shopping at online, then the consumers might 

become reluctant to purchase online again in the near future. Privacy risk are associated with 

the loss, leakage or misused of important personal data given by the consumers while 

shopping online (Featherman & Pavlou, 2003). Majority of the customers believe that their 

personal data will be misused or will be available to unauthorized person which will harm 

them. According to survey done by Lenhart (2000), nearer to 10% of internet users left the 

online world because of the privacy and 54% people never went for online purchase because 

of the fear of internet frauds. Payment security, reliability of sites, and various privacy 

policies are considered as important issues by the online shoppers. Consumers have to 

provide their personal as well as various payment details (i.e., credit card, bank details) while 

shopping online. Thus degree of losing of personal and financial information will affect the 

various online transactions as well as shopping online (Bhatnagar, Mishra & Rao, 2000). 

Privacy also associated with the protection of personal and financial data as well as providing 

safe online shopping features (Kyauk & Chaipoopirutana, 2014). Online retailers should clear 

convey to their consumers about the various strategies and technologies adopted by them for 

the security of the personal data, financial data and other transactions details to online 

consumers which leads to consumer satisfaction (Ab Hamid et al., 2006) 

2.12.5.3 Quality Risk: 

In online shopping, products cannot be evaluated by touching because of that the information 

provided by the websites with the help of various pictures or without any pictures create a 

heavy impact on the minds of online consumers (Jaryenpaa, Noam & Lauri, 1999). Quality 

directly associated with any online purchase decisions (Yee & San, 2011). Whenever 

companies failed to maintained the quality standard then it considered that companies missed 

the opportunities (Zhang, Tan, Xu & Tan, 2012). Quality risk associated with the problems in 

design, out of order and faulty products. Quality risk also associated with the delivered 

product is not matching with the actual standards described or make available to consumers 

by various online marketers to their respective websites. Whenever online consumers fail to 

evaluate the quality of the product or the performance of the product is not up to the 

standards as he/she expected it directly leads to quality risk (Bhatnagar, Mishra & Rao, 

2000). In online shopping, quality risk arises due to lesser evaluation chances of physical 

product quality. Because of that quality will be always an important factor which runs in 

consumer mind whenever consumer shop online. Whenever consumers have evaluation of 
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alternatives with respect to product features, price and competitor products, it reduces the risk 

of perceived quality (Jin & Suh, 2005). Whenever the perceived quality risk becomes lower, 

it will directly leads to higher purchases by the online consumers (Jaafar, Lalp & Naba, 

2012). 

2.12.5.4 Time Risk: 

Time risk associated with the time required by an online consumer to search, evaluate and 

buy product online (Griffin & Viehland, 2010). Time risk also associated with loss of time, 

efforts, bad purchasing decisions, accessibility of products while purchasing products online. 

In online purchases, time taken by consumers while searching information about products 

and their features are also considered as the time risk by many researchers. Inconvenience 

caused by the consumers while online searching, online transactions, navigating through 

websites, submitting purchase order, wait or delays in online transactions and delays in 

delivery of products are also considered as time risk (Forsythe, Liu, Shanon & Gardner, 

2006). If online consumer’s perceived risks are higher, then it leads to more efforts on 

making decision and spending of more times online (Broekhuizen & Jager, 2004). According 

to Featherman & Palou (2003), time risk are the various conditions like losing time in bad 

purchase decisions, wasting time in information search and comparison of product, wasting 

time in research, wasting time in purchase and also wasting time of learning the use of 

product.  

2.12.6 Perceived Trust: 

Transaction related trust is very important in online shopping. Transaction trust includes easy 

availability of information related to product and service, ease of process in placing order, 

confirmation of order, order tracking and post sales service (Srinivasan S., 2004). Srinivasan 

S., (2004) identified an online trust model based on variables like trusted seals, security and 

financial institutions. Trust is an important factor which leads the consumer to shift from 

offline to online purchase Kim J. & et al, (2005). If websites promise timely delivery, solved 

queries and try to establish long term relationships then it will automatically generate trust 

among the buyers (Bhatt, Viral & Ajmera, Hiteshi & Nayak, Keyurkumr., 2021; Mukherjee 

A. & et al, 2007). The theory developed by Mukherjee A. & et al in 2007 for online retailing 

is known as commitment – trust theory (CTT). A privacy and security feature of any online 

website directly leads to trust and loyalty among online consumers. Karjaluoto J., (2007) 
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developed a conceptual model of trust in online environment. The model is listed in below 

figure. 

Figure 23: An integrative trust model 

 
 

The model suggested various internal and external factors which affect trust. If customer has 

high trust towards online environment, it will lead to repeat purchase and long term 

commitment with the company or brand. The development of trustworthiness in online 

transactions is considerably affected by branding aspects, as they seem to be the main 

factors involved in minimizing the perceived risks involved with both products and web-

vendors Pappas, Nikolaos. (2016). 

2.12.7 Web Store Atmosphere: 

According to Kotler (1973 – 1974), store atmospheres are formed by designing of web space 

as per the requirement of consumers. There are different amount of atmospheric cues 

available to online retailers as well as in online stores. Store atmospherics are major 

marketing techniques used by online retailers to increase the sensory awareness and increase 

purchase chances and to influence their online purchase behaviour (Chang, 2000).   
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Shergill and Chen (2005) identified that online retailers face more difficulty in creating 

online store atmosphere as they have no access to five sensors. According to Eroglu et al 

(2000), online retail or web store atmospherics is the biggest influencing factor to any 

consumer who shops online through various websites. Virtual retailers are now also 

providing various atmospheres which affect the consumers buying behaviour. Virtual 

retailers have only limited amount of opportunities are available to create store atmosphere 

(Bhatt, Viral & Raval, Himanshu, 2021).  

Virtual retailers can create the store atmosphere with the help of computer screen, colours, 

layouts, screens, graphics and different sounds. Atmospheres created with the help of these 

directly contribute to the online buying behaviour by following ways: 

 Helps to select the web site for purchase 

 Increases spending time for shopping activity within the website 

 Helps to create positive behaviour towards website store 

The same study identified that site map and navigations are most important in creating a 

Webstore atmosphere. Eroglu, Machleit, and Davis (2001) identified that online websites can 

utilize colours more perfectly to enhance the store atmosphere compare to traditional stores. 

Manganari et al. (2009) identified that colours are the backbone in designing web store 

atmosphere. It appropriate colours have been used while designing web store atmosphere and 

websites than it creates the positive impact in online consumer’s mind (Hausman & Siekpe, 

2009; Menon & Kahn, 2002). 
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2.13 Literature Review Summary of online buying behaviour:  

Table 13: Literature Review Summary of online buying behaviour 

Sr 

no 

Author Topic Publication 

Details 

Survey 

Year & 

place 

Sample 

size 

Respondents Research 

Method 

1 S. Bellman et. 

Al 

Predictors of online Buying 

Behavior 

Journal Of 

Communication system of 

ACM Vol:42, No:12 

U.S.A. 

1999 

10180 PC Owners Survey 

2 Gerald Haubl Consumer decision making in 

online shopping environment: the 

effects of 

interactive decision aids 

Decision Aid Canada 

1999 

249 Undergraduate 

students 

Survey 

3 Na Li & Ping 

Zhang 

Consumer online shopping attitude 

& behavior 

Journal Of Information 

System, 509 

U.S.A. 

2002 

35 - Conceptu 

al Study 

4 Marios 

Koufaris 

Applying Technology Acceptance 

Model & Flow Theory to online 

consumer behavior 

Journal of Info. System 

Research, Vol: 13, No:2, 

pp 205-223 

U.S.A. 

2002 

280 Customers Survey 

5 Christy M. K. 

Cheung 

Online consumer

 behavior: A review & 

agenda for future research 

16th Bled E-com 

Conference on E- 

Transformation 

Hong 

Kong 

2003 

351 - Conceptu 

al Study 
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6 Brion J. 

Corbitt 

Trust & e-commerce :a study of 

consumer perception 

Journal Of Electronic 

Commerce & research 

vol:2 

Australia 

2003 

80 Internet users Survey 

7 Efthymios 

constantinides 

Influencing the online consumer’s 

behavior: the web experience 

Journal of Internet 

Research, vol:14, no:2, pp 

111-124 

U.S.A. 

2004 

48 - Conceptu 

al Study 

8 Joey F. 

George 

The theory of planned behavior & 

internet purchasing 

Journal of Internet 

Research, vol:14, no:2, pp 

198-212 

U.S.A. 

2004 

193 Undergraduate 

students 

Survey 

9 Ellen 

Garbarino 

Gender differences in the 

perceived risk of buying online & 

the effect of 

receiving site recommendation 

Journal of Business 

Research 57, pp 728-775 

U.S.A. 

2004 

260 Men’s & 

women’s’ 

Survey 

10 Christy M. K. 

Cheung et. al 

Consumer satisfaction with internet 

shopping: A research framework & 

propositions for future research 

Research gate Publication Hong Kong 

January 

2005 

66 - Conceptu 

al Study 

11 Enrique 

Binge et. al 

The impact of internet user 

shopping pattern &

 demographics on 

consumer mobile buying behavior 

Journal of Electronic 

commerce research Vol:6 

no: 3 

Spain 

2005 

2104 Internet users 

above 14 age 

Survey 

12 Umair The trend of online shopping in Asian Journal of Pakistan 150 Internet users Survey 
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Cheema et. al 21st century: Impact of Enjoyment 

in 

TAM model 

Empirical Research 3(2): 

131-141 

2007 

13 Charles 

Dennis et. al 

E-consumer behavior European journal of 

Marketing , Vol: 21, 

Issue: 10, pp 5-44 

UK 

2008 

- - Conceptu 

al Study 

14 Dan J Kim et. 

al 

A trust base consumer decision 

model in E-commerce the role of 

trust, risk and their antecedents 

Decision Support System, 

Vol:44, Issue:2 Jan 544- 

564, 

U.S.A. 

2008 

468 Online 

Consumer 

Survey 

15 Xiaoming 

Meng et. al 

Developing model of E-Commerce 

E-marketing 

International Symposium 

on Information 

processing 225-228 

China 

2009 

- - Conceptu 

al Study 

16 Charles 

Dennis et. al 

The influence of social e-shopping 

in enhancing young women’s 

online 

shopping behavior 

Journal of consumer 

behaviour vol:9, issue 

2,pp 151-174 

U.K. 

2010 

30 Under 

graduate 

women’s 

Survey 

17 Young A. 

Park et. al 

Influence of consumers’ online 

decision making style on  

comparison shopping proneness& 

perceived usefulness of 

comparison shopping tools 

Journal of E-commerce 

research 11(4) pp 342-354 

Australia 

2010 

355 Online 

consumers’ 

Survey 
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18 William K. 

Darley 

Towards an integrated framework 

for online consumer behavior& 

decision making process 

Psychology & Marketing, 

Vol:27, issue 2, pp 94-116 

U.S.A. 

2010 

62 - Conceptual 

Study 

19 Sahar  

Karimi et. al 

A   model of internet shopper 

behavior : a cross sector analysis 

International Conference 

on Info. System pp 87 

U.K. 

2010 

- - Conceptual 

Study 

20 MatthewK. 

O. Lee et. al 

Consumers decision to shop online: 

The moderating role of 

informational social influence 

Information & 

Management, 48, 185-191 

Hong 

Kong 

2011 

104 Students Survey 

21 Ruchi Nayyar 

et. al 

Determinants of internet buying 

behavior in India 

Asian Journal of Business 

Research Vol:1 No 2 

India 

2011 

500 Urban & Semi 

urban 

customers’ 

Survey 

22 Yulihasari et. 

al 

Factors that influence consumer’s 

intention on shopping online 

International journal of 

Marketing Studies vol:3 

no. 1 

Malaysia 

2011 

300 Online 

consumers 

Survey 

23 Mustafa I. Eid Determinantsof E-commerce 

customer satisfaction, trust

 & 

loyalty 

Journal of Electronics 

commerce research Vol: 

12 no 1 

Saudi 

Arabia 

2011 

218 Students Survey 

24 Susan Rose 

et. al 

Online customer experience : A 

review of B2C online purchase 

context 

International journal of 

management Review 

vol:13, 24-39 

UK 

2011 

- - Conceptual 

study 
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25 Mhd. H. An analysis of factors affecting on International journal of Iran 200 Customers of Survey 

 Moshref 

Javadi et. al 

online shopping behavior

 of 

consumer 

Marketing Studies vol:4 

no. 5 

2012  online stores  

26 Sunita Sikri et. 

al 

Growth & challenges of retail 

industry in India 

Asian pacific journal of 

marketing and 

management review vol 1 

issue:1 

India 2012 - - Conceptual 

Study 

27 Ashraf Beny 

Mhd. Et. al 

How do  online

 advertisements affects 

 consumer 

 purchasing 

intention 

European journal of 

business & Management, 

vol 4 no 7 

Jordan 2012 399 Students Survey 

28 Iuliana cetina 

et. al 

Psychological & social factors that 

influence online consumer behavior 

Social & Behavioral 

Science 62, 184-188 

Romania 

2012 

- - Conceptual 

study 

29 Dr. Gangadeep, 

Dr. R. Gopal 

A study on factors affecting on 

online shopping behavior of 

consumers 

International journal of 

science and research 

publication vol 3 issue 6 

India 2013 70 Men’s & 

Women’s 

Survey 

30 M. Nick Hajli A study of the impact of the social 

media on consumer’s 

International journal of 

marketing research vol 56 

issue 3 

UK 2013 237 Male & female 

Social media 

users 

Survey 
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31 Adeyanju 

apejoye 

Influence of celebrity endorsement 

of advertisement on

 students’ purchase intention 

Journal of Mass 

Communication & 

journalism Vol 3 issue 3 

Nigeria 

2013 

120 Students Survey 

32 Houshang 

mobarakabadi 

Influence    of online 

shopping behavior factors of E-

satisfaction of 

customers 

Journal technology 64-3 1- 

7 

Malaysia 

2013 

146 Online buyer Survey 

33 Abdalslam S. 

I. Mhd.et. al 

Impact of trust & past experience on 

intention to purchase in E-

commerce 

International journal of 

Engineering Research & 

Development Vol 7 issue 

10 pp 28-35 

Malaysia 

2013 

119 Employees Survey 

34 Rahul Argha 

Sen 

A study on factors influencing 

online purchase of products in 

Kolkata 

International journal of 

management & commerce 

innovation Vol 2 issue 1 

pp 44-52 

India 2014 200 Students & 

Adults 

Survey 

35 Elisabeta Ioanas 

et. al 

Social media & its impact on 

consumer behavior 

International journal of 

economic practices & 

theories Vol 4 no 2 

Romania 

2014 

116 Social media 

users 

Survey 

36 Sayed Nasir 

Ketabi et. al 

Analysis of effective factors on 

online purchase intention through 

theory of planned behavior 

International journal of 

academic research in 

business & social sciences 

Iran 2014 260 University 

students 

Survey 
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Vol 4 no 4 

37 James E. 

Richard 

Facebook: Investigating the 

influence on consumer purchase 

intention 

Asian Journal of business 

research 

Vol 4 issue 2 

New 

Zealand 

2014 

215 Facebook user Survey 

38 Raushan Gross The theoretical consumer decision 

making model: the influence of 

interactivity & information overload 

on consumer’s intent to purchase 

online 

International journal of 

business management & 

economic research Vol 5 

issue 4 pp 64-70 

North 

Carolina 

2014 

- - Conceptual 

Study 

39 Maoyan et.al Consumer purchase intention 

research based on social media 

marketing 

International journal of 

business & social sciences 

Vol 5 no 10 

China 2014 177 Students & 

Workers 

Survey 

40 Lim Pei Ling 

et. al 

Does gender play a role in online 

consumer behavior? 

Global journal of 

management & business 

research Vol 14 issue 7 

U.S.A. 

2014 

- - Conceptual 

study 

41 Dipti jain et. al Consumer behavior towards online 

shopping 

IOSR journal of business 

& management Vol 16 

issue 9 pp 65-72 

Delhi 2014 160 Online 

shoppers 

Survey 

42 Andrew T. 

Stephen 

The role of digital & social media 

marketing in consumer behavior 

Current opinion in 

psychology 2015 

UK 

2015 

39 - Conceptual 

Study 

43 Dr.Suchi Online & offline consumer buyer International journal of India 2015 57 - Conceptual 
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Singhal et. al behavior applied service marketing 

perspectives Vol 4 no 2 

Study 

44 Shahzad 

Ahmad khan et. 

al 

An empirical study of perceived 

factors affecting customer 

satisfaction to re-purchase intention 

in online stores 

Journal of service sciences 

& management 8, pp 291-

305 

China 2015 302 Online 

consumers 

Survey 

45 Dr. D. Meheta 

et. al 

Review of literature on online Vs 

offline consumer behavior 

2015 India 25 - Conceptual 

Study 

46 Yi Jin Lim et. 

al 

Factors influencing online shopping 

behavior: the mediating role of 

purchase intention 

Economic & Finance 35, 

401-410 

Malaysia 

2015 

662 Undergraduate 

& 

postgraduates 

Survey 

47 Asad Ahmad 

et. al 

Mapping online buyer behavior: A 

critical Review of Empirical Studies 

Pacific business review 

international Vol 8 issue 2 

India 

2015 

25 - Conceptual 

Study 

48 Ni Luh Putu 

Indiani et. al 

Perceived risk & trust as a major 

determinants of actual purchase, 

transcending the influence of 

intention 

Asian Marketing journal 

Vol 7 issue 1 pp 1-13 

Indonesia 

2015 

100 Tourist Survey 

49 Suleiman A. E-integrated marketing 

communication & its impact on 

consumer’s attitude 

American journal of 

industrial & business 

Management Vol 5 pp 538-

547 

Jordan 2015 455 Online 

consumers 

Survey 

Al Khattab et. 

al 
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50 Ummula Vara 

Adrita 

Preference of shopping online Vs 

offline 

Journal of Art Sciences & 

Commerce Vol 3 issue 3 

pp 64 

Bangladesh 

2016 

77 Students & 

workings 

Survey 

51 K. S. Silpa et. 

al 

A study on people’s perception 

towards online shopping 

Bonfring international 

journal Vol 6 no 3 

India 

2016 

50 Online & 

offline buyers 

Survey 

52 Ashwini N. 

Majula R. 

An empirical study on consumer 

perception towards online shopping 

International journal of 

management & commerce 

innovation Vol 3 issue 2 

pp 1103-1110 

India 2016 40 Male & 

Female 

Survey 

53 Li Na You Qiao 

Ming Li 

Comparative study of online & 

offline consumer shopping 

perceived risk in clothing 

purchasing 

International journal of 

management & commerce 

innovation Vol 4 issue1 pp 

673-676 

Bangkok 

Thailand 

2016 

200 Men’s & 

Women’s 

Survey 

54 Pritam P 

Kothari et. al 

A study on consumer attitude 

towards   online    shopping    in 

India & its impact 

International Journal of 

Advance research, Idea & 

innovation in technology 

Vol 2 issue 6 

India 2016 100 Customers Survey 

55 Ahmad Bilal 

Khilji 

The influence of attitude on online 

buying behavior & 

moderator 

impact of culture 

Journal of Marketing & 

Consumer Research Vol 

24 

Pakistan 

2016 

200 Students Survey 
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56 Mihaela 

Abalaesei 

Electronic Word-of-mouth: factors 

that influence purchase intention 

Intercultural 

communication & the 

future of education 

Romania 

2016 

23 - Conceptual 

study 

57 Shruti jain A study of factors driving Indian 

youth’s intention to purchase online 

NMIMS Management 

Review, Vol 28 pp 49-72 

India 

2016 

216 Male & female Survey 

58 Carolin Lo et. 

al 

Understanding behaviors that lead 

to 

purchasing 

2016 U.S.A. - - Conceptual 

study 

59 Rajdeep Singh 

et. al 

Comparative study of factors 

affecting online & offline shopping 

International Conference 

on Recent trends in techno. 

& its impact on 

Economy 

India 2016 100 Men’s & 

Women’s 

Survey 

60 Sanjeev Prashar 

et. al 

Effect of online shopping values & 

website cues on purchase behaviour: 

A study using S-O-R Framework 

Vikapla, The journal of 

Decision Makers 42(1) pp 

1-18 

India 2017 318 Online buyers Survey 

61 Areeba Toor et. 

al 

The impact of social networking 

marketing on consumer purchase 

Intention 

Asian journal of Business 

& accounting 10(1 ) 

Pakistan 

2017 

300 Social media 

user 

Survey 

62 V. Vijay 

Lakshami et. 

al 

Impact of gender on consumer 

purchasing behavior 

IOSR Journal of Business 

& Management Vol 19 

issue 8 

India 2017 - - Conceptual 

study 
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63 V shrikant A business Review of E-retailing in 

India 

- India 

2017 

- - Conceptual 

Study 

64 Snehal 

chincholkar et. 

al 

Website attributes & its impact on 

online consumer buying  behavior: 

an Empirical study of online 

consumers in Mumbai region 

International Journal of 

Science & Technology Vol 

10 (47) 

India 2017 123 Males & 

females 

Survey 
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2.14 Literature Review Summary of online shopping platform & buying behaviour: 

Table 14: Literature Review Summary of online shopping platform & buying behaviour 

Sr. 
No. 

Author Year Title of the Research Sample Size Dimensions 
 Variables 

Studies 
Outcome 

1 
A. Parasuraman, 

Valarie A. Zeithaml 
and Leonard L. Berry 

1985 

A Conceptual Model of 
Service Quality and Its 
Implications for Future 
Research 

- Literature Literature 

Model was validated 

2 
Parasuraman, 

Zheitaml and Berry 

1985, 
1990 & 

1998 

1. Refinement and 
reassessment of the 
SERVQUAL 
dimensions in 
retailing 

2. Delivering service 
quality: balancing 
customers 
perceptions and 
expectations 

3. A multiple-item 
scale for measuring 
consumer 
perceptions of 
service quality 

4 Focus group 
interview 

SERVQUAL 

Reliability The variables under study 
plays very important role 
in designing service 
quality. It also affects 
positively on perceptions 
of customers and helps to 
create loyal customers. 

Responsiveness 
Competence 

Courtesy 
Communication 

Credibility 
Security 

Understanding 
the customer 

Tangibles 
Fulfilment 

Privacy 

Compensation 

3 
Parasuraman, 

A; Zeithaml, Valarie 
A; Berry, Leonard L. 

1988 

Servqual: A Multiple-
Item Scale For 
Measuring Consumer 
Perception 

- 
SERVQUAL (22 

items)  

Tangibles Model was validated 

Reliability 
Responsiveness 

Assurance 
Empathy 

 Fred D. Davis 1989 Perceived Usefulness, - - Perceived Perceived ease of use has 
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4 
 

Perceived Ease of Use, 
and User Acceptance of 
Information Technology 

usefulness positive effect on 
customers Perceived ease 

of use 
User 

acceptance 

5 
Dennis A. Adams, R. 

Ryan Nelson and 
Peter A. Todd 

1992 

Perceived Usefulness, 
Ease of Use, and Usage 
of Information 
Technology: A 
Replication 

150 Web quality 

Perceived 
usefulness 

The study shows strong 
assessment of convergent 
validity and discriminant 
validity 

 

Ease of use 

Usage 

6 
Albert H. Segars and 

Varun Grover 
1993 

Re-Examining Perceived 
Ease of Use and 
Usefulness: A 
Confirmatory Factor 
Analysis 

150 - 

Perceived ease 
of use 

Perceived ease of use and 
perceived usefulness are 
changed with different 
conditions Perceived 

usefulness 

7 

Anthony R. 
Hendrickson, Patti D. 
Massey and Timothy 

Paul Cronan 

1993 

On the Test-Retest 
Reliability of Perceived 
Usefulness and Perceived 
Ease of Use Scales 

250 Webstore quality 

Perceived 
usefulness 

Security has greater 
influence on ease and 
utility of purchasing 
products  

Perceived ease 
of use 

8 
Girish H. 

Subramanian 
1994 

A Replication of 
Perceived Usefulness and 
Perceived Ease of Use 
Measurement 

250 - 

Perceived ease 
of use 

Perceived usefulness is 
the predictor of future 

purchases Perceived 
usefulness 

Service 
delivery 

Technology-
based self-

service 
New 

technology-
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based service 
Self-service 

options 
Service quality 

Models of 
service quality 
Attribute-based 
decision model 
Affect-based 

decision model 
Effect of 

waiting time 
Perceived 
Channel 
utilities 

Shopping 
orientations 

Website design 

9 
Donna L. Hoffman, 
Thomas P. Novak, 

Marcos Peralta 
1999 

Building Consumer Trust 
Online 

150 Trust Trust 
Responsiveness is the key 

factor in building trust 
among customers 

10 
Mary J. Culnan and 

Pamela K. Armstrong 
1999 

Information Privacy 
Concerns, Procedural 
Fairness, and Impersonal 
Trust: An Empirical 
Investigation 

100 
Delone and 
McLean IS 

Success model 
Web success 

When fair practices are 
adopted then customers 
are not concerned with 
privacy 

11 
David M. Szymanski 
and Richard T. Hise 

2000 
E-satisfaction: an initial 
examination 

500 E Satisfaction 

Convenience Convenience, site design, 
and financial security are 
the dominant factors in 

consumer assessments of 
e-satisfaction 

Site design 

Financial 
security 
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12 
ChangLiu & Kirk 

P.Arnett 
2000 

Exploring the factors 
associated with Web site 
success in the context of 
electronic commerce 

1000 Website Success 

Information Information and service 
quality, system use, 

playfulness and system 
design quality plays 

major role in web site 
success 

Service quality 
System use 
Playfulness 

System design 
quality 

13 
John G. Lynch, Jr. , 

Dan Ariely 

2000 

Wine Online: Search 
Costs Affect Competition 
on Price, Quality, and 
Distribution 

11 Stores 
Web store 

quality 

Search Cost With providing lower 
search cost and easy 

accessibility of 
information will lead to 
higher service quality 

Service 

Differentiation 

14 
Lociacono, Eleanor, 
Richard T. Watson, 
and Dale Goodhue 

2000 
WebQualTM: A Web 
Site Quality Instrument 

720 WebQual TM 

Information fit 
to task 

The instrument was 
validated. 

Interactivity 
Trust 

Response time 
Ease of 

understanding 
Intuitive 

operations 
Visual appeal 

Innovativeness 
Flow/Emotional 

appeal 
Consistent 

image 
Online 

completeness 

15 Kaynama & Black 2000 
A Proposal to Assess the 
Service Quality of Online 

450 
WEBQUAL or 

E-QUAL 
Content and 

Purpose 
E – Quality is more 
helpful in measuring the 
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Travel Agencies: An 
Exploratory Study 

measure service 
quality 

dimensions 

Accessibility service quality compare 
to SERVQUAK. Website 
content, responsiveness 
and navigation plays a 
important role in 
measuring service quality 
 
 

 

Navigation 
Design 

Presentation 
Responsiveness 

Background  
Personalization 
Customization 

16 Jeong & Lambert  2001 

Adaptation of an 
information quality 
framework to measure 
customers’ behavioural 
intentions to use lodging 
Web sites 

240 
Information 

quality 

Perceived 
usefulness 

The adapted information 
quality framework helps 
to evaluate the 
information quality on 
lodging websites. Quality, 
usefulness and attitudes 
are significant predictors 
of customers’ purchase 
behaviour using lodging 
web sites. 

perceived ease 
of use 

17 Yoo & Donthu 2001 

Developing and 
Validating a 
Multidimensional 
Consumer-Based Brand 
Equity Scale 

1000 

SITEQUAL: 
overall user 

perceived quality 
for internet 

shopping sites 

Perceived 
quality of site-
related aspects 

The SITEQUAK scale is 
reliable, valid, 

parsimonious and 
generalizable across 
cultures and product 

categories 

Ease of use 
Aesthetics 

Design 
Processing 

Speed 
Security 

18 Zeithaml  2002 Service Quality Delivery 1100 e-SQ delivery Efficiency To achieve quality, web 
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Through Web Sites Ease of use sellers must understand 
what customer perceive 
and how they evaluate 
online service 

Fulfilment 
Privacy 

Technical 
Reliability 

19 
Zeithaml, 

Parasuraman, 
Malhotra 

2002 

Service Quality Delivery 
Through Web Sites: A 
Critical Review of Extant 
Knowledge 

- Service quality 

Web presence Higher service quality 
increases the consumer 
perceptions and loyalty Service quality 

20 
Mary Wolfinbarger 

and Mary Gilly 
2002 

Comq: Dimensionalizing, 
Measuring, and 
Predicting Quality of the 
E-Tail Experience 

900 E tail Experience 

Information The factors have positive 
impact on customer 

judgment of quality and 
service 

Order 
processing 
Navigation 

Privacy/Securit
y 

Customer 
service 

21 Zeithaml, Valarie A, 2002 
Service excellence in 
electronic channels 

- Literature Literature 

Shows the literature of 
how companies can 
achieve service 
excellence in electronic 
channels 

22 Francis & White 2002 
Internet retailing quality: 
one size does not fit all 

250 
PIRQUAL (6 
Dimensions) 

Web store 
functionality 

The internet retailing 
quality dimensions: “web 

site”, “transaction”, 
“delivery”, “customer 

service”, and “security” 
have different effect on 

different product 
categories. 

Product 
attribute 

description 
Ownership 
Delivery 
Customer 
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service 

Security 

23 Loiacono 2002 
WebQual™: A Web Site 
Quality Instrument 

225 
WebQual TM 

(12 Dimensions)  

Information fit 
to task 

WebQual will help 
companies to design MIS 
and developing marketing 

strategies 
Interactivity 

Trust 
Response time 

Ease of 
understanding 

Intuitive 
operations 

Visual appeal 
Innovativeness 
Flow/Emotional 

appeal 
Consistent 

image 
Online 

completeness 
Better than 
alternative 
channels 

24 Madu, C. & Madu, A. 2002 Dimensions of e‐quality 475 
15 dimensions to 

measure e - 
quality 

Performance, 
features 

Identified dimensions that 
customers use to assess 
the quality of a virtual 
service or operation. 

Structure  
Aesthetics 
Reliability 

Storage 
Capability 

Serviceability 
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Security and 
System 

Integrity 
Trust 

Responsiveness 
Product/Service 
differentiation 

Web store 
policies 

Reputation 
Assurance 
Empathy 

25 Yang & Jun 2002 

Consumer Perception of 
E-Service Quality From 
Internet Purchaser and 
Non-Purchaser 
Perspectives 

950 

Website service 
quality 

dimensions 
between Internet 

purchaser and 
non-purchaser 

groups 

Internet 
Purchasers: 

Reliability was the most 
important factor for 
internet purchasers while 
security is the biggest 
dimensions for non-
purchasers. 

 

Reliability 
Access 

Ease of use 
Personalization 

Security 
Credibility 

Non 
Purchasers: 

Responsiveness 
Ease of use 
Reliability 

Availability 
Personalization 

Access 
26 Celciy & Gilly 2003 eTailQ: 350 Etail Quality Website design ETailQ instrument is 
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Dimensionalizing, 
Measuring and Predicting 
Etail Quality 

Fulfilment validated and eTailQ 
dimensions are good 
predictors of loyalty, 

satisfaction and quality of 
website. 

Reliability 
Privacy/Securit

y 
Customer 

service 

27 Jessica Santos 2003 
E-service quality: a 
model of virtual service 
quality dimensions 

Focus group 
E service quality 
dimensions 

Ease of use There is no difference  
between gender base and 

education base in the 
focus group for 

mentioned variables 

Appearance 
Linkage 

Structure & 
Layout 
Content 

28 Jun, Yang & Kim 2003 

Customers’ perceptions 
of online retailing service 
quality and their 
satisfaction 

260 
Online retail 
quality and 
satisfaction 

Reliable/prompt 
response 

Reliability/prompt 
responses, attentiveness 
and ease of use had 
positive impact on 
perceived overall service 
quality and their 
satisfaction. 

Credibility 
Security 
Ease of 

navigation 
Well organized 
Understandable 

content 
Transactional 

process 

29 O’Connor, Peter 2003 
Online Consumer 
Privacy: An Analysis of 
Hotel Company Behavior 

525 

3 dimensions to 
measure 

operational and 
performance 

issues 

Ease of use Customer does not have 
any choice in which 
information they should 
give while transacting 
online. Security is the one 
of the biggest concern 

Transaction 
speed 

Update speed 
Traffic levels 
Integration 
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Security 
while purchasing online 

 

30 Wolfinbarger & Gilly 2003 

eTailQ: 
Dimensionalizing, 
Measuring and Predicting 
Etail Quality 

800 

eTailQ: 
established 

dimensions of 
etail experiences 

Fulfilment eTailQ dimensions are 
good predictors of 
loyalty, satisfaction and 
quality of website 

 

Reliability 
Customer 

service 
Personalization 

Usability 
Experiential 
Atmospheric 
Ease of use 

Informativeness 
Selection 
Security 
Privacy 

31 
 
 

Zhilin Yang Robin T. 
Peterson Shaohan Cai 

2003 

Services quality 
dimensions of Internet 
retailing: an exploratory 
analysis 

1078 
Service quality 
satisfaction 

Responsiveness The most contributing 
factors in customer 
satisfaction were 
responsiveness, 
credibility, ease of use, 
reliability, and 
convenience. On the other 
hand dimensions like 
responsiveness, 
reliability, ease of use, 
credibility and 
competence, were likely 
to dissatisfy online 

Credibility 
Ease of use 
Reliability 

Convenience 
Communication 

Access 
Competence 

Courtesy 
Personalization 

Continuous 
Improvement 
Collaboration 
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Security/Privac
y 

consumers. 

 Aesthetics 

32 

Dina Ribbink, Allard 
C.R. van Riel 
Veronica Liljander 
and Sandra Streukens 

2004 

Comfort your online 
customer: quality, trust 
and loyalty on the 
internet 

350 
E service and E 
trust 

E loyalty E satisfaction directly 
leads to customer loyalty 
while E trust does not 
play important role 

E satisfaction 
Ease of use 

E scape 
Responsiveness 
Customization 

Assurance 
E Trust 

33 Kim & Lee 2004 

The effect of perceived 
trust on electronic 
commerce: Shopping 
online for tourism 
products and services in 
South Korea 

340 
Web Service 

Quality 
dimensions 

Structure  The study concluded that 
navigation functionality; 
perceived security had a 
positive impact on trust. 

While transaction cost did 
not have any effect on 

trust 

Ease of use 
Information 

Content 
Responsiveness 
Personalization 

Reputation 
Security 

Usefulness 

34 Kim & Stoel 2004 
Apparel retailers: website 
quality dimensions and 
satisfaction 

1000 
Website quality 

dimensions 
WEBQUAL 

Six factors have been 
identified in apparel 
retail: 1. web appearance, 
2. entertainment, 3. 
informational fit-to-task, 
4. transaction capability, 
5. response time, and 6. 
trust. Only three 
dimensions, informational 
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fit-to-task, transaction 
capability, and response 
time, were significant 
predictors of shopper 
satisfaction 

35 Long & McMellon 2004 

Exploring the 
determinants of retail 
service quality on the 
Internet 

202 
Perceived online 
service quality 

SERVQUAL 
dimensions 

Most of the SERVQUAL 
dimensions remain in 
online retailing. Though it 
cannot measure 
interpersonal interactions 
and technology 
orientation. 

36 
Sanjay K Jain and 

Garima Gupta 
2004 

Measuring Service 
Quality: SERVQUAL vs. 
SERVPERF Scales 

250 
Service quality 

scale 
SERVQUAL 

vs. SERVPERF 

SERVQUAL scale which 
outperforms the 
SERVPERF scale by 
virtue of possessing 
higher diagnostic power 
to pinpoint areas for 
managerial interventions 
in the event of service 
quality shortfalls 

37 Yang & Fang 2004 

Online service quality 
dimensions and their 
relationships with 
satisfaction: A content 
analysis of customer 
reviews of securities 
brokerage services 

740 
Service quality 
and customer 
satisfaction 

Responsiveness Primary service quality 
dimensions leads to 
customer satisfaction, 
while ease of use is 
closely related to 
traditional services. 
Information system 
quality is the major factor 
for dissatisfaction among 
customers. 

Credibility 
Ease of use 
Reliability 

Convenience 
Communication 

Access 
Competence 

Courtesy 



 

 Page 117 
 

Personalization 
Continuous 

Improvement 
Collaboration 

Security/Privac
y 

Aesthetics 

38 Lee & Lin 2005 
Customer perceptions of 
e-service quality in 
online shopping 

297 E service Quality 

Website Design Web site design, 
reliability, 
responsiveness, and trust 
affect overall service 
quality and customer 
satisfaction 

Reliability 
Responsiveness 

Trust 

Personalization 

39 
A.Parasuraman, 

Valarie A.Zeithaml 
and Arvind Malhotra 

2005 

E-S-QUAL : A Multiple-
Item Scale for Assessing 
Electronic Service 
Quality 

549 
E–S–QUAL and  
E-RecS-QUAL 

E–S–QUAL 
dimensions: 
Efficiency, 

System 
Availability, 
Fulfilment, 

Privacy  

Validate and made a 
standardized model to 
measure E Service 
Quality 

E-RecS-QUAL 
dimensions: 

Responsiveness
,Compensation, 

Contact  
Perceived 

Value 
Perceived 
Intentions 

40 
Sanchez-Franco 

&Roldan 
2005 

Web acceptance and 
usage model 

225 
Web acceptance 

and usage 
Usefulness The TAM model can be 

extend to adopt the web Ease of use 
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Flow 
based usage and its 

profitable consequences 

41 Yang 2005 
Measuring consumer 
perceptions of online 
shopping convenience 

150 
Information 
quality & 

System quality 

Usefulness of 
content 

Validate the instrument 
for information quality 

and system quality Adequacy of 
information 

Usability 
Accessibility 

Privacy 
Security 

Interaction 

42 
Joel E.Collier&Carol 

C.Bienstock 
2006 

Measuring Service 
Quality in E-Retailing 

12 websites 
Service quality 

and website 
interactivity 

WebQual & 
SITEQual 

Informative indicators in 
website leads to higher 
service quality 

43 Ho & Lee 2007 
The development of an e-
travel service quality 
scale 

170 Online 
customers 

Evaluation of 
service website 

quality (8 
Dimensions) 

Information 
quality 

E service scale used in the 
research efficiently 
predicted positive results 
in customer satisfaction 
and loyalty intention 

 

Security 
Ease of use 
Availability 

Customization 
Community 

Responsiveness 
Delivery 

Fulfilment 

44 Srivastava, Rajesh 2007 
Customer’s perception on 
usage of internet banking 

500 
Perception of 

internet banking 
usage 

Trust 

Education, gender, 
income play an important 
role in usage of internet 
banking 

45 Swaid& Wigand 2009 
Measuring the quality of 
e-service: scale 

500 
E Service 
Quality 

E-S-Qual: 
efficiency, 

Assurance is the most 
important factor affecting 
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development and initial 
validation 

fulfilment, 
system 

availability and 
privacy  

„price tolerance‟, while 
reliability is the factor 
with the greatest 
influence on „preference 
loyalty‟. The dimension 
of responsiveness is the 
only one having 
significant negative 
impact on complaining 
behaviour 

E-RecS-Qual: 
responsiveness, 
compensations 

and contact 

46 
Ling (Alice) Jiang, 

Zhilin Yang, Minjoon 
Jun  

2013 
Measuring consumer 
perceptions of online 
shopping convenience 

1025 
Web based 
dimensions 

Access Online retailers can 
achieve higher degree of 
perceived online shopping 
convenience by using the 
five factor measurement 
instrument 

 

Search 
Evaluation 
Transaction 

Possession/post
‐purchase 

convenience 
Security 

47 
Sirrka L. Jarvenpaa & 

Peter A. Todd 
2015 

Consumer Reactions to 
Electronic Shopping on 
the World Wide Web 

220 - 

Product 
perceptions 

Factors under study have 
positive impact on 
consumer reactions Shopping 

Experience 
Customer 

service 
Perceived 

consumer risk 

48 
David A. Griffith & 
Robert F. Krampf 

2015 

An Examination of the 
Web-Based Strategies of 
the Top 10 U.S. online 
Retailers 

- Literature Literature 

Majority of the 
companies’ focus on 
service quality 

49 Bhanavat & Bhatt 2016 Measuring Customer 114 Customer SERVQUAL All dimensions have 
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Satisfaction Using 
ServQual Model – An 
Empirical Study 

Satisfaction dimensions positive effect on 
customer satisfaction 

50 Chawla & Singh 2016 
A Review on Strategies 
for growing E-commerce 
in India 

- Literature Literature 

User can browse and 
search information easily 
compare to traditional 
commerce 

51 Mwithimbu 2017 

Factors affecting online 
consumer buying 
behavior 
A case study of Jumia 

50 
Online buying 

behaviour 
Innovativeness 
Perceived risk 

Innovativeness, perceived 
risk have positive effect 
on consumer buying 
behaviour 

52 Park & Kim 2017 

Identifying key factors 
affecting consumer 
purchase behavior in an 
online shopping context 

602 
Online store 

attributes 
Online store 

attributes 

Information quality, user 
interface quality and 
security perceptions affect 
online purchase behaviour 

53 Das Amber 2018 

Role of Familiarity and 
Trust on the Purchase  
Behaviour : An Empirical 
Investigation on Indian  
E-commerce Industry 

173 
Online purchase 

behaviour 
Familiarity & 

Trust 

It is concluded that there 
is no significant 
difference among male 
and                female for 
the trust, familiarity and 
on the consumer’s 
behaviour while the 
income level sequels the 
degree                 of 
familiarity of E-
commerce 

54 Hermis & Rathiha 2018 

Online Purchase 
Behaviour of Indian 
Consumers – An 
Analysis 

256 
Online purchase 

behaviour 

Price Price, availability, 
testimonials and 
accessibility of internet 
affects the online 
purchase behaviour of 

Quality 
Availability 

Easy 
understanding 
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of term customers 
Payment 
methods 

User friendly 
websites 

Wide range of 
options 

Accessibility of 
internet 

Testimonials 
Perceived value 

55 Parmar & Chauhan 2018 
Factors affecting online 
impulse buying 
behaviour 

106 
Online impulse 

buying 
behaviour 

Quantity 
discount 

Price discounts most 
affect impulse buying 
behaviour Price discount 

Free delivery 
Cash on 
delivery 

Gift coupons 
Festive offers 
Debit/credit 
card offers 

Cash returns 
End of season 

sale 

56 Rahim  Munshi 2018 

E-service quality in 
online shopping, a 
special case of 
Snapdeal.com 

300 
E Service 
Quality 

SERVQUAL 
dimensions 

Consumers rated 
Snapdeal high on website 
design, reliability, 
responsiveness and 
personalization, trust was 
a factor that Snapdeal has 



 

 Page 122 
 

scope of improvement 

57 
Hamed Khalfan & 
Hamed AL-Shukri 

2019 

Factors Influencing 
Online Shopping 
Intention: A study among 
online shoppers in Oman 

104 - - 

Identify following factors: 
Web security, privacy 
protection, user 
experience, website 
design, perceived 
usefulness and ease of use 

58 M Tamilselvi 2019 
A study on customers’ 
satisfaction towards 
online shopping 

150 - - 

The study found that due 
to offers, discounts and 
cash on delivery 
customers are satisfied 
with online shopping 

59 Patel & Pathak 2019 

A Study on Brand 
Loyalty of the Customers 
towards Online Shopping 
Sites in Ahmedabad 
District, Gujarat 

196 Customer loyalty 
Based on price 

offers 

In terms of brand loyalty, 
Flipkart is the number on 
choice of customers 

60 
Tinto Tom and Raja 

Kamal CH 
2019 

A Study on Problems and 
Factors in influencing 
online Shopping among 
Rural Youth 

50 - 

Time saving Time saving, availability 
of brand items, offers, and 
cash on deliver affect 
most. 

Easy mode of 
purchase 

Low price 
Availability of 

brand items 
EMI options  

Offers 
Returning 

policy 
Low price 
Cash on 
delivery 
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2.15 Literature Review Summary of factors that have impact online buying behaviour: 

Table 15: Literature Review Summary of factors that have impact online buying behaviour 

Independent variables Studies Freq. Summary of findings 

Consumer characteristics 

Demographic variables 

Gender Alreck & Settle, 2002; Boyle & Ruppel, 

2006; Calık & Ersoy, 2008; Chen & Lee, 

2005; Clemes et al., 2014; Doolin et al., 

2005; El Ansary & Roushdy, 2013; Fan & 

Miao, 2012; Girard & Silverblatt, 2003; Gong 

& Maddox, 2011; Koyuncu & Lien, 2003; 

Lian & Yen, 2014; Rodgers & Harris, 2003; 

Saprikis, 2013; Stafford et al., 2004; 

Thamizhvanan & Xavier, 2013;  Vaidehi, 

2014; Van Slyke et al., 2002; Wang et al., 

2010 

19 Significant impact (except Wang 

et al., 2010) 

Level of internet usage Bhatnagar et al., 2000; Calık & Ersoy, 2008; 

Cho, 2004; Citrin et al., 2000; Doolin et al., 

2005; El Ansary & Roushdy, 2013; Gong & 

Maddox, 2011; Koyuncu 

17 Significant impact (except 

Thamizhvanan & Xavier, 2013; 

Van Slyke et al., 2002) 
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& Lien, 2003; Kuhlmeier & Knight, 2005; 

Liao & Cheung, 2001; Nysveen & Pedersen, 

2004; Park, 2002; Punj, 2011; Saprikis, 

2013; Thamizhvanan & Xavier, 2013; Van 

Slyke et al., 2002; Wang et al., 2010 

Purchase experience Bhatnagar et al., 2000; Cho, 2004; El 

Ansary & Roushdy, 2013; Calık & Ersoy, 

2008; Citrin et al., 2000; Dai et al., 2014; 

Doolin et al., 2005; Gong & Maddox, 

2011; Koyuncu & Lien, 2003; Kuhlmeier 

& Knight, 2005; Liao & Cheung, 2001; 

Nysveen & Pedersen, 2004; Park & Jun, 

2003; Punj, 2011; Saprikis, 2013; Van 

Slyke et al., 2002; Wang et al., 2010 

17 Significant positive impact 

Age Bhatnagar et al., 2000; El Ansary & 

Roushdy, 2013; Calık & Ersoy, 2008; 

Clemes et al., 2014; Doolin et al., 2005; 

Gong & Maddox, 2011; Hernandez et al., 

2011; Koyuncu & Lien, 2003; Lian & Yen, 

2014; Punj, 2011; Stafford et al., 2004; 

Thamizhvanan & Xavier, 2013; Van Slyke 

13 Significant impact (except Doolin 

et 

al., 2005; 

Thamizhvanan & Xavier, 2013; 

Van Slyke et al., 2002) 
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et al., 2002 

Education El Ansary & Roushdy, 2013; Calık & 

Ersoy, 2008; Clemes et al., 2014; Girard 

& Silverblatt, 2003; Gong & Maddox, 

2011; Koyuncu & Lien, 2003; Punj, 2011; 

Saprikis, 2013; Thamizhvanan & Xavier, 

2013 

9 Significant impact 

Income Calık & Ersoy, 2008; Clemes et al., 2014; 

Doolin et al., 2005; Girard & Silverblatt, 

2003; Gong & Maddox, 2011; Hernandez 

et al., 2011; Koyuncu & Lien, 2003; Punj, 

2011; Susskind, 2004 

9 Significant impact 

Culture Chau et al., 2002; Koyuncu & Lien, 2003; 

O’Keefe et al., 2000; Park & Jun, 2003; 

Rodgers & Harris, 2003; Shiu & Dawson, 

2002; Stafford et al., 2004 

7 Significant impact (except 

Koyuncu & Lien, 2003) 

Occupation Calık & Ersoy, 2008; Chen & Lee, 2005; 

Clemes et al., 2014; Girard & Silverblatt, 

2003 

4 Significant impact 
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Marital status Clemes et al., 2014; Gong & Maddox, 2011; 

Koyuncu & Lien, 2003 

3 Significant impact (except 

Koyuncu & Lien, 2003) 

Credit card usage Thamizhvanan & Xavier, 2013; Van Slyke 

et al., 2002 

2 Significant impact (partially 

Thamizhvanan & Xavier, 2013) 

Residential area Doolin et al., 2005 1 Significant impact 

Direct shopping experience Doolin et al., 2005 1 Significant impact 

Race Koyuncu & Lien, 2003 1 No significant impact 

Sexual preference Koyuncu & Lien, 2003 1 Significant impact 

Trust Aghdaie et al., 2011; Al-Nasser et al., 2014; 

Becerra & Korganonkar, 2011; Bianchi & 

Andrews, 2012; Chang & Chen, 2008; El 

Ansary & Roushdy, 2013; 

18 Significant positive impact (except 

Leerapong & Mardjo, 2013) 

George, 2002, 2004; Harris & Goode, 2010; 

Hsu et al., 2014; Kamtarin, 2012; Leerapong 

& Mardjo, 2013; 

Li et al., 2007; Ling et al., 2010; Ling et al., 

2011; Thamizhvanan & Xavier, 2013; Wu 

& Lee, 2012; Yoon, 

2002 
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Perceived risk Adnan, 2014; Almousa, 2014; Bhatnagar et 

al., 2000; Bianchi & Andrews, 2012; Boyle 

& Ruppel, 2006; Chang & Chen, 2008; 

Clemes et al., 2014; Doolin et al., 2005; Hsu 

& Bayarsaikhan, 2012; Kim & Lennon, 

2010; Kim & Byramjee, 2014; Kuhlmeier & 

Knight, 2005; Leerapong & Mardjo, 2013; 

Liao & Cheung, 2001; Pavlou, 2003 

15 Significant negative impact 

Attitude Al-Nasser et al., 2014; Bianchi & Andrews, 

2012; Çelik & Yılmaz, 2011; Chu, 2008; 

Dhawal & Upadhyay, Neha & Bhatt, Viral, 

2021;El Ansary & Roushdy, 2013;Hsu & 

Bayarsaikhan, 2012; Laohapensang, 2009; 

Limayem et al., 2000; Ling et al., 2011; 

Mazaheri et al., 2012; Wang et al., 2007; 

Yörük, Dündar, Moga, & Neculita, 2011; 

Yu & Wu, 2007 

13 Significant positive impact 
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Subjective norms Bonera, 2011; Clemes et al., 2014; Foucault 

& Scheufele, 2002; Laohapensang, 2009; 

Leerapong & Mardjo, 2013; Limayem et al., 

2000; Wang et al., 2007; Yu & Wu, 2007; 

Zhang et al., 2006 

9 Significant positive impact (except 

Wang et al., 2007) 

Personal Innovativeness Boyle & Ruppel, 2006; Citrin et al., 2000; 

Goldsmith, 2001, 2002; Hsu & 

Bayarsaikhan, 2012; Limayem et al., 2000; 

Sin & Tse, 2002; Wang et al., 2010 

8 Significant positive impact 

Satisfaction Cho, 2004; Foucault & Scheufele, 2002; 

Hackman et al., 2006; Kim & Lennon, 2010 

4 Significant positive impact (except 

Kim and Lennon, 2010) 

Perceived self- efficacy Bonera, 2011; Boyle & Ruppel, 2006; Wang 

et al., 2010 

3 Significant positive impact 

Perceived behavioral control Laohapensang, 2009; Wang et al., 2007 2 Significant positive impact 

Emotions Ha & Lennon, 2010; Hackman et al., 2006 2 Significant positive impact 

Perceived price Liao & Cheung, 2001; Mehta & Kumar, 

2012 

2 Significant impact 

Perceived compatibility Chen, Gillenson, & Sherrell, 2002; 

Leerapong & Mardjo, 2013 

2 Significant impact 
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Web navigation ability Adeline, 2008 1 Significant positive impact 

Involvement Chen & Lee, 2005 1 Significant positive impact 

Cognitive adoption Wang et al., 2010 1 No significant impact 

Perceived observability Leerapong & Mardjo, 2013 1 Significant impact 

Shopping orientations Boyle & Ruppel, 2006; Calık & Ersoy, 

2008; Girard & Silverblatt, 2003; Ling et 

al., 2010; Park, 2002; Thamizhvanan & 

Xavier, 2013; Zhang et al., 2006 

7 Significant impact (except 

Thamizhvanan & Xavier, 2013) 

Web as a sales channel 

General variables 

Service quality El Ansary & Roushdy, 2013; Clemes et al., 

2014; Gatautis et al., 2014; Hackman et al., 

2006; Liao & Cheung, 2001; Tsao & Tseng, 

2011 

6 Significant positive impact 

After-sale service quality Gatautis et al., 2014; Jun & Jaafar, 2011; 

Koo et al., 2008 

3 Significant positive impact 

(except Jun & Jaafar, 2011) 

Online advertisement Goode & Harris, 2007; Kiran et al., 2008; 

Momtaz et al., 2011 

3 Significant positive impact 
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Delivery Aghdaie et al., 2011; Alam & Yasin, 2010 2 No significant impact 

E-word of mouth Fan & Miao, 2012; Kamtarin, 2012 2 Significant positive impact 

Payment Aghdaie et al., 2011 1 Significant impact 

Service value Hackman et al., 2006 1 Significant positive impact 

Online feedbacks Oncioiu, 2014 1 Significant positive impact 

Auctions Calık & Ersoy, 2008 1 Significant positive impact 

Relative advantages Adnan, 2014; Clemes et al., 2014; Hsu & 

Bayarsaikhan, 2012; Kamtarin, 2012; 

Leerapong & Mardjo, 2013; Mehta & 

Kumar, 2012; Ozen & Engizek, 2014; Park 

& Kim, 2008; Punj, 2011; Saprikis, 2013; 

Vaidehi, 2014; Yörük et al., 2011 

12 Significant positive impact (except 

Adnan, 2014) 

Merchant characteristics 

Reputation Aghdaie et al., 2011; Goode & Harris, 2007; 

Ha & Lennon, 2010 

3 Significant positive impact 

Brand Gatautis et al., 2014; Momtaz et al., 2011 2 Significant positive impact 
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Perceived marketing mix Jun & Jaafar, 2011 1 Significant positive impact 

Website characteristics 

Web Adnan, 2014; Aghdaie et al., 2011; Alam & 

Yasin, 2010; Chen & Lee, 2005; Clemes et 

al., 2014; Gatautis et al., 2014; Goode & 

Harris, 2007; Koo et al., 2008; Mazaheri et 

al., 2012; Zhang et al., 2006 

10 Significant positive impact (except 

Adnan, 2014) Atmosphere 

Perceived ease of use Aghdaie et al., 2011; Bonera, 2011; Chen et 

al., 2002; Gatautis et al., 2014; Jun & Jaafar, 

2011; Mehta & Kumar, 2012 

6 Significant positive impact 

Perceived usefulness Aghdaie et al., 2011; Bonera, 2011; Chen et 

al., 2002; Gatautis et al., 2014; Wang et al., 

2010 

5 Significant positive impact 

Reliability Alam & Yasin, 2010; Gatautis et al., 2014; 

Goode & Harris, 2007; Mehta & Kumar, 

2012 

4 Significant impact 

Information quality Aghdaie et al., 2011; Koo et al., 2008 2 Significant positive impact 

Message framing Chu, 2008 1 Significant positive impact 
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Playfulness Bonera, 2011 1 Significant positive impact 

Avatars Holzwarth et al., 2006 1 Significant positive impact 

Product characteristics 

Product type Boyle & Ruppel, 2006; Gatautis et al., 2014; 

Nagra & Gopal, 2014; Park, 2002; 

Vijayasarathy, 2002 

5 Significant impact 

Product price Clemes et al., 2014; Gatautis et al., 2014 2 Significant impact (except Clemes 

et al., 2014) 

Product variety Clemes et al., 2014; Koo et al., 2008 1 Significant positive impact 

Product guarantee Clemes et al., 2014 1 No significant impact 

Product knowledge Gatautis et al., 2014 1 Significant impact 

Social media 

  Chaturvedi & Gupta, 2014; Forbes & 

Vespoli, 2013; Leerapong & Mardjo, 2013; 

Maoyan et al., 2014; Vinerean et al., 2013 

5 Significant positive impact 
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2.16 Research Gap: 

The use of internet is increased very rapidly in recent years due to availability of various technical support as well as number of providers. Due 

to the bandwidth and speed of the internet, the online shopping also becomes a trend in various geographical territories. The literature done by 

various researchers suggests that online shopping is a common trend among the major parts of the globe. Various literatures are available on 

online shopping behaviour and demographic factors (Rajayogan & Muthumani, 2015). The literatures are also available on the various factors 

which affect online shopping (Alam et al., 2008) as well as preferences of consumers towards online shopping (Ahuja et al., 2003). Limited 

studies covers the impact of various factors on online shopping or buying behaviour like Website attributes (Ariff et al., 2013; Goi, 2011), 

perceived risk (Yeniçeri & Akin, 2013; Javedi et al., 2012) and its impact on buying behaviour (Ariff et al., 2013; Goi, 2011). Past studies are 

also available for consumer’s satisfaction, factors, and e-loyalty towards online shopping (Shergill & Chen, 2005; Hilaludin & Cheng, 2014).  

Comparative studies between various cities are also have been done by Mathew & Mishra, 2013; Dahiya, 2012. But the researcher have not find 

any studies related to online shopping of household products, electronic products, clothes and accessories products. Hence, it is very important to 

know identify the factors which affect online shopping of household products, electronic products, clothes and accessories products. 

The literatures are available on website design, reliability, product variety, delivery, price, confidence, security, convenience, time, after sales 

service and discount deals (Alam & Yasim, 2010; Nazir et al., 2012). There were limited studies available with considerations to shopping 

attribute and web store atmosphere. But no concrete study available with respect to Gujarat. Therefore in present study, following variables have 

been identified: ease of using, shopping attribute, perceived benefit, perceived usefulness, perceived risk, perceived trust, web store atmosphere 

which affect online buying behaviours.  

Previous studies (i.e., Bhatnagar et al., 2000; Jarvenpaa and Todd, 1997; Vijayasarathy and Jones 2000) attempted to identify factors affecting 

Indian consumers’ online purchases. However, only risk and benefit factors identified from the US studies were applied to the Indian online 

shopping context, failing to incorporate other Gujarat or Indian specific factors. Thus, the purpose of this study is to identify factors affecting 
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Indian consumers’ online shopping behaviour, specifically elucidating them in the Gujarat context. In addition to the previously identified 

factors (i.e. psychological reasons such as perceived risks, shipping costs & time, trust etc.), this study included Indian culture-specific factors 

(e.g., shopping attributes, web store atmosphere) that may play an important role in determining online buying behaviours towards household 

products, electronic products, clothes and accessories products. Since the researcher have not find any study related to factors affecting online 

shopping behaviour in Gujarat, the present study was planned designed to fill the research gap and enhance the existing literature. The study 

covers variables like ease of using, shopping attribute, perceived benefit, perceived usefulness, perceived risk, and perceived trust, web store 

atmosphere which affect online buying behaviours towards household products, electronic products, clothes and accessories products. 

2.17 Conceptual Framework: 

The consumer choices vary based upon their preference towards online shopping versus offline shopping. Consumers may use either online or 

offline mode of shopping, or also use both the online and traditional mode of shopping depending on their preferences at a particular moment, 

but the process of making decision are very similar whether the consumer is offline or online (Chayapa, 2011). Lenvin et al. (2003) found that 

being able to personally encounter a product prior to purchase is an underlying factor of the preference for an offline shopping method for 

products such as clothing. However, textile and clothing have found the biggest acceptance in online retail and no branch of the industry is 

affected by the internet as retail sales have (Heinemann and Schwarzl, 2010). Chaing and Dholakia (2014) carried out a study in which they 

examined the purpose the customer to purchase goods online during their shopping. Mainly there are three variable in their study those affects 

the consumer to purchase online or to go offline. Those are the accessibility features of the shopping sites, the type of the products and their 

characteristic, and the actual price of the product. The study revealed that the accessibility and the convenience of the shopping sites create the 

intention in the customer to purchase or not. When there are difficulty faced by a consumer to purchase online then the customer switch to the 

offline shopping for the purchase behaviour and the consumer face difficulty in offline purchasing then they go to the online purchasing. 
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With consideration to cost associated with online and offline shopping methods studies revealed that online search isn’t completely free; several 

papers have estimated positive but modest costs. Bajari and Hortaçsu (2003), for example, find the implied price of entering an eBay auction to 

be $3.20. Brynjolfsson, Dick, and Smith (2010) estimate that the maximum cost of viewing additional pages of search results on a books shopbot 

is $6.45. Hong and Shum (2006) estimate the median consumer search cost for textbooks to be less than $3.00. Nevertheless, while positive, 

these costs are less for most consumers than the value of the time it would take them to travel to just one offline seller. 

Aron M. Levin, Irwin P. Levin, and Joshua A. Weller (2005) for their study used two samples of size 199 from a large mid-eastern American 

University and an online survey panel. The study found that the preferences for shopping online or offline were shown to vary across products, 

consumers, and stages of the shopping process. When attributes such as large selection and shopping quickly were predominant, online shopping 

was preferred. When attributes such as personal service and ability to see-touch-handle the product were predominant, offline shopping was 

preferred. Junhong Chu et. al. (2010) explored the moderating effects of household (e.g., shopping frequency) and product (e.g., sensory nature) 

characteristics on brand loyalty, size loyalty and price sensitivity across online and offline channels of grocery products. The study found that the 

households were more brand loyal and size loyal but less price sensitive in the online channel than the offline channel.  

Tony Ahn, Seewon Ryu, Ingoo Han(2004) explored online and offline features of Internet shopping malls and their relationships with the 

acceptance behaviours of the customers. Web survey with a 932 users was conducted in 6 shopping malls in Korea. The study validate 

technology acceptance model (TAM) on predicting the acceptance of the Internet shopping malls. Online and offline features have positive 

effects on the user acceptance, usefulness, attitude and intention to use. Yaobin Lu et al., (2011) focused on factors that influence users’ intention 

to transfer their usage from the offline to the online channel that offer similar services. The study revealed that innovativeness in new technology 

and relative benefit had positive effects on users’ intention to transfer usage. Moreover, the findings of the study also indicated that internet 

experience moderates the relationship between relative benefit and consumers’ intention to transfer usage from offline to online services. 
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Dong-Mo Koo, Ji-Hoon Lee (2011) proposed an interrelationship among dominance, energetic and tense arousal, pleasure and their impact on 

intention. Results from the from a survey of 406 consumers (217 from offline store customers and 189 online store users) demonstrated that 

dominance had a significant positive and/or negative effect on both energetic and tense arousal, it has no impact on pleasure and intention under 

both offline and online environment; effect of dominance on tense arousal was not statistically significant in an online shopping environment; 

both energetic and tense arousal has a positive and/or negative impact on pleasure. 

According to Sekaran & Bougie (2009), conceptual framework is the basic foundation on which it is coherently created, depicted and explained 

the system of relationship among the variables consider in a specified way that relevant to the problem situation and indicated through the 

processes of interviews, observations and literature review. 

In order to view the full picture of how customer assesses various e service quality dimensions of various online shopping platforms following 

conceptual model is developed with the help of previous literature studies. 

Table 16: Online platform service dimensions considered for this study 

Dimensions Measures Source 

Perceived Ease of Using  While seating at home one can purchase product(s) easily. 

 Online shopping saves time over visiting shop(s) 

manually. 

 Buyers can purchase product(s) according to their own 

convenient time. 

 Buyer can easily leave the shopping site without any 

influence of the salesperson. 

 Doll (1994) 

 Ho & Lee (2007) 

 Yang & Fang (2004) 

 O’Connor (2003) 

 Aghdaie et al., 2011 

 Bonera, 2011 

 Chen et al., 2002 
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 Buyer can have his/her own convenience during shopping 

compared to conventional crowded marketplace. 

 Buyers can access the platform(s) and shop from his/her 

own convenient place (Office/Home/In-Transit). 

 It’s quite Easy to log-in in to account through any device. 

 Variety of Online Payment Options are Quite Convenient 

and Easy to Use 

 Customer can cancel the order of product easily before the 

delivery. 

 Gatautis et al., 2014 

  Jun & Jaafar, 2011 

 Mehta & Kumar, 2012 

Shopping attribute  Shopping through websites provides wide range of 

product(s). 

 Product(s) features are explained in detail on the shopping 

site. 

 Some customized product(s) are only available through 

online platform. 

 Buyers can compare features of multiple products at one 

place conveniently. 

 Customer can analyse the Reviews & Ratings before 

making a final decision. 

 Adeline, 2008 

 Bonera, 2011 

 Boyle & Ruppel, 2006 

 Citrin et al., 2000 

 Chen, Gillenson, & Sherrell, 

2002 

 Goldsmith, 2001, 2002 

 Hsu & Bayarsaikhan, 2012 

 Leerapong & Mardjo, 2013 

 Liao & Cheung, 2001 

 Limayem et al., 2000 

 Mehta & Kumar, 2012 
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 Sin & Tse, 2002 

 Wang et al., 2010 

Perceived Benefit  Customer can buy cheaper product(s) through online 

platform. 

 Discounts and offers provide additional benefits to the 

customer. 

 Festive Season Promotions will motivate the buyer(s) 

product with the cheaper options. 

 Buyers can compare prices of multiple products at one 

place conveniently 

 Customer can save money through online shopping. 

 Buyers Like to shop online from platform(s) with ZERO-

Shipping charges. 

 Adnan, 2014 

 Clemes et al., 2014 

 Hsu & Bayarsaikhan, 2012 

 Kamtarin, 2012 

 Leerapong & Mardjo, 2013 

 Mehta & Kumar, 2012 

 Ozen & Engizek, 2014 

 Park & Kim, 2008 

 Punj, 2011 

 Saprikis, 2013 

 Vaidehi, 2014 

 Yörük et al., 2011 

Perceived Usefulness  Customer can save energy through online shopping. 

 Customer can purchase the product with their own 

privacy. 

 Online shopping helps buyers make their purchase 

decision hectic routines. 

 Order Tracking System (Delivery – Status) of Online 

 Aghdaie et al., 2011 

 Bonera, 2011 

 Chen et al., 2002 

 Gatautis et al., 2014 

 Wang et al., 2010 
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Platform is very easy & helpful. 

 Easy-Return Policy is one of the strong reason motivating 

people to try for online Shopping options 

 Shoppers like to purchase from the website where there is 

free return shipment service available. 

 Online shopping sites should enable easy to use bio – 

metric (Eye-retina, Face-Recognition, Thumb Imprint) 

login system to increase safety and remove the 

unnecessary need to remember password(s) any more 

Perceived Risk  Incorrect information of the products misleads buyers. 

 Connectivity issues of service provider prevent shoppers 

from buying online. 

 Delivered product did not match with original 

specification prevent shoppers to reconsider their online 

buying 

 Damaged/Counterfeited/Refurbished product creates bad 

image of online shopping site 

 Online payments by credit card/ debit card /net banking / 

UPI are secure. 

 Process of online purchase and payment process is 

complex 

 Adnan, 2014 

 Almousa, 2014 

 Bhatnagar et al., 2000 

 Bianchi & Andrews, 2012 

 Boyle & Ruppel, 2006 

 Chang & Chen, 2008 

 Clemes et al., 2014 

 Doolin et al., 2005 

 Hsu & Bayarsaikhan, 2012 

 Kim & Lennon, 2010 

 Kim & Byramjee, 2014 

 Kuhlmeier & Knight, 2005 
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 Leerapong & Mardjo, 2013 

 Liao & Cheung, 2001 

 Pavlou, 2003 

Perceived Trust  Cash-On-Delivery ensures trust among buyers while 

purchasing products online 

 Buyers prefer to buy product (s) from reputed online 

platform(s) only. 

 Buyers prefer to purchase from the website (s) where there 

is money back guarantee. 

 Buyers prefer to purchase from the website(s) where there 

is a secured Online payment Gateway 

 Review and rating of other consumer’ past purchase  

influence positive trust among the potential buyers 

 Buyers select website where their personal data is secure. 

 Variety of customer Assistant Systems (Online/E-

mail/Toll Free/Chat bots) imparts positive trust among 

potential shoppers 

 Aghdaie et al., 2011 

 Al-Nasser et al., 2014 

 Becerra & Korganonkar, 2011 

 Bianchi & Andrews, 2012 

 Chang & Chen, 2008 

 El Ansary & Roushdy, 2013 

  George, 2002, 2004 

 Harris & Goode, 2010 

 Hsu et al., 2014 

 Kamtarin, 2012 

 Leerapong & Mardjo, 2013 

 Li et al., 2007 

 Ling et al., 2010, 2011 

 Thamizhvanan & Xavier, 2013 

 Wu & Lee, 2012 

 Yoon, 2002 
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Web store atmosphere  Product information is displayed in logical order, which 

makes it easy to understand. 

 The website layout helps me in browsing and selecting the 

right product while shopping online. 

 Various colors in website layout helps me to identify 

product and related details 

 Enough spaces and tabs makes my shopping experience 

wonderful 

 Buyers prefer to purchase from website where there is 

Visible fonts 

 Buyers prefer to purchase from website where there is 

proper presentation or demo of product is available 

 Buyers prefer to purchase from the website where there is 

easy navigation possible 

 Facility for creation of individual account with login Id & 

password is there 

 Adnan, 2014 

 Aghdaie et al., 2011 

 Alam & Yasin, 2010 

 Chen & Lee, 2005 

 Clemes et al., 2014 

 Gatautis et al., 2014 

 Goode & Harris, 2007 

 Koo et al., 2008 

 Mazaheri et al., 2012 

 Zhang et al., 2006 

Buyers’ intension  My prior knowledge about a website helps me in 

purchasing products online 

 A positive review will enhance my chances of buying a 

product online 

 Prior online purchase experience reduces uncertainties, 

 Bhatnagar et al., 2000 

 Boyle & Ruppel, 2006 

 Calık & Ersoy, 2008 

 Cho, 2004 

 El Ansary & Roushdy, 2013 
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and leads to an increase in buyer’s purchase intention 

 Availability of quality products enhances my chances of 

buying a product online 

 A trust in online platform will enhance my chances of 

buying a product online. 

 Availability of different online shopping attributes will 

enhance my chances of buying a product online 

 Online web store atmosphere increases my changes of 

buying a product online 

 Ease of purchasing online enhances my chances of buying 

a product online 

 Perceived usefulness of online shopping platform will 

enhance my changes of buying a product online 

 Perceived risk of online shopping platform will reduce my 

changes of buying a product online 

 I will buy online products from online platform 

 I plan to buy products online. 

 I would strongly recommend others to purchase online. 

 Calık & Ersoy, 2008 

 Citrin et al., 2000 

 Dai et al., 2014 

 Doolin et al., 2005 

 Girard & Silverblatt, 2003 

 Gong & Maddox, 2011 

 Koyuncu & Lien, 2003 

 Kuhlmeier & Knight, 2005 

 Liao & Cheung, 2001 

 Ling et al., 2010 

 Nysveen & Pedersen, 2004 

 Park, 2002 

 Park & Jun, 2003 

 Punj, 2011 

 Saprikis, 2013 

 Thamizhvanan & Xavier, 2013 

 Van Slyke et al., 2002 

 Wang et al., 2010 

 Zhang et al., 2006 
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Figure 24: Conceptual Framework: 
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CHAPTER 3: RESEARCH METHODOLOGY 
 

This chapter discusses research methods adopted and used for the existing research. It 

provides detailed information on research approach, research design, instrument 

development guidelines, data collection method, sampling techniques, determination of 

sample size, reliability & validity construct of instruments and statements and lastly it 

discusses data analysis methods used in the present study. The chapter ends with the major 

limitations of the study.  

 
3.1 Research Questions: 

For the present study following research questions have been identified. 

1. How do demographic factors impact consumer buying behaviour on the internet? 

2. What are the major factors consumers concerns towards online shopping? 

3. How do perceived advantages, perceived risks, consumer characteristics, perceived 

trust, web store atmospherics impact online buying behaviour of shoppers? 

3.2 Research Objectives: 

 To identify various dimensions that consumers concerns while shopping online. 

 To identify effect of dimensions on online buying behaviour of shoppers. 

3.3 Research Design: 

Descriptive research design is mostly preferred research design in marketing and related 

studies (Cavana et al, 2001; Malhotra, 2004; and Aaker, Kumar & Day, 2007).  Descriptive 

research design helps to describe the various characteristics of people understudy, helps to 

predict behaviour in a specific situation as well as variables, helps to identify clear research 

question, problem statements and helps to analyze hypotheses. Thus, descriptive research 

design helps to identify characteristics of various online shoppers.  

A quantitative research approach is most suitable when descriptive research design was 

adopted for any study. (Cavana et al, 2001).  Most of the past studies and literature reviews 

suggested that whenever consumer behaviour towards online shopping is measured with the 

help of questionnaire then descriptive research design with quantitative approach is more 
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useful than any other research designs (Ahn et al, 2004; Bhatnagar et al, 2000; Cook et al, 

2002; George, 2002; George, 2004; Goldsmith and Flynn, 2004; Lepkowska-White, 2004; 

Limayem et al, 2000;Liu and Wei, 2003; Miyazaki and Fernandez, 2001; O'Cass and Fenech 

2003; Sim and Koi, 2003.)  Data collected with the questionnaire has advantage like easy to 

administer, got more reliable answers to each questions and it helps to simplify the analysis 

(Malhotra, 2004).  

The present study is undertaken in specific one time period study with the help of single cross 

sectional study. The cross sectional study is used mostly in many marketing research 

(Malhotra, 2004). Since respondents are unlikely to answer in future, hence longitudinal 

studies will not be much useful in such studies.  

Online shopping studies did by Bhatnagar et al (2000), Goldsmith & Goldsmith (2002), Sim 

& Koi (2003), Ahn et al (2004),  and George (2004)  adopted single cross sectional or one 

time period study to measure consumer behaviour. 

Thus, the present study focuses on a quantitative approach based on descriptive research 

design and single cross sectional study for the measurement of consumer behaviour towards 

online shopping.  

3.4 Respondents and Sampling procedure: 

3.4.1 Target Population: 

It is evident from the Statista majority of the youngsters as well as middle aged people are the 

users of internet in India, therefore the present study targets the respondents who are internet 

users and live in urban areas of Gujarat.  These respondents were picked by convenient 

sampling method. 

3.4.2 Sampling method: 

For the present study, Non Probability convenient sampling method was used. According to 

Bajpai (2017), quotas are arranged in proportion of the sample as similar to the composition 

of the population. 
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3.4.3 Sample size determination: 

The Cochran formula allows you to calculate an ideal sample size given a desired level of 

precision, desired confidence level, and the estimated proportion of the attribute present in 

the population. 

Cochran’s formula is considered especially appropriate in situations with large populations. A 

sample of any given size provides more information about a smaller population than a larger 

one, so there’s a ‘correction’ through which the number given by Cochran’s formula can be 

reduced if the whole population is relatively small. 

The Cochran formula is: 

 

Where: 

 e is the desired level of precision (i.e. the margin of error), 

 p is the (estimated) proportion of the population which has the attribute in question, 

 q is 1 – p 

95% level of confidence is used, so z = 1.96. Next, the p = q = 50% situation is customarily 

assumed as it is the worst possible case of variability. Let’s take a ± 3.1% sample error.  

 Using the sample size formula, the sample size, n, is calculated as follows. Sample size 

computed with p = 50%, q = 50%, and e = 3.1% 

𝑁 =
(1.96) ∗ (0.5)(0.5)

(0.0031)
 

    = 999.37 

    = 1000 (Rounded Up) 

For the present study total 1200 respondents have been identified. 



 

 Page 147 
 

3.5 Survey Instrument Development: Questionnaire 
A structured questionnaire was made and used to collect necessary information to meet the 

objective of the study. The questionnaire consists of demographic variables, basic questions 

related to online shopping and various factors affecting online buying behaviour.  

Demographic information and basic questions related to online shopping were framed with 

the help of Nominal and Ratio scale (Cavana et al., 2001). The statements related to online 

buying behaviour are framed with interval scale. Five point Likert scale, anchored by 1 

(Strongly Disagree) to 5 (Strongly Agree) has been used to identify the factors affecting 

online buying behaviour. All are closed ended questions (Cavana et al., 2001), as the closed 

ended questions are easily accepted by the respondents and quick & easy responses are 

available.   

The below table list the descriptions of each construct measurement of the present study. 

Table 17: Lists the descriptions of measurement of the constructs for the study. 

Dimensions Measures Source 

Perceived Ease of 

Using 

 While seating at home one can 

purchase product(s) easily. 

 Online shopping saves time over 

visiting shop(s) manually. 

 Buyers can purchase product(s) 

according to their own convenient 

time. 

 Buyer can easily leave the shopping 

site without any influence of the 

salesperson. 

 Buyer can have his/her own 

convenience during shopping 

compared to conventional crowded 

marketplace. 

 Buyers can access the platform(s) 

and shop from his/her own 

convenient place (Office/Home/In-

 Doll (1994) 

 Ho & Lee (2007) 

 Yang & Fang 

(2004) 

 O’Connor (2003) 

 Aghdaie et al., 

2011 

 Bonera, 2011 

 Chen et al., 2002 

 Gatautis et al., 2014 

  Jun & Jaafar, 2011 

 Mehta & Kumar, 

2012 



 

 Page 148 
 

Transit). 

 It’s quite Easy to log-in in to account 

through any device. 

 Variety of Online Payment Options 

are Quite Convenient and Easy to 

Use 

 Customer can cancel the order of 

product easily before the delivery. 

Shopping attribute  Shopping through websites provides 

wide range of product(s). 

 Product(s) features are explained in 

detail on the shopping site. 

 Some customized product(s) are 

only available through online 

platform. 

 Buyers can compare features of 

multiple products at one place 

conveniently. 

 Customer can analyse the Reviews 

& Ratings before making a final 

decision. 

 Adeline, 2008 

 Bonera, 2011 

 Boyle & Ruppel, 

2006 

 Citrin et al., 2000 

 Chen, Gillenson, 

& Sherrell, 2002 

 Goldsmith, 2001, 

2002 

 Hsu & 

Bayarsaikhan, 2012 

 Leerapong & 

Mardjo, 2013 

 Liao & Cheung, 

2001 

 Limayem et al., 

2000 

 Mehta & Kumar, 

2012 

 Sin & Tse, 2002 

 Wang et al., 2010 

Perceived Benefit  Customer can buy cheaper 

product(s) through online platform. 

 Discounts and offers provide 

 Adnan, 2014 

 Clemes et al., 2014 

 Hsu 
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additional benefits to the customer. 

 Festive Season Promotions will 

motivate the buyer(s) product with 

the cheaper options. 

 Buyers can compare prices of 

multiple products at one place 

conveniently 

 Customer can save money through 

online shopping. 

 Buyers like to shop online from 

platform(s) with ZERO-Shipping 

charges. 

&Bayarsaikhan, 

2012 

 Kamtarin, 2012 

 Leerapong & 

Mardjo, 2013 

 Mehta & Kumar, 

2012 

 Ozen & Engizek, 

2014 

 Park & Kim, 2008 

 Punj, 2011 

 Saprikis, 2013 

 Vaidehi, 2014 

 Yörük et al., 2011 

Perceived 

Usefulness 

 Customer can save energy through 

online shopping. 

 Customer can purchase the product 

with their own privacy. 

 Online shopping helps buyers make 

their purchase decision hectic 

routines. 

 Order Tracking System (Delivery – 

Status) of Online Platform is very 

easy & helpful. 

 Easy-Return Policy is one of the 

strong reason motivating people to 

try for online Shopping options 

 Shoppers like to purchase from the 

website where there is free return 

shipment service available. 

 Online shopping sites should enable 

easy to use bio – metric (Eye-retina, 

 Aghdaie et al., 

2011 

 Bonera, 2011 

 Chen et al., 2002 

 Gatautis et al., 2014 

 Wang et al., 2010 
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Face-Recognition, Thumb Imprint) 

login system to increase safety and 

remove the unnecessary need to 

remember password(s) any more 

Perceived Risk  Incorrect information of the products 

misleads buyers. 

 Connectivity issues of service 

provider prevent shoppers from 

buying online. 

 Delivered product did not match 

with original specification prevent 

shoppers to reconsider their online 

buying 

 Damaged/Counterfeited/Refurbished 

product creates bad image of online 

shopping site 

 Online payments by credit card/ 

debit card /net banking / UPI are 

secure. 

 Process of online purchase and 

payment process is complex 

 Adnan, 2014 

 Almousa, 2014 

 Bhatnagar et al., 

2000 

 Bianchi & 

Andrews, 2012 

 Boyle & Ruppel, 

2006 

 Chang & Chen, 

2008 

 Clemes et al., 2014 

 Doolin et al., 2005 

 Hsu & 

Bayarsaikhan, 2012 

 Kim & Lennon, 

2010 

 Kim & Byramjee, 

2014 

 Kuhlmeier & 

Knight, 2005 

 Leerapong & 

Mardjo, 2013 

 Liao & Cheung, 

2001 

 Pavlou, 2003 

Perceived Trust  Cash-On-Delivery ensures trust 

among buyers while purchasing 

products online  

 Aghdaie et al., 

2011 

 Al-Nasser et al., 
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 Buyers prefer to buy product (s) 

from reputed online platform(s) 

only. 

 Buyers prefer to purchase from the 

website (s) where there is money 

back guarantee. 

 Buyers prefer to purchase from the 

website(s) where there is a secured 

Online payment Gateway 

 Review and rating of other 

consumer’s past purchase  influence 

positive trust among the potential 

buyers 

 Buyers select website where their 

personal data is secure. 

 Variety of customer Assistant 

Systems (Online/E-mail/Toll 

Free/Chat bots) imparts positive trust 

among potential shoppers 

2014 

 Becerra & 

Korganonkar, 2011 

 Bianchi & 

Andrews, 2012 

 Chang & Chen, 

2008 

 El Ansary & 

Roushdy, 2013 

  George, 2002, 

2004 

 Harris & Goode, 

2010 

 Hsu et al., 2014 

 Kamtarin, 2012 

 Leerapong & 

Mardjo, 2013 

 Li et al., 2007 

 Ling et al., 2010, 

2011 

 Thamizhvanan & 

Xavier, 2013 

 Wu & Lee, 2012 

 Yoon, 2002 

Web store 

atmosphere 

 Product information is displayed in 

logical order, which makes it easy to 

understand. 

 The website layout helps me in 

browsing and selecting the right 

product while shopping online. 

 Various colours in website layout 

helps me to identify product and 

 Adnan, 2014 

 Aghdaie et al., 

2011 

 Alam & Yasin, 

2010 

 Chen & Lee, 2005 

 Clemes et al., 2014 

 Gatautis et al., 2014 
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related details 

 Enough spaces and tabs makes my 

shopping experience wonderful 

 Buyers prefer to purchase from 

website where there is Visible fonts 

 Buyers prefer to purchase from 

website where there is proper 

presentation or demo of product is 

available 

 Buyers prefer to purchase from the 

website where there is easy 

navigation possible 

 Facility for creation of individual 

account with login Id & password is 

there 

 Goode & Harris, 

2007 

 Koo et al., 2008 

 Mazaheri et al., 

2012 

 Zhang et al., 2006 

Buyers’ intension  My prior knowledge about a website 

helps me in purchasing products 

online 

 A positive review will enhance my 

chances of buying a product online 

 Prior online purchase experience 

reduces uncertainties, and leads to an 

increase in buyer’s purchase 

intention 

 Availability of quality products 

enhances my chances of buying a 

product online 

 A trust in online platform will 

enhance my chances of buying a 

product online. 

 Availability of different online 

shopping attributes will enhance my 

chances of buying a product online 

 Bhatnagar et al., 

2000 

 Boyle & Ruppel, 

2006 

 Calık & Ersoy, 

2008 

 Cho, 2004 

 El Ansary & 

Roushdy, 2013 

 Calık & Ersoy, 

2008 

 Citrin et al., 2000 

 Dai et al., 2014 

 Doolin et al., 2005 

 Girard & 

Silverblatt, 2003 

 Gong & Maddox, 

2011 
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 Online web store atmosphere 

increases my changes of buying a 

product online 

 Ease of purchasing online enhances 

my chances of buying a product 

online 

 Perceived usefulness of online 

shopping platform will enhance my 

changes of buying a product online 

 Perceived risk of online shopping 

platform will reduce my changes of 

buying a product online 

 I will buy online products from 

online platform 

 I plan to buy products online. 

 I would strongly recommend others 

to purchase online. 

 Koyuncu & Lien, 

2003 

 Kuhlmeier & 

Knight, 2005 

 Liao & Cheung, 

2001 

 Ling et al., 2010 

 Nysveen & 

Pedersen, 2004 

 Park, 2002 

 Park & Jun, 2003 

 Punj, 2011 

 Saprikis, 2013 

 Thamizhvanan & 

Xavier, 2013 

 Van Slyke et al., 

2002 

 Wang et al., 2010 

 Zhang et al., 2006 

 

3.6 Pre-test, Pilot Survey and Reliability: 

To check the validity of the instrument, questionnaire was sent to 10 management faculty 

members and 10 management students. Based on the reviews of scales, instructions and 

appropriateness of the questions, wording of some of the questions have been changed.  

Before conducting final survey, the researcher had carried out a pilot study to measure the 

reliability of the questionnaire (Cvana et. at, 2001; Sekaran, 2003). Reliability identifies 

whether the measure is without bias and error free and can be applied consistently across time 

and items in the instrument (Canava et al, 2001). Malhotra (2004) recommends that the ideal 

size from pre-test should be in between 15 to 50 persons and should be drawn from the same 

populations from which actual survey carried out.  
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Therefore, the present study had taken 30 samples. The respondents for pre-test is selected 

from the malls with familiarity of internet use and they aged 25 years and above. The 

responses are analysed and based on that the final instrument has identified for the final 

survey. 

3.6.1 Reliability: 

Reliability indicates the accuracy of the scores measured. It also suggests how efficiently and 

accurately, one can reproduced scores with repeated measurement (Madden, Dillon, 1994). 

The reliability of the construct items was calculated with the help of Cronbach’s alpha. 

According to Malhotra (2004), items which have reliability less than 0.6 are considered as 

poor and items who have reliability 0.7 are acceptable and those items which have reliability 

0.8 are considered as good.  

The below tables shows the reliability and Validity of the online shopping dimensions 

construct used in the present study. 

Table 18: Construct Reliability & Validity of online shopping dimensions 

Online shopping 
dimensions 

Cronbach’s 
Alpha 

rho_A 
Composite 
Reliability 

AVE 

Buying intention  0.953 0.956 0.955 0.778 
Perceived ease of use 0.939 0.953 0.936 0.655 
Perceived Benefits 0.930 0.935 0.927 0.720 
Perceived Trust 0.948 0.952 0.948 0.786 
Shopping tangibles 0.938 0.939 0.938 0.751 
Perceived usefulness 0.959 0.962 0.959 0.825 
Webstore atmospheres 0.943 0.949 0.943 0.807 
Perceived risk 0.943 0.951 0.941 0.765 

 

Cronbach’s Alpha: 

To identify the internal consistencies of various statements framed in the research work, 

Cronbach’s Alpha was used. The above table shows the reliability statistics for various 

dimensions of e service quality with the number of items covered in the study. If the value of 

Cronbach’s Alpha > 0.70 then it indicates sufficient internal consistencies of the statements 

framed in research work. As seen from the above table, the value of Cronbach is nearer to 0.9 

for all the dimensions which shows the data collected are reliable. It shows there is no 

violation of internal consistency known as reliability. 
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Rho_A, Composite Reliability (Construct Reliability) & AVE (Average Variance 

Explained): 

Rho_A measures internal consistency of scale items like Cronbach’s alpha. The value of 

Rho_A must meet the threshold value of 0.70 as suggested by Dijkstra and Henseler (2015); 

Dijkstra and Schermelleh-Engel (2014). All the Rho (ρ) values in table 1 are above 0.90, 

which suggests that measures of Perceived ease of use, Perceived Benefits, Perceived Trust, 

Shopping tangibles, Perceived Usefulness, Webstore Atmospheres, perceived risk and 

Buying intention exhibit sufficient levels of internal consistency reliability.  

Composite reliability or construct reliability also measures internal consistency of scale items 

like Cronbach’s alpha. Composite reliability above the 0.70 threshold and an extracted 

variance above the 0.50 threshold are recommended by Hair et al. (2006). Average variance 

extracted (AVE) is a measure of the amount of variance that is captured by a construct in 

relation to the amount of variance due to measurement error. Last component of convergent 

validity is Average Variance Extracted (AVE). Average Variance Extracted (AVE) is higher 

than 0.5 but we can accept 0.4 because Fornell and Larcker (1981) said that if AVE is less 

than 0.5, but composite reliability is higher than 0.70, the convergent validity of the construct 

is still adequate. AVE is well below the conventional threshold of 0.5. Work out the Mean 

(the simple average of the numbers) then for each number: subtract the Mean and square the 

result (the squared difference). Then work out the average of those squared differences. 

(Fornell & Larcker 1981) In Table no. 04, AVE for Buying Intention (0.778), Perceived ease 

of Use (0.655), Perceived Benefits (0.720), Perceived Trust (0.786), Shopping Tangibles 

(0.751), Perceived Usefulness (0.825), Webstore Atmosphere (0.807) and Perceived risk 

(0.765). 

In Convergent validity, AVE value for all cases are more than 0.65, Composite reliability 

value is greater than 0.90 and composite reliability should be greater than AVE for each 

variable. While in the Discriminant validity, AVE should greater than MSV and square root 

of AVE should be greater than value of correlation, coefficients among all factors. Here we 

did not violet the assumption of convergent validity as well as discriminant validity. 
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3.7 Statistical Treatment of Data: 

Initially, total 1200 respondents were identified for data collection, but after data cleaning 

process, 1180 valid responses are utilized for the final analysis for the present study.  

3.7.1 Descriptive analysis: 

For the demographic information related questions, frequencies and percentages were used to 

identify how many respondents have given answers to each questions. The mean and standard 

deviations were used to find the average and dispersion of each independent variables and 

dependent variables. The results are discussed in chapter 4. 

The following inferential statistics have been used in the present study. 

3.7.2 One way ANOVA: 

One way ANOVA was used to identify whether there is significant difference in an 

independent variable on a dependent variable by examining between two groups and within 

two groups (Aaker et al., 2007; Cavana et al., 2001). 

3.7.3 Regression Analysis: 

Regression analysis was used to identify relation between dependent and independent 

variables. Step wise regression analysis was used to identify how much of the variance in the 

dependent variable can be explained with various combinations of independent variables.  

3.7.4 Bootstrapping & Path analysis: 

Bootstrapping is a nonparametric procedure that allows testing the statistical significance of 

various PLS-SEM results such path coefficients, Cronbach’s alpha, HTMT, and R² values. 

PLS-SEM does not assume that the data is normally distributed, which implies that 

parametric significance tests (e.g., as used in regression analyses) cannot be applied to test 

whether coefficients such as outer weights, outer loadings and path coefficients are 

significant. Instead, PLS-SEM relies on a nonparametric bootstrap procedure (Efron and 

Tibshirani, 1986; Davison and Hinkley, 1997) to test the significance of estimated path 

coefficients in PLS-SEM. In bootstrapping, subsamples are created with randomly drawn 

observations from the original set of data (with replacement). The subsample is then used to 

estimate the PLS path model. This process is repeated until a large number of random 

subsamples has been created, typically about 5,000. The parameter estimates (e.g., outer 
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weights, outer loadings and path coefficients) estimated from the subsamples are used to 

derive standard errors for the estimates. With this information, t-values are calculated to 

assess each estimate's significance. 

3.8 Limitations of the study: 

Every research has their own limitations which must be address and acknowledge before 

finalization of final findings and generalization. With consideration to these, below are some 

of the points and constraints which are faced by the researcher while carrying out the existing 

research. Below points covered all the constraints or points faced starting from the research, 

making report and final presentation of report.  

 One of the major issues faced while conducting the research is gaining access to the 

data. With the advancement of technology, today internet becomes an easier approach 

for the collection of secondary data due to pool of various amounts of e resources 

available in the form of e – journals, online articles and other e resources. However 

getting permission of physical access to collect primary data can be still difficult 

(Gummersson, 2000). Respondents are not ready to give answer due to fear of leaking 

personal information, lack of interest, lack of time, and due to shortage of resources. 

To overcome, this obstacles research made a pre survey talk with the respondents.  

 Whenever research is conducted by any researchers, ethical issues are considered as 

an important priority, According to Cooper & Schindler (2008, pp 34), the rules or 

standards or norms of behaviour that helps in deciding moral choices about behaviour 

and relationships with other people termed as ethics. To overcome this obstacle, 

researcher has developed research design with the help of sound methodology and 

involvement of respondents at every stage of data collection by ensuring them 

confidentiality of their opinions, personal information, and answers to questions and 

also conveyed the purpose of the research before carrying out the actual research. 

 Time is one of the limitations which are faced by the researchers. Researcher has to 

follow all the specified deadlines which carrying out this research. There are different 

amounts of definitions, concepts, technologies and methods while conducting the 

research project. Due to less availability of time the researcher has not focused on all 

the available literature towards online shopping platform. Researcher has only 

focused the literatures which are relevant to the existing research topic and can 
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contribute in existing research. Researcher evaluated and examined all the factors, 

attributes and variables which directly or indirectly have effect on consumer buying 

behaviour while shopping online. However the qualitative research like focus groups 

and others could have created more benefits to existing research. Qualitative research 

might give new dimensions in identification of factors or variables which affect the 

online shopping behaviour. Nevertheless, the Researcher has successfully reviewed 

and mentioned all the relevant information available up to date. Furthermore, other 

related and interesting concepts are suggested for future research. Future research can 

be conducted on a broader scale on the basis of sex, disposable income and product 

categories. 

 The sample size considered in the present study is relatively very less compare to the 

geographical condition of Ahmedabad, Gujarat. Hence the result of the present study 

can’t give strong recommendations for overall Gujarat.  

 The survey undertaken mostly in urban area and urban population, thus majority of 

the rural areas and rural people’s views have not been considered in the present study. 

Involvement of rural respondents might change the different result compare to the 

existing result found in the present study. The result at larger scale considering rural 

and urban respondents might give a different. Therefore results can’t be applied to 

overall Gujarat.  

 Though various quantitative methods and approaches were applied to achieve the 

research objectives, still it might affect the outcomes of the research. The main tool 

used for collecting the information is questionnaire. Questionnaire is not a very 

reliable and trustful instrument to identify hidden motives and agendas of the 

respondents. With the help of in depth interviews, researcher can identify hidden 

motives of the respondents. Here in the present research; due to lack of this, there are 

chances that while filling up the questionnaire, respondents might give wrong 

information or manipulated the information like age, gender etc. 

With consideration to above limitations, generalizations made through the outcome of the 

research are reasonable and acceptable. By eliminating above limitations might give new 

insights in the area on buying intentions towards online shopping platform. 
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CHAPTER 4: PRIMARY ANALYSIS OF RESPONDENTS 
 

This chapter discusses results and interpretations of various data analysis techniques 

collected with the help of primary survey. The chapter identifies key variables of online 

shopping platform which affect the consumer buying behaviour. 

 
4.1 Descriptive Statistics: 

4.1.1 Gender 

Table 19: Gender 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid MALE 541 45.8 45.8 45.8 

FEMALE 639 54.2 54.2 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 541 (45.8%) respondents are male 

and 639 (54.2%) respondents are female.  

4.1.2 Age 

Table 20: Age 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 16-25 687 58.2 58.2 58.2 

26-40 328 27.8 27.8 86.0 

40> 165 14.0 14.0 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 687 (58.2%) respondents belongs to 

age group 16 to 25, 328 (27.8%) respondents belongs to age group 26 to 40 and 165 (14%) 

respondents belongs to age group above 40. The results suggested that respondents having 

age group in 16 to 25 purchase more products online compare to other group. Their 

contribution in online purchase is more than 50% compare to other age group. 
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4.1.3 Marital Status: 

Table 21: Marital Status 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid MARRIED 607 51.4 51.4 51.4 

UNMARRIED 573 48.6 48.6 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 607 (51.4%) respondents are married 

and 573 (48.6%) respondents are unmarried. 

4.1.4 Family Type: 

Table 22: Family Type 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid NUCLEAR 755 64.0 64.0 64.0 

JOINT 425 36.0 36.0 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 755 (64%) respondents have nuclear 

family and compare to that only 425 (36%) respondents live in joint family with other family 

members. 

4.1.5 Family Size: 

Table 23: Family Size 
 

 Frequency Percent Valid Percent Cumulative Percent 
Valid <2 743 63.0 63.0 63.0 

2-4 344 29.2 29.2 92.1 
4> 93 7.9 7.9 100.0 
Total 1180 100.0 100.0  

 

As seen from the above table, out of 1180 respondents, 743 (63%) respondents have below 

two members in the family, 344 (29.2%) respondents have 2 to 4 family members, and only 

93 (7.9%) respondents have more than 4 family member. The result suggests that youngsters 

who live individually do more online purchase compare to those people who have family size 

above two. 
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4.1.6 Occupation: 

Table 24: Occupation 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid BUSINESS 450 38.1 38.1 38.1 

PROFESSIONAL 219 18.6 18.6 56.7 

JOB 331 28.1 28.1 84.7 

HOMEMAKER 142 12.0 12.0 96.8 

STUDENTS 38 3.2 3.2 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 450 (38.1%) respondents have their 

own business, 219 (18.6%) respondents do professional work, 331 (28.1%) respondents do 

either public or private job, 142 (12%) respondents do household works, and only 38 (3.2%) 

respondents are students.  

4.1.7 Education: 

Table 25: Education 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid UNDER 
GRADUATE 

215 18.2 18.2 18.2 

GRADUATE 285 24.2 24.2 42.4 

PG 523 44.3 44.3 86.7 

PROFESSIONAL 
COURSE 

157 13.3 13.3 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 215 (18.2%) respondents have done 

their study below undergraduate level, 285 (24.2%) respondents are Graduate, 523 (44.3%) 

respondents are post graduate, and 157 (13.3%) respondents have done various professional 

courses. 
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4.1.8 Monthly Family Income: 

Table 26: Monthly Family Income 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 0- 20000 110 9.3 9.3 9.3 

20001-50000 479 40.6 40.6 49.9 

50001-100000 486 41.2 41.2 91.1 

100000> 105 8.9 8.9 100.0 

Total 1180 100.0 100.0  

 

As seen from the above table, out of 1180 respondents, 110 (9.3%) respondents have monthly 

family income below 20000, 479 (40.6%) respondents have monthly family income in 

between 20001 to 50000, 486 (41.2%) respondents have monthly family income in between 

50001 to 100000, and 105 (8.9%) respondents have monthly family income above 100000. 

4.1.9 Duration of shopping online: 

Table 27: Duration of shopping online (In Years) 
 Frequency Percent Valid Percent Cumulative Percent 

Valid <2 160 13.6 13.6 13.6 

2-4 642 54.4 54.4 68.0 

>4 378 32.0 32.0 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 160 (13.6%) respondents do online 

shopping less than 2 years, 642 (54.4%) respondents do online shopping in between 2 to 4 

years and 378 (32%) respondents do online shopping more than 4 years. 

4.1.10 Frequency of shopping online: 

Table 28: Frequency of shopping online 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid WEEKLY 98 8.3 8.3 8.3 

ONCE IN MONTH 618 52.4 52.4 60.7 

ONCE  IN 6 
MONTH 

439 37.2 37.2 97.9 

YEARLY 25 2.1 2.1 100.0 

Total 1180 100.0 100.0  
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As seen from the above table, out of 1180 respondents, 98 (8.3%) respondents do shopping 

weekly, 618 (52.4%) respondents do online shopping once in a month, 439 (37.2%) 

respondents do online shopping once in every six months, and only 25 respondents (2.1%) 

respondents do only shopping yearly. 

4.1.11 Method of payment for online shopping: 

Table 29: Method of Payment  
 Frequency Percent Valid Percent Cumulative Percent 

Valid COD 173 14.7 14.7 14.7 

CC 509 43.1 43.1 57.8 

DC 451 38.2 38.2 96.0 

NB 15 1.3 1.3 97.3 

UPI 32 2.7 2.7 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 173 (14.7%) respondents pay the 

online shopping expenses by cash on delivery method, 509 (43.1%) respondents pay the 

online shopping expenses by credit card, 451 (38.2%) respondents pay the online shopping 

expenses by debit card, 15 (1.3%) respondents pay the online shopping expenses by net 

banking, and 32 (2.7%) respondents pay the online shopping expenses by various UPI e 

wallets. 

4.1.12 Household products: 

Table 30: House Hold Products 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid AMAZON 657 55.7 55.7 55.7 

FLIPKART 452 38.3 38.3 94.0 

SNAPDEAL 71 6.0 6.0 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 657 (55.7%) respondents purchase 

their house hold related products from Amazon, 452 (38.3%) respondents purchase their 

house hold products from Flipkart and 71 (6%) respondents purchase their household 

products from Snapdeal. 
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4.1.13 Electronics Products: 

Table 31: Electronics 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid AMAZON 596 50.5 50.5 50.5 

FLIPKART 560 47.5 47.5 98.0 

SNAPDEAL 16 1.4 1.4 99.3 

PAYTM 
MALL 

8 .7 .7 100.0 

Total 1180 100.0 100.0  

 
As seen from the above table, out of 1180 respondents, 596 (50.5%) respondents purchase 

various electronic products from Amazon, 560 (47.5%) respondents purchase various 

electronic products from Flipkart, 16 (1.4%) respondents purchase their various electronic 

products from Snapdeal and only 8 (0.7%) respondents purchase their various electronic 

products from Paytm Mall. 

4.1.14 Cloths: 

Table 32: Cloths 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid MYNTRA 578 49.0 49.0 49.0 

JABONG 602 51.0 51.0 100.0 

Total 1180 100.0 100.0  

 

As seen from the above table, out of 1180 respondents, 578 (49%) respondents purchase their 

cloths from Myntra and 602 (51%) respondents purchase their cloths from Jabong. 
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4.2 Cross Tabulations: 

4.2.1 Occupation – Income – Age Cross Tabulation 

Table 33: OCCUPATION * INCOME * AGE Cross tabulation 

AGE 

INCOME 

0-20000 
20001-
50000 

50001-
100000 100000> 

16-25 OCCUPATION BUSINESS 31.6 97.2 110.7 25.5 

PROFESSIONAL 9.4 29.0 33.0 7.6 

JOB 33.3 102.3 116.6 26.8 

HOMEMAKER 3.1 9.5 10.9 2.5 

STUDENTS 4.5 13.9 15.9 3.7 

Total 82.0 252.0 287.0 66.0 

26-40 OCCUPATION BUSINESS 6.6 87.9 49.6 10.9 

PROFESSIONAL 4.7 62.9 35.5 7.8 

JOB 1.4 18.1 10.2 2.2 

HOMEMAKER 1.3 17.0 9.6 2.1 

Total 14.0 186.0 105.0 23.0 

40> OCCUPATION BUSINESS 2.5 7.5 17.1 2.9 

PROFESSIONAL 2.5 7.2 16.5 2.8 

JOB 1.7 5.0 11.4 1.9 

HOMEMAKER 7.3 21.4 49.0 8.3 

Total 14.0 41.0 94.0 16.0 

Total OCCUPATION BUSINESS 41.9 182.7 185.3 40.0 

PROFESSIONAL 20.4 88.9 90.2 19.5 

JOB 30.9 134.4 136.3 29.5 

HOMEMAKER 13.2 57.6 58.5 12.6 

STUDENTS 3.5 15.4 15.7 3.4 

Total 110.0 479.0 486.0 105.0 

 
As seen from the above table, for the age group between 16 to 25, 31.6 respondents are doing 

business and have income up to 20000, 97.2 respondents doing business have income 

between 20001 to 50000, 110.7 respondents doing business have income between 50001 to 

100000 and 25.5 respondents doing business have income more than 1 lac. In 16 to 25 age 

group people, 33.3 respondents who are doing job have income below 20000, 102.3 

respondents who are doing job have income between 200001 to 50000, 116.6 respondents 

who are doing job have income in between 50001 to 100000 and 26.8 respondents who are 

doing job have income more than 100000. In the age group 26 to 40, those who are doing 
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business, 87.9 respondents have income in between 20001 to 50000 and 49.6 have income in 

between 50001 to 100000. Those respondents who do professional work 62.9 respondents 

have income between 20001 to 50000 and 35.5 respondents have income between 50001 to 

100000. In the age group above 40, those respondents who are doing their own business, 17.1 

respondents have income in between 50001 to 100000. Respondents who are doing 

professional work 16.5 respondents have income in between 50001 to 100000. Respondents 

who are doing job 11.4 respondents have income in between 50001 to 100000. 

Table 34: Chi-Square Tests 

AGE Value df 

Asymptotic 
Significance (2-

sided) 

16-25 Pearson Chi-Square 550.237b 12 .000 

Likelihood Ratio 493.295 12 .000 

Linear-by-Linear Association 77.158 1 .000 

N of Valid Cases 687   

26-40 Pearson Chi-Square 148.340c 9 .000 

Likelihood Ratio 122.705 9 .000 

Linear-by-Linear Association 2.976 1 .085 

N of Valid Cases 328   

40> Pearson Chi-Square 227.696d 9 .000 

Likelihood Ratio 239.161 9 .000 

Linear-by-Linear Association 10.522 1 .001 

N of Valid Cases 165   

Total Pearson Chi-Square 406.529a 12 .000 

Likelihood Ratio 461.416 12 .000 

Linear-by-Linear Association 98.949 1 .000 

N of Valid Cases 1180   

 

a. 2 cells (10.0%) have expected count less than 5. The minimum expected count is 3.38. 
b. 4 cells (20.0%) have expected count less than 5. The minimum expected count is 2.50. 
c. 5 cells (31.3%) have expected count less than 5. The minimum expected count is 1.28. 
d. 7 cells (43.8%) have expected count less than 5. The minimum expected count is 1.70. 

 

As seen from the Chi square table analysis, there is significant contribution of various age 

groups with respect to income and the occupation they are doing.   
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4.2.2 Frequency – Duration – Marital status Cross Tabulation 

Table 35: Frequency * Duration * Marital Cross tabulation 

MARITAL 
DURATION 

Total <2 2-4 >4 

MARRIED FREQUENC
Y 

WEEKLY 15.4 36.5 26.1 78.0 

ONCEINMONTH 70.8 167.5 119.7 358.0 

ONCE IN 6 
MONTH 

33.8 80.0 57.2 171.0 

Total 120.0 284.0 203.0 607.0 

UNMARRI
ED 

FREQUENC
Y 

WEEKLY 1.4 12.5 6.1 20.0 

ONCEINMONTH 18.2 162.4 79.4 260.0 

ONCE IN 6 
MONTH 

18.7 167.4 81.8 268.0 

YEARLY 1.7 15.6 7.6 25.0 

Total 40.0 358.0 175.0 573.0 

Total FREQUENC
Y 

WEEKLY 13.3 53.3 31.4 98.0 

ONCEINMONTH 83.8 336.2 198.0 618.0 

ONCE IN 6 
MONTH 

59.5 238.8 140.6 439.0 

YEARLY 3.4 13.6 8.0 25.0 

Total 160.0 642.0 378.0 1180.0 

 

As seen from the above table, out of married respondents, 15.4% purchased less than two 

times in a week, 36.5% purchased 2 to 4 times in a week and 26.1% purchased more than 

four times in a week. 70.8% married respondents, purchased less than 2 times once in a 

month, 167.5 purchased in between 2 to 4, 119.7 purchased more than 4 times once in a 

month. 33.8 respondents purchased less than two times once in every six month, 80 

respondents purchased 2 to 4 times once in every six months, 57.2 purchased once in every 

six month. Out of unmarried respondents, 1.4% purchased less than two times in a week, 12.5 

purchased 2 to 4 times in a week and 6.1% purchased more than four times in a week. 18.2  

unmarried respondents, purchased less than 2 times once in a month, 162.4 purchased in 

between 2 to 4, 79.4 purchased more than 4 times once in a month. 18.7 respondents 

purchased less than two times once in every six month, 167.4 respondents purchased 2 to 4 

times once in every six months, 81.8 purchased once in every six month. As seen from the 

analysis married respondents do not purchase any product online yearly basis, while compare 

to that 1.7 unmarried respondents purchase online products less than 2 times, 15.6 purchase 2 

to 4 times in a year and 7.6 purchase more than 4 times in a year. 
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Table 36: Chi-Square Tests 

MARITAL Value df 

Asymptotic 
Significance (2-

sided) 

MARRIED Pearson Chi-Square 371.358b 4 .000 

Likelihood Ratio 319.708 4 .000 

Linear-by-Linear Association 156.111 1 .000 

N of Valid Cases 607   

UNMARRIED Pearson Chi-Square 16.668c 6 .011 

Likelihood Ratio 25.080 6 .000 

Linear-by-Linear Association .043 1 .836 

N of Valid Cases 573   

Total Pearson Chi-Square 403.039a 6 .000 

Likelihood Ratio 280.648 6 .000 

Linear-by-Linear Association 104.702 1 .000 

N of Valid Cases 1180   

 

a. 1 cells (8.3%) have expected count less than 5. The minimum expected count is 3.39. 
b. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 15.42. 
c. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 1.40. 

 
As seen from the Chi square table analysis, there is significant contribution of marital status 

and frequency of shopping online and duration of shopping online.  

4.3 T-Test: 

After interpreting the results of descriptive statistics and cross tabulation, to check the 

inferential aspects of the respondents of online buyers, an Independent sample t test is used. 

Independent sample t test is useful when there is dealing with only one categorical variable 

which have more than two categories for any continuous variable. Below statistics tables 

show the outcomes of independent sample t test. It first discusses mean, standard deviation 

and error of the variables. The t test results are shown with various hypotheses. In present 

research, only alternate t hypothesis have been used for the research. 

H1: There is significant difference between male and female regarding overall Webstore 

atmosphere. 

H2: There is significant difference between male and female regarding overall shopping 

intangibles. 
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H3: There is significant difference between male and female regarding overall perceived 

usefulness. 

H4: There is significant difference between male and female regarding overall perceived 

benefits. 

H5: There is significant difference between male and female regarding overall perceived risk. 

H6: There is significant difference between male and female regarding overall buying 

intention. 

Table 37: Group Statistics 
 GENDER N Mean Std. Deviation Std. Error Mean 

OWS MALE 541 5.2186 1.31028 .05633 

FEMALE 639 5.3662 1.25301 .04957 

OSI MALE 541 3.9882 1.32810 .05710 

FEMALE 639 4.3684 1.44515 .05717 

OPU MALE 541 5.4274 1.22014 .05246 

FEMALE 639 5.6623 1.02376 .04050 

OPB MALE 541 4.4299 1.27497 .05482 

FEMALE 639 4.7061 1.17921 .04665 

OPR MALE 541 4.3730 1.20275 .05171 

FEMALE 639 4.6839 1.21634 .04812 

OBI MALE 541 4.5866 1.19793 .05150 

FEMALE 639 4.8289 1.08042 .04274 
 

The above table shows the group statistics of independent sample t test, out of 1180 

respondents 541 are male and 639 are female. The overall Webstore atmosphere has mean of 

5.2186 & standard deviation 1.31 in male and mean 5.36 and standard deviation 1.25 in 

female respondents. The overall shopping intangibles have mean of 3.98 & standard 

deviation 1.32 in male and mean 4.36 & standard deviation 1.44 in female. Overall perceived 

usefulness has mean 5.42 & standard deviation 1.22 in male, mean 5.66 & standard deviation 

1.02 in female. Overall perceived benefit has mean 4.42 & standard deviation 1.27 in male, 

mean 4.70 & standard deviation 1.17 in female. Overall perceived risk has mean 4.37 & 

standard deviation 1.20 in male, mean 4.68& standard deviation 1.21 in female. Overall 

buying intention has mean 4.58 & standard deviation 1.19 in male, mean 4.82 & standard 

deviation 1.08 in female. 
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Table 38: Independent Samples Test 
 Levene's 

Test for 
Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. 
(2-

tailed
) 

Mean 
Differenc

e 

Std. Error 
Differenc

e 

95% 
Confidence 

Interval of the 
Difference 

Lower Upper 

OW
S 

Equal 
variance
s 
assumed 

5.288 .02
2 

-
1.97

5 

1178 

.005 -.14486 .05156 
-

.2460
5 

-
.0436

7 

Equal 
variance
s not 
assumed 

  

-
1.96

7 

1127.71
5 

.006 -.14486 .05221 
-

.2474
1 

-
.0423

1 

OSI Equal 
variance
s 
assumed 

1.841 .17
5 

-
4.67

3 

1178 

.001 -.16429 .05000 
-

.2624
1 

-
.0661

7 

Equal 
variance
s not 
assumed 

  

-
4.70

6 

1170.08
3 

.001 -.16429 .05145 
-

.2653
5 

-
.0632

3 

OPU Equal 
variance
s 
assumed 

14.06
6 

.00
0 

-
3.59

6 

1178 

.006 -.06993 .05160 
-

.1711
8 

.0313
3 

Equal 
variance
s not 
assumed 

  

-
3.54

5 

1057.56
5 

.002 -.06993 .05230 
-

.1726
5 

.0327
9 

OPB Equal 
variance
s 
assumed 

4.841 .02
8 

-
3.86

2 

1178 

.008 -.13102 .04916 
-

.2274
8 

-
.0345

5 

Equal 
variance
s not 
assumed 

  

-
3.83

7 

1111.82
3 

.009 -.13102 .05021 
-

.2296
3 

-
.0324

0 



 

 Page 171 
 

OPR Equal 
variance
s 
assumed 

.001 .97
4 

-
4.39

7 

1178 

.008 -.14263 .05388 
-

.2483
6 

-
.0369

0 

Equal 
variance
s not 
assumed 

  

-
4.40

1 

1150.14
8 

.009 -.14263 .05451 
-

.2496
9 

-
.0355

7 

OBI Equal 
variance
s 
assumed 

2.101 .14
7 

-
3.65

2 

1178 

.000 -.18413 .05244 
-

.2870
3 

-
.0812

3 

Equal 
variance
s not 
assumed 

  

-
3.62

1 

1098.79
7 

.001 -.18413 .05330 
-

.2888
1 

-
.0794

5 

 
Overall Webstore Atmosphere: 

Mean value for male and female respondents are 5.21 and 5.36 respectively for overall 

Webstore atmosphere. This suggests that male and female respondents’ reactions are above 

strongly agreed with respect to Webstore atmosphere. The Levene’s test identifies significant 

difference in opinions of male and female with respect to overall Webstore atmosphere. For 

equal variance the T value is 0.005 which is less than the significance value 0.05 which 

indicates that researcher accepts the alternate hypothesis and there is a significance difference 

in overall Webstore atmosphere of online shopping platform with respect to male and female 

respondents.  

Overall shopping intangibles: 

Mean value for male and female respondents are 3.98 and 4.36 respectively for overall 

Webstore atmosphere. This suggests that male and female respondents’ reactions are above 

neutral with respect to overall shopping intangibles. The Levene’s test identifies significant 

difference in opinions of male and female with respect to overall shopping intangibles. For 

equal variance the T value is 0.001 which is less than the significance value 0.05 which 

indicates that researcher accepts the alternate hypothesis and there is a significance difference 

in shopping intangibles of online shopping platform with respect to male and female 

respondents.  
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Overall perceived usefulness: 

Mean value for male and female respondents are 5.42 and 5.66 respectively for overall 

perceived usefulness. This suggests that male and female respondents’ reactions are above 

strongly agreed with respect to overall perceived usefulness. The Levene’s test identifies 

significant difference in opinions of male and female with respect to perceived usefulness. 

For equal variance the T value is 0.006 which is less than the significance value 0.06 which 

indicates that researcher accepts the alternate hypothesis and there is a significance difference 

in perceived usefulness of online shopping platform with respect to male and female 

respondents.  

Overall perceived benefit: 

Mean value for male and female respondents are 4.42 and 4.70 respectively for overall 

perceived benefit. This suggests that male and female respondents’ reactions are above 

agreed with respect to overall perceived benefit. The Levene’s test identifies significant 

difference in opinions of male and female with respect to perceived benefit. For equal 

variance the T value is 0.008 which is less than the significance value 0.05 which indicates 

that researcher accepts the alternate hypothesis and there is a significance difference in 

perceived benefit of online shopping platform with respect to male and female respondents.  

Overall perceived risk: 

Mean value for male and female respondents are 4.37 and 4.68 respectively for overall 

perceived risk. This suggests that male and female respondents’ reactions are above agreed 

with respect to overall perceived risk. The Levene’s test identifies significant difference in 

opinions of male and female with respect to perceived risk. For equal variance the T value is 

0.008 which is less than the significance value 0.05 which indicates that researcher accepts 

the alternate hypothesis and there is a significance difference in perceived risk of online 

shopping platform with respect to male and female respondents.  

Overall perceived buying intention: 

Mean value for male and female respondents are 4.58 and 4.82 respectively for overall 

perceived buying intention. This suggests that male and female respondents’ reactions are 

above agreed with respect to overall perceived buying intention. The Levene’s test identifies 
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significant difference in opinions of male and female with respect to perceived buying 

intention. For equal variance the T value is 0.00 which is less than the significance value 0.05 

which indicates that researcher accepts the alternate hypothesis and there is a significance 

difference in perceived buying intention of online shopping platform with respect to male and 

female respondents.  

4.4 One way ANOVA: 

One way ANOVA is used to identify variance between various categories of categorical 

variables. Whenever researcher tries to identify difference between one categorical variable 

within more than two categories, one way ANOVA is used. Researcher apply summated 

scales with various statements are framed for predetermined continuous variable derived 

from the literature review. These continuous variables are OWS – overall Webstore 

atmosphere, CPEOU – combine perceived ease of use and OBI – overall buying intention of 

online shopping platform. 

4.4.1 Age wise ANOVA: 

H7: There is significant difference between various categories of age with respect to overall 

Webstore atmosphere of online shopping platform. 

H8: There is significant difference between various categories of age with respect to combine 

perceived ease of use of online shopping platform. 

H9: There is significant difference between various categories of age with respect to buying 

intention of online shopping platform. 

Table 39: Descriptive 

 N Mean Std. Deviation Std. Error 

95% 
Confidence 
Interval for 

Mean 
Lower Bound 

OWS 16-25 687 5.3748 1.22867 .04688 5.2828 

26-40 328 5.1014 1.39702 .07714 4.9496 

40> 165 5.3727 1.21901 .09490 5.1853 

Total 1180 5.2985 1.28115 .03730 5.2253 

CPEOU 16-25 687 5.5191 .93135 .03553 5.4493 

26-40 328 5.3525 1.10515 .06102 5.2325 
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40> 165 5.6227 .87733 .06830 5.4879 

Total 1180 5.4873 .97915 .02850 5.4314 

OBI 16-25 687 4.7504 1.04734 .03996 4.6719 

26-40 328 4.5935 1.27560 .07043 4.4549 

40> 165 4.8293 1.22086 .09504 4.6416 

Total 1180 4.7178 1.14172 .03324 4.6526 

 
Table 40: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

OWS Between 
Groups 

17.656 2 8.828 5.419 .005 

Within Groups 1917.504 1177 1.629   

Total 1935.160 1179    

CPEOU Between 
Groups 

9.680 2 4.840 5.083 .006 

Within Groups 1120.661 1177 .952   

Total 1130.341 1179    

OBI Between 
Groups 

7.848 2 3.924 3.020 .049 

Within Groups 1529.012 1177 1.299   

Total 1536.860 1179    

 
Table 41: Robust Tests of Equality of Means 

 Statistica df1 df2 Sig. 

OWS Welch 4.823 2 415.267 .008 

CPEOU Welch 4.671 2 421.003 .010 

OBI Welch 2.542 2 392.679 .080 
 

a. Asymptotically F distributed. 

Table 42: Post Hoc Tests 

Multiple Comparisons 

Dependent 
Variable 

(I) 
AGE (J) AGE 

Mean 
Difference (I-

J) Std. Error Sig. 

95% 
Confidence 

Interval 
Lower Bound 

OWS 16-25 26-40 .27345* .08566 .004 .0724 

40> .00209 .11066 1.000 -.2576 

26-40 16-25 -.27345* .08566 .004 -.4745 

40> -.27136 .12182 .067 -.5572 
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40> 16-25 -.00209 .11066 1.000 -.2618 

26-40 .27136 .12182 .067 -.0145 

CPEOU 16-25 26-40 .16659* .06549 .030 .0129 

40> -.10362 .08460 .439 -.3021 

26-40 16-25 -.16659* .06549 .030 -.3203 

40> -.27021* .09313 .011 -.4888 

40> 16-25 .10362 .08460 .439 -.0949 

26-40 .27021* .09313 .011 .0517 

OBI 16-25 26-40 .15687 .07650 .101 -.0226 

40> -.07893 .09881 .704 -.3108 

26-40 16-25 -.15687 .07650 .101 -.3364 

40> -.23580 .10878 .077 -.4911 

40> 16-25 .07893 .09881 .704 -.1530 

26-40 .23580 .10878 .077 -.0195 
 

Table 43: Homogeneous Subsets 

OWS 
Tukey HSDa,b 

AGE N 
Subset for alpha = 0.05 

1 2 

26-40 328 5.1014  

40> 165  5.3727 

16-25 687  5.3748 

Sig.  1.000 1.000 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 283.957. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

Table 44: CPEOU 
Tukey HSDa,b 

AGE N 
Subset for alpha = 0.05 

1 2 

26-40 328 5.3525  

16-25 687 5.5191 5.5191 

40> 165  5.6227 

Sig.  .105 .415 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 283.957. 
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b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 
 
 

Table 45: OBI 
Tukey HSDa,b 

AGE N 
Subset for alpha = 0.05 

1 2 
26-40 328 4.5935  

16-25 687 4.7504 4.7504 
40> 165  4.8293 
Sig.  .229 .687 

 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 283.957. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
OWS: 

Here in the present study, the researcher wants to identify difference between overall 

Webstore atmospheres with respect to various categories of Age. To fulfil this aim researcher 

has used one - way ANOVA. The descriptive statistics of one – way ANOVA is interpreted 

as below. Out of total 1180 respondents, 687 respondents falls in 16 to 25 years of age with 

mean 5.37 and standard deviation 1.22, 328 respondents falls in 26 to 45 years of age with 

mean 5.10 and standard deviation 1.39 and 165 respondents falls in above 45 years of age 

with mean 5.37 and standard deviation 1.21 for overall Webstore atmosphere. Though the 

values of mean and standard deviations are nearer to each other, there is significant different 

is there.   

The results from the One Way ANOVA table suggested that the F ratio is 5.419 and the 

significance value is 0.005 fir overall Webstore atmosphere which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of age with respect to overall Webstore atmosphere. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e p < 0.05), we 
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would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.000 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in age group with respect to Webstore atmosphere in buying intention with respect 

to online shopping platform. 

Based on a Post Hoc Turkey: 

16 – 25: 

16 – 25 age group respondents tendency is significantly different than the frequency of 26 – 

40 age groups and for the above 40 years of age group it is not significant with respect to 

overall Webstore atmosphere. 

26 - 40: 

26 – 40 age group respondents tendency is significantly different than the frequency of 16 – 

25 age groups and for the above 40 years of age group it is not significant with respect to 

overall Webstore atmosphere. 

>40: 

More than 40 years age group respondents’ tendency is not significantly different than the 

frequency of 16 – 25 age group and 26 – 40 with respect to overall Webstore atmosphere of 

online shopping platform. 

Homogeneous subset also reveals the same thing that with respect to various age group 

subsets, there is significant difference among Webstore atmosphere while purchasing 

products online. 

CPEOU: 

Here in the present study, the researcher wants to identify difference between combine 

perceived ease of use with respect to various categories of Age. To fulfill this aim researcher 

has used one - way ANOVA. The descriptive statistics of one – way ANOVA is interpreted 

as below. Out of total 1180 respondents, 687 respondents falls in 16 to 25 years of age with 

mean 5.51 and standard deviation 0.93, 328 respondents falls in 26 to 45 years of age with 
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mean 5.35 and standard deviation 1.10 and 165 respondents falls in above 45 years of age 

with mean 5.62 and standard deviation 0.87 for combine perceived ease of use. Though the 

values of mean and standard deviations are nearer to each other, there is significant different 

is there.   

The results from the One Way ANOVA table suggested that the F ratio is 5.083 and the 

significance value is 0.006 for combine perceived ease of use which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of age with respect to combine perceived ease of use. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.010 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in age group with respect to combine perceived ease of use in buying intention 

with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

16 – 25: 

16 – 25 age group respondents tendency is significantly different than the frequency of 26 – 

40 age groups and for the above 40 years of age group it is not significant with respect to 

combine perceived ease of use. 

26 - 40: 

26 – 40 age group respondents tendency is significantly different than the frequency of 16 – 

25 age group and for the above 40 years of age group it is also significant with respect to 

combine perceived ease of use 

> 40: 
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More than 40 years age group respondents’ tendency is not significantly different than the 

frequency of 16 – 25 age groups and significantly different for 26 – 40 years age groups with 

respect to combine perceived ease of use  

Homogeneous subset also reveals the same thing that with respect to various age group 

subsets, there is significant difference among combine perceived ease of use while 

purchasing products online. 

OBI: 

Here in the present study, the researcher wants to identify difference between overall buying 

intentions with respect to various categories of Age. To fulfil this aim researcher has used one 

- way ANOVA. The descriptive statistics of one – way ANOVA is interpreted as below. Out 

of total 1180 respondents, 687 respondents falls in 16 to 25 years of age with mean 4.75 and 

standard deviation 1.04, 328 respondents falls in 26 to 45 years of age with mean 4.59 and 

standard deviation 1.27 and 165 respondents falls in above 45 years of age with mean 4.82 

and standard deviation 1.22 for overall buying intentions. Though the values of mean and 

standard deviations are nearer to each other, there is significant different is there.   

The results from the One Way ANOVA table suggested that the F ratio is 3.020 and the 

significance value is 0.049 for overall buying intention which is not lower than 0.05. It 

directly suggests accepting null hypothesis therefore there is no significance difference 

between various categories of age with respect to overall buying intentions. To understand 

which categories have a similar tendencies and which categories are different from others, 

researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.049 which is 

equal to 0.05, so researcher reject the alternate hypothesis and concluded that there is no 

difference in age group with respect to overall buying intention in buying intention with 

respect to online shopping platform. 
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Based on a Post Hoc Turkey: 

16 – 25: 

16 – 25 age group respondents tendency is not significantly different than the frequency of 26 

– 40 age groups and for the above 40 years of age group it is not significant with respect to 

combine perceived ease of use. 

26 - 40: 

26 – 40 age group respondents tendency is not significantly different than the frequency of 16 

– 25 age group and for the above 40 years of age group it is also significant with respect to 

combine perceived ease of use 

> 40: 

More than 40 years age group respondents’ tendency is not significantly different than the 

frequency of 16 – 25 age groups and it is not significantly different for 26 – 40 years age 

groups with respect to overall buying intention 

Homogeneous subset also reveals the same thing that with respect to various age group 

subsets, there is no significant difference among overall buying intention while purchasing 

products online. 
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Figure 25: Means Plots 
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As shown in the graph of Means plot researcher can say that frequency of different age 

groups are not similar to each with respect to overall Webstore  atmosphere, combine 

perceived ease of use and overall buying intention. 

4.4.2 Income wise ANOVA: 

H10: There is significant difference between various income categories with respect to 

combine perceived ease of use. 

H11: There is significant difference between various income categories with respect to 

overcall perceived risk. 

Table 46: Descriptive 

 N Mean 
Std. 

Deviation Std. Error 

95% Confidence 
Interval for Mean 

Lower Bound 
CPEOU 0-20000 110 5.5773 1.07115 .10213 5.3749 

20001-50000 479 5.4577 1.00576 .04595 5.3674 
50001-100000 486 5.5576 .89289 .04050 5.4780 
100000> 105 5.2024 1.08688 .10607 4.9920 
Total 1180 5.4873 .97915 .02850 5.4314 

OPR 0-20000 110 4.9164 1.17008 .11156 4.6952 
20001-50000 479 4.5186 1.17639 .05375 4.4130 
50001-100000 486 4.5700 1.22537 .05558 4.4607 
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100000> 105 4.1200 1.31430 .12826 3.8657 

Total 1180 4.5414 1.21950 .03550 4.4717 

 
Table 47: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

CPEOU Between 
Groups 

12.236 3 4.079 4.290 .005 

Within Groups 1118.105 1176 .951   

Total 1130.341 1179    

OPR Between 
Groups 

34.757 3 11.586 7.928 .000 

Within Groups 1718.625 1176 1.461   

Total 1753.382 1179    

 
Table 48: Robust Tests of Equality of Means 

 Statistica df1 df2 Sig. 

CPEOU Welch 3.750 3 285.213 .011 

OPR Welch 7.463 3 292.295 .000 
 

a. Asymptotically F distributed. 
Table 49: Post Hoc Tests 

Multiple Comparisons 

Dependent Variable (I) INCOME (J) INCOME 

Mean 
Difference (I-

J) Std. Error Sig. 

CPEOU 0-20000 20001-50000 .11955 .10309 .652 

50001-100000 .01966 .10295 .998 

100000> .37489* .13303 .025 

20001-50000 0-20000 -.11955 .10309 .652 

50001-100000 -.09989 .06278 .384 

100000> .25534 .10507 .072 

50001-100000 0-20000 -.01966 .10295 .998 

20001-50000 .09989 .06278 .384 

100000> .35523* .10493 .004 

100000> 0-20000 -.37489* .13303 .025 

20001-50000 -.25534 .10507 .072 

50001-100000 -.35523* .10493 .004 

OPR 0-20000 20001-50000 .39778* .12781 .010 

50001-100000 .34640* .12764 .034 
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100000> .79636* .16494 .000 

20001-50000 0-20000 -.39778* .12781 .010 

50001-100000 -.05138 .07783 .912 

100000> .39858* .13027 .012 

50001-100000 0-20000 -.34640* .12764 .034 

20001-50000 .05138 .07783 .912 

100000> .44996* .13010 .003 

100000> 0-20000 -.79636* .16494 .000 

20001-50000 -.39858* .13027 .012 

50001-100000 -.44996* .13010 .003 

  
Homogeneous Subsets 

Table 50: CPEOU 
Tukey HSDa,b 

INCOME N 
Subset for alpha = 0.05 
1 2 

100000> 105 5.2024  

20001-50000 479 5.4577 5.4577 

50001-100000 486  5.5576 

0-20000 110  5.5773 

Sig.  .068 .659 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 175.747. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
Table 51: OPR 

Tukey HSDa,b 

INCOME N 
Subset for alpha = 0.05 

1 2 3 

100000> 105 4.1200   

20001-50000 479  4.5186  

50001-100000 486  4.5700  

0-20000 110   4.9164 

Sig.  1.000 .979 1.000 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 175.747. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 
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CPEOU: 

Here in the present study, the researcher wants to identify difference between overall 

combine perceived ease of use with respect to various income categories. To fulfil this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 110 respondents have income below 

20000 with mean 5.57 and standard deviation 1.07, 479 respondents have income in between 

20001 to 50000 with mean 5.45 and standard deviation 1.005, 486 respondents have income 

in between 50001 to 100000 with mean 5.55 and standard deviation 0.89 and 105 respondents 

have income more than 100000 with mean 5.20 and standard deviation 1.086 for combine 

perceived ease of use. Though the values of mean and standard deviations are nearer to each 

other, there is significant different is there.   

The results from the One Way ANOVA table suggested that the F ratio is 4.290 and the 

significance value is 0.005 fir combine perceived ease of use which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of income with respect to combine perceived ease of use. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.011 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in income categories with respect to combine perceived ease of use in buying 

intention with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

0 - 20000: 

0 – 20000 income group respondents tendency is not significantly different than the 

frequency of 50001 – 100000 income groups and those respondents have more than 100000 
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income there tendencies is significant different with respect to combine perceived ease of use. 

20001 - 50000: 

20001 - 50000 income group respondents tendency is not significantly different than the 

frequency of  less than 20000 income groups, 50001 – 100000 income groups as well as 

above 100000  income groups with respect to combine perceived ease of use. 

50001 - 100000: 

50001 - 100000 income group respondents tendency is not significantly different than the 

frequency of  less than 20000 income groups, 20001 – 50000 income groups  while it is 

significantly different  for above 100000  income groups with respect to combine perceived 

ease of use. 

> 100000: 

Those respondents whose income is greater than 100000, these respondents tendency is 

significantly different than the frequency of less than 20000 and 50001 – 100000, while it is 

not significant for 20001 – 50000 income groups with respect to combine perceived ease of 

use. 

Homogeneous subset also reveals the same thing that with respect to various income group 

subsets, there is no significant difference among combine perceived ease of use. 

OPR: 

Here in the present study, the researcher wants to identify difference between overall 

perceived risks with respect to various income categories. To fulfil this aim researcher has 

used one - way ANOVA. The descriptive statistics of one – way ANOVA is interpreted as 

below. Out of total 1180 respondents, 110 respondents have income below 20000 with mean 

4.91 and standard deviation 1.17, 479 respondents have income in between 20001 to 50000 

with mean 4.51 and standard deviation 1.17, 486 respondents have income in between 50001 

to 100000 with mean 4.57 and standard deviation 1.22 and 105 respondents have income 

more than 100000 with mean 4.12 and standard deviation 1.31for overall perceived risk. 

Though the values of mean and standard deviations are nearer to each other, there is 

significant different is there.   
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The results from the One Way ANOVA table suggested that the F ratio is 7.928 and the 

significance value is 0.00 for overall perceived risk which is lower than 0.05. It directly 

suggests accepting alternate hypothesis therefore there is significance difference between 

various categories of income with respect to overall perceived risk. To understand which 

categories have a similar tendencies and which categories are different from others, 

researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.000 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in income categories with respect to overall perceived risk in buying intention with 

respect to online shopping platform. 

Based on a Post Hoc Turkey: 

0 - 20000: 

0 – 20000 income group respondents tendency is significantly different than the frequency of 

20001 – 50000 income group, 50001 – 100000 income groups,  and  more than 100000 

income there tendencies is significant different with respect to overall perceived risk.  

20001 - 50000: 

20001 - 50000 income group respondents tendency is significantly different than the 

frequency of less than 20000 income group, and more than 100000 income there tendencies 

is significant different with respect to overall perceived risk. Compare to that it is not 

significant for 50001 – 100000 income groups with respect to overall perceived risk. 

50001 - 100000: 

50001 - 100000 income group respondents tendency is significantly different than the 

frequency of less than 20000 and more than 100000 income there tendencies is significant 

different with respect to overall perceived risk. Compare to that it is not significant for 20001 

– 50000 income groups with respect to overall perceived risk. 
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> 100000: 

Those respondents whose income is greater than 100000, these respondents tendency is 

significantly different than the frequency of less than 20000, 20001 – 50000  and 50001 – 

100000 income groups with respect to overall perceived risk. 

Homogeneous subset also reveals the same thing that with respect to various income group 

subsets, there is significant difference among overall perceived risk. 

Figure 26: Means Plots 
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As shown in the graph of Means plot researcher can say that frequency of different income 

groups are not similar to each with respect to combine perceived ease of use and overall 

perceived risk. 

 

4.4.3 Occupation wise ANOVA: 

H12: There is significant difference between various occupation categories with respect to 

overall perceived usefulness. 

H13: There is significant difference between various occupation categories with respect to 

overcall shopping intangibles. 

H14: There is significant difference between various occupation categories with respect to 

overall perceived risk. 

H15: There is significant difference between various occupation categories with respect to 

overall perceived risk. 
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 Table 52: Descriptive 

 N Mean 
Std. 

Deviation Std. Error 

95% 
Confidence 
Interval for 

Mean 
Lower Bound 

OPU BUSINESS 450 5.6853 .97396 .04591 5.5951 

PROFESSIONAL 219 5.5954 .88025 .05948 5.4782 

JOB 331 5.5474 1.19606 .06574 5.4181 

HOMEMAKER 142 5.2915 1.36680 .11470 5.0648 

STUDENTS 38 4.8158 1.79933 .29189 4.2244 

Total 1180 5.5546 1.12372 .03271 5.4904 

OSI BUSINESS 450 4.3000 1.35517 .06388 4.1745 

PROFESSIONAL 219 4.1945 1.43161 .09674 4.0039 

JOB 331 4.1915 1.40343 .07714 4.0398 

HOMEMAKER 142 4.0577 1.44803 .12152 3.8175 

STUDENTS 38 3.4684 1.49397 .24235 2.9774 

Total 1180 4.1941 1.40497 .04090 4.1138 

OPR BUSINESS 450 4.6351 1.10367 .05203 4.5329 

PROFESSIONAL 219 4.4603 1.19495 .08075 4.3011 

JOB 331 4.5021 1.32357 .07275 4.3590 

HOMEMAKER 142 4.5944 1.28801 .10809 4.3807 

STUDENTS 38 4.0421 1.34940 .21890 3.5986 

Total 1180 4.5414 1.21950 .03550 4.4717 

 

 
Table 53: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

OPU Between 
Groups 

38.641 4 9.660 7.827 .000 

Within Groups 1450.124 1175 1.234   

Total 1488.765 1179    

OSI Between 
Groups 

27.700 4 6.925 3.538 .007 

Within Groups 2299.578 1175 1.957   

Total 2327.278 1179    

OPR Between 
Groups 

15.776 4 3.944 2.667 .031 

Within Groups 1737.606 1175 1.479   

Total 1753.382 1179    
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Table 54: Robust Tests of Equality of Means 

 Statistica df1 df2 Sig. 

OPU Welch 4.587 4 212.629 .001 

OSI Welch 3.208 4 218.602 .014 

OPR Welch 2.450 4 217.138 .047 
 

a. Asymptotically F distributed. 

 
Table 55: Post Hoc Tests 

Multiple Comparisons 
Tukey HSD   

Dependent 
Variable 

(I) 
OCCUPAT
ION 

(J) 
OCCUPATI
ON 

Mean 
Differenc

e (I-J) 
Std. 

Error Sig. 

95% Confidence 
Interval 

Lower 
Bound 

Upper 
Bound 

OPU BUSINESS PROFESSI
ONAL 

.08990 .09153 .863 -.1602 .3400 

JOB .13790 .08044 .425 -.0819 .3577 

HOMEMA
KER 

.39378* .10693 .002 .1017 .6859 

STUDENT
S 

.86954* .18767 .000 .3568 1.3823 

PROFESSI
ONAL 

BUSINESS -.08990 .09153 .863 -.3400 .1602 

JOB .04800 .09677 .988 -.2164 .3124 

HOMEMA
KER 

.30388 .11969 .083 -.0231 .6309 

STUDENT
S 

.77964* .19523 .001 .2463 1.3130 

JOB BUSINESS -.13790 .08044 .425 -.3577 .0819 

PROFESSI
ONAL 

-.04800 .09677 .988 -.3124 .2164 

HOMEMA
KER 

.25588 .11144 .147 -.0486 .5603 

STUDENT
S 

.73164* .19028 .001 .2118 1.2515 

HOMEMA
KER 

BUSINESS -.39378* .10693 .002 -.6859 -.1017 

PROFESSI
ONAL 

-.30388 .11969 .083 -.6309 .0231 

JOB -.25588 .11144 .147 -.5603 .0486 



 

 Page 192 
 

STUDENT
S 

.47576 .20290 .132 -.0786 1.0301 

STUDENT
S 

BUSINESS -.86954* .18767 .000 -1.3823 -.3568 

PROFESSI
ONAL 

-.77964* .19523 .001 -1.3130 -.2463 

JOB -.73164* .19028 .001 -1.2515 -.2118 

HOMEMA
KER 

-.47576 .20290 .132 -1.0301 .0786 

OSI BUSINESS PROFESSI
ONAL 

.10548 .11526 .891 -.2094 .4204 

JOB .10846 .10130 .822 -.1683 .3852 

HOMEMA
KER 

.24225 .13465 .375 -.1256 .6101 

STUDENT
S 

.83158* .23633 .004 .1859 1.4772 

PROFESSI
ONAL 

BUSINESS -.10548 .11526 .891 -.4204 .2094 

JOB .00298 .12186 1.000 -.3299 .3359 

HOMEMA
KER 

.13677 .15073 .894 -.2750 .5486 

STUDENT
S 

.72610* .24584 .027 .0545 1.3977 

JOB BUSINESS -.10846 .10130 .822 -.3852 .1683 

PROFESSI
ONAL 

-.00298 .12186 1.000 -.3359 .3299 

HOMEMA
KER 

.13379 .14034 .876 -.2496 .5172 

STUDENT
S 

.72312* .23961 .022 .0685 1.3777 

HOMEMA
KER 

BUSINESS -.24225 .13465 .375 -.6101 .1256 

PROFESSI
ONAL 

-.13677 .15073 .894 -.5486 .2750 

JOB -.13379 .14034 .876 -.5172 .2496 

STUDENT
S 

.58933 .25551 .143 -.1087 1.2874 

STUDENT
S 

BUSINESS -.83158* .23633 .004 -1.4772 -.1859 

PROFESSI
ONAL 

-.72610* .24584 .027 -1.3977 -.0545 

JOB -.72312* .23961 .022 -1.3777 -.0685 

HOMEMA
KER 

-.58933 .25551 .143 -1.2874 .1087 
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OPR BUSINESS PROFESSI
ONAL 

.17484 .10019 .407 -.0989 .4486 

JOB .13300 .08806 .556 -.1076 .3736 

HOMEMA
KER 

.04074 .11705 .997 -.2790 .3605 

STUDENT
S 

.59301* .20543 .032 .0318 1.1543 

PROFESSI
ONAL 

BUSINESS -.17484 .10019 .407 -.4486 .0989 

JOB -.04184 .10593 .995 -.3312 .2476 

HOMEMA
KER 

-.13409 .13102 .845 -.4920 .2239 

STUDENT
S 

.41817 .21370 .288 -.1657 1.0020 

JOB BUSINESS -.13300 .08806 .556 -.3736 .1076 

PROFESSI
ONAL 

.04184 .10593 .995 -.2476 .3312 

HOMEMA
KER 

-.09225 .12199 .943 -.4255 .2410 

STUDENT
S 

.46001 .20829 .177 -.1090 1.0291 

HOMEMA
KER 

BUSINESS -.04074 .11705 .997 -.3605 .2790 

PROFESSI
ONAL 

.13409 .13102 .845 -.2239 .4920 

JOB .09225 .12199 .943 -.2410 .4255 

STUDENT
S 

.55226 .22210 .094 -.0545 1.1591 

STUDENT
S 

BUSINESS -.59301* .20543 .032 -1.1543 -.0318 

PROFESSI
ONAL 

-.41817 .21370 .288 -1.0020 .1657 

JOB -.46001 .20829 .177 -1.0291 .1090 

HOMEMA
KER 

-.55226 .22210 .094 -1.1591 .0545 

 

*. The mean difference is significant at the 0.05 level. 
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Homogeneous Subsets 
 

Table 56: OPU 
Tukey HSDa,b 

OCCUPATION N 
Subset for alpha = 0.05 
1 2 

STUDENTS 38 4.8158  

HOMEMAKER 142  5.2915 

JOB 331  5.5474 

PROFESSIONAL 219  5.5954 

BUSINESS 450  5.6853 

Sig.  1.000 .055 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 115.828. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
Table 57: OSI 

Tukey HSDa,b 

OCCUPATION N 
Subset for alpha = 0.05 
1 2 

STUDENTS 38 3.4684  

HOMEMAKER 142  4.0577 

JOB 331  4.1915 

PROFESSIONAL 219  4.1945 

BUSINESS 450  4.3000 

Sig.  1.000 .680 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 115.828. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
Table 58: OPR 

Tukey HSDa,b 

OCCUPATION N 
Subset for alpha = 0.05 
1 2 

STUDENTS 38 4.0421  

PROFESSIONAL 219 4.4603 4.4603 

JOB 331  4.5021 
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HOMEMAKER 142  4.5944 

BUSINESS 450  4.6351 

Sig.  .068 .810 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 115.828. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
OPU: 

Here in the present study, the researcher wants to identify difference between overall 

perceived usefulness with respect to various occupation categories. To fulfil this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 450 respondents have their own business 

with mean 5.68 and standard deviation 0.97, 219 respondents are doing professional work 

with mean 5.59 and standard deviation 0.88, 331 respondents are doing job with mean 5.54 

and standard deviation 1.19, 142 respondents are home maker with mean 5.29 and standard 

deviation 1.36 and 38 respondents are students with mean 4.81 and standard deviation 1.79. 

 The results from the One Way ANOVA table suggested that the F ratio is 7.827 and the 

significance value is 0.00 for overall perceived usefulness which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of occupation with respect to overall perceived usefulness. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.001 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in occupation categories with respect to overall perceived usefulness in buying 

intention with respect to online shopping platform. 
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Based on a Post Hoc Turkey: 

Business: 

Own  business respondents tendency is not significantly different than professionals, those 

whore are doing job, while it is significantly different than home maker and students with 

respect to overall perceived usefulness.  

Professional: 

Professional respondents tendency is not significantly different than those who are doing 

business, those whore are doing job and home maker, while it is significantly different than 

students with respect to overall perceived usefulness.  

Job: 

Job respondents’ tendency is not significantly different than those who are doing business, 

professionals and home maker, while it is significantly different than students with respect to 

overall perceived usefulness.  

Homemaker: 

Home maker respondents’ tendency is not significantly different than those who are doing 

professionals, those who are doing job and students, while it is significantly different than 

those who are doing business with respect to overall perceived usefulness.  

Student: 

Students’ tendency is significantly different than those who are doing business, professionals, 

those who are doing job, while it is not significantly different than those who are home 

makers with respect to overall perceived usefulness.  

Homogeneous subset also reveals the same thing that with respect to various income group 

subsets, there is significant difference among overall perceived usefulness. 
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Figure 27: Means Plots 
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4.4.4 Education wise ANOVA: 

H16: There is significant difference between various education categories with respect to 

overall Webstore atmosphere. 

H17: There is significant difference between various education categories with respect to 

overall perceived ease of use. 

H18: There is significant difference between various education categories with respect to 

overall perceived usefulness. 

Table 59: Descriptive 

 N Mean 
Std. 

Deviation Std. Error 

95% Confidence 
Interval for Mean 

Lower Bound 

OWS UG 215 5.2651 1.28913 .08792 5.0918 

GRADUATE 285 5.2184 1.45043 .08592 5.0493 

PG 523 5.4226 1.16265 .05084 5.3227 

PROF 157 5.0764 1.28747 .10275 4.8735 

Total 1180 5.2985 1.28115 .03730 5.2253 

CPEOU UG 215 5.4227 1.06584 .07269 5.2794 

GRADUATE 285 5.3281 1.22669 .07266 5.1850 

PG 523 5.5896 .82209 .03595 5.5190 

PROF 157 5.5239 .77329 .06172 5.4020 
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Total 1180 5.4873 .97915 .02850 5.4314 

OPU UG 215 5.3274 1.52681 .10413 5.1222 

GRADUATE 285 5.5291 1.16082 .06876 5.3938 

PG 523 5.6746 .92095 .04027 5.5955 

PROF 157 5.5121 .96538 .07705 5.3599 

Total 1180 5.5546 1.12372 .03271 5.4904 

 
Table 60: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

OWS Between 
Groups 

17.859 3 5.953 3.651 .012 

Within Groups 1917.301 1176 1.630   

Total 1935.160 1179    

CPEOU Between 
Groups 

13.810 3 4.603 4.849 .002 

Within Groups 1116.530 1176 .949   

Total 1130.341 1179    

OPU Between 
Groups 

19.090 3 6.363 5.092 .002 

Within Groups 1469.675 1176 1.250   

Total 1488.765 1179    

 

 
Table 61: Robust Tests of Equality of Means 

 Statistica df1 df2 Sig. 

OWS Welch 3.806 3 459.401 .010 

CPEOU Welch 4.163 3 463.231 .006 

OPU Welch 4.178 3 448.782 .006 
 

a. Asymptotically F distributed. 
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Table 62: Post Hoc Tests 

Multiple Comparisons 

Dependent 
Variable 

(I) 
EDUCATION 

(J) 
EDUCATION 

Mean 
Difference 

(I-J) 
Std. 

Error Sig. 

95% 
Confidence 

Interval 
Lower 
Bound 

OWS UG GRADUATE .04670 .11534 .978 -.2500 

PG -.15745 .10344 .425 -.4236 

PROF .18868 .13404 .495 -.1562 

GRADUATE UG -.04670 .11534 .978 -.3434 

PG -.20414 .09401 .132 -.4460 

PROF .14199 .12691 .678 -.1845 

PG UG .15745 .10344 .425 -.1087 

GRADUATE .20414 .09401 .132 -.0377 

PROF .34613* .11620 .016 .0472 

PROF UG -.18868 .13404 .495 -.5335 

GRADUATE -.14199 .12691 .678 -.4685 

PG -.34613* .11620 .016 -.6451 

CPEOU UG GRADUATE .09460 .08802 .705 -.1318 

PG -.16695 .07894 .149 -.3700 

PROF -.10121 .10229 .755 -.3644 

GRADUATE UG -.09460 .08802 .705 -.3211 

PG -.26156* .07174 .002 -.4461 

PROF -.19582 .09684 .180 -.4450 

PG UG .16695 .07894 .149 -.0361 

GRADUATE .26156* .07174 .002 .0770 

PROF .06574 .08867 .880 -.1624 

PROF UG .10121 .10229 .755 -.1620 

GRADUATE .19582 .09684 .180 -.0533 

PG -.06574 .08867 .880 -.2939 

OPU UG GRADUATE -.20168 .10098 .190 -.4615 

PG -.34713* .09057 .001 -.5801 

PROF -.18466 .11736 .394 -.4866 

GRADUATE UG .20168 .10098 .190 -.0581 

PG -.14545 .08231 .290 -.3572 

PROF .01702 .11111 .999 -.2688 

PG UG .34713* .09057 .001 .1141 

GRADUATE .14545 .08231 .290 -.0663 

PROF .16247 .10173 .381 -.0993 

PROF UG .18466 .11736 .394 -.1173 
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GRADUATE -.01702 .11111 .999 -.3029 

PG -.16247 .10173 .381 -.4242 

 
Homogeneous Subsets 

Table 63: OWS 
Tukey HSDa,b 

EDUCATION N 
Subset for alpha = 0.05 
1 2 

PROF 157 5.0764  

GRADUATE 285 5.2184 5.2184 

UG 215 5.2651 5.2651 

PG 523  5.4226 

Sig.  .362 .292 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 243.288. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

Table  64: CPEOU 
Tukey HSDa,b 

EDUCATION N 
Subset for alpha = 0.05 
1 2 

GRADUATE 285 5.3281  

UG 215 5.4227 5.4227 

PROF 157 5.5239 5.5239 

PG 523  5.5896 

Sig.  .119 .233 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 243.288. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

Table 65: OPU 
Tukey HSDa,b 

EDUCATION N 
Subset for alpha = 0.05 
1 2 

UG 215 5.3274  

PROF 157 5.5121 5.5121 

GRADUATE 285 5.5291 5.5291 

PG 523  5.6746 

Sig.  .192 .377 
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Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 243.288. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
OWS: 

Here in the present study, the researcher wants to identify difference between overall 

Webstore atmospheres with respect to various education categories. To fulfil this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 215 respondents are undergraduate with 

mean 5.26 and standard deviation 1.28, 285 respondents are graduate with mean 5.21 and 

standard deviation 1.45, 523 respondents are post graduate with mean 5.42 and standard 

deviation 1.16, 157 respondents have professional degree with mean 5.07 and standard 

deviation 1.28. 

The results from the One Way ANOVA table suggested that the F ratio is 3.651 and the 

significance value is 0.01 for overall Webstore atmosphere which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of education with respect to overall Webstore atmosphere. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.001 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in education categories with respect to overall perceived usefulness in buying 

intention with respect to online shopping platform. 
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Based on a Post Hoc Turkey: 

UG: 

UG respondents’ tendency is not significantly different than graduate, post graduate and 

professional with respect to overall Webstore atmosphere.  

Graduate: 

Graduate respondents tendency is not significantly different than undergraduate, post 

graduate and professional with respect to overall Webstore atmosphere. 

PG: 

Post graduate respondents tendency is not significantly different than undergraduate and 

graduate while it is significant different than professional with respect to overall Webstore 

atmosphere. 

Professional: 

Professional respondents’ tendency is not significantly different than undergraduate and 

graduate while it is significantly different with respect to overall Webstore atmosphere. 

CPEOU: 

Here in the present study, the researcher wants to identify difference between combined 

perceived ease of use with respect to various education categories. To fulfill this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 215 respondents are undergraduate with 

mean 5.42 and standard deviation 1.06, 285 respondents are graduate with mean 5.32 and 

standard deviation 1.22, 523 respondents are post graduate with mean 5.58 and standard 

deviation 0.822, 157 respondents have professional degree with mean 5.5 and standard 

deviation 0.77. 

The results from the One Way ANOVA table suggested that the F ratio is 4.849 and the 

significance value is 0.00 for combined perceived ease of use which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of education with respect to combined perceived ease of use. To 
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understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.006 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in education categories with respect to combined perceived ease of use in buying 

intention with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

UG: 

UG respondents’ tendency is not significantly different than graduate, post graduate and 

professional with respect to combined perceived ease of use.  

Graduate: 

Graduate respondents tendency is not significantly different than undergraduate and 

professional while it is significantly different with respect to post graduate with respect to 

combined perceived ease of use. 

PG: 

Post graduate respondents tendency is not significantly different than undergraduate and 

professional while it is significant different than graduate with respect to combined perceived 

ease of use. 

Professional: 

Professional respondents’ tendency is not significantly different than undergraduate, graduate 

and post graduate with respect to overall Webstore atmosphere. 

OPU: 
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Here in the present study, the researcher wants to identify difference between overall 

perceived usefulness with respect to various education categories. To fulfil this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 215 respondents are undergraduate with 

mean 5.32 and standard deviation 1.52, 285 respondents are graduate with mean 5.52 and 

standard deviation 1.16, 523 respondents are post graduate with mean 5.67 and standard 

deviation 0.920, 157 respondents have professional degree with mean 5.51 and standard 

deviation 0.96. 

The results from the One Way ANOVA table suggested that the F ratio is 5.092 and the 

significance value is 0.002 for overall perceived usefulness which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of education with respect to overall perceived usefulness. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.006 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in education categories with respect to overall perceived usefulness in buying 

intention with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

UG: 

UG respondents’ tendency is not significantly different than graduate and professional while 

it is significant different than post graduate with respect to overall perceived usefulness.  

Graduate: 

Graduate respondents’ tendency is not significantly different than undergraduate, graduate 

and professional with respect to overall perceived usefulness.  
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PG: 

Post Graduate respondents’ tendency is not significantly different than graduate and 

professional while it is significant different than undergraduate with respect to overall 

perceived usefulness.  

Professional: 

Professional respondents’ tendency is not significantly different than under graduate, and post 

graduate with respect to overall perceived usefulness.  

Figure 28: Means Plots 
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As shown in the graph of Means plot researcher can say that frequency of different education 

groups are not similar to each with respect to overall Webstore atmosphere, combine 

perceived ease of use and overall perceived usefulness. 
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4.4.5 Family Size wise ANOVA: 

H19: There is significant difference between various family size categories with respect to 

overall shopping intangibles. 

H20: There is significant difference between various family size categories with respect to 

overall perceived risk. 

Table 66: Descriptive 

 N Mean 
Std. 

Deviation 
Std. 

Error 

95% Confidence Interval for 
Mean 

Lower Bound Upper Bound 

OSI <2 743 4.3141 1.38724 .05089 4.2142 4.4140 

2-4 344 3.9843 1.35805 .07322 3.8403 4.1283 

4> 93 4.0108 1.60769 .16671 3.6797 4.3419 

Total 1180 4.1941 1.40497 .04090 4.1138 4.2743 

OPR <2 743 4.5906 1.19729 .04392 4.5043 4.6768 

2-4 344 4.5692 1.21126 .06531 4.4407 4.6976 

4> 93 4.0452 1.32505 .13740 3.7723 4.3181 

Total 1180 4.5414 1.21950 .03550 4.4717 4.6110 

 
Table 67: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

OSI Between 
Groups 

28.972 2 14.486 7.419 .001 

Within Groups 2298.306 1177 1.953   

Total 2327.278 1179    

OPR Between 
Groups 

24.964 2 12.482 8.500 .000 

Within Groups 1728.418 1177 1.468   

Total 1753.382 1179    

 
 

Table 68: Robust Tests of Equality of Means 
 Statistica df1 df2 Sig. 

OSI Welch 7.470 2 237.996 .001 

OPR Welch 7.199 2 239.711 .001 
 

a. Asymptotically F distributed. 
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Table 69:  Post Hoc Tests 

Multiple Comparisons 

Dependent Variable (I) FS (J) FS 

Mean 
Difference (I-

J) Std. Error Sig. 

95% 
Confidence 

Interval 
Lower Bound 

OSI <2 2-4 .32983* .09113 .001 .1160 

4> .30338 .15370 .119 -.0573 

2-4 <2 -.32983* .09113 .001 -.5437 

4> -.02645 .16332 .986 -.4097 

4> <2 -.30338 .15370 .119 -.6641 

2-4 .02645 .16332 .986 -.3568 

OPR <2 2-4 .02139 .07903 .960 -.1641 

4> .54542* .13329 .000 .2326 

2-4 <2 -.02139 .07903 .960 -.2068 

4> .52402* .14163 .001 .1917 

4> <2 -.54542* .13329 .000 -.8582 

2-4 -.52402* .14163 .001 -.8564 
 
Homogeneous Subsets 

Table 70: OSI 
Tukey HSDa,b 

FS N 
Subset for alpha = 0.05 

1 2 

2-4 344 3.9843  

4> 93 4.0108 4.0108 

<2 743  4.3141 

Sig.  .980 .077 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 199.926. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 
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Table 71: OPR 
Tukey HSDa,b 

FS N 
Subset for alpha = 0.05 

1 2 

4> 93 4.0452  

2-4 344  4.5692 

<2 743  4.5906 

Sig.  1.000 .983 
 

Means for groups in homogeneous subsets are displayed. 
a. Uses Harmonic Mean Sample Size = 199.926. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 
OSI: 

Here in the present study, the researcher wants to identify difference between overall 

shopping intangibles with respect to family size. To fulfil this aim researcher has used one - 

way ANOVA. The descriptive statistics of one – way ANOVA is interpreted as below. Out of 

total 1180 respondents, 743 respondents have less than 2 members in family with mean 4.31 

and standard deviation 1.38, 344 respondents have 2 to 4 family members with mean 3.98 

and standard deviation 1.35 and 93 respondents have more than 4 family members with mean 

4.01 and standard deviation 1.60. 

The results from the One Way ANOVA table suggested that the F ratio is 7.419 and the 

significance value is 0.001 for overall shopping intangibles which is lower than 0.05. It 

directly suggests accepting alternate hypothesis therefore there is significance difference 

between various categories of family size with respect to overall shopping intangibles. To 

understand which categories have a similar tendencies and which categories are different 

from others, researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.001 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 
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difference in family size categories with respect to overall shopping intangibles in buying 

intention with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

< 2: 

Less than two respondents’ tendency is significantly different than respondents who have 2 to 

4 family members, while it is not significantly different to those respondents who have more 

than 4 family members. 

2 - 4: 

Those respondents’ who have 2 to 4 family members, their tendency is significantly different 

than those respondents who have less than 2 members in family, while it is not significant to 

those respondents who have more than 4 family members.  

> 4: 

Those respondents’ who have more than 4 family members, their tendency is not significantly 

different than those respondents who have less than 2 members in family  as well as 2 to 4 

family members in family..  

OPR: 

Here in the present study, the researcher wants to identify difference between overall 

perceived risk with respect to family size. To fulfill this aim researcher has used one - way 

ANOVA. The descriptive statistics of one – way ANOVA is interpreted as below. Out of 

total 1180 respondents, 743 respondents have less than 2 members in family with mean 4.59 

and standard deviation 1.19, 344 respondents have 2 to 4 family members with mean 4.56 

and standard deviation 1.21 and 93 respondents have more than 4 family members with mean 

4.04 and standard deviation 1.32. 

The results from the One Way ANOVA table suggested that the F ratio is 8.500 and the 

significance value is 0.000 for overall perceived risk which is lower than 0.05. It directly 

suggests accepting alternate hypothesis therefore there is significance difference between 

various categories of family size with respect to overall perceived risk. To understand which 
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categories have a similar tendencies and which categories are different from others, 

researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.001 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in family size categories with respect to overall perceived risk in buying intention 

with respect to online shopping platform. 

Based on a Post Hoc Turkey: 

< 2: 

Less than two respondents’ tendency is not significantly different than respondents who have 

2 to 4 family members, while it is significantly different to those respondents who have more 

than 4 family members. 

2 - 4: 

Those respondents’ who have 2 to 4 family members, their tendency is not significantly 

different than those respondents who have less than 2 members in family, while it is not 

significant to those respondents who have more than 4 family members.  

> 4: 

Those respondents’ who have more than 4 family members, their tendency is significantly 

different than those respondents who have less than 2 members in family  as well as 2 to 4 

family members in family..  
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Figure  29: Means Plots 

 

 

As shown in the graph of Means plot researcher can say that frequency of different family 

size is not similar to each with respect to overall shopping intangibles and overall perceived 

risk. 
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4.4.6 Frequency of shopping wise ANOVA: 

H21: There is significant difference between various frequencies of shopping categories with 

respect to overall perceived risk. 

H22: There is significant difference between various frequencies of shopping categories with 

respect to overall Webstore atmospheres. 

Table 72: Descriptive 

 N Mean 
Std. 

Deviation Std. Error 

95% 
Confidence 
Interval for 

Mean 
Lower Bound 

OPR WEEKLY 98 4.8327 1.00008 .10102 4.6321 

ONCEINMONTH 618 4.5706 1.17084 .04710 4.4781 

ONCE IN 6 
MONTH 

439 4.4551 1.31877 .06294 4.3314 

YEARLY 25 4.1920 1.18389 .23678 3.7033 

Total 1180 4.5414 1.21950 .03550 4.4717 

OWS WEEKLY 98 5.5587 .93321 .09427 5.3716 

ONCEINMONTH 618 5.3014 1.24390 .05004 5.2031 

ONCE IN 6 
MONTH 

439 5.2153 1.40908 .06725 5.0831 

YEARLY 25 5.6700 .74204 .14841 5.3637 

Total 1180 5.2985 1.28115 .03730 5.2253 

 
Table 73: ANOVA 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

OPR Between 
Groups 

15.158 3 5.053 3.418 .017 

Within Groups 1738.224 1176 1.478   

Total 1753.382 1179    

OWS Between 
Groups 

13.131 3 4.377 2.678 .046 

Within Groups 1922.029 1176 1.634   

Total 1935.160 1179    
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Table 74: Robust Tests of Equality of Means 
 Statistica df1 df2 Sig. 

OPR Welch 4.120 3 101.457 .008 

OWS Welch 4.724 3 108.585 .004 

a. Asymptotically F distributed. 
 

Table 75: Post Hoc Tests 

Multiple Comparisons 

Dependent Variable (I) FREQUENCY (J) FREQUENCY 

Mean 
Difference (I-

J) Std. Error 

OPR WEEKLY ONCEINMONTH .26210 .13219 

ONCE IN 6 
MONTH 

.37753* .13583 

YEARLY .64065 .27241 

ONCEINMONTH WEEKLY -.26210 .13219 

ONCE IN 6 
MONTH 

.11542 .07589 

YEARLY .37855 .24802 

ONCE IN 6 
MONTH 

WEEKLY -.37753* .13583 

ONCEINMONTH -.11542 .07589 

YEARLY .26313 .24998 

YEARLY WEEKLY -.64065 .27241 

ONCEINMONTH -.37855 .24802 

ONCE IN 6 
MONTH 

-.26313 .24998 

OWS WEEKLY ONCEINMONTH .25730 .13900 

ONCE IN 6 
MONTH 

.34341 .14283 

YEARLY -.11133 .28645 

ONCEINMONTH WEEKLY -.25730 .13900 

ONCE IN 6 
MONTH 

.08611 .07980 

YEARLY -.36862 .26081 

ONCE IN 6 
MONTH 

WEEKLY -.34341 .14283 

ONCEINMONTH -.08611 .07980 

YEARLY -.45474 .26287 

YEARLY WEEKLY .11133 .28645 

ONCEINMONTH .36862 .26081 

ONCE IN 6 
MONTH 

.45474 .26287 
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Homogeneous Subsets 
 

Table 76: OPR 
Tukey HSDa,b 

FREQUENCY N 
Subset for alpha = 0.05 
1 2 

YEARLY 25 4.1920  

ONCE IN 6 MONTH 439 4.4551 4.4551 

ONCEINMONTH 618 4.5706 4.5706 

WEEKLY 98  4.8327 

Sig.  .231 .234 

 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 73.937. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 

 

Table 77: OWS 
Tukey HSDa,b 

FREQUENCY N 
Subset for alpha = 0.05 

1 

ONCE IN 6 MONTH 439 5.2153 

ONCEINMONTH 618 5.3014 

WEEKLY 98 5.5587 

YEARLY 25 5.6700 

Sig.  .134 

 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 73.937. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error 
levels are not guaranteed. 
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OPR: 

Here in the present study, the researcher wants to identify difference between overall 

perceived risks with respect to frequency of purchase online. To fulfil this aim researcher has 

used one - way ANOVA. The descriptive statistics of one – way ANOVA is interpreted as 

below. Out of total 1180 respondents, 98 respondents purchased product weekly with mean 

4.83 and standard deviation 1.00, 618 respondents purchased product once in month with 

mean 4 and standard deviation 1.17, 439 respondents purchased product once in six month  

with mean 4.45 and standard deviation 1.31, and 25 respondents purchased product only 

yearly basis with mean 4.19 and standard deviation 1.18. 

The results from the One Way ANOVA table suggested that the F ratio is 3.418 and the 

significance value is 0.017 for overall perceived risk which is lower than 0.05. It directly 

suggests accepting alternate hypothesis therefore there is significance difference between 

frequency of purchase online with respect to overall perceived risk. To understand which 

categories have a similar tendencies and which categories are different from others, 

researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.008 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in frequency of purchase online with respect to overall perceived risk in buying 

intention with respect to online shopping platform. 

OWS: 

Here in the present study, the researcher wants to identify difference between overall 

Webstore atmospheres with respect to frequency of purchase online. To fulfil this aim 

researcher has used one - way ANOVA. The descriptive statistics of one – way ANOVA is 

interpreted as below. Out of total 1180 respondents, 98 respondents purchased product 

weekly with mean 5.55 and standard deviation 0.93, 618 respondents purchased product once 

in month with mean 5.30 and standard deviation 1.24, 439 respondents purchased product 
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once in six month with mean 5.25 and standard deviation 1.40, and 25 respondents purchased 

product only yearly basis with mean 5.67 and standard deviation 0.74. 

The results from the One Way ANOVA table suggested that the F ratio is 2.678 and the 

significance value is 0.046 for overall perceived risk which is lower than 0.05. It directly 

suggests accepting alternate hypothesis therefore there is significance difference between 

frequency of purchase online with respect to overall Webstore atmospheres. To understand 

which categories have a similar tendencies and which categories are different from others, 

researcher has performed the Post Hoc Turkey Test. 

The Robust Test of Equality of means is considered when the assumption of homogeneity of 

variance has not been met. If the adjusted F ratio is found to be significant (i.e. p < 0.05), we 

would reject the null hypothesis and conclude that at least one of the group means is 

significantly different from others (or that at least two of the group means are significantly 

different from each other). Here, from the table it is seen that the value is 0.004 which is 

lower than 0.05, so researcher accept the alternate hypothesis and concluded that there is 

difference in frequency of purchase online with respect to overall Webstore atmospheres in 

buying intention with respect to online shopping platform. 

Figure 30: Means Plots 
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As shown in the graph of Means plot researcher can say that frequency of online purchase is 

not similar to each with respect to overall perceived risk and overall Webstore atmosphere. 

4.5 Correlations: 

Researcher wants to identify whether there is correlation between various pairs of online 

buying intention variables like overall Webstore atmosphere, combined perceived ease of 

use, overall shopping intangibles, overall perceived usefulness, overall perceived trust, 

overall perceived benefits, overall perceived risk and overall buying intentions. The bivariate 

Pearson correlation measures the strength and direction of linear relationships between 

various pairs of continuous variables. The Pearson Correlation also helps to identify whether 

there is any linear relationship exists among the same pair of variables in the population. 

Thus the bivariate Pearson Correlation helps in following: 

The bivariate Pearson correlation indicates the following: 

 Whether a statistically significant linear relationship exists between two continuous 

variables 

 The strength of a linear relationship (i.e., how close the relationship is to being a 

perfectly straight line) 

 The direction of a linear relationship (increasing or decreasing) 
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Based on this following hypothesis has been developed. 

H23.1: There is positive correlation between overall Webstore atmospheres with combined 

perceived ease of use, overall shopping intangibles, overall perceived usefulness, overall 

perceived trust and overall perceived buying intention. 

H23.2: There is positive correlation between combined perceived ease of use with overall 

shopping intangibles, overall perceived usefulness, overall perceived trust and overall 

perceived buying intention. 

H23.3: There is positive correlation between overall shopping intangibles with overall 

perceived usefulness, overall perceived trust and overall perceived buying intention. 

H23.4: There is positive correlation between overall perceived usefulness with overall 

perceived trust and overall perceived buying intention. 

H23.5: There is positive correlation between overall perceived with overall perceived benefits. 

H23.6: There is positive correlation between overall buying intention with combined perceived 

ease of use, overall shopping intangibles, overall perceived usefulness, overall perceived trust 

and overall perceived benefits.  

Table 78: Correlations 
 OWS CPEOU OSI OPU OPT OPB 

OWS Pearson 
Correlation 

1 .516** .293** .395** .298** .386** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 1180 1180 1180 1180 1180 1180 

CPEOU Pearson 
Correlation 

.516** 1 .291** .347** .284** .313** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 1180 1180 1180 1180 1180 1180 

OSI Pearson 
Correlation 

.293** .291** 1 .400** .419** .502** 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 1180 1180 1180 1180 1180 1180 

OPU Pearson 
Correlation 

.395** .347** .400** 1 .286** .433** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 1180 1180 1180 1180 1180 1180 
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OPT Pearson 
Correlation 

.298** .284** .419** .286** 1 .408** 

Sig. (2-tailed) .000 .000 .000 .000  .000 

N 1180 1180 1180 1180 1180 1180 

OPB Pearson 
Correlation 

.386** .313** .502** .433** .408** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 1180 1180 1180 1180 1180 1180 

OPR Pearson 
Correlation 

.289** .291** .276** .314** .305** .361** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 

N 1180 1180 1180 1180 1180 1180 

OBI Pearson 
Correlation 

.451** .430** .570** .457** .586** .787** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 

N 1180 1180 1180 1180 1180 1180 
 
 

As seen from the above correlation table, the correlation was identifying for 1180 

respondents and the correlation is statistically significant at 0.01 for all variables under study. 

As seen there is positive correlation between overall Webstore atmosphere and combined 

perceived ease of use (0.516); overall shopping intangibles positively correlated with overall 

Webstore atmosphere (0.293) and with combined perceived ease of use (0.291); overall 

perceived usefulness positively correlated with overall Webstore atmosphere (0.395), with 

combined perceived ease of use (0.347) and with overall shopping intangibles (0.400); 

overall perceived trust positively correlated with overall Webstore atmosphere (0.298), with 

combined perceived ease of use (0.284), with overall shopping intangibles (0.419) and with 

overall perceived usefulness (0.286); perceived benefits positively correlated with overall 

Webstore atmosphere (0.386), with combined perceived ease of use (0.313), with overall 

shopping intangibles (0.502), with overall perceived usefulness (0.433) and with overall 

perceived trust (0.408); overall perceived risk positively correlated with overall Webstore 

atmosphere (0.289), with combine perceived ease of use (0.291), with overall shopping 

intangibles (0.276), with overall perceived usefulness (0.314), with overall perceived trust 

(0.305) and with overall perceived benefits (0.361); overall buying intention is positively 

correlated with overall Webstore atmosphere (0.451), with combined perceived ease of 
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use(0.430), with overall shopping intangibles (0.570), with overall perceived usefulness 

(0.457), with overall perceived trust (0.586) and with overall perceived benefits (0.787). 

The correlation also suggests that the overall buying intention is highly correlated with 

overall perceived benefits, followed by overall perceived trust, overall shopping intangibles, 

overall perceived usefulness, overall Webstore atmosphere, and combined perceived ease of 

use.  Therefore, all hypotheses are accepted and proved significant correlation with each 

other. 

4.6 Regression: 

Regressions analysis is the most popular statistical approach to identify relationships between 

dependent and independent variables. Stepwise regression is one of the regression techniques 

which construct step by step iterative constructions of various independent variables 

automatically. The major purpose of using stepwise regression is to find effect of independent 

variables on dependent variables with the help of F tests and t tests. Stepwise regression used 

forward and backward techniques. After each step of stepwise regression, all variables in the 

model are checked to identify non-significant variables. If any non-significant variable found, 

it will be removed from the model. Stepwise regression uses two significance levels; one for 

adding variables and one for removing variables. The cut-off probability for adding variables 

should be less than the cut-off probability for removing variables so that the procedure does 

not get into an infinite loop. 

In the present study, researcher wants to identify relationship effect of  independent variables 

overall perceived benefit, overall perceived trust, combined perceived ease of use, overall 

shopping intangibles, overall Webstore atmosphere, and overall perceived risk on dependent 

variable overall buying intention towards online shopping. Therefore, researcher has used 

step wise regression analysis. 

H24: There is significant impact of overall perceived benefit, overall perceived trust, 

combined perceived ease of use, overall shopping intangibles, overall Webstore atmosphere, 

and overall perceived risk on overall buying intention 
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Table 79: Descriptive Statistics 
 Mean Std. Deviation N 

OBI 4.7178 1.14172 1180 

OWS 5.2985 1.28115 1180 

CPEOU 5.4873 .97915 1180 

OSI 4.1941 1.40497 1180 

OPU 5.5546 1.12372 1180 

OPT 4.5012 1.53934 1180 

OPB 4.5795 1.23124 1180 

OPR 4.5414 1.21950 1180 

 
As seen from the above table, overall buying intentions has mean 4.71 and standard deviation 

1.14, overall Webstore atmosphere has mean of 5.29 and standard deviation 1.28, combined 

perceived ease of use has mean of 5.48 and standard deviation 0.97, overall shopping 

intangibles has mean of 4.19 and standard deviation 1.40, overall perceived usefulness has 

mean of 5.55 and standard deviation 1.12, overall perceived trust has mean of 4.50 and 

standard deviation 1.53, overall perceived benefit has mean of 4.57 and standard deviation 

1.23 and overall perceived risk has mean of 4.54 and standard deviation 1.21. 

Table 80: Variables Entered/Removed 
Model Variables Entered Variables Removed Method 

1 OPB . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 

2 OPT . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 

3 CPEOU . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 

4 OSI . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 
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5 OWS . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 

6 OPR . Stepwise (Criteria: 
Probability-of-F-to-enter 
<= .050, Probability-of-
F-to-remove >= .100). 

a. Dependent Variable: OBI 

 
The above table shows, the various variables entered in step wise regression analysis. The 

analysis starts with “0” predictors and then it adds the strongest predictor to the model, if its 

beta – coefficient is statistically significant (P < 0.05 as seen in last column). It then adds the 

second strongest predictor. During this process, if any predictors are not significant, then it 

will be automatically removed. This process continues until none of the excluded predictors 

contributes significantly to the included predictors. The important thing is that all the 

variables entered have successful contribution in step wise regression analysis at various 

steps and no predictors are removed from the analysis.  

Table 81: Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Change Statistics 
R Square 
Change F Change 

1 .787a .619 .618 .70531 .619 1911.442 

2 .839b .703 .703 .62263 .084 334.626 

3 .851c .724 .723 .60094 .021 87.478 

4 .858d .736 .735 .58735 .013 56.037 

5 .860e .739 .738 .58459 .003 12.118 

6 .861f .740 .739 .58310 .002 7.047 
 

As seen from the above table, a model was built in 6 steps. The final adjusted R2 is 0.58. This 

suggests that six predictors namely overall perceived benefit, overall perceived trust, 

combined perceived ease of use, overall shopping intangibles, overall Webstore atmosphere, 

and overall perceived risk account for 58% variance on overall buying intention towards 

online shopping. 

 

 

 



 

 Page 225 
 

Table 82: ANOVA 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 950.857 1 950.857 1911.442 .000b 

Residual 586.003 1178 .497   

Total 1536.860 1179    

2 Regression 1080.580 2 540.290 1393.708 .000c 

Residual 456.280 1177 .388   

Total 1536.860 1179    

3 Regression 1112.171 3 370.724 1026.565 .000d 

Residual 424.689 1176 .361   

Total 1536.860 1179    

4 Regression 1131.503 4 282.876 819.966 .000e 

Residual 405.357 1175 .345   

Total 1536.860 1179    

5 Regression 1135.644 5 227.129 664.603 .000f 

Residual 401.216 1174 .342   

Total 1536.860 1179    

6 Regression 1138.040 6 189.673 557.863 .000g 

Residual 398.820 1173 .340   

Total 1536.860 1179    

a. Dependent Variable: OBI 
b. Predictors: (Constant), OPB 
c. Predictors: (Constant), OPB, OPT 
d. Predictors: (Constant), OPB, OPT, CPEOU 
e. Predictors: (Constant), OPB, OPT, CPEOU, OSI 
f. Predictors: (Constant), OPB, OPT, CPEOU, OSI, OWS 
g. Predictors: (Constant), OPB, OPT, CPEOU, OSI, OWS, OPR 

 
The ANOVA table suggests that all independent variables have significant impact on 

dependent variable at the various stages of regression analysis.  

Table 83: Coefficients 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.378 .079  17.413 .000 

OPB .729 .017 .787 43.720 .000 

2 (Constant) .867 .075  11.524 .000 

OPB .609 .016 .657 37.745 .000 

OPT .236 .013 .318 18.293 .000 

3 (Constant) .135 .107  1.264 .207 
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OPB .575 .016 .620 36.008 .000 

OPT .215 .013 .289 16.949 .000 

CPEOU .179 .019 .153 9.353 .000 

4 (Constant) .087 .105  .831 .406 

OPB .529 .017 .570 31.411 .000 

OPT .191 .013 .257 14.928 .000 

CPEOU .162 .019 .139 8.603 .000 

OSI .110 .015 .136 7.486 .000 

5 (Constant) .037 .105  .353 .724 

OPB .516 .017 .557 30.205 .000 

OPT .187 .013 .252 14.647 .000 

CPEOU .131 .021 .112 6.319 .000 

OSI .109 .015 .134 7.394 .000 

OWS .056 .016 .063 3.481 .001 

6 (Constant) -.029 .108  -.274 .784 

OPB .508 .017 .548 29.304 .000 

OPT .183 .013 .246 14.210 .000 

CPEOU .125 .021 .107 5.978 .000 

OSI .107 .015 .131 7.274 .000 

OWS .053 .016 .060 3.267 .001 

OPR .041 .015 .044 2.655 .008 

 
As seen from the above table, the sixth and final model is interpreted as below: 

The unstandardized coefficients are significant and in logical directions. Overall perceived 

benefit contributes 0.508 increase in overall buying intention, overall perceived trust 

contributes 0.183 increase in overall buying intention, combined perceived ease of use 

contributes 0.125 increase in overall buying intention, overall shopping intangible contributes 

0.107 increase in overall buying intention, overall Webstore atmosphere contributes 0.053 

increase in overall buying intention and overall perceived risk contributes 0.041 increase in 

overall buying intention.  

The final model is derived as: 

OBI = -0.29 + 0.508*OPB + 0.183*OPT + 0.125*CPEOU + 0.107*OSI + 0.053*OWS + 

0.041*OPR 

From the analysis it is clear that, overall perceived benefit is the strongest predictor in overall 

buying intention, followed by overall perceived trust, combined perceived ease of use, overall 
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shopping intangibles, overall Webstore atmosphere and overall perceived risk is the lowest 

contribution towards overall buying intention towards online shopping. Therefore, the 

hypothesis is accepted and it clearly suggests significant impact of independent variables on 

dependent variables.  

Figure 31: 

 

Figure 32: 
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Figure 33: 

 

The above charts show the graphs of residual and standardize predicted value.  

4.7 Path Analysis: 

Path model analysis helps to identify hypotheses and variable relationship with a diagram in 

an SEM analysis (Bollen, 2002). A model was identified and tested to identify effect of 

Webstore atmospheres on shopping tangibles, perceived ease of use on perceived usefulness, 

perceived ease of use on shopping tangibles, perceived usefulness on perceived benefits, 

perceived risk on perceived trust, shopping tangibles on perceived trust, perceived benefits on 

buying intention and perceived trust on buying intention using path analysis of structured 

equation modelling. 

A path model consists of two elements. The structural model represents the structural paths 

between the constructs, whereas the measurement models represent the relationships between 

each construct and its associated indicators. In PLS-SEM, structural and measurement models 

are also referred to as inner and outer models. To develop path models, researchers need to 

draw on structural theory and measurement theory, which specify the relationships between 

the elements of a path model. 
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4.7.1 Model Estimation: 

The model estimation uses the basic PLS-SEM algorithm by Lohmöller (1989), the path 

weighting scheme, a maximum of 300 iterations, a stop criterion of 0.0000001 (or 1 × 10−7), 

and equal indicator weights for the initialization (default settings in the Smart PLS software). 

After running the algorithm, it is important to ascertain that the algorithm converged (i.e., the 

stop criterion has been reached) and did not reach the maximum number of iterations. 

However, the PLS-SEM algorithm practically always converges, even in very complex 

market research applications (Henseller, 2010). 

Below figure shows path model diagram with latent variables and their indicators of online 

buying intentions. The numbers on the path relationships represent the standardized 

regression coefficients, while the numbers displayed in the circles of the endogenous latent 

variables represent the R2 values.  

An initial assessment shows that perceived benefits shows that perceived benefits has the 

strongest effect (0.705) on buying intention, followed by perceived trust (0.301). These two 

constructs explain 78.2% (i.e., the R2 value) of the variance of the endogenous construct 

buying intention. Similarly, we can interpret the relationships between the exogenous latent 

variables perceived usefulness, perceived quality, perceived benefits and perceived trust.  
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Figure 34: Path analysis diagram 
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4.7.2 Measurement Model Assessment: 

The evaluation of PLS – SEM results starts with the assessment of reflective measurement 

model. Here in the present model Perceived benefits, perceived trust and buying intention. 

The table shows the various evaluation criteria outcomes with the results. It is concluded that 

two reflective measurement models meet the required assessment criteria and they are 

relevant with the standard values.  

The criterion of Fornell-Larcker (1981) has been commonly used to assess the degree of 

shared variance between the latent variables of the model. According to this criterion, the 

convergent validity of the measurement model can be assessed by the Average Variance 

Extracted (AVE) and Composite Reliability (CR).  

 AVE measures the level of variance captured by a construct versus the level due to 

measurement error, values above 0.7 are considered very good, whereas, the level of 

0.5 is acceptable.  

 CR is a less biased estimate of reliability than Cronbach’s Alpha, the acceptable value 

of CR is 0.7 and above. 

Hetero trait-Mono trait (HTMT) ratio criteria were given by Henseler, Ringle & Sarstedt, 

2015. HTMT is the average of the hetero trait-hetero method correlations relative to the 

average of the mono trait-hetero method correlations. The minimum threshold value is 0.85. 

It can be seen that all the outer loadings are above 0.70 (except PEU6) show that all the 

indicators have a sufficient level of reliability (i.e., > 0.50). As seen all the AVE values are 

also well above 0.50 which supports the measures’ convergent validity. Composite reliability 

has values well above 0.9 which clearly well above the expected minimum level of 0.7. 

Besides, this Cronbach’s Alpha values are also above 0.9 which is also par than expected 

minimum level of 0.5. The Rho A values also meets the threshold values of 0.70. These 

results indicate that the construct measures of perceived benefits, perceived trust and buying 

intention exhibit sufficient levels of internal consistency reliability. 
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Table 84: PLS-SEM assessment results of reflective measurement models 

Latent Variable Indicators 

Convergent 
Validity 

Internal Consistency Reliability 

Loadings AVE 
Composite 
Reliability 

rho_A 
Cronbach’s 

Alpha 

> 0.70 > 0.50 > 0.70 > 0.70 0.70 - 1 

Buying intention  

BI1 0.900 

0.778 0.955 0.956 0.953 

BI2 0.889 
BI3 0.907 
BI4 0.901 
BI5 0.902 
BI6 0.788 

Perceived ease of use 

PEU1 0.909 

0.655 0.936 0.953 0.939 

PEU2 0.943 
PEU3 0.925 
PEU4 0.975 
PEU5 0.712 
PEU6 0.541 
PEU7 0.713 
PEU8 0.639 

Perceived Benefits 

PB1 0.771 

0.720 0.927 0.935 0.930 
PB2 0.800 
PB3 0.792 
PB4 0.852 
PB5 1.005 

Perceived Trust 

PT1 0.917 

0.786 0.948 0.952 0.948 
PT2 0.865 
PT3 0.864 
PT4 0.801 
PT5 0.976 

Shopping tangibles 

SI1 0.856 

0.751 0.938 0.939 0.938 
SI2 0.936 
SI3 0.883 
SI4 0.831 
SI5 0.823 

Perceived usefulness 

PU1 0.941 

0.825 0.959 0.962 0.959 
PU2 0.956 
PU3 0.895 
PU4 0.936 
PU5 0.806 

Webstore 
atmospheres 

WS1 0.964 
0.807 0.943 0.949 0.943 

WS2 0.958 
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WS3 0.855 
WS4 0.805 

Perceived risk 

PR1 0.840 

0.765 0.941 0.951 0.943 
PR2 1.043 
PR3 0.742 
PR4 0.859 
PR5 0.862 

 

4.7.3 Discriminant Validity (Using HTMT Values): 

The Discriminant Validity was assessed with the use of Fornell-Larcker Criterion and HTMT 

criteria and shown in below table.  

Table 85: Discriminant Validity as per Fornell-Larcker Criterion 

  

Buyin
g 
intenti
on  

Percei
ved 
ease of 
use 

Percei
ved 
Benefi
ts 

Percei
ved 
Trust 

Shopp
ing 
tangibl
es 

Perceiv
ed 
usefuln
ess 

Webstor
e 
atmosph
eres 

Percei
ved 
risk 

Buying 
intention  

0.882   

Perceived ease 
of use 

0.474 0.809   

Perceived 
Benefits 

0.841 0.351 0.848   

Perceived Trust 0.619 0.319 0.447 0.887   
Shopping 
tangibles 

0.602 0.335 0.543 0.445 0.867   

Perceived 
usefulness 

0.478 0.367 0.461 0.302 0.423 0.909   

Webstore 
atmospheres 

0.477 0.540 0.413 0.316 0.313 0.414 0.898   

Perceived risk 0.426 0.325 0.387 0.327 0.296 0.340 0.311 0.874 
 

As seen from the table it is clearly visible that all the values are below the conservative 

threshold value of 0.85. 
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Table 86: Hetero trait-Mono trait Ratio (HTMT) 

  

Buyin
g 
intenti
on  

Percei
ved 
ease of 
use 

Percei
ved 
Benefi
ts 

Percei
ved 
Trust 

Shopp
ing 
tangibl
es 

Perceiv
ed 
usefuln
ess 

Webstor
e 
atmosph
eres 

Percei
ved 
risk 

Perceived ease 
of use 

0.463   

Perceived 
Benefits 

0.835 0.339   

Perceived Trust 0.616 0.308 0.434   
Shopping 
tangibles 

0.603 0.319 0.539 0.445   

Perceived 
usefulness 

0.479 0.366 0.459 0.299 0.422   

Webstore 
atmospheres 

0.476 0.549 0.412 0.314 0.312 0.416   

Perceived risk 0.425 0.315 0.386 0.324 0.295 0.333 0.308   
 

Bootstrapping procedure (discussed in next part) was also carried out and it also does not 

show any changes. The results of Bootstrapping with 95% confidence interval and at 0.05, 

significance level also suggest that HTMT values are significantly different from 1. Thus it is 

evident from the results that, discriminant validity has been established.  

4.7.4 Structural Model Assessment using Path Analysis: 

To measure Direct Effect, following hypotheses have been developed. 

H25: There is positive effect of Webstore atmospheres on shopping tangibles. 

H26: There is positive effect of Perceived ease of use on perceived usefulness. 

H27: There is positive effect of Perceived ease of use on shopping tangibles. 

H28: There is positive effect of Perceived usefulness on perceived benefits. 

H29: There is positive effect of Perceived risk on perceived trust. 

H30: There is positive effect of perceived tangibles on perceived trust. 

H31: There is positive effect of perceived benefits on buying intention of consumers. 

H32: There is positive effect of perceived trust on buying intention of consumers. 
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Table 87: Summary of Path analysis of main variables 

Path 
Path 

Coefficient and 
P value 

Result 

Webstore atmospheres-  shopping tangibles 0.186 Significant  

Perceived ease of use  -  perceived usefulness 0.367 Significant  

Perceived ease of use  -  shopping tangibles  0.235 Significant  

Perceived usefulness  -  perceived benefits  0.461 Significant  

Perceived risk  -  perceived trust 0.214 Significant  

Shopping tangibles  -  perceived trust 0.382 Significant  

Perceived benefits  -  buying intention 0.705 Significant  

Perceived trust  -  buying intention  0.301 Significant  

 

After analysing the measurement model, the causal relationships among the latent constructs 

in the model and the hypotheses are tested using path model of structure equation model, 

which is discussed here forth. The estimated results for the path model from AMOS software 

are shown in figure 1.  

In the present study, bootstrap samples were generated at the 95% confidence level in order 

to test the mediating effect. Accordingly, structure model was drawn to test the mediating 

effect between relationships and the results are summarized in figure and table.  As shown 

from the table, all hypotheses are supported. From the table, it is clear that Perceived 

usefulness has significant impact on perceived benefits and perceived trust. The findings are 

consistent with previous findings (Gefen et al., 2003).  Perceived risk has significant impact 

on perceived trust. Perceived benefits and Perceived Trust have significant impact on buying 

intention. The findings are consistent with previous findings (Roca et al., 2006; Kourfaris & 

Hampton – Sosa, 2004; and Park & Stoel, 2005).  

To measure mediating/Indirect Effect, following hypotheses have been developed.  

H33: There is positive mediating effect between perceived ease of use, perceived usefulness, 

perceived benefits and buying intentions.  
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H34: There is positive mediating effect between perceived ease of use, shopping tangibles, 

perceived trust and buying intentions.  

H35: There is positive mediating effect between Webstore atmospheres, shopping tangibles, 

perceived trust and buying intentions.  

H36: There is positive mediating effect between perceived risk, perceived trust and buying 

intentions.  

Table 88: Summary of Path analysis of mediating variables 

Path 
Path 

Coefficient and 
P value 

Result 

Perceived usefulness – Perceived benefits – Buying 
intention 

0.325 
Significant  

Perceived ease of use – Perceived Usefulness – Perceived 
Benefits – Buying intention 

0.119 
Significant 

Perceived ease of use – Perceived usefulness – Perceived 
benefits 

0.169 
Significant 

Perceived ease of use – Shopping tangibles – Perceived 
trust 

0.090 
Significant 

Perceived ease of use – Shopping tangibles – Perceived 
trust – Buying intention 

0.027 
Significant 

Shopping tangibles – Perceived trust – Buying intention 0.116 Significant 

Webstore atmospheres – Shopping tangibles – Perceived 
trust – Buying intention 

0.022  
Significant  

Webstore atmospheres – Shopping tangibles – Perceived 
trust 

0.071 
Significant  

Perceived risk – Perceived trust – Buying intention 0.065 Significant 

 

Perceived benefits and perceived trust plays significantly mediating role in perceived 

usefulness and buying intention respectively. The findings are consistent with previous 

findings (Li Kim & Park, 2007; Chen & Barnes, 2007) Compare to that perceived trust plays 

very low mediating role in perceived quality and buying intention. 

4.8 Bootstrapping: 

Bootstrapping is a nonparametric procedure that allows testing the statistical significance of 

various PLS-SEM results such path coefficients, Cronbach’s alpha, HTMT, and R² values. 
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Path coefficients will be significant if the two – tailed T – test statistics is larger than 1.96 

with a significance level of 5% 

Table 89: Path coefficient of Inner & Outer model in Bootstrapping 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Ease of using - Buying intention 0.147 0.018 8.327 0.000 
Ease of using - Perceived benefit 0.170 0.022 7.648 0.000 
Ease of using -  Perceived trust 0.090 0.018 5.032 0.000 
Ease of using - Shopping tangibles 0.235 0.040 5.880 0.000 
Ease of using -  Perceived usefulness 0.368 0.036 10.068 0.000 
Perceived benefits - Buying intention 0.706 0.026 27.380 0.000 
Perceived trust - Buying intention 0.304 0.027 11.400 0.000 
Shopping tangibles - Buying intention 0.116 0.014 8.285 0.000 
Shopping tangibles - Perceived trust 0.381 0.029 13.040 0.000 
Perceived usefulness - Buying intention 0.326 0.026 12.643 0.000 
Perceived usefulness - Buying intention 0.461 0.031 15.080 0.000 
Webstore atmosphere - Buying intention 0.022 0.005 4.013 0.000 
Webstore atmosphere - Perceived trust 0.071 0.017 4.272 0.000 
Webstore atmosphere - Shopping tangibles 0.187 0.041 4.523 0.000 
Perceived risk - Buying intention 0.065 0.011 5.709 0.000 
Perceived risk - Perceived trust 0.215 0.032 6.673 0.000 

 

As seen from the table, all the t – statistics values are above 1.96 and significant at 

significance level of 0.05. This also confirms our findings when looking at the Path analysis 

result.  
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CHAPTER 5: FINDINGS, CONCLUSION & MANAGERIAL 
IMPLICATIONS 

 

This chapter discusses key findings derived from the primary analysis. The chapter also gives 

conclusion of the thesis, managerial implications and future research directions for the 

present study. 

 
5.1 Findings of the study: 

Based on the analysis on the data received from the primary survey, the findings of the 

present study have been identified. The findings for the present study is characterised as 

below: 

 Descriptive Statistics 

 Chi Square 

 T  - Test 

 One way ANOVA 

 Correlation 

 Regression 

 PLS - SEM 

5.1.2 Key findings of Descriptive Statistics: 

The below table gives snapshot of major findings related to descriptive statistics. 

Table 90: Key findings 

Gender 
Male: 541 
(45.8%) 

Female: 639 
(54.2%) 

   

Age 
16 – 25 Years: 
687 (58.2%) 

26 – 40 
Years: 328 

(27.8%) 

Greater than 
40 Years: 165 

(14%) 
  

Marital 
Status 

Married: 607 
(51.4%) 

Unmarried: 
573 (48.6%) 

   

Family 
Type 

Nuclear: 755 
(64%) 

Joint: 425 
(36%) 
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Family 
Size 

Less than 2: 
743 (63%) 

2 – 4: 344 
(29.2%) 

Greater than 4: 
93 (7.9%) 

  

Occupation 
Business: 450 

(38.1%) 
Professional: 
219 (18.6%) 

Job: 331 
(28.1%) 

Homemaker: 
142 (12%) 

Students: 38 
(3.2%) 

Education 
Undergraduate: 

215 (18.2%) 
Graduate: 

285 (24.2%) 
Post graduate: 
523 (44.3%) 

Professional 
Course: 157 

(13.3%) 
 

Monthly 
Income 

0 – 20000: 110 
(9.3%) 

20001 – 
50000: 479 

(40.6%) 

50001 – 
100000: 486 

(41.2%) 

Greater than 
100000: 105 

(8.9%) 
 

Duration 
of 

shopping 
online 

Less than 2: 
160 (13.6%) 

2 – 4: 642 
(54.4%) 

Greater than 4: 
378 (32%) 

  

Frequency 
of 

shopping 
online 

Weekly: 98 
(8.3%) 

Once in 
Month: 618 

(52.4%) 

Once in 6 
Month: 439 

(37.2%) 

Yearly: 25 
(2.1%) 

 

Method of 
payment 
for online 
shopping 

COD: 173 
(14.7%) 

CC: 509 
(43.1%) 

DC: 451 
(38.2%) 

NB: 15 
(1.3%) 

UPI: 32 
(2.7%) 

Household 
Products 

Amazon: 657 
(55.7%) 

Flipkart: 452 
(38.3%) 

Snapdeal: 71 
(6%) 

  

Electronic 
Products: 

Amazon: 596 
(50.5%) 

Flipkart: 560 
(47.5%) 

Snapdeal: 16 
(1.4%) 

Paytm Mall: 
8 (0.7%) 

 

Cloths 
Myntra: 578 

(49%) 
Jabong: 602 

(51%) 
   

Male respondents are more than the female respondents. 687 respondents have age group 16 

– 25 years while 328 respondents have age group 26 – 40. 51.4% respondents are married and 

48.6% respondents are unmarried.  64% respondents have nuclear family and 36% 

respondents live in joint family. 63% respondents have less than 2 members in family, 29.2% 

respondents have 2 to 4 members in family, and 7.9% respondents have more than four 

members in family. 38.1% respondents are doing business, 18.6% respondents are 

professional, 28.1% respondents are doing job and 12% respondents are homemaker. 18.2% 
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respondents are Undergraduate as their education, 18.6% are Graduate, 44.3% are Post 

graduate and 13.3% respondents are having professional course as their education. 9.3% 

respondents have monthly income upto 20000 Rs, 40.6% have monthly income in between 

20001 – 50000, 41.2% respondents have monthly income in between 50001 – 100000, and 

8.9% respondents have monthly income more than 100000. 

8.3% respondents are doing shopping weekly, 52.4% respondents are doing shopping once in 

month, and 37.2% respondents are doing shopping once in month and only 2.1% respondents 

are doing shopping yearly. For household products and electronic products purchase Amazon 

is the first preference followed by Flipkart and Snapdeal. While for cloths Jabong is the first 

preference and Myntra is the second choice for the respondents.  

According to ASSOCHAM survey (2016), the distribution of regular online shoppers in India 

based on age group is as follows: 18–25 (52%), 26–35 (30%), 36–45 (10%) and 46–60 (8%) 

(Narasimhan,2016). The same fact is reiterated by the e Shop world Report (2017), which 

provides the age- and gender-wise demographic profile of Indian shoppers for 2016 based on 

insights derived from e Shop World data, Statista, World Bank, OECD and other industry 

sources. Thus, it can safely be assumed that the respondents’ profile in our survey is similar 

to the national demographics of online buyers. 

5.1.3 Key findings of Chi Square test: 

The Chi square result suggests that there is significant contribution of marital status and 

frequency of shopping online and duration of shopping online. 

5.1.4 Key findings of T test: 

The Independent sample T test was used by the researchers to analyse whether there is any 

kind of different between male and female with respect to overall Webstore atmosphere, 

overall shopping intangibles, overall perceived usefulness, overall perceived benefits, overall 

perceived risk and overall buying intention. The result of the T test indicated that there is 

significant difference in overall Webstore atmosphere, overall shopping intangibles, overall 

perceived usefulness, overall perceived benefits, overall perceived risk and overall buying 

intention between male and female respondents’ online buying behaviour.  

The results are supported by the various previous literature studies i.e., Alreck & Settle, 2002; 

Rodgers & Harris, 2003); Citrin, 2003; Meyers Levyand Sternthal, 1991;  Delone & McLen, 
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1992; Doll & Torkzadeh, 1988; Sanchez-Franco & Roldan, 2005; Shang, Chen, & Shen, 

2004; Madu & Madu, 2002; and Yang , 2005  

5.1.5 Key findings of one way ANOVA test: 

One way ANOVA is used to identify variance between various categories of categorical 

variables. Whenever researcher tries to identify difference between one categorical variable 

within more than two categories, one way ANOVA is used. Researcher apply summated 

scales with various statements are framed for predetermined continuous variable derived 

from the literature review. These continuous variables are OWS – overall Webstore 

atmosphere, CPEOU – combine perceived ease of use and OBI – overall buying intention of 

online shopping platform.  

The result of Age wise one way ANOVA indicates that there is significant  difference 

between Webstore atmosphere and combine perceived ease of use in buying intention with 

respect to online shopping platform. These suggests that the with respect to age the 

perception of Webstore atmosphere and ease of use is different in various age group at the 

time of purchase of any product. Compare to that there is no difference in age group with 

respect to overall buying intention in buying intention with respect to online shopping 

platform.  

The result of income wise one way ANOVA indicates that there is significant difference in 

income categories with respect to combine perceived ease of use as well as overall perceived 

risk in buying intention with respect to online shopping platform. 

The result of occupation wise one way ANOVA indicates that there is significant difference 

in occupation categories with respect to overall perceived usefulness in buying intention with 

respect to online shopping platform. 

The result of education categories wise ANOVA indicates that there is significant difference 

in education categories with respect to overall perceived usefulness, combined perceived ease 

of use and overall perceived usefulness in buying intention with respect to online shopping 

platform. 

The result of family size wise ANOVA indicates that there is significant difference in family 

size categories with respect to overall shopping intangibles as well as overall perceived risk 

in buying intention with respect to online shopping platform. 
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The result of frequency of shopping wise ANOVA indicates that there is significant 

difference in frequency of purchase online with respect to overall perceived risk as well as 

overall Webstore atmospheres in buying intention with respect to online shopping platform. 

5.1.6 Key findings of Correlations: 

Correlation was used to identify whether there is correlation between various pairs of online 

buying intention variables like overall Webstore atmosphere, combined perceived ease of 

use, overall shopping intangibles, overall perceived usefulness, overall perceived trust, 

overall perceived benefits, overall perceived risk and overall buying intentions.  

The correlation results revealed that the overall buying intention is highly correlated with 

overall perceived benefits, followed by overall perceived trust, overall shopping intangibles, 

overall perceived usefulness, overall Webstore atmosphere, and combined perceived ease of 

use.   

5.1.7 Key findings of Step wise Regression Analysis: 

The step wise regression analysis output indicates that overall perceived benefit is the 

strongest predictor in overall buying intention, followed by overall perceived trust, combined 

perceived ease of use, overall shopping intangibles, overall Webstore atmosphere and overall 

perceived risk is the lowest contribution towards overall buying intention towards online 

shopping.  

5.1.7 Key findings of PLS SEM Path Analysis: 

The PLS SEM shows that perceived benefits has the strongest effect (0.705) on buying 

intention, followed by perceived trust (0.301). These two constructs explain 78.2% (i.e., the 

R2 value) of the variance of the endogenous construct buying intention. Perceived benefits 

and perceived trust plays significantly mediating role in perceived usefulness and buying 

intention respectively. 

5.2 Conclusion: 

With the advancement of technology and internet, online shopping becomes more popular 

among the consumers. It is need of hour to identify and understand the customers’ behaviour 

towards the online shopping. Specifically, to identify and understand various factors which 

affect the buying behaviour towards online shopping. With the help of this, marketers can 
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identify the various strategies to increase the consumer buying experience which leads to 

satisfaction. Earlier studies showed that unlike brick and mortar shopping behaviour, online 

shopping behaviour is influenced by net connectivity, website aesthetics 

(Constantinides, 2004), security, customers’ experience, age and learning curve, etc. Studying 

these unique characteristics of online shopping and consumer behaviour of online shoppers 

would benefit the tech-entrepreneurs and policymakers to craft their strategies properly for 

the market. This study empirically reveals the consumer behaviour of online shoppers in 

Gujarat, India. 

Most of the existing literature on online purchasing behaviour has focussed mostly on 

developed markets such as the United States, Europe, China and Malaysia. Therefore, the 

present study focused on three important research questions; how do various demographic 

factors affect consumer buying behaviour on the internet and what are the major factors 

consumers concerns while shopping online and how do perceived advantages, perceived 

risks, consumer characteristics, perceived trust, and web store atmospherics impact online 

buying behaviour of shoppers? 

As discussed above, in the “Findings” section, the results provide strong support for the 

theoretical proposed model. The overall results indicate that overall perceived benefit, overall 

perceived trust, combined perceived ease of use, overall shopping intangibles, overall 

Webstore atmosphere and overall perceived risk were all significant determinants of purchase 

intention and ultimately, actual purchase behaviour. 

The present research establishes the fact that perceived usefulness of a website encourages 

the customer to buy online and is the most important driver of online purchases. This result is 

consistent with extant literature which suggests that online shopping behaviour is influenced 

by the consumer’s perceived usefulness (Chiu et al., 2009; Dash & Saji, 2008; Venkatesh & 

Davis, 2000). Some of the past studies have used convenience-related constructs like 

perceived benefit, innovativeness, etc., to study purchase intention in place of perceived 

usefulness and found similar results (Amaro & Duarte, 2015; Escobar-Rodríguez & Bonsón-

Fernández, 2016; Forsythe, Liu, Shannon, & Gardner, 2006). In earlier studies, it was found 

that perceived risk is an important antecedent of online shopping (Biswas & Biswas, 2004; 

Forsythe et al., 2006; Zendehdel et al., 2015; Zimmer, Arsal, Al-Marzouq, & Grover, 2010). 

In many other studies, it was found that perceived risk is one of the common barriers in the 

context of online shopping transactions. These findings are reaffirmed in our study, which 
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empirically demonstrated that perceived risk has negative and direct impact on purchase 

intention, which in turn impacts actual purchase behaviour. One of the reasons due to which 

many consumers in India still prefer cash on delivery mechanism above online payments (CII 

Report, 2016). Our findings are in sync with those of Amaro and Duarte (2015), who 

commented that despite increasing trust of consumers in computer systems and online 

shopping, perceived risk continues to negatively affect online purchase intention. Trust has 

been a salient factor in purchase intention, customer relationship building and website loyalty 

(Amaro & Duarte, 2015; Chiu et al., 2009; Kim et al., 2008; Zimmer et al., 2010). Our results 

also emphasize on the importance of trust for purchase intention, though in our study trust is 

not the most important factor. A possible explanation for this can be that our study is 

focussed on understanding shopping behaviour of existing consumers rather than acquiring 

potential new consumers. When consumers are already familiar with a system and having 

already resolved any trust issues concerning online shopping, factors like perceived 

usefulness and perceived risk may become more prominent. This finding is consonant with 

Zimmer et al. (2010), who pointed out that prior experience with a website can build trust 

between the website and the user. 

The findings of the study give a clear picture to various retailers and will help them to 

understand the specific factors considered in the present study and role of these factors in 

consumer buying behaviour over internet. The demographic factors and their role in various 

factors also covered in this study, this will help the retailers to identify the attitudes of various 

demographical factors towards online shopping. The findings of the study reveal that 

customers in the age 16 to 40 are the prolific customers who purchase the products online 

compare to above 40 years age group people. This will help the retailers to develop strategy 

according to various age groups. The result of age, education categories, income categories, 

occupation categories wise indicates that there is significant difference in with respect to 

these categories in overall perceived usefulness, combined perceived ease of use and overall 

perceived usefulness in buying intention with respect to online shopping platform. Results 

indicate that, overall, the independent variables have a significant positive influence on online 

behaviour of shoppers. The study recommended that the perceived ease of use, perceived 

usefulness, perceived trust, perceived risks, consumer characteristics and web store 

atmosphere are imperative precursors for estimating online buying behaviour of shoppers. 

The step wise regression analysis output indicates that overall perceived benefit is the 

strongest predictor in overall buying intention, followed by overall perceived trust, combined 
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perceived ease of use, overall shopping intangibles, overall Webstore atmosphere and overall 

perceived risk is the lowest contribution towards overall buying intention towards online 

shopping. The PLS SEM shows that perceived benefits and perceived trust plays significantly 

mediating role in perceived usefulness and buying intention respectively. 

As an outcome, the study furthers theoretical implications for explaining Indian online 

shopping behaviour. Extending conclusions of the previous studies that have explored the 

influence of internal elements on consumption behaviour (Sorce et al., 2005; To et al., 

2007; Wolfinbarger & Gilly, 2001), this study posits that online shopping values directly 

influence consumers’ online purchase intention. Similarly, this study reinforces the findings 

of studies like Carlson and O’Cass (2011) and Mazaheri et al. (2011) that suggested the 

influence of web atmospheric cues on online buying behaviour. Congruent with finding of 

studies like Gross (2002), Kim and Park (2005), and Park, Han, and Park (2013), this study 

also points out that Webstore atmospherics has a direct influence on purchase intention 

(response). It implies that the websites will have favourable purchase intention among 

shoppers if they are able to create higher satisfaction among them. 

5.3 Managerial Implications: 

The analysis of the present study revealed some of the important findings related to online 

shopping behaviour. These findings provided important implications for the various 

managers, marketers, companies to offer their products online. Below are the some of the 

important managerial implications which concluded from the present study.  

As consumers overcome the stage of initial adoption and start to recognize the advantages of 

online shopping, it becomes imperative for the e-commerce players like Amazon and Flipkart 

to engage these consumers with outstanding online user experience. As suggested by the 

results of this study, online retail companies should focus on increasing the perceived 

usefulness of online shopping experience for the e-shoppers. According to the latest Akamai 

Report (2017) on online Web performance, a 100 ms delay in website load time lowers the 

conversion rate by 7%. Hence, it is important for the online retail companies to provide 

seamless and reliable Web experience to its consumers. There have been episodes of server 

failures and other technical issues with Flipkart and Amazon on many flash sale days. These 

kinds of service failures need to be minimized for e-commerce to be accepted in the long 

term. In addition, e-commerce players should increase their investments in artificial 
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intelligence (AI) technologies to provide more customized and personalized online 

experience to the consumers using smart and predictive analytics. AI technologies can help in 

simplifying image search, automated meta-tag generation and real-time recommendation 

about products that will grab consumer attention and engage them for longer. With the vast 

repository of shopping and other data, AI technologies can solve a host of problems for e-

retailers through language translation, automated answering of consumer queries, product 

recommendations, product search and future purchase predictions. With digital devices, cloud 

computing and social media, online sellers have an unprecedented opportunity for growth, 

which can be achieved by engineering enhanced customer experiences. 

Online retailers, especially mass online retailers like Flipkart and Amazon, stand to benefit 

from boosting their platform’s perceived usefulness for fashion products. New technologies 

such as virtual walls and virtual mirrors can play a big role in improving the retail customer 

experience, thereby encouraging boosting perceptions. Virtual mirrors let shoppers “try on” 

clothes and accessories virtually before making buying decisions. In addition to adopting the 

right technologies, these retailers need to adapt their business models to provide an Omni-

channel experience to the consumers. This will entail integrating the strong aspects of in-store 

experience (measurements, touch-and-feel, guided shopping, etc.) with those of online 

channel (comparison shopping, ordering, delivery, etc.) (Sopadjieva, Dholakia, & 

Benjamin, 2017). 

In respect of perceived risk, online vendors should implement strategies that guarantee 

riskless online payment processing and risk-free online shopping experience. As suggested by 

Collier and Bienstock (2006), online vendors should give paramount importance to three 

aspects of order delivery: timeliness of the order, accuracy of the order and condition of the 

order. In addition to order fulfilment, e-commerce retailers should also devise a mechanism 

for secure transactions by employing safe and reliable security systems and educate 

consumers about different evolving payment technologies like mobile wallets, unified 

payment interface (UPI), SSL protocols in payment systems, multi-tier authentication, real-

time PIN generation and security approval symbols on websites so that consumers are 

encouraged to shop again in future (Zendehdel et al., 2015). In addition, safety and privacy of 

the consumer’s personal and financial information have to be ensured so that these issues are 

the least of consumers’ worries. 
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Finally, to ensure continued success of the yet-evolving e-commerce ecosystem, it is essential 

to involve all stakeholders—consumers, marketers, sellers, website managers as well as 

developers—in the service or product development. A customized and personalized online 

shopping experience will be the face of future e-commerce services, and online vendors need 

to build innovative service offerings using advanced technologies. Other than the 

metropolitan cities, new consumer base is spreading across tier 2 and tier 3 cities in India and 

e-commerce companies should target this untapped market by executing effective and near-

real-time marketing campaigns. According to the 2011 Indian census, cities having a 

population of more than 4 million are classified as metropolitan cities; cities with a 

population of above 1 million are known as tier 2 cities; and cities with a population of at 

least 1 lakh are categorized as tier 3 cities (India Census report, 2011). 

Overall, the managerial implications are summarized in following seven points. First, 

according to the findings of the study, creating a positive attitude is the most important thing 

for the companies to create positive intention to buy online. The companies should provide 

website more attractive, the usefulness of the online website, ease of using the online sites, 

shopping attributes which directly increase the consumer behaviour towards the online 

shopping. Secondly, they should focus on the issues like privacy, security, timely delivery, 

refund policy and online shopping attributes to enhance the consumer buying behaviour over 

internet. Third, age the male shoppers are high compare to the female shoppers in the present 

study. The marketers should provide an ambient environment for the female respondents and 

increase their buying behaviour with the help of various benefits to them; this will lure the 

female customers to shop more over internet. For male respondents they should increase the 

various products categories which enhance their buying intention. In addition to this, 

marketers should try to educate various female respondents as well as non-experience online 

shoppers regarding the operations and purchase activities of online shopping. The more they 

learn and use the internet for online shopping will enhance the buying behaviour. Marketers 

or companies should provide easy interface by providing various shopping attributes, increase 

usefulness, providing better security and privacy towards their transactions. Fourth, the 

reduction of various risk factors in future will help the retailers to increase the buying 

behaviour of the customers. Positive word of mouth, privacy enhancement factors, and 

reducing risk factors will enhance the consumer buying behaviour. Fifth, the marketers 

should target to enhance the security with the help of digital certification and cryptographic 

security in online processes. This will create a trust among the online shoppers. Therefore, 
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the online marketers should implement this strategy to boost their sales as well as for the 

creation of positive buying behaviour. Six, the marketers should framework a proper policy 

of returning goods and cash on delivery. The marketers should enhance the various payments 

methods especially cash will reduce the consumers to provide the various credit card and 

other details. Seven, the marketers should not make it compulsory to provide the personal 

information of consumers, as consumers seen this thing as probable threat and this create a 

negative consumer buying behaviour.  

5.4 Scope for further research: 

Based on the study following scope in research is available with consideration to present 

study. 

 The future study must focus on the rural areas of Gujarat to identify which are the 

important factors that affect the buying behaviour towards online shopping. 

 Comparative studies between urban and rural areas will also help the marketers to 

identify the different strategy for both groups of customers. 

 Further studies must focus on the most frequently purchased products via online with 

their buying behaviour which will help the marketers to acquire more knowledge and 

enhance their buying behaviour. 

 Further study can be focused on the customers’ purchasing intentions which will help 

the marketers to develop various tools in their strategy to enhance the buying 

behaviour.  

 Customers’ personality, psychological needs, motivation, role of family member, 

society, cultural backgrounds and religion have direct role in buying behaviour. With 

consideration to this, further studies can be found on above mentioned factors and 

their role in consumer buying behaviour.  

 Further study can be targeted to identify differences between early adopters, early 

majority, late majority and laggards of online shopping regarding their personality and 

buying behaviour. This will help the retailers to develop a separate strategy for each 

of these categories.  

 Marketing strategies also play a vital role in consumer buying behaviour. So further 

studies must be targeted to identify effect of these strategies on consumer buying 

behaviour.  
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Appendix: Survey Questionnaire 
 

APPENDIX 1 

Survey Questionnaire 

I, Jigar Nagavadia, Ph.D. Student of Management discipline in Gujarat Technological 
University, Ahmedabad is doing research on factors influencing consumer’s online buying 
behaviour – An empirical study. The data collected will not be used/shared with any other 
person/organisation for any purpose. The details / opinions provided by you will be treated as 
strictly confidential. 

NAME:  

EMAIL ID :  

MOBILE / PHONE NO  

 

GENDER Age Group Marital status Family type Family size 
(1) Male 
(2) Female 

(1) 16 to 25 
years 

(2) 25 to 40 
years 

(3) More 
than 40 
years 

(1) Married 
(2) Unmarried 

 

(1) nuclear  
(2) joint  

(1) less 
than 2  

(2) 2 to 4 
(3) More 

than 4 

 

Occupation 
 

Education level 
 

Monthly income 
(approx. family 
income INRs.) 

Since how long do 
you shop online? 

(1) Business 
(2) Professional 
(3) Job  
(4) Home maker 
(5) Student 

(1) Under graduate 
(2) Graduate 
(3) Post graduate 
(4) Professional 

course 

(1) Less than 
20,000 

(2) 20,001 to 
50,000 

(3) 50001 to 
100000 

(4) More than 
100000 

(1) Less than 2 
years 

(2) 2 year to 4 
years 

(3) More than 4 
years 

 

 

How frequently do you use 
online platform(s) for 
shopping? 

How do you pay for 
your online 
purchases? 

Approximately how much (INRs.) do you 
spend for online shopping every year? 

(1) Weekly (1) Cash on  
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(2) Once in month 
(3) Once in 6 month 
(4) Once in a year 

 

delivery  
(2) Credit card 
(3) Debit card 
(4) Net banking 
(5) UPI/e-Wallets 

 
………………………………………………………………... 

 

Which shopping site you choosefirst given a chance to shop for the following product category? (Choose any 
one brand for each category of product)  
House hold products  
 

(  ) AMAZON (  ) FLIPKART (  ) SNAPDEAL  (  ) PAYTMMALL 
 

Electronic products 
 

(  ) AMAZON (  ) FLIPKART (  ) SNAPDEAL (  ) PAYTMMALL 

Clothes and 
accessories 

(  ) MYNTRA (  ) JABONG (  ) AJIO 

 

 Ease of using Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

1.1 While seating at home one can purchase 
product(s) easily. 

(1) (2) (3) (4) (5) 

1.2 Online shopping saves time over visiting 
shop(s) manually. 

(1) (2) (3) (4) (5) 

1.3 Buyers can purchase product(s) according 
to their own convenient time. 

(1) (2) (3) (4) (5) 

1.4 Buyer can easily leave the shopping site 
without any influence of the salesperson. 

(1) (2) (3) (4) (5) 

1.5 Buyer can have his/her own convenience 
during shopping compared to conventional 
crowded marketplace. 

(1) (2) (3) (4) (5) 

1.6 Buyers can access the platform(s) and shop 
from his/her own convenient place 
(Office/Home/In-Transit). 

(1) (2) (3) (4) (5) 

1.7 It’s quite Easy to log-in in to account 
through any device. 

(1) (2) (3) (4) (5) 

1.8 Variety of Online Payment Options are 
Quite Convenient and Easy to Use 

(1) (2) (3) (4) (5) 

1.9 Customer can cancel the order of product 
easily before the delivery. 

(1) (2) (3) (4) (5) 

 Shopping attribute  Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

2.1 Shopping through websites provides wide 
range of product(s). 

(1) (2) (3) (4) (5) 

2.2 Product(s) features are explained in detail 
on the shopping site. 

(1) (2) (3) (4) (5) 

2.3 Some customized product(s) are only (1) (2) (3) (4) (5) 
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available through online platform. 
2.4 Buyers can compare features of multiple 

products at one place conveniently. 

(1) (2) (3) (4) (5) 

2.5 Customer can analyze the Reviews & 
Ratings before making a final decision. 

(1) (2) (3) (4) (5) 

 Perceived Benefit  Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

3.1 Customer can buy cheaper product(s) 
through online platform. 

(1) (2) (3) (4) (5) 

3.2 Discounts and offers provide additional 
benefits to the customer. 

(1) (2) (3) (4) (5) 

3.3 Festive Season Promotions will motivate 
the buyer(s) product with the cheaper 
options. 

(1) (2) (3) (4) (5) 

3.4 Buyers can compare prices of multiple 
products at one place conveniently 

(1) (2) (3) (4) (5) 

3.5 Customer can save money through online 
shopping. 

(1) (2) (3) (4) (5) 

3.6 Buyers Like to shop online from platform(s) 
with ZERO-Shipping charges. 

(1) (2) (3) (4) (5) 

 Perceived Usefulness Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

4.1 Customer can save energy through online 
shopping. 

(1) (2) (3) (4) (5) 

4.2 Customer can purchase the product with 
their own privacy. 

(1) (2) (3) (4) (5) 

4.3 Online shopping helps buyers make their 
purchase decision hectic routines. 

(1) (2) (3) (4) (5) 

4.4 Order Tracking System (Delivery – Status) of 
Online Platform is very easy & helpful. 

(1) (2) (3) (4) (5) 

4.5 Easy-Return Policy is one of the strong 
reason motivating people to try for online 
Shopping options 

(1) (2) (3) (4) (5) 

4.6 Shoppers like to purchase from the website 
where there is free return shipment service 
available. 

(1) (2) (3) (4) (5) 

4.7 Online shopping sites should enable easy to 
use bio – metric (Eye-retina, Face-
Recognition, Thumb Imprint) login system 
to increase safety and remove the 
unnecessary need to remember 
password(s) any more 

(1) (2) (3) (4) (5) 

 Perceived Risk Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

5.1 Incorrect information of the products 
misleads buyers. 

(1) (2) (3) (4) (5) 
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5.2 Connectivity issues of service provider 
prevent shoppers from buying online. 

(1) (2) (3) (4) (5) 

5.3 Delivered product did not match with 
original specification prevent shoppers to 
reconsider their online buying 

(1) (2) (3) (4) (5) 

5.4 Damaged/Counterfeited/Refurbished 
product creates bad image of online 
shopping site 

(1) (2) (3) (4) (5) 

5.5 Online payments by credit card/ debit card 
/net banking / UPI are secure. 

(1) (2) (3) (4) (5) 

5.6 Process of online purchase and payment 
process is complex 

(1) (2) (3) (4) (5) 

 Perceived Trust Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

6.1 Cash-On-Delivery ensures trust among 
buyers while purchasing products online 

(1) (2) (3) (4) (5) 

6.2 Buyers prefer to buy product (s) from 
reputed online platform(s) only. 

(1) (2) (3) (4) (5) 

6.3 Buyers prefer to purchase from the website 
(s) where there is money back guarantee. 

(1) (2) (3) (4) (5) 

6.4 Buyers prefer to purchase from the 
website(s) where there is a secured Online 
payment Gateway 

(1) (2) (3) (4) (5) 

6.5 Review and rating of other consumer’ past 
purchase  influence positive trust among 
the potential buyers 

(1) (2) (3) (4) (5) 

6.6 Buyers select website where their personal 
data is secure. 

(1) (2) (3) (4) (5) 

6.7 Variety of customer Assistant Systems 
(Online/E-mail/Toll Free/Chat bots) imparts 
positive trust among potential shoppers 

(1) (2) (3) (4) (5) 

 Web store atmosphere  Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

7.1 Product information is displayed in logical 
order, which makes it easy to understand. 

(1) (2) (3) (4) (5) 

7.2 The website layout helps me in browsing 
and selecting the right product while 
shopping online. 

(1) (2) (3) (4) (5) 

7.3 Various colors in website layout helps me to 
identify product and related details 

(1) (2) (3) (4) (5) 

7.4 Enough spaces and tabs makes my 
shopping experience wonderful 

(1) (2) (3) (4) (5) 

7.5 Buyers prefer to purchase from website 
where there is Visible fonts 

(1) (2) (3) (4) (5) 

7.6 Buyers prefer to purchase from website (1) (2) (3) (4) (5) 
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where there is proper presentation or 
demo of product is available 

7.7 Buyers prefer to purchase from the website 
where there is easy navigation possible 

(1) (2) (3) (4) (5) 

7.8 Facility for creation of individual account 
With login Id & password is there  

(1) (2) (3) (4) (5) 

 Buyers’ intension Strongly 
Disagree 

Disagree Undecided Agree Strongly 
Agree 

8.1 My prior knowledge about a website helps 
me in purchasing products online 

(1) (2) (3) (4) (5) 

8.2 A positive review will enhance my chances 
of buying a product online 

(1) (2) (3) (4) (5) 

8.3 Prior online purchase experience reduces 
uncertainties, and leads to an increase in 
buyer’s purchase intention  

(1) (2) (3) (4) (5) 

8.4 Availability of quality products enhances my 
chances of buying a product online 

(1) (2) (3) (4) (5) 

8.5 A trust in online platform will enhance my 
chances of buying a product online. 

(1) (2) (3) (4) (5) 

8.6 Availability of different online shopping 
attributes will enhance my chances of 
buying a product online 

(1) (2) (3) (4) (5) 

8.7 Online web store atmosphere increases my 
changes of buying a product online 

(1) (2) (3) (4) (5) 

8.8 Ease of purchasing online enhances my 
chances of buying a product online 

(1) (2) (3) (4) (5) 

8.9 Perceived usefulness of online shopping 
platform will enhance my changes of buying 
a product online 

(1) (2) (3) (4) (5) 

8.10 Perceived risk of online shopping platform 
will reduce my changes of buying a product 
online 

(1) (2) (3) (4) (5) 

8.11 I will buy online products from online 
platform 

(1) (2) (3) (4) (5) 

8.12 I plan to buy products online. (1) (2) (3) (4) (5) 

8.13 I would strongly recommend others to 
purchase online. 

(1) (2) (3) (4) (5) 

************************Thank You****************************** 
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