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1.   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. 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 have been created, typically about 5,000. The parameter estimates (e.g., 
outer weights, outer loadings and path coefficients) estimated from the subsamples is used to derive standard 
errors for the estimates. With this information, t-values are calculated to assess each estimate's significance. 
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2. Brief description 

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. 

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

Amazon, Flip kart, Snapdeal, Paytm Mall 

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

Myntra, Jabong, Ajio 

3. Definition 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.  

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 become 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. 

4. Objective and scope of work 

Research Objective of the Thesis are: 

 To identify various dimensions that consumers concerns while shopping online. 
 To identify effect of dimensions on online buying behaviour of shoppers. 

This study focused on factors influencing consumer’s online buying behaviour. The target respondents were 
urban population of Gujarat. The study was conducted in Gujarat and all respondents were requested to answer 
questions related to the various factors influencing their online shopping. 
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5. Research framework  

6. Methodology of Research  

RESEARCH QUESTIONS 

 How do demographic factors impact consumer buying behaviour on the internet? 
 What are the major factors consumers concerns towards online shopping? 
 How do perceived advantages, perceived risks, consumer characteristics, perceived trust, web store 

atmospherics impact online buying behaviour of shoppers? 
RESEARCH OBJECTIVES 

 To identify various dimensions that consumers concerns while shopping online. 
 To identify effect of dimensions on online buying behaviour of shoppers. 

RESEARCH METHODOLOGY 

Research Approach: Quantitative 

Research Design: Descriptive, Single cross sectional design 

Data collection: 

Secondary Data: Previous research work, papers and articles from the library of IIM – Ahmedabad, 
Ahmedabad Management association and E – journals packages like Emerald Management Extra, ProQuest and 
EBSCO  

Primary Data: Survey Method using structured questionnaire 
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Research Instrument: Questionnaire 
Sampling: Non probability Convenience Sampling 
Sample Size: 1180 
Sample Unit & Area: who are internet users and live in urban areas of Gujarat 

7. Research Hypothesis 

T-Test 

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. 

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 

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. 

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. 

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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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. 

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. 

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.                   

Correlations 

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. 

Regression 

H24: There is significant impact of Perceived Security on 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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Structural Model Assessment using Path Analysis 

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. 

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.  

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.  

8. Key Research Result & analysis 

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. 

 
 
 
 Levene's Test 

for Equality of 
Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 
Lower Upper 

OWS Equal 
variances 
assumed 

5.288 .022 -1.975 1178 
.005 -.14486 .05156 -.24605 -.04367 
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Equal 
variances not 
assumed 

  
-1.967 1127.715 

.006 -.14486 .05221 -.24741 -.04231 

OSI Equal 
variances 
assumed 

1.841 .175 -4.673 1178 
.001 -.16429 .05000 -.26241 -.06617 

Equal 
variances not 
assumed 

  
-4.706 1170.083 

.001 -.16429 .05145 -.26535 -.06323 

OPU Equal 
variances 
assumed 

14.066 .000 -3.596 1178 
.006 -.06993 .05160 -.17118 .03133 

Equal 
variances not 
assumed 

  
-3.545 1057.565 

.002 -.06993 .05230 -.17265 .03279 

OPB Equal 
variances 
assumed 

4.841 .028 -3.862 1178 
.008 -.13102 .04916 -.22748 -.03455 

Equal 
variances not 
assumed 

  
-3.837 1111.823 

.009 -.13102 .05021 -.22963 -.03240 

OPR Equal 
variances 
assumed 

.001 .974 -4.397 1178 
.008 -.14263 .05388 -.24836 -.03690 

Equal 
variances not 
assumed 

  
-4.401 1150.148 

.009 -.14263 .05451 -.24969 -.03557 

OBI Equal 
variances 
assumed 

2.101 .147 -3.652 1178 
.000 -.18413 .05244 -.28703 -.08123 

Equal 
variances not 
assumed 

  
-3.621 1098.797 

.001 -.18413 .05330 -.28881 -.07945 

 

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 
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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.  

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 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. 

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 
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atmosphere, CPEOU – combine perceived ease of use and OBI – overall buying intention of online shopping 
platform. 

Age wise ANOVA 

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    

OWS: 

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. 

CPEOU: 

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. 

OBI: 

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. 
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Income wise ANOVA 

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    

 

CPEOU: 

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. 

OPR: 

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. 

Occupation wise ANOVA 

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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OPU: 

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. 

Education wise ANOVA 

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    

 

OWS: 

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. 

CPEOU: 

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 understand which categories have a similar tendencies and which categories 
are different from others, researcher has performed the Post Hoc Turkey Test. 

OPU: 

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 
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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. 

Family Size wise ANOVA: 

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    

 

OSI: 

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. 

OPR: 

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 categories have a similar tendencies and which categories are different 
from others, researcher has performed the Post Hoc Turkey Test. 

Frequency of shopping wise ANOVA 

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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OPR: 

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. 

OWS: 

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. 

Correlations 

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 

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 
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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 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 the hypothesis are accepted and 
proved significant correlation with each other. 

Regression 

Model Summaryg 

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. 
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 
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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 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.  

Path Analysis 

Figure: Path analysis diagram 
 

 

 

 

 

 

 

 

 

 

 

Table: 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  
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After analyzing 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.  

9. Key findings: 

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, 1992; Doll & Torkzadeh, 1988; Sanchez-Franco & Roldan, 2005; 
Shang, Chen, & Shen, 2004; Madu & Madu, 2002; and Yang , 2005  

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. 

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. 
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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.   

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.  

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. 

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 identify the various strategies to increase the consumer buying 
experience which leads to satisfaction. 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? 

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. 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. The PLS SEM shows that perceived benefits and perceived trust 
plays significantly mediating role in perceived usefulness and buying intention respectively. 
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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.  

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. 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, 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.  

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.  
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A STUDY ON IMPACT OF FACTORS INFLUENCING ONLINE 

REPURCHASE INTENTION 

  Mr. Jigar Nagvadia* 

Dr Viral Bhatt** 

 

The growth of internet and IT enabled technologies explode e commerce activities. Due to 

easily availability of technology, low price internet connectivity and exploration of various online sites 

for shopping lure the customers to purchase products online. Majority of the people started 

purchasing online with very enthusiasm and lately they stopped purchasing online. The present study 

tries to understand the various determinants which affects the consumers‟ online repurchase intention. 

A Likert scale based structure questionnaire was used on the responses which live in Ahmedabad area 

of Gujarat. Out of 500 respondents, 490 valid responses were analyzed using factor analysis and its 

effect was identified with the help of regression analysis. The result identified perceived usefulness, 

perceived ease of use, perceived trust, confirmation, perceived enjoyment, perceived satisfaction have 

significant impact on online repurchase intention. 

Keywords: Online repurchase intention, perceived usefulness, perceived ease of use, factor anlaysis, 

SEM modeling 

 

INTRODUCTION 

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, 2005). 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. (Yang & Lester, 2004). 

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 from 

home, office or cybercafé. Gradually, retailers 

are increasingly their bundle of offering on 

*Ph D Research Scholar, Gujarat Technological University 

**Ph D Supervisor, Gujarat Technological University 
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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. 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. 

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. It is important for the companies to 

identify consumer behaviour in terms of 

evaluating the online shopping experience based 

on the criteria and how they play the vital role in 

repurchase intention of the consumers. Therefore 

it is necessary to study the factors influencing 

consumer‘s online repurchase intention. 

LITERATURE REVIEW 

Perceived ease of use is defined as the 

extent to which one believes that using a 

particular system would be free of effort (Davis, 

1986 & 1989). Also, numerous studies (Delone 

& McLen, 1992; Doll & Torkzadeh, 1988; 

Sanchez-Franco & Roldan, 2005; Shang, Chen, 

& Shen, 2005; Yang et al, 2004 & 2009) have 

identified various factors of ease of use, such as 

website structure, user interface, and ease of 

navigation. The degree of usability or ease of use 

is often evaluated by ease of navigation. The 

navigation function refers to how easily users 

search for information within the website. Due to 

this reason, navigation takes an important role in 

delivery of e-service quality. 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., 2009). 

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). 

In any online transactions, the biggest 

concerns are the security of information & 

transactions, fulfillment of the promises made, 

trust and confidence (Lynch & Lundquist, 1996). 

The trust is defined as the customer‘s acceptance 

towards the oppeness of online transactions. 

Trust plays a major role in any online 

transactions. With increase in trust, there is 

increase in online shopping (Reichheld & 

Schefter, 2000). The online shopping provides a 

interaction between customers, suppliers and 

online retailers (Bakos, 1991). For establishing a 

long term relationship between online companies 

and its customer, trust is very important criteria. 

Thus trust becomes one of the important criteria 

for establishing e service quality (Voss, 1999; 

Daffy, 2001). Trustworthiness has positive effect 

on online purchasers‘ perceived service quality 

(Zeithamal, 2000; Loiacono, 2002, Madu & 

Madu, 2002; Parasuraman, 2002; Voss, 2003; 

Leen & Lin, 2005). 

Customers will return greater 

confirmation if lower expectation meets higher 

performance, which in turn positively affects 

repurchase intention by mediating customer 

satisfaction (Bhattacherjee, 2001). Satisfaction 

was defined as ―the summary psychological state 

resulting when the emotion surrounding 

disconfirmed expectations is coupled with the 

consumer‘s prior feelings about the consumption 

experience‖ (Oliver, 1981). The relationship 
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between confirmation and satisfaction, as well as 

that between satisfaction and continued intention 

has been developed in Bhattacherjee‘s  study, 

where an Expectation Confirmation Model was 

proposed based on continued use rather than 

initial adoption in an IS discipline. Confirmation 

is an antecedent of customer satisfaction, and 

they together are used as the key determinants 

for the user‘s continued usage intention. Hong et 

al. and Liao et al. also confirmed these 

relationships in their studies. 

Enjoyment, defined as ―an awareness of 

holistic sensation when people are totally 

involved in a certain activity‖ (Csikszentmihalyi, 

1975), was studied as a concept of flow theory. 

Customers would like to return to shopping in 

physical stores because they consider shopping 

enriching and enjoyable [36]. Online shopping 

enjoyment is as important as enjoyment in the 

physical shopping environment and has a crucial 

influence on customer intention and behavior 

(Rice, 1997). When customers shop using an e-

commerce website, they experience the process 

of searching for information about products and 

transactions using information systems, and it 

might be difficult for online customers to feel 

enjoyment using only their visual sense. In the 

pre-purchase phase, the customer is potentially 

curious about the convenience, security, privacy 

maintenance, and ease of operation. Therefore, 

perceived ease of use and trust are more 

important. In the purchase phase, customer 

enjoyment becomes more important and may 

inspire purchase-making decisions. Thus, online 

vendors might not retain customers if customers 

do not enjoy the online shopping experience. 

Intention is considered the best 

immediate factor in the relationship between 

attitude and behavior, and is appropriate to test 

consumers‘ behavior. Online customer retention 

is a hot issue in both the IT and marketing areas. 

Researchers have studied online customer 

retention in different contexts, such as ―online 

repurchase intention‖ (Khalifa & Liu, 2007), 

―Continue to shop online‖ (Mouakket, 2009), 

―customer intention to return‖  (Koufaris, 2002), 

―Web site stickiness‖ (Li et al., 2006), and 

―continued information systems/IT intention‖ 

(Hong et al., 2006). Both IT continuance 

intention and repurchase intention are influenced 

by the initial use/ purchase experience. IT 

continuance intention in an online shopping 

context is slightly different from online 

repurchase intention. IT continuance emphasizes 

the continued usage of e-commercial websites to 

shop instead of the use of physical stores. 

However, online repurchase underlines consumer 

behavior. Online repurchase intention is a 

construct combining IS theory and marketing 

theory. In this construct, the customer is not only 

an e-commercial website user, but is also a 

consumer. The goal of this study is to understand 

the relative importance and differences between 

the hedonic factors or utilitarian factors in 

affecting customers‘ continuance usage of the e-

commercial website to purchase products or 

services. 

RESEARCH OBJECTIVE 

The researchers focus to understand the opinion 

of the respondents with respect to the vatious 

factors affecting the repurchase intention 

decision while shopping online. With respect to 

this the present study focuses following 

objectives: 

 To study factors influencing consumers‘ 

repurchasing intention. 

 To measure impact of influencing factors on 

repurchase intention. 

RESEARCH DESIGN 

According to Aaker (2001), research 

design is a systematic approach which gives a 

detailed plan or outline of the research study 

which helps the researcher to derive objective, 

decisions related to research process and the 

methods which should be used for the data 

collection.  As the purpose of the study is to 

improve the existing work, the present study 

follows descriptive, single cross sectional study. 

QUESTIONNAIRE & SAMPLING DESIGN 

The data was collected using Likert scale 

based structured questionnaire. The questionnaire 

comprises of 54 questions related to online 

shopping factors with the help of 5 point Likert 

scale. The scale used for the research comprises 



 
69 

of; 1 = strongly disagree, 2 = disagree, 3 = 

neutral, 4 = agree and 5 = strongly agree. Non 

probability convenience sampling method was 

used to collect the data. Total 500 respondents 

aged 18 to 30 years from Ahmedabad city of 

Gujarat were selected as the sample size. 

STATISTICAL TOOLS & TECHNIQUE 

Researcher applied tools like factor 

analysis, reliability using Cronbach‘s alpha to 

measure internal consistency and path analysis of 

structured equation modeling to understand the 

most influential factors amongst all factors on 

repurchase intention. SPSS and AMOS software 

were used for the analysis purpose. The 

researcher used summated scale to derive the 

value of independent and dependent variables. 

RESEARCH MODEL & HYPOTHESIS 

Figure 1 shows the research model for the 

present study developed with the help of the 

literature review. 

 

Figure 1: Conceptual Framework 

 

The below are the hypothesis for the present 

study. 

H1: Perceived ease of use positively affects 

perceived usefulness. 

H2: Perceived usefulness positively affects online 

repurchase intention. 

H3: Confirmation positively affects perceived 

usefulness. 

H4:  Confirmation positively affects online 

shopping satisfaction. 

H5: Perceived usefulness positively affects online 

shopping satisfaction. 

H6: Online shopping satisfaction positively 

affects online repurchase intention. 

H7:  Perceived ease of use positively affects 

perceived trust. 
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H8: Perceived trust positively affects perceived 

usefulness. 

H9: Perceived trust positively affects online 

repurchase intention. 

H10: Perceived enjoyment positively affects 

online repurchase intention. 

Primary analysis of respondents: 

The data collected from 500 respondents 

through structured questionnaire, out of which 

490 valid responses were utilized for the 

analysis. The entire questionnaire statements 

were related to variables like perceived 

usefulness, perceived ease of use, confirmation, 

and perceived trust, satisfaction, perceived 

enjoyment and online repurchase intention. To 

check internal consistency of opinion given by 

the respondents, Cronbach‘ alpha was used. The 

following model has been identified to check the 

impact of various factors on online repurchase 

intention of consumers. 

Principal components analysis (PCA) was 

initially performed on all the statements of the 

questionnaire.

 

Table 1: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .819 

Bartlett's Test of Sphericity 

Approx. Chi-Square 15489.945 

df 1143 

Sig. .000 
 

From the above table, it was observed 

that the KMO statistic is 0.819 which is very 

high compare to the minimum standard 0.5. The 

KMO value suggests that there is no error in 

81.9% of the sample and it is appropriate and 

adequate for factor analysis. Bartlett‘s Test of 

Sphericity shows the strength of the relationship 

between various variables is strong or not. From 

the above table, it is observed that the Bartlett‘s 

Test‘s which significance at 0.000 is. This 

directly suggests that the variables are not 

correlated with each other.  Exploratory factor 

analysis provided seven factors which have 

Eigen value greater than one, and components 

together explained 63.72% of variance in 

respondents who purchase online. As seen from 

the analysis of no factor loading is less than 0.70, 

suggests that an item loads to only one 

component and there are no cross loadings. 

 

RESULT OF EXPLORATORY FACTOR ANALYSIS 

Table 2: Result of Exploratory factor analysis 

Factor Acro

nym 

Scale Items Cronbach 

Alpha 

Factor 

Loading s 

Variance 

Extract 

(AVE) 

Eige

n 

Val

ue 

Perceived 

Ease of use 

PEO

U1 

Easy to use 0.809 0.866 0.72 5.54

3 

PEO

U2 

Flexible to interact 0.821 

PEO

U3 

Easy search option 0.811 

Perceived 

usefulness 

PU1 Shopping task completed 

quickly 

0.821 0.665 0.54 4.39

6 

PU2 Better purchase decisions 0.633 
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PU3 Helps to save time 0.702 

PU4 Helps to save money 0.699 

PU5 Helps to make easy 

purchases 

0.811 

Perceived 

trust 

PT1 Transactions are safe and 

secure 

0.791 0.821 0.51 3.29

9 

PT2 Privacy is protected 0.759 

PT3 Online stores are honest 0.854 

PT4 Online stores provide good 

services 

0.810 

PT5 Vendors are trustworthiness 0.799 

Perceived 

enjoyment 

PE1 Online shopping  is 

interesting 

0.748 0.699 0.54 2.90

8 

PE2 Online shopping is 

entertaining 

0.821 

PE3 Online shopping is enjoyable 0.681 

PE4 Online shopping is pleasant 0.655 

Confirmation CON

1 

Online shopping experience 

was better than expected 

0.777 0.861 0.72 2.50

4 

CON

2 

Service level was better than 

expected 

0.811 

CON

3 

Most of the expectations are 

satisfied 

0.802 

Satisfaction SAT

1 

My overall shopping 

experience was satisfactory 

0.714 0.729 0.54 1.89

9 

SAT

2 

My overall shopping 

experience was pleasant 

0.861 

SAT

3 

My overall shopping 

experience was delightful 

0.699 

Online 

repurchase 

intention 

Int1 I will continue online 

shopping 

 0.819 0.63 1.72

9 

Int2 I will prefer online shopping 

rather than traditional 

shopping 

0.814 

Int3 I will increase my frequency 

of purchasing 

0.801 

 

For purification of various scale items, 

Cronbach‘s alpha is calculated. Nunnally (1978) 

states that an item to item correlation greater than 

0.5 is acceptable. As seen from the above table, 

all the factors have values above 0.7, which 

shows highly reliability of each variables. 

The factors extracted were identified under 

following labels. 

Perceived ease of use factor comprises of 

three items namely PEOU1 (0.866), PEOU2 

(0.821) & PEOU3 (0.811) and the Cronbach‘s 

alpha for perceived ease of use dimension is 
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0.809. Perceived usefulness factor comprises of 

five items namely PU1 (0.665), PU2 (0.633), 

PU3 (0.702), PU4 (0.699) & PU5 (0.811) and the 

Cronbach‘s alpha for perceived usefulness 

dimensions is 0.821. Perceived trust comprises of 

five items namely PT1 (0.821), PT2 (0.759), PT3 

(0.854), PT4 (0.810), & PT5 (0.799) and the 

Cronbach‘s alpha for perceived trust dimension 

is 0.791.Perceived enjoyment comprises of four 

items namely PE1 (0.699), PE2 (0.821), PE3 

(0.681) & PE4 (0.655) and the Cronbach‘s alpha 

for perceived enjoyment dimension is 0.748. 

Confirmation comprises of three items namely 

CON1 (0.861), CON2 (0.811) & CON3 (0.802) 

and the Cronbach‘s alpha for confirmation 

dimension is 0.777. Satisfaction comprises of 

three items namely SAT1 (0.729), SAT2 (0.861) 

& SAT3 (0.699) and the Cronbach‘s alpha for 

confirmation dimension is 0.714. Online 

purchase comprises of three items namely INT1 

(0.819), INT2 (0.814) & INT3 (0.801) and the 

Cronbach‘s alpha for confirmation dimension is 

0.819. 

Path Coefficients 

The standardized structural path 

coefficients are shown in above table with the 

acceptance and rejection of the hypothesis. The 

squared multiple correlations for online 

repurchase intention 0.72, Customer satisfaction 

0.79, perceived trust 0.45 and perceived 

usefulness 0.54. 

 

Table 3: Summary of path coefficients with hypothesis 

Hypothesis Path Path Coefficients Result of 

Hypothesis 

H1 PEOU             PU 0.36 Accepted 

H2 PU                   INT 0.41 Accepted 

H3 CON               PU 0.54 Accepted 

H4 CON               INT 0.63 Accepted 

H5 PU                  SAT 0.52 Accepted 

H6 SAT               INT 0.33 Accepted 

H7 PEOU            PT 0.75 Accepted 

H8 PT                  PU 0.31 Accepted 

H9 PT                  INT 0.22 Accepted 

H10 PE                  INT 0.36 Accepted 

Table 2 shows the path coefficients of various paths, as per the path coefficients all the values are 

significant at < 0.05 and hence the entire hypotheses are accepted. 

Conclusion & Managerial Implications 

Online shopping marketers require lot of 

effects to attract the customer for the repurchase 

with the same marketer and websites. The result 

shows the functionality affect the online 

repurchase intention. Perceived enjoyment also 

plays an important role in repurchase intention 

towards online shopping sites. Therefore, 

marketers should give priority in designing 

functionalities of the websites and also provides 

various enjoyment tools in the websites. This will 

help them to lure the customers to repurchase the 

products and services from the same websites. 

Perceived ease of use, perceived usefulness, 

confirmation, satisfaction, trust and enjoyment 

have direct influence on the online repurchase 

intention. Marketers should consider all the 

above variables while offering their products to 

customers. They should try to increase the 

perceived ease of use and perceived usefulness 

among the online shoppers this will create trust 

and satisfaction among the online shoppers that 

will automatically leads to higher repurchase 

intention. Companies should improve their 
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managerial and various IT enabled strategies to 

enhance the customer experience in the factors 

considered in this study, this will leads them to 

repurchase of customers and thus it will help the 

companies to generate more profit. 

Limitations and future research directions 

The present study is limited to certain age 

of people this will not generalize the present 

findings; hence further study can be done by 

considering the larger populations. The present 

study is undertaken in Ahmedabad city only that 

belongs to urban part of Gujarat. So, further 

studies must be done to various urban areas as 

well as rural areas. The comparison of urban and 

rural respondents will give a better picture to the 

marketers. The present study is done only 

consideration of B2C segments, so other 

segments study might give different result which 

can be utilised to frame better offerings for all 

the customers. 
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Abstract: 

The growth of internet and IT enabled technologies gave opportunity to mass of consumers and 

various marketers to participate and offer different categories of product in a global online market 

place. An electronic marketplace is created where information system is the main tool of 

communication between buyers and sellers. Marketers are trying various technological modifications 

in their websites and creating a virtual store which provides identical facilities and feelings as per the 

traditional store. With the consideration to this, the present study tries to identify the various factors 

which affects online shoppers while selection of any online retail store. A Likert scale based 

structure questionnaire was used on the responses which live in Ahmedabad area of Gujarat. Out of 

500 respondents, 490 valid responses were analyzed using factor analysis and confirmatory factor 

analysis. The result identified Customer Care & Support, Security, Merchandise offerings, Shopping 

effectiveness, Virtual store atmosphere, and Virtual Store reputation are the important factors which 

affects online consumer buying behaviour 

 

Key words: Customer Care & Support, Security, Merchandise offerings, Shopping effectiveness, 

Virtual store atmosphere, Virtual Store reputation 

 

Introduction: 

The growth of electronic commerce in India went very rapidly due to the availability of internet and 

the mindset of the people. According to Park et al (1989), people from different countries shows 

different behaviour while shopping online due to their culture, values, family norms, responsibility 

and their personal attitude. It is very important to create positive attitude towards the online shopping 

because it helps to boost the online purchase intention. The various virtual store dimensions help to 

boost the online purchase intention (Smith & Burns, 1996).  

Electronic commerce, or e-commerce, websites display and sell products over the Internet. There is a 

wide variety of e-commerce sites, selling everything from food to clothes to websites themselves. 

Whether you want to evaluate your own website or that of a competitor, it is important to get a view 

of a website to determine its value. To evaluate a website, you must review its content, functionality, 

attractiveness, advertisement and more. It is a good idea to develop a rating system and encourage 

others to evaluate with you. The good website layout and other facilities help to create a virtual store 

which provides same facilities and feelings as per the traditional store. The same thing is discussed in 

literature review in detail. The present study attempts to understand various factors which affect the 

online shoppers while selecting any online retail store for purchase.  

 

Literature review: 

Consumers develop perceptions of products, brands, as well as stores or retailers, based on their own 

evaluation criteria. Retailer image is therefore defined as the perception a retailer evokes in the mind 

of the consumer (Lindquist, 1974-75). Retail store image is one of the most powerful components of 

a retail positioning strategy (Bovee et al. 1995) and one of the most powerful tools in attracting and 

satisfying consumers (Lewison 1994, Spies et al. 1997). However, it should be noted that according 

to findings in a study by Oppewal et al. (2000), retailers are more reluctant to change the positioning 

and the image of the store when confronted with a sales increase than when confronted with a sales 

decrease. This means that the higher the sales the lower the probability of altering store images. 

Eroglu et al. (2000) studied the online retail atmospherics as a major influencing factor of consumer 

buying behaviour over the Web. They claim that like the case of traditional retailing, virtual retailers 

can also develop and provide an atmosphere which substantially affects shopping experience and 
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behaviour within the store. They support that virtual retailers are fairly limited in creating an 

effective store atmosphere via a computer screen. This implies (p. 144) that "the demonstrated 

importance of store atmospherics in traditional retail formats becomes even more critical in the 

online retailing context." In addition, Eroglu et al. (2001), support that virtual stores over the Web do 

also possess an atmosphere. This "atmosphere" can be created by the virtual retailer through the 

effective use of colours, layouts, sounds and graphics. Atmospherics stimulate customers' perceptual 

and emotional responses and ultimately affect their purchase behaviour (Yalch and Spangenberg 

1990, Smith and Burns 1996).  

Store theatrics are based on the idea that a visit to a store is something more than just a shopping trip 

to purchase various products. Instead, it is more than that; it is entertainment, it is special events, star 

appearances and the like. Finally, it is proved that store theatrics help the store to increase its sales, 

build loyalty, and enhance its image (Lewison 1994). Lohse and Spiller (1999) conducted an Internet 

retail survey focusing on the store design and the way user interface influences traffic and sales. 

They state that the number of Web shoppers and volume of sales are still comparatively low, in part, 

because of poor interfaces and store navigation. They claim that electronic shopping incorporates 

many of the same characteristics of conventional shopping. Hogue and Loshe (1999) research 

initiative dealt with investigating how subtle changes in the user interface design influence 

information search costs.  

Ghosh (1994, p.521) defines retail atmosphere as "the psychological effect of feeling created by a 

store's design and its physical surroundings." Music, lighting, or colours for example, may make a 

store appear cheerful or depressing, while video displays may evoke positive feelings in the 

shoppers' minds. In addition, consumers make purchase decisions by responding to more than the 

tangible product or service that is being offered by a store (Kotler 1973-4). Therefore, retailers 

design their stores in ways that produce specific emotional effects to buyers, which influence their 

behavior. 

Lee and presented in Gehrke et al.'s (1999) study, demonstrates the important role of a successful 

Web storefront towards consumer satisfaction. According to this model, security, reliability, speed of 

operation, ease of use (convenience) and content are the factors that determine the Web-site 

storefront effectiveness (Figure 20 — "Key Web Driven Determinants" part of the model). It should 

be noted that the "personalization" factor was also added to this model. Based both on this model and 

on Lewison's (1994) retail store environment model, Vrechopoulos et al. (2000) introduced the 

Virtual Retail Store Atmosphere Model (VIRESTAM) aiming at providing a comprehensive model 

for the development of an effective Web site shopping environment/atmosphere. Virtual retailers 

could employ this model as a research instrument towards measuring the impact and influence of the 

various virtual store atmosphere factors/variables on the consumer buying behaviour within a virtual 

shopping environment over the Internet. The proposed model demonstrates the transformation 

procedure of the conventional retail environment components to the corresponding determinants of 

the virtual retail environment by incorporating the key Web-driven determinants. 

 

Research objective: 

The main objective of the research is to understand the opinion of the respondents with respect to 

evaluation of various factors which affect their virtual retail store selection criteria. affecting online 

consumers’ buying behaviour.  

 

Research design: 

According to Aaker (2001), research design is a systematic approach which gives a detailed plan or 

outline of the research study which helps the researcher to derive objective, decisions related to 

research process and the methods which should be used for the data collection.  

As the purpose of the study is to improve the existing work, the present study is a single cross 

sectional study which follows descriptive research design.  
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Questionnaire & Sampling design: 

The questionnaire comprises of 18 questions related to online shopping factors with the help of 5 

point Likert scale. Non probability convenience sampling method was used to collect the data. Total 

500 respondents aged 18 to 45 years from Ahmedabad city of Gujarat were selected as the sample 

size.  

Statistical tools & technique: 

Researcher applied tools like factor analysis and reliability using Cronbach’s alpha to measure 

internal consistency using SPSS 22 software and AMOS 16 was used to analyse confirmatory factor 

analysis. The researcher used summated scale to derive the value of independent and dependent 

variables.  

Primary analysis of respondents: 

The data collected from 500 respondents through structured questionnaire, out of which 490 valid 

responses were utilized for the analysis. Principal components analysis (PCA) was initially 

performed on all the statements of the questionnaire.  

Table 1: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .891 

Bartlett's Test of Sphericity 

Approx. Chi-Square 18549.549 

df 1341 

Sig. .000 

From the above table, it was observed that the KMO statistic is 0.891 which is very high compare to 

the minimum standard 0.5. The KMO value suggests that there is no error in 89.1% of the sample 

and it is appropriate and adequate for factor analysis. Bartlett’s Test of Sphericity shows the strength 

of the relationship between various variables is strong or not. From the above table, it is observed 

that the Bartlett’s Test’s which significance at 0.000 is. This directly suggests that the variables are 

not correlated with each other.  Exploratory factor analysis provided seven factors which have Eigen 

value greater than one, and components together explained 72.63% of variance in respondents who 

purchase online. As seen from the analysis of no factor loading is less than 0.70, suggests that an 

item loads to only one component and there are no cross loadings.  

 

Result of Exploratory factor analysis: 

Table 2: Result of Exploratory factor analysis  

Factor 
Acrony

m 
Scale Items 

Cronbac

h Alpha Communaliti

es 

Factor 

Loadin

g 

Eige

n 

Valu

e 

Custome

r Care & 

Support 

CCS1 Good after sales support 0.809 0.684 0.798 5.34

5 
CCS2 

Quick response from the 

executives when contacted 
0.683 0.768 

CCS3 
Information about new 

products and offerings 
0.639 0.753 

CCS4 
Good delivery of 

products/services 
0.719 0.722 

CCS5 Promises are always fulfilled 0.679 0.701 

Security 

SE1 Secured online gateway 0.821 0.819 0.777 4.69

3 
SE2 Security of personal data 0.725 0.739 

SE3 Security of transactions 0.801 0.789 

SE4 Money back guarantee 0.722 0.704 
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Merchan

dise 

offerings 

MO1 Quality of merchandise 0.791 0.614 0.693 3.29

9 
MO2 Price of merchandise 0.669 0.727 

MO3 Variety of merchandise 0.677 0.697 

MO4 Offerings of merchandise 0.660 0.690 

MO5 
Discounts and offers in 

merchandise 
0.598 0.623 

Shoppin

g 

effective

ness 

SEF1 Speed of website 0.748 0.645 0.653 2.99

9 
SEF2 Quick access of information 0.748 0.601 

SEF3 Quick navigation 0.819 0.672 

SEF4 
Information of various 

merchandise 
0.811 0.627 

SEF5 
Detailed guidelines about 

various procedures 
0.726 0.623 

Virtual 

store 

atmosph

ere 

VA1 Store layout 0.777 0.723 0.774 2.54

0 
VA2 Store decor 0.784 0.786 

VA3 Product display technique 0.750 0.774 

VA4 Store colour and themes 0.721 0.754 

VA5 Background music 0.669 0.622 

Virtual 

Store 

reputatio

n 

VSR1 Reputation of providers 0.714 0.739 0.729 1.89

9 
VSR2 Branded merchandise 0.901 0.816 

VSR3 Standard operating procedures 0.881 0.889 

VSR4 Trustworthiness of marketer 0.819 0.899 

VSR5 Responsiveness of marketer 0.779 0.723 

For purification of various scale items, Cronbach’s alpha is calculated. Nunnally (1978) states that an 

item to item correlation greater than 0.5 is acceptable. As seen from the above table, all the factors 

have values above 0.7, which shows highly reliability of each variables.  

The factors extracted were identified under following labels.  

Customer care and service factor comprises of five items namely CCS1 (0.798), CCS2 (0.768), 

CCS3 (0.753), CCS4 (0.722) & CCS5 (0.701) and the Cronbach’s alpha for perceived trust 

dimension is 0.809. Security factor comprises of four items namely SE1 (0.777), SE2 (0.739), SE3 

(0.789) & SE4 (0.704) and the Cronbach’s alpha for security dimensions is 0.821. Merchandise 

offerings comprises of five items namely MO1 (0.693), MO2 (0.727), MO3 (0.697), MO4 (0.690) & 

MO5 (0.623) and the Cronbach’s alpha for merchandise offerings is 0.791. Shopping effectiveness 

factor comprises of four items namely SEF1 (0.653), SEF2 (0.601), SEF3 (0.672) & SEF4 (0.627) 

and the Cronbach’s alpha for shopping effectiveness dimension is 0.748. Virtual store atmosphere 

factor comprises of five items namely VA1 (0.774), VA2 (0.786), VA3 (0.774), VA4 (0.754) & VA5 

(0.622) and the Cronbach’s alpha for virtual store atmosphere dimension is 0.777. Virtual store 

reputation factor comprises of five items namely VSR1 (0.729), VSR2 (0.816), VSR3 (0.889), VSR4 

(0.899) & VSR5 (0.723) and the Cronbach’s alpha for virtual store reputation dimension is 0.714. 

 

Confirmatory Factor analysis: 

Confirmatory factor analysis was carried out to identify the fitness of the factors extracted with the 

help of exploratory factor analysis.  
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Table 3: Standardized regression weights and indicator reliability of CFA Model 

Factor Acronym 
Standardised regression 

weight 
Indicator Reliability 

Customer Care & Support 

CCS1 0.657 0.726 

CCS2 0.649 0.712 

CCS3 0.672 0.709 

CCS4 0.658 0.699 

CCS5 0.648 0.667 

Security 

SE1 0.599 0.687 

SE2 0.679 0.680 

SE3 0.761 0.739 

SE4 0.699 0.720 

Merchandise offerings 

MO1 0.596 0.589 

MO2 0.636 0.679 

MO3 0.639 0.688 

MO4 0.637 0.619 

MO5 0.635 0.617 

Shopping effectiveness 

SEF1 0.627 0.589 

SEF2 0.752 0.559 

SEF3 0.778 0.646 

SEF4 0.759 0.636 

SEF5 0.639 0.585 

Virtual store atmosphere 

VA1 0.720 0.728 

VA2 0.736 0.738 

VA3 0.722 0.712 

VA4 0.684 0.702 

VA5 0.639 0.578 

Virtual store atmosphere 

VA1 0.727 0.570 

VA2 0.844 0.722 

VA3 0.805 0.794 

VA4 0.785 0.790 

VA5 0.685 0.628 

As seen from the table 3, the standardized regression weights of all items in the confirmatory 

measurement model are above 0.50 (Hair, 1992) and indicator reliability between individual items 

were also above 0.50. This suggests good convergent validity.  

Table 4: Fit indices of Confirmatory Factor analysis 

Fit Statistics Measured Value Recommended value References 

CMIN/DF 1.878 < 5 Bentler, 1989 
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GFI 0.949 > 0.90 Joreskog & Sorbom, 1979 

AGFI 0.979 > 0.90 Joreskog & Sorbom, 1979 

TLI 0.969 > 0.90 Hu and Bentler, 1999 

NFI 0.949 > 0.90 Bentler, 1992 

CFI 0.908 > 0.90 Hu and Bentler, 1999 

RMSEA 0.034 < 0.05 Hu and Bentler, 1999 

The results of confirmatory factor analysis shows the acceptable model fit with all fit indices 

suggested by the various authors in their respective studies. The result of confirmatory factor 

analysis confirms the factor extracted with the help of exploratory factor analysis.  

 

Conclusion & practical implications: 

The factors identified with the help of Exploratory in the present study have important implications 

for various decision makers. As per the analysis it is conclude that customers gives importance to 

effective shopping attributes (i.e., quick access of the Web site and availability of the displayed 

merchandise). As customers become more "time sensitive," they entertain themselves less when 

visiting any online retail stores. Therefore marketers should provide facilities for quick shopping; 

this will reduce the timings of customers to shop online. Furthermore, an increase in the importance 

customers pay for "care" given to them when visiting a free-form layout store is expected to increase 

their "perceived usefulness" towards finding their shopping list products. Besides, the free-form 

layout is perceived as the most useful layout. Therefore, customer service, after sales support, quality 

of advertising and existence of sales within the store, implemented together within a supportive and 

information-rich shopping interface offered by the free-form layout, enable customers to effectively 

search for, locate and buy their shopping list products (i.e., perceived usefulness increases). 

Managerial exploitation of the present study's results by virtual retailers will undoubtedly contribute 

to the development of more effective and consumer supportive shopping interfaces. This research 

proved that the layout of an Internet retail store affects consumer buying behaviour. Therefore, the 

store layout constitutes an issue to which virtual retailers should pay special attention. The evaluation 

results provided for each particular layout type, revealed that customers really "care" about the 

layout; they are not "insensible" to the layout of an Internet grocery store they visit. Consumers have 

particular preferences, reactions, concerns and problems related to the layout of the store they use to 

conduct their shopping. In addition, the virtual retail store layout affects critical issues related to 

shopping activity (i.e., perceived usefulness, ease of use, etc). 

 

Limitations and future research: 

There are certain limitations of the present study. Firstly, the data were obtained only from the age 

group 18 to 30 which might be different from the typical online shoppers. Secondly, the constructs 

were limited to only five. Finally, the study focused on to examine the factors affecting online 

shopping by customers; therefore it is restricted to B2C model. The current research is limited to 

online shopping; in future it can be extended to banking, insurance etc. In present research only 

limited factors have been identified which affects the purchase intention. So other factors should also 

be taken into consideration in future studies. The proposed model could be also used to identify 

impact in B2C and C2C models also. 
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Introduction :

Online shopping 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, online shopping 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. 

(Yang & Lester, 2004). 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. 

Majority of the Indian consumers use the internet 

largely for socializing, to update with various Bollywood 

news, current affairs and window shopping. Electronic 

commerce, or e-commerce, websites display and sell 

products over the Internet. There is a wide variety of e-

commerce sites, selling everything from food to clothes 

to websites themselves. Whether you want to evaluate 

your own website or that of a competitor, it is important to 

get a view of a website to determine its value. To evaluate 

a website, you must review its content, functionality, 

attractiveness, advertisement and more. It is a good idea 

to develop a rating system and encourage others to 

evaluate with you. The same thing is discussed in 

literature review in detail. The present study attempts to 

understand various factors which affects the buying 

behaviour towards the online shopping. 

Literature review :

Before being considered as a communication or a 

retailing channel, each website was examined for its 

primary function: "to facilitate knowledge acquisition" 

(Fang and Holsapple, 2007). With this initial approach, 
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usefulness is defined as with the use of technological 

advancement system, there is improvisation in task 

performance (Doll, W.J. and Torkzadeh, G. (1988)). 

Advanced search engines, personal services are the key 

ingredient in perceived usefulness while shopping online 

(Kim, 2010). Perceived usefulness has significant impact 

on its information system usage (Ndubisi & Jantan, 

2003). Perceived usefulness leads to influence on the 

online shopping behaviour (Hernandes et al, 2011). 

Perceived service quality is defined as “a global 

judgment of attitude relating to the superiority of a 

service” (Parasuraman, A., Zeithaml, V.A., and Berry, 

L.L, (1998)). Users' perceived service quality of the 

website is a predictor of user satisfaction (Yang et al., 

2005). According to Pavlou (2003), the final stage of 

online transaction is intention to use a website and 

purchase a product. 

Research objective : 

The main objective of the research is to understand 

the opinion of the respondents with respect to factors 

affecting online consumers' buying behaviour. With 

respect to this the present study focuses following 

objectives:

Research design :

According to Aaker (2001), research design is a 

systematic approach which gives a detailed plan or 

outline of the research study which helps the researcher to 

derive objective, decisions related to research process 

and the methods which should be used for the data 

collection. As the purpose of the study is to improve the 

existing work, the present study follows descriptive, 

single cross-sectional study. 

Questionnaire & Sampling design :

The questionnaire comprises of 54 questions 

related to online shopping factors with the help of 5-point 

Likert scale. Non probability convenience sampling 

method was used to collect the data. Total 750 

respondents aged 18 to 30 years from Ahmedabad city of 

Gujarat were selected as the sample size. 

Statistical tools & technique :

Researcher applied tools like factor analysis and 

reliability using Cronbach's alpha to measure internal 

consistency using SPSS 22 software. The researcher used 

the website is analyzed as a "system of inter-related 

components working together to identify, capture, 

organize and transfer knowledge between recipients and 

providers". In this case, the aim is mostly to analyze the 

navigation conditions which optimize the rapid adoption 

of the new technological interface. Purely technical 

evaluations focus on Internet technology acceptance 

conditions for adoption by a maximum number of 

businesses and end users. To achieve this, evaluations use 

two constructs emanating from the business world, 

perceived usefulness of the information received – "the 

extent to which a person believes that using a particular 

system would enhance their work performance" (Davis, 

1989) – and ease of use – "the extent to which a person 

believes that using a particular system would be 

effortless" (Davis, 1989) – the latter constituting an 

antecedent of perceived usefulness. 

According to Forsythe, et al. (2006), perceived 

benefit is defined as the gain customers are getting from 

the online shopping. According to Kim (2010), perceived 

benefit is the feeling or belief of consumer that online 

transactions are much better than other transactions. 

Perceived benefits significantly related with attitude and 

intention towards online shopping (Jaryenpaa & Todd, 

1996). Perceived benefits are extension of advantages or 

satisfaction that satisfies customers need and want 

(Delafrooz, Paim, & Khatibi, 2011). All the transactions 

occurred in online, the major concern is the security of 

information, transactions, trust and confidence (Lynch & 

Lundquist, 1996). According to Reichheld & Schefter 

(2000), trust is defied as the acceptance twoard the 

oppeness of online transactions. Whenever trust is 

compromised in online transactions, there are obstacles 

in acceptance of online shopping (Hoffman, 1999). 

Factors like online website terms, conditions, return 

policies and gurantees are important in deciding trust 

towards online shopping sites (Gummerus, 2004). 

Customer trust can be changed by modifying color, 

graphics and changing emotions towards website (Kim, 

M., Kim, J., Lennon, S. J. 2006). Perceived usefulness is 

defined as the customer feeling towards online website 

that they could give value and efficacy while purchasing 

online (Hu et al, 2009; Lai & Wang, 2012). Perceived 
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responses were utilized for the analysis. Principal 

components analysis (PCA) was initially performed on 

all the statements of the questionnaire. 

summated scale to derive the value of independent and 

dependent variables. 

Primary analysis of respondents :

The data collected from 750 respondents through 

structured questionnaire, out of which 720 valid 

Table 1: KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .909  

Bartlett's Test of Sphericity 

Approx. Chi-Square  15549.589  

df 1431  

Sig. .000  

significance at 0.000 is. This directly suggests that the 

variables are not correlated with each other. Exploratory 

factor analysis provided seven factors which have Eigen 

value greater than one, and components together 

explained 72.36% of variance in respondents who 

purchase online. As seen from the analysis of no factor 

loading is less than 0.60, suggests that an item loads to 

only one component and there are no cross loadings. 

From the above table, it was observed that the 

KMO statistic is 0.909 which is very high compare to the 

minimum standard 0.5. The KMO value suggests that 

there is no error in 90.9% of the sample and it is 

appropriate and adequate for factor analysis. Bartlett's 

Test of Sphericity shows the strength of the relationship 

between various variables is strong or not. From the 

above table, it is observed that the Bartlett's Test's which 

Result of Exploratory factor analysis:

                                   Table 2: Result of Exploratory factor analysis  

Factor  Acronym  Scale Items 
Cronbach 

Alpha 
Communalities 

Factor 

Loading 
Eigen 

Value 

Perceived 
Trust  

PT1  
Cash-On-Delivery ensures trust 
among buyers while purchasing 
products online  

0.899 
0.684 0.778 

5.364 

PT2  
Buyers prefer to purchase from the 
website (s) where there is money 
back guarantee.  

0.683 0.764 

PT3  
Buyers prefer to purchase from the 
website(s) where there is a secured 
Online payment Gateway  

0.729 0.723 

PT4  Buyers select website where their 
personal data is secure.  0.675 0.710 

Perceived 
Risk  

PR1  Online payments by credit card/ debit 
card /net banking / UPI are secure 

0.829 
0.639 0.753 

3.963 

PR2  
Delivered product did not match with 
original specification prevent 
shoppers to reconsider their online 
buying  

0.725 0.739 

PR3  Incorrect information of the products 
misleads buyers.  0.801 0.789 

PR4  
Damaged/Counterfeited/Refurbished 
product creates bad image of online 

shopping site  
0.722 0.704 
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PB2 (0.601), PB3 (0.672), PB4 (0.627) and PB5 (0.623) 

and the Cronbach's alpha for perceived benefit is 0.842. 

Perceived ease of use comprises of statements namely 

PEU1 (0.774), PEU2 (0.786) and PEU3 (0.622) and the 

Cronbach's alpha for perceived ease of use is 0.855. 

Perceived shopping attribute comprises of statements 

namely PSA1 (0.729), PSA2 (0.816), PSA3 (0.889) and 

PSA4 (0.723) and the Cronbach's alpha for perceived 

shopping attribute is 0.714. Perceived Webstore 

atmosphere comprises of statements namely PWA1 

(0.633), PWA2 (0.777), PWA3 (0.819) and PWA4 

(0.663) and the Cronbach's alpha for perceived Webstore 

atmosphere is 0.729.

Confirmatory Factor analysis :

Confirmatory factor analysis was carried out to 

identify the fitness of the factors extracted with the help 

of exploratory factor analysis. 

For purification of various scale items, Cronbach's 

alpha is calculated. Nunnally (1978) states that an item to 

item correlation greater than 0.5 is acceptable. As seen 

from the above table, all the factors have values above 

0.7, which shows highly reliability of each variables. 

The factors extracted were identified under 

following labels. 

Perceived trust comprises of four dimensions 

namely PT1 (0.778), PT2 (0.764), PT3 (0.723), and PT4 

(0.710) and the Cronbach's alpha for perceived trust 

dimension is 0.899.Perceived risk comprises of 

statements namely PR1 (0.753), PR2 (0.739), PR3 

(0.789), and PR4 (0.704).Perceived usefulness comprises 

of statements namely PU1 (0.693), PU2 (0.727), PU3 

(0.697) and PU4 (0.660) and the Cronbach's alpha for 

perceived usefulness dimension is 0.791. Perceived 

benefits comprise of statements namely PB1 (0.653), 

Perceived 
ease of 
using

 

PEU1
 

Buyers can purchase product(s) 
according to their own convenient 
time.

 

0.855
 0.723

 
0.774

 

1.796
 

PEU2  

Buyer can easily leave the shopping 
site without any influence of the 
salesperson.

 

0.784 0.786 

PEU3  

Buyer can have his/her own 
convenience during shopping 
compared to conventional crowded 
marketplace.  

0.669 0.622 

Perceived 
shopping 

attribute  

PSA1  
Shopping through websites provides 
wide range of product(s).  

0.714 
0.739 0.729 

1.599 

PSA 2  
Some customized product(s) are only 
available through online platform. 0.901 0.816 

PSA 3  
Buyers can compare features of 
multiple products at one place 
conveniently.  

0.881 0.889 

PSA 4  
Customer can analyze the Reviews & 
Ratings before making a final 
decision.  

0.779 0.723 

Perceived 
Webstore 
atmospher

e
 

PWA1  
Product information is displayed in 
logical order, which makes it easy to 
understand.  

0.729 

0.756 0.633 
1.544 

PWA2
 

Various colors in website layout 
helps me to identify product and 

related details
 0.819

 
0.777

 

PWA3
 Enough spaces and tabs makes my 

shopping experience wonderful
 0.826

 
0.819

 

PWA4
 Facility for creation of individual 

account With login Id & password is 
there

 0.702
 

0.663
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reliability between individual items were also above 

0.50. This suggests good convergent validity. 

As seen from the table 3, the standardized regression 

weights of all items in the confirmatory measurement 

model are above 0.50 (Hair, 1992) and indicator 

Table 3: Standardized regression weights and indicator reliability of CFA Model

Factor  Acronym  
Standardised regression 

weight 
Indicator Reliability 

Perceived Trust  

PT1  0.651 0.722 

PT2  0.645 0.710 

PT3  0.685 0.671 

PT4  0.638 0.646 

Perceived Risk  

PR1  0.593 0.680 

PR 2  0.677 0.684 

PR 3  0.769 0.732 

PR 4  0.645 0.654 

Perceived Usefulness  

PU1  0.569 0.570 

PU 2  0.626 0.672 

PU 3  0.637 0.619 

PU 4  0.635 0.617 

Perceived benefit  

PB1  0.621 0.588 

PB 2  0.752 0.550 

PB 3  0.774 0.624 

PB 4  0.787 0.603 

PB 5  0.639 0.570 

Perceived ease of using  

PEU1  0.720 0.718 

PEU2  0.746 0.734 

PEU3  0.639 0.578 

Perceived shopping attribute  

PSA1  0.727 0.570 

PSA2  0.844 0.722 

PSA3  0.805 0.794 

PSA4  0.685 0.628 

Perceived Webstore 

atmosphere  

PED1  0.756 0.727 

PED2  0.563 0.609 

PED3  0.747 0.674 

PED4  0.803 0.783 
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perceived usefulness are the main factors. These factors 

will help online marketers to establish necessary 

infrastructure and technical requirements. The decision 

makers can ask the subordinates to provide the feedback 

related to online platform process, actual experience, and 

behaviour of various participants in online education. 

This can help them understand the various areas of online 

platform in which they can improve.  

Limitations and future research:

There are certain limitations of the present study. 

Firstly, the data were obtained only from the age group 18 

to 30 which might be different from the typical online 

shoppers. Secondly, the constructs were limited to only 

five. Finally, the study focused on to examine the factors 

affecting online shopping by customers; therefore, it is 

restricted to B2C model. The current research is limited to 

online shopping; in future it can be extended to banking, 

insurance etc. In present research only limited factors 

have been identified which affects the purchase intention. 
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future studies. The proposed model could be also used to 

identify impact in B2C and C2C models also.
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