
International Journal of Scientific and Research Publications, Volume 3, Issue 6, June 2013      1 
ISSN 2250-3153  

www.ijsrp.org 

An study of Factors Affecting on Online Shopping 

Behavior of Consumers 

Dr.Gagandeep Nagra
*
, Dr.R Gopal

**
 

 
* Associate Professor, Padmashree Dr. D.Y. Patil University Navi Mumbai’s Department of Business Management, CBD Belapur, Navi Mumbai 

** Director, Padmashree Dr D.Y. Patil University’s Department of Business Management, Navi Mumbai 

 
Abstract- On-line shopping is a recent phenomenon in the field 

of E-Business and is definitely going to be the future of shopping 

in the world. Most of the companies are running their on-line 

portals to sell their products/services on-line. Though online 

shopping is very common outside India, its growth in Indian 

Market, which is a large and strategic consumer market, is still 

not in line with the global market. The potential growth of on-

line shopping has triggered the idea of conducting a study on on-

line shopping in India. The present research paper has used 

Qualitative and Quantitative research methods to study the 

impact of Demographic factors of consumers on on-line 

shopping parameters like satisfaction with on-line shopping, 

future purchase intention, frequency of on-line shopping, 

numbers of items purchased, and overall spend on on-line 

shopping. The data was collected through Questionnaires. 

           The results of study reveal that on-line shopping in India 

is significantly affected by various Demographic factors like age, 

gender, marital status, family size and income. The results of the 

study could be further used by the researchers and practitioners 

for conducting future studies in the similar area. 

 

Index Terms- On-line shopping, Demographic factor, Age, 

Gender, occupation, Income 

 

I. RETAIL PRESENT SCENARIO IN INDIA 

urrently the retail industry in India is accelerating. It is not 

widely accepted as the way it is accepted in Asian 

counterparts. India is excited to grow to be a most important 

player in the retail market. Since India is a developing nation, it 

is still not prepared for it. And they are leaving no stone unturned 

to become the best in retail Industry. Also  India with a high on 

cross culture factor ,it allows different companies bringing in 

variety of  products Targeting  different consumer segments. 

         According to the Global Retail Development Index 2012, 

India ranks fifth among the top 30 emerging m arkets  for retail. 

There are many factors contributing to the boom in this sector. 

Some of them are increased  consumerism with t he ability to 

afford luxury items. Even there is increase in the spending power 

of Indians.  Indian’s are travelling abroad and they are exposed to 

different cultures, their way of living, thei r style and  thereby 

more brands.Worldwide retailers eye the Indian market because 

in our culture there is lots of give And take for marriages,  

festivals and other important events. Hence it’s imperative for 

people to spend on gifts as a part a nd parcel of  life irrespective 

of caste and creed and economic status. As there is no limitation 

to the spending power, Cities  like Chandigarh, Coimbatore, 

Pune, Kolkata, Ahmadabad, Nagpur, Cochin, Hyderabad etc has 

fine market for  about all product or service which offers a good 

proposal for a brand to penetrate Indian market 

 

II. ONLINE RETAIL 

         The fact that world is fast dwindling into a universal 

community for the reason that of Internet and other 

communication mediums is not completely reflective in the 

Indian context. While developed and fast developing countries 

have understood the influence of Internet, India is still ignorant 

and trying to deal with up with the technological developments. 

The retail industry campaign has been repainted by Internet and 

the rules of the game in retailing are fast altering. The western 

culture has affected each and every aspect of our Indian Society. 

The life is becoming  fast not only in metros but also in the 

normal cities. The number of nuclear families is increasing  and 

both  husband and wife are working, as they have less time to go 

to the market for purchasing every now and then.  

         Some other reasons like these, say shortage of time, traffic 

jams, late working hours, versatility of plastic money  and above 

all the approach of internet at the door step of whosoever desires 

it. Online retailers have improved  their service and consumers 

have found it convenient. There is been transformation in 

payment mode as well.  From advance payment it is moved to 

cash on delivery (COD). Even in case of delivery pattern is 

changed.  From fixed delivery timings it is moved on to 

convenient delivery timings at the choice of the customer. India  

has opened the doors for foreign direct investment in retail. 

         Indian market is dominated by unorganized players but 

there is potential in the area of retail players as well. Entry of 

bigger players such as Big Bazaar, More etc to even in the rural 

areas is paved the way of growth in its  sector. There is been rise 

in the increase of Indian middle class people due to rapid 

economic growth. Though the population of using Internet in 

India is low in terms of  by and large  percentage of total 

population but, in  total numbers it is very high. This gives 

enormous opportunities for various ecommerce sites to get in 

touch with this segment. The population accessing in India is the 

age group from 1845. Irrespective of this fact online retailing 

forms a meager 0.08% of the entire Indian retail markets. Market 

players have to be more positive, revolutioniring and pioneering 

in their approach and offering to make serious inroads. In the 

current market, bulk of online sales is in a range of items. This 

market in India needs to leap to the next level. 
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III. LITERATURE REVIEW 

         Solomon, 1998 in his study “Consumer behavior is the 

study of the processes involved when an individual selects, 

purchases, uses or disposes of products, services, ideas, or 

experiences to satisfy needs and desires”. In view for the Internet 

to spread out as a retail channel, it is imperative to realize the 

consumer’s mind-set, intention and conduct in light of the online 

buying practice: i.e., why they employ or falter to use it for 

purchasing? Consumer attitudes seem to have a significant 

influence on this decision.  

          (Schiffman, Scherman, & Long, 2003 inhis study 

researched that “yet individual attitudes do not, by themselves, 

influence one’s intention and/or behavior. Instead that intention 

or behavior is a result of a variety of attitudes that the consumer 

has about a variety of issues relevant to the situation at hand, in 

this case online buying.  Over time the Internet buyer, once 

considered the innovator or early adopter, has changed. While 

once young, professional males with higher educational levels, 

incomes, tolerance for risk, social status and a lower dependence 

on the mass media or the need to patronize established retail 

channels (Ernst & Young, 2001; Mahajan, Muller & Bass, 

1990),  

         Sultan and Henrichs (2000) in his study concluded  that 

the consumer’s willingness to and preference for adopting the 

Internet as his or her shopping medium was also positively 

related to income, household size, and innovativeness. Vijay, 

Sai. T. & Balaji, M. S. (May 2009), revealed that Consumers, 

all over the world, are increasingly shifting from the crowded 

stores to the one-click online shopping format. However, in spite 

of the convenience offered, online shopping is far from being the 

most preferredform of shopping in India. A survey among 150 

internet users, including both users and non-users of online 

shopping, was carried out to understand why some purchase 

online while others do not. The results suggested that 

convenience and saving of time drive Indian consumers to shop 

online; while security and privacy concerns dissuade them from 

doing so. The work of Kim and Park (2005) using U.S. 

samples suggests that their positive attitudes as well as 

willingness to search for pre-purchase information leads to a 

strong likelihood that they will buy online. Online shoppers, are 

required to have computer skills in order to use the Internet for 

shopping. Hence, those who are not comfortable with using the 

computer, will likely do their shopping at the traditional store, 

modern shop, or discount store (Monsuwe , 2004) because it will 

be faster shopping there than in the Internet shop. Goldsmith 

and Flynn (2004) state that the home catalog is another 

traditional selling channel where people can shop at home 

because of the varieties of products offered in the catalog. They 

can order through the phone or by mail. It is convenient except 

that they are not able to touch and feel products before 

purchasing. 

 

IV. RESEARCH OBJECTIVES 

1. To identify the  impact of Demographic factors * 

impacting on-line shopping behavior** of consumers 

with special emphasis on   

 

  * Age, Gender, Education, Income  

** Possession of internet, Frequency of online purchase, 

Motivation drives for online purchase 

 

V. RESEARCH HYPOTHESES 

         H1:Demographics Factors Of Consumers Significantly 

Impact The Online Shopping Behavior Of The Consumers. 

 

         H1.1: Age of consumer significantly impacts online 

shopping parameters* of consumer. 

         H1.2: Gender of consumer significantly impacts online 

shopping parameters* of consumer. 

         H1.3: Marital Status of consumer significantly impacts 

online shopping parameters* of consumer. 

         H1.4: Income of consumer significantly impacts online 

shopping parameters *of consumer. 

 

         * Possession of internet, Frequency of online purchase, 

Motivation drives for online purchase 

 

VI. RESEARCH METHODOLOGY 

Methods of data collection 

         A combination of Interview method and Questionnaire 

method is used to collect data from the respondents. 

 

Sample Design 

         Under sample design the method of Random Sampling is 

been used to collect data from the respondents. 

 

Sample Size 

         Sizes of 70 respondents are taken for the collection of the 

data. 

 

Data Analysis and Interpretation 

         In data analysis and interpretation method of “ANOVA” is 

used to analyze the data. 

 

VII. HYPOTHESES TESTING 

         H1.1: Age of consumer significantly impacts on 

possession of internet connection of consumers. 
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CONSUMERS’ RESPONSE VARIATIONS FOR ONLINE BEHAVIOR * ACROSS DIFFERENT AGE GROUPS 

(* Possession of internet, Frequency of online purchase, Motivation drives for online purchase) 

 

Dependent 

variables 

 

 

Mean 

 

 

Std. Deviation F-Value Sig. 

Possession of 

internet 
1.11 .320 7.125 .000 

Frequency of 

online purchase 
3.41 .577 4.561 .006 

Motivation 

drives for online 

purchase  

2.23 1.024 1.493 .225 

 

         The results show that Age as one of the variables of 

demographics factor does impact Possession of internet and 

Frequency of online purchase online shopping behavior of 

consumers. 

 

CONSUMERS’ RESPONSE VARIATIONS FOR ONLINE BEHAVIOR * ACROSS DIFFERENT Gender GROUPS 

(* Possession of internet, Frequency of online purchase, Motivation drives for online purchase) 

 

Dependent 

variables 

 

 

Mean 

 

 

Std. Deviation F-Value Sig. 

Possession of 

internet 
1.11 .320 7.125 .000 

Frequency of 

online purchase 
3.41 .577 4.561 .006 

Motivation 

drives for online 

purchase  

2.23 1.024 1.493 .225 

 

 

         The results show that Gender as one of the variables of 

demographics factor does impact Possession of internet and 

Frequency of online purchase of consumers. The result may be 

documented to the reason that females are more impulsive buyers 

as compared to  males and are more likely to be attracted towards 

the promotional schemes offered by the online retailers and 

therefore gender has a significant impact on frequently of on-line 

shopping. Rising Working woman concept has also enhanced  it. 

Females also believe in status quo and emulate others in 

shopping. 

 

 

CONSUMERS’ RESPONSE VARIATIONS FOR ONLINE BEHAVIOR * ACROSS DIFFERENT INCOME GROUPS 

(* Possession of internet, Frequency of online purchase, Motivation drives for online purchase) 

 

Dependent 

variables 

 

 

Mean 

 

 

Std. Deviation F-Value Sig. 

Possession of 

internet 
1.11 .320 2.927 .027 

Frequency of 

online purchase 
3.41 .577 5.397 .001 

Motivation 

drives for online 

purchase  

2.23 1.024 1.056 .386 

 

         The results show that Income as one of the variables of 

demographics factor has a significant impact on  impact 

Frequency of online purchase of consumers.  Research studies 

by Sultan and Henrichs in 2000 concluded  that the consumer’s 

motivation to and inclination for using the Internet as his or her 

shopping intermediate was positively allied to income the 

identical is being supported by this study.  
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CONSUMERS’ RESPONSE VARIATIONS FOR ONLINE BEHAVIOR * ACROSS DIFFERENT OCCUPATION GROUPS 

(* Possession of internet, Frequency of online purchase, Motivation drives for online purchase) 

 

Dependent 

variables 

 

 

Mean 

 

 

Std. Deviation F-Value Sig. 

Possession of 

internet 
1.11 .320 2.291 .069 

Frequency of 

online purchase 
3.41 .577 2.482 .052 

Motivation 

drives for online 

purchase  

2.23 1.024 1.025 .401 

 

         The results show that occupation  as one of the variables of 

demographics factor does not have any  significant impact on 

any of the variable taken for study . 

 

VIII. CONCLUSSION 

         The ANOVA results for consumers’ response across 

different demographics factors shows that gender does impact 

Possession of internet and Frequency of online purchase of 

consumer’s occupation is a demographic variable which does not 

impact any of the variable under study. The overall results prove 

that the respondents have perceived online shopping in a positive 

manner. This clearly justifies the project growth of online 

shopping .  The frequency of online shopping is relatively less in 

the country. Online shopping organizations can apply the 

relevant variables and factors, identified from the research , to 

create their strategies and tactics. The organizations can prioritize 

the consumer inherent and unequivocal requirements in online 

shopping environment. The results can also be used by various 

organizations to identify their target customer segments. 

 

IX. SUGGESTIONS 

         The results of the study can be utilized by practitioners in 

relooking or revamping their strategies for online shopping. 

Online websites should concentrate more  to the female segments 

as results prove that females shop more in online shopping as 

compared to men. So companies should devise the policies and 

strategies to magnetize more number of people in this segment in 

future also. Online retailers should also look into the prospect of 

call centers which could guarantee that the customer get a chance 

to officially interact with the other party before the actual 

purchase.. It includes the random sample of individuals from 

Navi Mumbai . This study finds agreement amongst variety by 

including people of different age ,income ,occupation gender 

segments . 
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