
VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],  
The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 
Circulated all over the world & Google has verified that scholars of more than 4064 Cities in 176 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. SHG BANK LINKAGE PROGRAMME: A PROGRESSIVE OUT LOOK OF SELECTIVE COMMERCIAL BANKS IN 

ANDHRA PRADESH 

O. MOHAMMAD RAFEE & DR. P. MOHAN REDDY 

1 

2. A STUDY ON CONSUMER BEHAVIOUR TOWARDS INTERNATIONAL BRAND OF HOME APPLIANCES AT 

VELLORE CITY 

N.DEEPA & DR. M. MURUGAN 

9 

3. AN ANALYTICAL STUDY OF FUND BASED INCOME OF SELECTED PUBLIC SECTOR & PRIVATE SECTOR 

BANKS IN INDIA 

ALPA JOSHI & DR. VIJAY VYAS 

12 

4. FINANCIAL ANALYSIS OF INDIAN RAILWAYS: A REVIEW 

ASMA KHAN, NAWAB ALI KHAN & ZIAUDDIN KHAIROOWALA 
16 

5. LOCATION BASE ADVERTISING: ADVERTISEMENTS WITH YOUR FOOTSTEP 

DR. SHWETA GUPTA 
21 

6. HUMAN RESOURCE DEVELOPMENT CLIMATE: A STUDY OF VISAKHAPATNAM PORT TRUST 

DR. JUPUDI.PRAKASH 
23 

7. CORPORATE SOCIAL RESPONSIBILITY: A CASE STUDY OF OLD AND NEW PRIVATE SECTOR BANKS IN 

INDIA 

NEENA KHANDELWAL & DR. RAJEEV SHARMA 

30 

8. A STUDY ON MARKETING OF FERTILIZERS IN TIRUVARUR DISTRICT, TAMIL NADU 

DR. C. PRAKASH & DR. C. KUMARAN 
34 

9. RELATIONSHIP BETWEEN EFFICIENT CASH MANAGEMENT AND PROFITABILITY OF SMALL SIZED 

ENTERPRISES IN KISUMU COUNTY, KENYA 

JOANES OTIENO WU’ADONGO OFWA, ARVINLUCY AKINYI ONDITI, PATRICK BONIFACE OJERA & JARED 

OTIENO ANYAGO 

36 

10. PROSPECTS OF BASEL III NORMS FOR INDIAN BANKING SECTOR: A CASE STUDY OF SBI 

NEHA THAKUR & REKHA SHARMA 
40 

11. HUMAN RESOURCE ISSUES IN INTERNATIONAL BUSINESS AND MANAGEMENT: A REVIEW 

DEEPTI SEHGAL 
45 

12. IFRS: PROSPECT AND PROBLEM IN INDIA 

TARUNLATA 
48 

13. A SCIENTIFIC APPROACH USING FUZZY LOGIC IN OPERATIONS MANAGEMENT 

B. V. MANIKANTA, S. RANJETH KUMAR & O. SIVAREDDY 
50 

14. ONLINE SHOPPING CATCHING UP FAST WITH THE TREND- CHHATTISGARH CONTEXT 

DR. B. B. PANDEY, PRATIBHA BARIK & VANDANA SONI 
53 

15. ANALYSIS OF FACTORS AFFECTING UNDERPRICING STOCK IN INITIAL PUBLIC OFFERING IN INDONESIA 

STOCK EXCHANGE 

MOHAMAD ADAM, SAMADI W BAKAR & ANISA MINARNI 

58 

16. RETHINKING ON MAHABHARATA: MAHABHARATA AND MANAGEMENT 

VIKAS KUMAR CHHAJED 
63 

17. PEOPLE’S ATTITUDE TOWARDS TOURISM DEVELOPMENT IN BODHGAYA, BIHAR 

RABI SHANKAR 
66 

18. VOLATILITY SPILLOVER ACROSS MAJOR EQUITY MARKETS: A CRITICAL REVIEW OF LITERATURE 

PARDEEP SINGH, ARNAV KUMAR & DEEPAK 
68 

19. MUNICIPAL BONDS AS AN OPTIMISTIC APPROACH FOR FINANCING URBAN INFRASTRUCTURE IN 

INDIA 

SARITA BELE & SANDHYA BELE 

73 

20. E-BANKING: BOON TO FINANCIAL MARKET WITH CHALLENGES OF INSECURITY 

VANDANA BALA 
76 

 REQUEST FOR FEEDBACK & DISCLAIMER 80 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

FormerVice-President, Dadri Education Society, Charkhi Dadri 

FormerPresident, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

CO-ORDINATOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 
 

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity 

University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

DR. JASVEEN KAUR 
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar 

 

TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic 

Science; Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information 

Systems; Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non 

Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural 

Economics; Co-operation; Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business 

Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour 

Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management Information Systems (MIS); 

Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; 

Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office 

Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; 

Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials 

Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; 

Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); 

Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete 

Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical 

Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; 

Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word 

format after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking 

the link online submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject:  SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Education/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it under review 

for publication elsewhere. 

I affirm that all the authors have seen and agreed to the submitted version of the manuscript and their inclusion of names as co-authors. 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our contribution in any of 

your journals. 

NAME OF CORRESPONDING AUTHOR     : 

Designation       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

WhatsApp or Viber is active on your above noted Mobile Number (Yes/No)  : 

Landline Number (s) with country ISD code    : 

E-mail Address      : 

Alternate E-mail Address      : 

Nationality        : 

 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from the 

covering letter, inside the manuscript. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission of 

manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and cover page of the manuscript, in the 

manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email address should 

be in italic & 11-point Calibri Font. It must be centered underneath the title. 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, results & 

conclusion in a single para. Abbreviations must be mentioned in full. 

6. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aeaweb.org/econlit/jelCodes.php 

7. KEYWORDS: JEL Code must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by commas and full 

stops at the end. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and single 

column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every page. It should be 

free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

9. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

12. FIGURES & TABLES: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources of data 

should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parentheses, horizontally centered with equation/formulae number placed at the right. The 

equation editor provided with standard versions of Microsoft Word should be utilized. If any other equation editor is utilized, author must confirm that these equations 

may be viewed and edited in versions of Microsoft Office that do not have the editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined on first use in each section: Reserve 

Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation of 

manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure that everything that you are including in the reference section is cited 

in the paper. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working papers, 

unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses. 

• Headers, footers, endnotes and footnotes may not be used in the document, but in short succinct notes making a specific point, may be placed in number orders following 

the references. 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & Nicholas 

Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, Vol. 21, No. 

1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 

 

 



VOLUME NO. 6 (2015), ISSUE NO. 04 (APRIL)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

53

ONLINE SHOPPING CATCHING UP FAST WITH THE TREND- CHHATTISGARH CONTEXT 
 

DR. B. B. PANDEY 

ASST. PROFESSOR 

DEPARTMENT OF MANAGEMENT STUDIES 

GURU GHASIDAS VISHWAVIDYALA 

CHHATTISGARH 

 

PRATIBHA BARIK 

RESEARCH SCHOLAR 

GURU GHASIDAS VISHWAVIDYALA 

CHHATTISGARH 

 

VANDANA SONI 

RESEARCH SCHOLAR 

GURU GHASIDAS VISHWAVIDYALA 

CHHATTISGARH 

 

ABSTRACT 
Internet penetration in India is fast catching up with the trend as of easy payment modes, vast use of internet and growing technology. At present the new 

business models are more focusing on e-retailing and are providing exciting services to their e-customers. In this decade of fast growing technology people is 

more access to internet to get updated. Due to which e-shopping has increased drastically. In this busy life consumers feel more convenient to buy things from 

online rather than from the traditional market. As in a single finger click shoppers can buy any product online within a minute. Due to its simple and secure 

process it’s beneficial for both customers and merchants. But the Indian internet retail market is far behind its expected potentials.  Online shopping is not only 

budding up in entire India, but its emerging rapidly in Chhattisgarh State. The aim of this research is to know the catching up trend of e-shopping on e-customer’s 

both male and female (Professionals, businessmen’s, housewives and students). The study is done in three Districts of Rajnandgaon, Raipur and Bilaspur. The 

study will attempt to focus mostly on the group which prefer to do online shopping and its buying behavior with respect to the products they like to purchase 

more and the factors motivating them. The outcomes are expected to hold value to the e-customers and even to internet retailers. Overall this study seeks to 

provide the prolific prospect for online shopping in Chhattisgarh State. 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 e- shopping. 

 

KEYWORDS 
Consumers, e-shopping, internet. 

 

INTRODUCTION 
n the year 1999-2000 internet boomed and it increased the popularity of on-line shopping. The concept of online shopping developed gradually after the 

launch of the World Wide Web. Online shopping was invented and pioneered by Michael Aldrich in UK in 1979.Charles Stack was the first person to create 

an online book store in 1992. Today due to vast use of internet in India the online shopping is increasing widely. E-shopping is much more convenient and 

easier than traditional shopping. Today we can purchase electronic items, books, grocery, clothes, jewellery, footwear’s, tickets and everything on a single finger 

click. Consumers want good quality and quantity of product which they have ordered within the time frame and to be billed properly.  

In India online shopping Industry is growing rapidly and scope for its growth is exponential. India’s e-commerce market rose 88% in 2013 to $ 16 billion, riding on 

booming online retail trends and defying slower economic growth and spiraling inflation, Survey by industry in ASSOCHAM. According to a survey conducted by 

IMRB International and IAMAI, there was an estimate of 137 million internet users in the country as of June 2012. Out of which 99 million were from urban parts 

of the country and 38 million were from rural India. Today newly established, large and small scale businesses are using the internet as a medium of sales for 

their products and services. Now a days it’s very easy for everyone to accessing internet through their mobile, laptop, tab etc. However online shopping are not 

only affected by ease of use, usefulness and enjoyment, but its affected by other factors like previous online shopping experience, faith on online shopping, 

consumer’s individuality, less price than the local market and attracted by advertisement. Therefore to know the awareness of online shopping, who are the 

influenced customers, what are the factor affecting them, is studied through this research. This study is done in Chhattisgarh region as online shopping holds a 

great potential here. The aim of the study is to improve the understanding of online consumer behavior by investigating various factors affecting intention to 

purchase online. 

For businesses, the key to survival in the future depends on how well they can integrate this medium in their business models. It was bit like Hanryford’s famous 

quote about the model T Ford: “the customer can have any color he wants, as long as it’s black.” Today’s customer is a different kettle of fish. The disposable 

income of the middle class is rising and the emphasis is more on spending than saving. As truly stated “Customer is the King today”, the concept of on-line 

shopping will not materialize if the customers are not benefited But the biggest disadvantage is that there is no “touch and feel factor” involved in on-line 

shopping. Apart from item/product cost, transaction cost is also very important. Other important issue is that one of the major options to purchase from 

Internet is through credit cards. However, it is quite possible that customers may fall victim due to security and privacy problems on the Internet. 

 

OBJECTIVES OF THE STUDY 
1- To study the factors affecting the perception of online customers 

2- To study the demographic profile of e-customers 

 

LITERATURE REVIEW 
Online shopping holds a great potential for youth marketers. According to Verchopoulos et.al (2001) youth are the main buyers who used to buy products 

through online. By Ranganthan and Ganapathy (2002) found four key dimensions of online shopping namely web sites, information content, design, security and 

privacy. He concluded that security and privacy have greater impact on the purchase intent of online buyers. 

I 
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Burke et al., (2002); Relevant exogenous factors in this context are “consumer traits”, “situational factors” “ product characteristics” “ previous online shopping 

experience” and “ trust in online shopping”. All these factors effecting consumer’s perception together provide a framework for understanding consumer’s 

intention to shop on the internet. 

Menon and Khan, 2002; Mathwick et al., 2001; says that if consumers enjoy their online shopping experience, they have a more positive attitude toward online 

shopping and are more likely to adopt the internet as shopping medium. In our framework, we identify three latent dimensions of “enjoyment” construct, 

including “escapism”, “pleasure”, and “arousal”.  

According to jun et al. (2004) online consumers apparently want to receive the right quality and right quantity of items that they have ordered within the time 

frame, promised by the retailers and they expect to be billed accurately.  

Younger consumers searched for more products online and they were more likely to agree that online shopping was more convenient by Sorce et al. (2005). 

Research summarized by Emarketer (2005) showed that the internet applied a bigger influence than for offline media for electronics compared to that for offline 

media for electronics compared to that clothing, beauty or home improvement as would be expected. Internet marketing has changed the way people buy and 

sell good and service. It had added lot of convenience and easy to the whole process of buying. Internet buying prevalence is highest in the United States, where 

93% of internet users have bought on-line (Business Software Association, 2002) and it is growing rapidly in India as well (www.ebay.com). 

Gehrt et al.(2007) identified seven shopping orientation they are recreation, novelty, impulse purchase, quality, brand, price and convenience. Of all the seven 

shopping orientations, impulse purchase orientation, quality orientation and brand orientation were perceived as more important from web retailer perspective 

and often investigated together (Ling et al., 2010) 

Younger people are more ready to embrace innovative technology compared to the older group. The early adopters of internet technology are typically younger 

in age primarily on account of its utilitarian and hedonistic benefits (Bordeaux et al., 2002).It is also found that the younger generation is less concerned about 

the security and reliability aspects of internet technology ( Fogg et al., 2000). Computers intimidate many elderly (Eastman and Iyer, 2004) leading to reduced 

internet activities amongst older population. 

 

SCOPE OF THE STUDY 
1- To determine which factors influence online shopping 

2- To know the refraining factors distracting e-shopping  

3- To know which gender is more fascinated towards e-shopping 

4- To analyze the best features necessary for e-shopping 

 

RESEARCH METHODOLOGY 
Both primary and secondary data has been collected for the study. A structured questionnaire is designed to collect the primary data and secondary data has 

been taken from research papers, articles in Newspapers, journals, magazines and websites. The questionnaire has been divided into two parts, the first part 

deals with the demographic details of the potential respondents including age group, education level, income, and number of hours internet use in a day and 

second part contains statements covering independent and dependent variables of the study. Each statement has been scaled into five points Likert scale with 

“strongly disagree -1” to “strongly agree-5 

SAMPLE DESIGN 

Both male and female consumers are selected for the research. The total sample sizes of respondents are 100 i.e.54 male (students, businessmen and service 

class) and 46 female (students, service class and housewives) 

 

RESULTS AND DISCUSSIONS 
1- H1: OFFERS AND DISCOUNTS ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 
 

TABLE 1: OFFERS AND DISCOUNTS 

 AGE TOTAL 9 DEGREE OF FREEDOM 

20-25 YRS 25-30 YRS 35-40 YRS ABOVE 40 YRS 

 STRONGLY DISAGREE .0% .0% 5.3% .0% 1.0% CHI-SQUARE VALUE 

12.582 NEUTRAL 3.7% .0% .0% .0% 2.0% 

AGREE 42.6% 33.3% 52.6% .0% 40.0% ASYMP. SIG. 

(2-SIDED)= .182 STRONGLY AGREE 53.7% 66.7% 42.1% 100.0% 57.0% 

TOTAL 100.0% 100.0% 100.0% 100.0% 100.0% 

Table value of chi-square for 9 d.f at 5% level of significant is 16.919. So the calculated value of chi-square is less than the table value, so we accept null 

hypothesis. Thus offers and discounts are significantly independent of age group. All the age groups of customers are attracted towards the offers and discounts. 

2- H2:TIME SAVING BY e-SHOPPING ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 
 

TABLE 2: TIME SAVING BY E-SHOPPING 

 AGE TOTAL 9 DEGREE OF 

FREEDOM 20-25 YRS 25-30 YRS 35-40 YRS ABOVE 40 YRS 

 DISSAGREE 3.7% .0% 5.3% .0% 3.0% CHI-SQUARE 

VALUE-9.688 NEUTRAL 7.4% 9.5% 10.5% .0% 8.0% 

AGREE 63.0% 38.1% 68.4% 50.0% 58.0% ASYMP. SIG. 

(2-SIDED)- .376 STRONGLY AGREE 25.9% 52.4% 15.8% 50.0% 31.0% 

TOTAL 100.0% 100.0% 100.0% 100.0% 100.0% 

 

The table value of chi-square for 9 degree of freedom at 5% level of significance is 16.919. The calculated value of chi-square is less than the table value. So we 

accept the null hypothesis Time saving are significantly independent of age group. Thus for every age group time is a precious factor, which drive them towards 

e-shopping. 

3- H3: COST FACTOR ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 
 

TABLE 3: COST FACTOR 

 AGE Total 12 Degree of freedom 

20-25 YRS 25-30 YRS 35-40 YRS ABOVE 40 YRS 

STRONGLY DISAGREE 0.0% 0.0% 5.3% 0.0% 1.0% Chi-square vaue17.946 

DISSAGREE 5.6% 0.0% 10.5% 0.0% 5.0% 

NEUTRAL 16.7% 19.0% 5.3% 0.0% 14.0% Asymp. Sig. (2-sided)-.117 

AGREE 35.2% 23.8% 52.6% 83.3% 39.0% 

STRONGLY AGREE 42.6% 57.1% 26.3% 16.7% 41.0% 

Total 100.0% 100.0% 100.0% 100.0% 100.0%  
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The above table shows that the calculated value of chi-square is more than the table value (16.919) of chi-square for 9 d.f at 5% level of significance. Reject null 

hypothesis. and accept the alternative hypothesis i.e. Cost factor are significantly not independent of age group. Hence it can be describe that people of 25-30 

age group are more influence by cost factor than people of other age group. 

4-  H4: GOODS AND SERVICES ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 

The calculated value of chi-square is 11.427, whereas the table value of chi-square for 9 df at 5% level of significance is 16.919. Hence we accept the null 

hypothesis. Thus good services like delivery on time, cash on delivery etc attract each group. 

 

TABLE 4: GOODS AND SERVICES 

 AGE Total 9 Degree of freedom 

20-25 YRS 25-30 YRS 35-40 YRS ABOVE 40 YRS 

 DISSAGREE .0% .0% 5.3% .0% 1.0% Chi-square value-11.427 

NEUTRAL 20.4% 23.8% 42.1% .0% 24.0% 

AGREE 72.2% 71.4% 47.4% 100.0% 69.0% Asymp. Sig. 

(2-sided)-.248 STRONGLY AGREE 7.4% 4.8% 5.3% .0% 6.0% 

Total 100.0% 100.0% 100.0% 100.0% 100.0% 

5- H5: AD AND MOUTH PUBLICITY ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 

 

TABLE 5: AD AND MOUTH PUBLICITY 

 AGE Total 9 degree 

of freedom 20-25 YRS 25-30 YRS 35-40 YRS ABOVE 40 YRS 

 DISSAGREE 3.7% .0% .0% 16.7% 3.0% Chi-square value-22.570
a
 

NEUTRAL 7.4% 14.3% 10.5% .0% 9.0% 

AGREE 46.3% 47.6% 89.5% 16.7% 53.0% Asymp. Sig. 

(2-sided)-.007 STRONGLY AGREE 42.6% 38.1% .0% 66.7% 35.0% 

Total  100.0% 100.0% 100.0% 100.0% 100.0% 

The above analysis shows that the calculated value of chi-square is more than the table value of chi-square at 5% level for 9df that’s 16.919, so we reject the null 

hypothesis. Advertisements and mouth publicity are not independent of age groups. Thus it can be said that age group of 20-25yrs are highly influenced by the 

advertisements of e-shoppers, whereas others are less affected. As of today the media plays a very strong role in the promotion of each and every product or 

services. 

6- H6:  WIDE VARIETIES OF PRODUCT AND INFORMATION ARE SIGNIFICANTLY NOT INDEPENDENT OF AGE GROUP 

 

TABLE 6: WIDE VARIETY OF PRODUCT AND INFORMATION 

 

AGE 

Total 

9 Degree of Freedom 

20-25 

YRS 

25-30 

YRS 

35-40 

YRS 

ABOVE 40 

YRS 

    DISSAGREE 3.7% 4.8% 15.8% .0% 6.0% Chi-square value-

14.160
a
   NEUTRAL 40.7% 28.6% 47.4% 16.7% 38.0% 

  AGREE 42.6% 66.7% 31.6% 83.3% 48.0% Asymp. Sig. (2-sided)- 

.117  STRONGLY AGREE  13.0% .0% 5.3% .0% 8.0% 

Total  100.0% 100.0% 100.0% 100.0% 100.0%  

The above table shows that the calculated value of chi-square is less than the table value(16.919) of chi-square for 9 d.f at 5% level of significance. Accept null 

hypothesis. Hence it can be describe that people of all the age group  are affected by the factor that e-shopping sites provide ample variety of product options 

and information about it.  

7-  H7: CORRELATION BETWEEN INTERNET USE AND INTERNET SHOPPING IN YEAR 

 

TABLE 7: CORRELATION BETWEEN INTERNET USE AND INTERNET SHOPPING IN YEAR 

 i t 

I  Use of Internet Pearson Correlation 1 .246
*
 

Sig. (2-tailed)  .014 

N 100 100 

t- No. of time purchasing in a year Pearson Correlation .246
*
 1 

Sig. (2-tailed) .014  

N 100 100 

* Correlation is significant at the 0.05 level (2-tailed). 

As the r value is 0.246 hence there is positive relationship between daily use of internet and no of times online shopping done by e-customers. 

8-  H8: FEMALES ARE MORE FASCINATED TOWARDS E-SHOPPING THAN MALE 

 

TABLE 8: FEMALES ARE MORE FASCINATED TOWARDS E-SHOPPING THAN MALE 

 Sum of Squares df Mean Square F Sig. 

Between Groups .217 1 .217 1.004 .319 

Within Groups 21.143 98 .216   

Total 21.360 99    

The table value of F at 5% level of significance for v1=98 and v2 = 1 as 3.92,Since the calculated value of F is 1.004, which is less than the table value so the F 

ratio is insignificant at 5% level of significance . Hence we accept the null hypothesis and conclude that the male are more fascinated towards e-shopping. 

9- FACTORS REFRAINING THE CUSTOMERS FROM E-SHOPPING 
 

TABLE 9: REFRAINING FACTORS 

 Frequency Percent Valid Percent Cumulative Percent 

Valid DISSAGREE 3 1.5 3.0 3.0 

NEUTRAL 46 23.1 46.0 49.0 

AGREE 49 24.6 49.0 98.0 

STRONGLY AGREE 2 1.0 2.0 100.0 

Total 100 50.3 100.0  
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The above table shows that 49% and 46% of the respondents are neutral and agree respectively that it certain factors exisit that refrain the customers from e

shopping like: necessity of having bank account, can’t touch the product, not able to return the product, delay in delivery e

10- APPLICATION OF SUITABLE LEGISLATION TO MONITOR AN

As the analysis show that respondent are in favour of application of suitable legislation to monitor and regulate online busi

 

TABLE 10: SUITABLE LEGISLATION

 

Valid STRONGLY DISAGREE

DISSAGREE 

NEUTRAL 

AGREE 

STRONGLY AGREE

Total 

 

11- FEATURES NECESSARY FOR E-SHOPPING  

The above fig.1 shows that multiple payment gateways and customer friendly are the most necessary features needed by 

and secure checkout, credibility and attractive web design motivate the customers for e

 

CONCLUSION AND SUGGESTIONS 
The above study reveal’s online shopping saves time and cost of the customer. The discount an

of wide varieties of products in single window attract the e

navigation Search function plays a key role in catching the attention of customer As today the customers are more access to internet which is motivating them to

have online purchase. Further the research shows that males are more ahead in e

online retailers are more indulge into promotional activities. All this development of e

focus that shoes, clothes, railway, airplane and movie tickets are the m

online shopping. As the trends of online shopping are rapidly growing 

With the view of respondent obtained regarding the popularity of e

spearheading the conversion of offline shoppers into online bargain hunters Also its easy transaction option and availability

as a best option among e-customers. As per the report by “The Hindu” 

comfort of shopping online. The customers prefer multiple payment gateway and c

harmful for the retailers so a suitable legislation to regulate and monitor online business and illegal trade practice of e

As per the study it was found that all the age group of male customers are mostly fascinated for online shopping as they are diverted towards the new

technology and want to get globalized. The research reveals that there is high potential of online shopping in Chhattisgarh. 

The news of irregular trading and deficiency of service by e

Though as per the Times of India, India stands world’s third largest population of internet user

knowledge of customers and poor network connection it is not possible to connect for online shopping. However it was explore 

still standing in queue for railway tickets, movies ticket etc. Recently, The Government of India decided to connect every village with broad band intern

connection and the telecommunication companies are also working to reach for the remote areas so Chhattisgarh will also rapid

advanced sector for telecommunication.  

As the program is getting success only in urban areas as people are technology skilled and having internet connections, but f

Government of Chhattisgarh have to try to implement program in untouched areas. But to make it successful computer literacy, a broadband connection, 

internet connection and telecommunication is must. 

 

LIMITATIONS 
1- As personal view of respondent’s towards online shopping was unidentified on

social networking and personal approach. 

2- Survey was done only in three districts, other district and rural area is not covered due to the limitations of time and cost

3- All factors that affect online shopping behaviors are not examined only few factor are examined, due to time constrain.

4- Data of the age group between 30-35 years has not been collected.
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the respondents are neutral and agree respectively that it certain factors exisit that refrain the customers from e

shopping like: necessity of having bank account, can’t touch the product, not able to return the product, delay in delivery e

LATION TO MONITOR AND REGULATE ONLINE BUSINESS ILLEGAL PRACTICE OF E-

As the analysis show that respondent are in favour of application of suitable legislation to monitor and regulate online busi

SUITABLE LEGISLATION TO MONITOR AND REGULATE ONLINE BUSINESS

Frequency Percent Valid Percent Cumulative Percent

STRONGLY DISAGREE 4 2.0 4.0 4.0 

 4 2.0 4.0 8.0 

14 7.0 14.0 22.0 

38 19.1 38.0 60.0 

AGREE 40 20.1 40.0 100.0 

100 50.3 100.0  

FIG. 1: FEATURES NECESSARY FOR E-SHOPPING 

The above fig.1 shows that multiple payment gateways and customer friendly are the most necessary features needed by 

and secure checkout, credibility and attractive web design motivate the customers for e-shopping. 

The above study reveal’s online shopping saves time and cost of the customer. The discount and offers, ad and mouth publicity , home delivery, and availability 

of wide varieties of products in single window attract the e-shoppers. The services provided by online retailer their search function, download speed and 

key role in catching the attention of customer As today the customers are more access to internet which is motivating them to

have online purchase. Further the research shows that males are more ahead in e-shopping as compare to female customers. In order 

online retailers are more indulge into promotional activities. All this development of e-commerce is possible today because of the updated technology. Study 

focus that shoes, clothes, railway, airplane and movie tickets are the most preferred items. It was also found that mobile is playing a vital role for developing 

online shopping. As the trends of online shopping are rapidly growing  

With the view of respondent obtained regarding the popularity of e-porters flipkart was found to be the most popular among e

spearheading the conversion of offline shoppers into online bargain hunters Also its easy transaction option and availability

rs. As per the report by “The Hindu” Flipkart, this means the unlocking of a vast audience waiting to experience the joys and 

comfort of shopping online. The customers prefer multiple payment gateway and customer friendly portal As the customers agree that e

harmful for the retailers so a suitable legislation to regulate and monitor online business and illegal trade practice of e-commerce should be implemented.  

found that all the age group of male customers are mostly fascinated for online shopping as they are diverted towards the new

technology and want to get globalized. The research reveals that there is high potential of online shopping in Chhattisgarh. 

The news of irregular trading and deficiency of service by e-retailers was also on highlights by the Newspapers and other media.

Though as per the Times of India, India stands world’s third largest population of internet users.  But still in rural areas of Chhattisgarh due to limited internet 

knowledge of customers and poor network connection it is not possible to connect for online shopping. However it was explore 

railway tickets, movies ticket etc. Recently, The Government of India decided to connect every village with broad band intern

connection and the telecommunication companies are also working to reach for the remote areas so Chhattisgarh will also rapid

As the program is getting success only in urban areas as people are technology skilled and having internet connections, but f

o try to implement program in untouched areas. But to make it successful computer literacy, a broadband connection, 

As personal view of respondent’s towards online shopping was unidentified only data through questionnaire survey has been conducted using e

Survey was done only in three districts, other district and rural area is not covered due to the limitations of time and cost

ffect online shopping behaviors are not examined only few factor are examined, due to time constrain.

35 years has not been collected. 
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the respondents are neutral and agree respectively that it certain factors exisit that refrain the customers from e-

shopping like: necessity of having bank account, can’t touch the product, not able to return the product, delay in delivery etc,. 

-COMMERCE 

As the analysis show that respondent are in favour of application of suitable legislation to monitor and regulate online business illegal practice of e-commerce. 

ATE ONLINE BUSINESS 

Cumulative Percent 

 
The above fig.1 shows that multiple payment gateways and customer friendly are the most necessary features needed by e-customers. Apart from this privacy 

d offers, ad and mouth publicity , home delivery, and availability 

shoppers. The services provided by online retailer their search function, download speed and 

key role in catching the attention of customer As today the customers are more access to internet which is motivating them to 

shopping as compare to female customers. In order to increase their sale the 

commerce is possible today because of the updated technology. Study 

ost preferred items. It was also found that mobile is playing a vital role for developing 

o be the most popular among e-shoppers. As its popularity is 

spearheading the conversion of offline shoppers into online bargain hunters Also its easy transaction option and availability of wide variety of products added it 

, this means the unlocking of a vast audience waiting to experience the joys and 

ustomer friendly portal As the customers agree that e-shopping can be 

commerce should be implemented.   

found that all the age group of male customers are mostly fascinated for online shopping as they are diverted towards the new 

technology and want to get globalized. The research reveals that there is high potential of online shopping in Chhattisgarh. As it can be a big emerging sector. 

retailers was also on highlights by the Newspapers and other media. 
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railway tickets, movies ticket etc. Recently, The Government of India decided to connect every village with broad band internet 

connection and the telecommunication companies are also working to reach for the remote areas so Chhattisgarh will also rapidly develop as one of the 

As the program is getting success only in urban areas as people are technology skilled and having internet connections, but fail to reach in rural areas  So the 
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