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AN EMPIRICAL STUDY ON CONSUMERS BUYING BEHAVIOUR TOWARDS ONLINE SHOPPING

D. CHARUMATHI
RESEARCH SCHOLAR
BHARATHIAR UNIVERSITY
COIMBATORE

Dr. S. SHEELA RANI
DIRECTOR
JAYA COLLEGE
CHENNAI

ABSTRACT
The change in technological area all over the world has changed the concept of information and communication. The use of internet for commercial purposes gave
rise to the existence of the electronic commerce (e-commerce) phenomenon. Online shopping or e-shopping is a form of electronic commerce which allows con-
sumers to directly buy goods or services from a seller over the Internet using a web browser. The study focuses on consumers buying behavior towards online
shopping. Questionnaire was used to collect the primary data. The sample size of the study was 125 and the sample design adopted was convenience sampling.
This paper tried to find out the impact of online market towards purchase behaviour of consumers and gives suggestions to improve the same.

KEYWORDS

online shopping, consumers, e-marketing, internet marketing.

INTRODUCTION
nternet has become increasingly important as a marketing tool in recent years. It brings opportunities for retailers to sell and communicate with their cus-
z’tomers by an interactive and flexible medium. An online platform in businesses enables to promote products and services and ensure good customer service
by enabling businesses to deal directly and reach out to a wider market. The use of the Internet as a marketing tool in business industry offers great benefits.
The benefits include communication, transaction and distribution channel functions. A website plays a vital role in business marketing strategy as a channel for
providing information about products and services. The quality of presentation and usefulness of the business content was the major website.
Purchase of products and services on the Internet is known as online shopping. Online shopping has become increasingly popular, due to convenience (and often
lower prices). Especially in the holiday season, online shopping saves an individual the hassle of searching several stores and then waiting in long queues to buy
a particular item. Consumer buying behavior is the sum total of a consumer's attitudes, preferences, intentions, and decisions regarding the consumer's behavior
in the marketplace when purchasing a product or service. The study of consumer behavior draws upon social science disciplines of anthropology, psychology,
sociology, and economics.

OBJECTIVES OF THE STUDY

1. Toidentify the most preferred online shopping sites

2. Tofind out the preferred product for purchase through online shopping
3. Toanalyse the consumer opinion on the risk involved in online shopping.

REVIEW OF LITERATURE

Abhigyan Sarkar (2011) finds that consumers with high hedonic shopping values tend to avoid online shopping. They perceive more risks and lesser benefits in
online shopping. They are likely to avoid online shopping, as they cannot touch the product or interact with the salespeople directly while shopping online. A
customer with high hedonic shopping values tends to prefer direct interaction with the product or salespeople, which become stimuli in creating the hedonic
arousal. It is also reinforced the fact that the customers with high utilitarian shopping values perceive greater benefits in online shopping. Most of the online stores
provide the utilitarian benefits to their customers by saving their time and costs.

Kotler and Armstrong (2012) find that due to technological innovations, the traditional way of shopping has become insufficient for individuals. Individuals now
prefer easy ways to reach brands and stores and it can be said that that 'The Internet has fundamentally changed customer's notions of convenience, speed, price,
product information and service. As a result, it has given marketers a whole new way to create value for customers and build relationships with them.
Balamurugan, Sathish and Sathyanarayanan (2013) identified that most of respondents are satisfied with online shopping. Only few of respondents are not
satisfied with the online shopping. The reason being, the delivery delay and defective products shipped etc. The online retailers should make sure that they deliver
products with quality at the promised time, which will ultimately increase the customer satisfaction.

S.Ranjit Kumar (2013) identified that the relation between education and online purchasing has been positive i.e., highly educated respondents involve more in
online purchases. All age groups prefer 6pm to 9 pm followed by 2pm to 6pm and 9pm to 11 pm for online searching or purchasing of products and services.
Product choice, lowest price and convenience are important features required by the respondents for online shopping.

Blazquez (2014) identifies that hedonic values have significantly higher importance than utilitarian while shopping online. Devinder Pal Singh (2014), state that
hedonic and utilitarian motivations substantially affect online information search and online shopping intention. Even though both utilitarian and hedonic shopping
motivations drive ‘online information search’ and purchase intentions but among these hedonic motivations have emerged as strong predictors.

Florine Scheer (2014) identifies that females and older people have lower intentions to shop online for utilitarian products. Scarpi, Pizzi and Visentin (2014), say
that retailer should strategically choose whether to enhance hedonistic or utilitarian motivations; hedonism and utilitarianism couldn’t be used interchangeable.
Pui-Lai To, E-Ping Sung (2014) indicate that the most frequently mentioned hedonic motivations are pleasure of bargaining, privacy, social, learning trends and
online shopping achievement accordingly. It appears that consumers fully enjoy having the choice to interact with someone (pleasure of bargaining and social) or
not interact with anyone (privacy) on the Internet.

Debansu Chatterjee and Indrajit Ghosal (2015) point that across different demographics factors; gender has impacted possession of internet and frequency of
online purchase of consumers. Ainnecia Yoag and Ruth S. Siganul (2015) state that website content has naturally become one of the most important tissues for
modern retailers to promote their products and services in order to maximize profits in the global competitive market.

RESEARCH METHODOLOGY

The Researcher used Descriptive Research Design in this research. Primary Data’s were collected using questionnaire and Secondary data’s were collected from
journals, books and websites. The collected data were edited, coded, classified and tabulated for analysis. The sampling technique used by the researcher is
convenience sampling. Sample size taken for the study is 125.
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DATA ANALYSIS & INTERPRETATIONS

TABLE 1: RANKING OF PRODUCTS PURCHASED THROUGH ONLINE SHOPPING

Online Products N | Minimum | Maximum | Mean | Rank
Electronic products | 1251 10 354 |1
Clothes 125|1 10 458 |2
Books 125|1 10 512 |4
Musics 125|1 10 485 |3
Cosmetic & Jewellery | 125 | 1 10 546 |6
Gifts 125|1 10 579 |7
Games 125|1 10 6.14 |9
Housewares 125|1 10 6.64 |10
Tickets 125|1 10 5.25 |5
Food 125|1 10 6.01 |8

Source: From Primary data
Result: From the above table it is clear that electronic products rank 1 in online shopping and it is followed by clothes in the 2" rank and Music in the 3™ rank and
houseware products are ranked 10t in online shopping.
TABLE 2: RANKING OF ONLINE SHOPPING SITES

Online Sites N Minimum | Maximum | Mean | Rank
Amazon.in 125 |1 11 3.04 1
Flipkart.com 125 |1 11 326 |2
Snapdeal.com | 1251 11 418 |3
Paytm.com 125 |1 11 518 |5
Ebay.in 125 |1 11 5.09 4
Jabong.com 125 |1 11 6.20 |6
Myntra.com 125 |1 11 6.34 |7
Shopclues.com | 125 | 1 11 7.22 |8
Pepperfry.com | 125 | 1 11 7.48 |10
Goodlife.com | 1251 11 736 |9
Bigbasket.com | 125 | 1 11 8.06 |11

Source: From Primary data
Result: From the above table it is inferred that Amazon.in is ranked 1t in online shopping sites by the respondents followed by Flipkart.com and Snapdeal.com in
the 2" and 3" rank. Bigbasket.com is in the 11* rank in online shopping sites.

TABLE 3: CONSUMERS OPINION ON PRODUCT RISK IN ONLINE SHOPPING

OPINION OF CONSUMERS ON PRODUCT RISK IN ONLINE SHOPPING | MEAN | STD. DEVIATION
I might not get what | ordered through online shopping 3.30 1.253
I might receive malfunctioning merchandise 3.25 1.133
Itis hard to judge the quality of merchandise over Internet 3.39 1.175
| might get damaged product 3.32 1.290
I may not get after sale service 3.35 1.335
Risk involved in exchange of product 3.28 1.324

Source: From Primary data
Result: From the table it is inferred that major risk involved in risk in online shopping is the difficulty to judge the quality of product through internet value with a
mean value of 3.39 followed by difficulty that may involve in availing after sale service with a mean value of 3.35, damaged product with a mean value of 3.32, risk
in not getting the product ordered through online with a mean value of 3.30, risk involved in exchange of product with a mean value of 3.28 and receipt of
malfunctioning merchandise with a mean value.

TABLE 4: DESCRIPTIVE STATISTICS ON CONSUMERS OPINION ON PERCEIVED RISK IN ONLINE SHOPPING

OPINION OF CONSUMERS ON PERCEIVED RISK IN ONLINE SHOPPING MEAN | STD. DEVIATION
| feel that my credit-card details may be compromised and misused if | shop online 3.79 1.056
I might get overcharged if | shop online as the retailer has my credit-card information 3.32 1.126
| feel that my personal information given for transaction to the retailer may be compromised to 3rd party | 3.15 1.280

Source: From Primary data
Result: From the table it is inferred that risk about credit card is the major perceived risk in online shopping with a mean value of 3.79, followed by over change
that may be imposed with a mean value of 3.32 and compromise of person information with third party with a mean value of 3.15.

TABLE 5: DESCRIPTIVE STATISTICS ON CONSUMER OPINION ON CONVENIENCE RISK IN ONLINE SHOPPING

CONSUMER OPINION ON CONVENIENCE RISK IN ONLINE SHOPPING | MEAN | STD. DEVIATION
Finding right product online is difficult 3.55 1.181
If I shop online | cannot wait till the product arrives 3.56 1.086
| cannot get to examine the product when | shop online 3.34 1.310
| feel that it will be difficult settling disputes when | shop online 2.92 1.414
It is not easy to cancel orders when shop online 3.01 1.350
| will have problem in returning product bought online 3.34 1.271

Source: From Primary data
Result: From the table it is inferred that anxiety till the product arrives is an important major factor in convenience risk with a mean value of 3.56 followed by
difficulty in finding right product online with a mean value of 3.55. Other subsequent factors that contribute towards convenience risk in online shopping include
that not possible to examine product in online shopping with a mean value of 3.34, problem encountered in returning the product when purchased through online
with a mean value of 3.34, difficulty to cancel orders when shop online with a mean value of 3.01 and difficulty to settle disputes when shopped online with a
mean value of 2.92.
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TABLE 6: DESCRIPTIVE STATISTICS ON NON-DELIVERY RISK IN ONLINE SHOPPING

OPINION OF CONSUMERS ON NON DELIVERY RISK IN ONLINE SHOPPING MEAN | STD. DEVIATION
I might not receive the product ordered online 3.43 1.032
I do not shop online because of non-availability of reliable & well-equipped shipper | 3.51 1.069

Source: From Primary data
Result: From the table it is inferred that with regard to non -delivery risk, non-availability of reliable & well-equipped shipper is the major factor with a mean value
of 3.51 followed by the fact that they may not receive the product ordered online.

FINDINGS OF THE STUDY

. Electronic products are ranked number 1 in online shopping and it is followed by clothes in the 2" rank and Music in the 3™ rank with regard to the products
purchased through online shopping.

. Amazon.in is ranked 1°t in online shopping sites by the respondents followed by Flipkart.com and Snapdeal.com in the 2" and 3" rank in preferred online
shopping sites.

. Major risk involved in risk in online shopping is the difficulty to judge the quality of product through internet value with a mean value of 3.39 followed by
difficulty that may involve in availing after sale service with a mean value of 3.35

. Risk about credit card is the major perceived risk in online shopping with a mean value of 3.79, followed by overcharge that may be imposed with a mean
value of 3.32.

. Anxiety till the product arrives is an important major factor in convenience risk with a mean value of 3.56 followed by difficulty in finding right product online
with a mean value of 3.55.

. With regard to non -delivery risk, non-availability of reliable & well-equipped shipper is the major factor with a mean value of 3.51.

DISCUSSIONS AND IMPLICATIONS

Online retailing is a growing in a phenomenon way worldwide. Many studies have been conducted by various research scholars and academicians at national level
and global level by exploring various factors that affect buying behaviour of online consumers. Findings in this study contribute to understanding the concept of
online shopping and the risk that influences on customers’ purchase behaviour. The findings can help managers better understand how customers evaluate online
shopping risk and how they are performing on different dimensions to identify possible areas that need improvement. Hence this platform provides managers
with an opportunity to create better impressions that may convey service quality of online shopping to customers. Managers spend time, effort and often finances
in designing the interiors of their physical stores, the online managers should also give importance to good interior design even for their online stores.

REFERENCES

1.  Abhigyan Sarkar (2011). Impact of Utilitarian and Hedonic Shopping Values on Individual’s Perceived Benefits and Risks in Online Shopping - International
Management Review Vol. 7 No. 1

2. Ainnecia Yoag and Ruth S. Siganul (2015). Internet Use as a Marketing Tool by Retailers: An Exploratory Study in Labuan, Malaysia - American Journal of
Economics, Vol 5(2): 264-268.

3. Balamurugan, Sathish and Sathyanarayanan (2013). Consumer Behavior towards Online Shopping - A Study with reference to Coimbatore City -TMC Academic
Journal,8(1): 43-53

4.  Blazquez, M. (2014). Fashion Shopping in Multichannel Retail: The Role of Technology in Enhancing the Customer Experience. International Journal of Elec-
tronic Commerce, 18(4), pp.97-116.

5. Debansu Chatterjee and Indrajit Ghosal (2015). A Study of Factors that are affecting online shopping behavior of consumers in India - International Journal
of Science, Technology & Management,Volume No 04, Special Issue No. 01, March 2015.

6.  Florine Scheer (2014). The Influence of Personality on Hedonic and Utilitarian Shopping Motives and the Intention to Shop Online

7. Kotler, P., Armstrong, G. (2012), Principles of Marketing, New Jersey: Pearson Education

8.  Moudi Almousa (2014). The Influence of risk perception in online purchase behavior: Examination of an early-stage online market - International Review of
Management and Business Research Vol. 3 Issue.2

9.  Pui-Lai To, E-Ping Sung (2014). Hedonic Motivations for Online Shopping - International Journal of Social, Behavioral, Educational, Economic and Management
Engineering Vol:8, No:7.

10. Rakhi Thakur and Mala Srivastava (2014). A study on the impact of consumer risk perception and innovativeness on online shopping in India - International
Journal of Retail &Distribution Management Vol. 43 No. 2, pp. 148-166

11. S.Ranjit Kumar (2013). “Online Shopping Behaviour in Visakhapatnam City” - Indian Journal of Commerce & Management Studies, Volume IV issue 1, Jan2013.

12. Yao Chuan Tsai and Jong Chao Yeh (2010). Perceived risk of information security and privacy in online shopping: A study of environmentally sustainable
products, African Journal of Business Management Vol. 4(18), pp. 4057-4066

13. Yulihasri, Md. Aminul Islam and Ku Amir Ku Daud (2011). Factors that Influence Customers’ Buying Intention on Shopping Online - International Journal of
Marketing Studies Vol. 3, No. 1

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 11

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




VOLUME NoO. 8 (2017), ISSUE NO. 10 (OCTOBER) ISSN 0976-2183

REQUEST FOR FEEDBACK

Dear Readers

At the very outset, International Journal of Research in Commerce & Management (IJRCM) acknowledges &
appreciates your efforts in showing interest in our present issue under your kind perusal.

| would like to request you to supply your critical comments and suggestions about the material published
in this issue, as well as on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-
ments in the interest of research.

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com.

| am sure that your feedback and deliberations would make future issues better — a result of our joint effort.
Looking forward to an appropriate consideration.

With sincere regards

Thanking you profoundly

Academically yours

Sd/-
Co-ordinator

DISCLAIMER

The information and opinions presented in the Journal reflect the views of the authors and not of the Journal
or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal.
Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing
or delivering the journal or the materials contained therein, assumes any liability or responsibility for the
accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for
any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-
mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any
other party involved in the preparation of material contained in the journal represents or warrants that the
information contained herein is in every respect accurate or complete, and they are not responsible for any
errors or omissions or for the results obtained from the use of such material. Readers are encouraged to
confirm the information contained herein with other sources. The responsibility of the contents and the
opinions expressed in this journal are exclusively of the author (s) concerned.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 12

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




VOLUME NO. 8 (2017), ISSUE NO. 10 (OCTOBER) ISSN 0976-2183

ABOUT THE JOURNAL

In this age of Commerce, Economics, Computer, |.T. & Management and cut throat
competition, a group of intellectuals felt the need to have some platform, where young
and budding managers and academicians could express their views and discuss the
problems amongtheir peers. This journal was conceived with this noble intention in view.
This journal has been introduced to give an opportunity for expressing refined and
innovative ideas in this field. It is our humble endeavour to provide a springboard to the
upcoming specialists and give a chance to know about the latest in the sphere of research
and knowledge. We have taken a small step and we hope that with the active co-
operation of like-minded scholars, we shall be able to serve the society with our humble
efforts.

COnr, Cbhrer

ournals

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/




