
VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

 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.)], 
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 1771 Cities in 148 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. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & 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

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

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

1. ONLINE COMMUNITY IDENTIFICATION AND CITIZENSHIP BEHAVIORS: INVESTIGATING THE EFFECT OF PERCEIVED VALUE 

KUANG-WEN WU, MAY-CHING DING & YUAN-SHUH LII 
1 

2. THE IMPACT OF GLOBAL FINANCIAL CRISIS ON AUDITING PRACTICES IN THE COMMERICAL BANKS OF JORDANIAN 

DR. BADI SALEM ALRAWASHDEH 
7 

3. FINANCIAL DIAGNOSIS: A CASE STUDY OF LANKA ALUMINIUM INDUSTRIES PLC IN SRI LANKA 

ARULVEL, K.K, BALAPUTHIRAN, S & DR. B. NIMALATHASAN 

10 

4. DETERMINANTS OF BASIC SCHOOL TEACHERS’ LEVEL OF COMPUTER LITERACY IN GHANA 

PAUL DELA AHIATROGAH & ELISHA D’ARCHIMEDES ARMAH 

14 

5. DATA MINING IMPACTS ON HIGHER EDUCATION 

ROY MATHEW 

19 

6. CHALLENGES OF INTERNAL AUDIT FUNCTION IN PUBLIC SECTOR GOVERNANCE: EMPIRICAL EVIDENCE FROM ETHIOPIA 

AGUMAS ALAMIREW MEBRATU 
23 

7. AN EXAMINATION OF LEADERSHIP STYLES OF SENIOR AND MIDDLE LEVEL MANAGERS IN SELECTED ORGANISATIONS IN MUSCAT, 

SULTANATE OF OMAN 

NEELUFER ASLAM & KUSUM LATA MISHRA 

33 

8. KNOWLEDGE AUDIT AS A SUCCESS FACTOR FOR KM IMPLEMENTATION 

DR. C. S. RAMANI GOPAL & DR. G. PALANIAPPAN 

37 

9. MEASURING THE LEVEL OF CUSTOMER SATISFACTION AND CUSTOMER LOYALTY IN BANKING AND INSURANCE SECTOR IN INDIA: A 

COMPARATIVE STUDY 

CHARU UPADHYAYA & DR. V. K. JAIN 

43 

10. A STUDY ON RETAIL SERVICE QUALITY SCALE (RSQS MODEL) APPLICATION WITH REFERENCE TO RELIANCE FRESH IN CITY OF BHAVNAGAR 

DR. K. S. VATALIYA, KIRAN SOLANKI & MALHAR TRIVEDI 
49 

11. ONLINE BUYING BEHAVIOUR OF CUSTOMERS: A CASE STUDY OF NORTHERN INDIA 

VINOD KUMAR, DR. VERSHA MEHTA & DR. ALKA SHARMA 

54 

12. DEALERS AND CONSUMER DURABLES (A STUDY BASED ON DEALERS PERCEPTIONS AS REGARDS SAMSUNG COLOUR TELEVISION) 

DR. R. SAVITHRI 
61 

13. A STUDY ON THE INDIAN SMALL CAR MARKET AND FACTORS INFLUENCING CUSTOMERS’ DECISIONS TOWARDS PURCHASE OF SMALL 

CARS’ 

THAMARAI SELVI N & NITHILA VINCENT 

65 

14. LEAN MANUFACTURING SYSTEM: AN EFFECTIVE TOOL FOR ORGANIZATIONAL MANAGEMENT 

S. K. RAJENDRA, R. SUPRABHA & V. M. AKSHATHA 

70 

15. CUSTOMER SERVICE MANAGEMENT IN SELECT PUBLIC SECTOR BANKS IN RURAL VILLAGES IN SALEM DISTRICT, TAMIL NADU 

DR. A. JAYAKUMAR & G. ANBALAGAN 
75 

16. REVISITED ‘THE IRREGULARITY OF INDIAN STOCK MARKET: AN OCTOBER EFFECT ANALYSIS’ 

RAJESH KHURANA & DR. D. P. WARNE 
78 

17. ICT ENABLED DELIVERY SYSTEM AND CHALLENGES IN PUBLIC HEALTH SERVICES MANAGEMENT 

GANESHKUMAR HIREGOUDAR & DR. H. RAJASHEKAR 
81 

18. SOCIAL MEDIA MARKETING AND BOLLYWOOD: RECENT TRENDS AND OPPORTUNITIES 

DEEPMALA JAIN & SONIA GOSWAMI 
86 

19. EFFECT OF FACEBOOK ON PURCHASING BEHAVIOR OF YOUTH 

PREYAL DESAI, PRATIMA SHUKLA & NIKUNJ THAKKAR 
93 

20. RESEARCH & DEVELOPMENT IN MANAGEMENT 

DR. PULI. SUBRMANYAM & S. ISMAIL BASHA 
98 

21. TREND IN EXPORT OF LEATHER PRODUCTION IN INDIA 

DR. P. CHENNAKRISHNAN 
105 

22. CONCURRENCY CONTROL MECHANISM IN DBMS 

GEETIKA 
109 

23. A STUDY ON OPERATIONAL CONSTRAINS INVOLVED IN STEVEDORING TECHNIQUES AT SEAPOL LOGISTICS PVT. LTD., TUTICORIN 

DR. A. MERLIN THANGA JOY 
111 

24. IMPACT OF MERGER AND ACQUISITION ON THE FIANANCIAL PERFORMANCE OF SELECT PUBLIC SECTOR BANKS IN INDIA 

DR. V. MOHANRAJ 
119 

25. NEUROMARKETING: INNOVATIVE FOCUS ON THE FEMALE BUYING BRAIN 

DEEPA KEDAR RELE 
122 

26. CONSUMER SATISFACTION IN INDIAN CELLULAR INDUSTRY USING SERVICE QUALITY MODEL- AN EMPIRICAL ASSESSMENT 

DR. MANMATH NATH SAMANTARAY 
126 

27. SECURITY STANDARDS IN SERVICED APARTMENTS – WITH SPECIAL REFERENCE TO BANGALORE AND CHENNAI (SOUTH INDIA) - AN 

ANALYSIS 

DR. LEENA N. FUKEY 

130 

28. TO DISCUSS THE EFFECT OF SUPPLIERS’ INVOLVEMENT, OPERATIONAL CAPABILITIES & SOURCING PRACTICES ON SUPPLY CHAIN 

FLEXIBILITY 

PARDEEP SINGH BAJWA, KANWARPREET SINGH & DOORDARSHI SINGH 

136 

29. INFORMATION AND COMMUNICATION TECHNOLOGY (ICT): NEW DEAL FOR INTERNATIONAL DEVELOPMENT SMEs SERVICES 

VAHID RANGRIZ  
141 

30. HUMAN RESOURCE MANAGEMENT: BROADENING THE CONCEPT OF HUMAN RESOURCES 

VISHU AGRAWAL & DISHA AGRAWAL 
148 

 REQUEST FOR FEEDBACK 153 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & 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 PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

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

    
FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    

LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    
COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 

DR. MOHITA 

Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    
ADVISORSADVISORSADVISORSADVISORS 

DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 

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

PROF. S. L. MAHANDRU 

Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    
EDITOREDITOREDITOREDITOR 

PROF. R. K. SHARMA 

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

    
COCOCOCO----EDITOREDITOREDITOREDITOR 

DR. MOHITA 

Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    
EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    

DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. PARVEEN KUMAR 

Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P. 

PROF. H. R. SHARMA 

Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

PROF. MANOHAR LAL 

Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi 

PROF. ANIL K. SAINI 

Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

PROF. R. K. CHOUDHARY 

Director, Asia Pacific Institute of Information Technology, Panipat 

DR. ASHWANI KUSH 

Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra 

 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & 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. BHARAT BHUSHAN 

Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar 

DR. VIJAYPAL SINGH DHAKA 

Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

DR. SAMBHAVNA 

Faculty, I.I.T.M., Delhi 

DR. MOHINDER CHAND 

Associate Professor, KurukshetraUniversity, Kurukshetra 

DR. MOHENDER KUMAR GUPTA 

Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana 

DR. SHIVAKUMAR DEENE 

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

DR. BHAVET 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana 

    
ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 

PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. NAWAB ALI KHAN 

Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P. 

ASHISH CHOPRA 

Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal 

    
TECHNICAL ADVISORSTECHNICAL ADVISORSTECHNICAL ADVISORSTECHNICAL ADVISORS    

AMITA 

Faculty, Government M. S., Mohali 

DR. MOHITA 

Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    
FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    

DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 

Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    
LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    

JITENDER S. CHAHAL 

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

CHANDER BHUSHAN SHARMA 

Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 
SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    

SURENDER KUMAR POONIA 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & 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 MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of 

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; 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; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labor 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; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES 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/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 author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

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: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

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. 

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. 

4. 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. 



VOLUME NO. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & 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

 

5. KEYWORDS: Abstract 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. 

6. 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. 

7. 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. 

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

9. 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 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

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

10. 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. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. 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. 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.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

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, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, KurukshetraUniversity, 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. 2 (2012), ISSUE NO. 11 (NOVEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

54

ONLINE BUYING BEHAVIOUR OF CUSTOMERS: A CASE STUDY OF NORTHERN INDIA 
 

VINOD KUMAR 

RESEARCH SCHOLAR 

THE BUSINESS SCHOOL 

UNIVERSITY OF JAMMU 

JAMMU 

 

DR. VERSHA MEHTA 

PROFESSOR 

THE BUSINESS SCHOOL 

UNIVERSITY OF JAMMU 

JAMMU 

 

DR. ALKA SHARMA 

PROFESSOR 

THE BUSINESS SCHOOL 

UNIVERSITY OF JAMMU 

JAMMU 

 

ABSTRACT 
It has increasingly come to be known that the Internet facilitates different stakeholders across the globe to get connected inexpensively and also reliably. As a 

technical infrastructure, it is a global interconnection of networks which are connected into for sharing information using a common set of protocols.  Thus being 

a vast network, the Internet becomes an enabler for facilitating e-commerce as it allows businesses to showcase and sell their products and services online and by 

giving potential customers, prospects and business partners’ access to information about these businesses as well as their products and services. Business 

organizations are under competitive pressures to create and deliver higher value to their customers. Technology needs to play a critical role in this context, 

wherein new business models are emerging for taking products and services right into customer’s homes and empower them in a way so that products and 

services can be demanded as per the customer’s own needs and comfort. The present paper seeks to investigate the parameters that determine the Purchase 

Intent of the customers for online buying in Northern India. The analysis suggests that the most important factor which influenced the purchase intention of the 

respondents’ is “Reliability”.  The reliability is the most relevant factor for buyers in Northern India followed by   transaction security and perceived price. 

However, the minimum values have been scored by convenience and perceived ease of use. Whereas transaction security is the most relevant factor for non-

buyers in Northern India followed by reliability and perceived price. However, the minimum values have been scored by convenience and perceived ease of use. 

The main findings of the study are there is no significant difference in the Purchase Intent among online buyers in Northern India and there is significant 

difference in the perceptions of the online buyers and non-buyers in Northern India. Study also found that demographic characteristics of the customer influence 

his/her web and internet usage. 

 

KEYWORDS 
Buying Behavior, E-Commerce, Technology, Internet, Purchase Intent, On-Line Buying. 

 

1. INTRODUCTION 
lectronic Commerce has opened up a new universe for consumers and organizations. Companies are trying to exploit the potential of Internet not only for 

acquiring the customers but also for retaining them with long lasting relationships. New business models have emerged that are trying to take products 

and services right into customer’s homes and empower them in a way so that products and services can be demanded as per the customer’s own needs 

with the click of their mouse. Many companies have started using the Internet with the aim of cutting marketing costs, thereby reducing the price of their 

products and services in order to stay ahead in highly competitive markets. Companies also use the Internet to convey, communicate and disseminate 

information, to sell the product, to take feedback and also to conduct satisfaction surveys with customers. Customers use the Internet not only to buy the 

product online, but also to compare prices, product features and after sale service facilities they may receive if they purchase the product from a particular 

store. In addition to the tremendous potential of the E-commerce market, the Internet provides a unique opportunity for companies to reach existing and 

potential customers more effectively. If exploited intelligently, electronic commerce has the potential to increase the corporate profits through better customer 

acquisition and retention. However companies need to rethink their strategies, products and business processes in order to develop a cohesive management 

approach. Further in order to respond to the new opportunities and competitive threats management must anticipate technological and consumer behavioural 

changes. New pane E- Commerce is becoming critical in three inter-related dimensions: customer to business interactions, intra-business interactions, and 

business to business interactions. In the customer to business dimension, which happens to be the focus of the research, electronic commerce is enabling the 

customer to have an increasing say in what products/services are made, and how services are delivered. With this shift towards the empowerment of consumers 

and their involvement in how products are made and services are delivered, the retailers are re-evaluating every aspect of its operation from customer service 

to advertising, merchandising to store design and logistics to order fulfillment. Furthermore, reacting to pressures of retailers, suppliers too are assessing 

technology based solutions to drive down costs (labor, delivery, production) and become more efficient producers of goods and services. The traditional models 

are being challenged (Kalakota, 1997) wherein the customer went to the store and located the product. In the online model, the retailer seeks out the customer 

(catalogue retailing).  

While a number of surveys conducted by NASSCOM indicate that online purchasing has been growing in India, little systematic research has been conducted to 

understand the determinants of the adoption and diffusion of this innovative technology in Indian homes. The current work, therefore, seeks to provide with an 

understanding of the households that participate in the online buying. It is therefore important to study the factors leading to adoption and/or participation in 

the online buying activities, as understanding the adoption patterns and attitudes, and, perceptions of the e-consumers may provide a useful mechanism to 

suggest strategic options for fueling the growth of B2C E-Commerce in India. 

The present research study would tend to evaluate the perceptions of customers towards on-line buying and identify the differences that exist if any. It would 

also study the demographic profiles of the customers for understanding the differences in adoption that exists in northern India, the impact of demographics on 

web and internet usage among customers and the on-line usage behaviour of customers in different regional settings. The research study would also tend to 

E
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identify the differences in perceptions of online buyers and non-buyers. It will also ascertain as to how the findings can be useful for the retail companies in 

reshaping their strategies for better acquisition and retention of customers with different backgrounds and perceptions. 

 

2. REVIEW OF LITERATURE  
The current literature on online buying behaviour of customers has mainly concentrated on identifying the factors which affect the willingness of consumers to 

engage in Internet shopping. In the domain of consumer behaviour research, there are general models of buying behaviour that depict the process which 

consumers use in making a purchase decision. These models are very important to marketers as they have the ability to explain and predict consumers’ purchase 

behaviour. The classic consumer purchasing decision-making theory can be characterized as a continuum extending from routine problem-solving behaviours, 

through to limited problem-solving behaviours and then towards extensive problem-solving behaviours (Schiffman et al., 2001). The traditional framework for 

analysis of the buyer decision process is a five-step model. Given the model, the consumer progresses firstly from a state of felt deprivation (problem 

recognition), to the search for information on problem solutions. The information gathered provides the basis for the evaluation of alternatives. The 

development and comparison of purchasing evaluation criteria result in the actual decision to buy. Finally, post-purchase behaviour is critical in the marketing 

perspective, as it eventually affects consumers’ perception of satisfaction/dissatisfaction with the product/service. This classic five stage model comprises the 

essence of consumer behaviour under most contexts. Nevertheless, the management of marketing issues at each stage in the virtual environment has to be 

resolved by individual E-marketers. Peterson et al. (1997) commented that it is an early stage in Internet development in terms of building an appropriate 

dedicated model of consumer buying behaviour. Decision sequences will be influenced by the starting point of the consumer, the relevant market structures and 

the characteristics of the product in question. Consumers' attitude towards online shopping is a prominent factor affecting actual buying behaviour. Jarvenpaa 

and Todd (1997) proposed a model of attitudes and shopping intention towards Internet shopping in general. The model included several indicators, belonging 

to four major categories; the value of the product, the shopping experience, the quality of service offered by the website and the risk perceptions of Internet 

retail shopping. In the research conducted by Vellido et al. (2000), nine factors associated with users' perception of online shopping were extracted. Among 

those factors the risk perception of users was demonstrated to be the main discriminator between people buying online and people not buying online. Other 

discriminating factors were; control over, and convenience of, the shopping process, affordability of merchandise, customer service and ease of use of the 

shopping site. In another study, Jarvenpaa et al. (2000) tested a model of consumer attitude towards specific webbase stores, in which perceptions of the store's 

reputation and size were assumed to affect consumer trust of the retailer. The level of trust was positively related to the attitude toward the store, and inversely 

related to the perception of the risks involved in buying from that store. Jarvenpaa et al. (2000) concluded that the attitude and the risk perception affected the 

consumer's intention to buy from the store. There are several studies in the literature that show the importance of trust trait as a part of culture on e-commerce 

activities. Gefen and Heart (2006) empirically investigate whether the effects of predictability and familiarity on trust beliefs differ across national cultures and 

conclude that trust beliefs differ across national culture. Grabner-Kraeuter (2002), presents that trust is the long-term barrier for realizing the potential of e-

commerce to customers. Knezevic et. al. (2006) mentioned in their paper that the limitations for e-commerce development are basically the perceptions about 

e-commerce in the culture. Wu and Chang (2006) stated the importance of transaction trust on e-commerce. Teo & Liu (2005) indicated the importance of trust 

for online purchases. Gefen (2000) stated trust as a critical factor influencing the successful proliferation of e-commerce. Strategy implementation in various 

cultures has distinctive differences. The study by Lynch and Beck (2001) present the implications and traits for successful strategies and that geographical and 

cultural difference should be taken into account. Trust is interwoven with risk (McAllister, 1995). One of the consequences of trust is that it reduces the 

consumer’s perception of risk associated with opportunistic behaviour by the seller (Ganesan, 1994). Kim and Benbasat (2003) identified four categories of trust 

related issues: “personal information, product quality and price, customer service, and store presence” (p.49). As a new form of commercial activity, Internet 

shopping involves more uncertainty and risk than traditional shopping. In the virtual environment, a consumer cannot physically check the quality of a product 

before making a purchase, or monitor the safety and security of sending sensitive personal and financial information; e.g., credit card details; through the 

Internet to a party whose behaviours and motives may be hard to predict. Kini and Choobineh (1998) suggested that trust in the Internet business is necessary, 

but not sufficient, for an Internet buying behaviour to take place. The consumer must also trust the transaction medium for online shopping. In addition to the 

impact of trust and perceived risks associated with online shopping, enjoyment of the online shopping experience is also an important determinant of retaining 

online shoppers (Rice, 1997). Many online purchasers said that they would not shop on a particular website next time if they had an unpleasant experience with 

it. On the web, shopping enjoyment is positively and significantly related both to attitudes and intentions toward shopping on the web (Eighteen, 1997). Su et al. 

(2008) mentioned that apart from the absence of the ambience of a physical shop such as temperature, lighting, and business equipment, the online retail 

environment also lacks person-to-person contact. Like traditional customers, e-consumers also feel the necessity of receiving high quality on their physical 

products and a personalized customer service online. Brown (2005) purchases are further influenced by such things as personal, psychological, and social issues. 

A good market researcher will study the thought process undergone by consumers, compare it with their demographic data, and use the resulting information to 

market their products (Armstrong et al, 2005). The impact of perceived ease of using the website and of transactional control, vary with the type of task the 

consumer is undertaking. Li et al. (1999) examined the effects of three perceived channel utilities; communication, distribution and accessibility; and four types 

of consumer shopping orientations; recreational, experiential, convenience and economic. Their results showed that online buying behaviour was affected by a 

mix of consumer shopping orientation and perceived channel utilities. Information technology provides online consumers with tremendous access to 

information about products and services from anywhere in the world and from different sources other than solely from the product seller. The combination of 

less time available for shopping, limited information-processing capability and the explosive amount of information on the web has, however, led customers to 

demand more control, less effort and greater efficiency during shopping (Jarvenpaa and Todd, 1997). In order to respond to the customers’ desire for control 

and convenience, web stores have to design an efficient system to enable consumers to easily find what they need, learn more about it and quickly make a 

purchase decision (Baty and Lee, 1995). Design characteristics of a web page were found to affect consumers’ online buying decision. Ho and Wu (1999) found 

that homepage presentation is a major antecedent of customer satisfaction. The other antecedents; such as logical support, technological characteristics, 

information characteristics and product characteristics; are also predictive factors to satisfaction. By using a sample of 214 online shoppers, Ranganathan and 

Ganapathy (2002) found four key dimensions of B2C web sites; information content, design, security and privacy. They concluded that, though all these 

dimensions have an impact on the purchase intention, security and privacy were found to have greater impact on the purchase intent of online buyers. Dholakia 

and Rego (1998) investigated the factors which make commercial web pages popular. They found that a high daily hit-rate is strongly influenced by the number 

of updates made to the website in the preceding three month period. The number of links to other websites was also found to attract visitor traffic. The 

explosive growth in usage of the Internet provides a great number of potential consumers to E-marketers. Whether or not marketers can convert their potential 

customers into real ones and retain them depends, to a very large extent, on the service they offer and on the perceived customer satisfaction of consumers 

(Churchill and Surprenant, 1982; Oliver, 1980; Luarn and Lin, 2003). Many researchers have found the quality of web retailing sites is a dominant antecedent of 

customer satisfaction within the online shopping environment. Assuming web design as an important issue in web shopping, Wolfinbarger and Gilly (2002) 

developed a four-dimensional scale; .comQ; that included website design, reliability/fulfillment, customer service and privacy/security to measure the quality of 

an online retailing site. They found that website design quality was an important issue in customer satisfaction. This scale was tested and validated, and they 

recommended its use in any further study dealing with the measurement of online quality.  

This review of empirical studies has embodied different factors which influence online buyers’ behavior. The antecedents of online purchase include many 

attitudinal components; for example, attitude towards a website and perceived risk of an online purchase. Consumers’ online shopping experiences, website 

design and fulfillment of quality expectations are deemed as the major components to successful online transactions. The review also presented the fact that 

good customer service led to customer satisfaction, which in turn resulted in consumer loyalty to such websites. Many researchers have also conducted studies 

to measure how online consumers perceived web shop quality.  
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3. SCOPE OF THE STUDY 
The scope of the study shall comprise of the following cities in northern India viz. Jammu, Chandigarh and Delhi. Within each city, data shall be collected from 

different cross section of the society.  The respondents of this research study shall comprise of those people who have some familiarity with the use of computer 

systems such as students in computer training institutes, cyber café users, teachers/students in colleges and universities and computer users in private/public 

sector undertakings.  

 

4. HYPOTHESES 
The study thus focuses on perceptions of the customers. The study is based on the following hypotheses: 

H1: There is a significant Purchase Intent among online buyers in Northern India. 

H2:  There is significant difference in the perceptions of online buyers and non-buyers  

 

5. OBJECTIVES  
The main objectives of the study are as follows: 

• To analyze the impact of demographics on web and internet usage among customers in select cities in Northern India 

• To evaluate the perceptions of respondents towards different factors of online buying taken up in the study 

• To study the variations in perceptions of online buyers and non-buyers 

• To suggest strategies for future growth of business to consumer e-commerce in India 

 

6. RESEARCH METHODOLOGY 
The research study was conducted by collecting both primary and secondary data. Primary data have been collected by administering a self designed 

questionnaire to the customers. Secondary data was obtained from various books, journals, published papers, newspapers, websites etc.  

The research has been conducted by randomly selecting a total of 150 customers from three cities viz. Delhi, Chandigarh and Jammu. The data so collected was 

tested for its reliability and validation of the construct. The Cronbach alpha was calculated for the data and value for the same has been 0.8800. Since the value 

is higher than 0.5, therefore it shows that data for the study is reliable. It further shows that the data is fit for factor analysis. Then factors affecting customers’ 

perceptions regarding adoption of online buying were carved out by applying factor analysis technique using SPSS 17 software. Thereafter, a detailed analysis 

was carried out by applying appropriate statistical tools such as Mean and ANOVA technique.  

 

7. ANALYSIS 
7.1. DEMOGRAPHIC PROFILE 

TABLE 1 (a) 

Gender Total (%) 

Male  58.18 

Female 41.82 

Table 1(a) depicts the demographic profile of the respondents taken from the Northern India. Table depicts that out of the total number of the respondents, 

58.18% of the respondents are male and 41.82% are the female.  

TABLE 1 (b) 

Occupation Total (%) 

Student 34.55 

Self Employed 9.09 

Private Sector 47.27 

Govt. Service 7.27 

Any Other 1.82 

Table 1(b) depicts that 47.27% of the respondents are working in private sector, 34.55% of the respondents are students, 9.09% of the respondents are self 

employed, 7.27% of the respondents are working in Government services and 1.82% of the respondents are falling under the category of ‘Any Other’ as given in 

the Table 1(b). It indicates that the respondents who are working in private sector are more associated with web and internet followed by the students. 

 

TABLE 1 (c) 

Age Total (%) 

Less than 21 years 0 

21-30 years 89.09 

30-40 years 5.45 

40-50 years 5.45 

Above 50 years 0 

Table 1(c) depicts that 89.09% of the respondents fall in the age group of 21-30 years, 5.45% of the respondents fall in the age group of 30-40 years and 40-50 

years each. It clearly indicates that mostly the youngsters are involved into online activities.  

 

TABLE 1 (d) 

Education Total (%) 

10+2 0 

10+2 Vocational Training 5.45 

Bachelor's Degree 54.55 

Master's Degree 32.73 

Doctoral Degree 0 

Other 7.27 

Table 1(d) depicts that 54.55% of the respondents are Graduate, 32.73% respondents are Post Graduate, 7.27% of the respondents fall under the category 

‘Other’ and 5.45% of the respondents  fall under the category ‘10+2 Vocational Training’ as given in the Table 1(d). Thus it indicates that highly educated people 

are more interested in computer and online environment. 

TABLE 1 (e) 

Marital Status Total (%) 

Single 85.45 

Married 14.55 
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Table 1 (e) depicts that out of the total respondents, 85.45% of the respondents are unmarried and 14.55% of the respondents are married. Thus, it indicates 

that unmarried people are highly involved in online activities. 

TABLE 1 (f) 

Current Family Income Total (%) 

Below 10000 16.36 

10000-25000 45.45 

Above 25000 38.18 

Table 1(f) depicts that 45.45% of the respondents have their family income between Rs. 10,000-25,000, 38.18% of the respondents have their family income 

above Rs. 25000 and 16.36% of the respondents have their family income below Rs. 10,000. It indicates that most of the online shoppers fall in the income 

bracket of Rs 10,000-25,000 followed by those having family income above Rs. 25,000. It indicates that the customers with higher family income are more 

inclined towards online processes. 

TABLE 1 (g) 

Family Type Total (%) 

Single 63.64 

Joint 36.36 

Table 1(g) depicts that 63.64% of the respondents have nuclear family and 36.36% of the respondents have joint family. Thus it indicates that the respondents 

who are dwelling in nuclear families are more indulged into online activities. 

7.2. WEB AND INTERNET USAGE 

TABLE 2 (a) 

Access to Internet Total (%) 

Yes 100 

No 0 

Where (If Yes) Total (%) Who Pays for it Total (%) 

Home 29.09 Self/ Spouse 36.36 

College/ University 21.82 Parents 29.09 

Work Place 40 Work 29.09 

Cyber Café 29.09 School 7.27 

Other  0 Other 0 

Study found that all the respondents have access to internet as given in Table 2(a). Table 2(a) depicts that 40% of the respondents have access to internet at 

work place, 29.09% of the respondents have access to internet at home, same percentage of the respondents have the access to internet at cyber café and 

21.82% of the respondents have the access to internet at college/university. It indicates that most of the respondents have access to internet at workplace 

followed by home and cyber café. Table 2(a), also depicts that 36.36% of the respondents told that their bills are paid by themselves or by their spouse, 29.09% 

of the respondents told that their internet charges are paid by their parents and the same percentage of the respondents apprised that their internet bills are 

paid by their organizations where they work and 7.27% of the respondents told that their internet bills are paid by their School as shown in the Table 2(a). It 

indicates that mostly the internet bills of the respondents are paid by the respondents themselves followed by their parents and their organizations where they 

work. 

TABLE 2 (b) 

Web primarily used for Total (%) 

Self 43.64 

Business 38.18 

Education 54.55 

Shopping 23.64 

Entertainment 50.91 

Communication with others 54.55 

Gathering information for personal needs 36.36 

To while away the time 10.91 

Other  0 

Table 2(b) depicts that 54.55% of the respondents used web primarily for education purpose, same percentage of the respondents used web primarily for 

communication with others, 50.91% of the respondents used web primarily for entertainment, 43.64% of the respondents used web primarily for self, 38.18%  

of the respondents used web primarily for business purpose, 36.36% of the respondents used web primarily for gathering information for personal needs, 

23.64%  of the respondents used web primarily for shopping purpose and just 10.91% of the respondents used web primarily to while away the time as 

mentioned in the Table 2(b). Thus, it indicates that most of the respondents used web primarily for education and communication purpose. 

 

TABLE 2 (c) 

Would you like internet shopping instead of personal market visit? Total (%) 

Yes 49.09 

No 49.09 

S.No. Reasons for “Yes” Total (%) Reasons for “No” Total (%) 

1 Saves time 33.3 Safety issue 15.9 

2 Wide variety 6.4 Quality issue 14.3 

3 Detailed information available 3.2 Lack of wide variety 3.2 

4 One stop shop for all purposes 1.6 No trust 3.2 

5 Good Quality 1.6 Lack of personal touch 3.2 

6 Saves money 1.6 Privacy issue 1.6 

7 Comparability available 1.6 Lack of personal satisfaction 1.6 

8 Convenient 1.6 Delivery issue 1.6 

9 Less rates in certain items 1.6 Everything is available around 1.6 

10   Internet expenses 1.6 

Total 52.5  47.6 

Table 2(c) depicts that 49.09% of the respondents would like to consider using internet for shopping consumer goods instead of visiting the market personally as 

most of them think that it saves time (33.3%), provides wide variety in products/services(6.4%), detailed information available (3.2%) etc. and the equal 

percentage of the respondents, i.e. 49.09%, would not like to consider using internet for shopping consumer goods instead of visiting the market personally as 

most of them think that there are safety issue (15.9%), quality issue (14.3%) etc. associated with the online buying. Table 2(c) depicts that the percentage of 
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reasons favouring internet shopping is 52.5% and the percentage of reasons which are not favouring internet shopping is 47.8%. It indicates that favourable 

factors for internet shopping are more than unfavourable factors. 

7.3. FACTOR ANALYSIS 

The factors which were obtained after factor analysis are: convenience, reliability, perceived ease of use, information access, transaction security and perceived 

price as shown below:  

TABLE 3: FACTOR ANALYSIS 

Factors Mean Factor Loading Eigen Value 

 

% of Variance 

Explained 

Convenience 

(F1) 

  6.69 17.5 

Internet buying avoids the hassle of local shopping 3.47 .671   

I dislike the problems of Internet buying 3.21 -.681   

I usually don’t have enough time to shop in stores 2.75 .716   

I prefer online shopping as it is available, 24x7 days a week 3.32 .735   

Internet Shopping is a substitute to traditional way of shopping 3.2 .593   

The Internet is the first place, I visit when I want to buy something 2.8 .536   

The Internet offer wider product selection than local stores 3.37 .585   

I don’t trust Internet retailers 3.06 -.621   

I say positive things about Internet shopping to other people 3.24 .535   

Shopping over the internet is safe 2.78 .648   

Reliability 

(F2) 

  3.17 11.9 

I trust the opinion of consumers who have experienced the products I am planning to purchase 3.7 .629   

Availability of product information  reduces uncertainty in the purchase decision process 3.68 .640   

A confirmatory email after the order enhances my loyalty 3.58 .563   

When I buy online, I prefer buyer with high ratings 3.53 .642   

After sale support is essential 4.15 .737   

Reviews and people’s comments about products affect my decision to purchase or not. 3.88 .733   

Perceived Ease of Use 

(F3) 

  1.52 7.57 

Its easy to sell products online 3.18 .836   

Selling products online is an easy process 3.21 .812   

Information Access 

(F4) 

  1.38 7.28 

Product Information available online is very accurate 2.98 .656   

I find it easy to find the best price for the product I am looking for online 3.3 .610   

I prefer dealing with companies which offer the latest innovative sites 3.43 .698   

Transactional Security 

(F5) 

  1.1 6.86 

It’s a real hassle to return products bought online 3.81 .799   

Shipping charges are a drawback to online shopping 3.8 .771   

Perceived Price 

(F6) 

  1.07 6.33 

It requires a lot of time and effort on my part to set up an account with another Internet retailer 3.24 .557   

When I buy products online I always make my decisions in terms of price 3.35 .645   

I prefer shopping online if prices are lower than the prices in stores 3.51 .697   

The analysis suggests that the most important factor which influenced the purchase intention of the respondents’ is “Reliability”.  The reliability is the most 

relevant factor for buyers in Northern India followed by   transaction security and perceived price. However, the minimum values have been scored by 

convenience and perceived ease of use. Whereas transaction security is the most relevant factor for non-buyers in Northern India followed by reliability and 

perceived price. However, the minimum values have been scored by convenience and perceived ease of use.  

7.4. BUYERS & NON-BUYERS 

Figures below in Table 4 represent the perceptions of the respondents in Northern India. The table depicts the mean values for buyers and non buyers in the 

context of online buying in Northern India. The analysis suggests that the reliability is the most relevant factor for buyers in Northern India followed by 

transaction security and perceived price. However, the minimum values have been scored by convenience and perceived ease of use. Whereas transaction 

security is the most relevant factor for non-buyers in India followed by reliability and perceived price. However, the minimum values have been scored by 

convenience and perceived ease of use. Convenience orientation and perceived ease of use are the distinguishing factors between buyers and non buyers in 

India whereas transaction security is not the factor that distinguishes buyers from non buyers. It indicates that convenience orientation and perceived ease of 

use are the important factors for online buyers but irrelevant for non- buyers. Reliability factor weighs high amongst buyers however non-buyers perceive 

transaction security more important. This means that transaction security is an important factor before non-buyers in India.  That is the reason, they do not buy 

on line is due to the lack of transaction security attached with online buying. 

Finally, the average mean value for buyers is 3.6 and for non –buyers is 3.17 as given in Table 4. It indicates that buying orientation of online shoppers is more 

than that of non- buyers in India. 

TABLE 4: COMPARISON OF PERCEPTIONS 

Factors Mean (Buyers) Mean        (Non– buyers 

Convenience (F1) 3.43 2.83 

Reliability (F2) 3.94 3.59 

Perceived Ease of  Use (F3) 3.43 2.97 

 Information Access  (F4) 3.48 3.01 

Transaction Security (F5) 3.81 3.82 

 Perceived Price (F6) 3.53 3.22 

Average Mean 3.6 3.17 
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7.5. ANOVA (BUYERS AND NON-BUYERS) 

ANOVA test was applied upon the responses of online buyers and non-buyers of different select cities of the Northern India to investigate the differences in their 

perceptions and the results are given in the Table no. 5. 

TABLE 5: ANOVA 

    Sum of Squares df Mean Square F Sig. 

Between Groups 84.441 1 84.441 76.449 .000 

Within Groups 500.359 453 1.105     

Total 584.800 454       

Table 5 shows that the calculated value for “F is 76.449” and since the value of F is greater than 2 and the value of “Significance (0.000)” is less than 0.05 

therefore the result suggests that there is significant difference in the perceptions of the online buyers and non-buyers in Northern India.  

7.6. ANOVA (SELECT CITIES) 

ANOVA test was also applied to investigate the significant difference in Purchase Intent among online buyers in Northern India. The results of the test are given 

in the Table no.6. 

TABLE 6: ANOVA 

  Sum of Squares df Mean Square F Sig. 

Between Groups 13.013 6 2.169 1.712 .116 

Within Groups 574.996 454 1.267   

Total 588.009 460    

Table 6 shows that the calculated value for “F is 1.712” as the value is less than 2 and the value of “Significance” (0.116) is greater than 0.05 therefore the result 

suggests that there is no significant difference in the perceptions of the respondents of the select cities of Northern India.  

 

8. CONCLUSION 
The research study endeavoured to investigate the parameters that determine the Purchase Intent of the customers for online buying in Northern India. The 

study concludes that the most important factor which influenced the purchase intention of the respondents’ is “Reliability”.  The reliability is the most relevant 

factor for buyers in Northern India followed by   transaction security and perceived price. However, the minimum values have been scored by convenience and 

perceived ease of use. Whereas transaction security is the most relevant factor for non-buyers in Northern India followed by reliability and perceived price. 

However, the minimum values have been scored by convenience and perceived ease of use. The main findings of the study are there is no significant difference 

in the Purchase Intent among online buyers in Northern India and there is significant difference in the perceptions of the online buyers and non-buyers in 

Northern India. Study also found that demographic characteristics of the customer influence his/her web and internet usage. Therefore, the consumers with a 

distinct profile viz. young people with good income, living in urban areas and well educated have a favourable orientation towards web and internet usage. This 

segment holds maximum opportunity for the adoption of E-commerce as compared to other segments. 

 

9. SUGGESTIONS AND RECOMMENDATIONS 
The results obtained are important because they would allow the various companies to self evaluate and improve their marketing strategies to fuel the B2C e-

commerce in India. Therefore the companies intending to use internet as a channel of distribution should consider the factors which determine the purchase 

intent of the online buying among customers. The six factors identified after factor analysis, reveal that online buying as a modern and innovative way of 

shopping, commonly known as B2C E-Commerce, has enormous potential and capability to contribute towards the growth of business in modern context. The 

marketers need to identify relevant strategies that will help in the adoption of E-commerce as an alternate business medium. Online buying is a technology 

oriented option and the data analysis points towards the fact that the marketers need to segment the consumers on the demographic basis and position this 

option of transacting business among the segment which has a distinct profile viz. young people with good income, living in urban areas and well educated. This 

segment holds maximum opportunity for the adoption of E-commerce as compared to other segments. 

While analyzing the perceptions of customers, it has been seen that among the respondents, who are in favour of internet shopping saving of time and 

convenience are two very important factors. Therefore the companies intending to use internet as a channel of distribution should keep these two factors in 

consideration while designing their website. The website should be easy to handle and customer friendly. The quality of website will be of critical importance 

while being evaluated by the customers. The quality of website will also be determined by the customers on the basis of the management of safety issues. The 

review of literature has also indicated about trust being an important factor affecting the adoption of E-commerce. Therefore the E-commerce companies need 

to strategize the trust dimension, as it will help them build relationships with their customers and also take care of their security concerns. A number of products 

are purchased by the customers only after a personal touch and verification. This factor can also be taken care by the quality of website. Thus companies should 

focus on developing interactive websites to enhance their virtual presence and attract the customers and address their concerns. 

Comparison of buyers and non-buyers suggests that reliability is one factor which is relevant for both buyers as well as non-buyers. The companies should focus 

on conveying reliability to the customers. An effective communication between the company and customers can serve the purpose of an important confidence 

building measure. Thus the companies should focus on developing effective communication strategies which transcend beyond the brand building exercises. 

Perceived price is another strategic factor that needs to be managed efficiently by internet based companies. Price is one of the relevant factors that have a 

potential to convert a non-buyer into a buyer. The companies should provide facts about price and if possible a comparative price structure that communicates 

the perceived differential advantage in absolute terms and helps in adopting the internet as a business medium. 
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