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ONLINE BUYING BEHAVIOUR OF CUSTOMERS: A CASE STUDY OF NORTHERN INDIA
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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
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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 | O
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 6.69 17.5

(F1)

Internet buying avoids the hassle of local shopping 3.47 671

| dislike the problems of Internet buying 3.21 -.681

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

| 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, | visit when | want to buy something 2.8 .536

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

| don’t trust Internet retailers 3.06 -.621

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

Shopping over the internet is safe 2.78 .648

Reliability 3.17 11.9

(F2)

| trust the opinion of consumers who have experienced the products | 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 | buy online, | 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 1.52 7.57

(F3)

Its easy to sell products online 3.18 .836

Selling products online is an easy process 3.21 .812

Information Access 1.38 7.28

(F4)

Product Information available online is very accurate 2.98 .656

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

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

Transactional Security 1.1 6.86

(F5)

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 1.07 6.33

(F6)

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

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

| 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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