
VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

 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., Google Scholar, 

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 5220 Cities in 187 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. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

ii 

CONTENTS 

Sr. 
No. 

 

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

1. THE ROLE OF SCHOOL SUPERVISION IN INSTRUCTIONAL IMPROVEMENT 

ATO. ADEBA HUNDERA 

1 

2. LAISSEZ-FAIRE LEADERSHIP STYLE AND ORGANIZATIONAL COMMITMENT: THE 
MODERATING EFFECT OF EMPLOYEE PARTICIPATION 

DR. DAVID IRUNGU NJOROGE, DR. JOHN WEKESA WANJALA & DR. BULITIA 

GODRICK MATHEWS 

6 

3. CHALLENGES AND OPPORTUNITIES OF TEACHING BUSINESS ETHICS: AN 
ACTION RESEARCH 

DR. ASHA NAGENDRA & SHAJI JOSEPH 

11 

4. INFORMATION TECHNOLOGY ENABLED PROVIDER BASED DIAGNOSTIC AND 
THERAPEUTIC INNOVATIONS IN HEALTHCARE: A PROFILING STUDY 

MURALIDHAR L B & DR. M K SRIDHAR 

20 

5. A STUDY OF IHRM PRACTICES AFFECTING INDIAN ORIGIN EXPATRIATE 
OVERALL SATISFACTION IN ASIA AND OUTSIDE ASIA IN IT SECTOR 

VIBHA SHARMA & DR. MITU G. MATTA 

24 

6. CHALLENGES AND STRATEGIES OF TEACHING LARGE CLASSES: STUDENTS AND 
TEACHERS PERSPECTIVE 

DR. SURUCHI PANDEY, DR. VINITA SINHA & AVINASH KUMAR SINGH 

40 

7. ONLINE SHOPPING IMPACT ON BUYING BEHAVIOR OF CONSUMERS 

MELBHA.D 

47 

8. A STUDY ON THE GROWTH PERFORMANCE OF SELECTED PUBLIC AND PRIVATE 
SECTOR BANKS IN INDIA 

DR. N. DEEPA & S.SUJITHA 

53 

9. GREEN MARKETING IN INDIA 

BASAVARAJ NAGESH KADAMUDIMATHA & PURUSHOTTAM N VAIDYA 

58 

10. EVALUATION OF SELECTED ONLINE SHOPPING WEBSITES: A CONSUMER 
PERSPECTIVE 

DHIRENDRA KUMAR GUPTA 

62 

 REQUEST FOR FEEDBACK & DISCLAIMER 
65 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

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

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

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

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

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

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

FORMER CO-ORDINATOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISOR 
PROF. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 
 

EDITOR 
PROF. R. K. SHARMA 

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

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

EDITORIAL ADVISORY BOARD 
PROF. S. P. TIWARI 

Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. CHRISTIAN EHIOBUCHE 
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, Woodland 

Park NJ 07424, USA 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, Himachal Pradesh University, Shimla, Himachal Pradesh 

DR. JOSÉ G. VARGAS-HERNÁNDEZ 

Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-

dalajara, Mexico 

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

DR. TEGUH WIDODO 

Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, Jl. Telekomunikasi, Terusan  

Buah Batu, Kabupaten Bandung, Indonesia 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. CLIFFORD OBIYO OFURUM 

Director, Department of Accounting, University of Port Harcourt, Rivers State, Nigeria 

DR. KAUP MOHAMED 

Dean & Managing Director, London American City College/ICBEST, United Arab Emirates 

SUNIL KUMAR KARWASRA 
Principal, Aakash College of Education, ChanderKalan, Tohana, Fatehabad 

DR. MIKE AMUHAYA IRAVO 

Principal, Jomo Kenyatta University of Agriculture and Technology, Westlands Campus, Nairobi-Kenya 

DR. S. TABASSUM SULTANA 

Principal, Matrusri Institute of P.G. Studies, Hyderabad 

DR. NEPOMUCENO TIU 

Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines 

PROF. SANJIV MITTAL 
Professor, University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

DR. ANA ŠTAMBUK 

Head of Department in Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 

DR. SHIB SHANKAR ROY 

Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. SRINIVAS MADISHETTI 
Professor, School of Business, Mzumbe University, Tanzania 

PROF. NAWAB ALI KHAN 
Professor, Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

MUDENDA COLLINS 

Head of the Department of Operations & Supply Chain, The Copperbelt University, Zambia 

DR. EGWAKHE A. JOHNSON 

Professor, Babcock University, Ilishan-Remo, Ogun State, Nigeria 

Dr. A. SURYANARAYANA 
Professor, Department of Business Management, Osmania University, Hyderabad 

Dr. MURAT DARÇIN 

Associate Dean, Gendarmerie and Coast Guard Academy, Ankara, Turkey 

PROF. ABHAY BANSAL 
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida 

DR. YOUNOS VAKIL ALROAIA 

Head of International Center, DOS in Management, Semnan Branch, Islamic Azad University, Semnan, Iran 

WILLIAM NKOMO 

Asst. Head of the Department, Faculty of Computing, Botho University, Francistown, Botswana 

SHASHI KHURANA 

Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala 

DR. SEOW TA WEEA 

Associate Professor, Universiti Tun Hussein Onn Malaysia, Parit Raja, Malaysia 

DR. OKAN VELI ŞAFAKLI 
Associate Professor, European University of Lefke, Lefke, Cyprus 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, Government College, Hodal 

DR. BORIS MILOVIC 

Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

DR. MOHAMMAD TALHA 

Associate Professor, Department of Accounting & MIS, College of Industrial Management, King Fahd Uni-

versity of Petroleum & Minerals, Dhahran, Saudi Arabia 

DR. V. SELVAM 
Associate Professor, SSL, VIT University, Vellore 

DR. IQBAL THONSE HAWALDAR 

Associate Professor, College of Business Administration, Kingdom University, Bahrain 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

DR. ALEXANDER MOSESOV 

Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, Kurukshetra University, Kurukshetra 

YU-BING WANG 

Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan 

SURJEET SINGH 
Faculty, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt. 

DR. MELAKE TEWOLDE TECLEGHIORGIS 

Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

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

DR. THAMPOE MANAGALESWARAN 

Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka 

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

SURAJ GAUDEL 

BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal 
 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

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

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

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

  



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

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

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

Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-

ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; 

Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics 

& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development 

Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 

Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 

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

Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-

ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-

duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-

tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-

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

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

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

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF______________________________________________________________. 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

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

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

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

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

vii 

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

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

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the 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 expected to be below 1000 KB. 

e) Only the Abstract 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 within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

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

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

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

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. 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 stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

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

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

viii 

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be 

above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are 

referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

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

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

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

references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per 

the following: 

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

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

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

order. 

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

• The title of books and journals should be in italic printing. 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 parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

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

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

CONTRIBUTIONS TO BOOKS  

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

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-

nal 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 Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

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

ONLINE RESOURCES  

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

WEBSITES 

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



VOLUME NO. 7 (2017), ISSUE NO. 01 (JANUARY)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

47 

ONLINE SHOPPING IMPACT ON BUYING BEHAVIOR OF CONSUMERS 
 

MELBHA.D 

ASST PROFESSOR 

EMMANUEL COLLEGE 

VAZHICHAL 

 
ABSTRACT 

Technology makes buying faster, smarter, and more convenient for consumers, and supplies endless opportunities for impulse buying. Research of this topic exam-

ines influencers for impulsive online shopping, and marketing techniques used to encourage such actions. The aim of this study is to investigate the factors that 

affect online purchasing behaviour of two consumer groups from two different cities in Tamil Nadu, Nagercoil and Channai. There are millions of people online any 

time and they all are a potential consumer in the online market. Since there are so many providers, the most important thing for organisations is to understand 

what are consumer wants and needs in this competitive business environment. Customer behaviours are influenced by different factors such as culture, social class, 

references group relation, family, salary level and salary independency, age, gender etc. and so they show different customer behaviours. These differences are 

seen more specific when it is considered between two different consumer groups from different cities A questionnaire was designed online, since the research was 

an online consumer behaviour study, online data collection methods were preferred The sample consisted of individuals Nagercoil and Chennai.  

 

KEYWORDS 
online shopping, internet marketing, online shopper-tailing. 

 

INTRODUCTION 
owadays, the Internet is being widely used in daily life. The existence of the Internet brought many advantages to individuals’ daily lives. With the help of 

the medium, people can communicate, learn, entertain, buy products and get services. Of course the disadvantages of it have long been discussed; as the 

virus threat, the risk of personal information theft, spamming etc. However, since the advantages outweigh the drawbacks, most of the people cannot 

resist bringing it to the centre of their lives. Since the beginning of the Internet, individuals have shown interest to the Internet. According to Internet World Stats' 

statistics (2012) today more than two billion people linked to the Internet. This number shows that 30 percent of the world population use the Internet. Conse-

quently, the Internet can be used for the competitive advantage by organisations and actually it is a powerful source to use (Hamill, 1997; 300).  

The Internet have been using for several different purposes. Besides that, it has also brought a different dimension to commercial activities. The Internet has 

created a new market for both customers and organisations, and has been an alternative market to the traditional market. Web sites provide a chance to search 

information about products/services, place a comment or give orders (Hoffman and Novak, 1996; 51). Therefore, the previous experiences of marketing have 

turned into a different segment. Now organisations are taking consider to provide different payment methods, different shipping alternatives and even different 

web interfaces for different geographic. 

 

STATEMENT OF THE PROBLEM 
The major problem with the online purchase is lack of privacy and security in transaction. To be secure, has to follow some guidelines. Online purchase is good as 

it provides good user experience, huge variety of products, saves time. Moreover, this is good for the people having no time to shop for themselves. 
 

NEED FOR THE STUDY 
E-commerce sales in India are expected to rise from $12 billion to $30 billion in 2016. 92% of India's 252 million internet users are mobile. Share of mobile internet 

users in total internet user base was 69% in 2012. It is expected to rise to 87% in 2016. Today, 90% of all media interactions are screen-based via smart phones, 

laptops, television and tablets. Mobile sites and apps are driving e-commerce. 91% consumers use apps and sites during their purchase journey. Re-targeted 

mobile ads can boost ad response by 6x. Share of mobile for leading e-com players (%). In travel: Yatra.com 35, ibibo 35. In e-tail: Snapdeal 60, Amazon 35. Others: 

OLX 75, Freecharge 80 Paytm 54. The industry is estimated to be worth about $13 billion, or approximately Rs 76,700 crore (according to a study by KPMG and the 

Internet and Mobile Association of India). E-commerce as a new business model is fast emerging taking away thebusiness from Brick and Morter shops. Inview of 

the growing online business there is a need to study the consumer perception, attitude and satisfaction with online stores and also to know the service quality 

gap. The main benefit of using E-commerce is consumers can shop 24/7. This technology is helpful for people who are busy in their life and do not have time to 

walk around shops and purchase. People can easily compare the prices of products. If it is affordable and reliable people can buy the product or leave. It is more 

convenient. Huge varieties and models are there. According to people choice they can pick up the products. 

 

OBJECTIVES OF THE STUDY 
1. To explore the demographic, internet usage and online shopping behaviour of respondents. 

2. To assess the perception of online shoppers towards online shopping process and benefits. 

3. To identify the factors influencing online shopping and online shoppers’ satisfaction. 

4. The aim of this study is to investigate the factors that affect online purchasing behaviour of two consumer groups from two different cities, Nagercoil and 

Chennai.  

 

RESEARCH DESIGN 
Focusing the objective of the present study, a survey was conducted with the help of a structured questionnaire to collect data about the consumer behaviour for 

online shopping in Two cities like Chennai and Nagercoil. The structured questionnaire was designed to collect information about demographic profile of the 

respondents such as age, gender, occupation. In addition to this, various questions related to the experience of internet usage, the purpose of using Internet, 

types of products purchased online, problems of online purchase etc. were asked from the respondents.  

The study is both descriptive and analytical in nature and hence both primary and secondary data have been used for the study.  
PRIMARY DATA  
The study was undertaken with a well-structured questionnaire, duly filled by the respondents with varying demographical background. The questionnaires were 

distributed both online and offline. 

SECONDARY DATA  
Secondary resource provides initial insight into the research problem and include both raw data and published summaries, sources, such as, articles, books, jour-

nals, etc. In this research secondary data was mainly collected from Google Scholar website (http://scholar.google.com) which provides so many articles and 

researches.  

STATISTICAL TOOLS USED 
Percentages analysis being a simple tool has been used to identify the distribution of respondents in each category. 

N 
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SAMPLING STRATEGY  
A sample of 120 respondents form Chennai and Nagercoil has been taken into consideration, using convenience sampling method.  

 

LITERATURE REVIEW  
This section starts with the literature review with the concept of the Internet and electronic commerce and continue with online shopping term which means that 

many online shopping features will be analysed. Moreover, theories behind consumer behaviour are also presented regarding identification of the influencing 

factors.  

 

THE INTERNET  
20th century has been an era that, social, economic and political changes have occurred. Along with the globalism, disappear of the borders, technologic develop-

ments and unavoidable passing to the information society has deeply affected and changed the current rules of the business world. Especially, in the last parts of 

the 20th century with rapid changes in the information technologies, computers have become an integral part of the life. With the developments in the information 

and communication technologies over these years, computers’ capacities have grown rapidly and local networks have become a network that connects all the 

computers in the world, the Internet. In the information era, the Internet has become more and more necessary.  

Nowadays computer and the Internet have been indispensable tools for our daily life in conjunction with the rapid development of knowledge and technology. 

With the rise of this new technology ‘Internet’ individuals have started searching everything they want from this medium. Moreover, it is a commonplace of 

information gathering. Those technologies loom large in our social life and business life as well. 

 

THE CONCEPT OF E-COMMERCE  
The internet technology, appearing during the last quarter of the 20th century and having been used frequently for few years in daily lives, has influenced all parts 

of our lives in a short time. The changing in technological area all over the world have changed the concept of information and communication. The use of internet 

for commercial purposes gave rise to the existence of the electronic commerce (e-commerce) phenomenon. With the implementation of these information and 

communication technologies by commercial institutions in order to support business activities, electronic business concept was developed. Electronic commerce, 

also referred as e-commerce is defined by Oxford Dictionary (2012) as 'commercial transactions conducted electronically on the Internet’. Another definition made 

by Financial Times (2012) as a buying and selling activity over the Internet. To sum up e-commerce can be defined as the buying, selling and exchanging of goods 

and services through an electronic medium (the Internet) by businesses, consumers and other parties without any physical contact and exchange. ‘The rise of 

these new information and communication technologies and of Internet users, has introduced a new marketing reality’ (Xavier and Pereira, 2006). This new 

presence changes the relations between the players. Furthermore, businesses have realised and seen the importance of the Internet and it has become that e-

commerce in the business context, for most companies, can be seen as a complement (Shaw, 2006; XV). The importance of the competitive power and superiority 

has come to foreground and organizations’ understanding of competition has changed dramatically. In today's world businesses use electronic commerce channels 

to communicate with customers and to increase competitive advantage (Lee and Lin, 2005; 161). 

 

ONLINE SHOPPING  
Due to technological innovations, the traditional way of shopping has become insufficient for individuals. Individuals now prefer easy ways to reach brands and 

stores and it can be said that that 'The Internet has fundamentally changed customer's notions of convenience, speed, price, product information and service. As 

a result, it has given marketers a whole new way to create value for customers and build relationships with them' (Kotler and Armstrong, 2012; 532).  

The e-commerce sector has continued its growth in recent years. The numbers demonstrate that 'e-commerce is taking a bigger slice of the overall retail sales pie 

and is growing far faster than retail sales' (Internet Retailer, 2011). E-commerce provides consumers more choices, more information and more ways to buy. 

Moreover, e-commerce will remain as a medium to sell products, services and content over the internet (Korper and Ellis, 2001; 1). As a result, individuals can buy 

or sell anything, 'at any time, from anywhere through online shopping' (Ko, et al., 2004; 20). According to the latest datas, more than two billion people use the 

internet worldwide which equals to 30 percent of the world's population. Furthermore, individuals spend 5 percent of their total time on the internet with online 

shopping activity. (We are social, 2012).  

In the United States, online shopping demonstrates an increasing trend just like the other parts of the world. In 2011, online shoppers had spent $202 billion and 

in 2012 this number estimated to be $226 billion. Moreover, it is forecasted that 'online shoppers in the US will spend $327 billion in 2016' (Internet Retailer, 

2012). In addition, in 2016, reports say that 192 million people will prefer to shop online rather than in stores.  

 

ONLINE SHOPPING ADVANTAGES 
CONVENIENCE 
• By sitting back at home one can now shop anything online by several clicks of mouse buttons. 

• Travelling, traffic blocks and parking constraints in real world shopping can be avoided while shopping online. 

• No worries about weather conditions as well. 

• No need to carry any load or weight from shop after purchase. 

FLEXIBILITY OF SHOPPING 

• Online shops have no holidays, closing times or any other problems. One can shop 24 hours a day, 7 days a week and 365 days a year. 

FACILITIES AVAILABLE 

• Easy Product search and comparison at one place 

• Wide choice of products 

• Price comparison and quality comparison of the products and services are possible. 

• Provides customer reviews about each product; one can easily find out what other customers think about the product or services before buying it. 

OTHER BENEFITS 

• Saves time in comparison with real - world shopping. 

• Shoppers often read store ratings or reviews by other customers if they are not familiar with some online stores. 

• No pressure from sales personnel. 

 

DISADVANTAGES OF ONLINE SHOPPING 
• Lack of personal interaction. 

• Tangibility factor - one can view the products only in electronic catalogues. 

• Online malls still use the old fashioned images in product catalogues which mislead consumers. 

• Shipping cost may sometimes be more than the actual cost 

• Lack of online security and privacy 

• In certain cases shoppers must rely only on web sites text and images. 

Online shopping can be a real delight if the buyer takes certain precautions. 
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ONLINE SHOPPING AND CONSUMER BEHAVIOUR  
With the emergence of the Internet, Internet-based electronic commerce developed and this environment provide individuals to reach information about products 

and services easily. Moreover, commercial organisations have moved to incorporate the World Wide Web into their promotional campaigns, and by offering the 

facility of online purchasing and like many other innovations 'online shopping' has become a part of our lives.  

It is no secret that businesses' main goal is to sale and sale is provided for other party, consumers. Therefore, for commercial activities, analysing consumers' 

behaviours is crucial (Deaton and Muellbauer, 1980, Solomon, 2006, Wright and et al., 2008) and since there is no face to face interaction in online businesses, it 

becomes more important to understand key features of consumer behaviours. Rogan (2007, cited in Nazir, et al., 2012) indicates the importance of the relationship 

between the marketing strategy and the behaviour of consumer. He illustrates that 'the strategy is about increasing the probability and Respondent of buyer 

behaviour and requirements for succeeding in doing this are to know the customer and understand the consumer's needs and wants'. 

 

FACTORS THAT AFFECTING CONSUMER BEHAVIOURS, CONSUMER CHARACTERISTICS IN THE ONLINE MEDIUM  
Consumer behaviours can be explained in four dimensions which are personal characteristics, psychological characteristics, social characteristics and cultural 

characteristics (Wu, 2003; 38, Kotler and Armstrong, 2010; 161). Identifying these characteristics are crucial to decide marketing strategies and to target correct 

consumer groups.  

PERSONAL CHARACTERISTICS  
Characteristics of a person, is an important factor affecting the purchase decision process. Personal factors include age, gender, occupation, income status, edu-

cation, life style.  

In online shopping researchers, most of the studies are conducted on young adults because of their familiarity with ICT (Lester et al., 2005). Kau, et al. stated that 

(2003;150) traditional shopping mostly have been chosen by older individuals (40 years old and above). Researches about young adults are also helpful to predict 

future consumer behaviour easier. Young adult generation have more options with respect to other generations and they are more conscious, give their decision 

by themselves, they choose what they prefer easily. In addition, cross-shopping is more intense in this consumer group (Vasquez and Xu, 2009). Younger individuals 

usually have interest in using new technologies to search for information and evaluate alternatives (Monsuwe, et al., 2004). Internet is perceived as a risky envi-

ronment by older individuals since older people have less knowledge about the Internet and new technology and they also insist to try products before purchasing. 

PSYCHOLOGICAL CHARACTERISTICS  
Smith and Rupp (2003) argue psychological factors of consumer behaviours in the online shopping context. Online consumers psychologically deal with themselves 

and they frequently questioning themselves. Motivation make consumers to ask themselves, should they look a better price or should they shop online more often 

and these kind of questions. Perception is one of the important factor and make consumers examine the security of the web site or the quality of the product. In 

this case the seller organisations have to be successful in terms of providing customers a confidence. Another psychological aspect is personality. The personality 

factor may drive consumers to ask themselves what kind of web sites are best suited for their personal preferences. Personal preferences manage consumers to 

decide. The fourth one is attitude and attitudes can change easily, therefore marketers are many interested in these features (Wu, 2003; Consumers try to find 

out what they like or not in respect to a particular situation. The last factor is emotion; they may consider their last experience. Consumers are affected choices 

and emotion alert with the experience of their choice. 

SOCIAL CHARACTERISTICS  
The social influence comes from the reference groups. For the online consumers reference groups are identified as virtual communities, consisting of discussion 

groups on a web site. Other people’s experiences, opinions have shown in this medium and affect consumers (Christopher and Huarng, 2003). Another one are 

contact links, web site links related to the product or the service, which make individuals ensure about the decision. According to Kotler and Armstrong (2007) the 

effects of the Reference Groups are mainly based on the belief that a person’s behaviour is influenced by many small groups. Family is one of this reference group. 

There are different ways that reference groups influence an individual’s attitude, they may expose a new behaviour or life style or may create a pressure to accept 

the attitude.  

CULTURAL CHARACTERISTICS  
Smith and Rupp (2003) stated that different social classes create different behaviours. Consumers from lower social classes would not have the same properties 

such as higher intention to buy or higher probability like higher social classes. Furthermore, Kotler and Armstrong (2007) discussed that culture set values and 

beliefs in the early ages therefore person’s wants and needs are driven by this settled features. Almost everything we do; how we give and receive information, 

make decisions, lead and manage, working teams, use time is influenced by culture. Hofstede (1991; 5) defined culture as 'the collective mental programming of 

the mind which distinguishes the members of one group or category of people from another'.  

COUNTRY CULTURE  
The culture of the country influence and drive individual’s thoughts, moves and decisions. The culture of the country is a very important factor, and also shapes 

online shopping behaviour of the consumer. For instance, different cultures from different countries influence differently consumers’ attitude, consumers perceive 

products and services differently. What is more, some individuals may trust to some conditions whereas some may not such as to trust a company since it encour-

ages group decisions, while in another individualistic actions are more important than it (Simon, 2001, 

CUSTOMER LOYALTY  
In the last century, technological advances leading to very large changes on marketing. Consequently, it offered new opportunities and also led to even greater 

competition they are facing. This make businesses to leave classical management mentality and to adopt new business and market strategies. The internet, which 

becomes a part of daily lives, also become a part of everyday shopping. To retain customers, who are just a few keystrokes away from any web sites without any 

constraint, has become very difficult. In case of any dissatisfaction, these customers would prefer a high number of competitors and the switching cost is almost 

absence, thus in online environment, e-stores is to make it even more important to ensure customer loyalty. 

TRUST  
Park and Kim (2003; 17) stated that consumers' trust to a provider or supplier results with becoming committed to the company. Trust issue is exceeding with a 

few successful transactions, after individuals start feel safe and believe that this supplier answers their needs and wants. On the other hand, provided information 

is another issue in terms of online shopping for Park and Kim (2003; 17). Since online shopping is an activity which related to a computer-system, individuals cannot 

touch or feel products. Therefore, their decisions based on the information that provided by online retailer. Information issue not only important in terms of 

availability situation, it is also important in convenience and personalisation concept. Web site design, access to information, access time to information also 

influence on behaviours of consumers. 

 

RESEARCH FINDINGS & DATA ANALYSIS  
DEMOGRAPHIC VARIABLES  
Demographics features of the respondents were gathered from the first questions of the questionnaire and exhibited in the tables below.  

 
TABLE 1: DISTRIBUTION OF RESPONDENTS IN TERMS OF THE COUNTRY 

Cities Respondents Percentages 

Chennai 60 60% 

Nagercoil 40 40% 

Total 100 100% 

The results indicated that out of the 120 respondents in this survey, 50 %of the respondents were from Nagercoil and 70% of the respondents were from Chennai. 
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TABLE 2: RESPONDENT DISTRIBUTION OF THE RESPONDENTS WITH RESPECT TO THEIR GENDER 

Cities Gender 

Female Male Total 

Chennai 25 45 70 

Nagercoil 20 30 50 

Total 45 55 120 

Percentage 37.5 45.8 100 

Source: Primary data 
Table 2 presents the gender profile of the respondents. The above shows that. 120 respondents who have answered the questionnaire regarding their use of 

online shopping in total 37.5% was female and 45.8% was male. 

 
TABLE 3: RESPONDENT DISTRIBUTION OF THE RESPONDENTS WITH RESPECT TO THEIR AGE GROUP 

  Age Group Total 

Under-20 21-30 31-40 41-50 51-above 

Chennai 5 35 10 10 10 70 

Nagercoil 5 22 12 8 3 50 

Total 10 57 22 18 13 120 

Percentage 8.3 47.5 18.3 15 10.8 100 

Source: Primary data 
Five categories were used gathering information about the age of the respondents. Respondents who were in the age group of 21-30 were composes the majority 

of the respondents both in two countries and the total rate is 47.5%. 18.3% of the respondents belong to the age group of 31-40, 8.3% of belong to under 20, 15% 

belong to 41-50 and 10.8% belongs to the age group 51 and over. Age group data of respondents show that the survey mostly represented by a young group. 

 
TABLE 4: RESPONDENT DISTRIBUTION OF THE RESPONDENTS WITH RESPECT TO THEIR MONTHLY INCOME 

 Monthly Income 
Total 

  below-10000 10001-30000 30001-60000 60001-90000 90001-above 

Chennai 10 20 10 10 20 70 

Nagercoil 7 15 8 10 10 50 

Total 17 35 18 20 30 120 

Percentage 14.1 29.1 15 16.6 25 100 

Source: Primary data 

Big part of the respondents consists of the low and middle-income individuals. Since the biggest part of the survey composed students this result is predictable. 

14.1% of the respondents have less than 10000 monthly incomes. 29% have 10001-30000 income who are mostly students. The remaining 15%, 16.6% and 25% 

of the respondents had a salary range of between 30001-60000, 60001-90000 and 90001 and above respectively. 

 
TABLE 5: MOSTLY BUY PRODUCTS AND SERVICES OVER THE INTERNET 

Product and services Chennai Nagercoil 

Respondent Percentage Respondent Percentage 

Music, Computer Games  6 5.0 3 2.5 

Computer Products, Software  9 7.5 8 6.7 

Clothing, Accessories  18 15.0 12 10.0 

Food, Drink  2 1.7 1 0.8 

Perfume, Cosmetics  3 2.5 3 2.5 

Electronic goods 11 9.2 10 8.3 

Household goods, furniture  8 6.7 6 5.0 

Theatre, cinema tickets  2 1.7 1 0.8 

Travel tickets 3 2.5 1 0.8 

Books  2 1.7 1 0.8 

Sport tickets 3 2.5 2 1.7 

Sporting goods 2 1.7 1 0.8 

Hobby goods 1 0.8 1 0.8 

  70   50   

Source: Primary data 

For understanding what kind of items are bought online mostly by the respondents they were asked to choose 13 product/service types and they were also allowed 

to choose more than one and one an ‘other’ option has been put to see different responses. According to Table 5, respondents from Chennai and Nagercoil mostly 

bought items are Clothing, Accessories on the Internet. This proportion is higher in Nagercoil than Chennai (15% and 10%).  

 
TABLE 6: DO YOU GO TO THE STORE TO SEE THE PRODUCT BEFORE PURCHASING ONLINE? 

  

Chennai Nagercoil 

Respondent percentage Respondent percentage 

Yes 25 20.8 20 16.7 

No 45 37.5 30 25.0 

     

Source: Primary data 

Respondents were asked if they prefer before purchasing online, would like to see and feel the products or not. 37.5 of the respondents from chennai did not feel 

that need while them buying, this means that provided information on the Internet is enough and trustable for them. On the other hand, 20.8% of the respondents 

answered that they want to go to the store even though they buy online. In Nagercoil 25% of the respondents indicated that they do not go to the store to see the 

product however 16.7% replied that they prefer going to the store to be sure about the product  
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TABLE 7: THE WAY OF REACHING SHOPPING WEBSITES 

  

Chennai Nagercoil 

Respondent percentage Respondent percentage 

With the recommendation of a friend 26 21.7 18 15.0 

With advertisements in the press and the media 18 15 14 11.7 

With the search engines 12 10 10 8.3 

With links (e-mails) 9 7.5 5 4.2 

With following the computer magazines 5 4.2 3 2.5 

Total 70   50   

Source: Primary data 

The collected data from Chennai and Nagercoilr respondents suggest that individuals mostly trust on their friends suggestions (21.7) (15%). In this context, having 

a good experience with online shopping reflect to other individuals and drive them to shop online as well. Moreover, membership invitations from other users are 

also a helpful channel to reach shopping web sites for shoppers.  

 
TABLE NO 8: STATEMENTS REGARDING THE PERCEPTION OF RISK 

  Chennai Nagercoil 

  Respondent percentage Respondent percentage 

Online shopping is not safe  12 10.0 13 10.8 

It is a risk not to see the product in real 15 12.5 11 9.2 

It is a risk to give identifying and credit card information 13 10.8 9 7.5 

The product may come different from the website 18 15.0 13 10.8 

Delivery of the product might not ever 7 5.8 3 2.5 

Delivery time is longer than that realisable 5 4.2 1 0.8 

Total 70   50   

Source: Primary data 

In general, respondents in Chennai and Nagercoil neither think the process of using the Internet for shopping is not safe10%,10.8)). Moreover, regarding to the 

risk of online shopping respondents replied that giving identifying and credit card information is a risky activity for the respondents from two cities (10.8,7.5).In-

dividuals generally found it risky not to see the product before buying (15%,10.8) and they did have a thought that the product may not come same as. 

 
TABLE 9: GENERAL STATEMENTS ABOUT ONLINE SHOPPING 

 
 

 

 

 

 

 

 
 

Source: Primary data 

Shopping on the Internet is seen as a time-saving activity for respondents (10%,10.8%). Moreover, they think that via the Internet it is possible to access more 

products (12.5%,9.2%) and they are agreeing that products on the Internet is cheaper than the store, respondents from Chennai had a higher perception about 

that (10.8%,7.5%).  

TABLE 10: THE EFFECT OF OPINIONS AND EXPERIENCES ON ONLINE BUYING BEHAVIOR 

  Chennai Nagercoil 

  Respondent percentage Respondent percentage 

Family effect  32 26.7 16 13.3 

Friend effect 23 19.2 21 17.5 

Discussion forums effect 15 12.5 13 10.8 

total 70   50   

Source: Primary data 

The table above shows the influence of family, friends and online discussion forums during the online purchasing decision on individuals who participated in the 

survey. 

 

CONCLUSION  
One of the key and significant factors in online shopping is consumer satisfaction. Online shopping frequencies of the two samples are different; and Chennai 

consumers shop online more frequently relative to Nagercoil consumers. The reason for this result could be the security perceptions in the sample as expressed 

by the disadvantages of online shopping mentioned. For both Chennai and Nagercoil consumers, a concern for security is one of the important disadvantages of 

online shopping. For Nagercoil and Chennai customers, online shopping has disadvantages such as security concerns, not having sufficient information about 

products, and not having the chance of physically trying the goods which are all related to trust. The current study is descriptive in nature and it has made an 

attempt to understand the behaviour of both consumers towards online shopping. The e-stores are frequently visited by the shoppers. The ease and convenience 

provided by these stores for 24x7 has made very easy shopping for consumers worldwide. The analysis discussed in the above section has documented that the 

both customers are also getting addicted to the online shopping and they do like various features of online shopping as by rest of the world. The majority of 

internet users are youngsters, the majority of goods and services demanded are related to only this segment. The analysis of online shopping website quality as 

an important factor affecting shopping behavior was beyond the scope of this study. 

 

SUGGESTIONS 
The following are the suggestions offered for the effective functioning of E-commerce. 

1. It is suggested that age has been found to have influence on online purchase. Internet usage has not diffused uniformly among all age groups, hence the 

difference in attitude towards online purchase. 

2. It is suggested that the online buyers should have reliable and dependable after sale service. The facility of after sale service will go a long way in increasing 

the volumes of business of online stores. The severest limitation of online stores is lack of post sales service facilities. Further, it is suggested that online 

stores should start their after sales service in all metropolitan and cosmopolitan cities to provide after sale service. 

  Chennai Nagercoil 

  Respondent percentage Respondent percentage 

Shopping on the Internet save time 12 10.0 13 10.8 

There is an option to have access to more products 15 12.5 11 9.2 

Products on the Internet is cheaper than the store 13 10.8 9 7.5 

There have access to more information about products 18 15.0 13 10.8 

Product options can be compared easily. 12 10.0 4 3.3 

Total 70   50   
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3. Packaging is the backbone of E-commerce. The survival and growth of e-commerce depends on packaging. Poor packaging leads to the poor consumer 

satisfaction which will ultimately lead to undermining of e-commerce. It is suggested that the online buyers should have a safe and secure packing of their 

products.  

4. Mode of payment plays a crucial role in the success of a e-commerce company. The buyer should have a choice to see the product at his home through door 

delivery and then make cash payment. To win the confidence and credibility of online buyers payment on delivery facility should be extended to the buyers. 

Hence it is suggested that online stores should provide on delivery of payment option to the buyers. 

5. Replacement of damaged product is a good business practice for online stores. It acts as an incentive and motivation for online buyers. It is suggested that 

online stores should take back the damaged products and deliver the new products to the online buyers. This will increase the consumer satisfaction and 

good will of the company. 

6. It is suggested that online business requires 100% satisfaction of consumers for its survival and growth. Even if a small percentage of the online buyers are 

not satisfied through social media they can ventilate their dissatisfaction which will have far reaching impact on ecommerce. 

2. It is suggested that the prices of the products sold through online should also be low and within the reach of the buyers as the lower price is the influencing 

factor. 

3. It is suggested that the wide range of products must be made available to the consumers for online purchases as it is the key influencing factor for the 

consumer. 

4. It is suggested that e-commerce companies should transact with all the online buyers in National and Regional languages also. So to reach out to the large 

number of semiliterate people across India. 

5. India has poor roads and highways make logistics difficult which is a hindrance for the growth of e-commerce in India. Hence it is suggested that the Govern-

ment should undertake development of roads and express ways enabling smooth shipment of products to the nook and corner of India. 

 

DISCUSSION 
Consumer perception towards online purchase is better in India. Maximum numbers of respondents feel that online purchase is having easy buying procedures; 

others think that they can have wide variety of products, Lower price of the products, various modes of payments etc. Most of the respondents think that Availa-

bility of online information about Product & Services is excellent. Internet is providing companies new channels of communication and interaction. It can create 

closer yet more cost effective relationships with customers in sales, marketing and customer support. Companies can use web to provide ongoing information, 

service and support. It also creates positive interaction with customers that can serve as the foundation for long term relationships and encourage repeat pur-

chases. The internet is fast emerging as a domain sales channel. The Internet is expanding & it influences consumer which shifts the consumer behavior. It has 

changed the way product awareness is created, developed new modes of product consideration. It also creates new means of purchasing products. This has 

brought new opportunities, challenges and threats (in the form of competition) to both existing and new business. With internet penetration improving in the 

country, smart phones becoming affordable and lifestyles becoming hectic, the way people used to shop are changing. Also with a huge chunk of young and 

working population, Indian demographics are a delight for e-commerce retailers. A good shopping experience and value for money becomes the initial motivation 

for choosing shopping destination. With the advancement in internet technology, the connectivity of customer to internet becomes very easy. With lot of pros 

with comparison to in store shopping, customer started purchasing online. Price and offer’s become the first most important factors to attract customer to shop 

online. The customer also seeks convenience in shopping, which he gets as in terms of shopping sitting at home, saving time, wide variety, prompt delivery, cash 

on delivery, money back guarantees, well established customer service centers. Online shopping influences shopping patterns and is expected to influence even 

more in the future with improvements in technology. Online shopping has made shoppers more knowledgeable than ever before. Consumers are becoming more 

efficient by shopping online and more effective because of ease of information accessibility online. Many shoppers go online for research purpose rather than 

purchase purpose. Prices and features of products can easily be compared to make an informed purchase decision. Information on products can be obtained from 

anywhere at any time. The purchase is then made online or from a more tradition store. Especially for more expensive purchases, shoppers tend to take advantage 

of the availability of information online, replacing traditional methods of going from store to store in order to compare prices and look for the best buy.  
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