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ABSTRACT 

In the hole around of earth ecommerce is a great revolution. Internet has developed a new platform 

provide the buy and sealing our product of using E-commerce. to make the measuring the intention of 

purchase behavior of E-commerce site toward their attitude of buy a product. The internet has to growth 

and increase into a new channel of distribution and online transaction. The E-commerce provides many 

beneficial for consumer or customer like as in the form of availability of goods at low cost, multiple 

choice, save cost and time. Many company and organization in india to start to take benefits of the 

prospective of electronic commerce disapproving remain to become to be excel or best before electronic 

commerce world become a resource for every people. Electronic commerce can increase business 

performance, and their activity. This is the analysis the impact of electronic commerce and measure the 

intention of consumer perception and their satisfaction.  

INTRODUCTION 

The online shopping is increase and developing step by step. There are many advantage of electronic 

commerce like time saving, visibility, convenience, availability every time, and assortment of items, 

different choices accessible electronic locales to analyze items and brands. Beside the benefits of online 

shopping consumer good feel and safe. The e-commerce provides a plate to buy and selling a product. 

When respondents shop online. The rest factors like trust & security, and product performance risk also 

have significant effect on consumers‟ behavior towards online shopping. Money related hazard and 

conveyance chance have no noteworthy impact on purchasers' demeanor towards web based shopping. 

Internet is changing for customer and the consumer shopping to buy and sell goods their service. This is 

highly increase and growth into the whole word. Shopper conduct is said to be a connected order as 

certain choices are altogether influenced by their conduct or anticipated activities. The two perspectives 

that seek application of its knowledge are micro and societal perspectives. 

In addition to the marvelous high increase potential of the electronic commerce. The internet provides a 

different opportunity for the companies to the more efficient reach to every customer. The most collection 

of the revenue of online transaction. The electronic commerce is a method of using online shopping 

where consumers directly buy goods on service from a seller. The customer use the internet not only to 

buy the product online.The online purchasing behavior of online shoppers and factor influencing online 

shopping behavior and its future perspective. Internet is changing the way consumers shop and buy goods 

and services, and has rapidly evolved into a global phenomenon. Many companies have started using the 

Internet with the aim of cutting marketing costs, thereby reducing the price of their products and services 
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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. 

ONLINE SHOPPING AND E-COMMERCE IN INDIA 

The Online Shopping in India is very useful to make the comfort zone for the online shopping that 

consists of useful to human life.Online shopping means that is less Effort, Avoiding to convenience factor 

of the consumers.The birth and development of Internet has been the greatest occasion of the century. 

Web based business in India has made some amazing progress from a hesitant start in the 1999-2000 to a 

period where one can sell and discover a wide range of stuff from a top of the line item to a small shelled 

nut on the web. Most partnerships are utilizing Internet to speak to their item range and administrations so 

it is available to the worldwide market and to contact a bigger scope of their gathering of people. PCs and 

the Internet have totally changed the way one handles everyday exchanges; web based shopping is one of 

them. The Web has achieved far reaching developments in the obtaining propensities for the general 

population. In the solace of one's home, office or digital bistro or anyplace over the globe, one can sign on 

and purchase pretty much anything from clothing, books, music and precious stone gems to advanced 

cameras, versatile telephones, MP3 players, computer games, film tickets, rail and air tickets. 

Straightforwardness, effortlessness, comfort and security are the key variables turning the clients to 

purchase on the web.  

 

OBJECTIVE OF THE PROJECT 

This project research helps to find out what are the main factors affect the online consumer when 

considering and making a purchase over Internet. The objectives of the study are:  

 To find popular e-commerce websites. 

 To know about the most popular category of item purchased online. 

 To study the impact of e-commerce characteristics of customers on their online purchase. 

  

 

FEW FACTORS THAT BOOST ONLINE SHOPPING IN INDIA 

 Rapid growth of online shopping across India. 

 Access to Information. 

 The increase in number of computer users. 

 Reach to net services through broadband. 

 Middle-class population with spending power is growing.  

 There are about 200 million of middle-class population good spending powers. These people have 

very little time to spend for shopping. Many of them have started to depend on internet to satisfy 

their shopping desires.  

 

LITERATURE REVIEW 
Last three decades have seen a phenomenal growth of World Wide Web. A wide acceptance of internet 

technology in the fild and Kotler, 2003; Wu, 2003). Personal characteristics are divided into Age and 

Life-Cycle Stage, Occupation, Economic Situation, Lifestyle, Personality and Self-concept (Armstrong 

and Kotler, 2003; Adcock et al, 1995; Hawkins, Best and Coney, 1995; Wu, 2003). Last but not the least 



 
 

947 | P a g e  
 

psychological characteristics can be defined by Motivation, Perception, Learning, and Beliefs and 

Attitudes (Armstrong and Kotler, 2003; Wu, 2003).  

These customer characteristics will be studied specifically for the online customers. The characteristics 

will be studied to segment the online consumer by analyzing:  

 

 The customer‟s demographics 

 Life patterns concerning Online Behavior, such as how much the consumer uses the Internet, & 

for what purposes. 

 

Prior experiences have also been identified to be relevant for what Beliefs and Attitudes the customer has 

towards online shopping and are therefore also important for the research. These are the customer 

characteristics that are relevant for this research and need to be identified in order to find out who the 

online customer is and what affects him when shopping online. 

 

Robin, R.P.D. (2009)-The Impact of Perceived Value on Purchase Intension. Consumer Behavior 

Research on Online Shopping, 1-22. 

Shwu-Ing Wu, (2003).The relationship between consumer characteristics and attitude toward online 

shopping", Marketing Intelligence & Planning, Vol. 21 Iss: 1, pp.37 - 44 - In Emerald (OUM digital 

collection). 

 

 

RESEARCH METHODLOGY 

Data was collected through a field survey questionnaire of students at major universities in MMMUT and 

Gorakhpur Area. The respondents were chosen only who have experienced online shopping. The sample 

was drawn as a convenience sampling. Research methodology describes how data are collected for a 

research project. It is the outline for the collection, measurement as well as analysis of data with the aim 

of achieving the objectives of a research project. In this chapter the researcher explicitly defined the target 

population; the sampling method that was used as well as elaborating the data collection method that was 

applied.Additionally, the researcher identified the data analysis methods, tests of the statistics, and other 

technical information, as well as the validation for using a particular method. This chapter also highlights 

on the data collection instrument that was employed in the study, the organization of the research 

instrument as well as the instrument‟s reliability and validity. Lastly, the different statistical tests that 

were conducted in data analysis are further explained in this chapter. 

 

RESEARCH DESIGN 
 
An examination configuration is the 'outline' for satisfying exploration goals and addressing questions or 

theories. it is fundamentally a blueprint or plan for an examination utilized as a rule in gathering just as 

dissecting information. Consequently, an examination configuration alludes to a structure for completing 

a showcasing research venture which plots the subtleties of the measures essential in acquiring the 

applicable data required to structure just as taking care of promoting research issues. This investigation 

was spellbinding in nature and it utilized a positivist worldview that guarantees that there is a hole 

between the analyst's emotional inclination and the target the truth being considered. The quantitative 

research strategy was utilized in the investigation, which is a procedure that makes utilization of scientific 

hypotheses. The analyst primarily chose to utilize the quantitative strategy since this investigation secured 
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a wide scope of measurable systems in examining the information which can't be deciphered with the 

subjective methodology. 

DATA COLLECTION 
 

The data is collected from both Primary and Secondary sources. Primary data: The primary data is 

collected through Questionnaire at nearby area of Gorakhpur, Uttar Pradesh, India. Respondents are also 

able to respond through online survey by following this address 

https://docs.google.com/forms/d/e/1FAIpQLScY5VR_qo9q0BNQqKh2q22XcDTl13Sc-

OS_pG3eIksJETIoyw/viewform?usp=sf_link 

Sample Size: 100 

Sample technique: Questionnaire  

Secondary data: The source of data collection is secondary sources such as, previous research works, 

articles published, and journals, books and books proceedings.  

 

An examination configuration is the 'diagram' for satisfying exploration targets and responding to 

questions or speculations. it is fundamentally a layout or plan for an examination utilized as a rule in 

gathering just as breaking down information. In this manner, an examination configuration alludes to a 

structure for doing a showcasing research venture which plots the subtleties of the measures fundamental 

in getting the pertinent data required to structure just as taking care of promoting research issues. This 

investigation was expressive in nature and it utilized a positivist worldview that guarantees that there is a 

hole between the analyst's emotional predisposition and the target the truth being considered. The 

quantitative research strategy was utilized in the investigation, which is a method that makes utilization of 

numerical speculations. The scientist chiefly chose to utilize the quantitative procedure since this 

examination secured an expansive scope of factual strategies in dissecting the information which can't be 

deciphered with the subjective methodology. 

In addition, online study is utilized as a guide technique to make the survey achieve most target 

respondent in generally short measure of time and in an increasingly ecological inviting way. Information 

from electronic survey can likewise be naturally approved; for instance, The outcome will be 

progressively tantamount, quicker and higher in precision. Besides, shut finished survey abbreviated the 

reacting time since answers are given and respondents would just rate the appropriate response as 

indicated by inquiry. Survey is isolated into 2 segments: Section an is statistic profile while area B is 

factors that attempt to know acknowledgment towards versatile promoting. Questions were received and 

altered from past investigations led by others scientists. Survey is completed in Basic English to permit 

respondents effectively comprehend question prerequisite and give precise answer. Brief presentation and 

reason for study will be expressed on the spread page. Each inquiry is directly to the point to avert 

befuddling respondents. 

DATA ANALYSIS 
In this chapter, the outcome of questionnaire surveyed „target respondents‟ data was analyzed. It is 

the self-analysis through the graphical representation. There is no specific software is used for the 

research paper. 

DESCRIPTIVE ANALYSIS 
Online Questionnaire was used for data collection. Total Respondents were 108 but 100 are taken in 

to consideration because 3 respondents were not able to fill the full questionnaire. The data of 

descriptive analysis and the sequence of data presentation refer to distributed questionnaire. 
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RESPONDENTS DEMOGRAPHIC PROFILE 
Demographic profile of surveyed respondents is presented . It includes name, gender, age, marital 

status, Occupation, Income level, Educational Qualification. 

GENDER: 
There are 90 respondents of this section out of which 71.4% are male and 28.6% are Female. 

AGE 
Age is distributed in 4 groups. Age between 18-25 years has highest respondent which is 68.2%,  

Age group 26-30 years has 23.4%,Age group 31-35 years has 7.5% and remaining are of age others 

which is to be mention 

 

MARITAL STATUS  
Majority of respondents are single which is 86% while there are only 14% of them are married. 
OCCUPATION 

Majority of respondents are students which is 64.8% while 4.4% of respondents are Agriculture 

and remaining are belongs to Business(8.8%) and last other profession (9.9%). 
INCOME LEVEL  
Majority of respondents have  income which is 63.7%  of respondents have less  than 

Rs10,000/month income and 14.3% of respondents have income level in between  Rs10,000- 

Rs20,000/month are respondent  below Rs20,000-30,000/Month and 30,00-40,000 are 17.6% 

respondent. 

 

RESPONDENTS QUESTIONNAIRE PROFILE  
The data of descriptive analysis and the sequence of data presentation refer to distributed 

questionnaire (Appendix 2). 
LIMITATIONS OF THE STUDY 

 There are several limitations evidenced in this study. These limitations should be 

considered for future research and improvement.  

 Firstly, regarding to this area of study, we found out that few research available and do 

not focus on young consumer‟s perspective.Thus behavioral intention to accept 

ecommerce marketing. Some other variables might be excluded in the study at which is 

important in the context.  

 Secondly Besides, the sample collected of this study is collected within Gorakhpur area 

whereby people from other parts of the country were excluded from the research due to 

time and cost constraints. Thus, the results cannot be generalized and representing India 

as a whole and other nationalities. As the perception of adopting and using the electronic 

commerce are highly differentiated across nation and countries. Sample size is another 

limitation of this study. 
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CONCLUSION 
 Expanded Internet infiltration, a problem free shopping condition and large amounts of Net 

investment funds see an ever increasing number of Indians shopping on the web. 

 The organizations need to diminish the dangers identified with purchaser ineptitude by strategies, 

for example, making buy sites simpler to explore, and presenting Internet stand, PCs and different 

guides in stores. 

 The objective isn't to change over all customers to web based acquiring, however to demonstrate 

to them it's a choice. Notwithstanding above, endeavors should be taken to instruct the online 

purchasers on the means that should be embraced while making an online buy. 
 Moreover, the criticism of an online purchaser ought to be caught to distinguish defects in 

administration conveyance. This should be possible through online networks and websites that fill 

in as promoting and showcasing instruments and a wellspring of input for endeavors.  

 It is a test for E-advertisers to change over low recurrence online purchasers into ordinary 

purchasers through fruitful web architecture and by tending to worries about solid execution. 

Online retailing raises a larger number of issues than the advantages it right now offers.  

 The nature of items offered on the web and strategies for administration conveyance are yet to be 

institutionalized. Till the equivalent is done, the purchaser is at a higher danger of cheats. 
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