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ABSTRACT 

India has seen a tremendous growth in the increase of customers for online shopping due to cheap availability 

in internet and smart phones and it is expected to change the traditional brick and mortar shops to virtual 

shops. Adapting to technology is leading to new life style among the people in India. Online shopping seems to 

be the very basic introduction to technology based business. The main aim is to identify the trends of the 

youngsters in the district of Palakkad. The study is among 68 respondents collected using questionnaire by 

stratified random sampling technique. The study also focuses on the factors influencing online shopping and 

problems faced while shopping online. Rank analysis, t-test and simple percentage methods were used for 

meaningful interpretation of results. 
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1. Introduction: 

E-commerce simply means buying and selling of goods and even availing and offering services electronically 

with the help of a device. Different types of E-commerce are Business to Customer (B2C), Business to Business 

(B2B), Customer to Customer (C2C), Customer to Business (C2B), Business to Administration (B2A) and 

Customer to Administration (C2A). (Moore, 2015) 

E-commerce took real birth after the commercialization of internet in the year 1991 since the birth the first 

World Wide Web (www) browser created in 1990. Online shopping has been a part of E-commerce since then. 

But then with regards to the history of online shopping, traces explains that it initially started off by Michael 

Aldrich when he used a message method service named as AKA VideoTex method (a two way message 

process) to improve his business during the year 1979 and was considered to be an electronic way of shopping  

(Kenny, 2018). Online shopping refers to an act performed by an individual in purchasing or availing goods and 

services from a virtual store or web portal where their interconnection or interaction between customers and 

merchants is linked through internet with the help of an electronic device (Economic Times, 2006). Similar to 

the traditional brick and mortar stores, Online shopping also provides online shop hosted in the form of websites 

by various merchants providing customers to purchase and avail the various goods and services which are 

offered. Since then the term market generally refers to a place where buyers and sellers meet together has been 

the traditional meaning of market. The meaning and nature of market since the era of internet has undergone 
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revolutionary changes over time. On a closer observation on historical evolution of markets, different stages of 

transition can easily be identified, the last stage being the era of ONLINE SHOPPING. This online shopping 

market or website hosted by merchants is commonly known as web store or e-store. Some of the major 

examples are Amazon, eBay, Alibaba, Walmart, etc (Market Business news, 2018). 

With regards to advantages to customers for online shopping is mainly because of convenience. The 

convenience can take up various faces which are explained. It saves time of the customer travelling to and fro to 

the store. The online store is open throughout i.e. 24 x 7 x 365 days. The customer can compare each product 

with other brands or even its substitutes available eventually leading to saving of money at the customers’ side. 

At present the customer can also tract the delivery of order and the feedback and helpline systems are much 

more active than before with improved technology. At the same time there a lot of disadvantages for the 

customers’ shopping or going online store. Major disadvantage is lack of interaction for better shopping 

experience. Along with it lack of touch and feel of goods have also led to major frauds happening in the online 

shopping. Many a times the customers’ have not been satisfied with online shopping due to delay in delivery. 

(Money Matters, 2018) 

2. Review of Literature 

(Kothari & Maindargi, 2016) According to this study the researchers have attempted to identify the attitude of 

customers for online shopping in the city of Solapur. The researchers identified that promotion and publicity at 

high level brings a shift from manual shopping to online shopping. Study identified that the customers are of the 

opinion to reduce shipping or make free delivery charges. At the same time customers feared of giving card 

details and worried about could they return wrong / bad product stood as major barriers. Occupation does not 

have any impact on the purchase of goods and customers of Online shopping in the city of Solapur were fully 

satisfied with shopping online. 

(Surya, 2017) According to the study, the primary aim of the researchers is to identify awareness of youngsters 

in internet banking and factors influencing them to purchase online. The study is conducted at Tirunelveli 

district among 100 respondents. The study has conducted chi-square, weighted rank analysis methods to 

analysis the results. The study identified there is no significant relationship educational qualification and online 

purchase but occupation and online purchase have a significant relationship. Wide variety of products available 

in the online shopping is the major factor influenced online shopping. 

(Sivanesan, 2017) According to this study, the problems and reasons for the problems faced during an online 

shopping is studied. The study is conducted among 100 respondents in the district of Kanyakumari and the study 

has used mean weighted analysis to identify the problem. From the study, the researchers identified the major 

problems faced are physical touch, availability of delivery point and delay in delivery but quantity difference is 

not a problem faced at all. Medicine is the least purchased item whereas clothing seems to be the most 
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purchased item. The researcher also identifies majority are satisfied with the online shopping and purchase at 

least once or twice in a month. 

(Ajithkumar & Joy, 2017) According to this study, the researchers’ main aim was to study the attitude, 

influence of consumer behaviour and nature of goods purchased. It was a micro level study conducted among 60 

respondents (47 online shoppers and 13 respondents do not follow online shopping) of Ayyankunnu Grama 

Panchayat of Kannur district in Kerala based only on survey method. The study identified electronics goods are 

the most commonly purchased and cosmetics to be the least purchased. The study also identified low price and 

quality were the key influencing factors for online shopping where in delay in product delivery is the major 

problem faced among the respondents. 

(Khatibi, Haque, & Karim, 2006) According to the researchers, a study conducted in Malaysia basically to 

understand the characteristics as well as evaluation of users and non users of online shopping. The demographic 

differences were also studied to understand among different section of respondents. Chi-square, sample t-test 

and correlation coefficient matrix were also used in the study of 360 respondents. According to the study, 

convenience were the major for the usage of online shopping and Bank credit cards were the major payment 

mode among the online shoppers in Malaysia. The study also identified there is a significant relationship and 

association among the users and non users of online shopping with respect to the usage of retail shops for 

identifying information of the product and comparing prices further to decide a purchase decision. 

3. Statement of the Problem 

Penetration of mobile smart phones with internet enabled made easier in getting things from different parts of 

the world available at the door steps with a click. In India, the online shopping has tremendously grown to a 

higher rate. Even the researcher himself has seen his family members and friends getting too much influenced 

by the new trends of shopping online. But then in the district of Palakkad in Kerala, the expansion is pretty low 

compared to other districts of Kerala. From the observation of the researcher, online shopping is the basic entry 

mode for further online platforms of financial services, delivery service industry, food industry and cab services 

etc which are still electronic (telephone medium) in nature. Even after the expansion of online shopping in 

various part of India, Palakkad seems to be slow adopters. So there are various factors other than infrastructure 

for internet and penetration of smart phone or there are other factors hindering the expansion of online shopping. 

So this study to understand the trends, influencing factors and problems faced in online shopping could bring 

out significant insights on the same. 

4. Significance of the Study 

The e-commerce volume of retail sales in India reported by ‘Statista’ is 16.07 million and 20.05 million USD in 

revenues for the year 2016 and 2017 respectively. It has also been reported by the Statistia that in the year 2022 

the predicted revenue of retail sale of e-commerce in India will be more the 3 times i.e. 52.30 million USD.  
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According to the report of Statistia only 26% of the total population was using internet and is expected to reach 

and internet audience of 635 million online users in 2021 i.e. nearly 40% of the population due to cheap mobile 

connections and internet recharge (Statistia, 2016). So there is a very strong potential growth in the field of 

online shopping especially at areas where it is slowly expanding and district of Palakkad in Kerala is one such 

area. The study is also concentrated on a bunch of young students who are well versed and active with internet 

and social media is where the role of online shopping is emerging. In this context this study will bring out 

significant insights on the various trends, influencing factors, merits and demerits of online shopping. 

5. Objectives of the Study 

1. To understand the practices of online shopping users’ in Palakkad District. 

2. To identify the key factors influencing youngsters towards online shopping. 

3. To report the problems faced by the youngsters in online shopping. 

 

6. Research Methodology 

The study titled ‘Online Shopping among Youngsters in Palakkad District’ is a micro level study based on 

primary data in the district of Palakkad, Kerala. Sampling technique used for the study is stratified random 

sampling. Sample size for the study was decided to be 100. The data collected for the study is using a pre 

structured questionnaire. Only 75returned and out of which 7 incomplete responses were removed and balance 

68 respondents were taken for the analysis of the study. These were 68 responses were fed into Microsoft Excel 

and analysed using SPSS software package for statistical analysis. In the analysis part various tools of 

mathematical and statistical techniques are used such as simple percentage, rank analysis and one sample t-test. 

Secondary data is also used for the study 

7. Scope of the Study 

For the purpose of the study the geographical scope extends only to four different towns of Palakkad district 

which is selected i.e. Palakkad, Ottapalam, Alathur and Vadakkencherry. These four areas are selected as per the 

availability of the delivery pin codes provided by the websites which have higher online sales. Regarding the 

collection of Data it is only concentrated to college students of these four towns because they have more 

exposure to this segment and study on their trends and practices will bring out significant insights. 

8. Data Analysis and Interpretation 

Table 1: Demographic Profile of the Respondents 

Category Characteristics Frequency Percentage 

Gender Male 34 50 
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Female 34 50 

Total 68 100 

Indian Residential 

Status 

Non NRI 38 55.9 

NRI 30 44.1 

Total 68 100 

 

Table 1 above depicts the demographic profile of the respondents. From the table it is inferred that the total 

respondents for the study is 68 classified into two categories i.e. Gender and Residential status. Regarding the 

respondents with respect to Gender, there are 34 (50%) respondents each for both male and female. With respect 

to residential status of the respondents, 38 (44.1%) respondents are Non NRI and 30 (55.9%) respondents is 

belonging to the group NRI. 

Table 2: Mode of Access to Online Shopping 

Mode Frequency Percentage 

Mobile Phones 40 58.82 

Personal Computers 24 35.30 

College Computers 2 2.94 

Internet Cafe 2 2.94 

Total 68 100 

 

From table 2 mode of access to online shopping is assessed and it is inferred that majority of the respondents i.e. 

40 (58.82%) depend on their mobile phones to access online shopping. 24 (35.30%) respondents use their 

personal computers for online shopping where as very few of them use college computers and internet cafes for 

online shopping i.e. 2 (2.94%) respondents each. This shows the penetration of mobile phones and exposure of 

personal computers among the respondents is very high. 

Table 3: Motivation to Choose Online Shopping 

Factors Frequency Percentage 

Self Motivation 20 29.41 

Family Members 10 14.71 

Friends 18 26.47 

Media 20 29.41 

Total 68 100 
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Table 3 depicts the motivating factor to choose online shopping. From the above table it inferred that self 

motivation and media had equal factor to choose online shopping among 20 (29.41%) respondents each. For 18 

(26.47%) respondents motivating factor Friends also played a near role in choosing online shopping. Family 

members were the also a motivating for the few i.e. 10 (14.71%) respondents. 

Table 4: Frequency of Purchase 

Particulars Frequency Percentage 

Once in a month 20 29.41 

2 – 5 times a month 40 58.82 

Above 5 times a month 8 11.77 

Total 68 100 

 

Table 4 explains the frequency of online shopping by the respondents. From the table it is inferred that online 

shopping is done at least ‘2 – 5 times a month’ is majority i.e. 40 (58.82%) respondents. 20 (29.41%) 

respondents do online shopping once in a month and only very few i.e. 8 (11.77%) respondents do online 

shopping more than 5 times a month. 

Table 5: Average Amount Spend on Online Shopping 

Rupees Spend Per Month Frequency Percentage 

Up to Rs. 2000/- 11 16.18 

Rs. 2000 to Rs. 5000/- 37 54.41 

Rs. 5000 & above 20 29.41 

Total 68 100 

 

From the table 5, it can be inferred that 11 (16.18%) respondents spends up to Rs. 2000 per month via online 

shopping. Whereas, majority of them spend between Rs. 2000 and Rs. 5000 for online shopping among 37 (i.e. 

54.41%) respondents and 29.41% i.e. 20 respondents spends more than Rs. 5000/- per month for their shopping 

online. 

Table 6: Commonly Purchased Commodities among Respondents 

Commodity Sum of ranks Rank 

Footwear 116 1 

Clothing 117 2 

Books 121 3 
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Accessories 140 4 

Electronic Goods 141 5 

Tickets 142 6 

Cosmetic Goods 195 7 

From the table 6 above it can be seen or inferred that the footwear items is the most often purchased by the 

respondents. Clothing were the second item commonly purchased followed by books as third frequently 

purchase item. Accessories (belt, socks, bands, etc), Electronic goods and Tickets stood at Rank 4, Rank 5 and 

Rank 6 respectively. Finally, cosmetic goods were the least item purchased by the respondents. 

Table 7: Favourite Website among Respondents 

Website Sum of ranks Rank 

Amazon 40 1 

Flipkart 42 2 

Myntra 76 3 

Jabong 77 4 

Snapdeal 93 5 

e-Bay 95 6 

 

From the above table 7, it can be easily inferred that the respondents’ favourite website for online shopping is 

Amazon as it has the least sum of result i.e.40. The respondents consider Flipkart as their second favourite 

website after Amazon with the sum of ranks as 42. It is followed by Myntra (sum of ranks 76), Jabong (sum of 

rank 77) and Snapdeal (sum of rank 93) as their third, fourth and fifth favourite websites. Finally, e-Bay stands 

last among the favourite websites. 

Table 8: Analysis of Advantages Influencing of Online Shopping 

Benefit 

 

Descriptive Statistics One Sample ‘t’ Test (Test value = 3) 

N Mean ± S.E. t – value d f Significance 

Cost Saving 68 4.43 ± .087 16.361 67 .000 

Customization 68 3.65 ± .097 6.947 67 .000 

Global Reach 68 4.19 ± .097 12.331 67 .000 
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Less Effort in 

Transaction 
68 4.10 ± .121 9.144 67 .000 

Availability of Latest 

Trend 
68 4.40 ± 0.96 14.502 67 .000 

 

From the above table, advantages of online shopping that influences the respondents is analysed. It is clearly 

understood from the table that the mean value is highly above the central mean value 3 and as the standard error 

of mean also indicates it mean scores are very consistent for the factors influencing online shopping. Thus one 

sample t-test is conducted to see whether the mean value is significant or not at 5% level of significance. As the 

p value is 0.00 for all the key factors influenced online shopping (i.e. p < 0.05) it can concluded that the 

advantages of online shopping has been a key factor which influenced the respondents. 

Table 9: Analysis on Website or App Features Influencing Online Shopping 

Website / App 

Feature 

 

Descriptive Statistics One Sample ‘t’ Test (Test value = 3) 

N Mean ± S.E. t – value d f Significance 

Availability of 

Information 
68 4.19 ± .076 15.614 67 .000 

Reliability 68 3.88 ± .093 9.530 67 .000 

Design or User 

Friendly 
68 3.96 ± .104 9.230 67 .000 

Customer Service 68 3.53 ± .114 4.655 67 .000 

Offers & Discounts 68 3.72 ± .120 6.001 67 .000 

From the above table 9, various website features of online shopping sites that influenced the respondents were 

analysed. It is clearly understood from the table that the mean value is highly above the central mean value 3 

and as the standard error of mean also indicates it mean scores are very consistent for the factors influencing 

online shopping. Thus one sample t-test is conducted to see whether the mean value is significant or not at 5% 

level of significance. As the p value is 0.00 for all the key factors influenced online shopping (i.e. p < 0.05) it 

can concluded that these various website or app features of the shopping sites has been a key factor which 

influenced the respondents. 

 



 

789 | P a g e  

 

Table 10: Problems Faced During Online Shopping 

Problems Faced 

 

Descriptive Statistics One Sample ‘t’ Test (Test value = 3) 

N Mean ± S.E. t – value d f Significance 

Fear of Card Details 68 2.21 ± .237  -3.356 67 .001 

Wrong / Damaged 

Goods 
68 1.85 ± .208  -5.523 67 .000 

Delay on Refunds 68 2.13 ± .239 -3.633 67 .001 

Unavailability / 

Delay in Delivery 
68 2 ± 0.215 -4.658 67 .000 

Shipping / Delivery 

Charges 
68 2.26 .239 -3.071 67 .003 

Difficulty in 

Returning  Goods 
68 2.44 ± .259 -2.154 67 .035 

 

From the above table 10, the problem faced by the respondents during online shopping is analysed. It depicts 

that the Mean scores are less than the central value of 3 and the standard error of means is also consistent with 

the mean score. Thus one sample t test is conducted to identify its significance at 5% level. From the table, the 

significance value is less than the p value decided i.e. p < 0.05 and indicated that these identified common 

problems by the researcher were not the actual problems faced by the respondents during online shopping. 

Table 11: Preferred Payment for Online Shopping 

Payment Method Frequency Percentage 

Cash on Delivery 30 44.11 

Net Banking 8 11.77 

Transaction Via Plastic Cards 20 29.41 

Website Wallets 10 14.71 

Total 68 100 

 

The above table 11, depicts the payment method opted by the respondents during their online shopping. From 

the table it is understood that 30(44.11%) respondents still rely on cash on delivery payment methods. Net 

banking is the least method of payment among 8 (11.77%) respondents. Whereas, 20 (29.41%) respondents 
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preferred payment through plastic card options and 10 (14.71%) respondents preferred payment through the 

website wallets. 

9. Finding in Nutshell 

 Mobile smart phone as the major mode of access to online shopping. 

 Self motivation, media and friends has been a major motivating source to choose online shopping 

whereas family friends had motivated least. 

 Average monthly amount spend is around Rs. 2000/- to Rs. 5000/- per month for 2 – 5 transactions 

during a month. 

 Footwear, clothing and books were the most commonly purchased items via online shopping. 

 Cosmetic items were the least purchased item among youngsters. 

 Amazon and Flipkart are most opted where e-Bay and snapdeal to be the least opted online merchant. 

 Cost savings and availability of latest trends are the major benefits influenced in the adoption of online 

shopping. 

 Availability of information and website design or user friendly apps is major website features that 

influenced adoption of online shopping. 

 Fear of card details, damaged goods, delay in refunds or delivery, shipping charges and difficulty in 

returning were not the problems faced by youngsters in online shopping. 

 Cash on delivery is most popular mode of payment for online shopping. 

Conclusion 

There is a lot of conventional as well as psychological barriers and constrains in shifting to online shopping as 

part of modern life-style rather than the usual problems faced in the online shopping. But penetration of mobile 

phone has been a significant impact as mobile phones has been a major mode of access for them to move online 

shopping. Youngsters still depend on conventional payment system of cash on delivery than technology 

advanced mobile payment methods. Footwear and clothing is most commonly purchased whereas cosmetic 

goods were the least purchased commodity. Amazon is the most preferred online merchant among the online 

shoppers but e-Bay has been ranked as the least preferred. Advantages of online shopping and website or 

application features have significant impact on the adoption to online shopping. Online shopping is at 

tremendous growth rate in India, but being at emerging stage in Palakkad district indicates there is a great 

potential for online shopping as well as other internet based business activity. This suggests for more 

promotional activities to be taken up by the online merchants to attract many others to start using online 

shopping very frequently. 
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