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ABSTRACT 

The utilization of the Internet as a channel of information and commerce is growing at an 

expeditious pace in India. The Indian e-commerce market is estimated to be Rs.50,000crore, 

witnessing a magnification rate of 50% annually and has incremented 500%. To survive in the 

midst of profound competition, most of the companies are probing for unconventional ways of 

marketing. Internet is perhaps the best unconventional form of marketing that has been embraced 

by the companies. Internet shopping has received considerable attention in the popular press as 

the future of in-home shopping. The climb in online sales to consumers may reflect compelling 

advantages of Internet shopping. It promises a number of benefits to both businesses and 

consumers. From business perspective, Internet was visualized as unique linkage between 

consumers and supplier utilizing proprietary technology. For the consumer, Internet can be a 

valuable communication medium to facilitate controlled search for au courant information and 

assistance with comparison shopping and decision making. 
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INTRODUCTION 

The cyber world is an ecumenical designates of exchanging information and communicating 

through a series of interconnected computers. It offers an expeditious and multifarious 
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communications capabilities. Online shopping or e-shopping is a form of electronic commerce 

which sanctions consumers to directly buy goods or accommodations from a seller over the 

Internet utilizing a web browser. Alternative designations are: e-web-store, e-shop, e-store, 

Internet shop, web-shop, web-store, online store, online storefront and virtual store. Mobile 

commerce (or m-commerce) describes purchasing from an online retailer's mobile optimized 

online site or app. An online shop evokes the physical analogy of buying products or 

accommodations at a bricks-and-mortar retailer or shopping center; the process is called 

business-to consumer (B2C) online shopping. In the case where a business buys from another 

business, the process is called business-to-business (B2B) online shopping. The most immensely 

colossal of these online retailing corporations are Alibaba, 40 Amazon.com, and eBay.  

The online shopping concept become very popular among the consumers due to the 

accommodation, availability of varieties and quality attributes in the product. Due to increment 

in internet literacy, the hope of online marketing is additionally incrementing in India. Online 

shopping is withal alternatively called as e-web-store, e-shop, e-store, Internet shop, web-shop, 

web-store, online store, online storefront and virtual store. An online shop evokes the physical 

analogy of buying products or accommodations. Perception towards online shopping and 

intention to shopping online are not only affected by ease of avail, usefulness, and delectation. 

Retail prosperity is no longer all about physical stores. This is evident because of the 

incrimination in retailers now offering online store interfaces for consumers. With the 

magnification of online shopping, comes a wealth of incipient market footprint coverage 

opportunities for stores that can congruously cater to offshore market demands and 

accommodation requisites. 

The first World Wide Web server and browser, engendered by Tim Berners-Lee in 1990, opened 

for commercial use in 1991. Thereafter, subsequent technological innovations emerged in 1994: 

online banking, the aperture of an online pizza shop by Pizza Hut,  Netscape's SSL v2 encryption 

standard for secure data transfer, and Inter shop's first online shopping system. The first secure 
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transaction over the Web was either by Net Market or Internet Shopping Network in 

1994.Immediately after, Amazon.com launched its online shopping site in 1995 and eBay was 

withal introduced in 1995 Statistics show that in 2012, Asia-Pacific incremented their 

international sales over 30% giving them over $433 billion in revenue. That is a $69 billion 

distinction between the U.S. revenue of $364.66 billion. It is estimated that Asia-Pacific will 

increment by another 30% in the year 2013 putting them ahead by more than one third of all 

ecumenical ecommerce sales. 

 

OBJECTIVES OF THE STUDY 

1. To examine the „Demographic profile of the Respondents‟. 

2. To study the „Perception, Awareness and Satisfaction of the sample respondents‟. 

RESEARCH HYPOTHESIS 

H 1: There is Association between Age and Online Shopping. 

 H 2: There is Association between Monthly Family Income and Online Shopping.  

H 3: There is Association between Frequency of Internet Use and Online Shopping. 

ANALYSIS AND INTERPRETATION 

INFLUENCE OF CUSTOMERS’ DEMOGRAPHICS ON ONLINE SHOPPING 

BEHAVIOR 

To test the significant influence of customers‟ demographics on online shopping behavior, one 

way ANOVA is applied to ascertain the significant influence of customers‟ age, monthly 

income, education, occupation and frequency of shopping on online shopping behavior. 

Independent samples t-test is applied to ascertain the significant influence of customers‟ gender 

and marital status on online shopping behavior. 

Table 1 shows the results of significant influence of customers‟ demographics on online 

shopping behaviour. 
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Table -1 

Influence of customers’ demographics on online shopping behaviour 

DEMOGRAPHICS CLASSIFICATION N MEAN SD t/F VALUE 

Age  Below 20 years 292 86.35 5.526 F= 28.980** 

(p<.001) 20-30 years 436 83.41 7.264 

30- 40 years 310 87.42 4.786 

Above 40 years 162 85.09 6.174 

Gender Male 624 85.61 5.623 t=1.261 

(p=.207) Female  576 85.15 7.048 

Marital  status Married  688 84.25 5.738 t=5.445** 

(p<.001 Single  512 66.24 6.930 

Monthly income Below Rs 20,000 216 85.37 8.861 F=12.071** 

(P<.001) Rs 20,001-40,000 440 85.98 4.471 

Rs 40,001- 60,000 352 86.00 6.136 

Above Rs 60,000 192 82.95 6.487 

Education Schooling 288 83.86 8.094 F= 20.095** 

(P<.001) Graduate 512 86.82 3.797 

Post graduate 192 85.66 5.310 

Professional degree 208 83.73 8.357 

Occupation Student 120 80.13 5.510 F= 38.541** 

(P<.001) Salaried 472 86.16 6.143 

Professional 272 85.41 6.373 

Business 216 87.85 3.458 

House wife 120 83.13 8.115 

Frequency of 

shopping 

Once in a week 120 80.13 6.027 F= 4.476** 

(P<.001) At least once in a 

month 

472 86.16 6.016 

Once in 2-4 months 272 85.41 5.800 

Once in a year 216 87.85 7.269 

According to the 

need 

120 83.13 6.580 

** Significant at1% level 
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AGE 

The obtained 'F' value is 28.980 and it is significant at 1% level. The value indicates that there is 

significant influence of customer‟s age towards online shopping behaviour.  Further, the mean 

table 4.1indicates that the customers with age 35-45 years have scored higher mean value of 

87.42 and the lowest mean was scored by the customers with age 25-35 years of age (83.41). 

This shows that the customers with age 35-45 years are eager in online shopping and the 

customers with age 25-35 years are having less interest in online shopping. 

GENDER  

The obtained 't' value is 1.261 and it is not significant at 5% level. The value indicates that there 

is no significant influence of customer‟s gender towards online shopping behaviour. 

MARITAL STATUS 

 The obtained 't' value is 5.445 and it is significant at 1% level. The value indicates that there is 

significant influence of customer‟s marital status towards online shopping behaviour. Further, 

the mean table 4.1 indicates that the customers living as single have scored higher mean value of 

86.24 than the customers who were married (84.25). This shows that the customers living as 

single are good in online shopping behavior as compared with customers living as single. 

MONTHLY INCOME 

the mean table 4.1 indicates that the customers earning monthly income of Rs. 40,001- 60,000 

have scored higher mean value of 86.00 and the lowest mean was scored by the customers 

earning monthly income of more than Rs.60,000 ( 82.95 ). This shows that the customers earning 

monthly income of Rs. 40,001- 60,000 are good in online shopping behavior and the customers  

earning more than Rs.60,000 per month are little lacking in online shopping behaviour. 

EDUCATION  

The obtained 'F' value is 20.095 and it is significant at 1% level. The value indicates that there is 

significant influence of customer‟s education towards online shopping behavior. Further, the 

mean table 4.1 indicates that the customers possessing graduation have scored higher mean value 

of 86.82 and the lowest mean was scored by the customers with professional degree (83.73). This 
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shows that the graduates are having good online shopping behavior and the customers possessing 

professional degree are little lacking in online shopping. 

FREQUENCY OF SHOPPING  

The obtained 'F' value is 4.476 and it is significant at 1% level. The value indicates that there is 

significant influence of customer‟s frequency of shopping towards online shopping behaviour . 

Further, the mean table 4.1 indicates that the customers doing shopping once in 2-4 months have 

scored higher mean value of 86.67 and the lowest mean was scored by the customers doing 

shopping once in a year (83.71). This shows that the customers doing shopping once in 2-4 

months are having good online  shopping behavior and the customers doing shopping once in a 

year are lacking in online shopping behavior. 

PERCEPTION OF ONLINE SHOPPING INTENTION 

One sample t-test was used to test the level of Attitude in Online shopping Attitude was 

measured through two different variables. To test the significant difference between the mean 

value of the variables measured under Attitude in Online shopping against the test average 

response of 3 (mean score). 

Table 2 shows the results of one sample t-test for testing the level of Attitude in Online shopping against 

the average score. 

Table 2 

Level of Attitude in online shopping 

Statements  Mean SD  t-value p-value 

 Using Internet for online 

shopping is easy 

4.03 1.54 15.71** p<.001 

Shopping online is fun and 

I enjoy it  

4.02  1.74  17.49** p <.001 

  ** Significant at 1% level 
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From table 2  t-values of the sources of information on Attitude in Online shopping 15.71 and 

17.49 are significant at 1% level. This shows that there is significant difference between the 

mean responses given by the respondents towards the Attitude in Online shopping and the test 

average score (=3). Further, the mean values of the sources Using Internet for online shopping is 

easy (4.03) and Shopping online is fun and I enjoy it (4.02) which are above the  test average 

score. This shows that the respondents attitude level is good and they felt using internet for 

online shopping is easy. 

FINDINGS 

1. The customers with age below 25 years are having more satisfaction towards online 

merchants and the customers with age 25-35 years are having less satisfaction towards 

online merchants. 

2. The customers earning monthly income of 20,001 - 40,000 are having more satisfaction 

towards online merchants and the customers earning more than Rs.60,000 per month are 

having less satisfaction towards online merchants. 

3. The post graduates are having more satisfaction towards online merchants and the 

customers possessing professional degree are having less satisfaction towards online 

merchants. 

4. The business professionals are having more satisfaction towards online merchants and the 

students are having less satisfaction towards online merchants. 

5. The customers with age below 25 years are having more satisfaction towards online 

shopping and the customers with age 25-35 years are having less satisfaction towards 

online shopping. 

CONCLUSION 

Shopping on the Internet offers convenience and time-saving benefits to shoppers, as compared 

to shopping in traditional brick-and-mortar stores. Changing consumer lifestyles and lack of time 

may make it more difficult for consumers to shop at physical locations such as stores and 
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shopping malls. Shopping on the Internet addresses this problem as shoppers can shop in the 

comfort and convenience of home. Results of the MasterCard Survey 'Internet Shopping' (1996) 

revealed that consumers viewed the Internet as an "Instrument of Convenience". 

One of the most obvious benefits of online shopping which cannot be overlooked is convenience. 

One of the most enjoyable conveniences of online shopping which is enjoyed by many is the 

ability to shop for products or services at a time which is convenient for the consumer. Online 

retailers accept orders twenty four hours a day while consumers who wish to shop at traditional 

stores have to be available to visit the store during normal business hours. This can be a major 

inconvenience especially for shoppers who work long hours or shoppers who work odd hours. 

Online shopping eliminates this concern because shoppers can simply access online stores from 

their computer whenever they have free time available. 
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