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1.1 Research Background

The fast growing technological developments gave a new face to the modern
world. It brought changes in every field like economical, industrial, social, cultural,
educational and political. The development of computer and internet was the most
influenced and powerful technological development happened in this era. It can be
stated that with the beginning of 21* century, the human generation is transformed
in to an ‘e-generation’. Compared to various sectors of the nations, industrial sector
is the most influenced sector with the development of internet. It has generated
tremendous level of excitement and growth in economy, especially in the field of
business. The internet has opened a new window of opportunity to the world of
business. It helps the entrepreneurs by offering most modern and innovative ways
for communicating information, promoting and distributing their products to their
target customers. The ability of internet to connect people around the globe without
any geographical and political boundary, provided to the business a new scope and
platform for doing their business activities. It demolished the pace and place
limitations for carrying out all the business activities. Any one who wishes to buy
something from the market can easily find products and place their orders virtually

from anywhere at any time, 24 hours a day, 7 days a week and 365 days a year.

The e-commerce activities in the field of business have recorded a
tremendous growth in the past few decades because of various reasons and it is still
growing rapidly. The developments in the technology, economy, education and the
changes in the life style of people and their buying capacity throughout the world
really boosted the scope and growth of e-commerce activities. Among the
consumers, the trend of using computer and internet as a shopping tool has been
increasing at an explosive rate throughout the world. The unique function of internet
which favors online buying and selling has drawn a great deal of attention from
many companies around the world. However, without considering what factors
actually motivate the consumers to deal with online shopping sites for purchase of
goods and services, many companies rushed in to set up their business over the

internet.



When considering the communication of information from buyers to
consumers quickly and inexpensively, compared to other traditional mass Medias
like television, radio and news papers, internet has the unique advantage of two way
communication facility which attracted the business people to set up internet
retailing sites to sell their products and services. The increasing rate of adoption of
personal computers including smart phones and internet among the consumers have
encouraged the companies to provide online retailing shopping sites to market their
products and services. Many companies agree that marketing through internet will
definitely increase the consumer spending and loyalty. While reviewing the
literature, it is seen that, in recent future, the internet marketing will definitely

substitute the traditional bricks and mortar stores from the market.

While considering the recent growth and developments in the online
business, it can be assumed that many companies are now acknowledging the
importance of using the facility of internet in order to market their products and
services. But it is interested to note that despite of the increasing popularity of
internet marketing, it is wondering that only handful researchers have studied what
factors actually influence the consumers while buying goods and services online. It
actually makes some difficulty for the internet marketers to formulate their online
marketing plans and strategies, which causes losses and failures in this field. Most of
the knowledge and information in this important area of marketing is available,
based on the unauthentic colorful stories and anecdotes of the paid columnists

published through paid medias.

The internet penetration in India is also now increasing at a faster rate. By
noticing this factor, similar to the markets of western countries, many foreign
companies and Indian companies are now rushing to establish an internet presence
in India. But still there is a great deal of confusion and doubts about the actual
impact of this new medium of marketing on their business. While reviewing the
available literature, it is noticed that only few studies are there to discuss the matters
of internet marketing and these studies are mainly focused on areas like e-service

quality, web designing and web advertising etc. Some of the previous studies



investigated only the internet user demographics, reasons for shopping online and
product preference while making online purchase. No studies actually probed in to
the basic issues relating to what factors influence the consumers and why they make
a decision to buy products and services online. The influencing factors of their
online purchase intention are not at all discussed anywhere in the previous research
works. Hence the researcher found there is a gap in the literature to study about the
factors that influence the online purchase of technological products among e
shopping consumers in Kerala. This thesis “Online Shopping of Technological
Products in Kerala- An Empirical Analysis” is an attempt to get in to the depth of
online shopping habits for understanding the influencing factors of online purchase

among the consumers in Kerala.

1.2. The reason to select Technological Products as the Target

Products for the Research.

Technological products are the material objects that have been designed by
people and developed through technological practice to serve particular functions.
Normally technological products are used by individual consumers as well as
organizational consumers. The present study mainly focuses on the purchase of
technological products which are used by the individual consumers, as the target
products in online shopping. After reviewing the available literature and statistics,
the researcher is confident about the selection due to the following reasons.

> Due to the fast developments in technology, new innovative technological
products are introduced in to the market so regularly.

> The technological products are a high involvement product, requiring
consumers to conduct an extensive information search on company and
product attributes and benefits before entering in to a purchase decision. This
will be easier in online shops.

> The buying capacity and life style of the consumers are showing a
progressive growth in the recent years which created an attraction towards

using the technological products more often.



> There is an increasing trend of consumers turning in to internet searching for
collecting information about technological products. This helps them to
compare the products.

> Technological products have become inevitable in our daily life. There will
not be any people who are not using any of the technological products. So
the number of users of technological products is increasing.

> Online stores are providing price advantage for the technological products
compared to the traditional shops. So more consumers are attracting towards
online shops especially for the purchase of tech products.

> Online stores are providing easy access of multiple brands of technological
products to the consumers.

> Manufactures of the technological products are providing service for the
products around the globe. Consumers can visit any service centre of the
manufacturer all over the world for getting the service. This facility attracts
more and more consumers to purchase the technological products through
online stores.

> Manufactures of the technological products are also providing worldwide
guarantee for their products. Consumers need to contact the seller or visit the
retail shops for getting the warrantee. Consumers need not worry about the
maintenance of the product purchased online. This facility also attracts more
and more consumers to purchase technological products through online
stores.

> The number of persons using internet is increasing which leads to an increase
in the number of online purchase also. Hence the researcher is confident
about finding the online consumers of technological products easily. So the
technological products should prove to be an appropriate choice for this

study.

For the purpose of the present study, the scope of technological products is
limited only to the electronic products which are normally used by individual
consumers rather than organizational customers. These products are classified in to

three categories.



Table 1.1

Categorization of Technological Products

Category Items

Mobile and Accessories Mobile phones, Memory cards, Earphones,
Adapters, Power banks etc.

Computer and Accessories Laptop, Pen drive, Hard disk, Scanner,
Printer, Projector etc.

Personal/ Household Items Watch, LED/LCD, Mixer grinder,
Digital camera etc.

There are tremendous advantages for using internet in marketing products
and services. Internet provides a new window of opportunity for marketers to plan
innovative activities that have not been previously possible for the business people.
However, companies need to develop an insightful understanding and knowledge of
consumer behavior when purchasing products and services online. These
understandings will be helpful for the companies to plan their marketing mixes and
to provide better and useful facilities for buyers to meet their needs and requirements
in online purchase. By making such adjustments, marketers can easily establish,
maintain and develop customer satisfaction, brand loyalty and provide consumers
with a solid rationale for continuing to purchase the same brand of products in future
also. Hence the present study is significant as it is a preliminary attempt in the state
of Kerala to identify factors and their relative importance in influencing consumers’
purchase of technological products online. The research problem and objectives of
this study are addressed next.

1.3 Research problem and objectives

The purpose of this research work is to identify and analyze the factors
influencing the purchase of technological products online by the consumers in
Kerala. The research problem addressed was: What are the important factors that
influence the purchase of technological products among the e shopping

consumers in Kerala?




The specific objectives of the study are:

1. To study the online shopping procedure and to identify the factors

influencing online shopping.

2. To analyze the experience and intention of consumers towards online
purchase.
3. To explore the relative importance of factors that encourages or discourages

consumers from buying technological products online.

4. To analyze the demographic differences among the online buyers in
considering the influencing factors of e shopping.

5. To identify the influence of various devices used in online purchase habits of

consumers in Kerala.

As this research problem has not previously been investigated in Kerala, the
study began with a literature review of previous studies on related subjects, in order
to develop a theoretical model for this study. This is closely followed by an
exploratory study conducted to generate consumer insight and to refine and explore
additional factors, attitudes and intentions towards online purchase of technological
products. Finally, a large quantitative online and offline survey was conducted
among the internet users in Kerala who have purchased any of the technological
products online during the last one year, in order to empirically test and confirm the

conceptualized model.
1.4 Justification for the research

The study can be justified in terms of both its theoretical and practical
contributions. Theoretically this research is contributing to the existing literature
about the influencing factors of purchase intention in online shopping and practically
it is contributing to the practicing of virtual shopping in Kerala. Each of these

contributions is discussed in turn.



1.4.1 Theoretical contributions

Although there are several generic international studies on online marketing
available in the present literature using the Technology Acceptance Model (TAM),
only few research exists with respect to factors influencing consumer’s purchase
intention when buying technological products online. This is the first empirical
study about factors influencing purchase of technological products on the Internet.

The theoretical contributions are summarized as follows:
> Gaps in the literature

While referring the various previous literatures about internet marketing, it is
found that theories like Technology Acceptance Model (TAM), Theory of Planned
Behavior (TPB) and Diffusion of Innovation (DI) theory are the most frequently
used theories by the researchers to study about adoption of technologies. But these
theories are used by researchers mostly for study about the factors related to the
acceptance of technological products such a computers, internet, different software
etc. and also these research studies mostly used inappropriate sample size, sampling
method which will not be helpful to explain the subject and get into a concrete
conclusion. This research study thus contributes to the body of knowledge of present

literature.
> Uninvestigated topic

The research topic to find out the factors influencing online shopping
decisions when purchasing technological products is an uninvestigated topic in this
area of study. While reviewing literature, it is noticed that only few studies are there
to discuss the matters of internet marketing and these studies are mainly focused on
e service quality, web designing and web advertising etc. Some of the previous
studies investigating only the internet user demographics, reasons for shopping
online and product preference while making online purchase. No studies actually
getting in to the basic issues relating to what factors influence consumers and why

they make a decision to buy products and services online. The influencing factors of



their online purchase intention are not at all discussed anywhere. Therefore this

research study thus contributes to the body of knowledge of this topic.
> Uninvestigated area

Most of the previous studies about online marketing are conducted
internationally. Only few such studies are conducted to study the behavior of Indian
market and none of such studies are there in Kerala. Kerala is a state where the e
literacy level of people is very high. People of Kerala are keener about the latest
technology adoption. Here IT is a subject of study in the school curriculum.
Moreover Kerala is also a major consumer state in India. Hence this research study
is significant as it is a preliminary attempt in Kerala to identify factors and their
relative importance in influencing consumer purchase when buying technological
products online. Hence this research study thus contributes to the body of knowledge

of this area.
> Research model

Considerable amount of people of Kerala are not using internet and out of the
internet users, majority are not making any online purchase. Also there is no study
related to this topic conducted in Kerala. As this study examines comparatively a
new area of internet marketing, it is hard to find out an explanatory model in the
existing literature. By reviewing the available literature in this area, the researcher
selected the Technology Acceptance Model to study this topic. A new model has
been developed by taking variables from TAM and added some more variables by
reviewing the literature especially for this study. This will be helpful for explaining
the online purchase intention of e shopping consumers when buying technological
products. Hence this research study contributes to the literature for the development

of a new research model in this field.
> Research methodology

The research topic is a new one in the area of internet marketing. There were
no previous studies which discuss the influencing factors on the purchase of

technological products in Kerala. The researcher reviewed the available literature



to identify the prospects and elements of internet marketing and there by develop an
appropriate theoretical frame work for the study. Then the present system of online
marketing was studied to get a detailed knowledge of how the system is working and
what are its strengths and weaknesses. Then by discussing the research topic with
those people who are in touch with online marketing in any manner, to gain more
about consumers’ interest towards online shopping, and there by develop hypotheses
and proposed model for the study. Finally by preparing a questionnaire based on the
information gained from literature review and discussion with the people, a detailed
online and offline survey was conducted to collect data from the proposed
respondents and to test the hypotheses by using various statistical tools. Hence the
research methodology used for the study will contribute to the present literature and
will be helpful for the future research in this field.

1.4.2 Practical Contributions

This research study also provides some important practical contributions in
the field of online marketing. The findings of the study will be helpful in many
managerial activities in the online business. Some of the important practical

contributions are as follows:

> The study analyzes the development of internet penetration in India and
which will be helpful for the companies to decide whether to get into the
world of online business or not.

> It will be helpful for the administrators of the online business firms to
formulate plans and policies in accordance with the online market needs.

> The marketing managers can formulate marketing strategies to fix their
marketing mix so as to provide more satisfaction in accordance with the
changing behavior of the online consumers.

> The study gives necessary tips for the web developers to plan and design
more effective and useful websites to attract more and more business from

the online consumers.



> From the findings of this study, the online business firms may be able to
prioritize their products which they offer to their customers, in terms of
consumer preference and purchase intention.

> Now a day more and more consumers are turning in to online shops to
purchase products and services. It is becoming a threat to the traditional brick
and mortar shops. This will compel the government to formulate policies to
regulate the online business. The study provides information which will be
helpful for the policy makers to formulate regulations in terms of internet,
tax issues, security and privacy issues of the customers, fraudulent practices

etc.

In brief, the study can be justified in terms of its theoretical and practical
contributions to the field of online marketing. It provides a lot of vital information
regarding the online purchase intention of e shopping consumers in Kerala when
buying technological products. The results of the study contribute to the body of
knowledge in this field about the factors which influence online purchase among

consumers in Kerala.
1.5 Conceptual and Operational Definition of the Terms

The definition and meaning of some of the common terminologies used in

online business is explained below.
E-Commerce

“E-Commerce is a system for buying and selling of goods and services using

Internet as the main means of exchange”. (Wikipedia 2016)
E-tailing

Electronic retailing is the sale of goods and services through internet.
Electronic retailing, or e-tailing, can include business-to-business (B2B) and
business-to-consumer (B2C) sales of products and services, through subscriptions to

website content, or through advertising.

10



Online shopping

Online shopping is a form of electronic commerce which allows consumers
to directly buy goods or services from a seller over the Internet using a web browser.
(Wikipedia 2016)

E-Business

“E-business refers to the complete process necessary to manage an online
business”. (Wikipedia 2016)

E-Customer

“E-Customer is a person who interacts with the business website with the
possible intention to conduct some transaction”. (Wikipedia 2016)

E-payment System

The definition of an electronic payment system is a way of paying for goods
or services electronically, instead of using cash or a cheque, in person or by mail.

E-security

“E-security refers to the principles which guide safe electronic transactions,
allowing the buying and selling of goods and services through Internet, but with

protocols in place to provide safety for those involved” (Wikipedia 2016).
1.6 Methodology of Research

The study is primarily a descriptive one based on survey method using both
Online and Offline questionnaire. Required information is collected from both
secondary and primary sources. In the first stage of the research, required
information is collected from the available literature to identify and develop a
preliminary model for the research work. The present online shopping procedure is
also examined as part of the study. After collecting necessary information, by using
the Technology Acceptance Model, a preliminary model was put forward and

hypothesis were set to carry out the study. In the next stage a detailed questionnaire
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was prepared to collect first hand information from the respondents to test the
hypothesis specially set up for the study by conducting a survey. The online

questionnaire is prepared with the help of Google form.

Samples are drawn from the population by using multi stage sampling
method. The entire population of the state of Kerala is divided into three regions,
i.e.; North region, Centre region and South region. One district is selected randomly
from each zone by using lottery method, i.e.; Malappuram from North region,
Ernakulum from Centre region and Trivandrum from South region. The sample
populations are selected equally from each region randomly. Data are collected from
both rural and urban areas of the state. People from Panchayath are considered as
rural population and respondents from corporations or municipalities are considered
as urban populations. The survey was restricted to an age group of 16 and above as
they are using internet and technological products more often.

1.7 Source of Data

Necessary data are collected from both primary sources and secondary

sources.
1.7.1 Secondary Data

Even though there is no sufficient information available in the literature
related to the factors influencing the online purchase of technological products, an
attempt is made to find data which is some way related to the online marketing.

The secondary data have been collected from different sources such as:-
e Published thesis and dissertations
e Books, journals and periodicals

e Websites - The present system of online marketing are also examined

through various online shopping websites.
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1.7.2 Primary Data

Primary Data is collected from the Internet users, online shopping firms and
consumers of technological products by using a detailed questionnaire and also from

direct interactions.

At the first stage the researcher interacts with those people who were using
internet and in some way familiarize with the online shopping. The interview is
conducted on the basis of a preliminary questionnaire developed from the initial
objectives and from the literature review and data collected thereby used to prepare a

final questionnaire for the online survey.

In the next stage by using the final questionnaire a detailed online and offline
survey was conducted to collect data regarding the factors influencing the online

purchase of technological products.
1.8 Scheme of the study

The study is structured into 6 chapters to present the research topic in a

simple and understandable form.

Chapter 1- The first chapter of the thesis provides an overall view of the
study. The fast growing importance of online business in the present scenario,
relevance of selecting technological products as the target product of the study,
research problem and objectives, its practical and theoretical contributions to the
body of knowledge, the methodology developed and used specially for this study

and the limitations faced by the researcher are also presented in this chapter.

Chapter 2- The second chapter is presenting a theoretical overview of the
topic by reviewing various literatures already published related to the area of study.
A number of published literature and various websites which is some way related
to online marketing are referred and screened it to present only those reviews which

are relevant for the study and to transact the research topic.
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Chapter 3- This chapter contains the online shopping profile in India by
showing the details of the development of online shopping, the list of various online
shopping companies in operation in India, the steps in online shopping procedures,
various safety measures to be taken while making online purchase and procedure to

be followed to set up an online business.

Chapter 4 covers questionnaire development, data collection method, and
the method of survey administration are explained, substantiated, and discussed in

detail.

Chapter 5 analyses and presents the results of the data collected in two
stages and the statistical analysis to test hypotheses by using different tools is also

done.

Chapter 6 evaluates the research findings from the previous chapter. A
summary of each hypothesis is presented and conclusions are drawn in relation to
theoretical and practical contributions. Major suggestions are also pointed out based
on the findings. Limitations of the study are noted and opportunities for future

research are also suggested.
1.9 Limitations of the Study.

The study is based on the opinions and experiences of the online consumers.
The particular nature of the area of this study online marketing, few important

limitations and challenges are observed and listed below.

o The study focuses only on online purchase of individual consumers.
Organizational consumers are not included in the study.

o The study is based only on consumer’s point of view. No data were collected
from the seller's point of view.

o Premium membership of online shopping sites such as “Amazon prime” for
which additional offers like free and quick delivery are offered is not taken in

to consideration.
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o The study is limited to the online consumers of the state of Kerala only and
the findings may not be applicable to other areas, as vast differences exist
among the consumers with regard to demographic and psychographic

characteristics.
1.10 Conclusion

This chapter summarizes and concludes an overview about the research topic
by mentioning the research problem, objectives, justification, methodology, outline
and the limitations of the scope of this research study. The researcher developed his

work by considering this outline as the foundation for further progress.
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2.1 Introduction

It is important to analyze what has happened enpist before getting in to a
decision to start any new venture. As far as tlsearch topic is concerned, online
marketing is comparatively a new area of busingss$ metail marketing when
compared to traditional bricks and mortar shopser&hwere very few studies
conducted in this area worldwide. The researchedeman extensive review of
available literatures which are some way relatethéoresearch area, factors which
influence online purchase of technological prodact®ng e shopping consumers.

Here in this chapter, the researcher reviewed m@edented the literatures
which are relevant in terms of identifying the imjamce of the research topic and
effect of the factors influencing the purchase efhnological products among e
shopping consumers in Kerala. This helped the reseato develop a conceptual
model so as to conduct the study in order to saiisfmeaning and objectives. The
literature related to the background and conceptnafketing, internet, internet
marketing, purchase intention, various theoriepwfchase behavior etc are also
reviewed in this chapter. Based on these reviewesrésearcher identified the gaps
in the previous studies, developed certain hypethesid also a primary conceptual

model for the study.
2.2 Marketing

Marketingnowadays comes in a large variety of views andeanghsed on
media platform, audience and business in today'sianhyc and evolving
marketplace. The techniques of marketing are usedbath business and non
business organizations. It is a strategy used palpoize products or services across
a particular area of market. Marketing is meetihg needs and wants of the
consumer. In an economic point of view, it can &l shat marketings the process

by which a firm profitably translates customer reegdo revenue

According to the American Marketing Association MA) Board of
Directors, Marketing is the activity, set of ingtibns, and processes for creating,
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communicating, delivering, and exchanging offeritigs have value for customers,

clients, partners, and society at large.

Dr. Philip Kotler defines marketing as “the scienand art of exploring,
creating, and delivering value to satisfy the ne@dsa target market at a
profit. Marketing identifies unfulfilled needs amtsires. It defines measures and
guantifies the size of the identified market ané firofit potential. It pinpoints
which segments the company is capable of servisgdmel it designs and promotes

the appropriate products and services.”

According to Julie Barile, Vice President of e Guoaerce, Fairway Market,
Marketing is traditionally the means by which an organizatmmmunicates to,
connects with, and engages its target audiencereey the value of and ultimately
sell its goods and services. However, since theeldpment of digital media,
particularly social media and innovation of teclowy, it has increasingly become
more about companies building deeper, more mearliagid keeping relationships
with the people that they want to purchase thewdgoand services. The ever-
increasingly fragmented world of media complicatesnpany’s ability to connect

and, at the same time presents incredible oppdyttmforge new territory.

The internet technology provides tremendous oppdst to the world of
business. It helps in all sectors of business tilegketing, production and personal
management etc. In addition, the internet technolalyo reduces overall cost,
streamlines marketing activities and drives newiress process. The internet
technology helps the business to build relationskagsist in developing and
improving effectiveness and efficiency in marketiragtivities, research and
development function and offers a new channel f@iress promotion. Inspite of
the tremendous growth rate and unbelievable papulaf the internet, lot of
business firms have failed to exploit the oppotiasiof it. To study more about the
internet marketing, first we have to study and wrmlthe concept, history and
growth of internet technology, reason for usingaitd dynamic changes and

penetration during the past decades.
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2.3 Internet

The origin of the internet technology can be tdadate back to a research
experiment commissioned by the United States Deygant of Defense in the 1960’s
to build robust and decentralized fault toleranhomunication network. linternet is a
network that consists of public, private, busineasademic and government
networks of local to global scope, connected wittbraad array of wireless,
electronic and optical network technologies.

Internet is a networking system of interconnectemputers around the
globe that uses the internet protocol suite to firkdevices, which allows to access
data from it and helps to communicate each othertlfe individuals and firms.
There is no geographical or political boundaryifdo operate. The adoption rate of
internet is too high compared to any other techgwlom the world. (Strauss &
Raymond 1999).

The most significant and notable advantage of tway communication
provided by the internet creates an endless andmparable marketing
opportunities to the business world compared toteaditional mass communication
channels of marketing like television, radio, télepe, paper mail and newspapers.
(Warrington, Abgrab & Caldwell 2000).

2.3.1 Internet Penetration

The development of internet is the base of ontinginess. The performance
of online business will be improved as the intelpetetrates in to more and more

population in the world.

As per the annual report of Telecom Authoritylodia (TRAI), 2016-17,
India is witnessing revolution in the internet seev The telecom sector in India saw
the advent and adaption of 4G network in the y@46217. New players have come
in to the telecom sector and took this sector ia teew level of competition. Major
competition took place in the area of internet esagiff. Various network providers

introduced more and more flexible data packs ferabnsumers. As a result of this
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competition, the data usage proliferated amongcitresumers. The number of
mobile towers and base stations also increasedglthiese periods and which lead
more coverage and reach for the network. This tegdeo mentioned the increased
availability and usage of smart phones in Indiajrduthis period. The number of
internet subscribers in India has also increasea @insiderable rate. The Internet
subscriber base in India as on 31/12/2017 stootR2t19 million whereas it was
342.65 million as on 31/12/2016. It is found tHee total broadband subscriber base
in India as on 31/12/2017 is 276.52 million as canep to 149.75 million on 31/12/
2016.

The introduction of the WWW (World Wide Web) gragdd browser leads
to the explosion of the internet usage around tbbeg The web has enabled the
wide dissemination of information compared to thaditional Medias. The
development of web browsers like Internet Explor@gogle chrome, Mozilla
Firefox etc lets the users of internet to navigaben one web page to another via
hyperlinks. It helps the users to access and puldisas and information from and
to a large audience online at reduced expense iave delay. The growth and
penetration was further driven by the developmdre bteracy among the people,
development in the telecommunication system, rediygpcee of computers, and the

overall economic development.

Even though the usage and business potentialtefigt are different from
country to country, it is becoming the most inflogrg and powerful channel of
communication around the globe. The useful andrmébive functions of the
internet have attracted lot of people to it and tlsers have increased at an
increasing rate. The amount of investment in thianoel has also increased along

with this at an exponential rate.

From the table it is clear that the internet useagfowth rate is so high
compared to the population growth rate. The nunolbénternet users is increasing
year by year, especially in the past few years. Milie look at to the percentage of

population with internet users in 2014, it is 4petcent. The table shows that each
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year this percentage has increasing consideralbyn fhis trend, it can be assumed

that within few years almost all population willeusternet.

Table 2.1

World internet users’ penetration

Year Internet Users World Population (%ng gtc:atlsvrilth
(July 1) Users Growth | Population Growth Internr:e't)

2014* | 2,925,249,355 7.9% | 7,243,784,12
2013 | 2,712,239,578 8.0% | 7,162,119,43
2012 | 2,511,615,528 10.5% | 7,080,072,42

1.14% 40.4%
1.16% 37.9%
1.17% 35.5%

I

D

D
2011 | 2,272,463,038 11.7% | 6,997,998,760 1.18% 32.5%
2010 | 2,034,259,368 16.1% | 6,916,183,480 1.19% 29.4%
2009 | 1,752,333,178 12.2% | 6,834,721,930 1.20% 25.6%
2008 | 1,562,067,594 13.8% | 6,753,649,230 1.21% 23.1%
2007 | 1,373,040,54P 18.6% | 6,673,105,940 1.21% 20.6%
2006 | 1,157,500,06b 12.4% | 6,593,227,980 1.21% 17.6%
2005 | 1,029,717,906 13.1% | 6,514,094,610 1.22% 15.8%
2004 910,060,180, 16.9% 6,435,705,600 1.22% 14.1%
2003 778,555,680 17.5% 6,357,991,7501.23% 12.2%
2002 662,663,600 32.4% 6,280,853,8201.24% 10.6%
2001 500,609,240, 21.1% 6,204,147,0301.25% 8.1%
2000 413,425,190 47.2% 6,127,700,4301.26% 6.7%

* estimate for July 1, 2014 , Sourcknternet Live Stats (elaboration of data |
International Telecommunication Union (IT andUnited Nations Population Division)

From the table, it is clear that the number t¢érinet users have increased
from 16 percent of the population to 40 percenhwirt a time span of 10 years.
From the data about internet users in developitipmaand developed nations, it is
clear that the internet penetration in developingntries is much higher than in
developed countries. There is 4 times increasdenpercentage of internet users
(8% to 32%), in developing nations, while in deyd nations it is only from 51%
to 78%.
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Table 2.2

Internet User Penetration based on Economic Statusf Nations

2005 2010 2014*
World Population 6.5 billion 6.9 billion | 7.2 billion
Population not using internet 84% 70% 60%
Users of Internet 16% 30% 40%
Internet Users - Developing Nations 8% 21% 32%
Internet Users - Developed Nations 51% 67% 7891’0

Source: international Telecommunications Union titeate.

From the table, it is clear that the usage ofrivdeis increasing each year
world wide. China contributes almost 22 percentams the number of world
internet users who is the top in the list. Indiansis at the third position in the
number of internet users’ world wide. But perceetaj population with internet
users, the list shows that India has the poor patmah rate 19.19 percent which is
the worst in the list. Even though India is conitibg only 8.33 percent towards the
world internet users, when we look at to the orer yrowth rate India stands top in
the list with 14 percentages. It means the inteanet its usages are becoming more

and more popular among the Indian population. Nl becoming part of our life

style. People are spending more time in the intdorevarious purposes.
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Table 2.3

List of Top 10 countries by internet usage

g — E c = u— w O
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c c = =] - = o o 8c| S0 T= 8 =
ISl S ) > = S © o S35 8 o%Bc c 035 =0
o o c o O 5 o a5l c - |w=22| WED

© Q - (3 > O I =90 o RS o o o =
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1| china 643%01' 4 24'0021'07 1393783836 059  46.03| 1924  21.97
2 | us 2729é8234' 7 17’754'86 322,583,006 | 0.79|  86.75 4.45 9.58
3 | India 2493é1298* 14 29’8859'59 1267.401,849| 122  19.19| 1750 8.33
4 | Japan 10§i2252’ 8 | 7.668535| 126999808 -0.11  86.03  1.75%  3.74
5 | Brazil 10;é8fz’ 7 | 6884333 202033670 088  53.37 279 3.69
6 | Russia 84’;‘??7’7 10 | 7494536 142467651 -026  59.27 1.97 2.89
7 Ge;ma” 71’gf7’5 2 | 1525829 82,652,256 | -0.09  86.78 1.14 2.46
8 | Nigeria 67’5121’4 16 | 9,365590| 178,516,004| 2.8p  37.50 2.46 2.30
9| uk 57'%5’8 3 | 1574653| 63489234 056  89.90 0.88 1.08
10| France 55'5‘229’3 3 | 1.521,360| 64641279 054 8575 0.89 1.9

* estimate for July 1, 2014 , Sourcknternet Live Stats (elaboration of data |

International

Division(UNPD))

Some of the important statistics show that therivdt penetration in India is

very much influenced by the increase in the usagbilen phones. It provides

internet access to the consumers in both home asdie.
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Diagram 2.1

Percentage of Household with Internet Access by LeVof Development
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Source: ITU World Telecommunication /ICT Indicaalatabase

From the above diagram it is clear that 83.8% aifidehold in developed
countries have internet accessibility. In case efetbping countries it is 41% and
while looking at to the world it is 52.3%. It isedr that the, from 2002 onwards the

trend of using internet is increasing over the geaen in the developing countries.

The report from various internet service providefsows that internet
subscribers in India are increasing in the receatry. The mobile internet usage

plays a vital role in this change.
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Table 2.4

Internet subscribers in India

Internet Subscribers
Segment % Growth
2016 2017
A Wired 20.44 21.58 5.53
B Wireless Fixed 553 .582 5.32
Mobile 321.66 400.04 24.37
Total 342.65 422.20 23.21

TRAI annual report 2016-17 (Subscribers in millipns

The above table clearly indicates that the tatggrnet subscribers in India
have increased by 23.21% in a single year duriri52@017. A major portion of

this increase is contributed by mobile internetssuibers.
2.3.2 Internet and Internet Marketing

Pallab (1996), studied about the penetration @rivgt and how it influences
the marketing function. In his artictearketing on the Interndte concludes that, the
emergence of Internet is the reason behind the thr@iv online marketing. The
Internet is a worldwide network of computers th#oves individuals to access
information and communication from distant sourdds.continues that it is a new
technology that has the highest adoption rate comdpdo other information
technology tools.

Waldo.B.H, (2000), in his study abolwRe defining the Health Care
Landscape with the Internetstates that Internet creates endless marketing
opportunities irrespective of the area where itli@gp by providing a significant
advantage of two-way communication, which is ddéfarin all ways from other

traditional mass marketing communication medias.

Philip Kotler (2003), about theTrends on the new medium of
communicationexplains that Internet is fast and growing, naltyan the nature of

communication but also in the nature of products] ¢he delivery of them (e-
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shopping). Indeed all four factors of the marketmgk, four ‘P’s being product,

price, place, and promotion defined by Kotler, iafeuenced by the internet.

J Suresh Reddy (2003), in his article aboutlthpact of E-commerce on
marketing mentioned the importance of Internet in marketiAgcording to him,
Internet is providing companies new and improvednetel of communication and
interaction. Internet can create and maintain closed more cost effective
relationships with customers in customer suppod @ararketing. It also creates a
positive relationship with customers that can beiag as the basis for long term
interaction and encourage repeated business.

Khan and Mahapatra (2009) in their study about Vvigerquality evaluation
in internet banking: an empirical study in India&marked that Internet technology
has opened the way to internet marketing. As fathasservice quality of the
business units is concerned, internet plays a vilal in its improvement. Internet
provides new modes of information based processesdmmunicating with the
customers like online order taking, advertising andtomer services etc. It can also
help in reducing cost in business activities likencnunication with the customers as
well as suppliers and trading partners. With thip lo¢ internet, a business can also
reduce its efforts, time and expenditure in variatesas that otherwise traditionally
add to the cost of goods and services of the bssine

2.4 Internet Marketing/ Online Marketing

Online/ internet marketing is defined as “the and science of selling
products and/or services over digital networkshsag Internet and cellular phone

networks”

Internet marketing, also called online marketing digital marketing, is the
process of using the web and internet-connectedcssrto promote the business
and website. There are a number of disciplinesiwititernet marketing. Some of
these include social media, Search Engine Optimiza(SEO), Search Engine
Marketing (SEM), email marketing, online advertgimnd mobile advertising.
(Irfan Khan, 2015)
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Bourlakis et al., (2008) in his study abaitonsumer behaviastates that
internet shopping now a day has been so widelycantmonly accepted as a way of
purchasing products and services. It has becomera popular means for buying
and selling in the Internet world. It also providemsumer more information and
choices to compare product and price, more chaioayenience, easier to find

anything online.

Lee GG and Lin HF (2005) while studying about teervice quality
identified the facts that, with the rapid globalvd®pment of the electronic
commerce, more and more business are attemptiggitocompetitive advantages
by using the e-commerce to interact with custonard make them loyal to the

firms.
2.4.1 Scope and Challenges of Internet Marketing

Codilar (2017), in their article about e- commeinelndia- growth and
statistics states that the e- commerce busineswdia has began to take its shape
and is expected to continue its phenomenal growtie pace of e- commerce
growth in around the world and especially in Indimemarkable due to the coherent
support of many factors such as busy schedule @flpeconvenient internet access
and increased use of smartphones.

Swati Prasad (2013) concludes her article aloolihe shopping- catching
fancy of Indian consumersyith the view of insufficiency in online sites in
accordance with the growing number of online corensinand the importance of
establishing many more online sites in India. S8e pointed out that the quality of
service of the prevailing online sites also needsnprove to attract more and more
customers to e-shopping. Swati Prasad by coneglesome recent studies
presented her view th#tere was a time when marketers complained abalihrin
consumer being skeptical of using plastic on therivet. They actually want to
touch and feel a product in traditional style befepending money on it. But, things
have changed a lot in the recent times-the Indarsemer now buys a lot through

online.
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Mark Brohan (2013) in his article about e-commentelligence says that it
is an exciting time to be in e-commerce in Indiacduse even though the market
has been developing since 2000 it's still very yeamnl the development stage. So
more and more e-shopping sites have to be playdddia in order to increase the
market share as well as induce people to buy anlioday the average consumer in
India who shops online may do two or three transastper month. In just a couple
of years as the market grows and matures, the gzzeraine shopper could be doing

more like four to five transactions per month.

Times of India (February 12, 2013) has publistetop five motivators and
four barriers for shopping online. The motivators aash back guarantee, cash on
delivery, fast delivery, substantial discounts camep to retail, and access to
branded products, while barriers include inabitiytouch and try products before
purchase, fear of faulty products, apprehensiompasting personal and financial

details online and inability to bargain.

D. K.Gangeshwer (2013), in his paper, internetketamg on Indian context
discussed about the top motivating factors of shmppnline and also he pointed
out some of the disadvantages of e-Marketing tiependability on technology,
security, privacy issues, maintenance costs dueatoconstantly evolving
environment, higher transparency of pricing andeaased price competition, and

worldwide competition through globalization.

Internet world stats (2013) shows that the petietraf e-commerce in India
is low, compared to markets like the United Stated the United Kingdom, but is

growing at a much faster rate with a large numlberea entrants.

Advantages enjoyed by consumers who buy onling Ganevenience, being
able to conduct a wider information search, beiblg &0 make a broader product
selection, buying at better prices, and havingslopping experiences.

Vishal Midha (2012), while studying about the impaof consumer
empowerment on online trust across genders, arthagswhile e-commerce has

grown substantially over the last few decadedjlitrsarks with the lack of trust and
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growing privacy concerns. Hence, still people agsitiating to enter in to the world

of e-shopping.

Failte Ireland (2012), in his article abaaotroduction to the various ways in
which you can market your business onli@eplains that now a days more and more
people spend time on line and they are spendirgtlese with traditional media
such as newspapers, TV, and so on. So it's becortoogdifficult to target
customers using traditional channels. In this sgeriaternet Marketing is typically

a less expensive and a more effective method gétiaig potential customers.

Karoor (2012) in his study about e-commerce inidnexplained that e-
commerce encapsulates many of the trading acsvitrevolved in traditional
retailing. By analyzing the trend in e-commercdndia, it can be said that online

commerce in India is destined to grow both in rexeand geographic reach.

Ruckman (2012), while discussing about 10 advantdgonline marketing,
pointed out that now a days marketing departmergsrwvesting more into online
marketing because of its numerous advantagesefileetiveness in reaching the
target customer, Faster and less expensive, opetimad, and the success are

identifiable and repeatable.

Comegys et al., (2009) in their study about effexftconsumer trust and risk
on online purchase decision-making, states thasahece risk comes in the stage of
information search and evaluation because thenrmdton in the web sites might
contain some mistakes. Some websites require cessorto register before
searching their website. As such, in addition tdpict risk, consumers also face the

risk of information security in online shopping.

Prasad and Aryasri, (2009) in their study aboatdbhterminants of shopper
behavior in e-tailing, explain that the web sitattee is one of the important things
that can influence consumers to buy product onli@. example, online retailers
can use high technology to improve their websitesrder to influence consumer

perceptions of the web environment.
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Lian and Lin, (2008), while studying about the eets of consumer
characteristics on their acceptance of online simgpstates that the development of
the internet has increased the number of onlingo@hg activities. Still, many
internet users hesitate to purchase online dugivaqy and security concerns. In
spite of all this, online shopping is continuinggimw and online enterprises become
more sophisticated, which results in the dramaliange of how consumers buy

products and services.

Koo et al., (2008) in their study about the peedovalues as underlying
motives of shopping online, explains that when @orgrs have enough information,
they will need to compare those choices of prodactservices. In the search stage,
they might look for the product reviews or customemments. They will find out
which brand or company offers them the best fitheir expectation. During this
stage, well-organized web site structure and thecitve design are important
things to persuade consumers to be interestedyimdpyproduct and service. During
the purchasing stage, product assortment, salessrand information quality seem
to be the most important point to help consumersdeéewhat product they should
select, or what seller they should buy from

Yu and Wu, (2007) in their study about determisawit shopping behavior,
they explained that the modern consumers who la@wknfore convenience and

speed, online shopping has been shown to provide satisfaction

Koyuncu, C. and Bhattacharya,G (2004), studiedublibe impacts of
quickness, price, payment risk, and delivery issmre®nline shopping, found that
consumers regarded the longer delivery time forpttoelucts bought online and the
perceived risk involved in online payment as negafeatures of e-shopping. They
were also pointed out the positive intention ofiwidlials to buy online and why e
shopping increases its popularity as quick andiefit browsing, better price for the

product compared to traditional shops plus a greatmber of product alternatives.

Keen C, et al; (2004), in their study about eetailversus retailers: which
factors determine consumer preferences?, found liaer prices have led
individuals to increase their shopping from onlmarket. Price is undoubtedly a
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key factor in many decisions to shop online butdpid and other features have also

been found to be important factors in online manigt

Kunkel J.(2003), in his study about the risk facho online marketing
reveals that consumers have concerns about prgvitheir credit card numbers
online due to unauthorized use thereof, hackers/andes.

Cheung et al. (2003) while discussing about onlbe@sumer behavior,
suggested the five main factors influencing congghmnline purchasing intentions
and adoptions. They are the consumer’s individieracteristics, the medium’s
characteristics, product/service characteristicayirenmental influences, and

merchant and intermediary characteristics.

Liang and Lai, (2002) studied about the multiibtite analysis of
preferences for online and offline shopping: Difieces across products, consumers
and shopping stages pointed out the importancendénstanding the post-purchase
behavior of consumers in e- shopping. Consumerstoms have a problem or
concern about the product, or they might want tangie or return the product that
they have bought. Thus, return and exchange seraeeome more important at this
stage. The online sellers need to give proper @ttemo deal with this problem of

post purchase behavior.

Abramson and Hollingshead (1999), in their stithrketing on the Internet
- Providing Customer Satisfactiopointed out that the prices for goods on the
internet may be relatively low for various reasdfas. example, the overhead cost of
maintaining a web site is much less than thatreigalar retail outlet, yielding a cost

saving which may be passed on to the consumer.

Hager D et.al; (1999), while studying about theits of user- friendly web
design, explains that online consumers have diffesiusing web applications. It is
often difficult to find a desired item or difficuto move between successive phases
of a transaction or it just takes much longer thagimilar transaction by using the

telephone.
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Studies from the late 1990s, such as Smith ebralthe factors leading to

online purchasing suggested that online consumees vélling to trade-off

convenience and price. E-retailers who make iteedsi find and evaluate products

by better search tools or website design may be t@btharge a price premium to

time sensitive consumers.

From the review of the above literature, the regdes identified the

following scope and challenges in the field of intt marketing.

Table 2.5

Internet marketing- Scope and Challenges

Sl

No SCOPE CHALLENGES

1 Number of online consumers are increasihgck of technological literacy
" | at a faster rate among ordinary people

2 Numbers of online shopping sites are alJoaditional touch and feel
" | increasing. concept of Indian consumers.

3 Business can run 24 hrs a day and 7 day€ensumers fear about delivery
" | week. of faulty products

4 Comparability of products and price befarEear of furnishing personal and
" | making purchase financial information.

5 Faster and less expensive marketimgdian consumers are skeptical
" | strategy. on using Debit/ Credit cards.

6 Offers of cash back guarantee and cash Rigsk involved in the online
" | delivery payment.

4 Easy access of multiple brands which gheability to bargain.
" | normally not available locally.

3 Fewer prices compared to traditiondlimited number of transactions
" | market. compared to traditional stores.

9 Providing fun shopping experience attracEear about the return policy.

more customers.

Source: Developed for the research
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2.4.2 Internet Marketing Penetration

While study the literature about internet markgtiit can be observed that

the internet/ online marketing in India is showangtudy increase over the years.

The result of the Generation Zed survey (20153dacted by the leading IT
Company in India, Tata Consultancy Services am@tf) ktudents shows that, 82%
are making online shopping and 56% are purchasiectrenic products online.
Among the online electronic product buyers, 59%largs and 40% are girls. The
study also reveals that majority of the populatwa using smart phones to access

the internet.

A new joint study by Assocham and Grant Thornt2016) indicates that
online shoppers are expected to increase from Amin 2013 to 40 million in
2016, as an additional 200 million Indians wiltass the Internet in the next three
years, with majority of them coming online througfhart phones. According to the
study, a significantly low (19%) but fast-growinggernet population of 243 million
in 2014 is an indicator of the sector's huge gropdtential in India. The study also
showed that the number of users making online aetims has increased and the
women participation has also grown exponentiallyisTunderlines the potential of
Internet use in India and as internet penetrati@neiases, the potential of growth of

the e-commerce industry will also increase.

Cataline Zorzini (2015), study about tHetate E-Commerce in 2015,
ecommerce platformBnds that throughout the past few years, intere&il sales
have seen a steady growth, as more and more psiapleusing their smart phones
and tablets to complete their shopping, brick-arodtar stores will soon see a
decline in their sales. Even though online saldsosiy makes up a small part of the
retail market, the types of things people are pasoiy online will have a huge

impact in the future.

Richa Maheshwari & Sobia Khan (2015) in their detiabout the~actory
outlets competition with the online shopping dukither discountsmentioning the
impact of online shopping on discounted factoryleiatthat most companies are
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finding it tough to maintain their discounted fagtooutlets as consumers are
increasingly turning to shopping online due to lilme of bigger discounts. Many of

the discounted factory outlets are either soldchot sperations in the past two years.

Google Trends (2012) The report compiled by comigiata from Google
Trends and online research conducted by TNS Aistvath a sample size of 800
respondents on behalf of Google India reveals thathe year 2011 to 2012,
consumer interest in online shopping in India g8 percent compared to only 40
percent the previous year. Peoples in non-metiesaire also becoming fashion and

brand conscious. Online sites are helping thenvésamme the geographic divide.

Rajan Anandan (2012jnakes his statement based on the data collected
throughonline research conducted by market researcherthBlSconsumer interest
on online shopping was the highest for consumeatreleics at 34 percent, followed
by apparels and accessories at 30 percent. Otbeugr categories that Indians
searched for online were books (15 percent), beamdypersonal care (10 percent),
home and furnishing (6 percent), baby products €fcent), and healthcare (3
percent).He further explains that with approximately 8 il Indians shopping
online in 2012. The online shopping industry initnés growing rapidly and will
continue to see exponential growth. By lookinghegt trends in 2012, it is expected
that 2013 will be a strong growth year for playetso're focused on fast-growing
categories like apparels and electronic accessaumesniche product categories. It is
expected that growth will come from outside of the eight metros. He further
points outs the future prospects of e-shopping bytraning thathere are a total of
only about 70 e-commerce companies in India. Ctigréine industry is worth about
$10 billion, but in the next three to four yeatsisi expected to rise to $30 to $40
billion.

Avnish Bajaj (2012), based on market research wcted by Forrester
Research Inc. and Matrix Partners India statescb@pared to the more mature and
far bigger online retail markets in the U.S anddpé; India’s e-commerce sales are
relatively small. They are estimated at about $illéon. But the Indian direct-to-

consumer e-commerce market is likely to doubleir® $0 more than $3 billion
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within three years, and could grow to reach $1%iobilby 2017. India’s online
customer base of around 20 million shoppers cauwddease as much as 1400% and
reach 300 million shoppers within 10 years. Cateria Indian consumers that
connect to the web via mobile phones will be thg te@ e-commerce success in
India. Over time India’s base of 80 million consumevith a personal computer
connection to the Internet will be superseded b@ Bdllion consumers with a

Smartphone.

G. T. Waghmare (2012) in his article ab&itommerce; A Business Review
and Future Prospects in Indian Businesnds that currently, shoppers in
metropolitan India are driving e-Commerce. Thesesamers are primarily buying
travel, consumer electronics, and books online.nEv®ugh spending per online
buyer remains low, these people make purchaseseoati least once in a month.
Consumers in nonmetropolitan areas are also gatting this stream by shopping

online for goods that are unavailable at localestor

The Economic Literature Review (2007) reveals thatinternet shopping in
the coming future continues to grow rapidly andréhés evidence that this is
beneficial not only to the e-tailer, but also tansomers in terms of lower prices,

increased access to information and increased €hoic

Parikh (2006) in his studirofiling Internet Shoppers: A Study of Expected
Adoption of Online Shopping in Indiajmed at profiling online shoppers and the
results of his study showed that long-term intesweters, with heavy usage had the
strongest affinity for internet shopping. In adaliti to this, prior experience of
internet shopping had a multiplying impact on fetuntention to shop through

internet.

Adesara, (2005) in his articldew consumer mantra: Have money, will
indulge in lifestyle spendwredicts that, Indian e-tailing market was Rs 4@0llion
in the previous years and it is expected to be kehavorth Rs 8000 million by the
end of 2005. In 2006, the size was expected teasm to Rs 12,000 million, and in
2007 to Rs 20,000 million. By 2008, the marketstireated to grow to Rs 50,000
million, while by 2010, the size would increasea®dmuch as Rs 100,000+ million.
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(Techtree (2005), A research group, Juxt Consudhducted an on-line
survey of over 30,000 net users in India and foumadl 40 per cent of urban net users
are also on-line buyers and as little as 5 peroktiite net consumers contribute to as
much as 42 percent of the total sales on the net.

2.4.3 Online and Offline Decision Making

Yulihasri et al,(2011) in their study about the téas that influence
customers buying intention on shopping online, axyd the importance as well as
merits of online marketing. They conclude theirdston the opinion that nowadays
Internet is not only a networking media, but alsotransaction medium for
consumers at global market in the world, and besomelominant retailer in the
future. According to them the most necessary elénoéne-tail offers a direct
interactive channel as well as no time definitipeople and place. To shop on
Internet becomes an alternative for consumers sinte more comfortable than
conventional shopping which usually attributed watixious, crowded, traffic jam,

limited time, parking space etc

Gregory Karp (2009). While discussing on the ataege of Online
shopping, Gregory Karp indicates that online shogppian be a smart consumer's
best friend, with the ability to easily comparisehop, search for discounts and

make purchases with a few mouse clicks.

The study conducted by Chua et al,(2006) aboutfélceors influencing
online purchase intention in Taiwan: an empiricatlg based on the value-intention
framework reveals that the new concept of onlirailieg has captured the interest
of many retailers and merchants because of thgnéean that online shopping will
is considered as an alternative channel alongsatktibnal offline retail channels
such as physical retail stores and for online fiitns important to have a good
understanding of the marketplace for their prodacis their target customers before
engaging in online retailing. With a good underdtag of their target customers,
online retailers and entrepreneurs may be ableeweldp more effective and
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targeted online retail operations that meet thairements and expectations of their

online Shopping customers.

The findings of the study of Gordon and BhowanO&)0Q about the analysis
of preference for online and offline shopping rdsethat the respondents rated
attributes related to the search process, sucth@spsg quickly, having a large
selection of products and best price as being heg#ievered online than offline. On
the other hand, attributes related to experientle thie product such as the ability to
see, touch or handle the product, and attributieéseck to the delivery process, such
as personal service and speedy delivery, were estdabing better delivered offline

than online.

Levin et al; (2005), in their study, explains tHat 'high touch' products like
garments, consumers feel that they need physigaérence, which require an
offline presence, at least at the final stage otipase. On the other extreme, ‘low
touch' products like travelling tickets or compuseftware are products that favor
online services both because of the nature of theyet and the importance of
shopping quickly. Preference for shopping online haen found to be particularly
strong for products of service nature and techno#bgin nature, where most

attributes can be determined online.

As modeled in the study of Bakos and team (20@5utthe Impact of E-
Commerce on Competition in the Retail Brokerageust, differences in levels of
information held between the consumers may alsa tecisive factor in the choice

between online and offline shopping.

In the studies of Brynjolfsson, Smith and Montgoy(2004), about the
consumer choice behavior at internet shop botsatsvkat price is the most decisive
factor in the choice of e-shopping. Internet retasil charge lower prices than

conventional retailers.

Keen C and his team (2004), found in their stuglyuh the factors determine
consumer preference that, most of the consumers gigeing prime importance to

price while shopping their product online. Evenuglb price is undoubtedly an
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important factor in many decisions to shop onlirmyt product and other

characteristics have also been found to be impbfaators in online shopping.
2.4.4 Online Marketing Payment Issues

The information provided by Wikipedia about e- spiog, shows that in
India cash on delivery is a preferred payment netthmnline shopping. India has a
vibrant cash economy as a result of which 80% dfalm e-commerce tends to be
Cash on Delivery (COD). Similarly direct importsnstitute a large component of
online sales. Demand for international consumedyets (including long-tail items)
is growing much faster than in-country supply fraothorized distributors and e-

commerce offerings.

Atmadip Ray & Writankar Mukherjee ( 2015), in thetudy aboutZero-
interest EMIs on portals like Flipkart, Amazon, $deal & others may make
NBFCs heroesstates that Non-bank finance companies are workminterest-free
installment plans for online purchasers. The EMiapis likely to be offered in the
next six months. This option is now available ofdy buying from large brick-and
mortar stores. Bajaj finance and other NBFCs ardalks with all the leading
ecommerce sites to start zero percent EMI schemdscarrently finalizing the
mechanism since it would involve a change in tetdgpoin the back-end and the
way the transaction will be completed. To starthwEMI facility will be offered on

the purchase of items such as white goods, tetexasand mobile devices.

Mark Brohan (2014), in his article about e-commeeirttelligence, explains
that the various challenges faced by the E-taileréndia are secure payments
processing, order fulfilment and package delivierys0% of the Indian population
that lives outside of major cities such as Mumba &lew Delhi is problematic as
the online sellers may not have access to thesmpland India has a very low
percentage of consumers with a credit or debit dardnaking their payment in
online marketing compared with other developed toes such as the U.S. and

Europe.
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2.5 Characteristics of Online Consumers

Based on the survey conducted by Assocham, Mr. B®&aR(2013) the
secretary general presented his view about trmoeimerce developments in his
article in The Economic times. The increasing Imé¢ipenetration, availability of
more payment options, aggressive online discounting fuel prices and
availability of abundant online options boosted dieommerce industry in in the
recent years. While mentioning about the trendnime shopping, he explained that
the products that are sold most through the eataithannels are technological and
fashion category, including mobile phones, iPodsgeasories, MP3 players, digital
cameras. India's e-commerce market, which stodkR & billion in 2009, reached
$8.5 billion in 2012 and rose 88 per cent to to@tb billion in 2013. The survey
estimates the country's e-commerce market to r&&6hbillion by 2023, driven by
rising online retail. The age-wise analysis of thligdy revealed that 35 per cent of
online shoppers are aged between 18 years andds, y&b per cent between 26
years and 35 years, 8 per cent in the age gro@p-db years, while only 2 per cent
are in the age group of 45-60 years. Besides, 65q# of online shoppers are male

while 35 per cent are female

Laudon and Traver, (2009) in their boBkCommerce Business, Technology
and Societynarrates that in terms of online communicationgmwitustomers see
banner ads or online promotion, these advertisesnemty attract customers’
attention and stimulate their interest in particy@oducts. Before they decide to
purchase, they will need additional informatiorhtp them out. If they do not have
enough information, they will search through onlet&nnels, e.g., online catalogs,

websites, or search engines.

Broekhuizen and Jager (2004), in their researpbrté Conceptual Model
of Channel Choice: Measuring Online and Offline @bag Value Perceptions
pointed out the characteristics of present onlhappers appear to;

. Be younger, wealthier and better educated thain bffline counterparts

39



. Have higher computer literacy; spend more timetteeir computer and on
the internet

. Find online shopping easier and more entertgirand

. Are less fearful of financial loss from onlineopping.

Donthu and Garcia (1999), during their researclrcémsumer characteristics
related to online marketing, found that consumerBowshop online seek
convenience and variety. Moreover, they are manevative and spontaneous than
conventional buyers. Also they are less aware @bttand of the product and tend to
have a more positive attitude towards advertisimdj@irect marketing.

Liang and Huang (1998), as a result of their stathput the consumer
acceptance of products in electronic productsestttat online shopping is one of
the most popularized activities that take placdataninternet. Yet the reasons why
consumers buy through online and what drives theemiotso are still vague. But it
can be assumed that those customers’ looks foetyast products at different range
and brands are more attracted to the online shops.

2.6 Key Drivers in Indian Online Marketing

1. Increasing broadband Internet
2. Drastic 4G penetration to Indian communication roekw

3. Standards of living and a burgeoning, upwardly rneolbniddle class with

high disposable incomes

4, Availability of much wider product range (includingng tail and direct
Imports) compared to what is available at brick eraitar retailers
Busy lifestyles, urban traffic congestion and latkime for offline shopping
Lower prices compared to brick and mortar retaileir by disintermediation
and reduced inventory and real estate costs

7. Increased usage of online classified sites, withhenamnsumer buying and

selling second-hand goods
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8. Evolution of the online marketplace model with sitike eBay,Flipkart,

Snapdeal, Infibeam, and Tradus.
2.7 Review of Behavioral Intention Theories

The most frequently used theories for studyingabeiral intention in
technological products were the Technology Accemaviodel (TAM), the Theory
of Planned Behavior (TPB), and the Theory of ReadoAction (TRA). Most of
these theories have been developed from the ThedReasoned Action originally

proposed by Fishbein and Ajzen (1975).
2.7.1 Theory of Reasoned Action (TRA)

“Behavior is preceded by intentioasid the intentions are determinedthg
individual's attitude toward thdehavior and the individual’'subjective norms”
(Fishbein & Ajzen 1975)

Diagram 2.2

Theory of Reasoned Action

4 1\ 4 2\
Belief + Evaluation = Attitude
& J & J
4 1\ 4 2\
Normative Belief + Motivation : Subjective norm
& J & J
4 1\ 4 2\
Attitude + Subjective Norms — Behavioral Intention
\ J \\§ J
4 A 4 2\
Behavioral Intention Actual Behavior
—>
& J & J

Strengths of the Theory

. Strong predictive power of consumer’s behaviorantion that have been

demonstrated with a wide variety of consumer présluc
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. TRA is a well-researched theory designed toarplirtually any human

behaviors.

Weaknesses of the Theory

. Consumers do not have complete control over themabior in some
conditions.
. Direct effect of subjective norms on behaviorakmntton is difficult to isolate

from the indirect effects of attitudes.
. Did not include personality characteristics, demapgic, or social roles that

influence behaviors.
2.7.2 Theory of Planned Behaviour (TPB)

“Perceived behavioral controlregarding the availability of resourcesand
opportunities for performing thbehavior influences both intentions abdhavior.
Behavior is also affected lnabit and arousal.”(Ajzen 1985)

Diagram 2.3

Theory of Planned Behavior

e N s a
Belief + Evaluation — Attitude
\\ J N\ J
( ) ( 1\
Normative Belief + Motivation — Subjective Norms
. J \\§ J
r N s 2
Control Behavior + Perceived = Perceived Behavioral Control
Facilitation \ y,
\ Y,
s A e A
Attitude + Subjective Norms + —> Behavioral Intention
L Perceived Behavioral Control ) N J
( N\ ( N\
Behavioral Intention — Actual Behavior
. J \\§ J
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Strengths of the Theory
. A broader model compared to TRA

. The theory has received substantial empirical sugpopredicting behavior

in information systems and other domains.
Weaknesses of the Theory
. Constructs are difficult to define and measurenangtudy.
. The model suffers from multi co-linearity among thdependent variables

2.7.3 Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) is an infatran systems theory
that models how users come to accept and use adledy. The model suggests that
when users are presented with a new technologydber of factors influence their

decision about how and when they will use it, nigtab

. Perceived usefulness (PW) This was defined by Fred Davis as "the degree
to which a person believes that using a particsyatem would enhance his

or her job performance”.

. Perceived ease-of-use (PEU)Davis defined this as "the degree to which a
person believes that using a particular system avanadl free from effort"
(Davis 1989).

“Individual’'s behavioral intention touse a system is determined by perceived
usefulness and perceived ease of Uige. effects of external variables mention

to use are mediated byerceived usefulness and perceivaabe of use’(Davis
1989)
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Diagram 2.4

Technology Acceptance Model

Perceived
Usefulness

Attitude
toward using
(A)

Behavioral

External Actual

Intention to
use (BI)

System use

Variables

Perceived
Ease of Use

(TAM Version 1. Davis 1989)

Davis, Bagozi and Warshaw (1989), used the abowdemto conduct a
longitudinal study with 107 users to measure th@gntion to use a system after a
one hour introduction to this system, and agairwgéks later. In both cases, their
results indicated a strong co-relation between ntedointention and self reported
system usage with perceived usefulness responfiblehe latest influence on
people’s intention. However, perceived ease ofwas found to have a small but
significant effect on behavioral intention whichdasubsided over time. But the
main finding was that both perceived usefulness peideived ease of use were
found to have a direct influence on behavioralntim, thus eliminating the need

for the attitude construct from the model.

Diagram 2.5
Final Version of TAM (Venkatesh and Davis 1996)

Perceived
=
Variables — Intention System Use
Perceived /
Ease of Use
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Strengths of the Theory

. Numerous empirical studies have found that TAM cirstly explains a
substantial proportion of the variance in usagentibns and behaviors with

a variety of information technologies.

. Direct effect of subjective norms on behaviorakniton has yielded mixed
results in the past. This theory used perceivefulrsess and perceived ease

of use to replace subjective norm.

. TAM is a robust, powerful, and parsimonious modal predicting user
acceptance of information technologies.

Weakness of the Theory
. Ignores some important theoretical constructs.
2.8. Research Constructs

Based on the literature review, and informal déseons with the internet
users who either bought any product or searchethformation in online shopping
sites, five more constructs nam&ympany Attributes (CA), Product Attribute
(PA), Perceived Risk (PR), Customer Experience (CEpnd Personality of the
Consumer (PC) have also been added to the Technology AcceptancdeM
constructPerceived Usefulness (PU) and Perceived Ease Of YUE®U), to better
explain the phenomenon of online shopping amongogising consumers in Kerala.
This seven constructs which may influence onlineclpase intention can be

classified in to three categories of attributes.

1. Product attributes composed of Company Attribute (CA) and Product
Attribute (PA)

2. User attributes composed of Perceived Risk (PR), Customer Expegien
(CE) and Personality of the Customer(PC)

3. Internet attributes: This attribute is composed of Perceived Ease & Us
(PEU) and Perceived Usefulness (PU)
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Company Attributes (CA)

From the literature review, it is found that tHéeet of attitude on purchase
intention was strongly associated with the levelimfbrmation about company
which provides goods and services through onlinensimers generally reach a
purchase decision quicker when they have adequdteseful company information

especially among new buyers. Therefore, this fastorcluded into the model.
Variables

After sales service
Trusted company

Popularity of the company

1

2

3

4, Permanent physical address
5 Working for a long time

6

Delivery

Research question 1How the Company attributes (CA) would directly aff¢he
purchase of Technological products online.

I. Product Attributes (PA)

The product is one of the most important factore icompanies marketing
mix. Customers are very much particular about ity of the product they wish
to purchase. The peculiar features of the prododtits utilities have significant
importance in marketing of the company both in ma&land offline. There fore this
construct is also included in this model.

Variables

Trusted product

Value for money

1
2
3. Product popularity
4 Product available only in online
5

Need to touch or test products
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6 Reference group

7 Product features

8. Product endorsement
9 Brand name

Research question 2How the Product attributes (PA) would directly aftfehe
purchase of Technological products online.

[I. Customer Experience (CE)

The future decision is always associated withghst experiences. Now a
day the internet usage is almost familiar to méshe people, but online marketing
is a new terminology for the majority of the peopé Kerala. The customer
experience (CE) of computer and Internet technolslgyuld play a major role in
predicting whether they will purchase online or .n@onsumers gain more
confidence when their Internet experiences andsskicreases and subsequently
spend more time and money in online shops. Tharetbrs factor is also included

into the model.
Variables

Belief of users

Past experience of users
Like shopping

Easy product finding

1

2

3

4

5. Product comparison
6 Demonstration of usage

7 Chance for bargaining

8 Purchase bill

9 Time to judge the product

10. Feeling when not making any purchase

11. No sales person to bother with
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Research question 3How the Customer Experience (CE) would directleeffthe

purchase of Technological products online.
V. Perceived Risk (PR)

Consumers generally perceive a risk in almosstalte purchase decisions.
Consumers normally associate a higher level of wgk non-store purchase rather
than store purchase. Unlike offline consumers, nenliconsumers are more
concerned with risks involved in buying on the Wsetth as using credit/debit card,
fraud and not receiving the right products afteteoing etc. Therefore, this factor is

also included into the model.
Variables

Fear of losing credit cards
Fear of being cheated
Safety

No warranty

1
2
3
4
5. Quality of the product not as expected
6 Return policy

7 Supply of defective products

8 Payment system

9

Delay in delivery delivery

Research question 4:How the Perceived Risk (PR) would directly affebet

purchase of Technological products online.
V. Personality of the Consumer (PC)

The reviews of literature and interaction with theline consumers have
given an insight to the researcher that the pettgrad the customer plays a vital
role in online shopping. The following variablesrbdeen developed to measure the
impact of personality of the customer and its ieflae on online purchase of

technological products.
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Variables

Trendy and fashionable
Skillful in internet surfing

Good in English language

0N

Like to use latest technologies

Research question 5How the Personality of the Customer (PC) would aiye

affect the purchase of Technological products @nlin
VI. Perceived Ease of Use (PEU).

This construct is taken from the original TechmgyloAcceptance Model.
Perceived ease of use is defined as the degrekith & person believes that using a
particular system would be free of effort (Davis82® It has a strong influence on
behavioral intention to adopt information technglolj a technology is perceived as
too difficult to use, a person will choose an altgive option that is easier for him
or her to perform. The internet usage and the endimops are comparatively new
medium in India with a low penetration rate. Hempezceived ease of use should
have a direct impact on the purchase intention @ntba e shopping consumers in
Kerala.

Variables

Easy to download
Short download time
Not too lengthy text

Not complicated
Provide picture and details

Delivery time

1

2

3

4

5. Design of web sites
6

7

8 Not annoying
9

Quick process
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Research question 6How the Perceived ease of use (PEU) would direatftigct

the purchase of Technological products online.
VII.  Perceived Usefulness (PU)

This construct is also taken from the original Arealogy Acceptance Model.
This factor is well documented and consistentlwproin many empirical studies to
have a high impact on the behavioral intention dopa technological products
(Davis, Bagozzi & Warshaw1989). Perceived usefuidnsslefined as the degree to
which a person believes that using a particulatesyswvould accelerate his or her
personal growth and would enhance his or her jotiopmance (Davis 1989).
Perceived usefulness is the most important factthuencing behavioral intention
especially when making an adoption decision. Peeceiusefulness is generally
associated with convenience and ease of use. iy was aimed at examining the

impact of perceived usefulness on the purchasecbihblogical products online.
Variables

Fun and entertaining
Informative
Convenient

Save time and money
Fast transactions
Variety of information
Cheaper price

Varied choice of companies

© © N o gk~ wDdhPE

Domestic and international shopping

=
o

Price advantage

Research question 7How the Perceived usefulness (PU) would directfgafthe

purchase of Technological products online.
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2.9. Conclusion

This chapter presents an understanding about #t&gbound of online
shopping by reviewing the existing literature. Age wise review is made based on
various topics which lead to the better understamddf the concept of online
shopping. The literatures related to marketingerimet and its penetration world
wide including special focus to India, internet keting and its scope and
challenges, online and offline decision making @hgumers, online payment issues
etc are reviewed in detail with available litergurGaps in the literature are also
identified during the review of existing literatune the area of online marketing.
Majority of the previous studies are based on adopdf technologies rather than
online shopping. It is found that there is no sttiigt concentrates on what factors

actually encourage or discourage the consumer&l& to purchase online.

The researcher reviewed various model of behahibeories like Theory of
Reasoned Action (TRA), Theory of Planned BehavioPE) and Technology
Acceptance Model (TAM) and found that Technologyc#&gtance Model (TAM) is
best suitable to develop a research model forstiidy. The researcher analyzed the
strengths and weaknesses of this theory in detall faund that it has high
reliability, theoretical foundation and wide accapte. The researcher added five
additional constructs based on the information fitbmn literature on top of the two
original constructs namely perceived ease of ugdJjPand perceived usefulness
(PU) in order to construct a unigue model for teisdy. The five additional
constructs are company attribute (CA), producilatte (PA), perceived risk (PR),

customer experience (CE) and personality of theswoer (PC).
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3.1. Introduction

This chapter analyses the overview of online simapusiness in India
based on the objectives set by the researcherolijeetives analyzed and achieved
through this chapter is;

L] To identify the online shopping procedure and ffea in retail business in

India.

Online shopping is a form of electronic commerdach allows a customer
to buy goods and services directly from an onlielées over the internet at any time,
anywhere by using a web browser. Online shop erradtively known in various
names like e- store, e- shop, web shop, web stoite store and virtual store. In
an online store one is able to browse and seanclpriiducts as he would in a
traditional store. There one can find wide rang@rofducts in multiple brands. The
detailed description and specification will alsofublished along with the products.
Most online sites contain review of the products gwople who have already
purchased and used it. This will help the buyegéb an idea about the product
before making any decision. Here the customers neeanove anywhere and face
any type of pressure from the seller for making pischase. But in traditional
shopping one has to leave his home to a store anktsnes have to face the
pressure of the seller for making his purchase.

The fast development of telecommunication techgwland internet in the
past few decades is changing many aspects of wves k how we search for
information, how we travel and not at least how ke products or services.
Although classic shop-based retail is still preddir e-commerce or electronic
commerce, namely the buying and selling of prodwstd services exclusively
through electronic channels, is gaining ground. st well-known form of e-
commerce or electronic commerce is online shoppatgp known as business to
consumer e-commerce (B2C), where private custoweansorder various products
which they then receive by courier or postal marother category of e-commerce

focuses on transactions between companies, suctamasfacturers and wholesalers
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or wholesalers and retailers and is called busit@dsisiness e-commerce (B2B).
The third category of e-commerce involves transastirom consumer to consumer

(C20C), as in the example of eBay or other similabsites.

The penetration of internet and its popularity agmahe consumers is the
base of online business development in India. Thin® buyers are basically
internet users. The more and more people usingnteenet, the chance of buying

online is also more.

Diagram 3.1
Digital buyer penetration in India from
2014 - 2020
80 -
70.7
70 1 64.4
60 - 58
52.3
50 -
43.8
40 - 37.3
30.3
30 -
20 -
10 -
0 T T T T T T
2014 2015 2016 2017 2018* 2019* 2020%*

(Source- Statista: Digital buyer penetration inidgnidlom 2014-20, (*estimate))

The statistics in the above diagram shows th&0i¥ 30.3 percent internet
users in India had purchased products from onlioees. It shows that the percent of
transforming the internet users to online buyeesiacreasing over the years. It can
be estimated that by the year 2020, 70.7 percenttefnet users in India will

become online buyers.
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The online buyers in India are increasing overybars.The popularity o
internet among the consumers leads them to thecehainbecoming online buye
as mentioned in thprevious diagram. The diagram 3.2 shows the iner@ashe
number of digital buyers in India from 2014 to 20

Diagram 3.2
Digital buyers in India from 2014 - 2020
(in Million)
350 - 329.1
300 1 273.6
250 1 224.1
200 - 180.1
150 - 130.4
100 - 93.4 i
54.1
L i
0 T T T T T T
2014 2015 2016 2017 2018* 2019* 2020*

(Source- StatistdDigital buyers in India from 2014-2020estimate)

The above statistics shows that in 2014 the ordungers in India was 54
million and it hasincreased steadily over the yealn 2020 it isestimated to be

329.1 million online buyers in Indi
3.2. List of Online Shopping Sitesin India

Online shopmg is slowly and gradually creeping in to Indiaranket. At
present more and more peopprefer online shops for their daigurchase. Durin
the festival seas@nand also on some special per, online portals giv more offers
to their customersompared to the traditional retail stores. The mestudies an
trends show that India has come a long way fromgdai country of wary onlin

customers to a country of millions of satisfiedinalshoppers
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There are a large number of online shopping sitedable in India. With the
increasing trend of online shopping in the counting, number of shopping websites
has increased to a large extent within the lastyears, even though which one to
trust is quite a dilemma. An A to Z list of sométhe major online shopping

websites which operates all over India is presemtéke table below.

Table3.1

List of some of the online shopping sitesin India.

Sl. No. | Letter E store Sl. No. E store

1 Ajio.com 2. Asos.com

3. Abof.com 4. Amazon.in

5 A Aliexpress.com 6. Americanswan.com
7 AskmeBazaar.com 8. Adirawoman.com
9 Brandmile.com 10. beautylounge.com
11. bestylish.com 12. brandsvillage.com
13. B Biotique.com 14. Biba.in

15. blab.co.in 16. Bradsndeals.com
17. Bigbasket.com

18. Cosmetix.in 19. Caratlane.com

20. cilory.com 21. Chrono24.in

22. c Coolbuy.in 23. Craftsvilla.com

24. Couponation.in 25. Carkhana.com

26. Dealsandyou.com 27. | donebynone.com
28. D Digaaz.com 29. Darveys.com

30. doozyshopping.com

31. Ebay.com 32. Evya.in

33. E Ethoswatches.com 34. | Ethnicdukaan.com
35. Elitify.com

36. Firstcry.com 37. Forever2l.com
38. Fashionandyou.com 39. | Fernsnpetals.com
40. F Flipkart.com 41. Forevernew.co.in
42. futurebazaar.com 43. Fashionara.com
44. Fashnvia.com 45. | Fabfurnish.com
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Sl. No. | Letter E store Sl. No. E store
46. Fashionatclick.com 47. | Faballey.com

48. Fetise.com 49, Fressup.com

50. G goodlife.com 51. gkboptical.com
52. Globusstores.com 53. | Getitbazaar.com
54. homeshop18.com 55. healthkart.com
56. H Handspick.com 57. | Hot9offers.com
58. Helioswatchstore.com

59. infibeam.com 60. Indiarush.com

61. indiavarta.com 62. Indianroots.com
63. ! Iknowstudio.com 64. I ndiatimes shopping.com
65. in.loccitane.com

66. Jewelskart.com 67. | Jabong.com

68. ’ Juvalia.in

69. K Koovs.com 70. Kiehlsindia.com
71. Landmarkshop.in 72. | Limeroad.com

73. L letsbuy.com 74. L ocalbanya.com
75. lenskart.com

76. myntra.com 77. Moodsofcloe.com
78. M mydala.com 79. Meenabazaar.com
80. Mirraw.com 81. Meenabazaar.in
82. 99labels.com 83. | naaptol.com

84. N Nupinch.com 85. Nykaa.com

86. Nordstrom.com 87. nnnow.com

88. o oyegirl.com 89. Only.in

90. Olx.in 91. Oasap.com

92. paytmmall.com 93. Pipabella.com

94. poshfusion.com 95. | Paperlillie.com
96. P purplle.com 97. Perniaspopupshop.com
98. Peppercloset.com 99. | Prettysecrets.com
100. Pepperfry.com
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Sl. No. | Letter E store Sl. No. E store
101. Q gvendo.com Quikr.com

102. R romwe.com 103. | Rooja.com

104. Rangrage.in

105. shopper sstop.com 106. snapittoday.com
107. Shopalike.in 108. | stylecraze.com
109. shopping.indiatimes.com110. Shopclues.com
111. shopping.rediff.com 112. | styleme.co.in
113. s snapdeal.com 114. Shinedeals.com
115. shopatmajorbrands.com  116.| Shopnineteen.com
117. shop.mango.com/IN 118. | Stalkbuylove.com
119. Slassy.com 120. | Stevemadden.in
121. Suhaniepittie.com 122. | Stylefiesta.com
123. Sbuys.com 124. | Stylista.com

125. Theprivatesales.com 126. | Thecollective.in
127. T Tradus.in 128. | Thebodyshop.in
129. Toteteca.com 130. | Trivenisarees.com
131. Trendin.com 132. | Thequirkbox.com
133. U urbantouch.com 134. | Utsavfashion.in
135. violetbag.com 136. | Varighty.com
137. Vv Voguemagnet.com 138. | Voylla.com

139. Vivaahsurat.com 140. | veromoda.in

141. W wholesale-dress.net 142.| Wforwoman.com
143. watchkart.com

144. v yebhi.com 145. | Youshine.in

146. yepme.com

147. zoomin.com 148. | Zoutons.com
149. Z zivame.com 150. | zovi.com

151. Zomato.com

(Developed for thisresearch)
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The majoronline shopping sites functioning in India amearkec as bold in
the above list. Theseompanie enjoy major share in the onlifeusines in India.
Inspite of these onlinshoppinc companies, majority of the repuiretail stores and
malls have startednline shopping operation in their respectiwarke in addition to

their normal way otloinc business.

Even thoughhere are a number of online storsctioning in India, major
share of the onlinbusines is carried out by a few of them. Tdeagran 3.3 below
shows the majoonline shopping sites based on their e comm sales during the
year 2017. Thestatistic: in diagram 3.3 presents a rankingtbe leading online
stores in India basedn their sales volume in 2017. In the y017, thi online
store anazon.in generated 561.4 million U.S. dollars v-commerce sales
physical goods in Ind ranked at the top of the list. Flipkart.com givesight
competition for amazon.in wi 553.5 million USD during theame perio. A recent
initiative of ‘Mahindra’, firstcry.com also gained theiape in the leading 10 onlir

sellers last year.

Diagram 3.3

L eading 10 online storesin India 2017
by net e-commerce sales (in million
USD)

shopclues.com === 39.2
firstcry.com === 40.6
paytmmall.com }===4 46.5
ebay.in === 83.2
snapdeal.com E———— 1449

jabong.com d 159.7
bigbasket.com 1 d 192.7
myntra.com 1 d 342.7
flipkart.com 1 d 553.5
amazon.in | d 561.4
0 100 200 300 400 500 600

(Source- Statista: eemmerc sale in India 2017)
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3.3. Online Shopping Steps

For a customer, it is essential to have basic cwenditeracy to enter in to
the world of online shopping. Basically one needshave a computer with an
internet connection to make an online purchase. drtime shopping steps can be
simply explained with the help of an online stdwore or less, every online store
follows almost similar procedure to complete aniranlpurchase. For an easier
understanding of the procedure of e shopping, tlergesearcher takes one of the
online stores-lipkart as a model to explain the online shopping steps.skeps are
explained with the help of screenshots of each axwndppeared during the online

shopping.

Flipkart.com is one among the leading online store functionimgndia
through which consumers can buy various categofi@gems including Electronics,
Appliances, Fashion and Apparels, Home and fumjtBooks and stationary,
Movies and games, Fitness and personal care ang mare. Flipkart provides the
customers attractive price offers, various paynogtions, EMI options including no
cost EMI, effective replacement policy and promptivery. Recently ‘Wallmart’
the leading MNC in the retail business had purathdbekart.com and it becomes

more powerful in online business in India.

A customer will have to go through the followintages to complete an
online purchase. The diagram shown below depiatsdifferent stages of online

shopping from product search to delivery of thedpiad.

Diagram 3.4
Stages of Online Shopping

WEB STORE
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Product Search

A consumer who is in need of any particular pradudine, have to search
for the product in Google by typing it on the sé&bar. Google will provide him all
links of various online stores from where he calhecbthe information and to shop
the product. Consumer can click the link of a welseswhich offers the product he
wants, to enter in to their online stow&hile clicking the link they will get in to the

official web site of the online store Flipkart.
E Commerce Website

The consumer can also get in to the desired wae dlirectly by typing the
name of the web store in the search bar of Goaglkay can use the mobile app of
the web store by downloading it from the androigypdtore Here they can look for
the item either by clicking the appropriate catég®shown at the top of the window
or type the name of the item in the search bar kthiey want to buys. The various
categories shown in Flipkart home page are Elemspi\ppliances, Men, Women,
Baby & Kids, Home & Furniture and Books & More. &ach product category,
there will be a number of subcategories are alseetfor the consumers to choose. It

can be better understood through the screenshatshelow.

Figure3.1
Web Page of an Online Shop
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50-80% Off




Product Page

While given a search, the consumer will be prodidéth the list of all
products with its pictures, price quoting, produatings, user reviews and basic
product details. Here the consumer can select &atlyeoitems as per their wish by

clicking on the picture of the product.

Figure3.2
Product page
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<« c | ww.Hipkart.com/search?q=google¥ 20pixel%20mobiletas=on&as-show=on&otracker=start&as-pos =
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ELECTRONICS -  APPLIANCES - MEN ~  WOMEN -  BABY &KIDS - HOME & FURNITURE BOOKS & MORE - OFFER ZONE

Home > Mobiles & Ac.
Showing 1 — 60 of 41,917 results for "google pixel mobile”

CATEGORIES SortBy Relevance Popularity Price ~ Low to High  Price — High to Low  Newest First

Filters

~ Mobiles & Accessories

Google Pixel (Quite Black, 32 GB) 357,000 Gr=mm

XX 1.341 Ratings & 372 Reviews Exchange discount upto ¥20,000

Mobiles
Mobile Accessories

Tablet Accessories 4GB RAM | 32 GB ROM |

5 inch Full HD Display el
12.3MP Primary Camera | BMP Front No Cost EMI
PRICE 2770 mAh Battery Bank Offer
a 821 64-bit
1 Year Manufacturer Warranty
Min ~ 1o T10000+ -
Google Pixel (Very Silver, 128 GB) 366,000 ==z
BRAND ~ EEE 1.341 Ratings & 372 Reviews Exchange discount upto 20,000
a
4GB RAM | 128 GB ROM |
SWAGMYCASE 5 inch Full HD Display Offiacs
(EZVZVEsme=s 1 1 LT YIRMZY&iQH=cc92257143db8ada ]

By clicking on the product of choice, the consumdi be provided with
pictures of the product in various angles and antpa the cursor on the product,
they can see the magnified image. In this pagestha@t be details about the EMI
options for the consumer, PIN code checking forugng proper delivery of the
product and detailed specification about the praddere the consumer can also see
two buttons “Add to Cart” and “Buy Now”
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Figure 3.3

Product Picture page
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Google Pixel (Quite Black, 32 GB)
EEXY 1.341 Ratings & 372 Reviews

¥57,000 Q= -

[=] No Cost EMis from ¥4,750/month. Other EMis from ¥2,764/month View Plans >
@ Get upto 320,000 off on exchange Buy with Exchange »
@ Bank Offer Flat Rs.8000 Cashback* on EM| with ICICI Bank Credit Gards T&C

@ Bank Offer Extra 5% off* on Axis Bank Buzz Credit Cards T&C

Delivery © Enter Delivery Pincode  Check Enter pincode for delivery details

Usually delivered in 3-4 days. Enter pincode for exact delivery dates/charges 2

Color m . Storage 3268 128 6B

Features 4 GBRAM|32GBROM| Services @ 1 Year Manufacturer Warranty
™ ADD TO CART 5inch Full HD Display * Gash On Delivery available 7
12.3MP Primary Camera | 8MP Front 10 Days Replacement Policy 7 v
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If the consumers want to put it in their shoppaagt, they can click ‘Add to
Cart’ button. This page shows their cart detake litem, Quantity ordered, Price,
Delivery details and Sub Total. Here the consunears go for new shopping by
clicking ‘Continue shopping’ button or complete risaction by clicking ‘Place

order’ button.

Figure3.4
Shopping Cart Details

/e Fukarcom snoseme - = NG e L e ———— e, TR = - | e

€ > C | @ hups/wwwilipkartcom/vmeweart g

Flipkart H

ITEM QrYy  PRICE DELIVERY DETAILS SUBTOTAL
Google G-2PWA4200-051-A Pixel Quite Black 1 Rs. 57,000 Free Rs. 57,000
Selier OmniTechRetan | e

app wi

Charpes *
676311 < CONTINUE SHOPPING PLACE ORDER

a sy |ome | oo | 9man

Policies: Return Polizy | Tarms of use | Securlty | Privacy | Infingemant £ 3007-2017 Fliskart som
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Customer Login

If the consumers want to buy the item, click ‘BNgw’ button shown in
figure 3.3. Then the consumer will be moved to & page. Here they need to login
in to the site by providing either their mobile noen or email id. Then click
‘continue’. Then they will be asked to type a passhand to click ‘Login’.

Figure3.5
Consumer login page

/e Fupkartcoms Securs Py \ - — o~ — R e ool T |
<« C | @ https//wwwlipkart.com/checkout/init | i

Flipkart [ e vaprcan

1. BEFORE YOU PLACE YOUR ORDER! > Sign In
Signing soves
you time! Get started with our secure login flow Advantages of Sign Up

‘ Enter mobile number or email ‘ iy Manageyou Orders
FeWR  Easily Track Orders, Hassie free Returs
CONTINUE @ ke Informed Decisions
B i Relevent Alrts and Rezommendations

2. DELIVERY ADDRESS

3. ORDER SUMMARY 1 items Total: Rs.57000

MENT METHOD

6 B[@|C =]

Figure 3.6

Consumer login page2

/ B Fiphakcam: Securs Pay % - S — e Lol 50 S

& C | & nrtps//www flipkart.comy checkout/init tr| i

Flipkart ﬂ Need Help? call 1

1. BEFORE YOU PLACE YOUR ORDER! > Sign In
Siging A soves

you time! 9895501208 & Chonge Advantages of Sign Up
Enter Password" Ty oo e
e Easily Track 78, Hasske free Returns.

M ke Informed Decisions
= Get Relevant Alerts and Recommendations

W @ Enosos Socialy
o wor

With wishists, Reviews, Ratings

2. DELIVERY ADDRESS
3. ORDER SUMMARY 1items Total- Rs 57000

4. PAYMENT METHOD

Clemlele s
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Then they will be moved to a new page where thayeho provide their
delivery address. Then click ‘Save & Continue’

Figure3.7
Delivery Address Page

Flipkart E Need Help? call 1

B - oomo 9895591298 CHANGE LOGIN

2. DELIVERY ADDRESS

Name  Shabeer VP

Pincode 676311

Address

Jas Villa, Moonniyur PO, Malappuram DT ‘

Landmark
City  Tirwrangadi

State Kerala
Country  India (Service available only in India)

hone  +91 9895591298

emje|e [=]rm=]

The consumers will be taken to a new page whiclwshhe order summery.
This page will show the details about the Item, IQiya ordered, Price to be
charged, Delivery details and the Sub Total. Atehd of the page the consumers
have to share their email id for to generate tin@ioice. Then click ‘Continue’.

Figure 3.8

Page Showing the Order Summery

2 C | & nttps/www Slipkart com/checkout/init | i
| 7 [RREET 9895591298 CHANGE LOGIN
ﬂ 2. DELIVERY ADDRESS Shabeer VP 9895591298 CHANGE ADDRESS
Jas Villa yur PO, DT Kerala - 676311

3. ORDER SUMMARY 1 items

Removed SAMSUNG Galaxy J7 (Gold, 16 GB) from your order

ITEM ary PRICE DELIVERY DETAILS SUBTOTAL

MOBILE 1 Rs.57000 “ FREE Delivery in 46 days Rs.57000 @
Google Pixel (Quite Black, 32 GB)
e
‘ou
o applicable if you
chec is uct

invoice| shabeer il.com| Save

Before making the payment, please share an Email-ID for

Amount Payable: RS.57000

4. PAYMENT METHOD

Bl e Bee =]
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71



Check out & Payment

The customer will be taken in to the payment meétwvindow. Here they can
select their payment choice from options like Credrd, Net banking, EMI, Debit
card, Cash on delivery, Gift card and mobile wal@lick ‘Save and Pay’ button
after providing the card details like card numlyeme printed on the card, validity
of the card and CVV number.

Figure 3.9
The Payment Window

/ & Fipkartcom: Securs Pay X A — SR—— [ B e 55
- C | @ hitps//www.flipkart.com/checkout/init )
| s Villa, Moonniyur PO, Malappuram DT |, Tirurangadi, Kerala - 676311
" 3. ORDER SUMMARY 1items Total Rs.57000 REVIEW ORDER

4. PAYMENT METHOD

@ Net Banking Amount Payable
1 6070 9300 2208 9924 ey Rs. 57000
M Emi
Iy Expiry i  ——
05 /20 g —
&8 Debit Card
Shabeer VP
T Cash on Delivery
Save and Pay

8§ Giftcad
This card will be
ow it

securely saved for a fasier payment experience.
notba savad.

QEmEY | O (e

o e ele =

The system will send an OTP to the registered lmobumber of the
consumer as SMS. Type the OTP in the given spadelazk ‘Submit’ to process
the payment or click ‘Cancel’ to drop the transati
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Figure 3.10
The Payment Window- OTP
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The percentage cpreferred online payment methoalsiong various optior
of paymentfollowed by e shopping consumers in India from 2@&52020 ze
presented below in diagram

Diagram 3.5
Choice of Payment among Online Consumers
0 . 57
50 - 45
40 -
30 - m 2015
2020*
20 - 15 17 15
13
11 9 10 g
10 -
0 T T T T 1
Cash on Debit Card  Credit Card Net Banking Mobile
Delivery Wallet

(Source- Statistgreferre« digital payment method in India frog01¢t - 2020)
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The statistics in the above diagram 3.5 shows rtiegority (57%) of online
buyers in India presently follows the cash on dalvsystem of payment method in
online shopping. But the trend of using this metlobgbayment is decreasing over
the years. By 2020 it is estimated that only 45%mine buyers will choose this
method of payment. But as for the other modes gfeat is concerned; it shows
that the percentage of using debit card, credi,caet banking and mobile wallet

will continue to increase over the years.
Delivery

After confirming the payment, the company delivéne product to the
address provided to the store. Normally the peabdelivery will be informed to
the consumer during the process of purchase. Duhagprocess of purchase the
store will verify the postal pin code of the conginto check the possibility of
delivering the product to the given address andlimfibrm them the delivery period
also. If the company is not delivering the prodiocthe pin code given, will ask him

to change it and provide a new pin code.
3.4. Online Retail Salesin India

The online shopping habit is increasing amongctiesumers in India. More
and more people are coming to use the online sforesaking their retail purchase.
The researcher checked the data of online retks salume and its share in total

sales volume in India.
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Diagram 3.6

Online Retail Salesin India from 2009
to 2016 (in Billion USD)
40 - 38
35 4
30 4 23
25 4
20 - 17
15 -
10 - 6.3
5 _38
0 T T T T )
2009 2011 2014 2015 2016

(Source- Statista: Online Retail Sales in Indianfr009 to 2016 (in Billion USD))

The above statistics related to online retail satelndia over the period of
2009 to 2016 shows that the online sales volumiadia is steadily increasing. In
2016 the sales volume is 38 billion US Dollars whil was only 3.8 billion US
Dollars in 20089.

The researcher further checked the share of emsooe sale to total retail
sale in India. The results are presented in diag@#nioelow.
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Diagram 3.7

E- Commerce Share of Total Retail Sales
in India from 2014 To 2019 (Percentage)

2014 2015 2016 2017 2018* 2019*

(Source- Statista: E- Commerce Share of Total R8&es in India from 2014 to
2019, (*estimate))

The figures in the above diagram show that theesb& online business in
total retail sale in India is also increasing stlyaolver the years. The share of online
business to total retail business in India was aBlypercent in 2014 but it is

estimated to be increasing to 4.4 percent in 2019.
3.5. Safety in Online Shopping

As discussed in the earlier chapters, the intdsrebmes a revolution in the
life style of modern generation. Online shopping hso become a part of today’s
shopping culture. Day by day, more and more pee@pée entering in to online
shopping world. The penetration to the online shagpps increasing every year

throughout the world.

As the online shopping habits increase, the freuduactivities are also
increasing in the field of e shopping. The onlireutls may try to steal the financial
as well as the personal information of the e shoppis a result of this some people

are still hesitant to do online shopping. They stdrry about providing their credit/
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debit card details online. Hence, customers needtai®@ more safety and

precautionary steps in using online shopping.

Some safety and precautionary measures are lstémv to control the
fraudulent activities in online shopping and to madke shopping experience safe

and secure.
Company profile:

It is important to check the identity of the odlistore first. There are online
stores who concentrate only on online selling dradrtbrand name is popular and
recognizable easily, like Flipkart, Amazon, ebay. & addition to this, there are so
many reputed real life retail stores who now emtdceonline selling to serve their
customers well. But it is important to check thasares who do not have any retail
store or instant recognition. Some fraudulent selligy to cheat the buyer by
creating fake web stores that normally seem to dgenuine. It is important to
check the registration details and contact of tieeesbefore furnishing any sort of

personal and financial information and making anyne deal.
Website privacy policy.

Before furnishing the financial and personal infation of the consumer,
one should look for the privacy policy of the wdbre and understand how they
store and use the details provided. Whether theythes data beyond the transaction

like to send any emails, update deals or passytoter third party.
Personal and financial information

Make sure that the information entered in the steorrect for making a
transaction. An incorrect personal and financiatadmay cause many unseen
problems. So before closing the transaction, it & better to review the entered

data.
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Phishing filter.

To make sure that the online shopping web siteggimate, it is better to
install a phishing filter in the computer. This Mhkelp the customer to protect from
phishing sites by alerting whenever it detects @disgrustful or unauthentic website.
Avoid or ignore all deals and offers that are t@wd to be believable in normal

cases.

Look out for the following details before clositige transaction and making

the payment.

. Delivery cost

. Delivery address

. Product warranty scheme

. Payment options

. Product tracking system

. Order cancellation system

. Products return policy if not satisfied

. Cash refund system if order cancelled.
. Select a secure payment option

In all online shopping sites, there will be a nemlof payment options
available for the customer to choose frboke Credit card, Debit card, Net banking,
Gift card, EMI, and Cash on deliverJhe customer can select any option which he

thinks more secure and safe to him.
Keep atransaction record.

After making a transaction, it will be better t@imtain a record by keeping
the details like, the transaction id, date and tohthe transaction etc. Normally the
web store will send an email to the consumer shgwail the details of the

transaction.
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3.6. Setting Up of an Online Business

Both the central and state governments are progpantrepreneurship to
substitute the employment searching among the peopBut still people are
hesitating to enter in to the field of businesantly be because of the complicated
procedure and heavy investment to set up a busimsspopularity of internet and
usage of social media have opened a new arearepesmeurship. If one wishes to
start a business career but do not have enouglacapiown a franchise or open a
store, it is the time for to consider starting amiree business. There are no much
complications to set up a business online. It sffacomparable opportunity to start
a business around the world with only having a aasteyp and proper internet
connection. Compared to the traditional businessjine® trading only takes
minimum resources and time, that's why it is a le@sgestment way to run a
business. A brief explanation is given below absriting up of an online business

to develop an understanding among the people wdhmtarested in it.
Develop a Business Plan and M odel

It is essential to develop a well defined busimasslel and plan to start an
online business, just like to set up any traditidméck and mortar business. If one
do not have proper planning for each stage andditierent situations, the
possibility of failure will be very high. The lavwgompetition, cost etc everything
should be closely monitored and planned accordinglyere is a saying that
“walking out unprepared is a risk that anyone st take” is applicable to this

form of business also.
Decidethe Product or Service.

The product or service in online business is dyguahportant as in
traditional business. What differentiates the patdur service from the products of
other sellers really matters. There may be hundoédsnline sellers offering the
same kind of products or services. So, one shaddsf on the uniqueness of the
product. It is better to concentrate on servingdpobs to any one or two particular

segment of the market in the beginning stage.
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Register the Business and Domain Name.

One should take care of the business regulatioasaping in the state
regarding online business. The business needs registered along with its domain
name as per the states law. The domain name sbheud&sy to catch and short to
pronounce for the customers. The business will Heia only after proper

registration.
Design an E Commer ce Website.

Website is the face of an online shop. It musatbective and user friendly
as far as possible. Normally a website will getyvenort time to grab the attention
of the customers. So it must be looking gentle ronte the product. It should
provide convenient ‘log in’ to the home page, easgl convenient ordering layout,
the character font size must be easy to read aadlgldisplay the product pictures.
Make sure that the logo of the business whichasgd at the top of the page links to
the home page of the website. Most importantly wieesite must be easy to use for

the customers when they are willing to make thenchase.

There are two options for the online businesshimose, in order to create a

website.

. Build a new website designed around the requireraktite online business
by contacting a web developer.
. Contact a website provider who offers customizedigies to fill with

information and pictures of the products.

The website should communicate to the people abfmeitbusiness. The
address, history and the vision should be furnisinethe website. It also has to
encourage the customers to get in touch in futisiee \@ith the business by providing

all the contact details.

The website security is also very important fa benefit of the business as
well as the customers. The reputation of the basine highly depending upon the

security of the information furnished by the custprsi Once the trust towards the
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business is lost, it is hard to rebuild again ia thinds of customers. The security
system of the website must be updated on a redpalsis. The business should
install antivirus software to block virus attackthe website and ensure spam filters

in the website.
Shopping Cart Software

The shopping cart software will allow the webdiedisplay the products,
track the orders and manage the order inventorgtdbuers can pick the items
which they decide to purchase from the websiteaatttito the shopping cart till they
complete their online purchase. When the buyer ¢etep the purchase, the
shopping cart will calculate the amount of the iseim the cart and display it after
including the delivery charges, if any, associateth the product. This software
also will be able to help in choosing which paympottal to be selected to transfer

payments and manage the transaction.
Set up a Merchant Account.

To receive payments from the customer after cotimgetheir online
purchase, the business needs to set up a mercbemind This is similar to a
normal bank account which allows the business teive the card payments made
by the customers. The website will lead the custenie the payment page after

completing their purchase.
Go Social.

When the online shopping website is ready to dpefat the customers hear
about it. Whatever is the product, flying the naaimays in the air is the key to
success of the business. Use the social mediaptatfso regularly. It is good to
have a Facebook, Twitter, Google Hangouts and dgrata account to make the
business more popular. These platforms will provide account and are also good
places to get starting the online business. lisdgto use the business logo as the
profile picture so that the customers can easigniidy and recognize the business.
Go social is all about getting involved the bussesth the customers.
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3.7. Conclusion

Online shopping is comparatively a new style agiing among the people
of India. The slow growth of financial and techmgiltal sector adversely affected
the pace of online shopping penetration in Indiat Bow a day, along with the all
round developments of the country, the life stylehe people are improving and
online shopping also started to show an increasiegd. A number of online
shopping companies are started their operatiohsia and many Indian traditional
retail shops have now started their operation tifinanternet by setting up an online
web store. The e shopping companies made their ski@ie more attractive and

shopping made so easy through simple shopping guoes.

The researcher made an attempt to provide arvieverabout the online
shopping in India in this chapter. The major onlg®ps in India and their volume
of business, the shopping procedures and the safefsures to be taken while
making an online purchase are briefly explainedhis chapter. Various statistics
related to online business in India like onlineailesales over the years and its share
to the total retail sales, the number of digitalydns, preferred digital payment
option among the consumers etc. are also discusgddthe help of diagrams

showing the related statistics.
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4.1 Introduction

This chapter explains the details of the researethodology used to collect
data from the respondents for testing the hypotshasd there by fulfilling the
objectives of the study. The population for thisea@ch is the people of Kerala who
were the users of internet and purchased any ofettienological products online
during the past 12 months. The internet penetratimmhits usage are growing at an
increasing rate in Kerala every year. Online shoggiabits among the people of
Kerala are also increasing in the same mannert iSovery difficult to calculate the
total number of population of the study who areirmlbuyers of technological
products. The first chapter briefly described thethmdology of research and the
source of data to be collected. Here in this chiapie researcher describes in detail
about the research design, defining the sample iéndsize, questionnaire

development and collection of data.
4.2. Research Design

A research design simply means the plan or outinghe research study to
search and find out the answers and results teeearch questions and hypothesis.
The researcher came in to a conclusion that Dda@ipesearch is the most
appropriate design for this study about the ontinechase of technological products
among the e shopping consumers in Kerala. Whildyzing the previous studies
and literature, it is identified that there are nhaithree types of research designs
commonly used by the researchers to investigateveass for their research

guestions. These are descriptive design, exploraEsign and casual designs.

Seven research constructs and variables assoeidtteceach construct are
identified. In addition to this few more variableslevant to the study are also
identified. The research objectives and problemaiss been stated clearly. So the
descriptive research design will be more suitableneasure the research problem
and describe the factors influencing online purehafsechnological products by the

e shopping consumers in Kerala.
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4.3. Research Variables

The researcher has already identified seven m&seewnstructs namely,
Company Attribute (CA), Product Attribute (PA), BPeived Risk (PR), Perceived
Ease of Use (PEU), Perceived Usefulness (PU), GwstdExperience (CE) and
Personality of the Consumer (PC) based on thefdatathe previous literature and
discussions with the online shoppers in Kerala.idte variables associated with
each of this constructs are also identified andséw@vn in the second chapter. In
addition to these, there are some more variablestifced by the researcher while

reviewing the literature which are also relevanti® present study.
* Place of internet access
» Device used to make online shopping
» Time required for completing an online purchase
* Most popular product and service in online market
* Number of online purchase made a year
» Kind of technological products purchased online
» Delivery period in online shopping
» Online spending for buying technological produciear
* Future online shopping intention of consumers

* Online shopping recommendations
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4.4.Research Mode

Diagram 4.1

Company
Attribute- CA

Personality of
the Customer-
PC

Product

Attribute- PA

Customer
Experience-
CE

Perceived
Risk- PR

Online
Purchase

Perceived
Ease of Use-
PEU

Perceived
Usefulness-
PU

Source: Developed for the Research

4.5. Hypotheses of the Stuc

The following hypotheses hawbeen set taachieve the objectives of tl

research.

L] Null Hypotheses related with the objectiTo analyze the experience &

intention of consumers towards online purcl.

1. There is no relation betweethe time required to completen online

purchase and demographic fac of an online buyer

2. There is no relation between demographic variablesarine spendir a

year by the consum
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There is no relation between place of buyer andvell period in online
shopping

There is no relation between number of online pasels a year and
demographic variables

Null hypotheses related with the objective ‘To itignthe influence of

various devices used in online purchase habitea$emers in Kerala'.

1.

There is no relation between demographic factorarofonline buyer and

device used for making purchase

Null hypotheses related with the objectives, ‘Explthe relative importance

of factors that encourage or discourage consumenmn fouying technological

products online’ and ‘To analyze the demographitetences among the online

buyers in considering the influencing factors shepping’.

1.

There is no relation between demographic variadtes company attributes
on online purchase.

There is no relation between demographic variadhesproduct attributes on
online purchase

There is no relation between demographic variables perceived risk on

online purchase

There is no relation between demographic variables perceived ease of
use on online purchase

There is no relation between demographic variahtesperceived usefulness
on online purchase

There is no relation between demographic variadtescustomer experience
on online purchase

There is no relation between demographic variabtes personality of the

consumer on online purchase
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4.6. Sample Design

The researcher realized that it is very difficiatconduct a survey for the
online shoppers in Kerala since there isn't anyosdary data which leads to
measure the quantity of the internet shoppers.€eTisanformation about the internet
users in the literature and the secondary sourageshk online shoppers represent
only a limited number out of the total internet ngselt is identified from the
literature that there is no proper data registestatistics which shows number of
online shopping site visitors and buyers geogralyic

Since there is only limited number of proposedpoesients who can
contribute to the research study, the researchérttvayo for purposive sampling
technique. Purposive sampling also know as Judgnsambpling, is a non
probability sampling method and it occurs when @pts selected for the sample
are chosen by the judgment of the researcher. Aoaprto Black, K. (2010),
researchers often believe that they can obtainpeesentative sample by using a

sound judgment, which will result in saving timedanoney.

Based on the literature the researcher reachadcanclusion and judgment
that the computer and internet using people araltapof being selected as the
sample population. The employees of private anetgowent sectors, professionals,
business class people, the people working abroddhair family and the students
of higher secondary and colleges represent thernpad of the internet users in
Kerala. The population consists of internet uséthi@e districts randomly selected
from three regions of Kerala. The population alsdudes both urban people and
rural people of Kerala. So the people of the al®nid sectors and areas served as

the sample population of this study.

4.7. Sample Size

Under the circumstances of unsure total populatioa researcher uses the
following formula is applied to calculate the sammize for the study. The
researcher wishes to have a 95% confidence lekeb&nconfidence interval of the

right population of the online shoppers to calculde sample size.
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Sample size =% (p) x (1-p)/C
Where:
Z= Z value. (1.96 for 95% confidence level)

P= Percentage picking a choice, expressed as dgctimesed for sample size

needed)
C= Confidence interval, expressed as decimal
Sample size = 1.96 (.5) x (1-.5)/.08
= 3.8416 x .25/ .0025
=.9604/ .0025
=384.16

So the sample size calculated for this researayssurounded off t&84 samples.
4.8. Data Collection Method

The research was conducted and data collectedtirmee districts of Kerala
drawn from three regions namely North region, Gemégion and South region as
mentioned in the first chapter. One district froacte region is selected randomly by
using lottery method. The selected districts aralddpuram district from the North
region, Ernakulam from the Centre region and Trananthapuram from the south
region. Equal numbers of 128 samples are seleatmth 'each district. Three
corporation/ municipality and Panchayath were seteérom each district randomly
also by using lottery method. The population froorporation/ municipality is
considered as urban population and the populatmn Panchayath is considered as
rural population. The selected districts, corpamtimunicipalities and Panchayath

are shown in the diagram 4.2.
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Diagram 4.2

Data Collection Map
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4.9. Questionnaire Development and Structure

The research was undertaken with a well structquestionnaire having two

parts. As the researcher decided to conduct aneaslirvey to collect the data, a self

administered online questionnaire was prepared dayguGoogle form. The first

part helps to collect the demographic informatidntite respondents and their

internet usage pattern and experience in onlinpghg. All demographic questions

like gender, age, marital status, education, ingoplace of living and area of

residence etc. and questions related to interrageuand online shopping habits like

hours spent in internet, device used to make omlurehase, time taken to complete
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a transaction etc are involved in the first parth@ questionnaire. The respondent
was asked just to click on the column providedhe Google form questionnaire to

respond to each question.

The second part of the questionnaire was strugtuwrsuch a format that the
respondent has to choose his opinion in a five tpoikert Scale. The five point
Likert scale measures the level of agreement frarong§ly Agree to Strongly
Disagree, of the respondent to various statemdateckto the hypothesis set by the
researcher to satisfy the objective of the reseafble statements related to online
shopping are distributed under the 7 research ratstspecially developed for this
study. This part of the questionnaire helps toemblithe opinion, perception and
attitude of the customer regarding online shoppiffte questions were developed
from the literature and the experience of the ne$ea in the field of online
shopping.

While reviewing the literature, it was observedttiaariety of methods were
used by different researchers for data collectarttieir research work like, face to
face interviews, questionnaire methods, telephenmail and combination of all
these. The present study used a self administendideosurvey for the data

collection by using questionnaire prepared throGgbgle Form.

Data collection is the process by which the opisiand useful information
from target respondents about the topic are cekkctlassified and categorized
according to their demographic and socio econorharacteristics (Churchill GA.
1987). Here the researcher tries to justify hissies about the selection of online

survey, which is the most appropriate data coldectnode for this research work.

The research objective is to get information fribva internet users of Kerala
about their motivation and intention in buying teological products through online
shopping. The proposed respondents of this surkepeople who were very much
involved with the internet and using it as a pdrtheir day to day activities. In
normal conditions these respondents are economitalih middle and upper class
families and they were either students or workieggde. So it will be difficult for
the researcher to get physical access of thesdegpeoday time because they may
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either in their educational institutions or in tffices. In such a circumstance it will
be better to use a self administered online quesdibe to get the required

information from them.
4.9.1 Advantages of Google Form Online Questionnar

A self administered online Google form questionmdnas the following
advantages in using it in a research study.
. It can be designed and administered easily.

. The respondents will get enough time to read amivanthe Google form

guestionnaire as and when they feel comfortable.
. It will help the researcher to reduce the costathdollection

. It will help the researcher to collect the data fast compared to the

traditional questionnaire method.

. The chances of accuracy in result will be much hagmpared to the

traditional survey.

. There will not be any influence of the biases oé tlesearcher in the

responses of the respondents.

. The researcher can access the respondents easdigective of where they

work or resides.

. It will create interest among the respondents spaoad to the questionnaire

as it will not be a boring one.
4.9.2. Weaknesses of the Online Questionnaire

There are a number of strengths for the online tgqprewire as pointed out

above, still it has certain limitations also.

. The response rate in online survey is difficulptedict. Many junk mails are
received each day by the people. So there maydrecelfor not getting the attention

of the respondents towards the mailed questionnaire
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. There may be delay in receiving the response ofdbpondents. There isn't
any face to face interaction with the respondegtshle interviewer. So there is no
chance to for the interviewer to compel the respot&lto react to the questionnaire

in time.

. The respondent who uses the internet and checknéileon a regular basis

will be able to notice the questionnaire and anstver

. There is no chance for the interviewer to give arptions and clarifications

to the respondent when they are needed.

All weaknesses of the online questionnaire arey dobnsidered and
necessary strategies taken to overcome these wssaaeProper covering letter is
attached with the questionnaire mail to get thenitbn of the respondents. Follow
up mail and phone calls are also made to incrdesessponse rate and reduce delay
in responding. Questionnaire is sent only to thoseple who are regular users of
internet and work in it. The questionnaires aragiesl in such a way that, it is easy
and simple to understand for anyone. There will het any need for further

explanation to answer the questionnaire.

In summary, the researcher considered, an onétfeadministered Google
form questionnaire will be the most suitable way fwllecting the required
guantitative data for this research study. The ameber considered both the
advantages and the weakness of the online queatrenand took maximum
advantage of the strength of online questionnane taok necessary strategies to

overcome the weakness.

The Google form questionnaire was sent to theoredgnts in two sets. The
first set of questionnaire to collect the demograpetails of respondents and the
basic quantitative information regarding their exgrece in online shopping. After
receiving the filled first set questionnaire, thecend set of Google form
guestionnaire is sent to them to collect informatregarding the opinion, beliefs
and attitudes towards online purchasing of tectgiodd products.

92



4.10. Questionnaire Layout

The questionnaire is designed in such a way tihashould attract the
attention of the respondents and creates interash@ them to go through it by
using easy and simple to follow layout style. Oalsurveys are a new method of
data collection for the respondents of Kerala. Agjamty of the data is collected
thorough online questionnaire, the researcher idiaeing a face to face interaction
with the respondents to explain the questions.r®augh care was given to make it
easy to understand and follow with the objectiveshe research. A good lay out
design is important to achieve high response raid law fatigue among the

respondents.

. Completion time: The questions are designed in sactvay that, the
respondents can understand the questions so eadilthere by save the filling time.

The guestionnaire can be filled within 15 minutétirae even for a lazy respondent.

. Order of questions: The related questions are seigllg arranged one by

one to keep the continuity and there by createaesteamong the respondents.

. Covering letter: A covering letter explaining thaportance of completing
the guestionnaire rather than an appeal was gwesntourage the respondents to

respond.

. Message box: A message box is provided with quaséive to suggest their
views and opinions about the research topic intewtdto the information under the

guestionnaire to create a feeling of participatiothe minds of respondents.

. Length of the questionnaire: The total length & tjuestionnaire is limited
to 6 pages of A4 size paper.

. Arrangement of questions: The questions were aedngder 3 sections
namely A, B and C and the length of the questienalso trimmed to meet the
objective. This will be helpful to reduce the fatggamong the respondents while

reading the questions.
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. Priority: The most important and interesting qims are arranged at the
top of each section of the questionnaire to creaid maintain the interest of the

respondents.

. Use of logical routing: The questionnaire was destin such way that the
respondents were offered provision to quit from guestionnaire when they were
not eligible to go further. For example, if thepesdent ticks ‘No’ to the question
‘have you bought product or services online dutimg past 12 months’ he will be
automatically out from the questionnaire and tihegponse will not be recorded. It

was helpful to screen the respondents who wereseitl for this study.

. Data submission: the online questionnaire was design such a way that
the respondents could not submit the incompletstgprenaire into the system. If the
respondents try to submit the questionnaire withfdlimg the entire mandatory
columns, they will be routed back to each unfilm@umns. Only the completed

guestionnaire was accepted by the system.

. Question type: majority of the questions used endhestionnaire are close-

ended. Only few questions are there in the quesdioa as open ended.

Pretest of questionnaire is conducted frequenttifeerent stage of layout to
know how well the respondents understand the questiime taken to complete the
guestionnaire and is there any confusion createdtieéim minds while filling it etc.
The questionnaire is tested with the online congsaméio were in personal touch
with the researcherln addition to this, opinions were also asked fribva experts
about the questionnaire design. The layout of thestjonnaire is revised and

adjusted according to it.
4.11. Pilot Study and Pre-Test.

It is important to conduct a pilot study to enstire strength and weakness of
the questionnaire in order to make necessary mngsand adjustments in it. After
preparing the Google form online questionnaire, rigearcher conducted a pilot

study among 39 respondents which is 10 percenh®fsample size during the
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period of December 2016 to February 2017. The erdimestionnaire was mailed to
13 respondents from each regions randomly seldayethe researcher who were
having similar profiles. The participants of théopstudy were requested to note the
level of difficulty of the questions, time taken ¢complete the questionnaire and to
put their suggestions for further improvement. Triscess helped the researcher to
find weakness and confusion in the design of threstjonnaire and revise and adjust
it accordingly before sending to actual field syrvafter receiving response, it was
numbered and coded accordingly. The code sheeprgasred in Excel and entered

in SPSS by the researcher himself.

Reliability testing is very essential for the daliion of the scale and to check
the dependability or internal consistency of thateshents. In this study, the
reliability of the scaled statements was tested$igg Cronbach’s Alpha Reliability
Coefficient and ANOVA with Tukey's Test for Non atidity. An alpha value of
0.70 or above is considered to be criterion for olestrating strong internal
consistency. The result of the test is shown belowable 4.1 and 4.2 and it
exhibits the reliability of the scale adopted aodfams that the data are Stabilized
and Not Repeated. Cronbach's Alpha for these scalatements in both
guestionnaire and interview schedule are higher tha standard Cronbach's Alpha
of 0.70. Hence, it is proved that internal consisieof the scales is high, and both

the questionnaire and interview schedule can bsidered as highly reliable.

Necessary changes were made in the questionraperahe feedback and
suggestions from the respondents of the pilot stAdftgr revising the questionnaire
used for pilot study, expert opinions were takefiirnialize the questionnaire to use

in the actual field survey

Table 4.1
Reliability Statistics

. Cronbach's Alpha Based @
Cronbach's Alpha Standardized Items Number of Items
.869 .885 68

Data is reliable
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Table 4.2
ANOVA with Tukey's Test for Non additivity

Sum of Mean .
Squares df Square F Sig
Between People 103.087 38 2.713
Between Iltems | 1343.175| 67 20.047 |56.410 .000
Non 000° 1 000 | .000 | .996
L additivity
Within Residus
People 9 Balance | 904.811 | 2545 | .356
Total 904.811 | 2546 .355
Total 2247.985| 2613 .860
Total 2351.072| 2651 .887
Grand Mean = 3.632

Tukey's estimate of power to which observationstrbagaised to achieve additivity
=1.001.

Data found to be stabilized and not repeated
4.12. Online Survey

After checking the reliability of the collected tdafew corrections were
made in the online questionnaire and sent to 6@plpein different time periods
during 2016 and 2017, through email in Google féonmat. Collecting email id of
the respondents was not felt a difficult task tog tesearcher. The researcher used
his personal and official contacts in this proc@$g friends and relatives who owns
and working in different IT companies, governmend grivate sectors, working
abroad and in different educational institutionsally helped so much. But the
response rate was not up to the expectation akeearcher. So the researcher sends
reminder mail and made phone calls to the respdaadémally it was managed to
receive 353 filled Google forms (Response rate 3%pb But when the researcher
goes through the received Google forms, it was dotirat around 109 responses
were incomplete or have serious factual mistakeés. questionnaire was sent again

to them by mentioning the mistakes through maitotigh this, 67 correct responses
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were received, contributing to a total of 311 diilled valid responses through the

online survey.
4.13. Offline Survey

The researcher, when goes through the responte ainline survey, it is
found that respondents numbers of business clasdergs and people working
abroad who were actually making online purchase,vary few. The researcher
finds that even though the above class of peogeausing internet so frequently but
they were not checking their emails regularly. Be tesearcher decided to conduct
an offline survey for them to make the response¢hto sample size of 384. The
researcher took print outs of the same questioandnich is used for online survey
by making some slight changes in its layout. Theai@ing 73 responses (19% of

the sample size) were collected from these pebpteigh the offline survey.

Thus a total of 384 online buyers of technologmalducts who were having
different demographic backgrounds and living in &ay responded well and the

data provided by them actually formed the baseshisrresearch study.
4.14. Tools and Techniques Used for Analysis of Cat

Mathematical and statistical tools and techniqused for analyzing the

collected data are given below.

. Percentage and Cumulative Percentage: In mathenatipercentage is a
number or ratio expressed as a fraction of 10 dften denoted using the percent
sign, "%".

. Cross tab: Cross tabulation simply means the dddigg, which present the
results of the entire group of survey respondestweall as results from sub-groups
of respondents.

. Chi square test: A chi-squared test, also writtep’ fest, is any statistical
hypothesis test where the sampling distributiohef test statistic is a chi-squared

distribution when the null hypothesis is true. Thhi-squared test is used to
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determine whether there is a significant differenetveen the expected frequencies

and the observed frequencies in one or more caésgor

. Mean and Standard Deviation: The standard is a unedabat is used to
guantify the amount of variation or dispersion et of data values. A low standard
deviation indicates that the data points tend talbse to the mean of the set, while
a high standard deviation indicates that the datat are spread out over a wider
range of values. The mean is the central value dfisarete set of numbers:

specifically, the sum of the values divided by theenber of values.

. Brown-Forsythe Robust test of equality means: TrenB—Forsythe test is
a statistical test for the equality of group vaces based on performing an ANOVA

on a transformation of the response variable.

. Binomial test: Binomial test is an exact testlod statistical significance of
deviations from a theoretically expected distribntiof observations into two

categories.

. Independent sample t Test: The independent samif#ssis used when two
separate sets of independent and identically biged samples are obtained, one

from each of the two populations being compared.

. One Way ANOVA: In statistics, one way analysis afignce is a technique
that can be used to compare means of two or manplea using the F distribution.

. Post Hoc Test for Multiple ComparisoANOVA test tells an overall
difference between groups, but it does not tellolwhspecific groups differed. Post
hoc tests are run to confirm where the differeramesirred between groups, when an

overall statistically significant difference in gno means is shown.
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4.15. Conclusion

This chapter explained the research methodology ts conduct this study.
The research design is discussed in detail alonly the presentation of research
model specially developed for this study. Variougpdtheses set based on the
objective of the study is presented. The sample@des discussed in detail and the
sample size calculation is also presented withctileulations. The data collection
method used in this study is presented with the béla diagram and explained in
detail. Majority of the data is collected throughmline questionnaire. The
guestionnaire development and its structure are etplained in detail. The reason
for selecting online questionnaire is justified pginting out the benefits and
weaknesses of the online questionnaire. The aqunestire layout is also discussed.
The pretest survey was conducted among the ontioppers and research experts
and friends. The questionnaires were revised apgtad according to the opinions
and comments made by these people. A pilot studglss conducted among 39
respondents and reliability checked and the remullso presented. Various
statistical tools which can be used to analyzedéta are also pointed out. The data
analysis and its interpretations based on the acelledata are presented in the next

chapter.
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5.1 Introduction

In the preceding chapter, theoretical reviews aof ttoncept of online
shopping procedure and methods have been narreltesl.chapter is exclusively
devoted to analyze and discuss the data collecdeddoon the specific objectives
that have been formulated to evaluate online simgppabits among consumers of
Kerala. For a detailed and in-depth analysis, tlesgnt chapter is divided into two
parts. Part | and Part Il. The first part dealshwite analysis of two objectives
related with experience and intention of consuni@nsards online shopping and the
influence of various devices used in making onlnechase and the second part
deals with the analysis of next two objectives teglawith encouraging and
discouraging factors of online shopping and its dgraphic influence on online
buyers.

Part |

The objectives analyzed and achieved through tisé fiiart of this chapter

are;

m To analyze the experience and intention of conssinitewards online

purchase.

= To identify the influence of various devices usednline purchase habits of

consumers in Kerala.

To achieve these objectives, this chapter analytes demographic
characteristics of the online buyers. Crosstabyamals done to find the interaction
effect of various demographic characteristics. §&uare test is conducted to find
the statistical significance at 5% level and treuteis interpreted on the basis of the
test results. The online experience of consumerasis checked on the basis of
online spending habits among e shopping consunieesperiod taken to receive
delivery of the product bought through online, titaé&en to complete an online
purchase, number of online purchases made in aamehrarious devices used to

make online purchase. Various mathematical andsstal tools like percentage,
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crosstab, Chi-square test, mean and standard weviabbust test of equality of
means, binomial test, anova and independent sainipt¢ are used to analyze and

interpret the data.

The fourth chapter identified and justified the hoetology to be used for the
study. The collected data from 384 sample respdsdeare duly coded and entered
in an Excel sheet. This data were imported into SR8ftware and the above
mentioned statistical tests were done with the haipthis software. Various
hypothesis were formulated and the results of thies¢és are interpreted and
explained on the basis of these hypothesis.

5.2 Demographic Profile of the Sample Respondents

Respondents from the sample survey belong to diftedemographic
profile. Hence, it is relevant and meaningful toalesate these profiles of the

respondents. The demographic profiles have a grida¢nce on the present study.

The variables considered in the present study udelerographic profile are

listed below.

Gender

Age

Marital status
Education
Occupation
Income

Place of living

YV V. V V V V V V

Area of residence

The above mentioned variables are illustrated with help of a statistical
table.
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Demographical Profile of the Online Buyers

Table 5.1

Demography Characteristics Frequency| Percent
Gender Male 344 89.6
Female 40 10.4
Total 384 100
16-25 117 30.5
Age (in years) 26-35 217 56.5
Above 55 50 13
Total 384 100
Marital Status Single Lol 341
Married 253 65.9
Total 384 100
High school 1 3
+2/Equivalent 53 13.8
Education Graduation 264 68.8
PG 41 10.7
Others 25 6.5
Total 384 100
Govt./Public Secto 58 15.1
Private Sector 158 41.1
Business 33 8.6
Occupation Student 105 27.3
Domestic affairs 9 2.3
NRI 21 5.5
Total 384 100
20000- 40000 216 56.3
Income (per month) | 40000- 60000 153 39.8
Above 60000 15 3.9
Total 384 100
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Demography Characteristics Frequency| Percent
North 128 33.3
Place of Living Central 128 33.3
South 128 33.3
Total 384 100
Residence Rural 148 38.5
Urban 236 61.5
Total 384 100

Source: Survey Data

5.2.1. Gender

The above table shows the important demographitigend characteristics
of the respondents. Respondents were mostly malé%8 and only 10.4% females
have attended the survey as online shoppers in&dfeom this statistics, it is clear
that compared to female respondents, male resptndempredominant in online

shopping of technological products in Kerala.

5.2.2. Age

The age wise details of the respondents show thajority of the
respondents (87%) in the survey were aged betw6e3b lage ranges (30.5% for
16-25 age group and 56.5% for 26-35 age groupsly Q8% of the sample
respondents are aged above 35 years. It clearlysshimat younger generation of
Kerala is more interested in using technologicaldprcts and buying it through

online shopping compared to the older consumers.

5.2.3. Marital Status

Majority of the respondents who participated ie gurvey were Married
(65.9%) consumers. Only one third of the resporsle®4.1%) were found

unmarried.
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5.2.4 Education

Education wise data of the respondents showsniagority of the online
shoppers is highly educated. 86 percent of theoresgnts are having graduation or
above level of education. It indicates that edwcatevel of people in Kerala have
certain influence on their interest in the purchak&echnological products through

online shops.
5.2.5 Occupation

Occupation wise data shows that in Kerala those aveavorking in private
sector employment is more interested in the puechastechnological products
online (41.1%) compared to other occupational segnide next highest percent of
online buyers of technological products are stusl€@¥.3%) and Govt. / Public

sector employees (15.1%).
5.2.6 Income

As per the information received through the survieshows that majority of
the respondents (56.3%) who buy technological prtsdonline are fall under the
income group of 20000-40000 and 39.8% of respolsdemé in 40001-60000

income groups.
5.2.7 Place of Living

As mentioned in the methodology chapter, the ontingers of Kerala are
classified in to three regions namely, North regiGentral region and South region.
Respondents are purposefully selected equally feanh region at the rate of 128

each.
5.2.8 Area of Residence

The survey data reveals that majority of resporglemio make online
shopping of technological products in Kerala resieirban area (62%) and the
rural respondents are only 38% of the respondénis. a clear indicator that in
Kerala urban respondents are more attracted wihnélw changes in the marketing

and shopping habits and interested in online smgppi technological products.
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5.3 Crosstab Analysis

Cross tabulation simply means the data tablesgtwpresent the results of
the entire group of survey respondents as well essilis from sub-groups of
respondents. Crosstabulation enable us to exammdeaaalyze the relationships
within the collected data that might not be readipparent when analyzing total

survey responses.

An attempt is made here to test the relation betwearious demographic
characteristics of the respondents with one anoihmeheir influence in online
shopping of technological products with the helgmfsstabs.

5.3.1 Age to Gender

Crosstab analysis is conducted between GendeAgadof respondents to
test, whether there is any relation between theodgespondents and their gender in

the purchase of Technological products online.

Ho : There is no significant relation between age gedder of respondents in

influencing online purchase of technological praduc

Hy : There is significant relation between age andidge of respondents in

influencing online purchase of technological praduc

Table 5.2

Age to Gender Analysis

Gender Total
Male | Female
No. 100 17 117
16-25 % 85.5% | 14.5% | 100.0%
No. 196 21 217
Age|25-35 % 90.3% | 9.7% | 100.0%
No. 48 2 50
[~
Above 35—/ 96% | 4% | 100.0%
Total o, o S 00
% 89.6% | 10.4% | 100.0%
Pearson Chi- Value df Significance
Square 4.455 2 108

Source: Survey Data
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The above table clearly shows that above 35 yielrespondents especially
female are not much interested in making their lpase online. It shows that a
majority of 217 respondents who shop online comeeurthe age group of 26-35
and out of it 196 are male and only 21 are femidlmw it can be concluded that
there is some sort of interaction effect betweea agd gender of the respondents
and it has certain influence on purchase decisiororiline shopping. So male
respondents aged between 26 -35 are more interaéstazhline purchase of
technological products in Kerala compared to othge groups and females. Chi

square test is conducted to check whether thisreifice is significant or not.

The chi square test result shows that the P vali8) is greater than 5%
level of significance which means that the differ@ns not significant. Hence the
null hypothesis that there is no significant r&atin gender based on their age level
on inducing them to go for online purchase of t@tbgical products is accepted. As
the levels of age vary the tendency to go for @nlipurchase also changes

irrespective of the gender difference.
5.3.2. Gender and Marital Status.

The relation between gender and marital statugggondents in relation to
online purchase of technological products is stlidig formulating the following

hypothesis. Table 5.3 given below shows the Betdithe analysis.

Ho: There is no significant relation between gended anarital status of the
respondents in influencing online purchase ofnietdgical products

Hi: There is significant relation between gender andrital status of the
respondents in influencing online purchase ofnietdgical products
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Table 5.3

Gender to Marital Status Analysis

Gender
Total
Male Female
Number 118 13 131
Single o4 withi i
| g Y% within marital 90.1% 9.9% | 100.0%
Marital status
Status Number 226 27 253
Married |o4 withi '
% within marital | g9 50/ | 10,706 | 100.0%
status
Number 344 40 384
Total o4 withi i
Y% within marital 896% | 10.4% | 100.0%
status
. Value df Significance
Pearson Chi-Squar
.052 1 .820

Source: Survey Data

The above gender to marital status wise table shibatsout of the total 384
respondents 34% are unmarried and 66% are ma@igdf the total 131 unmarried
online buyers of technological products in Ker&l@,1% are male and only 9.9%
are women. Again out of the 253 married respondet26 (89.3%) are men and
only 27 which are 10.7% are women. From the intevaeffect between gender to
marital status, the study reveals that both mamietiunmarried male respondents in
Kerala are showing more interest in making onlingcpase of technological
products. From the above table it is clear thatrie male respondents (58.85%) in

Kerala are more interested in online purchasedfrtelogical products.

The chi square test result shows that the ‘P’ evadugreater than 5% which
means that the difference is not significant. Hetie null hypothesis that there is
no significant relation in gender based on theiritabstatus on inducing them to go
for online purchase of technological products iseated. Both the married male and
female are more interested in online purchase cosdp@® the unmarried male and

female respondents.
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5.3.3. Gender and Education.

Does the education level of the respondent hawe iafluence on the
intention of online purchase of technological pratduwon the basis of their gender?
The next attempt is to find the relation betweemdge to education of the
respondents in their online purchase intention. [€kel of education is classified as
High school, +2/ Equivalent, Graduation, Post Geditn and others for to get a

more clear result. The following hypothesis hasndeemulated in this regard.

Ho: There is no significant relation between the ggndnd education of the

respondents in influencing online purchase of tetdgical products.

Hi: There is significant relation between the genderd education of the

respondents in influencing online purchase of tetdgical products.

Table 5.4

Gender to Education Analysis

Gender
Total
Male |Female
High school Number ! 0 !
% Educatior] 100.0% 0.0% |100.0%
+2/ Equivalen Number 50 3 53
% Educatior] 94.3% | 5.7% |100.0%
Educatior| Graduation Number 23 29 264
% Educatior] 89.0% | 11.0%/|100.0%
PG Number 37 4 41
% Educatior] 90.2% | 9.8% |100.0%
Other Number 21 4 25
% Educatior] 84.0% | 16.0%/|100.0%
Total Number 344 40 384
% Educatior] 89.6% | 10.4%/100.0%
_ Value df Significance
Pearson Chi-Square 2347 A 572

Source: Survey Data
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The above table shows that the level of educdias definite influence on
the online purchase intention of e shopping conssirite Kerala. Out of the total
344 male respondents, 293 respondents (85%) anaf ¢l 40 female respondents
37 (92.5%) have more than +2 or equivalent levacation. To be more precise the
table also shows that on both genders, 235 maponeents (61% of the total male
respondents) and 29 female respondents (72.5%edbthal female respondents) are

graduates.

The chi square test result shows that the P vialggeater than 5% which
means that the difference is not significant. Hetie null hypothesis that there is
no significant relation in gender based on theielef education on inducing them
to go for online purchase of technological produstsaccepted. As the level of
education increases the tendency to go for onlinechase also increases
irrespective of the gender difference.

5.3.4. Gender and Occupation

The relationship between gender and occupatiorthef respondents is
analyzed in order to find its influence on the miten of online purchase. For the
purpose of the research, the occupation of theorelmts has been classified as
Govt. /public sector employment, private employménisiness, student, Domestic
affairs and NRI's. The following hypotheses hasrbe@mulated; and the result is
shown in table 5.5

Ho: There is no significant relation between gendet accupation of respondents in

influencing online purchase of technological praduc

Hi: There is significant relation between gender andupation of respondents in

influencing online purchase of technological praduc
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Table 5.5

Gender to Occupation Analysis

Gender Total
Male |Female
. Number 53 5 58
Govt./ Public — :
% within Occupatiol 91.4% | 8.6% |100.0%
. Number 148 10 158
Private — :
% within Occupatiof 93.7% | 6.3% |100.0%
. Number 32 1 33
Business — :
) % within Occupatio 97.0% | 3.0% |100.0%
Occupatior
Number 90 15 105
Student — .
% within Occupationl 85.7% | 14.3% | 100.0%
_ ~ | Number 0 9 9
Domestic affairs — :
% within Occupatiol 0.0% |100.0% 100.0%
NRI Number 21 0 21
% within Occupatior 100.0%9 0.0% |100.0%
Number 344 40 384
Total — :
% within Occupation 89.6% | 10.4% |100.0%
. Value df Significance
Pearson Chi-Squar
86.485 5 .000

Source: Survey Data

The table shows that out of the total 344 malpaordents 148 (43%) and
out of the 40 female respondent 10 (25%) are pivsector employees. In
combined, 158 respondents which are 41% of thé tespondents are working in
private sector. Students come second largest seégrfienline purchasers in Kerala.
27.3% of the respondent is students. Out of tetaldle online buyers, it is seen that
a major part 37.5 percent are students. From thike i& is also clear that in all

categories of employment, male respondents havefisant dominance in online

purchase in Kerala.

When the data is further analyzed with chi squesg it is seen that the chi
square value is less than 5% which means the eiféer is highly significant and
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there by the null hypothesis is rejected. It metias the occupation of respondents
and their gender have significant relation towatasinterest in online purchase of

technological products.
5.3.5. Gender and Income.

A further analysis of the relation between geraled income on the online
purchase intention of technological products is end8oth personal and family
income of the respondents is considered here. lk@rpurpose of the research,
income is classified in three categories rangimgnfiRs. 20000 to Rs. 60000 and

above. The following hypothesis has been formdlate

Ho: There is no significant relation between gendet amcome of respondents in

influencing online purchase of technological praduc

Hi: There is significant relation between gender amzbme of respondents in

influencing online purchase of technological praduc

Table 5.6

Gender to Income Analysis

Gender Total

Male | Femalg

Number 193 23 216
20000-4000(¢ —
% within Income 89.4% 10.6%] 100.0%
Number 139 14 153
Income| 40001-6000( —
% within Incomg 90.8% 9.2%]|100.0%
Number 12 3 15
Above 6000 —
% within Income 80.0% 20.0%] 100.0%
Number 344 40 384
Total —
% within Incomeg 89.6% 10.4% 100.0%
_ Value df Significance
Pearson Chi-Squar
1.752 2 417

Source: Survey Data
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From the above table, it can be observed thabb8#4 male respondents a
majority of 193 respondents (56%), out of 40 fentalgpondents a majority of 23
respondents (57.5%) come under the income rangs.ac20000 — 40000 per month.
A total of 139 male and 14 female respondents wrach 40% of the total
respondents come under the income range of Rs.1400Rs. 60000 per month.
Only 12 male and 3 female which are 4% of the ta#apondents come under the

income range of Rs. 60000 and above.

The chi square test result shows that the P vialggeater than 5% which
means that the difference is not significant. Hetie null hypothesis that there is
no significant relation in gender based on thetome on inducing them to go for

online purchase of technological products is a@mpt
5.3.6. Gender and Place of living.

A further analysis is made to study the habit mire purchase on the basis
of gender and place of living of respondents. Tésearch area is classified in to
three regions namely North, Central part of Keeald South. Gender wise analysis
is done in each regions by preparing a cross tdethe following hypothesis are

tested. The results are shown in table 5.7.

Ho: There is no significant relation between gended glace of living of

respondents in influencing online purchase of tetgical products.

Hi: There is significant relation between gender plade of living of respondents in

influencing online purchase of technological praduc
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Table 5.7

Gender to Place of Living Analysis

Gender
Total
Male |Female
Number 117 11 128
North —
% within gender 91.4| 8.6 |100.0%
Place of Central part of Number 109 | 19 128
Living Kerala % within gender 85 | 15 |100.0%
Number 118 10 128
South —
% within gender 92 8 [100.0%
Number 344 40 384
Total % withi
o within place of g9 694 10.4%| 100.0%
iving
. Value df Significance
Pearson Chi-Square
2.83 2 243

Source: Survey Data

The above table shows that out of 344 male respusdl117 respondents are
from north region, 109 are from central region 448 are from south region. Out of
the 40 female respondents 11 are from north redi®rare from central region and
10 are from south region. It shows that male redpots are dominating in all three
regions in case of online purchase of technologacatucts in Kerala. But it also
shows that, within regions, there is slight vadatiamong the male and female
online buyers in their proportions. The data igiaghecked with chi square test to

see whether there is any statistical significandis difference.

The chi square test result shows that the P vialggeater than 5% which
means that the difference is not significant. Hetie null hypothesis that there is
no significant relation in gender based on the@cpl of living on inducing them to
go for online purchase of technological productadsepted. Both male and female
respondents have shown same level of interest tsa@mline purchase irrespective

of their place of living.
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5.4. Properties of Online Shopping

A study about the various properties and charities related to the online
shopping is made to analyze the intention and endinopping experience of the
consumers. The areas considered in the present stlated to online shopping

experience are pointed out below.

Place of internet access for making online purchase
Device used by the consumers to make online shgppin

Time required for completing an online purchase

vV V V V

Most popular product and service in online markéeothan technological
products

Number of online purchases made a year

Kind of technological products purchased online

Delivery period in online shopping

Online spending for buying technological producigar

Future online shopping intention

VvV V V V VYV V

Online shopping recommendations
5.4.1. Place of Internet Access for making Onlined?chase.

The technological development in Kerala is veighhtompared to any other
states of India. Kerala is having the highest erdity rate in India. Significant
amount of people have awareness about the usagmroputer and internet.
Majority of the people in Kerala are using mobiléhopes having internet
connection. They are having computer and interoenection at their home and
workplaces also. Information technology is a pathe curriculum in the state. The
educational institutions are also providing intérc@nnected computer labs for their

students.

It means that consumers in Kerala have chancesding online purchase
from anywhere. As part of the study an attempt adento find from where the

respondents are using the internet for making trdine purchase.
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Table 5.8

Place of Internet Access

Frequency Percent

Home/ personal place| 270 70.3

Workplace 109 28.4
Valid

Educational Institution 5 1.3

Total 384 100.0

Source: Survey Data.

The above table 5.8 shows that 70.3% percenteoféBpondents are using
internet from their home/ personal place for makamiine purchase. Only 28.4%
are using internet from their work place and 1.8est of respondents are from

their educational institutions for purchasing oalin
5.4.1.1 Relation between Occupation and Place of @re Purchase

Further analysis is made to study whether the@nisrelation between the
occupation of online buyers and the place of onlmechase. The following

hypothesis is set to examine this relation. Thaltés shown in table 5.9.

Ho: There is no significant relation between occupabtf online buyers and place of

online purchase of technological products.

Hi: There is significant relation between occupatidronline buyers and place of

online purchase of technological products.
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Table 5.9

Occupation and Place of Purchase Analysis

Occupation
i Total
Govt.| Private| Businesd Student Dome;sUc NRI
affairs
Home 55 81 12 100 9 13 | 270
Place of I\ o blace| 3 | 77 | 21 0 0 8 | 100
purchas
Other 0 0 0 5 0 0 5
Total 58 158 33 105 9 21 | 384
Value Df Significance
Pearson Chi-Square
123.983 10 .000

Source: Survey Data.

The above table shows that the govt. / publicaseemployees, students,
house wives and NRIs are making most of their enparchase from their homes.
The business people are making most of their omlurehase from their work place.
But in the case of private sector employees, theynaaking their online purchase

from both home and workplace almost in the sameneran

The result is checked with chi square test to kmdwether the difference is
significant or not. Here the chi square value sslthan 5 percent, which shows that
the difference is highly significant and there I thull hypothesis is rejected. It
means that place of online purchase and the odompatf online buyers has
significant relation. Thus, the test result throwght on the fact that based on the
nature of jobs; the respondents are making thelin@murchase from different

locations.
5.4.2. Device Used to Access the Internet/ Purcha®aline

As mentioned above, the people of Kerala are higieichnologically
updated. Information technology is part of the sthzurriculum in Kerala. So the
students are very much in touch with the computetr mternet. Majority of the
people of Kerala have mobile phones especially gthanes. Significant numbers
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of homes and students have either desktop or laptbp usage of internet is
increasing among the people. As the network prasidgroduce flexible data packs
for internet, more and more consumers are attrattechrds taking internet

connection.

So it will be interesting to check which devicaused by the online shoppers
of Kerala more for accessing the internet and ntpkiteir online purchase. Three
options of device (Desktop, Laptop and Smartphdm&ye been given to the

respondents to comment on it.

Table 5.10

Device Used to Access the Internet/Purchase Online

Frequency Percent
Desktop computer 30 7.8
Laptop 117 30.5
Valid
Smartphone 237 61.7
Total 384 100.0

Source: Survey Data.

The above table 5.10 shows that among the onliryers in Kerala, 7.8%
respondents are using their desktop computers¥@0@espondents are using their
Laptop and a majority of 61.7% are using their Spiane for accessing internet

and making online purchase.

This data is further checked with various demolgi@pharacteristics of the
respondents to know whether there is any significalation among them in using
various devices for making online purchase. Crabs tire used to analyze the data
and Chi-Square test is used to check the signifearf the results.

5.4.2.1 Relation Between Gender and Device UsedRarchase Online

The data is further analyzed to check whethedtace used to make online
purchase has any significant relation between thke and female online buyers of

technological products in Kerala. The following byipesis are formulated.
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Ho: There is no significant relation between genderespondents and device used

to make online purchase of technological products.

Hi: There is significant relation between genderespondents and device used to

make online purchase of technological products.

Table 5.11

Gender to Device Used to Purchase Online

Gender
Total
Male | Female
Desktop 25 5 30
Device |Laptop 106 11 117
Smartphone 213 24 237
Total 344 40 384
Value Df Significance
Pearson Chi-Square
1.406' 2 495

Source: Survey Data.

The gender wise cross tab of device used to makeeopurchase also shows
that both male and female respondents are using pimane more for accessing the
internet and making online purchase. The chi- sualue is also well above 5
percent level of significance. Hence the null hyyesis that there is no significant
relation among the gender of the online buyerssimgithe device to make online

purchase is accepted.
5.4.2.2 Relation Between Age and Device Used for e Purchase

An attempt is made to learn whether the device tsenake online purchase
have any significant relation with the age of thdiree buyers of technological

products in Kerala. The following hypothesis isniaated to examine this relation.

Ho: There is no significant relation between agerine buyers and device used to

make online purchase of technological products.
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Hi: There is significant relation between age of malbuyers and device used to

make online purchase of technological products.

Table 5.12

Age to Device Used to Purchase Online

Device

Total

Desktop| % | Laptop| % | Smartphone %
16-25 9 7.7 15 12.8 93 79.5| 117
Age | 25-35] 15 7 76 35 126 58 | 217
>35 6 12 26 52 18 36 50
Total 30 7.8 117 | 30.5 237 61.7 | 384

. Value | Df Significance

Pearson Chi-Square
34.208 | 4 .000

Source: Survey Data.

The above table 5.12 shows that, in between tlee gagups, out of the
respondents aged in between 25-35, a majority 6fr&&pondents (58%) are using
smart phones for internet access and online puect3®86 of respondents are using
laptops and only 7% are using desktop. But amoe@te groups, when we take the
percentage of respondents who buy online, outefLd¥ online buyers of 16-25 age
groups 79.5% are using smartphones to make onlireghase. Only 20.5% are using

either laptop or desktop.

It also shows that, in the case of above 35 y&hraespondents, out of 50
online buyers, a majority of 26 (52%) are usingirtheaptop for making online
purchase. 12% of the online buyers are also ussgtdp for the same purpose. The
usage of smart phones among this age group forngakmline purchase is only
36%.

The result is again checked with chi square tesknow whether this
difference is statistically significant or not. leethe chi square value which is less
than 5% shows that the difference is highly sigaifit and there by the null

hypothesis is rejected. It means that there isifstgnt relation between the age of
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the online buyers and the device used to make entarchase among the e
shopping consumers in Kerala. Below 35 years agapgr are using smartphones
more to make online purchase, but above 35 yediseoconsumers in Kerala are
using laptop and desktop compared to smartphonesake online purchase of

technological products.
5.4.2.3 Relation Between Occupation and Device UsexShop Online

The data is further analyzed to check whetheretiemny relation between
the occupation of the respondents and the devied bg them to purchase online
for technological products in Kerala. The followitypothesis is formulated to

examine the relation,

Ho: There is no significant relation between occupatf online buyers and device
used to make online purchase of technological prtsdu

Hi: There is significant relation between occupatanonline buyers and device

used to make online purchase of technological pritsdu

Table 5.13

Occupation to Device Used to Purchase Online

Occupation
Total
Gouvt.| Private Businesg Studen{ House wive§ NRI's
Desktop 12 4 4 8 2 0 30
Device| Laptop 27 56 15 15 0 4 117
Smartphon¢ 19 98 14 82 7 17 | 237
Total 58 | 158 33 105 9 21 | 384

Source: Survey Data.

The above crosstab 5.13 shows that, irrespecfieeaupational difference,
the online buyers are not using desktop so oftemigking online purchase, except
government employees. Out of the total 30 onlingebsiwho use desktop, majority
are government employees. But compared to the ttheeeces, a majority of 27

government employees are using laptop more for mgadnline purchase. Out of the
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58 government employees who buy technological prtsdonline, only 19 are using

smartphones.

But the private sector employees, respondents ingr&broad and students
are using smart phones more for making online @gehOut of the 158 private
sector employees, majority of 98 online buyers, outl05 student respondents,
majority of 82 online buyers, and out of 21 NRFsajority of 17 online buyers are

using smartphones to make online purchase.

The business people are using laptop and smarteghalmost in the same
manner for making online purchase. Out of the 38ir@ss class respondents, 15
online buyers are using laptop and 14 are usingrtpim@nes to make online
purchase. Laptop is getting a slight advantage sne&rtphones in case of business
class respondents. The result is again checkedohitequare test to know whether

the difference is statistically significant or not.

Table 5.14

Chi-Square Test

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square| 60.156 10 .000
N of Valid Cases 384

Source: Survey Data.

Here the chi square value is .000 which is wellowe5% level of
significance and there by shows that the differaadgghly significant and there by
the null hypothesis is rejected. It means thatdéeice used by the respondents to
access the internet and making online purchasehmndoccupation has significant
relation. So this result indicates that, basedhenniature of jobs the respondents are

using different devices to shop online.
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5.4.2.4 Relation between Place of Living and Devitésed to Shop Online

The data is further analyzed to study whetheretherany relation between
the place of living of the respondents and the aevised by them to make online
purchase of technological products in Kerala. Tolowing hypothesis have been

formulated to examine this relation,

Ho: There is no significant relation between placdiahg of online buyers and

device used to make online purchase.

Hi: There is significant relation between place winlg of online buyers and device

used to make online purchase.

Table 5.15

Place of Living to Device Used to Purchase Online

Place of living

North| % | Centrall % | South| % | Total

Desktop 6 4.7 16 12.5 8 6.2 30

Device| Laptop 27 | 21.1 40 31.]

Y

50 39.1117

Smartphone 95| 74.

N

72 56(3 70 54.237

Total 128 | 100 128 100 128 100 384

Value Df Significance
20.468 4 .000

Pearson Chi-Square

Source: Survey Data.

The above crosstab 5.15 shows that majority gbaiedents living in the
north, central and south regions of the state sirgguismart phones more to purchase
online. But the percentages of respondents regise whows that 74.2% of the
online buyers who live in the northern region ofr&la are using smartphones to
make online purchase. It is only 21.1% in the czdaptop and 4.7% in the case of
desktop. But in the central part of Kerala and ket region almost 50% of the

online buyers are using either desktop or laptoptie same. In the central region,
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even though majority of 56.3% are using smartphdoesaking online purchase, a
considerable amount of 12.5% are using desktop3arizPo are using laptop for the
same purpose. In the southern region, a majori§4of% of respondents are using
smartphones to make online purchase. Still a cerside amount of 39.1% is using

laptop for the same.

Chi square test is conducted to check whetherdiffisrence is statistically
significant or not. Here the chi square value @0.hich shows that the difference
is highly significant and there by the null hypatiseis rejected. It means that the
device used by the respondents to access the entendl making online purchase
and their place of living has significant relatiofhe region wise data of online
buyers shows that, in the northern region of Keralaline buyers are using
smartphones more to make online purchase but irceh&ral region and southern
region, online buyers are using other devices a@ismst in the same manner.

5.4.2.5 Relation between Area of Residence and DewiUsed to Shop Online

The study is made to know whether there is amtioel between the area of
residence of respondents and device used by thenputohase online for
technological products in Kerala. The following byipesis have been formulated to

examine the relation,

Ho: There is no significant relation between areaesidence of online buyers and

device used to make online purchase of technolbgrocaucts

Hi: There is significant relation between area ofdesce of online buyers and

device used to make online purchase of technolbgrocaucts
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Table 5.16

Area of Residence to Device Used to Purchase Online

Area of Residence
Rural % | Urban % | Total
Desktop 10 6.75 20 8.48  3(
Device| Laptop 29 19.60 88 | 37.28| 117
Smartphone 109 | 73.65128 | 54.24 237
Total 148 100| 236| 100 384
Pearson Chi-Squar Value Df Significance
15.243| 2 .000

Source: Survey Data.

The above crosstab 5.16 shows that both the amchlurban respondents are
using smart phones more to purchase online. Bup#neentage of the area wise
respondents, it shows that 73.65% of rural peopeuaing smart phones while it is
only 54.24% in case of the urban people. While 8% 2f the urban respondents are
using laptop, it is only 19.6% for rural online leug. Only 8.48% of urban
respondents and 6.75% of rural respondents are wi@sktop for making online
purchase.

The chi square test is done to check whetherdifisrence is statistically
significant or not. Here the chi square value @0.hich shows that the difference
is highly significant and there by the null hypatlseis rejected. It means that the
device used by the respondents to access the entendl making online purchase
and area of residence has significant relation. réspondents who live in rural and
urban area are significantly different in usingfetiént devices for making their
online purchase. The rural online buyers are usmgrtphones more compared to
urban consumers of technological products. In tiheam areas, considerable amount
of consumers are using laptop and desktop for ngatnine purchase.
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5.4.3. Time Required for Completing an Online Purchse

It is found in the literature that, one of the orapdvantages of online
purchase compared to the traditional purchasemis saving. It will be interesting
to know, in online shopping procedure, how muchetii® taken to complete the
transaction by an ordinary online buyer. Variousndgraphic factors like gender,
age, place of living and area of residence of thitne buyers of Kerala with time
required for them to complete an online purchasstudied here. The respondents
are asked to write the time in hour’s starting frianhrs, 1, 1.5, 2 etc, in response to
an open ended question. The following hypothess Ieen formulated for this

purpose.

1. Ho: There is no significant relation between gendeopmine buyers with

time required to complete an online purchase.

Hi: There is significant relation between gendermine buyers with time

required to complete an online purchase.

2. Ho: There is no significant relation between placekvang of online buyers

with time required for completing an online purahas

Hi: There is significant relation between placeswong of online buyers

with time required for completing an online pursba

3. Ho: There is no significant relation between arearedidence of online
buyers with time required for completing an onlpechase.

Hi: There is significant relation between area ofd&sce of online buyers

with time required for completing an online pursba

4. Ho: There is no significant relation between age mifn@ buyers with time

required for completing an online purchase.

Hi: There is significant relation between age of malibuyers with time

required for completing an online purchase.
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Table 5.17

Time Required for Completing an Online Purchase

Demographic factors N | Mean| Std. Deviation
Male 344 | .567 1704
Gender Female 40 | .638 2261
Total 384 | .574 1780
North 128 | .576 .1800
Place of Living Central Keralg 128 | .536 1304
South 128 | .605 2042
Total 384 | .574 1780
Rural 148 | .578 1818
Area of Residenc Urban 236 | .572 1760
Total 384 | .574 1780
16-25 117 | .543 1404
25-35 217 | .555 1572
Age >35 50 | .730 2517
Total 384 | .574 1780

Source: Survey Data.

The above descriptive table 5.17 shows that tta moean value of the entire
respondents is .574 which means that just abovieaimahour is required for the
online buyers to complete an online purchase. Teamvalue of male respondents
is .567 which is less than the mean value of tineafe respondents .638. It means

that the female respondents are taking more timeotoplete an online purchase

compared to the male respondents.
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Table 5.18

Robust Tests of Equality of Means

Time required for completing an online purchaseH({ig)

for Gender.
Statisti¢| dfl df2 Sig.
Brown-
Forsythe 5.166 1 41.092 .028

Source: Survey Data.

The result shows the p value less than 5%, whieans that the relation is
significant and the null hypothesis have to be ateg. The time required for
completing an online purchase by women is signiigahigh compared to male

respondents.

Comparing the mean value of time required for cetipy an online
purchase with the place of living of the respondgittis seen that online buyers of
Central part of Kerala are taking least .536 hié people of south region are taking
the most .605 hrs. The respondents of north regierntaking .576 hrs to complete
an online purchase. Anova test is done to checkstbeificance of the mean

difference among the place of living of the respamd.

Table 5.19- ANOVA

Time required for completing an online purchaseHin) for place of living
Sum of Mean .
Squares df Square F Sig.
Between 277 2 139 | 4458 | .012
Groups
Within Groups 11.857 381 .031
Total 12.135 383

Source: Survey Data.

The ANOVA result shows that the p value .012 whihvell less than 5%
level of significance. It means that the relatiensignificant and hence the null
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hypothesis is rejected. The time required for catipy an online purchase by the
online buyers of north, central and south regiores sagnificantly different. The
online buyers of central part of Kerala are takandesser time compared to the

online buyers of southern and northern regionserbla.

The above table 5.17 also reveals that basedeoartta of residents of the
respondents, the rural people are taking more {i5#¢1) to complete an online

purchase compared to the respondents of urbar(.&ddg.

The Robust test of equality of means is condudtedind whether this

difference is statistically significant or not.

Table 5.20

Robust Tests of Equality of Means

Time required to complete an online purchase (ig) lfar
Area of Residence

Statistié| dfl df2 Sig.

Brown-
Forsythe

Source: Survey Data.

4.201 1 218.639| .042

Here also, as the p value .042 is less than 5%l lefvsignificance which
means that the difference in the mean value ofl rana urban respondents is
statistically significant and can be concluded thia¢ rural people who are
purchasing online are taking more time to complle&r purchase compared to the

online buyers of urban part of Kerala.

The age wise classification of time required fampleting an online
purchase, the table 5.17 shows that the mean wl@6-25 and 25-35 age groups
are .543 and .555 respectively. But the above 85gagup shows a high mean value
of .730. It means that the higher age groups &iaganore time for completing an
online purchase compared to the younger generaiioova test is done to check the
statistical significance of mean difference amornffedent age groups of the

respondents.
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Table 5.21- ANOVA

Time required for completing an online purchaseHin) for different age
groups
g(lqjlzgroefs f Sl\ﬂ]iz\rr‘e F Sig.
Between Groups 1.407 2 .704 24.986 | .000
Within Groups 10.728 381 .028
Total 12.135 383

Source: Survey Data.

The data is again checked with one way ANOVA te adether this mean
difference is statistically significant or not. Thesult shows that the p value .000 is
well less than 5% level of significance and it dan concluded that the younger
generation of online buyers are taking lesser tworpared to the older generation
in completing online purchase of technological prcid.

5.4.4. Most Popular Product/ Service in Online Marlet

The products in the online shopping sites aresdlad and displayed under
different categories just like in the traditionaldks and mortar shops. Consumers
can directly go for his choice of category of prou It will help the consumers to
save their time in searching the product in thdrergite. The current study is
conducted only among the online buyers of technoddgroducts in Kerala. It will
be interesting to find what are the various proguctservices, the online buyers are
interested to purchase in addition to technologmalducts. The respondents are
asked to tick as many categories of products initiaddto the technological

products; they bought from various online shopites.
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Table 5.22

Most Popular Product/ Services in Online Market

Product/ Services Number % | Rank
Educational products 17 7.8 4
Banking/financial services/insuran{ 29 12.6] 3
Clothes/fashion products 103 44 1
Foods or medicines 2 i b
Travel / hotel arrangements 84 36 2
Total 235 100

Source: Survey Data.

Out of 384 respondents, only 235 respondents lhawght some of the
above mentioned products or services through tteenet. Rank is given from 1 to 5
based on the percentage of the respondents. The dhble (5.22) shows that in
addition to the technological products majoritytio¢ respondents (44%) are shown
interest in clothes/fashion products. Travel antthservices come the next priority
for 36% respondents. Banking and financial servigage been used only by 12.6%
respondents and only 7.3% bought educational ptedueood and medicinal

products are very rarely bought products throughirtternet.
5.4.5. Number of Online Purchases a Year

The online shopping habits among the consumekerala are increasing at
an explosive rate. An attempt is made to study hwamy times an online buyer is
purchasing through online shops during a year peesve of the nature of the
product. The respondents are asked to tick frometloptions, 1-2 times a year, 3-5

times a year and more than 5 times a year.

It is found in the table 5.23 that majority of trespondents making online
purchase 3-5 times a year. Further analysis is tagee whether any relation exists
between demographic factors of respondents and ewaiflonline purchase made in

a year.
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5.4.5.1. Relation between Age and Number of Onlirfeurchase a Year

Further analysis is made to see whether age afeblyers has any relation

with the number of online purchases made in a year.

Ho: There is no significant relation between agerdine buyers with number of

online purchases a year.

Hi: There is significant relation between age of ma&lbuyers with number of

online purchases a year.

Table 5.23

Age to Online Purchases a Year

Online Purchase (No. of
Times) Total
1-2 3-5 >5
Number 27 71 19 117
16-25 —
% within Age | 23.1% | 60.7% | 16.2% | 100%
Number 73 126 18 217
Age |25-35 —
% within Age | 33.6% | 58.1% | 8.3% 100%
Number 17 30 3 50
>35 ———
% within Age 34% 60% 6% 100%
Number 117 227 40 384
Total o4 withi
%o within 30.5% | 59.1% | 10.4% | 100.0%
purchase

Source: Survey Data.

The above table 5.23 shows that 117 responde®$%3 have bought
through online 1-2 times, 227 respondents (59.1&vetbought 3-5 times and only
40 consumers (10.4%) are bought online more thimé&s a year. This statistics
shows that majority of the online buyers in Kerata still hesitant to buy online so
frequently. Almost 90% of the online buyers areghasing a maximum of up to 5

times a year.
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The table also shows the age wise online purchabis of the respondents.
It shows that majority of the respondents are aigebetween 25-35 and among
them 126 (58.1%) are buying online 3-5 times wh&the highest, 73 respondents
(33.6%) are buying online 1-2 times and 18 respotsdé8.3%) are buying more
than 5 times a year. Among the 117 respondents iagegtween 16-25, 71 (60.7%)
are buying online 3-5 times, 27 (23.1%) are buylng times and 19 (16.2%) are
buying more than 5 times a year. Only 50 resporsderd aged above 35 years and
among them majority of 30 respondents (60%) arengugnline 3-5 times a year.

A further analysis of the data shows that out @fo4line consumers 37 are
aged below 35 years. So with this data, it candreladed that up to 5 purchases a
year there is no notable difference among the agepg but for more than 5 times
purchase a year, the younger generation have tiderney of purchasing online

more times a year.

The data is further analyzed with the help of a-&ijuare test to find
whether this difference in the number of onlineghases a year based on the age of

the respondents has any statistical significancebr

Table 5.24

Chi-Square Tests

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square| 8.797 4 .066

N of Valid Cases 384
Source: Survey Data.

The chi square test reveals that the p valueaseab% level of significance.
So the relation in age and number of online purehas year is not statistically
significant. Hence the null hypothesis is acceptedan be concluded that, there is
no significant relation in the interaction effe¢tame of the respondents and number

of online purchases a year among e shopping consumgerala.
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5.4.5.2. Relation between Place of Living and Numbef Online Purchases a

Year

To know the living place of the respondents hag significance in the
number of online purchase a year, the followingdtlgpsis is formulated and tested

with Chi- square test.

Ho: There is no significant relation between placédivahg of online buyers and

number of online purchases made during a year.

Hi: There is significant relation between place @fnlg of online buyers and

number of online purchases made during a year.

Table 5.25

Place of Living with Online Purchases a Year

Online Purchase (No. of

Times) Total
1-2 3-5 >5
Number 55 58 15 128
VO |Sithin number |70, | 25,696 | 37.59% | 33.3%
Number 16 97 15 128

Place of |Central part

la I
Living  |of Kerala | % Withinnumber |5 50,1 15 200 | 37,50 | 33.3%
of online purchase

Number 46 72 10 128
South % withi

Yo Within nUMber | 59 50, | 39 704 | 25.00 | 33.3%

of online purchase

Number 117 227 40 384
Total % within number

. 100.0%| 100.0%| 100.0%| 100.0%
of online purchase

Source: Survey Data.

The above table shows that among the 40 onlinersuyho have bought
more than 5 times a year, 15 (37.5%) are from Nogtjion, 15 (37.5%) are from
central part of Kerala and 10 (25%) are from Sauthegion. Among the 227 online
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buyers who have bought online 3-5 times a year(Z586%) are from North, 97
(42.7%) are from central part of Kerala and 72 {3d). are from Southern region.
Among the 117 online buyers who bought only 1-2e8ma year, 55 (47%) are from
North, 16 (13.7%) are from central part of Kerahal @6 (39.3%) are from Southern

region.

Chi square test is conducted to test whether theepof living has any

significance in number of online purchase maderduai year.

Table 5.26

Chi-Square Tests

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square| 30.487 4 .000

N of Valid Cases 384
Source: Survey Data.

The p value in the Chi square test is .000 whihielow 5% level of
significance shows that place of living has a gigant impact on number of online
purchases made during a year. Hence the alteryptahesis is accepted. There is
significant relation between the place of livingtbé online buyers and the number

of online purchases made during a year.
5.4.6. Kind of Technological Products Purchased tlmugh Online

The technological products are classified in t@eéhgroups to measure what
kind of technological products are bought more dlgfoonline. Each respondent has
given options to tick as many items among the tlgeeips. The result is checked

with binomial test.

135



Table 5.27

Kind of technological products purchased through ofine

Binomial Test

Observed Test Exact
Kind of Technological product{ Categoryy N Sig. (2-
Prop. | Prop. ;

tailed)

Groupl Yes |251 .65 .50 .000
Mabile and Group2 No |133| .35

Accessories

Total 384 1.00

Group 1] No 139 .36 .50 .000
Group 2| Yes |245 .64
Total 384 1.00
Group 1] No 344 .90 .50 .000
House hold/Personal |Group 2| Yes 40 10

Total 384 1.00
Source: Survey Data.

Computer and
Accessories

The above binomial test table 5.27 shows thabbttie 384 online buyers of
technological products, 251 (65%) have bought neohild accessories, 245 (64%)
have bought computer and accessories and 40 (10&c)a@ught house hold/
personal products through online. It shows thatitepbomputer and its accessories
are the most popular products in the online madmbng the online buyers of
technological products in Kerala. The data is aghiecked with binomial test and
‘P’ value of the test result shows that different¢he number of online buyers who
are buying different kind of technological produigtstatistically significant.

5.4.7. Number of Online Purchase of Technologicalr®ducts a Year

In the previous part, an analysis is made on thaber of times an online
buyer is purchasing from the site irrespective lté product category. Now an
attempt is made to study the volume of online pasehof technological products

particularly by online buyers based on differenindgraphic factors like their
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gender, age, income and area of residence. The amehstd. deviation is found and
then it is analyzed with the help of independaest and one way ANOVA to check
the significance of mean relation. The followingpbthesis have been set in this

regard.

1. Ho: There is no significant relation between gendeomine buyers with

number of online purchase of technological prodacyear.

Hi. There significant relation between gender of anliuyers with number
of online purchase of technological products a.year

2. Ho: There is no significant relation between age aofine buyers with
number of online purchase of technological prodacgear.
Hi. There significant relation between age of onlingdys with number of
online purchase of technological products a year.

3. Ho: There is no significant relation between placdivahg of online buyers

with number of online purchase of technologicaldurcts a year.

Hi. There significant relation between place of livioigonline buyers with

number of online purchase of technological prodacyear.

4. Ho: There is no significant relation between arearedidence of online

buyers with number of online purchase of technaalgbroducts a year.

Hi. There significant relation between area of residesf online buyers with

number of online purchase of technological prodacyear.

Table 5.28

Number of Online Purchase of Technological Producta Year

Std. t/F P
Deviation| value |value

Male |344| 1.91| 1.029
Gender Female| 40 | 1.53 679 | 2.290-t| .023| Significant
Total [384| 1.87 | 1.004

N | Mean Sig.
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Std. t/F P
Deviation| value |value

16-25 | 117 2.06 | 1.177
0535 | 217| 1.77| 883
Age 3.233-F| .041| Significant
>35 | 50| 1.84| 1.017
Total |384] 1.87| 1.004
North | 128 2.01| 1.193
Place of | Central|128| 1.75 .759
Living South |128| 1.81 | .942
Total |384] 1.87| 1.004
Rural |148| 1.86| 1.075
Areaol [ o [236] 1.87| .959 | .020-t | .889| . NO

Residence significant
Total |384| 1.87 | 1.004

Source: Survey Data.* @10% level of significance

N | Mean Sig.

2.410-F| .091 | *Significant

The above table 5.28 shows that, in the gender eléssification, compared
to the mean value of male respondents 1.91, the vedae of female respondents is
1.53 only. It means that male respondent is pumbaschnological products more
from online shops compared to the females. As perindependent t test, the p
value .023 which is below 5% level of significaredeo shows that statistically the
gender wise difference is significant. Hence thierahte hypothesis is accepted here
and it can be inferred that volume of online pusghaf technological products

purchased by male population are significantly lighmpared to the female buyers.

The number of online purchases of technologicadlpcts a year on the basis
of age wise data (table 5.28) shows that the mehrewof 16-25 age groups is the
highest 2.06. The mean value of 25-35 and >35 agepgis 1.77 and 1.84
respectively. The p value .041 of one way ANOVA @so shows that at 5% level
of significance, the relation in the mean valusignificant. Based on this, the null
hypothesis is rejected and it can be concluded #rabng the online buyers of
Kerala, 16-25 age groups are buying more technodbgiroducts a year through
online compared to other age groups.
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The number of online purchase on the basis ofeptddiving (Table 5.28)
shows that the mean value of people in north re@dh01, central part of Kerala
1.75 and south region 1.81. Based on this resalntbe inferred that the people of
north region are buying more technological prodtiztsugh online compared to the
people of central part of Kerala and southern megithe p value .091 of one way
ANOVA test shows that at 10% level of significantteg relation in the mean value
of online buyers of different regions is signifitaBased on this null hypothesis is
rejected and can concluded that, among the onliyerls of technological products
of Kerala, the peoples of North regions are buyimgre times a year compared to

other regions.

But in the case of area of residence of the redpatis, even though there is
slight variation in the mean value of rural andairipeople, the p value .889 which
is well above 10% level of significance shows ttia relation is not statistically
significant enough to judge that the number of ralpurchase of technological
products a year is different based on the aresesifience of the online buyers.

Hence the null hypothesis is accepted here.
5.4.8. Delivery Period in Online Shopping

Delivery period is one of the important factorgliencing consumers in
making online purchase. The online consumers amayasl concerned about the
delivery period of the product, especially for tealogical products. In the case of
traditional shopping the products are reaching he hands of the consumers
immediately after the purchase. But in online shiogp after completing the
purchase, normally it will take a few days to redod product in the hands of the
consumers. The delivery period will be varying frgolace to place. Online

shopping sites are offering delivery based on tietg) pin code of the consumers.

An attempt is made to study the delivery periodomline shopping for
different consumers based on their place of livangl area of residence in Kerala.
How long a consumer from rural and urban areas@fstate and north, central and
south regions of the state have to wait for thevde} of the products purchased
through online in normal condition. Respondentsaaieed to write the number of
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days they were waiting to receive the deliveryraf product ordered through online
in response to an open ended question. The folpwigpothesis have been
formulated to check the demographic characterisifgslace of living and area of

residence in terms of delivery period.

1. Ho: There is no significant relation between placéivahg of online buyers

with delivery period in online purchase of techrg¢@al products.

Hi. There significant relation between place of livioigonline buyers with

delivery period in online purchase of technologaiducts.

2. Ho: There is no significant relation between the apéaesidence of the
online buyers with the delivery period in onlinerghiase of technological

products.

Hi. There significant relation between the area ofdesge of the online
buyers with the delivery period in online purchaséechnological products.

Table 5.29- ANOVA

Delivery period in online shopping for Technolodipeoducts

Std. P )
N |Mean Deviation Fh value Sig.

North 128| 9.19 1.961

Ee”t[a' 128| 7.85| 1.422
Place of Living "€raia 76.940 .000 |Significant

South 128| 6.91 .936

Total 384| 8.04 1.803

Rural 148| 9.22 1.749
Area of Urban  |236| 7.30| 1.395 |11.924 .000 |Significant
Residence

Total 384| 8.04 1.803

Source: Survey Data.

The classification of online consumers based oir fhlace of living table

5.29 shows that the mean value of north region.i® 9hich is the highest
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compared to the other parts of Kerala. The meamevai Central part of Kerala and
southern region is 7.85 and 6.91 respectively. phalue of the data .000 under
anova test also indicates that this relation inmmedue is highly significant. Hence
the alternate hypothesis is accepted. It meangtieadnline buyers of North region
have to wait more days compared to the online lsugérother regions. The least

delivery period in online shopping in Kerala isSatuthern region.

The delivery period in online shopping is agairalgmed with the area of
residence of the respondents either rural or ugaahof Kerala. The mean value of
online buyers of rural area is 9.22 and the urb@a a 7.30. The data is again
checked statistically by using independent samptest. The p value .000 shows
that relation in the delivery period between ruaall urban people is significant.
Hence the alternate hypothesis is accepted. It snt#at there significant relation
between the area of residence of the online bugmasthe delivery period in online
purchase of technological products. It can be aated that the people of rural areas
of Kerala have to wait more compared to the onbogers of urban areas, for the

delivery of the products that they bought online.
5.4.9. Online Spending for Buying Technological Paucts

The number of online buyers are increasing dayldoy every year all over
the world. New and new online shopping sites araiog in this emerging field of
retailing. Almost all big retailers are now stagironline sites to serve their
consumers and making their shopping more conveamhinteresting. The scenario
is similar in the case of Kerala market also. Billt the consumers are a bit hesitant
to spend a huge amount of money through online sheppecially for buying
technological products. Here an attempt is madstudy the online spending of
people of Kerala for buying technological produatsear. The gender, income,
place of living and area of residence wise datardine buyers of technological
products are checked here with the help of Robest &f Equality of Means. The
following hypothesis have been formulated to sttidy.

1. Ho: There is no significant relation between the geraf online buyers with
online spending for technological products.

141



Hi. There significant relation between the gender woline buyers with

online spending for technological products.

. Ho: There is no significant relation between the mes of online buyers
with online spending for technological products.

Hi. There significant relation between the incomesowline buyers with

online spending for technological products.

. Ho: There is no significant relation between the elad living of online
buyers with online spending for technological pragu

Hi. There significant relation between the place winy of online buyers

with online spending for technological products.

. Ho: There is no significant relation between the avkaesidence of online
buyers with online spending for technological pragu

Hi. There significant relation between the area oidexe of online buyers

with online spending for technological products.

Table 5.30

Robust Test of Equality of Means

Online spending for Technological products
Std. P .
N-| Mean Deviation | value Sig.

Male 344/3276.10 6871.543

Gender |Female 40 |1470.00 2423.173 | .001 |Significant
Total 384/3087.96 6571.895
20000-40000 [216(2874.53 5551.634
40000-60000 |153|2873.71] 7852.766

Income .040 | Significant
Above 60000 15 |8346.67 5822.692
Total 384/3087.96 6571.895
North 145/4440.81 9068.397

F’l!ape of .004 | Significant
VINg | central 110|2086.27 3617.055
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Online spending for Technological products
Std. P .
N | Mean Deviation | value Sig.
South 129|2421.47 4710.882
Total 384|3087.96 6571.895
Rural 148|3305.05 7442.401
Area of [ o 236(2951.80 5974.454 | 626 | . "ot
Residenct significant
Total 384|3087.96 6571.895

Source: Survey Data.

The mean value of male respondents is 3276.1Grentemale respondents
are 1470.00. The gender wise comparison for ordpending shows that the male
buyers are spending more in online shopping siespared to female buyers. The
result is again checked with robust tests of eguafimeans and it shows that the p
value is .001 which is below 5% which means tha thean difference is
statistically significant. Hence the alternate hyyesis is accepted. The online
spending habit has significant difference amongrttede and female respondent.
Male buyers are spending more at online shops ralde

Further study is made to check whether the incohtbe respondents has any
influence on the online spending among the onlungebs. The mean value of income
group 20000-40000 is 2874.53, 40000-60000 is 287&MAd Above 60000 is
8346.67. The mean value of different income grosipsws that above Rs 60000
income groups have high mean value and are spendorg compared to other
income groups. The p value as per the Brown-Foestght is .040 which is below 5%
level of significance reveals that the differentceniean value is significant. Hence the
alternate hypothesis is accepted that there isfisignt relation in the spending habits
of different income groups. The data is again cbdakith Post Hoc Test for multiple

comparison.
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Table 5.31

Post Hoc Test — Multiple Comparison

Mean Std.

Relation Error Sig.

Income Income

20000 |40000-6000(  .820 | 687.110| 1.000
40000 | Apove 6000 -5472.134 |1736.277 .005
40000- |20000-4000¢ -.820 | 687.110| 1.000
60000 | Above 6000( -5472.954 | 1759.336 .006
Above |20000-4000( 5472.134 |1736.277 .005

60000 | 40000-6000( 5472.954 |1759.336 .006
Source: Survey Data.

It shows that the p value is 1.00 for value of ZBE0000 and 40000-60000
income groups which mean that there is no sigmficalation in the mean value of
these income groups. But the mean values of ab8080Gincome groups of Kerala
are significantly differ with other income groups @nline spending as the p value
.005 and .006 is well below 5% level of significanc

The above table 5.31 shows that in the case ah@spending among online
buyers of rural and urban residents, even thouetetts relation in the mean value of
rural and urban online buyers, the p value .626wshthat the relation is not
significant to judge that there is relation amohg tural and urban buyers in their

online spending. Hence the null hypothesis is a@ecep
5.4.10 Next Online Purchase and Recommendation

Further analysis is conducted to study whetheréspondents are interested
in doing their next purchase of technological piduhrough online and whether
they will recommend their friends and relativesbtoy online. The respondents were
asked, if they need any technological productsiwitiext 12 months, do they plan to
make their purchase online and will they recommttredr friends to buy online. The
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response are measured on a five point scale aed vath a score of 5 to 1 for Very

Likely to Very Unlikely.

Table 5.32

Next Online Purchase and Recommendation

No. of respondents St
Statements Total Mean L
Veryl ikelyl NOU uniiketyl Ve Deviatior]
likely sure unlikely
Willingness tobuy 2, | 555| 63 21 2 | 384399 .780
online again
Recommending
friends to buy 72 196| 80 25 11 384 3.7 .927
online

Source: Survey Data.

From the above table 5.32, it is clear that 29®aadents (72 very likely and
226 likely) are showing a positive intention andya?3 respondents (21 unlikely and
2 very unlikely) are showing a negative intentiowards purchasing online in future
also. 63 respondents are not sure about theirefutafine purchase intention. The
mean score 3.90 also shows a positive bend towhedsntention of future online
purchase of technological products. The table alsows that, majority of 268
respondents (72 very likely and 196 likely) aredsedo recommend and only 36
respondents (25 unlikely and 11 very unlikely) acg ready to recommend their
friends to purchase online for technological prdadu80 respondents are not sure
about their opinions towards online purchase recentation. The mean score 3.76
also shows that the respondents are showing aiv@osgitent to recommend online

purchase to their friends.
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Part Il

The second part of this chapter analyzes the fallgwobjectives of the
study.

= To explore the relative importance of factors thiatourages or discourages
consumers from buying technological products online

= To analyze the demographic relation among onlingtsiin considering the
influencing factors of e shopping.

Here in this section of the analysis, the colléaata has transformed in to a
form which was so easy to understand and therebitypret the results. As
discussed in the earlier chapter, seven reseamstroots have been developed to
measure the influencing factors of online purchiagehe consumer of Kerala. 1.
Company attribute, 2. Product attributes 3. Pergkinsk, 4. Perceived ease of use

5. Perceived usefulness, 6. Customer experiené&rgonality of the customer.

Separate variables are identified to measure eanhktrtict. Each variable
under all construct are measured on a five poikeéitiscale and rated with a score
of 5 to 1 for strong agreement to strong disagregniée descriptive statistics table
of all variables under each construct is given Wweseparately and discussed the

results in detail.
5.5. Descriptive Statistics of Research Constructs

The descriptive statistics shows mean and stardtan@tion for all variables
under each construct. The relative importance oheariable is interpreted on the
basis of these results. Later the seven researt$traots are analyzed on the basis
of demographic characteristics of respondents.odarhypothesis have been set and
statistical tools like mean, standard deviatiore aay anova, independent sample t

test and post hoc test of multiple comparisonsiaesl to interpret the data.

In order to evaluate the results more criticah@ure the mean score derived
is classified in to 3 groups based on the quavtilee Accordingly, mean score less
than 3.6 is assumed having low effect, score betvge@ - 3.7 with moderate effect

and score greater than 3.7 is treated to be wih éiffect in the present study.
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5.5.1. Company Attribute (CA)

of information about the company who provides goawld services really matters in
marketing of the product. What are the factorsalticonsidered by the consumers
about the company before reaching a purchase dedsianalyzed in this section.
Under this construct company attribute, six vagabdre measured and interpreted.
The respondents had to rate each variable on this batheir perception towards

the merit of the online company. The mean scoresaplained on the basis of its

value derived.

The attitude towards purchasing something is gtyorelated with the level

Table 5.33
Mean and standard Deviation of Iltems Measuring Comany Attributes (CA)
in the Model
S| Variables Gender | Number | Mean S.td'.
No. Deviation
1 _ _ Male 344 3.762 .5020
Having been operating good "o 101 49 | 3578 5495
business for a long time
Total 384 3.742 .5096
2 _ | Male 344 3.898 .3873
Having a permanent physical Female 40 3,629 5401
address
Total 384 3.870 4135
3 ' Male 344 3.895 .3902
Ejgl]i% wellknowntothe — Fro ool 40 | 3800 4641
Total 384 3.885 .3989
4 ' Male 344 4.323 4682
Being very well knownto e el 40 | 4.400 4961
myself
Total 384 4.331 4711
5 Male 344 3.919 3730
Having good after sale serviceFemale 40 3.800 .5639
Total 384 3.906 .3979
6 Male 344 4.468 5169
Delivering goods at my local | Female 40 4.500 5064
place Total 384 | 4.471 5153

Source: Survey Data.
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The above table shows that the mean score ofaslahles are above 3.7
which reflect a high effect and relevance in thedgt Respondents are seriously

considering all these variables for valuing thestarct company attribute.

The result then indicates a strong level of agesgramong the respondents
irrespective of their demographic different on eattihe variables used under the
construct company attribute. The variabbeing very well known to myself and
Delivering goods at my local place are having a high mean score of above 4 for both
male and female respondents. Both men and womégerala are giving highest
importance to these variables to induce them totkalnological products online.
However the variabléaving been operating good business for a long time derived
the lowest mean score of 3.742 which means the anynpperating its business for
a long time is not the main reason for the peoplantluce them to purchase
technological products online.

5.5.2. Product Attribute (PA)

Product is one of the most relevant factors in nherketing mix of the
company. Consumers are very particular about tlaufes and utilities of the
product they wish to buy. There are 9 variablestfig construct to measure the

purchase of online buyers. The descriptive statigible is given below.

Table 5.34
Mean and Standard Deviation of Items Measuring Prodct Attributes (PA)
in the Model.
NS(I)' Variables Gender| Number | Mean De\\c;’itadt'ion
Male 344 3.826 4567
1 The brand name is popular Female 40 3.725 .6789
Total 384 3.815 4844
Male 344 4.235 4249
2 Being the brand name | trusted Female 40 4.275 4522
Total 384 4.240 4274
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S| Variables Gender | Number | Mean S.td'.
No. Deviation
Male 344 3.991 3101
3 Beln_g the brand name | have Female 40 4075 3499
previously used
Total 384 4.000 .3150
Male 344 4.381 .4863
4 Product offering good value for Female 40 4,550 5038
money
Total 384 4.398 4902
Male 344 2.323 .6982
5 Product only available through Female 40 2 25 6699
the internet.
Total 384 2.315 .6948
Enough information available Male 344 4215 4584
6 in online sites for me to judge | Female 40 4.250 .5430
the product quality Total 384 | 4219  .4673
Male 344 2.195 5713
7 Product endorsed by celebritied=emale 40 2.375 .7403
Total 384 2.214 .5926
Male 344 3.962 .4059
g | Productrecommendedtome "o 01 40 | 4029 4229
by friends or relatives
Total 384 3.969 4076
Male 344 3.924 .3664
g | Product having latest Female| 40 | 3779  .4797
technologies and features.
Total 384 3.909 .3817

Source: Survey Data.

The variables under the construct product attepmajority of the items
have scored above 3.7 mean values for both malefeandle respondents which
reflect the high effect of these variables for ioitig the people to purchase online.
The variablesEnough information available in online sites for me to judge the
product quality, Product offering good value for money, Being the brand name |
trusted and being the brand name | have previously used are having high mean

values of above 4. The variablpsoducts having latest technologies and features,
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product recommended by friends or relatives andthe brand name is popular also
have mean values of above 3.7. It shows that thasables are the most inducing
and important variables for the respondents to hage online based on the
construct ‘product attribute’. Individually the vaile product offering good value

for money has the highest mean value of 4.398.

The variables having the lowest mean value forréspondents areroduct
only available through the internet and Product endorsed by celebrities. Both have
mean values of just above 2. It shows that in enljpurchase of technological
products, people are not attracted with the endwesé¢ of products by the
celebrities. They are also not at all interestegrimducts which are available only
through internet market. Among these two, produtoesed by celebrities is the
least important factor with a mean value of onl12. in inducing online purchase

of technological products.
5.5.3. Perceived Risk (PR)

Risk is associated with every business activity.ofhline consumer normally
perceives higher level of risk compared to the aamers purchasing from traditional
stores. In online purchase, consumers are notractdiouch with sellers like in
offline purchase. They are only in touch with thedless virtually. There are 13

variables under this construct to measure theenfte of perceived risk on online

purchase.
Table 5.35
Mean and Standard Deviation of Items Measuring Pereived Risk (PR) in the
Model.
Sl Variables Gender| Number | Mean S.td'.
No. Deviation
_ | Male 287 2.174 .5052
1 Payments through credit/debit Female 97 5 208 6975
cards are safe and secure
Total 384 2.180 5276
_ . Male 287 3.997 .2353
2 Various options of payment to Female 97 3.950 3889
choose from
Total 384 3.992 .2554
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SI

Std.

N Variables Gender | Number | Mean L
0. Deviation
. Male 287 4.610 5173
3 | Cashondelivery payment e T 97 | 4550 5524
available
Total 384 4.604 5207
No risk of receiving products | Male 287 | 2424)  .7082
4 | different from what being Female 97 2.525 .6400
ordered Total 384 | 2.435 7013
_ o Male 287 2.375 7094
5 No risk of receiving product Female 97 5550 7828
later than expected date.
Total 384 2.393 .7183
_ Male 287 4.674 4693
6 Being charged only the agree Female 97 4505 6789
amount of money.
Total 384 4.659 4962
No risk being used any Male 287 2.288 6309
7 unauthorized personal Female 97 2.325 .6155
Information. Total 384 | 2.292 6286
H g f " Male 287 3.916 3914
g | I'herewas no danger from therz o197~ | 3750 6304
home delivery.
Total 384 3.898 4246
Male 287 3.134 .8327
g | Money back guarantee for e i 97 [T 3478 9055
product not fully satisfied.
Total 384 3.169 .8458
_ Male 287 3.497 .6872
10 | he quality of product Female| 97 | 3479 5986
purchased is fully guaranteed.
Total 384 3.495 6779
. Male 287 3.485 .6567
17 | T'heproduct purchased is goodzo oo™ 97 [ 3475 5986
and effective as advertised.
Total 384 3.484 .6502
Male 287 3.430 7251
12 | Abletoreturn the product — Fe i 00T 3950 7355
purchased if not fully satisfied.
Total 384 3.401 .7302
13 | procedures for product return | Female 97 1.925 .8590
process. Total 384 2.120 .7690

Source: Survey Data.
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The variablegCash on delivery payment available and being charged only
the agreed amount of money are the two variables among the thirteen having the
highest mean values above 4.5 for both men and womKerala.Various options
of payment to choose from and There was no danger from the home delivery also
have mean scores of above 3.7, which means theseamables also have a high
effect on inducing consumers to purchase technodbgiproducts online.
Individually, the variablebeing charged only the agreed amount of money have
highest mean value for men af@hsh on delivery payment available have the
highest mean value for women on inducing onlinecpase under the construct

perceived risk (PR).

All other variables except the above said 4 hagamvalues of less than 3.6,
which mean a lesser effect on the intention ofreampurchase. The variablse risk
being used any unauthorized personal Information, No risk of receiving product
later than expected date, No risk of receiving products different from what being
ordered and Payments through credit/debit cards are safe and secure are having
only a mean score of just above 2. Individuallye thariableEasy and convenient
procedures for product return process have the least mean score of 2.142 and 1.925
respectively for both male and female responddritey feel that the product return
process in online marketing is much more diffiauiid time consuming process for
the consumers compared to the traditional offlifeopping. It shows that
irrespective of the 4 variables, the construct @eed risk is effecting negatively in
many ways on the online purchase intention of lmoéthe and female consumers in

Kerala.
5.5.4. Perceived Ease of Use (PEU)

Perceived ease of use is the degree to whichdiwidnal believes that using
a particular system would be free of effort. Onlgi®pping is comparatively a new
form of selling in retail business. How fast congusnare adapting to it matters the
success of online business. It has a strong infllesn the decision of online
purchase. This construct has 9 variables to medkarmfluence of online purchase

of consumers of technological products in Keralbe Tespondents in the survey
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have rated these variables based on the ease aff lse online shopping system

when buying technological products.

Table 5.36

Mean And Standard Deviation of Items Measuring Pereived Ease of Use
(PEU) in the Model.

S| Variables Gender| Number | Mean S.td'.
No. Deviation
Convenient log in-on to Male 287 3.968 3526
1 company homepage Female 97 3.850 .5335
' Total 384 3.956 .3763
Easy and convenient online Male 287 4.198 4536
2 ordering layout Female 97 4.175 4465
' Total 384 4,195 4523
Company homepage is clear Male 287 4.020 2692
3 and easily understandable Female Sl 4.050 3162
" | Total 384 4.023 2742
Fast and convenient Male 287 3.782 5471
4 information searching Female 97 3.775 A797
system. Total 384 3.781 .5399
Online purchase procedure .SMaIe 287 4.262 4783
5 simple Female 97 4.250 .5430
' Total 384 4.260 4846
Product information must not Male 287 2.299 6918
6 be too long Female 97 2.575 .9578
) Total 384 2.328 7274
. Male 287 3.840 4119
7 g:;‘;"’t‘gtfé;gm sizemustbe cole| o7 | 3829 3848
' Total 384 3.839 .4087
Product particulars and usag Male 287 3.985 1941
8 are easily understandable TFemale L 4.000 2265
" | Total 384 3.987 1975
Online product picture Male 287 3.991 2906
9 display is clear Female 97 4.000 .0000
' Total 384 3.992 2751

Source: Survey Data.

Most of the variables related to perceived easeisaf are rated high by
majority of the respondents. Irrespective of thedge relation, all the variables
exceptproduct information must not be too long are having mean values of above

3.7, which means a high effect on inducing the aorexs towards online purchase
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of technological products. Among the 9 variableslamthis constructEasy and
convenient online ordering layout, Company homepage is clear and easily
understandable and online purchase procedure is simple are having highest mean
values of above 4 for both men and women. IndiMigiudahe variableonline
purchase procedure is simple is having the highest mean score of 4.262 and 4.250
for male and female respectively. The high meanescof all variable show that
consumers strongly feel that online shopping sydtamthe ease of use and ‘log in’
on to company home page, the purchase procedurerdedng lay out in online
shopping is so simple to perform. Consumers arg merch satisfied with the speed
of the information searching system, font size leé tletails and product picture

display.

The only variable under this construct which hésvwaeffect on inducing the
consumers to go online goduct information must not be too long. It has a mean
score of below 3.6. Consumers strongly feel thagtdor online purchase, they need

enough information about the product in the sitentike a positive decision.
5.5.5. Perceived Usefulness (PU)

Perceived usefulness means the degree to whiehdandual believes that
using a particular style or system would accelehagepersonal growth and would
improve his performance. This construct has 12abées to measure the perceived
usefulness of the online marketing system ancdhitsence on inducing consumers

to buy technological products online

Table 5.37
Mean and Standard Deviation of Items Measuring Pereived Usefulness (PU) in
the Model.
S| Variables Gender| Number | Mean S.td'.
No. Deviation
Male 287 3.599 .6844
1 Being enjoyable and exciting. | Female 97 3.700 .6076
Total 384 3.609 6767
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S| Variables Gender | Number | Mean S.td'.
No. Deviation
Male 287 3.962 .2445
o | Provided rich and varied Female| 97 | 3928  .2667
information.
Total 384 3.958 .2468
Male 287 3.352 .7980
3 More reliable information than Female 97 3,008 7675
from sales person.
Total 384 3.339 .7949
Male 287 4.151 .3587
4 | Shopatyourconvenience, o1 97 | 4250 4385
whenever you want.
Total 384 4.161 .3684
Male 287 4.343 .5853
5 Sﬁ;g"as“”g time travelingto "'eo el o7 | 4528 5057
Total 384 4.362 5796
Male 287 3.235 .6341
6 Able to _shop both from within Female 97 3.050 7143
domestic and abroad.
Total 384 3.216 .6444
Male 287 4.061 3041
r Wide range of technological Female 97 3.979 3572
products to choose from.
Total 384 4.052 .3106
Wide choice of companies Male 287 4.047 3114
8 | providing technological Female 97 4.000 .3922
products. Total 384 | 4042 3205
Male 287 4.110 3733
9 Lower price than conventional Female 97 4100 3349
stores.
Total 384 4.112 .3691
Male 287 4.119 .3898
10 | Larger discounts offered. Female 97 4.100 4414
Total 384 4.117 .3949
Male 287 2.090 4588
11 | More free of charge gifts than I"'c. o\ T 977 [ 1 90g 4961
conventional stores.
Total 384 2.070 4658
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Nscl. Variables Gender| Number | Mean Desift.ion
Male 287 1.485 .5005
12 | Free samples are available. | Female 97 1.400 4961
Total 384 1.477 .5001

Source: Survey Data.

Majority of the variables are rated highly by tlespondents irrespective of
gender. The variable®rovided rich and varied information, Shop at your
convenience, whenever you want, Not wasting time traveling to shop, Wide range of
technological products to choose from, Wide choice of companies providing
technological products, Lower price than conventional stores and Larger discounts
offered have high mean scores of above 3.7 for both nmaldemale . It means that
irrespective of the gender these variables have éifgct on inducing consumers to
buy online. Individually the variablaot wasting time traveling to shop have the
mean score for both male and female 4.343 and 4&&%ectively. It means that
convenient shopping from where ever and when éway wish and they don’t want
to waste time for travelling to shops are the nusstful and inducing factor in online

marketing for the consumers to buy online.

Some of the variables likdore reliable information than from sales person,
Able to shop both from within domestic and abroad, More free of charge gifts than
conventional stores and Free samples are available are rated low by the
respondents. These variables have mean valuessotHan 3.6, which means a low
effect in this study. The above variables haveinthience or effect on both male
and female consumers in Kerala to go for onlinepph for technological
products. Consumers do not feel that the inforrmagimvided by online shopping
sites is not more reliable than from the salesger®f traditional brick and mortar
shops. The consumers are not at all satisfied wieh free of charge gifts and
samples in online marketing. These two variable® lthe least mean score of 2.070

and 1.477 which are below the neutral mean.
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5.5.6. Customer Experience (CE)

though online shopping is a new style shoppinghto donsumers of Kerala, more

People are taking future decisions based on thast experiences. Even

and more people are showing interest towards itw Hbe online shopping

experience influence the future shopping really temat This construct has 12

variables to measure the factors which affect teeision of online purchase of

technological products by both male and female wmess in Kerala.

Table 5.38
Mean and Standard Deviation of Items Measuring Cusimer Experience (CE)
in the Model.
S| Variables Gender | Number | Mean S.td'.
No. Deviation
Male 287 4.073 2917
1 Easy to find desired products | Female 97 3.925 .2667
Total 384 4.057 .2924
o Male 287 3.997 .2806
5 Easy to compare similar types Female 97 3975 1581
of products
Total 384 3.995 2703
_ _ Male 287 4.032 .2067
3 Easy to find economical Female 97 3 950 5207
products
Total 384 4.023 .2094
Male 287 4.276 .5983
4 No sales person to bother with. Female 97 4.075 7299
Total 384 4.255 .6153
Male 287 4.424 5123
5 Helps to save shopping time | Female 97 4.375 4903
Total 384 4.419 .5097
_ Male 287 4.076 4253
6 Easy to find newly launched Female 97 3.900 3038
products for purchase
Total 384 4.057 4174
_ _ Male 287 4.134 .3888
- I_\Io need to have high English Female 97 4,008 3572
literacy
Total 384 4,122 .3866
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S| Variables Gender| Number | Mean S.td'.
No. Deviation
_ Male 287 1.942 4212
8 Demonstr_atlon _about usage of Female 97 1929 3499
products is available
Total 384 1.940 4139
Gets enough time to judge the Male 287 4.500 5007
9 product before making Female 97 4.600 4961
purchase Total 384 | 4510 5005
Male 287 1.625 .5083
10 | Chances of bargaining is high | Female 97 1.5758 .5006
Total 384 1.620 5071
S Male 287 | 4.049) 5718
11 Customer gets original bill for Female 97 3 998 5756
the purchase
Total 384 4.036 5678
_ Male 287 4.451 .5155
12 | No hard feeling when not Female| 97 | 4429 5043
making any purchase.
Total 384 4.448 .5235

Source: Survey Data.

The mean scores of the variables under the canstustomer experience
show that respondents rated highly for most ofémeables. Out of the 12 variables,
10 have mean scores of above 3.7 which meanshaefiigct for this variable in the
study. It shows that the past customer experiencenline shopping shows a
positive support to the future decision of goindirn for buying technological
products. Both male and female consumers are isdtistith the selection of
products in online sites. They find it easy to camgpthe desired and economical
products in online shops; find newly launched pasgiwhich are not available in
their local market and also feel that online shogphelps them to save their
shopping time. Respondents have experienced thgliskianguage is not at all a
barrier in doing online shopping. Consumers arg/ veuch satisfied with the time
they are getting in online shopping before takinguechase decision. They do not
have any hard feeling if they do not make any paseheven after spending more
time in online shopping site. They need not bo#dayut any comments from sales

personnel as there is no scope for it in onlingpph.

158



The variabledDemonstration about the usage of products is available and
Chances of bargaining is high have the least mean score of 1.940 and 1.620 which
are far below the neutral mean value. Both thes@hlas have the mean values less
that 3.6 which means low effect in this study. Goners are not satisfied with the
demonstration of products and the pricing strategy there is no scope for

bargaining in online trade.
5.5.7. Personality of the Consumer (PC)

Personality of the consumer plays a vital roledatiding online shopping
habits. Respondents were given five variables utidgrconstruct for measuring the
effect of online purchase of technological produdise mean score shows that all
the five variables have above 3.7 values which meanrhigh effect for these
variables in this study. Personality of the constsmigespective of their gender has

a positive effect in inducing them to purchase t@tbgical products online.

Table 5.39

Mean and Standard Deviation of Items Measuring Pem@nality of the Consumer
(PC) in the Model

NS(I)'_ Variables Gender| Number | Mean Desitacllt'ion
Male 287 3.703 .6291

1 Trendy and fashionable Female 97 3.875 .5158
Total 384 3.721 .6199

Male 287 3.826 4236

2 Like to use latest technologiesFemale 97 3.800 4051
Total 384 3.823 4212

Efficient and skillful in Male 287 | 3785 oldd

3 surfing the internet Female 97 3.725 .5986
Total 384 3.779 .5265

Male 287 3.805 .4828

4 Surfing internet frequently Female 97 3.775 .5305
Total 384 3.802 4873

Male 287 3.765 5557

5 Good in English language Female 97 3.850 .3616
Total 384 3.773 .5390

Source: Survey Data.
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The above descriptive table shows that both madefemale have rated high
all the personality measuring variables in thisstarct. The people in Kerala who
are trendy and fashionable, good in English languagve the skill in surfing the
internet and doing it frequently and like to usées$a technologies are a high
possibility in going online for purchase of techogical products. Individually, the
female respondents feel that the varidbdady and fashionable is the most inducing
factor to purchase online showing the high meanresaaf 3.875. The male
respondents have a different opinion regarding thieey feel that those who use
latest technologies (mean value of 3.826) havayh bihance of going online for the

purchase of technological products.

5.6. Testing of Research Constructs Based on the rdegraphic

Features of Respondents.

As stated earlier, seven constructs have beeelajgd to check the factors
influencing the online purchase intention of constsn Seventy statements related
to this seven constructs were also developed. Regmbs were asked to mark their
level of agreement/disagreement based on theiepgon and experience to these
statements on a five point scale ranging from sgfisoagree to strongly disagree
(Strongly Agree =5, Agree =4, Neutral =3, Disage@e and Strongly Disagree =1).
In-depth analysis of each constructs and statenaetsliscussed in the following
pages.

It is also decided to check how the demographicabées of these
consumers influences their intention to buy tecbgigial products online. The
demographic characteristics analyzed in this stardy gender, age, marital status,
education, occupation, income, and place of livangl the area of residence of the

respondents.

An attempt is made to study whether these demogrdphbtors have any
significant relation in the interaction effect witharious constructs used in this
study, on inducing the online buyers of technolabiroducts. Following are the

research constructs developed for the study.
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» Company Attribute (CA)

* Product Attribute (PA)

» Perceived Risk (PR)

* Perceived Ease of Use (PEU)
» Perceived Usefulness (PU)

» Customer Experience (CE)

» Personality of the Customer (PC)

Mean, Independent sample t test, One-Way ANOVA Raost Hoc tests for
multiple comparisons are the various statisticallsaused for this purpose. The
results of the tests are interpreted with 5% sigaifce level based on the P value of
the demographic factors. Null hypothesis and adtermypothesis are developed for
checking each construct and demographic factoratpa

1. Company Attribute

The information about the details of the comparhowrovides goods and
services is essential to reach a purchase dedisidhe new consumers. There may
be demographic relations among the consumers ogingdcompany attributes
before making purchase. Hence the researcher halgzang various demographic
factors which is relevant to the study with compattyibutes.

Gender, Marital Status and Area of Residence Wise @nparison

with Company Attribute.

For the purpose of comparing the ‘construct corgpattribute’ with regard
to gender, marital status and area of residentleeofespondents, the following null

hypothesis and alternate hypothesis were formulated

Ho 1. There is no significant relation between matel &&male respondents with

regard to the company attribute in online shopping.

H11: There is significant relation between male agmdle respondents with regard

to the company attribute in online shopping.
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Ho 2: There is no significant relation between unmedrand married respondents

with regard to the company attribute in online ghing.

Hy 2: There is significant relation between married anmarried respondents with

regard to the company attribute in online shopping.

Ho 3: There is no significant relation between rusad urban respondents with

regard to the company attribute in online shopping

H, 3: There is significant relation between rural amdan respondents with regard
to the company attribute in online shopping.

The Independent sample t test is used for tetftimdpypothesis and the result
is presented in table 5.26 and interpreted on #éiséstof the p value.

Table 5.40
Gender, Marital Status and Area of Residence Wise @nparison with
Company Attribute
Independent Variable N Mean t P Value Sig.
Male 344 4.04
Gender Female | 40 395 | 2.538 .012 Significant

Total 384 | 4.0343

Single 131| 4.0051
Married | 253 | 4.0494| -1.848 .065 | Not significant

Marital status

Total 384 | 4.0343

Area of ResidenceRural 148 | 4.0338
Urban 236| 4.034¢ -035 .972 | Not significant

Total 384 | 4.0343

Source: Survey data, Sgnificance level at 5%

The above table shows that in the case of genter semparison, there is a
significant relation among the male and female sadpnts in the consideration of
company attribute as an inducing factor for malonine purchase of technological

products. Here the null hypothesis is rejected tiedalternate hypothesis, there is
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significant relation between male and a female ardpnt with regard to the
company attribute in online shopping is acceptePaisignificance level. The mean
score of male respondents for considering compéamypwte on inducing them to
purchase online is 4.044 which are higher thamthan score of female respondents
3.950. This relation in the mean is statisticaliygngficant with its p value derived

through independent sample t test.

The marital status wise and area of residence wosgparison of company
attribute on inducing the respondents to purchasiee the table reveals that there
is no significant relation among these demographotors of the respondents on
inducing them to purchase online. The relationhi mean value of unmarried and
married respondents, rural and urban respondentsgiggible. Statistically it has no
significance at 5% level of significance. In bo#dses the null hypothesis, there is no
significant relation between unmarried and marrespondents and rural and urban

respondents with regard to the company attributsnlime shopping is accepted.

Age, income and place of living wise comparison witcompany

attribute.

Here for the purpose of comparing the construomipany attribute’ with
regard to the demographic factors age, income aladepof living of the

respondents, the following null hypothesis andralite hypothesis are formulated,;

Ho 1: There is no significant relation between the afjthe respondents with regard

to company attribute in online shopping.

Hi1: There is significant relation between the ageredpondents with regard to

company attribute in online shopping.

Ho 2: There is no significant relation between theome of respondents with regard
to company attribute in online shopping.

H12: There is significant relation between the incarheespondents with regard to
company attribute in online shopping.
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Ho 3: There is no significant relation between thecplof living of respondents with

regard to company attribute in online shopping.

H13: There is significant relation between the pla€diving of respondents with

regard to company attribute in online shopping.

Here the categories of demographic factors areentban two for age,
income and place of living of the respondents. &fwee the statistical test, One-
Way ANOVA and Post Hoc Tests for Multiple comparisovere used for testing
the hypothesis and interpreting the results. Tisellte are presented in the table
5.41.

Table 5.41

Age, Income and Place of Living Wise Comparison
with Company Attribute

Independent Variable N Mean F P Value Sig.

16-25 117| 3.9943
Above 35 50 3.9867
Total 384 | 4.0343

20000-40000 | 216 4.043p
Income | 40000-60000 | 153 4.0131 2033 | 132} Not

significant
Above 60000 15| 4.1222
Total 384 | 4.0343
Place of| North 128 | 4.0333
Livi
VNG T central Kerald 128 | 4.0515 ~ Not
566 568 | Significant
South 128| 4.0207
Total 384 | 4.0343

Source: Survey data, Sgnificance at 5% level.

The age wise comparison of respondents on indutmem for online
purchase of technological products with regard amgany attribute, table 5.41

shows that the mean score of three age groupsifegeedt. The mean score of 16-
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25 age groups is 3.9943, age 25-35 is 4.0668 aed>3f are 3.9867 respectively
The mean score is tested by using One-Way ANOVéheck whether this relation
is statistically significant or not. The test shothat there is significant relation in
the consideration of company attribute by differagé groups on inducing them to
purchase online. The F value is 5.429 and the Bevad .005 which shows it is
significant at 5% level significancéHence the null hypothesis is rejected and the
alternate hypothesis, there is significant relabetween the age of the respondents
with regard to the company attribute in online g¥ing is accepted. A further
analysis is made with Tukey Post Hoc Test for Mildticomparison to check which
age category is considering the company attributgencompared to other age

groups.

Table 5.42
Post Hoc Tests for Multiple Comparisons

Dependant variable: Company Attribute

Mean

(1) Age|(J) Ade pajation (I1-

Std. Error Sig.

25-35| -.07252 .02534 | .01

16-25
>35 .00764 .03733 | .98
16-25 .07252 .02534 | .01
25-35
>35 .08015 .03466 | .04
16-25| -.00764 .03733 | .98
>35

25-35| -.08015 .03466 | .04
Source: Survey data, Sgnificance level at 5%.

From the above table 5.42, it is clear that te@amvalue of age group 25-35
(4.0668) is significantly differing from the mean value ofher age groups. So, it
can be concluded that the young consumers in Keagtd between 25-35 are
considering company attribute as a strong factoichvhinfluences the online

purchase intention of technological products.
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The comparison of demographic factors income dadepof living with
company attribute on inducing the respondents jotéchnological products online,
the table reveals that the mean value of the incamse and place of living wise
categories of respondents are not significantlfecght with one another. The result
of One-Way ANOVA test shows that the relation i timean value of different
income groups and respondents of North regionrakepart of Kerala and Southern
region are negligible and it has no statisticahigance at 5% significant level as
the P value is .132 and .568 respectively. Hentéoth cases the null hypothesis,
there is no significant relation between the incerokthe respondents and places of
living of the respondents with regard to the conypattribute in online shopping is

accepted.

Education and Occupation Wise Comparison with Compay
Attribute

For further analysis of the construct ‘companyiladte’ with regard to the
demographic factors Education and occupation oféspondents the following null
hypothesis and alternate hypothesis were formulated

Ho 1: There is no significant relation between thecadion of respondents with

regard to company attribute in online shopping.

H11: There is significant relation between the edocabdf respondents with regard

to company attribute in online shopping.

Ho 2: There is no significant relation between theupation of respondents with

regard to company attribute in online shopping.

H1 2: There is significant relation between the octigpeof respondents with regard

to company attribute in online shopping.

One-Way ANOVA is used to test the significancedeimographic factors
with the influence of ‘company attribute’ on indagi respondents to buy
technological products online. Education is categar in to 4 groups as plus two,

degree, PG and others. Likewise, occupation isgoaiteed in to 6 groups as govt.
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/Public, private, business, student, domestic &ffaind NRI's. The results are

presented in table 5.43

Table 5.43

Education and occupation wise comparison with compegy attribute

) P .
Independent Variable N Mean F Value Sig.
Plus Two 54 | 3.9938
Graduation 264, 4.0398
. Not
Education | PG 41 4.0163 1.317 | 269 | significant
Others 25 4.0933
Total 384 | 4.0343
Govt./Public 58 4.046Q
Private 158| 4.0454
Business 33 4.0000
o
Student 105/ 4.009% 773 570 sigrl?:ﬁ::ant
Domestic
Occupation| affairs ° 4.0556
NRI's 21 | 4.0873
Total 384 | 4.0343

Source: Survey data, Sgnificance level at 5%.

Here the comparison of demographic factors, dducand occupation with
‘company attribute’ on influencing the respondemts purchase technological
products online, table 5.43 reveals that the medumeg of different categories of the
education and occupation of respondents are naitfisintly different with each
other. The result of One-Way ANOVA test shows thatrelation in the mean value
of different educationally qualified respondentsl aespondents who have different
occupation are negligible and it has no statissgghificance at 5% significant level
as the P value is .269 and .570 respectively. Hend®th cases the null hypothesis,
there is no significant relation between the edooadf the respondents with regard
to the company attribute in online shopping andehie no significant relation

between the occupation of the respondents withrdegathe company attribute in

167



online shopping have been accepted. It can be woed!that, irrespective of the
level of education and occupation, the online carexng are considering company
attribute and it has a positive influence in thdiren purchase intention of e
shopping consumers in Kerala.

2. Product Attribute

The product attributes are one of the most impbrtactors considered by
the buyers before coming in to a purchase decibath in online and offline.
Judging the features and utilities of the productasy vary with demographic
difference of the consumers. How the various deaqagc factors of the consumers
affect in judging the product attribute before nmakan online purchase is analyzed

here.

Gender, Marital Status and Area of Residence Wise @nparisons
with Product Attribute.

For the purpose of comparing the construct ‘proditicibute’ with regard to
gender, marital status and area of residence ofa$gondents, the following null

hypothesis and alternate hypothesis have been fateal)

Ho 1: There is no significant relation between matel &male respondents with
regard to the consideration of product attributentine shopping.

Hil: There is significant relation between male agmdle respondents with regard
to the consideration of product attribute in onlgm®pping.

Ho 2: There is no significant relation between unmedrrand married respondents

with regard to the consideration of product atti&n online shopping.

Hy 2: There is significant relation between married anmarried respondents with

regard to the consideration of product attributentine shopping.

Ho 3: There is no significant relation between ruaad urban respondents with

regard to the consideration of product attributentine shopping
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Hy 3: There is significant relation between rural amdan respondents with regard

to the consideration of product attribute in onlgm®pping.

As there are two categories in each of the denpbgrafactors, the
Independent sample t test was used for testinghjfpethesis and the result is
presented in the table 5.44 and interpreted obdlses of the p value.

Table 5.44
Gender, Marital Status and Area of Residence Wise @nparisons with Product
Attribute.
Independent .
Variable N Mean t P Value Sig.
Male 344 | 3.6725
Female 40 3.700(0
Gender -.844 .399 S| N.(f).t ¢
Total 384 | 3.6753 Ignimcan
Single 131 3.7133
' Married| 253 | 3.6557 D
I\/Itatrltal 2.767 | .006 | Significant
status Total 384 | 3.6753
Rural 148 | 3.6629
Area of
Residence Urban 236| 3.6831 - 989 393 _ N?t
Total | 384| 3.6753 signiticant

Source: Survey data, Sgnificance level at 5%.

The above statistical table shows that in the a#dsenarital status wise
comparison, there is a significant relation amohg unmarried and married
respondents in the consideration of product aiteibas an inducing factor for
making online purchase of technological productené¢ the null hypothesis is
rejected and the alternate hypothesis, there rsfgignt relation between unmarried
and a married respondent with regard to the prodtigbute in online shopping is
accepted at 5% significance level. The mean scébrenmarried respondents on
considering product attribute on inducing them twcpase online is 3.7133 which
are higher than the mean score of married respt&@6657. This difference in the

mean is statistically significant with its p valderived through independent sample
t test.
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The gender wise and area of residence wise cosgpeof ‘product attribute’
on inducing the respondents to purchase onlinealtioee table reveals that there is
no significant relation among these demographidofacof the respondents on
inducing them to purchase online. The differenceshe mean value of male and
female respondents, rural and urban respondentsegtigjible. Statistically it has no
significance at 5% level of significance. In bo#dses the null hypothesis, there is no
significant relation between male and female redpats and rural and urban
respondents with regard to the consideration oflycoattribute in online shopping

have been accepted.

Age, Income and Place of Living Wise Comparison wit Product
Attribute.

For the purpose of comparing the construct ‘proditicibute’ with regard to
the demographic factors age, income and placevofgliof the respondents, the

following null hypothesis and alternate hypothegese formulated;

Ho 1: There is no significant relation between the afjrespondents with regard to

consideration of product attribute in online shaoypi

H,1: There is significant relation between the ageredpondents with regard to
consideration of product attribute in online shaoypi

Ho 2: There is no significant relation between theome of respondents with regard
to consideration of product attribute in online gping.

H12: There is significant relation between the incarheespondents with regard to

consideration of product attribute in online shaypi

Ho 3: There is no significant relation between thecplof living of respondents with

regard to consideration of product attribute inmakhopping.

H13: There is significant relation between the pla€diving of respondents with

regard to consideration of product attribute inmakhopping.
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The categories of demographic factors are more tha for age, income
and place of living of the respondents. Therefdre statistical test, One-Way
ANOVA and Post Hoc Tests for Multiple comparisong aised for testing the
hypothesis and interpreting the results. The result presented in the table 5.45

Table 5.45

Age, Income and Place of Living Wise Comparison wht Product Attribute.

Independent Variable N Mean F P Value Sig.

16-25 117 3.7198
25-35 217| 3.6677

Age Above 35 50 3.6044 6.702 .001 Significant
Total 384 | 3.6753

)

20000-40000 | 216 3.665
40000-60000 | 153 3.6819

Not
Income | Above 60000 15 3.7481 1.400 .248 significant
Total 384 | 3.6753
North 128 | 4.0333
Central Kerala 128 | 4.0515
Place of = Not
Living South 128 4.0207 2.630| .073 significant
Total 384 | 4.0343

Source: Survey data, Sgnificance level at 5%.

The age wise comparison of the respondents oacing them to online
purchase of technological products with regard gmduct attribute’, table 5.45
shows that the mean scores of different age grampwarying. The mean score of
16-25 age group i3.7198, age group 25-35 i3.6677and >35age group &6044.
The mean score is further tested by using One-WEQ¥A to check whether this
difference is statistically significant or not. Thest shows thathere is significant
relation in the consideration of product attribbyedifferent age groups on inducing
them to purchase online. The F value is 6.702 hadPtvalue is .001 which shows
the significance at 5% significant levélence the null hypothesis is rejected and the

alternate hypothesis, there is significant relabetween the age of the respondents
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with regard to the product attribute in online ghiog is accepted. The researcher
further tested the age of the respondents with yukest Hoc Test for Multiple
comparisons to check which age group has more confog product attribute
compared to other age groups.

Table 5.46

Post Hoc Tests- Age
Multiple Comparisons
Dependant variable: Product Attribute

Age Age |Mean Relation Std. Erronf  Sig.
25-35 .05216 02206 | .049

16-25
>35 11540 .03249 | .001
16-25 -.05216 02206 | .049

25-35
>35 .06325 .03017 | .092
16-25 -.11540 03249 | .001

>35

25-35 -.06325 .03017 | .092

Source: Survey data

From the above multiple comparison table, itleacthat the mean value of
age group 16-253(7198) significantly differs from the mean value of othage
groups. It can be concluded that the 16-25 agepgmansumers in Kerala are
considering product attribute as a strong factoictvinfluence the online purchase

intention of technological products.

The comparison of other demographic factors, ireofrthe respondents and
place of living of the respondents with productibttte on inducing them to buy
technological products online, the above table Sed®als that the mean value of
the income wise and place of living wise categort#srespondents are not
significantly different with one another. The reasoil One-Way ANOVA test shows
that the difference in the mean value of variou®me groups and respondents of

north region, central part of Kerala and southegian are negligible and it has no
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statistical significance at 5% significant level gt P value is .248 and .073
respectively. Hence, it can be concluded that i lsases the null hypothesis, there
is no significant relation between the income apandents and places of living of
the respondents with regard to the consideratiorprofiuct attribute in online

shopping have been accepted.

Education and Occupation Wise Comparison with Prodat
Attribute

A further comparison of the construct productilatiie is made with regard
to the demographic factors, education and occupaifcthe respondents. For this

purpose, the following null hypothesis and alteertatpothesis were formulated;

Ho 1: There is no significant relation between thecadion of respondents with

regard to consideration of product attribute inmakhopping.

Hil: There is significant relation between the edooabf respondents with regard
to consideration of product attribute in online gping.

Ho 2: There is no significant relation between theupation of respondents with
regard to consideration of product attribute inmakhopping.

H12: There is significant relation between the octiopeof respondents with regard

to consideration of product attribute in online gpimg.

The statistical tool One-Way ANOVA is used to téls¢ significance of
demographic factors difference with the influenégduct attribute on inducing
the respondents to buy technological products enliducation is categorized in to
4 groups as plus two, degree, PG and others. Otonpis categorized in to 6
groups as govt. /Public, private, business, stydeomestic affairs and NRI's. The

results are presented in table 5.47
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Table 5.47

Education and Occupation Wise Comparison with Prodat Attribute

. P .
Independent Variable N Mean F Value Sig.
Plus Two 54| 3.6481]
Graduation 264, 3.6810
. |prc 41| 36911 663 | s575| . Not
Education significant
Other 25| 3.6489
Total 384 | 3.6753
Govt./Public 58| 3.6341
Private 158| 3.6561
Business 33| 3.6734
| Student 105 3.7228 5 254 | .043| Ssignificant
Occupation pomestic 9 | 3.6420
affairs
NRI's 21 | 3.7143
Total 384 | 3.6753

Source: Survey data, Sgnificance level at 5%.

The comparison of demographic factors, educawdh ‘product attribute’
on influencing the respondents to purchase teclgizabproducts online, the table
5.47 reveals that the mean value of different aaieg of education of respondents
are not significantly different with each other.eTtesult of One-Way ANOVA test
shows that the difference in the mean value ofediifit educational groups of
respondents are negligible and it has no statissigmificance at 5% significant
level as the P value is .575. Hence, the null Hypsis, there is no significant
relation between the education of the respondeitksregard to the consideration of
product attribute in online shopping is accepted.can be concluded that,
irrespective of the level of education, online agnsrs are considering product
attribute as an influencing factor in the onlinerghase intention of e shopping
consumers in Kerala. The overall mean value of atloie 3.675 shows that it has a
moderate effect on this study.
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Occupation wise analysis of the data with regardonsideration of ‘product
attributes’ table 5.47 shows that there is sigaiiicrelation among the respondents.
One-Way ANOVA test reveals that the p value is .048ch is below 5% level of
significance. It means that the difference in theamvalue is significant enough to
reject the null hypothesis and accept the alterhgpothesis; there is significant
relation between the occupation of respondents witfard to the consideration of

product attribute in online shopping.
3. Perceived Risk

Risk is always associated with all business aa®i Normally the risk
involved in online purchase is much higher compacettaditional store purchase
like; fear of losing credit card information, chegt return policy, supply of
defective products, delay in supply of product étow a customer perceives these
risks in online purchase may vary according tortkeimographic factors and will

influence the purchase decision.

An attempt is made to check how much the presericeisk factors
influences the decision of online purchase basetherdemographic differences of

the online buyers in Kerala.

Gender, Marital Status and Area of Residence Wise @nparisons
with the Construct Perceived Risk (PR)

For the purpose of comparing the construct peeckirisk with regard to
gender, marital status and area of residence ofasgondents, the following null
hypothesis and alternate hypothesis were formulated

Ho 1: There is no significant relation between matel &&male respondents with
regard to consideration of perceived risk in onshepping.

Hil: There is significant relation between male agmdle respondents with regard

to consideration of perceived risk in online shogpi
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Ho 2: There is no significant relation between unmedrand married respondents

with regard to consideration of perceived risk imime shopping.

Hy 2: There is significant relation between married anmarried respondents with

regard to consideration of perceived risk in onshepping.

Ho 3: There is no significant relation between rusad urban respondents with
regard to consideration of perceived risk in onbhepping

H, 3: There is significant relation between rural amdan respondents with regard
to consideration of perceived risk in online shogpi

Table 5.48

Gender, Marital Status and Area of Residence Wise @nparisons with the
Construct Perceived Risk

Independent _
Variable N | Mean t | PValue Sig.
Male 344 | 3.2422
Female 40| 3.2231
Gender 411 .681 S| N.?.t ¢
Total 384 | 3.2402 ignifican
Single 131| 3.3059
i Married| 253 | 3.2061
I\/Itatrltal 3.380| .001 | Significant
status Total | 384| 3.2402
Rural 148 | 3.2723
Area of
Total 384 | 3.2402 significant

Source: Survey data, Sgnificance level at 5%.

The above table 5.48 shows that in the case ofitahastatus wise
comparison, there is significant relation among antad and married respondents
in the consideration of perceived risk as an indgciactor for making online
purchase of technological products. Hence the imylothesis is rejected and the
alternate hypothesis, there is significant relatb@tween unmarried and a married
respondents with regard to perceived risk in onkhepping is accepted at 5%
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significance level. The mean score of unmarriedoaedents on considering
perceived risk on inducing them to purchase onbr&3059 which is more than the
mean score of married respondents 3.2061. Thigrdifte in the mean value is
statistically significant with its p value derivétrough independent sample t test.

The gender wise and area of residence wise cosgoaof perceived risk on
inducing the respondents to purchase online, taldl@ clearly reveals that there is
no significant relation among these demographit¢ofacof the respondents. The
difference in the mean values of male and femaspaedents, rural and urban
respondents is negligible. Statistically it has significance at 5% level of
significance as the p value is .681 and .073 reés¢. Hence it can be concluded
that in both cases the null hypothesis, there isignificant relation between male
and female respondents and rural and urban resptndeith regard to the

consideration of perceived risk in online shoppsgccepted.

Age, Income and Place of Living Wise Comparison wlit Perceived
Risk.

For the purpose of comparing the construct ‘pesxkirisk’ with regard to
the demographic factors age, income and placevofgliof the respondents, the

following null hypothesis and alternate hypothegese formulated;

Ho 1: There is no significant relation between ageespondents with regard to

consideration of perceived risk in online shopping.

Hi1: There is significant relation between age ofpoeslents with regard to

consideration of perceived risk in online shopping.

Ho 2: There is no significant relation between incamheespondents with regard to

consideration of perceived risk in online shopping.

H12: There is significant relation between incomere$pondents with regard to

consideration of perceived risk in online shopping.
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Ho 3: There is no significant relation between platdiving of respondents with

regard to consideration of perceived risk in onshepping.

H13: There is significant relation between placeiwht of respondents with regard

to consideration of perceived risk in online shogpi
The results of the tests are presented in the &b

Table 5.49

Age, Income and Place of Living Wise Comparison wht Perceived Risk.

Independent Variable N Mean F P Value Sig.
16-25 117| 3.3143
25-35 217| 3.1999

Age Above 35 50 | 3.2415 6.620| .001 | Significant
Total 384 | 3.2402
20000-40000 | 219 3.2155

ncome 40000-60000 | 153 3.2549 o
Above 60000 15| 3.4462 5304 005 Significant
Total 384 | 3.2402
North 128 | 3.2684

Place of| Central Kerala 128 | 3.1972

Living  ['south 128] 32451 2096 | 124 | ool
Total 384 | 3.2402

Source: Survey data, Sgnificance level at 5%.

The age wise and income wise comparison of teparedents on inducing
them to online purchase of technological produciih wegard to perceived risk,
table 5.49 shows that the p value of these dembgrdpctors .001 and .005 are

showing significance at 5% level.

The mean scores of 16-25 age group is 3.3143geme 25-35 is 3.1999
and >35 age group are 3.2415. The One-Way ANOWsT shows the p value less
than 5% and it reveals that there is significanatien in the consideration of
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perceived risk by different age groups on indudimgm to purchase online. Hence
the null hypothesis is rejected and the alternatgothesis, there is significant
relation between the ages of the respondents \edglard to the perceived risk in
online shopping is accepted. It is further testeth Wwukey Post Hoc Test for

Multiple comparisons to check which age category bansidering perceived risk

more compared to other age groups.

Table 5.50

Post Hoc Tests- Age
Multiple Comparisons
Dependant variable: Perceived Risk

()] J) Mean Std.

Age | Age |Relation (I-J) Error Sig.

25-35| .11434 03142 | .001

16-25
>35 .07273 .04629 | .259
16-25| -.11434 .03142 | .001
25-35
>35 -.04161 .04298 | .597
16-25 -.07273 .04629 | .259
>35

25-35 .04161 .04298 | .597
Source: Survey data, Sgnificance level at 5%.

From the above multiple comparisons table ilésicthat the mean value of
age group 16-253(3143) is significantly differs from the mean value ohet age
groups. It can be concluded that the 16-25 agepgmansumers in Kerala are
considering perceived risk as a strong factor whidluence the online purchase
intention of technological products.

The difference in the income of respondents lh&s significantly influenced
them in online purchase of technological produdtse post hoc test for multiple
comparisons table 5.51 shows that those with incabheve Rs. 60000 are
significantly different from other income groups @onsidering perceived risk in

online shopping.
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Table 5.51

Post Hoc Tests- Income
Multiple comparisons
Dependant variable: Perceived Risk

Income Income |Mean Relation Std. Errof  Sig.

40000-6000¢  -.03945 .02905 .364
Above 6000¢ -.23070 .07340 .005
20000-4000( .03945 .02905 .364
Above 6000¢ -.19125 .07438 .028
20000-4000( .23070 .07340 .005

40000-6000( 19125 .07438 .028
Source: Survey data, Sgnificance level at 5%.

20000-4000(

40000-6000¢

Above 6000(

The comparison of demographic factors, placevirig with perceived risk
on influencing the respondents to purchase tecleabproducts online, table 5.49
reveals that the mean value of different categooieshe place of living of the
respondents are not significantly different. Thev@lue .124 shows that the
difference in the mean value of people of nortmtizé part of Kerala and south
regions are negligible and it has no statisticghiéicance at 5% significance level.
Hence, the null hypothesis, there is no signifiaattion between the education of
the respondents with regard to the consideratiqgreodeived risk in online shopping
is accepted. It can be concluded that, irrespeativéhe place of living, online
consumers are considering perceived risk as ameinfing factor in the online

purchase intention of e shopping consumers in lderal
Education and Occupation Wise Comparison with Perdged Risk.

Further analysis is made to study the construaicgived risk’ with regard to
the demographic factors, level of education andipation of the respondents. For
this purpose, the following null hypothesis andemdate hypothesis were

formulated;
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Ho 1: There is no significant relation between leskekeducation of the respondents

with regard to consideration of perceived risk imime shopping.

H11: There is significant relation between level dtieation of the respondents with

regard to consideration of perceived risk in onshepping.

Ho 2: There is no significant relation between octigmaof the respondents with
regard to consideration of perceived risk in onshepping.

H12: There is significant relation between occupabbthe respondents with regard
to consideration of perceived risk in online shogpi

The result is presented in table 5.52

Table 5.52

Education and Occupation Wise Comparison with Peraged Risk.

Independent Variable N Mean F VaFI)ue Sig.

Plus Two 54 | 3.2778
Graduation 264 3.2416

Education | PG 41 | 3.2326| 1.090 | .353 sigrl::lfi)ct:ant
Other 25 | 3.1569
Total 384 | 3.2402
Govt./Public 58 | 3.1568
Private 158| 3.1947
Business 33| 3.2611

Occupation Student 105 3.3407 5.890 | .000| Significant
Domestic o | 31111
NRI's 21 | 3.3333
Total 384 | 3.2402

Source: Survey data, Sgnificance level at 5%.
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The result of education wise classification of taspondents shows that the
difference in level of education has no influenceconsidering ‘perceived risk’, as
the p value is .353 which is well above 5% sigaifice level. Hence the null
hypothesis, there is no significant relation betwéee level of education of the
respondents with regard to consideration of peezkirisk in online shopping is

accepted.

But in the case of occupation of the respondehts,table shows that the
relation in occupation is statistically significaad the p value is .000 which is well
below the 5% significance level. From the mean &aluis clear that students have
the highest mean score and Domestic affairs haee Idlast mean score in
considering the perceived risk as an inducing faictanline purchase. Hence the

null hypothesis is rejected.
4. Perceived Ease of Use

Perceived ease of use means the degree to wipefsan believes that using
a particular system would be free of effort. Onlgi®pping is comparatively a new
medium of shopping in India. Even though the trehdnline shopping is increasing
every year, but consumers are not so common in ngakinline purchase
particularly in Kerala. How a person perceivesehse of use of web shopping will
influence his or her purchase decision. This may eacording to the demographic
relations of online consumers. An attempt is madstady, how much the ease of
use of online shopping system influence the purhatention based on the

demographic differences of online buyers.

Gender, Marital Status and Area of Residence Wise @nparison

with Perceived Ease of Use.

For the purpose of comparing the construct peecktease of use with regard
to gender, marital status and area of residentleeofespondents, the following null

hypothesis and alternate hypothesis were formulated
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Ho 1. There is no significant relation between matel &male respondents with

regard to the consideration of perceived ease@frusnline shopping.

H11: There is significant relation between male agmdle respondents with regard

to the consideration of perceived ease of use lin@shopping.

Ho 2: There is no significant relation between unmedrrand married respondents

with regard to the consideration of perceived edsese in online shopping.

H, 2: There is significant relation between unmari@aed married respondents with
regard to the consideration of perceived ease@frusnline shopping.

Ho 3: There is no significant relation between rusad urban respondents with

regard to the consideration of perceived ease@frusnline shopping

Hy 3: There is significant relation between rural amdan respondents with regard

to the consideration of perceived ease of use lin@shopping.
The result is presented in the table 5.53 below;

Table 5.53

Gender, Marital Status and Area of Residence Wise @nparison with
Perceived Ease of Use.

Independent N Mean t P Value Sig.
Variable
Male 344 | 3.8162
Gender Female| 40| 3.8333 965 .572 . N.O.t
Significant
Total | 384 | 3.818(
Single | 131| 3.8117
Marital - 'yjoried | 253 | 3.8213] 489 | 625 |  Not
status Significant
Total | 384 | 3.8180
Rural | 148| 3.8078
Areaof I ypan | 236 3.8244 -872| 384 |  Not
Residence significant
Total | 384 | 3.8180

Source: Survey data, Sgnificance level at 5%.
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The gender wise, marital status wise and areasilence wise comparison
of perceived ease of use on inducing the respoadenpurchase online, the table
clearly shows that there is no significant relatamong these demographic factors
of the respondents. The difference in the mean evati male and female
respondents, single and married people, rural abhdnurespondents is negligible.
Statistically it has no significance at 5% levelsgjnificance as the p value is .572,
.625 and .384 respectively. Hence it can be cordutiat in all the cases the null
hypothesis, there is no significant relation betwveeale and female respondents,
unmarried and married respondents and rural ananurbspondents with regard to

the consideration of perceived ease of use in erdiopping, is accepted.

Age, income and place of living wise comparison Witperceived ease

of use.

Here for the purpose of comparing the constructeyeed ease of use with
regard to the demographic factors age, income aladepof living of the

respondents, the following null hypothesis andrafite hypothesis were formulated,;

Ho 1: There is no significant relation between ageesipondents with regard to
consideration of perceived ease of use in onliogggimg.

Hil: There is significant relation between age ofpoeslents with regard to

consideration of perceived ease of use in onlioggimg.

Ho 2: There is no significant relation between incasheespondents with regard to

consideration of perceived ease of use in onlioggimg.

H12: There is significant relation between incomere$pondents with regard to

consideration of perceived ease of use in onlioggimg.

Ho 3: There is no significant relation between platdivang of respondents with

regard to consideration of perceived ease of usaline shopping.

H13: There is significant relation between placeiwht of respondents with regard

to consideration of perceived ease of use in ordihping.
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Table 5.54

Age, Income and Place of Living Wise Comparison wht Perceived Ease of Use.

Independent Variable N Mean F P Value Sig.

16-25 117| 3.8158
25-35 217| 3.8321
3.063 .048 Significant
Age Above 35 50 | 3.7622
Total 384 | 3.8180
20000-40000 | 216 3.8200
40000-60000 | 153 3.8090 Not
Income 1.122 .327 Signifi
Above 60000 | 15| 3.8815% Ignificant
Total 384 | 3.8180
North 128 | 3.8046
Central Kerala 128 | 3.7768
E."'J‘Fe of 8520 | .000 | Significant
IVINg | gouth 128| 3.8682
Total 384 | 3.8180

Source: Survey data, Sgnificance level at 5%.

The age and place of living wise comparison efréspondents, on inducing
them to online purchase of technological produadtk wegard to perceived ease of
use, table 5.54 shows that the p value of thesegephic factors .048 and .000 are

showing significance at 5% level.

The mean scores of 16-25 age group is 3.8158geme 25-35 is 3.8321
and above 35 age group is 3.7622. The One-Way AN®&t shows the p value
less than 5% and it reveals that there is sigmificalation in the consideration of
perceived ease of use by different age groups ducing them to purchase online.
Hence the null hypothesis is rejected and theraterhypothesis, there is significant
relation between the age of the respondents wghrdeto the perceived ease of use
in online shopping is accepted. A further analysfisage of the respondents with
Tukey Post Hoc Test for Multiple comparisons to ath&hich age category has
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more concern in considering the perceived eases®fmore compared to other age
groups.
Table 5.55

Post Hoc Multiple Comparisons- Age
Dependent Variable- PEU

Mean

Age Age Relation

Std. Erron  Sig.

25-35 -.01629 .02067 11

16-25
>35 .05354 03045 | .185
16-25 .01629 02067 | .711
25-35
>35 .06983 .02827 | .037
16-25| -.05354 03045 | .185
>35

25-35| -.06983 .02827 | .037
Source: Survey data, Sgnificance level at 5%.

From the above multiple comparisons table it &aclkhat the mean value of
age group above 35 years7622) is the least mean score compared to other age
group of the study. The multiple comparisons tatllews that it is significantly
different from the mean value of 25-35 age groupscan be concluded that
compared to the above 35 age group, 25-35 age gronpumers in Kerala are
considering ease of use in online shopping asamgtfactor which influence the

online purchase intention of technological products

Level of Education and Occupation Wise Comparison iuh

Perceived Ease of Use

A further comparison the construct perceived edisese is made with regard
to demographic factors education and occupatiorthef respondents. For this

purpose, the following null hypothesis and alteertatpothesis were formulated;
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Ho 1. There is no significant relation between theeleof education of the
respondents with regard to the consideration otgeed ease of use in online

shopping.

Hil: There is significant relation between the levelseducation of respondents
with regard to consideration of perceived easesefin online shopping.

Ho 2: There is no significant relation between oceigpaof respondents with regard

to consideration of perceived ease of use in ordimaping.

H12: There is significant relation between occupaiohrespondents with regard to

consideration of perceived ease of use in onlioggimg.

The result is presented in table 5.56 below;

Table 5.56
Level of Education and Occupation Wise Comparison ith Perceived
Ease of Use
Independent Variable N Mean F P Sig.
Value
Plus Two 54 3.7716
Graduation 264 3.832%
Education | PG 41 | 3.8103
Other 25 | 3.7778 2198 .088 Sigrl::g:;ant
Total 384 | 3.8180
Govt./Public 58 | 3.8391
Private 158| 3.7989
Business 33| 3.7946
Occupation| Student 105] 3.837(
Domestic affairs | 9 | 3.8765 1 gag| 394 | _ NOt
NRI's 21 | 3.8201 Slgnificant
Total 384 | 3.8180

Source: Survey data, Sgnificance level at 5%.
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The comparison of demographic factors, level afcation and occupation
with perceived ease of use on influencing the nedpots to purchase technological
products online, the table reveals that the medresaof different categories of the
education and occupation of respondents are naitfisintly different with each
other. The result of One-Way ANOVA test shows tthet difference in the mean
value of different educational qualified respondeand respondents who have
different occupation are negligible and it has natistical significance at 5%
significant level as the P value is .088 and .3®8pectively. Hence, in both cases
the null hypothesis, there is no significant relatbetween the level of education of
the respondents and the occupation of the resptsdeth regard to the perceived
ease of use in online shopping is accepted. Itbeanoncluded that, irrespective of
the level of education and occupation, the onlimsomers in Kerala are
considering perceived ease of use and it has diymsnfluence in the online

purchase intention of technological products.
5. Perceived Usefulness.

Perceived usefulness means the degree to whidrsarp believes that the
usage of a particular system or device would helpdcelerate his personal growth
and would improve his job performance. As onlinepging is comparatively a new
mode of shopping, purchase decisions of the consuare also influenced by the
usefulness of web shopping. An analysis is madentov how the usefulness of
online shopping influences the online purchase ofisamers based on their

demographic characteristics.

Gender, Marital Status and Area of Residence Wise @nparisons

with Perceived Usefulness.

For the purpose of comparing the construct ‘pgemkiusefulness’ with
regard to gender, marital status and area of nes@def the respondents, the

following null hypothesis and alternate hypothegese formulated;
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Ho 1. There is no significant relation between matel &male respondents with
regard to the consideration of perceived usefulnessonline shopping of

technological products.

Hil: There is significant relation between male agmdle respondents with regard
to the consideration of perceived usefulness innenshopping of technological

products.

Ho 2: There is no significant relation between unmedrand married respondents
with regard to the consideration of perceived usefs in online shopping of

technological products.

Hy 2: There is significant relation between unmariaed married respondents with
regard to the consideration of perceived usefulnessonline shopping of
technological products.

Ho 3: There is no significant relation between rusad urban respondents with
regard to the consideration of perceived usefulnessonline shopping of

technological products

Hy 3: There is significant relation between rural amdan respondents with regard
to the consideration of perceived usefulness innenshopping of technological

products.

Independent t test is used to study the signifieasfadifference in the mean
scores of various demographic characteristics ef rdspondents. The result is

presented in the table 5.57.

189



Table 5.57

Gender, Marital Status and Area of Residence Wise @nparisons with
Perceived Usefulness.

Independent .
Variable N | Mean t P Value Sig.
Male 344 | 3.5463
Female| 40| 3.5146
Gender ° 995 | 321 S r'\]'i‘f’if:ant
Total | 384 3.543( 9
Single | 131| 3.5242
i Married| 253 | 3.5527
I\g?ar;tuasl -1.391 ) .165 Si rl\lli?i::ant
Total | 384 3.543( 9
Rural 148 | 3.5597
Area of !
Residence Urban | 236| 3.5325 1.362 174 ' N?t
Total | 384 3.543( significant

Source: Survey data, Sgnificance level at 5%.

The gender wise, marital status wise and areasiflence wise comparison
of perceived usefulness on inducing the respondenfsurchase online, the table
clearly shows that there is no significant relatiamong these demographic
characteristics of the respondents. The differancine mean values of male and
female respondents, single and married respondemtd,and urban respondents is
negligible. Statistically it has no significance & level of significance as the p
values of these demographic characteristics ofréspondents arg21, .165 and
.174 respectively. Hence it can be concluded thatlithe cases the null hypothesis,
there is no significant relation between male addle respondents, unmarried and

married

respondents and rural and urban

respondemits regard to the
consideration of perceived usefulness in onlingoph, is accepted.
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Age, Income and Place of Living Wise Comparison wit Perceived

Usefulness
For the purpose of comparing the construct ‘peeskiusefulness’ with

regard to the demographic factors age, income aladepof living of the

respondents, the following null hypothesis andrafite hypothesis were formulated,;

Ho 1: There is no significant relation between agéhefrespondents with regard to

consideration of perceived usefulness in onlingoph.

H,1: There is significant relation between age of tespondents with regard to

consideration of perceived usefulness in onlingoph.

Ho 2: There is no significant relation between incarhéhe respondents with regard

to consideration of perceived usefulness in ondimepping.

H12: There is significant relation between incomehsaf respondents with regard to

consideration of perceived usefulness in onlingophy.

Ho 3: There is no significant relation between platkving of the respondents with

regard to consideration of perceived usefulnessime shopping.

H13: There is significant relation between place iving of the respondents with

regard to consideration of perceived usefulnessime shopping.

One way anova is used to study the significandeetlifference in the mean
scores of various demographic characteristics ef rdspondents. The result is
presented in the table 5.58
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Table 5.58

Age, Income and Place of Living Wise Comparison wht Perceived Usefulness.

Independent Variable N Mean F P Value Sig.

16-25 117| 3.5221
25-35 217| 3.5634 Not
3.055 .058 ianifi
Age | Above 35 50 | 3.5033 Significant
Total 384 | 3.5430
20000-40000 | 219 3.5370
40000-60000 | 153 3.5550 Not
.697 499 ianifi
Income | Above 60000 | 15| 3.5056 Significant
Total 384 | 3.5430
North 128 | 3.5500
Central Keralg 128 | 3.5212 Not
Place of 1016 363 Significant
Living South 128| 3.5534
Total 384 | 3.5430

Source: Survey data, Sgnificance level at 5%.

The age wise, income wise and place of living veemparison of perceived
usefulness on inducing the respondents to purobalsee, table 5.58 clearly shows
that there is no significant relation among thessmagraphic factors of the
respondents. The difference in the mean value e$ehdemographic factors is
negligible. Statistically it has no significance &% level of significance as the p
values are.058, .499 and .363 respectively. In all the cases filewing null
hypotheses are accepted. There is no significdatioe between the age of the
respondents with regard to the consideration otgieed usefulness in online
shopping, there is no significant relation betwdenincome of the respondents with
regard to the consideration of perceived usefuliressline shoppingand there is
no significant relation between the place of livioigthe respondents with regard to

the consideration of perceived usefulness in ordhnagping.

192



Level of Education and Occupation Wise Comparison iuh
Perceived Usefulness
A further study is made to compare the constrpetceived usefulness’ with

regard to the demographic factors education andpaton of the respondents. For
this purpose, the following null hypothesis ane@ialate hypothesis are formulated;

Ho 1: There is no significant relation between leskekducation of the respondents

with regard to consideration of perceived usefuriasonline shopping.

H11: There is significant relation between level dtieation of the respondents with

regard to consideration of perceived usefulnessmime shopping.

Ho 2: There is no significant relation between octigmaof the respondents with

regard to consideration of perceived usefulnessime shopping.

H12: There is significant relation between occupabbthe respondents with regard

to consideration of perceived usefulness in ondimepping.

One way anova is used to study the significancdiftérence in the mean

scores of demographic factors. The result is ptesen table 5.59

Table 5.59
Level of Education and Occupation Wise Comparison ith Perceived
Usefulness
. P .
Independent Variable N Mean F Value Sig.
Plus Two 54 | 3.5386
Graduation 264 3.5489 Not
Education PG 4l | 3.5183 .361 | .781 significant
Other 25 | 3.5300
Total 384 | 3.5430
Govt./Public 58 | 3.5560
Private 158| 3.5343
Business 33| 3.5328
t nt 1 . 7 Not
Occupation [S)(:J:]Estic o 2% S15 765 Signi?icant
affairs 9 3.5556
NRI's 21 | 3.5992
Total 384 | 3.5430

Source: Survey data, Sgnificance level at 5%.
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Here the comparison of demographic factors, leskleducation and
occupation with perceived usefulness on influendimg respondents to purchase
technological products online, the table reveakst thhe mean value of different
categories of level of education and occupationespondents are not significantly
different with each other. The relation in the meafue of different educationally
gualified respondents and respondents who haveréliff occupation are negligible
and it has no statistical significance at 5% sigaiit level as the P values are .781
and .765 respectively. Hence, in both cases thé mgpothesis, there is no
significant relation between the education of tespondents with regard to the
perceived usefulness in online shopping and ther®isignificant relation between
the occupation of the respondents with regard ¢opirceived usefulness in online
shopping is accepted. It can be concluded thaspective of the level of education
and occupation, the online consumers in Keralaansidering perceived usefulness
and it has a positive influence in the online passh intention of technological

products.
6. Customer Experience

Past experiences of consumers play a vital rofature decisions. In online
shopping the peoples of Kerala have only limitegesience. This experience may
vary according to their demographic relations. Aalgsis is made to check how the
experience of the consumers in online shoppingcedféheir purchase intention
based on their demographic relations.

Gender, Marital Status and Area of Residence Wise @nparison

with Customer Experience.

For the purpose of comparing the construct custaxperience with regard
to gender, marital status and area of residentleeofespondents, the following null

hypothesis and alternate hypothesis were formulated

Ho 1. There is no significant relation between matel &&male respondents with

regard to the consideration of customer experi@moaline shopping.
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H11: There is significant relation between male agmidle respondents with regard

to the consideration of customer experience innenshopping.

Ho 2: There is no significant relation between unmedrand married respondents

with regard to consideration of customer experianamline shopping.

H, 2: There is significant relation between unmari@aed married respondents with

regard to consideration of customer experiencanlme shopping.

Ho 3: There is no significant relation between rusad urban respondents with

regard to consideration of customer experiencenime shopping

H, 3: There is significant relation between rural amdan respondents with regard

to consideration of customer experience in onlmapping.

Independent t test is used to study the signifieasfadifference in the mean

scores of demographic factors. The result is ptesen the table 5.60

Table 5.60

Gender, Marital Status and Area of Residence Wise @nparison with
Customer Experience.

Independent
Variable

Male 344 | 3.7982
Gender Female| 40| 3.7229
Total 384 | 3.7904
Single | 131| 3.8003

N Mean t P Value Sig.

2599 | .010 | Significant

Marital .

status Married| 253 | 3.7852 08 426 .N_o_t
Total 384 | 3.7904 Significant
Rural 148 | 3.8226

Area of

: Urban 236| 3.7701 —
Residence 2.893 | .004 | significant

Total 384 | 3.7904
Source: Survey data, Sgnificance level at 5%.

The above statistical table shows that in the cAggender wise and area of

residence wise comparison, there is significardti@h among the male and female
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and rural and urban respondents in the consideratio experience in online
purchase as an inducing factor for making onlinecipase of technological
products. Hence the null hypothesis is rejectedthadalternate hypothesis, there is
significant relation between male and female redpats and rural and urban
respondents with regard to the consideration ottotosr experience in online
shopping are accepted at 5% significance level.n&an score of male respondents
3.7982 is higher than the mean score of femaleorefgnts 3.7229 and the mean
score of rural people 3.8226 is higher than themseare of urban people 3.776a
considering customer experience on inducing themptochase online. This
difference in the mean scores is statistically ificgmt with its p value .010, .004

respectively, derived through independent samfastt

The marital status wise comparison of customeeg&pce on inducing the
respondents to purchase online, the table cleaxlgals that there is no significant
relation among these demographic factors of theoredents. The difference in the
mean value of unmarried and married respondemeggtigible. Statistically it has
no significance at 5% level of significance as fhealue is .426. Hence, the null
hypothesis, there is no significant relation betweenmarried and married
respondents with regard to the consideration ottotmsr experience in online

shoppings accepted.

Age, Income and Place of Living Wise Comparison wht Customer

Experience

Here for the purpose of comparing the construstauer experience with
regard to the demographic factors age, income aladepof living of the

respondents, the following null hypothesis andralite hypothesis are formulated,;

Ho 1: There is no significant relation between agéhefrespondents with regard to
consideration of customer experience in online pimap
Hil: There is significant relation between age of tegpondents with regard to

consideration of customer experience in online phrap
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Ho 2: There is no significant relation between incashéhe respondents with regard
to consideration of customer experience in onlmapping.
H12: There is significant relation between incomeh& respondents with regard to
consideration of customer experience in online pivap
Ho 3: There is no significant relation between platkving of the respondents with
regard to consideration of customer experiencanime shopping.
H,3: There is significant relation between place iving of the respondents with
regard to consideration of customer experiencanlme shopping.

One way anova and post hoc tests are used to #hedgignificance of
difference in the mean scores of demographic factdhe results of the tests are

presented in table 5.61

Table 5.61

Age, Income and Place of Living Wise Comparison wht Customer Experience

Independent Variable N Mean F P Value Sig.

16-25 117| 3.7877
25-35 217| 3.7919
021 | 979 | ¢ N.‘f’.t
Age Above 35 50 | 3.7900 ignificant
Total 384 | 3.7904

20000-40000| 21 3.7724
40000-60000f 153 3.806
Income | Above 60000| 15| 3.8889

=

4.219 .015 Significant

Total 384 | 3.7904
North 128 | 3.8000
Central Kerala 128 | 3.8045 Not
Place of 1.699 184 Significant
Living South 128| 3.7674
Total 384 | 3.7904

Source: Survey data, Sgnificance level at 5%.

The income wise comparison of the respondentsadurcing them to online

purchase of technological products with regard ust@amer experience, the table
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shows that there is significant relation among tégpondents at 5% significance

level.

The mean score of 20000-40000, income group 7323, 40000-60000
income group is 3.8061land above 60000 income geH8889. The One-Way
ANOVA f test shows the p value less than 5% andveals that there is significant
relation in the consideration of customer experehyg different income groups on
inducing them to purchase online. Hence the nufiotiyesis is rejected and the
alternate hypothesis, there is significant relabetween income of the respondents
with regard to customer experience in online shogpis accepted. A further
analysis is made with the income of the respondeiits Tukey Post Hoc Test for
Multiple comparisons to check which income categsrgonsidering the customer

experience more compared to other income groups.

Table 5.62

Post Hoc Tests- Income
Multiple Comparisons
Dependant variable: Customer Experience

Age Income |Mean Relation Std. Erron Sig.
40000-6000¢  -.03372 .01831 |.157

20000-4000(
Above 60000 -.11651 .04627 |.033
20000-4000¢ .03372 .01831 |.157

40000-6000(
Above 60000 -.08279 .04688 |.183
20000-4000( 11651 .04627 |.033

Above 6000(
40000-6000( .08279 .04688 |.183

Source: Survey data, Sgnificance level at 5%.

Here, from the above multiple comparisons talilés iclear that the mean
value of income group 20000-40000 (3.7724) is dast mean score compared to
other age group of the study. The multiple compasstable shows that it is
significantly different from the mean value of ako§0000 income groups. So, it
can be concluded that compared to the 20000-400€fme group, above 60000
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income group consumers in Kerala are considerirar taxperience in online
shopping as a strong factor which influence theinenlpurchase intention of

technological products.

The age wise and place of living wise comparisbcugtomer experience on
inducing the respondents to purchase online, thie @early shows that there is no
significant relation among these demographic factof the respondents. The
difference in the mean value of these demogra@utofs is negligible. Statistically
it has no significance at 5% level of significare® the p value is .979 and .184
respectively. Hence, here in these cases the gpbthesis, there is no significant
relation between age of the respondents with reg@mrcbnsideration of customer
experience in online shoppirand there is no significant relation between trael
of living of the respondents with regard to the sideration of customer experience
in online shopping is accepted.

Level of Education and occupation wise comparisonitih customer

experience

It is attempted to compare the construct ‘custoexg@erience’ with regard to
the demographic factors, level of education andipation of the respondents. For
this purpose, the following null hypothesis andemdate hypothesis were

formulated;

Ho 1: There is no significant relation between leskekeducation of the respondents

with regard to consideration of customer experianamline shopping.

H11: There is significant relation between level dtieation of the respondents with

regard to consideration of customer experiencanlime shopping.

Ho 2: There is no significant relation between octigmaof the respondents with
regard to consideration of customer experiencanlime shopping.

H12: There is significant relation between occupabbthe respondents with regard
to consideration of customer experience in onlimgpping.
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One way anova test is used to study the signifieanot difference in the

mean scores of demographic factors. The resutesgnted in table 5.63 below;

Table 5.63

Level of Education and occupation wise comparison il customer experience

Independent Variable N Mean F VaITue Sig.
Plus Two 54 3.7762
Graduation 264 3.8059

Education | PG 41 | 3.7378
Other 25 | 3.7433 2.686 | .056 Sigmﬁéam
Total 384 | 3.7904
Govt./Public 58 | 3.7529
Private 158| 3.78885
Business 33| 3.7652

Occupation Student 105/ 3.8103
Domestic 9 | 3.8426| 1.283| .270 Not
affairs Significant
NRI's 21 | 3.8254
Total 384 | 3.7904

Source: Survey data, Significance level at 5%.

The comparison of demographic factors, level afcation and occupation
with customer experience on influencing the respoiglto purchase technological
products online, table 5.63 reveals that the medmevof different categories of the
level of education and occupation of respondergsat significantly different with
each other. The difference in the mean value demdiht educationally qualified
respondents and respondents who have differenpation are negligible and it has
no statistical significance at 5% as the P valu®@36 and .270 respectively. Hence,
in both cases the null hypothesis, there is noifsignt relation between the
education of the respondents and occupation ofréspondents with regard to

customer experience in online shopping are accepted
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7. Personality of the Consumer

How a person reacts to a particular situation stesy shows his personality.
As online shopping is a new mode of shopping, pasty of the consumer also
plays a vital role in adapting this style of shappi Personality may vary from
person to person. The demographic differences ofswmers may have huge
influence on their personality. An analysis is madestudy the relationship of
personality of the consumers and intention to pasehonline based on their
demographic differences.

Gender, Marital Status and Area of Residence Wise @nparison

with Personality of the Consumers.

For the purpose of comparing the construct ‘peabgnof the consumer’
with regard to gender, marital status and areaesidence of the respondents, the

following null hypothesis and alternate hypothegese formulated;

Ho 1. There is no significant relation between matel &male respondents with

regard to consideration of personality of the comsuin online shopping.

Hil: There is significant relation between male agmdle respondents with regard

to consideration of personality of the consumaeniine shopping.

Ho 2: There is no significant relation between unmedrand married respondents

with regard to consideration of personality of do@msumer in online shopping.

Hy 2: There is significant relation between married anmarried respondents with

regard to consideration of personality of the comsuin online shopping.

Ho 3: There is no significant relation between ruaad urban respondents with

regard to consideration of personality of the comsuin online shopping

Hy 3: There is significant relation between rural amdan respondents with regard

to consideration of personality of the consumewnhne shopping.

Independent t test is used to study the signifieasfadifference in the mean

scores of demographic factors. The result is ptesen table 5.64 below;
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Table 5.64

Gender, Marital Status and Area of Residence Wise @nparison with
Personality of the Consumers.

Independent .
Variable N Mean P Value Sig.
Male 344 | 3.7558
Gender Female 40 3.7792 -.363 .716 . N.O.t
Significant
Total 384 | 3.7582
Single 131| 3.8117
Marital Married | 253 | 3.7306| 1.969 | 050 | .. 'Not
status Significant
Total 384 | 3.7582
Rural 148 | 3.7128
Areaof o0 | 236| 3.7867 -1.840| 067 | . NOt
Residence significant
Total 384 | 3.7582

Source: Survey data, Sgnificance level at 5%.

The gender wise, marital status wise and areasiflence wise comparison

In all the cases the null hypothesis, there isigaificant relation between

online shopping are accepted.
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of personality of the consumer on inducing the oesients to purchase online, the
table reveals that there is no significant relatomong these demographic factors of
the respondents. The difference in the mean valtiesale and female respondents,
single and married respondents, rural and urbamporeients is negligible.
Statistically it has no significance at 5% level sagnificance as the p values are
.716, .050 and .067 respectively.

male and female respondents, unmarried and maresgondents and rural and

urban respondents with regard to the consideratigrersonality of the consumer in




Age, Income and Place of Living Wise Comparison wht Personality

of the Consumer

For the purpose of comparing the research constpgrsonality of the
consumer’ with regard to the demographic factoes agcome and place of living of
the respondents, the following null hypothesis aiternate hypothesis were

formulated;

Ho 1: There is no significant relation between ag¢hefrespondents with regard to

consideration of personality of the consumer inr@nshopping.

Hil: There is significant relation between age of tegpondents with regard to

consideration of personality of the consumer inr@nshopping.

Ho 2: There is no significant relation between incashéhe respondents with regard

to consideration of personality of the consumaeniine shopping.

H12: There is significant relation between the incarhéhe respondents with regard

to the consideration of personality of the consumemline shopping.

Ho 3: There is no significant relation between platkving of the respondents with

regard to consideration of personality of the comsuin online shopping.

H,3: There is significant relation between place iving of the respondents with
regard to consideration of personality of the comsuin online shopping.

One way anova and post hoc tests are conductdddy the significance of
difference in the mean scores of demographic factdhe results of the tests are

presented in table 5.65 below;
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Table 5.65

Age, Income and Place of Living Wise Comparison wht Personality of the
Consumer

Independent Variable N Mean F P Value Sig.

16-25 117| 3.8120
25-35 217| 3.7419 Not
1.858 | 157 | oo
Age Above 35 50 | 3.7033 ignificant
Total 384 | 3.7582

20000-40000 | 216 3.794
40000-60000 | 153 3.728
Income | Above 60000 15| 3.5444

O

WJ

3.761 .024 Significant

Total 384 | 3.7582
North 128 | 3.6529
Central Kerala 128 | 3.7955
Place of 9.675| 000 | oo o
Living South 128| 3.845(Q ignifican
Total 384 | 3.7904

Source: Survey data, Significance level at 5%.

The age wise comparison with personality of tbescmer on inducing the
respondents to purchase online, the table revieatshere is no significant relation
among this demographic factors of the respondértis. difference in the mean
values of different age groups are negligible as ghvalue .157 is well above 5
percent level of significance. Hence the null hyyesis is accepted.

The income and place of living wise comparisontled respondents, on
inducing them to online purchase of technologicabdpcts with regard to
personality of the consumer, the table shows tiexetis significant relation among

the respondents in considering their personalifatsignificance level.

The mean scores of 20000-40000 income group.7840, 40000-60000
income group is 3.7288 and above 60000 income gio@b444. The mean score
of respondents of north region is 3.6529, centaat pf Kerala 3.7955 and southern
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region is 3.8450. One-Way ANOVA f test shows theafue less than 5% (.024 and
.000 respectivelyand it reveals thathere is significant relation in the consideration
of personality of the consumer by different incogreups and people of different
parts of Kerala on inducing them to purchase onlihence the null hypothesis is
rejected and the alternate hypothesis, there msfgignt relation between the income
of the respondents with regard to the personafith® consumer in online shopping
and there is significant relation between the @aufeiving of the respondents with
regard to the consideration of personality of tlk@sumer in online shopping is

accepted.

Further analysis is made to test the income efréspondents with Tukey
Post Hoc Test for Multiple comparison to check \hincome category have
considering the personality of the consumer morepared to other income groups.

Table 5.66
Post Hoc Tests- Income
Multiple Comparisons

Dependant variable: Personality of the consumer

Income Income |Mean Relation Std. Erron Sig.

40000-6000(  .06522 .04031 |.239
Above 60000 .24954 .10185 |.039
20000-4000(  -.06522 .04031 |.239
Above 60000  .18431 110320 |.176
20000-4000( -.24954 .10185 |.039

40000-6000¢ -.18431 .10320 |.176
Source: Survey data, Sgnificance level at 5%.

20000-4000(

40000-6000(

Above 6000(

From the above multiple comparisons table itleaicthat the mean relation
of income group 20000-40000 to 40000-60000 and @@uWO0 to Above 60000
are not significant but the mean relation of incomeup 20000-40000 is

significantly differs from the Above 60000 incomeogps as the p value shows a
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value of below 5% (.039). So, it can be conclude for the Above 60000 income
groups, their personality does not influence much tieeir online shopping of

technological products.

The relation in the place of living of the resdents have also significantly
influencing them in online purchase of technolobmaducts. The post hoc test of
multiple comparisons table shows that the meartioelaf north region to Central
part of Kerala and southern region is significanb% level of significance as the p
value is .008 and .000. The personality factor da#snfluence much the people of
north region on inducing them to purchase onlinmgared to the people who were

residing at Central part of Kerala and southerioreg

Table 5.67
Post Hoc Tests- Place of Living
Multiple Comparisons
Dependant variable: Personality of the consumer

Place of Living Place of Living Mean Relation ESrtrcci).r Sig.
North Central part of Keral -.14258| .04751.008
or
South -.19209| .04548.000
Kerala South -.04951 .04877.568
North 119209 | .04548.000
South
Central part of Keral .04951] .04877.568

Source: Survey data, Sgnificance level at 5%.

Level of Education and Occupation Wise Comparison iuh

Personality of the Consumer

Further analysis is made to compare the constipetsonality of the
consumer’ with regard to the demographic factovellef education and occupation
of the respondents. For this purpose, the follownd hypothesis and alternate
hypothesis were formulated;
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Ho 1: There is no significant relation between levalgducation of the respondents

with regard to consideration of personality of to@sumer in online shopping.

Hi1: There is significant relation between levelseducation of the respondents

with regard to consideration of personality of do®msumer in online shopping.

Ho 2: There is no significant relation between octigmaof the respondents with

regard to consideration of personality of the comsuin online shopping.

H12: There is significant relation between occupabbthe respondents with regard

to consideration of personality of the consumewnhne shopping.

One way anova test is conducted to study thefsignice of difference in the

mean scores of demographic factors. The resutesgnted in table 5.68 below;

Table 5.68

Education and Occupation Wise Comparison with Persaality of the Consumer

. P .
Independent Variable N Mean F Value Sig.
Plus Two 54 | 3.7654
Graduation 264 3.7765%
Education | PG 41| 371985 1536 | 205  NO
significant
Other 25 | 3.6133
Total 384 | 3.7582
Govt./Public 58 | 3.6753
Private 158| 3.7574
Business 33| 3.7424
il
Occupation Student 105] 3.836% 1.838 | .104| .. N.?.t
Domestic Significant
. 9 3.6111
affairs
NRI's 21 | 3.6905
Total 384 | 3.7582

Source: Survey data, Sgnificance level at 5%.
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The comparison of demographic factors, level afcation and occupation
with personality of the consumer on influencing thespondents to purchase
technological products online, the table reveakst thhe mean value of different
categories of level of education and occupationespondents are not significantly
different with each other. The relation in the meafue of different educationally
gualified respondents and respondents who haveréliff occupation are negligible
and it has no statistical significance at 5% sigaiit level as the P values are .205
and .104 respectively. Hence, in both cases thé mgpothesis, there is no
significant relation between the education of thgpondents and occupation of the
respondents with regard to the personality of tiesamer in online shopping are

accepted.
5.7. Comparison of Research Constructs in Inducinguying Online

As discussed in the earlier part, seven reseamtstuicts have been
developed to study the online purchase intentiotectinological products among e
shopping consumers in Kerala. A number of varialtilage been identified and
tested with various statistical tools under eachstwoicts and their influence on
online purchase intention have studied in detathim previous parts of this study.
Now an attempt is made to compare these researtstraots with its mean and
standard deviation and assign ranks on its abibtyinfluence the purchase of

technological products among e shopping consumefgiala.

Table 5.69
Comparison of Research Constructs in Inducing Buyig Online
SI No. | Research construct N| Mearstd. Deviation| Rank
1. | Company Attribute 3844.034| 0.224 1
2. | Perceived Ease of Use 383.818| 0.181 2
3. | Customer Experience 3843.790| 0.175 3
4. | Personality of the CustomeB84 | 3.758| 0.384 4
5. | Product Attribute 384 3.675| 0.195 5
6. | Perceived Usefulness 3848.543| 0.191 6
7. | Perceived Risk 3843.240| 0.278 7

Source: Survey data.
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The table shows that, considering the total effewtards the purchase when
buying technological products online, the constroompany attribute (CA) was
found to be the strongest influencing factor witighest mean value of 4.034,
followed by perceived ease of use (PEU), custompemrence (CE), personality of
the consumer (PC), product attributes (PCA), peexkiusefulness (PU) and

perceived risk (PR) respectively.

5.8. Major Suggestions Pointed Out by the Respondenin the

Survey.

The respondents are asked to make their suggestimhopinions other than
what they are asked in the survey. Separate coammgiven to them to make their
comments. Some of the major suggestions pointedyumost of the respondents

which are relevant in this study are given belowaiole 5.70.

Table 5.70

Suggestions of the Respondents

Sl. .
No. Suggestion frequency
Government should take necessary steps to intratoce
1. . 235
flexible data pack.
2 Government should take necessary steps to overtteme 28
"I network issues
Government should take necessary steps to redaqeitie of
3. : : 135
computers, mobile phones and internet modem.
4 Government should take necessary steps to reghkate 93
"| fraudulent sites.

Source: Survey Data.
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5.9. Conclusion

This chapter presented and explained in detalitath® analysis done based
on the collected data through online and offlinevey. SPSS software was used to
conduct the necessary analysis for achieving thectibes. All the valid responses
were entered in to an excel sheet and uploademltimet SPSS. The objectives of the
study were tested in two parts of this chapter. flilsé part of this chapter analyzes
the online experience of the respondents basedhenohline spending habits,
number of online purchases made in a year, desee to make online purchase
and the period the consumers have to wait for #levety of the products. The
second part of this chapter analyzes the relathmortance of influencing factors of
online purchase in Kerala. The Frequency and p&genof the data based on the
demographic factors of the respondents are exttderst. Crosstab analysis is used
to present the data to show the interaction effettveen variables. A total of
seventy variables are tested under seven constiudisis chapter. The relative
importance of each variable under different corstrus presented based on their
mean values. The research constructs are checkbdhel demographic factors of
the respondents to find its effect on online pusehdecision. The significance of the
mean relation is interpreted with the help of apuare test, independent sample t
test, one way anova, binomial test and robustafestjuality of means. The research
constructs are ranked on the basis of their me&mesao show its influence in
online purchase among e shopping consumers in &efak results of this analysis

are presented and discussed in detail in the exiter as findings and suggestions.
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6.1. Introduction

This chapter, presents a brief summary of thearekestudy, major findings
drawn from the data analysis reported in the previchapter, suggestions based on
the research findings and finally briefed the casmn of the study on various
factors influencing online shopping intention otheological products in Kerala.

This chapter also discusses the scope for furdssarch.
6.2 Summary of the Study

Online shopping is a fast growing mode of retgilin the modern of world
of marketing. It allows a consumer to buy goods senices directly from the seller
over the internet by using a web browser. Consurcanseasily find their products
of interest by putting search in the shopping sdésny of the online vendors.
Nowadays hundreds of online retailers are doingniess in India including both
international and national companies. An onlinerestallows the consumers to
browse for various range of products and servi¢esen by it, view the image of
the products, specifications and price. A custogats enough time to compare and

judge the products and to make a decision to bugawe.

A customer must have an access to the interneaatadid mode of payment
in order to execute an online transaction. The aten of internet all over India
really helped in the growth of this form of retadi Now the internet access is very
much possible in both rural and urban parts ofdbentry. The speed of internet
browsing has also improved a lot and now it readbetl> level. The emergences of
low price smart phones have also boosted the usetainet and thereby online

shopping has become popular even among the ordiocaigumers.

The study is spread over six chapters. The finsipter provides the basic
outline of the research study. This chapter staits research background which
explains the introduction about online marketingl ats growth, penetration of
internet and gaps in the literature about onlineketing studies, research problem
and objectives, research methodology, scheme o#tilety etc. Reasons to select
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technological products as the target products far present research are also

reported.

The research problem of the study was developedigh the gaps found in
the literature and interactions with the online siomers. The major research
problem addressed in the study wabat are the important factors that influence

the purchase of technological products among the e shopping consumersin Kerala.

The specific objectives of the study are:

1. To identify the online shopping procedure and thetdrs influencing online
shopping.

2. To analyze the experience and intention of conssintewards online
purchase.

3. Explore the relative importance of factors that amage or discourage

consumers from buying technological products online

4, To analyze the demographic differences among théneorbuyers in
considering the influencing factors of e shopping.

5. To identify the influence of various devices usednline purchase habits of

consumers in Kerala.

The justification for the research is expresseaugh its theoretical and
practical contributions to the world of online metikg in India. The methodology
of the study is also presented here in brief. Ragacollected from both primary and
secondary sources. Both online and offline questioe are used for collection of
data from the respondents. The limitations of #search are also presented in this

section.

The second chapter reviews the available liteeatilrout online marketing.
Various journals, articles, thesis and dailiesraxgewed for the benefit of the study.
National and international publications are takenta consideration as online
shopping is an international topic of study. Gap#he literature were identified here
in this section to move forward with this study.€Tliterature review is done on the

basis of different aspects of online marketing.fé&dnt literature about internet
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marketing, its scope and challenges, its penetratiolndian market, online and
offline purchase decision making among consumerdin®@ payment issues,
characteristics of online buyers and key driversénoian online marketing etc. are
taken in to consideration. Different behaviorakmtion theories such as Theory of
reasoned action, Theory of planned behavior andhfi@ogy acceptance model are
also reviewed. Strength and weakness of each ttageriglentified and finally a new
model is developed by using the factor of Technplagceptance Model (TAM) of
Davis together with suitable additional factors ided from the literature was
chosen as the basis for this research. Seven gotsstnamely company attribute,
product attribute, perceived risk, perceived eabeuse, perceived usefulness,
customer experience and personality of the consaneensed to test the relationship
with consumers’ intention towards buying technatadjiproducts online in Kerala.

The researcher made an attempt to provide an\oger about the online
shopping profile in India through the third chaptdihe major online shops
providing services in India, the online shoppinggadures and its steps, and most
importantly the safety measures to be taken whi&ing an online purchase are
briefly explained. Finally, a brief explanationcaib the procedure to be followed to
set up an online business is also presented inctlapter. Flipkart is taken as a
model to explain the online purchase procedure. Jieps are discussed in this

chapter with screen shots of each window while mgkihe online purchase.

The fourth chapter explains the methodology of go@ntitative research,
used for collecting the information and analyzihg tlata. This chapter started with
explaining the research design. The researcher dam® a conclusion that
descriptive research is the most appropriate defigthis study about the online
purchase intention of technological products amtiveggye shopping consumers in
Kerala. Then this chapter explains the developnoérthe questionnaire to collect
data from the respondents and its structuring. jUséification about the data
collection method both online and offline, usedthis study are also discussed in
this chapter. Both primary and secondary sourcesuaed to collect the desired

information. A questionnaire prepared with Googlent is used for online survey
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and an offline questionnaire is also prepared tlecoprimary data from the sample
respondents who were users of internet for puralgasichnological products online
at least once. Secondary data have been collemted different books, journals,
periodicals, websites and research publicationsSample design and computation
of sample size are also explained in detail. Mstlige sampling technique was used
for selecting sample consumers. The entire pomuadi Kerala has been divided
into three zones i.e.; North, Middle and South. Qhstrict has been selected
randomly from each zone i.e.; Malappuram from NoEmakulum from Middle
and Trivandrum from South. The study is restridtedn age group of 16 and above
under the assumption that these age groups arg usiernet and technological

products more often.

A pilot study was conducted among the respondentsst the reliability of
the questionnaire and it is checked with Cronbadifa. A revised questionnaire
was then prepared on the basis of the pilot staedylts. The statistical tools used to
test the collected data like chi square test; ieddpnt t test, one way anova etc. are

also mentioned in this chapter.

The fifth chapter presents the statistical analgdithe collected data based
on the objectives set by using appropriate tool$ ehniques in two parts. The
analysis is done with the help of Microsoft Excetie&EPSS software. The first part
of this chapter analyses the demography of theorefgnts and their online purchase
habits. Gender, age, sex, marital status, educadtioame, place of living and area
of residence of the online buyers of technologmalducts in Kerala are checked
here. Crosstab analysis is also used to check dlaianship between various
demographic factors of the respondents. Chi sqtests are used to check the

significance at 5% level.

The second part of the analysis is based on tlatioreship between the
demographic factors of the respondents with theameh constructs developed.
Company attribute, product attribute, perceivell, perceived usefulness, perceived
ease of use, customer experience and personalitiyeotustomer are the various

constructs developed for this purpose. All variabhleder each research construct
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are also checked separately with the help of meanstandard deviation. Various
statistical tools like independent t test, One Wwapva, binomial test and robust test

of equality of means etc are used to check thdtrekthe study.

The sixth chapter contains a brief summary ofrésearch study by briefing
the contents of each chapter. Findings of the sardl suggestions based on these
findings and conclusions of the study are also ntepoin this chapter. This chapter

also presents the recommendations for further relses in the related area of study.
6.3 Findings of the Study

The review of literature and statistical analysithe data collected from the
online consumers through questionnaire survey fedeaome interesting and
important findings about online purchase of techgmlal products in Kerala. The

major findings of the study are classified in totsections namely
1. General findings.

2. Relative importance of factors that encourage scalirage consumers from

buying technological products online.

The findings under each section are briefly palntait in the following

pages of this thesis.
6.3.1. General Findings

6.3.1.1. Demographic Influences on Online Purchasein Kerala

. The future of online business in Kerala seems tedog promising.
0 It is found that majority of the online buyers (8yéte aged below 35
years.
o] Students are also showing a considerable amountesest (21.3%)
in this area.

o] Majority of the present online buyers (77.6%) hasleown their
positive intention and willingness to buy onlinefuture also.
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o] Majority of the present online buyers are (69.8%ady to
recommend their friends and relatives to buy online

The male population of Kerala is showing more iesérin buying

technological products online (89.6%).

Level of Education of the consumers plays a vitdé 1in inducing them to

purchase online. A major part (79.5%) of onlinesamers have graduation

and above as their educational qualification.

On the basis of the occupation of the online byydrese who work in

private sector are showing more interest (41.1%puging technological

products online in Kerala.

Students are showing more interest in online pwehamong the female

buyers.

Magnitude of income of the consumers do not haweiaftuence in buying

technological products online.

The people of north region are showing more intereonline shopping

compared to other regions of Kerala.

Urban people are purchasing more through onlingpslompared to rural

people. It may be because of the availability apeled of the internet and

usage of smart phones and laptops.

6.3.1.2. Device Used to Access the I nternet and Making Online Purchase.

The emergence and popularity of smart phones hageeat influence on
online shopping habits among consumers in Kerd@ Study reveals that
among the online buyers in Kerala, a majority of7€4 were using their
Smartphone for accessing the internet and makitigeopurchase.

Consumers above 35 years old are preferring laptopsnaking online

purchase.

The government employees prefer to use their |laptqpivate sector
employees, respondents working abroad, house \eivéstudents are using

their smart phones more frequently for online paseh Business people are
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using laptops and smart phones almost in the samwenen for online

purchase.
6.3.1.3. Timerequired for Completing an Online Purchase

. Online shoppers take just above half an hour topteta an online purchase
in Kerala irrespective of their demographics.

. Female consumers are taking more time to compftetsnne purchase than
male consumers in Kerala.

. The age wise study also reveals that those aboye&Ss old take more time

to complete an online purchase compared to otheegemups.
6.3.1.4. Other General Findings

. Majority of the consumers (70.3%) are making tratine purchase from
their home or any private places except the busipesple.

. Technological products are the most popular praduct online market.
Fashion products, travel services and financialises come in the next

ranks among the online buyers of Kerala.

. Online shopping habits are showing an increasirendir among the
consumers in Kerala. The survey result shows t5% of the online
buyers are making more than three shopping a year.

. Mobile, computer and its accessories are the mogtlpr products in the

technological product category of online markeiimé(erala.

. An average of eight days is taken to get the defied the online products.
In the urban area it is only less than seven daysin rural area it is more
than nine days on an average. Region wise, nortfegion is taking more
days to get the delivery of online products comg@arethe central part of

Kerala and southern region.
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6.3.2. Relative importance of factors that encourage or discourage consumers

from buying technological productsonline.
6.3.2.1. Influence of Company Attribute

. The online consumers are seriously consideringthedl attributes of the
company analyzed in the survey, before making thechase of
technological products through online. The onliempany which offers
delivery of the products at the local place of eoners and familiar to them
is the most rated influencing factor under compattyibute in online
marketing. Consumers are also influenced with tfter asale service,
physical address and the history of the companyrbemaking their
purchase.

. There is significant difference among the male tamale consumers in the
consideration of company attribute as an inducexgdr for making online
purchase of technological products. The male coessirare keener about
company attribute before making online purchase.

. There is no significant difference among the mhbarstatus of the online
consumers in the consideration of company attrilmtenducing purchase

online.

. There is no significant difference among the raadl urban consumers in

consideration of company attribute on inducing themurchase online.

. There is significant difference among the age bé tconsumers in
consideration of company attribute. The young cores in Kerala aged
between 25-35 are considering company attributeenasr a strong factor
which influence the online purchase intention ofhteological products

compared to other age groups.

. There is no significant difference among the onlte@sumers of Southern
region, central part of Kerala and northern regiorthe consideration of

company attribute on inducing them to purchasenenli
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. There is no significant difference between the mep education and
occupation of online consumers in the consideratiocompany attribute on

inducing them to purchase online.
6.3.2.2. Influence of Product Attribute

. The online consumers are positively influenced bgnd name of the
product, product offering good value for money, dqucs having latest
technology and the product information availablette sites, in online

marketing.

. Consumers are not at all attracted by the endorsenfeproducts by the
celebrities and also not interested in productsciwvhare available only

through internet market.

. There is no significant difference between the germd online consumers in

the consideration of product attribute on indudimgm to purchase online.

. There is no significant difference between the lewé# education of online
consumers in the consideration of product attriboteinducing them to

purchase online.

. There is no significant difference between the memf online consumers in

the consideration of product attribute on indudimgm to purchase online.

. There is no significant difference among the raadl urban consumers in

the consideration of product attribute on indudimgm to purchase online.

. There is no significant difference among the onlte@sumers of Southern
region, central part of Kerala and North regiontire consideration of

product attribute on inducing them to purchasenanli

. There is significant difference between maritatustaof online consumers in
considering product attribute on inducing onlinergmase. Unmarried
consumers are showing more interest in the ategof the product when
buying technological products online.
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There is significant difference between age ofdbesumers in considering
product attribute on inducing online purchase. h&ge groups are showing
more interest in the attributes of the product wheaking online purchase

decision compared to other age groups.

There is significant difference between the ocdgpadf the consumers in
considering product attribute on inducing onlinergliase. Students and

people working abroad are keener about the atasoot online product.

6.3.2.3. Influence of Risk Factor

Online consumers in Kerala are happy with the werioption of payment in
online shopping especially cash on delivery ang thave to pay only the
agreed amount of money. They are also happy viiéh Home delivery

system.

Risk factor is one of the serious obstacles inneninarketing in Kerala.
Consumers are highly concerned about the risk okiveng products
different from what is being ordered, receiving quot later than expected
date, return process if not satisfied with the piid misuse of personal
information and security issue in payments throdghit cards. Consumers
were also not sure about the quality of the prodsajuaranteed and money

back guarantee if not satisfied with the products.

There is no significant difference between the germd online consumers in

consideration of risk factor on inducing them toghase online.

There is no significant difference between the lewé education of online
consumers in the consideration of risk factor afuging them to purchase

online.

There is significant difference between the marisdhtus of online
consumers in considering risk factor on inducindinen purchase. The
unmarried consumers are showing more capacity afritg risk when

buying technological products online.
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. There is significant difference between the agetltd consumers in
considering risk factor on inducing online purchaté-25 age groups are
showing more courage to bear the online shoppsigwihen making online

purchase decision compared to other age groups.

. There is no significant difference among the raadl urban consumers in

the consideration of risk factor on inducing thenptirchase online.

. There is significant difference between the lewél;icome of the consumers
in considering risk factor on inducing online puash. As the income
increases the capacity of bearing online purchése also increases. Rs
60000/- and above income groups are showing moueage to bear the

online shopping risk compared to other income gsoup

. There is no significant difference among the onlte@sumers of Southern
region, central part of Kerala and North regiorthe consideration of risk

factor on inducing them to purchase online.

. There is significant difference between the ocdgpadf the consumers in
considering risk factor on inducing online purchaSéudents and people
working abroad are showing more courage to beaotiiee shopping risk
compared to other job groups.

6.3.2.4. Influence of Ease of Use of Online Marketing

. The online consumers are very much influenced thghease of use of the
online shopping system. They feel that the onlinecipase procedure, ‘log
in” on to home page is simple and easily understaled They are happy
with the information searching system, online oirgrlay out, picture

display and character font size about the shopgiteg.

. The online consumers strongly feel that to go fadine purchase, they need

enough information about the product in the sitenike a positive decision.
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There are no significant differences between thelgeof online consumers
in the consideration of ease of use of online shmppn inducing them to

purchase online.

There is no significant difference between the lewé education of online
consumers in the consideration of ease of uselofeoshopping on inducing

them to purchase online.

There is no significant difference between the tahrstatus of online
consumers in considering ease of use of onlineghgmn inducing online

purchase.

There is significant difference between the agetltd consumers in
considering ease of use of online shopping on imduonline purchase.
Below 35 age group consumers in Kerala are corieglezase of use in
online shopping as a strong factor which influertike online purchase
intention of technological products.

There is no significant difference among the raadl urban consumers in
Kerala in considering ease of use of online shapmn inducing them to

purchase online.

There is no significant difference between the Ievef income of the
consumers in considering ease of use of onlineghgmn inducing online

purchase.

There is significant difference among the onlinexstomers of Southern
region, central part of Kerala and North regiornhe consideration of ease of

use of online shopping on inducing them to purclusdme.

There is no significant difference between the pation of the consumers

in considering ease of use of online shopping danding online purchase.
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6.3.2.5. Influence of Online Marketing Usefulness.

. The online consumers in Kerala are satisfied whth @isefulness of online
shopping system. Convenient shopping, from wheee and when ever they
wish and they do not want to waste time for tranglko shops are the most
useful and inducing factors in online marketing tbe consumers to buy

online.

. Online consumers are also very much influenced i usefulness of
online marketing like, the rich information provilehe discounts and lower
price for products. Consumers strongly feel thdinenshops offering wide

range of technological products of different compan

. There are no significant differences between geonél@nline consumers in
the consideration of usefulness of online shoppnginducing them to

purchase online.

. There is no significant difference between the lew# education of online
consumers in the consideration usefulness of ordhmegping on inducing

them to purchase online.

. There is no significant difference between the tahrstatus of online
consumers in considering usefulness of online singppn inducing online

purchase.

. There is no significant difference between the aijeconsumers in

considering usefulness of online shopping on inayoinline purchase.

. There is no significant difference among rural amthan consumers in
Kerala in considering usefulness of online shoppamginducing them to

purchase online.

. There is no significant difference between the Ievef income of the
consumers in considering usefulness of online singppn inducing online

purchase.
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. There is no significant difference among the onlte@sumers of Southern
region, central part of Kerala and North regiorcamsideration of usefulness

of online shopping on inducing them to purchasénen|

. There is no significant difference between occupabf the consumers in

considering usefulness of online shopping on inayoinline purchase.
6.3.2.6. Influence of Online Experience

. The past customer experience in online shoppinwstzopositive support to
the future decision of going online for buying teological products in
Kerala.

. They find it easy to compare the desired and ecaramroducts in online
shops; find newly launched products which are natlable in their local
market and also feel that the online shopping héfsn to save their

shopping time.

. Consumers have the experience that, expertisegliskrianguage is not at
all a barrier in doing online shopping. Consumes \zery much satisfied
with the time they were getting in online shoppbefore taking a decision

of purchase.

. They do not have any hard feeling if not making aarchase even after
spending more time in online shopping site. Theyndd have to bother

about the comments of sales man.

. The consumers are not satisfied with the demomnstraf product like in the

traditional marketing and also about the price hanigg.

. There is significant difference among the male &male consumers in
considering online experience on inducing onlinecpase. Male consumers

are more satisfied with the online experience.
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. There is no significant difference among the unmdrrand married
consumers in considering online shopping experiemtanducing online

purchase.

. There is significant difference among the rural amban consumers in
considering online experience on inducing onlinepghing. The rural

consumers are feeling better experience in onhopging.

. There is no significant difference among the ageosisumers in considering

online shopping experience on inducing online paseh

. There is significant difference among the levelirmfome of consumers in
considering online experience on inducing onlin@pging. The higher

income groups are more satisfied with online exgrexe.

. There is no significant difference among the corsnsnof Southern region,
Central part of Kerala and North region in condmgronline shopping

experience on inducing online purchase.

. There is no significant difference among the lewéleducation of the
consumers in considering online shopping experiemtanducing online

purchase.

. There is no significant difference among the octiopal difference of the
consumers in considering online shopping experiemtanducing online

purchase.
6.3.2.7. Influence of Personality of the Consumer

. Personality of the consumers is positively influagconline shopping
among the consumers of Kerala. The people in Kexéla are trendy and
fashionable, good in English language, have thi isksurfing the internet
and doing it frequently and like to use latest texbgy are a high possibility

in going online for purchase of technological prot$u
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There is significant difference between the lewélsmicome of the consumers
in considering personality on inducing them to pase online. For the
>60000 income groups, their personality does nftftence much on their

online shopping of technological products.

There is no significant difference between the germd online consumers in

the consideration of personality on inducing therpdrchase online.

There is no significant difference between the tahrstatus of online

consumers in considering personality on inducinigherpurchase.

There is no significant difference between the lew# education of online
consumers in the consideration of personality @luagmg them to purchase

online.

There is significant difference among the consunwr$Southern region,
Central part of Kerala and North region in condiagrpersonality on
inducing online purchase. The personality factasoot influence much the
people of North region on inducing them to purchaskne compared to the

people who were residing at Central part of Keeald Southern region.

There is no significant difference between the ageconsumers in

considering personality on inducing online purchase

There is no significant difference among the raadl urban consumers in
Kerala in considering personality on inducing thienpurchase online.

There is no significant difference between the pations of consumers in

considering personality on inducing online purchase

6.3.2.8. Compar ative I nfluence of Resear ch Constructs

Company attribute is the highest ranked and mdhtencing construct for

online buyers in Kerala to go for online purchase.
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. Risk factors involved in the online business isategly influencing the
online buyers in Kerala and it is still hinderingnsumers to substitute the

traditional offline purchase to online purchase.
6.4. Suggestions

On the basis of the findings of the research sttity following suggestions
are made which may be useful to the policy malaibne shopping companies and

the consumers.

1. Government has to formulate a strong but uncomiglicapolicy for
registering and running an online business sortitat people can start their

own online companies.

2. Government has to reduce tax complexities for th#ine business

transactions.

3. Government should take necessary steps to tracelulient sites in the
internet and penalize them ideally to prevent ahgatonsumers in online
shopping.

4, Government should take steps to decrease the patdsardware and

software to increase the accessibility of consurteensternet.

5. Telecom Regulatory Authority of India (TRAI) has take the following

necessary steps which will help to promote onlinsifess.

. Ensure the availability of high speed reliable iing¢ connectivity through
out the state of Kerala.

. Reduce tariff for the use of internet and compe ihternet providers to

introduce more flexible data pack.

6. The customer's fear of misuse of personal inforomatis one of the
important hindrances in online business. Online mames have to give
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10.

11.

12.

more confidence on the security of personal infdiomaof the customer in

online purchase.

The internet penetration and change in the shopmabifs among consumers
really boosted the online business around the globehis scenario it is
better to start an online platform for the existretpilers to compete with the
online companies in order to survive in the magwd to match up with this

change.

Majority of the online consumers in Kerala are magkiheir online purchase
through smart phones. The retailers who are setheg products through
internet should focus on creating their own mobj@ so that consumers can

easily access the site and to make purchases.easily

Cash on delivery (COD) system of payment is notliepiple to most of the
products in online marketing. So the online comesnshould make

applicable the COD system to more products in enfinsiness.

Delivery of the product in online marketing is basm the postal pin code of
the area of residence. So the consumers of rurtd pathe state have to give
the delivery address other than their personatleesie in case the delivery is
not ensured in their home address. Hence the omampanies should
expand the delivery of the product to more areaeaally in rural parts of

Kerala.

The period of delivery is to be made faster so thatconsumers need not

have wait for the product for more than one week.

Consumers are looking for the demonstration ofpiteeluct as in the offline
store before making their purchase. At presens ihot satisfactory to the
consumers in online shopping. So the online congsahnave to improve this

area of product usage demo to make it more attecti
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13.  Online companies should also concentrate more @improvement of after
sale service for the consumers as in the offlingrass. It will help them to

maintain better customer relationship.

14.  Online companies should give more care on packintpe product so that
the damage of the product can be avoided durimgpe@tation.

15. Online consumers normally have the fear of recgiimoducts different
from what is being ordered. Hence it should be ety the online
companies that the product dispatched to the customwith the same

specification of what actually ordered by him.

16.  The product return policy should not be much coogtéd for the consumers

if they are not satisfied with the delivered produc

17. Consumers are concerned about the money back geargor the returned
products. Online companies should credit the amotirtdturned products to

the consumers account as early as possible tcheindonfidence.

18.  Online shops have to provide maximum informatioowtlihe product in the

shopping site so that consumers can judge the protetter.
6.5. Scope for Further Research

The present study was the first empirical studytbe topic of online
purchase influence of technological products ingfk@rThis study focused only on
the encouraging and discouraging factors when lguyachnological products
online. Considering the scope of online busine$® tesearcher has some
suggestions for future research in various areathisfform of marketing. Some

suggestions for future research are as follows.

L] Future study can be undertaken to products othan ttechnological
products. It would be interesting to examine whethiedings could be

replicated or made applicable to other products. als
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" This study focused mainly on individual consumersonline shopping.
Future studies can be conducted to identify thluemicing factors among

organizational consumers also.

" Internet security and privacy issue in online shogre also areas open for
further research

L] Comparison of marketing strategies to be adaptezhime marketing with
conventional marketing strategies is offered asth@ronew research

direction.

" This study concentrated only on collecting selforégd data of online
consumers. Future studies can be conducted with infermation of
consumers from any online company’s database, adst& using self
reported data.

6.6. Conclusion

The present research is the very first empiritiads of this kind in the state
of Kerala. The entire five objectives set for thesearch is achieved by collecting
and analyzing the data and presented in varioupter®a Hypotheses were set in
connections with various objectives and comprelvensiata analysis by using
various statistical tools was employed to test elagbotheses. The results were
interpreted according to provide better understagdif the collected information
and analyzed data. Result from this study indicdateg modified technology
acceptance model developed for this study is abkxplain the factors influencing

the online purchase of technological products inake

Seven constructs and 65 variables were includgtiarresearch model. All
the variables and constructs were duly checked iand found that company
attribute was the most important factor influenco@nsumer purchase in buying
technological products online in Kerala. It follodvperceived ease of use, customer
experience, and personality of the consumer, proaliicbute, perceived usefulness

and perceived risk ranked in order from high to.ldw addition to this, a number of
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other factors encouraging and discouraging thenenpiurchase were also revealed

like delivery period of online shopping, device dise shop online etc.

The results and findings of this study will be fusdor the online sellers to
plan their marketing strategies to increase themel of online purchase among the
consumers of Kerala. As the risk factor involvedmine shopping shows the least
ranked construct in the model in influencing onlp@&chase among consumers in
Kerala, online sellers is recommended to apply oumritypes of risk reducing
strategies to increase the number of consumersiyoohline. Management may
also be able to develop new marketing strategiesnfmove the perception of
usefulness of e shopping by improving the scaletimeed and tested under this
construct. The study shows that the number of enjmurchase made by the
consumers of Kerala in a year is less than fiveepkéew consumers. Majority of
the consumers go online to check and compare tice put not converting it to
purchase. The marketers have to develop strateigie®vercome this also.
Understanding the result of consumer’s responseamh variable would help the
online sellers in developing marketing strategmsncrease the number of online
purchase among consumers in Kerala. The resulfiaduhg will also be useful to
the consumers and the government as mentionedeirsuggestions part of this
study.
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Appendix

Interview Schedule

(For the study “Online Shopping of Technological Poducts in

Kerala- An Empirical Analysis”)

Kindly complete the questionnaire to the best afnkinowledge, and also
any additional comments that can be useful forghugdy, put it at the end of this

guestionnaire.

Name
Contact:
SECTION A —
Demographic Characteristics of the Resopondents
1. Gender

Male Female

2. Age as of January 1, 2016?

16-25 26-35 Above 3

3. Marital status

Single Married

4. Education

High school Plus Two or Equivale Graduate
Post Graduat Other



Occupation/ status
Govt./ Public sector employme Privatacneemploymen
Business Studen Home made

Working abroad @

Personal/ family income per month

20,000-40,000 40,000-60,0 AbovéJBO,

Current place of living

North Region Central part of Kerala
South Region

Area of Residence

Rural (Panchayath Urban (Municipd(@grporations)



10.

11.

12.

13.

14.

15.

SECTION B
EXPERIENCES AND INTENTIONS TOWARDS ONLINE
PURCHASING OF TECHNOLOGICAL PRODUCTS

Have you used any Internet services during the Jdastonths?

Yes No (Terminate)

From where do you access the InternBiedse tick as many as applicable.)

From home From workpl
From educational institutio Oth

Which device do you use to access the internet?

Desktop compute Lapto Smart pho

How long do you spend in internet during a day

Time in Minutes/Hour: ................oooeae.

Have you ever bought products or services onliosfthe Internet?

Yes No (Terminat

How much time do you need to complete online pwselia

Time in Minutes/Hour: ................oooee ..

What kind of products or services have you boughiteniimes from online

during the past 12 monthsRléase tick as many as applicable.)

Educational product Technological feis
Banking/financial services/insuran teds/fashion product
Foods or medicine Travel / hotel areangnts @

Other



16.

17.

18.

19.

How often have you bought any products or servacgime from the Internet
during the past 12 months?

1-2 times 3-5 time Morerth?atime

Have you ever bought any Technological productsefal

Yes No (Terminat

Have you bought or consumed any Technological Ritscanline during the
last one year?

Yes No (Terminat

What kind of Technological Product have you boughtonsumed more
times from online during the past 12 monthBl2gse tick as many as

applicable.)

Mobile and Accessories

Mobile Phone, Memory card etc

Computer and Accessories

Computer, Laptop, Pen Drive, Hard disk, Printer et

Household Items

20.

21.

Digital Camera, LCD/LED, Stereo, Mixer grinder,h@ts
How many times you made online purchase of Teclgicdd products

during the past 12 months?

Number of Times: C]

How long you have to wait for the delivery of th@guct in online purchase

Number of days: C]



22.

23.

24,

25.

26.

How much money do you spend on buying Technologicadiucts in a
year?

22.1. Online: Rs.............

22.2. Offline: Rs... .........
If you need any Technological products within tlegtnl2 months, do you

plan to make your purchase online?

Verylikely [ 1 ] Likely 2 ] Notser 3 | Uniikely( 4
Very unlikely

Will you recommend/our friends to buy Technological products onlireani

the Internet?

Verylikely LikeI Notsur UnIiker
Very unlikely

Do you buy Technological products for your own agmgtion or for others?
(Please tick as many as applicable.)

Self consumption Giving as g Other

Do you feel any cost benefit in buying technologmaduct through online

Yes No



OPINIONS, BELIEFS, and ATTITUDES towards Online Purchasing Of

SECTION C

Technological Products

| would like to know more about your opinions, leédi, and attitudes regarding yo
previous experiences and intentions of your futuréne-purchase of Technologic:

products. Please read each of the statements lagldwdicate your level of

agreement or disagreemehtvould be more likely to purchase Technological

products online if,

Strongly Agree= 5, Agree= 4, Neutral= 3, Disagreez, Strongly Disagree=1

=

Sl No.

Statement

5| 4 3 2

1

27. How much the Company Attribute (CA) influencingyour online purchase

decision.

Having been operating good business for a long

1 time.

2 Having a permanent, physical address.

3 Being well known to the public.

4 Being very well known to myself

5 Having good after sale service.

6 Delivering goods at my local place.
28. How much the Product Attribute (PA) influencingyour online purchase
decision.

1 The brand name is popular.

2 Being the brand name | trusted.

3 Being the brand name | have previously used.

4 Product offering good value for my money.

5 Product only available through the Internet.

6 Enough information available in online sites for me

to judge the product quality.

Product endorsed by celebrities.

Product recommended to me by friends or relati

es

Product having latest technologies and features.

vi



29. The existence of Perceived Risk (PR) does harey influence on your online
purchase decision.

Payments through credit/debit cards are safe andee

Various options of payment to choose from.

Cash on delivery payment available.

No risk of receiving products differs from what bgiordered.

No risk of receiving product later than expecteteda

Being charged only the agreed amount of money.

No risk being used any unauthorized personal In&bion.

There was no danger from the home delivery.

Money back guarantee for product not fully satifie

The quality of product purchased is fully guaradtee

The product purchased is good and effective asrasee.

Able to return the product purchased if not fullyisfied.

Easy and convenient procedures for product retroogss.

30. The attribute Perceived Ease of Use (PEU) do ¥yaany influence on your
online purchase decision.

Convenient logging-on to company homepage.

Easy and convenient online ordering layout.

Company homepage is clear and easily understandable

Fast and convenient information searching system.

Online purchasing procedure is simple.

Product information must not be too long.

Character font size must be easy to read.

Product particulars and usage is easily underskd@da

Online product picture display is clear.

Vii




31. The attribute Perceived Usefulness (PU) do haaay influence on your
online purchase decision.

Being enjoyable and exciting.

Provided rich and varied information.

More reliable information than from sales person.

Shop at your convenient, whenever you want.

Not wasting time traveling to shop.

Able to shop both from within domestic and abroad.

Wider range of technological products to choosenfro

Varied choice of companies providing technologmmalducts.

Lower price than conventional stores.

Larger discounts offered.

More free of charge gifts than conventional stores.

Free samples are available.

32. Customer Experience (CE) — Your past experienaes have any influence
in online purchase decision?

Easy to find desired products

Easy to compare similar types of products

Easy to find economical products

No sales person to bother with.

Helps to save shopping time

Easy to find newly launched products for purchase

No need to have a highly English literacy

Demonstration about the usage of products is duaila

Gets enough time to judge the product before magurghase

Chances of bargaining is high

Customer gets original bill for the purchase

No hard feeling when not making any purchase.

viii




33. How much the Personality of the Customer (PChiluences the online
purchase decision?

Trendy and fashionable

Efficient and skillful in surfing the internet

Surfing internet frequently

Good in English language

Like to use latest technologies

Suggestions if any

Thank You




