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CHAPTER I
INTRODUCTION

The advancement in technology provides good opportunity to the seller to reach the customer in much faster, easier and economic way. In-turn, consumers have also started capitalizing on this technology. Online shopping is one of the emerging business areas, which is growing very fast in recent years. Online shopping (sometimes known as e-tail from "electronic retail" or e-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. An online shop evokes the physical analogy of buying products or services at a bricks-and-mortar retailer or shopping center; the process is called business-to-consumer (B2C) online shopping. In the case where a business buys from another business, the process is called business-to-business (B2B) online shopping. The largest of these online retailing corporations are Alibaba, Amazon.com, and eBay. 
English entrepreneur Michael Aldrich invented online shopping in 1979. In March 1980 he went on to launch Redifon's Office Revolution, which allowed consumers, customers, agents, distributors, suppliers and service companies to be connected on-line to the corporate systems and allow business transactions to be completed electronically in real-time. During the 1980s he designed, manufactured, sold, installed, maintained and supported many online shopping systems, using videotex technology. These systems which also provided voice response and handprint processing pre-date the Internet and the World Wide Web, the IBM PC, and Microsoft MS-DOS, and were installed mainly in the UK by large corporations. 
The first secure retail transaction over the Web was either by Net Market or Internet Shopping Network in 1994. Immediately after, Amazon.com launched its online shopping site in 1995 and eBay was also introduced in 1995. Alibaba's sites Taobao and Tmall were launched in 2003 and 2008, respectively. Retailers are increasingly selling goods and services prior to availability through pretail for testing, building, and managing demand. 
Internet shopping has its own advantages and it reduces the effort of travelling to a physical store. Decisions can be made from home at ease looking at various choices and prices can be easily compared with the competitor’s products to arrive at a decision. Online shopping offers the customer a wide range of products and services wherein he is able to compare the price quoted by different suppliers and choose the best deal from it. Internet marketing is conceptually different from other marketing channels and internet promotes a one to one communication between the seller and the end user with round the clock customer service. Today, business internet marketing is the fastest growing segment of online commerce. The major difference between traditional and online selling is the extent of interaction between the consumer and the seller. There is much more electronic interactivity with the consumer in the form of emails and FAQs. Through FAQs, the consumer’s questions on shipment, payment, product, policies and other customer concerns can be addressed effectively (Pervaiz Ali &Sudha Sankaran, 2010).
E-commerce B2C product sales totaled $142.5 billion, representing about 8% of retail product sales in the United States. The $26 billion worth of clothes sold online represented about 13% of the domestic market, and with 72% of women looking online for apparel, it has become one of the most popular cross-shopping categories. Forrester Research estimates that the United States online retail industry will be worth $279 billion in 2015. The popularity of online shopping continues to erode sales of conventional retailers. For example, Best Buy, the largest retailer of electronics in the U.S. in August 2014 reported its tenth consecutive quarterly dip in sales, citing an increasing shift by consumers to online shopping. There were 242 million people shopping online in China in 2012. For developing countries and low-income households in developed countries, adoption of e-commerce in place of or in addition to conventional methods is limited by a lack of affordable Internet access.
Indian perspective 
Internet was introduced in India in 1995 and the first wave of e‐commerce started soon thereafter. The number of internet users shot up from 140 million in 2012 to 213 million in 2013 and is projected to be 400 million in 2016 (The Indian Telecom Services Performance Indicators April – June 2015). Of the total internet users in India, 60% visit e‐retail sites and amongst these, the percentage of buyers as well as the number of orders per buyer has been steadily rising. The Indian e‐commerce market has thus begun to mature and displays characteristics close to that of China, which traditionally has conversion rates of 3.5 %. The corresponding figure for the Indian Market is 2.70% (in 2013) and is projected to be 2.90% in 2016. Annualized online shopping is likely to jump to $8.5 billion from the realization of $1.9 billion in 2013 and this figure is exclusive of e‐ticketing for travel related business. 
In India, retail market composition in 2012 was 92% in unorganized sector and 8% in organized sector, of which only 0.2% was online. In 2013, this composition stood at 9.1%in unorganized, 8.7%in organized and 0.3%was online (Report by ACCEL PARTNERS India, 2014). Therefore, there is tremendous scope for increased share in the online segments, particularly when government is targeting to ensure that every Indian owns a smart phone by the year 2019. The main objectives of the Digital India programme of the Government of India are (i) to ensure that every Indian citizen is digitally connected to the government, and (ii) use the smart hone as a tool for empowering Indians. According to an estimate, 40 million young people in the age group of 19–24 may be drawn to e‐purchasing in the next three years   (Zeenews.com, 2015). In the same vein, many regions of the country such as North East, Central India, Coastal Orissa, Hill States in the Himalayan region and areas of Rajasthan & Gujarat in western India have tremendous potential of entering the e‐retail segment once internet penetration gets its way and smart phones become freely available.
Currently, only 17% Indians use internet compared to 50% in Brazil, 66% in Russia and 40% in China and percentages shopping online are 9%, 31%, 45% and 47% respectively. The size of the Indian e‐commerce market is $1.88 billion compared to $13 billion (Brazil), $16 billion (Russia) and $106 billion (China) and the average expenditure by an individual in these countries is $93, $421, $533 and $380 respectively. Walmart, through its B2B e‐commerce segment, has planned to roll out the online e‐commerce platform to members of its Best Price Modern wholesale stores in Guntur and Vijaywada—expanding on the facilities already available in Lucknow and Hyderabad (Wal‐Mart E‐commerce, 2015). Snapdeal will hire 1000 software engineers and set up at least three new development centres in the country as part of its plans to plough marquee investor funding into building proprietary, disruptive technologies to make online shopping even more seamless for consumers
From the past few years, on-line shopping is the prevalent way of doing dealings in the field of E-Business and is unquestionably going to be the future of shopping in the human race. The increasing consumer base, principally of youths, is playing a significant role in the online shopping. Through this means, the shopper can buy the product from wherever he wants. Because of wide communication network e-commerce has become the new mediator between the companies/manufacturers and their customers. The growth rate of India’s e-commerce industry is fascinating. It was reported as 88% in 2013 which is a clear contrast picture of the slower economic growth of India. The rising inflation rate in recent years has not slipped away the performance of online shopping industry in India. If one tries to identify the cause of this growth rate then it will not take many efforts to find the answer. The more innovative ways of online payment and increasing internet penetration has given a paradigm shift and push to this industry. 
The increase of internet technology in India has colossal potential. It will trim down the cost of product and service delivery and lengthen geographical boundaries in bringing buyers and sellers together. The boost in use of internet by the customers in younger age bracket in India has provided a promising outlook for online retailers. The majority of the companies are operating their on-line portals to put up for sale (of both products & services), to shrink marketing costs, and subsequently plummeting the prices of their products and services to continue their position in the future market. Earlier the Indian customers were more attracted towards electronic gadgets and mobile phones for online shopping but now the products indicative of lifestyle, viz., watches, apparels, perfumes, beauty products are also in high demand through the medium of online shopping. The market is also developing for books, jewellery, home appliances and kitchen appliances etc. 
In 2013, the size of the market was $ 16 billion which was $ 8.5 billion in 2012. The growth rate in metro cities of India is expected to be much higher than the other cities of the country. The e-commerce industry is expected to be of $56 billion by 2023. But contradict to it, another forecast supported by IANS, the e-commerce market is expected to grow by $ 50- 70 billion by 2020. Companies are using the internet to put across and commune the information. Simultaneously it helps the companies to give an idea about their products and instantly getting the feedback of customer’s fulfillment to get stimulated turnover for future. 
In India the growth of the e-commerce industry is tremendous. Considering the latest updates from IBN 7, the number of on line shopping have crossed 600 in the year 2013 which was counted as only 100 in 2012. The popularity of local e-commerce sites is also noteworthy in addition to global leaders like eBay and Amazon. The following table gives a glimpse of the top ten leading e-commerce sites of 2013.
E‐commerce has narrowed down the role of intermediaries between buyers and sellers to the mutual benefit of both parties. Internet technology lowers transaction costs. There is added stimulus to employment creation and infrastructure. But now, thanks to the internet based social networking system, it has not only become easy to disseminate information to both vendors and customers, but also makes do with much less administrative overhead development. New market opportunities are emerging. Thus, e‐commerce has strong implications at micro and macro levels (Sumanjeet, 2011)
In the Context of Tamil Nadu
Tamil Nadu is an Indian state that lies in the southern part of India. It is the fifth largest contributor to India's Gross Domestic Product (GDP) and the most urbanized state in the country with the highest number of Business enterprises, pegged at 10.56%, compared to the overall population share of 6%. Tamil Nadu occupies 3rd place while it comes to online shopping with 78% of the buyers preferring to buy mobile phone accessories and laptop accessories , 18% preferring personal care products and a small proportion of 4 % likes to buy electronic goods such a LED TV, MP3 players, Bluetooth headsets online ( e bay census 2014). With this Coimbatore is the third largest city in Tamil Nadu with a population of more than 30 lakhs. There are more than 30,000 tiny small, medium and large scale industries and textile mills. Amidst of this Coimbatore is ranked 4th in exporting few products such as gemstone, natural and homeopathy remedies, oral care , flowers and plants, pain relief medicines. According to eBay results, over 2427 cities did online transactions in 2009. The major IT Hubs are almost all over India. Tamil Nadu and Karnataka were the most wired states of India with the maximum number of towns from where from e-Commerce originates. The survey results indicate that Coimbatore occupies 15th place of online shopping in Tamil Nadu. Hence, a study of the perception on customer’s attitude towards online shopping offered by retailers has acquired more relevance and significance. The outcome of this study will be immense use to improve the quality of services offered by the retailers in Coimbatore city. 
Objectives of the study
The specific objectives of the study
· To investigate the socio-economic profile of the online shoppers
· To analyze the factors influencing customer’s attitude towards online shopping
· To explore the determinants which impact the satisfaction level of online shoppers
· To suggests suitable measures to popularise online shopping
Hypotheses
· Online shoppers are young, professionals and wealthy.
· Perceived ease of use, perceived usefulness, trust has a positive impact on individual’s attitude in using online shopping and consequently attitude has a positive impact on satisfaction of online shopping.
· There is no significant difference between shoppers in favour of online shopping depending upon age, gender, education, occupation yearly shopping and internet at home
· Ease of use, Mode of Payment and Product choices has significant impact on customer’s attitude towards online shopping
The findings of the study will be of significance to retailers and manufacturers to devise strategies to improve the quality of service processes through better designing and provisioning of services and thereby improving customer satisfaction. 





















CHAPTER II
REVIEW OF LITERATURE
	The review of literature for the present study is presented and discussed under the following heads:
I. Evolution of E-commerce Industry
II. Dynamics of Consumer Behaviour in Online Shopping
III. Factors influencing Consumer Satisfaction and Attitude towards Online Shopping
IV. Consumer loyalty and Customer retention in Online Shopping
V.  Perceived Risk and Perceived Value by the Online Buyers
VI. Related Studies.
I.   Evolution of E- commerce Industry
Chuleeporn Changchit (2006) opined that many brick and mortar companies have decided to enter e-commerce markets. However, the effects of ecommerce on individual business are varied based on several conditions. The ability to attract and retain customers is important to the success of online businesses. The study examines how consumers perceive online shopping and which factors are perceived differently between consumers who prefer online shopping and consumers who prefer offline (physical store) shopping. The better an online business understands the perceptions of these shoppers, the higher the chance that they can attract and retain customers
Dan Wang and Liuzi Yang (2010) observed that  online shopping in EU has been shown to a good potential market. The electronic equipment takes a high percent of the individuals shopping. Compared with other goods, online shopping of electronic goods adds great convenience to the life of the people. Buying electronic gadgets online gives customers an opportunity to find a great variety of product online, and customers can review a wide selection of products and find special offers and discount with the best deals online. In the coming years, the development of online retailers is improving and promises a bright future. However, the tangible and intangible problems of electronic product online shopping still exist and the online store retailers lack the customer knowledge in some extent. Therefore, the study intention is to explore customer behavior when purchasing electronic products through investigating the factors that can affect online shoppers‟ attitudes, intention and actual buying behavior. The study was conducted at Umeå University, the participants are students who come from four different departments and categorized the important influencing factors into customer-oriented and technology-oriented factors. The study utilized quantitative method in the term of questionnaire to exam how the respondents think about these factors, and figured out the relationship between the factors and the consumers‟ attitudes and online buying intention for electronic product. The findings show that only the experienced shoppers‟ attitudes highly affect their buying intention. Transaction security and product quality as the most important elements of electronic product online shopping in the customer-oriented factors are voted by the respondents; while in the technology- oriented factors, easy to navigate and useful web content are the most important issues which drawn more customers‟ attention. In addition, the study suggested that the online retailers should guarantee a safe and accurate transaction process, moreover, make more efforts to web design and enhance the return and refund after-sales service. 
H. Eray Çelik ( 2011) attempted  to explain consumer acceptance of e-shopping by means of an extended model based on TAM. Perceived trust, perceived enjoyment, perceived information quality, perceived system quality and perceived service quality factors are added to the classical TAM to produce an extended research model. The extended research model is tested against data obtained from 606 internet users in Turkey, and a structural equation model is used to analyse these data. The results support the previous findings related to classical TAM; however, the recently included external factors are also effective in explaining the acceptance of e-shopping. Several statistical methods for SEM, such as the Maximum Likelihood (ML), Generalised Least Squares (GLS) and Full Information Maximum Likelihood (FIML) methods for standard and multilevel SEM, assume that the data follow a multivariate normal distribution. In practice, however, the assumption of a multivariate normal data distribution does not often hold. Consequently, alternative methods such as Weighted Least Squares (WLS), Diagonally Weighted Least Squares (DWLS) and Robust Maximum Likelihood (RML) are recommended to fit SEM to these data sets (Bollen,1989).  The study, Mardia’s skewness and kurtosis coefficients were used to determine the multivariate normalness and normality tests with single and multiple variables were conducted.
Dahiya Richa (2012) observed that  on-line shopping is a recent phenomenon in the field of E-Business and is definitely going to be the future of shopping in the world. Most of the companies are running their on-line portals to sell their products/services on-line. Though online shopping is very common outside India, its growth in Indian Market, which is a large and strategic consumer market, is still not in line with the global market. The potential growth of on-line shopping has triggered the idea of conducting a study on on-line shopping in India. The study has used Qualitative and Quantitative research methods to study the impact of Demographic factors of consumers on on-line shopping parameters like satisfaction with on-line shopping, future purchase intention, frequency of on-line shopping, numbers of items purchased, and overall spend on on-line shopping. The data was collected through Questionnaires on a sample of 580 respondents from Delhi, Mumbai, Chennai, Hyderabad and Bangalore. The results of study reveal that on-line shopping in India is significantly affected by various Demographic factors like age, gender, marital status, family size and income. The results of the study could be further used by the researchers and practitioners for conducting future studies in the similar area.
Chuleeporn et al (2014) analyzed with a growing number of households turning towards the Internet and the world of e-commerce to shop, invest, make payments, and do online banking, It is crucial for online businesses to understand why some consumers prefer online shopping and some prefer shopping at a physical store. It is also important to investigate further whether their shopping preference is influenced by culture. The study aims at comparing the shopping preference between the consumers in the U.S. and in Taiwan. Three hundred and seventy-two (372) Americans and three hundred twenty-six (326) Taiwanese participated in the study. Five factors of shopping perception, including perceived usefulness, perceived ease of use, past online shopping experience, perceived security, and perceived uncertainty, were measured and compared between the two groups. The study may be used by online businesses to help recognize the factors that influence shopping preference of these two nationalities. The results should help online businesses gain an understanding of these factors and thus direct their efforts to develop features that satisfy the needs of their target customers and alter their business model to promote factors that have a positive influence on consumer adoption of online shopping.


II. Dynamics of Consumer Behaviour in Online Shopping
Kumar, and  Shefali (2000) investigated the consumers’ intention towards Internet shopping. The Theory of Planned Behaviour is used to predict behavioural intention (BI), which is a function of attitude, subjective norm, and perceived behavioural control (PBC). The effects of demographic and personal variables on BI are also examined. Data analysis (n = 303) indicates that attitude, subjective norm, perceptions of behavioural controls, and previous purchases are significant predictors of behavioural intention. Product/Convenience, Customer Service (attitude factors), Purchase and Delivery, Promotional Offers, Product Attribute (factors of PBC), subjective norm, hours spent online, money spent online, and previous purchases discriminate respondents of high BI from low BI. Behavioural intention of shopping online is highest for Specialty Products followed by Personal, Information Intensive, and Household Products.
Pervaiz Ali and Sudha Sankaran (2010) analyzed the customer satisfaction and loyalty of the online customers in Norway. The theoretical framework discussed about the effects of customer loyalty and retention on customer satisfaction. The study on customer satisfaction and loyalty has been done from the perspective of a firm performing online business. To understand the customer satisfaction and loyalty level of online Norwegian shoppers, the study pursued with the collection of quantitative data with the help of online survey. For survey purposes, a questionnaire was prepared and made available in www.nisaa.dk/survey. The study has no limits regarding different product categories. From marketing and strategic point of viewed those factors that might affect the customers, while purchasing goods online. To measure the customer satisfaction and loyalty of online shoppers in Norway, the survey results are calculated with the help of Simple Random Sampling method and Net Promoter Score (NPS) model. The results of the survey reveal that while a good percentage of Norwegians are satisfied with online shopping only less than half of them stay loyal to their online sellers. However, on the long run, these customers will be loyal and can be retained only when online businesses constantly satisfy them by providing detailed product information on websites, superior customer service, quality and timely delivery of goods and importantly effective website designs. 
Chayapa Katawetawaraks and Cheng Lu Wang (2011) investigated consumer motivations that affect the online shopping behaviour. It is yet to understand what factors influence online shopping decision process. The objective of the study is to provide an overview of online shopping decision process by comparing the offline and online decision making and identifying the factors that motivate online customers to decide or not to decide to buy online. It is found that marketing communication process differs between offline and online consumer decision. Managerial implications are developed for online stores to improve their website.
 	Yulihasri et.al (2011) examined the factors influencing student’s buying intention through internet shopping in an institution of higher learning in Malaysia. Several factors such as usefulness, ease of use, compatibility, privacy, security, normative-beliefs and attitude that influence student’s buying intention were analyzed. Respondents who were selected are studying in a public institution of higher learning in Penang, Malaysia. Based on theory of reasoned action (TRA), the technology acceptance model (TAM) concluded that there are two salient beliefs which are ease of use and usefulness. The theory has been applied on the study to adopt technology user different and has been emerged as a model in investigation to increase predictive power. Such theory was used in this study to explain students’ buying intention on-line. Besides the ease of use and usefulness, others factors such as: compatibility, privacy, security, normative beliefs and self-efficacy are utilized at this TAM. The results support seven hypotheses from nine. Compatibility, usefulness, ease of use and security has been found to be important predictors toward attitude in on-line shopping. The research model was adopted from Vijayasarathy (2003), because of two reasons: firstly, this model is anextended TAM model (Vijayasarathy, 2003); secondly, in this model an integrated model of three models such as: TAM, TRA, and TPB. It indicates that in addition to the two salient beliefs that comprise the core TAM (usefulness and ease of use); three other beliefs should be relevant to shop on internet (compatibility, privacy and security). Furthermore, normative-beliefs, a key variable of TRA, and self-efficacy, which is an important component of TPB, are combined to provide a more complete set of factors that could show significant role in predicting student’s intention to shop on line.
Samuel Otim (2004) study was undertaken to categorized and assessed the relative importance of various factors in determining customers' evaluation of the overall online shopping experience (customer satisfaction) and their intention to provide continued patronage (remain loyal) to the pertinent online stores. Furthermore, the study also investigated the effects of customer loyalty and satisfaction on revenue. Various hypotheses were formulated and tested using empirical methods. The results from the study imply that web site design factors may lead to discretionary customer loyalty but have no significant effect in fostering customer satisfaction. Discretionary customer loyalty is a product of shopping convenience; thus, web site designers ought to focus efforts on design mechanisms that generate shopping convenience. Even though web site design factors have no significant effects on customer satisfaction, there is a strong positive relationship between customer satisfaction and loyalty. In particular, the results of the study imply that factors pertaining to the acquisition of the product needed by the customer and support during product use are very important in determining customer satisfaction and loyalty. Thus, web-based stores need to shift focus from aesthetic concerns of web site design to product offering and to providing outstanding customer service and support after the purchase of the product. This is what will keep customers satisfied and willing to continue the relationship with a company over the long term. The results of the study indicate that an increase in customer loyalty has a positive impact on sales revenue. The underlying implication is that loyal customers have a strong impact on company profits because they buy more and cost less to serve. In order for web-based stores to achieve long-lasting customer value, they need to nurture customer relationships through electronic customer relationship management (ECRM). This will enable a company to determine the most valuable customers and to follow the important customer centered concept of achieving increased share of customer instead of increasing share of market. This is desirable because increasing share of customer is much more profitable than price manipulation and discounting associated with attempts to increase market share.
Seda Yoldas (2012) investigated the factors that affect online purchasing behaviour of two consumer groups from two different countries, United Kingdom and Turkey. There are millions of people online any time and they all are a potential consumer in the online market. Since there are so many providers, the most important thing for organizations is to understand what are consumer wants and needs in this competitive business environment. Customer behaviours are influenced by different factors such as culture, social class, references group relation, family, salary level and salary independency, age, gender etc. and so they show different customer behaviours. These differences are seen more specific when it is considered between two different consumer groups from different countries. A questionnaire was designed online, since the research was an online consumer behaviour study, online data collection methods were preferred. The link of the questionnaire has been sent online between July 30 and August 13, 2012. 176 were responded and within the responded questionnaires 170 were usable for analysis (six incomplete responses have been eliminated). The sample consisted of individuals Turkey and UK. The study found that marketers who want to penetrate the market in Turkey and in United Kingdom who is already present in the market and wants to maintain the loyalty of their customers. It can also be a part of the study on international consumer behaviour toward online shopping.
Adil Bashir (2013) opined that e-commerce has made life simple and innovative of individuals and groups; consumer Behaviour in online shopping is different from the physical market where he has access to see the product. Primary data was collected through the questionnaire survey and by emails from personal contacts in two major cities of Pakistan. Price, time saving and convenience were identified as important factors which lead to certain buying behaviour in online shopping. The www is rebuild around people where social circles influence and lead to online buying.
Taweerat Jiradilok et.al (2014) observed that E-commerce is gaining importance in Thailand. Shoppers have realized the benefits of online purchasing over purchasing from Brick and Mortars. Numerous researches have focused on descriptive research on customer satisfaction and purchase intentions on online purchasing but little or no knowledge regarding factors that are most influential in motivating online purchase intention in Thailand. The research utilizes a quantitative method to test the conceptual framework of customer satisfaction that leads to online purchase intentions for all online users, experienced online purchasers and inexperienced online purchasers. The results of the research will increase researcher’s comprehension on difference in factors that influence online purchase intentions of experience and inexperienced online purchasers.
Yi Jin Lim et.al (2016)  observed that internet shopping is a phenomenon that is growing rapidly nowadays. A peep into the exponential growth of the main players in this industry indicates there is still a large reservoir of market potential for e-commerce. The convenience of online shopping rendering it an emerging trend among consumers, especially the Gen Y. The prevalence of online shopping has raised the interest of the retailers to focus on this area. Therefore, this study was to determine the relationship between subjective norm, perceived usefulness and online shopping behaviour while mediated by purchase intention. University students aged between 18 and 34 that currently pursuing their studies in University Malaysia Perlis were selected as the subject of analysis. 662 out of 800 sets of questionnaires distributed were valid for coding, analyzing and testing the hypothesis. Collected data were then analyzed using SPSS version 18.0 and AMOS version 16.0. Structural Equation Modelling to examine the model fits and hypothesis testing. The conclusion can be depicted that subjective norm and perceived usefulness significant positively influence online purchase intention but subjective norm insignificant influence shopping behaviour in a negative way. It is interesting to note that perceived usefulness also insignificantly influence online shopping behaviour. Finding also revealed that purchase intention significant positively influence online shopping behaviour. For future research, sample from working adults and other variables that related to online shopping were to be included to minimise sampling bias
III. Factors influencing Consumer Satisfaction and Attitude towards Online Shopping                   
              Lina Zhou et.al (2007) observed that , online shopping has taken off as an increasing number of consumers purchase increasingly diversified products on the Internet. Given that how to attract and retain consumers is critical to the success of online retailers, research on the antecedents of consumer acceptance of online shopping has attracted widespread attention. There has yet to be a holistic view of online shopping acceptance from the perspective of consumers. The research, conducted an extensive survey of extant related studies and synthesized their findings into a reference model called OSAM (Online Shopping Acceptance Model) to explain consumer acceptance of online shopping. The study  reveals that a myriad of factors have been examined in the context of online shopping and mixed results on those factors have been reported. The proposed model helps reconcile conflicting findings, discover recent trends in this line of research, and shed light on future research directions.
Hsiu-Fen Lin (2007)  Predicted consumer intentions to shop online: An empirical test of competing theories  highlighted the proliferation of commercial Web sites providing consumers with a new medium to purchase products and services has increased the importance of understanding the determinants of consumer intentions to shop online. The study compared the technology acceptance model and two variations of the theory of planned behaviour to examine which model best helps to predict consumer shop online. Data were gathered from 297 Taiwanese customers of online bookstores, and structural equation modelling was used to compare the three models in terms of overall model fit, explanatory power and path significance. Decomposing the belief structures in the theory of planned behaviour moderately increased explanatory power for behavioural intention. The results also indicate that the decomposed theory of planned behaviour provides an improved method of predicting consumer intentions to shop online. 
Narges Delafrooz (2009) studied the ever-increasing use of the Internet in Malaysia provides a developing prospect for E-marketers. Such marketers’ awareness of the factors affecting Malaysian’s shopping attitudes and intentions is crucial to further develop their marketing strategies in converting potential customers into active ones, while maintaining the existing online customers. Purchase intention is an important determinant of online shopping behaviour and represents the best estimates of future behaviour available to market researchers. From an e-commerce perspective, understanding of the Theory of Reasoned Action, Theory Planned Behaviour, and Technology Acceptance Model could provide a valid basis for explaining and predicting consumers’ intentions towards adopting online shopping behaviour. The study sets out to examine the factors influencing students’ online shopping attitudes and intentions at University Putra Malaysia (UPM) through a five-pint Liker scale self-administered questionnaire. The instrument has demonstrated acceptable levels of internal consistency, reliability, and content validity according to previous documented studies. A sample of 370 students was selected among postgraduate students at University Putra Malaysia. Descriptive analysis, Pearson correlation, partial correlation, multiple regression, and path analysis were employed to achieve the objectives of the study. The study showed that the level of online shopping intention was relatively high and direction of attitude towards online shopping was positive among the postgraduate students. Moreover, it was found that utilitarian orientation and hedonic orientation, perceived benefits and demographic characteristics (gender, age, and income) were significantly and positively correlated with the attitude towards online shopping. In addition, the result revealed that the perceived behavioural control and attitude were significantly and positively correlated with online shopping intention. Finally, the finding identified that the trust in the construct of perceived behavioural control and attitude had higher direct effect whereas utilitarian orientation, convenience, prices and wider selection, and income had higher indirect effect on the students’ online shopping intention.
Sajid Rafique (2010) examined that  to measures of  customer satisfaction and loyalty in relation to online shopping in Denmark. The study EPSI (European Performance Satisfaction Index) rating framework is used with smart PLS (partial least square) software, to identify online shopping customer satisfaction index score. Focused group interviews are organized and questionnaire has been prepared for quantitative data collection. A 10-point Likert scale is used to express the response. Further hypotheses are developed and tested with multiple regression analysis. Customer Satisfaction Index score is calculated for online shopping in Denmark. The scores are 68.52. The study does not control the differences across product categories and focused on overall online shopping experience of Danish consumers. The study contributes online shopping customer satisfaction and loyalty in Denmark and identifies the factors that might, influence the customer, while doing online shopping.
Zuroni Md Jusoh and  Goh Hai Ling (2012). The main purpose of this study tried to determine the factors influencing consumers’ attitude towards e-commerce purchases through online shopping. The study also investigate how socio-demographic (age, income and occupation), pattern of online buying (types of goods, e-commerce experience and hours use on internet) and purchase perception (product perception, customers’ service and consumers’ risk) affect consumers’ attitude towards online shopping. Convenience sampling method was conducted in this study and the sample comparison of 100 respondents in Taman Tawas Permai, Ipoh. Data were collected via self-administered questionnaire which contains 15 questions in Part A (respondents’ background and their pattern of using internet and online buying), 34 questions in Part B (attitude towards online purchase) and 36 questions in Part C (purchase perception towards online shopping). One-way ANOVA were used to assess the differences between independent variable such as age, income, occupation and pattern of online buying (type of goods) and dependant variable such as attitude towards online shopping. The findings revealed that there is no significant difference in attitude towards online shopping among age group (β=1.020, p < 0.05) but there is a significant difference in attitude towards online shopping among income group (β = 0.556, p > 0.05). The research finding also showed that there is no significant difference in attitude towards online shopping among occupation group (β= 1.607, 
p < 0.05) and types of goods group (β = 1.384, p < 0.05). Pearson’s correlation were used to assess the relationship between independent variable such as e-commerce experience, hours spent on internet, product perception, customers’ service and consumers’ risk and dependant variable such as attitude towards online shopping. The findings revealed that there is a significant relationship between e-commerce experience and attitude towards online shopping among the respondents (r = -0.236**, p < 0.05). However, there is no significant relationship between hours spent on internet and attitude towards online shopping among the respondents (r = 0.106, p > 0.05). This study also indicated that there is a significant relationship between product perception and attitude towards online shopping among the respondents (r = 0.471**, p < 0.01) and there is also a significant relationship between customers’ service and attitude towards online shopping among the respondents (r = 0.459**, p < 0.01). Lastly, this result showed that there is no significant relationship between consumers’ risk and attitude towards online shopping among the respondents (r = 0.153, p > 0.05). Further study should explore other factors that influencing consumers’ attitude towards e-commerce purchases through online shopping with a broader range of population and high representative sampling method. Satisfaction and loyalty in Denmark, and identifies the factors that might, influence the customer, while doing online shopping.   
Rashed Al Karim (2013) endeavours to understand customer satisfaction in online shopping while investigating the major reasons that motivated customers’ decision-making processes as well as inhibitiors of online shopping. The Kotler and Killers (2009) Five Stage Buying Process Model was chosen as the basis of framework of the study to explain customer satisfaction through their motivations to buy products online. The literature was reviewed to discover reasons that would influence customers positively or negatively towards shopping online. Surveys were conducted by distributing questionnaires in the Wrexham are (North Wales) to gather data for the research. SPSS software package was used to present research data graphically and to test research hypothesis. The study discovered that respondents use internet to purchase products through online because they believe it is convenience to them and the term convenient includes elements such as time saving, information availability, opening time, ease of use, websites navigation, less shopping stress, less expensive and shopping fun. In contrast, along with respondents’ mind-sets, online payment security, personal privacy and trust, unclear warranties and returns policies and lack of personal customer service are the foremost barriers of online shopping. Furthermore, the result of hypotheses established that even though online shopping is convenient to all consumers, online payment system and privacy or security anxieties have significant impact on online shopping. Finally, some recommendations have been offered for online retailers to take initiatives for making online shopping more admired and trustworthy.
Rahul Argha Sen (2014) identifies the key factors that influence the online purchase of products in Kolkata. A sample of 150 respondents was selected in Kolkata and a self-administered questionnaire was used to collect primary data. The data was recorded by using a number of open ended questions, close ended questions and the Liker Scale. Basic statistical tools and Factor Analysis with the help of SPSS version 20.0 have been used .The findings of the study showed that the cost factor, convenience factor, product factor and seller related factor are the four important factors influencing the online purchase of products in Kolkata.
Izyan Hizza Bt.Hilaludin and Boon Liat Cheng (2014) examined the factors influencing Customer satisfaction and how customer satisfaction subsequently affects e-loyalty towards online shopping among young adults. A convenience sampling of 193 responses were collected throughout the Klang Valley and it took about three months to complete the whole process of data collection and analyses. In addition, questionnaire survey method was used to collect data from the respondents. All the data gained were analysed by various statistical methods in Statistical Package for the Social Science (SPSS). The reliability of the data was verified via reliability analysis. Furthermore, descriptive analysis was used to describe the basic features of the data in the study and regression analysis was adopted to test the hypothesized relationships among the variables. Findings show that only e-service quality and information quality have effect on consumer satisfaction. It was also found that customer’s satisfaction does positively impact e-loyalty. On the other hand, the finding reveals that website design and security were insignificant towards customer’s satisfaction. Overall, findings of the study would help marketers to formulate and implement effective online marketing strategies, as well as in the decision making process
Shin-Yuan Hunget et.al (2014) highlighted the proliferation of e-business has intensified competition for online customer satisfaction. The study conducted a survey with 377 customers of four online stores. Marketing and technical constructs consisting of twelve key variables were incorporated into a regression analysis to understand the effect of each variable on the dependent variable of customer satisfaction. The study found that although these constructs do have a significant influence on customer satisfaction, not all the variables of each construct have the same effect. Thus it is important to take an integrative approach in examining online customer satisfaction. The findings of the research offer such a view of increasing online customer satisfaction by improving key marketing and technical factors
Shahzad Ahmad Khan et.al (2015) investigated the perceived factors affecting customer satisfaction to re-purchase intention in e-stores. The satisfaction toward the online stores channel environment depends on the customer’s perception and also online consumer experiences (OCEs) of the active online shopping stores. From a questionnaire survey, 302 usable data are obtained and hypotheses are tested using multiple regression analysis. The analysis suggests that seven constructs-price, convenience, product information, return policy, financial risk, product risk and delivery risk-are significant with customer satisfaction to re-purchase in E-stores.The study emphasizes that the importance of customer satisfaction provides more benefits and less risk to re-purchase in e-stores. The finding of the study will help e-store’s managers/owners to understand customer’s perceptions in online shopping stores and their satisfaction.
IV. Consumer loyalty and Customer retention in Online Shopping
Samar I. Swaid and Rolf T. Wigand (2009) Studied about  “Measuring the quality of e-service: scale development and initial validation” The primary objective of the article is twofold: (I) constructing a scale for measuring e-service quality, and (ii) examining the effects of the dimensions of e-service quality on the various types of customer loyalty. By conducting exploratory factor analysis and structural equation modelling, the study found that e-service quality is measured on six dimensions: information quality, website usability, reliability, responsiveness, assurance and personalization. Furthermore, the study identified  the influence of the individual dimension of e-service quality on the different types of service loyalty. Structural analysis reveals that assurance is the most important factor affecting price tolerance, while reliability is the factor with the greatest influence on preference loyalty. The dimension of responsiveness sin the only one having significant negative impact on complaining behaviour. Online retailers are provided with tactical strategies on how to immunize online shopper. Loyalty against switching behaviour and price sensitivity. 
Mustafa I. Eid (2011) observed that  managing customer trust, satisfaction, and loyalty attitudes of e-commerce services is very important for the long-term growth of many businesses. Thus, the main objective of the paper is to identify the factors that influence the extent to which Saudi consumers trust, are satisfied with, and are loyal towards B2C e-commerce. The study draws on previous research to build a conceptual framework which hypothesizes relationships between these three e-commerce constructs and their antecedents. A survey was conducted among B2C e-commerce customers in the eastern province of Saudi Arabia using a structured self-administered questionnaire. The findings of the study show that B2C e-commerce customer loyalty in Saudi Arabia is strongly influenced by customer satisfaction but weakly influenced by customer trust. 
V. Precieved Risk and Perceived Value by the Online Buyers.
Mohammad Muzahid Akbar and Noorjahan Parvez (2009) investigated the effects of customers’ perceived service quality, trust, and customer satisfaction on customer loyalty. To test the conceptual framework, structural equation modelling (SEM) has-been used to analyze the data collected from 304 customers of a major private telecommunication company operating in Bangladesh. The results of the study indicate that trust and customer satisfaction are significantly and positively related to customer loyalty. Customer satisfaction has found to be an important mediator between perceived service quality and customer loyalty. A clear understanding of the postulated relationships among the studied variables might encourage the mobile service provider(s) to figure out appropriate course of action to win customers’ trust by providing better services in order to create a loyal customer base.
Emad Y. Masoud (2013) Studies Consumers’ perceived risk has been considered as a fundamental concern of decision making process during online shopping. For the purpose of the study, perceived risk is defined as the potential for loss in pursuing a desired outcome from online shopping. The study aimed to examine the effect of perceived risks (financial risk, product risk, time risk, delivery risk, and information security risk) on online shopping behaviour in Jordan. To investigate the hypotheses of the research, data was collected from online shopping users; a survey was conducted with a sample size of 395 online shoppers among consumers who previously purchased online and mainly from the main popular online stores in Jordan, methodology was done using SPSS 17 and AMOS 18. The study revealed that financial risk, product risk, delivery risk, and information security risk negatively affect online shopping behaviour. The results also showed that the other two dimensions, perceived time risk, and perceived social risk have no effect on online shopping. The study has an important managerial implication; it provides marketers with the importance of consumers risk perception in order to adopt adequate risk-reduction strategies in the internet shopping environment.
Angeliki Vos et.al (2014) investigated how  perceived risks affect all purchase decisions and consumers’ behaviour, by deterring them to buy. These risks come from the lack of trust of shoppers toward online vendors’ credibility. The main field of research is to investigate how trust is affecting the consumers engagement to e-commerce, in order to conclude in which security measures should be taken in order to mitigate perceived risks. A framework for a field research is also given in order to identify the causal relationships between electronic service quality and e-loyalty, e-satisfaction and e-trust. In the era of globalization electronic marketing is a great revolution. Over the last decade maximum business organizations are running with technological change. Online shopping or marketing is the use of technology (i.e., computer) for better marketing performance. And retailers are devising strategies to meet the demand of online shoppers; they are busy in studying consumer behaviour in the field of online shopping, to see the consumer attitudes towards online shopping. Therefore, the study decided to study consumer’s attitudes towards online shopping and specifically studying the factors influencing consumers to shop online. The population selected for the research is Gotland, and narrowed down to Gotland University students, University cafeteria and Gotland Public library, the sample size selected for the research is 100 and have used convenience sampling technique. The study findings indicated that among the four factors selected for the study, the most attractive and influencing factor for online shoppers in Gotland is Website Design/Features, following convenience the second most influencing and thirdly time saving. Results have also showed that security is of important concern among online shoppers in Gotland. The study has also found that there are some other factors which influence online shoppers including, less price, discount, feedback from previous customers and quality of product. The correlation results for the age and attitudes towards online shopping have showed that elderly people are not so keen to shop online. Whereas for education it is concluded that higher education makes online shopping less attractive, for the income the correlation results are so weak hence the study could not conclude anything out of it. It is expected that the study will not only help retailers in Gotland to devise successful strategies for online shoppers but it will also provide a base for similar studies in the felid of consumer attitudes towards online shopping.
Rama Srinivasana (2015) investigated the relationship between subjective norms, technology anxiety, and other technology acceptance model variables to understand Indian consumers' attitudes and intention to shop for apparel via the Internet. Structural equation modelling was employed to evaluate the research model in determining model fit and significant paths. The subjective norm was found to have a major influence on perceived ease of use, contradictory to previous research. Perceived ease of use and perceived usefulness were found to be important determinants of the intention to shop for apparel online. Indian consumers did not report any technology anxiety. The study  provides an initial insight for retailers and researchers that could aid in evaluating entry strategies into online apparel retailing. The research adds to the sparse literature concerning online apparel retailing and consumer shopping behaviour in the growing Indian online apparel market.
Puja Gupta (2015) study tries to recognize, how consumer measure channels for their purchase. Specifically, it progresses a conceptual model that addresses consumer value perception for using the internet shopping versus the traditional shopping. The objective of the study is to provide an impression of online shopping decision process by comparing the offline and online decision making and identifying the factors that motivate customers to decide whether to do online shopping or go for the offline shopping. Consumer’s shop when and where they want, where they are comfortable with the products and the choice of shopping. The study finds that female are more into online shopping than male. Since last two years as population are more aware of the technology the online shopping increased immensely. The people from the age group 35 and above are less likely to do online shopping because they are less aware of the technology. However the respondent said that they will love to purchase from online shopping if only the price of the product is less than the market. They revealed that it is fairly important to go for e-shopping.
VII.	Related Studies.
Despina A. Karajan  ( 2003 ) investigated differences between Web shoppers and non-shoppers, in terms of compatibility, relative advantage and demographics Stepwise discriminant analysis was applied on a sample of 165  personally interviewed consumers, which showed that compatibility and relative advantage were over all successful, whereas, demographics were unsuccessful, in distinguishing Web-shoppers from non-shoppers. Significant variables included three factors of compatibility (use of direct shopping; use of Web browsing activities at home; and use of Web browsing activities at the office), and two factors of relative advantage (motives; and impediments). Managerial implications for targeting prospective Web-shoppers and designing better-grounded consumer Web-marketing strategies are also discussed, together with study limitations and directions for future research.
Christie Jones and Soyoung Kim (2010) examined the influence of retail brand trust, off-line patronage, clothing involvement, and website quality on online apparel shopping intention for young female US consumers. Data for the study were collected from 200 young female consumers who completed an online survey. Participants were asked to select one of three pre-determined apparel retail brands that they have either had experience with or were familiar with. Respondents were then asked to keep their selected retailer in mind when completing the questionnaire and were also asked to briefly visit the retailer's website shopping for a shirt or blouse. Factor, correlation and multiple regression analyses were conducted to test our hypotheses. Retail brand trust, off-line patronage, clothing involvement and two factors of website quality (usability and information quality, visual appeal and image) were found to significantly influence online apparel shopping intention. Off-line patronage was the strongest predictor of online shopping intention. Implications for multi-channel apparel retailers were discussed based on these findings.
 Nirmala and  Harisevitha (2013) study tried to find out the penetration of online shopping and the preferences of online shopping website among students with special references to Coimbatore district. The online shopping websites like “Flip kart, Amazon, Jabbing”, and others were taken to understand which website is the most preferred by the students. Descriptive study was conducted by using questioner method with a sample size of 100 respondents. An appropriate statistical tool like frequency analysis, crosstab, independent t-test, chi square and ANOVAs was done to arrive at the result. The study conclude  that female students prefer online shopping more compared to male students and it was also revealed that the Flip kart is the leading website among students compared to the other online shopping websites.
Jochen Strählea (2013) evaluated online German fashion shopping websites from a customer perspective, based on a two-dimensional conceptual framework covering shopping experience and shopping quality. As the research methodology, an exploratory mystery shopping approach was used in order to compare online shops. The results were, four categories of online shops were identified: heroes, marketing winners, process winners, and underperformers. Second, three main levers for improvement were elaborated: emotionality of websites, reducing complexity, and the introduction of an industry standard of payments. From the results, it is possible to analyze and benchmark websites and to adapt online marketing decisions as well as general management strategies for online fashion shopping companies. The study has originality and value as it is the first time that an evaluation of websites has combined the consumer's perspective before the purchase and its fulfilment (e.g. delivery) after the online purchase.
Faisal Fahhad Al-Sharif (2013) opined that  the internet has played and still plays a vital role in people's lives in recent years. One of the most important aspects of technology relating to the Internet is electronic commerce (e-commerce). Despite the tremendous growth in the number of Internet users in Saudi Arabia, adoption of on-line shopping by individuals is still in its early stages. The two main reasons that motivated to conduct the study to investigate the factors that affect individuals in Saudi Arabia to use and adopt on-line shopping are belief in the importance of on-line shopping for the economy in general and for people’s lives in particular, as well as the limited studies conducted in this regard. The research adopts a Unified Theory of Acceptance and Use Technology (UTAUT). The constructs used in this model are: performance expectancy, effort expectancy, and social influence, facilitating conditions, attitude toward using technology, computer self-efficacy, computer anxiety and behaviour intention. The proposed additional constructs for the study are perceived credibility (security, trust, privacy and risks), cultural background (religion and language) and prevention factors (legislation availability, delivery services, postal address and quality of Internet services). The findings of the study that there is a statistical effect of the factors noted above on behavioural intentions to use the technology; the research hypotheses have been achieved except four hypotheses in addition to the absence of the effect of moderator’s factors, such as age, gender, education and experience. The finding also proved the importance of additional factors effecting on-line shopping adoption such as saving time, price, ease, faster shopping and delivery.
CHAPTER III
METHODOLOGY
	The methodology adopted in the current study is discussed under the following heads:-
3.1 Locale of the study
3.2 Selection of sample
3.3 Data base of the study
3.4 Period of study
3.5 Techniques of analysis
3.6 Limitations of the study
3.1 Locale of the study
Coimbatore, popularly known as the Manchester of South, is the third largest city and the second among the most industrialised cities in Tamil Nadu. It is located in the western part of Tamil Nadu, on the banks of river Noyyal. It is surrounded by the Fairy Queen; The Nilgiris (the Blue Hills) in the north, the revolutionary Western Ghats side of Kerala in the west, newly formed Tiruppur in the south and south east, and the highly agriculturally commercial turmeric Erode District in the East. This highly progressive, entrepreneurial and commercial district of Tamil Nadu lies between 10, " - 10' and 11," -30' Northern latitude and 76,"-40’ and 77,"-30’ Eastern longitude.  The district has a geographical area of 7469 sq.kms. With the formation of Tiruppur district in 2008, the geographical area of Coimbatore shrank to 4,849.89 sq.kms. The district is divided into three revenue divisions, 9 taluks, 19 blocks and 482 revenue villages. 
Coimbatore district has a population of about 34.73 lakhs (Census in 2011). The decadal growth rate of population during 1981-91 was 14.65 percent and during 1991-2001, it was 20.4 percent. Nearly 40 percent of the workers are in agriculture as cultivators, and agricultural labourers, 3 percent in household industry and 56 percent come under the census category of ‘other workers’. There are 1,77,211 construction workers, 3,97,614 agricultural workers, 70,255 workers in household industries and 13,24,252 other workers (Census, 2001). The work participation rate is 46.62 percent. As per the estimates of Government of Tamil Nadu, the share of Coimbatore in GSDP (Gross State Domestic Product) of Tamil Nadu is estimated to be about 10 percent in 2006-07.
Coimbatore has been among the front runners in attracting a large amount of domestic and foreign industrial investments. The city is fast evolving into diversified activities such as engineering, textiles, power loom, hosiery, auto components, pumps, and motor sets. Rapid urbanization and improved standard of living is making the region one of the most preferred destinations for industrialization. Coimbatore is also a commercial base for about 58,072 (as on May, 31, 2008) registered micro, small and medium enterprises. As per the Annual Employment Report of Coimbatore for 2007-08, only 3.4 percent of the population is employed in organized services. The unorganized sector plays a crucial role in the livelihood of the poor.
Coimbatore district is an educational hub of Tamil Nadu, with a large base of educational institutes. In 2007-08, the literacy ratio among males and females was about 55.5 percent and 44.5 percent respectively. Coimbatore is well connected with other cities and states through a vast road network across 322 kms of National Highways and 4,058 kms of State Highways. The district has 20 railway stations with Podanur and Coimbatore North being the two prominent junctions. Coimbatore also has an international airport at Peelamedu, which handles domestic and international passengers and various types of cargo. The nearest major port is located in Cochin.
Coimbatore is the third largest city in Tamil Nadu has also emerged as a tier-II destination for the IT sector. There are about six notified Special Economic Zones (SEZs) in the region, of which five are occupied by the IT/ITES (Information Technology Enabled Services) sector and one by hi-tech engineering. Factors such as a sound industrial base with adequate infrastructure, connectivity, top grade educational institutions and skilled workforce have made Coimbatore a favourable destination for IT companies. According to eBay results, over 2427 cities did online transactions in 2009. The major IT Hubs are almost all over India. Tamil Nadu and Karnataka were the most wired states of India with the maximum number of towns from where from e-Commerce originates. The survey results indicate that Coimbatore occupies 15th place of online shopping in Tamil Nadu. In this context, a micro level study assumes immense significance to assess the consumer’s attitude towards online shopping. 

3.2 Selection of sample	
Multi stage sampling design was adopted in the study for selecting the sample. 100 samples were selected from the universe by adopting incidental purposive sampling technique. The term incidental sampling is applied to those samples that are taken because they are most readily available. The basic assumption behind purposive sampling is that with good judgement and an appropriate strategy one can handpick the cases to be included in the sample and thus develop samples that are satisfactory in relation to one’s needs (Guilford, 1978). A common strategy of purposive sampling is to pick up cases that are judged to be typical of the population, in which one is interested, assuming that errors of judgement in selection will tend to counter balance each other if sufficiently large sample is taken. Online shopping was gaining significance among customers in Coimbatore; there was not enough evidence of customer’s acceptance and their stance towards the use of the services. For one to accept that online shopping has gained prominence in Coimbatore, customer’s attitude and satisfaction in the system need to be validated, for which the views of customers need to be analyzed to identify factors that intention to adopt or to continue using online shopping. Questionnaire was administered to customers and asked to complete the questionnaire after identifying whether they were using online shopping. A total of 100 customers were contacted.
3.3 Data base of the study
	Data pertaining to the study were collected by personal interview method. The interview schedule consisted of questions relating to the socio-economic background of the customers, the factors that influenced to adopt the online shopping, reasons and importance of online shopping, the problems faced while doing shopping and level of satisfaction attained though operating online. The schedule was first pre-tested with few selected sample units and based on their responses the questions were reformulated and the final interview schedule used in the study is given in Annexure I.
3.4 Period of study
	Data for the study were collected from the sample units by administering a pre-tested interview schedule during the period January 2016. 

3.5 Techniques of analysis
	Besides averages, percentages and graphs, the following techniques were applied.
Discriminant Analysis
Discriminant analysis involves deriving a variate. The discriminant variate is the linear combination of the two (or more) independent variables that will discriminate best between the objects (persons, firms, etc) in the groups defined a priori. Discrimination is achieved by calculating the variate’s weights for each independent variable to maximize the differences between the groups (i.e., the between group variance relative to the within group variance). The variate for a discriminant analysis, also known as the discriminant function, is derived from an equation much like that seen in multiple regressions. It takes the following form:
Zjk = a + W1X1k + W2X2k + …+ WnXik
Zjk = discriminant Z score of discriminant function j for object k
a = intercept
Wi= discriminant coefficient for independent variable i (i = 1,2,…n)
Xik = independent variable i for object k
 	Discriminant analysis was used to identify the variables that distinguish the higher level attitude from that of lower level attitude. The first group consisted of those customers who were higher level attitude while the second group consisted of all those customers who were lower level attitude using online shopping. The usage of online was hypothesised to be a function of sex, age, educational status, marital status, occupation, monthly income and internet at home. The analysis was done at the micro level (i.e.) for all the respondents respective of online shopping groups.
Garrett’s Rating Scale
	To find out the strength of factors ranked by the selected sample groups in relation to online shopping, Garrett’s rating scale technique was used. From the ranks given for each factor, percent positions were calculated by using the formula.
Percent position = 100 *(R-0.5)/N
where R is the rank assigned and N is the number of items ranked. The percent position was then converted into scores using Garrett’s scores table (Garrett H, 2005).
Garret ranking scale technique was used in ranking the reasons and importance of online shopping.
Likerts’ Summated Scale
 		The Likert summated scaling technique was used to scale the influencing factors that adopt online shopping. In the Likert scale, the respondent was asked to respond to each of the statements in terms of several degrees, usually five degrees of agreement or disagreement.
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Each point on the scale carries a score. Response indicating the least favourable degree of satisfaction is given the least score (say 1) and the most favourable is given the highest score (say 5). These score values are normally not printed on the instrument but are shown here just to indicate the scoring pattern. The Likert scaling technique, thus, assigns a scale value to each of the five responses. The same procedure is repeated for each and every statement in the instrument. This way the instrument yields a total score for each respondent, which would then measure the respondent’s favourableness toward the given point of view.
Factor Analysis
	Factor analysis is a generic name given to a class of multivariate technique whose primary purpose is to define the underlying structure in a data matrix. Broadly speaking, it addresses the problem of analyzing the structure of the interrelationships (correlations) among a large number of variables by defining a set of common underlying dimensions, known as factors. With factor analysis, the researcher can first identify the separate dimensions of the structure and then determine the extent to which each variable is explained by each dimension. Once these dimensions and the explanation of each variable are determined, the two primary uses for factor analysis, namely summarization and data reduction can be achieved. In summarizing the data, factor analysis derives underlying dimensions that, when interpreted and understood, describe the data in a much smaller number of concepts than the original individual variables. 
Factor analysis was used in the present study to identify the factors that influence the attitude of online shoppers.
Cronbach’s Alpha
Cronbach’s alpha evaluates the unidimensionality of a set of scale items. It’s a measure of the extent to which all the variables in a scale are positively related to each other. In fact, it is really just an adjustment to the average correlation between every variable and every other. The formula for alpha is



where k is the number of variables and  is the average correlation among all pairs of variables. Cronbach’s alpha values ranges from 0 to 1. The higher the score, the more reliable the generated scale is, Nunnally (1978) has indicated 0.7 to be an acceptable reliability coefficient but lower thresholds are sometimes used in the literature. In the study, the reliability testing was done for influencing factors, attitudes and satisfaction level of online shoppers. 
One way ANNOVA
The one-way ANOVA compares the means between the groups you are interested in and determines whether any of those means are significantly different from each other. Specifically, it tests the null hypothesis:
[image: One-way ANOVA Null Hypothesis]
where µ = group mean and k = number of groups. If, however, the one-way ANOVA returns a significant result, we accept the alternative hypothesis (HA), which is that there are at least 2 group means that are significantly different from each other. In the present study ANOVA is used to look into whether the amount spent on online shopping differed significantly across occupation groups.
Path analysis
Path analysis is a straight forward extension of multiple regressions. In addition to being thought of as a form of multiple regression focusing on causality, path analysis can be viewed as a special case of structural equation modelling (SEM) – one in which only single indicators are employed for each of the variables in the causal model (i.e), path analysis is SEM with a structural model, but no measurement model. Other terms used to refer the path analysis include causal modelling, analysis of co-variance structures, and latent variable models. Its aim is to provide estimates of the magnitude and significance of hypothesised causal connections between sets of variables, which is best explained by a path diagram. To construct a path diagram the names of the variables are written, arrow is drawn from one variable to other variable which it affects. One can distinguish between input and output path diagrams. An input path diagram is one that is drawn beforehand to help plan the analysis and represents the causal connections that are predicted by the hypothesis. An output path diagram represents the results of a statistical analysis, and shows what was actually found. The objective of path analysis is to understand the pattern of correlations among the variables and explain the variations with the model specified. The path of the model is shown by a square and an arrow, which shows the causation.  Regression weight is predicted by the model the goodness-of-fit statistic is calculated in order to see the fitting of the model (Hair et al, 2006).
In the study, perceived usefulness, perceived ease of use and trust was hypothesized to positively affect customer’s attitude towards online shopping and consequently attitude affects customer’s satisfaction level. The interaction between these varibales was analyzed by using structural equation method. 
To carry out, the above analysis PLS, and SPSS 16 Version was used. The above techniques are elaborated in Chapter IV, ‘Results and Discussion’. 
Limitations of the study
	The present study is based essentially on primary data. It is a known fact that primary data has its own limitations. To have accuracy in the data collected, cross checking was carried out. The present study relies only on the information gathered through surveys, observations and personal interviews, which are subject to bias. As with most empirical studies, the sample size and spectrum of respondents is a limitation. A statistically random sample would have increased the confidence in the results. Moreover the survey is not representative of the whole Coimbatore. The sample was collected only from the city. Therefore, caution needs to be taken when generalizing these research results to user groups in other geographical areas and environment. Further, the findings and conclusion could only be applicable to similar set of socio-economic situation. These limitations in no way negate the findings of the study and offer scope for further research in future.

 


CHAPTER IV
RESULTS AND DISCUSSION

The major findings of the study are presented and discussed under the following heads:
I. Socio- Economic Profile of the Online Shopper
II. Reasons and Importance of Online Shopping
III. Amount Spent on Online Shopping
IV. Factors influencing Online Shopping
V. Attitude towards Online Shopping 
VI. Opinion on Online Shopping  
I. SOCIO- ECONOMIC PROFILE OF THE SELECTED RESPONDENTS
Online shopping is basically a process of selling and buying of goods and services on World Wide Web. As Forsythe and Shi, (2003) explains “Internet shopping has become the fastest-growing use of the Internet; most online consumers, however, use information gathered online to make purchases off-line”. According to a Report (ACNielsen Report on Global Consumer Attitudes towards Online Shopping, 2005) published on www.acnielsen.com, one tenth of the world population is shopping online, till October 2005; 627 million people have done online shopping and according to the same report Germans and British are on the top of the list on Online Shopping. Additionally Report (ACNielsen Report on Global Consumer Attitudes towards Online Shopping, 2005) published on www.acnielsen.com confirms that products most purchased online are books on the top followed by DVD/Video/Games and plane reservations, the payment method that is being used mostly is Credit Card. Demographic factors become important when individuals face with new things. Hernandez et al. (2011) comprehensive study regarding socio-economic characteristics of consumers (age, gender and income) moderating effects on online shopping behavior reveals that these characteristics do not moderate experienced online shoppers’ behaviour. Hence an attempt was made in this section to explore the socio-economic profile of the online shopper to seek the important parameters for improving the customer needs in the online shopping system. A total of 100 online shoppers were surveyed as show in the table 4.1.
TABLE 4.1
SOCIO-ECONOMIC CHARACTERISTICS OF THE RESPONDENTS
	S.NO.
	Socio Economic Status
	Characteristics 
	FREQUENCY
	PERCENTAGE

	1.
	Gender
	Male                                         
Female
	50
50
	50
50

	2.
	Age
	Below 20
20-30
30-40
40 and above
	10
41
39
10
	10
41
39
10

	3.
	Marital Status
	Unmarried
Married
	52
48
	52
48

	4.
	Education

	High School
Higher Secondary
UG
PG
Other(Diploma)
	1
1
11
68
19
	1
1
11
68
19

	5.
	Occupation
	Unemployed
Professionals
Government Servants
Self Employed
	16
33
46
5
	16
33
46
5

	6.
	Income

	Less than Rs.30,000
Rs.30,000-Rs.60,000
Rs.60,000-Rs.90,000
Rs.90,000 and above 
	24
46
21
9
	24
46
21
9

	7.
	Internet at Home
	Yes
No
	98
2
	98
2

	
8.
	Online Shopper Frequency Yearly

	Weekly
Monthly
Quarterly
Half Yearly
Annually
	9
41
21
16
13
	9
41
21
16
13

	9.
	Often  shopping Online 

	Less than a Year
1-3 Years
4-6 Years
More than 6 Years
	12
51
16
21
	12
51
16
21

	10.
	Preferred Products

	Toys and Games
Personal care Products
Beauty and Wellness Products
Health Care Products
Sport and Fitness Products
Nutrition and Health
	15
35
21
10
8
11
	15
35
21
10
8
11

	11.
	Product Purchased in last six months

	1-2 times
3-5 times
6-10 times
11-20 times
More than 20 times
	37
40
9
9
5
	37
40
9
9
5

	12.
	Amount Spent

	Less than Rs.500
Rs.500-Rs.1000
Rs.1000-Rs.2000
Rs.2000 and above
	9
67
18
6
	9
67
18
6


Sources: Estimation based on Field Survey, 2016


Gender
The table presents the gender profile of the online shoppers. Of the 100 respondents who have answered the questionnaire regarding their use of online shopping, 50 respondents were males and 50 respondents were females.
Age
Four categories were used for gathering information about the age of the respondents. About 41% of the online Shoppers were in the age group of 20-30 years which is the highest percentage among other age groups. In the age group 30-40 years, they were 39% and 10% each in the age groups of below 20 years and 40 and above years. The study found that the young generation which is actively utilizing the technological revolution and they are able to use this technology for their well-bei  ng more than other age group category. The figure-1 represents the age distribution of online shoppers.
FIGURE -1
AGE OF THE ONLINE SHOPPERS
A






Marital status
Marital status of the individual is quiet important in any socio-economic study. There is change in the life style of the individuals after marriage, which is more pronounced in the case of women. The result shows that majority of the respondents were not married (i,e) 52% and rest of them were unmarried ( 48%) who are using online for their specific needs than offline. The evolution of online shopping in the future should see the different patterns between single and married people.


Education
Internet users are generally dominated by the educated generation. Majority of the respondents (68%) of the survey had Master’s degree; as a matter of fact 98% of the respondents are well educated have either a Master’s or a bachelor’s or diploma. In terms of education level, graduates dominated the sample. The High School and Higher Secondary level consists of 1percentage each. Education is a major factor for online shopping, unless and until the person is qualified enough to access the internet, they can’t do online shopping.
Occupation
Occupation is central in determining the well being of individuals or household. Being time savvy, online shopping is becoming very popular among students, professionals and government servants. The occupation of the respondents included services like teachers, IT professionals, auditors, self employed and students. Among the shoppers majority (46 percent) were government servants; followed by professionals (33 percent); followed by unemployed (16 percent) (i.e.) students and rest of them (5 percent) were self employed. The study found that online shoppers belonged to the upper echelons, those who have aware about the technology innovations.
Income
Income was one of the demographic variables that influence the online shopping. Earlier studies done by Sultan and Heurichs (2000) reported that, the consumer’s willingness and preference for adopting the internet as his or her shopping medium was positively related to income. Majority (46 percent) of the respondents were in the income range of Rs.30,000/- to Rs.60,000/-;  followed by 24 percent in the range from below Rs.30,000/- ;  21 percent  between Rs.60,000/- to Rs.90,000/- and rest from above Rs.90,000/- ( 9 per cent ). The study found that, maximum range of income comes from the professionals, government employees and students. Though students are not employed, they do shopping online because they are updated with the current technology.
Internet at Home
The present study shows, majority (98 percent) of them were having internet connection at home. Just 2 per cent of the respondents didn’t have internet connection at home. But they do shopping at their working place.
Frequently buy Online 
Majority of the respondents (41 percent) do shopping online frequently on monthly basis; followed by 21 percent of them do purchasing online three months in a year; 16 percent bought things once in 6 months in a year; 13 percent of the respondents who buy at least once in a year and rest of the 9 percent purchasing frequently weekly basis. The study found that majority of the respondents purchased products through online on monthly basis. This is because the customers do trust on online shopping services and they feel somewhat comfortable than in the offline shop and availability of goods and technology to do shopping. The figure-2 represents frequency of buying online.
FIGURE-2
FREQUENCY OF BUYING ONLINE 
[image: ]
Experience of Online Shopping
The survey shows that, the majority of the respondents have been doing online shopping since one to 3 years (51percent), followed by 21 percent of the respondents have been doing shopping more than years; 16 percent of them doing shopping since 4 to 6 years and rest (12 percent) of them have been purchasing from online less than a year, it indicates that some of the respondents not addicted to online shopping and just currently involved in it. 
Preferred Products 
For understanding what kind of items are bought online mostly by the respondents they were asked to choose the types of product/ services.  Of the total sample respondents who had made online purchasing, 35 respondents bought personal care products, followed by beauty and wellness products (21%). Toys and games items are bought by 15% of customers who are buying online. Health care products, nutrition and health care products, sports and fitness products are bought online by 11%, 18% and 8 % respectively. The study found that, majority of the respondent preferred to buy personal care products via online. It might be because of the enhancement of the delivery system, followed by variety of products to choose from and reasonable price. Thus, this result could help the marketers to formulate marketing strategies accordingly. The figure-3 represents the preferred products buying online. 

FIGURE-3
PREFERED PRODUCTS BY ONLINE SHOPPERS


Product Purchased
In the survey the questions was asked that how many times they purchased product over the online during last 6 months. As per response, 40 percent of the respondents say that they bought the products 3 to 5 times during last 6 months; 37 percent of them said 1 to 2 times, 9 percent of them said 6 to 10 times,  9 per cent 11 to 12 times and remaining (5%) were bought more than 20 times in the last six months. It can be seen from sample data that majority of the customers purchased the products 3 to 5 times during six months implying they were frequently using online for their purchases. 
Discriminant Analysis
Discriminant Analysis was used to identify the variables that distinguish the less favourable attitudes from that of highly favourable attitudes of online shoppers. The classification of the respondents was done on the basis of the attitudes of online shopping. The first group consisted of those respondents who were having less favourable attitudes towards online shopping while the second group consisted of those who have highly favourable attitude towards online shopping.
The attitudes of online shopping was hypothesized to be function of the gender of the respondents gender (G), age (A), educational status (ES), marital status (MS) , occupation (OCC), monthly income (Y), and internet using at Home  (INH). For variables gender, marital status dummy variables were used as follows:
Gender:  G=1; if male
                   G=0; other wise
Marital status:  MS= 1 if married
                          MS = 0; other wise
Table 4.2 shows the group means, Wilk’s Lambda and Univariate F ratio for each independent variable. The group means besides profiling the two groups, also identifies the variables with largest differences in the group means. The Wilk’s Lambda and Univariate ANOVA is used to identify the variables with the larger difference in the group means. 
TABLE 4.2
GROUP DESCRIPTIVE STATISTICS AND TEST OF EQUALITY OF GROUP MEANS
	         VARIABLES

GROUP

	AGE
	GENDER
	EDUCATIONAL
STATUS
	MARITAL
STATUS
	OCCUPATION
	YEARLY
ONLINE SHOPPING
	INTERNET
AT
HOME

	GROUP MEANS FOR THE INDEPENDENT VARIABLES

	
Less Favourable
	
16.46
	
1.57
	
4.00
	
1.54
	
2.24
	
2.29
	
1.03

	
Highly Favourable
	
22.46
	
1.38
	
4.08
	
1.38
	
2.68
	
1.92
	
1.00

	
All
	
18.68
	
1.50
	
4.03
	
1.48
	
2.40
	
2.15
	
1.02

	STANDARD DEVIATION FOR THE INDEPENDENT VARIABLES

	
Less Favourable
	
15.222
	
.499
	
.672
	
.502
	
.797
	
.906
	
.177

	
Highly Favourable
	
14.988
	
.492
	
.640
	
.492
	
.784
	
.829
	
.000

	
All
	
15.339
	
.503
	
.658
	
.502
	
.816
	
.892
	
.141

	TEST FOR EQUALITY OF THE GROUP MEANS

	
Wilk’s Lambda
	
.964
	
.965
	
.996
	
.976
	
.932
	
.960
	
.988

	F Ratio
	3.662
	3.529
	.351
	2.441
	7.108
	4.065
	1.189

	Significant level
	059
	.063
	.555
	.121
	.009
	.047
	.278


Sources: Estimation based on Field Survey, 2016
From table 4.2 it is evident that of the seven variables introduced to distinguish less favourable attitude from highly favourable attitudes of online shoppers, only two variables namely occupation and monthly income showed significant univariate differences between the groups. The remaining variables namely age, gender, education, marital status and internet at home did not emerge a significant factors.
Based on the above group means and standard deviation, the standardized canonical discriminant function which represents a linear composite of the original data variability to within group’s variability was estimated as follows:
Z=.410A+.513G-.042EDU+.254MS-.521OCC+.527Y+.402 IH
Wilk’s Lambda		.793
Chi square			21.939*
Eigen values			.261
Canonical correlation	.455
*(significant at 5 percent level)
In the above function the variables age, gender, marital status, income and internet at home had positive sign indicating that  these variables has higher discriminatory powers between groups. The variables like education and occupation have a negative sign implying that these variables acted as suppressor variables. The Wilk’s lambda and chi-square values indicated that the function was significant at 5 percent level. The canonical correlation associated with the discriminant function was .455 implying that nearly 46 percent of the variation in the dependent variable was explained by the model.
The relative importance of each independent variable in discriminating between groups was assessed in terms of their factor loadings and is shown in table 4.3
TABLE 4.3 
DISCRIMINANT LOADING AND POTENCY INDEX FOR THE SELECTED VARIABLES
	S.NO.
	INDEPENDENT 
VARIABLES 
	FACTOR LOADING
	POTENCY
 INDEX
	RANK

	1
	Age
	.378
	14.28
	3

	2
	Gender
	.371
	13.76
	4

	3
	Education Status
	.117
	1.36
	7

	4
	Marital Status
	.309
	9.54
	5

	5
	Occupation
	.527
	27.77
	1

	6
	Monthly Income
	.398
	15.84
	2

	7
	Internet at Home
	.215
	4.62
	6


                                             Sources: Estimation based on Field Survey, 2016     
	While evaluating the variable on the basis of the factor loadings, any factor is considered to be a substantively discriminator, if the factor loading is equal to or greater than ±0.30. Evaluating the factor loadings on the basis of the above criterion, the variables that distinguish lower attitudes from high attitudes were occupation, income and age. Of these variables, occupation accounted for nearly 28 per cent of variation, followed by income (16 percent) and age (14 percent). Thus, the online shoppers were persons belonging to young generation, high income groups and government servants.
The validity of the above discriminatory functions was evaluated at group centroids (group means) and the results were shown in the table 4.4.
TABLE 4.4
CLASSIFICATION RESULTS

	
Groups
	Predictable Group Membership
	
Total

	
	Less Favourable Attitude
	Highly Favourable Attitude
	

	Less Favorable Attitude
	66.7
	33.3
	100

	Highly Favorable Attitude
	32.4
	67.6
	100


            α - 67.0% Original Grouped cases Correctly Clarified				
            Sources: Estimation based on Field Survey, 2016

The classification accuracy percentage of the discriminant function for the sample group was 67 percent. Thus the discriminant function was quite efficient in classifying respondents into less favourable attitude and highly favourable attitudes towards online shopping. 
II. REASONS AND IMPORTANCE OF ONLINE SHOPPING
IMPORTANCE OF ONLINE SHOPPING
Online shopping is becoming increasingly popular for a variety of reasons. There are certainly outside factors such as increasing prices, difficulty getting to traditional stores and the hassles often associated with shopping in malls and other traditional stores may contribute to the increased interest in online shopping. However, there are also many benefits which make online shopping an excellent option for many busy shoppers. Hence, the customers were asked to express their view on the likely factors for purchasing the products the most. The customers were asked to rank the factors according to the order of priority which motivated them to purchase the products. The ranks were then converted into scores by using Garrett’s Rating Scale. The average scores obtained by each factors are presented in table 4.5.







TABLE 4.5
RANK AND SCORE OF IMPORTANCE OF ONLINE SHOPPING
	S.NO
	IMPORTANCE OF ONLINE SHOPING
	AVERAGE
	RANK

	1
	Protect privacy
	48.67
	13

	2
	Time saving
	67.85
	2

	3
	Ease of use
	72.45
	1

	4
	Secure payment process
	57.38
	5

	5
	Convenience
	58.42
	4

	6
	Previous experience
	53.25
	10

	7
	Company reputation
	55.73
	6

	8
	Save money
	64.55
	3

	9
	Wide variety of products
	55.26
	7

	10
	Promotional aspects ( eg) discounts, online contest, free make over
	54.53
	9

	11
	Customer service
	52.96
	11

	12
	Delivery on time
	54.71
	8

	13
	Fee return policy
	50.42
	12


         Sources: Estimation based on Field Survey, 2016
For online shoppers, the most important factor for purchasing online were ‘ease of use’, ‘time saving’ and ‘save money’ and the scores obtained by these factors were 72.45, 67.85 and 64.55 points respectively. Factors such as ‘past experience’, ‘customer service’ and ‘free return policy’ had more or less equal weights, the scores being 53.25, 52.96 and 50.42 respectively. The factors which was of least priority was ‘protect privacy’, the score being 48.67 points. In short, the online shoppers gave most importance to ease of use services given by the online sellers and the least importance to protect privacy. Hence, the sellers should create awareness among the shoppers about how the privacy can be protected and educate them to utilize their services.
REASONS FOR ONLINE SHOPPING
An attempt was made to identify the factors influencing the intention to buy online. The respondents were asked to assign ranks to various reasons/ factors according to the order of priority, which influenced this intention to purchase through online. The ranks were then converted into scores based on Garrett’s rating scale. The average scores calculated are given in table 4.6.




TABLE 4.6
RANK AND SCORE OF REASONS FOR ONLINE SHOPPING
	S.NO
	REASONS FOR ONLINE SHOPPING
	AVERAGE
	RANK

	1
	Low Prices
	68.99
	2

	2
	Convenient
	70.34
	1

	3
	Fast shipping
	66.68
	3

	4
	Trust
	55.96
	5

	5
	Brand conscious
	52.79
	7

	6
	Refund
	64.38
	4

	7
	More choices
	33.33
	9

	8
	Time saving
	55.11
	6

	9
	Friend Referral
	46.64
	8


          Sources: Estimation based on Field Survey, 2016
The most important factors which influenced their intention to purchase online were ‘convenient’, ‘low prices’ and ‘fast shipping’ the scores assigned for these factors were 70.34, 68.99 and 66.68 points respectively. This was followed by ‘refund’, ‘trust’ and ‘timesaving’, the scores being 64.38, 55.96 and 55.11 points respectively. The factors which had the lowest priority ‘brand conscious’, ‘friend referral’ and ‘more choices’, with a score of  52.79,46.64 and 33.33 points respectively. To sum up, the 1st rank given by customers is more convenient to purchase the products and ‘more choices’ was the least rank given by the customers purchase online. Hence, it was convenience and low prices which is attracting customers to use online shopping. 
III. AMOUNT SPENT ON ONLINE SHOPPING
ANOVA test was used to verify if there was a significant difference between amounts spent on online shopping across differences occupational level. It can be seen from table 4.7 that the respondents who purchase through online are IT professionals and students as they don’t have time to spend offline and also they are families with internet. Thus, these groups increase using online shopping. The null hypothesis tested was; 
Ho: There were no significant differences in amount spent on online shopping                   across different on occupation 
Ha: There were significant differences difference in amount spent on online shopping across different on occupation 
The results are presented in the Table 4.7
TABLE 4.7
ANOVA ON FUTURE OF ONLINE SHOPPING
	Source of
Variance
	Sum of Squares
	
df
	Mean Square
	
F
	
Significance

	Between Groups
	
4.658
	
3
	
1.553
	
3.555
	
.017

	Within Groups
	
42.932
	
96
	
.437
	
-
	
-

	Total
	46.590
	99
	-
	-
	-


           Sources: Estimation based on Field Survey, 2016
The analysis of the result reveals that, there was a significant difference between the amount spending across different occupation at 5 percent level of significant (F=3.555). Therefore, it can be concluded that purchasing through online is higher among government servants and students. Hence, the people having high knowledge of technology are more likely to shop online.
IV. FACTORS INFLUENCING ONLINE SHOPPING
Online shopping is offering its customers a wide range of services. Customers are able to interact with their sellers as well as make shopping from virtually anywhere, any time without any other restrictions. Customers enjoy self choice freedom from time and place constraints and reduced stress of queuing in paying the bills and reduced fear of crowd. Therefore, self choices, freedom of selecting the goods and services at proper time without any constraints were the major influencing factor to adopt online shopping.
Factor Analysis
In the present section an attempt was made to examine the influencing factor to adopt online shopping from the perspective of customers. The respondents were asked questions relating to their interest of doing online shopping on a five point scale ranging from -2 (strongly disagree) to +2 (strongly agree). To determine the appropriateness of applying factor analysis, the KMO and Bartlett’s test measures were computed and the results are presented in the table 4.8.



TABLE 4.8
KMO and Bartlett’s Test
	Influencing Factors 
	Online Shopping

	KMO measures
	.822

	Bartlett’s test of Sphericity: approx: chi-square
	2339.071

	Degrees of freedom
	253

	Significance
	.000


                           Source: Estimation based on Field Survey, 2016
	KMO statistics for online shoppers were .822 signifying higher than acceptable adequacy of sampling. The Bartlett’s test of sphericity was also found to be significant at one percentage level, providing evidence of the presence of relationship between variables to apply factor analysis.
The communalities for each variable were assessed to determine the amount of variables accounted by the variables to be included in the factor rotations and the results are shown in the table 4.9
TABLE 4.9
COMMUNALITIES MATRIX 
	S.NO
	FACTORS 
	INITIAL
	EXTRACTION

	1
	Less time consuming
	1.000
	0.784

	2
	Lower prices
	1.000
	0.804

	3
	More convenient
	1.000
	0.813

	4
	Enjoy shopping on net
	1.000
	0.901

	5
	Ability of finding products generally unavailable in offline store
	1.000
	0.512

	6
	Online shopping is way to spend leisure time
	1.000
	0.816

	7
	Easier to compare products, cost/prices
	1.000
	0.869

	8
	Easier to find right products
	1.000
	0.818

	9
	Easier to pay
	1.000
	0.831

	10
	Reduce  my efforts
	1.000
	0.710

	11
	Ability to avoid long queues
	1.000
	0.775

	12
	Websites are easy to use  for online shopping
	1.000
	0.794

	13
	Website provides different language options
	1.000
	0.805

	14
	Information regarding  product were accurate
	1.000
	0.837

	15
	Easy mode of payment
	1.000
	0.799

	16
	Using Credit Card / Debit Card and low service Charges
	1.000
	0.546

	17
	Delivered the product on time
	1.000
	0.654

	18
	Satisfied with the product and  services
	1.000
	0.882

	19
	Privacy/good shopping experiences
	1.000
	0.725

	20
	Satisfied with customer care service
	1.000
	0.846

	21
	I am comfortable using credit card, debit card and net banking
	1.000
	0.722

	22
	I feel safe about identity  protection
	1.000
	0.877

	23
	Web sites are reliable and trustworthy
	1.000
	0.566


      Extraction Method; Principal Component Analysis				
        Source: Estimation based on Field Survey, 2016
	All the variables had value greater than 0.60 signifying substantial portions of the variables accounted by the factors. 
	Table 4.10 enlists the Eigen Values, their relative explanatory powers and factors loadings for 23 linear components identified within the data set.
TABLE 4.10
ROTATED COMPONENT MATRIX
	S.NO.
	FACTORS 
	1
	2
	3
	4
	5

	1
	Less time consuming
	
	
	0.801
	
	

	2
	Lower prices
	
	
	
	
	

	3
	More convenient
	
	
	0.787
	
	

	4
	Enjoy shopping on net
	
	
	
	
	0.793

	5
	Ability of finding products generally unavailable in offline store
	
	
	
	
	

	6
	Online shopping is way to spend leisure time
	
	
	
	
	0.732

	7
	Easier to compare products, cost/prices
	.842
	
	
	
	

	8
	Easier to find right products
	.806
	
	
	
	

	9
	Easier to pay
	
	.716
	
	
	

	10
	Reduce  my efforts
	
	
	
	
	

	11
	Ability to avoid long queues
	
	0.776
	
	
	

	12
	Websites are easy to use  for online shopping
	
	0.786
	
	
	

	13
	Website provides different language options
	
	
	
	
	

	14
	Information regarding  product were accurate
	
	
	
	
	

	15
	Easy mode of payment
	
	0.739
	
	
	

	16
	Using Credit Card / Debit Card and low service Charges
	
	
	
	
	

	17
	Delivered the product on time
	
	
	
	
	

	18
	Satisfied with the product and  services
	
	
	
	
	

	19
	Privacy/good shopping experiences
	
	
	
	
	

	20
	Satisfied with customer care service
	
	
	
	
	

	21
	I am comfortable using credit card, debit card and net banking
	
	
	
	0.834
	

	22
	I feel safe about identity  protection
	
	
	
	0.738
	

	23
	Web sites are reliable and trustworthy
	
	
	
	
	

	
	Eigen Values
	11.953
	1.730
	1.561
	1.263
	1.179

	
	Percentage of variance
	51.967
	7.523
	6.787
	5.491
	5.124

	
	Cumulative Percentage
	51.967
	59.491
	66.278
	71.769
	76.893


           Extraction Method: Principal Component Analysis					
                 Rotation Method: Varimax with Kaiser Normalization				
                Source: Estimation based on Field Survey, 2016
	
	The Eigen value of the first five factors alone was greater that one indicating that these factors alone were appropriated for inclusion in the analysis. These factors accounted for 77 percent of the variations. The Kaiser rotated component matrix are presented in the table 4.7. Factor 1 had significant loadings on two dimensions namely ‘easy to compare products’ & ‘easy to find products’. These dimensions explained nearly 52 percent of the variance. For factor 2 had significant loadings for four dimensions namely ‘easy to pay’, ‘ability to avoid long queue, ‘websites are easy to use’ and ‘easy mode of payment’ and explained nearly 8 percent of the variance. Factors 3 had significant loading for two dimensions namely ‘less time consuming’ and ‘more convenient’ and explained nearly 7 percent of the variance. For factor 4 had significant loading for two dimensions namely ‘comfortable using credit and debit cards and internet’ and ‘safe protection’ and explained 5 percent of the variance. Factor 5 had significant loadings for two dimensions namely ‘enjoy shopping on net’ and ‘way to spent leisure time’ and explained 5 percent of the variance. To sum up, the major influencing factors were more convenient, easier to compare products, costs/prices and ability to avoid long queues. Hence, if the sellers were able to develop efficient customer care services, it may be able to attract customers to online shopping. 

V. CUSTOMER’S ATTITUDE TOWARDS ONLINE SHOPPING
PATH ANALYSIS
		Due to technological innovations, the traditional way of shopping has become insufficient for individuals. Individuals now prefer easy way to reach brands and stores and it can be said that the internet has fundamentally changed customer’s notions of convenience, speed, price, products information and services. As a result, it has given marketers a whole new way to create value for customers and build relationships with them (Kotler and Armstrong, 2012, 532). The e-commerce sector has continued its growth in recent years. The numbers demonstrates that “e-commerce is taking a bigger slice of the overall retail sales pie and is growing for faster than retail sale” (Internet Retail, 2011). E- Commerce provides consumers more choices, more information and more ways to buy. Moreover, e commerce will remain as a medium to sell products, services and content over the internet (Korper and Ellis, 200). As a results individuals can buy or sell anything, ‘at any time ‘, from anywhere through online shopping (Ko et.al 2004). Based on these literature reviews, an attempt was made to examine the impact of ease of use, product choices, mode of payment and convenience were the attitude towards online shopping. There is a strong link between ease of use, product choices, mode of payment, convenience and attitude. If the customers are happy with type of product, ease of use, mode of payment and convenience, this will in turn tend to make customers to have a favourable attitude towards online shopping. The data was analyzed by using VPLS. All the variables were tested for reliability and outcome presented in the table 4.11 
TABLE 4.11
RELIABILITY AND AVE
	S.NO.
	CONSTRUCT
	COMPOSITE RELIABILITY
	AVE
	CRONBACH 
ALPHA 

	1
	Ease of use
	0.8704
	0.691429
	0.78

	2
	Product Choice
	0.882415
	0.717106
	0.80

	3
	Mode of Payment
	0.849568
	0.65922
	0.70

	4
	Convenience
	0.86334
	0.759542
	0.70

	5
	Attitude
	0.935706
	0.6466
	0.92


              Sources: Estimation based on Field Survey, 2016
Composite reliability guideline offered by (Manuel and Joaquina , 2004 ) suggests a value of 0.7 as a benchmark for modest reliability applicable in initial stages of research. In this study all latent constructs are reliable, where the values range between 0.84 and 0.95. Thus, they fully meet all the requirements of composite reliability.
Composite reliability outcomes greater then 0.90, are rated as excellent and values that falls between 0.80 and 0.90 are considered to be very good (Ruskie,2007) and with reference to this , variable reliability was very good for most of the variable while it was excellent for attitude.
Cronbach’s alpha estimates the internal consistency manifests in a scale. It measures the extent to which manifest responses obtained the sample time correlate highly with each other (Hulland, 1999). High inter correlation in a scale’s manifest variables means the scale is internally consistent. The widely acceptable cut-off level of alpha is 0.7 (Hulland, 1999). Here it can be seen that in all the cases, α values are more than the cut –off level indicating the internal consistency for all the latent variables.
Another reliability measure is average variance extracted (AVE). It reflects the overall amounts of variance in the manifests accounted for by the latent construct. According to, Youggi, Itizy,  RenYong & Yongheng, (2004), AVE is more conservative measure then composite reliability and suggested acceptable level of AVE is 0.050 or above for a construct. AVE measure was more than 0.60.The AVE results fulfil the basic requirement.
The R2 (model goodness-of-fit) of the latent variables expresses the proportion of variance in the latent variables explained by the structural relationships was 0.41. This means that the PLS regression model can explain 41% of total variance in attitude. Thus, the present model exhibits acceptable level of reliability and validity measures for the constructs. The Figure 4.4 depicts the factors determining the attitude towards online shopping.
FIGURE: 4.1
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The model shows the direct influences of EO, product choice, mode of payment and convenience and attitude. Of the estimated 4 latent variables the impact of EO was very high .34 on attitude. It is observed that at one point increase in EO, product choice, mode of payment and convenience would increase the attitude by .336, .34, .23, .13 and .03. Thus, if the people think online shopping can reduce efforts then they will more favourable attitudes towards online shopping.  If the customers feel they are no hassles in making payment through online there will be an improvement in their attitude. Similarly the availability of wider choice will also induce the customers to use online shopping. The online shopping will find greater acceptance among the customers if they find that their able to save time and energy. Time saving is one of the most influencing factors of online shopping. 
Rohm and Swaminathan’s (2004) also observe that, one possible explanation for the increase choice of online shopping was saves time during the purchasing of goods and it can eliminate the traveling time required to go to traditional store.


TABLE.4.12
STRUCTURAL MODEL-BOOTSTRAP
	S.NO
	FACTORS
	ENTIRE
SAMPLE
ESTIMATE
	MEAN
OF
SUBSAMPLES
	STANDARD
ERROR
	T-STATISTIC

	1
	Ease of Use->Attitude
	0.336
	0.2669
	0.1657
	2.0278*

	2
	Product->Attitude
	0.134
	0.1675
	0.0805
	1.6651**

	3
	Payment->Attitude
	0.227
	0.2203
	0.1134
	2.0025*

	4
	Convenience>Attitude
	0.031
	0.1731
	0.1248
	0.2483


Source: Estimation based on the Field Survey, 2016
The table gives the path co-efficient value and the related ‘t’ statistics which test the significance of the path co-efficient and the extent of relationship between constructs. The inference from the table indicated is indicated by t>1.65; p<0.05 and if t>2; p<0.01.The Path co-efficient between ease of use and attitude are β=.3360 and t =2.0278, p<0.01. This indicates there is significance relationship between EO and attitude. The Path coefficient between the product choice and attitude are β=.1340 and t=1.65, p<0.05 this indicates there is significant relationship between product choice and attitude.
The Path co-efficient between mode of payment and attitude are β =0.227 and t= 2. P<0.01 this indicates there is significance between payment and attitude. The path coefficient between convenience and attitude are β = 0.031 and t = 0.2483 and p >0.05 this indicate there is insignificance between convince and attitude. 
From the model it can be concluded that ease of use, product choice and mode of payment are significantly influences the customers’ attitudes towards online shopping. Findings from Rohm and Swaminathan’s (2004) about convenience and variety seeking are major motivating factors of online shopping substrate the above finding and this study was also consistent with Morgawosky and Cude’s (2000) research findings.
TECHNOLOGY ACCEPTANCE MODEL (TAM)
Technology acceptance model (TAM) is an extension to Theory of reasoned action proposed by (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975), TAM is developed by (Fred Davis andRichard Bagozzi (Davis 1989, Bagozzi & Warshaw 1992). TAM is basically information system theory that covers how a user accepts and uses a technology, TAM outlines number of factors that influence a user’s decision and at the same time it deals with the how and when users will use it. TAM model is specifically tailored to understand the adoption of computer-based technologies on the job or in the workplace, it has proven to be suitable as a theoretical foundation for the adoption of e-commerce as (Chen et al., 2002; Moon & Kim, 2001; Lederer et al., 2000). In these studies, the authors had come up with a number of factors which affected customer adoption towards online shopping. In the current study, the researchers incorporated perceived usefulness, perceived ease of use, trust and satisfaction as drivers of customer attitude towards of online shopping.
Perceived Usefulness 
In Davis (1989) words Perceived Usefulness (PU) is the “the degree to which a person believes that using a particular system would enhance his or her job performance" and that is PU factor, and then he or she will move forward to think about creating and intention to use that system and finally the will actually use the system. Hence the following hypotheses were framed.
H1: Perceived usefulness (PU) has positive effect on attitude
Perceived Ease of Use
Perceived Ease of Use (PEOU) is the “degree to which a person believes that using a particular system would be free from effort” and that is PEOU factor and then this factor leads to the one’s thinking that particular system will increase one’s job performance. Hence the following hypotheses were framed.
H2: Perceived ease of use (PEOU) has positive effects on attitude
Trust 
Safe and secured transaction of money and credit card information increases trust and decreases transaction risk. In 1995, UK has introduced Fraud free electronic shopping and later on Europe and Singapore introduced secured electronic transaction (SET). Cuneyt and Gautam (2004) claims trust in the internet shopping with advanced technology, and frequent online shopping to the internet being secured as a trustworthy shopping channel. Trust is the “degree to which a person believes that using a particular system would be safe and secured”. Hence the following hypotheses were framed.
H3: Trust has positive effects on attitude
Attitude 
Attitude is about personal performance of individual’s positive or negative evaluation Icek Ajzen (1988, 1991). It is considered as personal or emotional factor that can affect in a positive or negative manner, Icek Ajzen (1988, 1991). Attitude (ATT) is the “degree to which a person’s believes that people who are important to him or her think he or she should or should not perform the behaviour. Hence the following hypothesis was framed.
H4: Attitude has positive effects on satisfaction

Satisfaction 
Satisfaction is user’s general feelings about past online shopping experience (Bhattacherje 2001; Delone and Mclean 1992; cited by Zhou, Dai et.al 2007).It is a stronger predictor of continuance (i.e. continue to use) intention than perceived usefulness because the effect of the latter decrease over time (Bhattacherje 2001; Delone and Mclean 1992; cited by Zhou, Dai et.al 2007). Since retaining consumer is becoming increasingly important as more and more consumers go online, consumer’s continuance intention is at least as important as, if not more as their intention to choose online shopping. Satisfaction is predicted primarily according to consumer confirmation of expectation based on their experiences and secondarily by the perceived usefulness from the initial use of an information system (Chang et.,al 2005). Confirmation is a cognitive belief derived from prior experience (Bhattacherje 2001; Delone and Mclean 1992; cited by Zhou, Dai et.al 2007). Satisfaction is an attitude construct that affects consumer’s behavioural intention (Devaraji et.al 2002; cited by Zhou Dao et.al 2007) compared with pre-acceptance attitude construct satisfaction reflect user’s post acceptance attitude established during a various stages of online shopping.
Based on the above discussion, the data was analysed by using VPLS. All the variables were tested for reliability and outcome presented in table 4.13.
Table .4.13
RELIABILITY AND AVE TABLE 
	S.No.
	Construct
	Composite Reliability
	AVE
	Cronbach
Alpha 

	1
	Trust 
	0.915681
	0.68558
	0.882229

	2
	Perceived Ease of Use
	0.885605
	0.61098
	0.8088

	3
	Perceived usefulness
	0.862691
	0.61397
	0.772596

	4
	Attitude
	0.935627
	0.64614
	0.920413

	5
	Customer Satisfaction 
	1
	1
	0


                   Sources: Estimation based on Field Survey, 2016
	
	Composite reliability guideline offered by (Manuel & Joaquina, 2004) suggests a value of 0.8 as a benchmark for modest reliability applicable in initial stages of research. In this study all latent constructs are reliable where the values range between 0.86 to 1. Thus, they fully meet all the requirements of composite reliability. Composite reliability outcomes greater than 0.90, are rated as excellent and values that falls between 0.90 to 1 are considered to be very good (Ruskie, 2007) and with reference to this, variable reliability was very good for most while excellent for attitude and satisfaction.
             	Alpha estimates the internal consistency of manifests in a scale. It measures the extent to which manifest responses obtained at the same time correlate highly with each other (Hulland, 1999). High inter correlation in a scale’s manifest variables means the scale is internally consistent. The widely acceptable cut-off level of alpha is 0.8 (Hulland, 1999). Here it can be seen that in all cases and values are partly indicating the internal consistency for all the latent variables.
	Another reliability measure is average variance extracted (AVE). It reflects the overall amounts of variance in the manifests accounted for by the latent construct. According to (Youggi, Iting, Renyong & Yongheng, 2004) AVE is more conservative measure than composite reliability and suggested acceptable level of AVE is 0.050 or above for a construct. An AVE measure was more than 0.60. The AVE results fulfil the basic requirements. 
	The R2 (Model Goodness -of-Fit) of the latent variables expresses the proportion of variance in the latent variables explained by the structural relationships was 0.38. This means that the PLS regression model can explain 38% of total variance in attitude. The R2 (Model Goodness -of-Fit) of the independent variable expresses the proportion of variance in the independent variable explained by the structural relationships was 0.12. This means that the VPLS regression model can explain 12% of total variance in satisfaction. Thus, the present model exhibits acceptable levels of reliability and validity measures for the constructs. Fig. 5 depicts the factors determining the satisfaction level towards online shoppinng
Figure-5
Technology Acceptance Model 
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	The model shows the direct influence of perceived usefulness, perceived ease of use, trust and attitude and satisfaction level of customer. Of the estimated 3 latent variables the impact of perceived usefulness was very high (.39) on attitude. It is observed that a one point increase in trust, perceived ease of use would cause increase in attitude by .19, and .07 respectively. Thus, if people think online shopping can increase security and less effort to purchase products they will more positive attitude towards online shopping. The variable perceived ease of use was found to have insignificant impact on attitude.   
Table 4.14
STRUCTURAL MODEL—BOOTSTRAP

	S.No
	Factors
	Entire sample
Estimate
	Mean
Of
Sub Sample
	Standard
Error

	T
Statists


	1
	Trust->Attitude
	0.191
	0.1955
	0.0907
	2.1069

	2
	Precived Usefullness-> Attitude
	0.071
	0.14
	0.0974
	0.7293

	3
	Precived- >Ease of use
	0.39
	0.3606
	0.1319
	2.9561

	4
	Attitude –> customer satisfaction 
	0.344
	0.3536
	0.1015
	3.39


 Source: Estimation based on the Field Survey, 2016
Table gives the path co-efficient value and the related ‘t’ statistics which test the significance of the path co-efficient and the extent of relationship between constructs. The inference from the tabs is indicated by t > 1.65; p < 0.05 and if t > 2; p < 0.01. The path co-efficient between perceived usefulness and attitude are β=.1319 and t= 2.9561, p<0.01. This indicates that there is significance relationship between perceived usefulness and attitude. The path co-efficient between trust and attitude are β=.0.0907 and t= 2.1069, p<0.01. This indicates that there is significance relationship between trust and attitude. The path co-efficient between perceived ease of use and attitude are β=.0974 and t= 0.7293, p>0.05. This indicates that there is insignificance relationship between perceived ease of use and attitude. The path co-efficient between perceived attitude and satisfaction are β=.1015 and t= 3.3900, p<0.01. This indicates that there is highly significance relationship between attitude and satisfaction.
Perceived usefulness, ease of use and trust were significant determinants of attitude. A large standardized coefficient for perceived usefulness suggests its larger contribution in influencing the satisfaction towards online shopping. Thus, the findings support hypotheses 1. The study found that perceived ease of use had insignificant positive effect on the attitude causing rejection of hypotheses 2. A positive attitude towards online shopping could be formed, if a customer is made to feel that online services are more convenient and less time and effort to operate. 
Trust was found to have positive and significant effect on both attitude and satisfaction supporting hypothesis 3. Practical implication of this finding is that, to increase satisfaction and consequently attitude people should be convinced about their security. According to Bhatnagar and Ghose (2004) security is one of the attribute which limits buying on the web as they claim that there is a large segment of internet shoppers who don’t like to buy online because of their thinking about the security of their sensitive information. Internet need to develop strategies that could improve the customer’s trust in the new technology. Hence Safe and secured transaction of money and credit card information increases trust and decreases transaction risk. 
Attitude was also positively and significantly related to customer satisfaction, supporting hypothesis 4. Thus, as attitude increases, the satisfaction level of the customers towards online shopping also increases. In general, the results supports developed hypothesized relationship and the contention that customer’s attitude performs a mediating role in the link between perceived usefulness, ease of use and trust. However the main focus should be on customer attitude, of which perceived usefulness, ease of use and trust are very important antecedents.
Understanding customer’s need for online selling has become challenge for marketers. Specially understanding the consumer’s attitudes towards online shopping , making improvement in the factors that influence consumers to shop online and working on factors that affect consumers to shop online will help marketers to gain the competitive edge over others.
VI. OPINION ON FUTURE ONLINE SHOPPING
The table shows opinion about continues usage of online shopping in the future.
TABLE.4.15
OPINION ON FUTURE ONLINE SHOPPING
	Sl.No.
	FUTURE OF ONLINE
SHOPPING
	FREQUENCY
	PERCENTAGE

	1.
	Likely
	72
	72

	2.
	More Likely
	15
	15

	3.
	Neutral
	9
	9

	4.
	Dislikely
	4
	4


                     Sources: Estimation based on Field Survey, 2016
The survey shows that, majority of the respondents are likely to shop more in future  (72 percent); followed by 15 percent of the respondents agreed to chances of shopping more likely. However, there are 9 percent of the respondents who remained neutral about their opinion regarding future online shopping where as 4 percent disliked the idea of shopping online in the future. 

CHAPTER V
SUMMARY AND CONCLUSION
E-commerce provides consumers more choices, more information and more ways to buy. Moreover, e-commerce will remain as a medium to sell products, services and content over the internet (Korper and Ellis, 2001; 1). As a result individuals can buy or sell anything, 'at anytime, from anywhere through online shopping' (Ko, et al., 2004; 20). According to the latest data, more than two billion people use the internet worldwide which equals to 30 percent of the world's population. Furthermore, individuals spend 5 percent of their total time on the internet with online shopping activity. (We are social, 2012). In the United States, online shopping demonstrates an increasing trend just like the other parts of the world. In 2011, online shoppers had spent $202 billion and in 2012 this number estimated to be $226 billion. Moreover it is forecasted that 'online shoppers in the US will spend $327 billion in 2016' (Internet Retailer, 2012). In addition in 2016, reports say that 192 million people will prefer to shop online rather than in stores.
E‐commerce has narrowed down the role of intermediaries between buyers and sellers to the mutual benefit of both parties. The internet has a substantial impact on consumer behaviour and has contributed to the emergence of an era of consumer empowerment. Consumer Behaviour has changed dramatically in the past decade. In the present day, consumers can order many customized products online, ranging from sneakers to computers. Many have replaced their daily newspapers with customized, online editions of these media and are increasingly receiving information from online sources. According to one report, internet household penetration in India reached 42 million households in 2007 (Internet Usage Statistics), and there will be about 10.5 million broadband households in India by 2011. Worldwide, more than 540 million people now have Internet access. The internet is unique because it is both a market and a medium. Shopping has become the fastest-growing use of the Internet, and almost 40 percent of the Internet users report shopping as a primary use of the web. Even consumers who have not used the Internet to purchase goods and services claim to have used it for information searching that ultimately led to shopping in the traditional channels. 
Most of the earlier studies are conducted on young adults because of their familiarity with ICT (Lester et al., 2005). Kau, et al. stated that (2003) traditional shopping mostly have been chosen by older individuals (40 years old and above). Not many studies have been conducted to evaluate the attitude towards online shopping in Indian context. The present study intends to examine the factors affecting the customer’s attitude and also suggests suitable measures to popularise online shopping in Coimbatore city.
Objectives of the study
The specific objectives of the study
· To investigate the socio-economic profile of the online shoppers
· To analyze the factors influencing customer’s attitude towards online shopping
· To explore the determinants which impact the satisfaction level of online shoppers
· To suggests suitable measures to popularise online shopping
Hypotheses
In the course of the study the following hypotheses were examined
· Online shoppers are young, professionals and wealthy.
· Perceived ease of use, perceived usefulness, trust has a positive impact on individual’s attitude in using online shopping and consequently attitude has a positive impact on satisfaction of online shopping.
· There is no significant difference between shoppers in favour of online shopping depending upon age, gender, education, occupation yearly shopping and internet at home
· Ease of use, Mode of Payment and Product choices has significant impact on customer’s attitude towards online shopping.
Methodology 
Multi stage sampling design was adopted in the study for selecting the sample. 100 samples were selected from the universe by adopting incidental purposive sampling technique. The term incidental sampling is applied to those samples that are taken because they are most readily available. The basic assumption behind purposive sampling is that with good judgement and an appropriate strategy one can handpick the cases to be included in the sample and thus develop samples that are satisfactory in relation to one’s needs (Guilford, 1978). A common strategy of purposive sampling is to pick cases that are judged to be typical of the population, in which one is interested, assuming that errors of judgement in selection will tend to counter balance each other if sufficiently large sample is taken. Online shopping was gaining significance among customers in Coimbatore; there was not enough evidence of customer’s acceptance and their stance towards the use of the services. For one to accept that online shopping has gained prominence in Coimbatore, customer’s attitude and satisfaction in the system need to be validated, for which the views of customers need to be analyzed to identify factors that intention to adopt or to continue using online shopping. Questionnaire was administered to customers and asked to complete the questionnaire after identifying whether they were using online shopping.  The required data was collected by administrating a pre-tested interview schedule during the period January 2016.
Techniques of analysis 
· Besides averages, percentages and graphs, techniques like discriminant analysis, Garrett’s rating scale, Likert’s summated scale, factor analysis, one way anova, path analysis and TAM were used.
Empirical Findings
· The major findings of the study are summarized below:
SOCIO- ECONOMIC PROFILE OF THE SELECTED RESPONDENTS
· Of the 100 respondents who have answered the questionnaire regarding their use of online shopping, 50 respondents were males and 50 respondents were females.
· About 41% of the online Shoppers were in the age group of 20-30 years which is the highest percentage among other age groups. The study found that the young generation which is actively utilizing the technological revolution and they are able to use this technology for their well-being more than other age group category.
· Majority of the respondents were not married (i,e) 52% and rest of them were unmarried (48%) who are using online for their specific needs than offline.
· Majority of the respondents (68%) of the survey had Master’s degree; as a matter of fact 98% of the respondents are well educated have either a Master’s or a bachelor’s or diploma.
· Majority (46 percent) were government servants; followed by professionals (33 percent); followed by unemployed (16 percent) (i.e) students and rest of them (5 percent) were self employed.
· Majority (46 percent) of the respondents were in the income range of Rs.30,000/- to Rs.60,000/-. The study found that, maximum range of income comes from the professionals, government employees and students. Though students are not employed, they do shopping online because they are updated with the current technology.
· Majority (98 percent) of them were having internet connection at home. Just 2 per cent of the respondents didn’t have internet connection at home. But they do shopping at their working place.
· Majority of the respondents (41 percent) do shopping online frequently on monthly basis.
· Majority of the respondents have been doing online shopping since one to 3 years (51percent) and twelve percent of them have been purchasing from online less than a year, it indicates that some of the respondents not addicted to online shopping and just currently involved in it.
· Majority of the respondent preferred to buy personal care products via online. It might be because of the enhancement of the delivery system, followed by variety of products to choose from and reasonable price.
· Majority of the customers purchased the products 3 to 5 times during six months implying they were frequently using online for their purchases. 
· Discriminants Analysis was used to identify the variables that distinguish lower attitudes from high attitudes were occupation, income and age. Of these variables, occupation accounted for nearly 28 per cent of variation, followed by income (16 percent) and age (14 percent). Thus, the online shoppers were persons belonging to young generation, high income groups and government servants.
IMPORTANCE AND REASONS FOR ONLINE SHOPPING
· The online shoppers gave the first and foremost priority to purchase online were ‘ease of use’ (1st rank), ‘time saving’ (2nd rank) and ‘save money’ (3rd rank) and the factors which was of least priority was ‘protect privacy’ (i.e. last rank) given by the respondents.
· The most important factors which influenced their intention to purchase online were ‘convenient’ (1st rank) ‘low prices’ (2nd rank) and ‘fast shipping’ (3rd rank) given by customers and ‘more choices’ was the least rank given by the customers to purchase online.
AMOUNT SPENT ON ONLINE SHOPPING
· ANOVA test was used to verify if there was a significant difference between amounts spent on online shopping across differences occupational level. There was a significant difference between the amount spending across different occupation at 5 percent level of significant (F=3.555).
Factor Analysis
· The major influencing factors that attract customers to purchase online were more convenient, easier to compare products, costs/prices and ability to avoid long queues. Hence, if the sellers were able to develop efficient customer care services, it may be able to attract customers to online shopping. 
CUSTOMER’S ATTITUDE TOWARDS ONLINE SHOPPING
· Path analysis was made to examine the impact of ease of use, product choices, mode of payment and convenience were the attitude towards online shopping. There is a strong link between ease of use, product choices, mode of payment, convenience and attitude. If the customers are happy with type of product, ease of use, mode of payment and convenience, this will in turn tend to make customers to have a favourable attitude towards online shopping.
· Composite reliability guideline offered by (Manuel and Joaquina, 2004) suggests a value of 0.7 as a benchmark for modest reliability applicable in initial stages of research. Composite reliability outcomes greater then 0.90, are rated as excellent and values that falls between 0.80 and 0.90 are considered to be very good (Ruskie,2007) and with reference to this , variable reliability was very good for most of the variable while it was excellent for attitude.
· Cronbach’s alpha estimates the internal consistency manifests in a scale. It measures the extent to which manifest responses obtained the sample time correlate highly with each other (Hulland, 1999). High inter correlation in a scale’s manifest variables means the scale is internally consistent. The widely acceptable cut-off level of alpha is 0.7 (Hulland, 1999). Here it can be seen that in all the cases, α values are more than the cut –off level indicating the internal consistency for all the latent variables.
· Another reliability measure is average variance extracted (AVE). It reflects the overall amounts of variance in the manifests accounted for by the latent construct. AVE measure was more than 0.60. The AVE results fulfil the basic requirement.
· The R2 (model goodness-of-fit) of the latent variables expresses the proportion of variance in the latent variables explained by the structural relationships was 0.41. This means that the PLS regression model can explain 41% of total variance in attitude. Thus, the present model exhibits acceptable level of reliability and validity measures for the constructs. 
· The model shows the direct influences of EO, product choice, mode of payment and convenience and attitude. Of the estimated 4 latent variables the impact of EO was very high .34 on attitude.
· The Path co-efficient between ease of use and attitude are β=.3360 and t =2.0278, p<0.01. This indicates there is significance relationship between EO and attitude. The Path coefficient between the product choice and attitude are β=.1340 and t=1.65, p<0.05 this indicates there is significant relationship between product choice and attitude. 
· The Path co-efficient between mode of payment and attitude are β =0.227 and t= 2. P<0.01 this indicates there is significance between payment and attitude. The path coefficient between convenience and attitude are β = 0.031 and t = 0.2483 and p >0.05 this indicate there is insignificance between convince and attitude. 
· From the model it can be concluded that ease of use, product choice and mode of payment are significantly influences the customers’ attitudes towards online shopping. Findings from Rohm and Swaminathan’s (2004) about convenience and variety seeking are major motivating factors of online shopping substrate the above finding and this study was also consistent with Morgawosky and Cude’s (2000) research findings.
· Technology acceptance model (TAM) the researchers incorporated perceived usefulness, perceived ease of use, trust and satisfaction as drivers of customer attitude towards of online shopping.
· Perceived usefulness, ease of use and trust were significant determinants of attitude. A large standardized coefficient for perceived usefulness suggests its larger contribution in influencing the satisfaction towards online shopping. Thus, the findings support hypotheses 1. The study found that perceived ease of use had insignificant positive effect on the attitude causing rejection of hypotheses 2. A positive attitude towards online shopping could be formed, if a customer is made to feel that online services are more convenient and less time and effort to operate. 
· Trust was found to have positive and significant effect on both attitude and satisfaction supporting hypothesis 3. Practical implication of this finding is that, to increase satisfaction and consequently attitude people should be convinced about their security.
· Attitude was also positively and significantly related to customer satisfaction, supporting hypothesis 4. Thus, as attitude increases, the satisfaction level of the customers towards online shopping also increases. In general, the results supports developed hypothesized relationship and the contention that customer’s attitude performs a mediating role in the link between perceived usefulness, ease of use and trust. However the main focus should be on customer attitude, of which perceived usefulness, ease of use and trust are very important antecedents.
OPINION ON FUTURE ONLINE SHOPPING
· Majority of the respondents are likely to shop more in future (72 percent); followed by 15 percent of the respondents agreed to chances of shopping more likely. However, there are 9 percent of the respondents who remained neutral about their opinion regarding future online shopping where as 4 percent disliked the idea of shopping online in the future.
CONCLUSION  
To be concluded, the study found that online shopping is bound to grow in a big way, with the growing younger population in Coimbatore city. The study incorporated perceived usefulness, perceived ease of use, trust and satisfaction as drivers of customer attitude towards of online shopping. If Attitude increases, the satisfaction level of the customers towards online shopping also increases and the contention that customer’s attitude performs a mediating role in the link between perceived usefulness, ease of use and trust. However the main focus should be on customer attitude, of which perceived usefulness, ease of use and trust are very important antecedents. Hence, online shopping is a vast growing technology. If it is properly utilized with assured safety and security for the transactions, it will thrive into a highly competitive and dynamic environment.
RECOMMENDATIONS 
· Web based technologies upgrades creative conceptualization that would improve the response from technology savvy consumers. So the firms have to invest in such new technologies.
· One of the major drawbacks that the respondents have felt is no proper returning policy to the product. After getting opinion from the respondent if the above said problem occurs, then they should be guided in a proper way to return the product. This will create a good website reputation and repurchasing power of the respondents.
· The corporate vendors and other types of online vendors should start service centres in all major cities. In case of foreign companies, they should direct the nearest service centres. This could help to rectify the consumer problem within a short span of time. This will create consumer confidence on online vendors and service providers.
· Even though consumers are educated they are not interested to purchase products through online because of infrastructure shortage, they do not know how to order the product online and they have lack of confidence on payments. So the vendor companies and online service providers have to create awareness to consumers as how to order the product online.
· Most of the Indian consumers are traditional buyers with long term usage behaviour. But most of the buyers of online shopping products are in the nature of short term product users. Hence, it is suggested that the vendor can concentrate on offering more of durable products with guarantee.
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ANNEXURE-1
ATTITUDES TOWARDS ONLINE SHOPPING: A TECHNOLOGY ACCEPTANCE MODEL
1. Name    :  
2. Age       : 
3. Gender  :               Male                                 Female  
 (
   
)4. Educational qualification         :  
5. Marital Status:    a) single              b) Married	  c) Separated 	         d)Unmarried   		
6. Occupation                              :        
7. Income                                    :             
8. Do you access internet from  home?       a. Yes                      b.  No
8. a. If Yes, How many years have you been using internet?
a. less than a year
b. 1-3 years
c. 4-6 years
d. More than 6 years
9.  Are you aware of online shopping?	a. Yes                      b.  No
9 a) If yes, how often do you shop online in a month?
a. 0                            b. 1-5 time                   c.6-10 times               d. more than 10 times
10. How frequently do you use online shopping in a year?
a. Weekly    	  b. Monthly             c. Quarterly              d. half yearly          e. annually 

11. What is your preferred mode of payment while shopping online? 
a. Credit card        
b. Net banking
C. Debit card
d. Cash on delivery
e. Vouchers and promotional codes, Gift cards    
12. What product do you prefer to buy from an online store normally ?
a. Toys and Games	
b. Personal Care and Appliances
c. Beauty and Wellness 
d. Health Care
e. Sports and Fitness
f. Nutrition and Health
13. How many product have you purchased on the internet in last 6 months?
a. 1-2 items
b. 2-5 items
c. 6-10 items
d. 11-20 items
e. more than 20 items


14.Please  Rank the following
	S.No
	Reason
	Rank

	1
	Low Prices
	

	2
	Convenient
	

	3
	Fast shipping
	

	4
	Trust
	

	5
	Brand conscious
	

	6
	Refund
	

	7
	More choices
	

	8
	Time saving
	

	9
	Friend Referral
	


15. How satisfied are you in general with online shopping experience?
a. Highly Satisfied           
 b. Satisfied  
 c. Neutral   
 d. Less Satisfied
 e. Not satisfied at all
16.  Attitude towards online shopping
	
S.NO
	         
                  Attitudes
	Strongly agree
	Agree
	Neutral
	disagree
	Strongly
disagree

	1
	The idea of using internet to buy a              product or service is appealing
	
	
	
	
	

	2
	I feel that takes less time in evaluating a product and selecting  a product
	
	
	
	
	

	3
	I can purchase the product anytime 
	
	
	
	
	

	4
	 It is easy to choose and make comparison with other product while shopping online
	
	
	
	
	

	5
	I get on time delivery by shoppingonline
	
	
	
	
	

	6
	 I like to shopping through internet
	
	
	
	
	

	7
	It is a good idea to shop online
	
	
	
	
	

	8
	I think positively towards shopping online 
	
	
	
	
	



17. How much money do you spend each time on online shopping?
a. Less than Rs.500          b. Rs.500-Rs.1000       c.Rs.1000-Rs.2000           d.Rs.2000 and above 
18. Factor influencing online shopping 
	S.No.
	Factors
	SA
	A
	N
	DA
	SDA

	1
	 Less time consuming
	
	
	
	
	

	2
	Lower prices
	
	
	
	
	

	3
	 More convenient 
	
	
	
	
	

	4
	Enjoy shopping on net
	
	
	
	
	

	5
	Ability of finding products generally unavailable in offline store
	
	
	
	
	

	6
	Online shopping is way to spend leisure time 
	
	
	
	
	

	7
	Easier to compare products, cost/prices
	
	
	
	
	

	8
	Easier to find right products
	
	
	
	
	

	9
	Easier to pay 
	
	
	
	
	

	10
	Reduce  my efforts
	
	
	
	
	

	11
	Ability to avoid long queues 
	
	
	
	
	

	12
	Websites are easy to use  for online shopping
	
	
	
	
	

	13
	Website provides different language options
	
	
	
	
	

	14
	Information regarding  product were accurate 
	
	
	
	
	

	15
	Easy mode of payment
	
	
	
	
	

	16
	Using Credit Card / Debit Card and low service Charges
	
	
	
	
	

	17
	Delivered the product on time 
	
	
	
	
	

	18
	Satisfied with the product and  services
	
	
	
	
	

	19
	Privacy/good shopping experiences
	
	
	
	
	

	20
	 Satisfied with customer care service
	
	
	
	
	

	21
	 I am comfortable using credit card, debit card and net banking
	
	
	
	
	

	22
	I feel safe about identity  protection
	
	
	
	
	

	23
	Web sites are reliable and trustworthy
	
	
	
	
	




19 . Customer’s Satisfaction with online shopping:
	S.NO
	Items
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	1.
	 Availability of a product in a stock time of expected delivery
	
	
	
	
	

	2.
	 Tracking the order until it is delivered
	
	
	
	
	

	3.
	 On time arrival of the product when expected
	
	
	
	
	

	4.
	 Correct product was delivered
	
	
	
	
	

	5.
	 Support from the customer care service,Ease to contact and 
Courtesy and knowledge of staff
	
	
	
	
	

	6.
	 Resolution of issues
	
	
	
	
	

	7.
	 Like to buy again from same store
	
	
	
	
	

	8.
	 Overall experience with the purchase
	
	
	
	
	



20. When making an online purchase rank the importance of the following items 
	S.No.
	Importance
	Rank

	1.
	Protect privacy 
	

	2.
	Time saving
	

	3.
	Ease of use
	

	4.
	Secure payment process
	

	5.
	Convenience
	

	6.
	Previous experience
	

	7.
	Company reputation
	

	8.
	Save money
	

	9.
	Wide variety of products
	

	10.
	Promotional aspects ( eg) discounts, online contest, free make over  
	

	11.
	Customer service
	

	12.
	Delivery on time 
	

	13
	Fee return policy
	









21. Problem faced by online shoppers
	Sl. No.
	Problems
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree

	1.
	Difficult for me to judge product quality adequately 
	
	
	
	
	

	2.

	To compare the quality of similar 
Product
	
	
	
	
	

	3.

	Product purchase may not perform as expected
	
	
	
	
	

	4.

	Credit / debit card details may not be secure
	
	
	
	
	

	5.

	I may not received the same item 
which I ordered
	
	
	
	
	

	6.

	Online retailers may disclose my 
identity, information to other companies 
	
	
	
	
	

	7.

	Online retailer may track my 
shopping habits and history purchases
	
	
	
	
	

	8.
	Privacy and security care or risk
	
	
	
	
	

	9.
	Delivery may not be prompt
	
	
	
	
	

	10.
	Product may not be delivered on time 
	
	
	
	
	

	11.
	Product may not be in good condition
	
	
	
	
	

	12.
	Delay in refund process
	
	
	
	
	

	13.
	Loss of money if the product is damaged/ service failure
	
	
	
	
	

	14.
	Can’t see and touch the product
	
	
	
	
	

	15.
	Retailers not fully identified 
	
	
	
	
	



22. I will continue to purchase through online 
a. More likely   	b. Likely   	c. Neutral   	d. Dislikes 	      e. Least likely
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