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=T A STUDY OF INDIAN ONLINE

CONSUMERS & THEIR
BUYING BEHAVIOUR

* Ankur Kumar Rastogi

This study attempts to analyze the features related to the buying behaviour of online shoppers. Consumer

buying behaviour in respect of online shopping was studied using different socio-economic varjables.

It also provides a support that helps researchers understand the drivers of consumers’ attitude and goal
to shop on the Internet, and consumers’ perceptions regarding ease of use and usefulness. Conclusions
derived from the analysis can be used as useful guide for market orientation. The outcomes of the study

suggest that assessment of consumer buying behaviour can contribute to a better understanding of

consumer buying behaviour in respect of online shopping.
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Introduction a distribution channel, is a critical matter for both e-
Indian consumers as a whole spend about 55% ofrtfeketing managers and consumer thinkers. There are
total consumption expenditure on food itemkts of companies which are providing the platform to
According to a survey conducted by ORBe consumers to buy the products through online. Online
expenditure on non-food items has recorded largmsumers tend to be better educated. Higher computer
growth that the expenditure on food items. Consumktsracy makes internet shopping smartéreir é
decide whethemwhat, when, from whom, where andwareness about the internet also makes them better =
how much to buyThey can avail various mediums tpositioned to identify and take decision for products
buy the products. But currently we are living in thend services. By the internet, consumers find that they
age of internet. no longer have to accept fixed prices for the products
According to a study“About 44 percent and services and through the click of a few buttons
students use Internet in India and overall 72% of youhe lowest priced, highest quality product can be
people access Internet on regular basis. Due tofthend. The concept of online shopping developed
vast usage of Internet, the buying patterns have bgextually after the launch of the/orld Wide Web.
changed. It has changed the way goods are purch@eatles Stack was the first person to create an online
and sold, resulting to the exponential growth in theok store in 1992. Even Pizza Hut opened an online
number of online shoppers. Howeyex lot of pizza shop, whereas eBay #&wdazon took the concept
differences concerning online buying have beefonline shopping to an entirely new level. Online
discovered due to the various consumersiopping began in full swing since the year 1996.
characteristics and the types of provided products @wérall, 71 million users accessed Internet in year 2009,
servicesAttitude toward online shopping and goal t@ith 52 Million “active” users who accessed it atleast
shop online are not only affected by ease of usace in a month.
usefulness, and enjoyment, but also by other factResiew of Literature Simon Rigby Head of Direct
like consumer individualitysituational factors, produciChannels at Comet, says, “Our challenge is to meet
distinctiveness, previous online shoppinte needs of the greatest number of shoppers. By
understanding and faith in online shopping. Therefouadertaking research on a regular basis, we learn more
understanding who are the ones consuming and wibgut our customers’ shopping needs and styles. This
they choose to use or keep away from the Internehalps us to deliver all the necessary reassurances,
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product ranges and serviced/e conducted thiscollected through a questionnaire designed exclusively

survey during our peak selling period as we are in thethe studySecondary data was taken from Research

process of developing our range of online interactipapers, Journals, Magazines adbsites.

services, such as Live Chat and Cometbwk. Sample DesignSamples were collected from

Powerful multi media sales tools will soon becomtensumers and buyers of online shopping in which

standard in the online shopping arena. In three yed#hs,total sample size of respondents are 200.

you'll be just as likely to click and watch a produ€uestionnaireSurvey method was adopted for this

related video of your intended purchase on yatudy For the purpose of the survey structured

computer before you buy - as you are to have an ergagstionnaire was prepared and distributed to the

address today Research summarized by Emarketeonsumers and buyers to study about their preference

(2005) showed that the Internet applied a biggard satisfaction of online shoppers (online buyers).

influence than for offline media for electronicPataAnalysisand Interpretation

compared to that clothing, beauty or honAdter obtaining and analyzing the collected data, we

improvement as would be expected. Internet Markettmyve found following results:

has changed the way people buy and sell good Biglre: 1: Major products available for online

service. It has added lot of convenience and easghigpping

the whole process of buying. Internet buying

prevalence is highest in the United States, where 93%

of Internet users have bought on-line (Business

SoftwareAssociation, 2002), and it is growing rapidly

in India as well (wwwebaycom).

Objectivesof thestudy The main objective of the study

is to discover the key factors that influence online

buying behaviour of consumers in India.

Resear ch M ethodology Data Collection Methods

Both the primary and secondary data collection

methods were considered. The primary data was
Table - I: Profile of the online buyers

Consumer
Electronic
Health &
Beauth
Jewelry &
Watches
Clothing &
Accessor ies

Computer
Hartdware
& Software

Basic factors Categorization No. of Respondents Per centage of Respondents
Age Below 18 years 36 18 %
19 — 30 years 54 27 %
31 — 45 years 66 33 %
Above 45 years 44 22 %
Profession House Wife 22 11 %
Employee 102 51 %
Business 44 22 %
Students 16 8 %
Any other 16 8 %
Monthly Family Below 10,000 42 21 %
Income (in Rs.) 10,001 - 20,000 98 49 %
20,001 - 40,000 52 26 %
Above 40,000 8 4%
Sex Male 146 73 %
Female 54 27 %

Source: Primary data collected by researcher through questionnaire

Table-11: Awarenessof Online Shoppers

Particulars No. of Respondents Per centage of Respondents
Having knowledge about 200 100 %

online shopping

Not having knowledge about *** FEE

online shopping
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Table-[11: Availability of onlineinformationsabout  tapje - vi: Buying patterns of online shoppers

Product | Particulars No. of Percentage of -
& Servis | Respondents Respondents Particulars No. of Percentage of
Excellent 108 54 % Respondents| Respondents
Good 76 38 % Search online but 20 10 %
Average 14 7% buy and pay at storeg
Poor 2 1% Search and buy onling 122 61 %
but pay in cash on deliver
Table - 1V: Reasons for choosing online shopping Search, buy and pay onling 58 29 %
Particulars No. of Per centage of
Respondents | Respondents Table - VII: Problems faced through online purchasing
Wide variety of 46 23 % -
products Particulars No. of Per centage of
Easy buying 76 38 % Respondents Respondents
procedures Problems faced 46 23 %
Lower prices 38 19 % with online shopping
Various mode o 28 14 % Problems not 154 77 %
payments faced with online
shopping
Others 12 6 % - -
Table - VIII: Recommendations to non online buyers

for online shopping

Table - V: Frequency of online purchasing

Particulars No. of Per centage of

Particulars No. of Percentage of Respondents Respondents

Respondents| Respondents Recommended |178 89 %
About once annually 24 12 % Not Recommendef@ 2 1I1%
2 - 5 purchases 92 46 %
annually respondents are facing problems at the time of online
6 -10 purchases | 52 26 % buying (23%) Maximum numbers of respondents are
annually suggesting to non online buyers to be online buyers
11 purchases and | 32 16 % (89%)* Most of the respondents Search and buy online
above annually but pay in cash on delivery (61%)

Findingsof the Sudy Limitationsof thestudy

+ Ratio of male consumers is very high in onlineThe study has been conducted based on the data
shopping (73%j All the respondents are having acquired from the online buyers of India only and the
100% awareness about online shoppihgcome of  findings may not be applicable to other countries of the
respondents largely falls in the bracket of Rs. 10,00korld because of socio-cultural differences. Sample
toRs. 20,000 (49%)Employees of various companiesssize is very small.

are purchasing more than others through onlin€onclusion

shopping (51%9) Maximum numbers of respondents This research shows that online shopping is having
(38%) feel that online shopping is having easy buyingery bright future in India. Perception towards online
procedures; others think that they can have widéhopping is getting better in Indigith the use of
variety of products, Lower price of the products,nternet, consumers can shop anywhere, anything and
various modes of payments etcMost of the  anytime with easy and safe payment options. Consumers
respondents think thaivailability of online can do comparison shopping between products, as
informations about Product & Services is excellenfyell as, online stores.

(54%)* Most of the respondents purchase the

products 2 to 5 times annually (46%%ome
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