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Internet Penetration in India

ne
' Shopping Online
(14.3 Million)
Looking for information
‘ (19.6 Million)
Active Internet Users
(33.8 Million)
o
Total Internet Users
(88.9 Million)

*2013 figures



E-commerce growth over

the years
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m Total Industry Size 19,249 26,263 35,143 47,348 62,967 ]
Online Travelling 14,953 20,440 26,572 34,544 44007
e-Tailing 1,550 2,372 3,842 0,454 10,004
Financial Services 1,540 1,848 2,255 2,886 3,607
Classifieds 775 1,085 1,682 2,354 3,061
Other Segments 431 518 792 1,110 1,388

src: blog.digitalinsights.in



Top product Categories

Top Product Categories

Home and Furnishing__

6% T Healthcare_ Baby ?t?ducts

Beauty &
Persona care
10%

src: Google India Study reports



Top states, cities for online

shopping In India

1. NCR
2. Maharashtra
3. Uttar Pradesh
4. Haryana

5. Gujarat

6. AP

7. Tamil Nadu
8. Karnataka

9. Punjab

10. Rajasthan
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src: Google India Study reports

/Mature Cities

Delhi-NCR
Bangalore
Chennai
Hyderabad
Mumbai
Pune
Ahmedabad
Jaipur
Kolkata

10. Lucknow
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/Destinations with \

growth prospects

Patiala
Bhatinda
Faizabad
Panipat
Dehradun
Guwahati
Rajkot
Kota
Ernakulam
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Research Objectives

« To know which age group shops online the
most.

 How much a person spends monthly on online
shopping.
* To know the factors why a person shops online.

« To know why a person refrains himself from
shopping online.



Research methodology

: Primary data collected through a web

based o
— Samp
— Samp

uestionnaire.
e size: 102 respondents
Ing technique: Convenience Sampling

e Secono

ary data collected through online

journals.



Data Analysis

* Following techniques were used for Data
Analysis.
— Pie charts
— Bar graphs
— ANOVA
— Factor Analysis
— Regression Analysis



Data Analysis — Linear

regression analysis

. To derive a relationship between the income level (independent variable)
and monthly spending (dependent variable), linear regression analysis in
SPSS was used.

« The output is as follows:

Model Summary

hiode Adjusted R atd. Error of
| F F Soguare Sguare the Estimate
1 ATaE 073 63 1.358

a. Predictors: (Constant), Income

« The R value is .279 which shows a positive but a low degree of correlation
between income level and monthly spending.

« The R?indicates how much the dependent variable can be explained by the
independent variable. This value is too small (7.8%).



Data Analysis — Linear

regression analysis

By looking at the B column under the Un-standardized Coefficients column, we can
present the regression equation as:

Coefficients”®

Standardized
Linstandardized Coefficients Coefficients
IModel B Std. Error Beta 1 Sin.
1 (Constant) 1.992 324 G155 .aon
Incorme 380 134 2T H 2846 005

a. Dependent Variable: Monthily_spending

Monthly_spending = 2 + 0.38(Income)

Interpretation: The value of R? is quite low and so it can be said that the regression
model does not fit into the data very well. Also, the sum of squares of regression is
lesser than the sum of squares of residuals and this reiterates the findings of R2.

AMNOWA ™
Surm af
LE=tel=1| Squares ot lean Square F =gy,
1 Fedgression 14 946 1 14 946 8102 aos=
Fesidual 1rrFr. 105 95 1.845
Total 192,051 97
a. Fredictors: ({Constant), Incaome

b. Dependent wariable: Monthly_spending



Data Analysis — Factor

Analysis

Looking at the means, we can
see that the following factors

Descriptive Statistics .
- — are most important for

L ean. shop_in_privacy_ 9 | 3.8 1379 customers shopping online:
s, foT. ShopgiRg 9 | 43 1.031 — | can shop whenever | want
| T (mean=4.55)
e i 233 — Can compare products
ComTenS, e 98 | 403 1.079 instantly with few clicks
There_is_no_ 2
embaitassment I |_do_ ag 3.31 1.365 (mean=4.49)
e i S as 4.08 1172 — | can save myself from the
St | A a8 chaos of traffic and market
o oo RraauEEs_ a7 377 1.063 d —4. 47
It reduces_the_ Crow (mean_ . )
monetary_costs_of ag 3845 11749 - :
traditional_shopping — Wide variety of products
Can_compare_products_ aF 440 705
instantly_with_fesw_clicks (mean:4_44)
I_get_discount_offers o] 4.40 804
wvalid M (listwise) 45




Data Analysis — Factor

AEWAIE

Kaiser-Meyer-Olkin (KMQO) and Bartlett's Test : measures strength of
the relationship among variables

KMO and Bartlett's Test
Kaiser-Meyver-Olkin Measure of Sampling Adedquacy.
813
Bartlett's Test of Approx. Chi-Sguare 332 449
Sphericity o G
Sig. 000

« The KMO measures the sampling adequacy which should be greater
than 0.5 for a satisfactory factor analysis to proceed. Looking at the
table above, the KMO measure is 0.813.



Data Analysis — Factor

AEWAIE

Total Variance Explained

The next item shows all the factors extractable from the analysis. Notice that the first
factor accounts for 44.288% of the variance, the second 11.551% and the third 10.028%.
All the remaining factors are not significant

Total Variance Explained

Initial Eigervalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Component | Total | % ofvariance | Curnulative % Total % ofVariance | Curnulative % Total % ofvariance | Cumulative %

1 5315 44.288 44.288 5318 44.288 44.288 2911 24,258 24,258

2 1.386 11.551 £5.839 1.386 11.551 55.830 2.801 13339 47597

3 1.203 10.028 645,966 1.203 10.028 £5.866 2192 18.269 64,866

4 914 7614 73.480

3 639 53212 78.802

i ATl 4.765 83.567

7 526 4.387 87.954

8 437 3.640 41.594

4 315 2707 84.301

10 265 M 96.512

1 237 14975 98 487

12 182 1513 100.000

Extraction Method: Principal Component Analysis.




Data Analysis — Factor

AEWAIE

Rotated Component Matrix®

Component
1 2 i

|_can_shop_in_privacy_
of_home

Rotated Component e e e e 809

i I_can_shop_whenewver_l_
(Factor) Matrix o 782

* The idea of rotation is |_can_then_save_
rrmyself_from_chaos_of_ 829
to reduce the number traffic_markel_crowd

. |_can_oget_user_expert_
faCtorS On WhICh the Cnmmentg_nn”ne

i There_is_no
variables under embarrassment_if_|_do_ BG4

investigation have high Innt_bu;f ) ]
. Can_Take_as_muc
Ioadlngs. tirme__wani_to_decide &10

Wide_wariety_of_products B25
Description_of_products_ 747
is_accurate )

It_reduces_the_
rmonetary_costs_of_ 44
traditional_shopping
Can_compare_products_ 71
instantly_with_few_clicks :

I_get_discount_offers Taz

Extraction Method: Principal Component Analysis.
Rotation Method: Yarimax with Kaiser Normalization.

a. Rotation converged in 4 iterations.



Data Analysis — Factor

AEWAIE

 From the above analysis, the final findings are as follows:

Component 1 (cost and variety) Wide variety of products

Description of products is accurate

It reduces the monetary costs of traditional shopping
Can compare products instantly with few clicks

| get discount offers

Component 2 (home convenience) | | do not have to leave home for shopping
| can shop whenever | want
| can then save myself from chaos of traffic and market

crowd

Component 3 (societal pressure) There is no embarrassment if | do not buy

| can take as much time | want to decide




Data Analysis - ANOVA

* Null hypothesis: At 95% confidence interval for the population taken, income does
not have any impact on the frequency of purchase of online products and services.

« Alternate Hypothesis: At 95% confidence interval for the population taken, income
has an impact on the frequency of purchase of online products and services.

ANOVA

Freouency of shopping

Sum of

Squares of Mean Square F S,
Between Groups 3.8845 3 1.184 2108 048
Within Groups 52.4904 94 A63
Total a6.4549 a9y

« The p-value from the ANOVA table is greater than the significance value of
0.05 assumed by us. Thus, at this significance level we accept the null hypothesis.
So we can conclude that income does not have an impact on the frequency of
purchase of online products and services for these respondents.



Data Analysis

Gender

m Male

m Female

N Age Group
0%

33% “

m15 - 18 years
W19 - 25 years
26 - 35 years

m> 35 years




Data Analysis

44%

Occupation

1%

M Service
Student

H Retired

H Businesy

Income level

m <1 lakh

m1-5 lakhs
5-10lakhs

W > 10 lakhs




Data Analysis

How often do you use the internet for the following purpose?

Search Surfing Chatting Research on Johsearch Online
product info topic Shopping

mVery often mOften Occassionally m Rarely




Data Analysis

In general, you prefer to do your shopping of?

120

96 97
85 87

78
73 75
80 67 68

59 56 60 59

100 90 94

60
45 41 42

40 35 33

29
24 27

20 1 12

B Over the Internet M Over the Phone Over the Retail Store




Data Analysis

Assuming that you intend to conduct online shopping, which of
these purchases would you make on the internet?

120

100

80

60

40

20

mYes mNo




Data Analysis

Have you ever shopped online? Frequency of online shopping

3%

B Once a week

HYes H Onceina month

H No )
Once in two weeks

H More than once a week




Data Analysis

How much you spend monthly on
online shopping

m0-1000

W 1001 - 200(
2001 - 3004

3001 - 400(

m>4000

Do you compare prices on other sites

W Yeq

W No|

Factor responsible for final purchase

M Brand name

W Lower Price




Data Analysis

Do you read the various policies How do you pay
before buying the product

H Yes H Cash on Delivery

m No, too many detailg| m Credit / Debit car

No, not enough time internet Banking

B No, due to small font]




| shop online because?
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Data Analysis

Have you reduced traditional
shopping

mYes

H No

Will you recommend online shopping
to others

mYes

H No
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Recommendations

* Online retailers need to target the age group of 19-35 years as these are the potential
customers for them.

« They should come up with exciting offers and deep discounts for students.
« They should come up with offers for corporate people as well.

* Online retailers need to come with interactive systems where the user can upload
their picture and shop for stuff like cosmetics and jewelry.

 They need to encourage people to buy groceries and furniture online.

« People are interested in purchasing electronic and computer goods online. Online
players should come with exciting offers to target this group of customers.

* The online retailers need to come up with easy process of returning the product.

« They need to educate the customer that paying online is safe and there are no risks
of credit card thetft.

* They need to reward the customers so that a trust can be built.

* Live chat feature should be there so that the customer can interact with the store staff
if he needs any assistance.



From the analysis it can be seen that:

« The major reasons cited for online shopping were:
— | do not have to leave home for shopping
— | can shop whenever | want
— | can then save myself from chaos of traffic, market crowd
— Wide variety of products
— Can compare products instantly with few clicks.
— | get discount offers / low price online as compared to traditional shopping

— Due to the convenience of online shopping, 65% of the people have reduced the
time that they spend on traditional offline shopping.



* Only 4% of the respondents did not shop online so they had to answer this
guestion which captures their reasons for not shopping online. The main
reasons cited for not shopping online are:

Risk of credit card transactions

Lack of trustworthiness of vendors

Not being able to touch / feel the product

Difficulty in returning the product

| prefer traditional shopping

No interaction with shop assistant

| would be frustrated about what to do if | am dissatisfied with an online purchase
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