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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 questionnaire. 

– Sample size: 102 respondents

– Sampling technique: Convenience Sampling

• Secondary 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:

• The R value is .279 which shows a positive but a low degree of correlation 

between income level and monthly spending.

• The R2 indicates how much the dependent variable can be explained by the 

independent variable. This value is too small (7.8%).



• By looking at the B column under the Un-standardized Coefficients column, we can 

present the regression equation as:

Monthly_spending = 2 + 0.38(Income)

• Interpretation: The value of R2 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.

Data Analysis – Linear 

regression analysis



Data Analysis – Factor 

Analysis

Looking at the means, we can 

see that the following factors 

are most important for 

customers shopping online:

– I can shop whenever I want 

(mean=4.55)

– Can compare products 

instantly with few clicks 

(mean=4.49)

– I can save myself from the 

chaos of traffic and market 

crowd (mean=4.47)

– Wide variety of products 

(mean=4.44)



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

• 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 

Analysis



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

Data Analysis – Factor 

Analysis



Rotated Component 

(Factor) Matrix

• The idea of rotation is 

to reduce the number 

factors on which the 

variables under 

investigation have high 

loadings. 

Data Analysis – Factor 

Analysis



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

Data Analysis – Factor 

Analysis

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

I get discount offers

Component 2 (home convenience) I do not have to leave home for shopping

I can shop whenever I want

I can then save myself from chaos of traffic and market 

crowd

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

I can take as much time I 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.

• 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



Data Analysis



Data Analysis

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



Data Analysis

In general, you prefer to do your shopping of?



Data Analysis

Assuming that you intend to conduct online shopping, which of 

these purchases would you make on the internet?



Data Analysis



Data Analysis



Data Analysis



Data Analysis

I shop online because?



Data Analysis



Data Analysis
I do not shop online because?



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 theft.

• 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.



Conclusion

From the analysis it can be seen that:

• The major reasons cited for online shopping were:

– I do not have to leave home for shopping

– I can shop whenever I want

– I can then save myself from chaos of traffic, market crowd

– Wide variety of products

– Can compare products instantly with few clicks.

– I 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.



Conclusion

• Only 4% of the respondents did not shop online so they had to answer this 

question 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

– I prefer traditional shopping

– No interaction with shop assistant

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



References

• Alexandru M. Degeratu, Arvind Rangaswamy and Jianan Wu (2000) Consumer Choice 

Behaviour in Online and Traditional Supermarkets: The Effects of Brand Name, Price, and 

other Search Attributes, International Journal of Research in Marketing, Vol. 17, No. 1, p. 

55-78. Available at:  http://www.smeal.psu.edu/ebrc/publications/res_papers/1999_03.pdf

• Anfuso Dawn (2004) Online Research Drives Offline Sales, Available at:  

http://www.imediaconnection.com/content/4355.asp

• Buyer behaviour – decision-making process, Available at:  

http://www.tutor2u.net/business/marketing/buying_decision_process.asp

• Buyer decision processes, 2006, Wikipedia is a registered trademark of the Wikimedia 

Foundation, Inc. Available at:  http://en.wikipedia.org/wiki/Buyer_decision_processes

• Jarvanpaa S. L. and Todd P. A. (1997) Consumer reactions to electronic shopping on the 

World Wide Web. International Journal of Electronic Commerce, 1 (2): 59-88.

• Lohse GL. and Spiller P. (1998) Electronic shopping. Communications of the ACM, Vol.41, 

No.7, pp. 81-87.

• Aaker, D.A., Kumar, V. & Day, G.S. (1998). Marketing Research 6th edition. John Wiley & 

Sons,Inc.



References

• Cuneyt, K. Gautam, B. (2004). The impacts of quickness, price, payment risk, and delivery 
issues on on-line shopping, Journal of Socio-Economics, Vol.33, PP.241–251

• Kotler, P., & Armstrong, G (2004). Principles of marketing (10th ED.) USA: Prentice Hall

• http://www.firstpost.com/tech/indias-e-commerce-market-to-touch-260-bn-by-2025- report-
255350.html 

• http://www.businessworld.in/businessworld/businessworld/content/Services- Economy-
Moves-Online.html?storyInSinglePage=true 

• http://trak.in/tags/business/2011/08/23/india-online-internet-users-survey-report- 2011/ 

• http://www.imediaconnection.in/article/806/Research/mobile-commerce-in-india- buzzcitys-
report.html 

• http://informationmadness.com/blog/965-mobile-commerce-in-india.html 

• http://www.sooperarticles.com/business-articles/e-business-articles/key-success- online-
retailing-appealing-women-128808.html 

• http://blog.dreamstarts.in/survival-of-e-commerce-startups-in-india/#more-161



THANK YOU


