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 J  

J   

INTRODUCTION  i   
ONLINE JSHOPPING J   

The Jact Jof Jpurchasing Jproduct Jor Jservices Jover Jthe Jinternet Jis Jcalled Jonline Jshopping. JThe   

ionline Jshopping Jhas Jgrown Jin Jpopularity Jover Jthe Jyears, Jmainly Jbecause Jfind Jit    

iconvenient Jand Jeasy Jto Jbargain Jshop Jfrom Jthe Jcomfort Jof Jtheir Jhome Jor Joffice. JOne Jof    

ithe Jmost Jenticing Jfactor Jabout Jonline Jshopping, Jparticularly Jduring Ja Jholiday Jseason, Jis    

iit Jalleviates Jthe Jneed Jto Jwait Jin Jlong Jlines Jor Jsearch Jfrom Jstore Jto Jstore Jfor Ja Jparticular    

iitem. JAn Jonline Jshop, Je-shop, Jinternet Jshop, Jweb Jshop, Jweb Jstore, Jonline Jstore Jor    

ivirtual Jstore Jevokes Jthe Jphysical Janalogy Jof Jbuying Jproducts Jor Jservices Jat Ja Jbricks Jand    

imortar Jretailer Jor Jin Ja Jshopping Jmall. J   

Internet Jshopping Jis Jshaping Jup. JHowever, Jtoday Jinternet Jshopping Jis Ja Jreally    

isignificant Jpart Jof Jretail Jsector. JInternet Jshopping Jis Jthe Jnew Jshopping Jexperience Jof    

ithe Jfuture. JOf Jcourse Jof Jthe Jmajor Jhurdle Jfor Jinternet Jshopping Jis Jshipping Jcharges,    

isometimes Jthey Jare Jto Jexpensive. JThe Jgrowth Jrate Jof Jinternet Jshopping Jis Jgrowing. J 

Secure Jinternet Jshopping Jis Jsecure Jusing Jencryption Jand Jssl Jtechniques. JInternet    

ishopping Jis Jeasier, Jsafer, Jand Jmore Jconvenient Jthan Jat Jany Jpoint J Jin Jits Jhistory. JInternet    

ishopping Jis Jfast Jbecoming Jone Jof Jthe Jeasiest Jway Jto Jbuy Jalmost Janything Jyou Jwant. 

JInternet Jshopping Jis Ja Jway Jof Jshopping Jthat Jallows Jshopping Jfor Jrequired Jproducts    

iwithout Jgoing Jto Jthe Jstore Jphysically. JThe Jinternet Jshopping Jis Jgreat Jbecause Jpeople Jare    

iable Jto Jshop J24 Jhours Ja Jday Jwithout Jhaving Jto Jleave Jtheir Jhome Jor Jwork. J   

The Jinternet Jis Jchanging Jthe Jwholesale/retail Jlandscape Jdaily. JIn Jtoday’s Jmarket Jthe    

ishopping Jsector Jis Jtaking Jabout Ja Jtenth Jof Jall Jretail Jshopping Jsales Jin Jthe JU.S. Jand Jthe    

i% Jin Jother Jcountries Jis Jnot Jas Jhigh. JOne Jreason Jwe Juse Jthe Jinternet Jis Jto Jbuy    

imerchandise Jat Ja Jdiscount Jto Jretail. J   

One Jof Jthe Jbiggest Jbenefits Jof Jshopping Jonline Jis Jthe Jconvenience Jand Jaccess Jto Jmore    

iproducts Jand Jinformation J24 Jhours Ja Jday J7 Jdays Ja Jweek. JNote Jthat Jblocking Jall Jcookies    

iprevents Jsome Jonline Jservices Jfrom Jworking, Jso Jyou Jmust Jallow Jcookies Jon Jyour  

Jbrowser. J   
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Nearly J40% Jof Jremote Jworkers Jsaid Jthey Juse Jtheir Jwork Jcomputers Jfor Jinternet    

ishopping. JBe Ja Jsmart Jand J Juse Jcommon Jsense Jwhen Jonline Jshopping Jand Jjust Jgo Jahead  

Jand Jenjoy Jyour Jinternet Jshopping Jtoday. J   

The Jmore Jpeople Jthat Jshop Jonline, Jthe Jbigger Jtheir Jexpectations. JThe Jsupermarket    

iindustry Jnow Jservices Jmany Jcustomers Jthrough Jonline Jfood Jshopping Jover Jthe Jinternet. J   

We Junderstand Jthat Jshopping Jonline Jcan Jfeel Jrisky Jand Juncertain. J   

The Jfollowing Jtips Jwill Jhelp Jensure Ja Jsafe Jinternet Jshopping. JIf Jyou Jfollow Jthis Jadvice    

ion Jsafe Jinternet Jshopping, Jthis Jshould Jnot Jbe Ja Jproblem. JAll Jpurchases Jare Jmade    

ithrough Jsafe Jand Jsecure Jservers. JIts Jsafe Jto Jsay JSSI, Jis Jextremely Jsophisticated Jsoftware    

iand Jsafe. J   

Always Jknow Jwhere Jyour Jcards Jare Jand Jkeep Jthem Jin Jplace. J J   

The Jlast Jten Jyears Jhave Jbeen Ja Jwild Jtime Jon Jthe Jinternet, Jespecially Jwhen Jti Jcomes Jto    

ionline Jshopping. JThe Je-commerce Jindustry Jhas Jseen Jrapid Jgrowth, Ja Jshake Jout Jof Jthe    

imarket Jdue Jto Jsecurity Jconcerns, Jand Jfinally Ja Jrebirth Jthanks Jto Jnew Jtechnology Jand    

iinnovative Jways Jto Jshop. J J   

Online Jshopping Jis Ja Jtype Jof Jelectronic Jcommerce Jused Jfor Jbusiness Jto Jbusiness(B2B)    

iand Jbusiness Jto Jconsumer(B2C). J   

CONSUMER J   

An Jindividual Jwho Jbuys Jproduct Jand Jservices Jfor Jpersonal Juse Jand Jnot Jfor Jmanufacture    

ior Jresale. JA Jconsumer Jis Jsomeone Jwho Jcan Jmake Jthe Jdecision Jwhether Jor Jnot Jto    

ipurchase Jan Jitem Jat Jthe Jstore, Jand Jsomeone Jwho Jcan Jbe Jinfluenced Jby Jmarketing Jan    

iadvertisements. JAny Jtime Jsomeone Jgoes Jto Ja Jstore Jand Jpurchase Ja Jtoy, Jshort, Jbeverage    

ior Janything Jelse, Jthey Jare Jmaking Jthat Jdecision Jas Ja Jconsumer J   

CONSUMER JPERCEPTION J   

Consumer Jbehavior Jis Jone Jof Jthe Jtopic Jthat Jmarketer Jtries Jto Juses Jto Jbetter J    

iunderstanding Jof Jconsumer Jon Jhow Jtheir Jbehavior Jreact Jwhen Jcome Jto Jbuying    

idecisions. JPerception Jis Jhow Jone Jview Junder Jthe Jinfluence Jof Jpast Jexperience, Jpersonal  

Jopinion. J   

 J J J JConsumer Jperception. JA Jmotive Jis Ja Jdrive Jwhich Jactivities Jbehaviors Jin Jorder Jto    
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isatisfy J Jthat Jaround Jneed, Ji.e. Jthe Jmotive, Jmotivation Jprovides Ja Jbasic Jinfluence Jupon    

ibuyer, Jwhile Jperception Jis Joperationally Jcritical. JA Jmotive Jcreates Jdisposition Jto Jact. 

JPerception Jtriggers Jor Jcauses Jthe Jbehavior Jin Ja Jcertain Jway. JPerception J Jis Jthe Jmeaning  Jwe 

Jgive. JOn Jthe Jbasis Jof Jour Jpost iexperience Jto J Jperceive Jis Jto Jsee, Jto Jhear, Jto Jtouch, Jto    

ismell Jsomething Jor Jevent Jor Jrelation Jand Jto Jorganize, Jinterpreted Jand Jfind Jmeaning J Jin Jthe 

Jexperience J. Jfor Jexample, Jthe Javerage JCONSUMER Jmay Jbe Jexposed Jto J1500 Jads  

iduring Ja Jnormal Jday Jbut Jhe Jconsciously Jperceive Jonly Jabout J75 Jof Jthem Jand Jperhaps    

i12 Jof Jthese Jcould Jbe Jrelated Jto Jhis Jsubsequent Jbehavior. J   

This Jconsumer Jperception Jtowards Ja Jproduct Jis Jwhat Ja Jconsumer Jwants Jfrom Jhis    

iproduct Jand Jwhat Jactually Jcourses Jor Jdrives Jhim Jto Jgo Jfor Ja Jproduct Jor Ja Jservice. J   

APPARELS J   

Apparel J Jis Jjust Janother Jword Jfor Jwhat Jyou Jwear. JHopefully Jthe Japparel Jyou Jwear Jto    

iwork Jsuits Jand Jhills Jis Jvery Jdifferent Jfrom Jthe Japparel Jyou Jwear Jon Jthe Jweekends    

ipajama Jpants Jand Jbunny Jslippers. J   

ONLINE JSHOPPING JIN JINDIA J   

THE Jbirth Jand Jgrowth Jof Jinternet Jhas Jbeen Jthe Jbiggest Jevent Jof Jthe Jcountry. JE-  

commerce Jin JIndia Jhas Jcome Jto Jlong Jway Jfrom Ja Jtime Jbeginning Jin Jthe J1999-2000 Jto Ja    

iperiod Jwhere Jone Jcan Jsell Jand Jfind Jall Jsorts Jof Jstuff Jfrom Ja Jhigh Jend Jproduct Jto Ja    

imajor Jpeanut Jonline. JMost Jcorporations Jare Jusing Jthe Jinternet Jto Jrepresent Jtheir Jproduct    

irange Jand Jservices Jso Jthat Jit Jis Jaccessible Jto Jthe Jglobal Jmarket Jand Jreach Jout Jto Ja    

ihigher Jrange Jof Jtheir Jaudience. J JComputers Jand Jinternet Jhave Jcompletely Jchange Jthe    

iway Jone Jhandles Jday Jto Jday Jtransactions; Jonline Jshopping Jis Jone Jof Jthem. JThe Jinternet    

ihas Jbrought Jabout Jsweeping Jchanges Jin Jthe Jpurchasing Jhabits Jof Jthe Jpeople. JIn Jthe    

icomforts Jof Jonce Jhome, Joffice Jor Jcyber Jcafé Jor Janywhere Jacross Jthe Jglobal, Jone Jcan    

ilog Jand Jby Jjust Jabout Janything Jfrom Japparel, Jbooks, Jmusic Jand Jdiamond Jjewelry Jto    

idigital Jcameras, Jmobiles Jphones J, Jmp3 Jplayers, Jvideo Jgames Jmovies Jtickets, Jrail Jand Jair    

itickets, Jease, Jsimplicity, Jconvenience Jand Jsecurity Jare Jthe Jkey Jfactors Jturning Jthe Jusers    

ito Jbuy Jonline. J   
 J     
i J   
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FACTORS JTHAT JBOOST JONLINE JSHOPPING JIN JINDIA J   

• Rapid Jgrowth Jof Jcybercafés Jacross JIndia J   

• Access Jto iinformation J J   

• The Jincrease Jin Jnumber Jof icomputer Jusers J   

• Reach Jto Jinternet Jservices Jthrough Jbroadband J J   

• Middle Jclass Jpopulation Jwith Jspending Jpower Jis Jgrowing. J J   

There Jare Jabout J200 Jmillion Jof Jmiddle Jclass Jpopulation Jgood Jspending i Jpower. JThese  

ipeople Jhave Jvery Jlittle Jtime Jto Jspend Jfor Jshopping. JMany Jof Jthem Jhave Jstarted Jto    

idepend Jon Jinternet Jto Jsatisfy Jtheir Jshopping Jdesires. J J   

ADVANTAGES JOF JONLINE JSHOPPING J   

  •  CONVENIENCE J: J Jonline Jstores Jare Jusually Javailable J24 Jhours Ja Jday, J Jand    

imany Jconsumers Jhave Jinternet Jaccess Jboth Jat Jwork Jand Jat Jhome. JOther    

iestablishments J Jsuch Jas Jinternet Jcafé Jand Jschools Jprovide Jaccess Jas Jwell. J   

 JA Jvisit Jto Jconventional Jrelative Jstore Jrequires Jtravel Jand Jmust Jtaken Jplace    

iduring Jbusiness Jhours. JIn Jthe Jevent Jof Ja Jproblem Jwith Jthe Jitem Jit Jis Jnot Jwhat    

iconsumer Jorder, Jor Jit J Jis Jnot Jwhat Jthey Jexpected Jconsumers Jare Jconcern Jwith    

ithe Jeasy Jwith Jwhich Jthey Jcan Jreturn Jan Jitem Jfor Jcorrect Jone Jor Jfor Ja Jrefund. J    

iConsumers Jmay Jneed Jto Jcontact Jthe Jretailer, Jvisit Jthe Jpost Joffice Jand Ja Jreturn    

ishopping, Jand Jthen Jwait Jfor Ja Jreplacement Jor Jrefund. JSome Jonline Jcompanies    

ihave Jmore Jgenerous Jreturn Jpolicies Jto Jcompensate Jfor Jthe Jtraditional Jadvantage    

iof Jphysical Jstores. JFor Jexample Jthe Jonline Japparel Jretailer J: JCRAFTSVILLA    

iincluding Jlabels Jfor Jfree Jreturn Jshopping Jand Jdoes Jnot Jcharge Ja Jrest Jlooking    

ifeel, Jeven Jfor Jreturns Jwhich Jare Jnot Jthe Jresult Jof Jmerchant Jerror. J J   

• INFORMATION JAND JREVIEWS: Jonline Jstores Jmost Jdescribe Jproducts Jfor    

ithe Jsafe Jwith Jtext, Jphotos, Jand Jthe Jmultimedia Jfiles Jwhereas Jin Ja Jphysical Jretail    

istore Jand Jthe Jactual Jproduct Jand Jthe Jmanufacture Jpacking Jwill Jbe Javailable Jfor    

idirect Jinspection. J   

Some Jonline Jstores Jprovide Jto Jlink Jto Jsupplemental Jproduct Jinformation Jsuch Jas J   
i   
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• BETTER JPRICES: JThe Jvast Jmajority Jof J Jonline Jstores Joffer Jprices Jthat Jare    

imuch Jlower Jthan Jwhat Jyou Jwill Jfind Jat Ja Jphysical Jstore. JThere Jare Ja Jfew Jreason    

ifor Jthis. JThe Jfirst Jis Jbecause Jmany Jpeople Juse Jthe Jinternet Jto Jfind Jcheaper Jitems. 

JUsually Jonline Jbusiness Jowners Junderstand Jthis. JThey Jwill Jusually Jreduce Jtheir  

Jprofit Jmargin Jto Jget Jmore iconsumers. J JAnother Jreason Jis Jbecause Jyou Jcan Jeasily    

ibrowse Jthrough Jdozens Jof Jdifferent Jwebsites Jto Jfind Jthe Jbest Jprice. JYou Jcan Jdo    

ithe Jsame Jat Jmall, Jbut Jit Jwould Jtake Jan Jabout Jan Jhour Jor Jlonger. JYou Jalso Jmay    

inot Jbe Jtaxed Jbecause Jmost Je-commerce Jstores Jwant Jtax Jyou Junless Jthey Jare    

istationed Jin Jyour Jstate. J   

• SAVE i JTIME: JDo JYou Jhave Jthe Jspecific Jlist Jthat Jyou Jwant Jto ibuy? JWith Jjust ia    

icouple Jof Jclicks Jof Jmouse, Jyou Jcan Jpurchase Jyour Jshopping J Jorders Jand Jinitially    

imove Jto Jother Jimportant Jthings, Jwhich Jcan Jsave Jtime. J   

• SAVE JFUEL: JThe Jmarket Jof Jfuel Jindustries Jbattles Jfrom Jincreasing Jand    

idecreasing Jits Jcost Jvery Jnow Jand Jagain, Jbut Jno Jmatter Jhow Jmuch Jthe Jcost J Jfuel    

iare J Jit Jdoes Jnot Jaffect Jyour Jshopping Jerrands. JOne Jof Jthe Jadvantages Jof    

ishopping Jonline Jis Jthat Jthere Jis Jno Jneed Jfor Jvehicles, Jso Jno Jpurchase Jof Jfuel  

Jnecessary. J   

• SAVE JENERGY: JAdmit Jit, Jit Jis Jtiresome Jto Jshop Jfrom Jone Jlocation Jand    

itransfer Jto Janother Jlocation. JWhat Jis Jworse Jis Jthat Jthere Jare Jno Javailable Jstocks    

ifor Jthe Jmerchandise Jyou Jwant Jto Jbuy. JIn Jonline Jshopping, Jyou Jdo Jnot Jneed Jto    

iwaste Jyour Jprecious Jenergy Jwhen Jbuying. J   

• COMPARISON JOF JPRICES: JThe Jadvanced Jinnovation Jof Jsearch Jengine    

iallows Jyou Jto Jeasily Jcheck Jprices Jand Jcompare Jwith Jjust Ja Jfew Jclicks. JIt Jis Jvery    

istraightforward Jto Jconduct Jprice Jcomparisons Jfrom Jone Jonline Jshopping Jwebsite    

ito Janother. JThis Jgives Jyou Jthe Jfreedom Jto Jdetermine Jwhich Jonline Jstore Joffers    

ithe Jmost Jaffordable Jitem Jyou Jare Jgoing Jto Jbuy. J   

• 24/7 JAVAILABILITY: JOnline Jshopping Jstores Jare Jopen Jaround Ja Jclock Jof    

i24/7, J7 Jdays J Ja Jweek Jand J365 Jdays. JIt Jis Jvery Jrare Jto Jfind Jany Jconventional    
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iretail Jstores Jthat Jare Jopen J24/7. JThe Javailability Jof Jonline Jstores Jgive Jyou Jthe    

ifreedom Jto Jshop Jat Jyour Jown Jplace Jand Jconvenience. J   

• HATE JWAITING JIN JLINES: JWhen Jbuying Jitems Jonline J, Jthere Jare Jno Jlong    

ilines Jyou Jhave Jto Jendure, Jjust Jto Jbuy Jyour Jmerchandise. JThe Jidea Jof Jshopping    

ionline Jis icutting Jdown Jthose Jbad Jhabits Jof J Jstanding Jin Ja Jlong Jline Jand Jjust    

iwaiting. JEvery Jonline Jstore Jis Jdesigned Jwith Junique Jindividual Jordering Jfeatures    

ito Jpurchase Jthe Jitems. J   

• TOO JASHMED JTO JBUY: JThere Jare Jtimes Jthat Jyou Jwant Jto Jpurchase    

isomething Jout Jof Jthe Jordinary Jthat Jcan Jbe Ja Jbit Jembarrassing Jwhen Jseen Jby    

iother Jpeople. JItems Jlike Jweird Jornaments, Jsexy Jlingerie, Jadult Jtoys, Jetc., Jin    

ionline Jshopping, J Jyou Jdo Jnot Jneed Jto Jbe Jashamed, Jyour Jonline Jtransactions Jare    

ibasically Jdone Jprivately. J J   

• EASY iTO JSEARCH JMERCHANDISE: JYou Jare Jable Jto Jlook ifor Jspecific J   

merchandise Jthat Jincludes Jmodel Jnumber, Jstyle, Jsize, Jand Jcolor Jthat Jyou Jwant Jto    

ipurchase Jin Jaddition, Jit Jis Jeast Jto Jdetermine J Jwhether Jthe Jproducts Jare Javailable    

ior Jout Jof Jstocks. J   J   

DISADVANTAGES JOF JONLINE JSHOPPING J   

If Jthere Jare Jadvantages, Jmost Jlikely Jthere Jwill Jbe Jdisadvantages. JDespite Jthe Jsuccess Jof    

ipurchasing Jthrough Jonline Jshopping Jstores, Jthere Jare Jstill Jsome Jdisadvantages Jthat Jmost    

ipeople Jcomplain Jabout. JThese Jinclude: J   

 •  PERSONALLY JCHECK JTHE JITEM J: JIf J Jyou Jare Jone Jof Jthose Jshoppers Jwho  J   

want Jto Jtouch, Jsee, Jand Jtest Jthe Jproduct Jpersonally, Jat Jonline Jshopping, Jyou Jare    

inot Jable Jto Jdo Jso. JOnline Jstores Jare Jshowing Jproduct Jdescription Jand Jphotos Jof    

ithe Jmerchandise, Jwhich Jcan Jbe Ja Jdisadvantage Jfor Jmany Jonline Jshoppers. J   

  •  DIMNISHED JINSTANT JSATISFACTION: JUnlike Jbuying Jat Jretail Jstores,    

iyou Jare Jable Jto Juse Jthe Jproduct Jinstantly Jafter Jyou Jbuy Jit, Jwhich Jcan Jbe    

isatisfying. JHowever, Jonline Jshopping Jrequires Jpatience Jto Jwait Jfor Jthe Jitem Jto    

iarrive Jat Jyour Jdoor Jstep Jabout J2 Jto J3 Jdays Jor Jeven Jlonger Jdepending Jon Jthe    

ilocation Jyou Jhave Jordered Jit Jfrom. J   
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Online Jshopping Jis Jcontinuously Jbecoming Jmore Jpopular Jand Jimproving Jevery    

isingle Jday. JKnowing Jthe Jadvantages Jof Jonline Jshopping Jand Jits Jdisadvantages Jis    

iadditional Jknowledge Jfor Ja Jlot Jof Jonline Jshopping Jthat Jare Juseful Jbefore Jshopping  

Jonline. J   

   J    J   
 J  J  

J   
 J    

   
 J  J   

 J   J   
 J   

REVIEW iOF  iLITERATURE  i   
E-business Jprobably Jbegan Jwith Jelectronic Jdata Jinterchange Jin J1960s J(Zwass, J1996). 

JHowever, J(melao, J2008) Jsuggest Jthat Jit Jwas Jonly Jin Jthe J1990s, Jprimarily Jvia Jthe Jinternet,    

ithat Je-business Jhas Jemerged Jas Jcore Jfeature Jof Jmany Jorganization. JIn Jhis Jopinion, Jthe    

ihope Jwas Jthat Je-business Jwould Jrevolutionize Jthe Jways Jin Jwhich Jthe Jorganization Jinteract    

iwith Jcustomers, Jemployees, Jsuppliers Jand Jpartners. JSome Jsaw Je-business Jas Ja Jpart Jof    

irecipe Jto Jstay Jcompetitive Jin Jthe Jglobal Jeconomy. J J   

CHRISTY JM.K.Cheung, JLLEI JZHU, JTIMOTHY JKWONG, JGLORIA 

JW.W.CHAN, J   

MOEZ JLIMAYEM, J(2002) JThe Jtopic Jof Jonline Jconsumer Jperception Jhas Jbeen    

iexamined Junder Jvarious Jcontext Jover Jthe Jyears. J JAlthough Jresearchers Jform Ja Jvariety    

idisciplines Jhave Jmade Jsignificant Jprogress Jover Jthe Jpast Jfew Jyears, Jthe Jscope Jof Jthese    

istudies Jrather Jbroad Jthe Jstudies Jappear Jrelatively Jfragmented Jand Jno Junifying Jtheoretical    

imodel Jis Jfound Jin Jthis Jresearch Jarea. JIn Jview Jof Jthis J, Jprovide Jan Jexhaustive Jreview Jof    

ithe Jliterature Jand Jproposed Ja Jresearch Jframework Jwith Jthree Jkey Jbuilding    

iblocks(intention, Jadoption, Jand Jcontinuance) Jso Jas Jto Janalyze Jthe Jonline Jconsumer    

iperception Jin Ja Jsystematic Jway. JThis Jproposed Jframework Jnot Jonly Jprovides Jus Jwith Ja    

icohesive Jview Jof Jonline Jconsumer Jperception, Jbuilt Jalso Jserves Jas Ja Jsalient Jguideline Jfor    

iresearcher Jin Jthis Jarea. J   

BURKE, JR.R.(2002), JTrust Jis Ja Jfactor Jthat Jdetermines Jthe Jsuccess Jof JBusiness Jto    

iConsumer J(B2 JC) Je-commerce Jtransaction. JPrevious Jresearchers Jhave Jidentified Jseveral    



 

13   

i     i   

icritical Jfactors Jthat Jinfluence Jtrust Jin Jthe Jcontext Jof Jonline Jshopping. JThis Jresearch    

ifocuses Jon Ja Javailable Jsecurity Jmeasures Jwhich Jassures Jonline Jshoppers Jsafety Jand Jgreat    

isales Jpromotions iand Jonline Jdeals Jwhich Jstimulate Jcustomers Jto Jshop Jonline. J   

Abel JStephen J(2003) Jin Jhis Jpaper Jrepresents Jthe Jfindings Jof Jresearch Jstudies Jthat Jaddress    

ie-commerce Jdesign Jand Jassociated Jconsumer Jexception. JThe Jinnovation Jof Je-commerce    

ihas Jaffected Jnot Jonly Jthe Jmarket Jplace Jthrough Jthe Jfacilitation Jof Jthe Jexchang3e Jof Jgoods    

iand Jservices Jbut Jalso Jhuman Jbehavior Jin Jresponse Jto Jthe Jmechanism Jof Jonline Jservices. 

JThe Jresearchers Jhave Jidentified Jand Jhypothesis Jon Jrelevant Jsubject Jmatter Jranging Jfrom    

iweb Jusability, Jmarketing Jchannel Jand Jother Jfactor Jinfluencing Jbuying Jbehavior. JThose    

iresearchers Jhave Jfocus Jon Jwhat Jappear Jdifferent Jaspects Jof Jonline Jbuying Jperception J, 

Jthere Jstudies Jmay Jbe Jshown Jto Jbe Jinterrelated Jand Jinterdependent J, Jeven Jto Jthe Jextent Jof    

irevealing Jconstruct Jupon Jwhich Je-commerce Jin Jterms Jof Jfuture Jdesign Jand Jresearch,    

icould Jbe Jbuilt. J J J J   

   

OBJECTIVES  iOF  iTHE  iSTUDY  i   
GENERAL JOBJECTIVE J   

To Jknow Jthe Jconsumer Jperception Jand Jawareness Jabout Jshopping Jon Jonline. JThis Jwill Jto    

ihelp Jto Jknow Jthe Jattitude Jof Jconsumers Jtowards Jonline Jshopping Jand Jwhat Jare Jthe Jfactors    

iwhich Jshape Jthe Jconsumers Jperception Jtowards Jonline Jshopping. JAlso Jwhat Jkey Jconcerns    

ifrom Jthe Jpoint Jof Jview Jare Jof Jconsumes Jwhile Jonline Jshopping. J J   

SPECIFIC JOBJECTIVE J   

• To J Jknow Jwhy Jthe Jcustomers Jprefer Jdo Jonline Jshopping J   

• To Jknow Jthe Jconsumer Jawareness Jlevel Jamong Jwomen Jabout Jonline Jshopping. J   

• To Jknow Jthe Jfear Jof Jcustomers Jfor Jdoing Jonline Jshopping J J   

• To Jknow Jthe Jexpectations Jof Jcustomers Jfrom Jonline Jmarket Jof Japparels J J   

• To Jknow J Jthe Jsatisfaction Jlevel Jof Jcustomers Jfrom Jonline Jshopping J   J   

SCOPE JOF  iTHE JSTUDY J   

1. The Jstudy Jwas Jamong Jthe Jinternet Jusers J   
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2. The Jgeographical Jarea Jcovered Jwas Jof JDelhi Jonly. J   

3. The Jscope Jof Jinternet Jshopping. J J   

 J      
   

   

   

   

   

   

   

   

   

   

   

   

   

   
 J   

RESEARCH  iMETHODOLOGY  i   
RESEARCH JDESIGN JTITLE JOF JTHE JSTUDY J The Jtitle Jof Jthe Jstudy Jis J“consumer 

Jperception Jtowards Jonline Jshopping Jin Japparels”. J DEFINITION JOF JRESEARCH 

JDESIGN J   

“It Jis Ja Jbasic Jplan, Jwhich Jguides Jthe Jdata Jcollection Jand Janalysis Jphases Jof Jthe Jproject. JIt 

Jis Ja Jframework, Jwhich Jspecifies Jthe Jtype Jof Jinformation Jto Jbe Jcollected, Jthe Jresources    

iof Jdata Jcollection Jprocedure.” J J JResearch Jdesign Jis Jof Jthree Jtypes- J1. JExploratory    

iresearch Jdesign J2. JDescriptive Jresearch Jdesign J3. JHypothesis Jresearch Jdesign. J   

I Jhad Juse Jexploratory Jresearch Jdesign Jfor Jknowing Jconsumer Jperception Jtowards Jonline    

ishopping Jof Japparels. J   

SAMPLE JAREA J   

DELHI J   

SAMPLE JUNIT J   

INDIVIDUAL JRESPONDENTS J J   

SAMPLE JSIZE J   

100 J   
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DATA JCOLLECTION JMETHOD J J   

Broadly Jthere Jare Jtwo Jtypes Jof Jdata Jcollection Jmethod Jone Jis Jprimary Jdata Jand Jsecond    

ione Jis Jsecondary Jdata. J   
 J J J J J J J      
i 

 J J J J J J J J J J J JPRIMARY JDATA JMETHOD J   

I Jhad Jcollected Jprimary Jdata Jfor Jthis Jresearch Jwhich Jis Jcollected Joriginally Jwith Jthe    

ihelp Jof Jtools Jof Jdata Jcollection Ji.e. Jquestionnaire. J   

 J J J J J J J J J J J J J JQuestionnaire: J   

 J J J J J J J J JQuestionnaire Jdevelopment Jis Jthe Jcritical Jpart Jof Jprimary Jdata Jcollection Jmethod. JFor 

Jthis JI Jhad Jprepare Ja Jquestionnaire Jin Jsuch Ja Jway Jthat Jit Jwill Jbe Jable Jto Jcollect Jall    

irelevant Jinformation Jregarding Jthe Jproject. JThe Jquestionnaire Jwas Jdesigned Jusing Jvarious    

iscaling Jtechniques. JThe Jquestionnaire Jwas Jused Jmainly Jto Jtest Jthe Jmodel Jpurposed Jfor    

iconsumer Jperception Jtowards Jonline Jshopping Jin Japparels. JThis Jwas Jdone Jby Jgoing    

idirectly Jto Jthe Jrespondents. J   

 J J   SECONDARY JDATA JMETHOD J   

Primary Jdata Jis Jthe Jmain Jsource Jof Jdata Jcollection Jbut Jsecondary Jdata Jis Jalso Jconsidered    

ifor Jconducting Jresearch. J J   
 J   

 JLIMITATIONS JOF JTHE JSTUDY J   

 The Jstudy Jwas Jrestricted J Jto JDelhi Jcity Jonly Jso Jthe Jfindings Jare Jonly Japplicable    

ito JDelhi Jcity J   

 Findings Jof Jthe Jsurvey Jare Jbased Jon Jthe Jassumptions Jthat Jthe Jrespondents Jhave    

igiven Jcorrect Jinformation J   

 The Jtime Jlimitations Jis Jone Jthe Jfactor Jwhich Jinfluence Jthe Jstudy Jfindings Jalso. J   

 J    J        
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DATA ANALYSIS AND INTERPRETATION    
SEGMENATTION OF THE RESPONDENTS BASED ON AGE GROUP    

AGE GROUP    NUMBER    

RESPONDENTS    

OF    
i   

PERCENTAGE    

BELOW 20 YEARS    20       20%    

20-30 YEARS    40       40%    

30-40 YEARS    18       18%    

40 ABOVE    22       22%    

TOTAL    100       100%    

    

SEGMENTATION OF RESPONDENTS BASED ON EDUCATION    

EDUCATION    NUMBER    

RESPIONDENTS    

OF    
i   

PERCENTAGE    

UNDEER GRADUATION    40       40%    

GRADUATION    17       17%    

POST GRADUATION    43       43%    

OTHER    0           

TOAT;L    100       100%    

    

    

    

SEGMENTATION OF RESPONDENTS BASED ON OCCUPATION    

OCCUPATION    NUMBER    

RESPONDENTS    

OF    
i   

PERCENTAGE    

SELF EMPLOYED    8       8%    
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STUDENT    64       64%    

EMPLOYEE    22       22%    

HOME MAKER    6       6%    

TOTAL    100       100%    

   

Q1. iHOW OFTEN DO YOU GO FOR ONLINE SHOPPING?    

 

INTERPRETATION    

42,5% people do online shopping once in a month, 35% people do online shopping once  Jin 

a week and 22.6% people do online shopping often. This is due to the number of  Jworking 

women has increased so they have no time to go for shopping in store. Online  Jshopping 

saves time of working women.    
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Q2. iWHAT ARE THE PAYMENT METHODS YOU GENERALLY USE FOR  JONLINE 

SHOPPING?    

   CREDIT    

CARD    

DEBIT    

CARD    

CASH    OTHERS    TOTAL    

RESPONDENTS    10%    15%    70%    5%    100%    

    

INTERPRETATION   

 

The maximum number of person goes for cash option. A very small number of person  Jgo 

for other option i.e. for debit card, credit card, and other (mobile wallet). The cash  Joption 

is choose by most of the person because maximum number of people don’t have  Jcredit 

card and debit card.     
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Q3. i DO YOU FEEL IT IS SAFE TO BUY ONLINE?    

 

INTERPRETATION    

87.5% people think that online shopping is as compared to rest of people i.e. 12.5%. This  

Jthinking exist in the mind people because the payment will done after taking the delivery  

Jof goods. And the goods can be return with in 7 days if it will not suitable to buyer. So  Jthere 

is risk is so less.    
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Q4. iHOW MUCH DO YOU SPEND ON ONLINE iSHOPPING PER MONTH?    

 

INTERPRETATION    

30% people spend more than 5000 on online shopping, 40% spend 1000-5000 on  Jonline 

shopping and 30% spend less than 1000 on online shopping.    
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   DISAGREE    NIETHER    

AGREE    NOR 

DISAGREE    

AGREE    

  

TOTAL    

RESPONDENTS    7.5%    35%    57.5%    100%    



 SHOPPING  
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Q5. i ONLINE IS CONVENIENT THAN IN STORE SHOPPING?  JNTERPRETATION    

57.5% people agree that online shopping is convenient than in store shopping, 35%  Jpeople 

have no idea that online shopping is convenient or not than in store shopping and    

i7.5% people disagree  

 

                      

   

   

   

   

   

   

   

   DISAGREE    NIETHER    

AGREE    NOR 

DISAGREE    

AGREE    

  

TOTAL    

RESPONDENTS    20%    20%    60%    100%    
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Q6. i ONLINE SAVES TIMES OVER iIN SOTRE SHOPPING? i   

INTERPRETATION    

60% people agree that online shopping saves time than in store shopping, 20% people  Jneither 

agree nor disagree that online shopping saves time than in store shopping and 20    
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Q7. iONLINE PROVIDES ME WITH THE OPPORTUNITY TO iGET THE PRODUCTS 

DELIVERED ON SPECIFIC DATE AND TIME ANYWHERE AS  JREQUIRED.    

   J 

   DISAGREE    NIETHER    

AGREE    NOR 

DISAGREE    

AGREE    

  

TOTAL    

RESPONDENTS    15%    60%    25%    100%    

   

Sales 
 
 
 

 

  

i     

    i     
 

22       %       

37.50       %       

40.50       %       

disagree       

anither     
i   agree     

i   nor     
i   disagree     

agree       
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INTERPRETATION    

40.5% people agree that online shopping provides product delivery in the specific date   Jand 

anytime and anywhere as required by the customers. 37.5% people are neither agree  Jnor 

disagree that online shopping provides the opportunity to get the product on time,    

ispecific date and anywhere  as required by the customers.     
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Q8. i PRODUCTS PURCHASED THROUGH THE iINTERNET ARE WITH 

iGUARANTEED QUALITY?    

 

INTERPRETATION    

52.5% people are neither agree nor disagree that the products are of guaranteed quality,  

J25% people are disagree that online shopping products are iof guaranteed quality and  

Jonly    

22.5% people are agree that online shopping products are of guaranteed quality.    
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Q9. i INTERNET PROVIDES REGULAR DISCOUNTS AND PROMOTIONS  

JOFFERS.    

 

INTERPRETATION    

77.5% people agree that online shopping provides regular discounts and offer. 17.5%  

Jpeople have no idea about discounts and promotions provided by online shopping and  

J5% people disagree that online shopping provides regular discount and promotion.      

          

   

   

   

   

   

   

   



 

28   

i     i   

   

Q10. iINTERNET HELPS ME AVOID HASSLES OF SHOPPING IN STORES. i   

 

INTERPRETATION    

80% people agree that online shopping avoid all the hassles faced at the time of 

shopping  Jin store. 10% people have no idea about online shopping avoid hassles in 

store shopping  Jand 10% people disagree that online shopping avoid hassles in store 

shopping.      
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i 
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Q11. J iHAVE FACED PROBLEM WHILE SHOPPING ONLINE.    

 

INTERPRETATION    

57.5% people sometimes faced problem and sometime not. 35% people are disagree that  

Jthey faced problem while shopping online. Only 7.5% people are agree that they faced  

Jproblem while shopping online.      
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Q12. I iCONTINUE SHOPPING ONLINE DESPITEFACING PROBLEMS ON 

iSOME OCCASIONS.    

 

INTERPRETATION    

Here 55% people are not in position that will continue shopping on online while facing  

Jproblem on some occasions. 20% people are disagree that they will continue shopping  

Jon online. Only 25% people are agree that they will continue shopping on online on  

Jsome occasions whether they face problem on online shopping.    

        

   

   

   

   

   

   

   



 i     
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Q13. IT iIS IMPORTANT FOR ME TO TOUCH ANDFEEL CERTAIN PRODUCTS  

JON SOME OCCASIONS.    

 

INTERPRETATION    

42.5% people are in position that they will buy or not certain product which are touch  

Jand feel. 22.50% people will purchase the products on some occasions  they have no  

Jimportance to touch and feel the product. 35% people are agree that they have  

Jimportance for certain products to buy on some occasions.    

              

   

   

   

   

   



 i   
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Q14. I iTRUST THE DELIVERY PROCESS OF THESHOPPING WEBSITES. i  

 

INTERPRETATION    

60% people trust the delivery process, 32.50% people have no idea of delivery process  

Jand 7.5% people does not trust the delivery process. The percentage of agree is high  

Jbecause Delhi is a backward area and their people can trust easily.    

          

   

   

   

   

   

   

   

   

Q15. J iDO NOT SHOP ONLINE BECAUSE I DO NOT OWN A CREDIT CARD.    



 i     
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INTERPRETATION    

77.5% person thinks that online shopping can be done with out having credit card. 7.5%  

Jperson need credit card for online shopping and 15 % person use both option for  

Jshopping. This is due to people thinks payment through cash is safe mode and there will  

Jbe no chances of disclosure of password of credit card.    
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CONCLUSION    
This project was conducted with the zeal of finding out the consumer perception towards online 

shopping for apparels(women). Based on this information obtained in the course of the project 

there is a sincere effort to drawn a meaningful conclusion.   We found a strong inter-dependence 

between a few variables affecting online buying behavior. For example we found that cash on 

delivery has significant impact on the frequency of on line purchases as cash payment is the most 

popular mode of payment of online shopping for the consumers of Delhi district.     

We also found that the consumers of Delhi required the product from online on time, specific 

date and anytime as the requirement of consumers.  the mood of Delhi people for online 

shopping does not depends upon any occasion. They shop online whenever they found suitable 

and when there is high discounts and promotions offer are available on online shopping 

websites.      

 Overall the experience of Delhi people of online shopping is good.            
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ANNEXURE    
CONSUMER PERCEPTION TOWARDS ONLINE SHOPPING FOR APPARELS    

th  

I am Naveen Kumar student of DSM college. I am in 4 semester of Master Business  

JAdministration. I am doing my final year project on CONSUMER PERCEPTION    

iTOWARDS ONLINE SHOPPING FOR APPARELS.  For this I need to get a  Jquestionnaire 

filled by you, the data and information provided by you will be remained  Jconfidential & will 

be used for the academic purpose. So please help me in this project.   Demographic profile    

 
Name                                         Qualification    

                     a) Under graduate    (  )                b) Graduate    

   (  )     

   c) Post graduate       (  )                                     d) Other   (  )      

Age group    

   a)  Below 20 year       (  )              b)  20-30year      (  )    

              c)   30-40year     (  )            d) Above 40 year    (  )   Occupation    

a) Self employed    (  )                 c) Student        (  )    

b) Employee              (  )                                        d) Other       

     (  )    

    

Project profile:    

1. HAVE YOU HEARD OF ONLINE SHOPPING FACILITIES?     

(a)YES                                                   (b) NO                

2. IF YES HAD YOU PURCHASE THROUGH ONLINE?    

 
 (a)YES                                                    (b) NO                

3. HOW OFTEN DO YOU GO FOR ONLINE SHOPPING?    

       (a) ONCE IN A MONTH                                      (b) ONCE IN A WEEK    

   
      (C) OFTEN     

4.) IF YOU DO NOT SHOP ONLINE, THEN WHAT ARE THE REASONS  JBEHIND NOT 

SHOPPING ONLINE?    
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i   

5.) WHAT ARE THE OCCASIONS WHEN YOU BUY ONLINE?    

 
  J   

6.) WHILE PURSHASING ONLINE, WHAT TYPE OF APPARELS THAT YOU      

GENERALLY BUY    

7.) WHAT ARE THE PAYMENT METHODS YOU GENERALLY USE FOR  JONLINE 

PURCHASES?     

       (a)CREDIT CARD                                             (b) DEBIT CARD     

      (c) CASH                                                            (d) OTHERS                J            

8.) DO YOU FEEL IT IS SAFE TO BUY ONLINE?    

(a) YES                                                             (d) NO            

   

9.) HOW MUCH DO YOU SPEND ON ONLINE SHOPPING PER MONTH?    

(a) LESS THAN 1000                       (b) 1000-5000                          (c)    

iMORE THAN 5000    

10.) WHAT IS YOUR GENERAL EXPERIENCE OF BUYING ONLINE AS  JCOMPARED 

TO CONVENTIONAL SHOPPING?    
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