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INTRODUCTION.,
ONLINE SHOPPING

The act of purchasing product or services over the internet is called online shopping. The
ionline shopping has grown in popularity over the years, mainly because find it
iconvenient and easy to bargain shop from the comfort of their home or office. One of
ithe most enticing factor about online shopping, particularly during a holiday season, is
it alleviates the need to wait in long lines or search from store to store for a particular
iitem. An online shop, e-shop, internet shop, web shop, web store, online store or
wvirtual store evokes the physical analogy of buying products or services at a bricks and
imortar retailer or in a shopping mall.

Internet shopping is shaping up. However, today internet shopping is a really
significant part of retail sector. Internet shopping is the new shopping experience of
ithe future. Of course of the major hurdle for internet shopping is shipping charges,
isometimes they are to expensive. The growth rate of internet shopping is growing.
Secure internet shopping is secure using encryption and ssl techniques. Internet
ishopping is easier, safer, and more convenient than at any point in its history. Internet
ishopping is fast becoming one of the easiest way to buy almost anything you want.
Internet shopping is a way of shopping that allows shopping for required products
without going to the store physically. The internet shopping is great because people are
able to shop 24 hours a day without having to leave their home or work.

The internet is changing the wholesale/retail landscape daily. In today’s market the
ishopping sector is taking about a tenth of all retail shopping sales in the U.S. and the
% in other countries is not as high. One reason we use the internet is to buy
imerchandise at a discount to retail.

One of the biggest benefits of shopping online is the convenience and access to more
products and information 24 hours a day 7 days a week. Note that blocking all cookies
iprevents some online services from working, so you must allow cookies on your

browser.



Nearly 40% of remote workers said they use their work computers for internet

ishopping. Be a smart and use common sense when online shopping and just go ahead
and enjoy your internet shopping today.

The more people that shop online, the bigger their expectations. The supermarket
iindustry now services many customers through online food shopping over the internet.
We understand that shopping online can feel risky and uncertain.

The following tips will help ensure a safe internet shopping. If you follow this advice
ion safe internet shopping, this should not be a problem. All purchases are made
through safe and secure servers. Its safe to say SSI, is extremely sophisticated software
and safe.

Always know where your cards are and keep them in place.

The last ten years have been a wild time on the internet, especially when ti comes to
ionline shopping. The e-commerce industry has seen rapid growth, a shake out of the
imarket due to security concerns, and finally a rebirth thanks to new technology and
iinnovative ways to shop.

Online shopping is a type of electronic commerce used for business to business(B2B)
and business to consumer(B2C).

CONSUMER

An individual who buys product and services for personal use and not for manufacture
or resale. A consumer is someone who can make the decision whether or not to
ipurchase an item at the store, and someone who can be influenced by marketing an
advertisements. Any time someone goes to a store and purchase a toy, short, beverage
ior anything else, they are making that decision as a consumer

CONSUMER PERCEPTION

Consumer behavior is one of the topic that marketer tries to uses to better
understanding of consumer on how their behavior react when come to buying
idecisions. Perception is how one view under the influence of past experience, personal
opinion.

Consumer perception. A motive is a drive which activities behaviors in order to



satisfy that around need, i.e. the motive, motivation provides a basic influence upon
buyer, while perception is operationally critical. A motive creates disposition to act.
Perception triggers or causes the behavior in a certain way. Perception is the meaning we
give. On the basis of our post experience to perceive is to see, to hear, to touch, to

ismell something or event or relation and to organize, interpreted and find meaning in the
experience . for example, the average CONSUMER may be exposed to 1500 ads

iduring a normal day but he consciously perceive only about 75 of them and perhaps

12 of these could be related to his subsequent behavior.

This consumer perception towards a product is what a consumer wants from his

iproduct and what actually courses or drives him to go for a product or a service.
APPARELS

Apparel is just another word for what you wear. Hopefully the apparel you wear to

work suits and hills is very different from the apparel you wear on the weekends

ipajama pants and bunny slippers.

ONLINE SHOPPING IN INDIA

THE birth and growth of internet has been the biggest event of the country. E-
commerce in India has come to long way from a time beginning in the 1999-2000 to a
iperiod where one can sell and find all sorts of stuff from a high end product to a

imajor peanut online. Most corporations are using the internet to represent their product
irange and services so that it is accessible to the global market and reach out to a
ihigher range of their audience. Computers and internet have completely change the
way one handles day to day transactions; online shopping is one of them. The internet
ihas brought about sweeping changes in the purchasing habits of the people. In the
icomforts of once home, office or cyber café or anywhere across the global, one can
log and by just about anything from apparel, books, music and diamond jewelry to
digital cameras, mobiles phones , mp3 players, video games movies tickets, rail and air
tickets, ease, simplicity, convenience and security are the key factors turning the users

ito buy online.



FACTORS THAT BOOST ONLINE SHOPPING IN INDIA

* Rapid growth of cybercafés across India

» Access to .information

* The increase in number of computer users

» Reach to internet services through broadband

» Middle class population with spending power is growing.
There are about 200 million of middle class population good spending : power. These

people have very little time to spend for shopping. Many of them have started to

idepend on internet to satisfy their shopping desires.

ADVANTAGES OF ONLINE SHOPPING

*+ CONVENIENCE : online stores are usually available 24 hours a day, and
imany consumers have internet access both at work and at home. Other
establishments such as internet café and schools provide access as well.

A visit to conventional relative store requires travel and must taken place
iduring business hours. In the event of a problem with the item it is not what
iconsumer order, or it is not what they expected consumers are concern with
ithe easy with which they can return an item for correct one or for a refund.
iConsumers may need to contact the retailer, visit the post office and a return
shopping, and then wait for a replacement or refund. Some online companies
ihave more generous return policies to compensate for the traditional advantage
iof physical stores. For example the online apparel retailer : CRAFTSVILLA
including labels for free return shopping and does not charge a rest looking
feel, even for returns which are not the result of merchant error.

« INFORMATION AND REVIEWS: online stores most describe products for
the safe with text, photos, and the multimedia files whereas in a physical retail
istore and the actual product and the manufacture packing will be available for

direct inspection.

Some online stores provide to link to supplemental product information such as



BETTER PRICES: The vast majority of online stores offer prices that are

imuch lower than what you will find at a physical store. There are a few reason
ifor this. The first is because many people use the internet to find cheaper items.
Usually online business owners understand this. They will usually reduce their

profit margin to get more .consumers. Another reason is because you can easily

ibrowse through dozens of different websites to find the best price. You can do
ithe same at mall, but it would take an about an hour or longer. You also may
inot be taxed because most e-commerce stores want tax you unless they are
istationed in your state.

SAVE : TIME: Do You have the specific list that you want to buy? With just a
icouple of clicks of mouse, you can purchase your shopping orders and initially
imove to other important things, which can save time.

SAVE FUEL: The market of fuel industries battles from increasing and
idecreasing its cost very now and again, but no matter how much the cost fuel
are it does not affect your shopping errands. One of the advantages of
ishopping online is that there is no need for vehicles, so no purchase of fuel
necessary.

SAVE ENERGY: Admit it, it is tiresome to shop from one location and
transfer to another location. What is worse is that there are no available stocks
ifor the merchandise you want to buy. In online shopping, you do not need to
\waste your precious energy when buying.

COMPARISON OF PRICES: The advanced innovation of search engine
allows you to easily check prices and compare with just a few clicks. It is very
straightforward to conduct price comparisons from one online shopping website
ito another. This gives you the freedom to determine which online store offers
ithe most affordable item you are going to buy.

24/7 AVAILABILITY: Online shopping stores are open around a clock of

24/7, 7 days a week and 365 days. It is very rare to find any conventional
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retail stores that are open 24/7. The availability of online stores give you the
ifreedom to shop at your own place and convenience.

« HATE WAITING IN LINES: When buying items online , there are no long
lines you have to endure, just to buy your merchandise. The idea of shopping
ionline is ;cutting down those bad habits of standing in a long line and just
waiting. Every online store is designed with unique individual ordering features
ito purchase the items.

« TOO ASHMED TO BUY: There are times that you want to purchase
isomething out of the ordinary that can be a bit embarrassing when seen by
iother people. Items like weird ornaments, sexy lingerie, adult toys, etc., in
ionline shopping, you do not need to be ashamed, your online transactions are
ibasically done privately.

« EASY TO SEARCH MERCHANDISE: You are able to look ifor specific
merchandise that includes model number, style, size, and color that you want to

ipurchase in addition, it is east to determine whether the products are available

ior out of stocks.
DISADVANTAGES OF ONLINE SHOPPING

If there are advantages, most likely there will be disadvantages. Despite the success of
ipurchasing through online shopping stores, there are still some disadvantages that most
ipeople complain about. These include:

* PERSONALLY CHECK THE ITEM : If you are one of those shoppers who
want to touch, see, and test the product personally, at online shopping, you are

inot able to do so. Online stores are showing product description and photos of
ithe merchandise, which can be a disadvantage for many online shoppers.

* DIMNISHED INSTANT SATISFACTION: Unlike buying at retail stores,
iyou are able to use the product instantly after you buy it, which can be
satisfying. However, online shopping requires patience to wait for the item to
arrive at your door step about 2 to 3 days or even longer depending on the

location you have ordered it from.
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Online shopping is continuously becoming more popular and improving every
single day. Knowing the advantages of online shopping and its disadvantages is
additional knowledge for a lot of online shopping that are useful before shopping

online.

REVIEW OF LITERATURE.

E-business probably began with electronic data interchange in 1960s (Zwass, 1996).

However, (melao, 2008) suggest that it was only in the 1990s, primarily via the internet,
that e-business has emerged as core feature of many organization. In his opinion, the
ihope was that e-business would revolutionize the ways in which the organization interact
with customers, employees, suppliers and partners. Some saw e-business as a part of
rrecipe to stay competitive in the global economy.

CHRISTY M.K.Cheung, LLEI ZHU, TIMOTHY KWONG, GLORIA
W.W.CHAN,

MOEZ LIMAYEM, (2002) The topic of online consumer perception has been
iexamined under various context over the years. Although researchers form a variety
disciplines have made significant progress over the past few years, the scope of these
istudies rather broad the studies appear relatively fragmented and no unifying theoretical
imodel is found in this research area. In view of this , provide an exhaustive review of
the literature and proposed a research framework with three key building
blocks(intention, adoption, and continuance) so as to analyze the online consumer
jperception in a systematic way. This proposed framework not only provides us with a
icohesive view of online consumer perception, built also serves as a salient guideline for
rresearcher in this area.

BURKE, R.R.(2002), Trust is a factor that determines the success of Business to

iConsumer (B2 C) e-commerce transaction. Previous researchers have identified several
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ccritical factors that influence trust in the context of online shopping. This research
ifocuses on a available security measures which assures online shoppers safety and great
sales promotions :and online deals which stimulate customers to shop online.

Abel Stephen (2003) in his paper represents the findings of research studies that address
ie-commerce design and associated consumer exception. The innovation of e-commerce
ihas affected not only the market place through the facilitation of the exchang3e of goods
and services but also human behavior in response to the mechanism of online services.
The researchers have identified and hypothesis on relevant subject matter ranging from
web usability, marketing channel and other factor influencing buying behavior. Those

iresearchers have focus on what appear different aspects of online buying perception ,
there studies may be shown to be interrelated and interdependent , even to the extent of

rrevealing construct upon which e-commerce in terms of future design and research,

icould be built.

OBJECTIVES OF THE STUDY
GENERAL OBJECTIVE

To know the consumer perception and awareness about shopping on online. This will to
ihelp to know the attitude of consumers towards online shopping and what are the factors
which shape the consumers perception towards online shopping. Also what key concerns
ifrom the point of view are of consumes while online shopping.

SPECIFIC OBJECTIVE

* To know why the customers prefer do online shopping

* To know the consumer awareness level among women about online shopping.

« To know the fear of customers for doing online shopping

* To know the expectations of customers from online market of apparels

* To know the satisfaction level of customers from online shopping
SCOPE OF THE STUDY

1. The study was among the internet users

13



2. The geographical area covered was of Delhi only.

3. The scope of internet shopping.

RESEARCH METHODOLOGY
RESEARCH DESIGN TITLE OF THE STUDY The title of the study is “consumer
perception towards online shopping in apparels”. DEFINITION OF RESEARCH

DESIGN
“It is a basic plan, which guides the data collection and analysis phases of the project. It

is a framework, which specifies the type of information to be collected, the resources
iof data collection procedure.” Research design is of three types- 1. Exploratory
iresearch design 2. Descriptive research design 3. Hypothesis research design.

| had use exploratory research design for knowing consumer perception towards online
shopping of apparels.

SAMPLE AREA
DELHI

SAMPLE UNIT
INDIVIDUAL RESPONDENTS

SAMPLE SIZE
100
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DATA COLLECTION METHOD
Broadly there are two types of data collection method one is primary data and second

ione is secondary data.

PRIMARY DATA METHOD

| had collected primary data for this research which is collected originally with the

ihelp of tools of data collection i.e. questionnaire.
Questionnaire:

Questionnaire development is the critical part of primary data collection method. For
this | had prepare a questionnaire in such a way that it will be able to collect all
irelevant information regarding the project. The questionnaire was designed using various
iscaling techniques. The questionnaire was used mainly to test the model purposed for

consumer perception towards online shopping in apparels. This was done by going
directly to the respondents.

SECONDARY DATA METHOD

Primary data is the main source of data collection but secondary data is also considered

ifor conducting research.

LIMITATIONS OF THE STUDY
O The study was restricted to Delhi city only so the findings are only applicable
ito Delhi city
O Findings of the survey are based on the assumptions that the respondents have
igiven correct information

O The time limitations is one the factor which influence the study findings also.

15



DATAANALYSISANDINTERPRETATION

SEGMENATTIONOF THERESPONDENTSBASED ON AGE GROUP

AGEGROUP NUMBER OF | PERCENTAGE
RESPONDENTS |

BELOWZ20YEARS 20 20%

20-30 YEARS 40 40%

30-40 YEARS 18 18%

40ABOVE 22 22%

TOTAL 100 100%

SEGMENTATION OFRESPONDENTSBASED ONEDUCATION

EDUCATION

NUMBER
RESPIONDENTS

OF

PERCENTAGE

UNDEERGRADUATION 40 40%
GRADUATION 17 17%
POSTGRADUATION 43 43%
OTHER 0

TOAT;L 100 100%

SEGMENTATION OFRESPONDENTSBASED ONOCCUPATION

OCCUPATION

NUMBER
RESPONDENTS

OF

PERCENTAGE

SELFEMPLOYED

8

8%

16




STUDENT 64 64%

EMPLOYEE 22 22%
HOMEMAKER 6 6%
TOTAL 100 100%

Q1. HOWOFTEN DO YOU GO FORONLINESHOPPING?

ONCE IN A | ONCE IN A | OFTEN TOTAL
MONTH WEEK
RESPONDENTS | 42.5% 35% 22.5%% 100%
Sales

" ONCE IN A MONTH
" ONCE IN A WEEK
“ OFTEN

INTERPRETATION

42 ,5% people doonlineshopping once inamonth, 35% people do online shoppingonce in
aweek and 22.6% people do online shopping often. This isduetothe number of working
women hasincreased so they have no timetogo for shopping instore. Online shopping

savestime of workingwomen.

17



Q2. WHATARETHEPAYMENTMETHODS YOUGENERALLY USEFOR ONLINE

SHOPPING?
CREDIT DEBIT CASH OTHERS TOTAL
CARD CARD
RESPONDENTS 10% 15% 70% 100%
INTERPRETATION
70 |
60 |
50
40 " Series 1
“ Columni
30 | Column2
20
° ‘ »
0 T T
CREDI TCARD DEBIT CARD CASH OTHERS

The maximumnumber of person goes for cash option. A very smallnumber of person go

forotheroptioni.e.fordebitcard, creditcard, and other (mobilewallet). The cash option

ischoose by mostof the person because maximum number of peopledon’thave credit

cardanddebitcard.

18




Q3. DOYOUFEELITISSAFETOBUY ONLINE?

YES NO TOATL

RESPONDENTS 87.5% 12.5% 100%

YES NO

INTERPRETATION

87.5% peoplethinkthatonlineshopping isascompared torestof peoplei.e. 12.5%. This
thinking existinthe mind people because the payment will done after taking the delivery
ofgoods. Andthegoods canbereturnwithin7daysifitwill notsuitabletobuyer. So there

isriskissoless.

19



Q4. HOWMUCHDO YOU SPEND ONONLINE :SHOPPINGPERMONTH?

100% _/

90%
80% |
70% |

60% |

50% ¥ column1
40% |
30%

20% |

10% /

0% T T T 1
LESS THAN 10000-5000 MORE THAN
10000 5000

INTERPRETATION
30% people spend more than 5000 on online shopping, 40% spend 1000-50000n online
shoppingand 30% spend lessthan 1000 on online shopping.

20



DISAGREE NIETHER AGREE TOTAL
AGREE ~ NOR
DISAGREE
RESPONDENTS | 7.5% 35% 57.5% 100%

21




SHOPPING
Q5. ONLINE ISCONVENIENTTHAN INSTORESHOPPING? NTERPRETATION

57.5% people agree thatonlineshoppingisconvenientthaninstore shopping, 35% people

havenoideathatonline shoppingisconvenientor notthaninstore shoppingand

i7.5% peopledisagree
that online shopping is
convenient than in store
Sales shopping.
s disagree
" nither agree nor
disagree
. agree
DISAGREE NIETHER AGREE TOTAL
AGREE NOR|
DISAGREE
RESPONDENTS | 20% 20% 60% 100%

22




SHOPPING
Q6. ONLINE SAVESTIMESOVER INSOTRESHOPPING?

INTERPRETATION
60% people agree thatonline shopping savestimethanin store shopping, 20% people neither

agreenor disagree thatonline shopping saves time than in store shoppingand 20

% people disagree that
online shopping saves
time than in store

Sales shopping.

" disagree

" nither agree nor
disagree

“ agree

23



SHOPPING
Q7. ONLINE PROVIDES MEWITH THE OPPORTUNITY TO \GET THE PRODUCTS

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE
RESPONDENTS 15% 60% 25% 100%
Sales

.
disagree

. .
anither agree nor disagree

[
agree

DELIVERED ONSPECIFICDATEAND TIMEANYWHEREAS REQUIRED.
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SHOPPING
INTERPRETATION

40.5% peopleagreethatonline shopping provides productdelivery inthe specificdate and
anytimeandanywhere as required by the customers. 37.5% peopleare neitheragree nor
disagreethatonlineshopping provides the opportunity to getthe productontime,

ispecificdate and anywhere as required by the customers.
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Q8. PRODUCTSPURCHASED THROUGHTHE INTERNET AREWITH
GUARANTEED QUALITY?

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE

RESPONDENTS | 22.5% 52.5% 25% 100
Sales

- disgaree

" nither agree nor disagree

" agree

INTERPRETATION
52.5% peopleare neither agree nor disagree thatthe products are of guaranteed quality,

25% people are disagree thatonline shopping productsare iof guaranteed quality and

only

22.5% peopleareagree thatonline shopping products are of guaranteed quality.
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Q9. INTERNETPROVIDESREGULARDISCOUNTSAND PROMOTIONS
OFFERS.

DISAGREE NIETHER AGREE TOTAL
AGREE  NOR
DISAGREE
RESPONDENTS | 5% 17.5% 77.5% 100
Sales

" disgaree
" nither agree nir disagree

" agree

INTERPRETATION
77.5% peopleagreethatonlineshopping provides regular discountsand offer. 17.5%
people have no ideaaboutdiscountsand promotions provided by online shopping and

5% people disagree thatonline shopping provides regular discountand promotion.

27



Q10. INTERNETHELPSMEAVOID HASSLES OF SHOPPINGIN STORES. |

DISAGREE NIETHER AGREE TOTAL
AGREE  NOR
DISAGREE
RESPONDENTS | 10% 10% 80% 100%
Sales

" disagree

" niether agree nor disagree

" agree

INTERPRETATION

80% people agreethatonline shoppingavoidall the hassles faced at the time of
shopping instore. 10% people have noideaaboutonline shoppingavoidhasslesin
storeshopping and 10% people disagree thatonline shoppingavoid hasslesinstore

shopping.
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Q11. HAVEFACEDPROBLEMWHILESHOPPINGONLINE.

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE
RESPONDENTS | 35% 57.5% 7.5% 100%

7.50%

INTERPRETATION

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

they faced problemwhile shoppingonline. Only 7.5% peopleare agree that they faced

problemwhile shoppingonline.
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Q12. I CONTINUESHOPPING ONLINEDESPITEFACINGPROBLEMSON
SOMEOCCASIONS.

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE
RESPONDENTS | 25% 55% 20% 100%
Sales

. disagree

" niether agree nor disagree

" agree

INTERPRETATION

Here55% peopleare notin positionthatwill continue shopping ononlinewhile facing
problemonsomeoccasions. 20% people are disagree thatthey will continue shopping
ononline. Only 25% people are agree thatthey will continue shopping ononline on

some occasions whether they face problemon onlineshopping.
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Q13. IT ISIMPORTANTFORMETO TOUCHANDFEEL CERTAINPRODUCTS
ONSOMEOCCASIONS.

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE

RESPONDENTS | 22.5% 42.5% 35% 100%

Sales

- diagree
" niether agree nor disagree

“ agree

INTERPRETATION

42.5% peopleareinpositionthatthey will buy or notcertain productwhichare touch
andfeel. 22.50% people will purchase the products on some occasions they have no
importancetotouchand feel the product. 35% people are agree that they have

importance for certain products to buy on some occasions.
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Q14. I TRUSTTHEDELIVERY PROCESSOF THESHOPPINGWEBSITES. |

DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE
RESPONDENTS | 7.5% 32.5% 60% 100%

100% /

90%

80%

70%

60%
50%

40%

30%

20%

10% /
0% T T T 1
DISAGRHETHER AGREE NOR DISAGREGREE

INTERPRETATION
60% peopletrustthe delivery process, 32.50% people have noideaof delivery process
and 7.5% people does not trustthe delivery process. The percentage of agreeishigh

because Delhiisabackward areaand their people cantrusteasily.

Q15. DONOTSHOPONLINEBECAUSEIDONOTOWNACREDITCARD.
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DISAGREE NIETHER AGREE TOTAL
AGREE NOR
DISAGREE

RESPONDENTS | 77.5% 15% 7.5% 100%

Sales

. disagree

" hiether agree nor disagree

“ agree

INTERPRETATION
77.5% personthinksthatonline shopping can be donewith outhaving creditcard. 7.5%
personneed creditcard for online shoppingand 15 % person use both option for

shopping. Thisisdueto peoplethinks paymentthrough cash is safe mode and there will

be nochances of disclosure of password of creditcard.
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CONCLUSION

Thisprojectwas conducted with the zeal of finding outthe consumer perception towards online
shopping for apparels(women). Based onthis information obtained in the course of the project
thereisasincereefforttodrawnameaningful conclusion. We foundastronginter-dependence
between a few variables affecting online buying behavior. For example we found that cash on
deliveryhassignificantimpactonthe frequency ofonlinepurchasesas cash paymentisthe most
popular mode of paymentof 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 notdepends 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.

Overallthe experience of Delhipeople of online shopping isgood.
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ANNEXURE

CONSUMERPERCEPTIONTOWARDSONLINE SHOPPINGFORAPPARELS
th

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

Administration. l amdoing my final year projecton CONSUMERPERCEPTION
 TOWARDSONLINE SHOPPING FOR APPARELS. ForthisIneedtogeta questionnaire
filled by you, thedataand information provided by you will beremained confidential & will

be used fortheacademic purpose. Soplease help meinthisproject. Demographic profile

Name __ Qualification
a) Undergraduate () b) Graduate
O
c¢) Postgraduate () d) Other ()
Agegroup
a) Below 20year () b) 20-30year ()

c) 30-40year () d) Above4Qyear () Occupation

a) Selfemployed () c) Student ()
b) Employee () d) Other

()

Projectprofile:
1. HAVEYOUHEARD OFONLINESHOPPINGFACILITIES?

= (3)YES (H)NO —

2. IFYESHAD YOUPURCHASE THROUGH ONLINE?
(@)YES (b)NO
3. HOWOFTEN DO YOU GO FOR ONLINE SHOPPING?

(@) ONCEINAMONTH ByONCEINAWEEK

(C)OFTEN[_]

4.) IFYOUDONOTSHOPONLINE, THENWHATARETHEREASONS BEHINDNOT
SHOPPING ONLINE?
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5.) WHATARETHEOCCASIONSWHEN YOUBUY ONLINE?

6.) WHILEPURSHASINGONLINE,WHATTYPEOFAPPARELSTHATYOU

GENERALLYBUY
7.) WHATARE THEPAYMENTMETHODS YOU GENERALLY USEFOR ONLINE
PURCHASES?
]
—
(a)CREDIT CARD b) DEBITCARD —
(C)CASH %THERS

8.) DOYOUFEELITISSAFETOBUY ONLINE?

YES CLCH
[ ]

9.) HOWMUCHDO YOU SPEND ON ONLINE SHOPPINGPERMONTH?

LESSTHAN1000  (b)1066=5090 ©) —

MORE THAN 5000
10.)WHATISYOURGENERAL EXPERIENCEOFBUYINGONLINEAS COMPARED
TOCONVENTIONAL SHOPPING?
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