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ABSTRACT  

Analysing consumer behaviour is not a new phenomenon. Many theories have been used for 

many years not only to understand the consumers’ attitude, but also create a marketing strategy 

that will attract the consumer efficiently. However, some distinctions must still be made when 

considering the traditional consumer behaviour and online consumer behaviour. From this 

background the researchers' work is primarily to identify and get insight the main factors that 

affecting online when purchasing products and services through online. The main objective of 

the study is to study the factors influencing the consumer preference for online shopping and to 

study the problems faced by the consumer’s towards online shopping. For this purpose  sample 

of 200 was collected from the consumers who use online for shopping were convenience 

sampling technique was used as a sampling method to analyse the data. Percentage Analysis, 

Rank Correlation, Chi-square Analysis, ANOVA and Factor Analysis were used as statistical 

tools to analyse the data. It is concluded that customer service is very important. The companies 

need to be easy to reach when a user has a question or concern. The faster their concerns can be 

addressed the more likely they are to buy. Live chat is an easy way to make yourself accessible. 

Keywords: Online shopping, Buying behaviour and customer service.  

 

INTRODUCTION 

Electronic business has turned out to be one of the fundamental attributes in the web period. Web 

and web innovations have on a very basic level changed the way organizations connected and 

spoke with buyers. It has turned into a dynamic virtual medium for offering and purchasing of 

data, items or administrations in light of the fact that, the development and improvement of retail 

marks have encountered a significant change in the course of the most recent couple of decades. 
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For some retailers the technique of offering lower quality and lower cost on mark elective has 

changed to an approach of straightforwardly contending with producer marks as far as quality, 

outline and bundling. The web has additionally changed the way we expend items and our 

methods for fulfilling the requests for our solace. The web has made it less demanding for us to 

obtain the products. Web business detonated and turned into an ordinary piece of everyday 

existence of buyers. It gives the two associations and shoppers, with unlimited choices to look 

over, for different exchanges.  

Online business has many points of interest when contrasted with general shopping. The 

most principal advantage is the accommodation. The web was advanced in the 1980s, when 

Microsoft and IBM turned out with the PCs. The time of internet shopping completely changed 

the PC in ways few would have envisioned in the mid 1980s.The first bank was opened in 1994 

and a Pizza Hut site likewise went on the web. In the late 1990s and mid 2000s, web based 

shopping turned out to be more open for many people and its ubiquity surged the buyers. In the 

present society, individuals are doing a wide range of their money related exchange extending 

from purchasing occasion endowments to purchasing autos and paying their bills over the net. As 

indicated by UCLA Center for Communication Policy (2001), web based shopping has turned 

into the third most well known web movement, promptly following email utilizing/texting and 

web perusing. Web based shopping should be possible at home and one need not need to stress 

over movement blockage, long lines and other conventional angles.  

 

STATEMENT OF THE PROBLEM 

Due to the rapid development of the technologies surrounding the internet, companies which are 

interested to sell their products through their website even through buyers and sellers can be 

thousands of miles apart, may belong to different parts of the world, might speak different 

languages also. Since the internet is a new virtual medium and so many potential consumers, the 

online retailers is most important to understand the wants and needs of consumers. The 

importance of analysing and identifying the factors influencing the consumer when he or she 

decides to purchase on the internet is vital because the new virtual market will bring significant 

differences to the consumers. 
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 Analyzing consumer behavior is not a new phenomenon. Many theories have been used 

for many years not only to understand the consumers’ attitude, but also create a marketing 

strategy that will attract the consumer efficiently. However, some distinctions must still be made 

when considering the traditional consumer behaviour and online consumer behaviour. 

 Even through there are many research topics in the field of business to consumer in the 

context of internet business, online retailing is a new retailing medium and online consumer 

behaviour is diverse from traditional consumer behaviour, one must identify what influences the 

online consumer. Therefore, if the consumers like to do shopping, what factors are influencing to 

purchase goods through the internet is quite meaningful. These factors need to be identified and 

taken into account by online retailers in order to satisfy the consumer demands and compete in 

the online market. From this background the researchers' work is primarily to identify and get 

insight the main factors that affecting online when purchasing products and services through 

online.  

OBJECTIVES OF THE STUDY 

 To study the factors influencing the consumer preference for online shopping 

 To assess the attitude of consumer’s towards online shopping 

 To analyses the consumer satisfaction towards online shopping 

 To study the problems faced by the consumer’s towards online shopping. 

 To offer suitable suggestions for enhancing consumer’s satisfaction through online 

shopping. 

SCOPE OF THE STUDY 

Purchasing and selling products and services over the internet without the need of going 

physically to the market is what online shopping all about. Online shopping is just like a retail 

store shopping that we do by going to the market, but it is done through the internet. Online 

shopping has made shopping painless and added more fun. Online stores offer product 

description, pictures, comparisons, price and much more. Few examples of these are 

Amazon.com, ebay.com, framt.com and the benefits of online shopping is that by having direct 

access to consumer, the online stores can offer products that cater to the needs of consumer 

cookies can be used for tracking the customer selection over the internet or what is on their 

internet when they visit the site again. Online shopping makes use of digital technology for 
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managing the flow of information, products, and payment between consumers, site owners and 

suppliers. Online shopping can be either B2B (business to business) or B2C (business to 

consumers)  

 A shopping cart is one of the important facility provided in online shopping , this leads 

customers to browse different goods and services and ones they select an item to purchase, they 

can place the item in the shopping cart , and continue browsing till the final selection. Customers 

can even remove the items from the shopping cart that were selected earlier before they place the 

final order. It remains us of shopping basket that we carry in departmental store.   

RESEARCH METHODOLOGY 

The study is intended to analyze the “Consumers’ attitude towards online shopping with special 

reference to Coimbatore city”. The methodology includes area of the study, sources of data, 

sampling design and statistical tools used. 

Area of the study 

Area of the study refers to the Coimbatore city which is the Manchester of South India. It has a 

large number of textile mills, textile machinery manufacturers, hosiery units, engineering 

industries and information Technology Parks. Coimbatore City is one of the top ten fastest 

growing cities
10

 in India and the second largest city in Tamilnadu. 

 Sources of data     

The study uses only primary data. For the purpose of collection of data. A questionnaire has been 

prepared and data were collected from the consumers who have purchased products through 

online. Adequate care has been exercised to collect unbiased data from the respondents. 

Sampling design 

For the purpose of this study, the data were collected from 200 consumers using the convenience 

sampling technique.  

Tools for analysis: Percentage Analysis, Rank Correlation, Chi-square Analysis, ANOVA and 

Factor Analysis. 
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ANALYSIS AND INTERPRETATION  

Demographic profile  

 Demographic factors  Particulars  Frequency Percent 

Gender Male 91 45.5 

Female 109 54.5 

Total 200 100 

Age Up to 25 41 20.5 

25-35 82 41 

35-45 47 23.5 

45-55 17 8.5 

More than 55 years 13 6.5 

Total 200 100 

Marital status Single 85 42.5 

Married 115 57.5 

Total 200 100 

Type of family  Nuclear 114 57 

Joint 86 43 

Total 200 100 

Number of members in the 

family 

2 41 20.5 

3 30 15 

4 58 29 

5 41 20.5 

More than 5 30 15 
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Total 200 100 

Educational qualification Professional degree 88 44 

Post graduation 60 30 

Under graduation 26 13 

Diploma 26 13 

Total 200 100 

Occupation Government 

employee 

30 15 

Private employee 129 64.5 

Self employed 11 5.5 

Business/profession 30 15 

Total 200 100 

Interpretation  

45.5% are male and 54.5% are female. It reveals that most of the respondents are female. 20.5% 

are up to 25 years of age, 41% are from the age group between 25-35, 23.5% are from the age 

group between 35-45, 8.5% are from the age group between 45-55 and 6.5% are from the age 

group more than 55 years of age. 42.5% are single and 57.5% are married. 57% are from nuclear 

family and 43% are from joint family. 20.5% are having 2 members in their family, 15% are 

having 3 members in their family, 29% are having 29% are having 4 members in their family, 

20.5% are having 5 members in their family and 15% are having more than 5 members in their 

family. 44% have completed their professional degree, 30% have completed their post 

graduation, 13% have completed their under graduation and 13% have completed their diploma. 

64.5% are private employees, 5.5% are self employed and 15% are doing business. It reveals that 

most. 14.5% are earning less than 1 lakh, 37% are earning between 1 to 2 lakhs and 48.5% are 

earning between 2 to 3 lakhs. 
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Length of time spent online per day on an average 

 Frequency Percent 

Less than 1 hour 97 48.5 

1-2 hour 59 29.5 

2-3 hour 14 7.0 

3-4 hours 30 15.0 

Total 200 100.0 

Interpretation  

The above table shows about length of time spent online per day on an average. Out of 200 

respondents, 48.5% are spending less than one hour per day on an average, 29.5% are spending 

between 1-2 hours, 7% are spending between 2-3 hours, 15% are spending between 3-4 hours. It 

reveals that most of the respondents are spending less than one hour per day on an average.   

Person influenced to purchase products/service through online 

 Frequency Percent 

Self 170 85.0 

Children 15 7.5 

Friends and relatives 15 7.5 

Total 200 100.0 

Interpretation  

The above table shows about person influenced to purchase products/service through online. Out 

of 200 respondents 85% said that they are purchasing products/services on a self basis, 7.5% are 

purchasing on influence form children and 7.5% are purchasing on influence from friends and 

relatives. It reveals that most of the respondents are purchasing products/services on self through 

online.  

FACTOR ANALYSIS  

Factor analysis for factors related to acceptance towards customer attitude  

A total of 15 variables were identified for the purpose of acceptance towards customer  attitude. 

In order to minimize the number of variables and to identify the key factors contributing towards 

customer attitude, factor analysis is performed. KMO and Bartlett’s test is conducted to identify 

the sampling adequacy.   

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .639 
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Bartlett's Test of Sphericity Approx. Chi-Square 727.215 

Df 325 

Sig. .000 

            KMO of sampling adequacy value for the service quality measures is 0.639 and it 

indicates that the sample is adequate to consider the data as normally distributed. 

 

           Rotated Component Matrix
a
 

 Component 

 1 2 3 4 5 

Respondents not sure about product policy  -.026 -.026 .012 .976 .160 

Respondents not able to bargain or negotiate  .105 -.083 -.017 .015 .852 

Non availability of significant discounts  .844 -.076 .216 .368 -.083 

Respondents waiting long time to take delivery of products  .796 .099 .205 -.433 -.077 

Respondents comparing the price before buying the products 

online  
.923 -.015 .115 .192 -.132 

Respondents carefully planning their purchase before buying 

the products online 
.517 .028 -.024 .828 .109 

Respondents saving lot of money through online shopping  .839 -.111 .045 -.061 .195 

Taking less time to get delivery than retail stores  .324 .084 .627 -.643 .136 

Respondents always getting good value when they purchase 

products or services through online  
.176 .038 .883 -.106 .276 

Respondents perception about comparing the quality of other 

products in online  
.111 .156 .935 .061 -.029 

Respondents perception about better performance of products 

purchased online  
-.400 .272 .264 .087 .604 

Respondents perception about higher price but better quality 

in online  
-.013 .286 .178 .163 .902 

Respondents purchasing many branded products in online  -.040 .912 -.223 -.047 -.062 

Respondents availing prompt delivery of products  .090 .835 .386 .026 .128 

Respondents difficult to decide based only on description or 

view of product and services  
-.178 .884 .242 -.040 .274 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

  

a. Rotation converged in 5 iterations.    
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Interpretation  

The common factors above 0.5 are taken for the decision making process of the study. The 

factors are respondents not able to bargain or negotiate, non availability of significant discounts, 

respondents carefully planning their purchase before buying the products online, respondents 

always getting good value when they purchase products or services through online, respondents 

availing prompt delivery of products and respondents difficult to decide based only on 

description or view of product and services.  

 

ONE WAY ANOVA  

COMPARISION BETWEEN AGE AND FACTORS RELATED TO ONLINE 

PURCHASE DECISION  

H01: There is no significant relationship between age and factors related to online purchase 

decision 

There is a relationship between time frequency of buying online and age as the level of 

significance is less than 0.05 at 0.000. It reveals that the age group with more than 55 years of 

age have higher impact towards time frequency of buying online and they buy the products every 

month.   

 There is no relationship between time acceptance with consumer attitude towards online 

shopping and age as the level of significance is greater than 0.05 at 0.050.  

  There is a relationship between acceptance towards pre purchase decision influencing to 

prefer online shopping and age as the level of significance is less than 0.05 at 0.000. It reveals 

that the age group between 25-35 years of age have higher impact towards acceptance towards 

pre purchase decision influencing to prefer online shopping and they buy the products weekly.   

 There is no relationship between time acceptance with consumer attitude towards online 

shopping and age as the level of significance is greater than 0.05 at 0.050.  

  There is a relationship between Acceptance towards post purchase decision influencing to 

prefer online shopping and age as the level of significance is less than 0.05 at 0.001. It reveals 

that the age more than 55 years of age have higher impact towards acceptance towards post 

purchase decision influencing to prefer online shopping and they buy the products weekly.   

There is a relationship between acceptance towards other decisions influencing to prefer 

online shopping and age as the level of significance is less than 0.05 at 0.000. It reveals that the 

age between 45-55 years of age have higher impact towards acceptance towards other decisions 
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influencing to prefer online shopping and they buy the products weekly.   

There is a relationship between satisfaction towards online shopping and age as the level 

of significance is less than 0.05 at 0.027. It reveals that the age between 25-35 years of age have 

higher impact with satisfaction towards online shopping and they buy the products weekly.   

 

RANK CORRELATION  

RANK CORRELATION FOR PROBLEMS FACED BY CONSUMERS TOWARDS 

ONLINE SHOPPING  

S.NO Ranking X Y R1 R2 D D^2 

1 Difficult to contact seller 14 22 12.5 2 10.5 110.25 

2 Delivery conditions changed after transactions 17 19 7.5 5 2.5 6.25 

3 Received wrong goods 16 14 9.5 9 0.5 0.25 

4 Poor customer service 22 18 1 6 -5 25.00 

5 Difficult to change defective products 18 21 5.5 3 2.5 6.25 

6 Received damaged goods 21 16 2 7.5 -5.5 30.25 

7 Difficult to get answers for queries 20 25 3 1 2 4.00 

8 Unassured product guarantee 14 20 12.5 4 8.5 72.25 

9 Delivery time too long for purchased products 15 16 11 7.5 3.5 12.25 

10 

Visual differences between picture and received 

goods 16 9 9.5 11 -1.5 2.25 

11 Complex process of order/payment 3 7 16 13.5 2.5 6.25 

12 

Theft of credit card information/privacy 

information 8 5 15 16 -1 1.00 

13 

No after sales services or ineffective after sales 

services 19 7 4 13.5 -9.5 90.25 

14 Confused by over choices 18 8 5.5 12 -6.5 42.25 

 

            408.75 

                

N 13         1-R 1.12 

  .         R -0.12 
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Interpretation  

 

The above table shows about the ranking towards the factors related to problems faced by 

consumers towards online shopping. The rank correlation is at -0.12. It shows that the given 

ranks are negatively correlated.   

 

FINDINGS 

Maximum of the respondents agree towards assurance of after sales services. 

Most of the respondents agree towards high positive vendors feedback and support.  

Maximum of the respondents agree towards trust of the store. 

Most of the respondents agree towards information about newer products. 

Maximum of the respondents agree towards easy to return products. 

Most of the respondents agree towards no time limitation for shopping. 

Maximum of the respondents are having quality and trust towards the website. 

Most of the respondents agree towards easy customer support.  

Maximum of the respondents feel the non crowded shopping environment. 

Most of the respondents agree that the companies are taking speedy action towards issues.  

Maximum of the respondents agree towards family and friends opinions about shopping.  

Most of the respondents agree towards more choices of second hand items with online shopping. 

Maximum of the respondents are satisfied towards reliability of product information. 

Most of the respondents are satisfied towards assuring product quality.  

Maximum of the respondents are satisfied towards availability of more brands. 

 

SUGGESTIONS  

 With so many devices and so many different screen sizes the companies need a design that 

will look great across all platforms. While their design may look wonderful on a large 

computer screen, that same design might be clunky and hard to use on a cell phone screen. 

A responsive design will be beautiful and easy to use on all platforms.  

 The companies can give customers a perfect bundles that experts pick out is something that 

customers really enjoy. It gives them the perfect idea of what to buy. They also feel like 

they are saving time by having everything they want already packaged together. 

 The customers need to easily be able to find what they want. The search options should be 
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obvious and well organized. The categories should lead to the discovery of new and great 

products that the customer may not have thought of. 

 

CONCLUSION  

The conclusion is that it was found out that there is no relationship between gender and 

acceptance with consumer attitude towards online shopping. While analyzing the factors related 

to level of satisfaction the factors Satisfaction towards assuring product quality, Satisfaction 

towards availability of more brands, prompt delivery, simplicity of online transactions, safety of 

products care and individual attention, care and individual attention are taken for decision 

making process of the study. The age more than 55 years of age have higher impact towards 

acceptance towards post purchase decision influencing to prefer online shopping and they buy 

the products weekly and have higher impact towards time frequency of buying online and they 

buy the products every month.  It is also concluded that customer service is very important. The 

companies need to be easy to reach when a user has a question or concern. The faster their 

concerns can be addressed the more likely they are to buy. Live chat is an easy way to make 

them self accessible. 
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