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Abstract: Marketing professionals, researchers and entrepreneurs view that internet is one of the most effective 

tools in meeting ever changing needs and demands of customers.  Ever since the Information and 

Communication Technology (ICT) revolution in India and abroad, E-Commerce is an important area of 

research interest for the academicians and practitioners.  With advancement of ICT, a variety of new platforms 

on E-Commerce have emerged.  The present study considers Online retailing to investigate the literature in this 

emerging field of E-Commerce in Indian context.  With rising internet penetration and other mobile connectivity 

options, online retailing in India is gaining consumer acceptance as an alternative mode of shopping.   The 

present study details issues and challenges with online retailing in Indian context.  The study also analyses the 

consumer purchase intentions associated with each chosen platform of E-commerce.   
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I. INTRODUCTION 
The internet provides unprecedented opportunities for the business organizations. Both business 

organizations and consumers are seeking various benefits through the use of internet.  The first phase of E-

business evolution, which began in the mid and late 1990s focused on transaction-oriented E-commerce than E-

business.  It focused only on online trading of goods and services.  During this phase, dotcom companies 

focused on having better search, product display, user-friendly domains and payment processing capabilities.  In 

the second phase of E-business evolution, companies shifted their focus from transaction oriented E-commerce 

to customer centric E-business.  Marketing professionals, researchers and entrepreneurs view that internet is one 

of the most effective tools in meeting ever changing needs and demands of customers. 

E-commerce can be defined as “the use of internet and other networking technologies for conducting 

business transactions (Turban E 2004). Other than buying and selling online, E-commerce also include a variety 

of activities like promotion of products on the web, integrating invoicing and payment, secured mode of 

transactions and handling customers queries and complaints (Sridhar 2010).  Telemarketing, direct marketing 

and online marketing are some of the emerging trends observed in E-Commerce.   

E-Commerce can be classified into different categories such as Business-to-Business, Business-to-

Consumer, Consumer-to-Consumer and Mobile Commerce.  Transactions between inter-organizations are 

referred to as business to business transactions.  Transactions between companies and consumers are called as 

business to consumer.  This involves customers gathering information, purchasing physical goods or receiving 

products over al electronic network.  A consumer to consumer is simply a transaction between individuals or 

customers.  Mobile commerce is the buying and selling of goods and services through wireless technology, i.e. 

hand held devices such as cellular phones. 

Table 1: WORLD INTERNET USAGE AND POPULATION STATISTICS (Dec 2011) 

World Regions Population  

(2011 Est.) 

Internet 

Users 

Dec. 31, 2000 

Internet 

Users 

Latest Data 

Penetration 

(% 

Population) 

Growth 

2000-2011 

Users % 

of Table 

Africa 1,037,524,058 4,514,400 139,875,242 13.5 % 2,988.4 % 6.2 % 

Asia 3,879,740,877 114,304,000 1,016,799,076 26.2 % 789.6 % 44.8 % 

Europe 816,426,346 105,096,093 500,723,686 61.3 % 376.4 % 22.1 % 

Middle East 216,258,843 3,284,800 77,020,995 35.6 % 2,244.8 % 3.4 % 

North America 347,394,870 108,096,800 273,067,546 78.6 % 152.6 % 12.0 % 

Latin America 

/ Carib. 

597,283,165 18,068,919 235,819,740 39.5 % 1,205.1 % 10.4 % 

Oceania / 

Australia 

35,426,995 7,620,480 23,927,457 67.5 % 214.0 % 1.1 % 

World Total 6,930,055,154 360,985,492 2,267,233,742 32.7 % 528.1 % 100.0 % 

Source:  http://www.internetworldstats.com/stats.htm 

 

 

http://www.internetworldstats.com/stats1.htm
http://www.internetworldstats.com/stats3.htm
http://www.internetworldstats.com/stats4.htm
http://www.internetworldstats.com/stats5.htm
http://www.internetworldstats.com/stats14.htm
http://www.internetworldstats.com/stats10.htm
http://www.internetworldstats.com/stats10.htm
http://www.internetworldstats.com/stats6.htm
http://www.internetworldstats.com/stats6.htm
http://www.internetworldstats.com/list2.htm
http://www.internetworldstats.com/stats.htm
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II. LITERATURE REVIEW 
According to University of California Los Angeles Center of communication policy (2001), online 

shopping or E-Commerce has become the third most popular activity on the internet, after e-mail and web 

browsing.  In popularity, it has even surpassed entertainment, information and news, the most common activities 

people do when they are online.  When compared to the Western countries, India is still in its initial stage of 

development. But in the recent years, due to the low cost of personal computers, broadband facility, growing use 

of internet (Mohammed Ali 2011), has shown tremendous growth in E-Commerce.  According to Indian E-

Commerce report released by the Internet and Mobile Association of India (IAMAI) and IMRB, the total online 

transaction in India was Rs.7080 crores in the year 2007-08 and is expected to grow by 30% by the year 2012-

13. 

Table 2: Net Commerce Market Size from 2007 to 2011 

(Figures in Crores. Percentages indicate share of the overall market size) 

Year DEC 2007 Dec 2008 Dec 2009 Dec 2010 Dec 

2011+ 

Total Market Size 8,146 14,030 19,688 31,598 46,520 

Online Travel Industry 6,250 

(77%) 

10,500 

(75%) 

14,953 

(76%) 

25,258 

(80%) 

37, 890 

(81%) 

Online Non- 

Travel Industry 

1,896 

(23%) 

3,530 

(25%) 

4,735 

(24%) 

6,340 

(20%) 

8,630 

(19%) 

E-tailing 978 1,120 1,550 2,050 2,700 

Digital Downloads or paid 

content subscription 
238 290 435 680 1100 

Financial Services  1,200 1,540 2,000 2,680 

Other online Services (incl. 

classifieds) 
680 920 1,210 1,610 2,150 

Source:  Internet and Mobile Association of India  

The above table points out growth in E-Commerce sales which suggests the growing number of people 

using internet to make purchases.  This is also noted that the online purchases are limited to few product 

categories such as travel, electronic goods, movie tickets, gaming etc. From the table 2, it is known that internet 

buying is gaining importance and acceptance by leaps and bounds. 

Darshan Parikh (2006) attempted to study and profile internet shoppers.  The study derives implications 

from intention based theories namely, ‘Theory of Reasoned Action’, ‘Theory of Planned Behavior’ and 

‘Technology Acceptance Model’.  The study found a significant association between length of internet use 

(number of years on the internet) and actual internet shopping.  The study also found a significant association 

between internet usage (hours of internet use per week) and actual internet shopping.  The analysis of the paper 

partly supports the significant association between intention to use internet shopping, demographic variables and 

internet shopping experiences.  The study concludes that there is a need to profile online shopper more 

sophisticated psychographic variables.    

Bikram Jit Rishi (2008) in his empirical study based on the primary and secondary data observed that 

convenience, accessibility, scope, attraction, reliability, experiences and clarity as the important factors 

influencing online shopping behavior.  The paper also opines the factors affecting the online shopping in India 

are similar to those of worldwide except scope and accessibility which are IT-perpetration specific.  

Bhasker Bharat and Bhattacharya Abhijit (2010) found determinants of E-Commerce readiness.  The 

paper identifies user familiarity, comfort, product reputation, security and privacy as the determinants variables 

effect E-Commerce readiness and online buying intentions.  The paper also formulates a model to test the 

relationships among the variables.   

Suresh Dr A.M. and Shashikala (2011) in their research article assume that people use internet for 

locating information and conversion of this interest into online purchase is very low.  Using factor analysis, the 

research article revealed six major factor namely-monetary performance, time, source, social and psychological.  

They also conclude that monetary and performance associated risks carry highest mean scores.   

In a study on researching into online privacy concerns Soumava Bandopadhya (2011) found that Indian 

consumers’ online privacy concerns are positively impacted by their perceived vulnerability towards 

unauthorized collection of use of information.  It is further revealed that consumers’ perceived ability to control 

over collection of personal information is negatively impacted on privacy concerns.  It is interesting to note that 

internet literacy and their perceived ability to control collection of information and use of information reduces 

consumers’ perceived vulnerability.   

Arpita Khare, Anshuman Khare and Shveta Singh (2010) in their research article emphasizes that 

personality of consumers could play a significant role on online business in the context of banking. Using 



Shivkumar M.Belli, International Journal of Research in Management, Economics and Commerce,              

ISSN 2250-057X, Impact Factor: 6.384, Volume 07 Issue 10, October 2017, Page 28-31 

http://indusedu.org Page 30 

 

This work is licensed under a Creative Commons Attribution 4.0 International License 

Aaker’s personality dimension scale, the researchers found that personality factors such as-imaginative, reliable, 

intelligent, up-to-date and charming-affect consumers evaluation of the online banking in Indian context. 

 

III. RESEARCH METHODOLOGY 
Objectives 

1. To find out the consumer purchase intentions on online  

Population  
The population of the study is all consumers who have purchase at least one merchandise or service 

online in last 4 months.  

Research Instrument   
A structured questionnaire is developed to collect the responses from the customers regarding their 

responses towards online purchase intentions.   

Sampling Method   
A method of convenience sampling is employed and a total of 110 valid responses are collected. 

 

IV. FINDINGS 
Table 4.1: Demographic Profile of the respondents 

Variables Frequency Percentage 

Male 66 60% 

Female 44 40% 

Age Frequency Percentage  

18-25 33 30.00 

26-30 28 25.5 

31-40 37 33.6 

Above 40 12 10.9  

Education  Frequency  Percentage  

Matriculation 6 5.5 

Intermediate  29 26.4 

Graduation  57 51.8 

Post-Graduation 18 16.4 

Profession  Frequency Percentage 

Self-Employed 16 14.5 

Private 69 62.7 

Public 15 13.6 

Other 10 9.1 

Income (Annual)  Frequency Percentage  

2-4 Lac 36 32.7 

4-5 Lac 36 32.7 

5-6 Lac 28 25.5 

Above 6 Lac 10 9.1 

More than half (51.8%) of respondents are having graduation as their education background.  26.4% of 

respondents have completed their Intermediate and 16.4% of the respondents are having post-graduation or 

more education qualification.  A small percentage of about 5.5.% have done their matriculation level education. 

Majority of the respondents i.e.62.7% belong to Private profession, 14.5% are self-employed and 13.6% are 

Government Servants.   More than half of the respondents (65.5%) of the respondents are in the income range of 

2-5 lac per annum.  About 25.5% are having annual income group 5-6 lac. 

Table 4.2: Purchase intention 

 Frequency Percentage 

Convenience  88 80 

Time 71 65 

Price Advantage 75 68 

Product Choices 85 77 

Others  39 36 

Table 4.3: Products bought online 

 Frequency Percentage 

Electronics 64 58.24 

Clothing/Fashion  60 54.6 
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Books 68 61.88 

Music/Video 54 49.14 

Non-merchandise 86 78.26 

Gifts  72 65.52 

Others  38 34.58 

The findings reveal that the major reasons for online purchase intention are convenience, product 

choices and price advantage. Time is also one of the major reasons behind online purchase intention.  Books, 

gifts and non-merchandise like travel tickets are the frequently purchased products on online.  

 

V. CONCLUSION 
In summary, online purchase is favored by consumers because of its nature and benefits.  There are still 

issues related to trust and security concerns towards online retailing.  Online retailers need to consider these 

issues and address them to leverage the growing trend of online shopping.  
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