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Abstract

Earlier the wave of agriculture changed the eating habits of
people than the flow of industrial revolution makes the task of people
much easier. Earlier Internet was used as a means of communication by
the different faces of the global world. But as the consumption pattern of
consumers are changing and above all the consumers buying behavior
has seen a paradigm sea change. Most of the people around the world
have tasted little bit of fruits given by the Internet in one form or the other.
Our country India is having the second largest population in the World.
Moreover, the middle class people of India are slowly and gradually
rising with the passage of time. Most importantly the buying behavior of
Indian people has seen a tremendous change since the beginning of
1990s and that momentum of growth is still continuing. The present
research study tries to analyze consumers purchasing through e-
commerce across gender.

Keywords: E-Commerce, Digital Marketing, Social Media Marketing,
Internet, Technology Management.
Introduction

Always researchers are of the view that in industrial revolution,
organizations or companies are at the centre of the stage and the customer
or consumers were revolving around industrial companies for purchasing
products or services as per their needs and requirements. Across the
World researchers try to understand the complex consumers buying
behavior with respect to products and services. Moreover, now companies
are trying their level best so that they adapt themselves with the changing
purchasing habits of customers.

As there are various parameters on which a customer buying
behavior depends so every company wants to inculcate maximum
attributes of buying intention. The next wave of revolution which the people
across the boundaries are facing is in the form of Internet. So the Internet
Revolution takes care of the previous avatars of earlier phases and now
combing the best available from all the axis of the universe and giving at
the footsteps of the consumers to consume it in the form of products and
services.

Earlier companies were at the centre stage but now with the
catalyst of internet customers have come in the centre position and all the
organization are revolving around him/her. The total internet users in the
world were more than 3.5 billion. So we can say that more than 46% of the
global people accessed internet in one way or the other. Maximum number
of internet users is putting up at the location known as Asia. Above all
China is having the maximum pie of online market.

Internet users in the whole world are increasing day by day as
people are eating the fruits of it in different forms. Slowly and gradually the
users of internet in Asia is increasing drastically and experts are having a
keen eye on the new generation of users who are learning to change their
own lives and their families as well.

Asia is having maximum population of the world and now this
same population is having the major portion of the pie in the form of youth
which are becoming literate with the passage of time and now they are
checking the different technologies which are coming in their way like the
internet.

Research Methodology

This study combines factors that other studies have done that will

influence the consumer's purchasing decision in online and offline stores.
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So these factors will contribute to the study
of customer's purchasing intention across gender on
both sides which includes online and offline shopping.

Pan, (2007) defined purchasing intention as
the eagerness of purchasing the product. Similarly,
Engel, Blackwell and Miniard, (1990) defines
purchasing intention as a psychological process of
decision-making.

In online shopping, it is expected that
shoppers are more likely to associate price
attractiveness and time saving with their intention to
shop while in offline shopping, consumers are more
likely to associate tangibility, high interactivity and
enjoyment with their intention to shop.

As a result, online marketers or retailers
should be aware of the problems faced by the
consumers and their perceived risk to increase their
frequency to shop in online.

Kotler and Keller (2011) states that
consumer buying behaviour is the study of the ways
of buying and disposing of goods, services, ideas or
experiences by the individuals, groups and
organizations in order to satisfy their needs and
wants.

Consumer buying behaviour focuses on how
individuals make decisions to spend their available
resources on consumption-related items that includes
what they buy, why they buy, when they buy it, where
they buy it, how often they buy it, how often they use
it, how they evaluate it after the purchase and the
impact of such evaluations on future purchases, and
how they dispose of it.

Shepherd R., Magnusson M. and Sjédén P.
(2005); conducted a number of studies of the
influences on consumer purchasing and consumption
of organic foods.

Health benefits were demonstrated to be
more strongly related to attitudes and behaviour
toward organic foods than were perceived
environmental benefits. It was concluded that
behavior-behaviour correlations seem to be stronger
than belief-behaviour correlations in the context of
environmental concerns.

Wu C. and Chen H, (2000); attempted to
provide a more general framework to analyse the
customer's inter purchase time by considering the
regularity of inter purchase time, adding learning and
the departure factors and including the heterogeneity
of customer.

They found that the customer's inter
purchase time can be extended to estimate and the
consideration of the customer's learning and
departure is shown to be necessary when we treat the
buying population as having easy exit and entry.

Broderick A, Greenley G. and Mueller R.
(2007); presents a generic strategic framework of
alternative international marketing strategies and
market segmentation based on intra- and intercultural
behavioural homogeneity.

They proposed consumer involvement as a
pivotal construct to capture behavioural homogeneity,
for the identification of market segments.

They found evidence for the cultural
invariance of the measurement of consumer
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involvement allowing a true comparison of inter and
intra-cultural behavioural homogeneity and how
consumer involvement influences purchase
behaviour, and its evaluation provides information for
responsive market segmentation.

Primary Data

The primary data for the present study was
collected by forming a questionnaire. Questionnaire
was designed for capturing demographic details of the
respondents and their buying behavior through e-
commerce.

The area of research was taken as Delhi,
Gurugram, Faridabad Ghaziabad and Noida.

The questionnaire was filled from 960
respondents. Analytical Software’s like Statistical
Package for Social Sciences (SPSS) and Microsoft
Excel were used to conduct various tests on the
primary data.

Objectives of The Study

1. To study gender preference towards e-commerce
portals.

2. To study gender
commerce portals

Hypothesis of the study

The Hypothesis made in the present study
are as follows:-

engagement with the e-

H1

There is no significant difference across
gender that e-commerce are best portals for
shopping.
H2

There is a significant difference across
gender that e-commerce are best portals for
shopping.

E-Commerce Industry in India

India has now become a shopper’s paradise
for online shopping. The unrivalled population in India
armed with smart gadgets is spoilt for a choice. Aided
by declining broadband subscription prices and
launch of 3G and 4G services, consumers have
become the driving force of e-Commerce in the
country.

From buying groceries to furniture, movie
tickets, trains tickets to steel, coal and tea - e-
Commerce has empowered the consumers.
Ecommerce has now become a global game.
Customers and organizations are selling and buying
across all borders. This process will increase in the
upcoming decades and will raise opportunities and
challenges for all the stake holders involved in this
revolutionary process. With digital revolution and
social media, online sellers are getting huge
opportunities for growth and have thus become
continuously more attractive for fund providers.

Even though Business 2 Consumer is getting
all the attention Business 2 Business is not far behind.
Both in Direct and Online Marketplace Business 2
Business have significant presence. The marketplace
model gives customers a plethora of choice and the
best prices under a single platform. It also gives
vendors a level playing field. Most Business 2
Business players have tied up with banks and
financial institutions for supply chain finance that
helps in improving access to credit.
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With the launch of Digital India and Make in
India the Government of India has been active in
bringing out solutions that will help people of India at
large. Digital India will provide improved internet
accessibility while Make in India will help in
indigenizing product manufacturing.

The E-commerce business in India has seen
exponential growth over the last decade. The Indian
e-commerce market had been growing at a
Compounded Annual Growth Rate of more than 50%
year on year from 2011 to 2016. This growth is due to
many contributory factors, including rapid adoption of
technology by Indian consumers, large increases in
the number of internet users, new enabling
technologies, innovative business models and
alternative payment options offered by E-commerce
companies.

Experts are now of the view that Social,
Mobile, Analytics and Cloud Computing will lead the
revolution:-

Finding and Analysis
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Social

Media has become a platform for active
engagement between the buyer and the seller. It will
continue to be one of the biggest influencer to connect
to the end user
Mobility

One in four Indians carry a smartphone. That
data itself proves how large the mobility wave is and
the scale of transactions it can execute
Analytics

Predictive analytics will help e-Commerce
players to optimize their marketing strategy for
targeted advertising that will influence consumers to
buy. For Business 2 Business companies the
analytics will develop more reliable sales buying
Cloud Computing

Reducing costs and increasing speed of
business, especially on big traffic days, is one of the
major advantages of Cloud computing.

Figure 1: Gender and Age of The Respondents
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Source: Primary Data Compiled from Questionnaire
Table 1: Gender and Age of The Respondents
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent
Gender of The Respondents * 960 100.0% 0 .0% 960 100.0%
Age of The Respondents

Source: Primary Data Compiled from Questionnaire
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Table 2: Gender and Age of The Respondents
Crosstabulation

Count Age of The Respondents Total

18-25 | 26-35 36-45 46-65
Gender of The Respondents Male 188 312 96 28 624
Female | 100 168 48 20 336
Total 288 480 144 48 960

Source: Primary Data Compiled from Questionnaire
Figure 2: E-Commerce Websites Accessed By The Respondents
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Source: Primary Data Compiled from Questionnaire
Figure 3: E-Commerce Websites Accessed By The Respondents
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The e-commerce websites are equally
accessed by the respondents. As 432 respondents
have accessed the website of Flikart organization and
288 respondents have accessed the e-commerce
portal of Amazon.

It is evident from the Figure: 1, Figure: 2,
Figure: 3, Table: 1 and Table: 2 that 168 female
respondents have accessed the website of Flipkart
and 184 male respondents have accessed the e-
commerce portal of Amazon.

The numbers of respondents who have
accessed the website of Snapdeal are 144 and others
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e-commerce portals are being accessed by 96
respondents.

So as per the Figure: 1, Figure: 2, Figure: 3,
Table: 1, Table: 2, Table: 3 and Table: 4, the present
study reveals that 30% of the female respondents are
accessing Amazon website and 30% of the male
respondents are using Amazon website.

Moreover, 16% of the male respondents are
using Snapdeal website and 13% of the female
respondents are accessing Snapdeal website.

It is evident from the study that 6% of the female
respondents are accessing other e-commerce
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websites and in the same way 6% of the male
respondents are also accessing other e-commerce
websites.

As 43% of the male respondents are using
Flipkart websites and 50% of the female respondents
are accessing Flipkart websites.
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So we accept H1 Hypothesis and reject the H2
Hypothesis.

Thus there is no significant difference across
gender that e-commerce are best portals of shopping.

Table: 3: E-Commerce Website Accessed By The Respondents
Case Processing Summary

Cases
Valid Missing Total
N Percent | N Percent N Percent
Gender Of The Respondents * E-Commerce | 960 100.0% 0 .0% 960 100.0%
Website Accessed By The Respondents

Source: Primary Data Compiled from Questionnaire
Table: 4: E-Commerce Website Accessed By The Respondents
Gender Of The Respondents * E-Commerce Website Accessed By The Respondents Crosstabulation

E-Commerce Website Accessed By The
Count Respondents
Flipkart Amazon Snapdeal Others Total
Gender of The|Male 264 184 100 76 624
Respondents Female |168 104 44 20 336
Total 432 288 144 96 960
Source: Primary Data Compiled from Questionnaire
Conclusion Agozzi, R. & Warsaw, L. (1990), “Trying to Consumer”
The present study provides major Journal of Consumer Research 17, (2), 127

implications to all the stakeholders of e-commerce

industry seeking to encourage consumers buying

behavior through e-commerce. The study keeps a

close eye on the demographic profile of the

consumers and finds out that the 80% of the
respondents are in the age bracket of 18-25 Years
and 26-35 Years. Moreover, in the present study

consumers of lesser age are moving faster towards e-

commerce portals as compared to the upper age

bracket of e-commerce consumers.

So e-commerce companies should try to
make their products more aware in the concern
market. As the brick and mortar consumer who are
having the purchasing power should be made aware
and encouraged to move toward e-commerce portals.
The present study reveals that across gender the
usage of e-commerce as tool for purchasing is
different as males are more comfortable while
shopping as compared to their counterpart. It is
evident from the study that a significant portion of
purchasing is done by brick and mortar stores. Thus
e-commerce companies should try to motivate brick
and mortar users towards online shopping.
References
Abhijjit Mitra. (2013), “E-Commerce in India-A

Review”, International Journal of

Marketing,Financial Services & Management

Research, 2(3), 63-72.

Adrita Goswami et.al (2013), “Customer Satisfaction
towards Online Shopping with Special
Reference to Teenage Group of Jorhat
Town”, Indian Journal of Research, 3(4),
239-241.

123

—140.

Ajzen, |. 2002. “Perceived behavioral control; self-
efficacy; locus of control; and the theory of
planned behavior”, Journal of Allied Social
Psychology, 78(13), 67-78.

Ashish Pant (2014), “An Online Shopping Change the
Traditional Path of Consumer Purchasing’,

International Journal of Business and
Management Invention, 3(2), 39-42.
Backhaus, K. Hillig, T. and Wilken, R. (2007)

“Predicting purchase decision with different
conjoint  analysis methods”, International
Journal of Market Research. 49(3), 341-364.

Baker, J., Levy, M. &Grewal, D., (1992), “An
experimental approach to making retail store
environment decisions”, Journal of Retailing,
64(4), 445-460.

Batra, S.K. &Kazmi, S. (2008) ,“Consumer Behaviour”
2" edition, EXCEL Books

Belanger, F., Hiller, J.S., & Smith, W.J. (2002),
“Trustworthiness in Electronic Commerce:
the role of privacy, security, and site
attributes” Journal of Strategic Information
Systems, 11, 245-270.

Blackwell, R., Miniard, P. and Engel, J. (2006),
“Consumer behavior”, Mason: Thompson, 22
(18), 72-79.

Boyer, K. K., &Hult, G. T. M. (2005), “Customer
behavior in an online ordering application: A
decision scoring model” Journal of Decision
Sciences, 36(4), 569-598.

Broderick A, Greenley G. and Mueller R. (2007), "The

Behavioural Homogeneity Evaluation
Framework: Multi-Level Evaluations of
Consumer Involvement in International



P: ISSN No. 0976-8602

E: ISSN No. 2349-9443

Segmentation”, Journal of International
Business Studies, Vol. 38(5), 746-763.

Carrington M., Neville B. and Whitwell G.(2010), "Why
Ethical Consumers Don't Walk Their Talk:
Towards a Framework for Understanding the
Gap Between the Ethical Purchase
Intentions and Actual Buying Behaviour of
Ethically Minded Consumers" , Journal of
Business Ethics, Vol. 97(1), 139-158.

Chiu, Y. B., Lin, C. P, and Tang, L. L. (2005).
“Gender differs: assessing a model of online
purchase intentions in e-fail service”,
International Journal of Service Industry
Management, 16 (5), 82-89.

Chesbrough, H 2007, “Business model innovation: it's
not just about technology anymore”, Strategy
and Leadership, vol. 35, no. 6, pp. 12-17.

Churchill, G. A. 1979, “A paradigm for developing

better measures of marketing constructs”,

Journal of Marketing Research, vol. 16, no.1,

pp. 64.

B & Al-Qirim, N 2004, “E-Business, E-

Government and Small and Medium Sized

Enterprises: Opportunities and Challenges”,

Idea Group Publishing, USA ISBN: 1-59149-

202-6.

Doong, HS, Wang, HC & Shih, HC 2008, “Exploring
loyalty intention in  the  electronic
marketplace”, Electronic Markets, vol. 18, no.
2, pp. 142-149.

D.K.Gangeshwar. (2013), “E-Commerce or Internet
Marketing: A Business Review from Indian
Context”, International Journal of u- and e-
Service, Science and Technology, 2(4), 20-
33.

Dhevika V P T, Latasri O T V, Karmugil S (2014),
“Factors Affecting Online Shopping of
Customers”, Research journal’s Journal of
Marketing, 2(4), 220-235.

Corbitt,

Dillon, T. D., and Reif, H. L. (2004). Factors
influencing consumers e-commerce
commodity purchases. Information
Technology, Journal of Learning and
Performance, 22(2), 1-12.

East, R., Wright, M. & Vanhuele, M. (2013)
“Consumer Behaviour: Applications in

Marketing” 2™ edition, SAGE, 2(2), 72-81.
Eastlick, MA, Lotz, SL & Warrington, P 2006,
“Understanding online B-to-C relationships:
an integrated model of privacy concerns,
trust, and commitment”, Journal of Business
Research, vol. 59, no. 8, pp. 877-886.
Estelami H.(2001), "Determinants of Discount Rates
in Consumer Credit Decisions ", Journal of
Marketing Theory and Practice, Vol. 9(1), 63-
73.
Sudhakar K, Habeeb Syed (2016), ‘A
Comparative study between Flipkart and
Amazon India”, International Journal of
Research in Regional Studies, Law, Social

Francis

Sciences, Journalism and Management
Practices, 1(8), 3-11.
Gamalel-Din, S 2012, “Does a Successful e-

Commerce Project Require Technological

124

RNI No.UPENG/2012/4262 VOL.-8, ISSUE-2 (Part-1) April 2019

Asian Resonance

Skills Only? Experience in Teaching e-
Business Course”, Proceedings of the
Federated Conference on Computer Science
and Information Systems, pp. 841-848.

Goodhue, D 1995, “Understanding user evaluations of
information systems”, Management Science,
vol. 41, no. 12, pp. 1827-1844.

Goulden, B 2005, “Building ICT regulatory capacity in
developing economies: a learning framework
for regulators”, info, vol. 7 no. 4, pp. 3-7.

Gupta, A., & Walter, Z. 2004. An emperical study of

consumer switching from traditional to

electronic channels: A purchase-decision

process perspective, 2(3), 92-98.

N & Abdullah, NA 2006, “The influence of

attraction on Internet banking: an extension

to the trust-relationship commitment model”,

International Journal of Bank Marketing,vol.

24, no. 6, pp. 424-42.

Ke, W &Wei, KK 2008, “Organizational culture and
leadership in ERP implementation”, Decision
Support Systems, vol. 45, no. 2, pp. 208-
218.

Kim, J, Bojanic, D & Warnick, R 2009, “Price bundling
and travel product pricing practices used by
online channels of distribution”, Journal of
Travel Research, vol. 47, no. 4, pp. 403-412.

King, R & Gribbins, M 2002, “Internet technology
adoption as an organisational event: an
exploratory  study  across  industries”,
Proceedings of the 35th Hawaii International
Conference on System Sciences, Big Island,
HI, 7-10 January, vol. 7, pp. 201.

Klopping, | & McKinney, E 2004, “Extending the

technology acceptance model and the task-

technology fit model to consumer e-

commerce”, Information Technology,

Learning, and Performance Journal, vol. 22,

no. 1, pp. 35-48.

Kim, SH, Kim, M, Woo, JY 2008,
“Organisational characteristics and the CRM
adoption process”, Journal of Business
Research, vol. 61, no. 1, pp. 65-74.

N 2007, “Barriers to e-commerce and
competitive business models in developing
countries: a case study”, Electronic
Commerce Research and Applications, vol.
6, no. 4,pp. 443-452.

Kuan, KK & Chau, PY 2001, “A perception-based
model for EDI adoption in small businesses
using a technology-organization-environment
framework”, Information & Management,vol.
38, no. 8, pp. 507-521.

Kulviwata, S, Bruner G & Al-Shuridah O 2007, “The
role of social influence on adoption of high
tech innovations: the moderating effect of
public/private  consumption”, Journal of
Business Research, vol. 62, no. 7, pp. 706-
712.

Hasan, H., and Rahim, S. A. (2004), “Factors affecting
online purchasing behavior”, Journal of
Communication, 24, 1-19.

Kassim,

Ko, E,

Kshetri,



P: ISSN No. 0976-8602

E: ISSN No. 2349-9443

Hoyer, W.D. & Macinnis, D.J. (2008) “Consumer
Behaviour”, 5 edition, Cengage Learning,
3(4), 82-95.

Hoyer, W.D., Macinnis, D.J. & Pieters, R. (2012)
“Consumer Behaviour’ 6™ edition, 2(1), 62-
69.

Jarvenpaa, S. L., & Todd, P. A. (1996-97), “Consumer
reactions to electronic shopping on the World
Wide Web. International Journal of Electronic
Commerce”, 1(2), 59-88.

Juster T.(1966), "Consumer Buying Intentions and
Purchase Probability: An Experiment in
Survey Design”, Journal of the American
Statistical Association, Vol. 61(315), 658-
696.

Kacen. J. J. and Lee. J. A., (2002) “The influence of
culture on consumer impulsive buying
behaviour”, Journal of consumer psychology.
12(2), pp. 163-174.

Kahle L.R. and Close, A. (2006) “Consumer
Behaviour Knowledge for Effective Sports
and Event Marketing”, Taylor & Francis, New
York, USA, 2(3), 73-82.

Kanwal Gurleen (2012), “Consumers Perception
Towards online Shopping”, International
journal of management & Information
Technology, 1, 115-122.

Kohli R., Devaraj S. and Mahmood M.(2004), "
Understanding Determinants of Online
Consumer Satisfaction: A Decision Process
Perspective”, Journal of Management
Information Systems, Vol. 21(1), 115-135.

Kotler P. and Keller K. (2011) “Marketing
Management’(14th edition), London:
Pearson Education, 2(4), 84-92.

Kotler, P. (2012) “Kotler on Marketing” The Free
Press, 1(2), 64-72.

Lai, KH, Wong, CW, Cheng, TC 2006, ‘“Institutional
isomorphism and the adoption of information
technology for supply chain management’,

125

RNI No.UPENG/2012/4262 VOL.-8, ISSUE-2 (Part-1) April 2019

Asian Resonance

Computers in Industry, vol. 57,no. 1, pp. 93-
98.

Lai, V & Li, H 2005, “Technology acceptance model
for Internet banking: an invariance analysis’,
Information & Management, vol. 42, no. 2,
pp. 373-386.

Lawrence R.(1966), "Models of Consumer Purchasing
Behaviour", Journal of the Royal Statistical
Society. Series C (Applied Statistics), Vol.
15(3), 216-233.

Meldrum, M. & McDonald, M. (2007) “Marketing in a
Nutshell: Key Concepts for Non-Specialists”
Butterworth-Heinemann, 2 (1), 74-85.

Modahl, M. (2000), “Now or Never: How Companies
Must Change to Win the Battle for the
Internet Consumer”, Harper Business: New
York, 3 (1), 46-53.

Mohana Priya S and Anusuya D (2014), “A Study on
Customer Preferences and Satisfaction
towards selected online websites with
special reference to Coimbatore city”, Indian
Journal of Research, 3(11), 11-20.

MohdSuki, N., Mohd Ismail, A., and Thyagarajan, V.
(2006). A study on the effect of normative
belief on online shopping innovativeness:
structural equation modeling analysis Paper
presented at the The Brunei, Indonesia,
Malaysia and Philippines — East Asean
Growth Area (BIMP-EAGA) Conference
2006, June 21-23.

C., Quester, P. and Pettigrew, S. (2006)
“Consumer Behaviour: Implications for
Marketing Strategy” (5" edition) Berkshire:
McGraw-Hill, 3 (1), 82-88.

Perugini, M. &Bagozzi, R. (2001) “The role of desires
and anticipated emotions in goal-directed
behaviours: Broadening and deepening the
theory of planned behaviour” British Journal
of Social Psychology, 40, pp. 79-98.

Neal,



