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Abstract--- Online Shopping is a major growth in the field of 

e-commerce and will certainly be the upcoming buzz word of 

shopping across the world. In the present era, all business houses 

are managing their business online and initiate necessary steps to 

sell their products or services online. The development of internet 

has brought about a sea change in the way shopping is done. The 

Internet and the World Wide Web (www) have radically changed 

the way customers search for and use information. The Internet, 

which was previously conceptualized as an instrument for 

gathering information has turned out to be an inseparable part of 

business now. For any business, the key towards their continued 

existence and growth depends on how well it can incorporate this 

medium i.e., online shopping. In order to put up for sale anything 

online, the manufacturers / sellers have to take into consideration 

who their customers are, what their spending habits and what 

type of products and services they prefer. The present study has 

been carried out to identify the factors associated with the level of 

preference for online shopping among customers.  

I. INTRODUCTION  

Increasing use of internet in India makes 

motivation towards online shopping quite easy. At present 

customers are gradually employing electronic channels for 

acquiring their daily essential goods. The rising utilization 

of the Internet by the younger generation in India offers 

plenty of opportunities for online retailers. To do well in the 

competitive market, most of the manufacturers have started 

using the Internet with an aim to reducing marketing 

expenditure, thereby bringing down the cost of goods and 

services. Companies make use of the Internet to disseminate 

information, sell products, obtain feedback and carryout 

customer satisfaction surveys. Customers realize the benefits 

of online shopping not only for buying products but also for 

comparing prices, ascertaining product characteristics and 

after sale service facilities available. As per ASSOCHAM 

report, the number of customers who prefer to buy goods 

online is anticipated to cross US $ 1.1 trillion by 2020 with 

the augmentation of digital natives, improved 

communication in terms of logistics, broadband and 

Internet-ready devices to stimulate the demand in e-

commerce.   The report also stated that demonetization and a 

reduction in cash transaction, along with development in net 

banking facilities would offer better opportunities for the 

Indian E-commerce sector.  

II. REVIEW OF LITERATURE  

Kanupriya and Anupreet Kaur (2016) in their study have 

ascertained that time saving, convenience of shopping, 
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facility for product comparison are the factors that influence 

customers to prefer online shopping.  

Muhammad Umar Sultan and MD Nasiruddin (2016) in 

their study have found that website design/features followed 

by convenience, time saving, security features on the 

internet, availability of products at cheap price and on 

discount and friends’ feedback on the products are the most 

significant factors influencing customers to choose online 

shopping.  

Payal Upadhyay and Jasvinder Kaur (2016) in their study 

have ascertained that security and privacy features offered on 

web portals, simplicity to browse online websites, usefulness 

and enjoyment are the factors that influence consumer to prefer 

online purchasing. 

Pritam P. Kothari and Shivganga S. Maindargi (2016) in 

their study have ascertained that cognition, comfort to use, 

sensed usefulness, sense of enjoyment and security are the 

five reasons that attract a customer towards Online 

shopping.  

Saranya and Anandh (2016) in their study have 

ascertained that easy access, attractive display of products 

and offer of clear information about the product induce 

customers towards online shopping.Further, they have 

observed that customers prefer to buy cosmetics followed by 

electronic items and footwear through online shopping. 

Khushboo Makwana et al. (2017) in their study have 

observed thatthe availability of Cash on Delivery Option, 

facility to buy goods at any time, safe delivery of goods, 

facility to select goods at competitive prices and time 

savings are the significant factors that encourage people to 

do online shopping. 

Priyanka Sharma (2017) in her study ascertains that price 

is the most significant influencing factor encouraging online 

shopping. Most of the consumers prefer to buy goods from 

Flipkart. Further, a large section of consumers prefers to buy 

electronic goods followed by movie tickets and clothes from 

online web portals.  

Rifaya Meera, R. Padmaja and R. Mohammed Abubakkar 

Siddique (2017) in their study find that the availability of a 

variety of brands, freebies and discounts, facility of having 

24X7 shopping and the availability of quality products are 

the main reason for preferring online shopping. 

III. STATEMENT OF THE PROBLEM  

Ascertaining online buyer’s mind-set is the important 

feature of any of the E Retailers for their long-term 

sustainability. There are incredible prospects for 

intensification in the online mode of shopping, as the users 

of internet are ever expanding.  
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The duty of turning these users into potential shoppers 

directly rest on the shoulders of the chiefs of these online 

stores. This calls for identifying and understanding the tastes 

and preferences of online shoppers and framing suitable 

policies, strategies and guidelines to attract these users into 

everlasting online shoppers. Thus, a serious attempt is made 

to determine the features that drive the customers to stay 

online. The present study is carried out to identify the level 

of preference for online shopping. 

IV. OBJECTIVE OF THE STUDY 

• To identify the level of preference for online 

shopping.  

V. RESEARCH METHODOLOGY 

Data 

• First hand data are collected through a well-

structured questionnaire. 

Sampling  

• As population is unknown, convenience sampling 

method is adopted for data collection. Data have 

been collected from 1050 respondents residing in 

Coimbatore district. 

Framework of Analysis  

• The collected data have been analyzed with factor 

analysis. 

Findings 

To ascertain prominent factors that influence a customer to 

prefer online shopping, Factor Analysis is employed. Kaiser-

Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity have 

been carried out to ascertain the suitability of data for 

employing factor analysis. As the calculated value of KMO 

and Bartlett’s Test is found greater than 0.70, the data are 

considered appropriate for factor analysis.  

Table 1: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.780 

Bartlett's Test of Sphericity Approx. Chi-Square 31000.00 

Df 378 

Sig. .000 

 

Table 2: Factors Influencing Customers to Prefer Online Shopping -Factor Analysis 

Preference 1 2 3 4 5 6 7 8 9 10 11 

Price of the product  -0.004 0.002 0.002 -0.008 0.217 0.071 0.220 -0.091 -0.123 0.817 -0.004 

Quality of the product  0.031 -0.060 0.020 0.021 0.028 0.950 0.019 0.033 -0.005 0.030 0.031 

Availability of sufficient 

information  
0.890 -0.018 0.023 -0.009 0.091 0.053 0.065 -0.019 0.047 0.050 0.890 

Different choices of payment 

method 
-0.037 -0.062 -0.018 0.939 0.030 -0.036 0.173 0.038 0.005 -0.036 -0.037 

Friendly websites  0.086 0.039 -0.058 0.143 0.038 0.024 0.941 0.016 -0.029 0.122 0.086 

Time saving to search product 

information  
-0.054 -0.081 0.070 0.035 -0.135 0.003 0.022 0.954 -0.022 -0.113 -0.054 

Attractive discounts  -0.037 -0.046 0.019 0.064 -0.017 -0.023 -0.015 0.059 0.082 -0.008 -0.037 

User reviews  0.903 0.050 0.068 0.055 0.019 0.086 0.022 0.026 0.000 0.118 0.903 

Combo offers 0.005 0.962 -0.020 -0.022 0.144 0.015 0.041 -0.035 0.014 0.046 0.005 

Items not available elsewhere 0.057 0.138 -0.008 0.058 0.944 0.074 0.044 -0.136 0.004 0.027 0.057 

Delivery period  -0.023 -0.055 0.930 -0.004 -0.064 0.040 -0.060 -0.014 0.135 -0.009 -0.023 

Security payment  0.057 0.029 0.197 0.016 0.018 0.021 -0.049 0.021 0.943 0.002 0.057 

Privacy of personal information  0.243 0.064 0.006 0.144 -0.251 0.011 -0.104 0.058 0.172 0.583 0.243 

Home delivery charges  0.147 0.277 -0.085 0.339 0.245 0.019 0.043 -0.040 -0.238 0.119 0.147 

Free delivery 0.050 -0.017 0.428 -0.041 -0.003 0.009 0.047 0.209 0.073 -0.103 0.050 

Assurance of sales services  0.049 0.270 0.272 -0.104 0.144 0.369 0.176 -0.083 -0.100 -0.086 0.049 

High positive vendors’ feedback 0.071 0.045 -0.009 -0.026 0.184 0.141 0.147 -0.124 -0.169 0.813 0.071 

Information about newer 

products  
0.080 0.041 0.062 0.055 0.003 0.931 -0.045 0.053 0.018 0.196 0.080 

Facility for returning the product 0.868 -0.019 -0.059 -0.035 -0.010 -0.032 0.032 -0.081 0.002 -0.001 0.868 

Customer care support  0.047 -0.030 0.044 0.944 0.050 0.075 0.123 0.039 0.027 0.075 0.047 

No crowded shopping 

environment  
0.069 0.047 -0.054 0.167 0.014 -0.002 0.938 -0.004 -0.022 0.113 0.069 

Online attractive advertisements  -0.007 -0.027 0.100 0.037 -0.144 0.055 -0.021 0.957 0.002 -0.016 -0.007 

Exchange offers  -0.017 0.035 0.058 0.103 -0.063 -0.010 -0.059 0.004 0.074 0.097 -0.017 

Easy EMI options  0.894 0.021 0.075 0.043 0.019 0.033 0.045 0.021 -0.004 0.057 0.426 

Order tracking details  -0.005 0.967 -0.030 -0.029 0.141 0.002 0.024 -0.059 -0.001 0.034 -0.005 

Offer days  0.048 0.201 -0.057 0.071 0.887 0.000 0.003 -0.152 0.024 0.165 0.048 

Gift card/coupons  0.058 0.015 0.884 0.073 -0.016 0.087 -0.136 -0.003 0.155 0.155 0.058 

Availability of the latest products 0.002 -0.036 0.154 -0.020 0.001 -0.038 -0.001 -0.037 0.925 -0.127 0.002 

Eigen Values 4.132 3.250 2.578 2.554 2.081 1.796 1.665 1.462 1.307 1.130 1.122 

% of Variance  14.759 11.608 9.208 9.122 7.432 6.416 5.945 5.223 4.669 4.036 4.006 

Cumulative % of Variance 14.759 26.366 35.575 44.697 52.129 58.545 64.490 69.713 74.381 78.417 82.423 

Sources: Primary Data 
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VI. FINDINGS 

Eleven factors are identified by locating Eigen values 

greater than unity. Factors which have a component loading 

of 0.7 and above are said to be significant that induce 

customers’ preference for online shopping. The result of 

factor analysis reveals that “User Reviews”, “Easy EMI 

Options”, “Availability of Sufficient Information about the 

product”, “Facility for Returning the Product”, “Facility for 

Order Tracking Details”, “Combo Offers”,  “Delivery 

period”, “Gift Card / Coupons”,  “Customer Care Support”, 

“Availability of different choices of payment method”, 

“Items not available elsewhere”, “Offer days”,  “Quality of 

the Product”, “Information about newer products”, 

“Friendly websites”, “No crowded shopping environment”, 

“Online attractive advertisements”, “Time saving to search 

product information”, “Security payment”, “Availability of 

latest products”, “Price of the Product” and “High Positive 

Vendors Feedback” are the factors that induce a customer to 

prefer online shopping.  

Factor one contributes to a tune of 14.759 per cent 

towards customer preference for online shopping. The other 

factors that contribute are, 11.608, 9.208, 9.122, 7.432, 

6.416, 5.945, 5.223, 4.669, 4.036 and 4.006towards 

customer preference for online shopping in that order. The 

total cumulative percentage of factors by these eleven 

factors towards customer preference for online shopping is 

82.423.  

VII. SUGGESTIONS  

• Customers before buying any goods online can 

make use of the reviews offered by the earlier 

buyers and choose the appropriate products.  

• E Retailers may offer exhaustive information 

pertaining to the product, which help the customers 

understand the various utilities and mode of usage 

of the product. 

• By improving the logistics facility, online vendors 

may deliver goods in a shorter span of time. 

• Most of the customers agree that provision of 

combo offers by the sellers induce them to prefer 

online shopping.  Thus, it is suggested that in order 

to attract more customers online traders may give 

combo offers frequently, which helps traders not 

only to attract new customers but also retain the 

existing ones, and customers are happy to buy more 

goods at a low price. 

• Each and every online vendor should establish a 

proper customer care centre for properly receiving 

customer complaints to initiate necessary steps for 

redressing his grievances at the earliest. 

• Online vendors have to maintain a customer 

database properly and keep customers informed 

about the new arrival, thereby increasing the volume 

of sale. 

• Online web portals are to be constructed in such a 

way that customers can access any information 

instantly. 

• Necessary security features are to be maintained in 

online web portals so that the customers’ personal 

and payment details are kept confidential. 

VIII. CONCLUSION  

The result of the study reveals that most of the customers 

prefer to buy goods online based on user reviews, easy EMI 

Options, availability of sufficient information about the 

product, facility for returning the product and facility for 

order-tracking details. Hence, E-retailers have to constantly 

ascertain their customers’ expectations, initiate necessary 

steps at the earliest to contain problems faced by them, offer 

full-fledge services like sale of quality goods at a cheap 

price, replacement of damaged goods and expeditious 

delivery. Such services will offer easy customer satisfaction, 

help sellers retain the existing customers and attract new 

ones.  
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