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REPORT

A project on "Consumer Perceived Risk in Online Shopping” was
undertaken by student of Commerce department during the month of
March in 2022. 27 No of students participated in the project work. The
study has relied upon both primary and secondary data, Primary data
were collected randomly from 5o respondents. The study used universally
accepted determinants of consumers' perceived risk namely financial
risk, product risk, delivery risk, time risk and privacy risk. This
multi-pronged perceived risk has significant impact on the online
shopping behavior of the customer and adversely affects their purchase
behavior, Secondary data were obtained from various sources such as
reports, journals, and books, Simple percentage analysis was used to
interpret the data. The project work was supervised by Mr. Jitendra Malik,
Lecturer in Commerce. After completion of the project students presented

their report before the external and internal examiner for valuation.
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1.1 INTRODUCTION TO THE STUDY

The increased globalization of the world eéconomies has created many

opportunitics for marketers. At the same time, this has also intensified competition
¥

among businesses so that many companies are looking towards unconventional
form of marketing. Marketing through the internet is one such unconventional form

of marketing that many companies have tumed to.

While many businesses are rapidly adopting the internet as the means through
which they are effectively and economically conduct their murketing activities,
there are many risk associated with iis wse. In the word of Mitchell {1999
perceived risk 15 o powerful index for explaining consumer behavior since
consumers are miwe often motivated o avoid potential loss than o maximize
purchaging success this makes understanding of consumers’ perceived risk even

more important for managers.

Online shopping is growing area of technology. Establishing a store on the
mitermet, allows for retailers to expand their market and reach oul to consumer who
may nol otherwise visil the physical store, It is a convenient method of shopping

and allows for & vast array of product to be at your fingertips.

Unline shopping is a form of electromic commerce which allows consumers o
directly buy goods and services from a seller over the internel using a web browser
Alternative names are: c-web-store, e-shop, e-store, intemet shop, web store.
Mobile commerce (m-commerce) describes purchasing from an online retailers

mobile optimized online site or app.

an online shop evokes the physical analogy of buying products or services at a
bricks and maortar retailers or shopping centers, the process is called business-to-
consumer (B2C) online shopping. In the case where a business buvs from: another
business, the process is called business-to-business (B2B) online shopping. The
largest of these online retailing corporations are Alibaba, Amazon.com, and E-bay




L2STATEMENT OF THE PROBLEM

In the midern world, people are busy with their work. so they will adopt online
shopping. India will be the third lurgest intemnet users in the world .in India more
than 121 million internel users out of which one and half opt for online purchases.
Omline shopping will be grown in populanty over the vear. In this context, it Is very
essential to study of the consumers’ perceived risk in online shopping with special
reference to Ponnani Taluk. In the feld of marketing identifving the consamers'

perceived risk in online shopping i% very important.
L4 OBJECTIVES OF THE STUDY

1} To identify the vanous kinds of consumers’ perceived rsk in online

shopping.
2) To analy#e various kinds of rsk in online shopping.
3} To know the consumers' risk perception towards online shopping.
4) To understend the consumers’ behavior in online shopping.
LASIGINIFICANCE OF THE STUDY

Managerially. this study provides marketers with the importance of the
consumers, of nsk perception and associated risk in the internet shopping
cnvironment. For mirketers, awareness of the attributes of risk perception is
important because consumers’ perceived risk level becomes o crucial factor in
mternet purchasing, The perceived nsk analysis increases marketing efficiency so

the study of consumers’ perceived risk in online shopping is very imporant.

RESEARCH HYPOTHESIS

HM: There is no significant difference in the risk perception among male and

female.

H1: There i& significant difference in the risk perception among male and femabe
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1. RESEARCH METHODOLOGY

Research methodology is a way to systematically solve the research problem. i

may be understood &5 a science of studying how research is done sysrematically

under this study the researcher discuss about research design, source of datu and

seatistical fool elc...

SAMPLE DESIGN

A sample design is a definite plan for ohtaining a sample from a given population,
SAMPLING METHOD

The sample was drawn using convenience sampling method, The total sample siee

was chiosen 5.
AREA OF THE STUDY

The study has been conducted among the online shopping customers. in Ponnan
Taluk

PERIOD OF STUDY
The period of study was 21 days.
SOURCES OF DATA

PRIMARY DATA: primary data are first hand mformation and are original in
character. The primary datn needed for the present study is collected through a

questionnaire {Likert scale)

SECONDARY DATA: the secondary data needed for the present study are
collected from jowrnals, magazines, academic books, information from intemet
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STATISTICAL TOOLS USED
The important tools used for the study are as
Follows:

# percentage analysis method
» ranking method
¥ |-lest

= 3-point Likert scale;
For cach dependent variable in the study , a 5-point Likert Scale rangmg
Strongly agree =5
Agree
Neutral
Disagree
Strongly disagree = |

# The studics make use of whles and graphs as the data representation tools,

L6 LIMITATIONS TO THE STUDY

1. This study didn't includes all vaniables might be related to internet perceived risk.

Here we considered only 4 dimensions of online perceived risk in oar study.

Sample size of the study was smell, the respondent where of the sume location

and hence. may not be representing the view point of the entire district,

The time period for the study is limited to conduct a comprehensive study,

Some information needed for the sudy is collecred from secondary sources

which will not be up to date information.




2.1 REVIEW OF LITERATURE

Many studies have been conducted in the field of online shopping and

dimensions of consumers’ perceived risk in online shopping and its influence.

In the word of Roselius (1971), when buyers plan to purchase a product or service,
they often hesitate 10 take action because they cannot be certain that all of their
buying goals will be achieved with the purchase .consumer behavior involves risk
in the sense that any action of a comsumer will produce consequences which one
cannot anticipate with cemainly, and some of which are at least likely to be
unpleasant (Bauer, 1960). perceived risk thus can be considered as a function of the
uncertainty of the consequence of o behavior and unpleasaniness of the same( Cox
& Rich, 1964)for cach purchasing decision, consumers have several buying goals
or expected outcomes of products or service, and consumers will perceive higher
risk if the ncual purchasing experience differs from purchasing goals. consumer
perceive certnin degree of risk in most purchasing decisions, but non-siore
purchasing decisions tend 1o have a higher level of perceived risk associated with
them ( Bhatnagar Mism & Rao2000; Dollin, B. Dollins. Thompson, &
Comer,2005)

BenerjecDulta, and Dasgupta {2010) identified factors that influence the
attitude of Indian consumers towards online shopping. The authors found thm
online security is one of the most important reasons thar prevents Indians from
shopping online. It is obvious also, as in online shopping, consumers do have the
opportunity physically examine the product( Torkzadeh & Dilllion.2002:Bhatnagar
et al. J000)while shopping, consumers are forced o rely on some limied
imformation and pictures displayed on the site. They abso perceive difficulty in
returning the purchase products and also in developing trast on the inlegrity of the
of the sellers (Bhamagar et al. 2000, Biswas, D& RBiswas A_2004) Apprehension

regarding misuse of account information during online transactions or issues in

delivery of products are some other concerns that effect consumers' online purchase
actions {(Sweeney, Soutar,& Johnson, 1999
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IYPES OF PERCEIVED RISk
Perceived nsk is  multidimensional {Cumingham, 1967 Jacoby&kaplan, 1972)
indicated five types of risks in product purchase, which are physical, psychological,
social, financial, and product performance. Brooker (1984) regrouped  the
dimensions of perceived risk into two factors. he clubbed physical, financial,

product performance, and risk of time loss into non personal nsk factors. several

researchers have also mied o identify dimensions of perceived risk in online
shopping contextiMaivi, 2004 Jarvenpaa & Todd, 1996; Torkzadeh &
Dilliown, 2002 Zhang, Tan Xu & Tan 2012).in addition to traditional dimensions of
perceived risk, Jarvenpan and Todd (1996added secunty and pavacy risk for
online shopping environment and Torkzadeh and Dillion (2002) added source rsk.
however, in the present study, we have focused only on four types of risks, namely

financial risk, product performance risk convenience risk and delivery risk.

. FINANCIAL RISK: financial risk in the online context s defined as net loss of
money 10 a customer due W the possibility of misuse of credin card
nformation(obemndorf, 1996 sweeney et al.1999) security consideration regarding
transactions owver the imtermet are very common among online consumers , and
media news fosters it Many consumers believe that it is very easy to get o credi
card stolen over the intermet (Casewell 2000) and hence, is one of the major
apprehensions  that affects online shopping (Forsythedishi, 2003) Maignan &
Lukns, 1997), Forsythe and Shi(2003) perceived financial risk not only to make
online shoppers more selective regarding the websites they patronized, but they
also to prevent heavy shoppers form spending as much online as might they

otherwise if they were not concerned with financial risk.

Z. PRODUCT RISK: Horton{1976) defined product performance risk as the
uncertainty in the mind of the consumers that whether o product will perform as
expected. Product performance risk dominates in internet shopping environment
because of the inability of the consumer to physically examine the product touch,
feel, or iry., This fosiers apprehensions regarding color, size, or guality of the
products. The other reason being the nascent stage of online retailers , they have
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fewer brand , capital, and hence consumers find it difficult to develop trust in
them. It has also been claimed by various researchers that product performance risk
depends on the type of products , product complexity and price ( Bhamagar ct
al, 20001

A, TIME/CONVENIENCE RISK: Time risk was traditionally defined as the risk
nssociated with loss of time mn the purchase process (Roselius, 1971).consumers’
who are new to internet lechnology who find it difficult browse or navigale across
sites to locate their desired product(Porsythe et al,, 2006} Delay in downloads of
imiages or videos, time loss in ransaction process, and confuzing websites are some
other reasons of perceived convenience or effort may be wasted ot al.2004) time
risk includes the inconvenience incurred during online transaction. ofien resalting
from difficulty of navigation or/ submitting order, or delays receiving products
(farsythe et al 2006)

4. DELIVERY RISK: deluyed snd wrong delivery is one of the prime concerns
and complaints of Indian online shoppers (Saroja.2010), Because the sellers are
often anonymous and have no geographical location or address, consumers find it
difficult to identify a suitable channel which will address their complaints. In the
present scenanio, there are (1Plenty) of websites that open and shutdown sach day,
which is magnifying the risk of delivery of the product (Torkzadeh & Dillion, 2002)
consumers fear thar delivery will be delayved doe w vanous circumstances, that
delivery company wouldn't deliver within the time frame agreed with customers
fear that the goods may he damaged when handled and transponed, or no proper
packagimg and handling during transportation (Claudia2012) potential loss of

delivery associated with goods lost, goods damaged and send to the wrong place
after shopping | Dan et al;2007)




Major Characteristics of Online Consumers -

The typical Internet user of the twentieth century is young. professional. and

affluent with higher kevels of income and higher education (Palumbo and Herbig,

1998). They value time more than money which automatically makes the working
population and doal-income or single-parent households with time constrains
better candidates to be targeted by non-store retadlers (Burke, 1997), Actually, both
demographics and personality varisbles such as opinion leadership or risk
aversiveness are very important [actors that are considered in studies wying to
determine the antecedents of Internet purchases (Kwak et al.. 2002). Confirmaiory
work shows that income and purchasing power have consistently been found 10
affect consumers’ propensity to shift from brick-and-mortar 10 virtsal shops (Co-
mor, 2000). Intemmet usage history and intensity also affect online shopping
potential. Consumers with longer histories of Internet usagze, educated and cquipped
with better skills and perceptions of the Web environment have significantly higher
intensities of online shopping experiences and are better candidates 0 be captured
in the wellknown concept of flow in the cyber world (Sisk. 2000; Hoffman and
Novak. 1996: Liao and Cheung, 2001). Those consumers using the Intemel for 4
longer time from various locations and for a higher variety of ser-vices are
considerad o be more active users (Emmanouilides and Hammond, 2000). As
Bellman et al, (1999) mention, demographics are not so important in determining
online purchasing potentinl. Whether the consumer has a wired lifestyle and the
tme consiraints the person has are much more influential. Risk tking 14
propensity is alsc a powerful factor. E-shoppers have higher risk taking tendencies.
Consumers with high levels of privacy and securily concems have lower
purchasing rates in online markets but they balance this characteristic with their
quest for making use of the information advantage of the environment (Kwak et al.,
2002, Miyazaki and Femandez, 2001). These educated individuals, as more
confident decision makers, are much more demanding and have greater control
over the purchasing process from initistion to completion (Rao et al., 1998). 2.2.2
Cmline Shopping Behavior - Identifying pre-purchase intentions of consumers is the
key to understand why they ultimately do or do not shop from the Web market. One




stream of research under online consumer behavior consists of studies that hendle
the wvariables influencing these imlentions. A compilation of some of the
determinants researchers have examined are: transaction security, vendor guality,
price considerations, information and service quality, system guality, privacy and
security risks, trust, shopping enjoyment. valence of online shopping experience,
and perceived product quality. (Liao and Cheung, 2001; Saced et al, 2003;
Miyazaki snd Femander, 2001; Chen and Dubinsky. 2003). The lists of factors
having a positive or pegative impact on consumers’ propensity to shop do not seem
1o be very different from the considerations encountered in offline environments,
However, the sensitivities individuals display for esch variable might be very
different in online marketplaces. Fectors like price sensitivity. importance
attribusted o brands or the chokce sats considered in online and offline environments
can be significantly different from each other {Andrews and Currim, 2004}
Uncertainties about products and shopping processes, trustworthiness of the online
seller, or the convenience and cconomic utility they wish 1o derive from electronic
shopping determine the costs versus the benefits of this environment for consumers
(Teo et al.. 2004). Further studies aiming to complete the full set of factors
influencing consumers” prepurchase intentions are stll much awaited. 2.2.3 The
Onling Purchasing Process - Many studies frequently mention that there is a vast
amount of window shopping taking place online but the number or the mte of
surfers who turn into purchasers or regular buyers are very low (Mayer, 2002;
Betts, 2001: Oliver. 1999). This might happen because of the lack of consumer
intention o purchase an offering from the online environment at the outset. Tt migh
also happen 15 because of various problems that arise durtng online shopping
driving the consumer to abandon the task in the middle, Therefore, while one
stream of research should identify the reasons behind the purchase reluctance of
consumers, another area of concentration should be why people sbandom their
shopping carts and stop the purchasing process in the middle. Such anempts can
help to understand how to turn surfers into interactors, purchasers, and finally,
repeat purchases by making them enter into continuous interaction with this

environment (Berthon, 19%6). Common reasons for purchase reluctance are the
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difficulties and costs of distance shipping, inadeguale amount of purchase relsted

information, troubles experienced after the purchase such as delivery or refund

problems, general security fear, and various perceived risks such as financial,
product-refated or psychological risks (Mayer, 2002; Chen and He; 2003). On the

other hand, the reasons of abandoning purchases are much more technical such as
unexpected shipping costs or transaction complexity (Harvard Business Review.
2000). In other words, some consumers accept to shop from the Intemet in
principle but technical complexities or ineffective systems discourage them
Regardless of the pessimistic state of events, marketers should not be hopeless
about the future. Once the nsks consumers perceive about shopping through the
Web are reduced, the environment still promises a high potentinl for selectaed
consumer segments. Studies show that consumers who search for product related
information through the Web have stronger intentions to make purchascs online
(Shim et al, 2001). Therefore, building on the information sdvaniage can be
expected to pay off in the future. Constructing effective decision support systems
and assisting consumers with interactive decision tools are also successful amempts
that need to be developed further (O Keefe and McEachem, 1998; Barber, 2001},
However, mvesting on the pre-purchase stages of the decision making process is
not adequate, Developing and testing the effectiveness of specific “selling”
strategics and factics for the cyber market are also crucial, Stodies that focus on
currently unavailable but possible tools of cyber shopping in the future, such as the
use of artificial shopping agems that work on behalf of consumers in the online
markel (Redmond, 2002), are also very valuable efforts enlightening the road for
furure studies. 16 2.2.4 Consumer Satisfuction and Lovalty in the Online Market -
Investing in consumer satisfacten from the online expenience and creating brand or
site loyalty are critically important for companies that want © have a long run
presence on the Web. There are two approaches taken o induce loyalty into
consumers in an online context. One approach is to focus on concrete factors. For
example, creating a convenient and well-designed online store and offering secure
ransactions are the keystones of satisfying e-consumers (Szymanski and Hise,

2000). However, all satisfied consumers do not become loval, Personalization
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attempts and increasing the social value of online experiences are very important to
make consumers build strong brand relationships in the cyber world. Although
Nunes and Kambil {2001} argue the opposite. some studies find that personalized
Web sites and costomer communities are highly influential on the consumer brand
refationship especially for experienced Intemet consumers (Thorbjornsen, 2002)
Besides, businesses that can create trust and increase the perceived value of online
shopping can turn their satisfied consumers into [oval ones in the c-murketing
environment, 0o (Anderson snd Srinivasan, 2003). The online environment
accommodates so many opportunities for creating loyelty that even offfine
offerings can be effectively facilitated with supporting after sale services provided
through the Web (van Riel et al.. 2004), 2.2.5 Models and Theory - There are
certmin attempis (o adopt classical attinedebehavior models o explain online
copsumer behavior, Theory of reasoned action and, consequently, theory of
planned behavior are the most commonly vsed models aiming to determine the
impact of beliefs, attitudes, and social factors on online purchase intentions. Yoh et
al.’s (2003} anemp o apply theory of reasoned action (TRA) for apparel shopping
on the Internel is one such successful example. Some of the other models used in
similiar studies include the Technology Acceptance Model (TAM) and Flow Theory
which are integrated in Koufaris’s (2002) stwdy, and Social Cognitive Theory
{LaRose and Eastin, 2002). Gentry and Calantone (2002) compare theory of
reasoned acton {TRA), theory of planned behavior (TPB) and technology
acceptance model (TAM) with respect 1o their effectiveness in explaining
cansumers’ shop bot use on the Web and find technology acceplance model (TAM)
o be superior to others. TAM (Technology Acceptance Model) 17 TAM was
derived from the theory of reasoned action (TRA) (Fishbein and Ajzen 1975) while
TRA is a general theory of human behavior; TAM is specific 1o IS usage. Figure 2-
9 shows TAM. Figure 1.1 TAM (Davis 1989) Davis assertcd thal perceived

usefulness and casc of use represent the belicfs that lead 1o such acceptance.

Perceived uscfulness is the degree to which a person believes that a particular

system would enhance his or her job performance (i.c.. by reducing the time to

gccomplish a task or providing timely information). Perceived ease of use is the
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degree to which 4 person believes that using a particular system would be free of
effort. (Davis 1989) Two other constructs in TAM arc attitude towards use and
behavioral intention to ose. Attitude towards use is the user’s evaluation of the
desirability of cmploying a particular imformation system ms  application
Behavioral intention to use is a measure of the likelihood a person will employ the
application (Ajzen and Fishbein 1930 Empirical tests suggest that TAM predicis
intention and vse. (Davis 1989) found thet TAM successfully predicied use of &
word processing package. He reports that EOU (Ease of use) and U {usefulness)
were significantly correlated with use of an office amomation package, a text
editor, and two graphics packages A limitstion of TAM is that il assumes usage is
volinonal, that is, there are no barriers that would prevent an individual from using
an IS if he or she chose to do so, Although there many factors preventing a person
from wsing an application such as perceived vser resources {Kieran Mathicson,

Eileen Peacock et al. 2001) and perceived behavior control (Ajren 2002).



3.1 THEORETICAL FRAMEWORK AND INDUSTRIAL PROFILE

LINE SHOPP

The act of purchasing a product or service over the internet. Online shopping
has grown in popularity over the years. mainly becanse people find it convenient
ind aasy to bargain shop from the comfort of their home or office. One of the most
enticing facior about online shopping, particularly durng o holidey season is i
nlleviates the need v wail in long lines or search from siore to store from &
particular items. Online shopping or e-shopping is a form of electronic commerce
which allow consumers to directly buy goods or services from seller over the
internet using a web browser, It is o convenient method of shopping and allows for
a vast array of products 1o be at your fingertips. The convenience of online

shopping is the main afraction for the consumers

THAT SATISFY CUSTOMERS

As consumers enticed by convenience and 24/7 gvailsbility continue to
gravitate towards onling stores, they create o demand for more sophisticated
ecommerce shopping can  software. Luckily, you can now choose

advanced gcommerce shopping carl features that help you sell and succeed

online like never befare,

Ecommerce shopping cans are like engines that keep onling stores ninning
smoothly. You'll be taking your customers along for the ride. 2o you'll want to
choose an ecommerce shopping cart that not only meets your needs, but theirs
as well. While your unigue goals and budget will determine which ecommerce

shopping cart is right for your online store, certain ecommerce shopping cant

features can help you boost customer confidence and encourage repeat sales.




Most visitors (o online stores prefer o pay by credit card. If you want 1o
use your ecommerce shopping cart software to process credit card transactions

with a real-time payment gateway, you'll have to open a merchant account.

Although the majority of shoppers at online stores will make a credit card
transaction, choosing &n ecommerce shopping cart that also allows you 1o
wccept alternative payments will please customers who remain resistant o
providing soch information online. Offering options such as PayPal®. Google®
Checkout, checks, and/or money orders allows more people 1o feel comfortable

checking out on your site.

SITE SEARCH & BROWSE

Visitors to online stores have a need for speed - and it starts with time-
saving search. Consumers expect online stores o allow them 1o search for a
product and quickly find the product they want. Customers also navigale via
cutegories, along with browsing by price, category and brand distinctions. [f
your ecommerce shopping can does not include a search feature for your site,

your visitor may simply decide 10 look elsewherz,

PRODUCT REVIEWS

No matter how well online stores promote their own products, reviews by

other customers will have a greater impact. In Tact, 63% of consumers indicate
thot they are more likely to purchase from a site if it has product ratings and
reviews, according 0 a CompUSA® and iPerceptions® study. Choose an
ecommerce shopping cart that allows for prodoct ratings and reviews - and let

*word of mouth™ work for vou.
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WISH LIST / REGISTRY

Customers at online stores often buy pifts for special occasions, which is
why many ecommerce shoppng carts feature & registry option that makes the
process easier. Alsn, so-called “wish lists" allow customers to save items ot

online stores snd returm at a later doate o purchase those items. In general, when

your ecommerce shopping cant allows: your customers to manage their items the

way they want. the result 15 higher satisfaction.

REAL - TIME INVENTORY

It's & common complaint from those who frequent online stores — a
customer goes throogh a lengthy process of placing an order, only 10 find our
later that the item purchased wasn't really in stock, Ecommerce shopping carts
should allow for real-time inventory management, which ensures that what
customers see on their screen is what's sctually available for delivery o their

doorstep.

C KO

The checkout process at many online stores can be as frustrating — if not
more 50 - than standing in i long checkour line af & brick-and-moriar store
When visitors are resdy to buy, your ecommerce shopping cart must make it as
simple ns possible. Some ecommerce shopping carts offer registered users an
express checkout option, which pulls up their stored payment and billing info

when they log in




ORDER TRARKING

An ecommerce shopping cart can belp you keep customers informed
every step of the way - even after their order is placed. Automated order
confirmation emails and shipping potification emails buoild cusiomer's
confidence in their purchase and in your brand, If a customer registers, they
should be able 1o track their order by logging into an account created upon

registratinn

SFECIAL OFFERS

Locking for o way to woo new Cuslpmers - of cXisiing cusiomers you
haven't seen in a while? Ecommerce shopping carts can help you promote
special offers like order discounts, coupon codes, free shipping and gift cands.
These offers serve o dual purpose -they encourage customers (o take advantage

of o "good deal” while also helping vou compete in today's competitive online
marketplace.

WERSITE SECURITY

Choose an ccommerce shopping cart with built-in SSL daia encryption

for website security. When online stores display S5L Certificate seals on their
home pages. customers feel confident that their personal information will be
protected and are more likely 1o complete a purchase.

Ecommerce shopping carts are key to the success of online siores. When
choosing an ecommerce shopping cart for your online business, keap cusiomer

satisfaction in mind and you'll be rewarded with customer layalty,
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Risk of

Online merchants are navigat ing between two worlds: what they hear from

online privacy and payment card experts and buyers; perceptions of the risk

involved in sharing credil card data over the Internet.

Shopping online has become ubigqui tous throughout the US — 66% aof the
online Americar population has bought! something through the channel in the last
yesr, according to 8 recently released survey from Pew Internet Project. The
number of Americans buying online has doubled in the last seven vears. But the
same study found the channel 15 still vastly underused due to fear; 75% percent of
that same group say they do not like sending persomal or credit card information

ower the Internet,

However, most security experts agree that consumers are at far greater nsk

of having their credit data stolen in-store than online.

“In-store transitions or point of sale transactions may lead in the threat area,”

said Judd Rousscan of security firm Identity Theft 911. “The technole gies und
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tools needed to take or copy information is easier (o get and use {or point-of-sale

transactions.”

Mark Byers, VP of aperations al e-commerce service company Mobilians

International, agreed.

“Mast onling systems have more security snd have less human interaction
than a customer using their credit card ar a retail store,” he said. “There 15 much
more opportunity for a credit card number o be stolen in these circumstunces

versus being hit by a security breach at an online mega-retailer.”

&till, the Pew report estimuated that withour privacy concerns the share of
Internet users buying products online could be as much as three percentage points
higher. Certainly, online mer chania themselves recognize the impor tance of
brond reputation and consumer rust becoming central (o whether or not a buyer

will complete o purchase on o particular Web site.

Craig Vodnik, VP of North America at third-party payment services provider
Cleverbridge. said that while the right dat-encryption technology and third-party

payment procéssing peringrs are important, there are other factors that may lead o

Consumer 0 bay on o par tieular site.

“Security wise, not much has changed in the last vear,” he said. “But the per

ception of what is safe and what i= not has changed,”

He went on to say that consumer reports of phishing — the illegul practice of
redirecting traffic from o legitimale merchant's Web site to thut of o fraudy lem
scamimer in order 1o oblain informa ton — increased three 1o four years afier the

online security experts had begun discussing and combating the risk

Vodnik recommended online mer chants using third-party vendors apply

certificate seals, consistent branding and a familiar IP address to customer-facing

shopping caris, =0 as not fo alarm consamers who might be looking our for the
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stgn that they are being redi rected during the payment process The reality, he

says, is that customers eré often being redirected to 4 more secure third-party site
that is charged with staring payment card data and uses advanced encryplions

before being asked to enter personal information.

il ilvania
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It is quite casy to shop on the Intcrnet. All that is needed is a average
Internet connection and some basic knowledge about the web. You can easily
jumgp in w websites browse their offerings, compare products from the same

category, read reviews and  omaeke  rtional  buying  decisions.

Comifort

Won't it be nice to get everything delivered at your doorsteps without you
even siepping outside your homes? Intermet shopping is very comfortable and we
can gel buying our grocery right by sitting on our comforiable sofa watch our

favorite TV shows,

No Hard Cash

Buying products without paying cash does sound tempting. Internet shopping
enables one 1o buy easily on the web without paving for smything in cash,
Everything would be handled just by your credit card or paypal account. This
especially holds good when you are buying costly products like that of plasma 1vs

and other high end electronics.

i nrison i
Internet shopping enables 45 1o do mstant compunsons, view user ratings,

read reviews and make uniform and rational buying decisions. It is otherwise hard
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to understand and predict whether a certum product is really worth buying. By
doing quick comparisons, we gel a chance io explore all the positives and

negatives of a certain product or service.

Discount Shopping

Since there exists a fierce competition on the Intermet between different
shopping websites, cusiomer is always the winner. With the rising competition,
websites offer gift certificates, discount coupons, shopping points, cash back and

what not 1o tap in potential customers. Who benefits from all these advantages?
Us!

Disadvantages of Internet Shopping

While shopping on the Internet ean be a pleasing and rewarding experience,
the negatives or disadvantages sssocinted with Internet shopping cannot be
neglected. Let us take a look at some of the disadvantages of online shopping:

Identity Theft

While shopping online, we do have to reveal our personal information to a
certam oxtent. Bur to what extent s a question worth lingering into, Some
websiles demand extensive personal information o use for their marketing

purposes. But this can go very wrong and someone can use the information for &

hell ot of evil purposes.
Credit Card Information

Ahl Sa the shopping portals ask for your credit card numbers. Do keep a

close eye to see whether they use the same just for the doration of mnsaction or

do they permunently store your credit card number. Some websites charge

recurring fees or charges and you might end up receiving hills each month, It is
very important that you use your credit card numbers very cautiously on the web,

Always check out the website's privacy policies, terms ond conditions, e1c before
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procecding with o transection, It is best advised not to use & credit card number

directly on a website but rather choose a payment gateway such as

paypal to pay online. This helps you have a central paying authonty which takes
care of yvour securily hassles, But do know that some payment gateways do charge

a certain percentage of faemy fior [ FAS T ons,

Spam

This is the worst thing to happen. We buy a shiny beautiful digital camera,
pay for it receive it and are guite happy. Days pass and suddenly we start
receiving o hoard of emails offering discounts, special schemes, eic, We wonder
what's happening. Welcome to email spam. May websites do have a clause m
their privacy policy document that your email can be shared with third parties 1o
send vou relvant offers, It doesn't zeem an issve in the beginning bul can surely
fill all sorts of "unrelevant” junk in your mail box as time passes. Oh! Hell! who
needs enlargement pills. May be some do bt most  donmt!

Reviews

Although many reviews on shopping producis are considered 1o be genuine
but this is not always the case. Times are changing, market competition is being
cut throat and shopping websites have hired goons o put biased reviews for

pmdum.' People often read reviews innocently, decide that - ‘ok this

product/service is awesome’ {because someone you don't know said that?) and you
end up buving junk and regretting vour decision! It is phenomenal o see how
many people do actually believe the reviews that float around on the Tnternet
Whatever reviews you decide to watch for, do ensure that your study is quite
exlensive with regards to that and you have done adequate comparisons 1o arrive

al rational buying decisions.




PERCEIVED RISK

The term perceived risk mesns the individuals® subjective helief sbout
potentially negative consequences from hisher decision. In other words,”
perceived” is used as opposed to objective outcome distributions of an allernanve
or & product class with that a consumer is associated, in attempting 1o understand
the manner in consumer behaviors throogh or in intemet, it appears that "nisk™ 15
one of the main concems for shoppers contemplating the infernet. The results of the
graphics, visualization and usability center[gvu] survey showed that consumers are
unwilling to make a purchase in the internel murket because of & perceived high
risk about the quality of the product, new payvment methods, delivery options, and

information content.
TYF F PERCEIVED RISE

# Financial risk: this risk is related the risk of loosing money in online
trunsuction by providing credit or bank a/c information over the internet
Product risk: the possibility of product malfunctioning and not performing as it
was designed and advertised and thercfore failing to deliver the desired benefir.

» Timefconvenience risk: potential loss of tme associated with making a bad

purchasing decision by wasting time researching, shopping or have to replace

the unexpected goods. Delays receiving products and making order
¥ Delivery nsk: the potential loss of delivery associated with goods lost. goods
damaged and send wrong place afier shopping.

Conceptual model

Flnancial Risk

5 :
roduct Risk Artitude towards

online shopping

Time Risk

Delivery Risk




INDUSTRY PROFILE

According 1o a recent survey, India rmnks at position number three for shopping
online and using credit cards for onling transaction, Indian netizens are new third
biggest users of credit cards of making cnline purchises globally and they are next
only to the netizens of Turkey and Ireland, If you also wani 1o make online
purchases and want 1o know about the best sources, you have vismted the right
place, Here you will find information about top onling shopping sites i India. The

best list of online shopping sites along with brief reviews is mentioned below.
NN

Amazon 15 ong of the most reputed Name in the world of online shopping for
products like ehooks, electronics and athers items. The Amazon India websile and
it service are being tweaked for Indin and its highly growing online shoppers.
Amazon in is operated by Amazon seller services private Itd. an affiliste of
Amazon. com, inc. is a fortune 500 company based in Seattle that opened on the

world wide web in July 1995.and todsy offers earth's higpest selection.

They are commined to ensure 100% purchase protection for your shopping
done on amazon. in so that you can benefit from a safe and secare online ordering
experience convenient electronic payments and cash on delivery, easy retumns,
amazon’s customer service with 24*7 support, and & globally recognized and

comprehensive purchase protection provided by amazon's A to Z guaranice.

You cun find this fulfilled by amazon badge on many product pages, This
specifies that the orders are eligible for free delivery and can be placed using cash
on delivery. It s being mentioned by amazon India that orders which contain
products worth R5499 or more are only introduced almost all the practical useful

and cool facilities and features on its Indian counterpart. If you have purchased

from amazon India, plesse share your experiences, You can also shure your

Teedback on the websites.
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Flipkaurt.com is the most popular of all Indian online shopping companics

offering genuine product to people. They have huge stocks of innumerable products

likes cloths, music, electronics, books, health produocts, kids toys and accessones,
perfumes, games, movies, home sppliances, shoes, stationeries and many more

things.

The shopping website offers great advantage of factor product delivery and free
shipping on ordered products for more than Rs500. customers also enjoy the

privilege of exceptional service like payment on delivery or cash on delivery

They can also pay on monthly basis, as EMIs. in case anv customer it nol
satisfied with the products he or she can éven return them and get entire payment
back. As vne of the notable online shopping companies in India. Flipkan also offers
30 day= replacement policy. All types of visa and master debit or credit cards
pccepted to initiate the online trunsaction system. Dedicated delivery parmers of
flipkart takes the responsibility for timely products delivery ar mentioned

pddresses.

EBAY.IN

The world's largest shopping mall on the intemmet, eBay is an online market
place ,where individuals and businesses come together to buy and sell almost
anything. you can find everything on eBay .mobile phones, digital comeras, ipods,i-
shirt,shoes candles, furniture jwellery watches, handicrafts kurtas, laptops, perfumes.c
ompulars, microwaves ovens Jloys, baby products, weighing scales, and much
maore, There are many ways to buy, s¢ you can choose the format that is best for
you, Moke an instant purchase for products at a fixed price with buy it now button
Mid using the exciting auction style format at the price you are willing to pay. If
you are the highest bidder you get the items at vour price. if you can't find what you

want, let sellers know-post 8 want it now!
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You can buy and sell with confidence. eBay's feedback syslem s very popular,
Members rate each other based on their expenence during o transaction. This is the

eastest way o check a member's reputation before you trade with

YNTRA.COM

One step online shopping portal, myntra.com caters to fulfill all requirements

pertaining 1o life style and fashion products. The company 5 counted in the list of

onling shopping sites raging the country recently. They cven offer varicty of
branded products through online shopping portal they are primarily reasonable to
make online consumers conscious about brand value of different product of daily
utility,

From its introduction into the online business world Myntra is dealing in
exclusive accessones, footwenr's, cosmetics and apparel from more than 500 rep
International snd Indian brands. notable among the are Biba, Adidas, IncS, Puma,
Nike, united colors of Benetton etc the online shopping portal s reputed 1o offer
more than 3000 style of prodects fittmg requirements of all valued consumers. the
customer suppart service and process of home delivery are one of the swiftest in the
business world they are also ane of the leading Indian online shopping companies
Offering guaranieed 30 day return of goods from doorsteps of consumers in case of

unsatisfaciory service.

SNAPDEAL.COM

Snapdeal.com sturted their online business platform in 20010 under the
leadership of Rohit Bansal and Kunal Bahl. Presently, they are placed at favorable
positions on the list of online shopping sites in India. They offer widest range of
products- life style, fashion apparel accessories, electronics, games, eateries,

chocolates, grooming, books ete, for both men and women,

The online shopping platform has their service in more than 50 cities across
Indian and has record 15 million registered wsers in the country. The website

features more than 3000 brands-national International and even famous yer
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offering quality products. The online store has more than 200 categories featuning

more than 23000 products are sold every day.

Snapdeal has close ne with reputed couner services that help in faster home

delivery process. They even offer free retum policy of producs, if they fail to meet

the expectation of customers. unlike other Indian online shopping companies, they
initinte complete refund and even additional courier charges that the consumers

bears, if any, while returning the product in an undamaged and unused condition.

PAYTM

Paytm.com started with mobile recharge and bill payment website now Payim
selling everything from home decor, clothing, laptops to mobile a1 killer price .in
every short period of time period Payvtm has grown very fastly and sble to place
under our top 10 Indian shopping website list,

KOCYS. COM

Koovs.com is probably one of the renowned online shopping portals of fashion
wear and associated accessories dedicated for women. The online shopping website
has exclusive vaneties of clothing, beauty whims .shoes, lingerie, bags .and

ACCERS0TIES,

IABONG

Jabong.com - jabong fashion and life style store offers vou gremt discount on sl
listed products. They offer wide range of products from apparel to home needs.

SHOPCLUES

shopelues.com- shop clues is famous for their heavily discounted jew dropping
deals, shop clues is one of the best online stores that offers & wide variety of
cumeras, computer accessories, mobile, gift, jewellery .cosmetics toys, clothes,
books and bag. Their jaw dropping deal has become most liked deal of 2012,
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PEPPEREFRY

Pepperfry.com- Pepperfry is one of leading Indinn website in selling lifestyle

products ranging from men and womens, clothing, home decor, Jewellery

Jperfumes and cosmetics, furnitures, bags and accessories.

YEPME.COM

Yepme one of the top ¢-commerce site in India i popular for selling wide

ranges of walches and shoes,
GROUPON

Groupon India launched in 201 loffers products. and services deals ai good

discount,
FIRSTCRY
firstery.com India's largest store for kids selling T0000+item from 400+top

intermationtl and Indian brands

INDIATIMES SHOPPING

Shopping indiatimes .com - shopping indiatimes.com has a wide array of products
that range from elecironic items to product related to health & beauty, home

appliances, fashion, music, movies and games

BABYOYE.COM

When it come 0 top commerce shopping websites for new bom babies and
kids, baby one is one nume not 10 be forget . This website is a fairy tale dream for
soon 10 be Parents to new parents and all the baby the baby stuffs are just a click
away. They have vast inventory of baby products from diaper and bathing stuffs 1o
clothes toys and book &...etc.
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HOME SHOT'I8, COM

Home shoplB.com is a popular online merchandise catering io fulfill major

electronics and household items for online consumers across major locations of the

country. One of the most popalar online shopping companies in India. Home

shop.18 even offers wide collection of fashion apparel at high discount. They

showease more than 1500 products under Indian and even international brands.

OTHERS

CROMA RETAL.COM ( the clectronic megastore)
Lowi.com

Shopperssiop.com

Inkfruit.com

INFIBEAM .com




DATA ANALYSIS AND INTERPRETATION
Table Mo.l

Age based classification

Ape Class No.of respondents Percentage

[8-25 I8 L ¢

6-32 25

33-40

Above 40

Total

Figure No.1

Age based classification

Ahowve 40

W Series ]

Interpretation:

The above inble shows that, majority of the users are between the 26-32

50% users are in the age group of 26-32. 36% users are between the 15-25.

i3
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Tahble No.2

Ceender based clazsification

Crender Mool respondents Percentage

15 TR

Female

hale 11

Total

Figure Mo.2
Gender based classification

Male
1%

Interpretation:

This table shows thar majority of users are male. 7% of the users are

male and 22% users are female, Females are not ready 1o buy online. Because

they-are not ready to bear risk.
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Table Mol

Maonthly Income based classification

Incoms class I No.of respondenis Percentage

1 Q000- 20000 f ¥

Z0000-30000 [4

FO000-40000 14

Abowe S0

Total

Figure MNo.3

Monthly income based classification

W Series 1

Interpretation:

In the above table shows that the shopping habit on the basis of their
mcome, 40% of the users are monthly income above Rs.40000 while only 12%
of users are berween Rs 10000-20000, 34% of users monthly income s
betwesn K, H0000 — 40000




Table Mo.4

Classification on the basis of E-retailer

No.of respondenis

[0

Age Class

AMarone
11

Flipkart

E -Bay

Snapdeal

Pavim

Oihiers

Total

| L

Figure Nod

Classification on the basis of E-retailer

|
|

Paytm Dthers

E—Hay Snapdeal

Flipkary

W Serigs 1

Interpretation:
The above table shows that majority of users prefer E-Bay for shopping. E-Bay

56% users prefer , 22% of users prefer Flipkart and 20% of prefer Amazon.

12




Table No. 5
Types of goods based classification.

Crods No.of respondents Percentage

Books ' I

Clothings 24

Cosmetics& Jewellery

Home Eqguipmenis

Electronic gonds

Others

Total

Figure No.5

=
s
g

| Series |

Interpretation:

In onling shopping electronic  goods are most preferable goods. 38% of
clectronic goods and 24%0f clothing




Table No.6
Payment hased classification

Payment oplion Mo.of respondenis

Credit card B

Debit curd

Bank Transfer

By cash

Other

Payment based classification

u -ll

Credit card i Dobstcard | Bank Transfe By cash
8 16 34

Interpretation:Most of the users adopt eredit card media to payment of online
shopping. 38% of users adopt credit card system and 34%of users adopt
payment method 15 cash on delivery, While last importam payment oplion is

debit cand,




Table No.7
Reasons for online shopping.

Reason No.of respondents

Dioor step delivery 5

Low price

Time saving

Wide variety of brand

choice

Getting lntest product

Convenience

Totnl

Figure No.7

Reasons for online shopping.

A 1

Widn
| wirlety af Corvensnd

Gerting

D:BT:EP Low price | Tima sasing | P atarsk .
oy e T

| W Sering 10 Pt

Interpretation:

in the above rable shows that most motivated factor of online
shopping time saving. 28% of customers prefer online shopping for time
saving.24% is Getting lutest product, ond 14%is Time saving.

2%




Table No.8

Tuhle showing the Overall Financial Risk

Valid

Misuse of
credit card

Chance

for over

change
d

Difficult
i

refund
|

Chance | Total | Perceni

for loss

Agres

Agree

Meeuiral

Disagree

atrongly

Disagree

Total

Figure Mo.8

g

Meutral

el _Dverall Financial Risk.

Cisagroe

B Senes ]

5.5

215

Interpretation:

33% of users Agree financial risk in online shopping mnd 27 3%
of users disagree, In this case of online shopping the financial rizk 15 high

because difficult to refund and chance for loss of money




Table No.9
Tahle showing the Overall Product Risk.

™ Valid Product | Difficolt | Colour | Lackof | Toinl | Percent |

|
fail tin to &Sime alter

perform | evaluvale | different |  sales
services
=

Overall Financial Risk.

a5
30
25 |-
o
15
w o —
5 | !

o

stongly | Bl rmnalma

Agron e

&5

EI-'.'ml'lu: 1 EE 315

Interpretation:
In the above table shows that moest of the respondents are

eutral(32 5% )but 31.5% disagree. The produect risk is not high in case of online
shopping because difficult to evaluate the guality of product online and colours & size

difference are not more important 1o costomers shopping.




Table No.10

Table showing the Overall Time Convenience Risk

Valid

Lot of
time For
making

an order

Delay in | Mot easy
delivery | to cancel
orders

Arise

confusion

Strongly agree

Agree

Total

Figure No.10

Overall Time Convenience Risk

afres

Agree | Neutral

iI Leres 1 3 _l 6 | & EL]

Interpretation:

In the above table shows that most of the respondents are neutral (38%) but

26% of respondents ane agree. Time/ Convenience risk is high in case of online

shopping. The delay in delivery of prodect is major problem in online

shopping,




Tahle No.11
Tahble showing the Overall Delivery Risk

Valid Receiving | Good Non Total | Percent

Wrong | arriving | delivery
Products | damaged

Strongly Agree

50 b S0

Overall Delivery Risk

ai

T

Skronghy Agron Meutral Disagroe Sramgly
Agres CHsagres
W Series ]

Interpreiation:

In the above table shows that 32.5% of respondents are neutral but
28.3% of respondents disagree. The delivery risk is low in the case of online

shopping.




Table No.12

DESCRIPTIVE STATISTICS

Financial Risk:

Misuse of credit cards . ; Low risk

Chance for overcharged 1 ; ; Low risk

Difficult to refund the money 50 3 High risk

Chance for loss 50 ; High risk

Owverall mean of Financial rsk

Produst Risk:

Product fail to perform

Difficuit to evaluate the quality

Ciolour and size difference

Lack of after sales services
overall mean of product Risk

Time Risk/ Convenience Risk

Lot of time for making an order

Delay in delivery

Mot casy o cancel orders




Anse comfusions while selection i L Low risk

of product

Crwvernll mean of time risk

Delivery Risk:

Receiving wrong product Low risk

Defective prochects Low nisk

Chance for non delivery . ] : Low risk

Goods send to the wrong place : Low risk

Dverall mean of delivery Risk

Welid N (List wise)

4-3  Very high risk
3-4  High risk
&3  Low nsk

1-2  Yery low nsk

Owerall risk s measured uwsing the formula = Aversge of (Score

Received'minimum score x 1007 for all individuals.
“Seore received means total of points received for question 10 o 25

Maximum score 16x5=380




Table No.13

Table showing the overall nsk

™ Mean Std. Deviation
50 4607 608337

Risk pe:::eptﬁ:

Ii.
Valid N (List wise) 50

Cverall ridk 15 96,7 percent which belongs 1o the catcgory 25-50%
(-25% Very low risk

25-50% Low risk

50-75% High risk

75 - 100% Very High risk

There is no significant difference in the risk perception.

Hy : Among male and female group

H; : There is significant difference in the risk perception among make and

female group

Test statistics: Independent sample test

Table No.14 Group Statistics

N Sil. Deviation
Risk perception Male 39 1.33236

Valid M (List wise) 11 203480
i

Rizk perception of male (&0.02) is higher than that of female (57.38)




Table No.15 Independent Sanples Test

Levene®

& Test

for i t-test for cquality of Means

Egqunlii
v for
variane

L]

5% conlidence
Inmternal of the
| difference
Std.Er | Lowe | Upper
rar r
Differe
nece
2.7374
9

Equal

variance

8 nal
mEsumed

P value is 0.436 which is greater than .05 which mesns there is sipnificant
difference in the mean risk perception among male and female. Thus we accept

the null hypothesis.




Table No. 16

Ranking on the basis of the grand mean score of different perceived risk.

Risk | Mean
Financial Risk ; 12.06 |
Product Risk | 11.38 3
Time/Convenience Risk 12.04 2

Delivery Eisk 11.22 4

—

»
®

a

)

)

@ RANKING METHOD
-

o

L

o

e

s

The above table shows that main pmi:nlcm of online .'shu-].‘-'p-n's is financial risk.,

Time/convemence rigk is second important problem. Third important problem

L]
15 product risk and least important problems is delivery risk.
-
L)
Tahble Na. 17
-
P Umline shopping experience
® Ranking on the basis of the grand mean score of different perceived risk
® No. of respondents Cumulative
percentage
® Highly satisfied | 21 2 42
™ - Satisfied L] i
Average
® Dissatisfied a0
L Haghly I7T]
dizsatisfied
9 )
Todal
o
®
L
|
L
®
L
®
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Fig No.12

Online shopping experience

| 35 3215
3 185
"L
i
14
L]
4] |
a5 |
| - |
[l - e
Strangly dgren Agrea Bautral Oisagn=s Ehinargy
Riszgrea
® Series 1 |
| Interpretation

The table shows that 42% of usérs are highly safisfied their online shopping
While each 10¥% of users are nol satisfied snd highly dissatisfied their online

shopping.

a5
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Majority of the users are between the age group of 26-31
Majority of the users engaged in online shopping are male T8%

Higher income group are big buyers of online products.

E-bay.com is the most populer online shopping sife
In onling shopping miost demanded goods are electronic goods and clothing's.

The most of the users adopt credit card for payment of online shopping (38%),

The most motivaled [actors of online shopping is time saving and getting latest

product.,

This study identified four dimensions of consumers’ perceived nsk in online

shopping. these are

¥ Financial risk, product risk. timefoonvenience risk and delivery risk.

In financial msk:

¥ mujonty of consumers are disagree misuse of credit card-low nsk

¥ muost of the users are disagree chance for overcharged- low risk

¥ most of the respondents are agree difficult 1o refund money-high risk

¥ most of the respondents are agree chance [or loss of money-high risk,

= In product risk:

¥ Muajonity of the respondents are disagree product purchasad fail to perform
as orginally expected-low risk
Most of the users are disagree and also neutral it is difficult to evalume the
quality of the product online-fow risk
Majority of the respondents are disagree color and size of the product
ordered onling differ when sctually received-low risk
Majarity of the respondents are agree lack of after sales services -high risk

In tmefconvenience sk

majority of the respondents are nevtral lot of time making an order-low risk




SUGG

To ensure supply of good quality product through online

Try to provides after sale services o consumer like guaraniée and warranty

They must supply product (o users in cormect time

They mitst give correct information about the prodoct and opdare continuousiy
Internet marketers should take proper step regarding tecunty of credin card
tnformution in order to mitigate this risk.

The marketers must provide a good service to consumers (o build positive
shopping experience in the intemet

Try to provide money bick punrantee 1n-case of any fault m produet.
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This study iz related to the consumers' perceived risk in online shopping.
Oniling shopping is the largest shopming system in the world. Becavse the people
ire busy with their work. They have no time lor visit the shop. So they go for shop

throuzh online. But money risks associated with issues. this study conclide that

YOUNE consumers are easy largets for onling marketers siandardized and trendy

product will be in demand on the intermer Also, respondents belonging o the
higher income group are big buyers of online products s prodoct risk is less in
their cuse. this study identified four dimensions of consumers' perceived risk in
onling shopping. These are financial sk, product risk, timefeonvenience risk and
delivery risk. This study revealed that financial risk is higher than ather risk
Timelconvenience is second largest risk in online shopping. Product risk is low risk
in online shopping. Also, the delivery risk is least risk. There is risk perception is

nod same among male and female group.
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QUESTIONNAIRE

. Mame :

. Ape

18-25 [ 33-404_Je 40

. Gender:

Male — Female ]

. Decupation

Sell employed [ | Employed =1 Professional [

. Family income per month:

10000 20000 ] 20000- 30000 ]
0000-40000 ] Above 40000 [
Which E- remiler do you prefer?

ATmiLECH |:| Flipkart E-Buy [ |
Snapdeal [ | Paytm Others £

. Which type of goods are yvou bayving

Books Clothing ] Cosmetics & Jewellery [
El Electronic goods [ ]  others [ ]

. Which payment option do you prefer?

Credit card [ ] Debitecard [ Banktansfer [

Home equipments

By cash on delivery ) Others 1
Why do yvou prefer online shopping 7
Door stop delivery [ Lowprice [_]  Timesaving [
Wide varicty of Brand chowce :lﬂﬂttmg latest product =
Convenicnce

-
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Rale your opinion for the following statements

Sttement

A

I feel that my credit card deails be

misased if [ shop online

I might be overcharged if 1 shop |
online as the retailer has my credit
card information.

It m;:.-' be difficul 1o get money back

H 1 want ro cancel the trunsaction

Chance for loss of money

Produoct / Performance Wisk

Statements

14

The product purchased may fail w
perform as originally expected

i3

It is difficult to evaluate the quality of
the product online

I

| Colour and size of the product ordered
| anline differ when actually received.

|7

(hike gunrantee & warranty

Difficult 1o get after sales services |

Time / Convenience Risk

Stutement

I8

| Tt may take a lot of time to place an

| erder on website

| Delay in delivery of product

l Cancellation of order is difficult

51
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It may arise confusions while selecting

the product through onling,

Delivery Risk

Statement

Delivery of wrong product

Goods amving faulty or damaged

Chance of non-delivery of product

Goods send to the wrong place after

shopping

26. Are you satisfied with your experience of online shopping?

Highly satisfied [_] Satisfied [ ] Average [ |

Dhssatsfied D Highly dissatisfied [ |
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