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Abstract

Customer acceptance of innovations necessitates behavioral research
aimed at examining and predicting behavior and behavioral intentions.
Due to low penetration of internet in India (around 4% according to
Business Today, 5.2% according to Nasscom s projection for 2005 and
7.1% in November 2008 according to internet World Stats usage and
populations statistics) as compared to other countries (China 22.4%,
Taiwan 66.1%), internet shopping can be considered as an innovation
for the Indian customer. Customer demand for the internet is a key
factor that may ultimately drive widespread acceptance of the internet
by retailers. Whether the customer has access and how they use or
perceive internet shopping in a way will affect its ultimate acceptance.
Therefore, this study examines internet shopping acceptance in
developing countries; in this case India. The exponential growth of
internet penetration in India and increased e-commerce activity both
on consumer side as well as corporate side during last few years
provides the impetus to investigate this phenomenon among potential
online shoppers. The study tests a comprehensive Technology
Acceptance Model incorporating shopping profiles and security and
privacy concerns exploring their effects on successful adoption of
internet shopping in India.
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Introduction

In the last few years, the pervasive myth that building internet retail
sites will automatically trigger customer patronage has been laid to
rest. The demise of thousands of internet businesses that banked on
slick websites and multi-million-rupees advertisement campaigns is a
painful but educative reminder that for all the hype, the internet is just
another channel for business. Irrefutably, the digital channel offers
some unique advantages over other media including interactive
communications, rapid comparison shopping, lower transaction costs,
innovative arrangements for the sampling and consumption of digital
products, and the elimination of time and spatial barriers. However,
this new medium of commerce has its own drawbacks such as reduced
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opportunities for sensory shopping, social shopping, face-
to-face interactions with sales personnel, and the
postponement of the consumption or enjoyment of tangible
goods. The inherent limitations of the internet have been

compounded by poorly designed internet storefronts,
limited product selection, poor customer service, tedious
checkout procedures, botched orders, tardy deliveries,
security lapses and privacy invasions.

Statistics on E-Commerce activity

B2C E-Commerce Sales* in Select Countries in the
Asia-Pacific Region, 2006-2011 (bilions)

2006 2007 2008 2009 2010 2011
Austraha $9.5 S13.6 $204 S26.4 3$28.7 £31.1
China~~ £$24 $38 s$&6.4 $11.1 $16.9 $24.1
India SO B 3.2 s1.9 $2 8B sa1 35.6
Japan $36.8 S43.7 £56 6 S69.9 $80.0 £90.0
South Korea £9 6 S$10.9 £$12 4 $14.0 215 9 £$17.9
Asia-Pacific $59.1 S$73.3 sS97.7 s124.1 s$145.5 S168.7

Note: converted at average annual exchange rates (projected for future
years). total B2C e-commerce sales include all purchases made on a retail
Web site, regardiess of dewvice used to complete the transaction, *“includes
ornvine tra . event ticket and digintal downicad sales, * ~excludes Hong

Kong
Sowurce: eMarketer, January 2008
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woeew eMarketer com

Internet In Urban India

250 Mn
Urban Population
205 Mn
Literate Population
77 Mn
English Knowing
65 Mn
PC Literate

46 Mn
Claimed User

32 Mn
Active User

*Soumcer NRS 2008

® Sowcei Al lradie Fignaes. 1-Culbe 2007, Sep 2007

Research Objectives

1) Identifying various shopping orientations among
potential internet shoppers.

2) Evaluating the effect of a consumer's shopping
orientation on his/her Perceived Usefulness for and
Attitude towards using internet shopping.

3) Evaluating the effect of a consumer's Knowledge
about internet shopping on his/her Perceived
Usefulness and Perceived Ease of Use of internet
shopping.

4) Evaluating the effect of a consumer's Security
concerns on his/her Actual Behavior.

Review of Literature

Internet shopping is still in evolutionary stage in India and
very few studies have undertaken research exploring
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customer acceptance and diffusion of internet shopping in
India. Although there has been a dearth of internet shopping
related studies in Indian context, theoretical exploration can
be based on various international studies carried out in other
countries.

According to Ajzen and Fishbein (1980) behavioral
beliefs link the actual behavior of interest to expected
outcomes. A behavioral belief is subjective probability that
the behavior will produce a given outcome. Although a
person may hold many behavioral beliefs with respect to any
behavior, only a relatively small number are readily
accessible ata given moment.

Taylor Nelson Sofres (TNS) Interactive third annual global
e-commerce report was part of TNS Interactive Global E-
commerce Report 2002, which was based on more than
42,000 interviews in 37 countries. Findings indicated that
about 27 per cent of users in India have not purchased goods
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or services online because they think it is too difficult and
lack of knowledge on such aggravates the situation and
hence, itis safer buying goods or services in a store.

Parikh (2006a) aimed at identifying various shopping
orientations prevailing among the internet users and
classified internet users into five shopping profiles:
socializing, home, mall, economic and civil. These studies
were aimed at diffusion of internet in India as a country
rather than acceptance and diffusion of internet among
Individual customers.

Dutta and Roy (2003, 2004); Kshetri (2002); and
Dholakia et al. (2003) also compared internet diffusion in
India and China & proposed that policies for stimulating
internet diffusion must address both, infrastructure
expansion as well as sectoral absorption in a balanced
manner. For infrastructure expansion policies need to be
crafted to stimulate private sector investment

The working paper Dholakia et al. (2003) examined several
factors that are likely to influence the broadband-potential in
the two countries. Their analysis indicates that factors such
as higher-income, higher propensity of Chinese consumers
adopt new technologies, higher-investment in the telecom
sector. On the other hand, India's position in the global IT
map as a major provider of IT services is likely to trigger the
demand for broadband.

Research Methodology

This chapter discusses the research methodology adopted in
separate sections. The first part discusses the scales used for
developing the instrument (questionnaire) for the research;
Second, data collection method including sampling and the
tools of data collection. A four-page questionnaire was used
as the research instrument. Attribute level scales were a
combination of scales earlier used in similar other research.
The full questionnaire was first pre-tested in an iterative
manner among ease sample of colleagues and friends drawn
from the general public.

Data Collection and Sample

Following is a summary of the data collection strategy and
the sample

1) Sampling Element: Individual shoppers
(Controlled for education, marital status, age

Volume 7, Issue 5, November 2014

group, gender, household income, the product
shopped-internet Shopping of Electronic Gadgets
and Home Appliances)

2) Geographical extent: Two Cities of India
(Rajasthan, Delhi). These cities have already major
developments in organized retail & due to high
penetration of Internet; there is higher probability
of receiving reliable responses contributing to the
overall reliability.

3) Sampling Technique: Non-probability sampling
technique (Convenience sampling)

4) Sample size: 530 Respondents, 21 responses were
discarded due to incomplete information or visibly
manipulative data. A sample size of 500 was
deemed appropriate.

5) Data Collection Instrument: The questionnaire
covered the constructs proposed in the model and
standard (and reliable) scales available were used
for measuring each construct. Separate statements
covering the control variables were added towards
the end of the questionnaire.

6) Data collection process: The respondents were
explained the purpose of the study in brief and
handed over the questionnaire for the duration of
one week. The purpose of giving them the
questionnaire for one week was to give them
enough time to understand the questions and
respond properly. At the end of this time, the
questionnaires were collected back.

Findings and Analysis
Reliability of the Survey Instrument

To test the reliability of the overall instrument, Cronbach's
coefficient o was computed. The reliability coefficients are
shown in Table 1. The results in the table show that the
overall reliability of the instrument is quite satisfactory
(0=0.81). As the instrument has 48 items, it would definitely
give high reliability of the overall instrument. To check the
reliability of the instrument critically, the reliability of each
sub-scale was tested and the results are also shown in Table
1. Any a value above 0.7 is considered as satisfactory and the
results show that the sub-scales are also quite reliable.

Table I': Reliability of the Survey Instrument

Construct A KMO | Barlett's test of sphericity: Significance:
Overall Scale 081 | 098 | 0.00
Shopping Orientations (1-13) 073 1078 | 0.00
Perceived Usefulness (14-19) 093 (093 |000
Perceived Ease of Use (20-25) 0.91 0.93 0.00
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Attitude Towards Using (27-34) 078 | 0.96 | (.00
Knowledge (35-38) 091 | 083 .00
Security/Privacy (8) (39-46) 095 | 096 | 0.00
Actual Behavior (47-48) 0.82 | 070 (.00

Construct Validity through Factor analysis

The applicability of the factor analysis was verified by
executing KMO test and Barlett's test of sphericity. The
results of these tests are summarized in Table 1 above. All
exploratory factor analysis was performed using the
principal components factoring method and Varimax
rotation with the Kaiser normalization. Table 2 depicts the
factor analysis results of shopping orientation variables
(variables 1-13).

Construct Validity through Factor analysis

To test the validity of the factors (constructs) within each
sub-scale, to identify various profiles for shopping
orientations and to reduce data in the proposed model
structure, exploratory factor analysis was performed. The
applicability of the factor analysis was verified by executing
KMO test and Barlett's test of sphericity. The results of these
tests are summarized in Table 1 above. Table 2 depicts the
factor analysis results of shopping orientation variables
(variables 1-13).

Table 2: Factor Analysis Results for Shopping Orientations

Scale Component

itern:

itemns 1 2 3 4

1 | like to shop from home (for example, using mail- 074 032 0.35 0.14
order catalogues, the TV or the internet)

2 | shop from home because | cannotfind what lwant ~ -0.81 | -0.25 0.28 | 0.20
in local stores

3 Shopping from home is more convenient than going  0.74 | -0.27 032 |0.19
to the store

4 I make it a rule to shop at a numberof stores before | -0.08 | 0.84 0098 |015
buy

3 | can save a lot of money by shopping around 012 | 0.83 0.03 (003

6 | like to have a great deal of information before | buy  -0.04 | 0.83 010 | 016

i I enjoy going to big shopping malls 020 -0.38 |-0.81 |0.04

8 Shopping malls are the best places to shop 019 | -0.38 |-0.81 |-0.00

9 | like to go shaopping with a friend 0.21 -0.18 .72 |0.33

10 | often combine shopping with lunchor dinner at a 0.13 -0.08 0.77 | 0.15
restaurant

11 Shopping give s me a chance to get out and do 032 | -0.1 0.73 |0.30
something

12 I like to shop where people know me 010 |-000 |027 |-0.82

13 | owe it to my community to shop at local stores 0.07 | 0.02 0.27 | -0.83
Eigen Values 2.96 2.89 2.70 1.88
% of Variance 27.33 | 22.86 |20.54 [17.54

%o % Yo Yo
Cumulative % of Variance 27.33 | 5018 | 70.73 | 88.27
% % % %

The item loadings for three factors representing home,
economic and personalizing shopping orientations were as
expected. However, the items measuring mall and
socializing shopping orientations loaded on a single factor
and were labeled mall socializing orientation. Cronbach's
alpha for the home, economic, mall socializing, and local
shopping orientation factors were 0.89, 0.83, 0.69, and 0.74
respectively. All the four factors had Eigen values more than
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1 and they accounted for 88% of the variance. The three
items in the home orientation factor covered preferences for
shopping from home like convenience and choices. Choice
related statement specifically, “I shop from home because I
cannot find what I want in local stores” showed the highest
loading (0.81). The three items in the economic orientation
factor covered characteristics of shoppers who are price
sensitive like saving money by shopping around and
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preference of colleting a lot of information before making a
purchase decision. All three statements loaded quite well but
the shopping around statement specifically, “I make it a rule
to shop at a number of stores before I buy” showed the
highest loading (0.84). The five items in the mall socializing
orientation factor covered characteristics of shoppers who
prefer to go out in malls for shopping, who like to be
accompanied by their friends for shopping and combine
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lunch or dinner with shopping to complete the experience.
Shopping for these people is a socializing activity. Although
all five items loaded on a single factor, there is visible
difference in the loadings for mall related items (items 7-8,
loadings >0.80) and for socializing related items (items 9-
11, loadings <0.81). This was not unexpected as in the
original scale they were proposed as part of separate factors.

Table 3 : Descriptive Statisti ¢s, Inter -Correlations and Reliability Estimates for the

Shopping Oricntations Factors

M SD 1 2 3 4
Home 25.70 8.08 (.93
Economic 20.47 6.96 B2k (.91)
Mail Socializing 16.09 5.30 I5%* H6%# (.80)
Personalizing 4.70 1.82 ArE* A0 2k (.58)

Note. N=509.Coefficient alpha on the diagonal. The mean of
the composite scale is 66.96, the SD is 20.30 and the
Cronbach's alpha is 0.95, **p<0.01, two-tailed, *p<0.05,
two-tailed.

For better understanding of this procedure, a standard SPSS
output is provided in Appendix J for the Attitude Towards
Using (A) construct of the proposed model for this research.
The variables representing this construct are variables 27 to
34 of'the questionnaire. These variables were reduced in one
factor using the least squares regression approach
mentioned above. The output shows the inverse of the
correlation matrix, KMO and Bartlett's tests for testing the
applicability of factor analysis for data reduction and
component score coefficient matrix mentioned above. The

main advantage of the regression method is that it
maximizes validity. This means that the procedure provides
the highest correlations between a factor score and the
corresponding factor. Regression estimates are not unbiased
estimates of true factor scores and could correlate with other
factors and factor scores. For evaluating the existence of this
problem of multi-collenearity in the current factor scores,
Variance Inflation Factor (VIF) and Condition Number were
observed as a measure of multi-collenearity in the
subsequent analysis.

The following Table 4 clearly shows that the reduced factors
are representative of the original variables representing the
respective constructs.

Table 4: Percentage of Variance Explained by Factor Scores

No. | Name of The Variable (Factor Scorc) % of Variance cxplained
l Perceived Usefulness (PU) 74
2 Perceived Fase of Use (PEOU) 71
3 Attitude Towards Using (A) 72
4 Knowledge (K) 79
5 Security/ Privacy (8) 76
6 Actual Behavior (B) 85
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Summary

The present scale was tested and found to be multi-
dimensional. The Shopping orientations scale was tested for
it's nomological, discriminant and construct validity. The
scale displays theoretically supported relationships with
other variables, demonstrating nomological validity. It is
also distinguishable from the construct of knowledge, thus
demonstrating discriminant validity. The construct validity
test revealed four shopping orientations as compared to the
proposed five shopping orientations structure. The shopping
orientations were named Home, Economic, Mall-
socializing and Personalizing. Items in the other sub-scales
were reduced in single dimensions. Each of the sub
dimensions as well as the overall scale show a high inter-
consistency reliability. To conclude, the given instrument to
explore online shopping behavior is tested to be
scientifically reliable and valid.

Limitations of The Study

This is especially vital for a subject like online shopping
behavior that is not static but is a developmental process that
changes over time. Since only self-report measures were
used, common-method variance and response consistency
effects may have biased the observed relationships. Yet,
perceptions of usefulness and ease of use are not objective
measures. Because perceptions are necessarily self-
reported, such measures are the most effective at measuring
these cognitions. Thus, this is an unavoidable criticism of
the study of online shopping behavior.

Conclusion

By extending this shopping behavior construct to online
shopping, our study aimed at contributing to the knowledge
and understanding of consumer response to electronic
modes of shopping. It is becoming increasingly clear that in
order to survive and more importantly to succeed, online
merchants should embrace and actively pursue fundamental
principles of good retailing that apply to any medium. Based
on the findings from this study, it is expected that the study
of shopping orientations can also help electronic retailers
identify and understand those consumers who prefer to shop
online and the reasons why. Further, shopping orientation
could be used to segment customers and formulate different
strategies based on each segment's relative propensity to
adopt and use online shopping. The proposed model
provides a robust framework for exploring online shopping
behavior in a developing country.

Overall, the research can be utilized by corporate for
developing and implementing an effective e-tailing strategy
and for targeting the right types of consumers for getting a
bigger bang for their buck. At the same time, academicians
can revalidate and extend the findings of the research for
contributing to the development of an effective e-marketing
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model for India and for other developing countries.
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