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Abstract

Since the inception of the internet, there has always been a gender gap 
in using the internet globally. This paper aims to present the current 
literature available on online purchase behaviour, emphasizing on how 
men and women differ in both their perceptions of the risks associated 
with shopping online. The review includes a summary of around 35 
research papers of repute which help us in understanding the Online 
Purchase behaviour of females and males along with areas including, 
effect of online customer reviews on both the gender and probable 
reasons for shopping cart abandonment. The research article tries to 
find out the gap in the current literature where further research can be 
extended and areas where something new can be added in the existing 
body of knowledge.   

Keywords:- Online shopping, e-commerce, gender differences, 
online consumer behaviour, attitude, perception, online reviews, 

Introduction

Internet is the fastest growing technology globally and as on offshoot 
e-commerce has become the most significant scientific 
accomplishment. In business context, e-commerce breaks the 
boundary of time and space, alters the trade pattern, improves the 
circulation of merchandize and makes the enterprise have an edge over 
the others. (Qin,2009) 

Global ecommerce penetration increased from 4.0% in 2008 to 6.5% in 
2012 and is anticipated to reach 9.3% by 2016, driven by high-growth 
emerging markets and the decline of specialty retail stores in 
developed markets (Siemer & Assicoates, 2013) 

600 million women in developing nations, or 21 percent, were online 
in 2013), and another 450 million are expected to gain Internet access 
by 2016 (HEAVY, 2013)  

Although, there has always been a gender gap in the usage of internet 
globally but this gap in reducing year on year globally as well as in 
India. In 2012, there were around 125 million internet users in India, in 
which 40% of the users were Women and around 75% of internet users 
are between the age group of 15-34 years, the number reached 60 
million in 2013. (Adarsha, 2012) 
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 The consumer buying behaviour in online shopping technology acceptance model (Davis, 1989) also presented 
the similar findings. Pavlou (2003) also found that intention 

 Consumer buying behaviour has always been one of the 
to use the internet for purchasing was determined by 

most popular areas of research in the field of marketing 
perceived ease of the internet use.

which is extensively studied and will always be a debatable 
topic. The consumer buying process being one of the most ( Sukhi, 2013) analyzed consumer shopping behaviour on the 
important areas describes it to be a five step process of Internet based on four aspects, i.e. the Internet marketing 
Problem identification. Information search, alternative environment, product characteristics, familiarity, and 
evaluation, purchase decision and post purchase behaviour.  promotional offers. It appeared that respondents were 

younger than 36 years, known as Generation Y, scholarly 
Since the virtual marketing is expanding at astounding rates, 

consumers very open and knowledgeable about information 
understanding the behaviour of the consumer in this virtual 

technology for shopping for products and services. These 
set up has become important for marketers to gain a 

young people tend to place more concern on the familiarity 
competitive advantage. The increasing number of online 

factor in affecting their shopping behaviour on the Internet 
transactions and user volumes is evident from the fact that 85 

followed by promotional offers affected greatly as their 
percent of world population is online and buy products 

brands are still not well positioned in consumer minds. This 
online.

result is comparable to Odunlami & Ogunsiji's study that 
Attitude towards the offline store was a significant predictor promotional offers are a major determinant of consumer 
of attitude toward the online store (Kim & Park, 2005) . online shopping behaviour. Effective implementation of 
Consumer's attitude towards the internet may be an sales promotional tools lead to increase in sales volume and 
important determinant for internet use for product invariably higher profits.
information search. Helander and Khalid (2000) found that a 

Price, product quality, and variety are important factors for 
positive attitude toward e-commerce has a significant 

online shopping (Rust, Zeithaml & Lemon, 2000)
influence on shopping from the internet. Internet shopping 
provides the numerous benefits for consumers such as time The product quality is a focal reason for consumers to buy 
saving and search convenience. However, internet shopping products via the Internet (Aaker, 1991). Perceived incentives 
may require capability to access the internet and other significantly also influence online customers' intention to 
relevant resources (i.e. high speed internet, modem). repeat purchase through the Internet. Consumers positively 
According to the theory of planned behaviour (Ajzen, 1985, inclined towards making an online shopping after receive 
1991) opinion on product's promotional offers from friends and 

relatives or when they see them shopping online 
Those who used the internet for purchase believed less 

(Jarvelainen, 2007)
difficulty to use and access to the internet, as compared to 
those who did not use the internet for purchase. The 
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Shopping Cart Abandonment Legitimate reasons Their minds or deciding they should Not 
be spending the money,  Running out of time especially on 

Shopping Cart Abandonment refers to the loss of a customer 
mobile devices, Comparing products and moving to some 

who is going through the check-out process of an online 
other site, Privacy and security concerns, high shipping 

transaction. Once the consumer selects a product and puts it 
costs, Checkout process too long etc.

in his/her shopping cart, he/she takes it to the checkout point. 
However, in some cases, for various reasons (e.g. long lines, WOMEN are more likely to:-Save products for later, Take 
cumbersome and tedious checkout process, etc.) consumers longer to buy and be very sensitive to shipping and handling 
may abandon the cart. This phenomenon is especially costs whereas MEN are more likely to Compare prices and 
pertinent in the context of e-commerce. Studies estimate that not abandon shopping cart. (Conversions on demand, 2014) 
approximately 60-75 percent of the shopping carts are 

Conclusion
abandoned before purchase is made (2002; Eisenberg, 2003; 
Oliver and Shor, 2003; Gold, 2007). Cart abandonment rates Several research issues related to consumer online shopping 
on the average e-commerce site range between 65% to 80%. emerged from the current study. Shift in shopping 

orientations. Despite different consumer clusters identified 
Shopping cart abandonment comes right after the consumer 

in different studies, there is a clear trend that the shopping 
has decided to purchase the products, but before the purchase 

orientations of online consumers have expanded beyond 
is completed. A lack of understanding and availability of 

convenience and variety-seeking. Recreational, economic, 
literature regarding this stage in the existing literature from 

and even social-oriented consumers can all be active online 
the gender perspective points to the need for this research. 

shoppers. Therefore, it is important for us to understand how 
Most of the studies have focused on the initial stages of the 

to provide more recreational, experiencing, and socializing 
buying process, i.e. from problem recognition to the 

functions to meet the needs of diversified online consumers.
evaluation of alternatives stages (Kotler, 1999), or the factors 
influencing the consumers' propensity to shop online. Gender Specific Buying Behaviour:  Inspite of many 

studies being conducted on online shopping based on gender, 
If we go by statistics, More than two thirds of UK shoppers 

till date no study has been conducted emphasizing on one 
abandon their online shopping carts before making a 

particular gender buying behaviour-males or females. 
purchase, according to a survey commissioned by Cloud.IQ. 

Minimization of risks with online shopping. The scarcity of 
Women are 7 per cent more likely to abandon an online shop 

studies on how to reduce online shopping risks does not meet 
than men, according to the study. DAVIES, 2013 The factors 

the demand of increasing awareness of risks associated with 
influencing consumer online search, consideration, and 

online shopping. Consumers were more concerned about 
evaluation play a larger role in cart abandonment than factors 

attributes of Web sites associated with perceived risks (e.g., 
at the purchase decision stage. In particular, many customers 

security of information and vendor reliability) than those 
use online carts for entertainment or as a shopping research 

associated with perceived gains (e.g., convenience) 
and organizational tool, which may induce them to buy at a 

[Bhatnagar and Ghose 2004a], which underlies the 
later session or via another channel (Kukar- Kinney & Close, 

importance of reducing online shopping uncertainty and 
2010) 

risks
Three Key factors of reasons for shopping cart abandonment 
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