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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
millionin2013. (Adarsha, 2012)
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The consumer buying behaviour in online shopping

Consumer buying behaviour has always been one of the
most popular areas of research in the field of marketing
which is extensively studied and will always be a debatable
topic. The consumer buying process being one of the most
important areas describes it to be a five step process of
Problem identification. Information search, alternative
evaluation, purchase decision and post purchase behaviour.

Since the virtual marketing is expanding at astounding rates,
understanding the behaviour of the consumer in this virtual
set up has become important for marketers to gain a
competitive advantage. The increasing number of online
transactions and user volumes is evident from the fact that 85
percent of world population is online and buy products
online.

Attitude towards the offline store was a significant predictor
of attitude toward the online store (Kim & Park, 2005) .
Consumer's attitude towards the internet may be an
important determinant for internet use for product
information search. Helander and Khalid (2000) found that a
positive attitude toward e-commerce has a significant
influence on shopping from the internet. Internet shopping
provides the numerous benefits for consumers such as time
saving and search convenience. However, internet shopping
may require capability to access the internet and other
relevant resources (i.e. high speed internet, modem).
According to the theory of planned behaviour (Ajzen, 1985,
1991)

Those who used the internet for purchase believed less
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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technology acceptance model (Davis, 1989) also presented
the similar findings. Pavlou (2003) also found that intention
to use the internet for purchasing was determined by
perceived ease of the internet use.

(Sukhi, 2013) analyzed consumer shopping behaviour on the
Internet based on four aspects, i.e. the Internet marketing
environment, product characteristics, familiarity, and
promotional offers. It appeared that respondents were
younger than 36 years, known as Generation Y, scholarly
consumers very open and knowledgeable about information
technology for shopping for products and services. These
young people tend to place more concern on the familiarity
factor in affecting their shopping behaviour on the Internet
followed by promotional offers affected greatly as their
brands are still not well positioned in consumer minds. This
result is comparable to Odunlami & Ogunsiji's study that
promotional offers are a major determinant of consumer
online shopping behaviour. Effective implementation of
sales promotional tools lead to increase in sales volume and
invariably higher profits.

Price, product quality, and variety are important factors for
online shopping (Rust, Zeithaml & Lemon, 2000)

The product quality is a focal reason for consumers to buy
products via the Internet (Aaker, 1991). Perceived incentives
significantly also influence online customers' intention to
repeat purchase through the Internet. Consumers positively
inclined towards making an online shopping after receive
opinion on product's promotional offers from friends and
relatives or when they see them shopping online
(Jarvelainen, 2007)

Instruments/ constructs Main findings or contributions

S.no | Study Methodology Sample
1 ”L'i:'Kuo, & E.mipn:u%lal A sampléT}f
Rusell (1999) survey respondents

was drawn from an
online panel of 50,000
Internet users. Panel
members were invited
via e-mail Lo participale
in a survey, A total of
999 respondents

completed the survey.

Asurvey mnstrument was used to Males are more [requent Web

measure shopping orientation, huyers than females.
online

buying behavior, and
demographics -

gender differences. Online buying
behuavior wus measured by the
frequency in which consumers

made

purchases online
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{Shaheen, 1999)

An e-mail survey
was sent to 3,724
individuals whose
e-mail addresses
were randomly
generated using the

Fourll directory

A total of 889
completed surveys ol

men and women

The survey included questions
that assessed privacy concerns
with various on-line marketing
related scenarios, as well as
compulter usage, and demographic

inlormation

Women are more concerned about
their privacy onling than men.
Women evidently are also
concerned aboul sharing of types ol
information beyond merely medical
information and drivers license

informaltion: it is possible that the

2002

Survey

of 600 adults in mid-

atlantic region of USA

to measure gender differences in
shopping attitudes, shopping
styles, and image profiles.
Respondents indicated the extent
to which they agreed or disagreed
with 24 statements about
shopping. The survey items were
based on the comments of
consumers who atlended a locus

group on shopping practices,

service sharing of DilTerent types of
information also causes concern for
wWOomcen.
Allreck and Settle] Empirical and A convenience sample | The survey instrument was used Females have traditionally been and

continue to be the principle buying
agents for houscholds; therefore
females are more likely to have

grcater satisfaction with shopping.

(Gurbarino &

Strahilevitz, 2004

Three studies
canducted

Survey was the
mstrument in first
two, Lxperiment in

the third study

Lirst study- 260
respondents

Second study- 276
Third:-182
undergraduale and 38

MBA students

The first study examines how
gender aftects the perceptions of’
the probability of negative
Outcomes

The second study examines
gender ditferences in the eftect of
receiving a recommendiation from
a triend on perceptions of online

purchase risk

The third study experimentally
tests whether, compared to men,
women will be more likely to
increase their willingness 1o
purchase online if they Teceive a
site recommendation rom a

lriend

As compared to men, women
perceived more risk to buving
online

both in terms of probability and in

terms of likelihood

There iy @ margimally larger
reduction in perceived risk atter
receiving recommendations
FFrom Iriends among women than
among men,

Recommendations (rom friends
strongly influenced

women Lo buy online but had no

signiflicant elTect on men
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Akbay .2008)

of 382 adults between
age 20t to 60 years were
Surveyed. A total of
363

responses were received

5 Constantinides Literature 48 academic papers The academic papers were The consumer’s online experience
(2004) review were reviewed on allocated into three main can determine his or her
consumer behaviour in | categorics ol enline experience pereeplions ol an e-commetree
ecommerce. elements including Functionality | Website and whether the consumer
factors, Psychological factors, and | will return to the ecommerce
content fuctors. Subcategories Website in the future.
included usability, interactivity,
trusl, aesthetics, and markeling
mix.
6 (Ergin & Survey A convenience sample | A survey instrument consisting ot | Some female consumers are

13 survey items was used to
measure reasons for shopping
online or

not. The study examined whether
there is a significant ditference
between male and female online
shopping

frequency as well as the total
amount

spent online.

starting to favour the convenience
of

e-commerce shopping, similar to
their male counterparts, due to Lime
constraints and hectic lifestyles.
Online retailers need to tocus on
gender differences as gender plays
a significant role in e-commerce

patterns and consumer choices.

7 (Park, et al..

2009)

Click stream data
analysis for a

month

377,797 visits were
recorded in the
database of the anline
retailer, but only 890
daty items. consisting
of 618 females and 272
malcs who visited
clothing and clectronic
appliances categories.
satistied our criteria and
were included in the

data analysis

Tndependent Variables: - Gender

and product category

Dependent variables:- Page views,
customer reviews and assistant

agents

females consulted customer
TEViews

and used an assistant agent more
oflen when shopping tor experience
goods than when shopping tor

search goods.

On the other hands, males showed
no significant differences in
information search across product
categories. This implies that the
influence of preduct characteristics
on consumers® information scarch

differs between males and females.
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8

(Bac & lec,

2010)

Experiment

225 males and 225

females

Independent variables- Gender

and review valence

Dependent varables-participants”
purchasc intcntion towards
a product aller reading an online

CONSUMEr revicw

This study found that gender
differences do not exist in
consumers’ willingness Lo buy

online

There are significant gender
differences in consumers’
perception

of online consumer reviews,

temales are moare influcnced

I'his sady found thar purchase
mtention of consumers is more
influenced by a negative review

than by a posilive review

(Ulbrich. et al..

2011)

Online Survey

1 70 respondents

Information Quality (1Q)
System Quality (50Q)

Customer-Relations Quality (CQ)

All respondents ranked Information
quality (1Q)) as significantly mare
important than either System
quality (SQ) or Customer-relations
guality (CQ). However, no
significant difference could be
abserved belween (he two genders.
On the feature level some
statistically significant gender-
apeeifie differences exist. Males
ranlc accurate description of
products and tair pricing

significantly more important than
lemaules.

Females on the ather hand consider
return labels significantly more
impeortant than thenr male

counterparts

10

(Murphy &

Tocher, 201 1)

Survey

536 respondents
271 were female and

265 were male

College students

Age between 18 and 23

Participants were asked to Css
the importance of’ 14 different
trust building informulion cues in

influencing their perceptions of e-

cominerce vendor trustworthiness.

When compared to males, female
shoppers’ perceived trustworthiness
ol online vendors is likely
enhanced by the presence of rust

building information cues.

Trust building informatinn cucs
which emphasized communication.
securily, and functionalily were
more inflluential on female
shopper's pereeived trustworthiness

ot online ventures
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1" Rodgers & 'Empiﬁ-ca]- and 227 individuals froma | A survey instrument Females have less graﬁﬁcaﬁon with
Harris (2003) survey small was used to determine whether e-commerce and are more sceptical
Midwestern city. All males and females differ in their of e commerce than males,
Participants were ecommerce experiences and perhaps due to the lack ol an
nonstudents who were | attitudes. Attitude, trust, e- emotional bond with the online
18 or older and had commerce Retailer.
made at lzast one experience. and purchase
purchase online. frequency
were measured using a 5-point
semantic differential scale and
bipolar
adjectives.
Stafford. Empirical and The sample included An online survey instrument was | Males continue to be early adopters
Turan, & Survey 217 students enrolled in | used to compare and contrast of the Internet and online services.
Raisinghani business Administration | gender While males are more likely to
12 (2004) courses in the United differences in three different shop via ecommerce, females are
States, Finland. and consumer more
Turkey. markets. likely to shap, in general.
13 Susskind Cmpirical and 204 residents from a A telephone survey Females reported spending less
(2004) survey northeastern state. was used to collect money online as compared to their
perceptions of Internet usage and | male counterparts.
e-COMMETee
14 (Riquelme & Survey 398 online consumers, | Independent variables:- Perceived | Influence of both privacy and
Sergio, 2014) 51 % of them were privacy. Perceived security security on online trust was
male, relatively voung stronger for male, younger, more
(65 % of them were Dependent:- Consumer trust on educated, and less extraverted
between 20 and online vendor consumers
35 years old}
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Shopping Cart Abandonment

Shopping Cart Abandonment refers to the loss of a customer
who is going through the check-out process of an online
transaction. Once the consumer selects a product and puts it
in his/her shopping cart, he/she takes it to the checkout point.
However, in some cases, for various reasons (e.g. long lines,
cumbersome and tedious checkout process, etc.) consumers
may abandon the cart. This phenomenon is especially
pertinent in the context of e-commerce. Studies estimate that
approximately 60-75 percent of the shopping carts are
abandoned before purchase is made (2002; Eisenberg, 2003;
Oliver and Shor, 2003; Gold, 2007). Cart abandonment rates
on the average e-commerce site range between 65% to 80%.

Shopping cart abandonment comes right after the consumer
has decided to purchase the products, but before the purchase
is completed. A lack of understanding and availability of
literature regarding this stage in the existing literature from
the gender perspective points to the need for this research.
Most of the studies have focused on the initial stages of the
buying process, i.e. from problem recognition to the
evaluation of alternatives stages (Kotler, 1999), or the factors
influencing the consumers' propensity to shop online.

If we go by statistics, More than two thirds of UK shoppers
abandon their online shopping carts before making a
purchase, according to a survey commissioned by Cloud.1Q.
Women are 7 per cent more likely to abandon an online shop
than men, according to the study. DAVIES, 2013 The factors
influencing consumer online search, consideration, and
evaluation play a larger role in cart abandonment than factors
at the purchase decision stage. In particular, many customers
use online carts for entertainment or as a shopping research
and organizational tool, which may induce them to buy at a
later session or via another channel (Kukar- Kinney & Close,
2010)

Three Key factors of reasons for shopping cart abandonment
(Rajamma etal 2009)

1 Perceived waiting time

2 Perceived risk

3 Transaction inconvenience
Shopping cart abandonment

The results of their study indicated that perceived transaction
inconvenience is the major predictor of shopping cart
abandonment. The other predictors are-

Perceived risk and perceived waiting time. Positive
relationship was found between perceived transaction
inconvenience, perceived risk and propensity to abandon the
shopping cart. It was also found that propensity to abandon
the shopping cart is negatively associated with the perception
of waiting time. (Kukar- Kinney & Close, 2010) .Other
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Legitimate reasons Their minds or deciding they should Not
be spending the money, Running out of time especially on
mobile devices, Comparing products and moving to some
other site, Privacy and security concerns, high shipping
costs, Checkout process too long etc.

WOMEN are more likely to:-Save products for later, Take
longer to buy and be very sensitive to shipping and handling
costs whereas MEN are more likely to Compare prices and
not abandon shopping cart. (Conversions on demand, 2014)

Conclusion

Several research issues related to consumer online shopping
emerged from the current study. Shift in shopping
orientations. Despite different consumer clusters identified
in different studies, there is a clear trend that the shopping
orientations of online consumers have expanded beyond
convenience and variety-seeking. Recreational, economic,
and even social-oriented consumers can all be active online
shoppers. Therefore, it is important for us to understand how
to provide more recreational, experiencing, and socializing
functions to meet the needs of diversified online consumers.

Gender Specific Buying Behaviour: Inspite of many
studies being conducted on online shopping based on gender,
till date no study has been conducted emphasizing on one
particular gender buying behaviour-males or females.
Minimization of risks with online shopping. The scarcity of
studies on how to reduce online shopping risks does not meet
the demand of increasing awareness of risks associated with
online shopping. Consumers were more concerned about
attributes of Web sites associated with perceived risks (e.g.,
security of information and vendor reliability) than those
associated with perceived gains (e.g., convenience)
[Bhatnagar and Ghose 2004a], which underlies the
importance of reducing online shopping uncertainty and
risks

References:

Aaker, D. A. (1991). Managing brand equity: capitalizing on
the value of a brand name. New York: Free Press.

Adarsha, 2012. 40% of Internet Users Are Women's In India.
[Online] Available at:

http://www.careerindia.com/news/2012/10/30/40-percent-
of-internet-users-are-womens-in-india-
003122.html [Accessed 6 July 2014].

Ajzen, 1. (1991), “The theory of planned behavior”,
Organizational Behavior and Human  Decision
Processes, Vol. 50, pp. 179-211.

Alreck, P., & Settle, R. B. (2002). Gender effects on Internet,
catalogue and store shopping. Journal of Database
Marketing, 9(2), 150-162.

Www.pbr.co.in



Bae, S. & Lee, T., 2010. Gender differences in consumers'
perception of online Consumer reviews. Springer
Science, pp.201-214.

Comscore. (2012). State of e-Commerce in India.
Comscore,(View date 1 July 2014,
http://www.assocham.org/arb/general/Comscore
%20ASSOCHAM-report-state-of-ecommerce-in-
india.pdf)

Constantinides, E. (2004). Influencing the online consumer's
behavior: The Web experience. Internet Research,
14(2), 111-126.

Conversions on demand, 2014. A Better Way to Stop Cart
Abandonment: Real time Offers, s.1.: Conversions
ondemand.

CRISIL. (2014). e-tail eats into retail. CRISIL
research,(view date: 2 April 2014,
http://www.crisil.com/pdf/research/CRISIL-
Research-Article-Online-Retail-Feb14.pdf)

DAVIES, J., 2013. 70% of people abandon online baskets
prior to purchase prior to purchase. [Online]
Available at:
http://www.thedrum.com/news/2013/07/02/70-
people-abandon-online-baskets-prior-
purchase[ Accessed September 2014].

Ellen Garbarinoa, M. S., 2002. Gender differences in the
perceived risk of buying online and the. Journal of
Business Research, p. 8.

Garbarino, E. & Strahilevitz, M., 2004. Gender differences in
the perceived risk of buying online and the effects of
receiving a site recommendation. Journal of
Business Research, p. 768—775.

Gold, K. (2007), “Tackling the shopping cart abandonment
rate”, available

www.searchmarketingstandards.com

Goldwyn, C. (2002), “The art of the cart; survey results from
a study by Vividence Corporation”, available at:
h t t p : / /
visibility.tv/tips/shopping cart _abandonment
(accessed 17 September2014)

HEAVEY, S., 2013. Women in India, other developing
countries lack in interbet use. [Online] Available at:
http://in.reuters.com/article/2013/01/10/internet-
access-women-india-developing-
idINDEE90902820130110[Accessed 5 August
2014].

Helander, M.G. and Khalid, H.M. (2000), “Modeling the
customer in electronic commerce”, Applied
Ergonomics, Vol. 31 No. 6, pp. 609-19.

www.pbr.co.in

Pacific Business Review International

Jarvelainen, J. (2007). Online purchase intentions: an
empirical testing of a multiple-theory model.
Journal of Organizational Computing, 17(1), 53-74.
36. Khalifa, M., & Limayem, M. (2003). Drivers of
Internet shopping. Communications of the ACM,
46(12),233-239

& Park, J., 2005. A consumer shopping channel
extension model: attitude shift toward the online
store. Journal of Fashion Marketing and
Management, Volume 9, pp. 106-121.

Kukar-Kinney, M. & Close, A. G., 2010. The determinants of
consumers' online shopping cart abandonment..

Journal of the Academy of Marketing Science,
38(2), pp. 240-2540.

Li, H., Kuo, C., & Rusell, M. G. (1999). The impact of
perceived channel utilities, shopping orientations,
and demographics on the consumer's online buying
behavior. Journal of Computer-Mediated
Communication, 5(2), 1-16.

Murphy, G. B. & Tocher, N., 2011. Gender differences in the
effectiveness of online trust building information
cues: An empirical examination. Journal of High
Technology Management Research, pp. 26-35.

Odunlami, I. B., & Ogunsiji, A. (2011). Effect of sales
promotion as a tool on organizational performance:a
case study of sunshine plastic company. Journal of
Emerging Trends in Economics and Management
Sciences, 2(1),9-13.0

Oliver, R.L. and Shor, M. (2003), “Digital redemption of
coupons: satisfying and dissatisfying effects of
promotion codes”, Journal of Product & Brand
Management, Vol. 12 Nos 2/3,pp. 121-34.

Park, J., Yoon, Y. & Lee, B., 2009. The Effect of Gender and
Product Categories on Consumer Online
Information Search. Advances in Consumer
Research, Volume 26, pp. 362-366.

Kim, J.

Pavlou, P.A. (2003), “Consumer acceptance of electronic
commerce: integrating trust and risk with the
technology acceptance model”, International
Journal of Electronic Commerce, Vol. 7 No. 3, pp.
101-34

Qin, Z.,2009. Introduction to E-commerce. s.1.:Springer.

Riquelme, I. P. & Sergio, R.,2014. Is the influence of privacy
and security on online trust the same for all type of
consumers?Electron Markets, pp. 135-149.

Rodgers, S., & Harris, M. A. (2003). Gender and e-
commerce: An exploratory study. Journal of
Advertising Research, 43(3), 322-329.

85



Volume 8, Issue 10, April 2016

Rust, R. T., Zeithaml, V. A., & Lemon, K. N. (2000). Driving
customer equity: how customer lifetime value is
reshaping corporate strategy. New York: Free
Press.)

Shaheen, K. b., 1999. An investigation of Gender
Differences in Online Privacy. JOURNAL OF
INTERACTIVE MARKETING, 13(4), pp. 24-38.

Siemer & Assicoates, 2013. Siemer Ecommerce Report,
Spring 2013, s.1.: s.n.

Stafford, T. F., Turan, A., & Raisinghani, M. S. (2004).
International and cross-cultural influences on online
shopping behavior. Journal of Global Information
Technology Management, 7(2), 70-87.

Strahilevitzb, E. G. &. M., 2002. Gender differences in the

86

perceived risk of buying online and the effects of
receiving a site recommendation. Journal of
Business Research, p. 8.

Sukhi, N. M., 2013. Consumer shopping behaviour on the
Internet: insights From Malaysia. Springer Science,
pp.477-491.

Susskind, A. (2004). Electronic commerce and World Wide
Web apprehensiveness: An examination of
consumers' perceptions of the World Wide Web.
Journal of Computer-Mediated Communication,
9(3), 1-25.

Ulbrich, F., Christensen, T. & Stankus, L., 2011. Gender-
specific on-line shopping preferences. Springer
Science, pp. 181-199.

Www.pbr.co.in



