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Abstract 
 
Gender is an important variable when attitude is studied in order to 

understand the online consumer behaviour deeply. Still attitude has not 

been explored profoundly to get better revealing results in terms of 

online buying. Also very few studies addressed the gender differences 

in online shopping attitude, There is a dearth of literature available on 

online buying behaviour in Indian context. Considering attitude as a tri-

component construct to contain cognitive, affective and behavioural 

constituents, the present study confirms the existence of the same three 

components. This study focuses on examining the gender differences 

across all three components of attitude to find whether significant 

differences exist or not. This study differentiates the three attitudinal 

components of the model and reveals that the gender differences were 

not found to exist between management students towards online 

buying. The study is of quite importance as the results add to the 

current literature with filling the void at same time in context emerging 

economy like India. 
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Introduction 
 
From our daily lives to commercial transactions between businesses, 

the Internet has deeply impacted and changed the way we do 

business.Use of the Internet for shopping, also called as e-tailing, has 

expanded immensely in recent years and has had a profound impact on 

the shopping process for many consumers around the globe. Internet 

sales continue to rise. In 2006, Internet sales rises to $100bn, showing 

Internet's growth worldwide (Cassis, 2007). According to an e-

commerce survey conducted by US based internet performance 

management company, Dyn, around 52% Indian shoppers prefer online 

store purchases and 89% respondents said they bought more online in 

2015 in comparison to 2014. Behaviour towards a phenomenon is a 

result of combination of factors, however attitude toward online 

shopping isconsidered to be a significant predictor of online shopping 

behaviour (Ahn et al., 2007; Lin, 2007). 
 
College going students specially management students have been 

regarded as the typical profile of the early adopters of online shopping. 

Cassis (2007) posits that college studentsspend hours using the 
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Internet everyday and are most keen in buying online. 

However, as the internet has become more abundant, the 

profile of the online shopper has come to resemble the actual 

representation of population (Stores, 2001). For example, in 

the year 2000 in the USA, women comprised almost 60 

percent of the online shoppers. Another study revealed that if 

number of Internet users is equally divided among the 

genders, more men than women engage in online shopping 

and make online purchases (Rodgers and Harris, 2003). 

Studies examining gender differences have been performed 

on constructs like perceived risk of online buying (Garbarino 

and Strahilevitze, 2004) and technology adoption (Sanchez-

Franco, 2006) but in the context of Western cultures. 

However, there is a dearth of literature regarding 

investigative studies on gender differences in online buying 

attitudes in emerging economies like India. Some authors 

have reported their findings but the overall scenario is 

inconsistent (Cyr and Bonanni, 2005). Studies have 

suggested that there is positive inclination of Indian 

consumers towards E-commerce (Ahmad and Khan, 2015). 

Hence, this study aims to fill this void and examine online 

shopping attitude as a tri component model and probe gender 

differences in the cognitive, affective, and behavioural 

components of online shopping attitude. 
 
Literature Review 
 
Online consumer behaviour is studied widely using attitude 
 
 
 
 
 
 
 
 
 
 
 
 
On the basis of extant literature, following null hypotheses 

were proposed for the study: 
 
H01: Significant differences do not exist between males 

and females in terms of cognitive component of attitude. 
 
H02: Significant differences do not exist between males 

and females in terms of Affective component of attitude. 
 
H03: Significant differences do not exist between 

males and females in terms of behavioural component 

of attitude. 
 
Methodology 
 
Survey participants 
 
Data was collected from 110 respondents in the form of 

paper and pencil surveys. Of these, 12 were eliminated 

 
 
surveys. Frameworks in consumer behaviour are available 
that can measure the attitude of respondents (Schiffman 
and Kanuk, 2000). Theory of reasoned action revealed the 
importance of attitude (Ajzen and Fishbein, 1980). Males 
have long been associated with computers while females 
have often been showed as not so linked with internet and 
technology; research has also revealed that that men's 
attitude stay more or less the same while shopping online 
whereas women's attitude can change in a considerable 
manner (Dittmar et al., 2004). Authors have tested 
whether gender difference exist on various psychological 
aspects related to online consumer behaviour like website 
trust and e-loyalty (Cyr and Bonanni, 2005), online 
shopping environment (Chang et al., 2005). Still results 
depicting relationships between attitude and online 
shopping are not collectively consistent across all the 
studies (Glassberg et al.,2006). Some researchers posit 
that the cause of fluctuations might be due to the cognitive 
component of the attitude while others proposed that 
affective component can be one of the causes for the 
deviations. Taking a cue from Breckler (1984) who 
suggested that attitude can be classified into cognitive, 
affective and behavioural component with a purpose of 
studying attitude deeply, we tried to study the effect of 
these three components on online buying behaviour. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
based on incomplete responsesresulting in a sample of 98 

final responses. For more accurate valuations of consumers' 

attitude about online shopping, respondents were asked to 

give responses on the attitude that developed upon visiting 

the shopping site so that it was ensured that the attitude is 

based on online shopping (Bruner & Kumar, 2002). 
 
Respondents were students enrolled in a Business 

Administration course at a premier institute near capitalcity 

of the country.Management students were selected because 

they are heavy buyers of clothing and other products 

representing the future of e-commerce (Ossorio, 1995; 

Silverman, 2000; Case and King, 2003). There were 

approximately 58 % male and 42 % female post graduate 

respondents in the final sample (See Table 1). 
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Questionnaire design 
 
Following instructions and demographic questions, 
respondents completed Likert-type attitude items (using a 
five-point scale) whereby “1” Strongly Disagree and “5” 
indicates Strongly Agree” responds. Rating 3 is for 
respondents who feel they are just “Not Sure” with 
statements. Questionnaire comprises of nine statements to 
measure attitude of management students who shop 
online. The scale is based on the concept of tri component 
model for attitude formation and the items were adopted 
from Hassan (2010). 
 
Results 
 
Exploratory factor analysis 
 
Exploratory factor analysis (EFA) was carried out to confirm 

the existence of affective, cognitive and behavioural 

components of attitude formation towards online shopping. 

Table 2 presents the results of the EFA and reliability 

analyses. All the items in the analysis, showed high loadings 

(>0.70) except one itemon their intended 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
factors. Cronbach alpha was also calculated to evaluate 
the reliability of the variables considered for the research. 
All the constructs were found to be reliable having a value 
more than 0.60.The KMO measure of sampling adequacy 
for the items was 0.83 (that is > 0.6), indicating sufficient 
inter-correlations of the Bartlett's Test of Sphericity, 
which was found to be significant (Chi-square = 397.216, 
p < 0.005).The univariate normality of the skewness and 
kurtosis values are calculated tomeasure the normality of 
the data. Researchers have suggested the value should lie 
within the range of ±3 (Churchill, 1995). In this study, all 
the values of skewness were falling in the acceptable zone 
as the values were between 0.035 and -0.684. The values 
of kurtosis were between 0.665 and -0.51. Hence all the 
items had univariate normal distributions. 

 
 

 
42 www.pbr.co.in 



Pacific Business Review International 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Hypothesis testing results, H01, H02  and H03failed to be rejected. For the two 

genders, across the three attitudinal components, the results 
In order to test hypotheses H01-H03, independent samples t- 

supported the considered hypotheses. 
test was applied on the genders in terms of their attitudinal 
components towards online shopping. Based on the t-test 
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Discussion 
 
Results of this study validate and confirm the components 
which contribute in the overall formation of online buying 
attitude with respect to management students namely 
cognitive, affective and behavioural components. Gender 
difference was also examined for all the three underlying 
components to test whether significant dissimilarities exist 
or not in the perceptions of these students. Exploratory 
factor analysis revealed the existence of cognitive, 
affective and behavioural constituents of online buying 
attitude and helps in distinguishing the three components 
to extend the past studies on online shopping attitude to 
online buying behaviour. 
 
Significant differencewere not found to exist between males 

and females with respect to the cognitive, affective and 

behavioural online shopping attitudes suggesting the 

consistency in the attitude of management students towards 

online buying. The results contradict findings of Sherman et 

al., (2000), but supports the report that the gender gap in 

internet shopping for products and services is declining 

(Department of Commerce, 2002; Sky News, 2002;Pew 

Internet and American Life, 2003).Authors posit that there 

exist gender differenceson various aspects related to online 

shopping but to the best of authors knowledge gender 

differences in the online buying behaviour of college going 

students specially management students were never been 

explored in Asian context. The cause of difference the might 

be allocated to the culture difference or the acceptance of 

technology at a later rate in Asian countries. 
 
Limitations and Future Research Directions 
 
Every study is prone to some limitations and biases. This 

study has few limitations that are recognized while 

undergoing the analysis and interpretation of results. First, 

the sample elements comprise of management college 

student subjects, which may not be actual representative of 

the population of online buyers. However employing 

management students as sample elements is widely accepted 

and operationalized in various researches across different 

cultures(Ahuja et al.,2003).While we are confident of 

application and extension of our findings to other population, 

still there are chances of limited generalizability. Also the 

data was collected in India; generalizability of results to other 

nations might be limited due to cultural differences in their 

purchase behaviours. Third, this study did not measured 

actual buying behaviour. However the limitations do not pose 

any problem to the worth of the findings as the results are of 

great importance supported by empirical studies in the field 

of consumer behaviour instead add to the wealth of literature. 

 
Online buying behaviour is a vast field for research and the 

pattern changes with time and this study is a small part of 

 
 
consumer buying attitude. Still several worthy areas of 

research for future developed after the conclusion of this 

research. A regression analysis can be done in order to find 

out which component of attitude is more significant and 

possess weightage in explaining online buying behaviour of 

online shoppers. Also the attitude formation can be studied 

and even gender differences can be examined on a sample 

possessing different demographic characteristics as online 

shopping does have an effect on age, income (Porter and 

Donthu, 2006).Researchers can also use various other 

techniques focus group interviews and qualitative methods to 

examine the relationship between attitude and consumer 

buying behaviour in the context of online buying. Also actual 

buying behaviour can be measured due to growing use of 

online shopping in all products and services. 
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