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PERCEPTION OF ONLINE SHOPPING BETWEEN URBAN
AND RURAL SHOPPERS IN HARYANA

Kanwaljeet”

ABSTRACT

Haryana is a fast growing state in terms of economy, education, infrastructure and urban centers. Even in
rural areas residents are getting more or less equal facilities. Internet facilities have been extended in
remote rural villages. This paper tries to find out the impact of internet on online shopping in rural and
urban areas. The main objective is to identify attitude of the people towards the hopping through internet
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INTRODUCTION

Only 3.1 percent of total houses have Internet access in India. That is what 2011 Census data for
Communication in India says. After one year of conducting the census, the census board have released the
communication in India data. According to this, the census covered 24,66,92,667 (246.7 million) houses
in India and found only 76,47,473 (3.1%) of this houses use Internet. In Haryana according to this census
13.2 per cent (population has access to computer and out of that only 5.3 per cent computer users have
internet facility. Only these users use their internet for online shopping in the state.

Shopping via Internet or e-commerce has gained tremendous growth since many years. It is well known
to most of the businessmen that online business- to -consumer transactions is increasing annually very
rapidly. According to ACNielsen (2007), more than 627 million people in the world have shopped online.
Forrester (2006) research estimates e-commerce market will reach $228 billion in 2007, $258 billion in
2008 and 288 hillion in 208 in 2009. By 2010 e-commerce will have accounted for $316 billion in sale or
13 per cent of overall retail sales. ACNielsen also reported that across the globe, the most popular items
purchased on the Internet are books(34 per cent), followed by videos/DVDs/games (22 per cent), air
tickets/ reservations (21 per cent) and clothing/ accessories/ shoes (20 per cent).

US online population will increase nearly 50 per cent from 147.5 million in 2001 to 335 million by 2015.
And online retail sales will grow from US$ 47.8 billion in 2002 to $ 180 billion in 2015. Similarly, WIPO
(2007) cited that about 10% of the world’s population in 2002 was online, representing more than 605
million users. Much research has been concentrated on the online shopping in the world. However, there
is still a need for closer examination on the online shopping buying behaviour in developing countries
like India. While both established and new, large and small scale businesses are now using the Internet as
a medium of sales of their products and services (for example Dell computer, Amazon.com, in the
world and jobstreet.com, rediff.com). Still there is a huge research gap that exists not only
between countries, especially between developed and developing countries, which may
differ significantly between countries (Stieglitz, 1998; Shore, 1998; Spanos et al.,, 2002) that
limit the generalization of research results from developed countries to developing country
contexts (Dewan and Kraemer, 2000; Clarke, 2001). Shore (1998) and Stiglitz (1998) reported that
implementation of information system depend on specific social, cultural, economic, legal and political
context, which may differ significantly from one country to another country. Dewan and Kraemer (2000)
and Clarke (2001) argued in their study that findings from developed countries are not
directly transferable to developing countries. Thus, this research is needed for non-transferability of
findings from research in developed countries like India, China, Brazil etc and also for the improvement
of understanding of the determinants of online shopping in developing countries. Online
shopping holds a great potential for youth marketers. According to VVrechopoulos et al. (2001) youth are
the main buyers who used to buy products through online. Dholakia and Uusitalo (2002) study examined
the relationship between age and Internet shopping; found that younger consumers reported more linen to
the online shopping. Another study by Sorce et al. (2005) found that younger consumers searched for
more products online and they were more likely to agree that online shopping was more convenient.
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OBJECTIVE OF THE STUDY

1. To know the demographic profile of the customers and its impact if any on the
online buying.
2. To know the factors affecting the perception of online buyers.

REVIEW OF LITERATURE

Many studies have been conducted by various scholars regarding the perception of consumers towards the
online shopping. Davis (1993) in his study reveals that consumers’ perception toward Internet
shopping first depends on the direct effects of relevant online shopping features. Reinhardt and
Passariello, (2002) forecasted that online sales are expected to exceed $36 billion in 2002, and grow
annually by 209 percent to reach $81 billion in 2006. Benedict et. Al (2001)
perceptions towards online shopping depends on ease of use, usefulness, and enjoyment, but also by
exogenous factors like consumer traits, and previous online shopping experiences, Dabholkar and
Bagozzi et al, (2002) O’Cass and Fenech, (2002); Childers (2001) and Davis, (1993) found that if
more attractive online stores were developed they will lead to change the perception of the consumers
towards the online hopping.

Menon and Kahn, (2002); Childers et al., (2001); Mathwick et al., and (2001) concluded
that Online shopping is a function of easiness in use and customer’s satisfaction. hedonic dimensions like
“enjoyment by including both utilitarian and hedonic dimensions, Burke et al.,(2002) found some
exogenous factors responsible for online shopping i.e. situation, product quality and previous online
experience.

Shergill and Chen (2005); Phau and Poon( 2002); Jarvenpaa and Todd, (1997); George, (2002a);
George, (2004b); Ward and Lee, (2000); Hellier et al., (2003), Ranganthan and Ganapathy (2002);
Kin and Lee (2002) identified the factors that were found to be significant in online shopping namely,
overall website quality, commitment, customer  service and web security. Turban et al.
(2002) argue that elegant design of web site will serve better to its intended audiences. Choobineh
(1998) suggested that trust in the Internet business is necessary, but not sufficient, for an
Internet buying behaviour to take place. The consumer must also trust the transaction medium  for
online shopping.

HYPOTHESES

H1 Perception of urban and rural shoppers is not identical.

H2 Perception of online shoppers is independent of his educational qualification and gender.
RESEARCH METHODOLOGY

The data for the study is gathered through a structured questionnaire circulated among 200 respondents
which are internet users. 100 respondents are included from urban centers and 100 from rural areas. The
first part of the questionnaire included questions about their demographic profile like sex, age,
education and income followed by Internet usage habits of the respondents such as where do they access
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the Internet, how frequent they browse Internet, how much time they spent, purposes for
Internet use and how frequent the respondents buy products through online. The second part consisted of
guestions measuring all the variables including two questions which are used to measure the online
shopping. All the questions are utilizing on a Likert scale ranging from 1= strongly disagree to 6 =
strongly agree. Chi- square statistical analysis is used for testing the hypotheses. Chi-square test of
independence is a test of significance that is used for discrete data.

ANALYSIS OF THE RESULT
The following Table shows the profile of the respondents.

Table 1. Age Profile of the Respondents

Respondent | No. of respondents Percentage
< 20 years 20 10

20-30 years | 144 72.0

30-40 ears |30 15.0

>40 6 3.0

Total 200 100.0

Table 2. Haryana: Gender Profile

Gender Frequency Percentage
Male 135 67.5
Female 65 33.5
Total 200 100

Table 3. Educational Qualification

Qualifications | Frequency | Per cent
Intermediate 26 13.0
Graduate 70 35.0
Post Graduate 86 43.0
Others 18 9.0
Total 200 100.0
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Table 4. Month Income

Income (RS) Frequency Per cent
<5000 10 5.0
5000-10,000 30 15.0
10000-15,000 68 34.0
15,000-20,000 32 16.0
20,000 and above 60 30.0
Total 200 100

The above Tables shows that from the respondents 68 per cent are males and 32 per cent are
females. As far as age of the respondents are concerned 72 per cent are between 20 -30 years followed by
the age group of 30-40 years comprising 15 per cent. In context of the educational qualifications 78 per
cent of the total respondents are post graduates and graduates and remaining 22 per cent are intermediate
and others. 34 per cent of the respondents are in the income group of Rs 10,000- 15,000 followed by the
income group of more than Rs20,000, Rs15,000-20,000 and Rs5000 -10,000 respectively.

Hypothesis H1—Perception of urban and rural shoppers is not identical

Table 5 Urban and Rural Respondents

Gender Urban Rural
>20 | 20-30 | 30-40 | <40 | Total | >20 | 20-30 | 30- <4 | Total
40 0
Male 18 38 22 5 83 45 | 28 8 5 86
Female | 4 6 5 2 17 3 6 4 1 14
Total 22 44 27 7 100 |48 |34 12 6 100

To test whether the urban and rural samples have the similar habits of online shopping, chi-
square test is conducted.

Table 6 chi-square Test for Urban and Rural Respondents

Value Df Sig. (2 tailed)
Pearson Chi-Square 4.347 3 .002

The analysis reveals that the calculated value is 4.347. As the P —value with two tailed
significance level is found to be .002. Hence, hypothesis is accepted at 5 per cent level of significance. It
is clear that perception of online shopping is independent of urban and rural segments.

H2: Perception of online shoppers is independent of education qualification and gender.
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Table 7. Educational Qualifications and Gender

Gender Educational Qualifications Total
Intermediate | Graduate Post Graduate Others

Male 30 65 32 8 135

Female 24 31 8 2 65

Total 54 96 40 10 200

To test whether the educational qualifications and gender have significant impact on online shopping, the
same statistical chi-square test is applied.

Table 8. Chi-Square Test for Educational Qualifications and Gender

Value Df Sig. (2 tailed)

Pearson chi-square 12.21 3 .000

The analysis shows that the calculated value is 12.21. The P value at two tailed significance level is less
than the calculated value. Therefore, the hypothesis is rejected at 5 per cent level of significance. It
indicates that the perception of online shoppers is not independent of educational qualifications and
gender.

COCLUSIONS

Study manifests that the perception of online shoppers is independent of their residence. Both the
respondents either from urban or rural segment are using internet. It is observed that most of the rural
respondents are using internet service in cities for the online shopping. Similarly, the second hypothesis
reveals that educational qualifications and gender have significant impact on the online shopping. Higher
educational qualifications and male shopper have high perception of online shopping in both urban and
rural areas of Haryana.

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [®]JIIREEELE as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Management, IT and Engineering
http://www.ijmra.us



i LIMIERERTTT VI SSN : 2249-0558

References

1. Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Saywer, A. and Wood, S,
(1997)“Interactive Home Shopping: Consumer, Retailer, and Manufacturers Incentives to
Participate in Electronic Marketplaces”, Journal of Marketing, Vol. 61, No. 3: 38-53.

2. Anderson, J. C. and Narus, J.A., (1990)“A Model of Distributor Firm and Manufacturer Firm
Working Relationships”, Journal of Marketing , 54, No. 1: 42-58.

3. Baty, J.B. and Lee, R.M.,(1995) “Intershop: Enhancing the vendor/customer dialectic in
electronic shopping”, Journal of Management Information Systems , Vol. 11, No. 4: 9-31.

4. Bearden, W.O. and Teel, J.E.,(1983) “Selected Determinants of Consumers Satisfaction and
Complaint Reports”, Journal of Marketing Research , Vol. 20, No. 1: 21-28.

5. Butler, P. and Peppard, J.,(1998) “Consumer purchasing on the Internet: Process and
Prospects”, European Management Journal, VVol. 16, No. 5: 600-610.

6. Chen, Q., Clifford, S.J. and Wells, W.,(2000) “Attitude Toward the Site: New Information”,
Journal of Advertising Research, Vol. 42, No. 2: 33-45.

7. Churchill, G.A. and Surprenant, C.,(1982) “An Investigation into the Determinant of Customer
Satisfaction”, Journal of Marketing Research , VVol. 19, No. 4: 491-50.

8. Cronbach, L.J., (1951)“Coefficient Alpha and the Internal Structure of Tests”, Psychometrika,
Vol. 16, No. 3: 297-334.

9. Culnan, M.J.(1999) Georgetown Internet Privacy Policy Survey, “Report to the Federal Trade
Commission”, <http://www.msb.edu/faculty/culnanm/gippshome.html

10. Dholakia, U.M. and Rego, L.L.,(1998) “ What makes commercial web pages popular: An
empirical study of online shopping”, Proceedings of 32nd Hawaii International
Conference on System Sciences, held on 5-8 January 1999 at Hawaii by Institute of
Electrical and Electronics Engineers (IEEE).

11. East, R, (1997)Consumer Behavior:  Advances and Applications in Marketing.
London: Prentice Hall.

12. Eighmey, J.,(1997) “Profiling user responses to commercial Web sites”, Journal of Advertising
Research, Vol. 37, No. 3: 59-66.

13. Engel, J.F., Blackwell, R.D. and Miniard, P.W.,(1990) Consumer Behavior. Chicago: Dryden
Press.

14. Ganesan, S.,(1994) “Determinants of Long-Term Orientation in Buyer-Seller Relationships”,
Journal of Marketing, Vol. 58, Journal of Electronic Commerce Research, VOL. 6,
NO.2, 2005 Page 93 No. 2: 1-19.

15. Gauzente, C., (2004) “Web merchants’ privacy and security statements: How reassuring are
they for consumers? A twosided approach”, Journal of Electronic Commerce Research ,

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [®]JIIREEELE as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Management, IT and Engineering
http://www.ijmra.us



February
2014

I MIERET VR SSN : 2249-0558

Vol.5, No.3: 181-198.

16. GVU (Graphic, Visualization and Usability Centre), (1998) “The GVU's Ninth WWW
User Survey Report® Graphic, Visualization and Usability Center, Georgia Tech
Research Corporation.

17. Greenberg, P.A.(2002), “B2B E-Commerce: The Quiet Giant”, E-Commerce
Times, http://ecommercetimes.com downloaded on 14 September 2002, 2000.

18. Hair, J.F., Anderson, R.E., Tatham, R.L. and Black, W.C.,(1995) Multivariate Data Analysis
(4th Edition). New Jersey: Prentice Hall.

19. Ho, C.F. and Wu, W.H., (1999) “Antecedents of Customer Satisfaction on The Internet:
An empirical study of online shopping”, Proceedings of 32nd Hawaii International
Conference on System Sciences, held on 5-8 January 1999 at Hawaii by Institute
of Electrical and Electronics Engineers (IEEE).

20. Hoffman, D.L. and Novak, T.P.,(1996) “Marketing in Hypermedia Computer-Mediated
Environments: Conceptual Foundations”, Journal of Marketing , Vol. 60, Vol. 3: 50-68.

21. Hoffman, D.L., Novak, T. P. and Peralta, M., (1999) “Building consumer trust online”,
Communications of the ACM, Vol. 42, No. 4: 80-85.

22. IDC (International Data Corporation),(2002) IDC Research Report, International Data Corp ,
(www.idc.com), downloaded on 28 September.

23. IDC, (International Data Corporation),(2004) IDC Research Report, International Data Corp ,
(www.idc.com), downloaded on 30 June.

24. Jarvenpaa, S.L. and Todd, P.A., (1997) “Consumer Reactions to Electronic Shopping on the
World Wide Web”, International Journal of Electronic Commerce , Vol. 1, No. 2: 59-88.

25. Jarvenpaa, S.L., Tractinsky, N. and Vitale, M.,(2000) “Consumer Trust in an Internet Store”,
Information Technology and Management, Vol. 1, No. 1: 45-71.

26. Kim, D. and Benbasat, I.,(2003) “Trust-related arguments in internet stores: A framework for
evaluations”, Journal of Electronic Commerce Research , Vol.4, No.2: 49-64.

27. Kini, A.. And Choobineh, J.,(1998) “Trust in electronic commerce: Definition and theoretical
considerations”, Proceedings of the 31st Hawaii International Conference on System
Sciences, pp.51-61.

28. Koufaris, M., Kambil, A.. And LaBarbera, P.A.,(2002 “Consumer Behavior in Web-Based
Commerce: An Empirical Study”, International Journal of Electronic Commerce , Vol.
6, No. 2: 115-138.

29. Li, H., Kuo, C. and Russell, 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 , Vol. 5, No. 2: 2-25.

30. Lohse, G.L., Bellman S. and Johnson, E. J.,(2000) “Consumer Buying Behavior On The

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [®]JIIREEELE as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Management, IT and Engineering
http://www.ijmra.us



February
2014

I MIERET VR SSN : 2249-0558

Internet: Findings from Panel Data”, Journal of Interactive Marketing , Vol.14, No. 1: 15-29.

31. Lohse, G.L. and Spiller, P., (1998)“Electronic shopping: How do customer interfaces produce
sales on the Internet?”, Communications of the ACM, Vol. 41, No. 7: 81-87.

32. Lohse, G.L. and Spiller, P.,(1998) “Quantifying the effect of user interface quality features on
cyberstore traffic and sales”, CHI 1998 Conference Proceedings, Los Angeles.

33. Luarn, P. and Lin, H.,(2003 “A customer loyalty model for E-service context”, Journal of
Electronic Commerce Research, VVol.4, No.4: 156-167.

34. Mathwick, C.,(2002) “Understanding the Online Consumer: A Typology of Online Relational
Norms and Behavior”, Journal of Interactive Marketing , Vol.16, No. 1: 40-55.

35. Mayer, R.C., Davis, J.H. and Schoolman, F.D.,(1995) “An Integrative Model of Organizational
Trust”, Academy of Management Review, Vol. 20, No. 3: 709-734, 1995.

36. McAllister, D.J.,(1995) “Affect-and-Cognition-Based  Trust as  Foundations  for
Interpersonal Cooperation in Organizations”, Academy of Management Journal , Vol. 38, No. 1:

24-59.

37. McDaniel, C. and Gates, R.,(2002) Marketing Research: The Impact of the Internet
(5th Edition). US: South-Western.

38. META Group, “The 2001 World E-Commerce and Internet Market Report (WECIM)”,

META Group Inc.
39. Nielsen//NetRatings,(2001) “Global Internet Trends Report”, Netratings, Inc ., 2001.

40. Novak, T.P., Hoffman, D.L. and Yung, Y.F.,(2004) “Modeling the Structure of the Flow
Experience Among Web Users: A Structural Modeling Approach”, Paper presented at the
Association for Consumer Research Conference.

41. Nunes, P.F.,(2001) “Marketing: Dazed and Confused”, Outlook Journal, No. 1, 41-47.

42. Oliver, R.L.,(1980) “A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions”, Journal of Marketing Research , Vol. 17, No. 4: 460-469, 1980.

43. Peterson, R.A., Balasubramanian, S. and Bronnenberg, B. J.,(1997) “Exploring the implications
of the Internet for consumer marketing”, Journal of the Academy of Marketing Science ,

Vol. 25, No. 4: 329-346.

44. Ranganathan, C. and Ganapathy, S.,(2002) “Key dimensions of business-to-consumer web
sites”, Information and Management, Vol. 39, No. 6: 457-465.

45. Rice, M.,(1997) “What makes users revisit a web site”, Marketing News , Vol. 31, No. 6: 23.

46. Schiffman, L., Bednall, D., Cowley, E., O’Cass, A., Watson, J. and Kanuk, L., (2001)
Consumer Behavior (2nd edition). Australia: Prentice Hall.

47. Schurr, P.H. and Ozanne, J.L.,(1985) “Influences on Exchange Processes: Buyers'

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [®]JIIREEELE as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Management, IT and Engineering
http://www.ijmra.us



i LIMIERERTTT VI SSN : 2249-0558

preconceptions of a Seller's Trustworthiness and Bargaining Toughness”, Journal of
Consumer Research, Vol.11, No. 4: 939-95.

48. Srinivasan, S.S., Anderson, R. and Ponnavolu, K.,(2006) “Customer Loyalty in E-commerce:

49.

50.

51.

52.

53.

54.

55.

an Exploration of its Antecedents and Consequences”, Journal of Retailing , Vol. 78, No.
1: 41-50.

Statistics New Zealand, “Report of Census 20017, Statistics New Zealand,( 2002). Taylor
Nelsen Sofres, “TNS Annual Report”, Taylor Nelson Softes.

Tedeschi, B.,(2002) “E-commerce Report: Though there are fewer Internet users, experienced
ones, particularly the middle aged, are increasingly shopping online”, The New York
Times, March 4, 7.

Vellido, A., Lisboa, P.J.G. and Meehan, K.,(2008) “Quantitative characterization and
prediction of on-line purchasing behavior: A latent variable approach”, International
Journal of Electronic Commerce , Vol. 4, No. 4: 83-104.

Wilkie, W. L., Consumer Behavior (3rd Edition)(1994) New York: John Wiley and
Sons.

Winer, R.S., Deighton, J., Gupta, S., Johnson, E., Mellers, B., Morwitz, V., O'Guinn, T.,
Rangaswamy, A. and Sawyer, A.,(1997) “Choice in Computer Mediated Environments”,
Marketing Letter, Vol. 8, No. 3: 287-296.

Wolfinbarger, M. and Gilly, M.C.,(2002) “.comQ: Dimensional zing, Measuring and Predicting
Quality of The E-tail Experience”, CRITO, University of California.

Zuckerman, M., Sensation Seeking: Beyond the Optimal level of Arousal. Hillsdale, NJ,(1997)
Lawrence Erlbaum Associates.

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at: Ulrich's Periodicals Directory ©, U.S.A., [®]JIIREEELE as well as in Cabell’s Directories of Publishing Opportunities, U.S.A.

International Journal of Management, IT and Engineering
http://www.ijmra.us



