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Abstract:- 
On-line shopping is a growing phenomenon in the field of E-retailing and is definitely 
going to be the future of shopping in India. Most of the organisations are operating their 
online shopping websites to sell their products/services on-line. Though online 
shopping is operating on large scale outside India, its growth in Indian retailing space, 
which is a large and strategic consumer market, is still at nascent speed with respect to 
global market. The potential growth of on-line shopping has triggered the idea of 
conducting a study on factors affecting consumers attitude towards on-line shopping in 
Himachal Pradesh. The present research paper has used Qualitative and Quantitative 
research methods to study the factors affecting attitude towards online shopping like 
consumers orientations, benefits and risks of online shopping over traditional shopping. 
The data was collected through Questionnaires on a sample of 250 respondents from 10 
districts of Himachal Pradesh. The results of study reveal that on-line shopping in 
Himachal Pradesh is significantly affected by various macroeconomic factors including 
both benefits and risks like privacy, convenience, source, monetary, wider selection, fun, 
homepage, customer service, price. The results of the study could be further used by the 
researchers and practitioners for conducting future studies in the similar area and all 
over India. 
Keywords: - consumer attitude, e-shopping, e-retailing. 
 

INTRODUCTION:- 
Never before have consumers been able to shop from anywhere at anytime with a few 
clicks of their fingers. In fact, online shopping, an unforeseen event only a few years ago, 
has continued to grow. As the online retailing started growing it has created a vibrant 
market space and competition with all other shopping channels. According to Accel 
partner report. India has internet base of around 88.9 million as of August, 2013 and 
India's e-commerce market will grow at a staggering 63% by 2016. The total sales will 
rise from $2 billion to $8.5 billion, riding on booming online retail trends. The survey 
estimates the country's e-commerce market to reach $ 56 billion by 2023, driven by 
rising online retail. The online shoppers will rise from 20 million in 2013 to 40 million 
by 2016 having an increase of 25% in the total number of online shoppers from 2013 to 
2016. Online shopping has challenged traditional retailers and is reshaping consumers' 
shopping habits. As the number of Internet users continues to increase, opportunities 
for online shopping continue to expand as well. Companies also use the Internet to 
convey, communicate and disseminate information, to sell the product, to take feedback 
and also to conduct satisfaction surveys with customers. Customers use the Internet to 

http://www.business-standard.com/search?type=news&q=India
http://www.business-standard.com/search?type=news&q=E-commerce
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buy the product online, to compare prices, product features and post purchase facilities. 
(Angeline G. Close., & Monika Kukar-Kinney, 2010) Creation of effective interactions 
between websites and consumers is one of the main concerns of every e-commerce 
company as a means of ensuring success of the online business. Although many 
researchers have revealed that there are clear similarities between traditional offline 
shopping and online shopping, there may be stark differences as well. For example, as 
defined by these researchers the online consumers are removed from the physical 
location of the store. This results in inherent constraints on the shopping experience 
such as holding a product and closely examining its features. However, they have also 
described what is lacked in the online shopping experience in terms of tactile 
information is made up for in clearly displayed product specifications; products online 
are clearly marked with sometimes overwhelming amounts of information which 
influences consumers’ overall shopping experience (Jisook Park., W. Trey Hill., & 
Jennifer Bonds-Raacke, 2015). The Internet, which has grown exponentially in the past 
decade, has increased in diffusive power and the cross-industry effect. Incentives such 
as convenience, broader selection competitive pricing, greater information access, 
product quality, and time to receive the product are expected to accelerate online 
shopping. The studies concerned with the technology use of online services have taken 
important technology based acceptance models, such as TAM and its many extensions, 
with the trust belief to verify a high level of uncertainty in vendors. Trust belief is an 
important precursor to online consumer forming a psychological belief in online 
retailers. Identification of the factor effecting parameters of consumers’ attitude 
towards online shopping has been a thrust area of past researches. There is a dearth of 
empirical studies examining online shopping in India. The present study aims at 
examining the factors affecting parameters of consumers attitude towards online 
shopping. 

 
LITERATURE REVIEW 
 The important strategic issue that verifies e-company’s credibility and boost e-buyer’s 
trust is the display of policy regarding privacy, refunds, shipping etc., logos of payment 
methods, and communication facilities (e.g. email form, mail address, telephone) with e-
retailer.  Due to the fact that the online commerce is conducted in a virtual environment 
the managers of an e-company should employ privacy and security measures in order to 
ensure company’s assets and shopper’s sensitive information from unauthorized attack 
e.g. hacking, phishing(Angeliki Vos (2014). The consumers’ acceptance of e-shopping 
reveals that trust, perceived risk, enjoyment, and social influence are the concepts most 
often used to adapt the technology acceptance model to e –shopping. the extended 
version of TAM that includes trust, perceived risk, enjoyment, and social influence may 
serve as a good intermediate dispositional model between, on the one hand, the 
properties of the web platform for buying online (e.g., its usability), of the customer 
(e.g., his or her innovativeness, age or gender), and of the e-merchant (e.g., its 
responsiveness) and, on the other, online purchase behavior (John Ingham et al 2015). 
Besides ease of use and usefulness, compatibility, privacy, security, normative beliefs, 
and self- efficacy are included in an augmented TAM. In addition to usefulness and ease 
of use, there are other relevant factors that explain intentions to use B2C online 
commerce. The salient beliefs, consumers’ perception about the compatibility of on-line 
shopping to their lifestyle appears to be a strong predictor of attitude. Specifically, 
compatibility, usefulness, ease of use, and security were found to be significant 
predictors of attitude towards on-line shopping, but privacy was not (Leo R. 
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Vijayasarathy (2003). By applying the widely cited information system model, Theory 
of Acceptance and Use of Technology (UTAUT), by examining the direct effects of 
perceived usefulness, enjoyment, product risk, and Internet usage at home and at 
work on post-adoption purchase intensity using a structural equation modeling 
approach, but also the moderating effects of adoption duration to compare 
hypothesized relationships across groups of early and late adopters. It was revealed 
that factor effects on predicting purchase intensity are different across the groups of 
early and late adopters (Chuanlan Liu, Sandra Forsythe 2011). (Durmuş Yörük et 
al (2011) have found important reasons for consumers not to shop online are online 
security, preference to shop traditional way, prefer to buy by touching and feeling and 
willing to use products immediately. The most important reasons to shop online for 
consumers are being able to get detailed product information, home delivery, 
convenience, product quality and lower prices. Overall results regarding the attitudes of 
consumers toward online shopping are positive.  
Specific studies have highlighted the relative importance of predictor variables such as 
attitude towards the behavior, subjective norms, perceived behavioral control, and 
intention. Also, it extends the theory of planned behavior to young consumers shopping 
over the Internet. Finding indicates that these predictors had a positive effect on 
intentions, meaning that the higher the attitude towards the behavior, subjective norms, 
and perceived behavioral control, the higher the likelihood of a person intending to 
perform the focal behavior (Eda Atilgan-Inan, Bilge Karaca 2011). Some studies have 
used perceived usability, perceived security, perceived privacy, perceived after-sales 
service, perceived marketing mix, and perceived reputation for analysis. Multiple 
regression analysis and Anova is applied to investigate the relationship between the 
independent variables and the dependent variable. There were relationships between 
the perceived usability, perceived security, and perceived privacy, perceived after-sales 
service, perceived marketing mix, perceived reputation and consumers’ attitude to 
adopting online shopping in China. However, only marketing mix and reputation were 
found to significantly influence consumers’ attitude to adopt online shopping (Guo Jun; 
Noor Ismawati Jaafar, 2011). Security of online shopping, prices, and commercial 
credits are primary factors influencing consumers’ purchasing behaviors, and genders 
education levels of consumers, and designs of store are the secondary ones (Li Guo 
2011). From an e-commerce perspective, the understanding of the Theory of Reasoned 
Action (TRA), Theory of Planned Behavior (TPB), and Technology Acceptance Model 
(TAM) could provide a valid basis in explaining and predicting consumers’ intention 
towards adopting an online shopping behavior. Result of path analysis showed that 
trust and attitude had stronger direct effect on online shopping intention, whereas 
utilitarian orientation, convenience, prices wider selection, and income had stronger 
indirect effect on online shopping intention through the attitude towards online 
shopping as mediation. Consumers with positive attitude towards online shopping 
possess a high level of online purchase intention (Narges Delafrooz et al 2011). 
Factors affecting the risk attitude the Correlations of all variables with each other were 
examined using Pearson Correlations coefficients. Exploratory factor analysis was 
conducted for 17 items of the scale using Principal Component Analysis Method. 
Varimax Rotation method was adopted with Kaiser Normalization. It extracted 6 factors 
with an eigen value greater than 1 which explained 66.54 % of the total variance.  
Reliability coefficient for the scale was satisfactory and factor analysis generated 6 
major factors: Monetary, Performance, Time, Source, Social, and Psychological. 
Monetary and performance risks have highest mean scores and social and psychological 
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risks being the lowest. Further T test confirmed that all of these factors had significant 
impact (Suresh A. M., Shashikala R 2011). An Empirical study in the Indian context”. 
In this paper they proposed a model and provided empirical evidence on the impact of 
the website characteristics on trust in online transactions in Indian context. Their study 
provided empirical evidence that trust represents the generic mechanism through 
which website factors increase purchase intention and reduce perceived risk. Online 
stores should use effective implementation of website factors such as information 
design, communication, privacy and security, as a marketing tool by which trust 
towards the website can be created and subsequently enhance purchase intention. 
From this study we found that the Indian customers give the most importance to 
security and privacy to generate trust (Boudhayan Ganguly, Satya Bhusan Dash, 
Dianne Cyr 2009). 
 

RESEARCH METHODOLOGY:- 
To meet the objectives of this study, the researchers used both qualitative and 
quantitative researches. The exploratory study was done through review of existing 
literature that helped in validation and extraction of the important variables and 
factors. A thorough survey of respondents was done using a structured questionnaire. 
Data was collected from primary as well as secondary sources. Primary sources were in-
depth questionnaires whereas secondary sources were journals, news papers, national 
and international publications, internet, personal books and libraries. 
 

SAMPLE SIZE:- 
The sample size for questionnaire was 250. The questionnaire was collected from the 
urban and semi urban areas of Himachal Pradesh taking into account 10 districts and 
leaving 2 districts intentionally as the population percentage of these 2 districts 
constitute just 2 % of the total population. 
 

SAMPLING TECHNIQUE:- 
In this study combination of both types called purposive/multistage sampling is used. 
As the data is nominal so at the first step cluster sampling technique is used as the 
population is divided into clusters of 10 districts. At the second stage the people in the 
same district are reached through electronic means through our convenience who have 
done online shopping, So by using snow ball sampling technique by forming chain 
system the number of samples required from each district were reached. In the last 
stage by using stratified sampling technique the total sample size is divided according to 
the percentage of population of 10 districts. 
Objectives: 
  

The main objective of the study is to find the factors and their parameter affecting  the 
attitude of the consumers towards online shopping in the state of Himachal Pradesh. 
 

STATISTICAL TOOL:- 
To meet the objectives, the data analysis technique used in the study is Multivariate 
Regression and ANOVA. 
 

RESULTS & DISCUSSION:- 
To apply the regression analysis Consumer Attitude towards online shopping of 

Consumer durable has been considered as dependent variable while the eleven major 
macroeconomic variables namely utilitarian, hedonic, convenience, wider selection, 
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price, customer service, fun, homepage, source, monetary and privacy considered as 
independent variables. The basic model may be written as under: 

Consumer Attitude towards online shopping of Consumer durable (CAOSD) = 
f{eleven major macroeconomic variables namely utilitarian, hedonic, convenience, 
wider selection, price, customer service, fun, homepage, source, monetary, privacy)} 
mathematically it can be written as: 

CAOSD = α + β1X1 + β2X2+ β3X3+ β4X4 + β5X5 + β6X6 + β7X7 + β8X8 +   β9X9 + β10X10   + 

β11X11 + e                                                                        (1) 

Where, 

CAOSD = Consumer Attitude towards online shopping of Consumer durable 

X1 = utilitarian, X2 = hedonic, X3 = convenience, X4 = wider selection, X5 = price, X6 = 
customer service, X7 = fun, X8 = homepage, X9 = source, X10 = monetary, X11 = privacy. 

α is constant while βs are coefficients of estimates and e is the error term. 

The overall regression model and its ANOVA table are summarized as under 

 
 

Table:1  Variables Entered/Removedb 

 

Model Variables Entered Variables Removed Method 

1 

privacy, utilitarian, 
convenience, 

customerservice, price, 
source, widerselection, 

fun, hedonic, 
homepage, monetarya 

. Enter 

a. All requested variables entered.  

b. Dependent Variable: attitude  

 
 

Table:2  Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .939a .881 .872 .287 

a. Predictors: (Constant), privacy, utilitarian, convenience, customerservice, price, 
source, widerselection, fun, hedonic, homepage, monetary 
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Table:3   ANOVAb 

Model 
Sum of 

Squares 
Df 

Mean 
Square 

F Sig. 

1 

Regression 90.346 11 8.213 99.407 .000a 

Residual 12.228 148 .083   

Total 102.574 159    

a. Predictors: (Constant), privacy, utilitarian, convenience, customerservice, 
price, source, widerselection, fun, hedonic, homepage, monetary 

b. Dependent Variable: attitude     

    

  It is evident from the Table.3 ANOVA  that P < .05 at 5 per cent level of significance 
which implies that there is a significant association between dependent and 
Independent variables. Therefore it can be stated that the Consumer Attitude towards 
online shopping of Consumer durable depends on utilitarian, hedonic, convenience, 
wider selection, price, customer service, fun, homepage, source, monetary and privacy. 
From Table 2 the coefficient of correlation (R) is 0.939 which shows that there is 93.9% 
percent positive relationship between dependent and independent variables. 100 
percent variation in all the macroeconomic variable may lead to rise 93.9 per cent in 
dependent variable. The value of R2 shows the fitness of model which is 88.1 per cent. 
The adjusted R2 value of .881 indicates that model explains 88.1% of the independent 
variables are responsible for the Consumer Attitude towards online shopping of 
Consumer durable in Himachal Pradesh. The ANOVA table shows the significant F 
values which implies that the model and data are well fitted in determining the 
Consumer Attitude towards online shopping of Consumer durable in Himachal Pradesh. 
Based on the data found in the coefficient table it can be interpreted that the 
independent variables such as utilitarian, convenience, wider selection, price, customer 
service, fun, homepage have a positive impact and direct relationship with Consumer 
Attitude towards online shopping of Consumer durable but the independent variables 
such as hedonic, source, privacy and monetary have a negative impact and inverse 
relationship with Consumer Attitude towards online shopping of Consumer durable.  

     On the basis of following Table. 4 coefficient table following regression model has 
been developed: 

CAOSD = -.988 - .017X1+ .010X2 + .134X3 + .192X4 + .162X5 + .173X6 + .184X7 +  

.208X8 - .212X9 - .208X10 - .196X11  
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The analysis of the Table 4 shows the relationship between Dependent variable and 
each Independent variable. In regression coefficient analysis Beta value of X1 utilitarian 
is .017 which indicate that 100% change in utilitarian leads to -1% change in Consumer 
Attitude towards online shopping in Himachal Pradesh. While the Beta value of X2 
hedonic is -.010 which indicate that 100% change in hedonic leads to 1% change in 
Consumer Attitude towards online shopping in Himachal Pradesh. 

The coefficient of X3 i.e., convenience, is .134 which indicate that a one per cent change 
in convenience leads to .13 per cent change in Consumer Attitude towards online 
shopping in Himachal Pradesh. Beta value of X4 i.e., wider selection, is .192 which 
indicate that a one per cent change in wider selection leads to .019% change in 
Consumer Attitude towards online shopping in Himachal Pradesh. Beta value of X5 i.e., 
price, is .162 which indicate that a one per cent change in price leads to .16% change in 
Consumer Attitude towards online shopping in Himachal Pradesh. Beta value of X6 i.e., 
customer service, is .173 which indicate that a one per cent change in customer service 
leads to .17% change in Consumer Attitude towards online shopping in Himachal 
Pradesh. Beta value of X7 i.e., fun, is .184 which indicate that a one per cent change in fun 
leads to .18% change in Consumer Attitude towards online shopping in Himachal 
Pradesh. Beta value of X8 i.e., homepage, is .208 which indicate that a one per cent 
change in price leads to .20% change in Consumer Attitude towards online shopping in 
Himachal Pradesh. Beta value of X9 i.e., source, is -.212 which indicate that a one per 
cent change in source leads to -.21% change in Consumer Attitude towards online 
shopping in Himachal Pradesh. Beta value of X10 i.e., monetary, is -.208 which indicate 
that a one per cent change in monetary leads to -.21% change in Consumer Attitude 

 
                                                    Table:4  Coefficientsa 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -.988 .239  -4.128 .000 

utilitarian -.017 .024 -.021 -.707 .481 

hedonic .010 .024 .012 .408 .684 

convenience .134 .025 .160 5.321 .000 

widerselection .192 .019 .301 10.188 .000 

Price .162 .022 .220 7.452 .000 

customerservice .173 .022 .230 7.796 .000 

Fun .184 .024 .228 7.674 .000 

homepage .208 .023 .273 9.117 .000 

source -.212 .017 -.353 -12.223 .000 

monetary -.208 .023 -.275 -9.178 .000 

privacy -.196 .021 -.280 -9.513 .000 

a. Dependent Variable: attitude     
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towards online shopping in Himachal Pradesh. Beta value of X11 i.e., privacy, is .-196 
which indicate that a one per cent change in privacy leads to -.19% change in Consumer 
Attitude towards online shopping in Himachal Pradesh. In online shopping, Consumer 
Attitude is positively associated with all independent variables. 

In the above model the beta value of X1 and X2 are very less which doesn’t make any 
significant impact on the change in consumer attitude towards online in Himachal 
Pradesh. Due to 1% impact of X1 and X2 we can neglect these two variables so X3 

becomes X1 , X4 becomes X2 ,…………….. and X11 becomes X9. So, in the final model, the 
independent variables on which consumer attitude towards online shopping in 
Himachal Pradesh depends is  

CAOSD = -.988 + .134X1 + .192X2 + .162X3 + .173X4 + .184X5 + .208X6 - .212X7 - .208X8 - 
.196X9. 

 

CONCLUSION:- 
The results of the identification of the factors affecting parameters for the attitude 
towards online shopping of consumer durable in Himachal Pradesh depict that 9 
independent variable determines or affect the consumers attitude towards online 
shopping in Himachal Pradesh which are described as privacy, convenience, source, 
monetary, wider selection, fun, homepage, customer service, price. The overall results 
prove that the benefits are in higher number than the risks and these 9 variables have 
88% effect in determining the attitude towards online shopping. Online shopping 
retailers can use the relevant variables and factors, identified from the study, to 
formulate their strategies and plans in the country. E- Retailers can prioritize the 
consumer implicit and explicit requirements in online shopping environment. The 
results can also be used by various organizations to identify their target customer 
segments. 
 

PRACTICAL/ MANAGERIAL IMPLICATIONS 
The results of the study can be utilized by practitioners in relooking or revamping their 
strategies for online shopping. Online websites should pay more attention to the risks as 
results prove that the risk factors have negative effect in determining online shopping 
attitude. So companies should devise the policies and strategies to decrease the risk 
factors in future also. This is one of the important studies on online shopping in 
Himachal context because it has included people from diverse backgrounds from 
different areas in Himachal. It includes the random sample of individuals from major 
districts of Himachal Pradesh, which are representatives of whole population of 
Himachal.  
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