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 Abstract 

Internet iiis iicommonly iiusing iifor iionline iishopping. iiOnline iishopping iirefers iito iithe iishopping iibehaviour 

iiof iiconsumer iiin iian iionline iistore iior iia iiwebsite iiused iifor iionline iipurchasing iipurpose ii(Monsuwe iiet 

iial. ii2004). iiThe iiincreasing iiuse iiof iiinternet iiin iiIndia iiprovides iia iideveloping iiview iifor iionline 

iishopping. iiIf iiE-marketers iiknow iithe iifactors iiaffecting iionline iibehaviour, iiand iithe iirelationship iibetween 

iithese iifactors iiand iithe iitype iiof iionline iibuyers, iithen iithey iican iiadditional iidevelop iitheir iimarketing 

iistrategies iito iiconvert iipotential iicustomers iiinto iilively iiones, iiwhile iiretaining iiexisting iionline iicustomers. 

iiThis iistudy iiinvestigated iithe iirelationships iiof iidemographic iifactors ii(age, iimarital iistatus, iigender, 

iioccupation) iiwith iionline iiperception iiof iiteacher iiand iistudents iiof iiChaudhary iiDevi iiLal iiUniversities, 

iiSirsa iiof iiHaryana ii(India). iiThis iistudy iiadopted iian iiex-post iifacto iisurvey iiresearch iidesign iiwhere 

iiquestionnaire iiinstruments iiwere iiused iito iicollect iidata iifrom iithe iirespondents iion iithe iistudied iivariables. 

iiA iisample iiof ii150 iiwere iicollected iiinclude100 iistudents iiand ii50 iiteacher. 

 ii ii ii ii ii ii ii ii ii ii 

Keyword: ii iiAge,Gender,Marital iiStatus,education,occupation. 

  

Introduction ii 

 

Online iishopping iiis iithe iiprocess iiwhereby iiconsumers iidirectly iibuy iigoods iior iiservices iifrom iia iiseller iiin 

iireal-time, iiwithout iiintermediary iiservice, iiover iithe iiInternet. iiIt iiis iia iiform iiof iielectronic iicommerce. iiAn 

iionline iishop, iieshop, iie-store, iiInternet iishop, iiweb iishop, iiweb iistore, iionline iistore, iior iivirtual iistore 

iievokes iithe iiphysical iianalogy iiof iibuying iiproducts iior iiservices iiat iia iibricks-and iimortar iiretailer iior iiin 

iia iishopping iicentre. iiThe iiprocess iiis iicalled iibusiness-to-consumer ii(B2C) iionline iishopping. iiWhen iia 

iibusiness iibuys iifrom iianother iibusiness, iiit iiis iicalled iibusiness-to-business ii(B2B) iionline iishopping. 

Online iicontracts iiare iiclassified iias iidistance iicontracts, iiwhich iimeans iithat iithe iitrader ii(service iiprovider, 

iiseller) iiand iithe iiconsumer ii(natural iiperson iiwho iiis iiacting iifor iipurposes iiwhich iiare iioutside iihis iitrade, 

iibusiness iior iiprofession), iiin iilack iiof iitheir iisimultaneous, iiactual iiand iiphysical iipresence iienter iiinto 

iicontract iinot iiby iimeeting iiin iiperson ii(e.g. iiin iicommercial iipremises, iimarket, iiopen-air iimarket, iivia 

iitrade iiagent iietc.), iibut iionly iiin iian iielectronic iiway. 

 

Literature iireview iion iidemographic iifactors iiof iiTeacher iiand iistudents. 

 

Literature iirelated iito iithe iiperception iiof iiteacher iiand iistudents iishows iia iinumber iiof iivariables. iiSome iiof 

iithese iiare; iigender, iiage, iimarital iistatus iiand iioccupation iiused iias iidemographic iivariables. ii 

Nazir iiet iial. ii(2012) iianalysed iithat iimost iiof iithe iipeople iialready iishopping iiand iiprefer iito iimake iitheir 

iipurchase iionline iibut iithere iiare iisome iifactors iisach iias iipsychological iifactors, iisocial iifactors,emotional 

iifactors iiand iithe iiprivacy iifactors iiwhich iiaffect iithe iibuyer iiattitude iiof iionline iipurchase. iiThe iimain 

iiobjective iiof iithe iiresearch iiwas iito iistudy iiespecially iiwhat iiare iifactors iiaffecting iithe iiconsumer iidirectly 

iifor iionline iishopping. iiFor iithis iipurpose iia iisurvey iiwas iiconducted iiand iithe iiquestionnaires iiwere 

iidistributed iiamong iithe iistudents iiof iidifferent iiuniversities iiand iigeneral iipublic. iiIn iitheire iistudy iifound 

iithat iithe iiprotection iiof iiprivacy iiand iisecurity iiare iimajor iiproblems iithat iieffect iithe iibehavior iiof iithe 

iipopulation iito iibuy iionline. 
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Zuroni ii& iiLing ii(2012) iiexamined iithe iifactors iiinfluencing iiconsumers’ iiattitude iitowards iie-commerce 

iipurchases iithrough iionline iishopping. iiThe iistudy iialso iiinvestigate iihow iisocio- iidemographic ii(age, 

iiincome iiand iioccupation), iipattern iiof iionline iibuying ii(types iiof iigoods, iie- iicommerce iiexperience iiand 

iihours iiuse iion iiinternet) iiand iipurchase iiperception ii(product iiperception, iicustomers’ iiservice iiand 

iiconsumers’ iirisk) iiaffect iiconsumers’ iiattitude iitowards iionline iishopping. iiConvenience iisampling iimethod 

iiwas iiconducted iiin iithis iistudy iiand iithe iisample iicomparison iiof ii100 iirespondents iiin iiTaman iiTawas 

iiPermai, iiIpoh. iiData iiwere iicollected iivia iiself-administered iiquestionnaire. iiResearch iifound iithat iimore 

iithan iihalf iiof iirespondents iihave iimedium iilevel iiof iiattitude iiand iipurchase iiperception iitowards iionline 

iishopping. iiThe iistudy iishowed iithat iithe iiage iiof iithe iirespondents iido iinot iihave iieffect iion iiconsumers‟ 

iiattitude iito iimake iie-commerce iipurchases iithrough iionline iishopping. iiThey iialso iifound iithat iithe 

iioccupation iiof iithe iirespondents iido iinot iihave iieffect iion iiconsumers‟ iiattitude iito iimake iie-commerce 

iipurchases iithrough iionline iishopping. iiFurthermore iifound iithat iiincome iihas iieffect iion iiconsumers‟ 

iiattitude iito iimake iie-commerce iipurchases iithrough iionline iishopping. ii 

Nagra ii& iiGopal ii(2013) iiexamined iithat iithe iiimpact iiof iidemographic iifactors iiof iiconsumers iion iionline 

iishopping, iifuture iipurchase iiintention, iifrequency iiof iionline iishopping,numbers iiof iiitems iipurchased iiand 

iioverall iispend iion iionline iishopping. iiThe iidata iiwas iicollected iithrough iiquestionnaire.The iiresult iiof iithe 

iistudy iirevealed iithat iionline iishopping iiin iiindia iiis iisignificantly iiaffected iiby iivarious iidemographic 

iifactors iilike iiage, iigender, iimarital iistatus, iifamily iiincome iiand iisize.They iisuggested iithat iionline iiwebsite 

iishould iiconcentrate iimore iito iithe iifemale iisegments iias iicompared iito iimen. iiOnline iiretailer iishould iialso 

iilook iiinto iithe iiprospect iiof iicall iicentres iiwhich iicould iiguarntee iithat iithe iicustomer iiget iia iichance iito 

iiofficially iiinteract iiwith iiother iiparty iibefore iithe iiactual iipurchase. 

Sharma iiet iial. ii(2014) iiexplored iithat iithe iigrowth iirate iiof iiIndia’s iie-commerce iiindustry iiis iifascinating. 

iiIt iiwas iireported iias ii88% iiin ii2013 iiwhich iiis iia iiclear iicontrast iipicture iiof iithe iislower iieconomic 

iigrowth iiof iiIndia. iiThe iirising iiinflation iirate iiin iirecent iiyears iihas iinot iislipped iiaway iithe iiperformance 

iiof iionline iishopping iiindustry iiin iiIndia. iiThe iiprimary iiobjective iiof iithe iistudy iiwas iito iiunderstand iithe 

iionline iibu iito iicollect iidata iiabout iithe iiconsumer iibehaviour iifor iionline iishopping iiin iiIndia iiThe 

iistructured iiquestionnaire iiwas iidesigned iito iicollect iiinformation iiabout iidemographic iiprofile iiof iithe 

iirespondents iisuch iias iiage, iigender, iioccupation. iiIn iiaddition iito iithis, iivarious iiquestions iirelated iito iithe 

iiexperience iiof iiinternet iiusage, iithe iipurpose iiof iiusing iiInternet, iitypes iiof iiproducts iipurchased iionline, 

iifactors iiaffecting iiconsumer iibehaviour iiwhile iionline iishopping iietc. iiwere iiasked iifrom iithe iirespondents. 

iiIn iitheir iistudy iifound iithat iithe iimaximum iipeople iihave iian iiexperience iiof ii3-4 iiyears iior iieven ii5 

iiyears iionly ii3 iipeople iisurveyed iihave iian iiexperience iiof iiless iithan iia iimonth iiof iiusing iiinternet. iiThey 

iifound iithat iimajority iiof iithe iipeople iibought iionline iitickets ii(17%) iifollowed iiby iibaying iibooks iionline 

ii(39%). iiIt iiwas iiobserved iithat iimany iiof iithe iirespondents iibought iiother iiitems iilike iiclothes, iishoes iiand 

iibags iionline. iiThe iileast iiwished iiitem iifor iibuying iionline iiwas iitoys ii(2%).Bying iibehaviour iiof 

iiconsumers iiin iiIndia iiFocussing iithe iiobjective iiof iithe iistudy, iia iisurvey iiwas iiconducted iiwith iithe iihelp 

iiof iia iistructured iiquestionnaire ii 

Khitoliya, iiP. ii(2014)istudied iithat iithe iiattitude iiand iiperception iiof iicustomers iitowards iionline iishopping. 

iiFor iithis iipurpose iithe iistudy iifocuses iion iitwo iiaspects, iifirst iiwhat iiis iifrequency iiof iionline iishopping 

iiwith iirespect iito iiAge, iiGender iiand iiEducation iilevel iiof iirespondents. iiSecond, iiwhat iiderives iirespondent 

iito iishop iionline iiand iiwhat iimake iithem iireluctant iiin iiadopting iiit. iiThe iimain iipurpose iiof iithe iistudy 

iiwas iito iiunderstand iithe iiattitude iiand iiperception iiof iithe iirespondents iitowards iionline iishopping iiand 

iiunderstand iithe iiprime iiconcern iiof iithe iicustomers iithat iihindered iithem iito iishop iionline. iiQuestionnaire 

iidesigned iito iiachieve iithe iiresearch iiobjective. iiWhich iiconsist iithe iiquestions iithat iicould iiserve iithe 

iiobjective iiof iithe iistudy iiSample iisize: iiThe iitarget iisample iiwas iiof ii200 iirespondents iiin iithe iiage iigroup 

iiof ii18-41 iiyears. iiThe iirespondents iiwere iiselected iiof ii ii iiconvenience iibasis iifrom iithe iiselected iiareas 

iiof iiDelhi. iiBoth iiprimary iiand iisecondary iisources iiof iidata iihave iibeen iiused iiin iithe iistudy. ii iiThe 

iiresult iiunveiled iithat ii47% iirespondents iishop iionline iifrequently ii iifollowed iiby ii30% iiwho iishop iionline 

iiseldom iiand ii23% iirespondent iihad iinever iitried iiit, iiWhich iisuggests iithat iionline iishopping iiis iirelatively 

iiless iipopular iiin iiIndia. iiThey iifurther iifound iithat iionline iishopping iiis iimajorly iidone iiby iipost iigraduate 

iirespondents. iiMale iiand iifemale iirespondent iihad iishown iisimilar iitrend iiin iionline iishopping iibehaviour. 

iiMajority iiof iithe iirespondents iiin iiall iiage iigroup iishop iionline iifor iiconvenience iifollowed iiby iiwide 

iivariety iiand iidiscount iideal iiand iileast iiunder iipeer iiinfluence. 

Khan ii& iiKothari ii(2015) iistudied iiOnline iishopping iior iionline iiretailing iiis iia iiform iiof iielectronic 

iicommerce iiwhich iiallows iiconsumers iito iidirectly iibuy iigoods iior iiservices iifrom iia iiseller iiover iithe 

iiinternet iiusing iia iiweb iibrowser. iiThe iiprimary iipurpose iiof iithis iistudy iiwas iito iiadd iito iithe 

iiunderstanding iiof iithe iiInternet iias iia iiretail iioutlet iiand iito iibetter iiunderstand iithe iiperson iiwho iihas 

iimade iian iionline iipurchase. iiIt iialso iiexamined iithe iiawareness iiabout iithe iionline iishopping iiamong iithe 
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iiconsumer iirespondents iiof iiUdaipur iidistrict iiof iiSouthern iiRajasthan. iiDemographic iifactor iii.e. iigender 

iiand iiage iiwas iiused iito iistudy iithe iiawareness iiamong iipeople. iiIt iiwas iiused iivarious iitests iito iiprove iithe 

iihypothesis iithus iiformed. iiIt iialso iistudies iihow iigender iiand iiage iivary iiaccording iito iilocality ii(urban, 

iirural iiand iisemi- iiurban). iiThe iiresult iirevealed iithat iithe iirelationship iibetween iithe iigender iiof iicustomer 

iiand iiawareness iifor iionline iishopping iiis iinot iifound iisignificant iistatistically iiand iithe iirelationship 

iibetween iithe iiage iiof iicustomer iiand iiawareness iifor iionline iishopping iiis iifound iisignificant iistatistically. 

 

Research iiMethodology 

 

 

 

 

Objective iiof iithe iistudy: 

 

 To iifind iithe iirelationship iiof iisome iidemographic iifactors ii(age, iigender, iimarital iistatus, iieducation 

iiand iioccupation ii) iiwith iithe iionline iishopping iiperception iiof iiteacher iiand iistudents. 

Research iiDesign 

This iistudy iiadopted iia iisurvey iiresearch iidesign iiwhere iiquestionnaire iiinstruments iiwere iiused iito iicollect 

iidata iifrom iithe iirespondents iion iithe iistudied iivariables. iiA iisample iiof ii150 iiteacher iiand iistudents 

ii(teacher ii= ii50, iistudents ii=100) iiwere iicollected iifrom iiChaudhary iiDevi iiLal iiUniversity, iiSirsa ii(Haryana) 

iithrough iiquestionnaire. 

 

Data iiAnalysis iiand iiInterpretation- 

 

Table-1 

Gender- iiWise iiDistribution iiof iiRespondents 

Category 
Frequency Percent 

Male Female Total Male Female Total 

Teacher 31 19 50 62.0 38.0 100 

Students 55 45 100 55.0 45.0 100 

 

Descriptive iiStatistics 

Mean 1.43 

S.D .496 

 ii ii ii ii ii ii ii ii iiSource- iiPrimary iidata 

 

 

 

 

                                                                        Chart-1 

Gender- iiWise iiDistribution iiof iiRespondents 
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Interpretation. 

 iiTable ii1 ii& iiGraph ii1 iishows iithat iiout iiof ii150 iirespondents ii86 iiare iimale iiand ii64 iiare iifemale. iiTable 

ii1 ii& iiGraph ii1 iithrows iilight iion iithat iiout iiof ii50 iiteacher iirespondents ii31(62%) iiwere iimale iiand 

ii19(38%) iiwere iifemale. iiWhile iiout iiof ii100 iistudent iirespondents ii55(55%) iiwere iimale iiand ii45(45%) 

iiwere iifemale. iiAt iithe iitime iiof iisurvey iicomparatively iihigher iinumber iiof iimale iisaid iithat iithey iihave 

iishopping iiexperience iithrough iionline. iiSo, iiaccording iito iithe iisurvey iiresult iiit iiis iiclear iithat iimale 

iirespondents iiare iimore iiinterested iito iishop iionline iithan iifemale 

 

  

 

Table-2 

Age-Wise iiDistribution iiof iiRespondents 

Age(years) 
Frequency Percent 

Teacher Students Teacher Students 

20-30 28 100 56.0 100.0 

30-40 21 - 42.0 - 

40-50 1 - 2.0 - 

Total 50 100 100 100 

 

Descriptive iiStatistics 

Mean 1.15 

S.D .380 

 ii ii ii ii iiSource- iiPrimary iidata 

  

 

 

                                                                   Chart-2 

Age-Wise iiDistribution iiof iiRespondents 

 

 
 

 

Interpretation: iiTable ii2 ii& iiGraph ii2 iishows iithat iiout iiof iitotal ii150 iisamples ii50 iiare iiteacher iiand ii100 

iiare iistudents. iiAbove ii iifigure iishows iithat ii28 iistudents iiand ii100 iiteacher iirespondents iiare iibelongs iito 

iithe iiage iigroup iiof ii20-30 iiyears iiwhile iionly ii1 iiteacher iirespondents iiunder iithe iiage iigroup iiof ii40-50 

iiyears. iiSo iiaccording iito iithe iirespondents iigroup, iimaximum iirespondents iiare iibelongs iito iithe iiage iiof 

ii20-30. iiOverall iiresult iishows iithat iibetween iiall iiof iithem iithe iirespondents iiwho iihas iiage iilimit iibetween 

ii20 iito ii30 iiyears iiare iimost iifamiliar iito iishop iionline. 

 

TABLE-3 

Occupation- iiWise iiDistribution iiof iiRespondent 

Teacher Students Teacher Students

Frequency Percent

28

100

56

100

21

42

1 2

20-30 30-40 40-50

 

Category 

 

Frequency 

 

Percent 

Post iigraduate iistudents 100 66.7 

Assistant iiProfessor 49 32.7 
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Source-Primary iidata 

 

  

 

Graph-3 

 
Occupation ii– iiWise iiProfile iiof iiRespondents 

 

 

Interpretation: iiTable ii3 ii& iiGraph ii3 iidepicted iithat iiout iiof ii150 iirespondents ii49 iiwhich iiis ii32.7% ii 

iibelongs iito iithe iioccupation iiof iiAssistant iiProfessor, ii100 iiwhich iiis ii66.7% iibelongs iito iipost iigraduate 

iistudents, iiwhich iiis iithe iihighest iinumber iiof iitotal iirespondent, iiand ii1 iirespondent iiwhich iiis.7% iibelongs 

iito iithe iioccupation iiof iiProfessor iiwhich iiis iithe iilowest iinumber iiof iitotal iirespondent. 

 

 

Table-4 

Marital iiStatus ii-Wise iiDistribution iiof iithe iiRespondents 

Category Frequency Percent 

Marital 46 30.7 

Single 104 69.3 

Total 150 100 

 

Descriptive iiStatistics 

Mean 1.69 

S.D .463 

Source-Primary iidat 

 

                                                                        Chart-4 

Marital iiStatus ii– iiWise iiProfile iiof iiRespondents 
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Descriptive iiStatistics 

Mean 1.35 

S.D 5.18 
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Interpretation: iiTable ii4& iiGraph ii4 iithrows iilight iion iithat iiout iiof ii150 iirespondents104(69.3%) iiwere 

iisingle iiwhich iiis iithe iihighest iinumber iiof iifrequency, ii46(30.7%) iirespondents iiwere iimarried iiwhich iiis 

iithe iileast iinumber iiof iifrequency. 

 

 

 

 

Table ii-5 

Education- iiWise iiProfile iiof iiRespondent 

Category Frequency Percent 

University iigraduate 4 2.7 

University iipost iigraduate 118 78.7 

MPhil 15 10.0 

PhD 13 8.7 

Total 

 

150 100 

 

Descriptive iiStatistics 

Mean 2.25 

S.D .644 

Source- iiPrimary iiData 

  

                                                                      Chart-5 

Education ii– iiWise iiProfile iiof iiRespondents 

 

 

Interpretation: iiTable ii5 ii& iiGraph ii5 iidepicted iithat iiout iiof ii150 iirespondent ii15 iiwhich iibelongs iito 

iiPhD iilevel, ii13 iiwhich ii iibelongs iito iigraduation iilevel, ii118 iirespondent iiwhich iibelongs iito iipost 

iigraduate iilevel iiwhich iiis iithe iihighest iinumber iiof iitotal iirespondent, iiand ii4 iirespondent iiwhich iibelongs 

iito iiUniversity iigraduate iistudents iiwhich iiis iithe iilowest iinumber iiof iitotal iirespondent. 
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