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Abstract: In the present days, electronic commerce (e-commerce) is a familiar word. A lots of research focuses 

mostly on developing economies. Customer behavior is over time consumer’s move from visiting retail shops to 

shopping online from the e-commerce view. In this article, data is taken on women clothing e-commerce review 

and interprets this data. 
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Introduction: Electronic commerce (e-commerce) is very useful topic in the field of education. Most of the 

research focuses primarily on rising economies and developed economies (DEs). Many academic disciplines were 

developed, such as information technology (IS), management and social sciences. Among many research 

ventures, such as in the area of text classification and information retrieval, probabilistic models currently play a 

major role Latent Semantic Analysis (LSA), Probabilistic Latent Semantic Indexing (PLSA) and Latent Dirichlet 

Allocation (LDA) represent probabilistic models. In this article, analyse is done by few graphical representation 

and some statistical techniques and the data collected from https://www.kaggle.com. 

 

Methodology: In this paper, data analysis is done on the women’s e-commerce clothing review system. 

Different types of statistical techniques are used to analyze the data. Fig. 1, pie chart showing rating on e-

commerce clothing, 
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Fig.3       Fig.4 

    

    Fig.5 

Fig. 2, pie chart showing the e-commerce used by different age group, Fig. 3,pie chart  showing the e-commerce 

of different types of clothing, Fig. 4, bar diagram of rating and Fig. 5,bar diagram the e-commerce of different 

types of clothing. Also we perform the chi-square test of independent on e-commerce rating, chi-square test of 

homogeneity on e-commerce of different types of clothing and chi-square test of homogeneity on e-commerce at 

different age group. 

        

Results & discussions: From Fig.1 and Fig.4 we conclude that most women customers give the highest rating 

on clothing by e-commerce.  Fig.2 and Fig.5 shows that most of the women prefer dresses among clothes on e-

commerce. From Fig.2 it can be says that variations of age group does not vary high in shopping of clothes by 

online. Using chi-square test it can be said that rating are independent means that all persons give rating by their 

own not influence by the others, types of clothing are not homogeneous that is all persons are do shopping 

according to their choice of clothing but age groups are homogeneous it refers that more or less in all age females 

prefers online shopping (clothes). 
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