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Abstract 

The consumer behavior and the strategies made by companies to take control over the emerging market have also changed 

drastically. When people buy things, they are engaged in a decision making process. One of the major problem of E-commerce 

websites is that they don’t have capability in supporting the customers individually in their decision making process. It is because 

of less information about the dynamics of customer over e-commerce. By understanding the customer’s purchase dynamics and 

shopping behavior the marketer will be able to provide better products and services.. Since customer dynamics and its decision 

outcomes are not certain, classification of approaches are very much required. However approaches of dynamics study be 

categorized to enable online retail industry to focus on individual decision making dynamics of customers. This may broadly 

observe the purchase dynamics of online shoppers and thereafter strategic decisions may be framed to satisfy individual needs of 

customers with minimal resources. The dynamics can be analyzed by observing how an individual behave over e-commerce. 

What are the activities they enjoy and what makes them to get retained? For marketers, the buying behavior of consumers has 

always been a topic of interest, which is extensively studied and debated over. Despite the debate and arguments, there is no 

denying that online retail has indeed changed buyers’ behavior.   

Keywords: Online Market in India, Consumer Behavior, E-Tailing, E-Commerce Industry, Individual Decision Making 

Approach 

________________________________________________________________________________________________________ 

I. INTRODUCTION 

The Internet has developed fresh channels for businesses to better reach customers and generate more businesses. E-Commerce 

has come a long way since its beginning almost a decade ago and it has changed the buying behavior of consumers. For 

marketers, the buying behavior of consumers has always been a topic of interest, which is extensively studied and debated over. 

Despite the debate and arguments, there is no denying that online retail has indeed changed buyers’ behavior. The accelerated 

development of internet and telecommunications technology in the last couple of decades has made significant impact on our day 

to day lives. Lee in 2008 stated that the concept of e-commerce relates to the practice of buying and selling products over the 

internet and it has a significant impact on consumer consumer behaviour. Pozzi in 2009 further divides online retailers in two 

following categories: 

However, with such a tremendous growth, almost 653 million people in the Asia Pacific region are expected to use internet as 

a medium to buy goods and services online. People in the region uses internet media mainly to buy consumer durables, online 

passenger reservation for airlines and railways, clothing, cosmetics, electronics, accessories, and groceries. The use of smart 

phones and other relevant devices are playing vital role in development of online retail industry. These online purchases are 

made through various electronic gadgets like smart phones, tablets, laptops etc. By understanding the specific customer needs the 

marketer can provide better products and services to satisfy individual demands. Various theories of decision making sciences 

can be applied to analyze online shopping behavior. Since decision outcomes are not certain, classification of the approaches are 

required. However approaches of decision making can be applied to enable e-commerce industry focus on individual decision 

making dynamics. This may get them a competitive edge over the brick and mortar market. 

Every day, people are inundated with decisions, big and small. Understanding the dynamics of choice making is an area of 

cognitive psychology. It is becoming popular area for management researchers and receiving attention now a days. Theories 

have been generated to explain how people make decisions, and what type of factors influence decision making in present and 

future. In addition to this, heuristics have also been researched to understand the impact over decision making process. 

II. LITERATURE REVIEW 

According to the Associated Chambers of Commerce and Industry of India (Assocham), the size of the online retail industry was 

forecasted to touch Rs. 7,000 crore by 2015 end, up from Rs. 2,000 crore in 2011, at an annual growth rate of 35 per cent. 

Another report suggests that e-commerce industry will witness again almost 33 percent of the global market in 2016 and over 37 

percent in 2018. The Asia Pacific region comprised of China, India and South east Asian countries is becoming the leader of the 

e-commerce industry all over the world. Today India has almost 2.5 million internet users. Remarkably around 20% of the total 

population in India uses internet. According to recent survey, the number of e-commerce users in India alone is expected to reach 
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41 million by the end of 2016, representing some 27 percent of the total number of internet users in the country. The figure is 

almost 9% of total internet users across the world. Recent statistics illustrates that online sales in retail industry in India have 

grown immensely. As in their report of ‘India matters: Winning in growth markets’, Deloitte expects that India is likely to 

emerge as the world’s largest middle class market for consumer items with an aggregated consumer spend of nearly US$ 13 

trillion by 2030. 

However, according to Lee and Chung(2000), traditional shopping could gives customers more comfortable shopping 

environment and good quality of products. People purchase products and services are the most based on their level of trust in this 

product or services, and sellers either in the physical store or online shops.  

There were many researches conducted to determine the phenomena of individual decision factors. Several factors were 

examined which influence individual’s behavior for online usage. That is, the factors that influence the process may impact the 

outcomes. Acevedo & Krueger in 2004 has diagnosed the effect of belief in personal relevance and growth of commitment also 

influence upon the choices of the individual. Factors based on past experience were analyzed by Juliusson, Karlsson, & Garling, 

in 2005. Researchers indicated that decisions people make in future are influenced by the decisions made in the past. For a 

situation when something positive results came from a decision, people are more likely to decide in same way for the same 

situation. 

III. OBJECTIVE OF THE STUDY 

Depending upon the various long lasting discussions, sessions, observations, interviews and literature surveys, fifteen most 

popular activities are identified which individuals prefer in their online world. . These variables are primarily being considered as 

‘Factors’ for analysis in this research. The activities are chosen to observe the preference criteria of an individual for using 

internet channels which makes impact on making decisions during online shopping or availing services over e-commerce. The 

activities are:  

 Information News: This is the one of the major activity user attracts towards electronic channels. Electronic media played 

vital role in making e-commerce adaptable.  

 Analytics: The internet channels has made research and development easy and seeks less time and reduced research cost to 

almost nothing.  

 Virtual Games: This activity has led users specially youngsters to get involve in electronic media. Interactive online games 

has made major turnaround in gaming industry. 

 Entertainment: Songs and music has also attracted major space of internet traffic and is playing major key role in 

popularizing internet channels.     

 Essential Services: Internet has provided affective channel for basic essential services like online medical facility, daily 

household needs etc. 

 E- Wallet: This activity becomes significant as few financial services has become fully electronic. Share market, Equity, 

Mutual funds, Insurance etc. are examples of it. 

 Product Analysis: This is one of the primary activity which user is dependent upon internet channels. Generally individuals 

involves in searching best products and better alternatives available due to heavy brand equities.  

 Personal Banking: Online channels and e-commerce has made paradigm shift in banking industry. People are now using 

internet for their daily banking needs. 

 Social Media: Social websites like Facebook, Watsapp LinkedIn etc. has made internet usage essential in every household. 

This also has fetched maximum hits and most accessible websites nowadays.   

 Education: Online education and interactive classrooms made education accessible globally. Interactive education is 

becoming popular as it is flexible and specific. 

IV. RESEARCH METHODOLOGY 

 Data Collection 

This research is descriptive in nature. It describes about the factors important in individual decision making process over e-

commerce and online-shopping. Secondary data was used to construct the basic framework of the study. Primary data was 

collected from a group of respondents through structured questionnaires. The questionnaires were distributed and collected 

through paper and electronic channel.  Some data is also collected via telephonic interview and schedule basis.  

 Samples 

Primary data was collected from a group of 136 respondents from all over India but only 95is selected for actual research as they 

seems to be genuine and complete. The respondents were selected through the convenience sampling technique, since the 

procedure is less time consuming and more convenient. 
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 Methods of Data Collection 

Primary data was collected from 136 respondents from all over Uttar Pradesh region out of which 95 responses is selected for 

research purpose. The respondents were selected through the convenience sampling technique.  

 Factor Analysis 

In this research Factor analysis is used to analyze the factors which describes the internet using patterns and dynamics of user in 

Uttar Pradesh region. Factor Analysis is a statistical method used to describe variability among observed, correlated variables in 

terms of a potentially lower number of unobserved variables called factors. It is a class of procedure primarily used for data 

reduction and summarization. Relationships among sets of many interrelated variables are examined and represented in terms of 

few underlying factors.  

In the first phase of the research, variables were observed describing most effective and popular activities which creates and 

impact on e-commerce. In the second phase, a statistical analysis was conducted on identified variables on the basis of primary 

data collected. The questionnaire was designed to administer the information about demographic characteristics of the 

respondents while the next part was to observe the attitude of the responder towards identified factors. Respondent were asked to 

respond on the basis of 5-point Likert scale. The respondents were asked to state their level of agreement and disagreement of 

above mentioned factors on the 5-point scale, where 5=Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree and 1= Strongly 

Disagree. Descriptive statistical analysis techniques are used to analyze demographic characteristics of individuals and 

multivariate Factor Analysis is applied to observe the characteristics of observed factors behind selection of the priorities.  

 Findings 

 Factor Analysis 
Table – 1 

KMO and Bartlett's Test 

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .612 

Bartlett's Test of Sphericity 

Approx. Chi-Square 217.861 

df 45 

Sig. .000 

Table – 2 

Communalities 

 Initial Extraction 

Information News. 1.000 .561 

Analytics. 1.000 .603 

Virtual Games. 1.000 .655 

Entertainment. 1.000 .685 

Essential Services. 1.000 .721 

E- Wallet. 1.000 .588 

Product Analysis. 1.000 .754 

Personal Banking. 1.000 .753 

Social Media. 1.000 .747 

Education. 1.000 .721 

Extraction Method: Principal Component Analysis. 
Table – 3 

Total Variance Explained 

Component 
Initial Eigenvalues 

Total % of Variance Cumulative % 

1 2.723 27.230  

2 1.612 16.121  

3 1.356 13.561  

4 1.096 10.962  

5 .849 8.490 76.365 

6 .727 7.272 83.637 

7 .603 6.030 89.667 

8 .450 4.502 94.169 

9 .336 3.356 97.525 

10 .248 2.475 100.000 

 

Extraction Method: Principal Component Analysis. 
Table – 4 

Total Variance Explained 

Component 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Cumulative % Total % of Variance Cumulative % 
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1 27.230 2.723 27.230 27.230 

2 43.352 1.612 16.121 43.352 

3 56.912 1.356 13.561 56.912 

4 67.875 1.096 10.962 67.875 

Extraction Method: Principal Component Analysis. 

Table – 5 

Total Variance Explained 

Total Variance Explained 

Component 
Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % 

1 2.240 22.397 22.397 

2 1.956 19.563 41.960 

3 1.472 14.718 56.678 

4 1.120 11.197 67.875 

Extraction Method: Principal Component Analysis. 

Table – 6 

Component Matrixa 

 Component 

 1 2 3 4 

Information News. -.593 -.451 .045 .053 

Analytics. -.452 -.299 .165 .531 

Virtual Games. -.286 .568 .493 .084 

Entertainment. -.180 .370 -.713 .088 

Essential Services. .209 .083 .059 .816 

E- Wallet. .376 .221 .599 -.198 

Product Analysis. .652 -.547 .047 .166 

Personal Banking. .641 .412 -.392 .137 

Social Media. .652 -.537 -.106 -.149 

Education. .779 .216 .214 .149 

Extraction Method: Principal Component Analysis. 

a. 4 components extracted. 

Table - 7 
Rotated Component Matrixa 

 Component 

 1 2 3 4 

Information News. -.742 -.003 -.098 -.003 

Analytics. -.588 -.088 -.032 .498 

Virtual Games. .042 -.738 .310 .111 

Entertainment. .221 -.203 -.771 -.027 

Essential Services. .155 .011 -.018 .834 

E- Wallet. .323 -.109 .682 -.079 

Product Analysis. .135 .779 .264 .244 

Personal Banking. .807 .146 -.239 .151 

Social Media. .187 .822 .168 -.086 

Education. .678 .215 .387 .257 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

Table – 7 

Component Transformation Matrix 
Component 1 2 3 4 

1 .758 .572 .296 .108 

2 .624 -.776 -.096 -.008 

3 -.184 -.266 .938 .129 

4 -.055 -.034 -.156 .986 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 
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V. ANALYSIS & RESULT 

It may be noted that the value of KMO statistics is 0.612 which is greater than 0.5, which indicates that factor analysis could be 

used for the given set of data. Further ‘p’ value is 0.00 which is less than 0.05 indicates the rejection of the hypothesis that the 

correlation matrix of the variables is insignificant.  

From the study, it was found that 4 factors among 10 factors selected for study, are are real descriptors of the activities majorly 

done over internet and these factors are responsible for engaging a person in which has significant impact on using e-commerce. 

The cutoff point decided to be 0.7. Hence 05 significant factors finally taken into account as only one variable is explained in 

Rotated Component Matrixa table having value more than 0.7. 

The variable corresponding to factor 1 having a factor loading above 0.7 are ‘Information News’ & ‘Education’which suggests 

that a person is majorly involved in “Seeking Knowledge” and use internet channels for such purpose. 

Factor 2 with value greater than 0.7 is ‘Product Analysis’ and ‘Social Media’. This factor explains that majorly internet is used 

for gathering information about new offerings in the market using social channels and services. 

The Factor 3 explains about that ‘Entertainment’ provided by web portals. This factor includes songs, videos, video on 

demand, movies and other entertainment options. 

Factor 4 with value greater than 0.7 is ‘Essential Services’. This is very popular activity been performed over internet. Facility 

Management business has crossed the geographical boundaries and reached even untouched areas. This factor is important as 

user wants to access basic essential services like automobile mechanics, electrician, plumber, decorators, bill payments, 

vegetable hawkers, security etc. Facility services become important component of e-commerce. 

VI. CONCLUSION 

The above analysis suggests that the internet usage dynamics of people in Uttar Pradesh region are majorly engaged in 

entertainment, financial services, shopping and education. Internet becomes a vital part in day to day life of natives of Uttar 

Pradesh region. Companies can make strategies to provide more detailed information for the above explained activities. They can 

strategically design marketing plan accordingly. Online advertisements can be effective on the major web portals engaged in 

providing above researched services. Banner ads, registrations and other tools can be applied for effective promotional planning. 

Citizens in above region may be encouraged to switch over other essential services and optimize the utilization of internet media. 
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