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ABSTRACT

Online Shopping is a process of buying and selthgroducts and services through electronic me@ialine
shopping becomes a new trend marko§ing goods & services. It is a method throughoklhtonsumers directly buy
goods and services, without an intermediary froseléer in real time over the internet.. With thergase in number of
internet users, the prospect of online shoppirigdeeasingn India so there is need to identify the attrilsutdfecting
online shopping. The current study analyzed theéouar attributes which affect the online shoppingeTdata was
collected with the help of structured questionnaine sample constituted of 100 respondents frorandtdar,
Amritsar and Ludhiana. The factor analysis has bapplied. The result indicated that there are Qofaci.e.

customer satisfaction, product value, privacy, iggbconvenience, ease of use, delivery, trust aacurity.
KEYWORDS: Attributes Affecting Online Shopping a Factor Anadgl Approach
INTRODUCTION

The development of information technology has geaihthe face of Consuménying behaviour. Now
days, a consumer doesn’t need to go to a shop dkeibor purchasing or buying. IT provides the cenience to buy
anything from home, office or even while travelliognsumer can buy by just one click from their nhelghone or

computer screen.
Impact of IT on Online Shopping

Information technology means the use of systenthé s1$ computers artdlecommunications for storing,
retrieving and sending information electronicallly.is used to transfer or exchange of all forms oftetic data from
one system tother.

Definition

IT, Act, 2000 has defined “To provide legal recdigm for transactions carried obty means of electronic
data interchange and other means of electronic agriwation, commonly referred to as “electronic noethof
communications andtorage of information, to facilitate electroniirfg to documents with thgovernment agencies
and further to amend the Indian Penal code, thatnBvidence Act, 1872, the Bankers Book evidencte A891 and the
Reserve Bank of India Act, 1934 and for mattersneated there with or incidental there to.”

Online Shopping

Online Shopping is a process of buying and selbhgroducts and services through electronic meQidine
shopping is an electronic form of commerce to brodpcts over the internet from a seller using a Wwedwser. It is also
known as e-shoppingnternet shopping, web shopping. Online shoppingpb®es a new trend mark bilying goods

& services. It is a method through which consuna#ractly buy goods and services, without an intetiaey from a seller
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6 Sandeep Chaudhary & Amandeep Singh

in real time over the internet. With the increaseumber of internet users, the prospect of orsim@pping is increasing
in India. The increasing number of online websitea proof of internet literacgmong the people. They prefer to
shop online. It provides the conveniencesbbpping around the clock. Now everyone is ablestiop almost
everything by jusbne click. “The business of online marketing istéas growing segment of onlirammerce. The
major difference between traditional and onlindisglis the extent of interaction between the consuand the seller.
Online marketing provide one to one communicatietween the seller and the end user.”(sourcel) Alne shop
evokes the physical analogy of buying productsesvises at bricks-and-mortar retailer or shoppimgansume(B2C)
online shopping. The largest online shoppaugporations are Amanzon.com, e-bay, jabong.corihaBh, shop clues

etc.
NEED OF THE STUDY

From the last decade, there is tremendous incrieathe number of internet users. India is showiagarkable growth

in the E -commerce. Today, E -commerce is a commaoml in Indian society and it has become an integaat of our
daily life. Undoubtedly, with the population of millions of g#e, online shopping shows unlimited potential in
India. There are various websites that provide remd products and services online. Now days, more antemo
customers are adoptirgdectronic channels for purchasing their daily rezedroducts. The globalization has increased
competition and developed information technologgtthfurther hasenhanced customer awareness and created a
situation where people prefer to shoapline. Thus it is needed the various attributest thfluence the customers to

shop online.
OBJECTIVE
e To analyze the various attributes that influentesgerception of customet@wvards online shopping.
* To draw out the most significant attribute thaeatftheperception of custometswards online shopping.
LITERATURE REVIEW

Limayen et.al. (July, 2000)investigated the factors affecting online shopptogsisted of 3 stages: (a)
beliefs elicitation, (b) survey of intention andlibés, (c) survey of behaviour. The sample constituted of 705
consumers. Survey method wased for data collection and analysis was done diggupartial least square and
cronbach’s alpha. The study concluded the impadiftérent factors on onlinghopping intentions and behaviour

was developed by using empirical test based othiwery of planned behaviour.

Haubel and Trifts (2000) explored two decision aids (a) recommendation ggdlows consumer to more
efficiently screen the set of alternative availaibl®nline shopping environment (b) comparison iRattesigned to help
consumers in-deptbomparison among selected alternative. The study besed on the secondapsearch and
analysis was done by using spearman correlatiorergéized estimatingquation (GEE) model. The study showed that
these tools have highly desiralgeoperties in terms of consumer decision making ksad to substantial positive
welfare effects for consumers by enhancing thatgtof individuals to identify the products matchetth their personal

preferences.

Shankar et.al. (2002)proposed a conceptual framework on the effectthefonline medium on customer

satisfaction, loyalty and the relationship betweatisfaction and loyalty. The sample constitute@@®@espondents of
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Marriott International HotelThe analysis was done by using 3-stage least souetteod, glesjer test and chow test. The
findings revealed that the level of satisfactiondaline chosen services was same as offline chesriices while loyalty
was higher for services chosen online than offlinewvas concluded that there was an inverse ralatipp between
loyalty and satisfaction but they are positivelynferced with each other. So the relationship betwéhem further

strengthened online.

S.H.Teo et. al. (2003nttempted to fill some gap by focusing on the salvdifferentstages of the consumer
decision process. Survey method was held on intem#1 133 email responses were received and analysisiovas by
using seven point likedcale and chi square test. Researcher examinatetision making and choice behaviour of
consumer prior to their purchase online. The stooycluded thaperceived risk has a negative relationship with
consumer overall deal evaluation but overall deal@ation has positive relationship with consumdlingness to buy

online.

Zhao and Dholakia (2005)analyzed varying relationship between specificirenistore attributes and site
design, satisfaction and loyalty based on seleetdbutes include in Bizrate data set. The studysvbased on
secondary research and analysis was done by usingnee inflation factor (VIF) and regression. Tdtady revealed
that ease of findings what and clarity of productormation was two most importamttributes. Thus the study
concluded that other attributes such as overak lneddesign of the site, shopping experience, satisfacind loyalty,

on time delivery etc. also play dominant role.

Gupta et.al.(2007)examined the relationship between the operatirayatteristics othe consumer purchase
decision process and the channel switching intestiaf consumer. The sample constituted of 337 custonsensiey
method was used for datallection and analysis was done by using crontsalpha, Pearson correlation, means and
standard deviation. Researchers’ analyzed thatuooas channeswitching tendency from online to offline was 52%
(approx) across four categories: books, flight eéisk wine and stereo systems. The study conclusdsearch goods
i.e. flight tickets and books and experienced goobds stereo system were consistent with the omfeswitching
tendency (flight tickets 83%, books 40%, steredeays18%, and wine 60%). The study concluded thatemers were
attracted to purchase online perceived lowered rblanisk, search efforts, evaluation effort andivaly time than

offline.

Hausman and Siekpe (2008gxamined that the companies spent thousands tdrsl@n developing and
maintaining websites but websites were failed ttweseéheorganization goals. The data was collected from 266
students of Southern University, US. The analysés wlone by applying ANNOVA test, 5-point likert Begfactor
analysis). The researcher suggested some speedmmmendations regardingebsite design elements that provide
positive managerial outcomes. The studflected that poor website designs are the magasans of failure of
websites. Thestudy concluded that both computer and human fastre important for onlineshopping. Thus
website designers must add human specific feasuelk as use of humour, appealing graphics or 3baigsas well as
computer specific features sues usefulness, in formativeness and understandedibsites layout etc. to attract,

retain and motivate the consumers.

Chen, Hsu and Lin (2009)proposed a comprehensive list of attributed aratufes of online shopping
websites that increase consumer purchase intenfioa.data was collected from 1567 university sttsle@hi-square

test was applied for analysing tdata. The researchers investigaBdategories of attributes of online shopping
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websites: Technology, Shopping and Product. Thdystioncluded that computexxpertise affected the consumer
purchase intention preference for the attributed femtures of online shopping websites. Thus the fimeed a

clear strategy tdifferentiate their customers.

Sonja Grabner (2009)examined that consumers trust was a foundatiomain factor for the acceptance
or rejection of e-commerce. The study was basedeoondary research undertaken previously. The nesea
analysed that many consumers had suspicion onuthe&ibns of e-commerce mechanism i.e. its transpggr@rocess
and quality of products offered online. It was atsmalysed that potentially co-existing mechanisnuldaeduce the
uncertainty and complexity dfansaction and relationship in electronic marké&tse study concluded that trust would
remain the major factor for success/failure of sibhess. Therefore, effortshould be taken for the security of e-

commerce system and trustworthy behaviour of onfiailers should be developed.

Kim et.al.(2010)explored that product involvement and trust tovgangbsites had mediating and moderating
effects on customer’s purchase intentions in refatio the effects of the key attributes of web atisements i.e.
perceived in formativeness and perceived entertaimiron online shopping sites. The sample of thdysaomprised of
264 individuals who prefer online shopping. Thedsteoncluded that theonsumer with higher levels of product
involvement tend to shop in shopping malsich provide more information while consumer witdwer level of
involvementconsidered entertainment factors in their decisibmas also concluded thabnsumer with higher
level of trust influenced by perceived entertaint®iile consumer with lower level of trust towards websites

considered more information to minimise their eamimental uncertainty in their decisions.

Adil Bashir (2013) examined how consumer behaved while online shopptngas identified that price, time
saving and convenience were dominated factorsléaak to certain buying behaviour in online shoppilfibe sample
constituted of 240 citizens Karachi, Pakistan. Redger explored that major barriers in online shogpvere safety
issues and low level of trust on online storesvds also revealed that onlishopping was mostly influenced by social
network and personal experience. Ttedy concluded that the acceleration of onlinepgling in Pakistan was not

rapid as compared to other developed countriedJi®A and UK.

Bordalo et.al.(2013) explored that the salient attributes of goods sashprice orquality drawn more
consumer intentions. The study was based on seppmndsearch. The study presented a theory of contlependent
choice and drawned variety of disparate evidemagduding decoy effects and context - dependeningtiess to pay. It
was also suggested a novel theory of misleadingssdlhe study concluded that consumer disprop@téy attached

high weight to salient attributes and their choisese titled towards goods with higher quality oicps ratio.

Lui, Li and Feng Hu(2013) explored new insights by combining marketing antbrmation system
wisdom which enriched the consumer understandintghenleterminants’ of online purchase decisions. Thepéam
constituted of 369 students of Zhejiang Normal @nsity. Survey method was used for data collectiod analysis was
done by using seven point Likert scale and Harmon's factor test. Researchgnoposed that the marketing wisdom
and information system space quantified tebsites cues: product availability, website ease @sual appeal
affected thepersonality traits: instant gratification, normatievaluation and impulsiveness that urged the isgul
purchase online. The study concluded that persiynaithits were key determinants of purchase immelsi while

websites cues were important outriders.

editor.bestjournals@gmail.com www.bestjournals.in



Attributes Affecting Online Shopping a Factor Analytical Approach 9

Grewal, et.al. (2015)explored a conceptual model of the effect of stneene, brandhames and price
discounts on consumer purchase intentions and atvahs. Thesample constituted of 309 students of University of
Miami, US. The survey methodias used for data collection and analysis was diynasing squared multiple
correlation method. The findings revealed thatestoperceived image was influenced by the storeenand its quality of
merchandise, which in turn positively influencee thurchase intention. It also revealed that prisealint, internal
price and brandjuality influenced the value perceived. The studpatuded that high knowledge respondents were
influenced by the brand name while the lower knalgkrespondents were more influenced by the price disgdrand

name and store name.

Chan and Fah et. al.(2015gxamined the correlation among perceived bengfiisseived risk and perceived
website quality towards online purchasing intentidhe sample constituted of 180 respondents in&ioge. Survey
method was used for data collection and analyssdeae by using correlation and a nova test. Tidirfgs of the study
revealed that there was significant correlationdeein perceived benefits and online purchasing titerand negative

correlation between perceived risk and online pasalg intention.

RESEARCH METHODOLOGY

Research Framework

The present study is based on the objectives tafraiéning the attributes thaifluencing the customers
to shop from online websites and identifying theldems that customers faces while shopping froninenvebsites

and customer perception towards online shopping.
Population and Sample Selection

For the study sample are taken from Amritsar, itdthar and Ludhiana city. The sample size takertHer

study includes all the customers who visit onlihegping websites for purchasing of the products.
Collection of Data

The questionnaire method has been used for diiection from 100 respondents apamary data and articles
from the secondary data. The survey targeted custfrom public sector employee, private sector empéye
business, agriculture, servickass and students. Data was collected with the dkstructured questionnaire. Overall
120 questionnaires were distributed out of whicld Hiestionnaires weneceived. Questionnaire was administered

face to face to the customers.
Method of Analysis of Data
Analysis of the collected data was done by;
e Factor analysis
 Weighted Average Scores

Factor Analysis In order to determine the factors that influettoe customers to shop online factor analysis
have been applied. Factor analysis identifies asomfactor from available variables and providdsrimation that

links together the unrelated variables and thewiges information about structure of the data aiéd.
FACTOR ANALYSIS

editor.bestjournals@gmail.com www.bestjournals.in



10 Sandeep Chaudhary & Amandeep Singh

This section deals with the factor influences pleeception of customer towardsline shopping. There are
number of attributes which influence customer deaisfor purchases such as product value, privasability,

convenience, delivery etc.

The attributes such as overall look and desigthefsite, shopping experienaatisfaction and loyalty, on
time delivery etc. that influence the customer peton towards online shopping are analyzed by Zivae Dholakia
(2005). Therefore there is urgent need to studyvémdous attributes that influence the customercegtion towards

online shopping.
RELIABILITY ANALYSIS

Cronbach’s alpha is used to check the reliabibfythe sample collected. In other words, it helps i
measuring the consistency among the sample itenasib@ch’sAlpha measures the strength of the consistency gmon

the variables and it is assumed that the valudpbfaashould be more than 0.6.

Table 4.12

Reliability Statistics
Cronbach's Alpha N of ltems
875 30

In the table (4.12), it is clearly shown that tredue of cronbach’s alpha is 0.8Which is more than 0.6. So

the sample is reliable for the study.
PRINCIPLE COMPONENT METHOD

Principle of component analysis involves a math@érah procedure that transformsramber of (possibly)
correlated variables into a (smaller) number ofarrelatedvariables called principal components. The firshgipal
component accounts for asuch of the variability in the data as possiblej aach succeeding componeantounts

for as much of the remaining variability as possitdourcel)
KMO and BARTLETT'S TEST

KMO test is used to check the adequacy of the gantps assumed that the value of KMO should lrerthan
0.6. The sample is said to be adequate only ifviee of KMO is more than 0.6. In Bartlett’s telseétnull hypothesis is

set:

HO: There is no correlation between the variables

H1: There is correlation between the variables.

If the value of Bartlett’s test is less than Ghan the null hypothesis is rejected and the samm@eequate for
the study.

Table 4.13: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 85.6
Approx. Chi-Square 1194.929
Bartlett's Testof df 435
Sphericity Sig. .000
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In the table (4.13), the value of KMO is 0.685 wathiis more than 0.6 and value of Bartlett's teshes out
be.0.435 which is less than 0.5; it means null hblgpsis is rejected. Thus there is correlation betwile variables, so

the data is adequate for the study.
COMMUNALITIES
Communalities reflect the common variance explhimg each variable.

Table 4.14: Communalities

Initial Extractios}

it is quick to find each and every product online 1.000( .626
it i5 quick to find the product with mimmum number of clicks 1.000| 672
1 1s easy to place orders LO00| 782
onling websites have information secured with encryption 1.000).713
onling shopping websites provide accounts with 1d and passwaord | 1.000 | 768
onling shopping websites display confirmation schemes after 1.000|.816
completion of transactions

digitals certificates are available on the websites 1.000|.705
onling shopping websites protect the credit card information of | 1.000 | .671
the customer

Privagy statements are displaved on online website 1.000( .686
policies on information distnbution are given on the websites 1.000].754
policies on use of cookies are available on the websites 1.000| 629
onling shopping websites provides user friendly interfaces 1.000|.677
onling websites posses fast and accurate search capability 1.000].753
product categorization is proper L1000 | 624
varied payment methods are available on the online websites 1.000|.675
product return and exchange services are proper 1.000(.695
the transaction platform is completely certified 1000|552
delivered transaction summary is provided after online shopping | 1.000| .682
delivery time is minimum 1.000(.757
notification of delay in shopping is properly shown on websites | 1.000 | .639
product features are matched with customer satisfaction 1.000].593
products are easy to use 1.000(.527
prices of the products are reasonable L0000 | 599
continuouns customer service is available 1.000| .654
discounts are available on the products 1.000(.716
comparison between different product is available 1.000(.586
high guality products are available 1.000| 644
1 am satisfied with mv last purchase 1.000(.763
1 am satisfied with quality of products delivered 1.000(.766
1 am satisfied with delivery channels 1.000).788

TOTAL VARIANCE EXPLAINED

Total variance explained shows which variable #théaad in which factor.

editor.bestjournals@gmail.com www.bestjournals.in



12

Table 4.15: Total Variance Explained

Sandeep Chaudhary & Amandeep Singh

Co | Initial Eigen values Extraction |Rotation Sums of Squared
mp Sums  of|Loadings
onge Squared
nt Loadings
Total |% of|Cymulat|Total |% of |Cymml |Total |% of | Cumulative
Varian | jve % Varianc | ative Varian | %
ce e % ce
1 |7.063 |23.543(23543 |7.063 (23.543 |23.543(3.791 [12.636|12.636
2 |2.357 |7.855 (31398 (2337 |7.855 |31.398|3234 |10.780(23.416
3 |2.288 [7.627 |39.025 |(2.288 |7.627 |39.025)|2347 |7.823 (31.239
4 |1941 |6470 [45495 |1941 |6470 |[45495|2.082 |6.942 |38.180
5 |1.661 |[5.538 |51.033 (1.661 |5.538 |51.033)|2.010 |6.699 (44.879
6 |1470 |[4.899 (55032 (1470 |4899 |55932|1876 |6.252 [51.132
7 |1.405 |[4.682 |60.614 (1.405 |4.682 |60.614|1.776 |5.921 (57.033
8§ |1.191 (3970 (64584 (1.191 |3970 |64.384|1.759 |5.862 |62.915
g |1.139 (3797 |68.381 (1.139 |3.797 |68.381|1.640 |5.466 |68.381
10 |.964 3.212 | 71.593
11 |.890 2.967 | 74.560
12 |.822 2.740 | 77.300
13 |.800 2.667 |79.967
14 |.683 2.284 |82.251
15 |.642 2.139 | §4.389
16 |.622 2.075 |86.404
17 |.567 1.891 |88.355
18 ].530 1.832 |90.188
19 | .474 1.580 (91.768
20 | .406 1.354 (93.122
21 | .349 1.164 (94285
22 |.282 040 |95.226
23 | 269 895 |96.121
24 |.232 J73 | 96.804
25 |.217 723 |97.617
26 |.194 648 | 98.265
27 |.157 524 | 98788
28 |.128 428 |99.216
29 |.120 401 |99.617
30 |.115 383 | 100.000

Extraction Method: Principal Component Analysis.

ROTATED COMPONENT MATRIX

Rotated component matrix is used to rotate théofac In the study 35 variables amsed out of which 5

variables were dropped due to low factor loadiigserefore 9 factors were extracted from 30 varigble
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Component

Eb-

]

2

4]

i_.am satisfied with delivery
channels
1_.am satisfied with my last
purchase
i am satisfied with quality of
products delivered
products are easy to use
notification of delay in
shopping is properly shown on
websites
the transaction platform is
completely certified
discounts are available on the
products

prices of the products are
reasonable
comparison between different
product is available
high quality products are
available

121 certificates are
available on the websites
privacy statements are
displayed on online website
policies on use of cookies are
available on the websites
policies on information
distribution are given on the
websites
onling websites posses fast and
accurate search capability
product retum and exchange
SEervices are proper
onling shopping  websites
provides user friendly
interfaces

_B44
_T83
509
4099

432

_B18

543

413

it is quick to find the product
with minimum number of
clicks

online shopping  websites
provide accounts with id and
password

product categorization is proper
it is easy to place orders
product features are matched
with customer satisfaction

it is quick to find each and
gvery product online

delivery time is minimmum

varied payment methods are
available on the onlne websites

delivered transaction swmimary
is provided after online

online shopping  websites
display. confirmation schemes
after completion of transactions
onling websites have
information secured  with
sncrvption

onling shopping  websites
protect the  credit card
information of the customer
continuoils customer service 1s
available

A10

761

619

A85

813
496

A77

J73
25341

167

624

804

618
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Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 24 iterations.

FACTOR SUMMARY

Sandeep Chaudhary & Amandeep Singh

Table 4.17
Factor Name . ,
Rank (Variance 5352 C;o;lb i;h Loading | Label Statements
Explained %) P
0.853 V35 | am satisfied with delivery
channel
0.844 V33 | am satisfied with
my last purchase
0.783 V34 | am satisfied vx_nth quality
of products delivered
1 gxﬁgggﬁgﬁON 7 063 0.837 0.509 V27 | Products are easy to use
Notification of delay i
0.499 V25 |shopping is properly shown
on websites
0.432 V19 Transaction pl{;\tform is
completely certified
0.410 V29 Conynupus . customer
service is available
0.726 V30 Discounts are available on
the product
0712 V28 Prices of the products are
reasonable
Comparison between
2 PRODUCT 2.357 0.749 0.674 V31 (different product is
VALUE .
available
0625 V32 H|gh quality products are
available
Digital certificates are
0.528 V7 available on the website
Privacy statements are
0.765 V9 |displayed on online
websites
Policies on use of cookies
3 PRIVACY 2.288 0.586 0.673 V11 |are available on the
websites
Policies on information
0.614 V10 [(distribution are given on the
websites
Online websites posses fast
4 USABILITY 1.941 0.552 0.818 V13and accurate search
capability
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Product return and
0.543 V18 [exchange services are
proper

Online shopping websites
0.413 V12 |provides user friendly
interfaces

It is quick to find the
0.761 |V2 product with minimum
number of clicks

Online shopping websites
5 |CONVENIENCE 1.661 0.568 : .
0.619 |V5 provide accounts with 1D

and passwords

Product categorization is
proper

0.813 |V3 It is easy to place orders
Product features are
0.496 (V26 |matched with customer
sctisfactior

It is quick to find each and
every product online

0.773 |Vv23 Delivery time is minimum

\Varied payment methods
7 |PELIVERY 1.405 0.488 0.541 |V16 [are available on the online

websites

0.485 |V15

6 |EASE OF USE 1.470 0.607

0.477 |V1

Delivered transaction
0.767 |V22 |summary is provided after
online shopping

8 |TRUST 1.191 0.632 Online shopping websites

displayed confirmation
schemes after completion of
transactions

0.624 |V6

Online websites have
0.804 |V4 information secured with
encryption

9 [SECURITY 1.139 0.575
Online shopping website

0.618 |Vv8 protect the credit card
information of the customer

In order to draw out the most significant attribthat affect the perceptions of customers towantise shipping,
weighted average scores have been calculated. Wdiglerage score is used to rank the factor dbdisés of their mean

Scores.

Table 4.18: Weighted Average Score

FACTOR WEIGHTED AVERAGE SCORE |RANK

CUSTOMER
SATISFACTION 2119 4
PRODUCT VALUE 2152 3
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PRIVACY 2.286 1
USABILITY 2.0 5
CONVENIENCE 1.8791 8
EASE OF USE 1.8608 9
DELIVERY 1.9734 6
TRUST 1.8901 7
SECURITY 2.2198 2

As reflected in the above table, privacy is thestrimportant factor that influence tiperception of customer
towards online shopping accompanied with secumty@oduct value.

FACTOR EXPLANATION

Customer Satisfaction

Customer satisfaction reveals the satisfactiorlled the customers who shop onlinkhe weighted average
score of this factor comes out to be (2.119). Thdaablesincluded in this factor are: | am satisfied withlidery
channel (0.853), | am satisfiadith my last purchase (0.844), | am satisfied wdpnality of product delivered
(0.783), products are easy to use (0.509), notifinaof delay in shopping is propershown on websites (0.499),
transaction platform is completely certified (0.4332d continuous customer service is availablel(@.4

Product Value

Product value refers to the amount spend by custerfor the perceived benefits from the productchasing
online. The weighted average score of this facdd.152 and it is third important factor that atfeastomer perception
towards online shopping. The variables includethia factor are discount available on the prod(@itg26), price of the
product is reasonable (0.712), comparison betwefarent products is available (0.674), high qualiroducts are

available (0.625) and digital certificates are &akde on the websites (0.528)
Privacy

Privacy means to provide protection of individgaiersonal information by thenline shopping websites
from being theft. The online websites have polickesthe distribution of information and use cookiesprotect the
personal data. The weightederage score of this factor is 2.286 and it isrttust important factothat influences
the customer perception towards online producte Bhvariables included in this factor are privatgtements are
displayed on online websites (0.765), policies se of cookies are available on the websites (0.@n8) policies on

information distribution are given on the websi@e$14).
Usability

Usability means the degree of effectiveness afidieficy in the context of use of software providadonline
shopping websites for purchasing of the producte Weighted average score of this factor is 2.0 ¥ variables
included in this factor are online websites pos$ast and accurate search capability (0.818), prodeturn

and exchange services are proper (0.543) and osliopping website provides user friendly interfaf@®413).
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Convenience

Convenience refers to state of being able to findducts on online websites without any difficultyhe
weighted average score of this factor is 1.8791 iaiglthe secondowest factor that affects the customer perception
towards online shopping. Thariables included in this factor are quick to fiptbduct with minimum number of
clicks (0.761), online shopping websites providecamts with ID and passwor8.619) and product categorization is
proper (0.485).

Ease of Use

Ease of use means how easily customers purchaspraduct from online shopping websites. The wedght
average score of this factor is 1.8608 and it astiémportant factor that influences customer pgtioe towards online
shopping. The variablemcluded in this factor are easy to place ordefl3)8 product features are matchedh

customer satisfaction (0.496) and quick to findreand every product online (0.477).
Delivery

Delivery means the mode by which online websiteBvdred any product too itsustomers who shopped
online. The weighted average score of this factqf1i9734).The variables included in this factor are delivéme is

minimum (0.773), variepayment methods are available on the online wef&it!1).
Trust

Trust means the expectation of the customers fla@monline shopping websites from which they shamlpcts.
The weighted average score of this factor is (1189The variables included in this factor are deted transaction
summary is provided after online shopping (0.767) anline shopping websites displayed confirmagohemes after

completion of transaction (0.624).
Security

Security means the safeguard provides by the erdhopping websites to itsistomers. The weighted
average score of this factor is 2.2198 and it séeoastimportant factor that influence the customer peticeptoward
online shopping. The variables included in thistéacare online websites have information secureth wencryption
(0.804) and protect the credit card informatiohaf customer (0.618).

CONCLUSIONS

The attributes affecting online shopping variesfrcustomer to customer and therception is restricted to
the availability of proper network and awarenesghonline shopping this study identified 9 attributelsich affects
online shopping. The factors which affect the oalishopping are customer satisfaction, product vahrevacy,
usability, convenience, ease of use, delivery,tteusl security. Moreover the study also indicates privacy is the
most important attribute affect customer perceptmmards online shoppindRrivacy means to provide protection of
individual’s personal information by ttenline shopping websites from being theft. The malwebsites have policies
on the distribution of information and use cooktesprotect the personal data. The weightagtrage score of this

factor is 2.286 and it is the most important fachat influences the customer perception towardmendroducts.
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