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Abstract

Thepaper aimsat examining theimpact of variousconsumer and product characteristics
on adoption of e-commerce among consumersin India. The study is based on primary
data collected through survey of consumersresiding in and around Delhi. A structured-
non-disguised questionnaire has been employed for collecting theinformation fromthe
respondents about their demographics, shopping orientations, security and privacy
concerns, technological familiarity, past online shopping experiences and intentionsto
buy varioustypesof productsthrough internetin future. Past online shopping satisfaction,
recreational shopping orientation, education and income emerge as significant factors
affecting consumer past online purchases. Inrespect of future onlineshopping intentions,
only three consumer related factorsviz., past online shopping satisfaction, past online
shopping frequency and education, are found as significant predictors Amongst product
characteristics, product expensiveness is found to be negatively related to consumer
future online purchaseintentions. While consumersappear quitewilling to buy services
onlinethat arehighinther intangiblevalue propostion, they appear somewhat ambivalent
intheir intentionsto buy online the'frequently purchased products . Some of the consumer
and product characteristics do influence consumer adoption of e-commerce. Study
findings entail interesting implications for the marketers. They need to give adequate
attention to consumer and product characteristics while designing their e-marketing
strategies. As compared to goods, the surveyed respondents have expressed greater
willingness to buy services online in future. Services thus appear to be more promising
product category for sale through internet channel in future.

INTRODUCTION

arketing as a business function has witnessed several changes
during the last three decades. One key change relatesto adop-
tion of internet technology for carrying out marketing and busi -
ness functions. With more and more customers opting for online transac-
tions, traditional brick and mortar retail formats have started giving way to
emergence of virtual storesthat exist in the cyberspace and offer merchan-
dise and servicesthrough an electronic channel to their customerswith a
fraction of the overhead required in abrick-and mortar retail store (Chen
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et a., 2004). Indiais no exception to the phenomenal growth of e-com-
merce. Business firms have started increasingly embracing e-commerce
technol ogies and theinternet in the country. Even though internet usageis
not that wide spread in Indiaasis the case with many other countries, e-
commerce sites have fast come up everywhere to sell everything from
groceriesto bakery products, books and computers (AsiaToday, 1999).

Growing popularity of e-commerce as a means of marketing goods
and servicesto the consumers has drawn cons derabl e attenti on of research-
ersinthe past few years. A wide array of issues relating to e-commerce
adoption among thebusinessfirms(e.g., Premkumar et al., 1994; |acovou
etal., 1995; Igbariaet ., 1997; Min and Galle, 1999; Grewal et al., 2001;
Chong, 2004; Joo and Kim, 2004; Kaynak et a ., 2005; Alam et al., 2007;
Bakker et al., 2008) and consumers (Jarvenpaa and Todd, 1996; Alba et
al., 1997; Li et al., 1999; Swaminathan et a., 1999; Tan and Teo, 2000;
Leeet a., 2001; Lynch and Beck, 2001; Li and Zhang, 2002; Cheung et
al., 2003; Heijden, 2003; Koyuncu and Lien, 2003; Lim, 2003; Park and
Jun, 2003; Su, 2003; Yoh et a., 2003; Chen et a. 2004; Constantinides,
2004, Dillon and Reif, 2004; Monsuwéet al., 2004; Yang, 2005; Ghazali
et d., 2006; Lee, 2006; Liao et d., 2006; L opesand Dennis, 2006; Richards
and Shen, 2006) have been examined in the past.

| dentification of consumer and product related characteristicsthat af -
fect e-commerce adoption among consumers hasbeen athrust areaof past
researches (Jarvenpaaand Todd, 1996; Albaet a., 1997; Peterson et d.,
1997; Li et d., 1999; Swaminathan et a., 1999; Phau & Sui, 2000; Lynch
and Beck, 2001; Li and Zhang, 2002; Cheung et al., 2003; Koyuncu and
Lien, 2003; Lim, 2003; Park and Jun, 2003; Su, 2003; Yoh et al., 2003;
Dillon and Reif, 2004; Monsuwé et al., 2004; Yang, 2005; Ghazali et al.,
2006; Richards and Shen, 2006). Despite growing popularity of e-com-
merceinthe country, it isdisconcerting that not much empirical work has
been doneinthefieldin India Inthe absence of such studiesand authen-
tic information about the characteristicsand behaviour of e-shoppers, itis
difficult for the e-marketersto correctly identify thetarget customersand
design appropriate marketing mix strategies. The present study aims at
filling thisgap. More specifically, the sudy aimsat anempirica examina
tion of theimpact of consumer and product characteristics on e-commerce
adoption among consumersin India. The paper isorganised around five
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sections. With abrief discussion of riseof e-commercein Indiainthenext Exploring Impact of

section, the subsequent two sections are devoted to delineation of concep-
tual framework and research methodology used in the study. Survey re-
sults are reported in the succeeding section. A discussion of the study
findings and their managerial and research implications is made in the
penultimate section. Thefinal section examines study limitationsand di-
rectionsfor future research.

E-COMMERCE ADOPTION: INDIAN CONTEXT

The last three decades have witnessed a phenomena growth of world
wide web (www). A wide acceptance of internet technology and world
wide web in the business world has paved way to the rise of anew busi-
nessmodel, referred to ase-commerce. Broadly defined, el ectronic com-
merce (e-commerce) is"any form of economic activity conducted viaeec-
tronic connections'. According to Internet and M obileAssociation of In-
dia(IAMALI) and Indian Marketing Research Bureau (IMRB), electronic
commerce can be defined as buying and selling of products and services
on theinternet or any other application that relieson theinternet (IAMAI
and IMRB Report 2007). In other words, it comprises of transactionsfor
which internet actsasamediumfor contracting or making payment or for
consuming the service/product by the end user. Three alternate combina-
tions of these activitiesinclude: paying online and consuming online, pay-
ing offline but consuming online, and contracting and paying online but
consuming offline.

Business-to-consumer (B2C) isone of theformsof e-commerce that
has created immense opportunitiesvirtually for al thetypes of firms, rang-
ing from small start-ups to big Fortune 100 companies, for expanding
their bus nessacrossdifferent customer segments. Indiaisno exceptionto
the phenomenal growth of B2C e-commerce. Recent years have seen a
guantum jump inthe number of compani es embracing e-commercetech-
nologiesand internet in India. In spite of low I nternet usage, e-commerce
sites are popping up everywhereto sell everything from bakery and gro-
cery itemsto books, computers, soft ware music and movies(AsiaToday,
1999). India Plaza, India bookshop, Future Bazaar, Indiamart and BPB
Publicationsare some of the prominent examplesof e-commerce sites of -
fering productsand servicesfor onlinesalein India. I ndian bankstoo have
not lagged far behind and have adopted e-commerce and EDI technolo-
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giesto provide customerswith real time account status, transfer of funds
between accounts, stop payment facilities, etc. Virtualy all commercial
banks today provide internet based ‘anywhere banking' facilitiesin the
country.

According to the survey conducted jointly by the Internet and Mobile
Association of India (IAMAI) and Indian Marketing Research Bureau
(IMRB) in 2007, the number of internet usersin Indiain the 'ever user'
(onewho hasused internet at any point intime) or the 'claimed user' cat-
egories had touched 46 million in September 2007 from 32.2 millionin
September 2006. During the same period, the number of 'activeusers was
estimated to have reached a staggering figure of 32 million. As per this
survey report, consumer internet market was estimated to be around INR
7080 crores in 2006-07 which hasbeen estimated to haverisento alevel
of INR 9,210 croresby theend of thefinancial year 2007-08, representing
agrowth about 30 per cent. Non-metros (2- 10 lakh population cities) have
accounted for 39 per cent of the online sales in the year 2006 (IAMAL,
2007a; 2007b). Due to increasing computer literacy and awareness and
good word of mouth of thismedium, the salesfrom non-metrosincreased
to 49 per cent by September 2007 (IAMAI and IMRB, 2007). Report
findings suggest that GenerationY (those born after 1981) is the second
largest group with alifestylethat personifies e-generation.

CONCEPTUAL FRAMEWORK AND RESEARCH HYPOTHESES

Online shopping refersto the process of purchasing products or services
viainternet. The process consstsof essentidly the samefivestepsthat are
associated with traditional shopping behavior (Liang and Lai 2002). Ina
typical online shopping process, when potentia consumersrecognise need
for some merchandise or service, they go to internet and search for the
need-related information. They then evaluate aternativesand choose the
onethat best fitstheir criteriafor meeting thefelt need. Finally, atransac-
tionisconducted and post-sa es services are provided by thevendor to the
customers.

Like acceptance of anew product, adoption of online shopping among
the consumer has been dow and isnot yet widespread. A number of fac-
torsrelated to consumer, product, internet media, vendor and online shop-
ping environment have been identified in the past researches that influ-
ence consumer adoption of e-commerce (e.g., Jarvenpaaand Todd, 1996;
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Albaet al., 1997; Li et al., 1999; Swaminathan et a., 1999; Tan and Teo,
2000; Leeet d., 2001; Lynchand Beck, 2001; Li and Zhang, 2002; Cheung
et al., 2003; Heijden, 2003; Koyuncu and Lien, 2003; Lim, 2003; Park
and Jun, 2003; Su, 2003; Yoh et a., 2003; Chen et d., 2004; Congtantinides,
2004, Dillon and Reif, 2004; Monsuwéet al., 2004; Yang, 2005; Ghazali
etd., 2006; Lee, 2006; Liao et d., 2006; L opesand Galletta, 2006; Richards
and Shen, 2006).

| dentification of consumer and product related factors that affect e-
commerce adoption among the consumers has been athrust area of past
researches (Jarvenpaaand Todd, 1996; Albaet a., 1997; Peterson et d.,
1997; Li et d., 1999; Swaminathan et a., 1999; Phau and Sui, 2000;
Lynch and Beck, 2001; Li and Zhang, 2002; Cheung et al., 2003; Koyuncu
and Lien, 2003; Lim, 2003; Park and Jun, 2003; Su, 2003; Yoh et d.,
2003; Dillon and Reif, 2004; Monsuwé et a ., 2004; Yang, 2005; Ghazali
et a., 2006; Richardsand Shen, 2006). There isaconspicuous dearth of
empirical studies examining influence of consumer and product related
factorsin India. The present study aims at examining significance and
relative importance of select consumer and product characteristics on e-
commerce adoption among consumersinIndia. A schematic presentation
of the consumer and product characteristics under investigation in the
present study isprovided in Figure 1. Thefollowing sectionsbriefly dis-
cussthese antecedentsand their rel ationship to e-commerce adoption.

Determinants Consumer e-commerce adoption

Consumer Characteristics
« Demographics:
- Gender
- Age
- Education
- Income
« Shopping orientation
- Recreation
- Convenience l
- Experiential
« Security and privacy concerns
« Technology familiarity H
« Satisfaction with past online shopping : l

[P 4 Past online shopping frequency

’ Future online shopping intentions

3
Product characteristics

« Product expensiveness

« Product purchase frequency
« Product intangibility

='= Relationship represented by dotted line not investigated in the present study.

Figure 1: Consumer and Product Related Antecedents of Consumer
Adoption of E-Commerce
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CONSUMER CHARACTERISTICS

Consumer characteristics have been amongst the most popular group of
factorswith e-commerceresearchers, with a most every researcher having
studied someor the other demographic and psychological characteristics.
A brief discussion of theinfluence of some of the consumer characteristics
on e-commerce adoptionisasfollows:

Demographics

Most of the past research on demographic factors has focused on exami-
nation of theimpact of education, age, gender and income variableson e-
commerce adoption (Moschiset al., 1985; Jarvenpaaand Todd, 1996; Li
et a., 1999; Lynch and Beck, 2001; Li and Zhang, 2002; Ramayah and
Jantan, 2003; Park and Jun, 2003; Dillon and Reif, 2004; Yang, 2005;
Sykeet d., 2005; Richards and Shen, 2006; Rotem-Mindali and Salomon,
2007). Theseresearchesreveal that education, gender and age are robust
predictorsof onlinebuying status (frequent online buyer, occasional online
buyer, or non-online buyer). In general, it has been found that online shop-
pers tend to be young, better educated, innovators and heavy users of
technology. It has also been observed that males exhibit higher usage of
messaging, browsing and downloading activities, and as such aso tend to
make moreonline purchasesthan females(Li et a., 1999; Stafford et al .,
2004). The past studies, furthermore, indicate that as the education level
progresses, the use of brows ng, downloading and online purchase activi-
tiesincrease. Age in contrast has been found to be negatively related to
messaging and online shopping activities. Though incomeis expected to
be positively related to online shopping, thefindings of the past studiesare
somewhat mixed. Inview of the findingsof the mgority of past studies, it
isbeing proposed that:

I—!l: Ascompared to femaes, maesaremorelikely to engagein online shop-
ping.

H,:Ageis peggtively _rel ated toonline bL_in ng.

H.: Educationis positively related to online shopping.

H,: Incomeis positively related with online shopping.

Shopping Orientation

Theliterature on e-commerce distingui shes among four major consumer
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orientations: recrestion/fun (Richardsand Shen 2006), social (Swaminathan  Exploring Impact of

et a., 1999), convenience and experientia (Li et a., 1999). Consumers
with different shopping orientations have been found to be differing in
thelr attitudes towards internet shopping. Recreational shoppers, for in-
stance, view shopping asafun and leisure activity and are heavy informa-
tion-seekers. Convenience shoppers, on the other hand, are on look out
for such shopping options that enable them to save time and shop at any
hour of theday. Experientia aspectsof brick and mortar shopping such as
touching, feeling, smelling and trying arein contrast with themgjor shop-
ping consderationsfor the experientially-oriented shoppers. Socially ori-
ented shoppers are those who seek social interactionsthrough shopping.

Shopping orientationsin the past studies have been identified asthe
major predictorsof online buying status (frequent online buyer, occas onal
online buyer and non-online buyer) of internet users (Li et a., 1999;
Swaminathan et al., 1999 and Richardsand Shen, 2006). Thosewho value
convenience and recreation aspects are more likely to make purchases
online. But the consumersfor whom socid interactionsand product expe-
rience are more important, they generally tend to belessinterested in the
use of internet for shopping and thus shop lessfrequently online and spend
less money on e-commerce. Ghazali et a. (2006), for instance, found
Malays an consumersto be having unfavourable attitude towards purchase
of fishonline. Inability of the consumersto touch, feel and seefish prior to
purchase were reported as the key deterrents to their online fish buying
behaviour, indicating atendency among the Maaysiansto continueto be
bound by 'touch and feel' culture.

H.: Consumershighinrecreation or funaremorelikely toengagein online
shopping.

H,: More convenience-oriented customers are more likely to engage in
online shopping.

H_: Customerswith high experientid orientationsarelesslikely to engage
in online shopping.

Security and privacy concerns

E-commerceisrdatively anew mode of engagingin marketing exchanges
in which the parties transact business with each other without being in
personal contact or physically inspecting the products. Because of these
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and other reasons, many consumers perceive online shopping riskier than
making purchases through traditional brick and mortar retail stores. Past
studies haveidentified varioustypes of risks such asthoserelated to eco-
nomic, socia, performance, persona and privacy aspects of a purchase
decision (Jarvenpaaand Todd, 1996; Dillon and Reif, 2004). Technol ogy,
vendor and product have beenidentified in the past studiesasthree major
sources of risks perceived by the consumersin onlinetransactions (Lim,
2003; Su, 2003; Richards and Shen, 2006). Past studiesalso point to
differences present among consumers in their risk perceptions and
aversion tendencies. It, for instance, has been observed that as the
consumers report higher computer skill levels, their concerns regard-
ing risks tend to diminish. Consumer perceptions of risks associated
with electronic shopping have, moreover, been found to be nega-
tively related to their trust in web vendors. Given the current recog-
nition of privacy as a major issue in electronic commerce
(Swaminathan et al., 1999), it is natural to expect that consumers
who feel more concerned with privacy issues in internet shopping
would tend to engagelessintensively in e-transactions.

H,: The greater the concern for security and privacy issues, the lower
isthelikelihood of aconsumer engaging in online shopping.

Technology familiarity

Consumer familiarity with technology and readiness to adopt high-
tech products has been reported as an important factor influencing
consumer online shopping status and behaviour (Cheung et al ., 2003;
Park and Jun, 2003; Yang, 2005; Richards and Shen, 2007). Results
indicate that consumers' familiarity with and proclivity to adopt tech-
nology products positively and significantly influences their online
shopping status (browser or buyer). Moschis et al. (1985), for in-
stance, observed that at-home shoppers tend to be innovators and
heavy users of technology. In view of apositive association between
the two variables, it isbeing hypothesised that:

H,: Consumer familiarity with the technology positively influences
their online buying decision.

Satisfaction with past online shopping
Shopping experience includes attributes of time, convenience and
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product availability, effort, lifestyle compatibility and playfulnessor Exploring Impact of

enjoyment of the shopping process. Jarvenpaa and Todd (1996) and
Dillon and Reif (2004) in their studies of the effect shopping experi-
ence on the consumer online purchase decision have found that ex-
perienced online shoppers find online shopping to be enjoyable and
amenableto their lifestyle. Several past studiesreport nature of pre-
vious online shopping experience to be having strongest influence
on attitudes toward online shopping and intention to shop onlinein
future (Lynch and Beck, 2001; Li and Zhang, 2002; Cheung et al.,
2003; Koyuncu and Lien, 2003; Yoh et al., 2003; Yang, 2005; Park
and Jun, 2003; Monsuwé et al., 2004).

H,,; More favourable the previous online shopping experience,

greater will be the tendency among the consumers to shop online.
Past online purchase frequency

No doubt consumer satisfaction with past online purchases seemsto
be a better predictor of consumer intentionsto shop onlinein future,
past online purchase frequency nonetheless can serve asamajor de-
terminant of future consumer online shopping intentions. By virtue
of having been more extensively involved with past online purchases,
such consumersare more likely to feel confident to engagein e-shop-
ping in future. Moreover, the very fact that these consumers have
repeatedly made purchases on internet in the past impliesthat these
consumers might have not been much dissatisfied with their previous
online purchases. It is, therefore, being proposed that:

H,,: Higher the frequency of online purchases made in the past,
more likely such customers would be engaging in online shopping in

future.
PRODUCT CHARACTERISTICS

Suitability of internet asamarketing medium to alarge extent depends
on the characteristics of goods and services being marketed (Peterson
etal., 1997; Alba, et d., 1997). For example, if agood isasearch good
and its features can be objectively assessed using readily availablein-
formation, then internet can serve significant transaction and commu-
nication functions, and hence can affect transaction channel and com-
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munication channel intermediariesinvolved with the marketing of that
good. If agood is an experience good, information about the product's
features may not be sufficient for a consumer to engage in internet-
based transaction. Products (such as audio CDs and art pieces) that
make use of the hypermedia advantages of internet can be suitably
marketed online (Phau and Sui, 2000). An e-tailing continuum has been
proposed to classify various productsinto different categories depend-
ing on their saleability through Internet (see Figure 2).

Books
Music

H

Toys Commodity Easier to sell
Pet supplies on internet
Videos

Health and Beauty products
Specialty food and beverage

Computer software
Computer hardware

Consumer electronics Semi-commodity

Tools and hardware

Sporting goods
Apparel
Household goods

Garden items

. Fulfillment intensive
Groceries

Large appliances .

Furniture High ticket/ D|(f)fr|1cilrj1Ittetr(r)1 gtell
Cars large size :
Boats i

Figure 2: E-tailing Continuum Source: Adapted from Seth (2005)
Internet and Online Association of India carried out a survey of the cat-
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egories of products bought over the internet. The survey revealed that Exploring Impact of

books, electronic gadgets, railway tickets, accessories, apparel and gift
items have been the most popul ar product categoriesthat have been bought
online (I0AI1 2005).

Product price, purchase frequency and intangibility of value proposi-
tion are thethree product characteristicsthat have been empiricdly inves-
tigated inthepast. A brief description of these product characteristicsand
thelir relationship to e-commerce adoption isasfollows:

Product expensiveness: Past studieshave found that price of aproduct is
amagjor factor affecting consumer decision to shop online (Jarvenpaaand
Todd, 1996; Phau and Sui, 2000). Itis, therefore, hypothesized that:

H.,: Productsthat arerelatively expensivearelesslikely to be purchased
over internet.

Product purchasefrequency: Ingenerd, it hasbeen observed that more
frequently purchased productsare more suitable to online purchases (Phau
and Poo, 2000). It is, therefore, hypothesized:

H. .- Frequently purchased products have greater likelihood of being pur-
chased online.

Product intangibility: Another key inference from the past sudiesisthat
productsthat are cgpable of capitalisng on multimediaadvantagesof internet
(such asthose which allow trial sampling or are high ininformation con-
tent) aremorelikely to be bought through theinternet. Examples of such
productsinclude: music and video CDs, stock information and books (Phau
and Sui, 2000). In other words, products that are high in their intangible
value proposition (i.e., the products which require to be heard, seen, read
or analysed only) are more likely to be purchased online (Phau and Sui,
2000). In view of thefact that avariety of frequently purchased and rela-
tively low price servicesarein general high inintangibility of their value
proposition, itis proposed that:

H14: Servicesthat are highintheir intangible value proposition are more
amenabl e to be purchased online.

THE STUDY
In order to test the above propositions, asurvey of consumersresidingin
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Delhi and NCR region was carried out with the help of a'structured non-
disguised' questionnaire. The sample was drawn using convenience sam-
pling method. The questionnaire devel oped for the study was personally
administered to 450 respondentsin the month of November-February 2009.
A total of 431 usable questionnaireswere received, indicating aresponse
rate of 95.8 per cent.

Genderwise, the sample has been comprised of almost equal number
of malesand females (55 per cent and 45 per cent). Agewise, majority of
the respondents (71.9 per cent) have been from age group 16-25 years. A
higher proportion of respondents from younger age group should be of
not much concern asit isrelatively the younger peoplewho are the most
tech-savvy and hence more amenabl e to online shopping. Intermsof edu-
cational background, the sampleismore dispersed: higher secondary (19.3
per cent), graduates (44.3 per cent), post graduates (18.1 per cent) and
professonally qualified (18.3 per cent). Income-wise, mgjority of there-
spondents come from the income groups of Rs.15000-Rs.30000 (35.7 per
cent), Rs.30000-Rs.50000 (23.2 per cent) and above Rs.50000 (28.3 per
cent). Only 12.8 per cent of the respondentsin the sasmple belong to fami-
lies having income below Rs.15000.

MEASUREMENT

Multiple choice questionswere put to the respondentsto gather informa-
tion about their demographic profile. Theinformation regarding the rest of
the psychol ogical factorsand product characteristicswas sought through
the use of scalesemployed inthepreviousstudies. A brief description of
variousscalesused isasfollows:

Three types of shopping orientations were measured with the items
adapted from scalesemployed inthe studiesby Li et al. (1999) and Richards
and Shen (2006). Three statements used for measuring recreational shop-
ping orientation include: 'Going to market for shopping is an enjoyment
andrecreationfor me, 'l liketo go shopping with friendsand family mem-
berswhen | amfree, and 'Window shopping isusually a pleasant experi-
encefor me'. Convenience shopping orientation was measured by asking
the respondentsto respond to three statements: 'l hatetowaitinlong lines
for checking out goods, 'l want to be able to shop at any time of the day'
and 'Saving time while shopping isvery important for me'. For measuring
experiential shopping orientation, three satementsincluded: 'l liketo see
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and touch the products before | buy them', 'l hate buying things without Exploring Impact of

seeingwhat | am getting', 'l liketo try beforel buy a product’. Responses
to al these nine stlatements were obtained on a5-point Likert scale, rang-
ing from '1= strongly agree' to '5=strongly disagree'.

A single-item scale, anchored on "1 =not at all concerned' to'5 = very
much concerned’, was adapted from thestudy of Swaminathan et a. (1999)
for measuring consumers concernsfor security and privacy.

Technology familiarity in the past studies has been assessed in terms
of extent of ownership of high-tech products by the consumers (Cheung
et a., 2003; Park and Jun, 2003; Yang, 2005; Richards and Shen, 2007).
The present study too employed a similar approach. Respondents were
provided with alist of eight high technology products, viz., computer,
credit card, internet connection, iPod, cell phone, DVD player, digital
camera and PDA. They were asked to report the products that they
possessed. Based on the number of items possessed by them, respon-
dents were rated on ascale of 1 to 8 (with '1' representing customers
classified as being extremely low on technology familiarity and '8'
characterising customers who owned all the listed products). About
65 per cent of the sample was found to be comprised of customers
falling in the middle range, i.e., owing 3 to 6 high tech products.

The construct ‘consumer satisfaction with past online shopping' has
been operationalised through 5-item scal e adapted from Dillon and Reif
(2004). Two sample items from the scale are: 'Online experience has
been a good experience for me' and 'It has been beneficial to shop
online". Thescaleitemswere anchored on '1 = strongly disagree' to '5
= strongly agree'. Scores of negative itemswerereverse coded before
being used for computation of summated mean scal e scores.

For purposes of examining influence of three product characteris-
tics(viz., product expensiveness, product purchase frequency and prod-
uct intangibility), an approach ssimilar to the one used by Phau and Sui,
2000 has been adopted in the present study. First, agloba assessment
of consumers’ willingnessto buy each one of the three types of prod-
ucts (viz., expensive products, frequently purchased products and ser-
vices) was made through use of a5-point Likert scale (ranging from'1
= strongly disagree' to '5 = strongly agree') adapted from Phau and
Sui, 2000. Thethree statements used for this purpose included: 'l will
not shop for expensive products/ servicesonling, 'l will buy frequently
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purchased products/services throughinternet’ and 'l will prefer to pur-
chase servicesrather than products onlin€'. To cross-check the validity
of their assertions, consumers were also presented with alist of 17
items (comprising of products from the above mentioned three product
categories) and were asked to indicate the likelihood of purchasing
each one of them over theinternet. A 5-point Likert scale anchored on
'1 = very unlikely' to '5 = very likely' was adapted from the study of
Phau and Poon (2000). The scores for each of the three categories of
the products were summated separately and then amean scorefor each
of the product category was computed.

Consumer adoption of e-commerce isthe dependent variablein the
study. It hasbeen operationalised through two scales: consumers' 'past
online shopping frequency' and 'future online shopping intentions. Fre-
guency of past online shopping has been ascertained by asking con-
sumersto report the number of online purchases made by them during
the last one year. A single-item 5-point Likert scale was adapted from
Swaminathan et al. (1999) that was anchored on'0 = 0 to 5 timesonline
purchases made' to '5 = 'more than 20 times online purchases made'
during the last year. For measuring future online shopping intentions,
one-item scale from Slyke et al. (2004) has been used. The scale was
anchored '1= strongly disagree' and '5 = strongly agree'.

Three mgjor statistical anaysis techniques have been employed in
the study to analysethe collected data: ANOVA, correlation and regres-
sion analyses. ANOVA procedure was used for assessing differences
present among the consumers in their adoption of e-commerce across
various demographic clusters. Karl Pearson's coefficientswere computed
to examine therelationship of e-commerce adoption with various non-
demographic consumer characteristics. Multiple regression techniquewas
used for assessing rel ativeimportance of various consumer related fac-
torsstudied in juxtaposition.

ANALYSIS

Consumer demographics and e-commerce adoption: ANOVA and cor-
relation results

ANOVA analysiswas performed in order to assess the impact of demo-
graphic factors on e-commerce adoption. The results are presented in
Table 1. When operationalised in termsof past online shopping frequency,
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e-commerce adoption can be observed to be significantly (p < 0.01) dif- Exploring Impact of

fering across all the four types of consumer groups. However, in terms
of future online shopping intentions, e-commerce adoption can be seen
to bediffering significantly only acrossdifferent age (p < 0.05) and edu-
cation (p < 0.01) groups. Gender and income do not turn out to be sig-
nificant variables affecting consumer future online intentions.

In overall terms, we find the study results to be providing mixed
support to H1to H4. While the empirical evidenceisin favor of al the
hypotheses when examined in respect of past online shopping frequency,
only two of the hypotheses, viz., H2 to H3, get supported by the study
in respect of future online shopping intentions.

Table 1: Past Online Shopping Frequency and Future Online Shopping
Intention Analysed across Demographics: ANOVA Results

Past online shopping frequency Future online shopping intention
Variable Mean F-value p-value Mean F-value | p-value
Gender
- Male
- Female 107 3.07
Total 0.92 8.31 o R 3.11 1.14 0.29
Age (years)
- 16-25 0.69 3.05
- 26-35 1.89 3.40
- 36-45 1.08 2.92
- 46 and above 0.86 2.67
Total 0.92 16.22 .00+ 3.11 3.31 0.02*
Education
- Higher secondary 0.47 2.83
- Graduation 0.74 2.95
- Post-graduation 1.17 3.36
- Professionally qualified 153 3.32
Total 0.92 10.51 .00+ 3.11 3.92 0.01**
Monthly family income (Rs.)
- Less than 15,000 0.28 3.00
- 15,000 - 30, 000 0.66 3.16
- 30,000 - 50, 000 1.21 3.00
- 50, 000 & more 1.20 321
Total 0.92 8.37 .00 3.11 0.70 0.55

Note: 1. Significancelevel: *** p<0.01, ** p<0.05, * p<0.10
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Other consumer characteristics, e-commerce adoption and Karl Pearson
coefficients of correlations were computed for analyzing the relationship
of other consumer characteristics with e-commerce adoption. The results
are presented in Tables 2 and Table 3. So far as past online shopping
behaviour is concerned, it can be observed to be significantly related to
all the other consumer characteristics under investigation, viz.,
recreationa/fun orientation (p< 0.01), convenience orientation (p < 0.05),
experiential orientation (p < 0.01), technology familiarity (p < 0.01),
security and privacy concerns and past online shopping satisfaction (p <
0.01).

Table 2: Past Online Shopping Frequency and Other Consumer Charac-
terigtics: Summary Statisticsand Correlation Results

Correlation of past
online shopping
frequency with other
consumer

Variable Mean SD characteristics
Past online shopping frequency 0.92 131
Shopping orientations:
- Recreational/ fun 3.05 0.73 - 0.20%**
- Convenience 3.70 0.72 0.10*
- Experiential 4.08 0.77 - 0.34%
Technological familiarity 4.26 185 0.28***
Security and privacy concerns 3.54 0.78 - 0.31x
Past online shopping satisfaction 3.80 0.52 (0.23%**

Note: 1. Significance level (one-tail test): *** p< 0.01, **p<0.05 *p<0.10

Reaultsarea mog smilar in respect of e-commerce adoption operationalised
by way of future online shopping intentions. With the sole exceptionisvari-
able'security and privacy concerns, therest of thevariablesemergeassgnifi-
cant correlates of onlineshopping intentions: recreational /funorientation (p<
0.01), convenienceorientation (p < 0.05), experientid orientation (p< 0.01),
technology familiarity (p < 0.10), and past online shopping satisfaction (p <
0.01). Incidentaly, eventheadditiond variable 'past online shopping frequency’
under congderationinthecase of onlineshopping intentions, isfound signifi-
cantly related (p < 0.01) to consumers future onlineshopping intentions.
We thus find that with the exception of H8 (pertaining to security and
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exs, viz., H5, H6, H7, H9, H10 and H11, stand supported by the survey
results.

Table 3: Future Online Shopping intentions and Other Consumer
Characteristics: Summary Statisticsand Correlation Results

Correlation of future
online shopping
intention with other
consumer

Variable Mean S.D characteristics
Future online shopping intention 311 0.82
Shopping orientations:
- Recreational/ fun 3.05 0.73 -0.17xx
- Convenience 3.70 0.72 0.18*
- Experiential 4.08 0.77 -0.11*
Technological familiarity 4.26 185 0.12*
Security and privacy concerns 3.54 0.78 -0.02
Past online shopping satisfaction 3.80 0.52 0.58***
Past online shopping frequency 0.92 131 0.53%**

Note: 1. Significance level (one-tail test): *** p< 0.01, **p<0.05 *p<0.10
Regression Results

In order to examinetheinfluence of various consumer characteristicswhen
analysed in juxtaposition and assessthelr relative importance in explain-
ing variations present anong consumersin their adoption of e-commerce,
multiple regression anaysis technique was employed. Two sets of mul-
tiple regressions were carried out with "past online shopping frequency"
and 'future online shopping intentions as the dependent variables. Vari-
ous consumer characteristics that were found significantly related to e-
commerce adoption in the ANOVA and correlation analysesin Tables 1
through Table 3 were used astheindependent variablesfor the two sets of
multipleregressions. Theresultsare summarised in Tables4 and 5. It may
be mentioned herethat the multicollinearity among the independent vari-
ables was assessed through computations of tolerance and VI F statistics.
Both these statisticsindicated absence of multicollinearity among thein-
dependent variables.
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In respect of the dependent variable 'past online purchase frequency’,
atotal of ten variables (four demographic and six other consumer charac-
teristics) constituted the independent variables (see Table 4). Taken to-
gether, these variables are able to explain only 20 per cent of variations
present among the consumersin their e-commerce adoption. A compari-
son of results, presented in Table 4 with those presented in Table 1 and
Table 2 bringsto the fore an interesting inference. Thevariables age, con-
venience orientation, experiential orientation, technol ogical familiarity and
security and privacy concerns are not found significant explanatory vari-
ables. Education (8 = 0.30; p < 0.01) emerges asthe most important pre-
dictor, followed by past online shopping satisfaction (8= 0.19; p< 0.01),
recreation orientation (8 = 0.18; p < 0.05), income (8 = 0.16; p < 0.05),
and gender (8 = 0.12; p< 0.10).

Table 4 : Past Online Shopping Frequency and Its Determinants. Re-

gression Results
B t-statistic p-value
Dependent variable: Past online
shopping frequency
Constant
Independent variables
Demographic factors
o Gender -0.12* -1.70 0.09
o Age -0.10 -1.29 0.20
o Education 0.30* 3.81 0.00
e Income 0.16** 2.01 0.05
Shopping orientations:
o Recreational/ fun -0.18* -2.43 0.02
o Convenience 0.00 0.05 0.96
o Experiential - 0.06 -0.79 0.43
Technological familiarity 0.05 0.61 0.54
Security and privacy concerns -0.09 -1.23 0.22
Past online shopping satisfaction 0.19* 251 0.01
Model! statistics Adjusted R?=0.20, F=5.26, p=0.00

Note: 1. Significance level: *** p< 0.01, ** p<0.05, * p< 0.10
In the second set of multiple regression analysis, ‘future online shopping
intentions has been used asthe dependent variable. It wasregressed ona
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total of eight variables (two demographic characteristic and six other con-  Exploring Impact of

sumer characterigtics) that werefound significant inthe previousbivariate
analyses. Fromthe multiple regression results presented in Table 5, it can
be observed that adjusted R2 value is0.50 (p < 0.01), implying that the
eight independent variablestaken together are ableto explain 50 per cent
of the variationsin consumer adoption of e-commerce. However, interms
of significance of beta coefficients, only three variables emerge as deter-
minant of futureonlineintentions. Past online shopping satisfactionisthe
most important explanatory variable (8 =0.47; p<0.01), followed by past
online shopping frequency (B8 = 0.38; p< 0.01) and education (8 =0.11;
p < 0.10), andinthat order.

Table 5 : Future Online Shopping Intention and Its Determinants:
Regression Results

B t-statistic p-value
Dependent variable: Future online
shopping intention
Constant
Independent variables
Demographic factors
. Age -0.10 -1.61 0.11
« Education 0.11* 1.64 0.10
Shopping orientations:
» Recreational/ fun -0.09 -159 011
o Convenience 0.03 0.40 0.69
o Experiential 0.05 0.75 045
Technological familiarity 0.03 0.55 0.58
Past online shopping satisfaction 0.47%* 7.83 0.00
Past online shopping frequency 0.38%* 6.15 0.00
Model statistics Adjusted R2=0.50, F=21.64, p=0.00

Note: 1. Significancelevel: *** p<0.01, ** p<0.05, * p<0.10

IMPACT OF PRODUCT CHARACTERISTICS ON ONLINE SHOPPING
BEHAVIOR

Theresultsrdaingtoimpact of product characterigicson onlineshopping behaviour
arepresented in Tables6to 11. Barring the case of "product purchasefrequency’,
theresultsarein consonancewith those of gudy by Phau and Sui (2000).
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Product expensiveness

With respect to consumer purchase of expensive productsonline, there-
sultsare as per expectations. A high mean score of 3.90 imply agenerd
unwillingness present among the respondentsto buy expensive products
through internet. In termsof frequency distribution too, morethan 70 per
cent of thesurveyed consumers have expressed unwillingnessto buy online
the expensive products services.

Inadditionto agenerd question, therespondentsweread sopresentedwitha
ligt of four specific expensive products, namely jewd lery, automobiles, mobile
phonesand electronicitems They wereaskedto Sateona5-point Likert scde
(ranging from'1 =very unlikely' to'5 = very likely') ther likelihood of buying
each oneof theseitems. Thescoresso provided by therespondentswere summed
up and then mean scoreswere computed. Their reponsesin termsof both the
frequency digtribution and mean scores for the sdlect durable and expensive
itemsare presented in Table 7. Mean scoreis 2.29, implying that it isunlikely
that the respondents will buy these items on internet. In terms of frequency
digribution of their responsestoo, only around 11 per cent of the respondents
can be seen to be in favour of buying such products online. The res of the
respondents gppear either unwilling or ambivaent in their response. Results
reportedin Tables6 and 7 thuslend supporttoH...

Table 6 : Willingnessto Purchase Expensive Products Online: Overall

Assessment
Percent of respondents
Strongly Strongl
Statement disagree | Disagre | Indiffere | Agre | yagree | Mean | SD
e nt e
I will not shop for expensive
products/ services online. 42 114 10.6 37.8 36.1 390 | 1.14

Note: 1. A 5-point Likert scale was used for obtaining regponses from the
urveyed respondents, ranging from'1 = gtrongly disagree to'5=grongly agree.

Table 7 : Likelihood of Purchasing Expensive Products Online: Prod-
uct-gpecific Assessment

Percent of respondents
Very Very
Statement /item unlikely | Unlikely Cannot Likely | likely | Mean | SD
say
Likelihood of purchase of select
expensive products 23 215 30.1 37.0 9.8 16 229 | 0.92
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surveyed respondents, ranging from '1 = very unlikely' to'5 =
very likely'.

2. Respondentswere presented with alist of fiveexpensive durable
products (viz., jewellery, automobiles, mobile phones and el ec-
tronic items) and were asked to report likelihood of each product
being purchased by them on internet.

3. Thescoresfor al the products were summed up and then mean
scores were computed. Mean scores of lessthan 0.5 have been
construed as representing 'very unlikely' response. In asimilar
vein, scoresintherange of 1.5-2.5, 2.5-3.5, 3.5-4.5 and 'above
4.5 have been treated as equivaent to 'unlikely', ‘cannot say’,
'likely', and 'very likely' respectively. In general, higher the score
represent, higher isthe likelihood of the items being purchased
oninternet.

Product purchase frequency

Resultsrelating to consumers genera and product-specific willingnessto
buy online the 'frequently purchased products are presented in Tables 8
and 9. Inoverall terms, amean score of 2.89 aswell asfrequency distribu-
tion of consumer responses point to ambivalence present among the con-
sumers about their willingness to buy ‘frequently purchased products
through internet (see Table 8). However, when queried about their will-
ingnessto buy four specific ‘frequently purchased products (viz., flowers,
fruits and vegetables, groceries and clothes), majority of consumers ex-
press low likelihood of making purchases of such products online (see
Table 9). Taken together, the above results are thus able to only partly
supportto H...

Table 8: Willingnessto Purchase 'Frequently Purchased Products
Online: Overdl Assessment

Percent of respondents
Strongly Strongl
Statement disagree | Disagre | Indiffere | Agre | yagree | Mean | SD
e nt e

1 will frequently buy frequentl
purcha;% pmé’ucg,sefﬁim y 10.6 328 1838 331 48 289 | 113

through internet.*
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Note: 1. A 5-point Likert scale was used for obtaining responses from
the surveyed respondents, ranging from '1 = strongly disagree' to '5=
strongly agree.
Table 9: Likelihood of Purchasing 'Frequently Purchased Products
Online: Product-specific Assessment

Percent of respondents
Very Very
Statement /item unlikely | Unlikel Cannot Likel likely Mean | SD
y Say y
Likelihood of purchase of select
frequently pUrCha%d prOdUCtS.l' 2,3 435 272 233 55 05 192 092

Note: 1. A 5-point Likert scaewasused for obtaining responsesfrom the
surveyed respondents, ranging from'1 = very unlikely'to's5 =
very likely'.

2. Respondents were presented with alist of four frequently pur-
chased products (viz., flowers, fruits and vegetables, groceries
and clothes) and were asked to report likelihood of each product
being purchased by them on internet.

3. SameasinTable7.

Product Intangibility

It was hypothes zed that that the serviceshigh intheir intangibleva ue propo-
gtionaremorelikely to bebought onlinethan tangible products. Once again,
the respondentswere asked to report their generd willingnessaswdl asprod-
uct-specific likelihood of buying services online. For assessing service-spe-
cific purchase likelihood, they were presented with alist of eight services,
namely loans, entertainment, travel, online music, banking, insurance, finan-
cid reports, stock market news, weather information, online newspapersand
consultancy services. Theresultspresented in Tables 10 and 11 reved ahigh
level of willingnessamong the consumersto buy servicesonlinein genera as
well as specific set of services, confirming the H14 that servicesdueto their
intangible naturearemorelikely to be bought onlinethantangible products.

Table 10 : Willingnessto Purchase Servicesvisavis Products Online:
Overdl Assessment

Percent of respondents
Strongly Strongl
Statement disagree | Disagre | Indiffere | Agre | yagree | Mean | SD
e nt e
| will prefer to purchase services
rather than products online.! 3.6 14.8 231 42.6 15.9 352 | 1.04
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surveyed respondents, ranging from '1 = strongly disagree' to'5 = strongly Consumer
agree.
Table 11 : Likelihood of Purchasing Servicesvisavis Products Online:

Product-specific Assessment

Percent of respondents
Very Very 57
Statement /item unlikely | Unlikel Cannot Likel likely Mean | SD
y say y
Likelihood of purchase of sdlect
services - 2.3 33 9.2 427 421 2.7 327 | 075

Note: 1. A 5-point Likert scale was used for obtaining responses from
the surveyed respondents, ranging from '1 = very unlikely' to
'5=very likely'".

2. Respondentswere presented with alist eight services (viz.,
|oans, entertainment, travel, online music, banking, insurance,
financid reports, stock market news, weather information,
online newspapers, and consultancy services) and were asked
to report likelihood of each product being purchased by them
oninternet.

3. SameasinTable7.
DISCUSSION AND IMPLICATIONS

Theaim of thispaper has been to assess the significance and relativeim-
portance of various consumer and product related factorsthat have been
reported in the past studies asthe key determinants of e-commerce adop-
tion. With aview to captureboth the past and future domains, e-commerce
adoption in the present study hasbeen operationalised in termsof both the
consumer online shopping frequency in the past year aswell astheir in-
tentionsto shop onlineinfuture. Based on areview of e-marketing litera-
ture, atotal of ten consumer related factors and three product rel ated fac-
torswereidentified and examined in the present study. In respect of future
online shopping intentions, one additional factor, i.e., past online shop-
ping frequency, hasal so been included asan additiona consumer-related
antecedent. Mgjor findingsof the study and their managerial and research
implicationsareasfollows.

A total of ten consumer-related antecedents have been examined in
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the multipleregression analysisin respect of consumer past online shop-
ping frequency, but these ten variables taken together are able to explain
only 20 per cent of variationsin the dependent variable. Further, only five
of thesevariablesemergein thefinal anaysisas significant determinants
of consumer past online shopping behaviour. The antecedent 'satisfaction
with online shopping in past' topsthelist. The obviousimplication of this
finding to the e-vendors is that they need to give utmost importance to
providing satisfaction to their e-customers. Morethe customersare satis-
fied with their previous online shopping encounters, morethey arelikely
to engage in online shopping.

Education, gender, recreational shopping orientation and income are
the other four variables (and in that order) that the present study findsto
have impacted consumer decision to engage in online shopping in the
past. As expected, the variables education and income are positively re-
lated with the past online shopping behaviour, implying thereby that the
higher the education and income levelsof people, morethey have tended
to prefer buying goods and services on internet.. In respect of variable
‘gender’, maleswere coded '0' and femalesas'1'. A negative betaval ue of
gender in theregression equation, therefore, indicatesagreater proclivity
among the males than females to have engaged in online shopping pur-
chasesin the past.

Threetypesof shopping orientations, viz., recreational /fun, convenience
and experiential, were examined in the study. It is, however, only therec-
reational/fun aspect that has emerged asan important determinant of past
online shopping behaviour. A negative and significant relationship of this
factor with the past online shopping incidence, however, impliesthat con-
sumerswho view shopping asarecreational activity and fun prefer tradi-
tional retail outletsto online shopping. It thus appearsthat Indian consum-
ers by and large till continue to rejoice in moving from one shop to an-
other browsing store aides and hunting for best bargainsinstead of using
eBay or some such other websites. In order to gain greater acceptance of
e-commerce, e-tailers need to lay more emphasis on fun and enjoyment
(rather than simply the convenience) aspect of their online shopping me-
dium. Recreation orientation needsto be kept in mind not only at thetime
of designing theweb site but also its promotion to the customers.

Multipleregresson analysisresults are somewhat different in respect
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eight variables (two demographic characteristic and six other consumer
characteristics) that werefound significant in thebivariate analyseswere
used as the independent variables. Taken together, these eight variables
are found to be able to explain 50 per cent of variations present in the
consumer future online shopping intentions. The explanatory power of
regression equation in the present caseis much higher ascompared to the
one (i.e., 20 per cent) observed in respect of past online shopping fre-
guency.

Furthermore in contrast to five independent variables found signifi-
cant in respect of past online shopping behaviour, only three variables
emergeasthedgnificant predictor variablesin regard to future online shop-
ping intentions. The three significant variablesin order of their impor-
tanceare: past online shopping sati sfaction, past online shopping frequency
and education. A positive rel ationship between past online shopping satis-
faction with future online shopping intentionsimpliesthat consumerswho
have been satisfied with their previous online shopping purchases are more
likely to engagein online shopping in future. Inasimilar vein, apositive
relationship observed between past online shopping frequency and future
online shopping intentions suggests that such customersarelikely to con-
tinueto makeonline purchasesin futuretoo. Educationisalsofound to be
positively related with online shopping intentions, implying more edu-
cated the customers are, more likely they would be towards engaging in
online shoppingin future.

Manageria implications of these findingsare once again that the online
marketersneed to target their products to more educated customers. Edu-
cated personsin al probability are likely to be more internet savvy and
also having greater internet access and connectivity, thusmaking it easier
for the marketersto bring theminto thefold of online shoppers provided
they are sufficiently exposed to online shopping outletsand motivated to
place orders online. Coupled with measures to ensure higher level of
satisfaction to consumersin their first few online transactions, all these
initiatives can go along way in bringing more and more people in the
ambit of online shopping in future.

The present study has also attempted an analysis of influence of prod-
uct characteristics on consumer future onlineintentions. Theresults point
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to ageneral unwillingness among the consumers to buy expensive prod-
uctsonline. Only about 11 percent of the surveyed customershave shown
interest in buying expensive productssuch asjewel lery, automobiles, mobile
phonesand electronicitems. Consumers, furthermore, do not appear much
enthusiastic of ordering frequently purchased products such as flowers,
fruits, vegetables, groceriesand clothesthrough internet. Servicesin con-
trast to goods appear to be the good candidates for online marketing. A
great maority of consumers have reported willingness to buy services
such asloans, entertainment, travel, online music, banking, insurance, fi-
nancial reports, stock market news, weather information, online newspa-
persand consultancy services. Incidentally, these arethe servicesthat are
quite high intheir intangible value proposition.

The study findings thus suggest that marketers need to be selectivein
marketing their product portfolio to be offered through internet. Not al
products appear to be suitablefor online marketing. Servicesthat areless
expensive and highin their intangible val ue proposition appear more suit-
able candidates for online marketing. Consumerswill detest buying ex-
pensive products online because of higher risksand experiential orienta-
tion involved in such products. Even the frequently purchased products
such asflowers, fruits and vegetables, groceries and clothing do not ap-
pear ripe enough for sale through internet. These might be good candi-
datesfor onlineretailing in the developed countrieswherethereisahigh
degree of grading and qua ity standardization present for such productsin
their markets. In acountry like Indiawhere these products are character-
ized by ahigh degree of variability present in their quality and technical
specifications, consumers appear more inclined to make such purchases
through traditional retail channels, offering them benefit of experiential
based shopping. The most suitable distribution medium for such products
in near future, therefore, will continueto betraditional retail outlets.

Though experiential shopping orientation hasnot emerged asanim-
portant determinant of future online shopping intentions in the multiple
regression analysisin the present study, there can be no denial to the fact
that Indian shoppers even in the present day market era continue to be
characterized by a high degree of experiential based shopping. This as-
pect needs to be adequately attended to in inducing them to make more
online purchases in future. A mean score of 4.02 observed in Table 2
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shopping orientation still present among the Indian consumers. Indian con-
sumersvaluetouch, feel and smell aspectsof traditional shopping which
are missing in the case of online shopping. Such an experiential orienta-
tionisnot uniqueto the Indian consumersalone. Customersin other coun-
triestoo, have been found to be engaging in experientia shopping. Ghazali
et al. (2006), for instance, found Malaysian consumersto behigh in their
experientia shopping orientation, and thus not preferring to buy fish online.
Theonline marketerscan exploit this characteristic feature of Indian con-
sumers to their advantage by enhancing experiential nature of the pres-
ence of these productson their websites. Especially inthe case of services,
multimediafeatures of internet, such as providing the opportunity to the
consumer to sample online the music and movies, being sold through
internet, can go along way ininducting greater online shopping orienta-
tion among customersin future.

STUDY LIMITATIONS AND DIRECTIONS FOR FUTURE
RESEARCH

No study isperfect in itself. Every study proceeds with certain assump-
tionswhich limit the scope of that study. Our research also suffersfrom a
few limitations. Firgt, thisstudy isrestricted in generalisability of itsfind-
ings. Thisisso because while selecting the sample, respondentsresiding
only in Delhi and national capital region have constituted the sample on
the assumption that they adequately represent thetypical Indian consum-
ers. It will be worthwhile if studies are conducted in future using more
representative and larger samples selected from various partsof the coun-
try.

Furthermore, thisresearch hasendeavoured to examine only consumer
and product rel ated antecedents to consumer online shopping adoption. A
number of other factors such asthoserelated to internet medium, vendor
and online shopping environment have also been found important deter
minantsof consumer online shopping behaviour in the past studies. These
variablestoo need to be examined in future studiesin order togainanin-
depth knowledge of consumer online shopping behaviour.

Variables such as shopping convenience, technol ogical familiarity and
security and privacy concernshave not been found in the present study as
ggnificant variablesaffecting consumer adoption of e-commerce. It might
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be that these variabl es affect e-commerce adoption indirectly rather than
directly. Use of some of these variables in future studies as moderating
and mediating variablesmight help usin understanding their indirect in-
fluences on consumer adoption of e-commerce.
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