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1. INTRODUCTION 

The arrival of the internet has totally transformed the way businesses are conducted all over the 
world.Consumers today have a lot of channels through which they can interact with businesses. One 
of the alternativesavailable to them is that of e-commerce. The term e-commerce can be defined as 
an electronic environmentwhere buyers and sellers meet to exchange products, services and even 
information. Close and Kukar-Kinney(2010) suggest that online shopping behavior denotes the 
activity of buying goods or services on the internet.There has been a shift towards online shopping 
due to ease, comfort, convenience, cost saving, timesaving andquick delivery as compared to 
conventional or traditional shopping. Consumers are no longer bound by timingsor location to make 
their transactions. Purchasing products is only a few clicks away as a result of a speedygrowth and 
development of e-commerce. An increase in online shopping activities has forced companies to 
offertheir products and services online. This helps them gain a competitive advantage over other 
companies in themarketplace.Global trends indicate a shift towards e-commerce. Thus, the 
popularity of e-commerce is truly a globalphenomenon. According to the Guardian, UK had the 
largest e-commerce market in 2010. China’s e-commercebase is also expanding. Statistics show that 
online sales in China in the year 2009 touched almost $36.6 billion(Forbes, 2010). Other countries 
like South Korea, Japan, Brazil, France, Germany and Russia have also seen aflourishing e-
commerce sector in previous years. It has been estimated that the e-commerce market in 
Russiawould aggregate between $23- $30 billion in 2015. According to e-marketer, e-commerce 
sales in Brazil wouldtouch $17.3 billion by 2016. E-commerce is also developing in the Middle East at 
a very fast pace.However, countries like India have experienced a slower growth of e-commerce. 
Developing countries do have the potential of developing an e-commerce base; however it will take 
time because internetpenetration in these countries is still lower in comparison to developed 
countries. All this suggests that onlineretail competition is expected to increase in the near future. 
In recent years, the explosion of social networking sites, blogs and review sitesprovide a lot of 
information. Millions of people express uninhibited opinions aboutvarious product features and their 
nuances. This forms an active feedback which is ofimportance not only to the companies developing 
the products, but also to their rivalsand several other potential customers. 
 
Sentiment Analysis is the task of tapping this goldmine of information. Itretrieves opinions about 
certain products or features and classifies them asrecommended or not recommended, that is 
positive or negative.The sentiment regarding a particular product in a review is seldom 
explicitlypositive or negative; rather people tend to have a mixed opinion about variousfeatures, some 
positive and some negative. Thus the feature specific opinion mattersmore than the overall 
opinion.Consider a review “I like Micromax’s multimedia features but the battery lifesucks.” This 
sentence has a mixed emotion. The emotion regarding multimedia ispositive whereas that regarding 
battery life is negative. Hence, it is of utmostimportance to extract only those opinions relevant to a 
particular feature (like batterylife or multimedia) and classify them, instead of taking the complete 
sentence and theoverall sentiment. 
 
The research aims to study the consumer sentimental impact on online purchase behavior and tries 
to compare it to the global market. The study has explored the determinants of online purchase 
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through consumer sentiment. It has been observed that the online purchase behavior of consumers 
is somewhat similar throughout the world. Factors like security, privacy, e-service quality, product 
attributes, perceived benefits and risk associated with shopping online etc. affect the online buying 
behavior of consumer all around the globe. 
 

2.OVERVIEW OF THE PROBLEM 
 
Kim, Lee and Kim (2004) found out that although online sales have peaked in recent years, there is 
evidence thatshows a common phenomenon of ‘purchase abandonment’. This means that 
consumers’ search on the internetdoes not necessarily lead to an actual purchase. Kearney (2001) 
found out that around 82% of experiencedinternet shoppers left the online retailers’ website without 
completing their transactions due to the problems theyfaced as a result of poor interface features of 
the website. There was another study carried by Creative Good thatclearly indicated that 
approximately 43% of purchase attempts failed because of poor interface. Researchindicates that 
purchase efforts of consumers often fail because they can’t find the right products or they 
can’tcomplete the online transactions, or they doubt the credibility of the payment procedure. Thus, 
online purchasebehavior is directly affected by the search experience of the consumers in the virtual 
marketplace. Rosen andsPurinton (2004) found out that instead of developing their own virtual 
spaces, companies often imitate othersuccessful websites in an attempt to increase their online traffic 
and sales. Businesses need to realize that havinga web presence is not enough to enhance 
purchase intentions of the customers. Companies need to make thevirtual experience of their 
customers quite engaging and realistic by creating reliable online stores. 
Apart from the online shopping environments, exogenous factors are also important. These include 
thepsychological elements like trust in online shopping, perceived advantages and risks consumer 
sentiment and prior online shoppingexperience. These factors also determine the online shopping 
patterns of consumers. This research study offers acomprehensive and detailed understanding of 
various internal and external factors that significantly affect onlinepurchase intention of consumers. It 
enriches our understanding of consumer behavior inthe virtual marketplace, which has now become 
one of the most critical topics in the field of marketing, consumer behavior and e-commerce.The 
study explores the following research questions: 
 
1) How do perceived advantages of online shopping impact consumer buying behavior on the 
internet? 
2) How do perceived risks (non-delivery risk, financial risk, product risk etc.) impact buying behavior 
of onlineconsumers? 
3) How do hedonic motivations impact the purchase intention of online shoppers? 
4) How do psychological factors (trust in E-vendor and security issues) impact online buying behavior 
ofconsumers? 
5)How do website design (aesthetics, content factors etc.) affect online buying behavior of shoppers? 
 

3.IMPORTANCE OF THE PROBLEM 
Since the speedy growth of B2C websites as a key transaction channel, attracting consumers has 
become acentral issue in the field of e-commerce. Various theories and studies have been devoted 
to investigate thephenomenon of online shopping behavior of consumers. Earlier studies have 
revealed that this process iscomplex and incorporating all elements in a single framework is quite 
complex. Some research has been done onthis topic; however, none has been able to come up with 
a comprehensive model. Consumer trendsare changing and an increasing number of consumers 
have adopted the idea of e-commerce. In the face ofchanging demand and behavior patterns of 
online purchasers, companies need to determine the key drivers thatmotivate online transactions. 
Once these factors are determined, the companies can then formulate strategies toenhance online 
search and purchase intention and to increase customer evaluations about the delivery of servicein 
the online marketplace. 
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4.LITERATURE REVIEW 
 
Perceived advantages 
Soopramanien and Robertson (2007) suggest that attitude towards online shopping depends upon 
the view of theconsumers regarding the activities carried out on the internet as opposed to 
conventional shopping environments.Studies have shown that convenience and time saving are the 
main reasons that motivate consumers to shoponline. Chen et al. (2010) suggests that convenience 
denotes shopping practices on the internet that can reducetime and effort of the consumers in the 
buying process. Schaupp and Bélanger (2005) argue that E-commerce has 
made finding merchants easier by cutting down on effort and time. Nazir et al. (2012) and Rehman 
and Ashfaq’s(2011) research also demonstrated that online shopping is better than conventional 
shopping due to convenienceand ease of use, thus is gaining more popularity in Pakistan.Similar 
findings were reported in the research ofIqbal, Rahman and Hunjra (2012) whose aim was to explore 
consumer preference to shop online in countrieslike Pakistan. One of the variables included in the 
model was perceived advantages, and it was proved thatperceived advantages of online shopping 
significantly impacted consumer’s intention to make online 
transactions.Thus, perceived advantages impact the online buying intention and attitudes of 
consumers. 
 
Perceived risks 
On the other hand, consumers also consider risks associated with a transaction before pursuing an 
economicactivity. These risks could include security, financial and privacy risk. Chen et al. (2010) 
argue that security riskimpacts online purchase intention of consumers.Perceived financial risk refers 
to the possibility of monetary lossdue to shopping on the internet. Javadi et al. (2012) studied the 
variables impacting behavior of online shoppersin Iran, and the research aimed to overcome the 
shortcomings of the earlier research studies. 200 onlinequestionnaires were randomly distributed 
among some online stores. The variables studied included product 
risks, financial risks, convenience risk, return policy, perception towards online shopping, etc. The 
researchfindings showed that variables like financial risk and risk of non-delivery had a negative 
impact on internetshoppers.Thus perceived risks have an impact on the buying behavior of online 
shoppers. 
 
Psychological factors 
Furthermore, psychological factors (such as privacy concerns and security issues) might affect the 
search andpurchase intention of online shoppers. Lee and Huddleston (2010) argue privacy risk is 
related to the concern ofloss of privacy since consumers have to disclose their personal information 
while shopping online. Chen et al.(2010) therefore advise that privacy controls are needed to 
eradicate privacy concerns of online shoppers.Nazir et al. (2012) studied the variables impacting the 
online shopping behavior of Pakistani consumers. Theresearch objective was to analyze different 
factors that affected internet purchasing behavior and to understandwhy consumers hesitated to 
shop on the internet. Survey method was used for the collection of data. Closedended questionnaires 
were filled from a sample of 120 respondents. The findings revealed that social,psychological, 
emotional and privacy factors had a significant effect on the behavior of online shoppers. 
Trust,security and privacy issues were some major problems that online buyers faced, as identified 
by the researchstudy. According to the study, consumers preferred not to shop online because they 
doubted the credibility of thetransaction and payment procedure.Rehman and Ashfaq (2011) also 
explored the online purchasing behavior of online shoppers in Pakistan. Themain goal of their 
research was to explore the reasons that prevented consumers from shopping online. Thefindings 
showed that the sample population already shopped online; however there were some variables 
thataffected the consumer’s online shopping patterns and attitudes. These factors included social, 
psychological,emotional and privacy issues. The study finally concluded that privacy and security 
(such as insecure paymentstructure and cyber hacking) factors prevented consumers from shopping 
online.Sulaiman, Mohezar and Rasheed (2007) conducted an empirical research to discuss the trust 
model forE-commerce in Pakistan. The study aimed to investigate the role that trusts plays in online 
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shopping in thePakistani market. This research study used the trust model, which was earlier 
employed by Cheung and Lee.Questionnaires were distributed amongst a sample of 250 
respondents. The questionnaire was divided into twocategories, the first section dealt with the 
respondent’s views about E-commerce dealings whereas the secondsection aimed to collect the 
demographic information of the sample. One of the variables observed was theperceived trust 
worthiness of online vendors. The findings indicated that people who shopped online had a 
lowerlevel of trust towards internet retailers’ privacy controls. This is because consumers’ profiles 
were often used byother parties for marketing purposes and once the consumers found this out, they 
developed mistrust towardsE-vendors and this prevented them to make online transactions again. 
The study concluded that the factorsaffecting trustworthiness towards E-vendors included perceived 
security, competence, privacy, integrity and thepropensity to trust. 
 
Website design and content factors 
Chen, Hsu and Lin (2010) investigated the elements of websites that lead to an increased purchase 
intention. Thepurpose of the study was to indicate consumer preference structures that were based 
on website features anddesigns. The sample was made up of undergraduate students from a 
university in Taiwan and the respondentswere asked to fill online questionnaires. A conjoint model 
was then used to scrutinize the responses. The researchfindings revealed that there were three 
groups of respondents that were classified as usability oriented, securityoriented and convenience 
oriented. The study found out that the attributes all three groups valued the mostincluded delivery, 
usability, trust, security and convenience. The respondents also preferred a user friendly 
webinterface while shopping online. The research concluded the five most important features 
highlighted in theresearch should be incorporated in websites to increase consumer purchase 
intention.Hausman and Siekpe (2009) tried to determine the website design on consumers’ internet 
purchasing behavior.The study’s goal was to highlight technology factors that motivated people to 
shop online. Survey method wasused and questionnaires were filled from the respondents to test 
hypothesized relationships. The empiricalfindings of the study revealed that both human and 
computer elements of website design had an impact onconsumers’ purchase intention. The results 
showed that computer and human factors had a positive relationshipwith perceived usefulness. The 
research concluded that internet designers should focus on adding human featureslike appealing 
visuals and graphics, 3d virtual models, etc. to attract consumers to their website and to 
encouragethem to make an online purchase. Also, computer features must also be focused upon 
while designing websitesso it’s easier for consumers to understand the layout, to navigate, search for 
information online and to reduce theirritation that consumers face while browsing online.Iqbal, 
Rehman and Hunjra (2012) reported similar findings that website and internet quality had a 
significant impact on the buying intention of online shoppers.Bai, Law and Wen (2008) conducted a 
study whose purpose was to scrutinize the impact of quality of website onconsumers’ intentions to 
make online purchases. Online visitors in China were used for conducting the researchbecause 
China has a large online market. Survey method was used. The research findings indicated that 
qualityof the website had a significant positive relationship with purchase intentions. Also, customer 
satisfaction wasfound to mediate this effect. The research concluded that it was critical for companies 
to invest in their websitequality to attract and retain online shoppers.Lee and Lin (2005) studied 
perceptions of consumers towards e-service quality when it comes to onlineshopping. The paper 
developed a model to investigate the link between e-service quality, customer 
satisfactionsconsumers’ intention to make online transactions. Data was collected through an online 
survey and the samplesize was 297 respondents. The findings of the research suggested that 
website design, responsiveness, reliabilityand trust had an impact on the service quality. 
Personalization did not have a considerable effect on the servicequality and satisfaction of 
customers. The research concluded that online stores should focus on e-service qualityattributes to 
enhance purchase intention of online shoppers. 
 
Hedonic Motivations 
Childers et al. (2002) investigated hedonic and utilitarian factors affecting online shoppers. A random 
sample of1000 consumers was selected. The sample was made up of people who were aware of 
online shoppingenvironments. The findings of the study showed that there were some strong 
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predictors that included enjoyment,navigation, convenience and usefulness.Kim, Lee and Kim (2004) 
investigated the factors impacting online search and purchase intention of onlineshoppers. 
Questionnaires were distributed amongst a sample of 245 respondents who had some experience 
ofusing a computer and internet for shopping online. For testing the hypothesis, a structural 
hypothesis model wasused. The findings of the study showed that factors like the utilitarian and 
hedonic value of online informationand experience were the main determinants of online search 
intention of consumers. 
 
 
 Statement of Research Hypothesis 
The literature review has led to the development of the following hypothesis: 
H1: Perceived benefits of online shopping are positively related to online purchase behavior of 
consumers. 
H2: Perceived risks of online shopping are negatively related to online purchase behavior of 
consumers 
H3: Hedonic motivations are positively related to online purchase behavior of consumers. 
H4: Psychological factors are positively related to online buying behavior of consumers. 
H5: Website design (Aesthetics and content factors) are positively related to online buying behavior 
ofconsumers. 
 
Conceptual Framework 
 
Based on the previous researches, a theoretical framework was developed to scrutinize the 
relationship ofperceived advantages, perceived risks, hedonic motivations, psychological factors and 
website design withonline buying behavior of consumers. 
 

 
 
 

5.QUESTIONNAIRE 
Please fill in the questionnaire only if you have an online shopping experience. Tick the option that 
you findmost suitable. Do not tick more than one option. 
1. Age 
o Under 21o 21-29o 30-39o 40-49 
 
2. Gender 
o Male o Female 
 
3. How long have you been using Internet for shopping? 
o Less than 3 monthso 3-6 monthso 6-12 monthso 1-2 yearso 2-3 yearso 3-5 years 
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o More than 5 years 
 
4. What do you prefer buying online? 
o Apparel and accessorieso Electronic goods and gadgetso Books and magazines 
o Cinema ticketso Financial serviceso Unique daily use items 
o Other (Please specify) ______________________ 
 
5. In the past 6 months, what would be your estimate of online expenditure (in Rs.)? 
o 0-4,000o 5,000-9,000o 10,000-14,000o 15,000-19,000o 20,000 above 
 
6. What is your shopping preference? 
oFlipkart.com  o Amazon.com  o Snapdeal.com  o Homeshop.com 
oNaptol.com   o Other (Please specify) _______________________ 
 
 
 
 
 
 
 

Please indicate he degree to which you agree or disagree with each of the following 
statements. 

Particulars Strongly 
disagree  

Disagree Neural Agree Strongly 
Agree 

Perceived benefits of online shopping 
7. I shop online as I can shop whenever I want to. (24/7 
availability) 
8. I shop online as I get detailed product information online. 
9. I shop online because I get a broader selection of products 
andbetter deals available. 
10. Online shopping gives the facility of easy price 
comparison.(Hence, price advantage) 
11. I shop online as I get user/expert reviews on the product. 
12. I use online shopping for buying products which are otherwise 
not easily available in the nearby market or are unique/new 
13. I shoponline as there are more payment options available. 

     

Perceived risks and disadvantages of online shopping 
14. I hesitate to shop online as there is a high risk of 
receivingmalfunctioning merchandise. 
15. It is hard to judge the quality of the merchandise over the 
internet. 
16. I feel that there will be difficulty in settling disputes when I 
shoponline. (e.g. while exchanging products) 
17. I might not receive the product ordered online. 
18. I do not like being charged for shipping when I shop online. 
19.Getting good after sale service is time taking and difficult 
foronline purchases 

     

Hedonic motivations for online shopping 
20. Searching for product information on the internet is a good 
wayto spend time. 
21. Information searching on the internet is fun rather than tedious. 
22. Shopping online is enjoyable. 

     

Trust and security issues in online shopping 
23. I feel that my credit card details may be compromised and 
misused if I shop online. 

     

International Journal of Pure and Applied Mathematics Special Issue

4276



 
 

24. I might get overcharged if I shop online as the retailer has my 
credit card information. 
25. I feel that my personal information given to the retailer may be 
compromised to third party. 
26. Shopping online is risky because of a lack of strict cyber laws 
in place to punish frauds and hackers. 

Aesthetics, content factors, transactional design 
27. I buy from online stores only if they are visually appealing and 
have a well-organized appearance. 
28. I buy from online stores only if the navigation flow is user 
friendly. 
29. I buy from online stores only if the site content is easy for me 
to understand and the information provided is relevant. 
30. I buy from online stores only if they have an easy and error 
free ordering and transaction procedure. 

     

Online shopping behavior 
31. Using internet for online shopping is easy. 
32. When I make a purchase, my friend’s and family’s opinion is 
important to me. 
 
33. I will have no problem in shopping online if I get to know that 
my friends and relatives are doing it without any problems. 
34. I would not shop online if Webpage download time is slow 
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