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Abstract

Internet penetration has grown significantly during the past several 
years. This revaluation had bought the young generation to explore the 
world. Even the digital marketing icons are mostly young people who 
have explored the world and made the use of internet technology as a 
shopping center which is convenient and user friendly. According to 
the report of India Today (2011) the no. of internet user in India is more 
than 100 million out of which around half opt for online purchase and 
the no. is growing each year. According to associated chambers of 
commerce and industries of India (ASSOCHAM) the size of online 
retail industry is expected to touch Rs. 7, 000 crore by 2015. The 
purpose of this research is to find out the various factors influencing the 
student decision making towards online shopping. For identifying the 
factors influencing student decision making process towards online 
shopping factor analysis will be used. For this purpose both under 
graduate and post graduate student are considered. This study will help 
marketers to analyze and shape their marketing strategy in effective 
manner. Even advertiser can use this study to shape their advertisement 
targeted towards the youth. For the purpose of this study we have 
identified electronic gadgets as product category.
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Introduction

Shopping is one of the most essential part of our life. We're using 
different types of shops to purchase different kinds of things. In the last 
two decades Internet use has shown extraordinary impact on our life 
and society, as we gradually learned to be more dependent upon its use. 

The latest round of I-Cube, a research conducted by IAMAI and IMRB 
International in June 2013, indicates that the Internet usage in India has 
gone up with more and more Internet Users using the Internet on a 
regular basis. In June 2013, India had 190 Million Internet Users. In 
October, the number of internet users reached 205 Million and is 
estimated to reach 213 Million by December 2013. Owing to its 
advantages of rapidity, convenience, and cost-effectiveness, on-line 
shopping is becoming one of the favorite shopping methods for 
College going students. Today, people from all over the world, count 
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on Internet use as a way to purchase necessary items, as it Definitions
enabled for variety, brands, quick service and affordable 

Online Shopping: Online shopping is the process of buying 
prices. In general, online shopping has influenced society 

goods and services from merchants over the Internet. Since the 
by allowing for a more convenient lifestyle. 

emergence of the Internet, merchants have sought to sell their 
In India online shopping culture is growing fast and still products to people who spend time on Internet at their 
having large scope in the country of 121 billion people. convenience. In the rapid change in technology and 
But what drives the college students to shop online introduction of new Electronic high-tech gadgets attract the 
whether these numbers could be even increased, if more young college going student for their lifestyle and status and 
attractive online stores were developed. This raise the curiosity for new launches make them shop online.
issue of examining what factors affect consumer's 

Decision Making: Decision making is the process of reducing 
decision to shop online therefore a framework is needed 

any hesitation or uncertainty about the available option in order 
to structure the complex system of effects of these 

to attain a practical and sensible choice.
different factors and develop an in depth understanding of 
consumer's attitude toward internet shopping and their Consumer Decision Making: It is a process of selecting a 
intention to shop online. The key drives of online products or services to resolve a particular problem.
shopping growth are mainly internet penetration and its 

Consumer makes decision on a regular basis. Consumer 
24*7, availability. Consumers can buy a huge variety of 

decisions are frequently the result of a single problem further 
items from online stores, and just about anything can be 

more once the decision process begins, it may evolved and 
purchased from companies that provide their products 

become more complex with multiple goals. As the consumer 
online. Books, clothing, household appliances, toys, 

moves from a very low level of involvement with the purchase 
hardware, software, and health insurance are just some of 

to high level of involvement decision making become more 
the hundreds of products consumers can buy from an 

complex. Decision processes are not distinct but rather blend 
online store

into each other. The decision making is influence by many 
. factors such as social, culture, education, race, personality, 

recourse availability and previous experience.

 
 

 

Source: Based on the Philip Kotler`s frame work (2003)

Consumer decision making in online context is affected service.
by cultural, social, economic and psychological factor 

Literature Review
along with certain marketing stimuli which includes the 
marketing mix and other their related factors which There are lots of studies done in the past to study the consumer 
influences the consumer decision making process. The buying behavior in online shopping context. These studies 
consumer decision making process involves several demonstrate that the technological factors influence the buyer 
stages like problem recognition, information search, and behavior. But only few studies are done in context of consumer 
evaluation of alternatives, purchase and post purchase. decision making and the factors affecting the consumer 
These stages result into final selections of a product of a decision making. The present study is done to know the various 
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factors affecting the student decision making in online influence the consumer. In a study done by Sicilia et al.(2005) 
shopping since students are the major purchasers of on students in Spain information processing is greater in 
online products. individuals exposed to an interactive web site. 

The previous studies done before indicates that consumer Social factors particularly the influence of reference groups had 
decisions are affected by culture, demographic, social and found to have a great impact on consumer decision making 
other marketing related factors. According to a study done process. Reference group includes family, friends, peer group 
by Chandra and Sinha (2013) in Bhilai district members who exert a significant influence on consumer 
demonstrated that convince is the most important factor decision making process. In a study done by Abadi et.al (2011) 
influencing the consumer behavior towards online on Iranian students indicates that social influence has an 
shopping and perception which is a part of psychological important impact on online purchase behavior. In particular if a 
influence has a significant effect on consumer online person sees that his friends, family members and relatives are 
behavior and also information obtained from experience using online shopping then he or she can also adopt the online 
has a potential to modify further purchase decisions. An shopping with ease. According to Chin and  Wafa (2009) it was 
individual's buying decision is influenced by found by a study done on Malaysian government employees 
psychological factors which include attitude, beliefs, and servants that social influence has a positive impact on 
perception, learning and motivation. Attitude is defined consumers purchase and online trust. Perceived behavioral 
as a person's relatively consistent evaluations, feelings control refers to the availability of resources to perform a 
and tendencies toward an object or idea (Ellen Gordon M particular behavior. In a study done by Swidi et al.(2012) on 
and De Lima-Turner, 1997). A study done by Yin-Fah and MBA  students perceived behavioral control had significant 
Choo-Hooi(2010) on 100 University students of influence on online consumer  behavior. In  another study done 
Malaysia to know their online purchasing behavior by Javadi et al.(2012) on Iranian consumers it was found that 
indicates that most students decisions are influenced by attitude and perceived behavioral control was positively related 
the perception and this perception is going to affect the to the online purchase behavior. Previous knowledge and 
attitude. Pricing perceptions are also important in experience has a very important role in influencing the 
affecting the decision making.        consumer decision making process. In a study done by Lin and 

Chen(2006) it was found that product knowledge and product 
Perceived risk refers to uncertainties associated with the 

involvement was significantly related to consumers decision. 
purchase decision. It includes delivery risk, privacy risk, 
financial risk etc. In a study done by Zhang.et.al (2012) in Objective
china it was found that perceived health risk, perceived 

The basic objective of this study is to study the factors affecting 
time risk, perceived quality risk, perceived delivery risk 

students' decision making while they do online shopping. 
and perceived after sale risk was significantly associated 
with consumer purchase behavior online. In a study done Research Methodology
by Delafrooz et.al (2009) on Malaysian students it was 

The study: The study is exploratory in nature and undertaken to 
found convenience and price are the most important 

provide insight into, and an understanding of, the concepts 
factors leading to online shopping. In a study done by 

related to factors affecting student`s online shopping decision. 
Chiang and Dholakia(2003) it was found  that 

The study is mainly based upon primary data used to explore 
convenience  influences the consumer intention to shop 

factors influencing their online Purchase decision. Period of the 
online. Social identity is that part of individual self 

study was from October 2013 to January 2014. The study 
concept which drives from his knowledge of his 

comprised of under graduate and post graduate student of 
membership in a social group together with value or 

Indore city.
emotional significance attached to that membership. 
(Tajfel,1978 p.no.63). Online shopping is affected by The Sample:  The sample of the study was constituted of 101 
product reviews which are given by other people and respondents from Indore. These respondents were those 
other advertisements which are present on virtual students (Under Graduates and Post Graduates) who purchase 
community. In a study done on Car owners by Grimmer online. 
.M (2009) it was found that car owners engage in the 

The Tools for Data Collection: A self-structured scale was used 
process of social identification based on the ownership of 

to collect primary data. The 28 close ended items of the scale 
car and thus enhances their self esteem. Similarly 

were based on five point Likert scale (Strongly Agree – 5 to 
consumer   decision making is affected by the need to 

Strongly Disagree – 1) and used to measure 'factors affecting 
showcase the social status to other people.  The level of 

online purchase ' perceived by internet users. The reliability of 
interactivity is a major factor in the web site design. In the 

the scale was found to be 0.865 using Cronbach's Alpha.
current scenario it is very essential for the online retailer 
to make his or her web site very interactive in order to The Tools for Data Analysis: The analysis of collected data was 
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done by Statistical Package for Social Science (SPSS consumer towards his or her web site then he or she needs to 
16.0). Initially, item-total correlation was calculated for know about the perceptions which a particular consumer has 
all 32 items to identify insignificant items not towards his or her website in order to influence consumers' 
contributing towards perception level of respondents decision in using the web portal.  
regarding factors affecting online shopping. After first 

The second factor i.e. Social Identity consisted of six items 
iteration, 2 items were dropped (Q. no. 25 & 26) and 

namely, Advertisement by online merchants of electronic 
reliability has been increased to .836 to .857.  After 

product in various media like print, electronic etc. influence me 
second iteration Q. no. 8 was dropped and then reliability 

to shop online. (Item Load = 0.731), The electronic product 
has been increased to .857 to .862. and finally Q. no. 29 

purchase online help me to show my status to other people. 
was dropped and reliability increased from .862 to .865. 

(Item Load = 0.572), My friends approach me for consultation 
All 28 items showed correlation values more than 0.195 

if they have to try something new. (Item Load = 0.542), Sharing 
(standard coefficient of correlation value for 100 or more 

my experience through online product review will make me 
respondents) and thus found significant and were 

noticeable. (Item Load = 0.480), I find electronic product online 
accepted for the final scale. They were then subjected to 

purchase compatible   with my life style. (Item Load = 0.432). 
Principal Component Method of Factor Analysis using 

Total load of the factor is 2.757 with 8.715 percent of variance. 
Varimax Rotation to extract factors.

This factor is found to be very relevant in consumer decision 
Results and Discussions making process because the consumer wants to portray his or 

her social standing to others and the online retailer needs to 
The study identified eight factors that affect online 

provide a platform to the consumer so that he or she can feel 
purchase. These factors are termed as Psychological, 

important in the society. This is in conformity with a study done 
Social Identity, Perceived Risk, Pervious Experience and 

on Car owners by Grimmer .M (2009) it was found that car 
Knowledge, Convenience, Reference Group, Perceived 

owners engage in the process of social identification based on 
interactivity and perceived Behavior Control. These 

the ownership of car and thus enhances their self esteem. 
factors are covering total 2.114 percent of variance.  The 

Similarly consumer   decision making is affected by the need to 
details of these factors tabularized with their item loads, 

showcase the social status to other people
Eigen values and percent of variances and shown in 
Annexure 1. The third factor titled Perceived Risk consisted of four items 

namely, I shop online for electronic product as I can save myself 
The discussion of each factor is as follows.

from market crowd. (Item Load = 0.674), the price of electronic 
The first factor named Psychological consisted of six product purchase online by me was affordable. (Item Load = 
items viz., Online shopping gives facility of easy 0.658), I feel that online shopping for electronic product is safe 
comparing electronic products with competitive brands. and secure. (Item Load = 0.637), I received the electronic 
(Item Load = 0.695), The Discounts on the electronic product as per the terms & conditions specified on the website. 
products available online influence my purchases (Item Load = 0.432) Total load of the factor is 2.401 with 8.339 
decision. (Item Load = 0.626), I seek lot of information percent of variance. This factor is found to be particularly 
before purchasing electronic products online. (Item Load relevant to online purchase decision since trust is a major factor 
= 0.618), I seek lot of information before purchasing influencing decision making of students .So the online retailer 
electronic products online. (Item Load = 0.618), The need to deliver the products as per the terms and conditions and 
amount of information of electronic products available offer the products at a reasonable rate to the students since price 
online is appropriate to made purchase decision. (Item is a major factor which can affect the students decision making. 
Load = 0.567), the on time delivery of electronic product i.e. the financial risk and give the students a discount so that 
purchased online influence my future decision. (Item they can purchase more and more. This is in congruence with a 
Load = 0.548), the payment options available on the study done  by Zhang.et.al (2012) in china it was found that 
website. (Item Load = 0.489). Total load of the factor is perceived health risk, perceived time risk, perceived quality 
3.543 with 10.992 percent of variance. It is very relevant risk, perceived delivery risk and perceived after sale risk was 
to know the attitudes, beliefs and perceptions of consumer significantly associated with consumer purchase behavior 
if we want to alter their choice of a particular web portal or online 
to influence their decision making process. This is in 

The fourth factor titled Previous Experience & Knowledge 
conformity with a study done by Yin-Fah and Choo-

consisted of four items namely, I am happy with my last 
Hooi(2010) on 100 University students of Malaysia to 

electronic product purchase online. (Item Load = 0.681), The 
know their online purchasing behavior indicates that most 

wider range of electronics products helps me to select product 
students decisions  are influenced by the perception. This 

online. (Item Load = 0.613), the electronics product available 
perception is strongly related with the attitude of the 

online are of good quality. (Item Load = 0.556), the product 
consumers. So if an online retailer wants to influence the 
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information of electronic product available online is with the web site it can increase the amount of time spent by the 
authentic. (Item Load = 0.426) Total load of the factor is consumer online and influence his decision making online. In a 
2.276 with 7.416 percent of variance. It is very relevant to study done by Sicilia et. al. (2005) on students in Spain 
make the consumer knowledgeable in order to influence information processing is greater in individuals exposed to an 
his or her evaluation of the products and select the final interactive web site.
product with ease from a particular web portal. This is in 

The Eighth factor titled Perceived Behavioral Control consisted 
conformation with a study done by Lin and Chen (2006) it 

of three items namely, I like to shop online for electronic 
was found that product knowledge and product 

product with my family & relatives. (Item Load = 0.812), I 
involvement was significantly related to consumers 

think that the online shop is better than offline shop for 
decision. Similarly the prior experience was found to 

electronic product. (Item Load = 0.569), Online shopping for 
significantly related with the purchase decision. 

electronic product give me better control on my expenses. (Item 
The fifth factor titled Convenience consisted of only one Load = 0.456),
items namely, I used online shopping for buying 

Total load of the factor is 1.837 with 6.201 percent of variance. 
electronic products which are otherwise not easy 

In a study done by Swidi et al.(2012) on MBA  students  
available in the nearby market or are unique. Total load of 

perceived behavioral control had significant influence on 
the factor is 0.752 with 7.056 percent of variance. The 

online consumer  behavior. In  a another study done by Javadi et 
factor convenience is very important in influencing the 

al.(2012) on Iranian consumers it was found that attitude and 
consumer decision making and choice behavior. This is in 

perceived behavioral control was positively related to the 
consistency with a study done by Chiang and Dholakia 

online purchase behavior.
(2003) it was found  that convenience  influences the 
consumer intention to shop online.  Managerial Implications

The Sixth factor titled Reference Group consisted of two The main implications of this study are that if an online retailer 
items namely, I will have no problem in shopping online wants to influence the students decision making the largest 
for electronic products if I get to know that my family & purchaser of electronic products online than first of all it needs 
relatives are doing without any problem. (Item Load = to know the psychology of the students i.e. their perceptions 
0.765), When I make purchase of electronic product towards that online store and the attitude with respect to the 
online my friends opinion is influence me. (Item Load = information availability and payment options and ease of 
0.616).Total load of the factor is 1.381 with 6.698 percent comparison .If the psychology of the student can be changed in 
of variance. The influence of reference group on online a positive way then naturally the decision towards the online 
consumer decision making cannot be neglected .Thus the retailer can be positively influenced.
online retailer needs to consider the impact of reference 

The online retailer should also provide a platform to the 
group on consumer decision making. If the retailer needs 

students to showcase their product purchase decision with their 
to find a new consumer then it can try to know that 

peer group and also try to increase the interactivity with the 
whether his or her friends are using the web site or its 

students by making the web site more creative and should try to 
products. This is in continuity with the study done by Chin 

know that whether the students family and friends had already 
and Wafa (2009) on Malaysian government employees 

used their web portal and make their past purchase experience 
and servants that social influence has a positive impact on 

influence the students decision making process. Moreover the 
consumers purchase and online trust. 

online retailer should   provide the students with sufficient 
The Seventh factor titled Perceived Interactivity information about products and provide them with assurance of 
consisted of three items namely, I usually the first in my safety in financial transactions and product delivery. The 
group to try out new technology. (Item Load = 0.753), students should be provided a control of their expenses through 
Promotion of electronic product on online Social media lower prices so that their decisions can be influenced.
affects my purchase decisions. (Item Load = 0.594), The 

By providing all these major  elements i.e. sufficient product 
attractiveness of online shopping site affect your decision 

knowledge, Knowing  the psychological characteristics of 
to purchase   electronic product online. (Item Load = 

students ,by creating an interactive web shop ,reducing their 
0.503), I will have no problem in shopping online for 

perceived risk, Influencing them through product reviews of 
electronic products if I get to know that my family & 

friends and family members and finally providing them better 
relatives are doing without any problem. (Item Load = 

financial control the decision to use the web shop can be 
0.765), When I make purchase of electronic product 

obtained.
online my friends opinion is influence me. (Item Load = 
0.616). Total load of the factor is 1.850 with 6.697 percent 
of variance. If the retailer can increase the interactivity 

Conclusion
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