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Particulars Category 
No. of 

respondents 
Percentage of 
respondents 

Gender 

Male 40 40% 
Female 60 60% 

Total 100 100% 

Age 

Below 20 Years 7 7% 
21-30 Years 38 38% 

31-45 Years 45 45% 
Above 45 Years 10 10% 

Total 100 100% 

Profession 

Home Maker 12 12% 

Job 50 50% 

Business 25 25% 

Student 11 11% 

Any Other 2 2% 

Total 100 100% 

Monthly 
Family 

Income 

Below 10000 15 15% 

10001- 20000 27 27% 

20001-40000 36 36% 
Above 40000 22 22% 

Total 100 100% 

Education 

Qualification 

Professional 31 31% 
Post Graduation 13 13% 

Under Graduation 25 25% 
Diploma 20 20% 
Schooling 11 11% 

Marital 
Status 

Single 29 29% 
Married 71 71% 

 

Particulars Category 
No. of 

respondents 
Percentage of 
respondents 

Products 

purchased 

Electronics/Mobiles/ 
Computers 

24 24% 

Home appliances 3 3% 

Games 12 12% 

Garments/ Footwear 35 35% 

Watches 5 5% 

Toys 13 13% 

Books 8 8% 

Reasons for 
preference 

Time saving 11 11% 

Broad Variety of 
products 

19 19% 

Economical in Prices 29 29% 

Ease of Buying 41 41% 

Frequency of 

Purchase 

Daily 12 12% 

Weekly 17 17% 

Monthly 38 38% 

Yearly 32 32% 

Mode of 
payment 

Credit cards 25 25% 

Debit cards 11 11% 

Online bank transfer 1 1% 

Cash on delivery 63 63% 

Factors 
considered 

before Online 
Shopping 

Product Rating 29 29% 

Product review 41 41% 

Comparison of price 21 21% 

Referred by friends 9 9% 

 

Table 5.2 Preferences of online buyers



Table 5.3: Level of Satisfaction of Respondents

Particulars Category 
No. of 

respondents 
Percentage of 
respondents 

Detailed 
information 

about the 
product 

Strongly agree 39 39% 

Agree 21 21% 
Neither Agree Nor Disagree 10 10% 

Strongly Disagree 18 18% 

Disagree 12 12% 

Information 
provided 
in online 

shopping is 
qualitative 

Strongly agree 56 56% 

Agree 12 12% 
Neither Agree Nor Disagree 16 16% 

Strongly Disagree 9 9% 

Disagree 7 7% 

Safe and 
secure with 

online 
shopping 

Strongly agree 14 14% 

Agree 42 42% 
Neither Agree Nor Disagree 26 26% 

Strongly Disagree 16 16% 

Disagree 8 8% 

Online 

Shopping 
Experience 

Highly satisfied 18 18% 

Satisfied 76 76% 

Neither Satisfied nor 
dissatisfied 

6 6% 

Highly dissatisfied - - 

Dissatisfied - - 

 

Table 5.4 Problems faced by Respondents

while Online Shopping

Particulars Category 
No. of 

respondents 

Percentage 
of 

respondents 

Problems 
faced by 

respondent 

while 
online 

shopping 

Quality of product 

was not good 
12 12% 

Item ordered 

differs from item 

received 

2 2% 

Delivery Charges 10 10% 

Delayed delivery 7 7% 

Other Factors 69 69% 

 



Table 5.5 : Hypothesis Analysis

Factor 
Chi Square 

Value 
dF p-Value 

Significant/ 
Not Significant 

Gender 4 1 0.0455 Significant 

Age 44.72 3 0.00001 Significant 

Profession 69.7 4 0.00001 Significant 

Monthly Family 
Income 

9.36 3 0.2486 Significant 

Marital Status 17.64 1 0.000027 Significant 

Education 13.8 4 0.007962 Significant 

Products 

Purchased 
54.84 6 0.00001 Significant 

Reasons for 
preference 

20.16 3 0.000157 Significant 

Mode of 
Payment 

88.64 3 0.00001 Significant 

 




