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DOMINANT CLUSTERS OF ONLINE
SHOPPING PURCHASE INTENTION: A
DISCRIMINANT ANALYSIS APPROACH

L*Easwari. G. P,°Dr. V. Raman,P. M. Rameshkumar

ABSTRACT--The Present study was aimed to explore different types of cluster groups with respect online
shopping purchase intention of women consumers in Chennai city. The present study adopted exploratory and
descriptive research design and survey method to gather primary responses from women consumers. The result
indicates that three dominant cluster groups has been significantly differentiated with two significant discriminant
functions. The cluster groups such as, low intention group, moderate intention group and higher intention group
was emerged out of five factors such as, accessibility, convenience, consideration, website design and shopping
comforts of online shopping. Further, the researchers suggested to enhance the experience and satisfaction of the
online shoppers to increase the growth of the e-commerce industry.
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Approach

.  INTRODUCTION

E-retailers in India are facing many problems to offer a personalised and good service experience to customers.
There is a need to have effective visual communication and direct communication understanding between
customers and e-retailers on online business. The socio-economic conditions of the customers and attitudes of the
customers need to be understood by the e-retailers to enhance customer satisfaction in their business (Fenech, &
O’Cass, 2001; O’Cass, & Fenech, 2003; Anderson, & Swaminathan, 2011). The optimum utilisation of
competitive advantage of the market is very imperative to face the online customers. The scale of operations and
transaction in e-commerce is increasing everyday due to convenience and comfort of the customer while shop
through online platform (Gunasekaran, & et al., 2002; Joines, & et al., 2003; Liu, & et al., 2008; Pregoner, & et
al., 2020; Hung, & et al., 2018). The personalities of the customers need to be understood to treat the customers
for the purpose of enhancement in customer satisfaction and customer delight in e-commerce business (Tan, & et
al., 2002). The attitude and personality of the customer is the two imperative dynamics are to be clearly predicted
and understood by every e-retailer to attract and retain the customers in online business (Tasi, & et al., 2006). The
perception of customers has become more important vital aspect to understand the customer needs, wants,
expectations and behaviour towards goods sold via online business platform. There many large-scale studies have

been conducted so far to understand the characteristics of the customer towards online shopping and online
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business. The studies related to use of big data analytics and predictive analytics to understand the customers are
the need of the hour. In connection with online shopping trend, there is a need to understand the customer

perception and attitude to utilise the opportunities to capitalise the competitive advantage.

Il. LITERATURE REVIEW

Osly Usman and Isfanz Ainu Zillah (2020) studied the effect of customer satisfaction, experience, trust and e-
word of mouth on purchase decision of the customers towards online shopping and result indicates that structural
equation modelling supports the influence of customer satisfaction, trust and e-word of mouth positively and
significantly on purchase decision of the consumers. Intan W. Sakti and Ratih Hurriyati (2020) examined the
growth of online shopping in preview with adoption of technology and result reveals that enhancement in the socio-
economic conditions of the shoppers have significant impact in online transaction increase over a decade. Vaibhav
Misra and Anubha Vashisht (2019) made an attempt to conduct an exploratory study with reference to Lucknow
city consumers to understand their behaviour towards online shopping. The researchers found the information
search and electronic word of mouth have significant and positive influence on online shopping adoption in Indian
context. Maryati and Erika (2019) measured the relationship between online shopping sites advertisement on
buying and selling interest of online shoppers in India. The researchers found that there is a significant and positive
influence of with respect to online shopping site advertisements on buying and selling behaviour of individual
customers. They also suggested to effectively use the online shopping sites advertisements to indoctrinate the
minds of the customers towards purchase of goods in online platform rather than traditional purchase.
FabihaEnamet.al,(2020) made an attempt to understand the online shopper’s behaviour among Bangladeshi people
and they found that youngsters those who uses Facebook and follows brand pages of their favourite brands have
higher and positive behaviour towards online shopping in Bangladesh. Bandar Alharthey (2020) conducted a study
to examine the role of online trust on intention to shop in online among Saudi Arabian consumers and found that
online trust have positive and significant impact on the online shopping intention among respondents in the study
area. Ni LuhPutuDesiArmilawatiet.al., (2020) carried an empirical study to examine the mediating role of risk in
perception of customers towards the influence on trust and consumer experience. The result of the study proves
that perception on risk and online shopping experience have significant and positive influence whereas, trust do
not have significant influence on purchase intention. DibasGaudel (2019) conducted a study to explore the
influence consumer attitude towards online shopping among Nepali consumers and result reveals that convenience,
security and time saving are the major key factors influencing the consumers’ attitude towards intention to shop in
online platform. AnurajPandy and Jitesh Parmar (2019) have carried systematic investigation to explore the
significant predictors of consumer’s attitude towards online shopping buying behaviour in Kanpur city of India.
The application of non-parametric tools supports that demographic factors of customers, social factors, social
media, website design, situational factors, product characteristics and payment option are the key factors of
determinants towards online shopping attitude of consumers in Indian context. Sadraddin Azami (2019) made an
attempt to find the factors affecting consumer purchase behaviour in online shopping of Turkey consumers. The
researchers found that web environment, characteristics of the product, promotional offers have significant and

positive influence on online shopping behaviour of Turkey consumers whereas, price, security and confidence do
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not have significant influence on online shopping behaviour in the study area. Shantharamet.al, (2019) stated that
social media marketing plays an imperative role in today’s consumers purchase decision due to growth of social
media networking sites usage. Further, this finding was support in previous research studies Balaji and Sreenivasa
Murthy (2019); Sasikumar and Balaji (2020) and Suresh et.al, (2020) that growth of smart phone, internet, social

media networking sites has provided lot of opportunities to electronic business in recent years.

Statement of the Problem

There is need of the hour to understand the e-commerce business in India to capitalise the available
opportunities to overcome the competitive advantage. This study aims to answer the factors affecting the consumer
behaviour towards purchase decision on online shopping goods and products in their regular life. especially, among
women consumers to attract and target the market for women consumers. This study will give solutions to improve
the business performance of online shopping retailers to understand the consumer perception, attitude and

behaviour to devise appropriate strategies.

Scope of the Study
The present study was limited to online shoppers in Chennai city and purchases products through online

shopping sites regularly in their daily life. The present study was limited to only women consumers in order to
fulfil the research gap that exclusive study on women to understand and predict behaviour towards online shopping.
The present study was limited to consumers perception towards website design, consumer comforts, trust and other

aspects related to online shopping experience.

Aims of the Study
The present study aims to understand the demographic profiles of the online shoppers in Chennai city of Tamil
Nadu and to explore the significant predictors and factors affecting the consumer behaviour towards online

shopping purchase intention.

I1l. RESEARCH METHODOLOGY

The present study was exploratory and descriptive research design and survey method was adopted to collect
primary responses from online shoppers residing in Chennai city of Tamil Nadu. The survey method and non-
probability convenience sampling technique was adopted to select the respondents for the study. The structured
questionnaire with two parts has been finalised to collect the primary data from online shoppers in the study area.
To study the consistency and reliability of the structured questionnaire, Cornbach’s Alpha reliability co-efficient

was used and value being 0.852 shows that scales are consistent and highly reliable.

Statistical Tools and Software Used for the Study

The present study was adopted SPSS software package, Version 22.0 and primary data collected were subjected
to analysis and tools such as, percentage analysis, descriptive statistics, One-Way Analysis of Variance, cluster
analysis and discriminant analysis has been applied to draw meaningful solutions to the research problem selected

for the study.
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IV. DATA ANALYSIS AND INTERPRETATION

The primary data collected from women online shoppers in Chennai city were subjected to data analysis using
SPSS Version 22.0 and statistical tools such as, percentage analysis, descriptive statistics, cluster and discriminant
analysis has been applied in the present study. The results are presented and tabulated in Table 1 to Table 3. The
demographic profiles of the respondents were identified through percentage analysis and results presented in Table
1.

Table — 1: Demographic Profiles of the Respondents

Demographic Profile Frequency Percentage

Monthly Income Level (In Rsl.)

<Rs.10,000 12 4.9
Rs.10,000 to Rs.30,000 60 24.4
Rs.30,000 to Rs.50,000 144 58.5
>Rs.50,000 30 12.2

Amount Spending in Online Shopping (Rs. In

Monthly)
<Rs.1,000 24 9.8
Rs.1,001 to Rs.2,000 30 12.2
Rs.2,001 to Rs.3,000 144 58.5
Rs.3,001 to Rs.4,000 28 114
>Rs.4,000 20 8.1
- - . : Std.
Descriptive Statistics Minimum Maximum Mean o
Deviation
Age (In Years) 19.0 62.0 29.203 7.372
Average Use of Internet in a
2.0 10.0 6.927 1.662

Week (In Nos of Time)

Table 1 indicates that majority of women online shoppers are earning monthly income of Rs. 30,000 to Rs.
50,000 (58.5%) and they spend Rs. 2,000 to Rs. 3,000 (58.5%) every month towards online shopping purchase.
The descriptive statistics indicates that average age of the respondents is 29.203 years (S.D = 7.372 Years) ranges
from 19 years to 62 years of age. Further, on an average 6.927 times (S.D = 1.662) they shop during the month in

online platform and thus, ranges from 2 times to 10 times per month.

Table — 2: Descriptive Statistics and Test of Normality
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Kurtos Kolmogor  Shapir Cronbach's

No. Skewne .
) . is (Std. ov- o-Wilk Alpha
Determina  of Mea Varian  ss (Std. . o
SD Error Smirnova  Statisti
nts Ite n ce Error = . L
= Statistic c(df= Reliability
ms 0.155)
0.309)  (df =246) 246)
Accessibilit 400 0.70 0.921*
4 0.490 -0.853 0.482 0.147** 0.859
y Factor 8 0 *
Convenienc 3.53 0.77 0.970*
5 0.597 -0.418  -0.235 0.112** 0.856
e Factor 3 3 *
Considerati 3.85 0.66 0.954*
3 0.445 -0.503 0.352 0.138** 0.769
on Factor 6 7 *
Website
) 415 0.51 0.954*
Design 4 A ) 0.262 -0.165  -0.252 0.139** . 0.768
Factor
Comfort 446 0.55 0.858*
3 0.302 -0.941 0.307 0.192** 0.742
Factor 6 0 *

a. Lilliefors Significance Correction

**1% Level of Significance

Table 2 shows that mean values in descriptive statistics of the online purchase intention factors such as
accessibility, convenience, consideration, website design and comfort are higher than standard deviation values
(S.D is Less than 1/3rd of Mean) and it proves that selected constructs have robustness in the distribution of the
selected constructs of the study. The Kolmogorvo-Smirnov Test of Normality and Shapiro-Wilk Test of Normality
have been applied to examine the normal distribution of the data and p-values of less than 0.05 shows that factors
such as accessibility, convenience, consideration, website design and comfort has normal distribution in it. Further,
in order to test the consistency and reliability of the instrument, Cronbach’s Alpha reliability co-efficient was used

and it has and result supports that scales are highly reliable and consistent in nature.

Table — 3: Cluster Groups of the Respondents based on the Online Shopping Purchase Intention Factors

) ANOVA
o S Low Moderat High )
Discriminant Discriminant Tests of Equality of Age of The
o ] Adopte e Adopte
Coefficient Loadings Group Means Responden
r Adopter r
ts
Variables F-

Wilks' value P-

Functio Functio Functio Functio Mean Mean Mean Value
Lambd Sig. (df = Valu
nl n 2 nl n2 (SD) (SD) (SD) (df =
a

27, e
2, 243)
218)
Accessibilit 4346 3.273 4.446 181.04 0.00 0.00
0.861 -0.158 0.654* -0.027 0.402 2.035
y Factor (0.367) (0.536) (0.402)
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Convenienc 2712 3502 4.170 160.18 0.00 0.00
-0.051 0.957 0.439* -0.034 431 1.978
e Factor (0.566) (0.521) (0.452)
Considerati
3.686 3.519 4.297 0.00 0.00
on Factor 0.542 0.304 0.430* -0.191 0.728 45.346 3.791
(0.593) (0.644) (0.475) 0
Website
) 4478 3715 4.326 0.00 0.00
Design 0.462 -0.158 0.086 0.912* 0.588 85.154 1.959
(0.425) (0.404) (0.359) 0
Factor
Comfort 4,696 3.992 4.739 0.00 0.00
0.238 0.024 0.255 0.307* 0.598 81.558 4.010
Factor (0.358) (0.553) (0.327) 0
(WilksLamba: Test of Function(s) = 1 through 2 = Wilks' Lambda = 0.087; Chi-square = 587.302, df = 10, Sig.
=0.000)

(WilksLamba: Test of Function(s) = 2 = Wilks' Lambda = 0.392; Chi-square = 225.856, df = 4, Sig. = 0.000)
Function — 1: Eigen Value = 3.481; Variance = 69.2%; Canonical Correlation = 0.881
Function — 2: Eigen Value = 1.553; Variance = 30.8%; Canonical Correlation = 0.780
Test Results
Box's M = 128.140; F - Approx. = 4.143; dfl 30; df2164190.108; Sig. = 0.000;
Tests null hypothesis of equal population covariance matrices
*Largest absolute correlation between each variable and any discriminant function

Accuracy of Respondents Classification

Predicted Group Membership

High
Cluster Number of Case Moderate J Total
Low Adopter Adopte
Adopter

Low Adopter 66 2 0 68

Count |Moderate Adopter 0 86 0 86

. High Adopter 2 4 86 92

Original

Low Adopter 97.1 2.9 0 100.0
% Moderate Adopter 0 100.0 0 100.0
High Adopter 2.2 4.3 93.5 100.0

Accuracy — 96.7% of Original — Validated Grouped Cases Correctly Classified

Table 3 and indicates that three dominant groups have been formed are significantly differentiated by all the
five online shopping purchase intention factors. The Discriminant Function 1 shows that WilksLamba = 0.087;
Chi-square = 587.302, df = 10, and Eigen Value is 3.481, Canonical Correlation of 0.881 with P-Value of 0.000
proves that significant at 5% level of Significance. The Discriminant Function 2 with WilksLamba value of 0.392,
Chi-square value of 225.856, df of4, Eigen Value of 1.553 and Canonical Correlation value of 0.780 is statistically
significant at 5% level of significance. Further, Table 3 shows that 246 respondents are significantly grouped in
three clusters namely Low Adopter Group, Moderate Adopter Group and High Adopter Group. The first cluster

of Low Adoption Group formed has 68 respondents followed by cluster two of Moderate Adopter Group formed
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has 86 respondents and final cluster High Adopter Group has formed with 92 respondents. In addition, discriminant
analysis result proves that 96.7 % of such cluster classification in correct. Further, One Way Analysis of Variance
results supports that age has significant mean difference with respect to all the five online shopping purchase
intention factors such as, accessibility, convenience, consideration, website design and comfort factors. The
youngster has higher online purchase intention perception as compared as aged online shoppers in the present

study.

V. IMPLICATIONS AND CONCLUSION

The present study was aimed to add knowledge to existing body of knowledge with respect to women consumer
behaviour on online shopping purchase intention in Chennai city of Tamil Nadu. The present study proves that
factors such as, accessibility, convenience, consideration, website design and comfort are major key factors of
online purchase intention of women consumers in the study area. The age is the significant differentiator for the
perception and young age consumers have higher perception as compared to aged consumers. So, online e-retailers
are suggested to focus on attraction of aged people exclusive by having convenience and good, clear and effective
website design to make online shopping a easy and good experience for them. The online shoppers are classified
into three distinctive clusters in this group and higher adoption consumers are already have higher perception for
online shopping whereas; low adoption and moderate adoption consumers should be given more attention to
convert them into higher adoption consumers in online shopping and e-commerce business. The e-retailers are
suggested to adopt social media marketing strategies and e-word of mouth strategies to increase the customer base

for their products and brands in India.

VI.  LIMITATIONS AND FURTHER RESEARCH DIRECTIONS

This study was limited to sample size of only 246 women online shoppers residing in Chennai city of Tamil
Nadu. Hence, the findings of this study may not be generalised to overall population of study. The present study
was adopted non-probability convenience sampling technique to collect primary responses with structured
questionnaire. So, limitation associated with non-probability convenience sampling is also applicable for the
present study. This study was a perception study, perception studies are may not provide long lasting solutions to
over a period of time due to changes in the socio-economic conditions and demographical changes among the
respondents in the study area. Further, this study can be further, extended to male online shopping consumers in
near further. The comparative study between male and female will yield more valuable insights to devise
appropriate promotional strategies. The exclusive study on age group such as, baby boomers, millennials and
generation Z consumers to explore age differences in the shopping behaviour towards online shopping in Indian

context.
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