
INTRODUCTION

Online shopping behavior (also called online buying behavior and Internet shopping/
buying behavior) refers to the process of purchasing products or services via the Internet.
The process consists of five steps similar to those associated with traditional shopping behavior
(Liang and Lai, 2002).

Online shopping is a growing area of technology. Establishing a store on the internet,
allows for retailers to expand their market and reach out to consumers. The convenience of
online shopping is the main attraction for the consumers. Unique online payment system
offer easy and safe purchasing from other individuals.

Online shopping is the consumers shopping behavior to shop online. The people who
find it easy to use, useful and enjoyable can accept online shopping. Technology acceptance
model is used to understand the variables that affect online shopping. Today, with the rise of
the technology, significant portion of commercial activities take place over the Internet.
Since commercial activities’ main goal is to sale, sale can be realized by the purchase of a
different party, as we know customers. Therefore, for electronic commercial activities, it is
important to analyze online customers’ behavior. Furthermore, in order to develop and apply
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effective marketing strategies the factors that affect consumer behaviors should be
investigated. Online retailers can better understand customer needs and wants by directly
analyzing the interaction between a customer and the online shop. Theories about consumer
behavior have been used to develop an effective marketing strategy. Moreover, it is impossible
to think marketing without the Internet in today’s world. Online marketing is the topic that
have been researched and made applications many times by researcher from past to
nowadays. Studies on online shopping investigated the factors that influence online shopping
as well as motives and satisfaction of online buying shoppers.

Online shopping provides all type of goods to be available in the virtual world. It is just
like a shop in the neighborhood, selling all type of goods but with some prominent differences.
Here one can access these shops any time without stepping out of their home /office. It can
be accessed any time when you are on the move, relaxing in your home or having a time out
at your office. Here all the products are displayed with the price and detailed mention of the
features. Potential customers can have a look at them, analyze what other similar online
shopping outlets are offering and can get the best deal out of it.

 There are too many websites related to purchasing goods online such as Amazon.com,
flipcart.com, mirraw.com, jebongi.com, Homeshop18.com, Myntra.com, Snapdeal.com,
Jabong. com etc. The apparel websites sell products which are both branded and non-
branded apparel products.

Earlier the Indian customers were more attracted towards electronic gadgets and mobile
phones for online shopping but now the products indicative of lifestyle, viz., apparels, fashion
accessories such as watches, footwear’s, purses, perfumes, beauty products, jewellery, home
appliances and kitchen appliances etc. are also in high demand through the medium of online
shopping.

Objective :
To explore the online shopping practices and satisfaction among females in Muktsar

city of Punjab.

METHODOLOGY
The study was conducted in muktasr city of Punjab. 40 females respondents were

selected randomly as subjects to carry out the present investigation. 40 respondents to avoid
biasness in the opinions in response to various questions of the interview schedule at the time
of data collection. Questionnaire related to online shopping practices and satisfaction among
females in Muktsar city approaches to online shopping, reasons for online shopping, preferences
and frequency of online shopping and satisfaction. There was face to face interaction between
the respondents and investigator to collect information easily. The data were analyzed by
following appropriate statistical method. Frequency and percentage distribution was used to
find out the online shopping practices and satisfaction among females.

RESULTS AND DISCUSSION
Table 1 clearly depicts that majority of respondents 62.5% belonging to 31-40 years age

group prefer online shopping. 22.5% of respondents belonging to 21-30 years of age. Remaining
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The above data shows that the family income of the 60% respondents were more than
3 lakh rupees per year. 25% of respondents earned rupees 2-3 lakhs per year. Income was
1-2 lakh per year for the 15% of the respondents (Table 2).

Table 1 : Distribution of respondents on the basis of age (n=40) 
Respondents                                                                                                                       

Sr. No. Age (in years) 
F % 

1. 21-30 09 22.5 

2. 31-40 25 62.5 

3. 41-50 06 15 
 

percentage of all the respondents were of the age group 41-50 years.

Table 2 : Distribution of respondents on the basic of their annual income. (n=40) 
Respondents  

Sr. No. Annual family income (in Rs.) 
N % 

1. 1-2 lakh  06 15 

2. 2-3 lakh  10 25 

3. More than 3 lakh 24 60 
 

The above data reveals that majority (67.5) of the respondents were working in various
jobs while remaining 32.5% respondents were still not working (Table 3).

Table 3 : Distribution of respondents on the basis of their working style (n=40) 
Respondents  

Sr. No. Working style 
N % 

1. Working 27 67.5 

2. Non working 13 32.5 
 

The Table 4 shows that 55% of respondents approaches shopping website from their
friends and 30% of the respondents from internet, respectively. Remaining 15% respondents
approach shopping website from advertisement on T.V.

Table 4 : Distribution of the respondents on the source of getting information about website (n=40) 
Respondents 

Sr. No. The way of reaching shopping website 
N % 

1. From friends 22 55 

2. Advertisement on T.V  06 15 

3. From internet 12 30 
 

The Table 5 indicates that majority of the respondents (57.5%) preferred online shopping
due to as save time, variety and convenience. 22.5% of the respondents preferred online
shopping as they wants variety. On other hand 12.5% 0f respondents preferred online shopping
as save time. Remaining 7.5% of the respondents preferred shop online due to its convenience.

ONLINE SHOPPING PRACTICES & SATISFACTION AMONG FEMALES IN MUKTSAR CITY OF PUNJAB



Internat. J. Appl. Home Sci. | May & June, 2017 | 4 (5 & 6) (286)

Table 5 : Distribution of respondents regarding reasons for online shopping.  (n=40) 
Respondents 

Sr. No. Reason 
N % 

1. Save time 05 12.5 

2. Variety  09 22.5 

3. Convenience   03 7.5 

4. All of these 23 57.5 
 

Table 6 clearly shows that 60% respondents preferred fashion accessories from online
shopping such as purse, footwear, watches, jewellery etc. 22.5% of the respondents preferred
clothing from online shopping such as suits, kurties, saries, dresses and t-shirts etc. Remaining
respondents (17.5%) preferred household material from shop online such as juicer, mixer,
sandwich maker and kitchen utensils etc.

Table 6 : Distribution of respondents by their online shopping preferences in clothing, fashion 
accessories and household material (n=40) 

Respondents (N=40) 
Sr. No. Online preference 

N % 

1. Clothing 9 22.5 

2. Fashion accessories 24 60 

3. Household material 7 17.5 
 

The Table 7 reveals that 62.5% respondents shop online once in a month. 20% of
respondents shop 2 times and remaining percentage of respondents shop more than 2 times
in a month.

Table 7 : Distribution of respondents by their frequency of online shopping (n=40) 
Respondents  

Sr. No. Frequency of online shopping 
N % 

1. Once in a month 25 62.5 

2. 2 times in a month 08 20 

3. More than 2 times in a month 07 17.5 
 

The above data shows that 60% of the respondents were found highly satisfied with
fashion accessories such as purse, footwear, jewellery etc. and 25% of respondents were
found satisfied, respectively. Only few respondents (15%) were found not satisfied with
online product because they said that the quality of clothing was not good as they appear on
website (Table 8).

Table 8 : Distribution of respondents by their satisfaction level from online shopping (n=40) 
Respondents Sr. 

No. 
Satisfaction level 

N % 

1. Highly satisfied 24 60 

2. Satisfied 10 25 

3. Non- satisfied 06 15 
 

SEEMA RANI AND RUPINDER KAUR



Internat. J. Appl. Home Sci. | May & June, 2017 | 4 (5 & 6)(287)

Conclusion :
The present study was conducted to find out the “Online shopping practices and

satisfaction among females in Muktsar district of Punjab.” It was found that majority of
respondents belong to 31-40 age group and their annual family income was more than 3
lakhs. The study concludes that maximum respondents approach online shopping from their
friends. Most of the students preferred online shopping due to save time, variety and
convenience and they preferred fashion accessories mostly. Few of the respondents were
dissatisfied with online shopping due to low quality of clothing products and pricing.
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