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ABSTRACT   

The primarily motive of the paper was to investigate the perceptions of customers towards the 

E-Commerce.  It was seen in the past various e-commerce business come up with an idea to 

make ease of purchasing among customers by providing them a virtual universal 

marketplace. Marketers may get the help from various factors which explore the perception 

level of customers towards e-commerce in order to frame the new policies and strategies on 

the basis of customer`s feedback. Hence, attempt was made to examine the various factors 

which determine the customers’ perception level towards e-commerce. The present study is 

exploratory research by the means of primary data analysis; an attempt has been made to 

identify the perceptions of customers towards Electronic-Commerce with the help of self 

structured questionnaire. Due to time constraints, convenience sampling was used to collect 

the data from the respondents and only 250 respondents were selected for the study, those 

who were frequently accessing the e-commerce websites for shopping purposes. The findings 

of the study highlighted the importance of quality services offered by the E-Marketers. The 

marketers need to focus on the ethical practices in E-Commerce in order to develop the 

consumer trust. The websites marketers must be user-friendly so that consumers feel flexible 

or free to make purchases at low prices. The marketers should be focused on the youth, 

because youth generation is very much prosperous regarding online shopping, because E-

Commerce provides varieties of products, lower shipping fee, easily accessibility of products 

and provide products to their home. There are many laws and acts which increases trust 

among customers regarding the E-commerce 
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1. Introduction 

One of the most profound changes currently transpiring in the international business 

environment is the introduction of Electronic commerce. Electronic commerce is carried out 

by digital communication. E-commerce is a technology mediated exchange between parties 

(individuals and organizations) as well as the electronically based intra or inter organizational 

activities that facilitates such exchanges. Electronic Commerce is associated with the buying 

and selling of information, products and services via computer networks. It is means of 

transacting business electronically, usually, over the internet. These electronic business 

transactions occur either through business to business, business to consumer, consumer to 

consumer or consumer to business. This method includes Internet, electronic mail, electronic 

data interchange, file transfer or a remote computer. The success of e-commerce can be 

guaranteed by offering low price services and world wide access online transactions. In 

today’s era, the role of e-commerce is becoming very important in our life. The people are 

adopting the services of e-commerce because e-commerce provide “varieties of products, 

timely delivery, easily accessibility of products etc” at lower cost. It creates prosperity of 
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shopping in the minds of customers because it is easy for them to shop from home using 

internet. E-commerce has made shopping easy. People feel flexible while they use e-

commerce websites for shopping purposes, because most of the e-commerce sites are free 

from errors (e.g. Snapdeal, Amazon etc.) which increases trust among customers when they 

give their personal information to the sites. 

 

2. Review of Literature 

It is universally acknowledged fact that good research cannot be made without critically 

studying what already exists in relationship to it in the form of general literature and specific 

work done by the researchers. The review of related literature, therefore, is considered as a 

perquisite to actual planning and execution of research work. Hence, for proper discernment 

of the research work, sincere efforts have been constituted to review the associated literature. 

Alsmadi Sami (2002) opined the factors that influence consumer’s attitude towards online 

shopping behavior in Jordan city. The sample consisted of 453 respondents. Collected data 

was analyzed by applying the tool of one way ANOVA test. The results showed that majority 

of respondents have sufficient computer knowledge and reasonable access to internet 

services. They maintained a positive impression on the promotion of companies web sites on 

the internet. It was suggested that companies need a better understanding of electronic buying 

behavior on the internet in Jordan city. They may conduct in depth research on how they can 

make better use of this new buying technology. 

Azadavar, Shahbazi et.al (2011) examined the role of security in customer’s perception 

towards online shopping. For the purpose of study the data was collected from those people 

who access the internet. Collected data was analyzed by the tool of factor analysis. The 

results of the study showed that trust, price of products, service, customer’s income were the 

more important factors while purchasing online. While making online transactions security of 

transactions was one of the main factor. High level of security in online marketing of 

products and services had potential to growth more and encourage people to reduce time and 

cost of transactions. 

Corbitt et. al. (2003) studied the perceptions of consumer’s towards trust in e-commerce. The 

study revealed that trust was an important factor while doing online transactions. People were 

more likely to purchase from the web if they showed higher degree of trust in e-commerce. 

Their trust levels were influenced by level of market orientation, site quality and user’s web 

experience. 

Encio A. Hadge (2014) studied the consumer’s perception towards privacy and security in E-

Commerce. The objective of the study was to identify and analyze their perceptions on 

security and privacy while purchasing online. The results indicated that consumer trust can be 

achieved through consumer education, which will lead to higher consumer participation in e-

commerce and reduced the fraudulent practices happening in the system. According to his 

findings consumers should be made aware of privacy and security practices of e-commerce 

which will increase consumer trust.  

Fernandaz and Miyazaki (2001) studied the privacy and security related issues may play an 

important role in the development of online retailing. They also studied how privacy and 

security issues related to consumer risk perception and anticipated their purchase behavior. 

For the purpose of study data was collected from primary sources. Collected data was 

analyzed by the tool of likert scale. The results of the study showed that increased use of 

internet, internet experience had also increased which was related to lower levels of perceived 
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risk towards online shopping. It was suggested that risk perception played an important role 

in the adoption of online shopping and it will affect the future growth of the e-commerce. 

Limbu, Wolf et.al (2011) demonstrated customer’s perception of online ethics and its effects 

on satisfaction and loyalty. The sample consisted of 220 online consumers by using a 

questionnaire. Collected data was analyzed by applying the tool of factor analysis. The results 

showed that there was strong relationship between satisfaction and loyalty. The consumers 

who were satisfied with the websites were likely to revisit the websites and repeat purchases 

from websites. The findings reported that non deception, fulfillment and security were 

important predicators of websites satisfaction. 

Mittal Arjun (2013) studied the impact of e-commerce on consumer behavior. The main 

purpose of the study was identity the factors that affect the consumer’s online shopping 

behavior. The data was collected from those people who use internet. The results of the study 

showed that consumer’s trust, privacy and security concerns were the main factors for using 

internet for shopping. Online trust was the main factor for creating relationship with 

customers. The study suggested that the factors which influenced or prevented online 

consumer’s behavior should need to be carefully concerned by online retailers. 

Muthaiyah et. al. (2004) examined the perceptions and awareness of security from the 

consumers standpoint especially in recent electronic payment systems. The potential of e-

commerce had not been fulfilled due to consumer’s perceptions of risk involved in 

conducting business online. It covered the issues concerning security and privacy while doing 

online transactions. The results of the study showed that the technological aspects on e-

commerce on security and privacy were safe but the consumers still perceive that they were 

not enough and show dissatisfaction. Security was an issue not only to consumers but also a 

concern to programmers and administrators. When it came to consumers, they learned how to 

manage security threats. Along with security problems, businesses must address the problem 

of fraudulent activities conducted over the internet. 

Reddy Anuradha (2012) investigated the customer perceptions on security, privacy and trust 

on e-commerce. The objective of the study was to identify the various factors that influence 

consumer’s privacy on e-commerce portals. The results of the study indicated that 

participants were too much concerned about the security and privacy issues while they were 

using e-portals. The study suggested that privacy concerns could be reduced by following fair 

procedures of information collection, to educate the consumers about the protection of 

personal information. 

Sharma and Wang (2014) demonstrated on ethical perspectives of e-commerce. The objective 

of the study was to investigate whether the e-vendors were able to build loyal online 

consumers through ethical manner. The results seem to support that ethics played an 

important role in developing long term relationship with consumers in online perspectives. 

The ethical performance of e-commerce website will facilitate an increase in trust which in 

turns increases consumer loyalty. E-commerce ethics had direct influence on trust, privacy 

and loyalty. 

Suh and Han (2003) investigated the impact of customer perception of security control on e-

commerce acceptance. The study also examined customer trust as the intermediate factor of 

relationship. The no. of internet users had increased but many were unwilling to provide 

information to websites because they do not trust e-commerce security. They were 

comfortable about providing general information like name, preferences, phone no. etc but 

not gave more sensitive information such as credit card number. These feelings were due not 

only to deficiencies of internet and e-commerce security, but to customer distrust of such 
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measures. In order to increase trust, research will help security managers to maintain security 

and control policies in the e-commerce environment. 

Tian et. al (2010) investigated the Chinese people’s perceptions towards online security risks 

in e-commerce. For the purpose of study data was collected from those users who accessed 

the internet. The results indicated that consumer privacy was an important issue. Majority of 

the respondents said passwords, laws, regulations were not sufficient for security and safety. 

These were major barriers in online shopping. It was suggested that to overcome these 

barriers necessary measures should be taken in the near future. 

 

3. Objective and research Methodolgy of the study 

The purpose of the present research is to investigate the perceptions of customers towards the 

E-Commerce.  Hence in this paper we have examined the factors affecting customers 

perception towards the E-Commerce. 

The present study is exploratory research by the means of primary data analysis in which an 

attempt has been made to identify the perceptions of customers towards Electronic-

Commerce with the help of self structured questionnaire. The questionnaire is based on five 

point likert scale, ranging from strongly disagree to strongly agree and the respondents were 

selected from the state of India i.e. Punjab and the Union Territory of Chandigarh. Due to 

time constraints, convenience sampling was used to collect the data from the respondents and 

Only 250 respondents were selected for the study, those who were frequently accessing the e-

commerce websites for shopping purpose. Prior to actual research, pilot survey was 

conducted to ensure that all the questions were asked in questionnaire were understandable as 

well as appropriate for this study. In addition, Chronbach`s Alpha techniques was used to 

check whether all statements have positively correlated to each item. Therefore, reliability of 

the statements extracted which allowed us to proceed further for analysis of the observed 

data. The data was analyzed through factor analysis to extract the factors affecting customer’s 

perceptions towards E-Commerce. 

 

4. Results and Discussion  

The factor analysis technique applied on perceptions of the respondents regarding the various 

variables (attributes) in E-Commerce revealed specific factors, which clearly define the 

perceptions of the respondents. The results indicated that six factors were extracted from the 

sixteen statements. These factors explain the perceptual attributes of e-marketing which were 

considered to be significant by the respondents. 

A scale was developed to identify the factors revealing the perceptions towards E-commerce. 

The literature for the same was reviewed as shown in literature survey and variables were 

selected to obtain the perceptions of the answerers. During the discussion, with the experts in 

the area of E-shopping or E-commerce, many details were appended and edited. The final of 

16 items were selected for survey and these items were to be rated on a five point Likert scale 

by the respondents.  

Item wise reliability analysis was executed on selected variables to keep back and delete scale 

items for preparing a reliable scale.  The scale generated for this objective was refined and 

purified for reliability validity and unidimensionality. Inter item correlations and Cronbach’s 

alpha statistics were used to conduct reliability analysis and to know extend to which items 

were correlated with a lot of items under consideration. 
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Table 1.1 

Scale Reliability Analysis (E-Commerce) 

Variables 

Communalities Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Mean 
Std. 

Deviation Initial Extraction 

E-Commerce involves an online 

transactions 
1.000 .712 .512 .755 

 

3.96 
1.135 

E-Commerce is popular in Indian 

culture 
1.000 .656 .455 .760 

 

3.14 
1.078 

Modern consumer is quality 

conscious which is best promised 

through E-Commerce 

1.000 .765 .537 .770 
 

3.36 
0.997 

Now a day’s family also influences 

the decision to shop online 
1.000 .630 .596 .765 

 

3.24 
1.114 

Online shopping is the first option I 

try when I want to buy something 
1.000 .837 .543 .770 

 

2.94 
1.256 

E-Commerce is more preferred by 

young generation 
1.000 .747 .503 .765 4.10 .931 

E-Commerce provides benefits to 

consumers in form of availability 

of goods at lower cost 

1.000 .737 .575 .752 
 

3.72 
1.022 

Customer lifestyle and status are 

affected by the adoption of e-

shopping 

1.000 .723 .578 .774 
 

3.64 
1.055 

I feel flexible when I am using the 

web for online shopping 
1.000 .598 .596 .756 3.30 1.156 

There is little personal contact 

between customer and sales 

persons in e-commerce 

1.000 .731 .561 .759 
 

3.55 
1.154 

Mostly consumer find it easy to use 

E-Commerce tools for conducting 

online shopping 

1.000 .724 .555 .768 3.28 1.072 

The prospect for repeat sales less in 

E-Commerce 
1.000 .790 .646 .778 

3.07 

 
1.212 

E-Commerce feedback 

mechanisms induce trust 
1.000 .737 .547 .769 3.23 1.068 

Online companies give importance 

to Business Ethics 
1.000 .615 .646 .769 

 

3.30 
1.096 

Ethically E-Commerce web sites 

are secured and error free 
1.000 .647 .672 .767 3.07 1.106 

Current laws and regulations 

regarding E-Commerce are 

sufficient  for protection of online 

customers 

1.000 .651 .601 .790 
 

3.08 
1.206 

4.1 Factor Analysis 

Explanatory factor analysis was conducted as a means of data reduction, to see if the face 

validity of the items held (Pallant, 2001). The items of the attitude scales were subjected to 

principal component analysis (PCA) using SPSS. Prior to performing PCA the suitability of 

data for factor analysis was assessed. The correlation matrix revealed many coefficients of  

and above as shown in Table 1.2. 

The Kaiser-Meyer-Olkin (KMO) measure was .712 exceeding the recommended value of .6 

(Tabachnick and Fidell, 1996; and Kaiser, 1974) and the Bartlett’s Test of Sphericity 

(Bartlett, 1954) reached statistical significance, supporting the factorability of the correlation 

matrix, PCA revealed the presence of six components with Eigen values exceeding 1, 
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explaining 70.640 percent of the variance. The variance explained by each factor is shown in 

Table 1.3. 

The value for communalities using principal component analysis ranged from .598 to .837 

(Table 1.1). Here, it is pertinent to mention that communalities ≥ 0.5 is sufficient for the 

explanation of constructs (Hair et.al. 2009). All these values show factor analysis has 

extracted good quantity of variance in the items. Hence, all the requirements of reliability, 

validity and unidimensionality are met. 

4.2 Pearson Correlation Analysis 

Pearson’s Correlation Coefficient (Pearson’s r) is a method of calculating the relationship 

between variables. Correlation analysis was used to measure the degree of relationship 

between 16 main independent variables of E-Commerce. The main purpose to conduct 

correlation analysis was to measure whether the sixteen main variables were independent 

from each other or not. As a rule of thumb, if a correlation coefficient value of r indicates 0 to 

.2, there is a weak relationship between the variables. If r values of .3 to .6, generally 

considered moderate, and .7 to 1 is strong. (Dancey and Reidy, 2007) 

According to the scale used if all the 16 items get a rating of 5 each, the total score would be 

80. The mean score of the respondents was 53.98 (Table 1.3). The Correlation matrix was 

computed as shown in table 1.2. The mean correlation was 3.374 and it varies from 2.936 to 

4.096 with a range 1.160. There was a sufficient correlation to go ahead with factor analysis.  

 

Table 1.2 

Correlation Matrix of E-Commerce Variables 

 EC1 EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 EC10 EC11 EC12 EC13 EC14 EC15 EC16 

EC1 1                

EC2 0.35 1               

EC3 0.44 0.20 1              

EC4 0.16 0.41 0.20 1             

EC5 0.19 0.07 0.08 0.27 1            

EC6 0.55 0.13 0.48 0.24 0.29 1           

EC7 0.35 0.34 0.29 0.29 0.11 0.32 1          

EC8 0.27 0.44 0.07 0.32 0.01 0.09 0.31 1         

EC9 0.26 0.29 0.25 0.34 0.30 0.18 0.43 0.22 1        

EC10 0.30 0.24 0.14 0.11 0.18 0.15 0.45 0.29 0.46 1       

EC11 0.12 0.26 0.09 0.27 0.05 0.20 0.50 0.24 0.21 0.21 1      

EC12 0.13 0.08 0.04 0.17 0.6 0.24 0.03 0.06 0.23 0.12 0.05 1     

EC13 0.21 0.32 0.14 0.13 0.08 0.04 0.12 0.21 0.02 0.16 0.13 -0.03 1    

EC14 0.23 0.11 0.31 0.07 0.09 0.08 0.22 0.11 0.17 0.20 0.08 0.05 0.32 1   

EC15 0.15 0.16 0.03 0.01 0.13 0.02 0.27 0.04 0.22 0.30 0.12 0.09 0.33 0.43 1  

EC16 0.01 0.04 0.08 0.06 0.01 0.11 0.07 0.20 0.01 0.02 0.06 0.05 0.28 0.29 0.32 1 

Inter-item correlation:   Mean= 3.374, Minimum= 2.936, maximum= 4.096, Range= 1.160, Max/ Min= 1.395, Variance= .111, N= 16 

4.3 Extraction of Factors 

In order to identify the underlying dimensions of E-Commerce, exploratory factor analysis 

was employed. The respondents were asked to rate sixteen variables, on a five point Likert 

scale, ranging from strongly disagree to strongly agree. All the factors having loading more 

than 0.5 were considered good and in the present concern the loading ranged from .504 to 

.897. Items with factor loadings < 0.5 were removed. The six factors so generated have Eigen 

values ranging from 1.003 to 3.993.  
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Table 1.3 

Factor Analysis Results for E-Commerce (Varimax-Rotated results and scale reliability) 

Statements 
Factors 

F1 F2 F3 F4 F5 F6 

Modern consumer is quality conscious which is best 

promised through E-Commerce 
.829      

E-Commerce is more preferred by young generation due to 

services 
.794      

E-Commerce involves an online transactions/services .712      

Current laws and regulations regarding E-Commerce are 

sufficient  for protection of online customers 
 .746     

Online companies give importance to Business Ethics  .699     

Ethically E-Commerce web sites are secured and error free  .673     

E-Commerce feedback mechanisms induce trust  .616     

Customer lifestyle and status are affected by the adoption 

of e-shopping 
  .754    

E-Commerce is popular in Indian culture   .747    

Online shopping is the first option I try when I want to buy 

something 
   .897   

The prospect for repeat sales less in E-Commerce    .882   

There is little personal contact between customer and sales 

persons in e-commerce 
    .823  

I feel flexible when I am using the web for online 

shopping 
    .652  

Mostly consumer find it easy to use E-Commerce tools 

(e.g. E-mails, Internet) for conducting online shopping 
     .822 

E-Commerce provides benefits to consumers in form of 

availability of goods at lower cost 
     .584 

Now a day’s family also influences the decision to shop 

online 
     .504 

Eigen Values 3.993 1.909 1.765 1.483 1.149 1.003 

% Variance 24.959 11.931 11.031 9.269 7.179 6.270 

Cumulative % Variance 24.959 36.890 47.921 57.190 64.369 70.640 

Scale Reliability Alpha (Cronbach’s Alpha) .740 .663 .616 .802 .633 .620 

Cronbach’s Alpha = .778, Kaiser- Meyer- Olkin  Measure of Sampling Adequacy= .712, Bartlett’s Test of 

Sphericity ( Approx Chi-Square = 1.230E3, DF = 120, Sig = .000, Mean =  53.98 

4.3.1 Quality Services (F1): The first factor has explained 24.95% of the total variance in the 

factor analysis and has been labeled as “Quality Services”. It includes three variables i.e. 

modern consumer is quality conscious, e-commerce is preferred by young generation due to 

services and e-commerce involves an online transactions/services. The result shows that E-

commerce includes online transactions and it is mostly preferred by the youngsters, because 

today’s customers are very conscious regarding the quality of their products and services that 

is best provided by the e-commerce. E-Commerce provides quality products to their 

customers. The scale reliability of this factor is .740 and factor loading ranges from .712 to 

.829. Modern consumer is quality conscious variable has highest loading in this factor. It 

covers 3.993 of the Eigen values. 

4.3.2 Mechanism of Trust (F2): The second factor includes four variables and it is labeled 

as “Mechanism of Trust”. It includes current laws and regulations regarding E-commerce, 
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online companies give importance to business ethics, ethically E-commerce sites are secured 

and error free and E-commerce mechanism induce trust. The factor has explained 11.93% of 

the total variance in the factor analysis solution. The result reveals that many companies give 

preference to ethics of business. There are various laws and acts which provide protection to 

consumers regarding their information. The most of the sites are free from errors which 

increases trust among customers regarding the e-commerce. The scale reliability of this factor 

is .663 and factor loading ranges from .616 to .746. It covers 1.909 of the Eigen values. 

4.3.3 Adoption of E-Commerce (F3): Factor three “Adoption of E-commerce” developed 

from the two variables i.e. customer lifestyle and status affected by adoption of E-Commerce, 

E-commerce is popular in Indian culture. The result shows that by the adoption of e-

commerce, customer’s lifestyle and their status has been changed. In Today’s era, E-

commerce is become very popular in Indian culture. Most of the customers go for online 

shopping because they adopt the services of E-Commerce. They feel secure while they do 

transactions on the internet. This factor has explained 11.03% of the total variance in the 

factor analysis. The factor loading of this factor ranges from .747 to .754. The scale reliability 

of this factor is .616. Eigen value of this factor is 1.765. 

4.3.4 Prosperity of Shopping (F4):  Two variables are loaded on the fourth factor. It covers 

the 9.26% of the total variance in the factor analysis. This factor has been labeled as 

“Prosperity of Shopping”. It includes online shopping is the first option I try when I want to 

buy something and the prospect of repeat sale is less in E-Commerce variables. The results 

indicates that most of the customers when they go for shopping, they choose Electronic 

shopping. The reason behind of it is that e-shopping is time saving and they do not need to go 

anywhere. So majority of the respondents prefer e-shopping as the first option when they buy 

something. The factor loading of fourth factors ranges from .882 to .897. The scale reliability 

of this factor is .802. It covers 1.483 of the Eigen values. 

4.3.5 Flexibility Behavior (F5): Fifth factor has been labeled as “Flexibility Behavior” based 

on these two variables namely: there is little personal contact between customers and sales 

person in e-commerce and I feel flexible when I am using the web for online shopping. This 

factor has explained 7.17% of the total variation in the factor analysis. The factor loading 

ranges from .652 to .823. It covers 1.149 of the Eigen values. The result demonstrates that in 

e-commerce, buyers and sellers do not meet personally as compared to traditional commerce. 

So there is very little personal contact between buyers and sellers in e-commerce. But beside 

of it customers go for online shopping. They feel flexible when they do online shopping. 

They do not concentrate whether there is lack of personal contact between them or not. The 

scale reliability of this factor is .633. 

4.3.6 User Flexible (F6): The last sixth factor has been labeled “User Flexible”. It includes 

three variables; i.e. mostly consumers find it easy to use e-commerce tools, e-commerce 

provides benefits to consumers in form of availability of goods at lower cost, family also 

influence the decision to shop online. The factor loading ranges from .504 to .822. The scale 

reliability of this factor is .620. It covers 1.003 of the Eigen values. The result indicates that 

the greater influence of E-Commerce is on the young generation. Because there are varieties 

of products available on the e-commerce sites and they are available at lower cost. It provides 

the advantage to the customers. They attract towards the products and buy online. Now a day, 

families also playing an important role in the adoption of E-Commerce. This factor has 

explained 6.27% of the total variance in the factor analysis. 
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5. Implications and Conclusion 

The findings of the study highlighted the importance of quality services offered by the E-

Marketers. The marketers need to focus on the ethical practices in E-Commerce in order to 

develop the consumer trust. The websites marketers must be user-friendly so that consumers 

feel flexible or free to make purchases at low prices. The marketers should be focused on the 

youth, because youth generation is very much prosperous regarding online shopping, because 

E-Commerce provides varieties of products, lower shipping fee, easily accessibility of 

products and provide products to their home. There are many laws and acts which increases 

trust among customers regarding the E-commerce.   

Electronic Commerce is associated with the buying and selling of information, products and 

services via computer networks. It is carried out by digital communication and transacts 

business transactions over the internet. This paper found that Quality Services, Mechanisms 

of Trust, Adoption of E-commerce, Prosperity of E-commerce, Flexibility Behavior and User 

Friendly were the six factors which affected the perceptions of customers towards e-

commerce. Quality services factor had the highest rating score. This research indicates that 

people were very prosperous regarding online shopping. They feel comfortable when they did 

online shopping. The influence of the e-commerce was greatly on the youth, because e-

commerce provides varieties of products, lower shipping fee, easily accessibility of products 

and provide products to their home at lower cost. The customers were reliable towards e-

commerce because there were various acts and laws which provide protection regarding their 

personal information. The companies did not misuse the customer’s information which 

increased the trust among customers towards e-commerce.  
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