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ABSTRACT 
 
The purpose of the current research is to study the online shopping behaviour of the rural consumers and 
to investigate the factors that influence the consumers in Assam’s South Salmara Mankachar district to 
shop online. This study is based mainly on primary data, which was gathered from a sample of 120 
respondents using a structured, non-disguised questionnaire. The findings of the study indicate that the 
rural consumers behave rationally when it comes to online shopping. Pay/cash on delivery is found to be 
the preferred payment method for majority of the online shoppers. The results of exploratory factor analysis 
show that the important factors that motivate rural consumers to shop online are perceived convenience 
(home delivery, time and effort savings, and convenient payment options), freedom of choice and 
enjoyment, cheaper pricing and discounts, and product availability. Moreover, the study also reveals that 
the final decision to buy a product online is influenced by ratings and reviews of previous buyers of the 
product; recommendations of friends and relatives, social media influencers and vloggers; price, discounts 
and offers; return and exchange policy; and trustworthiness of online shopping website. 
 
Keywords: Online shopping, decision, factors, influencing, rural. 

 

1. INTRODUCTION 

In the 21st century, internet plays a crucial role in the day-to-day lives of people all over 
the world. Nowadays, the internet is an important channel through which people perform 
a variety of activities such as communication, research, news, and entertainment, as well 
as, more recently, buying and selling goods and services(Kanchan et al., 2015). The 
traditional retail business format has changed to a new form popularly known as online 
shopping or e-shopping as internet technology has grown in popularity and acceptance 
in the field of retail trade. Online shopping is a form of e-commerce where the consumers 
purchase goods and services directly from the sellers through digital platforms using the 
internet(Daroch et al., 2021; Ganapathi, 2015; Kochar & Kaur, 2018). It is to be noted that 
when compared to mature markets such as the United States, United Kingdom, Japan, 
and European countries, the Asia Pacific region is leading the growth of online shopping 
(Rahman et al., 2018). In India, due to the availability of low-cost smartphones, 
flexible/affordable internet data packages, and an increase in digital literacy, online 
shopping has grown in popularity not only in urban areas but also in rural areas. In the 
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last two years, the COVID-19 pandemic has increased further the number of online 
shoppers, with the increase being more pronounced in rural and sub-urban India.  

The growing popularity of online shopping has attracted the interest of many researchers 
around the world, including those in India, and as a result, several research studies on 
Indian consumers' online shopping behaviour have become available in recent years. 
However, most of these researches took place in cities and towns(Amarsela, 2018; Aruna 
& William, 2015; Bhatnagar et al., 2000; Bhatt, 2014; Chandra & Sinha, 2013; Dahiya, 
2012; Ganapathi, 2015; Kanchan et al., 2015; Nittala, 2015; Pandey & Parmar, 2019; 
Rajayogan & Muthumani, 2018; Rajesh & Ashok, 2015; Reddymurali, 2014; Richa & 
Vadera, 2019; Saxena, 2021; Singh & Sailo, 2013; Singhal & Patra, 2018; Sinha & Kim, 
2012; Tambe et al., 2017; Thirupathi & James, 2019; Veerakumar et al., 2019), with only 
a few focusing on rural areas in the country's more developed states(Pagar et al., 2021; 
Pathan, 2019; Samuel, S & Janardhanan, 2016; Sureshkumar, 2017). Studies on the 
factors influencing rural consumers to shop online in backward places like Assam's South 
Salmara Mankachar district are almost absent. The present study attempts to bridge this 
gap to some extent by investigating the factors that influence customers in Assam's South 
Salmara Mankachar, one of the most backward and rural districts, to shop online. This 
study will not only add to the existing body of knowledge, but it is also expected to be 
useful for e-tailers in developing strategies for expanding their customer base in rural 
underserved areas.  

2. REVIEW OF LITERATURE  

With the increasing popularity of online shopping, several studies have been conducted 
all over the world, including India, to investigate the various factors influencing consumers' 
online shopping behaviour. Some of the most relevant studies have been reviewed in this 
section.  

In their study, Bhatnagar et al. (2000) have argued that ‘perceived convenience’ (saving 
of time and effort, home delivery, etc.) has positive influence on online purchasing. 
Besides, the likelihood of online shopping increases with the increase in consumer’s 
experience of using internet, as it reduces the risk perceptions of the consumers. 
However, a study by Doolin et al. (2005)found no support for the hypothesis that 
convenience (time and effort saved, as well as enjoyment of online shopping) is 
associated with increased online purchasing. However, the researchers reported a strong 
relationship of gender with online purchasing behaviour i.e., male consumers were likely 
to shop online more frequently and spend more on online purchases than female 
consumers. They also found a significant positive association of income with both amount 
and frequency of online purchases.   

Chandra & Sinha (2013) conducted a study to investigate the relationship between 
demographic factors and online shopping, as well as to identify the factors influencing 
consumers to shop online. The study found a strong positive correlation between age and 
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attitude toward online shopping, indicating that elderly people are less likely to shop 
online. It also reported positive and very strong correlations between education level and 
income and the willingness to shop online. According to the study, website 
design/features with options are the most influential factors in online purchasing followed 
by convenience, time savings, and security. Furthermore, the researchers found that low 
prices, discounts, feedback from previous shoppers, and the quality of the product and 
information are all important factors influencing consumers to shop online. Similarly, 
Singh & Sailo (2013) identified time savings, the best price, convenience, easy payment, 
and the avoidance of travel as important factors influencing and motivating people to buy 
products online.  

Bhatt (2014) in his study found that information; perceived usefulness, perceived 
enjoyment, and security/privacy are the most influential factors influencing consumer 
perceptions of online shopping.  Ganapathi (2015) also found that convenience, security, 
website features, and time saving have a positive and significant impact on consumers' 
online shopping behaviour.   

In his research, Reddymurali (2014) observed that factors such as security, shipping 
charges, convenience, pleasant experience, trust, need, accessibility, service, product 
delivery, reliability, and quality had a significant impact on consumer attitudes towards 
online shopping. Product range, information, and offers/coupons, on the other hand, have 
no significant influence on consumer attitude. 

Kanchan et al. (2015) reported that people between the ages of 30 and 45 and, as 
compared to females, males are more interested in online shopping. According to the 
study, respondents' income and education level are positively correlated with their online 
purchase frequency. However, Thirupathi and James (2019) found no correlation 
between attitudes toward online shopping and socio-demographic variables such as 
gender, age, income, educational attainment, and occupation.  

Maiyaki et al. (2016)revealed in their study that price and product variety had a substantial 
impact on consumers' online buying behaviour and intention. Similarly, Singhal & Patra 
(2018) found that functional parameters like price, convenience, and brand availability are 
the top three reasons for males to shop online, while females prefer convenience. The 
various discounts available on these platforms were given less weight by both groups.   

According to Veerakumar et al. (2019), the top five important factors that drive 
respondents to purchase products through online stores are 24 x 7 services, heavy 
discounts and offers, unavailability of products in the local market, a wide range of 
products, and gifts offer for every purchase. The study found that the top three most 
influential factors in selecting online stores are wide range of products, quick delivery, 
cancellation and returns. 

Richa & Vadera (2019) identified six factors as determinants of Indian consumers' online 
shopping behaviour: utilitarian attributes, post-purchase issues, hedonic motives, 
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freedom, intrusion, and convenience. The most important factor for Indian online 
shoppers is utilitarian attributes, such as technological interventions to improve the overall 
shopping experience. Other important positive factors that influence the online buyer 
include hedonic motives, freedom of choice, and convenience. Post-purchase issues and 
intrusion, on the other hand, are glaring disadvantages of online shopping.  

Pandey & Parmar (2019) have reported several factors that influence consumers' online 
shopping behaviour, such as demographic factors, social factors, consumer online 
shopping experience, knowledge of using the internet and computer, website design, 
social media, situational factors, facilitating conditions, product characteristics, sales 
promotional scheme, payment option, delivery of goods, and after sales services.  

As far as factors influencing rural consumers towards online shopping are concerned, 
Samuel & Janardhanan (2016) reported in their study conducted in the Kanyakumari 
district of Tamilnadu that the new generation consumers in the age group of 20-35 years, 
and more rural men than women, are interested in online shopping. They also reported 
that respondents' educational qualifications have a significant influence on their online 
shopping behaviour. According to the study, low prices followed by a wide variety of 
products, time savings, product unavailability in rural markets, and convenience are the 
most important influencing factors for rural consumers to shop online. Sureshkumar 
(2017), in his study entitled “Rural Consumer Attitude Towards Online Shopping: An 
Empirical Study of Rural Area”, discovered that ease of use, availability of a wide range 
of products, easy price and quality comparison, easy payment option, saving of time and 
effort, and home delivery are important factors influencing rural consumers' preference 
for online shopping in India. Research studies conducted by Pathan (2019) in rural areas 
of Vadodara district of Gujarat and Pagar et al. (2021) in the rural areas of Nashik district 
of Maharashtra, India, also reported similar findings, such as a wide variety of products, 
offers, deals and discounts, attractive price range, and time saving as factors that 
influence rural consumers to buy online.  

3. OBJECTIVES OF THE STUDY 

The present study has been taken up with the following basic objectives:  

(i) To find out the awareness and use of online shopping among the consumers of South 
Salmara Mankachar District of Assam. 

(ii) To study the online shopping behaviour of the consumers. 
(iii) To investigate the factors which influence the consumers in South Salmara 

Mankachar District to shop online. 

 

4. RESEARCH METHODOLOGY 

The present research is both descriptive and exploratory in nature. The universe of the 
study is South Salmara Mankachar District of the Indian state of Assam. It's worth noting 
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that South Salmara Mankachar is primarily rural and is one of the state's poorest districts. 
The research is based mainly on primary data. The data was collected using a structured, 
non-disguised questionnaire. The questionnaire's items were derived from literature 
review and a personal interview with a few online shoppers in the study area. A pilot test 
of the questionnaire was done on a sample of 20 respondents from the universe of the 
study. The final questionnaire was converted into an online survey using Google Form 
after some changes were made. The Google Form questionnaire was sent out to 150 
people in the study area at random via email and WhatsApp groups, with 120 people 
responding back. Journals, books, magazines, newspapers, and various websites were 
used to gather secondary information for the study. SPSS was used to analyse the 
responses and come up with descriptive statistics and exploratory factor analysis to meet 
the research objectives. 

5. RESULTS AND DISCUSSION 

5.1 Demographic characteristics 

The demographic characteristics of the respondents are summed up in Table 1. 

TABLE 1 

DEMOGRAPHIC CHARACTERISTICS OF THE RESPONDENTS 

Variables and categories Frequency (N=120) Percent (%) 

Gender 

Male 70 58.3 

Female 50 41.7 

Age 

16 - 25 years 55 45.8 

26 - 35 years 35 29.2 

36 - 45 years 19 15.8 

Above 45 years 11 9.2 

Marital status 

Married 56 46.7 

Single 64 53.3 

Education level 

Under graduate 27 22.5 
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Graduate 41 34.2 

Post-graduate 52 43.3 

Occupation 

Govt. employee 37 30.8 

Private sector employee 17 14.2 

Business/Self-employed 7 5.8 

Student 51 42.5 

Housewife 8 6.7 

Monthly income (in Indian rupee) 

Less than 20,000 30 25.0 

20,000 - 50,000 18 15.0 

50,000 - 1,00,000 12 10.0 

More than 1,00,000 11 9.2 

None 49 40.8 

(Source: Primary Data) 

5.2 Awareness and use of online shopping 

It was found that all the respondents (100%) were aware of online shopping. The vast 
majority of respondents (95.8 percent) purchase goods and services online, with only 4.2 
percent failing to do so. The experience of respondents using online shopping is 
represented in Fig. 1. According to the pie diagram, 17 percent of respondents are 
relatively new customers who have been shopping online for less than one year, 23 
percent have 1-2 years of online shopping experience, a larger percentage of 
respondents (38 percent) have been shopping online for 3-5 years, and 18 percent have 
been shopping online for more than 5 years. 
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FIG. 1. ONLINE SHOPPING EXPERIENCE 

5.3 Online shopping behaviour 

The results of an analysis of online shopping characteristics of consumers in the South 
Salmara Mankachar district are shown in Table 2. As shown in the table, 35 percent of 
the consumers shop online occasionally, 33.3 percent do online shopping more 
frequently, and 27.5 percent always do online shopping. 

TABLE 2 

ONLINE SHOPPING CHARACTERISTICS OF THE RESPONDENTS 

Variable and categories Frequency (N=120) Percent (%) 

Frequency of online shopping 

Never 5 4.2 

Rarely 42 35.0 

More often 40 33.3 

Always 33 27.5 

Do you buy more during festive seasons 

Yes 92 76.7 

No 28 23.3 

Do you compare online price with offline before buying online 

Yes 95 79.2 

No 25 20.8 

Do you compare price and product in different e-commerce sites before buying 

17%

23%

38%

18%
4%

less than 1
year

1 - 2 years

3 - 5 years

More than 5
years
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Yes 98 81.7 

No 22 18.3 

Preferred payment method 

Pay online at checkout 7 5.8 

Pay/Cash on Delivery 70 58.3 

Both 37 30.8 

Cannot say 6 5.0 

(Source: Primary Data) 

It was found that majority of the respondents (76.7 percent) shop online more during 
festive seasons. Moreover, it was also found that a vast majority of the consumers (79.2 
percent) compare online prices of goods with that of offline stores and, also, 81.7 percent 
of the consumers compare prices and product qualities between different e-commerce 
sites or online stores before purchasing products online. In terms of preferred payment 
method, the majority of respondents (58.3 percent) prefer pay/cash on delivery 
(POD/COD), while only 5.8 percent prefer to pay online during check-out and 30.8 percent 
prefer both methods. 

Fig. 2 depicts the products that the respondents typically purchase online. Thus, the most 
popular products purchased online are apparel, footwear, cosmetics, books, and 
electronic gadgets.  

 

FIG. 2. PRODUCTS USUALLY PURCHASE ONLINE 

Again, the pie diagram in Fig. 3 shows that Flipkart, Amazon, Meesho, and Myntra are 
the most popular e-commerce sites among online shoppers in the South Salmara 
Mankachar district. 
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FIG. 3. POPULAR E-COMMERCE SITES 

5.4 Factors influencing the consumers in South Salmara Mankachar district 
towards online shopping 

The exploratory factor analysis was used to identify the factors influencing customers to 
shop online. Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy and Bartlett's 
Test of Sphericity were also calculated, and the results are shown in Table 3. The results 
of the KMO measure of sampling adequacy (KMO = 0.736) and Bartlett's test of sphericity 
(Chi-square Value = 304.244; Significance = 0.000) confirm that exploratory factor 
analysis is appropriate for this research study. Moreover, Cronbach's alpha reliability was 
tested before moving on to the main analysis. Cronbach's alpha is a statistic that is used 
to evaluate the reliability or internal consistency of a group of scale or test items. The 
Cronbach's alpha coefficient for the ten (10) statements included in the questionnaire 
(that encourage customers to purchase online) is 0.754, indicating that the items are 
reasonably consistent. 

TABLE 3 KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .736 

Bartlett's Test of Sphericity 

Approx. Chi-Square 304.244 

df 45 

Sig. .000 

(Source: Author’s Calculation from Primary Data) 

Principal component analysis (PCA) has been used to identify the minimum number of 
factors that account for the maximum amount of variance. Varimax rotation with Kaiser 
Normalization was used to enhance the interpretability of the factors. The analysis 
resulted in four factors with Eigen values greater than one and factor loadings greater 
than 0.50. The four extracted factors account for a total of 70.271 percent of variations on 
ten variables. Table 4 shows the results of the factor analysis. 
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TABLE 4 FACTORS INFLUENCING CONSUMERS TOWARDS ONLINE SHOPPING 

Component Item 
Rotated 
Factor 
Loadings 

Eigen 
Value 

% of 
Variance 

Factor Name 

1 

Home delivery facility 0.839 

3.354 33.542 
Perceived 
Convenience 

Saves time and effort 0.780 

Convenient payment 
options 

0.700 

2 

Easy to choose and 
make comparison 

0.763 

1.327 13.269 
Perceived 
Freedom and 
Enjoyment 

Freedom of choice 0.762 

Online shopping 
provides enjoyment 

0.723 

3 

Provides more 
discounts/offers than 
offline 

0.868 
1.206 12.063 

Cheaper 
Pricing and 
Discounts 

Cheaper than offline 0.855 

4 

Products not available 
in local offline markets 

0.921 

1.140 11.397 
Availability of 
Products Availability of wide 

range of products 
0.669 

Cumulative % of Variance - - 70.271 - 

Reliability Statistic (Cronbach’s 
alpha) 

- - - 0.754 

(Source: Author’s Calculation from Primary Data) 

Component 1 - As shown in Table 4, Factor I, named Perceived Convenience, is the 
most significant factor, accounting for 33.542 percent of total variance and having a higher 
Eigen value of 3.354. The three statements loaded on Factor 1 have a strong correlation. 
According to the findings, people prefer online shopping because it provides home 
delivery, saves time and effort, and offers convenient payment options. 

Component 2 - The second factor, named Perceived Freedom and Enjoyment, 
accounts for 13.269 percent of the overall variation. This factor also includes three 
statements which clearly specify that most people prefer to buy online because it is 
relatively easy to choose and compare products in online shopping, online shopping 
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provides more freedom as there is no interference, and online shopping provides more 
enjoyment than traditional shopping. 

Component 3 - The third important factor identified in the factor analysis has been named 
as Cheaper Pricing and Discounts. This factor consists of two statements that account 
for 12.063 percent of the total variation of 70.271 percent. People like internet shopping 
since it provides more discounts and has lower pricing than traditional retailers. 

Component 4 -Availability of Products was another crucial factor, accounting for 11.397 
percent of the total variance. It also includes two statements that clearly indicate that 
people go for online shopping due to lack of products in local offline markets, and that 
online stores offer a wide range of products. 

5.5 Final decision to buy a product online 

Along with the above motivating factors, the final decision to purchase a product online is 
found to be influenced by the following elements, as shown in Table 5. 

TABLE 5 FINAL DECISION TO PURCHASE ONLINE IS INFLUENCED BY 

Elements Frequency Percent (%) 

Recommendations of friends & relatives/social 
media influencers & vloggers 

26 21.7 

Ratings & reviews on the product 32 26.7 

Price and associated discounts/offer 24 20.0 

Trustworthiness of online shopping website 9 7.5 

Return/exchange policy 24 20.0 

None 5 4.2 

Total 120 100.0 

(Source: Author’s Calculation from Primary Data) 

As shown in Table 5, it was found that the final decision of the consumers to buy a product 
online is influenced by ratings and reviews of previous buyers of the product (26.7%), 
followed by recommendations of friends and relatives, social media influencers and 
vloggers (21.7%), price, discounts and offer (20%), return and exchange policy (20%), 
and trustworthiness of online shopping website (7.5%). 
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6. CONCLUSION 

From the study, it is clear that online shopping is not only popular among customers in 
cities and towns, but it is also popular among rural consumers. Rural consumers have 
been found to be rational when it comes to online shopping, as the vast majority of them 
compare online pricing of goods with those of offline retailers, as well as compare prices 
and product characteristics among different e-commerce sites or online stores before 
purchasing online. Pay/cash on delivery has been reported as the preferred payment 
method by majority of the online shoppers. The most common products purchased online 
are apparel, footwear, cosmetics, books, and gadgets; with Flipkart, Amazon, Meesho, 
and Myntra being the most popular e-commerce sites among the online shoppers of 
South Salmara Mankachar district. 

The study shows that perceived convenience (home delivery, time and effort savings, and 
convenient payment options), freedom of choice and enjoyment, cheaper pricing and 
discounts, and product availability are the important influencing factors that motivate rural 
consumers to shop online. Moreover, the study also reveals that the final decision to buy 
a product online is influenced by ratings and reviews of previous buyers of the product; 
recommendations of friends and relatives, social media influencers and vloggers; price, 
discounts and offers; return and exchange policy; and trustworthiness of online shopping 
website. This research study will help e-tailers design strategies by incorporating the 
findings to expand their rural customer base.  
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