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Although Internet retailing in India is on the verge of rapid growth, relatively little is currently known about Indian consumers’

non-store shopping behavior in general and Indian Internet shopping in particular. This study explores Indian shopping

orientations as they relate to Internet shopping by examining shopping orientation-defined segments. Focus group findings

indicate that majority of Indian online shopping is travel related; and increasingly for jewelry, and small electronic goods. There is

also considerable information gathering which is then used as a bargaining tool with traditional retail shopping. Currently, more

detailed data on online shopping behaviors and orientations is being collected through an online survey.
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INTRODUCTION
With a GDP growth rate of 8.4%, India is one of the fastest

growing economies in the world – its GDP was $720 billion in
2005. In purchasing power parity this corresponds to $3.66 trillion
with $3,300 of per capita income (CIA Handbook, 2005). India is
the largest English speaking country in the world and graduates
roughly 200,000 engineers and 300,000 technically qualified
graduates in addition to 2 million graduates annually.

The government of India has been heavily promoting
investment in the telecom (telephones, internet, etc.) sector in
recent years. The current tele-density of 8.8 % (landline & mobile
subscribers) set to increase to 20% in the next 5 years (250 million
by 2007 and by 500 million by 2010). When it comes to online
shopping, Indians are increasingly proving that they can beat the
world when it comes to buying with keyboards and clicks
(Comiskey, 2005). For instance, according to a study conducted
by the Internet & Mobile Association of India, the online shopping
market in India has risen from about $11 million in 1999-2000 to
about $58 million in 2003-04 and is slated to grow to more than
$522 million by end of March 2007. Indian online shoppers had
5.2 average monthly purchases as opposed to the global average
of 4.9 purchases (Physorg.com, 2006).

Reasons for such high growth in internet usage and e-
commerce include government initiatives. For example, a number
of state owned banks and the railways have undertaken initiatives
to encourage subscribers to log on and transact online, bringing a
large number of new users online. Online shopping growth also
relates to weaknesses in the country’s supply chain. According to
a recent news article, entrepreneurs such as the founder of
Fabmall.com, an Indian e-commerce firm, “love the pot-holed
congested roads” of cities such as Bangalore (The Hindu, March
6, 2006). Finally, online transactions are increasing in the smaller
cities as well as large metro centers. Smaller cities are marked by
less developed marketing and distribution institutions and
infrastructure. According to Mr. K. Vaitheeswaran, founder of
Fabmall.com, “if the top six cities accounted for 60-70 per cent
of Fabmall’s business in 2001, today their share has shrunk to
just 20 per cent…”India is expected to be one among the top
three Internet markets in the world in five years.” (Nair, 2006).

Hence, in order to tap into this growing market and to become
a successful entity, firms (both brick-and-mortar as well as online
only competitors) need to fully understand the nuances of the
Indian market including market conditions, government policies,
and most importantly, the mindset and preferences of Indian
consumers. Shopping orientation research played a crucial role
in helping to understand the emergence of U.S. catalog retailing
a generation ago (Berkowitz, Walker, and Walton 1979) and, more
recently, U.S. Internet retailing (Girard, Korgaonkar, and
Silverblatt 2003; Rohm and Swaminathan 2004). It has also
enhanced our understanding the nature of non-store shopping
orientations of consumers from different countries (Brown, Pope,
and Voges 2003; Shim, Gehrt, and Lotz 2001). This will be the
first study to explore the nature of shopping orientations with an
emphasis on Indian Internet shopping.
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Purpose of Study
The study will, first, identify shopping orientation tendencies

among Indian Internet users. It will then identify segments of
shoppers by clustering subjects in terms of the similarity of their
multiple shopping orientations tendencies. Next, it will profile
the segments in terms of socio-demographic and behavioral data.
Finally, it will examine the propensity of each shopping
orientation-defined segment to purchase various categories of
products online. By examining these issues, the research will
provide a better understanding of Indian online shopping and of
how to begin to satisfy the needs of Indian online shoppers.

Methodology
Questionnaire development began with past online shopping

orientation research. Focus group interviews of Indian consumers
were used to identify needs for item adaptation and item additions.
Finally, interviews with Indian online retailers and participants in
the Indian online retailing supply chain were interviewed to further
ensure that the questionnaire and study in general were properly
oriented. Forty to 50 shopping orientation statements are likely
to result to be measured on a Likert scale ranging from “strongly
disagree” to “strongly agree.” Socio-demographic characteristics,
Internet-related behaviors, and Internet purchase intentions are
also being measured. Since Internet shopping is not yet widespread
in India, a data collection procedure that tends to over-sample
Internet shoppers and those with greater Internet shopping
potential is being used; thus, the survey is posted on a website
(websurveyor) hosted by the Indian Institute of Management,
Bangalore — http://spidi.iimb.ernet.in/survey/
index.php?sid=11145&lang=en

Once the data are collected, the analytical procedure used
will include three steps. First, exploratory factor analysis will be
used to identify underlying shopping orientation themes. Next,
cluster analysis will be used to identify segments of Internet users
who share similar profiles across the shopping orientations.
Finally, regression analysis will be used to characterize the
segments in terms of socio-demographics and product-specific
online patronage proclivities.

Preliminary Findings
Two focus groups were held in Bangalore and Chennai, India

last year. The participants consisted of 12 males and 10 females:
aged from 21 to 55, professionals from all walks of life, all with
some level of college education or higher, across the board internet
usage, and included online shoppers and as well as non-shoppers.
Convenience, more choices and prior experience were cited as
the most common reasons for shopping online, while unfamiliarity
with/distrust of the internet, preference for physically inspecting
the merchandise, cumbersome tax and shipping issues as well as
inability to bargain over prices were mentioned as the main reasons
for not shopping online. A majority of online purchases were
travel-related (especially, train tickets); however, there was an
increasing propensity to buy jewelry (trinkets, fashion jewelry,
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etc.) and small electronic goods such as cell phones and digital
cameras.

Future Plans and Deliverables
The authors plan to present preliminary findings of the study

at the 2009 ACR Asia-Pacific Conference Indian School of
Business, Hyderabad, India, and submit a first rendition of this
manuscript to the AMA Summer Educators’ Conference (Global
Marketing Track) for 2009. Feedback from the conference
presentations will help the authors to further refine the manuscript
for submission to a refereed journal. With recent substantial growth
in online retailing and with the recent escalation of the Indian
economy, the authors believe that the manuscript will have
excellent publication potential.
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