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ABSTRACT: 

The main goal of this paper is to gain knowledge on gender difference, age and price influencing online shopping 

behavior considering two giants in Indian e-commerce industry. This study examines the gender and age influencing 

online shopping towards Amazon and Flipkart. The paper used relevant literature and also tried to focus on the 

importance of consumer behavior. The results of empirical testing demonstrate that females dominate online shopping 

rather than men. The results also show that most of the young customers go for cash on delivery ad payment method. It is 

also found that coupons and huge discounts have impact on male gender. 

KEYWORDS:  Consumer Behavior, Gender, Age, Price, Online Shopping 

 

INTRODUCTION: 

The Indian E-commerce industry is growing at a fast rate and it is seen that E-commerce industry has grown 

by 180% till 2015 and had a crash of 12% in 2016, since being influenced by many internal and external 

factors.  The sector will now have to clock a 45% CAGR to reach a size of $80 billion by 2020 from the 

current level of $14.5 billion, according a study by RedSeeer Consulting. Earlier, there were various estimates 

that the sector could touch $100 billion mark by 2020. According to RedSeer, the biggest impact of this 

adverse market condition was faced by the established players like Flipkart and Snapdeal, whose growth 

remained flat, if not worsened. Whereas, Amazon seem to be successful altering the market share game and 

also captured big portion of the industry. 

The home grown players like Flipkart and Snapdeal have been unable to raise the much needed funds to drive 

their expansion plans while their key rival Amazon has already set aside $5 billion for the India operations. 

According to RedSeer, there was a significant percentage of GMV which was being driven by retailers and 

wholesalers buying goods and in-turn selling it to the end customers- with some e-tailers facing this issue 

more than others. 

There were also internal challenges companies like Flipkart and Snapdeal faced in 2016 in terms of 

leadership, discounting the Gross Merchandise Value (GMV) model in revenue generation. This also led to 

Snapdeal ceding its second position to Amazon. Besides these internal factors, there was also the new 

regulations by the government which prohibited deep discounting and restricting the contribution of a single 

seller on these marketplaces to 25%. Further the government decision on demonetisation also impacted the 

industry, which had a high reliance on the cash on delivery channel. 

http://www.financialexpress.com/tag/flipkart/
http://www.financialexpress.com/tag/snapdeal/
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On the current year, RedSeer CEO Anil Kumar said, “The Indian E-tailing players might have faced a lot of 

challenges in 2016, but fundamentally this sector is expected to grow 4x-5x times in the next 4 years. 2017 

will be a hotly-contested year, and will differentiate the best from the rest, and also shape the Indian e-

commerce industry for the many years to follow.” However, there are expectations that 2017 will be a more 

positive year though this will depend on the ability of e-tailer to grow their customer base from the existing 15 

plus million monthly unique shoppers. The largest contribution for the e-commerce players comes from the 

mobile and electronics categories but the future growth will depends on others like fashion and grocery. 

Companies like Amazon  and eBay in the U.S., Alibaba in China, and Flipkart and Snapdeal in India have 

facilitated the ecommerce revolution so they are in many ways the benchmarks of success in the industry. 

Traditional retailers are adjusting their strategies studying the strengths and challenges these businesses have 

faced. Therefore this paper aims to make a comparative study between the two giants in online business 

Amazon and Flipkart. 

 

OBJECTIVES OF THE STUDY: 

 To understand the consumer perception and factors affecting their behavior for choosing e-commerce 

sites.  

 To understand tactics and methods that are used by e-commerce players to grab the customers in India. 

 To know the gender influence on online shopping. 

 To understand the payment systems the customers consider to make payments. 

 

DATA COLLECTION 

The goal for all data collection is to capture quality evidence that then translates to rich data analysis and 

allows the building of a convincing and credible answer to questions that have been posed.  

Primary data was collected through questionnaire to understand online customers experience and preference 

towards their loyal company. 

Secondary data was collected from various sources such as different business websites and published papers. 

 

LITERATURE REVIEW: 

Their were many studies on attitudes of online shopping making note of factors influencing online consumer 

behavior. Many researchers worked on with different factors on different perspectives.  Abhijit Mitra (2013) 

Concluded that the e-commerce has broken the geographical limitations and it is a revolution-commerce will 

improve tremendously in next five years in India. Mishra S. (2009) made a study which suggested that age 

and income shows a significant association with purchasing attitude.  

Rodgers & Harris (2003) mentioned in his study that internet users are equally divided among genders and 

seen that women engagement in online shopping is increasing. Sanchez-Franco (2006) stated that gender gap 

in online shopping drew attention to know the intention and role of gender in online shopping. Hasan (2010) 

has investigated the effect of attitude and gender on online shopping behaviour. For examine the difference 

across gender a multidimensional concept of attitude (i.e. cognitive, affective and behavioural) was used. The 

results show that the largest gender difference is in the cognitive attitude. 

Banerjee et al (2010) pointed out the significance related to internet users frequently shopping and their 

family income and stated that families with more disposable income engage more in online shopping. Thus it 

is seen that sex, age and income have positive impact online shopping behavior. Gupta et al (1995) marked 

that females have more interest using internet to shop. 
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Rose, Tamimi (2008) his study says that gender doesn’t show any effect on frequency of online buying or 

variation in buying decision through online. Ashraf et al, (2014) explained that trust as a determinant of an 

individual’s attitude or his/her purchasing intention. Kaplan (2011) in a study suggested that the emergence 

of social networks has engaged more women in online shopping because of the availability of conversing, 

liking and giving feedback about products easily and effectively. Also commented that there is no longer 

gender difference in online shopping. 

 

DATA ANALYSIS: 

METHOD OF DATA ANALYSIS 

For the analysis purpose spss was used. Factor analysis was performed to determine the correlation between 

the variables and highly correlated variables are combined and represented by a factor. This is to ensure data 

reduction, instead of several variables they are represented by few major factors. Regression analysis, to 

identify the impact of the factors identified in factor analysis (independent variables) on customer satisfaction 

(dependent variable).  

 

DEMOGRAPHICS: 

Table1. Demographics of the respondents 

Variables Measuring  group Frequency Percentage 

Age  <25 

 25-35 

 >35 

Total 

35 

 

25 

 

10 

 

70 

50.0 

 

35.7 

 

14.3 

 

100 

Gender Male 

Female 

Total 

28 

42 

70 

40 

60 

100 

This chapter provides the empirical findings gleaned from the collected data. It provides demographic 

information of the respondents and the statistical analysis of the information collected from them. This is 

followed by the interpretation and discussion about our findings. The above table shows that out of 70 

respondents50 % of people are in the age group of < 25 years,35.7% of people are in the age group of 25-35 

and 14.3% of people are in the group of >35. We are having highest respondents who do online shopping are 

less than 25 years and almost all those belongs to student category. At the same time 35.7% of age group 25-

35 are utilizing online shopping well. All those people are attracted to e-commerce sites which are offering 

wide range of products to everywhere and also with their services. Another demographic factor we considered 

is gender. Female respondents are higher than the male respondents that who prefer online shopping. We can 

interpret that based upon their preferences that they are getting different and unavailable international 

products online, which made easy and time efficient. 
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HOW OFTEN RESPONDENT SHOP ONLINE 

Table 2. How often respondent shop online 

  

Frequency Percent Valid percent 

Cumulative 

percent 

Valid Once in month 21 30.0 30.0 30.0 

Once in two month 11 15.7 15.7 45.7 

More frequently 17 24.3 24.3 70.0 

Very rare 21 30.0 30.0 100.0 

Total 70 100.0 100.0  

Interpretation: From above table we can interpret that how often respondents are doing shopping online. It 

became habit of choosing online shopping instead of brick and mortar shopping. Here 30% of respondents are 

so regular that they do shop online at least once in month. That opens more ways to e-commerce people to 

succeed in market. 

CROSS TABULATION OF GENDER AND HOW OFTEN THEY SHOP ONLINE 

Table 3.  Crosstabulation of gender and how often they shop online 

  How often respondent shop online 

Total 

  

Once in month 

Once in two 

month 

More 

frequently Very rare 

Gender of respondent Male 11 3 9 5 28 

Female 10 8 8 16 42 

Total 21 11 17 21 70 

Interpretation: From above table we can interpret that out of 70 respondents female are more interested in 

online shopping when compared males because of e-commerce wide range of varieties.  And also they are 

leading than male respondents in different categories. Where male are frequent buyers but female respondents 

are doing at least once online shopping and leading than male. Even though female respondents are high but 

they are very rare online shoppers.  

CROSS TABULATION OF AGE AND PAYMENT METHOD 

Table 4. Crosstabulation of age and payment method 

      

  Respondent payment method 

Total 

  

Debit card Credit card 

Cash on 

delivery 

Age of respondent <25 9 2 24 35 

25-35 5 3 17 25 

>35 5 2 3 10 

Total 19 7 44 70 
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Interpretation: From above table and graph we can interpret that the mindset of respondents are different 

when it comes to currency and its security. Most of the young people which are less than 25 years are going 

for cash on delivery. And after that age group of 25-35 years respondents are also going for cash on delivery. 

E-commerce sites are also making payment methods easier by providing swiping machines to delivery boys. 

Swiping machines made customers and as well as delivery boys works easy. Because some payments won’t 

be exactly round figures, they may be in rupees such as 513 or 1007. When customers have to pay these kind 

of amount that will be difficult to delivery boy to return change some times. By using swipe machines we can 

avoid all these interrupts.  

 

CROSS TABULATION OF GENDER AND PRICE SATISFACTION 

Table 5. Crosstabulation of gender and satisfied pricing online site 

  Respondent is satisfied with pricing of 

Total   Flipkart Amazon Snapdeal Paytm Others 

Gender  Male 11 8 2 7 0 28 

Female 13 17 5 5 2 42 

Total 24 25 7 12 2 70 

            

Interpretation: From above table and graph opinion on pricing shown a big difference about respondent’s 

opinions towards it. Male respondent’s having almost equal opinion on all e-commerce sites except snapdeal. 

Flipkart is leading in male respondent’s survey and after that almost with same percentage Amazon and paytm 

are there. Paytm made huge impact in male gender because of its coupons and its huge discounts. When it 

comes to female responses, Amazon is leading than the rest of e-commerce big players in India. Where there 

are so many exclusive e-commerce sites especially for girls, still they are choosing reputed and leading e-

commerce sites such as Amazon and Flipkart.  

 

CROSS TABULATION OF AGE AND OCCASIONS 

Table 6. Crosstabulation of age and occasion 

Count        

  Respondent is intrested in buying particularly 

Total   Festivals To gift Offers Weddings Others 

Age of respondent <25 1 5 19 3 7 35 

25-35 6 1 13 2 3 25 

>35 0 0 6 0 4 10 

Total 7 6 38 5 14 70 

                       

Interpretation: From above table and graph we can interpret that e-commerce sites are playing their cards 

very well because of neither gender nor age is not going to stand as barrier when lots of offers are available in 

e-commerce sites. Where respondents of <25 are interested in purchasing while online offers are there apart of 
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other occasions such as festivals, weddings etc. The respondents of age 25-35 (probably employees) are also 

interested in offers itself and making them utilized. These age group were also leading in occasion of festivals. 

 

FINDINGS: 

 Rather than Men, the Female respondents are showing more interest to do online shopping than male 

respondents. 

 Customers are preferring quality product from e-commerce sites, even it is bit expensive. 

 Flipkart grabs the second spot receiving intense competition from Amazon.. 

 With respect to price and preferences Amazon take the first place. 

 Undoubtedly Flipkart and Amazon made their impact on customers very strongly and captured loyal 

customers.  

 It is found that every group is interested in discounts and coupons.  

 Respondents with age group 25-35 interested to shop on festival seasons. 

 Apart from having many specialized women online stores, most of the women prefer Amazon. 

 Most of the respondents would prefer to pay using cash on delivery. 

 It is found that 30% of respondents shop online at least once in a month. 

 

SUGGESTIONS: 

Most of the respondents would feel that there should be better packing. Flipkart seems to be performed well 

and could not be said to be better since compared with Amazon. 

Product of any size or cost should be treated with care and given importance. 

Some products related to apparels are being neglected by removing the original company packing, this should 

be avoided. When compared Amazon marked as better since the package will be safe and secure.  

The check out process should be easy, respondents feel that check out process is bit difficult. 

 

CONCLUSION: 

Since last two decades E-commerce has experienced rapid growth in India. In consumer behavior the 

demography of population plays an important role. Thus the gender differences study in online shopping 

became significant. It is seen that females show more interest in all criteria towards online shopping. Since the 

study has considered more about the comparison of Amazon and Flipkart and it is seen that there is fierce 

competition between them. Based upon consumer’s survey it is observed that Amazon stands a step ahead of 

flipkart. Even being an international company Amazon understands the Indian customers well and making 

them purchase repeatedly. Flipkart on other hand gives a tough fight to Amazon even though it is newly 

established when compared to Amazon. Thus the E-sellers should give more importance to women and 

provide more feasible solutions to them to shop frequently.  
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