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Abstract 
The objective of this research is to examine the effect of social media on 
customer online shopping activity and the intention to buy online in West 
Bengal, India. To this point, a questionnaire was used as a method to collect 
primary data from individuals in West Bengal using the probability sampling 
method that is simple random sampling. The total number of responses 
collected from individuals using the online questionnaire was 370 out of 100 
million individuals living in West Bengal, India. Factor analysis is used to 
indicate the inter-correlation of independent variables and dependent 
variables. The Kaiser Mayer Olkin (KMO) value of the variables indicated 
0.890, which is in the meritorious category, and the findings indicate that there 
is a significant relationship between the behavioural factors of societal 
influence, product preference, variety availability, convenience, and 
consumer purchase intention. Multiple regression analysis shows that 
societal influence, product preference, variety availability, and convenience 
have a positively impact on the consumer's online purchase intention. 
According to a multi-regression analysis, 71% percent of individual purchase 
intentions through online social media impact can be explained by social 
influence, product preference, variety availability and convenience in West 
Bengal, India. In addition, recommendations for future studies are made in 
this research. 

Keywords: online shopping, social media, purchasing intention, societal 
influence, product preference, variety availability, convenience 
 

 Introduction  
Now a day most of the youths are available on social media. It 

is important for me to test on the impact of social media for their 
acquisition practices as most youths and young people purchase their 
needs online, they spend their most time on social networking (Jain, 
Rakesh, and Chaturvedi, 2018). 
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Nowadays, everyone is involved in with online purchasing 
behaviour. This study is principally engaged about the online buying 
procedures of the customers in West Bengal, India. Some of them are 
negative impact and others are the valuable outcomes of web-based 
social networking and system on web-based buying conduct of 
shoppers. In the exploration study, the aim is to consider the effect of 
social media on online consumer purchases. This inspection will give 
information about the purchasing conduct of the buyers by using the 
internet, which is online purchasing (Gupta 2018). 

Web based life is the online transformation medium which gave 
rise to the access of various information, correspondence, and material 
sharing. Sites and applications are quick to audiences, social media, 
social bookmarking, etc. are the different sorts of online platforms. 
Facebook, Twitter, LinkedIn, Instagram, YouTube, etc. Online 
purchasing is increasing rapidly as the websites and the applications 
are using new innovative technologies (Agrawal and Jaliwala 2013). 
Many websites use the post-purchase feedback page to innovate their 
offerings in their respective fields: comment section for shoppers. The 
aim of this study is to identify the impact of online networking on 
consumer purchasing behaviour in urban areas. Buyers and 
associations from different parts of the world are highly active with the 
increase of internet-based consumers (Gupta 2018). While internet 
consumers increase 7% in urban India, showing up at 315 million 
customers in 2018, enrolling overall 35% improvement in web 
customers over the earlier year. India has 451 million diverse cloud 
users as on 31 March 2019, which is second only to China, 800 million+ 
user base, means another survey 'India Internet 2019' by IAMAI 
(Internet and Mobile Association of India) in a collaborative effort with 
Nielsen Holdings, it is now reported that there are 564.5 million online 
customers in popular India, beginning with the 2020 forecast. 

The research is practically explored in embracing an online 
buying network from the customer (who is remaining in West Bengal). 
It has been considered because many consumers (particularly those 
from West Bengal and those living outside of Bengal) prefer over the 
years to use the Internet portal as a medium to buy goods. Various 
factors were measured while structuring the study objectives which 
could be described as consumer acceptability for purchasing items for 
the selection of online portal platforms. This thesis addresses many 
significant research issues pertaining to the acceptability of the user to 
choose online shopping portals while buying items. Such topics were 
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divided into four variables i.e. societal acceptance of online purchasing, 
product preference for online purchasing, product variety availability for 
online purchasing and lastly convenience of online purchasing. As a 
result, a framework is needed to coordinate a complex process for the 
effects of these factors and to obtain an in-depth understanding of 
consumer perceptions towards Internet shopping and their choice to 
purchase online. 

 Literature Review  
Roy and Moitra (2012) clarified their research titled “Preference 

of Online Purchasing Portals for Shopping by the Consumers of West 
Bengal: An Empirical Study” that the findings from the observational 
study and the creation of critical technologies for online shopping 
portals are taken forward. Empirical findings suggest that consumers 
tend to embrace purchasing portals online as they consider the 
determinants like product choice through their respective purchasing 
portals, varied portal choices, ease of online shopping as they wish. 

Kalpana Agrawal & Huzefa Jaliwala (2013) discussed in their 
research “Effect of social media on e-purchase amongst youth” that 
young people chat and connect with peer groups every day in urban 
communities with a wide variety of social media and other 
communication tools. In other words, basic material social influence is 
transferred from a social media context to an e-commerce context. 
Social networking therefore has a strong information mutual impact 
among qualified people that influences the online behaviour of 
consumers, such as visiting intentions and purchasing intention in 
electronic shopping. 

D’Silva, Bhuptani, Menon (2011) clarified in their research paper 
titled “Influence of Social Media Marketing on Brand Choice Behaviour 
among Youth in India: An Empirical Study” that young people become 
more and more associated with their friends and family through these 
websites. Such websites also contribute to creating professional 
connections and provide users with specific networking apps that link 
them to other social media sites. On the networking network, special 
characteristics of social media networks, such as Facebook and 
Twitter, etc. Social networking is now used to build brand recognition 
and brand loyalty for customers as a marketing tool. The easiest way 
to locate information is via social media. Many consumers are also 
commonly used for brand and quality reviews. Young people are 
increasingly interested in purchasing goods online through these web 
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pages. The importance of the website as an integral part of digital brand 
contact has now been recognized by marketers. 

Yavisha Ramnarain & Krishna K. Govender (2013) explored in 
their research paper “Social media browsing and consumer behaviour: 
Exploring the youth market” Youth will consciously search for social 
media sites every day and devote several hours subjected by 
advertisers to greater impact and belief on these networks. 
Nevertheless, because of its peculiar features and the potential to 
"congregate" users and archive viewpoints of social media firms, 
advertisers who use social media platforms need to do so accordingly. 
Therefore, they will understand how these social media sites function, 
as social culture is now being applied to social media and the kinds of 
activities appropriate on these channels are now norms. 

 History and Identification of Social Media 

Social networking sites like Myspace in 2003 and Facebook in 
2004 used the word 'internet site.' Web 2.0 led to the development of 
internet initiatives, wikis and free fora, enabling social networks to be 
developed and ideas, information and expertise to be exchanged by 
users. Content developed by the user (UGC) refers to digital content 
accessible and produced by end users that is not technically 
appropriate in an enterprise context (Sharma and Khattri 2013). The 
latter refers to the producer of content; the subject matter of the UGC 
is (and sometimes is) a consumer good or service, on which debaters 
may share their views (Bhatt and Bhatt 2012). Social networking can 
be described as a cloud-based development environment based on 
Cloud 2.0 and UGC principles, and it can be built and shared with UGC 
on the theoretical and technical pillars. The word digital networking is 
a web centered initiative (World of Warcraft), internet collectivities 
(YouTube), social networking (Facebook) and computer living spaces 
(Second Life). E-commerce and product research centers today also 
have UGCs, such as Amazon and dpreview.com (George 2004). 

 Social media as an online word-of-mouth 

In the 1950s, the word-of-mouth idea (WOM) resurrected over 
the Internet. This means a person-to-person contact between the 
recipient and the communicator that is considered noncommercial by 
the buyer with respect to a commodity, content or service. It is the 
primary source of knowledge for the customer buying decisions, for 
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defining company, product and service behaviour, attitudes and 
perceptions and for affecting all stages of client decisions: from the 
similar (Voramontri and Klieb 2019). As a result of the increasing 
interconnectedness between people in social media, which is now very 
well-known. Online or e-word of mouth (eWOM) is a WOM type in 
which online users provide knowledge and recommendations on a wide 
variety of goods, brands and services (Bernstein 2008). This means a 
favorable or derogatory opinion on a product or business made on the 
Internet by some potential, current or ex-customers to a wide number 
of individuals or organizations (Shergill and Chen 2005). WOMs on the 
social media websites or the discussion area of e-commerce pages 
may be circulated in a number of formats and the information given 
shall be used only in corporate marketing communications. Internet 
users who are also customers produce material that is typically deemed 
independent of commercial factors (Voramontri and Klieb 2019). This 
assumption allows users to go on blogs, websites and other unbiased 
sources on social media, on obtain facts about purchase decisions. 

 Types of Social Media 

Five different kinds of social media platforms have been 
discussed: (1) social networking sites, (2) social news, (3) media 
sharing, (4) blogs, and (5) microblogging, respectively. Each of the 
social media sites provided individuals and organisations, for example 
advertisers and users, with unique features and interactions in the 
social media field. 
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Figure 1 : Types of Social Media 

 Social Media: The New Mindset 

Marketers would first have to adjust their marketing strategy in 
order to a better position in the transition from mainstream social media 
marketing approach. Because of readily defined categories, such as 
age, gender or sales, social media sites fundamentally modified the 
method to segmentation in applying marketing strategies, grouping 
users by what they say, believe, like it, hate, and above all, by their 
habits, often known as behavioral targeting. Most marketing 
researchers (Drury, 2008; Mayfield, 2008; Weber, 2009; Weinberg, 
2009) have also emphasized this, because social media marketing is 
about collecting and sharing impressions and information, it makes 
social media marketing no longer a single aspect but a double-track 
mechanism between an organization and a general public (Drury 
2008). Content is often a key element in achieving effective social 
media marketing. However, the 'B2B Marketing Trends Survey 2012 
Report' from Curata (MarketingProfs 2012) suggests that companies 
face challenges to create, create and find high quality content in original 
content. 

In particular, Drury (2008) proposed that advertisement and 
branding material should be made available as appropriate value-
added material, and not brash, as user content. If businesses embrace 
their clients through social media channels, a long-term partnership 
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becomes more likely to develop and encourage brand recognition and 
success in effect (Young Entrepreneur Council 2012). In fact, through 
social media, the organization is able to create a more engaging forum. 
The OPEN Forum of American Express is without a doubt an 
outstanding example, and overpassed excessive market expectations 
in the first place. The company regarded the customers and their 
events rather than strongly pushing the conventional financial offerings 
in the city. Online media networks act as a forum for users who cannot 
reach each other through a service or distribution system; companies 
like Weight Watchers and Nike Women have proven that social 
networking sites are of interest to people who experience common 
everyday obstacles to bridging (Young Entrepreneurs Council 2012). 

 Variations in Purchasing Decision Behaviour 

Two dimensions are used: high or low contact with consumers 
and significant or minor variations in quality. The gathering of 
knowledge and assessment of buying decisions thus takes further 
account of numerous transactions (Pookulangara & Koesler 2011). 
This entails high risk. The fact that there are big variations between 
products which may make the customer pass through all the stages of 
the decision-making cycle differs due to their actions that dissonance 
reductions are always of high concern (Mehta, Bansal and Bagga, 
2017). The emphasis of this research is therefore on challenging 
situations when social media impact is considered more evident (Gupta 
2018). 

 Customers Buying Behaviour 

Several consumer behavior modeling approaches are based 
around the basis of research, but decision-making is an effective way 
to describe how decisions are taken, which analyzes the prior actions 
and monitors the activity (Delafrooz 2009). The decisions made by 
consumers can be described as consumer behavioral trends that 
predate, decide and respond to decision taking processes in order to 
achieve the need for suitable goods, ideas and services. Business 
models vary from one complex model to another where economic 
models are the simplest (Books 2013). In the process of decision-
making, the Nicosia paradigm was based on four realistic fields: 
consumer mindset, the acquisition and appraisal of information, the 
procurement act, and post-consumption assessment (Hassan and 
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Rahim, 2008). Model Howard and Sheth (1996) had four sets of inputs 
(stimulus), assumed (consumer, production, and outputs) and external 
variables (society, psychology, marketing). The consumer decision 
cycle comprises six series phases: the search for approval, the quest 
for interpretation, alternative evaluation, transaction (choice and 
results) (post acquisition) of each person attribute, environmental 
impacts and psychological processes (Lee, 2013). The emphasis and 
interpretation of various variables varied, however. They have been 
criticized, however: being too complicated and lack of empirical proof, 
with many loosely described factors, nuances, and complicated 
connections (Reddy and Srivinash 2012). However, in the 70ies–80s, 
simplified models were introduced, including the Purchasing 
Compliance Theory from Ajzen (PCT) and the Bettman Method (Khare 
2016). The Theory of Planned Behavior model does not deal with the 
decision-making process while the Bettman model describes the 
method as the decision-making tree dependent on the perception by 
the consumers of qualitative inputs under the restricted scope of 
information (Jadhav and Khanna 2016). 

 Impact of Social Media on Consumer Decisions 

A number of scholars have recently studied the effect on 
customer behaviour of the social media but not necessarily in the 
context of the decision-making process (Xie and Lee, 2015). 
Consumers use social medias for their ease with instant knowledge 
access (Mangold and Faulds, 2009) to help them determine when and 
when to purchase or learn about new goods or brands (Powers et al., 
2012). The causal effect of online customer feedback on product 
preference and consumer buying behavior has been found to be (Yayli 
and Bayram, 2012). Social media also developed a "participatory 
culture," where consumers network with people who exchange 
knowledge with common minds, track notifications and elicit feedback 
and reviews on all sorts of goods, services and events (Ashman et al., 
2015). The media also developed a "participatory culture" In terms of 
consistency and perceptibility, web product feedback and the expected 
volume of comments have a strong positive impact on customer 
preferences (Zhang et al., 2014). The findings are more convincing 
than the findings of online product reviews. In comparison to corporate 
messaging and advertisement, social media is seen as a more credible 
source of information. There has been a widespread sense of mistrust 
in mass media according to Constantinides (2014). Consequently, 
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customers move away as channels to direct their purchase from 
traditional medias such as TV, magazines and newspapers (Mangold 
and Faulds, 2009). In online decision making, overloading information 
is a key issue. Online media also contributed to a breakdown in 
customer intelligence, which makes accessing the available knowledge 
challenging (Powers et al., 2012). According to minimal reasoning 
(Simon, 1960; Thaler and Mullainathan, 2008), it is possible to fully 
analyze all alternatives of preference and to restrict the amount of 
knowledge that can be accessed by individuals (Karimi 2013). 

 Effect on Consumer Preferences Via Social Media 

The effect of social media on consumer behavior has recently 
been studied by most researchers, but not from a decision-making 
point of view. Consumers use social media to make available 
information at their own convenience and to help them figure out 
whether they purchase or learn anything about new goods or brands, 
where and when to purchase (Handa and Gupta 2014). Online user 
ratings have been shown to have a detrimental impact on consumer 
attitudes and behavior. Social Network has created a "participatory 
community" where people network with others who share their ideas, 
watch and share information and report on goods, resources and 
events of all kinds (Sinha and Kim, 2012). This involves the creation of 
social networks. Internet user reviews have shown that their purchase 
decisions are significantly beneficial and are characterized by the 
perceived knowledge and statistics that appear to be persuasive. 
Online networking is used in contrast to corporate contact and 
advertisement as a more accurate information source (Kaur 2013). 
There's a feeling of cynics in the mass media. Consumers gradually 
abandon traditional channels like television, magazines and 
newspapers (Antonijevic, Lancaster and Starobin, 2014) while 
shopping. Online choices with lack of information are a big concern. 
With so much content available, social networking has made any 
information available to consumers for preliminary research about any 
brand or product (Swarnakar, Kumar and Kumar 2016). Whichever 
rationale is constrained, there is a limited amount of data available and 
no solution can be discussed in its entirety (Yavisha and Krishna 2013). 
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 Theoretical Framework  

The model of this market studies (in West Bengal) choice of 
internet shopping based on Davis (1989) Technology Accepted Model 
(TAM). It is seen that a service provider and user interfaces are a major 
online shopping mechanism on the web portals or social media. It is a 
very important task to understand the expectations of consumers and 
their view of the typical customer on the online shopping portals. If 
users have a constructive outlook about advancement of online 
shopping, the customer of question will check the platform further. The 
data population comprises the individuals who use online shopping 
portals to purchase products and the customers of West Bengal. 

Over the years, the TAM of Technology Accepted has been the 
most effective model among the other IT models, including the principle 
of invention diffusion and scientific reasoning. TAM suggests that the 
awareness or convictions on upgrading (particularly in online 
purchasing research) are one of the most dominant factors in the 
development of attitudes which ultimately lead to system exploitation 
amongst likely consumers. The actual use of the device is dictated by 
the actions of each user which, in effect, is affected by the attitudes of 
each user towards their use. The system's ease of use and usability 
(Chen et.al, 2002) (Davis, 1989) have a strong impact on its approach. 
Davis (1989) successor studies show that TAM produces very unfailing 
results on user acceptance behavior towards new office systems 
(Adams et al, 1992) {(Agarwala & Prasad, 1998)}. 

Moreover, TAM is being actively implemented by several recent 
experiments in order to explore acceptability of internet-based 
innovations {(Bhattacherjee, 2001) (Chen et. al, 2002) (Koufaris, 2002) 
(Lederer et. al, 2000)}. We therefore believed that the TAM might serve 
as theoretical foundation for this study of the consumer's preference for 
the acceptance of selecting online shopping portals for the purchase of 
products, since this too is based on the system. Even though the 
original constructs include confirmatory satisfaction, incentives for 
loyalty, concentration, fun {(Bhattacherjee, 2001) (Koufaris 2002)}, we 
believe that the original TAM constructs were sufficiently valid to 
establish the consumers acceptability of choosing on-line shopping 
portals. To order to endorse the user's beliefs to selecting online 
shopping sites, the model authenticates the online purchasing process. 
It is suspected that each of the five perceived Web consistency 
variables impacts the user's perceived usability. As previous research 
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has shown that intention to use the actual use is envisaged (Davis et. 
al, 1989), we made the adoption decision operational for the purpose 
of use. The study's development model is seen in Fig 2. 

 
Figure 2 : Theoretical Framework 

In this research, the hypotheses were defined as below 

H1: Societal influence of the consumers positively influences the 
intention towards online purchasing for the consumers of West 
Bengal, India. 

H2: Product Preference of the consumers positively influences the 
intention towards online purchasing for the consumers of West 
Bengal, India. 

H3: Product Variety Availability for the consumers positively 
influences the intention towards online purchasing for the 
consumers of West Bengal, India. 

H4: Convenience for the consumers positively influences the 
intention towards online purchasing for the consumers of West 
Bengal, India. 
 

Online Purchasing Intentions 

For different layers of decision-making, the consequences of the 
Internet vary. Initially the Internet was only supporting the search stage 
for information (Karimi, 2013), but recent trends in social media, online 
decision support and recommendation systems have expanded the 

Independent Variables Dependent Variable 

Societal Influence 

Product Preference 

Variety Availability 

Convenience 

Online Purchase Intentions 
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influence of the internet to all the decision-making phases. Certain 
considerations affected by quality online decision-making include 
potential risk, product familiarity and confidence as well as time and 
cognitive costs of the collection and processing of information. Online 
or network abilities have also taken on importance: the greater the 
volume of user Internet access, the more likely it will be used to make 
decisions (Jepsen, 2007). The technology on the internet, including 
access to the various sources of information and decision aids, that 
may enable consumers in making better quality choices, could be the 
essential differences in decision quality between the online setup and 
offline settings according to (Punj, 2012).  According to the theory of 
reasoned action, consumer behavior could be predicted from its 
corresponding intentions according to the theory of reasoned action 
(Ajzen and Fishbein, 1980). Intentional action is more effective than 
behavioral action in the attraction of new clients because customers 
tend to ignore real choices due to their constraint (Day, 1969). The 
intention to buy the customer online is described as a framework that 
reinforces a consumer's intention to buy online (Salisbury et al. 2001). 
To order to be a more appropriate way to use a web site for the 
measurement of internet use, Pavlou (2003) has noted the intention to 
shop online. Because online transactions include sharing information 
and buying, intentional purchasing depends on many factors (Pavlou, 
2003). Web retailers often need to focus on those factors to increase 
the buying opportunity of their customers in order to trigger online 
buying plans. 

Societal Influence of online purchasing 

In addition to the fact that social contrast and the sense of social 
participation are becoming a significant trend to assess online social 
acceptance, the societal influence variable was considered for the 
analysis (Jia & Lauren, 2009). This attribute was henceforth used in 
this analysis as a significant feature. Certain influencers, including 
families, friends and media feedback etc, also play a part in the demand 
for online shopping {(Foucault & Scheufele 2002) (Limayem et. 2000) 
in relation to social influence. Social influence is defined as a change 
in a person's thinking, feeling, behavior or attitudes resulting from 
interaction with an individual or a group. Social influence is different 
from conformity, authority and power. Compliance occurs when a 
person expresses a certain opinion or behavior in order to adapt to a 
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given situation or meet the expectations of a given person, even if he 
or she does not necessarily believe or hold that opinion. Power is the 
ability to force or compel someone to act by controlling its results in a 
specific way (Rashotte 2007). Authority is a power which is thought by 
those who are subjected to it to be legitimate (instead of coercive). 
Social impact, though, is the mechanism by which individuals alter their 
emotions and behavior in concrete terms when engaging with those 
that are perceived as identical, attractive or knowledgeable. Individuals 
change their views in line with social values, including equilibrium, to 
those they feel close to. The majority also affects individuals: if a 
substantial portion of a referent social community has a similar role, the 
person is likely to follow that. In the event that others are considered to 
be an expert in the matter, individuals may also change an opinion. 

Product preference for online purchasing 

Consumers continue to choose online buying portals due to the 
quick distribution service that has been demonstrated in previous 
studies in the "small touch" category such as computer apps, airline 
tickets etc. In addition it also works as a determinant for selecting the 
on-line buying methods for consumers, because of the substitute 
feedback provided by others about products (Levin et. al, 2005). In fact, 
this variable was also chosen for this study because, it was felt that 
consumers could choose to buy an online mode for their purchases. 
While individual consumers may not think very much about why they 
prefer one product over another, it is quite a science for businesses 
and marketers who benefit from consumer demand (Rudansky-
Kloppers 2014). Besides the price and the availability of a product, 
knowing consumer preferences can forecast the probability and the 
quantity of a product to sell. Preferences differ between products, each 
with a preference for the components. Consumer preferences are 
defined as individual consumers' subjective tastes, measured by their 
satisfaction with the items after they have purchased them. This 
happiness is also called usefulness. Consumer benefit can be 
measured by measuring market utility between different products. 
Consumer desires can be calculated in relation to their happiness with 
a single item, because they lose interest in purchasing another item 
once they buy an item (Rudansky-Kloppers 2014). 
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Variety options for choosing online purchasing 

Specially because the majority of the consumers under study 
are young, the variations seekers are a leading segment in the survey. 
This is the basis on which the variable was taken into account when 
designing questionnaire objects. In previous studies, for various 
reasons, it was perceived that the majority of the online grocery shops 
are diverse seekers and balanced purchasers and the comfort and 
balanced purchasers are most likely to have online groceries (Rohm & 
Swaminathan, 2004). The diversity of a brand can serve as an 
important quality indication that affects what the consumers choose 
about the brand (Pfeffer 2005). This quality indication can play a key 
role especially in the absence or under low involvement of detailed 
attribute information. It can also play its role both by evaluating each 
brand individually by consumers, for example by considering the end-
of-aisle display of a brand or a brand sold via exclusive distribution 
companies, and by comparing two or more brand offerings directly to 
the consumer (Pfeffer 2005). 

Providing a larger selection of goods with a fine differentiation 
between goods in the same class is likely to bring in experience and 
dedication within the segment (such as cuts with specific chocolate 
contents, or yogurts containing both normal and unique yogurt flavors). 
In other words, as its wider variety indicates, a company that has made 
finer distinctions within a product line communicates its investments in 
learning the details of the category and the sizes on which the 
consumer tastes differ (Pfeffer 2005). Due to the investment involved 
in developing expertise from these categories and the additional costs 
involved in providing a wider range, if buyers are disappointed with real 
product quality subsequently, the company will lose more (Rudansky-
Kloppers 2014). Therefor researchers expect a greater range of brands 
within the specific category to deliver higher quality and, 
correspondingly, influence brand choices while the brand composition 
sends a consistent message (e.g. variations in gourmet chocolates as 
opposed to both gourmet chocolates and cheap chocolate bars). 

Convenience for choosing online purchasing mode 

Lastly, the convenience of the study was regarded as a 
significant predictor for customers to choose online portals. From 
earlier research, it has been seen that online customers will certainly 
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be relaxed, whereas economic shoppers have recently become 
dominant (Thornburrow 2017). Consumers who choose to purchase 
goods online cannot distinguish between multiple online shopping 
directions. The analysis was therefore planned to include this element 
in an additional dimension (Rudansky-Kloppers 2014). Customers use 
an online store website as a result of the shopping convenience. This 
means that consumers will figure out exactly how much they want to 
use the app. Sometimes websites frustrate clients because of 
navigational difficulty. Customers will also encounter other website ads 
that makes them irritate. Many customers tend to leave the website, 
although the website offers a good product and a reasonable price (Tat 
et al. 2018). 

 Methodology  
 Research Design 

This is widely assumed that the test framework can be an 
appropriate guide or a guideline on what the researcher will do in terms 
of how the analysis will be performed. These researches should be 
attempting to understand and using a relationship framework to 
describe a movement situation or to demonstrate wonders as they 
arise. In addition, this study employs the quantitative method, by means 
of which critical information is extracted and dissected from a broad 
range of respondents. The outcome will, at this point, be authenticated 
in the measure appropriate or discarded with some hypothesis. In 
keeping with the theoretical methodology and purposes behind this 
paper, the research ideas of the paper are gathered in the form of 
internal and external study of related literary content. 

 Measuring Instrument 

The surveys were organized to gather the data by researcher 
from respondents and this data was used to analyze and explain the 
research objectives. The questionnaire used in this research is a key 
element in research design and the purpose was to collect the data 
required for identifying the answers to research hypothesis.  The data 
collection method in this paper was through an online questionnaire in 
order to collect primary data from the youth in West Bengal, India. 
Overall 34 questions were made in the questionnaire prepared online. 
The participants were mostly students and employees of different 
organization with adequate knowledge about online shopping. To 
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decrease pressure and keep the anonymity of participants, an online 
questionnaire has been used. 

All the findings of the research are subjected to a sample. The 
survey was done to provide questions and responses that can be 
translated into knowledge and can be evaluated to satisfy the analytical 
needs. The hypothesis or predictor had few enquiries connected with 
it, and the enquiries will relate the hypotheses/variables to the rationale. 

 Pilot Test 

A pilot evaluation must be carried out prior to the thorough 
review. A pilot check is a small-scale assessment carried out by the 
researcher to assess if there are any references inside the information 
and to ensure that the evidence is reliable and can be used for further 
study. Pilot testing is normally performed on 10% of the sample 
received, depending on the sample size needed for this investigation 
(385), a pilot study was conducted on 40 responses. In this way, the 
assessment of the criteria and the unwavering accuracy tests was 
carried out by the pilot test participants in order to assess the quality of 
the information for further study (Zailinawati Abu Hassan 2020). 

 Demographic Information 

Demographic information is referred to as a segment that 
collects essential data from study participants. Demographic 
information is gathered and interpreted using the statistical descriptive 
approach. This study collects demographic details such as age, 
gender, marital status, educational level and employment status. The 
information obtained in demographic analysis is processed using IBM 
SPSS 23.0 which can be used for population targeting which 
generalization purposes. 

 Quantitative Analyzing Method 

This paper includes a questionnaire format in google forms or 
the analysis of the collected data is correct. The findings are analyzed 
using the different methods used for data quality management in the 
SPSS by quantifying the size of the study. 
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 Study Population, Unit of Analysis, Sample Selection and 
Sampling Techniques 

The assessment of the population is carried out in order to select 
a sample collection. The research will also take the sample from the 
number of people interested, which means that young people from the 
region of West Bengal, India should be randomly chosen. The sample 
size has been chosen because of population and utilization of the 
Raosoft website (Raosoft.com, 2020), it's a calculator sample size 
platform. For this research 370 random youth people from West 
Bengal, India was sampled. With regard to sampling methods, this 
study was done by probability sampling, a technique where 
samples are collected from a larger population. Random selection 
process is the way to pick from the survey population whose surveys 
are used for the study as the clearest subjects. This gives rise to 
surveys that are simpler, cheaper, more informative and less 
confounding to a community. The research was carried out over a six-
month period. A total of 370 samples were gathered from 400 
responses. Some replies were eliminated due to insufficient data. A 
total of 1300 participants were given survey questionnaires, and 400 
responses were obtained. 

 Data Collection and Data Analysis Methods 

The research uses important knowledge that makes the use of 
the social media platforms and emails which are used for collection of 
the data. Data was grouped by IBM-SPSS (Statistics System for Social 
Sciences) in version 23.0. In respect to the study of knowledge, the 
margin of error is taken as 5% and the confidence level as 95%. There 
have been 370 responses collected from individuals from a targeted 
400 responses. A research elucidating those socio-economic 
characteristics of interviewees was used from that point on. Hypothesis 
inspection has been completed since this point. 

 Preliminary Analysis 

Once the pilot test is completed and the information is tested for 
authenticity, a starting evaluation is performed to see if the information 
is ready to be destroyed. Basic research is conducted in the same way 
as pilot research, except with a larger sample. The start of the 
evaluation is an overview of the element. To order to check the 
accuracy of data, the total measurement of sampling adequacy or MSA 
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value will be checked in the range of0 to 1, out of which the higher MSA 
of greater significance for KMO and Bartlett will be considered. Primary 
Component Analysis or PCA shall be used in extracting each variable 
(Independent Variables and Dependent Variables) in which the 
collection product (collection estimate) shall be 0.5 for each variable. 
This variable is deleted and cannot be included if the value for the 
mutuality of any variable is less than 0.5. Anything with a value greater 
than 1 is therefore remembered for the study for the last progress for 
factor analysis. Anything less than 1 is removed. Following factor 
analysis at the beginning of the test, the knowledge is also checked for 
unwavering accuracy. Just as the aspect analysis, an unequivocal 
consistency test for the general data is carried out. 

 Questionnaire Design 

As stated by Brown (2011) Likert scale is a popular rating scale 
used in surveys to collect the opinion of the participants about what 
their opinion on how much they agree or disagree with a statement. 
This questionnaire employs the use of 5 Likert scales for independent 
dependents of societal influence, product preference, variety 
availability and convenience and dependent variable of online 
purchasing intention. 5 Likert scale is utilized in this research due to its 
technique simplicity and contract of data analysis of the responses. The 
5 Likert scale varies between strongly disagree to strongly agree based 
on Brown's (2011) suggestion. 

In this research, the questionnaire design contains overall 34 
questions in which 10 of them are for demographic information of 
respondents including first question that requires the participants to 
stop in case they do not use social media and online purchasing. This 
question helps with controlling the non-user participants from further 
responding to the questionnaire.  

 Findings  
 Pilot Test 

As the total sample size is 385 participants, for the pilot test, 
10% of sample size is required to be collected and tested post full data 
collection and analysis. In this study the sample of 40 responses is 
collected to perform this pilot test. This pilot test contains factor analysis 
and reliability test prior to continuation of total data collection. 
According to Table 1, the value for Kaiser Mayer Olkin (KMO) for both 
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dependent and independent variables is 0.708 which falls under the 
“middling” category based on MSA. 

Table 1 : KMO and Bartlett’s Test, Pilot Test 

Characteristics Value 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .708 
Bartlett's Test of Sphericity  
Approx. Chi-Square 743.917 
df 253 
Sig. .000 

According to Table 2, the value of Cronbach’s Alpha for reliability 
test of five variables namely purchase intention, societal influence, 
product preference, variety availability and convenience are 0.931 and 
it indicates that the variables have good internal consistency. As all the 
variables have Cronbach’s Alpha of above 0.9 means that the variables 
are having good internal consistency and they are all reliable. 
Therefore this pilot test passed, and comprehensive data can be 
collected. 

Table 2 : Cronbach's Alpha, Pilot Test 

Characteristics Value 
Cronbach's Alpha .931 
Cronbach's Alpha Based on Standardized Items .931 

 
 Descriptive Analysis and Frequency 

Age, gender, educational qualification, marital status and 
employment status of respondents include demographics of 370 
respondents to this research. 

Age 

Based on Table 3, majority of respondent are from 21 to 24 age 
group with 247 cases and which is 66.8% overall. The second-highest 
number of respondents is from 25 to 29 age group with 88 respondents 
and 23.8%. The lowest cases of respondents fall into 18 to 20 age 
group with 35 participants and overall 9.5%. 
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Table 3 : Respondent’s Age 

Demographic results 
Characteristics Frequency Percentage 
Age:   
18- 20 years 35 9.5 
21-24 years 247 66.8 
25-29 years 88 23.8 

 
Gender  

According to Table 4, most of the respondents are male with 194 
individuals out of 370 respondents and a 52.43% overall. There are 
176 respondents who are female with 47.57%. 

Table 4 : Respondent’s Gender 

Demographic results    
Characteristics Frequency Percentage 
Gender   
Male 194 52.4 
Female 176 47.6 

 
Educational Qualification 

Based on Table 5, most of the respondents are from graduate 
degree holders with 221 cases which are 59.73%. The second-highest 
number of respondents are post-graduate degree holders with 105 
number of cases and 28.38% overall. The number of high school or 
below is 44 which is 11.89% of respondents. The respondents of PhD 
holders are null. 

Table 5 : Respondent’s Educational Qualification 

Demographic results    
Characteristics Frequency Percentage 
Education Qualification   
High School 44 11.9 
Graduate 221 59.7 
Postgraduate 105 28.4 
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Marital Status 

Depending on the Table 6, the largest number of respondents in 
the “single” category with 344 individuals and 93% overall. The 
"married" category had 7.03% of respondents with 26 individuals. The 
respondents of widowed, divorced and single parent are null. 

Table 6 : Respondent’s Marital Status 

Demographic results    
Characteristics Frequency Percentage 
Marital Status   
Single 318 93 
Married 26 7.03 

 
Employment Status 

Depending on the Table 7, the largest number of respondents 
are under employed category with 152 individuals and 41.08%. 
Students are in the second group, which is 31.62% and 117 individuals. 
Third is the group of not employed/looking for a job with 81 respondents 
and 21.89%. The fourth group is freelancer, which is 5.41% with 20 
respondents. 

Table 7 : Respondent’s Employment Status 

Demographic results    
Characteristics Frequency Percentage 
Employment Status   
Student 117 31.6 
Employed 152 41.1 
Not Employed/Looking for a job 81 21.9 
Freelancer 20 5.4 

 
 Factor Analysis 

In this analysis, the component matrix refers to the loading factor 
value and the value for the factor load determines the correlation of 
variables. When above 0.6 (KMO>0.6), the Kaiser Mayer Olkin (KMO) 
is exhibiting an acceptable value. To be considered significant, the 
Bartlett sphericity test must be below 0.05. The SPSS-tested 
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component analysis as seen in (Table 8) for both dependent and 
independent variables. 

Table 8 : KMO and Bartlett’s Test, Factor Analysis 

Characteristics Frequency 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy    .890 
Bartlett's Test of Sphericity  
Approx. Chi-Square 5004.506 
df 253 
Sig .000 

Based on the result of factor analysis, the KMO value is 0.890 
which falls under the “Meritorious” category based on MSA values and 
indicates there is relevancy between dependent and independent 
variables in this research study. 

As shown in the above table, Bartlett’s test of sphericity 
significant value is 0.00 and that is less than 0.05 and means that there 
is adequate correlation among variables. Accordingly, factor analysis 
for this research is carried out as the KMO value is 0.890 and also 
Bartlett’s Test of Sphericity is significant. According to Table 9, the 
extraction value for each variable is 0.5 but four items have been 
rejected as their values are below 0.5 and the rest of the items ranges 
from 0.517 to 0.807 that indicates that remaining variables are 
accepted. 

Table 9 : Communalities, Factor Analysis 

Component Matrix 
 1 2 3 4 
SI1 .757 -.302 .070 -.101 
SI2 .645 -.411 -.192 -.099 
SI3 .573 -.144 .305 .358 
SI4 .635 -.086 .214 .186 
PP1 .694 -.451 .060 -.119 
PP2 .549 .210 .481 -.019 
PP3 .512 .122 .447 .000 
PP4 .732 -.063 .250 -.292 
PP5 .602 -.079 .274 .174 
PP6 .595 -.044 .387 -.105 
VA1 .592 .653 -.032 -.169 
VA2 .500 .592 -.032 -.308 
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Component Matrix 
 1 2 3 4 
VA3 .612 .357 -.031 .158 
VA4 .549 .300 -.141 .534 
C1 .672 -.243 -.114 .284 
C2 .596 .351 -.339 -.044 
C3 .638 -.089 -.223 -.132 
C4 .665 .206 -.256 .114 
C5 .607 .539 -.110 -.015 
IP1 .752 -.332 -.276 .023 
IP2 .710 -.051 -.151 .150 
IP3 .724 -.350 -.184 -.056 
IP4 .636 -.147 -.014 -.448 
Extraction Method: Principal Component Analysis. 
a. 4 components extracted. 

 Reliability Test 

In accordance with conducting and satisfying the factor analysis, 
reliability test must be applied on related dependent and independent 
variable corrected by factor analysis. Reliability test is to investigate the 
internal consistency of measurements that show same outcome under 
same situation (Sekaran and Bougie, 2016). This research includes 5 
variables and 23 items but after factor analysis four items are rejected 
and therefore the remaining 19 items will be tested for Cronbach’s 
Alpha Values. The significance in this study of Cronbach's Alpha is 
seen in Table 10. 

Table 10 : Cronbach's Alpha, Reliability Test 

Characteristics Value 
Cronbach's Alpha .920 
Cronbach's Alpha Based on Standardized Items  .922 

As in the table above, for all dependent and independent 
variables the Cronbach Alpha value is 0.920. That is why the total value 
of 19 items in a total of 23 items in this research is reliable and 
acceptable, because the Cronbach Alpha value is higher than 0.9. 
Therefore, this study can proceed with further parts. The Table 11 
below shows the Cronbach’s Alpha value for each variable. 
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Table 11 : Cronbach’s Alpha value for each variable 

Factors Cronbach's Alpha Items in Each 
Variable 

Purchase Intention 0.808 4 
Societal Influence 0.716 3 
Product Preference 0.758 4 
Variety Availability 0.799 4 
Convenience 0.756 4 

As shown in the Table 11, highest Cronbach’s Alpha value is 
0.808 for purchasing intention which indicates the highest internal 
consistency with the 4 questions followed by variety availability with 4 
questions value of 0.799 and product preference with 4 questions value 
of 0.758 and convenience with 4 questions with 0.56 and societal 
influence with 3 questions value of least being 0.716. Overall the 
Cronbach’s Alpha for these variables is high and reliable. To conclude, 
Cronbach’s Alpha value for all factors are over 0.5 which means the 
data has high internal consistency and reliability for data as it ranges 
from 0.716 to 0.808. 

 Hypothesis Testing 

This research uses multiple regression analysis and correlation 
to examine the relationship between two or more than two variables 
either dependent or independent variable and analyze the statement 
using logical approach (Yockey, 2011). 

Multiple Regression Analysis 

Multiple regression is used to examine the influence of 
independent variables namely societal influence, product preference, 
variety availability and convenience on the dependent variable of online 
purchasing intention of the customers. 

Table 12 : Model Summary of Independent Variables 

R R-squared Adjusted R-squared F Sig 
845a .714 .698 77.815 .000 

a. Predictors: (Constant), Societal_Influence, Product_Preference, Variety_Availability, 
Convenience 
b. Dependent Variable: Purchasing_Intention 
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A statistically significant 0.000 (F = 157.375) regression model 
based on the ANOVA table is presented. The summary model table 
indicates values of R and R square. Based on Table 12, the value of R 
is 0.845 which indicates the correlation value and the obtained R-
square value of 0.714, that means 71.4% of online purchasing intention 
of the customers in West Bengal, India were explained by the 
predictors namely, societal influence, product preference, variety 
availability and convenience. 

Table 14 indicates the statistical results of Coefficients of 
independent variables namely, societal influence, product preference, 
variety availability and convenience and the dependent variable of 
online purchasing intention of the customers in West Bengal, India. 
Table 14 contains statistics that analyse the significance of each 
independent variables in relation with dependent variable.  

Table 13 : ANOVA Table 

Model Sum of 
Squares 

df Mean 
Square 

F Sig 

Regression 259.036 4 64.759 157.375 .000b 
Residual 150.196 365 .411   

a. Dependent Variable: Purchasing_Intention 
b.Predictors: (Constant), Societal_Influence, Product_Preference, Variety_Availability, 
Convenience 

 
Table 14 : Multiple Regression Analysis 

Coefficientsa 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig 

 B Std. Error Beta   
1 (Constant) -.627 .224  -2.800 .000 
Societal_Influence .419 .054 .362 7.809 .000 
Product_Preference      .281 .237 .237 5.235 .000 
Variety_Availability .186 .048 .135 3.909 .000 
Convenience .264 .037 .276 7.116 .000 
a. Dependent Variable: Purchasing_Intention 

According to the table 14, societal influence has statistically 
significant with a p-value of 0.000 and t-value of 7.809 which means 
the societal influence has approximately positive 78% strength. The 
standardized coefficients value Beta for societal influence is 0.362. 
Each single unit improvement of societal influence increases the online 
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purchasing intention of the consumers by 0.362. Thus, societal 
influence has a significant positive relationship with online purchasing 
intention of the customers in West Bengal, India. 

Based on the table 14, product preference is statistically 
significant with a p-value of 0.000 and t-value of 5.235 which indicates 
product preference has approximately 52% strength. The standardized 
coefficients value Beta for product preference is 0.237. Each unit 
improvement of product preference increases online purchasing 
intention of the consumers by 0.237. Thus, product preference has a 
significant positive relationship with online purchasing intention of the 
customers in West Bengal, India. 

As shown in the table 14, variety availability is significant with a 
p-value of 0.000 and t-value of 3.909 which indicates that variety 
availability has an approximate strength of 39%. Standardized 
coefficients value for Beta of variety availability is 0.135 which means 
each single unit improvement of variety availability increases online 
purchasing intention of the consumers by 0.135. Therefore, variety 
availability has a significant relationship with online purchasing 
intention of the customers in West Bengal, India. 

Based on the table 14, convenience is statistically significant 
with a p-value of 0.000 and t-value of 7.116 which indicates 
convenience has approximately 71% strength. The standardized 
coefficients value Beta for convenience is 0.276. Each unit 
improvement of convenience increases online purchasing intention of 
the consumers by 0.276. Thus, convenience has a significant positive 
relationship with online purchasing intention of the customers in West 
Bengal, India. 

To conclude, all four independent variables in this research are 
accepted with a significant positive relationship on dependent variable 
and they all strongly fit the regression model and the summary of 
equation for all variables is:  

Y= 0.419 SI + 0.281 PP + 0.186 VA + 0.264 C – 0.627 

Whereby, 
Y= Purchasing Intention  
SI= Societal Influence 
PP= Product Preference 
VA= Variety Availability 
C= Convenience 
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 Discussion on Findings 

According to the pilot test of this research which has been 
conducted on 40 responses, all 19 items related to four independent 
variable and one dependent variable has met the requirements in factor 
analysis and reliability tests. Therefore, total collection of responses 
has proceeded. As there have been 370 responses collected from 
individuals from a targeted 400 responses, the factor analysis and 
reliability tests were conducted and a total of 19 items met the minimum 
requirement for hypothesis testing. 

Based on multiple regression analysis for testing influence of 
independent variables on dependent variables, all four independent 
variables (societal influence, product preference, variety availability, 
convenience) were determined to have a strong relationship on 
dependent variable (online purchasing intention). 

Societal influence which as the strongest positive relationship 
with consumers online purchasing intention contains the 
recommendation of friends, family, and media recommendations etc. 
play an important role on the tendency inclination towards online 
shopping. This indicates that societal influence is having a positive 
significant relationship with consumers online purchasing intention in 
West Bengal, India. 

Product preference as indicated by multiple regression analysis 
has strong positive influence on consumers online purchasing 
intention. This variable includes the perception of the consumers tend 
to choose the online purchasing portals due to their quick delivery 
service revealed in previous various studies on “Low touch” product like 
computer software, airline tickets etc. 

Product variety availability according to multiple regression 
analysis has a strong influence on consumers online purchasing 
intention in West Bengal, India. Most online grocery shoppers, and 
convenience and balanced buyers have the highest online grocery 
propensity. 

Convenience of online shopping according to multiple 
regression analysis has a strong influence on consumers online 
purchasing intention in West Bengal, India. Consumers are likely to be 
convenience-oriented, and frivolous on the other hand economic 
shoppers emerge to become dominant recently. Consumers’ liking to 
purchase products online, are not found to differ across diverse online 
shopping orientations. 
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The result has shown that the four independent variables were 
statistically significant according to multiple regression analysis and 
correlations. H1, H2, H3 and H4 are therefore acceptable. 

 Conclusion and Recommendations  
The purpose of this research is to identify and investigate the 

psychological factors of societal influence, product preference, variety 
availability and convenience on online purchasing intention of 
consumers in West Bengal, India. Based on this purpose four research 
questions and research objectives were designed and after collecting 
responses from 370 individuals from across West Bengal, India using 
an online questionnaire, the four hypotheses were tested. This section 
contains the discussion on findings and related literature that support 
these hypotheses. 

The results of this research indicate a positive relationship 
between societal influence and the intention to purchase online. The 
societal influence indicator was taken into consideration for the 
research as online buyers appear to be socially comparable and 
perceptive to social interaction and have been an important parameter 
for assessing the social recognition to online transactions. This variable 
is being used in the analysis as a significant feature. In addition, other 
factors play a significant role in consumer demand tendency as regards 
the social effect, including friends, relatives, media recommendations 
etc. 

Research has shown that the preference for product has a 
positive influence on the intention of the consumer to buy online. 
Consumers tend to choose online purchase portals because of their 
fast delivery services, which have been disclosed in previous research 
on "low touch," such as computer software, airline tickets, etc. In 
addition it functions as part of the collection of customers online 
shopping mode due to alternative input offered by others on the 
products. In fact this variable was chosen for this study too as it was 
assumed that somewhere, because of the reasons provided in the 
previous studies, consumers could prefer online shopping mode for 
their shopping intentions. 

Research has shown that the variety of the product range has a 
positive impact on customer online buying intentions. A main category 
of respondents is the variety seekers since the bulk of customers being 
surveyed are young people. This is the basis for considering the 
element in the production of questionnaire objects. From previous 
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studies with various perspectives, most online grocery shoppers have 
been performed on the basis of varieties and convenience. 

Research studies have shown that shopping convenience has a 
positive impact on customer online buying intentions. From earlier 
studies it has been shown that online consumers are likely to be 
comfortable, and economic buyers have emerged to be dominant in 
recent times. There are no differences between various directions in 
online shopping between consumers who like to buy products online. 

 Conclusion 

The findings of this research from statistical analysis which 
included multiple tests indicated that there is a positive significant 
relationship between the four independent variables of societal 
influence, product preference, variety availability and convenience with 
online purchasing intention of consumers in West Bengal, India. As R-
square value in this research is 0.714, indicates that 71.4% of 
individual’s purchasing intention through online by the impact of social 
media can be explained by societal influence, product preference, 
variety availability and convenience in West Bengal, India. According 
to analysis the findings indicate significant relationship between three 
independent variables and dependent variable, and the significant 
relationships are all positive. Societal Influence has the highest 
influence factor of Beta value (0.362) which indicates that consumers 
purchasing intention is very much influenced by the peer suggestions 
and recommendations of family and friends socially. Following the 
variable of product preference which indicates that consumers 
preference of brands and products also influences the purchasing 
intention. The other variable which is product variety availability which 
indicates that the more options or varieties available to purchase in 
online influences consumers purchase intention. And lastly, 
convenience of shopping which indicates that the smoothness and 
easiness to purchase influences consumers purchase intention. To 
conclude, all four hypotheses have been supported based on statistical 
analysis with high internal consistency and significance. 

 Contributions 

Contributions from this research are academic contributions and 
industry contributions. 
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Contributions to Academia 

Searching tools, visual product description, payment processing 
capability, personalization and online distribution as well as privacy and 
security considerations are key to success in e-Commerce. Online 
tasks like bargaining, pricing, auctioning and clearing during an e-
commerce project are now perfectly possible. These options can now 
also be incorporated into online purchasing portals. For consumers 
looking for custom shopping (especially looking to the regional context) 
business to customer portals may take shape. Online shopping portals 
can offer basic search, payment, insurance and security support, so 
buyers can buy the products through online shopping. Researchers 
can find it inspiring from the above study on consumers about their 
perception to choosing online shopping platforms if any company plans 
to develop a customized website for e-commerce targeting regional 
consumers. 

Contributions to Industry 

The findings provide administrative consequences for online 
retailers in the design and service of web sites, in general online 
shopping platforms. Research demonstrate that Internet systems for 
competitive reasons are not often effectively used by a particular 
business working on the internet shopping site. The business should 
selectively address external factors in a specific area that has a strong 
competition and capital limitation; there are opportunities before 
management to choose the best solutions, but it means recruiting other 
external firms to create and run the sites to improve customer 
awareness with different targets. Some of the implications and 
suggestions for the developments of customized retail portals that the 
online purchasing portal companies and the on-line retail managers 
can use innovatively are provided in the study.  

 Recommendations for Future Research 

We can expect different in future studies if a similar study can 
be performed in the individual companies of the online portal. This can 
provide the basis for a comparative study and reputation of the firms 
with respect to fulfilment of customer expectations. Second, while it is 
obvious from the findings that considerations such as user choice, 
shopping ease and availability (whether product or brand) affect the 
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consumer's beliefs in preferring online shopping portals in special 
occasions, it is necessary to consider that certain dimensions of these 
beliefs may be significant. The future research into this field may also 
be based on such factors as the demographic characteristics of the 
consumer, product quality, price, etc. We can also take other user 
beliefs intrinsic measures to better understand user behaviours in 
future studies for various Web domains as well. 

 Personal Reflection 

This research helped me to be familiar and know the steps 
throughout the research from preliminary steps to the interpretation and 
completion. The challenges started from finding a proper title, editing 
and correcting the title step by step by the help of professionals and 
respected supervisor has enlightened my visions on how to narrow 
down the scope of this research on a specific problem with the goal of 
receiving the result yet staying open-minded to the findings. This new 
experience enlightened me to keep a focused mind and write every 
word carefully with research as well as research should have proper 
literature support to be valid. On the other hand, reading of these many 
journals and articles has sharpened my skills on how to read research 
papers. 

Identifying challenges and seeking a solution pushed me in 
particular in identifying question points, research priorities and 
literature analyses of primary hypotheses, dependent variables and 
independent variables, to stay concentrated and start working hard. 
Studying methodologies, measurements and statistical analysis was a 
valuable part of my learning from this research. Ultimately, I am grateful 
and appreciative of this valuable learning experience that this research 
has provided me with. 
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