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Abstract: 

This paper aims to present a comprehensive framework of the relevant literature available in the 
field of marketing to analyse the factors influencing online purchase Decisions. This paper helps as 
reference for the research scholars and other academicians. The information given here are collected 
from journals, articles, PhD thesis and unpublished research work.  The study is based on the 
information collected from Google Scholar, EBSCO, Emerald and ProQuest.  
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1. Introduction: 
In India the online consumer market is witnessing an unprecedented consumption boom. At the same 

time, technology enhancement has increased capacity of e-retailers to collect, store, maintain, transfer 
and analyse huge amounts of data of their web visitors.  The improvements in income dynamics along 
with factors like favourable demographics and spending patterns are driving the consumption demand. 
This work has focussed on some of the factors both internal and external that influence the online 
purchase decision. 

 
1.Tasweer ul Hassan in his study on “Factors Influencing Consumer Actual Online Buying” 

investigates the factors that influence actual online buying of customers by collecting data from 250 
customers who use online buying for shopping. Researchers investigate the impact of self-efficacy, 
brand image and social brand communication on actual online buying by using regression analysis 
which was backed up by positive relationships between all mentioned variables. The results of the study 
showed that social brand communication, brand image, and self-efficacy have a significant influence 
on online buying of customers. The results showed that due to the change in technology, and diligence 
of organizations for consumers is successful to make them confident for online buying.  

 
2. Jyoti Rani in her study on, “Study regarding factors affecting online shopping decisions in 

Rohtak city” attempts to study at the factors driving online shopping and to develop an understanding 
of the factors influencing the online shopping by the consumers. This is done by exploring the factors 
that encourage consumers to shop online through analysis of such advantages as convenience, website 
quality, mode of payment and a wider choice. Respondents of the 18-25-year age group more often 
choose shopping online for such reasons as lack of time and a wide range of products. The most 
beneficial factor of shopping online was identified as it is convenient and wider choices are available 
to customers to make the decisions. 

 
3. Mahdi Shadkam in his paper on, “AN EMPIRICAL STUDY ON INFLUENCE FACTORS 

OF ONLINE PURCHASING” aims to study the factors that affect consumers’ online shopping. This 
paper analyses 4 main factors that affect the intention of online shopping (IOS). These factors are trust, 
security, design of website, and virtual communities. The results showed that consumer satisfaction 
makes consumer trust and loyalty, and loyal customers have an important effect on latent customers, 
governments also should approve strict laws to improve the security of online shopping, An Efficient 
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website should have attractive design, user-friendly interface, good-quality product image, rich 
information, and ability of quickly obtain information, Due to the increasing influence of virtual 
communities, firms can use this opportunity to make a stable relation with their consumers. 

4. P.L. Padmaja and V. Krishna Mohan in their study on, “Determinants of Consumer On-Line 
Buying Behavior” measure the impact of consumer demographics in online buying in Bengaluru City, 
India” The primary motive of this paper is to study the popularity of online retailing, and impact of 
demographic factors on buying decisions, also to study customers online product preferences. In 
particular, this paper seeks to present an overall idea and growth of online retailing in India and 
understanding customers’ attitude towards online buying and their satisfaction levels. The study reports 
that demographic factors like age, income and occupation have impact on online buying behaviour and 
identifies the problems faced by customers regarding quality, delivery and return of defective goods 
and appropriate suggestions were made to overcome those bottlenecks. 

 
5. Živilė Baubonienė and Gintarė Guilleminite’s, in their study on “E-COMMERCE FACTORS 

INFLUENCING CONSUMERS ‘ONLINE SHOPPING DECISION” attempts to develop an 
understanding of the factors influencing the online shopping by the consumers. This is done by 
exploring the factors that encourage consumers to shop online through analysis of such advantages as 
security, fast delivery, comparable price, convenience, cheaper prices and a wider choice. At the same 
time, the research project reveals the factors that are discouraging for consumers and the benefits 
received by buyers making purchases online. Specifically, the research explores how online shopping 
can be affected by such factors as age, gender or occupation. The empirical findings of this study 
indicate that the main factors influencing consumers to shop online are convenience, simplicity and 
better price. The most beneficial factor of shopping online was identified as a possibility to compare 
prices and buy at a lower price. 

 
6. Yilan Yan and Suyun Du, in their study on “Empirical Study for the Influence Factors of 

Customer Satisfaction Based on B2C Online Shopping” states that the rapid development of Internet 
technology, B2C e-commerce has a rapid growth, the number of e-commerce sites continue to increase, 
while the competition among e-commerce enterprises intensified. Therefore, understanding the degree 
of consumer satisfaction becomes the key factors for B2C e-commerce enterprises. In this paper, the 
authors make empirical study for the influence factors of customer satisfaction based on B2C online 
shopping. Through empirical analysis, the result shows that enterprise image, website security, product 
value and service value are the key factors that will affect customer online shopping satisfaction. 

 
7. Pearl N.P. Sithole, in his study on “Factors affecting purchase decisions of online shopping 

for clothing” aims to establish factors affecting consumer purchase decisions for online clothing. 
Furthermore, this study intended to contribute to Ideals Clothing, in helping them determine whether it 
would be of value to introduce online shopping. Ideals’ core target market is an African female 
consumer. The research analysed the factors that influence consumers’ attitudes towards online 
shopping for clothing within South Africa, giving Ideals insight into the attitude of its potential 
customers for online shopping. It is recommended that online stores offer cheaper prices than traditional 
stores, and that they also ensure prompt and free delivery of the clothes purchased. It is also 
recommended that online stores offer a wide selection of clothes from which to choose, ensuring that 
the online sites are simple to navigate. 

 
8. Sangeeta Bhuyan, in her study on “Factors Influencing buying decision of Online Shoppers in 

Pune City” uses Quantitative research methods to study the factors affecting consumer buying decision 
while online shopping. The data was collected through Questionnaires from Pune region of India. The 
results of study reveal that online shopping in Pune is significantly affected by various factors like 
Product Information, Variety of products offered, Quality of products offered, Price of products, Offers 
& Discount offered, Advertising, Safe online payment, Speed of delivery, Cash on delivery, 
Convenience of shopping at home, Time saving, Website Response speed, Information of seller, 
Website Interface & After sales service & feedback. 
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9. Thomas W. Dillon and Harry L. Reif in their study on, “Factors Influencing Consumers’ E-
Commerce Commodity Purchases” seeks to develop a better understanding of the factors motivating 
young people to select e-commerce vendors for commodity purchases by exploring attitudes, 
demographic characteristics and purchase decision perceptions (i.e., the product, shopping experience, 
customer service, and consumer risk). Findings indicate that young adults with a history of e-commerce 
purchasing experience have a more positive attitude towards online buying than do young adults without 
e-commerce purchasing experience. In a related finding, a history of e-commerce purchasing experience 
serves as a good predictor of future e-commerce commodity purchases. Additionally, consumer risk 
and shopping experience perceptions were found to influence experienced e-commerce shoppers’ 
commodity purchase decisions more than customer service or consumer risk. 

 
10. Zuroni Md Jusoh and Goh Hai Ling in their study on, “FACTORS INFLUENCING 

CONSUMERS’ ATTITUDE TOWARDS E-COMMERCE PURCHASES THROUGH ONLINE 
SHOPPING” attempts to investigate how socio-demographic (age, income and occupation), pattern of 
online buying (types of goods, e-commerce experience and hours use on internet) and purchase 
perception (product perception, customers’ service and consumers’ risk) affect consumers’ attitude 
towards online shopping. 

 
11. Shu-Hung Hsu and Bat-Erdene Bayarsaikhan in their study on, “Factors Influencing on 

Online Shopping Attitude and Intention of Mongolian Consumers” investigates Mongolian 
consumer perception of online shopping, as well as the factors influencing on their attitude toward 
online shopping and their effect on their intention toward online shopping. The results of this study 
found that consumer innovativeness, perceived benefits and perceived risk are important determining 
factors influencing online shopping. Also, the findings shown that consumer innovativeness, perceived 
benefits had positive impact on consumer shopping attitude, and perceived risk had a negative impact 
on consumer online shopping attitude. Moreover, consumer innovativeness, perceived benefits, 
perceived risk had an indirect effect on the intention of online shopping. 

 
12. BIKOKWAH NABWANAH AINEAH in his study on, “ FACTORS INFLUENCING 

ONLINE PURCHASING INTENTION AMONG COLLEGE STUDENTS IN NAIROBI CITY” 
sought to answer the following questions: how does Perceived Usefulness (PU) influence the intention 
to purchase online among college students in Nairobi; how does Perceived Ease of Use (PEoU) 
influence the intention to purchase online among college students in Nairobi; how does Transactional 
(TS) Security influence the intention to purchase online among college students in Nairobi. The model 
analysis of regression showed that there is a strong positive relationship between intention to purchase 
online and Transactional Security, Perceived Usefulness and Perceived Ease of Use. The factors shared 
a 68% variation of intention to shop online. Perceived Usefulness was the most important variable 
followed by Perceived Ease of Use and lastly by Transactional Security. Based on the findings of the 
study the following recommendations were made: more online shops should be set up to increase 
competition, this in turn will increase Perceived Ease of Use. 

 
13. Danna Liang in his study on, “Critical Factors Influencing Taiwanese Young Adults' 

Willingness to Shop Online” predicts Taiwanese adult Generation Y’s online shopping model and find 
out what the important factors are that influence their willingness to make online purchases. The 
understanding of the characteristics / buying behaviours of Generation Y Internet shoppers enable 
marketers to customize their marketing strategies to attract both Internet shoppers and non-shoppers to 
make online purchases. The results presented that the important factors that influence Taiwanese adult 
Generation Y’s willingness to make online purchases were: risk aversion, convenience, trust, site 
quality, promotion and interaction function, and services for members and brand reputation. A 
prediction model of online shopping was formed based upon these results. Therefore, the results are 
important to companies currently targeting adult Generation Y consumers via e-commerce formats or 
those considering the possibility of targeting this population. 

 
14. Chunfu Lua, Yiping Jiangb, Jianfeng Wuc in their study on, “Research on the Influencing 

Factors of Cookware Buy Online Based on the Consumer Lifestyles” investigates the perspective 
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of online consumer lifestyle established online consumer lifestyle models, clustered online consumers 
into 4 groups called reasonable savers, traditional life group, brand- guided group and free casual group. 
From the results, it is evident that different factors have the different degrees of the influence on 
different consumer groups. The main factors that impact consumers most is reputation factors, followed 
by marketing factors, and design factors. 

 
15. Chen Yi-Wen, Ma Ji-Wei in their study on, “E-commerce Consumers Purchase Decision and 

Its Influencing Factors” finds the factors affecting online shopping, to validate the mediate effect of 
the risk perception and purchase attitude on decision making model, and to explore the relationship of 
the product types, consumer categories and the decision–making patterns in series of studies. The 
researchers adopted interview, questionnaires, laboratory studies and server log files to collect data and 
explore the decision–making model in China. The findings are expected to improve the environment of 
e-commerce shopping, e-commerce website design, and online marketing strategy making. 

 
16. Cheng Boon Liat in his study on, “Factors Influencing Consumers’ Online Purchase 

Intention: A Study among University Students in Malaysia” aims to examine factors that influence 
consumers’ online purchase intention among university students in Malaysia. Quantitative research 
approach has been adapted in this research by distributing online questionnaires to 250 Malaysian 
university students aged between 20-29 years old, who possess experience in online purchases. Findings 
of this research have discovered that trust, perceived usefulness and subjective norm are the significant 
factors in predicting online purchase intention. However, perceived ease of use and perceived 
enjoyment are not significant in predicting the variance in online purchase intention. The findings also 
revealed that subjective norm is the most significant predicting factor on online purchase intention 
among university students in Malaysia. Findings of this research will provide online marketers with a 
better understanding on online purchase intention which enable them to direct effective online 
marketing strategies. 

 
17. Sri Astuti Pratminingsih, Christina Lipuringtyas, and Tetty Rimenta in their study on, “Factors 

Influencing Customer Loyalty Toward Online Shopping” examines empirically the influence of 
satisfaction, trust and commitment on customer loyalty in online shopping. This paper describes a 
theoretical model for investigating the influence of satisfaction, trust and commitment on customer 
loyalty toward online shopping. Based on the theoretical model, hypotheses were formulated. The 
primary data were collected from the respondents which consists of 300 students. Multiple regression 
and qualitative analysis were used to test the study hypotheses. The empirical study results revealed 
that satisfaction, trust and commitment have significant impact on student loyalty toward online 
shopping. 

 
18. Izyan Hizza Bt. HILA LUDIN in his study on, “Factors Influencing Customer Satisfaction 

and E--‐‑Loyalty: Online Shopping Environment among the Young Adults” aims to examine the 
factors influencing customer satisfaction, and how customer satisfaction subsequently affects e-loyalty 
towards online shopping among young adults. Findings show that only e-service quality and 
information quality have effects on customer’s satisfaction. It was also found that customer’s 
satisfaction does positively impact e-loyalty. On the other hand, the findings reveal that website design 
and security were insignificant towards customer’s satisfaction. Overall, the findings of this study 
would help marketers to formulate and implement effective online marketing strategies, as well as in 
the decision-making process.   

 
19. Lackana Leelayouthayotin in his study on, “Factors influencing online purchase intention: 

The case of health food consumers in Thailand” has empirically tested the critical factors that 
encourage and discourage purchase intention of consumers and to develop a model to investigate the 
factors influencing purchase intention of consumers when buying health foods online in Thailand. The 
study also examined the relative importance of such factors. The factors include perceived risk (PR), 
customer experience (CE), and product and company attributes (PCA). The results in this study 
indicated that perceived usefulness (POU) was a powerful determinant and the strongest predictor of 
behavioural intention. 
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20. Dr P. Sankar in his paper on, “Factors that Influence Rural Consumers in Tamilnadu 

towards Online Shopping” reveals the influencing factors both the encouraging and discouraging, of 
rural consumers of Tamil Nadu towards buying online. The study reveals that the low price offered by 
the online companies, compared to the retail market price is the most positively influencing factor 
towards online shopping. Purchase through Online helps to save time. A considering number of 
respondents are influenced with this advantage. While considering the discouraging factors, it is found 
that rural consumers like to examine the products physically before making any purchase. The details 
given in the sites are not enough for them to make the decision to buy. 

 

2. Conclusion 
The findings from this research provide useful information for corporate management, and marketers 

in prioritizing and allocating their resources in terms of manpower, investment, marketing effort, and 
time to improve the impact of these constructs, all of which will ultimately enhance the possibility of 
consumers buying online. 
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