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Abstract— Penetration of technology in growing economies 

has led to a change in the dynamics of business during the last 

few years. A reflection on the changing dynamics of market, 

particularly rural market, has become imperative today. The 

overall growth of Indian economy has resulted into 

substantial rise in the purchasing power of the rural 

customers. A survey done by National Council for Applied 

Economic Research (NCAER) shows that rise in rural 

incomes is keeping pace with urban incomes. The rural 

middle class is growing at 12% as compared to 13% in Urban 

area. These statistics call for understanding the consumer 

behaviour in rural India, the penetration of technology and e-

commerce there and the factors affecting buying behaviour of 

rural consumers. The present study is designed keeping in 

view the importance of growing rural economy, in the rural 

setup of Kolhapur district of Maharashtra state of India. A 

questionnaire was thoroughly designed from existing 

literature and then factor analysis was applied to identify the 

four underlying themes in the data. The result shows that the 

perceived benefit of exchange is most favoured factor by 

respondents in the study. The next favoured factor is 

perceived ease of search product information followed by 

perceived ease of buying product and perceived ease of 

payment and delivery. 
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I. INTRODUCTION 

Technology is transforming the business models today. E-

commerce is the use of the internet and web to transact 

business (K. Laudon and C. Traver, 2008). E-Commerce is 

changing its nature rapidly as technologies are changing 

nowadays thereby impacting the buying behaviour of masses. 

Consumer behaviour is the study of when, why, how, and 

where people do or do not buy a product (Schiffmen, L. G., 

Wisenblit, J. & Kumar, S. R., 2015) and therefore it is 

imperative to understand the nuances of consumer behavior 

in order to stay ahead in the market. E-retailers must 

understand where the offline shopping experience leaves 

consumers dissatisfied (Vashisht, A., 2015). E-commerce 

today is impacting markets, retailers as well as supply chain 

management (Susan L. Golicic, et. all, 2002). The success of 

e-commerce in last few years shows how companies are 

successful in penetrating Indian Market. Especially 

millennial consumers are crazy about online buying (Hooda, 

S., & Aggarwal, S., 2012). Youth finds e-commerce more 

convenient and time saving and use different available 

payment modes for payment of the purchase. Hence e-

commerce giants and other e-tailers, found Indian youth 

population as potential target market. They are successful in 

influencing the target population by providing very quick 

services, variety of products and services and fewer prices 

than traditional market (Kousalya P. R., Mohan T., Revathi 

D., 2013).   The success and sustainability of e-tailors depend 

of the understanding the markets and offering various types 

of services and features (Chanana, N., & Goele, S., 2012). 

Considering the Indian market, the growth for e-commerce is 

enormous (Agarwal, D., et al. 2012).  Flipkart, Amazon, 

Snapdeal, IRCTC etc are big giants in e-commerce in present 

Indian market. Last five years have seen the increase in no. of 

e-commerce players India. Many of the internet portals have 

shifted to e-commerce instead of investing more other 

mediums (Chanana, N., & Goele, S., 2012).  

The uncertainty in present day business can be 

predicted by understanding the consumer behavior, 

particularly rural consumers in context of India. . The present 

study is designed keeping in view the importance of growing 

rural economy, in the rural setup of Maharashtra state of 

India.  

II. LITERATURE REVIEW 

A. E-commerce and Consumer online buying behaviour 

Studying consumer buying behaviour is very difficult task as 

individual carries different perception. No one can predict 

how an individual can behave in particular situation. But the 

features and facilities present on E-commerce websites 

influence the buying behaviour. 

Consumers prefer the factors like information 

availability, reputation of website, security and after sales 

service while purchasing online (Mittal, A. 2013). Marketing 

mix and reputation (Guo, J., & Jaafar, N. I. 2011), product 

review (Bailey, A. A., 2005), web experience 

(Constantinides, E., 2004), very quick services, variety of 

products and services and fewer prices than traditional market 

(P.R.Kousalya, T.Mohan, D.Revathi, November 2013) etc. 

are the factors where e-commerce has been successful to 

attract the consumers especially youth (Hooda, S., & 

Aggarwal, S., 2012).  These factors are also responsible for 

influencing the buying behaviour. 

Researcher also found that Trust and Security are the 

main factors considered by consumers and also influenced 

their buying behaviour. (Corbitt, B. J., Thanasankit, T., & Yi, 

H., 2003), (Chen, Y. H., & Barnes, S., 2007), (Kim, D. J., 

Ferrin, D. L., & Rao, H. R., 2008), (Hsin Chang, H., & Wen 

Chen, S., 2008), (Kim, D., & Benbasat, I., 2009), (Ganguly, 

B., Dash, S. B., & Cyr, D., 2009), (Sahney, S., Ghosh, K., & 

Shrivastava, A., 2013)  Based on above two factors, the new 

factor Risk with which personal information security, 

payment security, quality assurance, delivery of same product 

etc. sub factors had raised. Nowadays the advertisements 

have greater impact on consumer buying behaviour (Dinu, G., 

& Dinu, L., 2012). Consumer buying behaviour can be 

enhanced with rich quality and creative advertisements and 

by building positive consumer perception through strong 

marketing strategies (Malik, M. E., et al., 2013). 
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Literature, published on e-commerce companies, is 

trying to address the concerns of the consumers. Secured 

website (Miranda E., 2008-09), easy to use (Nayyar, R., & 

Gupta, S. L., 2011), online store environment (Hsin Chang, 

H., & Wen Chen, S., 2008), information drawing and value 

perspective (Grant, R., Clarke, R. J., & Kyriazis, E., 2007), 

website reliability/fulfilment, website customer service and 

website security/privacy (Shergill, G. S., & Chen, Z., 2005), 

Consumer Impulsiveness and Website Quality (Wells, J. D., 

Parboteeah, V., & Valacich, J. S., 2011), colour (Pelet, J. É., 

& Papadopoulou, P., 2012), testimonials (Spillinger, A., & 

Parush, A., 2012), enhancing the internet experience (Dash, 

M., Dash, M., & Mahapatra, A., 2013) are main concern 

factors which are implemented by e-commerce companies to 

address concerns of customers. These factors have 

considerable impact on consumers buying behaviour. 

Although the review of existing literature address 

the usefulness of e-commerce in todays context, its role in 

development of small and medium enterprises and also 

discuss the various factors which are imperative in 

understanding the buying behaviour of consumers online in 

metro and city context, but it does not address the rural 

context of developing countries like India where the rural 

consumers consist of more than 70% of total population and 

the rural middle class is growing at 12% as compared to 13% 

in Urban area. Therefore the present study is designed to 

understand the online buying behaviour of rural consumers of 

India.  

B. E-commerce and Rural Consumers 

India’s rural consumers are changing very fast. According to 

the Accenturestrategy’s Master of rural market series report, 

new attitudes, priorities and behaviours are reshaping the 

purchase decisions of India’s rural consumers. Previously, 

The rural consumer, unlike his urban counterpart, is quite 

content to satisfy his basic needs relevant to his environment. 

He is less adventurous, averse to taking risk and prefers to 

stay with the tried and tested. A lot of persuasion by an 

influencer, whose achievements he respects is required to 

convince him to try new products. For products which are 

higher on the involvement scale (not necessarily more 

expensive), opinion leaders to play a significant role. Unlike 

the urban consumer, peer group pressure is not very 

significant in initiating product trial. He is not driven by 

‘status symbols’ acquired by his neighbours in order to 

upgrade to a better lifestyle.These rural consumers are 

becoming far more aspirational, networked and discerning. 

The report further concludes that purchasing brands and trust 

on brands, need recognition, traveling to near cities for bigger 

purchase, role of influencers, increasing expenditure on 

education and healthcare, willingness to use digital channels 

and awareness towards use of digital channels are the major 

changing realities of rural India. 

Rural India is an enormous opportunity for the 

consumers good sector.( Chandramouli Venkatesan 

economic times). According to GOI, Ministry of Home 

affairs (2011 census data) , in India there are 597608 villages 

identified. From the same collected data rural population is 

about 833748852 out of which 427781058 are male and 

405967794 are female. And the count is increasing. From the 

perspective of E-tailers, this is considered to be very huge 

market to serve. The rural consumers in India account for 

about 73 percent of the total consumers.The present 

environment in India  is developing environment and by 2020 

almost all villages will come under technology development. 

Rural area is going to be only known by its name. Rural areas 

are going to be technologically sound in next 5 years. And 

hence, this is going to be potential market in future. Indian 

rural market is witnessing fast change in its consumption 

pattern, due to number of factors. The consumption pattern of 

rural India is changing, says market research agency A C 

Nielsen. 

The Indian rural market is beckoning to the e-

commerce companies to tap its potential.( Shivani Dhanda 

(Marketing Head, e-Bay India), Divesh Rai G (VC- Business 

Dvelopment, ShopClues), Sandeep Komaravelly (Senior VP-

Marketing, Snapdeal), ‘The Rural Marketing Journal’, May 

2015). According to the latest research by leading global 

research and advisory firm, Forrester, the Indian e-commerce 

market is all set to show the fasted growth within the Asia-

Pacific region at a compound annual growth rate (CAGR) of 

over 57 per cent between 2012 and 2016. It is believed that 

the number of online shoppers has been on the rise, and is 

expected to grow to 40 million in the next two years, from the 

current 25 million. E-commerce players are well aware that 

this growth will be fuelled by the non-metros, especially 

small towns. They are striving to make in-roads into the rural 

markets, even as mainstream commerce struggles. With 

current presence of E-commerce in rural market, they are now 

able to access them from within the comfort of their homes, 

at par with urban dwellers. The credit goes to the accessibility 

offered by e-commerce platforms.Some of the popular 

categories are Electronics, fashion and Mobile Phones.  

C. Studies on E-Commerce and Rural Area 

Economic development in rural areas is an important part in 

China′s economic construction.The characteristics of rural 

market is the geographical dispersion and high logistic costs 

and so on which determined the promising market of e-

commerce in rural areas (Jun-ming, G. U. O. 2009). 

Developing countries like China and India, the economic and 

overall development of rural areas plays major role in 

nation’s development. For India, one the most important 

benefits of e-commerce is to help in developing the rural 

community to leap-frog into a knowledge paradigm (Anjum, 

B., & Rajesh Tiwari, 2011).  E-commerce is very resourceful 

to MSME’s.Patterson and Wilson (2000) revealed that as 

ecommerce improves the quality and flow of information and 

communication, there is a good reason to expect that the e-

commerce will have positive impact on the society. Rao 

(2007) stated that e-commerce helps eradicate rural poverty 

by networking the rural poor and ensuring their active 

participation in public affairs. At the social front, e-commerce 

and ICTs can definitely empower the poor, give them a voice 

and connect them to the global world. These technologies can 

also help in attaining a minimum level of education (Spence 

2003), health (Wild 2001; Raul 2003) and agricultural 

extension and other public services (Nanada 2000; Phojola 

2000; Bayes et al. 1999).  Development of e-commerce and 

IT has great significance not only in the economic growth, but 

also in human and social development. It boosts social as well 

economic infrastructure, generate revenue and provides 

employment and many more (Sumanjeet, 2009). But 

Remoteness often hinders many rural businesses as they try 
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to gain access to the capital, infrastructure, and technology 

needed to operate in today’s global and instantaneous 

marketplace. In the developing progress of rural electronic 

commerce, the principles of step-by-step, leading by the 

government and education as polit are as followed. We 

should speed up infrastructure construction, coordination of 

hardware and software investment. Government should 

strengthen the guidance and nurture, promote diversification 

of agricultural information services, improve the logistics 

system of agricultural products, and speed up the software 

services platform so as to enhance the practical effect of e-

commerce in rural areas. 

A study in Rural America said, E-commerce is a key 

to overcoming the limitations of both size and distance. 

Electronic technologies obviously allow rural firms to 

interact and communicate with distant suppliers and 

customers (Henderson, J. R. 2001). E-commerce also 

provides number benefits to consumers. E-commerce is 

convenient, time saving and pleasant in use (Hooda, S., & 

Aggarwal, S., 2012), (Rajayogan, K., 2015), (Goyal, P. & 

Chouhan, B., 2015), (Sunil, S. P. A. C. E., 2015). It provides 

very quick services, variety of products and services and 

fewer prices than traditional market (P.R.Kousalya, 

T.Mohan, D.Revathi, November 2013). Today consumers 

worldwide can shop online 24 hours a day, seven days a week 

and 365 days a year (Bellman, S., Lohse, G. L., & Johnson, 

E. J., 1999). Recommends products and related information 

as per interest and preference of individual consumer (Xiao, 

B., & Benbasat, I., 2007). It is simple to use, saves cost, 

delivers in time (Narwal, M., & Sachdeva, G., 2013). 

Consumers can access very rich information, can access 

maximum available retail brands and can avail extended 

offers in online buying (Yen, Y. S., 2014). 

Another study in  Iran, There is a significant impact 

of e-commerce (EC) on the livelihood or rural populations in 

developing countries (Jalali, A. A., Okhovvat, M. R., & 

Okhovvat, M. 2011).. And this topic of popular interest to 

many researchers in the past decade. To take advantage of e-

commerce, the factors which are responsible for  affecting 

online buying behaviour in rural India have to be studied. 

This type of study can help e-commerce companies to make 

their service better and it can also help consumers to get better 

services.  

Although the review of existing literature address 

the usefulness of e-commerce in todays context, its role in 

development of small and medium enterprises and also 

discuss the various factors which are imperative in 

understanding the buying behaviour of consumers online in 

metro and city context, but it does not address the rural 

context of developing countries like India where the rural 

consumers consist of more than 70% of total population and 

the rural middle class is growing at 12% as compared to 13% 

in Urban area. Therefore the present study is designed to 

study the factors affecting the online buying behaviour of 

rural consumers of India.  

III. OBJECTIVE OF THE PAPER 

The objectives of the present paper is- 

 To understand the online buying behaviour of rural 

consumers of India. 

 To review the existing literature on the subject. 

 To identify the most important factors and least 

important factors that affect buying behaviour of rural 

consumers of India. 

IV. RESEARCH METHODOLOGY 

The methodology adopted for the present paper is both 

qualitative and quantitative in nature. To understand the 

online buying behaviour, a questionnaire of 110 questions 

was designed after a thorough literature review.  It consists of 

four major sections i.e.  Demographic Information, 

Technology Infrastructure, E-commerce Benefits and online 

buying decision making.  

The Demographic Information section consist of  8 

questions which included the basic personal information of 

respondents.  

The Technology Infrastructure section had 17 

questions which included the basic technology infrastructure 

available in rural areas and respondent’s access to it. 

The E-commerce benefits section contains 9 main 

questions under which 74 sub-questions are asked. These 

questions include Perceived Ease to Access the Product 

Information, Perceived Ease to Access the product, Perceived 

Ease to Access the PRT, Perceived Ease in Ordering, 

Perceived Ease in Payment Modes, Perceived Ease in 

Delivery, Perceived Ease in Return /Replacement Policies 

and Perceived Ease in Exchange of Product. 

The last section includes the  questions regarding the 

decision making while buying products online.   

The questions were designed based on the categories from 

existing literature. Some examples of the questions are-  

A. Perceived Ease to Access the Product Information 

[information availability(Mittal, A. 2013), easy to use 

(Nayyar, R., & Gupta, S. L., 2011),  information drawing and 

value perspective (Grant, R., Clarke, R. J., & Kyriazis, E., 

2007)] 

E.g. Q. Online information of available products is helpful to 

gain product knowledge. 

B. Perceived Ease to Access the product 

[variety of products and services (P.R.Kousalya, T.Mohan, 

D.Revathi, November 2013)] 

E.g. Q. Category wise availability product list makes easy to 

search product. 

C. Perceived Ease to Access the PRT(Product Reviews and 

Testimonials) 

[product review (Bailey, A. A., 2005), testimonials 

(Spillinger, A., & Parush, A., 2012)] 

E.g.  Q. PRT is helpful in collecting unrecognised 

information about products listed in alternative product list. 

D. Perceived Ease in Ordering 

[very quick services (P.R.Kousalya, T.Mohan, D.Revathi, 

November 2013), website reliability/fulfilment, website 

customer service (Shergill, G. S., & Chen, Z., 2005), 

marketing strategies (Malik, M. E., et al., 2013).] 

E.g. Q. Simple checkout process helps to order purchased 

products easily. 

E. Perceived Ease in Payment Modes 

[ security and after sales service while purchasing online 

(Mittal, A. 2013),  Trust and Security (Corbitt, B. J., 
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Thanasankit, T., & Yi, H., 2003), (Chen, Y. H., & Barnes, S., 

2007), (Kim, D. J., Ferrin, D. L., & Rao, H. R., 2008), (Hsin 

Chang, H., & Wen Chen, S., 2008), (Kim, D., & Benbasat, I., 

2009), (Ganguly, B., Dash, S. B., & Cyr, D., 2009), (Sahney, 

S., Ghosh, K., & Shrivastava, A., 2013), Secured website 

(Miranda E., 2008-09), easy to use (Nayyar, R., & Gupta, S. 

L., 2011), website security/privacy (Shergill, G. S., & Chen, 

Z., 2005), Consumer Impulsiveness and Website Quality 

(Wells, J. D., Parboteeah, V., & Valacich, J. S., 2011), 

enhancing the internet experience (Dash, M., Dash, M., & 

Mahapatra, A., 2013) ] 

E.g. Q. Payment modes available on e-commerce websites 

are easy to access. 

F. Perceived Ease in Delivery 

[very quick services (P.R.Kousalya, T.Mohan, D.Revathi, 

November 2013), website reliability/fulfilment, website 

customer service (Shergill, G. S., & Chen, Z., 2005), 

marketing strategies (Malik, M. E., et al., 2013).] 

E.g. Q. Product tracking system is simple and useful. 

Thus, thoroughly designed questionnaire was pilot 

tested in the field and some corrections were made based on 

the feedback received from the field.  

After the pilot testing, a team of researchers 

conducted the survey in randomly selected houses from rural 

area of Kholapur district of Maharashtra. A sample of 103 

questionnaire was collected and analysed.  

V. ANALYSIS OF THE SURVEY AND RESULTS 

After data collection, researchers have analysed the collected 

data using SPSS V20 software.  A PCA factor analysis was 

conducted on the survey to identify the underlying factors in 

the study. 

In all 8 factors are indentified in initial principle 

component analysis. Factor analysis is done on 74 items 

designed to capture various benefits of e-commerce studied 

in various studies. 

These 74 questions were initially divided into 8 

major categories as mentioned above. Initial principle 

component analysis has been run on the data with varimax 

rotation. A KMO and Bartlett’s test of sphericity is done to 

check the relevance of factor analysis. A total 86.05% 

variance is explained in initial analysis and 9 factors were 

identified with eigan value more than 1. Factor loading of 0.5 

and more than 0.5 considered to be included in factor.  

Initial 74 questions were reduced to 24 questions on 

face value and expert opinion.Some of the experts are faculty 

members from top business schools having very good 

research background. Some experts are from Industry 

backgroung having rich experience and currently working on 

top positions. Initial solution of principle component analysis 

showed five latent factors in data with a total 80.713 % of 

total variance explained. Considering above factors, 4 

components are indentified on the basis of loading of these 

factors. Now the factors come under each components are 

grouped as follows: 

 Factor FACTORS 

 

 

 

 

1 

Online information of 

product helps me to 

search information 

easily. 

 

 

 

 

PERCEIVED EASE 

OF SEARCH 

PRODUCT 

INFORMATION 

1 

Technical features of 

product on website help 

me to search 

information easily. 

1 

Images and videos of 

products on website 

help me to search 

information easily. 

1 

Comparisons between 

products on website 

help me to search 

information easily. 

1 

Offers, discounts and 

festival offers on home 

page help me to search 

information easily. 

1 

New arrivals and 

exclusive products list 

helps me to search 

information easily. 

1 

Category wise 

available product list 

helps me to search 

information easily. 

1 

List of similar products 

helps me to search 

information easily. 

1 

Product reviews and 

testimonials help me to 

search information 

easily. 

 

 

 

PERCIEVED EASE 

OF BUYING 

PRODUCT 

2 

Simple checkout 

process helps me in 

buying product easily. 

2 

Personal cart helps me 

in buying product 

easily. 

2 

Ease in putting contact 

details helps me in 

buying product easily. 

2 

Oder confirmation on 

mail and mobile helps 

me in buying product 

easily. 

2 

Returning a product 

and cash back to my 

account enhances my 

purchased experience. 

 

 

 

PERCIEVED EASE 

OF PAYMENT AND 

DELIVERY 

3 

Secure payment modes 

help me in buying 

product easily. 

3 

Offers on Credit/Debit 

cards help me in buying 

product easily. 

3 

Tracking my product 

online enhances my 

purchase experience. 

3 

Well packed doorstep 

delivery enhances my 

purchase experience. 
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3 

Delivery within/before 

time enhances my 

purchase experience. 

 

PERCEIVED 

BENEFIT OF 

EXCHANGE 

4 

Getting good exchange 

value of old product 

enhances my purchase 

experience. 

4 

Direct redemption of 

exchanged value from 

the price of new 

product enhances my 

purchase experience. 

Table 1: 

The descriptive analysis of above 4 factors is: 

 N 
MINIM

UM 

MAXIM

UM 

ME

AN 
S.D 

PERCEIVE

D EASE OF 

SEARCH 

PRODUCT 

INFORMA

TION 

10

3 
2.44 5.00 

4.05

18 

0.580

03 

PERCEIVE

D EASE OF 

BUYING 

PRODUCT 

10

3 
2.00 4.8 

3.84

08 

0.429

65 

PERCEIVE

D EASE OF 

PAYMENT 

AND 

DELIVER

Y 

10

3 
2.00 5.00 

3.80

58 

0.489

46 

PERCEIVE

D 

BENEFIT 

OF 

EXCHANG

E 

10

3 
3.00 5.00 

4.22

33 

0.655

77 

Table 2: 

According to above table of descriptive Analysis,  

the perceived benefit of exchange factor has highest mean i.e. 

4.22. It shows that this factor is most favoured by respondents 

during the pilot study. The next favoured factor is perceived 

ease of search product information with second highest mean 

4.05. Next two factors perceived ease of buying product and 

perceived ease of payment and delivery having means 3.8408 

and 3.8058 accordingly 

VI. CONCLUSION AND FUTURE DIRECTION 

As inferred from the study, the consumers in rural setup of 

India, consider ease of exchange as most determental factor 

for the success of online business in India. For them, the main 

concern is to replace the product so that they can get value for 

the money invested in buying any product online. Following 

it, is ease of search of products, where consumers from rural 

India are finding it very convenient to search any product 

online, to check the prices, to compare the prices and to 

finally taking a decision of buying the product. This search 

for information is empowering them to take the decision. 

Contrary to other studies, ease of payment and delivery is 

consider as least favoured factor in this study.  Technology is 

getting transformed every day, market and consumers are also 

changing very fast. The need and demand of the market is 

changing as innovative technologies are adopted by 

consumers on their routine life.  

Hence in terms of promising future research 

directions, two avenues deserve special mention, in 

researcher’s opinion, first is, there is need to study in detail 

the impact of e-commerce on consumer buying behaviour and 

second is to find out to what extent the behaviour can be 

changed. 
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