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Abstract 

Purpose 
This paper aims to find out consumer perceptions on e‐retailing towards retail market environment. 

Design/methodology/approach 
This research includes market and social factors to examine the consumer attitude and behavior to 

use internet‐based e‐retailing based on the survey data collected from individuals in western UP. 

Findings 
The realistic results suggest that ease of use and usefulness have positive impact on consumer 

attitude towards e‐retail shopping. The accessibility of local retail market and the concern about 
risk in the current environment significantly affect consumer attitude and behavioral intention to use 

e‐retailing. However, consumers may think for e‐retailing if got influenced by a particular social 
groups. 

Research limitations 

Further research can be carried out in the similar context to explore consumer behavior and of e‐
retail business in different geographical environments. 

Introduction 
The internet together with the implementation of innovative business practices plays a fundamental 

role in the development of e‐commerce. However, at the early stage, it was not uncommon that 
many virtual business models cannot achieve expected outcomes because of the 
misunderstanding of consumer behavior and the inconsistency with a particular market and social 

environment. Some service providers intensively promoted the benefit of e‐commerce and 
assumed that individual consumers might be willing to use the services. Extant studies show that 

e‐commerce is influenced by many variables in different market and social contexts, while 
individual consumers would rationally explore different innovative services  
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The retail market in Western UP is characterized by the availability of a variety of different goods 
and services in the metropolitan area. Many consumers enjoy shopping individually or with friends 

and relatives. Individual style, taste and shopping behavior can be easily influenced by fashion, in‐
group opinions and shared assumption in such a collective society. Thus, subjective norm might 
affect consumer perception and shopping behavior. The issue of social context being involved in 
the process of psychological adoption of technological innovation should not be overlooked in 

certain circumstances Therefore, this paper aims to explore consumer perceptions of Internet‐
based e‐retailing and examine the social context associated with e‐retail business in Western UP. 
It begins with the descriptions of theories and hypotheses, followed by research methods. It then 
presents the empirical results and discusses the effects of several factors on consumer attitude 

towards e‐retailing and behavioral intention to use e‐retailing. Finally, it highlights the managerial 
implications and the direction for future research. 

Research methods 
Our research methods include literature review, questionnaire design, pilot study, and survey and 
data analysis. We formulated our research framework upon the review of the existing literature. We 
also designed a questionnaire consisting of a number of question items in relation to perceived 
usefulness, perceived ease of use, perceived risk, local retail market environment, social influence, 
consumer attitude and behavioral intention. A pilot study was conducted to refine the question 
items. The survey was then carried out to elucidate consumer perceptions of various variables 
associated with the concerns mentioned in the previous section and to measure the likelihood of 

the respondents in making purchase decisions through e‐retail business. A total of 500 
questionnaire forms were randomly circulated to individual consumers. The respondents were 

requested to indicate their perceptions of different variables, attitude towards e‐retailing and 

intention to use e‐retailing, based on a seven‐point Likert‐scale, with 1 scoring the lowest point (not 
important or strongly disagree) to 7 scoring the highest point (very important or strongly agree). As 
a result, one hundred and ninety five useful responses were received for data analysis. The 
response rate was 39 percent. The demographics included 102 females and 93 males, while ages 
ranged from eighteen to over 60 years old. 

The Statistical Package for Social Science (SPSS) has been used to test the survey data. In 
particular, the following multiple regression models have been employed to examine the 
hypotheses proposed in the previous section. Firstly, model I explores the effects of several 
attributes such as perceived usefulness, perceived ease of use, perceived risk, and local retail 

market environment on consumer attitude towards e‐retailing. Secondly, model II examines the 
effects of consumer attitude and social group on behavioral intention to use e‐retailing. 

Model I: Equation 1 where: 

y1: Attitude towards e‐retailing. 

x1: Perceived usefulness. 

x2: Perceived ease of use. 

x3: Perceived risk. 

x4: Local retail market environment. 

ε1: Random error. 

Model II: Equation 2 where: 
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y2: Behavioral intention to use e‐retailing. 

y1: Attitude towards e‐retailing. 

x5: Social influence. 

ε2: Random error. 

Results 
The empirical data collected from individual consumers have been examined using reliability test 
and multiple regression analysis. Firstly, the reliability test results in that the Cronbach alpha values 
are greater than 0.7 (Table I). Therefore, the items associated with a particular attribute are 
relatively consistent: perceived usefulness (0.817), perceived ease of use (0.803), perceived risk 
(0.828), local retail market environment (0.892), social influence (0.902), consumer attitude (0.860), 
and behavior intention (0.728). Secondly, multiple regression analysis is conducted to identify the 
effects of these attributes. As shown in Table II, the result of model I (F=41.038, 
df=4,190, p<0.001, R2=0.464) suggests that model I has a significant explanatory power. It also 
shows that 46.4 percent of the variation of the endogenous variable (y1) can be significantly 
explained by the exogenous variables. The result actually suggests that our hypotheses are 
supported. Firstly, H1 is strongly supported, because the coefficient (b x1=0.648, t=8.778, p<0.001) 
shows that the perceived usefulness has a significant and positive effect on consumer attitude 
towards e‐retailing. Secondly, H2 is supported, because the coefficient (b 
x2=0.370, t=5.833, p<0.001) indicates that perceived ease of use has a significant and positive 
effect on consumer attitude. Thirdly, H3 is supported, because the coefficient (b 
x3=−0.154, t=−1.987, p<0.05) suggests that the perceived risk has a significant and negative effect 

on consumer attitude towards e‐retailing. Moreover, H4 is supported, because the coefficient (b 
x4=−0.107, t=−2.200, p<0.05) indicates that the highly accessible retail environment has a 

significant and negative effect on consumer attitude towards e‐retailing. 

The result of model II (F=96.280, df=2,192, p<0.001, R2=0.501) suggests that model II has a 
significant explanatory power (Table II). It also shows that 50.1 percent of the variation of the 
endogenous variable (y2) can be explained by the exogenous variables. In particular, H5 is 
supported, because the coefficient (b y1=0.723, t=12.993, p<0.001) suggests that individual attitude 

has a significant and positive effect on consumer behavioral intention to use e‐retailing. 
Lastly, H6 is supported, because the coefficient (b x5=0.137, t=2.263, p<0.05) indicates that social 

group has a significant and positive effect on consumer behavioral intention to use e‐retailing. 

 

Equation 1 

y1=b0+b1X1+b2X2+B3X3+b4X4+E1  

Equation 2 

y2=b’+b1’y1+b2’x5+E2 
 
 
 
 
 
 
 

https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103001.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103002.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103003.tif
http://www.ijcrt.org/
https://www.emerald.com/insight/content/doi/10.1108/08876040910933066/full/html#F_0750230103003
https://www.emerald.com/insight/content/doi/10.1108/08876040910933066/full/html#F_0750230103004
https://www.emerald.com/insight/content/doi/10.1108/08876040910933066/full/html#F_0750230103004
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103001.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103002.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103003.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103001.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103002.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103003.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103001.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103002.tif
https://www.emerald.com/insight/proxy/img?link=/resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_08876040910933066/urn:emeraldgroup.com:asset:id:binary:08876040910933066-0750230103003.tif


www.ijcrt.org                                                  © 2022 IJCRT | Volume 10, Issue 11 November 2022 | ISSN: 2320-2882 

IJCRT2211366 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d235 
 

Table I 

Reliability test 

 

Table II 

Multiple regression analysis 

 

Executive summary and implications for managers and executives 
This summary has been provided to allow managers and executives a rapid appreciation of the 
content of the article. Those with a particular interest in the topic covered may then read the 
article in toto to take advantage of the more comprehensive description of the research undertaken 
and its results to get the full benefit of the material present. 
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Persuading new customers to take advantage of e‐retailing, or increasing usage by those who 

have already taken the “plunge” into internet‐based buying, is a challenge which has many well‐
known facets. On the plus side is the convenience of browsing sites from home when traditional 
stores might be closed or inconvenient to get to. On the minus side is the fear of the unknown – a 
concern that goods or services on offer might be inferior with no opportunity of going back to the 
shop to complain, or that the online financial transaction might not be as secure as it ought to be. 

Emphasizing the pluses, and providing reassurances and guarantees about the perceived 

minuses, are just part of the routine of e‐marketers. But how do they get people online when those 
could‐be should‐be customers live in a place which is so strongly rooted in traditional shopping that 
to switch to the internet would be a seismic social change? 

Western UP, for instance, which is a highly accessible urban environment in which there are many 
retail stores and shops. Consumers can easily buy whatever they need within a reasonable time 

because many shops are in walking distance and open until late evening. Even window‐shopping 
with friends has become a habit for many residents, because of limited outdoor facilities. 

They might not easily change their shopping preferences and purchasing behavior which are 
based on values and beliefs which were developed in childhood and have been reinforced 
throughout their lives. Not least is the value placed on being able to feel, touch and try on 

fashionable goods in brick‐and‐mortar stores, which is not available in the virtual environment. 

Ziqi Liao and Xinping Shi explore consumer perceptions of internet‐based e‐retailing in that highly‐
concentrated retail market environment which discourages consumers from considering buying 

online. Accepting that those whose habit is to do their shopping in bricks‐and‐mortar stores are 
unlikely to go for e‐retailing for the time being (because it is a habit which cannot easily be changed 
and traditional retailing is continuously evolving in Western UP), it seems necessary for retailers to 

simultaneously operate e‐storefronts together with their existing retail businesses. It is also 
important to provide consumers with useful information, quality products and excellent logistics 
services based on advanced information and communications technology. 

Consumers may be interested in using e‐retailing, in addition to visiting brick‐and‐mortar stores, if 

they have experience of savings from e‐retailing. In order to compete with traditional brick‐and‐
mortal stores, companies which have become involved in e‐retailing should provide consumers 
with incentives by promoting products and services at competitive prices. They should also develop 
competitive marketing strategies to encourage consumers to purchase products that may not be 
available in traditional retail outlets. Some consumers may have unconventional demands and 

personal preferences to meet different circumstances. Therefore, e‐retailers should develop 
websites that enable personalized and customized services. 

In order to reduce consumer concerns about risk, detailed information on products and services 
should also be available on the websites – along with a reassuring explanation of online security. 

In a collective society in which people tend to follow if friends, relatives, co‐workers or classmates 

have a positive attitude towards e‐retail business, word‐of‐mouth is important for spreading the 
image of branded products and services. 

Considering the local retail market environment together with the social context, retailers are 

advised to concurrently operate retail business in dual tracks of brick‐and‐mortar and virtual stores. 
If the consumers have extensive computer knowledge and internet skills, they can easily browse 

the websites of different e‐retailing outlets to search for products and services without a request for 
assistance from others. 

http://www.ijcrt.org/


www.ijcrt.org                                                  © 2022 IJCRT | Volume 10, Issue 11 November 2022 | ISSN: 2320-2882 

IJCRT2211366 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org d237 
 

At this stage it seems practical for e‐retailing to focus on providing information and selling 
standardized products to encourage repetitive purchases. Retailers should utilize the internet to 

facilitate their traditional businesses. For instance, it would be useful to use e‐advertising to 
promote products and services and provide consumers with online acknowledgement, order 

confirmation and other after‐sale services. 

Early users might be proud of being trend‐setters and opinion leaders for making a wise decision in 

their selection of e‐retailing as their preferred purchasing method. They might be more than willing 
to pass the information on to late users, resulting in an “information cascade.” In order to 

encourage more consumers to use e‐retailing, e‐retailers should offer incentives to existing 
customers who would like to promote e‐retailing to different social groups. 

The repetitive use of e‐retail services is critical to its sustainable development. Consequently it is 

essential to build a user‐friendly and secure platform for the e‐retail service to operate. Rational 
consumers are usually willing to take certain risks to gain expected benefits – a phenomenon that 
companies in the retail sector should capitalize on. They should work towards enhancing customer 

trust and confidence in e‐retail through the delivery of quality products and the provision of 
excellent services. 
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