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[[ Abstract ]]

This study is aimed at analyzing purchasing intenfor durable goods through online
mode in Vadodara. For this consumer involvementattitude towards online shopping
for durable goods was examined. Data was colleftted approximately 210 sample
units in Vadodara city in the form of a structumgagestionnaire. Convenient sampling
techniqgue was used for sampling. For the purpdséata collection sample was
classified on the basis of occupations of respotsddike service, business and
profession. Equal number of sample units were idensd from each stratum.
Hypotheses was tested using chi-square, t-testANW@VA. Further, interrelationship

between factors affecting consumer involvement stadied.

KEYWORDS: Consumer involvement, attitude, purchasing intenticonsumer
behavior.

Introduction

As one of the fastest growing economy, India is1essing good times with respect to per
capita income, GDP and overall economic growth.eseheconomic factors along with

the demographic dividend is resulting into Indi@draing a major consumption hub for

all kinds of goods and services. The coming yesay see India as a major market for
goods by all foreign brands. With a stable and gea government, the era of

consumerism is not far. With more and more peaoglag smartphones, the number of
internet users in the country has also risen ale& from the figures below.
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So, on one hand incomes are rising and on the atdred more number of internet users
with smartphones, the result is lot of action imte of online purchasing of different
goods. Looking at this scenario, some global payave entered India and some others
are in the process of entering. Some of the n@jbne purchasing websites are Flipkart
and Amazon. The other ones like Pepperfry, Myrtadong, Cliq, etc are also targeting
the new generation of Indians who are ready to hage different goods and services
online.

This research paper has made an attempt to stedsttitude, involvement and resultant
purchasing intention for online shopping of duratp@ds in the city of Vadodara.

Durable Goods
For the purpose of this research, durable goods esgtegorized as under-
CATEGORIES OF DURABLE GOODS

White Goods Kitchen Appliances/ Consumer
Brown Goods Electronics
Refrigerators Mixers Mobile Phones
Washing Machines Grinders Televisions
Air-Conditioners Microwave Ovens MP3 Players
Speakers and Audio Equipments  Iron DVD Players
Electric Fans VCD Players
Cooking Range
Chimneys

Source: KPMG,Consumer Durables,Market& Opportunities
India’s Consumer Market

According to IBEF (India Brand Equity Foundation)iis report of August 2013, India is
one of the largest growing electronic markets sworld. India has world’s third largest
Televisions Industry. By 2025, India would rise from the twelfth to thié&H largest
position in the consumer durables market in theldydhe market is expected to reach
USD12.5 billion by 2015*

Size of the consumer durables market in India

Consumer durables market is expected to doubld.&t der cent CAGR (Compounded
Annual Growth Rate) to US$ 12.5 billion in FY151indJS$ 6.3 billion in FY10.

http://mww.ibef.org/August 2013
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REVEMUES CAGR 10.8 %% (FY03-12)
I 312.5 Bn
I 5.3 Bn
I 5.3 Bn
I 55.3 Bn
I 55-2 Bn
I 547 Bn

I 542 Bn

I 53 8 Bn

(Source: India Brand Equity Foundation, October401
Literature Review

Kothari and Maindargi studied the factors whichimalindian customers keep in mind
while shopping. After completion of study Researsh®und that cognition, sensed
usefulness, comfort of use; sensed enjoyment andigeare the five components which
affect consumer perceptions about online purchdsing

In their research paper James Paul and Akbar Saalgizad the relationship between
nine independent variables and receptivity to @nbhopping. Among the nine factors,
the strongest influencers from highest to lowestewBrice, Refund, Convenience,
Auction websites, Security, Brand, Search engirlgemotion and Online shopping
malls. It was found that there was significarfedence in means between males and
females for online shopping malls and Auctions webksfactors to receptivity on online
shoppigg. The means of femaleswere significantighér than males for these two
factors:

Ashutosh Sandhe in his research compared two &timgaproduct representing two

extreme levels of product involvement. A residantiouse which is a high involvement
product and a toothpaste which is a low involvenmotuct. Product involvement was

found out for these products based on the facteterishining involvement as propounded
by Carmen Garcia et al. Further, correlation asialywas conducted to test the
relationship between the factors determining produmlvement separately for both the
products and it was found that for residential lepubkere is a positive and significant
correlation between all the factors. However,shme was not found for toothpaste. It
was found that in case of toothpaste, the cormidtietween all the factors was low and

2 Kothari Pritam, MaindargiShivganga, (2016), A@&twn Customers Attitude towards
Online Shopping in India and its Impact: With SpécdReference to Solapur City,
IJARIIT, Vol.2(6), pp.1-10

3 James, Paul & Akbar, Saad. (2014). Consumerstudéi towards online shopping
Factors influencing employees of crazy domainshiapsonline. Journal of Management
and Marketing Research. Pp.1-11.
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insignificant. Thus, this differing mindset of bugevas observed which would be helpful
for marketers while designing their marketing stggtfor their products and services.

Carmen Garcia et al (1996nodified the model of Zaichkowsky and develope®la
item Likert-type "Consequences of Involvement’ disemaire (CIQ) to measure the
level of involvement with products. Unlike otherakes, the CIQ measured involvement
from its consequences, rather than requestingubje to directly rate his or her state of
involvement.It was applied to Spanish and Engliamges and in each sample the
involvement with two products was measured. Infalir cases the questionnaire met
psychometric standards and provided essentiallyséinee two-factor structure. The first
factor was labelled "Cognitive Dimension’ and wateired from consequences related to
the increase of information on the product. Theosdcfactor was labelled "Affective
Dimension’ and was related to the emotional aspafctsing or owning the product. The
results obtained were in agreement with the twéefatheory of involvement proposed
by Park and Mittal (1985). In addition, the Perdornavolvement Inventory
(Zaichkowsky, 1985) was adapted to the Spanishlptipo and some problems relating
to criterion validity and its dimensionality weretaed.

Judith Lynne Zaichkowsky (199%4)n her research titled “The Personal Involvement
Inventory: Reduction, Revision, and Application Advertising” modified the personal
involvement inventory (PII) and reduced the scaleeh items. The new scale was called
revised personal involvement inventory (RPII).

Banwari Mittal (1989), in his research titledA’ Theoretical Analysis of Two Recent
Measures of Involvementised a unidimensional conception of involvemertdeelop a

general model of involvement. The two scales weomciled with this model, and
subscales were identified in each which would memsavolvement as a unified
construct.

Objectives

* To study involvement levels for online shoppinglafable goods in Vadodara.

* To study attitude towards online shopping for dieagjmods in Vadodara.

* To study the overall purchasing intention towardne shopping for durable goods
in Vadodara.

* Sandhe Ashutosh, 2015, A Comparitive Study of Becothvolvement in Guijarat, India,
Journal of Management of Roraima, Brasil, Vol.5(1), pp. 124-133

>Carmen Garcia, Julio Olea, Vicente Ponsoda y DBeekt (1996), Measuring Involvement
Fromlts Consequences, Psicothema, 1996. Vol. 82Nap. 337-349

®zaichkowsky, Z.L., (1994), The Personal Involvemententory: Reduction, Revision,
and Application to Advertising, Journal of Adventig, Volume XXIIl, Number 4, pp-
59-69

"‘Banwari Mittal (1989), "A Theoretical Analysis Ofwb Recent Measures Of
Involvement”, in Advances in Consumer Research Welul6, eds. Thomas K. Srull,
Provo, UT : Association for Consumer Research, 8agf@/-702.
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Research Methodology

In order to study and identify consumer involvemént purchase of durable goods
through online shipping, the CIQ (Consequencesneblyfement Questionnaire) was
used. According to the model, involvement is aseguence of five factors as follows.

» Affective link (AL)

When product involvement is high, the product issidered to be important in the daily
life of a person and there is special interesthit fproduct. (Krugman, 1965; Park and
Mittal, 1985; Zaichkowsky, 1987).

» Search and information processing (SIP).

When product involvement is high, consumers tenctdagy out active and detailed
search of information about the product or serietore deciding on the purchasing of
that product. (Howard and Jagdish, 1969; Macgei@amnd Munson, 1992).

» Social interaction (SI).

A person tends to talk more about the product wather people when his or her
involvement in it is high. They are likely to tail other people about that product. The
same normally does not happen when product invadwens low. (Macquarrie and
Munson, 1992).

» Social Relevance (SR).

When product involvement is high, it has been fotimak consumers view the same
product as important for others also. They appértown result to other people.

* Purchase purpose (PP)

High involvement is also related to purchase psepas people prefer to buy those
products which they have high involvement with (Réand Belk, 1978; Zaichkowsky,
1985, 1986).

For the purpose of this exploratory and descriptigsearch, a sample size of 210
respondents was considered and data was colldutedgh a structured questionnaire.

The questionnaire was divided into six parts. tHyart of the questionnaire was to

identify the affective link for durable goods thghuonline shopping. The second part
collected information about the factor search arfdrmation processing. The next part
was to study the factor social relevance. Pant éduhe questionnaire gathered data on
the factor social interaction and fifth part of tpeestionnaire collected data on the factor
purchase purpose. The sixth and last part of thestgpnnaire collected demographic

information of the respondents.
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The sample of 210 was collected using conveniermepBng technique. For this
purpose the population was divided into 3 groupstton basis of occupation of the
respondents as service class, businessmen anggoofals. A sample of 70 from each
group was considered for the purpose of this rebear

The questionnaire was developed on a five poirgriilscale where 1 was ‘strongly
disagree’ and 5 was ‘strongly agree’. The datéectg#d through the tool was found to be
highly reliable which is clear from the Cronbaclpha value given below.

Sr. | Factor Cronbach Alpha
1. Affective Link 0.81
2. Search and Information Processing 0.79
3. Social Relevance 0.83
4. Social Interaction 0.77
5. Purchase Purpose 0.76
Overall 0.88

The Model

AL

SIP :|» —— > Attitude

PP Sl :|> - Involvement ——» Purchase Intention
SR

According to the proposed model, the factors ALP Sind PP will lead to attitude
formation. Attitude formation along with the sdciateraction about these online
purchases and social relevance in the society agtermine involvement levels for
durable products purchased online. The factor PEetermine purchasing intention for
the products in this research. All the five facttygether will lead to the formation of
involvement levels for purchase of durable prodoctiine.

Hypotheses
H1: There is lack of attitude towards online shogpfior durable goods in Vadodara.

H2: There is lack of significant levels of involvent towards online shopping of durable
goods in Vadodara.

H3: There is lack of significant purchasing intenttowards online shopping for durable
goods in Vadodara
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Data Analysis

Table 1: Demographic Profile of Respondents in Vadtara

Feature N %
20-30 107 50.95
31-40 57 27.14
Age 41-50 24 11.43
Above 50 22 10.48
Total 210 100.00
Male 120 57.14
Gender  remale 90 | 4286
Total 210 100.00
Under Graduate 21 10.00
Education | Graduate 46 21.90
Post Graduate 104 49.5p
Professional 39 18.57
Total 210 100.00
Service 70 33.33
Occupation | Business 70 33.33
Professional 70 33.33
Total 210 100.00
H1: There is lack of attitude towards online shoppig for durable goods in

Vadodara.
Table 2: Table Showing Attitude and Purchasing Intation of Respondents towards
Purchase of Durable Goods Online in Vadodara

Factor Mean | S.D. Chi Sig.
Affective Link 3.79 0.48| 53.78| 0.03
Search and Information Processing 4,04 0.62| 42.98| 0.00
Purch_ase Purpose (Purchase 308 054! 4867! 0.01
Intention)
Overall Attitude 3.70 0.66| 56.23| 0.00

As is clear from the above Table 2, the overaitwate purchase of durable goods online
was favourable in Vadodara. The highest mean wake found for the factor ‘search
and information processing’ (Mean = 4.04). Responsl believed that internet and
various sources on the web including online shappportals offer exhaustive
information regarding all the durable goods whishhighly convenient. The lowest
mean was found for the factor ‘purchase purpose&giM= 3.28). One of the reasons for
a relatively low mean was the fact that peopledveld that the first thing that comes to
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mind while purchasing durable goods are the lotaks. By habit, they visit the local
store offering these goods. However, the ovettitude was found to be positive (Mean
= 3.70). This meant that respondent did not miatipasing durable goods online. The
traditional shopping mechanism was found to be lsiagwing way the modern one.
Since the statistical values were found to be gighgnificant for all the data, it was
concluded that the null hypothesis was rejectedadtetnate hypothesis was accepted.

H2: There is lack of significant levels of involverant towards online shopping of
durable goods in Vadodara.

Table 3: Table Showing Product Involvement toward©nline Purchase of Durable
Goods in Vadodara

Factor Mean | S.D. Chi Sig.

Affective Link 3.79 0.48| 53.78 0.03
Search and Information Processing 404 0.62| 42.98 0.00
Purch_ase Purpose (Purchase 308 054 48.67 0.01
Intention)

Social Interaction 3.69 0.34| 56.98 0.00
Social Relevance 3.89 0.58| 4247 0.00
Overall Involvement 3.74 0.53| 47.21 0.00

From Table No.3, it can be observed that the overablvement towards purchase of
durable goods online was moderate (Mean =3.74p riiban values for all the values of
factors ranged from 3.28 to 4.04 suggesting ayfawhsistent response for all the factors.
Significant results of Chi-square tests suggedtatl the null hypothesis be rejected and
alternate hypothesis be accepted that the overatiivement for purchase of durable
goods through the online mode was found to be fialde.
H3: There is lack of significant purchasing intenton towards online shopping for
durable goods in Vadodara

Table No. 2 and 3 showed the purchasing intentidim® purchase of durable goods in

Vadodara. The results obtained and further pracgss the data revealed that there was
purchasing intention for these goods in VadodaragiM= 3.28, Chi = 48.67, p = 0.01).

Thus, the null hypothesis was rejected and alterngpothesis was accepted.

Based on the results obtained, the model presciibéus research can be presented as

follows.

AL (3.79)

SIP (4.04) —  » Attitude (3.70)

PP (3.28) S1(3.69) } — » Involvement (3.74) ——» Purchase Intention (3.28)
SR (3.89)

Table 4. Table Showing Correlation between factoréffecting Online Purchase
Intention for Durable Goods in Vadodara
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. Purchase

Factor Attitude | Involvement Intention
. Correlation 1 0.743 0.632
Attitude Sig. i (0.00) (0.00)
Involvement Cprrelation 0.743 1 0.684
Sig. (0.00) - (0.00)
Purchase Intention Cprrelation 0.632 0.684 1
Sig. (0.00) (0.00) -

(Two-tailed correlation. Sgnificance at 0.01)

Table No.4 provides a good understanding betweerfattors leading to involvement
and online purchasing for durable goods in Vadadatere is a positive correlation
between attitude and involvement (0.743, p=0.000%imilarly, involvement and
purchasing intention are positively correlated 84,6p=0.000). The results suggested
that there is positive attitude towards online ghog of durable goods in Vadodara.
This positive attitude along with social factordeelisocial interaction and social relevance
lead to high involvement. The combined effect o$ipive attitude and high involvement
resulted in significant online purchasing intentimn durable goods in Vadodara. The
values of correlation were found to be highly siigaint.

Findings

From the data collection and resulting analysitpdang were the major findings of this
research.

* The overall attitude towards online purchase ofabtile# goods in Vadodara was
favourable.

* The mean values for all the factors i.e. affectidh), cognition (SIP) and conation
(PP) were above 2.5 out of 5.

* The cognitive factor ‘search and information preteg had the highest mean value
among all the factors (Mean = 4.04) while the ciwmeafactor (PP) had the lowest
mean (Mean = 3.28).

* The results showed moderate product involvementa(Me 3.74) towards online
purchase of durable goods in Vadodara.

» Correlation analysis revealed moderate to highl¢eg&positive correlation between
the variables ‘Attitude’, ‘Involvement’ and ‘Purcéa Intention’.

Conclusion

From the data obtained in this research and asalytsicould be concluded that the
overall attitude towards online purchase of durajgeds in Vadodara is favourable and
in the future there is a scope of actual purchasagpening through this mode.

Limitations
This research was carried out keeping in mind éflewing limitations.

» The sample size was restricted to 210.
* The area under the study included only Vadodasa Bitiral areas were not covered
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* Due to constraint of time and resources, the samgpihethod adopted was non-
probablistic.
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