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ABSTRACT

E-retailing or Online Shopping is one of the mospylar trends of shopping of consumer preferenceédnent
times. It offers several obvious and potential fieneprimarily ease of anywhere and anytime shogpivhich has made
buying products and services easier and faster@leith competitive pricing. In the final step ofngpletion of shopping
when it comes to payment, e-retailing channelsroféeveral modes of making payments to consumepsytdor the
products and services they bought. The presenarelsevork is aimed to assess the most preferredenobghayment in e-
retailing by the sample population respondentss Well known that the digital revolution had HietIndian conventional
payment system as well after the Demonetizatiothes® are several banking apps, government app,ahdr private
companies payment apps, internet banking, CreditiDcard etc are available for payment includinghwthe most
convenient and convention option of payment i.eshGm Delivery. The primary research objectivehaf $tudy is to find
out the customer respondents’ opinion for the $ilecof the digital mode of payment and opinion @biihe different
mode payment especially online/ digital modes gfignt in e-retailing process. A sample size ofré8pondents of more
than 25 years was chosen for the purpose of rebeanrk. ANOVA was used for statistical analysise Tésults of the
study revealed that gender, age, occupation, aesdrire do not influence respondents’ preferencehferdigital modes of
payment, and there is significant relationship sw respondents’ age, occupation, monthly incomnajfegcation and the

preference of digital mode of payment in online ewrte/ e-retailing practices and processes.
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INTRODUCTION

The current era is embracing digital platformslirttze fields of daily routine life practices amdalks of life. In
other words it can be commented that digital tetdmorevolution has transformed the way of livirifg land performing
the daily practice works especially paying billsppping, and bank related works. Integration ofdtetd devices such as
Tablet, Smart phone etc has increased this in@mréer manifolds. The growth of Internet penetrafiod handy mobile
applications are jointly driving digital technop@nd making it more and more popular. Though tiigal propelling
stage was quite slow, but continuous, steady dpwadat and integration of common life practices witth technology,
made the people adapted and pushed for the acceptdrdigital technology. One of the most populppl&ations of

digital technology of daily commercial practicesnsll known to all is e-commerce/ e-retailing/ estmess. Four different

www.iaset.us edi@iaset.us
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dimensions participated in the development of ttmeéwork of e-commerce that is business, custoe@msumer,
government and household. Interactions betweeratbeementioned dimensions develop and promote tlbeess and
implementation of electronic commerce/ e-retailiegbusiness. Most common interactions are busites®nsumers,
business to business, business to governmengrrite government. E-Retailing is the subset of dea@erce, in which
the market lures the consumers to shop with thetheavail the services from them. In order to tethp customer the
online retailing companies offers several advargdgecustomers such as facility of getting thingbvéred at home, with
a lot of convenience of no travelling or gettingslad in the crowd, right to make own decisiontf@ product from the
wide varieties, capacity to customize the producsarvice of choice, virtual assistance to makatri@gcision about the
product or service, real and live virtual enviromintesting of the products quality, product price @uality comparison,

several modes of payment options etc.

E-retailing has come a long way from its beginnyegr in India i.e. the year 2007 and faced sewdrallenges to
reach on its current position. Pouring a lot ofestment along with innovations in product offericgmpetitive pricing,
promotion strategies, customer assistance, pradigtbmization, and ease of availability for its somer’'s E-Retailing
had become one of the choices to perform the shgpand other retailing practices. Apart from thétuwal, socio-
economic, lingual, technological barriers, for greeing strategy E-retailers in India had to fad& IFules and regulations,
which do not allow E-Retailer to have direct cohweer pricing in the marketplace model. While sting) the factors
which impede the customers for from online buyihgvas found that trust over the modes of paymdaty shipping,
wrong product delivery, repetitive e-mails, teclahiéssues and many more. For the mode of paymergnassue,
consumers were not ready for the online paymeribiogtin e-retailing because of lack of trust anlibbdity over the
channel of transactions over the net by any plastid, internet banking or other modes, so mosh@ftonsumers prefer
cash of delivery. Lack of awareness towards thegs® and functionality of online modes of paymanthe E-Retailing
practice is one of the primary reasons of not gaimeg the trust over the online payment modes amdirtuous news in
the media about the online frauds also revealedfabethat reliable IT infrastructure and the gtiit Act is still not
developed in India to preserve the rights of corensmHowever, with demonetization in the Novemhe2@®L6, a new era
of digitalization in payments/ transactions wagiateéd due to the shortage of hard cash in the 8amkd ATMs, many
consumers moved to the online mode of payments.didgital modes of payment in India are credit/ dedaird, mobile
wallet, Internet baking, banking apps, third papps etc. This research work aims to find out thesamer respondents
opinion about the modes of payment in E-Retailind the most preferred mode of online payment opt8ome of the

digital modes of payments popular and widely usgthk users in their online commerce practicesidid are as follows:
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Table 1: Digital Modes of Payment

Digital Mode of Brief Description

Payment

Banking Cards Credit Cards and Debit Cards arenib&t used digital mode of payments.

USSD Also known as *99# banking. It enables a user talsaoney up to 5000 per day from a
normal feature phone.

AEPS Aadhar Enat_>|ed Paymgnt Service —It allows the bardank transactions. Do not have
any transaction/convenience charges.

UPI Unified Payment Interface — Allows transferriofgfunds through mobile apps.

Mobile Wallets Also known as E-Wallet. Digital vars of a physical wallet.

A Plastic card has a capacity of performing a ceanount of transaction according to jts
recharging capacity.
A handheld device to read cards and perform thes#éretions. Available as Physical Po$
Phone Pos, and Virtual Pos.

Banks Pre-Paid Cards

Point of Sale

Internet Banking It allows the customer to perfairbanking activities through a website gateway.
Mobile Banking Allows customer to perform all banggiactivities through a mobile device.
Micro ATMs A device used by business correspondimtbasic banking services.

Source: http://cashlessindia.gov.in/digital_paymen methods.html

REVIEW OF LITERATURE ON E-RETAILING AND CUSTOMER OP INION FOR THE MODES OF
PAYMENT

In spite of the obstacles related to digital motraynsfer, the speed and scope of the transact®nthe most
influencing positive point to the digital transaxctj which pushes customers or users for adoptiagéw technologies of
payments such as internet banking, phone bankingTet push the uses of digital transactions amdwegcustomers,
payment apps and banks offers several benefitsasichsh-backs, discounts, reward points etc teuroars. This section
of the paper will present the studies related ¢odigital payment systems and user attitude ancepéon for the adoption

of advanced payment technologies in their e-reilonline shopping process.

Divya et.al. (2018) in their study on “Digital pagmts in India with a perspective of consumers’ didop opined
that digital payment systems and policies are tirgcthe common people of India for cashless tretisas. It was
concluded through study that digital payments imaprthe overall performance of the banking system buit on other
hand, banks should work on creating awareness acamgumers for the effective use of technology sexurity features

of the digital payment system.

Singh et. al. (2017) in their study on “Study ofriSamer Perception of Digital Payment Mode”, opirieat
except education other demographic factors sucheader, age, profession, and annual income do ffextt &onsumer
perception for the use of digital payment. The gtatbo confirmed that advancement in mobile teabgyland other

internet applications act as pushing factors fmital payment adoption.

T.S. Sujith and C.D. Julie (2017) in their resegpeper on “Opportunities and Challenges of E-PayrBgatems
in India” has discussed the advantages and diséalyes of online payment or e-payment. The stusly alentioned the
Government policies of discounts on taxes, cashk®#ur using digital mode of payment for up to 200fees and also
the discounts on other commodities such as fuel semdices such as insurance to motivate the comeitaens for
adopting online payment. Use of digital paymentgliaptions and websites also helps in keeping dxof the expenses
and payments performed by the individual. Althoutjiere are several doubts about the safety andisedfiused wisely
then the risks associated with payment and traiosesctan be lowered. There are some obstaclesrtg tiee digital mode

of payment, as it is a technology-based option |[ge@mo are not techno savvy cannot use it and ia¢sals good IT
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infrastructure. It is also risky as it's prone tatal theft through hacking. Moreover, companiesctvipirovide the services
for transferring money through the internet andranplatformscharge petty charges/ commission wihricheases the cost

of transaction for them.

Innopay (2012) in his report on “Online Payment &&[2012-Moving beyond the Web” commented that @mli
business/ E-Retailing has been acclaimed as a sfamlen door opportunities particularly in devefgpeconomies since
it helps with picking up a solid decent footing time current existing multilateral trading system.this manner, E-
commerce practices can act as a superior instranémtappreciate more from trade and exchange.example in
developing economies mobile/ online payment mode& tbeen successfully being used to encourage payopdons
which accelerate business exercises, howeverpiiesents just a single percent for online busitessactions yet it is

valuable for restricted Internet facilities in teedightest developing economies.
RESEARCH METHODOLOGY

Every common buyer of online commerce/ E-Retailimgs its own significant importance in making the
electronic selling system successful and effectBugyers’ buying capacity and tendency to acceptne technological
advancements in the entire process of their shgpgspecially in the electronic payment system laeeptrincipal drivers
of online commerce/ e-retailing growth and progressowing number the mobile applications and irg¢rgites of
shopping, digital payment modes have attracted résearchers’ concern. Given the special concentradiver the
consumers’ digital/ online payment modes adoptate rcontinues to grow and consumers’ behavior efepence for
several digital payment modes of e-retailing orirmicommerce. Therefore, the following objectiveswadertaken for

the present research paper:

To find the association between adoption of digpalyment modes in online- commerce/ e-retailing and

demographic characteristics of respondents

Locale of the Study:The study was conducted at Mumbai and Udaipur. Mainda tier 1 city of India and
Udaipur is tier 3 city but a well know place forstieation marriage and tourist destination. Sohlbe locale of the study
would give a good mix of respondents for the stpdypose especially in congruence with the knowlealige level of

awareness for the online shopping/ e-retailingdigdal payment modes.

Research Designin order to accomplish the research under the afenéioned research objectives descriptive
research was carried out. The study was carrietboexplore the association between adoptionsgifadipayment modes
in online- commerce/ e-retailing and demographirabteristics of respondents and the factors inflaghe respondents’
adoption of digital payment modes in online-comreére-retailing. To attain the established resealujectives of the
study, various demographic attributes of the redpats and factors of digital payment modes weresrtakto

consideration and associations between the vasatrdee critically examined.

Population of the Study and Sampling:To realize the research objectives in an actualneafor the present
research work while selecting the sample one caimtivas guided that respondent should have rigdtaiting/ online
shopping experience. For the purpose of the stildysample size was 104, which included 56 malgoredents and 48
female respondents selected from Mumbai and Udai8rmale respondents and 24 female respondents d@ch
geographical locale were purposively selected. Bedpnts’ selection for the data accumulation thhoting questionnaire

was based on convenience and judgment samplingooheth
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Methods of Data Collection Followed:The research was primary data based and for thést af structured
guestionnaire was distributed among the samplegoreients of Mumbai and Udaipur. The questionnaireapsulated
guestions related to the socio-economic, demogeagthtus, an opinion for online payment modes aefepence of the

respondents.

Statistical Analysis of Data:Feedback given by the respondents through theiqnesire was encoded into a
master table before actually tabulating the dathénrequired format of the software used for ferttata analysis. The

data was organized into tabular form and statibyieaalyzed through frequency distribution, ANOVAst.
Hypotheses under Observation

Hi: There is no significant relationship between resiemts’ demographic characteristics and the pretererd

digital mode of payment.

Hi. There is a significant relationship between respotel demographic characteristics and the prefereric

digital mode of payment.

H,: There is no significant difference in the opinidnrespondents’ of different demographic charactiessfor

various digital payment modes.

H.. There is a significant difference in the opinionre$pondents’ of different demographic charactessfor

various digital payment modes.
DATA ANALYSIS AND INTERPRETATION DISCUSSIONS

Analysis of the data accumulated through the dquesaire given the respondents as their feedbaoktaheir
opinion and preferences for the digital paymenttesysin online commerce/ e-retailing practice. Datalysis was
performed with the help of IBM SPSS 21.0 software.

Demographic Analysis of the RespondentsThis section will present the frequency based itistion of
demographic statistics of the respondents of theystTable 2presented below exhibits frequencyssied of demographic

characteristics:

Table 2: Frequency Distribution of Respondents

Variables Categories Frequency | Percentage
Gender Male 56 54%
Female 48 46%
Under 30 years 22 21%
Age 30 — 40 years 46 44%
40 — 50 years 27 26%
Above 50 years 9 9%
Salaried 56 54%
Occupation Business Owner 42 40%
Not Working 6 6%
Below 20,000 15 14%
Monthly Income| 20,000 — 40,000 62 60%
Above 40,000 27 26%
Below Graduate 12 12%
Qualification Graduate 42 40%
Post Graduate 38 36%
Professionally Qualified 12 12%

Source: Auttis Compilation
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From the statistics of the above table, it coulderbe that a good mix of male (54%) and female (46%
respondents had participated in the study. Withatle variable concerned 44% of the respondents @fe88-40 years of
age group, which is the most participating age grouthe study. 56 (54%) respondents fall into sdaried class of
respondents and 42 (40%) had owned their own bssse As far as monthly income variable conceri662o0) of the
respondents were having monthly income betwee®0®840,000 per month. 42 (40%) respondent wereugtadand 38
(36%) were postgraduate, so a good mix of qualifesphondents participated in the study.

Association between Mode of Payment and Demographitariables

Table 3: ANOVA Test of Means of Demographic Variabks of Respondents for their Preference of Mode of
Payment in Online Commerce/ E-Retailing

Between Groups
ithin Groups

Between Groups 0.326 1 216 .593 .373
\Within Groups 108.131 102 .364

Total 108.457 103

Between Groups 5.668 2 2.639 11.94 .000
\Within Groups 102.789 101 221

Between Groups 3.229
ithin Groups 105.128

Between Groups 3.680
ithin Groups 104.777

Source: Primary Data

The above statistics of ANOVA Test of means of dgraphic variables of respondents for their prefeecof
mode of payment in online commerce/ e-retailingeeded that for age (F = 19.847, Sig. =.000), octtapgF = 11.94,
Sig. =.000), monthly income (F = 5.778, Sig. =.0G)d qualification (F = 4.592, Sig. =.002), th#atences between the
different classes of respondents pertaining to dgaphic variable showed significant different foetmode of preference
of digital payment. But, only for the gender vatealfF =.593, Sig. =.373), the differences betwdenrhale and female

classes of respondents showed insignificant diftefie the mode of preference of digital payment.

Thus, it can conclude for the hypothesis first ttiere is a significant relationship between resienits’ age,
occupation, monthly income, qualification and theference of digital mode of payment. But, for tiender variable
hypothesis, there is no significant relationshipateen respondents’ gender and the preference éldigode of payment.
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Table 4: Computation of ANOVA for Assessing the Sigificance of the Difference in Opinion of Respondes’ of
Different Demographic Characteristics for Digital Payment Modes

Gender Age Qualification | Occupation Income

F | Sig. F Sig. F Sig. F Sig. F Sig.
Banking Cards 197 646 1102 .2p9 12.874 .074 73]4905| 1.289 .286
USSD .845| .245 909 .410 211.23 .000 2.841 .055971,8103
AEPS 139 .625 2431 .074 18,920 .000 1.578 [22341 [7.544

L
UPI 445| 508 1.824 .11y 23.714 .0p0 3.336 .p21 3 .59606
Mobile Wallets 192 .15% 1.026 .399 13.849 .000 89.2.097| 1.798 .114
7
L

Banks Prepaid Card 8.22 .003 2.471 .039 48952 |@41| .047| 1.884 .351
Point of Sale 141 626 .56 467 61.204 .000 1/4986| 2.079] .096
Internet Banking 331 .46 3.487 .006 3.262 .005844) .144| .547| .551
Mobile Banking 277 .088 1.269 .244 85.211 .000 23.1.074| .959| .441
Micro ATMs 445| 504 1.825 .124 13.880 .0p0 3.48912.| .575| .687
Source: Primary Data Compilation

The results of ANOVA of significance of differenda opinion of respondents’ of different demographic
characteristics for digital payment modes showedlahle 4 revealed that no significant differencessgerceived by male
and female respondents for all the digital modegsagiment except banks prepaid card (.003). Herxcepé banks prepaid
card as digital mode of payment we accept thewtich confirms that both male and female respatslebservesall the
digital payment modes in quite similar way. Forfeliént age group respondents no significant diffees are perceived in
the respondents’ opinion for all the digital mod#fspayment except internet banking (.006). Henceept internet
banking as digital mode of payment we accept thenHich confirms that respondents of all the agsss observeall the

digital payment modes in quite similar way.

For different qualification groups of respondersignificant differences are perceived in the resios’ opinion
for all the digital modes of payment except bank@agds (.074). Hence, for banking cards (CreditiD€ards) as the
digital mode of payment, we accept thg,hvhich confirms that respondents of different gication classes observe all
the digital payment modes in different ways. Fdfedént occupation groups of respondents, significifferences are
perceived in the respondents’ opinion for bankiagds (.005), UPI (.021), banks prepaid cards (,04@) micro ATMs
(.012). Hence, for banking cards (Credit/Debit GardJPI, Banks Prepaid Cards, and micro ATMs agtb#al mode of
payment we accept thefiwhich confirms that respondents of different quation classes observe all the digital payment
modes in different ways. For different income grorgspondents, no significant differences are peeckiin the
respondents’ opinion for all the digital modes ayment. Hence, we accept thg Which confirms that respondents of alll

the income classes observe all the digital paymerdes in a quite similar way.

So, in totality above statistics indicated thapmglents’ educational qualification plays vitaler@h making their

selection of the digital payment mode in online coence/ e-retailing.
LIMITATIONS AND SCOPE FOR FURTHER RESEARCH

The study was aimed to attain the stated objectivdyg and successfully attains them. But, during tbsearch
work, few limitations were realized such as firstie geographical scope of the study was limitethé respondents of
Mumbai and Udaipur only, the operational scope Viaged to the preference of digital mode of paymenonline
commerce/ e-retailing. However, these limitatiofferoopportunities to other researchers to workrdbe same topic by
broadening both geographical and operational scOme. more recommendation for further researclo iassess the

factors which influence respondents’ preferencedfgital mode of payment.
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CONCLUSIONS

Though the use of a digital mode of payment inr@tommerce/ e-retailing processes is very comnyothd®
buyers outside India, its penetration in the Indiaarket is still under the developmental state.e&awresearchers and
report on the online commerce/ e-retailing in Insiewed that there is huge potential in India Fa& tnline commerce
companies and organizations. But, they identiffeigayment modes as a significant impeding factothfe success of the
business. So, there are several modes of theadgalyment mechanisms are available for the consumethe Indian
market. This research work assessed the prefeihcaestomers for the digital modes of payment riagkdhat except
educational qualification all the other demograpladables such as gender, age, occupation, amdn@clo not influence
respondents’ preference for the digital modes ofnmnt. A study also revealed the significant relaghip between
respondents’ age, occupation, monthly income, fjcation and the preference of digital mode of papmin online

commerce/ e-retailing practices and processes.
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