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ABSTRACT

The purpose of this study is to investigate theafbf consumers’ financial risk and benefits ofirm shopping.
It is a form of electronic commerce. Using an In&trweb browser the consumers can directly buy g@odervices from
a seller.It is very interesting to know the process of nelishopping. If the shopper decides to purchaseodupt,
he can send it into the online cart, by clicking tisend” buttonA consumer prefers to be in his comfort zone while
making a purchase of product, through online shappiebsites. Online shopping in its early stages awsimple medium
for shopping with fewer options. The users can jiate an order and pay, cash on delivery. Buhérlast few years, this
field has been renovated to a high extent and hdaseinated many customers. Few of the OnlineCemmerce Portals
is, Mydala, Deals and You, Amazon.comkinancial risk means, loss of money. Especiallyeiims of online shopping,
loss of money incurred, is due to poor productesvise choice, or bad purchase or fraud. Finangsélis the perceived
financial concern, resulting from a shopping atyi¥Dr. Rajesh wary G and Ms. Samira Sayed). Fiistenefitsare the
advantages or profits, gained by the consumer im@rshopping. There are many cheap deals andrbatiees, on
products available online. The reason is, therroisnvolvement of the middleman. Product comesatlyefrom the
manufacturer. According Bo Dai Forsythe (2015)jn his study about “The impact of online shopp@xgerience on risk
perceptions and online purchase intentions: doedyat category matter,” said that, Risk perceptioane of the critical
variables, in the study of online shoppifigng chi Liu et al. (2013), studied"Perceived benefits, perceived risk, and
trust: Influences on consumers investigate how perceived benefits, perceivesk,riand trust influence Chinese
consumers' online group, buying organized by imtihal initiators. The research objective of tmegent study includes,
exploration and description. The data collectedtfar study include, primary and secondary datas Tésearch has an
applied questionnaire as the research instrumentcdllecting the data. The study is descriptivenature, with the
sampling method, of simple random sampling. Re$eanalysis concludes that, there are equal berafisisks involved
in online shopping. Even customers do online shagipmotivational aspects are missing due to unicgytaOnline
shoppers need to look out for fake online shopgpgs, that make lofty promises of several greatsd&martphone
owners need to be even more cautious, since tegices are highly vulnerable through multiple chelanOne need®
regularly monitor the financial statement. Ask pdically, for a copy of your credit report. Maimagareful records of

your banking and financial accounts.
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INTRODUCTION

Definition of Online Shopping: It is a form of etegnic commerce. Using an Internet web browserctresumers
can directly buy goods or services from a sellbisTprocess is also called as the B2C online singpfihe first World
Wide Web server was created by Tim Berners-Lee9801 It was used for commercial purpose from 198Wvayds.
In 1991, online shopping took place. Pizza Huttsthiits online, pizza shop. A German company callgdrs hop
introduced its first online shopping system. Thaelain 1995, Amazon launched its online shoppiitg and 1996,
e BAY emergedAdvantage of online store is easy navigation amaveing for purchases. The facilities available mtiree

shopping are Product Catalog, Information abouptioelucts, the sellers and service centre.

It is very interesting to know, the process of palishopping. If the shopper decides to purchaseodupt,
he can send it into the online cart by clickingrid&button. Similarly, you can add more productgha cart if required.
Therefore the shopping cart collects all the préglyou have purchased. Now you can make the paythenigh Credit
Card or other financial arrangement. Online compaio a thorough check up and dispatch the pradugbur address

specified for delivery.

In this century, online shopping has become vemupar because maximum of the people find it a comerd
shopping method to save their timaformation technology and communication technoldgve rapidly improved.
Information flows from one source to the other.ohnfiation technology has gradually picked up in sacWay that it
delivers the message in nano seconds through éttéailities. In fact it connects the world thréug/AN. It has become
a necessity in this revolutionary era. Nowadays ater and the Internet were indispensable toolsotordaily life in
conjunction with the rapid development of knowledged technology. Most of the users or individuadpaehd on the
internet for any type of information. Because of tjrowth of this new technology ‘Internet’ indivials have started
exploring and finding everything they want to uksis tmedium and it becomes a part of our socialdifd business life as

well.

A consumer prefers to be in his comfort zone whilgking a purchase of product through online. Suegsdl.,
(2011) expressed his view about online shoppingingtahat India is becoming very popular online ghiag now.
Comscore report, (2013) reported that India is ssigely using the Internet and has become the vgo8r largest
Internet based country. Males and Females in tlieegagup of 35- 44 are the mighty users of the heter73.8 million
Indians browsed the web from home or from theirkptace. BCG report, (2012) reported a statisticolhilaims that are

three billion internet users globally, which is alsh half the world’s population.

Other statistics reveal that Indian shopping comityuis around 28 million and the Indian online shom
market is worth about 71 billion dollars. A studg@confirms that Indian online shoppers spendraddiiper cent of their
personal income in online shopping. Online shopitijude refers to consumers’ psychological stateerms of making
purchases on the Internet. There have been, irhdgptlies of online shopping attitudes and behawviaecent years.

Most of the studies have tried to identify factmffuencing or contributing to online shopping attles and behaviour.

According to DNA analysis, a survey was conducte@013, over 3,500 traders and organized retaitelhi,
Mumbai, Chennai, Bangalore, Ahmadabad and Kolkateewnterviewed for the survey. Mumbai was rankest in online
shopping followed by Delhi and Kolkata as thosénlivin metros are attracted by factors like homkveery which saves

time as well as 24*7 shopping.
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In the early period of Online Shopping, very fewiops were there. At that time, it was not possibl@lace an
order online and make payment at the time of defivBut now it has been completely reversed. Custsnare highly
fascinated with options available on online shogpifoday online shopping websites are highly ativac Reason behind
is their user friendly interface. Also, it has aifdy to make easy payment options. Consumers araier as much as
quantities without any constraint and can expettebejuality. Customers have a choice to prefeirdesize, shape and

the price of the product or service.
Online E - Commerce Portals

Mydala: Mydala is a startup germinated in Delhi. They haudtiple businesses — restaurants, spas, recreation
fashion, home and baby, etc. Now they are alsbérbusinesses of mobile phones and jewellers. Bhsigally focus on

group buying. Customers are benefited with higkalists.

Deals and You:Headquarters of Deals and You is in Gurgaon. Iniia’s 2 largest deal site, among India’
s top ten e-commerce sites. Deals and You havédlabocative venture with Group Buying Global AG. &' advantage of
shopping here, is huge discounts. When you shap eal and You, customers receive promo code wbéchbe later
redeemed at the time of actual buying. Before ympsit is compulsory to create their profile. Tlighe gateway for the

relationship management to start building relatigmsvith their customers.

Amazon. Com: It was founded in July 5, 1994 by Jeff Beztiss an American electronic and cloud computing
company. It started as an online book store. Latter diversified to sell
DVDs, CDs, video downloads/streaming, MP3 down$dstleaming, audiobook downloads/streaming, soéiyaddeo
games, electronics, apparel, furniture, food, toyand jewelry. The company also produces consumer
electronics—notably, Kindle e-readers, Fire tablEise TV, and Echo. Amazon operates in differentindries — United
States, United Kingdom, Germany, France, Italyjdni¥exico, Japan and Australia. All these cousthave separate web

sites.
Financial Risks and Benefits of Online Shopping

Financial riskmeans loss of money. Especially in terms of ordinepping, loss of money incurred, is due to poor
product, or service choice, or bad purchase, ardfr&inancial risk is the perceived financial canggesulting from a
shopping activity (Dr. Rajesh wary G and Ms. Sanfiayed). Consumers after facing loss due to fraedceives
Financial Risk when buying a product online (Jacébiaplan, 1972; Peter & Ryan, 1976; Stone & Gramyal993;
Almousa, 2011). Credit card fraud is a primary ficial concern among many online consumers. Catetira (2005)
found that, online consumers are reporting incréasencerns, regarding financial loss in online seations. Also,
consumers suffer from the monetary loss if prodpetchased online, fail to perform as expectedhddgh one of the
common advantages of shopping online is competgiiige, many consumers are reluctant to purchasgupts from the

online shopping, due to other costs, such as sigpgmnd handling.

Financial Benefitsaare, the advantages or profits gained by the coasumonline shopping. There are many
cheap deals and better prices, on products avaitatdine. The reason is, there is no involvememniafdleman. Product
comes directly from the manufacturer. Discount @amgpand rebates are provided by many online shpgers can
research and compare the products and their pidase. Then we can share information and revievts ether shoppers.

On the other hand, when we opt for conventionalppirg, we spend more than what we have plannedeideup
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spending on eatables, transportation and also ugemething which was not required or not necesgaugtomers can
also buy old and unused things, at very less piceugh online shopping. Also if any customer wascinated by

antiques, online portals are the best platform.
REVIEW OF LITERATURE

According toBo Dai Forsythe (2015),n his study about “The impact of online shopp#gerience on risk
perceptions and online purchase intentions: doegduat category matter,” said that risk perceptisrgne of the critical
variables in the study of online shopping. Also,deacluded that if one does more online shoppiisd, involved with
producing, finance and privacy can be reduced. @rke reasons for such risk is that, customersiaable to physically

examine the quality of the product. (Alreck andtiBe2002; Garbarino and Strahilevitz 2004),

Tingchi Liu Et Al. (2013) studiedperceived benefits, perceived risk, and trust: @imgd.iu has collected 578
samples, through an online survey. Research modsl t@sted using multiple regressions. The resudtvetl three
perceived benefits ‘i.e.’, price benefits, convewie, benefits and recreational benefits, and thnest factors ‘i.e.’,
reputation of the website, structural assurance aedsite trustworthiness. These benefits and tfiastors influence
customer’s attitude online shopping. The conclusibrthe study is the perceived benefits and trastdirs influence

customer’s attitude to go for online shopping.

Navpreet Singh Sidhu (2013)did a study on “Awareness and Perception of ressdeh Ludhiana (Punjab),
towards Online Shopping. He has mentioned aboustihset of web based ad placements, which is alswik as Web
Advertising. The advantage of web advertising istribution of the information across the world atlow cost.
This benefits the online vendor. At the same ticgstomers also come across numerous ads aboutdtacp which
straight away strikes the customer's awareness. IBegception changes and thus customers are redita buy the

product.

According toEmad Y. Masoud (2013),n his study on “The Effect of Perceived Risk onli@& Shopping in
Jordan”, said that, despite the significant growatid optimistic outlook for the future growth of o shopping, the
negative aspects are also becoming more frequasfigciated, with this alternative shopping metfdtre is a risk of

losing credit card details and disclosing persamfarmation(Pallab, 1996).

Waleed et al. (20104id a study orf Factors Influencing the Adoption and Usage of QniB8ervices in Saudi
Arabia”. He said that, advancement in technology ecome a threat to organizations, in variousnessies and services.
Therefore, many businesses are embracing intarretler to remain competent in the market. Manysuaee reluctant to
share their personal details, which lead to unlélpdlutions from the company. A study was donagleon Diffusion of
Theory (DOI). A questionnaire was distributed tdlGarticipants. The conclusion of this study west,tthe customers

were worried about privacy and compatibility. Theality of internet was also, one of the major conse
RESEARCH METHODOLOGY

The research objective of the present study indwgeloration and description. Every research hessaarch
problem. There are some methods and procedurexliect data and analyze it. This whole procesbased on, the
variables specified. This is basically a framewtwrkind answers to research questions. The datactetl for the study

include, primary and secondary data. This reselhashan applied questionnaire, as the researchiinstit for collecting
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the data. The internal consistency of the questivarwas tested by, one of the most commonly uskability coefficient

that is, the Cronbach's Alpha coefficient. It issé on the average correlation of items, withirst,tif the items are
standardized to a standard deviation of 1, or @awerage, covariance among items on a scalegiftéims are not
standardized. The calculated overall reliabilitefficient has exceeded 0.8 and appears to be tendjshigh across the

entire variables.
Sampling and Sampling Selection

The study is descriptive in nature, with the sangplmethod of simple random sampling. The researbher
considered the same and identified, 784 responderttee study, with a confidence level of 95 petcand confidence
interval of 3.5 percent. On an average, 850 quesdimes were distributed and 810 were received. rEngaining 40
guestionnaires were biased and unanswered. The Qani® table and formula were used, to consolidiage sample

selection from a population.
Tools for Data Analysis

Data presentation involves entering the data, édhgdke data for accuracy, and developing a datgabasacture
that integrates the various measures. Hence, thectsn data were fed into the Statistical Packdge Social Sciences
(SPSS), version 20, and Analysing Momentum of $tines (AMOS) version 18, popularly used statistsaftware, for

social research analysis. The following statistioals were used for analysis namely:

ANALYSIS AND FINDINGS

This part measures thgerceived benefits (finance). The variables usedhfeasuring are maximizing / predict
opportunity, customer insight and business growpbténtial. This variable is measured using thadded measurement
scale (Five-point scale of Likert) ranging from “5"strongly agree, “4” = agree, “3” = moderate, “2tlisagree and “1” =

strongly disagree

Table 1: Mean Scores and Standard Deviation for Ovall Perceived Risk and Benefits (Finance)

Measuring Variable Mean Sd

Price Sensitivity 3.35 0.578
Lack of Trust 3.11 0.723
Degree of Uncertainty 3.14 0.681
Mean Score of Perceived Benefits (Finance) 3.20 0.504
Maximizing / Predict Opportunity 3.78 0.56p
Customer Insight 3.93 0.668
Business Growth / Potential 3.75 0.578
Mean Score of Perceived Benefits (Finance) 3.82 0.488

The respondents agree with the variable “price igeitg’ with a mean value of 3.35 and with a stand
deviation of 0.578. Similarly the respondents agvéh the variable “degree of uncertainty” with @am value of 3.14 and
with a standard deviation of 0.681. And finally tlespondents agree with the variable “lack of truéth a mean value of
3.11 and with a standard deviation of 0.7Z8e respondents agree towards the dimension “oveldaperceived risk
(finance)” with a mean value of 3.20 and with a stadard deviation of 0.504.The respondents agree with the variable
“customer insight” with a mean value of 3.93 anthvd standard deviation of 0.668. Similarly thepmglents agree with
the variable “maximizing / predict opportunity” \wita mean value of 3.78 and with a standard dewiadib0.562.

And finally the respondents agree with the varidiblesiness growth / potential” with a mean value3of5 and with a
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standard deviation of 0.578he respondents agree towards the dimension “ovelgberceived benefits (finance)” with
a mean value of 3.82 and with a standard deviatioof 0.488.

Hgo: There is no significant relationship between theables of perceived risk (financially) and peveel benefit

(financially)

Table 2: Correlation between the Variables of Perdeed Risk (Finance) and Perceived Benefit (Finance)

Variables Meetin_g Cu_stomgr Signe_lture Perceived Benefit
Expectations | Satisfaction | Experience (Products)

PC -.127 -.125 -.056 -.127

Delivery Sig. .000* .000* .109 .000*
N 810 810 810 810
PC -.124 129 .093 .048

Trust Sig. .000* .000* .008 175
N 810 810 810 810
PC -.228 -.018 -.248 -.189

Service Protocol Sig. .000* .601 .000* .000*
N 810 810 810 810
PC -.187 .000* -.083 -.103

Perceived Risk (Products) Sig. .000* .990 .018 .003
N 810 810 810 810

*. Correlation is significant at the 0.01 level (Ztailed).

*. Correlation is significant at the 0.05 level (Ztailed).

PC — Pearson Correlation Value

N — Number of Respondents

Positive Correlation

The variable maximizing / predict opportunity hassitive correlation with price sensitivity (0.326);
lack of trust (0.386); degree of uncertainty (0.2&8d perceived risk (finance) (0.425). Similarhe tvariable customer
insight has positive correlation with price sendyi (0.181); lack of trust (0.279); degree of uraty (0.275) and
perceived risk (finance) (0.326).

Similarly the variable business growth / potenttedve positive correlation with lack of trust (0.212
degree of uncertainty (0.193) and perceived rigkafce) (0.203). And finally the variable perceiveghefits (finance)
have positive correlation with price sensitivityZR3); lack of trust (0.359); degree of uncertaif@B01) and perceived
risk (finance) (0.392).

No Correlation
The variable business growth / potential have moetation with price sensitivity.
CONCLUSIONS

Research analysis concludes that, there are equafits and risks involved in online shopping. Eeestomers

do online shopping; motivational aspects are mgsdine to uncertainty.
RECOMMENDATIONS

Online shoppers need to look out for fake onlinepging apps, that make lofty promises of severahgdeals.

Smartphone owners need to be even more cautiows #ieir devices are highly vulnerable throughtiplel channels.
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Be sceptical of reviews that lack detail, or are pmsitive. If the price of a product is too goadbe true, it probably is.

Research the third party seller or website. Doa'araid to ask lots of questions. Finally, trustiygut. Customers should

never give personal details to anyone, without i@@son, no matter where you are. On a regular,basisomers should

check their a/c details. Keep a track of all creelitords of your transactions, provided by yourkban
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