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ABSTRACT 

In the recent times, online shopping is giving a tough competition to the traditional 

commerce trade and Industry &business. As we know that technology has reached on the 

finger tips of each and every one so due to advancement in it the world has been narrowed 

down to the global village .If we talk about Indians they are heading towards online 

purchasing everything  online be it clothes household items vehicles ,even vegetables .If we 

talk in terms of penetration of online shopping in rural and urban area it seems that urban area 

has marched ahead of rural area and it seems quite challenging to reach the rural consumers 

which rounds up  to 75% of the Indian Population.  This paper throws a light on the rural 

consumer’s behaviour towards online shopping.  For the research purpose the sampling 

method used was convenience sampling and the sample was chosen from different fields and 

age groups from rural areas of Nashik district. A sample of 120 respondents were taken in to 

consideration from the rural areas of Kalwan, Peth, Trimbak, Igatpuri, SinnarTaluka of 

Nashik District. This study point outs the various factors which encourages and discourages 

the rural consumers of Nashik District in the direction of online shopping  
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INTRODUCTION 

An agricultural area or a rural area is usually a regional place outside the towns. A 

rural region is a zone in a town or a community outside the heavily settled metropolitan 

centres. Rural areas are not historically urban areas and are typically large open areas with 

few homes and few residents in contrast to urban areas with larger populations. As mentioned 

earlier that 75% of the Indian Population resides in the rural area or villages and one more 

thing to be noticed is that India is a diverse country. These villages contribute to the nation's 

economic growth by producing food grains, vegetables, fruit, etc. The sale of these 

agricultural commodities produces capital and foreign exchange revenues.  

As of 2019 there are roughly 6, 64,369villages. 24% of all villages represent 70% of 

the rural population. We can therefore contact 70 percent of 943milllion people simply by 

hitting 1, 50,000 villages, which demonstrates this market's tremendous potential. 

We have definition of Non Urban Market given by Government of India (GOI).If the 

population density of a particular market is 400 residents per KM2 it will be categorised an 

urban Market adding more to it 7% of its residents has to be involved in such kind of 

activities which are not related to agriculture and there is a Municipal Corporation if we take 

a look at the statistics of the Indian Population which resides in Rural area it turns out to be 

roughly 75% of the total population. That’s almost 12% of the world population. If the 

maximum population of a town is 15,000 then it is considered as a rural in nature as per the 

rules and law of the Planning Commission. The Definition of Rural given by the National 

Sample Survey Organisation (NSSO) is an area having population density upto 400 KM2 , 

villages having clear surveyed boundaries but it should not have any Municipal Board 

marking and out of the total population of an area 75% of the resident must be involved in the 

agriculture and allied activities.  

Online shopping is buying of goods and services using Digital platform with help of 

Internet Services. Over the years, online shopping has become popular, mostly because it is 

convenient and simple for people to shop from their homes or working places. One of the 

most attractive aspects in online shopping is during the festive season or on the weekends is 

that it reduces the need to wait in the long queue or look from store to store for a certain item. 

Online shopping is an electronic trade that allows customers to purchase products or 

services directly through a Web browser from the seller over the internet. Consumers find an 

attractive commodity by surfing the retailer's website directly or by surfing between 
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alternative vendors using a shopping search engine, which shows the availability of the 

similar product availability and different prices offered by the retailers. Consumer can use 

different gadgets which have sophisticated technology like personal Computers, laptops and 

cell phones  

An online shop stimulates the idea of purchasing goods or services from traditional 

stores or shopping malls, called online shopping "Business to Customers" (B2C). Business to 

Business commonly referred as B2B is a process in which online shop is developed to do a 

business. A traditional online shop allows the customer to browse the product and service 

selection of companies, view photographs or pictures of the product and services and provide 

information on Specification of the commodity, specifications and prices. 

 India's trade is increasingly being influenced by the Internet and it is bound to 

broaden urban and rural consumers.  In 2010 the internet penetration among the Indian 

population was around 8 to 9 % and reached to nearly 37% in 2017, and it is projected to rise 

to 55% or greater by 2025.  With rise in usage of Internet services , India saw a revolution  in 

the online shopping industry as many Indians are shifting their preferences of buying goods, 

services, products online from  migrate online – shopping everything from clothes to 

furniture and dog food to electronic items  to petty things like needle and buttons .  

The tremendous boom in the e-commerce industry has revolutionised the way Indian 

people shop and not that but also changing the dynamics of shopping done by of the rural 

population too.The 300 million rural people who have similar aspirations as their urban 

counterparts have become a viable market to be quantify with. They caught the attention of 

major Indian e-commerce merchant’s and start-ups that are making their way to the ribbons 

by targeting rural areas.  

 
 
REVIEW OF LITERATURE 
 

M.Vidya ,P.Selvamani (2019)conducted study on, ‘Consumer Behaviour Towards 

Online Shopping’. The research paper focused on analysis of consumerbuying behaviour 

towards online shopping with respect to various facets related to products and services. A 

case study approach was used with snowball reference used for sample identification. Sample 

size of 412 and 224 were chosen from the districts of Erode and Trichy respectively. SPPS 

software was used for data analysis and simple statistical tool such as Chi Square test were 

applied. the researcher came to conclusion that the consumers or the customers who shops 

online are satisfied with the product dimensions and the variables such as educational degree, 
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knowledge of online shopping , number of times they purchase the product online and mode 

used for making payments towards the purchases . 

Mohammad Anisur Rahman, Md. Animul Islam, SujanChakravorty 

(Bangladesh)(2018) in their research paper titled ‘Consumer buying behavior towards online 

shopping: An empirical study on Dhaka city, Bangladesh’ highlighted the psychology of the 

consumer while purchasing the products online. to make the idea more clear a structured 

questionnaire was prepared and responses of 160 respondent were collected and analyzed. 

one of the main the reason why consumer shops online are that it the time which is invested 

for shopping is very minimal as compared by visiting a store and shopping. Both men and 

women have the same factors that relate to likes and dislikes. What both of them like is the 

delivery service and what they don’t is unsolicited contact. Most of the consumer use various 

shopping apps and social network websites to search and place orders for the latest clothes 

and accessories. What bothers most of the consumer is Payment system security .and talking 

about the overall shopping experience it is mixed for the consumers. The consumers in 

Bangladesh prefer cash on deliver mode over paying instantly after the purchase. The main 

sources of information for the majority of the consumers are friends and family members and 

social media websites such as Facebook and Instagram. One of the factors which buyers 

don’t like that they cannot feel and touch the products personally. The research has both 

theoretical and practical implications. 

UmairCheema, Muhammad Rizwan, Rizwan Jalal, FaizaDurrani, NawalSohail, 

(Pak)(2008) In their research paper they tried to create a model on technology acceptance to 

find out whether, are there any other factors which influences the online shopping intentions  

.The research was conducted on 150 Sample which included Professionals and Students 

studying in various universities. A regression Analysis was used for assessing the workability 

of the model. What the researcher found was the factors that motivates the consumer to shop 

online are ease of using it and enjoyment .Online shopping intentions cannot be predicted by 

the perceived usefulness and which is quite unexpected result of the study. There were some 

other reasons that attracted consumers towards Internet or online shopping and not due to the 

usefulness of Internet shopping. The findings suggest that firms need to improve their efforts 

to communicate to consumers about the benefits of online shopping if they want to increase 

their traffic.  

Dr.GagandeepNagra, Dr.RGopalBelapur, Mumbai (2013) conducted study on, ‘An 

study of Factors Affecting on Online Shopping Behaviour of Consumers’ –In their Research 
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the Researcher used both the Qualitative and Quantitative approach to analyse the effect of 

consumer demographics on online parameter such as Online Shopping Satisfaction, Future 

Buying Plan, online shopping frequency, Number of Products bought, and overall expenses 

done on Online shopping. A structured questionnaire was used as a research instrument to 

collect the data. The study revealed that online shopping is influenced by demographic 

factors such as age, sex, marital status, family size and income. The results show respondents 

had a favourable impression of online shopping. 

Online shopping in the country is on a lower level. Online shopping organizations will 

use the specific variables and factors defined through analysis. Online shopping environments 

should be priority for organizations. 

 
 
Research Methodology 
 
Statement of the problem:  

The main motive and objective behind conducting this research is to find out and 

determine the online buying behaviour of consumer residing in rural areas of Nashik District. 

The scope of the study was is limited to quantitative analysis of selected online buyers of 

rural region from Nasik district.  

 
 
Objective of the study: 

1. To ascertain the extent of awareness and usage of online shopping.  

2. To determines the various parameters which influences and which do not influences 

consumers to buy goods and Services (Product) Online  

 

Data Collection  

Primary Data:Collected from the respondents of Rural Areas of Kalwan, Peth, Trimbak, 

Igatpuri, SinnarTaluka of Nashik and Personal Interview of Retailers  

 

Secondary Data: VariousJournals, Reference Books, Magazines, Websites, Newspaper, 

Apps were referred to collect the secondary dada 

 

Research Design 
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A descriptive research design is used to find out the awareness level and buying behavioural 

pattern of the Consumers of Rural Area from selected Talukaof Nashik District  

 

SamplingTechnique: 

The research was conducted using sampling random sampling and purposive sampling 

Technique 

 

Sample size: 

The sample size taken was 120 respondents from the 5 Talukas of Nashik District namely 

Kalwan, Peth, Trimbak, Igatpuri, SinnarTaluka and data was collected from rural areas of 

selected taluka  and 24 respondents were selected from each taluka. 

 

 

Research Instrument  

Structured Questionnaire was used for the research to collect the data from rural areas of five 

talukas of Nasik District  

 
RESULT AND DISCUSSION 
 
Table No 1: Demographic characteristics of Rural Customers 

 

Gender  

Content Percentage 
Male 80 
Female 40 
Total 120 

Age 

Below 20 14 
21- 40 58 
41- 60 43 
60 above 05 
Total 120 

Education 

Non graduates  11 
Diploma  4 
Graduates 105 
Total 120 

Occupation 

Student  26 
Service  35 
Business  23 
Home maker  19 
Agriculture 17 
Total 120 

(Source: Primary Data) 

Journal of Shanghai Jiaotong University

Volume 17, Issue 3, March - 2021

ISSN: 1007-1172

Page No: 90



The Above table shows that out the total 

and 33% of them are female if we categorise them on the basis of 

conclude that it’s the Male who use the internet more for online 

Looking at the age wise distribution analysis it can clearly be seen that 48% of the 

respondents fall in the age group of 21

generation or the people who are in their youth stage are more inclined and int

online shopping compared to the old one 

stores. 

While looking at the education qualification bifurcation of respondents it is seen that 

88%of them are graduates whereas only 9% of them are non gr

holding a diploma degree. it can be clearly 

of the significant factor which 

qualification prefer online shopping as compared to

Finally the Occupation wise research reveals that out of the total respondents majority of 

respondents nearly 22% of them are students and 29% of them are employed i.e. rendering 

their service somewhere. And remaining 19%

16% of them are home maker & remaining 14% are engaged in Agriculture and its allied 

activities. What we can say its not only the people who are working or earning money can be 

a consumer of Online Shopping but 

 
1. Awareness regarding online shopping
 

 

(Source: Primary Data) 

Awareness Regarding Online shopping

Aware and Use

The Above table shows that out the total respondent’si.e120, 67% of them 

and 33% of them are female if we categorise them on the basis of gender. So

the Male who use the internet more for online buying. 

Looking at the age wise distribution analysis it can clearly be seen that 48% of the 

respondents fall in the age group of 21-40 which goes on to show that people of new 

generation or the people who are in their youth stage are more inclined and int

online shopping compared to the old one who still like to buy from the traditional kirana 

While looking at the education qualification bifurcation of respondents it is seen that 

88%of them are graduates whereas only 9% of them are non graduates and 3% of them are 

holding a diploma degree. it can be clearly observed that education qualification

of the significant factor which influences the online shopping . People with higher 

qualification prefer online shopping as compared to the people who are less educated 

Finally the Occupation wise research reveals that out of the total respondents majority of 

respondents nearly 22% of them are students and 29% of them are employed i.e. rendering 

their service somewhere. And remaining 19% of them are having their own business while 

16% of them are home maker & remaining 14% are engaged in Agriculture and its allied 

activities. What we can say its not only the people who are working or earning money can be 

a consumer of Online Shopping but students are also involved in online shopping   

Awareness regarding online shopping 

75%

22%

3%

Awareness Regarding Online shopping

Aware and Do not Use Not At all Aware

67% of them are men 

gender. So we can 

Looking at the age wise distribution analysis it can clearly be seen that 48% of the 

40 which goes on to show that people of new 

generation or the people who are in their youth stage are more inclined and interested in 

who still like to buy from the traditional kirana 

While looking at the education qualification bifurcation of respondents it is seen that 

aduates and 3% of them are 

qualification is also one 

People with higher 

the people who are less educated  

Finally the Occupation wise research reveals that out of the total respondents majority of 

respondents nearly 22% of them are students and 29% of them are employed i.e. rendering 

of them are having their own business while 

16% of them are home maker & remaining 14% are engaged in Agriculture and its allied 

activities. What we can say its not only the people who are working or earning money can be 

students are also involved in online shopping    
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From the Above Chart we can find out that nearly 75% of the total respondents are aware 

about online shopping and actually use the online platform for purchasing/buying the Goods 

and services. Whereas 23% of the respondents are aware but still they do not use online 

platform for purchasing due to some odd reasons . 2% of them are completely not aware 

about the online shopping. What we can say from the above findings is that people are now 

moving towards doing online shopping and hence giving a boost to e

and gaining more knowledge about online 

here is that media has played a significant role in making the consumers aware about the 

online shopping and it is television and the Print Media who are the major contributor 

towards making people aware. 

awareness regarding online shopping.

 
 
 
 
2. Factors that influence Rural Consumer

(Source: Primary Data) 

Above graphs depicts the factor

is the variety or number of choices of products they get to purchase 

and the time required to buy a product is also a factor which is 

discounts, various offers and deals given by various e

on various products also motivat

while shopping online consumers 

products 

Factors that Influence Rural Consumers to buy Online

Avalability of wide Range Product

From the Above Chart we can find out that nearly 75% of the total respondents are aware 

about online shopping and actually use the online platform for purchasing/buying the Goods 

Whereas 23% of the respondents are aware but still they do not use online 

platform for purchasing due to some odd reasons . 2% of them are completely not aware 

What we can say from the above findings is that people are now 

towards doing online shopping and hence giving a boost to e-Commerce

more knowledge about online shopping. The main fact to be pointed

here is that media has played a significant role in making the consumers aware about the 

and it is television and the Print Media who are the major contributor 

aware. Friends and relatives plays a crucial role in spreading the 

shopping. 

Factors that influence Rural Consumers to buy online 

the factor whichmostly influences the rural consumer to buy online 

is the variety or number of choices of products they get to purchase online. The price range 

and the time required to buy a product is also a factor which is considered. Sometimes 

discounts, various offers and deals given by various e-commerce companies to the consumer 

on various products also motivates consumer to go online for shopping. Thus we can say that 

while shopping online consumers gets the variety of Alternative options available for 

57%
20%

15%
8%

Factors that Influence Rural Consumers to buy Online

Avalability of wide Range Product Price Offers/ Deals/ Discounts Time

From the Above Chart we can find out that nearly 75% of the total respondents are aware 

about online shopping and actually use the online platform for purchasing/buying the Goods 

Whereas 23% of the respondents are aware but still they do not use online 

platform for purchasing due to some odd reasons . 2% of them are completely not aware 

What we can say from the above findings is that people are now 

Commerce business 

pointed out over 

here is that media has played a significant role in making the consumers aware about the 

and it is television and the Print Media who are the major contributor 

Friends and relatives plays a crucial role in spreading the 
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3. Factors that influence Rural Consumers NOT to buy online 

Particular Percentage Rank 

Absence of Physical Connect with Product 43 1 

Lack of trust 18 2 

Delay in Delivery 13 4 

Inferior Quality of Product 16 3 

Low Internet Connectivity Speed 3 6 

Asymmetry in Information 5 5 

Other 1 7 

(Source: Primary Data) 

 

 

 

From the abovegraph what we can infer is Absence of Physical Connect with the 

product acts as the most discouraging factor which refrains the consumer to for buying the 

products online whereas lack of trust and consumers doubting the quality of the product also 

holds them back to shop online. Whereas Delivery issues and hindrances in smooth internet 
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connectivity are factors which do not allow the respondents to buy products from any of the 

E-Commerce website. 

Findings: 

From the Research we have found out that  

 Wide range of the projects that are been offered to the consumers is crucial factor which 

motivates respondents to go for online shopping.  

 The various offers ,deals and discounts given by the companies such as Amazon, Flipkart, 

Myntra, Ajio, Nykaa, First cry ,e-bay  to mention a few  is an Add on for the consumers 

to purchase the products.  

 Price at which products are being offered also serves as an influencing factors for few 

respondents to log on various e-commerce  websites and enjoy online shopping  

 Absence of Physical touch & feel of products works as an demotivating factor for 

respondents not to buy the products online and instead buy it from a local vendor or 

kiranstore. 

 People due have fear while doing transactions online due to the number of frauds that are 

coming up while using digital platform which induces lack of faith and hence works in a 

negative way if we talk about online shopping. 

 Sometimes it happens that the Product shown online or product purchased online is 

different from the product which is actually delivered so that is also a reason respondents 

do not favour online shopping  

 

Conclusion 
As we are moving towards Digitalization be it any sector Banking, IT, Finance, 

Manufacturing the use of more and more Digital Platform has increased. Looking at the E-

Commerce Industry the way it is expanding quarter by quarter it is phenomenal.  More of the 

Consumer are preferring to buy the products online be it a small thing even such as a needle. 

It is not only the Urban or Tech savvy population which is inclined to purchase the products 

from various E-Commerce website but the rural population is also marching forward to buy 

products online. Though if we look at the number of users from Urban areas using digital 

platform for shopping are more than the rural population but the point which is been noticed 

is that rural population are also moving towards online shopping and giving good response 

and are replacing the traditional purchasing methods.  But what one concern which these 

rural people have while doing the online shopping is trust and quality of products. Young 
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people and students are helping and teaching their parents how to capitalise the technology 

and removing fear from minds of older generation of being getting fooled and trapped. What 

we can say is that in coming years almost a huge number of population which converge 

towards online shopping be it rural or urban. 

 
Suggestion and Recommendation 

Tapping the rural population and motivating them to use online platform for buying 

the products is what the E-Commerce companies must look for and should use the 

sophisticated means of communication .Most of the time the delay in delivery happens due to 

the lack of infrastructure facilities such as bad roadways or no railway transportationfacilities. 

so Government should take Initiatives to improve the infrastructure facilities .Since 

Education Facilities are not up to the marks in rural area as compared to the urban area so 

Rural consumers must educated on various aspects such as how to use the product, consumer 

protection act and safety in using digital platform .The distribution system should be efficient 

it means products should reach the ultimate Consumer in the quickest time possible at 

minimum cost. 
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