
 

1066 | P a g e  

GEN-Y ATTITUDE:E-SHOPPING IN THE DIGITAL 

AGE 

Aruna Kothandaram 

Professor, Dept. of Management, Innovative Business School, Bangalore, Karnataka, (India) 

 

ABSTRACT 

Online shopping is a growing phenomenon globally (Brown, Cajee, Davies & Strobel, 2003; Kau, Tang & 

Ghose, 2003), and has shown an upward trend of consumers who are shopping online (Kau et al., 2003).  

Generation Y is an important consumer group that will be a large determinant in the success of online retailers 

in the future. People of this generation are more technologically savvy and have been more comfortable using 

the Internet for a variety of purposes, including online shopping. Over the past two decades, Generation Y 

consumers have become an important marketing segment in the global marketplace (Noble, Haytko & Phillips 

2009). This can be attributed to the fact that individuals in this age group are in the marketplace in great 

numbers and have purchasing power that surpasses that of any other group of consumers (Morton 2002). In this 

research, survey of extant related studies was conducted and their findings were synthesized into a reference 

model called TAM (Technology Acceptance Model) to explain Gen-Y attitude towards online shopping. Sample 

size was taken as 32 and both Probability sampling and Non-probability sampling techniques were used. The 

questionnaires were distributed to Gen-y consumers who were Internet-users. All the questions were designed to 

be close-ended for easy analysis of the feedback and the “Likert-type scale” was used to ascertain the level of 

agreement or disagreement with regard to online shopping preference. The literature survey reveals that a 

myriad of factors have been examined in the context of online shopping and mixed results on those factors have 

been reported. Therefore, the research was conducted to study the millennial attitudes towards online shopping 

and specifically studying the factors influencing the attitude of Gen-Y to shop online. 
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I. INTRODUCTION 

 

In the era of globalization, electronic marketing is a great revolution. Over the last decade, maximum business 

organizations are running with technological change. Online shopping or marketing is the use of technology 

(i.e., computer) for better marketing performance. In Liao and Cheung (2000) words:”Fraud-free electronic 

shopping” was introduced by UK in the early 1995. Since the emergence of the World Wide Web in the early 

1990s, the internet has grown at a rapid pace.  The websites of online shopping are possessed of the detailed 

information of products and services, and customer could easily search product usage and service information 

on the internet. Generation Y will likely to play a significant role in their marketing and advertising in the twenty first century 

(Cui,Tren,Sullivan,Matiru et al, 2003:311). Nowadays, Internet is not only a networking media, but is also used as a 

means of transaction for consumers at global market. In the era of globalization, electronic marketing is a great 

revolution. Over the last decade, maximum business organizations are running with technological change. 
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Online shopping or marketing is the use of technology (i.e., computer) for better marketing performance. In 

Liao and Cheung (2000) words:”Fraud-free electronic shopping” was introduced by UK in the early 1995.  

Generation Y refers to the demographic cohort which follow Generation X. However, there is no universally 

accepted definition of the age range of generation Y. Generation Y refers to people who were born in 1978 to 

2000.This definition was adopted in this study. They are the children of “Baby Boomers” or “Generation X”. 

This generation has been watched closely by sociologists and historians for different behaviors and attitudes 

from those of other generations (Jayson, 2006).  

As for Generation Y, they are regarded as shopaholics and fashion addicts, and “the number one choice for 

disposing of their wealth is fashion” (Yurchisin & Johnson, 2010). "They have a lot more disposable income 

than previous generations" and “they tend to buy” (Novellino, 2000) products through e-shopping. Also, 

members of Generation Y are tech savvy(Aquino, 2012).They are fast-learners of new technology, great risk- 

takers, and like to try new things (Peck,2009).In addition, they feel comfortable to shop online (Liang, 2009). 

Therefore members of Generation Y are potential consumers who have high purchasing power for e-shopping 

through e- websites. Consumers’ attitude towards online shopping is known as the main factor that affects 

online shopping behavior (Michael, 1998). Generation Y is regarded as an emerging, wealthy market of potential customers that 

exert a different pattern of consumer attitude than other generation (Wolburg,  Pokrywczynshi, 2001:40). Since the late 1990s, 

online shopping has taken off as an increasing number of millennial consumers purchase diversified products on 

the Internet. 

 

II. LITERATURE REVIEW 

 

This chapter reviews the literature related to this study namely Gen-Y attitude towards on-line shopping. 

Davis(1986) suggested that attitude of using the information system is determined by perceived usefulness and 

perceived ease of use(both of them are users’ beliefs toward the system). Perceived usefulness refers to "the 

degree to which an individual believes that using a particular system would enhance his or her job performance" 

while perceived ease of use refers to "the degree to which an individual believes that using a particular system 

would be free of physical and mental effort"(Shin, 2007). Both perceived usefulness and perceived ease of use 

are directly influenced by design features which affect the attitude and behavior of Gen-Y indirectly. 

According to Pavlou (2003), online purchase intention is defined as a situation where a consumer is willing and 

intends to make online transactions. Online purchase intentions are explained in part by the TAM (Davis 1989). 

The TAM model (Figure 1) constitutes of two belief factors namely: perceived usefulness and perceived ease of 

use, which are predictors of user attitude towards using technology. In turn, the latter influences behavioral 

intentions. Perceived ease of use also influences perceived usefulness of technology. Generation Y will likely play a 

significant role in their marketing and advertising in the twenty first century (Cui,Tren,Sullivan,Matiru et al, 2003:311) 

Generation Y college students are an important consumer group who have unique purchasing behavior 

(Arnaudovska et al., 2010), and they generally have positive attitudes toward shopping online (Cole, 2011; Xu 

and Paulins, 2005). College students buy online, more so than the general population, and frequently spend 

money on clothing, computer software, books, event tickets, music, flowers, airline tickets, and hotels (Comegys 

and Brennan, 2003). 
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Lester, Forman, and Loyd (2006) found that 91% of the college-age market completed online purchases, with 

close to a quarter of the buyers spending over $500 per year for banking service, concert tickets, apparel and 

entertainment products. According to American Demographics (2001), the number of potential customers in 

GenerationY (Gen Y) is about 71 million, out of whom college students alone have a purchasing power of 

approximately $105 billion (Rajamma and Neeley, 2005). 

In general, a larger percentage of online purchasers have a college education (Pew, 2008). This is primarily 

because college students rely heavily on the web for both general and academic information (Metzger et al., 

2003; Mitra et al., 2005).Yet gender differences have still been observed among college students regarding their 

reasons for Internet use. While college students have strongly embraced the Web as a shopping tool, they are 

more apt to purchase some types of products on the Web than others—favoring services over tangible goods 

(Lester et al., 2006).  

Technology Acceptance Model was developed by Davis (1986). It is developed based on the Theory of 

Reasoned Action. It suggested a causal relationship of “attitude-intention-behavior” to explain and foresee 

information system acceptance (Davis,1986). 

 

III. STATEMENT OF PROBLEM 

 

Online shopping is a new technology breakthrough. Generation-Y has become one of the most important market 

segments for two reasons; first, this group has money and shopping interests. Second, this is the segment of the 

population that has the potential of earning a greater income than other segments of the population. Attitude 

directly influence decision making and the group with more positive attitude should be the target market. 

So, to understand the driving forces toward online shopping and their relationship with attitude, it is important to 

recognize how students make their online purchase. Despite of high potential of online shopping, there is still lot 

of apprehensions and lack of understanding towards various factors regarding the impact of e-shopping. A 

detailed study is made for in-depth understanding of consumers’ attitudes towards Internet shopping.  

 

IV. OBJECTIVES  

 

The research aims to investigate the factors affecting Generation Y attitude towards purchasing products 

through websites like Flipkart, Amazon, Jabong, Naaptol and Snapdeal.  

 To examine Gen-Y attitude towards quality of services offered by E-Shopping sites. 

 To determine Gen-Y attitude towards efficiency gains derived through E-shopping. 

 To assess web-site layout of appearance as an influential factor for E-shopping.  

 To identify the problems and hindrances associated with online shopping 

 

V. RESEARCH METHODOLOGY 

 

Operational Definitions: 

This section reviews the previous studies done in the area of online shopping following Gen-Y consumers’ 

attitude towards E- shopping.  

 

GEN-Y –HISTORY 
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Baby Boomers: The "boomers" are those born in the decade following the end of World War II (aged roughly 

47-65). They are considered a generation who have "had it all", cosseted by parents who experienced the Great 

Depression and raised in the prosperous post-war era. 

Generation X: Those born roughly between 1963-1980 (now aged early-30s to mid-40s.) Gen-Xers are often 

labelled the "slacker" generation, uncommitted and unfocused.  

Generation Y: Those born between 1981 and 1994. Common put-downs include lazy, debt-ridden and 

programmed for instant gratification. They are portrayed as demanding and unrealistic in their career 

aspirations. Now we can add "internet-addicted" and "lonely" to the list. 

Generation Z: Those born 1995-2009, they are the first generation never to have experienced the pre-internet 

world. Accordingly, they are already technology-focused - The iPad generation? 

Generation Alpha: We are onto the Greek alphabet now. This generation begins with those born in 2010. It has 

been predicted they will be the most formally educated generation in history, beginning school earlier and 

studying longer. The children of older, wealthier parents with fewer siblings, they are already being labeled 

materialistic. 

Online shopping: 

Online shopping is basically a process of selling and buying of goods and services on World  Wide Web. As 

(Forsythe and Shi, 2003) explains” Since the late 1990s, online shopping has taken off as an increasing number 

of consumers purchase diversified products on the Internet. 

 Gen-Y Attitude 

 Attitudes are generally considered an individual’s inclination to respond to specific situations (Chowdhury, 

Parvin, Weitenberner, & Becker, 2006). Attitudes are individuals’ dispositions toward specific objects or ideas, 

including positive or negative reactions to commercial messages (Chakrabarty & Yelkur, 2005). Gen Y is the 

first generation to never have experienced a world without advanced electronic technologies (Herbison & 

Boseman, 2009), having always lived with the Internet. Gen Y consumers are a cohort born between 1978 and 

2000 (Dulin, 2005) and also are identified as Millennials Generation.  Gen Y is widely called the BRAVO 

generation (Ye, Jin, Cho, & Jung, 2009. 

Perceived Ease of Use (PEOU)  

Perceived Ease of Use (PEOU) is the “degree to which a person believes that using a particular system would be 

free from effort”. The main purpose of the TAM (Technology Acceptance Model) is to explain how a user 

accepts a specific technology. 

Web usability can be defined as making the design simple enough so that Gen-y who by nature tend to be goal-

driven, can accomplish their task as quickly and painlessly as possible (www.webcredible. com). Online 

shopping is based on the Internet and the website is the basic platform of online transaction. Therefore, website 

usability has a significant impact on online consumers’ perceptions and e-shop success. Numerous previous 

researchers have summarized several factors as a benchmark to measure the usability of websites, such as ease 

of use, response time, navigation, interaction, design, convenience, learnability, efficiency, and accessibility. 

 

 

VI. RESEARCH MODEL  
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The research model shown in Figure 1 is done in the area of Gen-Y attitude towards online shopping which 

depicts the factors influencing attitude of the Millennials towards e-shopping. It is based on Technology 

Acceptance Model which was developed by Davis (1986), Bagozzi & Warshaw 1992), is an information 

system theory to study the users’ acceptance towards on-line shopping. This model is constructed by the writer 

on the basis of research done in the area of millennial attitude towards online shopping.     

 

Figure-1- A Schematic diagram of research model 

The above model shows a relationship between dependent variable (DV) and independent variables (IDV). 

Consumers’ attitude towards online shopping is considered as dependent variable whereas Quality of services, 

Efficiency gains, Websites-Design & Problems encountered are considered as independent variables that 

influence the consumers to shop online. The research model developed will serve as a basis for this research and 

it will help in analyzing and interpreting the empirical results. 

 

VII. RESEARCH DESIGN 

 

In this research, Descriptive research as well as Exploratory research designs were used to find out what are the 

factors that influence consumers to shop online. In general, two types of research methods are being used 

quantitative and qualitative methods. 

 

7.1 Sources of Data 

The data was collected through two different methods; Primary method and Secondary method. Primary data 

was collected through questionnaire method and the Secondary data was collected through Epsco, J-gate and 

other Internet sources.  

 

7.2 Sampling 

Both Probability sampling and Non-probability sampling techniques were employed for the current research. In 

Probability sample technique, there is a nonzero equal chance is given for each population element to be 

selected whereas in Non-probability sampling technique, equal chance is not given to each element to be 
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selected. Simple random sampling, Stratified random sampling and Sample survey Technique were adopted for 

this research. 

 

7.3 Sample Unit 

Generation-Y consumers, most of them are college going students. 

 

7.4 Sample size 

The questionnaire was administered for a group of 32 respondents belonging to Gen-Y.  

 

7.5 Tools of Analysis 

 Cronbach Alpha test/Reliability test was adopted to validate the questionnaire.  

 One way Anova was employed for Hypothetical analysis. 

 Demographic data was analyzed using Descriptive Statistics and Frequency Distribution Tables. Data was 

interpreted using Mean Plots.  

 

7.6 Hypotheses 

H1:  

H0: Customer service is not a significant determinant for E-Shopping. 

H1: Customer service is a significant determinant for E-Shopping. 

H2:   

H0: Professionalism in service delivery is not considered as a main criterion by online shoppers. 

H1: Professionalism in service delivery is considered as a main criterion by online  shoppers. 

H3: 

H0: Problems encountered during online shopping do not discourage Gen-Y from e-    shopping. 

H1: Problems encountered during online shopping discourages Gen-Y from e-shopping. 

   Figure and Table: 1 Opinion towards Customer Care Services 

ANOVA  

Opinion towards E-Shopping 

 Sum of 

Squares  

df Mean Square F Sig. 
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Between Groups 15.045 4 3.761 4.130 .009 

 25.500 28 .911   

 40.545 32    

7.6.1 Analysis 

Hypothesis-1 was tested using One-way Anova and the results are tabulated in Table-1 and interpreted with the 

help of Mean-Plot in Figure-1. 

From the table, it can be observed that F-statistic at degree of freedom 4 & 28 is 4.130. This is found to be 

greater than sig. value of .009; hence Null Hypothesis is not accepted at Confidence Interval of 95% / 

Significance level of 0.05.  

F (4, 28) = 4.130 > P-value (0.009) 

7.6.2 Interpretation 

From the above analysis, it can be inferred that customer care services offered by E-shoppers is an important 

determinant for E-shopping among categories of respondents belonging to Gen-Y. 

H2: 

H0: Professionalism in service delivery is not considered as a main criterion by online shoppers. 

H1: Professionalism in service delivery is considered as a main criterion by online shoppers. 

Figure & Table 2: Professionalism in Service Delivery 

ANOVA 

Opinion towards E-Shopping 

 Sum of Squares df Mean Square F Sig. 

Between Groups 5.394 4 1.348 1.074 .388 

Within Groups 35.152 28 1.255   

Total 40.545 32    

 

7.6.3 Analysis 
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Hypothesis-2 was tested using One-way Anova and the results are tabulated in Table-1 and interpreted with the 

help of Mean-Plot in Figure-1. 

From the table, it can be observed that F-statistic at degree of freedom 4 & 28 is 1.074. This is found to be 

greater than sig. value of .388; hence Null Hypothesis is not accepted at Confidence Interval of 95% / 

Significance level of 0.05.  

F (4, 28) = 1.074 > P-value (0.388) 

7.6.4 Interpretation 

It can be inferred from the above analysis that Professionalism in service is maintained by E-shoppers which is 

an essential factor of Gen-Y preference of E-shopping.  

Hypothesis 3: 

H0: E-shopping preferences are not influenced by the problems encountered 

Ha: E-shopping preferences are significantly influenced by the problems encountered 

Table-3: Descriptive  and Karl Pearson Correlation Matrix 

 Mean SD 1 2 3 4 5 

s 3.03 1.507 1 -.221
**

 

.000 

-.171
**

 

.007 

.012 

.847 

-.251
**

 

.000 

Delivery Delays 3.10 1.213  1 .360
**

 

.000 

.229
**

 

.000 

.310
**

 

.000 

Payment  problems 2.94 1.035   1 .291
**

 

.000 

.328
**

 

.000 

Technological 

Hitches 

2.72 1.146    1 .187
**

 

.003 

Confusing e-

shopping site 

2.87 1.135     1 

 **. Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis-3 was tested by adopting Karl Pearson’s correlation analysis.  It was intended to test whether there 

exists a statistically significant correlation between E-shopping preference of online shoppers and problems 

associated with web based shopping like- delivery delays, payment problems, technological hitches and 

confusing shopping sites.  

As evident from table-1above, Karl Pearson’s correlation co-efficient indicating correlation between preference 

for e—shopping and delivery delays, payment problems, and confusing e-shopping sites is -0.221, -0.171, -

0.251 respectively. It can be observed that the strength of association between the independent factors and the 

dependent factor is statistically significant at 99 percent confidence interval or at (α=0.01) and the direction of 

association is negative indicating an inverse relationship between the dependent and the independent factors. 

However the correlation between E-shopping preference and technological hitches seems to be statistically 
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insignificant. This could be because the e-shoppers would look for alternative sources of shopping since they are 

tech-savy. 

 

VIII. FINDINGS 

 

• Through this research, it was also found that post sales services of on-line shoppers is an important 

determinant of e-shopping decisions. 

• Professionalism of delivery personnel is an essential factor of Gen-Y preference of E-shopping.  

• The target group of gen-Y was people aged between 19 to 24 years old and they solely accounted for over 

50% of the total respondents. About 30% of them were aged between 25-29 years old and the rest 20% of 

the respondents are aged between 30-36 years old.  

• In this research, both male and female were invited to complete the questionnaires. It was found that more 

than 75% were female respondents who do on-line shopping more compared to male respondents who were 

less than 25%. 

• It was revealed from this study, that most of the respondents had good education level. 

• As per this study, it was found that about 65% of the respondents are earning less than one lakh per annum 

as they are students and about 35% are earning between 3 to 9 lakhs per annum as they are either 

professionals or employed. 

 

IX. CONCLUSION 

 

This study was focused on exploring the online-shopping attitude of Generation Y consumers and attempts to 

understand what drives the millennial to purchase products and patronize retailers. The current study yields 

several insights into the motivations behind the mid-Generation Y members' purchasing and patronage behavior.  

It identified four pertinent dimensions that characterize the attitude towards e-shopping of the Generation Y 

cohort. It emerged that Generation Y consumers are quality conscious and tech savvy. They are fast-learners of 

new technology, great risk- takers, and novelty seekers. It was observed that younger Generation Y consumers 

are more inclined to do the purchasing through online-shopping and it is assumed from the research that all 

Generation Y consumers are similar in their attitudes and behaviors in addition to focusing mostly on the 

demographic characteristics of this generation.   The findings of this study have important research and 

managerial implications. To the field of research, the study makes a contribution to current literature on 

millennial attitude towards e- shopping. To marketers, the findings of the study may assist in decision making 

processes and to predict the purchasing preference of Generation Y consumers.  
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