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ABSTRACT

Thisarticledescribeshowtheexponentialgrowthofe-commerceinIndiaandthepresenceofmany
nationalandmultinationale-retailershassetthetrendforthemajoroverhauloftheonlineindustry.
Mostofthee-retailershavefailedtodifferentiatethemselvesfromthecompetitors.Thishasresultedin
theirfailuretoattractandretaintherightsetofconsumersfortheirrespectivebusinesses.Thepresent
paperisaimedatidentifyinganddevelopingthetypologyofonlineshoppersbasedonimportance
givenbythemtoshoppingvaluesandwebportalfeatures.Thedatacollectedwasanalysedusing
factor,clusterandcorrespondenceanalyses.Thearticleidentifiesfourtypesofonlineshoppers–
‘InformationSeekers,’‘UtilitySeekers,’‘ValueSeekers’and‘CoreShoppers.’Eachofthesefour
segmentsdisplaysignificantdifferencesandthisinformationcanbestrategicallyusedbywebretailers
intargetingtheirmarketseffectively.
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Cluster Analysis, Correspondence Analysis, Online Market Segmentation, Site Characteristics, Utility Seekers, 
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INTRodUCTIoN

Anonlinemarketplaceisanentitywhereinformationregardingproductorserviceisprovidedbya
third-partysellerfollowedbytheexecutionbytheoperatorofthemarketplace.Commonlyknown
aselectroniccommercewebsites,theseprovideaconvenientoptionforvendorstosellproductsor
serviceswithouthavingaphysicalstore.Electroniccommerce(ore-commerce)hasbeendefinedas
commercialtransactionsthatoccurbetweenbuyerandsellersovertheinternetwhileenablingnew
economicandbusinesspractices.Therapidemergenceandacceptanceofe-commercehaschangedthe
structureandenvironmentofbusinessesconductedintoday’sworld.WiththecurrentGDPofIndia
constitutingatoverUS$2.48trillion,andgrowingsteadilyat7.49%,theIndianeconomyispeggedto
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bethefastestgrowingeconomyintheworld(EconomyWatch,2017).Withsuchhighgrowth,online
marketplacesareexpectedtoincreaseinnumber.OnlineretailinginIndiaisestimatedtogrowfrom
US$30billionin2016toreachUS$100billionbytheendof2020(IBEF,2017).Positingseveral
reasonsfortherapidemergenceofonlinemarketplacesinIndia,Gehrt(2012)attributedtheriseof
theIndianeconomy,purchasingpowerparity,largenumberofcollegestudents,andgrowthintelecom
sectorcoupledwithhigherinternetpenetrationinthecountryasmajorinfluencers.Ravichandran
(2009)observedthattheeconomiccrisisof2008forcedmorepeopletocomparepriceswithdifferent
retailersgivingprominencetotheonlinemarketplaces.InIndia,thereexistsaplethoraofonline
marketplaces,likeFlipkart,Amazon,Snapdeal,Paytm,etc.Flipkartleadsthepackwith44%market
share,followedbyAmazonatapproximately31%andSnapdeal14%(EconomicTimes,2017).

Theexponentialgrowthofe-commerceinIndia,coupledwithvastnessofthemarket,motivated
theresearcherstoidentifyvariousonlineshoppers’segmentsonthebasisofpertinentshoppingvalues
andwebcharacteristicsthathaveinfluenceonthewebsiteselection.IthasbeenanticipatedthatIndia
wouldbeinthetop10e-commercedestinationsintheworld,buttheonlinefirmsareposedwith
plentyofchallenges(Vyas&Gupta,2017).Despitetheexponentialgrowthofonlineretailingin
India,notmuchresearchhasbeenundertakentounderstandandidentifytheonlineshoppersegments
inIndia(Gehrtetal.,2012).Inthepreliminarystudy,Gehrtetal.(2012)observedthepresenceof
threesegments: ‘valuesingularity,’ ‘qualityatanyprice’and‘reputation/recreation’on thebasis
ofkeyshoppingorientationthemesandwebsitedimensions.AstudybyPandeyetal.(2015)on
onlineshoppinglifestylesinIndiaidentifiedthreeshoppingsegments,‘maturetraditionalists,’‘offer
enthusiasts’and‘technologymavericks,’anditconcludedthatinternetself-inefficacyimpactsmature
buyers.Italsoobservedthattheoffer-seekingshoppers,comprisingmostlyofstudentsfromlower
agegroup,donotenjoytheconvenienceofonlineshopping.Themajorlimitationofthisstudywas
theusageofparametersdefinedforAmericanlifestylesinIndiancontext.

Studieshavealsobeenundertakentoidentifyconsumersandfirms’preferencesinusinginternet
marketingchannels(e.g.Khatwani&Srivastava,2015;Khatwani&Srivastava,2017).Astudyin
theIndiancontextbyPrasharetal.(2017a)hasnotedthatnearlysixty-fourpercentofvariancein
websatisfactionisexplainedbymotivationsbasedonshoppingvaluesandwebsitecharacteristics.
Thesemotivationsformanimportantdimensionforonlineshoppersandcanbeusedasbasisfor
segmentingtheshoppers.However,theearlierstudieshavenotsegmentedshoppersonthebasisof
thesemotivations.Hence,thepresentpaperispioneerinclassifyingonlineshoppersaspertheirattitude
towardsshoppingvaluesandsitefeatures.Itfurtherexploredtheassociation,ifany,betweenincome
groupsandtheidentifiedsegmentsusingcorrespondenceanalysis.Thepaperissequencedinthe
followingmanner.Thenextsectiondetailstheresearchbackgroundandincorporatesextensivereview
ofliterature.Thisisfollowedbydiscussiononresearchmethodologythatincludestheprocessofdata
collection.Dataanalysesusingfactor,clusterandcorrespondenceanalysisisavailablethereafter.The
finalsectioncontainsdiscussionoffindings,implicationsandlimitationsofthestudy.

RESEARCH BACKGRoUNd

online Market Segmentation
Segmentationistheprocedureofcategorizinganddividingindividualsintohomogeneousgroups
thathaverelatedfeaturesand/ordisplaysimilarbehavior,whichwouldhelpmarketersindeveloping
strategiesforfulfillingthesegment’spreciseneeds(Blackwelletal.,2001).Similartotheprocessof
segmentingofflineshoppers,manyofthewebrelatedelementslikeportal’sresponsetime,transaction
time, shopper convenience etc., have been used to categorize e-shoppers (Pandey et al., 2015).
Nevertheless,ithasbeenobservedthatshoppers’opinionaboutconveniencediffersacrossgroups
(Kaufman-Scarborough&Lindquist,2002).Fewoftheconsumersevidentlyprefertobuyinoffline
stores,whereasmanyothersfeelthatswitchingbetweenonlineandofflinemodeishighlyconvenient.
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Theextantliteraturehasmanystudiesthathaveattemptedtoexaminetheunderlyingsimilarityamong
shoppersandsegmenttheminhomogeneousgroups(e.g.Aljukhadar&Senecal,2011;Bhatnagar&
Ghose,2004;Ganeshetal.,2010;Pandeyetal.,2015;Prasharetal.,2016;Soopramanien&Robertson,
2007;Yeetal.,2011).Thesestudieshaveusedinternetusagepatterns,internetself-efficacy,perceived
benefits,perceivedrisks,websiteselectionfactors,lifestyledifferences,etc.Butnoneoftheearlier
studieshaveattemptedtosegmenttheonlineshoppersonthebasisofmotivestheyseekwithrespect
toshoppingvaluesandwebsitecharacteristics.Tofillthisgap,thepresentstudyattemptstosegment
onlineshoppersbasedontheirperceptiontowardsthesepredictorelements.

Shopping Values
Several researches have noted that both hedonic and utilitarian values are responsible for
determiningtheconsumptionpattern(e.g.,Babinetal.,1994;Sorceetal.,2005;Sebastianelli
etal.,2008;Kim&Eastin2011).Hedonicvalueshavebecomeanintegralpartofthebuying
process.FirstacknowledgedbyHolbrookandHirschmanduringthestudyonsensorystimulation
and pleasure in the buying process, hedonic shopping value (HSV) depicts the amount of
entertainmentandemotionsonederivesfromshoppingandcanbespecifiedbytheaugmented
arousal, participation, perceived freedom, distraction, fantasy, and sensitive aspects of any
shoppingexperience(Babinetal.,1994;Sorceetal.,2005).Hedonicconsumptionischaracterised
by fantasies, feeling and fun (Holbrook & Hirschman, 1982). On the other hand, utilitarian
consumptiontakesplacewhenashoppingtourisabletoachieveacertainneed,andreflectsa
certain,reasoning,andnon-emotionaloutcome(Babinetal.,1994).Asconsumers’demands
havechangedovertime,frameworksusedincapturingofshoppingexperienceshavealsoshifted.
FioreandKim(2007)proposedashoppingexperienceframeworkbasedonstimulus-organism-
responseinaccordancewiththeshift.Intheirstudyoncharacteristicsofretailstoresthathave
differentialimpactonshoppingvalues,Ottaretal.(2011)concludedthatutilitarianshopping
value ispositivelyassociatedwithmerchandisecollectionandphysicalcharacteristicsof the
store.Theresearchersalsoobservedthenegativeimpactofstorefeaturesonhedonicshopping
values,andsalespersonsinteractionswasnegativelyrelatedtoutilitarianshoppingvalues.

Lim(2014)examinedtheimpactofonlineflow(i.e.arrangementofelementsinawebsite)on
hedonicandutilitarianshopping.Theauthorspositedthatarousal,challenge,telepresence,andtime
distortionhavebeenlinkedtohedonism,whereascontrol,importance,interactivity(speed)andskill
havebeenlinkedwithutilitarianism.Also,inapromotionalcontext,hedonicpremiumsarepreferred
overutilitarianpremiums,withanyothercharacteristicsofpremiumbeing thesame(Palazon&
Delgado-Ballester,2013).Whenaffectiveorcognitivereactionsareincited,aninclinationtowards
hedonicorutilitarianismorelikelytoarise.

Hedonic online shoppers tend to look for special experiences taking into account their
capacitytoupgradethejoyandamusementofonlineshopping(Wolfinbarger&Gilly,2001;To
etal.,2007;Prasharetal.,2017a).Incomparison,utilitarianonlineshoppersconcentrateonthe
practicalfunctionsfortheonlineencounters,likeproductquality,price,easeofuse,andother
shoppingrelatedelements(Sorceetal.,2005,Vijayetal.,2017a,Vijayetal.,2017b).Studies
ononlineshoppinghavefoundthatshoppinginspirationslikehedonicandutilitarianqualitycan
influenceshoppers’statesofmindaboutonlineshopping(e.g.,Childersetal.,2002;Chiou&
Ting,2011).Ajzen(1991)statedthatattitudewhileshoppingalsocontainsareasoningfactor.
Spangenbergetal.(1997)suggestedthathedonicworthwasexperiencedoncognitivelevels,
whiletheutilitarianpartisruledbythecognitivecomponent.

Yuksel (2007)demonstrated thatutilitarianshoppingesteem impacts shoppers’practices, in
spiteofthefactthattheimpactisweakerthanthatofhedonicvalue.AccordingtoKimetal.(2014),
buyers’individualcontrastsintheironlineshoppingencountersimpacttheirapparentshoppingworth
andshoppingcostwithregardstoonlineshopping.
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Web Informativeness, Effectiveness and Entertainment
Usabilityisanimportantrequirementforeffectivenessandsuccessofonlineshoppingwebsites.
Besidesfacilitatingandachievingcustomersatisfactionandincreasesreliability,italsohelps
inbetterandeasiernavigationthroughthewebsite(Marioetal.,2007).Enriqueetal.(2008)
posited thatpre-purchaseonline information influences future shopping intentionsdirectly
andpositively.Richardetal.(2010)showedthatenjoymentorpleasurefromawebportalcan
beanimportantdimensionofonlineshoppingexperience.Buyerswithpositiveinformation
andconvenienceattitudestowardse-commercehadhigheronlinepurchaseintention(Patricia,
2006). Similarly, Gao et al. (2014) posited that there are three components related to web
atmospherics – informativeness, effectiveness and entertainment, that influence shoppers’
intention to purchase a product and satisfaction received in the process. Using a website,
whetheraconsumerperceivesittobechallengingornotdependsonthelevelofinformation
correctness,significance,appropriateness,comprehensiveness,andconvenience.Astudyby
Vijay et al. (2017b) also noted positive and significant influence of these three factors on
shoppers’satisfaction.Kimetal.(2009)observedapositiveeffectofproductpresentationon
shoppers’emotionalandcognitivestates.

Thus,wecanconcludethatfactorsinfluencingshoppingcanbeeitherintrinsicorextrinsicin
nature.Hedonicandutilitarianvaluesthatareintrinsicinnatureindicatethereasonsofpleasure,
beingateaseandderivingutility,whereaswebatmospherics,whichisextrinsicinnature,isassociated
withcharacteristicsoftheshoppingwebsite.

RESEARCH METHodoLoGy

Thestudywascarriedoutintwostages.Thefirststageencompassedexaminingofthepresent
work on online market segmentation and various factors that influence online shopper’s
behaviour.Aftergoingthroughtheliteratureandkeepingtheobjectiveofthestudyinfocus,
fivedifferentconstructsthatwereassociatedwithshoppingvaluesandwebportalfeatures,
wereidentified.Theconstruct‘shoppingvalue’hadtwoelements–hedonicandutilitarian
shopping value, whereas, the construct for ‘web portal characteristics’ consisted of web
entertainment,webinformativeness,andeffectivenessofinformationcontent.Onthewhole,
twenty items for the five factors were identified. These twenty items were converted into
statementsandwereincorporatedinaquestionnaire,whichwasusedfordatacollection.To
ensurethevalidityoftheitems,allthesestatementsweretakenfromearliervalidatedstudies.
A seven point ‘Disagree-Agree’ Likert scale was used for measuring responses, where 1
represented“Stronglydisagree,”and7represented“Stronglyagree.”Beforeproceedingwith
datacollection,thesurveyinstrumentwaspilottestedwiththirty-fivestudentspursuingtheir
doctoraldegreeinManagement.Requisitechangesweremadeasperthesuggestionsandthe
scalewasfoundtogivevalidandreliableoutput.

Thesecondstageoftheresearchconsistedofcollectingdatausingtheinstrument,whichalso
hadquestionsaboutrespondents’age,gender,maritalstatus,educationlevel,occupation,family’s
monthlyincome,andfrequencyofvisitingonlineretailerpermonth.Thepresentstudyusedacross
sectional designwith the idea that the sampleunits represent thepopulation.The Indianonline
shoppersofeighteenyearsandaboveagewereeligibleforparticipationintheresearch.Thesampling
extentwasdefinedasthoseshopperswhohadatleastboughtthreetimesinthelastsixmonthsfrom
anyoftheonlinestores.ThedatawascollectedfromthreemajorIndiancitiesofDelhi,Mumbai
andBengaluru.Atotalof410respondentsparticipatedandfilledthesurvey.Aftereliminatingthe
erroneously/incompletelyfilledquestionnaires,theresearcherswereleftwith319datapointsthat
wereusedfordataanalysis.
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dATA ANALySIS ANd INTERPRETATIoN

Threetechniqueswereusedfordataanalysis.Initially,thedatawassubjectedtoexploratoryfactor
analysis.Thiswasundertakentoratifytheexistingfactorstructure.Thesecondstageinvolvedcluster
analysistosegmenttheshoppersintohomogenousgroups.Finally,correspondenceanalysiswasused
toidentifyassociationbetweenincomelevelsandsegmentofshoppers.

Factor Analysis
Thetwentyitemsweresubjectedtoexploratoryfactoranalysisforconfirmingthefactorstructure.Five
factorswererecognizedandthissolutionexplained72%ofthetotalvariance.ThevalueofBartlett’stest
ofSphericity(=3837.880)andsamplingadequacy,asexplainedbyKMOtest(=.909),confirmedthe
suitabilityforfactoranalysis.Cronbachalphavaluesforthefivefactorswerefoundtobegreaterthan
0.65.Hence,thescalesusedforthestudycanbeconsideredasreliable.Thesefivefactorswererelated
tohoppingvaluesandwebsitecharacteristics.AsshowninTable1,factorswerenamedaccordingto

Table 1. Factor analysis

Items Factor Loading 
(n = 319)

Cronbach 
Alpha (α)

% 
Variance

Factor 1 - Web Entertainment

Funderivedfrombrowsingthewebsite 0.70

0.90 41.44%

Excitementwhilebrowsingthewebsite 0.80

Imaginativenessofthewebsite 0.72

Entertainmentduringbrowsingofwebsite 0.85

Attractivenessofthewebsite 0.79

Factor 2 - Web Informativeness

Informativenessofthewebsite 0.70

0.88 11.18%
Resourcefulnessofthewebsite 0.83

Usefulnessofthewebsite 0.73

Knowledgeabilityofthewebsite 0.79

Factor 3 - Effectiveness of Information Content

Accuracyofinformationonthewebsite 0.74

0.88 7.37%
Recentnessofinformationonthewebsite 0.84

Completenessofinformationonthewebsite 0.82

Relevanceofinformationonthewebsite 0.73

Factor 4 - Hedonic Shopping Values

Excitementofonlineshopping 0.66

0.82 6.38%
Enjoymentduringonlineshopping 0.80

Enjoymentduringonlineshoppingascomparedtootheractivities 0.82

Desiretocontinueshopping 0.70

Factor 5 - Utilitarian Shopping Values

Searchforonlytherequireditems 0.81

0.68 5.64%Buyingtheneededitems 0.64

Senseofaccomplishmentonshoppingtrip 0.73
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itemscomprisingeachofthem.Thesefactorsare–‘webentertainment,’comprisingfiveitemsthat
pivotedaroundfunandexcitement;‘webinformativeness’withfouritemsrelatedtoinformativeness
andresourcefulness;‘effectivenessofinformationcontent’havingfourvariablesfocusingonaccuracy;
‘hedonicshoppingvalues’withfourelementsrelatedtopleasureofshopping;andfinally,‘utilitarian
shoppingvalues’withfocusonusefulnessandutilityintheprocessofbuyinggoods:

• Web Entertainment (WE):Thissetofvariablesexplaining41.44%ofthenetvariance,comprised
offiveitems–fun,excitementandentertainmentwhilebrowsingthewebsite,andimaginativeness
andattractivenessofthewebsite.Sinceallthesefactorsrevolvearoundtheentertainmentderived
frombrowsingthewebsite,andhenceistermedaswebentertainment;

• Web Informativeness (WI):Explaining11.18%ofthenetvariance,thisfactorconsistsofthe
fourvariables:informativeness,resourcefulness,usefulness,andknowledgeabilityofthewebsite.
Theseitemscontributetotheinformationavailableonthepreferredshoppingwebsite,therefore
titledaswebinformativeness;

• Effectiveness of Information Content (EIC):Itemsinthisfactorfocussedontheeffectiveness
ofinformationavailableonthewebportalwhichisusedbyonlineshoppers.Theitemswere:
accuracy, recentness,completenessandrelevanceof informationon thewebsite.This factor
explained7.37%ofthetotalvariance;

• Hedonic Shopping Values (HSV): Items in this factorexplainhedonisticvaluesassociated
withonlineshopping.Withfocusonpleasurederivedfromtheshoppingexperience,thefactor
comprisedof four items:excitementofonlineshopping,enjoymentduringonlineshopping,
enjoymentduringonlineshoppingascomparedtootheractivities,anddesiretocontinueshopping.
6.38%ofthenetvariancewasexplainedbythisfactor;

• Utilitarian Shopping Values (USV):Thefifthfactorcomprisedofthreeitems:searching
foronly the required items,buying theneeded itemsand senseof accomplishmentona
shopping trip. These items relate to utility of online shopping and this factor explained
5.64%ofthetotalvariance.

Cluster Analysis
ClusterAnalysisisatechniquethatcanbeusedtogrouprespondents,suchthateachofthegroupsare
ashomogenousaspossiblewithin,andatthesametime,asheterogeneousaspossiblewithrespectto
theothergroups(Hairetal.,2010).Factorscoreswereidentifiedforeachoftherespondentsbased
onthefivefactorsthatcharacterisetheshoppingvaluesandwebsitecharacteristics.

Hierarchicalclusteranalysis,usingWard’smethod,wasconducted,followedbyk-meansanalysis.
K-meansclusteringtechniquerequirestheresearchertospecifythenumberofclustersneededinthe
solution.Thedendogramobtainedfromhierarchicalclusteringsuggestedthatcouldbefourclusters
in the dataset. Analysis was continued using the non-hierarchical clustering technique (k-means
clustering),where the solution (numberofclusters)obtainedearlier is takenas the input (k), to
obtainthefinalclustersolution.Asthehierarchicaltechniquehasshownfourclusters,clustering
wasconductedforobtainingfour-clusteredsolution.

TherespondentsweresegmentedusingNon-hierarchical(k-means)clusteranalysis,onthebasis
ofthefivefactorsthathavebeenidentified.Afterexaminingtheoutputofvariouslevelsofclusters
andthedistancesbetweenthem,afour-clustermodelwasconcluded,becauseofclearinterpretability
ofthesolution.Fvalueforeachclusterindicatesthatthereisasignificantdifferenceamongallthe
clustersonallfivefactors(Lockshinetal.,1997;Orthetal.,2004).

Table2showsthesolutionofclusteranalysis.Similarly,Figure1representstheclustersformed.
Thedemographicdescription(gender,age,maritalstatus,educationlevel,occupation,family

incomepermonth)and frequencyofvisitingwebsitespermonthof thevarioussegmentsunder
considerationisshowninTable3.
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Interpretation and description of Cluster Segments
Thesegmentsarrived throughclusteringwereexplainedbasedon thecentroidvalueof the five
factors.Apositivevalueofthecentroidshowsthesignificanceofthenatureofthecluster,whereas
azerovaluedeterminesthatthepositionisneutral.Anegativevalueofthecentroidshowsthatthe
factorisnotofsignificancetotherespondentswithineachofthecluster.Followingisthedescription
oftheclusters.

Information Seekers
With28%ofthetotalrespondents,thefirstclusterhaspositivecentroidonfouroutthefivefactors.
These factors are – web informativeness (0.62871), web entertainment (0.27794), effectiveness
of information content (0.22859) and hedonic shopping values (0.06415). Thus, all the three
informationrelatedfactorshadpositivecentroidvalues,whilehedonicshoppingvaluehadtheweakest
centroidvalue.Utilitarianshoppingvaluepostedanegativecentroidinthiscluster.Accordingly,

Table 2. Non-hierarchical cluster analysis

Website Characteristics and 
Shopping Values

Cluster Means

F-Value P <Cluster 1 Cluster 2 Cluster 3 Cluster 4

Information 
Seekers

Utility 
Seekers

Value 
seekers

Core 
Shoppers

WebEntertainment 0.27794 -0.60223 0.28960 -0.61088 21.998 0.000

WebInformativeness 0.62871 0.23558 -0.08175 -1.29354 58.762 0.000

EffectivenessofInformation
Content 0.22859 0.35482 -0.10050 -0.60835 10.830 0.000

HedonicShoppingValues 0.06415 -1.14508 0.58969 -0.36547 68.879 0.000

UtilitarianShoppingValues -0.95117 0.70183 0.61893 -0.80318 148.218 0.000

ClusterSize 88 57 129 45

Numberofrespondents(%) 28% 18% 40% 14%

Figure 1. Profile of clusters
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informativeness, resourcefulness, usefulness and knowledgeability of information available on
e-commercesitesplayaveryimportantroleforsuchusers.Dominatedbymales(71.6%),two-third
respondentsinthisclustersreportedmorethansixvisitspermonth.

Utility Seekers
Thesecondclusterhaspositivecentroidonutilitarianshoppingvalueswhichhadthehighestvalue
of0.70183,followedbyeffectivenessofinformationcontent(0.35482),andwebinformativeness
(0.23558).Consistingof18%ofthesample,theseshoppersgiveimportancetotheutilityderived
fromshoppingonline.Thesenseofaccomplishmentderivedfromonlineshoppingaswellasthe
shoppingfortheexactneededitemsplayanimportantroleforsuchbuyers.Theclusterhashighest

Table 3. Cluster composition

Full Sample

Information 
Seekers

Utility 
Seekers

Value 
Seekers

Core 
Shoppers

Cluster 1 Cluster 
2

Cluster 
3 Cluster 4

Gender
Male 64.9% 71.6% 70.2% 65.9% 42.2%

Female 35.1% 28.4% 29.8% 34.1% 57.8%

Age(years)

Under21 2.5% 4.5% 1.8% 1.6% 2.2%

21-30 89.7% 92.0% 91.2% 88.4% 86.7%

30-40 7.2% 2.3% 7.0% 9.3% 11.1%

40-50 0.3% -- -- 0.80% --

Above50 0.3% 1.1% -- -- --

MaritalStatus
Unmarried 88.1% 92.0% 94.7% 85.3% 80.0%

Married 11.9% 8.0% 5.3% 14.7% 20.0%

Education
Level

Schooling 0.6% -- -- 1.6% --

Graduation 40.1% 51.1% 40.4% 31.8% 42.2%

Post-graduation 52.4% 44.3% 52.6% 57.4% 53.3%

Professionalqualification 6.9% 4.5% 7.0% 9.3% 4.4%

Occupation

Student 69.0% 77.3% 70.2% 64.3% 64.4%

Service 23.8% 18.2% 21.1% 25.6% 33.3%

Self-employed 4.1% 3.4% 7.0% 3.9% 2.2%

Homemaker 1.3% -- -- 3.1% --

Others 1.9% 1.1% 1.8% 3.1% --

Family
incomeper
month(INR)

<10000 3.1% 2.3% 3.5% 3.3% 4.4%

10,001-25,000 10.4% 15.9% 5.3% 10.3% 6.7%

25,001-40,000 24.3% 20.5% 29.8% 22.7% 28.9%

>40,000 62.2% 61.4% 61.4% 63.6% 60.0%

Frequency
ofvisiting
websiteper
month

1time 14.7% 11.4% 22.8% 5.0% 40.0%

2-5times 58.3% 52.3% 64.9% 62.0% 51.1%

6-10times 15.0% 14.8% 8.8% 21.0% 6.7%

>10times 11.9% 21.6% 3.5% 11.6% 2.2%
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percentageofunmarriedpeopleandeighty-sevenpercentoftheclustermembersvisitedonlinesites
lessthanfivesites.

Value Seekers
Two-fifthof the respondentsbelong to thiscluster. Ithaspositivecentroidvalues forboth the
shoppingvalues-utilitarian(0.61893)andhedonic(0.58969),andwebentertainment(0.28960).
Thus, these shoppers seek satisfaction from both these values and are less persuaded by the
informationcontent.E-shoppersdrawfun,enjoymentandexcitementinaccomplishingthedesired
goalsoftheshoppingtrip.Morethantwo-thirdoftheserespondentshadpost-graduationandother
professionalqualifications.

Core Shoppers
Thismarketsegmenthasnegativecentroidvaluesonallthefivefactorsindicatingindifferenceto
predictorsofwebportalselection.Consistingofleastnumberofrespondents(14%),thissegmentmay
beconsideredas‘zoneofindifference.’Formarketers,itwouldbedifficulttoattractusingmarketing
stimuliextendinghedonicorutilitarianshoppingvaluesandaligninginformationcharacteristicswith
thissegment.Fortypercentoftherespondentsreportedthattheyvisite-commerceportalsonlyoncea
month.Itmaybepresumedthattheseshoppersmayenjoyshoppingofflinethroughbrickandmortar
storesasagainstonlineshopping.Fifty-sevenpercentoftherespondentsinthisclusterwerefemales.

Correspondence Analysis
Identifyingandprofilinghomogenoussegmentsofshoppersisanecessaryconditionfordeveloping
appropriatestrategies,butitmaynotbeasufficientcondition.Clusteranalysismustbeaccompanied
with furtheranalysis todeveloppertinent strategies.Thepresent studyhasusedcorrespondence
analysistodevelopinsightsaboutthesegmentsthathavebeenidentified.Thistechniqueisusedto
analyzeandestablishrelationshipbetweenobjectsand/orvariables,whichareplottedonasamemap
onthebasisoftheirassociation(Hairetal.2010).Inthepresentcase,correspondenceanalysishas
beenusedtodeterminearelationshipbetweenthefourclustersgeneratedandmonthlyfamilyincome.
Figure2showsthecorrespondingassociationbetweenfourclustersandincomelevels.

The first two dimensions explained approximately 75% of the total variance. Dimension 1,
explainingaround50%ofthevariance,isdefinedbetween‘informationseekers’atoneextremeand
‘utilityseekers’clusterattheother.Thisdimensionrepresentsthelevelofneedforonlineshopping.
Similarly,the‘valueseeker’clusteratoneextremeand‘coreshoppers’attheotherextremedescribe
dimension2,whichexplains25%ofthevariance.

Thecloseraclusteristotheincomelevelonthegraph,thestrongeristheperceivedidentification
ofthatincomelevelwiththatcluster.Figure2showsthatshoppersfromtheincomegrouplessthan
INR10000arelocatedclosetosegmentofutilityseekers.Lowincomerespondentsareusuallyfocused
onseekingtheproductsonthewebportalsthattheyexactlyneedandrefrainfrombuyinganything
thatisnotneeded.Hence,abilitytobuythedesiredproductsonthewebportalprovidesthemwith
senseofaccomplishment.Ontheotherhand,shoppersintheincomelevelofINR10001-25000are
intheinformationseekers’segment.Theseshoppersarefrequentvisitorsofonlinewebportalsand
arelikelytoseeknewinformationaboutvariousproductsandoffers.

ShopperswiththeincomegroupINR25001-40000areclosetoclusterofcoreshoppersand
werefoundtobelessinclinedtowardsanyfeatureofwebsiteoranyshoppingvalue.Since,morethan
ninetypercentoftheseshoppersvisitwebportalswithafrequencylesserthanothersegments,itis
assumedthatthissegmentshallpreferofflineformatsofretail.Finally,therespondentsinthehighest
incomegrouphadaffinitytobethevalueseekers.Notonlytheyvalueusefulnessandpertinence
ofinformationonwebportals,buttheyalsodrivefun,pleasure,excitementandenjoymentwhile
shoppingandcomparingproductsonline.
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dISCUSSIoN

Onthebasisofpredictorsofonlineshoppingvaluesandwebsitecharacteristics,thepresentstudy
hasidentifiedandprofiledfoursignificantlydiverseclusters–informationseekers,utilityseekers,
valueseekers,andcoreshoppers.Also,withthehelpofcorrespondenceanalysis,itwasobserved
thatthefoursegmentswerefoundtobeassociatedwithdifferentincomegroups.Thefindingsofthe
papersupporttheideaofusinginternetasatool(Vilaetal.,2018)forclusteringshoppers’basedon
theirshoppingmotivations.

Thecharacteristictraitsof‘valueseekers’aresimilartothecategoryofdiscerningshoppers,as
hasbeennamedandprofiledbyanearlierstudybyJayawardhenaetal.(2007),whichhasgrouped
shoppersintofivedifferentsegments-activeshoppers,pricesensitives,discerningshoppers,brand
loyalandconvenienceoriented.Anotherstudy,Mathew(2016)hasobservedthattheonlineusers
inIndiacanbesegmentedintothreecategoriesonthebasisofattitude–thosewhocomprehendthe
benefitsofonlineshopping;thosewhopreferofflinemodeofshopping;andthosewhoareafraidof
shoppingonline.ThesecondcategoryofusersfromMathew’sstudycanberelatedto‘coreshoppers’
ofthepresentstudywhodonotfrequentlyvisite-commerceportalsandthusmightpreferoffline
shopping.Similarly,theclusterof‘coreshoppers’identifiedinthispaperwassimilartothecluster
of‘indifferentshoppers’identifiedinarecentstudybyPrasharetal.(2017b).

Reference this research, it is extremely important for online retailers, marketers and web
developers to select a specific shoppers’ segment(s) that they propose to target. Based upon
these,appropriatemarketingstrategiesmustbecreated.Fromthedistinctivenessofthesegments
arrived,itisobservedthatdifferentshoppingvaluesandwebcharacteristicsinfluencedifferent
groupsofonlineshoppers.Someoftheshoppersundertakee-shoppingowingtoitsconvenience
andutility,whilemanyothersrelyone-commerceforsearchinginformationaboutproductsand
offers.Similarly,somesegmentsuseonlineshoppingasmeanstoderivepleasureandfun,while
othersegmentsarenotinterestedinit.

Figure 2. Correspondence analysis
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Informationseekersaretheoneswhoareattractedtowebportalsthatprovide/displayreliable
information about products/services, and are not interested much into entertainment provided
byonlineshopping.Portals targetingthisgroupcancentretheirwebelementsaroundthetheme
‘reliabilityandeaseofsearchingitems.’Ensuringaccurateimages,productspecificationsandease
ofsearchingtheinformationalcuesshallhelpportalsattractsuchsegmentandgainloyaltyofthe
same.Studentsformalargecomponentoftheutilityseekers,astheyfocusaggressivelyongaining
valuefromonlineshopping.Portalstargetingthissegmentmustfocusonofferingutilitarianvalueto
suchshopperseitherbyincreasingutilityofportalsorbydecreasingpricesbyofferingpromotional
discounts.Webportalswithvastoptionofproductstochoosefromshallattractsuchshoppersand
helptheminclosingtheirshoppingtripinoneinstance.

Valueseekersgetexcitedbythemonetaryandfunctionalbenefitsofonlineshoppingaswell
asbythefuntheyderivewhilebrowsingthroughonlineportals.Theycanbetargetedwithportals
whicharefuntobrowseandnavigate,andstockthelatestgadgetsandtrendiestitemsofferedatheavy
discounts.Enhancinguserexperienceandfeatureslikeembeddedvideos,three-dimensionalviewof
items,chatmechanismsandinteractivitywithandamongcustomerswillhelpattractmoreusersand
increasedpatronizationofthesegment.Coreshoppersgenerallydonotgetinfluencedbyeitherthe
shoppingfactorsorthewebfactors.Traditional(offline)retailersmusttargetthissegmentasthese
shopperswouldprefershoppingofflinethanonline.Theretailerscanpositiontheirstoresastheone
thatprovidesan‘experience,’whichcannotbeofferedbyonlineportalsandofferadifferentvalue
propositiontoconsumers.Alternatively,onlineretailersmayenterintobrickandmortarformattoo,
albeitonlimitedbasis.Thiswillcatertotheneedsofsuchshoppersofexperiencingin-personthe
productsandgettingsolicitedbysalespersonnelatsuchstores.

CoNCLUSIoN ANd MANAGERIAL RECoMMENdATIoNS

Theresultsof thisstudyposit theexistenceofat least threesegmentsofonlineshopperson the
basisofvariedshoppingvaluesandcharacteristicsofthewebportals.Fourthsegmentnamed‘core
shoppers’emergedtobein‘zoneofindifference,’astheantecedentfactorsdidnotshowapositive
association. It is clearly visible that online shoppers’ attitude differs across the four segments.
Thesesegmentsshouldbecateredtowithappropriatemarketingstrategies.Thisstudyisofgreat
significanceforonlineretailersandmarketersastheonlinebuyers’markethasbeensegmentedusing
twomostcriticalpredictors–shoppingvalues(hedonicandutilitarian)andwebsitecharacteristics
(informativeness,effectivenessandentertainment).Unlikethis,earlierstudieshaveusedfactorslike
internetusagepatterns,internetself-efficacy,perceivedbenefits,perceivedrisks,websiteselection
factors,lifestyledifferences.

Fornewe-retailers, thestudy resultscanaid in identifyingmarket segments.Marketerscan
use the segments identified toposition theirwebportals anddecideon themarketing strategies
accordingly.Illustratively,thee-retailertargetingthefirstsegmentof‘informationseekers,’must
createitsbrandpositionaroundinformativenessquotientofwebportals.Thevaluepropositionmust
be focussed toprovide resourceful,usefuland informativedetails regardingproducts,offersand
desiredfunctionalaspectsofthewebsite.Effectivenessofinformationcontentandentertainment
componentsformsupportfactorsforthecluster,anddueattentionshouldbegiventoattractiveness,
excitement, accuracy and completeness defining web elements in the portal. The market player
seekingtotargetthesegmentthathaslargestnumberofonlinebuyersmustfocuson‘valueseekers,’
whichhadfortypercentofthesurveyrespondents.Inthiscase,e-retailersshouldattempttosatiate
bothutilitarianandhedonicshoppingvaluesofonlineshoppers.Buyers’inthissegmentplacelot
ofemphasisonutilitarianshoppingvaluesandachieveasenseofsatisfactionbyaccomplishingthe
taskofshoppingtheirrequiredproductsthroughtheonlineshoppingportal.Hence,marketerswould
havetofocusonprovidinghassle-freeexperienceandemphasizeonmeetingthecustomer’sexact
requirements.Brandpositioningaroundquickandconvenientshoppingexperiencethroughsuperior
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searchmechanismsandeasycheckoutsmustbecemented.Besidesutility,theseshoppersalsowanta
senseoffun,enjoyment,etc.,throughthee-shoppingexperience.E-retailersshouldincorporatethe
elementsrelatedtohedonismwhileprovidingutilitythroughe-portals.Hence,ensuringagoodblend
ofbothutilitarianandhedonicvaluesintheirwebsitesformsthekeystrategyforsuchmarketers.To
catertothesegmentofutilityseekers,e-retailersmustprovideelementsthathelpshoppersderive
utilitywhileshoppingonline.Astheseshoppersusuallyseekandbuytherequired(planned)items
only,suchmarketersmustprovidesuitablenavigationsystemwithinthesite.Thenavigabilitymust
ensureproperdatasortingcapabilitiesofthewebsite,leadingtoeaseandconvenienceoflocating,
comparingandcartingtheproducts.Appropriateandsimplecategorizationoftheproductsisessential
requirementforthis.Theseshoppersareusuallyindifferenttofunandentertainmentcuesembeddedin
theonlinesites.Promotionalmessagesforthissegmentmustfocusontheutilityaspectofthewebsites.

Thesmallestsegmentidentifiedinthisstudyhasbeennamedas‘coreshoppers,’whoprimarily
donothaveaffinityforonlineshopping.Dominatedbyfemaleshoppers,themembersofthissegment
presumablyenjoyphysicalshoppingasagainstthevirtualonlineshopping.Theyareunattachedtoall
thepredictiveelementsofawebportal.Since,theconsumersofthisclusterdisplayuniqueattitude,
e-retailersmustattract thoseusingnon-conventionalmarketing techniques.Online retailersmust
providesuchshopperswiththechoiceofhybridshoppingexperience–encompassingtheexperience
ofonlineaswellastraditionalofflineshopping.Finally,consideringtheresultsofcorresponding
analysis,itisimperativefortheretailerstocreatemultipleandexclusivewebportals,shouldtheyseek
tocatertoeconomicallydiversesegments.Inthelongrun,effortsmaybemadetograduateshoppers
fromutilityseekersclustertothesegmentsofinformationseekerandvalueseeker.

LIMITATIoNS ANd FUTURE SCoPE

Likeanyothercross-sectionalstudy,thisresearchalsohasfewlimitations.Understandingofsuch
limitationsmaybuildthebasisforfutureresearch.ThedatawascollectedfromIndianonlineshoppers,
whichisoneofthelargestgrowingmarketsintheworld.Hence,anygeneralizationforonlineshoppers
inentiretyisconstrained.Withtheeaseofaccesstointernet,largersectionsfromotheragegroups
wouldalsoshoponline.Therefore,furtherstudiesmustincorporatedatafromotherdemographic
segmentsalso.Thisstudybeingcross-sectionalinnature,timefactorcouldhavedynamicallychanged
thenatureofresponse.Moreover,thedesignofpreferredwebsiteandthechoiceofwebsiteitselfis
dynamicinnature.Hencealongitudinalstudycouldbeconductedtoexaminetheinferenceofsuch
factors.Futurestudiescanbecarriedoutusingexperimentaldesigntofurthervalidatethefindings.
Thiswillhelpineliminatingthepossibilityoferrorsowingtoself-responsebias.Futurestudiescan
alsofocusonlookingattheadvertisingonsocialmediatoseeifanyoftheconsumersarebeing
influencedtoshoponlineinoneplatformoveranotherwouldalsobeinteresting.Studiescancluster
shoppersbasedonthepromotionstheyarebeingattractedtoonvariousonlinemedia.
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