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ABSTRACT

The main aim of this study is to evaluate the impact of three independent variables viz age (A),
experience of online shopping(B) and gender (C) of the online shoppers and their various interactions
on customer satisfaction in online shopping. The data for the study was collected from 685 online
shoppers from Vidarbha region, M.S., India through a well-structured questionnaire. The proposed
relationship was investigated empirically by performing three-way ANOVA. Analysis was done using
Statistical Package for Social Sciences (SPSS). This study used availability, purposive and snowball
sampling techniques for selecting the samples of online shoppers in Vidarbha. The results of three-
way ANOVA analysis show that, from the three independent variables, two variables viz, age and
experience of online shopping were found to be significantly affecting customer satisfaction in online
shopping. However, ‘gender’ was found to be insignificant in affecting satisfaction of online
shoppers. The combined interaction effect of all the three variables (A*B*C) is found to be highly
significant; however, the paired interactions between A*B, A*C and B*C were found to be
insignificant. Therefore, the research concludes that, age of online shoppers and experience of online
shopping significantly affect their satisfaction in online shopping. The online shoppers in the age
group of 29 to 48 years found to be most satisfied. The online shoppers having experience more than
4 years of online shopping found to be most satisfied; and both male and female online shoppers
found to be equally satisfied with the online retailers.
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INTRODUCTION

The up-rise in the internet after 1990s has taken about an incredible change in the commercial
sphere(Zhou, 2007). The number of virtual buyers increased with the rapid growth of information
technology. These online shoppers started purchasing various products on the Internet. Hence, the
Internet has become an important medium of buying various products and services for the e-shoppers
with the convenience of 24 hours availability (Mohammad Hossein Moshref Javadi, Hossein Rezaei
Dolatabadi, Mojtaba Nourbakhsh, Amir Poursaeedi, 2012).Indeed, the expansion of e-commerce
activities across the globe caused the transformation of retail infrastructure (S. J. Chen & Chang,
2003).

The first online shopping transaction happened in 1994. In the next year, Amazon.com rolled out its
online shopping site and eBay was also launched in 1995 in the USA(Jain & Kulhar, 2019). In online
shopping, the virtual buyers buy the goods and services from the retailers who offer their merchandise
for sell on the internet. The online shoppers could visit the web portals of the e-retailers from the
comfort of their homes and shop using computers or smart phones. According to (Lee et al., 2017),
online retailing is a process of retrieving product information via internet, and purchase orders are
issued through the electronic purchase request, and then fill in credit card account numbers,
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subsequently the retailers deliver the order. Succinctly, online shopping is a process customers follow
to purchase products or services over the internet(Zuroni & Goh, 2012).

According to (Al-Debei et al., 2015), online shopping is very successful in selling digital products
such as shares, software, music, and films. Incidentally, it has been less successful for the‘ traditional’
goods such as clothes, cosmetics, household appliances and automobiles(Jain & Kulhar, 2019). Over
the period, the internet penetration has increased rapidly in both developed and developing countries
in the world and so as the online retailing.

Online retailing is at nascent stage in India. Though it occupies only 0.1% of total retail in India and is
projected to grow at accelerated pace to reach7-8% of total Indian retail market by 2020 (Khare et al.,
2012).1t is a promising industry in India as the number of the internet users exceeding 200 million, as
reported in October 2013 in India(Mathew et. al., 2014). Among the BRIC (Brazil, Russia, India and
China) Nations, India has been the fastest growing market. There are over 18 million Internet users in
India and they are multiplying with an annual growth rate of 41%(Mathew et. al., 2014).Simply, the
trend of online retailing is rising in India. The customers also have started taking interest in buying
goods using this online platform, therefore, it becomes essential to understand the factors affecting
their satisfaction in online shopping. This paper makes an effort to evaluate three factors viz; age,
gender and experience of online shopping of the customers affecting their satisfaction in online
shopping.

LITERATURE REVIEW

The researchers wish to analyse the impact of socio-demographic factors viz; age of online shoppers,
their prior experience of online shopping and their gender on their satisfaction in online shopping. A
summary of previous studies evaluating the online shopping behaviour is presented below.

Role of Age of Customers in Online Shopping

According to (Kim & Forsythe, 2010), India has a major advantage of having younger population.
75% of the population in India is below age of 35 years. Many previous studies considered ‘age’ as
one of the variables while studying behaviour of online shoppers. In a study conducted by (Sorce et
al., 2005), it was reported that the younger online shoppers search more products over the internet as
compared to their older counterparts. Interestingly, it was also reported that, the older online shoppers
actually purchase more than their younger online shoppers.(Wan et al., 2012)reported that, age has
significant influence on online shoppers’ perception of goods in the e-shopping environment. (Wan et
al.,, 2012) studied age-wise online shopping experience. The results show that, online shopping
experience increases from age group 18—19 to 4049 and then declines. Incidentally, in a study
conducted by(Jacques Boulay, Brigitte de Faultrier and Florence Feenstra, 2014)it is found that,
traditional retailers are more popular with six-to-twelve-year-old customers than online shopping and
they carry negative perception about online retailing. (Hui & Wan, 2009)reported that 21-40years old
customers have a higher propensity to use e-shopping services. The results of the study conducted by
(Gupta & Handa, 2008) showed that, young adults (below 25 age) of India are mainly online surfers
and not online shoppers due to havinglow knowledge and experience as far as online shopping is
concerned. (Of et al., n.d.)reported that, young generation online shoppers i.e., the shoppers belonging
to 20-25 age group are very keen to shop online. (Lian & Yen, 2014)conducted research to study
barriers in e-tailing. It was found that, younger shoppers have lower barriers than their older
counterparts.

Role of Gender in online shopping

Many previous studies also considered ‘gender’ while evaluating online shopping behaviour of the
online shoppers. According to (Dittmar et al., 2004), the shopping environment has stronger impact
on women than on men’s buying attitudes. The results of a study conducted by (Dai & Arnulf,
2019)indicate that, there is no gender difference in online shopping attitude. (Zhang et al., 2014)
reported that, female online shoppers are more responsive to a mix of positive and negative reviews
than male shoppers. The results reported by (Meyers-levy & Sternthal, 1991) confirms that, female
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online shoppers are comprehensive information processors, whereas males are selective information
processors. The results of a study conducted by (Hou & Elliott, 2016) show that, male and female
online shoppers have different product preferences. The results of (Y. Chen et al., 2015) showed that
there is significant difference in the re-purchase intention of male and female online shoppers.
(Korgaonkar & Wolin, 2003)reported that, males are more likely to purchase on the internet than
females. (Hasan, 2010)studied the gender differences towards online shopping. It was found that, men
demonstrated more favourable online shopping attitudes than women. The results of a study
conducted by (Blandina Sramova, Jiri Pavelka, 2019)showed that, there is no gender difference in
hedonistic value motivations in online shopping.(Jen-hung & Yi-chun, 2010)reported that, female
online shoppers give importance to hedonic motivations whereas their male counterparts emphasised
more on utilitarian motivations.(Of et al., n.d.) reported that the males are very interested in online
shopping than females.

Role of Experience of Shoppers in Online Shopping

According to (George, 2016), customer satisfaction is a complete evaluation of the accumulated
purchase and consumption experience. Online shopping experience could be used for developing
competitive advantage. The study conducted by(Dr Hanif Kanjer and Dr Shipra Bhatia, 2016),
attempted to understand the impact of online shopping experience on consumer online purchase
behaviour. It was revealed that, the shoppers having 2-5 years online shopping experience has the
highest frequency of shopping. In a study conducted by (Jime et al., 2011), it was found that, the
shoppers who frequently use the internet find more value in online shopping. (Wi-Suk Kwon,
2010)reported that, there is significant impact of past online shopping experience on consumer’s
perceived risks in online shopping. According to (Khalifa & Liu, 2007),online shopping experience
has positive impact on repurchase intention and customer satisfaction. The results of (Mofokeng,
2021)reported that, online shopping experience works a moderator while studying the relationship
between product delivery and customer satisfaction. (Hao et al., 2015.) concluded that, there is
significant impact of online experience on purchase intentions.

About the Present Study

The main objective of this research study is to evaluate the impact of gender, age, and experience of
online shoppers and their various interactions on their satisfaction in online shopping. Age,
experience, and gender are the three independent variables and customer satisfaction in online
shopping is the dependent variable for this study.

The specific objectives of this study are:
1. To study the impact of age on customer satisfaction in online shopping

2. To study the impact of experience of customers on their satisfaction in online shopping
3. To study the impact of gender on customer satisfaction in online shopping
4

. To study the impact of interaction between age &experience of customers on their satisfaction in
online shopping

5. To study the impact of interaction between age & gender on customer satisfaction in online
shopping

6. To study the impact of interaction between experience & gender of customers on their satisfaction
in online shopping

7. To study the impact of interaction among age, experience, and gender on customer satisfaction in
online shopping

The hypotheses formulated for this study are:
H1: There is no impact of age on customer satisfaction in online shopping

H2: There is no impact of experience of customers on their satisfaction in online shopping
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H3: There is no impact of gender on customer satisfaction in online shopping

H4: There is no impact of interaction between age & experience of customers on their satisfaction in
online shopping

HS: There is no impact of interaction between age & gender on customer satisfaction in online
shopping

H6: There is no impact of interaction between experience &gender of customers on their satisfaction
in online shopping

H7: There is no impact of interaction among age, experience, and gender on customer satisfaction in
online shopping

The conceptual framework of this study is presented in Figure:1

Age
* Below 28 years
¢ 29 to 48 years
* Above 48 years

Experience of

. . Customer
Online shopping Satisfaction in

* Lessthan 2 years Online

* 2to4 years Shopping

* More than 4 years

Gender
*+ Male
* Female

Figure:1 Research Model
RESEARCH METHODOLOGY

Research Design

The researchers have used 3x3x2 factorial design as the three independent variables viz age,
experience, and gender varied at different levels. The codes used for the different levels in various
variables are:

Age (A): Al = Below 28 years; A2 = 29-48 years; A3 = Above 48 years;
Experience of online shopping (B): B1 = Less than 2 years; B2 = 2 to 4 years; B3 = More than 4 years
Gender (C): C1 = male; C2 = female.

Sampling

In this study, a sample survey of 685 online shoppers from Vidarbha, a geographic region in
Maharashtra State, India was conducted to collect the relevant data on the chosen variables. The
relevant data was collected from the samples buying tangible goods through online mode. The sample
distribution is presented in Table: 1.Availability, snowball and purposive sampling techniques were
adopted for the final selection of the respondents. Care was taken to include samples from all the
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eleven districts in Vidarbha region.

Table: 1 Sample Distribution

Characteristic N
Age (A) Below 28 years (A1) 314

29-48 years (A2) 311

Above 48 years (A3) 60
Experience of online shopping (B) Less than 2 years (B1) 192
2-4 years (B2) 261
More than 4 years (B3) 232
Gender (C) Male (C1) 446
Female (C2) 239

N= 685

Measure:

This research study is based predominantly on the primary data. Primary data was collected by
administering a well-structured questionnaire. The questionnaire was designed by the researchers
incorporating all the specified variables and constructs. Five-point Likert Scale ranging from ‘strongly
dissatisfied’ to ‘strongly satisfied’was used for the items measuring customer satisfaction in online
shopping. The items used to measure the construct were adapted from the various prior relevant
research studies. The independent variables viz gender (male, female), age (below 28 years, 28-48
years, above 48 years)and experience of online shopping(<2 years, 2 to 4 years, >4 years) of the
respondents were measured on multiple choice scale.

Data Collection

The researchers used four methods for surveying the respondents viz., scheduling, telephonic
interview, online survey, and appointment of surveyors. While scheduling, the researchers collected
the required data by interviewing the potential respondents in a face-to-face contact by visiting them
at several offices, institutions, organizations, and their respective residences. Telephonic interviews
were also conducted to collect the required data of the respondents scattered across distant geographic
areas in Vidarbha. The telephone numbers were gathered from the references given by the respondents
already surveyed. The questionnaire was also transformed in electronic Google survey form. This
Google form was subsequently delivered to the potential respondents at their respective e-mail
addresses. It was also circulated through various social media platforms viz WhatsApp and Facebook.
The researchers also appointed a few field workersi.e., surveyors to collect the required primary data
from distant areas. The purpose of the research study and the format of the questionnaire were
explained to the field workers properly. The required training on administering the questionnaire and
the ways to record the responses was also imparted to the field workers before sending them on the
field.

RESULTS & DISCUSSION

The present study aims to investigate the impact of age, experience, gender of customers and their
various interactions on customer satisfaction in online shopping. The results were obtained by using
SPSS software. The mean, and SD of all the 18 groups are presented in Table:2.

Table: 2 Descriptive Statistics of all the classified groups
Dependent Variable: Customer Satisfaction

Age Experience Gender Mean Std. Deviation N
Below 28 < 2 years Male 2.89 1.18 58
Female 3.67 78 72

Total 3.32 1.05 130

2-4 years Male 341 1.23 66

152 |Page

International Journal of
Food And Nutritional Sciences

1%8‘1*' FANS



IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES

Research paper (Gl 10k P AT\ RV R4V TR IUGC CARE Listed ( Group -1) Journal Volume 11, Iss 10, Dec 2022

Female 3.47 1.07 51
Total 344 1.16 117
> 4 years Male 3.69 97 51
Female 3.55 1.22 16
Total 3.65 1.03 67
Total Male 3.32 1.18 175
Female 3.58 95 139
Total 3.44 1.09 314
29 to 48 < 2 years Male 3.53 1.06 23
Female 3.48 .65 20
Total 3.50 .88 43
2-4 years Male 3.60 .84 67
Female 3.96 A45 51
Total 3.75 T2 118
> 4 years Male 4.03 .63 129
Female 4.23 52 21
Total 4.06 .62 150
Total Male 3.84 78 219
Female 3.92 57 92
Total 3.87 73 311
Above 48 < 2 years Male 3.40 .98 17
Female 3.90 14 2
Total 345 .94 19
2-4 years Male 3.45 1 22
Female 3.50 52 4
Total 3.46 .67 26
> 4 years Male 4.18 48 13
Female 3.70 42 2
Total 4.12 49 15
Total Male 3.61 .82 52
Female 3.65 42 8
Total 3.62 17 60
Total < 2 years Male 3.13 1.15 98
Female 3.63 15 94
Total 3.38 1.01 192
2-4 years Male 3.50 1.01 155
Female 3.71 .84 106
Total 3.58 .95 261
> 4 years Male 3.95 T4 193
Female 3.92 92 39
Total 3.94 77 232
Total Male 3.61 .99 446
Female 3.71 .82 239
Total 3.65 .94 685

To ensure whether the obtained classified groups differ significantly from each other, the data was
treated by using three-way ANOVA. The summary of the results of three-way ANOVA is presented
in Table:3.

Table: 3 Summary of Three-Way ANOVA (Customer Satisfaction in Online Sopping)
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Dependent Variable: Customer Satisfaction
Source Type III Sum df Mean F Sig.
of Squares Square
Age (A) 13.954 2 6.977 8.792 .000
Experience (B) 5.188 2 2.594 3.269 .039
Gender (C) 919 1 919 1.159 282
Age * Experience 1.949 4 487 .614 .653
(A*B)
Age * Gender (A*C) .307 2 153 .193 .824
Experience * Gender 1.954 2 9717 1.231 .293
B*C)
Age * Experience * 7.900 4 1.975 2.489 .042
Gender (A*B*C)
Error 529.320 667 794
Total 9742.265 685
Corrected Total 605.764 684
a. R Squared = .126 (Adjusted R Squared = .104)

The summary of three-way ANOVA indicates that, the main effect ‘A’ (Age) could bring out
significant F ratio(F=8.792, df=2 and 667, P<0.05). These values clearly indicate that, there is
significant age difference as far as the satisfaction of customer in online shopping is concerned.
Hence, the hypothesis, ‘there is no impact of age on customer satisfaction in online shopping’ is
rejected. The means: below 28 years = 3.44, 29-48 years = 3.87, above 48 years = 3.62 differ
significantly. The online shoppers in the age group of 29 to 48 years found to be most satisfied while
shopping online; while the young shoppers below age of 28 years found to be least satisfied while
shopping tangible goods through online retailers.

The main effect ‘B’ (experience of online shopping) was also found to be significant. It yielded F
ratio(F=3.269, df=2 and 667, P<0.05). These results show that, there is significant difference in the
satisfaction of online shoppers having varied experience of online shopping. Hence, the hypothesis,
‘there is no impact of experience on customer satisfaction in online shopping’ is rejected. The means:
less than 2 years =3.38, 2 to 4 years= 3.59, and more than 4 years = 3.95 significantly differ. The
online shoppers having experience more than 4 years of shopping online found to be most satisfied;
and the online shoppers having experience of less than two years found to be least satisfied.

The main effect ‘C’ is indicated by ‘gender’. In this case, insignificant results were obtained. It
yielded F ratio(F=1.159, df=1 and 667, P>0.05). The results clearly reveal that, the gender of the
online shoppers does not influence their satisfaction in online shopping. Hence, the hypothesis, ‘there
is no impact of gender on customer satisfaction in online shopping’ is retained. The means:
male=3.61, and female= 3.71 do not differ significantly. That means, both male and female online
shoppers found to be equally satisfied with the online retailers.

The interaction effect A*B indicates the interaction between age and experience. The results yielded F
ratio (F=0.614, df=4 and 667, P>0.05). The results show that, the interaction effect of A*B is non-
significant. Therefore, the hypothesis, ‘there is no impact of interaction between age and experience
on customer satisfaction in online shopping has been retained. Therefore, it is interpreted that, there is
no interaction effect of age and experience on the customer satisfaction in online shopping.

The interaction effect A*C indicates the interaction between age and gender. The results yielded F
ratio (F=.193, df=2 and 667, P>0.05). The results reveal that, the interaction effect of A*C is non-
significant. Therefore, the hypothesis, ‘there is no impact of interaction between age and gender on
customer satisfaction in online shopping has been retained. Therefore, it is interpreted that, there is no
interaction effect of age and gender on customer satisfaction in online shopping.
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The interaction effect B*C indicates the interaction between experience and gender. The results
yielded F ratio (F=1.231, df=2 and 667, P>0.05). The results reveal that, the interaction effect of B*C
is non-significant. Therefore, the hypothesis, ‘there is no impact of interaction between experience &
gender on customer satisfaction in online shopping has been retained. Therefore, it is interpreted that,
there is no interaction effect of experience and gender on customer satisfaction in online shopping.

The interaction effect A*B*C indicates the interaction among age, experience and gender
combinedly. The results yielded F ratio (F=2.489, df=4 and 667, P<0.05). The results reveal that, the
interaction effect of A*B*C is highly significant. Therefore, the hypothesis, ‘there is no impact of
interaction between age, experience & gender on customer satisfaction in online shopping is rejected.
It is interpreted that, there is significant interaction effect of age, experience and gender on customer
satisfaction in online shopping.

CONCLUSION

From the above results, it is summarised that from the three independent variables, two variables viz
age and experience of online shopping are found to be significantly affecting customer satisfaction in
online shopping. However, ‘gender’ found to be insignificant in affecting satisfaction of online
shoppers. The combined interaction effect of all the three independent variables (A*B*C) found to be
highly significant; however, the paired interactions between A*B, A*C and B*C are found to be
insignificant. Therefore, the research concludes that, age of online shoppers and experience of online
shopping significantly affect their satisfaction in online shopping. The online shoppers in the age
group of 29 to 48 years found to be most satisfied while shopping online. The online shoppers having
experience more than 4 years of shopping online found to be most satisfied; and both male and female
online shoppers found to be equally satisfied with the online retailers.

This research study has used only three independent factors viz age, experience and gender to study
their impact on customer satisfaction in online shopping. The study was confined to the online
shoppers in Vidarbha only. The future studies could involve further socio-economic characteristics
which may affect customer satisfaction in online shopping so that further information on this topic can
be explored in depth. The future studies may also involve some other target groups in various
geographic areas. This research study will help the online retailers operating in India to have essential
insights concerned with the factors of online shopping leading to their satisfaction. This research
further helps in developing marketing strategies and their implementation for targeting the vast
untapped market. The results of this study will also be useful for the academia as well.

REFERENCES

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. 1. (2015). Consumer attitudes towards online
shopping: The effects of trust, perceived benefits, and perceived web quality. Internet Research,
25(5), 707-733. https://doi.org/10.1108/IntR-05-2014-0146

Blandina Sramova, Jiri Pavelka. (2019). Gender differences and wellbeing values in adolescent online
shopping. International Journal of Retail & Distribution Management. https://doi.org/
10.1108/IJRDM-08-2017-0173

Chen, S. J., & Chang, T. Z. (2003). A descriptive model of online shopping process: Some empirical
results. International Journal of Service Industry Management, 14(5), 556-569. https://doi.org/
10.1108/09564230310500228

Chen, Y., Yan, X., Fan, W., & Gordon, M. (2015). Computers in Human Behavior The joint
moderating role of trust propensity and gender on consumers ’ online shopping behavior.
COMPUTERS IN HUMAN BEHAVIOR, 43, 272-283. https://doi.org/10.1016/j.chb.2014.10.020

Dai, W., & Arnulf, J. K. (2019). Like or want? Gender differences in attitudes toward online
shopping in China.Psychol. Mark. 2019;1-9. https://doi.org/10.1002/mar.21183

Dittmar, H., Long, K., & Meek, R. (2004). Buying on the Internet : Gender Differences in On-line and

155 | Page
l%IJFANS

International Journal of
Food And Nutritional Sciences



[JFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES

Research paper (Gl L s PATTTNWN NG Y TV UG C CARE Listed ( Group -1) Journal Volume 11, Iss 10, Dec 2022

Conventional Buying Motivations. Plenum Publishing Corporation, Sex Roles, 50, (5/6,)

Dr Hanif Kanjer and Dr Shipra Bhatia. (2016). Impact of Online Shopping Expertise On Consumers’
Online Shopping Behavior.

George, B. (2016). Consumer Heterogeneity, Perceived Value, And Repurchase Decision-Making In
Online Shopping: The Role Of Gender, Age, And Shopping Motives. Journal of Electronic
Commerce Research, 17(2), 116-131.

Gupta, N., & Handa, M. (2008). Young Adults of India-Online Surfers or Online Shoppers. Journal of
Internet Commerce, 7(4),425-444, https://doi.org/10.1080/15332860802507156

Hao, L., Samuel, S., Balaji, M. S., & Wei, K. K. (2015). An Investigation of Online Shopping
Experience on Trust and Behavioral Intentions. Journal of Internet Commerce, 14:2,

233-254. https://doi.org/10.1080/15332861.2015.1028250

Hasan, B. (2010). Computers in Human Behavior. Computers in Human Behavior, 26(4), 597-601.
https://doi.org/10.1016/j.chb.2009.12.012

Hou, J., & Elliott, K. (2016). Electronic Commerce Research and Applications Gender differences in
online auctions. ELECTRONIC COMMERCE RESEARCH AND APPLICATIONS, 17, 123-133.
https://doi.org/10.1016/j.elerap.2016.04.004

Hui, T., & Wan, D. (2009). Who are the online grocers ? The Service
Industries Journal, 29(11), 1479-1489. https://doi.org/10.1080/02642060902793334

Jacques Boulay, Brigitte de Faultrier and Florence Feenstra, L. M. (2014). When children express
their preferences regarding sales channels Online or offline or online and offline? International
Journal of Retail & Distribution Management, 42(11/12), 1018—1031. https://doi.org/10.1108/IJRDM-
05-2014-0055

Jain, R., & Kulhar, M. (2019). Barriers to online shopping. International Journal of Business
Information Systems, 30(1), 31-50. https://doi.org/10.1504/1JBIS.2019.097043

Jen-hung, H., & Yi-chun, Y. (2010). Gender differences in adolescents ’ online shopping motivations.
African Journal of Business Management, 4(6), 849-857.

Jime, J., Jose, M., & Herna, B. (2011). Age , gender and income : do they really moderate online
shopping behaviour ?Online Information Review, 35(1), 113-133. https://doi.org/ 10.1108/
14684521111113614

Khalifa, M., & Liu, V. (2007). Online consumer retention : contingent effects of online shopping habit
and online shopping experience. European Journal of Information Systems, 16(September), 7 780—
792. https://doi.org/10.1057/palgrave.ejis.3000711

Khare, A., Khare, A., & Singh, S. (2012). Attracting Shoppers to Shop Online—Challenges and
Opportunities for the Indian Retail Sector.Journal of Internet Commerce,11(2), 161-185, https://
doi.org/ 10.1080/15332861.2012.689570

Kim, J., & Forsythe, S. (2010). Adoption of dynamic product imagery for online shopping: does age
matter?, The International Review of Retail, Distribution and Consumer Research, 20(4), 449-467,
https://doi.org/10.1080/09593969.2010.504011

Korgaonkar, L. D. W., & Wolin, L. D. (2003). Web advertising: gender differences in beliefs,
attitudes and behavior, Internet Research, 13(5), 375 - 385 https://doi.org/ 10.1108/
10662240310501658

Lee, W. L., Cheng, S. Y., & Shih, Y. T. (2017). Effects among product attributes, involvement, word-
of-mouth, and purchase intention in online shopping. Asia Pacific Management Review, 22(4), 223—

156 |Page
l.E':\LQIJFIAl\TS

International Journal of
Food And Nutritional Sciences



[JFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES

Research paper (Gl L s PATTTNWN NG Y TV UG C CARE Listed ( Group -1) Journal Volume 11, Iss 10, Dec 2022

229. https://doi.org/10.1016/j.apmrv.2017.07.007

Lian, J., & Yen, D. C. (2014). Computers in Human Behavior Online shopping drivers and barriers
for older adults : Age and gender differences. COMPUTERS IN HUMAN BEHAVIOR, 37, 133—-143.
https://doi.org/10.1016/j.chb.2014.04.028

Mathew, P. M., & Sita Mishra. (2014). Online Retailing In India: Linking Internet Usage, Perceived
Risks,Website Attributes And Past Online Purchase Behaviour, The Electronic Journal of Information
Systems in Developing Countries, 65( 4), 1-17. https://doi.org/10.1002/j.1681-4835.2014.tb00466.x

Meyers-levy, J., & Sternthal, B. (1991). Gender Differences in the Use of Message Cues and
Judgments. Journal of Marketing Research, XXVIII (February 1991), 84-96

Mofokeng, T. E. (2021). The impact of online shopping attributes on customer satisfaction and
loyalty: Moderating effects of e-commerce experience. Cogent Business & Management, 8(1),
1968206, https://doi.org/10.1080/23311975.2021.1968206

Mohammad Hossein Moshref Javadi, Hossein Rezaei Dolatabadi, Mojtaba Nourbakhsh, Amir
Poursaeedi, A. R. A. (2012). An Analysis of Factors Affecting on Online Shopping Behavior of
Consumers. International Journal of Marketing Studies, 4(5), 81-98. https://doi.org/ 10.5539/
ijms.v4n5p81

Chahal, P. (2015). A Study on the Role of Consumers Gender and Age on Online Shopping.
International Journal in Commerce, IT & Social Sciences, 2(07), 33-41. ISSN: 2394-5702.
http://www.ijmr.net.in.

Sorce, P., Perotti, V., Widrick, S., Sorce, P., Perotti, V., & Widrick, S. (2005). Attitude and age
differences in online buying. International Journal of Retail & Distribution Management, 33(2), 122 -
132. https://doi.org/10.1108/09590550510581458

Wan, Y., Nakayama, M., & Sutcliffe, N. (2012). The impact of age and shopping experiences on the
classification of search, experience, and credence goods in online shopping. Inf Syst E-Bus Manage,
10, 135-148. https://doi.org/10.1007/s10257-010-0156-y

Wi-Suk Kwon, M. N. (2010). The influence of prior experience and age on mature consumers’
perceptions and intentions of internet apparel shopping. Journal of Fashion Marketing and
Management, 13(3), 335-349. https://doi.org/10.1108/13612021011061825

Zhang, K. Z. K., Cheung, C. M. K., & Lee, M. K. O. (2014). Examining the moderating effect of
inconsistent reviews and its gender differences on consumers ’ online shopping decision. International
Journal of Information Management, 34(2), 89-98. https://doi.org/10.1016/j.ijinfomgt.2013.12.001

Zhou, L. (2007). Online Shopping Acceptance Model A Critical Survey Of Consumer Factors In
Online Shopping. Journal of Electronic Commerce Research, 8(1), 41-62.

Zuroni, M. J., & Goh, H. L. (2012). Factors Influencing Consumers’ Attitude Towards E-Commerce
Purchases Through Online Shopping. International Journal of Humanities and Social Science, 2(4),
223-230.

157 |Page

International Journal of
Food And Nutritional Sciences

1352 -1 JFANS



