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ABSTRACT: Today youth uses Internet compared to the general population. The current generation of youth is one of
the biggest targeted markets in India. Through the internet, businesses are able to convert youth into their customers
and also from customer to loyal customers by providing more options, mobility and convenience to younger customers.
Indian E-Commerce market shown immense growth during last few years and expected to growth even faster over next
few years. Internet is the major reason for changing the business environment. Continues increase in use of internet for
E-commerce isgrowing with risk of lack of control, uncertainty, and potential opportunism. Privacy and security of
consumer’s personal data is one of the measure reason for the success of E- commerce. Lack of acceptance of E-
commerce is not only because of security and privacy, but also lack of trust and reliability of Web vendors. The study
focused on use of internet for E- Commerce by Indian youth. Study also focused on the various reasons for non-
willingness of Indian youth to make online purchases.

KEYWORDS: E-commerce, Security and privacy, Risk, Trust and reliability, E-vendors.
I.INTRODUCTION

E-commerce is now being used by every sector. E-commerce has made business processes more reliable and efficient.
Consequently, ecommerce is now essential for businesses to be able to compete in the global marketplace. Young
generation is one of the important targets for companies using E-Commerce for sale of their products.Online shopping
is a form of electronic commerce which allows consumers to directly buy goods or services from a seller over the
Internet using a web browser. This study concentrated on to identify use of E-Commerce by young generation and
factors which are directly related to consumers trust to use e-commerce in India.

Il. LITERATURE REVIEW

Out of 500 million internet users, India is the second largest country by the number of internet users. India ranks first in
the population of youth who are adopting technology quickly and with advanced technology inhand, E-commerce is
catching attention of number of youths. A poll opinion conducted in India by Inshortsand Ipsos, between 25th July and
7th August 2016 to find out. 54% urban Indians said if the cost is same, they would prefer to visit a proper retail
store to buy a product, while 4% said they don’t indulge in online shopping at all. Typically a consumer’s purchase
behaviour is influenced by various factors. For instance, online shopping has its own risks that only an offline retail
store can overcome. It was recommended that to convince and influence the purchase decision of the consumer, online
retailers must provide discounts. Discounts added with a comfort of sitting at home and purchasing, can prove effective
driving factor.
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111. OBJECTIVE OF RESEARCH AND HYPOTHESES

The objectives of this study are:
1) To understand the use of internet for E-Commerce in Indian youth.
2) To study view of youth on online purchases in the near future.
3) To study factors affecting the use e-commerce among youth.

Hypotheses
H1:A majority of youngsters using internet for on line shopping.
H2: Level of security used to protect personal data of Customers, examination of goods and reliability of E-vendor are

the major factors affecting use of E-Commerce.
H3: Measures taken by E-Vendors and Bankers for protection of data used during online transactions positively affects

consumer’s behaviour for online shopping.

IV. RESEARCH METHODOLOGY
A survey instrument in the form of questionnaire is used to collect primary data. Simple percentage method is used for

analysis of data. For study target respondents are 120 youngsters who are internet savvy. The respondents are of the
age group of 20 to 28.
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V. DATA ANALYSIS

ISSN (Print) : 2320-9798

Table: 1
No of

Particulars Students Percentage
Frequently Use Internet 113 94.16%
Seldom Use Internet 7 5.83%
Total 120 100 %
Table: 2
Experience of Online Purchase 50 41.66%
Not Having Experience of Online Purchase 70 58.29%
Total 120 100 %
Table : 3
Willingness to make online purchases in the near future 96 80.00%
Not Willing to make online purchases in the near future 24 20.00%
Total 120 100 %
Table : 4
Reason for non-willingness to make online purchases in the near future
Security & privacy of their personal data 8 33.33%
Cannot feel product 4 16.66%
Not trusting Vendor 12 50.00%
Total 24 100%
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Table: 5

Use of credit card over internet

Not safe 75 62.50%
Somewhat Safe 5 4.16%

Safe 20 16.66%

Not Sure 20 16.66%

Total 120 100%

Table: 6

There is adequate precautions to ensure security of personal data

Yes 40 33.33%
No 73 60.83%
Don’t Know 7 5.83%
Total 120 100%
Table: 7

Opening accounts for financial transaction with banks

Trusting 60 50.00%
Not Trusting 42 35.00%
Not sure 18 15.00%
Total 120 100%
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Table : 8

Fortitude to make online purchase will be increased if it more safer methods is used.

Fortitude will be increased 72 60.00%

Fortitude will not be increased 12 10.00%

Not sure 30 25.00%

Total 120 100%

Table -9

Fortitude to adopt e-commerce will increase when online vendors provide all necessary guarantees to ensure

security and privacy of their personal information

Confidence will be increased 68 56.00%

Confidence will not be increased 15 12.5%

Not sure 37 30.83%

Total 120 100%
VI.RESULT

According to data analysis, Tablel Shows that youth using the Internet very frequently is 96.14% and only 5.83% uses
internet less frequently. Table2 Proved that most of youngsters have not experienced online purchase only 41.61% of
youngsters had experience of purchasing goods online..Table3 shows that most (80.00%) of the youngsters are willing
to make purchases online in nearest future.Table4 shows that majority of youngsters (50.00 %) are not willing to make
online purchase due to lack of trust on E-vendors while other youngsters (33.33 %) feel unsecure to their personal data.
Few youngsters (16.66 %) cannot trust the goods without physical inspection. Table 5 shows that majority (62.50%) of
youngsters feel unsafe to use of credit card for making online purchase, only 16.66 % feeling safe to use of credit card
for online purchase. Table6 proves that most of the youngsters (60.83 %) believe that there is no adequate security to
protect personal data of customers. Table7 shows that half of young generation (50.00%) feels safe to open an bank
account for financial transactionfor online shopping. Table8 shows that most of the youngsters believe that use of E-
commerce will increase ifsafer methods are used for transactions.Table9 proves that fortitude of youngsters to adopt E-
commerce will increase if the vendors provide grantee to ensure security on their personal data.

The study reveals that every youngster is using internet but very less uses internet for online purchase or shopping.
Nearly half of the youth iswilling to make online purchases in the near future. Security & privacy of consumer’s
personal data, Lack of personal examination of goods and trust over E-Vendor are the major reasons considered by
youth for online purchase. Online payment through credit card is not safe, but confidence in online shopping and online
payment increased when E-vendor and bank provides guarantee about security of personal data of consumer during
online transactions.
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VII.CONCLUSION

Still online shopping is not popular among Indian youths, but its increasing its popularity with the increase in the usage
of internet. Understanding customer’s requirements for online selling is one major challenge that has to be undertaken
by the marketers. If all the figures are carefully considered then it can be easily identified that maximum number of
respondents of online shopping are lying in age group of 20- 26 years . Therefore Young generation is the major scope
for E-commerce market. Properly understanding the customers’ expectations and making improvements in the factors
that effects customers, will help the E-commerce business to gain profit to extend. The online buying culture of youth
can be increased through findings obtained through survey. By focusing on various factors identified in this study, the
E-commerce business can make their marketing strategies in better way.
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