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Abstract - This Research study has proposed and validated a 

model for the E-shopping in India using Technology acceptance 

Model. Online retail companies invested huge amount of money to 

promote and support e-shopping. New ways are found to increase 

the customer’s satisfaction and service enhancement. TAM model 

which is popular among researchers to do research study as it 

contains all the elements to find out the factors which influence 

the technology related research. Few more factors are also added 

in the model to improve the model and to study the behavior of the 

customers of the users in depth. Results of this study show which 

factors influence the customers to use E-shopping (ES). The 

factors which are supported are Attitude, Behavioral Intention, 

Perceived usefulness, Perceived Ease of Use and Trust. AWR (P = 

0.251), PR (P = 0.227), TRIL (P = 0.143) and COMP (P = 0.659) 

factors are removed as they are insignificant.This study on TAM 

model is well fitted and it is also found that TAM has been 

extensively used to study acceptance of internet and its 

applications, particularly for studying intentions and actions 

regarding internet shopping. (ref: Childers et al., 2001; Moon and 

Kim, 2001; Chen et al., 2002; Park and Jun, 2002; Chen at al., 

2003; McCloskey, 2004; Leelayouthayotin and Lawley, 2004). 
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1. INTRODUCTION  

Customer acceptance of innovations necessitates behavioral 

research aimed at examining and predicting actual behavior 

and behavioral intentions. Due to low penetration of internet 

in India (around 4% according to Business Today, 5.2% 

according to NASSCOM’s projection for 2005 and 7.1% in 

November 2008 according to internet World Stats’ usage and 

populations statistics) as compared to other countries (China 

22.4%, Taiwan 66.1%), internet shopping can be considered 

as an innovation for the Indian customer. 

Customer demand for internet is a key factor that may 

ultimately drive widespread acceptance of internet by 

retailers. Whether the customer has access and how they use 

or perceive internet shopping in a way will affect its ultimate 

acceptance (Shirky, 1997). 

Therefore, this study examines internet shopping acceptance 

in developing countries; in this case India. The exponential 

growth of internet penetration in India and increased e-

commerce activity both on consumer side as well as 

corporate side during last few years provides the impetus to 

investigate this phenomenon among potential online 

shoppers. Further, this channel of commerce brings a major 

technological shift in the way business is conducted and 

raises challenges in terms of aligning the e-commerce model 

to the traditional Indian socialistic psychological beliefs. The 

study tests a comprehensive Technology Acceptance Model 

incorporating shopping profiles and security and privacy 

concerns exploring their effects on successful adoption of 

internet shopping in India 

2. LITRATURE REVIEW 

There are many theories that are developed to examine and 

understand the factors influencing the acceptance of 

Technology related application in society. The models made 

to study the user acceptance, adoption and usage behavior 

include TRA (Fishbein & Ajzen, 1975), TPB (Ajzen 1985), 

TAM (F Davis, 1989), DOI (Rogers, 1983), DTPB (Taylor & 

Todd, 1995) and UTAUT (Venkatesh 2003).  

Every model gives different point of view towards the 

Behavior Intention with different factors or variables. TRA 

includes behavior intention, behavior, subjective norm and 

attitude. TPB includes behavior, behavior intention, 

perceived behavior control, subjective norm, and attitude. 

TAM includes external factors, perceived usefulness, and 

perceived ease of use, behavior intention and actual usage. 

DTPB includes perceived usefulness, perceived ease of use, 

perceived behavior control, compatibility, peers influence, 

superior influence, self-efficacy, resource facilitating 

conditions, technology facilitating condition, subjective 

norm, behavior intention, actual usage. UTAUT includes 

performance expectancy, effort expectancy, social influence 

and facilitating condition.  
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Fig.1: Technology Acceptance Model 

F. Davis proposed TAM in 1985 has got a huge success 

when it comes to technology related research. It was derived 

from TRA. TRA used to study the behavior but TAM is 

specific for the technology related so it’s very much useful in 

studying e-banking. Davis stated that, the goal of TAM is to 

provide an explanation of determinants of computer 

application acceptance is vernal and is cable of explaining 

user behavior across a broad range of end-user computing 

technologies and user populations (Davis, 1989). TAM is 

helpful not only for prediction but also for explanation, so 

that researchers and practitioners can identify why a specific 

system may acceptable or not, it also provides a basis for 

tracing the impact of external factors on internal beliefs, 

attitudes and intention (Davis, 1989).   

3. EXTENDED TAM MODEL AND HYPOTHESIS 

This framework is based on TAM (Davis, F. D. 1989). It can 

also be called as hybrid model. TAM contains following 

components: (1) actual behaviour, (2) behaviour intention, 

(3) attitude, (4) Perceived Usefulness, (5) perceived ease of 

use and (6) External Variables.  

TAM also includes (1) Trial ability (2) Perceived risk, (3) 

trust (4) Awareness and Compatibility. PU and PEU both 

affect positively hypothesis to the attitudes. 

Few factors like perceived risk, perceived trust and 

awareness of Internet Banking acting negative towards the 

attitude and it affect directly towards attitude. 

1. Exogenous variables 

Perceived ease of use, compatibility, Trial ability, 

perceived risk, trust, awareness. 

2. Endogenous variables 

    BI, Attitude and Perceived usefulness 

 

Figure2. Model shows how variables are related to each 

other. BI is main endogenous variable with 3 other 

endogenous terms which are: attitude, subjective norm, 

perceived behavior control and perceived usefulness. 

Attitude has following exogenous variables: perceived ease 

of use, perceived usefulness, compatibility, Trial ability, 

perceived risk, trust, awareness.  

 

Fig.2: Conceptual model TAM 

Hypothesis table is as shown in Table 1. In this part relation 

between the hypotheses is discussed. There are 3 endogenous 

hypotheses E-Shopping Attitude, BI and perceived 

usefulness. 

Table-1: Hypothesis table 

SN.    

H1 
ATT 

BI 

Attitude  

Behavior 

Intention 

Attitude significantly 

influences and 

positively affects BI. 

H2 
PU 

ATT 

Perceived 

Usefulness  

Attitude 

Perceived Usefulness 

significantly 

influence attitude and 

positively affects 

Attitude. 

H3 
PEU 

ATT 

Perceived 

ease of use  

Attitude 

Perceived ease of use 

significantly 

influences attitude 

and positively affects 

Attitude. 

H4 
PEU 

PU 

Perceived 

ease of use  

Perceived ease of use 

significantly 
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Perceived 

Usefulness 

influences Perceived 

Usefulness and 

positively affects 

Perceived 

Usefulness. 

H5 
COMP

 ATT 

Compatibility 

 Attitude 

Compatibility 

significantly 

influence Attitude 

and positively affects 

Attitude. 

H6 
TRIL 

ATT 

Trialability 

 Attitude 

Trialability 

significantly 

influence Attitude 

and positively affects 

Attitude. 

H7 
Risk 

ATT 

Risk  

Attitude 

Risk significantly 

influence Attitude 

and negatively affects 

Attitude. 

H8 
TRU 

ATT 

Trust  

Attitude 

Trust significantly 

influence Attitude 

and positively affects 

Attitude. 

H9 
AWAR

 ATT 

Awareness  

Attitude 

Awareness 

significantly 

influence Attitude 

and positively affects 

Attitude. 

 

4. RESEARCH METHODOLOGY 

The main respondents in this study are the students and 

employees of the college in Mumbai that have different E-

shopping accounts in many E-commerce websites. 

The questionnaire consists of 6 pages. Part one consist of a 

cover letter explains the title, purpose, and a statement 

guaranteeing confidentiality of the respondents as we well as 

it also include questions like do you internet banking or not, 

if not then the data filled in the survey is not important. It 

also contains the personal details like age, gender, marital 

status, occupation, city, education level, yearly income, how 

long you are using E-shopping, source of knowledge about 

E-shopping, place from where you use E-shopping. Second 

part contains the questions for the respondents. At the end of 

the page it is a thanks giving statement. Questionnaire is 

given at the end of the paper in Appendix A. 

Part three is used to measure these variables. These are (1) 

Perceived Usefulness, (2) Behavior Intention, (3) attitude, (4) 

awareness, (5) Perceived ease of Use, (6) compatibility, (7) 

Trial ability, (8) trust, (9) perceived risk. Factors from 1-3 

are endogenous and 4-9 are exogenous. 

Over 450 questionnaires were distributed to respondents and 

faculty of two colleges and employee of various companies. 

The researcher got back 310 responses and later on all were 

tested manually, out of which 5 were found to be incomplete. 

So, total 305 responses were collected. 

Data analysis procedure includes following activities such as 

data entry of responses, data screening and selecting proper 

data for data analysis strategy (Sekaran, 2003). To find out 

data entry errors, data screening is performed, which includes 

(missing data, outlier, normality, linearity, homoscedasticity, 

multi collinear, reliability, validity, descriptive data and test 

of response bias). SPSS v21 was used to do the testing. In the 

end Structural equation modeling (SEM) AMOS v21 was 

used to analysis data and to do hypothesis testing. 

This study used seven point Likert Scales for measuring all 

variables in this study, from 1-7: (1) Strongly Disagree (2) 

Disagree (3) Somewhat Disagree (4) Not Sure (5) Somewhat 

Agree (6) Agree (7) Strongly Agree. 

5. RESEARCH RESULTS 

5.1 Respondent Profile. 

It consist all the personal details of respondent in proper 

format and more details are given in Table 2. 

It consist of Martial status, Religion, Duration of Internet 

usage, Source of E-shopping, accessing place of e-shopping 

and how long people are using e-shopping 

Table-2: Respondent Profile 
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5.2 TAM Extended model testing 

Hypothesized model include following direct hypothesis: (1) 

Attitude and BI, (2) Perceived ease of use and Perceived 

Usefulness, (3) Awareness and attitude, (4) Perceived 

Usefulness and attitude, (5) Perceived ease of use and 

attitude, (6) Compatibility and attitude, (7) Trial ability and 

attitude, (8) perceived risk and attitude and (9) trust and 

attitude. Main aim of conducting hypothesized model is to 

define whether the relationship among the research 

constructs fits the data moderately according to the absolute, 

incremental and parsimonious model fit measures, which is 

assessed goodness of fit indices such as (NFI ratio, IFI, TLI, 

CFI, RMSEA, AGFI, NFI, GFI), which were used to test if 

the research variables fit the data reasonably 

Model is further improved by removing the insignificant path 

between the variables which got p value more than 0.50 in 

regression table. See Table 3 and 4 to see the insignificant 

path between the variables, this will improve the goodness of 

fitness (GFI, IFI, CFI, TLI, NFI and AGFI) and reduced 

badness of fit test (RMSEA and p-value) of the. Standard 

Regression weight (SRW) and Squared multiple Correlations 

(SMC) is also checked to improve the fitness. SRW should 

be more than 0.70 and SMC should be more than 0.50 for 

better fit. 

Table-3: Endogenous and Exogenous model result 

Indicators 
Threshold 

value 

Endogenous 

model 

Exogenous 

model 

Absolute Indicies    

Ratio < 2.00 2.893 3.085 

RMSR < 0.10 .0257 .0576 

Incremental 

Indices 
   

GFI 0.90 < .962 .842 

IFI 0.90 < .980 .899 

CFI 0.90 < .980 .898 

TLI 0.90 < .967 .880 

NFI 0.90 < .970 .858 

AGFI 0.90 < .920 .797 

Parsimonious 

Indices 
   

RMSEA < 0.08 .080 .083 

p-value > 0.05 .000 .000 

 

Table-4: Endogenous and Exogenous model result 

Indicators 
Threshold 

value 

Hypothesize

d model 

results 

Revised 

model 

Absolute Indices    

Ratio < 2.00 3.633 4.820 

RMSR < 0.10 . 0766 .0818 

Incremental 

Indices 
   

GFI 0.90 < .714 .879 

IFI 0.90 < .807 .915 

CFI 0.90 < .805 .915 

TLI 0.90 < .786 .887 

NFI 0.90 < .752 .895 

AGFI 0.90 < .667 .813 

Parsimonious 

Indices 
   

RMSEA < 0.08 .094 .113 

p-value > 0.05 .000 .000 

 

Path analysis is done to remove the insignificant path. Any 

path greater than 0.050 (P > 0.050) is removed and it 

improve the fitness. See Appendix for more details. AWR (P 

= 0.251), PR (P = 0.227), TRIL (P = 0.143) and COMP (P = 
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0.659) are removed as path was insignificant. See appendix L 

for more details. 

After removing all the insignificant paths and removing 

variables whose SMC values less than 0.50 and SRW values 

less than 0.70, Overall results improved (see table 5.6 for 

more details). See table 5 for list of insignificant path. 

Table-5: Insignificant Path 

 

Significant paths are perceived ease of use, Trial ability, trust 

and awareness with the Attitude to Behavior Intentions. 

Other significant paths are Self-efficacy and technology 

support with perceived behavior control towards behavior 

control. Significant paths family influence and mass media 

influence with subjective norm. After removing the 

insignificant path model become more stable and Chi-square 

value comes down to 284.403, DF = 59, Ratio = 4.820, 

p=value = 0.000, GFI = 0.879, CFI = 0.915, RMSEA = 0.113 

which is acceptable. 

Table-6: Endogenous and Exogenous model result 

SN.   Evidence 

H1 
ATT  

BI 

Attitude significantly influence 

and positively affects BI. 
Supported 

H2 
PU 

ATT 

Perceived Usefulness 

significantly influence attitude 

and positively affects Attitude. 

Supported 

H3 
PEU  

ATT 

Perceived ease of use 

significantly influence attitude 

and positively affects Attitude. 

Supported 

H4 
PEU  

PU 

Perceived ease of use 

significantly influences 

Perceived Usefulness and 

positively affects Perceived 

Usefulness. 

Supported 

H8 
TRU 

 ATT 

Trust significantly influences 

Attitude and positively affects 

Attitude. 

Supported 

 

After removing all insignificant path (Compatibility, Trial 

ability, Risk, Trust, Awareness). The final figure is shown in 

Figure 3. 

 

Fig.3: Final TAM model 

6. CONCLUSION 

In this paper a hybrid model is generated for e-shopping user 

acceptance in India. This model includes basic TAM model 

factors like PU, PEOU, Attitude, BI and few more factors are 

added in it Compatibility, Trial ability, Risk, Trust, 

Awareness and Trust. The model developed in this paper 

must be handled and construed in a careful manner when 

used to explain and predict the e-shopping behaviors of non-

experienced internet users or consumers using other 

traditional shopping methods, as the sample constructed in 

this study consisted of users with internet experience. Almost 

all of the participants in this research had e-shopping 

experience. Contrasting conceptual impacts can appear when 

evaluating the perceived user-friendliness and usefulness of 

e-commerce among experienced and non-experienced users. 

The results obtained in this study can be used to determine 

the marketing strategies employed by e-stores to 

improve the willingness of consumers to engage in online 

shopping. Using the model in this study, the factors that are 

seen as important by users in e-shopping systems were 

clearly defined. E-shopping is developing rapidly. An 

effective e-store design is of critical importance if the e-store 

wants to meet the expectations of e-consumers. 

Changing consumer and life patterns are introducing more 

and more consumers to the virtual environment. 

Acceptance and adoption by consumers of this virtual life 

will change according to the marketing performance of 

service providers, who are seen as important actors in the 

virtual environment. E-stores have to develop strategic plans 

that will reverse the negative behaviors, attitudes and beliefs 

of consumers. The results obtained in the developed research 

show interesting implications for e-commerce diffusion and 

for the management of sale initiatives through the Internet. 

Specifically, the understanding of the overall process of 

virtual shopping acceptance by final consumers is very useful 

to define strategies and performances that aimed at leading 

Internet users to make electronic transactions. Lastly, when 

carrying out research on e-commerce, it would be also 

PEOU 

TRUST 

ATT BI 

 

PU 
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interesting to consider other variables, such as the subjects’ 

socio demographic characteristics, way of life or 

personal values among others. 

Factors like Trust, Perceived Ease of Use, Perceived 

Usefulness and BI are more affective. Factors like 

Compatibility, Trial ability, Risk, and Awareness. If a e-

shopping website want to have more customers they have to 

focus more on ease of use, usefulness and Trust. According 

this paper to Compatibility, Trial ability, Risk, and 

Awareness plays no significance role in user acceptance of e-

shopping in India. 

7. FUTURE SCOPE 

Limitation of this research can be overcome by doing future 

research on other sectors like Government employees and 

public sector employees. Other well defined models should 

be combined together to study the behavior of customers like 

TAM2 with DTPB, TAM3 with DTPB and UTAUT. Risk is 

very important variables and it must be studies in details, 

there are many types of risk (Performance risk, social risk, 

time risk, financial risk and security risk) (Ming-Chi 2008) 

with Indian prospective. As Indian E-shopping customers 

will increase there is huge possibility for E-commerce to cut 

cost and increase profit.  
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