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Abstract 

E-Commerce is an inevitable fact in 

today’s business world. It shows an enormous 

growth in the last few years. It is very helpful for 

doing commercial activities anytime and anywhere.  

It provides the most convenient platform for doing 

business. Within a mouse click, the customers can 

make product comparison with its quality, features 

& price and can make best purchase decisions. 

Youth is the most vibrant group attracted in Indian 

E-Commerce. This study focuses on how much the 

youth is being adopted ecommerce in Kerala. 

Online sample survey method has been adopted in 

this study. 62 respondents having age group of 18-

23 with ecommerce experience has been selected as 

sample. It is found out that the most consumed item 

in ecommerce are mobile phones and accessories.   

Keywords: E-Commerce, Youth, Online Shopping 

I. INTRODUCTION  

 Our generation stands on the very peak of 

the greatest technological revolution that mankind 

has ever faced. Actually the concept   e-commerce 

is the movement of business on to the World Wide 

Web. The process of buying, selling or exchanging 

products, services and information through 

computer networks are involved in it. It deals not 

only the products but also with services and 

information.  It includes any form of business 

transaction in which the parties interact 

electronically over the internet rather than by 

physical exchange or conduct. The amount of trade 

conducted electronically has grown extraordinarily  

 

with the spread of the internet. A wide variety of 

commerce applications are conducted in this way. 

It can involve electronic funds transfer, supply 

chain management, e-marketing, online marketing, 

and online transaction processing, electronic data 

interchange, automated inventory management 

systems and automated data collection systems. 

Modern e-commerce typically uses electronic 

communications technology such as the internet, 

extranets, e-mail, e-books, databases and mobile 

phones. A large percentage of e-commerce is 

conducted entirely electronically for virtual items 

such as access to premium content on a website, 

but most e-commerce involves the transportation of 

physical items in some way. 

 E-commerce helps to conduct traditional 

commerce through new ways of transferring and 

processing information. It promotes the paperless 

exchange of business information using EDI, e-

mail, EFT and other network based technologies. It 

not only automates manual processes and paper 

transactions, but also helps organizations move to a 

fully electronic environment and change the way 

they operate. The process of searching, choosing, 

buying and selling of products or services on the 

electronic network is termed as e-commerce. The 

computer and telecommunication networks are 

used in e-commerce for promoting products, 

selling, delivery and collection and customer 

services. Online exchange of goods, services and 

money between firms and between firms and their 
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customers are included in e-commerce. Thus the 

scope of trading is enhanced with the help of 

computer networks in e-commerce. Another feature 

is that all the transactions are carried out over the 

computer networks. 

IAMAI (2015) reported that the number of 

internet users in India was expected to reach 402 

millions within a short span of time with a growing 

rate of 49% over the last year. With this, India will 

surpass the USA and will have second largest user 

base next to China. The U.S. Census Bureau(2016) 

reported that world population is about 7,358 lakhs 

and Indian population is about 17.2% of the world 

population i.e. 1,266lakhs. As per census India 

(2011) India has about 121 crores people and has 

73% literacy rate.  In Kerala, there are 3.34 crores 

people lived (2.76% of Indian population) and the 

literacy rate is 94% that is the highest literacy rate 

in India. UNFPA (n.d.) has taken the age group of 

10-19 years as adolescents and 15-24 years as 

youth.  The sex ratio is 1,008 in Kerala. A total of 

52, 76,000 youth lives in Kerala. Out of this, boys 

are 26, 27,000 and girls are 26, 49,000.  

Significance of the study 

 Customers are the king of market. 

Youngsters are one of the highly ecommerce 

involved consumers. Here youngsters in Kerala 

were taken to investigate the extent of e-commerce 

spread in Kerala. It helps to understand the area in 

which the respondents are more involved in 

ecommerce and to develop improved marketing 

strategies related with ecommerce. This article 

inquires mainly on how much e-commerce is 

adopted by the youth. One of the highly influenced 

online customers are youth. Here the customers 

having an age group of 15 – 24 years were the 

respondents of the study. The study is also focused 

on gender difference in the ecommerce adoption 

among youth. With the help of this study, e-

commerce marketers can get important information 

on what kind of products and strategies are adopted 

by youth in ecommerce.  

The existing literature shows that there is 

no previous research conducted to investigate how 

much youth is involved in ecommerce in Kerala. In 

order to bridge this gap, a study related with this 

area is truly needed.  The study has been conducted 

among youth having the age group of 18 to 23 

residing in Kerala and having ecommerce 

experience to investigate how much the youth is 

involved in ecommerce in Kerala during the year 

2016. 

II. OBJECTIVES  

1. To explore the influence of ecommerce among 

youth in Kerala. 

2. To find out the association between gender and 

ecommerce usage of youth in Kerala  

Hypothesis  

H0: There is no significant association between 

gender and ecommerce. 

H1: There is a significant association between 

gender and ecommerce. 

Research Methodology  

In this study, ecommerce covers all the 

applications such as travel, digital downloads, 

classifieds, e-tailing, financial services and paid 

content subscriptions adopted by the youth having 

the age group of 15 to 24 in Kerala. One of the 

highly influenced e-commerce consumers are 

youth. The study is mainly focused on how e-

commerce  is influencing among youth in Kerala. 

Population of the study was youth aged between 15 

to 24 residing in Kerala during the year 2016.  62 

respondents were selected as sample. Online 

sample survey technique was adopted. The list of 

ecommerce applications under study was travel, 

digital downloads, classifieds, e-tailing, financial 

services and paid content subscriptions  
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Results of the study 

In this online sample survey 71% 

respondents were male and only 29% were 

females. IAMAI(2015) reported that in India 71% 

respondents are male and 29% are females. 

Monthly family income 

19.4% respondents were having a family 

income of Rs25,000 and less. On the basis of 

monthly family income, there is no difference in 

ecommerce adoption among male and female as 

Man Whitney test result showed that mean rank of 

male (31.64) and female (31.17) were almost same, 

z value is -.102 and p value is greater than .05. 

Internet usage 

There is no significant gender difference 

in the internet usage. 88.7% respondents are using 

internet several times a day. 

Accessing ecommerce facility 

27.2% male respondents had a strong 

passion in ecommerce and used ecommerce 

regularly. But females have not interested in 

ecommerce as a regular option. The result of 

independent sample t test (t=4.205 and p=.002) 

indicates that the mean of male in terms of 

accessing ecommerce facility is statistically 

significant difference from the mean of female. 

The mean rank of male(3.11) in terms of 

accessing ecommerce facility were more than that 

of female(2.33). It is concluded that males are 

accessing ecommerce more frequently than that of 

female. 

Amount spend on a single online purchase 

The mean rank of male (Rs 6,475) in 

terms of amount spent on a single online purchase 

were more than that of female (Rs 1,500).The 

result of independent sample t test (t=36.862 and 

p=.020) indicates that the mean of male in terms of 

amount spent on a single online purchase is 

significantly different than that of female. It is 

concluded that males spend more amount on a 

single online purchase than that of female. 

Amount on yearly online purchase 

The mean rank of male (Rs 17,384) in 

terms of amount spent on a single online purchase 

were more than that of female(Rs 3,533). The 

result of independent sample t test (t=11.970 and 

p=.000) indicates that the mean of male in terms of 

amount spent on yearly online purchase is 

statistically significant difference from the mean of 

female. It is concluded that males spent more 

amount on yearly online purchase than that of 

female. 

Sources of information  about ecommerce 

             E-commerce is a fastest growing trend in 

Indian economy. Youth have got  information on 

ecommerce instantly  and tried to practice it as far 

as possible. Extension of traditional commerce, 

impact of brand name, the excellent services 

provided by the ecommerce companies, 

advertisements, family and friends, social media 

and internet search are the important sources of 

information. On the basis of mean score,  the most  

influencing sources of information about 

ecommerce is brand name(3.34) followed by 

advertisements(3.31), social media (3.31), family 

and friends (3.13), excellent services (3.10), 

internet search (2.65) and extension of traditional 

commerce (1.97). The respondents gave first 

preference of source of information about 

ecommerce to the branding.  In the case of brand 

name, the mean rank of male (3.20) was less than 

that of female(3.67).  It showed that females are 

more influenced with brand name as a source of 

information about ecommerce than that of male. In 

other words it can be said that females are more 

interested in purchasing branded products online. 

But the result of independent sample t test (t=1.225 

and p=.226) indicates that the mean of female in 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

Mayas Publication                     IFS- 1.14 | SJIF-2016-3.343 | SJIF -2017- 4.253 | ISI-0.67 Page 35 

terms of  brand name as a source of information is 

not significantly different from that of male. 

Second preference regarding source of 

information about ecommerce was gone to the 

advertising. Advertisements can be seen in TV, 

newspapers, magazines, sites etc that helps the 

respondents for selecting websites and products.  In 

the case of advertisement, the mean rank of male 

(3.16) was also less than that of female (3.67).  It 

showed that females are more influenced with 

advertisements as a source of information about 

ecommerce than that of male. In other words it can 

be said that females are more interested in 

purchasing advertised products online. But the 

result of independent sample t test (t=1.553 and 

p=.126) indicates that the mean of female in terms 

of advertisements as a source of information is not 

significantly different from that of male. The 

influence of social media for selecting items in 

ecommerce is doubtless as its mean score is 3.31. 

In the case of social media, the mean rank of male 

(3.57) was more than that of female (2.67) that 

means males are more influenced with social media 

as a source of information about ecommerce than 

that of females. In other words it can be said that 

females are not too much interested to take a 

decision about purchase through social media. The 

result of independent sample t test (t=2.511 and 

p=0.015) indicates that the mean of male in terms 

of social media as a source of information is 

significantly different from that of female. 

The comments and experience of family 

and friends influenced the respondents in 

ecommerce as its mean score is 3.13. In the case of 

family and friends, the mean rank of male (3.45) 

was more than that of female (2.33) and that means 

males are more influenced with comments and 

experience of family and friends as a source of 

information about ecommerce than that of females. 

In other words it can be said that females are not 

too much interested to take a decision about 

purchase with family and friends. The result of 

independent sample t test (t=3.586 and p=0.001) 

indicates that the mean of male in terms of family 

and friends as a source of information is 

significantly different from that of female. 

                 The next reason for ecommerce selection 

is the excellent services offered by the company 

websites as its mean score is 3.10. In the case of 

excellent services, the mean rank of male (3.00) 

was less than that of female(3.33).  It showed that 

females are more influenced with excellent services 

as a source of information about ecommerce than 

that of male. In other words it can be said that 

females are more interested in purchasing products 

having excellent services online. But the result of 

independent sample t test (t=1.459 and p=.150) 

indicates that the mean of female in terms of  

excellent services as a source of information is not 

significantly different from that of male. Female 

respondents (3.00) are more interested to make 

online search for finding out ecommerce products 

before online purchase than that of male 

respondents (2.50). The result of independent 

sample t test (t=8.294 and p=.000) indicates that 

the mean of female in terms of  internet search as a 

source of information is  significantly different 

from that of male. 

Intention of ecommerce 

In this study it is found out that as per 

mean score, intention of ecommerce can be ranked 

into communication (4.81), downloading (4.21), 

fun (3.76), product information (3.60), shopping 

(3.31), surfing (2.79), education (2.56) and 

business (2.02).  It is evident that the first and most 

important aim of the respondents in ecommerce is  

communication. 96% respondents has used 

ecommerce for communication purpose. The mean 

score of female(5) is more than mean score of 

male(4.73) but the independent sample t test shows 
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that there is no significant difference between male 

and female in terms of communication. There is a 

strong positive tendency in downloading 

software’s, music, videos and other documents 

(4.21) in ecommerce. Male respondents(4.43) have 

more passion in the downloading  items than that of 

females (3.67).  The result of independent sample t 

test (t=4.092 and p=.000) indicates that the mean 

score of male in terms of  downloading as an 

intention of ecommerce is  significantly different 

from that of females. 

Fun (3.76) is the other intention of 

ecommerce among youth. Male respondents(3.80) 

have more interested in fun than that of females 

(3.67).  The result of independent sample t test 

(t=1.509 and p=.613) indicates that the mean score 

of male in terms of  fun as an intention of 

ecommerce is not  significantly different from that 

of females. The next preference of ecommerce is 

for product search and information (3.60). Male 

respondents (3.84) were searching for the product 

and collecting product information more than that 

of females (3.00).  The result of independent 

sample t test (t=4.258 and p=.000) indicates that 

the mean score of male related with the intention of 

ecommerce significantly different from that of 

females. The fifth intention of ecommerce is online 

shopping (3.31).  The male respondents (3.57) are 

more interested in online shopping than that of 

female respondents (2.67).  The result of 

independent sample t test (t=3.502 and p=.001) 

indicates that the mean score of male in online 

shopping is   significantly different from that of 

females. 

The mean score of surfing (2.79) is not 

showing the positive tendency among respondents. 

The mean score of male (2.98) and female (2.33) 

reveals that males are surfing more than that of 

females. The result of independent sample t test 

(t=1.388 and p=.170) indicates that the mean score 

of male in surfing is not significantly different from 

that of females. The most important fact is that the 

mean score of education (2.56) does not show the 

positive tendency. The mean score of male (2.39) 

and female (3.00) has shown that females are 

taking the opportunity of education more than that 

of males. The result of independent sample t test 

(t=1.548 and p=.127) indicates that the mean score 

of male in education is not significantly different 

from that of females. Females never use 

ecommerce for business purpose. The mean score 

of male (2.43) is more than that of females (1.00). 

The result of independent sample t test (t=4.583 

and p=.000) indicates that the mean score of male 

in business is significantly different from that of 

females. 

Website preference [ordinal] 

As per Friedman test, the order of 

websites used by the respondents are  Flipkart (1), 

Amazon (2), Myntra (3), OLX (4), Snapdeal(5), 

Ebay(6), Jabong(7), Alibaba(8), Homeshop18(9) 

and Jungle(10) and the ranking is statistically 

significant (z=17.069 and p=.048). The ranking of 

female respondents (1) shows that they prefer 

Flipchart more than that of  males (10). The result 

of Mann Whitney test result (z=4.672 and p=.000) 

indicates that the rank score of male in flipkart is 

significantly different from that of females. The 

ranking of male respondents (2) shows that they 

prefer Amazon more than that of females(9). The 

result of Mann Whitney test (z=3.497 and p=.000) 

indicates that the rank score of male in Amazon is 

significantly different from that of females. 

The ranking of female respondents (4) 

shows that they prefer Myntra more than that of 

males(7). The result of Mann Whitney test 

(z=1.048 and p=.295) indicates that the rank score 

of male in Myntra is not statistically significant 

difference from the rank score of females. The 

ranking of male respondents (1) shows that they 
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prefer Olx more than that of  females (10). The 

result of Mann Whitney test (z=5.284 and p=.000) 

indicates that the rank score of male in Olx is 

significantly different from that of females. The 

ranking of female respondents (3) shows that they 

prefer Snapdeal more than that of  males(8). The 

result of Mann Whitney test (z=1.048 and p=.295) 

indicates that the rank score of male in Snapdeal is 

not significantly different from that of females. 

          The ranking of male respondents (4) shows 

that they prefer ebay more than that of  females (7). 

The result of Mann Whitney test (z=2.300 and 

p=.021) indicates that the rank score of male in 

ebay is significantly different from that of females. 

The ranking of male respondents (3) shows that 

they prefer Jabong more than that of  females (8). 

The result of Mann Whitney test (z=2.647 and 

p=.008) indicates that the rank score of male in 

Jabong is significantly different from that of 

females. The ranking of female respondents (5) 

shows that they prefer Alibaba more than that of 

males(6). The result of Mann Whitney test 

(z=1.873 and p=.061) indicates that the rank score 

of male in Alibaba is not significantly different 

from that of females. 

The ranking of male respondents (5) 

shows that they prefer Homeshop18 more than that 

of females (6). The result of Mann Whitney test 

(z=2.573 and p=.010) indicates that the rank score 

of male in Homeshop18 is significantly different 

from that of females. The ranking of female 

respondents (2) shows that they prefer Junglee 

more than that of males(9). The result of Mann 

Whitney test (z=1.034 and p=.031) indicates that 

the rank score of male in Junglee is significantly 

different from that of females. 

Consumption list of items in ecommerce 

The preferences  in the list of items 

consumed in ecommerce are listed as  mobile 

phones and accessories, music/video downloads, 

footwear, bill payments, cinema tickets, 

pictures/messages or wallpaper downloads, games 

downloads, online banking, rail tickets, bags, 

apparels, ringtone downloads, home electronics and 

appliances, computer/laptops and accessories, job 

classifieds, air tickets, fashion accessories, 

automobiles, beauty products, food items, 

matrimonial, digital camera, hotel reservation, 

online insurance, real estate etc. 

In the category of travel, rail ticket, air 

ticket and hotel reservation has been taken into 

consideration.  69.4%of the respondents have been 

used online rail ticketing. When 84.1% of the mail 

respondents used it, only 33.3% of the female 

respondents purchased rail tickets through online. 

As per chi square test, z value is 15.484 and p value 

(.000) is less than .05. Hence it is stated that there 

is an association between gender and online rail 

tickets. 29%of the respondents have been utilized 

online air ticketing. 27.3% of the mail respondents 

and 33.3% of the female respondents purchased air 

tickets through online. As per chi square test, z 

value is .228 and p value (.633) is greater than .05. 

Hence it is stated that there is no association 

between gender and online air tickets. 9.7% of the 

respondents have been utilized online hotel 

reservation. Only 13.6% of the mail respondents 

used hotel reservation through online. No female 

respondents utilized the online hotel reservation. 

As per chi square test, z value is 2.718 and p value 

(.099) is greater than .05. Hence it is stated that 

there is no association between gender and hotel 

reservation. It is concluded that rail ticketing is the 

most popular item among the travel category.  

In digital downloads, ringtone, games, 

software’s, music’s, videos, documents, pictures 

and wallpapers have been taken into consideration.  

51.6%of the respondents were downloading 

ringtones. When 59.1% of the male respondents 

use it, only 33.3% of the female respondents 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

Mayas Publication                     IFS- 1.14 | SJIF-2016-3.343 | SJIF -2017- 4.253 | ISI-0.67 Page 38 

downloaded it. As per chi square test, z value is 

3.394 and p value (.065) is greater than .05. Hence 

it is stated that there is no association between 

gender and ringtone downloading. 71%of the 

respondents were downloading games. All mail 

respondents use it, but no female respondents 

found. As per chi square test, z value is 6.258 and p 

value (.000) is less than .05. Hence it is stated that 

there is an association between gender and game 

downloading. 

90.3% respondents downloaded softwares 

/ music / video from internet. Only 66.7% female 

respondents downloaded softwares / music / video, 

but all male respondents downloaded musics / 

videos from internet. As per chi squire test, there is 

an association (z = 1.623 and p=.000) between 

gender and softwares / music / video downloading. 

71% respondents downloaded documents, pictures 

and wallpapers from internet. 86.4% of the male 

respondents downloaded documents, pictures and 

wallpapers, and for female respondents, it was 

33.3%. As per chi square test, z value is 1.743 and 

p value (.000) is less than .05. Hence it is stated 

that there is an association between gender and 

game downloading of documents, pictures and 

wallpapers. In the digital downloading section, the 

most popular item is software, music and video 

downloading(90.3%).  The second preference of 

downloading has been given to documents, pictures 

and wallpapers. The least preferred item for 

downloading was ringtones. 

In the case of classifieds, 30.6% 

respondents used job classifieds,19.4% respondents 

selected matrimonial and 9.7% responded to real 

estate. 43.2% male respondents used online job 

oriented classifieds, but no female respondent used 

it. As per chi squire test, there is an association (z = 

11.207 and p = .001) between gender and job 

classifieds. 19.4% male respondents used online 

matrimonial classifieds and 33.3% female 

respondents used it. As per chi squire test, there is 

no association (z = 3.175 and p = .075) between 

gender and job classifieds. 13.6% male respondents 

used online real estate sites, but no female 

respondent used it. As per chi squire test, there is 

no association (z = 2.718 and p = .099) between 

gender and online real estate sites. The online 

financial services are divided into three in this 

study namely online banking and bill payments, 

online share marketing and online insurance. While 

100% respondents used online banking and bill 

payments, only 9.7% have online insurance 

schemes and on body have online share marketing. 

Nobody has any paid content subscriptions. 

E-tailing is one of the main components of 

hard items in ecommerce. In this study, youth used 

to consume the following items in their purchase 

order mobile phones / accessories(100%), 

footwear(90.3%), cinema tickets(80.6%), 

bags(61.3%), apparels(dress) (51.6%), computer / 

lap tops and accessories(38.7%), fashion 

accessories(29%), automobiles(21%), beauty 

products(19.4%), food items(19.4%), digital 

camera(9.7%), home furnishing(0%), books(0%), 

jewellery(0%) and kids products(0%). All 

respondents purchased mobile phones/accessories 

through online. Here there is no association 

between gender and mobile phones/accessories 

because without gender differences, all respondents 

purchased it. Only 66.7% female respondents 

purchased foot wears, but all male respondents 

purchased foot wears from internet. As per chi 

squire test z value is 1.628 and p value(.000) is less 

than 0.05, there is an association between gender 

and online foot wear purchase. 

All male respondents have used online 

cinema ticketing but only 33.3% females have used 

it. As per chi squire test z value is 3.637 and p 

value(.000) is less than 0.05, there is an association 

between gender and online cinema ticketing. 72.7% 
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male respondents purchased bags through online, 

but only 33.3% female respondents purchased bags 

from internet. As per chi squire test z value is 8.356 

and p value(.004) is less than 0.05, there is an 

association between gender and online bags. 59.1% 

male respondents purchased apparels through 

online, but only 33.3% female respondents 

purchased bags from internet. As per chi squire test 

z value is 3.394 and p value(.065) is less than 0.05, 

there is  no association between gender and online 

apparels. 

There is an association of gender with 

computer/lap tops and accessories( male -54.5%, 

female -0%, z= 1.601 and p=.000), 

automobiles(male -29.5%, female -0%, z= 6.084 

and p=.009)  and food items(male -27.3%, female -

0%, z= 6.725 and p=.014)   

III. CONCLUSION 

 A gigantic growth has been shown in 

India regarding ecommerce. Any form of business 

transactions in which the parties interact 

electronically over the internet is included in 

ecommerce. In this survey it is found out that males 

are more involved in ecommerce than females. The 

internet usage in both males and females is almost 

same. The sources of information for ecommerce in 

respect of priority are brand name, advertisements, 

social media, family and friends, excellent services, 

internet search.  As per this study the intentions of 

ecommerce  among youth are communication, 

downloading, fun, product information, online 

shopping, surfing, education and business. Flipkart, 

amazon, myntra, snapdeal, ebay, jabong, alibaba, 

homeshop18 and jungle are the popular websites 

for e-tailing. The most consumed item in 

ecommerce is mobile phones and accessories 

followed by downloads, footwear, bill payments, 

cinema tickets, games, online banking, rail tickets, 

bags, apparels, home electronics and accessories, 

compute/lap tops and accessories, job classifieds, 

air tickets etc.  One of the main limitation of the 

study is that it covered only  youth. Future studies 

can be extended to all age groups.   
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