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Abstract

Purpose - This study is aimed at examining Indian consum-
ers’ online shopping motivations, information search, and shop-
ping intentions. The study intends to reveal the relationship be-
tween online shopping motivations, information search, and
shopping intentions.

Research design, data, and methodology - The study em-
ploys factor analysis to verify correct loading of items on corre-
sponding factors, and to confirm the applicability of constructs in
the Indian context. The model was verified using stepwise re-
gression analysis.

Results -The findings show that hedonic and utilitarian motiva-
tions significantly affect online information search and shopping
intentions. The information search is a significant predictor of
online purchase intention.

Conclusions - Hedonic and utilitarian motivations are the sali-
ent factors affecting online information search and purchase
intentions. Marketers are required to design websites that foster
an enjoyable online experience. This will attract customers who
will browse the website for a longer duration. More time devoted
to information search will ensure brand building and loyalty.

Keywords: Online Shopping, Shopping Motivations, Information
Search, Hedonic, Utilitarian, Online Behavior.
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1. Introduction

India offers significant opportunities for online retail business
due to consumers’ growing buying power, rising Internet pene-
tration and metamorphosed lifestyles. It is currently becoming a
significant retail channel for almost all the business firms in the
country (Dash & Saji, 2008; Khare & Rakesh, 2011). With the
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rise in consumer demand, the B2C sales are expected to grow
57% annually through 2012-2016 (Forrester, 2012). It is pre-
dicted that India’s Internet users will grow fivefold by 2015
(McKinsey, 2011). The country is going to be the biggest
e-commerce market in the Asia Pacific as it is expected to
reach $ 8.8 billion by 2016 (Forrester, 2012). The increased
Internet diffusion has augmented its acceptability but it has
failed to be accepted as an alternative to other retail channels
(Khare, Singh & Khare, 2010). The online sales are restricted to
Indian youth who purchase small-value products for their person-
al use (Gupta, Handa & Gupta, 2008). Even though there is
substantial research but still there is a gap in knowledge of
Indian online purchase behavior (Beldona, Racherla & Mundhra,
2011). This requires understanding the reasons or motivations
that stimulate the consumers to shop online.

Motivations have been considerably explored within the
realms of consumer behavior research. Shopping motivations in
customer research have been chiefly listed as utilitarian and he-
donic (Babin, Darden & Giriffin, 1994; Batra & Ahtola, 1990). In
an online environment, consumers pursue ‘information search’
along with hedonic and utilitarian pursuits. Information search
has been acknowledged as salient motive for online shopping
(Bigne'-Alcan~iz et al., 2008; Noble, Griffith, & Adjie, 2006; Liu
& Forsythe, 2010; Rose & Samouel, 2009; To, Liao & Line,
2007; Yulihasri, Islam & Daud, 2011). Internet serves as a
source of information on product feature, prices, retailer in-
formation and store comparison (Khare, Singh & Khare, 2010).
Consumers increasingly shop online to buy goods and services,
assemble product information or even surf for enjoyment
(Demangeot & Broderick, 2007). This merits understanding the
relationship between online shopping motivations, information
search and shopping intentions.

The shopping motivations differ in different cultures, as it is
evident that Chinese consumers are more hedonically oriented
(Zhang, Sirion & Howard, 2011), while the Hungarian consumers
place more value on utilitarian aspects (Millan & Howard, 2007).
The existent literature is bereft of adequate research on the
Indian online shopping motives and behavior. It seeks to under-
stand the association between online shopping motivations, in-
formation search and shopping intentions. The research pro-
poses investigating the influence of hedonic and utilitarian moti-
vations on online information search and shopping intention.
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Further, it studies the relationship between online information
search and shopping intention. The study differs from earlier
studies as this relationship has not been studied much in the
Indian context. It is expected that this study will contribute to
the theory of shopping motivations and provide valuable inputs
for online marketing strategies in the Indian market.

2. Literature Review

Motivation is the basic driving force behind all consumer ac-
tions (Chen, 2012). It is an important construct of shopping be-
havioral research and is highly relevant for retail marketing
(Wagner, 2007). Shopping motivations are the reasons that in-
spire people to shop (Arnold & Reynolds, 2003). Tauber (1972)
postulated eleven motives for shopping and clubbed them as
personal and social motivations. Westbrook and Black (1985)
suggested seven motivations namely anticipated ultility, role en-
actment, negotiation, choice optimization, affiliation, power and
the authority, and stimulation that stimulated shopping. According
to Kim, Kim and Kang (2003) shopping motivations consisted of
five dimensions: service motivation, economic motivation, di-
version motivation, eating-out motivation, and social motivation.
Wagner (2007) recognized the societal, experiential and utili-
tarian aspects of shopping.

Range of motivational typologies has been proffered in the
field of online shopping. Davis, Bagozzi and Warshaw (1989)
have identified aspects like ease of use, usefulness, and enjoy-
ment as antecedents of technological adoption like Internet
shopping. Noble, Griffith, and Adjie (2006) acknowledge in-
formation search, price information, uniqueness, product assort-
ment, convenience and socialization as Internet shopping
motives. Liu and Forsythe (2010) recognize the ease of use,
usefulness, enjoyment, convenience, and information search as
the benefits sought by online consumers. Kim and Eastin (2011)
identified price of goods and prior computer knowledge as the
factors that affect online shopping. Naseri (2011) recognized that
compatibility, usefulness, ease of use and security positively af-
fect online buying. Similarly, Al-Maghrabi and Dennis (2011) in a
study on Saudi Arabian respondents identified perceived useful-
ness, enjoyment and social pressure as factors that impact on-
line behavior. Convenience, flexibility, and temporal factors are
the causes that consumers shop online (Khare, Singh & Khare,
2010). In their study on US respondents Ha and Stoel, (2009)
find that usefulness is the most potent predictor of attitude to-
wards online shopping while ease of use, trust, and enjoyment
are the secondary determinants. Huang and Oppewal (2006)
find that cost, convenience, time factor, enjoyment and risk as
factors that affect the channel choice. Despite the advancement
of diverse taxonomies of shopping motives, the motives can be
primarily classified as utilitarian and hedonic. Hedonic and utili-
tarian aspects take into account the shopping motivations
(Babin, Darden & Griffin, 1994; Batra & Ahtola, 1990) and are
the antecedents of shopping behaviors (Guido, 2006). The con-
sumer's assessment of a store providing good hedonic and utili-

tarian value leads to superior customer satisfaction (Ha & Im,
2012). The importance of hedonic along with utilitarian motiva-
tions has been widely acknowledged in the extant literature
(Childers, Carr, Peck & Carsons, 2001; To, Liao & Lin, 2007).

2.1. Utilitarian and Hedonic Motivations

Utilitarian motivations stimulate shopping for the accomplish-
ment of utility, functionality and pecuniary value of a purchase.
It is the consumers’ evaluation of a product’s utilitarian value
and its functional attributes (Batra & Ahtola, 1990). The utili-
tarian shopping behavior is guided by rationality and goals
(Farrag, Sayed & Belk, 2010). The utilitarian aspects in online
shopping are linked to value, information, ease of use (Khare &
Rakesh, 2011) and convenience (Bhatnagar, Misra & Rao, 2000;
Chen 2012; Khare & Rakesh, 2011).

Utilitarian motivations have been traditionally considered to be
the main determinants of purchasing behavior. Levy (1959) was
one of the earliest researchers who recognized shopping an en-
joyable activity. This led to the acknowledgment that not just the
utilitarian aspects motivate the consumer buying but also the he-
donic considerations (Arnolds & Reynolds, 2003; Ahtola, 1985;
Babin, Darden & Griffin, 1994; Batra & Ahtola, 1991; Hirschman
& Holbrook, 1982). Hedonic pursuit for consumer behavior "relate
to the multi-sensory, fantasy and emotive aspects of one’s experi-
ence with products" (Hirschman & Holbrook, 1982). It also in-
dicates enjoyment and entertainment (Babin, Darden & Giriffin,
1994; Hirschman & Holbrook, 1982). The hedonic consumption
may assist people to escape to pleasant environment (Arnolds &
Reynolds, 2012) as derive satisfaction by enjoying ambience,
browsing, and social experiences outside the home (Kim, Kang &
Kim, 2005; Overby & Lee, 2006).

Fiore, Kee, and Kunz (2003) posit that online shopping ap-
peals to consumers because of the fun, enjoyment, and engage-
ment (Khare, Singh & Khare, 2010). Consumers search for en-
joyment, socialization while shopping (Dennis et al. 2010).
Al-Maghrabi and Dennis (2011) in a study on Saudi respondents
postulated that usefulness; enjoyment and social pressure
prompted consumers to online shopping. Childers et al. (2001)
find that ease of use, usefulness, and enjoyment as strong pre-
dictors of attitude towards online shopping. However, they con-
clude that usefulness is a stronger predictor of Internet shopping
relative to ease of use and enjoyment. Chen (2012) identifies
profit, value, emotion and achievements as motivations for online
buying. Even though online shoppers seek hedonic and utilitarian
benefits (Koo, Kim & Lee, 2008) but there is a lack of con-
sensus on prominence of either of the motivational aspects. Liu
and Forsythe (2010) find that online shoppers perceive utilitarian
not hedonic benefit. Utilitarian motives have been recognized to
have stronger impact on online shopping than hedonic motives
(Bridges & Florsheim, 2006; Ha & Stoel, 2009; Overby & Lee
2006; To, Liao & Line, 2007). Yulihasri, Islam and Daud (2011)
conclude that hedonic shopping motivation is a strong predictor
of online shopping. Bridges and Florsheim (2006) in their study
on US students suggest that websites should be convenient, in-
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formative and goal focused thereby serving utilitarian goals.
Consumers from different ethnic backgrounds differ in their
motivations for consumption (Hirschman & Holbrook, 1982).
Consumers in different cultures shop for different reasons.
Chilean consumers seek utilitarian benefits (Nicholls, Mandokovic,
Roslow & Kranendonk, 2000); Americans look for entertainment
(Iksuk, Tim, Richard & Hyunjip, 2005), Hungarian consumers pur-
sue utilitarian goals (Millan & Howard, 2007) while Chinese con-
sumers value hedonic aspects (Zhang, Sirion & Howard, 2011).
There exists an association between the country’s economic de-
velopment and valuation of hedonic aspects of shopping (Millan
& Howard, 2007). Shopping motives in India are in a state of
transition (Khare, 2011). This necessitates understanding the con-
sumer motives for online shopping in the transitional market.

2.2. Information Search

Information search is an important aspect of consumer deci-
sion process. Consumers’ quest for information, motivates them
to search Internet. They expend money, time, and other re-
sources in information consumption that may consequently lead
to purchasing (Maity, Hsu & Pelton, 2012). Consumers vary in
terms of the pleasure they receive from information surfing
(Rose & Samouel, 2009). Information search is a significant mo-
tivation for online consumers (Rose & Samouel, 2009; Verhoef,
Neslin & Vroomen, 2007). The motivation variables have an im-
portant causal association with information search (Vazquez &
Xu, 2009).

Extant literature lacks consensus as to the motivations that
affect information search. Yulihasri, Islam and Daud (2011) posit
hedonic motivations as the strong predictors of information
search. Though both utilitarian and hedonic motivations drive the
information search and shopping intentions but utilitarian motiva-
tions have more effect than the hedonic motivations(To, Liao &
Line, 2007).

Information search has a positive relationship with on line buy-
ing (Yulihasri, Islam & Daud, 2011). Noble, Griffith, and Adjie
(2006) have identified information search, and browsing as
Internet shopping motives. Khare and Rakesh (2011) posit that
hedonic motives directly impact customers’ information search in-
tention whereas indirectly affect online shopping intentions.
Information search directly affects online shopping intentions
(Bigne“-Alcan~iz et al. 2008; So et al., 2005). Product in-
formation search is the strongest predictor of consumer's pur-
chase intention (Kim and Park, 2005).

2.3. Shopping Intention

Intention is supposed to capture the motivational factors that
influence the behavior (Ajzen, 1991). Intentions are the ante-
cedents of behavior. Stable intentions play a significant role in
guiding human action and relatively are better predictors of sub-
sequent behavior (Ajzen, 2001). Since the intention indicates
how hard the people are willing to try to perform a behavior so
the stronger the intention to engage in a behavior the more

likely it will be performed (Ajzen, 1991). Since numerous situa-
tional variables influence actual shopping behavior (Goldsmith,
Flynn & Clark, 2011), the current study examines the relation-
ship of various motives with online shopping intention).
The examination of literature results in the following hypoth-
eses and the research model (Figure 1):
H1. There is a positive association between consumers’ he-
donic motivations and information search.
H2. There is a positive association between consumers’ utili-
tarian motivations and information search.
H3. There is a positive association between consumers’ in-
formation search and their intention to shop online.
H4. There is a positive association between consumers’ he-
donic motivations and their intention to shop online.
H5. There is a positive association between consumers’ utili-
tarian motivations and their intention to shop online.

Hedonic HA1 R Information
Motivations ’ Search
H4
H3
H2 v
Utilitarian H5 Shopping
Motivations Intentions

<Figure 1> Research Model

3. Methodology

The study adopted the consumer intercept method of survey.
The intercept interview method has proved to be one of the
most popular methods in marketing and consumer research
(Hornik & Ellis, 1989) because of convenience, and cost advant-
age (Burns & Bush, 2003). The intercepted respondents being
frequent shoppers can provide better quality shopping in-
formation (Bush & Hair, 1985). Four hundred respondents were
intercepted across the various shopping centers and malls of
the Chandigarh City, a tier Il city in northern India. As per the
Government of India census report (2011) the city ranks the
highest on the Internet density in the country.

Data was collected using a self-completion questionnaire ad-
ministered to the respondents. The questionnaire was part of a
larger questionnaire and contained multiple items derived from
extant literature. ltems related to motivations were measured on
a 5-point Likert scale, ranging from ‘strongly disagree’ to
‘strongly agree. Variables under study were operationalized us-
ing published scales. Scales related to motivations, information
search and intentions had been adopted from previous studies.
The section related demographic characteristics like age, gender,
occupation, marital status and educational qualifications were in-
corporated in the questionnaire.

Four hundred respondents were intercepted across the nu-
merous shopping places of Chandigarh city and asked to com-
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plete the questionnaire. The effective sample size constituted of
326 respondents. The sample comprised of 72.4 per cent males
and 27.6 per cent females. However, the sample varied in age
from below 18 years to 70 years of age but 90 per cent of the
sample comprised of respondents below the age of 30 years.

4. Results

The data were analyzed employing 326 complete
questionnaires. The factor analysis was conducted to verify
whether the items loaded correctly on corresponding factors as
in prior research and to confirm the applicability of the scales to
the Indian consumers. The items related to all the constructs
were subjected to exploratory factor analysis employing varimax
rotation. The KMO measure of sampling adequacy was .892,
thus confirming the appropriateness of the factor analysis. The
Barlett's test of sphericity confirmed that the items were related
(=3182.69, df=153, p< 0.001). The factor analysis extracted four
factors (having Eigen values above 1) accounting for 66.44 per-
centage of the total variance (see Table 1).

<Table 1> Factor Analysis

. . Variance
Factor Factor items Loadings | o % (66.436)
Utilitarian | consider price when | .784 713 17.052
Motivations buy online.
Price is an important .701
motivation for me when |
am shopping online.
| use the Internet to buy 717
at a lower price.
| think online shopping .583
can save time.
Convenience is one of 578
the main reasons for me
to buy online.
| shop on the Internet .760
when pressed for time.
Hedonic | like the increased 751 .882 16.944
Motivations buying power when

shopping online.

Accessing information .803
about price is an
important reason to shop
online.

| feel the Internet is an .786
exciting technology.

Shopping online can 741
provide a fun experience.

Online Browsing for information 727 .829 16.663
information online benefits me.

search
Searching for information 789

about products

andservices is one of the
most important thingsl
would consider before
purchasing online.

The Internet provides a .693
rich amount of information
for many products.

loften browse for 712
information on products
and services via the

Internet.
Online | like to shop online. 717 .846
Purchase | | il buy online in the | .725 15.777
Intention future
| have a strong intention .798
to purchase online in the
future
| often consider buying .736
online.

The first factor extracted had a high loading (above.5) of
items related to hedonic motivations (o= .713). This factor was
accountable for 17.052 percentages of variance. The second
factor included items of utilitarian motivations (o= .882). The
third factor had loadings related to online search loaded on it (a
= .829) and the items related to ‘online shopping intention’had a
higher loading on the fourth factor (a= .846). The factor analysis
results confirm the convergent and discriminant validities of the
constructs. The Cronbach’s value for all the constructs was
higher than 0.7 and satisfied Nunnally’s (1978) reliability scale
criterion value.

To include the effect of hedonic and utilitarian motivations on
online information search multiple regression analysis was per-
formed using the hierarchical method of analysis. Similarly to
study the relationship of information search, hedonic and utili-
tarian motivations with online purchase intention multiple re-
gression employing the hierarchical method was performed. The
results show support for hypotheses H1 and H2 as both hedonic
and utilitarian motivations have proved to be significant predictors
of online information search. Similarly, H3, H4 and H5 were con-
firmed as online information search, hedonic and utilitarian moti-
vations substantially predicted online purchase intention.

Stepwise regression analysis for H1 and H2 generated two
models (refer to Table 2). In the first model, hedonic motivations
emerged as the predictor variable for online search (R*= .351,
p< .001). The R? for the first model shows that the hedonic mo-
tivations independently account for 35% of variance in the on-
line information search.

<Table 2> Regression Results-Online Information Search

. F > | Adjusted | o. .
Model Variable value B R R2 Significance
First Regression 175. 383 351 o
1 862 .000
(Dependent
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Variable: Online
shopping Intention)

Hedonic Motivations .594
Second Regression 112. | 491 | 412 408
(Dependent 698 | .264 .000**

Variable: Online

shopping Intention)
Hedonic Motivations
Information Search

N=326 ** Significance at 0.001 level

The R value (.594) shows hedonic motives as salient contrib-
utors for online information search. The ANOVA test shows that
the predicted regression by hedonic motives is significant in the
model (F=175.86, p< .001). It indicates that hedonic motivations
are important stimulators for online information search.

In the model 2, utilitarian motivations were seized along with
hedonic motivations. Both the hedonic and utilitarian motivations
emerge as predictors of online formation search (R®= .412, p<
.001). Both above variables are responsible for 41.2% of the
variance in the online information search. The increase in per-
centage of variance with the addition of the utilitarian motiva-
tions of the model implies that as both hedonic and utilitarian
motivations increase the intention to information search. The
Rvalues of .491 and .264 for hedonic and utilitarian motivations
respectively show their contribution of each of these motivations
to the Model.

To study the effect of information search, hedonic and utili-
tarian motivations on online purchase intention another regression
analysis was carried out for the second time. The regression re-
sults for H3, H4 and H5 generated three models (Table 3).

<Table 3> Regression Results-Online Shopping Intention

Model Variable AdJ;ited

Fvalue| B | R? Significance

First Regression 232.416 418 417
(Dependent .000™
1 | Variable: Online

shopping Intention)
Hedonic Motivations 647

(Dependent .000*
Variable: Online

shopping Intention)
Hedonic Motivations 509
Information Search 232

Third Regression 93.991 468 | .463

(Dependent
Variable: Online

3 |shopping Intention)
Hedonic Motivations
Information Search
Utilitarian Motivations

.000**

484
185
136

N=326 ** Significance at 0.001 level

In the first model hedonic motive as an independent variable
was entered. The variable accounted for 41.8% of the variance,
(R®= .418, p< .001) and proved to be a significant predictor of
online purchase intention. The B value (.647) of hedonic motiva-
tions displays its contribution to this model. Hence, hedonic mo-
tivations significantly predict online purchase intention.

The second model shows the predictive efficacy of hedonic
motives along with online information search for online purchase
intention (R®= .453, p< .001). The online information search (R
= .232) along with hedonic motivations (# = .509) show the pre-
dictive regression of this model (F= 35.072, p< .01).

The R? for the third model shows that the addition of utili-
tarian motivation as independent variable along with the hedonic
motivation and online information search. The model is account-
able for 46.8% of the variance in the online shopping intention.
The Rvalue of .136 shows the contribution of utilitarian motiva-
tions for the model. The ANOVA test shows that the predicted
regression by utilitarian motive is significant in the model
(F=93.99, p< .001).

The results of the research prove the hypotheses H1, H2,
H3, H4 and H5 to be true. The study showed that hedonic and
utilitarian motivations significantly predict the online information
search. The online information search, hedonic and utilitarian
motivations positively influence online purchase intention.

5. Discussion and Conclusions

The results of this research reveal that hedonic and utilitarian
motivations substantially affect online information search and on-
line shopping intention. The factor analysis demonstrates that
hedonic aspects are held accountable for more variance than
the utilitarian motivations. Even though both utilitarian and he-
donic shopping motivations drive ‘online information search’and
purchase intentions but among these hedonic motivations have
emerged as strong predictors. The study establishes the prom-
inence of hedonic motives over the utilitarian motives in in-
formation search. The findings show that Indian consumers are
more hedonically oriented. This is significant for marketers as
hedonist consumers can be targeted by offers delivering fun,
enjoyment, and mood alleviating consumption experiences. The
browsing and shopping on the Internet may be enjoyable activity
and result in hedonic consumption experience (Menon &Kahn,
2002). The marketers should design the websites to satiate the
adventurous and gratification goals of the consumers. This web-
sites should be pleasing and incorporate enjoyable stimuli so
that the consumers are induced to browse and spend more
time at the website (Menon & Kahn, 2002). The web pages
should be stimulating, appealing and colorful.

The feelings of enjoyment and contentment positively link with
purchase intentions (Bridges & Florsheim, 2008). The involve-
ment in a playful and exploratory behavior is self-motivating as
it fosters feelings of pleasure by stimulating consumers to online
shopping (Smith & Sivakumar, 2004). Assimilation of hedonic
aspects by websites would attract traffic to websites. It would
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make customers spend more time and repeat visits to the web-
sites (Bridges & Florsheim, 2008). The online search experience
results in positive consumer attitudes (Mathwick & Rigdon,
2004). The hedonic experiences results in augmentation of flow
and is carried forward effects on subsequent shopping intention
(Menon & Kahn, 2002).

The study also shows that utilitarian aspects also stimulate
information search. This mandates that marketers ensure that
the websites provide adequate product information and easy ac-
cess to consumers. Online retailers should ensure convenience,
information quality and detailed instructions (Khare & Rakesh,
2011). The web pages should have satisfactory uploading speed
for the flow experience. The consumers who can easily navigate
and access information related to price, product features and
delivery options would have a more positive attitude towards the
brand (Rose & Samouel, 2009).

Utilitarian aspects serve as crucial factors for online shopping.
The website should take into consideration the entire product
range of product mix to fulfill the utilitarian shopping goals. The
hassle free one stop-shopping environment along with con-
venient layout would facilitate quick shopping thus providing utili-
tarian value. The websites integrating sufficient product and
price information would involve the customers to spend more
time on the website and gain more knowledge about brands
(Smith & Sivakumar, 2004). This will foster brand loyalty as
consumer will draw upon the existing information for purchase
decisions and avoid information of rival brands (Rose &
Samouel, 2009). The findings support research by Khare and
Rakesh (2011) that information search assists in purchase
intentions. The more duration spent on the website would help
offset other factors like perceived risk, self-confidence and an
unwillingness to purchase (Smith & Sivakumar, 2004). The more
time devoted to browsing will lead to more information gain
leading to more online sales. Online information search is a sa-
lient mediating variable between the online purchase intention
and predictor variables (Kim & Park, 2005).

The utilitarian value-shopping motive could be stimulator if
there are creative bargain schemes like ‘loyalty programs’and
the customers are adequately informed through the media. The
online retailers need to promote reduced prices targeting these
value-seeking consumers.

The ‘online information search’ experience positively influen-
ces consumer attitudes and subsequently influences the pur-
chase intentions. The online retailers should satiate the hedonic
and utilitarian motives of online customers to engage them in
more information search and consequently online purchase.
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