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Abstract – The rapid growth of e-commerce has significantly transformed consumer buying behaviour, particularly among 

women, who now represent a major segment of online shoppers. This study aims to identify and analyse the key factors 

influencing women’s decisions to shop online and to determine the level of agreement among respondents regarding the 

importance of these factors. The objectives of the study are: (1) to examine the relative importance of technological, social, 

psychological, and economic determinants of women’s online shopping behaviour; (2) to rank the major factors shaping women’s 

purchase decisions; and (3) to assess the degree of consensus among women regarding these rankings. A structured questionnaire 

was administered to 250 respondents selected using simple random sampling, and the data were analysed using mean rankings 

and Kendall’s Coefficient of Concordance. The findings reveal that website/app user experience, product reviews and peer 

recommendations, and social media influence are the most significant predictors of women’s online shopping choices. 

Conversely, price sensitivity, personalization, and trust-related concerns were rated comparatively lower. Kendall’s W indicates 

low but statistically significant agreement among respondents, suggesting diverse consumer priorities. The study provides 

actionable insights for e-commerce platforms to enhance user experience and develop targeted marketing strategies. 
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I. INTRODUCTION  
 

With the accelerated growth of the digital technology and 

the extensive supply of the internet, the world retailing 

practices have radically changed and given rise to e-

commerce as the new dominant marketplace. Online 

shopping has become a virgin mode of consumption as an 

addition to the side purchase option, with undeniable 

convenience, diversity, and availability. Women constitute 

one of the most dynamic and expanding consumer segments 

in the online retail business due to their variety of shopping 

requirements and growing digital literacy among various 

segments of consumers. The transformation of the old 

brick-and-mortar shopping to the virtual stores has ensured 

that women have the freedom to shop, compare, and buy 

products at any time and place that is not limited by time, 

geography, or social awkwardness that characterize 

physical stores.  

 

Regardless of this change, online purchasing behaviour of 

women is both multifaceted and dynamic and as such, it is 

influenced by a combination of technological, 

psychological, social, and economic variables. With the 

increase in the number of online platforms and the 

competitiveness of markets, the identification of the 

determinants that influence the purchasing choices of 

women has become more crucial to companies seeking to 

enhance digital relationships with their customers. The 

studies indicate that the perception on how online shopping 

among women can be largely encouraged because of the 

usability of the websites, customer reviews, brand visibility, 

security assurance, and post-purchase services. 

Nevertheless, the priorities of different people can differ 

significantly depending on age, lifestyle, socio-economic 

level, and the previous experience of online shopping. 

Some women would be convenience-driven, motivated by 

social media advertisements, convenient interfaces, but 

then others would emphasize more on trust, privacy, 

personalized recommendations, or pricing benefits.. This 

diversity highlights the need for a deeper exploration of 

what motivates women to choose online platforms over 

traditional shopping channels.  

 

Moreover, with the rise of influencer-driven marketing and 

algorithm-based promotional strategies, digital persuasion 

techniques have become increasingly instrumental in 

shaping consumer attitudes. In this context, identifying the 

factors that most strongly influence women’s online 

shopping decisions is crucial not only from a theoretical 

perspective but also from a practical standpoint, as it offers 

valuable insights to e-commerce practitioners, marketers, 

and product designers seeking to align business strategies 

with consumer expectations. Although several studies have 

examined general consumer behaviour in e-commerce, 

limited research has specifically focused on women as a 

distinct consumer cohort despite their substantial 

contribution to online retail revenues.  

 

Therefore, the present study attempts to fill this gap by 

ranking the major determinants of women’s online 

shopping behaviour and assessing the degree of agreement 

among respondents regarding the relative importance of 

these factors. By analysing consumer perceptions through 

empirical evidence, this study aims to contribute to a better 

understanding of women’s online buying motivations and 



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 
Volume 3, Issue 6, Nov-Dec-2025, PP: 01-06 

 

 Page-2 

  

support businesses in designing more targeted, 

personalised, and effective digital marketing practices. 

Key Factors Influencing Women’s Decisions to Shop 

Online 

Women’s participation in online shopping has grown 

substantially with the rise of e-commerce platforms, digital 

payment systems, and personalized shopping experiences. 

However, their decisions to shop online are shaped by a 

combination of psychological, social, technological, and 

economic factors. 

 

 Convenience and Time Efficiency: One of the major 

drivers is the ability to shop anytime and from 

anywhere. Women—particularly working 

professionals, students, and homemakers—often value 

platforms that help them save time by avoiding 

physical store visits and crowds. Easy browsing, 

multiple product categories, and doorstep delivery 

enhance the sense of convenience. 

 Variety and Availability of Products: Online 

platforms provide access to a wide assortment of 

brands, styles, and price ranges that may not be 

available in local stores. This broad variety enables 

women to compare products across sellers and explore 

niche or exclusive items, influencing their purchase 

intentions. 

 Price Sensitivity, Discounts, and Rewards: Women 

shoppers often respond positively to price deals, 

discount coupons, festival sales, cashback offers, and 

loyalty rewards. Transparent pricing and price 

comparison tools further encourage online purchases 

by helping buyers maximize value for money. 

 Trust, Security, and Privacy: Online shopping 

decisions are significantly affected by perceived 

security in payment transactions and protection of 

personal information. Reliable customer reviews, 

trusted payment gateways, secure websites, and 

return/refund policies help build buyer confidence. 

 Product Reviews and Peer Recommendations: 
Women tend to evaluate user-generated content such as 

ratings, testimonials, and unboxing videos before 

placing orders. Recommendations from friends, 

family, or social media influencers play a critical role 

in validating product quality and credibility. 

 Website/App User Experience: A seamless digital 

experience—characterized by intuitive navigation, fast 

loading speed, appealing visuals, AI-based 

recommendations, and easy checkout—positively 

influences satisfaction and purchase frequency. 

Complicated interfaces or technical glitches may deter 

purchases. 

 Customer Service and After-Sales Support: Women 

value responsive customer service, clear 

communication, and hassle-free exchanges or returns. 

Platforms that offer live chat, real-time order tracking, 

quick complaint resolution, and flexible return policies 

gain higher trust and loyalty. 

 Personalization and Emotional Engagement: 
Personalized suggestions based on past purchases, 

style quizzes, social commerce, and targeted marketing 

help women feel understood and valued as consumers. 

Emotional triggers such as self-care, lifestyle 

enhancement, and social identity can drive purchase 

decisions. 

 Social Media Influence and Digital Advertising: 
Social entertainment platforms like Instagram, 

Facebook, YouTube, Pinterest, and TikTok have 

become powerful digital storefronts. Interactive 

advertisements, influencer marketing, virtual try-on 

features, and brand storytelling motivate online 

shopping decisions. 

 Cultural and Societal Considerations: In many 

regions, online shopping provides a sense of privacy 

and independence, especially when purchasing 

personal-care or feminine products. Additionally, 

exposure to global fashion, beauty trends, and modern 

lifestyles through digital platforms shapes women’s 

online buying orientation. 

 

II. RESEARCH GAP 
 

Even though a lot of research has been carried out on 

consumer behaviour in online shopping, majority of the 

studies have been inclined to focus on consumer 

preferences generally without isolating women as a market 

segment that would have significant influence. Available 

sources focus mainly on the variables of web site quality, 

credibility, client satisfaction and pricing policies but there 

are little studies offering an exhaustive list of variables that 

rank as female specific determinants in online shopping 

preferences. Besides, the research work conducted 

previously is frequently focused on examining individual 

variables; it does not take into account the combined effect 

of technological, social, psychological and economic 

factors.  

 

The fast development of shopping websites, as well as the 

growth in the impact of social media and peer 

recommendations, implies that there is a possibility of new 

behavioural trends among female consumers, which high-

end research on this topic has failed to sufficiently account 

for. Furthermore, not much has been done as to the degree 

of consensus among women on the relative importance of 

online shopping determinants. This shows how empirical 

research that goes beyond just the consideration of key 

influencing factors is necessary to also cover the differences 

in consumer priorities. Thus, the current research study fills 

an important research gap as it examines and ranks the 

significant motivators of women online shopping behaviour 

and evaluates the agreement among the respondents by use 

of Kendall Coefficient of Concordance. 

 

Importance of the Study  

This research is significant as it helps contribute to the 

knowledge about the dynamics of the online shopping 

behaviour of women, which has become a topic of 

increased business interest. The women form a large portion 

of customers in e-commerce and their preferences are 

instrumental in the decision making of digital marketing, 

product policy, and design of platforms. This research will 
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provide some important insights through determining and 

ranking the most critical factors determining the online 

purchasing behavior of women, which will enable a 

company to achieve more customer-driven and competitive 

strategies.  

 

The findings of the research assist the e-commerce 

providers to improve the usability of their websites, review 

systems, social media promotions as well as customer 

service in order to boost satisfaction and loyalty among the 

female buyers. Moreover, the fact that the study focuses on 

the level of consensus of the respondents will enable 

businesses not only to find out the most influential factors 

but also to learn the diversity and variability of expectations 

of women belonging to various demographic cohorts. This 

research can also be useful in policy design by 

policymakers, market analysts and digital entrepreneurs to 

create inclusive online retail ecosystems, as well as policies 

aimed at protecting the consumer. On the whole, the 

research adds to the academic literature and offers practical 

implications to the stakeholders interested in customizing 

the digital retail settings to suit the needs of women 

consumers. 

 

Statement of the Problem  

Although the online retailing industry has been rapidly 

expanding, the companies still have a problem with 

determining, and responding to the factors that can affect 

the online shopping behavior of women. Although women 

are also the most common and most influential consumers 

of online shopping sites, their buying behavior is varied and 

multifaceted, and marketers have a hard time creating 

strategies that would be universally applicable. The current 

marketing strategies are usually based on assumptions of 

what customers need the most, instead of taking facts into 

consideration which results in discrepancies between what 

the platforms offer and what the users expect. 

 

 Examples include the fact that some customers can be 

interested in convenience and fast delivery, whereas others 

care about product reviews, safety, or social networks. The 

result of such incomprehensiveness is inequalities in 

marketing performances, less customer satisfaction, and 

missed business prospects. The issue, however, is that there 

is no clear idea of what factors women regard as the most 

influential ones when making an online purchase and 

whether their preferences are consistent. In absence of such 

insight, businesses may end up putting resources in 

strategies which are not congruent with the real consumer 

behaviour. Therefore, the current study aims to solve this 

problem by establishing and prioritizing the determinants of 

online shopping choices of women, and assessing the level 

of agreement among these respondents. 

 

Objectives 

The objectives of the study are: (1) to examine the relative 

importance of technological, social, psychological, and 

economic determinants of women’s online shopping 

behaviour; (2) to rank the major factors shaping women’s 

purchase decisions; and (3) to assess the degree of 

consensus among women regarding these rankings 

 

III. METHODOLOGY 
 

The research was conducted using a quantitative research 

design because it aimed to investigate the most important 

variables that affect the choice of women to shop online. 

Primary data was collected using a survey method on 

women who are most likely to use e-commerce platforms. 

The target market was online shoppers who were female 

and of different age groups and socio-economic status. 

Simple random sampling method was employed as it made 

participants equally likely to be selected and minimized 

sampling bias. The total number of respondents who were a 

part of the study was 250. 

 

The survey was constructed using a structured 

questionnaire with closed-ended items that were measured 

on a five-point Likert scale. The questionnaire was based 

on the review of the previous literature. Eight key variables 

that determine whether an individual wants to go online 

shopping were collected through the questionnaire, which 

were user experience on the web site/app, product reviews, 

social media impact, convenience, customer service, 

personalization, trust and privacy, and sensitivity to price. 

The instrument was checked with the opinion of experts and 

a pilot test was performed so that there could be clarity and 

reliability. 

 

The analysis of data was done by use of descriptive 

statistics and Kendall Coefficient Of Concordance. Mean 

values and mean ranks were utilized to establish the relative 

weight of each factor whereas Kendall W test was applied 

to establish the degree of congruency among the 

respondents. The statistical outputs were used as the 

foundation to discuss and make implications of the study. 

 

IV. FINDINGS AND RESULTS 
 

The growing prominence of e-commerce has transformed 

the way women engage with retail platforms, creating a 

dynamic shift from traditional in-store shopping to digital 

purchasing environments. Women today interact with 

multiple touchpoints of the online marketplace, and their 

decisions to shop online are shaped by a combination of 

practical, emotional, technological, and social influences. 

Key determinants that guide their purchase behaviour 

include Convenience and Time Efficiency, as online 

platforms allow seamless browsing and purchasing without 

the limitations of physical stores; Customer Service and 

After-Sales Support, which ensures user confidence 

through responsive assistance and hassle-free returns; and 

Personalization and Emotional Engagement, where 

customized product suggestions and brand connection 

enhance shopping satisfaction. Economic considerations 

are also reflected through Price Sensitivity, Discounts, and 

Rewards, motivating value-driven decisions. Equally 

influential are Product Reviews and Peer 

Recommendations, which offer social validation and reduce 
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perceived risk, and Social Media Influence and Digital 

Advertising, which strengthen awareness through visually 

appealing and influencer-driven promotions. Trust-related 

factors, such as Security and Privacy, remain essential for 

safeguarding personal and financial information. Above all, 

Website/App User Experience plays a central role, as 

smooth navigation, fast loading, and attractive interface 

design significantly elevate user satisfaction and purchase 

intention. Collectively, these factors shape women’s online 

shopping decisions and highlight the need for consumer-

centric and strategically optimized digital retail platforms. 

 

Table 1 

Key Factors Influencing Women’s Decisions to Shop 

Online 

Factors 
Mea

n 

Std. 

Devia

tion 

Me

an 

Ra

nk 

Ran

k 

Convenience and Time 

Efficiency 
3.25 1.089 

2.9

8 
4 

Customer Service and 

After-Sales Support 
3.10 1.212 

2.7

1 
5 

Personalization and 

Emotional Engagement 
2.68 .781 

2.6

5 
6 

Price Sensitivity, 

Discounts, and Rewards 
2.11 1.017 

2.1

9 
8 

Product Reviews and Peer 

Recommendations 
3.60 1.154 

4.1

1 
2 

Social Media Influence 

and Digital Advertising 
3.27 1.267 

4.0

2 
3 

Trust, Security, and 

Privacy 
2.45 1.110 

2.5

4 
7 

Website/App User 

Experience 
3.92 0.987 

4.2

5 
1 

   

The analysis of the mean rankings reveals that women’s 

decisions to shop online are primarily shaped by 

technology-driven and information-based factors. The 

highest-ranked determinant, Website/App User Experience 

(Mean Rank = 4.25), indicates that women strongly value 

seamless navigation, appealing interface design, and hassle-

free checkout processes, suggesting that an efficient digital 

environment significantly enhances purchase confidence. 

The second-ranked factor, Product Reviews and Peer 

Recommendations (Mean Rank = 4.11), highlights the 

crucial role of social validation in online buying decisions. 

Women rely heavily on user feedback, testimonials, and 

shared experiences to assess product credibility and 

minimize purchase risks. Additionally, Social Media 

Influence and Digital Advertising (Mean Rank = 4.02) 

ranks third, demonstrating that exposure to targeted ads, 

influencers, and visually engaging promotional content 

increases awareness and stimulates buying interest. 

Moderate importance is attributed to Convenience and 

Time Efficiency and Customer Service and After-Sales 

Support, indicating that easy access and reliable assistance 

remain essential, though secondary.  

 

 
Lower rankings for Personalization and Emotional 

Engagement, Trust, Security, and Privacy, and Price 

Sensitivity, Discounts, and Rewards suggest that while 

these factors influence decisions, they are not as decisive as 

technological usability and peer-driven insights. Overall, 

the findings emphasize that women prioritize digital 

experience quality and credible information when engaging 

in online shopping. 

 

Table 2 

Kendall's Coefficient of Concordance 

N  250 

Kendall's W .109 

Chi-Square 
275.16

8 

difference 07 

Asymp. Sig. 0.000 

 

Table 2 presents the results of Kendall’s Coefficient of 

Concordance, which evaluates the level of agreement 

among respondents regarding the ranking of key factors 

influencing women’s decisions to shop online. With a 

sample size of N = 250, the computed Kendall’s W value of 

0.109 indicates a low level of concordance among 

respondents. This means that women did not show strong 

consensus in prioritizing the various online shopping 

factors; rather, their preferences varied considerably across 

individuals. The diversity in responses reflects differing 

expectations, motivations, and shopping behavior patterns 

among women in the digital marketplace. 

 

Furthermore, the test outputs a Chi-Square value of 275.168 

with a degree of difference of 7, and the associated 

Asymptotic Significance value of 0.000, which is below the 

0.05 threshold. This confirms that the coefficient is 

statistically significant and that the distribution of rankings 

is not due to chance. Although the agreement strength is 

weak, the significance value suggests that meaningful 

patterns exist in how women evaluate online shopping 

determinants. 

 

Overall, the results imply that women do not uniformly 

prioritise a single factor when shopping online; rather, their 



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 
Volume 3, Issue 6, Nov-Dec-2025, PP: 01-06 

 

 Page-5 

  

choices are shaped by diverse combinations of digital 

experience, social influence, trust, convenience, and 

personal expectations. This highlights the need for e-

commerce platforms to adopt personalised and segmented 

marketing strategies rather than a one-size-fits-all approach. 

 

Discussion of Findings  

The findings of the study indicate that women’s online 

shopping decisions are primarily shaped by technology-

related and information-oriented factors. The highest-

ranked determinant, Website/App User Experience, 

demonstrates that an intuitive, visually appealing, and 

efficient digital interface plays a crucial role in influencing 

purchase intention. This is closely followed by Product 

Reviews and Peer Recommendations, highlighting the 

importance of social proof and shared consumer 

experiences in reducing perceived risks. Social Media 

Influence and Digital Advertising also emerged as a 

significant factor, reflecting the growing impact of 

influencer marketing, targeted ads, and brand visibility 

across social platforms. Conversely, factors such as 

personalization, trust and privacy concerns, and price-

related incentives were ranked lower, suggesting that while 

relevant, they are not as dominant in decision-making as 

previously assumed. The low Kendall’s W value indicates 

variability in women’s preferences, implying that different 

consumer segments value different aspects of online 

shopping. Overall, the findings underscore that positive 

digital experience and credible information are central 

drivers of online buying among women. 

 

Research Implications  

The study provides meaningful insights for e-commerce 

platforms, digital marketers, and retail strategists. Since the 

results highlight the primacy of website and application 

usability, businesses should prioritize platform 

optimization through faster loading speeds, user-friendly 

layouts, seamless checkout, and AI-driven product 

recommendations. Strengthening mechanisms for authentic 

customer reviews, influencer partnerships, and social media 

engagement can further reinforce trust and convert 

browsing into sales. The diversity of consumer preferences, 

reflected in the low Kendall’s W value, emphasizes the 

need for tailored marketing strategies based on age, 

lifestyle, shopping purpose, and digital literacy. Moreover, 

lower rankings for price incentives and personalization 

reveal that competitive pricing alone is not sufficient to 

retain female shoppers; rather, holistic digital satisfaction 

and credibility are essential. In conclusion, the study 

establishes that women’s online shopping behavior is 

multifaceted and driven predominantly by digital 

experience quality and peer-driven information, suggesting 

that brands adopting consumer-centric, tech-enhanced, and 

data-based approaches will be more successful in attracting 

and retaining women buyers. 

 

V. CONCLUSION 
 

Women’s decisions to shop online are shaped by a multi-

dimensional interplay of convenience, trust, emotional 

value, digital experience, social influence, and pricing 

benefits. E-commerce platforms that combine security, 

personalization, and customer-centric services are more 

likely to attract and retain women shoppers. Understanding 

these factors helps marketers design more inclusive and 

effective online retail strategies tailored to women’s 

evolving shopping expectations. The present study provides 

a comprehensive understanding of the factors that influence 

women’s decisions to shop online, highlighting the 

multifaceted nature of digital consumer behaviour. The 

findings indicate that women’s purchase choices are 

predominantly shaped by technological and information-

based determinants rather than purely economic incentives. 

Among the identified factors, website/app user experience, 

product reviews and peer recommendations, and social 

media influence emerged as the most significant drivers of 

online shopping behaviour.  

 

These results emphasize that a smooth, visually appealing, 

and efficient digital interface—supported by credible 

consumer feedback and persuasive online engagement—

plays a central role in building trust and encouraging 

purchase decisions among women. Meanwhile, lower 

rankings for personalization, privacy concerns, and price 

benefits suggest that these elements, although relevant, are 

secondary to the overall digital shopping experience. The 

results further reveal variability in consumer priorities, 

indicating that women’s preferences are not uniform and 

that online retailers must adopt tailored strategies to appeal 

to diverse segments. Overall, the study enhances theoretical 

understanding and offers practical insights for e-commerce 

platforms to improve customer satisfaction and loyalty by 

optimizing website usability, strengthening social proof 

mechanisms, and leveraging targeted digital marketing. 

Future research could broaden the scope by examining 

additional demographic variables and cross-cultural 

perspectives. 
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