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ABSTRACT

ThisstudyexplorestheantecedentstoonlineshoppingattitudeformationthatistypicaltoIndiantier
2consumers.Qualitativeresearchhasbeencarriedoutandsemi-structureddepthinterviewswere
conducted.Thegroundedtheoryapproachhasbeenusedforanalysisandaconceptualframework
hasbeendeveloped.Basedontheoverallanalysis,themodeldepictedthecausalantecedentsand
outcomeofonlineshoppingattitude.Thefindingsfromthisstudyreveal thatonlineshoppingis
not limited toapurelyconvenience-orientedpatronageand is rather influencedbyamuchmore
holisticapproachleadingtotheattitudeformationintier2consumers.Thestudyidentified5major
antecedentstoonlineshoppingattitudesspecifictoIndiantier2cities.Thisstudyholdsmeaningful
insightsforinternetmarketersande-commercebusinessstrategist.Inparticular,forthemarketersthe
studysuggeststhatnon-metrocitiescannolongerbeoverlookedastheyhaveemergedassignificant
marketsforthefuture.
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1. INTROdUCTION

Indiaisabiggrowthstorywithconsumptionexpenditurestoreach$4trillionby2025(BCG,2017).
Itispertinenttonotethatthisgrowthismarkedwithrapidshiftinconsumerbehaviourandspending
patternsaswellasriseofnewconsumersegments.Although,risingaffluenceisamajordriverof
increasingconsumption,therapidgrowthofinternetadoptioninsmallertownsandruralIndiawould
beadefinitegamechanger.Understandingthechangestakingplaceininternetadoptionanduse
inIndiaandhowtheseshiftswillaffectexistingmarketsandwaysofcommunicating—andcreate
entirelynewones—isessentialforanyonedoingbusinessintheworld’ssecond-mostpopulouscountry,
whichisalsosoontobetheworld’ssecond-largestnationofconnectedconsumers(Jain&Sanghi,
2016).Traditionally,thefocushasbeenonmetropolitancities,howevercloseto3,133citiesthatfall
underthetier2andtier3category,comprisingofalmost31.16%ofIndia’stotalpopulationwould
presumeimportanceandattentionofmarketersinthetimetocome(Bajpai,Jain&Samtani,2015).
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Itisbeyonddoubtthatcitiesthatfallundertier2andtier3segmentsaremostdefinitelyIndia’s
financialanddevelopmentalfuturewithbothbalancedandequitablegrowtharefastbecomingthe
coreofprojectedurbanization in future India.With theexposure facilitatedby television, social
media, internetpenetrationandmigrantpopulation, theconsumersof tier2and tier3cities are
increasinglyfollowingandtryingtoemulatelifestylesoftheircounterpartsinmetrosandtier1cities.
E-commercehasemergedasapotentlevelerbetweenrural,semi-urbanandurbanpopulation.An
evidentinfluenceofe-commerceontier2andtier3citiesistiedtotheparadigmshiftinconsumption
patternandbuyingbehaviour.ItisofnosurprisethereforethatoneofIndia’sleadinge-commerce
playerFlipkart isfocusingonaddingcustomers,especiallyfromMiddleIndia(non-metrocities)
(Variyar,2017).ThesamesentimentisechoedbyJayantSood,chiefexperienceofficer,Snapdeal
(anotherleadinge-tailer),“E-commercesolvesthebigproblemofaccessandavailabilityforpeople
innon-metroareas.Over70%ofordervolumesonSnapdeal,comefromtier2/3cities.Thisindicates
anevolutioninconsumerbehaviourandexpectations,leadingtothegrowingadoptionofe-commerce
asahabitintheseregions.”

Amidstsuchapromisingscenarioitisimperativetounderstandthatsmalltownconsumershave
theirownbuyingbehaviourdistinctfromtheirbig-citycounterparts.The2017BCGreportonthe
changingfacetsofIndianconsumersrightlyhighlightsthesamebystating–“They(tier2/3)havea
strongvalue-for-moneyorientation,significantlocalculturalaffinity,andamoreconservativefinancial
outlook.Theyhavehighpurchasingaspirationsbutareoftenconstrainedbyproductavailability.
Emerging cities of similar sizes and growth rates differ from each other and from metropolitan
centersinjustaboutallotherrespects.Itwouldbeamistaketoapproachconsumersinthesecities
asahomogeneousgroup. Inaddition,as thecitiesgrowlarger,companieswillneed tosegment
furtherwithineachone,toidentifysmallareasofopportunity”.Giventherapidreachofinternetin
theerstwhilealienatedtier2/3segments,thebottomlinefororganizationsisthereforetoseeknewer
modelsformarketing,brandengagementandultimately,commerce.Academicorpractitionerresearch
canlendsupportinthisdirection.Regrettably,theIndianacademicliteratureinthisfieldislimited
inprovidinginsightsanddirectionstomarketersandotherstakeholderstoformulatetheirmarketing
strategiesforthesesegments.Thisstudyaimstobridgethegapandendeavorstomakeameaningful
contributiontogaininsightsonthedeterminantsofonlineshoppingattitudeintier2citiesbyusing
qualitativetechniques.Inthesectionsthatfollowfirst,theclassificationofIndiancitiesispresented
followedbypriorperspectivesononlineshoppingattitude.Next,themethodologyandfindingsare
presented.Theconcludingsectiondiscussestheimplicationsthereof.

2. TIeR 2 – CLASSIFICATION ANd CONSUMPTION STORy

ThecitiesinIndiaarecategorizedonthebasisofagradingstructuredevisedbytheGovernmentof
India.ThissystemhelpstheauthoritiestoallotHouseRentAllowance(HRA)totheemployeesofthe
publicsector,postedindifferentcitiesacrossthecountry.Asseventhcentralpaycommissionreport
byGovernmentofIndia(2015),citieshavebeenclassifiedastier1,tier2andtier3andthedivision
wasmadeonthegroundsofCompensatoryCityAllowance(CCA)andHRA.Thepopulationofthe
cityhasbeensetasthecriteriaforthesegregation.Thecitieswhichhavepopulationabove50lakh
hasbeensegregatedastier1city,thecitieswhichhavepopulationbetween5-50lakhcategorizedas
tier2/3citiesandthecitieshavinglessthan5lakhpopulationissegmentedasIndiansmalltown.

AsIndiagrowseconomically,itsrisingpurchasingpowerhasnaturallymadeitsemergingcities
promisingyetuntappedmarkets.Furthermore,aspirationalcustomersfromtier2andtier3citieshave
movedawayfromthenotionofwantingacarandhousetowantinganinternationalvacation.They
arewillingtopaythepricefortheirdemandedcomfortlevel.Socialmediaplaysalargeroleaswell.
Ithasbeenabletoinfluencecustomersinthewaytheywanttofitinparticularcategorieswiththeir
peers(Evolvingshoppinghabitsintier2cities,PublishedinBusiness,2017).Untilnow,theIndian
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