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ABSTRACT 
 Purpose – The Energetic Inclusive Environment of this stud aims to investigate the factors that influence online 
shopping as well as the factors that influence online shopping by consumers. This effort is research investigating 
the variables that urge buyers to shop online through investigation of such e-business Vigorous Comprehensive 
Climate factors are security, speedy conveyance, comparative cost, comfort, cost n costs. Simultaneously, the 
exploration uncovers the issues that are being impacted by certain elements. Factors, for example, Client Care 
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Administrations, Item offer subtleties, efficiency, wide reach, better cost, and on-time conveyance of the items 
are the significant variables of web-based shopping. 
Research Design & Approach of Methodology: Internet shopping have been uncovered Implications a 
quantitative examination by dissecting Essential information gathered using a poll overview. The sample includes 
653 consumers who made online purchases. 
Societal Contribution and Practical Implications – The traits of Components impacting Web-based business 
Customer conduct by this study could help e-business designers in their promoting methodology, distinguish and 
eliminate the principal snags to making a profoundly helpful internet shopping administration to clients. Online 
retailers have the opportunity to use valuable corporate resources to better map the behaviour of online customers, 
as well as upcoming technologies and developments. 
Keywords: (EIEI) Energetic Inclusive Environment, CFI (Comparative Fit Index) TLI (Trucker-Lewis Index), 
SRMR (Standardized Root Mean Squared Residual), RMSEA (Root Mean Square Error of Approximation) 
     
Introduction 
Internet business promotion is a cutting-edge showcasing procedure through electronic channels like email, and 
web-based entertainment. Website improvement spreads a message about an organization's image, items, or 
administrations to its possible clients. Additionally, potential customers through online channels where they 
read, search, shop, and socialize. According to Dr. V. T. Dhanaraj (2016), the online shopper needs to pay close 
attention to the internet-related factors that influenced or prevented online consumer behavior and attitude. The 
most surprising component of web showcasing is its ability to discuss straightforwardly with a business crowd. 
However, there are numerous obstacles to Internet marketing, such as raising consumer awareness and altering 
consumer behavior, which has resulted in dynamism in marketing. Web-based business, otherwise called web-
based shopping, is becoming inescapable because the web uses simple accessibility and openness.            
Dr.V.T.Dhanaraj (2020) Metropolitan marketplace somewhat remains stale besides exceptionally serious. To 
support their business and development organizations working in metropolitan markets ought to go country. 
Buyers favor Internet shopping since they can track down a more extensive assortment of products, frequently 
at serious costs, than neighborhood physical retailers. In the world of the internet, online shopping has become 
increasingly common for the purchase of goods and services. Electronic business Shopping Dynamic which 
shows the associations among these survey factors, to be explicit, are basically related with Direction, Age, Area 
of Home, Intimate Status, Educational Capacity, Occupation, Month to month Pay, Sort of Household, Quantity 
of People in Household, Number of Getting People and issues looked by online clients towards while purchasing 
through web shopping and The components that effect overall variables influence web shopping decisions 
influence factors are Responsiveness (RES) Significance  (CRE) Accessibility(ACC) Reliability (REL) 
Convenience besides Mentioning Organizations          (CAOS) Communication (COMM) Capacity  (COMP) 
Politeness  and  Personalization (CP) and Security and Insurance( SAP) the delayed consequence of the audit 
can give the leaders decision help to online retail endeavors and help with propelling the sound improvement of 
web shopping In any case, there are a ton of web advancing troubles, such as extending care and changing 
purchaser lead, provoking  dynamism in Exhibiting. 
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Web based business, otherwise called internet shopping, is becoming boundless because of web use simple 
accessibility and availability. The present research considers Factors influencing of E-Commerce Shopper 
behavior and prospective purchase Decisions in an Energetic Inclusive Environment pragmatic findings provide 
relevant managerial implications based on Factors influencing E-Commerce Shopper behaviour and prospective 
purchase Decisions in an Energetic Inclusive Environment. The remaining parts of this paper are organized as 
follows.  A reconsideration of previous relevant review of the literature. Third, a discussion of Research Design 
& Approach of Methodology the factors that of consumer online shopping have been disclosed through 
quantitative research by analyzing Primary data collected via a questionnaire survey. The sample consists of 653 
consumers who were purchasing online.  To end statistical tabulations and results from data analysis are presented. 
The paper is concluded with a discussion of the research findings and guides for the outlook of further research. 
Review of Literature  

Dr. V. T. Dhanaraj (2016)1, Shopper Conduct and Demeanor Towards Web-based Shopping, Global Diary of 

Applied and High level Logical Exploration, Volume 1, Issue 1, Page Number 170-173, 2016. This research 
paper's exploration shows that web-based shopping is having an extremely brilliant future in India. With the 
utilization of the web, purchasers can shop anyplace, anything, and whenever with simple and safe instalment 
choices. Online stores and product comparison shopping are both available to customers. This study focuses 
primarily on internet-related factors and examines those that influence online shopping behavior and attitudes. 
Online retailers need to pay close attention to all of the internet's factors that influenced or prevented online 
consumer behavior and attitude. They can use the right marketing communications to help customers make 
purchasing decisions as well as increase their routine. 
Dr.V.T. Dhanaraj (2020)2, A Study on Consumer Brand Awareness of Fast-Moving. Buyer Products (FMCG) 
(With Extraordinary Reference to Provincial Metropolitan Hhs of Disintegrate Area of Tamilnadu) The review's 
picked point is brand mindfulness and brand inclination of rustic shoppers toward FMCG brands. The 
metropolitan market somewhat is stale and profoundly cutthroat. Contemporary Significance of Electronic 
Shopping a Change in Outlook among Purchasers has Fundamental for organizations engaged with electronic 
trade in India to take utilization of the Web. 
 Dr. V.T.Dhanaraj C.S. Priya Dr.T.M.Hemalatha & V.Varsha  the paper entitled Estimating the Variables 
Impacts of Online Customer towards Web based business Shopping Dynamic they are gather that this study 
proposes online client direct effects of Web Shopping. Online Clients look for clear information about Got 
Organizations, Client Care Organizations, Thing offer nuances; productive, wide variety and better expense on 
time transport of the thing are the huge component for electronic shopping. Online retailers need to ensure that 
the electronic shopping process in their locales is expected to be as basic, clear and accommodating as serviceable 
for online buyers to shop on the web. With easy to use and simple to utilize locales, this will encourage buyers to 
seek after a purchase decision that development for reiterate purchases. Besides, online retailers need to ensure 
that they give a useful transport organization to their Client and they foster positive wisdom to work all good of 
purpose of Electronic Shopping with raised level of satisfaction. 

  Dr. V T Dhanaraj (2022)3  This concentrate essentially centered around how country shoppers saw a 
couple of FMCG brands, including Dabur India, Cadbury India, Nestlé India, ITC (Indian Tobacco Organization), 
and Hindustan Unilever Ltd. This study is helpful for the FMCG brand players to sort out the differentiations 
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among common and metropolitan clients direct. Utilizing the Diary of Data and Computational Science (Volume 
10, Issue 10, 2020 ISSN: ), this study made a critical commitment by proposing and assessing a speculation that 
laid out a connection between the different variables influencing buyers and their mindfulness inclinations in 
buying FMCG brands. 1548-7741 180 country purchasers filled in as an example. This investigation concentrate 
similarly perceives the components influencing client tendencies in making decision to buy FMCG brands. 
Explore of   Literature Gap 
To gain an understanding of the concepts based on Factors influencing E-Commerce Shopper behavior and 
prospective purchase Decisions in an Energetic Inclusive Environment, several studies were reviewed. This 
helped to identify the study's research gap. The ongoing review plans to distinguish factors that, contingent upon 
the individual, impact online business customer conduct and potential buy choices in an enthusiastic 
comprehensive climate. In like manner, the ongoing survey endeavors to block the opening in the ongoing 
composition. 
 
STATEMENT OF THE PROBLEM 
 The new fast development of worldwide business and e - promoting has critical open doors portrayed by 
an absence of spatial limits. Many aspects of everyday life, including communication, entertainment, social 
activities, and shopping, have gradually been influenced by the Internet. Due to the opportunities provided by 
online businesses, numerous organizations have too altered their plan of action and moved away from actual 
venders to the virtual market. The Internet impact has cleared the path for another electronic customer world. 
Purchasers can now include the web for research, correspondence, web banking, and regardless, shopping. In 
light of these advantages, the web is rapidly transforming into a fundamental technique for correspondence and a 
supportive mode for coordinating business. As web use augments generally, the electronic business market 
moreover augments, particularly in countries with cutting edge displaying establishments. Web based shopping 
is generally new despite everything in its early stages. There are no fair invigorating standards, and the buyers are 
deferred in showing interest in electronic shopping. Anyway, the eventual fate of web shopping looks splendid 
and empowering. Thus, the objective of this study is to examine buyer conduct and the effect of internet 
showcasing on clients. There is an essential to evaluate the impact on client lead which has not been sufficient 
would in general respect influences on clients.. As web use increments universally, the web-based business market 
additionally increments, especially in nations with advanced showcasing foundations. Online shopping is 
relatively new and still in its infancy. There are no decent life-affirming principles, and the purchasers are delayed 
in showing interest in web-based shopping. In any case, the future of web shopping looks brilliant and 
encouraging. As a result, the goal of this study is to investigate consumer behavior and the impact of online 
marketing on customers. There is a prerequisite to assess the effect on customer conduct which has not been 
enough tended to regard impacts on customers. As a result, it becomes crucial to validate all of these attributes 
and variables using a single measurement scale. Against this foundation, this examination attempts to address the 
critical exploration questions. 
How are customers affected on the web? 
How does the influence of online information influence consumers' decisions in the context of growing online e-
commerce shopping behavior?  
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Additionally, what factors influence online shoppers' purchasing decisions? 
 
OBJECTIVES OF THE STUDY 
1. To determine how consumers perceive their shopping habits in relation to online shopping. 

2. To identify the dominating elements impacting the customer buy choice on internet shopping. 

3. To investigate the degree of assumption and fulfillment with internet shopping administrations. 

4. To evaluate the characterization of online customers to survey the personal conduct standard of 
purchasers.  

The Hypothesis of the Study 
IN THE RADIANCE OF THE GOALS SET, THE ACCOMPANYING SPECULATION IS OUTLINED. 
 INDIVIDUAL FACTORS AND BY AND LARGE FULFILLMENT WITH ADMINISTRATIONS 
FOR WEB BASED SHOPPING ARE NOT ALTOGETHER UNIQUE. 
 THERE IS NO RELATIONSHIP BETWEEN ASSUMPTIONS TOWARDS GENERAL 
FACTORS THAT IMPACT ELECTRONIC SHOPPING DECISIONS AMONG ONLINE CLIENTS. 
 THERE IS NO RELATIONSHIP BETWEEN SITE HIGHLIGHTS AND ONLINE WEB STORE  
OUTWARDLY ENGAGING TOWARDS DATA CONNECTED WITH THE BEFORE BUYING THE 
ITEM. 
 THERE IS NO RELATIONSHIP BETWEEN PRE-ONLINE BUY FACTORS TOWARDS 
BUYING ANGLES AMONG CLIENTS BEFORE WEB-BASED BUYING THE ITEMS IN 
COIMBATORE. 
 CUSTOMERS IN COIMBATORE DO NOT CORRELATE WITH POST-ONLINE PURCHASE 
FACTORS AND LEVEL OF SATISFACTION. 
TABLE: 1 PERSONAL FACTORS AND ISSUES WHEN MAKING AN ONLINE PURCHASE 

Descriptive 

 
 

Variables 

 
 

Code 

 
 

N 

 
 

Mean 

 
Std. 

Deviation 

 
Std. 
Error 

95% Confidence
Interval for Mean 

 
F. 

Value 

 
P. 

Value 

 
 

S/NS 
Lower 
Bound 

Upper 
Bound 

Gender 

X1 88 1.4886 .50274 .05359 1.3821 1.5952 

 
 

 
 

5.791 

 
 

 
 

.000** 

 
 

 
 

S 

X2 216 1.4907 .50108 .03409 1.4235 1.5579 

X3 236 1.3898 .48875 .03181 1.3272 1.4525 

X4 53 1.2075 .40943 .05624 1.0947 1.3204 

X5 60 1.2667 .44595 .05757 1.1515 1.3819 

Total 653 1.4104 .49229 .01926 1.3726 1.4482 
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Age 

X1 88 2.3977 .63499 .06769 2.2632 2.5323 

 

 
 

 
7.805 

 

 
 

 
.002** 

 

 
 

 
S 

X2 216 2.3611 .74657 .05080 2.2610 2.4612 

X3 236 2.3898 .88037 .05731 2.2769 2.5027 

X4 53 2.2642 .44510 .06114 2.1415 2.3868 

X5 60 2.2333 .42652 .05506 2.1232 2.3435 

Total 653 2.3568 .74292 .02907 2.2997 2.4139 

Marital 
Status 

X1 88 1.6818 .46844 .04994 1.5826 1.7811 

 

 
 

 
7.358 

 

 
 

 
.0 39* 

 

X2 216 1.7037 .45768 .03114 1.6423 1.7651 

X3 236 1.7331 .44331 .02886 1.6762 1.7899 

X4 53 1.7358 .44510 .06114 1.6132 1.8585 

X5 60 1.7500 .43667 .05637 1.6372 1.8628 

Total 653 1.7182 .45021 .01762 1.6836 1.7528 

Educationa
l 
Qualificatio
n 

X1 88 3.7500 1.50287 .16021 3.4316 4.0684 

 
 

 
7.594 

 
 

 
.004** 

 

X2 216 4.1898 1.46147 .09944 3.9938 4.3858 

X3 236 3.9449 1.49650 .09741 3.7530 4.1368 

X4 53 4.0943 1.57216 .21595 3.6610 4.5277 

X5 60 4.0667 1.60367 .20703 3.6524 4.4809 

Total 653 4.0230 1.50493 .05889 3.9073 4.1386 

 

Descriptive 

 

 

 
Code 

 

 
N 

 

 
Mean 

 

 
Std. 
Deviatio
n 

 

Std. 
Error 

95% Confidence
Interval for Mean  

F. 
Value 

 

P. 
Value 

 

 
S/NS 

Lower 
Bound 

Upper 
Bound 

Occupation 

X1 88 3.8750 1.92869 .20560 3.4664 4.2836  
 

 
 

 
7.406 

 
 

 
 

 
.000** 

 
 

 
 

 
S 

X2 216 3.1759 1.96636 .13379 2.9122 3.4396 

X3 236 3.3008 1.72792 .11248 3.0793 3.5224 

X4 53 4.1509 1.06331 .14606 3.8579 4.4440 

X5 60 2.6667 1.46908 .18966 2.2872 3.0462 

Total 653 3.3476 1.81003 .07083 3.2085 3.4867 
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Monthly 
Income 

X1 88 1.6705 .47274 .05039 1.5703 1.7706 

 

 
 

9.041 

 

 
 

.007** 

 

 
 

S 

X2 216 1.8009 .83091 .05654 1.6895 1.9124 

X3 236 1.9068 .97620 .06355 1.7816 2.0320 

X4 53 1.9434 .45637 .06269 1.8176 2.0692 

X5 60 1.7167 .49030 .06330 1.5900 1.8433 

Total 653 1.8254 .80461 .03149 1.7636 1.8872 

Type of
Family 

X1 88 1.3409 .47673 .05082 1.2399 1.4419    

X2 216 1.3611 .48144 .03276 1.2965 1.4257 

 

 
8.797 

 

 
.005** 

S 

X3 236 1.2161 .41246 .02685 1.1632 1.2690 

X4 53 1.2075 .40943 .05624 1.0947 1.3204 

X5 60 1.2500 .43667 .05637 1.1372 1.3628 

Total 653 1.2833 .45095 .01765 1.2487 1.3180 

Number of
Members in
Your Family 

X1 88 3.1705 .69846 .07446 3.0225 3.3184 

 
 

 
2.366 

 
 

 
.002** 

S 

X2 216 3.0278 .93965 .06394 2.9018 3.1538 

X3 236 3.0636 .85564 .05570 2.9538 3.1733 

X4 53 2.8113 .78585 .10794 2.5947 3.0279 

X5 60 2.8167 .99986 .12908 2.5584 3.0750 

Total 653 3.0230 .87803 .03436 2.9555 3.0904 

Number of
Earning 
Members 

X1 88 2.1932 1.01549 .10825 1.9780 2.4083 

 
 

 
2.781 

 
 

 
.026* 

S 

X2 216 2.1296 .84735 .05765 2.0160 2.2433 

X3 236 2.1653 .90048 .05862 2.0498 2.2807 

X4 53 2.2075 .59995 .08241 2.0422 2.3729 

X5 60 1.7667 1.03115 .13312 1.5003 2.0330 

Total 653 2.1240 .89730 .03511 2.0551 2.1930 
Source: Primary Data ** 1 Percent Significant, * Percent Significant Level NS- Not Significant 
Table 1: Uncovers the issue took a gander at by online clients towards various administrations introduced in 
electronic shopping. The issues that internet based customers face are found. The singular factors Direction, Age, 
Area of Home, Conjugal Status, Educational Capacity, Occupation, Month to Month Pay, Kind of Family, 
Number of People in the Family, and Number of Obtaining People are basic as the decided F-Worth was not the 
very P.Value at 1% and 5 percent level of significance. Subsequently, the invalid hypothesis is excused. 
Acknowledgment is given to the substitute speculation. 
With everything taken into account, a basic relationship tracks down between confidential elements, for instance, 
Direction, Age, Area of Home, Intimate Status, Educational Capacity, Occupation, Month to Month Pay, Sort of 
Family, Number of People in the Family, Number of Obtaining People in family and issue looked by online 
clients while doing electronic shopping. 
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NUMEROUS RELAPSE INVESTIGATION 
         Various backslide assessment is done to associate the issues looked by online clients (Y) with factors 
Direction (X1), Age (X2), Area of home (X3), Intimate status (X4), Enlightening capacity (X5), Occupation (X6), 
Month to month pay (X7) Kind of family (X8), Number of your family members (X9) and Number of procuring 
people in the family (X10). The going with backslide model is fitted for execution: X= b0 + b1X1+ b2 X2 +b3 
X3 + … Where b1, b2… and b9 are fragmented backslide coefficients; Table 4.9 showcases the results for b0, 
which is the steady. 
Y: Online Customers X1: Orientation, Age, Area of Home, Conjugal Situations with, Capability, Occupation, 
Month to month Pay, Sort of Family, Number of Individuals, and Procuring Individuals in a Family, X10: 
Procuring Individuals in a Family 
TABLE 2 BETWEEN RELATIONSHIP BETWEEN VERY OWN FACTORS AND ISSUES IN BUYING WEB 
BASED SHOPPING 

S.No.   Y X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 Method 

  Y 1                     

Stepwise 
Method 

1 X1 
.168
** 

1                   

2 X2 
.052
** 

-
0.01
9 

1                 

3 X3 
.054
** 

0.05
5 

0.19
8 

1               

4 X4 
.044
** 

-
0.15
6 

-
0.63
4 

-
0.03
5 

1             

5 X5 
.020
** 

0.01
4 

0.02
7 

0.00
9 

0.01 1           

6 X6 
.073
** 

0.16
8 

0.34
8 

0.08
1 

-
0.30
3 

-
0.12
3 

1         

7 X7 
.045
* 

-0.16 
0.19
4 

0.20
5 

-
0.16
6 

0.03
4 

0.21
8 

1       

8 X8 
0.10
8 

0.11
8 

0.12
4 

-
0.09
9 

-
0.30
1 

-
0.08
2 

0.18
5 

0.08
6 

1     

9 X9 0.1 
0.03
5 

-
0.04
3 

0.08
9 

0.02 
-
0.09
1 

0.05
5 

-
0.05
3 

0.50
3 

1   
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10 X10 
0.08
1 

-
0.01
1 

-
0.00
2 

0.09
9 

0.06
4 

-
0.12
4 

0.23
9 

-0.04 
0.32
2 

0.37 1 

Source: Primary Data **p<0.01, P<0.05 S-Significant   NS-Not Significant 
TABLE 2 
 discovers the after-effects of the connection examination, which shows the connections among these review 
factors, in particular, altogether corresponded with Orientation, Age, Area of Home, Conjugal Status, Instructive 
Capability, Occupation, Month to Month Pay, Sort of Household, Integer of Individuals in Household, Total of 
Procuring Individuals in addition issues looked in operational customers on the way to although buying complete 
web founded shopping. The indicator influences are all placed at the same time under the stepwise Strategy. 
 
TABLE 3 DIFFERENT RELAPSE EXAMINATION SUBORDINATE VARIABLE: PROBLEMS WITH 
ONLINE SHOPPING AND PERSONAL VARIABLES 

Coefficients  

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients  

t 

 

P. 
Value 

 

S/NS 
B Std. Error Beta 

(Constant) 4.043 0.478  8.465 0  

Gender -0.346 0.093 -0.155 -3.717 .000** S 

Age -0.102 0.079 -0.069 -5.28 .004** S 

Area of Residence -0.051 0.055 -0.039 -6.936 .005** S 

Marital Status -0.097 0.134 -0.04 -6.725 .001** S 

Educational Qualification 0.005 0.029 0.007 6.189 .002** S 

Occupation -0.011 0.027 -0.018 6.4 .003** S 

Monthly Income 0.055 0.058 0.04 7.948 .004** S 

Type of Family -0.155 0.124 -0.064 -1.25 0.212 NS 

Number of Members in Your 
Family 

-0.057 0.06 -0.046 -0.961 0.337 NS 

Number of Earning Members -0.039 0.055 -0.032 -0.712 0.477 NS 

R2 F 
Changes Sig in  F Change 

 
0.6303.181** 

.001** 

     Source: Primary Data  *p<0.05 S-Significant NS- Not Significant 
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TABLE 4 

ANOVA 

Model Sum of Squaresdf Mean Square F Sig. 

Regression 37.178 10 3.718 3.181 .001 

Residual 750.375 642 1.169 

Total 787.553 652  

  Source: Primary Data  *p<0.05 S-Significant NS- Not Significant 
The standardized beta coefficients provide a measure of each variable's contribution to the model, and Table 3 
demonstrates that the models adjusted R Square value accounts for 63% of the variance, indicating that it is a 
good model. A huge worth demonstrates that a unit change in this indicator variable fundamentally influences the 
rule variable. The t and Sig (p) values give an unpleasant sign of the effect of every indicator variable, specifically 
Orientation, Age, Area of Home, Conjugal Status, Instructive Capability, Occupation, and Month to monthly Pay. 
The P-Value suggested that the criterion variable is significantly influenced by a predictor variable.  
Consequently, generally ANOVA results evaluate the general meaning of this model (F-3.181, P-Worth 0.00, 
p<0.01). There is statistical significance in this mode                                Table 5 The Model Fit Lists of Pre-
Buy Elements Connected with Buying Internet Shopping 

Chi-Square Value Df P.Value S/NS 

2217 174 <.001 Significant 

 

No. Test Factor Calculated Value Acceptable Value 

1 CFI (Similar Fit Record) 0.849 
>=0.90 or more 
agreeable fit 0.80 
to<0.9 satisfactory fit 
(Hair et al.2006) 2 TLI (Driver Lewis File) 0.806 

3 
SRMR (Normalized Root Mean 
Squared Leftover) 

0.048 
0.05 or less would 
indicate a close fit of 
the model 

4 
RMSEA (Root Mean Square 
Mistake of Estimation) 

0.132 
0.05 or less would 
indicate a close fit of 
the model 

    Source: Primary Data 
 
The model fit indices of pre-purchase factors for online shoppers in the Coimbatore District are shown in Table 
4. 
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  The Normalized Root Means Squared Leftover (SRMR) score is 0.048, the Driver Lewis Record (TLI) score is 
0.806, and the Near Fit File (CFI) score is 0.849. The Root Means Squared Error of Assessment (RMSEA) got 
0.132 shows that the model is a close by fit with a reasonable supposition botch. 
 The assessment assembles that the large number of different ten elements pre-purchase factors are 
associated with the electronic purchasing clients in Coimbatore Region in Tam 
 
CONCLUSIONS AND EXECUTIVE IMPLICATIONS 
With the rise of wide innovation and E executives, web-based shopping has formed into helpful for buyers as for 
entrance to data and item proposal, Internet shopping has a piece of purchaser’s way of life. The paper examines 
the influence of online shopping, which provides consumers with a broader and more network-based society than 
was previously the case. Customers who shop online should be able to do so in a manner that is as simple, 
straightforward, and convenient as possible on the websites of online retailers. 
With simple-to-utilize and easy-to-understand sites, this will urge purchasers to settle on a buy choice that 
advances for rehash buys. Moreover, online retailers need to guarantee that they give a productive conveyance 
administration to their Clients and they develop positive discernment to work fair and square of use of Web-based 
Shopping with an elevated degree of fulfillment. 
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