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ABSTRACT

The present study was an attempt to find out tHéerdnce among highly and low educated accounting
professionals regarding their attitude towards ichpaf E-commerce on accounting professionals. A pdanof
75 accounting professionals (26 highly educate® todvly educated) from district Rohtak were takesnaasample on the
basis of random sampling method. A self-made qomsire was used to collect the data. The statlgichniques Mean,
standard deviation and ‘t’ test were used to amatie difference. The findings of the study revedtet (i) Highly and
lowly educated account professionals have diffeegiroach regarding their attitude towards exténise of company
e-commerce applications. The highly educated adcoroiessionals have more favourable attitude thair counterpart
lowly educated account professionals; (ii) The highnd lowly educated account professionals hatferéint approach
regarding their attitude towards the impact of etatc commerce on the development of accountifigrination system
within the client company. The highly educated art@rofessionals have more favourable attitude thair counterpart
lowly educated account professionals; (iii) Highdnd lowly educated account professionals have rdifteapproach
regarding the challenges facing the tax systemight lof the development of electronic commerce andliferation.
Highly educated account professionals have moreuaable attitude than their counterpart lowly ededaaccount
professionals; and (iv) Highly and lowly educatert@unt professionals almost have same approachdiagahe legal

issues about e-commerce.
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INTRODUCTION

E-commerce is rapidly transforming the way accountind auditing functions are performed. Distirgctieey are
from conventional commercial activities, electrotri@nsactions have posed new challenges to theuating profession.
It has also helped the fraternity of accountantdniprove the service levels and variety of serviteshe clients.
The Chief Financial Officers of the past have beeddhief Analytical Officers of today. Briefly defd E-accounting is
an accounting, where transactions, accounting emtend data is received, transferred and storectrabcally.
Some of these technological and electronic solstiorfinancial accounting could be summarized astebnic ordering,
invoicing, payment and archives. When data canréesterred electronically between business partttegsneed for
printed documents will decrease. However, in theoanting department of a company the consequen@gs tme more
extensive. According to the Accounting Board the asautomation will create a more efficient anliatde accounting as
well as reduce the costs of accounting. Greatécieficy can be achieved by altering working methadd attitudes.

In recent years the firms started changing fastelr faster front of globalization technology, pafttiois changing is an
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accounting information system, any change depemdslata and information, to improve an internatioaetounting
information system or to make it more successfhliginess should be collect high quality of datacwhwill be lead to
high quality of information about this enterpriskese information it will be the way to planningntérolling and make

right decision.

With the growth of e-business, the demand for temé accounting information is also rising. An elei in
The CPA Journal Deshmukh (2000) discusses how a business’ accaustifiware can provide real-time support when
creating web-based storefronts and electronicidégechange. Connecting the web storefront withateounting software
can improve forecasting, scheduling, manufacturang procurement functions. The accounting infoiomasystem is
defined as the infrastructure that supports thedyction and delivery of accounting’s delivery protu
(Hollander et al. 1996). The objective of the actig information systems is to collect and stoatadabout business
processes that can be used to generate a mearnudbuit for decision makers. Technologies havewadbver the years

from manual resources (such as paper and inketadlranced information technologies available today

Accounting information can be used to translatesehdifferent dimensions into a common financial efision.
Accounting information uses formalized categories €ollecting and reporting information that creat common
language with which members of the organization cammmunicate. Formalization permits the transmissal
information with fewer symbols and this facilitatis® coordination between different functions theéd to provide input
to the decision-making process. However, accountifigrmation is also an imperfect representatiorthaf underlying

decision problem, since not all aspects involvedtoa quantified perfectly in financial numbers (@alth, 1973).

Raghunath & Panga (2013) conducted a study, “Pnolalad Prospects of E-Commerce. They pointed out tha
E-commerce as anything that involves an onlinestration. E-commerce provides multiple benefitshi® ¢onsumers in

form of availability of goods at lower cost, widgroice and saves time.
RATIONAL OF THE STUDY

Accounting systems will have interact and incorpariacreasing and faster flows of business inteflice about
customers, competitors, new products and techredogrhis information and technology can help actants by
providing consequential details that allocate tle ttost of products to be found. Advertising exggsncan be matched
directly with the product sold. Intellectual capiia now the most commonly discussed issue as coi@pastablish how

knowledge and expertise can be valued on the fiabsiatements and determine future benefits tderved.

This concern is very important to management adeois because it allows them to understand the dimpia
intellectual capital, contributes to proactive mgement, and increases the value of external regiupiec 2000).
Keeping in view the importance of E-Commerce incagtting profession, a humble attempt was madeuttyghe attitude
of highly and lowly educated accounting professiaiegarding impact of electronic commerce on theetlgpment of

Accounting Information System.
OBJECTIVE OF THE STUDY

e To study and compare significant difference in higdnd lowly educated account professionals regardhneir

attitude towards extent of use of company e-comenapplications
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e To study and compare significant difference in higdnd lowly educated account professionals regardhneir

attitude towards the impact of electronic commeneghe development of AlISs within the client compan

* To study and compare significant difference in higdnd lowly educated account professionals regardneir
attitude towards the challenges facing the taxesysin light of the development of electronic comoeeand

proliferation

* To study and compare significant difference in higdnd lowly educated account professionals regardheir

attitude towards the legal issues about e-commerce
HYPOTHESES

e There exist no significant difference in highly alogvly educated account professionals regarding titéitude

towards extent of use of company e-commerce afgita

e There exist no significant difference in highly aogvly educated account professionals regarding titéitude

towards the impact of electronic commerce on theeligment of AlSs within the client company

* There exist no significant difference in highly alosvly educated account professionals regarding #itétude

towards the challenges facing the tax system ht lif the development of electronic commerce amdifpration

* There exist no significant difference in highly alosvly educated account professionals regarding #itétude

towards the legal issues about e-commerce
METHODS
Descriptive survey method was used in this study.

Sample

A sample of seventy five accounting professiona hales + 25 females) was selected on the bafamdom

Sampling from district Rohtak.
Tool Used

A self-made 5-Point Likert Type Questionnaire waedito collect the data. The questionnaire hasdeations.
The first section has 15 statements and deals thtlimpact of E-commerce on accounting system. i8ksection also
has 15 statements and deals with the impact ofreléc commerce on the development of accountifgyimation system
with the client company. Section third has 13 stegets and related to the challenges facing theyatem in light of the
development of electronic commerce and proliferatlaast section has 10 statements and deals vétletal issues about

e-commerce.
Statistical Techniques Used

Mean, Standard Deviation and't’ test were usechtmyse the data.
RESULTS

The attitude of highly and low educated accounpingfessionals regarding their attitude towards mwoerce is

given in tables 1-4.
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Table 1: Mean, Standard Deviation and ‘t' Value betveen Highly and Lowly Educated Account Professional
Regarding their Attitude towards Extent of Use of @mpany E-Commerce Applications

Gender N | Mean | Standard Deviation | C.R. Test Calculated ‘t’ Value
Highly Educated 26 45.11 3.70 1980
Lowly Educated 49 43.0( 4.98 '

*Significant at 0.05 level of significance

Table Value at 0.01 level 2.58

0.05 level 1.96

From Table 1 shows the significant difference ighty and lowly educated account professionals diggrtheir

attitude towardextent of use of company e-commerce applicatidris.dvident that the ‘t’-value of attitude of higtand
lowly educated account professional is 1.980 wiscsignificant at 0.05 level. It indicates that lligand lowly educated
account professionals differ significantly regagltheir attitude. Further the mean scores revelttie highly educated
account professionals (45.11) is found to have deafole attitude as compared to lowly educated atcprofessionals
(43.00).

Thus the null hypothesis i.e. “There exist no digant difference in highly and lowly educated ascb
professionals regarding their attitude towaggent of use of company e-commerce applicationsgjected. It means that
the highly and lowly educated account professiohalge different approach regarding their attitumleardsextent of use
of company e-commerce applications. It shows that highly educated account professionals have rfaxreurable
attitude than their counterpart lowly educated aot@rofessionals.

Table 2: Mean, Standard Deviation and ‘" Value betveen Highly and Lowly

Educated Account Professionals Regarding their Attude towards the Impact of
Electronic Commerce on the Development of AISs with the Client Company

Gender N | Mean | Standard Deviation C.R. Test Calculated ‘t’ Value
Highly Educated | 26 55.23 2.65 2 069
Lowly Educated 49 52.97 5.18 '

*Significant at 0.05 level of significance

Table Value at 0.01 level 2.58

0.05 level 1.96

From Table 2 shows the significant difference ighty and lowly educated account professionals diggrtheir

attitude towardshe impact of electronic commerce on the develogrmémlSs within the client company. It is evident
that the ‘t’-value of attitude of highly and lowbducated account professional is 2.069 which isifiggnt at 0.05 level.
It indicates that highly and lowly educated accoprtfessionals differ significantly regarding theititude. Further the
mean scores reveal that the highly educated acquooftssionals (55.23) is found to have favouraitéude towards
impact of electronic commerce on the developmenAl&s within the client company as compared to joetiucated

account professionals (52.97).

Thus the null hypothesis i.e. “There exist no digant difference in highly and lowly educated aacb
professionals regarding their attitude towatlals impact of electronic commerce on the developroéilSs within the
client company” is rejected. It means that the lyigind lowly educated account professionals hatferént approach
regarding their attitude. It shows that the higatucated account professionals have more favousdtilede than their

counterpart lowly educated account professionals.
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Table 3: Mean, Standard Deviation and ‘" Value betveen Highly and Lowly
Educated Account Professionals Regarding their Attude towards the Challenges
Facing the Tax System in Light of the Developmentfdelectronic Commerce and Proliferation

Gender N | Mean | Standard Deviation | C.R. Test Calculated ‘t’ Value
Highly Educated | 26 47.92 4.58 5 981"
Lowly Educated 49  43.26 7.21 '

**Significant at 0.01 level of significance

Table Value at 0.01 level 2.58

0.05 level 1.96

From Table 3 shows the significant difference ighty and lowly educated account professionals diggrtheir

attitude towardshe challenges facing the tax system in light ef development of electronic commerce and prolifenat
It is evident that the ‘t’-value of attitude of Iy and low educated account professional is 2\@Bith is significant at
0.01 level. It indicates that highly and lowly edted account professionals differ significantlyamting their attitude.
Further the mean scores reveal that the highlyaédcaccount professionals (47.92) is found to Haveurable attitude
as compared to lowly educated account professiq@@<6). Thus the null hypothesis i.e. “There £xig significant
difference in highly and lowly educated accountfessionals regarding their attitude towatidks challenges facing the tax
system in light of the development of electronionceerce and proliferation” is rejected. It meang tha highly and lowly
educated account professionals have different agproegarding the challenges facing the tax systefight of the
development of electronic commerce and proliferatiblighly educated account professionals have nfaveurable
attitude than their counterpart lowly educated aot@rofessionals.

Table 4: Mean, Standard Deviation and ‘t’ Value betveen Highly and Lowly
Educated Account Professionals Regarding the Leg#sues about E-Commerce

Gender N | Mean | Standard Deviation | C.R. Test Calculated ‘t’ Value
Highly Educated | 26 35.07 1.93 1.078%
Lowly Educated | 49 34.32 3.24 '

NS: Not significant
Table Value at 0.01 level 2.58
0.05 level 1.96
From Table 4 shows the difference in highly andlJjoeducated account professionals regarding thétude
towardsthe legal issues about e-commerce. It is evideat tie ‘t-value of the attitude of highly and logducated
account professional is 1.078 which is not sigafficat any level of significance. It indicates tlmaghly and lowly
educated account professionals do not differ dicanitly regarding their attitude towards the legsdues about

e-commerce.

Thus the null hypothesis i.e. “There exist no digant difference in highly and lowly educated aacb
professionals regarding their attitude towatttks legal issues about e-commerce” is acceptededins that the highly and

lowly educated account professionals almost haneesgpproach regarding the legal issues about e-eocem
FINDINGS OF THE STUDY

* Highly and lowly educated account professionalsehdiferent approach regarding their attitude talgsagxtent
of use of company e-commerce applications. TheljigHucated account professionals have more fabteira

attitude than their counterpart lowly educated aot@rofessionals.
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e The highly and lowly educated account professiohalge different approach regarding their attitumleards the
impact of electronic commerce on the developmenAl&s within the client company. The highly educhte

account professionals have more favourable attitlhiae their counterpart lowly educated accountgssibnals.

» Highly and lowly educated account professionalsehdifferent approach regarding the challenges tattie tax
system in light of the development of electronicmeoerce and proliferation. Highly educated account

professionals have more favourable attitude tham tounterpart lowly educated account professignal

e Highly and lowly educated account professionalsosiimthave same approach regarding the legal ishmsg a

e-commerce.
REFERENCES
1. Deshmukh, A. (2002). Accounting software and e-hess CPA Journal 72(11): 52-54.
2. Galbraith, J. (1973Designing Complex Organizations. Addison Wesley, Reading, MA.
3. Gundavelli, V. (2001). Security in web-based finarBusiness Credit 103(10): 51-54.

4. Hollander A., Denna E., & Cherrington J.O. (199%}counting, Information Technology and Businessugohs,
USA

5. Kupiec, E. (2000). Shifting strategies: Challengthg traditional business knowledgeMA Management 74(4):
15-17.

6. Raghunath, A. &, Panga, M.D. (2013problem and Prospects of E-Commerce, International Journal of
Research and Development - A Management Review (IJRDMR) 2(1): 59-68.

7. Ulgado, F.M. (2002). Country-of-origin effects orcemmerceJournal of American Academy of Business 2(1):
250-253.

Index Copernicus Value: 3.0 - Articles can be sernb editor@impactjournals.us




