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Abstract: Going to crowded markets seems time-

consuming to some people. E-shopping is very time-

efficient. Online shopping is the act of customers 

making direct purchases of goods, services, etc. 

Shoppers can browse online retailers from the 

convenience of their home and conduct their 

business while seated in front of a computer. Online 

shops typically open 24 hours a day. One of the 

most alluring aspects of internet shopping, 

especially during the Christmas season, is that it 

eliminates the need to stand in line or look around a 

store for a specific item. Online retailers offer a 

wide range of products. Therefore, the researcher is 

interested in consumer preferences. Therefore, 

information was gathered about the preference for 

internet purchasing among 50 respondents. 
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1. Introduction 

Internet-based e-commerce gives businesses a 

singular opportunity to reach out to both current and 

potential clients more effectively. 

The business-to-business method is known as e-

marketing. Businesses that engage in business with 

consumers shouldn't lose faith in themselves. The 

internet is altering how people browse for and 

purchase goods and services. Many businesses have 

started using the internet in an effort to lower 

marketing expenses and product prices in an 

intensely competitive market. 

Consumer behavior is the study of how a person, 

business, or community chooses goods, services, or 

concepts to meet needs. It also examines how the 

purchase process affects society and customers. The 

study of consumer shopping behavior is an 

extremely complex process. Every person goes 

through this process differently depending on their 

unique preferences, which are impacted by their 

social and psychological backgrounds. Numerous 

active and passive elements may either directly or 

indirectly influence a consumer to make a purchase. 

The development of the internet has resulted in 

significant changes in shopping modes in recent 

years. Traditional shopping is gradually being 

displaced by online purchasing. Its popularity is 

growing rapidly across all market segments, and it 

is expected to become a commonplace purchasing 

method in the coming days. Online shoppers' habits 

differ slightly from those of traditional shoppers. 

Many other factors influence online shopping, 

making it easier for businesses to monitor and study 

each customer's unique behavioral patterns. This 

essay will demonstrate how various factors 

influence online shopping and how consumers' 

online shopping habits differ from those of 

traditional shoppers. This method of buying enables 

one to purchase conveniently without the 

inconvenience of spending hours in a supermarket 

or shopping areas for gifts, food, home necessities, 

pharmaceuticals, gadgets, and many other items. 

 

 

1.1 Background 

Shopping is one of the many areas of our lives 

where the internet has been a blessing. People are 

slowly moving toward internet purchasing all 

around the world. The huge increase in people 

choosing to shop online has presented various 

difficulties for the businesses. The websites and 

online portals of various businesses are now 

evolving into virtual showrooms with an abundance 

of merchandise. Companies were unfamiliar with 

this idea until quite recently, so they are ill-

equipped to take full advantage of the change in 

online buying. Additionally, the client segments 

have become highly fractured due to online buying. 

Since shopping is now convenient at the click of a 

tab, the trend has changed, and everyone—young 

and old—is becoming addicted to online shopping. 

In the past, many family members never actively 

participated in the enterprise. 
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1.2 Online Service/ProductCharacteristics 

Online goods differ from those found in physical 

stores. In the majority of circumstances, customers 

can touch, feel, and use a thing before they decide 

to buy it when shopping traditionally. However, this 

is not available while shopping online. Customers 

must just view an image or video, and occasionally 

just the product features, before deciding what to 

buy. 

There are numerous goods on the market that are 

characterized by a limited number of features and 

have very little to do with touch and feel. For 

instance, a price-based internet search for airline 

tickets is common. Price-based goods, like movie 

tickets and hotel reservations, have the potential to 

succeed as online goods. Products whose worth 

depends on a variety of factors must be handled 

physically before purchase, making them unsuitable 

for online shopping. 

Products are defined by both tangible and intangible 

characteristics. Products with intangible qualities 

ought to be a suitable choice for internet sales. Even 

if you visit a store, intangible things like software 

cannot be touched. The experience of the product is 

the same whether it is purchased at a store or online. 

For internet items, intangibility is a key product 

feature. Successful tangible products are not 

guaranteed. Some tangible goods, such as apparel, 

may not sell successfully online because consumers 

need to touch, look at, and feel them before making 

a purchase choice. Online items also have a number 

of other features. Even products without the 

aforementioned qualities can succeed in the context 

of consumers' ongoing shifts in their purchasing 

habits. 

1.3 Consumer Shopping Behavior over Internet 

Online buying is becoming more popular in this era 

of the internet. Online commerce and product 

marketing are both on the rise. Demand for online 

markets is rising in developing nations like 

Thailand, China, and India. Online purchasing has 

increased by more than 100% yearly during the 

previous few years in growing economies. Online 

sales are increasing by 20% in mature markets 

including the US, UK, and Europe. Consumers who 

purchase online are constantly looking for 

information about new goods and features. The 

opportunity to compare costs in one location, 

however, is the most significant practice that has 

been increasing in popularity in recent years. More 

and more consumers prefer to compare the costs of 

comparable goods in one location. Online travel-

related products, laptops, desktop computers, and 

computer accessories come in close second. 

Grocery buying is one area where online sales are 

soaring astronomically. Despite being one of the 

lowest volume online purchasing categories, cars 

and car accessories make up the majority of the 

total dollar amount spent. In recent years, it has 

been noted that many consumers, regardless of their 

final purchasing choices, are inclined to conduct 

extensive online product searches and comparisons. 

This demonstrates how modern consumers begin 

their shopping decisions online. 

1.4 Problem with Online Shoppers 

The customer base is not constrained by any 

boundaries while purchasing online. A customer in 

Nigeria may be interested in purchasing a product 

that was introduced in Switzerland. Most of the 

time, businesses lack knowledge on their clients' 

purchasing habits and motivations. Even if a 

business learns some details about a customer, the 

next question is whether there are others out there 

who are similar to that consumer and where in the 

world they originate. It takes a lot of work to 

manage and segment a customer base that includes 

clients from all over the world. Consumer 

expectations are rising along with online 

competition on a daily basis. Even if a business 

learns what influences a consumer's decision-

making process today, this information could alter 

in a couple of weeks or months due to the fluidity of 

the online market. 

1.5 Expectation-Confirmation Theory 

According to the expectation-confirmation theory, 

or ECT, consumers are more satisfied after making 

a purchase when a product performs as expected. 

Similar to this, when a product's performance falls 

short of expectations, it causes discontent. The 

degree of contentment or discontent plays a role in 

dictating the customer's subsequent behavior. If the 

outcome is satisfied, the client is likely to buy the 

product again or suggest it to his peers; 

nevertheless, if the outcome is unsatisfied, the client 

will stop buying the product and will dissuade 

others in his peer group from doing the same. 
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1.6 Reasoned Action 

Theory of Reasoned Action aka theory of Planned 

Behavior suggests that one's intention best predicts 

his behavior. His intention is determined by three 

factors – 

 1) his activity-related attitude, which is 

characterized by his assessment of an outcome; if 

the outcome is favorable to him, he is likely to 

engage in the behavior; 

2) His idea of a subjective norm, which is a form of 

peer pressure that causes the person to mull over 

what other people are likely to think he should do, 

3) last but not least, his perceived behavioral control 

in accordance with the law and the regulations, 

which means he may or may not engage in a 

behavior if the law and the rule forbid it. 

1.7 Buying Behavior 

It is seen that online shopping behavior depends on 

mainly five factors  

1) E-stores  

2) Logistics Support  

3) Product Characteristics  

4) Websites Technological/information 

Characteristics and  

5) Homepage presentation. 

Last but not least, his perceived behavioral control 

in accordance with the law and the regulations, 

which means he may or may not engage in a 

behavior if the law and the rule forbid it. 

Consumers today search for more than just products 

to purchase. They also take into account the entire 

experience cycle. After a consumer purchases 

furniture from a website and takes advantage of the 

fantastic price offered there, if the furniture is 

broken or damaged during delivery, despite the 

good deal of purchasing, the customer's shopping 

experience will be negatively impacted. Because of 

the poor logistics assistance, the customer will stop 

shopping at that online site, not because the things it 

sells are subpar. Online retailers like Amazon did an 

excellent job sending things all over the world, 

which is why it has become such a popular online 

shopping destination. 

1.8 Online Purchase Intentions 

The purpose, aim, and guiding forces behind 

purchases are another key component that requires 

consideration. We frequently find that we end up 

purchasing items that we had no intention of doing 

so. 

The total shopping experience is the primary factor 

influencing an individual's decision to make a 

purchase online. A website's aesthetics, ease of 

information access, attractiveness, content quality, 

and straightforward purchase process frequently 

persuade prospective customers to make a purchase. 

Another important component that affects 

purchasing decisions is the trust factor. Consumers 

are much more likely to shop if they feel confident 

about their decision to make a purchase from an 

online retailer. On the other hand, a lack of trust 

discourages a customer from making a purchase. 

Consumer traits also support consumers' intentions 

to shop online. People who are familiar with and 

comfortable using computers are more likely to 

express a desire to make a purchase through an 

online store. The experiences a consumer has had in 

the past can also affect their intention to purchase. 

A customer is more likely to return to the online 

shopping portal if his previous purchases went well. 

In addition, there are a variety of demographic, 

cultural, and social aspects that influence someone's 

decision to make an online purchase. For instance, 

American customers are more ardent online 

shoppers than Indian consumers who are as well-

educated, experienced, and tech-savvy. 

2. Problem Statements 

There are numerous websites on the internet that 

provide a variety of goods and services that 

customers may find and purchase online, including 

shoes, clothing, sunglasses, and other items. 

Additionally, several services are offered online, 

including online bill payment, transportation ticket 

purchasing, and more. We are examining the issue 

addressed in this study, which is  

1. Consumers' perceptions of internet 

shopping. 

2. Lacking in retail experience 

3. Delivery is delayed 

4. Warranty problems 

5. Delivering defective goods 

6. Delivering faulty products 

7. Inadequate security 

8. Hidden expense 

9. Failures of digital payments 

Nowadays, everyone favors making purchases 

online. Even though it has reached the vast majority 

of people, some customers still prefer conventional 
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shopping because to security issues, a loss of feel 

and touch, incorrect product deliveries, and other 

issues. This study aims to pinpoint customer 

opinions and issues they encounter when shopping 

online. 

 

3. Objectives 

1. To identify the elements and characteristics 

that affect consumers' online purchasing 

decisions. 

2. To ascertain the psychographic profile of 

online-only buyers. 

3. To determine the important product and 

service categories that consumers, 

according to their profiles, choose. 

4. To determine what influences customers 

and online buyers. 

5. In order to research client satisfaction with 

internet buying. 

6. To ascertain a consumer's typical spending 

and frequency of online purchases. 

7. Finding out what factors make people use 

internet shopping. 

8. To research the issues that customers are 

having. 

9. To offer advice for improvement. 

4. Data Analysis And Interpretation 

 

Q.1 Do you prefer shopping products / services 

online or in-store?    

Analysis of response for preference of online 

shopping or in-store shopping:- 

No Particular Respondents Percentage 

    1   Online 

Shopping 

       46        46 

    2    In-Store 

Shopping 

       34        34 

3    Both        20        20 

    Total       100       100 

 

 
Pie Chart 1:Analysis of response for preference of 

online shopping or in-store shopping 

Interpretation:- 

From the above graph we can depict that there are 

highest 46% of  respondents who prefer online 

shopping. 34% of respondents uses both platform. 

 

Q.2 Are all the products / services available on 

the internet? 

Analysis of response for online Availability of 

products/services:- 

No. Particular Respondents Percentage 

1 Yes 76 76 

2 No  14 14 

3 Maybe 10 10 

 Total   100 100 

 
Pie Chart 2:Response for online Availability of 

products/services 

Interpretation:- 

From the above graph we can depict that 76% 

respondents got availability of products. 14% of 

respondents are fails to get proper service and 10% 

respondents  maybe got services. 

Q.3 What do you shop online most? 

Analysis of response for preference of most online 

shopping:- 

Online
46%

Instore
34%

Both
20%

percentage

Yes
76%

No
14%

Maybe
10%

Percentage
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SR 

NO. 

Particular Respondents Percentage 

1     Clothes 36 36 

2 Electronics 24 24 

3 Groceries 20 20 

4 Mostly 

everything 

10 10 

5       Other 10 10 

       Total 100 100 

 

 
 

Pie Chart 3:Response for preference of most online 

shopping 

Interpretation:- 

From the above graph we can depict that there are 

36% of respondents prefer only shopping for 

clothes. 24% of respondents prefer only shopping 

for electronics. 20% of respondents prefer only 

shopping for groceries. 10% of respondents prefer 

mostly everything. 10% respondents prefer other 

shopping. 

Q.4 How has your overall online shopping 

experience been so far?  

Analysis of response for overall online shopping 

experience:- 

Sr. 

No. 

   Particular   

Respondents 

  

Percentage 

1 Customer 

satisfaction 

24 24 

2 Convenience 24 24 

3 Comfortable 

shopping 

30 30 

4 More 

preferences 

12 12 

5 Other 10 10 

 Total 100 100 

 

 
Pie Chart 4:Response for overall online shopping 

experience 

Interpretation:- 

From the above graph we can depict that there are 

24% of respondents who are satisfied with online 

shopping. 24% of respondents who are convenience 

with online shopping and with the greater number 

30% percent of respondents are comfortable with 

online shopping. 12% of respondents are more 

preferences to online shopping. 10% of respondents 

like other shopping. 

Q.5 How has your overall online shopping 

experience been so far? 

Analysis of response for overall online shopping 

experience:- 

No Particular Respondents Percentage 

1 Great 66 66 

2 Good  24 24 

3 Satisfactory 10 10 

 Total 100 100 

 

 
Pie Chart 5:Response for overall online shopping 

experience 

Interpretation:- 

From the above graph we can depict that there are 

66% of respondents feels great experience. 24% 
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respondents feels good experience. 10% of 

respondents feels satisfied. 

 

5. Conclusion 

Online shopping consumer behaviour is a multi-step 

process. Online purchase intents are first 

determined by characteristics like web design, 

transaction ease, buyer technology literacy, social 

and cultural context, and trust. The actual consumer 

buying decision-making process begins when a 

buyer indicates an interest to buy online based on 

their background and experiences. In this process, 

many purchasers are influenced in various ways. 

The informational content, simplicity of the 

transaction, price comparison, and prior purchasing 

experiences frequently have an impact on objective 

buyers. An experimental buyer, on the other hand, 

frequently approaches the purchasing experience 

with an open mind and is not easily swayed by 

external circumstances. They frequently follow their 

own internal convictions, attitudes, and personality 

traits. Because of its convenience, time-saving, and 

best pricing features, online shopping is becoming 

increasingly popular across the world. More and 

more individuals will make purchases online in the 

near future, which will increase the importance of 

the customer decision-making process for 

businesses. The future purchase and decision-

making process will be much harder to comprehend 

when there are more customers and players online. 

The advantage of online shopping is the huge 

amount of data that will be available, and the 

analysis of that data will assist identify the 

businesses that will make it easier for consumers to 

make purchasing decisions. 
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