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Abstract:  

In this study the nature of research is exploratory research whereby efforts have been made by executing 

the research “To study the consumer perception towards online buying”. A systematic as well as well-designed 

approach was adopted while conducting research about market characteristics. 

     It is followed by the research methodology which is adopted has been defined with the help of collected 

data, a detailed interpretation about the company’s shopping sites has been given there. The next step was defining 

the sampling design where the sample size of was taken for the dealers and the target area was chosen at random 

    To facilitate the research work on questionnaires through google form were adopted for the collection 

of the data as primary research whereas the secondary data was collected from different books, company library 

and the other business websites. 
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The questionnaire contained both open ended questions and close ended question, on the basis of the 

feedback the analysis was done with the help of the clear graphical representation. The next step was the most 

important step for analysis at the actual findings of the study and recommend to the company what can be 

incorporated for further improvement. 

Using SPSS for data analysis and interpretation of the data, Descriptive Statistics, Frequency distribution 

of data according to respondent demographic variable were applied. 

The objective of this study was to find out why the customers do online shopping, to identify customer 

attitude on online shopping and to understand the consumer awareness of the online shopping. 

Keywords: Consumer perception, Customer satisfaction, social commerce 

Introduction 

The act of purchasing products or services over the internet. Online shopping has grown in popularity 

over the years, mainly because people find it convenient and easy to bargain show off from the comfort of their 

home or office. One of the most entertaining factors about the online shopping. Particularly during a holiday 

season, it alleviates the need to wait in long lines or search from store for a particular item. 

Online shopping is the process in which with customers go to purchase product or services over the 

internet. An online shop, e-shop, e-store, internet shop, web shop, or virtual store evokes the physical analogy of 

buying products or services at a bricks and mortar retailor in a shopping mall.  

Internet shopping is a shaping up however today internet shopping is really important significant part of 

retail sector. Internet shopping is the new shopping experience of the future. Of-course the major hurdle for 

internet shopping is shipping charges. Sometime they are too expensive. The growth rate of internet shopping is 

growing.  

Secure internet shopping is secure using encryption and SSL technology. Internet shopping is easier, safer, 

and more convenient than any point in its history. Internet shopping is fast becoming one of the easiest ways to 

buy or most anything you want. Internet shopping is a way of shopping that allows shopping for required products 

without going to store physically. The internet great because people are able to shop for 24 hours without leaving 

their home or work. 
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Internet is changing the whole sale/retail landscape daily. In today’s market the shopping sector is taking 

about a tenth of all retail shopping sales in the US, and the percentage in other countries is not at high. One sector 

we use the internet is to buy merchandise at a discount to retail. 

One of the biggest benefits of shopping online is the convenience and access to more products and 

information 24 hours a day 7 days a week. Note that blocking all cookies prevents some online services from 

working. So you must allow cookies on your browser. Nearly 40 percent of remote workers said they use their 

work computers for internet shopping. Be a smart shopper and use common sense when online shopping and just 

go ahead and enjoy your internet shopping experience today. The most people that shop online, the bigger their 

expectations. The super market industry. Now services many customers through online food shopping over the 

internet. We understand that shopping online can feel risky and uncertain. 

The last ten years have been a wild time on the internet, especially when it comes to online shopping. The 

e-commerce industry has been rapid growth, a shake out of the market due to security concerns, and finally, a 

rebirth thanks to new technologies and innovative ways to shop. 

Consumer perception 

Motive is a drive which activates behaviours in order to satisfy that around need, i.e. The motive, 

motivator provide a basic influence upon buyer, while perception is operationally critical. A motive creates way 

to act. Perception triggers or cause the behaviour in a certain way. Perception is the meaning we give. On basis 

of our post experience to perceive is to see, to hear, to touch, to smell and to sense something or event or relation 

and to organize interpret and find meaning in the experience. 

This consumer perception towards a product is what a consumer wants from his product and what actually 

forces or drives him to go for a product or a service. Consumers who are utilitarian have goal-oriented shopping 

behaviours. Utilitarian shoppers shop online based on rational necessity which is related to a specific goal (Kim 

and Shim, 2002). They look for task-oriented, efficient, rational, deliberate online shopping rather than an 

entertaining experience (Wolfinbarger and Gilly, 2001). Their most important anxiety in online shopping is to 

purchases in an efficient and timely way to achieve their goals with least amount irritation (Monsuwe et al., 2004). 

Convenience orientation mentioned the utilitarian value of shopping, as a task-related, rational, deliberate and 

efficient activity (Babin et al., 1994). Therefore, shoppers with convenience orientations try to minimize their 

search cost as much as possible to save time or energy for activities other than shopping. In terms of the effect of 
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utilitarian shopping orientation, Shim et al. (2001) posited that consumers who highly evaluate the utilitarian 

aspect of shopping will more likely use the Internet for an information source. Furthermore, Moe (2003) argued 

that consumers’ underlying objectives of visiting a web site will have an effect on their attitude of purchase on 

the web site. Results from her study also indicated a positive effect of a utilitarian orientation mode on purchase 

attitude. Based on these arguments, we present the following general hypothesis 

H1. There is positive relationship between utilitarian orientation and Attitude. 

Hedonic shopping orientations 

Consumers who are hedonist have experiential shopping behaviour. Hedonists not only gather information 

to shop online but also seek fun, excitement, arousal, joy, festive, escapism, fantasy, adventure, etc. (Monsuwe 

et al., 2004). These experiential shoppers want to be immersed in the experience rather than to achieve their goals 

by shopping online (Wolfinbarger and Gilly, 2001) and their perceived experiences also depend on the medium 

characteristics in the online environment for information gathering purposes such as ongoing hobby-type 

searches, involvement with a product category, positive sociality and surprise and bargain hunting (Wolfinbarger 

and Gilly, 2001). They were more attracted to well-designed online shopping sites that were easy-to-navigate and 

visually appealing. Such Web sites offer great relationship building tools to establish a sense of community for 

consumers. The degree of interactivity that a Web site offers is a strong factor in support of establishing this 

relationship, because experiential shoppers usually find more enjoyment in interactive environments than in pure 

text environments (Childers et al., 2001). For hedonic shoppers, a retailer can inform and influence their choices, 

because they do not have a specific goal in mind when visiting an online shopping site. 

Generally, when hedonists are satisfied, the possibility of impulse purchases and frequency of visiting the 

website will increase (Wolfinbarger and Gilly, 2001). Therefore, the design of a website to attract experiential 

shoppers merits special attention to insure the conversion of shoppers’ product navigation into purchases. 

Childers et al. (2001) have confirmed that hedonic orientations for online shopping are important predictors of 

attitudes toward online shopping. Some research findings have shown hedonic motivations to have powerful 

influences on shopping behaviour in both traditional and online shopping environments (Menon and Kahn, 2002). 

Thus, for systems that are hedonic in nature, researcher can expect hedonic orientations provide to be significant 

with attitudes toward online shopping. Based on these arguments, we present the following general hypothesis 

H2. There is positive relationship between hedonic orientation and attitude. 

http://www.jetir.org/


© 2021 JETIR October 2021, Volume 8, Issue 10                                                           www.jetir.org (ISSN-2349-5162) 

JETIR2110313 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d114 
 

Online shopping perceived benefit  

Perceived benefits are advantageous results derived from attributes. The benefits can be physiological, 

psychological, sociological or material in nature (Gutman, 1982). Within the online shopping context, the 

consumers’ perceived benefits are the sum of online shopping advantages or satisfactions that meet their needs 

or wants (Shwu-Ing, 2003). There are many differences between a physical store and its electronic counterpart 

(Lohse et al., 2000; Mohd Suki et al., 2006). Most of the previous online shopping research has focused on 

identifying the attributes of online stores that promote success (Davis, 1989; Liu and Arnett, 2000; Muylle et al., 

2004; Shih, 2004). Previous study found that internet shopping benefits was significantly associated with attitude 

toward online shopping and intentions to shop online (Jarvenpaa and Todd, 1997; Vijayasarathy and Jones, 2000). 

In addition, Koivumaki (2001) reported a positive relationship between the online shopping benefits and the 

frequency of purchases made. Findings by Forsythe et al. (2002) showed a positive and highly significant 

relationship between perceived benefits of Internet shopping and both frequency of shopping and amount spent 

online. Previous studies of online shopping have established two categories of benefits; intrinsic and extrinsic. 

Both are important in customers' selections to patronize the online stores (Liu and Arnett, 2000; Muylle et al., 

2004; Shih, 2004). Extrinsic benefits include features such as wide selection of products, competitive pricing, 

easy access to information and low search costs. Intrinsic benefits include features such as design and colour 

(Shang et al., 2005). Consumers’ shopping benefits may similarly impact shopping behaviours in the virtual 

environment. Moreover, Shwu-Ing (2003) found consumers’ benefits perception comprised convenience, 

selections freedom, information abundance, homepage design and company name familiarity has a significant 

relationship with attitude toward online shopping. Consumers’ shop on the Internet because they find benefits 

over the Internet. Consumers usually compare the perceived benefits between shopping channels. The main 

motivation to shop online is that it is more convenient than to shop in-store. Convenience is the most prominent 

factor that motivates consumers to shop through the internet. Besides that, ease of search, good price/deal, good 

selection/availability, fun, impulse, customer service, and wider selection of retailers are additional reasons why 

people shop online (Delhagen, 1997; Khatibi et al., 2006). Based on these arguments, we present the following 

general hypothesis  

H3. There is positive relationship between the perceived benefits and the attitude. 

http://www.jetir.org/


© 2021 JETIR October 2021, Volume 8, Issue 10                                                           www.jetir.org (ISSN-2349-5162) 

JETIR2110313 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d115 
 

Social Commerce  

E-commerce has evolved with social networking into a new subset called social commerce (Hajli, 2014; Kim & 

Park, 2013). Social commerce benefits both businesses and customers alike as while it helps businesses to reach a greater 

audience, it helps the customers to connect with other customers and gain foresight before buying any product (Hargadon 

& Bechky, 2006). Riding on the popularity of social media sites, businesses are beginning to get in to the social media 

bandwagon (Leitner & Grechenig, 2007; Liang & Turban, 2011) and unlike the initial days, when social networking sites 

were used solely for connecting with others, social networking sites have evolved into a platform where users share 

opinions and insights about the products they use (Lai & Turban, 2008). This has enabled many companies to understand 

the viewpoints of the customers and accordingly reformulate their strategies to improve their rapport with the customers 

(Do-Hyung, Jumin, & Ingoo, 2007).  

 

Methodology  

The purpose of research methodology is to describe the process involved in research work. This includes 

the overall research design, data collection method, making and circulating google form and analysis of data. 

Research is common parlance refresh to a search for knowledge. One can also define research as a scientific and 

systematic search for pertinent information on a specific topic. In fact, research is an art of scientific investigation.  

This research conducted by us was a Descriptive Research. This was descriptive in nature because the 

study is focused on fact investigation in a well-structured form is based on data. A research design is the detailed 

blue print used to guide a research study towards its objective. The present study sought to find out the customer 

attitude towards buying of goods online.  

Owing to the fact, that the population of the people in our geographical area is too large and was unknown 

to the researchers at the time of study, we finalized fifty (50) and the data was collected form the people for the 

purpose of analysis.   

It was conducted among a random population through Google Form. Steps in Sampling are study of the 

online shopping sites, gathering information from different sources like Newspaper, Magazine, Internet etc., to 

collect the data from Google form questionnaire.  
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Data analysis 

Demographic variable-based questions 

A.2. Segmentation of respondents on the basis of age group: 

 

Interpretation: based on the above graph out of 50 respondents 44 respondents are between the age group of 

20-25 years followed by 4 respondents are of age group of 30-35 years and 2 respondents are of the age group 

25-30 years.  

 

A.3: segmentation of respondents on the basis of gender: - 

 

Interpretation: based on the above graph out of 50 respondents 29 respondents are male and 21 are female. 

A.4: segmentation of respondents on the basis of education of the respondents: - 
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Interpretation: based on the above graph out of 50 respondents 24 respondents are graduate  followed by 19 

respondents are post graduate. 5 employees are under graduate and 2 respondents are professional.which shows 

that most of people who are educated use online shopping sites. 

A.5: segmentation of respondents on the basis of occupation group: - 

 

Interpretation: based on the above graph out of 50 respondents 42 respondents are sttudents  followed by 6  

respondents are self employed and 2 are  employees. Which shows that most of studens are tech savy and don’t 

use the traditional method for purchasing goods. 

 

A.6: segmentation of respondents on the basis of annual income:  
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Interpretation: based on the above graph out of 50 respondents 80 respondents are having an income below 2.5 

lakhs per annum followed by 7  respondents have an income between 2.5 lakhs and 5 lakhs. There is 1. Person  

who have an income between 5 lakhs and 7.5 lakhs and 2 people are there who have an income more than 7.5 

lakhs 

Questions based on the perception of people towards online 

 

Interpretation: Based on the above graph out of 50 respondents 49 respondents would prefer to puchse online. 

 

 

 

 

 

 

 

 

 

Interpretation: Based on the above graph out of 50 respondents 50 respondents had perviously purchased a 

product online 
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Interpretation: Based on the above graph out of 50 respondents 22 respondents would prefer to puchse  

electronic item online and 8 people each do online recharges and other things. 

 

 

 

 

 

 

 

 

Interpretation: Based on the above graph out of 50 respondents 56% respondents would prefer to puchse online 

from amazon and 32% people buy from flipkart. 
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Interpretation: Based on the above graph out of 50 respondents 98% people would do   the online shopping 

after their first buy 

 

Interpretation: Based on the above graph out of 50 respondents 48% people prefer tro pay through debit card 

and 34% people prefer cash on delivery for the payment options. 
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Interpretation: based on the above graph out of 50 respondents 56.3% people do online shopping due to 

attraction of wide range of products a nd 18.8% , 16.7% people do online shopping convience and discounts 

options. 

Interpretation: Based on the above graph out of 50 respondents 82% respondents would prefer to puchse 

online through their mobile phones and 12% people would prefer any of the devices among mobiile, tablet, and 

computer. 
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Interpretation: Based on the above graph out of 50 respondents 36% each respondents rate the online shopping 

services very good and good, 24% people rate it excellent and none of the people rate it poor which shows the 

their past experience with the shopping sites and it also show the people liking toward the online shopping. 

  

Interpretation: Based on the above graph out of 50 respondents 58% people do online shopping as they find it 

more affordable and 36 % people find it sometimes affordable and 14% people don’t find it affordable. 

 

http://www.jetir.org/


© 2021 JETIR October 2021, Volume 8, Issue 10                                                           www.jetir.org (ISSN-2349-5162) 

JETIR2110313 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d123 
 

 

Interpretation: Based on the above graph out of 50 respondents 50% people rate 4 out of 5 to the quality of the 

online product and 32% people rate it 3 out of 5 to the quality of the online product. This shows that the most of 

the people who are using online products are satisfied with the quality of the products. 

Interpretation: Based on the above graph out of 50 respondents 36% people do the online shopping because it 

saves time, 32% people do it because it provides home delivery of the googs and 26%.people do it because  of 

discounts that are offered by the various online shopping sites.  
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Interpretation: Based on the above graph out of 50 respondents 50% people are ready to buy aproduct of more 

than 10000 rs from online, 32% people are not ready to buy it and 18% people says it depends on the item they 

are purchasing.   

 

 

 

 

 

 

 

 

 

 

 

 

http://www.jetir.org/


© 2021 JETIR October 2021, Volume 8, Issue 10                                                           www.jetir.org (ISSN-2349-5162) 

JETIR2110313 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org d125 
 

Interpretation: Based on the above graph we can see the relevence of the following shopping sites  of 50 

respondents   

Interpretation: Based on the above graph out of 50 respondents 88% people see the rating of the sellers and 

products before buying it online. This also means that they hesitate to buy a produuct which is new to the market 

and for that sellers need to promote the products heaviely on the internet.  

  Findings 

1. Majority of 88% of the respondents within the age group of 20-25 years.  

2. 48% of the respondents who responded to the Google form are under graduates and 38% are post 

graduates. 

3. The entire groups of responses belong to the segment of students, self-employed, employee and other 

people. Among them 84% of the respondents are students. 

4. All the respondents have purchase the product online. 

5. 98% of the respondents are would prefer purchase online. 

6. Most of the respondents 54% feel that the range of products available in online are good.  

7. Among the 50 respondents 56% and 32% of them think that Amazon and Flipkart is the best online 

shopping sites. 

8. 44% of the respondents prefer to buy electronics items on the net.  

9. 50% respondents have given 4-star rating to the quality of the online product they have bought. 
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10. 50% of the respondents feel that the products available in online are affordable or not depends on 

products. 

11. 48% of the respondents prefer payment by Debit Card and 34% prefer for to buy products through 

cash on delivery.  

Limitations 

1. Time is a limitation since the time period is not sufficient for doing the study work. 

2. Number of respondents is an also a limitation since area as big as our study area can’t be represented by 

such low no. Of respondents. 

3. Partially fill questionnaires is also a limitation. 

4. Knowledge of the respondents on a particular topic is also a limitation. 

5. Wrong information given by the respondents is also a limitation. 

Suggestions 

1. Internet will be the key media in times to come. Flexible of marketing and speed of interaction will 

certainly give a boost to its usage.  

2. Strong product branding on the internet can provide marketers with a powerful advantage over their 

advertisements have virtual reality.  

3. Advertisement has to be more appealing and specific on its target. This could be achieved when the 

advertisements have virtual reality. 

4. Government should establishment consumer protection machinery to monitor interest purchasing, 

which could enhance the confidence of public in virtual shopping system. 

5. An education program on the use of internet and its applications could increase the usability it in all 

field of life. 
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