
 

        

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 5, Issue 5 May 2023,   pp: 227-232 www.ijaem.net    ISSN: 2395-5252 

 

 

 

 

DOI: 10.35629/5252-0505227232     |Impact Factorvalue 6.18| ISO 9001: 2008 Certified Journal     Page 227 

Customers Behaviour and Satisfaction 

towards Online Shopping In India 
 

Subby Ranjan 
Student of Galgotias University, Greater Noida, UP 

----------------------------------------------------------------------------------------------------------------------------- --------- 

Date of Submission: 01-05-2023                                                                           Date of Acceptance: 08-05-2023 

----------------------------------------------------------------------------------------------------------------------------- ---------- 

ABSTRACT 

The developing use of Internet in India affords a 

growing prospect for on-line buying. If 

entrepreneurs recognise the elements affecting on-

line Indian conduct, and the relationships among 

those elements and the form of on-line customers, 

then they could in addition expand their advertising 

and marketing techniques to transform capacity 

clients into energetic ones, at the same time as 

keeping present on-line clients.  

This task is part of study, and makes a speciality of 

elements which on-line Indian customers preserve 

in thoughts at the same time as buying on-line. 

These studies observed that information, perceived 

usefulness, ease of use; perceived leisure and 

security are the 5 dominant elements which have an 

impact on purchaser perceptions of Online 

purchasing.  

Consumer conduct is stated to be an implemented 

subject as a few choices are substantially laid low 

with their conduct or anticipated actions. The views 

that are looking for software of its expertise are 

micro and societal views.  

Internet is converting the manner clients keep and 

purchase items and services, and has hastily 

advanced right into international phenomenon. 

Many businesses have commenced the use of the 

Internet with the purpose of reducing advertising 

and marketing costs, thereby decreasing the charge 

in their services and products if you want to live in 

advance in quite aggressive markets.  

Companies additionally use the Internet to convey, 

speak and disseminate information, to promote the 

product, to take remarks and additionally to 

behaviour pride surveys with clients.  

Customers use the Internet now no longer simplest 

to shop for the product on-line, however 

additionally to evaluate prices, product functions 

and after sale provider centres the desire get hold of 

in the event that they buy the product from a 

selected store. Many specialists are positive 

approximately the chance of on-line commercial 

enterprise.  

In addition to the remarkable ability of the E-trade 

market, the Internet presents a completely unique 

possibility for agencies to greater successfully 

attain present and ability customers. Although 

maximum 0f the sales of on-line transactions come 

from commercial enterprise-tocommercial 

enterprise trade, the practitioners of commercial 

enterprise-to-client trade have to know no longer 

lose confidence. It has been greater than a decade 

seeing that commercial enterprise-to-client E-trade 

first developed. Scholars and practitioners of digital 

trade continuously try to benefit a stepped forward 

perception into client conduct in cyberspace. Along 

with the improvement of E-retailing, researchers 

maintain to provide an explanation for customers 

conduct from distinctive perspectives. Many in 

their research have posited new emergent elements 

or assumptions that are primarily based totally at 

the conventional fashions of client conduct, after 

which study their validity with inside the Internet 

context.  

 

ONLINE SHOPPING IN INDIA 

The birth and development of the Internet 

was the greatest event of the century. E-commerce 

in India has come a long way from its timid 

beginnings in 1999-2000, to an era where you can 

sell and find all kinds of merchandise online, from 

high-quality products to rare peanuts. Most 

companies use the Internet to offer a variety of 

products and services that can be used in a global 

marketplace and reach a wider audience.   

 

•Numerous Factors That Encourage Online 

Shopping In India 

 Rapid g00  

 Extension of cybercafés across India   

 Access to Information   

 The addition in composition of computer 

stoners 

 Reach to net favours through broadband   

 Middle-class population with spending control 

is raising. There are around200 million of 

middle-class population well-grounded 
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spending controls. These people have 

genuinely little time to spend for shopping. 

Multitudinous of them have jumped to ride on 

internet to satisfy their shopping conjurations. 

 

I. INTRODUCTION TO 

THEPROBLEM 

During my research, I learned that shoppers face 

numerous challenges when shopping online in 

India. Some issues are listed here.    

 Quality and right products: One of the main 

problems of online shopping. After receiving 

the item, the buyer may know that he has 

purchased the wrong item. A size that the 

customer may not meet the customer's 

requirements or may have chosen the wrong 

size. Customers are responsible for the 

additional shipping cost when exchanging the 

product.   

 

o Return Policy: This is another important 

factor when shopping online. Occasionally, 

there is a possibility that a customer may 

return a product not seeing or feeling it, or 

being dissatisfied with the product it has been 

delivered to. Therefore, the company does not 

accept the product return policy.   

 Hidden Costs: Check the final price when 

shopping online. Shipping may not be added to 

the product and the displayed price may vary.   

 Security: There are also some “scam online 

stores”. Shopping online on these websites 

may not be secure and may offer you products 

at low prices, but may collect card payment 

details and personal data.   

 Shipping Issues: Some websites report 

delivery times immediately after item 

purchase, but not all. Sometimes companies do 

not deliver goods on time. Finally, I would like 

to point out that e-commerce plays an 

important role in an individual's life in the 

present scenario as people do not have time to 

go to buy the product.  

 

II. LITERATURE REVIEW 
According to a study by Sharma and 

Mittal (2009) “E-commerce prospects in India”, 

Asian nation is experiencing tremendous growth in 

e-commerce doubtless, with a population of 

uncountable folks, online searching shows limitless 

potential in Asian nation. Today, e-commerce 

could be a common word in Indian society 

associate degreed has become an integral a part of 

lifestyle. There are websites that provide a spread 

of merchandise and services. Then there are people 

who supply specific merchandise at the side of 

connected services. Multiproduct ecommerce 

These Indian Ecommerce portals give merchandise 

and services in a very sort of classes to call a few: 

attire and accessories for men and girls, Health and 

wonder merchandise, Books and magazines, 

Computers and peripherals, Vehicles, Software, 

shopper physical science, unit appliances, 

Jewellery, Audio/video, amusement, goods, Gift 

articles, realty and services.  

Ramírez Nicolas (2010) state that "The 

web has modified several aspects of our daily lives: 

the manner we tend to relate and communicate with 

each other, however we tend to move with a bank, 

browse newspapers or watch tv. Even the manner 

we tend to get and sell. These changes have 

occurred thanks to the constant flow of firms 

providing new business models and innovative 

formulae. Discount coupons have continually been 

a robust selling tool. purpose-of-purchase projected 

to extend shopper loyalty by attracting new 

customers and encouraging repeat purchases within 

the Point-of-SaleISSN 2348–8891 Altius Shodh 

Journal of Management & Commerce, whether or 

not featured in medium or delivered via mailbox. 

To play 'Bulk Gaming', many firms have worked 

along to supply special discounts to teams of 

consumers. This LED Apostle Mason to launch the 

purpose, a web community for premier cluster 

deals in 2008. In November of constant year, the 

noted "Gruppon" was registered. Groupon has been 

active in additional than forty-five countries since 

March 2010 and has received multi-million dollar 

offers from industrial giants such as: 

Yahoo! and google. due to of these 

advantages, customers have a want to get discount 

coupons, and also the variety of users is ceaselessly 

increasing. Donald Rogan (2007) describes the 

connection between shopper behaviour and selling 

strategy. He argues that the strategy is to extend the 

probability and frequency of purchaser actions. A 

demand to achieve success at this can be to 

{understand to grasp} your shoppers and 

understand their desires and needs. In distinction, 

the expectancy-confirmation model (Oliver, 1980) 

focuses on post-purchase behaviour. this can be a 

wide used model within the shopper behaviour 

literature, particularly once describing client 

satisfaction and repeat purchases. Satisfaction is 

central to the present model and is formed by the 

gap between expectations and perceived 

performance (Oliver, 1980). Expectancy-

confirmation theory suggests that once perceived 

performance matches expectations, confirmations 

are shaped and customers are glad. Bhattacharjee 

(2001) explicit that glad users are lot of probably to 
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continue mistreatment science. we tend to so 

suggests that acceptance and persistence are 

reticulate through multiple mediating and analgesic 

factors, like trust and satisfaction. Venkatesh 

(2000) rumoured that the perceived convenience 

offered by web merchants includes a positive result 

on consumers' attitudes toward on-line searching. 

this can be as a result of customers understand the 

web as a tool to boost their searching expertise in a 

very easy manner. on-line stores have nice 

potential for youth marketers. Vrechopoulos et al. 

(2001) Adolescents are the most consumers of 

products on-line. A study by Dholakia and Uusitalo 

(2002) investigated the connection between age 

and on-line searching. Younger customers report a 

lot of linen in on-line stores They additionally 

found that younger customers are  lot of probably 

to look on-line and agree that on-line searching is a 

lot of convenient.  

Benedict and associates( 2001) set up that 

on- line searching perception and on- line searching 

objective are told by foreign agents like fluent use, 

mileage and delight, yet as paperback quality and 

situational factors in their study of on- line 

searching comprehensions( 2001). displays. factors, 

product add-ons, former on- line searching gests , 

and on- line searching trust.  

 

 Client online purchase objective  

According to the proposition of sensible 

act, consumer geste could be prognosticated from 

its corresponding intents(Ajzen and Fishbein, 

1980) purposeful steps are more productive than 

behavioural steps in drawing new guests as guests 

tend to bounce authentic favourites because of their 

constraints(Day, 1969). client online purchase 

objective is described as the construct that gives the 

power of a client s objective to buy 

online(Salisbury etal., 2001). Pavlou(2003) 

observed online purchase intention to be a more 

applicable step of intention to use a web point 

when assessing online consumer geste. 

 

Since online sale involves data sharing 

and purchase action, purchase intention will depend 

on numerous factors(Pavlou, 2003). In order to 

spark online purchase intention among consumers, 

web retailers frequently need to concentrate on 

these factors to enhance the chance of purchase by 

guests. While unfolding a reference model for 

recapitulating the antecedents of client purchase 

intention from 45 exploration examinations on 

online shopping, Chang etal.( 2005) distributed the 

antecedents into three orders videlicet, perceived 

characteristics of the web as a deals channel, web 

point and product characteristics and consumer 

characteristics, therefore relating further than 80 

variables as antecedents. Knowing that it isn't 

possible to explore them all, the study confines 

itself in studying the aftereffect of shopping 

exposures, previous online purchase experience, 

online trust and demographics on online purchase 

intention as these haven't been studied together in 

the Indian environment. 

 

Online confidence and client online purchase 

intention  

Online trust is an essential when it comes 

to online shopping(McCole and Palmer, 2001). 

Due to the parlous experience of online shopping, 

trust and threat play significant places in effecting 

online deals (Pavlou, 2003). Trust contributes 

appreciatively towards the success of online 

deals(Jarvenpaa and Tractinsky, 1999). Online 

confidence needs to be there when particular fiscal 

data and particular data is participated while 

making a purchase online(Egger, 2006). Online 

confidence is grounded on the perceptivity of the 

pitfalls or advantages of the online sale(Teo and 

Liu, 2007). In the Indian environment, the impact 

of the online confidence as of interceding outcomes 

has been studied on client online purchase 

objective(Ganguly etal., 2009). multitudinous 

examinations have concluded that the advanced 

consumer online confidence will affect in advanced 

client online purchase objective(Verhagenetal., 

2006; McKnight etal., 2002; Lim etal., 2006; Ling 

etal., 2010). therefore, we offer. Advanced client 

online confidence will guide to advanced client 

online purchase objective 

 

III. OBJECTIVE AND SCOPE 
This Research Paper helps to searching out what 

are the main elements affect the online consumer 

when bearing in mind and making a shopping over 

Internet. 

The objects of the study are: 

➢ To examine the online shopping gesteof guests. 

➢ To examine the factors impacting online 

shoppers and consumers. 

➢ To examine the guests position of satisfaction or 

bliss with respect to online shopping. 

➢ To examine whether guests favour online 

shopping to brick -and-mortar stores 

 

 

IV. SCOPE OF THE STUDY 
At any given time, there are millions of 

people online and each of them is a potential 

customer of an online sales company. Due to the 

rapid development of technology surrounding the 
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Internet, companies interested in selling products 

on their website must constantly seek a competitive 

edge. With so many potential consumers, it is very 

important to understand what consumers want and 

need. It is very important to analyse and identify 

the factors that influence when consumers make 

online purchase decisions. As the Internet is a new 

medium, consumers have new demands. That is 

why it is crucial for the online retailers to know 

what influences the online consumer. Analysing the 

process that the online consumer goes through 

when deciding and making a purchase over the 

Internet, shows some factors that consumers 

consider these factors need to be identified and 

considered by online retailers in order to satisfy 

consumer demands and compete in the online 

market. Thus, this study will be beneficial to the 

online marketer in making the strategy to fulfil the 

need of customer through knowing the attitude and 

satisfaction level. 

 

V. RESEARCH METHODOLOGY 
The purpose of the methodology is to 

design the research procedure. This includes the 

overall design, the sampling procedure, the data 

collection method and analysis procedure.  

Marking research is the systematic gathering 

recoding and analysing of data about problem 

retaining to the marketing of goods and services.  

Basically, there are two types of 

researches, which according to their applicability, 

strength, weaknesses, and requirements used before 

selecting proper type of research, their suitability 

must be seen with respect to a specific problem two 

general types of researches are exploratory and 

conclusive.  

 

RESEARCH DESIGN: 
1. Exploratory Research Design: 

It is also known as quantitative research; it seeks to 

discover new relationships it aims a defining the 

main problem & inducing the identification of the 

relevant variables and the possible alternative 

solutions it can further be divided in to three parts.  

 

2. Conclusive Research:  

It is also known as quantitative research; it is 

designed to help executives of action that is to 

make decision.  

When a marketing executive makes a decision are 

course of action is being selected from among a 

number of available. The alternatives may be as 

few as two or virtually infinite. They may be well 

defined or only vaguely glimpsed.  

 

The type of research here is “Descriptive 

Research Design”. This kind of design is used for 

more precise investigation or of developing the 

working hypotheses from an operational point of 

view. It has inbuilt flexibility, which is needed 

because the research problem, broadly defined 

initially, is transformed into one with more precise 

meaning in exploratory studies, which in fact may 

necessitate changes in research procedure for 

gathering relevant data.  

 

STUDY:  

CONSUMER PREFERENCE TOWARDS 

ONLINE SHOPPING BEHAVIOUR AND 

SATISFACTION 

 

SAMPLING UNITS:  
The sampling units are taken from Greater Noida 

area.  

 

SAMPLE SIZE:  
The sample size taken was 250. 

 

SAMPLING METHOD:  

The sampling method used for the project was 

“Random Sampling”. This type of sampling is also 

known as probability sampling where each and 

every item in the population has an equal chance of 

inclusion in the sample and each one of the 

possible samples.This procedure gives each item an 

equal probability of being selected.  

 

Data Analysis: 

Data analysis was done mainly from the 

data collected through the customers. The data 

Collected from secondary sources is also used to 

analyse on one particular parameter. Quantitative 

analysis was done on the data collected from the 

primary as well as secondary Sources.  

 

COLLECTION OF DATA 

SOURCE OF INFORMATION:  

Basically, the source of the information for this 

project was taken from those who were residing in 

Greater Noida only.  

 

➢PRIMARY SOURCES:  

Primary research entails the use of 

immediate data in determining the survival of the 

market. The popular ways to collect primary data 

consist of surveys, interviews and focus groups, 

which shows that direct relationship between 

potential customers and the companies.  

• Questionnaires  
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➢SECONDARY SOURCES: 

Secondary research is a means to 

reprocess and reuse collected information as an 

indication for betterments of the service or product.   

• Newspapers  

• Magazines  

• Internet sites  

 

VI. TOOLS USED FOR DATA 

ANALYSIS: 
The collected information was factually 

analyzed, utilizing, the measurable bundle for 

social science computer program (SPSS). 

Representation like table and chart were utilized to 

guarantee simple and fast translation of 

information. Reaction was communicated in rates. 

Information from the completed survey were 

checked for consistency. The things were gathered 

based on the reaction given by the respondent and 

were coded for simple utilization of the factual 

bundle for (SPSS), this strategy was utilized since 

it is the finest instrument to distinguish, compare, 

portray and reach a conclusion. 

 

VII. FINDINGS 

 After the analysis I found that there has been 

increasing number of buyers and sellers 

towards online shopping day by day because 

the people preferring to purchase the product 

through online shopping due to saving of time 

another aspect is product is delivering at home 

with nominal delivery charge that’s why 

people prefer online shopping instead of 

physical store. 

 Most of the people in professional segments 

are prefer to buy the products due to having 

lack of time and avoided to visits at physical 

stores.  

 Most of the people motivate to buying the 

product because of their facilities and no need 

to travel to shop or physical store and the 

product is delivered at home with paying 

nominal charges.  

 50% of the people are buy product when they 

are satisfied because satisfaction from the 

shopping, sites affect the buying decision. 

 27% of the people are strongly supported that 

service quality of the seller are important when 

go for online shopping decision.  

 Another finding is that 25% of the people are 

agree that satisfaction level is influence by the 

difference between the expectation and actual 

product they receive. 

 

VIII. CONCLUSION 
Increased Internet penetration, a trouble 

unfastened buying surroundings imparting to the 

net buyers with one click on and the product is 

brought at domestic so, that`s because greater 

Indians decide on buying on line. But on the equal 

time the organizations want to lessen the dangers 

associated with purchaser incompetence with the 

aid of using processes along with making buy web 

sites simpler to navigate, and introducing Internet 

kiosk, computer systems and different aids in 

stores. The aim isn't to transform all buyers to on 

line purchasing, however to expose them it`s an 

option. In addition to above, efforts want to be 

taken to teach the net customers on the stairs that 

want to be undertaken even as making an internet 

buy. Moreover, the comments of an internet 

purchaser ought to be captured to perceive flaws in 

carrier transport. This may be achieved thru on-line 

groups and blogs that function marketing and 

marketing and advertising and marketing 

equipment and a supply of comments for 

enterprises.  

I discovered that it's far a venture for E-

entrepreneurs to transform low frequency on line 

customers into normal customers thru a hit web site 

design and with the aid of using addressing issues 

approximately dependable performance. Thus, the 

net retailing increases greater problems than the 

blessings it presently offers. The first-rate of 

merchandise presented on line and tactics for 

carrier transport are but to be standardized. Till the 

equal is achieved, the purchaser is at a better hazard 

of frauds.  
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