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Abstract

Internet is anytime and anywhere
medium and has become a part of virtual space.
The Internet has facilitated smooth interaction
between humans and machines. One of the
breakthrough developments of communication
technology is the innovation of Electronic Commerce
by which the traditional methods of shopping
transformed into the virtual form of shopping, which
can be accessed anytime and anywhere.

With the development of internet, the
trend of e- commerce has increased rapidly. The
consumers are driven to shop online due to easy
accessibility. Online retailing is growing at a
breakneck pace all over the world, especially in
developing countries which has enormous
potential to develop. Most of thebusiness
organization running with the technological
changes, due to globalization are focusing more
on meeting the needs of the consumers. The
study will focus on the consumer’s attitude
towards online shopping and its impact,
especially the factors influencing the
consumer’s online shopping attitude and will
also examine information about factors which
played akey role as barriers while shopping
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Figure 9

respondTe}::s Sftlrgour]e 9 depicts that, 49%
Wi ongyagree that online shopping
N ; /c,r?spondents agree with the
. nt that f_:mlme shopping saves time, 19
nrgspondents disagree with the statement that
online shopping saves time and 7 %respondents
are neutral.

Convenience

Corvinienge
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Figure 10 )

The figure 10 depicts that 39%
respondents strongly agree with the statement
that online shopping is convenient 27
%respondents agree, 15 %respondents are
12% respondents disagree and 8

neutral, :
%respondents highly disagree with the
statement that online shopping is convenient.
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Figure 11

reSme;l'ehnet figure 11 depicts th\at 19%

s strongly agree with the statement
that online shopping saves money, 12%
respondents agree, 37% respondents are
neutral, 12 %respondents disagree and 8%
respondents highly disagree with the statement
that online shopping saves money.
Delievery Services

X

Figure 12
The figure 12 depicts that 87
%respondents are happy with the delivery services
while shopping online whereas 13% respondents
are not happy with the delivery services.
Quality Of the Product
The figure 13 depicts that, 55
%respondents are happy with the quality of the
products shopped online whereas 45%
respondents are not happy.
Privacy Risk

Figure 13

eed Journal




3

e \

i y O = gk -
-c"'—_'__-'—_'_/

ad in today’s cut throat

ISSN: l
N: 2394 5303 I"‘:Ez‘fr‘ d’tintlflg o@tea® February 2022
online. To stay 3ha 8.012115;) Peer-Reviewed International Journal Issue-86, Vol-04 057

The sample size s 100 and

convenient samplin
Bt oo Pling method has been used for

Introduction

Fhrz:)duugcht?nigi Stemices directly from the seller
2012)As a relaiiv‘gleb browser(.Javadi‘ M.H. et al
e-commerce webs?tne\: e s,
P purchasees ave changed the_way

; products or services.
Increasingly, Customers start ang get used to
purchasing products or services from an e-
commerce website instead of going to a physical
store. Compared with the traditional face-toface
commerce mode, the online shopping mode
offers several unique advantages, such as
widespread selections, plenty of available
product information etc. The rapid development
of information technologies has provided new
means for retailers to reach the end market.
Compared to the physical store the online stores
have many advantages. They are convenient and
save the time of customers, no more travelling
and waiting in queue is required. The online
stores provide a lot of information to the
customers regarding the prodgct and services.
The online stores are always opened and they
are accessible anytime and anywhere. physical
involvement is notimportant. The increasing use
of Internet by the younger generationin India is
creating opportunities for online retailers
increasing consumer satisfaction. Custome_rs
perceive benefits of online shopping not only in
the form of buying product but also to compzlire
prices, product features and after sales ser\:':e
facilities that they receive if they purchase the

product from a particu ar website. The Prospeci
.Of online shopping is growing in India, with the
Increasing Internet facility. Evolution of 3G, 46
and 5G technologies are great revolution in the
field of telecommunication.

Online shopping is an innovative angd
interactive shopping way which is not bound by
any geographic restrictions and time. The
immense growth of the internet has radically
transformed the way of shopping and makes the
entire universe market place. The online retailing
continues to expand as the number of online
Customers increases day by day. Online shopping
provides enormous advantages such as 24*7
accessibility, anywhere availability, broad
product mix and low-cost infrastructure, which
ultimately benefits customers by providing the
right quality product at best price. With the
online shopping, shoppers no longer have to
suffer the costs and incomplete information of
traditional hierarchical search, making product
searches easier and more effective. The
Customers perceive benefits of online shopping
not only in the form of buying product but also
to compare prices, product features and after
sales services facilities that they receive if they
purchase the product from a particular website.
The online shopping is not something secret in
selling product and services. Therefore, it is
essential to analyse the consumer attitude
towards shopping products and paying online
because there is no physical interaction between
the buyer and the seller.

Objectives of the Study

The following objectives are framed to
address the research questions.
1. To examine the attitude of the
consumers with regard to online shopping.
2. To analyse the perceived risk and
problems faced by the online shoppers.
3 To measure the satisfaction I'eve! of
consumers with regard to online shopping.
4. To examine the challenges faced by the

consumers with respect to online shopping.
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e Ike websites, research publications
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Sampling Method
.S.ampling can be donein 2 ways through
probability method or through non- probability
method. Under Probability method each and
every umt.ofthe population has an equal chance
of selection. Whereas in Non- probability

collect
with t

sampling method each and every unit of

population doesn’t have chance of selection.

In this study non-probability method of
sampling was used because the researcher
doesn’t have access to a database of all people
who buy products online. Therefore, probability
sampling is not feasible. The convenience

Collected from

Data Collection Method

Onlin
— pri.r: survey technique was used to
FTHCSHRE ot ary data. for this purpose, a
f g Q::;e Was prepared through goo:g\e
s ;tloqnaire consisted of MCQs
Secondaw\:\;ti\ Dichotomous scale responses'
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through
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earch Analysis and Interpretation

Age of the Respondents

sgech e respandenty,

Figure 1
The figure 1 depicts the age of the
respondents. Out of total100 respondents 8%
respondents belong to 15-25 years of age, 40%
respondents belong to the age of 26-35 years,
25% respondents belong to the age of 36-45
years of age, 18 %respondents belong to the
age of 46-55 years and 9% respondents belong
to the age of 55 and above.
Internet Access

-

sampling, a type of non- probability sampling is
used. The friends, peers, colleagues and Figure 2
used as The figure 2 depicts that out of 100

relatives of the researcher were
respondents. One more m
probability sampling i.e., SNOwW
also been used, as the friend
had been previously selec

ethod of non-
ball sampling has
s and peers that
ted as per the

pondents have access to

respondents 95% res
respondents don't have

Internet whereas 5%
that.
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e figure 15 depi °
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that online shopping offers a wide variety of
product, 26% respondents agree, 21%
r?spondents are neutral, 12% respondents
disagree, 5% respondents highly disagree with
the statement that online shopping offers a wide
variety of products.
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The figure 16 depicts
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that returning products in on
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Figure 17
The figure 17 depicts that 20%
respondents highly agree withthe statementi.e.,
the payment process in online shopping is safe
and secure, 21% respondents agree, 23%
respondents are neutral and 35% respondents
disagree with the statement.
Findings Of the Study
The data collected to measure the
perception of customers towards online
shopping are statistically analyzed and the
findings of the study are churned out. This
section discusses the summary of findings of
the study in the light research objectives
established for the study.

The findings of the study reveal that
Perceived Security is a challenging factor for the
marketer as it is a major concern for the customer
in the online shopping and has an impact on the
customer’s perception of online shopping.

Perceived Delivery Services- 87%
respondents are happy and satisfied by the
delivery process and services.

perceived Product Quality- The quality
of the product offered by the online web stores
is also an essential factor, which affects the

perception of the customer towards online shopping.
fied with the quality of the

products offered by the online web stores.
perceived Privacy Risk- It refers to the
risk related to sharing personal information of
the online shoppers by the online sellers for
promotional purposes. tis considered as 3 major
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