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ABSTRACT:

This study investigates consumer awareness and satisfaction levels concerning online shopping, a rapidly expanding
mode of consumption, with a focus on the Indian market. The research explores consumer understanding of key e-
commerce aspects, such as product variety, the buying process, pricing, and discounts, as well as satisfaction with
product quality, customer service, payment procedures, and delivery. The study identifies factors influencing consumer
preferences, including website usability, and challenges such as delivery issues and product quality. Employing a survey
methodology, the study reveals consumer preferences for online shopping platforms and payment methods. The findings
underscore the necessity for businesses to enhance consumer education, improve service quality, and address delivery
concerns to foster trust, elevate satisfaction, and ensure the sustainable growth of the e-commerce sector.
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INTRODUCTION:

The advent of the internet and the proliferation of smartphones have ushered in a transformative era for retail, with e-
commerce emerging as a dominant force in how consumers purchase goods and services globally. The allure of product
variety, ease of the buying process, competitive pricing, and attractive discounts have been pivotal in driving the
exponential growth of online shopping. This trend is particularly pronounced in rapidly developing economies like
India, where increasing internet penetration and smartphone adoption are fueling a significant expansion of e-commerce
activities. While the benefits of online shopping are widely enjoyed, a critical examination of consumer awareness
regarding the intricacies of this digital marketplace, such as product information, return policies, and payment security,
is essential. Moreover, understanding the factors that contribute to overall consumer satisfaction and the challenges that
detract from a positive online shopping experience is crucial for businesses seeking to thrive in this evolving landscape.
This study aims to analyze consumer awareness and satisfaction towards online shopping, identifying key areas for
improvement and offering recommendations for fostering a more informed and satisfied consumer base.

RESEARCH A.BACKGROUND:

The evolution of retail has been significantly impacted by technological advancements, with the internet and the
subsequent growth of e-commerce representing a paradigm shift in consumer behavior. Early stages of online shopping
were often characterized by novelty and a degree of consumer caution. However, as internet infrastructure improved and
digital literacy expanded, online platforms gained traction, offering unprecedented convenience and choice. Research in
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this domain has increasingly focused on understanding the drivers of online adoption, the factors influencing consumer
trust, and the elements contributing to a positive online shopping experience. Studies have explored the impact of
website design, product information, service quality, and logistical efficiency on consumer satisfaction. Furthermore, the
unique challenges and opportunities presented by diverse consumer demographics, particularly in emerging economies,
have become a significant area of investigation. While existing literature provides valuable insights into various facets
of online shopping, a holistic understanding of the interplay between consumer awareness of key e-commerce processes,
product information, and their overall satisfaction levels remains critical for businesses to tailor their strategies
effectively and for policymakers to support the sustainable growth of the digital economy.

B.METHODOLOGY

This study adopted a quantitative research design employing a survey methodology to gather data on consumer
awareness and satisfaction towards online shopping. A structured guestionnaire, informed by the need to capture socio-
economic profiles, online shopping behavior, and satisfaction levels, was designed. The survey was distributed to a
carefully selected sample of consumers.

The sample was stratified based on the following key demographic categories to ensure representation:

1. Age Group:

o Below 20 years

o 21 — 30 years

o 31— 40 years

Above 41 years
Gender:

o Male

o Female
Marital Status:

o Married

o Unmarried

Educational Qualification:

o Iliterate
o School level
o Undergraduate
o Postgraduate
Occupation:
o Student
o Business
o Professional
o Home Maker
Others
Type of Family:
o Joint
Nuclear

Size of the Family:

o Below 2 Members
o 3 — 4 Members
o 5-6 Members
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o Above 7 Members
8. Monthly Income of the Family:
o Less than Rs. 10,000
o Rs. 10,001 — Rs. 20,000
o Rs. 20,001 — Rs. 30,000
o More than Rs. 30,001

The questionnaire included questions assessing:

e  Reasons for selecting online shopping (e.g., variety of products, easy buying
process, lower prices, discounts).

e  Duration of using online shopping services.

e  Frequency of online purchases.

Preferred mode of payment (e.g., credit card, debit card, cash on delivery, electronic money).
Preferred online shopping sites (e.g., Amazon, Flipkart, Snapdeal).

e  Amount spent on online shopping per month.

e  Types of products purchased online (e.g., apparel, electrical & electronics, sports & games).

e Level of satisfaction with various aspects of online shopping (e.g., product choice, cost, quality, customer service,
payment procedure, return process, discounts, convenience, delivery).

e  Overall feeling about using online shopping.

e  Problems faced during online shopping (e.g., delay in delivery, damaged product).
e  Likelihood of recommending online shopping to others.

The collected data was analyzed using statistical techniques, including percentage analysis, Chi-square tests, and
weighted averages, to provide a comprehensive understanding of consumer awareness, satisfaction, and preferences.

BENEFITS OF ONLINE SHOPPING (FROM A CONSUMER PERSPECTIVE):

1. Variety of Products: Online shopping offers access to a wider range of products and brands compared to physical
stores. This includes access to international products, niche items, and a greater depth of selection within specific
categories, allowing consumers to find exactly what they need.

2. Easy Buying Process: Online platforms often provide user-friendly interfaces, simplifying the purchase process.
Features such as saved payment information, one-click checkout, and intuitive search filters streamline the shopping
experience, making it quick and efficient.

3. Lower Prices: Online retailers may offer competitive pricing and discounts. This can be due to lower overhead
costs compared to brick-and-mortar stores, as well as the ability to easily compare prices across multiple sellers. Online
platforms frequently offer deals, promotions, and coupon codes.

4. Convenience: Shopping from home at any time. Online shopping is available 24/7, eliminating the need to adhere
to store hours and allowing consumers to shop at their own pace.

5. Time Savings: Reduced travel and waiting times. Consumers avoid the time and expense of traveling to physical
stores, searching for parking, navigating crowded aisles, and waiting in checkout lines.

6. Accessibility: Access to products and services regardless of location. Online shopping is particularly beneficial for
consumers in remote areas or those with limited mobility, providing access to a wide range of goods and services that
may not be available locally.

BARRIERS TO CONSUMER SATISFACTION INONLINE SHOPPING:

1. Product Quality Concerns: Discrepancies between online descriptions and actual product quality. Consumers
may be hesitant to purchase items, particularly those where physical attributes are important (e.g., clothing, furniture),
due to the inability to inspect them before purchase. This can lead to dissatisfaction if the received product does not meet
expectations in terms of size, color, material, or overall quality.
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2. Delivery Issues: Delays, damage, or incorrect products. Problems with the delivery process, such as late arrivals,
damaged packaging, or receiving the wrong item, can significantly frustrate consumers. These issues can lead to
inconvenience, additional costs (e.g., return shipping), and a negative perception of the online shopping experience.

3. Poor Customer Service: Inadequate support or difficulty in resolving issues. Lack of responsive or helpful
customer service can exacerbate problems when they arise. Consumers may encounter difficulties in contacting
customer support, receiving timely assistance, or obtaining satisfactory resolutions to their complaints, leading to
frustration and a loss of trust in the seller.

4. Payment Security Concerns: Apprehensions about the safety of online transactions. Concerns about the security
of online payments, including the risk of fraud, identity theft, and data breaches, can deter some consumers from
shopping online. Consumers need assurance that their financial information is protected and that online transactions are
secure.

5. Complicated Return/Cancellation Procedures: Difficulty in returning or canceling orders. Complex or
restrictive return and cancellation policies can create a negative experience for consumers. Issues such as high return
shipping costs, restocking fees, or lengthy processing times can discourage online purchases and reduce overall
satisfaction.

6. Misleading or Inadequate Product Information: Lack of sufficient details to make informed decisions.
Insufficient or inaccurate product descriptions, images, or specifications can make it difficult for consumers to make
informed purchasing decisions. This can lead to dissatisfaction if the received product does not meet their expectations
or needs.

FINDINGS

This section presents the key findings of the study, derived from the statistical analysis of the survey data.

5.1.1 PERCENTAGE ANALYSIS

e  Most (56%) of the respondents belong to the age group between 21-30 years.
e  Most (65%) of the respondents are female.

e  Most (57%) of the respondents are unmarried.

e  Most (57%) of the respondents are undergraduate holders.

e  43% of the respondents are students.

e  Maximum (82%) of the respondents live in a joint family.

e  50% of the respondents live with a family of 3-4 members.

e  38% of the respondents' monthly income is between Rs. 10,001 — Rs. 20,000.

32% of the respondents cite the variety of products as their reason for selecting online shopping.
Most (51%) of the respondents have been using online shopping services for 1 to 5 years.
43% of the respondents purchase online once per quarter.

e  Most (55%) of the respondents pay for online purchases using cash on delivery.

e  48% of the respondents prefer Flipkart for online shopping.

e  The majority of respondents' most recent online purchase cost less than “500.

e  47% of the respondents have purchased electrical and electronic products through online shopping.

e  The majority 36 (36%) of the respondents rate their overall experience as "poor.”

e The majority 49 (49%) of the respondents "strongly agree" with positive statements about online shopping.
e  The majority, 53 (53%) of the respondents have faced problems with online shopping.

e  The majority 17 (34%) of the respondents have faced problems related to delays in delivery.

e  The majority 87 (87%) of the respondents would recommend online shopping to others.
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5.1.2 cHI-SQUARE TEST

e  There is no significant association between the age of the respondents and their level of satisfaction towards online
shopping. Hence, the null hypothesis is accepted.

e  There is no significant association between the gender of the respondents and their level of satisfaction towards
online shopping. Hence, the null hypothesis is accepted.

e  There is no significant association between the marital status of the respondents and their level of satisfaction
towards online shopping. Hence, the null hypothesis is accepted.

e There is a significant association between the educational qualification of the respondents and their level of
satisfaction towards online shopping. Hence, the null hypothesis is rejected.

e  There is a significant association between the occupation of the respondents and their level of satisfaction towards
online shopping. Hence, the null hypothesis is rejected.

e There is a significant association between the type of family of the respondents and their level of satisfaction
towards online shopping. Hence, the null hypothesis is rejected.

e  There is a significant association between the size of the family of the respondents and their level of satisfaction
towards online shopping. Hence, the null hypothesis is rejected.

e  There is a significant association between the monthly income of the respondents and their level of satisfaction
towards online shopping. Hence, rejected.

5.1.3 WEIGHTED AVERAGE RANK METHOD

Out of 100 respondents' rankings, the 1st rank is given to mobile phones, the 2nd rank is given to nutrition products, the
3rd rank is given to cosmetics, the 4th rank is given to groceries, and the 5th rank is given to cloths products.

SUGGESTIONS

A few measures have been suggested to improve the level of satisfaction of online shopping:

e  Given the increasing sophistication of technology, and the growing prevalence of online shopping, awareness
should be created among consumers who lack sufficient knowledge about shopping online.

e  Currently, there are a limited number of websites available for doing online shopping. The government should take
initiatives to promote online business activities.

e  Online vendors should ensure the quality of goods delivered, which will help retain existing customers and attract
new ones.

e  Online vendors often lack follow-up with customers regarding product performance. They should implement
follow-up practices similar to offline selling.

e  The standard delivery period of one month for online orders is too long. Vendors must ensure speedier delivery of
goods.

e  Online vendors should introduce various promotional offers such as discount sales, gift vouchers, and free gifts,
etc. to attract more customers.

e Leading online shopping companies should conduct awareness programs in schools and colleges to educate
students about online shopping.

CONCLUSION

This study emphasizes that while online shopping offers significant convenience and choices, improving consumer
awareness and addressing satisfaction issues are crucial for the sustainability of e-commerce. The findings highlight
several key trends and challenges in the online shopping behavior of the surveyed population.

The majority of respondents are young adults, primarily female, and often students or in early stages of their careers.
They are drawn to online shopping mainly for the variety of products and have been using these services for a moderate
period. Cash on delivery remains a popular payment method, and Flipkart is a favored platform. However, a significant
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portion of respondents has faced problems with online shopping, particularly delivery delays. While a majority would
still recommend online shopping, the overall satisfaction levels are mixed. The Chi-square test reveals that satisfaction
is significantly associated with educational qualification, occupation, family type, and monthly income, but not with
age, gender, or marital status. The weighted average ranking indicates that mobile phones are the most popular online
purchase category, followed by nutrition products, cosmetics, groceries, and clothing.

In conclusion, while online shopping has become an integral part of modern life, businesses must address the identified
challenges to enhance consumer trust and satisfaction. This includes improving delivery services, ensuring product
quality, providing better customer support, and simplifying return processes. Furthermore, targeted educational
initiatives are needed to increase awareness, particularly among less digitally savvy segments. By addressing these issues,
e-commerce companies can foster a more positive and reliable online shopping experience, driving continued growth and
success in the digital marketplace.
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