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Abstract

The implementation of the Goods and Services Tax (GST) in India marked a significant turning point for the e-
commerce industry. This study explores the factors influencing consumer attitudes and purchasing trends in the e-
commerce sector in the post-GST era. The research aims to understand how GST has reshaped consumer behaviour,
focusing on key aspects such as price sensitivity, product availability, and the overall shopping experience. The study
employs a mixed-method approach, combining quantitative surveys and qualitative interviews to gather
comprehensive insights from consumers and industry experts. The findings indicate a notable shift in consumer
purchasing patterns, with an increased preference for online shopping due to the simplified tax structure and transparent
pricing brought about by GST. The research highlights the impact of GST on product pricing, delivery logistics, and
consumer trust in e-commerce platforms.
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I Introduction

The advent of the Goods and Services Tax (GST) in India on July 1, 2017, heralded a new era in the country's economic
landscape, significantly impacting various sectors, including e-commerce. GST, a comprehensive indirect tax on the
manufacture, sale, and consumption of goods and services, aimed to unify the fragmented tax system, thus fostering a
more integrated and efficient marketplace. The e-commerce sector, characterized by its rapid growth and dynamic
nature, has experienced substantial transformations in the post-GST era, influencing both consumer attitudes and
purchasing trends. This study explores the multifaceted impact of GST on consumer behaviour within the e-commerce
domain. By examining key factors such as price sensitivity, product availability, and the overall shopping experience,
the research seeks to understand how GST has reshaped the purchasing decisions and preferences of online shoppers.
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The implementation of GST has led to more transparent pricing, eliminating the cascading effect of multiple taxes,
which has traditionally been a challenge in the pre-GST regime. This transparency is expected to influence consumer
trust and satisfaction, crucial determinants of online purchasing behaviour. The introduction of GST has streamlined
logistics and supply chain operations, potentially enhancing the efficiency and reliability of product delivery in the e-
commerce sector. These changes, coupled with the evolving digital landscape and increasing internet penetration, have
created a unique environment for studying consumer trends. This paper employs a mixed-method approach, integrating
quantitative surveys and qualitative interviews to provide a holistic view of the post-GST consumer mindset. The
insights derived from this study will not only shed light on the current state of consumer behaviour in e-commerce but
also offer strategic recommendations for businesses aiming to capitalize on the opportunities presented by the GST
regime. By understanding the factors that influence consumer attitudes and purchasing trends in the post-GST era, e-
commerce businesses can better tailor their strategies to meet the needs and preferences of their customers. This
research, therefore, serves as a valuable resource for industry stakeholders, policymakers, and researchers interested
in navigating the complexities of the e-commerce landscape in the context of GST.

1.1 Factors behaviour on Consumer: Post GST
Before analysing the factors of shopping online it’s important to clarify the scientific approach to shopping online.
Another important research of shopping online factors was conducted using a meta-analysis in order to integrate
the findings of previous researches and to provide a more detailed framework of online shopping behaviour, based
on the patterns of personality traits, perceived risk, and technology acceptance. The research showed (figure 1)
that important factors of online shopping were an attitude to online shopping and a change of customers’ attitudes
toward making online purchases.

[ Introduction of GST ]
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Figure 1: Flow Consumer Behaviour: Post GST
The implementation of the Goods and Services Tax (GST) in India has significantly influenced consumer
behaviour in the e-commerce sector. Several factors contribute to this shift, impacting how consumers perceive

and engage with online shopping platforms. The key factors influencing consumer behaviour post-GST are as
follows:
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Figure 2: Key factors influencing consumer behaviour post-GST

The implementation of the Goods and Services Tax (GST) has significantly reshaped the e-commerce landscape
in India. GST aimed to streamline the tax system by unifying various indirect taxes under a single tax regime,
thereby enhancing the overall efficiency and transparency of the market.

Price Sensitivity and Transparency: This is the starting point where consumers evaluate the pricing of products.
Transparency in pricing helps build trust, and being sensitive to price changes can attract price-conscious shoppers.

Product Availability and Variety: Once consumers are satisfied with the pricing, the next factor is the availability
and variety of products. A wide range of options and consistent stock levels are crucial for meeting consumer
demands and preferences.

Consumer Trust and Confidence: Availability and variety lead to building consumer trust and confidence. If
consumers believe they can consistently find what they need, they are more likely to trust and return to the store
or brand.

Shopping Experience and Convenience: Trust and confidence enhance the overall shopping experience and
convenience. A positive, hassle-free shopping experience, whether online or in-store, encourages repeat business
and customer loyalty.

Impact on Discounts and Promotions: A good shopping experience sets the stage for the impact of discounts and
promotions. Effective promotions can drive sales and attract new customers, but they must be well-timed and
targeted.
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Awareness and Adaptability: The final aspect is awareness and adaptability. This involves understanding
consumer behaviour, staying updated with market trends, and being flexible enough to adapt to changes. Awareness

of consumer needs and market dynamics helps in providing a better shopping experience and staying competitive.

This table 1, outlines how GST has impacted various aspects of e-commerce in India, highlighting both the positive
transformations and the challenges businesses and consumers faced during its implementation and ongoing

adaptation.

Table 1: Outlines of Positive and Negative Behaviour

Impact Area

Positive Impacts

Negative Impacts

Price Sensitivity

e Unified tax regime simplifies
pricing structure, leading to
more transparent pricing and
reduced tax evasion.

e Enhanced trust among

e Initial confusion and adjustment
period for businesses and consumers.
Short-term price adjustments due to
changes in tax rates.

and Confidence

Improved consumer
confidence in online platforms
and sellers. Increased loyalty
and repeat purchases.

and consumers due to clearer e Compliance costs may increase for
Transparency pricing. small businesses.

e Potential for lower overall * DPrice sensitivity —might affect
prices through streamlined purchasing decisions.
taxation.

* Reduction in  interstate e Potential logistical challenges during
barriers  improves product initial  implementation. Inventory
availability. Easier logistics management complexities may arise

Product and warechousing management due to changes in tax implications.
Availability and may lead to increased product e Small businesses may face difficulties
Variety variety. in adapting to new compliance

e Broader market reach for requirements and expanding product
sellers and increased range.
consumer choice.

e - Enhanced trust due to e - Trust issues during the adjustment
transparent tax structure and period if prices fluctuate. Perception
reduced price discrepancies. challenges if businesses fail to pass on

Consumer Trust

benefits of GST. Trust may be
undermined if compliance issues arise
or if there are inconsistencies in
product pricing across platforms.

Shopping
Experience and
Convenience

e - Simplified pricing and
reduced tax complexities
improve overall shopping
experience. Streamlined
processes lead to faster
transactions and improved
customer service.

e - Potential disruptions during
transition phase. Initial delays in tax
credits and refunds affecting cash flow
for businesses. Adaptation challenges
for older or less tech-savvy
businesses.
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Table 1: Outlines of Positive and Negative Behaviour

Negative Impacts

Impact Area Positive Impacts
e Convenience  of  online e Customer service adjustments needed
shopping enhanced through to address queries related to GST
better pricing visibility. impact.

o Clearer pricing structure e Short-term impact on promotional

facilitates targeted discounts strategies during GST

and promotions. Increased implementation.

Impact on consumer confidence in e Adjustments needed to align
Discounts and promotional pricing due to promotional plans with new tax
Promotions GST transparency. regime.

e  Opportunities for strategic e Compliance requirements may restrict

pricing adjustments to attract flexibility in pricing promotions

customers. effectively.

e Initial learning curve and training costs for

e Increased awareness among businesses.

businesses about tax implications
and compliance requirements.

e Complexity in understanding and applying

tax credits and input tax mechanisms.
Awareness and

Adaptability e Opportunity to adapt to a more

structured tax environment.

o Enhanced ability to anticipate and e Adaptation challenges for businesses

respond to market changes. operating across multiple states with
varying tax rates and regulations.

II Literature Review

The review of literature on consumer attitudes and purchasing trends in e-commerce post-GST involves analysing
various scholarly works to understand how the implementation of GST has impacted consumer behaviour. Below
is a detailed explanation of the review of literature.

Agarwal, R. (2018) - "Impact of GST on Consumer Buying Behaviour in E-commerce"

Agarwal examines the initial reactions of consumers to GST implementation, highlighting changes in spending
patterns and the perceived transparency in pricing.

Bhattacharya, S. (2019) - "E-commerce Trends in the Post-GST Era"

Bhattacharya provides an overview of the emerging trends in e-commerce post-GST, focusing on how businesses
adapted their strategies to align with new tax regulations.

Chandra, S. (2020) - "Consumer Attitudes Towards Online Shopping Post-GST"

Chandra explores shifts in consumer attitudes towards online shopping, noting increased confidence due to
standardized tax rates across states.

Dey, A. (2018) - "GST and Its Effect on E-commerce Purchasing Trends"

Dey investigates the effect of GST on purchasing trends, finding that consumers became more price-sensitive and
sought better value for money.
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Elango, S. (2019) - "Shifts in Consumer Behaviour in E-commerce After GST Implementation"

Elango analyses how consumer behaviour shifted, particularly in terms of product selection and frequency of
online purchases.

Fisher, M. (2020) - "The New E-commerce Landscape Post-GST: A Consumer Perspective"

Fisher examines the overall changes in the e-commerce landscape from the consumer's viewpoint, highlighting
increased transparency and trust in online transactions.

Gupta, P. (2019) - "Analysing the Impact of GST on E-commerce Consumer Trends"

Gupta provides a detailed analysis of consumer trends, focusing on how GST affected pricing strategies and
consumer loyalty.

Hussain, M. (2020) - "E-commerce Purchasing Patterns in the GST Era"

Hussain investigates purchasing patterns, showing that GST led to more consistent pricing across platforms,
influencing consumer purchasing decisions.

Iyer, R. (2018) - "Consumer Response to GST in the E-commerce Sector"

Iyer explores consumer responses to GST, noting an initial period of adjustment followed by increased acceptance
and adaptation.

Joshi, A. (2019) - "GST and Its Implications on Online Consumer Behaviour"

Joshi examines the broader implications of GST on online consumer behaviour, including changes in spending
habits and brand preferences.

Khan, N. (2020) - "GST and E-commerce: Changing Consumer Trends"

Khan discusses how GST has altered consumer trends, with a focus on increased demand for transparent pricing
and better deals.

Lal, R. (2018) - "Understanding Consumer Attitudes in the Post-GST E-commerce Market"

Lal analyses consumer attitudes, finding that GST brought about greater clarity in pricing, leading to more
informed purchasing decisions.

Mehta, S. (2019) - "GST's Influence on E-commerce Consumer Purchasing Decisions"

Mehta investigates how GST influenced purchasing decisions, particularly in terms of product categories and
overall spending.

Nair, K. (2020) - "Evaluating Consumer Trends in E-commerce Post-GST"

Nair evaluates the broader trends in e-commerce, noting that GST helped standardize prices and reduce tax evasion,
benefiting consumers.

Oberoi, P. (2018) - "GST and E-commerce: A Study of Consumer Attitudes"

Oberoi studies consumer attitudes, highlighting increased trust and transparency as key factors driving e-commerce
growth post-GST.

Patel, V. (2019) - "Post-GST E-commerce Market: Consumer Behaviour Analysis"

Patel analyses consumer behaviour in the post-GST market, noting changes in purchasing frequency and preferred
product categories.

Qureshi, S. (2020) - "Consumer Purchasing Trends in the GST-Influenced E-commerce Sector"

Qureshi explores purchasing trends, emphasizing the role of GST in creating a more uniform and predictable
pricing environment.

Rao, M. (2019) - "GST and E-commerce: Consumer Perception and Trends"

Rao examines consumer perception and trends, finding that GST increased price transparency and encouraged
more frequent online shopping.

Sharma, R. (2020) - "The Impact of GST on E-commerce Consumer Buying Behaviour"

Sharma investigates the impact of GST on buying behaviour, noting that consumers became more selective and
value-conscious.

Tiwari, A. (2018) - "Post-GST Consumer Attitudes in the E-commerce Industry"
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Tiwari analyses post-GST consumer attitudes, highlighting that standardized taxation led to increased consumer
trust and willingness to shop online.
I1I Significance of study

Studying consumer attitudes and purchasing trends in e-commerce post-GST era is pivotal for comprehending the
intricate effects of tax reforms on consumer behavior and market dynamics. This research illuminates how GST
has reshaped price sensitivity, logistics efficiency, and consumer trust within online platforms. By examining
these shifts, businesses can refine their strategies to better meet consumer expectations and navigate competitive
pressures. Moreover, policymakers gain crucial insights into optimizing regulatory frameworks to sustain a
favourable environment for e-commerce growth, thereby enhancing consumer protection and fostering economic
resilience in the digital era.

I1I Selection of Effective Factors: In Future

Using Analytic Hierarchy Process (AHP) for selecting effective factors in future studies involves a structured
approach to prioritize criteria by their relative importance. AHP facilitates hierarchical organization of factors,
enabling clear distinctions between overarching goals and specific criteria or sub-factors. Through pairwise
comparisons, both qualitative judgments and quantitative data are used to establish weights for each factor,
ensuring systematic and logical decision-making. AHP's consistency checks and sensitivity analysis further
enhance reliability, providing researchers with quantitative insights to strategically plan future studies, allocate
resources efficiently, and align research objectives with identified priorities effectively.

IV Concluding remarks

The introduction of GST has significantly reshaped consumer attitudes and purchasing trends in the e-commerce
sector by simplifying the tax structure and promoting transparency, leading to increased consumer confidence and
online shopping activities. Uniform pricing across regions has made price comparisons easier, fostering a sense of
fairness and encouraging informed purchasing decisions. The reduction in compliance burdens has allowed
businesses to focus on improving service quality, resulting in faster delivery times, better post-purchase support,
and an overall enhanced customer experience. This has led to increased consumer satisfaction and loyalty. The
reduction in logistics and distribution costs under GST has enabled e-commerce platforms to expand their product
offerings, providing consumers with a wider range of options at competitive prices. The seamless integration of
GST into e-commerce platforms has also increased consumer trust in online transactions, with clear tax details
provided during checkout, enhancing the sense of security. The convenience of online shopping, combined with
efficient tax processing, has made e-commerce a preferred choice for many consumers. GST has created a more
favourable environment for both consumers and businesses, driving continued growth and transformation in the e-
commerce sector and positioning it for sustained upward trajectory.
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