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ABSTRACT :

The Study Titled “the study on Customer satisfaction in online shopping ” Theexponential growth of e-
commerce has reshaped consumer behavior, making customer satisfaction a critical success factor for online retailers. This
study investigates customer satisfaction in online shopping by utilizing feedback methods to gather and analyze consumer
opinions. Data wascollected through structured feedback surveys and reviews from online customer to identify key
satisfaction drivers and pain points .The Studies have found that higher customer satisfactiontranslates into higher future
profits, repeat purchase and positive word of mouth.

INTRODUCTION :

The rapid evolution of digital technology has transformed the way consumers interact withbusinesses,
with online shopping becoming an integral part of modern retail. As e-commerce platforms continue to proliferate and
diversify, understanding customer satisfaction has become critical forsustaining competitive advantage and fostering long-
term customer loyalty.

Customer satisfaction in online shopping is influenced by various factors, including website usability, product quality,
pricing, delivery efficiency, return policies, and customer support. Additionally, trust and security play pivotal roles in
shaping customers' perceptions, particularly concerning payment methods and data protection.

This study aims to explore the determinants of customer satisfaction in the online shoppingenvironment, assess the
challenges faced by consumers, and identify best practices adopted bysuccessful e-commerce platforms. By analyzing
customer experiences and expectations, this research seeks to provide actionable insights to enhance the overall quality and
reliability of online shoppingservices.

The wide use of internet and the rapid growth of technology have created a new market for both the customers and business.
Now day’s internet is not just another medium to get in touch with customers, but it is an important channel to find potential
customers as well as channel to continue relationship with existing customers. Essentially, the idea of online shopping is to
lead customers to a convenient way of shopping. Customers will be able to save their time and money, plus retrieve all the
product information with just few clicks in few minutes. Plus, purchasing can be done anywhere, anytime according to their
preferences.

REVIEW OF LITERATURE
CONCEPT OF CUSTOMER SATISFACTION

Customer satisfaction is a critical determinant of online retail success, as it directly influences repeat purchases and
customer loyalty (Kotler & Keller, 2016). Satisfaction arises from the alignment between customer expectations and the
perceived quality of products or services delivered by the retailer (Oliver, 1980). The digital landscape has added layers of
complexity to customer satisfaction, as factors like website usability, trust, and security now play crucial roles (Zeithaml et
al., 2002).

1.Key Drivers of Customer satisfaction in online shopping

Several studies have identified primary drivers of customer satisfaction in online shopping
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. Product Quality: The quality of products remains the most significant factor influencing customer satisfaction
(Kim & Stoel, 2004). Clear product descriptions and high-quality visuals improve trust and expectations.

. Delivery Speed and Reliability: Research indicates that timely and accurate delivery of orders is directly
correlated with customer satisfaction (Lee & Joshi, 2007).

. Website Usability: Ease of navigation, responsiveness, and user-friendly design significantly enhance satisfaction
(Cyr et al., 2006). A clutter-free website reduces frustration and improves the shopping experience.

. Return Policies: Hassle-free return and exchange policies increase customer confidence and trust (Pei et al., 2014).
2 Trust and security in online shopping

Trust is fundamental in online transactions, where customers often share sensitive payment and personal information. Gefen
et al. (2003) argue that trust mitigates perceived risks associated with online shopping. Secure payment gateways,
transparent policies, and positive reviews collectively build customer trust.

3 challenges in online shopping
While online shopping offers convenience and variety, it also faces challenges that impact customer satisfaction:

o Fraudulent Activities:Incidencesof fraud, including fake products and paymentsecurity breaches, negatively affect
customer trust (Chen & Barnes, 2007).

o Returns and Refunds: Studies highlight that a complex return process can discourage customers from shopping
online again (Harris, 2010).

4 Consumer demographic and satisfaction

Research by Chiu et al. (2014) highlights the role of demographics in shaping satisfaction levels.Younger consumers tend
to be more adaptable to technology, whereas older consumers are more likely to be cautious and demand higher trust levels.

5 Recommendations for improving customer satisfaction

. Building a seamless user experience with an emphasis on website design and navigation (Rose et al., 2012).

. Strengthening post-purchase services, such as customer support and return handling (Grénroos, 1984).

. Personalizing shopping experiences using data analytics to enhance customer loyalty (Venkatesh et al., 2012).
SCOPE OF THE STUDY

This study focuses on understanding customer satisfaction in the context of online shopping.  Itinvestigate how various
factors such as product quality, delivery efficiency, website usability, pricing, trust, and security influence consumer
satisfaction. By analyzing feedback from online shoppers aged 18-54, the research provides insights into the key drivers of
satisfaction, challenges faced by customers, and areas for improvement in e-commerce platforms. The findings aim to assist
online retailers in refining their services to enhance customer experiences and foster long-term loyalty.

Key Aspects covered

. Evaluation of customer satisfaction levels based on demographic variables such as age and gender.

. Analysis of critical satisfaction drivers, including product quality, delivery speed, and ease of navigation.

. Identification of common issues such as fraud, return/exchange difficulties, and customer support inefficiencies.
. Assessment of the role of trust and security in shaping customer perceptions.
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. Recommendations for improving e-commerce platforms to better meet customer needs.
OBJECTIVES OF THE STUDY
. To evaluate the overall level of satisfaction among online shoppers across different demographics

. To identify the most significant factors influencing customer satisfaction, such as product quality, delivery
reliability, and website usability.

. To assess the importance of trust and security in online transactions and their impact on customer loyalty.
. To explore customer experiences regarding returns, exchanges, and customer support services.
. To provide actionable recommendations for e-commerce platforms to enhance their service quality and address

customer pain points effectively.

METHODOLOGY

. Obijective: To assess customer satisfaction in online shopping.

. Survey Design: A structured questionnaire with closed-ended questions.

. Data Collection: Responses were collected through an online survey from participants aged 18-54.
. Sample Size: [115].

. Sampling Method: Convenience sampling

STATISTICAL TOOL

. Percentage analysis
. Anova
. regression

DATA ANALYSIS AND INTERPRETATION

Age No of | Percentage gender
respondents

Below 18 | 8 7%

18-24 63 54.8%

25-34 21 18.3%

35-44 10 8.7%

45-44 8 7%

55 above | 55 4.3%
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Table 1 shows age respondents fig 1 pie chart shows age respondents
INTERPRETATION

The majority of respondents (54.8%) are between 18-24 years, indicating that online shopping is most popular among
youth. This age group is typically tech-savvy and comfortable with digital platforms. E-commerce strategies should cater
more to their preferences.

gender No of | Percentage
respondents gender
Male 65 56.5%
Female 45 39.1%
Non 1 0.9%
binary /
other
Prefer not | 4 3.5%
to say = Male = Female
Non binary / other = Prefer not to say
Table 2 shows gender respondents fig 2 pie chart shoe gender respondents

INTERPRETATION

Males (56.5%) outnumber females (39.1%) in the survey. This may reflect differing online shopping behavior or
accessibility between genders. Marketing strategies can be adjusted to better engage female shoppers and underrepresented
groups.

particulars | No of | Percentage how often do you shop online
respondents 20 359
Daily 8 7% 30%
30 25%
Weekly 30 26.1% 20 20%
15%
Monthly 37 32.2% 10 1o%
5.20%%
0 0%
Rarely 34 29.6% Daily Weekly Monthly Rarely Never
Never 6 5.2% mmmm No of respondents === Percentage
Table 3 shows how often shop online Fig 3 shows how shop online
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INTERPRETATION

Most respondents shop online monthly (32.2%) or rarely (29.6%), showing moderate usage. Only a small group shops
daily (7%), highlighting occasional purchase behavior. Increasing engagement through promotions or loyalty programs
could help.

Hypothesis 1
. HO: There is no significant difference in customer satisfaction across different levels of online shopping frequency.
. H1: There is a significant difference in customer satisfaction across different levels of online shopping frequency.

Table 4 Shows significant difference in customer satisfaction across different levels of online shopping frequency.

‘Source of VariationHSum of Squares“Mean Square‘ F-value p-value‘
[Between Groups  [[5.64 \]1.88 321 Jo.028 |

[Within Groups ~~ [34.50 59]0.58 [ [ |

[Total J4o-14 2] L L

Interpretation: Since the p-value (0.028) is less than 0.05, we reject the null hypothesis. This means there is a significant
difference in customer satisfaction based on how often they shop online.

Hypothesis 2
. HO: Trust in platforms, age, and shopping frequency do not significantly predict customer satisfaction.
. H1: Trust in platforms, age, and shopping frequency significantly predict customer satisfaction.

Table 5 shows Trust in platforms, age, and shopping frequency significantly predict customer satisfaction.

‘Predictor HCoefﬁcient (B)Ht—valuer—vaIue‘
lIntercept 125 245 ]0.017 |
TrustinPlatform 045 13.75 ]0.000 |
Age 0.12 I-1.60 Jo.115 |
ShoppingFrequency]0.28 210 ]0.039 |

Model Fit:
. R-squared = 0.38

Interpretation: The regression model is significant (R2 = 0.38), indicating that trust, age, and shopping frequency together
explain 38% of the variation in satisfaction. Trust and shopping frequency significantly predict satisfaction (p < 0.05), while
age does not (p > 0.05).

© 2025, IJSREM | www.ijsrem.com | Page 5



http://www.ijsrem.com/

27 oy,
i 4 . . . . . .
@ﬁ‘"g International Journal of Scientific Research in Engineering and Management (I[JSREM)
W Volume: 09 Issue: 04 | April - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

FINDINGS

The survey results highlight that online shopping is particularly popular among the younger generation, especially
those aged 18 to 24, who make up the majority of the respondents. Males slightly outnumber females, and most users shop
online on a monthly or occasional basis. A significant majority, around 70.5%, expressed satisfaction or high satisfaction
with their online shopping experience. Product quality and price emerged as the most critical factors influencing purchase
decisions, indicating that consumers are both quality-conscious and value-driven. Additionally, website usability plays an
important role in the shopping experience, with over 70% of users finding e-commerce platforms easy to navigate.

Despite these positive aspects, concerns regarding trust and security remain prevalent. A relatively low percentage
of users feel consistently secure while sharing personal or payment details online, and a notable number have encountered
fraudulent activities. Trust in the platform significantly impacts purchase decisions, with over 60% rating it as very or
extremely important. While the delivery process is generally well-received, return and exchange issues still pose challenges,
with many users reporting occasional difficulties. A hassle-free return policy is considered important by a majority of the
respondents, underscoring the need for e-commerce platforms to streamline this process.

Customer support services receive mixed reviews—though 64.4% rated it positively, there's noticeable dissatisfaction
among a small group. Furthermore, customer feedback and complaints are not always addressed adequately, according to
many users. Statistical analysis supports these findings: ANOVA results show a significant difference in satisfaction across
shopping frequency levels, and regression analysis confirms that trust in the platform and shopping frequency are key
predictors of customer satisfaction. Age, however, does not have a significant effect. Additionally, a substantial 67% of
respondents would recommend online shopping to others, reflecting a generally favorable view of their experiences.

CONCLUSION

In conclusion, the study affirms that customer satisfaction in online shopping is shaped by a combination of product
guality, competitive pricing, secure and user-friendly platforms, and effective service delivery. While overall satisfaction
is high, the findings reveal key areas for improvement, particularly in building trust, preventing fraud, simplifying returns,
and enhancing customer feedback systems. E-commerce platforms that prioritize these elements are more likely to foster
customer loyalty and gain a competitive edge. As online shopping continues to evolve, retailers must remain agile, listen
actively to customer concerns, and continuously enhance the overall user experience to retain and grow their customer base.
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