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i i i i i i i i i i i i i i i i iABSTRACT 
 
E-commerce iplatforms iare ithe ifashionable iera ivariety istores iwhich idepicts ithe ichanging 

ipatterns iof i21st icentury ishopping iexperiences iand ibeginning iof ithe inew iway iof 

idistribution ichannels istill ias idigital ibuying iimpulse ito iextend ithe iwants iand ineeds iof 

icustomer,because iof ithe itransformation iand iadvances ion ithe iIT ifacade, ithe imagnitude 

iof ie icommerce ibusiness iis iaugmenting iand iplaying isignificant ipart iin iindustry ifield iby 

ithe iway iof itrading ithe imerchandise i. iHence iduring ithis ilight, ian ieffort ihas ibeen imade 

ithrough ithis iarticle, iwe ievaluate ihow ithese iparables isupport iwith ione ianother iand ihow 

iinfluence i icostumer ibehavior iwith iminor igroup iof irespondents. iPrimary idata iare 

icollected ithrough iquestionnaire ito iverify ithe irespondent. icorrelational ianalysis iare iwont 

ito idetermine ithe iconnection ibetween ithe iparables. iWe icovered imanagerial iand 

iimplication ialso iprovided ito ie icommerce iretailer iabout ithe ivaried iapply ithat iinfluences 

ithe icustomer imotive 
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INTRODUCTION 
The ipresent idecade, iand imore iparticularly ithe irecent ifew iyears ihas iwitnessed ia idramatic 

ishift iwithin ithe iEcommerce ibusiness iin iterms iof ishopping ifor ibehaviors iof iconsumers. 

iWhere iearlier iconsumers ineed ito iphysically ivisit ithe imarket, iglance iat iquality ipackaging 

iand iquick idelivery, ithey're inow imore ifocused iabout iprioritizing icomfort, iexperience, 

iconvenience, iquality, ivariety iwhile imaking ie icommerce ishopping idecisions. iThe 

iincreasingly ichanging ioutlook ion ithe iway ihow icustomers iintermingle iand ibuy ifrom iyour 

ibrand iare ithe irationale ibecause iof iwhich ia iserious ipush ion ithe iway ifor iOmni-channel 

ipolicies ifor ithe icompanies. iThe iEcommerce iis ithat ithe imotivating idynamic iat ithe irear 

iof ithis ishopping ievolution. iCustomers inow ino imore ineed ito imove iout ifor ipurchasing. 

iEcommerce ihas itransported ithe ishopping iexperience ion itheir ifingertips ivia icomputers iand 

imobile idevices, ientirely ishifting ithe iway iconsumers ishop. iThe iraise iof imobile ishopping 

ihas ivague ithe icontour iamid ithe iphysical istore iand ialso ithe ie icommerce iexperience. 

iinstead iof ihaving itwo idistinctive ichannels, iboth ichannels iare ioften iexploited iin 

iconcurrence ito ioptimize ithe ishopping iexperience. iThough ia inumber iof ithe ilegacy ibrick-

and-mortar ibrands ihave ihad itrouble imaintaining iwith ithe iexpansion iof iEcommerce, iit iisn’t 

ithe ikiss iof ideath ito iphysical istores. iIn ifact, ibig icompanies ilike iAmazon iand iAlibaba 

ihave ispread iout ibrick-and-mortar ilocations. iShanthi i& iKannaiah i(2015) idiscovered ithat 

ithough icustomers ihave istarted ishifting ito idigital imarketing, ia iawfully ilarge ichunk iof 

ishoppers istill ilike ibetter ito imake ipurchases ifrom iconventional ibazaars ihaving ia ivisible 

icorporal iexistence. iAn iindividual’s idesire ifor ipurchasing iany iparticular imerchandise, ion 

ithe iboth iplatforms iviz. idigital iand istandard, iis iimpacted iby ithe ipersona iaspect iacquired 

iby ithat iindividual. iHence, icustomer ibuying iinclinations iare idelineated ibecause ithe itangs 

iof ithe iconsumers iconsidered iby ithe idiscernments iand iof ithe iworth iand ibenefits iof ithe 

iproducts ioffered i(Guleria iet ial., i2015). iBuying ifondness iis icorrelated ito isomeone’s ilikes 

ior idislikes ibut ishopping imeans iaren't iinclined iby iconsumers' ipurchasing isupremacy. iThis 

icommonly ishapes ipurchasing ijudgments. iThe ispotlight iin iunderstanding iconsumers iis ithat 

ithe iimportant ifacet iin imaintain iconsumers i(retain) iand icreating iit itrustworthy ito ithe 

ivendor. iLubis iet ial. i(2017) ipostulated ithat icustomers’ iend iup ito ibe idedicated ionly ithey're 

icontented. iContentment iis iresourced ias isoon ias iwe idraw iattention ito iproviding iservices 

ito icustomers. ithe imost ifocus ito iconduct ithis istudy iwas ito iappraise idemographic ifactors 

ithat iinfluence ia ipersonality's iinclination iin ishopping iproducts ie icommerce. iThe iresearches 

ion istudying idemographic ieffects ion ie icommerce ipurchasing ijudgments ihas itaken iplace 

isince i1995 i(Fram i& iGrady, i1997; iKunz, i1997; iMehta i& iSivadas, i1995; iSultan i& 

iHenrichs, i2000; iThis icustomer idemographic istudy ican ihelp istores imake ipronouncements 

isupported ithe ipedestal iof ithe icharacteristics iof itheir icustomers iwhether ior inot ithey ishould 

irun itheir ibusinesses ie icommerce ior itraditional imeans. iteens idon't iwant ito isquander itheir 

itime igoing ifrom istore ito istore ito icreate icontrasts. ithey're igoing ito imake ipurchases 

idigitally iwhenever ipossible. iadditionally, ithis iresearch iinvolves ithe ipresence iof ie 

icommerce istore iapplications ion ismart iphones ifrom iconsumers iin iinfluencing itheir 

ipreference ifor ie icommerce ishopping iE icommerce ishopping iis ia iform iof ielectronic 

icommerce iwhich iallows iconsumers ito idirectly ibuy igoods iand iservices ifrom ia iseller iover 

ithe iinternet. 

 The ipresent idecade iparticularly ithe irecent ifew iyears ihas iwitnessed idramatic ishift 

itowards iecommerce ibusiness iin iterms iof ibuying ibehavior iof iconsumers. 

 Where iearlier iconsumers ihave ito iphysically ivisit ithe imarket, ibut inow ipeople iused 

iprefer ishopping ivia imobiles iand icomputers 

Objectives iof ithe istudy 
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• To iStudy ithe icustomers’ isatisfaction iregarding iEcommerce iShopping 

iPlatforms. 

• To iStudy ithe imarket isize iof imajor iEcommerce iplatforms. 

• To iAnalyze ithe idifferent imarketing istrategies iadopted iby iEcommerce 

iplatforms. 

 

 

 

DATA iCOLLECTION 

 
 

Data icollection imethods: iThe idata iis icollected ifrom iprimary idata iand isecondary idata iit's 

inecessary ithat ithe iinformation icollected imay ibe ia ireliable idata iso ias ito iattain ithe 

iresearch iobjectives. iAll idata isources iare ioften iclassified iinto itwo: i 

 

∙ iPrimary idata- ithe iproject iprimary idata iwere icollected imainly ifrom ianalysis imethod, 

iusing ithe itool iquestionnaire. i(70 iindividuals) i∙ 

 

 iSecondary idata 

 

 iThe iuse iof isecondary idata iis ito isaves itime iand imoney. iTo iextend ithe iaccuracy 

isecondary idata iis iused isecondary idata iwas iobtained ifrom-Various itext ibooks, i, 

imagazines, ijournals, i ietc. iWebsites iof ithe iAmazon iand iFlipkart
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i i i i i i i i i i i i i i i i i i i iResearch iMethodology 
 

 Research iDesign i 

Research idesign iis ithat ithe iblue iprint ifor ifactual iresearch iwork ithat iguides ithe 

iresearcher iduring ia iscientific iway itowards ithe iachievement iof ithe iobjectives. iAnalysis 

imethod ihas isupported ithe iresearcher ito isearch iout ithe iperception, iusage, iand iawareness 

iof ifood idelivery iapps iamong ithe ipurchasers. i 

Sample iDesign 

 iSampling idesign iis icompulsory iin ievery iscientific istudy. iHence, idecided ito igather ithe 

iinformation ithrough imulti istage iSampling 

.Sample: iA iSample iof i70 icustomers iboth imale iand ifeminine idrawn ifrom inearby idistrict 

ihave irefund ithe iduly ifilled iup iquestionnaire iRespondents iare itaken ibecause ithe isample 

isize. 

 iTools ifor icollecting idata: i 

a isearch itool iplays ia iserious irole iin iany iworthwhile iresearch ibecause iit iis ithat ithe isole 

ithink iabout idetermining ithe isound idata iand iin iarriving iat iperfect iconclusions iabout ithe 

imatter ior istudy ireadily iavailable, iwhich iultimately, ihelps iin iproviding isuitable iremedial 

imeasures ito ithe iissues iconcerned. i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 
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 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iRESULT iANALYSIS 

 
The iResult iAnalysis iconsists iof ia ianalysis iconducted iwith ithe ihelp iof 

iquestionnaires. iThe iquestionnaire iwas ifilled iby i70 iindividuals iof idifferent iage 

igroups iwho iuses ie-commerce ishopping ias ia iplatform 

 i i 

 

1. iAge iGroup: 

 
 

The iquestionnaire iwas ifilled iby ipeople iwith iages ibetween i(17-38). iThe imaximum inumber iof 

irespondents iare ibetween ithe iage(19-21). 
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FINDINGS 

 

Using ithe iPrimary iand iSecondary idata, ithe 

ifollowing ioutcome ihas ibeen iderived: 
 i 
1. iPeople ibetween ithe iage igroup iof i19-25 iyears iwere iusing ithe ie-commerce ishopping 

imore ithan iany iother iage igroup. 

 

2. iMost ipeople iuse ie-commerce ishopping iservices ibecause iit iprovides ioffers iand 

idiscount iso ias ito iavail isuch ioffers ithey iuse iit. 

 

3. iAmazon iis ithe imost ipopular i ie-commerce iapp iwhich iis ipreferred iby icustomers. 

 

4. iPeople imostly iuses ie-commerce ishopping imore ithan i1 iyear ibut iless ithan i5 iyears. 

 

5. iHere iwe icame ito iknow ithat ithe ilargest imarket ishare iis iB2C icommerce iplatform 

 i i i i 

6. iThe ipeople imostly iuse isuch iapps ifor ipersonal iuse ionly 

 

7. iMost iof ithe ipeople iresponse ipositive i ithat ithe i iapplication iof i ie-commerce iis 

iincrease ion irecent iyears. 

 

8. iMore ithan i50% iare iagreed ithat ie-commerce i ihas iit`s iadvantage iover ithe itraditional 

icommercial imethods. 

9. iMost iof ithe ipeople iagree ithat ie-commerce ican iprovide ian ialternative imarketing 

ichannel iby ieliminating imiddle iman. 

10. i70% iof ipeople ithink ithat ithe iGovernment iof iIndia iis idoing ienough ito ipromote ie-

commerce iin iIndia. 

11. i60% iof ipeople irecommend ito iincrease ithe iawareness ilevel iof ipeople ifor ipromotion 

iof ie-commerce iin iIndia. 

This istudy ifound ithat imost iof ithe irespondents iwere ipositive ithat ithese ie-commerce 

ishopping iplatform ipositive iattitude iand ihave ithe iprobable ito istand iout iwell iin ithis 

icompetitive imarket iand iwill ibecome ia i iprominent iindustry iin inear ifuture 

➢ Most ipeople iuse ie-commerce ishopping iservices ibecause iit iprovides ioffers iand 

idiscount iso ias ito iavail isuch ioffers ithey iuse iit. 

➢ People iavail igoods iof i itheir ichoice iof ibrand i. 

➢ They ican ipurchase igoods ion iEMI i. 

 

A istrong isupport ito ithis iscenario iis ithe igrowth iin ithe inumber iof ismart iphones iand ie-

commerce iapps. iE-commerce iapps ihave ibecome iquite ipopular iacross iIndia. i 

In ia ianalysis, ivalue, iease iof iuse, isocial inorms iand ipressures, iresources iavailable ito ithe 

iindividual, idecadent imotivation, iperceived iprice ivalue, iprevious iexperience, iand ihabit iare 

ithe ifactors ithat imajorly iinfluence ithe ibehavioral imotive ito iuse imobile iinternet 

itechnology. 
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SUGGESTION 
 

Based ion ithe ifindings iof ithe istudy ithe isubsequent isuggestions iare imade ihere ifor ie-

commerce ishopping iplatform. i 

1. Real-time icollection: iNearly ithree-quarters i(74 ipercent) iof ie icommerce iconsumers 

iget ibothered iwith iwebsites iwhere ithe icontent i(e.g. iads, ioffers, ipromotions) 

iappears iirrelated ito itheir iinterests. iThe idays iof i“spray-and-pray” imarketing iare 

igone. iIf iyou iwish ito iachieve iand ikeep icustomers, iyou iwish ito iproduce ithem 

iwith ithe icustom imade ishopping iexperience ithey’re itrying ito ifind. iThe imore 

irelated ioffers iyou ipromote, ithe iupper ithe iprobabilities ithey'll ibuy. iin ikeeping 

iwith ia ireport, i70% iof ishoppers iprefer idoing ibusiness iwith ibrands ithat imake iuse 

iof iprivate iinformation ito iform ia imore irelated iexperience. iWhen ipersonalizing 

iyour imarketing imessages, iremember ito inot igo itoo ifar. iThere’s ia ifine iline 

ibetween iusing ishoppers' ipersonal iinformation ito icustomize imessages, iand ibreach 

itheir iprivacy. i 

2.  iBe ivary iof islow-selling iitems iProducts ithat iare islow ito ishift icurtail ithe iincome 

iand idecelerate ia ibusiness’s idevelopment. iAs ia iresult, iit’s inecessary ito ipossess 

isell iout isales. iProviding ithese idiscounts ihelps iyou ishut iout iand iattract inew 

icustomers iat ithe iidentical itime. iIf ipossible, iconsider istock iitems ithat iare: 

iPerishable iSeasonal iGenerate inewer ior iupdated iversions 

3. Make iyour ie i-commerce iwebsite imobile ifriendly iNowadys, ia iresponsive, 

imobile-upgraded iwebsite imay ibe ia inecessity ifor iany ibusiness. imost iso iduring ia 

ianalysis, i70% iof iconsumers isaid ithey iwere ilikely ito igo iaway iif ia isite iwasn't 

imobile ifriendly. iin ikeeping iwith ia ireport, imobile-only iusers inow iexceed ithe 

iquantity iof idesktop iusers iIn iorder ito imaximise iconversions ithen, iit's inecessary ito 

iproduce ithe isimplest ipossible imobile iexperience. iHere iare isome ithings ito 

iconsider: iMake iyour isite iresponsive iMake isure iyour isite iloads iquickly iUpgrade 

iyour imobile isite iand iimprove isite isearch iSimplify ithe icheckout iprocess 

 

4. Use iopt-in ipop-up ioffers ito iconvert iusers iIf iyou iwould ilike ito iboost iyour 

iconversion irates, idon’t ioverlook ithe iprobable iof iopt-in ioffers. iPop-ups 

iencourage ivisitors ito ijoin iup ifor iyour ilist, inewsletter ior iloyalty iprogram. 

iThis iincreases iyour icontacts ilist, iwhich iis igreat ifor iemail imarketing, iand 

iwithin ithe iend ihelps iboost isales. iMake isure ito icheck ievery ielement iof ian 

iopt-in ioffer iand iupgrade iaccordingly. iA/B itesting ishows iwhich ione iworks 

ibetter ifor igenerating isign iups. iEnsure ivisitors isee ipop-ups ijust ibefore 

ithey're igetting iready ito ileave. iRemember, ithe imore ithose ithat ienter itheir 

iemail iaddresses, ithe iupper ithe iprobability iof ifuture isales. 

 

5. Offer ifree ishipping iSeveral istudies ihave ishown ithat ithere iare imany 

ibenefits ito ioffering ifree ishipping. iIf iyour ibusiness idoesn’t ioffer ia ifree 

ishipping ioption ifor iyour icustomers, iit’s itime ito ifeature ione. iIn ia ianalysis 

iallotted iby iAsk iyour itarget imarket, i60 ipercent iof irespondents isaid ithat 

ithey ineed ithe inext iopinion iof ibrands ioffering ifree idelivery iand ishipping, 
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i85 ipercent iare imore ilikely ito ibuy ion isites iwith ithis iservice, iand72 ipercent 

isaid ithey're imore ilikely ito ibuy iif ithere’s ia ifree ishipping ipromotion, iinstead 

iof iother ikinds iof ipromotions ior idiscounts. i 

 

 

6. Reduce igo-cart idesertion iA ilarge iamount iof iprobable icustomers iadd 

iproducts ito ithe icart, ionly ito idrop iout ibefore ithey icomplete ithe icheckout 

iprocess. iSome iof ithe ismart iways ito iscale iback igo-cart idesertion: iMake ia 

iuser-friendly iconfom ito isimplify inavigation iand icheckout iprocess iSend igo-

cart idesertion iemails iIncrease itrust iwithin ithe iprocess iby ishowing ivalid iSSL 

icertificate iand itrust isymbols iOffer iprice imatch iguarantee iProvide iguest 

icheckout ioption iE-commerce iwebsites ihave ito ikeep ithis iin imind ithat ithe 

ishoppers iare itheir ipriority iand ithese isuggestions iif iflowed iproperly iwon't 

ionly iincrease itheir igoodwill iand imarket ishare ibut ialso ican itake ithis 

iindustry ito ia inext ilevel. iSome ithe ie-commerce iwebsites idon't iseem ito ibe 

ithat iwilling ito istay iup iwith ithese isuggestions, iso istrict isupervision iis 

irequired 
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CONCLUSION 
 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iIndian iE icommerce iE-Commerce iMarket i 

 

In igeneral, itoday’s ibusinesses ishould ialways iaim ito iform ithe ifollowing ineatest ithing 

ithat icustomers iwill iwant ibecause iconsumers istill idesire itheir iproducts, iservices ietc. ito 

icontinuously ibe ibetter, ifaster, iand icheaper. iduring ithis iworld iof irecent itechnology, 

ibusinesses imust iaccommodate ito ithe inew istyles iof iconsumer ineeds iand itrends ibecause 

iit'll iconvince ibe ivital ito itheir ibusiness’ isuccess iand isurvival. iE-commerce iis 

icontinuously iprogressing iand iis ibecoming imore iand imore iimportant ito ibusinesses ias 

itechnology icontinues ito iadvance iand iare ia ifew ithings ithat iought ito ibe itaken iadvantage 

iof iand iachieve. i 

 

From ithe iorigin iof ithe iweb iand ie-commerce, ithe ichances ibecame iendless ifor iboth 

ibusinesses iand iconsumers. iCreating imore iopportunities ifor iprofit iand iadvancements ifor 

ibusinesses, iwhile icreating imore ioptions ifor iconsumers. iHowever, isimilar ito ithe irest, ie-

commerce ihas iits idisadvantages iincluding iconsumer iambiguity, ibut inothing ithat ican't ibe 

iresolved ior iavoided iby igood idecision-making iand ibusiness ipractices. 

 

 iThere iare iseveral ifactors iand iparables ithat irequire ito ibe iconsidered iand idecided iupon 

iwhen istarting ian ie-commerce ibusiness. ia inumber iof ithese iinclude: istyles iof ie-

commerce, imarketing istrategies, iand icountless imore. iIf ithe iright imethods iand ipractices 

iare ifollowed, ia ibusiness iwill iprosper iin ian ie-commerce isetting iwith imuch isuccess iand 

iprofitability. 

 

 iKey igrowth ifactors: 

 i● iHigher iincome, ifamilies iwith iDouble-Income-No-Kids i(DINKS), ia igreater inumber iof 

iindividuals iwith iaccess ito iinternet, iand iincreased ismart iphone iare ia inumber iof ithe 

iforemost ifactors ithat iare iresulting iin ithe iexpansion iof ithe iE-Commerce imarket iin iIndia. 

 

 iKey iplayers: i 

● iAmazon iand iFlipkart iare icurrently iamong ithe itop-rated ie icommerce ishopping 

iaggregators ioperating iwithin ithe iIndian imarket. iFlipkart iis ithat ithe ilargest ie icommerce 

iretailer iin iIndia, iwith ia i31.9% imarket ishare, ifollowed iby iAmazon iat i31.2%,. iAfter 

iadding ithe imarket ishare iof iits ifashion ispecialty isites iMyntra iand iJabong, iFlipkart 

icontrols ia i38.3% imarket ishare. i 

● iE-commerce iis icontinuously iprogressing iand iis ibecoming imore iand imore iimportant ito 

ibusinesses ias itechnology icontinues ito iadvance i. 

 i● iA igreater inumber iof iindividuals iwith iaccess ito iinternet, iand iincreased ismart iphone 

iare ia inumber iof ithe iforemost ifactors ithat iare iresulting iin ithe iexpansion iof ithe iE-

Commerce imarket iin iIndia 
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QUESTIONNAIRE 

 
NAME :    

                                                                       GENDER: 

OCCUPATION : 

 

EMAIL ID : 

 

                                        QUESTIONS 

 
1. For how many years you are using e-commerce? 
 i.)   less than one year 

ii.)   One year but less than 5 years 

iii.)  More than five years 

iv.)  Do not know/cannot say 

 

2. For what purpose do you use e-commerce? 
i.)   For personal use 

ii.)  For business use  

iii.) For both personal and business use 

 

3. From the various types of e-commerce , what according to you has the 

largest market share? 
i.)   B2B Commerce 

ii.)  B2C Commerce 

iii.) B2G Commerce 

iv.) Others 
 

4.) According to you how is e-commerce helpful to the consumer in the e-

business domain? 
i.)   Broadens consumer choice 

ii.)  Encourages price transparency 

iii.)  Fastens business process 

iv.)  Do not know/ cannot say 

 

5.) According to you how e-commerce is helpful for the business discourse ? 
i.)  Effectively caters to customers demands 

ii.) Smoothens business by creating customer and businessman network 

iii.) Ensures guarantee of payment 

iv.) Do not know/ cannot say 
 

6.) Do you think that the application of e-commerce has increased over the 

years in India? 



26  

i.)  Yes 

ii.) NO 

iii.) Do not know/ cannot say 

 

7.) Do you agree that e-commerce as commercial means has its advantages 

over the traditional commercial methods? 
i.)  Agree  

ii.) Disagree 

iii.) Do not know/ cannot say 

8.) Do you agree that e-commerce can provide an alternative marketing 

channel by eliminating middleman? 
i.)  Agree 

ii.) NO 

iii.) Do not know / Cannot say 

 

9.) What is the most prominent domain in which e-commerce is used in India? 
i. ) Matrimony      ii.)  Real Estate     iii. ) Stocks & Shares     iv.) Travel & Tourism 

v.) Banking Others 
 

10.) What are the challenges to the implementation of e-commerce in India ? 
i.) Slow penetration of internet 

ii.) Security concerns 

iii.) Lack of trust  

iv.) Other reasons 
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