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01 INTRODUCTION

1.1 Introduction

Intoday’s Technological world Online Shopping or E- Business
phenomenon isvery known and common. The Revolution of Internet
inwholeworld has created aParadigmatic shift in theway people
shop traditionally. From last two decades the Development of
Communication, Information Technol ogy and high speed Internet
Connectionisthemaininspiration for theWeb Users.

The Number of Web user isconstantly increasingwhich also
signifiesthat Online Purchasingisincreasing [JOINES, SCHERER
AND SCHEAFELE, 2003]. Peopl eirrespectiveof their Age, Gender,
Caste, Status, Occupation etc. Surf Internet and buy their need and
luxury from online market. The E-Commerce or Online Shopping
concept ismaterializing only because consumers are benefited. It
bringsmany advantagesto buyersand thevery first or basic advantage
isthat thereisno time boundaries means buyers are not bound by
opening and closing time of shop, buyers don’t have to visit shop
physicaly ,easy comparison of different brandsof goodsare possible
only by oneclick, no need to pay cash immediately, unlimited stock
and choicesisavailable, E.M .| facility isthere ,exchangepolicyisaso
available, somesitesa so giveguarantee of money back if not satisfied
with product.

Buyers can buy according to their Convenience. Even people
livinginsmall or remote areasor in suburbs can easily buy product
through Online Shopping. Even though after IndependenceIndiahas
grown rapidly but there are many numbersof brands/itemswhose
outlet or Showroomisonly in metrosof our Country. Peopleof small
town dreamed of purchasing from these brandsarenow possiblewith
thehelp of Information Technol ogy. Buyerscan visit any numbers of
web stores or sites and can reach at final choice. They don’t have to
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follow long procedures of shopping; they can a so comparepriceand
quality easily. Even Payment at same Currency isalso not necessary
because of Internet Banking.

Accordingto Paul A Samue son economics “The Consumer,
snitissad, istheking:-eachisavoter who useshismoney asvotesto
get the things done that he want done”.

Assaid by Paul” CONSUMER IS KING”, it is very much
True and exactly fitin today’s Scenario. As buyers has unlimited choice
with many advantages. This is the reason that Study of buyer’s behavior
is very important and should given first preference in today’s business
world. But before studying about buyers behavior one should know
who “BUYERS” are.

Anindividua who buys products or servicesfor persona use
and not for manufacture or resae. A buyer issomeonewho can make
the decision whether or not to purchase an item at the store and
someone who can beinfluenced by marketing and advertisement.
Anytime someonegoesto astoreand purchaseatoy, shirt, beverage
or anything el se, they aremaking that decision asabuyer.

Now question arisesthat why one must study or understand
the buying behavior of buyer. Because of Globalization businessis
expanding and competitionistough, to surviveinthissituation the
producers must understand mind set of buyers and available the
products according toit .Buyersawayswant to satisfy their needs
and wants according to their Terms and Conditions. A study of buyer’s
behavior hel psresearcher in not only understanding the reason of
different decisiontaken by abuyer at sameand different Situationsbut
aso tounderstand how abuyer takesdecisionto spendtheir available
resources{ time, money, effort} on products.What they buy? Why
they buy? From whom and from where they buy? How often they
buy? How they eva uate the product? Whether to purchasethe product
againinfutureor not? Whether they purchasefor themselvesor for
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gifting? How they pay for product { With Cash or Card} ? Fromwhere
they get information about products? In short buying behavior isa
field of Research, Focusing on buyer’s activities.

Women'’s have a Very Vital role in human progress and have a
sgnificant placein society. Thegloba paradigm shift in 21% century
has effected all age groupsin someor other way specially WWomen.
Modernizations of society encourage women’s to step in their shoes
outside the houseand present themselvesasaworking class.

TheWorking Women segment is the one, which has seen a
tremendous growth inthelate nineties. The Working WWomen today
have grown out of her long standing image of being the home maker.
Today sheisrubbing shoulder withmen, providing hersdf tobeequdly
good, if not better. Working women havetheir ownmindin purchasing
the product those appeal sto them.

Women today are financially independent and have more
purchasing power then previoudly. In thisresearch researcher study
about the changesthat Internet or Online Shopping bringsinlifeand
style of Working Women. How their buying behavior has changes
towards Shopping? Do they prefer Online Shopping or still want to
buy traditionaly?In brief researcher studied about theeffect of Online
Shopping on buying behavior of workingwomenin Raipur City.

1.2 Importance of Sudy

Online Shoppingisrelatively anew Concept of retail shopping.
Thisnew technol ogy has been used andimplemented worldwide, So
that people can be connected to each other, in both personal and
busi ness mattershby just clickingamouse anywhereand at any time,
being easy to use and inexpensive, € ectronic commerce has been
rapidly growing each year and is currently utilized for Shopping,
information search, bill payment, news, weather reportsand Online
games.



Women today are financialy independent, financial self
sufficiency strengthenstheir independent decision making ability. The
ma or issueishow; the changing socia and economic environment is
affecting the behavior of working women towards shopping and
spending.

The buyer’s behavior has always been an area of great interest
to producers, suppliers, marketersetc so that they can understand the
mind or psychology which works at thetime of purchase of goods.
Thisstudy or research ismainly based on online buying behavior of
workingwomenin Raipur city. Many questionsariseswhile studying
the buying behavior of working women’s is why do they started
shopping onlineinstead of traditiona shopping?Arethey fully dependent
on Online Shopping or thereare some specificitemsor goodswhich
they prefer onlineand other goods Offline? What arethefactorsthat
encourage her to do Online Shopping, isit priceor isit timesaving
that’s why they shop online is it because of status symbol as online
shopping is aso considered as status symbol as now adays, itis
energy saving as buyers don’t have to go to different shop physically,
it’s just a click and easily comparison of as many sites as buyers want
can bedone, orisit ahomedelivery facility which helpsher to do
shopping and housework side by side or easy monthly installment
{E.M.1} facility or cash on ddlivery facility or easy return and money
back policy or easy exchange policy.

The purposeof thisresearchistofind out that what encourages
today’s working women of Raipur city to purchase online or there are
some particular reason for it .Do the shop according to their job or
wheat they havein their mind whenthey go Onlinefor Shopping. How
often they are online and how often they purchaseonline,

This present research study was focused on the behavioral
factor of the working women’s towards Online Shopping with special
referenceto Raipur city.



1.3 Objective of Present Study

Thelnternet isapowerful tool that has shaped the performance
of variousfieldsincluding Communication, Business, Politicsand
Education. Thereisno doubt that the Internet isvirtualy everywhere
and hasdramatically altered theway peoplelive. Itisrapidly growing
not only intheindustrialized Countriesbut also in developingworld.
Asaresult, theroleof Internetinour daily liveshasexpanded rapidly
to the degree that many of us have become dependent on it, if not
addictedto.

Indiaiscurrently the second largest tel ecommuni cation market
and hasthethird highest number of Internet usersintheworld.

Because of technological devel opment and globalizationthe
world has become a small market. A market which can be easily
accessed by anyoneand from anywhere. It hasno boundaries.

Insuch an erait isimperativeto understand the probability of
enhancement or need of encouragement of online shopping.

Internet scemsto have created anew way of doing old things,
rather than being atechnol ogy that changesthe manner inwhich people
livether lives, still most of thebuyersmakether shoppingintraditiona
way. Thereforeitisimperativeto understand why despiteitsvarious
benefitsthe Online Shopping has not reached to itsexpected level in
the market. The study isfocused to the buying behavior of working
women through online shopping with reference to buyersat Rai pur
city and the objectives of thisresearch study are asunder:-

1. Rapurbeangthegatecapitd of Chhattisgarhthereforetoidentify
and get ing ght into the main factorsthat working women takes
into consideration when purchasing Online.

2. Being aworking women timeisacritical factor to explore
possibility of savingtimeindischarging Obligations.



10.

11.

1.4

To study the awareness of Online Shopping amongst the
working women.

What are the main factorsthat affect working womenwhile
considering and making apurchase by the Internet?

How do these factors influence the working women when
purchasingonline.

What kinds of Segmentsor Categories of working women that
can befound or identified buyerswhen purchasing online.
What isthe connection with theidentified factorsand buyers
segment groups?

Thefinding of thisresearch will be outlined asimplicationsfor
Online Marketers in order to enhance buyer’s knowledge and

increased their online marketing strategy effectively. Thiswill
hel p theformulation of promotiond strategiesby themarketers.

What can be done to promote Online Shopping in this
technological developed age?

To find the area to be strengthen to popularize the online
shopping to theworking women satisfaction.

New Revolution by J O SIM they are offering enough dataof
specified prices caused /excessive use of internet promoted

Hypotheses of the Study
Hypothesisisan assumption or raw theory. When aresearcher

carriersany researchintopic of hischoice, experience, education and
environment make him curiousto work moreontherel evant subject.
Researcher hasitsown perception and believes based on which he
starts the research work. During the study, researcher tests those
perceptionsand beliefswith the help of Primary and Secondary data.



Hypothesis helps the researchers to do research work

scientifically and systematically. It also helpsin decidingtheArea,
Direction, Forms of Data Collection, and Sampling etc. which a
researcher should takeinto consideration whiledoing hisresearch
work and prove his perceptionsto beright or wrong.

During this research process Researcher has adopted the

following hypothesis -

1.

There is huge probability of Online Shopping in the
technol ogically developed age.

Thereishigher onlinebuyingintensonamongst workingwomen
and non working women.

Education and Awareness play animportant rolein promotion
of Online Shopping.

Thereisgreat impact of family, socid, professiona and cultura
factorsinadditiontothenaturd traitsof workingwomento buy
Online

The concept of Nuclear Familieswill grow with the passage of
time, thisisa so one of thefactorswhich encouragesworking
women for onlineshopping.

Trust and Convenience a so play animportant rolein online
shopping.

Meansof Communication hasbrought agreat changein buying
habits of working women.

Online shopping provides an easy convenient platform for
comparison of variety productsand servicesand givesworking
women an opportunity to arriveat proper decision.

It savestimeand energy.



1.5 Research Methodology

Research methodol ogy i sthe systematic, theoreticd anaysisof
the method applied to afield of study.

Research methodol ogy givesanideaabout the subject or topic
of research. Thewholework of research depends upon methodol ogy
used by researcher. It not only helps with topic but also about
hypothesis, datacollectiontools, dataanaysismethod etc.

To decide what methods are used for research depends not
only upon thenature, areaand obj ect of subject but also the ability of
researcher or scholar. Selection of the methodol ogy should be done
wisely, so that data should be collected in minimum timeand give
authentic information about the subject.

M ethodol ogy refersto morethan asmpleset of methods; rather
it referstotherationd eand the philosophica assumptionsthat underlie
aparticular study.

Thisstudy isundertaken to understand the buying behavior of
working women through Online Shopping. In order to carry on
investigation Raipur isanided city .Thereforetheuniversefor buying
behavior of working women through OnlineisRaipur city.

For this study descriptive research design has been adopted
because through detailed research, researcher will attempt to find out
the buyer’s behavior their attitude and the factors that influence the
working women towards online shopping. Residentsof Raipur city
has beentargeted together their responsestowards online shopping
for the purpose of the studies. Both Primary and Secondary dataare
used to collect the information. On the subject the primary data
indudes-

1. Interview

2.  Quedionnaires
3. Obsarvations
4. Surveys



Sudy of Population of Working Women

Secondary datahasd so been used for theresearch work which
includes the work already been published by someone elseinthe
concerned areaeither in newspaper, magazines, websites, published
thesisetc.

Raipur is growing city and different consumers groups are
scattered in the nuke and corner of thecity therefore sample selection
method has been adopted in primary data, which iswideenough to
givethegenera sentimentsof theworkingwomen and their attitude.

Tofadilitatethestudy following methodol ogy istakeninto consderation.

1. Tounderstand about background and personality of working
women persond interview istaken.

2. Other Primary Method like Survey, Questionnaire, and
Observationistaken into Consideration.

3. Information about different onlinesiteslikeAmazon, shop clue
etcistaken from Internet and Magazines.

4. Questionnaireis prepared after discussion with Expert and
Guide.

Samplesare collected from 500 Working Women.

To have better response the Size of Questionnaire has been
kept minimizedthat only coverstherel evant questions.

After collection of data from different sources they are
summariesand classified according to their nature, and to makeit
smpleand understandableit ispresented in different graphs, diagram
and charts.



1.6 Scopeand Limitationsof Sudy

Before starting research work it isimportant to determinethe
area in which researcher wants to do research work. Right area
sel ection for research work isthe base of right datacollection, which
helpsto completeresearchwork intime.

Raipur being agtate capitd isgrowing very fast . Thenumber of
womenwhoisstepping out of thehousefor earningisasoincreasing
rapidly. Theresearcher hasto sdl ect the sample according totheutility
and scientificaly according to subject.

Alsobeingastudy of humanbehavior, it hasitsownlimitations.
Human behavior isan ever changing thing that cannot be constant
thereforetheoutcomeof thisstudy a so hasitsown limitationsand the
conclusonsdrawn areliableto be affected with the changein buying
behavior.

Therearesomelimitsof thisresearch work:-

1. TheAreatakenfor Research Work islimited up to Raipur city
only.

2. Mot of the Primary dataare collected by persond Interview
and Quegtionnaire.

3. Dataof Online Shopping sitesare collected from Magazines
and Internet.

Previous Research Thesishas d so taken from websites.

Human behavior isan ever changing thing that cannot be congtant
thereoutcomeof study isaways changing with changein buyers
behavior.

Internet seemsto have crested anew way of doing old things.
Raipur beingthe state capita of Chhattisgarhthereforethemainamis
to beidentified and get ingght into themain factorsthat working women
takesinto consideration when purchasing online. Here researcher
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discuss about the reasons and how working women’s of Raipur city
areencouraged to shop online shopping.

1.7 Review of the Related Literature

STUDY 1

Amjad Ahmed M. (2002) has conducted aresearch study on
A Study of Buying Behaviour of Colour Television Sets. Themain
object of the study isto identify and analyze the buying behavior of
consumer of colour television sets beforeand after the purchase, to
identify therdation between age, education, qudification, employmert,
locationandincomeleved of consumersaof colour televisonwithregards
to product attributes, sales man traitsand the source of information.
Researcher covers 600 respondents comprising 300 respondentsfrom
Chennai city and 150 respondents each from kancheepuram and
tiruvallva district. The main focus of primary data collection is
guestionnaire. Question asked isabout age ,education, level of income,
employment etc of therespondents and secondary dataare collected
through magazines, journal etc. it is concluded in the study that
respondentsin the age group of 30to 39 givesmoreimportanceto
the factor “aesthetics and technology’ than other age group, also
respondents having low level of education qualification givesmore
weight ageto thefactor durability and portability than respondents
who are graduatesgiveslesser importanceto thefactors. Also mgority
of respondents prefer Indian brand tel evision than foreign brands.
Respondents having income between 10,000 to 20,000 givesmore
importance to quality, audio effect and durability. Mgjority of
respondentsusetheir own fund followed by ingtallment facility.

STUDY 2

Chnadrashekar C. (2015) has conducted aresearch study
on Customer Behaviour in E- Tail Industry. E-tail industry isanew
type of retail selling goods on internet. This study shows that
respondentsusinginternet for shopping werevery young between the
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ageof 21yrsto 30 yrs. Unmarried respondents shows moreinterest
towardsonline shopping than married respondents. Itisa so concluded
that education playsavery vital rolein online shopping, educated
people do more exposure towards technol ogy. They mostly usetheir
own computersor laptop for usinginternet and the second option for
doing internet surfingis smart phone which isalso very common.
Because of job constraints and job timing most of the private job
respondentsprefer online shopping. Nuclear familieswhereminimum
membersaretwo and maximum arefour aremoreinvolvedin online
shopping than joint families. Though maximum respondentshasdebit
card with them and few of them has credit card but they prefer cash
on delivery, mostly they don’t prefer online banking. It is concluded
that trends of online shopping isset to see greater heightsin coming
year also companies using innovative business models to reach
customer effectively.

STUDY 3

V. Noor zia Nasrem, (2016) has conducted aresearch study
onA Study of Attitudes Buying Perceptionsand Satisfaction of Online
Shopping of IndiaConsumer having agreat and new experiencewhich
makesthem moreeffectiveand efficient intheir shopping behavior.
Onlineshopping not only haveagreet impact in lifeof consumersbut
they a so forced bus hessman to make necessary adjustment, so that
they can stand in new market where consumers are more
knowledgeable and aware. Consumersal so prefer the perceptions of
shopping benefits like easy return policy, easy monthly
installment{ EMI}, heavy and attractive discounts, secured online
payment, easy comparison etc. it isconcluded that consumers have
positiveattitude and behavior towardsonlineshopping. It justifiesthe
project growth of online shoppinginIndia. It isalso suggested that
websites doing online business should pay moreattentiontofemae
segmentsasresult proven that femaebuy lessin online shopping as
compared to men. It isalso proved that with knowledge of consumer
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onlineshopping behavior, itisbelieved that e.commercewill continue
to grow and it will not only generateimportant businessrevenue but
aso playsavery important partin peopledaily life.

STUDY 4

Murthur A. (2006) has conducted aresearch on Impact of
ComparativeAdvertisement on Consumer Buying Behaviour. Thisis
empirica study to examineand eva uate whether or not comparative
advertisement impactsthe purchase of consumer durable and also
whether itseffect or impact on consumersarefavorableor not favorable
. 300 respondentsaretaken from Chennai city which areyoung and
areof middleagegroupi.e. from 26yrsto 45yrs. Femal erespondents
showsmoreinterest than malerespondents. An educated and private
job respondent also shows moreinterest in comparativeand survey.
Only threedurablei.e. television, washing machine and refrigerator
have been chosen for study because comparative advertisement are
mostly given for thesethree durablein newspaper and other media
Random sampling technique is used to collect data through
guestionnaire, journa, newspaper, standard text book etc. The study
concluded that 64.3% respondents consider theinformation givenin
comparative ad arevery useful at arriving fina decision of purchase,
most respondentsaregiven positivereaction of the product which are
presented through comparative ad and product showing traditional
i.e. non comparative ad are not taken into that much consideration by
respondents. Educated people had agreat impact of such add. Itis
suggested that moreuse of technical languageisrequired inad than
simple language. Comparative ad makes whole buying process
pleasurableasit savestime, cost and efforts.

STUDY 5

Naik, Umesha 2011 has conducted a research study on
Impact of Internet on Libarary Usagein Universitiesin Karnataka
Six UGC recognized universitiesof Karnatakahastaken asuniverse
for research purposeto study and to understand theimpact of internet
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on library usage in universities in Karnataka. Hypothesis for the
research are :- Now a day’s research scholar prefer internet more as
comparedto library or other source of information, they do not give
print much preferenceto print resourcesanymore, internet have postive
impact on quality of researchwork done. Internet hel psresearcher to
provide research related information and e-journal. The conclusion
and suggestionsarethat 70% of respondentsindicatethat thelibrary
staff members are cooperative but 30% are unhappy about their
attitude. It isalso suggested that university libraries should provide
good print resources and the latest computer with internet service
{must beprovidedinuniversty library} . Itisaso concluded that BSNL
connectionsarepreferred for internet services. Mg ority of researcher
givepositivereaction about current status of internet facilitiesprovided
by university but do indicate several problemswhileaccessing the
internet which needsto bereported to university authority.

STUDY 6

Raju, D Venkatraman (2015) has conducted aresearch study
on Consumer Behaviour: A Study with Referenceto Dairy Products
inMadrasCity. Basic concluson emerging from sudy arethat leve of
income and age affect the consumer behavior inal theaspectsa so
better quality andlow priceare primefactor determining the choices
of the organized and unorgani zed factors respectively

STUDY 7

Rashmi (2014) has conducted aresearch study on Consumer
Choice Process. Value for money most influences the purchase
decision. Thisisfollowed by the age of respondents, brand trust,
income, satisfaction with the present brand, education and brand
familiarity whereassatisfactionisthemost important in repeet purchase
decison.
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STUDY 8

Devkate, Balaji N. has conducted a research study on E-
Commerce-Problems and Prospects in Maharastra. The use of e-
commerce has changed the entire procedure of business because
compuiter, internet connection, attractiveand informativewebstesare
the new additions in any business. E- Commerce changes entire
procedure of marketing management because of the attractive
presentation of the products on thewebsites and one operator onthe
company computer isenough to carry on thetransactionsand heis
aufficient to affect thesale.

STUDY 9

Sudeep S. (2013) hasconducted aresearch study on Internet
Banking and Customer Acceptance: The Indian Scenario. Indian
economy iswitnessing stellar growth over thelast few years. Internet
adoption among Indians has been increasing over the last decade.
Customer acceptancefor internet banking has been good sofar. In
the study theresearcher tried to conduct aquditative and quantitative
investigation of internet banking customer acceptanceamong Indians.
Theresearcher tried to identify important factor that affects customer
behaviord intentionsfor internet banking.

STUDY 10

Sarganam S has conducted aresearch study on Role of E-
Marketing in Indian Trade. Absol utely secondary datapublishedin
internet gathered from variousinternational and Indian websitesare
used for the study of subject. Internet wasintroduced in India by
VSNL in1995 and it wasprivatized in November 1998, so to answer
all the above queriesresearch work was done on data based from
1996 to 2000. At least one out of five NRIS make some purchase
from Indian based websites. Someimportant industry adopted E-
marketing in earlier stagesof internet they are Finance, Automobile,
Travel and Tours, and I.T. companies. More than half of these
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organi zationsgaveimportanceto E- Marketing. They give E-Market
avery important placein their bus nessstrategy. Only 4% of business
man gave no importance of e-commercein their business strategy/
plan. E- Marketingisgoing to play avery vital rolein Indian trade
which also helps in giving India a powerful position in today’s world.

STUDY 11

Soloma M .R. (1998) has conducted a research study on
Consumer Behaviour. This Study showsthat consumer behaviorisa
process. Consumer whenever intendsto purchasesomething, heevery
timewent through aprocess. Before purchasing or before satisfying
their needsand wantsbuyers or customers hasto make choicesamong
numbers of itemson priority bases, when itemsto be purchased are
selected, thanitistimefor actua purchase, at that timeuse of product,
sarvicesavailableand last experience{ if product are used before} has
agreat impact on consumer behavior. Thelast experience of product
always hel psin deciding future purchase, weather to buy or not to
buy. It isconcluding that Internet services should be spread out as
retail channel also mindset of consumers must be taken into
consi derations so that consumers can be encouraged morefor online
buying practice.
STUDY 12

Das, Snigdha, Madhusudan (2007) hasconducted aresearch
study on Impact of Family Life Cycle on Consumer Behaviour in
Sdected Durables: A Comparative Study of Orissaand Chheattisgarh.
The purposeof researchisto study theimpact of consumer behavior
indifferent stagesof family lifecycleespecidly insdection of durable
items like television, washing machine, refrigerator, car etc. A
comparative study of two statesi.e. Orissaand Chhattisgarh istaken
into consideration and it is found that consumer’s behavior of both
statesat different stageof family lifecyclefor durableitemsisalmost
same. Itisfurther concluded that athough consumer isaking and
study of consumer behavior of family life cycle helpsamarketersto
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gainingghtinto thetarget segmentsbut thereisno 100% guarantee of
successinmarket place, but only raisesthe possibility of success. It
a0 hel psinunderganding theinterna and externd factorsthat impels
themto act in aparticular manner.

STUDY 13

Asad Ahmad (2017) has conducted a research study on
Determinants of Online Buyer Behaviour A Study of YouthinIndia
Themain object of present study isto devel op aconceptua framework
to understand important factorswhich influencesand determinethe
online buyer’s behavior; especially youth of India. Different models
areproposed to measurestheeffect of thedemographic characteristics
of consumers. Thefinding of study helpsonlineretailer to satisfy the
customer and to make them loyal towardstheir product so that they
purchasethe product again.

STUDY 14

Saha (2015) has conducted aresearch study on the Impact
of Online Shopping upon Retall Trade Business. Thestudy highlighted
theimpact of theincreasing trend of online shopping over thevarious
fixed shopretailers. The study found severa driving factorswhich
influence consumersto shop onlinefor example price of product,
conveniences in selection and shopping, wide range of products
availableonline, EMI and easy return policies, etc. the sudy concluded
that fixed shop retail ersa so started their websites so that they can do
businessinboth virtud and physical market and dso that with changing
trend of shopping theretailer has a so changed their way of doing
business by accepting online market.

STUDY 15

Hiwarkar (2013) has conducted a research study on E-
Commerce Impact on Indian Market “A Survey on Social Impact”.
E- Commerceispromising asasignificant instrument to make sure
comprehensive growth. The conventional model of business is
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undergoing aaguatic change dueto evol ution of online shopping. It
was a so found that safe and secure payment modes arevital along
with the need to discover and popul arize innovationssuch asmobile
commerce.

STUDY 16

Andumani P. (2014) has conducted aresearch study onA
Study of Consumer Behaviour towards Gold Jewellary in Tamilnadu.
Thepurposeof sudy istoanayzethefactorsthat aremainly responsble
for encouraging the consumer for purchasing gold jewelers. For this
sampledistrict of Tamilnadu istaken. Buyersprefer both branded and
non branded jewd lary.600 respondents aretaken into consideration
among them 48.2% respondent are bel ow age of 30 whicharemore
atracted towards purchaseof gold jewdry. Thestudy isto understand
the benefit of consumer and their satisfaction. Alsoto aware consumers
about hdlmark, weight, priceetc. Attachment of informationwithevery
piece of jewelry must be mandatory. It isconcluded that awareness
program should be arranged to sensiti ze the peopl e about how import
of gold affect our Indian economy. Also about compulsion of after
sale serviceswhich must be provided by every jewelry shopin state.

STUDY 17

Kandasamy C. (2012) has conducted aresearch study on
Study on Thelmpact of Consumer Behaviour and Brand Equity on
Durable Productswith Specid Referenceto BangaoreDigtrict. This
study isan analysisof consumer buying behavior on seected durable
product. Thisstudy isbased on convenient sample survey method.
Data’s are collected through questionnaire from the entire three areas
i.e. urban, semi urban and rurd from district of Bangaore. Theperiod
of study isfour year (2008t02012). Thisstudy he psin understanding
thedemographic factorsinfluencing purchase decision of consumers
also therelationship between various dimensions of consumer based
brand equity. It isconcluded that consumer will search information
from various sources before buying al so consumer will compare or
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eva uate the number of alternativesbefore buying and once satisfied
with the product and brand consumer will purchaserepetitively from
thesamebrand. The study showsthe positiveand moderate correl ation
with eva uation, sel ection and purchase. Thebrand awareness, brand
imageand brandloydist have positiveimpact on overdl brand equity
and consumer buying behavior of durable products.

STUDY 18

Saldanha, Avil Teerance (2014) has conducted aresearch
study on Buying Behaviour of Consumer with Respect toApparelsin
Banga ore. Researchisfocused on understanding the buying behavior
of consumersof Bangd ore asthey purchase gpparel sfrom organized
retail outletsfromcity. Theneed of study isto understand the consumer
psycheand proceeding accordingly asapparel marketisgrowing very
fast. The study aso focuson various variablethat influence or has
impact on consumer whiledoing shopping likedemographic variables,
consumer buying attitudes and storesrel ated factors. The study says
that variety and latest designsareimportant in attracting customers.
Alsothereare someuseful findingwhich arehelpful toretailer like
changeinapparel setting can bedoneto create excitement amongthe
shoppersthisisasuccessful practice but very frequent changesin
stores setting and merchandise can devel op asenseof irritation among
customersasconsumersvauesfamiliarity . It isconcluded that there
are many factors which hasimpact or collectively highimpact on
consumersbuying attitudethat are comfort, familiarity, quality, latest
design, variety, advertisements, discount offers, salespromotionsand
convenience.

STUDY 19

Singla B.B.and Kumar Pawan (2011) has conducted a
research study on E- Shopping: - A Paradigm Shift in Buying Behaviowr.
The study concluded that because of development of new and latest
technol ogy the scopeof onlinemarket isincreasingrapidly. Thebuying
pattern and procedure of customer are changing. Specidly countries
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having highly devel oped infrastructurewith avail ability for marketing
activitiesthroughinternet. Thedeve opment of internet hasavery strong
impact on marketing environment it al so hasbecome the common
meansfor transfer of information, servicesand trade. The dependence
on online shopping/internet hasincreasing eventualy. Soitiscorrect
to concludethat thefuture scenario of online shoppingisvery bright.

STUDY 20

Vora Chintan N. (2018) has conducted aresearch study on
A Study on Consumer Buying Behaviour towards Offline Shopping
Vis: AVisOnline Shopping. Thisstudy isacomparison of offlineand
onlineshopping. With deve opment of technology andinternet theonline
shopping or internet shopping isincreasing rapidly but not ableto
capturemarket completely asthereare many factorswhich aremissing
inonlineshopping and towhom consumersstill givespriority likequdity
of consumer servicesprovided, experienceof trying product, display
of product, relationship with shop owners,physicd touch of product,
enjoyment of going out for shopping, doesn’t want to provide personal
information(debit/credit card details, address, contact number)to
dranger etc. Itisa soseenthat ot of hesitation arethere, when consumer
buy onlinefor thefirst timebut as number of transactionsincreasesthe
hesitation slowly goes away. Many consumers don’t trust online
shopping. Although Online Shopping hasabright and widefuturein
national andinternationa market; still itisnot athreat to traditional
market. Peoplemust experiencethismoreconvenient lifestyleof online
shopping and must unlock thenew way of opportunity by understanding
how to shop online safely and wisdly.



02 OVERVIEW OFTHE
POPULATION

2.1 Population of Raipur

Raipur city isgoverned by Municipa Corporationwhich comes
under Raipur metropolitan region. The Raipur city islocated in
Chhattisgarh state of India. After bifurcation of State of Madhya
Pradesh, State of Chhattisgarh was caved out and cameinto existence
on 1% November 2000. After formation of state of Chhattisgarh, there
hasbeenimmensegrowthin al spheres. Raipur city hasseenvary
extensvegrowthindl sphereof lifeV1Z Industry, Commerce, Trade
and Population, Precticaly dl mgor companieshavether distributiorn/
servicecentersin Raipur City. However thereisno census Report of
present state of affairs; however 2011 censusreport iseffort herein.

Asper provisond reportsof censusIndia, population of Raipur
in 2011 is 1,010,433 of which male and female are 518611 and
491822 respectively. Although Raipur city has population of
1,010,433; itsurban /metropolitan populationis 1,123,558 of which
5, 77,992 aremalesand 5, 45,566 are females.

TableNo- 2.1
Population of the Sudy

City Raipur
Government Municipa Corporation
UrbanAgglomeration Raipur Metropolitan
State Chhettisgarh
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Raipur City Male Female Total
City + Out growths | 5,27,365 | 4,99,899 1,027,264
City Population 518,611 | 4,91,822 1,010,433
Literates 4,12,095 | 3,45,815 57,910
Child{0-6} 66,563 | 62,102 1,28,665
Averageliteracy 91.16% | 80.47% 85.95%
Sex Rétio 948
ChildRetio 933

(Source: Census 2011.co in/census/city/280-raipur-html)
2.2 Education Trend in Raipur

To understand the education trend of Raipur first it isvery
necessary to know the education trend in Indiaand Chhattisgarh.

2.2.1 Education TrendinIndia

Our civilizationisone of the oldest onewhich hasimportant
contributioninthefield of knowledge. In ancient time Indiahad the
Gurukul sysemwherestudent livewiththeir guruintheir ashramcdose
to natureand had tolearntheir lessons. From thefirst day thefocusis
on teaching theory by rote learning which helpsin developing a
comprehensvemind and soul. Today theformat of Gurukul ismissing
but our education systemistrying to maintain same Ethicsand Essence
which worksto heighten the quality of education and excellencein
everylevd.

Present system of education is divided into three stages primary,
secondary, and higher education with quarterly, half yearly and fina
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examination pattern so that students are alwaysin touch with text
books. Theeducation system/industry ischanging. With technology a
very new |earning sol utions are emerging which hopefully accel erate
India’s march towards becoming a *knowledge economy’. Although
itisvery muchimpractical andimpossiblefor education systemto be
100% digitdizationthereforetext book learninga ongwith thetraditiona
‘chalk and talk” model of education is still reliable. Also formative
assessment sol utionsare adopted to hel psteachersinidentifying and
collecting details of the conceptsthat students are strugglingin
understanding, so that improve learning and academic can be done.
All thesenot only improvethequality but heighten our education system.

2.2.2 Education Trendsin Chhattisgar h and Raipur

Chhattisgarh has avery poor education scenario one of the
reasonislack of proper educationd infrastructure. However, the tate
government haslaunched severd programsfor enhancingtheacademic
scenario of thestate. Chhattisgarh state government put many efforts
toimproveliteracy ratemany schemehaslaunched which gives Specid
importance in education of women and students belonging to the
underprivileged section of the society. Raipur isalso the center of
higher educationin Chhattisgarh. It houses some of themost i mportant
departments of educationinthestate. The schoolsin Chhattisgarh
follow thesame 10+2 pattern of educationliketheother unionterritories
and states in India. One can come across both private and state-
run schoolsin Chhattisgarh. The government run schoolsare mostly
affiliatedtothe Chhattisgarh Board of Secondary Education. Students
can aso join schools affiliated to the Central Board of Secondary
Education (CBSE) or Council for the Indian School Certificate
Examination (CISCE).Although Raipur isthe state capital but the
educational hub of ChhattisgarhisBHAILI.
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TableNo- 2.2
List of Popular School in Chhattisgarh

Name Of School L ocation

Rayan International School Rapur

Bhavans School Raipur, Bilaspur
OPJinda School Ragarh

Holy Cross School Rapur

Salem School Raipur, Durg, Korda
Dav Public School Bilaspur, Raipur, Korba
KrishnaPublic Schoal Raipur, Bhilai, Rgnandgaon
The Radiant Way School Rapur

Delhi Public School Rapur, Bhila,

Sar Public School Janjgir-Champa

Dol phin Internationa Cshool Kanker

Podar International School Rapur

Bachpan

Korba, Dhamtari, Bilaspur,
Rapur

Carme Convent High Schoal

Ragarh, Surguja

St, XaviersPublic School

Raipur, Korba

In Chhattisgarh thereisone central university, thirteen state
universitiesand eleven private universities (seetable below to view

detalledlist of universities).
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TableNo- 2.3
Universitiesof Chhattisgarh

Private University

Aaft University of Mediaand Arts2018}
AMITY University { 2014}
Dr C.V. Raman University { 2006}
ICFAI University { 2011}
ISBM University { 2016}
ITM University { 2014}
KdingaUniversty { 2005}
Maharishi Universty of Management and Technology { 2002}
MatsUniversity { 2006}
O.RJindd University { 2014}
Shri RawatpuraSarkar University { 2018}

Sate University
Atal Bihari Vg payeeViswvavidydaya{ 2012}
AyushAnd Health Science University { 2009}
Bastar University { 2008}
Chhattisgarh Kamdhenu Vishwavidyd aya{ 2012}
Chhattisgarh Swami Vivekanand Technica University { 2004}
Durg University { 2015}
Hidayatullah Nationa Law University { 2003}
IndriaGandhi Krishi Vishwavidyaaya{ 1987}
IndiraKaaSangeet Vishwavidyadaya{ 1956}
Kushadbhau Thakre PatrakaritaAvam Jansanchar
Vishwavidydaya{ 2004}
Pandit Ravi Shankar ShuklaUniversity { 1964}
Pandit Sundar La Sharma{ Open} University { 2004}
SargujaUniversity { 2008}
Central University
Guru GhasidasUniversity { 2009}
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TableNo. 2.4
Government and Private Collagesin Chhattisgarh

C.M Dubey P.G Collage Bilaspur
DurgaMahavidvalaya Rapur
Govt. BilasaP.G GirlsCollage Bilaspur
Government Collage Dipka
Govt. MinimataGirlsCollage Korba
KamlaNehru Collage Korba
Rungta Collage Of ScienceAnd Technology Raipur
PGDagaGirlsCallage Rapur
St. Thomas Collage Bhila
Government Collage Pdi
Government Collage Kantaa
DegreeGirlaCollage Rapur
Government Collage Bhasma
Govt Gundhadhur Postgradute Collage Kondagaon
Govt.V.Y.T.RGAutonomousCollage Durg

2.3 Traditions and Belief

Thereisakeenimpact of Internet in Traditionsand Beliefs. To
understand one must know the meaning and proper definition of
Traditionsand Beliefs.

Traditionisabdief , principle, or way of actingthat peoplein
particular society or group have continuedto follow for alongtimeor
all of thesebelief etcinaparticular society or group.

In the process of evolution man has evolved through many
stages, both biologicdly andintellectually from primitivetimesdown
to the present time, the changes have been particularly strikinginthe
socia aspects of man. Primitive man was more or less automatic,
acting ashiscompeerswould act. But withthegrowing of civilization,
astheindividuasmergedinto familiesand communities, certainrules
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of conduct evolved autometicaly. These ruleswerebased on methods
of rites, customs and practices as well as various principles and
doctrineshanded over from fathersto sonsfrom ancestorsto posterity.
Thisiswhat may becaled TRADITION

Indian Cultureisnot recent but dated back to thetimewhen
humandvilizationcomeintoexisence. Indiaisacountry where Tradition
and Bdlief system arevery strong. Indian culturetoday presentsamix
of itslong richnessand foreigninfluences. Theimpact of Internet hasa
major part to play. It’s not only educated the society about new options
of buying but a so hel psin changing thethought process. Peopleare
gtill following their ritual swhich their ancestors used to follow but the
way of following such rituals and traditions are changed now
.Modernization in traditions are accepted by open mind and open
hearts. In last two decades there are drastic changes in society.
Education, media like television, smart phone, awareness programmers’
playsavery vita roleinthere modernization. AsFaceof Society is
changingour Traditionsand Beliefsarea so changing. Earlier traditions
compels people to go market for purchasing especialy in festive
seasonslikeRakhi , Eid, Hali, Diwali etc but now Internet haschanged
dl that. Thereisatradition that weshould buy something like utensils,
jewdry etc on Dhanteras or whenever thereisagood nakshatra, itis
belief to be Shubh.

Bdief isthestateof mindinwhichapersonthinksthat something
existsoristrue, especialy onewithout proof.

Despite of modernizationthis Tradition and Belief aredeeply
rooted and peopleare still willingto follow them. But they haveno
timeto redeem theseritua sbecause of busy schedule, jobsand other
reasons. Earlier homemakers or women’s of house used to visit market
for their needs but now most of the women’s are doing jobs, having
nuclear family: where one must haveto stay at homewith children, so
itisnot possibleto visit market as and when needed and like. They
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wanted to pass their tradition from one generation to successive
generation but can’t do this in old or traditional way.

Here online shopping plays arole of HERO. Market of old
Raipur cityisamain market, Sedar Bazaar, M .G Road, Shastri market,
Goal Bazaar are some of the main markets of purchasing jewelry,
electronicitems, toysand cosmetics, grocery etc. They aredll largely
crowded areawith avery narrow street with no parkingfacility. Asit
isdifficult to gofor shopping intheseareasin normal days, it becomes
almost impossibleat Festival Season for aperson to do shoppingin
these markets. Service class people who do job, or where both the
partnersareworking/earning ,or peoplelivein outer side of Raipur
etc, Itisdifficult for themto devotethat muchtimein physica market.
In current scenario online shopping isthe best option for them . They
can book their goods or items at shubh mahurat and pay onlineat the
same. Shopkeepersare also giving thesetypes of facilitiesto their
customers. They can deliver thegoods at same day or accordingto
customers wish. Still there is a need for awareness about Online
Shopping among buyersof Raipur city, sothat they canavoid hurdles
intheway of their beliefsand shop according to their wishes.

2.4 Development and Growth

First We Mould Our Citiesand Then Our CitiesMould Us.
Winsgton Chur chill

Thestate of Chhattisgarh wasformed on 1% November 2000
after bifurcation of thelarger state of MadhyaPradesh. Raipur the
capital sateof Chhattisgarhisthelargest urban center of Chhattisgarh
region and wasthe 2™ important commercid center after Indore. When
it was a part of erstwhile state of Madhya Pradesh { Raipur
developments plan 2011} . Raipur city derived its name from the
cregtor, thekal churi king Brahmdev Ral who established it asacapita
of hiskingdomin theearlier fifteenth century { sandarbh Chhattisgarh
2000} .
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Traditiondly RapurisanAgricultura city but today itisaregiond
hub for trade and commerce, traditional face of city has changed
rapidly with Raipur becoming prominent regional, commercial and
industrial destination for steel, coa, power, aluminum and plywood
industries. Raipur isabundantly rich in mineral resourcesalso hasa
biggest market of steel and ironin the country. Thereare about 200
Steel Rolling Mills, 195 Sponge Iron Plants, 6 Steels Plants, 60
Plywood Factories, 500 Agro-Industriesand 800 Rice Milling Plants.
All Important Cement CompanieslikeAmbuja, Century Cement, and
Lafargehaveapresencein acity.

Raipur isaFast Developing City even beforeit wasgiven a
Capital Status, it hasitsown factors of importance like Abundant
Natural Resources, Surplus Power, Low Cost Labour, Availability of
Land, Peaceful Industrial Work forceareavailable herewith plenty of
other factors. With rapid development city isgoing through major
Structural and Functiona changes, which hastremendousimpact on
population growth and need of infrastructure devel opment. People
livinginnearby citiesand villagesaswell asfrom other statedso are
migrating herebecause of increasing job opportunities. With increase
of population need of infrasture development isfelt like Devel opment
of New Houses, Hospital, School, Collagesetc.

Expansion of city has become necessary according to
ConstantinosA postolar Doxiadis, an eminent architect and planner
said, “The greatest problem of cities was the problem of managing
growth”.

To overcome this Government of Chhattisgarh decided to
construct aNew Capital City, NAYA RAIPUR alsoknown asATAL
NAGAR, located about 17 km southeast of Raipur. Theimportance
and significance of city haveincreased many timesdueto itsnew
capital statusand coming up of new urban center near the existing
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city, soit hasto shoulder two responsibilitiesi.e. Administrativeand
as Economic Capitd Of State

Naya Raipur has been planned to serve not only as the
administrative capital of state of Chhattisgarh but also to cater the
infrastructural needsof industry and tradein theregion.

AsCity isExpanding and Popul ationisincreasing therol e of
women isa so Expanding and Changing. Many women started doing
either jobsor running business of their own. From last decadesthe
number of workingwomenrratio hasincreased in Rai pur. \WWomen now
havetotravel morefor their jobsand business. Ascity coversmuch
larger areaand ishighly crowded, it takesmuch moretimeintravelling
to reach at destination. Market areais elaborating new malls are
openingin city .Market isnot limited up to certain area. Aswomen
step out of their housesto earn, the expenditure capacity of family has
increased but asmarket el aborate, trafficincreaseand city expanded
travelling back to home after job/work isadifficult exercise. After
coming homenone of them have energy to go market again specially
women who haveto look out their house responsibility also because
of lack of time and energy scope of online shoppingisincreasing.
Productsof daily needslike vegetables, milk, daily productsetc they
can be purchased while returning home from work or nearby stores
but other goods of lifeisdifficult to manage. Here Online Shopping
comesasagreat Solution of many problems. Wholefamily can spend
timetogether at homeand buy product of their need, having multiple
choice and rangewith attractive discount policy and other facilities.
SiteslikeAmazon, Fipkart etc promisesgood quality product, with
easy return policy, cash on delivery option and especialy fast delivery
helpsalot. Working women can easily manage both job and homeif
they prefer Online Shopping. Some awareness program must be
developed so that women specially working women can easily
understand the benefitsof OnlineBuying and can easily ba ancebetween
their Jobsand Home.
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2.5 Educational Development

Education isthe most powerful weapon which you canuseto
changetheworld. Nelson Mandela

Educationisthe passport to thefuture, for tomorrow belongsto those
who preparefor it today- Malcom x

Raipur wasthe Second Important Commercial Center after
Indore, when it was a part of erstwhile state of Madhya Pradesh
{ Raipur Development Plan 2011} . Before getting the status of Capitdl
Raipur wasthen dso aDeve oping City whichisgrowingvery fast. As
thereisanew job opportunities, peopl e started moving inwith their
families and the existing city went through amajor structural and
functiona changesbecauseof it. Raipur getsitsstatusof capital on 1
November 2000. Education illuminated with anew face. Raipur
emerges asan educational hub of Chhattisgarh. Averageliteracy rate
of Raipur is75.56% out of which 85.24% aremaleand 65.75% are
femde.

Many National and International School and Collages have
emerged asaleader inthefield of Education.

Institutes like Engineering, Management, Medical and Law
which has nationd importance hasmadetheir presence here. Rai pur
isthe only city in Indiawhich is home to IIM, NIT, AIIMS, and
Hidayatullah National Law University etc.” Meeting the educational
needsof today, withtraditiona wisdom of yesterday and thetechnology
of tomorrow” it must be the main motto in educational development.

2.6 Growth of Commerce and Industry

Raipur isawaysacommercid center whether it wasin Madhya
Pradesh or in Chhattisgarh. Raipur just astime hasmaintained its
speed/robust of economic growth. Today Raipur is one of the
esteemed/desired citiesfor investment. Government aimistoinclude
Raipur’s name in the list of developed city of India. For that Rapid
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Growth of Economy and Regiond Baanceismust. Government should
giveaproper atentionin building ahedthy environment for Investment.
New Job Opportunities must be created and focus must be madein
increas ng production of Industriesand Devel opment of infrastructure.
Rai pur a so hasmany Small Industrieswhich playsaVery Important
Rolein Economy of Raipur; Special attention must be paid to them.

Raipur isamong the biggest markets of Steel and Ironinthe
Country. Thereare about 200 Steel Rolling Mills, 195 Spongelron
Plants, at least 6 Steel Plants, 60 Plywood Factories, 35 Ferro-aloy
Plant and 500 Milling Plants. All Important Cement Manufacturing
CompanieslikeUltratech, Lafarge, Ambujaand Century Cement have
apresenceinthecity. 90% of theVillagesareeectrified.

After Raipur becoming Capita of Statemany Prominent Center
has Emerged here such asWagon Repair Shop, Heavy Machinery
Plant of Jindal Group, LPG Bottling Plants of Bharat Petroleum and
Hindustan Petroleum, Bharti Wal-Mart pvt. Ltd.

FigureNo. 1- Growth of Commerceand Industry

A. Growthof Infrastructure

Infrastructureisthe Fundamentd Facilitiesand Systemsserving
aCountry, City or Other Area, including the service and facilities

32



necessary for itseconomy to function. Infrastructure iscomposed of
public and private physical improvements such as Roads, Bridges,
Tunnds, Water Supply, Sewers, Electrica Grids, Telecommunication
{ including internet connectivity and broadband speed} .

Thereisarevolutionary changein Rai pur, not only NayaRaipur
isemerging withvirtue but many changescanbeseenin Old Raipur as
well. New Malls, Road, Multispeciaty Hospitals, National and
Internationa Educationd Ingtitutes, Bridges both under and over etc
are being constructed to give a new look to Old Raipur City.
Government alsointroducesanew project say skywak whichisfirst
of itskind not only in Raipur but also in Chhattisgarh aswell. Old
transformersarereplaced by new underground transformers, multilevel
parkingisconstructed inthe heart of cityi.e. in Ja Stambh Chowk.
Government doing hard effortsto giveold Raipur asmart ook under
smart city project.

Government decidesto makeaPrestigiousand Beautiful Capitad
City with every possiblefacility and with least financid burden possible
facility and with least financia burden on State Government. kamal
vihar project isaexampleislaunched under Central Government
Pradhan mantri Awas Y ojana. Chhattisgarh housing board pays much
moreattention towards peopleof low incomeor weaker section group.
Kamal vihar isaproject which promises Green environment, proper
sewersfacility, rainwater harvesting facility, parksfor children, safe
and secure environment for everyone.

With continuous devel opment of old Raipur, NayaRaipur is
also developinginrapid speed. Situated about 17 kms southeast of
current Raipur islocated between NH53 and NH30. The New Airport
Swami VivekanandaAirport issituated in the heart which separates
Old city from New city. Naya Raipur has a premier educational
indtitutionsshifted from Raipur, Hidayatullah Nationd Law University,
Indian Ingtitute Of M anagement, Nationd Ingtitute of Technology etc
aresomeof them. Shaheed Veer Narayan Singh International Cricket
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Stadiumisasoin NayaRaipur whichis2™ |argest stadiuminIndia
and 4" largest in world. Heart hospitalsfor cardiac servicesalong
with children heart care center, jungle safari arethe present status of
development here. NayaRaipur aso hasafacility of freewifi zone
which givesacity smart [ook.

B.

Facility
Raipur doesn’t come in the list of metro city yet but has all

necessary facilitieswhich acity needsfor itsstructural and functional
deve opment. Someimportant facilitiesareasfollows.-

1.

Chhattisgarh is an Educationa Hub, many National and
International Educationd Indtituteisheresuch asindian Ingtitute
of Management, Hidayatullah Nationd Law Universty, Nationa
Institute of Technology etc.

Worlds 4" and India’s 2™ Largest Cricket Stadium is here
“Shaheed Veer Narayan Singh International Cricket Stadium”

Raipur also hasan International airport named after Swami
Vivekananda

Many Shopping Mallsare herein Raipur city which provides
Many Facilitiesof Food, Cinema, Gamesetc

Thereare many Food and Beverage Franchisesin Raipur like
KFC, PizzaHut, Dominos, and Subway Etcwhichdso provide
fadlitiesof HomeDdlivery.

The Face of Railway station of Raipur has changed totally as
many facilitiesare available herelike Water ATM Machine,
Hotelsat Stations, wifi Zone { passenger can book tickets at
rallway saiononlinewithout sandinginlong queue} , Escaaor
facility etc.

New Busservicesare provided by government especially in
theroot of NayaRaipur, Airport, Bhilai etc.

There is Amusement park and Jungle safari for children’s and
park based on solar energy isa so here named Urjapark.
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10.

11.
12.

13.

Raipur has someof thebest Multi speciaty hospitaslike MMI
Narayana, Ramkrishnacare, AIIMSetc.

New Bridges are under construction to solvethe problem of
traffic emerged dueto Increasein Population.

Multi Leve Parking Facilitiesareherein Raipur.

A New project of Sky Walk isintroduced by Government. The
bridgewill be madein ring form and will connect one part of
road to another.

TheVast Telibandha L ake was beautified and devel oped by
Tourism Department of Chhattisgarh. it is also called as Mini —
MarineDriveasalook of Marine Driveisgiven. Thisplaceis
always crowded and people enjoy herewithther friendsand
families

2.7 Raipur asA Sate Capital

A.

Old city and Market
History of Raipur isvery rich and refined. Raipur derived its

nameby Kdchuri king Brahmdev Rai who established it asthecapitd
of hiskingdomintheearly 15" century { Sandarbh Chhattisgarh 2000}

Raipur is an old city. Before being Capital of State of

Chhattisgarhitisconsidered to be small but with changing timeand
devel opment now Rai pur isreckoned among other important cities of
India. Though Raipur isconsidered asone of thefast developing city
yet theold and traditiona marketistill aive.
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TableNo- 2.5
Market in Raipur

SN. Market Area Products/ltems/Things

01. Gol Bazzar Rashar/Kiranaretal, Beauty Products,
Cloths, Pots,Locks, Bangles, Iron
Trunk, DonaPettal, Plastic Items

02. MaviyaRoad Cloths, Bags, Shoes, Food and
Bakery.

03. K.K.Road Vehicle batteries, Auto parts, Tyres,
Scrap items, Automobile oil, Auto
enginerepairing etc

04. Shadtri Market Wholesdeand Retail vegetable

market.

05. GaneshRam L eather and Plastic Shoesand
Nagar Chapels.

06. BajnathPara Clothsand Daily Needs.

07. Sadar Bazzar Jeweers

08. Sdtti Bazzar Booksand Stationeries

09. Bombay Market | Tools, Nut and Bolts, Constructional
Equipment.

10. Gurunanak Chowk | Furniture’s

11. StationRoad Pumps and Machineries, Industrial
Goods.

12. Ramsagar Para Grainsand Foods

13. Badha Para Wooden items for villagers such as
Whedl sfor carts,

14. Pandai Chaokhatsfor Doors. Fashion, Cloth
and Wedding Market

15. Ldpur Fruit Market

(Source:-Raipurbazar.com/page/the Raipur)
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B. Development of New Capital

Asweknow that after being astate capital on 1% November
2000 anew eraof Raipur city hasbegun. ThereisaNoticegble Speed
on Development of Raipur city after being capital but thereislack of
bas cinfrastructureor wecan say physcaly incompetent to run politica
and social businessfrom old city. It ishard to believe but fact isthat
government of Chhattisgarh hasto run some of itsdepartment from
old public building as they don’t have any other option like state
secretariat hasbeen running from old hospital buildinganditsVidhan
Sabhaishousedinacentra government research centre. Government
of Chhattisgarh alsotried to revive Raipur city itself but cleaning up
the mess of bad roads, creaking infrastructure, narrow streets and
huge sewage problem would have been sometask. Itisalso observed
that Raipur doesn’t have environment to attract new knowledge —
based and specialized industrieslike I T and Biotech. It wasfelt by
government that it isnot possibleto bring changesin aready settled
city. Soto overcomed| thesedrawbacks government plansto develop
asmart dty. A Prestigiousand Beautiful city with every possiblefecility:-
NAYA RAIPUR/ATAL NAGAR

Itisthe4™ planned city of India. Thedesign of city isbased on
grid pattern plan and urban design of the new city will incorporatethe
best of internationd citiesaswell astraditional Chhattisgarh culture,

Naya Raipur/Atal Nagar will get aworld class convention
centre, afivestar hotel, AnIT sez, A gem and Jewelry SEZ, A theme
residentia township with agolf course, AnAmusement Park, Super
Specidty Hospitals, Commercid Office Space, Museum, Art Gdlleries,
Entertainment Parks, botanical garden, A Law University, An
Educationa Hub, A 60,000 Seated brand new Cricket Stadium, A
Cultural Centre, Malls, Sports Complex, A Logistics Hub with
Warehousing, A Transport Hub, and lots of other housing within 10-
15 largetown ship and some small onetoo.
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300 hectares are being devel oped for the capital complex and new
vidhansabha, a soin near futurewe could enjoy anight safari at Naya
Raipur. In near future bus based masstransport system with dedi cated
buslaneacrossthecity isgoingto develop. Therewill alsobeanew
rail connection aswdl asexpressvay between Raipur and NayaRaipur
soon.

Inlong runthough, the non-polluting knowledge based indudtries
whichwill besetup inthenew city should help Raipur aswell with
more Employment.

Raipur will a so get much needed recresetion and entertainment
options, which completely lack today.

2.8 Need of Sudy

Rai pur gained his Economic Statusin aVery Short Period of
Time, itisnot even two decadesthat Raipur emerged asaState Capitd,
athough speed of devel opment andinfrastructureisgrowing very fast
but then a so there are some aspects which still need more attention.

It isseenthat Chhattisgarh hasbetter IT and Electronic policy
and government isdetermined to develop the I T sector in state.

But then also theuse of Internet isstill limitedin Raipur city
especially for Online Shopping. Today’s world is the world of
technology andif Ral pur wantsto competeand survivein market then
it must know about |atest technology and itsuses. Itisseen that there
isan enormous possibility of Online Shopping in Raipur city but due
to lack of proper information and awareness about Internet itisnot
possibleto develop itsuseand it effect the growth of economy al so.
To overcomed these drawbacksgovernment should take somemgjor
sepslike awarenessprogram, which hel psin giving knowl edge about
Internet and Online Shopping, so that buyers can buy productsin
smart and cal culativeway. Also some socia groupsor businessman
who dealsin E-Shopping must also to step forward to explain the
benefitsof Online Shopping likeHow Online Shopping helpsin Saving
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Time, Money and Energy, How to find out hidden information and
detailsof product. Although introduction of JJO hasmake somework
of awareness easy but then also thereisalong way to go.

A Study of Buying Behavior through Online Shopping subject
sdl ected by Researcher with specid reference of working women of
Raipur city. Thestudy isimportant asitisknownthat roleof womenis
rapidly changing after Raipur being astate capital. As numbers of
working women’s are increasing so are the burdens over them. A
woman aways playsan important rolein buying decisionsfor their
home. Asthey step out of thehouseto earnlivelihood, there buying
behavior changesaccordingly. Asthey becomefinancidly strong, there
pattern of spending haschanged. The changing roleof women brings
burden over them of managing home and work together. Although
managing bothisnot impossblebut of coursedifficult. Onlineshopping
emerged asagreat help to manage her work orderly, but dueto lack
of awareness working women’s are not using these facilities properly
which are provided by online shoppers. Thisstudy helpsworking
women in awaking them about online shopping by telling them the
benefit of it, likehow by buying onlinethey can managether timeand
saves energy both a so how they can buy products of their choicein
affordable price. The study aso helps the online shoppers to
understand the changing buying behavior and pattern of working women
for shopping so that they can d soimprovetheir marketing strategies
and makeimportant changesaccordingly.
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03 OVERVIEW OF
BUYINGBEHAVIOUR

3.1 Buyers Behaviour

To understand Buyers Behavior it must be understood who
buyersare. Buyersplay avery vitd roleintheeconomy of any Country.
AnIndividual whoisinfluenced by Marketing and Advertisements
andinsaidinfluencehetakesdecisions, whether to purchaseor not to
purchase aproduct or servicefor persona useand not for resale or
manufactureisaBuyer.

IntheField of Economics, Marketing and Advertising, abuyer
isgenerally defined asto onewho paysto consumethe Goods and
Services produced by sdllers. Buyers can said to be person, whois
generally categorized asan end users.

Buyer’s Behavior is a Complex study focuses on understanding
the psychology of an Individual Customer/Buyer or Group, Families
or Household or Organization, that how they usetheseresourcesin
thebest possibleway i.e. Time, Money and Effortsor how they search
and sdlect the product of their choice. Severd activitiesareincluded
in decisions of buyersto purchase or receipts of product. Some of
theseactivitiesare -

A. Exploringfor information about product features.
B. Evauationor comparisonsof priceof product.
C. BrandLoyalty.

D. AftersadesServicesetc

Buyers behavior analyst/ expositor, explore these type of
behavior whichinclude:-

1. What kind of product buyerswant to buy?
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When they want to buy?

From wherethey want to buy i.e. from Mall, from Online or
from Particul ar shops?

N o g a

How often they Buy?
Dothey evauatethe product after usingthem?
Dothese Evd uationsaffect their future purchase?
How they pay for their product i.e. Cash or Card?

8. How they Disposeof theremaining product etc?

All theseanaysisarevery important for amarketers/ producersfor
making market planning and market strategy to survive in today’s
dynamic and tough competitivemarket.

Product again or
not?

Table No. 3.1
BuyersBuying Behaviour
OBTAINING CONSUMING DISPOSING
1 What product 1 How to use product? | 1 How do you get ride
to buy? of remaining product?
2 From where 2Whoisgoingto 2 How much product
to buy? consume Product you | You use and waste?
or someone else?
3 How to buy? 3 How you manageto | 3 Do you resale the
store Your product? Remaining product?
4 How to pay for | 4 whether you are 4 Do you recycle the
product? going to purchase Remaining product?

5 From whom to
buy?

Although Every Buyersin theworld thinksand act differently
anditisimpossibleto expect sameaction from every buyersinsingle
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situation. But then a so marketers expect that by understanding what
causesthebuyersto buy particular goods and services, they will be
ableto determine: Which product are needed in the market place,
which areobsolete and how best to present the good to the consumers.

The study of buyer’s behaviors also assumes that the buyers
areactorsinthemarket place. The perspectiveof roletheory assumes
that buyersplaysvariousrolein market, artingfrom theinformation
provider, from the user to the payer and to the disposer, buyersplay
theserolesin the decision process.

BUYER DECISION PROCESS
Need Recognition

l

Infor mation Search purchase Decision——Actual purchase

o |

Evaluation of Alternative Post Pur chase Behaviour

(Source: https://www.b2b marketing.net/en/resources/blog/5-step-
understading-your- customers-buying process)

Theroleasovary indifferent consumption Situation, for example
mother playstheroleof products Consumed by thefamily. Influencer
inachild’s purchase process, where as she plays the role of disposer
for the Buyer’s behavior can also be defined as a field of study of
focusingonbuyersactivities.

3.2 Factors Affecting Buyers Behaviour

Every personsor individua hasadifferent psychology, different
way of thinking and reacting, Different environment inwhich hegrew,
different cultureand belief they follow, al thesefactorsHasagreat
and deep impact on sel ection process of buyers. There are so many
internd and Externd factorswhich directly and indirectly encourages
buyersto buy or not to buy products. There are somefactorswhich
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caninfluencebuyersand someare organi zationd factors. Someof the
factors can be controlled whereas some cannot be.

TableNo. 3.2

FactorsInfluencing Buyer sBehaviour
Consumer Organization Related
Factors Related Factors
Culture —Personality Brand Product
Family - Lifestyle Advertisng word of mouth
Value — Income Promotion
Avallability- Resources Price- Retail Display
Attitude- Feding Service- Quality
Knowledge- Past Experience | Convenience- Storeambience
Motivationfeding Packing Loydty- Programme
Peer Group Ethnicity

Abovechart recognizesthat thereareenamorsfactorsthat affect
the buying behavior of Buyers, they may be Caste, Education, Socid,
Status, Occupation, Habits, Emotional attachment, Brand royalty etc.
Itisnot possibleto explain/anayze every possiblefactor/aspect which
effect Thebehavior of buyersbecauseevery individud or every buyer
has different psychology or it Can be said that every factor or aspect
has different effect on buyer, so hereresearcher try to Explain only
those Factorswhich have akind of similar impact on every buyer.

A.  Social Factor

Socid factorsplay avery clout roleininfluencing thedecision
of buyers. Humansare socid animals, mean peopleare needed around
and prefer livingin crowd whichiscalled society. Ashumanlivesin
society i.e. between people, they all directly and indirectly affect
thoughts and decision of each other. Talking and discussing various
issueswith each other resultsin proper ideaand solution. Thisideaor
solution effectsour buying decisondso. Socid factorseffecting buying
behavior of buyerscan be classified asunder:
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TableNo- 3.3
Factor Affecting Behaviour of Buyers

ENVIRONMENT BUYERS
BEHAVIOUR CONSEQUENCES
Marketing Buyers Response of Result of Buyers
Environment | Characteristics Buyers
The relationship
Product ,Price | Culture Product between consumer
Place, characteristics, expectations and
Promotion Social class and | Choice of | product perceived
basic value | Product, Service, | performance.
|learned from | Idea, Event,
family. Persona
Macro Social Brand Positive
Environment | Characteristics
Demographic, | Reference group, | Choice of specific | Satisfaction  and
Age, Gender, | family role, and | brand based on | desire to repeat the
Occupation, status knowledge or | behavior.
Population experience
Economic Per sonal Dealer Negative
Environment | Characteristics
Buyers, power, | Age, Lifecycle, | Choice of place | Dissatisfaction and
spending Occupation, of purchased | desire not to repeat
characteristics | Economic based on | the behavior.
situation, Life | knowledge or
style, Self | experience.
Concept
Political Psychological Timing
Environment | Characteristics
Law, Motivation, Choice of when
Regulatory Perception, | o purchase or act.
agency, Learnm_g, Bdlief
Pressure group and Attitude.
Cultural Amount
Environment
Choice of how
Technologica much to purchase
and Natural
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1. Bedliefsand Culture
Bdief isastateof mindinwhich apersonthinksthat something
existsor istrue, especially onewithout proff.

Culture compriseof set of valuesand ideol ogiesof aparticular
community or group of individuass. Itisacultureof anindividud which
decidestheway he/she behaves. In ssimplewords, cultureisnothing
but valuesof anindividud. What anindividua learnsfrom hisparents
and relativesaschild becomehisculture.

Therearemany characteristicsof culture:-
1. Cultureisinvented.

Cultureisleaned and learned.

Culturedisshared.

Culture satisfied needs.

Cultureisnot Static.

o s~ WD

AsCultureislearned, leaned and shared and isnot static, its
components are passed down through generationsto generations, to
provide guidance and directionin all the phases of life. People not
only livein group but asofollow the crowed hencefactorslike culture
and bdief haveasgnificant effect onindividuasbuyingdecison. Every
individud havedifferent setsof habits, belief and principlewhich he/
shedevel opsfrom hisfamily statusand backgrounds. What they see
fromtheir childhood becomestheir culture. Hence cultureand belief
can’t be separated when buyers decides his behavior for buying
products.

For eg.:- Femdestayinginwest Bengal or Assamwould prefer
buying sareesas compared to western. Girlsin south wear skirtsand
blousesascompared to girlsin north Indiawho aremore comfortable
insalwar kameez. Similarly maeconsumer would prefer adhoti kurta
duringauspiciousceremoniesineastern Indiaasthisiswhat their culture
is

45



Each culturefurther comprisesof various sub cultures. Ascultureand
belief hasan impact on buying decision soissub culturehas such as
Religion, Age, Geographical location, Gender { mae/femae}, Status
etc.

GEDGRAPHICAL
LOCATION

DIAGRAM OF SUBCULTURE

2. LifeSyle

Second part which comesunder socid factorswhich affect the
buying behavior islifestyle. Lifestyleisabasic concept whichhelpsin
understanding the complicated Consumer Behavior. When aperson
or group of person chosetheir living condition, habitsand behavior in
aparticular way or manner, or it can be said that habitsthat reflects
vauesand attitudeitiscalled LIFEST YL E. Inamplewordstheway
inwhichindividua or group spend money and timeishisLifestyle.

Society dwayskeepson changing but fromthelast decadesit
has changed tremendously. Technology, Industrialization and
Globalization are someof thereasonsfor thedrastic changes. These
changes have adeep impact on buying behavior. Buyersnow observe,
think, evaluate and then buy product accordingtotheir choice lifestyle,
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Thecomponentswhichareincuded or comesunder thelifestyle
ae

ATTITUDE

VALUES BEHAVIOUR
AND HABITS

Componentsof LifeStyle

Standard of livingisincreasing and changing. Soistheliving
condition, behavior, habit, valuesand attitude. A buyer who bel ongs
to upper or upper middle classwill spend hismoney in luxury items
but buyers who belong to middle or lower class can’t spend their
money on luxury, they prefer surviva items.

Today wholeworldischanging into materidisticworld. Value,
Behavior and Attitude all has new definition today. Outer |00k or
physica gppearanceof personlikeWhat hewear, How that individua
looks, what kind of product he use, Does he owe car or not etc.
make theimage of the person and they arejudge by their image. All
these have deeply changed the process of buying of buyers. Earlier
only upper classor upper middleclasspeoplemaintaintheir lifestyle
likethey do bowling, cooking, car racing, going to charity events,
having pets, joining palitics, watching sportsin stadium or television
and so on but now middle classand lower class peopleasotry to
maintain life style. Buying behavior has changed totally in race of
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maintaining life style, now people only prefer and buy branded
products, do shopping from big mallsand exclusive showroom etc.
Buyerswho belong to lower middleclass buy product on E.M.I or
takeloan or alsowait for salesand discount scheme, only to maintain
therr lifestyle. Although life style play positiverolein economy but has
both positiveand negativeimpact on buyersbehavior

3. Awareness

Awareness and knowledge has become critical element in
changing theattitude and behavior of buyerstowards products, which
inturnsisrequired to makethegrowth in themarket.

Awarenessisoneof thesocial factorswhich affect the buying
behavior of buyers. Awareness means attention, alertness, and to be
onguard. Thisrequiredisciplineof your mind and itsgenera training
to be habituated.

Buyersare more aware and conscioustoday than ever before.
Now they pay moreattentionin sdection of product. Previoudy qudity
and pricewerethe only measurement which buyersconsider but now
withquality and price, product lifecycle, features, ingredients, discounts
and E.M .| schemes, guarantee/warranty etc areal so considered and
then after dl these eva uation buyers decideswhether to spend money
onthat product or not, whether that product isworth full to spend on
itor not.

Anundyingthirst of knowledge-to-understand and learn about
thingsaround us can be established by Awareness

Market was more hidden previously but now there are many
waysto reach the product of our choice. Internet, advertissment details
of product { whichisnow compulsory to display on packet of product}
etcareplaying very vita rolein buyersawarenessprogram. They not
only help in product selection but also help in knowing theright of
buyers.
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As it was said “Knowledge can influence human’s decision and
action”.{M. Earchern and wamaby 2008 and Liang and Xanyyu 2008}

Buyer isakingtoday andisfully awareabout hisown choices.
Producers/manufacturer can’t convince them easily, they have to share
each and every detail along with variety of product otherwise it
becomes very difficult to survive in today’s tough and competitive
market, awareness of buyersaswell asproducersimposeasignificant
influence on buying behavior. Our government also takes active
participation in awareness program. Government makessomerules
whicharemandatory for every producer to follow whilemaking product
likeFASSI & BIS. Inany product either it isgrocery, packed food or
any other product if FASSI { food saf ety and standard authority of
India} or BIS{bureau of Indian standard} is mentioned than that
product is considered as of standard quality and safeand it can be
consumed without any hesitation. Although Buyersarenow aware of
these standard and buy product by only seeing the symbol of these
standard then a so government isadvertisng moreand moreto make
public understand about standard and signs mentioned in the packet
likered dot isasymbol of non veg product while green dot means
veg. Buyersawarenessnot only changeshuman behavior, and decison
but a so hel psin contral, eimination and modification of precede. Thus
effectivebuying behavior can only bemateridized through awareness.

B. EconomicFactors

Buying behavior isinfluenced largely by economic factors. A
consideration regarding how abuyer disposableincome and other
financid resourcestend to impact their buying activity.
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If economic condition of abuyer isnot stableit will affectits
buying capacity. Also buyers spending decisions are known to be
greatly influenced by the economic situation prevailinginthe market.
A positive economic environment is known to make buyers more
confident and willingto indulgein purchasesirrespective of their
persond financia liabilities. Following economicfactorshelpsusin
understanding the buyersbuying behavior.

1 Pricing
Priceisthevaluethat isput to aproduct or serviceandisthe

result of acomplex set of the ca culations, research and understanding
andrisk taking ability.

Consumer/buyers always make adecision under comparison
and deliberation. Pricing play with buyer’s psychology. The price set
for aproduct or service hasavery significant effect on how the buyers
behave. If buyersbeievethat the price charging by producer islower
than competitorsit could causeamajor spikein sales, but if priceset
by producersissignificantly higher than expected, the response can
be disappointing. In either case a change in price could produce
unexpected resultswhen it comesto buyers buying behavior.

Now aday, thereisatough competition in market between
producersto get buyerswho arencot only loyal but aso sustained with
them. Producers sometimetry to attract buyersby playing mind games
withthemlikeinstead of showing price on around figurethey mention
pricelike499 or 399. Buyershasgreat impact ontheir psychology of
thesefiguresthey think that they are paying lessi.e. only 499 whichis
amyth becausethedifferenceisonly of onerupeeincovering 500.

Dueto the potentia ly unexpected effects of priceon buyersit
isimportant to set theright pricefrom the start. Making achangeto
the priceof product or serviceisvery risky. If priceof existing product
and sarvicesareraised and if sameproduct isavail ablewith competitor
at lower price than there may be a risk of losing a customer
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permanently. Thiswill not gpply on productswhich areof high demand
andif hasamonopoaly. Infact charging ahigh price compared with
others, similar product and service sometime entices buyer to buy
because some buyers equates a high price with asuperior quality
product.

Loweringor initially setting alower pricethan expected can
haveadifferent set of effectson abuyer. In onecase, apriceconscious
buyer isgrateful for pricebreak and will possibly stock up ontheitem
at thelower price. In other cases, the buyer could be suspiciousof the
low price and assumethe product of lower quality.

Pricing is the only clear factor that produces money and
providesobvioussigna of successor failure of product and service.

2. Trust
Trugtisthefedling of security whichimpliesan unquestioning
belief on something. Trust isboth emotional andlogicd act.

Trustisregarded to beimportant in the conduct of human affairs
by many researchers from different field including economists,
psychologist, sociologist, and management theorist { Hosmer 1995}

TableNo. 3.4
Aspect of Trust
AUTHOR ASPECT
Reen and Levine[1991] | Fairness, competence, faith, objectivity
Mayer et.al [1995] Ability, Benevolence, Integrity
Frewer et. Al [1996] Accusrate, Knowledge and Public Fare
Peter et. Al [1997] Concern and Cure, Honesty, Openness and Expertise.

(Source: An analysis of consumer purchasing behavior from
trust perspective: -edepot.wor.nl/384740)

Trust isthe second economic factor after pricewhich conveys
thebuying behavior. Trustisavaluableresourcefor acompany and
their business{jiang, jones, javie 2008} to stay in businessfor long
run and to get locdity from buyer. Producer/businessman should earn
trust of buyers; it hasapositive impact on buying behavior. Buyers
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sometime agree to pay more than reasonabl e price to protect him
fromfraud.

It was said earlier that trust is inbuilt but in today’s scenario
trust can also beimposed by outer actions. In built trust isthat trust
which comesafter using product or after buyerspersonal experience
and imposed trust isthat whichis created through advertisement and
publicity etc. responsibility of producersmarketersaremorein second
typeof trusti.e. imposed trust.

Oncethetrust of buyersestablished onany particular brand or
itsproduct thanthefrequency of buying that product increasesbecause
he has ensured himsdlf about the product quality, price, servicesetc.
al theseareingredientsof trust which makes buyerstempt to buy that
product againwithout hesitation.

3. Conveniences
A qudlity or situation that makes something easy or useful for
someone by amount of work or timerequired to do something.

Convenienceisalso one of thefactorsalong with Priceand
Trust which affect the behavior of buyers. In today’s busy schedule it
isnot possiblefor everyoneto spend good quantity of timeand energy
inbuying processi.e. in selection and eva uation of product. Both cost
of good and serviceand cost of convenienceistakeninto consderation
beforeactua/physica buying of product. Asnumber of product option
isads0increasngwith expang on of market, it becomeamost impossible
for buyer to visit every shop, mall or showroom. Although the
infrastructurei.e. road, bridges etc arein supportive positionthen
alsoit takestoo much timeto travel and cover the distance of city
from one corner to other as markets has expanded. Buyersaways
want to shop and dine at the place that are convenient to them or
which arenot far away fromhiscurrent location.

52



cowzawcgmy

Convenience cost are incurred through the expenditure of time,
physical and nervous energy and money required to overcomethe
frictions of space and time and to obtain possession of goods and
services.

For making buying process easy for buyers, producers/
manufacturer areaso playing their role by displaying outside of the
product about goods and services, which helps buyersin saving
physical aswell asmental energy, time, and research cost. Details
showninthe packet hel psin easy eva uation and selection of product.

Buyerstoday prefer Online Market to shop becauseit hasa
great option of Convincewith no extracost of travellingand carrying
{ because of homedélivery option} . It helpsin saving resources{ time,
effort and energy} and decreasesfrustrationfrom buyers.

4. Marketing Strategies

A strategy isageneral plan or set of plansintended to achieve
something, especialy over along period.

Marketing strategieshasasignificant impact onour daily life; it
helpsin finding and attracting new clients or buyersfor business.

53



Marketing strategy is created before businessis started and helpsin
influencing Thoughts, Beliefs, and Attitude etc of buyers.

Onanaverage, aconsumer isexposed to several promotional
tactics every day. The television aone accounts for 6 hours of
commercid advertisement every week { LAMB et.d .} . Inadditionto
the Television, consumersa so gaininformation from other formsof
mass medialike Magazines, Newspaper, and Radio etc.

Such advertisement has amassimpact as consumer, change
theway they purchase products. Althoughit isextremely difficult to
change the Beliefs, Attitude and Character embedded deep in the
rootsof person but most of thetimemarketing makesit asmpletask.
Promotional activitiesare mostly successful in changing negative
goproachestopogitive. For ingtanceif aconsumer isloya toaparticular
brand, advertisement may change their frequency of purchase.
Marketing strategy affect in such an extent that client may opt from
onebrand to another.

Theimpact of marketing Strategy on buyingbehavior isexplained
by Gort and Klepper [1982] asaprocesslife cycle consisting four
dages.

Introduction

Here, organization inform buyer about thenew product. Inthis
stage sales of product begin.
Growth

Here, theproduct hasgained theleve of stability inthemarket.
Thewdl established hold pushesitssaesfurther.

Maturity

Onreaching maturity, the product reachesitsoptimum level of
sdesi.e. sdlesremainthesame,
Decline

Finally, the product sales start to decreasein thisstageasa
result of competition, substitute product etc.
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Marketing Srategy and itsI mpact on Buying Behaviour

| Out Comes Individual firm Society ‘

‘Consumers Decisions Process Problem recognition Information search
Alternative evolution purchase use evolution

¥

Marketing Strategy Product, Price, Discount, Promotion, Service

Describe each group select attractive segments to trigger use Evalution

‘ Marketing Analysis company competitions conditions consumer

(Source Howkins (2006) “consumer Behavior”) https://www
project-guru.in/ publications/importance-consumer-behaviors-
mar keting-strategy/)

3. Personal Factors

Everyindividud hasadifferent Persondity, Taste, Habit, Hobby,
Education etc. All thesefactors haveastrong effect /influenceintheir
Buying Behavior. Asevery personisdifferent their way to react on
somesituation can a so be different. Thishappenswhen buyers buy
product or take decision of buying something, Every Psychology is
different henceevery selectionisdifferent, that resultin adiscreteway
of behavior, attitude and perception towards certain productsrel ated
to the heredity and the experience of early childhood.
a. Income L evel

Peopl e today becomeimage and status conscious. Level of
income hel psabuyer to decidewhether hewantsto spend money on
luxuriesor opt to save. Income playsadifferent kind of gamewith
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earners. When buyersmoveup onincomeladder, the patterninwhich
hewas consuming changetotal ly he spend more on luxuriesitem than
basi ¢ needs. Hispriority changescompletely ashetry tomaintain his
standard of living only and ontheother hand if level of incomeremain
constant or low than basic needs gets priority. Increase inincome
level increases not only consumption capacity but also makes buyers
lesssengitive towards price change of goods. Incomecan beclassified

into two parts.

}
[ bisposaBLE NcomE ]

Disposableincomeisanincomeleftover after all necessary
payment and taxes. M ore disposableincomein hand more he spend
onvariousitem and viceversa. Discretionary incomeisincomel eft
over after dl necessitiesare madeand isused for shopping, luxuries
goodsetc. Asit increase expenditure al so increase and standard of
livingimproved. Futureexpectation of incomeadsoplay important role.
If incomeisexpected to increasein future than expenseson luxury
itemincreaseson the contrary and if incomeis expected to decrease
then expenditure on suchitemsaso reduces.

b. Psychology/Fear

Psychol ogy isasciencewhich ded swith human mind and how
doesit work/function. It hel psusin understanding the behavior or
reection of individud at different and samesituaion. Asevery individud
hasdifferent mindset/psychology their buying behavior isa so different
accordingtotheir persondity.

Consumer psychology isaspeciaty areathat studieshow our
thoughts, belief, feeling and perceptionsinfluences, how people buy
and relateto goods and services. Oneformal definition of thefield
describes itas “ The study of individual, group or organizations and
the processthey useto select, secure, use and dispose of products,
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services, experiencesor ideasto satisfy needsand impact that these
processes have onthe consumer and society.

The psychology of consumer hasanimpact onthesedecisions
like

A. How buyer choosebusiness, productsand services.

B. Impact of thought process and emotions behind the buying
decison.

C. Sdectionof oneproduct over another.

D. Effectof environmentd variablessuch asfriends rddives, family,
mediaand cultureon buying behavior.

Fear isone of the psychol ogicd factor that have animpact on
buying behavior. Itisaninner fellingwhich vary from personto person
and work asabig hurdlein decision making process. Thisfear factor
hasal so been using asatool by producers and marketer, to promote
their product. There advertisement of product givesus many reasons
to befearful, they describethe adverse effect or disadvantages of not
usingther product likeadvertisement oninsurance, R.O.water purifier
ad, ad of horlicksetc. Every timewe makeachoiceof product safety
isour main concern and it worksas ahammer in buying decision of
buyers.

C. Education

Buyer isonewho decideswhat to buy? When to buy? From
whereto buy? Whether to buy aparticular product or not? Which
brand to prefer etc? A buying behavior of every buyer isdifferent or
variesfrom each other because of taste, habit, income, expectations,
feding etc. oneof theimportant factor which also affectsthe buying
behavior iseducation.

Educationistheprocessof fadilitating, learning or theacquisition
of knowledge, skills, vaues, beliefsand habits.

Education hasapowerful influence on buyingbehavior. It helps
buyersto understand the working of market placein abetter way, so
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that they can improvetheir choice and way of selecting product and
can achievefull satisfaction. Education not only changestheway of
living or lifestyle but al so haveimpact on other aspectsof lifelike
changein socid groups, way to cel ebratefestivas, cel ebrating family
occasion, trave ling tool sway etc. All theseimpact thebuying behavior
like buyer now prefer ticket of 18 classor 2™ classinstead of genera
or seeper.

Education brings knowledge, knowledge of using technology.
It can change negative aspectsinto positive one. Thebeliefsand habits
can a'so be changed by education which can change the behavior of
buyerstowardsbuying decisions.

An education enhances one’s ability to identify, locate and
assmilaterdevantinformation{ kulviwat, et d 2004} . Higher education
givesentry totheprofessions. Socid aspiration and consumptionlevel
areraised { chisnall 1994} . As society become more educated it
becomes more sophisticated initsbuying behavior.

d. Familiarity with Computers

Computer/information technology isarevolution whichis
transforming every field of human activity either itisdaily lifeor
professiona lifeeverythingisaffected by it. Therewasatimewhen
computers can only be operated by one place because of sizeand
wiring and specid need of trainingfor operating computer ismust. But
now forms of computer has changed and new forms of computers
likelaptop, mobile, tablet, iPod etc areintroduce even acaculator is
acomputer. All these changethe buying process of buyersvery much.
Today everyonehave mobile phoneor smart phonein spiteof leve of
incomeand education. Higher or middlelevel income group people
can easly effort smart phone/computer and for lower level income
group peoplegovernment isplaying their role by providing them smart
phone under scheme of “DIGITAL INDIA”. Person is familiar with
computer or not, even educated or not but can easily use computer/
mobilebecause of easy way of excess. Jio also play animportant role
inmaking peoplefamiliar with technology.
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All these haveadeep impact on buying behavior, buyerseither
educated or not can easily search product and get dl information rd ated
fromit, they can d so search place nearby where product areavail abl e,
a 0 buyer hasan option of comparison of different product of different
brands. All these have animpact on buying process. Now peoplecan
get significant knowledge about firms, product and brand and can
make sound decis onwhileshopping.

e. Age
Ageisexperienceand sign of existence. Itisan old saying that
age bringswisdom and knowledge. Lifeisacontinuous process; we
all grow, develop and mature. We move from one phaseto another
phaseof lifewhich continuoustill death. Every phaseand stageof life
isimportant and hasits unique essence.
TheFour Stagesof Life
Sage 1:-
Play Limitation and Education Birth — Infancy — Childhood
—Adolescence
Stage 2:-
Sdf Discovery, Enterpriseand Adventurousness
Adolescence — Early Adulthood — Adulthood
Stage 3: -
Dedication, Contemplation, Benevolence Adulthood — Midlife
— Mature Adulthood
Stage 4:-
Retirement, Wisdom and Renunciation
Late Adulthood — Death
Every stage hasitsown emotion, attachment, social, politica
and physical valuea so own mind set, perception, priority, attitude
and characteristicswhich effect the buying processlikeyouthisvery
muchinfluenceby lower price, reasonableor low priceisasufficient
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reason for himto buy aproduct { say garments}, for middle age person
suitability isvery important factor and for elder person durability is
priority. Every stage hasits own significant factor for purchase of
particular product. To avery extend, mediaal so effect the buying
behavior at different stage. Youth can be easily attracted by
advertisement and publicity which encouragesthemto buy new product
without having sufficient information where as middl e age person
doesn’t believe fully on media they need mouth publicity also to be
influenced. When they hear from someoneknown that they use product
andisof good quaity and worthit to spend then only they buy. Whereas
older personisnot at al effected by advertisement or mouth publicity
becausethey normally areof rigid nature, with lots of experienceand
knowledge. So they prefer only those goods which they are using
from long time. Also along with age what people learn on their
childhood aso remainwith themlifel ong and effect thedecision behavior
at every stage of life.

f. Occupation

Any activity or work that providesaregular source of income
or livelihood ishis occupation. Occupation can bedescribed inthree
partsto understand the buying behavior.

Occupation
I
I I I

Business Profession Service

Itisnormally observed that businessman and professonashas
higher level of incomein comparison of serviceclass. Thisisadsoone
of the reasonsthat there decision making behavior towards product
may aso differ from oneanother, like businessman has ability to take
risk; thisquality also hasimpact on decision of buying product. They
can easily take risk in trying something new in market where as
professiona person decidesin different way, whether to buy aproduct
or not, before purchasing they do some market research and fulfill
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their query but differently from above both, service classmanisnot
going to satisfy by only market research and query, he go through
every possibleinformation hegets, compareit with other competitive
product, eva uateit and thenfindly buy. It isa S0 seen that businessman
and professiond both arehighly influenced by society, their socid group,
professiona and businessgroup, friends, relative, families, neighbors
etc. All these has agreat impact on their buying pattern where as
serviceclasspeople has degpimpact of family and friendsonly hence
al havedifferent pattern of buying. It isalso seen that their areaof
interest specidly in concern with consumption pattern/buying pattern
dsoaffect their decision, itisseenthat areaof interestisclosdly related
with occupation they arein likeaperson ininformation technol ogy
sector isinterested in new software, gadgetsetc. whereasbusinessman
isinterested in product which maketheir work easy like compuiter,
laptop etc and aservice classmanisinterested in routine products
that’s why producers must take every group in consideration before
producing or manufacturing.

3.3 Buyer Behaviour with Special Reference to
Working Women

Women working or not it doesn’t matter when it comes on
spending on household. Women’s are considering the most powerful
buyersintheworld. Asmost of the power of deciding and shopping
for her houseisin her hand. Asweknow that therole of women has
changed alot especially in last two decades when Rai pur become
capital of state. It isseen that women stepsout of their housesto earn
living and hasmorefinancid power than before. Thisfinancial power
and outs deenvironment of her housewhich affectsher, whileworking
has changed the mindset of women and bring changesin her buying
behavior. Assheismorefinancidly capableand hasmorepurchasing
and expenditure power then beforenot only bring changesin her buying
behavior but affect each and every aspect of her life. Thischangehas
both positiveaswell as negative effect. Positive effect can be seen

61



likeworking women are now more capable of fulfillingtheir family
needs properly than before, they can spend some amount of money
on herself which was difficult before because of limited source of
income. Shecan invest some of her money on hersel f which wasnot
possible before because of limited source of income. She caninvest
someof her money for futureof her and her family etc. negative aspects
isasshehasmorepurchas ng power becauseof srongfinancid position.
She can easily spend money on unnecessary products. Hence study
hel psusto understand the buying behavior of working women asshe
hasto play many rolesall together in society.

I Family Responsibility

Women are pioneer of nation and also a key to sustainable
development of family. Women’s help her family to live a quality of
life. Sheplaysmany rolesall together, sheiswife, mother, daughter,
daughter inlaw, friend, manager and administrator of house etc but
most importantly she ishomemaker. Itis an old saying that “A Building
becomeshousein command of Women”. Women in her life have
heavier respons bility than men and shetry to manage her houseand
family in best possible way she can. Shehasadoubleroletoplay in
her lifeoneway she hasrespong bility at homeashousewifeand other
way she is a career women. Women'’s today step out of the house for
not only becoming financially strong and independent but also to
support her family for qudity of life.

The empowerment of women does not change her role and
responsibility towards her family and house. Asroleincreasessois
respong bility. Thisincreaseinrespongbility makesit difficult for women
to perform her role of managing family andjob sdeby sde. Thisbusy
schedule of her some time pressurizes her to delay some family
responsibility or postponeit for sometime. With earning of women
thefinancid position of family dsoimprovewhichincreasesexpenditure
capacity. Thisincreasein expenditure capacity of working women
somehow affectsher buying behavior aso. Asnow sheisfinancialy
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strong she can spend some amount of money for her personal aso
whichisnot possbleearlier. Onlineshoppingisasohaving great impact
on buying behavior of working women in discharging her family
respong bility. Today buyerscan buy anything and everything oninternet
because of tight schedul e of working women, it becomevery difficult
for her togoto market for purchasing of daily needsand other shopping.
Online shopping supports women in discharging her household
obligation without any hurdle. Asrespons bility of workingwomenis
changing so her buying behavior which hel ps her in managing both
house and work.

ii. Professional Responsibility

Professional responsibility isan area of legal practice that
encompassesthe dutiesof attorneysto act inaprofessional manner,
obey thelaw, avoid conflictsof interest and put theinterest of client
ahead of their owninterest.

World is so competitive today for both man and women,
especialy inmatter of successful carrier whichisatough chalenge.
Today women’s are not behind man in any aspects of life. WWomen’s
areachieving successin her profession they aredoctors, professors,
IAS, IPS, businesswomen, manager, consultants etc but also play a
major part in discharging her houseresponsibility. It issaid that no
man can manage home aswomen do. A working women hasadouble
burden on her shoulder, dongwith family and house, shehasa soto
take care of her professiona work.

Itisanirony that being aworking woman sheisfinancially
strong and can easily spend on her and family needs but because of
long working hours she has neither time nor energy to spend. This
strong expenditure power and lack of time and energy somehow
changesthe pattern of purchas ng/buyinginworking women.

Assheisfinancidly strong and busy in managing office and
home, sheisnow intended to pay someextramoney for homeddivery

63



of grocery and other productswhich help her in utilizing her saved
timeand energy with children and family, going out withfriendsand
family etc.

Internet marketing al so helpsworking women in discharging
her liabilitieslikeif shewant to shop for herself or for children or for
any other member of family, shecando it on breaks{ which shegets
onoffice} throughinternet or fromhome, after getting back fromwork
andfinishing al her homeactivities. Shecan sit withfamily and buy
online; shecan aso take help of internet in her professiond lifelike
using E-Banking for payments, sending mailsand fax etc.

Professond respongbility hasanimpact on buying behavior of working
women. Sheistryingtofind out eesy way for her family and professiond
obligations, which affect her psychol ogy in dedling her behavior.

iii.  Safety Issue

Safety is the state of being ‘SAFE’. The condition of being
protected from harm or other non desirable out comes. Safety can
alsorefer tothe control of recognized hazardsin order to achievean
acceptableleve of risk.

Aswomen’s are getting freedom of doing jobs and stepping
out of their houses. Thecrime against women areincreasing equal ly
women’s are not safe especially in the outer world. Even in place
wherethereispublic or in crowded place crime happens especially
withwomen. Working women haveto bevery careful about her safety
whiletravelling and in office d so. Many companieshave started a
serviceof pick and drop specially wherewomen do late night shift.
Cameraareinddled a office, mals shopsetc sothat any crimehappens
or going to happen can be prevented. Being working and busy, women
can’t go for shopping in day time/hours. So for purchasing she has to
go on late evening or odd times after finishing her job. This doesn’t
giveher and her family afeding of safety. Onlineshopping emerged as
agreat help in matter of safety issue of working women and non
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working women both. Online givesthefreedom of buying products
from anywhere, on anytimewith just aclick of mouseand without any
physical visit of shop. Although thereare also anissue of safety in
buying onlinelike chances of fraud and cheating are high but proper
measures and some more conscious about online shopping can safe
buyersfrom these cheating and fraud.

Safety issue a o changesthe buying behavior of women. Now
womenfed that if shecanbuy any product of her choicein affordable
pricefrom homeand not even haveto go to themarket for delivery
then why to go and shop physically. Shefedlssafe on buying products
from home and office which really changes her behavior towards
marketing.

D. SatutoryObligation

Obligation that doesn’t arises from a contractual relationship
but iscreated under alaw.

Insimplewords statutory obligation are set of ruleswhich has
to befollowed by everyone like Paying bill s{ el ectricity, telephone,
insuranceetc} ontime, minimumwagesfor employeesetc. Aswomen
step out of house for job, she now shared some of the statutory
responsibility with her family. Because of long working hoursand
managing homeandwork at asametime, itisnot possiblefor her to
stand on queuefor hoursfor payment of billswhich consumesboth
timeand energy.

To overcomethese draw backsworking women started paying
billsand paymentsonline. Thisnot only save her timeand energy but
a so helpsher in not maintaining adifferent file of receipts, asonline
payment has been maintai ning automatically while paying through
internet. She can usethat savedtimein someother activities, shecan
also make payment at any hour of day and night without time
boundation. Asonline/internet hel psworking womenin discharging
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statutory obligations she can happily take this extra burden of
obligationson her shoulder.

3.4 BuyersClassification

Buyersspend their money in different ways. Some buyerswill
throw their money around without acare. Other savestheir money
likeascrooge.

Buyer’s spending habits have a big impact in the way products
aremarket. It aso depends on the characteristicsor habit of buyers
which decides how much hewantsto spend on particular product.
On basesof spending we can classify buyersintothree parts. Research
indicates that there are two extremes of spending — those who spend
freely and thosewho spend carefully. M ost people are somewherein
the middle, comprising the broad three types of buyers. Thereare
three main typesof buyers: the spendthrifts, thetightwads and the
average spenders

1. Spendthrifts — 15% of the population

Inthefirgt place, you have spendthrifts. Thisgroupisthesmd lest
percentage of buyers because they spend with no hesitation.
Spendthrifts feel little to no “pain” in making a purchase. It’s unfortunate
that people tend to judge spendthrifts with epithets such as “selfish” or
“materialistic” or “compulsive.”

Thedriving force of aspendthriftistheir lack of buying pain.
They don’t feel a twinge of remorse when they pull out their credit
card to makeapurchase. Thus, they spend easily and freely.

2. Tightwads — 24% of the population
Ontheother end of thebuyer spectrum arethetightwads. These

buyers do not enjoy spending money. They perceive money asanon-
renewable resource. It’s meant for saving, not spending.

Thereasonwhy tightwadshateto pull out their wa let isbecause
spending hurts They feel a high level of buyer’s remorse, which can
happen before, during, or after apurchase, but especially before.
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3 Types of Buyers

3. Average Spenders — 61% of the population
Themagjority of peoplecomeunder thiscategory. Buyers spend
what hethink isappropriate. Hethinks about purchaseswe gh options,
taketimeto decide and generally try to make smart movesand savea
little money. Average spenders think about purchases, but don’t over
think it. They don’t focus exclusively on the pleasure or the pain of a
purchase. They think about both. They decide on a
purchase after |ooking at thefactsand reading the marketing copy.

Every buyer hasdifferent needs, habits, and taste according to
which he decides hisbuying pattern and comesunder thiscategories.

——==00==—-—
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04 Online Shopping

4.1 Meaning of Online Shopping

Online shopping means buying goods and services on
electronic media. According to university of California, losangels
{UCLA} center for communication policy { 2001} ; online shopping
has become the third most popular internet activity, immediately
following e- mail using/instant messaging and web browsng. Itiseven
more popul ar than seeking out entertainment information and news,
two commonly thought of activitieswhen considering what internet
usersdowhenonline.

Thefast development of information technol ogy and internet
has aso formed and developed e-commerce and e-marketing
gradually. Today withthehelp of internet, using aweb browser, buyers
candirectly buy goodsand servicesfrom e-shopper or e-sdler. Buyers
canvisit various siteswith just aclick. They can search product of
their choice, compare priceand policy of product, availability with
different vendorswith help of shopping search engineswhich shows
the same product and itsavail ability along with priceand policy of
different e-retailer. Thisprocessof onlineiscalled B2C onlineshopping
means Businessto Consumer online shopping. Deviceswhich are
commonly used by buyer for shopping onlineare compuiter, laptop,
tablet, mobile phone, television etc. Televisionisthe oldest device
which startsthe trend of online shopping and smart phone arethe
most popular device in today’s online shopping world. Jio plays an
important part in making smart phone most popular. Thesedl devices
area so popularly known ase-shop, online storeand virtua store.

Peoplenot only buy product online but they al so buy services
liketaxi service[Ola, Uber etc.], urban clap for serviceslikehome
parlor, plumber, € ectrician, booking movie and gamestickets.
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Earlier food cloth and shelter were called as primary need but today
one more need is added in that is “Internet”. Due to revolution in
telecommuni cation sector internet has changed theway buyersshop
and buy goods and services.

Online shopping has experienced arapid growth during the
recent years due to its unique advantage for both consumers and
retailers. Such as shopping at round the clock facilities, decrease
dependenceto storevidts, saving travel cost, increasing market area,
decreasing overhead expenses and offering awiderange of products.

Both domestic as well as MNC companies started using
internet market for their products. Onlinehel psin cutting marketing
cost and other expenseswhich hel psin reducing pricewhichisvery
important for acompany to stay ahead inthis heavy and competitive
business.

Thereare many internet siteslikeflipkart, anazon, e-bay,
myntra, snapded etc. which uses creative technology likegraphics,
text, and multimediaetcin many different languageswhich presents
products and servicesin catchy way. This catchy way of presentation
attracts buyersto buy online. Also these sites offer hosting services
for onlinestoresto al sizeretailers. These storesarea so known as
virtua shopping mallsor onlinemarket place.

Onlineshoppingisnot only B2C shopping sitebut itisaso
B2B shopping site. Many busi nessman buy product onlinefrom other
e- businessman so that they can offer alarge variety of product at
reasonable priceto abuyer and take advantage of other benefits of
onlineshoppinglikedetall information, convince, savingtravelingtime,
energy and money, easy return etc.
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Online Shopping
Or
E-Business

Alongwith abovefadlitiesmentiontherearesomemorefactors
which encourages shopping onlinelike socia status, latest fashion,
branded products, specid discountsetc.

Inaresearchit isfound that during recent years more than
85% of world’s population who use internet ordered goods online

Online shopping isarecent phenomenonin thefield of e-
commerceand hasavery bright future ahead.

4.2 E-Commerce and Online Shopping

E-commerce and online shopping aretwo whole different
business, where E-commerceisamuch broader platform than online
shopping. Today internet isnot used only for shopping but many other
activitiescan bedoneover internet. E- Commerceoffersawiderange
of servicestothecustomer. Itisnot limitedtojust selling of product in
exchange of money rather it isbroader concept and includes many
other services. Thuswecan say that whereonlineshoppingisrestricted
to exchange of goods/serviceand money. E-commerceisoffering many
other activitieslike dectronically transferring dataand fund between
two or more parties, advertise [which buyers come across while
browsing or using an gpplication], entertainment [ YouTubeisthe best
exampleof it], educationa coursesonline, createsawarenessamong
peopl e, givesinformation on emerging trends and many other useful
topic that are searched online. We can also access someone’s
information or share our information to theright person through right
channe forasmall fee.
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Thoughan E-commerceplatformyou canincreaseyour brandvigbility
among people and can a so boost your sales profit by putting your
product onlineon shopping platform. E-commerceisaplaformwhich
hasgiven birthtodigital marketing strategiesand renovating theway
marketing hasdone.

Earlier E-commercewasdone partially through E-mailsand
phonecdls. Now with asinglewebsites, anything and everything that
atransaction needs can be executed online. Every fidld hasdifferent
E-commercewebsiteslike music portal s, auction websites, finance
management websitesetc.

E-commerceor e ectronic commerceisthebuyingand sdlling
of goodsand services, or thetransmitting thefunds or dataover an
electronic network, primarily theinternet. Thesebusinesstransactions
occur either as business-to-business, business-to-consumer,
consumer-to-consumer, Or consumer-to-business.

Thusal thecommercid activitiesfrom creating aproduct to
showcasingit and putting it onlinewiththeorigina picturesand exact
information about the product whichischanneled through el ectronic
medium can be called E-commerce.

Whereas online shopping isaform of €l ectronic commerce
which allows consumer to directly buy goodsand servicesfrom a
seller over theinternet using aweb browser. It can al so be said that
onlineshopping meansbuying goodsand servicesviainternet and E-
commercerefersto the selling of those goodsand servicesonline.
ONLINE SHOPPING = CONSUMERS
E- COMMERCE = PROVIDERS

Onlineshoppingisjust limited to transaction of product that is
exclugvey availableonlinein exchange of money.
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4.3 National Prospects

The history of internet in India began with launched of “The
Educational Research Network’ [ERNET] in 1986. The network was
only madeavailableto educational and research communities. The
first publicly availableinternet servicein Indiawaslaunched by state-
owned- Videsh sanchar nigam limited {VVSNL} on 15" august 1995.

Thoughitisnot very long ago that E-commerceindustry is
introduced inIndiabut then d so massveincreaseintheuseof internet
can be seen. In present scenario E-commerce or internet is an
inseparable part of our daily life peopleis getting dependent uponiit
for our daily works. Introduction of e ectronic commerce/internet gives
impetusto onlineshopping.

Online shoppingis buying goods and servicesover internet
using aweb browser. Indiaiswitnessing an unprecedented economic
boom which changesthe methodol ogy of doing businesstransaction.
Buyers’ now adopting this electronic medium for buying their daily
needs products, Asspending power isincreasing and stlandard of living
areimproving. Peoplewant to avoid travelling to shop because of
busy life styleand lack of timeand aso want to savetheir timefrom
bargain hunting. Now buyers are experiencing convenience and that’s
why craze of onlinebuying isincreasing. There are end numbers of
websites which provide end number of goods and services with
attractive price and schemeswhich hel pin convincing buyersto shop
through internet. Thereare many other factorsthat have contributed
ingrowth of onlineshopping like:-

1. Faster Internet

Peopl e are spending moretime on onlineas better broadband
servicelike 3G and 4G are provided.

2. Sales and Discounts

Buyerswho are budget conscious are especially attracted
towards salesand discounts schemeson various sites.
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3. Cash On Ddlivery

Buyersinindiastill hesitatein using debit and credit cards; the
facility of cash on ddivery hascomeas hasd efree option for them.

4, Home Delivery and Return Policy

Thesefree, quick home delivery and easy return policy has
ga ned much appreciation from buyersand attract themto buy online.

5.  Wider Options
Asbuyers can see and sel ect from end number of product at
just aclick, buyersprefer online because of unlimited options.

Government a so triesto connect every sector and areafrom internet.
Digita Indiaisagreat exampleof it. Government also try to connect
retall andvillageareafrominternet by providing freemohbileand mobile
banking facilitiesetc. government a so takesmany stepsin encouraging
E-commerce in India many rules and policies are made for E-
commerce.

1. E-commercecompanieshaveto store consumer datawithin
India

2. All discountsoffered by large E-commercefirmsare phased
out within two yearsto ensurefair competitionwith bricksand
stores.

3. Atpresent 100% FDI isdlowedinonline storesthat follow the
market placemodd and 49% FDI under theinventory produced
goodsontheir onlineplatforms.

4. NoFDI ispermittedinfirmsfollowing theinventory mobiles
under thismode, firmsdirectly sells productsfrom their own
inventory.

5. Allinformation about customersmust bekept private.

Online shoppingisnot only beneficid for buyersbut asofor
E-businessman. Thisnew technol ogy of doing onlinebusinessnot only
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hel psin cutting cost and unnecessary expensesbut alsoincrease profit
which helps them in facing today’s tough competition. This is one of
the main reasonswhy busi nessman al so supportsonline market.

Thekey driversof growth of Indian E-commerce have been

asunder:

1.

Increasing standard of living and buying power of middleclass
families
Availability of muchwider product range.

Busy lifestyleand lack of timefor offlineshopping and difficulty
intraditional meansof shopping.

Increased usages of online categorized Sites.

Increasing usage of credit and debit coupled with agrowing
young popul ationwho spend significant timeontheinternet.

Social networking siteslikeface book, twitter are very much
influencingindrivingonlineretail inIndia. Many vendorsare
usingitasastrongtool to get marketing and saesinfluences.

Top driversof onlinegrowth arefast delivery, cash onddivery,
discounted rate, cash back guaranteeonfaulty goodsincreasing
broad band internet and 4G penetration.
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GraphNo.4.1
Numbersof Digital Buyersin Indiafrom 2014t02020[In
Milliong]

Online shopping in India is huge. Consumer’s mentality and
pattern towards shopping are changing quickly. Online shoppingis
going to becomeamain streamin thenext coming year. According to
an estimate 14% of India’s population buys online on a regular basis.
Now 14% may not seem to be something you would want to boast
about at first glance, but when it is considered that India’s population
is1.3hbillion, themember of onlineshoppersin Indiaisequd to haf of
United States population and that’s a big deal indeed.

Taking advantage of thischanging scenario the E-commerce
companiesarea sofindingaway toexploit them sdf inthiscompetitive
market. All these show abright prospect of onlineshoppingin India
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4.4 Prospects in Chhattisgarh

Theinformeation economy istransforming theway any business
work. Itiscrucia to statessuccess on the nationa and global stage,
itscompetitivenessbusinessand investment inthe statei.e. itswhole
economy.

Chhattisgarh has a strong history of adoption of modern
technol ogy, for efficiency andimprovement of itsownworking, services
toitscitizen and bus ness. Today the state commands|eading position
in adaptation of information technol ogy and api oneering approach to
datadriven decision making and transparency.

Chhattisgarh isoneof thefastest growing statesin Indiaand
amongst therichest statesintermsof natural and minera resources.
The state of Chhattisgarh acknowledges that electronic and an
information technol ogy industry has had an unprecedented impact on
Indian economy and its contribution to countries GDP.

Government of Chhattisgarh has devel oped theworld class
infragtructurefor promotion and sustenance of information technol ogy.

The state of Chhattisgarh recognizes the importance of
information technol ogy akey enabler initseconomic development
has aready created action framework for:-

1. Creation of market opportunitieswithin the statefor new IT

units.

2. Developing online clearance and encouragement to online
€conomy.

3. Satenctificationson privacy and security, dataprotection and
cyber security.

4. Promoatinginnovation, bus nessincubation and entrepreneurship
inonlinebusiness.

5. Useof internet in encouraged by adopting paperlesseectronic
working at itsstate ministriesand secretariats Chhattisgarhis
1+ state to adopt this paperlessworking.
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Government of Chhattisgarh makes many other new policiesfor
encouragement of E-commerceand internet in state. It encourages
citizensto pay onlinebills of telephone, € ectricity, taxisetc which
savestimeand hel p in maintaining proper records. Government of
Chhattisgarh a so distributing free mobile under scheme of sanchar
kranti yojana{ sky} government has madeaprovisionof 5.2 billion
and amed on distributefreesmart phoneto 4.4 million beneficiariesin
2018-19. Thisphonewould be connected to Adhar and Bank account
also, so that misuse of smart phone can be avoided and smart phone
can beused for encouraging online business.

4.5 Prospectsin Raipur

Raipur being astate capital hasundergone many changesin
itsphysicd aswdl aseconomical form. E-commerceisoneof kind of
form that changestheway of doing business. Raipur isadevel oping
city and hasadeep impact of changing business environment from
traditiond totechnologica . E-commerceor onlinebusinessisproviding
great benefitsin businesscommunication. It isthemost ssimpleand
easy way of connecting customer, client and business.

Government also play an important part in this changing
scenaio by providinginnumerousfadilitieslikefreawi fi facility, opening
numbers of sitesfor government department for payment and other
activity, facility of paying taxesonlineetc. Government a'so madea
provision of 5.2 billion to providefree smart phoneto 4.4 million
beneficiaries in2018-19 under sanchar kranti yojang] SKY]. The
purposeof SKY isnot only providing entertainment channel to public
but to make them use of internet for devel opment of economy and
makeanew digital Raipur whichincreasesonline market.

NayaRaipur now known asATAL NAGAR isanew hubfor
information technol ogy sector. Government al so starting asoftware
technology parkinATAL NAGAR. All thisshow agreat and beneficiary
future of E-market in Raipur.
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People of Raipur either businessman or buyers understand
the benefits of onlinemarket and accepted thischanging scenario of
business. Many of them opened their persond businesswebsiteswhich
providesgoodsand serviceswith not just in reasonabl e price but also
provide number of facilitieslikehomedelivery, cash on ddlivery, easy
exchange and return, money back guarantee etc. All thesefacilities
encourage buyer to buy online.

Expans on and modernization of city haschanged theface of
old Raipur. Technol ogy changesthe manner inwhich peoplelivetheir
life. Now internet comes as mean i.e. comes under basic need of
familiesand businesswhich achieveend meanswhichfulfill their needs
through onlinemarket.

4.6 Comparison with Developed City

After 18 yrsof being capital Raipur isstill adeveloping city.
Although thetrend of online Shoppingisvery popular in Raipur but
comparison of onlineshopping trend of Rai pur with other developed
city itisseen that Rai pur hasalong way to gofor virtual shopping.

Asmost of thewebsitesof Indiawhich areengagein online
market are owned by privatelimited companieswhich hasadrawback
that they arenot bound by regul ation for mandatory discl osures about
their financial aspectsaswell astheir business aspects. Henceitis
very difficult to conclude the exact position of online shoppingin
developed cities.

Every city hasitsown culture, environment, statusetc which
effect their people’s hobbies and buying habits. These hobbies
encourage buyersto shop different products.
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Graph No.4.2
Top of Indian Citieswith Online Shoppers
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1. Bangalore

Bangalore is also known as ‘SLICON VALLEY’ that is

famousfor itslovefor technology. Peopleof thiscity areardent gaming,
enthusiasts, shopping of electronic itemslikemobile, laptop and its
part are done mostly by people here, gaming CD’S are also on top of
shoppinglit.
2. Delhi

Delhi isknown for appetite, people arefoodie here. They
loveto eat good and variety of food, hence onlinestores/siteswhich
dealsinhomeddivery of food arevery popular here. Therearemany
restaurantsin city and around. Peopleaged of 22-35 yrsspend mostly
onfoodinDédhi.

3. Mumbai

Thisisacity of peoplewho are extremely pass onate about
fashion and beauty product. Ma e and Female both are very fond of
beauty, fashion and health. Hence productslike protein supplement,
makeup, cloth etc are ordered by people.
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4, Hyder abad

Art and Musicisthesoul of thiscity. Maebuyersaremore
interested in purchas ngmusicd instrument like Guitar, Speskers, Heed
phoneswhilewomen prefer beauty and fashion product.

5. Chennai

Booksarethefirst choiceof people, herecity hasamost avid
readers. Hencebooksarein 1% position onthelist of online shopping.

0. Pune

Peopl e herearevery much conscious about their health and
fitness. Hencefitnessitemslike Protein supplement and GY M items
areon high demand.

7. Kolkata

People are art enthusiast and extremely passionate about
buying art rel ated goods onlinea so ma e buyershaving akeeninterest
ingamesandfitnessthey buy itemsrel ated to them.

8. Ahmadabad

Acoudtic guitar, musicisfirs preferencewhichisfollowed by
fashionandfitnessitems.

4.7 Factor Booster to Online Shopping
A.  Technology

Technology isabody of knowledge devoted to cregting tools,
process ng actionsand theextracting of materid. Theterm Technology
iswide and everyone hastheir way of understanding its meaning.
Technology isDynamic; it kegpsonimproving becauseour needsand
demandsfor technol ogy keep on changing. World have moved from
industrial ageto aninformation age.

When people hereword online, they aretalking about Internet
and when they are talking about Internet they are talking about
Technology. Technol ogy facilitates buyersinto many different ways.
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Searching productsoninternet ismuch easier than searchinginloca
market. When Buyersbuy product traditionaly he haslimited choice
and variety. Heisbound to purchasefrom thelimited itemsavailable
intherlocal market but itisnot the casewith Internet/online purchases.
Today with the help of internet, using aweb browser, buyers can
directly buy goods and servicesfrom e-shopper or e-seller. Buyers
canvisit varioussiteswith just aclick. They can search products of
their choice, compare priceand policy of product, availability with
different vendorswith hel p of shopping search engineswhich shows
the same product and itsavailability along with price and policy of
different E-retailer. Technol ogy has now open many waysof payment
optionsalso like Net Banking, Debit and Credit Card options, EMI
etc. Technol ogy a so facilitates collective online purchase system. Here
Private group of friends and families are created on Social Media
wherethey cantogether enjoy, discussand order products each from
their own devices. Thischart group helpsintaking decision faster.
Hence it can be concluded that Technology has apositiverolein
building Trust among Buyersfor online/internet shopping.

B. Political

Political meansor relating to Government, A Government, or
the Conduct of Government.

Since 2014, Government of India has announced various
initiativesnamdy Digitd India, Startup India, Skill Indiaand Innovation
fund. Thetimely and effectiveimplementation of such programswiill
likely support the E-commerce growth in the country. Some of the
mgor initiativestaken by the Government to promotethe E-commerce
sector inIndiaareasfollows:-

Government Initiatives

1. Inordertoincreasetheparticipation of foreign playersinthe E-
commerce field, the Indian Government Hiked the limit of
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Foreign Direct Investment { FDI} inthe E-commerce Market
place Model for upto 100 %{In B2B Models} .

TheHeavy investmentsof Government of Indiainrolling out
the Fiber network for 5G will help boost E-commercein India.

Inthe Union Budget of 2018-2019, Government hasalocated
RS 8000 corer { 1.24 billionusdollar} to Bharat Net Project,
to provide broadband servicesto 1, 50,000 gram panchayats.

Achievement

1.

Under Digitd IndiaM ovement, Government launched various
initiatives like UDAAN, UMANG, START UP INDIA,
PORTAL etc.

Under the project “INTERNET SAATHI” the Government has
influenced over 16 millionwomenin Indiaand reached 1,66,000
villages

UDAAN, aB2B Online Trade platform that Connect Small
and Medium SizeManufacturersand wholesdllerswith online
retailersandadso providethemlogigtics, payment and technology
support, hassdler inover 80 citiesin Indiaand deliversto over
500 cities.

The Government Introduced “BHARAT INTERFACE FOR
MONEY”’{BHIM}, asimple mobile based platform for digital
payment.

Indian Rurd Deve opment Industry had medealist of near about
200 products which will provide acommon platform with
government E- Market place{ Gem} sothat rural artists can
sl their product globally with help of E- commerce.

Indian Rurad Development Industry and TataTrust hascome
together and joint handsfor asetup of not for profit company
to encouragerura artisans.
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Thegrowthin E-commercesector will aso boost employment,
increaserevenuesfrom export; increasestax collection by Ex-chequers
and providebetter productsand servicesto customer inthelong term.

3. Economic/Commercial

Commercial activitiesarethose activitieswhich engagein
making money or which arerdated to buying and selling of goodsand
serviceswhereas economic means activities concerned with money,
industry and trade of acountry. Economic/commercia factorsplay a
vital partinencouraging online shopping. Factorslike employment,
income, wages, price, interest rate etc al aredirectly effecting buying
pattern. As people get jobs thereincome and wagesincreases asa
result they have more purchasing power than before or they can spend
more money on their needsand viceversa. Along with thesefactors
trade policy, socia policy, competition policy aso effect buying
behavior. If tradepoliciesareliberd than businesscan berun smoothly
which encourages the buyers and sellersin engaging in E-market
activities.

4. Banking Facilities

Bank playsanimportant rolein devel opment of any economy.
Theuseof computershasled to theintroduction of onlinebankingin
Indiawhichisoneof theimportant factorswhich boost onlineshopping.
Online shopping doesn’t always mean purchase and sales of product
and goods but servicesarealsoincluded init. Today almost every
bank providesonlinebanking facility which makestheprocessof online
shopping even more easy and simple. Bank website can be easily
accesswith our smart phone and make bill payment, money transfer,
access our own account transactions etc al from our web browser.
Facilitiesprovided by bank have madeour onlinebuying processmuch
eas & and smple. Every bank hasther own onlinesiteswherecolumns
of al persona detailsaregiven, once al necessary information are
provided by customerswhich areasked by bank, profilelD generated
which issecured with password ,these | D and password can be used
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for multi purpose onlinetransactions ensuring safety and security while
transferring money online. Pay tm, BHIM, Googl e pay, Phone pay
etcthey all are secured application having buyers D which connect
buyers bank account with their registered mobile numbers/smart
phones, sothat right amount transfer to right account. All thesefacilities
are availablewith minimum convenience chargeswhich limitsthe
physical presence of customersat bank. Henceit is concluded that
efficient banking facilities are required for encouragement online

shopping.
4.8 Kindsof E-Commerce

Thereareseverd different typesof E-commerce. A common
classfication systemiswith respect to the nature of transactionsor the

rel ationshipsamong participants. There are seven mgjor typesof E-
commerce;-

1. Business to Business [B2B]

E-commerce where business man focus on selling to other
businesses or organizations is the largest form of E-commerce.
CISCO, STAPLESAND SPICE WORKS[information technology
and information networksfor thesmall and medium sized business] is
al B2B companies.

2. Businesses to Consumer [B2C]

Itistheearliest form of E-commerce, butitissecondinsize
to B2B. It referstoretall salesbetween gather information; purchase
physical goods, such asbooksand clothing: purchaseinformation
goods, suchasdectronicmaterid or digitized content, such assoftware
andfor information goods, receive productsover an eectronic network.
3. Consumer to Consumer [C2C]

E-commerceiswhere consumer sells product and personal
servicesto each other with the help of an online market. Maker to
provide catal og, search engine and transaction clearing capabilities,
so that products can be easily displayed, discovered and paid for.
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Themost wel known C2C businessisEBAY { EBAY ISBOTH B2C
AND C2C} but there are many other online market makersaswell.
Cragligisanextremely popular smal E-commercebusinessfor placing
classfiedads.

4, Businesses to Government [B2G]

E-commerce can generaly be defined astransaction with the
government. Theinternetisusad for procurement, filling taxes, licenang
procedures, business registrations and other government related
operaions. Thisisaninsgnificant ssgment of E-commerceintermsof
volumebutitisgrowing.

5.  Consumer to Business [C2B]

E-commerceisbetween privateindividuad swhousetheinternet
tosall productsor servicesto organizationsand individua swho seek
sellerstobid on products or services. Elanceisan example of C2B
where a consumer posts a project with a set budget deadline and
within hours companies and /or individuals review the consumer’s
requirement and bid on the project. The consumer reviewsthebids
and selectsthe company or individua that will completethe project.
Elance empowers consumers around the world by providing the
meeting ground and platform for such transactions. Thebest dealson
hotels, flightsand rental carsareawell known exampleof C2B E-
commerce.

6. Mobile Commerce [M-Commer cej

Refersto the purchase of goodsand servicesthroughwireless
technology, such as cell phones and handheld devices such as
BLACKBERRIES and IPHONE. Japan hasthelead in m-commerce,
but it isexpected to grow rapidly in the United States over the next
severd years. E-marketer predicts mobile content revenueswill grow
to morethan 3.53 billionin 2014. A compound annual growth rate of
nearly 20% for the period 2009-2014 with thefastest growth coming
frommobilemusic.

7. Peer to Peer [P2P]
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Technology makesit possiblefor internet usersto sharefiles
and computer resourcesdirectly without havingto gothrough acentra
web server. P2Pbegan with napsster offering free music downloads
via a file sharing system. Tamago launched the world’s first P2P
commerce systemin 2005, which alowed peopleto sdll every type of
digital mediadirectly fromtheir computersto customersall over the
world. People who publish video, photos, music, E-books and so
forth can earnroydtieswhilebuyersearn commissionsfor distributing
mediato others.

4.9 Popular Online Deeds

Traditiond sdlingand onlinesdlling arecompletely different.
Products, goodsand serviceswhich are highin demand in physical
market don’t mean that same products have equal demand in E-
stores/market and viceversa. There are certain productson online
siteswhich areawayson demand.

1. Cloths

Clothsarealwaysontop selling productsin amost theentire
world. It isassumed that 35% of entire revenue of onlinesalesis
generated from readymade cl othsand dressmateria only. Alongwith
ladies and children, men’s wear isalso in list of high demand. Previously
it seemsto berisky to buy dressmaterial, shirt, pants, jackets, suits
{ men and women both} etc onlineasit was never surethey aregoing
to be of good quaity and fitsaccording to size but now with freeand
easy return and exchange policies, buyers don’t feel insecure in
purchasing online. Therewasanother problemimagesof product shown
ononlinesitesarecompletely different fromwhat isddivered. Online
steshaveworked on thismatter too by bringing theimageslive. Now
itiseasy to show and chart with client asthey were seeingit in person.

2. M obile Phone

Smart phoneareon second number on onlinedemands. Every
brand and model of |atest mobile phoneiseasily availablein E-shops.
Buyers can sit at their home compare features and application of
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different brands, read feedback and review, than purchase online
without visiting shops. Thereare some specific brandswhich launched
their products on particular sites which bound buyersto buy those
particular productsfrom there only. Many offerslike exchange{ old
phone}, discounts, EMI, aso attractsbuyerswhichareal so available
in physical market but online shopping givesonemore advantageis
conveniencewhichishighly demanded factor in present scenario.

3. Tripsand Tourism

Tour andtravel isoneof theindustrieswhichishighly effected
by onlinerevolution. Earlier when someoneplaysto go out aoneor
withfriendsand family, they havetovidt traveling agent, who arrange
everything and charge costly from them, but now travellingisvery
convenient and safeaswe can book tickets| railway, airway} , hotels,
reservation completetour or any part of trip onlinewith our phone/
laptop. We canview hotdl rooms, distancefromrallway station, touring
stesetc frominternet beforeactualy bookingthem. Onlinefacilities
not even make our travelling safe and secure but al so cheaper so that
everyone can plan according to their pocket.

4. Electronics

Electronicitemslikelaptop, tablets, digital camerasetc all
comesin4" positioninthelist of productsdemanded online, aspeople
gtill fear of buying e ectronicitemsonline. When buyersshop |l these
productsfrom physical market heknowsthereal person or shopkeeper
to whom he can goin case of any problem/issue on that electronic
item. In onlineshopping that persona contact ismissing athough al
facilitiesaread so availablein E-shop likeafter sale service, guarantee,
warranty etc but lack of confidence of buyerson virtua market listed
electronicitemsinfourth position.

S. Footwear

Likeclothsfootwear isa so very popular onlinedeed. Asal
national and international brandsareeasily availablein E- market,
with easy return and exchange policy also according to pocket of
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buyers. Hence sizeffitting is not a hurdle any more in purchasing
footwear online.

6. Books

Purchasing booksisatime consuming task. Asreaders go
through authorsdiary, read somelinesfrom main chaptersthen decides
whether to purchasethat particular book or not. E- library/E- book
market isthe best solution for all readers/book lovers. Booksof all
nationa andinternationd authorsareeasly avallableininternet; buyers
can take as much time asthey want to decide whether to purchase
that book or not. Also best seller books can also available easily on
internet withreviews. Therearemany siteswhich givethe options of
downloading bookswithout any charges. All thesefacilitiesencourages
book lover to buy book online.

7. Fashion Accessories

Fashion accessorieswill have and dwayswill bethe queen of
sales. Not only women but man a so pays much attention about their
looks and personality. Watches, belts, purses, necklaceetc areeasily
availableoninternet which enhancesthe personality and givesaperson
new look. Different varieties of different rangesareavailablein E-
shop fromwhere buyers buy according to their needs/wishes.

8. Beauty Products

Peoples are now a day’s more conscious about their looks.
There was a time when beauty products are made only for women’s
as it is seen that make up are done by women’s only but now mans
aso do makeup and go parlor. Many different type and range of skin
care productsareavailablein onlineshopsfor both maleand female
whichimprovestheir skin textureand protect their skin from being
dull and palluted. Many internationa brandsareavailableonlinewhich
can beeasily purchased by buyersaccordingtotheir skintype. Even
thereisafacility of customizing product according to your requirement.
All you need to do is to answer some guestions and decide your
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range because of all thesefacilities purchase of beauty product online
areone of choiceof buyers.

9. Home Decor and Kitchenware

Therewas atime when copper, mud and other utensilsare
usedinour kitchen by our ancestorsbut with changingtimeand lifestyle
all of these has changed. Onlineshops haswiderangeand variety of
jars, cutlery, crockery both branded and unbranded are available.
Also stylish and compact furniture’s, table mats, cushion cover; carpets
areon high demand, which are easily availableonline. Peoplealso
started to pay moreattention on their health for that they aretrying to
go back for old fashion method of cooking and homedecorating like
mud utendls, naturdl aromaetcadl theseareeasly availableoninternet
which encourage buyersto shop online.

10. Food and Health Supplement

A recent addition to online shopping is food and health
supplement. Changed lifestyle and consumption pattern has changed
thetheory of hedthy food. Thesefood supplementsareeasly available
onlinewithvariety of flavor and range.
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ANALY SIS,
05 INTERPRETATION
AND DISCUSSION

5.1 Scope of Online Shopping

Indiahasabright futurefor online shopping. Indiaisaplace
whereonlinemarket has been booming and will continuetodo soas
majority of peopleloveto shop oninternet or from E-stores. Factors
that aretriggered for bright future of E-market are saving time and
energy, amazing discountsthan offlinestores, easy exchangeand return
policy{ door drop policy}, easy payment etc. almost every items/
productsareavailableininternet someof themwhich areawayson
highdemand are -

A. Clath

Clothsarethehighest and most popular itemswhich areaways
on demand. Today’s generation always follow fashion which can easily
bejudgeby cloth. All of thelatest and branded clothsareavailableon
onlinestores; buyerscan easly get clothsaccordingtotheir rangeand
size, with option of return and exchange. Seller’s share groups in social
media like face book, what’s up etc where they post their product
with detail descriptionand sizesavailablewith onecan easily select
and order according to their needs.

B. Electricltems

Electronicitemsplay asignificant roleinour daily life, people
becoming so useto, that it seemsdifficult tothink our daily lifechores
without them. Itemslike oven, microwave, Refrigerator, Vacuum
Cleanser etc which are of our daily uses are easily availablein E-
stores. Every national and internationa brand productsareavailable
with numbers of offer and discountswhich providefreeddivery and
ingtdlatiionwithafter sdleservices.
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C. Appares

Ingenera gppardsareused for different typesof cloth or some
special outfit but when it comes about fashion it doesn’t mean only
cloth but the stuff which compliment with our cloth like nametag,
jewelry, glasses. Watches, ear rings etc which enhances ones|ook.
People arevery image conscioustoday they spend hedthy amount on
lookshencemarket of gpparel sareawayson pick specialy E-market
asit provide product who areintrend with affordablepriceand variety.

D. Daily Needs

Daily needsitemsmeansitem which arepart of routinelike
soap, cleaning items, beauty products, kitchen suppliesetc. al these
itemsareof high demand as isneeded regularly. So many variety and
rangesareavailablein different siteswhich can be easily purchased
by buyers. New products are also advertised by the seller so that
innovative conceptsof product can be known and easily accepted by
buyers.

E.  AutomobileSector

Therearemany onlinesiteswhich exclusively sal automobile
andthereparts. Steslikeautofurnish.com, automobilel8.com, industry
buying.com deals in al variety and range of car, bike and their
accessories. Although buying accessories of two wheeler and four
wheeler are more common than buying car and bikesonline. There
are many sites also which provide facilities of resale of vehicles.
Although sdling accessoriesare common than salling vehicle.

F.  Servicelndustry

Internet hasimportant effect on business operation. Service
industry and E-commerce are deeply connected. The delivery of
services viainternet comes under service industry. Services like
insurance, banking, education, stock trading, travel, providing
information etc al comesunder thisserviceindustry. The primary
purpose of these services are not only saving time and energy but
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providing quality of lifewith convince and economical . The scope of
serviceindustry isbright asuseof internet isincreasinggradually in
every sector.

G Gifts

Giftsarethe best way to convey loveand affectionto family
and friends. Everything ischanging theway to cel ebratefestivasand
occasion dso. Dueto thisbusy consciouseveryoneisleaning towards
online. Warmth inthere ationsisstill present but dueto busynessitis
not possibleto invest asmuch timeaswe should give. Hereonline
giftsaregood option. Buyerscan select and order giftsfor loveones
without visiting shopswhich savestimeand energy, sovarietiesare
availableinall range one hasto select category and range of gift and
imagesemergewith priceand description of product. Sameday ddivery
optionsarea so availablewhich freebuyersfrom going and collecting
itemsfrom stores cakes, flowers, chocol ate are some of the popular
giftsitems.
H.  Entertainment

Entertainment istheactivitiesthat peopledointhear lesuretime
for fun, pleasure, enjoyment and excitement. It isone of the sectors
that havegained alot from onlinemarket. Astimeischanging soisthe
way of entertainment people don’t follow the traditional way of avenues
such astheatres, cinema, playground etc but consume most of the
timeover web for fun. Trendsof visiting cinemasto watch moviesor
DVD stores are old now all is needed to do search on internet to
watchfavorite TV showsor Movieswhich areeasily accessibleto dl
ether free of chargesor with someaffordableprice. Streaming service
provider such as Netflix, YouTube etc givesfacilities of Video on
Demand which alows peopleto watch any series, movies, showsetc
at their convenient time, on any deviceand a so at any location.wed
steslikeYouTubedso alow uploading persond videosoninternet so
that one can sharewhatever helikestoo. Watching live sportsonline
isone of the best things public gets over internet. Playing games,
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socidizing over internet, surfing web are someactivitieswhich people
usefor onlineentertainment.

5.2 Analysisand Interpretation of Data
Themethodol ogy followed in thisstudy hasbeen elaborated in

detail in the previous chapter. In the same chapter the statistical

techniqueusad for andyzing the datahave been mentioned. The present

chapter is devoted to the presentation of objective wise result

verification of hypothesisand discusson

1. Percent Analysis of different age groups of women

involved in online shopping

Table No. 5.1
Different age group of women involved in online shopping
Age Number Per centage
15-30 219 43.8
30-45 201 40.2
45-60 073 14.6
60 above 007 01.4
Total 500 100.0

Inthe present research study the researcher has selected atotal
number of 500 women who wereinvolved in online shopping and
those were categorized into four agerangesi.e 15-30 years, 30-45
years, 45-60 yearsand 60 above. Anaysi sreveal ed that 219 women
were found belonging first category which was 15-30 years. 201
women wereof 30-45 years age, 73 women were of 45-60 agerange
and 7 were of the age 60 above.

2. Monthly Income of the Working Women

Therangeof Incomeisdividedintofour categoryi.e. below
5000; 5000 - 10,000; 10,000 — 20,000 and Above 20,000. We find
out the Percentage of the given datagivenin below Tableno. 5.2:-
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Table No. 5.2
Monthly Incomeof theWorking Women

Income Below 5000 5000 - 10,000 10,000 - 20,000 | Above 20,000
Frequency 64 126 142 168
Per centage 12.8 25.2 284 33.6

TheTableno. 5.02 showing that the 64 working women shows
income below Rs. 5000/- and their percentageis 12.8%. Similarly
126 working women have income Rs. 5000 — 10,000 and their
percentageis 25.2%. The number of working women whoseincome
Rs. 10,000 -20,000 is 142 and their percentage is 28.4%. Similarly
168 working women showsincome above 20,000 and their percentage
1533.6%.

Thus, we can say that working women whoseincomeisabove
20,000 shows better buying behavior than otherswhichincomeis
less

3. Work Placeof TheWorkingWomen
Thework placeisdividedintofour categoriesi.e. Home, Office,

Door to Door and Friends Office. Wefind out the Percentage of the
givendatagiveninbeow Tableno. 5.03:-

Table No. 5.3
Work Placeof theWorkingWomen

Home Office Door to Door Friends Office
Frequency 104 368 24 04
Per centage 20.8 73.6 84 0.8

The Table no. 5.03 revealed that the 104 working women’s
work place are home and their percentageis 20.8%. Similarly 368
women works on office and their percentage is 73.6%. 24 \Women’s

94



workson Door to Door Job and their percentageis8.4%. Thenumber
of working women whose works on friend’s office is 4 and their
percentage is 0.8%. Thus, result shows that maximum women’s works
on officethan others.

4.  WorkingHoursof TheWorkingWomen

Theworking hoursisdividedintofour categoriesi.e. 6 hours,
8 hours, 10 hoursand No bound. Wefind out the Percentage of the
givendatagiveninbeow Tableno. 5.04:-

TableNo. 5.4
Wor king Hour sof theWor king Women
6 Hours 8 Hours 10Hours No Bound
Frequency 246 158 52 44
Per centage 492 316 104 8.8

The Table no. 5.04 and revealed that the 246 working women’s
working 6 hour and their percentage is 49.2%. Similarly 158 women’s
working hour is 8 and their percentage is 31.6%. 52 women’s working
hour is 10 hours and their percentage is 10.4%. The number of
women’s working hours is 44 and their percentage is 8.8%. Thus,
result shows that maximum women’s working hour is 6 hours.

5. DoYou PurchaseOnline

Thisquestionisdividedintofour categoriesi.e. Always, Occasiondly,
Only particularly itemand never. Weusethe Percentage asthe satistics
and datagivenin below Tableno. 5.05:-

TableNo. 5.5
Purchasing Syleof theWor king Women

Always

Occasionally

Only Particularly Item

Never

Frequency

30

336

124

12

Per centage

6

67.2

24.8

24
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When we observed the above Table no. 5.04 and Graph No.
4wefound that the 30 working women awayspurchasing onlineand
their percentageis6%. Similarly the 336 working women occasiondly
purchase online and their percentageis67.2%. Approximately 124
working women purchase online only particular item and their
percentageis 24.8%. Only 12 working women never purchasing online
andtheir percentageis2.4%. Thus, itisclear fromtheresult that the
maximumworking women occasiondly purchaseonline.

6. How you cameto know about onlineshopping?

This question is divided in to four categoriesi.e. Friends,
Newspaper, Billboard and Television. We use the Percentage asthe
statisticsand datagivenin below Tableno. 5.06:-

Table No. 5.6
Knowledgeabout Online Shopping
Friends Newspaper Billboard Television
Frequency 228 50 34 188
Per centage 45.6 10 6.8 37.6

In Table no. 5.06 shows that the 228 working women take
knowledge about online shopping through friendsand their percentage
is 45.6%. 50, 34 and 188 working women respectively take
knowledge about online shopping through Newspaper, Billboard and
Televisonand their percentage are respectively 10%, 6.8% and 37.6%.
Thanwe can say that maximum working women know about online
shopping throughfriendsand television.

7. What wasyour 1% experienceof onlineshopping?

Thisquestionisfurther dividedintofour categoriesi.e. Average,
Good, Excdlent and Bad. We usethe Percentage asthe statisticsand
datagiveninbeow Tableno. 5.07:-
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Table No. 5.7
Experienceof onlineshopping of theWorking Women

Average

Good

Excellent

Bad

Frequency

166

270

38

26

Per centage

332

54

7.6

52

When we observed the above Table no. 5.07 we found that
the 166 working women’s feel that their experience is Average and
their percentage is 33.2%. Similarly the 270 working women’s asked
for their experienceis Good and their percentageis 54%. 38 and 26
working women fed sExcellent and Bad experiencein onlineshopping
and their percentageis 7.6% and 5.2%. Thus, it isclear from the
result that the maximum working women feelsgood experiencein
onlineshopping.

8.  What isthereason behind online shopping?

Thisstatement isdivided into four categoriesi.e. Convinced,

Saving Time, EMI Option and Easy Return Policy. We use the
Percentage asthe statisticsand datagivenin below Tableno. 5.08:-

Table No. 5.8
Reason behind Online Shopping
Convinced Saving Time | EMI Option Easy Return Policy
Frequency 158 276 6 60
Per centage 31.6 55.2 12 13

In Tableno. 5.08 showsthat the reason of online shopping of
158 working women is convinced and their percentageis 31.6%.
276, 6 and 60working women’s reason for online shopping is saving
time, EMI option and easy return policy their percentage are
respectively 55.2%, 1.2% and 13%.

Thanwe can say that maximum working women takeinterest
inonlineshopping because of savingtime,

9.  Which eectronicdeviceyou usefor onlineshopping?
Thisquestionisfurther divided in to four categoriesi.e.
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Desktop, Mobile. Tablet and Laptop We use the Percentage asthe
statisticsand datagivenin below Tableno. 5.09:-

TableNo. 5.9
Electronic Device Usefor Online Shopping
Desktop Mobile Tablet L aptop
Frequency 12 430 18 40
Per centage 24 86 36 8

When we observed the above Table no. 5.09 and Graph No.
8 we found that the 12 working women use Desktop and their
percentageis 2.4%. 430, 18 and 40 working women used Mobil e,
Tablet and Laptopfor onlineshopping respectively and their percentage
iS86%, 3.6% and 8%.

Thus, itiscear fromtheresult that themaximumworkingwomen
used mobilefor onlineshopping.

10. What isyour modefor internet access?

Thisquestionisdivided into four categoriesi.e. Broadband.
Mobile DataAccess, Cyber Café and Free Internet Zone. We use
the Percentage as the statistics and data given in below Table no.
5.10:-

TableNo. 5. 10
M odeof I nternet Accessfor Online Shopping

Broadband | Mobile Data Access | Cyber Café | Freelnternet Zone
Frequency 100 384 2 10
Percentage 20 76.8 0.4 2

When we observed the above Table no. 5.10 we found that
the 100 working women use Broadband for onlineshopping and their
percentageis 20%. 384, 2 and 10 working women used Mobile Data
Access, Cyber Café and Free Internet Zonefor online shopping and
their percentageis 76.8%, 0.4% and 2%.

Thus, itisdear fromtheresult that themaximumworkingwomen
used M obile DataA ccessfor online shopping.
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11. What isyour preferablesearch engine?

Thisquestionisdividedintofour categoriesi.e. Google, Bing,
Yahoo and M SN. We use the Percentage as the statistics and data
giveninbelow Tableno. 5.11:-

TableNo. 5.11
Prefer able Sear ch Enginefor Online Shopping
Google Bing Y ahoo MSN
Frequency 480 2 16 2
Per centage 96 04 32 0.4

When we observed the above Table no. 5.11 we found that
the 480 working women use Google as asearch enginefor online
shopping and their percentageis 96%. 2, 16 and 2 working women
used Bing, Yahoo and M SN for online shopping and their percentage
150.4%, 3.2% and 0.4% respectively.

Thus, itiscear fromtheresult that themaximumworkingwomen
used Googleasasearch enginefor online shopping.

12.  Which websiteyou visit mostly?
This question is divided in to four categoriesi.e. Flipkart,

Amazon, Myntraand Snapdedl . We usethe Percentage asthe statistics
and datagivenin below Tableno. 5.12:-

TableNo. 5.12
Webstefor Online Shopping
Flipkart Amazon Myntra Snapdeal
Frequency 140 270 78 12
Per centage 28 56 15.6 24

When we observed the above Table no. 5.12 we found that
the 140 working women use Google as asearch enginefor online
shopping and their percentageis28%. 270, 78 and 12 workingwomen
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used Amezon, Myntraand Snapdeal for online shopping and their
percentage is56%, 15.6% and 2.4% respectively. Thus, itisclear
from theresult that the maximum working women used Amazon asa
websitefor onlineshopping.

13. Influenceof onlineshoppingin your life?
This question is divided in to four categories i.e. Habit,
Convenient, Time Saving and World of Opportunities. We usethe
Percentage asthe statisticsand datagivenin below Tableno. 5.13:-
TableNo. 5.13
I nfluence of Online Shopping
Habit Convenient Time Saving | World of Opportunities

Frequency 6 218 194 82

Per centage 12 43.6 38.8 16.4

When we observed the above Table no. 5.13 we found that
the 6workingwomen havehabit of onlineshopping andtheir percentage
is 1.2%. 218, 194 and 82 working women influenced due to
convenient, Time Saving and World of Opportunitiesrespectively and
their percentageis 43.6%, 38.8% and 16.4% respectively. Thus, it
isclear fromtheresult that the maximum working womeninfluenced
of onlinebecause of convenient andtimesaving.

14. How often you shop online?
Thisquestionisdividedintofour categoriesi.e. Regular, For

night, OnceA Month and Onceln 6 Month. We use the Percentage

asthedtatisticsand datagivenin below Tableno. 5.14:-

TableNo. 5.14
How Often Useof Online Shopping
Regular For nights | Once A Month | Oncein 6 Month
Frequency 76 24 178 222
Per centage 15.2 4.8 35.6 44.4
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When we observed the above Table no. 5.14 we found that
the 76 working women use online shopping regularly and their
percentageis 15.2%. 24, 178 and 222 working women use online
shopping For Night, OnceaM onth and Oncein 6 Month respectively
and their percentageis4.8%, 35.6% and 44.4% respectively. Thus,
itisclear fromtheresult that the maximum working women prefer
online shopping onceaMonth and Oncein 6 Month.

15. What kind of purchasing you dofrom onlinemarket?
Thisquestionisdivided intofour categoriesi.e. Daily Need

Products, Luxuriesltems, Clothesand Electronic Goods. We usethe

Percentage asthe statisticsand datagivenin below Tableno. 5.15:-

TableNo. 5.15
Purchasing From Online Shopping

Daily Need Products | Luxurieslitems | Clothes Electronic Goods
Freguency 116 70 244 74
Percentage 232 14 48.8 14.8

When we observed the above Table no. 5.15 we found that
the 244 working women purchasing Clothesand their percentageis
48.8%. 116, 70 and 74 workingwomen purchase Daily Need Product,
Luxuriesltemsand Electronic Goodsrespectively and their percentage
1523.2%, 14% and 14.8% respectively. Thus, itisclear fromthe
result that themaxi mum working women Purchase Clothesfrom online

shopping.
16. Which modeof payment you prefer ?
Thisquestionisdividedintofour categoriesi.e. COD, Debit

and Credit Card, Net Banking and E-Wallet. We use the Percentage
asthestatisticsand datagivenin below Tableno. 5.16:-
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TableNo. 5.16
Preference of M ode of Payment of Online Shopping

COoD

Debit and Credit Card

Net Banking

E- Wallet

Frequency

284

138

42

36

Per centage

56.8

27.6

8.4

72

When we observed the above Table no. 5.16 we found that
the 284 working women prefer cash on delivery asmode of payment
and their percentageis 56.8%. 138, 42 and 36working women prefer
Debit and Credit Card, Net Banking and E-Wallet asmodeof payment
respectively and their percentage is 27.6%, 8.4% and 7.2%
repectively. Thus, itisclear fromtheresult that themaximumworking
women prefer cash on delivery modefor payment of online shopping.
17. Doyou usesocial mediaappsfor onlineshopping?

This question is divided in to four categoriesi.e. Always,
Occasiondly, Only Particular ltemsand Never. Weusethe Percentage
asthedtatisticsand datagivenin below Tableno. 5.17:-

TableNo. 5.17
Useof Social MediaAppsfor Online Shopping

Always

Occasionally

Only Particular Items

Never

Frequency

42

224

52

182

Per centage

8.4

44.8

10.4

36.4

When we observed the above Table no. 5.17 we found that
the42working women alwaysuse socia mediaand their percentage
158.4%. 224, 52 and 182 working women occasiondly, Only Particular
Itemsand Never use socid mediarespectively andtheir percentageis
44.8%, 10.4% and 36.4% respectively. Thus, itisclear fromthe
result that themaximumworking women occas ondly usesocid media
for onlineshopping.

18. Haveyou faced any fraud whiledoing online shopping?

Thisquestionisdivided into four categoriesi.e. Once, More
Than One, More Than Twice and Never. We usethe Percentage as
the gatisticsand datagivenin below Tableno. 5.18:-
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TableNo. 5.18
Fraud Doing Online Shopping

Once

More Than Once

More Than Twice

Never

Frequency

110

64

48

280

Percentage

22

12.8

9.6

56

When we observed the above Table no. 5.18 we found that
the 280 working women Never faced fraud and their percentageis
56%. 110, 64 and 48 working women faced fraud Once, More Than
Onceand MoreThan Twicerespectively and their percentageis22%,
12.8% and 9.6% respectively. Thus,itisclear fromtheresult that the
maximumworkingwomen never faced any fraudwhileshopping online

19. What kind of action hasbeen taken by onlinewebsite?

Thisquestionisdividedintofour categoriesi.e. Apology L etter,
Boycott of Seller, Refund and Exchange. We use the Percentage as
the statisticsand datagivenin below Tableno. 5.19:-

TableNo. 5.19
Action of OnlineWebsite
Apology Letter | Boycott Seller Refund Exchange
Freguency 16 40 188 254
Per centage 32 8 37.6 50.8

When we observed the above Table no. 5.19 we found that
the 2540nlinewebs teexchange product and their percentageis50.8%.
16, 40 and 188onlinewebsite givesApology Letter, Boycott Seller
and Refund respectively and their percentagei s 3.2%, 8% and 37.6%
respectively. Thus, itisclear fromtheresult that the maximum online
website exchangesthe product.
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20. Does your personal stress provoke you for online
shopping?
Thisquedtionisdividedintofour categoriesi.e Always, Depend
upon Product / Price, Sometime and Never. We use the Percentage
asthestatisticsand datagiven in below Tableno. 5.20:-

TableNo. 5.20
Per sonal StressProvokefor Online Shopping
Always | Depend Upon Product/ Price Sometime Never
Frequency 14 136 144 208
Per centage 2.8 272 28.8 41.6

When we observed the above Table no. 5.20 we found that
the 208working women ask that personal stressnever provokefor
online shopping and their percentageis41.6%. 144 working women
asked that someti me personal stress provoke her for online shopping
and their percentageis 28.8% and 28.8%. 14 working women asked
that her persond stressaways provokefor online shopping and their
percentageis2.8%. Similarly 136working women asked that Price/
Product provoke her for onlineshopping and their percentageis27.2%.
Thus, it is clear from the result that the maximum women never
provoked by persond stressfor online shopping.

21. Doesonline shoppingisa question of status symbol for
you?
Thisquestionisdividedintofour categoriesi.e. Yes, Sometimes,
Depend Upon Product/ Price and Never. We use the Percentage as
the gatisticsand datagivenin below Tableno. 5.21.:-
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TableNo. 5.21
Online Shoppingisa Question of Status Symbol
Yes Sometimes | Depend Upon Product/Price | Never
Frequency 20 46 102 330
Per centage 4 9.2 204 66

When we observed the above Table no. 5.21 we found that
the 330 working women cons der that online shoppingisnot aquestion
of status symbol and their percentageis 66%. 46 working women
believethat sometime online shopping isaquestion of status symbol
and percentage is 9.2. 102 working women declare that online
shoppingisonly Depend upon Price/ Product and their percentageis
20.4%. Only 20 working women consider that onlineshoppingisa
status symbol andtheir percentageisonly 4. Thus, itisclear fromthe
result that the maximum women consider that online shoppingisnot
question of statussymbol.

22.  Word of mouth inclinesyou for onlineshopping?

This question is divided in to four categoriesi.e. Always,
Sometimes, Depend upon Product/. We use the Percentage asthe
statisticsand datagivenin below Tableno. 5.22:-

Table No. 5.22
Mouth InclinesWord for Online Shopping
Always Sometimes | Depend Upon Product/ Price | Never
Freguency 12 204 178 106
Per centage 24 40.8 35.6 212

When we observed the above Table no. 5.22 we found that
the 204 working women sometimetakeinterest for Online Shopping
andtheir percentageis40.8%. 178 working woman declarethat their
word of mouth inclines depends upon Product/Price and their
percentageis 35.6%.106 working women never tekeinterest for online
shopping and their percentageis21.2%. Only 12 women dwaystake
interest for online shopping and their percentageis2.4%.
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Thus, itisclear from theresult that the maximum women sometime
inclineby word of mouith.

23. Dooffersinclineyou for morebuying?

This question is divided in to four categoriesi.e. Always,
Sometimes, Depend upon Product/. We use the Percentage asthe
statisticsand datagivenin below Tableno. 5.23:-

TableNo. 5.23
Offersinclinefor MoreBuying
Always | Sometimes | Depend Upon Product/Price | Never
Frequency 58 252 114 76
Per centage 11.6 50.4 228 152

When we observed the above Table no. 5.23 we found that
the 252 working women sometimeinclineoffersfor more buying and
their percentage is 50.4%. 114 working woman declare that their
inclines dependsupon Product/Price and their percentageis 22.8%.
76 working women never takeinterest for online shopping and their
percentageis 15.2%. Only 58 women awaystakeinterest for more
buying and their percentageis 11.6%. Thus, it isclear that sometime
offersinclinefor more buying working women.

24. Doyou ever feel addicted toonline shopping?

Thisquestionisdividedintofour categoriesi.e. Always, During
offer period/clearance sale, During festivetime and Never. Weuse
the Percentage as the statistics and data given in below Table no.
5.24:-

Table No. 5.24
Feel Addicted toOnline Shopping

Always | During offer period / clearance sale | During festivetime | Never
Frequency 26 122 52 300
Percentage | 5.2 24.4 10.4 60

When we observed the above Table no. 5.24 we found that
the 300 working women never feel addicted to online shopping and
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their percentageis60%. 122 working woman fed addictiontoonline
shopping during offer period/ clearance saleand their percentageis
24.4%. 52 workingwomen feel addiction during festivetimeand
their percentage is 10.4%. Only 26working women always feel
addictionto online shopping and their percentageis5.2%. Thus, itis
clear that maximum number of workingwomen never fed addiction
toonlineshopping.
25. Doesyour spousehelp you in online shopping?

This question is divided in to four categoriesi.e. Always,
Occasionaly, Only during offer period and Never. We use the
Percentage asthe statisticsand datagivenin below Tableno. 5.25:-

TableNo. 5.25
SpouseHelp in Online Shopping
Always | Occasionally | Only During Offer period | Never
Frequency 64 196 38 202
Percentage 12.8 39.2 7.6 40.4

When we observed the above Table no. 5.25 we found that
the 202 working women spouse never help in online shopping and
their percentageis40.4%. 196 working women spouse occasiona ly
help in online shopping and their percentageis 39.2%. 64 working
women spouseawayshe pin online shopping and their percentageis
12.8%. Only 38 working women spouse hel p during offer period and
their percentis7.6%. Thus, itisdear that maximum number of working
women spouse never helpin onlineshopping.

26. Doyou ever comparephysical and onlinemarket while
purchasingonline?

This question is divided in to four categoriesi.e. Always,
Sometime, Only for some particular item and Never. We use the
Percentage asthe dtati sticsand datagiven in below Tableno. 5.26:-
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Table No. 5.26
ComparePhysical and OnlineMarket while purchasing

Online
Always Sometime | Only for some particular item Never
Frequency 152 186 128 36
Percentage 304 37.2 25.6 7.2

When we observed the above Table no. 5.26 we found that
the 186 working women occasi onally compare physical and online
market while purchasing online and their percentage is 37.2%.
152working women dwayscomparephysca and onlinemarket while
purchasing onlineand their percentagei s30.4%. 128working women
only during offer period comparethe physica and onlinemarket while
purchasing online and their percentageis25.6%. Only 36 working
women never compare physicd and onlinemarket while purchasing
onlineand their percentageis7.2%. Thus, it isclear that maximum
numbersof working women occas ondly comparephysica and online
market whilepurchasingonline.

27. Do you have any fixed amount limit while purchasing
online?

Thisquestionisdividedintofour categoriesi.e. upto 500, 500
to 1000, 1000 to 3000 and 3000 and above. We use the Percentage
asthestatisticsand datagivenin below Tableno. 5.27:-

Table No. 5.27
Fixed Amount Limit WhilePurchasngOnline
Upto500 | 500t01000 | 1000t0o3000 | 3000 and above
Frequency 32 196 172 100
Per centage 6.4 39.2 344 20

When we observed the above Table no. 5.27 we found that
the 196working women have 500 to 1000 fixed amount limitswhile
purchasing onlineand their percentageis39.2%. 172working women
have 1000 to 3000 fixed amount limitswhile purchasing onlineand
their percentageis 34.4%. 100 working women have 3000 and above
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fixed amount limitswhile purchasing onlineand their percentageis
20%.0nly 32 working women have Up to 500 fixed amount limits
while purchasing onlineand their percentageis6.4%. Thus, itisclear
that maximum numbers of working women have Rupees 500 to
1000fixed amount limitswhile purchasng online.

28. Doyou ever avail food servicesonline?

Thisquestionisdividedintofour categoriesi.e. uptoAlways,
Sometime, Only Occasionally and Never. We usethe Percentage as
the atisticsand datagivenin below Tableno. 5.28:-

TableNo. 5.28
Avail Food ServicesOnline
Always Sometime Only Occasionally Never
Frequency 38 236 76 154
Per centage 7.6 47.2 152 30.4

When we observed the above Table no. 5.28 we found that
the 236workingwomenavail food onlineand their percentageis47.2%.
154 working women never avail food onlineand their percentageis
30.4%. 76 working women only occasionally avail food onlineand
their percentageis 15.2%.0nly 38 working women avail food online
andtheir percentageis7.6%. Thus, it isclear that maximum numbers
of working women sometimeavail food online.

29. Doyou ever avail cab servicesonline?

Thisquestionisdividedintofour categoriesi.e. uptoAlways,
Sometime, Only Occasionally and Never. We use the Percentage as
the statisticsand datagiven in below Tableno. 5.29:-

Table No. 5.29
Avail Cab ServiceOnline
Always Sometime Only Occasionally Never
Frequency 60 202 88 150
Per centage 12 404 17.5 17.6
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When we observed the above Table no. 5.29 wefound that
the 202working women avail cab service onlineand their percentage
i1540.4%. 150 working women never avail cab serviceonlineand
their percentageis 17.6%. 88 working women only occasionaly avall
cab service onlineand their percentageis 17.5%.0nly 60 working
women avail cab serviceonlineand their percentageis 12%. Thus, it
isclear that maximum numbers of working women sometime avail
cabserviceonline,

30. Doyou shop onlineasto saveyour self from market crowd
or form chaosof traffic?

Thisquestionisdividedintofour categoriesi.e. Yes, Sometime,
During festival season and Never. We use the Percentage as the
statisticsand datagivenin below Tableno. 5.30:-

TableNo. 5.30
Shop Onlineasto Save Your self from Market Crowd or Form
Chaosof Traffic

Yes Sometime During festival season Never
Frequency 174 156 86 82
Per centage 34.8 31.2 17.2 16.4

When we observed the above Table no. 5.30 we found that
the 174working women always save herself from market crowd or
chaos of traffic and their percentageis 34.8%. 156working women
sometime save hersdf from market crowd or chaosof trafficand their
percentageis 31.2%. 86 working women during festival season save
hersdlf from market crowd or chaosof traffic and their percentageis
17.2%.0nly 82workingwomen never save hersdf from market crowd
or chaosof trafficand their percentageis 16.4%. Thus, itisclear that
maximum numbersof working women savehersdf frommarket crowd
or chaosof traffic.
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31. Doesyour workinghour compée you to shop online?

This question is divided in to four categoriesi.e. Always,
Sometimes, Only Occasionally and Never. We usethe Percentage as
the gatisticsand datagivenin below Tableno. 5.31.:-

TableNo. 5.31
Working Hour Compe to Shop Online
Always Sometime Only Occasionally Never
Fregquency 54 222 78 148
Per centage 10.8 44.4 15.6 29.6

When we observed the above Table no. 5.31 we found that
the 222working women considered that sometime working hour
compel sto shop onlineand their percentageis44.4%. 148working
women consi dered that working hour never compel to shop online
and their percentageis 29.6%. 78working women declared that only
working hour only occasionally compel to shop online and their
percentageis 15.6%. Only 54workingwomen considered that working
hour always compel to shop online and their percentageis 10.8%.
Thus, itisclear that maxi mum numbersof working women considered
that sometimeworking hour compel to shop online.

32. Does buyers review of product helps you in online
pur chase?
This question is divided in to four categoriesi.e. Always,
Sometimes, Dependsupon product and Never. Weusethe Percentage
asthedtatisticsand datagivenin below Tableno. 5.32:-

TableNo. 5.32
BuyersReview of Product HelpsYou in Online Purchase
Always Sometime Only Occasionally Never
Frequency 204 94 156 50
Per centage 40.8 18.8 31.2 10
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When we observed the above Table no. 5.32 we found that
the 204working women asked that buyers’ review of product always
help himinonline purchaseandtheir percentageis40.8%. 156working
women asked that buyers’ review of product only occasionally help
him in online purchase and their percentageis 31.2%. 94working
women asked that buyers’ review of product sometime help him in
online purchaseand their percentage is 18.8%. 50working women
asked that buyers’ review of product never help her in online purchase
andtheir percentageis10%. Thus, it isclear that maximum numbers
of workingwomen believethat buyersreview dwayshepherinonline
purchase.

33. Do you prefer online shopping as it saves you from
embarrassment if you don’t buy after inquire of product?
This question is divided in to four categoriesi.e. Always,
Occasionally, Depends upon product/price and Never. We usethe
Percentage asthe statisticsand datagivenin below Tableno. 5.33:-

TableNo. 5.33
Prefer onlineshopping asit savesfrom Embar rassment
Always Occasionally | Dependsupon product/price Never
Frequency 44 88 118 250
Per centage 8.8 17.6 236 50

When we observed the above Table no. 5.33 we found that
the 250working women never prefer onlineshopping asit saversher
from embarrassment and their percentageis50%. 118working women
prefer online shopping depends upon product/priceasit saversher
from embarrassment and their percentageis23.6%. 88workingwomen
occasondly prefer onlineshopping asit saversher from embarrassment
andtheir percentageis 17.6%. 44workingwomen adwaysprefer online
shopping asit saversher from embarrassment and their percentageis
8.8%. Thus, it isclear that maximum numbersof working women
never prefer onlineshopping asit saversher from embarrassment.
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34. Doyou prefer onlineshopping asit allowsyou totakeas
much timeasyou want to decide?
Thisquestionisdividedintofour categoriesi.e. Yes, Sometime,

Dependsupon Product / Price and Never. We use the Percentage as

the gatisticsand datagivenin below Tableno. 5.34:-

Table No. 5.34
Prefer onlineshopping asit allowsto you takeasmuch time
asyou want todecide

Yes Sometime Dependsupon product/price | Never
Frequency 176 176 98 52
Per centage 35.2 35.2 19.6 104

When we observed the above Tableno. 5.34 wefound that
the 176working womentell about that yesonline shopping alows her
to take as much time as she decide and their percentage is 35.2%.
176workingwomentell about that sometime online shopping alows
her to take as much time as she decide and their percentage is
35.2%.98working womentell about that her online shopping depends
upon product / allows her to take as much time as she decide and
their percentageis 19.6%. 52working women tell about that online
shopping never allows her to take asmuch time as she decidesand
their percentageis 10.4%. Thus, it isclear that maximum numbers of
working women asked about online shopping allows her totake as
muchtimeasshedecide.

H,, Therewill benosignificant differencebetween buying behavior
of married and unmarried working women towards online
shopping. Tofind out the difference between buying behavior
of married and unmarried working women towards online
shopping we use sampl e of 500 workingwomen (324 married
and 176 unmarried)
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TableNo. 5.35
Mean and Sandar d Deviation of buyingbehavior of married
and unmar ried wor king women towar dsonlineshopping

Working Women N M SD t-value
Married 324 81.07 8.48
29.34
Unmarried 176 44 15.55
df = 498, P < 0.01Significant

Fromtheabovetable 1 themean va ueof married and unmarried
working women towardsonlineshoppingis81.07 and 44 respectively.
Similarly sandard deviation of married and unmarried workingwomen
towardsonline shoppingis8.48 and 15.55 respectively. Thet-value
is29.34whichissgnificant at 0.01 leve of sgnificancewithdf =498
becauseinthislevel tablevalue(2.57) issmaller than the obtained
vdue
Result

Thuswecaninterpret that thereissgnificant difference between
buying behavior of married and unmarried working women towards
online shopping Thuswe concludethat our null hypothesisisr g ected.

5.3 Attitude of Corporate Sector and Service

Provider

Theterm corporate sector describes certain section of society
which consists of companies, industries and businesses. Attitude of
these sectorsarevery positivetowards E-market asinternet isproviding
great benefitsfor businesscommunication it hasbecometheeasy way
to connect with buyersand dlients. Businessinformetionisfastest than
ever asall datarelated to buyerslike buying habits, hobbiesetc can
easily available and creating marketing strategies based on these
analysisbecome easy. E-marketing hel ps corporate sectorsto grow,
achieve goasand become successful in thiscompetitive market. E-
market transformseducati on, communication and methodsof receiving
and giving data. We can say online market isbackbone of an offline
businesstosdl online58

114



Inall theseserviceprovidersplaysavita role. Service providers
arethe companieswhich provideinternet connection to customer.
Therewere 307 internet service providers (1SPs) offering broadband
and narrow band internet servicesin India asof 30 June2019.

Below tableshowsthetop 101SPsin Indiaby total subscriber
base as of 30 June 2019. Broadband is defined as “an always-on
Internet connection with download speed of 512 kb it/s or above.”
Thenumber of internet usersis665.31 million, out of which 70.72
million arenarrow band subscribersand 594.38 million are broadband
subscribers.

TableNo. 5.35
Internet ServiceProvider

Rank Internet Service Provider

Jio

Airtel
Vodafone/ldea
BSNL

Tata Teleservices
Act Fibernet
MTNL

Hathway

Y our Broadband
Gtpl Broadband

O 0 N| O O &l W N

=
o

(Source: https://en.wikipedia.org/wiki/
List_of internet_service_providers in_India)
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5.4 Achievement of Online Shopping

In early stage of online shopping it wasvery smplewith fewer
options. Buyersorder productsand pay cash on ddivery but astime
goeshy thisfied of onlineshopping renovateditsaf withahigh extent.
Therenovation of Stesand selling pattern fascinatesbuyersfor buying
more. Attractive websites, Easy payment method, 24/7 open shop,
user friendly interface are some reasonswhich hel psin successof E-
market in India. Indiais a developing country despite of it has a
commendableincreasein E-commerceindustry. Fecilitieslikediscount,
Cash onddivery, 30 daysreturn policy, quick delivery etc all these
has added a new flavor to online shopping. The key drivers that
increasestrend of onlineshopping are -

Busy lifestyleand lack of timefor visiting market.
Maintaining thehigh Living standard.

Improve broadband Internet service and 4G Penetration.
Availability of wider product range.

Evolution of new onlinewebsites.

o s~ wbdhPE

Onlineshoppingisnot beneficia for buyersonly but d sofor E-
businessman. Thisnew technol ogy of doing online businessnot only
hel psin cutting cost and unnecessary expensesbut a soincrease profit
which helps in facing today’s tough competition. All these explain that
E-market hasaffected theroot of Indian market yet it haslongway to

go.
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5.5 Verification of Hypotheses

S.N. Hypotheses Verification

There is huge probability of Online Shopping in the

1. ]
technologically developed age. Accepted

5 There is higher onll.ne buying intension amongst working Accepted
women and non working women.

3 Educay on and A'wareneﬁ play an important role in promotion Accepted
of Online Shopping.
There is great impact of family, socia, professional and

4. | cultura factors in addition to the natura traits of working Accepted
women to buy Online.
The concept of Nuclear Families will grow with the passage

5. | of time, this is aso one of the factors which encourages Accepted
working women for online shopping.

6. Trust gnd Convenience aso play an important role in online Accepted
shopping.
Means of Communication has brought a grest change in

! buying habits of working women. Accepted
Online shopping provides an easy convenient platform for

8. | comparison of variety products and services and gives Accepted
working women an opportunity to arrive at proper decision.

9. | It savestime and energy. Accepted
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CONCLUS ON
06 &
RECOMMENDATIONS

6.1 Conclusion

A rigngfigureand rangeof firmsand organi zationsareexploring
and creating trade opportunitiesonthe Internet. Asonlineshoppingis
anew standard so the buyer behavior inthefield of onlineshoppingis
also pretty diverse in nature compare to traditional buyer’s behavior,
soitisequally important for the researcher to identify what factors
influence buyersto shop online. In order to reach towards purchase
decision, it consistsof severa factorswhichinfluence consumersto
shop online. Thesefactorsareimportant for retailersto competein
the market and to maketheir product more compatible. Themain
purpose of the present research study was anayzing the consumer
behavior towardsonline shopping with precisereference to Raipur
city. Thefindings of thisresearch will not only help marketersto
formulatetheir marketing strategiesfor online shoppersbut will also
increasethe knowledge and researchinfield of online shoppinglike
What factorsinfluence buyersto shop online?

In recent timesonline shopping isthe novel trend or it can be
said transformative change of shoppinginindiathat isusedtorefer to
computer-based-shopping samelike Internet banking. Over that past
few years, online shopping has increased percentage of online buyer’s
inIndia. New perception of theonline shoppingisagreat exampleof
thebusinessrevolutionin India. We can say that onlineshoppingin
Indiais presently experiencing an era of speedy growth. Online
Shopping in Indiaisaprosperous section waiting to be explored. In
fact, onlineshoppingisaform of E-commerce. In online shopping,
buyers purchasethe productslike: - Apparel, electronic appliances,
footwear, Home & Kitchen Appliances, etc. directly from the E-
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shoppers by using aweb browser. Online shopping buyers behavior
isaso called E-shopping buyersbuying behavior. Theresearcheson
onlinebuyers buying behavior areimportant becauseit hel psto know
about buyers demands, it hel psto recognize and analyze that when
buyersbuy productsonline? And who buy productsonline? And how
consumers mindset for purchasing the productsonling?

Online shoppingisthemost recent phenomenonintheIndian
online space. Men and women of all agesvist thewebsitesfrequently
and purchasethe necessaries of life. Thegrowing no. of internet user
inIndiaprovidesabright visonfor onlineshopping. If E-marketers
identify thekey factorsaffecting behavior of buyersanditsrdationship
then they canformulatetheir marketing strategiesto switch potential
buyersintofathful onesand retaining existing onlinebuyers. Thepresent
research study highlightson factorswhich onlinelndian buyerskeep
inmind whileshopping. Internet has changed theway buyers purchase
goods and services at the sametime many companies have started
usingtheInternet with the objective of cutting marketing costs, thereby
reducing the price of their product and servicein order to stay ahead
in highly competitive markets. Companies a so usethe Internet to
convey, communicateand disseminateinformationto sell theproduct,
to take feedback and also to conduct satisfaction surveys with
customers. Buyersusethe Internet not only to purchase the product
online, but also to compare prices, product features and after sale
servicefacilitiesthey will recaeiveif they purchasethe product froma
particular store. Many experts are optimistic about the prospect of
onlinebusiness.

Duetotechnological advancement, the concept of competitive
advantageisescaping day by day business has been marked with a
high degree of dynamism. In thismonopolistic competitive market
every company ishaving almost the sametechnol ogy and thishas
generated agroup of standardized productswith differenceon only
onefronti.e. the brand name, which can attract peoplevery easily.
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Thishasresulted in the concept of luring the maximum customersby
becoming moreand moreinnovative. How much receptive company
can becometo their needsand aspirations. All these haveforcethe
companiesto register their presence at every nook and corner and
takethe hdp of latest of thetechnology inthisendeavor. Theonesuch
technology is “Online shopping”.

In the present research study the results were obtained by
analyzing datathrough the satistical techniques. Thefindingsof the
study can be concluded under following heads:-

It was found that working women whose income is above
20,000 shows better buying behavior than otherswhichincomeis
less. Such result shows that women’s income plays very important
role asit is but obvious that it makes them not only financially
independent but in decision making aspect aso. Whenthework place
was analyzed, it was found that maximum women’s working place
was office as compare to home, door to door and friend’s office.
Results revealed that 49.2 % of women work for 6 hours. It was
found that the maximum working women occasiondly purchaseonline,
Theresult showed that the maximum working women feelsgood
experiencein onlineshopping. Thanwecan say that maximumworking
women takeinterest in online shopping because of savingtime.

Thefindingsreved ed that the maxi mum working women uses
mobilefor onlineshopping. It wasfound that the maximumworking
women used Mobile DataA ccessfor online shopping. Alsoit was
clear from theresult that the maximum working women used Google
asasearchenginefor onlineshopping. It wasclear from theresult that
the maximum working women used Amezon asawebsitefor online
shopping. Itwasdear fromtheresult that themaximumworkingwomen
influenced of online because of convenient and time saving. It was
clear from theresult that the maximum working women prefer online
shopping onceaMonth and Oncein 6 Month. It wasfound fromthe
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result that themaxi mum working women Purchase Clothesfrom online
shopping. Result showed that the maximum working women prefer
cash on delivery modefor payment of online shopping. It was clear
from theresult that the maximum working women occasionally use
socia mediafor online shopping. Results showed that the maximum
workingwomen occasiona ly use socid mediafor onlineshopping. It
wasclear fromtheresult that the maximum onlinewebsite exchanges
the product. It wasfound from the result that the maximum women
provoked for online shopping. Also it was clear from theresult that
the maximum women consider that online shopping isnot question of
statussymboal. It wasclear that sometimeoffersinclinefor morebuying
working women. It was clear that maximum number of working
women never feel addiction to online shopping. It was clear that
maximum number of working women spousehepin onlineshopping
during offer period. It was clear that maximum numbers of working
women occasionally compare physical and online market while
purchasingonline.

It was clear that maximum numbers of working women have
Rupees 500 to 1000fixed amount limitswhile purchasing online. It
wasclear that maximum numbers of working women sometimeavail
food online. It was clear that maximum numbersof working women
sometimeavail cab serviceonline. It wasclear that maximum numbers
of working women save herself from market crowd or chaosof traffic.
It was clear that maximum numbers of working women considered
that sometimeworking hour compel to shop online. It wasclear that
maxi mum numbers of working women believethat buyersreview
dwayshepherinonlinepurchase. It wasclear that maximum numbers
of workingwomen never prefer onlineshopping asit saversher from
embarassment. It wascl ear that maximum numbersof workingwomen
asked about online shopping allows her to takeasmuch timeasshe
decide.
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6.2 Problemsand Limitations

In the present research study the researcher hasfaced few of

the problems while researching and collecting data. Some of the
problemsareenlisted below:-

Poor knowledge and awareness about the e-commerce.
Online Transactionswerenot found commonly used.

Online Security wasfound amg or problem aspeoplegenerally
donot rely onit.

Tax Structurewasfound difficult inunderstanding.

Touch andfed factorswerefound prominent aspeoplewishto
touch theproduct before purchasing.

Internet isthe backbone of e-commerce. Unfortunatdly, inlndia
internet penetrationisso far dismaly low at 0.5 per cent of the
population, penetration of personal computer (PC) aslow as
3.5 per thousand of popul ation and penetration of telephone
only 2.1 per cent of population, e-commerceremainsfar away
from thecommon man.

To get people to come on an e-Commerce site and make a
purchaseinvolvesheavy cost dueto branding and marketing.
Thiscost issignificant and can be brought down to cost per
customer, if thevolumes permit to do so. Experts say that the
average figure for this metric in the current eeCommerce
ecosystem is between INR 500 — 1000 customer, which isn’t
sustainablefor even medium sized companies, let doneearly
stage ones.

Withtheintroduction of alargenumber of playersintheadready
competitive e-commerce market, the customer ispampered by
offering hugediscounts, offers, taking returnsetc. resultingin
razor-thinmargins.
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Logisticsfalureinany areacan mean detrimental damagetoa
startup’s future and can hurt the brand overall. Add to this the
need for a guaranteed return policy. Getting thisright isa
chdlenge.

Tax rate system of Indian market isanother factor for lesser
growth rate of e-commercein Indiain comparison to other
developed countrieslike USA and UK. Inthose countries, tax
rateisuniformfor all sectors, whereastax structure of India
varies from sector to sector. Thisfactor creates accounting
problemsfor thelndian online businesscompanies.

Indian customers are more comfortablein buying products
physically. Companies dealing with products like apparel,
handicrafts, jewe ry havetofacechalengestosdl their products
asthebuyerswant to seeand touch before they buy these stuffs.

All the customers may not have accessto theweb, asthey do
tothepostal system. Thisisatemporary issueastheevolution
of theweb continues.

Ease of usemay beanissue, astheweb design may appear to
be complex for someusersor a sometimesabit chaotic.

Onlineretail storesare not standardized in designintheway
catalogsand retail stores(which useplanogramsfor thesame)
have become.

Therefore, different user behaviorsand patterns (navigation
schemes) need to be observed for each online store. Thisis
again atemporary issue asthe evol ution of the web continues.
Many times, trust deficit, security, and privacy concernsprevail.
buyers are con- cerned with the exposure of the data they
providefinsert during transactions.

InIndian context, tax demands and regul atory hasdes, coupled
with low Internet den- sity and sundry other problems, pose
someother chdlenges.
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6.3 Suggestions

Despitehugeopportunity inonlineshopping, it presentssevera
particular chalengeswhich are sometimesdifficult to handlefor
any new startup. However, without any doubt, Indiahasbeena
profitable market for online buyersfor thelast few yearsina
row. It may be more systemati zed and synchronized so that the
buyers can avail the benefits. Asthe present research study
was focused on the women buyers who shop online, it is
suggested therefore that the online shoppers must keep all the
points cons derablewhilemaking any online store.

Thusmany venturecapitdists, angd investors, privatecompanies
& high-net-worth individualsareinvesting money in online
market, no matter how small or big thebusiness. Onlinemarket

isgrowingrapidly, but itisdtill facing severd hurdlesin operations
inindia

Online shopping is changing the way of buying & selling of

product & servicesin India. Online shopping is future of

shopping. Dueto online shopping the gap has been reduced

between manufacturer & consumer. According to Indian

popul ationtheir vast scopefor onlineshopping becausecurrently

inIndialess percentage of peopleusinginternet for selling &

buying of goods & services so remaining percentage we can

cons dered that we having scopein Indian Market. Thefuture
of online shopping in Indiawould be bright in the upcoming

years if al essential factors would be implemented, by

establishing cyber & havetheir benefitsasper peoplewish.

Oneof thelargest challengesto onlineshoppingin Indiaisthe
lack of infrastructure to support new businesses. Logistics
companies have been notoriously unreliable, and complex
interstate regulations mean that interstate logistics and
paperwork ismorelikeinternational customs. Additionally,
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Indians have a loathing to credit cards — very low percent of the
nation hasacredit card. Thisfactor affects online shopping
systemasitsmgority of transactionsare based on onlinesystem.
Itisan important point to be considered.

Thenumber of onlineshopping companieshasgrown, companies
have started to place more emphasis on investing in the user
experience. Best practicesthat have driven online shopping
globally arenow akey focus of successful Internet companies,
including merchandising, customer sarvice, user interfacedesign,
and guaranteed delivery and return policy. Inthiscompetitive
drivetodifferentiateviauser experience, theultimatewinner is
thelndian onlineconsumer.

6.4 Scope and Possibilities of Online Shopping

Online shopping, in-spite of the opportunities, presentsal so

has poses certain chalengeswhich are sometimestoo much to handle
for gart-ups.

Purchasing and selling productsand servicesover theinternet

without theneed of going physicaly tothemarket iswhat online
shopping al about. Online shoppingisjust likearetail store
shopping that wedo by goingtothemarket, but itisdonethrough

theinternet. Online shopping has made shopping painlessand

added more fun. Online stores offer product description,

pi ctures, comparisons, priceand much more. Few examplesof

theseareAmazon.com, ebay.com, framt.com and the benefits
of online shoppingisthat by having direct accessto consumer,

the online stores can offer productsthat cater to the needs of

consumer, cookies can be used for tracking the customer

selection over theinternet or what isof their interest when they

visit the site again. Online shopping makes use of digital

technol ogy for managing theflow of information, products, and

payment between consumer, Site ownersand suppliers.
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Shopping cartisoneof theimportant facility provided inonline
shopping, thislets customer to browse different goods and
servicesand oncethey sdect anitem to purchasethey can place
theitem in shopping cart, and continue browsingtill thefinal
sel ection. Customerscan even removetheitemsfrom shopping
cart that were selected earlier beforethey placethefina order.
It remindsus of shopping basket that wecarry in departmental
store.

The scope of online shopping Businessin Indiaisundoubtedly
going toincreaseyear after year. A recent report by the Internet
and MobileAssociation of Indiashowsthat afast-paced growth
of around 50% isto be expected in the coming five years.

Theprimary attribute of thisgrowthisundoubtedly the rise of

3G/4G mobileinternet usersand alarge number of smart phone
users becausethesamemobilecommerceisexpected to change
how businesstransactionshappen inindia

Thescopeof online shopping businessisturning out to bemore
famous day-after-day according to the market demand. And
thisrequirement isgenerating innovationsworldwidefocused
onddiverytime, easeof transactionsand severd featuresserved
by e-commerce businesses, for example, drone delivery or
atificid intdligence.

Another significant contributor to thegrowth of online shopping
inIndiainthefutureisthee-tailingindustry whichlargely dedls
inprovidingjewdry, apparel and kitchenappliancesonline.

Websiteslike Flipkart, Myntra, Amazon, Snapdeal, Jabong,
etc. areal examples of the enormous success of e-commerce
inIndia Dueto thesefirms, Indiaisoneof thefastest growing
onlineshopping marketsinAsa/Peacificwith Chinainvesting as
much.
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Indiahaswitnessed amgjor breakthrough e-commerce success
gtories particularly in online shopping in Consumer Electronics
& Fashion Apparel & Home Furnishing segments. Online
shopping creates new opportunitiesfor entrepreneuria start-
ups. Ease of Internet access, Safe and secure payment modes
coupled with aggressive marketing by online shopping giants
hasrevol utionized this segment. Rapid devel opment in mobile
technology hasgivenway to Mobile Commercewithmany online
shopping companiesshiftingto App only modd.

Reductioninthecost of broadband internet facilitiesto ensure
more peoplecomesonline.

Encouraging moredomain registrationsand | etting e-commerce
websites maintainthem at cheaper rates.

Encouraging innovative schemes such asthe COD (Cash on
Ddivery) in acountry where credit card useis not prominent
showshow wehaveeased into thisparticular niche. Alot of the
major online shopping websites are based in India and the
consistency, and reliability of these siteshave shown the people
how hasde-free, shopping and availing servicesare.

Bringinginternet facilitiestotherurd areasin Indiaasit remains
alargely untapped resource and the possibilitiesareendlessfor
amajor boom in the online shopping industry, as India’s Internet
penetration is0.5% of the population. If these online shopping
busi nesses can reach to theseregions, their net value can only
increasefromthecurrent values.

Online shopping can also spread to newer disciplinessuch as
hedth servicesintheseremoteareasin Indiaand hepinoffering
health sol utionsto peoplewho do not havetheluxury of hospitas
inther vicinity. Thiswill certainly help oncetherura areasare
provided withinternet fecilitiesand will beapotentid business
prospect shortly.
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» Thereishigh scopeof e-commercein each aspect of business,
at presentitisintheembryonic stagebut in futuree-commerce
would bethe part of day to day activity of businessfirms.

Following arethe marketing ar easwher ewe seek scope
of e-commer ce:

1. Marketing, sdesand saespromotion.

2. Pre-saes, subcontracts, supply.
3. Fnancingandinsurance.
4. Commercial transactions — ordering, delivery, payment.
5. Product serviceand maintenance.
6. Co-operativeproduct development.
7. Distributed co-operativeworking.
8. Useof publicand private services.
9. Busnessto-adminigtrations.
10. Transportandlogistics.
11. Publicprocurement.
12. Automatictradingof digital goodslikegames, learningmaterid,
songsand music etc.
13.  Accountingandfinancial management.
14. Legd advice

6.5 Recommendations

Asthepresent research study was based onthe Buying Behavior
of Working Women through Online Shopping, the researcher
recommendsthefollowing pointson the basis of the entire procedure
executed:-

¢ It has been found that women are more implicated with the
purchasing activities. They aremore price conscious.
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Thisstudy aso prevailsthat thereisasignificant differencein
buying behavior of working women depending on what type of
ingtitutethey work.

Woman’s role as the family purchasing agent, however, seems
to bechanging, due primarily to thelargeincreaseinthe number
of working women in recent decades. Therefore, working
women has developed as an important segment for the
marketers. Therefore, marketers should consider them with
utmost importance.

——==00==—-—
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