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FNILRODUCITGON

FNIRODUCING THE TOLPIFC -

1.

S-COMMERCE

Dlthough the terms e-commerce and e-business are often used interchangeably,
there are differences. E-commerce is the 6uying’ and se/[ing‘ of g‘oocls and
services on the Tnternet or other computer network. Pny brick and mortar
store can become an e-commerce business by adding a virtual storefront with an
online catalogue. Fn most cases, e-business refers exclusively to Fnternet

61431:%08898, éuf ’l:f may also refér fO any éusiness f/zaf uses gnfernef fec/znolog'y fO

improve productivity and /)roﬁ'faéilify.

E-BUSIFNESS

Business transactions that involve the exchange of money are covered by the
term e-commerce. G-business includes all aspects of running a business that
sells g‘oocls and services, inc/uc[ing‘ marﬁeﬁng‘, earning and retaining customers,
procurement, deve/oj)ing business partners and customer education. In order
to be successful, e-commerce and e-businesses must have qua[ify storefronts that
are simple to navigate and peruse, with accurate and thorough catalogue
inf(‘)rmaﬁon. E-business became an extension of e-commerce to encompass all
aspects of businesses that function online. G-business involves e-commerce, but

e-

@ommerce JOQS nof cover al/ asﬁecfs ofe-business.

%Q/{C’S‘gn(g‘eges m@@go&’g 8‘@0’”’1«1’1’1«97’09 or (glecfronics @ommerce

business models can generally be categorized in the f(‘)//owing‘ categories:-




o HBusiness - to - Pusiness ( “B24B )

o HBusiness - to - Consumer (32C)

e Consumer - to - Consumer (20)

o Consumer - to - Business (C243)

o QBusiness - to - governmenf (c C%ZQ)
o Government - to - HBusiness @2% )
o Government - to - Citizen (G2©)

RBusiness - to - Business (B248)

Website following B2 business model sells its product to an intermediate buyer who
then sells the j)roclucf to the final customer. Ps an examj)/e, a wholesaler j)laces an order

from a company's website and afler receiving the consignment, sells the end product to

final customer who comes to 6uy the product at wholesaler's retail outlet.
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HBusiness - to - Consumer(B2C)
Website following B2C business model sells its product divectly to a customer. A




customer can view j)roclucfs shown on the website of business organization. glze customer
can choose a proclucf and order the same. Website will send a nofiﬁ'caﬁon to the business

organization via email and organization will clisj)afc/z the /)roclucf/ goocls to the customer.
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Consumer - to - Consumer (2@)

Website following @2C business model helps consumer to sell their assets like residential
property, cars, mofo'rcycles efc. or rent a room 6y ﬁué/is[ting' their infbrmaﬁon on the
website. Website may or may not charge the consumer for its services. Dnother consumer

may opt to éuy the product of the first customer éy viewing the j)osf/ advertisement on the

website.
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Consumer - to - Business (C248)

G this model, a consumer aj)j)roaches website showing mulfij;le business organizations f;)r
a parficular service. Consumer j)laces an estimale of amount /Le/ she wants to sj)enc/ f(‘)r a
parﬁcular service. For example, comparison of interest rates of j)ersona/ /oan/ car loan
proviclecl ()y various banks via website. Business organization who ﬁt/ﬁl[s the consumer's

requirement within specified budget approaches the customer and provides its services.
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_&;usiness - to - Government (c &;292

c%’zg model is a variant of 2B model. Such websites are used éy government to trade

and exchang’e inﬁ)rmaﬁon with various business organizations. Such websites are

accredited 6y the dovernment and j)rovicle a medium fo businesses to submit aj)j)licafion

ﬁ)rms fO fhe governmenf.

./ 2

Business Organization / Website / Government

Government - to - Business (G248)

governmenf uses %29 model website to aj)j)roaclz business organizations. Such websites

support auctions, tenders and apj)licaﬁon submission ﬁ,tncfionaliﬁes.



I::} Website |::> Business Organization

Government

Government - to - Citizen (G2@)

governmenf uses gZ@ model website to aj)j)roac/z citizen in general. Such websites support
auctions of vehicles, machinery or any other material. Such website also j)rovicles services
lile registration ]((‘)r birth, marvriage or death cerﬁficafes. Main objectives of 92@ website

are to reduce average time ]((‘)r ﬁ&/ﬁ”zng peoj)le requests ﬁrr various government services.

Government ——\
< Citizen

[ ‘ Website [

OBFECIFVES OF THE STUDY
) (g;) ﬁ'ncl fhe f;leO‘l"S fllaf leacls iO @nline c@urchases

» Yo discover the Eey factors that influence online 6uying‘ behavior of consumers
» 9o i(lenﬁf;;{ who are the online s/zoj)j)ers in terms of clemograj)/zy

» Yo understand the customer awareness on Online Purchases.

» Yo qug”gesf Measures ﬁ)r gmf)roving ODnline Purchases.



LIMIITAIFINS OF THE STUDY

Vo research is complete without admitting the limitations that was faced while conducting
a sfucly which will contribute to present learning. This sfucly too like the others have certain

constrains which has been discussed below.

» Ghe study was restricted to Wisa/éhaj)afnam city only
» Ghe samj)/e of the size will be limited to time and resources

» Ghe information will be collected valid until there is no any technical change or any

innovation

» The result is assuming that resj)onolenfs have given accurafe inf;)rmafion

(Methodology of Project Work
c@rimary source of Data

Ghe data was collected using a structured schedule which was given fo consumers of
O/Qisak‘haf)afnam, Dndhra Pradesh. Interview method was also a/)/)liecl to g‘aflze'r requi'reol inﬁ)rmah'on
Veg‘arding‘ this sfudy.

Quesﬁormaire

For measuring the level of Customer C&xﬁsft‘wﬁon on Online Purchases this research used a

guestionnaire consisting of 10 gmj)orfanf Quesfions



CHALIER 3

DAIA BNALYSGS AND
FNIERPREAIFON

This c/zaj)fer aims to obtain the objective of the sfucly 61,1 criﬁca/[y ana/yzing' the
c/ua/ifaﬁve data flwoug/t f/toroug/tly examining the inferviewee's responses and
belicfs. Ghis has been achieved flwoug/z evaluating the most relevant responses
63( the participants. The data
has been ana/ysecl and discussed 6;,1 comparing the comments made éyflze respon

dents with theliterature review /C.eej)ing in mind the research objective of the
sfuo/y. Thus, the rationale of this ana/ysis is based on the j)ersona/ answers
j)roviclecl éy the resj)onclenfs Dn aj)jwof)m'afe/y designed questionnaire was
used to collect the primary data ﬁw the sfucly. The data ][c‘w 100 resj)onclenfs
was organized sysfemaﬁcal/y in tables and graj)hs and then was subjected to

analysis using appropriate statistical tools. Jhe results of the ana/ysis are
j)resemfecl in the f(‘)llowing section in order to assess the customer perception
towards online Purchases in O)isa[c:/zaj)afnam. Here for ana/yzing, we are

considering two factors. TJhat is:

® Q)emog‘rap/n'ca/ factors
o PBehavioural factors



@emograbhy

1. Age Group:

Gable: Pge wise respondents

458
15-25 25-35 35-45 | above Jotal
No. of Respondents | 63 24 12 1 100
Percentage 63 24 12 1 100

Graph:Pgewise respondents
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AInalysis and Interpretation:

%elow ﬁgure shows that 63% respondenfs are between 15-25 years o/cl, 24%
resj)onclenfs are between 25-35 years old, 12%resj)onclenfs between 35-45
years old, and 1% resj)onclenfs are between 4585 above. Qverall result shows
that between all of the resj)ondenfs who has agde between1s to 35 years

(¢ 63%+24«oo=87% ) j)eop/e are more familiar fto s/tof) online on my tardet
ﬁoj)u/afion.

2. Gender of chsj)oncIemfs
Jable: Gender wise respondents

Male Female | Jotal

Responses 58 42 100

Percentage 58 42 100

Graph:Gender wise respondents



B NMale
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-@‘na/ysis and canerﬁrelaﬁon:

Pccording to demography jwoﬁle, in this study 5’8% male and 4«2% female respondents
target populafion and f/tey helj) me to fulfil my
questionnaire from different areaof c%cmg‘a/ore city. From these groups total resj)onclemfs

are 100. Do, accorcl'ing to the surveyresu/f, the male resj)onc[enfs are more and can be told

that fhey inferested to shoj) online thanfemale, even though both of them shoj) online.

are part of my

1. @ccuf)aﬁon

Table: @ccuj)aﬁon wise resﬁorwkn«ls

Business

person Housewife | Salaried | Student | Jotal
No. of Respondents | 8 7 46 39 100
c@ercenlage 8 7 46 39 100

gruj)/u @ccufmﬁon wise respondents




B Business person
| gfousewifé
B Salaried

B Student

.@nalysis and cgnferjwefaﬁon:
S this survey, 46% of the resj)ondemfs are salaried and 39% are students. Do fhey

6ofhfogef/l,er made magjority of resj)onclenf‘s percentage ( 85% ) 8% are business persons
and 7%are Hlouse wifé. Salaried persons and students will always look ﬁ)r new

technologies and newservices which malce them more comfort.

4. .@rmual cgncome:

9&?
0-3L | 3-6L | 6-9L | above

No. of Respondents 60 23 13 4
@ercenfage 60 23 13 4




M 0-3.0
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| 98@ above

Qnalysis and gnferﬁrelah’on:

Dince 39% of this survey is students most of them are of 0-35L
income range, ie 60%. 23% of them are in 3-65L income range, 13% in 6-95L
and 4«% is 9 & above.

5. &ducational Qualiﬁcaﬁon
Jable: Educational wise respondent

Post D@ or | Obhers
Oraduate | Graduate | Squivalent (Phd)

No. of Respondents 63 36 0 1




c@ercenlage 63 | 36 o 1

B Graduate

B Post Graduate

B SSC or Equivalent
[

B Others (W)

Bnalysis and Gnterpretation:
7a1/) of them in this survey are graduate and above qualifieol j)eoj)les only. .@mong these 63%are
graduales, 36% are post graduates and one person is PhD.

Behaviowral factors:
6. g';'eduency of jmrc/mse ﬁ'om online

Jable: online s/wj{fn'ng' usage
glwags @ﬂen Sometimes Seldom Never Jotal
Male 5 21 29 3 o 58
Female | 4 14 23 1 o 42
Jotal 9 35 52 4 o 100

graj)/t online shopping usage



35

B NMale
. gémle

.@nalysis and gnferﬁrefaﬁon:(ynore than half of them use online s/zoj)j)ing‘ sometimes,
e 52%. c@eoj)le who always anclmosfly s/zoj) f/wough online s/toj)j)'ing are also good in
number, 9 and 35, fogefher 4«4«%. Pndwho use online shoj)j)ing rarely is very less in
number 4«%. SDince only 4«4% are mosfly usingl%is, there is a wide space to ﬁll and to make
online shoj)ping a great success. Dind there is notmuch gender cliﬂérence in online

shoj)j)ing, which means both males and females enjoyingonline s/zoj)j)ing and its benefits.

7. This survey 1is conducted on those j)eoj)le who do online shoj)j)ing and are aware of
Dnline cS/l.oj)j)ing
Do everyone answered ‘QI & for Quesfion no.7.

8. Modes of awareness about Online oS/wj#n'ng‘
Jable: Modes of awareness about Online egﬁoﬁﬁing'

Links
%Z':fhof Ddvertisements giimmen dations f:ﬂ cg;mu, bional Search Engines | Jotal
Websites
C(Z:ﬁo” dm‘;f 39 22 2 15 5 17 100
Percentage | 39 22 2 15 5 17 100

graﬁ/z (Modes of awareness about Online Oghojgfn'ng'
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Dnalysis and Fnterpretation:

(Most of them are aware about Online GS/Loj)ping‘ through word of mouth (: 39% ) followed
by television and online advertisements (- 22% ). Customers got aware through blog
recommendations ( 2% ) and j)romofional e-mails ( 5’% ) are very less in number. This
means a good communication about Online QS[tof)j)ing is going on f/wough friends and
families, which proves that word of mouth strategy 6;( them is the most successful means of
malcing people aware about their products. Success can only be gained through delighted
customers who act as advocates ﬁ)r their j)roclucfs and there is a wide scope of other (ligifal
advertisement fechniques lilce search engine mar/c‘eﬁng',

SEmail mar/c‘efing, j)rovioling links and blog recommendations in order to make more

cus fomers .

9. greq‘uencg of %uying' while (using online @urchasing':
Jable: cg;'equency of (using

6very gfard[y

Time Okccasionally Most of the Time | Ever Jotal
No. of &esﬁonc[enis 17 45 32 6 100
@ercenfag'e 17 45 32 6 100

gra:{)/z cgreq‘uency of (using'
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.@nalysis and cgnferﬁrefaﬁon:

Here on this survey 1 7% are a/ways c/zoos'ing‘ gz'ij)/c:arf for online s/zoﬁ/)ing', while 4«5% are
using it occas'ionally. gfarcl/y ever using members are very less, and 32% are using it most
of the time. Since more than half of them /)refér cg‘lij)/c‘arf while f/zin/c.'ing of online
shopping, it means branding had done successfully by them either through advertisements,

services or j)rovicling' good experience to customers.

10. Category that mostly prefer to buy from FHipkart.com
Jable: @afegory mostly prefer to buy from Online C’Shoﬁﬁing'

.@ﬁﬁarels MBooks, Healthcare Home &
& MoviesE? & Personal | Kitchen
Electronics | Pccessories | WMusic Qs.lah'onarg Care Sems Jotal
No. of
Respondents | 39 20 30 3 4 4 100
Percentage 39 20 30 3 4 4 100

graj)/t @afegory mosfly j)refer to 6uy from Online eS'lwpping
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-@nalysis and gnferﬁrefaﬁon:

Slectronic items, HBooks and oﬂafionery, .@j)j)a'rels & Dccessories, cameras, watches
and others (1 bags, belts, etc.) are purchasecl more. 39% of - 'resj)onc[enfs are j)reférrecl to 6uy
Slectronics items followed éy HBooles and ngafionery (: 30% ) and .@j)j)arels and
Peccessories (- 20% ). HBooles & stationery and electronics items are more famous among

the students and that may be the reason for large /)urc/tase of those items from

cgz'ip/c"arf.com.

11. Reason for Customer's j»‘eference on Online Purchases than Others:

Jable: Customers expecting feature of Online egﬁq/)ﬁing

gasy
g’as{ t@ﬁer é’ales @aymenf @O”'{al
Deliver Puailability Dervice Options Features Jotal
No. of
Respondents 41 29 8 17 5 100
HFercentage 41 29 8 17 5 100

Graph:Customers expecting feature of Online Shopping




H Vo. of&esj)onc[enﬁs

Pnalysis and Fnterpretation:

Dne of the most eﬂ;'ciemf ﬁzafures in Online Qghoj)j)ing’ s ﬁtsi c[e/ivery when
comj)arecl to other oﬂl'ine s/zoj)j)'ing. CSO, most of the customers prefér online
websites for shoj)j)ing with the perception of c/uic/c“ de/ivery (- 41% ) and
avai/aéi/ify of proclucf ( 29% ), ]lz)/lowecl 6y easy paymenf oj)ﬁons (17% ) Dnd
there is a scope of mcreasing aﬂer sales services and j)orfa/ )[éafures when

comparing with other features.

12. &Product selection from the categories given by Online Shopping

Jable: On the basis where product is chosen

&aﬁng of the | Discounts and | Review  Bbout | Brand of the

Product Features the Product Product Jotal
No. of &esﬁonclenis 14 48 26 12 100
Percentage 14 48 26 12 100

gra_,{)/t On the basis where product is chosen
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Pnalysis and Fnterpretation:
Customer perception varies while using Online QShoping; it is one of the online shoj)f)ing

sites which give /ug’/z discounts and offers. Most of them in this survey (- 4«8% )

are looking for good featured product with high discounts while purchasing products from
Dnline Websites. And also customers more often go through the product review (- 26% )
before their
Product review is a leind of word of mouth strategy where product users leave their review
on their experiences with Online Qgho/)j)ing. Customers are giving riority to these two
features while brand of product (12% ) and rating of product (14«‘%)’

some other customers.

malcing decision to /)urchase.

also taken care Ay

13. Fssues faced by customer while Doing Online Purchases
Jable: Fssues ﬁzcecl when j)urc/msed ﬁ'om Online

Out of @aymenf &ej)lacemem‘ Qjelay in | T aulfy Mo

Stock Fssues Fssues delivery Product | issues | Obhers | Jotal
Mo. of
Qes/)onc/enfs 37 6 6 12 8 30 1 100
Percentage 37 6 6 12 8 30 1 100

graj)/t Hssues ﬁwed when jmrcﬁasecl ﬁ'om Online




m Vo. ofc@esﬁonc/enﬁs

Pnalysis and Fnterpretation:

G this survey, 30% o)[ customers didn't ft‘xce any of those jwoé/ems that mentioned, w/zile37% of
customers ﬁzcec/ out o)[ stock issue. This is one 0](‘ serious issue )(t‘zceol 6;1 most of customers. Dince
discounts and features are the one feature that most of the customers loofc‘ing for and when a good
ﬁroducf with high discount is clisj)layecl in Online j)lalﬁ)rm, customers brought it as soon as fhey
could. Thus the jwoolucfs will be out of stocled.

Online Websites started noﬁﬁzing‘ the customers about the jw‘oclucf when the stock got available.
o@aymenf issues and ref)lacemenf issues are less in number ﬂola[ 12% ) since J'zﬁ;wenf payment
oj)ﬁons like SINGF o/)h'ons, card j;aymenfs, Cash on clelivery, Wallet j)aymenfs efc...are jw‘oviclecl
61;1 them and customers are safisﬁecl with those.

n case of 're_f)lacemenf also only less issues are haﬁ[)enecl, thus shows most of them are safisﬁ'ecl
with that service. Q)elay in delivery /zqf)j)ens because of s[nﬁf;ing‘ and courier service issues. H is
a jw'oé/em with supj)ly chain. o/nosfly it haﬁf)ens in the end part of the subply and in rural areas
where courier services are less active. gaulfy _proo/ucf issue also haj)_peneo/ to 8% of the customers
and one of the policies to overcome this issue is 30 Jays rej)lacemenf j)ol'icy of (many Online
CS/zoj)jn'ng Websites.

14. c@ecommencling‘ Online Purchases then @Jqline Purchases

Jable: chcommenJing Online Purchases then @ﬂlz’ne Purchases

Qes Vo Jotal
No. of &esj)onc[enfs 95 5 100
@ercenfage 95 5 100

graﬁ/z c@ecommencling' Online Purchases than @ﬂlz’ne Purchases:
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Pnalysis and Fnterpretation:

n this survey, most of them ( 95 % ) are happy to recommend Online
Purchases to @ﬂl'ine Purchases like ﬁ'iencls and ][c‘xmi/y. Dnd this shows word

of mouth f)ué/icify is successﬁ,t//y running and this is one of the great

advantages for Online QShoj)j)ing.

15. Qustomer’s rating about services on Online cS/wﬁﬁing‘

Jable: c@ah’ng‘ The experience On Online oS/tqﬁﬁing

1 2 3 4 5 Gotal
No. of
Respondents 7 11 16 49 17 100
Percentage 7 11 16 49 17 100

graﬁ/z Rating The experience from Online C’S'hojgbing‘
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Pnalysis and Fnterpretation:
While analyzing‘ the rating of experiences, Dnline QShoﬁping fwovioles a good

anc/ excel/enf experiences fO mosf offhe cusfomers.

Mode of given data: 4 & Wledian of given data: 4
4«9% of customers rated 4 as the exj)em'ence and more than ha/f of the
poj)u/afion ( 66% ) rateds & 5 as experience

CHALPIER 4



CONCLUSTINSAND RECXNINENDAIIONNS
JJ}?QSJ}?Q@S

There is not much clzﬁlérence m gender f(‘)r using online s/topp'mg

o  Students and salaried persons are most ﬁ"ec/uem‘ users of Online e%opping.

L grequency of j)urchase f(‘w electronics, bools and music, af)j)arels and accessories
are more in Online Qghoj)j)ing.

o Word of mouth was more inﬂuenﬁa/ in promotion as many j)eoj)le were made
aware [)g their ﬁf‘ienols and ﬁxmily when customers recommend this website to them.

o gﬁghly discounted j)roducfs got out of stock q‘uic/dy, since customers jmrchasecl it as
on as fhey could when fhey see /lig/z discount on goocl ﬁzafwrecl proclucf.

° jSgifa/ mar/c‘efing fec[miques lilce search engine mar/éefing‘, links provicling other
website and advertisement also functioned well for promotion of this website.

o Different payment options available in Online G'Shoj)j)ing made customers more
satisfied and comfort for paying while j)urc/zasing proclucf.

o  Customers ﬁzeling more secured when j)urchasing f/wough Online because of
different policies and services f/zey have.

o (Most of them are satisfied with the services of Online e%oj;ping and so that f/zey
succeed in retaining the customers.

i .@dverﬁsing is an important way to have the brand and jwoclucfs familiar to
consumers Convenience and time saving are two important ﬁ:tcfors that customer

loo/cling" ﬁ)r while /)urclzasing f/wough online.

KRECXMMENDAIFINS:

® @elivery services can be 'imj)rovecl mainly in rural areas éy selecting appropriate
courier service which has services in customer area for clisj)afching' an item.

¢  Can malke free cle/ivery to all j)m'cecl proclucfs.



o  Can include more coupon codes and giﬂ vouchers ﬁ)r increasing the fraﬁq'c of the
cusfomers.

o  Out of stock items can made available as soon as /)ossiéle and intimate the needed
cusfomers.

o Gritical mass of nternet users—-Internet users in India is increasing at
increasing rate, so Online eghoppers can target more & more cities i.e not only tier
1 & 2 but also tier 3 & acities, which will /Lelj) denerale stronger customer base &
more revenues.

o Should clearing f;)cus on the growing Online .@j)j)are/ business &7 it can cliversi)g(
info aj)f;arel category either organica”y or inorganica”y 6y acquiring other j;om‘als.

o (User gxpem’ence: Portal should confinuous/y aim to worl to improve the user
experience 6y adcling more & more innovative féafwres in the website lile vi'rfua//y
shopping basket, virtual trial rooms. Fn this competitive world to differentiate via
user experience, the ultimate winner will be the Fndian online consumenr.

o Should comprehensively invest into SE-CRM & online reputation management.

o Logistics & CSuf)j)ly Chain: can continuously aim to reduce the delivery time cycle.

@INCLUSFON:

The thorough study is based on the consumer behavior analysis which serves a great idea
regarding consumer perception when they go for online shopping. Gn order to satisfy
themselves consumer perceive many things before buying products and they will be
saﬁsﬁe({ iff/te company meet their expectations The Overall Brand Value of Online
Purchases is good, but it is ﬁtcing some fough competition ﬁf'om its global competitors.
%[Eing about domestic market i.e Fndia, it is the most superior S-business j)orfal which
s aggressively exj)ancling & j)lanfing‘ its roots c/eej; into the Fndian market & at the same
time shiﬁing the mind-set of the j)eoj;le ﬁ'om going &, shoj)f)ing' ﬁ'om physical store to online

stores, which is mag‘nificenf. Be very ﬁ)cusec[ on consumers and build amazing



exj)eriences f(t)'}" f/ze cusfomers .
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