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EXECUTIVE SUMMARY 

 

Theirapidlyichangingitechnologicaliadvancementsihaveimadeitheiworldiaismalliplaceitoilivei

in.iInithisiageiofiglobalization,iwheniinternetiaccessihasibecomeiaivitaliandianiindispensable

ipartiofiourilives,iweicaniunderstanditheispanioficonsumeribaseiactiveionitheiinternet. 

VariousiECommerceiwebsitesihaveiemergediinitheionlineibusinessiscenario.iManyiinternati

onalicompaniesihaveienterediinithisisegmentitoiemergeiasileaders.iCompaniesilikeiFlipkart,i

Amazon,iSnapdealietc.ihaveigotiaistrongiholdiinitheiOnlineishoppingisegment.i 

Recently,ioni26thiDecember,i2018,itheiGovernmentimadeisomeichangesiinitheipolicyioniFo

reigniDirectiInvestmenti(FDI)iiniECommerce,iwhichihasishakeniupitheiOnlineibusinessibyit

heseicompanies.iTheichangesimadeiinitheipolicyihaveibeenidiscussediiiproject,ianditheiimpa

ctiitihasidoneionitheiconsumersiandihowitheiribuyingibehaviourihasichangedioveritheiperiod

beforeiandiafteritheiimplementationiofithisipolicyioni1stiFebruary,i2019iandhowiFDIipolicyi

williaffectiinitheifuture(nearlyi10iyearsiafteripolicyiimplementation)ihaveibeenistudied. 
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Chapter-1 Introduction 

The introduction chapter will be explaining the purpose of my research. Here, the search 

questions, limitations and a background will be presented. 

1.1  Background 

The innovation of the Internet has made model move of the current way individuals shop. A 

buyer is not, at this point bound to opening occasions or explicit areas; he can get dynamic at 

for all intents and purposes whenever and spot and buy items or administrations. The Internet 

is a for the most part new system for correspondence and information exchange that has 

gotten present in our ordinary everyday presence. The amount of Internet customers is 

consistently growing which moreover implies that online purchasing is extending. The quick 

addition is explained by the improvement in the usage of broadband advancement got 

together with a change in client direct.  

The Internet is seen as a mass medium that outfits the buyer with purchase characteristics as 

no other medium. Certain characteristics are making it progressively supportive for the 

customer, diverged from the ordinary technique for shopping, for instance, the ability to at 

whatever point view and purchase things, envision their necessities with things, and 

discussion about things with various purchasers. Oppenheim and Ward (2006) explain that 

the current fundamental clarification people shop over the Internet is the solace. They in like 

manner see that the past fundamental reason behind shopping on the web was esteem, which 

has now changed to convenience.  

Electronic shopping is the technique purchasers experience when they decide to shop on the 

Internet. The Internet has framed into "another" allotment channel and the improvement of 

this channel, electronic business has been recognized to be the most immense responsibility 

of the information distress. Using the Internet to shop online has gotten one of the 

fundamental inspirations to use the Internet, got together with searching for things and 

finding information about them. The buyers have never moved toward such gigantic 

quantities of suppliers and thing/organization appraisals. In like manner, the Internet has 

made to a particularly genuine market, where the restriction over the customer is savage. In 

order to influence and hold customers, in a genuine market, the underlying advance is to 

perceive certain affecting perspectives when purchasing on the web, these can be seen as 

parts.   
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1.2  Problem Statement 

Since ionline iretailing iis ia inew iretailing imedium iand ionline iconsumer ibehaviour iis idiverse 

ifrom itraditional iconsumer ibehaviour, ione imust iidentify iwhat iinfluences ithe ionline iconsumer. 

iAnalysing ithe iprocess ithat ithe ionline iconsumer igoes ithrough iwhen ideciding iand imaking ia 

ipurchase iover ithe iInternet, ishows isome ifactors ithat iconsumers iconsider. iThese ifactors ineed ito 

ibe iidentified iand itaken iinto iaccount iby ionline iretailers iin iorder ito isatisfy iconsumer idemands 

iand icompete iin ithe ionline imarket. iTo ifurther iunderstand ihow ithese ifactors, iinfluence idifferent 

itypes iof iconsumers, iI imust iidentify isegments iwhich iwill ienable ius ito imake icomparisons. 

The iIndian igovernment iimplemented iseveral irestrictive ichanges ito iIndia’s iFDI ipolicy ifor ie-

commerce. iThe inew irules istate ithat ionline imarketplaces ican ino ilonger ienter iinto iexclusive 

ideals ifor iselling iproducts ion itheir iplatforms inor ican ithey ihave ia isingle ivendor isupply imore 

ithan ia iquarter iof ithe iinventory. iAmong iother ithings, ithe igovernment ihas ibarred ionline  

imarketplaces ifrom ientering iinto iexclusive ideals ifor iselling iproducts ion itheir iplatforms iand 

isaid ithat inot imore ithan i25% iof ithe iinventory ion ian ie-commerce iplatform ican ibe ifrom ia isingle 

ivendor.The igovernment ialso irestricted imarketplaces ifrom iinfluencing iprices iin ia ibid ito icurb 

ideep idiscounting. iWhile iit ibenefitted ionline iretailers, ithis ipractice ihad ileft ismall itraders iand 

isellers iparticularly imiffed ias ithey icould inot imatch ithe ideep idiscounts ilarge icompanies ioffered. 

1.3  Objectives of Study 

To ianalyze iand iidentifying ifactors ithat iinfluence ithe iconsumer iwhen ihe ior ishe idecides ito 

ipurchase ion ithe iInternet. iSince ithe iInternet iis ia inew imedium ifor ithere ihave ibeen inew idemands 

iset iby ithe iconsumer. iThat iis iwhy iit iis icrucial ifor ithe ionline iretailers ito iknow iwhat iinfluences 

ithe ionline iconsumer. i. iAnalysing ithe iprocess ithat ithe ionline iconsumer igoes ithrough iwhen 

ideciding iand imaking ia ipurchase iover ithe iInternet, ishows isome ifactors ithat iconsumers 

iconsider. iTo ifurther iunderstand ihow ithese ifactors, iinfluence idifferent itypes iof iconsumers, iI 

imust iidentify isegments iwhich iwill ienable ius ito imake icomparisons. 

India’s inew iforeign idirect iinvestment i(FDI) ipolicy ifor ie-commerce icame iinto ieffect, ithere 

ihave ibeen isome imassive ichanges iin ithe iway ionline iretailers ioperate iin ithe icountry. iTo 

iinvestigate ithe ichanges iin ithe ibuying ibehaviour iof iconsumers iafter ithe iimplementation iof inew 

ipolicy iof iFDI iin iE-Commerce iindustry, iand ihow iit ihas iaffect itheir ibuying ibehaviour iin iFuture. 
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1.4  Scope of Study 

The purpose of this research is primarily to identify and get insight in to what main factors 

the online consumer takes into consideration when purchasing online. Further, I will 

investigate the changes in the buying behaviour of consumers after the implementation of 

new policy of FDI in E-Commerce industry, and how it has affected their buying behaviour 

and how it will affect in future.  
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Chapter i– i2 iLiterature iReview 

Gaurav iBisaria i(2012) ianalysed ithe iimpact iof iFDI iin iIndian iRetailing iin iLucknow, iUttar 

iPradesh, iIndia. iThe isample iSize iwas i100 iconsisting iof iall isections iof ithe isociety iand ithe 

isampling itechnique iadopted iwas isimple irandom isampling. iBoth iprimary iand isecondary idata 

isource iwere iused. iFrom ithe ianalysis iit iwas ifound ithat imajority iof ipeople iare isupporting ithe 

iforeign idirect iinvestment iin iretail.  iThere iare isome iwho ifor itheir iown iadvantage iare iopposing 

ithe ientry iof iforeign iretailers iinto iIndia. iThey iare itrying ito imislead ithe ipeople iof iIndia ifor itheir 

iown iprofits. iThere iis ia ipoint iin ithe iagreement ibetween ithe igovernment iand ithe iforeign iretailer 

ithat iany imoment iof itime iif ithe iIndian igovernment ifinds iirregularities ior iany ifear ithen iIndian 

igovernment ican ibreak ithe iagreement iand ithe iforeign iretailer ihas ito ileave iIndia. 

 

Namita iRajput iet ial. i(2012) ianalysed ithe iimpact iof ithe ipresent iretail iFDI ipolicy ion iIndian 

iconsumers iand ieconomy iusing iSWOT ianalysis. iThe ianalysis ireveals ithat iit iwill ihave ia 

ipositive iimpact ion ithe igrowth iof iIndian ieconomy ias ia iwhole. iThe imain iobjective iof ithe istudy 

iis ito ideeply ianalyse ithe irecent iFDI ipolicy iin iretail isector iof iIndia ii.e. ito idiscuss iits irecent ilegal 

iframework iand iprovisions, iforms, iconditions, iimpact, istrengths iand iweakness iin iview iof 

ichanging idynamics iof iIndian iretail ilandscape. iThe istudy iconcluded ithat iif iwe itry ito ibalance 

ithe iopportunities iand iprospects iattached ito ithe igiven ieconomic ireforms, iit icould ibe 

iadvantageous ifor iIndian ieconomy ionce iexecuted. iThe iamendments imade iin i‘Circular i1 iof 

i2012- iConsolidated iFDI iPolicy', idated i10.04.2012, iissued iby ithe iDepartment iof iIndustrial 

iPolicy i& iPromotion i(DIPP) iwill ihave ia ipositive iimpact ion ithe iretail iindustry iand ithe icountry 

iby iattracting imore iforeign iinvestments. iWith ibig iretail igiants icoming ito iIndia, iit iwill isurely 

iimprove iour iback-end istorage iand iprocurement iprocess. iOnce ithese imulti-chain iretailers 

iestablish ithemselves, ithey iwill icreate iinfrastructure ifacilities, iwhich iwill ialso ipropel ithe 

iexisting iinfrastructure. 

 

Chakraborty iChandana iand iBasu iParantap, i(2002)“FDI iand igrowth iin iIndia: ia 

icointegration iapproach”. iThe istudy iis iexplored ithrough ia istructural ico iintegration imodel iwith 

ivector ierror icorrection imechanism, iby ia itwo iway ilink ibetween iFDI iand ilong irun 

irelationshipexists ibetween iFDI iand iGDP, ii.e. iunit ilabour icost iand iimport iduty iin itotal itax 

irevenue.Wong i& iSohal i(2002)found ithat ithere iwas ia idirect irelationship ibetween iconsumers’ 

iperceptionof iservice iquality iand ithe iquality iof ithe irelationship iwith ithe iorganisation iand iits 

iemployees. iEmpathy iand iunderstanding icustomer ineeds iwere ideemed ivery iimportant iby 
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iconsumers iwhen irating iservice iquality iand iboth ifactors iwere ikey ifactors ienabling ithe ibuilding 

irelationships. iMcGoldrick i(2002)states ithat iconsumers iplace ia ihigher iimportance ion iservice 

ifailure iwhere ia icompany’s irepresentative icauses iembarrassment iand iare imore ilikely ito ibe 

iunhappy iwith ithe ilevel iof iservice iwhere iembarrassment ioccurs ithan iother iservice ifailures; 

isuch ias iqueues. iEqually iwhen idealing iwith ithe icomplaint ithe imanner iin iwhich ithe icomplaint 

iwas idealt iwith iin irelation ito icourteous itreatment iwas ione iof ithe ideciding ifactors iof icustomer 

isatisfaction. iDouglas iand iConner i(2003)came ito ithe iconclusion ithat ithis iwas ia idirect iresult iof 

ian iexpectation iby itoday’s iconsumer ithat itangible ineeds iwill ibe ialways ibemet, iand iwere 

itherefore inot iconsciously iconsidered ias ia irequirement. 

 

 

Park iJongsoo, i(2004),“Korean iPerspective ion iFDI iin iIndia: iHyundai iMotors iIndustrial 

iCluster”. iThe iarticle istudies ithe iflow iof iFDI iin iIndia ithrough iindustrial icluster: iwith ispecial 

ireference ito iHyundai iMotors. iThe iarticle iconcludes ithat ithe iattitude iof iIndian igovernment 

itowards iforeign iinvestment ihas ishown ia idrastic ichange iafter i1991. iThe inew ireforms iof iFEMA 

ihave ibeen iattracting ithe iFII’s ibut ithe iarticle ialso iconcludes ithat itwo iprincipal ideterrents ito 

iinvestment iin iIndia iare ibureaucracy iand ishowing ipace iof ireforms. iThe iarticle isuggests ithat ithe 

igrowth iof iIndia ihas iincreased ithrough ijoint iventures iand iGreenfield iinvestments. iJohnston 

i(2004)questions ithis iapproach iand istates ithat ias ilong ias icompanies ifulfil itheir iservice 

ipromises; iconsumers iwill iview ithis ias iexcellent icustomer iservice; iand ithere iis inot inecessarily 

ia ineed ito iexceed icustomer iexpectations. iHe igoes ifurther ito istate ithat icompanies iwho iprovide ia 

iservice ithat iis iperceived ito ibe ito ihigh; icould ialso icome iunder icriticism ifrom iconsumers, ias 

iabov ieall itoday’s iconsumers iwant ivalue ifor imoney iand i‘over iquality’ isuggests ithat ithe 

icompany iis ispending ito imuch imoney ion iservice iquality,  irather ithan iusing ithat imoney ito 

ireduce icosts. 

 

Prahalad i& iRamaswamy i(2004)also isupport ithe iidea ithat iin iorder ito ikeep icustomers 

isatisfied; icompanies ihave ito ienable ithem ito iplay ia ipart iin ideveloping ifuture iproducts iand 

iservices. iNo ilonger iare icustomers ihappy ito ijust itell icompanies iwhat ithey iwant; ithe inew 

iconsumer iactually iwants ito ibe iable ito icreate iin ipartnership iwith icompanies. 

 

 

A istudy iconducted ibyMukherjee iand iPatel i(2005)found ithat iforeign iretailers iare iworking 

iwith ismall imanufacturers ifor iin-house ilabels iand iare iproviding ithem itechnologies ilike 
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ipackaging itechnologies iand ibar icoding. iSourcing ifrom iIndia ihas iincreased iwith ithe iadvent iof 

iforeign iretailers iand ithey ialso ibring iin ian iefficient isupply-chain imanagement isystem. iJoint 

iventures iwith iforeign iretailers iare ihelping ithe iIndian iindustry ito iget iaccess ito ifinance iand 

iglobal ibest ipractices. iBesides, iretailing ibeing ia inon-tradable iservice ithere iis ino ipossibility iof 

iimproved iefficiency ithrough iimport icompetition iand iforeign iinvestment iis ithe iway iforward. 

iChung-Herrera(2005)states ithat ithere iare itwo ielements iof icustomer iservice, imeeting 

iconsumers ineeds iand imeeting itheir iexpectations, ihe icontinues ithat iconsumers iwill itolerate 

ilevel iof iexpectation inot ibeing imet; ibut iare iless itolerant iwhen iit icomes ito ineeds. 

 

Chung-Herrera(2005)categorises ineeds ias isecurity,  iself-esteem, ijustice iand itrust iand ithat ithe 

iimportant iof ithese ineeds ivaries idependent ion ithe iindustry; iwith itrust ibeing iof ihigh iimportance 

iin 

the ifinancial iindustry iand isecurity ibeing iof ihigh iimportance iin ithe iairline iindustry. iThe 

iabsence iof ithese ineeds iwill ihave ia imajor iimpact ion ia iconsumer’s iperspective ion ithe icompany. 

iDibb iet ial(2006, ip. i693), istate, i“...Service iquality iis idefined iby icustomers”; ibased ion iwhether 

iactual iexperiences imeet iexpected iexperiences. 

 

Douglas i& iConner i(2006)also iobserve ithat iconsumers iwith ia ihigh iperception iof iservice 

iquality i“become imore idemanding iand iless itolerant iof iassumed ishortfalls iin iservice iand 

iproduct iquality”(2003, ip. i170). iHamer isupports ithis iview istating ithat iconsumers ican ireceive 

ithe isame ilevel iof iservice; ibut idue ito iindividual iexpectation; iperceive ithe iservice ito ibe iof 

idifferent iquality iand ithat iis iit iis ibetter ito i“meet ihigh iexpectations ithat ito iexceed ilow 

iexpectations” i(2006, ip. i222). 

 

Mattila i& iWirtz i(2006)use ithe iexamples iof ia itheme ipark iand irestaurant ito iillustrate ihow 

iconsumers’ iarousals iexpectations idiffer idependent ion ithe itype iof iservice ibeing iexperienced. 

iAmis ialignment iof iactual iarousal iand iexpected iarousal iwill iresult iin ia iperception iof ipoor 

iservice iquality. 

 

Burns i& iNeisner i(2006)also ireviewed ithe iretail iindustry iand ifound ithat iexpectations iwere inot 

ionly iset iby imarketing icampaigns, ibut iby ireviews iby ifriends iand ifamily iand ithe iphysical 

idesign iof ithe istore. iBurns i& iNeisner igo ifurther ito istate ithat iwhen iexpectations iare inot imet; 

iconsumers ifeel inot ionly ianger iwith ithe iretailer; ibut ishame iwith ithemselves ifor iincorrect 
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iassumptions. iThe iexperience iof ithe iretailer iis ithen ilinked iwith inegative ifeelings; ito ithe iextent 

ithat ithe iconsumer imay inot icontinue ito iuse ithat iretailer iin ifuture. 

 

Kervenoael iet ial i(2006)found ithat ieven iwhen iconsumers ihave ichosen ito iuse ithe iInternet ias ia 

iservice ichannel; iand ithereby iaccepting ithe iimpersonal inature; iit iis iimportant ito iconsumer ito 

ibe iable ito ihave iaccess ito ialternative ichannels iwhen iservice ifailure ioccur. 
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Chapter i3 i– iResearch iMethodology 

3.1 i iResearch iMethod i i 

There iare itwo imost iusually iutilized iresearch idraws inear, ithe iinductive iand ithe ideductive 

itechnique. iThe iinductive iresearch istrategy iendeavors ito iarrangement ia ihypothesis iby iutilizing 

igathered iinformation, iwhile ithe ideductive iresearch iapproach iendeavors ito idiscover ithe 

ihypothesis ifirst iand iafterward itest iit ito ithe iwatched iinformation. iI ipicked ia ideductive iresearch 

iapproach ifor imy iinvestigation ias iI iwould imove ifrom ithe imore ibroad ito ithe iparticular. iI iwill 

iintroduce ithe ihypothetical idiscoveries ion ishopper iconduct iin ithe ifollowing ipart, iafter iwhich iI 

iwill iintroduce imy isurvey iin isection ifour iwhere iI ipresent imy igathered iessential iinformation. i 

3.2 iJustification iof ichoice iof iMethodology 

I iwill iendeavor ito ilocate ithe iprinciple ifactors ithat iimpact ithe ionline ipurchaser iwhen imaking ian 

ionline ibuy iand ihow iit ihas ichanged iwhen ithe iexecution iof inew iE-Commerce iPolicy. iSo ias ito 

iexpand imy iown icomprehension iof ithe isubject iI idirected imy iunderlying iexploration iin iwriting 

ion ishopper iconduct iand ionline ibusiness. iI ichecked ion icontemplates ithat ihad icomparable 

ipoints iand igiven ispecific iconsideration ito itheir ioutcomes. i 

For imy iown iexamination iI iconcluded ithat ithe imost ifitting imethodology iwould ibe ia isurvey ithat 

iwould ibe irounded iout iby iunderstudies iand irepresentatives. i 

This iinvestigation ibegan ias ian iexploratory iexamination iyet iformed iinto ia ilogical iexamination 

isince iI ibegan iwith ifirst ipicking iup iinformation iabout ibuyer iconduct ito iadditionally ihaving ithe 

ioption ito ipick iup iinformation iabout ionline ipurchaser iconduct. iHaving ithis iinformation, iI ikeep 

ion idistinguishing iexplicit ielements ithat iare iof isignificance iwhen ithe ionline ishopper iis imaking 

ion ithe iweb ibuys.  iThis idata iis ithen iutilized iso ias ito idiscover iconnections iand irelationships 

ibetween's ithese ifactors. 

3.3 i iData iCollection 

When igathering iinformation ito imove itoward ithe imotivation ibehind ian iexploration ithere iare 

itwo imanners iby iwhich ithe iinformation ican ibe igathered. iSo ias ito igain ia igeneral iinformation 

iabout ithe itheme, iauxiliary iinformation iis ibasically iutilized iand iis ione iof ithe iways iby iwhich 

iinformation ican ibe igathered. iThese iConway ito igather iinformation iis ithe iessential iinformation 

iassortment. iGenerally iwhen ian iexamination iis idirected, ioptional iinformation iisn't isufficiently 
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iadequate iand ishould ibe ifinished iwith iessential iinformation iwhich iis igathered iby ithe ispecialist. 

i 

 

3.3.1 Secondary iData i 

Auxiliary iinformation ican ibe icharacterized iinto ithree iunique isubgroups: inarrative, ivarious 

isource, iand ioverview. i 

Narrative isecond iand iinformation icomes iin iboth icomposed iand inon-composed istructure. iThe 

iinformation ican ibe igathered ifrom isources, ifor iexample, idiaries, idatabases, itranscripts iand iso 

ion. iThis itype iof iinformation iis ireliant ion ithe ientrance ithe iscientist ineeds ito iit. i 

Overview ibased iauxiliary iinformation iis ithe iinformation ithat iis igathered ithrough ithe ireview 

iand iis iaccessible ias iinformation itable istructures. i 

Various isource iauxiliary iinformation iis iinformation ithat ihas ibeen iaccumulated iinto inarrative 

ior ireview istructure; ithe iprimary iattributes iof ithis ikind iof iinformation iis ithat iit ihas ibeen 

ichanged iinto ian ialternate istructure ibefore ithere isearcher iis isurveying ithe iinformation. i 

I ihave iessentially iutilized inarrative ioptional iinformation ijoined iwith ivarious isource 

iinformation. iNarrative ioptional iinformation ihas ibeen ithe iinformation igathered ithrough 

ivarious ikinds iof iresearch idirected iinside ithe ipoint, iarticles, iand ithat iare icomposed ion 

icustomer iconduct iand iweb ibased ibusiness. iThis ikind iof iinformation ihas ibeen ithe ibasic ihotspot 

ifor ipicking iup iinformation iinside ithe ipoint iwith ithe iend igoal ifor ius ito ibe icapable imethodology 

ithe iexploration iissue. iThe iauxiliary iinformation ithat iI iutilized ifor iour iexamination ihis 

iinformation ithat ihas iadditionally iprompted ithe ifinish iof iwhich ifactors ithat iwill ibe iinspected. 

iThe inumerous isource iinformation ithat iI ihave iutilized ihas ibeen iso ias ito ipick iwhich iitem iI 

iwould iuse ifor iour iexploration iso ias ito ihave ithe ioption ito idiscover ithe iitem ithat iis imost 

igenerally ipurchased iover ithe iInternet. i 

 

3.3.2 Primary iData i 

Essential iinformation ifor iour iexamination iwas igathered ithrough ipolls. iWhen igathering 

iessential iinformation ione ican idecide ito ido iinterviews, iperceptions, iexaminations, iand ipolls. 

iBecause iof ithe ireason ifor iour iexamination, ijust ithe isurvey istrategy iwould ihave ithe ioption ito 
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imove itoward ithe itheme iand ihave ithe ioption ito igather ithe iappropriate iresponses iin ian 

iacceptable iway. iIn iour iexamination ithe iessential iinformation iis iprincipally iworried iabout 

idissecting ithe irespondent iso ias ito ilater ion iarrange ithe irespondent. iFurther ion, ithe iessential 

iinformation iwill ibe iutilized ito idissect ithe ielements iand ihow ithese iare iidentified iwith ithe 

irespondent. iThe iessential iinformation iis idirected iin ia iway ito ihave ithe ioption ito imove itoward 

iour iexploration iand icomprehend iour iexamination iquestions. i 

3.4 i iData iManagement,processing iand iAnalysis 

So ias ito idiscover ithe ielements ithat iimpact ithe ionline ibuyer, ias iI ihave idecided ito ido, ithis 

iinvestigation iwill igo ifrom ian iexploratory ito iinformative iexamination. iThis iadditionally 

iclarifies ithe ideductive imethodology ithat iI ipicked, ias iI ifirst igo ito ithe iwriting iso ias ito ipick iup 

iinformation. iI iwould iprefer inot ito iinfluence ithe irespondents' ianswers iand iI, ithusly, iplay iout ia 

ipositivistic iway ito ideal iwith ithe iinvestigation. iBy iutilizing iauxiliary iinformation, iI iendeavor 

ito idiscover ithe iaffecting ishopper ifactors iand iafterward iproceed iwith iessential iinformation iall 

itogether iexamine ithe iimpact iof ithe ielements. 

I iwill iattempt ito ifind ithe imain ifactors ithat iinfluence ithe ionline iconsumer iwhen imaking ian 

ionline ipurchase iand ihow iit ihas ichanged ibefore iand iafter ithe iimplementation iof inew iE-

Commerce iPolicy. iIn iorder ito ibroaden imy iown iunderstanding iof ithe isubject iI iconducted imy 

iinitial iresearch iin iliterature ion iconsumer ibehaviour iand ie-commerce. iI ireviewed istudies ithat 

ihad isimilar iaims iand ipaid iparticular iattention ito itheir iresults. 

For imy iown iresearch iI idecided ithat ithe imost iappropriate iapproach iwould ibe ia iquestionnaire 

ithat iwould ibe ifilled iout iby istudents iand iemployees. 

This istudy istarted iout ias ian iexploratory istudy ibut ideveloped iinto ian iexplanatory istudy isince iI 

istarted iout iwith ifirst igaining iknowledge iabout iconsumer ibehaviour ito ifurther ibeing iable ito 

igain iknowledge iabout ionline iconsumer ibehaviour. iHaving ithis iknowledge,  iI icontinue ito 

iidentify ispecific ifactors ithat iare iof iimportance iwhen ithe ionline iconsumer iis imaking ionline 

ipurchases. iThis iinformation iis ithen iused iin iorder ito ifind irelationships iand icorrelations 

ibetween ithese ivariables. 

3.5 iBias i 

Even ithough icareful ipreparations iwere itaken ito iminimize isources ifor ibias, isome ipossible  

isources ishould ibe itaken iinto iconsideration. iBecause ithe iresearch iquestions ilook iat inew 
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itechnology ias iwell ias iat ithe itopic iof iFDI iand iConsumer ibehaviour iin iwhich iterms iare inot 

iultimately idefined, iand iinterpreted iin ithe isame iway ithe iparticipants imay ihave ia idifferent 

iunderstanding iof icertain iterms ithan ithe iresearcher ihas. i i 

Another ipossible isource ifor imisinterpretation iis isimply ithe idifferent iunderstanding iof iterms,  

iand idefinitions iof ithe iparticipant, iand ithe iresearcher. iAs ithe iresearch iwas iconducted iin iIndia 

iusing iquestionnaires iin iEnglish iit iwas ipossible ithat ithe iparticipants, ieven ithough iEnglish iis 

ithe icorporate ilanguage iin imost icompanies ioperating iin ian iinternational icontext, idid inot ihave  

ithe ilanguage icapability ineeded ito iproduce icorrect, iand iunderstandable ianswers. iThis iwas 

inot ithe icase ibut iif ithat ihad ihappened, ithe iresearcher iwould ihave iprovided ithe iquestionnaire 

iin iHindi iand itranslated ithe ianswers iback ito iEnglish, iwhich iwould ihave irepresented ianother 

isource ifor ibias. i i 

As ithe iabove iexplanations iregarding ithe imethodology iof ithis istudy ihave ishown, ithe ichosen 

iqualitative iresearch iapproach iis isuitable iunder ithe igiven icircumstances. iThe iresearcher ihas 

iutilized ivarious isources iof iinformation ifor ithe idata icollection ibearing iin imind iethical 

iconsiderations. iBy ifollowing ia istructured, iand iwell-documented iprocedure, ibias iis ilikely ito 

ibe ireduced ito ithe iremaining ifactors iwhich iare imentioned. i 
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Chapter-4 iAnalysis 

4.1 iIntroduction ito ithe iCase 

This iProject ireport itargets ifinding ifactors ithat iimpact ithe ionline iclient's ibuying iconduct. iBy 

iscrutinizing icomposing iconcerning ipurchaser icharacteristics iand ionline icustomer 

icharacteristics iI iacknowledge ito ifind iproposals ifor iexplicit icomponents ithat iare iof 

inoteworthiness ifor ithe ionline ibuyer. i 

The iInternet iis ia igeneral iopen igame iplan iof iPC isorts iout ithat itransmit idata iby ipackage itrading 

iusing ithe istandard iInternet iProtocol. iIt iis ian i"arrangement iof iframeworks i"that icontains ia 

icolossal inumber iof imore idiminutive iprivate, iacademic,  ibusiness, iand igovernment 

iframeworks, iwhich itogether ipass ion ivarious iinformation iand iorganizations, isuch ia iselect, 

irecord imove, ithe iinterlinked iWeb-Pages iand ivarious ichronicles iof ithe iWorld iWide iWeb. iAt 

ifirst ithe iInternet iwas imostly iused iby ischolastics, ilook iat iscientists iand iunderstudies; iin iany 

icase, ithat icircumstance ihas ichanged ias ibusiness iaffiliations ihave imoved ito imeld ithe iWorld 

iWide iWeb iinto itheir irestricted itime ifights, iand iby ioffering ithe iworkplace iof ionline 

ipurchasing. iThe iInternet ihas iprogressed iinto ia igeneral iopen ibusiness icommunity ifor 

iinformation iexchange iand ionline ibusiness. iThe iimperative iessentialness ito ibe iavailable ifor 

ibuyers ion ithe iWorld iWide iWeb, iwith iinformation iand iorganizations ihas igotten iparticularly 

imaterial ito ifirms. i 

The iInternet ican imake iit ieasier ifor iassociations ito ihave iinformation iabout itheir ithings ior 

iorganizations iopen ito itheir icustomers ior ipotential icustomers. iAn iassociation ican isatisfy ithe 

ibuyers' iindividual ineed iof iinformation ieffectively iconversely iwith ipassing ion ithing igifts ifor 

iexample. iAs ithe icustomer ican ipick iinformation ifrom idestinations, iwhich iproposes ithat ithe 

iinformation iprovider ican iachieve ibetter iunderstanding iof ithe icustomer's ineeds iand ineeds iby 

isocial ioccasion idata. iOf icourse, ithe iInternet iis ia ispot iwith iscarcely iany istructure ior irules: 

ialong ithese ilines, ienormous iundertakings iare irequired ito ishow ithe ibuyer iwhere ia ispecific isite 

iis ifound, iand iwhat iorganizations iare iopen ion ithat isite ipage. iAssociations iwith ino iphysical 

iproximity imust imarket ithemselves ibroadly, iboth ion ithe iweb iand idisengaged, ifor ithe ipurchaser 

ito ireview itheir iname. i 

Whether ior inot iit iis ithe istandard imarket ior ithe ionline imarket, ithe isponsor imust igrasp ithe ibuyer 

iand ihow ihe ichooses ihis idecisions iand ipurchasing ichoices, iconsidering ithe iway ithat ithe iclient 

iis iunder ia iconsistent imovement iof ienhancements ifrom ithe ipublicists' iadvertisements. iThe 
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ipublicist ihas ithe iprobability ito ipick iand ito icontrol ithe iyield ithat iwill ibe isent ito ithe ipurchasers, 

iyet iwhen ithe ipromotion ishows iup iat ithe iclient ithat icontrol icloses. iThe icustomer iby ithen 

iunravels ithe iinformation ithat ihas ibeen ipassed ion iin ihis iown iparticular  iway isubject ito iexpress 

isegments ifor ievery ibuyer. iThus, ipublicists ihave imade idifferent itheories ithat ican iexplain iwhy 

icustomers iunravel iinformation iin ilight iof ia ispecific iobjective, iand ithere iby igrasp icertain 

ipractices. iA icouple iof iarticles ihave ichosen ito irecognize ithe itraits iof ithe ionline icustomer. i 

The ionline ibuyer ito ihave ithe igoing iwith iproperties: iprogressively iyoung, iwealthier, ibetter 

iinstructed, ihaving ia ihigher i"PC itraining" iand iare imore inoteworthy iretail ispenders. i 

The ionline ipurchaser ias: iincreasingly isettled, iget imore iincome, iconvenience isearcher, 

iinnovative, irash, igrouping isearcher, iless iperil icareful, iless ibrand iand icost iaware, iand iwith ia 

icontinuously imotivational imien itowards iadvancing iand idirect ipublicizing. iA ipart iof ithese 

icharacteristics iare itantamount, iwhile iothers iare ithe iconverse. i 

Endeavoring ito iperceive ithe ionline iclient iis iproblematic isince ithe iquick iimprovement iof 

ielectronic ibusiness ihas iin ilike imanner iincited ian iextension iof ithe itwo iheadways iand idifferent 

isorts iof icustomers. iIt iis iin ilike imanner iunderstood ithat ithe ikind iof ithing iimpacts ithe ionline 

icustomer idirect iwhich imakes iit iprogressively idifficult ito iperceive ibuyer icharacteristics. iThere 

iare ias iyet ia icouple iof iqualities ithat ican ibe iperceived ito ishow ithe ionline icustomer iand ithe 

igoing iwith isubstance iwill iendeavor ito ido iaccordingly.  i 

 

Customer iBehavior i 

The iadvancing isystem iis iconnected ito iextending ithe iprobability iand irepeat iof ibuyer ilead. 

iRequirements ifor iwinning iwith irespect ito idoing ithis iare ito iknow ithe icustomer iand igrasp ithe 

iclient's ineeds iand ineeds. i 

Human ineeds iand ipoints iof iview iare iindistinguishably iassociated iand ithat ithe iassociation 

ibetween ithem iis iso iincredibly iclose ithat iit igets ihard ito iperceive ithe ispecific icomplexity iwhich 

imay idepict ithem. iPeople imay ibuy inew icovers isince iit imakes isure iabout ithem iagainst ithe 

iatmosphere, iyet ithe iirreal ishrouded idominating ineed imay ibe ito ifollow ithe imost iwell iknown 

ipattern idesign. iBuyers' icharacteristics iare icritical itheories iand iit iexplains ithe iway ithat ithe 

ipurchaser idecodes iand igets ienhancements ifrom itakes inote. iThe iselections iof ipurchasers iare 

iinfluenced iby idifferent iindividual iascribes ithat iare iassociated iwith ithe ibuyer's ispecific ineeds. i 
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Consumer iCharacteristics i 

Purchaser itraits iare iexplained iby: iCultural icharacteristics, iSocial icharacteristics, iPersonal 

icharacteristics, iand iPsychological iCharacteristics. iThese icharacteristics iare irecognized, iby ithe 

isponsor, ito iperceive ithe iclient iand ito ihave ithe ichoice ito ichoose ithe iframework ito iwhat ikind iof 

ipurchaser ito itarget. iHereafter, ithese icharacteristics iare iused iin iorder ito ipiece ithe imarket iand 

itarget iunequivocal ibuyer isocial ievents. i 

Social iCharacteristics i 

The iCultural iCharacteristics iare iseen ias ithe iguideline iinfluencer iof icustomer ilead. iThese 

iproperties iare imade iby ithree ifeatures iunder istaying iclient ilead: iCulture, iSubculture, iand 

iSocial iClass. i 

 

Culture iis ireferenced ias ithe imost ifundamental iexplanation ibehind ia iperson's ineeds iand ineeds. 

iHuman idirect iis igenerally ilearned iand ithatare iintroduced ito idifferent icourses iof iaction iof 

icharacteristics iand ifeelings isince iright ioff ithe ibat, iand ithat ithese icharacteristics isway iour ilead 

iand idynamic. iFrom inow ion, ithese iproperties iare ifascinating ifor ipublicists iand ihuge ipointers iof 

icertain iclient ilead iand itaste. i 

Subcultures iare ismall iassembling iadvancements iwith ia iparticular inumber iof ipeople ithat ioffer 

icharacteristics iand ifeelings, ifor iinstance, inationalities, ireligions ior igeographic iterritories. iA 

irecognized isubculture ican ifill iin ias ia inoteworthy iand iconvincing ibusiness ipart ipartition iwhich 

ican ibe icentered iaround. i 

Social iclass iis iseen ias ia iclass istructure, iinvolving ia imix iof icomponents iwhich iamass idifferent 

isorts iof ipeople. iSome irecognized icomponents iare ipay, iage, iguidance, iand iwealth. i 

 

Social iCharacteristics i 

The iSocial iCharacteristics iare iisolated iinto ithree ispecial iclasses, ispecifically iReference 

iGroups, iFamily iand iSocial iRole iand iStatus. i 
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Reference iGroups–The ieffects iof ithe iReference iGroups iare iessentially iestablished ion ithe 

iconviction ithat ia iperson's idirect iis iinfluenced iby ivarious ilittle isocial ievents. iExactly iwhen ia 

isocial ievent ihas ia iprompt ieffect, iit iis iknown ias ia iMembership iGroup, ifor iexample: ifamily,  

ineighbors iand ipartners. iReference iGroups iare ithe isocial iaffairs ito iwhich ithe iindividual ias 

ioften ias ipossible ishould ibe ilong ito iand ito ibe ia ibit iof iyet iisn't. iThese iget-togethers iin ian iindirect 

imanner iand iauthentically istructure ia iperson's idirect iand ipoints iof iview. iThere iare ithree 

iunmistakable iways iby iwhich ithese isocial ievents isway ia iperson's ilead; ithey imay iopen ia iperson 

ito inew ipractices iand ilifestyles, isway ia iperson's imindsets iand iself-thoughts iand imoreover 

imake ia iload iof iattestation iby iReference iGroups. iAnother ieffect iof ihugeness iis ithe iopinion 

iboss. iAn iinclination ihead iis ia iperson ithat iimpacts iothers ito ifollow ihis iacknowledges iand 

iviewpoints itowards iexplicit  iissues, ithings ior iareas. i 

Family–Family ipeople iinfluence ithe ibuying iconduct. iThe iaffiliation iand ieffect iby idifferent 

ifamily imembers ichanges, iboth ito iwhich idegree iyet ifurthermore ihow. iThus, iit iis ihuge ifor 

isponsors ito igrasp iwhich ioccupation iis iplayed iby iwhom iin ithe ifamily iand idirect ithe ibusiness 

itowards ithe istandard iinfluencing ibit iof ithe ifamily. i 

Employments iand iStatus–Each iindividual ihas ia ispot iwith idifferent isorts iof isocial ioccasions 

iand ibesides iaccept idifferent ioccupations iwhile ihaving idifferent icircumstances iin ithe ivarious 

iget-togethers. iEmployments iare iperceived ias iwhat ipractices ipeople iare irequired ito iperform 

ifrom ivarious ipeople ifrom ithe isocial ioccasion. i 

 

Singular icharacteristics i 

These iindividual icharacteristics iare iarranged iinto: iAge iand iLife-CycleStage, iOccupation,  

iEconomic iSituation, iLifestyle, iPersonality iand iSelf-Concept. i 

The iAge iand iLife-Cycle iStage–These istages iexplain idifferent iperiods iin ilife ithat ithe ipurchaser 

iexperiences ias ihe iencounters ilife. iThese idifferent istages imoreover iaddress idifferent ichanges 

ithat ithe ipurchaser imay iexperience iwhile ishowing iup iat ianother istage. iPublicists, iin ithis 

imanner, idescribe itheir itarget imarkets iinterms iof ithe idifferent istages iin iorder ito imake 

iappropriate iadvancing iplans. i 
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Occupation–The ioccupation iwill iall iin iall iinfluence ithe ithings iand iorganizations ibought iby 

ithe ipurchasers. iThis iprompts ithe iopportunity iof imaking idifferent isorts iof ithings ior 

iorganizations ithat isuits iinterests irecognized ito ibe isuperior ito iexpected iinside ian ioccupation. i 

 

The iEconomic iSituation–Wealth iwill iimpact ia ibuyer's ithing ichoice. iA iclient imay ibe iesteem 

itricky ior inot idepending iupon ithe ilevel iof ipay,  ilevel iof isave ireserves, ilevel iof ifinancing icosts, 

iand ibesides ithe ithing ior iorganization iitself. i 

 

Lifestyle iThis iis irecognized ito ibe ia iperson's istrategy ifor iliving iwhich iis iseen iby ithe iactivities, 

iinterest, ior ievaluation ishe ior ishe ihas iand iit ifurthermore iexplains ithe iway iwherein ia ipurchaser 

iteams iup ion ithe iplanet. 

 

Character i 

This iis ibasically iexplained iby ithe iterms iconfidence, itranscendence, iagreeableness, iautonomy, 

ipreventiveness, iadaptability iand iforcefulness. iThese ipsychological isegments iare ia idelayed 

iconsequence iof ione's icondition. iCharacter ican ibe idescribed ias ia idynamic iand imade icourse iof 

iaction iout iof icharacteristics iconstrained iby ia iperson ithat istrangely iimpacts itheir imotivations, 

iand ipractices iinvarious iconditions. i 

Self-thought ior iSelf iImage–Is ithe iapplied iunderstanding ithat ipeople's ibenefits ireflect itheir 

icharacters. iThis ithought igets ia icouple iof iconflicts ithe ioccasion ithat ipeople imay ihave ian iimage 

ithat isatisfies iwhat itheir ipersonality iis iyet idoesn't iagree iwith iwho ithey ishould ibe i(the iideal iself-

concept),the iquestion iby ithen irises iwhich ione iI iwould ineed ito isatisfy. i 

 

Mental iCharacteristics i 

The ipsychological icharacteristics iare iparceled iinto ithe igoing iwith ithoughts: iMotivation, 

iPerception, iLearning, iand iBeliefs iand iAttitudes. iMotivation isuggests ian iindividual ineeds ithat 

imust ibe isatisfied. iThese inecessities iare iof idifferent ikind; isome iare inatural, ifor iinstance, 

ilonging, ithirst iand idiscomfort,and isome iare imental, ifor iinstance, ithe iprerequisite ifor 
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iaffirmation, irespect iand ihaving ia ispot. iNeeds iare inot isatisfied iuntil ithey ishow iup iat ia 

iparticular ireason ifor icontrol iand ibecome ian iexpectation iin ithe ipurchaser ito isatisfy ithem. i 

Perception iThis icharacteristicis ireliant ion ithe iappreciation iof ihow iparticularly iI isee ia 

icomparable isituation ior icomparative ilifts. iAcknowledgment iis ithe isystem iby iwhich ipeople 

iselect, isort iout, iand idisentangle iinformation. iThere iare ithree ione iof ia ikind istrategies ithat ipick 

ihow iI idecode icertain iinformation. iThese iare iSelective iAttention, iSelective iDistortion, iand 

iSelective iRetention. i 

Getting ithe ihang iof iLearning iis ian iexhibit ithat ichanges ipeople's idirect iby ivirtue iof itheir 

iexperience. iIt ioccurs ithrough idrives: istrong iinternal ineeds ithat icall ifor imovement, 

ienhancements: iobject ithat idrives ifor icertain iaction, iprompts: ilittle ilifts ithat ideterminate iwhen, 

iwhere iand ihow ithe iindividual iwill irespond iand ibolster: iwhen ithe iresponse iand ioverhauls 

itowards ian iarticle iis iexperienced imore ithan ionce. i 

Feelings iand iAttitudes–These iare iobtained iby ipeople ithrough ilearning iand iexperiencing. iThey 

isway ithe ibuying iconduct iby imaking iup ibrands iand ithing ipictures iin ithe icustomer's iheads. iA 

iconviction iis ian iunmistakable ithought iregarding isomething iand irelies iupon iveritable idata, 

inotions ior icertainty. iFeelings ican imoreover ibe iearnestly icharged. iMindsets iare idelineated ias ia 

iperson's ievaluations, inotions, iand iinclinations itowards isomething, iyet iwhat's imore idecisions 

iof ipeople, ifor iinstance, ias iand idespises. i 

By ifirst iseeing ipurchaser ilead ispeculations, iI ihave iinspected iwhat irecognizes ithe icustomer iand 

ithe itechniques ithat ithe ibuyer iencounters ibefore imaking ia ipurchase. iThis ihas ibeen iapplied ito 

ibuild iunderstanding iof ithe ionline ibuyer ibuying iconduct iand ihas ithen ibeen iused ito ifind iwhich 

icharacteristics ithat iare iappropriate ito iperceive iand iarea ithe ionline icustomer. iThese ihave ibeen 

iperceived ias iConsumer iTraits iand iOnline iBehavior iand iare irecorded iunderneath iclose iby ithe 

ispecific isubsegments: i 

• iConsumer iTraits: i 

• iDemographics i 

• iAttitude iand iBeliefs i 

• iImpact iof iReference iGroups i 

• iOnline iBehavior: i 
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• iWebographics i 

• iOnline iShopping iPatterns i 

• iInternet iUsage i 

 

Also, iI ihave iraised iexplicit ivariables ithat iI iacknowledge iare ihuge ifor ithe ionline ibuyer iwhen 

ishopping ion ithe iweb ithrough ithe icomposing ilayout. iThese ifactors ihave ibeen iperceived ias 

iPrice, iTrust iand iConvenience ithrough ithe icomposition. iIn iorder ito isee ihow ithe iperceived 

icomponents, isway ithe ionline icustomer iI iought ito iat ifirst irecognize ithe ionline iclient. iThis iID 

iought ito ibe idone iessentially ithrough ithe isignificant iConsumer iTraits iand ionline iclient ilead 

ithat ihave ibeen iperceived ipreviously. 

Figure i i4.1 i iThe iinfluencing iFactor's ieffect ion iOnline iConsumer iSegments 

 

 

 

 

 

 

 

 

Source i– iOwn iAnalysis 

 

 

We iwould ithen ibe iable ito icomprehend ithe isignificance iand ieffect iof ithe ivariables ifor ithe iall 

ithe irespondents. iBy iincreasing icomprehension iand ihaving ithe ioption ito isection ionline 

icustomers iI ican isee ithe iimportance iand ieffect iof ispecific ielements ifor iexplicit igatherings.  
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iFigure i3.3 iclarifies ithat iOnline iConsumer iSegments iwill ibe icreated ithrough ihow ithe 

irespondents iaddressed iinquiries ithat iincluded iConsumer iTraits iand iOnline iBehavior. iThe 

icharacterized isections iwill ibe icontrasted iconcurring iwith ihow ithe irespondents iin ieach iportion 

iaddresses ithe iinquiries iincluding iPrice, iTrust iand iConvenience. 

Figure i4.2 i– iE-commerce iIndustry igrowth iin iIndia i

 

Source- iwww.ibef.org/industry/ecommerce.aspx 

4.2 iData iCollection 

Since imy iassessment iis iof ideductive icharacter iour ibasic ipoint iwas ito iaccumulate iassistant idata 

iand iseparate iit. iBy idoing iso iI ifound ithe iparts iPrice, iTrust iand iConvenience. iI iby ithen 

iaccumulated ifundamental idata ithrough ian iinvestigation. iThe iguideline iexplanation ibehind ithe 

isurvey iwas ito iaccumulate idata iabout iOnline iConsumer iBehavior iand ithe itremendousness iof 

ithe iset iup ifactors, iPrice, iTrust, iand iConvenience. i 
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In iorder ito ihave ithe ialternative ito ifind iand iset iup iOnline iConsumer iSegments, iConsumer 

iTraits iand iOnline iBehavior imust ibe iperceived. iThe iareas iwere iused ito imoreover iperceive 

iwhat iinfluence ithe ifactors iPrice, iTrust, iand iConvenience ihave ion iOnline iConsumer iSegments. 

i 

 

Segments i 

A ipiece iis ia isubgroup iof ipeople ithat ishare ithe iat iany irate ione icharacteristics iand ithese 

isegments ihave iresemblances, ifor iinstance, ithat ithey ishare ilead iincorporates ior ihave ipractically 

iidentical inecessities. iThese isimilarities imake ia ispecific isegment ihomogenous iin itheir 

inecessities iand imindsets. iDifferent isorts iof icomponents ican ibe iused iin iorder ito isegment ia 

imarket iand ione iof ithe inecessities iwas ithat iit iought ito ihave ibeen iquantifiable. iI iwill iuse ithe 

irecognized iConsumer iTraits iand iOnline iBehavior ielements ito iparcel ithe ionline icustomers. i 

 

 iSample i 

The icomponents ithat iI iproposed ito ireview ican ibe iapplied ito iand iinvestigate idata imasses ithat 

iuses ithe iInternet iand ibuys ion ithe iweb. iSince ithere iare itime iand iresource irestrictions, ia ispecific 

imasses imust ibe iperceived ito isummarize iand imake inoteworthy isections. iI iinferred ithat ithe 

imodel isize ishould icontain iin iexcess iof i50 irespondents i. i 

 

 iNon-Probability, iConvenience iSampling i 

The imasses ifor ithis iassessment iis iStudents iand idelegates, iIndia. iThe iSample iwas isingled iout ia 

isettlement ipremise. iSettlement iassessing iincorporates iusing itests ithat iare ithe imost ieasy ito iget 

iand iis icontinued iuntil ithe ilooking iat isize ithat ineed iis ireached. iThe itendency iwith ithe isolace 

iexamining iis ithat iit iis ihard ito isummarize ito ithe irequired ipeople. i 

We iwill iattempt ito iassemble iwhatever inumber irespondents ias icould ibe inormal iin ilight iof ithe 

icurrent isituation iyet isince iI iwill ilook iat iunderstudies, iI iacknowledge ithat ithere iwill ibe ilittle 

iassortment iin ithe ipeople imaking iit iprogressively isupported ito isummarize ithe iresponse irates. 

iThe itesting iprocedure ifor iunderstudies iexpected iin ilike imanner iposition ion ia isettlement 

ipremise isince ithe iunderstudies ithat iagree ito ianswer ithe ioverview iare ithose ithat iwere ipicked. i 
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 iThe iQuestionnaire i 

In iorder ito imake ithe isurvey, iI istarted iby ipicking ithe iguideline ifactors ithat iought ito ihave ibeen 

iinvestigated. iThese iwere: iDemographics, iWebographics, iOnline iShopping iPatterns, iand 

iAttitude itowards iOnline iShopping, iSocial iCharacteristics, iReference iGroups, iand ithe 

irecognized icomponents iPrice, iTrust, iand iConvenience. i 

For ithe ioverview, iwhich iwas iself-administrated, iI iused ithe iDelivery iand iarrangement isurvey 

iprocedure. iThis istrategy iwas igenerally iused ibecause iof ithe irequirements iin itime iand iavailable 

iresources. iDifferent isorts iof irequests iwere iset ito ihave ithe ichoice ito iaccumulate ithe 

iinformation ithat iwas irequired iconcerning ithe idifferent isubjects. iThe iexamined ifactors iwere iof 

idifferent isorts. iThey iwere iemotions, ilead, iand iattributes. i 

Appraisals iare iused ito iperceive ihow ia irespondent ifeels iabout isomething, ilead icredits iare iused 

ito irecord iwhat ithe irespondent idoes, iand iqualities ishows iwhat ithe irespondent ihas. iIn iorder ito 

iaccumulate ithe icorrect idata, iI iexpected ito ipresent irequests iwith ifit idecisions ithat iwe iread 

ijoked ito ithe isort iof ithe ivariable ithat iought ito ihave ibeen ireviewed. iIn iour isurvey iI iwere isimply 

iusing iclosed irequests ithat iwere iof ithe ioverview, iclass, isituating, isum, iand irating itype. i 

4.3 iData iAnalysis 

Q1- iGender 

Sexual iorientation iwas iremembered ifor ithe ioverview iso ias ito isee iwhether ithere iis ia icontrast 

iamong ipeople iconcerning ithe iconvictions itowards ithe icomponents. iThe iaccompanying itable 

iwill ishow ithe icirculation iof ithe imale iand ifemale irespondents ithat iwere iremembered ifor ithe 

ioverview. 

Sex Frequency 

Male 60 

Female 20 

Total 80 
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Q2- iAge 

Age iwas iincorporated ito isee iwhether ithere iis ia inoteworthy irelationship ito iwhat isway ithe 

ivariables ivalue, itrust, iand iaccommodation ihave ion ivarious iage igatherings. iAge iis ia isegment 

iesteem ithat ican ilikewise ibe iutilized iso ias ito iadditionally iclarify iand iexpound ion ia iportion iof 

idifferent iinquiries ithat iare iutilized ito idiscover ifragments iamong ithe irespondents.. i 

 

 

 

 

 

75%

25%

Gender

Male Female

Years Frequency 

18-24 44 

25-34 36 

Total 80 
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Q3- iEducation iLevel 

This igraph ihelps ius ito iknow ithe ieducation ilevel iof ithe ipeople iincluded iin ithe isurvey. iThis 

ihelped ime ito iunderstand ithe iqualification iof ipeople ito iunderstand ithe ipurpose iof ithis istudy 

iand ihow ithe ionline ishopping iaffected ithe ibehaviour iof ipeople ihaving ilower ito ihigher 

ieducation. 

 

 

 

 

44

36

18-24

25-34

0 5 10 15 20 25 30 35 40 45 50

Age

18-24 25-34

Level iof iEducation Frequency 

Graduation 20 

Post-Graduation 56 

Doctorate 4 
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Q4- iHave iyou iever idone iOnline iShopping? 

The iobjective iof ithis iquestion iis ito iknow ithe ipercentage iof irespondents, iwho ihave idone ionline 

ishopping, iand iaware iof ihow ito ibuy iproducts ionline. iSurprisingly, iall ithe i80 irespondents ihad 

idone ionline ishopping iat isome ipoint. 

Online iShopping Frequency 

Yes 71 

No 32 

Total 103 

 

25%

70%

5%

Education Level

Graduate Post Graduate Doctorate
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Q5- iIf iYes, ithen iwhat imotivates iyou ito ibuy ionline? 

This iquestion iis iasked ito iknow iabout ithe imotivating ifactors ithat ithe irespondents ihave ito ibuy 

iproducts ionline. iThe idifferent ifactors iare isummarised iin ithe itable ibelow. 

Motivation Frequency 

Wide iRange iof iProducts 40 

EMI ioptions 0 

Higher iDiscounts 28 

Easy iPayment 4 

Laziness 4 

Convenience 4 

Total 80 

 

100%

0%

Online Shopping

Yes No



26 
 

 

 

Q6- iDo iyou ifeel iOnline iShopping icompanies iprovide icompetitive iprices? 

This igraph igives ius ithat iwhether ionline iadvertisers iare igiving iserious icost ior inot iand iresult 

iwhich iis icame iis ithat ithe ivast imajority iof ithe iindividuals iimagined ithat ionline iadvertisers iare 

igiving iserious icosts ithan iphysical istores. 

Competitive iPrices Frequency 

Yes 68 

No 12 

Total 80 

 

50%

0%

35%

5%

5%
5%

Motivation to buy Online

Wide Range of Products EMI options Higher Discounts

Easy Payment Laziness Convenience
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Q7- iWhich iof ithe ifollowing iwebsite ido iyou iprefer ibuying ionline? i(Select imost ipreferred) 

This iquestion iwas ito idetermine ithe ipreferred iE-Commerce iwebsite ithat irespondents iwere 

iinterested iin ito ibuy ithe iproducts. 

Website Frequency 

Amazon 48 

Flipkart 28 

Snapdeal 4 

 

 

85%

15%

Competitive Prices

Yes No

4

28

48

Snapdeal

Flipkart

Amazon

0 10 20 30 40 50 60

Online Store

Snapdeal Flipkart Amazon
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Q8- iWhat ifactors ihelp iyou idecide iwhich isite ito iuse ifor ionline ishopping? 

This iquestion iwas idesigned, iallowing irespondents ito iselect imultiple ioptions ifrom ithe igiven iset 

iof ioptions, ito iknow iall ithe idifferent ifactors ithat iusers iconsider ito ibuy ionline. 

Website Frequency 

Search iEngine 12 

Special ioffer ion isite 40 

Advertising 20 

Product iExclusive ion ia iparticular isite 

ionly 

24 

Discount igiven iby ia iparticular iseller ion ia 

isite i(like iCloudtail ion iAmazon iIndia ior 

iWS iRetail ion iFlipkart ietc) 

44 

Personal irecommendation 12 

Premium iServices 4 
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Q9- iHow ioften ido iyou ishop ionline? 

This iquestion iwas iasked ito iknow ithe ifrequency iof ishopping ionline iby ithe irespondents. 

Frequency iof iShopping Frequency 

Less ithan itwice ia imonth 48 

2-4 itimes ia imonth 28 

4-6 itimes ia imonth 4 

12
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44

12

4
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Special offer on site

Advertising

Product Exclusive on a particular site only

Discount given by a particular seller on a site (like
Cloudtail on Amazon India or WS Retail on Flipkart etc)

Personal recommendation
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Online Store

Search Engine

Special offer on site

Advertising

Product Exclusive on a particular site only

Discount given by a particular seller on a site (like Cloudtail on Amazon India or WS Retail on Flipkart etc)

Personal recommendation

Premium Services
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Q11- iHave iyou iheard iof ithe inew ichanges iin iFDI ipolicy iof iE-Commerce iby ithe 

iGovernment? 

Awareness Frequency 

Yes 44 

No 32 

Maybe 4 

 

48

28

4

Less than twice a month

2-4 times a month

4-6 times a month

0 10 20 30 40 50 60

Frequency of Shopping

Less than twice a month 2-4 times a month 4-6 times a month
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Q12- iDo iyou ifeel ithat i25% icap ion ieach iseller ifor ia isite iwill ilower ithe itrends iof ionline 

ishopping? 

Cap iof i25% Frequency 

Yes 20 

No 16 

Maybe 44 

 

 

Q13- iWill iyou istill iprefer ibuying iproducts ionline iif ithe idiscounts iwill ibe iremoved? 

55%
40%

5%

Awareness of New FDI Policy

Yes No Maybe

25%

20%

55%

Cap of 25% on Products by One Seller

Yes No Maybe
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Discount iRemoved Frequency 

Yes 24 

No 24 

Maybe 32 

 

 

 

Q14- iDo iyou ithink iexclusivity iof iany iproduct ion ia iparticular iwebsite iis igood i(Like 

iOnePlus isells iits imobile ionly ion iAmazon)? 

Exclusive iProducts Frequency 

Yes 24 

No 48 

Maybe 8 

 

30%

30%

40%

Discounts Removed

Yes No Maybe
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Q15- iWould iyou iprefer iBrick i& iMortar ishops ito iOnline ishopping, iif ithere iare ino iheavy 

idiscounts igiven ito icustomers? 

Preferred iShopping iPlace Frequency 

Yes 24 

No 24 

Maybe 32 

 

 

 

Q16- iDo iyou ifeel ithat inew iguidelines iare ibad ifor icustomers iof ionline ishopping? 

30%

60%

10%

Exclusive Products

Yes No Maybe

30%

30%

40%

Preferred Shopping Place

Yes No Maybe
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This iquestion iwas iasked ito iknow ihow ithe irespondents ifelt iabout ithe inew iguidelines. 

 

New iGuidelines ibad ifor iE-commerce Frequency 

Yes 24 

No 24 

Maybe 32 

 

 

 

Q17- iAre iyou iwilling ito ispend imore ion ithe iproducts ito iuplift ithe iBrick i& iMortar ishops,  

iwho iwere idiscriminated idue ito ionline ishopping iportals? 

Spend imore ion ioffline istores Frequency 

Yes 12 

No 44 

Maybe 24 

 

25%

25%

50%

New Guidelines bad for E-commerce

Yes No Maybe
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Q18- iHow iis iyour iexperience iwith iOnline ishopping? 

This iquestion iwas iasked ito iknow ithe ioverall iexperience iof ipeople iwith ionline ishopping. iIt iwas 

irated ifrom i1 ito i5. 

 

15%

55%

30%

Spend more on offline stores

Yes No Maybe

Experience Frequency 

1 i(Negative) 0 

2 0 

3 32 

4 36 

5(Positive) 12 
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Q19- iWould iyou iconsider ishopping iin ifuture iwith ithe isame ior ihigher ifrequency ias 

iearlier, iafter ithe iimplementation iof inew ipolicy? 

This iquestion iwas iasked ito iknow ithe ieffect iof inew iFDI ipolicy iin ithe ibuying ibehaviour  iof 

iconsumers. 
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Overall Shopping Experience

Future iProspects Frequency 

1 i(Negative) 0 

2 8 

3 44 
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Q20- iHow ido ipeople iaround iyou iinfluence iyour ibuying idecisions ionline? 

This iquestion iwas iasked ito iunderstand ihow ithe ipeople iaround irespondents iaffect itheir ibuying 

ibehaviour ion iE-Commerce iwebsites. 
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Influence Frequency 

1 i(Not iat iall iinfluential) 12 

2 8 

3 36 

4 24 

5 i(Very iInfluential) 0 
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Q21- iIs isaving imoney iyour iprimary imotive ifor ionline ipurchases? 

The iobjective iof ithis iquestion iwas ito iunderstand iwhether ithe irespondents icared iabout isaving 

ithe imoney imost ion ionline ipurchases. 
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1 i(Negative) 4 
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Q22- iDo iyou icompare iprices ion idifferent icomparison iwebsites? 

The iobjective iof ithis iquestion iwas ito idetermine iwhether ithe irespondents icompared ithe iprices 

ion idifferent iwebsites. 
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1 i(Never) 4 

2 4 
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5 i(Always) 32 
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Q23- iIs ipurchasing iproduct ionline itime isaving? 

This iquestion iwas iasked ihow ithe irespondents ifeel iabout itime-saving ielement iof ionline 

ipurchases. 
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Time- iSaving Frequency 
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Q24- iIs iOnline ishopping istill igood ithan ibrick i& imortar ishops iafter ithe iimplementation 

iof inew irules? 

 

0
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Q25- iHow ido iyou irate ithe inew ipolicy iof iE-Commerce ifor iyou ias ia icustomer? 

The ioverall irating ias ia icustomer iof ithe inew iE-Commerce ipolicy. 
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4.4 iFinding iand iRecommendations 

At ithe ipoint iwhen ia ipurchaser ibuys ian ion ithe iweb, ithe iindividual iin iquestion iis iinfluenced iby 

idifferent ielements. iThe ifundamental iimpacting ifactors ihave ibeen irecognized ias iPrice, iTrust, 

iand iConvenience. iThe iPrice ifactor iexists isince icosts iare iregularly ilower ion iInternet istores 

icontrasted iwith iphysical istores ibecause iof ilower icosts. iBuying ian ionline ican ienormously 

iprofit ithe ipurchaser ias ifar ias icomfort iand isetting iaside icash. iIt iis iadditionally ihelpful ito ishop 

ion idifferent idestinations iwith ivarious iarrangements, ifrom ithe ihome. iTrust iis iobviously 

irequired isince ithe ibuyer imust ishare ipoint iby ipoint iindividual iand ibudgetary idata iwhen ibuying 

ian ion ithe iweb. iThese isorts iof iinformation iincorporate ithe icomplete iname, iconveyance iaddress 

iand icharge icard inumber ifor iinstance, iwhich imakes iTrust ia isignificant ifactor. 

Coming ito ithe iBuying ibehaviour iof icustomers iby ichanges iin iFDI ipolicy iin iE-Commerce, iit iis 

iseen ifrom ithe irespondents ithat ithey iare imostly ineutral iregarding ithis ipolicy.  iThe irespondents 

ifelt ithat i25% icap iby ia iparticular iseller iwill ireduce ithe ioffers, ibut ithey iwill istill icontinue 

ibuying ionline ibecause iof ithe iinconvenience iof ibuying ioffline. iAlso, ithe irespondents ifelt ithat 

ithey idon't iwant iproducts ito ibe iexclusive ion iany iwebsite iand ithere ishould ibe ihealthy 

icompetition ion iall ithe iwebsites. 

In iRecommendations i– iincrease ithe iSample isize iso ithat iconsumer ibehaviour ican ibe iidentified 

iproperly. iInclude ireliable iand ivalid imeasures iand idiscuss ithe ipreferences. iInclude iall iaspects 

ito ifind iout ithe iaccurate iconsumer ibehaviour ibefore iand iafter ithe iimplementation iof iFDI 

iPolicy. iProper iresearch ito iidentify iother ifactors ithat iare iinfluencing ithe iconsumer ibehaviour 
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iapart ifrom iFDI ipolicy iand itry ito ifind iout ithe irelation ibetween iall ithese ifactors. iInclude 

idifferent iregion ito iidentify ithe iconsumer ibehaviour iso ithat iall ithe ifactors ican ibe iincluded iinto 

ithe istudy. 

4.5 iLimitations iof iStudy i i 

 

•  iCustomers ibehaviours iis icontinually ichanging iso ithat iit iis ipossible ithat isame 

irespondents ihave idifferent iopinion iafter ifew imonths. 

• The igrowth ipredicted, iand ithe iimprovement iin iranking iwill ibe iaffected iby iCovid i19 

igoing ion icurrently iin ithe iwhole iworld, iand ithat ieffect ican ibe iseen iin ithe iranking iof 

i2020 iwhich iwill ibe idone iby iWorld iBank i. 

• Though ieffort ihas ibeen imade ito iinclude irespondents ibelonging ito ivarious iage igroup 

ieven ithen ithis isample imay inot ibe itruly irepresentative iof ithe iUniverse. 

• The ianalysis ihas ibeen icarried iout ibased ion idata ireceived ifrom iparticipants iof ithe 

isurvey, iand ithe ionline ireports, iand iarticles iwhich imay ior imay inot ibe icompletely itrue. 

i 

• There ican ibe ia islight idifference iin ithe iperception iof ivarious ipeople iwriting iarticles,  

iand ireports. i 
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Chapter-5 iConclusion 

Going ito ithe iBuying iconduct iof iclients iby ichanges iin iFDI istrategy iin iE-Commerce, iit iis iseen 

ifrom ithe irespondents ithat ithey iare ifor ithe imost ipart iimpartial iwith irespect ito ithis iarrangement. 

iThe irespondents ifelt ithat i25% itop iby ia ispecific imerchant iwill idiminish ithe ioffers, ihowever 

ithey iwill ieven inow ikeep ipurchasing ion ithe iweb iin iview iof ithe iburden iof ipurchasing 

idisconnected. iLikewise, ithe irespondents ifelt ithat ithey idon't ineed iitems ito ibe iselective ion iany 

isite iand ithere iought ito ibe isound irivalry ion iall ithe isites. i 

You ilikely ihave igone iover ia ifew istaggeringly imodest iarrangements ion iFlipkart iand iAmazon 

iyet isuch ilimits iare iset ito iplunge iforcefully ion ia iselect iscope iof iitems. iTruth ibe itold, ia ifew icosts 

ihave ibeen ias iof inow ireconsidered iby ithe imajor ionline icommercial icenters. i 

New ibuys ifrom ieither iAmazon ior iFlipkart iwould ilikewise icost iyou imore ias ithe iitems iwill ibe 

isold ilegitimately iby imeans iof ian ioutsider idealer, iwho iis iprobably igoing ito icharge imore ithan 

ithe icurrent istock ibased iframework. i 

Potential iEffects iof iFDI istrategy ion ipurchasers ifollowing i10 iyears iof iImplementation i 

The igathering iwhich iis igenerally iinfluenced iby ithe istrategy iis ithe iend ipurchasers, iwho iutilized 

ioffers iand ilimits iof ionline iretailers ifor ievery ione iof itheir ineeds, iincluding ithe imost iessential 

ineeds iof igoods iand idress. iThis iwill ieventually ibring iabout iless ishopping iby ia idominant ipart iof 

iclients. iThe ifinish iof iselective iarrangements iwill ilikewise iembroil ithe iclients. iThat iprojection 

idepended ion iclient iand istatistical isurveying iin ia ipre-Covid i19 iworld. iBe ithat ias iit imay, iover 

ithe imost irecent i2 imonths, iboth ithe imarket iscene iand ibuyer iconduct ihas ichanged ito ithe ipoint iof 

ibeing iunrecognizable. i 

As ithe inetwork imoves ipast ithe iendurance imode, ithe icomputerized iappropriation ienergy iis 

iprobably igoing ito iconvey iadvance iand igotten iperpetual. iThis iexpression ipoint iwill ibe 

ifundamentally iformed iby itwo isignificant imoves iin iclient iconduct i- ithe ihesitance ito iblend iin 

ipacked iopen ispots iand ihigher iaffinity ifor icomputerized iappropriation. iThe iweb ibased 

ibusiness iindustry ibeen istraightforwardly iaffecting ithe iminiaturized iscale, ilittle iand imedium 

iventures i(MSME) iin iIndia iby igiving imethods ifor ifinancing, iinnovation iand ipreparing iand ihas 

ia ipositive ifalling iimpact ion idifferent ienterprises ialso. iThe iIndian iinternet ibusiness iindustry 
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ihas ibeen ion ian iupward idevelopment idirection iand iis irequired ito ioutperform ithe iUS ito iturn 

iinto ithe isecond ibiggest iweb ibased ibusiness ishowcase ion ithe iplanet iby i2034. i 

 

Future iresearch i 

In ithe iwake iof ihaving idirected iour iexploration iand ithinking iabout ithe iconfinements iin itime 

iand iassets ithat iwe ihad ibeen iconfronting, iit iwould ihold iany iimportance iwith iinspect iour 

iexamination itheme ifurther ijust ias imore isignificantly. iBeneath, iwe ihave irecorded ia icouple iof 

ireasonings ifor iconceivable ifuture iresearch: i 

Lead ia ireview ion ia ibigger iexample, ilikewise iincluding iindividuals ithat iare inot iunderstudies 

iand idividing ias iindicated iby ithat. iThis icould idiscover inew isections, iwith inew iexpository 

iprospects. i 

This iexamination iwas iled ifrom ithe ishoppers iperspective, iand iif icould ilikewise ibe iled iwith 

imore inoteworthy iconcentration itowards ithe ionline iretailer. i 

We ifound ithat iPrice, iTrust iand iConvenience iwere ifactors ithat iare isignificant iwhen ia ishopper 

ichooses ito ibuy ion ithe iweb, ihowever iit iis ifascinating ito isee iwhether ithe iideas iof ithese 

icomponents iare iseen isimilarly ibetween iall ibuyers ior iif ithere iwere iany idisparities. i 

Besides, iit iwould ibe iof ifascinating ito iperceive ihow icovid-19 iwill iinfluence ithe ipurchaser 

iconduct ijoined iwith ithe iFDI iapproach. 
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Annexure 

The iSurvey iquestions i: 

Q i1- iGender? 

 i i i i i i i i i i i i i i1. iMale 

 i i i i i i i i i i i i i i2. iFemale 

Q i2- iAge? 

 i i i i i i i i i i i i i i1. i18-24 

 i i i i i i i i i i i i i i2. i25-34 

Q i3- iEducation iLevel? 

 i i i i i i i i i i i i i i1. iGraduation 

 i i i i i i i i i i i i i i2. iPost iGraduation 

 i i i i i i i i i i i i i i3. iDoctorate 

Q i4- iHave iyou iever idone iOnline iShopping? 

 i i i i i i i i i i i i i i1. iYes 

 i i i i i i i i i i i i i i2. iNo 

Q i5- iIf iYes, ithen iwhat imotivates iyou ito ibuy ionline? 

 i i i i i i i i i i i i i1. iWide iRange iof iProducts 

 i i i i i i i i i i i i i i2. iEMI ioptions 

 i i i i i i i i i i i i i i3. iHigher iDiscounts 

 i i i i i i i i i i i i i i4. iEasy iPayment 

 i i i i i i i i i i i i i5. iLaziness 

 i i i i i i i i i i i i6. iConvenience 

Q i6 i- iDo iyou ifeel iOnline iShopping icompanies iprovide icompetitive iprices? 
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 i i i i i i i i i i i i i i1. iYes 

 i i i i i i i i i i i i i i2. iNo 

Q7- iWhich iof ithe ifollowing iwebsite ido iyou iprefer ibuying ionline? i(Select imost ipreferred) 

 i i i i i i i i1. iAmazon 

 i i i i i i i i2. iFlipkart 

 i i i i i i i i3. iSnapdeal 

Q8- iWhat ifactors ihelp iyou idecide iwhich isite ito iuse ifor ionline ishopping? 

 i i i i i i i i1. iSearch iEngine i 

 i i i i i i i i2. iSpecial ioffer ion isite i 

 i i i i i i i i3. iAdvertising i 

 i i i i i i i i4. iProduct iExclusive ion ia iparticular isite ionly i 

 i i i i i i i i5. iDiscount igiven iby ia iparticular iseller ion ia isite i(like iCloudtail ion iAmazon iIndia ior iWS i i i 

iRetail ion iFlipkart ietc) 

 i i i i i i i i6. iPersonal irecommendation 

Q9- iHow ioften ido iyou ishop ionline? 

 i i i i i i1. iLess ithan itwice ia imonth i 

 i i i i i i2. i2-4 itimes ia imonth i 

 i i i i i i3. i4-6 itimes ia imonth 

Q10- iHave iyou iheard iof ithe inew ichanges iin iFDI ipolicy iof iE-Commerce iby ithe iGovernment? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 
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Q11- iDo iyou ifeel ithat i25% icap ion ieach iseller ifor ia isite iwill ilower ithe itrends iof ionline 

ishopping? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 

Q i12- iWill iyou istill iprefer ibuying iproducts ionline iif ithe idiscounts iwill ibe iremoved? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 

Q13- iDo iyou ithink iexclusivity iof iany iproduct ion ia iparticular iwebsite iis igood i(Like iOnePlus 

isells iits imobile ionly ion iAmazon)? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 

Q14- iWould iyou iprefer iBrick i& iMortar ishops ito iOnline ishopping, iif ithere iare ino iheavy 

idiscounts igiven ito icustomers? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 

Q15- iDo iyou ifeel ithat inew iguidelines iare ibad ifor icustomers iof ionline ishopping? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 
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Q17- iAre iyou iwilling ito ispend imore ion ithe iproducts ito iuplift ithe iBrick i& iMortar ishops, iwho 

iwere idiscriminated idue ito ionline ishopping iportals? 

 i i i i i i i i1. iYes 

 i i i i i i i i2. iNo 

 i i i i i i i i3. iNo iMaybe 

Q18- iHow iis iyour iexperience iwith iOnline ishopping? 

Q19- iWould iyou iconsider ishopping iin ifuture iwith ithe isame ior ihigher ifrequency ias iearlier, i i i i i i i i 

i i i i i iafter ithe iimplementation iof inew ipolicy? 
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