IMPACT FACTOR : 5.2331(UIF) UGC APPROVED JOURNAL NO. 48514 ISSN: 2249-894X

VOLUME - 7 | ISSUE - 9 | JUNE - 2018

IMPACT OF ONLINE MARKETING ON CONSUMER BUYING
BEHAVIOUR AND SHIFTING PARADIGM IN AHMEDABAD

Chinmay A. Gandhi
Research Scholar, Gujarat University.

ABSTRACT :

On the Internet, a medium that has already established its effectiveness in marketing activities,
changes take place with surprisingpace. The recent outburst of social networking applications and websites
and their number of users has captured the marketers’ attention. Companies have started to rework their
relationships with consumers and acclimatize to the new online world. In this virtual world,online shoppers
are a key factor. The swift development of the internet has aprofound impact upon the worldwide marketing
environment. Currently it has become one of the most popular approaches for online trade. Businesses have
been coming up with inspired ways to promote their products and services via internet. Thus it explains how
modern market is replacing the traditional markets. This is a small effort to gauge the satisfaction level of a
customers in their online shopping experience. Generally, the success of online shopping essentially depends
on the customer satisfaction during their purchase.

KEYWORDS : online marketing, onlineshopping satisfaction.

1. INTRODUCTION

The wide use of internet and the swift growth of technology have created a new market for both the
customers and businesses. Presently internet is not just another medium to get intouch with customers, but
it is akey element of a channel to find potential customers as well as achannel to prolong relationship with
existing customers (Alam et al., 2007).

Online shopping is still new and customers are less familiar towards it (Haque and Khatibi, 2007).
Anyhow, the online shopping in Ahmedabad hasbegun to grow.Hence it is important for the B2C segment to
focus on issues that influence thecustomer’s satisfaction. Internet marketing plays a strategic role in
advertising. It helps in attracting potential customers. Moreover,it is important for the retailers to ensure
that the customers have a convenient shopping experience. Thus, the retailers can expect the customers to
visit their site again in the future, as well as attractnew customers.

Essentially, the idea of online shopping is to lead customers to a convenient and easy way
ofshopping. Customers save their time and money, plus get all the productinformation in few minutes.
Moreover, online shopping can be done anywhere,anytime according to their convenience.

This research intends to study three main criteria that contribute to customer satisfaction in
Ahmedabad.These are:

Quality of information,
Quality of purchase experience
Quality of post-purchase satisfaction.

2. LITERATURE REVIEW
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In this era of modern technology, online shopping is quite easier and enjoyable. With just a few
clicks and in a few minutes anyone can jump from a grocery store to electronic storejust as in malls. What is
more exciting is thatit can be done across the geographical boundaries and at any time of the day or night.
The internet has become the world’s largest marketplace and revolutionized the ancient technique of buying
and selling goods and services. It is very clear to see why customers are switching on their computers instead
of driving to the supermarkets. Today, online shopping has become extremely convenient and user
friendly.Price comparison for different products can be done via the websites. Customers are able to save so
much of their time and money. There is no more need to drive to the malls and look for a parking slot to
park their vehicles.By sitting in front of their computers, customers can get products reviews.Online
shopping also helps customers in sending gifts, birthday cake and cards to family and friends (Rosario, A. et.
Al. 2016 ).

There are a few disadvantages of online shopping. One of the main is safety of payment modes.
People are aware about credit cards frauds resulting from the hacking of pin numbers of credit
cards.Shopping is sometimes a good pastime and people love shoppingalong with having a dinner with
family or friends. This pleasure is lost in the virtual world. Bargaining is an impulsive habit of Ahmedabadis
(Residents of Ahmedabad) and the pleasure of striking a good bargain is lost. Another factor that contributes
to this issue is that, sometimes there is a delay in delivery of the product. Delivery period is also a deterrent
in case of urgent requirements. These factors have been discouraging people from Ahmedabad to go for
onlineshopping but it would not be out of place to mention that these deterrents affect customer elsewhere
also.

There are more factors that have been found based on other researchers. The quality of the website
can be determined by a few factors such as ease of use, usefulness, and ease in navigating etc.(Radovan &
Igor 2013). Web design checklists have been developed to focus on features such as loading time, color and
font size, navigability and active links (Zhang et al., 1999). Basically, to establish one’s business, the ability to
build effective marketing web sites has become a crucial requirement for survival in the world of internet
marketing. Ease of use of the website has an indirect influence on online shopping behaviour. Certain
websites require customers to key in a lot unnecessary details.The product pictures take unusually long time
to download. This concern reduces the perception on the ease of online shopping (Kothawade, Agarwal,
2016). According to (Krishna, R.N., 2016) the main features for website design would be user-friendly
interface and an interactive site.(Kalia, P. 2016) assumes that website design often directly affects the
perceived trustworthiness of the business. The first impression of the website may strongly influence the
development of trust, and effective communication may assist in trust maintenance. Therefore, a website
design plays an important role in satisfying customers, where it builds a relationship with the customers
even before they purchase the product. Haque and Khatibi (2007) acknowledge that familiarity and
confidence are two important factors influencing online shopping. For example, familiarity of consumers
with a product is created when there are successful sales histories. The concept of trust will affect a number
of factors essential to online transactions, which include security and privacy. Without trust, development of
online shopping can’t reach its potential (Rosario, A. et. Al. 2016 ). (Krishna, R.N., 2016) points out Trust as
the dimension of a business relationship that determines the level to which each party can rely the promise
offered by another. A customer enters into a transaction only if he feels confident that the product delivered
will be as promised. (Kalia, P. 2016) agree that, it is essential to understand the factors that create a sense of
trustworthiness, so that business can ease customer’s concerns and improve their reliability of online
shopping.

Lack of trust is a major deterrent for online shopping. Customers would prefer to purchase online in
case of branded goods.Alam et al. (2007) acknowledge that many customers have concerns over security
issues and they lack confidence in the current setup of online shopping. Security means different things to
different customers. Security concerns revolve around payment terms and receipt of goods.
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It is usual that customers do always seek for websites that contain well presented information.
Goupta, & Gandhi, (2015) expressed that, without a good quality of information in a website, it can probably
lead failure to business. Information in website is important as it represents a professional image of the
business. For an instance, quality information in a website can contribute to add value to the customers.
(Kalia, P. 2016) acknowledge that, one of the most important criteria of a website is that, it should contain
readable text. Other than that by having more valuable information or descriptions of the products,
customers will have more information to make decisions. It is crucial, to have a useful information and
error-free, where the probability to sell the products or services will be higher. Customers may don’t prefer
to visit the website if they found any inaccurate text. This can become a factor of customer losing confidence
in the business. In general, customers will be motivated to visit the website again since they can rely of the
information that beingoffered. Plus, businesses have to make sure that, their website is frequently updated
with the latest contentand updates, this helps to build credibility and reputation of business by providing
evidence of the businessexpertise in the particular field. In a way, this indirectly encourages customers to
purchase from thebusiness(Goupta, & Gandhi, (2015). Overall, the content in the website should meet the
needs of the target market,where it should beable to add value for the customers who visit the website. This
can bring a positiveinfluence towards customers during their online shopping.

Since during online shopping customer are not able to interact with the business, service providers
or the Retailers, it is crucial to provide customer with a good customer service via online. Jeong and Lee
(2010)express that, service represents intangible activity of benefit provided by the business to their
customers. Itis common that every customer would need his or her quries to be treated with the similar
urgency of face-to face pruchase. It shows that, it is crucial to business to be effective in managing customer
service relationship(Kothawade, Agarwal, 2016). Other than that, customers do look for continuous and
effectivecommunication service across the geographic barrier (A. TALPAU & T. VIERASU, 2014). It is
important to maintain a goodrelationship with customer at least until they have received their product and it
is also necessary to provideany additional relevant services in the future. Moreover, any delay in delivery can
contributes to negativeeffects on customer satisfaction (Liu et al., 2008). Generally, it is an important aspect
to delivery productsand services as being promised to the customers. In addition, it’s also crucial to make
sure that thecustomer has been delivered the right product as per their purchase. The packaging of the
product has to begiven importance as well, since it does add value to the customer’s satisfaction. A
customer would bepleased to see their product been delivered in a good condition, in good way, according
to theirexpectations(Kala Deviet. Al. 2013). On the whole, a customer satisfaction is conceptualized as the
result of consumptionexperience, for an example, the recognition felt by a customer that the price paid is
rewarded in proper orimproper manner (Jeong and Lee, 2010).

3. METHODOLOGY

Quantitative approach is used to study the objectives. Data is collected for this research by survey by
using “questionnaire data collection”. All the participants of this surveywere requested to give complete
answers of the questions asked. SPSS was used to analyze the data. The Primary objective of the paper is to
understand the Impact of Online Marketing on Consumer Buying Behaviour and Shifting Paradigm in
Ahmedabad. Secondary objectives were to identify online shopping is convenience of online shopping,
saving of time and energy. Other secondary objective was to know the satisfaction towards return policy.

The findings are based upon 100 respondents in this study. A research framework has been
presented which shows the relationship of information quality, purchase quality and post-purchase
customer satisfaction. In this research, the researcher has done one way anova test along with frequency.
There were a few hypotheses before the research which are answered in the paper.
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4. ANALYSIS AND FINDINGS

In this paper the data was analysed on various parameters. Out of the total respondents, 66% were
male and 34% were female.More than 75% of the respondents were below 27 years old.

The present scenario shows that55% of the respondents executed an online purchase transaction at
least once a mont. Electronic gadgets and garments are the most popular products. 70% of the respondents
have expressed satisfaction over the range of products offered in online sales.

One of the major threats for online shoppers is the quality of the product. As the demo of the
product is not available and around 45% respondents feel that the not availability of the demo, that restricts
them to buy from online as they feel the quality of the product is a big question. Non availability of the demo
is a deterrent for 45% of the respondents. This should not be confused with the quality of the product as it
has been noticed that 50% of the respondents are highly satisfied about the quality.

More than 50%people are highly satisfied with the online shopping. There are various reasons for
the satisfaction for e.g. timely delivery of the product, various available payment options, time and energy
saver, additional gifts and voucher facility and return policy which generates the confidence in the buyer.

HO: There is no relationship between online shopping is more convenient and people are satisfied with the
same.

Here the significance level is again .000 which is lower than .05. So our null hypothesis has been
rejected so we can say that Convenience is one of the major reasons for overall satisfaction.

HO: There is no relationship between time & energy savings and satisfaction for online shopping.
Here the significance level is .001 which is lower than .05 so our null hypothesis has been rejected
and so we can say that savings of time and energy is one of the reason for overall satisfaction.

HO: There is no relationship between return policy satisfaction and satisfaction for online shopping.
Here the significance level is .000 which is lower than .05. So our null hypothesis has been rejected
so we can say that return policy is one of major reason for overall satisfaction.

HO: There is no relationship between Recommendation and satisfaction for online shopping.
Here the significance level is .004 which is lower than .05. So our null hypothesis has been rejected
and we can say that satisfied people will recommend online shopping to their friends and relatives.

5. CONCLUSION

The study shows that people are highly satisfied towards online shopping. So the future of online
marketing is very bright.

Online marketers are having a big potential market to explore.Thus, Retailers can give more
importance to online marketing.

Retailers should offer higher discounts to attract potential customers of online shopping. Their sales
will increase and they will be able to afford higher discounts.

Return policy is one of the major reasons behind the rapid success of online shopping. It generates
the confidence in the buyer and more than makes up for the lack of demo.It wins the trust and confidence of
customer.

In India, the sales of smart phones have been increasing. So online marketers can penetrate the
market by creating applications for shopping. This idea will boost their sales and will make online shopping
more popular, easier and more comfortable.
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