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Abstract

Shoppers' behavior is ¢honging in o very fost ond ropid mode.
Maorketing ore not like o volue delivery process, it is the value delivery
on ¢lick i.e. one ¢lick shopping process. In India though it is o very
¢hildhood stage but the growth level is very high in ¢omporison to
other mode. Itis very ¢hollenging task in front of morketers to develop
o strong perceived volue obout the online buying whic¢h will turn into
the online consumers' satisfoction ond adoptation. In the present study
the researcher is trying to occess the level of satisfoction of online
buyers ond whot are basi¢ entities of satisfaction which may help the
online morketers for better ¢ustomer servi¢es. The study ¢onfined
Borosot City of west Bengol. 100 responses have ¢onsidered for finol
onolysis. The doto hos been onalyzed by opplying ANOVA te¢hnique.
The result highlights thot some of the factors ore very much importont
in front of Consumers'. These are product quoality, finoncial security,
merchondise plonning, mode of payment and website design. The
study gives strong indi¢ation to the morketer that to Copture the semi
urbon oreo, there is need to develop strong proposition on these
porticulor issue ond whic¢h are issue have o direct relation of online
buying satisfaction of the shopper.

Keywords- E-Shopper, Online buying, E- morketers, Customer
satisfoction, Digitalization.

Introduction

Digital universe in India is doubling in size every two years ond will
multiply nine-fold between 2014 ond 2020. As per ASSOCHAM, the
value of Indion e-¢ommerce market in 2012 wos $8.5 billion ond $16
billion in 2013 ond it is estimated to be $56 billion in 2023. This is on
estimotion made by the morketer. But in the yeor 2023 the s¢enario will
¢honge in drostic¢ mode becouse of the poliCy token by Indion
government. After the implementation of demonetizotion ond GST it is
Clear signol to the market that the applications of digital tronsactions of
Indion onsumers’ are inCreosing. Not only this, government hos token
so mony initiatives for the people to encouroge them ond support them
to adopt digitolization process. Online shopping or e-shopping is o
form of electroni¢ commerce which ollows Consumers to directly buy
goods or services from a seller over the Internet using o web browser.
Alternotive nomes ore: e-web-store, e-shop, e-store, Internet shop,
web-shop, web-store, online store, online storefront ond virtual store.
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Mobile commerce (or m-Ccommerce) describes purchosing
from on online retailer's mobile optimized online site or
opp. As the world get into the twenty-first Century, the
business opproach of componies ond monufocturer hos
¢honged due to the advent of the Internet with its ropid
attributes (Ainin & Noor Ismowati, 2003). Usage of the
Internet also Computer devices, smort phones like emails
ond even social network websites like Face book, LinkedIn
or Twitter hos beCome on essentiol doily need for mony
people (Rood, Yeassen, Alom, Zoidon, & Zoidon, 2010). To
reap the benefit of the Internet usoge, numerous octivities
have been olready undertoken in mony firms ond
businesses for enhanéing their offic¢iol websites; also, some
have thought about providing ¢ertain tools to speed up the
profit of their business using the Internet ond online
¢ommunication. The emergence of e-Commerce, which
provides a new ond effective woy for businesses ond
Customers in terms of performing online tronsoctions
through the electroni¢ environment, especially the Internet
(Adom, Bednall, & Featherstone, 2011; Anderson, 2007;
Berthon, Pitt, Plongger, & Shopiro, 2012; Chon, Cheng, &
Hsien, 2011; G.J. Dehkordi, Rezvoni, Salehi, Eghtebosi, &
HosonAbadi, 2012; EI-Gohary, 2010; Genre, 2008; Homill,
1997) hos occurred os the result of these cChonges.
Furthermore, some other firms ore seeking to in¢reose their
return using e-morketing aspects. The overall internet
penetration numbers ond the diversity of Indion ¢onsumer
has hod o major impact on digitol morketing ond
advertising trends ond the overoll adoption servi¢es in
Indio. It is estimoated thot the rise in totol number of
internets users in Indiato over 550 Millions in 2018. It also
depicts the urbon/rural divide, wherein we see the number
of rural internet users increosing upto 40 percent by the
year. If we look ot the key oreas of the Contribution of
internet to GDP, the most importont among them being e-
¢ommerce products, online Content, ond odvertisements
ond ¢lossifieds. Itis estimated thot internet’s Contribution to
GDP is to set to grow at 23 percent Compared to overall
GDP growth of 13 percent. If we see the percentoge breok-
up of all mediasegments, comporing 2016 numbers ond the
estimated figures of 2020. It is quite evident thot TV will
rule the mediasegments ond it share will increose further in
the ¢oming yeors. We look ot similor industry wise
Clossifi¢ation of Indion media ond the entertoinment sector,
this time, in terms of obsolute ond growth numbers. Overall
odvertising revenues in 2014 grew ot o growth rate of 14.2
percent over 2013 to reach Rs 414 billion. It is interesting to
see thot while digital advertising has the highest growth
percentoge of more than 44 percent (2014 over 2013), those
numbers ore projected to grow ot oround 30 percent (in
terms of CAGR 2014-2019).

Review of Literature:

Solomon, 1998 in his study “Consumer behavior is the
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study of the processes involved when on individual selects,
purchases, uses or disposes of products, services, ideas, or
experiences to sotisfy needs ond desires”. In view for the
Internet to spread out os aretoil chonnel, it is imperative to
realize the Consumer’s mind-set, intention and ¢onduct in
light of the online buying proctice: i.e., why they employ or
folter to use it for purchasing’ Consumer ottitudes seem to
have o significont influence on this decision. Schiffmon,
S¢hermon, & Long, (2003) in his study resecrched thot “yet
individual ottitudes do not, by themselves, influence one’s
intention ond/or behavior. Instead thot intention or
behavior is o result of o voriety of ottitudes thot the
¢onsumer has about o voriety of issues relevant to the
situation ot hond, in this ase online buying. Over time the
Internet buyer, once Considered the innovotor or eorly
odopter, hos ¢honged. Sulton ond Henrichs (2000) in his
study concluded thot the Consumer’s willingness to ond
preference for adopting the Internet os his or her shopping
medium wos olso positively related to income, household
size, ond innovotiveness. Vijay, Soi. T. & Baloji, M. S.
(2009), revealed that Consumers, oll over the world, ore
increosingly shifting from the ¢rowded stores to the one-
¢lick online shopping formot. However, in spite of the
convenience offered, online shopping is for from being the
most preferred form of shopping in Indio.

Saprikis, Voggelis et ol. (2010) onolyzed the perceptions of
Greek university Student’s on online shopping in terms of
demographi¢ profile, expectations of online stores,
odvontoges ond problems reloted to online purchoses. He
found that there were lot of differences regording online
purchoses due to the vorious consumers’ Choracteristi¢s ond
the types of produéts ond services. The study ¢oncludes thot
adopters were having higher expectations from e-
marketers on issues reloated to privacy poli¢y ond risk. The
differences found were related to their portiCulor
perceptions on odvontoges ond problems of online
shopping.

Syed et al. (2008) onalyzed thot there were four key foctors
which influenced the young consumers’ perceptions
towards online shopping. They found thot those factors
were website design, website reliobility, ustomer service
ond privocy. They olso disCussed that there was no
differenc¢e among the perceptions of various races towords
online shopping in Malaysio. The most Consistent factor
that influenéed buyer’s behavior towords online shopping
waos found to be Trust. E-retoilers need to add trust ond
reliobility which is everything for the buyers. Asokawaoond
Okono (2007) onalyzed the factors influencing consumers’
peréeption of online shopping ond exploined how this
perception affects their online-shopping behavior. From
the research, they found that those foctors were
c¢onvenience, onxiety regording security ond poor
navigation. He found that ¢onvenience had o positive
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influen¢e on online shopping whereos anxiety regording
security ond poor navigotion had o negative influence.
Shergill ond Chen.(2005), disCussed the relationship
between the foctors affecting the buyers’ behavior towords
online shopping ond the type of online buyers. They olso
investigated the different perceptions of different types of
online buyers towords the online shopping. They found
website design, website reliobility, website customer
service ond website security or privacy were the factors
which were influencing their buying behavior of different
people. This research also found the different percéeptions
ond evoluation Criteria of the four types of online buyers;
i.e., triol, o¢casional, frequent ond regulor online buyers.
Adrito Goswomi et.al (2013), Studied “Customer
Satisfaction towords Online Shopping with Special
Reference to Teenoge Group of Jorhat Town” study
¢oncludes that online customers ore satisfied. This research
explicitly indiCates that online morketer should give more
importonce on pri¢e foctor ond ofter sole foctor. In this
Competition era oll the online morketers should have to
concentrate on the Customer’s satisfoction to retoin the
existing ¢ustomers ond hove to offer new scheme doy by
day to ottract the new customers. Alom ond Yosim (2010)
reported thot thot website design, reliobility, product
variety ond delivery performonces ore the four key foactors
influencing ¢onsumers’ sotisfoction of online shopping.
Ahnetal. (2004); Lee and Joshi (2007); found that delivery
performonce hos significont influence on customer
satisfaction. Vyas and Srinivos (2002), in their poper stoted
that mojority of the internet users were having positive
attitude towords online buying of products/services. There
exists aneed for developing aworeness obout consumers’
rights ond ¢yber laws. They also emphosized on better
distribution system for online products. Artic¢le published
by Business Today (2007), the article provides informotion
on the 10 best online stores in Indio. It Cites thot the
"Personal Shopper" tool of Style Feeder Compony helps
one to shop ond norrow down purchoses. The Thread less.
COM Compony offers on online ¢ommunity-centered
opporel store. The compoarison shopping site of
PriceForSure.COM compony offers presents online
Catalogs, video uploods, live- Web television, ond ouction
Capobilities. One study conducted by Jones, Christie,
Soyoung Kim(2009), on “Influences of retail brond trust,
off-line poatronoge, Clothing involvement ond website
quolity on online apparel shopping intention”, this study
exomines the influenCe of retail brond trust, off-line
potronoge, ¢lothing involvement, ond website quality on
online opporel shopping intention for young female US
¢onsumers. Retoil brond trust, off-line patronoge, ¢lothing
involvement and two factors of website quality were found
to significontly influen¢e online opporel shopping
intention. Off-line potronage was the strongest prediétor of
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online shopping intention. Implic¢ations for multi-Chonnel
apparel retoilers were dis¢ussed based on these findings.

There are lots of researches, discussions ond debotes going
on obout the online marketing ond its different issues. From
the literature review it gives us indicotion thot morketers
are trying to find out the most effectives factors which ore
influen¢ing Consumers’ satisfaction. There are also some
other factors Consumers’ consider not to adopt online
buying. Aport from these two is one areo which need to
develop that is trust ond reliobility of the marketers who
provides informotion through their website. On the basis of
the above thought in the present study we are olso trying to
find out these issues in this portiCulor region i.e. Borasot
City of West Bengal.

Statement of the problem:

Market is very dynomi¢ in nature; it chonges in avery ropid

mode. Consumers ore also very much time ¢onsc¢ious ond
quolity conscious rother thon price. If we look into the
young generotion of India there is no such significont
differentiotion between the outer world in terms of
preferences ond buying behavior. In this ¢ontext it is on
emerging issue in front of morketers to understond the
perception ond sotisfoction level of Consumers towords
online marketing in the different sphere of Countries. In this
Context the present study consider a place i.e. Barasat City
of Kolkota. This is ¢ity have asmell of urbon ¢ulture but the
troditionol outlook ond olso ¢ommerciolly sound. For the
study we Consider the whole Borasot ¢ity. The inner thought
of the study to know the impact ond involvement of young
people obout the trends and perception of the online
morketing ond their sotisfoction level. It will give us o
strong signol about the development of online morketing of
this areo. The study also helps the morketer to know the
satisfoction level of semi urbon Consumers’ towords online
buying ond olso help them to strengthen the factors which
are the reason of satisfoction.

Objective of the study:

The mojor objective of the study is to find out the
preference level of Consumers on online marketing, ond
their level of satisfaction towords online purchaosing in this
porticulor region of West Bengoal.

Methodology of the study:

The study most focuses on consumers’ trends ond
satisfoction level towords e morketing. The study Considers
those factors which ore related to Consumer satisfoction.
Secondory doto is importont to give o general view but to
know the real situotion we need the help of primary doto. As
a result the study design the questionnaire mainly ¢lose
ended. One hundred dota hove been ¢onsidered for the
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onolysis. The data have been Collected by using rondom
sompling method. Minimum precoutions have been taken
Care for the Collection of doto, i.e. respondents hove
minimum level of online purc¢hasing exposure. Face to foce
ond moail responses have been ¢onsidered for onalysis. The
dota hos been meosured by 5 point likert s¢ole. The time
period of the data Collection was three month. Data have
been Collected from the different ploce of Borosot morket,
where moximum retoil outlet situoted, ond olso three
universities, situated of Borosot. For the onalysis of the doto
we used Correlation to find out internal association omong
variobles, ANOVA ond Turkey HSD test.

In the study, the dota hos been Collected bosed on some
basic¢ parometer to know the weighted of the respondents.
These are oge wise (18-25 years, 25-35 years, 35-45 years),
spending pottern of the respondents ( Rs 10000-20000 per
year, 20001-50000, more thon 50000) ond gender wise.
The dotohos been onolyzed by help of SPSS.

Mechanism of the study:

The present study is on ottempt to find out the Consumer
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preference level towords the selection of online ¢honnel
(site) ond their sotisfoction level. There so mony
¢omponents meosure the Consumers’ sotisfoction. In the
reseorch we were trying to ossess the overall satisfaction
level of the respondents in this parti¢ulor region. From the
geogrophic Choracteristics this is lo¢ation comes under the
mix of rural ond urbon. People have troditionol outlook. As
a result they have limited level of exposure obout online
purchaosing. Other drowbock, thot online morketers are not
Covering this ploce beCouse of location. Therefore, in the
present study, the resear¢her Considers some importont
parameter of consumer sotisfaction which is used by other
study. These are product quality, product delivery (reloted
to distribution process, timing), merchandise plonning
(availobility ond voriety of merchondise ovailoble for
online buying), finonciol seCurity (outhentiCotion of
tronsoction), mode of poyment (payment process ond
mechonism), site design (website design based on usability,
occCessibility), promotional system (Contact point to spread
the promotional reloted information).

Data Analysis and Interpretation:

Table no-1
Consumer preferences on online marketing site

Site preference Number Preference frequency Non preference frequency
FlipCort 100 83 17
Snopdeal 100 33 67
Amozon 100 71 29
Iréte 100 21 79
Jabong 100 09 91

(Source- primory doto)
In the present study we noted the respondent responses on
preference level of online morketing site for shopping. It is
observed that this porticulor ore consumers' preference
level are higher in Flipcart (frequency-83%), Amozon
(frequency-71%) ond Snopdeal (frequency-33%). But
other marketing site, preference levels are low. It is ¢leor

that this is the area ore not much exposed by the different
online marketer. It Could have agood result if all players put
their step for development of consumer oworeness. There is
aneed of more promotion to develop the Consumer interest
about the online morketing.

Table no-2
Consumers’ preferences on online product purchase
Produét preference | Number Preference frequency Non preference frequency
Electronics 100 61 39
Grocery 100 4 96
Books 100 37 63
Clothes 100 56 44
CosmetiCs 100 24 76

(Source- primory doto)
The obove toble highlighted the purChosing pottern of
different Cotegories of products through online of the
Consumers' in this region. It ¢ome from the doto thot
Consumers' ore preferring more electroni¢ reloted goods
ond ¢lothes item. But there is very less interest of the
C¢onsumer towords the purchasing of Cosmeti¢ related
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product. It is o debatoble topic¢s ond the result show thot
involvement level of femoale Consumers' are less towords
purchasing of online product in comparison to men. This
moy be the reoson of level of information processing
towards ¢osmetics product by the online marketer are low.
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Table no-3
Pearson Correlation among different factors of satisfaction
Product Product Merchondis |Finonc¢ial ~ |Mode of  |Site design |Promotiona
quoality delivery e plonning |security poyment 1 design

Product Pearson Correlation 1 174 257 456" 037 666" -.029
quolity Sig. (2-toiled) 087 011 .000 17 .000 775
N 98 98 98 98 98 98 98
Product Pearson Correlotion 174 1 051 482" 015 055 203"
delivery  Igjg (2-tailed) 087 619 .000 882 592 045
N 98 98 98 98 98 98 98
Merc¢hondise [Pearson Correlation 257" 051 1 103 2337 578" 229°
plonning  [gj5 (2-toiled) 011 619 313 021 .000 023
N 98 98 98 98 98 98 98
Finoncéial Pearson Correlotion 456" 282" .103 1 174 281" 421"
seCurity Sig. (2-tailed) .000 .005 313 .086 .005 .000
N 98 98 98 98 98 98 98
Mode of Pearson Correlation .037 .015 233" 174 1 .198 .088
poyment Sig. (2-tailed) 717 882 021 .086 051 387
N 98 98 98 98 98 98 98
Site design  |Pearson Correlation 258" 055 578" 6817 198 1 .093
Sig. (2-tailed) 010 592 .000 .000 051 364
N 98 98 98 98 98 98 98
Promotion |Pearson Correlotion -.029 203" 6317 421" .088 .093 1

design Sig. (2-toiled) 775 045 .000 .000 387 364
N 98 98 98 98 98 98 98

We hove done the Correlation onalysis to know the
assoCiotion omong the voriobles. In the reseorch the
reseorcher hove considered seven different types of
¢omponents which ore indicates of Consumer satisfoction
about the online buying in generol. When ¢ompare with
product quoality, it is observed thot product quality is
strongly ossociated with finoncial security ond site design.
Which indicates thot quolity ¢oncept ond high quality
relates to high price is o motter of foft in front of
Consumers’. Visuolization of the product through online
site helps the Consumers’to develop astrong proposition on
quality reloted issue. In the next stoge produét delivery is

portially assocCiated with financiol security ond
merchondise plonning. Merchondise plonning has positive
Correlation with site design ond promotional design.
Finoncial security hos positively Correloted with product
quolity ond promotional design. Site design is strongly
associoted with product quolity ond finonciol security.
Promotional design is strongly ossociote with mer¢hondise
plonning ond finoncial security. In this regords it comes all
the variobles are strongly ossocioted with eoch other. But
out of the above foct, it reveols that product quality,
finonciol security ond site design have on importont role to
shope the online buyers sotisfaction level.

Table No-4
ANOVA - AGE WISE
Sum of Squares Df Mean Squore F Sig.

Product Between Groups 1.778 2 .889 2.997 .055
quolity Within Groups 28.181 98 297

Total 29.959 100
Product Between Groups 3.105 2 1.553 1.956 147
delivery | within Groups 75.395 98 794

Total 78.500 100
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Merchondise [Between Groups 157 2 379 558 574
plonning  IWithin Groups 64.437 98 678
Totol 65.194 100
Finonciol Between Groups 4.715 2 2.358 4.737 011
security Within Groups 47.285 98 498
Total 52.000 100
Mode of Between Groups 193 2 .097 145 .865
payment Within Groups 63.123 98 664
Total 63.316 100
Site design  |Between Groups 4.654 2 2.327 5.127 .008
Within Groups 43.112 98 454
Total 47.765 100
Promotion  |Between Groups 5.729 2 2.865 4.034 021
design Within Groups 67.465 98 710
Total 73.194 100

One way between group onalysis of vorionce was
¢onducted to explore the impoct of age on different foctors
of satisfoction. The obove toble indicates thot there ore
signifi¢ont difference between meons of the foctors of
satisfoction like product quolity (F= 2.997, P<0.05),
Finoncial security (F= 4.737, P<0.011), Site design
(F=5.127, P<0.008) ond Promotional design (F=4.034,
P<0.021) with the different age group of respondents. But

there are no difference observed on the other foctors of
satisfoction like mode of payment, merchondise plonning
ond product delivery. From the results it is Clear the
different oge group have different level of expression on the
satisfaction level of online purchose of the consumers in
this region. The dota olso states thot these are the foctors
play on importont role in developing the satisfoction level
of Consumers' about their buying thorough online.

Table no -5
Post ho¢
Multiple Comparisons
Tukey HSD
Depende 95% Confidence Intervoal
nt Meon Difference
Vorioble (1) age |(J) age (I-) Std. Error Sig. Lower Bound Upper Bound
Produc¢t [18-25 |25-35 219 143 281 -.12 .56
quality 35-45 ~181 132 360 -.50 13
25-35 18-25 -.219 .143 281 -.56 12
35-45 -.400" 163 .042 -.79 -.01
35-45 18-25 181 132 .360 -.13 .50
25-35 400" 163 .042 .01 .79
Finon¢ia [18-25  |25-35 438 185 .052 .00 .88
L 3545 -202 171 467 _61 21
security
25-35 18-25 -.438 185 .052 -.88 .00
35-45 -.640" 212 .009 -1.14 -.14
35-45 18-25 202 171 467 -21 .61
25-35 640" 212 .009 .14 1.14
www.pbr.co.in 89
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Site 18-25  |25-35 470" 177 025 05 89

design 35-45 -.150 163 630 _.54 24

2535 [18-25 -470" 177 025 -89 ~.05

3545 ~620° 202 008 -1.10 14

3545 |18-25 150 163 630 _24 54

25-35 620 202 008 14 1.10

Promoti |18-25  |25-35 467 221 093 ~.06 99

on 35-45 -243 204 463 _73 24
design

2535 [18-25 -467 221 093 -.99 06

35-45 _710° 253 016 131 _11

3545 |18-25 243 204 463 _24 73

25-35 7107 253 016 11 131

On the bosis of ANOVA results, we have onolyzed post ho¢
test to find out the impact of one group with enother group
of respondents bosed on different level of oge group. In
ANOVA toble we found significont difference between
different levels of oge group on product quolity related
issue. It is observed that oge group 25-35 yeors ond oge
group 35-45 year are stotisticolly significont difference but
no significont with 18-25 years. When we exomine in
respect of 35-45 years, it shows signific¢ont difference with
25-35 yeor. But the oge group 18-25 years s¢ore has no
associotion with other two level of age.

Online consumer have identified thot finoncial security is
also a port of satisfoction. As ANOVA result shows the
signifi¢ant meon difference between different levels of age.
From the post ho¢ test it ¢lears that age group 18-25 ond oge
group 25-35 are stotiColly significont difference on
finoncial security. The other side age group 25-35 ond oge
group 35-45 oare olso statistiColly significont. But no
difference observed between oge group 18-25 ond 35-45 on
the finoncial seCurity reloted issues.

There is significont meon difference between different
level of oge ond Consumers satisfaction on site design of
online product. But we ¢ross examine the result it shows
that age group 18-25 ond oge group 25-35, age group 25-35
ond oge group 35-35 are statistically signifi¢ont. But there
is no positive ossociotion between the oge group 18-25 ond
35-45, which is not significont. That indicates site design is
on importont component of Consumer satisfoction.

Online morketers olso emphosize obout their promotional
strategy ond thot refle¢t in their promotional Contents
design. Customers select their product in online by the
visual display ond all the benefit reloted information they
get from the respective online morketers. So deliberation of
proper promotional information helps the ¢onsumers’ to
Clear their information, to persuade them obout the product
ond brond ond to remind them. When we onolyzed the result
it is observed thot there is a significont different in the oge
group of 25-35 ond 35-45 on the promotional issue. Nut no
difference observed in between the age group of 18-25 ond
25-35.

Table no-6
ANOVA - BUYING CAPACITY
Sum of Squares Df Meon Squore F Sig.

Product quality |Between Groups 2.369 2 1.185 4.079 .020

Within Groups 27.590 98 290

Totol 29.959 100
Product Between Groups 4.266 2 2.133 2.729 .070
delivery Within Groups 74.234 98 781

Total 78.500 100
Merchondise Between Groups 9.768 2 4.884 8.371 .000
plonning Within Groups 55.426 98 583

Totol 65.194 100
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Finonciol Between Groups 2.635 2 1.318 2.536 .085
security Within Groups 49.365 98 520
Totol 52.000 100
Mode of Between Groups 4.096 2 2.048 3.286 .042
payment Within Groups 59.220 98 623
Totol 63.316 100
Site design Between Groups 10.491 2 5.245 13.368 .000
Within Groups 37.275 98 392
Totol 47.765 100
Promotion Between Groups 2.095 2 1.048 1.400 252
design Within Groups 71.099 98 748
Total 73.194 100

The other angle of the study is to judge the satisfaction level
of online buyers bosed on their buying pottern. In general
sense it is very essential part of the online marketer to
segment the customer bosed on Clossification of users. This
helps the marketer to design their product, price, quality os
well os development of all these as ond when required. As o
result of thot they Con retain more numbers of customers.
We onalyzed the different level of buying patterns of
respondents with different foctors of level of satisfaction.
Itis observed from the result that product quality (F=4.079,
P<0.05), merchondise plonning (F= 8.371, P<0.05), mode
of payment (F=3.286, P<0.05) ond site design (F=13.368,

P<0.05) have asignificont different in the different level of
buying pottern. But the site design ond merchondise
plonning are very strong ossoCiotion with the buying
pattern of the respondents. It is very Cleor signol of the
online morketers thot to develop o strong customer
association, there is o need to develop product quality,
proper merchondise plonning ond site design. When we
look into the other Components of satisfaction, the result
shows that product delivery ond finon€ial security ore not
signific¢ont difference but portiolly associated with different
level of buying pottern (here P=.0.07 ond 0.80 which is
higher than 0.05).

Table no-7
POST HOC
Multiple Comparisons
Tukey HSD
Dependent Meon 95% Confidence Interval
Vorioble (DHv2 @ v2 Difference (I-J) | Std. Error Sig. Lower Bound Upper Bound
Product Low M Buying .103 121 672 -.18 .39
quelity  |buying |y gyying -333 152 078 -70 03
M Low buying -.103 121 672 -39 18
buying It pyying -436° 154 015 -.80 -.07
L buying|Low buying 333 152 078 -.03 70
M buying 436" 154 015 07 80
Mer¢hondi |Low M Buying 440" 171 031 .03 .85
se planning|buying |y gyyine -419 216 134 ~93 10
M Low buying -.440° 171 031 -85 -.03
buying [ pyying ~.859° 218 .000 _1.38 _34
L buying |Low buying 419 216 134 -.10 93
M buying 859" 218 .000 34 1.38
Mode of |Low M Buying .368 177 .098 -.05 .79
poyment  |buying |y gyying 127 223 836 -.66 40
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M Low buying -.368 177 .098 =79 .05
buying || pyuying -.496 225 076 -1.03 .04
L buying|Low buying 127 223 .836 -.40 .66
M buying 496 225 076 -.04 1.03
Site design |Low M Buying 500" .140 .002 17 .83
buying 1 Buying -367 177 101 -79 .05
M Low buying -.500" 140 .002 -.83 -17
buying || pyuying -868" 178 .000 -1.29 44
L buying|Low buying .367 177 .101 -.05 .79
M buying 868" 178 .000 44 1.29
*. The meon difference is significont ot the 0.05 level.
The post ho¢ test has been conducted of oll these voriobles ~ Suggestions:

of Consumer satisfoction but in the ANOVA table some of
the variables are statistiCally signifi¢ont. Here we kept that
varioble to find out their internol relotionship. We examine
that on the product quolity reloted issue low buying
Capacity Consumer are not statistially significont between
medium buying consumer ond high buying pottern
Consumers’. There is significont difference between
medium buying potterns (Rs 20000-50000 per yeor) with
high buying pottern (more thon Rs 50000 per yeor) ond
portiolly difference between high buying patterns with low
buying Copocity.

When we try to omalyze the difference in respect of
merchondise plonning wit buying pottern, it is observed
that there are very strong statisticolly signific¢ont difference
between low buying pottern ond medium buying pottern
ond medium buying pottern with high buying hobits. We
did not find ony difference between low buying Copacities
with high buying Copocity.

On the tronsoction related issues like Consumers’
satisfoction of mode of payment on online purchose ore
being ¢onsidered here. From the onalysis, it is observed
there is no such statisticolly signifi¢ont difference observed
with the different buying pottern of the respondents. Except
Cases like medium buying pottern ond high buying hobit
group ore portially ossociated. But in the ANOVA result
there is signifiCont meon difference between different
levels of buying pattern ond mode of payment.

Aswe know that site design is on importont aspect of online
C¢onsumer. BeCouse in online, there is no touch ond feel
Concepts opplied. Consumers’ select the product from the
website visualization. The Post Ho¢ results also support
this thought. It is seen that there is strong stotistiCally
difference between low buying hobit Consumer ond
medium buying hobit ¢onsumer ond other are medium
buying pottern respondents ond high buying respondents.
But no significont differenc¢e observed between low ond
high.
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The study hos been ¢onducted to know the preference ond
satisfoction level of the Consumers’ in this region. As the
online morketing ¢oncepts ore growing in very foster mode,
in this junéture it is importont to know the ¢onsumers’
mentol thought of this kind of place. The study considered
the foctors which oare most basi¢ ¢omponent for
understonding the Consumers’ sotisfoction obout online
buying. The study shows thot Snopdeol, Flipcort ond
Amozon are the most preferoble online marketing site ore
in aposition to fulfill consumers’ desire. In terms of buying
preferences, it indiCotes thot Clothes, Cosmetic¢s ond book
ore more in percentoge rather thon other item. This simple
result indicates thot the developments of consumers
thought towords online marketing have been storted. In this
paradigm it is very much importont tosk of the online
morketer to know the Consumer interest which moy
develop long term ¢commitment on online buying.

Correlation onalysis indicates the bonding or association
between the varioble ond it shows that the different foctors
of satisfoction are ossociated with each other. From the
ANOVA techniques it is Clear thot product quality ond
delivery are strongly associated with the gender. Different
oge groups of respondents are very much ¢onscious obout
product quality ond finonCial security ond promotional
design (like oge group 25-35 and 35-45) but age group 18-
25 are little bit Casuoal in this motter but oll ore owore about
product visuolization through website, that is why site
design is on importont issue. This result gives a strong
signal of morketer beCouse in online morketing oge groups
ore ¢ruciol foctor to segment the morket. This result
reveoled thot product quolity, finonCial secCurity ond
promotionol design ore importont porometer for online
buyers. It Connects with buying capacity of different level
of oge groups. It differ them from offline buying process.
But to attroct young ond olso other age ¢ustomers, there is o
need of web site development which moay develop
Consumer thought process towords online product. But
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when the study examines the result based on the spending
pottern, it shows that medium ond lorge buying Capacity
Consumers’ put their strong opinion on product quolity,
merchondise plonning ond website design. Regording
website design low spending Copacity people have strong
association. Overall the study indicote thot to increose the
satisfoction level of online buyers there is need to develop
the strong proposition on quality of produét, merchondise
plonning (thot meon voriety of merchondise), finonciol
security (tronsoction related difficulties) ond website
design (in terms of access ond easy to hondle).
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