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ABSTRACT:

The advent of e-commerce has
revolutionized the way consumers shop, offering
convenience and accessibility like never before. This
study delves into the realm of customer satisfaction in
the context of online shopping platforms. With the rapid
growth digital market place, understanding the factors
that influence customer satisfaction is crucial for
business and researchers alike. This research aims to
explore the multifaceted nature of customer satisfaction
in the online shopping environment, examining the key
determinants that contribute to consumer’s contentment
and loyalty. Drawing on a comprehensive review of
existing literature, we identify pricing, customer service,

INTRODUCTION:

Online shopping is the process
whereby consumers directly buy goods, services
etc. from a seller interactively in real-time without
an intermediary service over the internet. Online
shopping is the process of buying goods and
services from merchants who sell on the internet.
Since the emergenceof the World Wide Web,
merchants have sought to sell their products to
people who surf the internet. Shoppers can visit web
stores from the comfort of their homes and shop as
they sit in frontof the computer. Consumers buy a

and the overall shopping experience, to investigate the
current state of customer satisfaction; we conducted
surveys and collected data from adverse group of online
shoppers. Our analysis reveals the critical role of user-
friendly website design and navigation in enhancing
customer satisfaction, as well as the significance of
product quality and pricing competitiveness.
Additionally, the study uncovers the influence of
customer service responsiveness and the impact of the
overall shopping experience on overall satisfaction.
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variety of items from online stores. In fact, people
can purchase just anything from companies that
provide their products online. Books, clothing,
household appliances, toys, hardware, software and
health insurance are just some of the hundreds of
productsconsumers can buy from an online store.
Many people choose to conduct online shopping
because of the convenience. Online shopping allows
you to browse through endless possibilities, and
even offers merchandise that is unavailable in
stores.
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EMPATHY:

Designthinkingstage Potential questions

Empathy 1. Whydoyoulikeonline shopping?
2. Whichisthemainfactortodevelopinonlineshopping?
3. Whataretheissuesandchallengesinonline shopping?

STATEMENTOFTHEPROBLEM:

The increasing prominence of e- there are still several challenges that need to address
commerce has led to the proliferation of online to enhance user satisfaction. This problem statement
shoppingplatforms, makinguserssatisfactiona aims to identify and address the key issues related
criticalfactorintheirsuccess. However, despitethe to user satisfaction on an online shopping platform.

convenience and variety offered by these platforms,

DEFINEPROBLEMSTATEMENT

Designthinkingstage Interference

Define 1. Whataretheissuesandchallengesofonline
shopping?
2. What arethesolutionsto beprovided fortheissues
and challenges of online shopping?

OBJECTIVESOFTHESTUDY:

e Tofindoutthesatisfaction outoccupationsofcustomerwhoareattractedtoonl
levelofthecustomerfromonlinepurchase. ine shopping.
e Toknowthespecificreasonsforwhichthecustome e Tofind
rsprefer onlineshopping. outthefactorsdrivencustomerstowardsonlinesho
e Tofind pping.
SCOPEOFTHESTUDY:
e Thepresent studyhasmadeanattempt emerging concept in the studyarea.
tounderstandthecustomer’spreferencetowards e Thisstudyenablesto
online shopping. Online shopping is an understandthecustomerpreferencetowardsshopp

ingandprovide insight about online shopping.

SIGNIFICANCEOFTHESTUDY:
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Customers use the Internet not
only to buy the product online, but also to
compareprices, product featuresandaftersaleservice

LIMITATIONSOFTHESTUDY:

e Thecustomers maybe
hesitanttoprovidethenecessaryinformation

RESEARCH METHODOLOGY:

Aresearch methodologyis the
specificationofmethodsand procedures foracquiring
theinformationneededto structureorto
solveproblems. It istheoveralloperationalpatternor
frameworkoftheprojectthatstipulateswhatinformati
onistobecollectedfromwhichsources,
andbywhatprocedures.Althoughresearchdesignmay

TOOLSUSED:

e Percentageanalysis
e Chi-square
e ANOVA

REVIEWOFLITERATURE:

The studies on consumer’s perception on
online shopping and other rented topic in the
Indiancontext are limitedastheonline shopping
hasentered intothe marketonlya few yearsonly. The
literatures so far reviewed relates to the studies
conducted outside India especially in the United
Stateswheretheonline  shopping isa big hit.
AstakenthecaseofIndianscenario wherethe
onlineshopping has just entered into the market and
already it has been climbing the ladder.
Thoughthereare certain literature reviews bythe
context of Indian consumers.

Benedict et al (2001) studyreveals that perceptions
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facilitiestheywillreceive iftheypurchase the product
from a particular store. Many experts are optimistic
about the prospect of online business.

e Only120respondentswereselectedforsampling
e Data iscollectedonlyfromCoimbatorecity

beclassifiedbymanycriteria,themost
usefuloneconcernsthe major purposeofthe
investigation. Research  methodologyisawayto
systematicallysolvetheresearchproblem.
Informationcanbecollected fromonlyapartofthe
population

towardonline shopping and intention to shop online
are not only affected by ease of use, usefulness, and
enjoyment, but also by exogenous factors like
consumer traits, situational factors, product
characteristics,  previous  online  shopping
experiences, and trust in online shopping.
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DATAANAL YSISANDINTERPRETATION:

TABLELIWHATKINDOFOCCUPATIONSOFPEOPLEWEREUSING ONLINE

SHOPPING?
PARTICULARS NUMBER OF PERCENTAGE%
RESPONDENTS

Employees 47 39.17%

Business 24 20%

Student 36 30%
Home maker 13 10.83%

Total 120 100%

occupation

H employees
H business
i student

B homemaker

INTERPRETATION:
The above table shows that 39.17%% of the respondents think occupations are employees, 36% ofthe

respondents think occupations are students, 24% of the respondents think occupations are business, 10.83%
ofthe respondents are homer maker in our city.
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TABLE1.2SATISFACTIONSOFCUSTOMERSTOWARDSONLINESHOPPING?

ObservedN ExpectedN Residual
Bad 4 30.0 -26.0
Good 94 30.0 64.0
Fair isenough 18 30.0 -12.0
Atitsbest 4 30.0 -26.0
Total 120
TestStatistics
PresentCondition
Chi-Square 186.400?
Df 3
Asymp.Sig. .000

a.0cells(.0%)haveexpectedfrequencieslessthan5.The minimumexpectedcellfrequency is 30.0.

INTERPRETATION:
The above table shows the present condition good, 18% of the respondents says fair is enough,
of online shopping in our city, 4% of 4% ofthe respondents says at its best.

respondentssays bad, 94% of the respondents says

TABLE1.3WHATFACTORSDRIVENCUSTOMERSTOCHOSSE ONLINE
SHOPPING PLATFORM?

ObservedN ExpectedN Residual
Reviews and 10 30.0 -20.0
recommendations
Convenience 5 30.0 -25.0
Both 102 30.0 72.0
None 3 30.0 -27.0
Total 120
TestStatistics
Makesastrong women
Chi-Square 231.2672
Df 3
Asymp.Sig. .000

a.0cells(.0%)haveexpectedfrequencieslessthan5.The minimumexpectedcell frequency is 30.0.

INTERPRETATION:

The above table shows that what factors driven customers to choose an online shopping platform, 10%

of the respondents says reviews and recommendations, 5% of the respondents says convenience, 102% of the
respondents says both, 3% of the respondents says none.
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TABLE1.AWHYDOYOUCHOSSEONLINESHOPPING?

Descriptive
95%
Confidence
Intervalfor
Mean
Std. Std. | Lower | Upper
N [ Mean | Deviation | Error | Bound | Bound | Minimum | Maximum
CONVENIENCE 113 | 1.9231 | 1.03775 | 28782 | 1.2960 | 25502 |  1.00 4.00
Reviews 38 | 2.3684 | 1.19506 | .19386 | 1.9756 | 2.7612 1.00 4.00
recommendations (48 | 2.4375 | 1.04995 | .15155 | 2.1326 | 2.7424 1.00 4.00
Alloftheabove |\ | 1459 | 115264 | 25153 | 1.6182 | 2.6675| 1.00 4.00
Total 12 | 2.3083 | 1.11367 | .10166 | 2.1070 | 2.5096 1.00 4.00
0
ANOVA
Sumof
Squares Df MeanSquare F Sig.
Between 3.443 3 1.148 923 432
Groups
Within 144.149 116 1.243
Groups
Total 147.592 119

INTERPRETATION:
The above table shows that why people chose online shopping and online shopping, 13% of the

respondents say convenience, 38% of the respondents say reviews, 48% of the respondents say
recommendation,21% of the respondents say all of the above.
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TABLE1.SHOWPEOPLEAREATTRACTEDTOWARDSONLIESHOPPING?

Descriptive
95%Confidence
Interval for
Mean
Std. Std. Lower | Upper
N Mean | Deviation | Error | Bound | Bound | Minimum | Maximum
Advertising | 56| 56111 | 90363 | 16561 | 22749 | 29473 |  1.00 4.00
andmarketing
Usertriendly |56 | ps556 | 96937 | 16156 | 22276 | 28835 |  1.00 4.00
Websites
Customer
reViews 23 | 2.8696 | .62554 | .13043 | 2.5991 | 3.1401 1.00 4.00
Other 25 | 2.6000 | .86603 | .17321 | 2.2425 | 2.9575 1.00 4.00
Total 120 | 2.6417 | .89627 | .08182 | 2.4797 | 2.8037 1.00 4.00
ANOVA
Sum of
Squares Df MeanSquare F Sig.
Between 1,539 3 513 633 595
Groups
Within 94.053 116 811
Groups
Total 95.592 119
INTERPRETATION:
The above table shows how people are the respondents says user-friendly websites,
attracted to online shopping platforms, 36% of the 23%ofthe respondents saycustomer reviews,

respondents say advertising and marketing, 36% of

FINDINGS:
Majority(89.2%)ofthe
respondentsthoughtonlineshoppingissafeand
convenient.
Majority(94%)oftherespondentssaidthepresentcond
itionofpeople mindset about online shopping is
good.
Majority(102%)oftherespondentssaidbothreviewsa
ndconvenience makesthemtoshop in online shopping
platforms.

25%o0fthe respondents sayothers.

e Majority(48%)oftherespondentssaidreviewsand
recommendationsmakeonline
shoppingtrust worthy.

e Majority(36%)oftherespondentssaidthatonlineshop
ping websitesandappsareuser- friendly.




International Journal of Gender, Science and Technology

..ISSN: 2040-0748

SUGGESTIONS:

e Thefirstandforemostpriorityshouldbegiventothe
ratings,reviewsand recommendations while
youshopononline shopping platforms.

e Awareness aboutthewebsiteandproductneedto

CONCLUSION:

The consumer’s satisfaction on online
shopping varies from individualto individual and
the perception is limited to a certain extent with the
availabilityof the proper connectivity and the
exposure to the online shopping. The Satisfaction
of the consumer also has similarities and difference
based on their personal characteristics. The
studyreveals that mostlythe youngsters are attached
to the online shopping and hence the elder people
don’t use online shopping much as comparedtothe
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