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ABSTRACT 
Online shopping industry has been booming now days, and after the current pandemic situation everything 
becomes more convenient on online shopping sites where websites like Amazon, Flipkart, Myntra, E-bay and 
other sites where one can find literally everything under a single roof leads to a great shift for online and E-
commerce industry. Knowing the factors affecting consumer buying habit and their behaviour could create a 
great buzz and hike in online industry, This research paper focuses on various factors affecting consumer’s 
buying habit and their buying behaviour which when analysed could work in favour of online industry and 
entrepreneur and they can use this data for marketing and advertising their product to create a greater impact on 
their consumer and also form a strong brand base creating a loyal customer. This research paper also shows the 
impact of factors like social , economic , monetary , sale , coupons , variety, great quality  and authenticity .It is 
observed that when there is a sale like Big billion day or Great Indian festival people tend to buy more as well 
as when brands use various techniques like social media marketing, influential marketing and digital marketing, 
where a survey was conducted which justifies the fact that various factors do affect buying behaviour and 
buying habit of consumer and also profits the business. 

Keywords: Online shopping, social media marketing, Influential marketing, Factors affecting consumer buying 
habit, Consumer behaviour. 

1: INTRODUCTION 

In these global pandemic eras, where people were locked inside their house feeling basic necessity was a 
difficult task for many people, this was the moment when the E-commerce business rise to its pick of around 
18% which was 13.6% in 2019 and is said to be around 21% in 2024.This rise in the market was influenced by 
various factors observing the current environment ,with the rise of E-commerce the industry has also seen an 
elevation for 
technology.The online market is a rapidly marketplace, and online buying is a fastgrowing condition. Increasing
 numbers of people are shopping for things online. For online buying, the quality of the services and products is 
quite crucial. [1] As a result online shopping environment are becoming more important in the overall 
connection between marketers and consumers creating wonderful opportunity for brands like Amazon, Flipkart, 
Myntra, Lens-kart and many more to create a market where they can market their product effectively leading to 
profits for their business. Online shopping has seen a sudden rise as there is a shift observed by Gen-z and 
millennials, as now we can easily buy or find anything and everything online creating a greater demand of 
online shopping which is used as an advantage by many firms in influencing consumers buying habit. 
Marketing on social media not only helps in promotion of products at minimum cost but also reaches to 
maximum people as now-a-days right from children to adults they all have one thing in common that is mobile 
phone and internet where you can literally buy your favourite pair of shoes or any apparel all around the world 
at just a single click by sitting in your comfort zone. [2]. Technology is like cherry on cake for E-commerce 
websites as it makes the marketing of product quite convenient and interesting. Technology has introduced us to 
numerous new brands and website similarly new areas to analyse consumers buying habit and understand their 
behaviour and use this information to their own benefits and form a brand’s base. Brand is a reference to a 
business which helps people identify a product, or company , It is said to be a promise to consumer that the 
product they are using is of a superior quality like Nike ,Audi, Apple all the brands mentioned here are a 
statement. Consumers have a blind faith on these brands and these products do serve its purpose, once you have 
a strong base over brand you don’t need to market your product the brand itself brings in customer loyalty 
which is one of the essential thing for an Entrepreneur. 

For retail shoppers, the internet is a more useful shopping medium. In recent years, online stores have become i
ncreasingly crucial in terms of services and time savings. People's desire to shop via the Internet is largely moti
vated by the need to save time [3]   

One of the most significant challenges to internet buying is a lack of consumer trust in the product. The link bet
ween knowledge and quality, on the other hand, is undeniable. 
Millennials are the primary consumers and followers of social media, which has become one of the most boomi
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ng areas. Regardless of whether they are in the private or public sector, social media marketing (SMM) has beco
me the trendiest medium of promotion for most busines. 

The majority of entrepreneurs, whether small, medium, or large, use social media to promote their businesses an
d generate leads. 

Entrepreneurs have recognized the value of social media in terms of brand awareness and consumer 
relationships. [4] 

In comparison to traditional shopping, the internet platform adds a more convenient and appealing place to shop 
for consumers, such as the ability to view and buy new products at any time, visualize their needs with products, 
compare different brands of products with other consumer options up on delivery, and so on. [5] 

2:-SECTOR OVERVIEW 
Online shopping was introduced long ago, with a limited number of company but as the consumer sales 
increased, we saw a rise in companies providing their product online. Online shopping has seen an increase of 
around 25% from the year 2020, witnessing a pandemic rise, as majority of consumer found it very convenient 
to buy products online right from electronics to basic essential necessity, consumers could find it all under a 
single roof. However for online shopping ,consumer satisfaction holds an important spot as with the rise in 
consumer shift there is also a rise in competition so it is very essential for a brand or company to witness 
consumer loyalty by providing them superior services and products [6].Amazon, Flipkart, Myntra ,Lens-kart are 
some of the leading online shopping websites who have succeeded in online selling of their products by 
successfully understanding consumer’s buying behaviour and using it for their own benefit to market their 
product as they had a brief understanding of what exactly does a consumer looks upon for buying a product 
online . This sector increased its sales drastically as consumer gets a wide range of varieties, along with quite 
reasonable pricing , Here one can compare two or more products quiet easily and also could return the product 
if you are not satisfied without going anywhere which saves a lot of time on consumers end and the consumer is 
satisfied as he gets what he wants by sitting at any corner and order goods from any website he wishes 
to[7].With this basic understanding of consumer companies can market their product quite conveniently by 
providing ads of the product and also promoting their product on social media like Facebook marketing, 
Instagram post , WhatsApp marketing, linked in marketing , also on twitter these social media application has 
laid a helping hand in rise of online shopping .As today’s generation has a screen time of around 6-8 hours a 
day , while the maximum time spend is on Instagram and other social media application , hence the company 
have got a new approach of starting to market and advertise their product on social media app so as they can get 
maximum views leading to an increase in demand of consumer buying the goods. On an average around 2.14 
billion people have purchased goods online till 2021, [8]because of global pandemic and also various lucrative 
offers provided by online shopping websites like “Big Billion day “, “Great Indian Festival “and many other 
seasonal sales which motivates people to buy more and more products online leading to a higher profit for 
online shopping websites. 

3:-LITERATURE REVIEW 

1. Factors Influencing Online Shopping Purchases 
Yi jin lim, abdulla Osman, shahrul Salahuddin,abdul Rahim romle along with safizal Abdullah in their paper 
discussed about how internet became an essential tool used for marketing in the business world and predicted 
their results with the help of proper analysis and research conducted on around 600 people by  the data was then 
evaluated using analytic software such as SPSS and AMOS. 

The Theory of Planned Behavior serves as the foundation for this study (TPB). [12] 

.claim that the modified TPB model has superior interpretation ability than the pure TPB and TRA models. Bec
ause online shopping is technologically oriented, it is appropriate to alter TPB model in this empirical investigat
ion to provide a more complete architecture of online shopping behaviour. The theoretical foundation for this st
udy was updated to suit the current study by adding one variable (perceived usefulness) to the TPB model in ord
er to improve Ajzen's Theory of Planned Behavior (TPB).Obtained from three assumptions were found to be su
pported. 

2. Consumer Online Purchases and Social Behaviour 
This paper has its major focus on few techniques used for marketing like Search engine optimisation where 
advertisers pay to certain search engine as a part of mechanism where when people search for that word if 
directs them their shopping site or for instance when a person looks for a particular products on search engine 
,that product is seen flashing over all the social media site visited by the user as a part of marketing strategy 
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used by giants like amazon ,Flipkart ,Myntra and other shopping sites .It is said to be one of the most useful and 
effective form of social media marketing where either by consumers will or due to being annoyed due to 
repetitive ads ends up buying certain product which leads to increase in sale of online products also depicting a 
major part of behaviour of consumers on online shopping site.[13] 

The purchasing funnel (also known as the purchase funnel, buying cycle, or purchase cycle) is a staged process 
by which customers purchase a product from the first time they become aware of it to the ultimate act of acquiri
ng it [14] Advertisers who are familiar with the buying funnel will be able to better monitor and consumer 
behaviour throughout the sales cycle. This tunnel includes various phases like 

 

Whenever a consumer wants to buy a good he needs to be aware initially after which he will gain more 
knowledge on the same after which the consumer most probably develops liking for product. 

The three key roles of advertising are represented by the six steps listed here [15] 

(1) Information or concepts are associated to awareness and knowledge, (2) attitude or sentiments about the obje
ct are related to liking and preference, and (3) the next two phases, conviction and purchase, are tied to action. 

3. Influence of Social Media on Consumer 
As per author Dr.Vinoth and Dr. Dilip in their research paper concludes that, 
in comparison to traditional shopping, the internet platform adds a more convenient and appealing place to shop
 for consumers, such as the ability to view and purchase products at any time, visualize their needs with product
s, compare different brands of products with other consumer games up on delivery, and so [16] 

Now a days we can witness a shift in consumer buying behaviour as maximum people have started shopping 
online and lead to a shift of segmented market to standard , Which leads to a conclusion of a great potential of 
social media and online shopping sites with digital marketing as to comprehend their customer’s post purchase 
behaviour ,author also emphasize on future research should include customer concerns with social media 
marketing, engagement , post purchase behaviour and the influence on promotional campaigns as per this study 

Numerous obstacles have hampered the expansion of e-commerce in these economies. 

According to Uwemi and Fournier-Bonilla), [17] 

Consumers in industrialised nations have grown accustomed to using the Internet and have benefited from e-
commerce, which has changed their lifestyles. 

Consumers in poor countries, on the other hand, are accustomed to face-to-
face transactions, do not trust computerised systems, and cannot afford the risk. 

This situation highlights the importance of researching the critical aspects that may lead customers in developin
g countries to adopt e-commerce in order to reap the same economic and social benefits as developed countries. 

The goal of this study is to evaluate the key ideas concerning consumer behaviour and decision-
making from a social psychology approach. Here they even try to understand aspects of culture in consumer 
behaviour and they have a great impact on national culture. 
As per indices of the features that characterize the national culture, [18] 
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4. Impact Of Social Media Celebrity’s Post On Consumers. 

According to author Abaid ullah zafar and Mohsin Shahzad, multiple interacting variables, social commerce has 
changed the consumption experience users are more likely to buy impulsively in such environment in case of S-
commerce, with help of latent state trait theory this study looks into influence of celebrity’s post authenticity, 
emotion polarity, observational learning and impulse purchase behaviour. [19] 

4: -RESEARCH METHODOLOGY 

PRIMARY DATA 
Primary data is referring as data which is collected in form of questionnaires, survey data, examination and 
other form in order to generate more detailed view of research topic and get a better idea on the same. 

For the research 95 samples were collected by providing a questionnaire consisting of around 16 questions 
based on various marketing techniques and consumer’s buying behavior and analyzing it and understand 
various factors affecting consumer’s buying decision 

SECONDARY DATA- 

Secondary data refers to a part of organizational record maintenance using existing data created by huge 
government institute, healthcare services and others, which is then retrieved from a variety of data files. 

SAMPLE DESIGN- 
A sample design is a method for selecting a representative sample from a sample of participants which refers to 
method or strategy used by the study to pick things for the sample. 

OBJECTIVE- 
1. To analyze consumer behavior - 

2. To understand consumer’s buying habit 

3. To recognize factors affecting buying habit 

4. To understand influence of social media marketing and various tools used for marketing 

 

To facilitate the transition to online activities, particularly in commercial aspects, demand for online data servic
es and logistics has expanded. Although the sale rate has been considerably greater for seller as evidenced by 
the aforement ioned data, negotiating power has migrated to the customer because they can acquire more 
information about products and compare costs more easily before purchasing. 

This has resulted in an increase in online purchases of items and digital services, which may influence consumer
s' attitudes toward online shopping as a result of the convenience. This makes it more competitive to satisfy buy
ers in an online market, and it makes brand loyalty less important. [9] 

In the current pandemic scenario we all noticed increase in sales and purchase of particular products like mask, 
sanitizer, gloves etc. similarly consumers buying habit depends on the  external environment like we see rise in 
clothing apparel sales during Diwali, Ganpati, or other such occasion whereas during months of February to 
April we observe a decline in apparel purchases and in case of any sale or big billion days we observe consumer 
ends up buying much more than what would be needed indicating variation in consumers buying habit . 

Similarly, there are various factors affecting buying habits of consumer 
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Consume buying behaviour is highly influenced at various stages of consumers decision making process during 
buying. 

Consumer behaviour has changed as a result of it. Consumers are no longer waiting for corporations to send the
m messages; instead, they are searching for information immediately on social media. By permitting mutual con
nection, social media has drastically impacted consumerbusiness relationships [10] and a new advertising metho
d known as "Social Media Marketing" has emerged. 

Consumers' goals for using social media provide insights into their lives. Consumers have three primary goals o
r purposes while using the Internet as a medium: information, entertainment, and social interaction [11] 

5:-DATA ANALYSIS AND INTERPRETATION 

1. Familiar Online Shopping Sites- 

Sr.No Particulars Frequency Percentage 

1 Amazon 35.37 35.37 
2 Myntra 23.60 23.60 
3 Flipkart 9.8 27.83 
4 E-bay 1.6 4.71 
5 Shopee 1 2.83 
6 Meesho 2 5.66 

The above table and chart represent various online shopping websites used by consumer on a regular bases, 
according to the data collected around 35%no of people are quite familiar with Amazon while few people find 
Myntra more relevant then flip kart at 23.60% and 27.83% range, with just 4.71%, 2.83%, 5.66% no of clicks E-
Bay, Shopee and Meesho were a little fewer known website. 

2. Authenticity of Product- 

Sr.No Particular Frequency Percentage 

1 Trust Completely 28.7 29 
2 Had To Trust 34 35 
3 Do Not Trust Completely 34 35 
4 Do Not Trust At All 3.2 1 
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The above data and chart represent consumers experience on authenticity of product which plays a major role in 
consumer buying behavior as 29% no of people feel they can trust completely, while 35% no of people had to 
trust the authenticity of product, while 35% with 1% are the people who do not trust authenticity of products 
online. 

3. Attractive Point 

Sr.No Particular Frequency Percentage 

1 Home Delivery 30.4 31 
2 Discount And Coupon 39.1 40 
3 Referral Code 4.3 2 
4 Convenience Of Return 26.1 27 

 

The above data and chart represent several attractive points according to consumer 31% no feel home delivery 
is an attractive point, while 40% no of people find discount and coupons as an attractive part of online shopping 
where as convenience of return is an important point for 27% people and only 2% people feel referral code as a 
main point. 

4. Last Viewed Advertisement 

Sr.No Particulars Frequency Percentage 

1 Amazon 22.6 43 
2 Myntra 14 23 
3 Flipkart 22.6 14 
4 Ebay 15.1 4 
5 Shopee 4.3 1 
6 Meesho 1.1 15 

 

The above data and chart represent few last viewed advertisements where 43% people saw amazon’s ad, 23% 
saw Myntra’s ad, and 14% people saw flip kart’s ad and 4%, 1% and 15% people viewed eBay, Shopee and 
meesho ad. 
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5. Product showcased on digital advertisement 

Sr.No Particular Frequency Percentage 

1 Yes 41.9 43 
2 No 58.1 57 

 

The above data and chart represent advertisement decision made by people where around 57% people control 
the advertisement on their social media handles while 43%do not do the same. 

6. Purchase from Repetitive Ads 

Sr.No Particular Frequency Percentage 

1 Very Often 6.7 7 
2 Often 18.9 19 
3 Frequently 26.7 27 
4 Rarely 33.3 33 
5 Not At All 14.4 14 

 

The above data and chart represent what is the occasion of them buying the product where around 7% people 
buy products very often,19% buys it often,27% buys it frequently,33% buys rarely and 14% do not buy it at all. 

7. Emerging Innovation 
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The above data and chart represent consumer’s buying behavior on bases of emerging innovation where around 
74% do believe and buys the emerging innovation where 26% do not. 

8. Products by Influencers 

 

The above data represents the effect of influential marketing where around 15% people buys the product, 46% 
do not and 39% buys the product at times. 

9. Influential Marketing 

 

The above data and chart represent how influential is influential marketing for people where it was found 
around  24% people found influential marketing very effective ,29% while people found it moderately 
influential, while 28% found it not so influential and 19% found it not at all influential. 
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10. Attributes of a Brand 

 

The above data and chart represent various attribute of brand where around 61% feel quality is a major attribute 
while 16% find brand name as an attribute and 16%, 5% and 1% feel position, authenticity and distinctive as a 
major attribute respectfully. 

11. Referral Code /Coupons 

 

The above data and chart represent use of referral coupons and discount on online sites where around 60% 
people use this coupon, 9% do not use it and 31% may use it at times. 

12. Factors Affecting Buying Decision 

 

The above data and chart represent various factors affecting consumer’s buying behavior 

Where occasion influences 35% people, sale influences 33% people, coupons affect 31% people and 
advertisement affects 1% people 
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13. Rating of Websites 

 

The above data and chart represent what do people feel or how was their experience on online shopping sites 
where 30% people found Amazon better, while30%people feel flip kart effective, while Myntra liked by 30% 
number of people, while eBay, Shopee and meesho were loved by 4%,2%,4%. 

6: SUGGESTION 

o Online shopping websites are indeed a boon for our society and is utilized on its maximum quantity 

o Technology has paved the path for betterment of our society bringing new innovations in online shopping 
and innovative product formation as well 

o This technology along with right strategy leads to a new brand formation and also innovation of existing 
brands creating wonderful opportunities for consumers and entrepreneur as well 

o Online shopping websites have a complete understanding of various factors affecting consumers buying 
behavior delivering correct product at correct time and correct place. 

o A proper analysis of consumers buying habit can be benefitted to both consumer and business person 
creating a wonderful opportunity for marketing of a product 

7: CONCLUSION 

As in the current scenario technology is booming all round the world ,noting down the current scenario of the 
global pandemic where it would have been next to impossible to survive without technology and online 
shopping site have paved the path for betterment of worldwide .Currently online shopping sites have millions of 
user and with the help of same we can find any goods from any random place at any time for a comparatively 
lower cost and numerous varieties and also superior quality luxury products at our comfort zone or just by 
clicking few websites at the comfort of your home. Be it Louie Philippine or a local apparel brand we find it 
listed all together sharing the same platform, also online shopping has created marvellous opportunity for locals 
or small-scale business solving problem of inflation. Online shopping and technology go hands in hands and 
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created a great buzz amongst consumers and entrepreneurs creating an amazing platform benefiting both ends. 
Online shopping is one of the best solutions in today’s hectic world, and maximum number of consumers are 
shifting online as not only is it quite convenient but also consumer gets the overall benefits and leverages, while 
studying consumer behaviour we observe that various factors affecting consumer buying needs to be studied 
and its future scope should be explored. 
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ANNEXURE 

1. Amongst the websites listed below which are the most familiar online shopping websites? 

 Amazon 

 Myntra 

 Flipkart 

 E-bay 

 Shopee 

 Meesho 

2. How much do you trust the authenticity of the product purchase online? 

 Trust completely 

 Had to trust 

 Do not trust completely 

 Do not trust at all 

3. Which point attracts you the most? 

 Home Delivery 

 Discount and Coupons 

 Referral code 

 Convenience of return 

4. Among the brand mentioned below, which was the last viewed advertisement? 

 Amazon 

 Myntra 

 Flipkart 

 E-bay 
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 Shopee 

 Meesho 

5. How do you find the quality of product ordered online? 

 Superior 

 Optimum 

 Low 

 Vet low 

6. Do you decide product showcased in digital advertisement? 

 Yes 

 No 

7. If yes, how often do you buy from repetitive ads? 

 Very often 

 Often 

 Frequently 

 Rarely 

 Not at all 

8. Do you trust emerging innovation in online shopping? 

 Yes 

 No 

9. Do you buy products advertised by influencers? 

 Yes 

 No 

 Sometimes 

10. How influential is social media marketing for you? 

 Very influential 

 Moderately influential 

 Not so influential 

 Not at all influential 

11. How often do you visit the website? 

 Once or twice 

 More than twice a week 

 Thrice a week 

 More than twice a month 

12. What attributes makes you choose a brand? 

 Authenticity 

 Quality 

 Brand name 
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 Position 

 Distinctive 

13. How much money do you spend per month on online shopping? 

 Below 500 

 500-1000 

 1000-3000 

 Above 3000 

14. Rate the website? ?[On scale of 5 to 1 , where 5 being highest and 1 being lowest] 

 Amazon 

 Flipkart 

 Myntra 

 E-bay 

 Shopee 

 Meesho 

15. Do you use coupons/referral codes during online purchase? 

 Yes 

 No 

 Maybe 

16. Rate the factors affecting buying decisions?[On scale of 5 to 1 , where 5 being highest and 1 being 

lowest] 

 Occasion 

 Sale 

 Coupons 

 Advertisement 

 

 

 

  


