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Abstract—Modern World has witnessed tremendous
growth of e-commerce industry in term of volume of
business and its acceptance among the customers. It has
really posed a question on traditional commerce module
so as many of them has associated or converted
themselves into e-commerce. The question remains
whether all of India has been included in it or only urban
population is availing the facilities available via e
commerce; and secondly are the online customers fully
satisfied and do not expect anything else save what is
offered right now ? In this research we have tried to find
out answer to these questions so as the customer can
share their experiences and perceptions towards the e-
commerce business module and how the relationship
could be better by identifying areas of improvement and
inclusion for the e-commerce industry to make the
relationship fruitful.

Keywords—E-Commerce, Consumer perception,
Customer retention, Buying behaviour, Customer
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l. INTRODUCTION
Modern World has witnessed tremendous growth of e-
commerce industry in term of volume of business isd
acceptance among the customers. It has really pased
guestion on traditional commerce module so as nwny
them has associated or converted themselves into e-
commerce. Ecommerce has actually revolutionized the
buying behaviour of the customers depending upon
several factors like easy accessibility and avditghof
broader spectrum of products & services. Now custom
retention has become really a challenge for anypemm
as the stiffness of competition has reached ontk-tee
neck battle resulting into frequent Brand Swingé&hgen
loyalty programmes are not able to cope with the
competition as every company is coming up with & ne
idea or programme on regular basis and subsequently
making it a marketing clutter, which has made the
programmes or promotions lose its sheen. Consunsers
the internet not only for online shopping, but ako
compare prices, product features and after saleicser
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facilities. In addition, customers move towards tireual
stores to avail lucrative offers and a better shupp
experience. As E-commerce has tremendous potdatial
the current and the future markets, internet previe
unique platform for companies to be more effectivel
reach existing as well as potential customers. chighn

the major part of revenue from online transactiooisies
from business-to-business (B2B) commerce, but E-
commerce improves the opportunity of the business-t
consumer (B2C) practitioners in modern times. Imgér
has changed the traditional way of customers singppi
and buying goods and services. With a rapid pace, i
evolved into a phenomenon, which is globally acedpt
“There are the more traditional economies of sdalthe
same products are available through several redifen

the cost control becomes one of the, if not theampaunt
driver of profitability” . To counter the dynamic nature
of the fast growing markets, companies started gusin
internet as a tool to cut down the various interiaungd
costs, which further helps in reducing the pricésheir
products and services while standing competitivehim
market. These business houses also uses internet to
communicate with the customers directly by direstlirsg
business to customer (B2C) and collect customer
information and feedback which further helps in
improving the business strategies directly based on
customer’'s desire, need and feedback. The market is
shifting quickly in the modern world from producntric

to customer centric approach with a huge impact of
internet in the modern marketing channels and custo
interface, and “the internet will create the winaed bury

the laggards™. “Over the past 60 years, marketing has
moved from being product-centric (Marketing 1.0) to
being consumer-centric (Marketing 2.0). Today we se
marketing as transforming once again in respongheo
new dynamics in the environment. We see companies
expanding their focus from products to consumers to
humankind issues. Marketing 3.0 is the stage when
companies shift from consumer-centricity to human-
centricity and where profitability is balanced with
corporate responsibility®. Kotler also gives the future
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direction to the ERetailers that now, not focus only

satisfy your customers, you must have to deligletrit
The importantthing is to scan the customer movem
and direction and stand in front of them. In additithe
consumers are the designers, who design your pr
and from their ideas and inputs, you have to pteitie
future trends and stand in long Wi, Every business i
a service business, and you must try to put a sonilthe
customes face. The net benefits wilpositively or
negatively influence user satisfaction and thehtertuse
of the information systeff.

Online shopping in India

The evoluton and growth of internet has been the big

happening of this century. @&mmerce in India has cor
a long way from a feeble beginning in the 1-2000 to a
period where one can purchase/sell and find atissof
stuff from Convenience products to Siality products
onlind™® . Most companies are using internet to repre
their product range and services so that it is ssibke to
the global market and to reach out to a largerornst
base Computers and the internet have comple
changed the way one handles day&y transactions
online shopping is one of théfm The Internet ha
brought about sweeping changes in the purchasitigrp

of the peopt. In the comfort of one's home, office ¢
now even on the go via mobilphone. India's e-
commerce market was worth about $8iion in 2009, it
went up to $12.6 billion in 2013. In 2013, Acconglito

Google India, there were 35 million online spers in
India in 2014 Q1 andxpected to cross 100 llion marks
by end of year 2016'%. Customerbehaviour and
expectations are dynamic and value based in naitoal
so changes with time and preferet*!. Customers
experience in recent times displays that custoreepgct
instant help within minutes of their online actieg.

Many of customers ar likely to buy from companie
from where they have already purchased at least

however,other category completely goes for the fea
and benefit offered by these companies.

Il. PURPOSE OF STUDY

The focus of this research revolves around
relationship among the online customers a-commerce
companies and to know the customers experi
regarding their day to day online shopping expegeln
addition, to involve the buyers to contribute their vi
inputs in real life enaanters related to different aspects
e-commerceThis study provides customer an interfaci
express their queries and concerns which they éat
regular basis while buying onlin&his will also help the
e-commerce industry thnd out the challenges affectit
buying behaviour of online customeesd to identify the
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areas where these companies need -strategize the
future policy thafurther helps ircustomer retention.

(. FINDINGS

REALLY MAKE GOODS PROPER
CONSUMERS onuine COMMERCE TIME Easy

PRODUCTS

TRANSPARENCY 6ooD
REMOTE

QUALITY rews DELIVERY oprion

SERVICE TRADERS
ACCESSIBLE EasiLY cOMPARISON QUICK WEBSITE

SUCCESSFUL SAME REFUND MOBILE CUSTOMERS
AWARE PHONES DIFFERENT RURAL INDIA EACH

SEE AREA PP MODULE FRAUDS
TRANSPARENT

A number of interesting facts came out when
interviewed the respondents through an online su
The respondentgrimarily based in National capit
region of Delhi and had access to inte, voluntarily
participated and shared their viewopinions and
experiencesThis online survey is more significant
comparison to the offline surveys in which there great
chance that the respondent does not have the atx
internet and in such a case, the result will deviadm
natural course.
In broackr terms, the customers’ decision to go f-
commerce depends upon three main fa: Products,
Services, Assurance of Transaction and safety « Most
of the respondents who us-commerce channels seem to
be concerned about Quality of the producthich means
quality is the key for customer retenticMany of these
users wantuicker and more transparent refund polic
however,several others see a great future -commerce
provided a better penetration of rural markeHowever,
penetrating rural market is not going to becakewalk
considering India’s vastness of culture and gresstrof
geographiesAs many of the respondents feel thé
commerce websites must offer the services in Haml
other regional languagesp that nn-English speaking
majority of population of India can be convertetbithe
prospectsThese are few great challenges ahead for
new entrant or existing player c-commerce as there are
10s of languagesyhich are very much exclusive to th
vast regions.
Let us analyse fewesponses, which can ltaken as a
strong indicator for awareness of-commerce, its
popularity over time and customers perception toear
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1. Are you aware of e-Commerce 7 10 =sorses

® Yes
®no

& Heard somewhare

It is evident from this graph that there is absallut
nobody who has access to internet and does not know
about e-commerce. A mounting majority (95%) is @wva
about e-commerce and 5% are those who have ontd hea
of it. This also depicts the popularity of the evroerce
among the internet users.

2. Since when you know about e-Commerce 7 (¢ responez:

@ Before 2000

@ Between 2001-2005
P Between 2006-2010
@ Between 201110 2016

We tried to find out the period that has witnessee
maximum growth in terms of customers’ awarenessiibo
it and found that last five years (2011 to 2015)ehbeen
the best in which more than 50% of the respondeantse

to know about e-commerce. However, there are other
37%, who has been knowing e-commerce since
somewhere from 2006 to 2011. It is also very imgatrto
mention here that there is no respondent, who hagvk

the e-commerce business module prior to 2000. Téaus,
complete paradigm shift in terms of consumers’
perception towards e-commerce can be seen. Thisrys
much parallel to the post liberalization era’s giow
pattern in India and has grown accordingly.
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3. Do you prefer using e-Commerce ? 0 resparse:

[ R
@ Notsomuch
@ No

This clear from the picture that majority of the
respondents prefer using e-commerce which indidhges
Indian are assured about Quality and delivery & th
products and their competitive pricing models afteby
different e-commerce modules. It can also be ieféthat
these businesses have generated ample amountsbf tru
among the customers and customers are feelingdemntfi
about using it. However, there is also anothergmate of
customers who are still sceptical about virtual ketias
they are not so much interested but they are smalle
size (13.3%); but this is the segment where marketan
focus, add value and assurance to tap it.

4. How often do you use e-Commerce ? 160 rssponses

@ Monthly

@ Biweskly

B Weekly

@ More fraquently

A great percentage of the respondents (47%) use-the
commerce more frequnely or several times a weekhwhi
suggests that e-commerce has really made a pladeirfo
customers daily life. However, there are anothé&b4tho

use the e-commerce biweekly or monthly. This nusber
signifies a great opprtunity still untapped or iy
tapped by e-commerce and marketers can look at this
figure and find out how to bring this number inteekly

or more frequently bracket. If this challenge tadkwell,

it will boom the business in terms of revenues.
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5. For what purpose you use the e-Commerce websites ? (s rsares

Recharges o 3(T1T%)

Online Shop 17(78.3%)

By Insuran 518.3%)

Any other N 10 (16.7%
Food, Bever 4 {§.7%)
Alloffhese 1{5%)

Oher

As we further tried to know the segments whichrallihe
online buyers, it was found that Recharges, paysnand
online shopping hold the highest rank in consumeirsd
when it comes to doing online transactions. Reagsar
included Mobile and Electricity Bill payments, peag
rechagres of mobiles, DTH, Data cards etc; andhen t
other side shopping included grocery, garments,
footwears, cosmetics, home decors, accessorieS@tae
people even buy Insurance and other policies howeve
there is a very frail response for Food and Bewsag
products which should have a better contribution
considering more basic need of everybody and at grea
sum of the earning of every houshold is spent orit it
means that customers are still relying on tradéistores

for food and beverages. The online marketers have t
increase the effectiveness of its delivery by rauyche
delivery time to attract more customers for foodd an
beverages segment which is highly untapped.

6. What is your perception about e-Commerce Business Module? i orees

@ Benedicizl for both Custamer and the
Entarprise

0 Beneficial for Customer anly
£ Benefcialfor Entarpriae Cnly
® Notbengdcjal or elther side

This is really a great revelation which every méeke
should aspire. 95% of the people believe that erceroe
business module is beneficial for both customer ted
business. This means the e-commerce has beertcable
convince the customers that it has some betterevalu
proposition than the traditional buisenesses prvidhis
reflects the attitude of the customers. Big e-conoene
enterprises are relying on ther buisness partners o
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vendors for their products. This is a clear indaatthat
more and more vendors will be attracted toward e-
commerce due to its popularity and its wide reafd
secondly, the new entrants, which have been online
customers so far, will certainly associate theneghvith
e-cmmerce belieiving it has place for both cust@vaard
businesses.

7. What is the main advantage of e-Commerce business over Traditional
Business ?

Easlly acces —30 (50%)

Lucrative pr —17128,3%)
Transpasenc —15 [25%)
Peace from1 1(18.3%)

All nfthese 3 (51.7%)

As e-commerce model has gained a huge popularity in
last 10-15 years, it becomes inevitable to ask the
respondents about advantages of e-commerce over
traditional shops or businesses. It came out nqirising

to know that Accebility is the key factor among ather
major factors affecting online businesses. 30% haf t
people go for e-commerce, due to its accesibiltthovit
constraints of time or place and the online thimgytneed

is internet connectivity. While other 17% are thageo

find the promotional offers given by these e-cmraerc
businesses are lucrative. Most importantly, 15%pjpe

are those who consider e-commerce being more
transparent that traditional busineeses. Even ekees
bargaining came out to be a greater drawback of
traditonal businesses as 10% of the respondenisvbel
that e-commerce gives a sigh of relief from bargain
inspite of having a scope for comparision with giént e-
commerce companies. Marketers need to retain cestom
confidence and their loyalty by assuring quality of
products and safety of their transactions.

V. CONCLUSION AND SUGGESTIONS

The virtual marketing world has many factors in ethi
some are of foremost importance. Among these factor
trust is one of the most important factors preugilsince

its inception, which include the fear of monetargud

and poor refund policies or difference in quality o
delivered products. In order to deal with the moaeg
trust concerns of the customers several advancement
have been evolved to secure a healthier buyerrselle
relationship. With the implementation of these
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advancements, policies, technologies, it will bsieato
gain customer trust, which will further help in aiting
and making them loyal to these businesses. Thdgrego
will help the E-Commerce industry to gain profitsiong
run. Another important factor is easy refund andyea
return policies, which is according to customers is
important. Making flexible return and refund polieyil
further improve the relationship.

Vendor selection process is another important facto
towards promoting a healthy e-market & customer
relationship. Vendor ratings based on the customer
reviews on e-commerce websites help the custoneers t
select best available vendors. There should bet s&t
enforcement plan, if any vendor found involved in
malpractices. Cash-on-Delivery (CoD) is a succéssfu
concept especially in rural areas where customex® h
least access to internet banking and card paynmitno

It should penetrate into the interiors across sdver
products, which will help in minimizing the paymeigks
associated with the purchase order. Overall, e-cemen

is based on the customer relationship and it hasotd
continually to strengthen this relationship to peate this
business module into the interiors. Customers fhat
there should be an option for the verification bt
product by the customers in front of the delivery
personnel. E-Commerce should conduct pilot stuttes
check the feasibility and cost effectiveness.

E-Commerce module should extend its reach to the
people and traders of remote areas who are gendézaf
aware of the technological advancements in business
Increasing the credit facility by providing instant on
wide range of products to attract potential custenaand
convert them into active users. In addition, E-Caaroa
agencies should encourage local traders to inviolve-
Business and expand their business benefitting. bdth
proper and modern track should be defined, takimg i
consideration the modern world challenges, and diuida
significant way to reduce the delivery time as muash
possible to compete with the local businesses.hBurt
penetration into the deep Indian markets will aeck
with the introduction of regional languages, asidng a
vast and culturally diversified country. With thddition

of regional versions of websites and Mobile Appiicas,
people of different regions and dialects can feel
comfortable to participate in their regional langea
There should not be any compulsion on downloading
mobile apps if customer does not want it; let these
website otherwise, they feel uncomfortable and mmwe

or limit their participation.

It is recommended to open up collection centres in
different regions from where the buyer can colléastir
purchased goods. It will result in more penetratioto
rural markets as people from distant villages vibiir
WwWw.ijaems.com

local towns on a certain periods and they can easil
collect it and on the other hand it will reduce thedivery
time and cost.
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