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ABSTRACT 

Until the internet became more widely available, online shopping was not viable for customers. 

People began to shop online as more and more people had access to the internet, making it more 

popular. Thoothukudi District in Tamilnadu faces e-commerce and marketing challenges, and this 

study examines how consumers shop online to understand these issues better. 

Goals for this research project include the following: 

1. To study the socioeconomic status of the sample respondents. 

2. To determine the online shopping awareness of the sample respondents. 

3. To understand the motivation to buy in online shopping 

4. To find out the preferred features of shopping portals and its impact of online shopping and  

5. To analyse the level of satisfaction of online shopping 

The researchers in this study employed many secondary data sources. Mean, and percentages, t-

tests, chi-square test and correlation analysis will be used in this study to analyse the data. The 

general sample of 80 samples was used to calculate the correlations between awareness of online 

shopping and demographic characteristics such as age and education. There is a strong correlation 

between customers' demographics and online shopping knowledge. Customers' online awareness 

is directly linked to the demographics of a sample customer population. Buying goods online has 

become increasingly popular in recent years. Most people prefer online shopping for certain 

product categories, such as clothing, gadgets, and books – but only for these products. People still 

hesitate to buy things online because they are worried about the safety and security of their 

information. Respondents reported that they had difficulty shopping online even if they believe 

that items are more readily available and at lower prices online. Some respondents find returning 

a defective product too time-consuming and difficult. 
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INTRODUCTION  

Almost anything can now be purchased online, from books to car rentals, fashion accessories to 

computers and other high-tech equipment. Online commerce may help marketers better meet their 

customers' needs by providing various products and services. Online shopping has become 

increasingly popular, and this trend is expected to continue. A retailer's target customers can be 

studied using transaction data, which helps them understand their purchasing habits. This one has 

surpassed all other methods of disseminating useful information. 

It has become increasingly popular to shop online because of the rapid expansion of the internet 

and the ease with which everyone can now access it. High-speed Internet access has made online 

shopping more popular in America. Thanks to online shopping, customers can now shop from the 

convenience of their own homes (Niranjanamurthy et al.,2013). 

Many health-conscious consumers prefer to purchase organic foods online (M. Mohanraj, 

J.Sureshkumar, & A.T.Jaganathan, 2019). How well someone knows and uses the online shopping 

experience depends on their education, how often they transact online and how they prefer to pay 

(M. Vidya & P. Selvamani, 2019). 

When they can buy whenever they want, they appreciate the convenience. As the number of 

computers and internet connections has increased throughout the country, so has the popularity of 

online shopping (Dr S Shanti, S Anuska, Dansi, & Senthilkumari, 2017). Because of the 

widespread use of online shopping, marketing has undergone a paradigm shift (Sharma, 2016). 

Three stages of online purchasing are expected by customers before, during, and after the 

transaction (Kotnia, 2019). 

If the vendor does not provide a free or heavily discounted delivery service, buyers are usually 

responsible for the shipping costs (Gupta, Bansal & Bansal, 2013). E-commerce can save you 

money and give you more options if a product is unavailable in your area (Nilashi et al.,2011). The 

new era of online shopping is all about customers and what they have to say about their experience. 

This Tamilnadu district's residents are polled on their opinions of online shopping experiences. 

OBJECTIVES OF THE STUDY 

Its objectives are as stated in the following: 

1. To study the socioeconomic status of the sample respondents. 

2. To determine the online shopping awareness of the sample respondents. 
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3. To understand the motivation to buy in online shopping 

4. To find out the preferred features of shopping portals and its impact of online shopping and  

5. To analyse the level of satisfaction of online shopping 

 

RESEARCH METHODOLOGY   

This study focused solely on the Thoothukudi region of Tamil Nadu. A final sample of 80 people 

was randomly selected for this study using a straightforward random selection procedure. Personal 

interviews occurred according to a set schedule. An extensive investigation took place between 

April and of July 2021. Data from academic journals, books, unpublished Ph.D theses, the internet 

and other sources compiled the secondary information. The data will be analysed using statistical 

methods such as averages and percentages, t-tests, chi-square test and correlation analysis. 

LITERATURE REVIEW 

According to Peter et al. [1975], the influence of consumer reference groups on the thoughts, 

feelings, behaviours, and purchasing decisions of consumers was well-documented. According to 

Pealtie et al. [2005], Ecologically responsive consumerism deals with the consequences of 

purchasing behaviour. 

Zhu et al. [2005] found that user characteristics such as technological readings, motivation, ability, 

role clarity, and an inherent desire for novelty influence adoption behaviour. Many factors 

influence consumers' online shopping decisions, according to Alam and colleagues [2010]. 

Gomathi [2010] asserts that computers have become indispensable to human existence. E-

commerce has been widely discussed in the media, and many people have expressed their 

admiration for the technology. There are many factors driving retail industry growth, including 

rising middle-class incomes and improving infrastructure, expanding consumer markets, and 

increasing convergence of consumer tastes. New research in the Journal of International Business 

Studies shows that retail FDI is critical to India's economic development. 

The retail industry in India employs between 8% and 10% of GDP, making it the country's largest 

employer. [D. Amutha]. There is a 25 percent annual growth in the retail industry in India because 

of strong income growth, lifestyle changes, and favourable demographic patterns. By 2016, India 

will have modern retail sales of $175-200 billion. Small-business owners in the area face a wide 

range of difficulties and opportunities. 
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It was found that consumers' exposure to traditional media such as billboards, newspapers, and 

television varies significantly. For an online marketing campaign to succeed, it is essential to have 

a high profile. People need to be aware of what the company is offering as a business. There will 

be no increase in traffic if people are unaware of the business, what it offers, and how to get it. A 

website's visibility is boosted by website marketing services that optimise and promote the site. 

Amutha (2016) conducted a survey of bank customers in the Tuticorin district of Tamil Nadu to 

evaluate the quality of customer care in the e-banking system. Bank customers' perceptions were 

elicited using a standard questionnaire and a representative sampling strategy in this study. 

According to the findings, e-banking knowledge is increasing among respondents, and they are 

generally satisfied with the service they receive from their banks. By informing customers about 

new technology and services, banks can improve their e-banking systems. 

When it comes to keeping up with the ever-changing demands of its customers, ICICI Bank's rapid 

rollout of new products, faster customer service, and shorter time-to-market have given the bank 

a competitive edge. Many systems can be easily integrated because of their open architecture and 

adaptability. When it comes to banking technology, ICICI Bank has established itself as a leader 

in the industry. ICICI Bank provides cutting-edge financial services and products tailored to their 

specific needs to ensure that customers are satisfied. 

It is claimed that e-Governance helps to establish social networking sites, rural empowerment, and 

public participation in government. Rural development in India is fueled by digital literacy and 

technological advancements, and this trend is expected to continue for the foreseeable future. 

eGovernment can be a one-stop-shop for rural community challenges. 

ANALYSIS AND INTERPRETATION 

TABLE 1 

AGE-WISE CLASSIFICATION OF THE SAMPLE CONSUMERS 

Sl. No. Age (in years) No. of Consumers Percentage 

1. Below 20 7 8.75 

2. 20 –30 12 15.00 

3. 30 – 40 29 36.25 

4. 40 – 50 22 27.50 

5. 50 and above 10 12.50 

 Total 80 100.0 

         Source:   Primary Data. 

According to the above table, 29 (36.25%) and 22 (27.50%) of the 80 sample consumers fall into 
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this age range between 30-40 years and 40-50 years, followed by 12 (15.00), 10 (12.50%), and 7 

(8.75%) of the consumers who fall into the age ranges between 20-30 years, 50 years, and above 

and below 20 years. 

TABLE 2 

SEX-WISE CLASSIFICATION OF THE SAMPLE CONSUMERS 

Sl. No. Sex No. of Consumers Percentage 

1. Male 58 72.50 

2. Female 22 27.50 

 Total 80 100.0 

   Source:   Primary data. 

The above table reveals that out of 80 sample consumers, a maximum of 58 (72.50 per cent) 

consumers are male, and the remaining 22 (27.50 per cent) are female. 

TABLE 3 

EDUCATIONAL STATUS OF THE SAMPLE CONSUMERS 

Sl. No. Education No. of Consumers Percentage 

1. Primary 11 13.75 

2. Secondary 19 23.75 

3. College / Technical 50 62.50 

 Total 80 100.0 

         Source:   Primary data. 

It is exposed from the above table that out of 80 sample consumers, the majority 50 (62.50 per 

cent) of them have college/technical level education, followed by 19 (23.75 per cent) and 11 

(13.75 per cent) who have secondary level, primary level education respectively.  

TABLE 4 

OCCUPATION OF THE SAMPLE CONSUMERS 

Sl. No. Occupation No. of Consumers Percentage 

1. Government employees 6 7.50 

2. Own business 28 35.00 

3. Self-employed professionals 19 23.75 

4. Working private concern 9 11.25 

5. Retired 11 13.75 

6. Students 7 8.75 

 Total 80 100.0 

         Source:   Primary Data. 

It is incidental from the table that out of 80 sample consumers, the majority of 28 (35.00 per cent) 
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of the rural consumers are own business, followed by 19(23.75 per cent), 11 (13.75 per cent), 9 

(11.25 per cent) 7 (8.75 per cent), and 6 (7.50 per cent) of the rural consumers who are self-

employed professionals retired, a worker in private concerns, students, and government 

employees respectively.  

TABLE 5 

 FREQUENCY OF ONLINE SHOPPING  

Sl. No. Frequency of online shopping No. of Consumers Percentage 

1. Regularly  29 36.25 

2. Often  22 27.50 

3. Sometimes  16 20.00 

4. Rarely 13 16.25 

 Total 80 100.0 

          Source:   Primary data. 

According to the table, out of the 80 consumers, 36.25 percent of the respondents shop online 

regularly, 27.50 percent shop online frequently, 20.00 percent shop occasionally, and 16.25 

percent shop online rarely. 

TABLE 6 

MONTHLY INCOME OF THE SAMPLE CONSUMERS 

Sl. No. Monthly Income (in Rs.) No. of Consumers Percentage 

1. Less than Rs.15,000 8 10.00 

2. Rs.15,001 – Rs.20,000 14 17.50 

3. Rs.20,001 – Rs.25,000 25 31.25 

4. Rs.25,001 and above 33 41.25 

 Total 80 100 

Source:   Primary data. 

It is detected from the above table that out of 80 consumers maximum of 33 (41.25 per cent) of 

the rural consumers have a monthly income of above Rs.25001, followed by 25 (31.25 per cent), 

14 (17.50 per cent) and 8 (10.00 per cent) of the rural consumers who have their monthly income 

between, Rs.20,001- 25,000, Rs.15001 – 20000, and below Rs.15000 respectively. 
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TABLE 7 

WEBSITE USED BY CONSUMERS FOR ONLINE PURCHASE 

Sl. No. Website Used No. of Consumers Percentage 

1. Flipkart 65 81.25 

2. Snapdeal 38 47.50 

3. shopping zone 32 40.00 

4. Naaptol 27 33.75 

5. Amazon 72 90.00 

6. Myntra 23 28.75 

Source:   Primary data.  

Note: Multiple responses. 

 

Table 7 shows that 90.00 percent of participants used Amazon, and 81.25 percent used Flipkart for 

online purchases, while Snapdeal, shopping zone, Naaptol and Myntra were 47.50 percent, 40.00 

percent, 33.75 percent and 28.75 percent, respectively.  

TABLE 8 

TYPES OF PRODUCTS BOUGHT ONLINE  

Sl. No. Types of products No. of Consumers Percentage 

1. Books 26 32.50 

2. Tickets 71 88.75 

3. Clothing 38 47.50 

4. Electronics equipment 61 76.25 

5. Cosmetics 43 53.75 

6. Sports 25 31.25 

7. Home and furniture 29 36.25 

Source:   Primary data.  

Note: Multiple responses. 

According to the survey, 32.50 per cent of respondents bought books, while 88.75% bought tickets. 

Clothes (47.50%), (76.25%), Electronic Equipment Cosmetics (53.75%) Sports (31.25%), and 

Home and furniture (36.25%). 
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TABLE 9 

CORRELATION BETWEEN THE ONLINE SHOPPING AWARENESS AND SAMPLE 

CONSUMERS DEMOGRAPHIC VARIABLES (n=80) 

Variables Buying Awareness  

Age 0.369** 

Sex 0.215** 

Education 0.302** 

Occupation 0.423** 

Family Size 0.464** 

     ** Significant 

Using the general sample of 80 samples, the correlations between online buying awareness and 

demographic characteristics were calculated in Table 9. A considerable correlation exists between 

the degree of familiarity with online purchasing and the demographic characteristics of the 

sampled population. So, there is a direct link between consumer demographics and their 

knowledge of internet buying. The r-value of age (0.369), sex (0.215), education (0.302), 

occupation (0.423) and family size (0.464). 

TABLE 10 

MOTIVATION TO BUY IN ONLINE SHOPPING 

Sl. No. Motivation No. of Respondents Percentage 

1. Easy payment 17 21.25 

2. No concealed cost 11 13.75 

3. Extensive variety of products 33 41.25 

4. No travel to shop 19 23.75 

 Total 80 100.0 

Source:   Primary data. 

The above table shows that 21.25 percent of respondents are motivated by easy payment, 13.75 

percent are motivated by no concealed costs, the extensive variety of products motivates 41.25 

percent of respondents, and the remaining 23.75 percent of respondents are motivated by no travel 

to shop. 
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TABLE 11 

PREFERRED FEATURES OF SHOPPING PORTALS 

Sl. No. Preferred Features No. of Respondents Percentage 

1. Payment Options  9 11.25 

2. Product Variety / Availability  31 38.75 

3. Quick & Quality of Delivery  19 23.75 

4. Security  14 17.50 

5. User-Friendly interface 7 8.75 

 Total 80 100.0 

Source:   Primary data. 

Features of shopping portals that the respondents consider most important are product 

variety/availability constituting 38.75 percent, speed & quality of delivery representing 23.75 

percent, security (17.50 percent), and payment options (11.25 percent) and (8.75 percent) user-

friendly interface. 

TABLE 12 

THE EFFECT OF SOCIO-ECONOMIC CHARACTERISTICS ON THE PREFERRED 

FEATURES OF SHOPPING PORTALS AND IMPACT OF ONLINE SHOPPING USING 

THE CHI-SQUARE TEST 

Socio-Economic variables Chi-Square values P  Values Significance 

Age 17.58 0.010* Significant 

Sex 22.64 0.001* Significant 

Occupation 14.31 0.311 Not Significant 

Educational Qualification 32.94 0.235 Not Significant 

Monthly Income  9.05 0.001*  Significant 

* Significant level of 5 per cent.  

The above table demonstrates that the respondents preferred features of shopping portals 

and impact of online shopping is significantly correlated with socio-economic variables, such as 

age, sex, and income per month, with a P-value of 5% or lower. Therefore, the null hypothesis for 

these variables was rejected. Occupation and educational attainment do not have a meaningful 
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impact on the respondent’s preferred features of shopping portals and impact of online shopping. 

This means that for these variables, the null hypothesis has been accepted. 

TABLE 13 

PAIRED SAMPLE T - TEST FOR RESPONDENTS LEVEL OF SATISFACTION OF 

ONLINE SHOPPING 

Sex N Mean S.D ‘t’ Value Sig 

Male 109 16.38 12.57 
0.437 0.302 

Female  31 11.21 8.15 

Source: Computed from Primary Data  

In Table 13, the calculated t-value for online shopping satisfaction level is 0.437 with a p-

value of 0.302. This result exhibits that the level of satisfaction with online shopping is not 

statistically significant at 0.05 level, and thus, the preference of male and female respondents for 

the level of satisfaction with online shopping is the same. 

CONCLUSION  

Recently, online shopping has become increasingly popular. Even though clothing, electronics, 

and books are among the most popular items to purchase online, this trend is limited to a few 

specific product categories. Customers still have reservations about making purchases online 

because of concerns about the safety and reliability of online transactions. Some shoppers say 

online shopping is inconvenient. Even though they believe online shopping offers better deals and 

lower prices, some respondents are reluctant to purchase because they fear they will receive 

defective products and find it difficult to return them. These findings and results reflect customers 

in Thoothukudi District's online shopping habits and preferences. According to this study, ease of 

use, reliability, and security influence customers' satisfaction with online shopping. 
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