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CONSUMER BUYING BEHAVIQy, i
ONLINE SHOPPING: A STUDy 1 |
LUNGLEI MIZORAM
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Abstract: Online shopping is the fastest growing e-
commerce ared. Online shopping is the process by which
consumer purchases the products or servicesfrom a marketer
through internet.The objective of the study is to analys
consumer buyingbehaviourof online shopping inLunglei
town, Mizoram. For the purpose of the study, Rahsiver;
locality was selected. Primary data were collected b/
administering a structured questionnaire from the sampl
respondents.Likert ‘s five-point scale had been used 10 knmf’ |
the relative importance attached to the factors/ﬂfm‘b”m |
influencing purchase in online shopping site. The study fo™
that variety of products, discount/coupon, and wﬂve"’enf;
are the three most important factors influencing pr CW;},;
online shopping. The study also revealed that 57. % ?{;:ils
respondents were satisfied with the delivery syste™ dn;ﬂf
only 32.5% of the respondents were satisfied with the T W

policy. Therefore, it is suggested that the marketer il
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purchase items more readily. Foyr
marketing these products and servicey | 2ives
uppnrtunity o v\p.lnd Into new Mmarkety, .,i,',l' |
services and compete on a more equal lm,,,,w .'"'"" '
larger businesses (Chaffey et al., 2000, xjj)) ' ih

r."“]‘-._”l’
"M

Consumer behavior is a decision-mal INE Proces |
as well as mental and physical activity in which d; |
individual engages in evaluating, acquiring, using o |
disposing of goods and services. Consumer ln'h.ul:..; |
deals with the study of behavior that consumers display
in searching for purchasing, using, evaluating a4
disposingof products and services that they expect wi

satisfy their needs (Schiffman et al, 2009. 170)

Mizoram is a small state in India located in the
corner of north-east. According to Statistical Handbook
Mizoram 2018, five telecom companies including Bhary
Sanchar Nigam Limited (BSNL), operating in the st
and have 10,75,316 subscribers in 2018. Top Indian online
retailers such as Amazon, Flipkart, Myntra, and
Snapdeal cover Mizoram in online shopping,. The study
of consumer buying behaviour is important for the
marketers to know about the consumers demands and
the level of their satisfactions. Therefore, the presen!
study is conducted to examine consumer buyin
behaviourof online shopping in Rahsiveng localily
Lunglei town, Mizoram,

LITERATURE REVIEW

ine
Some important studies concerning ﬂﬂ"':n
buying behaviourare reviewed here asunder

highlight their findings.
106
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]tmuh and Ling (2012) investigated in the study
how soclo-demographic (age, income and o cupation),
pattern of online buying (types of goods, e-commerce
pperience and hours use on internet) and purchase
perception (product perception, customers’ service and
onsumers’ risk) affect consumers” attitude towards
online shopping. The findings revealed that there is no
significant difference in attitude towards online
shopping among age group but there is a significant
difference in attitude towards online shopping among
income group, The research finding also showed that
here is no significant difference in attitude towards

online shopping among occupation group.

Singh and Sailo (2013) revealed in their study
hat people compare prices in online stores and then
“iew all feedbacks and rating about product before
"iking the final selection of product and decjsion.
“?ine shoppers are more motivated to buy online ;s
: b easy in payment, and it is time saving. The stu 'Y

" highlighted that online shopping helps 1n
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comparison of products from different online shopr:
websites also to a certain level the Comparigg,
products in websites and the physical market ;, -
of quality, price etc.

E R o

Singh (2014) examined and analysed g
consumer’s buying behavioural pattern towards o
shopping (specially in case of flipkart.com users jpf
Lucknow city). The study found that most of the
respondents are happy and satisfied on online shor. Sing
with flipkart.com. The study highlighted that most of
the respondents mainly interested to buy apparel, home
and kitchen appliances etc. and they dislike buy onlingl
perfumes & footwear etc. The study also mentioned
that the respondents like to do online shopping mostly
on discounted time period and festive seasons znd
believes that flipkart.com products prices is lesser
the prices in the market.

Kavitha (2017) identified in the study that the
various factors influencing the satisfaction of onling
shopping are convenience, time saving, wide variefjj
good discount / lower price,better price,no crowds
fewer expenses, can send gifts more easily, buy oldef
unused items at low price,price comparison. In overal
the most important factors that determine thé
consumer satisfaction is convenience and time saving

Kaur and Kochar (2018) found in their study thd
the technology-oriented factors like guaranteed quably
cash on delivery discounts and promotions are

major specific factors influencing customer’s attit!
toward online shopping.

108
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RIAL AND METHODS

Thepresent study is aimed at understanding
.nnsumer buying behaviour of online shopping in
nglei town, Mizoram. Mizoram has a total area of
. (78 square kilometres and situated between
;“.mmar and Bangladesh. Lungleiis the second largest
gistrict in Mizoram. Rahsiveng locality was selected for
the study as the locality located within the vicinity of
Lunglei town in Lunglei district of Mizoram.For the
purpose of the study, 40 samples were selected by using
nient sampling method. Primary data were
collected by administering a structured questionnaire
among the sample respondents. The questionnaire was
framed based on the literature review (Singh, 2014;
Kavitha, 2017). Six factors/attributes were selected such
as convenience, save time, easy comparison, variety of
products, buyer/user review, and discount/coupon.
Likert ‘s five-point scale had been used to know the
relative importance attached to the factors/attributes
influencing purchase in online shopping site.The survey
was conducted during December 2019-January,
2020.Secondary data were collected from journals,
books and websites. Simple percentage was used to
analyse the data.

VATE

]

conVE

RESULTS AND DISCUSSION
Gender and Marital status of the respondents

Table 1 indicates gender and marital status of the

respondents, 47.5% are male and 52.5% are female.
are

ing marital status, 85% of the respondents
Married while 15% of the respondents mﬂ*m |

-
g

"...-Yi'

s 3

109

Scanned by CamScanner



.

lable 1: Gender and Marital Status of the

Respondents
Variable | Description | No. of Percone
[ b | Respondents
[ Gender {\kllC_ 19 473
| | Female | 2] 3’5‘5“
lr Marital Status | Married 34 ssjﬁ“
| | Unmarried | 6 15.00

Source: Field study
Frequency of buying in online

Table 2 shows the frequency of buying producs
in online by the respondents.

Table 2: Frequency of Buying in Online

Gender | Once 2| Regularly | Once | Once in Availability | Toesd
month within | ayear | of money
siv
months
adc .qu ! 2 2 E | 19
(15, (326%) | (1053%) | (1053%) | (3789
i crriade 2 0 1.3 16 2
(9.52%) ! (0619
Toead s e | 2 s b 1] w
L2991 2P | (9 | (123) | @09 | oy

Note: Figures in parentheses are percentages
Source: Field study

Out of the total respondents, 67.5% of the
respondents buy goods in online based on availability
of cash. 12.5% of the respondents buy goods once in 2
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Table 7: Reaction of the Respondents when

. Prod
purchased is not up to expectation o
Gender 'l)'léappuiu'irtl_ Send back (T'_l;l—l.'—“lvl_l_lr“i“_;;;lrﬂ\
| | and forgive \
Mule 7 4 4 “‘T““‘W
fo 08 FQ21L08%) | (21.05%) | (21.05%)
Female I 5 2 3 \21\
| (32.38%) | QAS1%) [ (9.52%) | (14.28)
Totul IR 9 0 7 *\46\
SR ] Q2.5%) | (15%) ( 15&)4%

Note: Figures in parentheses are percentages
Source: Field study

Out of the total respondents, 45% of the
respondents are disappointed if the products purchased
are not up to their expectations. 22.5% of the
respondents have returned the products, 17.5% of the
respondents’ resale if the products purchased are not
up to their expectations. 15% of the respondents are
complaints and forgive.

Important FactorsInfluencingPurchasein Online
Shopping

Table 8 shows the important factors which
influence purchase in online shopping. Six factors/
attributes have been selected for this purpose. Likert ‘s
five-point scale has been used to know the relative
importance attached to the factors/attributes.
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ble 8: Importance of Diff.erent Factors in Online
Shﬂpplng
—_ ['actors RCSDOHSE T Percen tage of
 — theRespondents
Convenience Not at all important 0
Important 5.00
Neutral 20.00
Important 70.00
Extremely important 5.00
Save time Not at all important 0
Important 10.00
Neutral 20.00
Important 60.00
Extremely important 10.00
Easy Comparison | Notat all important 0
Neutral 40.00
“mportant 50.00
Extremely important 5.00
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\’nmhnl Products | Not 'ﬂt all important im
Important X
[ Neutral W
Important 73
| Extremely important | 550
“Buyer/User Review | Not at all important 5~
. Important ST
Neutral 4000
Important 4500
Extremely important vx B
Discount/Coupon | Not at all important 0
Important 75
Neutral 125 ]
Important 50.00
Extremely important | 30.00

Source: Field study

Out of the total respondents, 82.5% of the
respondents considered that variety of products is oné
of the most important factors influencing purchase it
onlineshopping. 80% of the respondents considered that
‘discount/coupon’ is the important factor which
influence purchase in online shopping. 75% of the
respondents considered that ‘convenience’ is a"
important factor influencing purchase. 70% of the
respondents considered that ‘save time’ is an important
factor. 55% of the respondents considered that €25/
Fomparison’ and 52.5% of the respondents considere?
buyer/user review’ is an important factor influencin8
purchase in online shopping, \

. It can be concluded that variety of productss
Discount/coupon, and convenienceare the three most

116
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nt factors influencing purchase in online
) ()rtﬂ ’

impe
5}]0Pplnb

faction regarding Delivery System and Return
‘ofa

5;1(15

policy . .
Table 9 indicates the satisfaction of the

dents regarding the delivery system and return
respO" { online shopping by Likert's five points scale.
Ohi}/ (())f the respondents expressed that they are
57"5~[;ed with the delivery system while 22.5% of the
?2$mdents are not satisfied with the delivery system

ble 9: Satisfaction Regarding Delivery System and

Ta
Return Policy
"Factors Response Percentage of
thcRespondents

Delivery System | Not at all satisfied 5.00
Not satisfied i Lia
Neutral 20.00
Satisfied 7.9
Very satisfied 0

Return Policy | Not at all satisfied 12.5
Not satisfied 17.5
Neutral 37.5
Satisfied 30.00

— Very satisfied 2.5

Source: Field study

espo Ejn Case of return policy, only 32.5% of the
;1 ents are satisfied with the return policy. 30%
"¢spondents are not satisfied with the return

olic
‘@gar)g 37.5% of the respondents are neutral in this

117
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MAJOR FINDINGS

In overall analysis and interpretation Of the dat
the major findings of the study are depicted beloy,
(1) The table reveals that 67.5% of the respondents buy

goods in online based on availability of cagh, 1259
of the respondents buy goods once in a month,

(2) 42.5% of the respondents normally purchased home
and kitchen appliances, followed by 35% of the
respondents normally purchased apparel, 12.5% of
the respondents normally purchased stationery.

(3) 30% of the respondents browse online shopping site
regularly, followed by 27.5% of the respondents
browse the sites based on availability of cash.

(4) 40% of the respondents prefer ‘Flipkart’ site the most
for shopping, followed by 25% of the respondents
prefer ‘Amazon’, 15% of the respondents prefer
‘Myntra’.

(5) 62.5% of the respondents did not go to the retail
store before final purchase in online.

(6) 45% of the respondents are disappointed if the

products purchased are not up to their expectations.
22.5% of the respondents have returned the
products.

(7) "Variety of products’, ‘Discount/coupon' and
‘Convenience’ are the three most important factors
influencing purchase in online shopping. :

(8) 57.5% of the respondents were satisfied with the
delivery system,

(9) only 32.5% of the respondents were satisfied with

the return policy. 30% of the respondents were not
satisfied with the return policy.

118
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ES'IIONS
G0 . the study reveals that variety of
coupOn, :‘md Conyenience are the

ortant f.act(.)r§ influencing purchase in 0111]}1(:1s t
impketing slte,.lt 1S SuggQSFEd that the marketer :
A e additlonal effort in these areas in Orde.can
.takergve the level of customers’ satisfaction UI‘ -
uﬂPert review is the least factor influencing p.urchbae !
?"% Jine marketing. Flowever, more than half of tlfg
n? adents (52.5%) considered it as important
T efore, it is recommended that the marketer wili
ake more StepS to request the buyers to review the
oducts, so that the customers may be able to know
nore about the quality and durability of the products
h will help them in making buying decision

Pl’Oducts,

e

1es

whic
promptly.

The study also found that only around one-third
(25%) of the respondents are satisfied with the return
plcy.Itissuggested that the return policy will be reviewed
ind make necessary changes to satisfy more of the
astomers. Regarding delivery system, more than half of
the respondents (57.5%) are satisfied. Therefore, it is very
il for the marketers to satisfy the customers to Ve
More effort i this area, This may help sales to increase 0
“m more profit.

ONCLUSION

The : jes custo :
present study implies Through online

thavigyy : i
o 2UF Of online shoppiné.

d pPln.g, the marketers can reach the customer
Convgu.lckly with the help of inte
o Nience, variety of products,

Ce .
f the products, save time, etc the
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ofer to buy products in online n.li'l'rlf(:lifl}.; site, |,
i npelitive world, customer’s satisfactj,
loclz_lly::(i:)]'ml;l important strategies of Marketin,
'(l)‘{wlr:"f_orc, allonline m‘arkcling «u l?.bgm():':l:}‘ im [')rnv.c.lheh" |
pl.omol'ional and service slralcgu_s‘ y a -\m;'; ddd‘lltma]
effort to satisfy and attract more customers,
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