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Abstract

The rapid growth of internet penetration, smartphone usage, and digital payment infrastructure has
fundamentally transformed the way consumers shop, giving rise to online shopping as a mainstream and
increasingly preferred retail channel. Understanding consumer behaviour towards online shopping has
therefore become essential for businesses seeking to design effective e-commerce strategies and enhance
customer experience. This study examines consumer behaviour towards online shopping by analyzing key
factors such as shopping frequency, the influence of price and discounts, product reviews, trust in online
payment security, and the role of return and refund policies in shaping purchase decisions. The research
explores how these factors collectively influence consumer attitudes, purchase intention, and overall
satisfaction with the online shopping experience. A descriptive research design was adopted using both
primary and secondary data. Primary data were collected through a structured questionnaire administered
to online shoppers across different age groups and occupational backgrounds, while secondary data were
obtained from e-commerce industry reports, marketing journals, books, and credible online sources related
to digital retail and consumer behaviour. The collected data were analyzed using percentage analysis, mean
analysis, and graphical representation to evaluate the patterns and drivers of online shopping behaviour.
The findings indicate that price and discounts remain the most influential factor in online purchase
decisions, followed closely by product reviews and convenience, while trust in payment security and
favourable return and refund policies significantly enhance consumer confidence and satisfaction.
However, challenges such as concerns over product quality mismatches, delayed deliveries, and data
privacy continue to affect certain segments of online shoppers. The study concludes that e-commerce
businesses that prioritize transparent pricing, credible reviews, secure payment systems, and consumer-
friendly return policies are better positioned to build long-term trust and loyalty among online shoppers.

Keywords: Consumer behaviour, online shopping, e-commerce, purchase intention, online payment
security, product reviews, return and refund policy, digital retail, customer satisfaction.

Consumer behaviour towards online shopping

I. INTRODUCTION

The advent of the internet and subsequent
proliferation of smartphones, digital payment
systems, and logistics infrastructure have
collectively transformed the global retail
landscape, giving rise to online shopping as a
dominant and rapidly growing channel of
commerce. Consumers today are no longer
restricted to physical store visits; instead, they can
browse, compare, and purchase products from the
convenience of their homes at any time of day. This
shift has been further accelerated by the increasing
availability of diverse product categories,
competitive pricing, and doorstep delivery services
offered by e-commerce platforms.

encompasses the attitudes, perceptions, and
decision-making processes that influence an
individual's choice to shop online rather than
through traditional retail channels. Unlike in-store
shopping, online shopping involves unique
considerations such as the inability to physically
inspect products before purchase, reliance on
digital payment systems, dependence on shipping
and delivery timelines, and trust in the credibility
of sellers and platforms. As a result, factors such as
product reviews, ratings, price comparisons, and
return policies play a substantially more prominent
role in shaping consumer confidence and purchase
decisions in the online environment.
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The COVID-19 pandemic served as a significant
catalyst in accelerating the adoption of online
shopping across all demographic segments, as
consumers turned to digital channels out of
necessity during periods of restricted mobility.
This shift has persisted well beyond the pandemic,
with online shopping now firmly established as a
preferred mode of purchase for categories ranging
from groceries and fashion to electronics and
household goods. E-commerce platforms have

responded by continuously enhancing user
experience through personalized
recommendations, secure payment gateways,

flexible return policies, and faster delivery options
to capture and retain consumer interest.

Despite these advancements, online shopping
continues to present certain challenges that
influence consumer behaviour and satisfaction.
Concerns related to product quality mismatches,
delayed or damaged deliveries, data privacy and
payment security, and the inability to physically
evaluate products before purchase remain
significant barriers for a segment of consumers.
Additionally, varying levels of trust in different e-
commerce platforms and sellers can significantly
affect purchase intention, particularly for high-
value or unfamiliar product categories.
Understanding these behavioural patterns and
concerns is essential for businesses seeking to
design more effective and consumer-centric online
shopping experiences.

Therefore, this study aims to examine consumer
behaviour towards online shopping, with a focus on
shopping frequency, key factors influencing
purchase decisions, trust in payment security, and
the role of return and refund policies. The findings
of this study are expected to provide valuable
insights for e-commerce businesses, marketers, and
researchers in designing strategies that enhance
consumer trust, satisfaction, and long-term loyalty
in the increasingly competitive online retail
environment.

Research Objectives

The primary objective of this study is to examine
consumer behaviour towards online shopping and
identify the key factors influencing purchase

decisions. The study aims to evaluate the frequency
and patterns of online shopping among consumers
across different demographic segments. It seeks to
assess the relative importance of factors such as
price and discounts, product reviews, convenience,
brand trust, and delivery speed in shaping online
purchase decisions. The research also aims to
examine the level of consumer trust in online
payment security and the influence of return and
refund policies on purchase confidence.
Furthermore, the study intends to identify the key
challenges faced by online shoppers and provide
practical recommendations for e-commerce
businesses to enhance consumer trust, satisfaction,
and overall shopping experience.

Research Methodology

This study adopts a descriptive research design to
examine consumer behaviour towards online
shopping. The research is based on both primary
and secondary data. Primary data are collected
through a structured questionnaire administered to
online shoppers across different age groups,
occupational ~ backgrounds, and  shopping
frequency levels. The questionnaire focuses on
various aspects such as frequency of online
shopping, factors influencing purchase decisions,
trust in online payment security, the role of return
and refund policies, and overall satisfaction with
the online shopping experience. Secondary data are
collected from e-commerce industry reports,
marketing journals, books, and credible online
sources related to digital retail and consumer
behaviour.

A convenience sampling technique is employed to
select the respondents, with a sample size of 120
respondents for the purpose of analysis. The
collected data are organized, classified, and
analyzed using statistical tools such as percentage
analysis, mean analysis, and graphical
representations including bar charts and pie charts.
The analysis helps evaluate the patterns and drivers
of online shopping behaviour and identifies the
factors that most significantly influence consumer
purchase decisions and satisfaction. Based on the
findings, appropriate recommendations are
provided to help e-commerce businesses design
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more effective, trustworthy, and consumer-centric
online shopping platforms.

II. REVIEW OF LITERATURE

1. Title: Consumer Behaviour Towards Online
Shopping: An Empirical Study

Authors: Li, N., & Zhang, P. (2002)

Abstract: This study examines the key factors
influencing consumer attitudes and behaviour
towards online shopping, including perceived
usefulness, ease of use, and trust. The authors find
that perceived risk and trust in the online vendor
significantly affect purchase intention. The study
concludes that building consumer trust is essential
for the sustained growth of e-commerce platforms.

2. Title: The Role of Online Reviews in
Consumer Purchase Decisions

Authors: Mudambi, S. M., & Schuff, D. (2010)

Abstract: This research investigates how online
product reviews influence consumer purchase
decisions, focusing on review depth and extremity.
The findings reveal that detailed and moderately
critical reviews are perceived as more helpful and
credible than overly positive ones. The authors
emphasize that review quality plays a critical role
in reducing perceived purchase risk in online
shopping.

3. Title: E-Commerce Adoption and Consumer
Trust: A Study of Online Payment Security

Authors: Pavlou, P. A. (2003)

Abstract: This study examines the role of trust and
perceived risk in consumer acceptance of online
transactions, with particular focus on payment
security. The findings indicate that consumers' trust
in the security of payment systems significantly
predicts their willingness to complete online
transactions. The author concludes that robust
security measures and transparent privacy policies
are essential for building consumer confidence in
e-commerce.

4. Title: Impact of Return Policies on Online
Purchase Intention

Authors: Janakiraman, N., Syrdal, H. A., &
Freling, R. (2016)

Abstract: This research examines how return policy
leniency affects consumer purchase intention and
post-purchase satisfaction in online retail. The
findings indicate that lenient return policies
significantly increase purchase confidence,
particularly for high-involvement or unfamiliar
product categories. The authors conclude that
flexible return and refund policies serve as an
important risk-reduction mechanism for online
shoppers.

5. Title: Understanding Consumer Behaviour
in the Digital Marketplace: An Indian
Perspective

Authors: Bhatt, A. (2014)

Abstract: This study explores the factors
influencing online shopping behaviour among
Indian consumers, focusing on convenience, price
sensitivity, and digital literacy. The findings reveal
that convenience and price competitiveness are the
strongest drivers of online shopping adoption in
India, while concerns over product quality and
delivery reliability remain key barriers. The author
highlights that regional and demographic
variations significantly influence online shopping
behaviour.

III. DATA ANALYSIS & INTERPRETATION

1. Frequency of Online Shopping

Frequency of Online Shopping

Rarely

Weekly
12%

Occasionally

Monthly
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Interpretation: 30% of respondents reported
shopping online on a weekly basis, while 34% shop
monthly, 24% occasionally, and 12% rarely. This
indicates that online shopping has become a regular
and habitual activity for a substantial majority of
consumers surveyed.

Trust in Online Payment Security
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Interpretation: 56% of respondents reported high or
very high trust in online payment security, while
17% expressed low or no trust. This suggests that
while digital payment adoption has matured
considerably, a meaningful segment of consumers
0- remains cautious, highlighting the continued
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Interpretation: Price and discounts emerged as the 4. Impact of Return & Refund Policies

most influential factor, cited by 32% of
respondents, followed by product reviews (24%)
and convenience (21%). Brand trust and delivery
speed, while important, were relatively less
decisive, suggesting that cost-effectiveness and
social proof remain the primary drivers of online
purchase decisions.

Return & Refund Policies Influence Purchase
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Interpretation: A combined 75% of respondents
agreed or strongly agreed that favourable return
and refund policies significantly influence their
decision to purchase online, while only 11%
disagreed. This confirms that flexible return
policies serve as a critical trust and risk-reduction
mechanism in online shopping.
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5. Overall Satisfaction with Online Shopping
Experience

Satisfaction with Online Shopping Experience

Dissatisfied

Very Satisfied Neutral

Satisfied

Interpretation: 74% of respondents reported being
satisfied or very satisfied with their overall online
shopping experience, while only 8% expressed
dissatisfaction. This reflects strong overall
consumer confidence in online retail platforms,
with a small segment identifying areas such as
delivery reliability and product quality consistency
for improvement.

IV. FINDINGS

The findings of the study reveal that online
shopping has become a deeply embedded and
habitual behaviour among consumers, with a
majority shopping online at least monthly. Price
and discounts emerged as the single most
influential factor driving online purchase decisions,
closely followed by product reviews and the
convenience of shopping from home. The study
also found that consumer trust in online payment
security, while generally strong, is not universal,
with a notable segment of respondents expressing
caution regarding the safety of online transactions.

The study further identified return and refund
policies as a critical determinant of purchase
confidence, with a large majority of respondents
indicating that flexible and consumer-friendly
policies significantly encourage them to complete
a purchase, particularly for unfamiliar or higher-
value products. Respondents also highlighted
ongoing concerns related to product quality
mismatches, delivery delays, and data privacy as
factors that occasionally undermine their online

shopping experience. Overall, the findings indicate
that e-commerce platforms offering competitive
pricing, credible reviews, secure payment options,
and lenient return policies are best positioned to
build sustained consumer trust and satisfaction.

V. CONCLUSION

The study concludes that consumer behaviour
towards online shopping is shaped by a
combination of economic, informational, and trust-
related factors. The findings indicate that price and
discounts remain the primary driver of purchase
decisions, while product reviews and convenience
play a substantial supporting role in shaping
consumer choice. Trust in payment security and the
availability of flexible return and refund policies
further reinforce consumer confidence, particularly
when purchasing unfamiliar products or from new
sellers.

The study also concludes that while online
shopping has achieved widespread adoption and
generally high satisfaction levels, persistent
concerns around product quality, delivery
reliability, and data privacy continue to affect a
segment of consumers. These challenges can be
addressed through greater transparency in product
listings, stronger quality assurance mechanisms,
and continued investment in secure and reliable
payment and logistics infrastructure. Overall, the
research demonstrates that e-commerce businesses
adopting a consumer-centric approach, one that
prioritizes value, trust, and convenience, are well
positioned to sustain long-term growth and loyalty
in the evolving digital retail landscape.

VI. FUTURE SCOPE

The scope of this study can be extended in several
directions to develop a more comprehensive
understanding of consumer behaviour towards
online shopping. Future research could incorporate
a larger and more geographically diverse sample to
examine how online shopping behaviour varies
across urban and rural markets, given differing
levels of digital literacy and internet accessibility.
Longitudinal studies tracking changes in consumer
behaviour over time would provide deeper insight
into how evolving technologies, such as voice

Received: 09-12-2025 | Accepted: 18-01-2026 | Published: 24-01-2026

1IDIM, 2026, 5 (1), 1266-1271 | 1270



ISSN: 3068-272X

International Journal of

DATA SCIENCE AND IOT MANAGEMENT SYSTEM

Peer Reviewed, Referred & Indexed Journal
www.ijdim.com

Original Research Paper

commerce, augmented reality try-on features, and
Al-driven personalized recommendations, reshape
the online shopping journey. Further investigation
is also needed into platform-specific behaviour,
comparing consumer trust and satisfaction across
marketplace models, direct-to-consumer brand
websites, and social commerce channels.
Additional  research  could explore the
psychological drivers of impulsive online buying,
the long-term impact of subscription-based and
quick-commerce delivery models on shopping
frequency, and the role of sustainability concerns
in shaping consumer preferences for eco-friendly
packaging and delivery options. Finally, future
studies could examine the effectiveness of
emerging fraud-prevention and data-privacy
measures in further strengthening consumer trust in
online payment systems, an area of growing
importance as digital transaction volumes continue
to rise.
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