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ABSTRACT 

The digital marketplace presents a dynamic landscape where consumer decisions are 

influenced by a multitude of factors. This research explores the core determinants steering e-

shopping choices, drawing from a deep analysis of contemporary online consumer behaviors. 

Key elements highlighted include the role of user experience, merchant’s creditability, 

Security Apprehensions, website dependability, Perceived Risks in Online Shopping, and the 

significance of exchange and return policies. By illuminating these critical drivers, the 

findings provide e-marketers with valuable insights to refine strategies, ensuring enhanced 

consumer engagement and satisfaction in the digital space. 

INTRODUCTION 

The advent of the internet has indelibly transformed the global socio-economic landscape, 

metamorphosing it into a digital tapestry intricately woven with threads of information 

dissemination, service provisioning, and commercial transactions. Central to this digital 

renaissance is the phenomenon of electronic commerce, commonly referred to as e-

commerce, which has emerged as a linchpin redefining conventional business paradigms and 

engendering novel avenues for economic interaction and value creation. 

The ascent of online shopping epitomizes this transformative wave, offering consumers an 

unparalleled pantheon of choices and the convenience of seamless transactions across a 

myriad of digital platforms. As delineated by Shim, Quereshi, and Siegel (2000), e-shopping 

encapsulates the evolving consumer behavior, delineating the shift towards digital channels 

for product discovery, evaluation, and procurement. 

Amidst this burgeoning digital ecosystem, e-marketers find themselves navigating a 

labyrinthine landscape characterized by dynamic consumer preferences, evolving 

technological frameworks, and intensifying competitive pressures. Particularly in India, a 

nation poised at the cusp of a digital revolution, there is an exigent imperative to delineate 

and comprehend the multifaceted facets of online consumer behavior. With an escalating 

trajectory of internet users, spanning the urban metropolises to the hinterland, there emerges 

an emergent need for robust frameworks elucidating the determinants influencing consumer 

propensities towards online transactions, encompassing factors ranging from trust and 

security to user experience and pricing dynamics. 

The transformative potential of e-commerce in India is further accentuated by a confluence of 

factors, including the proliferation of affordable data plans, pervasive mobile connectivity, 

and strategic governmental initiatives such as the Digital India campaign, which collectively 

catalyze the growth trajectory of the digital economy. Reflecting this momentum, empirical 
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data underscores a paradigm shift in consumer preferences, with Google's 2021 statistics 

revealing a burgeoning cohort of 52 million online shoppers in India, a demographic 

characterized by its diversity and propensity for digital engagement. Projections by esteemed 

institutions such as the Indian Institute of e-Commerce augur a promising future, envisaging 

the nation's e-commerce landscape to burgeon into a behemoth, poised to commandeer a 

significant market share in the global digital economy, with segments such as fashion e-

commerce emerging as vanguards of this transformative wave. 

CONSUMER BEHAVIOUR 

Consumer behavior, as articulated by Howard Sheth (1969), encompasses not merely the act 

of decision-making but the entire journey leading up to a purchase. Consumers engage in a 

meticulous evaluation of products, comparing various facets to maximize their satisfaction. 

Building on this, Engel (1969) identified five pivotal elements integral to consumer buying 

behavior: initial inputs, external influences, assimilation of product-related information, 

assessment of company reputation, and the final comparative evaluation before purchase. 

Philip Kotler (2000) further expanded this understanding through his behavior choice model. 

He depicted consumer behavior as a cyclical process encompassing product discovery, 

selection, acquisition, usage, appraisal, and eventual disposal—all orchestrated to meet 

individual needs. In a contemporary context, Khan et al. (2015) underscored the determinants 

influencing online repurchase intentions. Their research pinpointed seven salient factors—

price, convenience, product details, return policies, financial and product risks, and delivery 

concerns—as pivotal to customer satisfaction and subsequent repurchase decisions in the 

digital realm. Their findings accentuated that heightened customer satisfaction not only 

augments company benefits but also mitigates perceived risks associated with online 

repurchasing. Contrasting traditional brick-and-mortar shopping, where consumers can 

physically inspect products, online shopping introduces a myriad of complexities. The 

interplay of internal perceptions and external influences creates a multifaceted landscape, 

shaping consumers' perceptions of both products and e-commerce entities. 

Recognizing the intricacies of online consumer behavior is paramount for e-marketers. By 

discerning the variables influencing online purchasing decisions, marketers can adeptly tailor 

strategies to attract new customers and fortify relationships with existing ones. This study 

aspires to illuminate the myriad factors underpinning online consumer behavior, offering e-

marketers invaluable insights and strategies to navigate the dynamic digital marketplace 

effectively. 

FACTORS AFFECTING ONLINE BUYING BEHAVIOUR 

Extensive research has delved into the online shopping behavior of consumers, uncovering 

numerous factors that shape their actions in the digital marketplace. Zheng (2006) explored 

this domain and pinpointed five primary influences: the external environment, demographic 

factors, personal attributes, product attributes, and the quality of the website. These 

determinants collectively mold an individual's attitude towards online shopping, subsequently 

influencing their inclination and decision to make purchases in the virtual realm. 

Consumers' Online Shopping Attitudes and Behavior (Li & Zhang, 2002) 



National Research Journal of Banking and Finance Management        ISSN No: 2349-6762 

Volume No: 10, Issue No: 2, Year: 2023 (July -December)  Peer Reviewed & Refereed Journal 

PP: 39-52  National Research Journal  

Published By: National Press Associates  Page 41 

Website: www.npajournals.org 

 

 

 

 

 

 

 

Numerous studies, both in India and globally, have sought to identify the determinants 

influencing consumers' online shopping behavior. Key factors identified include convenience, 

trustworthiness, security, time efficiency, enjoyment, and privacy. The allure of online 

shopping often lies in its promise of enhanced convenience—both in terms of time and cost 

savings—competitive pricing, comprehensive product information, and an expansive range of 

choices. Živilė Baubonienė and Gintarė Gulevičiūtė (2015) underscored convenience, 

simplicity, and cost-effectiveness as pivotal factors driving online shopping preferences. 

In delineating the buyer's decision-making process, an intricate model integrates various 

external factors, encompassing demographics, personal attributes, cultural nuances, socio-

economic variables, and legal and environmental considerations, as uncontrollable 

determinants that transcend individual influence. Concurrently, the online shopping 

experience, encapsulating web usability and interface design, emerges as a salient 

controllable factor wielded by marketers to steer consumer purchase decisions in the digital 

landscape. 

To cater to consumers' growing demand for autonomy and convenience, online retailers must 

craft streamlined systems that empower shoppers to effortlessly locate desired items, obtain 

comprehensive product information, and swiftly finalize purchase decisions. This discourse 

elucidates the pivotal factors influencing online consumer behavior. 

MERCHANT'S CREDIBILITY 

In the realm of business-to-consumer e-commerce, trust emerges as a cornerstone for success. 

Internet-based shopping, being a nascent commercial avenue, inherently harbors greater 

uncertainties and perceived risks compared to its traditional counterpart. The virtual milieu 

denies consumers the tangible experience of assessing product quality firsthand before 

committing to a purchase. 

Evidence underscores that trust deficits frequently dissuade consumers from patronizing 

online platforms. A study spanning 56 nations revealed that a significant proportion of 

respondents exhibited a preference for brick-and-mortar establishments, attributing their 

reluctance to the perceived vulnerabilities intrinsic to online transactions (IPSOS Open 

Thinking Exchange, 2012). Consequently, it behooves e-tailers to bolster their credibility by 

furnishing essential contact details—such as physical address, contact numbers, and 

transparent return policies—to instill confidence among prospective buyers (Lohse and 

Spiller, 1998). 
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Further amplifying this discourse, Jarvenpaa, Tractinsky, and Vitale (2000) elucidated a 

salient correlation between consumers' trust in e-stores and their perceptions regarding the 

store's reputation and magnitude. Their findings underscored that heightened consumer trust 

could attenuate perceived risks associated with online shopping, thereby cultivating favorable 

dispositions towards specific e-retailers and fostering a heightened propensity to transact with 

them. 

(An Integrative Model of Consumer Trust in Internet Shopping; Cheung & Lee, 2006) 

Cheung and Lee (2006) emphasized the pivotal role of an e-retailer's trustworthiness in 

influencing consumer purchasing decisions. They further argued that cultivating trust is not 

merely a passive endeavor; proactive strategies are essential for e-retailers to enhance the 

overall online shopping experience. Such strategies, they believed, would not only boost 

immediate sales but also foster long-term customer loyalty in the competitive digital 

landscape. 

In a comprehensive study by Mohammed (2014) on determinants of online shopping 

intentions, three pivotal factors emerged: the perceived utility of the website, perceived risks 

associated with online transactions, and the foundational element of trust. These elements 

highlight the need for user-friendly interfaces, secure transaction systems, and transparent 

business practices in the digital marketplace. 

SECURITY APPREHENSIONS 

A salient concern influencing online shopping is the paramount issue of security. Consumers 

navigating online platforms harbor apprehensions about the safety and confidentiality of 

transmitting sensitive personal and financial data, such as credit card information. Instances 

of subpar online experiences, product discrepancies, and transactional failures have been 

reported as significant impediments to online shopping (Rakuten, 2010). The specter of 

identity theft looms large, diminishing the overall online shopping experience. Such concerns 

often deter consumers from divulging personal details on e-commerce platforms, 

apprehensive of potential misuse. Notably, a survey by American Express Digital Payment in 

2016 revealed that nearly 48% of respondents had encountered payment-related frauds. 
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Malhotra, Kim, and Agarwal accentuated that security remains a paramount concern for 

online consumers, given the inherent risks associated with digital transactions. 

WEBSITE DEPENDABILITY 

The perceived reliability of an e-commerce website holds considerable sway over consumer 

purchase decisions (Parasuraman et al., 1988). Wolfinbarger and Gilly (2003) corroborated 

this viewpoint, asserting that website reliability, coupled with design, privacy, and security, 

significantly influences consumer attitudes toward online shopping. Echoing this sentiment, 

Vijayasarathy and Jones (2000) posited that website reliability serves as a barometer for 

consumer expectations regarding the timely delivery of purchased products.  

Given that consumers prioritize receiving products that align with online representations and 

specifications, it becomes imperative for e-marketers to uphold their commitments regarding 

product delivery and accuracy. Timely deliveries and transparent billing practices are pivotal 

in establishing website reliability (Syed, Zaharah, Hishamuddin, & Nilufar, 2008). Lee et al. 

(2016) further enriched this discourse, elucidating that the caliber of an online seller's website 

exerts a tangible influence on consumers' recurrent online purchasing intentions. 

  

Model for customers’ satisfaction to re-purchase intention in online stores (Khan, Liang, & 

Shahzad, 2015): 

The credibility of an e-commerce platform is intricately linked to the accuracy and reliability 

of the information it presents. When consumers perceive the information on a website as 

trustworthy, they are more inclined to make a purchase. Conversely, doubts about the 

veracity of the information can deter potential buyers. Bacharach & Gambetta (2003) termed 

these elements as "trust-warranting properties," underscoring their pivotal role in shaping 

consumer behavior. E-marketers must, therefore, meticulously curate their online content, 

ensuring comprehensive information that addresses consumer queries and mitigates perceived 

risks associated with online shopping. 

Nielsen et al. (2000) echoed this sentiment, emphasizing that detailed product descriptions 

foster consumer trust. However, an overload of information can backfire, rendering websites 

cluttered and potentially misleading (Sundar, Hasser, Kalyanaraman, & Brown, 2003). 

Hence, the quality and relevance of information on a website significantly influence 

consumers' perceptions of its reliability (Shergil & Chen, 2005), underscoring the imperative 

for e-marketers to align website content with consumer expectations. 
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WEB EXPERIENCE 

Beyond information accuracy, the overall web experience plays a pivotal role in influencing 

online purchase decisions. Defined as the consumer's holistic perception of an online entity 

(Watchfire Whitepaper Series, 2000), web experience is shaped by myriad factors, including 

website design, information clarity, user-friendliness, and navigational ease. Constantinides 

(2002) posited that the web experience serves as the interface between consumers and online 

platforms, serving as a conduit for interaction and transaction. 

However, the significance of web experience is dual-edged. While a positive experience can 

foster consumer trust and loyalty (Ajzen, 1991), a subpar experience can precipitate 

transactional abandonment. Notably, Cockburn and McKenzie (2001) observed that 

consumers often exhibit fleeting engagement with websites, with the majority spending 

minimal time on individual sites. In an age where user expectations are continually evolving, 

the benchmark for a satisfactory web experience is continuously shifting. This underscores 

the imperative for e-commerce platforms to remain agile and responsive, adapting to 

emerging trends and consumer preferences. Ultimately, the ability to consistently deliver 

exceptional web experiences will be a defining factor in determining the long-term success 

and viability of e-commerce ventures in an increasingly competitive digital marketplace. 

Further enriching this discourse, L. Gao and X. Bai (2013) explored the influence of website 

atmospheric cues—specifically informativeness, effectiveness, and entertainment—on 

consumer engagement and purchase intentions. Their findings underscored the profound 

impact of these cues on enhancing consumer flow, thereby influencing purchase intentions 

and overall satisfaction. 

  

Conceptual model of effects of website atmospherics; L. Gao, X. Bai (2013) 

Websites that excel in delivering a superior web experience are meticulously crafted to not 

only address customer needs but also facilitate intuitive navigation and exploration. Research 

by the Dieringer Research Group highlighted that a significant portion of online users 

abandon their shopping carts due to unfavorable website experiences. Therefore, websites 

serve as crucial touchpoints for customer service initiatives by e-marketers. 
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It is paramount for e-marketers to approach website design with a creative lens, ensuring that 

information is presented in an engaging and impactful manner (Vrechopoulos et al., 2000). 

Furthermore, e-marketers must perceive web experience as a fluid and evolving domain, 

rather than a static entity. The ever-changing dynamics of the digital marketplace, coupled 

with evolving customer technographics and technological advancements, offer e-marketers a 

plethora of innovative tools and strategies to continually enhance the online experience for 

their customers (Constantinides, 2004). 

PERCEIVED RISKS IN ONLINE SHOPPING 

When contemplating an online purchase, consumers often weigh various potential risks 

associated with e-commerce transactions. Predominantly, research consistently underscores 

the paramount importance of safeguarding personal information privacy on a company's 

website as a primary concern for consumers (Bellman et al., 1999). 

Online shopping is fraught with multiple risk dimensions, encompassing financial 

vulnerabilities, uncertainties about product authenticity, and potential data breaches (Sinha 

and Kim, 2012). Since the inception of e-commerce, financial risk, particularly the peril of 

compromising credit card details during online transactions, has persistently deterred many 

potential online shoppers (Bhatnagar, Misra & Rao, 2000). 

 

Additionally, there's a tangible apprehension among e-shoppers regarding product 

discrepancies. Given the absence of physical product inspection in virtual shopping 

environments, consumers heavily rely on the accuracy of product descriptions provided by e-

retailers. Any disparities between the received product and its online depiction not only result 

in tangible inconvenience but also significantly undermine consumer trust and confidence in 

online shopping platforms. 

RETURNS AND REFUNDS IN ONLINE SHOPPING 

The return and refund policies implemented by e-commerce companies significantly 

influence the purchasing decisions of online consumers. Given the virtual nature of online 

shopping, customers often rely solely on product descriptions and images, making them 

vulnerable to receiving items that differ from their expectations or orders. 
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Pappas (2016) highlighted three primary risks e-shoppers face in the online realm: 

discrepancies between received products and expectations, potential challenges with e-

marketer customer service, and concerns regarding personal safety in digital transactions. 

Effective customer service, encompassing prompt complaint resolution and efficient 

information dissemination, plays a pivotal role in mitigating these risks (Shergil, G.S., and 

Chen, Z., 2005). 

Research by Davis, Hagerty, and Gerstner (1998) across numerous e-commerce platforms 

elucidated that return policies, particularly stipulations concerning exchanges versus cash 

refunds and the timeframe for returns, significantly influence consumer perceptions and 

purchasing behaviors. To assuage consumer apprehensions and foster trust, it is imperative 

for e-marketers to articulate clear and comprehensive return and refund policies on their 

websites. 

 

Meta-analysis model; Davis, Hagerty, & Gerstner (1998) 

Both Poel and Leunis (1999) and Greatorex and Mitchell (1994) underscored the pivotal role 

of transparent return policies in diminishing perceived risks associated with online shopping. 

While these policies are instrumental in driving sales, they concurrently introduce additional 

costs for companies due to increased return volumes. 

Furthermore, Petersen and Kumar (2009) elucidated that the clarity and generosity of a 

company's return policies directly impact a potential customer's pre-purchase deliberations, 

further emphasizing the strategic importance of well-defined and customer-centric return and 

refund frameworks in e-commerce. 

Implications for E-Marketers in Addressing Factors Affecting Consumers' Online 

Buying Behaviour 

For e-marketers, delving into the complexities of online consumer behavior reveals a 

multifaceted approach to influences and considerations. At the forefront lies the need to 

deeply grasp consumer psychology; only by understanding the intricate interplay of attitudes, 

motivations, and perceptions can marketers develop strategies that truly engage and resonate. 

This underscores the criticality of personalization, where harnessing the power of advanced 

analytics becomes essential. By leveraging data-driven insights, e-marketers can tailor and 
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refine shopping experiences, presenting consumers with offerings and interactions that feel 

intuitively relevant and personalized. 

Yet, in the digital era, where face-to-face interactions are often supplanted by digital 

interfaces, the essence of trust assumes heightened significance. Consumers, acutely aware of 

the potential vulnerabilities inherent in online transactions, seek reassurances. Therefore, e-

marketers must prioritize and showcase robust security measures, transparent data handling 

protocols, and dependable customer support mechanisms. These elements collectively serve 

to construct a fortified foundation of trust, encouraging consumers to navigate the online 

shopping journey with confidence. 

Moreover, the digital storefront—the website—stands as a pivotal touchpoint in the consumer 

journey. Its design, functionality, and user experience can either catalyze conversions or 

precipitate abandonment. Hence, e-marketers must meticulously optimize website designs, 

ensuring intuitive navigation pathways, streamlined user interfaces, and swift load times. 

Such enhancements not only elevate the user experience but also fortify the brand's digital 

presence, distinguishing it amidst a sea of competitors. 

Additionally, as consumers venture further into the digital shopping realm, the specter of 

post-purchase uncertainties looms. E-marketers must thus proactively address these concerns, 

elucidating transparent return and refund policies. By demystifying these processes and 

presenting them prominently, e-marketers can assuage consumer apprehensions, fostering a 

sense of security and recourse. 

Beyond these foundational elements, the role of content and community-driven insights 

cannot be understated. E-marketers should champion the creation of compelling, informative 

content, guiding consumers through their decision-making journey. Simultaneously, 

cultivating a vibrant community where consumers freely share product reviews, insights, and 

experiences can forge deeper connections, amplifying trust and brand advocacy. 

Furthermore, as the digital landscape continues its inexorable evolution, e-marketers must 

remain at the vanguard of technological advancements. Exploring and integrating 

innovations—be it augmented reality for immersive product experiences or AI-driven 

chatbots for real-time assistance—can further elevate the online shopping milieu, offering 

consumers novel, enriching interactions. Lastly, in our increasingly globalized world, the 

imperative for e-marketers to embrace cultural sensitivity and localization strategies becomes 

paramount. Recognizing the diverse cultural tapestries of their audience and tailoring 

strategies accordingly can imbue campaigns with authenticity and resonance, bridging 

cultural divides and fostering inclusivity. 

Thus e-marketers embarking on the journey to influence and shape online consumer behavior 

must adopt a multifaceted, consumer-centric approach. By intertwining technological acumen 

with empathetic understanding, and by continuously iterating based on evolving consumer 

dynamics, e-marketers can navigate the digital landscape with finesse, cultivating enduring 

relationships and driving sustained growth. 
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CONCLUSION 

From a comprehensive theoretical perspective, it becomes evident that the online purchasing 

behavior of consumers is not merely a linear process but rather a multifaceted interplay of 

diverse elements. At the core of this decision-making process lie intrinsic factors such as 

attitudes, learning mechanisms, perceptions, motivations, and self-image. Concurrently, a 

myriad of extrinsic elements, encompassing demographic characteristics, socio-economic 

backgrounds, technological influences, cultural nuances, sub-cultural affiliations, reference 

group dynamics, and marketing strategies, further shape and mold consumers' online buying 

decisions. 

Moreover, consumers employ a series of evaluative filters to sift through the vast array of 

available information. Key among these filtering criteria are concerns related to security, 

privacy, and the perceived trustworthiness of online platforms. Additionally, the efficacy and 

intuitiveness of website design, seamless navigation experiences, the comprehensiveness and 

clarity of product information, website reliability, perceived transactional risks, and the 

intricacies of return and refund policies collectively contribute to shaping consumers' online 

purchasing behaviors. 

As we look ahead, it is imperative for future research endeavors to delve deeper into the 

nuanced interactions and relationships among these multifarious factors. Potential areas of 

exploration could encompass the influence of product reviews on return policies, intricate 

interactions between various influencing elements, and the dynamic evolution of consumer 

behaviors in response to changing market dynamics and technological advancements. Such 

insights would not only enrich our theoretical understanding but also equip businesses with 

actionable intelligence to optimize their online platforms and strategies in alignment with 

evolving consumer preferences and expectations. 
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