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Abstract 

Internet Marketing is undoubtedly a future trend of the market. Internet Marketing is growing in the 

field of apparels and clothing, mobile phones and accessories, household goods and fashion accessories 

in India. Although this trend is still in the early stage of the development in our country but has 

immense potential for the growth in near future. The objective of this study is to determine consumers’ 

attitude towards purchasing through online mediums rather visiting a physical shops and to find out the 

influence of various factors on attitude. Responses of 100 consumers were collected through a survey. 

The outcomes of the study reveals that consumers showed positive behavior intention towards future 

online purchases and their attitude is positively and strongly correlated with their behavioral intention. 

The results also show that the advantages offered in online purchasing have direct influence on 

consumers’ attitude. 
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1. Introduction 

Internet marketing serves as a computer-mediated market where the buyers and sellers can 

access each other and as a medium to manage and execute business activities such as 

marketing, sales and distribution. Internet marketing is any activity conducted online through 

internet technologies and comprises not only website advertising but also other types of 

online activities like Social Media marketing, Affiliate Marketing, Email, etc. 

According to Ngai (2003) [3], internet marketing is the process of building and maintaining 

customer relationships through online activities to facilitate the exchange of ideas, products, 

and services that satisfy the goals of both buyers and sellers. 

Schlosser et al (1999) [1] defined internet advertising as every form of commercial content, 

available through the internet and designed by a company, in order to inform consumers of a 

good or a service. It is an interactive media, has the ability to deliver a huge amount of 

information to end users and is not bound by time and geographic limitations. 

 

Literature Review 

Nowadays, web users are very much aware of marketing activities, they are marketing savvy. 

There is tremendous increase in mobile device usage, broadband access and social 

networking. People are spending more time online as access to the internet has become so 

easy and cheap. Internet marketing is the most exciting and fastest growing field of 

marketing today. The world is becoming more connected than ever before, therefore 

considering these trends and developments, marketers should adopt the better marketing 

strategy. 

Internet marketing is influencing the society and consumer’s purchasing behavior at large 

extent. On one hand, the online marketers enjoying increased ability to search, analyze and 

record target customer preferences, interests and buying behavior and on other hand it allows 

customers to customize their own buying. As the growth continues with higher pace, it would 

be hard to predict the social consequences. Media often reported that intense use of internet 

enhances the risk of alienation, isolation and withdrawal from society but existing evidences 

showed that internet does not isolate people or reduces their social ability; even it enhances 

sociability, the strength of family and friendship relations in all kind of cultures. 

Cetina, Munthiu and Raduliscu (2012) [3] have studied various psychological and social  
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factors that play an important role in shaping and 

influencing virtual consumer behavior. They found that 

Web-experience produces mutations in the human’s mental 

process which affects online buying decision. Nowadays, a 

client is exposed to many heterogeneous variables including 

both endogenous and exogenous. So in order to succeed and 

survive in such a rapidly changing market-place, marketer 

must know everything about their clients or consumers like 

what they need, how they spend their money and time, how 

they work and what they think. They are required to 

understand personal as well as group influences that put 

impact on consumer’s buying decision and also need to 

discover their target market and the way to reach them 

effectively. Therefore, any organization must develop or 

design its social media component considering the 

customers as the vital part of social networking that affects 

organizational online reputation, perception, reliability and 

trust on a certain website. 

Vinerean et al (2013) [7] have studied the effects of social 

media marketing on online consumer behavior and given 

answers to the questions; who are the people interacting 

with one another online and how they are engaged in online 

activities. For this purpose they have observed the online 

activities of number of social media users, identified 

different types of users and segmented these users to 

maximize the impact of online marketing activities. On the 

basis of this study they concluded that manager must be 

aware of the significance of the social media in influencing 

consumer’s online shopping behavior by identifying, 

segmenting and targeting different types of consumers and 

they should also take initiatives in recognizing and fulfilling 

changing needs and interests of the consumers by time in 

order to be successful in long run. 

George (2002) [5] had explained the factors that actually 

affect consumer behavior during online purchase decision. 

He has applied the theory of Planned Behavior to his 

research model and found that consumer’s attitude, prior 

experience of online buying and his intension influence his 

behavior. In further research, he pointed out privacy 

concerns involved in online buying process and observed 

that consumers gain confidence only after some purchases 

made online. Some of the users are conscious regarding 

their privacy and don’t share their private and confidential 

information unless they are confident enough about the firm 

they would like to make online purchases in near future. 

Pitt et al (2002) [6] in his paper “The Internet and the birth of 

real consumer power” discussed the impacts of internet on 

marketing of goods and services and increasing trend of 

consumer power. They observed that internet not only 

allows one-to-one communication among customers but also 

permits one-to-many communication between company and 

its customers that is mass communication. All this happen at 

relatively lower cost than the traditional marketing mediums 

and there is no interdependence of time and distance that 

means a business could run 24x7 all over the world 

independent of geographical boundaries. The internet has 

also empowered the consumers at greater extent as they can 

search their desired products from available alternatives at 

lower price and make purchases anytime, anywhere in the 

world with greater pace, ease and convenience. 

Blattberg and Deighton (1991) [2] addressed the benefits of 

the web and interactive marketing. They observed that the 

unique addressability feature of the web provides a marketer 

an opportunity to create one-to-one relationship with his 

customers. Traditional marketing medium lacks this feature. 

The communication was one-way, that is information 

regarding goods and services could only be disseminated 

from producers to consumers, consumers could not show 

their reactions or responses to the producers. But now, the 

internet marketing has opened the doors for new two-way 

communication between producer and consumer. 

Nowadays, the buyer can put their reviews on producer’s 

website and can access product–related information anytime 

to make a rational decision. The web has given the power 

into consumer’s hand. 
 

Research Methodology 

1. Sources of Data Collection 

a. Tools of Primary Data: In this study a market survey 

was carried out interviewing people running any business 

and customers in Udaipur city. 
 

b. Tools of Secondary Data: Data from various journals, 

articles, newspapers, and websites have been gathered to 

provide the information regarding how different consumers 

make use internet marketing to purchase goods and services 

online. Various published data was collected through books, 

Survey reports, historical records etc. 
 

2. Research method used in present study 

The method used in present study is Survey method. Survey 

method is a descriptive and non-experimental research 

method. It is a technique of collecting data and information 

through asking questions to people who are assumed as 

desired information provider. It is a research method which 

is used for primary data collection based on written or 

verbal communication with a representative sample of 

respondents from the target population. 
 

3. Research Tool 

In present research, Questionnaire has been used to collect 

primary data. The questionnaire for customers was prepared 

with the aim to know their reactions to internet marketing, 

their buying behavior and effect of internet marketing on 

their buying trends. The respondents were requested to fill 

the structured questionnaire by self after explaining the 

various facets mentioned in it. The final questionnaire 

contains both close and open ended questions in a structured 

format. The questionnaire was administered personally to 

elicit relevant information. 
 

4. Sample Size 

The total sample size for this research study is 100 

respondents; who are customers that have done online 

purchasing. Convenience and purposive sampling method is 

used to collect the data. The sample size is fair enough to 

achieve reliable results for the research purpose. 
 

5. Research Objectives 

This research study is done to determine if there is 

relationship between consumer behavior and online 

shopping intention and also to identify the influence of 

various factors on consumers’ behavior towards purchasing 

online. The research objectives are as follows: 

1. To investigate if the advantages offered in online 

purchasing affect consumers’ behavior towards online 

purchase and increase their level of satisfaction. 

2. To determine if previous online purchasing experience 

influence consumers’ behavior towards online 

purchase. 
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3. To examine if the words of persuasion like heavy 

discount offers, shop now, end of season sale affect 

consumers’ behavior towards online purchase. 

4. To determine if there is any influence of online 

advertising on consumers’ shopping trend. 

5. To investigate the importance of various attributes of 

online shopping in online purchasing. 

 

Data Analysis and Findings 

Objective 1: To investigate if the advantages offered in 

online purchasing affect consumers’ behavior towards 

online purchase and their level of satisfaction. 

 

Q.1 What is your level of satisfaction regarding online 

buying of the products? 

 
Table 1.1: Level of Satisfaction regarding online purchasing 

 

S. No. Particulars No. of Responses % of Responses 

1 Satisfied 79 79 % 

2 Neutral 10 10 % 

3 Unsatisfied 11 11 % 

 Total 100 100 % 

 
 

Graph 1.1: Level of Satisfaction regarding online purchasing 

 

Interpretation: 

Out of the 100 respondents, majority of the respondents said 

that they are satisfied with their online buying of the 

products whereas only 11 respondents were not satisfied and 

10 of the total respondents were neutral about the statement. 

Thus the analysis suggests that maximum online buyers are 

satisfied with their online purchasing. 

 

 Q.2 Which attribute increases your level of satisfaction 

of online purchase experience?  

 
Table 1.2: Contribution of different attributes in increasing level of satisfaction of online purchase experience 

 

S. No. Particulars No. of Responses % of Responses 

1 Better quality of product (A) 7 8.86% 

2 On time delivery of product (B) 11 13.92% 

3 Faultless online transaction (C) 6 7.59% 

4 Broad variety of product (D) 20 25.32% 

5 One stop shop (E) 22 27.85% 

6 Good returning policy of defective goods (F) 13 16.46% 

 Total 79* 100 % 

*From the Table-1.1, 79 customers said that they were satisfied with their online buying of the products. 

Note: The particulars of the above table are represented as A, B, C, D, E, and F in Graph-1.2 on horizontal axis. 

 

 
 

Graph 1.2: Contribution of different attributes in increasing level 

of satisfaction of online purchase experience 

 

Interpretation: 

The respondents were asked about the different attributes 

that increases their level of satisfaction regarding online 

buying experience and as the data reveals that “One stop 

shop” attribute of online purchasing platform increases the 

satisfaction level the most (27.85%) among all other 

attributes, then “Broad variety of product” attribute ranked 

2nd with 25.32%, “Good returning policy of defective 

goods” ranked 3rd with approx 16.46%, “On time delivery of 

product” feature ranked 4th with 13.92%, “Better quality of 

product” feature stood on 5th position with approx. 8.86% 

and “Faultless online transaction” attribute of online buying 

ranked last with only 7.59%. Thus one can conclude that 

various attributes plays different role to increase the level of 

satisfaction of the end users and the marketers must identify 

these roles and their importance in raising the satisfaction 

level of their target audience. 

 

Objective 2: To determine if previous online purchasing 

experience influence consumers’ behavior towards online 

purchase. 

 

Q.1 After having positive online buying experience, do 

you intend to continue shopping online? 

 

 
 

Graph 2.1: Opinions regarding intention to continue shopping 

online after having positive online buying experience 

 

Interpretation: 

Customers were requested to show their opinions whether 

they intend to continue online purchasing after positive 

online buying experience; and the figures above show that 

majority of the customers (83%) were in favor of the 

statement, approx. 7% disagreed and only 10% were not 

certain about the statement. Thus, analysis suggests that 
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maximum customers purchase on continuous basis followed 

by their positive online buying experience. 

Objective 3: To examine if the words of persuasion like 

heavy discount offers, shop now, end of season sale affect 

consumers’ behavior towards online purchase. 

 

Q. 1 (i) Do you think your online purchase behavior is 

influenced by words of persuasion like discount offers, 

apply now, shop now? 

 
Table 3.1.1: Response regarding influence of words of persuasion 

on online purchase behavior 
 

S. No. Particular No. of Responses % of Responses 

1 Yes 93 93 % 

2 No 04 4 % 

3 Can’t say 03 3 % 

 Total 100 100 % 

 

 
 

Graph 3.1.1: Response regarding influence of words of persuasion 

on online purchase behavior 

 

Interpretation: 

When the respondents were asked to state that whether their 

online purchase behavior is influenced by words of 

persuasion used in online advertising; maximum 

respondents (93%) agreed with the statement, 4% disagreed 

and only 3% of the respondents were not sure about the 

statement. 

 

(ii) Up to what extent your purchase behavior get 

influenced? 

 
Table 3.1.2: Extent of influence of words of persuasion on online 

purchase behavior 
 

S. No. Particulars No. of Responses % of Responses 

1 10-25 % 15 16.13 % 

2 26-50 % 25 26.88 % 

3 51-75 % 30 32.26 % 

4 More than 75 % 23 24.73 % 

 Total 93* 100 % 

*From the Table-3.1.1, 93% of the respondents agreed that their 

online purchase behavior is influenced by words of persuasion  

 

 
 

Graph 3.1.2: Extent of influence of words of persuasion on online 

purchase behavior 

Interpretation 

As indicated in above table 30 customers who had done 

online purchasing agreed that their purchase behavior get 

influenced up to 51-75%, whereas 25 customers agreed that 

their purchase behavior get influenced up to 26-50%. 

Another 23 customers said that their purchase behavior get 

influenced more than 75% and only 15 customers stated that 

their purchase behavior is influenced nearly 10-25%. The 

above data shows that the purchase behavior of most of the 

customers is influenced by words of persuasion used for 

online marketing of goods or services. 

 

Objective 4: To determine if there is any influence of online 

advertising on consumers’ shopping trend. 

 

Q.1 (i) Does online marketing or advertising influences 

your shopping trend? 

 
Table 4.1.1: Response regarding influence of online marketing on 

general shopping trend of consumers 
 

S. No. Particular No. of Responses % of Responses 

1 Yes 91 91 % 

2 No 9 9 % 

 Total 100 100 % 

 
Graph 4.1.1: Response regarding influence of online marketing on 

general shopping trend of consumers 
 

 
 

Interpretation: 

Customers were requested to give their opinion about the 

influence of online marketing on their shopping trend and it 

is very clear from the above table that maximum 91 

customers agreed with the statement and only 9 customers 

disagreed with the statement that means the shopping trend 

of the respondents get affected by online advertising or 

marketing at great extent. 

 

(ii) Up to what extent your shopping trend get 

influenced? 

 

Table 4.1.2: Extent of influence of online marketing on 

general shopping trend of consumers 
 

S. No. Particulars No. of Responses % of Responses 

1 10-25 % 18 19.78 % 

2 26-50 % 27 29.67 % 

3 51-75 % 33 36.26 % 

4 More than 75 % 13 14.29 % 

 Total 91* 100 % 

*From the Table-4.1.1, 91 customers agreed with the statement that 

there is influence of online marketing on their shopping trend and 

remaining customers denied this view. 
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Graph 4.1.2: Extent of influence of online marketing on 

general shopping trend of consumers 

 

Interpretation: 

From the Table-4.1.1, 91 customers agreed that their 

shopping trend get influenced by online marketing and from 

these 91 customers majority of customers that is 33 

(36.26%) customers said that their behavior get influenced 

up to 51-75%, 27 (29.67%) customers said that their 

behavior get influenced up to 26-50%, 18 (19.78%) 

customers said that their behavior get influenced up to 10-

25% and only 13 (14.29%) customers agreed that their 

behavior is influenced more than 75%. It could be 

concluded that behavior of the customers is certainly get 

influenced by internet marketing practices which are run by 

various business organizations to promote their goods and 

services on online platform. 

 

Objective 5: To investigate the importance of various 

attributes of online shopping in online purchasing. 

Q.1 How important is the following characteristics in 

your online purchasing process? 

M.I.-Most Important, I- Important, N.I.-Not Important 

 

Table 5.1: Importance of various characteristics in online purchasing process 
 

S. No. Characteristics No. of Responses % of Responses 

  M.I. I N.I. Total M.I. I N.I. Total 

1 Brand Loyalty 48 28 24 100 48 28 24 100 % 

2 Customer Feedback 60 31 9 100 60 31 9 100 % 

3 Discount/ Promotion 71 18 11 100 71 18 11 100 % 

4 Payment Option 66 22 12 100 66 22 12 100 % 

5 Service Quality 45 32 23 100 45 32 23 100 % 

 

 
 

Graph 5.1: Importance of various characteristics in online purchasing process 

 

Interpretation 

As the internet marketing offers innovative features in 

comparison to conventional marketing practices, the 

customers were asked to rate each characteristic on different 

scales and from the above table maximum customers (48%) 

rated “Brand Loyalty”-Most Important, 60% of the total 

customers rated “Customer Feedback”- Most Important, 

maximum 71% customers rated “Discount/ Promotion”- 

Most Important, 66% customers rated “Payment Option”- 

Most Important and 45% of the respondents rated “Service 

Quality”- Most Important. Therefore, from the above 

calculation it is very clear that these innovative features of 

internet marketing plays a critical role in online purchasing 

process for buying any goods or availing any service online. 

Conclusion 

Objective 1: As the objective was to investigate whether the 

consumers’ behavior and level of satisfaction get influenced 

by the advantages offered in online purchasing; the data was 

gathered from different respondents and the analysis reveals 

that benefits offered by online purchase mediums certainly 

affects their behavior, because the advantages are more in 

online buying than the conventional purchasing medium and 

thus increases their level of satisfaction too. 

Objective 2: As the objective was to find out whether the 

previous online purchase experience of consumers affects 

their further shopping intentions; the data analysis suggests 

that majority of respondents were agree with this and 

accepted that their past purchasing experience regarding 
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online shopping do influence their future buying consumer 

having good experience like to purchase more online. 

Objective 3: As the objective was to examine whether the 

words of persuasion like heavy discount offers, shop now, 

end of season sale affect consumers’ behavior towards 

online purchase, the observation and analysis shows that the 

words of persuasion affects at large extent, the consumers 

get attracted with these words while surfing on internet and 

want to explore more information displayed in the ads 

having these words of persuasion. 

Objective 4: As the objective was to determine if there is 

any influence of online advertising on consumers’ shopping 

trend, the data analysis reveals that the consumers’ shopping 

trend get affected up to large extent by online advertising. 

They prefer purchasing through mobile apps where various 

offer updates regarding product brand is available rather 

than going to any shop or retail outlet. It has become much 

easier for the customers to buy any product or avail any 

service through online mediums as they remain updated and 

aware of the latest changes. 

Objective 5: As the objective was to investigate the 

importance of various attributes of online shopping in online 

purchasing; the responses were gathered on various 

characteristics of online purchase process and consumers 

were asked to rank them according to their degree of 

importance. The analysis of data states that all the 

characteristics play very critical role in this process and 

majority of respondents marked them as “Most Important” 

feature and they also agreed that while making any purchase 

decision, they focus on each of these characteristics and take 

final decision after a profound evaluation. 

 

Limitations 

 The sample size is relatively small; therefore the 

generalization of the result should be cautioned. 

 Convenience sampling was done in this study, therefore 

selection of a truly random sample is recommended for 

more generalization of findings. 

 Many other factors like prices of goods, brand image, 

website design, mode of payment, merchant 

trustworthiness, consumers’ lifestyle, consumers’ 

demographic profile that could have affected the 

attitudes were not included in this study. 

 Time and resource constraints. 

 Individual responses may be biased at times. 

 The research is not been carried out for the long period 

of time. 
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