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Abstract

Consumer sentiments can provide a challenge and provide an opportunity for a marketer. By
neglecting customer sentiments when creating a marketing plan, marketing campaigns of
such products and services are doomed to failure. While awareness-based marketers use their
knowledge of customer attitudes to anticipate consumer behaviour, perceptive marketers use
this information to shape attitudes in a way that influences consumers' decisions. Skilled
marketers have a good grasp of how to separate beliefs, attitudes, and actions in order to

implement a marketing strategy that takes advantage of all three.
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Introduction

e-commerce has grown rapidly from the early years thanks to the internet. In the majority of
circles on the Internet, the fact that online transactions are increasing at a fast pace, such as
Business-to-Consumer (B2C) transactions, is widely known. 1.66 billion people worldwide
use the internet to buy products. The 2.3 trillion U.S. dollars in worldwide e-retail sales
occurred in the same year, and these figures are projected to reach 4.48 trillion U.S. dollars
by 2021. A.C. Nielsen (2007) found that over 627 million individuals had bought online
across the globe. books came in first, followed by videos/DVDs/games, plane
tickets/reservations, and clothing/accessories/shoes (20 percent ). More than 605 million
people were online in 2002, making about 10% of the world's population. The majority of the
study has focused on the global internet purchasing. Yet, deeper study is still needed in
emerging nations such as India with regards to internet retail purchasing behaviour. Although
both established and new companies use the Internet as a sales channel for their goods and

1 © ITMTARC



INTERNATIONAL JOURNAL OF MERGING TECHNOLOGY AND ADVANCED RESEARCH IN COMPUTING

IIMTARC — VOLUME — IV — ISSUE - 14 — June 2016 ISSN: 2320-1363

services, established and new businesses are increasingly making use of the Internet in
contrast to conventional channels (for example Dell computer, Amazon.com, in the world
and jobstreet.com, rediff.com). There is a vast research gap between nations, particularly
between rich and poor countries, which may vary substantially across countries (Dewan and
Kraemer, 2000; Clarke, 2001). The reports by Shore (1998) and Stiglitz (1998) state that in
every nation, different social, cultural, economic, legal, and political contexts affect
information system deployment. The conclusions of developed country studies are not
immediately applicable to underdeveloped nations, as stated by dewan and Kraemer (2000)
and Clarke (2001). To ensure non-transferability of results from research in developed
nations like India, China, Brazil, and other countries, and to get a better knowledge of the
factors influencing internet purchasing in developing countries, this study is necessary.
Teenage marketers who use the internet for online purchasing have a tremendous
opportunity. In marketing terminology, a person's overall opinion of a product or service over
time is referred to as an attitude. A personal motivation is fulfilled when someone adopts an
attitude; and at the same time, a change in consumer purchasing and buying behaviours is
created. To make a distinction between attitude and intention, Dr. Perner (2010) describes
attitude as a composite of beliefs, emotions, and behavioural intentions to one's target within
the framework of marketing. A customer may have any number of emotions or beliefs about
a product or service, ranging from negative to positive. The behaviour of the customer is

described in terms of the beliefs or feelings that consumers have with regard to the item.

Shergill and Chen (2005) found that website design features are among the top impacts on
consumers' views while making online purchases. In addition, it was discovered that when
Internet usage grows, it offers an excellent opportunity for E-marketers. When the E-
marketers discover the many aspects which influence online consumers' behaviour, they will
be able to form effective marketing plans which enable them to get new clients while keeping
their existing customers. The knight, Ranganthan, and the gardener, Ganapathy (2002), In
order to better understand the complex topic of online buying, it had surveyed 250 Internet
users and used this information to discover four main characteristics of online shopping:

websites, information content, design, and security and privacy. After exploring several
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factors that influence purchase intent, they found that although all of these characteristics
influence purchase intent, security and privacy will have a larger effect on the purchase intent
of online customers. Attractive web design improves the target audience's reach, as argued by
Turban et al. (2002). He said that since client retention is crucial to the overall financial
health of any company, staying online is critical to the long-term success of online

businesses.

Conclusion

The website design presents a functional, appealing user interface to consumers, and
customers will visit the site more frequently and stay longer with beautiful websites, as
shown by Kin and Lee (2002). (Shaw et al., 2000). For the purposes of this research, it was
discovered that the effectiveness of good website design is important for online purchasing.
Commitment is a significant element when it comes to internet purchasing, and The paper
went on to argue that the Internet is playing an increasingly important role in the lifestyles of
urban dwellers. In the modern day and age, individuals have had to turn to the Internet to
make their shopping easier due to it being a more convenient way to shop. Vijayasarathy and
Jones (2000), Consumers' views of commitment are strongly linked to risk, since it represents
customers' opinions of merchants' ability to fulfil their commitments. According to this study,
attitude toward online buying was affected by perceived risk as well as intention to purchase
online. Online customers seem to desire timely and correct orders of goods they've
purchased, which merchants are supposed to provide, and they believe they will be charged
correctly. Thus, as trustworthy internet service providers, they must provide the services that
they offer in the time frames stated (van Riel et al., 2003). The research by Mayer et al.,
(1995), Hoffman et al., (1999), and many others have shown that trust and customer
motivation are closely linked. Studies have shown that when consumers have a high degree
of trust, they respond favourably to attitudes and actions (Anderson and Narus, 1990). The
level of trust consumers have in an online shop may be viewed of as trust they have in the

store directly. Ying (2006) studied online purchasing behaviour over many shopping sessions
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in his research, "Essay on modelling consumer behaviour in online buying settings.” For
many e-commerce websites, shopping cart abandonment is the issue. He conducted an
experiment to discover abandoned shopping carts when buying online for groceries. For
example, he came up with a model that factors in the choices involving the cart, order, and
buy quantity. It is empirically shown that uncollected shopping carts do not have a
detrimental effect on sales. Customers have an unconscious tendency to return abandoned
carts to their proper places and finish the transactions. Time passed since the last visit, the
amount of goods left in the abandoned cart, and advertising intensity all encourage consumers
to quit shopping. Important management implications on how to minimise cart abandonment
are shown in the research. Precious treasure (2006) Factors relevant to the decision-making
process of consumers include their qualities, situations, products, and prior online purchasing
experiences. The concept is directly relevant to online buying since it incorporates exogenous
variables adjacent to the fundamental drivers of customers' perception and desire to utilise a
technology. Understanding consumer intents to buy on the Internet is made possible via the
many ways in which customers are affected and influenced by factors beyond their control.
We may see Online shopping features as consisting of consumers' perceptions of functional
and utilitarian dimensions, like "ease of use" and "usefulness”, or their perceptions of

emotional and hedonic dimensions, like "enjoyment."
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