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Abstract 

Online transactions are increasing at a 

fast pace. The city of Chennai ranked 6
th

 in the 

country with 0.694% of the population, has the 

potential of further increases in online 

transactions. With a view to understanding and 

estimating the online transactions in Chennai, a 

simple Random Sampling has been carried out with 

100 Respondents. Identifying the demographic 

details of the Respondents, the study has attempted 

to analyze their preferred sites of purchase, the 

frequency of purchase, the variety of purchase and 

the level of satisfaction of the Respondents. 

Findings show that more women than men indulge 

in online purchases. The Respondents are mostly 

30 years and above in age. The Respondents are 

educated at least till school level and are from the 

Rs. 3 lakhs and above income bracket. The study 

also shows that the level of satisfaction of the 

Respondents ranges from good to excellent.   

Keywords: Customer Satisfaction, Online 

Purchases, Food Stuff and Groceries, Textiles, 

Electronic Goods. 

 

 

 

 

I. INTRODUCTION 

The fast paced development of technology 

and the use of the internet have had a strong effect 

on the manner in which people market for goods. 

The fashion of the day is to indulge in the most 

popular approach of doing business online both for 

tradesmen, as well as, the customers. The process 

of directly buying goods and services from those 

sellers in an interactive manner is the crux of online 

shopping. The process is implemented without 

intermediaries. People, who are in need of articles 

and items for daily or continued use, surf the 

internet for this purpose. The advantage is that 

shoppers can view the items of their choice 

ensconced comfortably in their homes and in front 

of their computers. This fast growing phenomenon 

is seeing rapid increases in the number of 

consumers who shop online to buy what they need. 

Many a time people browse for enjoyment as an 

alternative to window shopping and also for future 

reference. There is increased activity in the online 

shopping environment and the relationship between 

consumers and the preferred markets. 

The choice of articles of purchase is 

mainly based on the cyber space appearances of 

such items through advertised clips, photos and 

other images and not exactly on the actual 
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experience of seeing or touching the product. It has 

been estimated that there are more than 1.8 billion 

internet users going through this global 

phenomenon of internet purchase. Apart from 

being just another avenue for selling products, the 

online shopping process has become an all 

important channel to identify prospective 

customers as also their continued relationship. It 

can be said that online shopping experience is a 

convenient way of buying and selling that allows 

the consumers to save, time and energy and gives 

the opportunity to the sellers to get at customer 

preferences etc.  

Research Question 

The online marketing, in spite, of having 

secured great importance has the lacunae of many a 

fraud and scam, with cheating activities that have 

brought in an atmosphere of doubt and 

fearsomeness in the minds of the consumers. Hence 

it is imperative to study the area of online shopping 

from the view point of consumer satisfaction and 

attitude and to analyze the factors that influence 

people towards online shopping. This process will 

also help the marketers to innovate and implement 

new strategies in this area of online buying and 

selling.   

Review of Literature    

Rashed Al Karim (2013), has studied the 

online shopping customers’ satisfaction and has 

investigated the major reasons that motivate 

customers along with their inhibitions using the 

Kotlers and Killers Five Stage Buying Process 

Model. It has been found that customers use the 

internet to purchase products online because it is 

convenient, saves time, has information available 

and the ease of use of websites, payment security 

as also personal privacy that are a part of online 

buying. It has also been said that there are some 

anxieties regarding the privacy and security of 

online payment systems. Recommendations have 

been made to the retailers to put in initiatives to 

make online shopping more admirable and 

trustworthy. 

Statistics show that international sales has 

risen over 30% giving revenue of $433 billion. It is 

also seen that the largest shopping online is on 

Singles Day which in the State of Alabama alone 

touched $9.3 billion in 2014.  

It has been found that in the Nielsen 

company survey conducted in 2010 that more than 

27000 internet users are prone to online shopping 

from Asia Pacific, Europe, Middle East, North 

America and South America spread over 55 

markets. The survey shows electronics to be the 

major attraction (57%), with 40% of online 

shoppers indicating that they would never buy 

electronics without consulting online reviews first. 

It has also been found that 90% of all purchases are 

influenced by the social media. 

The Ecommerce News has reported that 

consumers across the globe expect an experience 

that gives a lot from online shopping and has 

enumerated what holds them back from buying 

more online. Having online retailers at their finger 

tips, consumers exercise their choice. If one online 

store does not come up to their expectations, they 

go to the competitor to select a better choice.  

The Dyn, a cloud based internet 

performance company has made a survey of more 

than 1400 consumers spanning 11 countries that 

include North America, Europe, Middle East and 

Asia in which it has been stated that there will be 

85% of global respondents who will buy more 

online then what they did in the previous year. One 

other recommendation that emanated from these 

studies is that online retailers should improve 

website speed and allay fears of security for growth 

and development of online buying.  

It has been estimated that there are 224.1 

million online customers in India in 2018 and this 
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is likely to go up to 279.6 million in 2019 and 

329.1 million in 2020. (www.statista.com) 

The World Population Review shows that 

there are 4.9 million people in Chennai and they 

form 0.694% of the population of India with the 

Rank of 6
th

 most populous city in the country. 

Methodology 

This research is descriptive in nature 

giving the characteristics of specific individuals 

regarding their preferences for online shopping. 

This study is a part of the characteristics that refer 

to individual groups and hence are examples of the 

Descriptive Research Methodology. 

Sample Size 

A simple Random sampling has been 

carried out in the city of Chennai with a sample 

size of 100 consisting of both women and men 

from among the total online consumer numbers in 

Chennai, which is indefinite.  

Sample Design 

With a definite plan for obtaining answers 

from the sample in the given population, the 

researcher has adopted the method of selecting 

items for the sample based on convenience 

sampling. 

Data Collection 

The Data has been collected through 

questionnaires and telephonic interviews and the 

analyses have been done using the simple 

percentage analyses and ranking analyses. 

II. OBJECTIVES  

1. To identify the levels of satisfaction of 

customers for online purchases. 

2. To understand customer preferences and 

priorities in online purchases. 

3. To study consumers’ satisfaction levels for 

services available for online shopping. 

Limitations of Study  

 The study is confined to the city of Chennai. 

 The study is confined to consumer satisfaction 

and attitude of online shoppers only. 

 The study is based on primary data collected 

through questionnaires and telephonic 

interviews from the respondents and hence 

may contain personal biases. 

Analyses and Interpretation 

The following demographic independent 

variables have been taken for analysis along with 

dependent variables of customer satisfaction, 

experience and preferences. The Data have been 

analyzed using the statistical tool of Percentage and 

are presented in the following Tables.  

Table – I Gender 

MEN WOMEN TOTAL % 

36 64 100 

 

Table – I shows the Respondents Gender 

as 36% men and 64% women. 

Table – II Age 

UPTO 20 yrs. 20 yrs. – 30 yrs. 30 yrs. – 40 yrs. 40 yrs. – 50 yrs. ABOVE 50 YRS. TOTAL % 

2 21 34 23 20 100 

Table – II shows the Respondents Age as Upto 20 yrs. (2%), 20 yrs. – 30 yrs. (21%). 30 yrs. – 40 yrs. 

(34%), 40 yrs. – 50 yrs. (23%), Above 50 yrs. (20%).  

Table – III Income 

UPTO  

Rs. 1 lakh 

Rs. 1 lakh –  

Rs. 3lakhs 

Rs. 3 lakhs –  

Rs. 5 lakhs 

Rs. 5 lakhs –  

Rs. 10 lakhs 

ABOVE  

Rs. 10 lakhs 
TOTAL % 

8 14 29 28 21 100 

Table – III shows the Respondents Income as Upto Rs.1 lakh (8%), Rs.1 lakh – Rs. 3 lakhs (14%), Rs.3 

lakhs – Rs. 5 lakhs (29%), Rs. 5 lakhs – Rs. 10 lakhs (28%), and Above Rs. 10 lakhs (21%). 

 

http://www.statista.com/
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Table – IV Profile 

Student Salaried Business Home -maker Retired Total % 

4 44 18 29 5 100 

Table – IV shows the Respondents Profile as Student (4%), Salaried (44%), Business (18%), Home-

maker (29%), Retired (5%). 

Table – V Education 

School College Technical Professional Other Total % 

17 43 19 18 3 100 

Table – V shows the Respondents Education as School (17%), College (43%), Technical (19%), 

Professional (18%), Other (3%). 

Table – VI Shopping Needs 

Food items Groceries Electronics Textiles Others 

57 % 82 % 31 % 68 % 47 % 

Table – VI shows the Respondents Shopping Needs as Food Items (57%), Groceries (82%), Electronics 

(31%), Textiles (68%), Others (47%). 

Table – VII Shopping Sites 

Big basket Amazon E bay Flipkart Others 

65 % 73 % 49 % 68 % 47 % 

Table – VII shows the Respondents Shopping Sites as Big-Basket (65%), Amazon (73%), E Bay 

(49%), Flipkart (68%), Others (47%). 

Table – VIII Online Shopping Satisfaction 

EXCELLENT VERY GOOD GOOD SATISFACTORY BAD 

42 % 24 % 15 % 17 % 2 % 

Table – VIII shows the Respondents Online Shopping Satisfaction as Excellent (42%), Very Good 

(24%), Good (15%), Satisfactory (17%), Bad (2%). 

Table – IX Preferred Mode of Payment 

Credit card Debit card Cash on delivery Bank transfer Emi Total % 

64 14 12 4 6 100 

Table – IX shows the Respondents Preferred Mode of Payment as Credit Card (64%), Debit Card 

(14%), Cash on Delivery (12%), Bank Transfer (4%), and EMI (6%). 

Table – X Frequency of Shopping Online 

Everyday Once a week More than once a week Once a month Irregular Total 

18 22 31 16 13 100 

Table – X shows the Respondents Frequency of Shopping as Everyday (18%), Once a Week (22%), 

and More Than Once a Week (31%), Once a Month (16%), Irregular (13%). 

III. FINDINGS 

 There are more women (64%) than men (36%) 

indulging in online shopping. 

 A majority of online shoppers in Chennai are 

above the age of 30 years at 77%. 

 The taxable income brackets of Rs. 3 lakhs and 

above (78%) is the majority of online shoppers 

in Chennai. 

 Most of the online shoppers are salaried or 

business income (62%) and the remaining 

students, home-maker and retired (38%). 

 The majority of online shopper’s educational 

level is at college level (43%) followed by 

technical (19%), professional (18%), school 

(17%) and other (3%). 

 The most favorite items online shoppers 

purchase is Groceries (82%), Textiles (68%), 

Food Items (57%), Electronics (31%) and 

Other (47%). 

  The popular online shopping outlets used by 

online shoppers are Amazon (73%), Flipkart 
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(68%), Big-Basket (65%), E Bay (49%) and 

Other (56%). 

 The level of satisfaction expressed by the 

online shoppers has been Excellent (42%), 

Very Good (24%), Good (15%), Satisfactory 

(17%) and Bad (2%). 

 The preferred mode of payment for the online 

shoppers is credit card (64%), debit card 

(14%), cash on delivery (12%), bank transfer 

(4%) and EMI (2%). 

 The frequency of online shopping is more than 

a week (31%), once a week (22%), everyday 

(18%), once a month (16%) and irregular 

(13%). 

IV. CONCLUSION 

The city of Chennai ranked 6
th

 in the 

country is growing, especially in the area of online 

shopping and is all set to increase to 329.1 million 

online customers in 2020. The online customers 

form a major chunk of those contributing to 

economic activities in the country. The present 

study has thrown light on the gender, age, 

education and income composition of online 

customers. The study has also probed their buying 

preferences and sites as also the frequency of 

purchases.  

The strongest recommendation that can be 

made in the present scenario to both buyers and 

sellers is that there should be more innovations and 

avenues for creating awareness on all parameters of 

online transactions.  
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