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ABSTRACT

Onlineshoppingenvironmentisarelativelynovelperceptionandhaschangedtheway
peoplecommunicateanddothebusiness.Therisinginternetpenetrationfacilitated
ashiftfromconventionalmarketingtointeractivemarketing.Onlineshoppingis
onesuchmarketingservicewhichisavailabletotheconsumersuninterruptedat
anytimefromanywherethroughinternet.Theonlineconsumershavemorecontroland
bargainingpowerthanconsumersofconventionalstoresbecausetheinternetoffers
moreinteractionbetweencustomersandretailersaswellasgreateravailabilityof
informationaboutproductsandservices.Inavirtualenvironmentwherethewebsiteis
justamouseclickaway,itbecomesextensivelydifficulttounderstandtheconsumers’
behaviourandtakeeffectivemeasurestomakethempurchaseonline.Thestudyfocuses
onidentifyingthekeydimensionsoftheperceivedadvantagesandrisksthatinfluence
onconsumers’onlinepurchasebehaviour.Thefindingsaffordtheonlineretailersin
designingwell-organizedandriskreducingstrategiesforonlineconsumers.
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INTROdUCTION

Theworldofretailingisundergoinganexceptionalwaveofinnovation.Newbusiness
modelsarehavinge-retailingasanintegralpartandfocusingawiderretailvaluechain.
Inthepresentcompetitivemarketingconditions,internethascaptivatedtheattention
ofalltheretailmarketers.Theshoppersarerapidlyadoptinginternetasameansof
shoppingandisbecomingmorepopularday-to-dayinIndia.Theinternettechnologies
offerwidebenefitstotheconsumerssuchasadditionalchannelforinformation,
convenience,costsavings,timeefficiencyandavoidanceofcrowds.Furthermore,the
Internetmakesanunlimitedrangeofproductsandservicesaccessibleforconsumers
allaroundtheworld,peoplecanbuyorsellvirtuallyanything,atanytime,from
anywhere,throughonlineshopping.Duetoeverincreasingworkpressure,multiple
rolesinlifestyle,paucityoftime,consumersareonthelookoutofsuchfacilitythat
cansuittotheirchangingneeds.

Consumers are well associated than ever before and relatively have more
informationandchoicesattheirfingertipsduetoexpandingconnectivityofinternet
allovertheworld.Onlineconsumersalwaysseeknewproducts,attractivenessand
themostimportantthingbeingpricecompatibilitywiththeirbudget(Katta&Patro,
2017).Theconvenienceinshoppingisthemajordesirabilityfactorfortheconsumers.
Shoppersalsouse internet forcomparisonofpricesand items,news,visitsocial
networksandsearchinformationandsoon.Theonlineconsumersbuyingintentions
dependon the factorssuchasshoppingmotives,personalityvariables, internet
knowledgeandexperience,shoppingincentives,websitevisibility,e-storecredibility,
informationcomparison,paymentsecurity,privacy,andconvenienttime(Wangetal.,
2008).Culture,social,personal,psychologicalbehaviouralsoaffectstheconsumers’
attitudeinonlineshopping.Onlineshoppersalwayswanttoseekinformationwithin
fewclicksandreachtothemostrelevantinformationaccordingtotheirrequirements
suchascompetitivebrands,bestpriceoffers,productspecificationandconsumer
word-of-mouth(Gao,2005).Infuture,thewebsitescanenhancetheirtechnology
enormously,allowingformucheasierandamorerealisticbuyingexperience.

The growing security concerns, poor digital marketing skills, lack of proper
governanceandpoorintegrationoftechnologyarethechallengesfacedbytheindustry.
Tocontinuethisgrowthpathitisnecessarytotackletheseissueseffectively(Rao&
Patro,2016).Thevariousforcesdrivingthegrowthofonlineretailingacrossallthe
majorgeographiesinclude:improvementsintechnology,newneedsanddesiresof
consumers,increaseofinternetandsmartphoneusersandgrowthofsocialmedia.
Capturing customers’ product and payment preferences to deliver an enhanced
onlineshoppingexperienceisdrivingthegrowthofe-retailing.Theretailerscannot
competeexclusivelybasedonsheervolumesinever-evolving,informationsymmetric
andglobalisedworldofe-marketing.Instead,therealmofcompetitionhasshifted
toever-shorteningtimeliness,bothconsistentlyandpredictably.Inordertoremain
competitive,theonlinemarketersneedtoadopteffectivestrategiestosatisfytheir
customers’needsandwants.Buttheshoppers’behaviourinavirtualenvironment
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