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M. KIRUTHIKA
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TIRUCHENGODE

ABSTRACT

Internet shopping has become an effective way of boosting an economy by increasing demand, expanding consumption and promoting employment. It has im-
proved operations through greater use of electronic book-keeping and records management. Despite this, e-retail sales are expected to account for only 4.4 per
cent of all retail sales in India in 2019. One of the most visible changes that technology is bringing to people’s lives is the manner in which they are going about
their shopping. Consumers are globally and increasingly buying online. Progressive enhancements in internet technology, online payment security and rapid delivery
systems have made internet shopping a flourishing global industry. US research estimates that internet shopping will account for 11 per cent of all purchases in
2018 in that country. Online sales have reached 15 per cent of total sales in the UK this year. The western developed countries, however, are left far behind in terms
of the volumes of China’s online shopping. In 2014, China’s online retail market became the largest in the world, accounting for 34% of the world’s internet retailing
market share. To know about the people awareness in online marketing communication. To indicate the form of website resources to the people by online market-
ing. To available for convenient online marketing information throughout share with their society. To know the factors influencing the online marketing communi-
cation. To analysis the short info techniques easily reached for the people’s awareness. Online shopping is more and more motivated by the ICT infrastructure
development, online payment systems and the Internet saturation rate in Karur. Earlier studies showed that contrasting element and mortar shopping behavior,
online shopping behavior is prejudiced by net connectivity, website esthetics, security, customers’ experience, age and learning curve, etc. Studying these unique
characteristics of online shopping and consumer behavior of online shoppers would benefit the tech-entrepreneurs and policymakers to craft their strategies
properly for the market. This study empirically reveals the consumer behavior of online shoppers in Karur.

KEYWORDS

Karur city, social media, online shopping.

JEL CODE
M15, L86, M31.

1.1. INTRODUCTION

ocial media marketing is the use of social media platforms and websites to promote to promote a product or service. Although the terms e-marketing and
%digital marketing are still dominant in academia, social media marketing is becoming more popular for both practitioners and researchers. Most social

media platforms have built-in date analysis tools, which enables companies to track the progress, success, and engagement of ad Campaigns. Companies
address a range of stakeholders through social media marketing, including current and potential customers, current and potential employees, journalists, Bloggers
and the general public. On a strategic level, social media marketing includes the management of a marketing campaign, government, setting the scope (e.g., more
active or passive use) and the establishment of firm’s desired social media “culture’” and “tone”. When using social media marketing, firms can allow customers
and Internet to users to post user-generated content (e.g., online comments, product reviews, etc.), also known as “earned media “rather than use marketer-
prepared advertising copy.

1.2 NEED OF THE STUDY

The social web still is growing fast.

Purchasing decision are influenced by online marketing

Lack of strategy hands the advantage to competitor

Customers are action in online marketing

Social networking is one of the fastest growing industries in the world so, it is the only mainly.

uhwWwN e

1.3 STATEMENT OF THE PROBLEM

Media and society both are inter-related and affect each other in many ways. Sometimes media communication is guided by society and sometimes media have
dominance over society. The mass media are essential not only in promotion and propagation of innovative ideas but also in transformation of the society. The
media affects and changes the behavior, thinking, perception and ideas of people often. Begin the public broadcaster television in India had originated as a social,
economic and education one. Television was seen as a catalyst of social justice, educating the population and developing its human resource.

1.4 OBJECTIVES OF THE STUDY

The primary objectives of the study are to evaluate the people awareness derived from online marketing user in Karur. The following specific objectives:
1.  Toknow about the people awareness in online marketing communication.

2. Toindicate the form of website resources to the people by online marketing.
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3. Toavailable for convenient online marketing information throughout share with their society.

4.  To know the factors influencing the online marketing communication.

5.  To analysis the short info techniques easily reached for the people’s awareness.

1.5 SCOPE OF THE STUDY

The Study has been undertaken to examine the people awareness towards social media users with special reference Karur. The scope of the study analysis public
awareness to online marketing. The online marketing facility is mainly throughout voicemail and group chat. The study has cover Karur little area only. The study
analysis review of survival status and new technical facility in mobile.

1.6 RESEARCH METHODOLOGY
Research methodology is the way of systematically solving the research problem. It may understand a science of systematically.
COLLECTION OF DATA
PRIMARY DATA
Primary data are those which are collected for the first time and they are original in character. In this study primary data was collected through questionnaire.
SECONDARY DATA
Secondary data are those which are already collected by someone for some purpose and available for the present study secondary data is mainly taken form.
v" The company’s published reports.
v" Journals and magazines etc.,
SAMPLE SIZE
The size of the sample taken for the study is 160 samples.
SAMPLING METHOD
Data for the study is collected through convenience sampling which come under non-probability sampling method.
CONVENIENT SAMPLING
As its name implies, convenience sampling refers to the collection of information from members of the population who are conveniently available to provide it.
AREA OF THE STUDY
This study was undertaken within limits of Karur district.
STATISTICAL TOOLS
To analysis the data which has been collected by the research the tools of analysis were employed are:
. Simple Percentage analysis
. Chi square test
. ANOVA test
SIMPLE PERCENTAGE ANALYSIS
The ratios are very often expressed as percentages. In the calculation of percentage, the percentage refers to a special kind of ratio making comparison between
two or more data to describe relationship.
Percentage of respondents = No. of Respondents x 100
Total No. of Respondents

CHI-SQUARE TEST
This was used to find out the significance of relation between the factors that are compared. The quantity X2 describes the magnitude of discrepancy between
theory and observation and we are in a position ton known whether a given discrepancy between theory and observation may be attributed to change or whether
it results from inadequacy of expected frequencies coincide completely
Chi-square test[X2] = (Oi-Ei)
El
Degrees of freedom=[R-1] [C-1] whereas,
O=0bserved frequency
E= Expected frequency
R=Number of columns
C=Number of columns
The calculate value of X2 is compared with the value of X2 for given of freedom at a certain specific level of significance (generally 5% level).
ANOVA TEST
Analysis of variance [ANOVA] is essentially a procedure for testing the difference among different groups of data of homogeneity. “The essence of ANOVA is that
the total amount of variation in a set of data is broken into two types that amount which can be attributed to chance and that amount which can be attributed to
specified causes”’. We are said to use one —way ANOVA and in case we investigate two factors at the same time, then we use two way ANOVA.
F = Ms tr/ Mse
Where,
Ms tr = Sstr / I-
Where,
I = number of treatments
And
Mse = SSE / nt- i
NT = total number of cases

1.7 FINDINGS AND SUGGESTIONS

DEMOGRAPHICS OF THE RESPONDENTS

The respondents were categorized into several factors, such as gender, age, occupation, income.

Gender: Among the respondents, we found 85% were male, and 15% were female.

Age: We can interpret that majority of the respondents were below 36 -40 years old. 8.50% male respondents were below 25 years old, 16.50% between 26—
30 years, 19.75% between 31-35 years, 20.80% of 36—40 years and 8.37% of male respondents were 45 or more years old. Whereas 4.12% female respondents
were below 25 years of age, 4.75% between 26-30 years, 5.65% between 31-35 years, 14.34% of 3640 years and only 4% female were 41 or above years old.
Occupation: Case of occupation, 35% of them was students, 30% of them were service holders, 35 % was Business people, and the rest of them were residence
makers.

Income: We can see that nearly 14.62% interviewees average monthly income fall into Tk. 0-10,000 categories, 23.50% respondents’ monthly income was into
Tk. 10,001-20,000, 28.50% earn Tk. 20,001-30,000, and 36.4% of the interviewees have more than Tk. 30,000 income per month.

EXPERIENCES OF ONLINE SHOPPING VERSUS ONLINE SHOPPING FREQUENCIES

About 21% of the respondents have less than 0-1 years’ experience of online shopping, 22.75% of them have 1-2 years’ experiences, 25.3% of them have 2—
3 years’ experiences and 6.5% of the respondents have experiences in online shopping for more than 3 years.
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SOURCES OF ONLINE SHOPPING INFORMATION

For selling and promoting products through online, it is essential to inform the consumer about online shopping, the advantages, disadvantages and website
address which are related to it. About 29% of the respondents know about online shopping from websites especially from different social media like Face book,
Twitter, LinkedIn, Instagram, etc. About 17% of them get information from friends and family members. 21% of them from TV advertisements and 35% of them
from other sources like a billboard, signboard, newspaper, magazine, etc.

Additionally, website advertisement, friends and family members are the primary sources of online shopping information for the online consumer. This result
confirms the findings of Hajli (2014) and Alsubagh (2015). Publicity through various websites (primarily Facebook) will be more beneficial for organizations to
promote their online shopping sites and products.

REASONS FOR CHOOSING ONLINE SHOPPING

Both male and female respondents assured that there are specific reasons for choosing online shopping. 38.25% respondents (25% male, 13.25% female) men-
tioned saving time is their primary reason for choosing online shopping and about 25.37% of the respondents prefer online shopping the reason for accessibility
of the varieties of products. Nearly, 17% of the respondents prefer online shopping because product similarity is much easier for online shopping and 20.17%
choose for a relaxed reason.

Time-saving and available varieties of products are the main opinion for shopping online. All these four factors encourage an online shopper to buy over the
Internet. Therefore, companies should propose strategies and develop varieties of products to catch the attention of customers and keep hold on to online pur-
chaser. This findings also confirm the findings of Gong et al. (2013) and Hoque et al. (2015), where the respondents found to take on e-commerce for the worth.
PREFERENCE FOR PRODUCT/SERVICE

While respondents were asked to know about the on-hand goods and services, 36.76% of the respondents preferred Apparels (21.84% male and 14.7% female)
and accessories 34.49% (21.12% male and 16.37% female).22% (16% male and 6 % female) respondents chosen online ticketing. About 12.98% of the aspirants
preferred healthcare and fitness products and only 10.88% respondents prefer books.

Apparels, accessories, and online ticketing are the main three categories that are bringing about online shopping culture among online shoppers. Online shopping
tends to grow in the coming years as consumers want to buy more in the future. Merchants should bring out innovative ways so that there is a growth in other
categories of goods and services.

FACTORS FOR LIKING ONLINE SHOPPING

Among the male respondents, 58% like online shopping because of the home delivery facility, while about 28% male respondents said that it is easier to order for
which they would like to shop online. 13% of the male respondents like discount offer most for online shopping and 18% of the male respondents like available
options for buying and payments gateways. On the other hand, 43% of the female respondents also do online shopping for a home delivery facility, 25% do for
the easiness of ordering, rest of the 25% (13.33% female respondents) like for discount offer and available options respectively.

Both male and female respondents have the same attitude towards liking factor of online shopping. Both like home delivery facility factor most.

FACTORS FOR DISLIKING ONLINE SHOPPING

We also asked respondents if there is any disliking factor that impedes them from deciding doing online shopping. Shows that 47% hate the inability to touch and
feel or trial factor about online shopping, while about 25% male said that it is the high price of products or services for which they dislike online shopping most.
17% male respondents dislike after sale services on online shopping and 11% male respondents dislike poor return policy. Among the female respondents, 44%
dislike online shopping for lack of inability to touch and feel factor. 24.33% dislike the high price of the products and services. 15.67% and 16% female respondents
hate poor return policy and lack of after sale service factor most respectively.

MODES OF PAYMENT PREFERENCE

Shows the different payment options for customers which is a very crucial segment for buying decision. 75.25% of the respondents are doing transaction by cash
on delivery facility whereas 16.62% of the interviewees is paying through a debit card. 4.13% respondent pay by credit card and 4% through mobile banking. Most
of the consumers prefer cash on delivery as a mode of payment for online shopping. This finding confirms the study of Rastogi (2010) but contrasts the findings of
Liao et al. (2012), where the online shoppers mostly prefer to pay through credit or debit cards. The contrast may be due to the less developed financial sector of
Bangalore, where credit cards are less available than that in developed countries

ONLINE SHOPPING SATISFACTION

TABLE 1: ONLINE SHOPPING SATISFACTION

No of Respondents | Percentage
Highly Agreed 31 19.35%
Agreed 29 18.12%
Neutral 48 30.0%
Dis Agreed 23 14.37%
Highly Dis Agreed | 29 18.15%
CHART 1
4 - N
No of Respondents, Neutral, 48
m No of Respondents W Percentage
= No of Respondents,
Highly Agreed, 31 B No of Respondents, B No of Respondents,
Agreed, 29 Highly Dis Agreed, 29

B No of Respondents,
Dis Agreed, 23
centage, Highly entage, Agreed, entage, Neutral, ercentage, Di# age, Highly Dis
greed, 19.35% 18.12% 30.00% greed, 14.37% ed, 18.15%
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PAYMENT SYSTEM SECURITY

From the survey it is found from the above noted chart that none of the respondents highly agreed to the fact that the payment system for online shopping is
highly secured in Bangalore. 15% of the interviewees agreed to the fact that online payment system is much secured where 27.5% of respondents disagreed.
51.87% of respondents remain neutral about the fact, and 5.63% profoundly disagreed.

Above all, secured payment is a significant concern in Bangalore. Most of the consumers believe that the payment system for online shopping is not secured.
Usually, they do not prefer to use their credit or debit card while shopping from online sites. Companies should introduce new improved technologies to create
and gain confidence in the payment system among the consumers.

ONLINE SHOPPING SATISFACTION

50% of regular online shoppers are satisfied whereas 18.5% are dissatisfied. 27.12% of them are neither satisfied nor dissatisfied. Only 4.75% of regular online
shoppers are highly satisfied while 0.53% is highly dissatisfied.

Satisfaction level plays a significant role in online shopping. Satisfied consumers tend to shop more frequently online. After analyzing data, we found that half of
the respondents are satisfied with their overall online shopping experience. A note should be taken that only 0.53 % of the online shopper is highly satisfied which
shows that there are still concerns, which hinder the consumer from using online shopping frequently. Companies should undertake measures so that dissatisfied
and neutral category of online shoppers can move towards satisfied or highly satisfied category and shop online more often and it has to be done through better
information quality, quality service in during purchase and post-purchase.

1.8 CONCLUSION

Online shopping is more and more motivated by the ICT infrastructure development, online payment systems and the Internet saturation rate in Karur. Earlier
studies showed that contrasting element and mortar shopping behavior, online shopping behavior is prejudiced by net connectivity, website esthetics, security,
customers’ experience, age and learning curve, etc. Studying these unique characteristics of online shopping and consumer behavior of online shoppers would
benefit the tech-entrepreneurs and policymakers to craft their strategies properly for the market. This study empirically reveals the consumer behavior of online
shoppers in Karur.

Karur online shoppers are young (mostly below 40 years) similar to other parts of the world. They do online shopping because it saves time, offers home delivery,
provides ease in shopping and offers more multiplicity of products for apparels, accessories, and ticketing than that of brick-and-mortar stores. They mostly rely
on price and their knowledge as the basis of the eminence decision of items in online shopping and for payment system they like better cash on delivery option.
Most of the shoppers get the in sequence primarily from Face book advertisements which are pursued by friends and family by following their “word of mouth”
communication. However, space to yourself and incapability to touch and feel do the most dislike factors for online shoppers. These findings of our study have
both theoretical and practical implications.
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