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ABSTRACT
In recent years, Information and technology witnessed significant development throughout the world and India is not an
exception. These developments had changed consumer’s satisfaction level also. This is evidential by the increasing
popularity of online shopping and increase in the share of online shopping in the small town market. Although this trend
was initiated in metro cities but now becoming more popular in non-metro tier-II and III cities. This paper focuses on
consumer behavior and satisfaction towards online shopping in small cities and its rapid increasing interest in small
cities. The existing literature was reviewed to discover reasons that would influence customers positively or negatively
towards shopping online. Surveys were conducted by distributing questionnaires in four small cities to gather data for
this research. From the findings, it was discovered that respondents use internet to purchase products through online
because they believe it is convenience to them with online payment security, personal privacy and trust.
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INTRODUCTION
“This is the way how a consumer of small cities accept “Internet as digital market area”

Online shopping is not a new phenomenon anymore in the present era of information technology. In India,
online shopping is in the nascent stage but blooming with a fast pace. Online shopping has grown leaps and
bounds in India over past 5 years or so. Few years ago it was not much popular, but now e-commerce has
touched every online person’s life, be it male or female of India, be it a person from Metro or a person from
small cities. At present share of online retail is constantly increasing in Indian retail market. Even in rural
India online shopping is becoming a part of life. Now, shoppers are purchasing online in order to save time
and take advantage of their convenience instead of physically visiting a store (Dholakia & Uusitalo O 2002).
As an emerging economy, India presents a potential market for online shopping.

The Indian consumer market has higher disposable income the development of modern urban lifestyles and an
increase in consumer awareness have affected buyer behaviour in cities, towns and even rural areas. E-
commerce companies are fighting to establish themselves in the Indian market. The fight for supremacy
among these e-commerce companies has reached to the next stage, with increasing demand for online
shopping in rural India

A costumer buy goods and services from a seller over the internet without any intermediary services.
Customer satisfaction is eminent topic in several fields like marketing, consumer research and psychology.
Internet has been constantly gaining importance nowadays. The number of people preferring internet for their
day to day activities also keeps on increasing. In India, e-commerce companies like Flipkart, Amazon,
Snapdeal, eBay and Jabong admit that here more than 50% of their sale comes from small cities and towns.
The reasons behind this remarkable growth in small cities and towns may be as similar as customers of metro
cities or may be different.
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E-commerce is emerging as a great level given that organized retail is still not quality products and services
similar to what people in the larger cities have access to. E-commerce is helping people in smaller towns in
India access Indians are also increasingly taking to mobile devices for not only search but shopping as well.
The number of smart phone users is rapidly increasing in India and with 4G services about to take off it’s
expected to get even more people going online. There are currently about 1000 million mobile subscribers and
this number is expected to touch 1.5 billion by 2016. Of these about 32 million are estimated to be active
mobile internet users. Innovation in online shopping includes free product deliveries and the industry
dynamics changing “cash on delivery” model. The last innovation has really help unlock the potential as
people can now order products and pay when they get physical delivery of the product.

According to Avishrant Mani, Senior Research Analyst, Research and Consulting, 6Wresearch, “Changing
lifestyle coupled with long working hours has shifted purchasing trend from offline to online format. In
India’s online market, youth population is playing very significant role for these online items purchases."

Changing demography of Small cities
According to expert’s report typical small cities segment is generally aware of latest fashions and with that
demand for superior products and service delivery, convenience and better services. Increasing interest and
per capita income of these cities demands more and more facilities for online products now days. Even these
cities also show growth with unique money patterns, tastes, and needs. About 55 % of India’s population lives
in cities outside metros. There are several people who suggest that this large group of city have normal
purchasing power but there is also some possible growth as per the growing need of small cities. As the
majority of India’s population live in small cities and participating in the fast economic growth and increased
per capita income is definitely the target of this phenomenon. Disposable income of small cities has been
significantly increased; with this increased purchasing power people demands easy and handling products in
these areas. This newly emerged online market gave birth to new trend of growing small cities that are
immensely untouched and can give boom to the Indian market.

The Consumer Satisfaction towards Online Shopping
The satisfactions a feeling which is a consequence of the assessing process which notifies what has been
received against what was expected, including the purchase decision and needs associated with the purchase.
As said by Monsuwé et al, (2004) customers attitudes can be change by demographic, geographic or security
reasons, thus in view of that it is needed to investigate how the content and presentation of product and service
information affect consumers‟ willingness to patronize an online store and also needed to identify several
factors affecting online consumers‟ purchase behaviour as well as their perception and satisfaction specially
in small cities.

Literature Review
Nikhashemi et. al (2013) found out the customer perceived quality, perceived simple use, perceived security
and online payment method have vital positive impact on increasing customer satisfaction toward internet
shopping.Zuroni and Goh (2012) studied the factors influencing online shopping. The main purpose of the
study was to determine the factors influencing consumers’ attitude towards e-commerce purchases.Pilik,
(2012) examined that online shopping for behavior is affected by various factors like, economic factors,
demographic factors, technical factors, social factors, cultural factors, psychological factors, marketing factors
and legislative factors. Customers select an online-shop mainly based on references, clarity and menu
navigation, terms of delivery, graphic design and additional services. Complicated customers read discussions
on the web before they pay their cash online and once customers are unable to find the product quickly and
easily they leave online-shop. Brynjolfsson, Hu and Simester (2011) found that internet purchases contain a
significantly higher proportion of niche products than similar catalogue orders.Ramayah & Joshua (2010)
investigated online customer service, perceived ease of use and intention to shop online.
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OBJECTIVES

1. To know which gender is satisfied more to do online shopping in small cities.
2. To know which income class is more satisfied and inclined towards online shopping in small cities.
3. To find out what is majority of consumer’s level of education.
4. To find how many people are satisfied that online shopping is convenience.
5. To seek growth and satisfaction level of online shopping in small cities.
6. To determine whether online shopping will be beneficial in small cities or not.

Research Design and Methodology
The sources of data used in this project report are both primary and secondary data.

1. Primary data: Primary data consists of original information gathered from sample size of 240 respondents
residing in two small cities of Madhya Pradesh i.e, Rewa and Satna.

2. Secondary data: Secondary data consists of information that already exists and that was collected in the
past for some other purposes.

Sample Design /Size of Sample
The sample size selected for the study is 240 in the area of Rewa and Satna. But the special focus is on the
people who use internet and have some experience in online shopping.

Sampling Technique
Quota Sampling was used in the study. Quota sampling is a method for selecting survey participants. In quota
sampling, population is first segmented into mutually exclusive subgroups. Then judgment is used to select
the subjects or units from each segment based on a specified proportion.

Data Collection
The data collection tool used for the research is “Questionnaires” to get the primary data for the research on
growth of online grocery shopping in small cities.

Findings of the study
1. It can be analyzed that majority of the females are more interested and satisfied to do online shopping as

compared to males.
2. From the survey it was analyzed that the highest frequency in income distribution fall under can’t tell

which is very strange but from the survey it is happening, may be males are not happy to tell their income
majority of respondents are males.

3. From the survey, highest frequency among the respondent’s falls under the category of bachelor’s level
may be the reason behind that the small cities don’t have good education facilities.

4. The questionnaire responses mainly show the young generation which is actively participated and
satisfied from this research.

5. It can be also analyzed that from how long people have been buying and satisfied shopping online in small
cities and also about how many people had not made online purchases.

6. After analysis it is also clear that in small cities, consumer mind is not different they are normal as other
countries consumers, they are also conscious about cost cutting and time saving. Majority of the peoples
also wait for the best price offer.

7. From the data collected it can be observed that users seems less interested  and satisfied while shopping
online as it seems there is  less awareness about this concept in the market.

8. It can be also analyzed that certain things may motivate the small cities users to shop grocery online like if
they can easy access the website, discounts & offers offered, Cash on delivery, Free shipping, and get
tangibility of the product.
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9. From the above data collection it can also be determined that most of respondent may  agree in future if
they get these offers  to buy products online.The data also determines the factors which will be beneficial
for the consumer to shop products online saves times and avoid long queues.

CONCLUSION
From the statistical analysis the result of my study shows that the need, satisfaction and purchase decision on
online shopping depends on few more issues. These are: e-store image, delivery and customer services,
service quality and purchase behavior, personalization, motivations for online purchase, trust, reliability,
privacy, transaction and cost, incentive programmes, web-site design, online interactivity, merchandise
motivation, assurance, convenience (or Hassle Reduction), pragmatic motivation, responsiveness, consumer
risk assessment etc of online  shoppers are independent of their age  but not independent of their qualification,
income & gender. The analytical results are generally consistent with previous findings of researchers. Online
shopping is increasing but acceleration of small cities is not as rapid as compared to other developed big cities
like Indore and Bhopal. In research, need of shopping online highlighted that females are much interested in
it as they know well about the product needs and how they can get more satisfaction as compared to males.
The survey questionnaire was prepared and distributed among personal contacts and received 240 responses.
The online shopping is getting popular among the young generation as they feel it more comfortable, time
saving and convenient. If the concept of Online shopping comes in small cities it will take time to establish, as
people compare prices in stores, then review all feedbacks related products and then  make the final selection
of product . The main barrier in the process of online shopping is the purchasing pattern. Another main
drawback of this contraventions is security or privacy and trust & reputation, which may affect customer
confidence, which can be  damage for web based vendors. Therefore online vendors can assure their
consumers‟ by offering personal information privacy protection policy and guarantee for transaction security
by improving their technological systems.

The small cities users like to shop online if they can easy access the website, discounts & offers offered, Cash
on delivery, Free shipping and get tangibility of the product. For online companies, if they want demand of
this concept, they have to attract the big chunk of buyers from these small cities and towns. Online sellers can
be more concerned about delivery times and delivery charge and product return policies. They can make it
easier, quicker and reliable, so that consumers can enjoy the online shopping experience. Last but not least;
increasing education especially women education will influence online shopping positively.

References
1. Meena S., (Nov. 24, 2014) Women and Mobile Shoppers in Tier 2, 3 Cities Are Driving India’s Online Retail

Market, Forrester. Retrieved fromhttp://blogs.forrester.com/archiver/201411/44
2. Mishra D. (October 22, 2014). Small towns drive India's e-commerce. Business Standard, New Delhi. Retrieved

from-http://www.businessstandard.com/article/companies/small-towns-drive-india-s-e-commerce-
114102101520_1.html.

3. Goswami, S., & Mathur, M. (2011). Retail goes Online-An Indian Perspective‖. IJMT, Volume 19. Number 2, July -
December 2011, pp. 1-11

4. Collis, J. & Hussey, R. (2009). Business Research: A practical guide for Undergraduate and Postgraduate students. 3
nd Ed., Basingstoke: Palgrave MacMillan.

5. Kotler, P. & Keller, L. K. (2009). Marketing Management. 13th Ed., New Jersey: Pearson Education Ltd.
6. Hawkins DelI,Roger,J.B.,Kenneth,A.C. and Mookerjee, A. (2008), Consumer Behavior: Building Marketing

Strategy 9th Ed´,Tata McGraw Hill Publishing company Ltd.
7. Brennan, R., Baines, P., Garneau, P. & Vos, L. (2008). Contemporary Strategic Marketing. 2nd Ed., New York:

Palgrave Macmillan.
8. Kotler, P. & Armstrong, G. (2008). Principles of Marketing. 12th Ed., New Jersey: Pearson Education Ltd.
9. Jayawardhena, C., Wright, L.T. & Dennis, C. (2007). Consumers online intentions, orientations and segmentation.

International Journal of Retail & Distribution Management, 35 (6), pp 515-526.
10. Canavan, O., Henchion, M. & O‟Reilly, S. (2007). The use of the internet as a marketing channel for Irish speciality

food. International Journal of Retail & Distribution Management, 35 (2), pp 178-195.



358 Ms. Alka Digwani, Dr. Anand Singh

International Journal of Engineering Technology Science and Research
IJETSR

www.ijetsr.com
ISSN 2394 – 3386

Volume 4, Issue 12
December 2017

11. Demangeot, C. & Broderick, A. J. (2007). Conceptualising consumer behaviour in online shopping environments.
International Journal of Retail & Distribution Management, 35(11), pp 878-894.

12. Gay, R., Charlesworth, A. & Esen, R. (2007). Online Marketing: a customer-led approach. New York : Oxford
University Press.

13. Lee, G.G. & Lin, H.F. (2005). Customer perceptions of e-service quality in online shopping. International Journal of
Retail & Distribution Management, 33(2), pp 161-176.

14. Brown, M. and Muchira, R. 2004. Investigating the Relationship between Internet Privacy Concerns and Online
Purchase Behavior. Journal of Electronic Commerce Research, vol. 5, n. 1, pp. 62-70, 2004..

15. Kaufman-Scarborough, C., & Lindquist, John, D. (2002). E-shopping in a multiple channel environment. Journal of
Consumer Marketing,19(4), 333-350.http://dx.doi.org/10.1108/07363760210433645


