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1.Abstract

Rapid growth in the field of e-commerce has changed consumer behaviour, particularly in developing countries like India. E-
commerce sites like Flipkart have influenced consumer buying behaviour through different aspects including product discovery,
price comparison, and the actual purchase process. This study tries to analyse the consumer buying behaviour towards online
shopping with particular emphasis on Flipkart. Factors affecting the buying behaviour of consumers, such as price, convenience,
product diversity, shipping, payment methods, and satisfaction, among others will be considered. Primary data has been collected
through structured questionnaires. On the other hand, secondary data was obtained from journal articles, websites, and reports. This
paper will shed more light on the buying behaviours of consumers towards online shopping, the problems encountered during the
process and consumer satisfaction.
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3.Introduction

In recent years, the emergence of the internet and digital technologies has revolutionized the retail industry. Online shopping has
become an integral part of modern consumer lifestyles due to its convenience, time-saving nature, and wide range of product choices.
The growth of smartphones, digital payment systems, and improved logistics has further accelerated the adoption of e-commerce in
India. Consumer buying behaviour refers to the study of how individuals make decisions to spend their available resources on
consumption-related items. In the context of online shopping, consumer behaviour is influenced by several factors such as ease of
use, pricing strategies, promotional offers, product reviews, delivery efficiency, and after-sales service. Understanding these factors
is crucial for e-commerce companies to remain competitive in the rapidly evolving digital market place Flipkart one of India’s
leading e-commerce platforms, has played a major role in shaping online shopping habits among consumers. With its extensive
product range, competitive pricing, easy return policies, and customer-centric approach, Flipkart has gained significant market share
and customer trust. This study attempts to examine consumer buying behaviour towards online shopping with special reference to
Flipkart, focusing on consumer preferences, satisfaction levels, and the factors influencing their purchase decisions. Bharathi, S.
(2024)

Consumer Buying Behaviour involves the study of individuals and the processes they use to select, secure, and dispose of products
to satisfy their needs (Solomon, 2020). In the digital realm, this behaviour is a complex interplay of various determinants. Research
indicates that factors such as perceived ease of use, competitive pricing, and website quality are primary drivers of purchase
intention (Priya et al., 2025). Furthermore, the role of social proof—specifically user-generated reviews and influencer
endorsements—has become a critical "trust signal" that mitigates the perceived risks of online transactions (Xiao & Myers, 2025).

As one of India’s e-commerce pioneers, Flipkart has been instrumental in shaping domestic online shopping habits. With a reported
47% market share in the Indian e-commerce sector as of FY 2025, Flipkart continues to dominate through its customer-centric
strategies (Coupons, 2025). High-profile events like the Big Billion Days have not only boosted sales but also served as psychological
triggers for mass adoption, particularly among Gen Z and millennial shoppers who prioritize variety and festive discounts
(Jayalakshmi & Shalini, 2026).

The study is significant as it provides insights into changing consumer attitudes towards online shopping and helps e-commerce
companies design better marketing strategies, improve service quality, and enhance customer experience. Shopping online has
changed how we buy everyday stuff, from clothes to gadgets, without stepping out. Platforms like Flipkart have made it super
convenient, especially in busy places like India where everyone’s glued to their phones. But what really pushes people to hit "buy"
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on Flipkart? Is it the big sales, user reviews, or just the app’s smooth feel? While the e-commerce market is growing, consumer
preferences are becoming increasingly dynamic. Recent trends show a shift toward Quick Commerce (e.g., Flipkart Minutes) and
Video Commerce, where interactive content influences real-time buying decisions (Times of India, 2025).

This research dives into consumer buying behaviour basically, the steps people take from browsing to checkout. We zero in on
Flipkart because it’s one of India’s biggest online stores, with millions shopping there during events like Big Billion Days. Factors
like trust, price, convenience, and even social media ads play a big role. By talking to real shoppers, we uncover patterns: younger
folks love variety and deals, while families prioritize safe delivery. Understanding this helps businesses like Flipkart tweak their
game better apps, honest reviews, or faster refunds to keep customers coming back. In a market growing faster than ever, knowing
what shoppers want is key to staying ahead. Xiao, L., & Myers, C. (2025).

4. Review of Literature
Review 1: The Psychological Impact of Social Proof

A critical determinant of online purchase intention is the influence of peer feedback. According to a 2024 study on Customer Review
Impact, there is a strong positive correlation ($r = 0.661$) between user reviews and the final buying intent of Flipkart customers.

. Key Finding: Modern shoppers employ two types of mental processing: Heuristic (relying on quick cues like star
ratings) and Systematic (deep-diving into detailed written arguments).

. Research Implication: To sustain high conversion rates, platforms must prioritize the authenticity of reviews to
maintain trust among "research-oriented" buyers who cross-verify ratings across multiple sites.

Review 2: Comparative Reliability and Regional Satisfaction

Regional studies provide granular insights into how Flipkart competes with global giants like Amazon. Research conducted among
150 respondents in Agra utilized Likert-scale analysis to quantify consumer sentiment.

. Key Finding: Flipkart scored exceptionally high in Reliability (85%) and Pricing/Discounts (90%).

. Competitive Edge: The study positioned Flipkart ahead of competitors due to its localized policies and aggressive
discount structures. It concluded that high satisfaction levels in these core areas are the primary drivers of repeat purchase
behaviour, though the study suggests a need for broader national data to eliminate regional bias.

Review 3. Technological Enablers and Infrastructure

The evolution of consumer behaviour is inextricably linked to the digital infrastructure of the region. A survey of 100 users in
Lucknow focused on the role of mobile connectivity in driving e-commerce growth.

. Key Finding: The rise of Flipkart is directly proportional to 3G/4G penetration and the shift toward mobile-first
shopping.
. Future Projection: With mobile shopping projected to grow by 20% by 2028, the study identifies internet access

as the primary enabler for busy consumers seeking convenience. The findings suggest that as India transitions into a post-
5G era, the speed and "smoothness" of the app experience will become even more critical than they are today.

Review 4: Factors Influencing Purchase Intentions

Recent studies emphasize that the transition from traditional to digital retail in India is primarily driven by utilitarian and hedonic
motivations.

. Bharathi (2024) noted that improved internet connectivity and digital payment awareness have significantly
expanded online shopping into semi-urban areas. The researcher found that convenience and 24/7 availability remain the
most potent drivers for first-time online shoppers.
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. Jain (2024) identified that demographic variables such as age and income are strong predictors of platform choice,
with younger, high-income groups showing a marked preference for feature-rich apps like Flipkart for purchasing
standardized electronic goods.

Review 5: Impact of Mega-Sales Events (The Big Billion Days)
Flipkart’s unique market position is often tied to its massive promotional events.
. Mohana et al. (2024) conducted a study on seasonal sales and found that promotional awareness (discounts,

bank offers, and No-Cost EMIs) triggers impulse buying behaviour. However, their research also warned that "out-of-stock"
experiences during these periods can lead to temporary customer dissatisfaction.

. Jayalakshmi & Shalini (2026) observed that during Big Billion Days, consumers exhibit high "price sensitivity,"
often comparing Flipkart’s prices in real-time with competitors like Amazon to ensure they are getting the absolute lowest
price.

Review 6: Impact of Mega-Sales Events (The Big Billion Days)
Flipkart’s unique market position is often tied to its massive promotional events.

. Mohana et al. (2024) conducted a study on seasonal sales and found that promotional awareness (discounts,
bank offers, and No-Cost EMIs) triggers impulse buying behaviour. However, their research also warned that "out-of-stock"
experiences during these periods can lead to temporary customer dissatisfaction.

. Jayalakshmi & Shalini (2026) observed that during Big Billion Days, consumers exhibit high "price sensitivity,"
often comparing Flipkart’s prices in real-time with competitors like Amazon to ensure they are getting the absolute lowest
price.

Review 7: Trust and Perceived Risk
Trust is the "currency" of e-commerce. Literature highlights a dual relationship between trust and risk.

. Devi (2024) highlighted that while adoption is high, "perceived risk"—specifically regarding payment security
and product authenticity—remains a barrier. The study suggests that Flipkart’s "Cash on Delivery" (COD) and "Easy
Returns" are strategic tools used to mitigate these fears.

. Venkatesh et al. (2022) established a framework showing that value consciousness and trust in reviews are more
influential than brand name alone. Consumers often treat peer reviews as more credible than corporate advertisements.

Review 8: Psychological and Social Determinants
Consumer decisions on Flipkart are heavily influenced by "Social Proof" and perceived trust. (2024) utilized a correlation
analysis ($1=0.6619) to prove that user reviews are primary drivers of intent, noting that buyers use both quick star-rating

cues and detailed arguments to verify products.

Awareness and Uncertainty: supported this by showing that while awareness of Flipkart is high (92%), reviews are the
specific tool used to reduce "purchase uncertainty." However, this study noted that satisfaction levels remain moderate at
78%, suggesting a gap in trust-building measures.

Review 9: Pricing and Value Perception

Flipkart’s market dominance in India is frequently attributed to its aggressive pricing strategies. (Pune Study) found that
90% of respondents rated Flipkart high for pricing, placing it ahead of competitors like Amazon in regional markets.

Satisfaction Factors: provided more granular data, noting that 47% of users are attracted specifically by discounts and
42.3% by low base prices

[JNRD2604599 IJNRD - International Journal of Novel Research and Development (www.ijnrd.org) f808



https://ijnrd.org/
http://www.ijnrd.org/

INTERNATIONAL JOURNAL OF NOVEL RESEARCH AND DEVELOPMENT (IJNRD) a
© 2026 IJNRD | Volume 11, Issue 4, April 2026 | ISSN: 2456-4184 | [INRD.ORG B O I

Post-Pandemic Preferences: confirmed that even in the post-pandemic era, 50% of users continue to choose the platform
based on affordability.

Review 10: Technological Adoption and Convenience

The shift from offline to online shopping is accelerated by infrastructure and the Technology Acceptance Model (TAM).

. (Pune Study) linked Flipkart’s growth to 3G/4G penetration, projecting a 20% increase in mobile shopping by
2028.
. Online vs. Offline Preference: applied the TAM model to show that professionals prioritize Flipkart’s variety

and time-saving nature over traditional brick-and-mortar stores.
Review 11: Service Quality, Logistics, and Marketing
The final stage of the consumer journey—delivery and marketing—determines long-term retention.

. Digital Marketing Influence: used regression analysis ($\beta=0.45%) to show that digital marketing and ad
availability significantly drive purchase intent.

. utilized ANOVA to determine that fast logistics boost buying intent by 35%, highlighting reputation and delivery
speed as top influencers.

. Critique: Despite these strengths, Satisfaction Factors warned that 30.5% of users still report quality issues, and
only 26% are fully satisfied with the return policy, suggesting a need for stricter quality control.

Review 12: Consumer’s Buying Behaviour towards Online Shopping: A Case Study of Flipkart.com User’s in Pune by Prashant
Singh ( Abhinavjournal 2014)

Key Findings: Consumers preferred Flipkart for budget friendly pricing efficient delivery and convenience
Market Outlook: The study concluded that the future of "e-tailers" in India is exceptionally bright, particularly in urban centres.

Consumer Motivation: It identified that saving time and money were the primary drivers for consumers choosing online platforms
over traditional retail.

Service Impact: The paper highlighted that Flipkart’s specific strategies—such as competitive pricing and a "hassle-free"
experience—were significant factors in building consumer trust during the early growth phase of Indian e-commerce.

Review 13: Impact of Online shopping on Consumer Behaviour: Special Focus on Flipkart by Prof. A. Verma (Management
Horizon, 2019)

Key Findings: Discussed the impact of Flipkart’s festive sales on customer satisfaction.
The research concludes that for Flipkart to sustain long-term loyalty, it must shift its festive strategy from "Volume-Centric" to
"Experience-Centric." This includes strengthening the "Flipkart Assured" quality checks and investing in predictive Al to manage

warehouse inventory more effectively during the October—November peak.

Review 14: Customer Satisfaction in E-Commerce: A Study on Flipkart by Various authors (International Journal of Marketing,
2019)

Key Findings: Found pricing and ease of use as key determinants of satisfaction.
While Review 13 (Prof. A. Verma) focused on the seasonal peaks and logistical stress of festive sales, Review 14 provides the
baseline for everyday operations. It suggests that even without massive sales, Flipkart maintains its market lead by keeping the user

interface intuitive and maintaining a "low-price leader" image.

Review 15: Consumer’s Online Shopping Behaviour with Reference to Flipkart by Multiple Contributors (SSRN, 2020)
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Key Findings: Examined factors like ease of purchase, delivery, return policies, and overall satisfaction, Factor analysis revealed
seven significant factors affecting consumer behaviour.

The 2020 SSRN paper concludes that while Flipkart has mastered the Utilitarian factors (pricing/delivery), its future growth
depends on Hedonic Motivation—keeping the app "addictive" and enjoyable—and Perceived Credibility, especially as more
elderly and rural users join the platform.

Review 16: A Study on Customer Satisfaction Towards Flipkart by Rashan Singh (International Journal of Research in
Engineering, Science and Management, 2018)

Key Findings: Convenience and time — saving drive online shopping preferences.

Rashan Singh’s 2018 study in the International Journal of Research in Engineering, Science and Management concludes that
convenience and time-saving are the primary catalysts for customer satisfaction on Flipkart. By eliminating the physical constraints
of traditional retail—such as traffic, limited store hours, and manual price comparisons—the platform appeals directly to the
efficiency needs of modern consumers. The research highlights that the ability to browse a vast inventory 24/7 and receive doorstep
delivery transforms shopping from a time-consuming chore into a seamless, high-utility digital experience.

5. Research Methodology

5.1 Objectives of the study

1. To study consumers perception and attitude towards online shopping in general and towards Flipkart in particular.

2. To identify the major factors influencing consumers’ decision to shop online on Flipkart (price, discounts,
convenience, product variety, reviews, delivery,

3. To analysis customer satisfaction levels with Flipkart’s products and services.

4. To study the frequency and pattern of online purchases made through Flipkart.
5.2 Testing of Hypothesis
For Objective 1

“Study the perception and attitudes of consumers about online shopping in general, and specifically about Flipkart.”

. HO:: There is no significant difference between consumer perception and attitude towards online shopping in general and
Flipkart.
. H1:: There is a significant difference between consumer perception and attitude towards online shopping in general and
Flipkart.

(This hypothesis is applicable only if you use Likert scales. In that case, you may also test whether there is a statistically significant
positivity in their attitude.)

For Objective 2

“To find the key elements that affect consumer buying decisions when shopping online on Flipkart (price, discounts, ease of use,
variety of products, reviews, delivery time, etc.).”

These elements generally affect consumer decision making and purchase frequency.

. HO2: Price, discounts, convenience, variety of products, reviews, and delivery time do not have any significant effect on
consumer decision making while purchasing through Flipkart.

. H12: At least one of the aforementioned elements (Price, discounts, convenience, variety of products, reviews, and delivery
time) has a significant effect on consumer decision making while purchasing through Flipkart.

(This hypothesis can be further divided into HO-a, HO:b, and so on. For example, “H0-a: Price does not have any significant effect
on...” and so forth.)
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Objective 3 Hypotheses

"To analyse customer satisfaction levels of Flipkart’s products and services."

. HOs: Customers do not differ significantly in their satisfaction levels with Flipkart’s products and services.

. H1s: Customers differ significantly in their satisfaction levels with Flipkart’s products and services.

Alternatively,

. HO0sa: Customer satisfaction levels with Flipkart’s products and services do not differ significantly based on demographic

variables (e.g., age, gender, income level).

. Hlsa: Customer satisfaction levels with Flipkart’s products and services differ significantly based on demographic
variables.

5.3 Research Design

In this study, Descriptive Research Design has been used. In this research design, an attempt is made to understand the present status
of consumer behaviour, consumer preference, and opinions related to Flipkart without manipulating any variable. Here, emphasis is
given on what and how aspects of online shopping. Descriptive Research Design helps to understand the nature of the population
(Flipkart users).

5.4 Sources of Data
For a thorough understanding of this issue, data can be obtained from the following two sources:
*Primary Data: Primary data refers to first-hand data. It is to be collected directly from Flipkart customers using a questionnaire.

*Secondary Data: Secondary data refers to second-hand data. Secondary data is collected from various books, journals, newspapers,
and research articles. Obtained from e-commerce journals, Flipkart annual reports, and market analysis of 2024-2026.

The Study Area

This study is carried out amongst online shoppers in Pune. The choice of this study area was made due to higher internet penetration
and the presence of a large number of working professionals and students in Pune who purchase goods using Flipkart.

5.5 Sampling Technique

*Type of Sampling Method: For the purpose of conducting the current study, Convenience Sampling technique is used. This
technique involves selection of participants on the basis of their availability and willingness to respond. Convenience Sampling
(which is non-probability sampling method) since respondents have been selected based on their availability and usage of Flipkart
application.

+Size of Sample: 80 to 104 respondents would be included in the study.

5.6 Limitations of the study

Though this research provides some useful insights regarding the buying behaviour of Flipkart customers, there are certain
limitations associated with it:

*Geographical Limitation: Because the study has been conducted in Pune only, hence the buying habits of consumers in rural regions
or in other Tier-1 cities cannot be determined because their logistics level may differ.

*Sampling Bias: As the study employs convenience sampling, the results may not accurately represent all people, i.e. only those who
have taken part in the survey have been considered.

*Small Sample Size: With a sample size of 80 to 104 respondents, the study fails to consider large customer base of Flipkart.
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*Biased Responses of Respondents: As the data collected through a survey form, there might be some biased responses from
respondents due to social desirability factors.

Data Collection Tools and analysis

The main tool for this research is a Structured Questionnaire. It is divided into three parts:

1. Gender

99 responses

® Female
® Male
® perfer to say not

Table 1: Gender Distribution of Respondents

SI. No.||Gender No. of Respondents (N=100)|(Percentage (%)
1 Male 45 45.5%

2 Female 54 53.5%

3 Prefer not to say||1 1%

Total 100 100.0%

From the above Table 1 and the corresponding Pie Chart, it is observed that out of the total 100 respondents surveyed, the majority
are Male, accounting for 53.5% of the sample size. The largest segment, likely driven by Flipkart’s dominance in Electronics and
Gadgets. Female respondents constitute 45.5%, A strong secondary segment, indicating successful growth in Fashion, Beauty,
and Home Essentials. while a small fraction of 1% chose not to disclose their gender. The data shows that while Flipkart retains
its traditional "tech-heavy" male base, it has successfully transitioned into a lifestyle platform for women.
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2.What is your age group?

104 responses

® Below 16
® 17-25
® 25-35
® Above 35
Data Analysis: Age Group Distribution
Age Group||Frequency (n)|[Percentage (%)|(Key Characteristic
Below 16 (|4 2% Students
17-25 89 89.4% Gen Z / Digital Natives
25-35 6 5.6% Millennials / Young Professionals
Above 35 ||5 3% Established Career / Decision Makers
Total 104 100%

The most striking figure is the 17-25 age group, which accounts for 89.4% of your total population and used by Gen Z. product,
or service has an overwhelming appeal to Digital Natives. grew up with high-speed internet and social media as a primary
communication tool. The Millennial Lag: Only 5.6% fall into the 25-35 bracket. This suggests that as your primary audience enters
the workforce or gains more "real-world" responsibilities, they either lose interest or find your offering less relevant. The "Parental"
or "Senior" Tier: Those above 35 represent a tiny fraction (3%). The data identifies a highly specialized niche centred on late-
teens and early-adults. While this concentration allows for laser-focused marketing, it presents a longevity risk—the platform must
innovate to "age up" with its users or continuously acquire new Gen Z cohorts to maintain growth.

3.
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3. Occupation

99 responses
@ Student
@ Salaried Employee
: ® Business
/A‘ ® Homemaker
g @ other
Table 3 : Occupation Distribution of Respondents
SI. No. |[Occupation No. of Respondents (N=100)||Percentage (%)
1 Student 85 84.8%
2 Salaried Employee||7 7%
3 Business 3 3%
4 Homemaker/other || 5 5%
TOTAL 100 100.0%

4. Monthly Income
93 responses

@ Below 210,000
@ 10.000-325.000
© 225,000-250,000
@ Above 350,000
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5.How often do you shop on Flipkart?

104 responses

® Dailly
@ Weekly
@ Monthly
® Cccasionally
@ Never
5
6.Which product categories do you buy most from Flipkart?
104 responses
@ Electronics
@ Clothing/Fashion
® Books
@ Home essentials/Groceries
@ Others
6
7.Flipkart's discounts/deals strongly influence your buying decisions?
104 responses
40
38 (36.5%)
30
20 21 (20.2%) o0 (10 2% )
18 (17.3%) 20419:2%)
10
0
7
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8.Product varieties and customer reviews on Flipkart influence my purchase decision?
104 responses

40

30 33 (31.7%)

27 (26%)

24 (23.1%)

20

10 11 (10.6%)

8
9.What prompts you to choose Flipkart over other platforms?
103 responses
® Price
@® Convenience
® User reviews
@ Brand trust
9
10.How satisfied are you with Flipkart's customer service? (e.g., returns/refunds)?
103 responses
40
30 -
30 (29.1%)
20
10 13 (12.6%)
7 (6.8%)
0
1 2 3 4 5
10
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11.Your past experience with Flipkart purchases?

104 responses

30

28 (26.9%)

25 (24%)
20

15 (14.4%)

10
8 (8.7%)

11
12. What prevents you from shopping more on Flipkart ?
104 responses
@ Delivery delays
@ poor customer services
® Privacy Issues
® None
12

13. Do you have any suggestions to improve Flipkart’s online shopping services?

More fast delivery

May do more good marketing

no comments

fast delivery

Improve in your discount

NO

My suggestion would be that Flipkart should improve product quality checks and ensure faster delivery.
Create more offers

Flipkart should try to improve delivery speed in smaller cities and rural areas so that customers receive their products quickly.

All good (B
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Get a good return policy
N/A

I would say the company should Improve its customer service so the people's doubts and query will be solved. And the return and
refund system should be more faster so the people's trust will be build.

Customer service

Improve Cloths fibre

Delivery should be on time

Coupon discount should be there for better offers than other platforms

It's Good

You can work on your communication

Creates more options in ethnic wear as well.

Maybe try the model that zepto uses

It can be make more convenience.

Nope

None

Remove low quality of products

Giving option to change delivery dates as it is available but not followed and also pls add a option to select time for delivery

Experience and interface

Quality of the product should be improved

Improve delivery service

Nope

Customer service can improve

Should show accurate information of the product

They Should give more Clear review for Customer

give quality product

Noo

delivery delays

Shopping Habits: How often they shop on Flipkart and what items they buy (Clothes, Electronics, etc.).
1. Opinion Scale: Using a scale of 1 to 5 (Strongly Disagree to Strongly Agree), respondents will rate Flipkart on:

o Price and Discounts
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o Product Quality

o Delivery Speed

o Customer Support
Recommendation-

The results of this study indicate several aspects of consumer purchasing behaviour that affect the choice of online shopping services
such as Flipkart. Although the site has already achieved great success through effective pricing, convenience, and variety, there are
still several aspects to improve, namely building trust, providing high-quality products and efficient deliveries, and good customer
service. On the basis of the findings revealed through primary and secondary sources, the following recommendations are provided:
1. Improving Product Quality Control

An important problem highlighted by the research is related to the quality and authenticity of the goods sold on Flipkart.

Flipkart should provide higher standards of product quality assurance.

There is a need to introduce more rigorous audits and ratings for sellers depending on the feedback they have received.

Al-based technology is recommended for monitoring and eliminating fake listings.

Verified user reviews with pictures and videos help build trust in the website.

This would improve the overall quality of products sold online and decrease return rates.

2. Improving Delivery Time and Logistics Efficiency

Delivery time is a major consideration influencing buying behaviour and consumer satisfaction. Although many customers enjoy
the delivery services offered by Flipkart, delivery issues, especially in small towns, continue to be a challenge.

Increase the number of warehouses and fulfilment centres in Tier 2 and Tier 3 cities.
Implement optimized last-mile delivery through the use of advanced logistics solutions.
Offer delivery tracking with real-time estimates of arrival times.

Make delivery flexible with options like time slot choices and re-scheduling.

Moreover, following the pattern of rapid e-commerce platforms, such as “Flipkart Minutes,” will help address the needs of
consumers seeking fast delivery.

3. Enhancing Return and Refund Policies

While Flipkart facilitates an effortless return experience, feedback from consumers reveals that the refund process might be tedious
and occasionally complex.

Reduce the number of steps in the return process and expedite the approval process.
Guarantee immediate refunds or wallet credit for qualified products.
Facilitate efficient collaboration between the sellers and logistic partners in reverse logistics.

Communicate the return policy effectively at the point of sale through product pages.
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The simplicity of the return process will foster consumer trust and prompt repurchase behaviour.

4. Establishing Consumer Confidence and Minimizing Risks

Consumer trust is pivotal for online transactions. Several interviewees raised concerns regarding the safety of payments and the
authenticity of goods offered.

Establish more robust payment gateways and emphasize safety certifications.
Provide Cash on Delivery (COD) options for consumers wary of risks.
Create consumer awareness of buyer protection policies.

Implement a “trustworthy seller” badge scheme for reputable sellers.

These confidence-building measures assume greater significance while targeting new consumers residing in semi-urban and rural
locales.

5. Exploiting Personalization and Artificial Intelligence-Powered Recommendations

According to research findings, younger consumers (particularly those from Generation Z) form the majority of users. Younger
consumers appreciate personalized experiences while shopping.

Leverage artificial intelligence and machine learning algorithms to generate personalized product recommendations.
Implement dynamic pricing and customized promotions per individual user.

Make your app engaging with video shopping and product demonstrations.

Offer personalized alerts regarding discounts, restock, and other deals.

Personalization not only boosts the user experience but positively impacts conversion rates and retention rate.

6. Enhancing Digital Marketing and Social Proof Strategies
According to the findings, social proof such as reviews and ratings play a significant role in purchasing decision making.

Filter out fake reviews to maintain high levels of authenticity and credibility .Partner up with influencers and other content creators
.Leverage user-generated content such as unboxing videos and positive testimonials.

Prominently highlight popular and trending products.
It may also be helpful to connect the app with the social media account to leverage additional social proof strategies.
7. Increase in Variety of Products and Category Depth

While Flipkart already provides a broad range of products, there is scope for enhancement in particular categories like fashion (ethnic
clothing).

Increase the number of categories by including various types of products.

Form partnerships with regional brands and small businesses to provide diverse choices .Work on your private brand portfolio to
ensure quality products at affordable prices.
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Ensure constant updates of products in accordance with consumer behaviour.

Variety and depth of product selection allow you to reach a larger customer base.

8. Enhancing Customer Service and Support Mechanisms

Customer service is an integral component when it comes to the customer experience. It was indicated from the feedback that there
should be some modifications in customer service.

Provide 24-hour customer services using bots and live agents.

Develop Al-based bots for resolving routine customer issues.

Train customer service executives on addressing customer grievances.

Develop a ticket tracking system to resolve issues efficiently.

High-quality customer service leads to increased brand reputation and customer loyalty.
HYPOTHESIS TESTING-

6.1 Hypothesis 1: Consumer Perception and Attitude

Statement of Hypothesis

HO: (Null Hypothesis): There is no significant difference in consumers' perception and attitude towards online shopping in general
and towards Flipkart.

H1: (Alternative Hypothesis): There is a significant difference in consumers' perception and attitude towards online shopping in
general and towards Flipkart.

Analysis

According to the data collected, the reasons for most respondents choosing online shopping include:
Convenience & Time-saved

Variety of Products

Competitive pricing and discounts

Easily available payment methods

However, in favour of Flipkart, there is also a high positive attitude because of:
Competitive Pricing

Quick Delivery

Ease-of-use Interface

Pricing and Offerings

Some of the problems pointed out by consumers are:

Quality of products
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Delay in delivery
Distrust towards products and description

It is safe to say that online shopping is well-received but Flipkart enjoys more than general online shopping due to pricing and
convenience benefits.

Conclusion

Since there is a marked difference between consumers' perception towards general online shopping and Flipkart:

Reject HO:

Accept H1:

Inference: There is a significant difference in the positive attitude of consumers towards Flipkart over general online shopping sites.
6.2 Hypothesis 2: Determinants of Purchase Decisions

Hypothesis Statement

HO:: Price, discounts, convenience, product variety, reviews, and delivery do not significantly impact customers' decision to purchase
from Flipkart.

H12: At least one of these variables significantly influences customers' decisions to purchase from Flipkart.

Analysis

Considering survey results and analysis:

Price & Discounts:

Most respondents are greatly influenced by offers and discounts. Discounts are one of the major reasons for purchase.
Convenience:

Online shopping is convenient for saving time and is popular amongst students (84.8%).

Product Variety:

Product diversity is offered by Flipkart, thus making it popular amongst Gen Z (89.4% of respondents aged between 17 to 25).
Reviews & Rating:

Customers make extensive use of reviews to minimize risks and uncertainty associated with their purchases.

Delivery Services:

Speedy deliveries positively impact purchases, whereas any delay adversely affects satisfaction levels.

Customers Suggestions:

nong

Comments such as "faster delivery," "improve quality," and "offer more discounts" clearly demonstrate that these factors

significantly impact purchases.
All these variables directly impact consumer purchasing behaviour.

Conclusion
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As several variables influence consumer purchasing decisions:
Reject HO:
Accept H1.

Conclusion: Several factors such as price, discounts, convenience, delivery, and reviews significantly impact consumers' buying
behaviours.

6.3 Hypothesis 3: Customer Satisfaction

Statement of Hypothesis

HOs: Customers are not significantly satisfied with Flipkart’s products and services.
H1s: Customers are significantly satisfied with Flipkart’s products and services.
Analysis

However, the study findings reveal mixed reactions, although more positive:
Positive Points:

High preference towards Flipkart because of price and offers

Ease and convenience

More number of products available

Growing among young consumers

Negative Points:

Product quality-related complaints

Problems in refund/return procedures

Late deliveries

Need improvement in customer support

Despite a few aspects of dissatisfaction, the perception among customers is still positive, as evident from the continued use of the
platform and the suggestion for improvements instead of a changeover.

Conclusion

Since the perception about Flipkart among its customers is overall positive, despite a few shortcomings,
Reject HOs

Accept H1s

Inference: The customers are mostly satisfied with the services provided by Flipkart. However, there is scope for improving quality,
delivery, and customer support.

6.4 Hypothesis (Optional — for extra marks)

Hypothesis Related to Demographic and Usage Pattern
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HOa: There is no significant correlation between demographic characteristics (age, profession) and online shopping behaviour.
H1a4: There is a significant correlation between demographic characteristics and online shopping behaviour.

Analysis

89.4% respondents are aged between 17-25 years (GenZ)

84.8% respondents are students

This group represents high usage of Flipkart

Conclusion

Reject HO4

Accept H14

Conclusion from Hypothesis Testing: Age and occupation significantly affect online shopping behaviour; Gen Z constitutes the
major category.

Overall Conclusion of Hypothesis Testing

From hypothesis testing, it is clear that:

The customers have a favourable and unique perception about Flipkart

Price, convenience, and discount are the top influencing variables

Customer satisfaction is high but still room for improvement

The majority of users are young consumers (Gen Z)

Therefore, Flipkart should work on improving their quality and delivery services.
Findings of the Study

From the analysis of primary data collected from the survey and secondary data collected, the following major findings have been
obtained:

1. Predominance of Younger Customers (Gen Z)

The study indicates that the largest proportion of customers (about 89.4%) fall in the age group between 17 to 25 years old, suggesting
that online shopping through Flipkart is extremely popular among younger, tech-savvy customers. The highest number of users
comprises students (84.8%), demonstrating that younger generations are the driving force behind the rise in e-commerce.

2. Discounts & Offers and Price Competition as Major Determining Factors

Pricing is a critical determinant for customer purchase decisions. A large majority of the respondents favour Flipkart because of the
following reasons:

Discounts & offers
Pricing advantage over competitors
Festive discounts and promotions

3. Convenience and Time-Saving: Major Drivers
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Buyers opt for online shopping because of:

Availability round the clock

Convenience of ordering at home

Saving time over conventional shopping

Flipkart satisfies these requirements, thus making convenience an important factor for repurchase.

4. The Role of Diversity and Availability

The diverse range of products offered by Flipkart appeals to many buyers who come from segments such as:
Electronic gadgets Fashions Home necessities

Yet, there were certain recommendations to have more diversity in ethnic clothing items.

5. Reviews and Ratings' Significant Role

Consumers:

Use reviews as a safety measure

Compare ratings before purchase

Favour highly-rated items with good reviews

Therefore, we see that consumer social proof plays an important role in online purchasing behaviour.

6. Importance of Prompt Delivery for Satisfaction

Though the majority of customers express their satisfaction with delivery, the following problems were mentioned:
Delivery delays

Limited time slot availability

Problems in small cities

Prompt delivery is an important factor when it comes to customer satisfaction and repeat purchases.

7. Problems Connected with Products' Quality

Quite many consumers reported the following problems:

Products turned out to be of poor quality/defective

Discrepancy between description and the actual item

This clearly shows that product quality control is not at its best and requires improvements.

8. Issues Related to Return and Refunds

Although there is an opportunity to return a product and receive a refund, the following complaints were made:
Long refund process

Difficult return procedures
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Consumers prefer quick and smooth processes in these matters.

9. Need for Improving Customer Service

The following suggestions were made with respect to customer service

Late responses to customers' inquiries

Insufficient communication

Poor issue resolution

10. Trust and Security Issues Persist

Though Flipkart is highly popular, some buyers are still apprehensive about:
Counterfeit items

Transaction safety

Deceptive advertising

Trust holds great significance, particularly for first-time users.

11. Impact of Marketing and Offers

Marketing tactics like:

Online ads

Holiday discounts

Special promotions

are highly effective in attracting buyers and boosting buying frequency.

12. Good Customer Retention Despite Problems

Despite the presence of some issues, majority of buyers keep shopping at Flipkart, suggesting:
High brand loyalty

Regular usage

Customer satisfaction with primary services such as pricing and ease of use.
CONCLUSION-

The study on how people buy things on the internet on Flipkart shows that online shopping has really changed how people decide
to buy stuff. This is especially true for people who are good with technology. The research found out that things like prices, discounts
being able to shop easily having many products to choose from and easy payment options are very important to people.

Good prices and offers are the important things that make people buy things on Flipkart for the first time or again.

People also like that they can shop anytime and get their things delivered to their doorstep, which's better than going to a store.
The study also says that people are generally happy with **Flipkart** with how affordable and easy to use it is. Some people are

not totally happy because of problems like getting low-quality products waiting a long time for deliveries and having trouble with
returns and refunds.
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Trust is very important when shopping online and people rely on what other customers say and the ratings of products to feel safe.

Flipkart has tried to make people trust it more by offering cash on delivery and easy returns. It still needs to do better in making sure
products are real and services are reliable.

Most Flipkart users are young, between 17 and 25 years old. This means that Flipkart has to keep making exciting things to keep
these young users but also try to get more users from other age groups.

The study says that how people buy things online is affected by things, like money, technology and their thoughts and feelings. For
Flipkart to keep growing and having customers it needs to focus on making its services better getting things delivered faster making
people trust it more and always changing to fit what people want in the fast-changing world of online shopping.

Flipkart needs to keep working to make sure it can keep up with what people want and stay a top online shopping place.
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