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ABSTRACT

The Internet emerged in the 1990s and soon affébtechankind world-wide. It has drastically chanded daily
routine of the people i.e. the way people commu@ity making it easy to communicate instantaneotsslgnybody
around the world, find information, and do businésday. This scenario can also be seen in the lgsimpractices. E-
commerce carries business transactions throughowarielectronic mediums like internet, mobiles, pleteme, fax
machines, ATMs, credit cards whereas Internet trgdboks from the advertising and branding perspectit tries to
grab the attention of the customers by attractiesigins and ads. At the present time, the interastdnastically changed
the way that companies design their e-commerceesfies. It represents a tremendous opportunitgiviés a much wider
choice to a customer of products, services andegricom different suppliers and the means to seledtpurchase items
more readily. It gives the opportunity to the orgaation to expand into new markets, offers newisesvand to compete
on a more equal footing with larger businesses. Tdmearcher has examined e-commerce issues carefaotl has
reached at some conclusions. It was found thateth®ra positive or direct relationship between ingt use time and
shopping and there is a positive or direct relagbip between notice of advertisements and thelweénte on buying
decisions. It is suggested that companies haveve ktrategies according to both online trade aradlitional trade and
companies should provide authentic, accurate infdiom of the products plus reviews. It will be birial and revenue

fetching for them. It can be said that e-trade wéler be a substitute for traditional business.
KEYWORDS: E-Commerce, E-Trade, E-Market

INTRODUCTION

Internet business has advantages of it are basitadl to its important features. The internet paovide timely
information to customers because of its ability iftsstant communication, and its availability 24 toa day, 7 days a
week. An on-line business offers more choices éndhility and, at the same time, eliminates hugeage costs, utilities,
space rental, shortens the supply chain etc. leteasearch becomes an increasingly importantcadhg the purchasing
process. Business departments are investing maeoeoinline business today because it's: Attractiveat significant
segment of the demographics for most customer lpsofit can effectively reach the target custonke@ster and less
expensive to conduct direct business campaignssiviahle, which means that successes are idengifatid repeatable.

The business wants to go online and allow us tonagt and monitor the progress of our online bissiractivities. E-
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commerce figures out how customers will look foe ghroduct, features, functions, and prices thatctetomers will
accept. The Internet has changed the way to deks@&nbusiness strategies to a large extent. itegmts a tremendous
opportunity. This provides a wide range of produservices and prices from different suppliersetest and purchase
goods for customers more easily. It gives an opitst to expand into new markets, provide new s&wviand compete
with the big companies on an equal footing. For leyees, it provides an opportunity to develop néilssand use the
Internet to improve the company's competitiven&ggh the rapid adoption of the Internet by businessl consumer
consumers, with the success stories of marketetiticaorganizations, there was a rapid recognitibrgrowth that all
organizations must have an effective presence @intiernet for expansion. The Internet world reggiits unique set of e-
commerce skills and techniques, while it is basedraditional business principles, knowledge-baseawledge, expert

skills, and much power are required.
RESEARCH OBJECTIVES

The use of e-commerce is showing a rapid growtimdia. This situation calls for an in-depth study finding

out ways and means to suggest the use of e-commparteularly with references to online advertisangd online trading.
» To study of growth and prospects of e-trading m ltidian scenario.
» To study of the process of maintaining, improviagg upholding a brand in e-commerce.
» Improving E-business strategy by creating a retetidp between traditional and e-trading.

Hypotheses

Research always gets its relevance from the assumspt makes about the research problem. Thisysisicho

exception to it.
Hos: There is no significant relationship between Ingé¢umse time and online shopping.

Ho: There is no significant relationship between regdiaviews on the internet and influence on buying

decisions.
REVIEW OF LITERATURES

There have been some studies done which focuseogritwth of internet trading and terms affectintginet

trading like consumer behavior, consumer awareaedglatform available of internet trading for camjes

David W. Schumann and Esther Thorson (2012): Thizkbmainly reveals in detail Internet advertisihgdry,
discussing its history, and compiling selectionsresentative of recent trends by reviewing publistesearch. What the
reader will encounter in Advertising and the Wovtide Web is a solid conception of how Web advergsis different
from anything that has come before. There are nomsediscussions on consumer and advertiser intétgcthe role of

Web advertising within larger campaigns, audiersggmentation, and alternative Web-based promotiondis.

J Suresh Reddy (2003) Trading is one of the busirfeaactions most dramatically affected by emerging
information technologies. Companies can use the teeprovide ongoing information, service and supporeating
positive interaction with customers that can sessethe foundation for long-term relationships andoeirage repeat

purchases. The integration of electronic commergkteading will bring a renaissance in trading fiim. This Journal
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provides benefits of E-Trading in business likeriibles customers to shop or do other transaatiumsl the clock a day,
all year around, through any part of the world, tdow®er have more choice, it allows customers toramewith other

customers and companies or organization, it helganization and customer to receive detailed aleVaat information

within seconds, it enhance promotions of producid services through direct, information-rich anteiacting contact
with customers, The cost of delivering informatimncustomers over the internet is very less, Nevarsncan establish
brand or corporate images very quickly, Customiraind no Intermediaries. Finally, this paper codes that day by
day, technology is getting sophisticated and castscrumbling, making the internet easy and cheaetess. Eventually,
even for buying a product from a shop situated te&ome, the customer may use the internet teeplae order, and may
get the product delivered immediately.

Peter J. Danaher and Guy W. Mullarkey (2003), ¢higly is done on the impact on web advertisinglrecel

recognition. These factors include the viewing matigation of page viewing, and web

Page context factors, including text and page brackygl complexity and the style of the banner adsement.
Via an experimental design conducted on a studenpke, these factors manipulated over severaldeiidle key finding
has been that the longer a person is exposed &bgage containing a banner advertisement, the likefg they are to
remember that banner advertisement. It was alsodfdhat recognition scores are much higher thah bogided and
aided recall scores. In addition, some minimum @ragimum thresholds are observed. To achieve rebfoadvertising
recall, some minimum level of exposure (around é6osds) is required. However, when a user is ifirgumode,
advertising recognition does not increase appréci@hen exposure exceeds 40 seconds. In this ettt Authors have
considered only banner advertising, the other nuthaf web advertising such as pop-up ads, pop-uadgr interstitial

ads square ads etc. are not considered, whictesiearcher will consider for the Ph.D. work.

Dr. Hatem El-Gohary (2010), This study presentedmprehensive review of literature in the field®sf rading
in the period from 2003 to June 2010 as well asstfeematic classification for this review. By mwing the literature, it
is noticed that E-Trading studies had utilized anbmation of both qualitative and quantitative aggahes. This study
states that each methodology or method has sonwbdcis or limitations, but a researcher must emgley most
appropriate research methodology and method todsisarch. Between 2003 and 2008 within the liteeaperiod the
published articles had covered the following recleareas: E-business, E-marketplace, Electronicr@enee, Electronic
platforms, ICT adoption, Internet trading, On-litnest, B2B, Performance evaluation, The Web, Etettrtrading, E-mail
Making, E-Readiness, E-relationships, E-securityseEvice, E-supply chain management, Internet atiapt Mobile
trading and some other research areas. Electramm@@rce was the major research area covered bgskarchers in the

field followed by Electronic Business and Intertrating.

Ook Lee (2001) according to the study Internetitrgatoncepts and measurements of what actually svdrér

example, the first chapter does the comparativéysisaof Net incentives, Agency.com, and Net Peticeg.

Joanna Lord (2013), This article predict importarernet trading trends in 2013 those are a sungsecond
screen' value, the evolution of 'attribution modglithe rise of gasification, An increased focus'iobound trading,
Improved data visualizations, More loyalty tradilyands as social influencers, More analytics, §®ss king, Local

trading goes mainstream. This article providesoaiitrends in online trading.
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RESEARCH METHODOLOGY

Research methodology is important to provide aesyatic approach to a research study. The empmesalarch
methods are a class of research methods in whiglirieal observations or data are collected in otdesinswer particular
research questions. While primarily used in academgearch, they can also be useful in answeriagtipal questions.
The researcher has tried to bring an overall péctfrinternet trading by discussing Internet trgdiersus the traditional
trading, the customer and company perspectivesrefdre, both qualitative and quantitative methods applied to
answer the research questions. The theory parbéms developed by applying these methods to exgleecendary data

from books.
Source of Data

In the present study, to collect primary dataracstired questionnaire was used. A pilot study eaxlucted and
considering the limitations of the model questiarmalt was restructured and redesigned on theshafsihe results of a

pilot study. The secondary data have been colldobed various research papers, studies, and books.
Data Analysis

In order to achieve these objectives, the resealtdeprepared a questionnaire which comprisetkafegments
relating to internet usages, internet advertisenigfitences, the effect of internet search by ascomer, consumers’
perspective for internet business, reliability ebusiness through the internet, for improvementgrnet business. Each
of those parts has targeted to understand the o@mrsuapproach towards e-commerce’. The usefulokasy study lies
in the presentation of facts and their analysisuch a manner that it becomes easily understandBideunderstanding of

analysis depends upon the proper selection ofethearch methodology to be adopted in analyzinggitts.

Under the study in hand, random sampling technigas used to pick out a sample of e-trading. A stined
guestionnaire was used to obtain information alwawious aspects of the growth and prospectus odidirig scenario.

Research on the effect of consumer behavior towertdsding is a descriptive research.

For the present study have been data collectedughout India. To make it logical and reasonable [Bam
selected comprises of business professionals, msidBomemaker service class & other people ofithan and rural area
of whole India. The whole population is dividedarhree strata according to age, gender & occupaResearchers have

not any discrimination for the collection of datallect data from each group of age, professiod, |la@racy.

A questionnaire has been sent to respondent throwagty channels like the letter, post office andeotheans of
correspondent but electronic media play a vitak riol it viz. e-mails and Google docs for online migsion of their
responses. The questionnaire was sent to aboutesp@ndents, more than 450 respondents respondedensome of
these responses were not proper due to some amdrdid not answer all the questions of the questoe, the therefore,
researcher could find around 400 responses apptepior the research. Thus the final analysis reentdone using

responses from 400 respondents.
Sample Profile

The sample profile of the respondents has been ai®vanalyzed in terms of gender, occupation, ged &he

table that emerged from the data has been presintieel following table 1
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Table 1: Sample Profile

Factors Variables Number of Respondents | Percentage

Gender Female 180 45
Male 220 55
18-25 150 38

Age 26-45 216 54
46-60 34 8
Student 108 27
Service clasg 130 33

Occupation Business 74 18
class
Homemaker 56 14
Other 32 8

Table 1 shows the profile of respondents that remerged out of 400 filled in questionnaire shovet thut of
total respondents 55% are males and the rest 48%&muales. It shows that it has been a balancegdleaan regards sex of
the respondents. Age group shows that 38% are 1®@5 age groups; 54% are from 26-45 age groupresid3% of
respondents are from the age group of 46-60 y&wdar as occupation is concerned survey covergests, service

class, business class, homemaker and others, atachi7%, 33%, 18%, 14%, 8% respectively.

Research Questions

The questions have been put in the questionnairassbave an idea as to whether consumers are ebtern

friendly or not and how much time do they devoteaittivities such as emails, gathering informaticomline
shopping, chatting, films, games, music etc. Wi help of these questions, it can be ascertaitether consumers go
for online shopping or not because if consumersatepting for online shopping then there is ne a&focusing on e-

trading. Question wise analysis of this part isodlews-
How often do you Use the Internet Per Day?

An effort was made to find out how often the regpemts use the Internet. The data collected were

analyzed on the basis of sex, occupation and agedaita collected revealed the following table:-

Table 2: Internet Usages with Regard to Gender [Hours]

Internet Uses in Up to 1 Hour 1-3 Hour 3-5 Hour More than 5
Gender Respondents N % N % N % N %
Male 31 14% 47 21% 55 25% 8y 40%
Female 64 36% 38 21% 3P 18% 44 25%

Through these findings, it can be concluded th& B4 male respondents surf the internet daily uprte hour,
21% surf up to one to three hours, 25% surf upteet to five hours and 40% of male respondentshaxse who surf for
more than five hours; whereas female respondeptseshlesser interest in using internet. Data shibvas36% of female
respondents use internet up to one hour in a d&, @ses around one to three hours, 18% uses atiorg&lto five hours
and there are 25% of female respondents who ul® inore than five hours. Gender plays a role héhere is a
significant time difference between male and femadspondents as it is clearly evident that femaspondents

are using the Internet for a lesser time in congoarto males.
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Table 3: Internet Usages with Regard to Occupation

Internet Uses in Up to 1 Hour 1-3 Hour 3-5 Hour More than 5
Hours Hour
Occupation N % N % N % N %
Students 32 30% 20 18% 24 22% 32 30%
Service Class 16 12% 24 18% 30 24% 60 46%
Business Class 10 14% 24 32% 20 27% 20 27%
Home-maker 30 54% 10 18% 8 14% 8 149
Others 7 22% 6 19% 9 28% 10 319

Consumers who are in service class surf more latetltan consumers like student's the business ,class

homemaker. 30% of students daily spend up to ome imousing the internet, rest 18%, 22% and 30% usternet for
one to three hours, three to five hours and moemn tfive hours respectively. 12% of Service clasgssup to one
hour, 18% surfs one to three hours, 24% surfs tlwelive hours while 46% surf more than five houtd%, 32%,
27% and 27% of business class surf respectivelyufoto one hour, one to three hours, three to fisars and more
than five hours. 54% of homemaker surf for up te twour, 18 % for one to three hours, 14% for thoefive hours and
the rest for more than five hours. 22% other usar§for up to one hour, 19 % for one to three Bp@8% for three to

five hours and 31% for more than five hours.
How often you Make use of the Search Engine for Buying a Product?
Attempt was made to find out the frequency of use search engine before buying any product.

Table 4: Use of the Search Engines

Respondents Every Time For Specific Information Not Aware Total
Gender Male 74 126 20 220
Female 46 116 18 180

Occupation | Student 24 78 6 108
Service 53 68 9 130

Business 21 48 5 74

Homemaker 12 34 10 56

Other 10 14 8 32

Age 18-25 46 84 20 150
26-45 64 144 8 216

46-60 10 14 10 34

It is observed that the respondents are not sodiyein making use of the Search Engine for buyangroduct.
Out of examined respondents’ 126 male respondesgtgar specific information while out of female pesdents 116 are
using this, which is almost equal. 34% of male oesients surf the Internet every time while buyimreduct. 9% of male
respondents and 10% of female respondents arevguglare not at all aware in this matter. Out of drespondents,
22% surf the Internet all the time while buyingraguct. In the class of occupation, the result dwbthat almost all the
students examined are aware of Internet searchdiegaa product. 22% of students make use of ietegnery time they
buy a product and 63% surf internet whenever thesdrany specific information; whereas 33% and 52%euvice class
surf internet to get information for the producegytime and in getting any specific informatiolspectively; at the same

time 16%, 65%, 19% of business class makes useanfls engine every time they buy a product, fociigenformation
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and not aware respectively. 61% of homemaker makesonly when they need specific information anth2&es every
time as well as 18% is such who are not at all ewéinternet search.

Do you Read Reviews Online of Product Prior to Purchasing?

Purchase decisions are always subject to detadactls and making oneself sure that he is buyinghamy that
gives him value for his money. Online buying doesprovide an opportunity to the buyer to havelwctoexamination of
goods. Thus they often rely on the reviews madthbyexperts and earlier buyers. A question waether asked to know

whether the buyers read reviews before buying aogiyzt online.

Table 5: Reading of Reviews before Buying Decisions

Respondents Always | Sometimes| Never

Male 118 88 14

Gender Female 88 80 12
Student 58 44 6
Service 68 60 2
Occupation Business 38 32 4
Homemaker 30 20 6
Other 12 12 8

18-25 86 54 10
Age 26-45 112 98 6

46-60 8 16 10

As regards the reading of reviews online availathie,survey showed that 54% of male respondentayslnead
reviews before purchasing product, 40% prefersntetimes yet 6% never check for reviews before lmsing products.
At the same time, 49% of female respondents alway®r reviews before the purchase, 44% readsiiesiones and 6%
never pay attention to the reviews available. Oatiop wise survey showed that 53% of students avgayafter reading
reviews online available, 40% checks it sometimed 8% never check it. 51% of service class alwagad ronline
reviews, 46% read it sometimes and 3% never chte&d % of business class always read reviews poipurchase, 41%
read it sometimes yet 8% never read online revi®4% of homemaker always read reviews, 35% readntetimes and
rest 10% never read. 37% of other class always m@adws prior to purchase, 37% read it sometine2¢% never read
online reviews. In the age group of 18-25 year$p&lways go for reviews, 36% sometimes check aacetis 6% who
checks online review. In the age group of 26-45g,€a1% always see reviews, 45% check it sometands4% are those
who never check online reviews. In the age group660, years 23% always go for reviews, 47% samegicheck and

there is 29% who checks online review.

It is observed that most of the examined resposderatd online reviews of product either sometinrealways.
In that too, male respondents are reading onliviewss quite more in comparison to female resporglaithen researcher
analyses this examination from occupation poinviefv, it is found that Service persons and studanésreading this

more in comparison to others.
Internet Trading is More Flexible than Traditional Trading?
Data revealed the following-

It is Question was asked to find out whether intétnading is more flexible as compared the traddi trading.
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The collected observed that not a good numberspiaredents are disagreeing to it. Majority of resfgms have agreed to
some extent. Among age groups 18-25 and 26-45 mesmts are either strongly agreed or agree to sxtent. Only a
few of them are strongly disagreed. Possible reafmm the same could be that people of age gr84p5land 26-45 are a

frequent Internet user.

Companies Have to Necessarily Focus Their I nternet Trading Based On the Gender Difference So asto Make it More

Effective.

It is evident from the aforesaid table that mosth&f examined respondents have agreed in favarwfiéther
they agree strongly or to some extent. Only a féwhem disagree strongly. Comparing male and femad@ondents,
male respondents are more in number favoring thise analyze it from the point of view of the opation and age
group, results showed that service class peoplagedyroup 26-45 are more in the number who apegly agreeing that

companies have to necessarily focus their intarading based on gender difference to make it ratfestive.
Internet Trading Will Fully Take over Traditional Trading.

It was attempted to find out what respondents thifiat future trading would be. The responses gather

revealed the following state of things

It is observed that the majority of respondentsehar opinion that Internet trading will take oveaditional
trading to some extent. Only business people aneanly equal number in agreeing strongly and agget® some extent.
It is evident that people are still not fully preed for internet trading as they are agreeing tmes@xtent only to the
guestion of a takeover of Traditional Tradingslguite interesting to note that although cand&late affected by internet
trading yet they are still not welcoming it with ephanded. That is the reason they are neithengdyraagreed nor

strongly disagreed.
Companies use Internet Trading for One or More of the Following Reasons-

A question was asked to know the reasons why compaise internet trading.The reasons from whick tiead

to suggest included --Wider reach; Additional raverto counter market pressure and Managementypolic

All respondents are having a clear view that cormgmsanse Internet trading for “wider reach” followbg the
objective of “additional revenue” and “to counteanket pressure”. The objective “management polimytisidered as a
least important reason for companies to use Inteérading. Internet trading reaches to a wider eaafjpeople and that is

also a major reason to use it.
Reliability of the Companies/Brand is Very Important for Success of I nternet Trading

Buying decisions often entail the risk of buyingnvaong product. This possibility is more when we éav
purchase online. Therefore, the reliability of tmenpanies or brand is a very significant factor.afthe respondents think

about it is presented in the following table-
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The respondents have strongly agreed that relalofi companies/brand is very important for thecass of
Internet trading. It is evident that though pedpdee faith on Internet trading yet they also coaisttie reliability of brand.
A brand is also an essential factor for the sucoéggernet trading. The main reason for the samdd be that ultimately
consumers have to use that product that they havefrgm internet trading and that is why they da meant to

compromise with the reliability of the brand.
Do you believe that Traditional Trading is more Reliable than Internet Trading?

Most of the respondents are of the opinion thasdme extent online trading is reliable. Some redpots
strongly agree whereas a few of them are stronglggieed. 51% of males, 67% of females, 61% ofestis] 61% of
service class, 36% of the business class, 75% mehwker and 50% of others class agree to someteaRtrtraditional
trading is more reliable than internet trading vhis a disappointing result for internet tradingan@panies need to take

actions to improve this image.
Internet Trading Relationships are Long Term Compared to Traditional Trading

People are still inclined to see traditional tradas a means of the more lasting relationship ivieiyer and

seller. However, things are changing too. To fintlwhat people think about it is what the followitadple reveals-
Internet Trading has Fewer Channel (mediator) Focus and hence does have Long-Term Growth

Most of the respondents strongly agree or agremtoe extent to this question that Internet tradiag fewer

channels and hence does have long-term growth.oRdepts who are strongly disagreeing are quiteigibtg.
Should Companies Spend more on I nternet Trading than on Traditional Trading?

It is observed that respondents believe that compashould spend more on internet trading rathen th
traditional trading as most of the respondents hadted for strongly agree or agree to some ext#niossible reason
could be that people think Internet trading hasidewreach than traditional trading and Internatling still has a high

growth perspective. Companies should spend motatemet trading and derive benefits from its growt
Should Companies Maintain Better Public Relationship in I nternet Trading Compared to Traditional Trading?

Respondents agree that companies should maintaatter public relationship in internet trading cargd to
traditional trading and that is why they also sugigd that companies should expand more on intéming rather than
traditional trading. One of the reasons behind tloigld be people have a hidden faith on traditidreding as there is a
personal relationship available in traditional tredand not in internet trading. To overcome thégative point people

believe that companies should maintain a betteliptddationship in Internet trading.
Internet Trading will Surely Grow

Most of the respondents, from every perspectiveetsrongly agreed that Internet Trading will syrgiow. A
negligible volume of people has strongly disagrée. clearly evident that Internet Trading is iggito have a more bright

future and people are also looking forward to it.
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Testing of Hypothesis
Ho.. There is no significant relationship between Inétumse time and online shopping.

By applying Pearson Correlation between Interne¢ Ugme and Shopping, where the Expected rate was a
dependent variable and Shopping was an indeperndeable, we get Pearson correlation equals totb8Bwas greater
than O and less than 0.25, that means InternetTbee and Shopping have a lower correlation. Theywsd the low
relationship. Moreover, since.083 is a positive ueatherefore it means there is a positive or direlettionship between
Internet Use Time and Shopping which means withrgnease (decrease) in Internet Use Time, thereldvba an
increase (decrease) in Shopping. Further, we cppose that doing shopping is a meager part in #eeatl usages of

the internet but growth of online shopping is dikecdependent on the usages of the internet.

Hg,. There is no significant relationship between infloes of advertising links on the internet and bgyin

decisions of the consumer.

By applying Pearson Correlation between Notice d¥eatisements and their influence on buying denssio
where influence on buying decisions was a dependeridble and Notice of advertisement link was adependent
variable, we get Pearson correlation equals toiBd4 was greater than 0 and less than 0.50, thainsnélotice of

advertisements and their influence on buying denshave lower correlation. They showed a low ietship.

Moreover, since.334 is a positive value therefore@ans there is a positive or direct relationgtg@pveen Notice
of advertisements and their influence on buyingisiess which means with the increase (decreaselNadtice of
advertisement links, there would be an increaserédese) in Influence of advertising links in buyidgcisions of a

consumer.
Major Findings

The survey conducted reveals very clear that ieterading will keep on rising. Almost all the reslents agree
that the increase in the use of internet and mdizke resulted for the increase in the growth ofrimt Trading. Hence,
with the increase in the use of internet, it igddy observed that the consuniersclination to have access towards
Internet Trading is increasing significantly. Acdiorg to the result of the survey, there are thregomfactors which can

lead to the growth of internet trading in Indial near future. These factors are as follows:

* The internet penetration in India is still far frak80% but is increasing at a tremendous pacetdbafor a very

large population.
* There is a boom in the internet and start-up spgbé now. These rely heavily on Online Trading.
»  With more smartphone sales and better internetexdions (4G also now), the internet usage is onlyhe rise.

In the present study, of the total consumer respots there were 55% males and 45% females. Od tR&846 of
respondents were found to pursue their studiegtearéfore, this study also incorporates the viefsstuwdent community
regarding the recent trends in internet tradingredwger, 33% of the respondents belong to the semlass, 18% to the

business class, 14% are the homemaker and rema&®rigelong to other class.
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» Internet Use Time and Shopping have a lower cdiogla Though there is a positive or direct relasioip
between internet use time and shopping which megthsincrease/decrease in internet use time, thendd be
an increase/ decrease in Shopping. But shoppiagnigeager part in the overall usages of the intdsaegrowth

of online shopping is directly dependent on usagdéke internet.

» There is a positive or direct relationship betwbletice of advertisements and their influence onibgiglecisions

which means that advertisement links affect tharmgecisions of a consumer.

e There is very less number of respondents who haverrused the internet for shopping purposes. tiuemts to
6% of respondents. And the reasons for the samebmaljiteracy, lack of access to gadgets or latkaress to

the internet.

e There is a direct relationship between a searclinengnd their influence on buying decision. It segjg that
consumers often make a search before going fordagision. That means search engine make a conisigera

impact on buying decision of respondent.

» It has been observed that long-term relationship lxa maintained better when there is fewer comnatioic
channel present between customer and companies. Wawan say that internet has edge over otheingrad

because the internet considerably reduces chabewei®en customers and companies.

e It is observed that respondents are internet fheridot even a single of them has said that he smtsuse the
internet, though time may vary from person to pensmging from up to 1 hour to more than 5 hourth& same
time it is used for many different activities cowgr checking emails, gaining information, musicattimg, videos
etc. and for online shopping. But the surprisinguteis that out of total respondents, 63% of thsawae never
used the internet for online shopping. This atétuday be because internet shopping is more commureiage
group of 15 to 35 years and the majority of thepoeslents in this survey are above this age limibrédver,
internet shopping is the platform which is stilliie growth. There are many products which neecnéxation by
hands i.e.which can be purchased only after toaohl- feel factor. And selling and buying are ofi¢he main

segments of internet trading.
Recommendations and Suggestions

The researcher has examined the issue carefully leasd reached at some conclusions. On the basis of

these findings, some of the major issues have eaderg

» E-commerce will surely grow because it has madelegelazy as the completion of work is now only aeo
click away. In addition, there are government peicwhich aim to reduce the internet cost and teftec
operators, out of competition, are also reducirgiy timternet pack charges. This will provide easginet access

to all people and more chances of rise in inteshepping.

» Advertisement influence is most on the age grouR®fto 45. For the rest of the respondents there nvea
such big influence of the advertisement. This cfilsa suggestion that companies should target thaiience
accordingly at social media; such as if the tadjetedience is young crowd then facebook, twitteytybe and

WhatsApp messenger are the appropriate platforinghd targeted audience is illiterate then Whatsapp
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messenger is the best platform because almost@werny today’s world has access to smartphoneshdf
targeted audience is literate then online reviewssicompany websites are the most searched ahdndict

platforms. In short, new age demands for the mdtzalding as it is very handy and more accessible.

To improve this, companies should provide autheatid accurate information on the products pluseres

should not be misleading.

It shows that companies need to have a preserite ianline market in order to be counted as ebagd. It is
all aboutcustomer$ opinion in the trading sphere which matters the tm&» as to have a public reach,

companies need to focus on the online front.

Companies should spend more on internet tradinggsiBly they think that internet trading has a widggsich than
traditional trading. This is true but we cannotagm the fact that still traditional trading is muahead than
internet trading and it will always be. This sifoat calls for the companies that they have thedt fa the online

trading first then they should equally cater to lblo¢h.

The companies have to have strategies accordibgttointernet and traditional trading. It will ber®ficial and
revenue fetching for them. It can be said that mwoerce will never be a substitute for traditionakibess.

But it can be supplementary to the traditional besss.
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