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Customer satisfaction toward online shopping: A Study focus with Patan city.

ABSTRACT 
	Aims:
To examine customer satisfaction toward online shopping in Patan city and identify preferences and key influencing factors such as product quality, website usability, delivery services, price competitiveness, and customer support.

Study Design:
Descriptive cross-sectional study.

Place and Duration of Study:
Conducted in Patan city, Gujarat, India, over a period of 8 months in 2024-2025.

Methodology:
Primary data was collected from 100 respondents via a structured questionnaire using convenience sampling. Data analysis was performed using MS Excel and SPSS. Reliability analysis yielded a Cronbach’s Alpha of 0.826. Chi-square tests were applied to examine the association between demographic variables (age, gender, education) and customer satisfaction indicators.

Results:
Majority of respondents were male, with most participants below 25 years of age and undergraduate students. 50% preferred E-platforms like Amazon and Flipkart to do online shopping. Key reasons for satisfaction included convenience and product price discounts. The majority preferred cash on delivery. Hypothesis testing revealed no significant relationship between age and product quality satisfaction (P = 0.680), education and concern factors (P = 0.604), or gender and shopping comfort (P = 0.497).

Conclusion:
Respondents showed a high level of satisfaction with online shopping, primarily due to convenience, competitive pricing, and platform usability. However, delivery delays and product availability were major concerns. Retailers should focus on delivery improvement and consumer protection to further boost satisfaction. Demographic variables had limited impact on satisfaction levels.
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1. INTRODUCTION 

According to Rowley Jennifer, (1998) online shopping is basically an electronic commerce which allows the potential customers to buy products from a seller through the internet. 

Online shopping allows consumers to directly buy goods and services from sellers over the internet, eliminating the need for intermediaries. Shoppers can browse various products from the comfort of their homes, purchasing anything from books to clothing and household items from online stores. The system supports two modules: one for customers who wish to buy and another for storekeepers who manage product and customer information. The database is updated after each transaction, and customers can view products based on their selections.

Online shopping is a form of electronic commerce that lets consumers purchase products using a web browser or mobile app. Customers can visit app, seller’s website or use shopping search engines to find products, comparing prices and availability from different vendors. The online shopping experience mirrors traditional shopping, known as business-to-consumer (B2C) when consumers buy from businesses and business-to-business (B2B) when businesses buy from other businesses.
The concept of online shopping has grown significantly, driven by convenience and the ability to compare products and prices easily. Many people prefer online shopping due to their busy schedules and the growing confidence in e-commerce. The online retail market in India has seen rapid growth, with millions of digital buyers benefitting from personalized advertisements and quick delivery services.

Consumer buying behavior in online shopping can be influenced by various factors, such as product reviews, recommendations, and the ease of accessing information through digital devices. Peer feedback on social media also plays a significant role in purchasing decisions. The growth of online shopping worldwide is marked by increasing consumer demands and the expansion of products available, driven by the rise in internet and smartphone users.

An online shop evokes the physical analogy of buying products or services at a regular "bricks-and-mortar" shopping center; the process is called business to consumer (B2C) online shopping. When an online store is set up to enable businesses to buy from another business, the process is called business-to-business (B2B) online shopping. A typical online store enables the customer to browse the firm's range of products and services, view photos or images of the products, along with information about the product specifications, features and prices. 

According to the statement of Hooda and Singh, (2020), it has been examined that online shopping is ensured by numerous people, who have a hectic schedule and not having time or energy for spending their precious time in the mall in order to shop their desired products. It has been examined that nowadays people have been enduring more confidence in order to embrace online shopping. 

According to PWC india’s report In India e-commerce industry is valued at Rs. 10,82,875 crore (US$ 125 billion) in FY24 and is expected to grow to Rs. 29,88,735 crore (US$ 345 billion) by FY30, with a growth rate of 15%. A report from ANAROCK and ETRetail predicts it will reach Rs. 47,64,650 crore (US$ 550 billion) by FY35 due to rising digital use and changing consumer behavior. In metro and tier-1 cities, 50% of consumers prioritize quick delivery, while in tier-2, 3, and 4 cities, 54% focus on deals and offers. Women’s shopping behavior has shifted from social to individualistic due to financial independence. In tier-2, 3, and 4 cities, over 42% of shoppers are deterred by fake reviews of health and wellness products, preferring online shopping for authenticity. More than 60% prefer using apps over websites, with a strong liking for marketplace apps. YouTube is favored for reliable product information, and Gen Z in tier-2, 3, and 4 cities prefers cash on delivery.

According to IBEF report India’s internet users are expected to reach 900 million by 2025, up from about 622 million in 2020. During the first week of the 2023 festive season, Indian e-commerce platforms made US$ 5. 67 billion in sales.

In India, online shoppers mainly use credit cards and UPI IDs for payments. Other payment options include mobile billing, cash on delivery, cheques, debit cards, direct debits, electronic money, gift cards, and wire transfers.

The advantages of online shopping are that it is always open, saves transportation costs, does not require a physical location, avoids aggressive salespeople and crowds, eliminates long checkout lines, allows reading product reviews, offers more choices, has lower prices, and often provides low or free shipping.

However, there are disadvantages such as risks of fraud, delivery delays, lack of physical contact, no bargaining power, hidden costs, limited interaction, and difficulties with returns.
Some of the best online shopping sites in India include Amazon India, Flipkart, Snapdeal, Myntra, Shopclues, Meesho, Tata Neu, and JIO Mart.
2. LITERATURE REVIEW
(Mehta & Ranawat, 2023). The majority of customers were satisfied with online shopping, as indicated by a mean score of 60.79. There was no significant difference in satisfaction based on gender and area of residence. Significant differences in satisfaction were found based on qualification and monthly income, with undergraduate respondents and those earning more than Rs 75000 per month being highly satisfied.

(Sinha & Kaur, 2023) Similarly, Research in Patna identified Website design and features are the most influential elements for online consumers, followed by convenience and time savings. Older adults are less likely to engage in online shopping compared to younger generations.  Product price, security, delivery speed, and guarantees/warranties are key factors influencing online purchasing decisions. So, website design, convenience, and time savings as key factors influencing online shoppers, with security being a significant concern.

(Badiyani & Jagani, 2022) the study carried out in Bhavnagar, online shopping was found to offer competitive pricing, high-quality products, and a hassle-free experience. The future of e-commerce in Indian appears to be very bright. Online shopping offers competitive pricing, high-quality products, and a hassle-free experience. The success of e-commerce companies in India is determined by their popularity.

 (Sharma, 2021). A study in Kathmandu found that 63% of respondents were highly satisfied with online shopping, with factors such as education level, occupation, monthly income, religion, and family type significantly associated with satisfaction. Online stores are recommended to tailor products to different age groups and genders, and improve service quality through fast delivery and easy return policies to enhance satisfaction. The study emphasized the importance of quality products, fast delivery, and easy return policies in enhancing customer satisfaction. Overall, these studies suggest a bright future for e-commerce in urban areas of India and Nepal.

(Abhishek Chilka & Sandeep Chauhan, 2018) Online Shopping or internet shopping consists primarily of the distribution, buying, selling, marketing, advertising and servicing of products with the help of internet and other computer networks. India is witnessing the tremendous growth in online shopping. This paper studies the recent scenario, recent trends in online shopping in India. For example, the interested categories of product, preferred way to pay online. Today’s online shopping platforms provide many offers to consumer which attracts the consumer and drives their business. Along with that there are also problems in online shopping like quality,security etc. India’s online shopping market is constantly growing at good phase.

(Muthumani,A., Lavanya,V., & Mahalakshmi,R.,2017) a study reveals that Online shopping is one of the most popular ways to make purchases, but it's not something that everyone is comfortable doing. Online shoppers are all ages, come from all types of backgrounds, and both men and women. Consider the advantages and disadvantages carefully so the researcher can make an informed decision about what's best for customer. In this paper an attempt is made to know the products purchased by consumers from online stores and to identify the types of problems faced by consumers while buying goods from online shopping. The convenient sampling technique was adopted for collecting data from respondents. In this paper the suggestions also given to overcome the problems faced by online shopping consumers.

(Dr. D. Sudhakar, R. Swarna, Deva Kumari, 2016) research title “Customer satisfaction towards online shopping, a study with reference to Chittoor district” Study was conducted to find the satisfaction levels of customers of the selected products. In the study it was found that majority respondents preferred to buy products through the Flipkart website followed by Amazon respondents are highly satisfied with on time delivery of the product.

(Aishwarya Goyal, 2015) The study found that rising use of internet in India provides an impetus to online shopping. Now Consumers are increasingly adopting electronic channels for purchasing their daily needed products. The increasing use of Internet by the younger generation in India is creating opportunities for online retailers. This study provides theoretical contribution in understanding the present status of online shopping and provides insight into consumers' online shopping behaviors and preferences. This study will contribute in sharing the information about the scope of improvement in online shopping website and challenges faced by online retailers in Indian market.

Recent studies on customer satisfaction with online shopping in various cities reveal generally positive attitudes. 
PROBLEM  STATEMENT

With the rapid growth of e-commerce in India, consumer behavior has undergone a significant transformation. Despite the increasing popularity of online shopping platforms due to convenience, variety, and competitive pricing, several challenges persist in ensuring consistent consumer satisfaction. Factors such as delayed delivery, product mismatch, lack of personal interaction, payment security issues, and inadequate grievance redressal mechanisms have contributed to fluctuating satisfaction levels. Moreover, demographic diversity, digital literacy disparities, and regional differences further complicate the understanding of what drives or hinders consumer satisfaction in the Indian context. Therefore, a focused investigation is necessary to identify the key determinants of consumer satisfaction and bridge the gap between consumer expectations and service delivery.
OBJECTIVES OF THE STUDY

· To find out the satisfaction level of the customer from online shopping. 

· To study the determinants for which the customers prefer online shopping.
· To identify the problem faced by the customers during online shopping.
3. material and methods 
The present study is descriptive in nature, aiming to systematically observe and describe the characteristics of users in Patan city without manipulating any variables. It employs both primary and secondary data to ensure a comprehensive analysis. Primary data was collected through structured surveys conducted directly with respondents, while secondary data was sourced from credible websites, online databases, and other internet resources to provide contextual support. The study focuses on users located within Patan city, with a sample size of 100 respondents chosen for data collection. A convenience sampling method was adopted due to its practicality and ease of access, allowing the researcher to efficiently gather information from readily available participants. For analysis, tools such as Microsoft Excel and SPSS were used to perform both basic and advanced statistical tests, enabling the conversion of raw data into meaningful insights and interpretations.
RESULT

4. DATA ANALYSIS AND INTERPRETATION
Table 1.  Reliability statistics
	Cronbach's Alpha
	N of Items

	0.826
	18

	(Source: Data derived from SPSS)




Findings of the study: (Frequency analysis)
The study shows that 89% of respondents are male and 11% are female. Most respondents are aged 20 or younger and between 21 to 25 years.  Majority of respondents are undergraduates students and their annual family income is between 50,001 to 1 lakh Rs.

Most respondents shop online once a month, with 50% preferring sites like Amazon and Flipkart. They find online shopping convenient and time-saving followed by offers and discounts. Most of the respondents feel comfortable with online shopping. The price satisfaction of products is high among participants. Cash on Delivery (COD) is the preferred payment method, and most purchases range from 1 Rs. to 5000 Rs. with many spending less than 1000 Rs. monthly. Common problems include delays in delivery, delay in grievance related response, product unavailability and followed by risk and security. Overall, respondents are satisfied with product quality, appreciating the variety available and online shopping services.
HYPOTHESIS OF THE STUDY
 Hypothesis: 1
H0: There is no relationship between age and satisfaction level of product quality

H1: There is relationship between age and satisfaction level of product quality

	Table 2. Chi-Square Tests 

	
	Value 
	df 
	Asymp. Sig. (2-sided) 

	Pearson Chi-Square 
	9.265a 
	12 
	.680 

	Likelihood Ratio 
	9.489 
	12 
	.661 

	Linear-by-Linear Association 
	.240 
	1 
	.624 

	N of Valid Cases 
	100 
	
	

	a. 13 cells (65.0%) have expected count less than 5. The minimum expected count is .01. 


From the chi square test it get prove that the asymptotic significant (P) value i.e. 0.680 > 0.05. Therefore accept the null hypothesis. Thus it can be conclude that there is no relationship between age and satisfaction level of product quality. 

Hypothesis: 2
H0: There is no relationship between Education and concern factors regarding online shopping 

H1: There is relationship between Education and concern factors regarding online shopping 

	Table 3.        Chi-Square Tests 

	
	Value 
	df 
	Asymp. Sig. (2-sided) 

	Pearson Chi-Square 
	7.315a 
	9 
	.604 

	Likelihood Ratio 
	6.150 
	9 
	.725 

	Linear-by-Linear Association 
	.051 
	1 
	.822 

	N of Valid Cases 
	100 
	
	

	a. 9 cells (56.3%) have expected count less than 5. The minimum expected count is .16. 


From the chi square test it get prove that the asymptotic significant (P) value i.e. 0.604 > 0.05. Therefore accept the null hypothesis. Thus it can be conclude that there is no relationship between education and concern factors regarding online shopping. 

Hypothesis: 3
H0: There is no relationship between gender and comfortable with online shopping 

H1: There is relationship between gender and comfortable with online shopping 

	 Table 4.           Chi-Square Tests 

	
	Value 
	df 
	Asymp. Sig. (2-sided) 

	Pearson Chi-Square 
	2.382a 
	3 
	.497 

	Likelihood Ratio 
	4.110 
	3 
	.250 

	Linear-by-Linear Association 
	1.178 
	1 
	.278 

	N of Valid Cases 
	100 
	
	

	a. 5 cells (62.5%) have expected count less than 5. The minimum expected count is .22. 


From the chi square test it get prove that the asymptotic significant (P) value i.e. 0.497 > 0.05. Therefore accept the null hypothesis. Thus it can be conclude that there is no relationship between gender and comfortable with online shopping.
5. DISCUSSION AND CONCLUSION:
The Satisfaction of the consumer also has similarities and difference based on their personal characteristics. The study reveals that mostly the youngsters are attached to the online shopping. The study highlights the fact that the youngsters between the ages of up to 25 year are mostly interested in online shopping. It is found that all are shopping online because online shopping are convenient and time saving and that are low price compare to offline market and give more discount on product price. The respondents are comfortable with online shopping. Price is most important factor while online shopping. The study found that mostly are use COD payment method for payment of product price in online purchase. Mostly are purchased 1 – 5000 price range product from online. Mostly are faced problem while online shopping are product did not available all location and delay in delivery of product. The study reveals that majority of the respondent’s buys products from Amazon and flipkart. 

This study investigates customer satisfaction in online shopping by examining motivations and inhibitions, finding convenience to be a key motivator and security concerns a significant barrier, with recommendations for retailers to enhance trust and admiration for online shopping.

Findings from hypothesis testing indicate there is no significant relationship between the selected demographic variables and consumer satisfaction, concerns, or comfort with online shopping. These results contribute to the growing body of literature suggesting that online shopping behavior may be influenced more by factors such as user experience, trust, website quality, and convenience rather than demographic characteristics alone.
LIMITATION OF THE STUDY
· The study is confined to Patan city only. 

· Study has been limited to 100 respondents only.

· The data collected for the research is fully on primary data given by the respondents. There is chance for personal bias.  
FUTURE SCOPE FOR THE STUDY

Further research can investigate based on areas with focusing on factors like internet access and digital skills. Also future studies can explore how the design, speed, and usability of mobile apps impact satisfaction among consumers.

A comparison of satisfaction levels across major Indian e-commerce platforms and their SWOT analysis.  It also possible to get insight of personalized marketing influence consumer experiences and satisfaction.
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