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Abstract: 
Aims: The rapid advancement and widespread accessibility of the internet have significantly boosted the popularity of e-commerce, transforming consumer lifestyles, purchasing habits, and daily routines. The study has been designed to examine consumers’ attitude towards online purchasing of mango in Bangladesh. This will assist future and in-depth studies relating to the marketing of perishable goods.
Study Design: This study was based on primary data. For this, primary data was collected from 145 consumers who have already purchased mango online by using a convenience sampling technique.
Place and duration of study: Data were collected with the help of an e-questionnaire of Google form sent via email, Facebook, and Messenger during the month of June-July 2022 from all over the country. 
Methodology: Descriptive statistics such as mean, frequency, percentage were also used to analyze the socio-demographic profile of the consumers using likert scale.
Results: The study found 14 statements fell under the continuum of favorableness attitude among the 17 statements. About 74 percent of consumers showed their favorable attitude towards online purchasing mangoes.
Conclusion: The study indicates that consumers overall attitude towards online purchasing was positive, and this could be an emerging sector for Bangladesh.
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1. INTRODUCTION
With the advancement of the internet and ease of access to it, e-commerce has grown significantly in popularity in recent years. Online shopping has become popular among customers due to easy access to the internet (Dani, 2017). The swift advancement of the Internet has fueled a significant rise in online shopping, with an increasing number of consumers opting for this method in recent years (Rai, 2021; He and Zhu, 2020). As a result, the growth of e-commerce has profoundly transformed consumer lifestyles, altering their purchasing habits and daily routines (Guo et al., 2022). About 5.3 billion people, or 66% of the world's population, were estimated to be Internet users in 2022 by the International Telecommunication Union (ITU) (International Telecommunication Union 2023). Online shopping, sometimes known as e-commerce, is a type of electronic shopping where buyers purchase goods and services straight from online vendors without physically visiting the store. The act of a customer buying a service or product online is known as online shopping (Vanitha and Prakash 2017). Ayo et al., (2011) defined electronic commerce, or e-commerce, as the use of the Internet for the purposes of marketing, identifying, paying for, and delivering goods and services. Different product types of influence consumers' level of acceptability of online purchasing (Lian and Lin, 2008). Traditionally books, airline tickets/reservations, clothing/shoes, videos/games and other electronic products are the most popular items purchased on the internet (Dani, 2017). Additionally, there has been some progress in agricultural e-commerce, and an increasing number of consumers purchase agricultural products through e-commerce platforms (Tzeng et al., 2021). The past several years has seen a rise in the internet-based purchase of agricultural inputs such as machinery & equipment, fertilizer, seed, plant protection chemicals etc. (Masih et al., 2024). With 2,500 e-commerce websites and one million online shoppers, Bangladesh's e-commerce sector is expanding quickly (Mohiuddin, 2014).
Bangladesh is one of the most predominantly agro-based developing countries in the world (Rahman, 2017). Many nutrients rich fruits are grown in Bangladesh and banana, mango, watermelon, jackfruits covered the highest part of the lands (Biswas et al., 2021) ranking 2nd in terms of area followed by banana and 1st in terms of production (BBS, 2017). These fruits need to be transported all over the country to meet the needs of the consumers. Mango is one of the most consumed and preferred seasonal fruits in Bangladesh. People from every corner of the country desires to get the mango from Rajshahi and Chapainawabganj district as these are the two leading mango producing district in Bangladesh (BBS, 2022) and mango are transported via different channels throughout the country (Matin et.al., 2008; Kalam et.al., 2020). Because of its perishable nature, it requires urgent, quick and efficient marketing for maintaining value (Kohls and Uhl, 2002). The best fresh products are offered to customers from farmers through digital marketing at the best costs by satisfying their needs and wants, it also improves the relationships between farmers and consumers. All small farm holding and large farm holding farmers (marginal, small, medium, and large farmers) are using digital marketing to find more buyers for their products and raise the prices they receive. Due to the absence of commission agents and middlemen in the digital marketing system, buyers, customers, and consumers are also able to purchase farm-fresh items at dependable costs (Reddy, 2021). By removing the need to visit traditional marketplaces, online mango purchasing saves time and guarantees fair price by cutting out middlemen. 
Many online marketers in Bangladesh, such as Chaldal.com, Shwapno, Khaasfood, and others, are successfully selling mangoes through their websites, delivering them conveniently to consumers' doorsteps. This reflects the growing potential of digital mango marketing, which can significantly contribute to the country's economy. Consumer attitude toward online shopping reflects their psychological readiness to make purchases online. It involves learned predispositions, emotional responses, and behavioral tendencies toward online buying, as noted by Fishbein (1967) and Kotler (2000). The process includes the types of products purchased online (Liang & Lai, 2000). Customers react according to their perceptions, which are influenced by their individual needs, values, and experiences rather than the objective fact (Schiffman et al., 2016). Many academics have investigated how consumers behave when they shop online, including their attitudes, intents, and contributing factors, as a result of the quick advancement of online shopping. On the other hand, very few studies have examined how consumers behave while purchasing agricultural products online, particularly fresh food such as mango. Therefore, the aim of the study is to access the consumers’ attitude towards digital purchasing of mango from various e commerce platforms including social media like facebook, Instagram. To achieve the objective of the study, we have used 145 sample of digital mango buyers and five-point likert scale were used. The results of this study provide a valuable reference to e-marketers to realize how consumers act and behave while they purchase mango from online platforms and further refine their marketing strategies to attract and retain customers. This study will help the digital sellers to identify ways of improving their customer services. The study will also help the producers to find out the ways of different marketing systems that can help them to attract.
2. REVIEW OF EXISTING STUDIES ON CONSUMERS’ ATTITUDE TOWARDS E-COMMERCE WHILE PURCHASING AGRICULTURAL PRODUCTS 
Researchers from home and abroad have conducted several studies to explore consumers’ attitude towards e-commerce purchases. Liao and Cheung (2001) conducted a study to analyze consumer attitude towards internet-based e-shopping and found Singaporeans' initial inclination to e-shop online is highly influenced by the life-content of products, transactions security, pricing, vendor quality, IT education, and Internet usage. A study by Rahman et al., (2018) concluded that online shopping allows customers to save time and access a wider range of goods and services. Jun and Jafaar (2011) found a correlation between consumers' attitude on embracing online shopping in China and perceived usability, security, privacy, after-sales support, marketing mix, and reputation. A study by Jusoh and Ling (2012) concluded that consumers attitude toward online purchasing and their e-commerce experience is significantly correlated. Along with many electronics products, books and other accessories, consumers started to buy agricultural products including fruits and vegetables from digital platforms, especially during Covid 19 pandemic situation which saw an increase in the consumption of fresh foods (Bhatti et al., 2020; Ben et al., 2020). Both consumers and marketers demonstrated a positive shift from traditional to digital marketing platforms, benefiting all parties involved (Sheth et al., 2021). As a result, different researchers from different countries gain their interest in discovering consumers attitude while they purchase fresh fruits and vegetables from digital platforms. The number of people in Serbia who buy organic food online has increased, possibly because of the COVID-19 pandemic (Ćirić, 2020). A study by Rahmawati et al., 2018 on factors influencing the purchase intention in online organic fruit and vegetable stores in Indonesia found that online purchase intention is affected by attitude and perceived behavioral control. Customers use problem identification, information search, alternative assessment, purchase decisions, and post-purchase behavior to make vegetable purchases online (Andini et al., 2023). While attitudes regarding online purchasing fresh agricultural products are strongly and favorably influenced by perceived ease of use and trust (Wu and Liu, 2018). Among the many concerns that indian customers have when buying groceries online, product quality ranks highest (Kaur and Shukla, 2016). While in Khathmandu, 52% of respondents were aware of current online grocery shopping platforms, 89% of respondents supported online grocery buying and gave freshness and delivery time more weight than price and payment methods (KC and Timalsina, 2016). In Bangladesh, approximately 78% of the customers expressed interest in purchasing agricultural products in the near future, while 100% of the customers were familiar with purchasing non-agricultural products (Sen, et al., 2024). Islam et al., (2017) investigated consumer acceptance and knowledge, current purchasing trends, customer expectations and the facilities offered, and the potential and drawbacks of online grocery shopping particularly Dhaka city neighborhoods. It was discovered that respondents are aware of and interested in online grocery shopping, where convenience is the top consideration. Therefore, there are several studies regarding consumers buying behavior, pattern and attitude towards online shopping of both non-agricultural and agricultural products. But there is no such study focusing on consumers attitude towards online shopping of mango in Bangladesh. Thus, this study will examine how consumers perceive online purchase of mango in Bangladesh. 
3. MATERIALS AND METHODS
For this research, to assess consumer attitude towards digital purchasing of mango, primary data were collected from 145 consumers from all over the country who have purchased mango through digital platforms selected by applying convenience sampling techniques from June to July 2022. Several studies collected data from 120 respondents to assess consumer’s attitude of online shopping [Al-Jahwari et al., 2018; Septifani et al., 2019]. A Google form was prepared (e-questionnaire) and sent to the email address of the consumers who have purchased mango through digital media collected from digital sellers, friends, relatives, email addresses collected from the institutions, Facebook posts, and messenger. This type of e-questionnaire was used by some researchers [Chandra et al., 2019; Tarigan et al., 2020]. A Seven-point likert scale was utilized to collect consumers response on the 20 statements prepared by the researcher for collecting insight about consumers attitude towards digital purchasing of mango. Cronbach’s α (alpha) (used by many authors; Septifani et al., 2019; Sözen and Güven, 2019) was used to test the reliability of questionnaire for 17 scale items which were used to measure attitude of the consumers in this study.  
Descriptive statistics such as mean, frequency, percentage was also used to analyze the socio-demographic profile of the consumers. There were twenty scale items (or statements) expressed as a wide range of aspect of attitude, from extremely positive to extremely negative to check the items. There were seven fixed expressions such as ‘strongly agree’, ‘agree’, ‘slightly agree’, ‘neutral’, ‘disagree’, ‘slightly disagree’ and ‘strongly disagree’. These expressions were assigned as 7, 6, 5, 4, 3, 2, 1 for positive statement and 1, 2, 3, 4, 5, 6 and 7 for negative statement. By the favorableness or un-favorableness, the direction of weighting was determined in the frame.  After that the value of each item was summing up to calculate the total score for each respondent. Then the researchers determined a basis for the selection of items for the final scale by applying item analysis. With item analysis each item is subjected to a measurement of its ability to separate the highs from the lows. This is called the discriminative power (DP) of the item (Nachmias and Nachmias, 1992).
DP = Q1 – Q2
Where, 
DP = Discriminative Power
Q1 = Range above the upper quartile
Q2= Range below the lower quartile
For each scale item DP value was calculated and largest DP value shows the best expression towards consumer attitude on digital purchasing of mango. In calculating the DP, summation of the scored items for each respondent was made and placed the scores in an array, from lowest to highest. Then, the range was compared above the upper quartile (Q1) with that below the lower quartile (Q2), and the DP value is calculated as the difference between the weighted means of the scores above Q1 and of those that fall below Q2.
Here, researcher found that DP values of three statements were very small compared to others; therefore, those three items were excluded for assessing the consumers’ attitude on digital purchasing of mango.

4. RESULTS AND DISCUSSION
[bookmark: _Toc118481160]4.1 Occupation of Consumers
Table 1 shows different occupations of the consumers. It is seen that 28.97 percent of consumers were students, and 22 percent were Govt service holders while 20 percent, 4.14 percent, 3.45 percent, and 6.21 percent were teacher, doctor, engineer and Bankers respectively. Besides this, there were some private job holders (7.59 percent), housewife (2.76 percent), and businessman (4.14 percent).
Table 1 Occupation of consumers
	Occupation
	Number of consumers
	Percent

	Student
	42
	28.97

	Government service holder
	32
	22.07

	Teacher
	29
	20.00

	Doctor
	6
	4.14

	Engineer
	5
	3.45

	Banker
	9
	6.21

	Businessman
	6
	4.14

	Private job holder
	11
	7.59

	Housewife
	4
	2.76

	Unemployed
	1
	0.69

	Total
	145
	100


[bookmark: _Toc118481161]4.2 Locality of Consumers
Table.2 shows that majority of the respondents, 60 persons were residents of Dhaka division (41.38 percent), and 51 persons (35.17 percent) were from Mymensingh Division. Along with these two divisions, there were about 6.89 percent (10 people), 8.97 percent (13 persons), and 2.76 percent (4 persons) of respondents from Chittagong, Sylhet and Khulna division, respectively.
Table 2 Locality of consumers
	Division
	Number of respondents

	Percent

	Dhaka
	60
	41.38

	Chittagong
	10
	6.89

	Mymensingh
	51
	35.17

	Rajshahi
	7
	4.83

	Sylhet
	13
	8.97

	Khulna
	4
	2.76

	Total 
	145
	100



4.3 Consumers attitude towards online purchase of mango
E-questionnaire survey method has been employed for collecting data from the consumers by applying questionnaire format of seven points Likert scale for assessing the consumers’ attitude towards digital marketing of mango. In total, 20 statements were included in the questionnaire to check the responses of consumers from those who have already purchased mango through digital. Those items include both positive and negative statements to obtain an unbiased result regarding the consumers’ attitude.
All the items used in the seven-point Likert scale are listed in Table.3. The response options included: Strongly Agree, Agree, Slightly Agree, Neutral, Slightly Disagree, Disagree, and Strongly Disagree. The favorability or unfavorability of each item was determined by the direction of the assigned weights. For favorable items, the weights were as follows: Strongly Agree = 7, Agree = 6, Slightly Agree = 5, Neutral = 4, Slightly Disagree = 3, Disagree = 2, and Strongly Disagree = 1. For unfavorable items, the weights were reversed: Strongly Agree = 1, Agree = 2, Slightly Agree = 3, Neutral = 4, Slightly Disagree = 5, Disagree = 6, and Strongly Disagree = 7. In this study, statements 9, 12, 13, 15, 16, 17, and 20 are considered negative items related to digital mango marketing, while the remaining 13 statements are considered positive.
[bookmark: _Toc118372184]Table 3 Statements for measuring consumers’ attitude towards digital marketing of mango 
	SI.
No.
	Statements

	1.
	Digital purchasing of mango is very convenient.

	2.
	Digital purchasing of mango takes less time.

	3.
	Payment system of buying mango through digital is very easy.

	4.
	I purchased mango through digital platforms at the reasonable price.

	[bookmark: _Hlk117001750]5.
	I was satisfied; I got the mango directly from its origin.

	[bookmark: _Hlk117001795]6.
	I get chemical-free mango if I purchase from digital platforms.

	[bookmark: _Hlk117001869]7.
	It is comfortable for me, as I do not have to visit the local market.

	[bookmark: _Hlk117002182]8.
	I can enjoy farm fresh mango even from distant places, so I like digital mango marketing system.

	[bookmark: _Hlk117002227]9.
	I had to buy mango from trusted/known digital sellers only.

	[bookmark: _Hlk117002280]10.
	I like it because of high speed of mango delivery.

	[bookmark: _Hlk117002412]11.
	I was satisfied as I got the ordered mango at my doorstep.

	[bookmark: _Hlk117002508]12.
	I cannot buy mango less than minimum amount of mango fixed by the digital seller. I do not like it.

	[bookmark: _Hlk117007156]13.
	Online sellers are getting higher profit margin, so, I don’t like this system.

	[bookmark: _Hlk117008124]14.
	Packaging of mango was good quality to protect it.

	[bookmark: _Hlk117008243]15.
	Actual delivered mango was not up to the expectation.

	[bookmark: _Hlk117008371]16.
	Most of the mango I received was green and they were rotted after some days.

	[bookmark: _Hlk117008488]17.
	I got some damaged mango in the packet.

	[bookmark: _Hlk117008615]18.
	Money can be refunded if I claim when major part of delivered mango is damaged or rotten.

	[bookmark: _Hlk117008778]19.
	I would like to continue digital purchasing of mango.

	20.
	There is a chance of being cheated in digital mango marketing system.



[bookmark: _Toc118481151]4.3.1 Determining the Discriminative Power (DP)
The foundation for the selection of items for the final scale needed to be established after calculating the overall score for each respondent. This work was completed using the item analysis approach, in which each item's discriminative power (DP)—a measure of how well it can distinguish between highs and lows—is determined (Nachmias and Nachmias, 1992). Here, a DP value calculation for a positive (favorable) statement and for a negative (unfavorable) statement is shown in Table 4 and Table 5. Calculation of DP values for rest of the 18 statements is not shown in this way but they were estimated by the same way. DP values for all 20 statements are shown in Table 1.6.
[bookmark: _Toc118372185]Table 4 DP value for the first statement “Digital purchasing of mango is very convenient.”
	Group
	Number in a Group
	Score
	Weighted total
	Weighted mean
	DP(Q1-Q2)

	
	
	7
	6
	5
	4
	3
	2
	1
	
	
	

	Top 25%
(Q1)
	37
	13
	23
	0
	0
	1
	0
	0
	232
	6.27
	1.32

	Bottom 25% (Q2)
	37
	6
	7
	7
	10
	4
	2
	1
	176
	4.75
	


· Weighted total= Summation (Score*Number who choose that score)
· Weighted mean= Weighted Number/ number in group
· DP= Difference between the weighted mean Q1 and Q2
From the Table.4 it is seen that weighted total and weighted mean for the high (25 percent) were 232 and 6.27 respectively. For low (25 percent) weighted total and weighted mean were 176 and 4.75, respectively. After calculation it was determined that DP value was 1.32.
[bookmark: _Toc118372186]Table 5 DP value for the 17th statement “I got some damaged mango in the packet.”
	Group
	Number in a Group
	Score
	Weighted total
	Weighted mean
	DP(Q1-Q2)

	
	
	1
	2
	3
	4
	5
	6
	7
	
	
	

	Top 25%
(Q1)
	37
	0
	0
	5
	2
	6
	16
	8
	205
	5.54
	2.08

	Bottom
25% (Q2)
	37
	4
	6
	12
	5
	4
	6
	0
	128
	3.45
	


From the Table 5 it is observed that weighted total and weighted mean for the high (25 percent) were 205 and 5.54, respectively. For low (25 percent) weighted total and weighted mean were 128 and 3.45, respectively. After that, DP value was found 2.08.
[bookmark: _Toc118372187]Table 6 DP values for all 20 statements
	SI. No.
	Statements
	DP value

	1.
	Online purchasing of mango is very convenient.
	1.32

	2.
	Online purchasing of mango takes less time.
	1.72

	3.
	Payment system of buying mango through Online is very easy.
	1.10

	4.
	I purchased mango through online platforms at the reasonable price.
	2.35

	5.
	I was satisfied; I got the mango directly from its origin.
	1.86

	6.
	I get chemical-free mango if I purchase from online platforms.
	2.21

	7.
	It is comfortable for me, as I do not have to visit the local market.
	1.10

	8.
	I can enjoy farm fresh mango even from distant places, so I like online mango marketing system.
	1.21

	9.
	I had to buy mango from trusted/known digital sellers only.
	-0.21

	10.
	I like it because of high speed of mango delivery.
	1.62

	11.
	I was satisfied as I got the ordered mango at my doorstep.
	2.10

	12.
	I cannot buy mango less than minimum amount of mango fixed by the online seller. I do not like it.
	0.94

	13.
	Online sellers are getting higher profit margin, so, I don’t like this system.
	0.94

	14.
	Packaging of mango was good quality to protect it.
	1.45

	15.
	Actual delivered mango was not up to the expectation.
	2.21

	16.
	Most of the mango I received was green and they were rotted after some days.
	1.67

	17.
	I got some damaged mango in the packet.
	2.08

	18.
	Money can be refunded if I claim when major part of delivered mango is damaged or rotten.
	1.37

	19.
	I would like to continue online purchasing of mango.
	1.70

	20.
	There is a chance of being cheated in online mango marketing system.
	1.67


Source: Author’s own calculation by using data from field survey (2022)

[bookmark: _Toc118481152]4.3.2 Selection of the Statements
[bookmark: _Hlk117764765][bookmark: _Hlk206661566]The DP value was calculated for each of the 20 statements and those with largest DP values were selected. These are the items that discriminate most appropriately among individuals expressing different attributes towards the attributes that measure the attitude towards the digital marketing system of mango. All the DP values are shown in Table 7 with the statements in descending order. From the above 20 statements, 3 statements’ DP value was below 1.00 and these are statement 9, 12, and 13. These statements were omitted for further discussion and assessing the attitude. Finally, reliability and validity test were also applied for selecting the statements. The value of Chronbach’s α (alpha) is found 0.793 which indicates the good reliability of the scale. Validity and reliability test (results are given in appendix Table A1 and A2) also indicates that the measured data by this scale is valid. 
[bookmark: _Toc118372188]Table 7 Selected 17 statements according to higher DP value for measuring the attitude of consumers towards online purchasing of mango
	SI. No.
	Statements
	DP value

	1(4)
	I purchased mango through online platforms at the reasonable price.
	2.35

	2(15)
	Actual delivered mango was not up to the expectation.
	2.21

	3(6)
	I get chemical-free mango if I purchase from online
	2.21

	4(11)
	I was satisfied as I got the ordered mango at my doorstep.
	2.10

	5(17)
	I got some damaged mango in the packet.
	2.08

	6(5)
	I was satisfied I got the mango directly from its origin.
	1.86

	7(2)
	Online shopping of mango takes less time to purchase.
	1.72

	8(19)
	I would like to continue online purchasing of mango.
	1.70

	9(20)
	There is a chance of being cheated in online mango marketing system.
	1.67

	10(16)
	Most of the mango I received was green and they were rotted after some days.
	1.67

	11(10)
	I like it because of high speed of mango delivery.
	1.62

	12(14)
	Packaging of mango was good quality to protect it.
	1.45

	13(18)
	Money can be refunded if I claim when a major part of the delivered mango is damaged.
	1.37

	14(1)
	Online purchasing of mango is very convenient.
	1.32

	15(8)
	I can enjoy farm fresh mango even from distant places so I like Online mango marketing system.
	1.21

	16(3)
	Payment system for buying mango through Online is very easy.
	1.10

	17(7)
	It is comfortable for me as I do not have to visit the local market.
	1.10


N.B.: Figure within parenthesis indicates original serial number
Source: Author’s own calculation by using data from field survey (2022)
[bookmark: _Toc118481153]4.3.3 Average Score Value on Individual Statement towards online purchase of Mango
Average score values for 17 statements were calculated to observe the extent of attitude on individual statements and to compare them with each other. The weighted average has been used here to measure the attitude on individual statements (scale items). The maximum weighted average will be 7 and the minimum will be 1. Higher average score value indicates higher level of favorableness towards digital purchasing of mango.
Based on their average score, a comment is made with each respondent by dividing the values in 7 categories just like seven points Likert scale used in this study. These categories are highly unfavorable (range 1.00-1.857), ii) Unfavorable (1.858-2.715), iii) Slightly Unfavorable (2.716-3.573), iv) Neutral (3.574-4.431), v) Slightly favorable (4.432-5.289), vi) Favorable (5.290-6.147), and vi) Highly favorable (6.148-7.00) (Sözen and Güven, 2019). 
[bookmark: _Toc118372189]Form the Table 8, it is observed that average score value for most of the individual statements (14) falls under the continuum of favorableness (slightly favorable and favorable). Therefore, it indicates the favorable consumers’ attitude towards digital marketing of mango. However, the highly favorable attitude of consumers is not found for any statement and for four statements, it is favorable. Only two statements show a neutral attitude and only one show slightly unfavorable attitude.
Table 8 Attitude of consumers towards digital purchasing of mango
	SI. No.
	Statements
	Average Score value
	Comment

	1
	I purchased mango through digital at the reasonable price.
	3.959
	Neutral

	2
	Actual delivered mango was not up to the expectation
	4.497
	Slightly Favorable

	3
	I get chemical-free mango if I purchase from digital platform.
	4.590

	Slightly Favorable

	4
	I was satisfied as I got the ordered mango at my doorstep.
	5.207
	Slightly Favorable

	5
	I got some damaged mango in the packet.
	5.579
	Favorable

	6
	I was satisfied I got the mango directly from its origin.
	5.262
	Slightly Favorable

	7
	Digital shopping of mango takes less time to purchase.
	5.124
	Slightly Favorable

	8
	I would like to continue digital purchasing of mango.
	5.883
	Favorable

	9
	There is a chance of being cheated in digital mango marketing system.
	2.972
	Slightly 
Un-Favorable

	10
	Most of the mango I received was green and they were rotted after some days.
	5.007
	Slightly Favorable

	11
	I like it because of high speed of mango delivery.
	4.910
	Slightly Favorable

	12
	Packaging of mango was good quality to protect it.
	5.579
	Favorable

	13
	Money can be refunded if I claim when a major part of the delivered mango is damaged.
	4.497
	Slightly Favorable

	14
	Digital purchasing of mango is very convenient.
	5.690
	Favorable

	15
	I can enjoy farm fresh mango even from distant places so I like digital mango marketing system.
	5.124
	Slightly Favorable

	16
	Payment system for buying mango through digital is very easy.
	5.883
	Favorable

	17
	It is comfortable for me, as I do not have to visit the local market.
	3.959
	Neutral


Source: Author’s own calculation by using data from field survey (2022)

Figure 1: Average score value of individual statements.
From Figure 1, it is easily observed the degrees of consumers’ attitude for individual statements towards digital purchasing of mango. Score values for most of the statements indicating the good attitude perceived by the consumers of digital purchasing of mango.
[bookmark: _Toc118481154]4.3.4 Percentage of Consumers’ attitude towards Individual Statements
How many consumers (in percent) fall in the different degrees of agreement on the individual statement is described here. 
 
[bookmark: _Toc117939089]Figure 2 Percentage of consumers’ attitude towards statement “I purchased mango through online at the reasonable price” 
Figure 2 shows that 42.7% of consumers disagreed with the statement 'I purchased mango through digital platforms at a reasonable price,' indicating a negative attitude toward online pricing. However, 40.7% of consumers (15.9% agreed, 17.2% slightly agreed, and 7.6% strongly agreed) expressed a favorable view. Overall, responses reflect a mixed attitude toward the reasonableness of online mango prices.


[bookmark: _Toc117939090]Figure 3 Percentage of consumers’ attitude towards statement “Actual delivered mango was not up to the expectation”
A total of 59.3% of respondents (33.8% disagreed, 22.1% disagreed slightly) did not support the statement, indicating that the mango met their expectations and reflecting a positive attitude toward the digital mango marketing system (Figure 3)


[bookmark: _Toc117939091]Figure 4 Percentage of consumers’ attitude towards statement “I get chemical free mango if I purchase from online”
Here, about 50 percent (14.5+25.5+10.3) of consumers respond that they got chemical free mango from digital purchasing and about 26.9 percent consumers are neither agreed nor disagreed. Most of the consumers showed their attitude in favor of this statement (Figure 4). 

[bookmark: _Toc117939092]Figure 5 Percentage of consumers’ attitude towards statement “I was satisfied as I got the ordered mango at my doorstep.”
Here, about 41.4 percent consumers agreed that they were satisfied because they got the mango at their doorstep and about 20.7 percent consumers’ opinion was strongly agreed (Figure 5). Most of the consumers’ (about 74 percent) attitude were in favor of this statement. This is a good sign for digital mango marketing system. They revealed their positive attitude towards digital mango marketing system.


[bookmark: _Toc117939093]Figure 6 Percentage of consumers’ attitude towards statement “I got some damaged mango in the packet.”
In this case, most of the consumers (55.2 percent) respond against this statement (Figure 6). Among them, largest about 28 percent consumers were in the group of disagreed. That means, they indicated their positive attitude towards digital mango marketing system. It can be said that they are not in favor of the statement.


[bookmark: _Toc117939094]Figure 7 Percentage of consumers’ attitude towards statement “I was satisfied I got the mango directly from its origin.”

Here, very small percent of consumers were against with this statement (Figure 7). Most of the consumers (about 68.9 percent) were in favor of this statement  because they assumed that they got the mago directly from its origin when they purchase mango from digital platforms. They  exhibited their positive attitude. Which is a good indicator for digital marketing system of mango.


[bookmark: _Toc117939095]Figure 8 Percentage of consumers’ attitude towards statement “Digital shopping of mango takes less time to purchase.”
From above Figure 8, it is seen that about 43.4 percent consumers agreed to the statement “digital shopping of mango takes less time to purchase”. And overall, 74.5 percent consumers’ response was in favor of the statement. That means consumers showed positive attitude towards digital purchase of mango.

[bookmark: _Toc117939096]Figure 9 Percentage of consumers’ attitude towards statement “I would like to continue digital purchasing of mango.”
In Figure 9, about 60.7 percent consumers agreed that they would like to continue purchasing from digital platforms which shows very positive attitude of consumers towards digital marketing system of mango. In total, almost 79.3 percent consumers’ responses were in favor of this statement. This is very important attitude for digital mango marketing system.

[bookmark: _Toc117939097]Figure 10 Percentage of consumers’ attitude towards statement “There is a chance of being cheated in digital mango marketing system.”
In this case (Figure 10) about 72.4 percent consumers think that there is a chance of being cheated in digital mango marketing which is not a good sign for the system. They showed very negative attitude. The sellers should be more careful and there should be an authority which will identify the fraud seller and ban them from this system for the success of this system.

[bookmark: _Toc117939098]Figure 11 Percentage of consumers’ attitude towards statement “Most of the mango I received was green and they were rotted after some days.”
Most of the consumers (about 74.5 percent) disagreed to the statement receiving green and immature mango, which were rotted after some days (Figure.11). They presented very positive attitude. However, still some consumers agreed to the statement, so for the success of this system, sellers should be more careful in case of mango harvesting and selection. 

[bookmark: _Toc117939099]Figure 12 Percentage of consumers’ attitude towards statement “I like it because of high speed of mango delivery.”
In total 69.7 percent of consumers were satisfied because of high-speed mango delivery though about 25.5 percent were dissatisfied (Figure 12). In this case also, most of the consumers showed their positive attitude towards digital mango marketing system.

[bookmark: _Toc117939100]Figure 13 Percentage of consumers’ attitude towards statement “Packaging of mango is good quality to protect it”
Around 63 percent of consumer agreed that packaging of mango was good quality to protect the mango when they purchase from digital, which is indeed a good sign for this marketing system. There are some consumers in the category of strongly agree (14.5 percent) and slightly agree (8.3 percent), so in total, about 86 percent consumers showed their positive attitude on this system (Figure 13).

[bookmark: _Toc117939101]Figure 14 Percentage of consumers’ attitude towards statement “Money can be refunded if I claim when a major part of the delivered mango is damaged.”
Majority of the consumers (40.7 percent) have neutral agreement to the statement money can be refunded if claimed when major part of mango is damaged. About 34 percent consumers’ response was in favor of the statement and 25.5 percent consumers response was against this statement.

[bookmark: _Toc117939102]Figure 15 Percentage of consumers’ attitude towards statement “Digital purchasing of mango is very convenient.”
More than half of the consumers (56.6 percent) agreed to this statement and about 19.3 percent strongly agreed. A very little portion of the respondents (6.3 percent) was against this statement. Overall, it shows a positive sign for this marketing system (Figure 15).

[bookmark: _Toc117939103]Figure 16 Percentage of consumers’ attitude towards statement “I can enjoy farm fresh mango even from distant places so I like online purchasing of mango.”
Most of the consumers (80 percent) have shown their positive attitude also in this case. Here, 40 percent consumers agreed that they can enjoy farm fresh mango even from distant places if they purchase from a digital platform. About 23.4 percent of consumers were in the category of strongly agree and about 16.6 percent were slightly agree (Figure 16). That shows very positive attitude of consumers towards digital marketing system of mango. 

[bookmark: _Toc117939104]Figure 17 Percentage of consumers’ attitude towards statement “Payment system for buying mango through online is very easy.”
About 60 percent consumers agreed for the statement regarding easy payment system of digital mango marketing system which can be said a good sign for this system. And 24.1 percent were strongly agreed (Figure 17). Therefore, about digital payment system, consumers exhibited their significant positive attitude. 

[bookmark: _Toc117939105]Figure 18 Percentage of consumers’ attitude towards statement “It is comfortable for me, as I do not have to visit the local market.”
In Figure 18, about 50.3 percent consumers have agreed and 33.8 percent strongly agreed that the digital marketing system is very comfortable for them, as they do not have to visit the local market physically. That is the important positive attitude presented by the consumers buying mango through digital platforms. This is one of the important driving forces for the development of the digital mango marketing

[bookmark: _Toc118481155]4.4 Favorableness and Un-favorableness of Consumers’ Attitude towards Digital Marketing of Mango
From the calculation of the average score value of individual consumers on the basis of 17 statements, favorableness and un-favorableness towards digital purchasing of mango is presented in Table 9. The consumers at first grouped into 7 categories according to the criteria mentioned in the earlier section (5.6) such as i) Highly unfavorable (range 1.00-1.857), ii) Unfavorable (1.858-2.715), iii) Slightly Unfavorable (2.716-3.573), iv) Neutral (3.574-4.431), v) Slightly favorable (4.432-5.289), vi) Favorable (5.290-6.147), and vi) Highly favorable (6.148-7.00). 
[bookmark: _Toc118372190]Table 9 Percentage of consumers’ degrees of favorableness of attitude towards digital purchasing of mango
	Average score value
	Particulars
	Number of consumers
	Percentage
	Comment

	1.00-1.857
	Highly unfavorable
	0
	0.00
	
Unfavorable
 (3.45%)

	1.868-2.715
	Unfavorable
	1
	0.69
	

	2.716-3.573
	Slightly Unfavorable
	4
	2.76
	

	3.574-4.431
	Neutral
	33
	22.76
	Neutral (22.76%)

	4.432-5.289
	Slightly Favorable
	87
	60.00
	
Favorable (73.79%)


	5.290-6.147
	Favorable
	18
	12.41
	

	6.148-7.000
	Highly favorable
	
2
	1.38
	


Source: Author’s own calculation by using data from field survey (2022)
Table 9 shows that there is no consumer who is in highly unfavorable attitude towards digital purchasing of mango and a very small percentage of consumers (1.38 percent) is in highly favorable situation. If the consumers are categorized broadly into 3 groups i.e., unfavorable, neutral, and favorable (showed in last column of Table 9).  Then, there are only 3.45 percent of consumers who showed un-favorable attitude towards digital purchasing of mango and about 22.76 percent of consumers showed neutral attitude. Whereas, a lion portion of the consumers (73.79 percent) showed a favorable attitude towards digital purchasing of mango. This is a good sign that consumers are favoring digital marketing of mango while considering the present condition and advancement of technology for the development of this sector. In Figure 19, percentage of consumers falling under different degrees of favorableness of attitude is shown. It is easily found that most of the consumers (60 percent) showed their slightly favorable attitude towards digital purchasing of mango and 12.41 per cent are in the category of favorable attitude.


[bookmark: _Toc117939106]Figure 19 Percentage of consumers’ degrees of favorableness of attitude towards online purchasing mango

5. CONCLUSION
Consumers revealed their favorableness for most of the individual statements (14 statements out of 17) that means they showed their positive attitude towards online purchasing of mango in Bangladesh. On the other hand, degrees of favorableness were measured (not for individual statement), and found that about 74 percent of consumers showed their favorableness towards online purchasing of mango. Over all, consumers were very much in favor of online purchasing mangoes. Therefore, it can be concluded from the consumers’ perspective that digital mango marketing system has a good future.
Disclaimer (Artificial intelligence)
Option 1: 
Author(s) hereby declare that NO generative AI technologies such as Large Language Models (ChatGPT, COPILOT, etc.) and text-to-image generators have been used during the writing or editing of this manuscript. 
Option 2: 
Author(s) hereby declare that generative AI technologies such as Large Language Models, etc. have been used during the writing or editing of manuscripts. This explanation will include the name, version, model, and source of the generative AI technology and as well as all input prompts provided to the generative AI technology
Details of the AI usage are given below:
1.
2.
3.


REFERENCES 

1. Bhatti, A., Hamza, A., Basit, H. M., Khan, A. U., Mahwish, S., Naqvi, R., & Bilal, M. (2020). E-commerce trends during the COVID-19 pandemic. International Journal of Future Generation Communication and Networking, 13.
2. Al-Jahwari, N. S., Khan, M.F.R., Al Kalbani, G.K., & Al Khansouri, S. S. (2018). Factors Influencing Customer Satisfaction of Online Shopping in Oman – Youth Perspective. Humanities and Social Science Reviews, 6(2), 64-73.
3. Andini, T. P., Adawiyah, R., & Indriani, Y. (2023). Attitudes, Decision Making and Purchasing Patterns of Online Vegetable Consumers. Journal of Consumer Sciences, 8(3), 296-317. https://doi.org/10.29244/jcs.8.3.296-317.
4. Ayo, C. K., Adewoye, J. O., & Oni, A. A. (2011). Business-to-consumer e-commerce in Nigeria: Prospects and challenges. African Journal of Business Management, 5(13), 5109–5117. https://doi.org/10.5897/AJBM10.822
5. BBS (Bangladesh Bureau of Statistics), (2017). Statistical Yearbook of Bangladesh. Statistics and Informatics Division, Ministry of Planning, Government of People’s Republic of Bangladesh, Dhaka, Bangladesh.
6. BBS (Bangladesh Bureau of Statistics), (2022). Statistical Yearbook of Bangladesh. Statistics and Informatics Division, Ministry of Planning, Government of People’s Republic of Bangladesh, Dhaka, Bangladesh.
7. BBS (Bangladesh Bureau of Statistics), (2022). Statistical Yearbook of Bangladesh. Statistics and Informatics Division, Ministry of Planning, Government of People’s Republic of Bangladesh, Dhaka, Bangladesh.
8. Biswas, J.C., Maniruzzaman, M., Haque, M.M., Hossain, M.B., Hamid, A. and Kalra, N. (2021). Major Fruit Crops Production in Bangladesh and Their Relationships with Socio-ecological Vulnerabilities. Journal of Food Science and Nutrition Research, 4:131-143.
9. Chanrda, S., Ayudina, M., & Arashi, M. (2021). The Impact of Online Food Applications during the COVID-19 Pandemic. International Journal of Technology, 12(3), 472-484.
10. Ćirić, M. (2020). Consumer Behaviour in Online Shopping Organic Food During the Covid-19 Pandemic in Serbia. Food and Food Research, 47(2).
11. Dani, N. J. (2017). A Study on Consumers’ Attitude Towards Online Shopping. International Journal of Research in Management & Business Studies, 4(3): 42-46.
12. Fishbein, M. (1967). Readings in Attitude Theory and Measurement. New York: John Wiley.
13. Guo, J., Hao, H., Wang, M., & Liu, Z. (2022). An empirical study on consumers' willingness to buy agricultural products online and its influencing factors. Journal of Cleaner Production, 336.
14. He, H., & Zhu, L. (2020). Online shopping green product quality supervision strategy with consumer feedback and collusion behavior. PLoS ONE, 15(3): e0229471. https://doi.org/10.1371/journal.pone.0229471
15. Islam, H., Rodrick, S. S., & Jubaer, M. A. (2017). Consumers’ awareness and acceptability towards online grocery shopping: A study on the consumers of Dhaka metropolitan city. In 6th International Conference on Tourism, Business, Finance and Law, Kuala Lumpur (Malaysia) (pp. 29-30).
16. ITU. 2023. 2022 Internet use estimates. ITU Telecommunication development bureau, Geneva. https://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx. [accessed 15th March 2023].
17. Sheth, J. N. (2021). Post-pandemic marketing: When the peripheral becomes the core. Journal of Research in Interactive Marketing, 16(1), 37–44. https://doi.org/10.1108/JRIM-03-2021-0074
18. Kalam, M., Hasan, M.R. and Miah, M.A.M. (2020). Assessing the Profitability and Problems of Langra Mango Variety Marketing in Chapai Nawabganj District of Bangladesh. Journal of Agriculture, Food and Environment, 1(4):169-173.
19. Kaur, H., & Shukla, R. K. (2016). Consumer's Attitude towards Online Grocery Shopping in Delhi City. ​ International Journal of Multidisciplinary Approach and Studies, 3(2): 29-40.
20. KC, S. K., & Timalsina, A. K. (2016). Consumer Attitudes Towards Online Grocery Shopping in Kathmandu Valley. In Proceedings of IOE Graduate Conference (pp. 133-138).
21. Kohls, R.L. and Uhl, J.N. (2002). Marketing of Agricultural Products. 9th ed. Delhi: Prentice Hall. Inc.
22. Kotler, P. (2000). Marketing Management.  Englewood Cliffs, NJ: Prentice Hall.
23. Lian, J.-W., & Lin, T.-M. (2008). Effects of consumer characteristics on their acceptance of online shopping: Comparisons among different product types. Computers in Human Behavior, 24(1), 48–65. https://doi.org/10.1016/j.chb.2007.01.002
24. Liang, T. and Lai, H. (2000). “Electronic store design and consumer choice: an empirical study”. Proceedings of the 33rd Hawaii International Conference on System Sciences.
25. Masih, J., Bhagwat, A., Khare, A., & Yadav, D. (2024). Understanding Consumer Attitude and Behavior About E-Commerce Platforms for Agricultural Products in India. In A. M. A. Musleh Al-Sartawi, A. A. Al-Qudah, & F. Shihadeh (Eds.), Artificial Intelligence-Augmented Digital Twins,503: 15–30). Springer, Cham. https://doi.org/10.1007/978-3-031-43490-7_
26. Matin, M.A., Baset, M.A., Alam, Q.M., Karim, M.R. and Hasan, M.R. (2008). Mango Marketing System in Selected Areas of Bangladesh. Bangladesh Journal of Agricultural Research, 33(3): 427- 438.
27. Mohiuddin, M. (2014). Overview the E-Commerce in Bangladesh. IOSR Journal of Business and Management, 16(7):1-6.
28. Rahman, M. A., Islam, Md. A., Esha, B. H., Sultana, N., & Chakravorty, S. (2018). Consumer buying behavior towards online shopping: An empirical study on Dhaka city, Bangladesh. Cogent Business & Management, 5(1). https://doi.org/10.1080/23311975.2018.1514940
29. Rahman, M.T. (2017). Role of Agriculture in Bangladesh Economy: Uncovering the Problems and Challenges. International Journal of Business and Management Invention, 6(7):36-46.
30. Rahmawati, N. A., Suroso, A. I., & Ramadhan, A. ​ (2018). ​ Factors Influencing the Purchase Intention in Online Organic Fruit and Vegetable Stores. ​ Jurnal Manajemen & Agribisnis, 15(3), 209–220. DOI: http://dx.doi.org/10.17358/jma.15.3.209. Available online at http://journal.ipb.ac.id/index.php/jmagr. ​
31. Rai, H. B. (2021). The net environmental impact of online shopping, beyond the substitution bias. Journal of Transport Geography, 93. https://doi.org/10.1016/j.jtrangeo.2021.103058
32. Reddy, T.S. (2021). The Impact of Digital Marketing on Agricultural business in India. Natural Volatiles and essential Oils Journal, 8(4):426-237.
33. Schiffman, L.G., Wisenblit, J. and Kanuk, L.L. (2016). Consumer Behavior, 11th edition, Pearson India Education Service Pvt. Ltd.
34. Sen, T., Khatun, M., Khan, M. A., & Rahman, M. A. (2024). Customer attitude, buying behavior and satisfaction towards online shopping: An empirical study in some selected areas of Bangladesh. Archives of Agriculture and Environmental Science, 9(1), 76-84.
35. Septifani, R., Mustaniroh, S. A., & Rahmatri, D. (2019). Consumer Satisfaction Analysis Towards Chocolate-based Product Using Importance Performance Analysis and Customer Satisfaction Index Method: Case Study at Kampung Coklat Blitar Indonesia. Journal of Management, Economics, and Industrial Organization, 3(2), 48-65.   
36. T. Ben Hassen, H. El Bilali, and M. S. Allahyari, “Impact of COVID- 19 on Food Behaviourand Consumption in Qatar,” Sustainability, vol. 12, no. 17: 6973, Aug. 2020, doi:10.3390/su12176973.
37. Tarigan, E., Sabira, H., & Syahputri, Y. (2020). The Influence of Life Style and Sales Promotion on Online Purchase Decisions for Home Cooked Culinary during COVID-19 in Median City, Indonesia. International Journal of Research and Review, 7(10), 140-144.
38. Vanitha K and Prakash M. 2017. Customer Perception Towards Online Shopping Website. International Journal of Interdisciplinary Research in Arts and Humanities (IJIRAH), 2(2):48-52.  
39. Wu, C., & Liu, R. (2016). A study on consumers’ intentions and attitudes to fresh agricultural products for online shopping in China. International Journal of Simulation Systems, Science & Technology, 17(45), 1-5.

APPENDIX
Table A1: Test of Validity
	
	Item-1
	Item-2
	Item-3
	Item-4
	Item-5
	Item-6
	Item-7
	Item-8
	Item-9
	Item-10
	Item-11
	Item-12
	Item-13
	Item-14
	 item-15
	Item-16
	Item-17
	Total

	Item-1
	Pearson Correlation
	1
	.304**
	.354**
	.246**
	.151
	.068
	.251**
	.057
	.071
	.028
	.320**
	.107
	.119
	.093
	.318**
	.524**
	.174*
	.469**

	
	Sig. (2-tailed)
	
	.000
	.000
	.003
	.069
	.418
	.002
	.495
	.398
	.734
	.000
	.202
	.152
	.267
	.000
	.000
	.036
	.000

	Item-2
	Pearson Correlation
	.304**
	1
	.222**
	.153
	.086
	.188*
	.234**
	.196*
	.405**
	.284**
	.056
	.054
	.032
	.039
	.204*
	.213*
	.085
	.460**

	
	Sig. (2-tailed)
	.000
	
	.007
	.066
	.301
	.024
	.005
	.018
	.000
	.001
	.505
	.517
	.703
	.637
	.014
	.010
	.312
	.000

	Item-3
	Pearson Correlation
	.354**
	.222**
	1
	.217**
	.189*
	.093
	.288**
	.055
	.055
	.102
	.207*
	.092
	.239**
	.137
	.105
	.262**
	.127
	.415**

	
	Sig. (2-tailed)
	.000
	.007
	
	.009
	.023
	.267
	.000
	.513
	.508
	.223
	.013
	.271
	.004
	.099
	.209
	.001
	.127
	.000

	Item-4
	Pearson Correlation
	.246**
	.153
	.217**
	1
	.261**
	.344**
	.202*
	.134
	.148
	.200*
	.253**
	.177*
	.051
	.089
	.158
	.300**
	.381**
	.536**

	
	Sig. (2-tailed)
	.003
	.066
	.009
	
	.002
	.000
	.015
	.109
	.077
	.016
	.002
	.033
	.543
	.286
	.057
	.000
	.000
	.000

	Item-5
	Pearson Correlation
	.151
	.086
	.189*
	.261**
	1
	.628**
	.229**
	.564**
	.203*
	.295**
	.207*
	.346**
	.127
	.088
	.197*
	.375**
	-.007
	.593**

	
	Sig. (2-tailed)
	.069
	.301
	.023
	.002
	
	.000
	.006
	.000
	.014
	.000
	.013
	.000
	.129
	.294
	.018
	.000
	.937
	.000

	Item-6
	Pearson Correlation
	.068
	.188*
	.093
	.344**
	.628**
	1
	.235**
	.480**
	.322**
	.394**
	.236**
	.239**
	.128
	.094
	.085
	.305**
	.207*
	.624**

	
	Sig. (2-tailed)
	.418
	.024
	.267
	.000
	.000
	
	.004
	.000
	.000
	.000
	.004
	.004
	.125
	.261
	.307
	.000
	.013
	.000

	Item-7
	Pearson Correlation
	.251**
	.234**
	.288**
	.202*
	.229**
	.235**
	1
	.280**
	.109
	.225**
	.308**
	.077
	.204*
	.017
	.341**
	.427**
	.068
	.498**

	
	Sig. (2-tailed)
	.002
	.005
	.000
	.015
	.006
	.004
	
	.001
	.191
	.006
	.000
	.359
	.014
	.842
	.000
	.000
	.415
	.000

	Item-8
	Pearson Correlation
	.057
	.196*
	.055
	.134
	.564**
	.480**
	.280**
	1
	.134
	.238**
	.121
	.235**
	.027
	-.031
	.089
	.465**
	-.025
	.469**

	
	Sig. (2-tailed)
	.495
	.018
	.513
	.109
	.000
	.000
	.001
	
	.107
	.004
	.149
	.004
	.747
	.708
	.286
	.000
	.766
	.000

	Item-9
	Pearson Correlation
	.071
	.405**
	.055
	.148
	.203*
	.322**
	.109
	.134
	1
	.456**
	.133
	.012
	.000
	.022
	.151
	.109
	.133
	.446**

	
	Sig. (2-tailed)
	.398
	.000
	.508
	.077
	.014
	.000
	.191
	.107
	
	.000
	.111
	.887
	.998
	.792
	.069
	.193
	.110
	.000

	Item-10
	Pearson Correlation
	.028
	.284**
	.102
	.200*
	.295**
	.394**
	.225**
	.238**
	.456**
	1
	.050
	.013
	.159
	.201*
	.103
	.102
	.245**
	.524**

	
	Sig. (2-tailed)
	.734
	.001
	.223
	.016
	.000
	.000
	.006
	.004
	.000
	
	.548
	.875
	.057
	.016
	.215
	.220
	.003
	.000

	Item-11
	Pearson Correlation
	.320**
	.056
	.207*
	.253**
	.207*
	.236**
	.308**
	.121
	.133
	.050
	1
	.213*
	.176*
	.097
	.094
	.550**
	.103
	.470**

	
	Sig. (2-tailed)
	.000
	.505
	.013
	.002
	.013
	.004
	.000
	.149
	.111
	.548
	
	.010
	.035
	.245
	.262
	.000
	.217
	.000

	Item-12
	Pearson Correlation
	.107
	.054
	.092
	.177*
	.346**
	.239**
	.077
	.235**
	.012
	.013
	.213*
	1
	.514**
	.388**
	.014
	.381**
	.246**
	.503**

	
	Sig. (2-tailed)
	.202
	.517
	.271
	.033
	.000
	.004
	.359
	.004
	.887
	.875
	.010
	
	.000
	.000
	.866
	.000
	.003
	.000

	Item-13
	Pearson Correlation
	.119
	.032
	.239**
	.051
	.127
	.128
	.204*
	.027
	.000
	.159
	.176*
	.514**
	1
	.475**
	.018
	.266**
	.212*
	.451**

	
	Sig. (2-tailed)
	.152
	.703
	.004
	.543
	.129
	.125
	.014
	.747
	.998
	.057
	.035
	.000
	
	.000
	.832
	.001
	.011
	.000

	Item-14
	Pearson Correlation
	.093
	.039
	.137
	.089
	.088
	.094
	.017
	-.031
	.022
	.201*
	.097
	.388**
	.475**
	1
	-.043
	.109
	.267**
	.390**

	
	Sig. (2-tailed)
	.267
	.637
	.099
	.286
	.294
	.261
	.842
	.708
	.792
	.016
	.245
	.000
	.000
	
	.612
	.190
	.001
	.000

	item-15
	Pearson Correlation
	.318**
	.204*
	.105
	.158
	.197*
	.085
	.341**
	.089
	.151
	.103
	.094
	.014
	.018
	-.043
	1
	.298**
	.041
	.373**

	
	Sig. (2-tailed)
	.000
	.014
	.209
	.057
	.018
	.307
	.000
	.286
	.069
	.215
	.262
	.866
	.832
	.612
	
	.000
	.621
	.000

	Item-16
	Pearson Correlation
	.524**
	.213*
	.262**
	.300**
	.375**
	.305**
	.427**
	.465**
	.109
	.102
	.550**
	.381**
	.266**
	.109
	.298**
	1
	.082
	.656**

	
	Sig. (2-tailed)
	.000
	.010
	.001
	.000
	.000
	.000
	.000
	.000
	.193
	.220
	.000
	.000
	.001
	.190
	.000
	
	.327
	.000

	Item-17
	Pearson Correlation
	.174*
	.085
	.127
	.381**
	-.007
	.207*
	.068
	-.025
	.133
	.245**
	.103
	.246**
	.212*
	.267**
	.041
	.082
	1
	.422**

	
	Sig. (2-tailed)
	.036
	.312
	.127
	.000
	.937
	.013
	.415
	.766
	.110
	.003
	.217
	.003
	.011
	.001
	.621
	.327
	
	.000

	Total
	Pearson Correlation
	.469**
	.460**
	.415**
	.536**
	.593**
	.624**
	.498**
	.469**
	.446**
	.524**
	.470**
	.503**
	.451**
	.390**
	.373**
	.656**
	.422**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	



Table A2: Reliability Test for the statements
	Reliability Statistics

	Cronbach's Alpha
	No of Items

	.793
	17




Strongly agree	Agree	Slightly agree	Neutral	Slightly disagree	Disagree	Strongly disagree	2.7586206896551726	11.03448275862069	20	6.8965517241379306	22.068965517241381	33.793103448275865	3.4482758620689653	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	slightly agree	agree	Strongly agree	2.7586206896551726	11.03448275862069	8.9655172413793096	26.896551724137929	14.482758620689657	25.517241379310345	10.344827586206897	
Percentage



Strongly disagree	DIsagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	0.68965517241379315	13.103448275862069	7.5862068965517242	4.8275862068965516	11.724137931034482	41.379310344827587	20.689655172413794	
Percentage



Strongly Agree	Agree	Slightly agree	Neutral	Slightly disagree	disgree	Strongly disagree	4.1379310344827589	8.9655172413793096	23.448275862068964	8.2758620689655178	20	28.27586206896552	6.8965517241379306	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	agree	Strongly agree	0	5.5172413793103452	6.2068965517241379	19.310344827586206	12.413793103448276	38.620689655172413	17.931034482758619	
percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly Agree	0.68965517241379315	12.413793103448276	7.5862068965517242	4.8275862068965516	16.551724137931036	43.448275862068961	14.482758620689657	
percentage



Strongly disagree	Disagree	Slightly disagree	neutral	Slightly agree	agree	Strongly agree	0	4.1379310344827589	2.7586206896551726	13.793103448275861	12.413793103448276	60.689655172413794	6.2068965517241379	
percentage



strongly agree	Agree	Slightly agree	Neutral	Slightly disagree	Disagree	Strongly disagree	10.344827586206897	36.551724137931032	25.517241379310345	10.344827586206897	9.6551724137931032	5.5172413793103452	2.0689655172413794	
Percentage



strongly agree	Agree	Slightly agree	Neutral	Slightly disagree	Disagree	Strongly disagree	2.7586206896551726	4.8275862068965516	12.413793103448276	5.5172413793103452	25.517241379310345	41.379310344827587	7.5862068965517242	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	1.3793103448275863	12.413793103448276	11.724137931034482	4.8275862068965516	17.241379310344829	42.758620689655174	9.6551724137931032	
Percentage



Strongly disagree	Disagree	Slightly disagree	neutral	Slightly agree	agree	Strongly agree	0.68965517241379315	7.5862068965517242	3.4482758620689653	2.0689655172413794	8.2758620689655178	63.448275862068968	14.482758620689657	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	agree	Strongly agree	6.8965517241379306	11.03448275862069	7.5862068965517242	40.689655172413794	8.9655172413793096	20.689655172413794	4.1379310344827589	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	0.68965517241379315	2.7586206896551726	2.7586206896551726	9.6551724137931032	8.2758620689655178	56.551724137931039	19.310344827586206	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	0.68965517241379315	2.7586206896551726	4.1379310344827589	12.413793103448276	16.551724137931036	40	23.448275862068964	Scale items

Percentage



Strongly Disagree	disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	0	3.4482758620689653	1.3793103448275863	6.8965517241379306	4.1379310344827589	60	24.137931034482758	
Percentage



Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	Agree	Strongly agree	0	0.68965517241379315	2.7586206896551726	5.5172413793103452	6.8965517241379306	50.344827586206897	33.793103448275865	
Percentage



Highly unfavorable	Unfavorable	Slightly Unfavorable	Neutral	Slightly Favorable	Favorable	Highly favorable	0	0.69	2.76	22.76	60	12.41	1.38	
Percentage of consumers


I purchased mango through digital at the reasonable price.	Actual delivered mango was not up to the expectation	I get chemical-free mango if I purchase from online	I was satisfied as I got the ordered mango at my doorstep.	I got some damaged mangoes in the packet.	I was satisfied I got the mango directly from its origin.	Online shopping of mango takes less time to purchase.	I would like to continue digital purchasing of  mango.	There is a chance of being cheated in digital mango marketing system.	Most of the mango I received was green and they were rotted after some days.	I like it because of high speed of mango delivery.	Packaging of mango was good quality to protect it.	Money can be refunded if I claim when a major part of the delivered mangoes is damaged.	Digital purchasing of mango is very convenient.	I can enjoy farm fresh mango even from distant places so I like digital mango marketing system.	Payment system for buying mango through digital is very easy.	It is comfortable for me as I do not have to visit the local market.	3.9590000000000001	4.4969999999999999	4.59	5.2069999999999999	5.5792999999999999	5.2619999999999996	5.1239999999999997	5.883	2.972	5.0069999999999997	4.91	5.5789999999999997	4.4969999999999999	5.69	5.1239999999999997	5.883	3.9590000000000001	
Average score

Strongly disagree	Disagree	Slightly disagree	Neutral	Slightly agree	agree	Strongly agree	5.5172413793103452	23.448275862068964	13.793103448275861	16.551724137931036	15.862068965517242	17.241379310344829	7.5862068965517242	
Percentage





