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Preface
The fast changing volatile and dynamic environment is changing the landscape of the business

and forcing the management to adopt the changes at a fast pace than before. This book discusses some
of the issues and challenges and gives insight on the several emerging issues in management.

This current book entitled Emerging Issues and Challenges in Management discusses various
issues and challenges in management. The book contains 16 articles and is divided into 4 parts.

The first part is Marketing Management contains 6 chapters covering the discussion on consumer
perception, impulse buying behavior, customer satisfaction and service quality and rural prosperity.

The second part of the book Information Technology contains 2 chapters covering the discussion
on IT audit and control and the role of IT in the retail industry.

The third part of the book contains 4 chapters on Financial Management covering the discussion
on Microfinance, amalgamation of RRBs and trends in stock markets and issues related to financial
inclusion.

The fourth part of the book contains 3 chapters on General Management covering discussions on
Small-scale Industries and the impact of milk production on the state of UP and rural prosperity and
global financial crisis.

All the chapters contained in the book are application-oriented and therefore will provide useful
guidance to the practitioners as much as thy will to the researchers.

Dr. Pavnesh Kumar
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ABSTRACT
The beginning of a new century and millennium has witnessed a rapid expansion and
enrichment of business activities in India. The growth of business activity via internet,
telephone and other means is also increasing day by day. Beyond this, the online shopping has
increased tremendously in urban area compared to rural area due to the enrichment of telecom
services. Most of the online shopping organizations are using modern techniques to face the
challenges posed by competition. In these online shopping organizations, the people find
various types of brands as well as options. Shopping finds a whole new definition through this
way. According to the latest study by “Forrester” (a global research and advisory firm), the
online market is set to grow at the fastest rate within the Asia-Pacific Region at a CAGR
(Compounded Annual Growth Rate) of over 57% during (2012-16). Nowadays, consumers are
increasingly looking for “anytime anywhere purchasing” and online shopping provides
mobility to that users. The present study focuses on the perception towards online shopping by
the consumers of Lucknow region. This paper mainly aims to assess the consumer’s awareness,
their attitude towards different online shopping websites, level of satisfaction and the problems
faced by them. To achieve the above objective of the study, 150 randomly selected respondents
of Lucknow were chosen. From the analysis, it is observed that online shopping is closely
associated with the demographic profile of the respondents. The study also signifies the opinion
towards the role of products as well as brand that matter to the final consumers.
Keywords: Online Shopping, Consumer, Demography, Brands,Respondents, E-commerce Internet,
Website, Perception.

Introduction
Rapid pace in the achievement of technological breakthrough in online shopping sector has

really changed the scenario and a dream of yesterday has become reality today. The application of
information technology in this sector creates a new way to reach consumers. The definition of online
shopping is “the act of purchasing products or services over the internet”. In other words, it is a form
of electronic commerce which allows consumers to directly buy goods or services over the internet
without any intermediary by using a web browser. And the whole process is called business-to-

* House No. 135, Nirala Nagar, Rae Bareli, U.P.
E-mail: rajeevchandelsingh@gmail.com

Rajeev Singh Chandel*
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consumer (B2C) online shopping. The biggest players in this sector are eBay and Amazon.com both
based in the United States.

Online shopping has grown in popularity over the years, mainly because people find convenient
and easy way to bargain shops from the comfort of their home or office. Where in India nowadays
the persons are more mobile and wants “anytime anywhere shopping”. And due to expansion of
telecom services, it makes it possible.

In India, E-commerce is increasing at a fast pace. The E-commerce market in India was
estimated to be ` 19,688 crores in 2009, ` 37,000 crores in 2011 and in future it is expected to grow
to ` 57,000 crores. There are whole bunch of shopping sites in India and many are going to launch.
Mainly people use these sites to shop for things from electronic gadgets, books to fashion apparels
etc. For Indian people, it is just like a dream come true.

Growth Rate of People using Internet
With the rise in internet penetration and expansion of internet services across the country,

companies are selling products and services through websites in both the sectors urban as well as
rural. In the recent study, it is found that most of the people come from urban area because urban
people are well educated and well aware about the internet and internet facilities. According to latest
survey, it is found that the urban areas contributed total of 91% of total sales, in which 51% from
metros cities and 40% from Tier I, Tier II and Tier III cities, whereas the contribution of rural India is
near about 9% only. While consumers in the metros buy products and services mainly because of
convenience, those in the non-metros buy due to non-availability of products. Big brands don’t find it
viable to open shop in small towns and e-commerce is the perfect route to deliver their products to
those who can afford from non-metros.

Objective of the Study
The objective of this paper is to explain the opportunities and challenges in online shopping

sector. The study aims to assess the perception towards online shopping by the customers of
Lucknow region. An attempt is also made to find the level of satisfaction derived from the use of
internet. Researchers have tried to explore the problems faced by consumers during online shopping
as well as after shopping.

Research Methodology
The present study is an exploratory research study. In order to study the consumer perception

towards online shopping, both primary and secondary data were collected. In this case, the secondary
data was collected from different sources mainly Magazines, Newspapers and Internet etc. The
primary data is also collected through questionnaire survey method. For this purpose, 155
respondents were randomly selected. An attempt was made to check their level of satisfaction.
Certain attributes were rated on five-point scale and the final score has been calculated by using
weighted ranking method. The data thus received was tabulated, analyzed and appropriate results
were drawn. Univariate and bivariate data analysis techniques were used to analyze the data.

Awareness amongst the People
Nowadays, the people are much aware about the things which are happening into their

surroundings with the help of advertising, branding and imaging, They know what is good and what is
bad. In other way, the customer is more intelligent, well aware and more brand conscious.
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The Following Hypothesis was Constructed for Analyzing the Data
1. To know the common perception and attitude towards online shopping sites on the basis of

demographic profile.

2. To know the problems faced by consumers after purchasing from online shopping sites.

Scope of the Study
The study represents the common perception and attitude towards online shopping on the basis

of demographic profile of Lucknow region. Due to very small sample size, the findings may not be a
true representation and it cannot be generalized but it will give a better prospect for future study and
may have a wide application in future.

Findings and Analysis

Table 1: Age Group-wise Classification of Respondents

S. No. Age Groups No. of Respondents Percentage
1 Up to 25 years 25 21.68

2 25 to 40 years 75 40.96

3 40 to 50 years 28 21.10

4 Above 50 years 27 16.26

Total 155 100.00

Inference
Age analysis of respondents indicates that more than one-third of the respondents fall in the age

group of 25-40 years as it was indicated by 40.96% respondents in the sample. 21.68% respondents
belong to the age group up to 25 years. 40 to 50 years age group contributes 21.10% in the sample. The
remaining 15.38% respondents fall in the age group of above 50 years.

Table 2: Sex-wise Classification of Respondents

S. No. Sex Groups No. of Respondents Percentage
1 Male 133 82.53

2 Female 22 17.47

Total 155 100.00

Inference
The information pertaining to sex categories reveals that 82.53% of the respondents belongs to

male and 17.47% in the female categories.



4 Emerging Issues and Challenges in Management

Table 3: Marital Status-wise Classification of Respondents

S. No. Marital Status No. of Respondents Percentage
1 Married 117 75.32

2 Unmarried 38 24.68

Total 155 100.00

Inference
The marital composition of the respondents indicates that 75.32% respondents belong to married

category and remaining 24.68% respondents were in unmarried categories.

Table 4: Income-wise Classification of Respondents

S. No. Income Groups No. of Respondents Percentage

1 Up to ` 15000 p.m. 80 48.80

2 ` 15000 -25000 p.m. 63 37.96

3 Above ` 25000 p.m. 12 13.24

Total 155 100.00

Inference
The information related to income of the respondents indicates that little less than half of the

respondents fall in the income up to ` 15000 p.m. as it was indicated by 48.80% respondents in the sample.
37.96% respondents belongs to the income group of ` 15000-25000 p.m. Remaining 13.24% respondents
indicated that their monthly income falls in the category of ` 25000 p.m. and above.

Table 5: Educational Qualification-wise Classification of Respondents

S. No. Level of Education No. of Respondents Percentage
1 Undergraduate 21 16.27

2 Graduates 107 64.48

3 Postgraduate and Above 27 19.25

Total 155 100.00

Inference
The information related to the educational qualifications of the respondents indicates that most of

the respondents are graduate category as it was indicated by 64.48% respondents in the sample.
Undergraduate category accounts for 16.27% and 19.25% respondents have postgraduate degree and
above.
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Table 6: Profession-wise Classification of Respondents

S. No. Professions No. of Respondents Percentage
1 Student 25 15.06
2 Business 23 17.44
3 Service 72 45.77
4 Professional 21 12.65
5 Housewives 6 3.66
6 Others 8 5.42

Total 155 100.00

Inference
An attempt was made to explore the profession of the respondents use online shopping sites. The

information pertaining to this indicated that little less than half of the respondents fall in the service
category as it was indicated by 45.77% respondents in the sample. 15.06% respondents belong to
student category and 17.44% in the business category. Professional category respondents are 12.65%
and 3.66% respondents indicated that they are housewives. Remaining 5.42% respondents indicated
other unclassified profession.

Table 7: Awareness about Online Shopping Facility

S. No. Awareness No. of Respondents Percentage
1 Aware 143 92.32
2 Unaware 12 7.68

Total 155 100.00

Inference
The information presented in the above table projects 92.32% respondents the sample are aware

with the online shopping facility. Remaining 7.68% are remain unaware about the facility provide by
shopping sites.

Table 8: Classification on the Basis of Leading Online Shopping Websites

S. No. Leading Websites No. of Respondents Percentage
1 E-bay.com 16 10.32
2 Firstcry.com 04 2.68
3 Home Shop-18.com 25 15.24
4 Snap-Deal.com 21 13.54
5 Flip-Kart.com 10 6.45
6 Yebhi.com 11 7.62
7 Irctc.com 39 25.62
8 Jabong.com 05 2.32
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9 Zovi.com 06 3.86
10 Bookmyshow.com 18 12.35

Total 155 100.00

Inference
The information about the leading websites providing online shopping facilities to the end-users.

It reveals that 25.62% respondents are using IRCTC websites because it is leading travelling websites
providing a ticket to the traveller in Railways. Whereas in the case of Homeshop18.com, they have
15.24% compared to Snap-Deal.com only have 13.45%, 12.35% for Bookmyshow and 10.32% for
E-bay.com and rest of the respondents respectively.

Table 9: Satisfaction Levels of Respondents

S. No. Satisfaction Levels No. of Respondents Percentage
1 Satisfied 99 75.32
2 Unsatisfied 56 28.35

Total 155 100.00

Inference
An attempt was made to explore whether consumer face any problem while using the online

shopping sites. This study mainly focuses on the satisfaction level regarding the services provided by
the shopping website. As the study shows that it is near the satisfactory level, so there need to focus on
this sector too.

Conclusion and Suggestions
Online shopping sites expect that the number of orders coming in from these areas to go up

further helped by rising internet penetration, growing purchasing power and adoption of mobile
devices as well as smart phones has definitely give a push to this sector as the access is available to
the consumers on their fingertips. According to the report by Google (2011), in India, over 70% of
search happened in non-metros and overall 50 million people logged on to the internet from mobile
phones.

Today, most of the national and international companies are using this medium to increase
their sales and to promote their brand as well as business and make the shopping easy and user-
friendly. On the basis of the study, the important suggestions drawn by the researcher are set out as
under:

● Samples are dominated by male married member in the age group of 25-40 years having
educated up to graduation and belonging to serving category.

● Most of the respondents are aware with the facilities provided online shopping sites, however
awareness with different brands and uses pattern of online sites depends on user by user.

● Analysis signifies that the advertisement of quality, brand, loyalty, after sales services and
customer supports are more effective in building the awareness among the people.
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● Whereas friend and family members are effective medium in influencing the person to
enhance the purchase online shopping.

● Hence, online shopping companies should design marketing program accordingly.
● The study indicates that there is a close relation between uses pattern of online shopping sites

with the age, gender, marital status, income and professional status of the respondents. Hence,
it is suggested that while deciding the marketing strategy they must focus on demographic
factors.

● The study indicates that the opinion about role of online shopping websites in promoting
business is dependent on the professional status of respondents. Hence, online shopping
websites should target on appropriate segment to increase the effectiveness.
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