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OBJECTIVE

This is the study undertaken to examine the Positive & negative effects of
COVID- 19 on online business platform as per Customer Purchasing
Behaviour in India.

INTRODUCTION

» This paper examines the consequences of COVID19 on Changing
Purchasing Behaviour of Customerfor the use of online business
platformin India.Over the complete year of 2020, COVID-19 developed
in to an international pandemic affecting people's everyday lives all
over the world.

» For the first time, online platform presented a choice channel for
preserving enterprise activities, social interactions & consumption in
instances of strict preventive measures such as lockdowns.The
majority of users from India declared to have been buying online
regularly after the outbreak of COVID-109.

» Online Business Platformlike E-commerce refers to the shopping for &
promoting of products, services, or any different type of items &
offerings with the aid of the buyer, retailer, or commercial enterprise
over a digital platform.Economies with a smaller share of lively on-line
buyers earlier than COVID-19 are gaining a more desirable extend in
on-line purchasing activities.
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Across the country, humans with schooling & girl buyers have been
the most possibly to have elevated their on-line purchases.The Online
Business Platformoffer various electronics & ICT products, gardening
equipment & pharma & healthcare merchandise products symbolize
the classes with the biggest boom of energetic customers due to
COVID-19 throughout India. Cosmetics & personal care(fitness) & food
& beverages are the classes with the most energetic customers at some
point of the pandemic.

In phrases of verbal exchange platforms, users in India intensifies the
use of Microsoft Teams, Google meet & zoom.Due to COVID-19
pandemic, theOnline Business Platformstrong & steady increase of on-
line customers & rising consciousness linked with on-line shopping,
improved on-line product launches, low costs due to mass purchases &
SO on.

Additionally, the international Online Business is increasing due to a
larger variety of unique merchandise on the market, as nicely as cost-
effective product pricing due to direct channels & economies of scale.In
India, Online Business Platformhas modified the business working
model.The Online Business Platform presents the potential to grant
innovative, sustainable, consistent, & seamless shopping for
experiences throughout all channels, with attractive & handy buying
choices at the centre of the buyer-facing business.

COVID-19 has had a notable influence on international e-commerce,
each positive& negative, however overall, Online Business Platformis
growing unexpectedly by the changing scenario of market by the
influence of the virus.

Several barriers going through stores in e-commerce, such as
prolonged shipping time, concern confronted in the course of motion
control, social distance, & lockout, drove customers to use the net &
make it a dependency in their day-by-day routine.Such a state of
affairs is no longer viable due to the fact to e-commerce.Marketing is
likely one of the most charming factors of commercial enterprise
relationships, due to the fact producers & buyers cannot do
commercial enterprise until they can find out every other.

This is often the motive for how an advertising & marketing approach
aids people in attaining their goals.Online Business
Platformadvertising is a kind of centred advertising that aids web-sites
in attracting greater traffic & introducing merchandise or product
offerings through the digitalPlatform.

India is additionally seeing a better growth in Internet use for getting
access to health-related statistics & in the wuse of tech
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devices.Customers from India will prefer on-line in the post-COVID-19
future which is different from frequently visiting store before Covid 19.

» In phrases of future buying channels, shoppers in India categorical a
sturdy choice for shopping for greater frequently on-line than in
physical stores.Marketing is a storey that targets to appeal to &
persuade human beings to trade.

» E-marketing is a phrase that refers to advertising things to do carried
out by wusing the digital/On-line & associated technologies
(Krishnamurthy, 2006).E-marketing, on the different hand, is the use
of digital technologies & digital media, especially the internet, for the
motive of buying & selling or promoting goods.Disputes are pretty huge
in the regular market environment, & they are convenient to impact &
get to the bottom of thanks to the personality & structure of
transaction.

» However, in the on-line context, an equal is tougher to locate due to
the fact on-line retailers & digital shoppers make a good buy barring
understanding who they're dealing with.People can now take a seat in
one spot & purchase any product or gain product offerings from any
dealer on-line somewhere in the world due to the fact to technological
break throughs & improved internet penetration throughout world.

» Customers are worried that they will not be covered if something goes
incorrect with their transaction with the dealer in this case.This paper
deals with all positive and negative behaviour responses of Customer
regarding purchasing via Online Business Platform.

METHODOLOGY

I conducted significant primary and secondary research as part of this
study. Primary research was conducted via on-line questionnaire form
and secondary research was used to be carried out to enhance the facts
that was already researched.

The use of this paper is examined in the analysing purchaser behaviour
of Customer. In addition, the industry's estimated restoration length will
be presented, alongside with the best- and worst-case scenarios, to aid
Customers in deciding their subsequent steps in the decision-making
process.

QUESTIONNAIRE DESIGN

This paper adopts a questionnaire survey approach to acquire
information from customers of Online Business Platform (E-Commerce)

Commercial Organization.
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» Online quantitative research

» Target - 600 respondents (Online users of more than 15 years)
» Methodology sample- Convenience

» Coverage — National (India Prayagraj)

I empirically measure the paradigm by using surveying clients who have
shopped with the aid of stay streaming purchasing structures such as
amazon.com, flipkart.com, myntra.com and nykaa.com. I have confidence
on purchasingon-line in the course of covid. I framed questionnaire which
consists of what age crew primarily likes to save online and do on-line
purchasing assisting them in the course of covid. We found what is actual
intention of purchaser how a lot they do have confidence on line buying
why they are trusting and if no longer what are reasons. and our survey
indicates majorly age crew from 15-35 preferring on-line purchasing and
they believe the amenities on-line purchasing giving and they are going on
portals with proper buy intention.

IMPACT OF COVID-19 ON ONLINE BUSINESS

The time period of Online Business Platform has received a lot reputation
in the remaining 10 years. The idea of Online Business Platformvaries in
accordance to the stakeholder who are the use of this platform for extra-
ordinary purposes.

From Business Perspective: The e-commerce refers any shape of
commercial enterprise transactions. It consists of shopping for and selling
of items and offerings over the Internet which is alternative of typical
brick and motor shops used in procurement and promoting of appropriate
and services.

From the provider Perspective: The e-commerce is a device that helps the
agencies and the clients to supply their merchandise or the statistics on
the Internet. It gives quicker access, higher offerings that radically assist
in the companies to continue to exist in this aggressive environment. It
enhances the carrier shipping that in flip expand the patron satisfaction.

From the exchange perspective: The e-commerce consists of all tools,
software’s, and repayments paradigm that are used on the web to deliver
the product or services offerings to the customer.

But all the standpoint defines on-line/ digital commerce as a new
endeavour that has the functionality that do or enhance the transactions
over the internet.
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There are additionally many varieties of e-commerce relying upon the type
of Customer concerned it can be commercial enterprise to business to
business (B2B), businessto customers/consumers (B2C), consumers to
consumers(C2C) etc.

Though the e-commerce is properly practiced in many developed
countries, however in India the e-commerce adoption is very gradual as
the adoption of e-commerce entails alternate in the customer behaviour.
So, the on-line/ digital divide properly familiar amongst the Indian
populace slows the adoption of e-commerce in India.

But, all throughout the globe the COVID-19, has led to essential alternate
in enterprise circumstance for B2B and B2C businesses and comparable
is the prerequisites in India. There is vast trade in the promoting and
shopping for behaviour of businesses and clients respectively. This
alternate is now not solely drastically seen throughout this pandemic time
however would possibly proceed after the pandemic also. COVID 19 is a
novel and difficult state of affairs for the whole world international
locations and it is affecting the e-commerce traits significantly.

CHANGE IN THE ONLINE BUSINESS DURING COVID-19

The corona virus has impacted nearly all commercial enterprise and in a
similar way the Online Business Platformof the complete world. The
human beings are strongly adopting no longer going to shopping/physical
purchasing till they get the corona virus vaccine. Even the late adopters
of science and e-commerce are compelled to undertake the online
commerce in the prevailing situation of COVID-19.As the pandemic has
reshaped existence and additionally accelerated many tendencies -
however the largest of these traits is the vogue in the E-commerce.
According the document of IBM, the pandemic has accelerated
Customer’s shift towards e-commerce by way of five years.

The pinnacle classes of items advantages with this increase are alcohol,
domestic furnishing and enhancement materials, family productsand
family groceries, however at the identical time the clothing and apparel
are seeing the giant decline.This in flip has appreciably extended the
income in the on-line business.

Some of the key categories that has considerably proven the amplify in
income at some points of pandemic are:

Grocery e-commerce: There is large spike in grocery associated E-
commerce at some point of pandemic. The buying of family objects and
grocery product has printed the enlarge of more than two hundred
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percentage. On-line grocery has viewed persevered increase in the course
of the pandemic.

People are averting going out and additionally needs to maintaining the
social distance consequently they are ordering the households
productson-line. Also, the needs of a range of family merchandise have
extended a lot. Utilizing this chance many new agencies have referred to
providing the product in this area such as amazon beginning amazon
pantry for family product and groceries.Similarly, JIO Mart presenting
aggressive charge for the purchaser to do on-line buying of groceries.

Though the pandemic has delivered a surge in the income on the on-line
platform, however it has additionally contributed in the moving to
exclusive product classes in the course of this COVID 19 pandemic:

To keep away from going out and doing purchasing in crowded market,
the new area is additionally delivered in the on-line advertising and
marketing i.e., BOIPS (Buy On-line Pick Up in Stores)

Purchasing of preventive fitness and well-being merchandise have
multiplied a lot. The On-line income of drug treatments for frequent flu,
cough and bloodless has elevated through two hundred fifty-eight
percentage. This has additionally brought on many offline medicinal
suppliers to shift their focal point on on-line E-commerce.

Though there is typical enlarge in the e-commerce at some point of
pandemic. But the purchasing of luxurious items, trend and apparels are
seeing massive losses.People all through this pandemic have concern of
lockdown and quarantine consequently stockpiling of groceries and
different family necessities is carried out ensuing in the scarcity of objects
on the bodily stores. This has additionally brought on humans’ mindset
to do on line buying of family objects on special websites. The income of
non-perishable items, lengthy shelf-life merchandise has extended a lot
for the duration of the pandemic on the on-line platform.

So, the Pandemic has initiated the “On-line Movement”. With many
groups are closing their offline stores, it has turn out to be vital for the
clients and agencies to pass toward the on-line solutions. COVID 19 has
hit challenging on physical retail outlets and Online Business Platformis
performing as the saviour in this challenging time.The success of e-
commerce relies upon fairly on the tightly closed and profitable
implementation of on-line/ digital transaction consequently it turns into
critical to find out about the influence of COVID-19 on the on-line/ digital
transactions.
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RESULTS & ANALYSIS

Total 470 actual and correct respondents are considered in this study. As
human beings alter to their livingarrangements, their buying habits have
modified to meet their demands. While panic purchasing has slowed in
positive nations, shoppers are nevertheless stocking up on supplies,
regularly recognised as "pandemic pantry staples." Many clients are
additionally taking benefit of their newfound free time to centre of
attention on their health, with seventy-seven percentage of clients
attractive in some shape of exercising whilst in social isolation, and forty-
two percentage intending to proceed as soon as barriers are relaxed. As
acomplete result of these moving behaviours, a quantity of product
classes has considered an increase in demand, and whilst many of them
are useful, others are delightfully bizarre. With everyone's eyes skilled on
the CDC data, the widely wide-spread public expects large adjustments to
the way they used to stay and eat the items and offerings they desire and
need. As a result, companies are turning into conscious that these trends
will have an effect on their complete corporation administration systems,
from furnish chain to E-commerce acceptance and expansion. And they
want to seem at information to continue to be beforehand of the sport and
make knowledgeable judgments. As a result, we have assembled the most
updated data on E-commerce trends, Customer behaviour, and demand
to aid agencies as they navigate thru what may also be the most
challenging length in their records the corona virus pandemic.

According to our research, people's attitudes on on-line buying have
shifted, and they are more and more trusting of E-commerce shopping. It
has a shiny future due to the fact virtually everything, which includes
food, groceries, and medicine, is now handy online.

When evaluating the two kinds of marketing, Online/digital Marketing is
greater low-budget and swifter considering the fact that it approves
corporations to attain out to achievable clients directly, and it is the fine
choice for corporations to promote domestically or internationally.
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Total Respondents

m Male = Felame

Age (In years)

40%

36%
35%
30%
25% 22%
20%
20%
[

L 14%
10% 8%

0%

15- 24 25-34 35-44 45- 54 Above 55

According to data analysis, 67% of the respondents are male and majority
belongs to the age group of 25-34.
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Increase in Online Business Uses during Covid 19
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3 5 o
entertainment websites 38%
21%
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According to data analysis, 33% of the respondents are agree that they
increase spending more time reading online after COVID 19, 31% agree
that they increase shopping online frequently, 32% agree that they
increase looking health related information frequently & 38% agree that
they increase spending a lot of time on digital entertainment.
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Impact of Covid on Expenditures

Highly Disagree 6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

| decided to spend my next holiday domestically and not to travel abroad
M | am focusing my online purchases on essential products such as food

M | decided to postpone larger expenditure

According to data analysis, 29% of the respondents are highly agree that
they decided to spend holiday domestically instead of travelling abroad
after COVID 19 and 27% agree that they are focused on online shopping
of essential products such as food.

Delivery Preferred by Consumers

DROP OFF AT MY NEIGHBOUR

DROP OFF AT DOORSTEPS

PICKUP POINT FROM RETAILER

DELIVERY TO MY WORKPLACE

PICKUP POINT FROM A LOGISTIC PROVIDER

HOME DELIVERY

0% 10% 20% 30% 40% 50% 60%

According to data analysis, 52% of the respondents are preferred to take
home delivery after COVID 19.
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Consumer Habit During Covid 19
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According to data analysis, 37% of the respondents are agree that they
increase focusing purchasing on essential products, 36% agree that they
increase shopping online frequently and 32% agree that they increase
travelling locally.

Through correlation & descriptive analysis, the following conclusions are
obtained:

Customers are joyful and fulfil in their on-line shopping.

Old ordinary entrepreneurs are involved in opening their personal on-line
business.

Trust is positively related with buy intention. People intend to purchase
on-line instead than from markets due to covid

Mostly young’s below 34 years areinvolved greater into on-line purchasing
nevertheless age above 35 human beings are involved and have
confidence in typical shopping

Finally, based totally on the lookup conclusions, we put ahead tips for
pleasant find out about of E-commerce and on-line enterprise model to
everyone, to have higher and honest market for Customers.
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CONCLUSION

Both kinds of advertising can aid merchants and entrepreneurs in their
efforts to do business. Each has its personal set of merits and demerits.

Customers can see and contact extensive productsor offerings in usual
marketing; however, the area of impact is limited; on the different hand,
employing E-marketing will push the boundaries and provide items and
offerings to a demographic of digital users.

Also, the use of the internet for advertising would be extra pleasant,
faster, and convenient. Approximately, the offers and services of E-
marketing outnumber these of regular marketing. The internet performs
an essential phase in our everyday lives. Every day, we use the internet
for nearly all of our tasks. Prior to e-commerce, purchasing and
promoting have been dealt with bodily interior commercial enterprise
sectors barring the use of the internet; nevertheless, the appearance of
online-based commercial enterprise in our lives has grown increasingly
more beneficial due to its several benefits.
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