
www.ijcrt.org                                                            © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882 

IJCRT25A5795 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org p592 
 

A Study On Consumer Preference Towards Online 

Shopping 

Nitesh Singh 

Student, Galgotias University 

Admission No.: 22gsob1010550 

Abstract 

The evolution of digital technology and internet penetration has significantly transformed the retail landscape 

in India. This research paper aims to investigate consumer preferences, motivations, and challenges related to 

online shopping. Data was collected through a structured questionnaire from 150 respondents, analyzing 

patterns based on demographics, product categories, and purchase behavior. The findings reveal that young 

consumers, especially in urban areas, are driving the growth of e-commerce due to convenience, competitive 

pricing, and product variety. However, issues related to product quality and payment security remain 

significant concerns. The study provides recommendations to e-commerce companies for improving customer 

satisfaction and loyalty. 
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1. Introduction 

The rise of online shopping has revolutionized the way consumers interact with businesses. India’s e-

commerce market has grown exponentially over the last decade, fueled by increasing smartphone usage, 

internet accessibility, and digital payment systems. This study explores how consumer preferences are shaped 

in the context of this rapid digital transformation. 

2. Objectives of the Study 

 To understand consumer behavior towards online shopping. 

 To identify the factors influencing online purchase decisions. 

 To analyze popular platforms and product categories. 

 To assess satisfaction levels and key challenges in online shopping. 

3. Research Methodology 

 Sample Size: 150 respondents 

 Sampling Technique: Convenience sampling 

 Data Collection Tool: Structured online questionnaire 

 Data Analysis: Descriptive statistics, graphical representation (bar/pie charts) 
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4. Data Analysis and Interpretation 

Key Findings: 

 Gender Distribution: 56.7% Male, 43.3% Female 

 Age Group: 48% of respondents were aged 18–25 

 Frequency of Shopping: 33.3% shop monthly; 26.7% shop weekly 

 Preferred Platforms: Amazon (46.7%) and Flipkart (33.3%) dominate 

 Popular Products: Clothing and electronics are the most purchased categories 

 Purchase Motivation: Price discounts (40%) and convenience (30%) 

 Consumer Concerns: Product quality (36.7%) and payment security (23.3%) 

 Satisfaction: 73.3% are either satisfied or highly satisfied 

[Visual representation using pie/bar charts – added in main report] 

5. Limitations of the Study 

 Limited to 150 respondents, mostly from urban areas. 

 Self-reported data may introduce bias. 

 Time and resource constraints prevented deeper qualitative insights. 

 Results may not generalize across all income or regional groups. 

6. Conclusion and Recommendations 

Conclusion: 

Online shopping continues to gain momentum, particularly among youth and working professionals. 

Consumers prioritize convenience, offers, and product variety but remain cautious about delivery issues and 

authenticity. 

Recommendations: 

 Strengthen return policies and customer service. 

 Increase focus on secure payment gateways. 

 Expand delivery networks to rural regions. 

 Customize marketing for young adults using AI and social media. 
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Appendix 

 Survey Questionnaire 

 Raw Data Summary Table 

 Charts and Graphs (attached in full report) 
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