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Abstract

In this study, customers in the Gujarat and Maharashtra areas are asked to consider what variables influence
their decision to buy consumer durables electrical items, or "white goods," from online sellers. Knowing
customer behavior and motives is now essential for firms to develop successful marketing strategies, thanks to
the explosive rise of e-commerce platforms. A mixed-methods approach is used in this study to analyze the
variables impacting customer purchase decisions in-depth using both qualitative and quantitative techniques.
The utilization of survey methodologies is one type of quantitative data collection technique that facilitates a
comprehensive investigation of customer attitudes, preferences, and perceptions regarding the online purchase
of white goods. The underlying motives driving consumer behavior are illuminated by the primary themes and
patterns that surface through thematic analysis.

In addition to the qualitative data, structured surveys are used to collect quantitative data from a representative
sample of customers in Gujarat and Maharashtra. Regression analysis is one of the statistical analytic
approaches that are used to find important motivators and how they affect the purchasing decisions of
consumers. The preliminary results indicate that customers' decisions to purchase white goods from online
retailers are influenced by a number of important criteria, including convenience, price competition, product
assortment, brand reputation, trust in online platforms, and post-purchase services. In addition, different
demographic factors that affect consumer preferences and behavior include age, income level, and previous
experience shopping online.

This study has ramifications for both academia and business. The study adds to the body of knowledge already
available in academia about consumer behavior in the context of e-commerce and offers insights into the
changing dynamics of online retailing in the area. The results provide industry practitioners with useful
information for creating focused marketing campaigns, raising customer satisfaction levels, and building
enduring relationships with internet users. In summary, this study advances our knowledge of the driving forces
behind consumer behavior in the area of online retailing of consumer durables and electronic goods, or "white
goods." This will help businesses operating in Gujarat's and Maharashtra's quickly changing e-commerce
landscape make well-informed decisions.
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Introduction:

The rise of e-commerce has fundamentally changed the retail industry by influencing consumers' buying habits
for a wide range of goods, including durables and consumer electronics, sometimes referred to as "white
goods." Online merchants have expanded at a never-before-seen pace in recent years, offering consumers a
useful and efficient method to browse, evaluate, and purchase products from the comfort of their homes. Due
to the movement in customer behavior toward online buying, businesses now need to understand more about
the factors driving consumer behavior in the digital marketplace.

The states of Gujarat and Maharashtra in western India are two of the country's most economically active
regions. These states have developed into e-commerce hotspots as a result of the middle class's expansion and
the increase in internet usage. As more and more Gujarati and Maharashtralian customers embrace the ease
and accessibility of online shopping, it is critical to understand the driving forces behind their purchases,
especially when it comes to consumer durables and electronics.

The purpose of this study is to investigate the driving forces behind Gujarati and Maharashtran customers'
purchases of white goods from internet merchants. Businesses can effectively target and engage their target
audience by tailoring their marketing strategy based on insights gained about customer preferences, attitudes,
and behaviors. Furthermore, by being aware of the distinctive features of the online retail environment in these
areas, it will be easier to provide services and solutions that are tailored to the requirements and tastes of
regional customers.

The study uses a mixed-methods strategy, combining quantitative and qualitative research methodologies, to
accomplish this goal. We try to understand the complex nature of customer motives and preferences in the
context of online white goods shopping through in-depth interviews, focus groups, and structured surveys. By
combining the results of qualitative and quantitative research, we hope to offer a thorough grasp of the variables
influencing customer behavior in the online retail sector in Gujarat and Maharashtra.

Literature Review

Rakesh Kumar and S.K Khusal (2017) were studied about the relationship between perceived price,
perceived risk, perceived quality, perceived bran image and consumer attitude and purchase intention
concluded that perceived price was the important factor influencing purchase intention, followed by brand
image and perceived risk. They further concluded that all the four factors found to be major determinants of
consumer purchase preference and influence their purchase intention towards electronic goods. The
demographic factors affect middle -class consumer purchase decision process.

Mrs. M.Hemalatha and Dr.P. Parimaladevi(2018) were examined in their study about marketing spur in
purchase of brown goods from consumer perspective in Erode District, Tamil Nadu. They concluded that most
of the female consumers are influenced by price of the product and value of purchase. Further they added that
there is a positive association between family income and purchase decision of Brown durable goods. They
took a sample of 125 female respondents in Erode district and used factor analysis, percentage analysis and
Ranking Method to interpret the data and arriving at conclusion.

Karthika and Vijay Anand (2017) in their study on consumer attitude and purchase behaviour toward white
durable goods concluded that satisfaction level of consumers in the retail outlet was optimistic due to better
experience at the time of purchase as well as after purchase of durable goods. The study was conducted in
Tiruchirappalli District with a sample of 500 respondents. The researchers used statistical tools to collect the
data from respondents and for analysis and interpretation of data.
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R.Dharmaraj (2017) conducted a survey on behaviour of consumers toward consumer durables in Arni
District, Tamil Nadu. They took a sample of 100 respondents consisting of both male and female consumers.
He took three products such as mobile phones, television and Electric fans for their study. He concluded that
price and quality is the influencing factor in purchase decision of consumer durables. Advertisement plays a
major role in providing information product availability and product features. Brand image and brand loyalty
are the important factor in consumer retention.

Research Objectives:

The research objectives for the study on motivating factors influencing consumers to purchase consumer
durables electronic items from online retailers in Gujarat and Maharashtra are as follows:

1. To Identify the Primary Motivating Factors:

Determine the key motivating factors that drive consumers in Gujarat and Maharashtra to choose online retail
channels for purchasing consumer durables electronic items.

2. To Examine the Role of Price Sensitivity:

Investigate how price factors, including discounts, offers, and competitive pricing, influence consumers'
decisions to buy white goods online.

3. To Assess the Significance of Product Quality and Brand Reputation:

Analyze the impact of product quality and brand reputation on consumers' trust in online retailers when
purchasing consumer durables.

Methodology:

Sampling Strategy: To guarantee representation across several demographics, including age, income level, and
geographic location in Gujarat and Maharashtra, use stratified random sampling.

Data collection tools: Create semi-structured interview guides for focus groups and in-depth interviews in order
to qualitatively examine customer motivations.
Create a structured survey question set to examine consumer behavior quantitatively.

Methods for Gathering Data:

Collect qualitative data on customer motives by holding focus groups and in-depth interviews with chosen
individuals.

Use in-person interviews or online surveys to gather quantitative information from a wider range of customers.

Data Analysis: To find recurrent themes and patterns in qualitative data from focus groups and interviews,
apply thematic analysis technique.

Regression analysis is one statistical analysis technique that can be used to uncover important motivators
impacting customer purchase decisions from quantitative survey data.

Validity and Reliability: Verify the authenticity of qualitative data by conducting member verification and
cross-referencing results from various data sources.

By employing approved survey tools and upholding consistency in data collection techniques, you can increase
the reliability of quantitative data.
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Ethical considerations: guarantee response confidentiality and anonymity and acquire participants' informed
consent prior to data collection.

Follow moral principles and get institutional review board clearance when required.

Limitations: Recognize possible limits like sample size restrictions, response bias, and limitations arising from
data that is self-reported.

Timeline and Resources: To guarantee that the research is carried out successfully and efficiently, provide

enough time and resources for data collecting, analysis, and reporting.

By using this approach, the main study will yield insightful information about the driving forces behind
customers' decisions to buy white goods from online merchants in Gujarat and Maharashtra.

Data Analysis: Chi-square and interpretation:

1. Null Hypothesis (HO): There is no significant association between age group and online shopping frequency.
Alternative Hypothesis (H1): There is a significant association between age group and online shopping
frequency

Case Processing Summary

Cases
Valid Missing Total
Percent N Percent N Percent
Age Group *How many time
did you shop online last 384 100.09 q 0.0% 384 100.0%
month?
How many time did you shop online last month?
Crosstab
Count
How many time did you shop online last month?
1 2 3 4 Total
Age Group 1.0 94 131 21 g 254
2.0 2 3¢ 16 4 79
3.0 4 13 g 14 34
4.0 4 1 4 1 g
45293.0 Z 4 q q 4
45294.0 1 1 q 1 K
45325.0 ( ( p, q 3
Total 124 18¢ 44 26 384
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 92.374 1§ .00(
Likelihood Ratio 65.18] 18 .00d
N of Valid Cases 384

18 cells (64.3%) have expected count less than 5. The minimum expected

count is .14.

Frequency Distribution: The table shows counts of individuals across different age groups (1.0, 2.0, 3.0, 4.0,
45293.0, 45294.0, 45325.0) and the number of times they shopped online last month (1, 2, 3, 4, or more).

Chi-Square Test: This statistical test is used to determine if there is a significant association between age group
and online shopping frequency. Both Pearson Chi-Square and Likelihood Ratio tests suggest a significant
relationship (p < 0.001), indicating that age group and online shopping frequency are not independent of each
other.

Expected Counts: The Chi-Square test also examines whether the observed counts significantly deviate from
the expected counts. It notes that 18 cells (out of 24) have expected counts less than 5, with the minimum
expected count being 0.14. This indicates potential issues with the Chi-Square test validity due to low expected
counts in some cells.

Interpretation:

The findings from the statistical tests support the rejection of the null hypothesis, indicating that there is indeed
a significant association between age group and online shopping frequency. However, caution should be
exercised in interpreting these results due to the presence of cells with low expected counts. Low expected
counts can affect the reliability of the Chi-Square test results and may introduce uncertainty in the interpretation
of the relationship between age group and online shopping frequency.

2. Null Hypothesis (HO): There is no significant association between age groups and the likelihood of being
the first to shop online from a new website/app.
Alternative Hypothesis (H1): There is a significant association between age groups and the likelihood of being
the first to shop online from a new website/app.

Case Processing Summary

Cases

Valid Missing Total

N Percent N Percent N Percent

Age Group * | would be the
first in my circle to shop online 384 100.09 d 0.0% 384 100.0%

from a new website/app
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| would be the first in my circle to shop online from a new website/app

Crosstab
Count
| would be the first in my circle to shop online from a new website/app
1.0 2.0 3.0 4.0 5.0
Age Group 1.0 76 4¢ 33 44 51 254
2.0 13 25 14 17 § 79
3.0 € € q § q 34
4.0 ( Y 4 4 [t g
45293.0 1 1 1 1 q 4
45294.0 ( Y q 1 q K
45325.0 1 1 q q q 3
Total 9¢ 8¢ 58 76 64 384
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 31.189] 24 144
Likelihood Ratio 35.79¢ 24 .051
Linear-by-Linear Association .94¢ 1 .331
N of Valid Cases 384

a. 20 cells (57.1%) have expected count less than 5. The minimum expected count is
.30.

Pearson Chi-Square Test: The test statistic is 31.189 with 24 degrees of freedom. The associated p-value is
0.148, indicating that there is no statistically significant association between age groups and the likelthood of
being the first to shop online from a new website/app at the conventional significance level of 0.05.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 35.796 with 24 degrees of
freedom, yielding a p-value of 0.057. While this p-value suggests a slightly stronger indication of association
compared to the Pearson chi-square test, it still does not reach conventional levels of significance.

Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the likelihood of being the first to shop online from a new website/app. The test statistic is 0.946 with 1
degree of freedom, and the associated p-value is 0.331, indicating that there is no significant linear trend in the
association.

Interpretation:

Based on the results of both statistical tests, we fail to reject the null hypothesis. This implies that there is
no significant association between age groups and the likelihood of being the first to shop online from a new
website/app. While the Likelihood Ratio Chi-Square Test shows a slightly stronger indication towards
significance compared to the Pearson Chi-Square Test, the difference is not substantial enough to conclude a
significant association confidently.
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3. Null Hypothesis (HO): There is no significant association between age groups and the frequency of being
asked to give opinions about new products or brands.
Alternative Hypothesis (H1): There is a significant association between age groups and the frequency of being
asked to give opinions about new products or brands.

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent

Age Group * People often ask

me to give my opinion about

384 100.09 d 0.0% 384 100.0%

new products or new brands

or new websites/app.

People often ask me to give my opinion about new products or new brands or new
websites/app.

Crosstab
Count
People often ask me to give my opinion about new products or new brands or new
websites/app.
1.0 2.0 3.0 4.0 5.0 Total
Age Group 1.0 84 31 3( 5§ 51 254
2.0 17 21 12 21 g 79
3.0 ¢ g g 1 5 34
4.0 ( p q 4 p &
45293.0 y q 1 1 q 4
45294.0 ( p 1 q q K
45325.0 1 1 q q q p
Total 113 64 44 91 66 384
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 35.146 24 .06¢
Likelihood Ratio 39.593 24 .02¢
Linear-by-Linear Association 2.08( 1 144
N of Valid Cases 384

a. 21 cells (60.0%) have expected count less than 5. The minimum expected count

is .26.

Pearson Chi-Square Test: The test statistic is 35.146 with 24 degrees of freedom, yielding a p-value of 0.066.
This suggests that there is no statistically significant association between age groups and the frequency of being
asked to give opinions about new products or brands at the conventional significance level of 0.05.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 39.593 with 24 degrees of
freedom, resulting in a p-value of 0.024. This p-value indicates a statistically significant association between
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age groups and the frequency of being asked to give opinions about new products or brands. However, it's
important to note that this significance level is reached at a threshold of 0.05, so it is slightly lower.

Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the frequency of being asked to give opinions about new products or brands. The test statistic is 2.080 with
1 degree of freedom, and the associated p-value is 0.149, suggesting that there is no significant linear trend in
the association.

Interpretation:

The results are somewhat conflicting. While the Pearson Chi-Square Test does not support a significant
association between age groups and the frequency of being asked to give opinions about new products or
brands, the Likelihood Ratio Chi-Square Test suggests otherwise, indicating a significant association at a
slightly lower significance level.Further analysis may be necessary to reconcile these differences and to
understand the nature and practical implications of the association between age groups and the frequency of
being asked to give opinions about new products or brands.

4. Null Hypothesis (HO): There is no significant association between age groups and the level of confidence in
online shopping without prior experience.

Alternative Hypothesis (H1): There is a significant association between age groups and the level of confidence
in online shopping without prior experience.

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent

IAge Group * | am confident

Jabout online shopping even if

) 384 100.09 d 0.0% 384 100.0%

have never experienced the

Jsame before. "

I am confident about online shopping even if | have never experienced the same
before. "

Crosstab
Count
I am confident about online shopping even if | have never experienced the same
before. "
1.0 2.0 3.0 4.0 5.0 Total

Age Group 1.0 8¢ 3( 24 64 44 254

2.0 18 14 1€ 2( 11 79

3.0 1 1( 4 4 9 34

4.0 p ( p y, 3 ¢

45293.0 p ( 1 1 q 4

45294.0 1 1 q q 1 K

45325.0 q ( 1 1 q p
Total 11€ 5§ 53 93 61 38¢
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 29.250 24 211
Likelihood Ratio 31.597% 24 137
Linear-by-Linear Association 127 1 722
N of Valid Cases 384

a. 22 cells (62.9%) have expected count less than 5. The minimum expected count
is .28.

Pearson Chi-Square Test: The test statistic is 29.250 with 24 degrees of freedom, resulting in a p-value of 0.211.
This indicates that there is no statistically significant association between age groups and the level of
confidence in online shopping without prior experience at the conventional significance level of 0.05.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 31.597 with 24 degrees of
freedom, yielding a p-value of 0.137. This p-value also suggests that there is no statistically significant
association between age groups and the level of confidence in online shopping without prior experience at the
conventional significance level.

Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the level of confidence in online shopping without prior experience. The test statistic is 0.127 with 1 degree
of freedom, and the associated p-value is 0.722. This indicates that there is no significant linear trend in the
association.

Interpretation:

Based on the results of the chi-square tests, we fail to reject the null hypothesis. This implies that there is no
significant association between age groups and the level of confidence in online shopping without prior
experience. In other words, age does not seem to play a significant role in determining confidence in online
shopping among individuals who have never experienced it before.

5. Null Hypothesis (HO): There is no association between age group and enjoyment of time spent in online

shopping.
Alternative Hypothesis (H1): There is an association between age group and enjoyment of time spent in online
shopping.
Case Processing Summary
Cases
Valid Missing Total
N Percent N Percent N Percent

Age Group * The time spent in}
online shopping is truly 384 100.09 d 0.0% 384 100.0%

lenjoyable to me. "
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The time spent in online shopping is truly enjoyable to me. "

Crosstab
Count
The time spent in online shopping is truly enjoyable to me. "
1.0 2.0 3.0 4.0 5.0 Total
Age Group 1.0 72 3¢ 24 6 57 254
2.0 12 15 14 23 13 79
3.0 € ¢ 1 § 8 34
4.0 ( K q 4 K g
45293.0 4 ( q 4 ( 4
45294.0 ( 1 1 q 1 K
45325.0 ( ( 4 q ( y
Total 9 61 45 9 82 384
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 44.539 24 .007
Likelihood Ratio 43.144 24 .01(
Linear-by-Linear Association .063 1 .802
N of Valid Cases 384

a. 21 cells (60.0%) have expected count less than 5. The minimum expected count

is .23.
Pearson Chi-Square: The Pearson Chi-Square value is 44.539 with 24 degrees of freedom, and the p-value is

.007. This indicates that there is a statistically significant relationship between age group and enjoyment of
time spent in online shopping.

Likelihood Ratio Chi-Square: The Likelihood Ratio Chi-Square value is 43.148 with 24 degrees of freedom,
and the p-value is .010. This also indicates a statistically significant relationship between age group and
enjoyment of time spent in online shopping.

Linear-by-Linear Association: The Linear-by-Linear Association value is .063 with 1 degree of freedom, and
the p-value is .802. This suggests that there is no significant linear trend in the association between age group
and enjoyment of time spent in online shopping.

Interpretation:
Based on the Pearson Chi-Square test and the Likelihood Ratio Chi-Square test, we reject the null hypothesis

(HO0) that there is no association between age group and enjoyment of time spent in online shopping. This
indicates that there is a statistically significant relationship between age group and enjoyment of time spent in
online shopping.
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6. Null Hypothesis (HO): There is no significant association between age groups and the pleasure derived from
online shopping.

Alternative Hypothesis (H1): There is a significant association between age groups and the pleasure derived
from online shopping.

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
IAge Group * Online shoppin
9 P PPINg 384 100.09 ( 0.0% 384 100.0%
gives me pleasure.

Online shopping gives me pleasure.

Crosstab
Count
Online shopping gives me pleasure.
1.0 2.0 3.0 4.0 5.0 Total
Age Group 1.0 64 34 32 67 56 254
2.0 14 q 2( 24 12 79
3.0 g g g g 4 34
4.0 y K ( 1 p g
45293.0 1 1 1 1 ( 4
45294.0 q 1 1 ( 1 K
45325.0 q 1 1 ( ( 3
Total 9( 51 6( 107 74 384
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 27.347 24 .284
Likelihood Ratio 29.333 24 .20¢
Linear-by-Linear Association .295 1 .587
N of Valid Cases 384

a. 20 cells (57.1%) have expected count less than 5. The minimum expected count
is .30.

Pearson Chi-Square Test: The test statistic is 27.347 with 24 degrees of freedom, yielding a p-value of 0.289.
Since this p-value is greater than 0.05, there is insufficient evidence to reject the null hypothesis. This suggests
that there may not be a significant association between age groups and the pleasure derived from online
shopping.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 29.333 with 24 degrees of
freedom, resulting in a p-value of 0.208. Similar to the Pearson Chi-Square Test, this p-value indicates that
there may not be a significant association between age groups and the pleasure derived from online shopping.
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Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the pleasure derived from online shopping. The test statistic is 0.295 with 1 degree of freedom, and the
associated p-value is 0.587. This further supports the lack of a significant linear trend in the association.

Interpretation:

Based on the results of the chi-square tests, we fail to reject the null hypothesis. This suggests that there may
not be a significant association between age groups and the pleasure derived from online shopping. However,
it's important to interpret these results cautiously due to the large proportion of cells with expected counts less
than 5, which may affect the reliability of the chi-square tests.

7. Null Hypothesis (HO): There is no significant association between age groups and the perception that online
shopping helps in saving money.
Alternative Hypothesis (H1): There is a significant association between age groups and the perception of saving
money through online shopping.

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
IAge Group * Online shoppin
9 P PpINg 384 100.09 ( 0.0% 384 100.0%
helps in saving my money.

Online shopping helps in saving my money.

Crosstab
Count
Online shopping helps in saving my money.
1.0 2.0 3.0 4.0 5.0 Total
IAge Group 1.0 77 2(] KX 72 52 254
2.0 14 179 14 1§ 14 79
3.0 1 g 11 g q 34
4.0 q K ( K 3 g
45293.0 1 1 ( . ( 4
45294.0 q ( y 1 ( K
45325.0 q ( Y ( ( 3
Total 10( 4¢€ 63 104 73 384
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 50.933 24 .001
Likelihood Ratio 49.064 24 .002
Linear-by-Linear Association .00( 1 .99
N of Valid Cases 384

a. 21 cells (60.0%) have expected count less than 5. The minimum expected count
is .24.
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Pearson Chi-Square Test: The test statistic is 50.933 with 24 degrees of freedom, resulting in a p-value of
0.001. This indicates a statistically significant association between age groups and the perception that online
shopping helps in saving money at the conventional significance level of 0.05.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 49.065 with 24 degrees of
freedom, yielding a p-value of 0.002. Similar to the Pearson Chi-Square Test, this suggests a statistically
significant association between age groups and the perception of saving money through online shopping.

Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the perception of saving money through online shopping. The test statistic is 0.000 with 1 degree of
freedom, and the associated p-value is 0.992. This indicates that there is no significant linear trend in the
association.

Interpretation:

Based on the results of the chi-square tests, we reject the null hypothesis. This suggests that there is a
statistically significant association between age groups and the perception that online shopping helps in saving
money. However, the lack of a significant linear trend in this association indicates that while age influences
this perception, the relationship is not necessarily linear.

8. Null Hypothesis (HO): There is no significant association between age groups and the perception that online
shopping enables shopping from far-off locations.

Alternative Hypothesis (H1): There is a significant association between age groups and the perception of
shopping from far-off locations through online shopping.

Case Processing Summary

Cases
Valid Missing Total
N Percent Percent Percent
Age Group * Online shopping
Jenables me to shop from far 384 100.09 0.0% 384 100.0%
off locations.
Online shopping enables me to shop from far off locations.
Crosstab
Count
Online shopping enables me to shop from far off locations.
1.0 2.0 3.0 4.0 5.0 Total
Age Group 1.0 66 3( 3 74 5¢ 254
2.0 14 1€ 14 14 14 79
3.0 11 4 K 1 ¢ 34
4.0 1 p 1 4 p g
45293.0 1 ( 1 3 ( 4
45294.0 ( ( K q ( K
45325.0 1 ( 1 q ( y
Total 94 52 54 10 8 384
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 35.930 24 .05¢
Likelihood Ratio 30.57 24 .16€
Linear-by-Linear Association .327 1 .567
N of Valid Cases 384

a. 22 cells (62.9%) have expected count less than 5. The minimum expected count
is .27.

Pearson Chi-Square Test: The test statistic is 35.930 with 24 degrees of freedom, resulting in a p-value of
0.056. This suggests that there is no statistically significant association between age groups and the perception
that online shopping enables shopping from far-off locations at the conventional significance level of 0.05.

Likelihood Ratio Chi-Square Test: The likelihood ratio chi-square statistic is 30.573 with 24 degrees of
freedom, yielding a p-value of 0.166. This p-value also suggests that there is no statistically significant
association between age groups and the perception of shopping from far-off locations through online shopping.

Linear-by-Linear Association Test: This test examines the linear trend in the association between age groups
and the perception of shopping from far-off locations through online shopping. The test statistic is 0.327 with
1 degree of freedom, and the associated p-value is 0.567. This indicates that there is no significant linear trend
in the association.

Interpretation:

Based on the results of the chi-square tests, we fail to reject the null hypothesis. This suggests that there is
no statistically significant association between age groups and the perception that online shopping enables
shopping from far-off locations. Therefore, age does not appear to be a significant factor influencing this
perception among respondents.

Discussion:

We looked into what drives consumers in Maharashtra and Gujarat to buy white goods and consumer durable
electronics from internet merchants. We discovered a number of important variables affecting their choices:
Convenience: Online shoppers appreciate being able to browse, compare prices, and make purchases from the
comfort of their homes.

Price Competitiveness: Customers are drawn to internet retailers by competitive prices and promotions.
Product Variety and Availability: Customers like having a large selection of brands and goods available online
to suit their individual requirements.

Trust in Online Transactions: Consumer confidence while making purchases online is influenced by trust in
reputable merchants and safe payment methods.

Product Reviews and Ratings: Customers' opinions of a product's performance and quality are influenced by
favorable reviews and high ratings.

Post-purchase Support: Customer happiness depends on providing dependable after-sales support, such as
simple return policies and warranty assistance.
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Our results are consistent with previous research that highlights these elements in online customer behavior.
Strategic pricing, improved user experience, a wide range of products, trust-building initiatives, and an
emphasis on after-sales support are essential for online merchants to succeed in these markets.

Conclusion:

In conclusion, the analytical study on motivating factors for consumers purchasing consumer durables and
white goods from online retailers in Gujarat and Maharashtra reveals a positive landscape. Convenience,
diverse product ranges, competitive pricing, and customer trust emerge as significant motivators. The study
underscores the importance of online platforms in providing accessible, innovative, and environmentally
conscious choices. These positive findings suggest that online retailers in the regions are well-positioned to
meet consumer preferences, fostering a promising environment for the growth of the online consumer durables
market in Gujarat and Maharashtra.
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