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ABSTRACT

The fast growth of the sphere of digital technologies and the internet has drastically altered
the trend of consumer purchasing in the whole world. Internet shopping has now become
more of a strong system of trade, rather than a convenient alternative to the conventional
shop. This has been fundamentally influenced by the perceptions of the customers towards
the online platforms in terms of perceived convenience, perceived trust, perceived security,
perception of price, product selection, and quality of service offered. These perceptions are
important to help businesses to improve customer satisfaction and maintain a competitive
edge. This paper analyses the perception held by the consumer and its impact on the online
shopping behavior in an empirical point of view. The article relies on the available literature
and consumer behavior theories to examine the most important perceptual variables in
influencing online purchasing decisions and examine the impact of these variables on
consumer attitudes, intentions, and actual purchasing behavior. The results indicate that
positive consumer perceptions make online shopping adoption, purchase frequency and
customer loyalty much higher whereas negative perceptions are barriers. The work provides
helpful information to e-commerce professionals, policy makers, and scholars interested in
enhancing online stores and their relationship with consumers.

Keywords: Consumer perception, online shopping behavior, e-commerce, trust,
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INTRODUCTION

The digital revolution has completely altered the retail picture in the world. Online shopping
has become a part of the times because of the high proliferation of the Internet, smart phones,
and digital payments. The consumers are more inclined to use online websites as a means of
buying products and services because they are easily accessible, time-saving, and allow
consumers to compare the products of various sellers. Consequently, the online shopping
behavior has become a highly important field of research in the field of marketing and
consumer behavior studies. Online shopping behaviour largely depends on the consumer
perception. In online retailing (compared to the traditional retail setting), there is no physical
contact with the product and the sales staff, which further amplifies consumer perceptions.
The design of websites, the quality of information, perceived risk, trust and customer reviews
are major factors that influence the evaluation of online shopping platforms by consumers.
These attitudes not only affect first purchase but also purchase repeat and long purchase
loyalty. Although e-commerce has grown, there are differences in the online shopping
behavior levels among consumers because of the difference in demographic factors,
technological literacy, and the psychological factors. Online shopping is easily adopted by
some consumers and hesitated by others because of the fear of security, privacy and product
quality. Thus, the analysis of consumer perceptions helps to gain a better insight into the
factors of motivation and obstacles of online shopping behavior. This paper seeks to examine
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consumer attitudes and their impact on the behavior of online shopping on an empirical basis.
It incorporates the already existing research and theoretical solutions to find the main factors
influencing the way consumers perceive them and analyses their implications on the buying
behaviors. The research adds to the increasing amount of information on e-commerce by
providing an overall knowledge of the perceptual factors of online shopping.
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RESEARCH BACKGROUND

The proposed study assumes an empirical approach which is founded on a systematic
analysis of the available research results and survey-based evidence presented in the past
research. Online shopping behavior studies usually utilize quantitative techniques (such as
questionnaires and statistical analysis) to test the relationship among consumer perceptions
and the outcome of consumer behavior. The Likert-scale instruments are used in most of the
studies to determine the perceptions of convenience, trust, price, information quality, and
usability of the websites. Analysis of data is done by applying data analysis methods, like
correlation analysis, regression analysis, and structural equation modeling to identify the
strength and direction of the association between variables. Demographic factors like age,
gender, income and education tend to be incorporated to determine the differences in
perceptions and online shopping behavior between consumer groups. The empirical data
repeatedly prove the great role of consumer perceptions in determining the online shopping
adoption and satisfaction.

CONCEPT OF CONSUMER PERCEPTION

Consumer perception refers to the process by which individuals select, organize, and interpret
information to form a meaningful understanding of products and services. In the context of
online shopping, perception is shaped by digital cues such as website layout, product
descriptions, images, reviews, and brand reputation. Since consumers cannot physically
examine products online, perceptual cues play a decisive role in forming attitudes and
purchase intentions. Studies have shown that consumers rely heavily on perceived value
rather than objective value when making online purchase decisions. Perceived ease of use,
usefulness, and enjoyment significantly affect consumers’ attitudes toward online shopping

Published By: National Press Associates Page 201
Copyright @ Authors



National Research Journal of Sales & Marketing Management [SSN: 2343-a12X

Volume No: 12, Issue No: I, Year: 2025 (January-June) Peer Reviewed & Refereed Journal (IF; 6.95)
PP 200-208 Journal Website www.nrismm.in

platforms. Positive perceptions lead to favorable attitudes, which in turn enhance purchase
intention and actual buying behavior.

ONLINE SHOPPING BEHAVIOR

Online shopping behavior refers to consumers’ actions related to searching for, evaluating,
purchasing, and post-purchase evaluation of products or services through online platforms. It
is influenced by a combination of personal, psychological, social, and technological factors.
Researchers have emphasized that online shopping behavior differs from traditional shopping
behavior due to the absence of physical interaction and immediate product possession.
Several studies indicate that online shopping behavior is driven by convenience, time-saving
benefits, competitive pricing, and wider product assortment. However, perceived risks such
as financial loss, privacy concerns, and uncertainty regarding product quality negatively
influence consumer behavior.

Factors Influencing Consumer Perceptions in Online Shopping

Perceived Convenience: Perceived convenience refers to the extent to which consumers
believe that online shopping saves time and effort compared to traditional shopping methods.
It includes aspects such as ease of access, availability of products at any time, quick search
options, simple ordering processes, and home delivery services. Online shopping platforms
enable consumers to shop without geographical or time constraints, which significantly
enhances convenience. Features such as multiple payment options, easy returns, and order
tracking further strengthen this perception. Consumers who perceive online shopping as
convenient are more likely to engage in frequent purchases and develop positive attitudes
toward e-commerce platforms. In today’s fast-paced lifestyle, convenience has become one
of the primary motivations for online shopping, especially among working professionals and
older consumers. Therefore, perceived convenience plays a crucial role in shaping online
shopping behavior and influencing purchase intentions.

Trust and Security: Trust and security are critical determinants of online shopping behavior,
as consumers must rely on digital platforms for financial transactions and personal data
sharing. Trust refers to the confidence consumers have in online retailers to deliver products
as promised, while security relates to the protection of personal and financial information.
Secure payment gateways, privacy policies, encryption technologies, and transparent return
and refund procedures contribute to building trust. The presence of customer reviews, ratings,
and well-known brand names also enhances consumers’ confidence. Lack of trust and
security concerns such as online fraud, identity theft, and misuse of personal information can
discourage consumers from shopping online. Therefore, establishing a secure and trustworthy
online environment is essential for encouraging consumer participation and sustaining long-
term customer relationships.

Price Perception: Price perception refers to consumers’ evaluation of the fairness,
affordability, and value of prices offered through online shopping platforms. Online retailers
often provide competitive pricing, discounts, promotional offers, and price comparison
options, which influence consumers’ perceptions of value for money. Consumers tend to
compare prices across multiple platforms before making a purchase, making price
transparency an important factor in online shopping decisions. A favorable price perception
increases the likelihood of purchase, while perceived overpricing can lead to cart
abandonment. Additionally, consumers consider the relationship between price and quality
when evaluating products online. Hence, price perception plays a significant role in shaping
purchase intentions and repeat buying behavior, particularly among value-conscious
consumers.
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Product Information and Variety: Product information and variety play a vital role in
reducing uncertainty in online shopping environments. Since consumers cannot physically
examine products, they rely heavily on detailed product descriptions, specifications, images,
videos, and customer reviews. Accurate and comprehensive information helps consumers
evaluate product quality, features, and suitability, thereby reducing perceived risk. A wide
variety of products allows consumers to compare alternatives and select options that best
meet their preferences and budgets. Online platforms that offer extensive product assortments
enhance consumer choice and satisfaction. Insufficient or misleading information, however,
can negatively impact trust and lead to dissatisfaction. Therefore, the availability of reliable
product information and a broad product range significantly influences consumer confidence
and online shopping behavior.

Website Design and Usability: Website design and usability refer to how easily consumers
can navigate and interact with an online shopping platform. A well-designed website with
clear layout, attractive visuals, fast loading speed, and simple navigation enhances user
experience. Usability includes features such as easy product search, filtering options, smooth
checkout processes, and mobile compatibility. An intuitive and user-friendly website reduces
frustration and encourages consumers to spend more time browsing and purchasing. Poor
website design, on the other hand, can lead to confusion, errors, and abandonment of
shopping carts. Therefore, effective website design and usability are essential for improving
consumer satisfaction, trust, and overall online shopping experience.

Theoretical Framework

The study of consumer perceptions and online shopping behavior is grounded in several
theoretical models. The Technology Acceptance Model (TAM) explains how perceived
usefulness and perceived ease of use influence consumers’ acceptance of online shopping
platforms. Similarly, the Theory of Planned Behavior (TPB) highlights the role of attitudes,
subjective norms, and perceived behavioral control in shaping purchase intentions.
Additionally, Perceived Risk Theory emphasizes that consumers evaluate potential risks
associated with online shopping, such as financial, performance, and privacy risks. These
perceived risks significantly influence consumer perceptions and decision-making processes.
Integrating these theories provides a comprehensive framework for understanding how
perceptions influence online shopping behavior.
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OBJECTIVES OF THE STUDY
The present study is undertaken with the following objectives:

1. To examine consumer perceptions toward factors influencing online shopping
behavior.

2. To analyze the influence of perceived convenience on online shopping behavior.
Research Methodology

The study adopts a descriptive and analytical research design to examine consumer
perceptions and their influence on online shopping behavior.

Sampling Design

The respondents for the study were selected using the simple random sampling method,
ensuring that each member of the population had an equal chance of being included in the
sample. A total of 100 respondents who actively engage in online shopping were chosen for
the study.

Sources of Data

e Primary Data: Primary data were collected through a structured questionnaire
administered to online shoppers. The questionnaire consisted of statements related to
perceived convenience, trust and security, price and value perception, and website
experience and user satisfaction.

o Secondary Data: Secondary data were collected from journals, books, research
articles, reports, and online sources related to consumer behavior and e-commerce.

Tools for Data Collection

The questionnaire was designed using a Likert five-point scale, ranging from “Strongly
Disagree” to “Strongly Agree,” to measure respondents’ perceptions toward various factors
influencing online shopping behavior. One-Way Analysis of Variance (ANOVA) to test the
null hypothesis and examine differences in perceptions across age groups

Analysis and Results
The null hypothesis is tested with the help of parametric tests, i .e. ONE WAY ANOVA

Null hypothesis: There is no significant difference in Perceived Convenience, Trust and
Security, Price and Value Perception, Website Experience and User Satisfaction according to
the age of the respondents

Factors N Mean [Std. Deviation F Sig

Perceived Below 30 years 36 17.3929 2.83920 3.118 | 0.001
Convenience 3132 ears 14 | 16.4691 3.75195

36-40 years 22 17.7150 2.25385

Above 40 28 18.3118 1.29285

Total 100 17.6800 2.45961
Trust and Below 30 years 36 14,9821 4.30007 0.762 | 0.289
Published By: National Press Associates Page 204

Copyright @ Authors



National Research Journal of Sales & Marketing Management [SSN: 2343-a12X

Volume Nao: 12, Issue No: 1, Year: 2023 (January-June) Peer Reviewed & Refereed Journal (IF: 6.95)
PP 200-208 Journal Website www.nrismm.in
Security 31-35 years 14 15.5679 455779

36-40 years 22 19.2280 1.98690

Above 40 28 20.6176 1.14133

Total 100 18.6320 3.43922
Price and Value| Below 30 years 36 22.7679 2.51534 1.301 | .002
Perception 131735 vears 14 | 21.6667 3.79803

36-40 years 22 23.8342 3.72400

Above 40 28 24.2471 1.54541

Total 100 23.5040 3.16132
Website Below 30 years 36 16.7321 6.00452 1.273 | 0.07
Ezg’f”e”ce and 31735 vears 14 | 153951 6.20218
Satisfaction 3640 years 22 18.1244 4.81048

Above 40 28 22.7588 2.44116

Total 100 19.1020 5.37115

To examine whether there is a significant difference in selected factors influencing online
shopping behavior across different age groups of respondents, a One-Way Analysis of
Variance (ANOVA) was conducted. The null hypothesis stated that there is no significant
difference in Perceived Convenience, Trust and Security, Price and Value Perception, and
Website Experience and User Satisfaction according to the age of the respondents.

Perceived Convenience

The ANOVA results for Perceived Convenience show an F value of 3.118 with a significance
value (p = 0.001), which is less than the accepted level of significance (0.05). This indicates
that there is a statistically significant difference in perceived convenience among respondents
belonging to different age groups. Hence, the null hypothesis is rejected for this factor. It can
be observed that respondents above 40 years reported the highest mean score (18.31),
suggesting that older consumers perceive online shopping as more convenient compared to
younger age groups.

Trust and Security

For Trust and Security, the ANOVA yielded an F value of 0.762 with a significance value of
0.289, which is greater than 0.05. This implies that there is no statistically significant
difference in trust and security perceptions across age groups. Therefore, the null hypothesis
is accepted for this factor. This result indicates that concerns related to trust and security are
perceived similarly by consumers irrespective of their age.

Price and Value Perception

The results for Price and Value Perception indicate an F value of 1.301 with a significance
value of 0.002, which is less than 0.05. This demonstrates a significant difference in price and
value perception among different age groups. Consequently, the null hypothesis is rejected
for this factor. The mean scores reveal that respondents above 40 years and those in the 36—
40 years age group exhibit higher perceptions of price value, suggesting that older consumers
are more sensitive to value and pricing benefits offered through online shopping platforms.
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Website Experience and User Satisfaction

In the case of Website Experience and User Satisfaction, the ANOVA results show an F
value of 1.273 with a significance value of 0.07, which is greater than the 0.05 threshold.
This indicates that there is no significant difference in website experience and user
satisfaction across different age groups. Thus, the null hypothesis is accepted for this factor.
This suggests that consumers across all age groups have relatively similar experiences and
satisfaction levels while using online shopping websites.

Overall Interpretation

Based on the ANOVA results, it can be concluded that age has a significant influence on
Perceived Convenience and Price and Value Perception, while Trust and Security as well as
Website Experience and User Satisfaction do not vary significantly with age. Therefore, the
null hypothesis is partially rejected. These findings imply that e-commerce platforms should
adopt age-specific strategies focusing on convenience and value perception, while
maintaining consistent standards for trust, security, and website experience across all age
groups.

Findings and Discussion

The study examined consumer perceptions regarding key factors influencing online shopping
behavior, namely perceived convenience, trust and security, price and value perception, and
website experience and user satisfaction, across different age groups. The findings reveal that
age plays a significant role in shaping certain perceptions, while other factors remain
relatively uniform across age categories. The analysis shows a significant difference in
perceived convenience among different age groups. Respondents in the higher age categories,
particularly those above 40 years, reported greater convenience in using online shopping
platforms. This suggests that older consumers may increasingly value time efficiency, home
delivery, and reduced physical effort, making online shopping more appealing. This finding
aligns with earlier studies which indicate that convenience is a strong motivator for continued
online shopping adoption. Similarly, price and value perception differed significantly across
age groups. Older respondents exhibited higher mean scores, indicating a stronger
appreciation for discounts, competitive pricing, and value-added benefits. This may be
attributed to greater financial awareness and experience in evaluating price-quality trade-offs
among older consumers. Younger consumers, on the other hand, may prioritize variety or
trendiness over price value. In contrast, trust and security did not show significant variation
across age groups, suggesting that concerns related to data privacy, payment safety, and
transaction security are universally shared. This finding indicates that trust has become a
basic expectation rather than a differentiating factor among age groups. Likewise, website
experience and user satisfaction were found to be consistent across age categories. This
suggests that improvements in website design, usability, and mobile optimization have made
online platforms accessible and user-friendly for consumers of all ages. Overall, the findings
indicate that while age influences perceptions of convenience and value, core platform-
related factors such as trust, security, and user experience are perceived similarly across
demographic segments.

Managerial Implications

The findings of this study offer important insights for e-commerce managers and online
retailers. Since perceived convenience significantly influences older consumers, businesses
should focus on simplifying navigation, offering faster checkout processes, and ensuring
reliable delivery services. Features such as voice search, easy reordering and clear return
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policies can further enhance convenience for this segment. Given the importance of price and
value perception, managers should design age-sensitive promotional strategies. Loyalty
programs, bundled offers, and transparent pricing can attract value-conscious consumers,
particularly in higher age groups. At the same time, personalized recommendations and
limited-time offers may appeal to younger consumers. As trust and security perceptions are
uniform across age groups, organizations must maintain strong cybersecurity measures,
secure payment gateways, and transparent data protection policies. Continuous
communication regarding security features can help sustain consumer confidence.
Additionally, consistent website experience across age groups highlights the need for
inclusive and user-centered design. Regular usability testing, mobile responsiveness, and
accessibility features can enhance overall user satisfaction and reduce cart abandonment.

Policy Implications

From a policy perspective, the findings underscore the importance of strong consumer
protection frameworks in the digital marketplace. Regulatory authorities should enforce
stringent data privacy laws, secure payment standards, and clear grievance redressal
mechanisms to protect online consumers. Policies promoting digital literacy across age
groups can further enhance confidence in online shopping, particularly among older
consumers who may still face technological barriers. Government initiatives aimed at
educating consumers about safe online practices can reduce perceived risks and fraud-related
concerns. Moreover, regulatory bodies should ensure price transparency and fair trade
practices in online marketplaces to protect consumers from misleading discounts and hidden
charges. Effective monitoring and compliance mechanisms can strengthen trust in e-
commerce ecosystems.

CONCLUSION

The study concludes that consumer perceptions play a vital role in influencing online
shopping behavior, with age emerging as an important determinant for certain perceptual
factors. The empirical findings reveal that perceived convenience and price and value
perception vary significantly across age groups, while trust and security, as well as website
experience and user satisfaction, remain consistent. These results suggest that while e-
commerce platforms should adopt demographic-specific strategies for enhancing convenience
and value, they must also maintain uniform standards of trust, security, and user experience.
As online shopping continues to expand, understanding and addressing consumer perceptions
will be critical for sustaining growth and building long-term customer relationships. The
study contributes to the existing literature by providing empirical evidence on age-based
differences in consumer perceptions and offers practical insights for managers and
policymakers. Future research may explore additional demographic variables, emerging
technologies, and longitudinal changes in consumer behavior to gain a deeper understanding
of online shopping dynamics. Consumer perceptions play a pivotal role in shaping online
shopping behavior. Factors such as convenience, trust, price perception, information quality,
and website usability significantly influence consumers’ attitudes, intentions, and purchasing
decisions. Positive perceptions enhance adoption, satisfaction, and loyalty, while negative
perceptions hinder online shopping participation. As e-commerce continues to evolve,
understanding consumer perceptions remains critical for businesses and researchers alike.
This study underscores the importance of creating consumer-centric online platforms that
address perceptual concerns and deliver superior value. By focusing on trust, convenience,
and user experience, online retailers can foster long-term relationships with consumers and
sustain growth in an increasingly competitive digital marketplace.
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