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ABSTRACT: 
The aim of the present study is to explore the factors influencing online shopping and the problems arising from 

e-commerce and its impact on the retailer's business. E-commerce is evolving globally as it is feasible, low price, 

customer service, and perceived ease, etc. Online shopping is quite popular with students. The authors made an 

attempt to explore the issues related to educating the public regarding e-commerce. The study concludes that 

care must be taken while doing online shopping. The government should take suitable actions to support retailers 

with e-commerce issues. 
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INTRODUCTION: 
People do buy commodities, products, and services 

online using the Online Shopping Platform by selecting 

products on the website (E-Commerce site)
1
. The 

recommended solution facilitates the construction of a 

marketplace through the use of an Internet connection 

for the purchase, distribution, and online sale of goods
2
. 

Consumers will select various brands based on their 

preferences, categories, online orders, shipping options, 

and so on in order to cover the limits of the current 

structure of things online, making them more affordable 

to buy and allowing retailers to expand their market
3
. 

 

ONLINE SHOPPING INFLUENCING FACTORS: 

Purchase is simple: 

Customers can shop from the convenience of their own 

homes or offices. The internet makes shopping easier 

and more convenient for customers
4
.  
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It's also simple to reverse the transactions. 
 

Shopping online saves time: 

Customers do not have to wait in lines at cash registers 

to pay for the items they have purchased. They can 

purchase it from the comfort of their own home or 

office, saving time on trips
5
. 

 Comparisons: 
 On the internet, one may find a large variety of 

things. The vendors put everything they have on 

display. After analysing the quality, features, and 

pricing of the products on display, purchasers can 

choose from a choice of models
6
. 

 Accessibility: 
 The mall is open 365 days a year, 24 hours a day, 7 

days a week. As a result, time does not operate as a 

barrier between the vendor and the purchasers, 

regardless of where they are located
7
. 

 Tracking via the internet: 
 Consumers can follow the status of their orders 

online, as well as the delivery status of their 

packages
8
. 
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 Shopping over the internet saves money: 
 To entice people to shop online, e-retailers and 

marketers provide discounts to customers. Because 

they have saved money on real estate and upkeep, 

sellers will not hesitate to offer substantial 

discounts
9
. 

 

Common Online Shopping Issues: 

A shabby, out-of-date design: 

When we meet someone for the first time or visit a 

website, the first and, frequently, most crucial 

impression is always visual. Even if one store is fully 

legitimate, a terrible first impression can often dissuade 

clients from making a purchase
10

. And one doesn't have 

much time to persuade one's prospects: first impressions 

are created in 0.05-0.1 seconds. Customers will not be 

enticed to shop at an online business that has a clearly 

unprofessional appearance. Customers will be hesitant to 

engage with one site if the design is blatantly antiquated, 

breaks apart, graphics are missing, and buttons are 

nowhere to be found. This type of aesthetic not only 

degrades the user and customer experience, but it also 

communicates a message. It indicates that one is unable 

to maintain or fix one website, implying that one’s 

organisation is experiencing difficulties. This has its own 

set of consequences for the customer, but the alternative 

is even worse: one may simply not care. And no one will 

want to buy from a company that does not make an 

effort to appear trustworthy
11

. A customer will enjoy a 

smooth experience if the site is tidy and well-designed. 

A company's search results page is one of the most 

important places where a good design can make or break 

a sale, so read our Search Results Page Design guide for 

best practices. 

 

Using a Search Engine That Isn't Up To Date: 

This is perhaps one of the most underappreciated aspects 

of the online shopping experience. This is why it's 

important to break it down. There are no product 

recommendations based on data. A strong site-search 

system should be able to track and adapt to customer 

behaviour. If on-site behaviour is not observed, 

customers would see irrelevant products in their searches 

based purely on the keywords entered, without taking 

into account popularity or current promotions
12

. 

 

Typo-tolerance is becoming more crucial as more people 

shop online from their mobile devices, where errors are 

all too typical. Many times, they aren't even aware of 

their errors; they simply glance at the 0-result page and 

decide that the desired product isn't available in the 

store. 

 

As a result, make sure one on-site search can handle 

mistakes while still returning relevant results! A smart 

autocomplete solution can also help one avoid typos. 

One can learn more about this and other search box 

optimization techniques on our blog. "By making search 

faster and providing relevant results, autocomplete will 

cut the exit rate, enhance conversion rate, and perhaps 

even one's average order value," we've said before on the 

blog. Check out our Autocomplete Search Best Practices 

guide to learn how to get faster autocomplete results. 

 

During sales events, there are no category suggestions, 

images, or prices. When there are discounts or other 

promotions going on, the on-site search tool one 

employs should be able to recognise these things and not 

only rank them higher, but also draw attention to the fact 

that there is something special going on – for example, 

by using images, badges, or other eye-catching solutions. 

Singular and plural forms, like typos, should be 

understood by the on-site search engine. Otherwise, one 

risks losing clients who, after just one search, decide to 

go elsewhere, despite the fact that the product they want 

is right there – it's simply not being presented since one 

search solution isn't "smart" enough. Pages with "No 

results found" are actually a terrific way to wow 

potential buyers. When no product matches the search 

query, one can offer suggestions, recommend related 

results, or advise different ways for customers to interact 

with one
13

. 

 

A Negative user Experience: 

The loss of user experience is frequently due to aspects 

that the user should not have observed in the first place. 

This could indicate that one’s website is not mobile-

friendly and breaks down on a small screen. Or perhaps 

one website is cluttered with irrelevant pop-ups and 

auto-carousels that serve no function because they are 

not tailored and instead serve to distract the visitor. 

Normally, navigation, up-sells, appropriate product 

offers, and other similar features should be delivered to 

the customer in a natural fashion, rather than interrupting 

or detracting from their experience. There are also 

potential technical difficulties such as timeout errors and 

website crashes to consider. There are few things that are 

more aggravating than a website being down in the 

middle of a check-out process
14

. 

 

The Absence of Individualization: 

One has a lot better chance of converting visitors to 

customers if one delivers a tailored shopping experience, 

simply because one can show them things they are truly 

interested in rather than one whole product range. There 

are numerous approaches to this. Personalization is most 

commonly used on websites to offer users products that 

are similar to or relevant to those they have viewed or 

purchased based on data from their previous behaviour. 

Using an on-site search solution that analyses the 

customer's behaviour in real time and ranks the search 

results based on their projected needs is an even better 

option
15

. 
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Incomplete or ambiguous product information: 

When presenting a product to potential buyers, the 

information can be divided into two categories: product 

characteristics and product benefits. We'll get to the 

perks in a minute, but first, let's have a look at the 

product features. Product features cover anything from 

how the product works to how it appears to how big it is, 

how fast it is, and what guarantees it comes with. As a 

result, it's critical that one listen to what one consumer 

has to say-whether by chat, phone, in person, or by 

studying the search phrases they use on one site. Make 

sure that all of the qualities one provides are clear and 

understandable, that the values are spelt correctly and 

that they can be explored easily
16

. Regional preferences, 

such as the varied spellings of "colour" in the US and the 

UK, the imperial and metric systems, and so on, may 

also play a role. 
 

Ineffective or non-persuasive sales copy: 

Aside from the stats and features, customers want to 

know more about the thing they're contemplating 

buying: whether it will provide them more free time, 

relieve discomfort, or make them feel better in some 

manner. They're curious as to how it will affect them. 

They also want to know why one solution is superior to 

the others they can buy on another website, and why 

they should buy it now rather than next month
17

. 
 

Incomplete or forged product reviews: 

Fake product reviews are not just lazy and downright 

lies, but they also tend to be highly evident. The reason 

for this is that they are written by one or more teams, not 

the customers, and as a result, they will sound fake more 

often than not
18

. 
 

Check-out procedure is overly complicated: 

Nearly all research on cart abandonment rates in recent 

years has confirmed that the third most common reason 

people abandon their cart – behind high/unexpected 

prices and forced account signup – is because the 

checkout procedure is too complicated. Most e-Tailers 

ignore this crucial fact: individuals will only go through 

a lengthy process if the perceived value of the goods 

they want to buy is really high.  
 

A difficult check-out can be perfectly justified and can 

serve as a catalyst for the IKEA effect in the case of 

complex products where the client spends a significant 

amount of time researching, comparing costs, and 

choosing the most acceptable solution. They expect a 

very simple, very fast checkout if they want to buy 

minor appliances, food, clothing, or other relatively low-

value, everyday things
19

. 
 

Failures to pay (and uncertainty): 

After reviewing the 10 things in one cart and the delivery 

methods, one has entered one's billing information, and 

everything appears to be in order. When one presses the 

check-out button, nothing happens. The website goes 

down. If one answers yes, one may easily put oneself in 

the shoes of a consumer who has had payment 

difficulties
20

. 
 

Inadequate security and privacy breaches: 

Data breaches are one of the most catastrophic events for 

online companies. Thousands, if not millions, of these 

occur each year, ranging from small e-Commerce sites 

hacked by backdoor-exploiting bots to major scandals. 

There was information regarding hackers that leaked 

millions of user data from organisations and services like 

Facebook, Instagram, LinkedIn, Parler, Pixlr, T-Mobile, 

Microsoft Exchange, ClubHouse, and GEICO etc
21

. 
 

Fees and charges: 

The first common cause for cart abandonment has 

already been mentioned: users are confronted with 

unexpected or unexpectedly high prices at the end of the 

checkout process. If one doesn't communicate one's 

prices clearly, one will lose a lot of purchases over the 

internet. Fortunately, the remedy is straightforward. It's 

that easy. Yes, e-commerce sites provide significant 

obstacles for merchants, but if they can be more 

adaptable and flexible in their approach, the tide will 

turn in their favour in the long term
22

. 
 

Inadequate tracking, logistics, and delivery time: 

When it comes to shipping, price is crucial (and properly 

expressing it is much more critical), but logistics and 

shipment timeframes are also key concerns. If order 

tracking systems are accurate, they can usually overcome 

difficulties with uncertainty
23

. 
 

Lack of a return policy that is flexible: 

The only reason not to make one's return policies as 

flexible as possible, just like with promises, is if one 

doesn't trust one’s own goods. If one does, however, 

these policies will create trust and make things much 

easier for the few consumers who will actually return 

something, increasing one's chances of keeping them as 

clients
24

. 
 

Effect of e-commerce on retailers: 

Online buying, often known as e-commerce, is the most 

recent fashion trend among Indian customers. Instead of 

hopping from store to store to get the best deal on their 

favourite items, shoppers are instead jumping from site 

to site from the comfort of their own homes. In terms of 

customers, it is the best thing that has ever happened to 

them. There's no need to schedule a shopping trip. There 

are no set schedules. Customers have the option of 

shopping whenever they want and having their purchases 

delivered to their homes. There’s no need to push one 

way through the crowd or wait in line to get one's stuff. 

Like Big Basket, e-commerce sites have also entered the 

FMCG market in India, where one can buy vegetables 

and groceries online
25

. 

Although online shopping has been a boon to Indian 
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customers, there is a downside for shops. They now have 

to fight not only with other retailers, but also with e-

commerce websites, who have a distinct advantage over 

retail store owners. According to a recent survey, 

business turnover has decreased by roughly 80% in the 

last two to three years. This is an alarming trend that is 

also discouraging to local merchants. Retailers have also 

admitted that their profit margins have shrunk as a result 

of the necessity to offer greater discounts in order to 

attract customers. 

 

Customer loyalty has moved dramatically in favour of e-

commerce companies. The key reason for this is the 

variety that these e-commerce companies provide, which 

local businesses cannot match. Because they do not need 

to physically keep these things, e-commerce sites have 

the luxury of showing a wide range of products from 

multiple manufacturers. The shop, on the other hand, can 

only stock a limited number of products from a few 

manufacturers since they have limited storage space. 

 

The times have changed, and today's market is 

dominated by consumers. Because customers have a 

choice, there has been an alarming increase in window 

shopping that does not turn into potential clients. They 

have the option of shopping in the store or ordering the 

items they want online. Retailers have no choice but to 

be in the good graces of their customers if they want to 

improve their sales. To compete in a competitive market, 

merchants must modify the way they deliver their 

products and services to their customers
26

. Retailers must 

adapt to changes such as increasing their store's variety, 

offering reasonable pricing, and so on. The e-commerce 

sites provide significant obstacles for merchants, but if 

they can be more adaptable and flexible in their 

approach, the tide will turn in their favour in the long 

term. 
 

CONCLUSION:  
Online shopping is influenced primarily by availability, 

low prices, promotions, comparisons, convenience, 

customer service, and perceived ease. Other influences 

include attitude, time consciousness, trust, and variety 

seeking. According to the survey, Flipkart.com and 

Myntra.com were the most popular online retailers. 

Many students shop online. The major categories of 

products/services bought by students were tickets, 

clothing, electronics, footwear, instant recharge of cell 

phones, and gift items. According to students, cash on 

delivery is the preferred payment method when doing 

online shopping.  
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