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Abstract
This study focuses on understanding the consumer behaviour towards online marketing considering a particular geographical area i.e.
Kanpur. A successful e - marketer needs only very little work to retain their existing customers compared to acquiring the new customers.
If a company understands the different traits of the consumer behaviour and how to nurture them, then they have already hada blueprint
for success. This research found that there are various dominant factors which influence consumer perceptions towards online marketing,
they are perceived usefulness factor, information, ease of use, perceived enjoyment and
security/privacy.Meanwhile,therearevariousotherfactorsinfluencingthepurchasesofconsumer such as social, cultural,persona
landpsychological.
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I. INTRODUCTION

Marketing is the process of planning and executing the conception pricing, promotion and distribution of ideas, goods and services
tocreateexchangesthatsatisfyindividualandorganizationalobjectives.

Marketing is important to understand the basics of market so that they will understand the logic behind companies andconsumers. Even
when people share their shopping experiences, they indirectly market the product or services. For the most part, marketing dealswith
customers, which are important element in the system, the customers decide what they want. Through online marketing companies aim to
attract new customers by promising superior value and maintain current ones and further develop one‘s clientele by delivering
customer-‘ssatisfaction.

Thestudyfocusesontheconsumerbehaviortowardsonlinemarketing.Atanygiventimetherearemillionsofpeopleonlineandeachof them is a
potential customer for a company providing online sales. Due to the rapid development of the technologies surrounding thelnternet, a
company that is interested in selling products from its web site will constantly has to search for an edge in the fiercecompetition. Since
there is a huge potential consumer, it is of the out most importance to be able to understand what the consumer wants and needs.

Definition of Marketing:

Philip Kotler definesmarketingas—MarketingisaboutSatisfyingneedsandwantsthroughanexchangeprocessl.
TheCharteredInstituteofMarketingdefinesmarketingas—themanagementprocessresponsibleforidentifying,anticipatingand satisfying
customer requirements profitably.

Internet marketing, or online marketing, refers to advertising and marketing efforts that use the Web and email to drive direct sales
viaelectronic commerce, in addition to sales leads from websitesor emails.Digital marketing is aform of direct marketing which links
consumerswith seller electronically using interactive technologies like emails, websites, online forums and newsgroups,
interactivetelevision, mobile communications etcetera (Kotler and Armstrong, 2009). It facilitates many-to-many communications due to
its highlevel of connectivity and is usually executed to promote products or services in a timely, relevant, personal and cost-effective
manner(Bainsetal.,2011).Internetisusedasacommunicationchannelasapartofdirectmarketing.lthashadalargeimpactonmarketing
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since it was invented and realized to be an effective marketing tool. It has helped the companies to be able totarget their potential customers
more personally andknowing more about them has helped in knowing how toapproach different customers to get totheir needs. Nowadays
the concept of internet marketing has extended and opened more opportunities to companies in their marketing. The basics of marketing
mixare stillapplicable and internet offers new opportunities to adapt them.

Objectivesofthestudy:
e  Tostudytherelationshipbetween consumer attitude and onlinemarketing.
e To identifythe variousfactors those are involved in influencing consumers behaviourtowards online marketing.

Scopeofthestudy:
e  To determine which factor influences the consumer togo foronline shopping.
e Tofindout which feature of the websites attracts the user to purchase the product from onlineshopping website.
o Tofindout whether online marketing is beneficial for the consumer.
e Toanalyze which factors influence the user to buy online.

Il. RESEARCHLIMITATIONS/IMPLICATIONS

e The study focuses only on consumer behavior towards onlinemarketing, geographical areaconfined to Kanpur city only.
e The information collectedfrom the respondents may not be able to generalize due to thes mall sample size.

e The study largely is based on the perception of the respondents.

e The datawas collected through structured questionnaire and analyzed based on the information given by the respondents.

1. RESEARCHMETHODOLOGY
Both Primarydata and Secondary data are used in this research study

Researchlnstrument:

The structure build questionnaire is used as there search instrument for the study.

o Liker5pointscale(verysatisfied,satisfied,neutral,dissatisfiedandverydissa
tisfied)

Conveniencesamplingmethod:
e The researcher used convenience samplingmethodfordatacollection. The sampleswerecollectedamongvariousareasinandaround
Pune.
e  Statisticaltoolusedfordataanalysis:Percentage Analysis through SPSS software.
Percentagemethod:

Tableshowingthe respondentsonrespondentsonthebasisofgender.

Gender Frequency Percent

Female 84 56
Male 66 44
Total 150 100
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CHART :Showing respondents on the basis of gender

GENDERCLASSIFICATION

44%
56%

B remale M Male

Theabovepiechartshowsthatthefemalerespondentsaremore56%whilecomparingtothemalerespondents44%.

Table showing the respondents on respondents on the basis of age:

Age Frequency Percent
Below25 98 65.3
26-35 38 25.3
36-45 10 6.67
Above-45 4 2.67
Total 150 100

CHART:showing respondents on the basis of age

Age-wiseClassification

6.67% 2.67%

25.3%

65.3%

M Below 25 M 26-35 36-45 W Above-45

The above pie chart shows that the 65.3% of respondents are age below 25yrs, 25.3% of respondents are from 26-35 yrs, and 6.67%
oftherespondentsare from36-45yrsand2.67%ofthe respondents fromabove 45yrs.
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Tableshowing the respondents on the basis of Educational Qualification:

EducationalQualification Frequency Percent
Elementarylevel 15 10
Degreelevel 35 23.3
Professional 79 52.7
Others 21 14
Total 150 100

CHART:showing respondents on the basis of EducationallLevel:

Education-wiseClassification
14% 10%
23.3%
52.7%
B Elementarylevel M Degreelevel Professional M Others

Themaximumnumbersofrespondentswereprofessionalwhichwere52.7%oftotalsample,thiswasfollowedbydegreelevelby23.3%,0thersby14
%andelementarylevel10%areusingonline shopping.

Table showingthe respondents onthebasisof Prefer toPurchase:

PrefertoPurchase Frequency Percent
BRAND 39 26
PRICE 45 30
QUALITY 51 34
DESIGN 10 6.7
SERVICE 5 33
Total 150 100
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Chart showing the respondents on thebasisof PrefertoPurchase:

CHARTSHOWINGRESPONDENTSONTHE
BASISOFPREFERTOPURCHASE

6.7% 3-3%

34%

EBRAND HEPRICE ®QUALITY MBDESIGN B SERVICE

Tableshowingtherespondentsonthebasisofshoponline:

SHOPONLINE Frequency Percent

VeryOften 44 29.4
Often 52 34.7
Sometimes 40 26.7
Rarely 10 6.6
Never 4 2.6
Total 150 100

Chartshowingtherespondentsonthebasisofshoponline:

CHARTSHOWINGRESPONDENTSONTHE
BASISOFSHOPONLINE

6.6% 2.6%

35%

W VeryOften mOften ® Sometimes ™ Rarely ™ Never

People shop online often were 35%, very often with 29.4%, sometimes with 26.7%, rarely were 6.6% and never were 2.6% using
onlineshoppingfor the purchasing.
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IV. FINDINGS
e  TheMajority(56%)oftherespondentsarefemale.
e TheMajority(65.3%)ofrespondentsarebelongstotheage group below25yrs.
e  TheMajority(52.7%)oftotalrespondent‘seducationalqualificationarefromProfessional.

V. CONCLUSION

The online shopping is becoming more popular day by day with the increase in the usage ofinternet. Understanding
customer‘sneedsanddesiresforonlinebuying,themarketinghasbecomechallengingtaskformarketers.Speciallyunderstandingtheconsumer
‘s attitudes towards online marketing, making improvement in the factors that influence consumers to shop online
andworkingonfactorsthataffectconsumerstoshoponlinewillhelpmarketerstogainthecompetitiveadvantageovertheothers.

Thus,thisstudyhas focusedmainlyontheseresearchquestions:

1) Theconsumer behaviourtowardsonlinemarketingonthebasisofdemography.
2) Thefactors that influence consumers toshoponlineand tosee whatfactorsaremostattractiveforonlineshoppers.

We foresee that our findings will give a clear and wide picture to online marketers and will help them to understand the specific factors
that influence consumersto shop online, so theycan buildup their strategiesto catertheneed ofonlineshoppers.
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