CHAPTER 1
INTRODUCTION
Online shopping is a form of electronic commerce which allows consumers to directly buy goods or services from a seller over the internet. Online shopping or E-shopping or online retailing is a form of electronic commerce allowing consumers to directly buy goods or services from a seller over the internet without an intermediary service. Increase the use of internet and progress of information technology has transformed the way goods and services are bought and sold, this will be resulting to the growth in the number of online shopper. Online shopping has grown in popularity over the year, mainly because of people find it convenient and easy to shop. People can shop from their house or office etc. Consumers can shop online using computer, laptop, tablet and smartphone. Young people have been the majority shoppers online. One of the main advantage of online shopping is store must describe products for sale with text, photos and multimedia files etc. The internet in the field of shopping has made a change in the mind-set of the consumers with reference to convenience, speed, price and services associated with online shopping. Today internet is used for several purpose among online shopping is popularised. Now a days online shopping is a new trend of shopping and it became an important part of lifestyle. Due to the wide spread internet access by people online shopping has seen rapid growth in recent years.
On the contrary the world has been suffering Covid 19 pandemic, that has influenced our lives in every field. Covid-19 is a novel virus that came in the month of December 2019, in Wuhan. Corona Virus Disease in India noticed in January. Our country went into complete lockdown from 23rd march. the coronavirus eruption is first and prime human tragedy across the globe, affecting the lives of millions of people. Covid-19 has changed the world of retail and the customer. Based on the comparison with the previous period, there was an increase in average spending and a decrease in the frequency of purchases. Consumer confidence has fallen; people are worried about the future. Retailers have invested billions in anti-coronary measures and E-commerce is breaking records. This will result to increase the use of online shopping, Initially, Coronavirus's influence on consumer buying behaviour, spread of covid19 pandemic has persuade consumers to purchase more on the online market. Corona crisis accelerated the development of digital commerce. Online shopping offers fast, easy, money saving and interesting shopping experience, it has many advantages like 24 hours shopping, Shopping with coupon to get discount, shopping from home, rich product availability and specifications etc. Also now many sites like Amazon, Flipkart, PayTm Mall offers some great deals every day or week which you can’t resist like PayTm karo, Amazon Lightning Deals, Flipkart offers, Amazon Happy Hours etc. In the Covid-19 pandemic period these sites are more helpful for online shopping, the covid19 pandemic has affected the life style of many people, such that their purchasing also changes. Visit to physical store were restricted. Countries have been pit under lockdown, people have low income, so consumer went to online shopping. That will cause to increase online shop higher and higher. Online shop allows the people to full fill their needs without going market. Pandemic made it clear that ecommerce can be an important tool.
1.2 SIGNIFICANCE OF THE STUDY
Online shopping is a virtual shopping that enables consumers to shop different market places on a 24x7 basis through the internet. The study defines the consumer’s buying behaviour on online shopping. Consumers can purchase any item in online with convenience, availability of products at doorsteps, discount, low price, and variety of products, etc. However, the online shopping system has its demerits, lack of privacy and security is one of the problem faced by an online shopper. The present study would try to find out the impact of covid–19 on online shopping. This study is concerned with deepening the knowledge about change in customer buying behaviour brought by Covid-19 on the retailing sector. This study tries to analyse the trend of before and during the time of covid-19.
1.3 STATEMENT OF THE PROBLEM
This study aims to find changes in the online shopping before and during the time of covid-19 pandemic. Online shopping plays a huge role in the economy. The online shopping platform is a less costly and faster way to selling and purchasing products and services, it has accepted by more and more people. Due to coronavirus most of the people depends on online shopping. Online store are open 24 hours a day, seven days a week. In this era of covid-19 pandemic, learning demands online platform. It is in the background the present study need special attention. Online shopping in Kerala has been show increasing tendency, the Pandemic has increased the demand on the online channels on the other hand the pandemic might have led to demand reduction on the physical channels which can negatively impact the retailers. Due to the pandemic restriction, it’s highly expected that the buying behaviour has changed.
1.4 OBJECTIVES OF THE STUDY
· To analyse the nature and trend of online shopping before and during the time of Covid-19 pandemic.
· To identify the socio economic structure of the consumers who prefer online shopping.
· To analyse consumer’s satisfaction on online shopping.
1.5 SCOPE OF THE STUDY
This study aims to investigate the shifts in consumer behavior towards online shopping before and during the COVID-19 pandemic, with a specific focus on the Kannur Corporation region. By examining the changes in online shopping trends, preferences, and usage patterns, this research seeks to identify the impact of the pandemic on consumer habits and the e-commerce landscape in the local market. The scope includes analyzing factors such as changes in product preferences, frequency of online purchases, adoption of new digital platforms, and the influence of external factors like government regulations and economic conditions. The findings of this study will not only contribute to the understanding of how the pandemic has reshaped consumer behavior in the context of online shopping but also provide valuable insights for businesses and policymakers in adapting strategies to meet evolving consumer needs in the post-pandemic era.
1.6 RESEARCH METHODOLOGY
The present study related to trend of online shopping before and during Covid-19 pandemic. So the study based upon primary data. Primary data are collected from the consumers through the standardised questionnaire. In the study there exists a100 sample respondents. For collecting primary data, a well-structured questionnaire was used. The questionnaire comprised of two parts. Part A deals with personal information. Part B deals with to analyse trend in online shopping. We have decided to take100 sample. Random sampling technique is used to collect primary data. Information are collected by schedule Mechanism with the help of a questionnaire and recorded accordingly. Questionnaire was constructed in easy language to reduce the risk.
The collected data were analysed with the help of percentage, frequency, tables, graph and chart. The Likert scale is also employed. In a Likert scale, the respondents are asked to react to each of the statements in terms of several degrees, usually five degrees or seven degrees of agreement or disagreement. Likert scales are developed in order to make correct evaluation on how well it discriminates between individuals to individuals. Each response is given a numerical score, indicating its favourableness and unfavourableness, and by calculating its percentage it can be easily find out the statement which is more favoured and unfavoured. In other words, the overall score represents the respondents position on the continuum of favourable- unfavourableness towards an issue.
 1.7 SAMPLE SIZE:
The study was conduct a sample of 100 respondents.
1.8 LIMITATIONS OF THE STUDY
· The area of study is limited to Kannur District
· The study has been limited to a sample of 100 respondents
· The study is limited to some people only
· The time span for completing the project was limited. So an in-depth study and analysis Was not possible
· The study limited to the people those who have the Smartphone


1.9 CHAPTER SCHEME
The study has been organized and presented in 4 chapters as discussed below. 
· The first chapter is introductory parts which includes statement of the problem, objectives, Methodology, significance of the study, and limitations of the study. 
· The second chapter include review of literature. 
· The third chapter is the analysis and interpretation of data. 
· The fourth chapter is including the findings, suggestions and conclusion.

















CHAPTER 2
REVIEW OF LITERATURE
Chawla, Kha and Pandey (2015) in their thesis title “International usage and online shopping: differences based on gender of students “intended to study the internet usage and online shopping pattern of university students in India. Primary data has been collected from 100 university students in Noida. The study found that students are the major internet users through the mobile phone.
Santha.s (2016) in her study “Online shopping behaviour among youth” Online shopping behaviour among the youth in Ernakulum town. The result of the study indicates that majority of the respondent do online shopping. Flipkart is commonly used website by the respondents. Cloths and shoes are the main commodities purchased by respondents through online. They spend less than Rs. 20,000 for their single purchase. The main feature preferred by the respondents in online shopping is a time saving. Majority of the respondents do not have any problem while doing online shopping. Most of them rated online shopping as good.
K.S. Shilpa, P.U. Rajasree, P. Balasubramanian (2016) performed a research study on “A Study On People’s Perceptions towards Online Shopping”. The main objective of the research was to Study people’s perception towards online shopping within a selected group of respondents and Study of the merits and demerits of online shopping. The sample size of the research was 50 respondents (total 100) each for e-shoppers and non e-shoppers. The researcher had used Convenience random sampling method for data collection. As a result of data analysis, the researcher concludes that the majority of people favours to do online shopping, even if they felt some difficulties. The majority of the people agree that in the near future online Shopping will be more on demand than offline shopping. More people prefer cash on delivery than net banking. Most of people do not shop online due to fear of the quality of goods, afraid to Give out their credit card details.
Snehal Chincholkar (2016) performed a research work on “Consumer Behaviour Towards Online Grocery Retail Store “Localbanya.com” in Mumbai Region”. The main Objective of the research was to identify consumer behaviour towards online grocery retailing specifically towards Localbaniya.com. The sample size of the research was 163 respondents from Mumbai and its suburbs. From the collected data it had been observed that, out of 163 respondents only 57 were aware about local baniya.com and done shopping from the website at least one time. While doing online purchasing cash on delivery and debit cards are most preferred mode of payment. As a result of data analysis, the researcher concludes that slowly our traditional way of grocery shopping May see a drastic change. The companies have to work hard for developing their marketing and distribution strategies to overcome the hurdles of grocery e-retailing. Grocery e-retailing in its nascent stage, first it needs to capture Tier-I cities, then Tier-II And Tier-III cities of Indian can be penetrated Tier-II and Tier-III cities of Indian can be Penetrated.
Manisha Kinker, N.K. Shukla (2016) performed a research study on “An Analysis of Consumer Behaviours towards Online Shopping of Electronic Goods with special reference to Bhopal and Jabalpur city”. The main objective of the research was to clarify and get insight into Consumer Behaviour towards online shopping of electronic goods, to study consumers‟ to find out factors that influences the consumers towards online Shopping and to analyse the consumer’s wants and needs especially in Bhopal and Jabalpur city of Madhya Pradesh. The sample size of the research was 40 respondents of Bhopal and Jabalpur City. The findings of the proposed research work are as follows as Customer-Oriented Factors “Time Saving”, “Product Quality”, “Product Price”, “Convenience”, “Accessibility”, “Shop Anywhere and Anytime” are the main specific factors influence customer’s attitudes toward electronic product online shopping. The minor factors that influences customer’s attitudes toward Electronic product online shopping are technological factors, assured quality, cash on delivery and various promotions and discounts. The attitude towards online shopping is different in Bhopal and Jabalpur city. After the data analysis, the researcher concludes that the electronic product online market takes a high percent of individuals shopping on it.
Saban Kumar K.C, Arun Kumar Timalsina (2016) Carried out a research work on “Online Grocery Shopping Attitudes among the Consumer in Kathmandu Valley”. The Major focus of the research was to assess attitudes of customers towards online shopping within Kathmandu. The sample size of the research was 100 respondents from Kathmandu, Lalitpur and Bhaktapur. The researchers had used the Statistical Package for Social Sciences (SPSS) for data analysis purpose. As a result of data analysis, the researchers conclude that majority respondents i.e. 86% were found to be aware about online shopping. Similarly, 89% of the respondents were positive about the online Shopping of grocery items whereas the rest were negative. The result also depicts that 52% respondents were aware about existing online portals. The freshness and delivery timing were given more importance than payment system and pricing while shopping vegetables and fruit items online.
Bharati Agarwal and Deepa Kapoor (2020) had carried out a research study on “A Study on Influence of COVID-19 pandemic on customer’s online buying behaviour”. This paper attempt to explore drivers of E- buying after COVID-19 pandemic situation. The study use secondary sources of data. The study reveals that online shopping is better in the situation of corona virus. Covid-19 increase online shopping in India.
Dr. Bayad Jamal Ali (2020) in his study “Impacts of covid19 on consumers buying behaviour towards online shopping in Iraq”. The main purpose of this research is to examine the impact of covid19 pandemic on Iraq consumption purchasing behaviour of electronic durable goods. Data were collected by the official samsung distributor in Iraq. To made comparison to identify consumption pattern in Iraq before and after COVID-19. The study concluded that consumers behaviour has been changed during the pandemic situation. Technology is important tool for consumers and businesses in daily life.
Meghna Varma and B R Naveen (2021) In her study “COVID-19 Impact on Buying Behaviour” the study aim to understand if the covid-19 period resulted in charges in consumers buying behaviour. Data was collected online using questionnaire. Simple random sampling and snowball sampling were used to collect data. The sample size of the research was 367 respondents. The study concluded that covid19 influenced the purchasing behaviour of consumers to a great extent.


CHAPTER 3
PROFILE OF THE STUDY
DEFINITION
Online shopping is a form of electronic commerce which allows consumers to directly buy goods or services from a seller over the internet using a web browser or a mobile app. It is a form of electronic commerce. In other words, online shopping is the process consumers directly by goods or services from a seller in real time, without any intermediary services, over the internet.
HISTORICAL OVERVIEW
Electronic commerce has help the business to grow with most modern technology, improve internet connection, high secure payment etc. History of online shopping dates back to the year 1979, English entrepreneur Michael Aldrich first used the term online shopping. Origin of online shopping is linked with the invention videotex. Tim Berners Lee introduced World Wide Web in 1989, it opened for commercial use in 1991. In the year 1982 Boston Computer Exchange launched, it was the world first ecommerce company with main function to provide online market for selling of used computer. In the year 1999 China launched Alibaba.com, an online marketplace. In 1994 Netscape released a new browser which helped the people visiting any website by typing its name in navigator browser. Along with this Netscape also issued Secure Sockets Layer (SSL) encryption to address security issues while doing online transactions. Jeff Bezos launched Amazon in 1995 it creates online platform for book. In 2000 Google AdWords introduced online advertising tool, Google. In the year 2001, a business-to-business online shopping system was launched by Costco. In 2005 Amazon introduce Amazon prime membership. In 2011 Google wallet put forward digital payment method. By linking the debit card or bank account consumers can pay for products. Internet shopping is continuously becoming popular and improving each and every day. The term E-commerce was originally generated to explain the process of execution of business activities taking place electronically by making use of technologies like Electronic Data Interchange (EDI) and Electronic Funds Transfer (EFT). EDI and EFT are considered as the backbone of Ecommerce. According to Google, India have more than 100 million Internet users, out of which around half choose for online purchases and the number is growing every year. With such a large market size, companies, from retail shops to consumer goods, are entering the Web space to attract potential customers. Growth took place because of the invention of ATM’s and introduction of debit cards, during this period the major players which led to the growth of e- commerce. An online food ordering and delivery system, Instacart was launched in 2012. An online payment system in form of mobile app called as Apple Pay was launched in 2014. After 2000 different model of E- commerce came into existence, such services are food ordering, media streaming, online advertising, online marketplace etc.
ONLINE SHOPPING IN INDIA
India is one of the largest markets of e-commerce players, with giants like Flipkart, Amazon, and Myntra, etc. are also establishing a strong hold in the Indian market. India internet usage has become more widespread. The revenues from online shopping are expected to increase tremendously. In the next five years India is expected to be the third largest internet market in the world. The online sales had increased rapid during the festival season like Diwali and Ramzan etc. The biggest benefit of online shopping is convenience as it can be done from anywhere, at any time in a smartphone. Internet has become most popular in India. India experiencing growth in ecommerce because of online shopping in India increasing rapidly. It is the easy and most convenient way to purchase goods. Better broadband service like 3G and 4G provide faster internet access to consumers. India has crossed 100 million internet users out of which youngsters in India are the majority users. More than 75% users are youngsters that include young man, school and College students. The most prominent reasons driving the online purchase are discounts & offers offered by the web stores and option to make payment by cash-on-delivery mode, and also increasing culture of smart phones and tablets are motivating people to buy products online. Besides one person can easily save time and choose items with simple click. Cash on delivery facilities are available in India. Country had the world’s second largest internet population at over 483 million users in 2018, 469.3 million users in 2021 accessed the internet via mobile phone. India is one of the youngest online shopping globally and it increases at fast. Online shopping provides quick delivery and return policy within a certain period of time. Day by day online shopping sites are growing fast.
ONLINE WEBSITE IN INDIA
In India there are different online shopping website that offer online services to consumers. Day by day online shopping is grown. Some of them are below,
1. Flipkart.com
One of the most popular online shopping site is Flipkart.com. which is based in Bangalore, Karnataka. It was founded by Sachin Bansal and Binny Bansal in 2007. Kalyan Krishnamurthy is the CEO of Flipkart. In its initial years, Flipkart concentrated on online sales of books, but it later on expanded to electronic goods and a diversity of other products. This sites accept payment through cash on delivery, credit card and net banking
2. Amazon.in
Amazon.in is operated by Amazon Seller Services Private Ltd, an Affiliate of Amazon.com, Inc. It is an American multinational technology company. It is one of the world’s most valuable brand. Amazon was founded by Jeff Bezos in July 1994. Amazon product include books, DVDs, videotapes, baby products, electronics, beauty products, health and personal care items, kitchen items, jewellery and watches, and toys & games.
3. Myntra
Myntra is an ecommerce company of India with specialization in fashion. Headquarters in Bengaluru, Karnataka. The company was established by Mukesh Bansal along with Ashutosh Lawania and Vineet Saxena in 2007. Myntra comes in market it mainly focused on business to business (B2B) model. Myntra sold on-demand personalized gift items, personalize products such as T-shirts, mugs, mouse pads, and others. Later it expanded its business to retail fashion and lifestyle products.
4. Snapdeal.com
Snapdeal is a leading online marketplace, headquarters in new Delhi, India. Snapdeal products like mobiles, electronics, fashion accessories, footwear, kids, home and kitchen sports, and books. The company was founded in February 2010 by Kunal Bahl and Rohit Bansal. Snapdeal has become one of the largest online marketplace in India.
5. Ebay.in
Ebay.in popular online shopping website. It is an American multinational e-commerce corporation. EBay was founded by Pierre Omidyar in 1995. EBay provide people and businesses buy and sell a wide variety of goods and services worldwide.
6. Quikr.com
Quikr is an online marketplace, it is founded by Pranay Chulet in 2008. Headquarters Bangalore, Karnataka, India. It provides to the users an online classified advertising platform to buy or sell goods and services, and sell their old car, bike, music system laptop and furniture etc.
7. ShopClues.com
Shop Clues is an Indian online marketplace, the company was established by Sanjay Sethi, Sandeep Aggarwal and Radhika Aggarwal in July 2011. Which sell products like jewellery, accessories, mobile, books, laptop and more items.
8. Paytm.com
Paytm started with mobile recharge and bill payment website now paytm selling everything from Home Appliances, Men, Women, and kids clothing, Laptop, Mobiles etc. Item at lower price.
9. Homeshop18.com
HomeShop18 was launched in 2008 in India. It ‘s Founder and CEO is Mr. Sundeep Malhotra. Its Headquarters is in Uttar Pradesh, India. It sells Automobiles, Cameras & Accessories, Clothing, Computers & Tablets, Electronics, Fashion Accessories, Footwear, Gifts and Flowers, Groceries, Health & Beauty, Home and Kitchen, Household Appliances, Jewellery, Mobiles Services, Sports & Fitness, Stationery & Office Products, Toys & Baby Gear and Watches.

10. Jabong.com
Jabong started operations in 2012, co-founded by Arun Chandra Mohan, Praveen Sinha, and Lakshmi Potluri after which Manu Jain, and Mukul Bafana joined the organization. The head office is in Gurgaon.Jabong.com is an Indian fashion and lifestyle e-commerce portal, selling apparel, footwear, fashion accessories, beauty products, fragrances, home accessories and other fashion and lifestyle products.
ADVANTAGES OF ONLINE SHOPPING
· Consumers can easily buy or sell a product, at anytime, anywhere and from any location
· It provides more product option, and price
· quick delivery option is available
· Before place an order customer can see other ‘s review on product.
· For increasing competition, they provide deals, discount etc.
· It also enables in rural areas too.
· Most of online stores offer lower price
· Wide variety of products are available.
· Ecommerce help to save time energy and fuel.
· Online stores are available in 24 hours and 7days in a week.
DISADVANTAGES OF ONLINE SHOPPING
· Security of payment is a prime concern of consumer.
· It doesn’t provide touch and feel the product.
· While making purchase shipping and delivery charges are also need.
· Returns can de complicated
· Shipping problems delay.
· Person cannot bargain in online shopping; it is only possible in offline shopping.
· In online shopping which results in the lacking of shopping experience.
· Unexpected or damaged products.
· Lack of close examination of products in online shopping.
· Fraud in online shopping.
CHAPTER 4
DATA ANALYSIS AND INTERPRETATION
TABLE NO. 4.1 
GENDER OF THE RESPONDENTS
	Gender
	Frequency 
	Percentage 

	Male
	42
	42

	Female
	58
	58

	Total
	100
	100


Source: primary data
FIGURE NO. 4.1 
GENDER OF THE RESPONDENT

INTERPRETATION
It is clear from the table out of 100 sample are selected 58 per cent come under the female category and 42 per cent come under male category.

TABLE NO. 4.2 
AGE OF THE RESPONDENTS
	Age
	Frequency 
	Percentage 

	20-30
	51
	51

	30-50
	35
	35

	Above 50
	14
	14

	Total
	100
	100


Source: primary data
FIGURE NO. 4.2 
AGE OF THE RESPONDENTS

INTERPRETATION
Table 4.2 shows that age of the respondents. 51per cent come under 20 – 30 age category, 35per cent come under 30 – 50 age category, remaining 14 per cent are above 50 age category.

TABLE NO. 4.3
 EDUCATIONAL QUALIFICATION
	Educational qualification
	Frequency 
	Percentage 

	Below SSLC
	7
	7

	SSLC
	11
	11

	Higher Secondary
	39
	39

	UG
	32
	32

	PG
	11
	11

	Total
	100
	100


Source: primary data
FIGURE NO. 4.3 
EDUCATIONAL QUALIFICATION


INTERPRETATION
Table 4.3 explain education qualification of respondents. 7 per cent come under the category of below SSLC, 11per cent come under the category of SSLC, 39 per cent come under the category of higher secondary, 32 per cent come under the category of UG, 11 per cent come under the category of PG.
TABLE NO. 4.4 
OCCUPATION OF THE RESPONDENTS
	Occupation
	Frequency 
	Percentage 

	Employed
	48
	48

	Unemployed
	52
	52

	Total
	100
	100


Source: primary data
FIGURE NO. 4.4 
OCCUPATION OF THE RESPONDENTS


INTERPRETATION
Table 4.4 shows the occupation of the respondents. 48 per cent are employed, 52 per cent come under the category of unemployed.


TABLE NO. 4.5
 LIVING CONDITIONS OF THE RESPONDENTS
	Living conditions
	Frequency 
	Percentage 

	APL
	72
	72

	BPL
	28
	28

	Total
	100
	100


Source: primary data
FIGURE NO. 4.5
 LIVING CONDITIONS OF THE RESPONDENTS

INTERPRETATION
Table 4.5 explain the living conditions of the respondents. 72 per cent respondents come under the category of APL families, 28 per cent come under the category of BPL families.


TABLE NO. 4.6 
MONTHLY INCOME OF THE RESPONDENTS
	[bookmark: OLE_LINK1]Monthly Income
	Frequency 
	Percentage 

	Less than 1000
	28
	28

	1000-4000
	16
	16

	4000-10000
	19
	19

	10000-40000
	18
	18

	More than 40000
	19
	19

	Total
	100
	100


Source: primary data
FIGURE 4.6 
MONTHLY INCOME OF THE RESPONDENTS

INTERPRETATION
The table 4.6 explained that monthly income of the respondents. 28 per cent of the respondents comes under the category of monthly income less than 1000, 16 per cent of the respondents comes under the category of monthly income 1000 to 4000, 19 per cent of the respondents comes under the category of monthly Income 4000 to 10000, 18 per cent of that respondents comes under the category of monthly income 10000 To 40000, and 19 per cent of the respondent comes and the category of monthly income more than 40000.
INTERNET AVAILABILITY
Given table shows internet availability
TABLE NO. 4.7 
INTERNET AVAILABILITY
	Category 
	Frequency 
	Percentage 

	Yes
	95
	95

	No
	5
	5

	Total
	100
	100


Source: primary data
FIGURE NO. 4.7 
INTERNET AVAILABILITY

INTERPRETATION
The table 4.7 shows that the internet availability of respondents. 95 per cent of the respondents said that they have their own internet facility, and 5 percent of the respondents said that they do not have their own internet facility

TABLE NO.4.8
 SOURCE TO ACCESS THE SERVICES
	Category 
	Frequency 
	Percentage 

	Personal Computer
	10
	10

	Personal Mobile Phone
	68
	68

	Internet Cafe
	2
	2

	Total
	100
	100


Source: primary data
FIGURE NO. 4.8 
SOURCE TO ACCESS THE SERVICES

INTERPRETATION
Table 4.8 shows the source to access the services. 10 percent of respondents access the services from personal computer ,88 percent of respondents access their services from mobile phone and 2 per cent access from internet cafe.

TABLE NO.4.9 
METHOD OF PAYMENT
	Category 
	Frequency 
	Percentage 

	Cash on delivery
	58
	58

	Debit card
	34
	34

	Credit card
	5
	5

	Others
	3
	3

	Total
	100
	100


Source: primary data
FIGURE NO. 4.9 
METHOD OF PAYMENT

INTERPRETATION
The table 4.9 shows that different methods of payment chosen by respondents. 58 per cent comes under the category of cash on delivery, 34 per cent comes under the category of debit card, 5 per cent of respondents comes under the category of credit card, 3 per cent comes under the category of others.
TABLE NO.4.10 
MOSTLY USED ONLINE STORE
	Category 
	Frequency 
	Percentage 

	Flipkart 
	62
	62

	Myntra
	6
	6

	Amazon
	18
	18

	Others
	14
	14

	Total
	100
	100


Source: primary data
FIGURE NO. 4.10
MOSTLY USED ONLINE SHOPS

INTERPRETATION
Table 4.10 express that mostly used online shops by the respondents, 62 per cent of respondents comes under the category of Flipkart, 18 per cent of respondents comes under the category of Amazon, 6 Per cent of respondents comes under the category of Myntra, 14 per cent of respondents comes under the category of others.
TABLE NO.4.11 
 KIND OF PROBLEM
	Category 
	Frequency 
	Percentage 

	Delay in delivery
	16
	16

	Cheap quality
	12
	12

	Product damage
	8
	8

	No issue
	64
	64

	Total
	100
	100


Source: primary data
FIGURE NO. 4.11 
KIND OF PROBLEMS

INTERPRETATION
The table 4.11 shows that different kinds of problem in online shopping. 16 per cent of respondents comes under the category of delay in delivery, 12 per cent of respondents comes under the category cheap quality of products, 8 per cent of respondents comes under the category of product damage and 64 per cent of the respondents said that they have no issues.
TABLE NO.: 4.12 
PRODUCT BUYING FREQUENCY BEFORE COVID-19
	Category 
	Frequency 
	Percentage 

	Weekly
	6
	6

	Monthly
	19
	19

	During 2-3 Months
	34
	34

	3-6 Months 
	21
	21

	Above 6 Months
	20
	20

	Total
	100
	100


Source: primary data
FIGURE NO.4.12  
PRODUCT BUYING FREQUENCY BEFORE COVID-19

INTERPRETATION
The table 4.12 explained that the frequency of online shopping of respondents. 6 per cent of respondents comes under the category weekly purchase, 19 per cent of respondents comes under the category monthly Purchase, and 34 per cent of the respondents come under the category during 2 – 3 months’ purchase, 21 per cent of the respondents come under category of 3 – 6 months and 20 per cent of the respondents come under the category of above 6 months.
TABLE NO.4.13  
PRODUCT BUYING FREQUENCY DURING COVID-19
	Category 
	Frequency 
	Percentage 

	Weekly
	21
	21

	Monthly
	50
	50

	During 2-3 Months
	10
	10

	3-6 Months 
	11
	11

	Above 6 Months
	8
	8

	Total
	100
	100


Source: primary data
FIGURE NO. 4.13  
PRODUCT BUYING FREQUENCY DURING COVID-19

INTERPRETATION
The table 4.13  shows that the frequency of online shopping of respondents. 21 per cent of respondents comes under the category weekly purchase, 50 per cent of respondents comes under the category monthly Purchase, and 10 per cent of the respondents come under the category during 2 – 3 months’ purchase, 11 per cent of the respondents come under category of 3 – 6 months and 8 per cent of the respondents come under the category of above 6 months.
TABLE NO.: 4.14  
SPENDING OF ONLINE SHOPPING BEFORE COVID-19
	Category 
	Frequency 
	Percentage 

	Less than 500
	48
	48

	500-1000
	34
	34

	1000-2000
	10
	10

	More than 2000
	8
	8

	Total
	100
	100


Source: primary data
FIGURE NO. 4.14  
SPENDING OF ONLINE SHOPPING BEFORE COVID-19

INTERPRETATION
The table 4.14  expressed that the amount spends by a respondent before Covid-19. 48 per cent of respondents comes under the category of less than 500, 34 per cent of respondents comes under the category of 500 to 1000, 10 per cent of respondents comes under the category of 1000 to 2000, 8 per cent of the respondents comes under the category of more than 2000.

TABLE NO.: 4.15 
SPENDING OF ONLINE SHOPPING DURING COVID-19
	Category 
	Frequency 
	Percentage 

	Less than 500
	7
	7

	500-1000
	19
	19

	1000-2000
	32
	32

	More than 2000
	42
	42

	Total
	100
	100


Source: primary data
FIGURE NO.: 4.15 
SPENDING OF ONLINE SHOPPING DURING COVID-19

INTERPRETATION
The table 4.15 expressed that the amount spends by a respondents during Covid-19. 7 per cent of respondents comes under the category of less than 500, 19 per cent of respondents comes under the category of 500 to 1000, 32 per cent of respondents comes under the category of 1000 to 2000, 42 per cent of respondents comes under the category more than 2000.

TABLE NO.4.16  
CONSUMERS PREFERENCE ABOUT SHOPPING BEFORE COVID-19
	Category 
	Frequency 
	Percentage 

	Online shopping
	24
	24

	Direct shopping
	76
	76

	Total
	100
	100


Source: primary data
FIGURE NO. 4.16 
CONSUMERS PREFERENCE ABOUT ONLINE SHOPPING BEFORE COVID-19

INTERPRETATION
The table 4.16 shows that consumer’s preference about online shopping and direct shopping before Covid-19. 76 per cent of respondents prefer direct shopping more than online shopping and 24 per cent of respondents prefer online shopping.

TABLE NO. 4.17  
CONSUMER PREFERENCE ABOUT SHOPPING DURING COVID-19
	Category 
	Frequency 
	Percentage 

	Online shopping
	95
	95

	Direct shopping
	5
	5

	Total
	100
	100


Source: primary data
FIGURE NO.4.17
 CONSUMERS PREFERENCE ABOUT ONLINE SHOPPING COVID-19

INTERPRETATION
The table 4.17  shows that consumers preference about online shopping and direct shopping during Covid-19. 95 per cent of respondents prefer online shopping more than direct shopping and 5 per cent of respondents prefer direct shopping


TABLE NO.4.18 
 NO OF DIRECT PURCHASE FROM SHOP BEFORE COVID-19
	Category 
	Frequency 
	Percentage 

	0-2
	19
	19

	3-5
	38
	38

	6-8
	25
	25

	Above 9
	18
	18

	Total
	100
	100


     Source: primary data
FIGURE NO. 4.18 
NO OF DIRECT PURCHASE BEFORE COVID-19

INTERPRETATION
The table 4.18  shows that the number of direct purchase before Covid-19. 19 per cent of the respondent comes under the category of number of online purchase below 2, 38 per cent of the respondents comes under the category 3 to 5, 25 per cent of the respondents comes under the category of 6 to 8, and 18 per cent of the category of the respondents come under the category of above 9.

TABLE NO.4.19  
NO. OF DIRECT PURCHASE FROM SHOP DURING COVID-19
	Category 
	Frequency 
	Percentage 

	0-2
	27
	27

	3-5
	36
	36

	6-8
	20
	20

	Above 9
	17
	17

	Total
	100
	100


      Source: primary data
FIGURE NO. 4.19 
NO OF DIRECT PURCHASE BEFORE COVID-19

INTERPRETATION
The table 4.19  shows that the number of direct purchase during Covid-19. 27 percent of the respondent comes under the category of number of online purchase below 2, 36 percent of the respondents comes under the category 3 to 5, 20 percent of the respondents comes under the category of 6 to 8, and 17 percent of the category of the respondents come under the category of above 9.

CHAPTER 5
FINDINGS, SUGGESTIONS AND CONCLUSION
5.1 FINDINGS
· Table also show living conditions of the respondents. 72 per cent respondents are APL families, 28 per cent are BPL families.
· 19 per cent of the respondents have 4000 to 10000 monthly income. And 18 per cent of respondents have 10000 to 40000 monthly income, so online shopping of a consumer depends up on their monthly income.
· Most of the respondents or 95 per cent of the respondents said that they have their own internet connection.
· 58 per cent of the respondents choose cash on delivery for payment and 38 per cent of the respondents choose debit card for payment.
· In this study 62 per cent of the respondents said that mostly used online shop is Flipkart And second one is Amazon (18 per cent).
· 65 per cent of the respondents said that they have no problems while making online shopping. At the same time remaining 35 per cent respondents said that they have problems.
· The study shows that 34 per cent of the respondents purchase products on during 2 to 3 month basis, 19 per cent of the respondents purchase products on monthly basis and remaining 6 per cent purchase products on weekly basis before Covid-19.
· The study shows that 50 per cent of the respondents purchase products on monthly basis, 21 per cent of the respondents purchase products on weekly basis during Covid-19.
· The Study shows that 48 per cent of the respondents spend 500 rupee and 34 per cent of the respondents spend 500-1000 rupees for purchasing product in online before Covid-19.
· The study shows that 42 per cent of the respondents spend more than 2000 rupees and 32 per cent of the respondents spend 1000-2000 rupees for purchasing product in online during Covid-19.
· 76 Per cent of the respondents prefer direct shopping than online shopping before Covid-19.
· The Study shows that 19 per cent of the respondents purchase products 0 to 2 times from direct shopping and38 per cent of the respondents purchase products 3 to 5 times before COVID-19 pandemic. It shows that more people are prefer direct shopping before Covid-19.
· It is clear that 36 per cent of the respondents purchase products 3 to 5 times from direct Shopping and 27 per cent of the respondents purchase products 0 to 2 times during COVID-19 pandemic. It shows that more consumers are reduced their direct shopping and shift to online shopping.
















5.2 SUGGESTIONS
· Avoid low quality products.
· It’s better to add more games to earn more valuable customers.
· Try to add more scratch cards and offers to attract more customers.
· To maintain the customers, it’s better to send the product details to the customers through any medium like WhatsApp, Instagram Etc.
· Give more preferences to the customers those who are frequently purchasing.
· Make the availability of all types of goods to every location
















5.3 CONCLUSION
Based on the research it can be concluded that there has been a change in consumer behaviour. The COVID-19 pandemic is assumed to have affected consumer behaviour worldwide, Impacting local and global economies. This study shows that online shopping is having very bright future in India. Perception towards online shopping is getting better in India. Consumer behaviour has changed in response to the pandemic. Thus, many companies are adapting innovative technology. Thus technology has become more influential in the daily lives of consumers and businesses. With the use of internet, consumers can shop anywhere, anything and anytime with easy and safe payment options. Most of the customers are of opinion that shipping charges charged by companies are very high, it is suggested to companies to either reduce shipping charges or delivery of product should be given freely. Companies may use it as one of the promotional activity. Most of the consumers consume cloth through online. Delay in delivery is one of the major problem of the consumers. Consumer can attract low price of the products. Number of users of internet are increased in India in recent time and customers are using internet for online shopping and 95 percentage of consumers are ready to continue shop in online. To increase number of customers for online shopping there is need of extensive publicity and promotion by online shopping companies to attract all class of customers.
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APPENDIX
PART -A
1) Name:
2) Gender:
· Male
· Female
3) Age:
· 20 to 30
· 30 to 50
· Above 50
4) Education qualification:
· Below SSLC
· SSLC
· Higher secondary
· UG
· PG
5) Occupation:
· Employed
· Unemployed
6) Living conditions:
· APL
· BPL
7) Monthly Income:
· Less than 1000
· 1000 to 4000
· 4000 to 10000
· 10000 to 40000
· Above 40000


PART -B
8) Do you have internet facility?
· Yes
· No 
9) From which source you access the services:
· Personal computer
· Personal mobile phone
· Internet café
10) How long you started online purchase:
· Below 1year
· 2- 4 years
· 4-6 years
· More than 6 years
11) What is your preferred mode of payment in online purchase
· Credit card
· Debit card
· Cash on delivery
· Other
12) Select one online shopping site that you used to purchase more
· Flipkart
· Amazon
· Myntra
· Others
13) Do you check product reviews for online shopping?
· Yes
· No
14) How often do you buy online products before Covid-19?
· Every Weakly
· Every Month
· During 2-3 month’s
· 3-6 month’s
· Above 6 month’s
15) How often do you buy online products during Covid-19?
· Every Weakly
· Every Month
· During 2-3 month’s
· 3-6 month’s
· Above 6 month’s
16) How much do you spend for online shopping per month before Covid-19?
· Less than 500
· 500 to 1000
· 1000 to 2000
· More than 2000
17) How much do you spend for online shopping per month during Covid-19
· Less than 500
· 500 to 1000
· 1000 to 2000
· More than 2000
18) Which one is better for shopping before Covid-19? Why?
· Online shopping
· Direct shopping
19) Which one is better for shopping during covid-19? Why?
· Online Shopping
· Direct shopping
20) How many times you have done direct purchase monthly before Covid-19
· 0 to 2
· 3 to 5
· 6 to 8
· More than 9
21) How many times you have done direct purchase monthly during Covid-19
· 0 to 2
· 3 to 5
· 6 to 8
· [bookmark: _GoBack]More than 9
Below SSLC	SSLC	Higher Secondary	UG	PG	Below SSLC	SSLC	Higher Secondary	UG	PG	7	11	39	32	11	


Employed	48	Unemployed	52	


LIVING CONDITION

Sales	
APL	BPL	72	28	


Frequency 	Less than 1000	1000-4000	4000-10000	10000-40000	More than 40000	Percentage 	Less than 1000	1000-4000	4000-10000	10000-40000	More than 40000	28	16	19	18	19	


YES	NO	95	5	


SOURCE TO ACCESS SERVICE

Sales	
Personal Computer	Personal Mobile Phone	Internet Cafe	10	68	2	


METHOD OF PAYMENT

Sales	
Cash on delivery	Debit card	Credit card	Others	58	34	5	3	

MOSTLY USED ONLINE SHOPS

Sales	
Flipkart 	Myntra	Amazon	Others	62	6	18	14	


KIND OF PROBLEMS

Sales	
Delay in delivery	Cheap quality	Product damage	No issue	16	12	8	64	

PRODUCT BUYING FREQUENCY BEFORE COVID-19

Sales	
Weekly	Monthly	During 2-3 Months	3-6 Months 	Above 6 Months	6	19	34	21	20	

PRODUCT BUYING FREQUENCY DURING COVID-19

Sales	
Weekly	Monthly	During 2-3 Months	3-6 Months 	Above 6 Months	21	50	10	11	8	

SPENDING OF ONLINE SHOPPING BEFORE COVID-19

Sales	
Less than 500	500-1000	1000-2000	More than 2000	48	34	10	8	


SPENDING OF ONLINE SHOPPING DURING COVID-19

Sales	
Less than 500	500-1000	1000-2000	More than 2000	7	19	32	42	


CONSUMERS PREFERENCE ABOUT ONLINE SHOPPING BEFORE COVID-19

Sales	
Online shopping	Direct shopping	24	76	

CONSUMERS PREFERENCE ABOUT ONLINE SHOPPING DURING COVID-19

Sales	
Online shopping	Direct shopping	95	5	

NO. OF DIRECT PURCHASE FROM SHOP BEFORE COVID-19

Sales	
0-2	3 TO 5	6 TO 8	Above 9	19	38	25	18	

NO. OF DIRECT PURCHASE FROM SHOP DURING COVID-19 PANDEMIC

Sales	
0-2	3 to 5	6 to 8	Above 9	27	36	20	17	

GENDER

Sales	
Male	Female	42	58	

AGE OF THE RESPONDENTS

Sales	
20-30	30-50	Above 50	51	35	14	


37

