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Abstract

This conceptual paper explores consumer behavior in India’s online shopping

landscape, emphasizing the complex interplay of emotional, social, economic, and

technological factors in the decision-making process. Drawing on Schiffman and

Kanuk’s Consumer Decision-Making Model, the study provides a structured

framework that integrates the e-Marketing Mix, social influences, and economic

drivers to understand how Indian consumers search for, evaluate, and choose

products online. The findings highlight that consumer decisions are increasingly

influenced by emotions, moods, and social contexts rather than purely rational

considerations. As India emerges as the world’s second-largest consumer market,

shifts in consumer profiles—across age, gender, income, education, and digital

connectivity—have significantly impacted online shopping preferences. The study

identifies a gap in existing literature regarding the application of Schiffman and

Kanuk’s model to the Indian context and addresses this by offering a comprehensive

conceptual framework. This framework not only enriches academic understanding

but also lays the groundwork for future research on socio-economic dynamics and

digital consumer engagement in emerging markets.

Keywords: Online Shopping, Online shopping Consumer behaviour,

Attitude towards Online Shopping, Social Factors, Economic factors; Online

Experience, e-Marketing Mix, Schiffman and Kanuk’s Model

Manuscript Received: March 24, 2025; Revised Manuscript Received: May 20, 2025; Accepted : October 15, 2025.



International Journal of Applied Management Research

2

1. Introduction

Online shopping has dramatically transformed the global retail landscape, driven by
rapid technological advancements and shifting consumer preferences. The increasing
penetration of the internet and smartphones has made online purchases more
accessible and convenient, reshaping traditional buying patterns. In India, this digital
transformation has catalyzed a competitive and rapidly growing e-commerce
environment. However, the country’s unique socio-economic characteristics—marked
by cultural diversity, income inequality, and varying levels of digital literacy—set it
apart from other global markets (Chatterjee & Ghosal, 2014).

India is now the second-largest consumer market in the world, with an evolving
consumer profile shaped by demographic shifts in age, gender, education, income,
and occupational structures (Jindal, 2019). As technology becomes increasingly
embedded in everyday life, there has been a notable shift in brand preferences,
ranging from basic goods to high-end digital products. With over 600 million internet
users—projected to reach 900 million by 2025—India hosts the world’s third-largest
online consumer base (The Hindu, 2021).

As online markets mature, distinguishing between experienced e-shoppers and first-
time buyers becomes critical, as each group exhibits distinct decision-making
behaviors (Gefen et al., 2003). In this context, it becomes essential to examine online
consumer behavior from multiple dimensions—psychological, social, economic, and
technological—to develop effective engagement strategies.

1.1. Global and Indian Perspectives on Online Shopping
Globally, several theoretical models have been applied to understand online consumer
adoption and behavior, including the Theory of Reasoned Action (TRA), Technology
Acceptance Model (TAM), Theory of Planned Behavior (TPB), and the Unified Theory
of Acceptance and Use of Technology (UTAUT) (Guzzo et al., 2016; Venkatesh et al.,
2003; Gefen et al., 2003). However, there has been limited exploration of these
dynamics through Schiffman and Kanuk’s Consumer Decision-Making Model,
which offers a comprehensive view of the buyer’s journey—from need recognition to
post-purchase evaluation.

This study aims to address this gap by applying the Schiffman and Kanuk framework
specifically to the Indian context, thereby offering a structured and holistic lens for
understanding online shopping behavior in a complex and evolving marketplace.
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1.2. Online Shopping and Consumer Behavior
Online shopping refers to the process of purchasing goods and services over the
internet without physical interaction with the seller. It offers round-the-clock
convenience, enabling consumers to shop from the comfort of their homes using
computers or mobile devices (Melbha, 2018; Sunitha&Gnanadhas, 2014).

Online consumer behavior encompasses the full cycle of online activity, from
information search and evaluation to purchasing and post-purchase experience. In
India, adoption patterns differ due to cultural variation, digital divides, and income
disparities, making it challenging to generalize buying behaviors (Chatterjee&Ghosal,
2014). Understanding these dynamics is essential for brands aiming to remain
competitive in a fast-paced digital economy.

1.3. Evolution of the Information Age and Online Shopping
Lecinski (2020) outlines three key paradigm shifts in digital marketing that have
transformed consumer journeys:

· First Moment of Truth (2005): Consumers made purchase decisions in-
store with limited pre-purchase information.

· Zero Moment of Truth (2011): Digital tools such as social media and search
engines began shaping buying decisions before consumers reached stores.

· Accelerated Loyalty Journey (2020s): The era of short attention spans
and information overload, where brands must instantly capture interest to retain
consumer engagement.

1.4. Evolution of Online Shopping in India
India’s e-commerce journey began in the late 1990s, but was initially hindered by
inadequate infrastructure, poor internet connectivity, and limited consumer trust. The
dot-com crash  (2000–2005) further stalled progress, causing widespread business
failures (Syed & Khan, 2017).

A turning point occurred in 2005 with the rise of Low-Cost Carriers (LCCs) and the
success of online travel platforms. This shifted consumer attitudes, paving the way
for ventures like Flipkart (2007), Naukri.com, 99acres.com, and Jeevansathi.com to
enter and thrive in the Indian market (Kotha, 2022; Chen & Hooper, 2017).
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Fig.1:Indian online market growth and trends
Source: IBEF (Indian Brand Equity Foundation; www.ibef.org, 2024)

· The e-retail sector is expected to surpass $160 billion by 2028, with only 5–
6% of total retail spending currently online.

· Quick commerce, B2B, and B2C segments are expanding rapidly.

· Digital and mobile revolutions—driven by UPI payments and rising smartphone
penetration—are key growth enablers.

1.5. Growth of India’s Online Market
According to IBEF (2024), the Indian e-commerce ecosystem is undergoing
exponential growth:

· The online grocery market is expected to rise from $3.95 billion (FY21) to
$26.93 billion by 2027 (CAGR: 33%).

· India’s consumer digital economy is projected to grow from $537.5 billion
(2020) to $1 trillion by 2030.
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· The online shopper base is forecasted to grow from 150 million (FY21) to
350 million (FY26), with strong adoption in Tier-2 and Tier-3 cities.

1.6. Significance of the Study
This study is significant as it examines the socio-economic and marketing variables
influencing online shopping behavior in India. It provides insights into how peer
influence, family dynamics, income levels, digital awareness, and price sensitivity
affect consumer decisions.

By applying Schiffman and Kanuk’s decision-making framework, the study enriches
existing literature in e-commerce, marketing, and consumer behavior. It offers
actionable strategies for marketers, enabling better targeting and cost-effective
customer acquisition in India’s diverse consumer landscape. Moreover, it highlights
the role of trust, attitudes, and demographic factors in shaping online purchase
behavior.

1.7. Objectives of the Study
1. To identify and explore the socio-economic factors influencing online buying

behavior in India.

2. To examine the trends in online shopping and propose a conceptual consumer
behavior framework.

3. To provide strategic insights for marketers seeking to expand and engage
with Indian online consumers.

1. Literature Review
Online shopping is defined as the process of purchasing goods or services over the
Internet directly from sellers, bypassing intermediaries (Melbha, 2018). While globally
accepted for its convenience and flexibility, India’s adoption of online shopping is
shaped by distinct socio-economic factors, including vast income disparities and
cultural diversity (Chatterjee & Ghosal, 2014). As online commerce grows in India,
the need to understand the dynamics of consumer behavior intensifies, particularly
as businesses compete for digital market share.

The widespread adoption of internet and information technologies (Ali et al., 2020;
Hwang & Jeong, 2016; Zhu & Chen, 2016) has deeply transformed consumer
behavior, communication, and transaction patterns (Abualrob& Kang, 2016; Azam &
Quaddus, 2013; Rahi et al., 2017; Zhang et al., 2012). Guzzo et al. (2016) note that
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e-commerce, as a product of these developments, facilitates seamless access to
goods and services.

Online shopping behavior encompasses the psychological and social processes
involved in product search, purchase, and post-purchase activity (Solomon, 2019).
Experienced e-shoppers differ significantly in behavior from novice users (Gefen et
al., 2003), highlighting the evolving nature of influencing variables.

Several foundational models have been applied to study consumer technology
adoption: TRA, TAM, TPB, UTAUT, and Innovation Diffusion Theory among others
(Guzzo et al., 2016; Venkatesh et al., 2003). Expectation-Confirmation Theory (ECT)
also helps explain satisfaction and repurchase behavior (Oliver, 1980). However,
many of these models focus on adoption rather than comprehensive behavior across
the purchase cycle.

Early consumer behavior theories were rooted in economic rationality—assuming
consumers aim to maximize utility. But later studies refuted this, emphasizing emotional
and social influences in purchasing decisions (El-Abidin, 2021). Consumers frequently
act on impulse, influenced by peer dynamics, advertising, and situational factors,
leading to a more holistic understanding of decision-making.

Smith and Rupp (2003) argue that e-commerce redefines the consumer-business
relationship, calling for an analysis of socio-economic implications and continual
improvement in factors like quality, service, flexibility, and trust.

2.1. Schiffman and Kanuk’s Model of Consumer Behavior
Emerging in the 1960s, consumer behavior as a discipline has integrated insights
from psychology, sociology, anthropology, and economics (Smith & Rupp, 2003).
Schiffman and Kanuk (2000, 2010) proposed a dynamic model incorporating both
emotional and rational influences across three phases: input, process, and output.

This model is especially relevant in the Indian context, where online buying behavior
is influenced by cultural norms, economic diversity, and evolving digital familiarity.
The framework enables marketers to analyze consumer attitudes, evaluate decision-
making stages, and refine e-commerce strategies.

2.1a. E-Marketing Mix
The adaptation of the traditional 4Ps (Product, Price, Place, Promotion) to digital
platforms has transformed consumer engagement (Rana et al., 2022; Kalyanam &
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McIntyre, 2002). Complementary models like the 3Cs (Prandelli & Verona, 2006)
and 7Cs (Dennis et al., 2005) add layers such as customization, content quality, and
cost-effectiveness.

· e-Product: Customization enhances satisfaction, with products tailored to
individual preferences (Rana et al., 2022).

· e-Price: Competitive pricing and discount strategies shape consumer
perception and decision-making (Henzinger, 2007; Schiffman, 2002; Arnold
& Reynolds, 2003; Biswas & Blair, 1991; Khan et al., 2015).

· e-Place/Delivery: Seamless digital channels and efficient logistics increase
accessibility (Blackshaw, 2006; Jotikasthira&Onputtha, 2018).

· e-Promotion: Online reviews, social media, and SEO have become vital
tools for trust-building and consumer engagement (Henzinger, 2007; Praesri
et al., 2022).

2.1b. Social Factors
Social influence plays a crucial role in online shopping, where individuals are swayed
by the expectations and behavior of family, peers, and reference groups (Bagozzi &
Lee, 2002; Zhu & Chen, 2016; Rashotte, 2007).

Key findings highlight:

· Influence of peers and family on trust and purchasing behavior (Auter, 2007;
Rakib, 2019; Korpelainen&Kira, 2013).

· Role of eWOM and UGC in shaping trust and brand preferences (Li & Ku,
2018; Nielsen, 2015).

· Older consumers show lower adoption due to limited tech skills (Trocchia &
Janda, 2000).

2.1c. Economic Factors
Economic variables—such as income, professional status, and digital access—
directly impact online shopping adoption (Melbha, 2018; Hernández et al., 2011;
Akroush& Al-Debei, 2015). Higher-income consumers perceive lower risks, while
price-conscious behavior dominates among lower-income groups.

7
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· Education and IT familiarity also correlate with online spending frequency (Gong
et al., 2013; Chau & Hu, 2002; Hubona&Kennick, 1996).

· Emerging economies exhibit cautious online behavior due to limited trust and
infrastructure (Sánchez-Torres et al., 2017; Daoudi&Develi, 2023).

2.2. Attitudes Toward Online Shopping
Attitudes influence online shopping adoption by shaping responses to various
environmental stimuli (Wilkie, 1986; Allport, 1935; Fishbein & Ajzen, 1975). A favorable
attitude increases engagement with online platforms, especially in need recognition
and evaluation (Schiffman & Kanuk, 2010).

Consumers’ perception is shaped by:

· Ease of website use and transaction security (Hawkins et al., 2001).

· Cultural and personal preferences (Bearden et al., 1995; Kotler, 2004).

· Positive prior experiences reinforce favorable attitudes (Krech et al., 1962).

2.3. Online Consumer Decision-Making
Schiffman & Kanuk (2010) detail five stages of the decision process:

· Need Recognition: Influenced by ads, social media, and personal
circumstances (Langkos, 2014).

· Information Search: Digital platforms replace traditional sources
(Wolfinbarger & Gilly, 2001; Xia, 2002).

· Evaluation of Alternatives: UGC and algorithms help consumers compare
options (Li et al., 2023).

2.4. Online Consumer Experience
The quality of online experiences influences consumer trust, satisfaction, and loyalty
(Koo et al., 2008; Khalifa & Liu, 2007; Ling et al., 2010). Consumers assess websites
on delivery speed, payment security, and customization. Negative experiences deter
future purchases (Brunelle, 2009).

· eWOM significantly impacts future buying decisions (Qiu et al., 2012; Wang
et al., 2015).

8
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· Repeat purchases are more likely when prior interactions are positive (Zhou,
Dai, & Zhang, 2007).

2.4.1. Interplay of Attitudes, Decision-Making & Experience
These three elements form a feedback loop:

· Positive attitudes promote deeper decision engagement (Adhikari & Panda,
2018).

· Streamlined decision processes enhance user satisfaction (Ling et al., 2010).

· Satisfying experiences reinforce positive attitudes, promoting loyalty (Schmitt,
1999).

2.5. Online Purchase Behavior
The actual purchase reflects the culmination of trust, pricing strategy, and platform
usability (Schiffman & Kanuk, 2010; Nazir et al., 2012). Studies confirm that
convenience, variety, and perceived benefits drive purchase intent—particularly
among Indian women (Arora & Aggarwal, 2018).

Research by Park & Kim (2003), Zimmer et al. (2010), Delafrooz et al. (2011), and
Hsu et al. (2013) underscores the direct relationship between consumer attitudes
and purchase behavior.

2.6. Post-Purchase Evaluation
Post-purchase evaluation is essential for measuring satisfaction and fostering brand
loyalty (Hajli, 2015). Positive experiences yield repurchase intentions and advocacy
through reviews and eWOM (Qiu et al., 2012; Thenmozhi & Sathya, 2022).Consumers

compare product performance with expectations, which determines future
engagement with a platform (Schiffman & Kanuk, 2010; Chatterjee & Ghosal, 2014).

2.7. Demographics
Demographic factors such as age, gender, income, education, and occupation have
long been recognized as key determinants of consumer behavior in digital
marketplaces. These variables shape consumer attitudes, trust levels, technology
familiarity, and ultimately, their propensity to engage in online shopping.

9
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2.7.1. Age
Age is a significant factor in shaping online consumer behavior. Older consumers
often prefer traditional shopping methods due to lower digital literacy and resistance
to technology (Dholakia & Uusitalo, 2002). Younger consumers, on the other hand,
tend to be more tech-savvy, time-conscious, and open to online shopping (Qazzafi,
2020; Bhatt, 2019). In India, studies show a generational shift, with younger cohorts
increasingly driving e-commerce engagement (Khare, Khare, & Singh, 2012;
Kanchan, Kumar, & Gupta, 2015). Interestingly, while older shoppers make fewer
purchases, their overall spending remains comparable to that of younger users (Bhatt,
2019).

2.7.2. Gender
Gender differences continue to influence shopping behavior, particularly in household
contexts. Research indicates that women—especially working women—are more
frequent online shoppers, largely due to time constraints and convenience (Richa,
2012; Schiffman & Kanuk, 1997). Dholakia and Uusitalo (2002) highlight that gender
plays a role in decision-making within married households, underscoring the
importance of gender-sensitive marketing approaches. Richa (2012) recommends
that e-commerce platforms prioritize female-centric strategies to engage this growing
segment effectively.

2.7.3. Income
While some studies suggest a weak correlation between income and online shopping
frequency (Sultan & Uddin, 2011; Richa, 2012), others have shown a positive
relationship, especially in early stages of e-commerce adoption (Sultan & Henrichsen,
2000). Income may not be a consistent predictor across contexts, but it continues to
influence perceptions of affordability, product value, and willingness to try digital
platforms. Nagra and Gopal (2013) found income, along with age and family size, to
significantly affect online shopping in India.

2.7.4. Education
Educational attainment significantly impacts digital shopping behavior. Consumers
with higher levels of education tend to exhibit greater familiarity with online interfaces
and more confidence in navigating digital transactions (Hossain, Salam, & Jawad,
2022). They also exhibit distinct product preferences and are more likely to evaluate
online information critically (Mulhern, Williams, & Leone, 1998). Higher education is

10
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often associated with informed decision-making and frequent online purchasing
activity.

2.7.5 Occupation
Occupation influences both income level and online shopping exposure. Private-
sector employees, particularly in IT and manufacturing, demonstrate a higher tendency
to shop online compared to public-sector workers, students, and self-employed
individuals (Hossain, Salam, & Jawad, 2022; Sharma & Parmar, 2018). Occupational
roles are not just linked to income but also to digital access and workplace culture,
which in turn influence online engagement and trust.

2.8 Research Gaps
Despite substantial work on online consumer behavior, the following key gaps remain:

1. Existing studies do not sufficiently capture the evolving influence of socio-
economic variables and the e-Marketing Mix in the Indian online shopping
context.

2. Schiffman and Kanuk’s Consumer Behavior Model remains underutilized in
online shopping literature. Its holistic approach offers untapped potential for
understanding online consumer decision-making in emerging economies like
India.

3. There is a lack of integrated analysis on how demographic variations—such
as income, age, genderand educationcreate demand-supply mismatches in
digital retail. A targeted approach is needed to align marketing strategies
with diverse Indian consumer segments.

3. Theoretical Framework

3.1.  Need for the Study

The complexity of online shopping behavior poses an ongoing challenge for both
scholars and practitioners. While micro-level studies have provided useful insights,
there is a pressing need for broader conceptual frameworks to interpret emerging
trends. As the world’s third-largest internet consumer base, India presents a diverse
and rapidly changing landscape. Understanding the socio-economic drivers behind
online shopping decisions is essential for businesses to remain competitive.

11
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Specifically:

 Marketers must de-code how personal and contextual factors influence
consumer intent and behavior.

 A deep understanding of consumer perception, attitudesand motivations
can guide product development, customer engagement, and satisfaction
strategies.

 Application of Schiffman and Kanuk’s Consumer Behavior Model

 This study is anchored in the Schiffman and Kanuk Model (2010), which
segments consumer decision-making into three stages—Input, Process,
and Output—and integrates both external stimuli (e.g., marketing mix,
economic factors) and internal psychological mechanisms (e.g.,
motivation, attitudes, learning).

3.2. Input Stage
 e-Marketing Mix: Digital adaptations of Product, Price, Place, and Promotion

strategies influence consumer attention and initial interest.

 Social Influences: Variables such as Age group, Family,Friends, Reference
groups, Opinion leaders play crucial roles in shaping awareness and
expectations.

 Economic Influences: Economic status of the consumer in terms of
Education, Occupation, Income and relative change in attitude with Price
change, Value for money, etc.

4.2.2 Process Stage
 This stage involves need recognition, information search, and evaluation of

alternatives, shaped by:

 Consumer attitudes and perceptions

 Trust in digital platforms

 Cultural values and psychological responses

12
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 The interaction of external and internal factors at this stage determines whether
the consumer proceeds to a purchase decision.

Model of Consumer Decision Mkaing

      Fig.2. Proposed Research Model

Source: Adapted from Schiffman and Kanuk Model of Consumer Behavior (2010)

4.2.3 Output Stage
 Purchase Decision: Trial and repeat purchases are shaped by prior

experience, perceived risk, and satisfaction.

 Post-Purchase Behavior: Consumers evaluate outcomes against
expectations. Positive evaluations lead to loyalty, while negative experiences
trigger complaints, returns, or brand switching.

13
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Research Methodology
This conceptual study adopts a qualitative approach based on secondary data, guided
by Schiffman and Kanuk’s Consumer Decision-Making Model. It synthesizes insights
from academic literature, market reports, and theoretical models to explore
psychological, personal, social, and situational influences on online behavior.

Research Design:
 Qualitative conceptual framework using secondary sources including peer-

reviewed journals, books, and industry analyses.

 Framework application: Mapping data onto the stages of Schiffman and
Kanuk’s model.

Data Collection:
 Literature review: Focused on Online Shopping, Consumer behavior, e-

commerce trends, and digital marketing.

 Theoretical mapping: Aligning findings with key components of the chosen
model.

5. Findings and Discussion
The findings of this conceptual study indicate that online consumer behavior in India
is influenced by a combination of rational, emotional, and socio-cultural factors. While
traditional consumer behavior models often emphasized rational decision-making
based on product utility, price, and value, this study highlights that Indian online
consumers are equally driven by emotions, moods, social influence, and convenience.
The evolution of e-commerce platforms and exposure to digital content have
encouraged impulse buying, especially among younger and urban populations.
Consumers are often influenced by real-time promotions, social media trends, and
peer recommendations, which override purely logical decision-making processes.
This behavior underscores the limitations of rational choice theory in online settings
and supports the inclusion of psychological and emotional dimensions, as
emphasized in Schiffman and Kanuk’s model.

Demographic and socio-economic variables play a significant role in shaping
online purchase behavior. Younger consumers, particularly those between the ages
of 18 and 35, display a higher propensity to shop online due to their comfort with
digital technology and time constraints. In contrast, older consumers tend to rely more

14
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on conventional shopping methods, largely due to trust issues and limited familiarity
with digital interfaces. Gender also emerges as a notable factor, with studies showing
that working women, constrained by time, are more inclined towards online shopping.
Income and occupation further influence behavior—higher-income individuals are
more exploratory and perceive online shopping as less risky, while lower-income
consumers are more price-sensitive and cautious. Professionals from private-sector
industries, especially IT and manufacturing, are more active online shoppers than
their public-sector counterparts, suggesting a correlation between occupational
exposure to technology and online buying behavior.

The role of the e-Marketing Mix is particularly prominent in shaping online
consumer attitudes and actions. Adaptations of the traditional 4Ps—Product, Price,
Place, and Promotion—have taken on new meaning in the digital context. E-commerce
platforms that offer product personalization, transparent pricing, rapid delivery, and
engaging promotional content are more likely to attract and retain consumers.
Consumers value competitive pricing, installment payment options, and loyalty
rewards. Digital promotions through influencers and social media play a vital role in
capturing consumer attention, particularly among younger users. Furthermore, trust
in the online platform—built through accurate product descriptions, secure payment
gateways, and responsive customer service—heavily influences whether a consumer
completes or abandons a purchase.

Post-purchase behavior continues to shape long-term brand relationships.
The experience of a consumer after purchase—whether the product meets
expectations, how quickly it is delivered, and how smoothly issues are resolved—
affects satisfaction and brand loyalty. Positive experiences contribute to repeat
purchases and favorable electronic word-of-mouth (eWOM), while dissatisfaction
often results in complaints, returns, or negative reviews. Schiffman and Kanuk’s model,
particularly its emphasis on feedback from the output stage influencing future behavior,
aligns well with these observations. In the Indian context, where digital trust is still
developing, the post-purchase phase becomes critical in either reinforcing or
damaging a consumer’s willingness to engage in future transactions.

6. Implications for stakeholders

6.1. Implications for E-Marketers

The findings of this study hold several actionable implications for e-marketers
navigating India’s evolving digital landscape. To effectively engage online consumers,

15
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marketers must adopt segment-specific strategies that consider variations in age,
income, gender, and occupation. Younger, tech-savvy users respond well to mobile-
first experiences, influencer-driven campaigns, and limited-time offers, while older
consumers value trust, simplicity, and reliability. Therefore, platforms should offer
personalized product recommendations, user-friendly interfaces, and seamless
navigation tailored to different user groups.

In terms of pricing strategy, transparency and affordability remain key
drivers of online purchase decisions. Dynamic pricing, cashback offers, installment
options, and loyalty rewards can appeal to both value-seeking and convenience-
oriented customers. Promotional campaigns should integrate digital storytelling, peer
influence (via testimonials or reviews), and interactive content to strengthen emotional
engagement.

Moreover, marketers must prioritize the post-purchase experience. Ensuring
consistent delivery performance, accurate product descriptions, and responsive
customer service can significantly reduce buyer friction and improve brand loyalty.
Offering transparent refund, exchange, and cancellation policies, alongside real-time
order tracking and prompt issue resolution, will not only enhance consumer trust but
also differentiate brands in a highly competitive environment.

6.2. Implications for Online Consumers
For consumers, the study emphasizes the importance of becoming informed,

proactive participants in the digital marketplace. As the number of platforms and
products increases, so do the risks associated with fraud, misinformation, and poor
service. Consumers should develop digital literacy by learning how to assess seller
reputations, interpret customer reviews, and verify product authenticity before making
purchases.

To optimize their shopping experience, consumers can utilize comparison
tools, price alerts, and wish-list features to track offers and make cost-effective
decisions. Engaging in secure payment methods and understanding platform-
specific return and refund policies can help mitigate risks related to unreliable
transactions. Subscribing to membership programs or loyalty schemes often offers
exclusive benefits like discounts, early access to sales, and priority customer service.

Additionally, consumers play a pivotal role in shaping the e-commerce
environment through user-generated content. Writing honest reviews, participating
in consumer forums, and reporting fraudulent practices contribute to greater
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transparency and accountability within the digital ecosystem, ultimately benefiting
the broader consumer community.

6.3. Implications for Policymakers
This study also presents significant implications for policymakers tasked with

governing and safeguarding the rapidly expanding e-commerce sector in India. As
digital commerce becomes a major economic force, robust regulatory frameworks
are needed to ensure that consumer rights are upheld and fair-trade practices are
enforced. Specific areas requiring attention include standardized return/refund
protocols, enforcement of warranty obligations, and quick, accessible dispute
resolution mechanisms.

Promoting digital literacy programs should be a top priority, especially for
older adults, rural populations, and low-income groups who may lack the digital skills
or confidence to participate safely in e-commerce. These programs should focus on
platform navigation, fraud prevention, data privacy, and online transaction safety.

In addition, policymakers should encourage platform accountability by
mandating transparency in product listings, seller identities, and customer service
policies. Collaboration between industry stakeholders and regulatory bodies can
help create ethical standards and best practices for online commerce, contributing
to long-term consumer trust and sustainable market growth.

7. Future Research Directions
This study provides a conceptual foundation for understanding online shopping

behavior in India using Schiffman and Kanuk’s model. Future research should
empirically test this framework through surveys or behavioral data to validate the
relationships between socio-economic factors, the e-Marketing Mix, and consumer
attitudes.

Data-driven approaches such as machine learning and sentiment analysis
can offer real-time insights into consumer patterns, while integrating emerging themes
like sustainability, ethical consumerism, and mobile commerce can enhance the
model’s relevance. Additionally, exploring psychological triggers of impulse buying—
especially via social media and influencer marketing—can deepen understanding of
digital consumer dynamics.

17
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Finally, qualitative studies capturing consumer experiences and post-purchase
behavior can provide richer insights into trust, loyalty, and satisfaction in online
shopping, contributing to both academic and practical advancements.
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