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Abstract:

This study aims to investigate consumer behavior
towards online shopping, which further examines
various factors limiting consumers for online
shopping behavior. The purpose of the research was
to find out the problems that consumers face during
their shopping through online.
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I.  Introduction:

Shopping in India has experienced a
gigantic change in the course of recent years. It is
not any more limited to bazaars, road markets or
shopping centers. Customers today have started to
investigate the web to make their buys. This
industry is quick getting on in India. What is
essential is that this pattern has ended up prevalent
in metro urban areas as well as in little urban areas
as well. Until a couple of years back, most would
either call their nearby craftsman or make a beeline
for the closest furniture advertise. Two years prior,
nobody even used to scan on Google for the words,
'Purchase Furniture Online'. Today the volumes are
rising. Despite the fact that it is route not as much as
shoes or garments, the pattern is evolving. Indeed,
even some basic needs like groceries are being sold
online through different online gateways. Presently,
expanding numbers are going online and inside
items are relied upon to end up one of the biggest
classification in the quickly developing Indian e-
business advertise in India. Customers in both small
towns and metros are choosing to buy furniture and
furnishings online, not only for the discounts but
also for the more extensive decision and after sales

benefit. Customers are not going for a complete
makeover of their homes but making planned
purchases every 3-4 months. Along with the benefits
of online shopping of interior products customers
also have to face some problems like defective
products, hassle in cancelling orders, worrying
about secure payment, quality checks of product and
many others. Therefore, this study provide a clear
picture about the ‘customer’s perceptions on buying
online.

Statement of Problem:

The up-gradation of  technological
development has changing the life style of people.
Changing family structure and life style has
redefined the shopping pattern of customers. Today
they prefer online mode of purchase. Though it has
reached vast majority of people, even now, some of
the customers prefer traditional shopping because of
lack of security, Lack of feel and touch, Wrong
products deliver and so on. This study tries to
identify the customer views and problems faced by
them while using online shopping.

OBJECTIVES:

. To identify the demographics of online
shoppers.

. To identify the Preferred channel for
purchase of furniture by respondents

. To identify the factors considered by
respondents while purchasing furniture’s.

) To analysis the factors limiting consumers

buying furniture’s in online mode.
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Il.  Research Methodology
Research Methodology:
Research Methodology is the process used to collect
data’s or information’s which help in taking
decision for the problem. It is a systematic way to
analyze and solve the problem

Research design:

Descriptive research-Descriptive research is used to
describe the basic features of the data in the study. It
can be used in multiple reasons. It is used to answer
questions of Who, what, when, where and how
associated with a particular research question or
problem.

Population size:

The population size taken for the study is among the
customer in online shopping. Data prepared were
distributed among internet users collected for the
final study.

Sampling size:

Sampling size is collected from internet Users 154.
Sample Technique:

v Non-probability sampling :

Non probability sampling is a sampling technique
where the samples are gathered in a process that
does not gives all the individuals in the population
equal chances of being selected

v Convenient Sampling:

Convenient Sampling is a type of non-probability
sampling that involves the sample being drawn from
that part of the population that is close to hand.

Data collection:

Primary Data

v Primary data is the data collected from the
respondent for the first time. For the purpose of
collection of primary data, a well-structured
questionnaire was framed based on objective
Secondary data

4 The secondary data relating to the study
were collected from books, journals, research
articles, report, newspaper and websites.

Tools of Analysis:

The following are the statistical techniques used
for the study

. Simple Percentage
. Chi square

. T-test

. Anova

Scope of the Study:

This study is an attempt to study the of
factors Limiting Consumers online shopping
Behaviors With Reference to Furniture. For this
study, the scope of the data collection is limited to

the samples of individuals who have shopped
furniture’s in online for individual use from major
cities. E-consumer behavior is analyzed on the basis
perception, experiences and expectation & other
influencing factors. Recommendations were made
on how to improve quality of products & services in
order to serve in the most efficient way. Minimum
qualification graduate with the online shopping at
least once were studied. The scope of this study
factor limiting consumers online  shopping
Behaviors with Reference to Furniture.

Limitations of the Study

. Small size of sample (154)

. Time is limited

. The study is limited only to Tamilnadu.

) Less interest shown by respondents in

filling their opinion

1. FINDING OF THE STUDY
3.1 Percentage analysis
Demographic profile of the respondents

. Majority (55.2%) of the respondent are in
the age group of 21-30yrs.

. Majority (64.3%) of respondents are male.
. Majority (37.7 %) of respondents are
undergraduates

. Most  (39.6%) of respondents are
professional

° Most (31.8%) of respondents family

monthly income ranges between INR31, 000-
INR50, 000.

° Majority (67.5%) of respondents are
Single.
) Most (41.0%)of respondents prefer to

purchase through online shopping.
Preferred Channel to purchase online

. Most frequently purchased product in
online by respondents is electronics.

) Most (43.8%) of the respondents use cash
on delivery mode of payment for online purchase.

. Most (32.1%) of the respondents Preferred
Flipkart.

. Most (32.1%) of the respondents are prefer
Dews.

The factors considered by respondents while
purchasing furniture’s

) Majority (57.1%) of the respondents state
reputation of brand as Important.
) Most (44.6%) of the respondents State

guarantees and warrantees as Very Important.
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. Most (39.3%) of the respondents state price
as Very Important.

o Most (44.6%) of the respondents state
offers and Discounts as Very Important.

o Most (41.1%) of the respondents state
Good Descriptionas Very Important

. Majority (64.3%) of the respondents state
delivery time as Very Important.

. Most (46.4%) of the respondents state
security as Very Important.

. Majority (64.3%) of the respondents state
that good quality as Very Important.

. Majority (50%) of the respondents state
that well-known brand as Very Important.

) Majority (50%) of the respondents state
that material of furniture as Very Important.

) Majority (50%) of the respondents state
that colour of the Furniture as Very Important.

. Most (46.4%) of the respondents state that
easy availability as Very Important.

. Most (42.9%) of the respondents state that
wood type as Important.

. Most (46.4%) of the respondents state that
attractive design as Important.

) Most (50.0%) of the respondents state that
furniture durability as Important.

) Most (42.9%) of the respondents state that
rating of the product as Very Important

) Most (41.1%) of the respondents state that
return policy as Important,

. Most (41.1%) of the respondents are prefer
Assembled Furniture.

The factors limiting
furniture’s in online mode.
. Most (37.0%) of the respondents Strongly
Agree that safety as an concern in buying furniture
online

) Most (35.1%) of the respondents Agree
that return policy asa concern in buying furniture
online.

. Most (18.8%) of the respondentsAgree and
Neutral state that poor delivery as an concern in
buying furniture online

. most  (26.0%) of the respondents
Agreestate that correct merchandise as an concern in
buying furniture online

) , most (21.4%) of the respondents Strongly
Agreestate that price as a concern in buying
furniture online.

consumers  buying

The factors limiting
furniture’s in online mode
. Most (34.4%) of the respondentsStrongly
Agreethat Difficulty in returning productsas a factor
limiting consumers buying furniture’s in online
mode.

. Most (32.5%) of the respondent Agree that
Risk of not getting What | paid as a factor limiting
consumers buying furniture’s in online mode.

. Most (21.4%) of the respondents Agree
that Risk of loss of privacyas a factor limiting
consumers buying furniture’s in online mode.

. Most (21.1%) of the respondents Agree
state Lack of trustworthiness of vendors as a factor
limiting consumers buying furniture’s in online
mode..

) Most (24.7%) of the respondents Agree
that Poor delivery optionsas a factor limiting
consumers buying furniture’s in online mode.

. Most (26.0%) of the respondents Agree
that Logistics Related problemsas a factor limiting
consumers buying furniture’s in online mode.

. Most (26.6%) of the respondents Agree
that Additional charges as a factor limiting
consumers buying furniture’s in online mode.

) Most (24.7%) of the respondents Agree
that not able to Touch products as a factor limiting
consumers buying furniture’s in online mode.

. Most (29.9%) of the respondents strongly
Agree that Not able to see the quality and colour of
product as a factor limiting consumers buying
furniture’s in online mode.

° Most (22.7%) of the respondents strongly
Agree that More expensive than those sold in retail
stores as a factor limiting consumers buying
furniture’s in online mode.

. Most (24.0%) of the respondents Strongly
Agreethat Issues relating to product quality as a
factor limiting consumers buying furniture’s in
online mode..

) Most (23.4%) of the respondents Agree
that | have undergone bad experience as a factor
limiting consumers buying furniture’s in online
mode.

. Most (23.4%) of the respondents Strongly
Agree that Shopping online is riskyas a factor
limiting consumers buying furniture’s in online
mode.

consumers  buying

3.2Chi square
There is no significant relationship between age and
preferred channel to purchase furniture.
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There is no significant relationship between
qualification and payment method most often when
buying products online.

There is significant relationship between ages and
do you shop online most often when buying
products.

3.3 ANOVA

. There is a significant difference in the level
of importance for the factor(Difficulty in returning
product)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for the factors(Risk of not getting
what | paid for).limiting consumer buying
furniture’s in online based on educational
qualification.

. There is a significant difference in the level
of importance for thefactors(Risk of loss of
privacy)limiting consumer buying furniture’s in
online based on educational qualification

. There is a significant difference in the level
of importance for thefactors (Poor delivery
options)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for the factors(Logistics related
problems)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for thefactors(Additional
charges)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for the factors(Not able to touch
products)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for the factors(Not able to see the
Quality and colour of product)limiting consumer
buying furniture’s in online based on educational
qualification.

. There is a significant difference in the level
of importance for the factors(lssues relating to
product)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for thefactors(l have undergone bad
experience)limiting consumer buying furniture’s in
online based on educational qualification.

. There is a significant difference in the level
of importance for the factors(Shopping online is
risky) limiting consumer buying furniture’s in
online based on educational qualification.

3.4 T-Test

. There is no significant difference in the
level of importance for the factor (Good quality)
considered while purchasing furniture’s based on
Gender.

. There is no significant difference in the
level of importance for thefactors (Well-known
brand) considered while purchasing furniture’s
based on Gender.

. There is a significant difference in the level
of importance for thefactors (Material of furniture)
consider while purchasing furniture’s based on
Gender.

) There is no significant difference in the
level of importance for the factors(Colour of the
furniture) consider while purchasing furniture’s
based on Gender

. There is a significant difference in the level
of  importance  for the factors (Easy
Availability)consider while purchasing furniture’s
based on Gender

. There is no significant difference in the
level of importance for the factors (Wood Type)
consider while purchasing furniture’s based on
Gender.

. There is no significant difference in the
level of importance for the factors(Attractive
Design) consider while purchasing furniture’s based
on Gender

) There is no significant difference in the
level of importance for the factors (Furniture
Durability) consider while purchasing furniture’s
based on Gender.

. There is no significant difference in the
level of importance for the factors(Rating of the
product) consider while purchasing furniture’s based
on Gender

) There is no significant difference in the
level of importance for the factors(Return Policy)
consider while purchasing furniture’s based on
Gender

IV.  SUGGESTIONS
v All the E-commerce sites should increase
the range of products display and varieties to attract
more customers to buy products in online.
v There is need for online shopping portals to
bring in changes in their approach for the furniture
unlike standard products which are easily accepted
by the customer.
v The online shopping portals can think
about making the furniture customized considering
the customer requirement
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In purchasing decision, social media plays
the role of getting customer review before they buy
a furniture in online.

V.  CONCLUSION

The study aimed to determine the problems
faced by consumers during online furniture
purchase. The result showed that most of the
respondents have positive and negative experience
while shopping online there were many problems
and issues that consumer face while using e-
commerce sites. The most of the consumers buy
from online sites they fear of bank transaction and
no trust, traditional shopping is more convenient
than online shopping, reputations and services
provided, insecurity and insufficient product
information and lack of trust.
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