2
O |
\‘; ISIEM ;!/ International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129

W | Volume: 04 Issue: 06 | June — 2025 DOI: 10.55041/1SJEM04315
1#’ An International Scholarly | | Multidisciplinary | | Open Access | | Indexing in all major Database & Metadata

A Comparative Study of Online and Offline Buying Behaviour

Authors: Muskan Kingrani

Abstract

In today’s rapidly evolving digital landscape, consumer purchasing behavior is undergoing a
signi8icant transformation. This study explores the comparative dynamics between online and
of8line shopping preferences, aiming to identify the underlying factors that in8luence consumer
decisions in both environments. Through a structured survey and detailed analysis, the research
examines the role of variables such as convenience, pricing, product quality, technological
familiarity, risk perception, and demographic factors like age and education.

The 8indings reveal that while online shopping is widely embraced for its ease, broad product
variety, and time-saving nature, of8line shopping retains its appeal due to tangibility, instant
ownership, and trust associated with physical inspection. Notably, younger, tech- savvy consumers
lean more towards e-commerce platforms, whereas older consumers remain hesitant, often
in8luenced by limited digital exposure and a preference for traditional buying experiences.

The study highlights a growing trend toward hybrid or omnichannel shopping behaviors, where
consumers blend digital convenience with physical assurance. It concludes that a consumer’s
choice of channel is largely situation-dependent, shaped by personal preferences, previous
experiences, and the nature of the product being purchased. This research contributes to a deeper
understanding of modern buying behavior and offers valuable insights for retailers aiming to
enhance customer engagement across both digital and physical platforms.

Introduction

The way people shop has changed dramatically over the past two decades, driven by rapid
advancements in technology, increased internet access, and the rise of e-commerce platforms.
Today’s consumers are no longer limited to physical retail outlets; instead, they have the freedom
to choose between online stores and traditional brick-and-mortar shops based on their preferences,
needs, and lifestyles. This shift in consumer behavior has raised important questions for marketers,
retailers, and researchers alike: What drives individuals to choose one shopping method over
another? How do demographic, psychological, and situational factors in8luence this decision-
making process?

Online shopping has grown exponentially, offering bene8its such as convenience, broader product
selection, time savings, and often better pricing. With just a few clicks, consumers can compare
brands, read reviews, and have products delivered to their doorstep. On the other hand, of8line
shopping offers the advantage of physical interaction—allowing customers to touch, test, and
immediately acquire products. It also provides a level of personal trust and satisfaction that many
still value, especially for high-involvement purchases.

This research paper aims to delve into the contrasting features of online and of8line buying behavior
by analyzing what motivates consumers to choose either channel. It explores not only the practical
factors such as pricing, product quality, and accessibility but also emotional and cognitive aspects
like risk perception, brand trust, and user experience.

Moreover, the study seeks to understand how age, education, income level, and prior online
experience in8luence shopping choices.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page 1


http://www.isjem.com/

7 e X
O |
\‘; 1s7EM Y International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129

W | Volume: 04 Issue: 06 | June — 2025 DOI: 10.55041/1SJEM04315
1#’ An International Scholarly | | Multidisciplinary | | Open Access | | Indexing in all major Database & Metadata

As consumer behavior becomes increasingly hybrid in nature—with many individuals moving
8luidly between online and of8line modes—it is crucial for businesses to understand these patterns
to better tailor their strategies. By comparing these two buying environments, this study
contributes to a more comprehensive understanding of modern consumer behavior and provides
actionable insights for companies operating in both digital and physical retail spaces

Literature Review

The evolution of consumer buying behavior in the digital era has prompted extensive research into
the factors that in8luence online and of8line shopping preferences. Scholars have long examined the
psychological, demographic, and technological aspects that guide purchasing decisions across
different retail environments.

Li and Zhang (2002) provided one of the early comprehensive frameworks for understanding
consumer attitudes toward online shopping. Their 8indings indicated that factors such as individual
characteristics, product attributes, service quality, and website usability play a signi8icant role in
shaping consumer preferences. These elements were found to impact not only the intention to
purchase but also the likelihood of repeat buying.

Chaing and Dholakia (2014) explored how website accessibility, product type, and pricing
in8luence the decision to shop online or of8line. Their research revealed that consumers are more
likely to engage in online purchases when platforms are easy to navigate and offer competitive
pricing. Conversely, poor digital experiences often push users back to physical retail stores.

Another important perspective was offered by lyer and Eastman (2014), who investigated the role
of age and technological exposure. Their study highlighted that older consumers are generally more
skeptical of online shopping due to a lack of familiarity with technology.

However, those among the senior population who are digitally literate showed similar preferences
to younger consumers, especially when they perceived value and convenience.

Brand loyalty and product familiarity were examined by Danaher et al. (2003) in the context of
grocery shopping. Their 8indings showed that well-known brands with high market presence were
more likely to be purchased online, whereas lesser-known brands struggled to gain consumer trust
in the digital space.

Tabatabaei (2009) conducted a survey-based study to explore consumer motivations for online
shopping. The results revealed that while convenience and variety were major attractions, concerns
related to security, product authenticity, and post-sale service remained key barriers, particularly
among 8irst-time users.

In the Indian context, Selvakumar (2014) focused on consumer perception of online product
offerings. He found that factors like ease of navigation, return policies, and digital payment
security greatly in8luenced the willingness to shop online, especially among college-aged users.

Further insight was added by Hausman and Siekpe (2009), who looked into the impact of website
design and interactivity. Their study found that visual appeal, ease of use, and interactive features
directly affect consumer satisfaction and purchase intent in online settings. Complementary to this,
Devaraj et al. (2006) emphasized the importance of responsiveness and personalization in e-
commerce, pointing out that these features signi8icantly in8luence customer loyalty and channel
preference.

Across these studies, a recurring theme is the importance of convenience—a factor that repeatedly
appears as a primary driver of online shopping. However, trust, tactile experience, and immediacy
remain dominant reasons why many consumers still prefer of8line shopping, especially for speci8ic
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product categories.
In conclusion, the existing literature suggests that while online shopping offers several advantages
such as accessibility, competitive pricing, and variety, of8line shopping continues to hold value due
to trust, personal interaction, and instant grati8ication. This literature review underscores the need
for retailers to adopt an omnichannel strategy that bridges the gap between digital convenience and
physical assurance.

Research Objectives

The objective of this study is to gain a deeper understanding of how and why consumers choose
between online and of8line shopping channels. As the retail landscape becomes increasingly
digitized, it is essential to identify the key drivers behind customer preferences and behaviors
across these platforms. This study aims to examine not only functional factors like convenience and
pricing but also psychological, demographic, and experiential in8luences.

Speci8ically, the research seeks to achieve the following objectives:

1. To explore the differences in consumer behavior across online and of8line
shopping platforms, focusing on demographics such as age, income level, education, and
technological familiarity.

2. To identify the key factors that in8luence a consumer’s choice of shopping mode,
including but not limited to product pricing, quality perceptions, ease of access, trust in the brand
or platform, and previous purchase experiences.

3. To examine the motivations behind exclusive channel preferences, analyzing why
some consumers prefer shopping solely online or exclusively through traditional stores.

4. To understand the role of consumer quali8ications and digital awareness in
shaping shopping habits, particularly in the context of India’s growing internet penetration.

5. To provide insights that can guide retailers and marketers in developing more
customer-centric strategies by aligning their offerings with consumer expectations across both
digital and physical formats.

Through these objectives, the study aspires to offer a balanced perspective on the evolving buying
behaviors of consumers and to support businesses in making informed decisions about their retail
strategies in a hybrid market environment

Research Methodology

To effectively analyze consumer preferences and behavioral differences between online and of8line
shopping, a structured and comparative research approach was adopted. This section outlines the
research design, data collection methods, sampling techniques, and tools used for analysis.

1. Research Design

The study follows a descriptive and comparative research design, aimed at exploring existing
consumer patterns and drawing distinctions between online and of8line buying behavior. A
quantitative approach was used to gather measurable insights from a de8ined population, which
allowed for a systematic comparison of preferences, motivations, and concerns across both
platforms.

2. Data Collection Method

Primary data was collected through a structured questionnaire distributed among respondents via
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both online and of8line modes. The questionnaire included multiple-choice questions, Likert scale
items, and a few open-ended queries to capture a wide range of consumer opinions. The questions
focused on aspects such as frequency of purchase, convenience, pricing, product satisfaction,
delivery experience, and overall trust.

In addition, secondary data was reviewed from relevant journals, online articles, previous research
studies, and marketing reports to support and frame the primary 8indings.

3. Sampling Method and Size

The study used a non-probability convenience sampling technique, targeting individuals who
were easily accessible and willing to participate. The sample primarily included students,
working professionals, and homemakers from different age groups and educational backgrounds.

A total of 100 respondents participated in the survey, providing a reasonably diverse set of insights,
although the 8indings are not intended to be generalized across the entire population due to the
limited sample size.

4. Data Analysis Tools

The collected data was organized and analyzed using basic statistical tools, including percentages,
bar graphs, and pie charts. These tools were used to identify trends, measure preferences, and
compare behavioral traits between online and of8line shoppers.

Where applicable, cross-tabulations and frequency distributions were also employed to examine
relationships between variables such as age group and channel preference, or income level and
frequency of purchase.

5. Limitations of the Study

. The study was based on self-reported data, which may carry biases related to
perception or recent experiences.

. The sample size was relatively small and geographically limited, primarily
focused on urban consumers.

. Only selected variables were studied; other psychological or socio-cultural
factors might also in8luence buying behavior but were outside the scope of this research.

This methodology provided a structured framework for assessing how different consumers engage
with shopping platforms and what factors in8luence their decisions, offering practical insights for
retailers, marketers, and researchers.
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Research Analysis

The research sought to understand consumer behavior in the context of online versus of8line
shopping preferences. The analysis is based on responses collected from 52 individuals across
different age groups, educational backgrounds, occupations, and income levels. The data provides
insight into consumer demographics and their corresponding shopping habits, helping to interpret
behavioral trends in the digital and physical retail spaces.

1. Gender Distribution

Among the respondents, 59.6% were male and 40.4% were female, indicating a slightly higher
engagement from male consumers in both online and of8line shopping. This gender gap may be
re8lective of differing levels of digital adoption or shopping priorities between men and women .

2. Age Demographics

A signi8icant 82.7% of the respondents fell within the 18-30 age group, showing a strong
preference for online shopping among younger consumers. This trend can be attributed to increased
technological familiarity, digital literacy, and comfort with mobile and internet- based platforms.
Older age groups (40-50 years: 7.7%, 30-40 years: 5.8%, and above 50: 3.8%) showed less
inclination toward online shopping, often due to lower comfort with technology .

3. Educational Background

Most respondents were graduates (40.4%) or postgraduates (34.6%), highlighting that a higher
level of education correlates with an increased likelihood of engaging in online shopping. Only
11.5% were intermediate level and 13.5% were professionals, suggesting that education may
in8luence awareness and trust in digital commerce .

4. Occupation and Income Insights

Service professionals (40.4%) and students (38.5%) made up the majority of the sample, indicating
that those with stable internet access or academic exposure are more comfortable shopping online.
Individuals in business (9.6%) and professional roles (7.7%) also contributed, while housewives
formed the smallest group (3.8%). This pattern highlights a trend of digital adoption largely
centered among working-class and youth segments .

Income-wise, a notable 34.6% of the shopping population were students, suggesting that despite not
having a steady income, their digital 8luency drives online purchases. The second-largest group
(28.8%) earned between X15,000-%30,000, followed by those earning

%30,000-340,000 (17.3%). The remaining fell into the <%15,000 and >%40,000 brackets. This
shows that moderate-income individuals are highly engaged in online shopping due to perceived
cost bene8its and ease of access .

5. Shopping Site Preferences

Amazon emerged as the most preferred e-commerce platform, credited for its brand trust,
reliability, and superior service. Flipkart and Snapdeal followed, while niche platforms like Jabong
and Craftsvilla had comparatively lower engagement. Consumers prioritized trust, delivery
timelines, and return policies in choosing platforms .

6. Product Preferences

Clothing, electronics, and daily-use items were among the most frequently purchased goods online.
Respondents cited convenience, discounts, and the ability to compare as main drivers. In contrast,
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for high-involvement products like furniture or luxury goods, of8line shopping was favored for the
ability to physically inspect items.

7. Key Behavioral Observations

. Online shoppers value convenience, time ef8iciency, and variety.
. Of8line shoppers prioritize authenticity, tactile experience, and trust.
. Many respondents mentioned price sensitivity and the inability to bargain online

as drawbacks of digital shopping.

. Risk perception remained higher in online channels due to concerns about
product mismatch and security.

This analysis paints a detailed picture of how various demographic factors in8luence shopping
choices. It con8irms that digital platforms are most favored by younger, educated, and tech-savvy
consumers, while traditional stores still appeal to older age groups and those who value personal
interaction or are wary of online risks.

Findings

The study explored consumer behavior across online and of8line retail environments, analyzing
responses from 52 individuals of varied age groups, educational backgrounds, and professions. The
8indings re8lect both the evolving consumer mindset and the factors in8luencing purchase decisions
in the digital age.

1. Younger Consumers Prefer Online Shopping

A large portion of the respondents belonged to the 18-30 age group, indicating that younger
individuals are more inclined toward online shopping. This can be attributed to their greater comfort
with technology, higher exposure to mobile apps, and the convenience of browsing products from
anywhere.

2. Education Plays a Key Role in Digital Adoption

The majority of respondents were either graduates or postgraduates. These groups showed a higher
level of engagement with online platforms, suggesting that educated consumers are more likely to
understand and trust digital shopping processes, including navigation, payments, and return
policies.

3. Income In8luences Shopping Channels

Respondents with mid-level incomes (X15,000-340,000) reported high engagement in online
shopping. They perceived online platforms as more economical, offering better discounts and
saving time compared to of8line retail. Students, despite having limited or no income, also actively
shopped online, relying on affordability and offers.

4. Convenience Is the Driving Force Online

Most participants identi8ied convenience, time-saving, and product variety as the main reasons for
preferring online shopping. The ability to compare prices, access reviews, and receive home
delivery were seen as signi8icant advantages over traditional shopping methods.
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5. Trust and Tangibility Still Favor Of8line Shopping

While online shopping is growing, many consumers—especially those in older age brackets
—still prefer visiting physical stores. Reasons include the ability to touch and inspect products
before purchase, instant ownership, and a sense of security with face-to-face transactions.

6. Amazon Leads Among Online Retailers

Amazon emerged as the most trusted and frequently used online platform. Participants cited factors
such as better delivery timelines, consistent product quality, and reliable return policies as key
reasons for their loyalty.

7. Price Sensitivity Remains a Common Concern

Though online prices are often lower, many respondents expressed concerns about hidden delivery
charges, inconsistent product quality, and a lack of negotiation options—bene8its still available in
of8line shopping environments.

8. The Omnichannel Shift Is Underway

A notable number of consumers use both online and of8line channels depending on the product
type. Essentials and fashion items were usually purchased online, while electronics, appliances, and
high-value goods were often bought of8line for the assurance of quality and post-sale support.

These 8indings highlight that shopping behavior is no longer strictly digital or traditional. Instead,
consumers are increasingly blending both channels, making choices based on context, convenience,
and trust. Retailers who understand and respond to these nuances stand to build stronger, more
sustainable customer relationships.

Conclusion and Recommendations

The landscape of consumer purchasing behavior has signi8icantly evolved with the emergence
of online retail platforms. This study set out to understand how consumers perceive and interact
with online and of8line shopping channels, and what in8luences their choices in a dynamic retail
environment.

The 8indings suggest that online shopping is widely preferred by younger, tech-savvy, and well-
educated consumers who value convenience, accessibility, and variety. Platforms like Amazon and
Flipkart have successfully captured this market by offering competitive pricing, reliable service,
and user-friendly interfaces.

However, of8line shopping continues to hold strong appeal, especially among consumers who
value physical inspection of products, personal interaction, immediate ownership, and the ability to
negotiate. Trust, product tangibility, and personalized service remain major reasons why traditional
retail hasn’t been entirely replaced.

Interestingly, the study also highlighted the growing popularity of a hybrid or omnichannel
approach, where consumers shift 8luidly between online and of8line modes based on product type,
urgency, price sensitivity, and shopping experience.

In conclusion, there is no one-size-8its-all channel. Each shopping medium has its strengths, and
consumer preference is in8luenced by a combination of demographic, psychological, and situational
factors.
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Recommendations
Based on the research 8indings, the following recommendations are proposed for retailers and
marketers:

1. Adopt an Omnichannel Strategy

Retailers should integrate their online and of8line operations to create a seamless customer
experience. Offering options like “buy online, pick up in store” (BOPIS) or 8lexible return policies
across platforms can enhance convenience and satisfaction.

2. Focus on Trust-Building Measures

For online platforms, building trust is crucial. Ensuring accurate product descriptions, clear
return/refund policies, and customer support can help reduce perceived risks and improve
customer con8idence.

3. Target Marketing Based on Demographics

Businesses should tailor their marketing strategies based on age groups, income levels, and tech
usage patterns. For instance, digital ads and in8luencer promotions may work well for younger
audiences, while of8line promotions and in-store experiences might resonate better with older
consumers.

4. Enhance Of8line Experiences

Physical stores should focus on experiential retailing—offering personalized assistance,
interactive product demos, and loyalty programs to retain footfall and compete with the
convenience of online platforms.

5. Leverage Technology for Personalization

E-commerce platforms should utilize data analytics to provide personalized recommendations,
promotions, and real-time support to improve user engagement and drive repeat purchases.

6. Improve Delivery and Return Processes

Fast, affordable, and reliable delivery, along with hassle-free returns, can address one of the main
pain points in online shopping and encourage wider adoption, even among skeptical or 8irst-time
users.

By acknowledging the unique strengths and challenges of both shopping formats, retailers can craft
strategies that not only meet consumer expectations but also foster long-term loyalty in an
increasingly hybrid shopping world.
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