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Abstract
There has been a huge expansion in internet business over the previous years and to which degree consumers use it. 
During the previous year, when the Covid-19 pandemic has assaulted among us, food utilization has additionally 
turned into a reality. Supermarkets have had the freedom to foster their web based business and proposition their 
clients an opportunity to buy items whenever appropriate. 

As the market is advancing, the idea of shopper conduct and motivation purchasing conduct has become more 
applicable and invigorating in research. In any case, little examination has been finished with respect to how 
supermarkets impact consumers' motivation purchasing conduct when shopping for staple goods online. 

The motivation behind this examination, according to a business viewpoint, is to research how staple organizations 
impact consumers' motivation purchasing conduct online and to recognize in case there are any contributing 
elements to affecting this conduct. The point is to foster a more significant information inside this point because of 
the absence of past research without really thinking purchasing conduct when shopping for staple goods online. 

The finish of this postulation shows that motivation buys increment the extra deals to the store and that there are 
clear techniques for how the supermarkets do to impact the drive purchasing conduct in the actual store. In any case, 
the review showed that supermarkets don't effectively attempt to impact consumers' drive purchasing conduct when 
shopping for staple goods online as they don't have the capacity to carry out them. This is on the grounds that the 
administrative centers control their web based business.
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Introduction:
In India, an expanding overall area of interest in creation planned for their fundamental exchange prerequisites. 
Shopping for ladies is associated by durable wish, assessment of delight with excitement. Prior the buying force of 
ladies was restricted to shopping for food, yet because of expanded work, discretionary cashflow and development 
in internet business area ladies today have a significant say in dynamic. The contemporary Indian ladies is taught, 
tech ability, sharp with a cognizant client. With the accessibility and plenitude of online buy, modest web and more 
computerized shopping channels, items and administrations ladies are ruined with the decision. As per Kacen& Lee 
Xu, 2002 " rash business execution is a surprising strong indulgently complex buy execution inside which the speed 
of the longing purchase decision method anticipate accommodating deliberately considered all together and 
alternative option."As there are no investigations focussed on ladies' advanced shopping conduct. The primary 
spotlight on this review is to contemplate online rash purchasing according to the viewpoint of ladies consumers.

Literature Review
1] According to Chan, Cheung and Lee (2017) there are four kinds of motivation purchasing designs: Pure 
motivation, Reminder drive, Suggestion motivation, and Planned motivation. Unadulterated motivation purchasing 
happens when a buyer makes a startling buy that breaks the standard example. Update motivation purchasing is the 
second example that happens when a client gets cautioned that the item is low in stock or reviews a promotion and 
recollects a past feeling to purchase. Idea motivation purchasing is the third example which is the point at which a 
shopper first sees an item and afterward communicates a requirement for it. Arranged motivation purchasing 
happens when a buyer for instance has a pre-arranged shopping list however simultaneously an aim to make 
different buys than needed on the rundown, in view of for instance markdown (Chan, Cheung and Lee, 2017).
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2] Aruna and Santhi (2015) have done a later report where they state motivation purchasing as an individual 
attribute for yourself. Individuals who go to purchase more in motivation will in general be more friendly and 
worried about status and picture, and thusly in all probability have acted with a motivation and purchased something 
that looks great according to others' viewpoints rather than from their own. One more inclination of motivation 
purchasers expressed by Aruna and Santhi (2015) is that they will in general feel more uneasiness, which 
undoubtedly will prompt them having a tough time opposing certain desires and sentiments that lead to drive buys. 
Aruna what's more, Santhi (2015) clarifies the third propensity of drive purchasers which is that they use 
overconsumption to feel more bliss and to work on their disposition.

3] Wells, Parboteeah and Valachich (2011)uncover investigations of actual attributes that 
can impact clients to make more imprudent buys online. The "Natural" attributes portray the significance of a top 
notch site and how engaging a site is for the purchaser to make an incautious buy, models of such prompts can be 
site enjoyableness, safeness, the experience of safety, and visual appearance. As indicated by Chan, Cheung and Lee 
(2017) consumers with a high level of rashness get more affected by a site with top caliber and get less impacted by 
a site with inferior quality. Hence, the nature of sites is an fundamental factor for rash consumers (Wells, Parboteeah 
and Valachich, 2011).

4] HAAPALA, J., & WHITE, P. (2015). in there research article. “Why do some behaviours change more easily 
than others?, state that Water-area advancement is unavoidably founded on changes in individuals' conduct. We 
examine why a few kinds of homegrown water-use practices change more effectively than others. Our contextual 
investigation is a water supply and disinfection mediation in far off and country Nepal. We tracked down that 
aggregate chances, level of individual opportunity, and individual motivations impacted the simplicity of the 
advanced conduct changes. The improved individual chances, motivations, and aggregate resilience empowered 
conduct changes that were viewed as advantageous by individuals themselves, while the current social customs for 
our situation study setting regularly limited those changes. Regularly, the individual organization and the aggregate 
practices went up against each other. We propose that this examination can give a plan to foreseeing potential 
freedoms and difficulties in regards to conduct changes in field tasks, and for improving joint activity of individual 
and aggregate capacities at neighborhood levels in the advancement mediation setting.

5] Geyskens, I., Gielens, K., & Wuyts, S. (2015). in there research article. “United We Stand: The Impact of 
Buying Groups on Retailer Productivity”. highlights the different businesses, from grocery retailing to medical care, 
retailers join purchasing gatherings to accomplish better terms with providers. The creators track the purchasing 
bunch participation of Europe's biggest grocery retailers over a 15-year time frame and assess why some purchasing 
bunches are superior to others in expanding retailer execution and why various individuals having a place with a 
similar gathering don't generally benefit similarly from their enrollment. All things considered, purchasing bunches 
for sure create scale benefits for their individuals: bunch scale expands bunch individuals' efficiency and deals and 
diminishes their expense of merchandise sold. All things considered, greater isn't in every case better. Retailers 
advantage less from purchasing bunch scale when the gathering is more heterogeneous as far as part size and when it 
broadens its degree across an excessive number of business sectors. Besides, the more modest a part is inside the 
gathering and the more it covers with individual individuals, the less it benefits.

6] Wu, C., & Chiu, H. (2016). in there research article. “PRICE DISCRIMINATION THROUGH GROUP 
BUYING”. highlights the  paper contends that when consumers are heterogeneous in bunch purchasing costs, a 
monopolist vender might rehearse value segregation through inciting certain consumers to take part in bunch 
purchasing. As opposed to the standard model, the ideal amount/quality level for low valuation consumers without 
bunch purchasing is additionally twisted descending, while the levels for different consumers are socially ideal. 
Inciting bunch purchasing is more ideal when the extent of high valuation consumers is higher, or the valuation 
differential is bigger. We likewise talk about two augmentations: one taking into consideration consumers' exchange 
conduct and the other one taking into account more potential gathering purchasing consumers.
7] Brooks, C., &Katsaris, A. (2005)in there research article. "A Three-Regime Model of Speculative Behavior: 
Modeling the Evolution of the S&P 500 Composite Index". express the examine whether a three-framework model 
that considers lethargic, perilous and falling speculative lead can explain the components of the S&P 500. We 
extend existing models of hypothetical lead by including a third framework that allows an air pocket to create at a 
steady rate, and propose weird volume as a pointer of the conceivable period of air pocket breakdown. We also 
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examine the financial accommodation of the three-framework model by considering a trading rule formed using 
allowances from it, whose use prompts higher Sharpe extents and end of period bounty than from using existing 
models or a buy and-hold system 

8] Kuha, J., and Jackson, J. (2014) in there research article. "The thing count strategy for touchy study questions: 
Modeling criminal conduct". features the thing count strategy is a method of asking delicate overview inquiries 
which secures the namelessness of the respondents by randomization before the meeting. It tends to be utilized to 
assess the likelihood of touchy conduct and to show how it relies upon logical factors. We examine thing count 
study information on the illicit conduct of purchasing taken products. The investigation of a thing count question is 
best defined as an occasion of displaying fragmented all out information. We propose a proficient execution of the 
assessment which likewise gives express change appraisals to the boundaries. We then, at that point, recommend 
details for the model for the control things, which is an assistant however unavoidable piece of the examination of 
thing count information. These contemplations and the consequences of our examination of criminal conduct feature 
the way that cautious plan of the inquiries is pivotal for the accomplishment of the thing count strategy. 

9] Sara L. Wimberley and Jessica L. McClean (2012) this article. "Store Savvy: The Everyday Information-Seeking 
Behavior of Grocery Shoppers "takes a gander at the information searching for practices of fundamental food thing 
customers. beginning with a review of the bona fide improvement of corner stores in america, it then incorporates 
information searching for practices of customers in grocery stores with normal every day presence information 
searching for hypotheses. stores and supermarkets have changed definitely after some time, and key methodologies 
progressed to fulfill purchaser needs for information. customers' information recuperation works on, including 
information pursuing, information party, and information acquisition, were used in sharp ways as information 
resources emerged at this point stayed by and large unaltered as time goes on. 

10] Vilasini Jadhav and Monica Khanna K. J. (2016) "Variables Influencing Online Buying Behavior of College 
Students: A Qualitative Analysis". Web based retailing in India has shown colossal advancement in the new years. 
Anyway when contrasted with different nations driving in web based retailing, India is at this point in its underlying 
phase of improvement. The reason for this assessment was to investigate the factors affecting the internet purchasing 
conduct of the undergrads. Comfort testing technique was utilized to choose the example of 25 understudies and 
subjective substance investigation was utilized for taking apart the literary substance of the profundity talk with data. 
The essential affecting elements for internet shopping were distinguished as openness, low value, headways, 
relationship, comfort, client support, seen usability, disposition, time cognizance, trust and assortment chasing. 

11] Jadhav, Vilasini,Khanna, Monica (2017) "A Demographic Study of Online Buying Behavior among College 
Students in Mumbai, India". In setting to online retail market where customization is the key, information on 
socioeconomics accepts an imperative part to the internet based retail advertisers to plan client driven showcasing 
techniques. Henceforth, the major motivation behind this exploration study was to observationally inspect the 
impact of the segment attributes of understudies on their mentality towards internet buying conduct, in Mumbai. Ten 
segment qualities are remembered for this assessment to be specific: sexual orientation, schooling, age-pack, 
neighborhood, month to month family pay, self-month to month costs, responsibility for, having a web association, 
responsibility for card, and responsibility for card. Accommodation assessing is utilized to direct the survey in two 
school grounds in Mumbai which brings about last 381 complete polls from understudies. Autonomous examples t-
test and single direction ANOVA were utilized to test speculations. Discoveries in like manner uncovered that the 
segment variable responsibility for card has an enormous distinction towards web based shopping.

Research Gap
The conclusion that can be stated through the problem discussion written above is that there is a lack of research on 
how grocery stores are influencing their consumers' impulse buying behavior when shopping for groceries online. 
Therefore, there is an identified research gap in this research area. What will be investigated and clarified is which 
strategies grocery stores use to stimulate this impulsive buying behavior.
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Objectives of the Study:
1. To study the various platforms using for social media and e-marketing.
2. To study the impact of social media platforms on consumers buying behaviour.
3. To study the impulsive buying behaviour .
4. To study the impact of  impulsive buying behaviour on social media marketing.

H1: Social Media Marketing has the positive impacts the incautious purchasing of the Consumer.
Ho: Social Media Marketing has no the positive impacts the incautious purchasing of the Consumer.

Research Methodology
Type of research 
The type of research is a mix of descriptive and exploratory. The research is descriptive as it describes the data and 
characteristics of the study undertaken. The present research is also exploratory as it evaluates the relationships as 
assumed in framing hypotheses. The research is qualitative in nature.
Sample Design
The population is on Social Media Marketing to evaluate impulsive buying for online consumer, residents of
respondents from Mumbai.  The sampling unit is individual users of online shopping sites for purchase of grocery. 
The sample size selected for the study is 100 (approx.) respondents from Navi Mumbai.   

Data Collection
Primary data
Data Collection method is primary as new data will be collected specifically for this research. Primary data will be 
collected through structure and Semi – structure questioner with google form. 
Secondary data
Secondary data from public source Confederation of Indian Industry (CII), Communications Access Method 
Identification (CAMI).
Methods &Techniques.
The testing strategy is non-likelihood/advantageous inspecting to investigate customers' view of Online Shopping in 
Navi Mumbai. A web-based survey will likewise be utilized to gather the necessary information in the most 
conceivable productive way.

Tools for data Analysis
Factors analysis for Multi Regression.

Limitations
1. The area of study is restricted to Navi Mumbai.
2. The sample size is limit to 100.
3. The research will study the Significant of Social Media Marketing to evaluate impulsive buying for online 

Consumer and not the dealers or other online shopping items.
4. Some people may have fill incomplete information in questionnaire without interest which may leads to 

analysis of inaccurate data. 

Discussion of the Findings: 
Kaiser-Meyer-Olkin: To quantify inspecting ampleness and the Bartlett's trial of Sphericity have been utilized. The 
KMO esteem is .74 (˂ 0.70), which is acceptable and shows the presence of adequate between connections in the 
informational collection and suitability of factor investigation. This implies that the factors are profoundly 
associated. The Bartlett trial of Sphericity is huge at p = .000, which shows that relationship grid isn't a character 
lattice, just factors with eigen esteem more prominent than 1 have been held. Additionally, Cronbach's alpha:
Cronbach's alpha worth was observed to be profoundly dependable (α = .77). Since, the estimation of this review is 
satisfactory according to dependability. 

On the other hand: The consequences of the relapse clarified the change R2=.361(36%), p<.01, while β = .56, 
p<.001. Then again, According to Anova's, the F critical worth is huge (under 0.05). Thus, in view of the outcomes, 
H1 is acknowledged. It shows that Social Media Marketing impacts the incautious purchasing of the Consumer. This 
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discovering upholds past research about impact the incautious purchasing of the Consumer, like Uzonna, (2013); 
Zameer, (2014); and Omotayo, (2014) and so on in the Social Media Marketing. The components of drive 
purchasing, giving uncommon consideration to the marvel in the online channel. 

This assessment endeavors to extend to a predominant cognizance of the current employment opportunity of drive 
buying. By and large, drive buying has influenced buyer direct. In any case, the improvement of the web and casual 
associations may actuate changes in close to home direct norms towards more masterminded and sensible purchase 
measures. Tolerating this request as an early phase, this investigation overviews the particular expounding on drive 
buying, considering the wonder in the online channel and endeavors to uncover the parts or characteristics of this 
medium that can uphold and incapacitate this lead. Moreover, contemplating the emerging effect of online media on 
client direct, the effect of relational associations absent a lot of thinking ahead buying has been examined. 

As demonstrated by the disclosures, practically 30% of separated buyers, and 25% of online purchasers, see 
themselves as rash buyers. While differentiating the two channels, it should observe that drive buying is directed by 
the resources' capacity to make a startling response, and it has a strong liberal part, which prompts a decision less 
any extra considering. Thusly, the real store is yet transcendent to the extent unmistakable instigation, which can 
trigger the excited and unmindful response that prompts the buying inspiration to a more important degree than the 
online channel. 

The multiple regression showed that consoling factors are more convincing for online drive buying than the 
weakening components. The straightforwardness of portion, the more important combination and the presence of 
tweaked ideas can be vital resources for help tactless buying through this channel. Regardless, the results concerning 
the security that the web offers are somewhat dumbfounding: shortfall of human contact can uphold drive buying, 
while anonymity can handle it. Finally, factors that were professed to disrupt online drive buying were revealed as 
the inverse: transportation and rebate costs, and conceded fulfillment, can be certain help this lead. Despite the 
exploratory thought of this assessment, and the alarm with which our results ought to be managed, these revelations 
may offer huge repercussions for retail heads working in both the on the web and the separated channels.

Thus, It is developing with regards to configuration rehearses that focus on business objectives over the government 
assistance of clients and that stunt clients into doing things that may not be to their greatest advantage. The ebb and
flow research explores internet business rehearses that are accidentally manipulative, best case scenario, and, to say 
the least, deliberatively misleading and untrustworthy. This work falls among, and on the side of, basic examination 
that takes a solid situation for moral plan rehearses. Taking a shopper advocate viewpoint, this work additionally 
adds to the developing collection of "groundbreaking customer research" that means to focus on buyer prosperity. 
Determined to advance more capable plan decisions, Study 1 recognizes the most dangerous sites and their drive 
configuration highlights, regardless of whether benevolent, sick intentioned, or the consequence of configuration 
"vulnerable sides". This work calls for internet business firms to unequivocally think about the prosperity of 
shoppers and to give more noteworthy straightforwardness around configuration includes that might energize 
incautious customer decisions.
Notwithstanding, as of now, enterprise have minimal motivation to debilitate hasty buyer choices . Simultaneously, 
shoppers report that they might want to diminish their drive purchasing and possible can't "bear" to trust that 
partnerships will change their plan rehearses. Further, some plan includes that support motivation purchasing are 
likewise necessary to the client experience. For instance, while low stock admonitions may unexpectedly urge rash 
buys, they can likewise assist purchasers with trying not to pass up items they need. These conceivably risky 
elements to enable purchasers even against in any case supportive highlights. It goes further to expressly connect 
with clients/shoppers to get what kinds of apparatuses they want to assist them with checking drive purchasing on 
the web. It focus on clients'/shoppers' longings for poise while limiting their weaknesses to existing plans.
Highlights that bring down the apparent dangers of shopping on the web were available on each site examined, 
basically as limits. Shoppers are bound to imprudently buy things that they see as "great arrangements". It observed 
that internet based drive purchasers perceive this weakness and might want devices that make costs more striking. 
While applications, for example, Mint and Cinch assist clients with following their undeniable level financials, for 
online motivation purchasers, devices that give running aggregates across sites and programmed spending plan alerts 
while shopping on the web might end up being more significant. Comparative powerful advancements have been 
investigated to follow and give criticism on eating and exercise practices.
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Conclusion:
At long last, online purchasers of clothing and embellishments consider social relationship as a wellspring of 
motivation that can trigger their purchasing conduct. Precisely true to form, the impact of easygoing affiliations 
missing a great deal of thinking ahead purchasing was certified for those people who consider themselves to be 
careless, both in the isolated and the internet based channels. This outcome affirms the limit of online media to 
affect shopping conduct. Furthermore, this evaluation offers the hidden development for the underwriting of a scale 
that enough estimates the impact of online media missing a great deal of thinking ahead purchasing conduct. It can 
acknowledge a relevant part in persuading drive purchasing conduct. The results of this examination uncover that 
Facebook and Instagram have an uncommon level of attack; also, the people apparent that these easygoing 
organizations had set off some drive purchasing and showed a renowned supposition to utilize them to make buys. 
Twitter is the social relationship with the most insignificant potential to move drive purchasing. This outcome might 
be clarified by the way that Twitter offers less visual help than the other social relationship; regardless of the way 
that Twitter blends photo esteem, it is according to a general point of view a text-based stage. If a purchasing 
motivation is provoked by a generous actuation, the setback of a picture that generally goes with a tweet can address 
a cutoff. Once more, these outcomes offer freedoms for persuading association regarding electronic media by 
arrangement brand affiliations.

Bibliography
Journals
1. Bhatnagar, A & Ghose, S. (2004). Segmenting consumers based on the benefits and risks of Internet shopping. 

Journal of Business Research 57 (12): 1352–1360.
2. Brashear, T., Kashyap, V., Musante, M. &Donthu, N. (2009). A profile of the Internet shopper: evidence from 

six countries. Journal of Marketing Theory and Practice, 17(3), 267-289.
3. Brown, I. (2010). Factors influencing the adoption of the World Wide Web for job seeking in South Africa: 

original research. South African Journal of Information Management, 12 (1)
4. Brown, I; Cajee, Z; Davies, D & Stroebel, S. (2003). Cell phone banking: predictors of adoption in South 

Africa—an exploratory study. International journal of information, 23 (5): 381-394.
5. Chiu, Y. B., Lin, C. P. & Tang, L. L. (2005). Gender differs assessing a model of online purchase intentions in 

e-tail services. International Journal of Service Industry Management, 16(5), 419-435.
6. Delafrooz N., Paim, L.H., Haron, S.A., Sidin, S.M & Ali Khatibi. (2009). Factors affecting students’ attitude 

toward online shopping. African Journal of Business Management Vol. 3 (5): 200-209.
7. Dlodlo, N. (2014). Developing an online shopping value framework for consumers of non-store fashion 

brands. International Business and Economics Research Journal, 13(6),1359-1373.
8. Hung-Joubert, Y., and Van Huyssteen, N., (2016). Searching, browsing and buying exploring the devices 

preferred by South African consumers for online shopping. Journal of contemporary management.
9. Jen-Hung, H., and Yi-Chun, Y. (2010). Gender differences in adolescent’s online shopping motivations. 

African journal of business management, 4(6):849-857.
10. Johnson, K.K.P., Lennon, S.J., Jasper, C., Damhorst, M.L. and Lakner, H.B. (2003). An application of Rogers’ 

innovation model: Use of the internet to purchase apparel, food, and home furnishing products by small 
community consumers, Clothing and Textiles Research Journal, 21(4),185-96.

11. Jusoh, Z.M.D & Ling, G.H. (2012). Factors influencing consumers’ attitude towards e-commerce purchases 
through online shopping. International Journal of Humanities and Social Science, 2(4): 223- 230.

12. Kanchan, U & Kumar, N. (2015). A Study about Impact of Customer Characteristics on Online Purchase 
Behavior in Indian Context. American Journal of Economics and Business Administration, 7 (3): 130.138.

13. Khare, A., Khare, A., & Singh, S. (2012). Attracting shoppers to shop online - challenges and opportunities for 
the Indian retail sector. Journal of Internet Commerce, 11(2), 161-185.

14. Khare A & Rakesh, S. (2011). Antecedents of Online Shopping Behavior in India: An Examination, Journal of 
Internet Commerce, 10(4): 227-244.

15. Mpinganjira, M. (2015a). An Investigation of Perceived Service Quality in Online Shopping: A Hierarchical 
Approach. The Journal of Applied Business Research, 31(1):115- 130.

16. Mpinganjira, M. (2015b). The influence of online store interactivity on customers' shopping experience: an 
empirical investigation. Journal of Contemporary Management, 11 (1): 593 – 612.



International Journal of Early Childhood Special Education (INT-JECSE)
DOI: 10.9756/INT-JECSE/V14I2.669 ISSN: 1308-5581 Vol 14, Issue 02 2022

5929

17. Mordan Pooja (2008): ―Investigation of consumer perception towards internet based E-shopping; 
―Proceedings of the 4thNational Conference on managing customer loyalty, Maharishi Markendshwar 
Universityǁ pp.:28-50

18. Amar Cheema; PurushottamPapatla, “Relative importance of online versus offline information for internet 
purchases: the effect of product category and internet experience”, Journal of Business Research, Jan 2009, 
Vol. 17, Issue 4, pp 32-35.

19. Chih-Chien Wang, Chun-An Chen &Jui-Chin Jiang,” The Impact of Knowledge and Trust on E-Consumers‟ 
Online Shopping Activities: An Empirical Study”, Journal of Computers, Vol. 4, No. 1, Jan 2009 pp.11-18.

20. Ankur Kumar Rastogi(2010): A study of Indian online consumers and their buying behavior, International 
Research Journal Vol 1Issue 10 pp.:80

21. Feng Zhu and Xiaoquan (Michael) Zhang,” Impact of Online Consumer Reviews on Sales: The Moderating 
Role of Product and Consumer Characteristics”, Journal of Marketing Volume: 74 Issue: 2, 2010 pp. 133- 148.

22. Prof. AshihBhatt(2014), Consumers attitude towards online shopping in selected region of Gujarat, Journal of 
Marketing &Management,ISSN-2333-6080,Vol.-02,No.-02

23. Prashant Singh(2014),Consumers buying behavior towards online shopping, ABHINAV-National Journal of 
Research in Commerce  and Management.,ISSN-2277-1166,Vol -III

24. Upasan Kanchan(2015), A study of online purchase behavior of Consumers in India, ICTACT Journal of 
management Studies,ISSN2395, Vol-01,Issue-03

Website
1. Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). Consumer attitudes towards online 

shopping. Internet Research, 25(5), 707–733. doi:10.1108/IntR-05-2014–0146 [Crossref], [Web of Science 
®], [Google Scholar]

2. BTRC. (2018). Internet-subscribers-Bangladesh-April-2018. Retrieved May 30, 2016, 
from http://www.btrc.gov.bd/content/internet-subscribers-bangladesh-april-2018 [Google Scholar]

3. Chang, M. K., Cheung, W., & Lai, V. S. (2005). Literature-derived reference models for the adoption of online 
shopping. Information and Management. doi:10.1016/j.im.2004.02.006 [Crossref], [Web of Science 
®], [Google Scholar]

4. Chen, Y., & Barnes, S. (2007). Initial trust and online buyer behavior. Industrial Management & Data Systems, 
107(1), 21–36. doi:10.1108/02635570710719034 [Crossref], [Web of Science ®], [Google Scholar]

5. Constantinides, E. (2004). Influencing the online consumer’s behavior: The web experience. InternetResearch, 
14(2), 111–126. doi:10.1108/10662240410530835 [Crossref], [Web of Science ®], [Google Scholar]

6. Haque, A., Anwar, N., Yasmin, F., Sarwar, A., Ibrahim, Z., & Momen, A. (2015). Purchase intention of 
foreign products: A study on Bangladeshi consumer perspective. SAGE Open, 5(2). 
doi:10.1177/2158244015592680 [Crossref], [Web of Science ®], [Google Scholar]

7. Hasan, S. M. (2014). Advantages and disadvantages of e-Commerce. Retrieved May 11, 2018, 
from http://www.itseba.com/advantages-and-disadvantages-e-commerce/ [Google Scholar]

8. Hub pages. (2015). Online shopping tips. Retrieved May 11, 2018, from https://hubpages.com/business/online-
shoppingtips [Google Scholar]

9. Huseynov, F., & Yıldırım, S. Ö. (2014). Internet users’ attitudes toward business-to-consumer online shopping: 
A survey. Information Development, 32(3), 452–465. doi:10.1177/0266666914554812 [Crossref], [Web of 
Science ®], [Google Scholar]

10. Internetworldstats.com. (2015). Internet world stats. Retrieved May 18, 2016, 
from https://www.internetworldstats.com/asia.htm [Google Scholar]

11. Islam, T. (2017). A look into e-commerce trends and companies in Bangladesh. Retrieved May 26, 2018, 
from https://e27.co/look-e-commerce-trends-companies-bangladesh–20170522/ [Google Scholar]

12. Jagonews24.com. (2015) . Kaymu releases research on online shopping, (30 July). Retrieved 
from https://www.jagonews24.com/en/business/news/361 [Google Scholar]

13. Jain, A. S. (2016). Top 10 benefits of online shopping that make your life easy. Retrieved May 14, 2017, 
from https://toughnickel.com/frugal-living/Online-shopping-sites-benefits [Google Scholar]

14. Jarvenpaa, S. L., Todd, P. A., Jarvenpaa, S. L., & Todd, P. A. (1997). Consumer reactions to electronic 
shopping on the world wide web, [Google Scholar]

https://www.tandfonline.com/servlet/linkout?suffix=CIT0001&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1108%2FIntR-05-2014%E2%80%930146
https://www.tandfonline.com/servlet/linkout?suffix=CIT0001&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000369699600002
https://www.tandfonline.com/servlet/linkout?suffix=CIT0001&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000369699600002
http://scholar.google.com/scholar_lookup?hl=en&volume=25&publication_year=2015&pages=707-733&issue=5&author=M.+M.+Al-Debei&author=M.+N.+Akroush&author=M.+I.+Ashouri&title=Consumer+attitudes+towards+online+shopping&doi=10.1108%2FIntR-05-2014%E2%80%930146
http://www.btrc.gov.bd/content/internet-subscribers-bangladesh-april-2018
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2018&author=BTRC&title=Internet-subscribers-Bangladesh-April-2018
https://www.tandfonline.com/servlet/linkout?suffix=CIT0004&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1016%2Fj.im.2004.02.006
https://www.tandfonline.com/servlet/linkout?suffix=CIT0004&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000229161800004
https://www.tandfonline.com/servlet/linkout?suffix=CIT0004&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000229161800004
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2005&author=M.+K.+Chang&author=W.+Cheung&author=V.+S.+Lai&title=Literature-derived+reference+models+for+the+adoption+of+online+shopping&doi=10.1016%2Fj.im.2004.02.006
https://www.tandfonline.com/servlet/linkout?suffix=CIT0005&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1108%2F02635570710719034
https://www.tandfonline.com/servlet/linkout?suffix=CIT0005&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000245771000002
http://scholar.google.com/scholar_lookup?hl=en&volume=107&publication_year=2007&pages=21-36&issue=1&author=Y.+Chen&author=S.+Barnes&title=Initial+trust+and+online+buyer+behavior&doi=10.1108%2F02635570710719034
https://www.tandfonline.com/servlet/linkout?suffix=CIT0006&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1108%2F10662240410530835
https://www.tandfonline.com/servlet/linkout?suffix=CIT0006&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000221586500002
http://scholar.google.com/scholar_lookup?hl=en&volume=14&publication_year=2004&pages=111-126&issue=2&author=E.+Constantinides&title=Influencing+the+online+consumer%E2%80%99s+behavior%3A+The+web+experience&doi=10.1108%2F10662240410530835
https://www.tandfonline.com/servlet/linkout?suffix=CIT0015&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1177%2F2158244015592680
https://www.tandfonline.com/servlet/linkout?suffix=CIT0015&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000369476900130
http://scholar.google.com/scholar_lookup?hl=en&volume=5&publication_year=2015&issue=2&author=A.+Haque&author=N.+Anwar&author=F.+Yasmin&author=A.+Sarwar&author=Z.+Ibrahim&author=A.+Momen&title=Purchase+intention+of+foreign+products%3A+A+study+on+Bangladeshi+consumer+perspective&doi=10.1177%2F2158244015592680
http://www.itseba.com/advantages-and-disadvantages-e-commerce/
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2014&author=S.+M.+Hasan&title=e-Commerce
https://hubpages.com/business/online-shoppingtips
https://hubpages.com/business/online-shoppingtips
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2015&author=Hub+pages&title=Online+shopping+tips
https://www.tandfonline.com/servlet/linkout?suffix=CIT0019&dbid=16&doi=10.1080%2F23311975.2018.1514940&key=10.1177%2F0266666914554812
https://www.tandfonline.com/servlet/linkout?suffix=CIT0019&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000375717000020
https://www.tandfonline.com/servlet/linkout?suffix=CIT0019&dbid=128&doi=10.1080%2F23311975.2018.1514940&key=000375717000020
http://scholar.google.com/scholar_lookup?hl=en&volume=32&publication_year=2014&pages=452-465&issue=3&author=F.+Huseynov&author=S.+%C3%96.+Y%C4%B1ld%C4%B1r%C4%B1m&title=Internet+users%E2%80%99+attitudes+toward+business-to-consumer+online+shopping%3A+A+survey&doi=10.1177%2F0266666914554812
https://www.internetworldstats.com/asia.htm
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2015&author=Internetworldstats.com&title=Internet+world+stats
https://e27.co/look-e-commerce-trends-companies-bangladesh-20170522/
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2017&author=T.+Islam&title=A+look+into+e-commerce+trends+and+companies+in+Bangladesh
https://www.jagonews24.com/en/business/news/361
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2015&author=Jagonews24.com.&title=Kaymu+releases+research+on+online+shopping%2C+%2830+July%29
https://toughnickel.com/frugal-living/Online-shopping-sites-benefits
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2016&author=A.+S.+Jain&title=Top+10+benefits+of+online+shopping+that+make+your+life+easy
http://scholar.google.com/scholar_lookup?hl=en&publication_year=1997&author=S.+L.+Jarvenpaa&author=P.+A.+Todd&author=S.+L.+Jarvenpaa&author=P.+A.+Todd&title=Consumer+reactions+to+electronic+shopping+on+the+world+wide+web%2C


International Journal of Early Childhood Special Education (INT-JECSE)
DOI: 10.9756/INT-JECSE/V14I2.669 ISSN: 1308-5581 Vol 14, Issue 02 2022

5930

15. John, S. (2018). E-commerce trends + facts 2018. Retrieved May 14, 2018, from https://endertech.com/blog/e-
commerce-trends-facts [Google Scholar]

16. Johnson, M. D., Gustafsson, A., Andreassen, T. W., Lervik, L., & Cha, J. (2001). The Evolution and future of 
national customer satisfaction index models. Retrieved from http://scholarship.sha.cornell.edu/articles. [Google 
Scholar]

Books
Baroota K.D. (2008). Experimental Design in Behavioural Research. (New Delhi : New Age International (P) 
Limited)
Gupta S.P. (2007). Statistical Methods. (New Delhi : S. Chand and Sons)
Hawkins De., Best Roger J. and Caney Kenneth A. (1996). Consumer Behaviour. (New Delhi : Tata Mc Graw Hill 
Publishing Co. (P) Ltd.)
Kaur Parminder (1996). Human Resource Development for Rural Development. (New Delhi : Anmol Publication, 
Ph.D. Thesis Published)
Kotler Philip (2000). Marketing Management. (New Delhi : Prentice Hall of India (P.) Ltd.)
Saxena Rajan (2002). Marketing Management. (New Delhi : Prentice Hall of India (P) Ltd.)
Schiffman Leion G. and Leslie Lazar Kanuk (1997). Consumer Behaviour. (New Delhi : Prentice Hall of India (P) 
Ltd.)
Sen Gupta Subroto (1999). Brand Positioning. (New Delhi : Tata Mc Graw Hill Publishing Co. (P) Ltd.)
Soloman M. (2003). Consumer Behaviour Buying, Having and Being. (India: Pearson Education Inc.)

https://endertech.com/blog/e-commerce-trends-facts
https://endertech.com/blog/e-commerce-trends-facts
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2018&author=S.+John&title=E-commerce+trends+%2B+facts+2018
http://scholarship.sha.cornell.edu/articles
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2001&author=M.+D.+Johnson&author=A.+Gustafsson&author=T.+W.+Andreassen&author=L.+Lervik&author=J.+Cha&title=The+Evolution+and+future+of+national+customer+satisfaction+index+models
http://scholar.google.com/scholar_lookup?hl=en&publication_year=2001&author=M.+D.+Johnson&author=A.+Gustafsson&author=T.+W.+Andreassen&author=L.+Lervik&author=J.+Cha&title=The+Evolution+and+future+of+national+customer+satisfaction+index+models

