A International Conference on Science, Engineering International Journal of Science,

! & Management Trends Engineering and Technology

Analysis On Factors Influencing Online

Purchase Decisions

J.Siddharth, M.Kripalakshmi
Department of Business Administration, Sri Krishna Adithya College of Arts and Science (Affiliated to
Bharathiar University), Coimbatore, Tamil Nadu, India

Abstract- The rapid expansion of internet accessibility and smartphone usage has significantly transformed
consumer purchasing patterns worldwide. Online shopping platforms have emerged as dominant retail
channels due to their convenience, competitive pricing, wider product variety, digital payment integration,
and doorstep delivery services. However, online purchase decisions are influenced by a combination of
psychological, technological, economic, and social factors. This study aims to analyze the key determinants
that influence consumer decision-making in online shopping environments. Primary data was collected
through a structured questionnaire distributed to 150 respondents from different demographic
backgrounds. Secondary data was gathered from peer-reviewed journals, e-commerce industry reports, and
scholarly publications from 2021-2025. Statistical tools such as percentage analysis, mean score analysis,
and correlation analysis were used to interpret the data. The study identified trust and security, product
reviews and ratings, price perception, website usability, brand reputation, and social media influence as the
most significant factors affecting purchase decisions. The findings reveal that trust-building mechanisms
and authentic customer feedback strongly impact buying intentions. Furthermore, digital marketing
strategies and personalized recommendations significantly enhance customer engagement and impulse
purchases. The study concludes that e-commerce businesses must focus on enhancing digital trust,
improving user experience, and adopting advanced analytics to sustain competitive advantage. This
research contributes to understanding contemporary online consumer behavior and provides strategic

insights for marketers and digital retailers.
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I. INTRODUCTION

The digital revolution has fundamentally transformed traditional retail systems into technology-driven
marketplaces. The integration of internet services, mobile applications, and digital payment platforms
has facilitated seamless online transactions. Consumers increasingly prefer online shopping due to
convenience, time efficiency, competitive pricing, and access to extensive product categories.

In emerging economies like India, rapid digitalization and affordable internet services have accelerated
e-commerce growth. The COVID-19 pandemic further strengthened online purchasing habits by
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encouraging contactless transactions. As a result, understanding the factors influencing online purchase
decisions has become crucial for businesses aiming to sustain market competitiveness.

Background of Consumer Behavior

Consumer behavior refers to the study of how individuals select, purchase, use, and dispose of goods
and services to satisfy their needs. In an online environment, purchase decisions are shaped by both
internal and external factors:

Internal factors:
e Motivation

e Perception

e Attitude

e Personality

External factors:

e Price

e Social influence

e Brand image

e Reviews and ratings

e Website experience

Unlike traditional retail stores, online platforms rely heavily on digital interfaces, making website
usability and security important determinants of purchase decisions.

Research Gap

While prior studies have examined online shopping behavior, limited research integrates technological
features (such as Al recommendations and payment security) with psychological and social influences
in the post-pandemic digital economy. This study attempts to provide a comprehensive analysis of
multiple influencing variables.

Objectives of the Study

1. To identify major factors influencing online purchase decisions.

2. To evaluate the impact of trust and online security on consumer confidence.
3. To analyze the role of product reviews and social media marketing.

4. To assess the influence of price perception and promotional strategies.

5. To provide strategic recommendations for e-commerce businesses.

Il. MATERIALS AND EQUIPMENTS

Research Materials and Tools

e Thisresearch is empirical and does not involve laboratory equipment. The following tools were used:

e Structured Questionnaire (Google Forms)

e MS Excel 2021 for data tabulation

e SPSS Version 26 for statistical analysis

e Academic databases (Google Scholar, ResearchGate, Scopus-indexed journals) ¢ Industry reports
(2021-2025)

I1l. EXPERIMENTAL DATA
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Research Design
The study adopted a descriptive research design to analyze consumer behavior patterns.

Sample Size and Sampling Technique

Sample Size: 150 respondents

Sampling Method: Convenience sampling

Respondents were selected from students, working professionals, and business individuals who
frequently use online shopping platforms.

Data Collection Method
Primary Data: Online questionnaire consisting of 25 structured questions.
Secondary Data: Scholarly journals, industry publications, and digital marketing reports.

Hypotheses

H1: Trust and security positively influence online purchase decisions.
H2: Product reviews significantly affect purchase intention.

H3: Price perception strongly impacts consumer buying behavior.

H4: Social media marketing has a positive influence on impulse buying.

IV. RESULTS AND DISCUSSIONS

Demographic Profile

60% respondents aged 18-30

30% aged 31-45

10% above 45

55% female, 45% male

80% prefer mobile apps over desktop websites

Young consumers dominate online shopping, indicating digital familiarity plays a major role.

Factor Analysis

e Trust and Security

82% respondents consider secure payment gateways essential. Fear of fraud, data misuse, and fake
products negatively impact purchase intention.

e Product Reviews and Ratings
88% check reviews before purchasing. Positive reviews increase perceived product quality and reliability.

e Price and Discounts
75% compare prices across multiple platforms. Flash sales, coupons, and cashback offers significantly
increase purchase probability.

o Website Usability
Fast loading speed, easy navigation, and secure checkout processes enhance customer satisfaction and
reduce cart abandonment.

e Social Media Influence
65% respondents admitted being influenced by influencer promotions and social media advertisements.
Instagram reels and YouTube reviews create strong brand awareness.
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Table 1: Percentage Influence of Key Factors

Factor Influence (%)
Reviews & Ratings 88
Trust & Security 82
Price & Discounts 75
Website Usability 70
Social Media Influence 65

Correlation Analysis

Correlation results indicate a strong positive relationship between trust and purchase decision (r = 0.72).
Reviews show moderate positive correlation (r = 0.68). Price perception shows moderate influence (r =
0.60).

This confirms that psychological assurance and social proof are more influential than pricing alone.

Discussion

The results align with modern consumer behavior theories emphasizing digital trust and social
validation. Customers rely heavily on peer reviews before making purchase decisions. Additionally,
personalized ads and influencer marketing create emotional engagement, encouraging impulse
purchases.

E-commerce companies must prioritize transparency, secure transactions, and customer feedback
systems to enhance conversion rates.

V. FUTURE PERSPECTIVE

The future of online purchase decisions will be shaped by:

o Artificial Intelligence-based recommendation systems

e Augmented Reality (virtual product trials)

e Voice commerce via smart assistants

e Blockchain-enabled secure payments

e Hyper-personalized marketing

Companies integrating predictive analytics will better anticipate consumer preferences and reduce
churn rates.

VI. CONCLUSION

This study analyzed the multidimensional factors influencing online purchase decisions. The findings
indicate that trust and product reviews are the strongest determinants of consumer behavior, followed
by pricing strategies and website usability. Social media marketing and influencer endorsements
increasingly shape purchasing attitudes, especially among younger consumers.

The study highlights that e-commerce platforms must invest in secure payment systems, transparent
policies, responsive customer service, and user-friendly interfaces to build long-term customer
relationships. Competitive pricing strategies combined with genuine customer feedback mechanisms
significantly enhance purchase intention.

In conclusion, understanding online consumer decision-making is essential for sustainable digital
business growth. As technological advancements continue to reshape the retail landscape, companies
must adopt innovative, data-driven strategies to meet evolving consumer expectations.
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