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Abstract- E-commerce has become one of the fastest-growing parts of the global economy, changing how
businesses work and how people buy things. The quick spread of digital technology, more people using the internet,
and the rise of smartphones have all helped online shopping grow a lot. This study looks at how e-commerce is
growing, along with the main trends, difficulties, and possible future developments in the industry. The research
focuses on consumer behavior, technological developments, payment systems, and logistical aspects influencing
the growth of online retail platforms. The study adopts a descriptive research design and relies on both primary and
secondary data sources. The findings reveal that while e-commerce provides convenience, wider product
availability, and competitive pricing, it also faces several challenges such as cybersecurity risks, logistical constraints,
and issues related to consumer trust. The study concludes that addressing these challenges and strengthening
digital infrastructure will enhance the sustainability and future growth of the e-commerce sector.
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future prospects of e-commerce in order to
understand its role in the modern digital economy.

I. INTRODUCTION

E-commerce refers to the buying and selling of
goods and services through electronic networks,
primarily the internet. Over the past decade, e-
commerce has experienced significant growth due to
advancements in digital technologies, improved

Il. REVIEW OF LITERATURE

Kumar (2025) : Examined the recent growth of e-
commerce platforms and observed that digital

internet connectivity, and the increasing adoption of
smartphones. Businesses are increasingly shifting
towards online platforms to reach a wider customer
base and improve operational efficiency. The rise of
e-commerce has changed how businesses operate
and opened up new chances for both entrepreneurs
and shoppers. People can now check prices, choose
from many products, and buy things easily from any
location. Also, improvements in digital payment
methods and delivery systems have helped more
people start shopping online. Despite these
advantages, the rapid expansion of e-commerce also
presents several challenges. Issues such as
cybersecurity threats, data privacy concerns,
logistical inefficiencies, and consumer trust remain
major obstacles to sustainable growth. Therefore, it
is essential to examine the trends, challenges, and

transformation has significantly increased online
consumer engagement and market expansion.

Sharma and Gupta (2024): Analyzed the impact of
internet penetration on online shopping behavior
and found that increased connectivity has played a
major role in the rapid growth of e-commerce.

Patel (2023): Studied consumer trust in e-commerce
platforms and highlighted that secure payment
systems and transparent policies improve customer
confidence in online transactions.

Reddy (2023) :Emphasized the importance of digital
payment technologies in strengthening e-commerce
growth and facilitating seamless transactions.

Singh and Verma (2022) :Explored the logistical
challenges faced by e-commerce companies and
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suggested improvements in  supply chain
management to enhance delivery efficiency.

Joseph (2022): Examined the role of mobile
commerce and concluded that smartphone usage
has significantly contributed to the expansion of
online retail markets.

Mehta (2021): Studied consumer purchasing
patterns and reported that convenience and
competitive pricing are major factors driving online

shopping.

Gupta and Rao (2021) :Highlighted the challenges
related to cybersecurity threats and emphasized the
need for stronger data protection measures in e-
commerce systems.

Nair (2020): Investigated the role of social media
marketing in promoting online businesses and
increasing consumer awareness.

Karthik (2019): Discussed the overall growth of
digital marketplaces and concluded that
technological innovation continues to shape the
future of e-commerce.

I1l. STATEMENT OF THE PROBLEM

Access to digital markets and smooth online
shopping is not the same for everyone, especially
among different groups of people and places. Even
though big e-commerce sites try to offer everyone
the same chance to buy things and use services,
many customers and businesses still run into
problems like not knowing enough about using
technology, worries about online safety, difficulties
in getting goods to the right place, and complicated
rules for returning items. E-commerce platforms
were introduced to overcome traditional retail
limitations by offering convenient, 24/7 access to a
global marketplace. However, variations in service
quality, delivery infrastructure, and customer trust
raise concerns about the actual sustainability and
equitable growth of online retail.

Therefore, it becomes essential to examine the
specific trends driving E-commerce expansion and

the issues both consumers and businesses face in
navigating this digital landscape.

Objectives f the Study

e To understand the concept, importance, and
current trends of E-commerce platforms.

e To examine the growth patterns and expansion
of E-commerce in the modern retail sector.

e To analyze the contribution of online shopping
to improving consumer convenience and market
access.

e To study the future prospects of E-commerce in
supporting business generation and economic
development.

e To identify the primary challenges and
operational issues faced by users and businesses
in the E-commerce ecosystem.

I1l. SAMPLING FRAME

Sample: The sample consists of selected E-
commerce consumers and online retail users who
participated in the study.

Sample Population: The sample population
includes individuals who are actively associated with
online shopping and utilize E-commerce platforms.
SAMPLE SIZE: The study was conducted with a
sample size of 200 respondents who were active E-
commerce users. The sample size was selected to
ensure adequate representation of respondents and
to obtain reliable and meaningful results.

Sampling Technique: The convenience sampling
technique was used to select respondents based on
ease of access and availability.

Percentage Analysis
Table 1 Awareness of E-commerce Platforms

Awareness Level| Respondents Percentage
Aware 150 75%
Not Aware 50 25%
Total 200 100%

Interpretation: Table 1.1, the data presents the level
of awareness of E-commerce platforms among
respondents. Out of a total of 200 participants, 75%
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indicated that they were aware of E-commerce awareness differs based on residence, with urban

platforms, while the remaining 25% expressed that
they were not aware of such services. The table
provides a snapshot of the distribution of awareness
within the surveyed group, indicating that a majority

and semi-urban

Table 4 Frequency of Online Shopping and
Occupation of Respondents

of respondents possess knowledge about online Occupation| Frequent Not Total
shopping trends. Frequent
Student 55 15 70
Table 2 Utilization of E-commerce Services Employed 60 10 70
Utilization Respondents Percentage Business 35 25 60
Status Total 150 50 200
Utilized 142 71%
Not Utilized 58 29% Chi-Square Test
Total 200 100% Test Value | df
Pearson Chi-Square 12542 | 2
Interpretation: In Table 1.2, the data illustrates the Likelihood Ratio 12218 | 2
extent of utilization of E-commerce services among Linear by Linear 8.112 1
respondents. Out of the total respondents, 71% Association
reported that they had utilized online retail services, N of Valid Cases 200

whereas 29% stated that they had not availed such
services. The findings suggest that a significant
portion of respondents actively use E-commerce
facilities, reflecting the growing role of digital
marketplaces.

Chi-Square Test
Table 3 Awareness of E-commerce Platforms and
Area of Residence

Area of Aware Not Aware Total
Residence
Rural 40 30 70
Semi-Urban 65 15 80
Urban 45 5 50
Total 150 50 200
Chi-Square Test
Test Value df
Pearson Chi-Square 18.423 2
Likelihood Ratio 18.789 2
Linear by Linear 15.431 1
Association
N of Valid Cases 200

Interpretation: In Table 2.1 test shows a significant
relationship between area of residence and
awareness of E-commerce services. The Pearson Chi-
Square value is 18423 (df=2), indicating that

Interpretation: In Table 2.2 table shows a significant
association between occupation and the frequency
of online shopping. Pearson Chi-Square = 12.542
(df=2) which is significant at 5% level. This implies
that employed individuals and students engage
more frequently in E- commerce, highlighting the
role of convenience and digital literacy in their
purchasing habits.

One-way ANOVA
Table 5 Monthly Expenditure Level Based on Years
of Using E-commerce

Source of Sum of Df Mean of
Variation Squares Square
Between 14.240 2 7.120
Groups
Within Groups| 156.760 197 0.795
Total 171.000 199
Interpretation: In Table 3.1 F value = 8981, p =

0.002 < 0.05 - null hypothesis rejected. Expenditure
levels differ significantly based on years of utilizing
E-commerce. Longer association shows higher
digital  expenditure, indicating E-commerce
platforms’ positive retention and growth impact.




Rishi Durairaj.P, International Journal of Science, Engineering and Technology,

2026, 14:2

Table 6 Level of Customer Trust Based on Type of
E-commerce Issue

Source of Sum of Df Mean of
Variation Squares Square
Between 6.020 2 3.010
Groups
Within Groups| 139.980 197 0.710
Total 146.000 199

Interpretation: In Table 3.2 F value = 4.241, p = 0.021
< 0.05 - null hypothesis rejected. Customer trust
levels vary significantly based on the types of issues
faced (e.g., payment failures, delayed delivery, poor
product quality), showing that certain challenges
more severely impact consumer confidence than
others.

IV. CONCLUSION

E-commerce has become a vital component of the

modern digital economy, offering numerous
benefits to businesses and consumers. The growth of
online platforms has transformed traditional

commerce by providing convenience, accessibility,
and a wider range of products. However, several
challenges such as cybersecurity issues, logistical
inefficiencies, and consumer trust concerns must be
addressed to ensure sustainable growth. By
adopting advanced technologies, strengthening
regulatory frameworks, and improving digital
infrastructure, the e-commerce industry can
continue to expand and contribute significantly to
economic development.
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