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ABSTRACT
E-commerce has emerged as an important component of 2
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systems, online marketplaces, and home-delivery services has e- Commerce

made online shopping increasingly accessible to consumers across
urban and semi-urban areas. This study examines the impact of e- i | trans

commerce on consumer buying behaviour in India, with %ustalnablllty
particular emphasis on factors such as convenience, price, product \ansumer be avior /
variety, discounts, customer reviews, payment options, delivery services, and perceived security. The study also
considers how digital platforms influence consumer preferences, purchase frequency, brand selection, and
impulse buying behaviour. E-commerce provides consumers with greater choice, easy price comparison,
personalized recommendations, and access to products beyond their geographical locations. However,
concerns related to product quality, privacy, cybersecurity, payment security, delivery delays, misleading
reviews, and return policies can influence consumer confidence and purchasing decisions. The study concludes
that e-commerce has significantly changed traditional consumer behaviour by making purchasing more
convenient, information-driven, and digitally oriented. Continued improvements in consumer protection,
secure digital payments, data privacy, delivery infrastructure, and service quality are essential for
strengthening consumer trust and promoting sustainable growth of e-commerce in India.
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INTRODUCTION

E-commerce has become an important part of India's rapidly changing retail and business
environment. The expansion of internet connectivity, smartphones, digital payment systems, online
marketplaces, and delivery networks has significantly changed the way consumers search for information,
evaluate alternatives, purchase products, and interact with sellers. Consumers can now access a wide range
of products and services from their homes, compare prices and features, read customer reviews, and
complete transactions through digital platforms. The growth of e-commerce has provided consumers with
greater convenience and flexibility. Online shopping allows consumers to purchase products at any time
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and from almost any location, reducing the need to visit physical stores. Product variety, competitive
prices, discounts, personalized recommendations, easy payment options, and home delivery have further
increased the attractiveness of online shopping. These factors have contributed to changes in consumer
expectations and purchasing habits.

Consumer buying behaviour refers to the processes through which individuals identify their needs,
search for information, evaluate available alternatives, make purchasing decisions, and assess their
satisfaction after purchase. In the traditional retail environment, consumers often depended on physical
stores, salespersons, advertisements, and personal recommendations. E commerce has expanded these
sources of information by introducing product ratings, online reviews, comparison tools, social media
content, influencer recommendations, and personalized digital advertising. As a result, purchasing
decisions are increasingly influenced by online information and digital interactions. The Indian e-
commerce market has also encouraged changes in consumer preferences across different product
categories, including clothing, electronics, groceries, beauty products, household goods, travel services, and
entertainment. The availability of regional-language content, digital payment facilities, cash-on-delivery
options, and improved delivery services has helped online shopping reach a wider consumer base. At the
same time, differences in digital literacy, internet accessibility, income levels, and trust in online
transactions continue to influence the extent to which consumers participate in e-commerce.

Despite its advantages, e-commerce also creates certain concerns for consumers. Issues related to
product quality, inaccurate product descriptions, delayed deliveries, complicated return procedures, fake
or misleading reviews, data privacy, cybersecurity, and payment security can affect consumer confidence.
Consumers may also experience impulse buying because of personalized advertisements, limited-time
offers, discounts, and algorithm-driven recommendations. Understanding these positive and negative
influences is important for evaluating the overall impact of e-commerce on consumer behaviour. The
increasing use of digital technologies has therefore created a significant shift from conventional purchasing
practices toward more information-driven and digitally influenced consumption. Businesses are
increasingly required to understand consumer expectations, provide reliable product information,
maintain service quality, protect customer data, and develop effective digital marketing strategies.

AIMS AND OBJECTIVES
Aim

The main aim of this study is to examine the impact of e-commerce on consumer buying behaviour
in India and to understand how online shopping platforms, digital technologies, payment systems, product
information, and service quality influence consumers' purchasing decisions and preferences.

Objectives

1. To examine the growth and development of e-commerce in India and its influence on the retail sector.

2. To study the changing patterns of consumer buying behaviour due to the increasing use of online
shopping platforms.

3. To identify the major factors influencing consumers' decisions to purchase products and services
online.

4. To examine the influence of convenience, price, discounts, product variety, and availability on online
purchasing decisions.

5. To analyse the role of customer reviews, ratings, recommendations, and online product information in
consumer decision-making.
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6. To study the influence of digital payment facilities and delivery services on consumers' willingness to
purchase online.

7. To examine the relationship between consumer trust, privacy, security, and online purchasing
behaviour.

REVIEW OF LITERATURE

The growth of e-commerce has attracted considerable attention from researchers because of its
increasing influence on consumer behaviour and the transformation of traditional retail practices. Existing
literature indicates that online shopping has changed the way consumers search for information, compare
products, evaluate alternatives, make purchasing decisions, and assess satisfaction after purchase. Sinha
and Bhatia examined the changing nature of consumer behaviour in the digital marketplace and observed
that convenience, accessibility, product variety, and competitive pricing are important factors influencing
consumers' preference for online shopping. Their research suggested that consumers increasingly value
the ability to compare different products and make purchasing decisions without geographical or time
constraints. Jain and Kulhar studied the factors influencing online purchase intentions among Indian
consumers. Their findings indicated that perceived usefulness, ease of use, website quality, price
attractiveness, and convenience significantly affect consumers' willingness to purchase through e-
commerce platforms. The study also emphasized the importance of a simple and user-friendly online
shopping experience.

Sharma and Mittal examined the role of trust in online purchasing behaviour. Their research found
that consumer trust is strongly influenced by payment security, privacy protection, product authenticity,
transparent information, and reliable return policies. Lack of trust was identified as an important factor
preventing some consumers from making online purchases. Kumar and Dange investigated the influence of
online reviews and electronic word-of-mouth on consumer decision-making. Their findings indicated that
ratings, reviews, recommendations, and experiences shared by other consumers can substantially influence
perceptions of product quality and purchase intentions. Consumers often use online reviews to reduce
uncertainty before purchasing unfamiliar products. Bhatnagar and Ghose focused on the relationship
between convenience and online shopping behaviour. Their research suggested that time-saving, home
delivery, easy product comparison, and 24-hour accessibility encourage consumers to shift from traditional
stores to online platforms. Convenience was particularly important for consumers seeking efficient
purchasing experiences.

Ahuja and Singh examined the influence of price and promotional strategies on online consumer
behaviour. Their study indicated that discounts, promotional offers, cashback, free delivery, and limited-
time sales can influence consumers' purchase intentions and increase purchase frequency. However,
excessive promotional strategies may also encourage unplanned or impulse purchases. Chawla and Joshi
studied digital payment adoption among Indian consumers and found that secure and convenient payment
systems contribute to the growth of online shopping. The availability of multiple payment options,
including digital wallets, cards, internet banking, and other electronic payment methods, can improve the
overall consumer experience. Gupta and McClelland examined consumer satisfaction in online retailing and
emphasized the importance of product quality, accurate product descriptions, delivery performance,
customer service, and return and refund procedures. Their findings suggest that satisfaction depends not
only on the purchasing process but also on the quality of the post-purchase experience.
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RESEARCH METHODOLOGY

The present study adopts a descriptive and analytical research methodology to examine the impact
of e-commerce on consumer buying behaviour in India. The study focuses on understanding the changing
purchasing patterns of consumers and the major factors influencing their decisions to purchase products
and services through online platforms. The research considers factors such as convenience, price,
discounts, product variety, customer reviews, website experience, digital payment facilities, delivery
services, trust, privacy, security, and customer satisfaction. The study is primarily based on secondary data
collected from academic books, research journals, government publications, industry reports, institutional
studies, published surveys, statistical reports, and reliable online sources. Relevant literature concerning e-
commerce development, online consumer behaviour, digital payments, electronic retailing, digital
marketing, and consumer decision-making is reviewed and analysed. Available statistical information is
used to understand trends in internet usage, online shopping, digital transactions, and the expansion of e-
commerce in India.

The geographical scope of the study covers India as a whole and considers consumers using e-
commerce platforms across different demographic and socio-economic groups. The study examines how
factors such as age, education, income, occupation, digital literacy, and internet accessibility may influence
online purchasing behaviour. It also considers consumer experiences relating to product quality, delivery,
returns, refunds, payment security, privacy, and after-sales services. The collected information is analysed
using descriptive and analytical techniques. Quantitative information, wherever available, is interpreted
through percentages, comparisons, tables, and statistical descriptions. Qualitative information from
previous studies and published reports is analysed thematically to identify common patterns in consumer
preferences, purchasing intentions, trust, satisfaction, and online decision-making.

The methodology also examines both the positive and negative effects of e-commerce. The positive
aspects include convenience, wider product choice, competitive prices, easy comparison, time savings,
personalized recommendations, and access to products beyond geographical boundaries. The negative
aspects include privacy concerns, cybersecurity risks, misleading reviews, product-quality issues, delivery
problems, return difficulties, and impulse purchasing. The reliability of the study is strengthened by using
information from recognized academic, government, institutional, and industry sources and by comparing
information from multiple sources wherever possible. Since the study is primarily based on secondary
information, its findings depend on the availability, accuracy, and relevance of published data. Changes in
technology, consumer preferences, digital payment systems, and e-commerce practices may also influence
the continuing relevance of certain findings.

STATEMENT OF THE PROBLEM

The rapid growth of e-commerce has significantly transformed the retail environment in India and
has changed the way consumers search for information, compare products, evaluate alternatives, and make
purchasing decisions. The increasing availability of smartphones, internet connectivity, digital payment
systems, online marketplaces, and home-delivery services has made online shopping more accessible and
convenient. However, the growing dependence on digital purchasing also creates new concerns and
challenges for consumers. Consumer buying behaviour is influenced by several factors in the online
environment, including price, discounts, convenience, product variety, customer reviews, ratings, website
quality, payment facilities, delivery services, and return policies. Digital advertising, personalized
recommendations, social media promotions, and limited-period offers may further influence consumer
preferences and encourage frequent or unplanned purchases. As a result, traditional patterns of consumer

Available online at www.lbp.world



IMPACT OF E-COMMERCE ON CONSUMER BUYING BEHAVIOUR IN INDIA VOLUME - 16 | ISSUE - 2 | AUGUST- 2026

decision-making are increasingly being replaced or supplemented by digitally influenced purchasing
behaviour.

Despite the advantages of e-commerce, consumers may face problems relating to product quality,
inaccurate product descriptions, delayed delivery, complicated return and refund procedures, counterfeit
products, misleading reviews, data privacy, and cybersecurity. Lack of trust and concerns about online
payment security may also discourage consumers from purchasing through digital platforms. These issues
can affect consumer satisfaction and influence their willingness to continue using e-commerce services. The
problem is further complicated by differences in age, income, education, occupation, digital literacy, and
access to technology. Consumers from different demographic and socio-economic backgrounds may have
different levels of awareness, trust, purchasing frequency, and preferences toward online shopping.
Therefore, understanding these variations is important for assessing the broader impact of e-commerce on
consumer behaviour in India. The central problem of the study is to understand how the rapid expansion of
e-commerce is influencing consumer buying behaviour in India and which factors determine consumers'
online purchasing decisions, trust, satisfaction, preferences, and purchase patterns. The study therefore
examines both the positive and negative influences of e-commerce and seeks to identify measures that can
improve consumer confidence, protection, satisfaction, and overall online shopping experience.

NEED OF THE STUDY

The rapid expansion of e-commerce has brought significant changes in the Indian retail
environment and has transformed the way consumers search for information, compare products, make
purchasing decisions, and evaluate their shopping experiences. The increasing use of smartphones, internet
services, digital payment systems, and online marketplaces has made e-commerce an important part of
everyday consumer behaviour. Therefore, there is a need to understand the factors responsible for this
changing pattern of consumption. The study is needed to examine the major factors that influence
consumers' decisions to purchase products and services online. Convenience, competitive prices, discounts,
product variety, customer reviews, ratings, delivery facilities, payment options, and personalized
recommendations can strongly influence purchasing intentions. Understanding the relative importance of
these factors can help explain why consumers choose online shopping over traditional retail.

There is also a need to examine the role of consumer trust and security in e-commerce. Concerns
about online payment security, privacy, counterfeit products, inaccurate product information, misleading
reviews, delivery problems, and return and refund procedures can affect consumer confidence. Studying
these issues is important for improving consumer protection and strengthening trust in digital
marketplaces. The study is also necessary because e-commerce may influence consumer behaviour beyond
planned purchases. Personalized advertising, flash sales, promotional offers, recommendations, and social
media marketing can encourage impulse buying and increase purchase frequency. Understanding these
influences can provide useful insights into changing consumption patterns in India.

Furthermore, consumer behaviour differs across demographic and socio-economic groups. Age,
income, education, occupation, digital literacy, and access to technology can influence consumers'
awareness, preferences, purchasing frequency, and willingness to use online platforms. Examining these
differences can help businesses develop more effective and consumer-oriented digital strategies. The study
is important for e-commerce businesses because understanding consumer expectations can help improve
website design, product information, delivery services, payment facilities, customer support, and return
policies. It is equally useful for policymakers and consumer protection agencies in developing appropriate
measures for secure, transparent, and responsible digital commerce.
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FURTHER SUGGESTIONS FOR RESEARCH

The present study on the impact of e-commerce on consumer buying behaviour in India provides
scope for several areas of further research. As e-commerce platforms, digital technologies, and consumer
preferences continue to evolve, future studies can examine emerging patterns of online consumption and
their long-term effects on Indian consumers. Future research may focus on regional and rural-urban
differences in consumer buying behaviour. A comparative study of metropolitan cities, small towns, and
rural areas can provide a deeper understanding of differences in internet accessibility, digital literacy,
purchasing preferences, payment methods, and trust in online platforms. Further studies can also examine
the influence of e-commerce on consumers belonging to different age groups, income categories,
educational backgrounds, and occupational groups.

There is also considerable scope for studying the impact of social media, influencer marketing,
artificial intelligence, and personalized recommendations on consumer purchase decisions. Future
researchers can investigate how targeted advertisements, algorithm-based product suggestions, online
reviews, ratings, and social media content influence consumer attitudes and impulse buying behaviour.
Another important area for research is consumer trust, privacy, and cybersecurity. Studies can examine
how data protection, payment security, fake reviews, counterfeit products, and misuse of personal
information affect consumers' willingness to purchase products online. Research may also assess the
effectiveness of existing consumer protection mechanisms and grievance-redressal systems in the e-
commerce sector.

Future studies can further investigate the role of digital payment systems, quick-commerce
services, mobile shopping, and new delivery models in changing consumer expectations. Comparative
research between traditional retail and e-commerce can help identify differences in consumer satisfaction,
loyalty, price sensitivity, and brand preferences. Longitudinal studies would also be useful to understand
how consumer buying behaviour changes over time with technological developments and changing
economic conditions. Researchers may additionally explore the environmental impact of online shopping,
including packaging waste, transportation, product returns, and sustainable consumption.

SCOPE AND LIMITATIONS
Scope of the Study

The present study focuses on the impact of e-commerce on consumer buying behaviour in India. It
examines the changing patterns of consumer purchasing resulting from the rapid expansion of online
shopping platforms, internet connectivity, smartphones, digital payment systems, and home-delivery
services. The study covers major factors influencing online purchase decisions, including convenience,
price, discounts, product variety, availability, customer reviews and ratings, payment facilities, delivery
services, return policies, and promotional activities. The study also considers the influence of digital
marketing, social media, personalized recommendations, and online advertising on consumer preferences
and purchasing decisions. It attempts to understand changes in purchase frequency, brand preferences,
customer loyalty, consumer satisfaction, and impulse buying behaviour. The study further considers
differences in consumer behaviour across demographic and socio-economic groups such as age, gender,
income, education, occupation, and urban-rural background. The geographical scope of the study covers
India as a whole, with emphasis on the broader trends and developments in the Indian e-commerce
market. The study is useful for understanding consumer expectations and the opportunities and challenges
faced by businesses operating in the digital marketplace. It may also provide useful insights for
policymakers and consumer organizations concerned with consumer protection, digital security, and fair
online business practices.
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Limitations of the Study

The study has certain limitations. First, consumer buying behaviour is continuously changing due to
technological developments, changing market conditions, new business models, and evolving consumer
preferences. Therefore, the findings may not remain applicable to all future situations. Second, differences
in internet accessibility, digital literacy, income, geographical location, and availability of digital payment
facilities may result in considerable variations in consumer behaviour across different parts of India.
Consequently, general observations may not fully represent the experiences of every consumer group.
Third, the study primarily relies on available secondary information and published sources. The reliability
and comprehensiveness of the findings therefore depend on the quality, accuracy, and availability of
existing data. Differences in methodologies used by various studies and organizations may also affect
comparisons.

FINDINGS

The study on the impact of e-commerce on consumer buying behaviour in India reveals that e-
commerce has significantly transformed traditional purchasing patterns. Consumers increasingly use
online platforms for searching, comparing, evaluating, and purchasing products and services. The major
findings of the study are as follows.

1. Increasing preference for online shopping: E-commerce has encouraged consumers to shift from
traditional retail purchasing towards online shopping because of convenience, accessibility, and the
availability of products from different sellers.

2. Convenience as a major factor: Consumers prefer e-commerce because they can shop from home at
any time without travelling to physical stores. Home delivery and easy access to product information
further increase the attractiveness of online shopping.

3. Price and discounts influence purchasing decisions: Competitive prices, promotional offers,
discounts, cashback, and seasonal sales significantly influence consumers' purchase decisions and
encourage them to compare prices across different platforms.

4. Product variety affects consumer choice: Online platforms provide consumers with a wider range of
products, brands, sizes, designs, and price categories. This greater variety increases consumer choice
and reduces dependence on locally available products.

5. Reviews and ratings influence consumer behaviour: Customer reviews, ratings, photographs, and
product feedback have become important sources of information. Consumers often consider the
experiences of other buyers before making purchasing decisions.

6. Digital payments have supported online purchases: The growth of digital payment facilities has
made online transactions faster and more convenient. Multiple payment options have contributed to
greater consumer participation in e-commerce.

7. E-commerce influences impulse buying: Personalized recommendations, limited-time offers,
notifications, advertisements, and attractive discounts can encourage consumers to purchase products
that they had not originally planned to buy.

8. Consumer trust remains important: Trust in online sellers, payment security, product authenticity,
privacy protection, and transparent return policies strongly affects consumers' willingness to purchase
online.

9. Consumer satisfaction depends on service quality: Product quality, accurate product descriptions,
timely delivery, packaging, customer support, and effective return and refund services have a
significant influence on overall consumer satisfaction.
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10. Demographic differences affect online buying behaviour: Age, income, education, occupation,
digital literacy, and urban-rural differences contribute to variations in consumers' adoption and use of
e-commerce platforms.

DISCUSSION

The findings of the study indicate that e-commerce has brought substantial changes in consumer
buying behaviour in India. The growth of internet access, smartphones, digital payments, online
marketplaces, and home-delivery services has made the process of purchasing goods and services
increasingly digital. Consumers are no longer dependent solely on physical stores and can access a wide
range of products from different sellers and locations. One of the most significant changes is the growing
importance of convenience in consumer decision-making. Online shopping enables consumers to purchase
products at any time and from any location, reducing the time and effort associated with traditional
shopping. This convenience is particularly important for consumers who value flexible shopping options
and home delivery. The findings also demonstrate the importance of price comparison and promotional
strategies. Consumers can easily compare prices, discounts, offers, and product specifications across
different platforms. As a result, consumers have become more price-conscious and increasingly seek value
for money. Promotional campaigns, cashback offers, discount sales, and personalized recommendations
can further influence purchasing decisions and sometimes encourage unplanned purchases.

Another important development is the increasing role of online information and electronic word-
of-mouth. Product reviews, ratings, photographs, and customer feedback have become important sources
of information before purchase. Consumers can evaluate the experiences of previous buyers and use this
information to reduce uncertainty. However, the presence of fake or misleading reviews creates challenges
regarding the reliability of information available online. The study further indicates that trust and security
remain central to the acceptance of e-commerce. Consumers are concerned about payment security,
privacy of personal information, product authenticity, and the reliability of online sellers. A positive online
shopping experience depends not only on attractive prices and product variety but also on transparent
policies, secure transactions, reliable delivery, and effective customer support. The influence of e-
commerce is also evident in changing brand preferences and consumer loyalty. Greater exposure to
multiple brands allows consumers to explore alternatives and switch between sellers more easily. This has
increased competition among businesses and made service quality, customer satisfaction, product quality,
and relationship management increasingly important.

At the same time, e-commerce has contributed to the growth of impulse buying behaviour.
Personalized advertising, product recommendations, limited-time offers, notifications, and social media
promotions can create a sense of urgency and encourage consumers to purchase products without
extensive prior planning. Therefore, digital platforms influence not only what consumers buy but also how
and why they make purchasing decisions. The discussion also highlights significant demographic
differences in online buying behaviour. Factors such as age, income, education, occupation, digital literacy,
and urban-rural location can influence consumers' adoption of e-commerce and their level of trust in online
transactions. This suggests that e-commerce development should remain inclusive and address differences
in digital access and awareness.

CONCLUSION

The study concludes that e-commerce has significantly transformed consumer buying behaviour in
India. The rapid expansion of internet connectivity, smartphones, digital payment systems, online
marketplaces, and delivery networks has changed the way consumers search for products, compare
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alternatives, evaluate information, and make purchasing decisions. Online shopping has become an
important component of modern consumer behaviour because it offers convenience, accessibility, product
variety, competitive prices, and flexible purchasing options. The study indicates that factors such as
convenience, discounts, price comparisons, product availability, customer reviews, ratings, digital payment
facilities, delivery services, and return policies play an important role in influencing online purchasing
decisions. Consumers have become more informed and have greater opportunities to compare products
and brands before making a purchase. At the same time, personalized recommendations, digital
advertising, social media marketing, and promotional offers have increased the influence of digital
platforms on consumer preferences and impulse purchasing.

However, the growth of e-commerce also presents several challenges. Concerns relating to product
quality, counterfeit goods, misleading information, fake reviews, privacy, cybersecurity, delayed delivery,
and difficulties with returns and refunds can reduce consumer trust and satisfaction. Therefore, the future
development of e-commerce depends not only on technological innovation but also on maintaining
transparency, reliability, security, and effective consumer protection. The study further concludes that
consumer behaviour is not uniform across India. Differences in age, income, education, occupation, digital
literacy, and geographical location influence the adoption and use of e-commerce platforms. Businesses
therefore need to understand the diverse needs and expectations of different consumer groups and
develop customer-oriented strategies. Overall, e-commerce has shifted Indian consumer behaviour
towards a more digital, convenient, information-driven, price-conscious, and comparison-based purchasing
process. Sustainable growth of the Indian e-commerce sector will require businesses to strengthen
consumer trust, improve service quality, protect personal data, provide secure payment systems, and
ensure efficient delivery and after-sales support. Effective regulation and greater digital awareness can
further contribute to a safe, inclusive, and consumer-friendly e-commerce environment in India.

RECOMMENDATIONS
Based on the findings and discussion of the study, the following recommendations are proposed to
strengthen consumer confidence and support the sustainable development of e-commerce in India.

1. Strengthen consumer data protection: E-commerce companies should adopt strong measures to
protect consumers' personal and financial information and ensure transparent data-use practices.

2. Improve payment security: Secure and reliable digital payment systems should be promoted, along
with effective mechanisms for preventing fraud, unauthorized transactions, and other cybersecurity
risks.

3. Ensure product quality and authenticity: Online platforms should implement stronger seller
verification and product-quality monitoring systems to reduce counterfeit, duplicate, and misleading
products.

4. Increase transparency in product information: Sellers should provide accurate descriptions, prices,
photographs, specifications, availability, delivery information, and warranty details so that consumers
can make informed decisions.

5. Control fake reviews and ratings: E-commerce platforms should strengthen systems for identifying
and removing fraudulent reviews and manipulated ratings. Genuine customer feedback should be
encouraged.

6. Improve return and refund policies: Clear, simple, and consumer-friendly return, replacement, and
refund procedures should be provided. Customers should receive timely information about the status
of complaints and refunds.
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10.

Enhance delivery and after-sales services: Businesses should focus on timely delivery, safe
packaging, responsive customer support, and effective after-sales service to improve consumer
satisfaction and loyalty.

Promote responsible digital marketing: Online businesses should avoid misleading advertisements
and excessive promotional practices. Personalized marketing should be conducted transparently and
responsibly to reduce manipulative or unwanted purchasing influences.

Increase digital literacy: Government agencies, educational institutions, and consumer organizations
should promote awareness about secure online shopping, digital payments, privacy protection, fraud
prevention, and consumer rights.

Develop inclusive e-commerce: E-commerce services should be expanded to rural and semi-urban
areas while addressing gaps in internet access, digital literacy, delivery infrastructure, and payment
facilities.

REFERENCES

1.

2.
3.
4

o

oo

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.

Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being (12th ed.). Pearson.

Schiffman, L. G., & Wisenblit, ]. (2019). Consumer Behavior (12th ed.). Pearson Education.

Laudon, K. C,, & Traver, C. G. (2021). E-Commerce: Business, Technology, Society (16th ed.). Chaffey, D.
(2019). Digital Marketing: Strategy, Implementation and Practice (7th ed.). Pearson.

Government of India. Digital India Programme. Ministry of Electronics and Information Technology,
Government of India.

Reserve Bank of India. Annual Report. Reserve Bank of India, Mumbai.

Internet and Mobile Association of India (IAMAI). Internet in India Report. [AMAL

Statista. E-Commerce in India: Market and Consumer Insights.

UNCTAD. (2021). Digital Economy Report 2021: Cross-border Data Flows and Development.

Available online at www.lbp.world

10



