:‘. | ouRNAL OF l'ﬁi TIDISCIPLINARY EL‘L:C.“J“{‘. NAL R SEARCH 4'-?;‘-."“\
L \h7_‘78’81 o 'v'-.‘- ;. - 6.014 iC Vawe 5168, 151 Veiu:2.286 & l I;l;
-2 :7 a3) A
m—:ma IMPACT OF ONLINE BRAND TRUST AND SALES
ASTUUTION AS COMPETITIVE STRATEGIES IN._ ONLINE BUYING
oROM DECISIONS BY THE CONSUMERS

Mrs. Seethu John Mr. Anish. B. Bhaskaran

Assistant Professor
Department of Cor:nmerge
gaintgits College of Applied
Sciences
pathamuttom, Kottayam

Abstract o Y : - :
' it's a world with high competition, dynamism and complexities which

yave forced organizations to change dramatically due to rising customer
apectations. Marketers are under constant pressure to deliver finest to their
stomers. Online shopping has obtained very important position in the 21%
century as most of the people are busy, loaded with hectic schedule. In such a
iuation online shopping became the easiest and most suitable mode for their
shopping. Internet has changed the way of consumer's store, and has rapidly
developed into a global perspective. An online shop arouses the physical
smilarity of buying products as well as services from internet shop and this
process of shopping is called business-to-consumer online shopping. . A well
planned marketing strategy should be essential for all the ventures to sustain in
the market.

This paper examines the impact of online brand trust and sales
promotion as competitive strategies in online buying decisions by the
consumers of Kottayam District. The objective of this paper is to know the
mpact and relationship of online brand trust and sales promotion to online
b,”)’i“g behaviour of consumers. The study is conducted in consumers of
Kottayam District. 50 samples were collected with structured questionnaire
?(l:l(l)ugb goog[? form. convenience sampling method was adopted for the sample
ighecduon. Th!s sn-u_jy is in analytical nature. The study conclude that there is
ecisi:gree of positive correlation between onhl:le brand trust and online buy{ng
COITE]a:::S among the consumers whe_re as there is a moder:ate degr_ee; of positive
cong| d0n bet}ween sales promotion and onllqe buying decisions. Study

udes that in future the multinational companies has to focus more on the

Promy; :
Telaj tional and brand trust elements in this new era of marketing to attract and

N the customers

Ke‘rw
B} :;;ds: Online Shopping, Brand Trust, Sales Promotion and Online Buying
ur
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Introduction o _ .
Nowadays. the Internet is being widely used for various Purposes ’
nd p,

become part of daily life. At its inception internet was used ag 2 megn.
communication only but it has become a source to learn, entertain gng NS of
recently a medium for the exchange of goods and services between buyermosl
seller. It replaces the traditional concept of marketing. Though over 7 er Cand
of the over 90-million-strong online shoppers are influenced by the informatie .
from the Net, only 16 per cent of them actually end up buying online, | can g”
noted that the online shoppers' population has crossed the 90-million-ma [hj:
year in the country, a growth of over eight times from 2013 when online
shopping began to take roots here, "Unlike most other markets, only 5 per cent of
purchases, accounting for 16 per cent of the value, are made after CONsumers
followed a mixed pathway, using online and offline touch-points. This means
that purely offline pathway remains dominant, accounting for 78 per cent of
purchases and 58 per cent of value. "Only 16 per cent purchases are done ap
online pathway from beginning to end, although those purchases represented 26
per cent of value," says the report. The same is the case with most other items,
especially mobiles and large appliances as 40-50 per cent purchases of mobiles
and major appliances by urban consumers are made online and offline.

The Indian e-commerce industry has been on an upward growth trajectory
and is expected to surpass the US to become the second largest e-commerce
market in the world by 2034. The E-commerce market is expected to reach US$
200 billion by 2026 from US$ 38.5 billion in 2017. India's e-commerce market
has the potential to grow more than four folds to US$ 150 billion by 2022
supported by rising incomes and surge in internet users. Online shoppers in India
are expected to reach 120 million in 2018 and eventually 220 million by 2025.
Average online retail spending in India was US$ 224 per user in 2017.

E-commerce industry in India witnessed 21 private equity and venture
capital deals worth US$ 2.1 billion in 2017 and 40 deals worth US$ 1,129 million
in the first half of 2018. E-commerce start-ups in India received US$ 786.87
million of funding in the first half of 2018. Online retail sales in India are
expected to grow by 31 per cent to touch US$ 32.70 billion in 2018, led by
Flipkart, Amazon India and Paytm Mall. Online retail is expected to contribute
2.9 per cent of retail market in 2018.

Much growth _of the industry has been triggered by increasing internet and
smartiphone penetration. [nternet penetration in India grew from just 4 per cent in
2007 to 34.42 per cent in 2017, registering a CAGR of 24 per cent between 2007
and 2017. As of September 2018 overall internet penetration in India was 42.87
per cent. The number of internet users in India is expected to increase from
560.01 million as of September 2018 10 829 million by 2021. Internet penetration
In rural India is expected Lo grow as high as 45 per cent by 2021 compared to the
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ot Tate of 18 per ce‘nF. Tl-1e e-commerce retail logistics market in India is
curre od at US$ 1.35 billion in 2018 and is expected to grow at a 36 per cent
cs/t’:gf{ over the next five years.

Up to 98 percent of I.ndian consumers, who have access to the internet
ade a purchase online, according to a new report. The 2018 Nielsen
red Commerce Report, which looks at consumers’ online purchasing
pabits i0 India, rep(_)rted that ecommerce category travel recorded 69 percent
of online transactions, fashion recorded 66 percent and IT & mobile
ded 63 percent. Meanwhile, the categories posting the most significant
h in ecommerce channel include packaged grocery, where 40 percent
of online CONSUMETS said they made a purchase (21 percent growth on a
hase growth rate of 33 percent in 2017), fresh groceries (growth of 17
percent moving to 41 percent as against 35 percent in 2017) and baby &
children products (up 10 percent to 32 percent as against 29 percent in
2017).Coming to global online grocery purchasing, it's up 15 percent in the
last two years, leading to an estimated $70 billion additional sales in online
fast moving consumer goods (FMCG).

In India, with growing consumer trust and confidence within online
buying ecosystem, ecommerce channel has evolved significantly and in the
past two years has grown its share by as much as three times, within total
FMCQG retail sales.

“Travel, fashion and IT/ mobile products are typical categories for
first-time online shoppers, but as their familiarisation, comfort and trust
levels increase, their category repertoire expands into areas like beauty,
personal care and baby products, and then moves even wider afield to
packaged and fresh grocery categories, and this is evidenced in the
significant jump seen in online purchasing within grocery and food
delivery in recent years,"

The report reveals that consumers are more open (o purchase
packaged and fresh groceries online, when they are offered certain
purchasing options and quality assurances.
~ About 60 percent of consumers pointed towards the need to ofter and
mprove hassle free refund, replacement experience as well as free cost
delivery - if offered, would boost their confidence to buy online with higher
lFre(luency.

~ "A few years ago e-commerce purchase was focused on non-
perfshame goods such as travel, fashion and books, but over time we are
Seeing a rise in purchases across new categories. Looking ahead, the next
;:':]"e 0{' evolution in online purchasing behaviour will likely be_driven by
Ovations in digital capabilities like personalised recommendations based

1 programmatic consumption and online behaviour,". Online Buying
\
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actiy ll']L‘hL‘ following table shows how Indian consumers spend their amoun |
. Or
online shopping. . . .
i ine retail spending in India
Table No: [ showing online retallspendingin India
I Online retall spending in India
200
mOnline spending in India {USS bn)
mOnline buyers (m)
150
100 A :1:
50 - \,.
0 A : _

}
2015 2016 2017 2018 2019 2020 |
www. equitymaster.com

Source: Forrester forecast

Asia-Pacific, Business Standard
Literature review

Sodi Jasbir (2014) in the Indian
Boom - Impact on Retailing,
The finding are biggest com
pricing which has remarkab|
and mortar stores.

Chandra P. Sathish and Sunitha.G
commerce, e-tailing — the mantra of mo
the factors for growth of the e-tailing
tailing in achieving the retail organiz
tailers, need to revisjt some basi

competencies in the
b

journal of applied research. E-Tailing
researcher has analysed opportunities and threats.
petitive strategy adopted by these e-tailers is low
y increased their sales and reduced the sale of brick

(2012) in the journal of Art scienceland
dern retailer’s success, researcher drives
-and also elucidate the strategic role of &
ation objectives. Researcher finds that E-
¢ retail functions, and develop further

areas of merchandising and demand forecasting, then. it caf
€ a new success mantra of any retailer.

~ Thamizhvanan Aryp (2012) in the journal Emerald Insight, Determina"®
of customers’ online purchase intention: an empirical study in India, researche”
has analyzed customer online purchase intentjon shopping orientation t‘actOfS!'
online trust ang prior online purchase experience. The research established tfll;"
¢ orientation, prior online purchase experience and onlin¢

. - G

Al . n
Impact on the customer purchase intention. Males are fou
101 1o shop online than females.
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i+ Sajid. Tay_yab Arsalan a1_1d Javed Irum (2012)in the international

Lof computer sc1ence, How _c)nllpe shopping is affecting consumer buying
_iollr"a.o in Pakistan, the main objective of this study to find factors which are
ht‘l_“w.lng the consumers f:lu'efitly for online shopping and findings shows that
aﬂc‘b‘:g ical factors, socwfl faf:tors, emotional factors and privacy factors which
E:];{eits ihe buyer attitude of online purchase.
slatﬂ“e“t of the problem : :

Due to the role of internet in the field of sales and marketing, the
onsumers are more convenient in their shopping. The importance of analysing
nd gentifying factors th.at 11-1ﬂuen_ce the consumer when he or she decides to
sichase on the Internet is vital. Since the Internet is a new medium for there
jave been NEW demands set by the consumer. That is why it is crucial for the
aline retailers to know what influences the online consumer in their buying
fcisions.  Analysing  consumer behaviour is not a new phenomenon.
Understanding and identifying the consumer is closely related to the directions a
company will take with their marketing strategy. Since online retailing is a new
retailing medium and online consumer behaviour is diverse from traditional
onsumer behaviour, one must identify what influences the online consumer.
These factors need to be identified and taken into account by online retailers in
order to satisfy consumer demands and compete in the online market. Hence the
moblem is stated as “A study on the impact of online brand trust and sales
pomotion as competitive strategies in online buying decisions by the

consumers of Kottayam District.

Research Objectives

r Toidentify and get insight in to W
when purchasing online.

# To know the preference of which varia

~ online shopping

» To assess the relationship between br
buying behaviour.

hich brand trust variable is more influential
ble in sales promotion while having

and trust and sales promotion to online

Hypothesis

dgilsi;, There is no correlation between online brand trust and online buying

oy ons of the consumers _ T
: There is no correlation between sales promotion and online buying

0Cis .

Si;::il;;ns of the consumers
rccorgrine study dustry of India

(Asgé\ Ccording to Associated chamber of commerce an_d lnot(n).:;l_t )o‘ 1l"hi;

Bowgy HAM), the size of the Indian online retail s"ector ‘lSl'{SZ ) Lt::.:tts e

Mark of Shows the importance of online retailing in India and i at ~1Lion e
S 10 cash this opportunily. Importance of consumer satisfac
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marketing depends on need and need is recognized through the_ tyuying behaViom
of customers. As we know that a satisfied customer either posmvel?/ changes p;
own buying behaviour by repeat purchase or he become a passive buyer by
recommending the product or brand. _

Compared to traditional shopping, consumers prefer .the Internet 5
shopping medium because of its characteristics like abilit?f to view and shop
anytime from anywhere in the world, feature like searching information about
commodities, place a query / review or give purchase orders. Along with these
features, convenience, time saving, transportation cost, price advantages etc are
some additional features resulting in acceptance of internet as a new shopping
avenue.

More importantly, to what extend the customers are satisfied related tq
online shopping. The relative importance of various factors in determining such
consumer behaviour as repeat purchases suggests that further research op
consumer attitude towards online buying decisions. Hence this study aims to find
the effect of online buying decisions of consumers in the Kottayam District.

Scope of the study

Only limited studies were taken place regarding online buying decisions of
consumers based on the online brand trust and sales promotion. Number of
factors, including vender/service/product characteristics, website quality, attitude
towards online shopping, may influence online shopping decision making, and
leads to online purchasing. This study focus on how the customers of Kottayam
District make online buying decisions based on the online brand trust and sales

promotion.

Research Methodology Area of the study

Consumers of Kottayam district has been selected for the survey

Sample size& sampling method

Sample size fixed to 50 samples and convenience sampling method was
followed to reach the customers to get the adequate information within short span
of time.

Data collection

Primary data collection method is used to analyse the data. For the same a
structured questionnaire is send through google form

Data analysis

For analysing the data SPSS was used. Simple Percentage analysis hs
charts were used for normal analysis and testing of hypothesis is done ’wg': }?Pr i
Pearson Correlation method. ith Kar

www.ijmer.in
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10 n represents a variety of techniques used to stimulate the purchase
sl | duct OF bran_d. Sales promotion has a tactical, rather than strategic role in
! aI\'Fzztin communications and brand strategy, it is also a form of advertisement
matj ithin 2 short period .01 time. sales promotion, including: contests, coupons
15" " loss leaders, point of purchase displays, premiums, prizes;. produci

el 1€5s
|;mple:s, and rebates.
)

..o brand trust
prand trust is the willingness of the average consumer to rely on the
f the brand to perform its stated function. Consumers trust on brand is
hat the brand has specific qualities that make it
The factors of online brand trust are:
d reputation, word of mouth, quality of

otio

online
hility ©
hased on
cOﬂSiStEﬂ[.
security/pri
information

heir conviction t
competent and honest.
vacy, perceived risk, bran
and online shopping experience.

Online Buying Behaviour
Behaviour is the apparent, noticeable response in a given situation with respect to
is a type of behaviour which is

2 given target. Online buying behaviour
exhibited by customers while browsing websites of an e-tailer in order to search.
select and purchase goods and services, in order to fulfil their needs and wants.

Ii's basically a behaviour which is reflected by the purchaser during the process

of buying through the internet.

Online Shopping

Online shopping is the process whereby consumers directly, without an

intermediary service, buy goods or services from a seller in real-time OVer .the
Internet. One way of doing electronic commerce < online shopping. In online
shopping, electronically the sale or of transaction takes place .online
S}]Opping is defined as a computer ac hange pert‘ormed by a consumer,
Yla a computer-based interface, where puter is connected 10
nd can interact with, a retailer's digital storetront 1O purchase the prqducts or
%ervices over the internet. An e-shop allows the customer to browse entire range
?Vf Product or service offered by e-vendor, View pictures of the products, ﬂlon\sf
ﬂr::jh the complete description of the product spccihcgtlan. .m.C|UC‘1;\“g 1¢i‘l‘tllf:;
easilPrlccs, On online stores with the help of ‘jseurch featur ti: Sbsh%ppeilsb :15 .
“’feri search out specific models, prands or iems - /.\‘n‘on :n nlincpﬁtt“": or
Vi 'ed to as , e-shop, e-store, internet shop, w_ebshol:_n \~cb§torg. 9 s ”-1 g
Ul store, Tn present time almost all the big retailers are now offering (et
|

\
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online shops. These are also known as e-tailers and their on]jpe retail g
. . . Ps
sometimes known as e-tail. g

Data analysis & Interpretation

Table No: Il showing Likert Scale analysis regarding Online Brang

—

]

SCore

depﬁ1
information that helps 1o shop on

line

= \]m
Strongly Agree Neutrallkisagree Sfmngly Weighted
Agree disagree
my privacy and payment mode information " 25
are protected
personal information given for transaction
is being kept confidential and is not 1 24 13 |
misused
the online brand keeps contractual 39
promises and has good reputation and 11 25 13 | 0
value in the market
friends and relatives recommended me to 9 29 12
purchase ' _ l
website of online brand provide in R

L I greatly enjoy online shopping B

(source: primary data)

contests while
buying online

I consider
discounts during

23

0 [ 404
Table No: III showing Likert Scale analysis regarding sales promotion
Sxongly Agree} Neutral Disagree Sfrongly Weighted
) gree ] disagree Score
mrefer buying 7 4.08
products online
when it is 12 30 8 0
available at price
pack | . ]

I get inclined to ] T ' 3 64
buy products 7 20 21 5 '
online due to - 0

Coupon |
I am Tempted to [ 19 16 ’-3\ \J
buy due to rebate !
| consider

www.ijmer.in
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, disagree Score

erally  d0 4.36
m; 24 20 k 0 0
Wy data) | =
rable No: IV showing Likert Scale analysis regarding Online Brand

Strongly |\ - eelNeut lpi Strongly || Weighted
Agree [i wirafjisagree disagree | Score

L~ i — —

[ shop online as I 4

can shop in the 13 27 8 | 1
privacy of my home | - _
mop online as [ 4.04
can shop whenever I 15 24 9 5 0
want without going

to the market B |
B 4.06

I'shop online as I |
can get detailed 20 15 13 2 0
product information
and reviews online =

online shopping
Bives the facility of 55 17 7 1 0
€asy price

L _tomparison. ) .
I use online
Shopping for buying
Products which are
Otherwise no easily
Vailable in the
NCarby market e 394

Il g; - = |
gl\/te)S more CaﬁT 11 25 E 0 0 L______J

Sour e
¢ primary data)

20 22 6 2
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Hypothesis testing _ )
H(y)‘: : There is no correlation between online brand trust anpq

online b“}'in
decisions of the consumers ' . g
Table No: V showing Hypothesis testing of Online brand trust apg onliy
buying behaviour e

Descriptive Statistics

Mean Std. Deviation |N
Online Brand Trust 3.9433 06623 6
Online Brand Decisions | 4.0933 .14067 6
Correlations
Online Brand |Online Brand
_ Trust Decisions
Pearso_n 1 _.006
Online Brand Trust Correlation ) :
fiine Brand Trust Sig. (2-tailed) ] 99]
N 6 -
Pearson
Online Brand Correlation ) ~006 ] :
Decisions Sig. (2-tailedl 991
L N : 6 6

(source: primary data) :

Since the correlation value is 0.991, the nul
is high degree of positive correlation bet
Brand decisions

HO2 : There is no correlation between sales promotion and online buying
decisions of the consumers

L hypothesis is rejected Hence, There
ween online brand Trust and online

Table No: V] show
buying behaviour

Descriptive Statistics

ing Hypothesis testing of Online brand trust and online

_ Mean Std. Deviation [N
Online Brand Decisions 4.0933 14067 6

Sales Promotjon 3.9967 46996 6

—
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g
;”’— Correlations
/ Online Brand Sales
Decisions Promotion
/”- Pearson
online Brand Correlation 1 234
Decisions Sig. (2-tailed) 655
N 6 6
— Pearson
_ Correlation -234 1
Sales Promotion Sig. (2-tailed) 655
N 6 6

/""”—"-
(source: primary data)

rrelation value is .655, the null hypothesis is rejected Hence, There is

gince the €O
degree of positive correlation between sales promotion and online

a moderate
prand decisions.

Findings
, The most influential variables i1 online brand trust are the consumers greatly

enjoy online shopping and website of online brand provide in depth

+formation that helps to shop online.

The most preferred variables in sales promo
discounts and online purchase during offers.
» there is high degree of positive correlation between online brand tru

online buying decisions among the consumers where as there is a moderate

degree of positive correlation between sales promotion and online buying

decisions.
Conclusion
Nof" individuals are finding it difficult to s
?he'r changed lifestyle. As a result of all these issues
‘IidVancememS’ a new mode of shopping online shop
c‘:erne(, in the field of shopping, has brought sea cha th .
Slomers with reference to convenience, speed, price. product information and

Servj . . . _ peed roduct ! ion and
Wi ices associated with online shopping. 1 he internet has ptm_lded m-arl\‘etc‘:r:_.
! [ue for customers and build relationships

Ith g
complete] to create va
W y new way to cr é _ , <
lhllh. them in the form of online shopping. This study was conducted to find sl
i'nt Impact of online brand trust and sales promotion as a competitive Slr’“.“eg‘.lclb
Online buying decisions of the customers. The study reveals that there is high

s of iti i q trust ¢ online buying
eCi € of positive correlation between online brand trust and : buying
I e is a moderate degree of positive

tion leads to online shopping is

st and

hop from traditional channels due to
along with the technological
ping has emerged. The
nges in the mindset of

among the ¢ here as there 1S :
Ol g the consumers wh , i . -
"elalion beween sales promotion and online buying decisions. Hence this
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study conclude that in future the multinational- companies hasm
the promotional and brand trust elements in this new era of Marketin

and retain the customers. And also they find new methods of online mariltr-acl
strategies to cope up the competitions from the other companies. Althoy hetmg
world is dynamic the company should make strategies be dynamic ing the
point of sales and also online brand trust has great impact in online bevery

. e u i
decisions. Ying
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