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INTRODUCTION
Online shopping is the process whereby consumers directly buy goods or services from a seller in real-time, without an intermediary service, over the Internet. It is a form of electronic commerce.
Online shops are those that offer their products online for the consumers to buy. It is also called as an e commerce site, Shopping carts, Virtual store, e shop and  web shop .Some of the examples of Online shops are Amazon.ae, noon, sharaf dg, jumbo electronics, Samsung, Apple, etc. 
REASONS FOR CHOOSING ONLINE SHOP AS A MODE OF SHOPPING
Online shopping is more accessible than it has ever been in the digital era with the introduction of tablets, smartphones, easy checkout systems and more secure systems. 
There are few reasons why people choose to buy Online.  They are,
· CONVENIENCE: Anytime shopping can be done because online shops are available 24/7 and also reward us with no pollution shopping. 
· TIME SAVING: We can do the shopping in our leisure time without allotting a time to go out for shopping and the shopping crowd can be avoided.
· [bookmark: _GoBack]BETTER PRICES: We get cheap deals and better prices from Online because the product comes directly from the manufacturer and no middleman is involved. Many Online shops offer discount coupons and rebates.
· VARIETY: One can get several brands and products from different sellers at one place. We can get in one of the latest international brands without spending money on travel. We can shop from retailers in other parts of the country or even the world without being limited by geographic area. These stores offer a variety of colours and sizes, if we don’t find the right one or the product that we like is out of stock then we can do our shopping from other online shops.
· FEWER EXPENCES: Many times when we opt for conventional shopping we tend to spend a lot on eating outside, travel and impulsive shopping. That part is totally a saving when we opt for online shopping. 
· COMPARISON OF PRICES: We can compare and research on the product online it also gives us the opportunity to share information and reviews from other shoppers who have first-hand experience with a product or retailer.
· COMPULSIVE SHOPPING: Many times when we go out for shopping we end up buying things which we do not require because of the shop keepers upselling skills or we compromise on our choices because of the lack of choices in those shops.
With more consumers becoming familiar with the internet and its benefits, online shopping is growing popularity and preference among consumers seeking a better value proposition in terms of information, convenience, cost, and choice as compared to offline shopping. The preceding circumstance accelerated the rise of various online shopping platforms. We are seeing an increase in the number of consumers purchasing home appliances, personal necessities, and groceries online rather than going to a nearby store.
The study's rationale will be to study the impact of online shops on consumers' shopping habits, how purchase decisions change as a result of the impact of online shops, how customers evaluate the online shopping experience in terms of security, threats, mode of payment, delivery terms, risk, satisfaction, and so on, and to predict the factors that will boost online shopping. 
This will assist businesses in discovering elements that have a significant impact in influencing customers' desire to buy there by assisting them in developing tactics that push consumers to prefer online shopping. For example, if an online shop recognizes that perceived risks are high in specific categories that influence consumer intent to buy, retailers might devise ways to reduce perceived risks and encourage consumers to buy online.
STATEMENT OF THE PROBLEM
In recent years, the landscape of consumer purchasing behavior has undergone a significant transformation due to the rise of online shopping. With increasing internet penetration, mobile accessibility, digital payment systems, and the influence of social media and personalized advertising, consumers are shifting from traditional brick-and-mortar stores to digital platforms. While this shift offers convenience, variety, and competitive pricing, it also presents new challenges in understanding consumer behavior in the virtual marketplace.
Despite the exponential growth in e-commerce, many businesses struggle to comprehend what truly drives consumers to make online purchases, how trust is developed in a virtual environment, and how digital marketing strategies influence decision-making. Furthermore, variations in consumer preferences based on demographics, technology adoption, product categories, and cultural contexts add complexity to predicting buying behavior online
RATIONALE OF THE STUDY 
The rapid expansion of digital technologies and internet accessibility has significantly transformed consumer buying behavior across the globe. In particular, the emergence and growth of online shopping trends have reshaped how consumers research, evaluate, and purchase products. This paradigm shift has been accelerated by factors such as mobile commerce, personalized recommendations, social media marketing, and secure digital payment systems. As a result, understanding the impact of online shopping trends on consumer buying behavior has become crucial for marketers, retailers, and researchers.
The rationale behind this study stems from the growing need to analyze how digital platforms influence consumer decision-making, brand perception, shopping frequency, and purchase satisfaction. With the rise of e-commerce platforms like Amazon, Flipkart, and Myntra, consumers now have the convenience of 24/7 access to a wide range of products, user reviews, and competitive pricing — all of which influence their preferences and behaviors differently than in traditional retail environments.
Additionally, the COVID-19 pandemic played a significant role in accelerating online shopping habits, as lockdowns and safety concerns pushed consumers to adopt e-commerce more widely. Even post-pandemic, many of these habits have become permanent, signaling a long-term behavioral change in the global market.
This study is relevant because businesses must continuously adapt their marketing and customer engagement strategies based on evolving online shopping behaviors. Moreover, understanding consumer behavior in an online context helps in segmenting the market, optimizing user experience (UX), and improving customer satisfaction and loyalty.
By investigating factors such as website usability, trust, product variety, delivery efficiency, digital advertisements, and peer reviews, this study aims to provide insights into what motivates or hinders consumer purchases online. The findings will contribute to strategic decision-making in digital marketing, e-commerce platform design, and consumer relationship management.
Thus, the rationale for this study is grounded in the growing relevance of online shopping in today’s economy and the urgent need to understand its profound and complex effects on consumer buying behavior.
SCOPE OF THE STUDY 
This study aims to analyse the influence of online shops on the consumer shopping habits and behaviour: a case study in Palakkad, Kerala. Through this study we would analyse whether the change in the mind-set of the customers are leading to better options, whether online shopping is an affordable choice for making an online purchase decision, how companies need to structure their online shopping model enabling the client to access as per the customers perceptions and satisfaction.
At the end of this study, we will be able to address the factors that will help in boosting the online shopping. 
This will help companies in identifying variables that play a major role in influencing customer’s intention to buy there by helping them in crafting strategies which drives consumers to prefer online shopping. We will also come to know whether the growth of e-commerce and online shopping is leading towards increased comfort and choices for consumers or is it just a trend which may not sustain beyond certain levels.

LITERATURE REVIEW
Monsuwé et al. (2004) identifies a consumer need the internet fulfils in anonymity, when shopping perhaps for sensitive items. Another benefit being if there is a need for special items which cannot be brought on a local high street, the internet can access the world to locate products, including “special sized clothing or large sized shoes” (Monsuwé et al. 2004, p.112); and for those with disabilities or the elderly who may struggle to get out, the internet is greatly appreciated (Fitterman, 2013).  
Barnes (2013) questions the reasoning why online shopping has become so popular. Many authors (Chaing and Dholakia, 2003, Monsuwé et al., 2004 and Poulter, 2013) believe one of the key reasons is convenience. Shopping online offers pronounced convenience, regarding driving time, car parking, the weather, queues, product reviews and recommendations and limited inventory, all of which consumers detest on the high street (Chaing and Dholakia, 2003). Krupnik (2013) agrees retail stores simply cannot compete on inventory selection. Online retailers can have a product in stock somewhere else in the world and still get it delivered in days, whereas a store must have it on shelves there and then to ensure a purchase is made.  
Novak et al. (1999), proved in the research factors like product varieties, mismatch between actual and delivered, sense of intangibility is making an impact for the consumers to shop online.
Sherry et al. (2007), stated that delivery time and search time are the prime factors that affect intention to buy online, besides negotiation is the another factor which make greater impact on online shopping.
Mauldin and Arunachalam (2002) is identified that certain attributes like long deliver time, speed of the internet, more searching time for a specific product, no negotiation are closed related intention to purchase the products through online.
Hoffman and Novak (1996) revealed that attributes like less variety, any time shopping, physical evidence are impacting on online purchase intention. 
Tonita et al. (2004) found that in online shopping context consumer evaluate their internet shopping experience in terms of perception regarding product customization, form of payment, delivery terms, service offered, risk involved, privacy, security, personalization, and enjoyment.   
Benedict et al (2001) study reveals that perceptions toward online shopping and intention to shop online are not only affected by ease of use, usefulness, and enjoyment, but also by exogenous factors like consumer traits, situational factors, product characteristics, previous online shopping experiences, and trust in online shopping. 
K.Vaitheesewaran (2013) examined the convenience of online shopping “With product getting standardized, specifications getting fixed and the concept of service getting eroded, the post-sale responsibility of the retailer has come down drastically. Hence customers go to stores to explore the product physically detail but buy online at a cheaper rate. Heavy discounts of e-commerce firms are possible because of their no warehouse model.” 
Huang et al. (2011) suggest self- attitude and past experience give a significant impact in influencing buying decision process. Image interactive technology and experimenting appearance positively impact on buying attitude as well as decrease perceived risk toward the e-commerce retailer (Lee et al., 2010). 
In a research done by Pentina et al. (2011) confirmed the increasing sales and visitor for online store based on the mediating of browser satisfaction.
Furthermore, in consistent with Gay et al. (2007), Yun and Good (2007), Lee and Lin (2005), Rajamma et al. (2007) , Kim and Kim (2004) , Ramus and Nielsen (2005) , Ladson and Fraunholz (2005), Kramarae and Kramer (1995), Welch (1995), Rathmell et al. (1998), Johnstone (1999), Singh (2004), Smith & Chaffey (2002), and Canavan et al. (2007),:  consumer satisfaction and purchase decision on online shopping depends on few more issues. These are: e-store image, delivery and customer services, service quality and purchase behaviour, personalisation, motivations for online purchase, trust, reliability, privacy, transaction and cost, incentive programmes, web-site design, online interactivity, merchandise motivation, assurance, convenience (or Hassle Reduction), pragmatic motivation, responsiveness,  consumer risk assessment etc.









OBJECTIVES OF THE STUDY
· To study the trends of online shopping in Palakkad, Kerala.
· To study the impact of online shopping trends on the purchase decision and customer perception.
· To study the impact of online shopping trends on the satisfaction level of consumers in Palakkad, Kerala.
· To identify the relationship of demographical factors that influence online shopping.
· To give suggestions and recommendations based on the findings of the study in order to strengthen the present marketing strategies pursued by the manufacturers and dealers in online shopping market in Palakkad, Kerala.








RESEARCH METHODOLOGY
Research Design
A descriptive survey method will be used for the present study.
Data for the study: The study will be based on primary data. 
Primary data:  The primary data will be collected from businessman, professionals, students, employees and Homemakers mainly internet users by administering the structured questionnaire. 
Secondary data: The secondary data will be collected from books, journal, articles. 
Sample Size: The sample size of 150 respondents will be chosen from different demographic profiles.
Sample Selection: The study will be conducted in Palakkad, Kerala and the respondents will be chosen by convenient sampling technique. The demographical data obtained will be included gender, age, occupation and Income. Only the respondents those who purchased for at least two times through online will be considered.
Data Collection: For primary data, the respondents will be asked about their inputs on age, gender, profession, Monthly income, Reason for purchasing from online shops, Treats faced while shopping online, how frequent do they buy online, how they make a purchase decision, Are they satisfied from the previous shopping experience and suggestions from them about the other products that they would expect buying online. Most of the questions will be of multiple choice and qualitative in nature.

Data Analysis:
The collected data will be analysed using statistical methods like
1. ANOVA (Analysis of Variance)
2. CHI Square Method.
EXPECTED CONTRIBUTIONS OF THE STUDY
This study will be helpful in understanding the impact of online shops on the shopping habits of consumers in Palakkad, Kerala, how their purchase decision on an online buying is made, what are the threats that they face while do a purchase transaction online, how well are they satisfied from their previous shopping experience online and how the online shop’s sales can be increased. The implication of the study will be to help marketers develop and strategize their offerings of products online more effectively and efficiently contributing to the overall wellbeing of the society and the individual consumer. 
LIMITATIONS
· The study will be confined to Online buying by consumers only.
· The study will be confined to Palakkad, Kerala only.
· The study will be confined to 150 respondents only.
· The respondents will be chosen only by convenient sampling technique.
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