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Abstract - Internet shopping is an experience that is 
growing fast nowadays. In this modern era, there is still a 
large pool of market prospective for e – commerce. The ease 
of online shopping rendering it a rising trend among 
consumers, especially the current generation youngsters. 
The frequency of online shopping has raised the curiosity of 
the merchants to focus on this area. The intention of this 
paper is to look at the factors driving online shopping and to 
increase an understanding of the factors influencing value of 
internet shopping and make them to increase the target of 
repurchasing. This is done by investigating the factors that 
cheer consumers to shop online through some advantages 
such as safety, fast delivery, equivalent price, handiness, 
cheaper prices (low as compared to same product in 
showroom) and a wider choice. 

Keywords: E- Commerce, Online or Internet shopping, 
Repurchasing 

I. INTRODUCTION 

Online shopping (now and then known as e-tail from 
"electronic retail" or e-shopping) is a form of E-commerce 
which allows buyers to directly buy goods or services from 
a supplier over the Internet using a web browser or App. 
Online shopping can be done in two ways. An online 
shopping inducing the physical correlation of buying 
products or services at a bricks-and-mortar retailer, this 
process is called business to consumer online shopping. In 
the case where an industry buys from another industry, 
the process is called Business to business online shopping. 
The major e-commerce giants include Flipkart, EBay, 
Myntra, Snapdeal, Ajio, Amazon etc. 

The internet usage among Indians has been mounting 
steadily since the first preamble of the Internet service 
provider. Internet usage has become a prospective 
environment as there are ever-increasing statistics of 
online commerce each year. Five developments are 
expected to come into sight and contour the future of 
online shopping. Developments such as mobile phone 
browsing will go round to buying, minor merchants will 
clinch mobile channels, tablet commerce will create a 
physical online shopping experience, and more people will 
take their own social network shopping. It is a good chance 
for sellers and entrepreneurs to increase and exploit their 

businesses, also a good opportunity for the beginner of 
online merchants and Internet entrepreneurs to pierce the 
budding market. Intention to purchase online is very 
important to study because every deal activity either 
physical or virtual typically starts within intention. 

A. Online shopping 

Online shopping may be a variety of electronic commerce 
that permits customers to directly purchase product or 
services from a merchandiser over the net employing 
application program. Consumers realize a product of 
interest by visiting the web site of the merchandiser 
directly or by looking out among different vendors 
employing a searching program, that displays identical 
product's availability and pricing at different e-retailers. 

B. Repeat purchase 

The shopping of a product by a client of an equivalent 
brand antecedent bought on another occasion. A repeat 
purchase is usually a live of loyalty to a whole by 
customers and is usually taken under consideration by 
market research professionals to gauge a business. 

II. OVERALL SATISFACTION, ATTITUDES AND REPEAT 
PURCHASE INTENTION 

By far, the most significant findings of the present study 
are the positive effects of overall satisfaction and attitudes 
on repeat purchase intentions. The result for overall 
satisfaction confirms the association between satisfaction 
and intentions found in numerous previous studies (e.g., 
Fornell 1992). Furthermore, the positive effect of attitudes 
on repeat purchase intention confirms the association 
between attitudes and intentions in extant attitude 
formation theories like the theory of reasoned and 
therefore the theory of planned behaviour and connected 
empirical studies. However, the size of the regression 
coefficients indicates that, in relative terms satisfaction is a 
far more important determinant of repeat purchase than 
attitudes. A possible reason for this is that, as an 
essentially post purchase construct, satisfaction is more 
closely related to repeat purchase intentions than 
attitudes, which can be formed either pre- or post-
purchase. Furthermore, satisfaction is more immediate 
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and short term, while attitudes are more enduring and 
tend to change more slowly. The finding here is analogous 
to proof within the service selling literature that 
satisfaction judgments area unit a lot of closely associated 
with outcome behaviour than quality perceptions Another 
vital issue price discussing relates to the causative 
ordering between overall satisfaction and attitudes. 

III. CUSTOMER LOYALTY 

Early views of brand name loyalty targeted on repeat 
purchase behaviour. For instance, Brown classified loyalty 
into four classes, undivided loyalty, divided loyalty, 
unstable loyalty, and no loyalty, supported the acquisition 
patterns of shoppers measured loyalty by the likelihood of 
product repurchase. Some researchers have prompt that a 
activity definition is meagre as a result of it doesn't 
distinguish between true loyalty and spurious loyalty that 
will result, for instance, from an absence of accessible 
alternatives for the buyer. In response to those criticisms, 
researchers have projected measurement loyalty by 
suggests that of Associate in treatment attitudinal 
dimension additionally to a behavioural dimension. 
Outlined complete loyalty as “the advantageous, attitudinal 
and activity response toward one or additional brands in 
an exceedingly product class expressed over a amount of 
your time by a client. The study that expressed constancy 
could be an unfair movement purchase method that 
results from a psychological method. In keeping with 
complete loyalty is “a favourable perspective toward a 
complete leading to consistent purchase of the complete 
over time.” This  explanation was additionally supported 
by Helen Adams Keller , World Health Organization 
prompt that loyalty is gift once favourable attitudes for a 
complete  an manifested in repeat shopping for behaviour. 
That each the attitudinal and behavioural dimensions 
ought to be incorporated in any activity of loyalty. For our 
purpose, we have a tendency to outline e-loyalty as a 
customer’s favourable perspective toward the e-retailer 
that ends up in repeat shopping for behaviour. 

A. Customization 

Customization is that the ability of associate degree e-
retailer to tailor product, services, and also the 
transactional setting to individual customers. As noted by 
Schrage (1999, p. 20), customization offers nice potential 
for e-retailers as “the internet has clearly entered the 
section wherever its price proposition is as contingent 
upon its skills to allow customization because it is upon 
the range of content it offers.” several e-retailers have 
already begun to include a point of customization into 
their practices. Within the current study, customization is 
operationally outlined because the extent to that associate 

degree e-retailer’s computing device will 
acknowledgement client and so tailor the selection of 
product, services, and looking expertise for that client. 
There are a unit multiple reasons why customization is 
predicted to have an effect on e-loyalty. Customization will 
increase the likelihood that customers can realize one 
thing that they need to shop for. A survey by Net Smart 
analysis indicated that eighty three of internet surfer’s 
area unit annoyed or confused once navigating sites. By 
personalizing its web site, associate degree e merchandiser 
will scale back this frustration. Customization conjointly 
creates the perception of accumulated selection by 
sanctioning a fast specialize in what the client very needs   
additionally, customization will signal prime quality and 
cause a much better match between client and products . 
Finally, people area unit ready to complete their 
transactions a lot with efficiency once the location is made-
to-order. An oversized product choice will, in fact, irritate 
shoppers and drive them to use oversimplified call rules to 
slim down the alternatives. If the corporate is ready to 
accurately tailor or slim selections for individual 
customers, it will minimize the time customers pay 
browsing through a whole product assortment to search 
out exactly what they require. These blessings of 
customization create it appealing for purchasers to go to 
the location once more within the future. 

B. Convenience 

Convenience refers to the extent to that a client feels that 
the online web site is straightforward, intuitive, and user 
friendly. Accessibility of knowledge and ease of the group 
action processes area unit vital antecedents to the sure-
fire completion of transactions. The standard of the web 
site is especially vital as a result of, for e-retailers, it 
represents the central, or maybe the sole interface with the 
marketplace. in line with Schaffer , half-hour of the 
customers WHO leave an internet site while not buying 
something do thus as a result unable to search out their 
manner through the positioning. Recommended that 
facultative customer to look for info simply and creating 
the data promptly accessible and visual is that the key to 
making a sure-fire e-retailing business. Cameron observed 
that variety of things render an internet site inconvenient 
from a user’s perspective. In some cases, info might not be 
accessible as a result of it's not during a logical place, or is 
buried too deeply among the web site. In different cases, 
info might not be bestowed during a purposeful format. 
Finally, required or desired info could also be entirely 
absent. Schaffer argued that a convenient web site 
provides a brief latent period, facilitates quick completion 
of a transaction,   and minimizes client effort. Owing to the 
character of the medium itself, on-line customers have 
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return to expect quick and economical process of their 
transactions. If customer’s area unit is stymied and 
annoyed in their efforts to hunt info or consummate 
transactions, they're less seemingly to come back. an 
internet site that's logical and convenient to use also will 
minimize the chance that customers create mistakes and 
can create their looking expertise a lot of satisfying. These 
outcomes can seemingly enhance client e-loyalty. 

C. Choice      

Compared with a standard merchant, an e-retailer is 
usually able to provide a wider vary of product classes and 
a larger sort of product among any given class. A store 
during a mall is unnatural by the provision and value of 
floor area, whereas its on-line counterpart doesn't have 
such limitations. E retailers can even kind alliances with 
different virtual suppliers to supply customers with larger 
alternative.  Parenthetically, an e-retailer might keep solely 
a restricted assortment of a given product class in 
inventory however will kind alliances with different 
suppliers and makers that may ship product to customers 
of the e-retailer from their own, a lot of intensive 
inventories. However, the client has seamless access to the 
whole vary of product carried by the alliance from the e-
retailer’s web site. Several customers don't need to 
influence multiple vendors once looking. In distinction, a 
rise within the variety of accessible alternatives at one e-
retailer will greatly cut back the chance prices of your time 
and therefore the real prices of inconvenience and search 
exhausted in virtual store hopping. The e-retailer that 
provides larger alternative will emerge because the 
dominant, top-of-mind destination for one-stop looking, 
thereby engendering e-loyalty. 

D.Care 

Care refers to the attention that associate e-retailer pays to 
any or all the pre- and post purchase consumer interface 
activities designed to facilitate each immediate 
transactions and long-term client relationships. Client care 
is mirrored in both the eye that the e-retailer pays to detail 
so as to ensure that there's no breakdown in commission, 
and also the concern that it shows in promptly breakdown 
any breakdowns that do occur. in line with Poleretzky , “In 
the physical world, if I build a client sad, they’ll tell five 
friends, on the net they’ll tell five,000.” additionally, an 
online client has just about instant access to competitors, 
so switch to a competitive marketer is straightforward. E-
retailers need, therefore, to make sure correct care of their 
customers. In this study, care is operationally outlined 
because the extent to which a client is unbroken well read 
concerning the supply of preferred product and also the 
standing of orders, and also the level of efforts gone to 

reduce disruptions in providing desired services. Service 
failures have an effect on future business as a result of the 
weaken customer-company bonds and lower perceptions 
of service quality. Several researchers have established the 
negative impact of breakdowns in commission on 
customers’ repeat purchase behaviour Therefore, it's 
expected that the level of care that an organization 
exercises to reduce disruptions in client service can cause 
higher e-loyalty. 

IV. THE MAJOR ADVANTAGE OF ONLINE SHOPPING 

A. Convenience of on-line shopping 

Customers can buy things from the comfort of their own 
homes or work place. Looking is formed easier and 
convenient for the client through web. It’s conjointly 
simple to cancel the transactions 

B. No pressure shopping 

Generally, in physical stores, the sales representatives try 
and influence the patrons to shop for the merchandise. 
There is some reasonably pressure, whereas the shoppers 
aren't pressurised in any method in on-line stores. 

C. On-line shopping saves time 

Customers don't need to fill in queues in money counters 
to get the merchandise that are purchased by them. They 
will search from their home or work place and don't need 
to pay time travelling. The shoppers can even rummage 
around for the merchandise that are needed by them by 
getting into the key words or victimization search engines. 

 D. Comparisons 

Companies shows the total vary of merchandise offered by 
them to draw in customers with completely different 
tastes and wishes. This permits the patrons to decide on 
from a spread of models once comparison the end, options 
and worth of the merchandise on show, Sometimes, worth 
comparisons are out there on-line. 

E. On-line chase 

Online customers will track the order standing and 
delivery standing chase of shipping is additionally out 
there. 

F. On-line shopping saves cash 

To attract customers to buy on-line, e-retailers and 
marketers provide discounts to the shoppers. Because of 
elimination of maintenance, real-estate value, the retailers 
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are ready to sell the merchandise with enticing discounts 
through on-line. Sometimes, massive on-line looking sites 
provide store comparison. 

V.THE MAJOR DISADVANTAGES OF ONLINE SHOPPING 

A. Delay in delivery 

Long length and lack of correct inventory management 
lead to delays or victimization search engines in cargo. To' 
the length of choosing, shopping for and paying for a web 
product might not take over fifteen minutes; the delivery 
of the merchandise to customer’s sill takes regarding 1-3 
weeks. This frustrates the client and prevents them from 
looking on-line. 

B. Lack of serious discounts in on-line retailers 

Physical stores provide discounts to customers and attract 
them therefore this makes it tough for e-retailers to view 
in the offline platforms. 

C. Lack of bit and feel of merchandise in on-line 
shopping 

     Lack of touch-feel-try creates issues over the standard 
of the merchandise on provide. On-line looking isn't quite 
appropriate for garments because the customers cannot 
believe them on. 

D. Lack of interactivity in on-line looking 

Physical stores permit worth negotiations between 
patrons and therefore the merchant. The show space sales 
attendant representatives offer personal attention to 
customers and facilitate them in getting merchandise. 
Boundon-line looking sales outlet offers service to speak to 
a sales representative, 

E. Lack of looking expertise 

The traditional looking exercise provides heap of fun 
within the variety of show-room atmosphere, good sales 
attendants, scent and sounds that can't be skilled through 
a web site. Indians typically get pleasure from looking. 
Customers foresee to that as a chance to travel out and 
search. 

F. Frauds in on-line looking 

Sometimes, there's disappearance of looking website itself. 
Additionally to higher than, the net payments aren’t 
abundant secured. So, it's essential for e-marketers and 
retailers to listen to the current issue to spice up the 
expansion of e-commerce. The speed of cyber crimes has 

been increasing and customers’ master card details and 
bank details are used that raise privacy problems. 

Customers need to use caution in revealing their personal 
data. A number of the e-retailers are unreliable. The 
disadvantages of on-line looking won't hinder its growth, 
on-line looking helped businesses to live through the 
recession. Merchants ought to listen to the hindrances and 
guarantee secure payment system to create on-line looking 
effective, the subsequent recommendation is also followed 
by the E-merchants and by the net shoppers. 

VI. CONCLUSION 

As web searching websites proliferate speedily round the 
world, the amount of web shoppers is increasing sharply. 
However, web searching businesses cannot survive while 
not understanding the mechanism of consumers’ 
repurchase intention. Thus, the event of Associate in 
nursing    integrated model for web searching business 
success is vital for teachers and practitioners. The Korean 
e-commerce market, one among the most important 
markets of web shoppers with fickle consumption 
patterns, provides a novel analysis chance. 
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