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Abstract 
The rapid digital transformation India has undergone has especially affected consumer buying 

behavior, particularly around e-commerce. The purpose of this paper is to investigate the key 

elements influencing customers' choices to purchase online in Haryana, a significant Northern 

Indian state. Consumers are being pushed to progressively move their focus to online channels 

for their purchasing demands as more smartphones and internet access become available. This 

study investigates the ways in which customer choices are influenced by factors such as 

convenience, trust, discounts, product diversity, and digital literacy. A methodical survey and 

statistical analysis drive the study. Although younger, urban consumers are more inclined to 

buy online, the statistics indicate that digital buying patterns are slowly become more common 

among rural and older populations. Among other factors, the study emphasizes the significance 

of e-commerce platforms stressing consumer trust, secure payment mechanisms, honest 

product depiction, and digital inclusion strategies. 
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1. INTRODUCTION 

Transforming the way people look, compare, and buy products and services, online shopping 

has become a powerful force in the Indian retail industry. E-commerce's proliferation all 

throughout the nation has been greatly hastened by the ease of purchasing from anywhere at 

any time, along with the fast spread of internet connectivity, smartphone use, and digital 

payment choices. Wider product choices, reasonable prices, appealing deals, thorough user 

reviews, and hassle-free return procedures have pushed consumers to favor internet platforms 

over conventional brick-and-mortar retailers.  

Haryana, in North India, has a unique mix of urban sophistication and semi-urban expansion, 

which makes it perfect to analyze changing internet buying trends. While cities in Haryana like 

Gurugram and Faridabad have already adopted digital retail, tier-2 and tier-3 towns as well as 

semi-rural regions are fast catching up because of government efforts encouraging digital 

inclusion and mobile connection growth. Though online buying habits of Haryana consumers 

have changed with time, many variables still shape them: perceived trust in online merchants, 

security of digital transactions, simplicity of navigating online platforms, knowledge of 

continuous discounts and promotions, and degree of digital literacy among various 

demographic groups.  

E-commerce businesses must customize their marketing plans and platform design by 

understanding these elements, but legislators seeking to promote digital adoption in regional 

markets also need it. This research, therefore, aims to empirically investigate the factors 

influencing online buying behavior among customers in Haryana, therefore providing insights 

on the possibilities and problems in the digital commerce scene of this North Indian state. 

1.1. E-Commerce Growth and Digital Transformation in Haryana 

The swift development of e-commerce in India has changed consumer behavior enormously, 

and Haryana is no exception to the change. Cities like Gurugram and Faridabad have already 

made their presence felt strongly in the digital retailing domain, owing to their location close 

to Delhi and the presence of strong internet infrastructure. In such areas, consumers have been 

increasingly opting for online shopping as a convenience to access vast arrays of products at 

competitive prices, as well as the simplicity of secure online payments. The scene is evolving, 

however, in Haryana's tier-2 and tier-3 towns and semi-rural areas as well, as digital penetration 

picks up pace through government efforts at increasing internet connectivity and mobile 

adoption. This movement towards e-commerce in these regions points to the larger trend of 

digital inclusion, enabling consumers across various socio-economic segments to tap into the 

benefits of online shopping, including product assortment, comparative shopping, and flexible 

payment options. It is important for businesses and policymakers to understand how these 
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developments are influencing the buying behavior of consumers in urban and rural areas in 

Haryana. 

1.2. Key Factors Influencing Online Purchasing Decisions in Haryana 

A number of important factors drive online buying decisions in Haryana, determining how 
consumers engage with e-commerce websites. Online sellers' trust and the safety of digital 

transactions are essential issues for consumers, especially when dealing with payment 

gateways and the genuineness of the products bought. Trust-building mechanisms like open 

return policies, customer feedback, and efficient delivery systems are important in building 

consumer trust. Second, the simplicity with which one navigates the platforms and the option 

of ongoing continuous discounts and offers are major influences on online shopping decisions, 

especially in rural and semi-urban regions where product availability and price sensitivity are 

primarily given importance. The level of digital literacy also plays a pivotal role, where 

younger, technology-literate buyers are more likely to shop online. On the other hand, older or 

less technologically advanced consumers might be reluctant to embrace online shopping 

because of unfamiliarity with digital platforms or security concerns. By recognizing and 

overcoming these factors, e-commerce companies can improve user experience, maximize 

customer acquisition, and promote more adoption of online shopping among Haryana's 

heterogeneous demographic profile. 

1.3. Problem Statement 

Though internet buying in India is becoming more popular, not all areas and demographics 

experience it equally. Haryana, with its blend of urban and rural regions, offers a unique 

situation. There is a lack of knowledge on how different psychological and socio-economic 

elements affect online buying behavior in such areas. This research aims to close that gap by 

finding the key factors guiding online buying choices in Haryana. 

1.4. Need of the Study 

Though there are still regional differences in acceptance, the e-commerce industry in India is 

expanding exponentially. Understanding consumer behavior at the state level helps customize 

digital strategy for companies and governments. Haryana's growing internet penetration makes 

it a perfect region for studying changing consumer trends. E-retailers will benefit from this 

research in knowing customer expectations and creating marketing and awareness initiatives 

tailored to certain areas. 

2. LITERATURE OF REVIEW 

Wadera and Sharma (2018) examined impulsive buying behavior in the context of online 

fashion apparel shopping among Indian consumers. Their study emphasized both internal 

factors, such as personality traits and emotional states, and external influences like website 

design, promotional offers, and peer suggestions. The findings revealed that online platforms, 

with their visually engaging and interactive designs, significantly amplify impulsive 

purchasing tendencies, especially in fashion retail. 

Dahiya and Gayatri (2018) explored the role of digital marketing communication in shaping 

consumer buying decisions in the Indian passenger car market. Their empirical research 

identified various digital touchpoints that influence consumer decisions across different stages 

of the purchase process. The study highlighted the growing relevance of targeted online 

communication strategies in fostering brand awareness and preference in high-involvement 

product categories such as automobiles. 

Rungsrisawat, Joemsittiprasert, and Jermsittiparsert (2019) extended this discourse by 

identifying key determinants of consumer buying behavior in online shopping environments. 

Their work, though more broadly focused, underscored the significance of factors such as trust, 

website functionality, product variety, and ease of payment in shaping consumer choices. The 

findings suggested that successful e-commerce platforms prioritize user experience and 

transparency to cultivate buyer loyalty. 

Singh and Srivastava (2018) examined the moderating role of product type in influencing 

online shopping behavior and purchase intentions among Indian consumers. Their findings 

indicated that the relationship between consumer attitude and purchase intention is significantly 

moderated by whether the product is utilitarian or hedonic. This study adds nuance by showing 

mailto:iajesm2014@gmail.com


 International Advance Journal of Engineering, Science and Management (IAJESM) 
ISSN -2393-8048, July-December 2020, Submitted in December 2020, iajesm2014@gmail.com 

 Volume-14, Issue-II   112 

that consumer behavior varies based on the nature of the product category, thereby stressing 

the importance of segment-specific marketing strategies. 

Kushwah and Singh (2019) investigated the broader shift from traditional to online shopping 

in India. Their study captured how convenience, competitive pricing, and increased digital 
literacy have led to a paradigm shift in consumer preferences. It provided a macro-level 

understanding of evolving consumer behavior trends, suggesting that the digital transition is 

driven not only by technology adoption but also by changing societal norms and consumer 

expectations. 

3. RESEARCH METHDOLOGY 

The current work investigates the elements affecting customer behavior in online purchasing 

using a descriptive and analytical research approach. Haryana was selected as the sample 

region; respondents came from urban and rural areas to guarantee thorough geographic and 

demographic coverage. Stratified random selection picked 300 people, providing for a fair mix 

of age groups, gender, income levels, and local characteristics. Primary data was collected 

using a standardized questionnaire of 5-point Likert scale questions ranging from "Strongly 

Disagree" to "Strongly Agree." This survey dealt with important issues like digital knowledge, 

product quality, price sensitivity, convenience, and trust in online platforms.  

Apart from the main data, respected journals, government publications, and e-commerce 

sector-related research provided secondary data to confirm and corroborate the results. The 

examination of gathered data used many statistical methods. This includes regression analysis 

to investigate the strength and direction of interactions between affecting elements, mean score 

analysis to evaluate the average customer impression across many variables, and percentage 

analysis to evaluate response distributions. This approach helped us accurately and thoroughly 

identify the internet buying habits and preferences of Haryana consumers. 

4. DATA ANALYSIS 

The data analysis part of this research gives the results of the survey conducted to realize the 

factors involved in online buying choices of consumers in Haryana. It is based on the 

information from a stratified random sample of 300 respondents, a combination of urban and 

rural, age groups, gender, income, and local traits. The information was gathered using a 

standardized questionnaire, with 5-point Likert scale questions covering important issues like 

convenience, trust, product quality, price sensitivity, and safety of online transactions. The 

following tables provide in-depth information on consumer perceptions regarding the 

convenience of online shopping, safety of payment systems, authenticity of products, and the 

influence of discounts and promotions on buying behavior. These results provide a clear picture 

of the online shopping behavior within Haryana, with positive and negative attitudes as well as 

potential areas of improvement highlighted. 

Table 1: Shopping online saves time and is more convenient than traditional shopping. 

Statement Number Percent 

Strongly agree 145 48.3 

Agree 09 3.0 

Neutral 55 18.3 

Disagree 71 23.7 

Strongly disagree 20 6.7 

Total 300 100.0 

Table 1 data shows customer views on the convenience and time-saving character of online 

buying in comparison to conventional purchasing. Of the respondents, 48.3% strongly agree 

and 3.0% feel that more than half (51.3%) of the studied customers find internet shopping more 

convenient and time-efficient.  

Conversely, 18.3% of those surveyed stayed indifferent, indicating they neither support nor 

reject the assertion, maybe pointing to situational use or mixed experiences.  

Of the respondents, 23.7% said no and 6.7% said firmly no, for a total of 30.4% who do not 

consider internet shopping more convenient, maybe because of problems such delivery delays, 

digital illiteracy, or lack of confidence in online platforms.  
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Though most Haryana residents see the time-saving advantages of online shopping, a 

significant minority still like or appreciate the conventional shopping experience. This implies 

that e-commerce sites should improve their user experience and handle issues for doubtful 

customers even more. 
Table 2: Security of Online Payment Gateways and Product Authenticity 

Statement Number Percent 

Strongly agree 120 40.0 

Agree 75 25.0 

Neutral 40 13.3 

Disagree 55 18.3 

Strongly disagree 10 3.3 

Total 300 100.0 

Table 2 shows customer views on the legitimacy of items bought online and the security of 

online payment systems. Of the total 65% of respondents, 40% strongly agreed and 25% agreed 

that internet payment methods are safe and that items bought online are mostly genuine. This 

suggests that most customers have great confidence in the safety and dependability of online 

purchases and transactions.  

Conversely, 13.3% of those polled stayed indifferent, maybe indicating doubt or a lack of 

personal knowledge with internet payments.  

Still, a significant part of the sample—18.3% disagree and 3.3% strongly disagree (collectively 

21.6%)—express worries regarding online payment security and the validity of items. 

Consumers who have experienced problems like money fraud, counterfeit items, or delayed 

customer service most certainly belong to this category.  

Though the data shows a strong positive attitude towards the security and authenticity of online 

shopping among consumers in Haryana, the existence of doubt among a segment of users 

underlines the need of ongoing enhancements in security protocols, return policies, and e-

commerce platform openness to foster more confidence. 

Table 3: Discounts and Promotions Influence Your Decision to Purchase a Product 

Online 

Statement Number Percent 

Strongly agree 115 38.3 

Agree 100 33.3 

Neutral 50 16.7 

Disagree 25 8.3 

Strongly disagree 10 3.3 

Total 300 100.0 

Table 3 shows how customer choices to buy items online are affected by discounts and 

promotional offers. The research shows that 71.6% of respondents—38.3% strongly agree and 

33.3% agree—consider discounts and promotions to be significant influences on their decision-

making process. This implies that internet consumers in Haryana are mostly motivated by price 

policies and special offers.  

Furthermore, 16.7% of those surveyed had a neutral answer, suggesting they may not be much 

affected by offers or that their buying choices are guided by other considerations as product 

quality or confidence in the site.  

Discounts and promotions have no effect for just a tiny minority—8.3% disagree and 3.3% 

strongly disagree (totaling 11.6%). This group probably gives other factors like brand 

reputation, product reviews, or personal requirements more priority than price offers.  

Ultimately, the chart emphasizes how important promotional tactics are for stimulating online 

sales. Particularly in price-sensitive areas like Haryana, e-commerce sites should keep using 

discounts, promotions, and loyalty programs to attract and keep customers. 

5. CONCLUSION 

The research highlights that online purchasing decisions in Haryana are influenced by factors 
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such as convenience, trust, promotional offers, and digital accessibility. With the growing 

internet and smartphone penetration, e-commerce is expanding beyond major cities into tier-2 

and tier-3 towns, particularly among working professionals and students who value the 

flexibility of shopping anytime, anywhere. Trust in secure payment systems, consistent 
delivery, and product authenticity is crucial, with e-commerce platforms needing clear return 

policies and responsive customer support to maintain consumer confidence. Promotional deals, 

especially for younger and middle-income consumers, further drive online purchases. However, 

digital literacy remains a challenge in rural areas, and e-commerce businesses must invest in 

customer education and localized, user-friendly platforms to bridge these gaps. As digital 

infrastructure improves, Haryana is poised for significant e-commerce growth, mirroring 

national trends in digital transformation. 
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