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Abstract: With the increase in number of internet users in our country, the number of online customers is also increasing, 

there are some attractive features like availability of quality product, right price, easy way of shopping, convenience and 

easy payment methods which attract the buyers for purchasing there are some big digital stores such as Amazon, Naaptol, 

Flip Kart, Snapdeal etc. These big stores attract the target Indian customers to create share in Indian digital market.  

Now a day’s internet is altering the way consumer shop and buys goods and services. Marketing through digitalization 

has become one of the main areas for business all over the world. Over the past five years internet marketing has growth 

rapidly in India. Marketing experts believe that the original digital boom with increased participation of youth 

consumers. In 2018-19, to avail various advantages provided by different online stores, a number of youth consumers 

prefer digital shopping over traditional shopping. Such change in customer perception is observed in Kanpur city also. 

This research paper is an attempt to study the change in youth customer perception towards digital shopping in Kanpur 

City.  
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I. INTRODUCTION: 

Today there is a significant change in the way of purchasing by youth customers. The concept of market is not 

narrow and not restricted to geographical boundaries. From last 10 years, online stores provide a way of convenient 

purchasing. With an easy availability of internet it becomes possible for customer to save time and efforts. In India 

there has been an exponential rise in consumer spending. Digital commerce is everything that includes an internet or 

online dealing. It includes online delivery, financial transactions such as movement of money between bank 

accounts.  Online purchasing is increasing fast as buyers make use of low price offer by the manufacturer or 

wholesalers who are retailing their goods and services. By 2019, the value of electronic commerce market is 

anticipated to pass over US $ 50 Billion. The regular digital revolution in the India is expected to increase India’s 

total internet user base to 829 million by 2021. In India the online industry is expected to double to reach US$ 250 

billion by 2020, growing to 7.5% of GDP.  

 

II. NEED FOR STUDY 

The total population of India is more than 1.20 billion and numbers of mobile internet users are more than 25 crore. 

The number of online shoppers is more than 10 crore.  The above data show that mostly youth customers have a 

smart phone and a internet connection. The perception of youth customers has changed. They are more positive 

about online shopping of products. This is the right time to evaluate the perception of youth consumers of Kanpur 

city situated in Uttar Pradesh.  

 

III. OBJECTIVES 

To find out which type of goods consumer generally purchase online.  

To find out which type of shopping is more satisfactory to them. 

To forecast the future of digital marketing. 

 

IV. RESEARCH DESIGN 

According to Kerlinger “Research design is the plan, strategy and structure of investigation conceived so as to 

obtain answers to research questions and to control variance”.  This research is descriptive research in nature.  

Primary Data Collection: Primary data has been collected through the interview method, personally meeting and 

questionnaire method.   

Secondary Data Collection: It is collected through magazines, journals, newspapers and internet.   

Sampling Techniques: 

Non probability sampling: In non probability sampling, the chance of any particular unit in the population being 

selected is unknown. 
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Convenience Sampling: In this method the sample units are chosen primarily on the basis of convenience to the 

investigator.  

Sample Size: Population of this study consists of youth customer of Kanpur city. A sample of 50 youth customers 

was taken for this study. 

Tool: Data was collected using structural questionnaire. 

Statistical Analysis: It was percentage analysis.   

 

V. DATA ANALYSIS AND INTERPRETATION 

5.1 Do you prefer digital shopping: 

Factors  Number of Respondents  Percentage 

Strongly Agree 21 42 

Agree 20 40 

Disagree 7 14 

Strongly Disagree 2 4 

Neutral 0 0 

Total 50 100 

Finding & Investigations: From the above table it is interpreted that 42% of youth respondents strong agree, 40% of 

them agree, 14% of them disagree, 4% of them strong disagree and 0% of them said it is neutral or uncertain that 

they prefer digital shopping, thus maximum respondents strong agree with purchasing online.  

 

5.2 Do you purchase online regularly: 

Factors  Number of Respondents  Percentage 

Strongly Agree 10 20 

Agree 19 38 

Disagree 13 26 

Strongly Disagree 6 12 

Neutral 2 4 

Total 50 100 

Finding & Investigations: From the above table it is interpreted that 20% of youth respondents strong agree, 38% of 

them agree, 26% of them disagree, 12% of them strong disagree and 4% of them said it is neutral that they purchase 

online shopping regularly, thus maximum respondents agree with purchasing online regularly.  

 

5.3 Do you prefer mobile application for online shopping: 

Factors  Number of Respondents  Percentage 

Strongly Agree 14 28 

Agree 17 34 

Disagree 8 16 

Strongly Disagree 1 2 

Neutral 10 20 

Total 50 100 

Finding & Investigations: From the above table, it is shown that 28% of respondents strong agree, 34% of them 

agree, 16% of them disagree, 2% of them strong disagree and 20% of them said that its neutral that they prefer 

mobile application for online shopping. Thus maximum respondents agree with use of mobile application for online 

shopping.  

 

5.4 What is the main reason to buy through online mode?  

Reasons Number of Respondents  Percentage 

Less Price 14 28 

Time Saving 6 12 

Free from Rush 8 16 

Convenience  10 20 

Variety 12 24 

Total 50 100 
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Finding & Investigations: As per the information given in above table, when we observe the reason for online 

shopping. Out of all youth respondents, most (28%) respondents purchase product online due to less price while 

24% feels variety of products. 20% online buyers feel convenience. 16% of respondents feels free from rush while 

shopping online and 12% of respondents feels it saves time. Following pie chart shows these reasons more clearly. 

 
 

5.5 Which type of goods you purchase online: 

Product Type Total (out of 50 Respondents) Percentage of total Respondents 

Household items  36 72 

Mobile & Electronic items  41 82 

Footwear, bag etc. 31 62 

Fashion & Clothing 38 76 

Others 32 64 

Finding & Investigations: As per responses show in above table out of all respondents, 82% of online buyers have 

purchased electronic items and mobiles such as microwave oven, cell phone, tablets etc. 76% respondents purchases 

fashion goods such as cosmetics, clothing and dress material etc. 72% of online buyer purchase household items 

such as table cloth, bed-sheet etc. 62% respondents has purchased bags footwear etc. Remaining respondent’s 64% 

has purchased other products through digital mode.  
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5.6 Would you like to shop online in future: 

Factors  Number of Respondents  Percentage 

Strongly Agree 14 28 

Agree 26 52 

Disagree 2 4 

Strongly Disagree 1 2 

Neutral 7 14 

Total 50 100 

Finding & Investigations: From the above table it is interpreted that 28% of youth respondents strong agree, 52% of 

them agree, 4% of them disagree, 2% of them strong disagree and 14% of them said it is neutral that they will 

purchase online shopping in future, thus maximum respondents agree with purchasing through online mode in 

nearby future.  

 

VI. CONCLUSION 

In last decade, customers of Kanpur city are not confident about online shopping. They prefer traditional shopping 

but after research we find that growth in number of mobile internet users in Kanpur city. Customers of Kanpur get 

confidence; they show the value of time. Customers prefer online mode over traditional mode to avail various 

benefits and to enjoy the attractive offers given by digital stores. Government should take proper measure to protect 

the customers from various drawback of digital marketing. In Kanpur city youth customer prefer branded mobile 

garments, cosmetics and household products through digital stores. In this city there is brand competition and price 

competition. With this change in perception of buyers, digital stores may increase their market share value and get 

stabilize in global market and customers of Kanpur city may friendly opt to go digital.  

 

VII. LIMITATIONS 

Paper is limited to Kanpur youth. It does not cover all age respondents of Kanpur city.  

Short time of interaction with respondents.  

Study is quite subjective in nature as results are based on the view, opinion and attitude of the respondents.  
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