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Scope of the study
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Limitations of the study
. This paper depends only on secondary data only. Online business marketing and some
.: er e-marketing vanable which are not ineluded in this study.

Objectives of the study

1. Tostudy the bref history of E-Marketing,

| 2. To study the aceeptance of e-marketing among consumcrs.

3 Tostudy the impact of e-marketing on purchase decision of consumers.

To study the shortcomings of online shopping.

rch Mcthodology

The research paper is an attempt of exploratory rescarch, based on the second

d from Books. journals, magazines, articles and media reports, national & international
s been published and

ary data

S, government reports, publications from various websites which ha
ed on various aspects of E-Marketing.

1. History of Internet Marketing

F The history of Internet as a marketing channel started back in 1983 when Compuserve
“hed the first commercial Internet email product. Internet messaging had previously been
lable only to the military and universities. A decade later, a “browser” for Tim Berners Lee’s
ext protocol became available as a free download from the National Center for

omputing Applications. Mosaic, as the browser was called, was soon followed by a more

ehold name, the Netscape Navigator. Very few people and companies thought the web
d have any impact on their ability to sell goods and services. Jeff Bezos launched

in 1995, most business analysts thought it would flop as consumer would never use

eredit card online. The next watershed moment in Intemet history was Google Adwords,
but it was the first to offer a system

ed in 2003, Google wasn’t first search engine,

y advertisers could serve ads in response to users’ real-time intent and desires. In 2007

changed again. Mobile content consumption, previously tightly controlled by the
{ least in the US), was suddenly controlled by a device manufacturer as Apple launched
e The most radical and impactful marketing innovation yet is the Open Graph, a
hnology launched in April 2010. The expenses used for internet marketing in the

4 other countries totaled to 300 Billion Dollars in 1996, In 1994, the average
{0 175 Billion Dollars which were ull spent for traditional

15
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shopping to save time, the envi .

PPINE we time. the environmental of shopping place such as free parking place, lower
]

ge of products. The non-functional

the brand name of the store. The

D Mot 1 . .
cost of products and available to choose from widely ran
ey, such ns

molives arc more related with culture or social valu
e their needs. This behavior will be

iraditional shopping is simply about the customer {0 purchi

and promotion which attracts customers goes there and

influenced by the seller's advertising
used. discussed.

taken home and be

products will be
internct shopping will provide a

purchase goads, afterwards a part ot new

All of these general overviews and discussions about the

packground to the study and help to building the foundation ©
4. Consumer Trust on Internet Shopping

ns of another party based on the

ulnerable to the actio
important to the trust or, irrespective of
on is widely recognized and the

the most based on their level of

and sellers either in the physical store of online shops. Online
lement for building a relationship with customers. A present

research shows that online trust is lower level than the face-to-face interactions in the physical
E-commerce web site is very relyin
ample, a highly technical comp

t is secure and thus the site is more

f academic researches.
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expectation that the other will
ol that other party”. This definiti
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‘security can be provided. For ex

influence the trustworthiness. [nterne
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Jocation of e number, and a help button on the web site, customers
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gs or obstacles of Online Shopping

frastructure & Logistic Sector
state of infrastructure in India is well documented so there is no need
roads,

en record. Infrastructure like regular internet network, power,
urgent attention. The logistics sector is also struggling partly because

erhaps one key arcd Indians have seen improved infrastructure in
accessibility. [ndians now enjoy more reliable and efficient
Although each time infrastructure is mentioned the
er, and the like, these are not the only infrastructure

ot have valid addresses. That means that as it is

ho cannot shop online even if they want to.
ers. No on¢

ive to ship products to custom

the office, contact telephon
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laws regulating online transactions in India, and this makes consumer protection difficult.
Building a reputable online store in India will no doubt pose a lot of challenge.
6. Consumer Buying Behaviour

Marketing create oppartunities for consumers and one of those opportunities is the
evolution of online marketing. The behavior of consumers plays an important role to the success
of businesses and this has an overarching influence in online marketing. E-marketing is the
keting industry. Millions of people around the globe spend
o digital and social media networks and this has
ickly adapting to the rubric of online
ainly for social networking and
ividuals and households that

furure of globalization and online mar
most of their time online, exposing themselves t
motivated their buying habit, Consumers in Malaysia are qu
marketing. Nevertheless, majority of the consumers g0 online m
instant messaging. The b\jying behavior of final consumers— ind

s for personal consumption. Consumer buying behaviour is the sum total

intentions, and decisions regarding the consumer’s
ive advertising

buy goods and service

of a consumer's attitudes, preferences,
n purchasing a product ( good) or service. Effect

behaviour in the market place whe
aviour at each and every stage of the consumer buying

will aim to influence consumer beh
ypes of advertising that firms can employ to do this.

nerate increased consumption of their products or
e repetition of an image ot product name in an effort
n the minds of consumers The social media has
ot and influence behaviors. The social media

and your brand and therefore influences

process. There are many different
Commercial advertisers often seek to ge
through branding, which involves th

services
certain qualities with the brand i

to associate
provided a ne
assures direct co
behaviour by makin
~ Conclusion

This study is mai
that affect the consumer’s 0
Internet development, and mentio
tions have been discussed: traditio
ner behaviors. Each section starts with
research focus on the Internct shopping (in
erce website, and online security, privacy, trust and
(include background, shopping motivation and d
ooked at, and examined to reveal the influence at online consumer behaviors.

omer’s purchase decision making process was also examined to identify the

—————

rmation search is the most important factor that helps th

w platform for consumer to intera

mmunicate on between the customer
¢ a consumer a virtual journalist or public relations expert.

emet and examines those factors

nly focus on the factors from the Int
the current status of the

nline shopping behaviors. [t starts with
ned the background of marketing. There are three main
nal shopping behavior, Internet shopping and online
the concept, and followed by other perspectives.
clude the nature of Internet shopping, E-
trustworthiness) and online consumer
ecision making process). Those

e customers
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Therefore, the online retailers hyye -

weir needs.
purling such as provide much detailed Producy

enhance and improve the information sup
. in order to increase the efficient of i .
ne in informatigp

find the suitable products or services for (l

information and use internal search engi
search.
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