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CUSTOMER SATISFACTION TOWARD ONLINE SHOPPING IN DELHI NCR 
 

Ms. Sujata 
Advent Academy 

Ghaziabad, Uttar Pradesh, India 
 
ABSTRACT  
Purpose:  As corporations replace traditional retail storefronts with online interfaces, a fundamental grasp of the elements affecting 
customer satisfaction in online buying has become increasingly important. By providing superior consumer value, online retailing 
enables retailers to service clients with more speed and efficiency. In this regard, the need for a fundamental grasp of the elements 
influencing customer satisfaction in online buying has increased. This research aims to propose a revised SERVQUAL model to the 
context of online purchasing in characterizing how customers evaluate the quality of shopping online. This empirical study is primarily 
concerned with examining the most relevant factors influencing online consumer satisfaction. 
Design/Methodology/Approach: Customers in the city of Delhi NCR region who shop online filled out a survey questionnaire survey 
with 24 elements, and the results came from 200 people. The respondents were chosen through the use of a simple sampling approach. 
Statistical approaches such as principal component analysis, descriptive and cross tabulation were used to analyze the data. 
Findings: To attain the objective, a test of reliability was carried out. According to the results of the reliability analysis, all of the 
dimensions are dependable. The major elements that impact the customer satisfaction level with online shopping, according to the 
researchers, are assurance, and security, ease of use, service reliability and reactivity. 
Practical Implications: The primary purpose of the study is to investigate the factors that have a role in determining the level of 
satisfaction experienced by online customers. 

The research not only assists in determining the importance of these aspects concerning the practice of buying online, but it 
also offers retailers new information regarding the factors that influence the level of happiness experienced by customers. 
Originality/Value: The article begins with a literature review that illuminates recent studies on online service quality buying 
environments. In addition, significant managerial consequences and recommendations are provided. 
 
Keywords: Quality of Services, Customer Happiness, Online Purchasing. 
 
1. INTRODUCTION 

E-Retailing, which is synonymous with online retailing, is a web-enabled interface that enables a retailer to offer goods and 
services to a customer. Online retailing is also known as "online retailing." The environment of online commerce has experienced a 
transformation as a result of developments in information technology and the rise in the number of people using the internet; as a result, 
it is now the mode of purchasing that is most commonly chosen. Shopping through the internet or online has become increasingly 
popular in many different industries, including those dealing with clothing, arts and handicrafts, books, automobile rentals, computers, 
electrical goods, cosmetics and novelties, and so on. By providing a selection of goods and services, online retailing enables businesses 
to better meet the needs of their clientele in a more timely and cost-effective manner. Retailing done via the internet is quickly becoming 
a popular technique that can be used to entice new consumers and keep the ones you already have by providing value to those clients. 
In addition, the accessibility of transaction data makes it easier for merchants to analyze and evaluate the purchasing behavior of their 
target clients. It has evolved into the most effective method available for providing useful information. 

 
In this context, having a thorough understanding of the aspects that cause satisfied customers in online buying has taken on a 

bigger relevance than it did previously. The aim of this research is to investigate the levels of contentment experienced by customers 
making use of online purchasing services in the city of Delhi NCR region. 

 
2. CUSTOMER SATISFACTION AND ONLINE SHOPPING 

As the retail industry in India struggles to stay afloat and expand, increased emphasis is being placed on the need of satisfying 
the needs of the country's customers. Customers are more likely to participate in a business if they receive excellent customer service. 
Overall client happiness is a result of the high level of service quality delivered. For the benefit of businesses, it is beneficial to have a 
better understanding of the factors that contribute to the satisfaction and retention of customers. This knowledge will help businesses 
focus on and improve the vital points that contribute to achieving of these outcomes. Customers' needs and technological advancements 
necessitate that online retailers adjust their methods in response to these changes. The goal of this study is to learn more about how 
consumer satisfaction with online shopping in Delhi NCR region is affected by several aspects of service quality. 
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3. LITERATURE REVIEW 
 In the next sections of the existing literature, a review of studies is conducted. The focus of this review is on a tiny proportion of 
closely related studies, all of which are relevant to the study's central question. Ali, Sankaran, and Stevrin (2010) conducted research on 
the satisfaction and loyalty of online shopping clients in Norway for a study that was titled clients of online shopping. There is little 
question that the vast majority of Norwegians are at ease when it comes to shopping online; however, fewer than half of them stay loyal 
to their preferred online merchants. Long-term loyalty can only be gained by offering extensive product information on the website, 
great customer service, and prompt delivery of goods, according to findings from the study. 
 
           When it comes to making purchases while attending school, students in Malaysian universities are more likely to use the internet 
than those in the country's traditional brick-and-mortar counterparts. Examined were factors such as easiness of use and suitability, 
privacy protection, security, social norms, and attitude that influence the purchasing decisions of students. Acceptance and utilization 
of online shopping are influenced by factors such as compatibility, usefulness, usability, and security. Studying the factors that influence 
customer satisfaction with online shopping, Guo and Ling and Liu (2012) found that the factors such as site design, security and quality 
of information, form of payment and delivery are important determinants of satisfaction. 
 
 Mustafa Customers' satisfaction with online shopping was studied in (2011). Customer happiness with online shopping is heavily 
influenced by factors such as the quality of the user experience, the accuracy of the information provided, the way it is presented, and 
the degree of privacy customers feel they have when shopping. Customers' satisfaction with internet purchases is reliant on product 
attributes such as pleasure, tangibility, empathy and effectiveness as well as the ability to comprehend (Wang and Le, 2015). There are 
various aspects that influence how satisfied customers are with their online shopping experiences. One of these is the cost of the most 
recent transaction, which was examined in a study conducted by Bama and Ragaprabh (2016). Research conducted in the city of 
Coimbatore by Muruganantham and Nandhin (2017) examined the level of customer satisfaction with internet buying. The information 
was gathered from survey participants using a pre-made questionnaire. The study found that customer satisfaction was influenced by 
aspects such as offers, lowest deals, high-quality products, and ease of shopping. 
 
 In the study, Lakshmanan and Karthik (2018) looked at the consumer's online shopping habits. The Tiruppur District's online 
shoppers were the focus of the study, which examined their attitudes toward online buying. A standardized questionnaire was utilized 
to collect data from participants in the study. According to the findings, the majority of those who shop online are between the ages of 
26 and 30. Ganapathi (2018) investigated the Tiruchirappalli district's customers' contentment with electronic purchasing. A survey with 
a sample size of 200 was used in the investigation. Customers' level of satisfaction with internet shopping is linked to their age, gender, 
and level of education, according to the findings. There is evidence to suggest that 24-hour customer support is a key component of 
customers' overall happiness with online buying. 
 
4. NEED OF THE STUDY 
 The rise of the internet has forever changed the retail sector, as more and more people prefer to shop from the comfort of their 
own homes and workplaces thanks to the internet. Customers' increased use of online shopping offerings has prompted several studies 
looking into what makes them happy with their online shopping experience. Research aimed at gaining a better understanding of the 
significance of various aspects of the internet. Customer satisfaction is influenced by a limited number of factors, such as the quality of 
the shopping experience. The paper examines the level of customer satisfaction in Delhi NCR region when it comes to online shopping 
services. Therefore, this study is designed to investigate the satisfaction level of online customers in addition to this, furthermore, to 
identify the issues and problems faced by the customers during shopping online in Delhi NCR region, India. 
 
5. SIGNIFICANCE OF THE STUDY 
A key factor in client retention and loyalty is customer satisfaction. Achieving customer satisfaction in an online world where the 
connection between corporate staff and customers is limited can be challenging. Long-term client relations and profitability depend on 
a company's ability to keep its customers happy, thus knowing what makes a consumer happy is essential. As a result, this research 
evaluates how satisfied customers are with several aspects of service quality when they shop online. 
 
6.RESEARCH OBJECTIVES 
This study's major purpose is to investigate the elements impacting customer satisfaction concerning online shopping in the city of Delhi 
NCR region. The study also emphasis on Identifying the favored product lines of online shoppers, most appealing features of websites 
to online shoppers and to identify the problems encountered by online shoppers. 
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7. HYPOTHESIS OF THE CURRENT STUDY 
H1:There is no correlation between ease of use and client satisfaction on the internet. 
H2: Online consumer happiness and service reliability are not mutually exclusive. 
H3: The relationship between internet security and customer happiness is unrelated. 
H4: online shop responsiveness and online customer satisfaction are not mutually exclusive, 
H5: Customer pleasure is not dependent on the level of assurance. 
 H6: Customer happiness and communication are not interdependent. 
 
8.DATA COLLECTION METHOD AND RESEARCH METHODOLOGY 
Research Design - An exploratory study was conducted because the topic was still in its infancy when it came to research in India, and 
the survey approach was chosen. Example of a Method: The study relied on convenience sampling, which entails selecting study 
participants based on how easily they might be reached. The research is cross-sectional. 
Sample Size: It was determined that the 200 respondents selected for the sample were older than 18 years old. The Delhi NCR region 
respondents were included in the questionnaire for this study. 
Design: The objectives of the research were carefully taken into consideration when developing the questionnaire. In the current 
investigation, a total of two hundred individuals participated in a survey that was conducted utilizing a formatted and pilot-analyzed 
questionnaire. The questionnaire had its initial round of pilot testing with thirty different respondents. Before the questionnaire was 
finally administered, there were a few alterations that were not significant at all. SPSS Measurement was used to do the statistical 
analysis of the data.  
 
 The literature review served as the foundation for the questionnaire. The questionnaire contained two distinct parts that were each 
equally important. The first part of the survey comprised of twenty-four items measuring consumers' perceptions towards service quality 
of online shopping experiences.  These items are part of six different dimensions of service quality of online shopping such as online 
customer service quality, including ease of use, serviceability, ability to respond, security, assurance, and interaction. The results of this 
section were used to determine whether or not customers would recommend online shopping. On a Likert scale of five points from 1 to 
5 where 5 denotes excellent, the respondents were given the task of selecting the response that most accurately reflects their views and 
perspectives regarding each item. 
 
 In the second part of the survey, demographic questions such as their age, gender, education, occupation, and income were asked 
from respondents. 
Data Analysis: According to the study's goals and hypotheses, the data was gathered and analyzed in line with those goals. First, the 
data were organized into frequency distributions, and then a factor analysis was performed on them. 
 
9.SERVICE QUALITY DIMENSIONS AND CUSTOMER SATISFACTION 
 Figure 1 depicts the relationship between internet shopping and consumer satisfaction. The six service dimensions were chosen 
for the study are Ease of use, ability to respond, Reliability, Assurance, Security, and Communication, as well as overall performance. 
Several service quality dimensions were taken from the SERVQUAL model and other existing service quality models. 24 statements 
are used to evaluate performance across the six identified dimensions. The six SERVQUAL measures were used to examine the 
qualitative impact of services of online shopping to the online customer satisfaction. 
10.CONCEPTUAL FRAMEWORK FOR THE STUDY 
 Customers' satisfaction was measured using a conceptual model depicting the aspects of Service Quality parameters that had been 
thoroughly reviewed in the literature. 
Table-1 Constructs for the Proposed Model 

Ease of use User-friendly software experience to the respondents and employees as well 

Security (S) 
This is the measures to protect the confidentiality and privacy of clients by safeguarding their 
information. 

Assurance (A) The influence of employees to convey trust and confidence among customers. 
Service reliability (SR) The ability to deliver the aforesaid quality features of the products to the customers.  

Communication (C) 
The provision of providing easy to understand and timely information for online buyers by the 
retailers. 

Responsiveness (R) Willingness to help customers through prompt service with care. 
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11.RELATION BETWEEN SERVICE QUALITY AND ONLINE CUSTOMER SATISFACTION 

 
Figure 1: Proposed Service Quality Model 

12.DEMOGRAPHIC PROFILE OF RESPONDENTS 
 Table 2 presents the demographic features of the sample respondents, including age, gender, education level, employment, and 
income level. 
Table 2 Demographic profile of respondents 

Characteristics of Online custoemrs  Percentage 

 Gender Male 204 51% 
  Female 196 49% 
Educational qualification of 
the respondents 

10th class 36 9% 
12th class 42 10.50% 

  Graduate degree 128 32% 
  Post graduate degree 104 26% 
  Diploma courses 54 13.50% 
  Others 36 9% 
Age of respondents Less than 20 years 90 22.50% 
  21 – 30 years 150 37.50% 
  31 -40 years 124 31% 
  41 – 50 years 22 5.50% 
  above 50 years 14 3.50% 
  Total 400 100 
Monthly Income of the 
Respondents  
  

Less than Rs. 25000 92 23% 
Rs. 25001 – Rs. 35000 110 27.50% 
Rs. 35001 – Rs. 55000 76 19% 

  Rs. 55001 – Rs. 75000 44 11% 
  More than Rs. 750000 78 19.50% 
Occupation of the 
Respondents 

Private Job 100 25% 
Government service 90 22.50% 

  Businessperson 40 10% 
  Professional 62 15.50% 
  Student 84 21% 
  Others 24 6% 
  Total 400 100 
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13.DATA ANALYSIS AND DISCUSSIONS 
 In terms of the gender breakdown of those who responded to the survey, it was found that male respondents made up 51% of 
the whole sample, while female respondents made up 49% of the total. In other words, male respondents made up the bulk of the sample. 
Table 2 interprets that majority of the respondents, which accounts for 37.5 percent of the total sample, are aged between 21- and 30-
years age brackets, followed by 31 %age of the respondents belongs to age group of 31 and 40 years old. Even though 22.5% of the 
sample is younger than 20 years old. 
 

In case of educational qualification, majority of respondents, hold a bachelor's degree (32%), followed by a master's degree 
(26%). 

 
Table 2 illustrates the distribution of the sample based on the respondents' respective occupations. The vast majority of 

those who participated in the survey are salaried employees; more specifically, 25 percent of those who responded are full-time 
employees in private service, and 22.5 percent are employees in government service. Ten percent of those who participated in the 
survey fall into the category of businessmen or self-employed individuals, and 15.5 percent of those who participated in the survey 
are professionals. 

 
The foundation of an investment portfolio is income and savings. One of the factors is the income that the family has. 

Table-2 further interprets that the majority of the respondents, which constitutes 27.5 percent, earn between 25,000 and 35,000 
rupees per month, while 23 percent of them earn less than 25,000 rupees and 19 percent earn between 35,000 and 45,000 rupees 
per month. While 19.5% of people make more than Rs 75001 every month. 

 
14.CUSTOMER’S ONLINE PURCHASE BEHAVIOUR TOWARDS ONLINE SHOPPING 
 Online buying is helping in transforming the purchasing habits of customers. Online shopping is a process, through which 
customers buy products, services, goods, commodities, etc. directly from a vendor without the use of an intermediary provider. 
Traditional customer behavior differs from online consumer behavior. The following table provides insight into the purchasing habits 
of online buyers in the city of Delhi NCR region. 
 
Table 3 Online Purchase Behaviour of respondents 

Frequency of online shopping No of respondents Percentage 
Buy on regular basis 156 39% 
Buy in one month 130 32.50% 
Online shopping in 3 months 64 16% 
Rarely or occasionally 50 12.50% 
Daily online duration for surfing on net   
Up to 2 hours 102 25.50% 
02-04 Hours  118 29.50% 
04-06 Hours 130 32.50% 
06-08 Hours 26 6.50% 
Over 8 hours 24 6% 
Preferred category of products to purchase online 
Clothes 60 15.00% 
Health & beauty 50 12.50% 
Electronics 80 20.00% 
Furniture 42 10.50% 
Computer 48 12.00% 
Others (Gadgets, sports items and books) 120 30.00% 
Preferred Mode of payment   
Cash on Delivery 72 18% 
Debit card 102 25.50% 
Credit card 146 36.50% 
Net banking 80 20% 
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Preferred features of shopping portals   
Payment alternatives 82 20.50% 
Product line and width 76 19% 
Faster Delivery 50 12.50% 
Security interface 112 28% 
User Friendly interface. 80 20% 
Total 400 100.00% 

Source: Primary Data 
 

According to the information shown in table 3, it is possible to see that the 32.5 percent of respondents are found to be heavy 
user of internet, approximately 30 percent of respondents are found to be mild user of internet surfing around 2 to 4 hours in a day. In 
addition to this, the respondents consider the product variety as one of the most influential factors (19percent) followed by speed & 
quality of delivery (12.5 percent), then security (28 %). Further, payment options (19 %), and user-friendly interface also influence the 
consumers for online shopping.  

 
The payment options for online shopping suggests that the 18 % of the respondents prefer cash on delivery and 20% through 

internet banking. 25.5% of customers prefer debit cards where majority of the customers prefer credit cards for payment methods. In 
addition, it was discovered that the majority of the respondents, which accounts for twenty percent of the total, selected the purchase of 
consumer electronics as the preferred category of products to purchase online. On the other hand, 16 percent of respondents buy mobile 
handsets and apparel through online mode and have made it as their preferred category. 

 
15.RELIABILITY STATISTICS  
 Cronbach's Alpha was used to compare the internal consistency of items of the dimensions of factors affecting online shopping 
experience of customers. In the majority of social science studies, a reliability coefficient or above is accepted. As shown in Table 4, 
the items' Cronbach's Alpha scores of.821 exceed the recommended level of.70. The outcomes demonstrate the internal consistency of 
variables. 
 
Table 4 Cronbach's Alpha for dimensions of customer satisfaction 

Cronbach's Alpha Cronbach's Alpha (Standardized Items) Number of Items 
0.879 0.821 24 

 
16.FACTOR ANALYSIS 
 After that, factor analysis was performed on the 24-item scale by employing the principal component method to derive the 
factors affecting internet shopping service quality aspects, as perceived by clients buying online. To investigate such dimensions, a 
principal components analysis combined with a Varimax was carried out. The exploratory factor analysis with varimax rotation is 
displayed in Table 5; this provides us with a distinct view of the measurement model of factor loadings, which contains a total of six 
factors. 
 
Table 5 Profiling of dimensions of customer satisfaction  

Factors  Items  Factor loading  Eigen Value  Cronbach Alpha Value  
Ease of use  5 0.659 to 0.855 7.145 0.869 
Service Reliability 4 0.712 to 0.911 5.236 0.912 
Security  4 0.632 to 0.899 4.321 0.854 
Responsiveness  3 0.721 to 0.898 4.021 0.712 
Assurance 5 0.661 to 0.923 3.298 0.798 
Communication 3 0.701 to 0.922 1.235 0.866 

 
Table 5 interprets the results of profiling of dimensions of customer satisfaction for online shopping. The results of EFA derived 

six factors named as ease of use, service reliability, security, responsiveness, assurance and communication. Easy to use factors has 5 
items and factor loading of items varies between 0.659 to 0.855. the value of Cronbach alpha for this factor is calculated as 0.869, 
indicating there is sound internal consistency among items. Service reliability factor has 4 items and factor loading of items varies 
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between 0.712 to 0.911. The value of Cronbach alpha for this factor is calculated as 0.912, indicating there is sound internal consistency 
among items. 

 
Security factor consists of 4 items and factor loading of items varies between 0.632 to 0.899. The value of Cronbach alpha for 

this factor is calculated as 0.854, indicating there is sound internal consistency among items. Responsiveness factor has 3 items and 
factor loading of items varies between 0.721 to 0.898. the value of Cronbach alpha for this factor is calculated as 0.712, indicating there 
is sound internal consistency among items. The nest factors named assurance factor has 5 items and factor loading of items varies 
between 0.661 to 0.923. the value of Cronbach alpha for this factor is calculated as 0.798, indicating there is sound internal consistency 
among items.  The last factor communication has 3 items and the range of factor loading lie between 0.701 to 0.922 with Cronbach 
alpha value as 0.866. Literature reveals that any value more than 0.7 for Cronbach alpha, indicate that the items are significantly 
correlated with each other and loaded to their respective constructs.  

 
According to the findings, the most common factors that contribute to customer dissatisfaction with the quality of services 

provided by online retailers are their information and communication systems. On the other hand, the most important factors that 
contribute to customer satisfaction when using online shopping services are a user-friendly interface, easiness of use, safety and security, 
reliability, and assurance. 
 
Table 6 Summary of Hypotheses 

                      Sr No 
Factors 

Significance 
Level 

Hypothesis  

H1 
H1: There is no correlation between ease of use 
and client satisfaction on the internet. 

Yes
 

Accepted 

H2 
H2: Online consumer happiness and service 
reliability are not mutually exclusive. 

Yes
 

Accepted 

H3 
H3: The relationship between internet security 
and customer happiness is unrelated. 

Yes
 

Accepted 

H4 
H4: online shop responsiveness and online 
customer satisfaction are not mutually exclusive, 

Yes Accepted 

H5 
H5: Customer pleasure is not dependent on the 
level of assurance. 

Yes Accepted 

H6 
 H6: Customer happiness and communication are 
not interdependent. 

No Rejected 

 
From Table -6, it is clear that simplicity of use, reliability of service, retailer responsiveness, and security are all important 

elements in determining customer satisfaction with online buying services. According to the data, customer satisfaction was not 
influenced by interaction concerning purchases and tracking information, or by delivery time. Customer satisfaction when purchasing 
online is influenced by factors such as simplicity of use and service reliability as well as responsiveness, assurance, and security, 
according to the findings of this study. 

 
THE RESULTS OF THE RESEARCH 

 Males account for 51% of responders, with those between the ages of 25 and 35 making up the majority (37.5%). 
 Over 32 percent of the study participants had a bachelor's degree, followed by 26 percent with a master's degree, according to 

the survey results. The statistics show that people who shop online have either a bachelor's or a master's in their field. 
 A total of 47.5 percent of respondents are paid employees, with 25 percent working in the commercial sector, and 22.5 percent 

working in the government sector, according to this study. 
 Over two-thirds (27.5%) of respondents earn Rs 20000-200000, while 23% earn less than Rs 20000. 
 Based on the data in the table, it appears that most respondents (48%) use the Internet for one to two hours each day. 
 More than two-thirds (68%) of those polled said they value product variety, availability, and speed of delivery (both 20.5%) over 

everything else when it comes to online shopping. 
 Most respondents (39%) reported that they made frequent purchases on the online platform, which may provide some insight 

into how frequently consumers make purchases online. 
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 Cash on delivery was the preferred payment method for 36.5% of those polled, with net banking coming in a close second at 
25.5%. 

 An important factor in determining whether or not customers were satisfied with their online shopping experience was how easy 
it was to find what they wanted and how quickly they could get it. 

 
17.CONCLUSIONS 

The preferences of clients making purchases online in Delhi NCR region are reflected in the findings and outcomes, as are their 
purchasing behaviors and levels of satisfaction with their purchases. According to the findings of this research, customer satisfaction 
concerning online purchasing is most strongly influenced by aspects of service quality. 

 
It is unavoidable for online retailers to make investments in the enhancement and modernization of online security in light of 

the increasing amount of business transactions. These investments are made to guarantee that customers will have pleasant and risk-free 
shopping and transaction experiences. According to the findings, online retailers need to lessen the perceived risks that customers have 
when shopping with them by making shopping portals smoother with secure payment options, and faster deliveries of high quality to 
win and keep customers' trust and loyalty. It is necessary to make an effort to educate people who make purchases online on the processes 
that must be gone through while making those purchases online. The majority of internet merchants provide some kind of feedback 
mechanism for their customers. It is important to collect the comments of customers who make purchases online so that deficiencies in 
service may be remedied and progress can be made toward establishing a high level of customer value. 
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