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Abstract. 

In today’s era, the usage of internet has become a vital part of our life. Its need is increasing even more 

during this pandemic where COVID-19 has affected the lives of everyone globally, the online market has 

seen a huge growth now than usual, since the people are comfortable shopping online and having their 

essentials delivered at their doorsteps without having to step out of the house and this has affected the 

conventional shopping. 

A survey has been conducted with the help of e-questionnaire which helped us find out the people’s 

preferences. This paper tries to identify how the conventional shopping is affected because of online 

shopping. 
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1. INTRODUCTION. 

 

1.1. Introduction of the topic. 

Online shopping is a type of electronic commerce which provides an online platform where 

sellers and buyers trade with the help of an application designed for the particular firm or from 

their websites directly.  

 

Conventional shopping or offline shopping is a type of shopping where there is a dedicated place 

for the sellers to sell their products and for the buyers to go to the dedicated place to buy. 

 

E-Commerce has started to grow exponentially in today’s times. With the increasing users of the 

internet and enjoying the comfort of having things delivered at their doorsteps and the other 

facilities associated with it, the online market has grown a lot. However, the conventional 

(offline) market has been affected by this growth.  

 

The conventional market is generally concerned with different types of sellers in the market 

especially who depend mostly on their daily/weekly income. People are much affected as the 

numbers of shoppers have declined in the offline market because of the increased 

competitiveness with the online market. The competition is inclusive of a wide range of factors 

which can be categorised into preference & choices of the variety of goods, availability of a wide 

price range, etc which is becoming a challenge for the offline market because of the various taxes 

and the middleman included in the chain. However, for the online market, since their business 

does not include the middleman, they require to pay less taxes and also the other miscellaneous 

costs related to the products; their prices are less and choices are more.  
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In the present scenario, when COVID-19 has hit us and the norms of social distancing is followed 

rigorously, people have now started to prefer the online shopping more because they can have 

their things delivered at their doorstep without having to step out of their homes.  

 

This pandemic has also changed the market scenario in various ways. During the lockdown, 

where the conventional market is open only for the essential services, the online market is open 

for all. This has given an easy access to the online market to boost their growth since the non-

essentials yet the required services can only be bought from the e-stores. 

1.2. Statement of the problem. 

 

With the most efficient marketing strategy the e-commerce has drawn the attraction of the 
consumers towards online shopping. This has led to the drastic fall in the conventional shopping 
and is unable to compete with their deals; the conventional market is facing a huge decline in 
their overall growth and development. 

In order to gain a competitive edge in the market, the conventional market has to know and act 
according to the consumer behaviour and have a competitive spirit to gain back the consumer’s 
attention as much as the online market has it. 

 

1.3. Review of Literature 

In this area, I conducted a literature review to study what the other researchers have studied in this field 

in order to have a better understanding. 

According to Thijs L. J. Broekhuizen and Wander Jager (2003), in their study,” A conceptual 

model of channel choice: Measuring online and offline shopping value perceptions” developed a 

model that uses consumer value perceptions to improve our understanding of channel choice. The 

concept of perceived value enables researchers to compare the channels’ performance in terms of 

perceived cost and benefits. They extend the view that “what is delivered” offerings in terms of 

merchandise quality, service quality and reputation and asked both online and offline shoppers to rate 

both channels in terms of (expected) performance. Moreover, as perceived value is context-dependent, 

it is likely to be differently constructed when researching functional vs. experiential products, and low vs. 

high-involvement products. Consequently, researching multiple products is necessary to increase the 

generalizability of the results. We encourage other authors to empirically test our model in multiple 

settings. 

Aron M. Levin (2005), in their study,” A multi tribute analysis of preference for online and offline 

shopping: Differences across products, consumers and shopping stage” found that the prospects 
quite like to buy the deals and discount coupons. The prominent factors affecting this buying decision 
are impulse, information of availability and option to provide a review 

 

Lina Zhou et al (2007), in their study,” Online shopping acceptance model – a critical survey of 

consumer factors in online shopping” mentions that 

According to Sharma and Kattri (2013), in their study, “Study of online shopping behaviour and its 

impact on online deal websites” mentions that the prospects like quite like to buy the deals and 

discounts coupons. They found out that the prominent factors affecting the buyer’s decision are 

impulse, information of availability and option to provide a review. They stated that if there is a 

trust mechanism built for the customers regarding the financial transactions then this trust 

mechanism will lead to repeat purchase. They found in their survey that customers prefer online 

payment and payment through debit/credit cards are preferred over cash on delivery. 
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 Banu et al (2014), in their study, “A study on customer preference towards online shopping with 

special reference to Tiruchirappall District” mentions that consumers prefer online shopping because 
it is more convenient and provides them a variety of choices in accordance to their preferences. They 
also stated that online shopping has a bright future in India as more people have access to the internet 
now.                                                                                                       

 

Zial Hoq et al (2015), in their study, “The economic impact of e-commerce”  

 

Archana Singh and Jyoti Meshram (2016), in their study, “Study of impact of today’s youth with 
respect to clothing and accessories” mentions that today’s youth finds online shopping more convenient 
than the only with the clothing and accessories but shop in no particular order. They also tend to shop 
more when compared to conventional shopping. 

 

Nidhi Vishnoi Sharma, Varsha Khattri (2013), “Study of online shopping behaviour and its impact on 
online deal websites” 

 

Kumar Anuj et al (2018), in their study, “Impact of e-commerce in India” found that government 

policies and initiatives also lead to a significant increase in e-commerce in India. 

According to Kinga Popa (2019), in his study, “Buying online vs. buying in physical stores – a comparative 

study” mentions that in his study he conducted a survey between Poland and Spain. He thought that the 

two countries will have different opinions but interestingly they had a similar approach to online and 

traditional approach. He states that students are mostly influenced by social media and advertisements. 

They like to buy more online and their interest caters to books, magazines, tickets, travels; and they buy 

it a few times a year through the websites. Students find it convenient to shop online because they find a 

variety of products in one place and that it is cheap online and can be ordered from home and get 

delivered at their doorsteps. He also states that the online payment doesn’t bother these students. 

My review of literature on topics related to this area of study have put forward the observation that 

researchers are more focused on consumer preference, variety of products available, convenience of the 

people and the trust mechanism (for payment).However, the studies haven’t covered the effect that is 

caused on the conventional shopping because of online shopping. Hence, I decided to look into this 

aspect i.e. the effects that online shopping is causing on conventional shopping.  

1.4. The key issues in the study. 

a. Drastic fall in conventional shopping due to efficient marketing strategy of online 

shopping. 

b. The incompetency of the domestic retailer to meet shoppers demand. 

c. Huge decline in the overall growth and development of the conventional market. 

d. Drastic change of consumer behaviour under the influence of online marketing strategy. 

1.5. Objectives. 

a. To investigate the impact of online businesses on conventional businesses. 

b. To explore the increasing competitiveness of the conventional market under the influence 

of fast growing online market. 

c. To analyse the transformation of marketing techniques from conventional to digital. 

1.6. Hypothesis testing. 

1.7. Research Methodology. 

a. Method of data collection:  Primary data using purposive sampling is used to show the 

general preference of the people. The data is collected with the help of survey using 

Google form.  
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Secondary data is used for the other data to show the relevant information about the 

market. Various research paper and certified websites have been referred to collect the 

relevant data. 

b. Type of research design: The research is both descriptive and observational (naturalistic) 

research. 

Descriptive in the sense that it establishes the grounds to show the impact of online 

shopping on conventional shopping. 

Observational (naturalistic) in the sense that it observes the behaviours of participants in 

natural surroundings with no predetermined behavioural codes. 

2. TYPES OF MARKET AND PRIMARY DATA PRESENTATION.  

People have traded things for the longest time. But the first shopping which included currency was back 

on 3000 BC in Mesopotamia. By 800 BC, there were merchants selling their wares in the Agora in the city 

centre.  

While, in India, the first commodity market commenced with the setting up of the Bombay Cotton Trade 

Association Ltd in 1875. 

There are three types of market, namely: 

a. New markets: In this form of market, the manufacturer/seller envisions a demand for a new 

product which was not possible earlier. 

b. Existing markets: In this category of market, the demand for the product is already known and 

the seller enters into the competition with an aim to outperform the other competitors.  

c. Clone markets: This kind of market is essentially taking a successful business from one location 

and copying it to another location. 

There are different types E-commerce based on parties involved: 

a. Business to Business (B2B): Here, transaction takes place between two businesses. A business 

sells the products and services to another business. 

b. Business to Consumer (B2C): This is the most common e-commerce business where one party 

which is a business sells products and services to another party which is a consumer. 

c. Consumer to Consumer (C2C): In this type of business both the parties are consumers. One 

consumer who sells the products and services is a business and the consumer who buys the same 

is a buyer. 

d. Consumer to Business (C2B): In this form of business, the consumer comes about with a product 

or service and sells it to the businesses, which pay the consumer (seller) for their products and 

services. 

e. Government to Business (G2B): This type of business transaction takes place between two 

parties where one party is government or an official authority and the other is a business or an 

enterprise. 

f. Business to Government (B2G): This form of e-commerce business takes place when a 

government entity uses the online platform to promote its cause. 

g. Consumer to Government (C2G): This is another common form of e-commerce business where 

the consumers provide their products and services to the government. 

2.1. DATA INTERPRETATION AND ANALYSIS 

Over the years, market has now evolved in all forms. Be it the structure, products, techniques, platforms, 

etc. People now have options to choose between online shopping and offline shopping for various 

products. Depending on the product and the situation, people have different preferences. 
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The above diagram shows that out of 152 respondents, 63.2% respondents prefer to shop their groceries 

offline and 36.8% respondents prefer to shop offline. 

 

The above diagram shows that out of 152 respondents, 58.6% respondents prefer to shop their 

medicines offline and 41.4% respondents prefer to shop online. 

 

The above diagram shows that out of 152 respondents, 71.1% respondents prefer to shop their clothes 

online and 28.9% respondents prefer to shop offline. 
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The above diagram shows that out of 152 respondents, 69.1% respondents prefer to shop their 

decorative items online and 30.9% respondents prefer to shop offline. 

The above diagram shows that out of 152 respondents, 69.1% respondents prefer to shop their 

decorative items online and 30.9% respondents prefer to shop offline. 

 

The above diagram shows that out of 152 respondents, 52.6% respondents prefer to shop their 

electronics online and 47.4% respondents prefer to shop offline. 

 

The above diagram shows that out of 152 respondents, 64.5% respondents prefer to shop their skincare 

& cosmetics online and 35.5% respondents prefer to shop offline. 
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The above diagram shows that out of 152 respondents, 59.2% respondents prefer to shop online 

because of deals & discounts, 30.9% prefer to shop online because of safety reasons during the ongoing 

pandemic COVID-19 and 9.9% respondents prefer to shop online because it is more convenient for them. 

 

The above diagram shows that out of 152 respondents, 43.4% respondents prefer to shop online 

sometimes, 27.6% respondents shop online very often, 18.4% respondents often shop online while only 

10.5% respondents rarely shop online. 

 

The above diagram shows that out of 152 respondents, 40.8% respondents are demotivated to shop 

online because they have the fear of receiving a different product, 36.8% respondents are demotivated 

because they are unable to receive the products immediately after the purchase and 22.4% fear risk of 

payment frauds. 
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The above diagram shows that out of 152 respondents, 41.4% respondents prefer to shop in the 

conventional way because they can instantly have the product after purchasing, 36.8% of respondents 

prefer because of the reliability of the product and 21.7% respondents prefer to shop offline because 

there is no risk of fraud associated with it. 

 

The above diagram shows that out of 152 respondents, 27% respondents prefer to shop offline 

sometimes, 26.3% respondents often shop in the conventional way, 25.7% respondents shop offline very 

often and 21.1%  rarely respondents rarely shop offline. 

 

The above diagram shows that out of 152 respondents, 51.3% respondents are demotivated to shop in 

the conventional way because of the availability of minimum choices, 27% respondents are demotivated 

because of the add on costs associated with it and 21.7% respondents do not like because there’s only 

cash purchase/payment available. 
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3.  mSECONDARY DATA REPESENTATION. 

 
(Source: India Retailing, 2020) 

 

This above graph shows that the growth of online shoppers in India. In 2013, we see that there were 

20 million shoppers; in 2015 it rose to 39 million and accordingly 140 million in 2018 and 220 million 

in 2020. We can clearly see that the graph is growing exponentially and this is growing at a very fast 

rate. 
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(Source: retail bureau, 2016) 

 

The above trend shows the growth in spending of the online shoppers in India. It has grown at an 

increasing rate from 2013 to 2015 i.e. from 147 USD to 247 USD in just two years. From 2015 to 

2018 it has grown from 247USD to 288USD in three years. From 2018 to 2020 it is estimated to 

grow from 288 USD to 464 USD. 

 
(Source: Razorpay, 2020) 

The above graph shows that in 2020, 6.42% Indians have shopped online in February, -2.40% on March, -

10.63% on April, 15.95% on May, 8.07% on June, 20.89% on July, 1.69% on August and 11.21% on 

September.  

http://www.ijnrd.org/


© 2022 IJNRD | Volume 7, Issue 12 December 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2212177 International Journal of Novel Research and Development (www.ijnrd.org)  

 

b660 

 

We see that when the cases of COVID-19 were high in the country, the trends of shopping were reduced 

drastically and have had a negative trend. However, from May when there were a little relaxations which 

included delivery options there was a hike in the trends of online shoppers and there after it kept 

fluctuating. 

 
(Source: Razorpay, 2020) 

In the above trend, we see that in 2020, Indians have spent -3.06% in February, 34.73% in March, -

19.70% in April, 20.66% in May, 19.48% in June, 16.72% in July, 7.61% in August and 16.61% in 

September. 

We see that the above graph is a fluctuating graph and has seen a negative trend in February and has 

bounced back to the highest spent month till September. April has seen the lowest trend with the lowest 

trend however from the month of May there has been a hike in the trends but have had fluctuation. The 

trends have seen downfall when the country was exposed to the deadly virus and as the restrictions 

were uplifted the trends had began to start being normal. 

 
(Source: ) 
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In the above pie diagram, we see 64% prefer to shop both online and in-store, 5% prefer to shop in- 

store only, 12% prefer to shop online only, 7% prefer mostly in-store if it’s safe but some things online, 

12% prefer to shop mostly online but some in-store if it’s safe.  

 

 

 
(Source: Statista 2021) 

In the above mentioned figure, we see the frequency of shopping for groceries online in India. Here, 

12.27% people have shopped daily, 12.62% shopped more than twice a week, 15.59% shopped once a 

week, 18.41% shopped few times a month, 15.8% shopped once a month and 25.31% have never 

shopped for groceries online. 

The major cause of this could be that there are areas where there are no delivery options available for 

online groceries and Northeast India is the best example exceptions can be during COVID-19. 

(Source: 

Razorpay, 2020) 

On food & grocery products, Indians have spent -4.30% in February, -18.78% in March, -16.58% in April, 

34.17& in May, 16.90% in June, 18.68% in July, 5.83% in August and 10.19 in September. 
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We know that the food & grocery is a new addition in E-commerce and hence the graph is not as high as 

the other categories. However, there were negative trend from February to April and from May it has 

seen a positive trend. 

 

 

(Source: Razorpay) 

On hygiene & beauty, people spent 11.99% in February, -10.0% in March, -46.65% in April, 266.25% in 

May, 10.02% in June, 25.32% in July, -26.58% in August and 1.99% in September. 

April has seen the most declines while May has the highest hike. There have been restrictions due to the 

pandemic and beauty & personal care has seen such downfall which recovered when there were less/no 

restrictions. 

 
(Source: Razorpay) 

On fashion & lifestyle, Indians have spent -4.45% in February, -9.98% in March, -1.57 in April, 144.42% in 

May, 56.48% in June, 22.62% in July, 17.08% in August and -9.33% in September. 
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This category is one of the most popular categories when it comes to online shopping, however there 

has been slight negative trends from February to April however, May has had the highest trend followed 

by June, July and August and again there has been a slight decline in September. 

 

(Source: Razorpay) 

On electrical appliances, Indians have spent -19.11% in February, 16.86% in March, 77.89% in April, 

18.40% in May, 0.61% in June, 11.02% in July, -9.14% in August and 72.13% in September. 

We see that only February and August have seen slight declines while April and September have seen the 

highest hikes. 

 

(Source: Razorpay) 

On home furnishing products, Indians have spent -1.90% in February, 11.85% in March, -48.43% in April, 

76.33% in May, 85.83% in June, 27.49% in July, 13.35% in August and 1.54% in September. 
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We see that there’s not much decline in this category, February has seen a slight decline and April has 

had a steep decline. While June had the highest trend followed by the other months. We notice that 

there hasn’t been much decline like the other categories and it remain unaffected by the COVID-19 

restrictions. 

NEGATIVE TREND ON OFFLINE RETAILERS IN TERMS OF ASPECTS  

(Source: ) 

 

We see that for window shopping trend, the acceptance of people have increased with a huge margin. 

For advertisement, the acceptance has increased but with a small margin along with the in acceptance 

for it. But, we see that the in acceptance for having more variety of stocks is comparatively much higher 

than the acceptance for it, and the acceptance for it is very low. The acceptance for the increase in 

discount is much higher than the in acceptance for it. And lastly, we see that the acceptance for the 

decrease in turnover is very huge in comparison with the in acceptance for it. 

It is clearly noticeable that: 

 The turnovers for the conventional retailers have drastically reduced because of the online 

markets.  

 The conventional retailers are the suffers of the decrease in profit margin because of the pricing 

differences and also the various deals and discounts available in the online websites because of 

which the competitiveness has increased and therefore even the retailers in the conventional 

markets have to reduce their margin to compete with them. 

 The variety of goods that is available in the online market is humongous and it is practically not 

possible for the conventional retailers to have such a huge stock because of the risk associated 

with it for the left over stocks. 

 The e-commerce is known for its advertisements; it has various means and types of ads on the 

internet which are influential to the consumers to shop online on various websites and the 

algorithm works miraculously to show the consumer the types of ads for products that they are 

interested in or view the most. However, for the conventional market it is not possible to do 

their advertisements in such a manner, but over the years this has increased and they now try to 

attract the consumers with such ads usually for deals and discounts. 

 Window shopping is a new trend in the conventional markets because of the online market. The 

consumers become a perspective buyer who go to the physical stores to make a comparison 
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between the prices, types of products (basically make a judgement), etc. Hence, there are more 

potential buyers than actual buyers in the conventional market. 

4. FINDINGS 

In case of primary data: 

We see that in the six categories i.e. groceries, medicines, clothes, decorative items (home furnishing), 

electronics and skincare & cosmetics people mostly prefer to shop groceries and medicines offline which 

is either a perishable good or a good that people need instantly. Not having the product in hand 

immediately after the purchase is a major reason why people get demotivated to shop online which is 

mentioned in the 9th diagram. 

However, for other goods i.e. clothes, decorative items (home furnishing), electronics and skincare & 

cosmetics we see that people prefer to shop online because these are goods which people do not need 

instantly and can wait for a few days to receive the goods hence the shipping time does not bother 

them. 

People are mostly attracted with the deals & discounts that the e-commerce provides. Also, because of 

the pandemic people have started to be more concerned with contact-less shopping hence getting the 

goods delivered at their doorstep without having to step out is a big relief for them and it is mentioned 

in the 7th diagram. 

The six categories mentioned i.e. say 600, if we convert it into percentage to see which mode of 

shopping do people prefer more, we see that offline (total 264.5; according to the data) and online (total 

335.5; according to the data) we see that 44.08% prefer offline shopping while 55.92% prefer online 

shopping. Clearly, we see that the online shopping is more influential in the lives of people in today’s era. 

In case of secondary data: 

From the secondary data presented above, it is evident that the number of online shoppers has 

increased and naturally the average spending and their frequency of shopping have also increased. We 

see that as the preference of people have changed and they are gravitated towards online shopping 

however there are some exceptions. For perishable goods, people prefer the conventional market but 

for the non-perishable goods they prefer the online market.   

In the present scenario where there is an ongoing pandemic i.e. COVID-19, we see that it has been a 

boon to the online market because people are mostly shopping online and rarely prefer the conventional 

market except for their groceries and medicines.  

However, in 2020 when the country had a total lockdown the online sales were affected but gradually 

when there were relaxations, we see that the online sales have boosted. There are many reasons for 

this, but the two important reasons include: 

a. Safety measures: People did not want to physically step out in the market for their essentials and 

hence found shopping online more convenient than shopping in the conventional market. 

b. Price : The price of goods in the conventional market have only raised because of the decrease in 

their sales and increase in their expenses but the online market had many sales or at least 

minimum discounts on every websites which attracted more consumers and eventually brought 

huge profits to them. 

The conventional market which had already been suffering because of the huge discounts and 

occasional sales of the online market, after the pandemic hit us, it had almost been sidelined to a 

huge extent. Now, we see that in the offline market there are more visitors than consumers mostly 

because of window shopping. Also, the expenses for the advertisements and need to offer minimum 

discounts and occasional sales have now risen in order to sustain in the competition.  
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5. CONCLUSION 

To summarise everything so far, we see that with the increase in online shoppers and decrease in 

offline shoppers a vicious circle is created where a decrease in offline purchase means less flow of 

money in the offline/conventional market which means that there will be cost cutting in the market 

which will lower down the employment in the offline market and eventually mean less money in the 

hands of the local businesses to spend.   

Thus, we see that the unemployment will increase but mostly the less skilled who are most 

employed in the conventional market will be left unemployed or under employed while the more 

skilled will shift to the other sectors and are more likely to be under employed. 

Evidently we can also say that, it is mostly because of the deals & discounts and the convenience 

offered by the online market to its shoppers that attract more consumers towards them. Hence, the 

additional cost of the conventional market has also increased because of the online market. They 

now have to spend on advertisements and offer various deals on their products to turn the 

potential consumers into actual consumers.  

 

6. LIMITATION 

The limitation in the study include the information provided by the respondents in the primary data 

may bias by virtue of their ingenuity and intellectuality. Also, due to time constraint samples of only 

152 respondents were collected which cannot depict the actual scenario. 

 

7. SCOPE FOR FURTHER RESEARCH. 

The future researcher can categorise the people into different income groups and see the find out 

the preference of the people and also include more products in their study. 
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