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Abstract
The rapid expansion of digital technology and the internet has significantly altered consumer
behavior worldwide. Bihar, a state with a growing internet user base, has witnessed a surge in
online shopping. This research paper examines consumer behavior towards online shopping in
Bihar from a digital marketing perspective. The study explores key factors influencing online
purchase decisions, barriers to e-commerce adoption, and the impact of digital marketing strategies
on consumer preferences. Using a combination of primary and secondary data, this study identifies
trends, gaps, and recommendations for enhancing online shopping experiences in Bihar.
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Introduction With the proliferation of digital technologies, online shopping has become a
mainstream activity in India. The rise of e-commerce platforms such as Amazon, Flipkart, and
Myntra has transformed how consumers shop. However, in Bihar, a state with a unique
demographic and economic landscape, online shopping behavior varies significantly. This study
aims to analyze the factors affecting online shopping behavior in Bihar, the role of digital marketing,
and potential growth opportunities in the region.
Objectives
1. To analyze consumer behavior towards online shopping in Bihar.
2. To identify the factors influencing online shopping decisions.
3. To assess the impact of digital marketing on consumer preferences.
4. To identify challenges and barriers to online shopping in Bihar.
5. To provide recommendations for enhancing e-commerce penetration in Bihar.
6.
Literature Review
Consumer behavior towards online shopping has been widely studied in various contexts. Kotler
and Keller (2016) emphasize that online shopping decisions are influenced by psychological, social,
and cultural factors. These include consumer trust, perceived risk, convenience, and brand
reputation.
A study by Chatterjee and Datta (2018) highlights the role of digital marketing strategies such as
social media advertising, personalized promotions, and influencer marketing in shaping online
consumer preferences. The study found that digital marketing enhances brand recall and purchase
intent, particularly among younger consumers.
Trust and security concerns remain significant barriers to online shopping, especially in developing
regions. Gefen, Karahanna, and Straub (2003) argue that trust in e-commerce platforms is built
through transparency, secure payment gateways, and positive customer reviews. In the Indian
context, Gupta and Arora (2020) found that cash-on-delivery (COD) remains a preferred payment
method due to a lack of trust in online transactions.
Agarwal and Bhattacharya (2019) examined online shopping behavior in tier-2 and tier-3 cities of
India, including regions in Bihar. Their findings suggest that digital literacy, internet accessibility,
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and localized marketing campaigns significantly impact e-commerce adoption in semi-urban and
rural areas.
Additionally, Singh and Sinha (2021) explored the impact of discount offers and promotional
strategies on Indian consumers, concluding that price sensitivity is a critical factor in purchase
decisions. Their research shows that limited-time offers, cashback deals, and festival discounts
strongly influence online shopping behavior.
However, despite these insights, limited research focuses explicitly on Bihar’s consumer market.
This study aims to bridge this gap by providing an in-depth analysis of online shopping behavior in
Bihar and evaluating the effectiveness of digital marketing strategies in the region.
Research Gap Despite extensive research on online shopping behavior in India, there is limited
literature on Bihar's consumer market. The state faces unique challenges such as lower internet
penetration, digital literacy gaps, and trust issues in online transactions. This study aims to fill this
gap by examining the specific factors influencing online shopping in Bihar.
Hypothesis H1: Digital marketing significantly influences consumer behavior towards online
shopping in Bihar. H2: Trust and security concerns negatively impact online shopping adoption in
Bihar. H3: Discount offers and promotional strategies have a positive impact on consumer purchase
decisions. H4: Internet accessibility and digital literacy significantly affect e-commerce adoption in
Bihar.
Research Methodology This study adopts a mixed-methods approach, incorporating both
quantitative and qualitative research techniques.
 Data Collection: Primary data was collected through structured questionnaires and interviews
with consumers in Bihar. Secondary data was sourced from existing research papers, reports, and e-
commerce statistics.
 Sample Size: A total of 500 respondents from various districts of Bihar.
 Sampling Method: Stratified random sampling to ensure representation from urban and rural
areas.
 Data Analysis Techniques: Descriptive statistics, regression analysis, and hypothesis testing
using SPSS.
Data Findings and Analysis
Demographic Profile of Respondents

Demographic Variable Category Percentage (%)

Age Distribution 18-25 40%

26-35 35%

36-50 15%

50+ 10%

Gender Distribution Male 60%

Female 40%

Education Level Below 12th 10%

Graduate 50%

Postgraduate 40%

Income Levels Below ₹20,000 20%

₹20,000-₹50,000 50%

₹50,000+ 30%

Area of Residence Urban 65%

Rural 35%



International Journal of Engineering Technology and Management Sciences
Website: ijetms.in Issue: 2 Volume No.9 March - April – 2025
DOI:10.46647/ijetms.2025.v09i02.048 ISSN: 2581-4621

@2025, IJETMS | Impact Factor Value: 5.672 | Page 394

The demographic analysis of the respondents provides insight into the characteristics of online
shoppers in Bihar. The study reveals that a significant portion (40%) of the respondents belong to
the 18-25 age group, followed by 35% in the 26-35 age category. This indicates that younger
consumers, particularly those familiar with digital platforms, are more inclined towards online
shopping. The 36-50 age group comprises 15%, whereas only 10% of the respondents are above 50
years, suggesting that older consumers are less engaged in online shopping.
Regarding gender distribution, 60% of the respondents were male, while 40% were female. This
indicates a higher participation of men in online shopping, which could be attributed to financial
independence and decision-making patterns in households. However, the growing involvement of
women signifies an increasing acceptance of e-commerce among female consumers.
Education levels play a crucial role in digital adoption. Among the respondents, 50% had a graduate
degree, while 40% held a postgraduate qualification. Only 10% of respondents had an education
level below the 12th standard. This suggests that higher education levels correlate with better digital
awareness and acceptance of online shopping.
Income levels also influence consumer behavior. The study found that 50% of the respondents had a
monthly income between ₹20,000-₹50,000, while 30% earned above ₹50,000, and 20% fell below
₹20,000. This highlights that middle-income consumers are the most active online shoppers, likely
due to their financial stability and discretionary spending capacity.
Lastly, the area of residence significantly impacts online shopping behavior. The study shows that
65% of respondents reside in urban areas, while 35% come from rural regions. Urban consumers
have better access to digital infrastructure, higher literacy rates, and improved internet connectivity,
leading to increased e-commerce adoption. In contrast, rural consumers face challenges such as
limited internet access and trust issues with online transactions.
Online Shopping Behavior

Behavior Aspect Category Percentage (%)

Frequency of Online Purchases Weekly 25%

Monthly 35%

Occasionally 40%

Popular Product Categories Electronics 45%

Fashion 30%

Groceries 15%

Others 10%

Preferred Payment Methods Cash-on-delivery (COD) 50%

UPI 30%

Credit/Debit Cards 15%

Net Banking 5%

Devices Used for Shopping Mobile phones 75%

Laptops 20%

Tablets 5%

 Frequency of Online Purchase

Online shopping habits vary among consumers, with 25% making weekly purchases, 35% shopping
monthly, and 40% buying occasionally. While frequent shoppers contribute to consistent sales,
occasional buyers present an opportunity for businesses to enhance engagement through targeted
promotions and seasonal offers.
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 Popular Product Categories
Electronics dominate online shopping preferences, accounting for 45% of purchases, followed by
fashion at 30%. Groceries make up 15%, indicating a growing reliance on online platforms for daily
essentials, while 10% of purchases fall into miscellaneous categories like home decor and books.
 Preferred Payment Methods & Devices Used
Cash-on-delivery remains the most preferred payment method at 50%, followed by UPI (30%),
credit/debit cards (15%), and net banking (5%). Mobile phones are the primary device for online
shopping, used by 75% of consumers, while 20% shop via laptops and 5% via tablets. This
highlights the need for mobile-optimized platforms and a diverse range of payment options to
enhance the shopping experience.
Factors Influencing Online Shopping

Factor Response (%)

Price Sensitivity 70% compare prices before purchasing

Convenience 65% prefer home delivery

Trust & Security 50% are concerned about fraudulent transactions

Digital Literacy 40% find online shopping interfaces difficult

Impact of Digital Marketing

Digital Marketing Strategy Influence (%)

Social Media Ads 60% have purchased products based on Instagram/Facebook ads

Influencer Marketing 45% trust recommendations from digital influencers

Email Campaigns & SMS 30% respond positively to promotional emails

Hypothesis Testing Results
To evaluate the factors influencing consumer behavior towards online shopping in Bihar, various
hypothesis tests were conducted using statistical methods. The results provide valuable insights into
how digital marketing, trust and security concerns, promotional offers, and internet accessibility
affect online shopping adoption in the region.
1.H1: Digital Marketing Influences Consumer Behavior
o Test Used: Regression Analysis
o Result: Significant impact (p < 0.05)
o Interpretation: The regression analysis indicates a strong positive correlation between digital
marketing efforts and consumer behavior. This means that targeted advertisements, influencer
marketing, social media campaigns, and personalized recommendations significantly impact
consumer engagement and online purchase decisions.

2.H2: Trust and Security Concerns Impact Adoption
o Test Used: Chi-Square Test
o Result: Negative correlation (p < 0.05)
o Interpretation: The chi-square test reveals that trust and security concerns negatively influence
online shopping adoption. Consumers in Bihar hesitate to engage in e-commerce transactions due to
fears of online fraud, data breaches, and unreliable return policies. This highlights the need for e-
commerce platforms to enhance transparency, secure payment gateways, and build customer
confidence.
3.H3: Discounts and Promotions Influence Decisions
o Test Used: T-Test
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o Result: High correlation observed (p < 0.05)
o Interpretation: The t-test results confirm that discounts and promotional offers have a
significant impact on consumer purchasing behavior. Consumers are highly responsive to seasonal
sales, cashback offers, and limited-time discounts, which drive impulse purchases and enhance e-
commerce adoption.
4.H4: Internet Accessibility Affects Adoption
o Test Used: ANOVA
o Result: Significant impact (p < 0.05)
o Interpretation: The ANOVA test highlights that internet accessibility plays a crucial role in
determining online shopping behavior. Consumers with better internet connectivity and digital
literacy are more likely to engage in e-commerce transactions. This suggests that improving digital
infrastructure and internet penetration in Bihar can further boost online shopping trends.

Hypothesis Test Used Result

H1: Digital marketing influences consumer
behavior

Regression
Analysis

Significant impact (p < 0.05)

H2: Trust and security concerns impact
adoption

Chi-Square Test Negative correlation (p < 0.05)

H3: Discounts and promotions influence
decisions

T-Test
High correlation observed (p <
0.05)

H4: Internet accessibility affects adoption ANOVA Significant impact (p < 0.05)

Conclusion
The findings of this study highlight the significant influence of digital marketing on consumer
behavior towards online shopping in Bihar. Digital marketing strategies, including targeted
advertisements, social media promotions, influencer marketing, and personalized recommendations,
have proven to be effective in attracting consumers and encouraging online purchases. These
strategies enhance brand awareness, consumer engagement, and trust, thereby fostering a growing
preference for e-commerce among Bihar’s population.
However, despite the increasing popularity of online shopping, several challenges hinder its
widespread adoption in the region. One of the primary concerns is trust and security issues, as
many consumers remain hesitant about online transactions due to fears of fraud, counterfeit
products, and unreliable return policies. Strengthening security measures, offering transparent
policies, and enhancing customer service can help build trust in e-commerce platforms.
Another key barrier is the lack of digital literacy, particularly in semi-urban and rural areas. Many
potential consumers are unfamiliar with the functionalities of online shopping platforms, digital
payment methods, and cybersecurity best practices. To bridge this gap, e-commerce companies and
policymakers must invest in digital literacy programs, awareness campaigns, and user-friendly
interfaces to make online shopping more accessible.
Internet accessibility remains a crucial factor influencing online shopping behavior. Limited
broadband penetration, inconsistent network connectivity, and high data costs in certain areas of
Bihar create obstacles for consumers who wish to shop online. Expanding internet infrastructure
and ensuring affordable access to digital services will significantly boost e-commerce adoption in
the state.
To foster the growth of online shopping in Bihar, e-commerce platforms, policymakers, and
digital marketers must work collaboratively to address these challenges. By building consumer
trust, enhancing digital literacy, and improving internet access, Bihar can witness a significant
transformation in its e-commerce landscape, leading to higher digital participation and economic
growth.
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Recommendations
To increase the adoption of online shopping in Bihar, a multi-faceted approach is required, focusing
on digital literacy, infrastructure development, trust-building, and localized marketing strategies.
The following recommendations can help enhance e-commerce penetration and improve consumer
confidence in online shopping.
1.Enhancing Digital Literacy
Many consumers in Bihar, especially in rural areas, lack familiarity with online shopping platforms
and digital payment methods. Conducting awareness programs, workshops, and training
sessions can equip consumers with the necessary knowledge to navigate e-commerce platforms
safely and efficiently. Government initiatives, educational institutions, and private organizations
can collaborate to introduce digital literacy campaigns aimed at empowering potential online
shoppers.
2. Improving Internet Infrastructure
A significant barrier to online shopping in Bihar is limited internet connectivity and network
coverage in certain regions. To address this, investments must be made in expanding broadband
services, increasing mobile network towers, and ensuring affordable internet access. Improved
infrastructure will enable a larger population to participate in digital commerce and enhance the
overall online shopping experience.
3.Building Consumer Trust
Trust issues, including concerns over payment security, product authenticity, and return
policies, discourage many consumers from shopping online. To build consumer confidence, e-
commerce platforms must implement secure payment gateways, introduce transparent policies,
and improve customer service. Strengthening consumer protection laws and ensuring timely
grievance redressal will further encourage online shopping.
4.Localized Digital Marketing Strategies
Generic marketing campaigns may not be as effective in Bihar due to cultural and linguistic
differences. To engage a larger audience, e-commerce platforms should focus on region-specific
promotions, vernacular content, and targeted advertisements that resonate with local
consumers. Collaborating with regional influencers and offering localized customer support can
further enhance consumer engagement.
5.Encouraging Cash-on-Delivery (COD) Options
Since many consumers in Bihar prefer cash transactions due to trust concerns with digital
payments, e-commerce platforms should continue to offer and promote cash-on-delivery (COD)
as a payment option. This approach will help ease consumer apprehensions and encourage first-time
buyers to engage in online shopping.
By addressing these areas, e-commerce adoption in Bihar can be significantly improved, leading to
a more digitally inclusive economy.
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