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ABSTRACT 

 

Many consumers are incredulous or suspicious about the 

functional mechanisms of electronic commerce, it is a 

transparent process, for online purchase. Beginning from a 

utilitarian point of view trust is viewed as a particular yet 

conceivably coinciding system for decreasing the 

vulnerability and multifaceted nature of exchanges and 

connections in electronic markets. In many previous types of 

research, the focus has been found on the connection 

between consumer trust and its forerunners. The objective of 

this study is to examine the influence of consumer trust on 

online buying behavior among Indian consumers as well as 

to investigate the relationship and mediating effect of 

consumer attitude and consumer buying intention between 

consumer trusts and online buying behavior  

 

Keywords:  Consumers, Online Shopping, Internet, World 
Wide Web 

1. INTRODUCTION  
In the competition of the globalizing world and cross-cultural 

environment, consumer Behaviour has become more complex 

and multi-faceted. The personality of an individual dictates how 

they react to a particular situation, which is a psychological 

process that eventually drives the individual to take an assured 

action. The fast development of the internet over the previous 

two decade, has become a podium for the interaction between 

the buyer and supplier, establishing a well maintained social 

group, is suggestive for an online transaction. An upsurge in 

online transaction arises due to the rise of e-commerce. The 

idea of purchasing and marketing things through the internet is 

considered as online shopping. Perception of the supplier is the 

effort on their fragment to persuade and also to attract the 

outlook to perform the decision- making process of ensuring 

and buying loyalty and contentment. 

Commencing the perception of the shopper, buying Behaviour 

through online is the unit to which customers shop, access, 

repeat the Behaviour, browse and transact. With an alteration in 

the customer’s attitude of buying prepared from a substantial 

place to internet purchasing, the company countersigned the 

growing capacities of internet transactions. Bakos (1991), 

explains an e-market as “a system which permits the 

contributing suppliers and customers to alteration of data on 

product and prices contributions”. Meuter et al. (2000) view on 

definite e-selling concerning the online transaction as "a virtual 

realm where services and products exist as digital information 

and can be delivered through information based channels." Since 

late 1990’s with the initiation of e-commerce, the technology of 

the digital world pierced on every part of our lives (Castells 

2014; Gubn 2008). 

Moreover, the quick reducing cost because of the dissemination 

of usage in the broadband Internet, the World Wide Web has to 

turned out to be an engaging and attractive, user-friendly, and 

acceptable sales channel for consumers, and for shoppers, as 

well (Terzi 2011; Gubn 2015). 

 

Web shops are sales channels commonly used by more than 

50% of the Indian Internet users (Eu- rheostat 2015), and with 

the rapid diffusion of social commerce, the implementation 

amount would speed up in the subsequent years (Yadav et al. 

2013). Given these above-revealed shreds of evidence, one can 

see a very piercing trend concerning the diffusion of e-

commerce interrelated with the internet. Consumers can 

increasingly adhere to the idea of shopping online in the 

following years and retailers are already underneath pressure to 

implement these new technologies in their sales strategy 

technology (Turban et al. 2012) as the usage of Internet turns 

into more and more widespread, online communication 

progressively substituted a lot of conservative means of 

communication. 

 

The introduction of online communication fetched new and 

almost limitless opportunities of business to the world. Many 

businesses through the earth, progress to progress the website on 

their own mainly to inaugurate well-organized new ways of 

communication to reach their patronage. According to the 

reports of MIC research, the online shopping market in India 

will rise in the consequent years. Among the markets of B2C, 

the market for online shopping is the largest. Furthermore, Pho 

Cus Wright researched that online sales for goods in 2011 

enumerated for 50% of the entire sales of tourism product, and 

this proportion augmented to 64% in 2016. This is a picture-

perfect example to exhibit the supremacy of online business. 

 

Online Shopping (E-Commerce) is full-fledged to be a part of 

development in the Indian economy according to the evolution 

of the internet as the near majority of the domiciliary in India 

has an association with the internet, the figure of businesses 

which be contingent on the expansion of e-commerce. Business 

to consumer e- transaction has advanced quickly on present 
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days, and recent development in online transactions has 

additionally weakened the business limitations. Online business 

offers accommodation and adaptability for handlers by shifting 

the method for use among the general population who were to 

acquire the things. As the amount of online business shoppers 

develops, so guarantee the issues surrounded it. Web based 

shopping is different from customary shopping, it is portrayed 

by vulnerability and obscurity. For that reason, belief is a 

very significant feature to begin the online 

 

2. OVERVIEW OF THE CONCEPT OF CONSUMER 

BUYING BEHAVIOUR 
Purchasing Behaviour is the most significant aspect of 

Consumer Behaviour. It has various marketing implications for 

the marketer. The Online Buying Behaviour of the customer is 

very unpredictable as compared to other marketing processes. 

Consumer Behaviour is based upon their physical activity and 

decision process. They are engaged in acquiring, validating, 

disposing or utilizing services and goods. 

 

The emergence of literature in the field of marketing shows the 

prominence of buying Behaviour of the consumer (Andersone, 

2008). In the fluctuating business environment from time to 

time, many companies struggle for their livelihood and their 

share of the market. Companies have become more challenging 

to organize and develop organizations with the development of 

globalization, the involvement in the socio-economic 

businesses in foreign countries and the growing political 

interventions in a business world. It has turned out to be very 

interesting for organizations to grow and cope with their 

business (Farley, 1974). 

 

To make optimum utilization of their resources, several 

strategies were being developed to make each effort to create 

extreme revenue and diminish their costs. Nevertheless, 

organizations cannot achieve their aims if they have 

undernourished ‘selling and buying tactics. Moreover, the 

buyer is used to follow the basics of the marketing strategy. 

Buyers have an important space in the achievement of any 

business place. They are the ones who create income for the 

companies by using, purchasing and manipulating the 

customers to claim the people’s services and products. Thus, 

organizations always need to recognize which motivates their 

clients to purchase or not purchase the services and products 

(Clopton, 1984). 

 

The perception of selling is on constructing necessity for the 

services and deliverables of the organizations and also 

satisfying their present and future necessities of the customer. 

Consequently, marketing experts respond to consumers when 

the number of options ‘N’ was exposed which are available 

separately in prices, mode of payment, purchase, and 

distribution. Customers may not buy a product and service due 

to its original purpose, but also due to its observed value. There 

are numerous reasons for what a consumer was buying a 

specific good, for example; she/he essentially wants it, or 

conceivably she/he desires to try it out, or she/he buys to 

honour an individual from whom the product was recommended 

(Essoo, 2004). 

 

From a purchaser, nowadays it has become problematic to create 

a buying thought as a consequence of different obtainable 

alternatives that are near to associations. This is tough for 

customers to come to a conclusion on what they must have to 

spend for their labours, money, time and energy. There are 

various concerns in the contextual showing a noteworthy part to 

consider consumers to the conclusive verdict. Instead, this is so 

hard for companies to understand what the consumers may 

employ energy, consumption, labours, and money. Hence, this 

is more important to the sales team to realize the issues that 

influence the way of procuring the customers and the decision 

for purchase (Grier, 2001). Client Behaviour is all around 

characterized as the examination of gatherings, associations, and 

people about their procedure of utilizing, verifying, choosing, 

and discarding administrations and items, encounters or thoughts 

to satisfy the necessities and the impact of these procedures on 

the general public and the client. 

 

3. MAJOR FACTORS INFLUENCING 

CONSUMER BUYING BEHAVIOR 
Customers buying and selling are influenced mostly by social, 

customs, psychological and personal inclinations. The marketers 

cannot eliminate the variables, but they must consider them into 

thoughts. 

 

 

Fig. 1: Factors Influencing Consumer Buying Behaviour 

 
4. CONSUMER BUYING DECISION PROCESS 
The customer makes his purchasing decision for some 

commodities at once without any deep thinking such as things 

of everyday utility while for the rest of the usages mostly 

durable or expensive items he ponders over more before 

making a choice to buy them. Few times he gets suggestions 

from others. Precisely marketers must detect who make the 

purchasing choices the types of purchasing choices and the steps 

in the process of buying. It is easy for customer identification 

who will buy several products.Women choose their pantyhose 

whereas men normally choose their shaving equipment. Yet, 

even here advertisers must be careful about focusing on the 

promoting decisions since obtaining jobs changes. The 

Consumer choice process is a process involving various 

activities the consumers engage in before buying any 

products/services. The various decisions options may be 

characterized into five main types: 

• What to buy? 

• How much to buy? 

• Where to buy? 

• When to buy? 

• How to buy? 

 

Marketer’s activity of mass distribution and mass advertising 

stimulates the purchase of products on impulse, a point of sale 

materials and prominent display of products which catches the 

eyes of consumer leads then to purchase of the displayed items. 

These issues grow customer’s preferences over brands. Most of 

these issues cannot be openly addressed by the marketers, 

comprehending of their influence is needed as selling combined 

policies could be established to demand the choices of the aimed 
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business goal. We can differentiate 5 stands people may act in 

purchasing decisions: - 

Initiator - An individual who recommends the opinion of 

purchasing the services or product at first. 

Influencer - An individual whose advice or view impacts the 

choice. 

Decider - A person who chooses a few parts of an acquiring 

choice whether to buy or not, what to buy, how the buy, or 

where to buy. 

Purchaser - Individual who does the purchasing actually. 

User - An individual who uses and consumes other products or 

services. 

 
Consumer choice making differs with the types of purchasing 

decision. The decision to purchase toothpaste, a personal 

computer, a tennis racket and a new car are all expensive, 

complex and different buying is probably to include more 

purchaser purposefulness.  

Assael distinguished 4 types of consumers purchasing 

characteristic depended on the intensity of purchaser 

involvement and intensity of variances among different things. 

• Different purchasing characteristic 

• Concordance-Decreasing purchaser characteristic 

• Usual purchasing characteristic 

• Choices searching the purchasing characteristic 

The decision process of purchasing is involved by their own 

product category of smart companies. The main question for the 

consumer was when they became familiar with the product 

brand initially and in which  

 
 

Fig. 2: Environmental Influences of Consumer Buying 

Behavior 

category the brand beliefs are modified, how the consumer 

involved with the product, how the consumers make their 

choices in brands and how the consumers were satisfied after 

purchase. The stages of the purchase are learned by the 

marketers by the several techniques namely introspective 

technique, retrospective technique, prescriptive technique, and 

prospective technique. Each technique gives an image of the 

phases in the buying procedure of the consumer. While 

acquiring any item, a shopper rouses through a choice 

technique. This Process incorporates major steps that are 

exposed in the figure as problems recognitions, information 

search and evaluation,  

 

 
Fig. 3: Consumer Buying Decision Making Process 

 

purchasing process and project purchase Behavior. This 

procedure includes five phases (Figure 3): Purchases which 

contain purchases in both financial and personal information of 

the purchaser has acquiesced to unidentified brokers through 

the internet. 

 

5. PURCHASE DECISION 
In the calculation phase, the buyer sets priorities with the 

varieties available based on their choice set. The customer is 

most likely to create intentions to buy the most purchased or 

liked variety. However, two variables can interfere amid the 

buying decision and intention. The first variable is the attitude 

of the people who are relatives, life partner, and companions, 

but it is contingent on the strength of the purchasers’ customer 

motivation and pessimistic frame of mind to conform to the 

others individual's desires. The second variables are 

unexpected factors based on the situation. These may explode 

to alter the intentions of buying. These factors as the look of 

the way business or manners of the salesman are carried on 

worry about his revenue situation. Sellers should comprehend 

the aspects that incite sensing risk in consumer and offer 

support and information to decrease the understood danger. In 

implementing buying intentions, the customer may decide up to 

buying sub-decisions, choice decisions, vendor's decisions, 

quantity decisions, timing decisions, and payment decisions. 

 

6. POST PURCHASE BEHAVIOR 
After buying the goods, the customer will experience some 

level of contentment or discontentment. The Sellers job 

continues even after the purchase called the post purchasing 

period. Sellers should supervise the post buying satisfaction, 

post buying posts and does buying product disposal and use. 

The satisfaction of the buyer is an element of the closeness 

among the item desires for the purchaser and the item seen 

exhibitions. 

 

On the off chance that the products execution goes under 

purchasers' desires, the   buyer gets upset. On the off chance 

that it meets the necessities, the buyer will be fulfilled. In the 

event that it outperforms the desire, the shopper is upbeat. The 

consumer forms their own prospects on the origin of messages 

expected from the suppliers, friends and other reliable origin of 

facts. The significance of satisfaction after the purchase 

recommends that suppliers make product claims that truthful 

representation of the products likely performance. The 

consumer dissatisfaction or satisfaction with the product will 
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influence the following Behavior — dissatisfied consumers 

behave in a different way. They may return or avoid purchasing 

the product again. They may search for data which assures the 

value of the product. They may yield public actions for instance 

by grouchy to the organization, going to law or warning or group 

of friends. In every circumstance, the supplier may not have 

done a good job for customer satisfaction. 

 

Hence, sellers should take steps to minimize the volume of 

discontentment of the customer’s post-purchase. Advertisers 

ought to likewise be seeing how purchasers arrange and utilize 

the item. If the consumer stores the product and left unrevealed, 

there are more possibility that the product does not remain 

suitable in the market. If the sellers trade or sell the products, the 

sale of the new product will be rejected. If the consumer finds 

new uses for the product, marketers will advertise these uses. 

 

7. CONCLUSION 
study revealed the fact that Consumer Trust has influence and 

impact on Online Buying behavior. Hypotheses that are postulated 

also support this argument. A conclusion is derived based on the 

acceptance of hypotheses as Consumer Trust has a substantial 

influence on the customer choice while making purchase in e-

commerce sites (Online Buying behavior). The trust which a 

consumer has on a retailer be contingent with the honesty of the 

sellers, on making it consistent the customer like them and it will 

affect their intention to buy on the internet. To gain the faith of the 

customers in their business, online retailers must understand the 

customers' perceived competence, integrity, and compassion. The 

Online Buying behavior is highly influenced by Consumer Trust 

directly followed by the meditation variables like Consumer 

Attitude and Consumer Buying Intention. 
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