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1.1 INTRODUCTION
Consumer behavior and demographics are essential factors in shaping modern shopping experiences. With the rise of the digital age, shopping has evolved from traditional offline methods to more convenient online platforms. The shift from brick-and-mortar stores to e-commerce has fundamentally changed how consumers make purchasing decisions. This comparative study aims to explore and analyze the behavioral patterns and demographic influences in both online and offline shopping environments. Understanding these differences is crucial for businesses to better cater to their customer base and adapt their marketing strategies effectively. In traditional offline shopping, consumers often engage with physical stores, which provide a sensory experience that online shopping lacks. The tangible interaction with products, the in-person assistance from staff, and the immediate gratification of taking the product home are key aspects that influence consumer behavior in this setting. In contrast, online shopping offers convenience, variety, and accessibility, allowing consumers to shop from the comfort of their homes without the limitations of store hours or geographic location. These two shopping modes, though both catering to the same consumer needs, are shaped by distinct behavioral factors and appeal to different demographic groups.
The role of demographics, such as age, income, education, and technology adoption, plays a significant part in determining consumer preferences and behavior in both online and offline shopping. Younger consumers, who are more tech-savvy, often prefer the ease and speed of online shopping, while older generations may still favor offline shopping due to familiarity and comfort. Additionally, factors like geographical location, income levels, and lifestyle choices influence how and why people choose one shopping method over the other. These demographic influences are essential in understanding how businesses can effectively target and engage different consumer segments. Online shopping, while providing convenience, also presents challenges such as the inability to physically touch or try products, which can impact consumer confidence in making purchasing decisions. Trust in online retailers, concerns over security, and the lack of immediate gratification are some of the barriers that consumers face in the digital shopping environment. Offline shopping, on the other hand, often provides a more tangible, satisfying experience but can be constrained by time, distance, and the availability of certain products. Both environments have their advantages and drawbacks, and this study will delve into how these factors influence the decision-making process of consumers.
By comparing consumer behavior and demographics in both online and offline shopping contexts, this study aims to uncover valuable insights into how different factors, including convenience, product assortment, and sensory experiences, shape purchasing decisions. The analysis will provide businesses with a deeper understanding of consumer preferences and guide them in optimizing their marketing strategies for both online and offline platforms. Ultimately, the goal is to highlight the evolving nature of consumer behavior and provide a comprehensive comparison of how it varies between these two distinct shopping environments.
1.2 STATEMENT OF THE PROBLEM 
The problem this study aims to address is the growing need to understand the differences in consumer behavior and demographic factors between online and offline shopping environments. While both channels serve the same ultimate purpose—facilitating product purchases—the way consumers interact with and make decisions in these settings varies significantly. There is a lack of comprehensive research that compares how demographic factors such as age, income, and technological adoption influence consumer preferences, satisfaction, and purchasing patterns in both contexts. This gap presents a challenge for businesses in tailoring their strategies to effectively meet the needs of their diverse customer base, whether online or offline. Therefore, this study seeks to explore and analyze these behavioral and demographic distinctions to provide actionable insights for businesses aiming to optimize their shopping platforms and marketing approaches.
1.3 SIGNIFICANCE OF THE STUDY 
This study is significant because it provides a deeper understanding of the distinct consumer behaviors and demographic influences between online and offline shopping. As the retail landscape continues to evolve with increasing digitalization, businesses need to understand how different consumer segments engage with both platforms. By examining factors such as age, income, and technological adoption, this research will offer valuable insights that can help businesses tailor their marketing strategies and improve the shopping experience for their customers. Additionally, it will assist in identifying the strengths and weaknesses of both online and offline shopping environments, enabling companies to enhance their omnichannel approach, optimize resource allocation, and increase customer satisfaction. The findings of this study can guide both businesses and future research in making informed decisions that align with changing consumer preferences.
1.4 SCOPE OF THE STUDY 
This study focuses on analyzing consumer behavior and demographics in the context of both online and offline shopping. It aims to explore how different factors, such as age, income, and technology usage, affect shopping preferences, decision-making processes, and purchase behaviors across both platforms. The scope includes examining various product categories and how consumers’ motivations and experiences differ in physical stores compared to online shopping sites. The study will also explore the impact of sensory experiences in offline shopping, such as the ability to touch and try products, versus the convenience and accessibility of online shopping. By focusing on these elements, the research intends to offer insights that can help businesses optimize their strategies for engaging customers in both environments. The findings will have practical applications for companies looking to better cater to diverse consumer segments in a rapidly changing retail landscape.
1.5 OBJECTIVES OF THE STUDY
· To analyse the important difference between the online and offline consumers on the basis of their attitude and features
· To study the factors affecting shopping process
· To observe the factors that influence consumers to switch from offline to online and vice-versa 
· To understand cost differences
· To identify demographic trends
· To evaluate environmental impact 


1.6 METHODOLOGY OF THE STUDY 
Exploratory research design is used for the purpose of the current study. To have a better understanding of consumer perception towards online food ordering. Current study is based on primary and secondary sources of data and hence exploratory research design is most suitable for the current field. Primary data is gathered from direct observation or data personally collected. It refers to that data which is collected for a specific purpose from the field of enquiry and are original in nature. 
1.6.1 Research Design:
 A research design is the arrangement of conditions for data collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure. Descriptive research is used in the preparation of the project.
1.6.2 Sources of Data 
For the project primary data were collected mainly through survey method, using the tool questionnaire. Secondary data is the second hand information. The use of secondary data saves time and money. The purpose is to increase the accuracy of analysis.
Secondary data is obtained from magazines, journals etc.
1.6.3  Sampling Technique/Method 
Sample Design
Convenient sampling has been used to elicit the required information from the respondents.
Sample Size
The sample size selected for the study was 50 respondents.
Sample Unit 
The sample unit is limited to the users of online food ordering 
1.6.4 Techniques of Analysis
The technique of analysis used for the project is Simple Percentage Analysis.
Percentage analysis refers to special kind of ratio percentage, which is used in making comparison between two or more series of data to describe the relationship.
Percentage  = 	Number of Respondents *100
  				 Total no. Of Respondents
1.7 LIMITATIONS OF THE STUDY 
· The study focuses on specific regions, limiting its generalizability to global markets.
· The research only considers certain product categories, which may not represent all retail sectors.
· Consumer behavior might vary over time, and the study reflects trends at a particular moment.
· The study does not account for all demographic variables that may influence shopping behavior.
· It relies on self-reported data, which may be subject to biases or inaccuracies.
1.8 CHAPTER SCHEME
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2.1 REVIEW OF LITERATURE
M. E. Lee & J. Kim (2021) This study focuses on how consumer demographic characteristics, including age, income, gender, and education, influence their preferences for shopping online versus offline. The authors utilize a large sample of consumers from various socio-economic backgrounds to examine how each demographic factor shapes the likelihood of engaging in online shopping. The results indicate significant variations, with younger consumers, higher-income groups, and those with higher levels of education being more inclined to shop online. The study also highlights that older consumers with lower educational levels and incomes prefer traditional brick-and-mortar stores for a more tactile shopping experience. In addition to demographic variables, the research highlights how online shopping platforms cater to younger, tech-savvy consumers who prioritize convenience, discounts, and the ability to shop anytime, anywhere. 
J. G. Chen & R. T. Chen (2019) This study delves into how perceived risk and trust impact consumer shopping decisions in online versus offline retail environments. The authors argue that online shopping often involves higher perceived risks due to concerns about product quality, payment security, and privacy issues. These risks are particularly prominent among older consumers and those with lower technological proficiency, who tend to feel more comfortable in traditional retail settings. Conversely, online shoppers tend to have higher trust in e-commerce platforms, particularly when shopping from established brands or those with robust customer service and return policies.
S. C. Pratap & S. P. Sharma (2020) This study examines consumer behavior patterns in emerging economies, particularly focusing on the role of technology in shaping online versus offline shopping preferences. The authors argue that, in contrast to developed nations where online shopping is highly prevalent, emerging economies display unique patterns due to factors like internet penetration, mobile usage, and socio-economic status. The study suggests that while younger, tech-savvy consumers in these regions are adopting online shopping more rapidly, older consumers, especially those in rural areas, still prefer offline shopping because of limited access to technology and concerns about online payment systems.
M. R. Akter & M. N. Islam (2020) This research explores the differences in online and offline shopping behavior across demographic segments in Bangladesh. It identifies that online shopping has gained significant traction among younger generations, particularly those in urban centers, due to greater internet accessibility and the proliferation of mobile phones. The study finds that these younger consumers value the convenience, speed, and variety that online shopping offers, but still rely on offline stores for certain product categories like clothing, where tactile experience and fitting are important. The research also notes a strong influence of income, with higher-income groups showing a stronger preference for online shopping because they can afford better technology and faster internet connections.
L. G. Bhat & A. R. Ganesan (2021) This study examines the shopping behavior of Generation Z (individuals born between 1997 and 2012) and compares their preferences for online versus offline shopping. The authors argue that Generation Z is highly digital-savvy, with a preference for online shopping due to the convenience it offers. The study found that Generation Z values speed, ease of access, and variety in their online shopping experiences. The research further explores how social media, influencer marketing, and peer reviews heavily influence the purchasing decisions of this generation, making them more likely to choose online shopping over traditional stores, where such influences are less prominent.
R. S. Kapoor & P. Singh (2020) This study explores how different demographic groups in India make choices between online and offline retail channels. The authors find that younger, urban consumers are more likely to shop online, citing reasons such as time-saving, convenience, and access to a wider range of products. However, rural consumers and older generations still prefer offline shopping due to factors like limited internet access, lack of digital literacy, and trust issues with online platforms. The study highlights that although online shopping is growing rapidly in urban India, a significant portion of the population still engages in offline retail due to cultural, social, and infrastructural barriers. The research emphasizes the role of income and education as key drivers in determining consumer preference for online versus offline shopping. Higher-income consumers with access to better internet facilities are more inclined to shop online, while those with lower incomes often prefer the tactile experience offered by traditional retail. 
M. A. Dube & S. H. Rahman (2019) This paper analyzes how consumer purchase behaviors have evolved due to the COVID-19 pandemic, particularly with respect to online and offline shopping. The authors found that while online shopping saw a massive surge during the pandemic due to lockdowns and restrictions, there was a significant rebound in offline shopping once restrictions were eased. This shift was influenced by consumers' desire for in-person experiences, such as trying products and engaging with store staff. The study also shows that demographics such as age and income had a significant impact on the preference for online versus offline channels, with younger and higher-income groups maintaining a preference for e-commerce.
S. J. Zhang & J. Li (2020) This study explores the behaviors and attitudes of Chinese consumers towards online and offline shopping, considering demographic factors such as age, income, and location. The authors find that Chinese consumers, particularly those in urban areas, are highly influenced by the rapid growth of e-commerce platforms like Alibaba and JD.com. Younger consumers with higher disposable income prefer the convenience and efficiency of online shopping, while older consumers, especially those in rural regions, tend to favor offline shopping due to cultural and infrastructural barriers. The study also highlights the impact of mobile commerce, which has become a primary driver of online shopping in China.
N. P. Goh & M. S. Tan (2018) This paper explores how digitalization is shaping consumer behavior, particularly focusing on the preferences for online and offline shopping in Southeast Asia. The authors suggest that the growing use of smartphones and the internet is significantly altering the shopping patterns of younger consumers who are more inclined to engage in e-commerce. However, the study finds that despite the rise of online shopping, offline retail is still preferred by certain demographic segments, especially older individuals who are more familiar with traditional shopping methods. The study identifies that cultural factors and personal preferences play a large role in determining how different age groups interact with digital and physical retail environments.
S. P. Sharma & A. S. Gupta (2020) This cross-country comparative study examines the buying behavior of consumers in developed and developing countries, comparing their preferences for online versus offline shopping. The authors find that consumers in developed countries like the United States and the UK are more likely to embrace online shopping, driven by factors such as convenience, a wide range of products, and better internet infrastructure. However, in developing countries like India and Brazil, offline shopping remains more prevalent, especially among older demographics and those with lower internet access. The study shows that in these regions, brick-and-mortar stores offer social interaction and the tactile experience that many consumers value.
R. M. Batra & V. R. Gargeya (2019) This study looks at the psychological factors that drive consumer preference for online versus offline shopping. The authors find that online shoppers are more motivated by factors such as time-saving, ease of comparison, and the ability to shop at their convenience. Offline shoppers, however, are more driven by the desire for immediate possession of products and the ability to physically examine items. The study indicates that psychological factors such as the need for instant gratification, trust in the retailer, and perceived risks are significant drivers of shopping behavior, with offline shoppers often feeling more secure due to the immediate availability of products and face-to-face interactions with store staff.
K. S. Miller & P. L. Cho (2019) This paper explores the role of trust in consumer decision-making when choosing between online and offline shopping. The study finds that trust is one of the most crucial factors influencing whether consumers decide to make a purchase online or in-store. Consumers who have strong trust in online retailers are more likely to purchase items from digital platforms, while those who lack trust in online environments prefer the security of offline shopping where they can physically inspect and interact with products. The study examines how factors like brand reputation, online reviews, and customer service contribute to building trust in the online environment.
J. K. Patel & A. P. Verma (2021) This study investigates the online and offline shopping preferences of millennials in India. The authors find that millennials, driven by their comfort with technology and digital literacy, show a distinct preference for online shopping, particularly for products like electronics, apparel, and entertainment. However, millennials also display a strong tendency to visit offline stores for high-involvement products, such as luxury goods and groceries, where they value personal experience and tactile interaction with products. The study indicates that while online shopping is increasingly popular among this demographic, offline shopping still plays a significant role in their purchasing behavior.
A. P. Kumar & D. N. Singh (2020) This paper examines how digitalization has influenced consumer shopping preferences in rural and urban areas. The authors find that urban consumers, particularly those with higher education and income, have embraced online shopping due to the convenience, wide range of products, and ease of comparison. In contrast, rural consumers, many of whom are less digitally literate and lack reliable internet access, continue to prefer offline shopping for everyday necessities. However, the study notes that there is a growing trend of rural consumers turning to online shopping, particularly through mobile phones, driven by the increasing availability of smartphones and affordable internet.
L. J. Woods & D. J. Stone (2021) This article explores the emerging preferences of Generation Alpha (born after 2012) and how these young consumers interact with both online and offline shopping environments. The authors suggest that Generation Alpha is likely to be highly influenced by digital technologies, particularly through smart devices and voice-assisted technologies. Although this generation is still in its formative years, their interaction with digital retail environments is already shaping future consumer behavior trends. The study highlights that Gen Alpha’s preferences will largely be guided by their parents, but they are likely to favor online shopping due to its immediacy, interactivity, and personalized experiences. 
M. N. Agarwal & S. T. Bose (2020) This research focuses on the decision-making processes that consumers undergo when shopping in online versus offline environments. The authors find that the decision-making process in offline shopping is typically slower and more deliberate, with consumers engaging in a tactile evaluation of products and seeking assistance from salespeople. In contrast, online shopping decisions are quicker, driven by convenience, discounts, and peer reviews. The study suggests that the decision-making process in both environments is influenced by factors like time constraints, product complexity, and social influence. The paper also explores how demographic factors, such as age and digital literacy, affect decision-making. Younger, more digitally literate consumers tend to make quicker purchasing decisions online, while older consumers are more deliberate and cautious, especially when it comes to online purchases. 
S. A. Patel & K. D. Verma (2021) This study investigates the retail channel preferences between millennials and Generation X, comparing their online and offline shopping behaviors. The authors find that millennials show a significant preference for online shopping due to the convenience and flexibility it offers. They tend to rely on digital platforms for both basic and complex purchases, especially when it comes to fashion and electronics. In contrast, Generation X, which has grown up during the expansion of both online and offline retail, exhibits a more balanced approach, often shopping both online and offline depending on product type, urgency, and the need for physical inspection.
S. M. Bose & S. R. Ali (2021) This study examines how different product types influence consumers' preferences for online versus offline shopping, taking into account demographic factors such as age, income, and educational background. The research shows that consumers tend to prefer online shopping for products like electronics, books, and household goods due to the convenience, price comparisons, and home delivery options it provides. On the other hand, products such as apparel, groceries, and luxury items are more frequently purchased offline, as consumers desire the tactile experience and the ability to inspect these items firsthand. The study highlights the role of income and education in shaping shopping behavior. Higher-income consumers are more likely to engage in online shopping, as they are comfortable with digital payments and have access to faster internet and delivery services. 
R. T. Singh & A. C. Kumar (2020) This research delves into how emotions influence consumer decisions when shopping online versus offline. The authors suggest that emotions play a pivotal role in determining whether a consumer chooses to engage with a digital or physical retail environment. Online shopping is often associated with emotions such as excitement, efficiency, and convenience, particularly for time-constrained or goal-driven consumers. Conversely, offline shopping tends to evoke emotions related to nostalgia, pleasure, and social interaction, especially for those who value the in-store experience. The study identifies that younger consumers, driven by the excitement of digital technologies, tend to experience positive emotions such as joy and anticipation while shopping online. In contrast, older consumers often associate offline shopping with satisfaction derived from the sensory experience and the social connections fostered in brick-and-mortar stores. 
D. K. Bhagat & A. S. Ghosh (2021) This study applies a segmentation approach to categorize consumers based on their preferences for online and offline shopping. The authors use demographic and psychographic data to create distinct consumer profiles, such as "online shoppers," "offline loyalists," and "omnichannel users." The research shows that online shoppers are typically younger, urban, and tech-savvy, while offline loyalists tend to be older, less digitally inclined, and value the physical shopping experience. Omnichannel users represent a growing segment, bridging the gap between the two behaviors by engaging in both online and offline shopping depending on convenience, product type, and social influences. The study highlights that consumer motivations for choosing either online or offline channels are multifaceted. Online shoppers value convenience, price comparisons, and the ability to shop 24/7, while offline shoppers prioritize the in-store experience, customer service, and the ability to physically interact with products. 
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3.1 THEORETICAL BACKGROUND
ONLINE SHOPPING
Online shopping refers to the process of purchasing goods and services over the internet through e-commerce platforms or websites. Consumers can browse through various products, compare prices, and make payments without leaving their homes. Online stores typically provide a wide range of items, from electronics and clothing to groceries and services, all available at the click of a button. Websites and mobile apps serve as the primary interface for customers to interact with sellers, and orders are shipped directly to the customer’s designated address. This shopping method has grown significantly in popularity due to its convenience, as shoppers no longer need to visit physical stores. Popular online shopping platforms like Amazon, eBay, and Alibaba allow users to shop from the comfort of their homes, making the process faster and often more affordable. Various payment methods, including credit cards, e-wallets, and even cash on delivery, offer flexibility and security in transactions.
Online shopping has revolutionized the way people acquire products and services. Through detailed product descriptions, user reviews, and real-time inventory updates, customers can make informed purchasing decisions. This digital form of shopping also offers consumers the opportunity to shop at any time of day, providing unparalleled flexibility in terms of timing and location.
Importance of Online Shopping
Online shopping plays a significant role in today's economy by expanding market reach and offering convenience to consumers. For businesses, it offers the ability to tap into global markets, allowing them to reach customers outside their local areas. This is especially important for small businesses or niche markets that would have limited visibility in a traditional brick-and-mortar setting. As more consumers embrace digital shopping, the importance of online retail grows in shaping the future of commerce. From a consumer perspective, online shopping has become an integral part of daily life due to its convenience and time-saving qualities. It eliminates the need for physical travel, long queues, and waiting for sales, which are typical in offline shopping scenarios. With just a few clicks, consumers can access an endless variety of products, often with more competitive pricing than traditional stores. This has contributed to a shift in consumer behavior, where many individuals prefer online stores for their daily and essential needs.
Furthermore, online shopping has improved accessibility for individuals who may have physical limitations, live in remote areas, or face other challenges that make traditional shopping difficult. Through the internet, people can access goods and services from around the world, contributing to a more inclusive consumer experience. This increased accessibility makes online shopping an important tool for expanding opportunities and promoting equal access to a wide range of products.
Advantages and Disadvantages of Online Shopping
One of the primary advantages of online shopping is the convenience it offers. Consumers can shop at any time of the day or night, from anywhere with an internet connection. This flexibility allows busy individuals to avoid crowded stores and long waiting times. Additionally, online shopping enables customers to quickly compare prices and find the best deals without the hassle of physically visiting multiple stores. The ability to shop from the comfort of one’s home also contributes to a more relaxed and enjoyable shopping experience.
Another key advantage is the vast selection of products available online. Consumers can access a global marketplace, providing them with a wider variety of products than what may be available in a local store. Additionally, e-commerce platforms often provide detailed product descriptions, customer reviews, and ratings, helping consumers make informed decisions. For those who are looking for niche items, online shopping is often the best way to find exactly what they need.
However, online shopping has its disadvantages as well. One of the most significant drawbacks is the inability to physically inspect products before purchasing. This can lead to dissatisfaction if the item does not meet the customer's expectations in terms of quality, size, or appearance. Moreover, while online shopping offers convenience, it can also contribute to overspending due to easy access to a wide range of products. Another disadvantage is the environmental impact, as shipping and packaging contribute to carbon emissions. Additionally, delays in shipping, incorrect deliveries, or the inconvenience of returning items can frustrate customers.

Difference Between Online and Offline Shopping
Online shopping differs from offline shopping in several ways, primarily in the shopping experience itself. In offline shopping, customers visit physical stores, where they can directly see, touch, and try products before purchasing. This tangible interaction allows consumers to make decisions based on their immediate sensory experience. They can ask for assistance from store employees, which may help clarify doubts and offer recommendations. In contrast, online shopping involves browsing digital catalogs, where the experience is confined to screens and descriptions, and physical interaction is nonexistent.
Another major difference lies in the convenience factor. Offline shopping often requires consumers to allocate time for travel, deal with crowds, and wait in long queues, which can be time-consuming and tiring. Online shopping, on the other hand, allows consumers to shop from the comfort of their homes, at any time of the day or night, without the need to leave their residence. As a result, online shopping provides more flexibility and accessibility for busy individuals or those with mobility issues.
In terms of product availability, online shopping offers a significantly larger variety of products, as there are no physical space constraints for e-commerce platforms. Customers can access goods from stores across the globe, whereas offline shopping is restricted to the inventory of local stores. However, offline shopping has the advantage of instant gratification, as customers can make their purchases and take the products home immediately, while online shoppers typically have to wait for delivery.
OFFLINE SHOPPING
Offline shopping, also known as brick-and-mortar shopping, refers to the traditional way of shopping where consumers visit physical stores to browse and purchase products or services. This contrasts with online shopping, where products are bought through e-commerce websites or apps. Despite the rise of digital platforms, offline shopping remains an integral part of consumer behavior due to the tangible and social experience it offers. In this overview, we will discuss various aspects of offline shopping, including its benefits, drawbacks, key factors, and trends.

Key Characteristics of Offline Shopping
1. Physical Interaction:
· In offline shopping, consumers interact directly with the products before making a purchase. They can touch, try, and test items (e.g., clothes, electronics, food) before deciding.
· This tactile experience is often cited as one of the major advantages of offline shopping, as it allows consumers to assess the quality, texture, size, and fit of products.
2. Immediate Gratification:
· One of the main appeals of offline shopping is the ability to take immediate possession of the product. Once a purchase is made, the consumer can leave the store with their item, unlike online shopping, where consumers have to wait for shipping.
· This is especially important for items that are needed urgently or for consumers who prefer instant gratification.
3. Social Interaction:
· Offline shopping offers an opportunity for face-to-face interaction with store staff and fellow shoppers. Many consumers enjoy the social aspect of visiting a mall, chatting with store assistants, or shopping with friends and family.
· Some consumers also seek personalized shopping experiences, which are more easily offered in physical stores through direct engagement with knowledgeable staff.
4. Limited Geographical Reach:
· Offline shopping is generally limited to a specific geographical location. Consumers need to visit a store in person, which may require travel, parking, and potentially more time than online shopping.
· However, local shopping allows consumers to support small businesses and enjoy a sense of community.



Advantages of Offline Shopping
1. Tangible Product Experience:
· As mentioned, one of the biggest advantages is the ability to physically see, touch, and experience the product. For certain product categories like clothing, electronics, and groceries, this is especially important.
· Shoppers can assess the size, color, design, and quality of products, which can help them make more confident purchasing decisions and avoid returns or dissatisfaction.
2. No Shipping Delays:
· Instant access to products eliminates the need to wait for delivery. For time-sensitive items, such as last-minute gifts, food, or emergency products, offline shopping is often the preferred choice.
3. Personalized Assistance:
· Offline stores often have knowledgeable sales staff who can provide personalized recommendations, assist in choosing the right product, and answer questions about the product’s features, benefits, or usage.
· This personalized service is a major advantage for complex or high-ticket purchases, such as electronics, furniture, or luxury goods.
4. Reduced Risk of Fraud:
· The risk of fraud or identity theft is reduced in offline shopping since transactions occur in person, and there is no need to enter sensitive information like credit card numbers online.
· Additionally, the physical presence of a store allows for direct returns, exchanges, or complaints without the need to contact customer service.
5. Immediate Return or Exchange:
· If a product is not satisfactory, consumers can typically return or exchange it immediately in-store, which avoids the often complex return processes associated with online shopping.
Disadvantages of Offline Shopping
1. Limited Selection:
· Physical stores have limited space compared to online platforms and, therefore, may not carry as wide a variety of products. Shoppers may not always find the specific item they are looking for, especially for niche or specialized products.
· For example, a clothing store may have a limited range of sizes or colors compared to an online retailer with broader stock.
2. Time and Convenience:
· Offline shopping requires time investment. Shoppers need to travel to stores, walk around, and wait in lines to make a purchase, which can be time-consuming.
· In comparison, online shopping is more convenient because it can be done from home at any time of day or night.
3. Higher Prices:
· In many cases, offline stores have higher operational costs (e.g., rent, utilities, staffing), which can translate to higher prices for consumers.
· Online stores, on the other hand, often offer better deals, discounts, and promotions due to lower overhead costs.
4. Limited Store Hours:
· Physical stores have specific operating hours. For example, many stores close early in the evening or are closed on certain days, limiting when consumers can shop. This is in contrast to online shopping, which is available 24/7.
Key Factors Influencing Offline Shopping Behavior
1. Location and Accessibility:
· The proximity of stores to consumers plays a significant role in the decision to shop offline. Consumers are more likely to visit a store that is easily accessible, either in terms of distance or parking availability.
· Malls and shopping centers often serve as central hubs where consumers can access multiple stores, making them a popular choice for offline shopping.
2. Store Experience and Ambience:
· The overall shopping environment influences consumer behavior. Factors like store layout, lighting, music, and cleanliness contribute to the shopping experience.
· In-store events, product demonstrations, and promotional displays can also attract consumers and enhance their shopping experience.
3. Sales and Promotions:
· In-store promotions, such as discounts, special offers, or bundle deals, often encourage consumers to visit physical stores. Retailers may also offer exclusive deals for customers who shop in person.
· Consumers may also be more inclined to make impulse purchases when they see attractive in-store displays or special pricing.
4. Customer Loyalty and Relationships:
· Long-term relationships with local stores can foster customer loyalty. For example, customers may prefer shopping at a neighborhood store where they feel valued, receive personalized service, or participate in loyalty programs.
· Retailers often use loyalty programs, exclusive deals, or VIP events to encourage repeat offline shopping.
Trends in Offline Shopping
1. Omnichannel Retailing:
· Many traditional retailers are adopting an omnichannel approach, where they integrate their physical stores with online shopping experiences. Consumers can check store availability online, order products for in-store pickup, or make returns in physical stores.
· Click-and-collect services, where consumers buy online and pick up in-store, are becoming more popular as they combine the convenience of online shopping with the immediacy of offline access.
2. Experiential Shopping:
· Physical stores are increasingly focused on creating experiential shopping environments that go beyond just selling products. This includes interactive displays, product trials, or unique store concepts that offer something memorable and engaging.
· Examples include stores that allow customers to experience a product before purchase, such as trying out a new phone or testing a car model.

3. Technology Integration:
· In-store technology is enhancing offline shopping experiences. Many stores now feature self-checkout kiosks, augmented reality displays, interactive touchscreens, and mobile apps to make shopping easier and more efficient.
· Virtual fitting rooms and smart mirrors are becoming common in clothing and beauty stores, enabling customers to try on clothes or makeup digitally.
4. Sustainability and Ethical Shopping:
· A growing number of consumers are looking for sustainable and ethical shopping options. Physical stores are responding by offering more eco-friendly products and promoting sustainability initiatives.
· This trend is also reflected in efforts by retailers to reduce packaging waste, source products responsibly, and support local artisans or fair-trade organizations.
CONSUMER BEHAVIOUR
Consumer behavior refers to the study of how individuals, groups, or organizations make decisions to purchase, use, and dispose of products, services, ideas, or experiences. Understanding consumer behavior is essential for businesses as it helps them to create effective marketing strategies, design products, and communicate with their target audience in ways that meet consumer needs and desires.
Key Elements of Consumer Behavior
1. Psychological Factors These factors pertain to the internal, mental processes of the consumer, including:
· Motivation: The driving force behind consumer decisions. The Maslow’s Hierarchy of Needs is often referenced to understand motivation. Consumers are motivated by physiological needs, safety needs, social needs, esteem needs, and self-actualization needs.
· Perception: How consumers perceive and interpret information from their environment. This influences how they view products or brands. For example, a consumer might perceive a luxury brand as superior based on advertising and reputation.
· Learning: The change in behavior resulting from experiences. Consumers may learn through direct experiences or from observing others, such as through social media or word of mouth.
· Attitudes and Beliefs: Consumers form attitudes (likes or dislikes) and beliefs (perceptions of a product’s attributes). These play a significant role in purchase decisions.
2. Social Factors These are the external influences that affect consumer behavior:
· Family: Family is one of the most influential factors in shaping consumer behavior. For example, purchases of family-oriented products, like cars or home goods, may depend on family preferences.
· Social Class: Consumers from different social classes exhibit different buying behaviors. Higher-income groups might prefer premium products, while lower-income groups may look for discounts or value-based products.
· Reference Groups: Groups of people (family, friends, colleagues) that influence consumer decisions. Consumers are often influenced by peer recommendations and social norms.
· Cultural Influences: Culture and subculture play a big role in determining consumer choices. For instance, food choices can differ based on cultural or religious values, and different regions might have preferences for specific types of products or services.
3. Personal Factors These factors pertain to individual characteristics that influence consumer decisions:
· Age and Lifecycle Stage: A consumer's age and stage in life, such as a teenager, young adult, or senior, influence their buying patterns. For example, teenagers may buy trendy fashion items, while older adults may prioritize health products.
· Occupation and Income: Occupation determines purchasing power and the types of products a person can afford. Income levels also affect what a person considers a necessity or luxury.
· Lifestyle: A person’s lifestyle reflects their values, interests, and activities. For example, a person who values fitness may purchase products related to health and wellness, such as fitness trackers or organic foods.
· Personality and Self-Concept: Personality traits (e.g., extroversion, introversion) influence product preferences. For instance, a person with a bold personality might prefer flashy, attention-grabbing products.
4. Situational Factors These factors are external and temporary conditions that affect purchasing behavior:
· Physical Environment: Factors like store layout, lighting, or ambiance can influence how a consumer perceives a product. The smell in a perfume shop or music in a retail store can set the mood and influence buying decisions.
· Time: The time of day or year can also play a role in consumer behavior. Consumers may make different decisions based on urgency (e.g., holiday shopping) or convenience (e.g., quick meals).
· Purchase Task: The reason for a purchase, whether it's for personal use, gift-giving, or as a necessity, affects the decision-making process.
· Social Surroundings: The presence of others, like friends or family, can impact purchasing behavior. For instance, consumers might buy different items when alone versus when shopping with friends.
Consumer Decision-Making Process
Understanding how consumers make decisions is key for marketers. The typical decision-making process is outlined in the following stages:
1. Need Recognition: The consumer identifies a need or problem that requires a solution. For example, they might realize their old phone is outdated and needs replacement.
2. Information Search: The consumer seeks information about possible solutions. This could include searching online, asking friends, or visiting stores.
3. Evaluation of Alternatives: The consumer evaluates the different options available. They may compare brands, features, prices, and reviews before narrowing down their choices.
4. Purchase Decision: After evaluating alternatives, the consumer decides on a product. They may still be influenced by factors like promotions, convenience, or the salesperson’s persuasion.
5. Post-Purchase Behavior: After the purchase, the consumer will either feel satisfied or dissatisfied. If satisfied, they might become loyal customers, but if dissatisfied, they may return the product or spread negative feedback.
Types of Consumer Buying Behavior
1. Complex Buying Behavior: Occurs when consumers make highly involved decisions, usually for expensive or infrequent purchases, such as a car or a house. They tend to engage in detailed research and careful evaluation.
2. Dissonance-Reducing Buying Behavior: Happens when consumers are highly involved in the purchase, but perceive few differences between brands. For example, buying a carpet where consumers may feel a bit uncertain and look for reassurance after making the purchase.
3. Habitual Buying Behavior: Characterizes purchases where the consumer has low involvement and chooses products based on habit or routine. For example, buying a specific brand of toothpaste without much thought.
4. Variety-Seeking Buying Behavior: Occurs when consumers seek new experiences and often switch between brands. This is more common with low-cost, frequently purchased items like snacks or soft drinks.
Impact of Digital and Social Media on Consumer Behavior
The rise of the internet, social media, and e-commerce has profoundly changed consumer behavior. Consumers now have more information at their fingertips, allowing them to make more informed decisions. Key changes include:
· Online Reviews and Ratings: Consumers increasingly rely on reviews and ratings from fellow customers to assess product quality.
· Social Media Influence: Platforms like Instagram, TikTok, and YouTube have become essential for product discovery, with influencers shaping consumer preferences.
· Convenience and Personalization: Online shopping has made it easier for consumers to access products at any time, and companies can personalize experiences based on browsing history and preferences.
· Peer Recommendations: Social networks have made word-of-mouth recommendations more influential than ever.
Understanding consumer behavior is not a one-size-fits-all approach, as it varies across individuals, markets, and cultures. Businesses need to adapt their strategies according to the psychological, social, personal, and situational factors that influence their target audience. By focusing on these elements, companies can design better products, services, and marketing campaigns that meet consumer needs and improve customer satisfaction, loyalty, and long-term profitability.
CONSUMER BEHAVIOUR AND DEMOGRAPHICS IN ONLINE VS OFFLINE SHOPPING
Consumer behavior in shopping has evolved significantly over the years due to advancements in technology and changes in demographics. In particular, the rise of online shopping has disrupted traditional brick-and-mortar retail, offering consumers new ways to engage with brands and make purchases. The differences between online and offline shopping are often influenced by a variety of factors including convenience, perceived trust, social influences, and access to information. In this paper, we will explore how consumer behavior and demographics shape online versus offline shopping experiences and the key differences that arise from these shopping environments.
Consumer Behaviour in Online Shopping
· Convenience and Accessibility
One of the main factors driving the popularity of online shopping is convenience. Consumers can shop from anywhere and at any time, without the need to visit physical stores. This accessibility is especially valuable for people with busy schedules, limited mobility, or those who live in areas far from retail centers. The ability to browse, compare products, and make purchases without leaving home is a significant attraction. Additionally, online shopping often allows for a wider selection of products and brands that might not be available locally.
· Impulse Purchases and Decision-Making
Online shopping facilitates impulse purchases in several ways. First, many e-commerce platforms use targeted advertisements, push notifications, and email reminders, which nudge consumers to make quick decisions. Furthermore, the convenience of one-click ordering and the speed at which transactions are processed make it easier for consumers to buy items on a whim.
Moreover, online reviews, product ratings, and social proof on websites like Amazon or eBay influence purchasing decisions. Consumers often feel more comfortable making purchases online due to the abundance of information available, including detailed product descriptions, customer reviews, and video demonstrations.
· Price Sensitivity and Discounts
Online shopping has made it easier for consumers to compare prices across different platforms. Many e-commerce sites also offer exclusive online discounts, promotions, and free shipping, which heighten the price sensitivity of consumers. This environment encourages bargain hunting, leading many consumers to seek out deals and discounts before making a purchase.
· Return and Refund Policies
One of the drawbacks of online shopping is the inability to physically inspect products before purchasing. As a result, online retailers often offer liberal return and refund policies, providing consumers with the reassurance that they can return items that don’t meet their expectations. The ability to return items easily is a crucial factor influencing the decision to shop online for many consumers.



Consumer Behaviour in Offline Shopping
· Sensory Experience
Offline shopping provides a sensory experience that online shopping cannot replicate. Consumers can touch, feel, and try on products before purchasing, which is particularly important in categories such as fashion, furniture, and electronics. The ability to physically interact with a product before making a decision can reduce uncertainty and increase confidence in the purchase.
In addition, the in-store atmosphere, including store layout, lighting, music, and customer service, plays a role in shaping consumer behavior. Physical stores often create immersive shopping experiences that appeal to emotions and can influence decision-making. This sensory engagement leads some consumers to prefer offline shopping, especially when the product requires close inspection.
· Social Influence and Impulse Buying
Offline shopping also involves social interactions with sales staff and other shoppers, which can influence decisions. Salespeople provide personalized recommendations, helping consumers find products that best suit their needs. In addition, physical stores often encourage impulse buying through strategic product placement and promotions, such as discounts on popular items, free samples, or limited-time offers.
Moreover, shopping in physical stores allows for social interactions with friends and family, which can have a significant influence on purchasing behavior. Shoppers may discuss their choices with companions, or they may make purchases based on social norms or trends observed in-store.
· Trust and Security
Trust is a key factor in offline shopping. Consumers can inspect the quality of products in person and pay with cash, credit cards, or other secure payment methods. This face-to-face interaction with both the product and the retailer gives shoppers a sense of security that they are making a sound purchase. Unlike online shopping, where concerns about fraud, counterfeit products, or delivery issues may arise, offline shopping often feels more tangible and secure.
· Limited Selection and Location Dependency
Despite the advantages of offline shopping, consumers are often limited by geographic location and store inventory. Physical stores may not have a broad selection of products, and shopping can be time-consuming due to travel, parking, and navigating the store. However, for many consumers, the experience of shopping in-store is part of the enjoyment of the process, even if it is less efficient than shopping online.
Demographics in Online vs. Offline Shopping
Age Groups and Preferences
Different age groups exhibit varying preferences for online and offline shopping, largely due to familiarity with technology and lifestyle habits.
· Younger Consumers (Generation Z and Millennials): Younger generations, who have grown up with technology, are more inclined to shop online. They are comfortable navigating websites, using mobile apps, and researching products through social media platforms. Online shopping offers these consumers the convenience and speed they value. Many prefer digital-native experiences like social commerce (e.g., buying directly through Instagram or TikTok) or using mobile payment solutions like Apple Pay and Google Wallet.
· Older Consumers (Baby Boomers and Generation X): Older generations tend to shop offline more often, although this has been changing with increased access to the internet. Baby boomers, for example, may prefer the tactile experience of in-person shopping, especially for categories like clothing and electronics. However, many older consumers are increasingly adopting online shopping for groceries, health products, and even clothes, driven by the convenience it offers.


Income and Affluence
Income levels also play a role in determining online versus offline shopping habits. Higher-income consumers are often more comfortable with online shopping, especially when it comes to purchasing luxury items, tech gadgets, and niche products. They tend to value convenience and time-saving, which e-commerce platforms can easily provide.
Conversely, lower-income consumers may still prefer offline shopping, particularly in areas where internet access is limited or in communities where brick-and-mortar stores are the primary option. In some cases, consumers with limited disposable income might favor offline shopping for the immediate satisfaction of purchasing an item without waiting for delivery.
Geographic Location and Accessibility
Geography plays a critical role in shaping shopping preferences. In rural or remote areas, consumers may be more inclined to shop online due to the absence of nearby retail stores. In contrast, those living in urban environments with a wealth of shopping options may prefer the convenience and social aspects of offline shopping. Additionally, local cultures and regional factors can influence how comfortable consumers feel with online shopping. In areas where e-commerce infrastructure is not well-established, offline shopping remains more dominant.
Comparing the Future of Online and Offline Shopping
Blended Shopping Experiences
The future of shopping may involve a blend of both online and offline experiences. Many brands are adopting an omnichannel approach, which merges digital and physical retail experiences. Examples include “click-and-collect” services, where customers order online and pick up in-store, or in-store tablets that allow customers to browse additional inventory that may not be physically available.
Retailers are also using technology like augmented reality (AR) to enhance the in-store experience, allowing consumers to visualize products in their homes or try on clothes virtually. This fusion of digital and physical worlds aims to provide the best of both shopping environments, appealing to a wide range of consumer preferences.
Personalization and AI
Artificial intelligence (AI) and data analytics will continue to shape both online and offline shopping experiences. In online shopping, AI-powered recommendations based on past behavior, browsing history, and preferences have become the norm. Similarly, in-store experiences may become more personalized as retailers use data to cater to individual tastes and needs.
Sustainability and Ethical Considerations
Sustainability is an increasingly important factor in both online and offline shopping behavior. Consumers are becoming more aware of the environmental impact of their purchasing decisions, particularly in areas like packaging, shipping, and waste. Brands that offer eco-friendly solutions or promote ethical sourcing are likely to appeal to consumers, especially younger demographics. Online retailers have the potential to lead in sustainable practices, such as minimizing waste through efficient supply chains or offering carbon-neutral shipping options.
The landscape of consumer shopping behavior continues to evolve, with both online and offline shopping offering unique advantages. Online shopping is driven by convenience, wider product selection, and price sensitivity, while offline shopping appeals to consumers seeking sensory experiences, social interaction, and greater trust. Demographics such as age, income, and geographic location significantly influence whether consumers prefer online or offline shopping. As technology continues to advance, the future of shopping is likely to see a convergence of both worlds, offering consumers the best of both digital and physical experiences.
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 Table 4.1
AGE WISE CLASSIFICATION 
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 18
	5
	10

	18-25
	36
	72

	25-35
	3
	6

	Above 35
	6
	12

	TOTAL
	50
	100


     Source: Primary Data

INTERPRETATION
Table 4.1 shows that 72% of the respondents belongs to the age group of 18 to 25 years. 12% of the respondents are from the age group of above 35. 10% are from the age group of below 18 years and 6% each are from the age group of 25-35 years. 

Chart No. 4.1
AGE WISE CLASSIFICATION 






Table  4.2
GENDER WISE CLASSIFICATION
	PARTICULARS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	11
	22

	Female
	38
	76

	Other  
	1
	2

	TOTAL
	50
	100


       Source: Primary Data

INTERPRETATION
Table 4.2 shows that 76% of the respondents are female and 22% of the respondents are male and others is 2%.

Chart No. 4.2
GENDER WISE CLASSIFICATION







Table  4.3
INCOME
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 10000
	26
	52

	10000-30000
	14
	28

	30000-70000
	8
	16

	Above 70000
	2
	4

	4TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.3 shows that 52% of the respondents monthly income is below 10000. 28% of the respondents are monthly income is in between 10000 to 3000. 16% of the respondents 30000 to 70000 per month. Only 4% of the respondents monthly income is above 70000.

Chart No. 4.3
INCOME




Table  4.4
FREQUENCY OF SHOPPING ONLINE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily
	1
	2

	Weekly
	6
	12

	Monthly 
	19
	38

	Rarely
	24
	48

	Never
	0
	0

	TOTAL
	50
	100


    Source: Primary Data

INTERPRETATION
Table 4.4 shows that 48% of the respondents shop online rarely. 38% of them shop monthly while 12% of the respondents weekly shop on online. 2% said that they shop online daily. 

Chart No. 4.4
FREQUENCY OF SHOPPING ONLINE





Table  4.5
PRIMARY REASON FOR ONLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Convenience
	8
	16

	Better deals/discount
	13
	26

	Wider variety  of products
	19
	38

	Time saving
	7
	14

	Avoiding crowds
	3
	6

	Other
	0
	0

	TOTAL
	50
	100


Source: Primary Data

INTERPRETATION
Table 4.5 shows that 38% of the respondents primary reason for prefer shopping online is wider variety of products while 26% preferring because of better deals or discounts. 16% of the respondents goes to convenience and 14% of the respondents gave importance to time saving. 3% of the respondents preferring online shopping to avoid crowds.. 

Chart No. 4.5
PRIMARY REASON FOR ONLINE SHOPPING

Table  4.6
PRIMARY REASON FOR OFFLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Physical inspection of products
	22
	44

	Immediate purchase
	16
	32

	Personal interaction with staff
	5
	10

	Support local business
	4
	8

	Prefer the experience
	2
	4

	Other 
	1
	2

	TOTAL
	50
	100


    Source: Primary Data

INTERPRETATION
Table 4.6 shows that 44% of the respondents reason for prefer shopping offline is physical inspection of products while 32% preferring because of immediate purchase. 10% of the respondents goes to personal interaction and 8% of the respondents giving support to local business. 4% of the respondents preferring offline shopping for experience. 1% is others .

Chart No. 4.6
PRIMARY REASON FOR OFFLINE SHOPPING


Table  4.7
SATISFACTION WITH ONLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied
	5
	10

	Satisfied
	21
	42

	Neutral
	21
	42

	Dissatisfied
	2
	4

	Very dissatisfied
	1
	2

	TOTAL
	50
	100


  Source: Primary Data

INTERPRETATION
Table 4.7 shows that 42% of the respondents each opined that satisfied and neutral with offline shopping. 10% of the respondents said that they are very satisfied. 4% said dissatisfied. While 2% of them are very dissatisfied.

Chart No. 4.7
SATISFACTION WITH ONLINE SHOPPING 




Table  4.8
SATISFACTION WITH OFFLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Very satisfied
	16
	38

	Satisfied
	16
	38

	Neutral
	11
	22

	Dissatisfied
	1
	2

	Very dissatisfied
	0
	0

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.8 shows that 38% of the respondents each opined that very satisfied and satisfied with offline shopping. 22% of the respondents said neutral, 2% said dissatisfied.

Chart No. 4.8
SATISFACTION WITH OFFLINE SHOPPING 





Table  4.9
CHALLENGES FACED WITH ONLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Delivery delays
	10
	20

	Product mismatch
	23
	46

	Payment issues
	1
	2

	Difficulty returning items
	8
	16

	Lack of trust
	6
	12

	Other 
	2
	4

	TOTAL
	50
	100


     Source: Primary Data

INTERPRETATION
Table 4.9 shows that 46% of the respondents face challenges with online shopping is product mismatch, 20% of them faced delivery delays, 16% of them faced difficulty in returning items and 4% of them have other challenges. Only 2% of the respondents faced issues in payment
Chart No. 4.9
CHALLENGES FACED WITH ONLINE SHOPPING
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Table  4.10
FRIENDLY NATURE TOWARDS USERS
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	32
	64

	No 
	6
	12

	Sometimes 
	12
	24

	TOTAL
	50
	100


     Source: Primary Data

INTERPRETATION
Table 4.10 shows that 64% of the respondents strongly agreed that online shopping platforms are user friendly, 24% of them says sometimes and 12% of the respondents said disagreed the statement. 

Chart No. 4.10
FRIENDLY NATURE TOWARDS USERS







Table  4.11
OFFLINE STORES HAVE ADAPTED TO MODERN TECHNOLOGY LIKE DIGITAL PAYMENT
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Fully adapted
	16
	32

	Partially adapted
	24
	48

	Not adapted
	6
	12

	Minimal adaption 
	1
	2

	Varies by store
	3
	6

	TOTAL
	50
	100


     Source: Primary Data

INTERPRETATION
Table 4.11 shows that 48% of the respondents thinks that offline stores have partly adapted to modern technology. 32% said fully adapted. 12% says offline store not adapted modern techniques. 6% said varies by stores and 2% of the respondents opined that offline stores have minimal adapted to modern technology.

Chart No. 4.11
OFFLINE STORES HAVE ADAPTED TO MODERN TECHNOLOGY LIKE DIGITAL PAYMENT


Table  4.12
USING ONLINE REVIEWS BEFORE MAKING A PURCHASE ONLINE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Always
	24
	48

	Sometimes
	21
	42

	Rarely 
	4
	8

	Never
	1
	2

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.12 shows that 48% of the respondents are using online reviews before making a purchase online. 42% of them using sometimes, while 8% of the respondents using online reviews rarely and 2% never used before online shopping.

Chart No. 4.12
USING ONLINE REVIEWS BEFORE MAKING A PURCHASE ONLINE




Table  4.13
SPENDING MORE WHILE SHOPPING ONLINE COMPARED TO OFFLINE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Always
	9
	18

	Sometimes
	23
	46

	Rarely 
	15
	30

	Never
	3
	6

	TOTAL
	50
	100


    Source: Primary Data

INTERPRETATION
Table 4.13 shows that about 46% of the respondents spends more while shopping online compared to offline shopping. 30% of them rarely spends more compared to offline. 18% always spends more , however 6% never spends more on online shopping than offline shopping.

Chart No. 4.13
SPENDING MORE WHILE SHOPPING ONLINE COMPARED TO OFFLINE



Table  4.14
SEEK ADVICE FROM FRIENDS OR FAMILY BEFORE OFFLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Always
	6
	12

	Sometimes
	30
	60

	Rarely 
	8
	16

	Never
	6
	12

	TOTAL
	50
	100


     Source: Primary Data

INTERPRETATION
Table 4.14 shows that 60% of respondents sometimes seeks advice from friends or family before offline shopping and 16% of them never take advice from anyone. 12% each opined always and rarely.

Chart No. 4.14
SEEK ADVICE FROM FRIENDS OR FAMILY BEFORE OFFLINE SHOPPING



Table  4.15
FIND DISCOUNT MORE ATTRACTIVE ONLINE OR OFFLINE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Online
	24
	48

	Offline
	7
	14

	Both
	19
	38

	Neither 
	0
	0

	TOTAL
	50
	100


    Source: Primary Data

INTERPRETATION
Table 4.15 shows that 48% of the respondents find discounts more attractive online shopping. 38% of them goes with both online and offline. 14% finds discount in offline.

Chart No. 4.15
FIND DISCOUNT MORE ATTRACTIVE ONLINE OR OFFLINE



 
 


Table  4.16
ONLINE SHOPPING CONTRIBUTES TO WASTE LIKE PACKAGING, CARBON FOOTPRINT
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes, significantly
	15
	30

	No, to same extend
	18
	36

	No, not at all
	6
	12

	Unsure 
	11
	22

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.16 shows that 36% of the respondents says online contribute no to same extend, 30% says online shopping contribute significant to waste while 22% of them are not sure about it. Only 12% are declared not at all.

Chart No. 4.16
CRAVING FAST FOOD AFTER SEEING AN AD




Table  4.17
PREFER SOCIAL EXPERIENCE OF OFFLINE SHOPPING OVER THE CONVENIENCE OF ONLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	14
	28

	No 
	10
	20

	Both are equally important
	24
	48

	Neither 
	2
	4

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.17 shows that 48% of the respondents prefer both online and offline equally, 28% of them goes with offline social experience and 20% of them with online. However, 4% said neither.

Chart No. 4.17
PREFER SOCIAL EXPERIENCE OF OFFLINE SHOPPING OVER THE CONVENIENCE OF ONLINE SHOPPING 


Table  4.18
FREQUENCY OF SHOPPING OFFLINE
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Daily 
	1
	2

	Weekly
	13
	26

	Monthly
	18
	36

	Rarely
	17
	34

	Never
	1
	2

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.17 shows that 36% of the respondents shop offline monthly, 34% of them rarely and 20% of them weekly. However each 2% shops daily and never.

Chart No. 4.18
FREQUENCY OF SHOPPING OFFLINE




Table  4.19
CHALLENGES FACED WITH OFFLINE SHOPPING
	RESPONSES
	NO. OF RESPONDENTS
	PERCENTAGE

	Limited variety
	13
	26

	High prices
	13
	26

	Long queues
	4
	8

	Time consuming
	19
	38

	Other
	1
	2

	TOTAL
	50
	100


   Source: Primary Data

INTERPRETATION
Table 4.17 shows that 38%  of the respondents faced challenges in offline shopping is time consuming. Both 26% is limited variety and high prices, 8% of them says long queues and 2% others.


Chart No. 4.19
CHALLENGES FACED WITH OFFLINE SHOPPING











CHAPTER V
FINDINGS, SUGGESTION AND CONCLUSION









[bookmark: _GoBack]5.1 FINDINGS
· 72% of the respondents belongs to the age group of 18 to 25 years.
· 76% of the respondents are female
· 52% of the respondents monthly income is below 10000
· 48% of the respondents shop online rarely
· 38% of the respondents primary reason for prefer shopping online is wider variety of products
· 44% of the respondents reason for prefer shopping offline is physical inspection of products
· 42% of the respondents each opined that satisfied and neutral with offline shopping.
· 38% of the respondents each opined that very satisfied and satisfied with offline shopping.
· 46% of the respondents face challenges with online shopping is product mismatch
· 64% of the respondents strongly agreed that online shopping platforms are user friendly
· 48% of the respondents thinks that offline stores have partly adapted to modern technology
· 48% of the respondents are using online reviews before making a purchase online.
· 46% of the respondents spends more while shopping online compared to offline shopping.
· 60% of respondents sometimes seeks advice from friends or family before offline shopping
· 48% of the respondents find discounts more attractive online shopping. 
· 36% of the respondents says online contribute no to same extend
· 48% of the respondents prefer both online and offline equally
· 36% of the respondents shop offline monthly wise.
· 38% of the respondents faced challenges in offline shopping is time consuming.

5.2 SUGGESTIONS
· Provide seamless integration between online and offline shopping (e.g., buy online, pick up in store) to cater to both types of consumers.
· Ensure that your website or app is easy to navigate, with simple product searches, quick checkouts, and mobile optimization.
· Tailor your marketing strategies to different age groups and demographics, understanding that younger shoppers may prefer online, while older generations may gravitate toward offline experiences.
· Use AI to offer personalized product suggestions for online shoppers based on browsing history, while offering personalized services (like staff recommendations) in offline stores.
· Make the offline shopping experience enjoyable by focusing on store layout, product displays, and interactive elements like augmented reality to engage customers.
· Create reward programs for both online and offline shoppers, offering discounts or points for purchases made in either environment.
· Make returns easy for online shoppers by providing clear policies and pre-paid return labels, while offering hassle-free returns in-store to enhance trust.
· Build an online community through social media platforms where customers can interact, ask questions, and share experiences, encouraging online shopping.
· Organize exclusive in-store events, product demos, or flash sales to attract offline shoppers, creating a sense of urgency and excitement.
· For online shoppers, offer fast and flexible delivery options, such as same-day delivery or free shipping, to compete with the immediacy of offline shopping.






5.3 CONCLUSION
In conclusion, the comparative study of consumer behaviour and demographics in online versus offline shopping reveals distinct differences shaped by convenience, accessibility, and personal preferences. Online shopping appeals strongly to younger, tech-savvy consumers who prioritize convenience, time-saving, and the ability to easily compare prices. The ease of browsing multiple stores from the comfort of one's home and the increasing popularity of mobile shopping platforms further emphasize the online shopping trend. Additionally, the availability of reviews, personalized recommendations, and diverse payment options enhances the online shopping experience, driving its growing demand. Conversely, offline shopping maintains strong appeal, particularly among older demographics or individuals who value the sensory experience of shopping. In-store shopping allows consumers to physically examine products, feel materials, and make immediate purchases, which can create a stronger sense of satisfaction and trust. The social interaction involved in offline shopping, such as engaging with sales associates or shopping with friends, also adds a layer of enjoyment and human connection that online shopping cannot replicate. For certain product categories, such as luxury goods or high-involvement purchases, consumers may still prefer to shop offline to ensure they are making a well-informed decision.
Ultimately, consumer behaviour in both realms is shaped by individual needs and circumstances. While online shopping is growing due to its unparalleled convenience and broad product variety, offline shopping continues to play a vital role in providing a tactile, immersive experience that many consumers still value. The future of retail likely lies in a hybrid model that integrates the best aspects of both, with brands and retailers adapting their strategies to meet the evolving preferences of consumers across all demographics.
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QUESTIONNAIRE
A COMPARATIVE STUDY OF CONSUMER BEHAVIOUR AND DEMOGRAPHICS IN ONLINE VS OFFLINE SHOPPING

Name:
1. Age:
a) Below 18
b) 18 - 25
c) 25 - 35
d) 35 above
2. Gender
a) Male
b) Female
c) Other
3. Income 
a) Below 10000 / month
b) 10000 - 30000 month
c) 30000 - 70000 month
d) Above 70000 month
4. How often do you shop online?
a) Daily
b) Weekly
c) Monthly
d) Rarely
e) Never
5. What is your primary reason for shopping online ?
a) Convenience
b) Better deals/discount
c) Wider variety of products
d) Time saving
e) Avoiding crowds
f) Other
6. What is your primary reason for shopping offline ?
a) Physical inspection of product
b) Immediate purchase
c) Personal interaction with staff
d) Support local business
e) Prefer the experience
f) Other
7. How satisfied are you with online shopping ?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
8. How satisfied are you with offline shopping ?
a) Very satisfied
b) Satisfied
c) Neutral
d) Dissatisfied
e) Very dissatisfied
9. What challenges have you faced with online shopping ?
a) Delivery delays
b) Product mismatch
c) Payment issues
d) Difficulty returning items
e) Lack of trust
f) Other
10. Do you find online shopping platforms user friendly ?
a) Yes
b) No
c) Sometimes



11. Do you think offline stores have adapted to modern technology ( eg:- digital payments)?
a) Fully adapted
b) Partly adapted
c) Not adapted
d) Minimal adaptation
e) Varies by store
12. Do you use online reviews before making a purchase online ?
a) Always
b) Sometimes
c) Rarely
d) Never
13. Do you spend more while shopping online compared to offline ?
a) Always
b) Sometimes
c) Rarely
d) Never
14. Do you seek advice from friends or family before offline shopping ?
a) Always
b) Sometimes
c) Never
d) Rarely
15. Do you find discounts more attractive online or offline ?
a) Online
b) Offline
c) Both
d) Neither
16. Do you think online shopping contributes to waste (packaging, carbon footprint) ?
a) Yes, significantly
b) No, to same extend
c) No, not at all
d) Unsure
17. Do you prefer the social experience of offline shopping over the convenience of online shopping?
a) Yes
b) No
c) Both are equally important
d) Neither
18. How often do you shop offline?
a) Daily 
b) Weekly
c) Monthly
d) Rarely
e) never
19. What challenges have you faced with offline shopping?
a) Limited variety
b) High prices
c) Long queues
d) Time consuming
e) Others





Daily	Weekly	Monthly 	Rarely	Never	2	12	38	48	0	

Convenience	Better deals/discount	Wider variety  of products	Time saving	Avoiding crowds	Other	16	26	38	14	6	0	


Physical inspection of products	Immediate purchase	Personal interaction with staff	Support local business	Prefer the experience	Other 	44	32	10	8	4	2	


Very satisfied	Satisfied	Neutral	Dissatisfied	Very dissatisfied	10	42	42	4	2	


Very satisfied	Satisfied	Neutral	Dissatisfied	Very dissatisfied	38	38	22	2	0	


Delivery delays	Product mismatch	Payment issues	Difficulty returning items	Lack of trust	Other 	20	46	2	16	12	4	


Yes	No 	Sometimes 	64	12	24	

Fully adapted	Partially adapted	Not adapted	Minimal adaption 	Varies by store	32	48	12	2	6	


Always	Sometimes	Rarely 	Never	48	42	8	2	


Always	Sometimes	Rarely 	Never	18	46	30	6	

Always	Sometimes	Rarely 	Never	12	60	16	12	


48	14	38	0	


Yes, significantly	No, to same extend	No, not at all	Unsure 	30	36	12	22	


Yes	No 	Both are equally important	Neither 	28	20	48	4	


Daily 	Weekly	Monthly	Rarely	Never	2	26	36	34	2	


Limited variety	High prices	Long queues	Time consuming	Other	26	26	8	38	2	


Below 18	18-25	25-35	Above 35	10	72	6	12	


Male	Female	Other  	22	76	2	


Below 10000	10000-30000	30000-70000	Above 70000	52	28	16	4	
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