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ARTICLE INFO ABSTRACT

This research explores how external cues, including economic, social, political,
technological, and cultural factors, influence consumer purchasing decisions on
the internet. Using a mixed-method research strategy, it examines the theoretical
underpinnings and empirical data on the influence of external stimuli on internet
shopping behavior. The findings can help internet merchants and marketers
create successful marketing campaigns, enhance user experience, and strengthen
customer bonds. To ensure representation across all demographics and buying
inclinations, a varied sample of online consumers is gathered. Advanced statistical
approaches are used in the data analysis to find patterns, trends, and connections
between environmental factors and consumer purchasing behaviours.
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Introduction

The introduction of the electronic world has changed how consumers engage with companies, especially while
buying. Online shopping has become a powerful force in the retail sector, providing consumers with
convenience, accessibility, and a variety of options. As a result, companies are always looking for new methods
to comprehend and affect consumers' online purchasing decisions. The influence of outside cues on consumer
decision-making is an important topic that has received a lot of research. The wide range of things that are not
immediately cognizant of a person but have the potential to affect their perceptions, emotions, and ultimately,
their purchase choices are referred to as external stimuli. These triggers include a wide variety of factors in the
context of online buying, including political, economic, cultural, social, and technological aspects. In the digital
age, when consumers are continually exposed to a torrent of information, suggestions, and persuading
messages from many sources, the effect of external stimuli has become even more apparent. Businesses aiming
to improve their marketing tactics and online presence must comprehend how external factors affect customer
purchasing behavior. To successfully engage the audience, they are targeting and increase sales, marketers and
online merchants need to understand how these stimuli affect consumers' attitudes, preferences, and behavior.

Objectives of the study

1. To know the demographic determinants of the respondents
2. To educate the consumer towards the online shopping
3. To the impact of external stimuli on consumer buying satisfaction

Review of Literature

Numerous research has looked at how digital advertising affects customer purchasing decisions when they
purchase online. Smith et al.'s (2017) study discovered a strong influence of personalized and targeted adverts
on consumers' purchasing intentions. Additionally, Dwivedi (2021) noted that consumers are more likely to
interact with online advertisements that elicit emotional reactions, increasing the possibility that they would
make a purchase. The mechanics of internet buying have changed dramatically with the introduction of social
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media platforms. Kim and Ko (2012) looked at how social media influences consumers' purchasing decisions
and discovered that peer and influencer recommendations have a big effect on purchases. Furthermore,
Almohaimmeed (2019) showed that customer purchase intentions are strongly influenced by the degree of
participation with social media material. Studies that took cultural differences into account examined how
external cues affected consumer behavior. In their comparative research of Chinese and American consumers,
Han and Kim (2018) discovered that cultural values have a big impact on how people react to online marketing
and product suggestions.

Scope of the Study

1. Chengalpattu district only have been focused in this research

2. Percentage analysis, normality test, correlation was used in this research paper

3. Political, Economic, Technology, Social and Cultural only have been adopted as independent factors for this
research

Limitation of the Study

1. This research is focused only on residents of the Chengalpattu. Hence, generalization to a large papulation
is challenging

2. Time factor is major constraint

Consumer Education on Online Shopping

Consumer education towards online shopping is crucial in today's digital age where more and more people are

turning to the internet to make purchases. Here are some key points to consider when educating consumers

about online shopping:

¢ Understanding Online Security: Consumers need to be aware of the importance of secure transactions online.
This includes using secure websites (look for "https://" in the URL), avoiding public Wi-Fi for financial
transactions, and regularly updating antivirus software.

¢ Recognizing Phishing Scams: Consumers should be educated about phishing scams, where fraudulent emails
or websites mimic legitimate ones to steal personal information. They should know how to recognize and
avoid these scams, such as by checking the sender's email address and being cautious of unsolicited requests
for personal information.

e Reading Reviews and Ratings: Encourage consumers to read reviews and ratings of products and sellers
before making a purchase. This can help them make informed decisions and avoid scams or low-quality
products.

e Comparing Prices and Policies: Teach consumers to compare prices and shipping policies across different
websites before making a purchase. They should also review return and refund policies to ensure they
understand their rights as consumers.

e Protecting Personal Information: Consumers should understand the importance of protecting their personal
and financial information online. This includes using strong, unique passwords for each online account and
being cautious about sharing sensitive information.

e Checking for Secure Payment Options: Emphasize the importance of using secure payment options, such as
credit cards with fraud protection or reputable third-party payment processors like PayPal. Consumers
should avoid sharing their credit card information directly with unfamiliar or unsecured websites.

¢ Understanding Delivery and Shipping: Educate consumers about delivery times, shipping costs, and tracking
options for online purchases. They should also be aware of customs duties or taxes that may apply to
international shipments.

¢ Being Wary of Deals that Seem Too Good to Be True: Remind consumers to be cautious of deals or offers that
seem too good to be true, as they may be scams. Encourage them to research the seller and product thoroughly
before making a purchase.

e Knowing Their Rights: Consumers should know their rights when shopping online, including their right to
cancel an order, return a product, or dispute unauthorized charges. Provide information about consumer
protection laws and resources for resolving disputes.

e Staying Informed About Online Shopping Trends and Risks: Finally, encourage consumers to stay informed
about the latest trends and risks in online shopping. This includes staying up-to-date on common scams and
security threats, as well as new technologies and tools for protecting themselves while shopping online.

Statement of Problem

The fast expansion of internet shopping in the digital era has changed the consumer environment and given
consumers access to goods, services, and information like never before. Consumers are continually exposed to
a wide range of external stimuli due to the expansion of online platforms, including digital advertising
(technological), social media content (social), cultural, political, and economic factors. These factors have the
potential to have a big impact on how satisfied consumers are with their online buying experience.
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However, despite the growing importance of outside factors in influencing customer purchasing decisions in

the context of online shopping, there is still a need to thoroughly research and comprehend their effects. The

current study examines the following important research issues in an effort to close this knowledge gap:

1. What kinds of outside cues are common while purchasing online, and how do they affect buyer behavior?

2. What are the consequences for companies, advertisers, and policymakers in the realm of online purchasing
of recognizing the influence of external stimuli on customer behavior?

Research Methodology

Ajudgmental sampling method was used to get 130 samples for this study. Both primary and secondary sources
are used in this research study. However, a large portion of the primary data utilised in this study was gathered
by administering questionnaires to a number of consumers who lived in the Chennai area. The data analysis
programme utilised was JAMOVI Software. In this study, research methods including the normalcy test,
multiple correlation were applied.

g Percent
Gender Male 60.8
Female 39.2
Age 13 — 20 20.4
21 — 25 37.8
26 — 36 28.6
37 and above 13.2
Educational Qualification = SSLC / HSC 12.6
UG 42.4
PG 21.6
Professional Degree 23.4
Income Below 20000 19.4
20000 — 40000 48.8
40000 and above 31.8

Primary Source,

According to Table 1, the majority of respondents (30.4%) were male (60.8%), between the ages of 21 and 25,
and had an undergraduate degree (42.4%). 48.8% of responders, or the majority, fell within the 20 000—40
000 range.

Reliability Test

< The reliability test is conducted to evaluate the validity of the questionnaire and the item's internal
consistency. The Cronbach's alpha should be excellent if it is more than 0.05, according to the criterion.
This survey's Cronbach's alpha score of 0.842 demonstrates its validity and accuracy. As a result, further
analysis on the gathered data is possible (Table 2). Moreover (Table 3), Internal consistency is usually
considered acceptable if the estimated coefficient is 0.70 or higher for the McDonald’s Omega coefficient®2.

! McNeish D. Thanks coefficient alpha, we'll take it from here. Psychol Methods. 2018 Sep;23(3):412-433. doi:
10.1037/met0000144. Epub 2017 May 29. PMID: 28557467.

2Kenneth Stensen, Stian Lydersen (2023), Internal consistency: from alpha to omega?, retrieved from
https://tidsskriftet.no/en/2022/08/medicine-and-numbers/internal-consistency-alpha-omega
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Table 2
Reliability Analysis Correlation Heatmap
Scale Reliahility Statistics Cultural

Pearson
Correlation .
Mean sD Cronbach'sa  McDonald's w [ »
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scale 456 0.649 0.842 0.876 Technology .
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Ecanomic 0.44
Item Reliability Statistics
If item dropped Folitical aGE
Mean SD Cronbach's o« McDonald's w
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Table 3 Normality Test
Descriptives
Shapiro-Wilk
N 4% P
Satisfaction 80  0.514 <.001
Political 80 0.531 <.001
Economic 80 0.524 <.001
Technology 80 0.704 <.001
Cultural 80 0.541 <.001
Social 80 0.736 <.oo01

Interpretation for Normality test
As calculated Shapiro — Wilk probability value of all factors is less than 0.001, the data are not normally
distributed (Table 3).

Hypothesis
H, = The satisfaction level of male and female are not same towards online shopping

H, = The satisfaction level of male and female are same towards online shopping

Mann — Whitney U Test

Table 4
Ranks
Gender N Mean Rank Sum of Ranks
Satisfaction 1 46 41.75 1920.50
2 34 38.81 1319.50
Total 80
Table 5
Test Statistics2
satisfaction
Mann-Whitney U 724.500
Wilcoxon W 1319.500
Z -.802
Asymp. Sig. (2-tailed) 422

a. Grouping Variable: Gender
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Interpretation

The significant value 0.422 is more than the 0.05 at 5% significant level. Hence, Null Hypothesis is accepted
and Alternative hypothesis is rejected. So, the level of satisfaction of female and male are not same in the
context of online shopping.

Spearmen rank Correlation
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Interpretation

Except Income of the Consumer, all variables are having relationship with each other, because of significant
value are less than 0.05. The significant value of Income is more than 0.05 at 5% level. Hence, the null
hypothesis is accepted and alternative hypothesis rejected. So, there is no relationship with income of the
consumer and other factors namely, political factor, economic factor, technology factor, cultural factor and
level of satisfaction.

Conclusion

To sum up, online businesses need to understand the importance of understanding and strategically using
external stimuli to positively impact consumer behaviour. While the digital environment offers unique
marketing opportunities and personalized experiences, it also requires a multi-faceted approach to overcome
the challenges of information overload and changing consumer preferences. By staying on top of the ever-
changing dynamic of external stimuli, online businesses can improve their online presence, create trust, and
deliver a more engaging and rewarding shopping experience. As technology advances and online platforms
change, continuous research and agility will be essential to remain ahead of the curve in this ever-changing
landscape of online consumer behaviour.
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