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ABSTRACTS :

Consumer behavior has drastically evolved with the growth of digital technologies, especially in the post-pandemic world. This research paper aims to
comparatively analyze online and offline consumer behavior, identifying the key factors that influence purchasing decisions in both domains. A mixed-method
approach involving surveys and observation was used to collect data from 200 respondents. Evaluation was based on parameters such as convenience, trust, price
sensitivity, product involvement, and impulse buying. The results highlight significant behavioral differences, including a greater emphasis on convenience and
variety in online shopping, while offline consumers value physical interaction and trust. This study provides marketers with practical insights into tailoring

strategies for both platforms.
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Introduction

Consumer behavior refers to the processes involved when individuals or groups select, purchase, use, or dispose of products and services. With
technological advancements and the rise of e-commerce platforms, consumer preferences have shifted significantly. Traditional brick-and-mortar
shopping emphasizes personal interaction, instant ownership, and tactile experiences. In contrast, online shopping offers convenience, a wider range of
choices, and competitive pricing. This paper aims to explore the key distinctions in consumer behavior across these two mediums and understand the
implications for marketing strategies.

Objectives

1. To compare consumer purchasing behavior in online and offline environments.

2. To evaluate factors like convenience, price, trust, and product quality in both settings.
3. To analyze the impact of digitalization on consumer decision-making.

4. To provide recommendations for marketers to optimize cross-channel strategies.

Materials

- Structured questionnaire (Google Form and printed copies)
- 200 participants (100 online shoppers, 100 offline shoppers)
- Statistical software (SPSS/Excel)

- Literature from marketing journals, websites, and reports

- Consent forms for participant approval

Method

1. Sample Selection: Stratified random sampling from urban areas in Chhattisgarh.
2. Data Collection:
- Online shoppers responded via Google Forms.
- Offline shoppers were surveyed at malls, retail stores, and local markets.
3. Questionnaire Design:
- Sections: Demographics, frequency of purchase, influencing factors, satisfaction level.
- 5-point Likert scale used to measure behavior.
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4. Data Analysis:

- Descriptive statistics, chi-square test, and mean score comparison.

- Comparative evaluation of key variables (e.g., price sensitivity, convenience).

Evaluation

Parameters compared:

- Convenience: Rated higher by online consumers (mean: 4.6 vs. 3.1).

- Trust: Offline shoppers showed more trust (mean: 4.2 vs. 3.4).

- Impulse buying: More common in offline settings (observational support).

- Product variety & pricing: Higher satisfaction in online shopping.

- Delivery time: A key dissatisfaction point for online consumers.

Convenience High — Anytime, anywhere access Moderate — Limited by location and hours

Product Variety Extensive — Global access Limited to store stock

Price Comparison Easy — Many platforms and tools available Difficult — Manual comparison only

Trust & Security Often a concern (fraud, data privacy) Higher due to physical product presence.

Delivery Time Depends on shipping policies Instant — immediate product availability.

Return Policies Often complicated Easier and direct in many cases Experience Virtual experience

Results

- Convenience was the top reason for choosing online platforms.

- Trust and product quality assurance dominated offline shopping motives.

- Digital natives (18-30 years) preferred online shopping (72%).
- Older participants (40+) trusted offline stores more (65%).
- Impulse buying was 31% more likely in physical stores.

- Price comparison behavior was significantly higher in online users.

Conclusion

The study clearly shows that consumer behavior varies significantly between online and offline environments. Online shoppers prioritize convenience,

variety, and deals, while offline consumers rely more on trust, tactile experience, and immediate product access. Marketers should adopt a hybrid

strategy that incorporates the strengths of both channels, optimizing personalization online and experiential engagement offline.
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