
Name:FazalHaqAfridi ID:12815

CASESTUDYSUMMARY

TOPICINHAND:

ConsumerPreferencesfrom ConventionalStoresto
OnlineShoppingInPakistan

Presentedby:

Agenda:

Themainintentionofthiscasestudywastoexaminechangesincustomer’sinclinations
from offlinetoonlinegroceryshoppinginPakistan.Itisaninnovativeapproachofbuying
productsforhouseholduse.Thisincludesmanyinfluences,suchassuitability,qualityof
products,pricingdogma,seriesofselections,timesaving,discountanddeals,easeand
accessibility,andrecommendationsfrom friendsandfamilies.Bytheinfluenceofthe
mentionedfactorsacustomer’spreferencecanchangefrom offlinetoonlinegrocery
shopping.Developmentsin“e-technology”andtheintensificationof“Internet”usershave
madeonlineshoppingbroadlyusedallovertheworld.

Scenariochosen:

Thecasecompanyconsideredinthisthesisprojectwas“Daraz.PK”,whichisaleading
onlinestoreinPakistanandassociatestenthousandsellerswithmillionsofonline
customers.OntheDarazstorethereiseasyaccesstomorethan10millionproducts,
distributingmorethan2millionpackageseverymonthtodifferentcities.Thisstudy
debatespsychologicalinfluences,includinginternalandexternalfactors.Themethodology
chapterdefinesthemethodsusedinthisresearch.Aquestionnairewasheldtoreconnoiter
thefactorspromptingonlinegroceryshoppingandacuitiesofonlineshopping.This
researchstudyexploresprevailingonlineshoppingtrendsandperceptionsofonlinegrocery
shopping.

Preliminaryobservations:

Theupshotsshowedthatonlineshoppinghasinmanywaysoutmoded



customaryshoppingandisnowconsideredastoughandtimeconsuming.
Responsivenessandunderstandingofinternetcanmakeonlineshoppinghighly
operative.Overallverdictsfrom thecollecteddatahighlightedsomekeypoints
whichwouldbehelpfulforbothonlineshoppersandretailers.Thisalsohelped
inunderstandingconsumer’sneedsandpreferencesinonlinegroceryshopping.
Presenttendenciesshowthatfutureofonlinegroceryshoppingisbrightand
quitesatisfactory.

Overview:

OnlineshoppingisgrowingtheyieldeverypassingDecade.Itistrendingallovertheglobe.
Traditionalshoppingmakestheconsumerwalkbytotheproductinordertomakea
purchaseandbargainingcouldresultinalotofweariness,howevere-shoppingisrather
easyandcomfortablemodeofshoppingforeveryone.Ithaseasyapproach,savestimeand
manpower,notransportproblem andmostimportantisits24/7accessibility.Economists,
professionalsandcorporationsallegedthatthereareprosandconsofthee-commerce
whichisbuyingandsellingofcommoditiesonline.Itisbeingthoughtthate-commerce
frontsmenacetoconventionalstores.Thebeliefthate-commercehassubstantial
supremacyoverconventionalshoppingduetois24/7availability,efficiencyandeasy
accessibility.Itisinexpensiveforconsumersaswell.

GoalsandIntentions:

Thetargetsofthisresearchistoevaluatethepredilectionsofthecustomerswhile
transferringfrom offlinetoonlineshopping.Certaindemandsarisesbythecustomers
whichare:

•Theswinginconsumer’slikingsinonlineshoppinginPakistan.

•E-shoppingkeepitupproductiveingoverningtraditionalshopping.

•Faithfulnessofconsumerinonlineshopping.

•Toadministerconsumer’sopinionsaboute-shopping.

•Activenessofwhichdemographicgroupinonlinegroceryshopping.

DesiresofConsumers::

1.changeofheartfrom offlinetoonlineandviceversa?

2.Thepurchaser’sperceptionandpreference?

3.Loyaltyandallegiance?



4.Choiceexpediencyduringshoppingonline?

5.Doconsumersshiftfrom oneproducttoanother?

6.Unavailabilityofproduct?

7.SocietalInclinationtowardsonlinecommerce?

Structureandexpertsopinions:

Collectedworksreviewdevelopedontheworkofresearcheswhichhavebeendonebefore
onsuchissuesandhasaddressedquiteremarkablethoughts,Professionalsplayan
importantroleinimplementinge-shoppingtopics,likebuyingbehaviorwhatfactorwhich
changetheirbuyingpattern.Thedigitaltechnologyofthe21stcenturyhavepermittedusto
accesseverythingjustbyoneclickthroughthistechnologyconsumerhavemoreoption
thanbefore.Thisexpandingextentofadvancedtechnologyhasplentifulapparatuses.
Traditionalshopsarestrainedforelectronicpresenceasdigitalcompaniesarecapturinga
prodigiousmarketshareaswellasmonetaryandaremakingproximityintheshopper’s
intellect,justbyoneclick.

ExpertslikeRaijasandTuunainen,Boyer&HultShopping,Huang&Oppewapresentthat
extensivevarietyofproducts,easyaccesstoproduct,widthofconsumerproducts,along
withmanyserviceslikefreedelivery,lessstrainingandtirednesshasdistinctivelymadethe
globetobechoosingtheonlineshoppingandpreferringtodoandspendmoneyonthee-
commerce.Thequalityofitem ate-sitesandpredictableshopsdifferalotandthis
gearshiftstheregularityofinternetbuying.Qualityadditionallyconveysgreatinfluencing
natureoveranysortofbuying.

SaidbyMahajanSupriyaandSianineelakshi;“generallybuyingpatternofconsumers
primarilybaseonproductqualitywhichgivesomeextendofsatisfactiontoconsumer
duringbuying”.Qualityplayskeyroleduringbuyinganythingfrom anywhereatanytime.
Consumerdecideonhighqualityproducts.
Principallygrocerystoresareexcessive,non-resilientconsumerproductsthatmust
generallybeboughtonacontinuousandregularbasis,whichcouldallowshoppersto
spreadtheirtransactionsthroughavarietyofretailerforconvenience.Furthermore,thereis
agreatdealofrivalrybetweengroceryretailers,whichhasresultedinretailersrapidly
matchingcompetitivedealsandproductquality,therebybalancingtheplayingfieldand
makingitmoredifficultforretailerstodistinguishthemselvesandresultinginswitching
actions.Thedemographicphysiognomiesandtheeminenceofthewebsitealsodirectly
affecttheactivitiesandlikingsofconsumersinPakistan.

Customertrendinessanddecisionmaking:



Primarily,clientstypicallytestabroadrangeofitemstofindpromisingalternativesthat
tendtosuittheirneeds.Theyevaluate,makequantitativecomparisons,choosecertain
favorablefeatures,andmakeabuyingdecision.Decisionmakingthoroughlyinvolves,
individualAppeal,brand,facilitieslevel,productfeatures,informationonwebsite,behavior
towardstheonlinedecisionpowerplayastronglyrolewhilebuyingthroughonline.

Buyerscanprolificallyacquirebasicinformationaboutentrantsofmarkets,itemsand
brands,andinthiswayraisetheircapabilityinsettlingoncoolheadedchoiceswhile
shopping.Theycanwithoutmuchofabouncelookatitem features,accessibility,andcosts
moreskillfullyandviablythanwithphysicalshopping.Also,webpurchasinggivesadegree
ofprivacywhenlookingforcertainsubtleitems.Furthermore,internetbuyingoffersa
significantlevelofreliefforthosewhosetimecostsareseentobetoohightoeven
ruminateinvestinginunvaryingshopping.

Thesearesomesubstantialhighlightsofwebbasedpurchasingthatinclineourfresher
grouptowardswebbasedbuying.Atthispointwhenaclientlearnsallthebenefitswith
respecttosecrecyandcomforttheninclinationsmaylikewisebechanged.

Influentialfactorsonthee-market:

Factorsthataffectsthee-marketingare:

A.Individualcharacteristics

B.SocialInfluences

C.SituationalandEconomicFactor

D.OnlineEnvironment

Aprecisemodeldevisedforthedecisionmakingprocessoftheconsumerknownasthe
EKBmodelisdevisedtoputforwardthebehaviorthecustomerinprocessofbuying
decisionofthecustomer.Thismodelisunderthecircumstantialeffectoftheabove
mentionedfactors.

Customerbehaviorfactorsonthee-market:

Someofthefactorsthatarecustomersidedare:

I. PhysiologicalFactors:

containsthinkingprocessoftheconsumerinwhichmotivation,fondnesshating,
character,approachoftheshopper,connectionoflovedonesandfurthermorecost
andhighlightoftheitem arelikewiseincluded.

II. InternalFactors:



Internalfactorsofthebuyer'sconductincludesocioeconomics,wayoflife,
individualconvictionanddemeanortowardanyitem.

III. ExternalFactors:

Externalfactorsofthebuyer’sconductincorporatereferencegatheringsofthe
purchasers,cultureandsocietalpositionofthecustomers.Atsomepointa
gatheringofindividuals,lovedone’ssuggestionsandincurrentwebbasedlife
cultureandsocietalpositionimpactthepurchaser'sconductinsettlingon
decisionandexchanginginclinationswhetherinontheweborconventional
shopping.

Researchandgrouping:

EloquentResearchDesignhasbeenusedinthisexamination,asbyusingthisresearch
designdesiredaim andobjectivesofthestudycanbeachieved.Someofthedevised
techniquesforresearchare:

1.Samplingsize

2.Samplingtechnique

3.Questionnaires

4.Analysiswhichfurtheraredivedas:

a.Gender

b.Age

c.Literacy/educationlevel

d.Occupation

e.Expendituresandincomebased

f.Locality

g.Internetreach

Actualprovisionsandfactorsduringbuying:

Dismemberingmostretailer'ssiteinPakistan.AfewsiteslikeYayvo.com,Daraz.pk,
Alfatah.pk,Metro.pk,eezy.com.pkaresetforbreakingdownwhichsiteisbestin
Pakistan.Thereactionsoftherespondentsaboutthesesitesareasperthefollowing:

 Mostappraisedonlinestore.



 Offerlowerprice

 Itistimeefficient

 ItisConvenient

 Varietyofitems

 Dealsanddiscounts

 Promotionaladsandgoodbrands

 Presenceofanyitem

 Wrongitems/discrepancies

 Goodsdeliveredareoftendamaged

 Expiryitems

 Wordofmouth

 Statusquo

 Brandloyalty

 Onlineshoppingissafer

 Advantages

 Changeclient̀sinclination

Conclusion:

Thisresearchisaboutcustomer'sinclinationsfrom conventionaltoonlineshopping.This
bitofwritingoutlinesthesignificanceofonlineshoppingandfurthermorefeaturessome
significantdeterminantslikepay,status,easinessandsolace,mediaparticularlysocial
andelectronic3838media,promotionandads,utilizationofwebandaccesstoweband
sofortharethevariableswhichchangeshopper'sinclinationsfrom conventionaltothe
webshopping.Aprécisedsurveyissetwhichclarifythegivenpointandwanted
informationisaccumulatedthroughthispoll.Diversebehavioraltheoriesareutilizedin
thisexaminationwhichinvestigateouridealpoint,theseare;EKBfive-phasemodelas
choiceprocedure,Hawkinssternimpulsebuyingtheory,Maslow’smotivationalneed
theoryandAjzentheoryofplannedbehavior.Thesearethetheorieswhichassistwith
understandingthecustomerconductwhilesettlingonbuydecisionandchoice.Allthese
modelsareplannedaccordingtothechoice,inclinations,inspirationalnecessitiesand



compellingcomponentsthatimpactstheshopper'sinclinationsinanycapacity.Here,in
thisbitofwritingthemostsignificantthingisthechoiceprocedureoftheshoppers
whichmaystraightforwardlychangecustomer'sinclinationsfrom conventionaltoweb
shopping.EKBfive-phasemodelaschoiceprocedure,itismostbroadlyacknowledged
theoryofcustomer'sbehavior.ThesefivephasesofEKBmodelportraystheshopper's
dynamicstagesandfactorswhichimpactsthepurchaser'sconductandchoiceateach
stage.Needacknowledgment,datasearch,assessmentofchoices,buyandresultwith
fulfillmentanddisappointmentallarethecompellingelementsinchangingclient's
inclinationsfrom conventionaltowebshopping.Atanystagepurchaser'sinclinations
mayalterbyoutsidedeterminants.Asperthesephasesofdecisionmakingandouter
determinants,thecustomersmaychangetovariousbrandsandmethodofshopping
whichfulfilltheirrequirements.Assessmentofchoicesadditionallytendsthecustomer
towardasuperioritem andallthesimplerandagreeablemethodofshopping.In
exchangingbuyer’sinclinationsgivendataisextremelycompelling,from theabove
gatheredinformationitisseenthatifashoppersiseitherhappywiththegivendataand
thisdataissufficienttofulfillapurchaser,thebuyerswillingeneralpurchasethatitem
andtheotherwayaround.Inthisway,retailersandbrandsoughttobeverymuchaware
ofthewaythatwhatsortofdataisrequestedbytheshoppersandwhatinformation
shouldhavebeengiventofulfillanybuyer.Throughthisdecisionmakingtheoryretailers
distinguishaboutthepurchaser'sconductandrequestsofthebuyersthattheyneed
from anybrandoritem.Thismodelisutilizedtodirectbothbuyer'sconductandretailer's
understandinginmakingtheirdealprogressivelydynamicinwebshopping.This
hypothesisisexecutedinclarifyingonthewebandconventionalshoppingandchanging
customer'sinclinationsfrom conventionaltoonlineshoppinginPakistan.


