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Abstract— Internet has become the way of life for most of us and e-commerce has seen an unprecedented growth in the last 
decade. The mobile marketing has also increased many folds along with e-commerce. The present study aims to find the 
most preferred format for the consumers who do transactions online. The researchers have collected the data by 
administering a questionnaire and the results have been analysed using tools like correlation, Anova etc. The convenience 
factor has emerged as one of the most important reasons for the consumers to go online. 
 
Keywords— E-commerce, M-commerce, online marketing, consumer behaviour, mobile application platform. 
 
I. INTRODUCTION 
 
With the increase in internet usage across India it is 
imperative for e-Commerce companies to tap this 
medium of advertising and reach out to consumers 
with their product offerings. Some of the online 
giants have been aggregators for various retail 
companies acting as one stop shop for various 
products category in one single platform. 
With the popularity of mobile phones service 
providers have come up with various M-services, or 
mobile services, with a range of other services 
provided and accessed by mobile devices (Shin, 
2009). 
However the growing popularity of mobile phones 
has not been able to keep pace with customer 
preferences in using this medium for online 
transactions. The study seeks to suggest possible 
means of overcoming some of the perceived obstacles 
to using m-services (Cruz et al., 2010) and also help 
e-Commerce giants to formulate its marketing 
strategies accordingly.  
The study seeks to suggest possible means of 
overcoming some of the perceived obstacles to using 
m-services (Cruz et al., 2010) and also help e-
Commerce giants to formulate its marketing 
strategies accordingly.  
 
II. NEED 
 
The purpose is to determine whether an application-
based platform alone is feasible for any organisation 
or a combination of website and mobile platform is 
the best way to showcase and sell its products in the 
growing e-Commerce space.  

 
III. OBJECTIVE 
 
The research will define the most effective and 
preferred format by the consumers for online 
transactions and thereby help e-Commerce giants 
develop its selling and promotional strategies. In this 

light the objective of the study can be listed as the 
following:  

 To study the impact of mobile marketing on 
consumer preference 

 To study the impact of online marketing on 
consumer buying behaviour 
 

IV. LITERATURE REVIEW 
 
(Ajax Persaud and Irfan Azhar, 2012); Mobile phones 
are increasingly gaining acceptance among a large 
group of people. Grant and O’Donohoe, (2007) and 
Sultan and Rohm, (2005) comment that mobile 
phones are an extension of a person’s lifestyle and 
personality. As per Barnes and Scornavacca (2004), 
mobile marketing mostly use push-based method or 
simply informing the consumers about the availability 
of the product in the market. It was found in a study 
undertaken by Jayawardhena et al. (2009) that trust is 
the single most important thing in mobile marketing. 
If the offering is coming from an established firm 
people are more likely to buy in that.  
(Sonia San Martín Blanca López-Catalán María A. 
Ramón-Jerónimo, 2012); The paper discusses many 
different factors which influences an individual or a 
firm to opt for mobile commerce or m-commerce. To 
this regard Spain, the country that is increasing 
adopting m-commerce as it has a large consumer base 
using smartphones and internet services. Shankar et 
al. (2010) suggest that there is a paradigm shift in 
various business channels with more number of 
people now going-in for application based services 
that can be accessed from the individual’s 
smartphone. Extensive studies conducted by (Frost et 
al., 2010; Lin and Lin, 2008; Wu et al., 2003) and 
(Ballocco et al., 2009; Mallat and Tuunainen, 2008; 
Salo et al., 2008; Funk, 2007; Liang et al., 2007) bear 
witness to the fact that business forms are moving 
towards the electronic platform. (Wieslaw Michalak 
and Ken Jones, 2003). Metcalfe’s principal states that 
the worth of internet and its services are increasing 
exponentially. The e-commerce market has taken a 
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lot of time and investments to be set-up. According to 
Hoffman & Novak, (1996) companies tend to opt for 
e-commerce primarily to reduce costs and increase 
the market share. Some have even used to boost its 
presence in the international market.  
(Rakhi Thakur, Mala Srivastava, 2013); Like all 
around the world mobile marketing in India is also 
catching up.Jeewon Choi Hyeonjoo Seol Sungjoo Lee 
Hyunmyung Cho Yongtae Park, 2008); Experts 
suggest that m-commerce is different from e-
commerce. M-commerce is relatively new as a 
concept when compared to e-commerce. Zeithaml et 
al. (2000) has stated the factors which lead to 
customer satisfaction while using the e-commerce 
platform.  As per ITU World Telecommunication, 
2011 the mobile internet space has been growing 
since 2011 at the rate of 40%. (Johan Lembke, 2002); 
Mobile marketing being in the early stage of its 
development are yet to explore various opportunities 
of promoting technology and getting into strategic 
tie-ups. In the call of increased use of smartphones 
internet facilities have also improved across the 
globe.  
 

 
Figure 1: The value chain analysis of M-commerce 

 
V. HYPOTHESES 
 

H0: There is no significant impact on consumer 
buying behaviours toward various formats of 
online marketing  
H1: There is a significant impact on consumer 
buying behaviour towards various formats of 
online marketing 

 
VI. METHODOLOGY 
 
Primary Data: Collecting responses from 
approximately 150 respondents who are smartphone 
users and engages in online shopping, and their view 
on the various formats of online transactions using 
questionnaire and personal interview 
Secondary Data: Analysing various new releases. 
Business magazines, research papers etc along with 
comment by big business houses on their preferred 
format and the reasons for the switch from app-only 
format.  
Sampling:  
Random Sampling – Convenient  
Target Audience – Consumers who engage in online 
transactions across all platforms and age group 

Area Restriction – Pune, Mumbai and Kolkata 
 
VII. DATA ANALYSIS 
 
Data was collected on a web-based platform through 
a self-administered questionnaire. Potential 
respondents were contacted via e-mail and those who 
have undergone the online shopping experience both 
on website as well as on mobile-application were 
requested to be a part of the survey. 500 respondents 
were identified and contacted of which we received 
feedback from 126 respondents. We also requested 
references and contacted further respondents who 
also undertook online shopping on a regular basis. 
The questionnaire was forwarded to them as well 
again via e-mail. The final sample size achieved was 
over 150. The survey was conducted over two weeks 
and reminders were also sent to a few of the 
respondents to meet the targeted sample size. 
The primary focus of the survey was to understand 
consumer’s preference for shopping in an online 
space and the reasons for preferring it. The 
questionnaire also sought information on activities 
the respondent performed on their smartphones, 
reasons for choosing online method of shopping, the 
preferred mode of payment and others. Among other 
things the questionnaire also tried to gauge the 
variance in a respondent’s preference over a wide 
category of products. 
 

 
Figure 2: Frequency Of Shopping Online 

 

 
Figure 3: Preferred Mode of Shopping 
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The sample was a mix of regular to less- often 
shoppers (Refer Fig.2). Over the years this spread is 
also expected to increase. With the popularity of 
online shopping and technological advancements the 
trend is consumers will be buying at least once every 
month. Almost 60% of the respondents preferred both 
web-based as well as mobile application based 
medium for shopping online (Refer Fig.3). 
 

 
Chart 1: Reasons for Preferring Mobile Application Platform 

 
Factors analysed for preferring mobile application 
based shopping is primarily due to convenience of 
accessing the options on the move whereas the most 
important factor identified for web-based shopping is 
the ease of comparison of multiple products at a time 
which is not possible in a mobile application 
 

 
Chart 2: Satisfaction Index While Shopping On Mobile 

Application 
 
On a scale of 1 to 7 most of the people rated their 
satisfaction index between 4 and 5 indicating neutral 
to low level of satisfaction while shopping on mobile 
application. The reason for opting for low level of 
satisfaction might be attributed to the hindrances the 
shoppers face due to limited screen size and 
disadvantage in terms of browsing through and 
comparing many options at a time. 

 
Chart 3: Satisfaction Index While Shopping Through Website 

The satisfaction scores were noticeably high for a 
web-based shopping experience (Refer Ch.6). 
Indicating that majority of the people still tend to rely 
more on the web-based format than mobile 
application medium, even though there is a strong 
tendency to move towards mobile platform in the 
coming years. As with time will are expected to get 
more technology savvy and the services being offered 
at an affordable rate for the masses. 

 

 
Figure 4: Opinion on Strategy of an E-Commerce Company 

 
With respect to selecting a medium for selling online, 
87% of the sample commented that an online retailer 
should operate on both the platforms ie, website as 
well as mobile applications (Refer Fig.4). However 
the shares between only mobile application and only 
website the percentage for only mobile application 
platform was higher by 3.3%. This is indicative of the 
changing pattern in preferences 

 
CONCLUSION 
 
 The purpose of this study has been motivated by 
consumer behaviour and their preference towards 
adopting mobile marketing leading to a paradigm 
shift in the rapidly developing e-Commerce segment. 
As per the data collected we reject the null hypothesis 
that consumer buying preferences are indifferent to 
various formats of online marketing.  
As per the data collected we reject the null hypothesis 
that consumer buying preferences are indifferent to 
various formats of online marketing. Consumers who 
have adopted the mobile application-based platform 
have been driven by factors as mentioned by Ajzen 
(1991) namely, in order of priority to consumers are 
as follows:  

 convenience 
 cost 
 efficiency 
 security 
 privacy 

 
Consuers who have adopted the mobile application-
based platform have been driven by factors as 
mentioned by Ajzen (1991) namely, in order of 
priority to consumers are convenience, cost, 
efficiency, security, privacy. The convenience factor 
has stood out against all other factors as that the most 
important element that consumers want. With the 
increased accessibility of internet and other mobile 
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services consumers want to use their smartphone for 
every possible activity.  
India being a price-sensitive market, the cost factor 
has been ranked second in line where consumers 
initiate a buying process depending on their 
convenience and the price at which the product is 
available. The concept of online marketing gained 
relevance in the Indian scenario as quality products 
were made available at affordable prices. Also 
consumers were exposed to a large number of options 
at a click of a mouse. 
Some of the other factors identified for preferring 
mobile application over web-based is the efficiency 
factor. People are opinionated that the application 
platform will perform as desired and the trust on the 
online retailers that they will deliver as committed. 
Security factor is also of much relevance to the 
consumers where they are concerned regarding the 
safety of their transaction details. In addition to that, 
security of the product that it will be delivered in the 
right form as ordered is also vital. Consumers feel 
that what they buy or browse is something very 
personal and a mobile phone helps to protect the 
confidentiality of the buy. 
 

Table 1: Co-relation of Factors 

 
 
Table 2: Co-relation of Preferences between Male & 

Female 

 
 
An Analysis of Variance (ANOVA) was also 
performed to check the performance of each of the 
factors among the respondents and the following 
results were obtained against 
 
Table 3: ANOVA: Two-Factor Without Replication 

 
 

Table 4: ANOVA Analysis 

 
 
The f-value is lower than the f-critical value and the 
p-value is greater than 0.05 ie, the alpha value thus 
indicating that each respondents preference in the 
team is not very different from the preference of the 
other respondents in the team. 
However analysing the data column-wise we notice 
that there exists significant difference between the 
factors i.e, convenience, cost, privacy, security and 
efficiency as the f-value is greater than the f-critical 
value and the p-value is lower than 0.05 ie, the alpha 
value. Next we focus on the Summary table and by 
looking at the average we conclude that Convenience 
is the most important factor for the respondents 
followed by cost, efficiency, security and privacy. 
This study will allow online retailers to identify 
consumer preferences across a wide range of factors 
starting from preferred format for shopping to type of 
product- branded/unbranded to the most preferred 
medium of payment. This will help the retailer to take 
an informed decision on areas where they should 
invest in and those that it should divest. Also 
structure the marketing communications accordingly. 
As other researchers suggest, the projected e-
Commerce market in India is pegged at $22 billion by 
2018 indicating a six-fold growth over four years 
(CLSA, Gartner, FICCI Survey, 2014). With the 
market growing at such a rapid pace it is imperative 
that retailers start including the rural population in its 
customer-base. Infrastructural facilities remain an 
area of concern but with the government providing 
required facilities the retailers are sure to benefit to a 
large extent. Areas on how to penetrate the rural 
market especially the regions which are media dark 
can be explored further as the consumers in these 
regions possesses mobile phones and have access to 
internet facilities. The online retailers can customise 
their website to suit the needs of the rural consumers, 
have products which will attract and engage them 
including, translating the website in the local 
language. 
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