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Abstract 

In the rapidly evolving digital marketplace, consumers are increasingly gravitating towards online shopping, drawn by 

the convenience and wealth of information it offers. Despite its growing popularity, there remain significant hurdles that 

online retailers must overcome to ensure a seamless and satisfactory customer experience. To delve deeper into the 

effectiveness of online retail strategies, a comprehensive study was conducted focusing on customer engagement and its 

subsequent effect on purchase intentions and brand loyalty. This research targeted 416 experienced online shoppers in 

Chennai, seeking to understand their perceptions and predicted behaviors in response to online retail tactics. The study 

utilized rigorous regression analysis on the collected primary data to uncover nuanced insights into the dynamics of online 

customer engagement. The findings reveal critical factors that influence consumers' willingness to continue purchasing 

from an online platform and their propensity to develop loyalty towards a digital retailer. These insights are crucial for 

online retailers aiming to refine their engagement strategies to foster long-term customer relationships. By highlighting 

key drivers of consumer satisfaction and loyalty, the study offers valuable guidelines for enhancing online shopping 

experiences and shaping future marketing approaches in the domain of e-commerce. 

Keywords: E-commerce, Customer Engagement, Online Shopping Behavior, Retail Strategy, Consumer Loyalty, Purchase 

Intentions. 

Introduction 

I. Background 

 

Fig. 1 Factors influencing online shopping behaviour  

The landscape of commerce has been radically transformed by the advent of online shopping, a phenomenon that has 

become a global mainstay. As the world becomes increasingly digital, the predilection for the convenience and immediacy 

of online transactions is surging. The escalating demand for digital shopping options is a testament to the significant shift 

in consumer behavior, motivated by the need to balance the demands of work and personal life. 

Recent data presents a compelling overview of this trend. According to a 2016 report by KPMG, there is a discernible 

variation in the frequency of online transactions per capita across different global regions, as detailed in Table 1. This 

table illuminates the prevalence of online shopping habits, showcasing how different parts of the world are embracing 

this digital revolution at varying rates. 

 

 

 

 

Corresponding Author: K. S. Giridharan 

Assistant Professor, NITTTR, Chennai, India 

International Journal of Psychosocial Rehabilitation, Vol. 20, Issue 01, 2016
ISSN: 1475-7192

DOI:10.53555/V20I1/400294 133 



Table 1: Online Transactions Per Person Per Year 

World Region Online Transactions Percentage 

Africa and Middle East 11 

Asia 22.1 

Australia and New Zealand 16.1 

Eastern Europe and Russia 11.9 

Latin America 9.2 

North America 19 

Western Europe 18.4 

(Source: KPMG, 2016) 

A closer examination of these figures reveals that Asia leads the charge with the highest per capita rate of online 

transactions, closely followed by North America and Western Europe. This data not only highlights the burgeoning trend 

of e-commerce but also suggests a regional propensity towards online shopping that may be influenced by economic, 

cultural, and technological factors. 

The burgeoning numbers reflect a global economy that is increasingly reliant on online platforms to conduct business, 

providing consumers with unprecedented access to goods and services. However, the prolific rise of online transactions 

also poses questions about the efficacy of customer engagement strategies employed by online retailers. How do these 

strategies impact consumer's future purchase decisions, and what role do they play in cultivating customer loyalty? These 

are pertinent questions that warrant a thorough investigation. 

As the numbers continue to climb, and with online retail strategies becoming ever more sophisticated, it is crucial to 

understand the nuances of customer engagement in the digital realm. The study that follows seeks to analyze these 

dynamics, focusing on the online shopper's experience, their perceptions, and behavioral intentions, thereby offering a 

comprehensive view of the current state of online retail engagement. 

II. Need for the Study 

The modern consumer’s gravitation towards online shopping is not merely a matter of preference but a strategic response 

to the complexities of contemporary life. The traditional retail experience is increasingly fraught with logistical hurdles; 

urban centers are beset by chronic traffic congestion and inadequate parking facilities, turning what should be a simple 

shopping trip into an arduous task. These conditions have catalyzed a shift towards the digital marketplace, where 

convenience reigns supreme. 

Despite the allure of online retail’s promise of ease and efficiency, it presents its own constellation of challenges. Chief 

among these is the issue of customer engagement. The impersonal nature of the internet creates a barrier to the kind of 

spontaneous interaction that brick-and-mortar retailers can more readily facilitate. In the absence of face-to-face 

communication, online retailers must innovate continuously to capture and sustain customer attention and interest. 

The importance of this study stems from the critical need to understand how online engagement strategies impact 

consumer behavior. With the lack of physical presence, how do online retailers ensure that customers are not just browsing 

but also buying? What are the elements that contribute to a robust online engagement that can translate to loyalty 

intentions? 

This research aims to dissect these questions, analyzing the intricacies of consumer perceptions within the online retailing 

environment. It endeavors to identify the factors that drive successful customer engagement and determine how such 

engagement can be harnessed to foster not just immediate sales but long-term loyalty. As the digital marketplace expands, 

this inquiry becomes ever more significant, offering actionable insights that could shape the future trajectory of online 

retail strategies. 

 

III. Review of Literature 

The domain of e-commerce has been the focus of various studies aiming to unravel the intricacies of consumer behavior 

within this digital shopping environment. 
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III.1 Consumer Behavior in Online Shopping 

The multifaceted impact of cultural, social, personal, and psychological factors on online consumer behavior was 

examined by Yolanda et al. (2016). Their study highlighted that aspects such as social reference groups, family roles, 

socioeconomic status, lifestyle, and self-concept significantly influence online shopping behavior. Furthermore, they 

noted that motivations, perceptions, learning, trust, and overall behavior are subject to change under the influence of 

cultural and subcultural elements. The researchers concluded that the modern cultural shift towards valuing convenience 

and luxury drives consumers towards online shopping, as it aligns with contemporary attitudes towards spending and 

lifestyle. 

The specific behaviors of consumers when shopping online for electronic goods were dissected by Kinker and Shukla 

(2016). They discovered that the consumer behavior in online shopping diverges from that in physical stores due to the 

lack of direct product access. Their study emphasized that consumer preferences, shaped by individual habits and 

predilections, alongside psychological and social motivations, crucially influence the buying decision process. Key factors 

such as time-saving, convenience, accessibility, product pricing, and quality were identified as significant determinants 

of customer attitudes towards the purchase of electronics online. The research concluded that consumer-related factors 

and technological advancements are pivotal in shaping the online shopping experience. 

Further investigation into consumer attitudes toward online shopping was conducted by Maheshkumar and Sobha (2016). 

They revealed that while consumers perceive online shopping as time-saving and appreciate the ability to shop around 

the clock, there are concerns about risks, delivery duration, and product variety. Issues such as website accuracy, secure 

transactions, and the efficiency of money transfers were also found to shape consumer attitudes. The findings indicated a 

generally positive stance toward online shopping, influenced by the marketing mix and the perceived reputation of the 

online vendors. Consumers' expectations of quick delivery, competitive prices, high-quality products, easy replacements, 

and secure transactions were underscored. The study concluded that meeting these expectations is essential for fostering 

a positive online shopping experience. 

Collectively, these scholarly works provide valuable insights into the factors that influence consumer behavior in online 

shopping, highlighting the necessity for online retailers to adopt multifaceted engagement strategies that address the 

diverse needs and concerns of consumers in the digital marketplace. 

Bashir et al. (2015) delved into the factors that influence consumer buying behavior in the online shopping sphere. Their 

study identified that the elements of time, convenience, privacy, trust, and the variety of product offerings significantly 

shape consumer behaviors. Trust emerged as the most influential factor, particularly for the younger generation, who are 

more inclined to engage in online shopping when they feel confident in the trustworthiness of the platform. The research 

also found that consumers are hesitant to provide personal information, making cash on delivery an appealing option. The 

conclusion drawn was that these five factors—time, convenience, privacy, trust, and product collection—are crucial in 

influencing the online shopping behaviors of consumers. 

Ganapathi (2015) evaluated the various factors that sway consumers' online shopping behaviors. It was found that 

consumers are not only purchasing but also gathering product information online, which often involves learning and 

comparison. The study uncovered that convenience, security, website design and attributes, time-saving aspects, and the 

depth of information provided are significant influencers of consumer behavior in the digital marketplace. The research 

concluded that elements such as a robust inventory, efficient tracking systems, speedy delivery, reliable replacement of 

defective goods, and prevention of fraudulent activities could enhance consumer engagement with online shopping. 

III.2 The Role of Identification in Virtual Brand Communities 

Jing et al. (2016) investigated the engagement values within virtual brand communities, specifically focusing on Facebook 

brand pages. The study identified various motives that drive engagement in these online communities, with customer 

identification being a primary goal for online sellers utilizing social networking sites. The ability to accurately identify 

and cater to customer interests can lead to remarkable sales outcomes. The research found that functional, hedonic, 

economic, and social benefits serve as precursors to both passive and active participation in customer engagement. These 

forms of participation were linked to outcomes such as attitudinal loyalty, behavioral loyalty, and consumer satisfaction, 

underscoring the significant impact of virtual brand community engagement. 

III.3 The Influence of Enthusiasm on Online Shopping Behavior 

Lim et al. (2015) aimed to assess the factors that affect online shopping behavior through the lens of purchase intention. 

The study revealed that enthusiasm for and convenience of online shopping are burgeoning factors among consumers. 

The advent of online shopping has compelled vendors to pay closer attention to this growing trend. The findings indicated 

that perceived usefulness and subjective norms are influential in shaping online buying intentions. However, subjective 

norms were found to have a negligible negative influence on shopping behavior. In contrast, perceived usefulness did not 

significantly affect online shopping behavior. The study concluded that customer engagement in online shopping is a 

multifaceted phenomenon influenced by various factors, including the perceived benefits and societal influences. 
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III.4 Customer Engagement and Online Shopping Dynamics 

Murali (2016) explored the factors that captivate customer attention and influence online shopping experiences, positing 

that customer engagement is intricately linked with attention, reliability, brand image, and the online retailer's reputation. 

The study found that elements such as trust in the website, warranties, consumer preferences, quality of post-sales service, 

the positivity of the online atmosphere, website attractiveness, excitement, long-term engagement potential, and flexibility 

all have a direct impact on customer engagement levels. Satisfaction with the brand experience correlated with higher 

levels of customer engagement. The research also noted a distinction between rural and urban customers, with urbanites 

tending to shop more frequently online. The conclusion highlighted that an attractive online environment that aligns with 

customer expectations is pivotal for sustained engagement. 

III.5 Involvement and Participation in Retail Engagement 

Sachdeva and Goel (2016) investigated the factors that drive customer engagement in both physical retail stores and 

online shopping platforms. Their study underscored the importance of involvement and participation, highlighting that 

consumer loyalty and buying decisions are significantly swayed by both rational and emotional factors. In physical retail, 

store ambiance, visual appeal, and service quality were found to be key attractors. Online, the quality and appearance of 

websites, along with fast delivery, reliability, and reputation, were identified as crucial for customer engagement. The 

findings indicated an increase in customer absorption in online shopping, with a particular preference for online purchases 

among younger consumers. 

III.6 The Role of Social Media in Customer Engagement 

The study by Farook and Abeysekara (2016) focused on how social media marketing impacts customer engagement. The 

research illustrated that social media platforms enable active dialogue between sellers and customers, fostering 

community interaction. Trust in the information provided, privacy concerns, perceptions of reliability, and the security 

offered by social media were all found to contribute to a multifaceted form of customer engagement characterized by 

involvement, satisfaction, commitment, and trust. The conclusion drawn was that social media significantly enhances 

customer engagement in the online shopping context. 

III.7 Factors Influencing E-Loyalty and Online Buying 

Rajayogan and Muthumani (2016) sought to delineate the factors that influence online buying behaviors and the resulting 

e-loyalty. They identified drivers such as motives for online purchasing, control over internet use, and the frequency of 

online shopping as key influencers. The study pointed out the rapid expansion of e-business and how traditional retail 

outlets are transitioning online to capitalize on this growth. The research suggested that the online shopping experience 

bolsters consumer satisfaction, leading to heightened e-loyalty. However, it was observed that gender significantly affects 

the frequency of online purchasing, while age and occupation do not. The study concluded that a relatively low frequency 

of online shopping can result in a lesser degree of e-loyalty among consumers. 

III.8 Online Shopping Behavior and E-Loyalty 

Ramar and Muthukumaran (2016) conducted a study to understand consumer behavior towards online shopping. The 

findings indicated that the allure of online shopping lies in competitive pricing, a wide range of products, and the 

convenience of obtaining detailed product information without the hassle typically associated with physical stores. The 

study identified that factors such as time savings, discounts, user-friendly shopping processes, diverse payment options, 

secure transactions, customer service excellence, comprehensive product comparisons, and cost-effective delivery options 

are instrumental in persuading customers to shop online. Additionally, digital marketing tools like search engines, e-

commerce platforms, emails, social media, website content, data analytics, and online promotions play a significant role 

in influencing online shopping habits. The research concluded that these factors not only attract customers but also 

contribute to increased e-loyalty, establishing a positive cycle of consumer behavior in the online shopping domain. 

III.9 Repeat Purchase Behavior in E-Commerce 

Beranek et al. (2015) explored the complex task of forecasting customer buying behavior in e-commerce, particularly 

focusing on repeat purchase behavior. The study revealed that factors such as switching barriers, customer satisfaction, 

the intention to repurchase, and structural assurance significantly impact customers' repeated buying behaviors. Among 

these, customer satisfaction was found to be the most influential factor, with satisfied customers demonstrating higher e-

loyalty and being more likely to recommend the e-commerce platform to others. Furthermore, the research underscored 

the critical role of customers' perceptions of a website in their repeat buying decisions, with uninterrupted service being 

a key contributor to customer satisfaction and loyalty. The study concluded that barriers to switching, intentions to 

repurchase, and structural assurance positively influence customers' repeat purchasing behaviors in the e-commerce 

context. 

III.10 Consumer Behavior in Online Electronic Goods Market 
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Khan and Chavan (2015) examined the consumer behavior specific to the online purchase of electronic goods, along with 

the motivational factors that influence such behavior. The study considered factors including security, transaction 

reliability, website design, customer service, and e-service quality as significant to online consumer behavior. It observed 

that online retailers are increasingly focusing on making the shopping experience both easier and more secure for 

consumers. The findings suggested that consumer e-loyalty is heightened when customers exhibit positive behavior 

towards online shopping, with domain-specific innovations also having a favorable impact. The study concluded that 

security, reliable transactions, website design, customer service, and e-service quality not only influence but also have a 

positive and direct impact on consumer behavior in the online shopping of electronic goods. 

IV. Methodology 

The research employed a methodical approach to gather data from a targeted demographic. A structured questionnaire 

was developed and distributed to a carefully selected sample of 416 consumers who engage in online shopping within 

Chennai, a bustling metropolis in southern India. To ensure relevant and insightful data, a purposive sampling technique 

was utilized, which included only those individuals who were frequent online shoppers and had substantial familiarity 

with the e-tailer in question. 

V. Analysis and Results 

For the analysis, a regression model was established where E-tailer Loyalty (Y) was posited as the Dependent variable, 

reflecting the level of loyalty customers felt towards the online retailer. Five Independent variables were considered to 

potentially influence this loyalty: Identification (X1), representing the degree to which customers felt a personal alignment 

with the e-tailer’s brand; Enthusiasm (X2), indicating the excitement or positive emotion customers experienced when 

shopping online; Attention (X3), which refers to the focus and cognitive absorption of customers during their online 

shopping experiences; Absorption (X4), denoting the depth of immersion in the online retail environment; and Interaction 

(X5), illustrating the level of communicative exchange between the customer and the e-tailer, as well as among the 

customers themselves. 

The analysis involved a detailed examination of these variables, and their interrelationships were captured in Tables 2 and 

3, which concisely present the regression model's coefficients and the explained variance in E-tailer Loyalty, respectively. 

These tables serve to summarize the statistical relationship between the variables and the extent to which the Independent 

variables collectively elucidate the variance observed in the Dependent variable, offering a quantifiable insight into the 

factors contributing to e-tailer loyalty among consumers. 

Table 2 Model 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.598 0.358 0.350 1.795 

Note: Predictors include (Constant), Interaction, Attention, Absorption, Identification, Enthusiasm. 

Table 3 Variance 

Model Sum of Squares df Mean Square F p 

1 Regression 798.456 5 159.691 45.6 

 
Residual 1451.082 410 3.539 

 

 
Total 2249.538 415 
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Note: The Dependent Variable is E-tailer Loyalty. Predictors include (Constant), Interaction, Trust, Attention, Absorption, 

Identification, Enthusiasm. Significance level is denoted by *** for p<0.001. 

The model indicates that the R value is 0.598, and the R Square value is 0.358, suggesting that approximately 35.8% of 

the variance in E-tailer Loyalty can be explained by the model's predictors. The F value stands at 45.6, which is indicative 

of the model's robustness, and the p-value is significant at the 0.1% level, further confirming the reliability of the 

predictors in explaining customer loyalty towards the e-tailer. 

The multiple correlation coefficient, recorded as 0.595, reflects the strength and direction of the association between the 

observed E-tailer Loyalty and its predicted values, which are derived from the linear amalgamation of variables: 

Identification (X1), Enthusiasm (X2), Attention (X3), Absorption (X4), and Interaction (X5). This coefficient suggests a 

substantial positive correlation, indicating that these variables together provide a meaningful prediction of E-tailer 

Loyalty. 

The R-square value, or the coefficient of determination, stands at 0.354. This statistical measure is indicative of the 

model's fit, representing the proportion of variance in E-tailer Loyalty that is predictable from the independent variables. 

In this context, an R-square of 0.354 elucidates that approximately 35.4% of the variability in E-tailer Loyalty can be 

accounted for by the model incorporating the five specified predictors. The significance of this R-square value at the 0.1% 

level underscores the model's efficacy in capturing the dynamics of E-tailer Loyalty. 

Table 4 Variables in the Regression Analysis 

Variables Unstandardized 

Coefficients (B) 

Standard Error 

of B 

Standardized Coefficients 

(Beta) 

t-

value 

p-value 

Constant 10.701 0.322 - 33.251 <0.001*** 

X1 0.249 0.051 0.392 4.885 <0.001*** 

X2 0.302 0.071 0.380 4.266 <0.001*** 

X3 0.507 0.100 0.401 5.070 <0.001*** 

X4 0.149 0.073 0.158 2.045 0.041* 

X5 0.061 0.100 0.043 0.610 0.042* 

• Significance at the 5% level; *** Significance at the 0.1% level 
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The table above presents the results of the multiple regression analysis, which explores the relationship between E-tailer 

Loyalty and the independent variables: Identification (X1), Enthusiasm (X2), Attention (X3), Absorption (X4), and 

Interaction (X5). The constant represents the intercept of the regression equation. Each independent variable is associated 

with an unstandardized coefficient (B), which indicates the change in the dependent variable for every one-unit change 

in the predictor. The standard error of B provides an estimate of the variability of the coefficient. The standardized 

coefficient (Beta) reflects the relative importance of each predictor in the regression model. The t-values and 

corresponding p-values assess the statistical significance of the coefficients. As shown, all variables except X5 are 

significant at the 0.1% level, while X5 remains significant at the 5% level, suggesting a strong model fit. 

The above bar graph depicting the coefficients for each variable from the multiple regression analysis. Each bar represents 

the coefficient value associated with the corresponding variable, which quantifies its impact on the dependent variable in 

the regression model. 

The regression equation for E-tailer Loyalty (Y) based on the provided coefficients is as follows: 

Y = 10.701 + 0.249X1 + 0.302X2 + 0.507X3 + 0.149X4 + 0.061X5 

This equation suggests that: 

• A one-unit increase in Identification (X1) is associated with a 0.249 increase in E-tailer Loyalty, while other variables 

remain constant. The positive coefficient indicates that as Identification increases, so does E-tailer Loyalty, and this 

relationship is statistically significant at the 0.1% level. 

• A one-unit increase in Enthusiasm (X2) correlates with a 0.302 increase in E-tailer Loyalty, with all other variables 

held constant. The positive sign of the coefficient denotes a direct relationship, and this effect is significant at the 

0.1% level. 

• A one-unit increase in Attention (X3) is associated with a 0.507 increase in E-tailer Loyalty, ceteris paribus. The 

positive coefficient signifies an enhancing effect on E-tailer Loyalty, significant at the 0.1% level. 

• A one-unit increase in Absorption (X4) leads to a 0.149 increase in E-tailer Loyalty, holding other variables constant. 

The positive sign indicates a beneficial effect, and this coefficient is significant at the 5% level. 

• A one-unit increase in Interaction (X5) corresponds to a 0.061 increase in E-tailer Loyalty, with other variables held 

steady. This positive coefficient suggests that greater Interaction is likely to improve E-tailer Loyalty, with a 

significance at the 5% level. 

 

These coefficients reflect the isolated impact of each variable on E-tailer Loyalty, emphasizing the importance of these 

factors in predicting the loyalty levels of consumers in online retail settings. 

VI. Conclusion 

The comprehensive analysis of the standardised coefficients derived from multiple regression analysis reveals a hierarchy 

of factors that significantly contribute to E-tailer Loyalty. Attention emerges as the paramount predictor, with a coefficient 

of 0.504, signifying its crucial role in the online retail landscape. The importance of Attention underscores the necessity 

for e-tailers to design and maintain websites that not only capture but also retain customer focus swiftly and effectively. 

Enthusiasm and Identification also exhibit substantial influence, with coefficients of 0.299 and 0.246 respectively, 

suggesting that the emotional connection and personal relevance to the brand are key drivers of loyalty. These findings 

suggest that e-tailers should strive to create engaging and emotionally resonant content that aligns with the identity and 

values of their target demographic. Absorption and Interaction, though with lower coefficients of 0.146 and 0.058, are 

nonetheless significant and indicate the importance of immersive online environments and interactive platforms. These 

elements are essential in establishing a robust online presence that encourages customers to delve deeper into what the e-
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tailer has to offer and engage with the brand on various levels. The study's findings advocate for a multifaceted 

engagement strategy where security and privacy concerns are proactively addressed to foster trust among online shoppers. 

Given the rapidly evolving digital landscape, e-tailers must adopt an integrated marketing approach, leveraging omni-

channel strategies to provide a seamless and cohesive customer experience across various touchpoints. Information 

richness and the freshness of content on e-tailer websites are also critical; up-to-date, comprehensive, and dynamic content 

can mitigate the risk of user disengagement due to monotony. Regular updates and changes in visuals and layouts can 

sustain consumer interest and contribute to a dynamic and engaging online shopping environment. This study provides 

actionable insights for e-tailers aiming to enhance customer loyalty. By prioritizing Attention, Enthusiasm, and 

Identification, and by investing in immersive and interactive experiences, online retailers can build stronger relationships 

with their customers, leading to increased loyalty and potentially, long-term profitability. 
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