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ABSTRACT 

 

The present research aims to analyze the influence of digital shopping on the traditional retail 

industry in Tamil Nadu. The present research executes a quantitative analysis utilizing the 

SPSS version 23 software package. A structured questionnaire survey technique is employed 

to gather the data from the traditional retailers in Tamil Nadu. A judgment sampling strategy 

has been adopted for analysis. The objective of the method is to collect data relating to 

conventional retailers' perceptions of the impact of online shopping applications. Descriptive 

statistics, ANOVA, regression, and Pearson correlation analysis were performed in the 

research. The study's outcomes revealed that digital shopping significantly impacts the 

growth and profitability of the offline retail industry. Furthermore, the study also evaluates 

the socio-economic and psychological factors prompting the purchasing behavior of 

consumers in Tamil Nadu. The study recommends that traditional retailers enhance their 

strategies to improve their business over online retail marketers.  

 

Keywords: Internet, Online shopping, Retailer, Profitability, Growth, Competitiveness. 
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RESUMEN 

 

La presente investigación tiene como objetivo analizar la influencia de las compras digitales 

en la industria minorista tradicional en Tamil Nadu. La presente investigación ejecuta un 

análisis cuantitativo utilizando el paquete de software SPSS versión 23. Se emplea una 

técnica de encuesta de cuestionario estructurado para recopilar datos de los minoristas 

tradicionales en Tamil Nadu. Se ha adoptado una estrategia de muestreo de juicio para el 

análisis. El objetivo del método es recopilar datos relacionados con las percepciones de los 

minoristas convencionales sobre el impacto de las aplicaciones de compras en línea. En la 

investigación se realizó estadística descriptiva, ANOVA, regresión y análisis de correlación 

de Pearson. Los resultados del estudio revelaron que las compras digitales tienen un impacto 

significativo en el crecimiento y la rentabilidad de la industria minorista fuera de línea. 

Además, el estudio también evalúa los factores socioeconómicos y psicológicos que 

impulsan el comportamiento de compra de los consumidores en Tamil Nadu. El estudio 

recomienda que los minoristas tradicionales mejoren sus estrategias para mejorar su negocio 

frente a los vendedores minoristas en línea. 

 

Palabras clave: Internet, Compras online, Venta al detalle, Rentabilidad, Crecimiento, 

Competitividad. 

 

Código JEL: M3. 
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INTRODUCTION 

 

In recent years, analyzing and learning consumer behavior has been crucial for an 

organization's offline or online success (Kapuria & Nalawade, 2021). Consumers are the only 

factor that drives the market. All corporate activities are conducted with considering the 

customer’s interests in mind (Sarkar & Das, 2017). Traditional shopping is the process of 

selling, buying, or exchanging goods; information or services are physically possible in a 

physical store (Balaji & Murugavel, 2022). Otherwise, offline or traditional shopping refers 

to anyone visiting a shop, mall, or store and purchasing anything they require (Vora, 2018).  

 

With the advancement of novel thoughts, offline retail businesses have had a sturdy demand 

for internet transformation. In the omnichannel market, offline, online interconnection, and 

closed-loop consumption are taking shape (Wang et al., 2021). The altering tastes of 

customers, rising revenue levels, rising mobile usage, and broader access to digital media 

substantially impact the Indian retail industry’s dynamics (Halan & Singh, 2023).  

 

E-commerce in India is anticipated to attain Rs.2,000 billion by the year 2023, mainly driven 

by classifications like electronics and fashion (Sudhakar Shukla, 2021). Comparing online to 

offline (O2O) and business to consumer attracts probable consumers by bridging the gap 

between the online platform and physical store (Ryu et al., 2022), which allows customers to 

experience physical products in brick-and-mortar stores and then pay and buy the product 

online (Wang et al., 2021).  

 

Some existing researchers have developed an O2O model to bridge the gap between online 

platforms and physical stores (Kim et al., 2022). The O2O model is not an easy integration 

of offline and online, yet it is an organic integration (Chai et al., 2021; Wang et al., 2021). 

Many businesses must build a seamless experience between offline and online interactions 

to retain and attract customers (Shen et al., 2019). 

 

The rising penetration of smartphones and the internet and altering customer preferences 

have been the primary drivers of this development. Offline stores and online platforms 

operate separately and cannot cooperate, which fails to offer seamless service for customers 

(Chen et al., 2019). Some studies on the O2O model have recently prevailed, including 

consumer purchase and return policies, service quality, and supply chain management (Kim 

et al., 2022; Shi et al., 2019). With the fast improvement of e-commerce, customers are 

entering a multichannel period (Du et al., 2019).  

 

The studies on multichannel management, showrooming, and free-rising represent the most 

customers turning into cross-channel purchasers, and the influencing aspects are assessed by 
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integrating offline and online channels (Swoboda & Winters, 2021). As the O2O model 

combines offline and online, it is essential to comprehend how customers consider the offline 

and online influencing aspects to coordinate offline stores with online platforms (Vinhas & 

Gibbs, 2018).  Offline retail businesses experience extreme competition from several sources 

because of increased online shopping. The menace of online shopping relates to all small 

start-up companies and large organizations (Lee et al., 2022). Just because an organization is 

an industry leader currently, there is no assurance that it will retain its competitive edge in 

the future (Lumadi, 2014). The menace of online shopping is more significant, particularly 

for traditional businesses unprepared to embrace the altering commercial landscape (Kaushik 

et al., 2020). All retail sectors must consider the challenges they face in their market growth 

(Kamalesh, 2023). 

 

The pandemic increased online sales and led to faster development in online shopping, but it 

also hindered the offline sales of traditional businesses (Siddiqui & Mehrotra, 2021). Online 

shopping’s success became a drawback for conventional shopping in some areas. Online 

shopping has advantages and disadvantages that are the same as those of traditional retail 

businesses. A mix of price, convenience, quality, and lack of time alters how customers shop 

in India (Ahlawat et al., 2022).  

 

Most older people in India prefer traditional retail shopping due to the need for more 

awareness of the online platform and the lack of trust and security. The conventional 

shopping procedure, where individuals swift through goods and feel the textures and colors 

feel them can be greatly enjoyable (Jain, 2014). Also, shopping in India is well-known for 

the time a family spends together, such as an outing on holidays or weekends (Halan & Singh, 

2023).  

 

The entire family goes together, does some shopping, catches movies, and eats in a restaurant. 

It is practically a family get-together on any day, but it is not probable due to the family 

members’ hectic work schedules (Billings, 2024). However, these experiences cannot be 

experienced through online shopping. One can purchase any product more easily online, and 

the experience of spending the most valuable time with one's family cannot be simulated by 

oneself (Sarkar & Das, 2017). 

 

Regardless of the relevance of customer offline behavior and online attitudes, most studies 

have yet to enlarge beyond online behavior and online attitude into offline behavior (Bhat et 

al., 2020). Only some studies have tried to explore the offline behavioral intention of 

customers from Tamil Nadu (Kang et al., 2018). The counting to retail spaces in Tamil Nadu 

has its innate cultural purchasing strategies in markets. The necessity of regulating 

commodity costs and prices is also evident in the postulate of well-established offline 

retailing procedures in stores in the Tamil Nadu region. Therefore, the study aims to study 

the Influence of online shopping on offline traditional retail businesses in Tamil Nadu. 
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PROBLEM STATEMENT 

 

In recent years, many Tamil Nadu retailers have faced many issues with online shopping; it 

has significantly influenced the retail business and the economic growth in the Tamil Nadu 

area. Consumers are altering business regulations, and retailers should adapt to them. 

Retailers, thus, must meet changing consumer demands in physical stores and online through 

the related novel solutions and the combination of offline and online shopping experiences 

(Ponraj, 2019). Online shopping positively and negatively impact traditional stores (Gupta, 

2020). It is dramatically considered that conventional retail shops in Tamil Nadu must 

increase their share gain, keep their customers happy, and, in the meantime, look to attain 

maximum profit.  

 

Nevertheless, online shopping helps to develop traditional businesses into the online business 

world, which promotes financial benefits (Kumar & Ayodeji, 2021). However, some 

conventional businesses experience heavy losses in their profitability because of the 

evolution of online shopping. Ultimately, retailers from varied districts in Tamil Nadu appear 

to be rationally confined to the prospective adoption of online business patterns. Since intense 

attraction to shopping motives also demands the traditional business pattern, adopting online 

practices may require high-cost facilitations and will be overwhelming for small retailers. 

So, some conventional retailers might even go out of business. 

 

Because of online shopping, traditional offline retailers experience problems such as 

decreased profit, reduced sales volume, FDI investment, maintaining various stocks, 24/7 

services, the arrival of technologies, and various payment methods ￼. Thus, the present 

study analyzes the Influence of online shopping on traditional retail businesses.  

 

 

SIGNIFICANCE OF STUDY 

 

The study provides insights into the influence of digital shopping on the traditional retail 

business. Product diversity, trust, convenience, psychological factors, and payment methods 

influence customers to opt for online and offline shopping. Procurement of services or 

products over the internet, online shopping has gained massive popularity in recent years, 

primarily due to individuals find it easy and convenient to purchase from the comfort of their 

office or home and also relieved from the troubles of going from one shop to another in 

pursuit of good quality.  
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The arrival of technological advances and the internet has been both a boon and a bane to 

traditional retailers (Banerjee, 2019). Those who want to expand their business to the next 

level adopt an online shopping method to fulfill the consumers' requirements and attract and 

retain existing customers. The study also analyzes the various factors influencing online and 

offline shopping. The study has highlighted several factors affecting traditional retailers, like 

a decrease in profit, reduced sales volume, a decrease in customer base, etc. 

 

Research objectives 

• To assess the factors that influence consumers towards offline purchases. 

• To evaluate the various benefits derived by consumers inclined to shop online. 

• To examine the retailer's opinion towards traditional retailing and online shopping. 

 

Research Hypothesis 

H11: Online shopping is more prevalent among consumers in Tamil Nadu 

H10: Online shopping is not commonplace among consumers in Tamil Nadu 

H21: Digital marketing has a significant impact on traditional retail marketing in Tamil Nadu 

H20: Digital marketing has no significant effect on traditional retail marketing in Tamil Nadu 

H31: There is a significant association between issues of online shopping and consumer 

behavior 

H30: There is no significant association between issues of online shopping and consumer 

behavior 

H41: Socio-economic and psychological factors have a significant impact on traditional retail 

marketing 

H40: Socio-economic and psychological factors do not have a significant impact on 

traditional retail marketing 

 

The paper is organized in the following order: Section 1 provides an elaborate introduction 

regarding the Influence of digital shopping applications among traditional retailers in Tamil 

Nadu. Furthermore, the introduction section illustrates the significance of the research. In 

section 2, prevailing research works related to the current study will be reviewed. The current 

study’s research methodology will be elucidated in section 3. In section 4, the outcome of 

the analysis will be discussed. In section 5, the outcome of the analysis will be addressed 

with existing studies. Finally, in section 6, the brief conclusion regarding the current research 

will be discussed along with limitations and future recommendations of the study. 
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LITERATURE REVIEW 

 

Factors influencing offline and online purchase 

Behavior of consumers is the study of how people use and select a product or service and 

also considers the motivations, psychology, and behavioral traits. The research aimed to 

discover the diverse aspects and their impacts on the customer's procurement pattern for 

readymade garments in online and offline modes of shopping. The study was conducted using 

qualitative analysis based on secondary data.  

 

The research exposed that the primary aspects are psychological, economic, cultural, and 

social factors that affect the buying patterns of consumers. The results would support 

traditional retailers of readymade garments and online shopping sites in considering all the 

other aspects when farming the marketing strategies to satisfy their consumers and attain 

marketing objectives. Also, the study concluded that the buying pattern alters a person's life 

cycle in the circumstances of garments. Also, the study stated that peer groups and family 

references impact an individual's purchasing behavior. 

 

Demographic and socioeconomic aspects also contribute to the improvement of modern retail 

formats. The main goal of the research (Upadhyay, 2015) was to study the impacts of 

socioeconomic aspects on the buying patterns of urban youth in the retail market. The study 

used purposive sampling methods and the non-probability judgment sampling approach. In 

this sampling method, the scholar selects a sample from the set population that the researcher 

considers to represent the total population. The study used primary data and employed a 

structured questionnaire method to collect data. The data was collected from 300 participants, 

which was considered essential and valuable since it contained all applicable information 

required to fulfill the aim of the study. The study was based on the exploratory study model 

in which the effects of socioeconomic aspects on the purchase patterns of urban youth in the 

retail market are enquired about. 

 

The entire shopping concept has undergone a sea alteration in customer buying behavior and 

format, ushering in a shopping behavior revolution in India. The study (Jain, 2014 ) compared 

the diverse aspects that affect the customers’ buying behavior regarding purchases from an 

unorganized or organized retail outlet in Rajasthan. The current study empirically analyzed 

the buying behavior of unorganized and organized retail consumers in Rajasthan. The study 

collected responses from 400 consumers, of which 200 were taken from unorganized and the 

other 200 from organized retail outlets.  

 



Unveiling the Disruptive Force: Analyzing the Impact of Digital Shopping

 

MERCADOS y Negocios 

34 

The survey was conducted in Ajmer, Jaipur City, Jodhpur, Kota, and Udaipur. The study of 

retail consumers’ purchase behavior states that critical buying decision influencers shape 

consumers' preferences regarding what to purchase and where. The study identified that 

unorganized retail has many advantages, such as home delivery, credit facility, and 

availability of petty and small things, but is deprived of various fronts like an attractive image 

of the store, convenience when shopping, and great ambiance and so on. The study suggested 

that these are all reasons for the organized and unorganized retail outlets required to develop 

on several fronts. 

 

Economic impact of online and offline shopping 

Online shopping is a new, convenient way of shopping (Reddy, 2015). The study aimed to 

identify the impacts of online shopping on the real economy. The study identified four 

negative impacts. The first one includes the lower cost of online stores, which would enhance 

the bankruptcy of medium and small-sized businesses. The second one, online stores, has a 

low demand for entity shops that would affect the real estate industries. Third, the staff waste 

rate in online shops is higher. Lastly, they can lower the product price due to the lower cost 

of online shops. Certain retailers would keep lowering the product prices to attract more 

customers, leading to market competition. 

 

One of the fast-developing sectors in India is the retail sector. It is the economy’s backbone 

and around 10% of the nation’s GDP. The study aimed to comprehend a consumer's 

perspective on the COVID-19 impact on offline traditional shopping. The study used a 

structured questionnaire to administer responses and gather reliable information. The study 

collected 100 responses, in which 50 females and 50 males from diverse age groups were 

selected.  

 

The study stated that to survive in the market, the transformation of offline traditional trade 

or shopping to online is one of the aspects that has grasped attention worldwide. Online 

shopping was improved during COVID-19, and there are opportunities for buyers and sellers 

to identify a novel way to buy and sell their services and products. Online shopping uses the 

gains of the internet for an economical and faster way to do business during the pandemic.  

 

Influence of online shopping on traditional retailers 

Online business has transformed the business simulation and altered how consumers 

approach retail. Despite its momentous impact on shopping behavior, e-commerce is simply 

an evolution. Several manufacturers and retailers have quickly identified the various 

opportunities created by new technology.  

 

The study aimed to examine the opinion of the retailers towards online shopping as well as 

their demographic profile. Fastness is not the success of online marketing; it is the size, 

brands, variety, and cheap cost. These factors are offered to the consumer once rather than in 
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the subsequent purchase. All these aspects are to be valued by the consumers occasionally 

when they buy the product. The study discovered that online marketing retailers proved 

competitive and diligent in breaking people’s traditional shopping habits. The study 

suggested that if the sustained tactics are boosted with sufficient modification, the business 

will grow into a million-dollar business in the upcoming years. 

 

The marketing standards have achieved a paradigm swing with the involvement of 

technology in marketing products and services. The marketing procedure has wholly moved 

from traditional logistics to modern logistics. The objective (Aashirwad, 2022) was to 

explore the effect produced by online marketing on traditional retail textile stores in the study 

area.  

 

The traditional retail textile shop owners in Chennai were considered for data collection for 

the study. There are two basic techniques for sampling: non-probability and probability 

sampling. There has yet to be a definite list of individuals for textile retailers in Chennai. 

Therefore, it was decided to choose a store from the taluks randomly.  

 

The study was conducted based on the sample size of 320 retail textile stores and grounded 

on that to have a geographic representation of the chosen district; the sample was distributed 

amongst an equal distribution of textile stores based on several taluks from every income 

division of Chennai. The study made several recommendations that may aid in enhancing the 

position of textile retailers in the market. The study suggested many strategies, and adopting 

some will encourage textile retailers to improve their business opportunities for a long 

duration while enduring the effects of online marketing.   

 

In the past ten years, the internet has changed the method of buying and selling products and 

services. The study aimed to comprehend the effects of online shopping on retail trade-in 

Tirunelveli. The study’s population includes online shoppers and retailers in Tirunelveli 

district. Retailers belong to various industries like jewelry, consumer goods, textiles, books, 

the service sector, technological goods, etc. The size of the study population is unknown and 

cannot be defined in precise numbers.  

 

The researcher used a sample survey method. Retailers are facing a tough time enduring the 

effects of online shopping trends spreading like a virus among most people in the nation. 

Therefore, retailers have to manage the current distraction from digital technologies and 

prioritize investment in technologies that will add value for the customers or enhance the 

efficiency of the functions. Both retail and e-stores have to survive in their method. They 

both offer livelihood to thousands of individuals. 
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The retail industry in India has developed into the most fast-paced and dynamic industry 

because of the arrival of various new players. The study aimed to explore the opinion of 

retailers towards online shopping and traditional retailing. The study also intended to test the 

significance and relationship between the perception of traditional retailers and online 

shoppers. The study used a structured questionnaire to collect data from 384 respondents.  

 

The retailers functioning with multiple and single brands are satisfied with the several tactics 

created by the online companies, shopping pleasure, quality guarantee, deprived of hygiene 

in traditional shopping, ethics of business is followed, facilities prepared over affirmative, 

variety, contiguity, reduction and destructive have high impacts on online shopping. The 

study identified other benefits such as image, value, expectation, service, quality, loyalty, 

and satisfaction that substantially impacted traditional shopping over online shopping. 

Therefore, the study stated that customers are more enlightened and happier with online 

purchases than with offline shopping. 

 

The dynamics of the retail industry in India are substantially influenced by altering consumer 

tastes, increasing income levels, broad access to digital media, and rising usage of mobile. 

The study (Sudhakar Shukla, 2021) aimed to analyze the impacts of online shopping over 

traditional offline retail shops in the electronic products sector. The study used a structured 

questionnaire to collect data grounded on general knowledge and theory; the scholar framed 

the questionnaire. The retail industry can adapt to altering trends and comprehend the 

customers’ mentality, which will become a successful investment. In contrast, others who 

ignore understanding the customers’ mindset might risk losing a substantial amount of 

enterprise. 

 

Research Gap 

The retail industry in India has 12 million outlets, the largest in the world. The study's 

limitations are that the respondents were unwilling to provide actual information and needed 

to gain awareness of some features. The restriction to keep the questionnaire concise has 

limited the study in some features. Also, the study area was limited to only a few cities in the 

Tamil Nadu district, which led to a limitation. 

 

 

RESEARCH METHODOLOGY 

 

Research Design 

The current research is reliant on empirical as well as descriptive studies. The research 

embraces the quantitative analysis technique and practices the primary data. The primary 

data collection was accomplished by surveying with questionnaires, and then the gathered 

data was analyzed using the SPSS tool. The data will be collected from the retail shop owners. 

The primary data collected is nearly 100 from the owners of traditional retail businesses.  
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The primary stage of the research design identifies the variables that contributed to the 

impacts of online shopping. The factors influencing offline and online shopping were 

explained. The research by design is quantitative and exploratory, seeking to uncover the 

underlying impacts of online shopping, not traditional retail business. All the positive and 

negative factors were considered in the study. 

  

Figure 1. Research Strategy 

 
Source: Own elaboration. 

 

The data is gathered from the retailers. Establishing the relationship and link between the 

variables selected in this study is performed by implementing ANOVA evaluation, 

correlation, frequency of the variables, and regression evaluation. The process included in 

the study is illustrated in Figure 1. The independent variables of Growth, Challenges, 

economic impact, and online marketing are considered. The dependent variables are online 

shopping and Offline shopping. 
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Data Collection Strategy and Participants 

The most crucial stage of research is the data collection process. This emphasizes the research 

objectives to increase logical knowledge of research questions. The primary responsibility of 

a researcher is to select a suitable data collection method. Data has been collected from 100 

retailers to analyze the impact of online shopping on traditional retail businesses. The data 

was collected from retailers who face challenges due to online shopping. 

 

Data Sampling and Sample Size 

The judgment sampling method was used to select the sample from the population. The 

current study utilizes the Judgment sampling approach in the primary data and secondary 

data sources, a non-probability sampling technique where the researcher decides who must 

be combined or obtained as the sample regarding his knowledge and judgment (Thomas, 

2022).  

 

The respondent's selection process is expected to provide beneficial information for the 

research. The main reason for using a purposive sampling strategy is because the statement 

is constructed based on the research objectives, and specific people may provide substantial 

views needed for the research questions. Thus, it is required to be combined into the sample 

(Denieffe, 2020). The samples under this purposive sampling approach are obtained from 

100 retailers.  

 

Sample Size 

The valuable respondents for the survey were filtered using purposive sampling methods. 

The sample size for the research is 100 retailers from various sectors were considered.  After 

collecting the data, it is fed as different variables and assessed through the SPSS tool to 

accomplish the research aim. 

 

Research Instrument 

The research tools are employed in education, health sciences, and social sciences to monitor 

scholars and clients. The probable research uses a structured questionnaire from numerous 

respondents. The instrument utilized in the study is the structured questionnaire, which is 

revealed as the survey questions. Questionnaires were designed and distributed to retailers of 

the traditional retail business. Every sample possesses the same probability as other research 

samples to be chosen, representing the whole population. 

 

Data analysis 

Quantitative analysis is designated as a systematic phenomenon through congregating data 

and executing computational, mathematical, and statistical approaches (Jung, 2019). The 

quantitative approach congregated data from prospective and conventional management 

employees with sampling tools and provided online surveys, polls, etc. The outcome of the 
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quantitative method is determined numerically. The numerical values are interpreted, and the 

upcoming research is predicted along with appropriate changes.  

 

The quantitative data analysis method analyzes data gathered using structured questionnaires 

from sample respondents. The data are recorded using an Excel sheet to reveal study 

variables. The software tool SPSS analyzes the study variables in the Excel sheet. The study's 

outcome is estimated using five approaches: ANOVA, Reliability, Correlation, Coefficient, 

and Frequency.   

 

The given techniques will be applied to identify the data and verify the association between 

the study variables of the current research. Based on the outcome of the study variable, 

interpretations will be conducted, and essential development will be recommended for the 

current study. With the help of SPSS software, the outcome of the current research will be 

efficient for documenting the study variables. The result of the variables’ frequency will be 

demonstrated in the figures and table. In contrast, correlation, ANOVA, and regression 

evaluations will be conducted to assess the current study's structured hypothesis. 

 

Many researchers utilize SPSS software to analyze both quantitative and qualitative data. The 

software will perform various text analysis, descriptive statistical analysis, data integration, 

open-source extensibility, and machine learning algorithms. SPSS software will be used to 

analyze empirical and qualitative data along with the congregated data from the targeted 

participants. The software will convert and cover the scale of the questions. This software 

will aid the researchers in enhancing the projects, identifying the study problem, and 

providing solutions for the identified issues through statistical analysis. Moreover, this 

software tests the study’s hypothesis and assumes the statistical effect among the study 

variables. Therefore, the current study will utilize SPSS software to analyze the study's test 

hypothesis.  

 

Ethical considerations 

Certain ethics will be followed while conducting the research analysis as the study is based 

on the Influence of online shopping on traditional retail businesses. There are various factors 

influencing online and offline shopping. The morals followed in the study are before the 

researcher's survey evaluation, and data is passed to the participants in the prior phase. The 

participants are not forced by any means to give their responses. Only those who were willing 

to respond were selected for the survey analysis. Only the responses to the questionnaire are 

asked of the participants, and their private data or reports are not forced to be exposed by 

them. Since the study uses primary data for data analysis, it contains no false data. All the 

data gathered and organized would be kept highly confidential. These are the ethical 

considerations used by the scholar for the study analysis, which is accurate to their knowledge 

based upon this research study.   
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RESULTS 

 

The data collected via survey questionnaires were examined with the software tool SPSS and 

analyzed for outcomes based on the variables used in the study. The results satisfy the 

objectives of the study through the research design. Moreover, a detailed analysis of the 

responses based on the different demographies is performed. 

 

Table 1. Age group of the respondents 

 Frequency (f) Percent 

(%) 

Valid (%) Cumulative (C) 

 

Valid 25-35 years 19 19.2 19.2 19.2 

36-45 years 43 43.4 43.4 62.6 

46-55 years 33 33.3 33.3 96.0 

above 55 years 4 4.0 4.0 100.0 

Total 99 100.0 100.0  

Source: Own elaboration. 

  

Graph 1 illustrates the age group of the participants. Several respondents are in the 36-45 age 

group. This group contributes more to the research study. Such a group has updated its 

knowledge of online shopping applications, enhancing the research to be more precise and 

accurate. 

 

Graph 1. Age group of the retailers 

 
Source: Own elaboration. 
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Graph 2 illustrates the gender of the participants. Most of the respondents are male. This 

group contributes more to the research study. Their contribution enhances the research to be 

more precise and accurate. In total, 94% of the respondents are male community. One of the 

prospective reasons for its majority of males is cultural significance since this research 

attempted to indicate the sort of Tamil Nadu conductance and the retail establishment of 

shopping chiefly depended on males more than females in the selected region. While 

adapting to local retailers from South Indian districts, the Tamil Nadu region contributed to 

increased male persons in the retail business. Hence, it shows a more significant difference 

in male dominance in gender groups. 

 

Graph 2. Gender of the retailers 

 
Source: Own elaboration. 

 

The educational background of the retailers is analyzed. Nearly 33% of the respondents need 

to be more literate. 43% of respondents completed the undergraduate degree. Only 7% of the 

respondents are postgraduates. Undergraduate retailers contributed more to the research 

(Table 2). 

 

Table 2. Level of education 

 f % V% C% 

Valid Illiterate 33 33.3 33.3 33.3 

Under-graduation 43 43.4 43.4 76.8 

Post-Graduation 7 7.1 7.1 83.8 

Diploma 16 16.2 16.2 100.0 

Total 99 100.0 100.0  

Source: Own elaboration. 

 

Hypothesis 1 

Frequency testing 

It is utilized to identify the number of occurrences of specific variables and measure the 

reliability of prediction. 
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Table 3 Online vs. Offline Marketing 

 F % V% C% 

Valid Neighbouring shops 30 29.3 29.3 29.3 

Online retailers 66 66.7 66.7 96.0 

Shopping malls 3 3.0 3.0 99.0 

Executive showroom 1 1.0 1.0 100.0 

Total 100 100.0 100.0  

Source: Own elaboration. 

 

Table 3 illustrates the competitors of retailers in Tamil Nadu. Most of the respondents agree 

that online retailers are their competitors. The perception of retailers is depicted through 

frequency analysis. It has comprehended the relevance of undertaken cases and their 

validated conditions over offline and online retailing approaches, wherein the depiction of 

offline retail methods, including neighboring shops, shopping malls, and executive 

showrooms, were added, and aside from it, online retailers were moderately considered. The 

concluded quantified results have determined that hypothesis 1 has proven favorable. 

 

H11: The above analysis proves that online shopping is more prevalent among consumers in 

Tamil Nadu, and the null hypothesis has been rejected. 

 

Hypothesis 2 

One-way ANOVA Test 

It is utilized to determine the impact of independent factors and research objectives on 

dependent variables and to investigate variation (Liang et al., 2019).  

 

Table 4 illustrates the impact of digital marketing on traditional retailers in Tamil Nadu. The 

one-way ANOVA outcome proves that most retailers agreed regarding the impact of online 

marketing on traditional retailers. Table 5 demonstrates the outcome of the ANOVA test. 

The outcome illustrates the p-value of .000, proving a noteworthy influence among digital 

marketing and traditional retailers. 

Table 4. Descriptive statistics 

 N Mean SD SE 95% CI for Mean Min. Max. 

L U 

Neighboring 

shops 

30 1.34 .484 .090 1.16 1.53 1 2 

Online retailers 66 1.06 .298 .037 .99 1.13 1 3 

Shopping malls 3 1.00 .000 .000 1.00 1.00 1 1 

executive 

showroom 

1 5.00 .000 .000 1.00 1.00 5 5 

Total 100 1.18 .541 .054 1.07 1.29 1 5 

Source: Own elaboration. 

 

Table 5 demonstrates the outcome of the ANOVA test. The outcome illustrates the p-value 

of .000, proving a noteworthy influence among digital marketing and traditional retailers. 
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The numerical demonstration shows the significant relationship between online retail 

evolution and conventional retail techniques. The contemplation on marketing-based 

stratagems, the aspect with a prevailing retail approach, determined a higher efficacy and 

viable association along the nature of online retailers. So, it is conceived that digital 

marketing attributes will considerately influence the facets of traditional tactics that ensue in 

marketing procedures.  Meanwhile, the test results from one-way ANOVA estimations have 

rejected the null hypothesis. 

 

Table 5 ANOVA 

 SOS df M2 F Sig. 

Between Groups 16.418 3 5.473 42.237 .000 

Within Groups 12.309 95 .130   

Total 28.727 98    

Source: Own elaboration. 

 

H21: The above analysis proves that digital marketing significantly impacts traditional retail 

marketing in Tamil Nadu, and the null hypothesis has been rejected. 

 

Hypothesis 3 

Correlation 

The Pearson correlation method assesses the association between two study variables. The 

correlation value decides the association between the variables. If the correlation value is 1 

or -1, it is considered to have an association between the variables. Hence, the present study 

utilizes the Pearson correlation to determine the significant association between online 

shopping issues and consumer behavior. 

 

Table 6 Correlations 

Control Variables Luxury 

goods 

unboxed Refund 

issue 

shopping trends Luxury 

goods 

Correlation 

(Cr) 

1.000 .403 .546 

S (2-tailed) . .000 .000 

df 0 96 96 

unboxed Cr .403 1.000 .796 

S (2-tailed) .000 . .000 

df 96 0 96 

Refund issue Cr .546 .796 1.000 

S (2-tailed) .000 .000 . 

df 96 96 0 

Source: Own elaboration. 

 

Table 6 illustrates the outcome of the correlation test for determining the association between 

digital marketing issues and consumers' purchasing patterns in Tamil Nadu. The p-value of 

correlation is .000, and the correlation value is positive, demonstrating the association 

between the two study variables. The outcome of the correlation test proves a significant 
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association between digital marketing issues and consumers' purchasing patterns in Tamil 

Nadu. It has been recognized that the entrusted features of customers’ purchasing behavior 

are dependable while endorsing online shopping procedures in retail. Also, the signified 

interventional cause occurs because they lack reliable choice in customer preferences rather 

than offline marketing. Hence, the outcome rejects the null hypothesis.  

 

H31: The above analysis proves a significant association between online shopping and 

consumer behavior. 

 

Hypothesis 4 

 

Table 7 ANOVA 

 

 SOS df M2 F Sig. 

Cheapest price Between Groups 20.490 3 6.830 54.833 .000 

Within Groups 11.833 95 .125   

Total 32.323 98    

status Between Groups 13.908 3 4.636 64.976 .000 

Within Groups 6.778 95 .071   

Total 20.687 98    

Source: Own elaboration. 

 

Table 7 demonstrates the outcome of the ANOVA test. The outcome illustrates that the p-

value is .000, which proves the significant impact of socioeconomic and psychological 

factors on traditional retailers. Factors such as the lowest price, laziness, and status in online 

shopping influence the consumer to prefer online shopping over conventional retail shopping. 

At this moment, the perplexing characteristics of consumer behavior toward shopping 

preferences and economic aspects are also conceived as a significant impact factor on the 

positive effect of the traditional practices followed in retail marketing. The obtained outcome 

of one-way ANOVA evidenced that the null hypothesis had been rejected. 

 

H41: The above analysis proves that socio-economic and psychological factors significantly 

impact traditional retail marketing. 

 

 

DISCUSSION 

 

Numerous researchers have congregated several factors in proposing the influence of the 

online shopping process on the retail business and screening traditional retailers' statuses 

involving customer insights. Remarkably, the current study’s outcome proves that online 

marketing influences the growth and profitability of traditional retailers by quantifying 

analysis tests. The subsequent test analyses, such as Correlation and ANOVA testing, 
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demonstrate the significant association between challenges of online marketing and 

purchasing patterns among the consumers in Tamil Nadu. While contemplating customer 

satisfaction, the present study also highlights the socioeconomic and psychological factors 

that significantly impact consumers' purchasing intention in Tamil Nadu.  

 

Nevertheless, the existing study (Maiti, 2021) analyses the primary aspects, which are 

psychological, economic, cultural, and social factors that affect the buying patterns of 

consumers. In the present research work, the denoted dependencies may oscillate the 

consumers’ buying preferences by online shopping initiatives. The results would support 

traditional retailers of readymade garments and online shopping sites in considering all the 

other aspects when farming the marketing strategies to satisfy their consumers and attain 

marketing objectives. Likewise, the present study concludes that socioeconomic and 

psychological factors influence the growth of traditional retail marketing in Tamil Nadu. 

 

Similarly, the existing study (Jain, 2014) concludes that traditional retail has many 

advantages, such as home delivery, credit facilities, and availability of petty and small things, 

but is deprived of various fronts like an attractive image of the store, convenience when 

shopping, and great ambiance—the consumer behavior changes according to the challenges 

faced in the online marketing. The present study also acknowledges the challenges of online 

marketing and the fact that consumer intention will change due to the issues in digital 

marketing. The terminated results also indicated the limiting effects compared to traditional 

retailing strategies in markets.  

 

Likewise, the existing study (Sudhakar Shukla, 2021) analyses the impacts of online 

shopping over traditional offline retail shops in the electronic products sector. However, the 

present research attempted to prioritize configured-based observation to elucidate the diverse 

perceptions for purposing broadened consideration. From the research’s analysis delivery, 

the conventional study recommends that the retail industry adapts to altering trends and 

comprehend the customers’ mentality, which will become a successful investment to enhance 

the business's profitability. The present study also recommends overcoming the challenges 

of the traditional retail industry and offering more beneficiaries to consumers, which will 

pave the way to compete in online retail marketing. 

 

Limitation 

The study's chief constraint is that the research participants are from Tamil Nadu. Hence, the 

consequences might lack generalizability. Human activities are an ever-changing module that 

cannot remain constant. Therefore, the study's outcome continuously varies with the 

modifications in consumer behavior. However, the inference provided by the research can be 

valuable in improving the marketing strategies of the traditional retail industry. 
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CONCLUSIONS 

 

Online shopping has increased tremendously in the past few years, and most of the populace 

has become online buyers. Digital shopping has achieved speedy growth in India. It saves 

both time and money. The present study analyses the Influence of online retail shopping on 

the traditional retail industry in Tamil Nadu. Digital shopping affects the growth of the 

conventional retail sector. Several factors influence consumers to prefer online marketing 

rather than physical shopping.  

 

The technology revolution has transformed the consumers' purchasing of products online. 

Even though online retail marketing has numerous beneficiaries, it also has the risk of 

fraudulent, insecure transactions, refund issues, and the inability to touch the products 

physically. Traditional retailers should focus on the challenges of online retail marketing. 

Retailers should adopt innovative technologies in their retail industry to attract consumers. 

The present study also recommends that traditional retailers improve their strategies for 

tackling the issues faced in digital shopping. This paves the way for online retail marketers 

to compete.  
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