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Impact of Online Marketing on Customers
with Special Reference to Coimbatore City
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Dr. R. Ganapathi

Assistant Professor in Commerce, Directorate of Distance Education, Alagappa University, Karaikudi

ABSTRACT A survey was conducted among the customers of online marketing to find out their perception / opinion on

on-line purchase in and around Coimbatore. The survey showed that men below 30 years in the urban area ap-
peared to have more inclination towards online purchase than women, old people or the ruralities. It was observed that both salaried
and businessmen were equally interested in online purchase and low income group tended to favour e-purchase more than the upper
class. Many of the respondents preferred payment through Credit / Debit card or Cheque / Draft. While majority of the respondents
were satisfied with availability of online information, 24 x 7 service and saving of time and energy, they were dissatisfied with after-
sales service, CRM, identification of the right seller, payment system and receiving the right products. Certain parameters of online

purchase elicited only a luke-warm response.

INTRODUCTION

World Trade organization (WTO) defines on-line marketing as
“Commercial process that includes production, distribution,
marketing, sales or delivery of goods through electronic means”.
The online marketing, otherwise known as e-commerce, mainly
deals with ordering and buying of goods and services through
internet. Though internet had its birth in the sixties, it gained
momentum only in the late nineties bringing in e-revolution.
Increasingly a company’s web presence is becoming one of its
most prominent and important elements of business strategy.
Due to the enormous potential and hazzle-free transactions on-
line marketing has become a buzzword in the business world. It
is estimated that, by 2008, the total e-business in India would be
around 5700 billion (B2B - $4600 billion; B2C - $900 billion and
Advertisement Revenues - $200 billion) (Suresh Reddy, 2001).
This paper attempts to answer the extent of impact of e-com-
merce and the perception of the customers on-online marketing
and the factors influencing their perception.

STATEMENT OF THE PROBLEM

As most of the countries today gradually entering internet mar-
keting environment, there are some issues remain elusive. One
of the major problems is a gap of richness between developed,
developing and under developed countries. Developed coun-
tries like U.S.A, Australia and Canada have significantly venture
the world of internet marketing and their investments have
yielded greater revenue. Further more research and develop-
ment activities have taken place for several times that enable
them to equip marketing activities through electronic channels
with latest and the most advanced information communication
technology (ICT). Meanwhile, the developing countries such as
the nations in the Southeastern region like India have begun
their information technology evolution in numerous areas in-
cluding business transactions. Education systems have been
upgraded by incorporating the studies of ICT, introducing in-
centives fro entrepreneurs to go online and improving facilities.

In the case of under developed countries the lack fund, exper-
tise, technology and exposure on the importance of ventur-
ing internet marketing. This wide gap among the countries
must vigorously be eradicated if the entire world would like to
flourish and share the wealth generated from doing business
through electronic channels such as internet. Internet market-
ing is trust and confidence, which are significantly attributed to
security. Lack of security is the leading barrier to widespread
commerce on the internet openness of the web. The threats
and attacks to internet base enterprises have included such as
yahoo, E-trade and Amazon.com. The threats and attacks dete-
riorated the three main aspects of security that are confiden-
tiality, integrity and availability of data. The absence of these
three elements causes lack of confidence for wider customer
doing business electronically. Perceived barriers to sell over
the internet are high cost of setting up of E-commerce enabling
sales platform on internet and even higher cost to maintain it.
Coimbatore is the Manchester of South India which has many
leading industries with high export opportunities. Residents in
Coimbatore city are casual users of internet because of many

internet café available in the city. The individual users of inter-

net are also high in the Coimbatore city. Hence, it increases to

access internet of online marketing. So, the customer may get

benefits through online marketing while purchasing a product

or service. So, the present study is carried on in the researcher’s

view to answer the following questions.

*  Impact of online marketing on its customers.

*  What is the extend of benefit derived by the customers on
online marketing in Coimbatore city?

*  What s the opinion of the customers of online marketing in
Coimbatore city regarding various benefits of online mar-
keting?

OBJECTIVES OF THE STUDY

To study the impact of line marketing on its consumers with

special reference to Coimbatore City by measuring the extent of

benefits derived by them. The following are the specific objec-

tives of the study.

1. To analyze the various factors influencing benefits to the
consumers of goods and services through online marketing.

2. To study the opinion of the customers of online marketing.

3. Toidentify the problems of the customers of online market-
ing and

4. To provide recommendations for improving the same.

SCOPE OF THE STUDY

The present study aims to measure the impact of online mar-
keting on its consumers. Online marketing is a new and an in-
novative topic and much research has not been done on it. The
researchers can study the acceptability of online marketing.
Upcoming trends and the e-business strategies, opportunities
made available by e-business in the field of marketing, CRM
(Customer Relations Management).

METHODOLOGY

To find out the impact and perception of on-line marketing
information / data were collected from 200 individuals who
engaged in on-line usage in and around Coimbatore during De-
cember 2011 to April 2012 through a questionnaire, which was
validated by a pilot study. The data collected on a Likert-type
5-point scale were processed and interpreted. Chi-square anal-
ysis was used to find out the relationship, if any, between the
personal factors and impact / perception of on-line marketing.

RESULTS AND DISCUSSION
The composition of the sample of respondents who responded
to on-line marketing is presented in table 1.

TABLE 1
COMPOSITION OF THE SAMPLE OF RESPONDENTS
Sl. No. | Profile of the Respondents Number of Percentage
Respondents
Gender
1. Male 128 64
Female 72 36
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Age Group
2 Less than 30 years 108 54
’ 31 -50years 66 33
Above 50 years 26 13
Area of Residence
3 Urban 98 49
’ Sub-urban 54 27
Rural 48 24
Occupation
Business
Salaried (Both
Government and Private) 28 24
. 4 27
4., Profession (Doctors,
. ) 24 12
Engineers, CA’s etc.) 22 1
Home Making
. 52 26
(Housewives)
Study (Students)
Monthly Income (Rs.)
5 Less than Rs.10,000 132 66
’ Rs.10,001 - Rs.20,000 52 26
Above Rs.20,000 16 8
Mode of Payment
Credit Card / Debit Card |80 40
6. VPP 16 8
Cheque / DD 86 43
Others 18 9
Number of Products
Purchase
7. Less than 2 238 g?
Above 2

Source: Primary Data

It appears that men below 30 years in the urban area had more in-
clination towards online purchase rather than women, old people or
the ruralities. While there was almost equal preference both by the
businessmen and the salaried the low income group seemed to favour
e-purchase more than the upper class. Majority of the respondents pur-
chased hardly two products and the preferred mode of payment was
mostly either credit / debit card or cheque / demand draft.

The opinion of the respondents on various parameters of on-
line marketing are indicated in table 2.

TABLE 2
RESPONDENTS’ OPINION ON ON-LINE MARKETING

Opinion
%16_ Parameters P

Agree [No Idea |Disagree

1. |Enormous information in 168 |18 14

* |online marketing (54) |(9) (7)
. |Availability of 24 x 7 online 166 |20 14

* |marketing (83) |(10) (7)
3. |Global coverage %.;lf) ?105) %121)

4. |Saving of time and energy %865}) %121) %%

5. |Ensures privacy and security %6350) ?fn %168)

6. |Availability of after-sales 86 48 66
" |service (43) |(24) (33)
7. |Legal enforceability %gf) ?284_) %&)
8. |Easy comparison of products %;}(% %{}7) %163)
9. |Benefit of CRM %51;*) ‘(‘263) %100)

Improved relationship 110 |48 42

10. |between company and

customers pany (55) |(24) (21)

11 Benefit of identification of 120 |34 46
" [right seller (60) |(17) (23)

12 Immediate accessibility to new (148 |24 28
* |products (74) 1(12) (14)

Research Paper

Payment system is simple and [108 |50 42
1B eaty P 54) 25 |2n
14, | Transaction is quick and 128 |36 36

* |economic (64) |(18) (18)
15. |Only the ordered products are |96 28 76
" |delivered (48) |(14) (38)

Source: Primary Data

The survey reveals that the customers drawn into on-line mar-
keting were satisfied to a greater extent (> 80% agreeableness)
in respect of the availability of information, 24 x 7 service, and
saving of time and energy. They were only moderately satisfied
(60 - 80% agreeableness) with the parameters such as global
coverage, provision of privacy and security, legal enforceabil-
ity, easy comparisons of products, immediate accessibility to
new products and the quick and economic transactions. The
respondents appear to be dissatisfied with after-sales service,
CRM, opportunity of improved relationship with the company,
identification of the right seller, payment system and receiving
the right products.

The below table 3 indicates that the percentage of less satisfied
respondents is the lowest and percentage of highly satisfied re-
spondents is the highest among the customers of online market-
ing with the gender of male. It indicates that the male respond-
ents derive more satisfaction than the female respondents.

TABLE 3
GENDER OF THE RESPONDENTS AND IMPACT ON THE CUS-
TOMER BENEFITS

Benefits
Sl. No. |[Gender - - Total
Low Medium |High
1. Male 3(1.92) |25(28.8) |36(33.28) |64
2. Female [0 (1.02) |20 (16.56) |16 (17.34) (36
Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the gender of the re-
spondents and their opinion towards benefits of online market-
ing is not significant.

As the calculated chi-square value (3.196) is less than the table
value (5.991) at 5% level of significance for 2 degrees of free-
dom, the null hypothesis is accepted and it could be concluded
that the association between the gender of the respondents and
their opinion towards benefits of online marketing is not sig-
nificant. Thus the hypothesis that the gender of the respondents
influences the customer benefit does not hold good.

The below table 4 refers to the age of the respondents and im-
pact on the customer benefits in online marketing. The percent-
age of less satisfied is the lowest and percentage of highly sat-
isfied respondents is the highest among the respondents who
are the customers of online marketing with the age group of
21-30 years. It indicates that the male respondents who are the
customers of online marketing in the age group of 21-30 years
derive more benefits than the respondents who are the custom-
ers of online marketing in the age group of up to 20 years, 31-40
years, 41-50 years and 50 years.

TABLE 4
AGE GROUP OF THE RESPONDENTS AND IMPACT ON THE
CUSTOMER BENEFITS

SL No. |Age G Benefits Total
. NO. e Grou ota
BENIOUP 10w |[Medium |High

1. Upto 20 years |0 (0.66) |11 (10.12) |11 (11.22) |22
2. 21-30years |0(0.96) |14 (14.72) |18 (16.32)|32
3. 31-40years |2(0.57) |7(8.74) |10 (9.69) |19
4. 41-50years |0(0.42) |8(6.44) |6(7.14) |14
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Above 50
> years 1(0.39) [5(5.85) 7(6.76) |13
Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the age group of the
respondents and their opinion towards benefits of online mar-
keting is not significant.

As the calculated chi-square value (7.92) is less than the table
value (15.507) at 5% level of significance for 8 degrees of free-
dom, the null hypothesis is accepted and it could be concluded
that the association between the age of the respondents and
their opinion towards benefits of online marketing is not sig-
nificant. Thus the hypothesis that the age of the respondents
influences the customer benefit does not hold good.

The below table 5 refers to the area of residence and impact on
customer benefits in online marketing. The percentage of less
satisfied respondents is the lowest and the percentage of highly
satisfied respondents is the highest among the respondents liv-
ing in the urban area. It indicates that the respondents who are
the customers of online marketing residing in urban area derive
more customer benefit than the respondents residing in rural
and sub-urban area.

TABLE 5

AREA OF RESIDENCE AND IMPACT ON CUSTOMER BENEFITS
Benefits

SIL. No. ﬁgg?d%ice Total
Low Medium |High

1. Urban 1(1.47) |21 (22.05) |27 (25.48) |49

2. Sub-Urban |1(0.81) |12 (12.15) |14 (14.04) |27

3. Rural 1(0.72) |12 (10.80) |11 (12.48) |24

Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the area of residence
of the respondents and their opinion towards benefits of online
marketing is not significant.

As the calculated chi-square value (0.7548) is less than the
table value (9.488) at 5% level of significance for 8 degrees of
freedom, the null hypothesis is accepted and it could be con-
cluded that the association between the area of residence of
the respondents and their opinion towards benefits of online
marketing is not significant. Thus the hypothesis that the area
of residence of the respondents influences the customer benefit
does not hold good.

The below table 6 refers to the occupation of the respondents
and impact on the customer benefit in online marketing. The
percentage of less satisfied is the lowest respondents in lowest
and percentage of highly satisfied respondents is the lowest and
percentage of highly satisfied respondents in highest among the
respondents who are the customers of online marketing with
business as their occupation. It indicates that the respondents
who are the customers of online marketing with business as
their occupation derive more benefits than the respondents
who are Employed, House wife, Professional and Student.

TABLE 6
OCCUPATION OF THE RESPONDENTS AND IMPACT ON THE
CUSTOMER BENEFITS

Sl . Benefits

No Occupation - - Total
- Low Medium High

1. |Employed |1(0.81) |15 (12.15) |11 (14.04) |27

2. |House wife |0 (0.38) |6(3.96) 5(5.72) 11

3. |Business 0(0.72) |9(8.64) |15(12.48) |24

4. |Professional |2 (0.36) |5 (4.32) 5(6.24) 12

5.

Student 0(0.78) (10 (11.7) |[16(13.52) (26
Total 3 45 52 100
Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the occupation of the
respondents and their opinion towards benefits of online mar-
keting is not significant.

As the calculated chi-square value (14.394) is less than the table
value (15.507) at 5% level of significance for 8 degrees of free-
dom, the null hypothesis is accepted and it could be concluded
that the association between the occupation of the respondents
and their opinion towards benefits of online marketing is not
significant. Thus the hypothesis that the occupation of the re-
spondents influences the customer benefit does not hold good.

The below table 7 refers to the monthly family income of the
respondents and impact on the customers benefits in online
marketing. The percentage of less satisfied is the lowest and the
percentage of highly satisfied respondents is the highest among
the income group of up to Rs.5,000. It indicates that the re-
spondents whose income group is up to Rs.5,000 derives more
customer benefit than that of the other respondents whose
income is Rs.5,001 - 10,000, Rs.10,001 - Rs.20,000 and above
Rs.20,000.

TABLE 7
MONTHLY FAMILY INCOME OF THE RESPONDENTS AND IM-
PACT
ON THE CUSTOMER BENEFITS
SL  [Monthly Benefits T
otal
No. |Income Low Medium |High
1 10 16

L |UptoRs5000({g g1y |(1242) |37y |27
2 Rs.5,001 - 0 18 21 39

-~ [Rs10,000  |(1.17) |(17.94) |(19.89)
3 Rs.10,001 - |1 12 13 26

-~ [Rs.20,000 [(0.78) |(11.70) |(13.52)
4 Above 1 5 2 8

- [Rs.20,000  |(0.24) |(3.68) (4.08)

Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the monthly income
of the respondents and their opinion towards benefits of online
marketing is not significant.

As the calculated chi-square value (6.14) is less than the ta-
ble value (12.592) at 5% level of significance for 8 degrees of
freedom, the null hypothesis is accepted and it could be con-
cluded that the association between the monthly income of the
respondents and their opinion towards benefits of online mar-
keting is not significant. Thus the hypothesis that the monthly
income of the respondents influences the customer benefit does
not hold good.

The below table 8 refers the type of family of the respondents
and impact on the customers benefits in online marketing. The
percentage of less satisfied is the lowest and the percentage of
highly satisfied respondents is the highest among the nuclear
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type of family of the respondents. Hence, it indicates that the
nuclear type of family of the respondents derive more customer
benefit than the joint family type of respondents.

TABLE 8
TYPE OF FAMILY OF THE RESPONDENTS AND IMPACT
ON CUSTOMER BENEFITS

Sl T ¢ Famil Benefits Total
e of Fami ota
No. | P Y [Low Medium |High
. . 1 10 8
1. |Joint Family (0.57) (8.74) (1.69) 19
o 12 35 44

2. |Nuclear Family (2.43) (36.45) (42.12) 81

Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequen-
cy)

Null hypothesis: The association between the type of family of
the respondents and their opinion towards benefits of online
marketing is not significant.

As the calculated chi-square value (8.832) is greater than the
table value (5.991) at 5% level of significance for 2 degrees of
freedom, the null hypothesis is rejected and it could be con-
cluded that the association between the type of family of the
respondents and their opinion towards benefits of online mar-
keting is significant. Thus the hypothesis that the type of family
of the respondents influences the customer benefit is hold good.

The below table 9 refers to the number of member in the fam-
ily of the respondents and impact on the customers benefits in
online marketing. The percentage of less satisfied is the lowest
and the percentage of highly satisfied respondents is the high-
est among the respondents is highest among the respondents
of 4 - 6 members in the family. It indicates that the respondents
of 4 - 6 members in the family derive more benefits than upto 3
members and above 6 members in the family.

TABLE 9
NUMBER OF MEMBERS IN THE FAMILY OF THE RESPOND-
ENTS AND IMPACT ON CUSTOMER BENEFITS

sl Number of Benefits
No. |Members ] ] Total
* |in the Family Low |Medium [High
2 13 10
1. |Upto 3 members (0.75) |(12.25) |(12) 25

0 27 35
2. |4 - 6 members (1.86) |(27.9) (32.24) 62

Research Paper

lowest and the percentage of highly satisfied respondents is the
highest among the respondents is highest through the Credit /
Debit Card. It indicates that the respondents paying through the
Credit / Debit Cards derive more customer benefit than the re-
spondents paying through Value Payable Post (VPP), Cheque /
Demand Draft and Other mode.

TABLE 10
MODE OF PAYMENT OF RESPONDENTS AND IMPACT ON
CUSTOMER BENEFITS

Sl. |Mode of Benefits
No. (Payments Low

Total
Medium |High

1. |CreditCard /|y 993y |12 (14.26) |18 (15.81) |31

Debit
2. |vPP 0(0.33) |6(5.06) |5(5.61) |11
3. |Cheque /DD|1(1.08) |18 (16.56) |17 (18.36) |36
4. |Others 1(0.66) |9(9.9) |12(11.44) |22
Total 3 45 52 100

Source: Primary Data
(Figures given in the brackets represent the Expected Frequency)

Null hypothesis: The association between the mode of payment
by the respondents and their opinion towards benefits of online
marketing is not significant.

As the calculated chi-square value (1.7538) is less than the
table value (9.488) at 5% level of significance for 4 degrees of
freedom, the null hypothesis is accepted and it could be con-
cluded that the association between the mode of payments by
the respondents and their opinion towards benefits of online
marketing is not significant. Thus the hypothesis that the mode
of payment by the respondents influences the customer benefit
does not hold good.

The below table 11 refers to the number of products purchased
by the respondents and impact on customers benefits in online
marketing. It indicates that the percentage of less satisfied re-
spondents is the lowest and the percentage of highly satisfied
respondents is the highest among the respondents who have
purchased two products. It indicates that the respondents who
have purchased two products through online marketing derive
more customer benefit than the respondents purchasing one
product, three, four, five, six and seven products through online
marketing.

TABLE 11
NUMBER OF PRODUCTS PRUCHASED BY THE RESPOND-
ENTS AND IMPACT ON CUSTOMER BENEFITS

1 5 7
3. |Above 6 members (0.75) |(5.85) (6.76) 13

Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequency)

Null hypothesis: The association between the number of mem-
bers in the family and their opinion towards benefits of online
marketing is not significant.

As the calculated chi-square value (4.477) is less than the table
value (9.488) at 5% level of significance for 4 degrees of free-
dom, the null hypothesis is accepted and it could be concluded
that the association between the number of members in the
family and their opinion towards benefits of online marketing
is not significant. Thus the hypothesis that the number of mem-
bers in the family influences the customer benefit does not hold
good.

The below table 10 refers to the mode of payment of respond-
ents and impact on customers benefits in online marketing. It
indicates that the percentage of less satisfied respondents is the

gl |Number of Benefits

No. Products - - Total
Purchased Low Medium High

1. |OneProduct |1 (0.69) |12 (10.58) |10 (11.73) |23

2. |Two Products |2 (1.38) (18 (21.16) |26 (23.46) |46

3. |Three Products |0 (0.48) |7 (7.36) 9(8.16) 16

4. |Four Products |0 (0.3) |7 (4.6) 3(5.1) 10

5. |Five Products |0 (0.09) |2 (1.38) 1(1.53) 3

6. |Six Products 0 (0.03) |0(0.46) 1(0.51) 1

7. |Seven Products |0 (0.03) |0 (0.46) 1(0.51) 1
Total 3 45 52 100

Source: Primary Data

(Figures given in the brackets represent the Expected Frequency)
Null hypothesis: The association between the number of prod-
ucts purchased by the respondents and their opinion towards

benefits of online marketing is not significant.

As the calculated chi-square value (7.0972) is less than the table
value (21.026) at 5% level of significance for 12 degrees of free-
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dom, the null hypothesis is accepted and it could be concluded
that the association between the number of products purchased
by the respondents and their opinion towards benefits of on-
line marketing is not significant. Thus the hypothesis that the
number of products purchased by the respondents influences
the customer benefit does not hold good.

PROBLEMS

The study reveals that the following are the common problems
being faced by the customers of online marketing and some
problems are caused due to the under development of online
marketing.

1.  Only 25% of the respondents feels that high dial-up charges
charged by the ISP is one of the problem being faced by the
customers of online marketing.

2. Around 12% are of the opinion that the systems which on-
line buying and selling and still in their infancy and are of-
ten too costly and complicated for most people.

3. There are complaints that obtaining phone lines and suf-
ficient bandwidth from Government telecom providers,
VSNL is difficult.

4. India may need monitor internet usage to prevent the net
crimes and other problems.

5. Lack of privacy and security issues. More than 50% of the
internet users are reluctant in giving credit card informa-
tion over the internet due to the misuse and lack of secu-
rity and privacy problems. Regular theft of user names and
passwords erodes confidence in the security standard of
sites.

6. Customer do not trust an unknown faceless seller, paperless
transaction and electronic money. So switching from physi-
cal to virtual stores may be difficult.

7. Lack of computer literacy among the rural people in India.

SUGGESTIONS

The following are the suggestions offered by the researcher to
overcome the above said problems to improve the benefits de-
rived by the customers through online marketing in Coimbatore
City.

1. Dial-up charges should be reduced, dual tariff system for
phone use in an internet or E-commerce environment
should be introduced and special packages should be pro-
vided to attract the customer.

2. A good attempt should be made by the Government to pro-
vide subsidies to computers, telephone and internet.

3. A higher bandwidth for data communication should be ob-
tained and regulatory frame work and grievance redressal
mechanism should be made available for the easy availabil-
ity of internet connection.

4. Comprehensive security guide lines and an institutional
frame work to see that the safe guards are adhered to.

5. Severe action should be taken by the Government against
those who are using and dissemination personal informa-
tion. A specially trained cyber police force to tackle net
crimes.

6. In order to reach higher level of acceptance business and
Governments as to develop policies to create trust in elec-
tronic based transaction and consider it to be valid as tradi-
tional activity.

7. The Government should try to impart the compute literacy
among the people especially the people living in rural area
in order to raise the standard of living.

CONCLUSION
Online marketing is one of the modern concepts in the market-
ing field. As in the developing stage, online marketing should
ensure the quality of service to the customer. Despite, the rosy
predictions and increased corporate activity, the Indian internet
marketing system is facing may hurdles. However, the compa-
nies are working towards addressing the problems of security.
The security issues can be tackled by having the companies
system technologically equipped to evade operational and se-
curity risk. Reputational risks can be prevented by testing of the
system before implementation and by developing contingency
plans and creating back-up facilities. Legal and cross border
risks can be avoided through proper customer identification
devices, information screening techniques, periodic reviews on
compliance with various laws and by gaining knowledge about
various national laws. This will help the customers in cross
border dealings. The study impact of online marketing on its
customers reveals that the majorities of the respondents agrees
with the benefits provided by online marketing and are willing
to continue the purchase through online marketing. The study
also specifies about the pros and cons of online marketing. The
customers face some problems but if the recommendations are
implemented properly, the online marketing would be success-
ful and which may give major benefits to the customers of on-
line marketing.
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