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Abstract

The Indian e-commerce landscape has transformed rapidly over the past
decade, driven by technological advancements and evolving consumer behavior. Despite
this growth, a range of consumer-centric challenges persists, affecting the overall
satisfaction and trust of online shoppers. This study aimed to identify and analyze the key
preferences, motivations, and constraints influencing consumer behavior in the Indian
online retail space. Utilizing secondary data from government reports, industry
publications, and academic literature, most studies on Indian e-commerce have focused
primarily on platform performance, technological trends, and logistics efficiency. There
is a noticeable lack of comprehensive research that specifically explores consumer’s
perspective, particularly the psychological, behavioral, and regional constraints faced by
diverse consumer segments.

This study addresses this gap by focusing on the lived experiences and evolving
expectations of Indian online shoppers and reveals that while convenience and
competitive pricing are major drivers, concerns over data privacy, product quality, and
after-sales service remain significant barriers. Furthermore, regional disparities in
infrastructure and digital literacy contribute to uneven access and satisfaction levels.
This study concludes with strategic recommendations for e-commerce platforms to
enhance consumer experience, build trust, and cater to India's diverse market segments.
This study evaluates factors such as trust in platforms, product authenticity, return and
refund policies, digital payment adoption, delivery reliability, and customer support
experience.
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Introduction

India's e-commerce sector has seen exponential growth, especially after the
Digital India initiative and the proliferation of affordable smartphones and internet access.
The market, valued at USD 84 billion in 2021, is projected to reach USD 200 billion by
2027 (India Brand Equity Foundation [IBEF], 2022). India has a unique digital consumer
base with a population exceeding 1.4 billion and a growing middle class. Despite this
promising outlook, consumer satisfaction has remained inconsistent. Numerous
challenges, ranging from delivery inefficiencies to trust deficits, hinder the sector's
potential. Although metro cities have embraced online shopping rapidly, rural and semi-
urban areas continue to face entry barriers. The diversity of languages, literacy levels, and
infrastructure disparities across countriesadds further complexity to e-commerce
adoption. This study investigates these consumer-centric barriers by using secondary data
sources to provide insights for academics, businesses, and policymakers to ensure
inclusive growth.

Objectives of the Study

To analyze the current trends in online shopping behavior in India.

To identify major challenges faced by Indian consumers in e-commerce.

To explore regional and demographic disparities in consumer experiences.

To recommend strategies for addressing key consumer concerns in e-commerce.

To provide recommendations for overcoming identified challenges to improve
consumer experience.

DA WD

How to Cite this Article:

Vaidya, S., & Barbole, A. (2025). Consumer-Centric Challenges in Indian E-Commerce: A Study on Online Shopping Preferences and Constraints. The
International Journal of Commerce Management and Business Law in International Research, 2(3), 1-4. https://doi.org/10.5281/zenodo.15771202

The International Journal of Commerce Management and Business Law in International Research (TIJCMBLIR) | Volume-2 1
Issue-3 | June-2025 | Website: https://ewbr.us


https://ewbr.us/
mailto:savitavaidya@kpmim.org
https://zenodo.org/records/15771202
https://doi.org/10.5281/zenodo.15771202
https://doi.org/10.5281/zenodo.15771202
https://creativecommons.org/licenses/by-nc-sa/4.0/legalcode.en

Research Methodology

This study adopted a secondary data-
analysis methodology. Data were sourced from
academic journals, industry white papers, government
publications, such as those from the Department for
Promotion of Industry and Internal Trade (DPIIT) and
the Telecom Regulatory Authority of India (TRAI),
and market research reports, including those by
KPMG, McKinsey, Statista, and Nielsen. A
qualitative thematic analysis approach is used to
identify recurring consumer issues and trends.
Secondary data analysis provides a broad and
multifaceted perspective, especially in countries such
as India, where consumer behavior varies drastically
across regions and socioeconomic strata. By
reviewing historical data, market trends, and policy
papers, this study offers a well-rounded understanding
of the consumer-centric challenges in the Indian e-
commerce ecosystem.
Literature Review

According to a report by Statista (2023), the
Indian e-commerce market is projected to reach USD
200 billion by 2026. Flipkart, Amazon India, and
emerging platforms, such as Meesho and Nykaa have
reshaped how Indian consumer’s shop. However,
digital disparities and infrastructure issues have
persisted. Consumer preferences in India are shaped
by various factors such as convenience, price, product
variety, and return policies. Studies by Chatterjee et
al. (2022) highlight that trust and website usability are
among the top concerns of Indian online shoppers.
Gupta and Sinha (2021) categorize e-commerce
barriers into technical, psychological, and economic
barriers. For consumers, a lack of trust, delayed
deliveries, and poor grievance redressal are recurring
issues.
Previous research has extensively documented the
evolution and challenges of e-commerce in India.
Chatterjee  (2018) noted that Indian consumers
prioritize price and convenience, but remain skeptical
of product authenticity and customer support. A
Table 1: Key Drivers for Online Shopping in India

Deloitte report (2021) indicated that over 40% of
consumers hesitate to shop online because of poor
return policies and fear of fraud. According to Singh
and Prasad (2019), a significant trust gap exists
between consumers and e-commerce platforms
stemming from inconsistent service quality and
ambiguous policies.

This digital divide further complicates the
Indian market. Rao and Sinha (2020) emphasized
digital illiteracy, especially in rural areas, as a major
constraint on e-commerce participation. Government
initiatives, such as PMGDISHA, aim to bridge this
gap, but progress remains uneven. A NASSCOM
study (2022) reported that nearly 35% of first-time
users drop off within their first three transactions,
citing usability issues and a lack of localized content.

Kapoor et al. (2021) highlight the influence
of language and regional context in shaping consumer
experiences. For example, platforms that offered
vernacular support saw higher engagement from Tiers
IT and III city consumers. On the technological front,
while urban India is fast-embracing digital wallets and
UPI-based transactions, rural consumers still rely on
cash-on-delivery, posing operational challenges for e-
commerce players.
Analysis and Discussion
Consumer Preferences in Online Shopping

Consumers across India are increasingly
shifting towards online retail because of factors such
as time-saving convenience, competitive pricing, the
availability of a wider product range, and attractive
discounts. Major sale events, such as Flipkart’s Big
Billion Days and Amazon’s Great Indian Festival,
have become household names, contributing
significantly to platform revenues. Young consumers
(18-35 years), tech-savvy, and often influenced by
social media dominate the online marketplace.
Smartphones and mobile apps are the most commonly
used tools, with 75% of transactions occurring
through mobile devices (Statista, 2023).

Factor Percentage ?ofA, l)(espondents
| Convenience || 82 |
| Discounts & Offers || 76 |
| Product Variety || 65 |
| Time Saving || 62 |
| Doorstep Delivery ” 60 |
| Easy Returns || 45 |

Source-(Statista, 2023).

However, consumers’ preferences are not
homogeneous. Urban buyers prioritize speed, variety,
and ease of payment, whereas rural buyers are more
focused on affordability, trust, and service reliability.
Product categories such as electronics, fashion, and
groceries have emerged as top choices. Increasingly,
Indian consumers are looking for personalized
experiences, easy navigation, and local language
options.

Major Consumer-Centric Challenges

a) Trust and Security Concerns

According to a 2022 PWC survey, 56% of Indian
consumers are concerned about the misuse of their
personal data. Fake websites, phishing scams, and
counterfeit products have contributed to this trust
deficit.
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Graph 1: Consumer Concerns about Online Shopping (PwC, 2022)
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b) Product Quality and Authenticity

Categories, such as fashion, cosmetics, and
electronics, are particularly susceptible to quality
complaints. Despite seller ratings and buyer feedback
systems, transparency remains a challenge.

¢) Return and Refund Policies

According to the KPMG study, 38% of dissatisfied
online shoppers attributed their negative experiences
Graph 2: Delivery Performance by Region
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to refund delays. Leading platforms claim hassle-free
returns; however, their practical execution remains
poor.

d) Delivery and Logistics Issues

Tier II and III cities often face delayed deliveries due
to poor infrastructure and a lack of fulfillment centers.

Delivery Performance by Region
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Source- https.://www.pwc.in/press-releases

e) Customer Support and After-Sales Service
Many customers report difficulties reaching human
support or resolving issues related to defective
products, warranty claims, or delayed refunds. Poor
customer service is the leading cause of cart
abandonment and brand switching.

f) Digital Literacy and Accessibility

Despite the widespread penetration of mobile devices,
digital literacy remains a barrier. Many users,
especially from rural and older demographics,
struggle with navigating apps and understand
transaction statuses.

Regional and Demographic Disparities

The adoption of e-commerce varies
drastically across regions. Metropolitan cities exhibit
high levels of digital engagement and consumer
satisfaction. In contrast, states with lower Internet
penetration and literacy rates exhibit slower adoption
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rates. Gender and age also play significant roles in
shaping consumer behavior.

Strategic Recommendations

a) Enhancing Transparency and Authenticity
Platforms should implement Al-powered reviews,
provide high-resolution images, and ensure that sellers
adhere to the quality norms.

b) Strengthening Delivery Infrastructure
Investment in local fulfillment centres, partnerships
with regional logistics providers, and the adoption of
advanced delivery technologies are recommended.

¢) Promoting Digital Literacy

Digital training modules and community-based
awareness programs can help bridge this digital
divide.

d) Developing Vernacular and Inclusive Interfaces
Mobile apps should offer multilingual support, voice
commands, and feature-simplified navigation.

¢) Revamping Customer Service Mechanisms
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Platforms must reduce response time and offer
personalized grievance redressal systems.

f) Encouraging Ethical Practices

Sustainability initiatives such as eco-friendly
packaging and ethical sourcing can align with
evolving consumer values.

Discussion

This study reveals that, while India’s e-
commerce sector is expanding rapidly, consumer
experience is often marred by issues that go beyond
pricing and convenience. Emotional trust, digital
comfort, and operational efficiency are vital.

Interestingly, some challenges are not just
technical but also behavioral and cultural, such as
hesitation to use digital wallets or lack of confidence
in online customer care. These factors collectively
affect consumer satisfaction and loyalty.

The industry must shift its focus from
growth-centric to consumer-centric models by
adopting inclusive designs, transparent policies, and
community-based awareness campaigns.

Recommendations

1. Enhanced Digital Literacy

CampaignsCollaboration with NGOs and

schools to teach safe digital practices.

Trust-Building Mechanisms

Verified product reviews

Secure payment gateways

Seller ratings and return guarantees

Localization of PlatformsMultilingual support

and regional customization can improve

accessibility.

4. Improved Logistics Infrastructure strengthens
last-mile delivery through local partnerships and
Al-driven logistics.

5. Stronger Grievance Redressal
SystemsEstablish 24/7 multilingual support with
escalation options.

6. Transparent Marketing and  Product
DescriptionsPrevent customer dissatisfaction by
ensuring product accuracy.

we o o

Conclusion

While e-commerce in India is a success
story in many ways, it still faces significant consumer-
centric challenges that require urgent attention. The
future growth of this sector hinges not only on
technological advancement, but also on how well it
can understand, respect, and cater to the diverse needs
of Indian consumers.
As India advances toward a digitally empowered
society, addressing these constraints through
consumer-first policies and inclusive platform designs
will be the key to sustaining long-term e-commerce
success.

Future Scope of Research

This study relied primarily on secondary
data. Future research could focus on primary surveys
and in-depth interviews to explore evolving consumer
sentiments. Comparative studies with other emerging
economies can also yield insights into the best
practices.
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