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Abstract 

In the earliest period, the producers used to sell their goods and commodity to the consumers 

either through the intermediaries like dealers, wholesalers, retailers or directly to the ultimate consumers 

by establishing their own selling outlet in the major cities. This was the usual practices followed by almost 

all manufacturers and producers of all types of commodities. Further all the business people take much 

effort to increase the sales of their products and wish to increase the profit year by year. This was made by 

giving effective advertisement about their products and also taking promotional measures to increase the 

sales. The customers or consumers were in a condition to go to place of selling for getting their domestic 

requirements and necessities. But due to the development in science and information technology 

telemarketing came into existence. In telemarketing the consumers and customers can give their order to 

the seller over phone and converse with the seller regarding the price and features of the products through 

telephone. Everything can be discussed and settled by the buyer and seller conveniently in telemarketing 

Goods were delivered to the place of the consumers in telemarketing. By keeping the above views in mind, 

the researcher selected the title “Customers Attitude towards Online Marketing Strategies in 

Coimbatore District”. 

Keyword- Effective Advertisement Promotional Measures, Telemarketing, 

INTRODUCTION 

Online marketing is very familiar among the young generations. They buy their even dresses 

through online marketing. They feel that online marketing is more convenient to them as they have limited 

time for shopping. Further, some of the younger feel that buying through online is the prestige to them. 

Simply they buy the goods through online without considering anything. Normally for selling the goods, 

the seller must apply some strategies which will attract the consumers and buyers. The buyers and 
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consumers at present consider the quality and the price of the products before buying the goods. Even in 

direct purchasing most of the consumers and customers do not consider the strategies adopted by the 

sellers and producer to market their products. In the same manner in online marketing also the consumers 

do not think about the strategies adopted by the sellers. But they must know the strategies adopted by the 

sellers and marketers before taking the decision to buy certain products, because based on the strategies 

adopted by the sellers, the prices are considerably having effect on the products. Even to market the 

products some strategies are adopted. But in modern scenario no customer bothers about the strategies 

adopted by the sellers. Now a thorough study is to be undertaken to know the attitudes of the customers 

about the strategies of online marketing.  

 

STATEMENT OF THE PROBLEM 

While buying through online normally the customers think about only the product, which is going 

to be purchased by them and the utility, features and quality of the products, etc. they do not think about 

the strategy adopted by the sellers. Regarding the pricing strategy some of the sellers adopt skimming 

price, some of them follow penetrating price while few of the sellers adopt fixed pricing. These all will 

affect the customers. But even the educated people do not bother about the pricing policy. Here ultimately 

the buyers are affected due to the pricing policy. If a seller adopts the skimming price surely the buyers 

have to pay more price than the price fixed for the similar products. This pathetic condition is not known 

to all the buyers both in online marketing and also direct buying. Hence this situation is to be changed. 

The customers should know at least some of the strategies adopted by the sellers. They lack awareness 

about the strategy adopted by the sellers. Coimbatore district is familiar for its tremendous development in 

industry and also in education. Further to get employment and education people from all parts of 

Tamilnadu are coming to Coimbatore district. Not all are aware about the strategy adopted by the sellers in 

the online marketing. In this background, the study was conducted to know about “Customers Attitude 

towards Online Marketing Strategies in Coimbatore District”. 

 

OBJECTIVES OF THE STUDY 

 To know about the demographic factors of customers. 

 To know about the quality of the products adopted by the sellers. 

 To identify the different types of pricing policies for the products. 

 To measure the various promotional measures adopted by the sellers. 
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HYPOTHESIS 

 There is no significant relationship between demographic factors and quality of the products. 

 There is no significant relationship between demographic factors and price for the products. 

 There is no significant relationship between demographic factors and promotion measures for the 

products. 

RESEARCH METHODOLOGY 

 The study is primarily based on the primary data. A well-structured questionnaire was used for the 

collection of the data. The questionnaire was distributed to customers. 

Research Design 

Descriptive research has been undertaken in this research work to make research effective and find 

the results of the research work successfully. 

Area of the Study 

 The area of the study is Coimbatore district. 300 respondents were selected for issuing 

questionnaire to customers. 

Sampling Method  

In this research, work respondents were selected from the total population at random by using 

convenient sampling method. 

Sample Size 

As the population for the research, work in the study area is numerous. Out of total population 

employees, 300 customers were selected by the convenient sampling method. The sample constitutes both 

the female and male customers those who buy their products through online marketing. 

PERIOD OF STUDY 

The research work was carried out for the period of one year from 2018 -2019. 

 Data Collection 

Both primary and secondary data have been collected for the research work. 

Statistical Tools  

  Simple percentage, Weighted Average and Ranking have also been used to analyze and interpret 

the collected data from the customers (sample respondents) 

Limitations of the Study 

 The data was collected in Coimbatore district; hence, the results cannot be applied in other 

areas. 

 The sample size is 300 respondents only.   
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SIGNIFICANCE OF THE STUDY 

           The study will focus the existing strategy followed in online marketing and create awareness to the 

customers about the overall marketing strategies adopted by the marketers in internet, which will help the 

customers to select the right products in online buying and know the various strategies adopted by 

different group of sellers in online marketing in different web sites. Further, this study will analyze the 

issues faced by the customers in online marketing and the causes for the issues. Through this study the 

researcher will find out the remedial measures to solve the problems faced by the customers in online 

marketing. There is a saying that “The buyer beware”. The buyers i.e. the customers must be aware of all 

the techniques, strategies, methods adopted by the sellers to market their products in online marketing 

which will help them to get their products at the competitive rate with better quality. Hence the study on 

“Customers Attitude towards Online Marketing Strategies in Coimbatore District” is inevitable in 

nature. 

REVIEW OF LITERATURE 

Vellido et al. (2009) Pointed out in his research , that there are nine factors associated with users 

perception of online shopping. Among that factor, the risk perception of users was demonstrated to be the 

main discriminator between people buying online and people not buying online other discriminating 

factors were control over and convenience of the shopping process, affordability of merchandise, customer 

service and ease of use off the shopping site. 

Sultan and Henrichs (2010) in his study concluded that the consumer’s willingness to and 

preference for adopting the Internet as his or her shopping medium was also positively related to income, 

household size, and innovativeness. 

Aravind, M. and Uma Maheswara Rao (2014)31 have studied the consumer perception on online 

marketing growth of technology changed the pace of business and its scenario. The researcher made an 

attempt to o realize the perceptive behind the customers thought process as well as marketer’s approach. 

The data for the study had been collected from Narasaraopet Mandal through structured questionnaire. The 

questionnaire was served to 250 respondents which serve the primary data whereas, secondary data was 

gathered through various websites, respondents were quite interesting in expressing their opinion who felt 

that on line shopping is comfortable and easier when compared to past as internet, e-commerce and e-

banking is improvising day by day. 
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ANALYSIS AND INTERPRETATION 

Significant Relationship between Demographic Factors and Quality of the Products 
S.No Personal profile 

 
Satisfaction with Working Hours Significant/ Non-

Significant  Table Value Calculated value 

1 Age 26.296 19.2132 Not significant 
2 Gender 9.488 5.7298 Not significant 
3 Educational qualification 21.026 18.7583 Not significant 
4 Area of Location 9.488 5.6464 Not Significant 
5 Monthly Income 21.026 23.2537  Significant 
6 Marital status 26.296 29.7986  Significant 
7 Occupation 15.507 11.4885 Not significant 

 Source: Primary data 
 
The table reveals that the factors are age, gender, educational qualification, area of location and 

occupation are not significant at 5% level of significance. The remaining factors (monthly income and 
marital status) are significant at 5% level. There is no relationship between ages, gender, educational 
qualification, occupation and there is relationship between monthly income and marital status. 

 
Significant Relationship between Demographic Factors and Pricing of the Products 

S.No Personal profile Satisfaction with Working Hours Significant/ Non-
Significant  Table Value Calculated value 

1 Age 26.296 18.1546 Not significant 
2 Gender 9.488 6.3449 Not significant 
3 Educational qualification 21.026 17.8082 Not significant 
4 Area of Location 9.488 13.4744 Significant 
5 Monthly Income 26.296 12.4505 Not significant 
6 Marital status 15.507 11.4782 Not significant 
7 Occupation 21.026 16.9005 Not significant 

Sources: Primary data 
 
The table reveals that the factors are age, gender, educational qualification, monthly income, 

marital status, occupation are not significant at 5% level of significance. The remaining factor area of 
location are significant at 5% level. There is no relationship between age, gender, educational qualification, 
monthly income, marital status, occupation and there is relationship between areas of location. 
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Promotional Strategies 

Promotional Strategies Average Rank 
Offer download e-books 5.15 III 

Market offer like banners, navigation, deal of the day etc. 6.13 I 

Visually pleasing banners in website to showcase promotions, special  4.10 IX 

Designing friendly 4.82 IV 
E-mail marketing campaign 5.29 II 
Promotional sticker in different area 4.11 VIII 
Gift wrapping of gift message for customer 4.36 VI 
E-mail coupons / Promotions 4.16 VII 
Offer discounts 4.52 V 

Online coupons 4.08 X 
Sources: Primary Data 

 

The table shows the promotional strategies more effective for online marketing, Market offer like 

banners, navigation, deal of the day etc. is ranked first by the respondents-mail marketing campaign is 

ranked second  by the respondents, Offer download e-books is ranked third by the respondents, Designing 

friendly is ranked fourth by the respondents, Offer discounts is ranked fifth by the respondents, Gift 

wrapping of gift message for customer is ranked sixth by the respondents, E-mail coupons / Promotions  is 

ranked seventh by the respondents, Promotional sticker in different area is ranked eight by the respondents, 

Visually pleasing banners in website to showcase promotions is ranked ninth by the respondents, Online 

coupons is ranked tenth by the respondents.  

It is clear that majority of the respondents’ promotional strategies more effective for online 

marketing uses for ‘Market offer like banners, navigation, deal of the day etc.’ 

FINDINGS, SUGGESTION AND CONCLUSION 

 FINDINGS 

 Majority of the respondents getting convenience for buying products 

 Majority of the respondents get awareness about the online marketing from internet. 

 Majority of the respondents have purchased two times through online. 

 Majority of the respondents have purchased electronic goods through online. 

 Most of the respondents are mode of payment is cash. 
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 Majority of the respondents are using fixing price.  

 Most of the respondents are price discount providing in online marketing.  

 Majority of the respondents are have a warranty of the products. 

 Majority of the respondents are not paying service charge for purchase through online marketing. 

  Majority of the respondents are none of the problem facing through purchasing online marketing 

 Majority of the respondents are repair it with own cost. 

 Majority of the respondents are felt the product quality is good. Because the online shopping 

products are all branded products and moderate price level.  

 Majority of the respondents are satisfied with the complement items. 

 Majority of the respondents are satisfied with safety while using internet marketing. 

 Majority of the respondents are satisfied with the discounts of products. 

 Majority of the respondents are satisfied with the competitive price on online marketing.    

 Majority of the respondents are satisfied with the healthy contact online marketing.    

 Majority of the respondents are satisfied with the availability of desired product on online 

marketing.    

 Majority of the respondents are satisfied with the availability of variety products on online 

marketing.    

 Majority of the respondents are satisfied with the samples and free gift on online marketing.   

 SUGGESTION 

Based on the findings identified in this research work, the researcher would like to bring the following 

suggestions to rectify the issues faced by the respondents in the strategy adopted in online marketing. 

• Some of the respondents felt that only limited web sites are available for doing online marketing. 

Hence the government must take initiatives and promotes the business people to do their business 

in online marketing. 

• Few respondents told that there is no awareness to the customers about the online marketing. 

Hence the awareness may be created to the customers about the online marketing. 

• Some of the respondents are not satisfied with the quality of the products supplied in online 

marketing. Hence the vendors in online marketing should ensure the quality of the goods delivered 

through online marketing which will help the sellers to retain the existing customers and increase 

the potential customers for their business. 

 

Suraj Punj Journal For Multidisciplinary Research

Volume 9, Issue 8, 2019

ISSN NO: 2394-2886

Page No: 18



CONCLUSION 

In modern scenario both the parents and elders in the family are in a condition to generate 

income to meet their family requirement. So, all the elders in the family are involved in any one of 

the activities to generate income to their family. Online marketing is very useful to these types of 

customers who are not ready spend much time for shopping. Buy majority of the customers do not 

know the strategy adopted in online marketing. Even the educated people do not all the marketing 

strategy adopted in online marketing. Whether the seller fix the price of the products after 

considering economy condition of the customer, buying power of the customers or not? This is the 

issue for the customers who are dealing in online marketing. In this research work the researcher 

identified the attitudes of the customer in the marketing strategy adopted in online marketing. In 

general, online marketing ensures competitive price, speed delivery of the goods, etc. But 

awareness of the customers about the online marketing is comparatively low. The government and 

well-wishers should analyse and bring the measures to create awareness to all the customers to go 

for online marketing. 
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