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directions.

Abstract: In today’s rapidly evolving retail ecosystem, customer behavior is being reshaped by digital accessibility,
technological innovation, and shifting societal trends. This study explores the differences in customer satisfaction
between online and traditional shopping within the Ujjain Division, India. Using both quantitative and qualitative methods,
the research evaluates demographic influences, challenges in digital retail, and consumer expectations. The findings
reveal a dynamic, hybrid consumer base influenced by trust, convenience, and infrastructure availability. The study
emphasizes the need for integrated omnichannel strategies and improved post-purchase services to enhance
satisfaction across both platforms. It concludes with actionable recommendations and potential future research

Introduction - The commercial landscape has undergone
a significant transformation due to the growth of digital
platforms, technological innovation, and changing consumer
lifestyles. One of the most notable shifts is the rapid rise of
online shopping, which has challenged the traditional brick-
and-mortar model. Consumers today enjoy the flexibility to
shop from anywhere, anytime, and access a wider range
of products and services. In India, this shift is visible,
although traditional retail still holds strong in areas with
limited digital access or where in-person interaction is
valued more. This paper studies these evolving consumer
behaviors, focusing specifically on the Ujjain Division of
Madhya Pradesh, India.

Review of Literature

Ishita Verma (2023) conducted a study titled “A Study on
Customer Satisfaction with Omnichannel Retailing in India”,
where she evaluated customer experiences across
integrated retail platforms. Her findings revealed that well-
coordinated online and offline channels significantly improve
customer satisfaction, while inconsistencies in pricing and
stock availability often cause frustration.

Noah Johnson & Mia Thomp son (2024) examined
*'Sustainability and Customer Satisfaction in Online vs
Offline Retailing™ in the US and Australia. Their cross-
national study highlighted that eco-friendly practices, such
as carbon-neutral delivery and ethical sourcing, boost
satisfaction, especially among younger demographics.
Objectives of the S tudy:

1. To analyze the demographic profile of consumers in

the Ujjain Division and its influence on shopping
preferences.
2. To provide strategic recommendations for retailers to
improve customer satisfaction across channels.
Hypotheses of the S tudy:
H, (Null Hypothesis): There is no significant relationship
between demographic factors and preference for online or
traditional shopping.
H, (Alternative Hypothesis): There is a significant
relationship between demographic factors and shopping
preference.
Research Methodology
This study adopts a descriptive research design. Data was
collected through structured questionnaires distributed to
consumers in Ujjain Division, covering both urban and semi-
urban areas. The total sample size was 420.
1. DataAnalysis T ools:
Independent t-test
One-way ANOVA
Mean, Standard Deviation, p-value (significance level set
at 0.05)
2. DataAnalysis:
2.1 Onthe basisof Age Group: The table below presents
the age-wise distribution of the 420 respondents from the
Ujjain Division who participated in the study. This
demographic segmentation helps understand the age
diversity of the sample and allows further analysis of how
age impacts satisfaction levels in both online and traditional
shopping.
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Table 1: Age-wise Distribution of Respondent s

Age Group | Male | Female | Total | % of Total
Below 18 18 22 40 9.52%
18-25 65 70 135 32.14%
26-35 55 50 105 25.00%
36-50 40 35 75 17.86%
Above 50 30 35 65 15.48%
Total 208 212 420 100

Source: Survey work
Graph 1: Age-wise Distribution of Respondent s
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Interpret ation of Dat a: The table presents the percentage
distribution of individuals across different age groups within
a total population of 420. The data shows that the largest
segment of the population, 32.14%, falls within the 18—-25
age group. This indicates a predominantly young adult
demographic, possibly consisting of students or early-career
professionals.

Reason for the Difference: The significant gap between
the highest and lowest age group percentages reflects both
behavioral trends and structural realities. The 18-25 age
group actively engages with both online and offline shopping
platforms and is digitally empowered, making them highly
visible and accessible for research. In contrast, the below
18 group lacks autonomy, financial capacity, and in some
cases, access to participate meaningfully in shopping-
related activities.This age-wise disparity emphasizes the

importance of targeting age-appropriate strategies in
marketing, product design, and educational outreach. It also
highlights the need for researchers to consider demographic
balance when interpreting consumer behavior, as different
age groups bring unique perspectives and limitations to the
study of satisfaction and preferences in the evolving retail
environment.

2.2 Onthe Basis of Gender: The gender-wise distribution
of the 420 respondents from Ujjain Division provides a
balanced overview of male and female participation in the
study. This demographic breakdown is essential for
analyzing variations in shopping behavior and satisfaction
levels across genders, particularly when comparing
experiences in online and traditional shopping modes.
Table 2: Gender-wise Distribution of Respondent s

Gender Number of Percent age (%)
Respondent s

Male 208 49.52%

Female 212 50.48%

Total 420 100%

Source : Primary Survey
Graph 3: Gender-wise Distribution of Respondent s
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Interpret ation of Dat a: The gender-wise distribution shows
a nearly equal representation of male and female
respondents, with females slightly outhumbering males by
a small margin (50.48% compared to 49.52%). This almost
equal split offers a reliable basis for conducting comparative
analysis of shopping satisfaction and behavioral tendencies
across both genders.

Reason for Equal Represent ation: The balanced
participation of both genders may be attributed to several
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factors:

e Equal access to educational and professional
environment s in Ujjain Division, enhancing awareness and
digital exposure.

e Rising smartphone and internet penetration
women, even in semi-urban or rural regions.

e Shiftin family and social dynamics , enabling more
women to make independent decisions regarding shopping
and finance.

e Survey Methodology , which ensured convenience
sampling across varied age groups and settings, allowing
equal opportunity for both genders to respond.
Hypothesis 1 — Demographics And Shopping Behavior
Hypothesis S tatement

Null Hypothesis (H ): There is no significant relationship
between demographic factors and preference for online or
traditional shopping.

Alternative Hypothesis (H ). There is a significant
relationship between demographic factors and preference
for online or traditional shopping.

3. Statistical tools used include:  Independent t-test for
comparing means across two groups (e.g., Gender).
One-way ANOVA (Analysis of Variance) for variables with more
than two categories (e.g., Age Group, Income Level, etc.).
Mean, Standard Deviation, test statistic, and p-value were
computed to evaluate statistical significance at a 5% level
(p <0.05).

Table 3: Summary of Hypothesis T esting Using t-test
and ANOVA

among

Variable Test Type | Test Statistic | p-value
Gender t-test 1.922 0.0553
Age Group | ANOVA 0.082 0.9878

Interpret ation of the T able

Gender: The p-value (0.0553) is slightly above 0.05,
indicating no statistically significant difference in shopping
preference between male and female respondents,
although the result is marginal and may warrant further
exploration.

Key Findings :

1. Logistical Limit ations : Many respondents from semi-
urban areas (Khachrod, Nagda, Mahidpur) faced frequent
delays or failed deliveries.

2. Gender and Age: No significant difference in
preferences was observed across gender or age groups,
but rural consumers were more inclined toward traditional
shopping.

Suggestions and Recommendations:

1. Embrace Omnichannel Retailing

2. Improve Trust in Online Shopping

Future Scope of the S tudy

1. Regional Exp ansion: Future research could expand
to include multiple divisions or states to analyze cultural
and infrastructural impacts on shopping behavior.

2. Longitudinal S tudies: A time-based study could
measure the evolving preferences post-pandemic, inflation,

or government initiatives like ONDC.
3. Product-S pecific Analysis: Further research could
focus on specific product categories such as groceries,
electronics, or luxury items to understand category-based
consumer behavior.
Conclusion: The study highlights the evolving nature of
consumer shopping preferences in the Ujjain Division. While
online platforms offer convenience and variety, traditional
retail continues to hold value, especially in trust and post-
sale service. A hybrid, omnichannel model is increasingly
becoming the preferred choice. Retailers must adapt to this
blended approach by addressing digital literacy gaps,
improving logistics, and building consumer trust to enhance
satisfaction across the board.
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