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INTRODUCTION
India's e-commerce sector is currently estimated to be valued at

approximately $25 billion (Bhatt, Patel, & Vidani, 2017). It is projected to
expand to $200 billion in the next decade. Ecommerce platforms such as
Flipkart and Amazon have greatly simplified the lives of consumers
(Sukhanandi, Tank, & Vidani, 2018). With a single click, individuals can
purchase discounted items from the comfort of their home, office, or any
location they choose, without the need to visit a physical store, and have the
products delivered to their doorstep. India's online retail industry is presently
valued at roughly $25 billion. It is anticipated to experience a growth of $200
billion over the next ten years. Online shopping has gained popularity as a
consumer's preferred method of shopping. This novel approach to shopping
not only provides a wide range of products to potential customers but also
opens up numerous business opportunities in a vast market (Sachaniya, Vora,
& Vidani, 2019). Social media has evolved from being merely a platform for
self-expression on the internet to becoming a vehicle for selling products to
consumers, commonly referred to as an online store. Due to its many
advantages and benefits, an increasing number of individuals express a
preference for online shopping over traditional brick-and-mortar shopping
(Singh & Kashyap, 2007). Online shopping or internet marketing involves
utilizing technology (computers) to enhance marketing efforts. Instagram
shops are now expanding their functionality in response to evolving consumer
needs (Sachaniya, Vora, & Vidani, 2019). Companies selling items such as
clothing, cosmetics, and shoes have harnessed the power of platforms like
Instagram to connect with potential buyers, as social media usage has become
widespread. (Vidani, Jacob, & Patel, 2019) E-commerce has experienced rapid
growth in recent years, thanks to numerous advantages associated with online
purchasing, including simplified transactions and lower costs in comparison to
other shopping methods. (S, 2022)

LITERATURE REVIEW
Samrat Bharadwaj (2019), This study refers the e-commerce sector in

India and to examine the competitiveness in e-commerce sector between two
giants Amazon and Flipkart. In the ecommerce sector, though we can see
numerous e-commerce companies in India, Amazon an Flipkart are two firms
that are extremely competing. According to the survey done by the author,
Amazon India is better than Flipkart when attributes such as stock availability,
discounts, delivery speed, and product quality were compared. From this
study the author found out males are more interested in purchasing products
online when compared to females and people gain interest in buying goods
online when they are vulnerable to discounts, offers, etc.
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Dk Gageshwar (2013), An Indian Business Report context”,
international journal of underground and electronic services, science and
technology. He concluded that e-commerce in India has a very bright future
despite security, privacy and dependency Technology is one of the
disadvantages of e-commerce, but e-commerce still has a bright future.

Dr. Milind A. Marathe and Mr. Amar V. Yedake (2020), the
opportunities for worldwide and local e-commerce are created to increase in
the number of internet users gradually. This number is said to reach over 445
million users in 2020. The authors found that various factors like security,
information availability, shipping, quality, pricing, and time are the
determinants of customer satisfaction and concluded that most of the
customers are satisfied with.

S. Sudheer, SK. Fayaz (2019), the key purpose of this research is to find
out the factors which influence the purchasing and satisfaction level of
customers when they buy using Flipkart website or application. The authors
found that, countryside customers prefer Flipkart because they are satisfied
with the in-time delivery of the products, the offers, and discounts given, safe
packaging, payment procedure, customer service and concluded that, even
though there are many others e-commerce sites, customers prefer Flipkart.

M. A. Prasad and A. Chandra Praba (2021), wants to understand the
consumers’ satisfaction level and to know consumers’ purchasing pattern. The
primary data is being collected through a survey conducted in Coimbatore
town. The researcher considered factors such as price, quality, offers and
discounts, brand preference, delivery on time, premium membership for the
study and found that people prefer delivery on time as the major factor while
choosing the e-commerce site. The findings from this study are majority of
respondents purchase online once in a month, choose cash on delivery as
their payment method, and respondents purchase online due to
promotional activities. The conclusion drawn from this study is, based on the
survey done on consumer’ Amazon is the clear winner against Flipkart and
other e-commerce websites.

Research Objective
Primary Objective:
a. The main objective of this research paper, is to analyse amazon and

Flipkart which are giants company in E-commerce sector comparatively.

b. To study customer satisfaction on reliability and delivery time of Flipkart
and amazon.
c. To Analyse Customer preference for online shopping either amazon or

Flipkart.

d. To study customer choice when they prefer to do online shopping
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METHODOLOGY
Research Design:

For this research, we used quantitative method as it is precise and faster
comparison to qualitative method as far as this is descriptive research.
Sample Size:

For this research, we try to target people who are frequently buying
products using Amazon and Flipkart. As it is demographic research, the target
population for study is customers of Ahmedabad city located in Gujrat.

Data Collection

For this study, we use primary method for data collection. For that we
made Questionnaire to reach out targeted population. In Primary method, data
is not used before and it has more trustable for research analysis.

Tools use
o Microsoft word
o Chat Gpt
Quesionnaire Design

We apply survey method through Questionnaire for data collection, in
Questionnaire we use some demography question such as gender, age, income
etc. after that we modify question to know approach and attitude of customer.

RESULT
Data Analysis

Cronbatch Alpha

Table 1. Reliability Statistics

Cronbach's
Alpha N of Items
.768 14

*Source Spss Software

As the Alpha Value is more than 0.07 i.e.0.768 the Data is Reliable

124



International Journal of Business and Management Practices (IJBMP)

Vol.2, No.1, 2024: 121-136

Table 2. Experience about Delivery Time of Flipcart

Experience about delivery Total
time of flipkart
.00 | Strongy | disagree | normal | agree | Strongy
disagree agree
age .00 1 0 0 0 0 0 1
18 to 0 4 5 14 16 58 97
30 30 0 0 1 11 16
to 50 0 0 3 4
above 1
50 5
Total 1 6 17 17 72 118
*Source Spss Software
Reliability of Statastics
Scale: All Variables
Table 3. Chi-Square Tests
Asymp.  Sig.
Value df (2sided)
Pearson Chi-Square 125.6922 15(.000
Likelihood Ratio 19.230 15(203
Linear-by-Linear
Association .687 1 (407
N of Valid Cases 118

*Source Spss Software

A. 20 Cells (83.3%) have Expected Count Less than 5. The Minimum
Expected Count is. 01

Interpretation

The majority of respondents in the 18 to 30 age range highly agree or

agree that their experience with Flipkart regarding delivery time was favorable.

There is less overall satisfaction and agreement among respondents in the 30-

to 50-year-old age range.
The age group above 50 had the fewest comments, and most of them

disagree or are unsure regarding the delivery time.
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Table 4. Experience about Deliverytime of Amazon

Crosstab Count

Experience about delivery time
of amazon
stongly strongly
.00 disagree |disagree |normal |agree agree Total
age .00 1 0 0 0 0 0 1
18 to 30 97
30 to 50 0 5 5 13 18 56 16
above
50 0 2 0 4 0 10 4
0 1 0 0 0 3
Total 1 8 5 17 18 69 118
*Source Spss Software
Table 5. Chi-Square Tests
Asymp. Sig.
Value df (2sided)
Pearson Chi-Square 128.0162 (15 .000
Likelihood Ratio 24.796 15 1.053
Linear-by-Linear .034 1853
Association 118
N of Valid Cases

*Source Spss Software

A.19 Cells (79.2%) have Expected Count Less than 5. The

Minimum Expected Count is. 01

Interpretation

The crosstab that is supplied is a poll on the experiences of various age

groups with Amazon's delivery time. The information is arranged in a tabular

style, with rows denoting three age ranges: 18 to 30, 30 to 50, and above 50. The

columns correspond to replies that range from "strongly disagree" to "strongly

agree."

At the bottom of the table is the overall count for each response type.

There are 118 replies to the poll overall, and the opinions of the various age
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groups about Amazon's delivery time are divided into different degrees of

agreement and disagreement.

Table 6. Experience about Reliability of Flipcart

Crosstab Count

Experience about reliability
of flipkart
strongly strongly
.00 disagree |disagreejnormal |agree |agree Total
a8e 1 0 0 0 0 1
.00
18 to of ¢ 6 11 24 51 97
30 30 5
to 50 0 2 2 4 8 16
0
above
50 0 0 0 1 2 1 4
Total 1 5 8 14 30 60 118
*Source Spss Software
Table 7. Chi-Square Tests
Asymp. Sig.
Value df (2sided)
Pearson Chi-Square  [122.2892 [15 .000
Likelihood Ratio 16.543  [15 347
Linear-by-Linear 368 1 544
Association
N of Valid Cases 118
*Source Spss Software
A.19 Cells (79.2%) have Expected Count Less than 5. The
Minimum Expected Count is. 01
Interpretation

With 97 replies, the table indicates that the majority of respondents are

between the ages of 18 and 30. "Strongly agree" (51 responses) has the second-

highest total among this age group, after "agree" (24 responses) .
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There are 16 replies overall in the 30- to 50-year-old age range With two

responses apiece, the "normal" and "agree" categories comprise the majority of

responders in this age group.

Crosstab Count

Table 8. Experience about Reliability of Amazon

Experience about reliability of

amazone
strongly strongly
.00 disagree disagree |[normal [agree agree Total
10 1 0 0 0 0 1
18 to
3030 0 6 3 11 28 97
to 50
age
8% above of 1 2 0 5 16
50
0 0 0 0 3 4
Total 1 7 5 11 36 118
*Source Spss Software
Table 9. Chi-Square Tests
Asymp. Sig.
Value df (2sided)
Pearson Chi-Square  [126.7752 [15 .000
Likelihood Ratio 21.037 [15 136
Linear-by-Linear 534 1 465
Association
N of Valid Cases 118

Interpretation

*Source Spss Software
A.19 Cells (79.2%) have Expected Count Less than 5. The
Minimum Expected Count is. 01

A summary of replies on Amazon's reliability is shown in the crosstab

below, broken down by age groups and agreement levels. The replies are

shown in the table as follows: "strongly disagree," "disagree,

nn

normal," "agree,"

and "strongly agree." The age groups "18 to 30," "30 to 50," and "above 50" are

represented by the rows.
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The numbers in the table's cells indicate how many respondents fit into

each age group and agreement level combination. In the cell containing the age

range of "18 to 30" and the agreement level of "agree," for instance, 28 people

answered. Additionally given are the totals for each age group and agreement

level .
Table 10. Experience with Flipkart Delivery Time and Reliability
Crosstab Count
Experience with flipkart of delivery time and reliability
strongly strongly
.00 disagree disagree |normal |agree agree Total
8¢ 00 1 0 0 0 0 0 1
18 to 30 0 4 6 14 16 57 97
30 to 50 0 0 2 1 3 10 16
above 50 0 0 0 1 2 1 4
Total 1 4 8 16 21 68 118
*Source Spss Software
Table 11. Chi-Square Tests
Asymp.  Sig.
Value df (2sided)
Pearson Chi-Square 124.2472 15 (000
Likelihood Ratio 18.072 15).259
Linear-by-Linear .649 1 (421
Association
N of Valid Cases 118

*Source Spss Software

A.19 Cells (79.2%) have Expected Count Less than 5. The
Minimum Expected Count is. 01
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Interpretation

18 to 30: Out of 97 respondents, the majority (57) strongly agree that
Flipkart has good delivery times and dependability. The remaining
respondents (16) agree, 14 answer normally, 6 disagree, and 4 strongly
disagree.

30 to 50: Of the 16 responses, 10 are in agreement, 3 hold a typical
opinion, 2 are in disagreement, and neither strong agreement nor strong
dissent is present.

Above 50: Of the four responders in this age group, two give a normal
response, one agrees, and there are neither strong disagreements nor strong
agreements. The final total reveals that there is a wide range of opinions among
the 118 respondents about Flipkart's dependability and delivery time.

Table 12. Experience with Amazon about Delivery Time and Reliability
Crosstab Count

Experience with amazon of delivery time and
reliability
strongly strongly
.00 disagree disagree |normal |agree agree Total
age .00 1 0 0 0 0 0 1
18 to 30 0 9 6 6 23 53 97
30 to 50 0 1 2 1 16
above 50 0 1 0 0 4
Total 1 11 8 7 28 63 118
*Source Spss Software
Table 13. Chi-Square Tests
Asymp. Sig.
Value df (2sided)
Pearson Chi-Square  [122.5402 15.000
Likelihood Ratio 15.991 15|.383
Linear-by-Linear .003 11954
Association
N of Valid Cases 118

*Source Spss Software
A.18 Cells (75.0%) have Expected Count Less than 5. The
Minimum Expected Count is. 01
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Interpretation

A summary of poll responses about Amazon delivery time and
dependability is shown in the crosstab table, which is organized by
respondents' age groups and agreement levels. The number of responders who
fit into each category is displayed in the table.

The age ranges shown in the rows are 18 to 30, 30 to 50, and over 50. The
levels of agreement are shown in the columns as strongly disagree, disagree,
agree, and strongly agree.

With a total count of 97, the data shows that most respondents, who are
between the ages of 18 and 30, either agree or strongly agree with Amazon's
delivery time and reliability. On the other hand, respondents who are over 50
and in the 30- to 50-year age range exhibit lower overall counts of agreement.

DISCUSSION

In this study we find out what customer facing problem while
purchasing online from platform like Flipkart and amazon.by analysing data,
age group 18-30, most of respondents are strongly agree with amazon delivery
time while age group 18-30, most of respondent strongly agree with Flipkart
reliability.

CONCLUSION

The data illustrates how opinions about Flipkart and Amazon's
dependability and delivery timeframes are distributed among various age
groups. It implies that responses fluctuate according to age group, with
younger respondents seeming to agree more than older respondents. The data
presented is a summary of survey replies about the dependability and delivery
schedules of two e-commerce companies, Flipkart and Amazon. This is a
succinct overview.
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