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Prior research in the field of online retail has predominantly adopted 
a consumer-centric perspective, primarily rooted in the positivist 
paradigm. While these studies have shed light on consumer needs, 
values, website design, and the role of content, there has been a 
notable dearth of literature that explores the online retailer's 
narrative, their lived experiences, and their interactions while 
offering products to consumers. This study seeks to address this gap 
by employing a narrative approach to data collection and analysis. 
In this study, a narrative approach was employed to understand the 
experiences and perspectives of online retailers. Qualitative data 
collection methods were used to delve into the stories and experiences 
of these retailers, going beyond the traditional consumer-focused 
investigations. The findings of this research reveal intriguing insights 
into the practices of online retailers. It becomes evident that online 
retailers may, at times, hide or manipulate information to serve their 
vested interests, particularly when it comes to designing content for 
product offerings. Their narratives indicate the challenges they face 
in cultivating trust among consumers, retaining their customer base, 
and providing satisfactory after-sales services. However, online 
retailers are not passive actors; they employ a variety of strategies 
to effectively communicate product attributes and enhance customer 
retention. This research sheds light on the complex interplay of 
interests, strategies, and challenges within the online retail space, 
from the perspective of the retailers themselves.

Keywords: Content design, Trust, product attributes, Customer 
retention

Introduction
In discussions with a friend employed as a manager 
at XYZ.com (name changed), it became apparent 
that many online retailers tout the excellence of 
their products and services, highlighting user-
friendly and interactive websites. However, when 
probed about the foundation of their offerings 
and how consumers perceive their engagement 
on e-platforms, my friend was perplexed. In my 
observations within my office and neighborhood, 
I've noted a significant number of people who are 
internet-savvy, using smartphones and gadgets, 

yet hesitating to make purchases from online 
retailers. This hesitation, I believe, is closely tied 
to consumers' perceived value of online retailers 
and their offerings, and how these factors influence 
their purchase intentions.

The Internet has revolutionized the way businesses 
market their products in this digital era of the twenty-
first century (Mukharjee & Nath, 2007). Online 
shopping platforms have proliferated over the past 
decade, becoming a favored method of offering 
products to consumers. The growing number of 
internet users, coupled with advancements in 
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technology, has led to a surge in online business 
activities, intensifying competition among firms 
operating in the digital sphere (Vazquez & Xu, 
2009; Limbu, Wolf, & Lunsford, 2012). Online 
shopping has redefined the traditional shopping 
experience, eliminating physical barriers and 
enabling buyers and sellers to transact without in-
person interactions.

However, online shopping's practicality and 
convenience are not without challenges. Security 
concerns regarding digital information and its 
potential misuse are prominent (Kim, Kim, & 
Kandampully, 2009). Moreover, in the virtual 
world of the internet, customers cannot physically 
inspect or touch products before purchase, which 
can lead to uncertainty. Despite the convenience, 
there are numerous obstacles that hinder full-scale 
adoption of online transactions by businesses and 
consumers.

While global online shopping has advanced 
significantly, Nepal appears to be in the early stages 
of adopting the e-business concept. This lag may 
be attributed to a lack of technological adaptation 
and an understanding of the psychological factors 
influencing consumer behavior. Both tangible and 
intangible barriers constrain the full expansion of 
online business and trading. Nepal stands to benefit 
from embracing e-business, as it can eliminate 
physical barriers and constraints typically 
associated with traditional purchasing patterns.

Nonetheless, the adoption of online trading and 
e-business in Nepal faces its own set of challenges, 
particularly related to technological adaptation. 
The psychological aspect of consumer behavior 
is another pivotal consideration for businesses. 
Numerous psychological factors come into play, 
influencing the dynamic nature of consumer 
behavior.

In essence, the landscape of online retail is 
multifaceted, shaped by technology, security 
concerns, and psychological factors. While Nepal 
is in the early stages of this transformation, the 
potential benefits of embracing e-business are 
significant. Addressing the challenges posed by 
technological adaptation and understanding the 

psychological aspects of consumer behavior are 
crucial steps toward realizing the full potential of 
online trading in the country.

Problem Statement
The existing body of research has extensively 
delved into the factors influencing consumers' 
online purchase intentions and the decision-
making processes from a consumer-centric 
perspective. However, there is a notable gap in our 
understanding when it comes to the viewpoint of 
online retailers. Little attention has been given to 
exploring what online retailers think and perceive 
regarding the behavior and psychology of online 
consumers, their decision-making processes, and 
how these insights shape their approach to offering 
products and designing websites.

Prior studies have emphasized the need for a 
deeper comprehension of the retailer's perspective, 
particularly in the context of Nepal, where 
this aspect remains relatively unexplored. It 
has become evident that consumers' purchase 
decisions are intricately linked to how online 
retailers present their products and services and 
engage with consumers through online platforms. 
Therefore, there is an urgent need to uncover the 
thoughts, actions, and behaviors of online retailers 
in response to consumers while offering products 
and services in the Nepalese marketplace.

Research Objective 
The primary objective of this study is to investigate 
and gain insights into the perspective of online 
retailers. Specifically, this research aims to 
understand how online retailers perceive and 
interact with their consumers when presenting 
products on e-platforms.

Literature Review
A comprehensive examination of the existing 
literature reveals crucial insights into the dynamics 
of online retailing from both consumer and online 
retailer perspectives. Siddiqui, O’malley, McColl, 
and Birtwistle (2003) emphasized the differences 
in retail and consumer perceptions of fashion 
websites, indicating that retailers often struggle to 
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comprehend consumer needs but remain content 
with their online offerings. Bevan and Murphy 
(2001) outlined strategies for online retailers 
to create value for consumers by consistently 
developing and enhancing online offerings and 
formats.

Kim and Stoel (2004) highlighted the pivotal role 
of store image and perceived value in shaping 
purchase intentions, with consumers who perceive 
higher value demonstrating greater willingness to 
purchase and exhibit loyalty. Gan, Limsombunchai, 
Clemes, and Weng (2005) and Stonewall (1992) 
provided various definitions and dimensions of 
"value," underlining its significance in consumer 
judgments and preferences.

Sweeney and Soutar (2001) offered an overall 
assessment of perceived value as a crucial factor 
in evaluating product attributes and performance 
in alignment with consumer goals. Wolfinbarger 
and Gilly (2001) differentiated between goal-
oriented and experiential online shoppers, who 
seek utilitarian and hedonic value, respectively. 
Vliet and Pota (2001) classified online retailers 
based on their corporate origins, while Newholm, 
McGoldrick, Keeling, Macaulay, and Doherty 
(2004) highlighted the importance of tailoring 
online offerings to different product categories.

Constantinides, Romero, and Boria (2008) 
recommended social media strategies for online 
retailers, suggesting passive and active uses of 
social media platforms to enhance customer 
experience and product customization. Kim and 
Lennon (2010) explored the causal relationships 
among purchase intention, risk, satisfaction, and 
intention to revisit, shedding light on the impact of 
available information on purchase-related factors.

Akroush and Al-Debei (2015) emphasized the role 
of website image, reputation, relative advantage, 
and trust in shaping online shopping attitudes. 
Tandon, Kiran, and Sah (2017) underscored the 
positive impact of perceived usefulness and website 
functionality on customer satisfaction. Rahman, 
Khan, and Iqbal (2018) delved into motivation 
and barriers to online purchasing in a South Asian 
context, highlighting the significance of trust and 
privacy concerns.

However, it is noteworthy that prior studies 
have predominantly taken a consumer-centric 
perspective, largely grounded in the positivist 
paradigm. Insufficient attention has been devoted 
to understanding online retailers' perspectives, 
experiences, and insights. This study seeks to 
address this gap, guided by a post-positivism 
approach, with the aim of unraveling how online 
retailers perceive and interact with consumers and 
create value in the online marketplace.

Theoretical Review
There were some theories that reviewed and 
found is suitable to explain this phenomenon. 
Like, Signaling theory explains that one party 
credibly conveys some information about itself 
to another party (Spence, M. 1973). While, it 
is realized that based on Classical conditioning 
theory, the stimulus-organism-response (S-O-R) 
paradigm adapted by (Eroglu, Machleit, & Davis, 
2001) is most appropriate and well explained 
this phenomenon. In context of online retailing 
environmental stimuli (S) is defined as “the sum 
total of all the cues that are visible and audible to 
the online shopper” (Eroglu, Machleit, & Davis, 
2001). Consumers’ internal states of affect and 
cognition are represented by Organism (O). In 
online shopping consumers’ affective and cognitive 
internal states towards website affect consumer 
responses (R) during site visits, like approach or 
avoidance behaviors (Donovan & Rossiter, 1982). 
In this context, the information/message that 
online retailers tried to communicate is considered 
as stimuli (S), internal states of affect and cognition 
are considered as organism (O) and responses 
towards website/social media/retailers offering are 
considered as response (R).   

Methodology
This study delves into the lived experiences of 
online retailers as they offer products in an online 
platform. Notably, existing literature in this domain 
has primarily been approached from the consumer's 
perspective, heavily influenced by the positivist 
paradigm, with studies exploring factors such as 
purchase intention, satisfaction, and perceived 
value (Kim and Lennon, 2010; Gan et al., 2005; 
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Tandon et al., 2017). While some literature does 
exist from a qualitative perspective, these studies 
tend to focus on consumer needs, the concept of 
value, website design, the role of content, and 
product categories (Bevan and Murphy, 2001; 
Newholm et al., 2004; Vliet and Pota, 2001).

However, the narratives and experiences of online 
retailers have been significantly underrepresented 
in the existing body of work. Therefore, this study 
adopted a narrative approach for data collection, 
aiming to address this underexplored aspect of 
online retailing.

The study selected two online retailers as the 
primary participants, both specializing in clothing 
products. Clothing products were chosen as 
the focal point because, unlike other product 
categories, consumers do not have the opportunity 
to physically touch, feel, or try on the products 
when shopping online. The selection of participants 
was purposeful, with a focus on information 
richness. Out of a pool of 10 online retailers, two 
participants were chosen for the study, one from 
Kathmandu and one from Lalitpur, as online 
business predominantly thrives in urban areas of 
Nepal.

The researcher engaged in informal discussions 
with the online retailers at the outset of the 
fieldwork, followed by a series of interviews, 
typically comprising a minimum of three rounds 
for each participant. Additionally, the researcher 
observed the online presence of the selected 
retailers across various digital platforms, including 
web pages and social media. This multifaceted 
approach was employed to capture a comprehensive 
understanding of how online retailers offer their 
products in the digital realm.

The data collected was meticulously analyzed 
through transcription, coding, and categorization 
using MAXQDA-20, ultimately leading to the 
identification of pertinent themes. The final 
transcriptions were submitted to the participants 
for approval, ensuring their consent and 
maintaining the confidentiality and anonymity of 
the participants by using pseudonyms in the report.

The research adhered to the ethical guidelines of 
the university, securing informed consent from 
the participants, and upholding the principles 
of confidentiality and secrecy to protect the 
participants' identities and experiences. The 
narrative approach was carefully selected as the 
research methodology, aligning it with the research 
questions, and the study's strengths and weaknesses 
were thoughtfully considered in the context of the 
research questions.

Results and Discussion
The results of this study, which delves into the 
online retailers' lived experiences as they offer 
products in the online platform, were based on 
the narratives and insights shared by two online 
retailers, Acharyaji and Shristi (names changed), 
who primarily dealt with clothing products. Both 
retailers had distinct practices and strategies, and 
their experiences reflected the themes developed in 
the study.

Practices of Content Design

Siddiqui, O’malley, McColl, and Birtwistle (2003) 
argued that online retailers tend to prioritize their 
interests over consumer needs when designing 
website content. Acharyaji's approach involved 
prominently displaying prices and essential 
product information to filter out disinterested 
customers efficiently. In this way, they could 
focus on potential customers who were genuinely 
interested. Conversely, Shristi opted not to reveal 
prices intentionally. Their strategy revolved 
around encouraging direct customer interaction, 
aiming to build personal relationships. Both 
retailers acknowledged that while they personally 
addressed customer inquiries, they did not 
prioritize addressing such concerns during the 
content design process. This practice implied that 
content design was often manipulated to serve the 
retailer's interests rather than the customer's needs.

Online retailers in Nepal tend to provide only 
the most critical information while designing 
and offering products on the online platform. 
This information is often tailored to the retailer's 
perception and interests rather than addressing 
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customers' needs and expectations. It is evident 
that retailers manipulate information to serve their 
vested interests in content design. This approach 
aligns with the findings of Siddiqui, O'malley, 
McColl, and Birtwistle (2003), who noted that 
retailers are often less attentive to consumer needs 
and more satisfied with their online offerings.

Generating Trust

Rahman, Khan, and Iqbal (2018) emphasized 
the significance of trust in e-commerce, with a 
good reputation being pivotal for a company's 
success. Additionally, authors like Bevan and 
Murphy (2001) and Kim and Stoel (2004) stressed 
the importance of continually adding value for 
customers. In this study, both online retailers 
acknowledged the considerable challenge of 
building trust, given the absence of physical 
presence in the digital ecosystem, which triggers 
skepticism about authenticity, safety, and product 
reliability, especially for clothing items. To 
instill trust, both retailers adopted the practice of 
maintaining highly interactive relationships with 
past customers. They solicited feedback and stayed 
in touch with customers to inform them about new 
products and special offers. Both retailers stressed 
the importance of transparency and honesty in 
building trust.

Both online retailers face difficulties in generating 
the trust they desire from their customers. Trust 
is essential for creating value, as emphasized by 
Bevan and Murphy (2001), who encourage online 
retailers to continually develop and enhance their 
online offerings to foster trust and value creation. 
The findings indicate that, in the Nepalese context, 
online retailers struggle to establish the level of 
trust required to create value for their customers.

Product Attributes Aspects

Kim and Lennon (2010) examined how the level 
of information available on a website influences 
purchase intention, risk, satisfaction, and intention 
to revisit. Retailers had differing views on 
displaying product attributes. Acharyaji, who sold 
branded products, chose not to display extensive 
product attributes, assuming that consumers held 

a positive impression of branded products and 
primarily based their decisions on the brand itself. 
They believed that detailing product attributes 
would not serve a significant purpose. In contrast, 
Shristi, dealing with unbranded items, also opted 
not to emphasize detailed product attributes. Most 
customers were more interested in product features 
like color, print, and design, rather than detailed 
attribute descriptions. Both types of retailers faced 
challenges in convincing customers, particularly 
when selling clothing items that customers couldn't 
physically trial, touch, or feel.

Online retailers in Nepal apply different approaches 
in communicating product attributes, depending on 
the product categories they offer. Acharyaji focuses 
on niche marketing, selling branded items, while 
Shristi adopts mass marketing, selling unbranded 
products. This aligns with Newholm et al.'s (2004) 
perspective, which asserts that the design of 
online offers should align with product categories, 
as different categories require distinct levels of 
development and types of trust. Additionally, Kim 
and Lennon (2010) argue that the way retailers 
communicate product attributes can influence 
customers' intention to revisit. In the Nepalese 
context, online retailers seem to be aware of the 
importance of their communication strategies 
regarding product attributes.

Customer Retention Strategies

Kim and Lennon (2010) demonstrated that the 
level of information available on a website 
and the retailer's communication influenced 
customers' intention to revisit. Acharyaji, selling 
branded products, employed technical strategies, 
analyzing individual customer preferences to tailor 
their product displays. They also provided prior 
notifications about discounts and offered special 
deals to returning customers. Shristi, selling 
unbranded items, opted for more personalized 
customer interactions, encouraging customers to 
share pictures of themselves wearing the products. 
This practice created emotional attachments 
and strong relationships between the retailer and 
customers. Both retailers offered various discounts, 
coupons, and special sales to enhance customer 
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retention. They recognized the challenges in 
retaining customers in the competitive online 
business environment.

Both online retailers employ strategies to provide 
a sense of customer delight and personalized 
service, reflecting the recommendations of Kim 
and Lennon (2010). Their strategies differ, with 
Acharyaji employing technical approaches, such 
as analyzing individual customer preferences and 
notifying customers of discounts and new products. 
In contrast, Shristi focuses on building emotional 
connections with customers by encouraging them to 
share pictures of themselves wearing the products. 
This approach is viewed as a way to create strong 
relationships between retailers and customers. 
Both retailers also offer discounts, coupons, and 
special sales to enhance customer retention.

Providing After-Sales Service

Bevan and Murphy (2001) suggested that after-
sales service could create value for consumers and 
increase satisfaction. In this study, both retailers, 
dealing with clothing products, offered similar 
after-sales services to support their customers. 
They had an exchange policy, primarily for reasons 
related to product size, color, design dissatisfaction, 
or delivery of damaged products. Customers 
could contact the retailers directly to request an 
exchange. However, refunds were not offered; 
instead, the same-priced product within the range 
would be exchanged. Both retailers acknowledged 
that handling such situations could be challenging 
and sometimes resulted in awkward scenarios, 
despite their good intentions.

After-sales service is a fundamental way for online 
retailers to create value for their customers and 
increase satisfaction, as suggested by Bevan and 
Murphy (2001). In the Nepalese context, both 
online retailers offer similar after-sales services, 
including product exchanges in the case of size, 
color, or design dissatisfaction, or if customers 
receive damaged products. This approach aligns 
with the concept of adding value to customers 
through after-sales services. However, the findings 
suggest that even though retailers aim to provide 
quality after-sales service, they sometimes 

encounter challenging situations where customers 
remain unsatisfied.

The quantitative research in context of Nepal 
for cement to building including laptop along 
with packaging found conforming the same in 
different ways(Mishra, A. K., & Chaudhary, U., 
2018a&b:Mishra, A. K., 2019: Mishra, A. K., Rai, 
S., & Aithal, P. S., 2023:Mishra, A. K., & Aithal, 
P. S., 2021a&b: Sah, S., & Mishra., A. K., 2020: 
Mishra. A. K., 2019: Mishra, A. K., Sharestha, B., 
2019 ). This research provides validity to several 
research in this context. 

Conclusion
This study delved into the multifaceted landscape 
of online retailing in Nepal, shedding light on 
various practices, strategies, and challenges faced 
by online retailers in different dimensions of their 
operations. The findings provide valuable insights 
into the intricate dynamics of e-commerce in the 
Nepalese context.

Content Design Practices: The study underscores 
that practices of content design in offering products 
online are not customer-centric. Online retailers 
tend to manipulate information to serve their own 
interests rather than prioritizing consumers' needs. 
This highlights a lack of focus on consumer-
centric design, as retailers appear less concerned 
about catering to consumer needs and more content 
with their existing offerings. This finding aligns 
with Siddiqui, O'malley, McColl, and Birtwistle's 
(2003) observations that retailers may not be fully 
attuned to consumer needs.

Generating Trust: One of the key challenges 
identified in the study is the struggle faced by 
online retailers in generating the expected level of 
trust among their customers. Building trust in the 
digital realm is a significant challenge, particularly 
due to the absence of physical presence. This 
challenge resonates with the importance of trust 
highlighted by Rahman, Khan, and Iqbal (2018), 
as it directly impacts the capacity of online retailers 
to create value for their customers.

Product Attributes Consideration: The study 
emphasizes the significance of tailoring 
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communication of product attributes to suit 
different product categories and market segments. 
Online retailers in Nepal appear to be cognizant of 
this aspect, as they apply diverse approaches based 
on the nature of their products. This aligns with 
Newholm et al.'s (2004) assertion that different 
product categories necessitate distinct levels of 
development and trust. It also aligns with Kim and 
Lennon's (2010) argument regarding the influence 
of product information and communication on 
customers' intention to revisit.

Customer Retention Strategies: Online retailers 
are seen to employ various strategies to retain 
customers, focusing on personalized care, product 
notifications, and special offers. They seek to 
provide a sense of customer delight, as suggested by 
Kim and Lennon (2010). The diverse approaches, 
such as technical strategies and personalized 
service, cater to different segments and market 
positions. Both strategies demonstrate a strong 
commitment to building lasting relationships with 
customers, fostering loyalty, and enhancing the 
overall customer experience.

After-Sales Service: Despite their best efforts 
to provide excellent after-sales service, online 
retailers encounter challenges when addressing 
customer concerns and complaints. This resonates 
with Bevan and Murphy's (2001) emphasis on 
creating value through post-purchase interactions. 
The study highlights the difficulties retailers face in 
ensuring customer satisfaction in every transaction, 
even though their intentions are focused on 
delivering a positive post-purchase experience.

In light of these findings, it is evident that the 
landscape of e-commerce in Nepal is a dynamic 
and complex one, shaped by the practices and 
strategies of online retailers. While these retailers 
strive to enhance the online shopping experience 
for their customers, challenges persist in terms 
of content design, trust generation, and customer 
satisfaction. Further research and collective 
efforts among stakeholders are needed to address 
these challenges and unlock the full potential of 
e-commerce in Nepal. As the digital marketplace 
continues to evolve, online retailers and consumers 
alike will need to adapt to these changing dynamics 

and contribute to the growth and development of 
the e-commerce sector in Nepal.

References
Akroush, M. N., & AI-Debei, M. M. (2015). 

An integrated model of factors affecting 
consumer attitudes towards online shopping. 
Business Process Management Journal, 
21(6), 1353-1376.

Balamurugan, R. N., Sathish, M., & 
Sathyanarayanan, R. S. (2013). Consumer 
behavior towards online shopping. TMC 
Academic Journal, 8(1), 43-53.

Ballantine, P. W. (2005). Effects of interactivity and 
product information on consumer satisfaction 
in an online retail setting. International 
Journal of Retail & Distribution Management, 
33(3), 461-71.

Barney, J., & Hansen, M. (1994). Trustworthiness as 
a source of competitive advantage. Strategic 
Management Journal, 15(1), 175-90.

Beneke, J., Greene, A., Lok, I., & Mallett, K. 
(2012). The influence of perceived risk on 
purchase intent–the case of premium grocery 
private label brands in South Africa. Journal 
of Product & Brand Management, 21(1), 4-14.

Biswas, D., & Biswas, A. (2004). The diagnostic 
role of signals in the context of perceived 
risks ? Journal of Interactive Marketing, 
18(3), 30-45.

Cheah, I., Ian, P., & Johan, L. (2015). Factors 
influencing consumers' attitudes and purchase 
intentions of e-deals. Marketing Intelligence 
& Planning, 33(5), 763-783.

Chen, J., & Dibb, S. (2010). Consumer trust 
in the online retail context: Exploring the 
antecedents and consequences. Psychology 
and Marketing, 27(4), 323–346.

Chen, Y. H., & Barnes, S. (2007). Initial trust and 
online buyer behavior. Industrial Management 
And Data System, 107(1), 21-36.

Choudhury, V., & Karahanna, E. (2008). The 
relative advantage of electronic channels: 
A multidimensional view. MIS Quarterly, 
32(1), 179-200.



Thakur, R. K. (2023). IRJPMC; 2(1)

International Research Journal of Parroha Multiple Campus (IRJPMC) ISSN: 2961-171766

Constantinides, E., Lorenzo-Romero, C., & Gomez, 
M. (2010). Effects of web experience on 
consumer choice: A multicultural approach. 
Internet Research, 20(2), 188-209.

Cyr, D. (2008). Modeling website design across 
cultures: Relationships to trust, satisfaction, 
and e-loyalty. Journal of Management 
Information Systems, 24(4), 47–72.

Dash, A. (2014). Perceived risk and consumer 
behavior towards online shopping :An 
empirical investigation. KIIT Journal of 
Management, 10, 79-85.

Delafrooz, N., Paim, L., & Khatibi, A. (2011). 
Understanding consumer’s internet purchase 
intention in Malaysia. African Journal of 
Business Management, 5(3), 2837-2846.

Dholakia, R., & Zhao, M. (2010). Effects of online 
store attributes on customer satisfaction and 
repurchase intentions. International Journal 
of Retail and Distribution Management, 
38(7), 482-496.

Donovan, R., & Rossiter, J. (1982). Store 
atmosphere: an environmental psychology 
approach. Journal of Retailing, 58, 34-57.

Eroglu, S., Machleit, K., & Davis, L. L. (2001). 
Atmospheric qualities of online retailing: A 
conceptual model and implications. Journal 
of Business Research, 54(2), 177-84.

Facts Research and Analytics. (2018). Facts 
Research and Analytics. Retrieved October 5, 
2018, Facts Research and Analytics 

 http://factsnepal.com/
Forsythe, S., Liu, C., Shannon, D., & Gardner, L. 

C. (2006). Development of a scale to measure 
the perceived benefits and risks of online 
shopping. Journal of Interactive Marketing, 
20, 55-75.

Gan, C., Limsombunchai, V., Clemes, M., & Weng, 
A. (2005). Consumer choice prediction: 
Artificial neural networks versus logistic 
models. Journal of Social Science, 1, 211-219.

Gefen, D., & Straub, D. (2003). Managing user 
trust in B2C e-services. E-service Journal, 
2(2), 7-24.

He, D., Lu, Y., & Zhou, D. (2008). Empirical study 
of consumers' purchase intentions in C2C. 
Electronic Commerce, 13(3), 287-292.

Jung, H., Sharron, K., & Lennon, J. (2010). 
Information available on a website: Effects 
on consumers' shopping outcomes. 14(2), 
247-262.

K.C, S. (2017, April 30). STARTUPS Nepal. 
Retrieved August 5, 2018, http://startupsnepal.
com/stories/entry/e-commerce-miles-to-go

Kim, J.-H., & Lennon, S. j. (2010). Information 
available on a web site: Effects on consumers' 
shopping outcomes. Journal of Fashion 
Marketing and Management, 14(2), 247-262.

Kim, J.-H., Kim, M., & Kandampully, J. (2009). 
Buying environment characteristics in the 
context of e‐service. European Journal of 
Marketing, 43(9/10), 1188-1204.

Kim, M., & Stoel, L. (2004). Apparel retailers: 
Web site quality dimensions and satisfaction. 
Journal of Retailing and Consumer Services, 
11(2), 109-117.

Korgaonkar, P., & Karson, E. E. (2007). The influence 
of perceived product risk on consumers’ 
e-Eailer shopping preference. Journal of 
Business and Psychology, 22(1), 55-64.

Laforet, S. (2007). British grocers’ brand extension 
in financial services. Journal of Product & 
Brand Management, 16(2), 82-97.

Laohapensang, O. (2009). Factors influencing 
internet shopping behaviour: A survey of 
consumers in Thailand. Journal of Fashion 
Marketing and Management: An International 
Journal, 13(4), 501-513.

Limbu, Y. B., Wolf, M., & Lunsford, D. (2012). 
Perceived ethics of online retailers and 
consumer behavioral intentions: The 
mediating roles of trust and attitude. Journal 
of Research in Interactive Marketing, 6(2), 
133-154.

Mamoun, A. N., & Mutaz, A.-D. M. (2015). 
An integrated model of factors affecting 
consumer attitudes towards online shopping. 
Business Process Management Journal, 
21(6), 1353-1370.



Thakur, R. K. (2023). IRJPMC; 2(1)

International Research Journal of Parroha Multiple Campus (IRJPMC) ISSN: 2961-1717 67

Mathew, P. M. (2016). Attitude segmentation of 
indian online buyers. Journal of Enterprise 
Information Management, 29(3).

Mishra, A. K. (2019). Influential Marketing 
Strategies Adopted by the Cement 
Industries. International Journal of 
Research - Granthaalayah, 7(10), 155-173. 
https://doi.org/10.29121/granthaalayah.
v7.i10.2019.382.

 Mishra, A. K., & Aithal, P. S. (2021). Factors 
and Features Influencing Laptop Users 
ofKathmandu, Nepal. International 
Journal of Case Studies in Business, IT, 
and Education (IJCSBE),5(1),132-142. 
https://doi.org/10.5281/zenodo.5110273

Mishra, A. K., & Chaudhary, U. (2018). Assessment 
of Cement Handling Behavior For 
Selected Construction Sites of Bhatbhateni 
Supermarket. Journal of Advanced Research 
in Construction & Urban Architecture, 3(3), 
1-11.

Mishra, A. K., & Chaudhary, U. (2018). Cost 
Effectiveness Assessment of Different 
Nepalese Cement Brands for Selected Sites of 
Supermarket. Journal of Advanced Research 
in Construction & Urban Architecture, 3(3), 
12-33.

Mishra, A. K., Rai, S., & Aithal, P. S. (2023). 
Affection from Packing on Impulsive Buying.
International Journal of Management, 
Technology, and Social Sciences (IJMTS), 8(3), 
229-239. https://doi.org/10.5281/zenodo.8245655

Mishra, A. K., Sharestha, B. (2019). Assessment 
of Consumer Influencing Factor in 
DecisionMaking for Selecting Cement Brands. 
South Asain Res J Bus Mgmt, 1(3),91-105.
https://doi.org/10.29121/granthaalayah.
v7.i10.2019.382

 Mishra, Anjay Kumar, & Aithal, P. S., (2021). 
Analysis of Laptop Users Purchase Behaviour: 
ACase of Kathmandu, Nepal. International 
Journal of Management, Technology, and 
SocialSciences (IJMTS), 6(1), 226-240. DOI: 
https://doi.org/10.5281/zenodo.4966112. 

Mitchell, V. W. (1998). A role for consumer risk 
perceptions in grocery retailing. British Food 
Journal, 100, 83-171.

Mukharjee, A., & Nath, P. (2007). Role of electronic 
trust in online retailing. European Journal of 
Marketing, 41(9/10), 1173-1202.

Overby, J. W., & Lee, E. J. (2006). The effects 
of utilitarian and hedonic online shopping 
value on consumer preference and intentions. 
Journal of Business Research, 59(10/11), 
1160-1166.

Petrick, J., Morais, D., & Norman, W. (2001). 
An examination of the determinants of 
entertainment vacationers’ intention to revisit. 
Journal of Travel Research, 40(1), 8-41.

Rahman, S. u., Khan, A. M., & Iqbal, N. (2018). 
Motivations and barriers to purchasing 
online: Understanding consumer responses. 
South Asian Journal Of Business Studies, 
7(1), 111-128.

Sah, S., & Mishra., A. K. (2020). Consumers’ 
Brand Preference of Laptop in Kathmandu, 
Nepal. NOLEGEIN Journal of Consumer 
Behavior & Market Research, 3(2), 7–23. 

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer 
Behavior (9th ed.). NJ: Prentice-Hall Inc.

Sharma, R. D. (2018, July 5). Online stores take 
customers for a ride. The Himalayan Times.

Stonewall, D. W. (1992). How to define and 
measure value. Executive Excell, 9, 16-17.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer 
perceived value: The development of a 
multiple item scale. J.Retail, 77, 203-220.

Tandon, U., Kiran, R., & Sah, A. (2017). Analyzing 
customer satisfaction: Users perspective 
towardsonline shopping. Nanki Business 
Review International, 8(3), 266-288.

Van Den Poel, D., & Leunis, J. (1999). Consumer 
acceptance of the internet as a channel of 
distribution. Journal of Business Research, 
45, 249-256.

Van der Heijden, H., Verhagen, T., & Creemers, 
M. (2003). Understanding online purchase 
intentions: contributions from technology 
and trust perspectives. European Journal of 
Information Systems, 12(1), 41-48.



Thakur, R. K. (2023). IRJPMC; 2(1)

International Research Journal of Parroha Multiple Campus (IRJPMC) ISSN: 2961-171768

Vazquez, D., & Xu, X. (2009). Investigating 
linkages between online purchase behaviour 
variables. International Journal of Retail and 
Distribution Management, 37(5), 408-419.

Vijayasarathy, L., & Jones, J. (2000). Print 
and internet catalog shopping: Assessing 
attitudes and intentions. Internet Research, 
10(3), 191-202.

Wolfinbarger, M., & Gilly, C. (2003). eTailQ: 
Dimensionalising, measuring and predicting 
E-Tail quality. Journal of Retailing, 79(3), 
183-198.

Wolfinbarger, M., & Gilly, M. C. (2001). Shopping 
online for freedom, control, and fun. California 
Management Review, 43(2), 34-55.

Zeithaml, V., Parasuraman, A., & Malhotra, A. 
(2002). Service quality delivery through web 
sites: A critical review of extant knowledge. 
Journal of the Academy of Marketing Science, 
30(4), 362-75.


