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Abstract

Competitive business environment, the conduction of the businesses is entering in the new
digital age based on new model, marketing strategies and practical implication. Advance
information technology connects with internet providing all relevant details about the
products or services on webpage and makes it easy for consumers to buy it online. Online
customer’s purchase decision making is considering as one of the most important aspects that

revolve around the importance and influences the attributes of consumers.

This operational process of customers decisions making buying is divided into two main
components such as design and developed the set of mind of consumers typically focus on
the identification and availability of products or services offered on internet. Type of this
research study is correlation. The researcher used quantitative approaches for data gathering.
Data processing is used in this study through SPSS software. The role of online shopping
environment is very important element for consumers saving time, purchase products or
services according to consumers own choice, taste and design. This entire aspect leads

towards the success of the organization.

Keywords: Use of E-commerce, customer's attitude, brand perception, customer behaviour,

consumer's retention and decision of online customers.
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