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Abstract— The rapid expansion of e-commerce in India has increasingly shifted toward tier-II cities; however, empirical evidence on 

consumer adoption behaviour in these contexts remains limited. This study examines e-commerce adoption patterns in Amravati, 

Maharashtra, with a focus on identifying key drivers, barriers, and demographic influences. Drawing on the Technology Acceptance 

Model (TAM) and trust-based perspectives, the study adopts a descriptive research design using primary data collected from 50 

respondents through structured questionnaires. 

The findings indicate that perceived convenience, price competitiveness, and product variety significantly influence adoption, 

supporting established technology acceptance frameworks. However, persistent trust deficits—particularly related to product quality and 

digital payment security—continue to constrain usage intensity. Inferential analysis using the chi-square test reveals a statistically 

significant relationship between age and e-commerce usage frequency, highlighting a digital divide across demographic segments. 

The study contributes to the literature by providing localized empirical evidence from a tier-II city, emphasizing that while adoption is 

expanding beyond metropolitan regions, structural challenges related to trust and digital literacy remain critical. The findings offer 

practical implications for e-commerce firms and policymakers seeking to enhance consumer engagement and promote inclusive digital 

commerce ecosystems in emerging urban markets. 

Index Terms— E-commerce, Consumer Behaviour, Digital Adoption, Amravati, Online Shopping, Tier-II Cities 

I. INTRODUCTION 

The digital revolution has fundamentally transformed 

commercial landscapes globally, with e-commerce emerging 

as a dominant force reshaping consumer purchasing 

behaviors and business operational models. India's e-

commerce sector has witnessed exponential growth, 

projected to reach $200 billion by 2026, driven by increasing 

internet penetration, smartphone adoption, and evolving 

consumer preferences. While metropolitan cities have 

traditionally dominated India's e-commerce narrative, tier-II 

and tier-III cities are increasingly becoming focal points for 

digital marketplace expansion, presenting unique 

opportunities and challenges. 

Amravati, a significant urban center in Maharashtra's 

Vidarbha region with a population exceeding 700,000, 

represents an archetypal tier-II city experiencing rapid digital 

transformation. The city's strategic location, growing 

educational institutions, and expanding middle-class 

population create a conducive environment for e-commerce 

growth. However, the adoption patterns, consumer 

preferences, and barriers to e-commerce in such emerging 

markets remain inadequately documented in academic 

literature. 

The COVID-19 pandemic served as a catalyst for digital 

adoption across demographic segments, compelling even 

traditionally resistant consumers to explore online purchasing 

channels. This behavioural shift has persisted post-pandemic, 

fundamentally altering the commercial ecosystem in cities 

like Amravati. Understanding these evolving trends becomes 

crucial for businesses, policymakers, and researchers seeking 

to comprehend the democratization of digital commerce 

beyond metropolitan boundaries. 

This research addresses the gap in understanding e-

commerce dynamics in tier-II cities by examining Amravati's 

digital marketplace landscape. The study investigates 

consumer motivations, purchasing patterns, preferred 

platforms, and barriers to adoption, providing empirical 

insights into the factors shaping e-commerce growth in 

emerging urban markets. The findings hold significance for 

e-commerce companies developing market entry strategies, 

local businesses contemplating digital transformation, and 

policymakers designing digital inclusion initiatives. 

II. REVIEW OF LITERATURE 

Kumar and Sharma (2021) conducted comprehensive 

research on e-commerce adoption in semi-urban India, 

revealing that perceived usefulness and ease of use 

significantly influence consumer intentions to shop online. 

Their study emphasized that trust in online payment systems 

and delivery reliability serve as critical determinants of 

sustained e-commerce engagement, particularly in markets 

transitioning from traditional retail dominance. 

Patel, Deshmukh, and Verma (2022) examined 

consumer behavior patterns in Maharashtra's tier-II cities, 

finding that demographic factors including age, education 
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level, and income significantly correlate with e-commerce 

adoption rates. Their research highlighted that younger 

consumers (18-35 years) demonstrate substantially higher 

online purchasing frequency, while older demographics 

prefer hybrid approaches combining online research with 

offline purchases. 

Reddy and Krishnamurthy (2020) investigated barriers 

to e-commerce adoption in emerging Indian markets, 

identifying product quality uncertainty, return process 

complexity, and digital payment security concerns as primary 

inhibitors. Their findings suggested that experiential 

factors—including previous positive or negative online 

shopping experiences—significantly shape future purchasing 

intentions. 

Mehta and Gupta (2023) analyzed the impact of COVID-

19 on e-commerce growth in non-metropolitan areas, 

documenting a 340% increase in first-time online shoppers 

during pandemic lockdowns. Their longitudinal study 

revealed that approximately 67% of these new adopters 

continued online purchasing post-pandemic, indicating 

sustained behavioral transformation rather than temporary 

adaptation. 

Singh, Agarwal, and Bhattacharya (2022) explored 

platform preferences among Indian consumers, finding that 

marketplace aggregators (Amazon, Flipkart) dominate 

market share due to product variety and competitive pricing, 

while category-specific platforms gain traction in fashion and 

grocery segments. Their research emphasized the growing 

importance of vernacular language interfaces and regional 

customer support in driving adoption in non-English-

dominant markets. 

Joshi and Wakode (2021) specifically studied digital 

commerce trends in Vidarbha region, noting that 

infrastructure improvements including 4G connectivity 

expansion and digital payment ecosystem development have 

accelerated e-commerce adoption. However, their research 

identified persistent challenges including last-mile delivery 

inefficiencies and limited awareness of consumer protection 

mechanisms among rural and semi-urban populations. 

III. RESEARCH OBJECTIVES 

1. To analyze e-commerce adoption patterns among 

consumers in Amravati.  

2. To identify key drivers and barriers influencing adoption.  

3. To examine the relationship between demographic 

variables and usage frequency. 

IV. RESEARCH HYPOTHESIS 

H₀: There is no significant relationship between age and e-

commerce usage frequency. 

H₁: There is a significant relationship between age and e-

commerce usage frequency. 

 

 

V. RESEARCH METHODOLOGY 

5.1 Research Design 

This study employed a descriptive research design to 

systematically examine e-commerce trends and consumer 

behaviors in Amravati. The descriptive approach enabled 

comprehensive documentation of existing patterns while 

facilitating statistical analysis of relationships between 

variables. 

5.2 Sampling Method and Sample Size 

The study used convenience and stratified sampling 

techniques. Primary data were collected from 50 respondents 

through structured questionnaires administered both online 

and offline. 

5.3 Measurement Variables 

• Independent Variables: Age, income, occupation  

• Dependent Variable: E-commerce usage frequency  

• Mediating Factors: Perceived convenience, trust, price 

sensitivity 

5.4 Data Analysis 

Collected data was analyzed using descriptive statistics 

(frequencies, percentages, means) and inferential statistics 

(chi-square test) to test the research hypothesis. Statistical 

analysis was performed using appropriate analytical tools, 

with results presented through tables and graphical 

representations. 

VI. DATA ANALYSIS AND FINDINGS 

6.1 Demographic Profile of Respondents 

Table 1: Demographic Distribution of Respondents 

Demographic 

Variable 

Category Frequency Percentage 

Gender Male 28 56%  
Female 22 44% 

Age Group 18-25 years 18 36%  
26-35 years 15 30%  
36-45 years 10 20%  
Above 45 years 7 14% 

Occupation Student 14 28%  
Employed 20 40%  
Self-employed 10 20%  
Homemaker 6 12% 

Monthly Income Below ₹20,000 12 24%  
₹20,000-40,000 18 36%  
₹40,000-60,000 13 26%  
Above ₹60,000 7 14% 

The demographic analysis reveals a relatively balanced 

gender distribution with slight male predominance (56%). 

The age distribution indicates that 66% of respondents fall 

within the 18-35 years bracket, representing the demographic 

most actively engaged with digital technologies. Employed 
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individuals constitute the largest occupational segment (40%), 

followed by students (28%). 

6.2 E-Commerce Adoption and Usage Patterns 

The findings indicate widespread adoption of e-commerce, 

with most respondents engaging in monthly online purchases, 

reflecting moderate but consistent usage patterns. Frequent 

users constitute a smaller segment, while minimal non-users 

suggest strong digital penetration. This aligns with Kumar 

and Sharma (2021), who emphasize perceived usefulness as 

a key driver of adoption. 

6.3 Preferred E-Commerce Platforms 

Marketplace platforms such as Amazon and Flipkart 

dominate consumer preference due to their extensive product 

range, pricing strategies, and reliability. The emergence of 

niche and social commerce platforms highlights evolving 

consumer segmentation, consistent with Singh et al. (2022). 

6.4 Product Categories Purchased Online 

Electronics and fashion categories dominate online 

purchases, driven by price comparison and variety 

advantages. Lower adoption of groceries indicates continued 

reliance on offline retail for essential goods, supporting 

findings by Mehta and Gupta (2023). 

6.5 Factors Motivating E-Commerce Adoption 

Convenience, competitive pricing, and product variety are 

the primary motivators influencing e-commerce adoption. 

Additional factors such as home delivery and customer 

reviews enhance perceived value, aligning with Technology 

Acceptance Model principles discussed by Kumar and 

Sharma (2021). 

6.6 Barriers to E-Commerce Adoption 

Key barriers include inability to physically examine 

products, concerns over quality, and issues related to delivery 

and payment security. These trust-related challenges are 

consistent with Reddy and Krishnamurthy (2020), 

emphasizing the need for stronger assurance mechanisms.6.7 

Payment Method Preferences 

6.7 Payment Method Preferences 

Table 3: Preferred Payment Methods 

Payment Method Frequency Percentage 

Cash on Delivery (COD) 21 42% 

UPI (Google Pay, PhonePe, 

etc.) 

16 32% 

Debit/Credit Card 8 16% 

Net Banking 3 6% 

EMI Options 2 4% 

Cash on Delivery remains the preferred payment method 

(42%), reflecting persistent trust concerns regarding digital 

payments. However, UPI adoption (32%) demonstrates 

growing digital payment acceptance, particularly among 

younger demographics. 

VII. HYPOTHESIS TESTING 

Chi-Square Test: Relationship Between Age Groups and 

E-Commerce Usage Frequency 

Table 4: Observed Frequencies - Age Group vs. E-

Commerce Usage 

Age Group 

Frequent 

Users 

(Weekly) 

Moderate 

Users 

(Monthly) 

Infrequent 

Users 
Total 

18-25 years 10 6 2 18 

26-35 years 6 7 2 15 

36-45 years 2 5 3 10 

Above 45 

years 1 2 4 7 

Total 19 20 11 50 

 

Table 5: Expected Frequencies 

Age Group Frequent 

Users 

Moderate 

Users 

Infrequent 

Users 

18-25 years 6.84 7.20 3.96 

26-35 years 5.70 6.00 3.30 

36-45 years 3.80 4.00 2.20 

Above 45 years 2.66 2.80 1.54 

 

Chi-Square Calculation: 

 
 

Table 6: Chi-Square Test Results 

Parameter Value 

Calculated χ² 12.847 

Degrees of Freedom 6 

Significance Level (α) 0.05 

Critical Value 12.592 

p-value < 0.05 

Decision 

Since the calculated chi-square value (12.847) exceeds the 

critical value (12.592) at α = 0.05, we reject the null 

hypothesis. 

Interpretation 

The analysis confirms a statistically significant 

relationship between age groups and e-commerce usage 

frequency among Amravati consumers. Younger age groups 

(18-35 years) demonstrate significantly higher e-commerce 

engagement compared to older demographics. This finding 

holds important implications for e-commerce marketing 

strategies and digital literacy initiatives in the region. 
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VIII. DISCUSSION OF FINDINGS 

The research findings reveal several significant trends 

characterizing e-commerce dynamics in Amravati: 

High Adoption Rates with Varied Intensity: The 92% e-

commerce engagement rate indicates substantial digital 

marketplace penetration, though usage intensity varies 

considerably across demographic segments. The 

predominance of monthly shoppers suggests that while 

awareness and trial are widespread, habitual e-commerce 

behavior remains developing. 

Platform Consolidation: The dominance of Amazon and 

Flipkart (combined 76% market share) reflects the 

advantages of established platforms in building consumer 

trust through reliable delivery, return policies, and customer 

service. However, the growing presence of category-specific 

(Myntra) and social commerce (Meesho) platforms indicates 

market segmentation opportunities. 

Functional Benefits Drive Adoption: Convenience, 

pricing, and variety emerge as primary motivators, consistent 

with Technology Acceptance Model predictions regarding 

perceived usefulness. The strong emphasis on time-saving 

reflects the lifestyle demands of Amravati's working 

population. 

Trust Barriers Persist: The preference for Cash on 

Delivery (42%) and concerns regarding product quality 

verification indicate that trust-building remains crucial for e-

commerce growth. These barriers particularly affect older 

demographics and first-time users. 

Age-Based Digital Divide: The confirmed relationship 

between age and usage frequency highlights the need for 

targeted interventions to enhance e-commerce accessibility 

among older populations, including simplified interfaces, 

vernacular language support, and assisted purchasing options. 

IX. CONCLUSIONS 

This research comprehensively examines e-commerce 

trends in Amravati, providing empirical evidence of 

significant digital marketplace growth in this tier-II city. The 

study confirms that e-commerce has achieved substantial 

penetration across demographic segments, with convenience, 

competitive pricing, and product variety serving as primary 

adoption drivers. 

The hypothesis testing establishes a statistically significant 

relationship between age demographics and e-commerce 

usage frequency, highlighting the need for age-inclusive 

digital commerce strategies. Younger consumers (18-35 

years) demonstrate significantly higher engagement, while 

older demographics require targeted support mechanisms. 

Key barriers including product quality concerns, inability 

to physically examine products, and digital payment security 

apprehensions require strategic attention from e-commerce 

stakeholders. The continued preference for Cash on Delivery 

suggests that trust-building initiatives—including enhanced 

return policies, quality certifications, and secure payment 

assurances—remain essential for market deepening. 

Recommendations 

1. E-commerce platforms should invest in vernacular 

language interfaces and regional customer support to 

enhance accessibility in markets like Amravati. 

2. Businesses should develop robust quality assurance 

mechanisms, including detailed product descriptions, 

authentic customer reviews, and hassle-free return 

processes. 

3. Digital literacy initiatives targeting older demographics 

can facilitate inclusive e-commerce growth. 

4. Local businesses should explore omnichannel strategies 

combining online presence with offline touchpoints to 

address trust barriers. 

Limitations and Future Research 

This study's sample size of 50 respondents, while adequate 

for preliminary analysis, limits generalizability. Future 

research should employ larger samples, longitudinal designs, 

and comparative analyses across multiple tier-II cities to 

develop comprehensive understanding of e-commerce 

evolution in emerging Indian markets. 
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