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Executive Summary

E-commerce sector has been growing by leaps and bounds in the country. The growth of the sector
shows the increasing adoption of online mode of shopping by people. This is not possible without
consumers trusting this mode of shopping to get the right product. Given that a buyer’s purchase
decision is influenced by different factors in online mode as compared to offline mode, it is critical
for sellers to understand the factors that build and enhance consumer trust in their products so that

they can build consumer loyalty and grow their business.

Previous studies have established a link between online trust and website characteristics, perceived
risk, and quality-related attributes such as reputation. However, there is little literature on how
consumers come to trust products, and what factors contribute to building consumer trust on
products purchased from e-commerce websites. There are limited insights on the subject to guide
e-commerce platforms, sellers and policymakers to make a favourable e-commerce ecosystem for

all the stakeholders.

The objective of this study is to understand the relevance of product trust for consumers, the factors
that contribute to building this trust and what sellers and e-commerce platforms should do to build
and enhance product trust among consumers. The scope of this study is limited to offline and
online retail. To achieve this, the study has employed both primary and secondary research
methods. The primary research includes a consumer survey to understand their notion of product
trust and the factors that contribute to building their trust on products, both offline and online.
Based on insights from the consumer survey, secondary research is conducted to assess if sellers
and e-commerce platforms meet consumer expectation of product trust and identify the areas that

they need to work on to enhance consumer trust.

Respondents were asked about the factors that enhance their trust while shopping in online and
offline mode. It turned out that 77.8% respondents believe that online shopping is as safe as offline
shopping and 11.5% respondents believe that online shopping is safer than offline shopping. Only
10.7% respondents believe that online shopping is not as safe as offline shopping. This shows that

the majority of consumers trust online shopping. Pricing, product quality assurance, customer
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service, delivery and customer reviews appeared to be the top five factors that online shoppers
consider most important when deciding whether they should trust an online retailer. When asked
to name the e-commerce platforms that meet their definition of trust, Amazon and Flipkart were
reported to be the top two. The top three reasons selected by online shoppers for the product not
meeting their expectations are receiving a fake/counterfeit product, receiving a damaged product,
receiving an expired product. As many as 41% of the respondents believe that upon receiving a
damaged, bad or wrong product, both the e-commerce platform and the seller should be held liable
while 34.9% believe that only e-commerce platform should be held liable. From this, it appears
that due to the involvement of two parties i.e., the seller and the e-commerce platform, consumers
are mostly unaware of who is responsible for such instances. All the shoppers, online as well as
offline, were asked to list the measures online platforms could take to earn their trust and make
them more confident in shopping online. Quality assurance, fast delivery, more discount, less

price and customer review came out to be the top five factors.

After receiving these insights, the top five factors that affect the trust of consumers while shopping
online were studied. VVarious e-commerce platforms were assessed on their trustworthiness on the

basis of these factors.

India is an extremely price-conscious market. The pricing of a product is the first indicator in the
mind of a customer of whether the product would fulfill their expectations or not. Online sellers
are often able to offer discounts on the price of the products due to the reduced operating cost
online and high competition. The price of a product must, however, correspond to the actual selling
price of the branded product in offline mode or the brand website and for other generic products,
the price must be comparable to other sellers. There are some websites that sell the products at
unrealistically low prices which can create a doubt in the mind of a consumer about the authenticity
of the product. Reputed websites such as Amazon facilitate sellers to offer products at a price that
corresponds to the actual selling price of the products with discounts and offers clearly mentioned
while the e-commerce sites offering inventory-based products may not have the same display due
to the policies that govern them. The research showed that certain websites offered the same
products at such an unbelievably low price that it could create a doubt in the mind of the consumer
about the authenticity of the product. This resonates with our findings of the consumer survey that

pricing plays a key role in establishing product trust.
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The quality of a product is the collection of features and brand product characteristics that have
contributed to the ability to fulfill specified demand. While purchasing from a brick and mortar
store, the consumer can see and touch the product, even get a demonstration in some cases, which
helps them in ascertaining its quality and making an informed buying decision. However, in online
shopping, the ‘see and touch’ aspect is absent. The more information provided about the product
on the website, the easier it is for the consumer to be able to evaluate its quality and trust the
product. In our study, we found that platforms that are considered most trustworthy by consumers
(Amazon and Flipkart) are also the ones that provide very detailed descriptions and specifications
of the product. Amazon’s efforts to educate the seller on product trust to drive revenue is also

reflected in the listing of the products.

Approachable and prompt customer care helps a consumer in building trust in the products as it
gives a sense of reliability and security. E-commerce platforms have been able to leverage the use
of technology to better connect to consumers, thereby enhancing their online shopping experience.
E-commerce platforms have added a lot of features to smoothen the customer service experience
before a product is bought, while it is being bought and after it is delivered. There are now options
to directly connect with sellers to understand the products better, raise questions and receive
answers from past buyers of the same products along with easy refunds and returns in case the
product fails to meet consumer expectations. These innovations are helping consumers to trust e-
commerce platforms more as the risk is minimised and there is assurance that any unpleasant
experience of shopping online can be resolved through efficient customer care services on the

platforms.

Customer reviews and feedback of the products sold on online platforms can influence a
consumer’s buying decision as they compensate for the absence of ‘see and touch’ aspect which
is part of the offline shopping experience. The positive feedback of previous users of a product
evokes product trust in new buyers, just like in offline retail the ‘word of mouth’ strategy helps to
establish goodwill of products in the market. Most platforms are seen to have this feature now.
The format of reviews on the website have also evolved over a period of time -- from simple star
ratings to text-based reviews; now consumers can also share pictures and videos of the products.
Nowadays the e-commerce platforms also provide filter options that allow a consumer to view

only those products that have a certain rating. The online reviews also help the sellers on e-

Page | 7

CUTS INSTITUTE FOR REGULATION & COMPETITION (CIRC)



Evaluation of Product Trust in the Age of e-Commerce

commerce market platforms to understand what is working for a consumer and what is not. Sellers
are also enabled to respond to the reviews of consumers on the websites. Responses of sellers to
consumer reviews, whether good or bad, signify the determination to win the trust of consumers

in their products.

Return, refund and replacement policies also play a key role in building product trust. When the
product arrives and the buyer feels that the product is wrong/defective/damaged, not the correct
size, not serving the intended purpose or not of the expected quality, a customer friendly return,
refund and replacement policy can provide an option to the buyer to return or replace it. If the
consumer has this option, they will not hesitate in buying the product. Lenient return policies have
been found to encourage the intention of consumers to purchase. The reputed platforms have
consumer driven return and refund policies. Further their safety, compliance and grievance

redressal mechanism are also strong.

To build and nurture trust in consumers to foster the growth of e-commerce, it is also important
for sellers and e-commerce platforms to continuously understand their consumers’ needs to meet
their expectations, build innovative and advanced features to improve consumer experience online
and reduce information asymmetry. There is also a need for greater collaboration between all the
stakeholders — e-commerce players, trade bodies, consumer consortia and policy makers —to arrive
at a stable and predictable policy framework that proves mutually beneficial to all and streamline

grievance redressal mechanisms to strengthen consumer protection.
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Chapter 1. Introduction

The growth of e-commerce sector has been aided by high internet and smartphone penetration
following the ‘Digital India’ programme. The digital population in India has doubled to 76.5 crore
users over the past five years with a massive 6.5 times growth in 4G data traffic. (The Times of
India, March 2022) According to the projection by India Brand Equity Foundation (IBEF,
February 2022) India's e-commerce market is expected to reach $200 billion by 2026 and $350
billion by 2030. The growth of the sector shows the growing adoption of online mode of shopping
by people and this is not possible without the consumers trusting the online mode of shopping to

get the product they are looking for.

Any relationship, whether personal or commercial, cannot be sustained without the element of
trust; more so in a commercial activity where the relationship is purely transactional. A customer
will buy a product from the seller if she trusts that she will receive what she is paying for and that

she would not be duped.

In today’s world, we have offline as well as online modes of shopping. We can either visit a
physical store to buy a product or order it online and receive it at our doorstep. How a buyer makes
the buying decision is based on different factors in the two modes of shopping. In an offline
shopping mode, the buyer visits the physical store, sees the product and understands its
specifications, speaks to the seller, and makes the payment after making her choice. There is ‘see
and feel’ at play. Offline modes involve personal interaction, and trust is usually nourished through
repeat experience. Moreover, other than purchases during travel, offline shopping is mostly from

our local geography, which gives us greater comfort.

On the other hand, in an online shopping mode, we neither see the seller nor the product until it is
delivered to us. We see the display pictures of the product, read the description of its features and
quality, sometimes read the reviews and rating, and make our purchase decision. In an online
shopping mode, we generally don’t know where the product would come from and make purchases

even from distant sellers, including those abroad. Unlike offline shopping, we are also required to
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share other personal details like name, mobile number and address. Many of us opt for online

payment at the time of the purchase, sharing credit card or bank details.

Sellers recognise that with increasing digital transition, it is becoming essential for them to be
present online. These days many sellers operate both offline and online, many are transitioning
and many new ones are starting their business online directly, considering the low capital
investment and operating cost in an online channel. Given how a buyer’s decision to buy a product
is influenced by different factors in online mode as compared to offline mode, it is critical for
sellers to understand the factors that build and enhance consumer trust in their products so that

they can build consumer loyalty and grow their business.

Previous studies have established a link between online trust and website characteristics, perceived
risk, and quality-related attributes such as reputation. However, there is limited literature on how
consumers perceive trust on products, what factors contribute to building consumer trust on
products purchased from e-commerce websites, and what e-commerce platforms and sellers on
such platforms can do to foster consumer trust on products. Furthermore, e-commerce is constantly
evolving, with platforms and sellers developing new features to enhance the consumer experience,
and with it the policy framework to address the concerns arising from e-commerce. Thus, the
previous literature provides limited insights on the subject to guide e-commerce platforms, sellers

and policymakers to make a favourable e-commerce ecosystem for all the stakeholders.

The objective of this study is to understand the notion of product trust in consumers, the factors
that contribute to building this trust and what sellers and e-commerce platforms do to build and
enhance product trust in consumers. The scope of this study is limited to offline and online retail.
To achieve this, the study has employed both primary and secondary research methods. The
primary research includes a consumer survey to understand their notion of product trust and the
factors that contribute to building trust. Based on insights from the consumer survey, secondary
research is conducted to assess if the sellers and e-commerce platforms meet the consumer

expectation of product trust and identify the areas they need to work on to enhance such trust.

This research report is divided into five sections. The following chapter reviews the present
literature on the subject. Chapter 3 provides the consumer survey methodology and findings.

Chapter 4 presents the insights from the secondary research on online sellers and e-commerce
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platforms to assess how they perform on the trust factors revealed by the consumer survey. The
last chapter discusses how consumers can be made more aware of the responsibilities of the actors
in the e-commerce value chain towards building and maintaining product trust and what sellers

and e-commerce platforms can do to enhance product trust in consumers.

Page | 11

CUTS INSTITUTE FOR REGULATION & COMPETITION (CIRC)




Evaluation of Product Trust in the Age of e-Commerce

Chapter 2. Literature Review

Trust forms the basis for any form of social or economic interaction. (Kumar et al, 2020) However,
the feeling is abstract and subjective. The factors and the degree which contribute to evoking trust
in someone may vary from person to person. The literature provides various definitions of trust.
According to Doney and Cannon (1997), development of trust relies on the formation of a trustor’s
expectations about the motives and behaviour of a trustee. Mayer, Davis, and Schoorman (1995)
defined trust as “the willingness of a party to be vulnerable to the actions of another party based
on the expectation that the other will perform a particular action important to the trustor,
irrespective of the ability to monitor or control that other party”. In the context of e-commerce,
Kim et al (2008), defines trust as a subjective belief that the online seller will fulfill its transactional
obligations, as those obligations are understood by the consumer. According to Pavlou (2003),
trust is the belief that renders consumers vulnerable to the good faith of online sellers after learning

of their characteristics.

Trust plays a very important role in trade-related activities. In any commerce conducted, the seller
needs to trust the buyer to pay and the buyer needs to trust the seller that adequate product or
service would be provided against the money. It is trust that leads to repeat purchases by customers.
Whether online or offline, to run their business, it is important for sellers to gain and maintain
consumers’ trust in them and their products. When we talk of trust in a transaction, it could be trust
vested in the seller, e-commerce marketplace, product or the whole institutional mechanism. The
focus of this study, however, is product trust and the literature well demonstrates the importance

of product trust for consumers.

The quality of the product and the delivery services that include product variety, quality, safety,
reliable delivery, availability, package safety and delivery time have a direct influence on e-trust
and e-satisfaction (Ziaullah et al, 2014). Lee (2002) studied the behavioural factors of Internet
users when making an online purchase which revealed that a good product description is on top
priority for consumers when purchasing online. This helps the consumers in evaluating the quality

of the product and building trust.
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Several studies have shown the importance of product trust in increasing the purchase intention of
the consumers in the food market where quality and safety matter to consumers. Buaprommee and
Polyorat (2016) examined the antecedents of purchase intention of meat with traceability including
health consciousness, quality consciousness, product diagnosticity, perceived quality and product
trust and found that product trust plays a vital role in the purchase intention of the consumer of
meat in Thailand. Trust is established using the traceability system to know where the meat is
coming from and how it is processed, which helps the consumers in evaluating the quality of the
meat and ensuring that the product is safe for their consumption. Benson et al (2020) also studied
consumer trust in the food items and observed that it depends on six different factors: interpersonal
trust, organisation trust, food chain trust, product trust, interpersonal distrust, and organisation
distrust. The data showed that the more a consumer trusts a product, the higher are the chances of

their buying that product.

Ani et al. (2019) studied the online travel booking market of Jakarta and showed that the purchase
intention is heavily influenced by product trust. They referred to the definition of product trust by
Pavlou & Gefen (2004) as a psychological mechanism that reflects the consumers’ perspective on
the openness and integrity of the seller to reduce the perceived risk and increase their intention to

transact in online marketplaces.

The importance of product trust can also be seen from the negative image that China has earned
by producing counterfeit products over the years. From gadgets to clothes to food items,
counterfeiting is widespread in China (The Epoch Times, 2015). One of the biggest food scandals
in China involves baby formula which compelled many Chinese to travel to Hong Kong in search
for safe baby formula (The New York Times, 2013). In a 2015 survey regarding the e-commerce
usage of mothers in China, product safety and product quality came out to be the major concerns
in online shopping (China Internet Watch, 2015) Clemons et al (2016) highlighted how such
scandals have demolished the consumers’ trust in the quality of products in China due to the sale
of defective, dangerous and counterfeit products, making it difficult for genuine sellers to build
consumer trust in their products without going above and beyond. But once an online seller is able
to build a reputation for good quality and safety of their products, the Chinese consumers exhibited
the same shopping behaviour with those merchants as the American and German shoppers with

their favourite online sellers.

Page | 13

CUTS INSTITUTE FOR REGULATION & COMPETITION (CIRC)



Evaluation of Product Trust in the Age of e-Commerce

Previous studies show that the customer review system is one of the important features in e-
commerce that influences the purchasing decision of the buyers. As consumers rely only on the
information provided about the product, reviews help them in evaluating the quality of the product
better. High product ratings and good reviews by other consumers help in evoking trust in the new
buyers. Jiang & Guo (2015) observed that these days some online platforms do not just seek overall
product rating, but also additional reviews on specific product attributes for some products which
could be more helpful for the new buyers to determine if the product really fits their preferences.
They believe that the reviews on specific attributes help in providing more information to the
consumers and compensate for the lack of ‘see and touch’ experience in online shopping. Their
study shows when the consumer misfit cost is high, the sellers are advised to design a granular

review report mechanism to reduce consumer uncertainty on product fit.

The importance of product trust to consumers is shown by the literature; however, there is no
research on how consumers perceive product trust in retail and what factors contribute to building
it. Thus, this study attempts to fill this gap in the literature. The next chapter provides insights from

a consumer survey conducted to investigate product trust in Indian consumers.
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Chapter 3. Consumer Survey

To study consumers’ perception of product trust and the factors that contribute to building

consumer’s trust on products, a survey was conducted.

Methodology

A

Page | 15

Sampling Design: A total of 504 respondents were surveyed across Indian cities using the

Quota Sampling Method. A census like wider sampling was not possible due to cost and
time constraints of the study. However, to ensure a good mix of representative sample of

the universe, the sample was stratified by geography, gender and mode of shopping.

Geography
Equal representation 126 consumers each was sought of the four broad zones of India:
West India, North India, South India and East India.

India has a vast territory and is broadly divided into four zones. Each zone has its own
unique cultural and psychological flavour which contribute to distinct consumer

behaviour trends.

An equal mix of 168 consumers each from Tier 1, 2, and 3 cities across India were

included.

The classification of Indian cities into the three tiers is a ranking system used by the
Government of India to allocate House Rent Allowance to public servants employed in
cities in India. Under this, cities are classified on the basis of their population, as
recommended by the Sixth Central Pay Finance Commission.

Consumers across the three tiers were selected on the basis of a pre-designed screener
fitting the requirements of the quotas defined as a requirement for the study. They were
sampled randomly and each respondent screened had an equal chance of being selected

for the survey.
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Tier 1 - Mumbai, Delhi, Chennai, Kolkata

These four cities are the traditional metropolises of India and represent consumers who
have predominantly urban roots, are educated (tertiary and professional level), have a high
disposable income and have the maximum (highest) exposure to technology and digital

platforms.
Tier 2 - Jaipur, Vijaywada, Ahmedabad, Bhubaneshwar

These four cities selected represent consumers who are urban, are educated (post graduate
level), are considered highly aspirational with their disposable income and have a high

exposure to technology and digital platforms.
Tier 3 - Jaunpur, Coimbatore, Palghar, Muzzaffarpur

These four cities are representative of a semi-urban consumer set (may have roots in rural
India), are aspirational with a fairly good purchasing power, and have moderate exposure
to technology and digital platforms.

Note: Though for Tier 2 and Tier 3 cities there could be other cities falling into the
consideration set looking into their viability (as defined above for each and as per the HRA
ranking), the specified cities were a part of the sampling consideration due to time and cost
constraints. Keeping in mind that pandemic restrictions still apply to large parts of India,
an ethical call on behalf of the researchers and the participants was taken and the most

accessible centres were chosen.
Gender

An equal mix of gender: A total of 252 male consumers and 252 female consumers were

surveyed

Past research (in academia or business) has reflected how differently males and females
shop. The motivators and methods to shop vary for both the genders. To ensure there is no

skew in the results of the study, it was imperative that an equal gender mix was considered.
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3. Mode of shopping

An equal mix of the usership among Online Shoppers and Offline Shoppers- A total of 252
each

B. Mode of survey: Out of the 504 participants surveyed for the study, 230 were surveyed

face to face using the computer while 274 participants were surveyed telephonically.
Characteristics of the respondents

e Majority (89.28%) of the shoppers interviewed are in the age-group of 21-40 and 10.31%
are in the age group of 41-60.

Age group

m<20
m 21-40
= 41-60
m 61-80
>80

Figure 1: Age group of the respondents

e 08.6% of the respondents are educated with at least high school education, out of which

57.9% are graduates and 14.9% also have higher education.
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Education

B Postgraduate
B Graduate
= High School or less

H No formal education

Figure 2: Education of the respondents

e 62.9% of the respondents are employed, out of which 46.6% are employed full time. A
quarter of the respondents (26.8%) are homemakers and 11% are students.

Employment

B Employed Full time
B Employed Part time
= Retired
B Student

B Homemaker

Figure 3: Employment of the respondents

Page |18

CUTS INSTITUTE FOR REGULATION & COMPETITION (CIRC)



Evaluation of Product Trust in the Age of e-Commerce

e 44.4% of the respondents are in the income bracket of INR 25,000-50,000 per month, of
which majority are males (57.1%). 43.8% of the respondents are in the income bracket of

<INR 25,000 per month, out of which majority are women (57.9%).

Income

B Less than 25,000
= 25,000 to 49,999
= 50,000 to 99,999
= 100,000 to 199,999
= More than 200,000

Figure 4: Monthly income of the respondents

Findings

The respondents were asked about the factors that enhance their trust while shopping in online and

offline mode.
Insights from only offline shoppers

e The consumers were asked to pick five factors that enhance their trust while shopping
offline. Reputation of the shop, return and refund policy of the shop, own prior shopping
experience from the shop, quality of the product, helpful sales staff were the top five factors

selected by the respondents.
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Factors that enhance consumer's trust on products purchased
offline

WORD OF MOUTH
DEALS AND DISCOUNTS OFFERED AT THE SHOP
HELPFUL SALES STAFF

QUALITY OF THE PRODUCT

OWN PRIOR SHOPPING EXPERIENCE FROM THE
SHOP

RETURN AND REFUND POLICY OF THE SHOP

REPUTATION OF THE SHOP

0.0 20.0 40.0 60.0 80.0 100.0

Figure 5: Factors that enhance consumer’s trust on products purchased offline

Apart from the factors listed, others named by the consumers that build their trust are price,

quick service, good relation, variety, trust on the shop owner and easy payment.

When asked about the reasons for not shopping online, the top three reasons selected by
the offline shoppers were: ‘I prefer to physically see and touch the product in a store’, ‘I
have a more established relationship with the retailer(s) where | currently shop’ and ‘I
prefer the convenience of going to a store’. It is understandable as people are slowly
transitioning to the online mode and several consumers still have the habit of going to a
physical store and seeing the product themselves, especially for the products that are
available locally as they may be more comfortable shopping from a known seller with
whom they have an established relationship.

The respondents were asked that if they receive a damaged, bad or wrong product from
offline shopping, who should be held liable. Out of 252 offline shoppers, 54.4% think that
a shopkeeper should be held liable while 27.8% feel that both the shopkeeper and
brand/manufacturer should be held liable.
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If you get a damaged, bad or wrong product from offline
shopping, who should be held liable?

m Shopkeeper
B Brand/manufacturer
= Both

B Not sure

re 6: If you get a damaged, bad or wrong product from offline shopping, who should be
liable?

Insights from online shoppers (this includes the people that shop only online as well as online

+ offline)
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The respondents were asked about the frequency of their online shopping. 77.4% of the
shoppers reported that they shop online at least once a month while 22.6% reported that
they shop online only 2-3 times a year. This shows that the majority of the consumers shop
online quite frequently.

The survey exhibits that apparel, electronics and personal care products are the top three
categories of products purchased online. It is interesting to see that consumers have become
comfortable shopping for apparel online as here style and fit matter a lot. They are also
buying online even heavy and/or expensive items like electronics for which the buyers
usually need demonstration. It could be attributed to detailed product description along
with images and videos of the product these days which reduce information asymmetry;
good return, refund and replacement policy which enables consumers to return or replace
the product within the specified time if it doesn’t meet their expectation or has any defect;
and good customer service -- like in case of electronics, the executives are sent home for

installation and demonstration.
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Categories of products purchased online

OTHERS

HOME FURNISHING
BOOKS AND STATIONERY
GROCERIES

PERSONAL CARE
ELECTRONICS

APPARELS

[ [ [
0.0 10.0 20.0 30.0 400 500 600 700 80.0 90.0

Figure 7: Categories of products purchased online by the respondents

e 77.8% respondents believe that online shopping is as safe as offline shopping and 11.5%
respondents believe that online shopping is safer than offline shopping. Only 10.7%
respondents believe that online shopping is not as safe as offline shopping. This shows that
the majority of the consumers trust online shopping.

e 80.2% of the online shoppers are confident that the products they purchase online will meet
their expectations.

e The respondents were asked to select the factors that online shoppers consider most
important when deciding whether they should trust an online retailer. Pricing, product
quality assurance, customer service, delivery and customer reviews appeared to be the top

five factors.
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Important factors that consumers consider while
deciding whether to trust an online retailer

TRANSPARENCY OF POLICIES

PRODUCT ACCURACY / PRODUCT RECEIVEDIS...
PRODUCT OPTIONS / PRODUCT VARIETY
PRODUCT DESCRIPTIONS

RETURN POLICY

BRANDS AVAILABLE

CUSTOMER REVIEWS OF THE PRODUCT
DELIVERY / SHIPPING SERVICE
CUSTOMER SERVICE

PRODUCT QUALITY

PRICING

0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0 80.0 90.0

Figure 8: Important factors that consumers consider while deciding whether to trust an online
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retailer

Apart from the listed factors, some other factors stated by the respondents are offers,
payment system, call back review from customer, brand due diligence, cash on delivery,
regional language for product description, warranty, mass advertising and friends’ response

and reference.

To see if there are any e-commerce platforms that best match their definition of a
trustworthy online retailer, we asked the respondents to list the platforms that they perceive
as trustworthy according to their belief. Amazon and Flipkart appeared to be the top two,
with 42.9% respondents listing Amazon and 42.4% listing Flipkart.

41% of the respondents believe that upon receiving a damaged, bad or wrong product, both
the e-commerce platform and the seller should be held liable while 34.9% believe that only
the e-commerce platform should be held liable. From this, it appears that due to the
involvement of two parties i.e. the seller and the e-commerce platform, the consumers are

mostly unaware of who is responsible for such instances.
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If you get a damaged, bad or wrong product from online
shopping, who should be held liable?

B E-commerce website
B Seller of the product
® Both

B Not sure

Figure 9: If you get a damaged or wrong product from online shopping, who should be held
liable?

e 50% of the respondents said that if they received a counterfeit product from an e-commerce
website, they would file a complaint on the website or with the consumer protection forum
while 26.9% of the respondents said that they would not buy any product from the website.
19.4% of the respondents said that they will ignore the counterfeit product and buy the one

that they believe is genuine.
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If you see or receive a counterfeit product from an e-
commerce website, you

® Do not buy any product from
that website

H Ignore the counterfeit product
and buy the one that you
believe is genuine

= Buy product regardless of
authenticity

H File a complaint on the website
or with the consumer
protection forum

Figure 10: Course of action if counterfeit product is seen or received from an e-commerce
website

e The top 3 reasons selected by the online shoppers for the product not meeting their

expectations are receiving a fake/counterfeit product, receiving a damaged product,

receiving an expired product.

Reasons for product not meeting consumer expectation

RECEIVING A PRODUCT THAT WAS MISSING
PARTS

RECEIVING A PRODUCT THAT DID NOT
FUNCTION/WORK AS EXPECTED

RECEIVING THE WRONG VERSION OF A PRODUCT

RECEIVING A USED PRODUCT THAT WAS
ADVERTISED ON THE SITE AS NEW

RECEIVING AN EXPIRED PRODUCT
RECEIVING A FAKE/COUNTERFEIT PRODUCT

RECEIVING A DAMAGED PRODUCT

| |
0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0
(In percentage)

Figure 11: Reasons for product not meeting consumer expectation
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e All the shoppers, online as well as offline, were asked to list what online platforms could
do to earn their trust and make them more confident about shopping online. The top five

factors were quality assurance, fast delivery, more discount, less price and customer
review.
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Chapter 4. Assessment of E-commerce Platforms and Sellers

After analysing the findings of the consumer survey to understand the perception of product trust
in Indian consumers, we conducted secondary research to see how e-commerce platforms and
online sellers in India perform on factors listed by consumers in the survey. In the survey, Amazon
and Flipkart were revealed to be the most trustworthy platforms in India. Thus, the secondary
research uses these two platforms in comparison to some other e-commerce platforms in India to

assess their trustworthiness as defined by the consumers.

The five factors listed below appear to be the topmost considerations that affect consumer trust

when shopping online:

Pricing
Product Quality
Customer Service

Delivery/Shipping Service

o > W N e

Reviews by Other Customers
We assess the platforms listed above on each of these factors below:
Pricing

The price of a product serves to be a good indicator of perceived quality, especially in online
shopping where other intrinsic cues are missing (Chen & Dubinsky, 2003). India is an extremely
price-conscious market. As per a study conducted by Boston Consulting Group (BCG) in 2021, it
was found that India has the highest proportion of price-sensitive consumers compared to 16 other
countries (BCG, 2021). The pricing of a product is the first indicator in the mind of a customer of
whether the product would fulfill her expectations or not. This has led to sellers and the platforms
finding ways to present attractive deals, discounts, schemes and coupons to be able to provide best
value for money to consumers. Pandey et al (2019) demonstrated that a consumer’s price tolerance
is significantly positively correlated to their satisfaction, trust, loyalty and perceived value. In a

consumer survey conducted by CIRC for a study on festive economy and the sales of Micro, Small
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and Medium Enterprises (MSMES) in India, 83.08% of the respondents reported that they get more
deals and discounts online as compared to offline retail stores.! In the same study, Key Informant
Interviews (KII) with the online sellers revealed that 50% of those sellers were offering deals and
discounts only on their online storefront and not at the physical shop.?

Online sellers are often able to offer such discounts on the price of products due to the reduced
operating cost online and high competition. However, if the product is sold for a price significantly
lower than the actual selling price of that product on the brand websites and offline channels, it
can lead to mistrust about the authenticity of the product, as it indicates counterfeiting. The price
of a product must correspond to the actual selling price of the branded product in offline mode or
the brand website; for other generic products, the price must be comparable to other sellers. For
instance, the Fossil men’s watch is offered by a seller on Amazon for INR 6,597 at 40% discount.
The original price on the brand website is INR 11,995. On Amazon, the actual price and the
discount are clearly mentioned. However, a website called Reyol is selling it for INR 2,199, which
is significantly lower than the actual price. The significantly low price and no information about

the discount raises doubts that it could possibly be fake.

Back to results

Vigit the Fossil Store

p— T . . ¥6,597.00
o Fossil Chronograph Men's Watch (Black Dial Black Colored i
. . FREE delivery: Friday, June 17
Stra D) Details
L8 8 & §% 1,143 ratings | 10 answered guestions Fastest del T
rastest detivery: Tomorrow
( TR o “ossil watches chronogragh’ Order within & hrs and 10 mins
Datails
MRP: F10.99500
. Deal of the Day: 36,597.00 @ Select delivery location
Ends in 1 day
You Save: 74,398.00 (40%) In stock.
Inclusive of all taxes Sold by Cambium Retail and
Fulfilled by Amazo
EMI starts at ¥311. Mo Cost EMI available EMI options ~ UL ed gy Amazon
Op) Add to Cart
é’;} Save Extra with 3 offers
Bury Mow
Bank Offer: 105t Instant Discount up to INR 500 on SBI Credit Card Transactions. Min purchase value
INR 2000 | Details Secure transaction
Add gift options

Mo Cost EMI: Avail No Cost EMI on select cards for orders above 3000 | Details
Add to Wish List
¥ See 1 more
Have cne to sell?

o) Sell on Amazon

N
Pay onDelivery 10DaysRetums  Amazon 2 Year Warranty
Delivesed

Roll over image to zoom in

Image 1: A Fossil watch brand retailing for INR 6,597 on Amazon

! Pg 12 of the report
2pg 18
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FOSSIL WOMENS MENS WATCHES SMARTWATCHES BAGS WALLETS JEWELRY SALE FEATURED Q

Neutra Chronograph Black Leather
Watch

*kkKk¥ 43 64Reviews Write a Review

¥11,995.00
(Price Inclusive of GST)

*Only a few left

ADD TO BAG

Colours

¢ 66 &
= r &8 6 ¢

REYOL Home  Coflog  Comloct  Shirf's

Fossil Machine Chronograph Black
Leather Men’s Waich For Man Fs4545
Gift

Rs. 2,199

BUY IT NOW

Checkout securely with
visa @ = roypal SN LD

‘ol'e"
Y

WOKEy

a7 \

Image 3: The same model being retailed for INR 2,199 on Reyol website

We also captured the price presentation of products on the selected e-commerce platforms. For

comparison, we chose the same/similar product on all the platforms.

To illustrate, the images below show the price presentation of Kellogg’s Muesli from sellers on
Amazon and Flipkart. It is observed that on these two platforms, the Minimum Retail Price (MRP),

after discount price, discount percentage and price per gram or per litre are showcased right next
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to a product. All the additional saving offers are also given right below the price information. Other
than that, on the same webpage, if the consumer scrolls down, they can see a price comparison
with other sellers on the platform. This way, these platforms equip the consumers with very
detailed price information to compare with other sellers as well as other websites and easily decide

where to buy it from.

Kellogg's Muesli with 21% Fruit, Nut & Seeds
|Tastier now with Cranberries and Pumpkin
Seeds |Breakfast Cereal | High in Iron| Source

2 of Fibre | Naturally Cholesterol Free | 750g
SUPER SAVER PACK Pack

Visit the Kellogg's Store Details
Y W¥r v 12,465 ratings | 31 answered guestions

#1 Best Seller (EREEATI]

o One-time purchase:
F420.00 (7560.00 / kg)

FREE delivery: Friday, June 17
on first order.

Fastest delivery: Tomorrow
Order within 8 hrs and & mins

@ Select delivery location

M.R.P.: 343866
Price: ¥420.00 (2560.00 / kg)
You Save: 10.00 (2%)
Inclusive of all taxes

In stock.

Sold by Amazon Retail and
Fulfilled by Amazon.

Quantity: 1w

;5?3 Partner Offers: Get GST inveice and save up to 28% on business

. » Add to Cart
e purchases. Sign up for free | Details
g — Buy Now
. @ Secure transaction
Pay on Delivery Not Returnable Amazon Mo-Contact
Delivered Delivery [0 Add gift options

Best Before: 22 Oct 2022 Subscribe & Save:
Pattern name: Muesli S8 10%
-, ¥399.00 (I532.00/ kg)

- F420.00 - TE94.00 i~ 1 QO .
_{ (¥560.00 / kg o} (71,542.22 / kg -, ; First delivery on June 17
Ships from: Amazon
Brand Kellogg's Sold by: Amazon Retail
Flavour Fruit and Nut
Specialty Vegetarian Add to Wish List
. . Weight 750 Grams Have one to sell?
Roll over image to zoom in
Package Bag Sell on Amazon

Image 4: Price presentation of a product on Amazon
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Other Sellers on Amazon

F369.00 (z92.25 / 100 Addto Cart
mil)

& FREE Delivery

Sold by: SHANTINATH SALES (SS)

T370.00 (292.50/ 100/ Add te Cart
mil)

FREE Delivery.

Sold by: M/S Ankit Enterprises

F380.00 (z95.00/ | Addto Cart(2)
100 ml)

Minimum quantity of 2 required

& FREE Delivery

Sold by: HIMALAYANHOUSE

Image 5: Comparison of a product prices available of a product on Amazon

Home Food Products » Breakfast Cer » Kellogg's Bre Kelogg's MU
En: Kellogg's MUESLI 21% FRUIT NUT& SEEDS Pouch (750 g)
— 33 Ratings & 0 Reviews
o=
R F520 =595 12%off

Available offers
@ Bank Offer 5% Cashback on Flipkart Axis Bank Card T&C
@ Bank Offer Flat ¥100 Off* On 1st Transaction through Flipkart Pay Later T&C

Delivery by 18 Jun, Saturday = ¥60 -
View Details

Quantity 750 g Pouch

Services #+ No Returns Applicable

@ Cash on Delivery available

TheSuperfoodie €¥E)
No Returns Applicable -

View more sellers starting from ¥520

For every 100 Spent,

super ./ youearn 2 SuperCoins
Caoin

Max 50 coins per order

Image 6: Price presentation of a product on Flipkart
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All Sellers
Seller Price Delivery
TheSuperfoodie €I 3520 595 12%off Delivery by 18 Jun, Saturday
Cash On Delivery available 5% Cashback on Flipkart Axis Bank Card (¥60)
0 Days Replacement Policy Flat 100 Off* On 1st Transaction through
Flipkart Pay Later
GROCERYWORLD @ ¥575 ¥595 3% off Delivery by 18 Jun, Saturday
Cash On Delivery available 5% Cashback on Flipkart Axis Bank Card (¥60)
0 Days Replacement Policy Flat ¥100 Off* On 1st Transaction through
Flipkart Pay Later

Image 7: Comparison of product prices of a product on Flipkart

The ability to compare prices and save money on products also boosts the trust of a consumer on
the products being purchased (Gustavsson & Johnson, 2006). Features like these resonate with our

findings of the consumers survey that pricing plays a key role in establishing product trust.

Compare with similar items

Rt {
/ S wEE=
ey
This item Northland Bossa Nova NACHTMANN Bossa Nova Plate Northland Nachtmann Boss Northland Crystal Serving Bowl Hotel Bill Serving Black and Gold
Charger Plate, 32cm -Nachtmann 23cm (Half Design) Set 2 Crystal Nova Salad Plate (23 ¢cm) 21cm by Nachtmann Charger Plate 13 Inch Set of 2 pcs
Setof 2
Add to Cart Add to Cart Add to Cart Add to Cart Add to Cart

Customer Rating R AR (5) (0) 0) ik dr o (3) (0)
Price ¥1,680.00 21,441.00 21,999.00 21,350.00 ¥850.00
Sold By Northland™ AltVibes Northland™ Northland™ VM Handicraft
Color Clear Transparent Glass Clear Black
Included Components 1 Crystal Plate : 1 Plate 1 Crystal Bowl Body
Material Crystal Glass Crystal Crystal Cast Iron
Size Epyal] Greater than 10” 23N 21CM 13IN

Image 8: Comparison of prices, size and features of similar products on Amazon

However, there are some websites that mention only the price of the given product. Information

like price per kilogram etc. as provided by Amazon and Flipkart that can facilitate easy price
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comparison for consumers are not necessary, but on online platforms where the consumer cannot
interact with the seller and relies mostly on the information provided on the product webpage,
these features can help consumers evaluate the quality of the product and its pricing properly and
easily, and assess if it’s value for money for them. This may enhance their trust in the product.
When such information is not provided, the consumer will have to put in the work to compare with
other sellers and websites. The consumers may not be able to do it correctly or they may not be

willing to put in the work. This may make it difficult for them to evaluate the product and trust the

quality and pricing.

ooy M
dastak &

Delivering Finest Grocery Standards
Since 1974

5% OFF
Kelloggs Muesli Fruit & Nut 750 GM
2445063423.00

In Stock
' ADD TO CART

Quick Overview

Why shop from Garg Dastak?

a Free Delivery a 100% Guarantee

Image 9: Price presentation on Gargdastak.com
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Ll(b 99 All Category v kelloggs mue B Q 110075, Delhi et O

KA BAZAR

Bagrry's Almonds,raisins & Honey Crunchy Muesli 750 Gm (Pouch)
I445 %475 (6% oFF |

SKU : akb-78337

Add To Cart

Why Shop From Aap Ka Bazar?

B Origina! eranced Pure & Hygenically Great Daily Deals
Products Packed Discount

Description

Note :- Return Available, Any Query Please Contact on Whatsapp +91-9150030303

Welcome to Aap Ka Bazar

Image 10: Price presentation on Aap Ka Bazar

Product Quality

Garvin (1988) defines the quality of a product as the collection of features and brand product
characteristics that have contributed to the ability to fulfill specified demand. When a consumer is
looking to buy a product, it is critical for them to be able to evaluate the quality of the product so
they can ensure it fits their preference and decide whether to buy it or not. While purchasing from
a brick-and-mortar store, the consumer can see and touch the product, even get a demonstration in
some cases, which helps them in ascertaining the quality and making an informed buying decision.
However, in online shopping, the ‘see and touch’ aspect is absent. The more information provided
about the product on the website, the easier it is for the consumer to be able to evaluate its quality
and trust the product. In online shopping, the quality of information can influence the purchase
decision of consumers. Providing complete, accurate, updated and well-formatted information is

important for nurturing the seller-buyer relationship (Sharma & Lijuan 2015).

There are certain international advisories and guidelines that list all the information that needs to

be electronically produced before entering into a transaction.

The EU Directive 2011/83/EU on consumer rights in cases of distant selling elaborate on the

information to be provided by a seller in a clear and comprehensible manner:
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1. Main characteristics of the goods or services

2. ldentity of the trader, such as his trading name, the geographical address at which he is
established and his telephone number

3. Total price of goods or services inclusive of taxes

4. Where applicable, arrangements for payment, delivery, performance, the time by which the
trader undertakes to deliver the goods or to perform the service, and the trader’s complaint
handling policy

5. Areminder of the existence of a legal guarantee of conformity for goods, the existence and
the conditions of after-sales services and commercial guarantees

6. Duration of the contract

7. The trader shall provide the consumer with a copy of the signed contract or the
confirmation of the contract on paper

The USA Restore Online Shoppers’ Confidence Act (ROSCA) was enacted in 2010. It recognised
the importance of confidence and trust of consumers in the growth of online commerce. It listed

the following information disclosures for third party sellers:

1. A description of the goods or services being offered;

2. The fact that the post-transaction third party seller is not affiliated with the initial merchant,
which may include disclosure of the name of the post-transaction third party in a manner
that clearly differentiates the post-transaction third party seller from the initial merchant;
and

3. The cost of such goods or services

Although the presentation of the information of products has changed a lot in the past 10 years,

these directives still play an essential role in conveying the quality of products to consumers.

Even in India, The Ministry of Consumer Affairs, Food and Public Distribution, in The Consumer
Protection (E-commerce) Rules, 2020 has listed what type of product information needs to be

displayed on e-commerce websites in India.

1. Contractual information required to be disclosed by law
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2. Total price in single figure, along with the breakup price for the good or service, showing
all the compulsory and voluntary charges such as delivery charges, postage and handling
charges, conveyance charges and the applicable tax

3. All mandatory notices and information provided by applicable laws, and the expiry date of
the good being offered for sale

4. All relevant details about the goods and services offered for sale by the seller

5. Name, contact numbers and designation of the grievance officer for consumer grievance
redressal or for reporting any other matter

6. Any relevant guarantees or warranties applicable

In 2021, The Ministry of Consumer Affairs released a draft of the amendments to be made to the
Consumer Protection (E-Commerce) Rules, 2020. Although it has not been incorporated into the
Act yet, it introduced various information disclosures for the products. It provides for a ban on the
display or promotion of misleading advertisements, country of origin of the foreign products, clear

display of name of seller in the invoice, best before and use before date.

To illustrate, the image below shows how Amazon provides a detailed description of the product.
It even provides the item number that helps in traceability to ascertain the authenticity of the

product. Such details are missing on other platforms, as seen in further images.

Product information

Technical Details Additional Information

— ASIN TEI1X
Specialty Suitable for vegeterians BT
— Customer Reviews 77 ]
- o3 Grams 7 15,717 ratings
4.5 out of 5 stars
Volume

1Litres Date First Available 29 June 2016
ngredient Type i . \

Vegetarian Manufacturer Adani Wilmar
Brand

Fortune Item Weight 910g
tem Package Quantity

1 Item Dimensions LxWxH 7.6 % 7.5 x 27.2 Centimeters
- - BxT.Ex2T.

Ligquid Generic Name Qils
Package Informatien Boftle
Manufacturer Adani Wilmar Feedback

Allergen Information
’ Mustard Would you like to tell us about a lower price?

tem model number 8906007250969 FBA
Net Quantity 1000.0 milliitre
Product Dimensions TEx7.8x27.2cm; 910 Grams

Country of Origin India

Image 11: Product listing of a cooking oil brand on Amazon-I
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Product details

Product Dimensions @ 7.6 x 7.8 x 27.2 cm; 910 Grams
Manufacturer : Adani Wilmar

ASIN : BOT7S7631XR

Item meodel number : 8306007280969 FRA

Country of Origin : India

Manufacturer : Adani Wilmar

Item Weight : 910 g

Item Dimensions LxWxH @ 7.6 x 7.8 % 27.2 Contimeters
Met Quantity : 1000.0 millilitre

Generic Name : Oils

Customer Reviews:
widddr - 15717 ratings

Image 12: Product listing of a cooking oil brand on Amazon-II
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Description Fortune Premium Kachi Ghani Pure Mustard Oil, traditionally extracted from the first press of mustard seeds,
comes with a high pungency level and strong aroma. Being pure, our cooking oil retains its natural properties and
mustard oil benefits. Its strong aroma and pungency will spice up your cooking.

Specifications

In The Box

Brand Fortune
Model Mame Kachi Ghani
Type Mustard Oil
Quantity 1L

Used For Cooking

Processing Type Cold Pressured

Maximum Shelf Life 12 Months
Food Preference Wegetarian
Dietary Preference Mo Cholesterol
Container Type Plastic Bottle
Organic Mo

Added Preservatives No
Ingredients NA

Mutrient Cormtent A

Common Name Kachi ghani oil

Legal Disclaimer

Flipkart endeavers to ensure the accuracy of the infermation about the products. It is pertinent to note that, actual product
packaging and materials may contain more and/or different information which may include nutritional information/allergen
declaration/special instruction for intended use/waming/directions etc. We recommend the consumers to always read the
label carefully before using or consuming any products. Please do not solely rely on the information provided on this
website. For additional information, please contact the manufacturer.

Image 13: Product listing of a cooking oil brand on Flipkart-I
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Manufacturing, Packaging and Import Info

Generic Name Edible Oil Country of Origin  India

A. Manufacturer's Details Manufactured by:

1. Adani Wilmar Ltd.
B. Packer's Details

Image 14: Product listing of a cooking oil brand on Flipkart-11

The product information provided by some platforms such as the one below is not as detailed.

Description Specification Reviews

—_——

Fortune Kachi Ghani Mustard Qil 1L

Fortune Kachi Ghani Mustard Oil is extracted from cold-pressed mustard seeds and it adds an aromatic flavour to your

dishes. This oil extract has all the nutritional benefits of the seed, making this oil one of the most nutritious oil types. Relish

e of Fortune Kachi Ghani Mustard Oil in your meals. Buy Fortune Kachi Ghani Mustard Oil online now!Despite our

attempts to provide you with the most accurate information possible, the actual packaging, ingredients and color of the

product may sometimes vary. Please read the label, directions and warnin gs :E'E"-ll:—' before wse.

Disclaimer:

Despite our attempts to provide you with the most accurate information possible, the actual packaging, ingredients and

colour of the product may sometimes vary. Please read the label, directions and warnings carefully before use.

Manufactured By:

Avt Gavia Foods Pvt.Ltd Plot Mo.545-45 Phase i Sipoot Ranipat 632405, Vellore District, Tamil Madu, India

Customer Care Humber & Email:

444 2147310 feedback. salsalitof@avtin

Image 15: Product listing of a cooking oil brand on BasketHunt-I
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Description Specification Review
Brand Fariung
Country of Origin ndia
Food Type Jegetarian
Manufacturer Adani Willmar Limited

Manufacturer Contact 14442147310
Humber

Manufacturer Email feedback.salsslito@avt.in

5 Pvt.Ltd, Plot No.545-46, Phase li,zipoot Ranipat

w
[=]
=1

Manufacturer Address Avt Gav
632405 Vellore Distnct, Tamil Madu,India

Image 16: Product listing of a cooking oil brand on BasketHunt-II

Customer Service

Consumers highly value the customer care services that are provided by e-commerce platforms.
Approachable and prompt customer care builds trust in the products as it gives them a sense of
reliability and security. If the buyer knows that they can easily reach out to customer care 24x7 in
case of any query prior to purchasing a product or any issue after purchasing the product, their
trust would only be enhanced. E-commerce platforms have been able to leverage the use of

technology to better connect to consumers and enhance their online shopping experience this way.

To illustrate, the image below displays Amazon's customer care support page. They have a
dedicated and easily accessible customer service portal to address queries of the consumers as well
as toll-free helpline numbers. The consumers can either post their queries on the portal or call on

the toll-free numbers to connect with a customer care executive to address their concerns.
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Hello, Sign in Returns

. Hello
amagon'” © Select your address T B . Account&Lists - & Orders

= Al BestSellers  Mobiles ‘ Customer Service ‘ Today'sDeals Fashion Electronics Prime ~ Home & Kitchen ~ Amazon Pay  New Releases Computers Books Coupons Shupping made easy|Downlua

Hello. What can we help you with?

Some things you can do here

w Your Orders 4+ Returns and Refunds Manage Addresses
L= Track packages G i"" Return or exchange items Update your addresses
Edit or cancel orders Print return mailing labels Add address, landmark details
prime Manage Pl'lrr:\E fm— Paymejt Settings Account Settings
7 View your benefits - Add or edit payment methods Change your email or password
Membership details Change expired debit or credit card Update login information

e Amazon and COVID-19 Digital Services and Device
° Impacts on orders and deliveries Support
Find device help and support
Troubleshoot device issues

Find more solutions Type something like, "question about a charge”

|a

Browse Help Topics

Image 17: Customer care support page of Amazon?®

Apart from this, consumers can also directly connect with the sellers to understand the product

better and assess if it is the right product for them.

3 https://www.amazon.in/gp/help/customer/display.html
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Customer questions & answers

‘ Q, Have a question? Search for answers

A Question: My waist size is 36,which size should | order?
o Answer: Size L will be perfect for you. So please go with size L.
votes By Next2Skin secer  on 27 August, 2019
v
A Question: Is it warm?
o Answer: Mo it's not warm
votes By Alkesh Ladumor on 16 February, 2020
v
~ See more answers (1)
A Question: Is it shinny?
o Answer: Mo, its opaque.
“:fS By Next2Skin secer on 4 September, 2019
~ See more answers (1)
A Question: Is it suitable for waist 252
o Answer: Yes, It is suitable for waist 25"
"’D‘th By Next2Skin seier on 18 October, 2019

v See more answers (1)

See more answered guestions (93)

Image 18: Answered queries by sellers and buyers on Amazon

The images below display the customer support page and the customer Q&A page on Flipkart,

which are similar to Amazon’s.
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The Flipkart Help Centre page lists out various types of issues that you may have encountered so that there can be quick resolution and you can go back to shopping online. For example, you can get more information regarding order tracking, delivery date
changes, help with returns (and refunds), and much more. The Flipkart Help Centre also lists out more information that you may need regarding Flipkart Plus, payment, shopping, and more. The page has various filters listed out on the left-hand side so that you
can get your queries solved quickly, efficiently, and without a hassle. You can get the Flipkart Help Centre number or even access Flipkart Help Centre support if you need professional help regarding various topics. The support executive will ensure speedy
assistance so that your shopping experience is positive and enjoyable. You can even inform your loved ones of the support page so that they can properly get their grievances addressed as well. Once you have all your queries addressed, you can pull out your
shopping list and shop for all your essentials in one place. You can shop during festive sales to get your hands on some unbelievable deals online. This information is updated on 15-Jun-22

TYPE OF ISSUE Help Centre
Help with your issues
Help with your order

Help with other issues

HELP TOPICS

Flipkart Plus Login to get help with your recent orders and issues

in

Cancellations and Returns

Payment
What issue are you facing?
Shopping
I want to track my order s
Wallet Check order status & call the delivery agent
Others -

I want to manage my order

>
Cancel,change delivery date & address

Image 19: Customer care support page of Flipkart*

~ Back to top

Questions and Answers Q

Q: Is it paraben free?

A: No, its not paraben free.

Iun_ntlm\lj Juhi Customer

@ Certified Buyer

Read other answers

Q: It's pack of 272
A: Yes

Sonali Singh

@ Certified Buyer

Q: Two Body lotion get or one?
A: There are two bottles
Akanksha Sharma

¥ BUY NOW @ Certified Buyer

Q: Use in winter

A: Yes, you can use this in winter too
Anonymous

@ Certified Buyer

Read other answers

Q: What is this product smell

Image 20: Answered queries by buyers on Flipkart

4 https://www.flipkart.com/helpcentre
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There are some e-commerce websites that don't have proper customer service. It can make it
challenging for the consumer to address their queries and concerns about the product before or
after the purchase of a product. The image below shows the customer care page of ShopClues
Bazaar, which is another e-commerce platform in India. It can be seen that the policies are

mentioned there, but there is no customer service.

FAQ's

(™, T

Sign In/Register Returns & replacements Orders & cancellation

Payments Refunds Shipping & Delivery Cluesbucks Multiple Coupons Anti-Fraud Cluesbucks™
v
Our Policies
Returns & Replacements
Cluesbucks For Imported Products

= Shipping period for an Imported product may range between 3-4 weeks for delivery.
Cluesbucks® = Only prepaid orders are allowed
» No cancellations shall be permissible after the product is dispatched from an international location.

-Customer will be notified about the shipping status by email.

Payment Options
Y 4 -Generally products are dispatched from international location within 3-4 days
= Refusal to accept the product at the time of delivery will not be entertained and no refunds shall be made in such cases.

ShopClues Bazaar Surety « Return/Replacement request for any Order should be submitted within 10 days of receiving the Product. However, in case of Damaged/ Missing/ Empty Packages/Wrong
Product the request should be raised within 2 days of receiving the product.

FAQs (Help) = Warranty applicable if specified.

-

Service Center . When do you process a Refund?

Refunds are generally initiated in the following scenarios

User Agreement * When Prepaid Orders are cancelled by Customer/Seller/ShopClues Bazaar before delivery (Please read our Cancellation Policy)
s If our courier partner is unable to deliver the order

« If you wish to return the product, in accordance with our Return Policy

2. What is the Return Policy?

Image 21: The help portal of ShopClues lead to the policies and not actionable commands

Customer Reviews

As discussed in the literature review, customer reviews and feedback of the products sold on online
platforms play a significant role in influencing the consumer’s buying decision as they compensate
for the absence of the ‘see and touch’ aspect in offline shopping. Learning about the experience of
other consumers of the usage of the products helps the potential buyers in their decision. The
positive feedback of previous users of a product evokes product trust in new buyers, just like in
offline retail the ‘word of mouth’ strategy helps to establish goodwill of products in the market.

Some studies have shown that the electronic word of mouth travels faster than the traditional
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offline word of mouth as the former is readily available on the internet and consumers tend to rely

on it more in an online setting (King et al, 2014).

The format of reviews on the website have also evolved over a period of time -- from simple star
ratings to text-based reviews, and now sharing pictures and videos of the products by consumers
(Lin et al, 2012). A study also showed that trust is a moderator that acts as a bridge between

electronic word of mouth and the perceived value of a product (Lin and Wu, 2019).

Online reviews also help sellers on e-commerce market platforms to understand what is working
for a consumer and what is not. Sellers are also able to respond to the reviews of consumers on the
websites. Responses of sellers to the consumer reviews, whether good or bad, signify

determination to win the trust of the consumers in their products (Liu et al, 2020).

Nowadays, e-commerce platforms also provide filter options that allow a consumer to view only
those products that have a certain rating. An example of the same can be seen in the below picture
where a person can view only those products that have certain ratings on Amazon. Other websites

also provide such features.
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ama;onm gl Al ~  scarf
]

© select your address

= All Best Sellers Mobiles  Customer Service  Today's

1-48 of over 30,000 results for "scarf"

Delivery Day

D Get It by Tomorrow
[ | GetItin 2 Days

Department
Women's Scarves, Stoles & Wraps
Women's Scarves
Women's Stoles
Men's Winterwear
Men's Mufflers & Scarves
Protective Gear & Clothing
Head & Face Covers
Girls' Scarves & Wraps
v See All 16 Departments

Customer Review R

Brand

Image 22: Customer review filter option on the website of Amazon

These websites then also provide for further categorisation of the ratings received. Carrying
forward the above example, the image below shows how Amazon provides the percentage of

consumers that voted for each rating. It also provides ratings for specific features of the products.
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Customer reviews

Yrirdrdry 360utofb

688 global ratings

5star (] 40%
4 star : 21%
3 star C 15%

2 star E 10%

1 star 14%

~ How are ratings calculated?

By feature

Light weight iz 4.5
Comfort 4.0
Value for money ' & & & 4%
~ See more

Review this product

Share your thoughts with other customers

Write a product review

Image 23: Further categorisation of reviews of a product on Amazon

w Vishal Asthana

-----

T Good product
Reviewed in India on 16 March 2021
Color Mame: Multi Color 5 Verified Purchase

Fabric is good. It is non slippery material. The colors goes with many dresses. Scarf size is good too. It's
worth in this cost.

6 people found this helpful

Helpful Report abuse

Image 24: Review of a product along with pictures and description on Amazon
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Ratings & Reviews Product Q&A

Write a review and win 100 reward points !

4/5 Overall Rating

87468 verified ratings Write Review
Photos From Customers

i B

Most Useful Review

Anzylla Sind : 202
) nzylla Sindak
"M Beachy Peachy"
I'm reviewing this after just getting this mini lipstick: 1.dont get fooled by the color,it is
nude brown-pink like lipstick to look. 2.But the shade Is pink ,peach nude pi...Read More

.' !
‘ P 3

{7 Helpful 192 people found this helpful

® Aishwarya Jaiswal
"l love this shade 03 Devious Pink??"
It's dail

But it’s

small only for 4-5 swatches .

ar shade and it’s looks so pretty on lips

arry anywhere. In my picture shade

ed bez of light.

Image 25: Review of products on Nykaa

Delivery/Shipping Service

In offline shopping, the consumer himself is responsible for carrying the product home, other than
heavy objects, which are delivered by the seller. In online shopping however, the consumers get
every product at their doorstep. If the product ordered by a consumer online doesn’t reach them

within the specified time or in a good condition, they will lose trust.

Most e-commerce platforms have two delivery models:
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1. The order is fulfilled by the e-commerce platform through their delivery partner.

2. The order is fulfilled by the seller through their delivery partner.

In e-commerce, due to the involvement of two parties, i.e. the platform and the seller, it is often
difficult for the consumer to ascertain who is responsible for any mishap in their order fulfillment
(Hong & Cho, 2011). To build product trust, it is important for all the parties involved -- seller,
e-commerce platform and delivery partner -- to perform their job with utmost care and

responsibility and fulfill the orders placed by the consumers.
Returns and Refunds

Return, refund and replacement policies also play a key role in building product trust. It is another
important factor that was listed by consumers in the survey. As discussed before, in e-commerce,
the consumers cannot see, touch or try the products before buying them. They make the purchase
decision based on the images/videos and product description provided in the product listing. When
the product arrives and the buyer feels that the product is wrong/defective/damaged, not the correct
size, not serving the intended purpose or not of the expected quality, a customer-friendly return,
refund and replacement policy can provide an option to the buyer to return or replace it. If a
consumer has this option, she will not hesitate to buy the product. Lenient return policies have
been found to encourage the intention of consumers to purchase (Janakiraman et al, 2016). The
reputed platforms have consumer-driven return and refund policies. Flipkart’s Terms of Use®
define ‘Return’ as the action of giving back the item purchased by the buyer to the seller on the

Flipkart platform. Return is issued under these circumstances:

1. Item was defective

2. Item was damaged during shipping
3. Product was missing

4. Wrong item was sent by the seller.

Returns on the Amazon website are issued when:

5 https://www.flipkart.com/pages/terms?otracker=undefined_footer_navlinks
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Most items purchased from sellers listed on Amazon.in are returnable within the return window,
except those that are explicitly identified as not returnable. The return is processed only if:

e Itis determined that the product was not damaged while in your possession;

e The product is not different from what was shipped to you;

e The product is returned in original condition (with brand’s/manufacturer's box, MRP tag

intact, user manual, warranty card and accessories)
Safety & Compliance and Grievance Redressal

The survey also revealed that the consumers categorise receiving a fake/counterfeit, damaged, and
expired product as factors impacting product trust. In an offline purchase, 54.4% respondents hold
a shopkeeper liable for such instances. However, in an online shopping mode, 34.92% of the
respondents hold the e-commerce platform liable and 40% say both the e-commerce platform and
the seller are liable. It shows that the majority of consumers aren’t sure who is responsible for such

incidents.

E-commerce is a network of several entities working together to bring the right product to
consumers. Each entity has their share of responsibilities to gain and maintain the trust of
consumers in products. As research on sellers and e-commerce platforms is secondary, it cannot
be determined what measures sellers take at their level to build and enhance product trust in
consumers. However, for e-commerce platforms, we looked into their policies on safety and
compliance and the grievance redressal mechanism provided on their website and other

information in the public domain.

The rights of consumers purchasing products online are protected under the Consumer Protection
Act, 2019. The Central Government, owing to increase in the volume of online transactions,
released the Consumer Protection (E-Commerce) Rules, 2020 that extends to all the models of e-
commerce, including marketplace model, inventory model, multi-channel single brand retailers,
single brand retailers in single or multiple formats (Consumer Protection Rules 2020 § Rule
2(1)(b)&)(c)). It bans adoption of any unfair trade practice on any platform (Consumer Protection
Rules 2020 § Rule 4(4)).
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Reputed e-commerce platforms such as Amazon & Flipkart follow a proactive as well as a reactive
approach when it comes to safety and compliance. Apart from Terms of Use® for the sellers,
Amazon has a Manage your Compliance’ dashboard where sellers can see and fill all the country-
specific requirements for product listing. If the seller does not meet the compliance requirement,
their submission can be rejected. For example, when listing food products on Amazon, safety
compliances® are essential to ensure the safety and health of the consumers. On receipt of a report
from a customer, Amazon conducts food safety investigations to make sure that hazardous and
unsafe products are not being sold on its platform. As per the platform policy: “investigations may
arise because of selling expired products, misleading info/mislabeling, product tampering, pest
infestation or food quality induced injury/ illness/ allergic reaction that may affect the customer’s
health and safety (claimed by customers).”® This ensures that sellers comply with the policies of
the country for listing their product. Even with such checks and balances in place, some bad actors
manage to onboard and sell counterfeit products. To address this issue, Amazon uses machine
learning and removes the listings of any suspected counterfeiters. In 2021, Amazon was reported
to have removed 10 billion listings suspected of counterfeiting (The Economics Times, May 2021).
Amazon also has tools like Project Zero, Transparency, & IP Accelerator'®, under its brand

services to counter the sale of counterfeit products on the platform.

Flipkart also has its Terms of Use!! policy for sellers so that they meet compliance requirements.
Clause 9 of the ‘Use of the Platform’ mandates compliance with the Food Safety and Standards
Authority of India (FSSAI) and obtaining the necessary licences and permits. It also requires a
seller to ensure that the items listed by the sellers do not infringe upon the intellectual property,

trade secret or other proprietary rights or rights of publicity or privacy rights of third parties.

6 https://www.amazon.in/gp/help/customer/display.html?nodeld=200545940&ref_=footer_cou
"nttps://sellercentral.amazon.in/gp/help/external/help.html?itemID=UDCM66BHG6B4G XZ&language=en_IN&ref
=efph_UDCM66BHG6B4GXZ_cont UHBFA4XSJ2LZFLY

8 https://sellercentral.amazon.in/gp/help/external/UH6F A4XSJ2LZFLY

9

https://sellercentral.amazon.in/gp/help/external/help.html?itemID=HZE2SLY AZCAQF78&language=en_IN&ref=ef
ph_HZE2SLYAZCAQF78_cont_ UCMGZBFXQ97P2SU

10 Project Zero & Transparency, strive to counter the problem of counterfeiting, by enabling sellers to engage in a
product serialisation service which helps identify individual units and proactively prevent counterfeits from reaching
customers. Whereas, IP Accelerator, enables the business owner to engage legal help at predetermined rates to
protect their intellectual property.

1 htps://seller.flipkart.com/sell-online/terms-use
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Other platforms like ShopClues and JioMart have strict policies against counterfeiting through
their policies against the infringement of Intellectual Property Rights. Under Clause 5.2.3.d.d. of
the User Agreement of Shopclues'?, a seller cannot host, display, upload, modify, publish,
transmit, update or share any information or item that infringes any patent, trademark, copyright
or other proprietary rights or third party's trade secrets or rights of publicity or privacy or is
fraudulent or involves the sale of counterfeit or stolen items. Clause 9.5.4 of the JioMart’s Terms

and Conditions'® also prohibits infringement of intellectual property rights.

The need for a well-functioning grievance redressal mechanism in online shopping is one
recognised by both the facilitators and the regulators. While e-commerce platforms themselves
strive to build better functioning customer redressal mechanisms, the regulators in India have
recently made it mandatory for these facilitating platforms to appoint Nodal/Grievance officers
under the Consumer Protection Act, 2019 and Information Technology Act, 2000. All the major
e-commerce players have already appointed the Grievance Officer and their coordinates can be
found under the Conditions/Terms of Use of all these platforms, easily accessible to customers and
suppliers alike, as seen in the images below. Reputed retailers such as Amazon, Flipkart and
IndiaMart already have consumer-friendly grievance redressal mechanisms to rectify any
irregularities and grievances at the consumer level itself, with further provisions available to
escalate these complaints to higher levels if issues are unresolved in the first instance.’* The help
portal allows consumers to chat or talk to the agents on the platforms to register these specific

issues.

12 https://bazaar.shopclues.com/user-agreement.html

13 https://www.jiomart.com/terms-and-conditions

14 https:/fwww.amazon.in/gp/help/customer/display.html?nodeld=202134240
https://corporate.indiamart.com/customer-care-services.
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MNotice Form:

If you believe that your rights are being violated by an item or information on the
Amazon.in site, you may fill out and submit the Motice Form (below). This signed form can
be sent via E-mail PDF or Fax to the Grievance Officer:

Name: Pankaj Singh

e-mail PDF: grievance-officer@amazon.in

Subject Line: Claim of Infringement
or

Fax: 040 - 39922887

or

Amazon Seller Services Pvt. Ltd.
Ground Floor

Eros Plaza, Eros Corporate Tower
Mehru Place

MNew Delhi 1710019

(We will accept a signed PDF via e-mail with the subject line "Claim of Infringement” or
Fax, unless by prior agreement we have agreed with you for an alternative receipt
mechanism).

Image 26: Grievance Redressal - Amazon

How is a 'dispute’ resolved?
Whenever there is a disagreement relating to any transaction, the users can write to grievance@shopclues.com in order to raise & dispute. Once a dispute is raised by either
party

aar.ShopClues.com shall try to mediate and the resolve the matter amicably.

18.7. Grievance Officer In accordance with the Information Technology Act, 2000 and rules made there under, the name and contact details of the Grievance Officer is

published herewith:

Grievance and Nodal Officer

Mr. Rupinder Grews

GIC-Customer Support

Clues Network Private Limited

Flot No. 112, Sector - 44, Gurgaon 122003

CIN No. -U532580HR201 47

Phone No. -
Website - bazaar.ShopClues.com
19. Report an Intellectual Property Right Violation

olation of these Terms of User Agreement or if You become aware of any objectionable content an the Website, or if You believe

olated in any manner through the Website, please refer to the Shopclues Intellectual Property Viclation (SCIPV) available here

r.5hopClues.com/brand-inquiries.html

Image 27: Grievance Redressal - ShopClues
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Chapter 5. Conclusion and Way Forward

With increasing internet penetration in India, e-commerce is booming. The Covid-19 pandemic
has further accelerated its growth. E-commerce is not just the present need, but is ushering in a
brighter future for this country and the world. It benefits consumers by bringing them goods and
services from beyond their local geographies and increases competition by bringing several sellers
together on big platforms, but also benefits sellers by increasing their outreach, consumer base and
hence revenues. To spur the transition of consumers from offline to online and sustain e-
commerce, it is important for sellers and e-commerce platforms to establish product trust in
consumers. In an online shopping mode, consumers neither see the seller nor the product until it
is delivered to them, so the factors that lead them to trust the product and make their purchase
decision may be different from offline modes of shopping. Thus, it is critical for online sellers and

platforms to identify those factors.

Our study revealed that majority of the people consider online shopping safe. This consumer trust
is built by some e-commerce platforms by creating a safe environment for consumers to shop.
Pricing, product quality assurance, customer service, delivery, and customer reviews appeared to
be the top five factors that consumers consider important in deciding whether they should trust an
online retailer. Other factors stated by the respondents are offers, payment system, call back review
from customer, brand due diligence, cash on delivery, regional language for product description,
warranty, mass advertising and friends’ response and reference. Amazon and Flipkart are reported

to be the top two platforms that match the consumers’ definition of trustworthiness.

To assess the trustworthiness of the e-commerce platforms reported by consumers as trustworthy,
we conducted secondary research to see how they perform on the factors listed by the consumers
in the survey as compared to other platforms. The research shows that platforms like Amazon and
Flipkart have earned the reputation of being trustworthy because they outperform most other online
sellers and platforms on all those factors. These reputed platforms provide a very detailed
description of the features of the products along with the product pictures and videos, and price
information with MRP (maximum retail price), price per unit and discount (if any), which makes

it easier for the consumers to assess and trust the quality and genuineness of the product. The
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reputed platforms also provide prompt and approachable customer care which give a sense of
security and reliability to consumers as they can ask questions about the product before buying
and complain if the product doesn’t meet their expectation. These platforms also have return,
refund and replacement policies which helps in establishing product trust in consumers as they
know that they can return or exchange the product if it does not meet their expectation. It is
observed that these platforms have a strong safety, compliance and grievance redressal mechanism
that is essential in e-commerce due to information asymmetry and lack of inter-personal interaction
which increases the potential for foul play. As the ‘see and touch’ factor is absent in an online
shopping mode, these factors help build consumer trust in the product. In many other e-commerce
platforms in India, one or more of these features are missing or not good enough in comparison to
these reputed platforms. This makes the other online platforms or sellers drop down on consumers’

scale of trustworthiness.

The survey also shows that receiving fake/counterfeit, damaged or expired products purchased
online can lead to dwindling of consumer trust. 26.9% of the respondents said that if they received
a counterfeit product from an e-commerce website, they would not buy any product from that
website. 50% said they would file a complaint on the website or with the consumer protection
forum while 19.4% of the respondents said that they will ignore the counterfeit product and buy
the one that they believe is genuine. In an online mode, due to the involvement of two parties i.e.
the seller and the e-commerce platform, the consumers are also mostly unaware of who is
responsible for such instances. This exhibits lack of awareness in consumers about the liabilities
of the various parties involved in an e-commerce ecosystem. However, only consumers are not to
blame for this lack of awareness. The confusion also comes from the lack of clarity in government
regulations. There are several cases in court pertaining to the delivery of wrong/non-standardised,
defective products on which judgements are not consistent. The government must provide clarity
on liabilities of the various parties in the e-commerce ecosystem. That information must also be
disseminated to consumers through e-commerce platforms, social media, print media and

campaigns.

Trust is abstract, subjective and delicate. It needs to be established and nurtured. One unpleasant
consumer experience can break the trust built up painstakingly. E-commerce platforms and sellers

have to continuously understand their consumers’ needs and factors that impact their buying
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decision online, thrive to meet their expectation and earn their loyalty to grow their businesses. As
digital markets are constantly evolving, the e-commerce platforms and sellers must also strive to
come up with more innovative and advanced features to reduce information asymmetry and
improve trust in consumers for online shopping. Online sellers must read the customer feedback
posted online regularly to see if the products are meeting their expectations. E-commerce platforms
can also carry out online surveys once in a while to understand the consumer experience of their

platforms and improve the features that are not working well for users.

Government policies also impact how e-commerce and sellers operate and serve their customers
and how consumers are protected from foul play. Thus, the way forward should be greater
collaboration between all stakeholders — e-commerce players, trade bodies, consumer consortia
and policy makers — to arrive at a stable and predictable policy framework that proves mutually
beneficial to all. Government and e-commerce platforms must also run online and offline
campaigns to increase consumer awareness of e-commerce ecosystem, liability of each party in e-
commerce, things to look out for when buying online so they can save themselves from fraudulent
websites or sellers. The government and e-commerce platforms should also set up standard
operating procedures for grievance redressal mechanism, so that grievances can be acknowledged

and addressed in a time-bound manner.
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