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ABSTRACT

Webassumesbitbybitamorepivotalparttoassociatedataandindividuals,the

Pressurehaskeptonascendingonbusinesssectorswhichhaveeffectivelyutilized

onthewebadministrations,andparticularlyonbusinesssectorstowhichselling

itemsonlineisnovel.Thepatternoftheretailingstoreischangingasadeveloping

numberofretailersaremovingtheircenterfrom generalphysicalretailingtonew

organizationslikeelectronicretailingore-retailing.Electronicshoppingoffersthe

bestworth,extraordinarythingsandbasicshopping.Theachievementofanye-tailor

associationinIndiaisreliantuponitscommonness.Onlineshoppinghasobtained

importanceinthehigh-levelbusinessenvironment.Theheadwayofwebshopping

forfoodhasopenedthedoorwayofachancetogiveahighgroundoverfirms.

Onlineshoppinghasfilledinnoticeablequalitythroughoutthespanoftheyears

basicallyas people imagine thatit's fitting forthe comfortoftheirhome or

workplace.Inthenewpast,thewebkeepsasignificantspotinsidemonetaryactivity.

Asofnow-a-daysindividualsshowtheirbenefitontheweb.Sothisstudyattemptsto

inspectCUSTOMERSATISFACTIONTOWARDSBIGBASKETONLINESERVICESIN

CHENNAI.

KEYWORDS:-
❖ Internet

❖ RisingTrend

❖ BigBasket

❖ OnlineGroceryShop.
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CHAPTER1 INTRODUCTION

1.1INTRODUCTION

Customersatisfactionisdefinedas“Ameasurementthatdetermineshow happy

customersarewithacompany’sproducts,services,andcapabilities.”Customer

satisfactiondata,includingoverviewsandevaluations,canassistanorganization

with deciding how to bestimprove orchanges its items and administrations.

Consumerloyaltyisviewed asakeyexecution markerinsidebusinessand is

regularlyimportantforaBalancedScorecard.Inaseriouscommercialcenterwhere

organizationsvieforclients,consumerloyaltyisviewedasakeydifferentiatorand

progressivelyhasbecomeavitalcomponentofbusinesstechnique.Consumer

loyaltyismeasureasignificantdynamic.Atthepointwhenabrandhassteadfast

clients,itacquirespositiveinformalpromoting,whichisbothfreeandexceptionally

viable."Therefore,itis fundamentalfororganizations to successfully oversee

consumerloyalty.To be capable do this,organizations need dependable and

delegateproportionsoffulfillment."Inexploringfulfillment,firmsbyandlargefind

outiftheiritem oradministrationhasmetorsurpassedassumptions.Subsequently,

assumptionsareavitalfactorbehindfulfillment.Atthepointwhenclientshave

elevatedrequirementsandthetruthmissesthemark,theywillbebaffledandwill

probablyratetheirexperienceasnotexactlyfulfilling.

Webischangingthemannerinwhichshoppersshopandpurchaseproductsand

enterprises,andhasquicklyadvancedintoaworldwidewonder.Inthecourseofthe

mostrecenttwentyyears,theIndianonlinebusinessareahasseenfastdevelopment.

Expandingwebaccessibilityandcellphoneinfiltrationarethetwoprimarydriversof

thisdevelopment.Additionally,developingagreeablenessofonlineinstallmentsand

idealsocioeconomics has changed the mannerin which organizations impart,

connectandworkwithclients.IthaschangedthewaytheIndianonlinebusiness

areaworks.AstheInternetassumessteadilyamorepivotalparttoassociatedata

andindividuals,thepressingfactorhaskeptonascendingonbusinesssectors

whichhaveeffectivelyutilizedonlineadministrations,andparticularlyonbusiness

sectorstowhichsellingitemsonlineisnovel.Thepatternoftheretailingstoreis

changingasadevelopingnumberofretailersaremovingtheirconcentrationfrom
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generalphysicalretailingtonewarrangements,forexample,electronicretailingore-

following.

NotwithstandingthehugecapabilityoftheE-businessmarket,theInternetgivesa

novelchancetoorganizationstoallthemoreproficientlyarriveatexistingand

expectedclients.Albeitthevastmajorityoftheincomeofonlineexchangescomes

from business-to-business trade,the specialists ofbusiness-to-purchasertrade

oughtnotlosecertainty.Ithasbeenover10yearssincebusiness-to-purchaserE-

trade previously advanced.Researchers and specialists of electronic trade

continuallyendeavortoacquireanimprovedknowledgeintobuyerfulfillmentsinthe

internet.AlongsidetheadvancementofE-retailing,scientistskeeponclarifyingE-

shoppersfulfillmentsfrom alternatepointsofviews.

ThisstudyisanattempttoknowtheCONSUMERSATISFACTIONTOWARDSBIG

BASKETONLINESERVICESINCHENNAI

1.2INDUSTRYPROFILE

TheIndianE-commerceindustryhasbeenonanupwarddevelopmentdirectionand

isreliedupontooutperform theUStoturnintothesecondbiggestE-trademarketon

theplanetby2034.IndiawebbasedbusinessareawillarriveatUS$99billionby

2024from US$30billionoutof2019,extendingata27%CAGR,withbasicfooditem

anddesign/clothingpronetobethevitaldriversofsteadydevelopment.

TheIndianonlinebusinessareaispositionedninthincross-linedevelopmentonthe

planet,asindicatedbyPioneersreport.Indianwebbasedbusinessisprojectedto

incrementfrom 4% ofthecompletefoodandstaple,clothing,andbuyerhardware

retailexchange2020to8%by2025.

AsmostIndianshavebegunshoppingonthewebasopposedtoventuringoutside

theirhomes,the Indian internetbusiness area saw an expansion.Additionally,

accordingtotheMcKinney'sreport,~96%buyershaveattemptedanothershopping

conduct;~60% purchasersarerequiredtomovetointernetshoppinginthemerry

seasonandkeepshoppingonthewebpasttheCOVID-19pandemic.

Whichgaveascendinpatterntopurchasestaplegoodsonlineasindividualscan'tgo
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outduringlockdown.E-stapleretailingisstillattheoutsetstageandthevolumeof

webfoodsuppliespurchasingfailstoimpressanyonefore-merchantsinIndiato

supportbeneficialdevelopmentoverthelonghaul.Theprospectofbuyingtransitory

itemsincludingfishoverthewebincitessomedoubtamongmostclientsasthe

dependabilityandresponsibilityoftheassistancecomesintoquestion.E-basicfood

item retailerscanexpandbrandvalue,producingrehashbusinessandthiswillbring

aboutmarketinfiltrationinthisindustry.Thegenuineadvantageofonlineshopping

forfoodiscomfort.Byrequestingontheweb,onecanrapidlylookfortheitemsone

requirementandrequestthem withouthavingtoactuallystrollthroughthoselong

walkways.

1.2.1OnlineGroceryMarketinIndia

India’sonlinegrocerymarketstartedinthemid-2010swithanon-requestplanof

action,dependenton neighborhood retailers forsatisfying requests.This was,

obviously,gonewiththeactofprofoundlimiting.

In2017,anapproachchangeallowed100%FDIinfoodretail.Thispromptedasurge

ofcapitalfrom unfamiliarfinancialbackers.Thisempoweredorganizationsinthe

area to venture into level2 and level3 urban communities,supported by a

synchronousblastincellphoneuse,webutilizationandcomputerizedinstallments.

Significantspeculations across the whole environmentoffood handling,cold

stockpilingandgenerallycoordination’shelpedtheareaacquireextrafooting.Over

thelongrun,astockroom modelstartedcomingtofruition,andsoontheshort-term

conveyancemodelgotwellknown.Today,two-hourconveyancesarequickturning

intothestandard,andtoaccomplishthisorganizationsintheareaareprogressively

tyingupwithkeranastores.Wherebigbasketisdominatingthee-grocerymarket

with[35.2%],followedbyAmazonFreshwith[31.5%]andGofers[31.2%]

1.2.2OnlineGroceryCompaniesinIndia

• BigBasket

• AmazonFresh

• FlipkartGroceryStore
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• Swiggy

• Zomato

• Jiomart

• Gofers

• DMart

• Dunzo

• Easyday

• GodrejNature’sBasket

• Gofers

1.2.3OnlineGroceryMarketSize

TheIndiaonlinestaplemarketsizewasesteemedatUSD2.9billionofevery2020

andisrequiredtoextendatabuildyearlydevelopmentrate(CAGR)of37.1%from

2021to2028.Themarkethasacquiredtremendousfootingovertheprevious

monthsbecauseofthechangingwayoflifeofthebuyers,developingurbanization,

andtheeducatedagethatinclinestowardpurchasingitemsontheweb.Withthe

developmentinexpendablewagesandbusierwaysoflife,individualsare

progressivelysearchingoutadjustableandadvantageousonlinestagesforshopping

forfoodasopposedtostrollingdowntothelocalsellers.Theinclinationforonline

conveyanceofbasicfooditem itemsturnedouttobemoreobviousaftertheCOVID-

19flare-up.Withthesocialremovingprinciples,buyersareturningtheir

concentrationtoonlineshoppingforfood,whichisn'tjustadvantageousyetisa

moresecurealternative.Furthermore,itsetoffthedevelopmentofonlineshopping

forfoodandthediagram patterntodevelophigherasthisageneedseverythingat

theirconnivance.

1.2.4Investments

Tokeepupthepatternjustastogetahandleavailablenumerousorganizations

began putting resources into online staple stage.Gigantic speculations from

worldwideplayers—likeFacebook,whichisputtingresourcesintoRelianceJio—are

beingrecordedintheonlinebusinessmarket.Googlelikewiseannounceditsfirst
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ventureworthUS$4.5billioninJioPlatforms.Thisarrangementwastrailedbythe

acquisitionofFutureGroupbyRelianceRetail,extendingthepresenceoftheAmbani

Groupintheinternetbusinessspace.

1.2.5GovernmentInitiatives

With the public authority advancing the computerized economy structure and

computerizedproficiency,theonlinebasicfooditem marketinIndiaisprobably

goingtoobserveafurtherforceinitsdevelopment.Thebusinessisreliedupontobe

drivenbythebuyerswhostayinTier-Iurbanareas,forexample,Bangalore,Chennai,

Mumbai,andDelhi,Muchofthedevelopmentinthebusinesshasbeensetoffby

expandingwebandcellphoneinfiltration.AsofAugust2020,thequantityofweb

associations in India essentially expanded to ~760 million,driven by the

'Computerized India'program. Out of the all-out web associations,~61%

associationswereinmetropolitanregions,ofwhich97%associationswereremote

gadgets,andthecalculatedeffortlessness.Thepublicauthorityisopeningthingsin

astepwiseway

TheGovernmentofIndia'sapproachesandadministrativesystemslike100%Foreign

DirectInvestment(FDI)inB2BE-businessand100%FDIunderprogrammedcourse

underthecommercialcentremodelofB2CE-tradearereliedupontoadditionally

movedevelopmentinthearea.AccordingtothenewFDIstrategy,onlinesubstances

throughunfamiliarspeculationcan'toffertheitemswhicharesoldbyretailersin

whichtheyholdvaluestake.

InOctober2020,MinisterofCommerceandIndustry,Mr.PiyushGoyalwelcomed

new companiestoenlistatpublicacquiremententryway,Gem,andofferproducts

andventurestogovernmentassociationsandPSUs.

ThroughitsDigitalIndiacrusade,theGovernmentofIndiaismeaningtomakea

trillion-dollaronlineeconomyby2025.

1.2.6History

Thelastpartofthe1990swasaperiodofincredibleidealism forwebretailers.

Purchasershadquiterecentlybegunrequestingitemsontheweb,andtherewasa
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generallyheldview thatthisnew strategyforshoppingwouldtotallyupsetthe

business.

Asthebiggestsingleretailarea,staplewasanearlyterritoryofcoreinterest.It

conceivablyofferedtheworthwhilecompensationofhigh-spendingcustomerswho

shopped routinely.Itadditionally had the advantage ofbeing something that

numerousindividualsdidn'tespeciallyappreciatelookingforaswasshoutingoutfor

achangethatexpandedaccommodationandsavedpurchaserstime.

Essentially,the earlymoversin the businesswere notgrocerystoresorfood

producers,butratherinnovation organizationsquickto utilizetheirinsightinto

codingandframeworkstostirupanareatheyacceptedtobereadyforchange.They

wereempoweredandupheldbyfinancialbackerswho,rightnow,weretossingcash

atanyorganizationwitha.com postfix.

HomeGrocer.com wasoneoftheprimaryonlinegrocerystoreplayers.Itbeganin

1997inWashingtonstateandimmediatelyacquiredventuretopermitittomakethe

frameworkexpectedtohelpthebusiness,includingatremendousstockroom andan

armadaofvans.Earlydevelopmentwasgreat,andbymid-2000,dealshadreached

morethan$1millioneveryday.Thisfastdevelopmentpoweredgreaterventurefor

ventureintodifferentbusinesssectors,includingCalifornia,Oregon,Texas,Georgia

andIllinois.

Theotherearlymoverinonlinebasicfooditem wasWaban,establishedin1996.

AfteraneffectivedispatchinCalifornia,thefirm leftonforcefuldevelopmentplans,

withanobjectivetoworkin26significanturbancommunitiesaroundtheUnited

States.Itstrustlateronfore-staplewasunderlinedbyabewildering$1billion

requestwithadesigninganddevelopmentfirm toworkoutnewdistributioncenters

andtheframeworktohelpthem.

Simultaneouslyasunadulteratedplayinnovationorganizationsweretakingactions

intobasicfooditem,differentplayerswereseekingafteranalternatemodel.Peapod,

forinstance,whichwasestablishedin1989,atfirstsoughtafteranassociation

modelbyworkingwithcustomarygrocerystoreslikeJewel,KrogerandSafewayto

conveyfood.This,alongsidemindfulextension,permittedittosavemoneyoncosts
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intheproductionnetwork.Regardlessofmarketdisturbance,itsendurancewas

guaranteedwhenAholdpurchasedtheactivityin2001.

RelativetenderfootInstacart,whichwasestablishedin2012,utilizedacomparative

modeltoPeapodinthatitcooperatedwithfoodmerchants.Notwithstanding,in

contrasttoPeapod,theactivityismoreadaptable,dependingonself-employed

entities to pick items from stores and convey them to clients'homes.This

adaptabilitypermitsInstacarttododgeaconsiderablelotofthegreatframework

coststhatendupbeingtheAchilles'impactpointofunadulteratedplayonlinefood

merchants.

Theexercisefrom thesemodelsisthatutilizingthescaleandfoundationofstandard

merchantsisanapproachtobypassboththesignificantexpensesrelatedwith

warehousing and the loweredges thatcome from getting nourishmentfora

generallylow-volumeactivity.Generally,thesemodelsunderlinethewaythat,inspite

oftheascentofontheweb,hugestorebunchesactuallyhaveasignificantbenefit

asaresultoftheireconomiesofscale.

Today,onlineisbyandbyalandmarkforstaple.Bethatasitmay,thefieldisn't

overwhelmedbyinnovationfirmsorunadulteratedplayonlineretailers.Ormaybe,it

ispackedwithconventionalbasicfooditem chainslikeWalmartandevenAmazon

Thecontentionsthatappliedtotheearlypioneersareasyetpertinentandaddress

givesthatmerchantareworking through.Nonetheless,storeshavea few key

benefitsthatmaketheirendeavoursintoonlineboundtoproduceachievement.

Tobeginwith,theyasofnowhavebroadfoundationandcoordinationorganizations,

includingtheirstores,whichcanbeutilizedasstockroomsandcirculationhabitats

foronlineorders.Second,theyhaveenormouseconomiesofscale,whichpermits

them togetbetteredges,which,thus,impliesthatonlinebenefit,whiletesting,isn't

totallytricky.Third,theycaninterestbuyersbyofferingascopeofadministrations,

similartosnapandgatherfrom storesandchecksidepickupthatbeatssome

customerissueswithpurchasingontheweb.

Thesethings,alongwiththeascentofcomputerizationandadvancedmechanicsin

picking and pressing,imply thatthis new influx ofonline developmentand
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speculationwillprobablysucceed.Thisis,maybe,thebeginningofthegenuineweb

stapleupheaval.

1.3COMPANYPROFILE

BigbasketisthelargestonlinegrocerysupermarketinIndia.Itwasdispatchedin

2011,veryaboutwhenwebbasedbusinesswasinitsbeginningstageinthecountry.

BigbasketwasdispatchedwhenIndia'sbustlinglaborforceinurbanareaswas

thinkingthatit’shardtoallottimetopurchasestaplegoodsandhomefundamentals.

Bigbasketgavethem theadaptabilitytoputintheirrequestwheneverandgetthe

thingsconveyedattheirfavoredtime.Bigbasketoffersstaplegoodsandfood

suppliesindifferentclassificationslikenaturalproductsandvegetables,foodgrains,

oil,masalas,pastry shop things,drinks,marked food varieties,individual

considerationitems,familysupplies,eggs,meat,fish,andsoforthBigbasketright

nowoffersinexcessof18,000itemsacrossdifferentclassificationsandhighlights

inexcessof1000brandsinitsindex.Bigbasketaccompaniestheguaranteeofmost

reducedratesandbriefconveyanceadministrations.

1.3.1CORPORATEGOVERNANCE

BigbasketissettledinBangaloreandconveystodifferenturbanareasinIndia,for

example,Hyderabad,Mumbai,Pune,Chennai,Delhi,Noida,Mysore,Coimbatore,

Vijayawada-Guntur,Kolkata,Ahmedabad-Gandhiagar,Lucknow-Kanpur,Gurgaon,

Vadodara,Visakhapatnam,Surat,Nagpur,Patna,IndoreandChandigarhcitylimits.

Whereenormouscrateissituatedin21urbanareasinIndiaandit'sthemost

celebratedonlinestapleassociationinIndiawheretheyfollownovelstrategiesand

activitiesandsatisfyclient'snecessitiesatthenormaltime

Foundersofbigbasket

• HariMenon

• VSSudhakar

• VSRamesh

• VipulParekh

• AndAbhinayChoudhari.
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PresidentofBigbasket

• VipulParekh

CEOofBigBasket

• HariMenon

ManagingDirectorofBigBasket

• TCMeenakshisundar

1.3.2HISTORY

Bigbasketwasdispatchedin2011,yetitsexcursionhadstartedsignificantlysooner.

Itwasintheyear1999thatagatheringofindividualscontainingVSSudhakar,Hari

Menon,VipulParekh,AbhinayChoudhariandVSRameshdispatchedtheironline

retailbusinesscalledFabmart.Thebusinessdidverywellandlateractualretail

shoppingcenterscalledFabmartweredispatchedindifferentareasinSouthIndia.

ThebusinesswasultimatelyofferedtotheAdityaBirlaGroupandnowitisreferred

toprominentlyas'Additional'corporatestore.Notwithstanding,theorganizerswere

tinglingtobeginsomethingnewandwiththeirinvolvementwithretailbusiness,they

metupindeedtodispatchBigbasketin2011.Bigbasketcurrentlyhasrevenueof

around$3.2millionandapproximately4,000employees.

CHAPTER2 REVIEW OFLITERATURE

2.1Introduction

InthisChapter,theresearcherhasmadeanattempttostudyandunderstandthe

conceptsofCustomerSatisfaction.Thisattemptincludes,understandingthebasic

conceptsofCustomerSatisfaction,analyzing research studiesmadebyearlier
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researchersinrespectofCustomerSatisfactioninonlinegroceryshopping,forthis,

the researcherhas used various books,research Journals and websites.The

detailedlistisfurtherelaboratedintheBibliography.ThroughthisLiteratureSurvey

researcherwantsto findoutwhicharetheimportantparametersofCustomer

Satisfactioninrespectofbigbasketonlineservices.

2.2Listofreviews

MUTHUPRIYA(2019)thefastimprovementofthewebhasemphaticallyswayed

upontheoveralladvertisingclimate.Asofnowithasgottenoneofthemainstream

approachesforbusinessandclienttoperform exchangeovertheweb.Organizations

havebeenconcoctinginnovativeapproachestoadvancetheiritem throughonthe

web.Inthiswayitdepictshowcurrentmarketissupplantingthecustomarybusiness

sectors.Thisexaminationisoccurringtorecognizetheelementsthatmayimpact

client'swebbasedshoppingfulfilments.Forthemostpart,theaccomplishmentof

internetshoppingbasicallyreliesupontheconsumerloyaltyduringtheirbuy

PRASADANDRAGHU(2018)examinedtraitsofonlineshoppingforfoodwhichhas

been inspirational components for purchasing staple goods on the web.

Accommodation, security, trust, administration uphold, adaptable exchange,

customizedconsideration,valueadvancementsandsoonWheresevencomponents

havebeenreadwhichareimpactingforshoppersonlinestaplepurchasingconduct.

Theoutcomeappearedupliftingdemeanortowardshoppingforfoodadditionally

examinedsignificantindicatorsofonlinestaplelikeapparenttrust,securityand

qualityhelpuphold,customizedconsideration,andcostadvancements.

KAVITHA (2017)Internetassumesprogressivelyamorecriticalparttointerface

dataandindividuals,thepressingfactorhaskeptonascendingonbusinesssectors

whichhaveeffectivelyutilizedonlineadministrations,andparticularlyonbusiness

sectorstowhichsellingitemsonlineisnovel.Thepatternoftheretailingstoreis

changingasadevelopingnumberofretailersaremovingtheirconcentrationfrom

generalphysicalretailingtonewarrangements,forexample,electronicretailingore-

following.Theexaminationportraystheassumptionforaclientwhilepurchasing
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staplegoodsonthewebandinactualmarketisverysurprising.Theinvestigation

uncoversthatthesignificantpurposebehindbuyinggoodsonlineissavingtimeand

exertionandtherearenotimelimitationsonshopping.

ANITA (2017)inspectedtheinclinationofladiesPG understudiestowardsweb

basedshoppingCoimbatorecity.Consideredtheshoppingfactorsfeelgreatto

purchase24*7,helpfulandsavetime,valuemarkdownaccessible,andsimplicityand

quick,confidentin shopping,method ofinstalmentand so on willassistwith

improvingfulfilmentlevel.Studyrecognizedthehindrancestheclientfaceduringthe

onlinebuy.Decreasetheissuesandimprovethedegreeoffulfilment.

KAURANDSHUKLA(2017)contemplatedthepurchaser'smentalitytowardsonline

shoppingforfood,inspectedtheshoppingfactors,specializedhindrancesandsocial

impactforshoppingforfood.Recognizingthatpurchasersworriedaboutthenature

ofitemsamongotherdreadvariablesandspecializedobstructions,forexample,

speedofthewebandnewnessofshoppingforfoodsiteswasfrustratingthe

acknowledgementinIndia.Webarchitecture,substance,stageanditem pictures

requiredenhancementforsatisfactoryinquiryandsimplerequestingmeasure.

PAUZIETAL(2017)Studyinvestigatedonlinestaplebuyexpectationfactorslike

socialinfluencers,encouragingconditions,gluttonousinspirations,seenhazardand

sawtrustandsoforthwasessentialtoonlineretailerstodriveMalaysiancustomers

forbuyingstapleontheweb.

JISHA AND KARAN (2017)considered the impression ofcustomers towards

shoppingofonlinebasicfooditem hasbeenchangedbecauseofitem decision,

assortmentandaccessibility,value,natureofitems,accessibilityofoffersandlimits,

conveyancetimeplanningchoiceandsoforththesecreditsofwebbasedshopping

impactsthe

Buychoices.Itwasexaminedthatcomprehensionofcustomerinsighttowards

onlinestaplewillgivemoreextensivedegreetoe-advertiserstoobtainmorebuyers
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infuture.

CHOUDHURY(2017)consideredtheretailchannelsandonlineretaildesign.Zeroing

inonlatestthingsforonlinejustasdisconnectedbasicfooditem retailingwhich

remainedwithhugeconfigurationstorestohaveonlinepresenceandimproved

inventorynetworkManagementfortoserveonlinestapleshoppers.

GOPAL AND JINDOLIYA (2016)investigated the online channels utilized by

purchasersduringthepurchasingchoicecycle.Zeroinginonwhyandhow on-line

customersgoforpurchasingchoiceinteraction.Clientsbuyingchoicesfactorslike

valueengagingquality,efficiency,sawdanger,satisfactionandfervor,substanceand

highintuitivenessandsoforthhasbeenexaminedandcontributedtoclientsbuying

expectations.

TIMESOFINDIA(2015)likewiseinvestigatedthereasonswhythedominantparts

(78%)ofIndiansstudieddon'tatpresentshopontheweb.Ofthisgathering,59%

saidtheydidn'tknow thatmakingexchangesonlinewassecureorprotected,43%

saidtheybasicallylikedtoshopin-storetotakeaganderattheactualitemsandan

extra40% raised theirinterestsaboutthetimeitwould takeforthingsto be

conveyedtothem.

HARMA (2015).Studyexploredtheconsumerperceptiontowardsonlinegrocery

stores.Elementslikeoffersandlimits,accessibilityofassortmentofitems,free

homeconveyance,easytounderstandsitesandmoneydowninstalmentsalternative

andsoforthimpactsclientstopurchasefrom onlineshoppingsites.Simpleto

arrange,assortment,limits/offers,savestimeandkeepawayfrom longlineswould

bevaluabletoshopgroceryonline.

SHENBAGAVADIVU(2015)inthetimeofglobalizationelectronicpromotingisan

extraordinarytransformation.Inthecourseofthemostrecentdecadegreatest

businessassociationsarerunningwithinnovativechange.Webbasedshoppingor

advertisingistheutilizationofinnovation(i.e.,PC)forbettershowcasingexecution.

Also,retailersareconcoctingprocedurestosatisfytheneedofonlinecustomers;

theyareoccupiedincontemplatingpurchaserconductinthefieldofwebbased

shopping,toseethebuyermentalitiestowardsinternetshopping.Accordinglywe
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haveadditionallychosentoconsiderpurchaser'smentalitiestowardswebbased

shoppingandexplicitlycontemplatingthevariablesimpactingbuyerstoshoponthe

web.

AMOLRANADIVE(2015)hasmadeanexaminationwhichinvestigatesthedegrees

ofacknowledgmentamongshoppersinVadodaracity.Itcanterstheelementsthat

influencethebuyerspurchasingaimsandshoppinginclinations.Theconsequences

oftheexamination led havereaffirmed thatthesystem ofTheoryofPlanned

Behaviour(TPB)isappropriatetotheestimationofcustomer'ssocialgoalswhile

lookingforgoodsontheweb.Thisexaminationpresentssignificantexperimental

helpfortheadequacyofAjzen'sTPBmodelininternetshoppingconduct.Inthis

mannerwiththewiderangeofvariousthreefactorsoftheTPB,theinvestigation

exhibitstheprescientutilityoftheTPBtodecidewebbasedshoppingconduct,

explicitlyforshoppingforfoodinthecityofVadodara.

SATHIYARAJ,SANTHOSHKUMAR,ANDSUBRAMANI(2015)Consumersare

assumingasignificantpartininternetshopping.TheexpandingutilizationofInternet

bythemoreyouthfulageinIndiagivesanarisingprospectforonlineretailers.Inthe

eventthatonlineretailersrealizetheelementsinfluencingIndianbuyers'purchasing

conduct,andtherelationshipbetweenthesevariablesandkindofonlinepurchasers,

atthatpointtheycanadditionallybuilduptheirpromotingmethodologiestochange

overpossibleclientsintodynamicones.Theprimarygoaloftheexaminationisto

decide the clientinsighttowards online shopping forfood in Chennai.The

wellspringsofinformationutilizedinthisundertakingreportarebothessentialand

optionalinformation.Distinctexamination type is utilized forthis exploration.

Essentialinformationcomprisesofuniquedataaccumulatedfrom testsizeof200

respondentsdwellinginChennai,TamilNaduthroughGooglestructures,whichis

postedinlongrangeinterpersonalcommunicationlocales.Overview strategyis

utilized to gatherthe essentialinformation.The significantdiscoveries ofthe

examinationare29% ofrespondentscitedthepurposebehindpickingtheinternet

shoppingistobuyremarkableandextraordinaryarticles,andtheyneedtotrack

down the bestcostofthe item.The resultofthe exploration paperlikewise

uncoveredthatthesegmentfactors,likesexualorientation,agebunchdon'thave

impactofthevariablesofconsumerloyalty.
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RASHED ALKARIM (2013)thisexaminationattemptstocomprehendconsumer

loyaltyinwebbasedshoppingwhileatthesametimeexploringthesignificant

reasons thatspurred clients'dynamic cycles justas restraints ofweb based

shopping.

MURALIKRISHNAN,(2012),countryManagerateBay'sIndiainhisarticleclarifies

thatIndianbuyerstowardpurchasinghighedgeitems,forexample,garmentsand

shoessimilartothepatternamongeBaycustomersintheWestasopposedto

electronic devices and books,which are the mostfamous decisions currently

howeverorderloweroverallrevenuesandarelessincessantbuys.Heportrayedthat

India'searlywebbasedbusinessmarket,whichtillasoflatewasgenerallyrestricted

toindividualspurchasingTrain,flightandfilm tickets,isinafloodasamoreyouthful,

wellinformedworkingclassprogressivelytakestoshoppingonthewebinanation

seeingfastdevelopmentinInternetutilization.Counselingfirm Technopakpredictsa

$70-billionyearlymarketby2020,upfrom $600millionnow,whichisonly0.05%of

worldwidewebbasedshopping.EBayitselfappraisesIndia'swebbasedshopping

marketin2012willdevelopnear100%

RAINUTAN VEERSINGH (2012),hewasembracedthetaskinNiralaImexInc.in

TaiwanesemarketinsellingofIndianstaplethingstotheneighborhoodretailersand

distributerintheTaiwanesemarket.Theundertaking previouslyconsidered the

mentalityofclientstowardsinternetshopping,likewisedecidingthecomponents

whichimpactthepurchasertobuyproductsandadministration.Thesecond50%of

theventureportrayedtheascribesofinternetshoppingimpactingthebuychoiceby

therespondent.Itadditionallydecidedtheissuesinregardstothewebbased

shopping.Thethirdpieceoftheventuredecidesthebuychoiceregardingstaple.It

decided the spotinclination ofshopping forfood concerning value,quality,

assortment,closenessandoffers/limits.Theundertakinglikewisesuggestedthe

businessoperationalarrangementwhichworkswithcontractingvendorwiththe

neighborhoodKiranastores.

GULTEN BOZKURT (2010)study depended on the examination ofthe buyer

ecologicalqualitiesofordinarystaplecustomerswhopurchaseonlinefrom the

individualswhopurchaseinthestore.Itadditionallyfocusedonthefoodshopping

propensitiesbetweenpurchaserswhopurchaseonlineagainsttheindividualswho
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purchaseinthestore.Theoutcomesgotinthisinvestigationshowedthattherewas

novarietybetweentheonthewebandtheactualstorememberscorrespondingto

ecologicalqualitieswhenlookingforfoodorstaplegoods.

THEKOTLERANDKELLERS(2009)FiveStageBuyingProcessModelwaspickedas

thepremiseofstructureofthisinvestigationtoclarifyconsumerloyaltythroughtheir

inspirationstopurchaseitemsontheweb.Thecurrentwritingwasinvestigatedto

findreasonsthatwouldimpactclientsemphaticallyoradverselytowardsshopping

ontheweb.ReviewswereledbyconveyingsurveysintheWrexham region(North

Wales)toassembleInformationforthisexploration.SPSSprogrammingbundlewas

utilized to introduce research information graphically and to test research

speculation.From thediscoveries,itwasfoundthatrespondentsusewebtobuy

itemsthroughonlineonthegroundsthattheytrustitiscomforttothem andthe

term advantageous incorporates components, for example, efficient, data

accessibility,openingtime,convenience,andsitesroute,lessshoppingpressure,

moreaffordableandshoppingfun.Conversely,alongsiderespondents'outlooks,

online instalmentsecurity,individualprotection and trust,hazyguaranteesand

returnsapproachesandabsenceofindividualclientassistancearethepremier

hindrancesofwebbasedshopping.Moreover,theconsequenceoftheoriessetup

thatdespitethefactthatinternetshoppingisadvantageoustoallcustomers,online

instalmentframeworkandprotectionorsecuritynerveshavehugeeffectonweb

based shopping.Atlong last,afew suggestionshavebeen offered foronline

retailers to take activities formaking internetshopping more respected and

dependable

AsindicatedbyKOTLERandKELLER(2009),apurchasergoesthroughfivephases

whilesettlingonachoicetobuy.Thesestagesarebestlogicalwhenapurchaser

goes forpurchasing exorbitantthings,like a house,a vehicle,precious stone

adornmentsandsoforthNonetheless,ineverydaybuy,buyersmaynotgothrough

everyone ofthesestages,sincecertain chestsneedn'tbotherwith data,and

dependentonpurchaser'spastexperiencetheywillvisitastoreforthebuy.options,

buychoice,andbuyconduct"(KOTLERandKELLER2009).
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Likewise, many promoting exercises (for example relationship advertising,

showcasing research,information mining,advancement/interchanges,inventory

networktheboard,dealsandbuyingandafterdealsuphold)arepresentlyinnovation

empowered because ofthe expanding developmentofweb based promoting

throughtheInternet(O'CONNORandGALVIN,2001).Organizationsarepresently

utilizingtheInternettofabricatenearerassociationswithcustomersandadvertising

accomplices.Otherthan contending in conventionalcommercialcenters,they

currentlyapproachenergizingnewmarketspaces.

Additionally,through the Internet,purchasers can find outaboutconfiguration,

request,andpayforitemsandadministrations,whileneverventuringoutfrom home

andafterward,throughthemiraclesofexpeditedservice,theycangettheirbuysin

brieftimeframe.From augmentedrealityshowsthattestnewitemstoonlinevirtual

storesthatsellthem,theinnovationblastisinfluencingeachpartofadvertising.The

Internethasnowbecomeareallyworldwidewonder(SRISUWANandBARNES,2008;

TENGETAL.,2007).

Furthermore,JAYAWARDHENAETAL.(2007)intheirinvestigationconsideredthe

buyingdirectionoflikelypurchasersandsurveyeditseffectonbuyconduct,however

trackeddownthatsingulardirectionisfreeofbuyingchoice,whichsupportsthe

perspectivesonLIUETAL.(2008)ANDSORCEETAL.(2005)thateachphaseofthe

buyingdynamiccyclemayaffectapossiblepurchaser'schoicetopurchaseonthe

web ornot.DEMANGEOT AND BRODERICK (2007)revealed that"data search

encountersinfluencethementalitiestowardsthesiteanditsbrands".IntheKOOET

AL.(2008)study,whichwasdirectedon279onlineclientsinKorea,itwastracked

downthat"32.5percentutilizethewebfornewsanddata,32.5percentfor

correspondence,7.5percentuseitforamusementwhile7.1percentforinternet

shopping".

Moreover,insteadywithGAYETAL.(2007),shopperfulfilmentsandbuychoiceon

webbasedshoppingreliesuponnotmanymoreissues.Theseare:e-storepicture,

conveyance and clientadministrations,administration qualityand buyconduct,

personalization, inspirations for online buy, trust, dependability, protection,

transactionandcost,motivatorprograms,webarchitecture,onlineintuitiveness,

stock inspiration,confirmation,accommodation (orHassle Reduction),realistic
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inspiration,responsiveness,customerhazardappraisalandsoforth

GEORGEADAMIDISETAL(2006),inthispaper,thecreatorsexaminedaboutexplicit

partofshopping;shoppingforfood.Shoppingforfoodisafundamentalandroutine

kindofpurchaserconduct,whichinthecourseofthemostrecentcoupleofmany

yearshasgonethroughsignificantchangesbecauseofthequickadvancementof

innovation.E-stapleisthenewtypeofshoppingforfood,whichpermitscustomers

toarrangeitemsbymeansoftheInternetfrom theaccommodationoftheirhome.

Theadvancementofonthewebandin-storeshoppingforfoodistoagreatextent

controlledbythethoughtprocessesandtheconductofbuyers.Thepointofthis

paperistoexploreandclarifyCypriotbuyer'sinsightsandreactionstowardsonline

shopping forfood.A review thatused a self-directed survey forgathering

informationfrom respondents,wasledatthecapitalofCyprus;Nicosia.Cypriot

customersarenotpreparedatthispointtoacknowledgee-shoppingforfoodasan

optionincontrasttocustomaryshoppingforfood.Inlightofthediscoveriesofthis

review,"thegreatnatureoftheitemsoffered"and"anunconditionalpromise"canbe

chosenbythee-merchantsasitisbyallaccountsthebetterdangerrelievers.

Likewise,"theseriouscostsoftheitems","safedealingsthroughtheInternet"and

"steadfastnesstonotableitems"maycompriseprofoundlysuccessfulimpetusesto

expandthequantityofonlinecustomers.

EMARKETER (2005)showedthattheInternetappliedagreaterimpactthanfor

disconnectedmediaforhardwarecontrastedwiththatattire,magnificenceorhome

improvementaswouldbenormal.WebMarketinghaschangedthemannerinwhich

individualspurchase and sellgreatand administration.Ithasadded parcelof

comfortandsimpletotheentirecycleofpurchasing.Webpurchasingcommonness

ismostelevatedintheUnitedStates,where93%ofInternetclientshavepurchased

on-line

(Business Software Association,2002),and itis filling quickly in India too

(www.ebay.com)

VIJAYASARATHY(2004),inhisexplorationutilizedanexampleof281purchasersto

testamodelofbuyeraim touseon-lineshopping.Theinvestigationdiscovered

similarity,value,convenience,and securityto be huge indicators ofdemeanor

towardson-lineshopping,howeverprotectionwasdefinitelynot.Anotherfinding
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showedthataim touseon-lineshoppingwasfirmlyaffectedbymentalitytoward

onlineshopping,regulatingconvictions,andself-viability.

Thearrangementsofelementsadverselyaffectingcustomers'penchanttoshop

don'tappearto be totally differentfrom the contemplations experienced in

disconnectedconditions.Inanycase,thesensitivitiespeopleshowforeveryfactor

maybe altogetherdifferentin online commercialcenters.Elements like value

affectability,significancecreditedtobrandsorthedecisionsetsconsideredinonthe

webanddisconnectedconditionscanbeessentiallynotquitethesameasone

another(ANDREWSANDCURRIM,2004).Vulnerabilitiesaboutitemsandshopping

measures,reliabilityoftheonlinedealer,orthecomfortandfinancialutilitytheywish

togetfrom electronicshoppingdecidetheexpensesversustheadvantagesofthis

climateforbuyers(TEOETAL.,2004).Furtherexaminationsintendingtofinishthe

fullarrangementofcomponentsaffectingcustomers'pre-purchaseaimsarestilla

lotofanticipated.

SIMON RIGBY (2002),HeadofDirectChannelsatComet,says,"Ourtestisto

address the issues ofthe bestnumberofcustomers.Byembraced research

consistently,wegetfamiliarwithourclients'shoppingneedsalso,styles.This

encourages us to convey allthe essentialassurances,productranges and

administrations.Weledthisoverview duringourpinnaclesellingperiodasweare

currentlybuildingupourscopeofonlineintuitiveadministrations,likeLiveChatand

CometTV.co.uk.Incrediblesightandsounddealsapparatuseswillbeforelongget

standardinthewebbasedshoppingfield.Inthreeyears,you'llbesimilarlyproneto

snapandwatchanitem relatedvideoofyourplannedbuyonyourPCbeforeyou

purchase-asyouaretohaveanemailaddresstoday.

Distinguishingpre-buygoalsofbuyersisthewaytocomprehendwhytheyeventually

doordon'tshopfrom theWebmarket.Onestream ofexplorationunderonline

purchaserconductcomprisesofstudiesthathandlethefactorsimpactingthese

goals.Anaccumulationofaportionofthedeterminantsanalystshaveanalyzedare:

exchangesecurity,sellerquality,valuecontemplations,data and administration

quality,frameworkquality,protectionandsecuritychances,trust,shoppingdelight,

valenceofinternetshoppingexperience,andsawitem quality.(LIAOANDCHEUNG,

2001;SAEED ET AL.,2003;MIYAZAKIAND FERNANDEZ,2001;CHEN AND
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DUBINSKY,2003).

AS BELLMAN ET AL.(1999)notice,socioeconomics are notso significantin

decidingwebbasedbuyingpotential.Regardlessofwhetherthepurchaserhasa

wiredwayoflifeandthetimeimperativestheindividualhasaresignificantlymore

powerful.Dangertakingpenchantislikewiseanincrediblefactor.E-customershave

higherdangertakingpropensities.Shopperswithsignificantdegreesofprotection

andsecurityconcernshavelowerbuyingratesinonlinebusinesssectorsyetthey

offsetthistrademarkwiththeirmissionforutilizingthedatabenefitoftheclimate

(KWAKETAL.,2002;MIYAZAKIANDFERNANDEZ,2001).Theseinformedpeople,

asmoresurechiefs,areconsiderablymorerequestingandhavemoreprominent

authorityoverthebuyingcyclefrom commencementtofulfilments(RAO ETAL.,

1998).Internetshoppingencountersandisbetterpossibilitytobecaughtinthe

notableideaofstream inthedigitalworld(SISK,2000;HOFFMAN AND NOVAK,

1996;LIAOANDCHEUNG,2001).ThosecustomersutilizingtheInternetforamore

drawnouttimefrom differentareasandforahigherassortmentofseer-indecencies

areviewedasmoredynamicclients(EMMANOUILIDESANDHAMMOND,2000).

2.3Conclusion

Aliteraturereview maycompriseafundamentalpartofapostulationorpaper,or

mightbe an independentsurvey ofworks regarding a matter.Regardless,its

motivationistoputeachworkwithregardstoitscommitmenttothecomprehension

ofthesubjectunderaudit.Depicttherelationshipofeachworktotheothersviable.

Recognizebetterapproachestodecipher,andrevealinsightintoanyholesin,past

research.Resolveclashesamongapparentlyopposingpastexaminations.Pointthe

routeforwardforfurtherresearch.
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CHAPTER3 RESEARCHMETHODOLOGY

3.1NEEDFORSTUDY

Researchmethodologyismainlyneededforthepurposeofframingtheresearch

processandthedesignsandtoolsthataretobeusedfortheprojectpurpose.

Researchmethodologyhelpstofindthecustomersatisfactionbasedonproduct.

Thistimeresearchmethodologyisframedforthepurposeoffindingthelevelof

CUSTOMER SATISFACTION TOWARDS BIG BASKET ONLINE SERVICES IN

CHENNAI.

3.2SCOPEOFTHESTUDY

E-groceryishappeninginIndiainabigway.Thestudyistoidentifywhetherpeople

areSatisfactionthewaytheyshoptheirgroceryfrom onlinewebstores.Thestudyis

conducted to revealthe consumer's satisfaction towards big basketand their
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preferencetowardsthesame.Thisstudywillhelptofindoutwhethere-grocerywill

exceedtheSatisfactionlevelofusingthetraditionalwayofshoppingandincrease

theresponseofonlinegroceryshoppinginfuture.Therearenumerousopportunities

forinnovativenewservices.

3.3OBJECTIVEOFTHESTUDY

Thisprojectisdesignedmainlytoidentifyandevaluatethecustomer‘ssatisfaction

leveltowardsbigbasketonlineservices

3.3.1Primaryobjective:

1.TostudythesatisfactionlevelofthecustomersofbigbasketE-grocerystore.

3.3.2Secondaryobjectives:

1.Tofindoutthemajorfactorsthatinfluencesofthecustomersforbuyinginbig

basket.

2.Toknowthecustomeropinion/experienceonshoppingwithbigbasket.

3.Toknowtheloyaltyandretentionofthecustomerstowardsbigbasket.

4.To obtain feedback on the enquiries they getthrough online Promotional
strategies.

3.4RESEARCHDESIGN
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3.4.1DescriptiveResearchDesign

Descriptiveresearchisastudydesignedtodepicttheparticipantsinanaccurate

way.Moresimplyput,descriptiveresearchisallaboutdescribingpeoplewhotake

partinthestudy.

3.5SOURCESOFDATA

Datacollectionistheterm usedtodescribeaprocessofpreparingandcollecting
data.

Primary Data – Questionnaire given to 200 respondents

SecondaryData-Websitesand onlinejournals,Published reports& Review of

literaturefrom publishedarticles.

3.6STRUCTUREOFQUESTIONNAIRE

Questionnairewasdividedintotwosections.Firstpartwasdesignedtoknow the

general information about customers and the second part contained the

respondent‘sopinionsaboutcustomer‘ssatisfaction.

3.7SAMPLINGTECHNIQUE

3.7.1Conveniencesamplingmethod

Aconveniencesampleisoneofthemaintypesofnon-probabilitysamplingmethods.

Aconveniencesampleismadeupofpeoplewhoareeasytoreach.
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3.8PERIODOFSTUDY

Thedurationofstudyisfrom January2021toMarch2021whichisathreemonths

ofstudy.

3.9ANALYTICALTOOLS

1.Percentageanalysis

Researchquestionsarealwaysansweredwithadescriptivestatistic:generallyeither

percentageormean.Percentageisappropriatewhenitisimportanttoknow how

manyoftheparticipantsgaveaparticularanswer.Generally,percentageisreported

whentheresponseshavediscretecategories.

2.Bargraphs

Itisachartorgraphthatpresentscategoricaldatawithrectangularbarswith

heightsorlengthsproportionaltothevaluesthattheyrepresent.Thebarscanbe

plottedverticallyorhorizontally.Averticalbarchartissometimescalledacolumn

chart.

Abargraphshowscomparisonsamongdiscretecategories.Oneaxisofthechart

showsthespecificcategoriesbeingcompared,andtheotheraxisrepresentsa

measuredvalue.Somebargraphspresentbarsclusteredingroupsofmorethanone,

showingthevaluesofmorethanonemeasuredvariable.

3.Piecharts

Apiechartisacircularstatisticalgraphic,whichisdividedintoslicestoillustrate

numericalproportion.Inapiechart,thearclengthofeachsliceisproportionaltothe

quantityitrepresents.Whileitisnamedforitsresemblancetoapiewhichhasbeen

sliced,therearevariationsonthewayitcanbepresented.

3.10LIMITATIONSOFTHESTUDY

ThestudyisconfinedtoChennaidistrictonly
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• ThestudyisbasedupontheconsumerSatisfactiontowardsBigbasketonline

servicesandtherespondentstotalis200onlyduetotimeshortage.

• Thedatacollectedfortheresearchisfullyonprimarydatagivenbythe

respondents.Thereischanceforpersonalbias.

CHAPTER4 DATAANALYSISANDINTERPRETATION

4.1PERECENTAGEANALYSIS

Table4.1.1:Ageoftherespondents

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Below18 12 6.00

2 18-28 74 37.00

3 28-38 52 26.00

4 38-48 38 19.00

5 38-48 16 8.00

6 58ANDabove 8 4.00

TOTAL 200 100.00
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Source:Primarydata

Fig:4.1.1:AgeoftherespondentsInterpretation

From theabovetableitisinterpretedthatthenumberofrespondentsBelow18age

ofrespondentsare6%,between18-28ageofrespondentsare37%,between28-38

ageofrespondents26%,between38-48ageofrespondentsare19%,between48-58

ageofrespondentsare8%,58andaboveageofrespondentsare4%

Inference

Majority(37%)oftherespondentsareagebetween18to28years.

Table4.1.2:Genderoftherespondents

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Male 72 36.00

2 Female 128 64.00

TOTAL 200 100.00
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Source:Primarydata

Fig:4.1.2:GenderoftherespondentsInterpretation

From theabovetableitisinterpretedthatthenumberofmalerespondentis36%and

femalerespondentis64%.

Inference

Majority(64%)oftherespondentsareFemale.

Table4.1.3:Occupationoftherespondents

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Privateemployee 74 37.00

2 Government
employee

52 26.00

3 Business 40 20.00

4 Others 40 20.00

PERCENTAGE 200 100.00

Source:Primarydata
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Fig:4.1.3:OccupationoftherespondentsInterpretation

From theabovetableitisinterpretedthatthenumberofrespondentswere37.00%is

PrivateEmployee,26.00% isGovernmentEmployee,20.00% Business,20.00% is

others.

Inference

Majority(37%)oftherespondentsarePrivateEmployee.

Table4.1.4:Maritalstatusoftherespondents

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Unmarried 74 37.00

2 Married 126 63.00

TOTAL 200 100.00
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Source:Primarydata

Fig:4.1.4:MaritalstatusoftherespondentsInterpretation

From theabovetableitisinterpretedthatthenumberofrespondentswere

37%inUnmarried,63%inmarried

Inference

Majority(63%)oftherespondentsareMarried.

Table4.1.5:Monthlyincomeoftherespondents

S.NO PARTICULARS NOOF
RESPONENTS

PERCENTAGE

1 Below25,000 36 18.00

2 25,000-50,000 70 35.00

3 50,000-100,000 61 31.00

4 Morethan100,000 33 17.00
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S.NO PARTICULARS NOOF
RESPONENTS

PERCENTAGE

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.5:MonthlyIncomeoftheRespondentsInterpretation

From theabovetableitisinterpretedthatthenumberofrespondents

Below25,000monthlyincomeofrespondentsare18%,between25,000-

50,000monthlyincomeofrespondentsare35%,between50,0001,00,000monthly

incomeofrespondents31%,morethan1,00,000monthlyincomeofrespondentsare

17%

Inference

Majority(35%)oftherespondents’monthlyincomeisbetween25,00050,000.
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Table4.1.6:Importantparametersconsideredbyrespondentstoorder
groceryonline

PARTICULARS NOOFRESPONDENTS PERCENTAGE

Strongly
Agree

Agree Neutral Disagree Strongly
Disagree

S.A A N D S.D

Accessibility
and
availability

112 74 8 4 2 56.00 37.00 4.00 2.00 1.00

Variety 99 73 19 7 2 49.50 36.50 9.50 3.50 1.00

Product
Accessibility
andavailability

106 80 6 5 3 53.00 40.00 3.00 2.50 1.50

Vegetable
Quality/taste 120 66 14 0 0 60.00 33.00 7.00 0.00 0.00

Valuefor
money

128 57 9 3 3 64.00 28.50 4.50 1.50 1.50

Packaging 140 51 9 0 0 70.00 25.50 4.50 0.00 0.00

Quantity of
items

137 51 9 0 0 68.50 27.00 4.50 0.00 0.00

Speed of
delivery

144 49 1 6 0 72.00 24.50 0.50 3.00 0.00

TOTAL 200 100.00

Source:Primarydata
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Fig:4.1.6:Importantparametersconsideredbyrespondentstoorder
groceryonlineInterpretation

From the above table itis interpreted for the parameteraccessibility and

availability56% ofnumberofrespondents strongly agree,37% ofnumberof

respondents agree,4% ofnumberofrespondents neutral,2% ofnumberof

respondentsdisagreeand,1%ofnumberofrespondentsstronglydisagree

From theabovetableitisinterpretedfortheparameterVariety46.50%ofnumberof

respondentsstronglyagree,36.50% ofnumberofrespondentsagree,9.50% of

numberofrespondentsneutral,3.50%ofnumberofrespondentsdisagreeand,1%of

numberofrespondentsstronglydisagree

From theabovetableitisinterpretedfortheparameterproductaccessibilityand

availability53% ofnumberofrespondents stronglyagree,40% ofnumberof

respondentsagree,3% ofnumberofrespondentsneutral,2.50% ofnumberof

respondentsdisagreeand,1.50%ofnumberofrespondentsstronglydisagree

From theabovetableitisinterpretedfortheparametervegetablequality/taste60%

ofnumbersofrespondentsstronglyagree,33%ofnumbersofrespondentsagree,7%

ofnumberofrespondentsneutral

From theabovetableitisinterpretedfortheparametervalueformoney64% of
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numberofrespondentsstronglyagree,28.50% ofnumberofrespondentsagree,

4.50%ofnumberofrespondentsneutral,1.50%ofnumberofrespondentsdisagree

and,1.50%ofnumberofrespondentsstronglydisagree

From theabovetableitisinterpretedfortheparameterpackaging70%ofnumberof

respondentsstronglyagree,25.50%ofnumbersofrespondentsagree,4.50%ofnumberof

respondentsneutral

From theabovetableitisinterpretedfortheparameterquantityofitems68.50%of

numberofrespondentsstronglyagree,27%ofnumberofrespondentsagrees,4.50%

ofnumberofrespondentsneutral

From theabovetableitisinterpretedfortheparameterspeedofdelivery72% of

numberofrespondentsstronglyagree,24.50% ofnumberofrespondentsagree,

0.50%ofnumberofrespondentsneutral,and3%ofnumberofrespondentsdisagree

Inference

Majority(56%)stronglyagreeoftherespondentswiththeparametersaccessibility

andavailability

Majority(49.50%)stronglyagreeoftherespondentswiththeparametersvariety

Majority(53%)stronglyagreeoftherespondentswith theparametersproduct

accessibilityandavailability

Majority (60%)stronglyagreeoftherespondentswiththeparametersvegetable

quality/taste

Majority(64%)stronglyagreeoftherespondentswiththeparametersvaluefor

money

Majority(70%)stronglyagreeoftherespondentswiththeparameterspackaging,

Majority (68%)stronglyagreeoftherespondentswiththeparametersquantityof

items,
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Majority(72%)stronglyagreeoftherespondentswiththeparametersspeedof

delivery

Table4.1.7:Shareofonlinegrocerymarket

S.NO PARTICULARS NO OF
RESPONDENTS

PERCENTAGE

1 Bigbasket 102 51.00

2 AmazonFresh 62 31.00

3 Gofers 30 15.00

4 Others 6 3.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.7:ShareofonlinegrocerymarketInterpretation

From theabovetableitisinterpretedthat51%oftherespondentschoosebigbasket,

31% oftherespondentschooseamazonfresh,15% oftherespondentschoose

gofers,3%oftherespondentschooseothersstores.
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Inference

Majority(51%)oftherespondentschoosebigbasket.

Table4.1.8:Respondentsloyaltytowardsbigbasketonlineservices

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Lessthansixmonths 20 10.00

2 Sixmonthstoayear 40 20.00

3 1-2years 92 46.00

4 3ormoreyears 48 24.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.8:Respondents loyaltytowards big basketonline services
Interpretation

From theabovetableitisinterpretedthat24% oftherespondentsarebigbasket

customersfor3ormoreyears,46%oftherespondentsarebigbasketcustomersfor

1-2years,20% oftherespondentsarebigbasketcustomersforsixmonthstoa

years,and10% oftherespondentsarebigbasketcustomersforlessthansix

months
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Inference

Majority(46%)oftherespondentsarebigbasketcustomersfor1-2years

Table4.1.9:BuyingFrequencyoftherespondentstowardsBigbasket
onlineservices

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Daily 20 10.00

2 Weekly 46 23.00

3 Onceamonth 82 41.00

4 Every2-3months 35 18.00

5 2-3Timesamonth 17 9.00

TOTAL 200 100.00
Source:Primarydata

Fig:4.1.9:BuyingFrequencyoftherespondentstowardsBigbasket
onlineservices

Interpretation

From theabovetableitisinterpretedthat10%oftherespondentsbuydailyfrom big

basket,23%oftherespondentsbuyweeklyfrom bigbasket,41%oftherespondents

buyonceinamonthfrom bigbasket,9%oftherespondentsbuy2-3timesamonth

from bigbasket,and18%oftherespondentsbuyevery2-3monthsfrom bigbasket
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Inference

Majority(41%)oftherespondentsbuyonceinamonthfrom bigbasket

Table4.1.10:Respondentssatisfactiontowardsproductinformation
provided

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Highlysatisfied 96 48.00

2 Satisfied 86 43.00

3 Neutral 14 7.00

4 Dissatisfied 4 2.00

5 Highlysatisfied 0 0.00

TOTAL 200 100.00
Source:Primarydata

Fig:4.1.10:Respondents satisfaction towards productinformation

provided
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Interpretation

From theabovetableitisinterpretedthat48%oftherespondentsarehighlysatisfied,

43%oftherespondentsaresatisfied,7%oftherespondentsareneutral,and2%of

therespondentsaredissatisfied

Inference

Majority(48%)oftherespondentsarehighlysatisfied

Table 4.1.11: Big basket website/mobile application navigating
experienceoftherespondents

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Excellent 128 64.00

2 Aboveaverage 42 21.00

3 Average 24 12.00

4 Belowaverage 6 3.00

5 Poor 0 0.00

TOTAL 200 100.00

Source:Primarydata

Fig: 4.1.11: Big basket website/mobile application navigating
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experienceoftherespondents

Interpretation

From theabovetableitisinterpretedthat64%oftherespondentshadexcellent,21%

oftherespondentshadaboveaverage,12%oftherespondentshadaverage,and3%

oftherespondentshadbelowaveragenavigatingexperience

Inference

Majority(64%)oftherespondentshadexcellentnavigatingexperience

Table4.1.12:Respondent’sfavouriteaboutbigbasket
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Source:Primarydata

Fig:4.1.12:Respondent’sfavoriteaboutbigbasketInterpretation

From theabovetableitisinterpretedforthefactorreliability50% ofnumberof

respondentsstronglyagree,42% ofnumbersofrespondentsagree,and 9% of

numberofrespondentsneutral

From theabovetableitisinterpretedforthefactorhighquality42%ofnumberof

respondentsstronglyagree,46%ofnumberofrespondentsagree,9%ofnumberof

respondentsneutral,3%ofnumberofrespondentsdisagreeand,1%ofnumberof

respondentsstronglydisagree

From theabovetableitisinterpretedforthefactorGoodvalueformoney52% of

numberofrespondentsstronglyagree,40%ofnumberofrespondentsagree,6%of

numberofrespondentsneutral,and3%ofnumberofrespondentsdisagree

From theabovetableitisinterpretedforthefactorWiderangeofproducts56%of

numbersofrespondentsstronglyagree,33%ofnumbersofrespondentsagree,12%

ofnumberofrespondentsneutral

From theabovetableitisinterpretedforthefactorsgooduser-interface60% of

numberofrespondentsstronglyagree,30%ofnumberofrespondentsagree,9%of

numberofrespondentsneutral,and2%ofnumberofrespondentsdisagree
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Inference

Majority(50%)stronglyagreeoftherespondentswithfactorreliability

Majority(46%)agreeoftherespondentswithfactorhighquality

Majority(52%)stronglyagreeoftherespondentswithfactorGoodvalueformoney

Majority(56%)stronglyagreeoftherespondentswithfactorWiderangeofproducts

Majority(60%)stronglyagree ofthe respondentswith the factor’sgood user-

interface

Table4.1.13:Pricing&deliveryexperienceofrespondentstowardsbig

basket
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Source:Primarydata

Fig:4.1.13:Pricing&deliveryexperienceofrespondentstowardsbig

basket

Interpretation

➢From theabovetableitisinterpretedforthefactorreasonablepricingofthe

product46% ofnumberofrespondentsstronglyagree,32% ofnumbersof

respondentsagree,14% ofnumberofrespondentsneutral,6% ofnumberof

respondentsdisagreeand,3%ofnumberofrespondentsstronglydisagree

➢From theabovetableitisinterpretedforthefactorproductwasdeliveredon

time 38% ofnumberofrespondents strongly agree,49% ofnumberof

respondentsagree,9%ofnumberofrespondentsneutral,and5%ofnumberof

respondentsdisagree



1

➢From theabovetableitisinterpretedforthefactorproductwasdelivered

safely(withoutanydamages)52%ofnumberofrespondentsstronglyagree,26%

ofnumberofrespondentsagree,13%ofnumberofrespondentsneutral,7%of

numberofrespondentsdisagreeand,4% ofnumberofrespondentsstrongly

disagree

➢From theabovetableitisinterpretedforthefactordeliveryassociateis

friendly62% ofnumbersofrespondentsstronglyagree,22% ofnumbersof

respondentsagree,7% ofnumberofrespondentsneutral,6% ofnumberof

respondentsdisagree,4%Ofnumberofrespondentsstronglydisagree

Inference

➢Majority(46%)stronglyagreeoftherespondentswithfactorreasonablepricing

oftheproduct

➢Majority(49%)agreeoftherespondentswithfactorproductwasdeliveredon

time

➢Majority(52%)stronglyagreeoftherespondentswithfactorproductwas

deliveredsafely(withoutanydamages)

➢Majority(62%)stronglyagreeoftherespondentswithfactordeliveryassociate

isfriendly
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Table4.1.14:Respondent’sSatisfactiontowardsPaymentGatewayof

Bigbasket

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 5 74 37.00

2 4 96 48.00

3 3 24 12.00

4 2 6 3.00

5 1 0 0.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.14:Respondent’sSatisfactiontowardsPaymentGatewayofBig

basketInterpretation

From theabovetableitisinterpretedthatthe37% oftherespondentsgave5as

rating,48%oftherespondentsgave4asrating,12%oftherespondentsgave3as

rating,and3%oftherespondentsgave2asrating

Inference
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Majority(48%)oftherespondentsgave4asrating

Table4.1.15:Respondent’sSatisfactiontowardsPurchaseinBigBasket

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 Highlysatisfied 94 47.00

2 Satisfied 80 40.00

3 Neutral 20 10.00

4 Dissatisfied 4 2.00

5 Highlydissatisfied 2 1.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.15:Respondent’sSatisfactiontowardsPurchaseinBigBasket

Interpretation

From theabovetableitisinterpretedthat47%oftherespondentsarehighlysatisfied,

40%oftherespondentsaresatisfied,10%oftherespondentsareneutral,2%ofthe

respondentsaredissatisfied,and1%oftherespondentsarehighlydissatisfied

Inference

Majority(47%)oftherespondentsarehighlysatisfiedwiththepurchaseinbig

basket
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Table4.1.16:Respondent’sSatisfactiontowardsdeliveryserviceofbig
basket

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 5 100 50.00

2 4 78 39.00

3 3 12 6.00

4 2 6 3.00

5 1 4 2.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.16:Respondent’sSatisfactiontowardsdeliveryserviceofbigbasket

Interpretation

From theabovetableitisinterpretedthatthe50% oftherespondentsgave5as

rating,39% oftherespondentsgave4asrating,6% oftherespondentsgave3as

rating,3%oftherespondentsgave2asrating,and2%oftherespondentsgave1as

rating

Inference
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Majority(50%)oftherespondentsgave5asrating

Table 4.1.17: Respondent’s Satisfaction towards customer care
supportbeforeandaftermakingapurchase

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 5 105 52.50

2 4 75 37.50

3 3 17 9.00

4 2 3 2.00

5 1 0 0.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.17:Respondent’sSatisfactiontowardscustomercaresupport

beforeandaftermakingapurchase

Interpretation

From theabovetableitisinterpretedthatthe53%oftherespondentsgave5as

rating,38%oftherespondentsgave4asrating,9%oftherespondentsgave3as

rating,and2%oftherespondentsgave2asrating
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Inference

Majority(53%)oftherespondentsgave5asrating

Table4.1.18:Respondent’sSatisfactiontowardstheresponsiveness
questionandconcernsaboutproductsandservices

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 5 111 55.50

2 4 60 30.00

3 3 24 12.00

4 2 4 2.00

5 1 1 0.50

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.18 :Respondent’s Satisfaction towards the responsiveness
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questionandconcernsaboutproductsandservices

Interpretation

From theabovetableitisinterpretedthatthe56% oftherespondentsgave5as
rating,

30%oftherespondentsgave4asrating,12%oftherespondentsgave3asrating,

2%oftherespondentsgave2asrating,and1%oftherespondentsgave1asrating

Inference

Majority(56%)oftherespondentsgave5asrating

Table4.1.19:Chanceofbuyingbackagainfrom bigbasket
S.NO PARTICULARS NOOF

RESPONDENTS
PERCENTAGE

1 5 60 30.00

2 4 104 52.00

3 3 26 13.00

4 2 6 3.00

5 1 4 2.00

TOTAL 200 100.00
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Source:Primarydata

Fig:4.1.19:Chanceofbuyingbackagainfrom bigbasketInterpretation

From theabovetableitisinterpretedthatthe30% oftherespondentsgave5as

rating,52%oftherespondentsgave4asrating,13%oftherespondentsgave3as

rating,

3%oftherespondentsgave2asrating,and2%oftherespondentsgave1asrating

Inference

Majority(52%)oftherespondentsgave4asrating

Table4.1.20:Respondent’sRetentiontowardsbigbasket
S.NO PARTICULARS NO OF

RESPONDENTS
PERCENTAGE

1 5 74 37.00

2 4 89 45.00

3 3 34 17.00

4 2 3 2.00

5 1 0 0.00

TOTAL 200 100.00
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Source:Primarydata

Fig:4.1.20: Respondent’s Retention towards big basket
Interpretation

From theabovetableitisinterpretedthatthe37% oftherespondentsgave5as

rating,45%oftherespondentsgave4asrating,17%oftherespondentsgave3as

rating,and2%oftherespondentsgave2asrating

Inference

Majority(45%)oftherespondentsgave4asrating

Table4.1.21:OverallExperienceoftheRespondentsinBigBasket

S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

1 5 55 28.00
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S.NO PARTICULARS NOOF
RESPONDENTS

PERCENTAGE

2 4 117 59.00

3 3 20 10.00

4 2 6 3.00

5 1 2 1.00

TOTAL 200 100.00

Source:Primarydata

Fig:4.1.21:OverallExperienceoftheRespondentsinBigBasket

Interpretation

From theabovetableitisinterpretedthatthe28% oftherespondentsgave5as

rating,59%oftherespondentsgave4asrating,10%oftherespondentsgave3as

rating,3%oftherespondentsgave2asrating,and1%oftherespondentsgave1as

rating

Inference

Majority(59%)oftherespondentsgave4asrating.

4.2HYPOTHESIS
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Thecontingencytablebelow providesthefollowinginformation:theobservedcelltotals,

(theexpectedcelltotals)and(thechi-squarestatisticforeachcell).

Thechi-squarestatistic,p-valueandstatementofsignificanceappearbeneaththetable.

Bluemeansyouaredealingwithdependentvariables;red,independent.

Thechi-squarestatisticis50.796.Thep-valueis<0.00001.Theresultis
significantatp<.05.
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CHAPTER5FINDINGSANDSUGGESSTIONS

5.1 FINDINGS

● Majority(37%)oftherespondentsareagebetween18to28years.

● Majority(64%)oftherespondentsarefemale.

● Majority(37%)oftherespondentsareprivateemployee.

● Majority(63%)oftherespondentsareMarried.

● Majority(35%)oftherespondentsmonthlyincomeisbetween25,000-50,000.

● Majority(56%)stronglyagreeoftherespondentswiththeparametersaccessibility

andavailability

● Majority(49.50%)stronglyagreeoftherespondentswiththeparameters

variety.

● Majority(53%)stronglyagreeoftherespondentswiththeparametersproduct

accessibilityandavailability.

● Majority (60%)strongly agree ofthe respondents with the parameters

vegetablequality/taste.

● Majority(64%)stronglyagreeoftherespondentswiththeparametersvalue

formoney.

● Majority (70%)strongly agree ofthe respondents with the parameters

packaging.

● Majority(68%)stronglyagreeoftherespondentswiththeparametersquality

ofitems,

● Majority(72%)stronglyagreeoftherespondentswiththeparametersspeed

ofdelivery.

● Majority(51%)oftherespondentschoosebigbasket.
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● Majority(46%)oftherespondentsarebigbasketcustomersfor1-2years.

● Majority(41%)oftherespondentsbuyonceinmonthfrom bigbasket.

● Majority(48%)oftherespondentsarehighlysatisfied.

● Majority(64%)oftherespondentshadexcellentnavigatingexperience.

● Majority(50%)stronglyagreeoftherespondentswithfactorreliability.

● Majority(46%)agreeoftherespondentswithfactorhighquality.

● Majority(52%)stronglyagreeoftherespondentswithfactorgoodvaluefor

money.

● Majority(56%)stronglyagreeoftherespondentswithfactorwiderangeof

products

● Majority(60%)stronglyagreeoftherespondentswiththefactorsgooduser-

interface

● Majority(46%)stronglyagreeoftherespondentswith factorreasonable

pricingoftheproduct.

● Majority(49%)agreeoftherespondentswithfactorproductwasdeliveredon

time.

● Majority(52%)stronglyagreeoftherespondentswithfactorproductwas

deliveredsafely(withoutanydamages)

● Majority (62%)strongly agree ofthe respondents with factordelivery

associateisfriendly.

● Majority(47%)oftherespondentsgave4asratingforthepaymentgatewayin

bigbasket.
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● Majority(47%)oftherespondentsarehighlysatisfiedwiththepurchaseinbig

basket.

● Majority(50%)oftherespondentsgave5asratingforthedeliveryexperience

withbigbasket

● Majority(53%)oftherespondentsgave5asratingforthecustomercare

supportduringandaftermakingpurchaseinbigbasket

● Majority(56%)oftherespondentsgave5asratingfortheresponsivenessfor

thequestionandconcernsaskedaboutbigbasketanditsproducts

● Majority(52%)oftherespondentsgave4asratingtobuybackagaininbig

basket

● Majority(45%)oftherespondentsgave4asratingforreturningbacktobig

basket

● Majority(59%)oftherespondentsgave4asratingforoverallexperienceinbig

basket

5.2 SUGGESTION

● Theoverallexperienceindexfrom thestudyrevealsthatthecompany(Big

Basket)isperformingverywellandcustomersbuyingaremuchexperience

withtheservicegiventothem.

● Someofthecustomershavecomplained aboutthelackin thedelivery

processandtimings.Therefore,thisistheareawhichIrecommendtothebig
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baskettofocusalittlebitmore.Itneedstoimproveitsdeliveryprocessand

time.Needtobecomelittlequicker,faster,anddelivertheproductwithoutany

damage.

● Some ofthe customers have complained aboutbig basket’s payment

gatewaywhereittakesmoretimetoredirectortopaythebilledamount.

Hencethiscanbeimprovedbyreducingthewaitingtimeatpaymentgate

● Someofthecustomershavealso complained aboutthecustomercare

serviceofbigbasket.Eventhoughthecomplaintsareminor,thecustomer

careserviceofbigbasketneedstoresolvethecustomerissues&quarries

withtheproductinordertoachievegoodcustomerexperience&satisfaction.

● Moreattractiveadvertisement,offers,saleshastoprovidethroughvarious

advertisementmediachannels.
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CHAPTER6 SUMMARY AND CONCLUSION

6.1CONCLUSION

Thecompanybigbasketistheoneofthemostfamousandbestonlinegrocery

storesinIndia.Presentlyadaysbecauseofexpansioninwebutilizationtheonline

customershaveexpandedquickly,wheretheclients'assumptionsacceptableuser

interface,quality,well-being,security,protection,conveyance,andsoforthwhich

makesthecuttingedgeinnovationsandreceivenew model.Regardingtheabove

examinationandthediscoveriesinthisway,theorganizationhascertainlydugin

intometropolitanmarket.Withfewmoredeliberateendeavours,thesaidassociation

needstoentertheruralmarkettototallysetupitselfallover.Theabovestudywill

helptheconsumerstogetmoreawarenessaboutbigbasketanditsonlineservices.
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APPENDIX(Questionnaire)

1.PersonalDetails

Name______________________

Whatisyourage?

a)Below18

b)18-28

c)28-38

d)38-48
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e)48-58

f)58andabove

Gender

a)Male

b)Female

Occupation

a)Gov.Employee

b)PrivateEmployee

c)Business

d)Others

Maritalstatus

a)Married

b)Unmarried

Income(monthlyincome)

a)Below25,000

b)25,000–50,000

c)50,000–1,00,000

d)Morethan1,00,000

2.Whatarethemostimportantparametersthatyouconsiderbeforechoosingto
orderonline?
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ACCESSIBILITY
AND
AVAILABILITY

STRONGLY
AGREE

AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

VARIETY

PRODUCT
ACCESSIBILITY
AND
AVAILABILITY

VEGETABLE
QUALITY/TASTE

VALUEFOR
MONEY

PACKAGING

QUALITYOF
ITEMS

SPEEDOF
DELIVERY

3.From wheredoyouorder?

a)Bigbasket

b)Amazon

c)Gofers

d)Others

4.Howlonghavebeena.bigbasketcustomer?

a)Lessthansixmonths

b)Sixmonthstoayear
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c)1-2Years

d)3ormoreyears

7.HowoftendoyouvisitBigBasket?

a)Daily

b)Weekly

c)Once-a-month

d)Every2-3Months

e)2-3TimesaMonth

8.HowsatisfiedareyouwiththeproductinformationprovidedinBigBasket?a)

Highlysatisfied

b)Satisfied

c)Neutral

d)Dissatisfied

e)Highlydissatisfied

9.HowwouldyourateyourexperiencenavigatinginBigBasketwebsite/mobile

application?

a)Excellent

b)Aboveaverage

c)Average

d)Belowaverage

e)Poor

10.Doyouagree/disagreewiththestatement:Theitemsyoulookedforisin

stock

a)Stronglyagree
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b)Agree

c)Neutral

d)Disagree

e)Stronglydisagree

11.RatethequalityoftheproductinBigBasket?

a)Highlysatisfied

b)Satisfied

c)Neutral

d)Dissatisfied

e)Highlysatisfied

10.Rateourpaymentgateway?

Poor 1 2 3 4 5 Excellent

11.Doyouagree/disagreewiththestatementprovidedbelow?

STRONGLY

AGREE

AGREE NEUTRAL DISAGREE STRONLY

DISAGREE
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STRONGLY

AGREE

AGREE NEUTRAL DISAGREE STRONLY

DISAGREE

Reasonable

pricingofthe
product

Product
was
delivered
on
time

Productwas
delivered
safely(withou
t
any
damages)

Delivery
associatein
friendly

12.HowsatisfiedareyouwithyourpurchaseinBigBasket?

a)HighlySatisfied

b)Satisfied

c)Neutral

d)Dissatisfied

e)Highlydissatisfied

13.Onascaleof1to5rateyourdeliveryexperienceinBigBasket?
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Highlydissatisfied12345HighlySatisfied

14.Onascaleof1to5Rateourcustomersupportduringandaftermakinga

purchase?

Highlydissatisfied12345HighlySatisfied

15.Howresponsivehavewebeentoyourquestionsorconcernsaboutourproducts?

NotatallResponsive12345ExtremelyResponsive

16.Howlikelyareyoutobuyagainfrom BigBasket?

Notatalllikely12345 Extremelylikely

17.HowlikelyareyoutoreturntoBigBasket?

Notatalllikely12345 Extremelylikely

18.WhatdidyoulikebestaboutshoppingatBigBasket?

STRONGLY
AGREE

AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Reliable

Highquality



1

STRONGLY
AGREE

AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Goodvaluefor
money

Widerangeof
products

Gooduser
interface

Gooduser
interface

19.RateyouroverallexperienceatBigBasket?

Highlydissatisfied123 45Highlysatisfied

20.SpecifyitintheboxHowcanweimproveourservices?


