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ARTICLE INFO ABSTRACT 

 
                   

The relationship between perception and the impact of online shopping refers to 
how people think about and understand online shopping, and how this affects 
their lives. Perception includes things like whether people trust online stores, find 
them convenient, or worry about risks. The impact of online shopping covers how 
it affects people's academic performance, finances, and overall lifestyle. For 
example, if someone thinks online shopping is easy and safe, they might shop 
more often, which could affect how much money they spend or how well they do 
in school. Understanding this relationship helps us figure out how online shopping 
influences people and how we can help them make better decisions when shopping 
online. This quantitative study investigates the attitudes of Prayagraj university 
students on internet shopping and its effects on their lives. The study intends to 
comprehend the relationship between perception and the consequences of 
internet buying, with a sample size of 147 people. The study investigates students' 
attitudes towards internet purchasing and its impact on their academic 
achievement, money management, and general lifestyle by analysing data 
collected through questionnaires and statistical methodologies. Important 
elements including ease, perceived hazards, and confidence in online platforms 
will be examined to determine how they influence students' attitudes and actions 
towards online buying. The study's conclusions are important because they shed 
light on how to help kids behave ethically when navigating the internet 
marketplace, which is beneficial for educators, businesses, and governments. 
Through enhancing the usability and reliability of e-commerce platforms and 
resolving any issues, stakeholders may improve students' online buying 
experiences and encourage more informed decision-making when making 
purchases online. Keywords: Prayagraj, higher education students, perception, 
impact, online purchasing. 
 
Keywords: Perception, Impact, Online shopping, students. 

 
1. Introduction 

 
The advent of online shopping has revolutionized the way people perceive and engage with retail experiences, 
significantly impacting consumer behaviour and the broader economy. With the convenience of a few clicks, 
consumers can access a vast array of products and services from the comfort of their homes or on the go, 
transcending geographical limitations and time constraints. This newfound accessibility has transformed the 
perception of shopping, shifting it from a chore or occasional outing to a seamless, integrated aspect of daily 
life. The convenience and flexibility offered by online shopping platforms have democratized access to goods 
and services, empowering individuals to make informed choices tailored to their preferences and needs. 
Moreover, the ability to compare prices, read reviews, and access product information at their fingertips has 
endowed consumers with greater agency and autonomy in their purchasing decisions. 
However, alongside its benefits, the proliferation of online shopping has also brought forth a myriad of 
challenges and implications. One notable impact is the transformation of traditional brick-and-mortar retail 
landscapes, as e-commerce continues to encroach upon physical storefronts, prompting many businesses to 
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adapt or face obsolescence. This shift has catalyzed discussions surrounding the future of retail, with 
implications for urban development, employment patterns, and consumer behaviours. Furthermore, concerns 
regarding the environmental footprint of online shopping, including packaging waste and carbon emissions 
from transportation, have prompted calls for greater sustainability and accountability within the e-commerce 
industry. 
Moreover, the rise of online shopping has also raised questions about data privacy and security, as consumers 
entrust sensitive personal information to digital platforms, raising concerns about potential breaches and 
misuse. The collection and utilization of consumer data for targeted advertising and personalized 
recommendations have sparked debates about the ethics of surveillance capitalism and the commercialization 
of personal information. Additionally, the prevalence of counterfeit products and fraudulent activities in online 
marketplaces has underscored the need for robust consumer protection measures and regulatory oversight to 
safeguard against deceptive practices and uphold trust in online transactions. 
Nevertheless, despite these challenges, online shopping continues to thrive and evolve, driven by technological 
innovations and shifting consumer preferences. The integration of augmented reality (AR) and virtual reality 
(VR) technologies promises to enhance the online shopping experience, allowing consumers to virtually try on 
clothing, visualize furniture in their homes, or simulate test drives for automobiles. Furthermore, the advent 
of artificial intelligence (AI) and machine learning algorithms enables personalized shopping experiences 
tailored to individual preferences, anticipatory recommendations, and streamlined logistics and supply chain 
management. 
The perception and impact of online shopping are multifaceted and continually evolving, shaping consumer 
behaviour, business strategies, and societal dynamics. While offering unprecedented convenience and choice, 
online shopping also presents challenges related to sustainability, privacy, and security. As technology 
continues to advance and consumer expectations evolve, navigating the complexities of the digital marketplace 
will require collaboration between stakeholders across industries to foster innovation, ensure accountability, 
and uphold ethical standards that prioritize the well-being of individuals and the planet. 
 
1.1 Relationship between Perception and Impact of online shopping 
1. Convenience Perception: 
a. Perception: Online shopping is widely perceived as highly convenient, offering the freedom to shop 

whenever and wherever you want, without being restricted by the hours or location of physical stores. 
b. Impact: This perception drives increased adoption of online shopping platforms, as consumers prioritize 

convenience in their purchasing decisions, leading to a shift away from traditional brick-and-mortar retail. 
 

2. Access Perception: 
a. Perception: Online shopping provides unparalleled access to a vast array of products and services, 

transcending geographical limitations and offering a global marketplace at one's fingertips. 
b. Impact: This perception expands consumer choice and fosters a sense of empowerment, as individuals can 

access niche products or specialty items that may not be readily available in local stores, thereby influencing 
purchasing behaviour and preferences. 
 

3. Price Perception: 
a. Perception: Online shopping is often perceived as offering competitive prices and discounts compared to 

traditional retail, driven by factors such as direct-to-consumer models, lower overhead costs, and increased 
price transparency. 

b. Impact: This perception influences consumer decision-making, as individuals actively seek out online deals 
and promotions, leading to increased price sensitivity and comparison shopping across different platforms. 
 

4. Experience Perception: 
a. Perception: Online shopping experiences are perceived as customizable and personalized, with features 

such as recommended products based on browsing history, interactive product demonstrations, and 
seamless checkout processes. 

b. Impact: This perception enhances consumer engagement and loyalty, as individuals feel valued and 
understood by online retailers, leading to repeat purchases and positive word-of-mouth recommendations. 
 

5. Trust Perception: 
a. Perception: Trust in online shopping platforms is influenced by factors such as security measures, return 

policies, customer reviews, and brand reputation, shaping perceptions of reliability and credibility. 
b. Impact: This perception directly impacts consumer confidence and willingness to engage in online 

transactions, as individuals are more likely to patronize platforms that they perceive as trustworthy and 
reputable, thereby influencing market share and brand success. 
 

6. Social Perception: 
a. Perception: Online shopping is increasingly perceived as a social activity, facilitated by features such as 

social media integration, peer recommendations, and influencer marketing. 
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b. Impact: This perception fosters a sense of community and belonging within online shopping ecosystems, as 
individuals share product experiences, seek validation from peers, and participate in online communities, 
influencing purchasing decisions and brand loyalty. 
 

7. Environmental Perception: 
a. Perception: Online shopping's environmental impact is perceived differently, with some viewing it as more 

eco-friendly due to reduced carbon emissions from transportation and others concerned about packaging 
waste and excessive returns. 

b. Impact: This perception influences consumer behaviour and purchasing habits, driving demand for eco-
friendly products and sustainable practices within the e-commerce industry, while also prompting calls for 
greater transparency and accountability in supply chains. 
 

8. Future Perception: 
a. Perception: The future of online shopping is perceived as increasingly integrated with emerging 

technologies such as augmented reality, artificial intelligence, and block chain, offering transformative 
possibilities for the retail landscape. 

b. Impact: This perception drives innovation and investment in technology-driven solutions, shaping the 
direction of online shopping platforms and influencing consumer expectations for enhanced experiences, 
efficiency, and sustainability. 

 
2. Literature Review 

 
Parikshith, Natesan (2023) in their study explored the impact of E-commerce on retail, emphasizing its 
transformative role in empowering consumers. They found that the advent of online shopping platforms has 
revolutionized business practices, providing unprecedented flexibility for consumers to make purchases from 
anywhere, anytime. 
Sathyapriya, M, P Manochithra's (2023) this research highlighted the critical role of IT security systems 
in sustaining India's E-commerce growth. They observed a growing embrace of E-commerce potential among 
various entities in India, driven by the proliferation of internet connectivity through mobile devices. 
Ogunmola, G, Kumar, V. (2023) discussed the continuous growth of the E-commerce sector and its 
increasing adoption among consumers. They noted a transition of traditional shoppers to online platforms, 
prompting E-retailers to refine strategies for attracting and retaining customers. 
Yang, F, Zhou, L. (2022) focused on how E-commerce aids traditional businesses' expansion, extending 
their reach both in breadth and depth. 
Lim, Y, Hu, K. (2022) attributed the surge of service platforms to technological advancements and changing 
mindsets, with the internet facilitating remote connections and rapid information retrieval. 
Mishra, A. (2022) examined Indian sellers' adoption of online marketing trends, tailoring strategies to align 
with specific products and services. Santos, V. et al., (2022) analyzed the intricate nature of global E-commerce, 
highlighting its ongoing evolution as a potent platform for companies to assert market presence effectively. 
Paraschiv D, Kurmude et al., (2022) discussed E-commerce adaptation during the pandemic, while 
emphasized interdisciplinary collaboration in resolving E-commerce complexities. 
Szász, L. et al., (2022) underscored the pandemic's role in accelerating online retail, introducing new 
indicators to gauge consumer behaviour and government regulations. 
 

3. Statement of the problem 
 
The study aims to investigate the correlation between perception and the impact of online shopping among 
higher education students in Prayagraj. As e-commerce continues to thrive, understanding how students 
perceive online shopping and its consequences is crucial. This research seeks to uncover whether positive 
perceptions lead to increased online shopping frequency and how this affects their academic performance, 
financial management, and overall lifestyle. Furthermore, it aims to explore potential factors influencing 
perceptions, such as trust in online platforms, convenience, and perceived risks. Addressing these questions 
will provide valuable insights into the dynamics of online shopping behaviour among students in Prayagraj. 
 

4. Objective of the study 
 
To investigate the relationship between perception and the impact of online shopping among Prayagraj 
university students. 
 

5. Hypothesis of the study 
 

 "There is no significant difference in perception scores among Prayagraj university students across different 
factors related to online shopping, including convenience, access, price, experience, trust, social, 
environmental, and future perceptions." 
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 "There is a significant difference in perception scores among Prayagraj university students across different 
factors related to online shopping, including convenience, access, price, experience, trust, social, 
environmental, and future perceptions." 

 
6. Significance of the study 

 
The significance of this study lies in its potential to shed light on the intricate relationship between perception 
and the impact of online shopping among higher education students in Prayagraj. Understanding these 
dynamics is paramount in addressing the evolving consumer behaviour patterns in the digital age. By 
discerning how students perceive online shopping and its effects on various aspects of their lives, including 
academic performance and financial management, policymakers, educators, and businesses can tailor 
strategies to support students in navigating the online marketplace responsibly. Additionally, the findings may 
contribute to enhancing e-commerce platforms' usability, trustworthiness, and overall customer satisfaction, 
thereby fostering a more conducive online shopping environment for all users. 
 

7. Sample size and Sampling Method 
 
In the study examining the relationship between perception and the impact of online shopping among 
Prayagraj university students, sampling plays a vital role in gathering representative data. With a sample size 
of 147 individuals, Sampling involves choosing a selected group of students from the overall population to 
participate in the study. This subset is chosen to ensure diversity and inclusivity, capturing various perspectives 
on internet shopping. Through methods such as random sampling or stratified sampling, researchers aim to 
obtain a sample that accurately reflects the demographics and characteristics of the entire student population. 
By analyzing data collected through questionnaires and statistical techniques, the study aims to uncover 
insights into students' attitudes towards online purchasing and its effects on academic achievement, financial 
management, and overall lifestyle. 
 

8. Data Analysis and Interpretation 
 

 Gender 
Factors Category Frequency Percent 
 
Gender 

Male 78 53.06% 
Female 69 46.94% 

Total 147 100% 
 
The data analysis reveals a slight gender imbalance among the sample population, with 53.06% being male and 
46.94% female. While the difference is not substantial, it could have implications for interpreting findings 
related to online shopping perceptions and impacts, as gender may influence consumer behaviour. Further 
investigation into how gender correlates with attitudes towards online shopping could provide valuable insights 
into potential differences in preferences or concerns between male and female students in Prayagraj. 
 Online shopping is widely perceived as highly convenient, offering the ability to shop 
whenever and wherever you want, regardless of actual store hours or location. 

Response Frequency Percentage 
Strongly Agree 101 68.71% 
Agree 23 15.65% 
Neutral 19 12.93% 
Disagree 3 2.04% 
Strongly Disagree 1 0.68% 
Total 147 100% 

 
The data illustrates a prevalent perception of online shopping as highly convenient, with 68.71% strongly 
agreeing and 15.65% agreeing. This overwhelming agreement suggests that individuals appreciate the flexibility 
and accessibility afforded by online shopping, allowing them to make purchases without being bound by 
traditional store hours or geographical constraints. Additionally, the relatively low percentages of neutral, 
disagree, and strongly disagree responses indicate a consensus among respondents regarding the convenience 
of online shopping, highlighting its widespread acceptance and appeal as a convenient alternative to brick-and-
mortar retail experiences. 
 Online shopping provides unparalleled access to a vast array of products and services, 
transcending geographical limitations and offering a global marketplace at one's fingertips. 

Response Frequency Percentage 
Strongly Agree 56 38.1% 
Agree 42 28.57% 
Neutral 41 27.89% 
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Disagree 7 4.76% 
Strongly Disagree 1 0.68% 
Total 147 100% 

 
The data indicates that a significant proportion of respondents perceive online shopping as providing 
unparalleled access to a wide range of products and services. Specifically, 38.1% strongly agree and 28.57% 
agree with this statement. This suggests that individuals recognize the expansive opportunities presented by 
online shopping, allowing them to explore a diverse array of products and services beyond geographical 
limitations. Moreover, the presence of only a small percentage of respondents who disagree or strongly disagree 
reinforces the prevailing sentiment of online shopping's ability to offer a global marketplace at one's fingertips, 
indicating its widespread acceptance as a platform for accessing a variety of goods and services. 
 
 Online shopping is often perceived as offering competitive prices and discounts compared 
to traditional retail, driven by factors such as direct-to-consumer models, lower overhead costs, 
and increased price transparency. 

Response Frequency Percentage 
Strongly Agree 122 82.99% 
Agree 21 14.29% 
Neutral 2 1.39% 
Disagree 1 0.68% 
Strongly Disagree 1 0.68% 
Total 147 100% 

 
The data suggests a widespread perception among respondents that online shopping offers competitive prices 
and discounts compared to traditional retail. A substantial 82.99% strongly agree, while 14.29% agree with this 
statement. This overwhelming agreement indicates a general consensus among respondents regarding the cost 
advantages associated with online shopping, driven by factors such as direct-to-consumer models, lower 
overhead costs, and increased price transparency. The presence of only minimal percentages of respondents 
who express neutral, disagree, or strongly disagree sentiments further underscores the prevailing perception 
of online shopping as offering competitive pricing and discounts, highlighting its attractiveness as a cost-
effective alternative to traditional retail channels. 
 
 Online shopping experiences are perceived as customizable and personalized, with features 
such as recommended products based on browsing history, interactive product 
demonstrations, and seamless checkout processes. 

Response Frequency Percentage 
Strongly Agree 130 88.44% 
Agree 14 9.52% 
Neutral 3 2.04% 
Disagree 0 0% 
Strongly Disagree 0 0% 
Total 147 100% 

 
The data reveals a strong perception among respondents that online shopping experiences are customizable 
and personalized. An overwhelming 88.44% strongly agree, while 9.52% agree with this statement. This 
indicates a widespread acknowledgment of the personalized features offered by online shopping platforms, 
such as recommended products based on browsing history, interactive product demonstrations, and seamless 
checkout processes. The absence of any respondents expressing disagreement or strong disagreement 
underscores the unanimous consensus regarding the customizable and personalized nature of online shopping 
experiences. This perception reflects the efforts of online retailers to enhance user engagement and satisfaction 
by tailoring the shopping experience to individual preferences, thereby contributing to the appeal and 
popularity of online shopping platforms. 
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 Trust in online shopping platforms is influenced by factors such as security measures, return 
policies, customer reviews, and brand reputation, shaping perceptions of reliability and 
credibility. 

Response Frequency Percentage 
Strongly Agree 99 67.65% 
Agree 41 27.89% 
Neutral 7 4.76% 
Disagree 0 0% 
Strongly Disagree 0 0% 
Total 147 100% 

 
The data indicates a significant perception among respondents regarding the influence of various factors on 
trust in online shopping platforms. A notable 67.65% strongly agree, while 27.89% agree that factors such as 
security measures, return policies, customer reviews, and brand reputation shape perceptions of reliability and 
credibility in online shopping. This overwhelming agreement suggests a widespread recognition among 
respondents of the importance of these factors in establishing trust and confidence in online shopping 
platforms. The absence of any respondents expressing disagreement or strong disagreement underscores the 
unanimous consensus regarding the influential role of security measures, return policies, customer reviews, 
and brand reputation in shaping perceptions of trustworthiness and credibility in the online shopping 
environment. 
 
 Online shopping is increasingly perceived as a social activity, facilitated by features such as 
social media integration, peer recommendations, and influencer marketing. 

Response Frequency Percentage 
Strongly Agree 140 95.24% 
Agree 5 3.40% 
Neutral 2 1.36% 
Disagree 0 0% 
Strongly Disagree 0 0% 
Total 147 100% 

 
The data illustrates a widespread perception among respondents that online shopping is increasingly viewed 
as a social activity. An overwhelming 95.24% strongly agree, while 3.40% agree with this statement. This 
indicates a near-unanimous consensus regarding the role of features such as social media integration, peer 
recommendations, and influencer marketing in fostering social engagement within the online shopping 
experience. The absence of any respondents expressing disagreement or strong disagreement emphasizes the 
unanimous agreement regarding the social nature of online shopping. This perception reflects the growing 
influence of social media and peer interactions in shaping consumer behaviour and purchase decisions in the 
online marketplace. 
 
 Online shopping's environmental impact is perceived differently, with some viewing it as 
more eco-friendly due to reduced carbon emissions from transportation and others concerned 
about packaging waste and excessive returns. 

Response Frequency Percentage 
Strongly Agree 131 88.84% 
Agree 12 8.16% 
Neutral 2 1.36% 
Disagree 1 0.68% 
Strongly Disagree 1 0.68% 
Total 147 100% 

 
The data highlights differing perceptions regarding the environmental impact of online shopping. A significant 
88.84% strongly agree, while 8.16% agree that online shopping is viewed as more eco-friendly due to reduced 
carbon emissions from transportation. However, a small percentage express disagreement or strong 
disagreement, with 0.68% disagreeing and 0.68% strongly disagreeing. Additionally, 1.36% remains neutral on 
this matter. These responses indicate a divergence in opinions, with some acknowledging the environmental 
benefits of online shopping, such as reduced emissions, while others express concerns about packaging waste 
and excessive returns. This suggests a need for further examination of the environmental implications of online 
shopping practices and the development of sustainable solutions to address potential environmental challenges 
associated with e-commerce activities. 
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ANOVA 
Qualification Mean score Std. 

deviation 
Std. error F Sig. 

Convenience 
Perception 

2.740 0.282 0.185  
 
 
 
 
 
 
72.198 

 
 
 
 
 
 
 
2.7034 

Access Perception 2.882 0.557 0.172 

Price Perception 3.133 0.572 0.113 

Experience 
Perception 

3.631 0.358 0.077 

Trust Perception 3.771 0.593 0.048 

Social Perception 4.244 0.482 0.035 

Environmental 
Perception 

2.475 0.347 0.475 

Future Perception 2.568 0.369 0.557 

Total 25.444 3.560 1.662 72.198 2.7034 
 
The ANOVA (Analysis of Variance) table provided presents the mean scores, standard deviations, standard 
errors, F-values, and significance levels for different perceptions related to online shopping across different 
qualification levels. The F-value obtained for each perception indicates whether there are significant 
differences in perception scores among the qualification levels. A larger F-value suggests a greater difference 
in perception scores, while a smaller F-value suggests less variation between the groups. In this case, focusing 
on the "Convenience Perception" row, we see a high F-value of 72.198, indicating a significant difference in 
perception scores across qualification levels. The associated significance level (Sig.) of 2.7034 is below the 
typical alpha level of 0.05, indicating statistical significance. This suggests that the perception of convenience 
in online shopping varies significantly among individuals with different qualification levels. Similarly, for other 
perceptions such as "Access Perception," "Price Perception," "Experience Perception," "Trust Perception," 
"Social Perception," "Environmental Perception," and "Future Perception," the ANOVA results suggest 
significant differences in perception scores across qualification levels. 
Overall, the ANOVA analysis helps identify whether there are significant differences in perceptions related to 
online shopping among individuals with different qualification levels. This information can be valuable for 
understanding how various factors influence perceptions of online shopping and for tailoring marketing 
strategies or interventions to different demographic groups. 
 
Factor Analysis 

Kaiser-Meyer-Olkin Measure .744 
 
Bartlett’s Test of Sphericity 

Approx. chi-Square 562.581 
Df 82 
Sig. 0.000 

 
The factor analysis results provide important information about the suitability of the data for analysis.The 
Kaiser-Meyer-Olkin (KMO) Measure is a statistic that assesses the adequacy of the data for factor analysis. A 
KMO value closer to 1 indicates that the variables are highly correlated and suitable for factor analysis. In this 
case, the KMO Measure of 0.744 suggests that the data is reasonably correlated and appropriate for factor 
analysis.Bartlett's Test of Sphericity is another test used to determine if the correlation matrix is significantly 
different from the identity matrix, indicating that the variables are suitable for factor analysis. The test 
produces an approximate chi-square value and its associated degrees of freedom (df) and significance level 
(Sig.).In this instance, the chi-square value is 562.581 with 82 degrees of freedom, and the significance level 
(Sig.) is 0.000, which is less than the conventional alpha level of 0.05. This indicates that the correlation matrix 
is significantly different from the identity matrix, suggesting that the variables are suitable for factor 
analysis.Overall, the results of both the KMO Measure and Bartlett's Test suggest that the data is appropriate 
for factor analysis, providing confidence in the validity of the subsequent factor analysis results. 
 

9. Findings 
 
The data analysis and interpretation reveal several key findings regarding perceptions of online shopping 
among students in Prayagraj. 
Firstly, the study uncovered a slight gender imbalance among the sample population, with 53.06% male and 
46.94% female respondents. Although not substantial, this gender difference could influence how individuals 
perceive and engage with online shopping. 
Regarding perceptions of online shopping, the findings suggest widespread agreement on its convenience and 
accessibility. A significant majority of respondents strongly agreed that online shopping offers the flexibility to 
purchase whenever and wherever they want, without being limited by the hours or location of physical stores. 



1258                                               Dolly Tripathi et al./ Kuey, 30(4), 1643 

 

Similarly, there was overwhelming consensus on the convenience of accessing a vast array of products and 
services through online platforms, transcending geographical limitations. 
Moreover, the study highlighted the perceived cost advantages of online shopping compared to traditional 
retail. Respondents overwhelmingly agreed that online shopping offers competitive prices and discounts, 
driven by factors such as direct-to-consumer models and lower overhead costs. Additionally, online shopping 
experiences were perceived as highly customizable and personalized, with features like recommended products 
and seamless checkout processes contributing to user satisfaction. 
Trust in online shopping platforms was influenced by factors such as security measures, return policies, and 
brand reputation, shaping perceptions of reliability and credibility. The majority of respondents strongly 
agreed that these factors play a crucial role in establishing trustworthiness. 
Furthermore, online shopping was increasingly viewed as a social activity, facilitated by social media 
integration and influencer marketing. The majority of respondents strongly agreed that online shopping has 
become a social experience, highlighting the importance of peer recommendations and social interactions in 
shaping consumer behaviour. 
However, perceptions of online shopping's environmental impact varied among respondents. While many 
viewed online shopping as more eco-friendly due to reduced carbon emissions, others expressed concerns 
about packaging waste and excessive returns. 
The ANOVA analysis revealed significant differences in perception scores across different qualification levels, 
indicating that perceptions of online shopping vary among individuals with different educational backgrounds. 
Overall, the factor analysis results confirmed the suitability of the data for analysis, providing confidence in the 
validity of the findings. These insights into perceptions of online shopping among students in Prayagraj offer 
valuable implications for businesses, policymakers, and educators aiming to understand and cater to the needs 
of online consumers. 
 

10. Conclusion 
 
The study sheds light on various aspects of online shopping perceptions among Prayagraj students. Despite a 
slight gender imbalance, respondents widely agreed on the convenience, accessibility, and cost advantages of 
online shopping. Factors like trust, customization, and social integration significantly influence consumer 
behaviour. However, perceptions regarding the environmental impact varied. The ANOVA analysis 
underscored differences in perception scores across qualification levels, emphasizing the need for tailored 
approaches. Overall, the findings provide valuable insights for businesses, policymakers, and educators to 
better understand and cater to the evolving needs of online consumers in Prayagraj, facilitating informed 
decision-making and strategic planning. 
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