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Abstract 

The report examines how consumers can be improved through ICT usage when shopping 

during Christmas, based on the assistance of an online store platform. The ICT applications 

that can be used within the scenario of e-commerce websites, including Amazon, Flipkart, 

Shopify, and Myntra, are the applications of the tools associated with the websites, mobile 

applications, artificial intelligence, cloud computing, and secure payment programs to enhance 

the consumer experience. The ICT also gives the customer an opportunity to know more about 

the products, receive individual prescriptions of what to purchase, pay, and even keep track of 

the supplies online. Other technologies of communicating with business customers involve 

communications, chat support and emails that allow communication between the businesses 

and the customers. This report will critically examine the means of improving consumer 

experience as it relates to the Christmas season, with the help of ICT, using the key e-commerce 

platforms. The results reveal the way ICT raises convenience, efficiency, personalisation, 

communication and security, which are also known to enhance client satisfaction and company 

performance at the point of demand, that is in relation to the purchase of holidays. 
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1. Introduction 

The report states the relevance of ICT to enhance consumer experience during the Christmas 

season, which involves the use of the most popular e-commerce sites. Christmas is one of the 

most important seasons during which the shopping process is implemented. The buyers use 

this season to purchase gifts, clothes and electronic goods to marvel at them. Previously, they 

would go to the brick-and-mortar stores and conduct their shopping (Agarwal et al., 2026). 

However, online shopping has materialised its location within a very minimal time, taking into 

account that the Information and Communication Technologies (ICT) have been relocated. ICT 

is a field that entails the internet, mobile applications, websites, cloud computing, and 

electronic payment facility among others and assists in the interaction between the business 

and consumer operations. The services that will be covered by the e-commerce media will be 

ICT-based e-commerce services that will be sold on e-commerce sites like Amazon, Flipkart, 

Shopify and Myntra. The apps will enable the clients to have access to the ability to shop, 

compare and review prices and shop comfortably in their living rooms. It is not as tedious and 

time-consuming, particularly during the Christmas season when the actual stores are 

overcrowded (Bhattacharjee, Singh and Prasath, 2023). 

ICT is also able to enhance the customer experience as it can provide customised services. Data 

analytics technologies and artificial intelligence assist such platforms in becoming familiar 

with the preferences of the customers and give them the appropriate product. Around the 

Christmas season, the shoppers will receive suggestions on what to buy, what to wear and what 

they should buy in the period of the Christmas season, due to past searches and purchases. It 

crudely blunts the fact that the convenience, personalisation, communication, security and 

satisfaction of the customer in online shopping increase with the use of ICT (Chelvarayan, Jie 

and Fern, 2021). 



2. Literature Review 

2.1 ICT entry in E-Commerce 

Information and Communication technologies (ICT) have transformed the e-commerce 

industry as more businesses and consumers interact in the e-commerce industry. One of the 

technologies available in the ICT is the internet, mobile applications, cloud computing, 

artificial intelligence and safe systems of payment. The technologies enable the business to 

provide an online purchase experience to the consumer and enable consumers to compare 

products and easily purchase them. ICT is also necessary, particularly around the Christmas 

season when the number of people requiring the goods is high, the number being served is 

large, and most of the enterprises are needed to serve many shoppers (Darda et al., 2024). 

2.2 Web sites and Mobile Applications 

The Internet is open to making a certain product or service popular and promoting the created 

brand with the help of websites and mobile applications. These are ICTs that are necessary in 

the e-commerce systems through mobile applications and websites. Its platforms offer proper 

utilisation of the products and services by the customers. ICT will be utilised to ensure that the 

high-speed websites and applications are operational and have a convenient interface. This 

would serve to maximize the amount of customer satisfaction and generate online shopping in 

a single season of the year and that is during Christmas (Dolifka, 2023). 

2.3 Artificial Intelligence and Individualisation 

One of the most powerful ICT technologies that is deployed in e-commerce websites is 

artificial intelligence. The artificial intelligence systems identify the customer behaviour in 

terms of browsing, search and purchase patterns. It is in such an analysis of the locations that 

proposals on the products are made, which are tailor-made. The shopping is enhanced through 

the customisation, with the customers being able to view the products they are interested in. 



The customised recommendations will assist the customers in the discovery of the gifts and 

holiday items of Christmas. This will grow customer satisfaction and customer experience 

(Fuentes and Stoopendahl, 2025). 

2.4 Customer Service and Communications Technology 

 

Figure 1: Loyalty Experience of customers towards services 

Source: (Goel et al., 2020) 

The information communication technologies are those devices that comprise communication 

between a business and its customers and include email notifications, chat, and mobile 

notifications as part of the tools they possess. The kinds of technologies that may be used in 

assisting companies with the notification of orders, delivery service and promotion are 

possible. The communication technologies provided make it more transparent and trustworthy 

to its customers. The customers are also able to reach the customer care and request help. 

Communication fosters customer satisfaction, and it is more connected between the company 

and its customers (Goel et al., 2020). 

2.5 E-Commerce and Security Computer and Cloud-based 

One of the most critical ICT agents of e-commerce is security. ICT is used to offer secure 

payment systems that ensure that the information of the clients is safe. There is also the use of 



such technologies as encryption and authentication in guaranteeing safe transactions. 

Combined with the assistance of cloud computing, any company will be able to afford to retain 

massive amounts of data and process them in a single stroke. The other potential of the cloud 

systems is that the systems could also offer the functionality of scaling, as they could be able 

to accommodate more individuals during the Christmas season. The consequences of such type 

of technology are high levels of reliability, effectiveness and level of consumer experiences in 

general (Kanwal et al., 2021). 

3. Methodology 

The study that will be used in this report is a qualitative research study because it is the type of 

study that will be used to explore how Information and Communication Technologies (ICT) 

can be embraced to enhance consumer experience during the Christmas period (Kappagantu, 

Mahindra and Sandeep, 2024). The qualitative methodology was chosen as it helps in the 

comprehension of how the e-commerce websites apply the ICT to make the customer satisfied, 

convenient, efficient and overall shopping experience. The given methodology presupposes 

neither the gathering of statistical data nor the analysis of the latter; it is the reflection on the 

features, systems, and technologies on which the giant e-commercial platform functions and 

may, therefore, lead to a more adequate vision of the technology usage (Lai et al., 2022).  

The article is associated with four large online stores: Amazon, Flipkart, Shopify and Myntra. 

These sites are selected because they are among the most visited and offer various e-commerce 

systems. Both are international and local online stores, such as Amazon and Flipkart; the array 

of products they are participating in is enormous, and the divisions are further divided into 

electronics, home products and clothing. Shopify is a web-based company that offers its 

targeted customers a combination of services and technology to establish and manage their own 



online stores. Myntra is a web-based retailer that is skewed towards the online retail of 

international stores dealing with clothes, shoes, and other related goods (Manjula Bai, 2020). 

In such sites, there are certain issues of ICT that have been discussed in the art icle. These are 

web pages, applications, cloud computing environments, secure checkout systems, 

communication tracker systems, and order tracker systems. All these will contribute 

significantly to the feeling of enriching the customer experience. Observation analysis, as well, 

is covered by the methodology. This will imply that the discussion of how the e-commerce 

sites will function throughout the Christmas season will show where the customers will need 

the goods most. The field of study is the use of platforms to overcome site traffic boom, 

functionality of the relevant systems, and delivery of stable services. It also listens to the 

application of such communication technologies as email messages, mobile alerts, customer 

chatbots and customer care systems that the platform has employed in reaching more customers 

and sending real-time information and customer care to its customers (Migkos, 

Giannakopoulos and Sakas, 2025). 

The analysis of case studies is the other investigation used in the methodology and also the 

critical question. The selected platforms are observed separately to obtain the experience of the 

ICT technologies. This will assist in the derivation of the similarities and differences of various 

platforms and the manner through which ICT will be employed to add consumer experience to 

various forms of e-commerce systems. The analysis of the case study itself also provides the 

possibility of evaluating the efficiency of the platform and its effectiveness. The method used 

in the research is suitable as it will capture the minutiae of the ICT implementation and the 

ensuing customer experience, business efficiency, working performance, and overall 

satisfaction with online shopping in the contemporary digital landscapes in the world during 

Christmas (Nigam, Dewani and Behl, 2020). 



4. Findings 

This report has gone further to affirm that Information and Communication Technologies (ICT) 

are especially of critical concern in the augmentation of consumer experience during the 

Christmas season. The e-commerce businesses of Amazon, Flipkart, Shopify, and Myntra 

adopt several ICT technologies that promote the elements of convenience, efficiency, 

customisation of the service and communications, and security. These technologies make 

shopping a convenience to the consumer, and the business has to be capable of sustaining the 

high demand during the holiday season of the holidays (Qin, Dong and Xie, 2024).  

4.1 Amazon: Customer service and information technology readmission 

 

Figure 2: Amazon page during Christmas 

Source: (Qin, Dong and Xie, 2024) 

The Amazon site and a mobile app are two of the most significant ICT factors that the company 

employs. The customers can also use the sites to search for products, and even compare prices, 

product specifications, view pictures and simply make purchases over the sites (Rakshit et al., 

2021). Amazon also adopts the application of artificial intelligence and data analytics to 

provide custom gifts. The system collects the customer search, browsing as well as purchase 



history. Based on this information, Amazon provides relevant products. During the Christmas 

season, Amazon presents gifts, decorations, attire and electronic concepts. This allows the 

customers to find the products within a short period, and it improves customer satisfaction 

(Tiwari, Uttarwar and Malvi, 2021).  

Cloud computing is another important ICT technology that Amazon uses. The cloud systems 

allow storing and retrieving significant information by Amazon. This will ensure that the 

platform that has millions of customers will not break down at any time during the Christmas 

season. Cloud computing improves performance, reliability and scalability. 

At Amazon, secure payment systems are also used. The workers can use debit cards, credit 

cards, digital wallets, and online banking. The security of customer data is guaranteed by fraud 

prevention and encryption security technologies. This increases the customer trust and 

customer confidence with respect to internet shopping. Communication technologies also help 

in the enhancement of the customer experience. Amazon sends emails and mobile messages to 

remind the customer in terms of order confirmation, shipping, and delivery. The customers can 

also access the custom support via chat systems. The order tracking systems allow the 

customers to track the deliveries as demanded by the customers (Tsagkias et al., 2020).  



4.2 Flipkart: Customer and Technological Convenience 

 

Figure 3: Front page of Flipkart app 

Source: (Nigam, Dewani and Behl, 2020) 

The ICT technology used by Flipkart also provides fast and effective online employment. 

Flipkart has mobile and web-based applications. The mobile-based application is very 



necessary given the large population of customers attempting to shop using smartphones. It is 

easy to navigate the application, and it has quick browsing and user interfaces (Urdea and 

Constantin, 2021). 

Flipkart uses artificial intelligence and data analytics to provide customised suggestions. The 

system analyses the preferences and behaviour of customers in terms of browsing and 

purchasing. Flipkart gives recommendations on other products under this analysis. Flipkart 

recommends poaching festive products, clothing, and gifts during the Christmas season. This 

improves customer experiences and eases the process a customer goes through in order to get 

proper products. Flipkart also uses cloud computing when operating with large numbers of 

customers. The cloud technology will allow Flipkart to store and manipulate the customer 

information and the product information effectively (Wang, Qasim Hamakhurshid Hamamurad 

and Normal Mat Jusoh, 2024).  

The secure payment systems are also important. Flipkart provides several payment options, 

including cards and e-wallets, besides online banking. Security technologies are used to ensure 

the security of customer data and that data transmissions are secure. With the aid of the 

communication tools, customers are communicated. The customers receive notifications, 

emails and updates on the orders.  An order tracking system allows the customer to be aware 

of the location of the deliveries. This will boost the confidence and satisfaction of customers 

by providing clear schedules of delivery and its status (Y.S. Irine Jiji, Dr.M.Renukadevi and 

Dr.G.A.Hema, 2025). 



4.3 Shopify: ICT Enabling Business Online 

 

Figure 4: Shopify Interface 

Source: (Bhattacharjee, Singh and Prasath, 2023) 

Shopify is a web-based store development and management program that utilises ICT 

technologies. Shopify provides cloud-based applications that can help the company to be 

efficient and provide a satisfactory customer experience. Cloud computing serves to store 

product information, client data and order information at Shopify. This will ensure the system 

performs well during the Christmas season when the customer will increase (Yadav and Avika 

Baliyan, 2025). 

Shopify provides web-building applications. This software helps businesses to develop 

professional and convenient online stores. The customers can perceive products, information 

and purchase the products with ease. ICT will offer fast performance and reliability. Shopify 

also provides safe payment systems. The customers use a number of payment methods. The 

security technologies provide protection to the data regarding the customers and offer secure 

transactions (Agarwal et al., 2026). 

Mobile optimisation refers to the guarantee that smartphones and tablets can be browsed 

through e-stores. This increases the convenience and simplicity of access. The communication 

technologies allow businesses to reach their customers through email (notifications), the 



placement of an order, and delivery. This improves business communication between the 

customers. The inventory management systems help companies to regulate the supply of 

products. This prevents stock agents and also improves the level of customer satisfaction. With 

these ICT technologies, the shopping season during the Christmas season improves customer 

experience, operational and performance efficiency of the business itself (Bhattacharjee, Singh 

and Prasath, 2023). 

4.4 Myntra: ICT-based e-Fashion Shopping 

 

Figure 5: Mobile interface of Myntra App 

Source: (Urdea and Constantin, 2021) 

The use of ICT by Myntra is aimed at improving customer experience in the e-business of 

fashion. Myntra also provides mobile application and site services, in which the customers can 

easily and efficiently see products. Artificial intelligence is used to provide personalised 

recommendations. This system looks into the behaviour of customers, and suggests the fashion 

products that are appropriate. Myntra offers festive products, party products and winter wear 

and accessories in the season of Christmas. This increases customer experience and customer 

satisfaction (Chelvarayan, Jie and Fern, 2021). 

Secure payment systems are applied in order to secure customer information. Customers are 

free to use various methods of payment such as debit cards, credit card and digital wallets. 



There are security technologies that offer secure payment. The other communication tools, such 

as notification, email, and alert, inform the customers of the offers, an update regarding their 

order and where to get it delivered. This increases communication and contact with the 

customers. The customers can track the delivery in real time by using the order tracking 

systems. This improves customer confidence and openness. Cloud computing will help Myntra 

to process large amounts of data as well as maintain the system processing when the store is 

busy with shopping. These ICT technologies make it easier, personalised, efficient and 

satisfying to customers (Darda et al., 2024). 

Generally, the findings indicate an ongoing demonstration of the relation between ICT 

technologies on consumer experience that positively affected the convenience, personalisation, 

communication, security, efficiency and reliable services during the Christmas season through 

the various e-commerce channels around the globe (Dolifka, 2023). 

5. Discussion  

5.1 Information Technology and the Preferability of the Commodity to the Consumers 

Online shopping is now extremely easy, especially during the season of Christmas, due to 

Information and Communication Technology (ICT). The convenience is the opportunity of 

how easily it is to obtain the products and to purchase them for the customers. ICT also allows 

consumers to shop online using websites and applications without necessarily being physically 

present in the stores. During the Christmas season, physical stores are likely to become 

congested, and the customer might have to spend significant periods of time waiting, might 

lack a variety of goods and will be inconvenienced. ICT eliminates these limitations that allow 

customers to shop and place orders from any place and time (Fuentes and Stoopendahl, 2025). 

Only user-friendly websites such as Amazon, Flipkart, Shopify, and Myntra have been 

simplified in terms of the user interface and user navigation. Customers can do a search for 



products using keywords, categories, and filters. ICT systems ensure the expediency of loading 

and can maximise efficiency, which reduces the waiting time and improves customer 

satisfaction. This makes it one of the convenience factors that make consumers choose online 

shopping in the Christmas season (Goel et al., 2020). 

ICT also allows customers to easily access the products, prices and other features to compare 

them. This will help the buyers make superior buying decisions. Generally, ICT plays a huge 

part in making shopping convenient and improving the consumer experience (Kanwal et al., 

2021). 

5.2 Mobile Technology development and role of Accessibility 

Mobile technology is one of the applicable components of ICT and provides ease of use and 

access. Many consumers access online shopping online since smartphones are easy to access, 

and mobile gadgets are available at all times. Mobile applications are also available on e-

commerce websites, and can allow the customer to browse, receive recommendations, and be 

capable of making purchases (Kappagantu, Mahindra and Sandeep, 2024). 

Mobile applications, through the use of ICT, facilitate speed in the way they perform, safe 

access, and convenient navigation. These features, such as the stored payment information and 

a single-button shop, make purchasing goods and services simple. Mobile notification gives 

the customer information regarding special deals, discount deals, and updates regarding the 

order. This improves customer satisfaction and interaction. 

The strength of mobile technology is further heightened during the Christmas season, when a 

customer usually browses the offers and promotions. ICT is the one that ensures the mobile 

applications are efficient and credible in the provision of services. The availability of mobile 

allows the customer to shop 24/7, making the process easier and improving the consumer 

experience (Lai et al., 2022). 



5.3 Artificial Intelligence and Personalisation 

Artificial intelligence is one of the most defining ICT technologies that is deployed by e-

commerce platforms. The artificial intelligence systems review the information of the 

customer, such as browsing history, search history and buying behaviour. According to such 

an analysis, platforms help with personal recommendations of products. Personalisation 

promotes customer experience as the customers are able to find the right products in a relatively 

brief period. The sites recommend presents, clothes, decorations, and stuff of the holiday basing 

on the choices of the purchasers around the Christmas season. This ensures time and effort are 

saved in the process of search of products (Manjula Bai, 2020). 

One-on-one advice is also useful in increasing the customer satisfaction level, as the customers 

are counselled about what is relevant to them. The artificial intelligence can also help the 

business to understand what the consumers like and how the company can sell its products in 

a better way. This helps in improving performance and increasing sales of the business. 

Personalisation is also an example of how ICT is effective in improving customer experiences 

by providing individualised services to customers depending on their needs (Migkos, 

Giannakopoulos and Sakas, 2025). 

5.4 Importance of Communication Technologies in the Consumer Experiences 

Communication highly depends on customer experience. ICT possesses a customer care 

system, chatbot, mobile alert, and email alert. These technologies allow the companies to 

socialise with the consumers positively. Customers receive the notification concerning the 

confirmation of the order, payment, the information regarding shipping and details concerning 

the delivery. This increases transparency and keeps the customers in touch. Customers are also 

able to address the customer support using communication technologies and seek assistance 

where needed (Nigam, Dewani and Behl, 2020). 



Chatbots are made up of artificial intelligence that provides real-time responses to inquiries. 

This supports cost-effectiveness in customer service and time wastage. The communication is 

also useful in improving customer satisfaction and customer trust. During the Christmas 

season, communication technologies are established to help companies interact with their 

customers. It instils confidence and provides the information to the customers, therefore, 

improving their experience (Qin, Dong and Xie, 2024). 

5.5 ICT Role in Secure Transactions 

Security is one of the largest concerns that should be considered in internet shopping. The 

payment information and the personal information provided by the customers are sensitive 

information. ICT provides such security technologies as encryption, authentication and a secure 

payment gateway. The technologies also protect the information of the customer and prevent 

fraud. Secure systems of payment improve customer confidence and trust. Customers are 

satisfied with the fact that online transactions are secure (Rakshit et al., 2021). The transactions 

that transpire online are higher during the season of Christmas, and therefore, the security is at 

an increased level. 

Using ICT security technologies also keeps businesses safe against cyber threats and losses. 

The secure systems increase reliability and convince consumers to use the online systems. 

Security concern is a critical bit in the consumer experience improvement, where customers 

were identified to desire to utilise platforms capable of providing them with safe and secure 

transactions (Tiwari, Uttarwar and Malvi, 2021). 

5.6 Recognition of the concept of Cloud computing as a stakeholder in the support of E-

Commerce processes 

Cloud computing is an ICT technology that is needed by e-commerce platforms. Cloud 

computing also helps firms to store and process immense data conveniently. The cloud systems 



are scalable, and this aspect will allow customer demand to be handled during the Christmas 

season. The customers visit e-commerce sites in their hundreds of thousands simultaneously 

across the peak shopping periods. Platforms are made stable and responsive in cloud 

computing. This will avoid the crashing of the systems and increase reliability (Tsagkias et al., 

2020). 

Cloud computing also presents greater data management and efficiency. The companies can 

store the customer data, the product data and transaction data in a secure manner. Cloud 

computing will be part of the ease of performance of the systems and improved customer 

experience. Cloud computing is required during peak business seasons to facilitate the running 

of large e-commerce businesses (Urdea and Constantin, 2021). 

5.7 ICT in Enhancing the Delivery and Logistics Systems 

ICT is applicable in improving delivery activities and logistics. It is possible because ICT 

systems allow organisations to monitor their transportation, monitor shipping paths, and make 

sure the coordination of the logistics process is efficient. Order tracking systems allow the 

customers to be in a position to track their orders. They track orders, thereby improving 

transparency and reducing uncertainty. Customers become aware of the status of the orders and 

when the delivery should be expected. This increases consumer satisfaction and consumer trust 

(Wang, Qasim Hamakhurshid Hamamurad and Normal Mat Jusoh, 2024). 

The other aspect through which ICT has an advantage for businesses is by designing the best 

delivery routes and efficiency improvements. Efficient logistics systems prevent any delays in 

the delivery of goods, and the systems improve customer experience. Consumer satisfaction 

entails efficiency in delivery since, during the Christmas season, consumers care about the 

speed of delivery of gifts and products (Y.S. Irine Jiji, Dr.M.Renukadevi and Dr.G.A.Hema, 

2025). 



5.8 ICT Applied and Improvement of Business Efficiency 

This automation of processes such as inventory management, order tracking and payment 

procedures is a way of improving the efficiency of business with the help of ICT. Machines 

remove human errors and make the processes more efficient. ICT will also guide the companies 

in managing large numbers of customers during the Christmas season. There are platforms 

where work will not be affected by increased demand. ICT promotes the performance and 

reliability of the systems. The analytics will help companies in understanding customer 

behaviour by reading this data and providing them with an improved way of experience. This 

helps companies to provide customers with a quality experience and improve performance. 

Efficiency presents the advantage of the businesses and the users (Yadav and Avika  Baliyan, 

2025). 

5.9 ICT weaknesses and concerns on E-Commerce 

ICT has its issues, despite the multiple benefits of using it. The experience of the customers 

can be negatively affected by the technical issues of failures of the system or its low 

performance. It is the responsibility of the companies to ensure that the systems are well-

maintained. The other issue is cybersecurity threats. Firms ought to be equipped with effective 

security systems to help them guard customer information. ICT infrastructure must be invested 

in and taken care of. Businesses have to spend on technology and security systems. However, 

the ICT has been observed to possess immense benefits that contribute to the consumer 

experience (Agarwal et al., 2026). 

5.10 Cumulative Effect of the ICT on Consumer Experience 

Overall, e-commerce has improved thanks to ICT and helped to make the consumer experience 

better. ICT increases the convenience, accessibility, customisation, communication, security 

and efficiency. ICT helps the business to provide reliable services during Christmas. ICT boosts 



consumers in ease, safety and efficiency of shopping. The use of ICT in the online stores of 

Amazon, Flipkart, Shopify, and Myntra demonstrates how effective technology has been in 

uplifting consumers during the time of the consumption season (Chelvarayan, Jie and Fern, 

2021). 

6. Conclusion  

ICT is relevant to enhancing the consumer experience during the Christmas season. Application 

of ICT technologies such as websites, mobile applications, artificial intelligence, cloud 

computing, secure payment systems and communication tools allows consumers to shop 

conveniently, safely and profitably. The technologies are applied in e-commerce platforms, 

Amazon, Flipkart, Shopify and Myntra, to provide customers with a personalised and 

convenient shopping experience. ICT increases accessibility since customers are able to shop 

at any time and or anywhere. It is also able to communicate and secure, and provide 

transparency that leads to customer trust and satisfaction. Cloud computing and automated 

systems are used to help businesses during peak times in the season of Christmas to cope with 

the demand and maintain system reliability during the holidays. ICT is essential in supporting 

current e-commerce and ensuring that consumers have a good experience during the high 

season of shopping, like Christmas worldwide. 

  



References 

Agarwal, S., Agrawal, P., Anurag Allamsetty, Adarsh Attavar, Deekshith B, Gowtham Bellala, 

Bhatnagar, S., Hardik Choudhari, Goel, V., Gupta, P., Ananth Kachroo, Kothadiya, J., Nagesh 

KM, Sai, Kumar, M., Naidu KVM, Modi, T., Moorthy, R., Nair, R.S. and Goutham Sai Panyam 

(2026). Faster, Smarter, Leaner: How Flipkart Optimized Its Supply Chain to Unlock Growth. 

INFORMS Journal on Applied Analytics, 56(1), pp.42–57. doi: 

https://doi.org/10.1287/inte.2025.0282.  

Bhattacharjee, S., Singh, N. and Prasath, N. (2023). Shopify - Shop Augmentation and 

Recommendation System. [online] IEEE Xplore. doi: 

https://doi.org/10.1109/ICCCI56745.2023.10128209.  

Chelvarayan, A., Jie, C.S. and Fern, Y.S. (2021). Factors Affecting Students’ Perception of 

Online Shopping. International Journal of Entrepreneurship, Business and Creative Economy, 

1(1), pp.13–24. doi: https://doi.org/10.31098/ijebce.v1i1.424.  

Darda, N.A., Kumer, S., Barua, N.R. and Khatun, F. (2024). Exploring Online Shopping Safety 

Perceptions in Developing Nations: A Literature Review. Journal of creative writing., [online] 

8(3), pp.58–76. doi: https://doi.org/10.70771/jocw.99.  

Dolifka, D. (2023). Conducting Experimental Research on Shopify: An Initial Discussion and 

Guide to Getting Started. [online] Social Science Research Network. doi:  

https://doi.org/10.2139/ssrn.4451011.  

Fuentes, C. and Stoopendahl, P. (2025). Marketing machines at work: performing e-commerce 

by assembling, adjusting, and maintaining a complex market device. Journal of Marketing 

Management, 41(15-16), pp.1754–1778. doi: 

https://doi.org/10.1080/0267257x.2025.2492191.  

https://doi.org/10.1287/inte.2025.0282
https://doi.org/10.1109/ICCCI56745.2023.10128209
https://doi.org/10.31098/ijebce.v1i1.424
https://doi.org/10.70771/jocw.99
https://doi.org/10.2139/ssrn.4451011
https://doi.org/10.1080/0267257x.2025.2492191


Goel, P., Verma, P., Al Mutairi, Q., Bhardwaj, R. and Tyagi, S. (2020). Customer Experiences, 

Expectations and Satisfaction Level Towards Services Provided by Amazon. International 

Journal of Tourism and Hospitality in Asia Pasific, 3(1), pp.89–101. doi:  

https://doi.org/10.32535/ijthap.v3i1.727.  

Kanwal, M., Burki, U., Ali, R. and Dahlstrom, R. (2021). Systematic Review of Gender 

Differences and Similarities in Online Consumers’ Shopping Behavior. Journal of Consumer 

Marketing, 39(1), pp.29–43. doi: https://doi.org/10.1108/jcm-01-2021-4356.  

Kappagantu, D., Mahindra, N. and Sandeep, B.S. (2024). A Comparative Study On Online 

Marketing Strategies With Reference To Amazon And Flipkart In Twin Cities Of Telangana. 

Feedback International Journal of Communication, [online] 1(2), pp.86–95. doi: 

https://doi.org/10.62569/fijc.v1i2.27.  

Lai, G., Liu, H., Xiao, W. and Zhao, X. (2022). ‘Fulfilled by Amazon’: A Strategic Perspective 

of Competition at the e-Commerce Platform. Manufacturing & Service Operations 

Management, 24(3), pp.1406–1420. doi: https://doi.org/10.1287/msom.2022.1078.  

Manjula Bai, H. (2020). Perception Analysis of Online Shopping: A Case Study of 

amazon.com. Shanlax International Journal of Commerce, 8(2), pp.53–60. doi: 

https://doi.org/10.34293/commerce.v8i2.2285.  

Migkos, S.P., Giannakopoulos, N.T. and Sakas, D.P. (2025). Impact of Influencer Marketing 

on Consumer Behavior and Online Shopping Preferences. Journal of theoretical and applied 

electronic commerce research, [online] 20(2), pp.111–111. doi: 

https://doi.org/10.3390/jtaer20020111.  

Nigam, A., Dewani, P.P. and Behl, A. (2020). Exploring Deal of the Day: an e-commerce 

strategy. Benchmarking: An International Journal, ahead-of-print(ahead-of-print). doi: 

https://doi.org/10.1108/bij-03-2020-0129.  

https://doi.org/10.32535/ijthap.v3i1.727
https://doi.org/10.1108/jcm-01-2021-4356
https://doi.org/10.62569/fijc.v1i2.27
https://doi.org/10.1287/msom.2022.1078
https://doi.org/10.34293/commerce.v8i2.2285
https://doi.org/10.3390/jtaer20020111
https://doi.org/10.1108/bij-03-2020-0129


Qin, Z., Dong, K. and Xie, B. (2024). What affects customers online shopping behavior, 

research that applied machine learning to Amazon product reviews. Applied and 

Computational Engineering, [online] 76(1), pp.48–64. doi: https://doi.org/10.54254/2755-

2721/76/20240564.  

Rakshit, P., Srivastava, P.K., Afjal, M. and Srivastava, S.K. (2021). Sentimental Analytics on 

Indian Big Billion Day of Flip Kart and Amazon. SN Computer Science, 2(3). doi: 

https://doi.org/10.1007/s42979-020-00441-3.  

Tiwari, H., Uttarwar, K. and Malvi, Y. (2021). A Study on Customer’s Satisfaction from 

Amazon Online Shopping during Covid-19 Pandemic. SAMRIDDHI : A Journal of Physical 

Sciences, Engineering and Technology, [online] 13(SUP 2), pp.226–231. doi: 

https://doi.org/10.18090/samriddhi.v13spli02.20.  

Tsagkias, M., King, T.H., Kallumadi, S., Murdock, V. and de Rijke, M. (2020). Challenges and 

research opportunities in eCommerce search and recommendations. ACM SIGIR Forum, 54(1), 

pp.1–23. doi: https://doi.org/10.1145/3451964.3451966.  

Urdea, A.-M. and Constantin, C.P. (2021). Exploring the impact of customer experience on 

customer loyalty in e-commerce. Proceedings of the International Conference on Business 

Excellence, [online] 15(1), pp.672–682. doi:https://doi.org/10.2478/picbe-2021-0063. 

Wang, J., Qasim Hamakhurshid Hamamurad and Normal Mat Jusoh (2024). Factors 

influencing e-commerce users’ adoption of online shopping platforms infrastructure in 

Malaysia. Journal of Infrastructure Policy and Development, [online] 8(14), p.5441. doi: 

https://doi.org/10.24294/jipd5441.  

Y.S. Irine Jiji, Dr., Dr.M.Renukadevi, Dr.M.Renukadevi. and Dr.G.A.Hema, Dr.G.A.Hema. 

(2025). A STUDY ON CONSUMER EXPERIENCE AND SATISFACTION IN FLIPKART 

https://doi.org/10.54254/2755-2721/76/20240564
https://doi.org/10.54254/2755-2721/76/20240564
https://doi.org/10.1007/s42979-020-00441-3
https://doi.org/10.18090/samriddhi.v13spli02.20
https://doi.org/10.1145/3451964.3451966
https://doi.org/10.24294/jipd5441


ONLINE SHOPPING. INTERNATIONAL JOURNAL OF ENGINEERING DEVELOPMENT 

AND RESEARCH, [online] 13(4). doi: https://doi.org/10.56975/ijedr.v13i4.303354.  

Yadav, S.K.S. and Avika Baliyan (2025). Role of E-commerce and Digital Platforms in 

Promoting Green Products. DME Journal of Management, [online] 6(01), pp.22–29. doi: 

https://doi.org/10.53361/dmejm.v6i01.03.  

  

https://doi.org/10.56975/ijedr.v13i4.303354
https://doi.org/10.53361/dmejm.v6i01.03


Appendix 

 

 

 



 

 


	1. Introduction
	2. Literature Review
	2.1 ICT entry in E-Commerce
	2.2 Web sites and Mobile Applications
	2.3 Artificial Intelligence and Individualisation
	2.4 Customer Service and Communications Technology
	2.5 E-Commerce and Security Computer and Cloud-based

	3. Methodology
	4. Findings
	4.1 Amazon: Customer service and information technology readmission
	4.2 Flipkart: Customer and Technological Convenience
	4.3 Shopify: ICT Enabling Business Online
	4.4 Myntra: ICT-based e-Fashion Shopping

	5. Discussion
	5.1 Information Technology and the Preferability of the Commodity to the Consumers
	5.2 Mobile Technology development and role of Accessibility
	5.3 Artificial Intelligence and Personalisation
	5.4 Importance of Communication Technologies in the Consumer Experiences
	5.5 ICT Role in Secure Transactions
	5.6 Recognition of the concept of Cloud computing as a stakeholder in the support of E-Commerce processes
	5.7 ICT in Enhancing the Delivery and Logistics Systems
	5.8 ICT Applied and Improvement of Business Efficiency
	5.9 ICT weaknesses and concerns on E-Commerce
	5.10 Cumulative Effect of the ICT on Consumer Experience

	6. Conclusion
	References
	Appendix

