COMPARATIVE STUDY ON CUSTOMER EXPERIENCE IN
ONLINE AND PHYSICAL RETAIL ENVIRONMET

IN KURUNEGALA DISTRIC
IBRARYS .
KN sy /
W G s
By

WIKRAMASINGHE MUDIYANSELAGE CHATHURIKA SANJEEWANI

REG NO: EU/IS/2013/COM/101

/INDEX NO: COM 1751 ~

&

A project report submitted to the F aculty of Commerce and Management,
Eas’t’érn University, Sri Lanka as a partial fulfillment of the requlrement for the

Degree of Bachelor of Commerce (B.com Honours)

M

Project Report
Library - EUSL

e

DEPARTMENT OF COMMERCE
FACULTY OF COMMERCE AND MANAGEMENT
EASTERN UNIVERSITY, SRI LANKA

2019



ABSTRACT

A business thrives better when old customers keep returning to purchase goods and
services. The customer service is the branch of a business organization that
communicates with customers on behalf of the organization. Customer retention is as
important as customer acquisition. The study tries to recognize that, how consumer
measure channels for their purchasing. Specifically, it progresses a conceptual model
that addresses consumer value perception for using the internet shopping versus the
traditional shopping. Many Earlier studies showed that perceptions of price, product
quality, service quality and threat strongly impact perceived value and purchase

intents in the physical and online network.

The objective of this study is to provide an impression of the online shopping
decision process by comparing the physical and online decision making and
identifying the factors that motivate customers to decide whether to do online
shopping or go for the physical shopping and in this way,the present study is initiated
to Comparative study on Customer Experience in online and physical retail

environment in Kurunegala Dlstrlct

For the study purpose, researcher has used 100 customers as a sample of the study and
three kinds of experience, namely cognitive affective and social experience of are
c0n51dered Descriptive analysis was used 1 n the analysis and rgsg:’:archer has found out

that €x experlence of physical customers is greater than online customers

Keywords: Online retail Environment, Physical retail Environment, Consumer,

Consumer Experience
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