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AR

S—PI SENT 7 {Usel g aui 4 Oig gig @1 € R g TENT STHHRI & WRISR] & FaeR
H HEcdqUl 9 T bl © | 9IRd H, Amazon, Flipkart 3R Myntra S TR §—PHd @eHF o
IIGIR ¥ AU T Ugd 918 & | 571 ©Ich IR Bl UTedh A DI FHASH 3R JHd WU A
fareetyor ST, HUFTAT BT ITHRDT & AT BT J8aR 1 H Aaq B Fahdl & |

Jg Ty AWM= T §—®Md wWiehiR (Amazon, Flipkart, Myntra) TR UT8d At &I
JTTHS fIeelyor SRl & | 31edd9 H ANOVA (Analysis of Variance) &7 SUINT &Ra I8 MeiRd
far 71 2 6 371 A9 wiewi= & 4 UTed Gdfic # IS Aayul iR B A1 7L | eI H UTehi
A faf= wruEs], i SedTe J[ura, fIdReT 9, gred Adl, Jod FERr 3R qqdISe Bl UM
aMfe W= wfifehar aray @1 g | gRomH § I8 I a1 b 9 WichiR & 419 s A |
HE@YUT IR & | Amazon -1 JEHAR &A1 H R a2 T, Sdfch Myntra 3R Flipkart &1 &
GUR BT AT ¢ |

Abstract

The e-commerce industry has grown rapidly over the past few years and has brought about
significant changes in consumer shopping behavior. In India, major e-commerce platforms like Amazon,
Flipkart and Myntra have made their prominent presence in the market. Understanding and comparatively
analyzing customer satisfaction of these platforms can help companies improve consumer experience.

This research provides a comparative analysis of customer satisfaction across various major e-
commerce platforms (Amazon, Flipkart, Myntra). The study used ANOVA (Analysis of Variance)
to determine if there was a significant difference in customer satisfaction between these three
platforms. The study collected feedback from customers on various parameters, such as product
quality, delivery time, customer service, pricing and website usability, etc. The results revealed
significant differences in customer satisfaction between these platforms. Amazon performed better
in most areas, while Myntra and Flipkart needed some improvement.

A& TR : §—DMY ©IChiF, TTEH e, Jaied g, AR fageryor |
Keywords : E-Commerce Platforms, Consumer Satisfaction, Comparative Study, Statistical Analysis.
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EASIERI

S—PAY TN A fUsd U@ q9d o, [N w0 9 IR O™ fJaraeiia <2 # W) fder faar
2 | 9Rd # Amazon, Flipkart 3R Myntra Sl SUfRIT TR S—P wiehRl & w0 # fid &
B! €, AR 578 Y18 AR H FRR gy 81 B 2 | 37 ©IehiRi & gra gforgef a1 g 81 T8
2 o uEd ddfic @ e Fedyl HREH a4 TS T |

UTEdh AYE b HedYUl Aadd © Sl (Ul §—HIAd RIChiH Bl Fheldl 3R Srddliern
[T BT JHIAT BT 2 | U8 DI Fe T Dadl UT8d & AJJHd 3R GG G DI YT Bl
2, Ifcd U8 wITHH B gl THIERY IR AiRad TaR & A ywifad &l 2|

39 U BT 39T Ig UdT o1 © b T Amazon, Flipkart, 3R Myntra & 9149 I8 ﬂ—gﬂ'b\é
H B3 ARGD R & | 39 folt ANOVA T&eiih &1 SYANT fbar 731 g a1fs d1 elehind
& dr9 dgfec & fafi= ArEsi R Jaod favelyor f&ar S 9@ |

wrfeca aHier

fafer=1 <Merediall 7 ¥8 urr 8 fb UrEd At iR o U9 AUGS S SedTe OTeRT, Hed
fefRor, Imed dar, AaR @ ik Jewrge @ SR IR 9919 STerd 2| g9 Td 3T [1] &
FTAR, UTE8H AYe IR ATEH! &I qHIGR] & &9 U TRl HeY 8, 3R S—HHd ©IChR DI
AHET BT &I FERO Yied FRe IR TR BRaT € | T Ua 37 [2] 7 310+ 9T 3 I8 9
YEdh A & UG HRBI H dadIse Bl ITANGHAT JqHd (UX) 3R HAargel Uit &l
IUAINCT 8 | SBIH T b ©ITHIRT WR Y18 B oIg AT AT 3R o AT FHI A8
A I Ford € | SF Ud 317 [3] P IR, UTED A Bl Fad g9 [FeiRe ©IchH &l Aedh
HAT & | DT I8 AL ST & P S1d UTEd Bl JRdl 3R JTdl FHTE ferd 8, a1 S9! dgfte
BT WR BIB! TS AT & | 3AD SR, IR0 T iR IUTE B! I[orad S Uge] W1 Aecayof
AT P 2 | TTE Ud 319 [4] BT fhdl Y J1eee &SI, fefed da-iial S fdh $iam
gigaar (A1), 7 AT (ML), 3R 37 SeT TaIferica &1 SuANT xR HUAl UTedh FI8R Bl
faeioor R W& € SR S8 @fhIId 3gHd YaTH R 8l & | $1 qbrild] BT ST B §Y bUfl
UTEh] Bl D! UG & JJAR Ursded 3R AR fG@md &, By Ured & dgfte AR auer]
H gl B € | W Ud 3= [5] 71 31U+ eI | Ig 91 fob Fafeid Jrmeiar (Augmented Reality)
3IR TR JARIAT (Virtual Reality) ST el & AN ¥ UT8H BT IR YT 31wd fHerar
2, Sl ST Adfe BT 9erdT & | SETERVl & dR W, TTed 319 ferrg M o q7g gt ar
3 TGl BT "I’ S o b ©, [T Sdh! WRIGR] BT JJHd 31T exufded iR
HASTI BT & | AR UG 31 [6] & AR, HUMAT AR HSAT W U TIehi & 1T A
e BRI 8, Sl 1 Dacl SAd! A ISl &, dich I8 W1 FHfed oxar 2 fd fhdr @ Rrerd
T THRICHS AJHT BT TR FHE AT SN | ATed ufifhar iR THem BT Ga e —var
UTEdh &I aHhIaR] AR FIE PI Ferar oal & | Uce Ud 31 [7] 7 Jod FgRel & Hged WR SR <d
8U I8 U o UTedi &I o+l ddfte Merd! & S d #9899 B © (b Jod I gRT ITa ITq
BT IO B ITHY © | Al Hod AP T 8, A1 TT8h Bl AGie WK °e ol & | =1 vd
3T [8] & T ¥ I uram AT b fSFprSe™ SR Ut SRAY Uerahet Tedh Agfie dr dg H Hewayu!
AT Tl € | BTetif, 9 I8 1 719d € o dadl HIFd IR &1 Biad B A arddlicrd Agte
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a8 B, 9fedh oI & A1 AT Bl 0T R e Har | Ag@yut € | W T 3T [9]
= I8 9 b uRGRIAT 3R fsder STaR germsii &1 uTele d’+ dTell Ul # UTEd &I IHIER]
e BRI &, Fifh TTEd IH RICHH TR WIS PRAT UHE B @ Sl I GBI AR ATAITD
ql & JwU 8l | FAR Td 3T [10] 71 AU AW H I U1 Alagel Uiaaberd @l ol 3R
ST TTEDT BT T PR ¢ | [ B0 4, 5 wieh™ R 9aRd Utaaee o s axd
3R STANTHA—AFaq (user—friendly) BIAT &, I 31f¥@ ITed HARC U< B_d © | 991 Ud 314 [11]
J IR b A Y18 DHad 10 TRIGRT T8l B, qiod d 3 TTEd! Bl A1 ©IchH DI RIBIRe
A &, I [ S—9 ST & fog U Ayl f[quor JoIfa & | <o) Ud 31 [12] 7 37
3 # I8 fspd ATt {5 519 wed Bf fhl S—DR ©IThiF IR 28T 3Wd BT 8, a1 J
I TERT AT B FHEAT A & 3R TS GWIGRT Bl FSIgd DA ¢ |

2T (Objective)

o H¥ I8 : Amazon, Flipkart 3iR Myntra TR UT8d A & TR BT JAHSD eI
HRAT |

o Y SR :
1. 39 dF ©iehr & drg 9gfte & A= Aucs! &1 Jecid [aeelyor R |
2. ANOVA T&d T SUANT HRd gU I8 [FEiRd Hr1 fd a1 Ures Aqfte § Agaqol
R T |
aiRera ™ & AR fafer

X I H |dervr fAfy o1 IUART FRa Sl [ufRd fahar Tar | 500 UTEd! A wffhar v
@I T8, ST Amazon, Flipkart 3R Myntra 0 Fafd wu & 9ifthr &xd 2|

Jdetor # fEferRad ArveS UR | did fdhar T ¢
arferat 1 - Ue®d dgfic (1 9 5 faad @)

S. ATES 1 2 3 4 5
No. (a5 rige) | (Rg) | (@9 Wge) | (gS) | (@5T W)
1 | ScTe Tora
(Product Quality)
2 | faoRer 99y
(Delivery Time)
3 | uEd e
(Customer Service)
4 | 9gr =Af
(Return Policy)
5 | HeI (Price)
6 | J9dTSe / UtAd e &l
IUIRT
(Website/App
Usability)
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YTEd] I 39 ATUGS| R 1 9 5 foTdhe Thel (1 = 980 AT, 5 = I8 AGE) W uiifshar ura
@1 TS | 3D 918, ANOVA &I SRR R 39 A9 WehiN & a9 Jgfic & wRI 31 Fikgad
fargeryor fépar |

SeT fagayur

T ARPT fAgeiyor & for va diferat &1 wreu AR fdhar 1m 8, S99 Amazon, Flipkart,
3R Myntra TR UTEd FJC BT JoIIcAD AT (6T T & | 59 1099 H 1 9 5 foqae ®ha
(1 = 98 [T, 5 = 98d Ag) W UAfHATT U1 @1 73 3R ANOVA (Analysis of Variance)
BT ST BB A WRI BT ARFH faeeryor faar i |

darfersr 2 : ANOVA
Ecib i G A Hfte &1 '('S't'; nld'ar' C q ! F-A14 P-AH
IEhiH | T (n) | AT (Mean) Deviation) (F-Value) | (P-Value)
Amazon n 3.8 .9 5715 0.0001
Flipkart n; 3.6 .8 ' '
Myntra n3 4.2 1.0

faawor
1. T B AT (n): TS ©hE & oy argd gfafhanit @ G |
2. Ggfte &1 Ad (Mean): TT8d e & A R (e el & SAR) |
3. AM® fadge (Standard Deviation): Fdfte & WHR H hara a7 fafdear |

4. F—AM (F-Value): ANOVA W&ol gRT W F—AM, ST WiehH! & 19 Fqftc & WK 3R
BT YRIETT PR 2 |

P—H (P& Value): P—cd I ST & b I F—14 wg@qul € A1 84 wic® & d9r=a
IR & IR H Forigs ey wR uges & forg P—AM @l < |
fagetyor

o F—HM 3R P—H1 &I SYANT I8 FMuiRa &3 & forg fhar Siran & & a1 dF wiew™l &
g Agfe o1 WR AP v A oAyl wI F A= 2 |

o I P—HM 0.05 W HH &, T 89 BT Thd & [d AYE ® R H A1 ©IchE & 19 Uh
ARSI ®Y H AEAYUT TR 2 |

LIRCTLE]

o H, (I uRSIT ): Amazon, Flipkart 3R Myntra & dTe UTes Adfc H ®Ig Hewaqul 3iak
T8 2|

o H, (dfeus qReedT): Amazon, Flipkart 3R Myntra & T2 U8 Hdfe H Acdqol 3k
g |

o
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ANOVA uleqor

ANOVA T YA dkd 8H I8 < Adhd & [h A9 ©ch™ (Amazon, Flipkart 3R Myntra)
S dr9 Ggfc & WR H PIs HedYUl iR © AT 78! |
ANOVA gdieror & gfRoms

TRIET0T B SR, p — A (p-value) 0.02 I g3M, i & 0.05 7 HH o7 | 3701 31ef © fF H,
(I UREHET) BT SRADBR AT ST & MR I8 7141 1l & b AHi e & 1 I8 dqite

# AE@yf 3R 2|
yiRe—afd fagayor

URe—Efh TRIET0T & 919 & I8 urar 137

1. Amazon @I UTEd e FaTHE ofl, WG IeUTq JUTa 3R fIaRT T & e # |

2. Myntra ! IT8® e TR WM W o, fIRIvaR B Iral &1 oradm iR f$sd &
A H |
3. Flipkart @1 UTed A B $HH N, WG TTEdh HdT 3R arody Afa 7 |
il

9 I @ URUIHl | g W BT 8 fb Amazon, Flipkart 3R Myntra & 919 I8 Hgfte
6 TR H Ayl R fIeMM 7 | faeryor # I urm 7 f Amazon ST HIUG Si—fa=Iy w4
A I BT IO, FHI R fIAR0T 3R STIRTHAT STHI—H FAHS Y PR dTell Wieh i V& |
SHET Havd I8 T & fh Amazon 1 R YT STl 3R UTEDH—dbf~5d Ad§ AT8d Fde
H FHRIHAD IRTET il € | Myntra 7 A1 e w0 H 37267 YaeH b, fIemer Hee aiiR
ARERErsd Al H | e faeiea FifeT oIk heH-—afad WUE 7 Ue fAftre SuMihT ot |
ANSId 39T Ua 3T | BTetif, $a Wi ST fafderdr oik @o &= 3 feciia’) Jaril &
AT & BRI SHBT UG = S0} # 3UetThd HHGR &7 | Flipkart, ST fh wIRd & a4
R 3R T¢ S—PMAH RIehiR 3 H Uh &, Bl Ued vdl, Rew ufshan iR fEelia’) argwa & &
¥ 3UferT WR T TR PR H AN ATHT 375 | UT8hT - AT D1 ReRaT iR @Re ITRaTRIE
B HH BT IR Abd b1, S Fafie & W BT YHIAT $HRaT 2 | 39 94! 9 I8 Wee 8T © o e
Amazon - FHY Y&¥H # 980 SIS I &, T81 Flipkart 3R Myntra @I [0-—30 J&I R &3
DI UEAM B VIS S H GIR B DI JAARAT & | Tg FHST AP 2 b AP Wi
BT TRAIC AT, Hrsde BIh¥ 3iR Wl UM 1 8T Fahell B, AR TI8D e BT 9@ & o1y
1 fdgell R &9 dfad H=A1 8T |

foreasf

S ¥Y & A1e99 9 Amazon, Flipkart 3iR Myntra ST TR $—PAH ©IchHR & 419 TT8d
I & TR BT TS AR FIRZI@d fqgeryor fHar 11 | e | 98 vy Faen & &7
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T wehi= & 99 TEd Gqfe § Seaari ARSI 3R IRl 137 | fI%elvor & S9N,
Amazon 3T ATUESI—SI IHTE BT O], FHI W AT, A8H HaT AR qradt ufshar—H
VeI d8aR Haeid a8 | 81 Flipkart 3R Myntra §B faRI¥ &3 § UT8h! 7 uetaii R g_1
TRE TR el SR UTY, Si¥ fob AT AT 1 iy, Rbs Ufehdn Bl ARl TR (Seilay sl Rerva |
H@T 31t I B O 37 wiewi & oy gurR a1 Freany faeme € S % orifae geee oiiR
YTeh—abiad AIfadl & ATEGH F U BT ST Febell © | 59 MY B [1pY $—piad Huf-al & forg
U ATGATIS ANTGEH & B B Favd 7, [T I TTEhi T MaIDHATRN DT d80R FHSIHR A
AT AP BT GIR Fhd © | Ife HUFRT T AUGS] IR &M dfad ex—(dema: fEelia’) T979,
roT AT @1 URSRIAT, SR UTeS HaT B YUERT—dT 9 UTed A B derdh TfiRgeicid o
T R qha © |

Hfasg @ feem

S I BT A3 AR IAA (shul B &9 # I@d gy, vias § 39 9y &l 3iR 1fdw
TS Q4 IZAIT WU H IR fBa1 S Aehelt © | ST srg=iene FefaRad femeti # Sfad
B Wl &

1. fafaeg oIl wewi=d &1 GHIAeT: TaHH SIIT B Amazon, Flipkart 3R Myntra

TP AT 2 | a7 399 o 9WRd EN ICHIRT oI Meesho, Ajio, Tata Clig, Snapdeal
afe &1 A1 enfAe fham S Favar 2 1 g fagetyor a1t a9y & |

2. wiimifas fafqean: wee Ggfc A= o= O o=l sri—wred ik amiior &) o
STSTT—3TeTT 81 Fhd! 2 | gfory, =1 Giifore &= & areaae &R WY WR IR Yigh]
P ATTTTHATRN MR YT B THST ST bl © |

3. fawqd oR® AT 9 ey H WA PRSI WR &F dfad [Har 17 & | 9=y H
RBITT I (personalized marketing), € Bfd, ITIRTHAT Sexbd 39d (UI/UX),
UTed ST BRIGH TAT ATHINTG THId O BRET BT |l fagemor fhar S addr 2 |

4. AH-I@) AR 3R ST YHIffedd: U A $I A & ol I=Id ddb-iidl o &
7 AT, ITehfaes 99T JEwHROT (NLP), 3R A-MTa fa9eivor (Sentiment Analysis) T
SUANT DX h ‘é\lqvl—dli“l SYHIhT AR BT ﬁ?ﬁw o ST Adar %\l

5. @4l 3@l ®1 Yred Aqfe 3R < wEs Agfte & wr—re 9w 3 yrgd 91 &=
@1 TgRT (Customer Retention) 3R §TS T (Brand Loyalty) TR 1 S1&0 Sa<e 8111 |

6. dE-IgdT AR AT IR JH9T1E: ATST & IWHHT YATER0NY SR Afcrep il & uf aifdrs
AT & | 399 gfte ¥ U8 Heich] xRl SUAN BIN fb A wichi 63 ge dd a8y 3iiR
Af® ATUR gerrsii Bl IR 2 3R SHHT UI8dh Ffic IR HIT J97d TSl © |
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oMY A H UY<h a1 JUSl ereal 1 fE wrrels wearadd

Alphabetically sorted terminology in JoteTeT Eiﬂ?ﬁﬁlﬂ STl
b yEnglish ® fe=f

Alternate Hypothesis Johfoud UReea

Analysis of Variance YR fageryoy

Artificial Intelligence P glgHan

Augmented Reality Hafefa germefar

Consumer satisfaction

Treh Hgfe

Natural Language Processing

UThicich ATHT JHEHRUT

Null Hypothesis

I UR&BAT

S IGICRCESR M

Sentiment Analysis

Virtual Reality JITRAT JerTedT

agH
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