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Abstract: This study will contribute to better understand whether only vast product collection and lower prices can attract customers in online market or 
there are more to it. This study will help researchers to further study on the consumers‘ attitude and purchase intention regarding online purchasing and 
the drivers that can generate more sales.  This research is only based on one city of Bangladesh that is Sylhet. Data was collected randomly from 138 
respondents who have experienced online purchases. Data was analyzed with hypothesis testing through SPSS.  The result shows strong indication that 
apart from the product characteristics, others dimensions of marketing mix affects the consumers‘ behavior regarding a purchase. Due to time and 
financial constraints research was limited to a particular country and small sample size. Research will help in guiding the growing business entrepreneur 
market in capturing customer attention through identifying the need of various marketing mix tools and their necessity. 
 
Index Terms: Marketing mix, 4Ps, 7Ps, Online business, Consumer attitude, Purchase behavior, Sale generation. 

——————————      —————————— 

 

1 INTRODUCTION                                  
In the modern busy lifestyle of our people, it is really hard for 
them to arrange some decent time to go outside for shopping 
and spend the whole afternoon or evening behind buying 
something. This brings the change in our customers being 
online based rather than outlet based. In Bangladesh, there is 
a great deal of interest in online shopping; though it did not 
flourish like today because of various economic, infrastructural 
and legal reasons in the past. As the 3G technology has been 
introduced in Bangladesh, people are getting more access to 
using internet. The data presented by  BASIS (Bangladesh 
Association of Software and Information Services) inform that 
in just three years, around 2000 online trading platforms have 
started their business in Bangladesh. According to Business 
people and trading houses, rapid growth in internet and mobile 
phone coverage enables them meeting new customers and 
providing a smooth and transparent service in various fields. 
The market has a great amount of yearly turnover which is 
approximately of Tk 10 billion [1] (Khan, 2016). Online 
shopping is being used for various reasons like searching 
desirable products, comparing prices etc. Online purchasing is 
not limited to websites. Small firms and personal suppliers 
also created their own business place thanks to social media. 
They have gained popularity due to customizing products. 
These special designed products mostly are not available on 
physical stores so that leads customers to online shopping 
platforms. There is another main reason for the rise of online 
shopping which is the opportunity to buy and sell second hand 
products.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Producers also use online platform due to the omission of the 
cost of physical store setup. Thus they get access to potential 
customers who are using internet, not necessarily residing in 
the same city. Hence using online service ensures faster 
access to wider exposure to customers. Companies also use 
online platform for marketing activities and continuous 
communication with customers. All these together favor the 
growth of online purchasing for various sectors in Bangladesh. 
For example- Ready Made Garments (RMG). 

 Banking sectors (Online Banking). 

 Online Shopping. 

 Web Hosting, Domain. 

 Online cards, gifts. 

 Oil and Gas sector etc. 

 Online Transportation System, Hotel Management 
and Tourism etc. 

 
The aim of this study is to find out if there is any impact of the 
marketing mix element other than product itself. The remaining 
sections of this research are designed as follows: Section 2 
defines online market, consumer attitude, online business and 
marketing mix elements; Section 3 focuses on research model 
and hypothesis; Section 4 analyses the effect of marketing 
mixes on consumer attitude and Section 5 represents 
conclusion which includes future research directions. 

 

2 LITERATURE REVIEW 
Online purchasing means browsing and buying things through 
internet [2] (Varma & Agarwal, 2014). Liao, Palvia and Lin [3] 
stated that it consists of two stages: first stage is order stage in 
which searching, comparing, selecting and thereby placing an 
order and the second stage (fulfillment stage) consists of order 
tracking and keeping or returning products (C. Liao, Pavia, & 
Lin, 2010). It was found that marketing mix elements have 
significant effect on consumer loyalty[4] (Owomoyela et al, 
2013). Online purchasing initiates direct dealings between 
seller and buyer. Online shopper can buy goods or services 
directly so it became popular in 1999-2000. Online purchasing 
is not totally different from traditional marketing [5] (Ting-Peng 
Liang and Hung-Jeng Lai, 2000). The basic differecence is 
buyers can not touch product. They can only rely on the 
information given in the website. Their intention is influenced 
by that information [6] (Pavlou and Fygenson, 2006). Despite 
having some drawbacks, online shopping is seen to grow 
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more in the future[7]  (Y. Chen and Barnes, 2007). E-
commerce has been introduced in Bangladesh in the late 90‘s 
and early 2000‘s. In the beginning there were many limitations 
like inadequate infrastructure, Internet. There was no proper 
Government policy as well. Despite that it attracted lots of 
customer attention. In 2013, the government allowed online 
transaction through international credit cards[8] (export.gov, 
2017.  Later, WiMAX and 3G roll out some major cities and 
internet speed got faster. This brought about a huge chance 
for flourishing online businesses. At first, the growth rate was 
low. In 2016, the growth rate was 67% in the first three 
quarters, and the country's e-commerce transaction reached 
3.59 billion taka (50 million U.S. dollars) [9](Xinhua, 2016). 
The e-commerce association of  Bangladesh (e-CAB) has 
identified three popular types of e-commerce in Bangladesh- 

1. Business-to-Consumer (B2C)  
2. Consumer-to-Consumer (C2C)  
3. Business-to-Business (B2B)  

 
Business to Consumer has become popular in major cities in 
Bangladesh. A report published by e-CAB shows that E-
commerce shoppers remained highly clustered. Dhaka, 
Chittagong, and Gazipur are three main cities that contribute 
80% of the total shoppers. Dhaka (the capital city) draws the 
highest traffic 35%, Chittagong 29%, and Gazipur 15% 
respectively. Sylhet and Narayanganj are the other two cities 
that are showing promising growth[10] (e-CAB, 2018). This 
growth has been evident due to the huge collection of products 
and services in the market space and also because of the 
easy procedure of ordering and payment. But this attitude 
does not only depend only on the products or price. According 
to Mitchell and Olson (1981, p. 318) [11] , consumers‘ attitude 
toward the brand is the internal evaluation of the brand that an 
individual makes. Attitude toward the brand is a relatively long 
term, one-dimensional evaluation that apparently motivates 
behavior [12] (Machleit, Allen, and Madden, 1993). So, 
consumer‘s attitude is basically the evaluation for 
distinguishing a brand from other related brands and this 
evaluation is ―implicit in beliefs, feelings, behaviors and other 
components and expressions of attitudes‖ [13](Giner-Sorolla 
1999, p. 443). This attitude, if positive, inherently drives 
purchase intention. Purchase intentions are personal action 
tendencies relating toward a brand [14] (Bagozzi et al. 1979; 
Ostrom 1969). Intentions are not same as attitudes. Whereas 
attitudes are summary evaluations, intentions represent ―the 
person‘s motivation in the sense of his or her conscious plan 
to exert effort to carry out a behavior‖ [15] (Eagly and Chaiken 
1993, p. 168). Purchase intentions means a persons‘ decision 
to make an effort to buy a brand [16](Spears and Singh, 2014). 
This attitude is affected by the marketing mixes as consumers‘ 
purchase intention is basically depends on these marketing 
strategies undertaken by a marketer. Even in case of online 
purchasing, apart from the price and product, all the marketing 
mix elements could contribute strongly. Marketers use many 
tools to attract customers. These tools comprise the marketing 
mix. Actually, it is a set of tools that institutions use to achieve 
their marketing goals. These tools were classified by McCarthy 
into four major groups, called the 4P's of marketing: product, 
price, place and promotion. Then it evolved into adding more 
elements into it. Greg Welch, head of the CMO practice at 
Spencer Stuart, said ―You have to be able to orchestrate a 
move toward emerging media.‖ ―How do you take a traditional 
media budget and figure out not just how much to allocate to 

(new) media, but also how to measure it and how to defend it 
in front of your peer group?‖-he added. Not surprisingly, many 
companies have adopted a measured approach to the 
inclusion of new media in their marketing communication 
programs until appropriate analytical and modeling techniques 
can provide better insight into their use. One of the basic 
concepts in marketing is the marketing mix, defined as the 
elements an  Organization controls that can be used to satisfy 
or communicate with customers‖[17] (V.A. Zeithaml). 
Marketing Mix is a tool used by businesses and Marketers to 
help determine a product or brands offering. The 4 Ps have 
been associated with the Marketing Mix since their creation by 
E. Jerome McCarthy in 1960s- 

 Product - The Product should fulfill the objectives 
consumers want it for 

 Place – The product should be available in the place 
where the target consumer finds it easiest to shop. In 
case of online shop it could be the websites location, 
easy access to the website, Home delivery etc. 

 Price – The Product should represent a good value for 
money. This does not necessarily mean it should be 
the cheapest available. 

 Promotion – Advertising, Public relation, Sales 
Promotion, Personal Selling etc. and, in more recent 
times, Social Media are considered the main tools for 
communication.  

 
Originally. McCarthy‘s (1964) [18] Marketing Mix consists 
of four ‗Ps‘ – Product, Price, Place and Promotion – and 
provided a framework on which firms could base their 
strategies on. Later. Due to some limitations evident in the 
Marketing mix and to deal with the changing modern 
marketing needs, these elements were updated. This led 
to the creation of the ―Extended Marketing Mix‖ that added 
4 new elements to the 4 Ps Principles. This now allowed 
the extended Marketing Mix or the 8Ps [19] (Kotler and 
Keller, 2012). The new elements are- 

 People – All companies are dependent on the people 
who run them from front line. Having the right people 
is crucial for a business as they represent the 
organization. 

 Processes –The ordering and order fulfillment tasks 
should be integrated in a well combined way so the 
total process is user friendly and comprehensive. 

 Programs- Reflects all the activities that are targeted 
toward consumers. Different activities incorporating 
consumers in the organization makes it believable to 
consumer that they consider them as part of the 
organization. 

 Performance – the consumers measure a brand 
based on the customer reviews and business 
performances so they can rely on the organization 

 
Although online shops are basically virtual, they also need to 
consider and design the marketing strategies wisely. 
Customers will not get attracted unless and until they feel 
connected until they get proper information and positive 
promotion from an online brand. Here comes the designing of 
marketing mix that include 8ps of marketing (Product, price, 
Place, Promotion, people. Process, Programs, Performance). 
Customers generally act based on these activities of a firm 
whether it is online or physical store. Online stores also need 

http://en.wikipedia.org/wiki/E._Jerome_McCarthy
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to carefully manage these tasks as the consumers attitude is 
directly connected to these elements. The study focuses on 
Sylhet- a major city in Bangladesh. Sylhet is one of the major 
cities that has around 6 lacs of population. The consumers 
here are purchasing from both online store and physical 
stores.  

 Customer‘s attitude is positive towards the product, price, 
place, and promotion of online business  

 Customers attitude is positive towards support staff of 
online businesses 

Service process and customer‘s attitude are positively 
related to each other  

 Customer‘s attitude is positive towards the programs 
undertaken by the organization  

 Customer‘s attitude is positively related to the 
performance of 

 
3 METHODOLOGY  
 
3. 1 Sampling 
To fulfill the objectives of this study, total 150 respondents 
were chosen by simple random sampling technique.  The 
study was based on one of the major city of Bangladesh, 
Sylhet. The total population of Sylhet is around 6 lacs 
according to Bangladesh bureau of statistics. Online 
purchasing is still a growing interest to most of the people so 
all the respondents could not be included in the study for their 
lack of online purchase experience. Among the collected 
questionnaires, only 138 could be used for data input as the 
others were incomplete. The main methodology was 
structured questionnaire survey method. The survey was 
conducted from January 2019 to march 2019. Total twenty four 
questions under the head of 8 marketing mix elements 
(Product, Price, Place, Promotion, People, Process, program 
and performance) and two questions for purchase intention 
were included in the survey questionnaire. 
 
3.2 Measurement 
Data was analyzed by using software SPSS- 20 version. The 
following statistical techniques were applied to analyze the 
data: 
 i) Cronbach‘s alpha- Reliability test,  
ii) t-test for hypothesis testing 
iii) Regression and correlation Analysis  
 
Structured questionnaire was used for data collection. The 
questions included were set using likert scale starting from 

strongly disagree indicating 1 toward strongly agree bearing 5. 
Test value for t-test is determined 3 as 4 and 5 position in the 
likert scale designates agree and strongly agree respectively. 

 
4 DATA ANALYSIS AND RESULTS 

 
4.1 Descriptive statistics 

 
Table 1: Descriptive statistics 

 Mean Std. Deviation 

Product 15.72 2.025 

Price 12.14 1.905 

Place 12.16 2.483 

Promotion 12.45 2.000 

People 12.04 3.561 

Process 12.15 2.279 

Programs 12.04 2.445 

Performance 12.42 2.068 

N = 138    

 
Here we can see that the mean value is quite similar in case of 
all the elements. So, the data is relevant and all these 
elements indicate to have internal consistency. The standard 
deviation also refers to satisfactory consistency. 

 
4.2 Reliability and validity test 

 
Table 2:Reliability test 

Variable Cronbach’s Alpha Items 

1. Product .780 4 

2. Price .745 3 

3. Place .831 3 

4. Promotion .842 3 

5. People .852 2 

6. Process .865 3 

7. Programs .861 3 

8. Performance .882 3 

9. Consumers’ 
Attitude 

.904 2 

 
In the study, Cronbach‘s alpha for each of the variables are 
greater than 0.70 (Table 2). So, it is clear that the questionnaire 
used in this study had strong internal reliability. 

 
4.3 Hypothesis testing (t-test) 
Here t-test has been employed and test value was considered 
µ˃3 for each of the question. Average score should be greater 
than this value multiplied by the number of question under 
each of the variables.  

 
Table 3: t-test for justifying hypothesis 
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Score on 
average 

Test Value = 9 

t  
Sig. (2-
tailed) 

Mean 
Difference 

95% Confidence 
Interval of the 
Difference 

Lower Upper 

product  16.77  .000 .910 1.2 1.3 

price  18.80  .000 .915 .88 1.00 

place  14.44  .000 .916 .91 .96 

promotion  18.50  .000 .945 .91 .97 

people 14.85  .000 .906 .84 .96 

program  15.72  .000 .922 .87 .95 

process  15.72  .000 .963 .86 .94 

performanc
e  

17.84  .000 .942 .91 .97 

 
As the questions are arranged in 5-point likert scale, in each of 
the questions, agree or strongly agree designate 4, 5 respectively. 
And as there is 3 items on average in each category, average 
mean score should be more than 9 to reject the null hypothesis. 
From Table 3 the test statistic (t) value for product is 16.77 with p-
value < 0.01. It indicates that there is enough evidence to reject 
the null hypothesis and conclude that consumers have positive 
attitude towards the product of online business at 1% level of 
significance. So we can reject null hypothesis 1 and accept the 
alternative hypothesis. Similarly other scores represent similar 
results so the hypothesis 2,3,4 and 5 can be accepted. 
 
4.4 Regression and correlation analysis 

 
Table 4: Regression analysis 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .811 .658 .636 .921 

 
Here, Consumers‘ purchase intention is dependent variable here 
while Product, Price, Promotion, Place, People, Process, 
Programs and Performance are the predictors. 

 
Table 5: Correlations Analysis 

Variable R F-value 

Product .536 54.476 

Price .464 36.989 

Place .671 110.787 

Promotion .645 96.069 

People .421 28.802 

Process .597 74.812 

Program .700 128.91 

Performance .745 168.118 

 
Here, dependent variable is Consumers‘ purchase intention. All 
the variables show satisfying amount of correlations with the 
dependent variable which is purchase intention. This means that 
the entire variable has significance toward creating a positive 
attitude among the customers. 

 

5 DISCUSSION AND IMPLICATION 
Due to the changes in our day to day life and gradual increase 
in dependency to technology, consumers behavior is also 
changing. Consumers no longer take their decision based on 
only product itself. They consider the other related dimensions 
as well. Online shopping is growing day by day in numbers 
and frequencies recently in Bangladesh. Sylhet contribute in a 
large amount in here. The customers residing here have 
shown their likeliness for purchasing online in the study 
conducted. Trust and dependency for online shopping has 
grown a lot here. Apart from the product characteristics, 
consumers positively relate the pricing strategies of sellers. It 
is believed that products are priced less than local stores by 
online marketers and also delivered to the doorsteps of 
customers which contribute to greater customer likability. 
Promotional activities, ordering process, instant replies and 
consultation by online sellers provide better experience to 
customers. Previous experience can either initiate or terminate 
the chance of repurchase from a seller as customers 
determine performance based on their experience. So 
marketers doing online businesses must utilize all the 
dimensions with care to reap the benefits of customers 
growing preference for online shopping. Table 4 indicates that 
product quality, features and variation has significant effect on 
consumer attitude. There is 53.6% variance evident by the 
value of R = 0.563, F = 54.476. This indicates that the model is 
fit. The t- value is also greater than µ=3 in all the elements 
according to Table 3. Therefore, on the basis of these results it 
can be inferred with confidence that H0 for product is rejected 
and HA is accepted stating that consumer‘s attitude is 
positively related to product attributes. Similarly, for price, 
place, promotion, people, process, program and performance- 
there is high impact of these elements on consumer‘s attitude 
evident from the tables provided above. So we can accept the 
alternatives hypothesis that these has significant positive 
relation with consumer attitude based on data provided in 
Table 4 and Table 5. 
  

6 CONCLUSION  
If we consider the mean score given in table 1, we find that all the 
8Ps of marketing mix has positive relation with the consumer‘s 
attitude to purchase from online marketers. It is also evident that 
product has the highest mean score. This means consumer‘s 
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attitude is basically focused on the product but all the other 
elements have positive impact as well. So to operate in the fast 
growing online market, marketers need to consider all these 
factors and design their marketing mix strategy considering the 
importance and significance of each and every element. 
Consumers are more knowledgeable and empowered in the 
modern technology driven world. To capture their attention, the 
marketing strategy should be such that it covers all the areas 
efficiently. Marketing is an ongoing process. With the changing 
characteristics of the market environment and it participants, the 
strategies, element, techniques, tools, etc will continue to adapt 
and evolve. To cope with this changing environment marketer 
must develop strategies that can adapt to changing customer 
needs and compete with others. There is some limitation in the 
study conducted here. The author concentrated on simply the 
marketing mix to correlate it with consumer attitude. There are 
many other factors that have positive or negative impact on 
consumer attitude regarding online shopping. Another limitation is 
that, this study was based on a small number of samples on a 
selected city. It would have provided better result with more 
number of samples. Further study can be carried out to find out 
the impact of more elements or factors regarding consumer 
attitude. More statistical analysis can be applied to find out better 
results on this topic. As online purchasing is growing day by day 
on a great amount, marketers must dedicate their efforts to better 
compete on this field. Each of the elements of marketing mix 
implies a vast area of strategies. They might utilize the in a way 
that customers are more encouraged to purchase online and feel 
secure in doing that. There should be further research to find out 
the level of impact these elements can contribute to and how to 
manage them in proper way so that online business flourish more 
and more. ngly encouraged not to call out multiple figures or 
tables in the conclusion—these should be referenced in the 
body of the paper  

 
7   REFERENCES 

[1] Khan, A. G. (2016). Electronic Commerce: A Study on 
Benefits and Challenges in an Emerging Economy. 
Global Journal of Management and Business 
Research: Economics and Commerce, 16(1). 
Retrieved from 
https://globaljournals.org/GJMBR_Volume16/3-
Electronic-Commerce-A-Study.pdf 

[2] Varma, I. G., & Agarwal, M. R. (2014). Online Buying 
Behaviour of Homemakers in Western Suburbs of 
Mumbai and Social Media Influence. IOSR Journal of 
Business and Management, 16(8), 42–65. 

[3] Cheng,Liao, C., Palvia, P., & Lin, H. H.-N. (2010). 
Stage antecedents of consumer online buying 
behavior. Electron Markets, 20, 53–65. 
doi:10.1007/s12525-010-0030-2 

[4] Ola Owomoyela, S. K., Olasunkanmi, S. and Oyeniyi, 
K. O. (2013). ―Investigating the Impact of Marketing 
Mix Elements on Consumer Loyalty: An Empirical 
Study on Nigerian Breweries PLC‖, Interdisciplinary 
Journal of Contemporary Research in Business, Vol. 
4, No.11, p.112. 

[5] Liang, T. P., & Lai, H. J. (2000, January). Electronic 
store design and consumer choice: an empirical 
study. In System Sciences, 2000. Proceedings of the 
33rd Annual Hawaii International Conference on (pp. 
10-pp). IEEE. 

[6] Pavlou, P. A., & Fygenson, M. (2006). Understanding 
and Predicting Electronic Commerce Adoption: An 
Extension of the Theory of Planned Behavior. MIS 
quarterly, 115-143. 

[7] Chen, Y., & Barnes, S. (2007). Initial trust and online 
buyer behavior. Industrial Management & Data 
Systems, 107(1).  

[8] "National Volume-3: Urban Area Report" (PDF). 
Population and Housing Census 2011. Bangladesh 
Bureau of Statistics. August 2014. pp. 25, 48. 
Archived from the original (PDF) on 18 May 2015. 

[9] Xinhua news agency 2016 
[10] e-CAB. (2018, July 14). e-cab.net. Retrieved from e-

cab.net/wp-
content/.../08/ECommerce_Policy_Framework_for_Ba
ngladesh7.pdf 

[11] Mitchell, Andrew A. and Jerry C. Olson (1981), ―Are 
Product Be- liefs the Only Mediator of Advertising 
Effect on Brand Atti- tude?‖ Journal of Marketing 
Research, 18 (August), 318-32. 

[12] Machleit, Karen A., Chris T. Allen, and Thomas J. 
Madden (1993), ―The Mature Brand and Brand 
Interest: An Alternative Consequence of Ad-Evoked 
Affect,‖ Journal of Marketing, 57 (October), 72-82 

[13] R. Ginger-Sorolla, ―Affect in Attitude: Immediate and 
Deliberative Perspectives,‖ ... S. Chaiken and Y. 
Trope (New York: Guilford, 1999), 441–456. 

[14] Bagozzi, Richard P. (1981), ―Attitudes, Intentions, and 
Behavior: A Test of Some Key Hypotheses,‖ Journal of 
Personality and Social Psychology, 41, 607-27. 

[15] Eagly, Alice H. and Shelly Chaiken (1993), The 
Psychology of Attitudes, New York: Harcourt Brace 
College Publishers. 

[16] Singh, M. Marketing Mix of 4P‘S for Competitive 
Advantage. IOSR Journal of Business and 
Management (IOSRJBM). 2012, Volume 3, Issue 6 
(Sep,-Oct.) 

[17] Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2006). 
Services Marketing: Integrating Customer Focus 
across the Firm. Boston, MA: McGraw-Hill/Irwin. 

[18] McCarthy, Jerome E. (1964). Basic Marketing. A 
Managerial Approach. Homewood, IL: Irwin 

[19] Kotler, P., & Keller, K. (2012). Marketing management. 
Upper Saddle River, NJ: Pearson Prentice Hall. 

 
 

https://web.archive.org/web/20150518095215/http:/203.112.218.65/WebTestApplication/userfiles/Image/National%20Reports/PopulationHousingCensus2011.pdf
http://203.112.218.65/WebTestApplication/userfiles/Image/National%20Reports/PopulationHousingCensus2011.pdf

