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Abstract: We, in this digital age, are witnessing the evolution of many new media technologies and their 

applications. One of them is the revolution in the shopping industry brought along by online shopping platforms. 

These platforms are commonly referred to as Electronic Commerce platforms or simply E-Commerce platforms. 

These have changed the way individuals are shopping. College students in Delhi, being the national capital, have 

easy access to the internet and associated devices. This easy access is hence providing the facility of using various 

E-Commerce platforms to these young individuals who are constantly connected through the internet. The use 

of these platforms has grown with time. It should be noted that these platforms provide an abundance of 

information to the users in numerous ways from an extensive variety of brands and products to reviews and 

ratings. However, this abundance of choice can sometimes overwhelm users, leading to information overload, a 

state wherein users often encounter a surplus of information, leading to decision-making challenges and cognitive 

strain. The main objective of the paper is to find out whether these E-Commerce platforms contribute to 

information overload among college students in Delhi. 

 

An online survey was conducted to investigate various aspects of information overload, including the huge 

volume of options available on E-Commerce platforms, the problem of decision-making, choice fatigue etc. The 

study is grounded on the conceptual framework provided by two theories, namely Individual Differences Theory 

and Uses and Gratifications Theory. The study has revealed that E-Commerce platforms contribute to 

information overload among the youth. The research also indicates that the excessive amount of information 

makes the decision-making process more difficult when shopping online. The findings of this research will 

contribute to the understanding of the relationship between technology, information deluge, and consumer 

behaviour in the context of E-Commerce. 
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I. INTRODUCTION  

Electronic Commerce is the business environment where buying, selling and transportation of goods and services happen 

electronically (Singh, 2019). Online shopping is one of the various applications of E-Commerce. In the last two decades, 

the introduction of online shopping in India has changed the way how individuals buy products. As highlighted in the 

latest IPSOS report, consumers have reported an increase in the frequency with which they purchase products online 

(UNCTAD, 2020). Moreover, the COVID-19 pandemic has led to a substantial increase in the number of online 

transactions due to widespread shutdowns (Nougarahiya et al., 2021). The growth has been driven by rapid technology 

adoption led by the increasing use of devices such as smartphones and tablets, and access to the internet through 
broadband, 3G, etc. which has led to an increased online consumer base. 

The college students of the national capital, Delhi have easy access to internet technology. This internet access also opens 

the gates to various online shopping websites which has made them significantly popular (Nougarahiya et al., 2021). 

Some popular online shopping platforms in India are Amazon, Flipkart, Myntra, BigBasket etc. (Vasan, 2024). These 

platforms offer users a convenient and efficient way to make purchases from a wide range of products and sellers, 

providing a plethora of options at their fingertips. However, with the convenience and variety provided by these 

applications, a potential downside has caught the attention of researchers and users alike – information overload. 

Information overload refers to the overwhelming amount of information that individuals encounter, often leading to 

difficulties in processing and making decisions (Pijpers, 2010). 
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In the context of online shopping applications, this overload builds up in the form of a wide list of products, companies, 

offers, reviews, and recommendations, among others. College students, being a tech-savvy demographic with high 

smartphone usage, are particularly susceptible to this phenomenon. As active users of such applications, these students 
often have to deal with decision-making challenges when faced with an overabundance of choices. 

It is critical to understand the relationship between information overload and decision-making for several reasons. Firstly, 

it helps in finding the cognitive processes involved in navigating complex digital environments and the strategies 

individuals employ to manage information effectively. Secondly, it has implications for user satisfaction, as excessive 

information can lead to frustration, anxiety, and dissatisfaction with the platform (Gao et al., 2020). The constant exposure 

to digital interfaces and the need to choose among numerous alternatives make online shopping applications important 

for studying the cognitive processes involved in managing information overload and its effects on decision-making 

behaviours. Understanding these dynamics can provide valuable insights into designing user-friendly interfaces, 
enhancing user experiences, and promoting informed decision-making among college students in the digital era. 

  

II.  REVIEW OF LITERATURE 

There is less research available on the association of Information Overload and E-Commerce. However, a few studies 

used in this research highlight the complexities and impact of excessive information on decision-making processes 

through the process of online shopping. Alyouzbaky et al. (2022) in their study aim to explore how information overload, 

information anxiety, and technostress influence the purchasing decisions of online consumers. The findings indicate that 

an abundance of product information can hinder online shoppers' decision-making capabilities and contribute to 

information anxiety. Moreover, the study also emphasizes the mediating influence of technostress in this context. In a 

similar study, Singh (2019) defines E-Commerce as the paperless exchange of business information using network-based 

technologies like email, applications etc. According to Singh, E-Commerce includes electronic trading of goods, services 

and electronic material. The study explains the various types of E-Commerce like Business-to-Business (B2B), Business-

to-Consumer (B2C), Consumer-to-Consumer (C2C), Consumer-to-Business (C2B) and Business to Business (B2B). 

Another research by Chavda and Pandya (2017) focus on Social Networking Sites (SNS) and their influence on the 

purchasing habits of Indian college students. They zero in on popular platforms such as Facebook and Twitter, exploring 

how these digital arenas shape consumer behaviour among the youth demographic in India. The research delves into the 

intricate web of media consumption patterns, shedding light on the profound impact SNS exerts on the choices and 

preferences of young Indian consumers. The study highlights how businesses leverage SNS to captivate their target 

audience, tailoring marketing strategies to resonate with the digital-savvy youth of India. The study underscores the 

pivotal role of understanding these dynamics for companies seeking to forge connections with young consumers in the 

Indian market through social media platforms. The research underscores the symbiotic relationship between SNS and 

consumer behaviour, portraying how these platforms have become indispensable tools for businesses aiming to navigate 

the digital landscape and engage with the next generation of Indian consumers. The challenges posed by a post-modern 

society characterized by rapid technological progress and innovation are explored by Renjith (2017). The research 

explains how in such a landscape, the quick retrieval of relevant information has become increasingly difficult. The surge 

in digital media content has led to an overabundance of information, complicating the task of finding useful data precisely 

when it is needed. This phenomenon, commonly known as information overload, is particularly pronounced in the realm 

of news media, where it also raises concerns about the reliability of digital platforms. Renjith suggests that the very 

technology contributing to this overload also holds the key to mitigating it. By effectively harnessing technological 

advancements and tools, individuals can navigate the overwhelming flow of information and news more efficiently. 

Pijpers (2010) in his study states that information overload occurs when individuals are overwhelmed by an excess of 

irrelevant information, with only some portion being useful. This overwhelming influx can lead to a sense of lost control 

over various aspects of life and can be accompanied by feelings of being inundated. The study highlights that information 

overload can disrupt decision-making processes, impede task completion, and complicate daily routines, creating a 

pervasive sense of chaos. This state of being overwhelmed not only hampers personal productivity but also adversely 

affects overall well-being and mental clarity. 

III. RESEARCH GAP 

 During the study, the researcher identified several gaps in the current literature that require further investigation. 

• Limited availability of research on information overload in India, particularly studies that focus on the unique 

dynamics of E-Commerce and its influence on decision-making processes within this demographic. 

• There is a clear need to examine the impact of information overload on college students in Delhi, specifically 
concerning their use of E-Commerce applications. 

• It is essential to identify the specific factors contributing to information overload in the context of E-Commerce, 
as understanding these factors can provide deeper insights into how individuals interact with digital marketplaces. 
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IV. OBJECTIVES OF THE STUDY 

The broad objective is to explore whether E-Commerce applications cause information overload among college students 

in Delhi. Based on the literature review and theoretical framework, the following specific objectives have been drawn 

for the study: 

1. To examine the usage patterns of E-Commerce applications among college students in Delhi. 

2. To analyze the impact of information overload on decision-making processes related to the usage of E-Commerce 

usage applications. 

V. THEORETICAL FRAMEWORK 

The study is based on the framework provided by two popular communication theories, namely, Uses and Gratification 
Theory and Individual Differences Theory. 

Uses and Gratification Theory: Introduced by Katz in 1959, the theory postulates that audiences are active and diverse 

in their media consumption, using various forms of media to meet their specific needs and achieve personal satisfaction 

(Katz, 1959). Whether individuals turn to media for distraction from daily routines, to foster social connections, or to 

stay informed about current events, they often subconsciously absorb the messages they engage with. This theory 

highlights the dynamic relationship between the media sender and the audience, emphasizing how personal motivations 
and the pursuit of gratification shape individuals' media behaviours and choices. 

 

Individual Differences Theory: Rooted in Festinger's theory of Cognitive Dissonance, the Individual Differences 

Theory offers a crucial psychological framework for understanding the effects of mass media (Festinger, 1957). This 

theory suggests that a person's psychological makeup significantly shapes their media consumption habits. Individuals 

interact with mass media differently based on their psychological needs, using various media platforms to satisfy these 

requirements. It underscores how personal needs, motivations, biases, and pre-existing beliefs influence media 

engagement. Key concepts within this theory include selective exposure, selective perception, and selective retention, 

which explain how people choose, interpret, and remember media content in ways that align with their psychological 

profiles. 

VI. RESEARCH DESIGN 

The entire study was exploratory in nature. To address the outlined objectives and theoretical approaches, the research 

employed a survey method. The survey targeted a population of 536 undergraduate and postgraduate students from 

colleges in Delhi. This population was selected using purposive sampling. The final sample size was determined based 

on the response rate. 

VII. RESEARCH TOOLS 

The survey method employed a questionnaire as the primary tool for data collection. Participants were asked to provide 

insights into their usage patterns of E-Commerce applications, such as online shopping, and to share their perceptions of 
information overload. To facilitate the survey, Google Forms were used for the distribution and collection of responses. 

VIII. OPERATIONAL DEFINITION 

1. Information Overload: Information overload happens when there is too much information for people to process 

because it goes beyond what they can handle (Pijpers, 2010). 

2. E-Commerce: Online Shopping platforms where buying, selling and transporting of goods and services happen 

electronically (Singh, 2019). 

3. College students: Individuals enrolled in undergraduate or post-graduate programs at academic institutions 
located within Delhi. 

IX. RESULTS AND DISCUSSION 

Demographic Profile of the Respondents:  

The demographic information of the participants, including age, gender, and education level, was collected and analyzed. 

Figures 1 and 2 illustrate the demographic profile of respondents from Delhi. Notably, female students showed a higher 

participation rate in the study. Among the 536 respondents, 54% were female and 46% were male, as depicted in Fig. 1. 

Figure 2 reveals that the majority of respondents, 76%, were between the age group of 17 and 20. Meanwhile, 21% were 
in the 21 to 25 age range, and a small fraction, 3%, were 24 years old and above. 
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                         Figure 1 

Education level of the Respondents: 

Figure 3 illustrates the educational status of the 536 respondents, showing that 82% were enrolled in undergraduate 

programs, while 18% were pursuing postgraduate studies in Delhi. 

 

 Figure 3  

Frequency of using E-Commerce Applications: 

Figure 4 provides insights into the frequency with which college students in Delhi use E-Commerce applications, such 

as online shopping. Among the total of 536 respondents, 22% reported using these applications very frequently, while 

54% use them frequently. Additionally, 18% use them occasionally, and only 6% reported rare usage. 

 

 

Figure 4 

46%
54%

Gender

Male Female Prefer not to say

82%

18%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

Education Level of the Respondents

Undergraduate Postgraduate

54%

22%

18%

6%

0% 10% 20% 30% 40% 50% 60%

Frequently

Very frequently

Occasionally

Rarely

Frequency of using E-Commerce Applications

Figure 2 

76%

21%

2% 1%

Age Group of the Respondents

17-20 21-25 24-27 27 and above

http://www.ijrti.org/


                            © June 2024 IJRTI | Volume 9, Issue 6 | ISSN: 2456-3315 

IJRTI2406055 International Journal for Research Trends and Innovation (www.ijrti.org) 394 
 

Feeling Overwhelmed by Information on E-Commerce Applications: 

Figure 5 clearly shows that 38% of respondents occasionally feel overwhelmed by the information on E-Commerce 

applications, while 35% feel overwhelmed frequently. Additionally, 15% of participants reported sometimes feeling 

overwhelmed, 7% rarely experienced this feeling, and only 5% stated they never felt overwhelmed by the information 

available. 

 

 

Figure 5 

Experience of Stress and Indecision when Shopping Online due to Overwhelming Choices: 

Figure 6 indicates that a considerable 80% of respondents either strongly agreed (47%) or agreed (33%) that they 

experience stress and indecision when navigating information on E-Commerce applications. Conversely, 6% disagreed, 

and 3% strongly disagreed with this sentiment. Additionally, 11% of respondents remained neutral, neither agreeing 
nor disagreeing with the experience of stress and indecision in this context. 

 

 

Figure 6 

Effect of Information Overload on Decision Making: 

Figure 7 reveals that a majority of respondents, 67%, feel that the sheer volume of information complicates their decision-

making process. On the other hand, 22% of respondents indicate that the abundance of information does not significantly 

impact their online shopping decisions. Interestingly, a minority, accounting for 11%, believe that the large volume of 
information on E-Commerce platforms aids their decision-making when shopping online. 
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Figure 7 

X. FINDINGS 

Based on the defined objectives, the following are the findings: 

 To examine the usage patterns of E-Commerce applications among college students in Delhi. 

o More than half of the respondents, with 54% reporting frequent usage and 22% reporting very frequent usage, 

demonstrate a significant reliance on E-Commerce applications. This finding underscores the widespread adoption of 

these digital platforms across various retail sectors in Delhi. It also highlights the growing dependence on technology to 
meet everyday needs, particularly in shopping, among the surveyed population. 

 

 To analyze the impact of information overload on decision-making processes related to online shopping. 

o A major finding from the survey reveals that 73% of respondents feel overwhelmed by the information on E-

Commerce platforms either occasionally or frequently. Specifically, 35% of respondents frequently feel overwhelmed 

by the abundance of information, while 38% experience these feelings occasionally. Additionally, 15% sometimes feel 

overwhelmed, 7% rarely feel this way, and only 5% reported never feeling overwhelmed by the information provided on 

these platforms. This finding highlights the varied experiences and perceptions of respondents when going through the 

vast amount of information available on E-Commerce platforms. It suggests that a substantial proportion of users struggle 

with the sheer volume of choices, reviews, and other information, underscoring the challenges they face in managing the 
extensive options provided by E-Commerce apps. 

o Another finding from the survey reveals that a significant majority of respondents, totaling 80%, either strongly 

agreed (47%) or agreed (33%) that they experience stress and indecision when dealing with information on E-Commerce 

platforms. This indicates that a large portion of users feel overwhelmed and uncertain due to the vast array of choices, 

reviews, and other information available. In contrast, a smaller percentage, totaling 9%, either disagreed (6%) or strongly 

disagreed (3%) with the notion of experiencing stress and indecision. Additionally, 11% of respondents remained neutral, 

neither agreeing nor disagreeing with this sentiment. These findings highlight the impact of information overload on 

users' emotional states and decision-making processes when using E-Commerce applications. They highlight the 

challenges users face in navigating the extensive information on these platforms, leading to feelings of stress and 
indecision. 

o A substantial majority of respondents, accounting for 67%, feel that the abundance of information on E-

Commerce platforms complicates their decision-making process when shopping online. Interestingly, 22% of 

respondents reported that the large amount of information has no significant impact on their decision-making. On the 

other hand, a minority of 11% believe that the abundance of information facilitates their decision-making when ordering 

online. These findings highlight the varied perspectives among users regarding the effect of information abundance on 

their decision-making processes when using E-Commerce applications. While most find it complicated, a notable 

segment remains unaffected, and a smaller portion even finds it beneficial. 

XI. CONCLUSION 

The availability of various E-Commerce services in Delhi has significantly transformed how individuals access and order 

goods and services. These platforms deliver a vast array of products directly to consumers' doorsteps, offering extensive 
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information, including a wide range of products, detailed reviews, and ratings. College students in Delhi, being young 

and constantly connected to the internet, have particularly embraced these services due to their convenience and the 

ability to compare numerous options quickly. 

From the research findings, it is evident that college students in Delhi frequently use E-Commerce applications. This 

demographic, which is highly tech-savvy and accustomed to the digital environment, relies heavily on these platforms 

for their shopping needs. However, this extensive use also reveals a downside: students often feel overwhelmed by the 

sheer amount of information available on these apps. The study highlights that this information overload leads to 

significant stress and indecision among students when shopping online. The multitude of choices, coupled with extensive 

reviews and ratings, can make it difficult for students to make quick and confident purchasing decisions. 

In conclusion, the phenomenon of Information Overload is notably prevalent among college students in Delhi due to the 

vast amount of information provided by E-Commerce platforms. This overwhelming influx of information not only 

affects their decision-making processes but also contributes to increased levels of stress. The constant need to sift through 

extensive product details, reviews, and ratings can lead to decision fatigue, where the ability to make decisions 

deteriorates due to the sheer number of choices available. As a result, while E-Commerce platforms offer significant 

convenience and variety, they also present challenges that can impact the well-being and efficiency of young consumers. 
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