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ABSTRACT

Thepurposeofthisarticleistoexaminetheeffectsofservicequalityandsatisfaction
on consumer behavioral intentions like word-of-mouth, website revisitation and
repurchaseintentionswithrespecttoonlineshoppinginIndia.Tobuildavisionfor
the future the study also highlights the servqual and webqual dimensions. About
254validresponsesfromsouthIndiafromindividualswhomusthavemadeatleast
onepreviousonlinepurchaseweregathered.Factoranalysisandstructuralequation
modelinghasbeenimplementedtofindouttheimportantfactorsonwhatinfluences
repurchasebehavioramongcustomers.Theresultsrevealthate-servicequalityhasa
positiveeffectone-satisfaction,whereitalsoinfluencestheconsumer’sbehavioral
intentions,namelywordofmouth,websiterevisit,andrepurchase.
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INTROdUCTION

E-commerceisanalogoustothepolestarwhichisglowingbrightcontemporarilyas
ithelpscustomerstoget theirdesiredbrandsacrossplethoraofproductcategories
with discounts by curtailing unnecessary hassles involved in traditional shopping.
Onlyspotofconcernisthatthee-commercebusinessallaroundisstillnotprofitable.
This makes long term sustenance a challenging task which needs to be truncated.
AtpresentE-commerceisabrightstarasmentionedabove,andtoremainsoorto
becomeaphenomenalforce,marketersneedtoworkouttheprofitabilityscenarioby
concentratingonvariouskeyvariables.

Oneofthemostsignificanteconomictrendsofthepastdecadeisthegrowinguse
oftheInternetforexpandingbusinessbyadoptionofe-commercetocompeteatthe
globallevel.ConsideringAsiapacificregioninternetpenetrationfortheyear2017,
the topposition is takenbyChinawith731million internet users and India takes
secondplacewith462millioninternetusers(Statista,2017).ThenumberofInternet
usersinIndiaisexpectedtoreach450-465millionbyJune,up4-8%from432million
in2016,areportfromtheInternetandMobileAssociationofIndiasaid.Thereport
addedthatitsforecastdoesnotfactorintheimpactofdemonetization,whichgave
aboost todigitalandmobile transactions.Thereportsaid that theoverall internet
penetrationinIndiaiscurrentlyaround31%.Thisindicatesthatthereismuchgood
tohappeninthenameofe-businessande-transactions.

AccordingtoWorldpayprojections(2016),Indiawouldtaketheworld’ssecond
largestecommercemarketby2034,thankstohugesurgesininternetpenetration,a
swelling millennial population and the rising uptake of mobile phones. The study
mentioned about trends that will make prophesy of India’s e-commerce growth in
comingnext twodecades.From the study it isnoted that themarketwill reach to
$63.7billionby2020.This colossaldevelopmentwill in turnopenupplethoraof
opportunitiesforonlinetraders.However,itisessentialthatmarketerstoclaimtheir
hopetodaytowinoverIndia’se-commercepopulationandmaximizetheirgrowth.
LeadingcompaniessuchasAmazonandAlibabahavealreadylaidtheirpathtograb
theIndia’sbuddinge-commercemarketassoonaspossible.

Anothermajordeterminantdrivinge-commercegrowthinIndiaistheexponential
riseinmobilephoneusers.Indiaistheworld’sbiggestconsumermarketformobile
phones with the price of data plans running two times cheaper than in China and
threetimescheaperthanintheUnitedStates.Indiaisexpectedtowitnesssteeprise,
especially amongst millennials because of cheaply available 4G network. Mobile
shoppingbyyoungIndiaisalreadyresponsibleforsharpincreasesinIndia’sonline
purchase expenditure and with 70 per cent of the population below the age of 35
millennials is expected to continue driving rapid digitization even further (Global
PaymentsReport,2016).SanjeevPrasharetal.(2017)madeanimportantsuggestion
statingthatthereisaneedforonlineretailerstocustomizemarketingandpromotional
strategieswithrespecttoIndianmarkets.



 

 

20 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/analyzing-causality-among-the-service-

quality-customer-satisfaction-and-behavioral-intention-

variables-with-respect-to-e-shopping/218180

Related Content

The Marketing Strategies and Applications of English Language Teaching

(ELT) Programs via Distance Education
Salih Usunand Sevki Komur (2011). Marketing Online Education Programs:

Frameworks for Promotion and Communication  (pp. 359-379).

www.irma-international.org/chapter/marketing-strategies-applications-english-language/53385

Evaluating the Performance of e-Government in Egypt: A Public-Value

Approach
Safaa Ahmed Hussein (2018). International Journal of Online Marketing (pp. 1-20).

www.irma-international.org/article/evaluating-the-performance-of-e-government-in-egypt/198324

Private Label Sales through Catalogs with Augmented Reality
Gerardo Reyes Ruiz, Samuel Olmos Peñaand Marisol Hernández Hernández (2016).

Handbook of Research on Strategic Retailing of Private Label Products in a

Recovering Economy (pp. 275-305).

www.irma-international.org/chapter/private-label-sales-through-catalogs-with-augmented-

reality/157658

Sponsorship of Case Study Competitions and Impact on Brand Equity-An

Exploratory Study in the UAE Higher Education Sector
Muneeza Shoaib, Vijaya Kumar, Neelofer Mashoodand Hameedah Sayani (2017).

International Journal of Technology and Educational Marketing (pp. 24-44).

www.irma-international.org/article/sponsorship-of-case-study-competitions-and-impact-on-

brand-equity-an-exploratory-study-in-the-uae-higher-education-sector/191227

Consumer-Centric Marketing Strategies: Social Networks as Innovative

Tools for Consumer Relationship Management
Loredana Di Pietroand Eleonora Pantano (2013). Customer-Centric Marketing

Strategies: Tools for Building Organizational Performance  (pp. 297-314).

www.irma-international.org/chapter/consumer-centric-marketing-strategies/71074

http://www.igi-global.com/article/analyzing-causality-among-the-service-quality-customer-satisfaction-and-behavioral-intention-variables-with-respect-to-e-shopping/218180
http://www.igi-global.com/article/analyzing-causality-among-the-service-quality-customer-satisfaction-and-behavioral-intention-variables-with-respect-to-e-shopping/218180
http://www.igi-global.com/article/analyzing-causality-among-the-service-quality-customer-satisfaction-and-behavioral-intention-variables-with-respect-to-e-shopping/218180
http://www.igi-global.com/article/analyzing-causality-among-the-service-quality-customer-satisfaction-and-behavioral-intention-variables-with-respect-to-e-shopping/218180
http://www.irma-international.org/chapter/marketing-strategies-applications-english-language/53385
http://www.irma-international.org/article/evaluating-the-performance-of-e-government-in-egypt/198324
http://www.irma-international.org/chapter/private-label-sales-through-catalogs-with-augmented-reality/157658
http://www.irma-international.org/chapter/private-label-sales-through-catalogs-with-augmented-reality/157658
http://www.irma-international.org/article/sponsorship-of-case-study-competitions-and-impact-on-brand-equity-an-exploratory-study-in-the-uae-higher-education-sector/191227
http://www.irma-international.org/article/sponsorship-of-case-study-competitions-and-impact-on-brand-equity-an-exploratory-study-in-the-uae-higher-education-sector/191227
http://www.irma-international.org/chapter/consumer-centric-marketing-strategies/71074

