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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.
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