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he growth of e-commerce in India is supported by the relatively better economic conditions, young Tdemographic profile, internet penetration, and smartphones. Government initiatives like Digital India, 
Digital Payment, Skill India, Start-up India, and Make in India act as fuel in the growth of the e-commerce 

industry in India. The number of digital users is projected to reach 829 million by 2021. The Indian e-commerce 
industry, as the world's fastest-growing e-commerce industry, is projected to be US$ 200 billion by the year 2026. 
In India, consumer electronics is currently the most purchased product category that accounts for a 48% share of 
total online retail after the apparel product category and accounts for around 29% of online retail (India Brand 
Equity Foundation, 2021).

Millennials (Generation Y) have experienced the distinguishing factor of the rapid development of technology. 
The internet has become the most integral part of their daily lives. Millennials have grown up in the age of rapid 
technology change. They have different priorities and expectations from other cohorts. With an average age of 29, 
India is projected to be the most prominent young country by 2022 globally (Singh et al., 2021). As the largest 
generation, millennials have the potential to influence businesses around the world. According to a Morgan 
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Stanley report, it is estimated that smartphone ownership in India will reach 100% of millennials. They will largely 
depend on mobile apps to shop, eat, book tickets, and perform banking transactions (Sayeda, 2020). Thus, it is 
extremely likely that marketers need to develop effective marketing strategies to capture the maximum share of 
millennials' spending (Drenik, 2019; Smith, 2012). 

Globally, millennials possess USD 200 billion annual purchasing power (Narula, 2021). Considering the size 
and purchase capacity of the millennials, they have become an essential group to be researched by researchers and 
marketers. In the online shopping context, many previous studies have tried to study the behavior of millennials in 
general. Most of these studies were done outside India. Thus, millennials' online shopping behavior in India is still 
not well researched. Besides this, little product category-specific prior research was carried out in India by 
considering millennials in the context of online shopping. There is a lack of research concerning the consumer 
electronics product category, which is India's most online purchased product category. Therefore, the study 
selected the consumer electronics product category to be investigated. 

Previous studies supported that trust, perceived risk, service quality, and subjective norms were essential 
determinants of online purchase intention. There are scant previous studies available on product-specific online 
purchase intention, especially for the millennials cohort in India. This study aims to fill the research gap mentioned 
above by investigating millennials' online purchase intention for consumer electronics products considering trust, 
perceived risk, service quality, and subjective norms as the predictors. 

Literature Review

Perceived Risk

One of the significant influencing antecedents of online purchase intention is perceived risk. “Perceived risk is 
defined as the extent to a consumer's belief about uncertain negative outcomes from the online transaction”             
(Park et al., 2018, p. 2). According to Zeba and Ganguli (2016, p. 18), “perceived risk is the extent to which a user 
believes that using the Web is unsafe or may have negative consequences in an online shopping context.” The 
perceived risk for online purchase influences the consumers' online intention. Researchers identified seven risk 
types: opportunity cost risk, performance, psychological, time, financial, physical, and social risks. Perceived risk 
can be classified into two categories, mainly risk related to products and services and second is risk associated with 
online shopping transactions. These hurdles make a customer more vulnerable and attentive towards online 
shopping risks (Mandilas et al., 2013). If consumers perceive online shopping as less risky, they will purchase 
more and vice versa. It is also considered an antecedent that negatively influences online shopping intention 
(Clemes et al., 2014; Ha, 2020; Tong, 2010). Further, Rizwan et al. (2014) stated that perceived risk adversely 
affected consumer behavior to shop online. According to Svorc (2012) and Baskaran et al. (2019), perceived risk is 
an important and robust antecedent of consumer intention for online shopping (Bianchi & Andrews, 2012).

Perceived risk and trust are highly related in the online shopping environment. Many previous studies have 
considered trust as an antecedent to perceived risk (Gefen et al., 2003a; Zeba & Ganguli, 2016). However, 
according to Johnson-George and Swap (1982), “willingness to take risks may be one of the few characteristics 
common to all trust situations” (p. 1306). Therefore, perceived risk can be an antecedent of trust. According to 
Thakur et al. (2017), perceived risk is a significant antecedent to build a trustworthy environment in the context of 
online shopping. Further, few studies tried to investigate the influence of perceived risk on trust. The studies of 
Hong and Cha (2013), Kim et al. (2014), Faqih (2011), and Lukito and Ikhsan (2020) empirically supported the 
negative influence of perceived risk on trust in the online shopping context. Therefore, the study hypothesizes that:

Ä Ha1 : Perceived risk has a negative effect on trust.
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E-Shopping Quality

E-shopping quality is one of the essential antecedents influencing consumers' online shopping intention. 
Consumers may expect a reliable website, reliable and authentic information about products and services, and 
better after-sales services. According to Shih (2004), e-shopping can be classified into three categories: quality of 
information, system quality, and service quality. Website success and acceptance are determined by these three 
components of e-shopping quality (Çelik, 2011). Online retailers and buyers share information to perform online 
shopping transactions (Çelik, 2011). “Perceived information quality is defined as the degree to which the user 
believes that the website's information has the attributes of content, accuracy, format, and timeliness”                         
(Zhu et al., 2012, p. 967). Information quality acts as a driving factor that induces customers towards online 
shopping (Huy et al., 2019). Further, high information quality positively influences the success of online shopping 
websites (Zhu et al., 2012). System quality is related to the performance of the online shopping platform or 
website. It can be accessed through the user-friendliness of the shopping site, its designs, the convenience of use, 
and the reliability of a website. System quality is assumed to positively influence online shopping acceptance 
(Çelik, 2011; Suwunniponth, 2014). Service quality in the online shopping context refers to “customers' 
perceptions of the service's results and perceptions of service recovery” (Alzoubi et al., 2020). SERVQUAL, a 
measurement tool, was developed with a 45 - item scale by Parasuraman et al. (2002) to measure service quality. 
Service quality is empirically tested and positively influences consumer intention to shop online (Chandel &      
Vij, 2019; Shi et al., 2018). Moreover, prior research found that e-shopping quality positively influenced trust 
towards online shopping intention (Das, 2016; Tran & Vu, 2019; Qalati et al., 2021). Therefore, the study 
hypothesizes that :

Ä Ha2 : E-service quality has a positive effect on trust.

Subjective Norms

As Fishbein and Ajzen (1977) proposed in the TRA theory, attitude towards a particular behavior and subjective 
norms will determine the overall behavioral intention (Khalifa & Ning Shen, 2008). “Subjective norms are the 
rules by which operates the subjective motivation of individuals to act consistently with the views of the 
individuals' peers and social group” (Bonera, 2011, p. 826). According to Ajzen (1985), “subjective norms refer to 
the person's perception of the social pressures put on him or her to perform the behavior in question” (p. 12). In 
other words, it “refers to the personal inferences about what other people nearby would think of the behavior and 
the motivation to comply with the inferred thoughts of these people” (Çelik, 2011, p. 395). There is a significant 
role of friends' suggestions for online shopping and online shopping intention (Al-Maghrabi et al., 2011). 
According to Çelik (2011), some empirical evidence showed direct and indirect positive influence of subjective 
norms on online shopping intention. According to Ha et al. (2019) and Ha (2020), subjective norms directly 
affected behavioral intention. A prior study found that customers depended on the opinion of their social groups for 
using a shopping website (Srinivasan, 2015). The study of Hitosugi (2011) supported that subjective norms 
positively influenced trust towards online shopping malls and online transactions. Further, in the context of online 
health service adoption, Gong et al. (2019) found that subjective norms directly influenced trust towards the 
service provider. Therefore, the study hypothesizes that : 

Ä Ha3 : Subjective norms have a positive effect on trust.

Trust

The use of technology surfaces the element of trust, which significantly influences an individual's decision to use 
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or not to use a particular technology. There should be a proper balance between trust and technology to influence 
customers' decisions for online shopping. As in the case of online shopping, customers cannot touch, feel, and taste 
the product. Hence, trust becomes an essential element for online shopping decisions (Bonsón Ponte et al., 2015; 
Rao & Rao, 2019). In general, “trust is viewed as a set of specific beliefs dealing primarily with the benevolence, 
competence and integrity of another party” (Gefen et al., 2003b, p. 55). Kaushik et al. (2019) defined trust “as the 
belief that allows consumers to willingly become vulnerable to Web retailers after having taken the retailers' 
characteristics into consideration” (p. 13). According to Çelik (2011), a higher level of trust results positively in 
online shopping intention. For trusted online retailers, consumers need less time and effort to search for 
information, and they spend less time performing online transactions to purchase online (Gefen et al., 2003b; Rita 
et al., 2019). It is possible to reduce consumers' perceived risk of online shopping by building trust toward online 
retailers and around the shopping environment. Consumers would not involve in online shopping activities if they 
perceived online retailers as less trustworthy.

Further, if consumers trust online retailers and believe that it is beneficial, they will consider online shopping to 
fulfill their shopping objectives (Al-Maghrabi et al., 2011; Gefen et al., 2003b). According to Kesharwani and 
Singh Bisht (2012), trust is the main factor that helps individuals reduce risks in online transactions                        
(Rai & Basri, 2019). Therefore, trust is essential to understanding customers' online shopping intentions              
(Gong et al., 2019; Siddiqui & Siddiqui, 2021). Thus, the study hypothesizes that : 

Ä Ha4 :  Trust has a positive effect on online shopping intention.

The Conceptual Framework

The study has developed the research model in Figure 1 based on previous research to understand the role of         
e-service quality, perceived risk, subjective norms, and trust on online shopping intention for consumer 
electronics products. E-service quality, perceived risk, and subjective norms are assumed as independent 
variables, trust as a mediating variable, and online shopping intention as a dependent variable. The following 
hypotheses are formulated based on the proposed research model.

Ä Ha1 : Perceived risk has a negative effect on trust.

Ä Ha2 : E-service quality has a positive effect on trust. 

Ä Ha3 : Subjective norms have a positive effect on trust.

Ä Ha4 : Trust has a positive effect on online shopping intention. 

Figure 1. Research Model
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Methodology

The study's nature is explanatory research based on the descriptive research design that explains the relationship 
between variables that influence the online shopping intention. A survey approach was used to conduct the 
research. The survey instrument was prepared based on the conceptual model and by considering the extensive 
literature review. The self-administered questionnaire used a 7-point Likert scale where one corresponds to 
strongly disagree and seven corresponds to strongly agree. The items scales for each construct were adopted from 
past research. 

The questionnaire was pretested, and the results show that the reliability test value of Cronbach's α in Table 1 
for all the constructs was above the threshold limit that is greater than 0.7, which confirmed the instrument's 
reliability. 

According to Krejcie and Morgan (1970), around 384 sample size would be sufficient for the 
representativeness of the population. Based on this, the study targeted 600 college students for data collection. 

Table 1. Constructs, Items, and Reliability Test

Constructs Reliability Test - Cronbach's a

Perceived risk scale (PR) with six items 0.833

Trust scale (T) with five items 0.884

Subjective norms scale (SN) with three items 0.848

E-shopping quality scale (ESQ) with eight items 0.886

Intention scale (I) with four items  0.883

Table 2. Demographic Profile of the Respondents

Measure Items Frequency

Gender Male 280

 Female 194

Educational Qualifications Graduate 234

 Post-graduate 240

City Ahmedabad 135

 Surat 241

 Vadodara 98

How long have you been using the  Less than 1 year 26

internet for any purpose? 1 – 3 years 154

 4 – 6 years 140

 7 – 9 years 86

 10 – 12 years 42

 13 years or more 26

How long have you been using the internet to  Less than 1 year 90

purchase consumer electronics? 1 – 2 years 174

 3 – 4 years 157

 5 years or more 53
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Non-probability convenience was used to select the respondents for the study. The target respondents were college 
students who qualified for the millennial age category and had an online shopping experience in the last 12 
months. Data were collected using the online survey approach with the help of Google during                              
October – December 2020 from Surat, Ahmedabad, and Vadodara cities of Gujarat state. Within two months, we 
received 489 filled questionnaires, out of which 15 were not adequately responded, thus disqualified, and finally, 
474 questionnaires qualified for the analysis. The sample consisted of 280 male and 194 female respondents.  
Table 2 depicts the demographic profile of the respondents. Finally, structural equation modeling was used to 
analyze and interpret the data with the help of SPSS and AMOS version 21.

Analysis and Results

Descriptive Statistics of the Scale

Table 3 and Table 4 provide details on constructs' adoption and the descriptive statistics for each scale used in the 
study. The results indicate that the mean score of all constructs items is above 4 on a scale of 1 – 7, with a standard 
deviation score close to 1.5 for all items depicted in Table 4. All values of skewness < 3 and kurtosis < 10 indicate 
that the data can be considered as normally distributed. 

Table 3. Constructs, Dimensions, Items, and Reference

Constructs Dimension Item Code Items Adopted

Trust Trust in website  T2 I trust websites/mobile apps when  Kamarulzaman (2007);

 and online retailer   shopping for consumer electronics. Jarvenpaa et al. 

      (2000) ; Pavlou (2003)

  T3 I trust online retailers. 

  T4 Online retailers keep their customers' best interests in mind. 

  T5 Overall, the website/mobile app is trustworthy. 

  T6 Overall, online retailers are trustworthy. 

Subjective Norms Social influence SN1 Most people who are important to me would  Al-Maghrabi 

   think that using the internet to purchase is a wise idea. (2011)

  SN2 Most people who are important to me agree that 

   I should use the internet to purchase. 

  SN4 My family thinks that I should use the internet to purchase. 

E-Service Quality Information,  SQ2 Ease of understanding the information will affect Çelik (2011)

 service, and  my decision to purchase online.

  system quality SQ3 The timeliness of information will affect my decision to purchase online. 

  SQ4 The speed of product delivery will affect my decision to purchase. 

  SQ5 The ease of paying will affect my decision to purchase. 

  SQ6 The ease of returning will affect my decision to purchase. 

  SQ7 The customer service support of websites/mobile 

   apps affects my decision to purchase online. 

  SQ8 The reliability of the website/ mobile app will affect 

   my decision to purchase using the mobile app. 

Perceived Risk Unfavorable PR4 Using the internet to shop for electronics products  Bianchi &  

 consequences and expected loss would lead to a loss of privacy. Andrews (2012)
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    PR5 I am uncomfortable giving my credit/debit card details 

   when purchasing electronics products on the internet. 

  PR6 Compared with other ways of purchasing electronics 

   products, I think that using the internet is riskier. 

  PR7 There are many uncertainties associated with 

   online shopping of electronic products. 

Purchase  Engaged and I1 I use the internet every time I need to purchase  Davis (1989)

Intention likelihood to engage  electronics products. 

  I2 I want to continue using online shopping for purchasing 

   electronics products. 

  I3 I consider myself a frequent online shopper for electronics products. 

  I4 I intend to continue to purchase electronics products from 

   the internet in the future.

Table 4. Descriptive Statistics of Scale

Constructs Item Code Mean Std. Deviation                       Skewness                           Kurtosis

  Statistic Statistic Statistic Std. Error Statistic Std. Error

Trust T2 4.92 1.491 –.677 .112 –.033 .224

 T3 4.61 1.554 –.455 .112 –.380 .224

 T4 4.80 1.532 –.669 .112 –.098 .224

 T5 4.97 1.468 –.682 .112   .084 .224

 T6 4.91 1.558 –.638 .112 –.212 .224

Subjective Norms SN1 4.73 1.565 –.562 .112 –.333 .224

 SN2 4.76 1.507 –.613 .112 –.045 .224

 SN4 4.73 1.627 –.622 .112 –.297 .224

E-Service Quality SQ2 5.20 1.529 –.743 .112 –.189 .224

 SQ3 5.25 1.494 –.768 .112 –.020 .224

 SQ4 5.28 1.468 –.776 .112   .038 .224

 SQ5 5.28 1.548 –.819 .112 –.015 .224

 SQ6 5.38 1.544 –.856 .112   .034 .224

 SQ7 5.37 1.493 –.955 .112   .413 .224

 SQ8 5.45 1.552 –.983 .112   .251 .224

Perceived Risk PR4 4.35 1.765 –.214 .112 –.967 .224

 PR5 4.39 1.753 –.275 .112 –.882 .224

 PR6 4.59 1.632 –.291 .112 –.773 .224

 PR7 4.31 1.845 –.250 .112 –1.033 .224

Purchase Intention I1 4.43 1.755 –.329 .112 –.829 .224

 I2 4.66 1.638 –.483 .112 –.616 .224

 I3 4.75 1.594 –.502 .112 –.502 .224

 I4 4.96 1.568 –.697 .112 –.122 .224
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Table 5. Validity Measures

 CR AVE MSV ESQ T SN PR I

ESQ 0.881 0.554 0.453 0.744    

T 0.884 0.603 0.598        0.673*** 0.777   

SN 0.854 0.662 0.598        0.601***        0.773*** 0.814  

PR 0.834 0.558 0.067        0.259***        0.186***     0.159** 0.747 

I 0.884 0.656 0.455        0.458***        0.668***        0.675***       0.227*** 0.810

Note. ESQ: E-Service Quality, PR: Perceived Risk, SN: Subjective Norms, T: Trust, I: Intention.

Validity

The validity test of the research model was established by calculating discriminant and convergent validity. The 
convergent validity refers to the degree to which the scores on one scale correlate with scores on other scales 
designed to assess the same construct; whereas, discriminant validity refers to the degree to which the scores on a 
scale do not correlate with scores from scales designed to measure different constructs (Cooper et al., 2006). These 
two validities must be tested before measuring the structural equation model.

Convergent validity is confirmed when average variance extracted (AVE) is greater than or equal to 0.5. From 
Table 5, it can be inferred that all the AVE values are greater than 0.5, which confirms the convergent validity 
(Fornell & Larcker, 1981; Henseler et al., 2015). 

The discriminant validity is established when the square root of the AVE of each construct is greater than the 
correlation coefficient between the constructs (Fornell & Larcker, 1981). In Table 5, all bold diagonal square root 
values of AVE are greater than the correlation coefficient between the constructs. Thus, discriminant validity has 
been established. 

Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) is a technique to confirm the underline theoretical or research model. The CFA 
specifies the way constructs are related and measured in a theoretical or research model (Hair & Black, 2009). 

The AMOS software was used to test the measurement model of confirmatory factor analysis. Table 6 shows 
 2  2goodness of fit measures for the measurement model with (χ = 476.696, X /df = 2.860, RMSEA = 0.055,            

GFI = 0.918, CFI = 0.953, NFI = 0.923, TLI = 0.920). The goodness of fit statistics presented in Table 7 also 
indicate that the measurement model has a moderately acceptable good fit and can be used for further analysis. The 

Table 6. Standardized Regression Weights for CFA

Fit indices Values
 2c  476.696

Significance 0.000

CMIN/DF 2.408

GFI 0.918

CFI 0.953

NFI 0.923

RMSEA 0.055
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Table 7. Standardized Regression Weights for CFA

Constructs   Standardized 

   Regression Weight

SQ2 <--- ESQ 0.799

SQ3 <---  0.816

SQ4 <---  0.757

SQ5 <---  0.683

SQ6 <---  0.675

SQ7 <---  0.724

T2 <--- T 0.769

T3 <---  0.789

T4 <---  0.776

T5 <---  0.769

T6 <---  0.78

SN1 <--- SN 0.815

SN2 <---  0.88

SN4 <---  0.74

PR4 <--- PR 0.71

PR5 <---  0.762

PR6 <---  0.777

PR7 <---  0.735

I1 <--- I 0.767

I2 <---  0.801

I3 <---  0.841

I4 <---  0.83

results indicate that the items of the constructs are closely related, and the model has good convergent and 
discriminant validity. 

Structural Model Testing

The AMOS 21 is used to test the hypotheses of the study. The structural equation model shows relativity good fit in 

Table 8. Measurement Model Fit

Fit Measures Value Acceptable Threshold Level
 2c  510.378 With an insignificant p-value(p > 0.05).

 2  2(X /df) 2.539 Low X  relative to the degree of freedom.

RMSEA 0.057 The range of 0.05  0.10 is considered an indication of a fair fit.–

GFI 0.912 Values of 0.90 or greater indicate well-fitting models.

NFI 0.917 Values greater than 0.90 indicate a good fit.

CFI 0.948 Values greater than 0.90 indicate a good fit.
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 2   2
Table 8 for the model ( = 510.378, X /df = 2.539,GFI = 0.912, NFI = 0.917, CFI = 0.948, RMSEA = 0.057). The χ
goodness of fit statistics presented indicate that the measurement model has a moderately acceptable good fit and 
can be used for further analysis.
     The hypothesis results reveal that three out of four hypotheses are found as significant, and one is insignificant 
(Table 9). 

Ä Ha1 indicates that perceived risk is insignificantly (β = 0.024, p = 0.520) related to trust for online shopping; 
thus, Ha1 is rejected. 

Ä The results of Ha2 indicate that e-service quality is significantly and positively related to trust (β = 0.302,         
p = 0.000); thus, Ha2 is accepted. 

Ä Ha3 indicates that subjective norms are significant (β = 0.610, p = 0.000) and positively related to trust; thus, 
Ha3 is accepted. 

Ä Ha4 indicates that trust towards online shopping websites and online retailers is significant (β = 0.695,             
p = 0.000) and is positively related to online shopping intention; thus, Ha4 is accepted.

Discussion and Conclusion

The research aims to study millennials' online purchase intention for consumer electronics products by examining 
the relationship between perceived risk, e-service quality, trust, subjective norms, and online shopping intention. 
The study's findings reveal that e-service quality and subjective norms influence trust towards the online purchase 
of consumer electronics products. These results are supported by previous research (Çelik & Yilmaz, 2011; Yang, 
2012). As per the study of Kim et al. (2014), subjective norms were positively and significantly associated with 
trust. 

Further, the results also highlight that trust influences online shopping intention for millennials in online 
purchasing of consumer electronics products. These results confirm the findings of the prior studies. According to 
Gefen et al. (2003a), Katos (2012), and Bonsón Ponte et al. (2015), trust is a significant predictor of online 
shopping intention. Hitosugi (2011) studied the relationship between e-service quality and trust for online services 
and found that they were positively related. Bonsón Ponte et al. (2015) observed that in the context of online travel 
purchases, perceived information quality (as one of the dimensions of e-service quality) was the main predictor of 
perceived trust.

Further, the study reveals that there is no significant relationship between perceived risk and trust. In other 
words, perceived risk does not influence trust for millennials in the context of online purchase of consumer 
electronics products. This result contradicts the previous literature that supported a negative relationship between 
perceived risk and trust (Benazić & Tanković, 2015; D'Alessandro et al., 2012). 

Table 9. Results of the Structural Model

Hypothesis  Path  Standard

  Coefficients  Deviation t - value p - value Result

Ha1 Perceived risk has a negative effect on trust. 0.024 0.036 00.644 .520 Rejected

Ha2 E-service quality has a positive effect on trust.  0.302 0.049 06.023 .000 Accepted

Ha3 Subjective norms have a positive effect on trust. 0.610 0.052 11.023 .000 Accepted

Ha4 Trust has a positive effect on online shopping intention. 0.695 0.061 12.677 .000 Accepted
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However, an insignificant effect of perceived risk on trust in the context of online shopping was supported by the 
findings of Marza et al. (2018), where the relationship between perceived risk and trust was insignificant for online 
shopping intention. Chin et al. (2018) examined the relationship between perceived risk and trust and investigated 
the two-way relationship between perceived risk and trust. The results showed an insignificant relationship 
between perceived risk and trust in both directions.

Further, Marriott and Williams (2018) and Bhatti et al. (2018) indicated that overall perceived risk was an 
insignificant predictor of mobile shopping intention. The insignificant influence of perceived risk on trust could be 
caused due to the sample under study. The study has focused on millennials. Their daily activities are highly 
influenced and driven by digital technology. They are technology savvy and aware of the technology-related risks. 
According to Lissitsa and Kol (2016), millennials generally conduct prior research before making the final 
purchase decisions. Thus, millennials consider perceived risk as an essential factor, but it does not significantly 
influence their online purchase decision for consumer electronics.

Managerial Implications

The present study has significant implications for retailers to increase millennials' intention towards online 
shopping. The study's empirical results emphasize that retailers should consider millennials as an essential 
segment of customers. As results show, e-service quality and subjective norms positively influence trust towards 
online shopping in the case of millennials. While the study reveals that perceived risk does not influence trust 
towards online shopping, the study also reveals that trust towards online shopping websites and online retailers has 
a direct significant and positive influence on millennials' online shopping intention. Therefore, online retailers 
should focus on developing an environment that increases customers' trustworthiness towards online shopping 

Table 10. Managerial Implications of the Study

Constructs M anagerial Implications

E-Shopping Quality  · Online retailers should emphasize offering excellent e-shopping services to 

and Intention their customers that include accurate and reliable information of products and 

 services 24/7 on the website, efficient system and its availability 24/7 

 (website), and satisfactory after-sales services.

 ·�Online retailers should build an effective information technology 

 infrastructure so that customers can receive products exactly as per their orders. 

 ·�Website and mobile applications should have unbreakable security features to protect 

 customers' information and provide a smooth navigation experience during their online shopping. 

 ·�System (website) quality should be emphasized more on providing easy navigation 

 as well as responsive and uncluttered information to the customer queries and inquiries. 

 ·�The website should be flexible enough to adjust itself as per the requirements of the consumers.  

Subjective Norms  ·�It is an important factor in the proliferation of social media where 

and Intention people would like to review and comment about their purchase experience. 

 ·�A satisfied customer is the first key requisite for taking advantage of subjective norms.

 ·�An effective review system requires managing online customers' reviews about the products.

 ·�Online retailers should develop effective word-of-mouth marketing strategies and 

 should promote them through multiple advertising channels.

 ·�Satisfied customers should be offered customized promotional advantages 

 if they act as a referral of an opinion leader.
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and capitalizes on the implications of perceived risk, subjective norms, and e-service quality to develop effective 
marketing strategies for millennials. Table 10 provides important managerial implications based on the findings of 
the study. 

Limitations of the Study and Scope for Further Research

The limitations of the study are as follows : First, the study is limited to India only to generalize the findings. Future 
research is expected in other countries. Second, the study tests and validates the proposed model for consumer 
electronics products. It would be interesting to test the study model for different product and service categories. 
Third, the research is limited to millennials as customers and does not cover other age groups; future research may 
be extended to compare two cohorts to investigate their online shopping behavior. Finally, the present study may 
be extended by measuring the effect of demographic variables on millennials' shopping behavior towards 
consumer electronics products.  
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 ·�Online retailers should consider influence marketing as an effective marketing 

 strategy to promote their services.

 ·�Customer relationship management should be implemented effectively to convert 

 loyal customers into advocate customers.

Perceived Risk, Trust,  ·�Integrity, confidentiality, authorization, and reliability are the essential

and Intention  parameters for any online shopping website to be incorporated into the shopping environment.

 ·�Don't send unsolicited and unrelated communication messages or promotions 

 to the customers to increase trustworthiness.

 ·�Online retailers should position themselves as a risk-free online platform 

 by making it easy to use and error-free.

 ·�For any organization, maintaining a good relationship with the 

 customers is the key to success. Therefore, online retailers should develop 

 effective customer relationship management strategies to build trust in their customers.

 ·�Websites and mobile applications should be well protected to safeguard consumers' privacy and data.
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