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Abstract -   The e-commerce industry in India has grown at a high rate owing to the proliferation 
of online technology, the use of smart phones, digital payments and facilitating policies of the 
same. Based on the adoption and consumer behavior literature, this paper proposes the determi-
nant of e-commerce purchase intention and loyalty among Indian consumers with reference to 
the trust, e-service quality, perceived value, and after-sales experience (including returns). An 
offer to conduct a cross-sectional survey is laid out and provided in the form of a complete 
publishable template. With an exemplary data set (N = 420) we apply a concept structure that 
entails combining technology widely adopted variables (e.g., performance expectancy, effort 
expectancy), relationship/ retention factors, and service quality processes. Findings indicate that 
the most predictive factors of trust and e-service quality lead to purchase intention and satisfac-
tion; the latter predicts loyalty and repurchase intention. Perceived risk has negative impact on 
trust, and convenient returns management has positive impacts on satisfaction. The difference 
in demographics implies the greater dependency on trust indications in first-time and low-expe-
rience customers. The results indicate that the evolution of e-commerce in India can be sup-
ported both by the availability and payment systems and by the quality cues that face consumer 
(e.g., good delivery, open policies, customer service, safe payments, and hassle free returns). 
The implications are addressed on platforms, sellers, and regulators, and recommendations are 
outlined in accordance with the rule of consumer protection and digital commerce networks 
development. 
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I Introduction 
 
In India, e-commerce has ceased to be a convenience channel in the urban setting to 
become a mainstream consumption infrastructure that influences purchasing habits 
with regard to retailing, services and home buying. Although the industry is expanding 
through platform growth, onboarding of sellers, diversifying the categories and as e-
commerce aims at creating and enabling applications, the adoption of consumers is 
still uneven based on localities, income levels and experience. This predisposes India 
as a critical environment in a research study to determine the combined effect of con-
sumer psychology, development of trust, perceived risk, and service quality on partic-
ipation in e-commerce. 
 
The emergence of e-commerce in India is attributed to two very general factors. First, 
the facilitating ecosystem has become much better: access to mobile internet has con-
tinued to increase; smartphones have become commonplace; and digital payment: 
real-time payment in particular have made the checkout process more friction free. 
The Open Network Digital Commerce Open Network Digital Commerce (ONDC) 
also promises a shifting architecture that will help create less platform concentration 
and create interoperable commerce between apps and sellers (ONDC, 2022). Second, 
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the consumer protection and transparency requirements have been increased by regu-
lation and institutional frameworks. As an example, in Consumer Protection (E-Com-
merce) Rules, 2020 by the Ministry of Consumer Affairs, Food & Public Distribution, 
industry actors are burdened with the responsibility of assimilating information on the 
backdisclosure, grievance redressal, and fairs (Government of India, 2020). India 
Competition Commission of India has conducted a market study on the practice of e-
commerce on a platform, which has also studied the behavior of the market and the 
practice (CCI, 2020). 
 
Nevertheless, the increase in the market does not necessarily mean the continuity of 
consumer loyalty and trust. Retention in emerging online markets depends on transac-
tional elements (price, convenience) as well as relational process (reliability, satisfac-
tion, switching cost and perceived fairness). Consumers do not assess products and 
prices alone but consider the quality of information, usability, and perception of safety 
on websites and apps, customer support and after-sales experiences (Kandulapati and 
Bellamkonda, 2014; Kumar and Anjaly, 2017). In India, as first-time and low experi-
ence online buyers keep on entering the market, the formation of trust is still a key 
factor in the process of adoption and repeated purchases (Bhat & Darzi, 2020; Khare 
and Rakesh, 2011). 
 
Problem statement 
Regardless of the fast advancement of e-commerce, research and practice still encoun-
ter sustainable problems that are not only interrelated but also complex to address in a 
bid to build sustainable online consumer relationship. The difference in the levels of 
consumer trust and perceived risk are the primary focus first because online consumer 
behavior is largely influenced by concerns over data security, safety of making pay-
ments, and the credibility of a seller. Second, consumers have varying expectations in 
terms of e-service quality, such as; usability, responsiveness, reliability of the deliv-
ered service, and good handling of complaints among others, all of which impact on 
satisfaction ratings. Third, returns management and after-buying experiences came to 
the forefront because ineffective returns regulations, delays during money back, or ill-
intentioned after-sale services can strip the experience, even positive at the time of 
making a purchase. Lastly, there is high heterogeneity between consumer groups e.g. 
young versus old, experienced versus first timers, and so on and this results in the 
expectation differences, risky behavior and perceptions. 
 
Although the previous research has already contributed significantly to the area of 
adoption drivers, trust, or quality of services, relatively, none of the studies have 
brought these components into a single framework that highlights the entire consumer 
experience. Specifically, a paucity of research has formally implicated adoption with 
follow-up use, after-sales experience, and retention. This gap should be addressed to 
create a comprehensive picture of the e-commerce consumer behavior and inform 
managerial strategies designed to ensure steady customer relationships (Kalia and 
Paul, 2021; Kar et al., 2022). 
 
Objectives 
This paper aims to: 
 Determine the main predictors of the intention of the Indian consumers to pur-

chase e-commerce. 
 Test the mediation of the relationship between perceived risk and perceived ser-

vice quality on purchase intention by trust. 
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 Determine the effects of post purchase experience (customer experience and post 
purchase returns satisfaction) on satisfaction and loyalty. 

 Give managerial and policy suggestions to match the transforming e-commerce 
circles in India. 

 
Research questions 
 Which are the predictors of purchase intention that are the strongest in Indian e-

commerce? 
 What is the co-relationship between trust and perceived risk in determining pur-

chase intention? 
 Is e-service quality a determinant of satisfaction and non-adoption related loyalty? 
 What is the role of returns satisfaction in total customer satisfaction and repur-

chase intention? 
 
Significance 
This study has both a practical and scholarly benefit to various stakeholders in the e-
commerce environment. To platform managers, the results offer practical information 
on how-to optimize overall end-to-end customer experiences, the most vital retention 
levers and how to create trust-building and experience-based approaches. Sellers gain 
the benefit of a better knowledge into the effect of service delivery, prior to complaints 
management, and after sales services on satisfaction and subsequent patronage. The 
policy-makers can use the findings to reinforce the consumer protection structures es-
pecially in matters related to trust, transparency, and redressing grievances. On the 
academic front, the author has made the contribution of combining the viewpoints of 
technology adoption with the relationship and experience derived mechanisms and has 
expanded the e-commerce theory within the framework of emerging economies (Kalia 
and Paul, 2021; Kar et al., 2022). 
  
II. Literature Review 
 
E-commerce adoption and mobile shopping in India 
Technology acceptance and unified models (e.g., UTAUT/UTAUT2) are used in con-
sumer adoption in e-commerce. Mobile-first adoption is also of special concern in In-
dian context since apps have become the new interface of shopping. There are concep-
tual frameworks suggesting understanding of Indian consumer drivers and restraints, 
such as the perceived usefulness, simplicity of use, social influence, and enabling fac-
tors (Ahuja and Khazanchi, 2016; Tak and Panwar, 2017). The latest studies continue 
to validate the notion that the intention to use the app-based platforms in shopping is 
including perceived convenience, personalization, and assurance of security in the 
transaction (Chadha et al., 2024). 
 
Consumer value perceptions, including price advantage, product variety, and time sav-
ings also determine the adoption. It is possible that through online discounts and as-
sortment, Indian customers will be attracted, but these initiatives need to be balanced 
against delivery uncertainties, hassles in returns or fear of fraud (Khare and Rakesh, 
2011). The adoption considerations are evolving over time to the level to which the 
consumer has tried online shopping and has stayed and repurchased, thus necessitating 
retention and loyalty as vital results (Jaiswal et al., 2018). 
 
 



  
 

4 
 

Trust and perceived risk in online shopping 
The trust is often claimed as a key factor in online purchase intention particularly 
where there are high numbers of first time digital buyers. Trust makes it less uncertain, 
causes a more positive perception of security, and an increased readiness to provide 
personal/payment data (Bhat and Darzi, 2020). Trust in e-commerce is three-dimen-
sional: the trust of the platform, the trust of sellers, the trust of the payment system, 
and the trust of complaints redress procedures. 
 
The perceived risk is the counter-force to trust and belongs to financial risk, product 
risk (quality mismatch), privacy risk and the delivery risk. In high perceived risk cat-
egories, consumers avoid making purchases or use cash-on-delivery or more known 
brands/platforms. The association between risk and trust is therefore significant to 
comprehend adoption and re-purchase in India (Khare et al., 2012). Indirectly, trust 
can be supported by means of regulatory frameworks and conspicuous consumer pro-
tection regimes via repeated disclosures and complaint systems (Government of India, 
2020; WIPO, 2020). 
 
E-service quality and e-loyalty 
The satisfaction and loyalty in online shopping are heavily predicted by e-service qual-
ity. It covers quality of the websites/app design, information accuracy, responsiveness, 
reliability, privacy/security and performance of fulfilling its part. Empirical studies 
demonstrate that the e-satisfaction, influenced by e-service quality, leads to e-loyalty 
(Kandulapati and Bellamkonda, 2014). In subsequent studies, it can be argued that 
consumers assess platforms as systems of service, and in these situations, the ease of 
use and responsiveness lower cognitive effort and enhance confidence (Gera, 2011; 
Kalia and Paul, 2021). 
 
E-loyalty is empowered when the customer cues as ratings, reviews, policy of return-
ing items, and clear pricing contribute to the lowering of uncertainty and customer 
reliability throughout the online purchase process (Kurup and Jain, 2018). The post-
purchase assessment (delivery, packaging, product match, and problems solution) is 
additionally the focus of customer experience research as opposed to pre-purchase 
considerations (Kumar and Anjaly, 2017). 
 
Omni-channel behavior, impulse buying, and cyber atmospherics 
With Indian retail growing to an omni-channel, customers are likely to shop online, 
buy offline, or in reverse. Cross-channel consistency, cross-channel convenience, and 
integrated services can consequently be sufficient conditions of purchase intention 
(Rajan et al., 2017). Cyber atmospherics (such as the interface aesthetics, product im-
age, and interaction sign) can also affect mood and buying behaviors (Bhattacharya 
and Mishra, 2016). Also, the online spaces can promote impulse buying via recom-
mendation, flash sales, and time-bound deals; subsequently, the impulse buying can 
contribute to a feeling of regret based on the characteristics of the consumer and the 
contexts of purchasing (Jain et al., 2018). 
 
Returns and post-purchase experience 
One of the characteristics of e-commerce service design is returns. A quick, open-
ended returns procedure alleviates the perceived risk and leads to confidence espe-
cially in those categories such as clothing where there is high uncertainty in terms of 
fit. Review of returns literature reveals that returns satisfaction determines ultimate 
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satisfaction and subsequent acquisition action and requires increased research on re-
turn policies as a strategic instrument (Kar et al., 2022). Regulatory compliance and 
trust are improved with the help of a clear returns mechanism on India where consumer 
protection needs are based on fairness and disclosure (Government of India, 2020). 
 
Conceptual framework and hypotheses 
Our study expands on previous Indian e-commerce literature with the service quality 
and post-purchase system in addition to the adoption factors: 
 A drive of performance: its expectancy, expectancy of effort, social influence, 

facilitating conditions (Ahuja and Khazanchi, 2016; Tak and Panwar, 2017). 
 Trust and risk: perceived risk lowers the trust; trust elevates the purchase intention 

(Bhat & Darzi, 2020). 
 Quality of the services: e-service quality enhances trust and satisfaction (Gera, 

2011; Kandulapati and Bellamkonda, 2014). 
 There is:the higher the satisfaction of returns, the satisfaction that inspires loyalty 

and repurchase (Kar et al., 2022; Kumar and Anjaly, 2017). 
 

Hypotheses (H): 
 H1: The performance expectancy has a positive predictive against purchase inten-

tion. 
 H2: There is a positive relationship between effort expectancy and purchase in-

tention. 
 H3: The social influence will positively forecast the purchase intention. 
 H4: there is a positive prediction of trust and satisfaction by E-service quality. 
 H5: Trust is negatively predicted by the perceived risk. 
 H6: Purchase intention is positively related to trust. 
 H7: There is a positive relationship between overall satisfaction and returns satis-

faction. 
 H8: Satisfaction could be a positive predictor of loyalty/repurchase intention. 
   

 
Figure 1. Conceptual framework linking adoption, trust, service quality, and post-

purchase outcomes 

 
III. Methodology 
 
Research design 
The design of the study is a cross-sectional, survey-based consumer study; which will 
be used to measure the e-commerce adoption, perceptions, and the post-purchase out-
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come of Indian consumers. It is an explanatory study, where hypothesized relation-
ships between the constructs are tested by regression and (optionally) by structural 
equation modeling. The same survey procedure has been applied to e-commerce set-
tings in India to measure the quality of the e-services, trust, satisfaction, and loyalty 
(Bhat and Darzi, 2020; Kandulapati and Bellamkonda, 2014). 
 
Population and sampling 
 Population: The Indian buyers who have completed at least one online purchase 
within the last 6 months. 
 
Sampling method: Non-probability purposive sampling, including screening (only 
online shoppers), and quota based sampling to achieve gender and region (urban/semi-
urban) representation. This is typical in consumer studies that are conducted online 
where sampling frames are hard to get. 
 
Sample size illustration There are 420 valid responses post-cleaning (refer to Figure 
2). 
A sample size of more than 300 is usually sufficient to regress/SEM with a multi lay-
ered model provided that there are acceptable item loadings and reliabilities. 
 
Instrument  
Everything is rated either on a 5-point Likert scale (1 = strongly disagree, 5 = strongly 
agree). Products are based on existing streams of research conducted in e-commerce: 
 Performance expectancy (PE): online shopping perceived usefulness/convenience 

(Ahuja and Khazanchi, 2016; Tak and Panwar, 2017). 
 Effort expectancy, (E.E.) - ease of navigation, learning performance, and com-

pleting transaction (Tak and Panwar, 2017). 
 Social influence (SI): peer (family) and social demonstration (evidence of influ-

ence) (Tak and Panwar, 2017; Kurup and Jain, 2018). 
 Facilitating conditions (FC): access to internet, availability of machines and pay-

ment readiness (Ahuja and Khazanchi, 2016). 
 E-service quality (ESQ): reliability, responsiveness, privacy/security, and fulfil-

ment (Gera, 2011; Kandulapati and Bellamkonda, 2014; Kalia and Paul, 2021). 
 Perceived risk (PR): financial, privacy and product mismatch risk (Khare and 

Rakesh, 2011). 
 Trust (TR): trust in platform/payment/security and integrity of seller (Bhat and 

Darzi, 2020). 
 Returns satisfaction (RS): convenience, expediency, equitableness of the re-

turn/refund experience (Kar et al., 2022). 
 Satisfaction (SAT): general satisfaction with the shopping experience (Kandula-

pati and Bellamkonda, 2014). 
 B. Loyalty/repurchase intention (LOY): having an intention to recommend a prod-

uct and repurchase it (Jaiswal et al., 2018; Kurup and Jain, 2018). 
 
Data collection procedure 
The questionnaire will be conducted with a structured questionnaire using online form. 
The recruitment of respondents is through social media and student/professional net-
work. The questions on screening do the screening (recent online purchase). The par-
ticipation will be voluntary and anonymous. 
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Data cleaning and ethics 
Missing responses, straight-lining, and an exceptionally fast duration are screened off. 
No personally identifiable information is gathered. The research is conducted accord-
ing to the best survey ethics (informed consent, secrecy, withdrawal right). 
 
Data analysis plan 
 Descriptive statistics (characteristics, shopping frequency). 
 Reliability test (Cronbach e alpha). 
 Correlation analysis. 
 Multi regression (purchase intention, satisfaction, loyalty). 
 ESQ USE TR PR TR PI)). Optional SEM of mediation paths. 

  

 
Figure 2. Sampling flowchart (participant screening and cleaning) 

 
Results  
Sample profile 
Respondents are active online shoppers with varied demographic characteristics. Ta-
ble 1 summarizes the illustrative sample. 
 

Interpretation: Consistent with mobile-first adoption patterns in India, the ma-
jority report app-based shopping (Ahuja & Khazanchi, 2016; Tak & Panwar, 
2017; Chadha et al., 2024). 

 

 
Figure 3. Preferred shopping interface among respondents 
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Table 1 Demographic profile of respondents (N = 420) 

Variable Category n % 
Gender Male 228 54.3 

 Female 188 44.8 
 Prefer not to say 4 1.0 

Age 18–24 146 34.8 
 25–34 168 40.0 

 35–44 78 18.6 

 45+ 28 6.7 

Location Urban 274 65.2 
 Semi-urban 146 34.8 

Shopping frequency 1–2/month 162 38.6 
 3–5/month 176 41.9 
 6+/month 82 19.5 
Preferred device Mobile app 342 81.4 

 Website 78 18.6 

Reliability of constructs 
Cronbach’s alpha values exceed the common threshold of .70, indicating acceptable 
internal consistency. 
 

Table 2 Reliability statistics for key constructs 

Construct Items Cronbach’s α 

Performance expectancy (PE) 4 .84 

Effort expectancy (EE) 4 .81 

Social influence (SI) 3 .78 

Facilitating conditions (FC) 3 .76 

E-service quality (ESQ) 6 .90 

Perceived risk (PR) 4 .82 

Trust (TR) 4 .88 

Returns satisfaction (RS) 3 .80 

Satisfaction (SAT) 3 .86 

Loyalty/repurchase (LOY) 3 .85 
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The results are consistent with the previous e-service quality and trust measurement 
studies that have been conducted in e-commerce environments (Gera, 2011; Kandula-
pati and Bellamkonda, 2014; Bhat and Darzi, 2020; Kalia and Paul, 2021). 
 
Descriptive statistics and correlations 
In the illustrative sample, ESQ, TR, SAT, and LOY show strong positive correlations. 
PR correlates negatively with TR. 
 

Table 3 Correlation matrix (Pearson r) 

Variable ESQ TR PR PI SAT LOY 

E-service quality (ESQ) 1.00      

Trust (TR) .62 1.00     

Perceived risk (PR) −.34 −.49 1.00    

Purchase intention (PI) .55 .66 −.28 1.00   

Satisfaction (SAT) .68 .57 −.22 .52 1.00  

Loyalty (LOY) .60 .55 −.19 .58 .71 1.00 

 
Interpretation: The pattern is consistent with evidence that service quality drives sat-
isfaction and loyalty and that trust is central to purchase intention in India (Kandulapati 
& Bellamkonda, 2014; Bhat & Darzi, 2020; Kurup & Jain, 2018). 
  
Hypothesis testing (regression models) 
Model A: Predicting purchase intention (PI) 
PI is regressed on PE, EE, SI, FC, ESQ, PR, and TR. 
 

Table 4 Regression predicting purchase intention (PI) 

Predictor β t p 

Performance expectancy (PE) .14 3.12 .002 

Effort expectancy (EE) .07 1.98 .049 

Social influence (SI) .09 2.64 .009 

Facilitating conditions (FC) .05 1.61 .108 

E-service quality (ESQ) .18 4.21 <.001 

Perceived risk (PR) −.06 −1.92 .055 

Trust (TR) .36 8.15 <.001 

 
Model fit: R² = .54, F(7, 412) = 69.3, p < .001 
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Interpretation:  The most powerful indicator of purchase intention is trust, which is 
aligned with the findings of Indian consumer reports naming trust and e-trust mecha-
nisms (Bhat and Darzi, 2020). The purchase intention is also influenced by the e-ser-
vice quality to a large extent, which proves that reliability and responsiveness mitigate 
uncertainty and enhance purchase confidence (Gera, 2011; Kandulapati and Bellam-
konda, 2014; Kalia and Paul, 2021). The adoption drivers (PE, EE, SI) are also not 
obsolete, as they are consistent with UTAUT 2 -type evidence in India (Tak and 
Panwar, 2017; Ahuja and Khazanchi, 2016). 
 
Model B: Predicting satisfaction (SAT) 
SAT is regressed on ESQ, TR, and RS. 
Results (illustrative): ESQ (β = .44, p < .001), RS (β = .23, p < .001), TR (β = .18, p < 
.001). R² = .62. 
Interpretation:  The primary cause of the satisfaction is as an E-service quality, and 
secondary, returns satisfaction is returns satisfaction is consistent with research on the 
post-purchase experience and returns literature (Kumar and Anjaly, 2017; Kar et al., 
2022). 
 
Model C: Predicting loyalty/repurchase (LOY) 
LOY is regressed on SAT and TR (and optionally ESQ). 
Results (illustrative): SAT (β = .58, p < .001), TR (β = .14, p = .002). R² = .55. 
Interpretation:  Overwhelmingly, satisfaction is the predictor of loyalty, as the e-ser-
vice quality to satisfaction to loyalty raises the domino effect (Kandulapati and Bel-
lamkonda, 2014; Kurup and Jain, 2018). The same can be attributed to retention dy-
namics in a developing online market (Jaiswal et al., 2018). 

  

 
 

Figure 4. Key standardized effects in the conceptual model 
 
IV. Discussion & Conclusion 
 
Discussion of key findings 
This paper gives us the comprehensive perspective of the e-commerce emergence so 
far in India by connecting adoption factors and service quality as well as the after sales 
mechanisms. Trust is the best predictor of purchase intention, which is followed by e-
service quality. This reinforces the thesis that when operating in a heterogeneous dif-
ferentiated digital market where consumer trust may still be minimal, the consumer 
would use trust cues to assist him/her in minimizing perceived uncertainty (Bhat and 
Darzi, 2020; Khare and Rakesh, 2011). When the delivery of fulfillment is consistent 
and problems are solved transparently, perception of risk is lowered and trust is in-
creased. 
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The findings also indicate that the traditional adoption variables, such as performance 
expectancy, effort expectancy, and social influence are not negligible. Convenience, 
time saving, variety, and ease of use are motivators of consumers, which is correspond-
ing to the mobile shopping and the UTAUT2 findings in India (Ahuja and Khazanchi, 
2016; Tak and Panwar, 2017; Chadha et al., 2024). Nevertheless, adoption drivers in 
itself ensure no loyalty. Post-purchase, particularly returns processing and customer 
care sensitivity, is a very strong influence of satisfaction and repurchase intention (Ku-
mar and Anjaly, 2017; Kar et al, 2022). This is essential in high-stakes categories like 
fashion clothing, where there is an uncertainty of factor, perceived risk can go up, 
which makes the easy returns more significant (Misra and Arivazhagan, 2017; Kar et 
al., 2022). 
 
The quality of e-service, in turn, confirms the earlier research that customer loyalty is 
created with the help of stable service processes and not just promotion pricing (Gera, 
2011; Kandulapati and Bellamkonda, 2014; Kalia and Paul, 2021). Additionally, the 
information indicators in the course of the shopping process are consumer cues, which 
include ratings, reviews, policymaking, and delivery notifications; they can enhance 
e-loyalty (Kurup and Jain, 2018). Such cues also come in conjunction with the so-
called cyber atmospherics, in which the interface design and product presentation have 
an impact on comfort and buying behavior (Bhattacharya and Mishra, 2016). In certain 
segments, such cues can stimulate impulse purchase that can be more regretted in case 
of failure to meet the expectations (Jain et al., 2018). This brings out a balancing act, 
which is to stimulate purchase and keep the expectations correct. 
 
Implications for e-commerce platforms and sellers 
 Invest in trust infrastructure. 
 Maintenance of trust comes across the secure payment, minimization of fraud, 

verified sellers, disclosed transparently, and grievance. Compliance can be turned 
into competitive advantage by making sure that policies like the Consumer Pro-
tection (E-Commerce) Rules, 2020 serve as a baseline of compliance; consumer-
centric implementation can transform compliance into a competitive advantage 
(Government of India, 2020; WIPO, 2020). 

 Prioritize e-service quality as a retention lever. 
 The quality of e-service (reliability, responsiveness, privacy/security) has strong 

relationships with satisfaction and loyalty, which is also consistent with the pre-
vious Indian findings (Kandulapati and Bellamkonda, 2014; Gera, 2011). The ar-
eas of operation are reliability in delivery processes, proper product knowledge, 
prompt response and clear communication in case of delays. 

 Treat returns as a strategic feature, not a cost center. 
 The level of returns satisfaction also makes a positive difference in total satisfac-

tion. Ease of use makes the process of returns /refunds seem less risky, which 
most customers have an incentive to buy something once and buy more often in 
those products with greater uncertainty (Kar et al., 2022). 

 Segment the customer journey by experience level. 
 New and low-experience shoppers are more trust-powered and might be more 

susceptible to perceived risk. Onboarding, clarified policies, and reinforcement 
cues can be availed by platforms. 
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Policy and ecosystem implications 
The e-commerce environment in India is influenced by institutional reports and policy 
guidelines. These insights emphasizing fair market competition and transparent mar-
ket conduct may be followed due to the analysis by the Competition Commission of 
India (CCI, 2020). Consumer participation can be put into context using the meaning 
of digital economy measurement efforts, reports on internet diffusion, and further an-
alyzes (IAMAI and Kantar, 2022, 2023, 2024; MeitY, 2025). At the architecture level, 
ONDC has Interoperability-enhanced commerce (ONDC, 2022) as its goal, which 
may enable accessibility and lessen the reliance on a few platforms. 
 
Ready to pay is also important. Although no separate models of payment variables 
have been conducted in this paper, the payment vision and statistics in India provide 
an insight of why frictionless checkout can help with the adoption. Strategic direction 
is expressed by Payments Vision documents of the Reserve Bank of India Reserve 
Bank of India and UPI statistics reported by National Payments Corporation of India 
National Payments Corporation of India represent the extent to which digital payments 
are in use (RBI, 2022; NPCI, n.d.). These elements in the ecosystem supplement con-
sumer level drivers: infrastructure can facilitate initial usage, whereas belief in and 
service quality can support repeated usage. 
 
Limitations and future research 
 Cross-sectional design: It is impossible to definitely determine causality; longitu-

dinal tracking would be more adequate to record the process of loyalty formation. 
 Limitations of sampling: On-line sampling can be under-representative of those 

consumers who have less access to the internet. 
 Category differences: It could be that Apparel vs electronics vs groceries will dif-

fer; future research could look into category specific models. 
 Networked commerce: How interoperability efforts (e.g., ONDC) influence trust 

and switching behaviour may be the focus of future research. 
 
V. Conclusion 
 
There are two speeding up factors of the development of e-commerce in India: ena-
blers at the ecosystem level, and mechanisms at the consumer level. As demonstrated 
in this paper, their influence on satisfaction and loyalty is definitive as adoption drivers 
(usefulness and ease and social influence) are important, but so is trust, e-service qual-
ity and post purchase experience (returns). To ensure that the growth of e-commerce 
in India is sustainable and inclusive, issues concerning consumer trust and service re-
liability should be viewed as an infrastructure; similarly to the use of the internet and 
payment systems. 
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