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Introduction
Online shopping is buying products electronically using internet. It brings a plethora of 

merchandise to consumers and a large reservoir of business opportunities to entrepreneurs (Guo 
June and Noor, 2011).  India’s population is taking to online retail in a big way.

The Retail Industry Scenario in India

    Progressive financial developments, increasing salary levels, urbanization, changes in 
demographic distribution and consumer preferences is triggering exponential expansion of retail 
market in Indian. Its development is significant in urban cities and metros, as well as in Tier-II and 
Tier-III cities.  Key statistics -

 A Boston Consulting Group study projected a consumption of about US$ 400 billion by 2025 
leading India to be the world’s third largest consumer economy. 

 India’s retail market is expected to increase by 60 per cent by 2020 with a market size of 
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US$1.1 trillion from US$ 672 billion in 2017 (IBEF, 2018).

 By 2025, India is the world’s fastest growing online retail and is set to be the world’s second 
largest with projections of US$ 220 billion in terms of gross merchandise value (GMV) and 530 
million shoppers (IBEF, 2018). 

Online Shopping – The Consumer Perspective

Shopping online gives numerous advantages and benefits because of which more people prefer 
buying things online over going into traditional brick and mortar stores.  

Some reasons why people prefer this mode are 

 Convenience, as shopping can be done anytime, anywhere that suits the customer’s comfort, 
thus saving time, effort and the ordeals of crowded marketplaces (Sanjeev et el, 2014).

 wide product choices in one location from a variety of products and brands from multiple 
dealers  (Ashwini et el, 2016).

 price comparisons are easier and 

 reviews and recommendations from other product users  (Ashwini et el, 2016)

Need for Consumer Prudence

For all its benefits, however, online shopping has its pitfalls. Online scams are on the rise, and 
scammers are increasingly sophisticated in their ways.  Since buyers are not able to check out the 
sellers and goods in person, online shopping also poses inherent risks which can be 

 product risk caused by deceptive online reviews, fake or defective products, non-arrival of 
order  

 financial risk that can result from misleading claims on costs or lack of secure system in online 
payment

 privacy risk such as phishing or identity theft.

In order to secure the maximum benefits offered by Online Shopping and to avert risks, 
consumers need to take necessary precautions by exercising prudence.

Consumer prudence can be exercised by shopping online only at home and not on a public 
computer, which may be infected with malware;  buying in secured sites from reputable retailers; 
using safe payment options; careful study of terms and conditions of sale and return policy.

Significance of  Study
India’s huge population, the second in the world has 34 per cent millennials who are the 

breadwinners of their households (Rajagopalan et al, 2018). Its growth as a consumer economy is 
accelerated by the young population, increasing literacy and income levels and standard of living. 
This technically-savy young population, with the catalystic power of easy availability of high-
speed mobile wireless internet coupled with a range of attractive and convenient product offerings 
in the e-commerce platform, are leading major channel shifts from traditional offline to modern 
online shopping. (Lu et al, 2016; Joshua Lu, 2016). 

To exploit the benefits of e-shopping offered by the digital media, shoppers need to be prudent 
while placing orders online and making online payments.  
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With India ready for boom in Online shopping and the millennials being catalytic in this 
exponential growth, the study aims to understand the habits, experiences and the satisfaction level 
of female millennials while shopping online. 

Objectives 
The purpose of this study is:  

1. To gain knowledge about millennials’ online shopping habits.

2. To observe the extent of prudence exercised while shopping online by the consumer. 
Observe its effect on the online shopping experience and the consequent level of consumer 
satisfaction.

3. To devise a Structural Equation Model to gauge Consumer Satisfaction in Online 
Shopping and examine its usefulness.

Literature Review
Consumer behavior in online shopping is a complex socio-technical phenomenon.  Prior 

studies have identified different factors that affect online consumer behavior.

Koufaris (2002) emphasized on two aspects that influence online consumer shopping 
behaviour.  Firstly, as a traditional shopper, it is important to ensure an enjoyable shopping 
experience for the online shopper.  Secondly, as a computer user, both the web design and the 
consumer’s computer skills play a vital role to ensure smooth ease of operation.

Pavlou (2003) proposed an e-commerce acceptance model and subsequently Pavlou and 
Fygenson (2006) validated the variables.  Other variables identified were - trust, website and 
product characteristics, consumer skills and consumer resources (time and money). Tonita et al. 
(2004) observed the influence of exogenous factors such as trust and past experiences in online 
shopping websites, product characteristics, consumers’ demographic and personality traits and 
situational factors facilitated by convenience and accessibility in online shopping. Balamurugan, 
Sathish and Sathyanarayanan (2013) confirmed that consumer’s shopping intent is affected by his 
perception regarding convenience and safety of internet usage, risk and product characteristics 
which has to be appropriately addressed by e-tailers. Jayasubramanian et al (2015) while exploring 
the level of consumer satisfaction in online shopping, observed that despite numerous advantages, 
fraud and privacy concerns caused due to web-hackers is a source of great concern to users though 
website users are doing their best to ensure secure portals. Yi Jin Lim et al. (2016) examined the 
influence of subjective norm (social pressure) and perceived usefulness on purchase intention that 
mediates online consumer behaviour. Pantos and Pariporas (2016) observed that secure online 
platforms support consumer’s lifestyle with advantages of saving time, money; supporting and 
quality service have motivated increasing number of people to shift from traditional shops to 
e-shopping using computer and mobile phones. Clemons et al. (2016) studied Trust perceptions on 
the Online Platform in developed and emerging economies.  Their finding revealed that reputation 
of e-vendor, third-party assurances and legal protection are vital elements in less experienced 
markets.  Kothari and Maindargi (2016) pointed out the importance of five factors - shopping 
enjoyment, comfort, security, usefulness and cognition impacted consumer attitude in Solapur 
city while shopping online. Khurana S and Kaur B (2017) conducted a detailed literature review 
to understand the evolution of consumer behavioural models using different variables pertinent 
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to different time periods. Senthilkumar  and Chandramohan (2018) observed that demographic 
factors had a significant impact on satisfaction levels among Namakkal district’s online shoppers.

There is however, little literature on extent of prudence exercised by consumers to avert online 
shopping risks to secure satisfactory online shopping experience.

Theoretical Framework for the Study

A Structural Equation Model (SEM) was formulated to understand consumer behaviour in the 
online shopping behaviour of  millennial consumers. The SEM verifies - 

(1) the influence of Consumer Prudence on Consumer Shopping Experience

(2) the relationship between Consumer Shopping Experience and Consumer Satisfaction.

Research Methodology

Data collection, Sample and Analysis

Primary data for the study was collected from 120 young female college-going millennials 
in Chennai using questionnaire. Usable responses were 105 that was used for the analysis of 
the study using Analysis of a Moment Structures (AMOS) and SEM.  Questions were designed 
to gauge three variables - Consumer Prudence, Consumer Shopping Experience and Degree of 
Consumer Satisfaction in Online Shopping. Articles from journals and online publications were 
also referenced to secure secondary data. 

Results and Discussion

Profile of Respondents

The profiles of  105 young female  millennial respondents was mapped based on annual 
income, frequency of online purchase and technical independence during online purchase 
transaction.  Also their online shopping habits with respect to commodities shopped, websites and 
payment mode used was queried upon.

With respect to Annual Income, 6.7 per cent were below Rs. 2,50,000 ; 35.2 per cent were 
between Rs. 2,50,00 and Rs. 5,00,000 ; 36.2 per cent were between Rs. 5,00,000 to Rs. 10,00,000 and 
21.9 per cent were above Rs, 10,00,000.Most respondents (48.6 per cent) had irregular frequencies 
in online shopping; 34.3. per cent shopped at least once a month; 10.5 per cent at least once 
every fortnight and 6.7 per cent shop online at least once every week. With regard to technical 
independence during online purchase, 37 per cent respondents always handle the complete online 
purchase transaction themselves, while 21 per cent did so often; 35 per cent said ‘sometimes’ and 
10.5 per cent respondents never handled their online purchase transaction themselves.

Table 1 shows that most shopped commodity online was Apparels and Accessories (66.67 per 
cent) and Mobile Phones (37.14 per cent); and popular mode for payment is Cash On Delivery 
(79.05 per cent) and Credit Card (16.19 per cent).  Out of the total respondents, 66.67 per cent 
respondents had faced problems while shopping online, most common being Delay in Delivery 
(32.38 per cent) and Cheap quality of Product (31.43 per cent).
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Table 1.Online Shopping Habits of Young Female Millennials

Table 1.1  Commodities shopped

 Commodities Frequency 
(out of 105)

Percentage

Apparels and 
Accessories

70 66.67

Mobile Phones 39 37.14

Books 26 24.76

Electrics and 
Electronics

22 20.95

Groceries 8 7.62

Health Supplements 2 1.9

Curios 1 0.95

Table 1.2  Payment Mode

 Payment mode Frequency (out 
of 105)

Percentage

Cash On Delivery 83 79.05

Credit Card 17 16.19

Debit Card 6 5.71

Net banking 2 1.9

Mobile Money 83  0

Table 1.3  Problems faced

Problems faced Frequency (out 
of 105)

Percentage

Delay in Delivery 34 32.38

Cheap Quality of 
Product

33 31.43

Product Damage 20 19.05

Non-delivery 6 5.71

Reliability and Validity Analysis for Dimensions in Online Consumer Behaviour

Table 2 shows that reliability and consistency using  Cronbachs alpha coefficient (Gliem and 
Gliem., 2003) of the three dimensions of Online Shopping, measured with Likert- type scales, used 
in the study are acceptable for Consumer Prudence and Consumer Satisfaction (0.8 > α	≥	0.7	)	and	
good for Consumer Shopping Experience (0.9 > α	≥	0.8).

Table 2. Reliability Analysis for Online Consumer Behaviour Dimensions

Variables No. of Attributes Cronbachs Alpha

Consumer Prudence 19 0.7492

Consumer Shopping Experience 15 0.8605

Customer Satisfaction 5 0.7258

Structural equation modeling (SEM) of Consumer Behaviour in Online Shopping

The SEM variables are:

A. Observed, endogenous variables
1. Consumer Shopping Experience

2. Consumer Satisfaction

B. Observed, exogenous variables 
1. Website Safety

2. Payment Safety
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3. Product Selection

4. Transaction Safety

These are also observed as dimensions of Consumer Prudence.

C. Unobserved, exogenous variables
1. e1: Error for Consumer Shopping Experience

2. e2: Error for Consumer Satisfaction

Hence, the numbers (No.) of variables in the SEM are

Total No. of variables = 8

No. of variables that are observed and exogenous = 6

No. of variables that are unobserved and endogenous = 2

Table 3.  Descriptive Statistics of Consumer Prudence Dimensions of Young Female 
Millennials Online Shoppers

Dimensions of Consumer Prudence Mean Standard 
Deviation

Dimension 1 – Website Safety

Use of only familiar websites 4.429 0.830

Get suggestions from known-trusted persons for online purchase websites 3.876 0.997

Ensure security locks (HTTPS:// instead of just HTTP://) in the website before placing order 3.714 1.238

Regularly update anti-virus software in Personal Computer system 4.038 1.143

Spontaneous use of Public Terminals (like in airports, coffee shops, etc.)  to place online 
orders, in case of need

3.010 1.326

Dimension 2 – Payment Safety

Ensure that the vendor company has complete contact details including a street address 4.362 0.878

Compare prices and quality of products on different sites prior to making a purchase 4.257 0.821

Check terms and conditions carefully in order to rule out any restrictions or hidden costs 4.133 1.093

Ensure safe payment mode for online purchases 4.467 0.821

Regularly check electronic statements of personal Debit Card / Credit Card and Account 
status

3.486 1.210

Prefer online payment rather than cash on delivery 2.895 1.493

Immediately address errors in online bank statements 4.029 1.096

Dimension 3 –Product Selection

Examine a similar product in a retail outlet before placing online order 3.867 1.101

Always read the reviews and the ratings given for the product 4.171 0.893

Get influenced by advertisements in computer pop-ups and media 3.067 1.137

Compare the quotes from different online vendors for the product’s price 3.800 1.078

Dimension 4 –Transaction Safety

Can check the progress of online order in the vendor’s website 4.381 0.825

Keep copies of all documents and electronic records in case there is a problem later 4.086 1.020

Personal information given when placing orders online is secure and not misused 3.981 0.920
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Table 4.  Descriptive Statistics of Consumer Shopping Experience Dimensions of Young Female 
Millennials Online Shoppers

Dimensions of Consumer Shopping Experience Mean Standard Deviation

Dimension 1 – Product Satisfaction

Received the correct product(s) ordered, as per specifications 4.276 0.714

Product(s) was of satisfactory quality 3.943 0.853

Product(s) was not damaged 3.924 1.053

Order Tracking facility is easy, convenient and effective 4.114 1.059

Dimension 2 – Accurate Delivery

Received timely delivery of product(s) ordered 4.190 0.867

The time of delivery was convenient 4.000 0.899

Neat and appropriate packing of goods that ensured minimal to no damages 4.219 1.000

Dimension 3 – Safe Payment

The payment mode is safe 4.410 0.874

The payment mode is convenient 4.190 0.878

No experience of any wrong billing / payment secured 3.933 1.137

Dimension 4 – Response for Grievances for faulty goods

Shopping websites provide proper consumer desk to address grievances 4.267 0.858

Obtained proper redressal under appropriate desk 3.724 1.114

Collection of faulty / damaged goods at convenient time 3.886 1.050

Obtained  corresponding credit for goods returned 3.705 1.082

The goods return policy is convenient 3.714 1.191

Table 5. Descriptive Statistics of Consumer Satisfaction Dimensions of Young Female 
Millennials Online Shoppers

Dimensions of Consumer Satisfaction Mean Standard Deviation

Online shopping is better preferred than Physical Retail Stores 3.638 0.972

Online shopping is Time Saving 4.219 0.734

Product prices are cheaper when purchased online 3.943 0.928

Comparison of prices is easier online 4.114 0.902

Online Shopping is more convenient than purchasing in a retail store 4.095 0.995

Figure 1. Structural Equation Model of Consumer Behaviour in Online Shopping
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Table 6. Variables in SEM Analysis

Variables Unstandardised 
Co-efficient

S.E Standardised  
Co-efficent

t value P value

Consumer Shopping 
Experience

<--- Website Safety 0.570 0.165 0.289 3.446 <0.001**

Consumer Shopping 
Experience

<--- Payment Safety 0.525 0.151 0.291 3.469 <0.001**

Consumer Shopping 
Experience

<--- Product Selection 0.678 0.228 0.217 2.971 0.003**

Consumer Shopping 
Experience

<--- Transaction Safety 0.654 0.285 0.174 2.293 0.022*

Customer Satisfaction <--- Consumer Shopping 
Experience

0.234 0.036 0.640 6.516 <0.001**

Note: 1. ** Indicates 1% significant level
  2. *   Indicates 5% significant level

All the variables; website safety, payment safety, product selection, transaction safety and 
consumer shopping experience are statistically significant as all their p-values are lesser than 0.01 
except  for Transaction Safety whose p-value is less than 0.05 .  The coefficients of all the variables 
are positive hence indicating a positive effect.

We can thus infer that Consumer Shopping Experience will increase by 0.570, 0.525, 0.678 
and 0.654 for every 1 unit increase in Website Safety, Payment Safety, Product Selection and 
Transaction Safety respectively. Also statistically significant inference from results indicate 
that Consumer Satisfaction is augmented by 0.234 for a unit increase in Consumer Shopping 
Experience as the p-value is less than 0.01

Based on Standardised coefficient, to ensure good Consumer Shopping Experience, the most 
important factor is Payment Safety (0.291), followed by Website Safety (0.289), and Product 
Selection (0.217).  The least important is Transaction Safety (0.174)

Test of Hypothesis 

 H0: The hypothesized model has a good fit.  This implies that exercise of Consumer Prudence 
to ensure website safety, product safety, payment safety and transaction safety has a 
positive effect on the Consumer’s Shopping Experience and a satisfactory Consumer 
Shopping Experience will result in Consumer Satisfaction.

H1: The hypothesized model does not have a good fit.

Table 7.  Model fit summary of Structural Equation Model

Indices Value Suggested value

Chi-square value 3.769 -

P value 0.288 > 0.05 ( Hair et al., 1998)

GFI 0.988 > 0.90 (Hu and Bentler, 1999) 

AGFI 0.918 > 0.90 ( Hair et al., 2006) 

CFI 0.998 > 0.90 (Daire et al., 2008) 

RMR 0.034 < 0.08 ( Hair et al., 2006)

RMSEA 0.050 < 0.08 ( Hair et al., 2006)
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Table 7 shows that the calculated values and that all the parameters are within the permissible 
limits.  Therefore, the null hypothesis, H0 is accepted and inferred that the hypothesized model 
has a good fit. 

Conclusion and Implications
Inferences in study were made from the analysis of data from respondent-millennials, most of 

them having an Annual Income between Rs. 5,00,000 to Rs. 10,00,000 with irregular frequencies 
in Online Shopping who are ‘technically independent’ to  handle the complete online purchase 
transaction themselves.  With regard to online shopping habits, it is observed that

 the most shopped commodity online was Apparels and Accessories and Mobile Phones 

 popular mode for payment is Cash On Delivery 

 fewer used electronic methods of payment 

The principle aim of developing and affirming a SEM is to gauge Consumer Satisfaction in 
Online Shopping. An empirical analysis was conducted using data collected from  young female 
millennials in Chennai city to examine the relationship among  three factors identified namely, 
Consumer Prudence, Consumer Shopping Experience and Consumer Satisfaction  It is concluded 
that the proposed model (Figure 1) satisfactorily describes Consumer Behaviour using the  three 
factors. Statistical results show a high level of reliability of the data used in analysis and also the 
proposed model.  

The four dimensions of Consumer Prudence- Website Safety, Payment Safety, Product 
Selection and Transaction Safety greatly impact Consumer Shopping Experience that will affect 
the level of Consumer Satisfaction. When a customer has a good shopping experience in a safe 
online shopping platform, he gets satisfaction.  To ensure good consumer shopping experience, 
consumers also need to exercise prudence to ensure safety – the most important areas being 
Payment Safety and  Website Safety.

 Many respondents had faced problems while shopping online, the most common being 
delay in delivery and cheap quality of product. These findings clearly throw light on areas in 
which e-tailers must be focusing on to devise strategies to provide good customer service when 
marketing to prospects online.  E-tailers need to develop online portals that provide safe platforms 
for a satisfactory online shopping experience for customers with efficient delivery systems and 
redressal mechanisms.  This will further boost consumer confidence in the system and boost 
online trade.

Limitations and Future Research
The study was confined to college-going young female millennials in Chennai city.  Further 

research to investigate the determinants of the Online Shopping Consumer Behaviour in other 
regions with different demographic backgrounds, incorporating more variables will facilitate 
better understanding of Consumer behavior.
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