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Abstract
The paper aims to study the impact of various factors influenc-
ing consumer household electronic product purchase intention 
on online platforms. Hundred and eighty-six filled responses 
were considered for the study with the help of a structured 
questionnaire. Much information was studied employing var-
ious regression techniques. The multiple regression analysis 
revealed that eWOM and Perceived Benefits positively and 
significantly impact consumer household electronic products 
purchase intention on online platforms. Among the predic-
tors, eWOM had the strongest effect on the purchase intention 
towards consumer household electronic products on online 
platforms. The study outcomes give vital insights regarding the 
impact of various factors influencing consumer household elec-
tronic product purchase intention on online platforms. Google 
forms were used and distributed to the invitees asking them to 
fill data voluntarily. All respondents were promised confidential-
ity for their personal information. Perceived Risks were adapted 
from 19, and three items of Perceived eWOM were modified 
and taken to suit the current. Three items of Perceived price 
were adapted from
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1 Introduction 
In recent years, India has experienced enormous 

growth in its digital economy, completely revolutioniz-
ing how people shop for their needs. India’s current ac-
tive online user is around 574 million, which has grown 
by 24% compared to 2019, and it is predicted to attain 
639 million by this year [1]. It is believed to witness a 
surge of digital India aided by the cheapest data plans 
globally, continuously increasing bandwidth availabili-
ty, affordable smart phones, and COVID-19 pandemic, 
which increase the digital consumer base. India’s retail 
industry is around $800 billion, while the ecommerce 
penetration is only 4%, giving headroom for growth. 
It is estimated that online retail shopping is estimated 
to increase to $100 billion by 2025, powered by contin-
uously increasing e-shoppers, which will reach 300 to 
350 million by 2025 [2]. Further, it is estimated to reach 
$170 billion by 2030 or 8% of the overall local shop by 
developing at 21% CAGR that will be much higher than 
the growth expected of traditional retailers. Further, the 
amount spent by an Indian online shopper in a year 
currently stands at Rs. 12,800 per shopper, which is ex-
pected to reach Rs. 25,138 by 2030 [3].

Further, the retail ecosystem in India has been 
aggressively combined with the comfort of being at 
home and getting preferred choices delivered at cus-
tomer’s doorstep, which is a result of the rising mil-
lennial population, which is tech-savvy, actively access 
the Internet and prefers to have a completely digitized 
virtual shopping experience. These millennials pre-
fer to spend their major disposable income on online 
shopping. They prefer to choose from a wide variety 
of options available, which are abundant on ecom-
merce platforms. Among various categories, apparel 
is the most digitally shopped category in India. How-
ever, electronic is not far behind and is the second 
most shopped category online. Hence, it is important 
to study the impact of determinants on the online 
shopping intention of consumers while shopping for 
electronic household products. In [4], the consumer 
is affected by website quality, and the convenience 
they experienced impacts their purchase intention. 
Satisfaction and loyalty lead to repurchase intention 
for consumers buying online [5]. Digital purchase 
purpose is greatly influenced by the observed security 
and authenticity of the website. Consumers predict the 
quality of online platforms by the quality of availabil-
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ity alternatives. This perceived quality is important in 
buying decisions [6]. The perceived price and quali-
ty are the most favorable factors for online shoppers, 
which provide them a reason to make online trans-
actions [7]. Repurchase of the electronic household 
on an e-commerce platform is related to the benefits 
consumer is having in terms of price and convenience 
[8]. Previous studies focused majorly on the website 
friendliness, price, convenience, customer loyalty, and 
satisfaction on the online purchase of electronic goods, 
but limited research has been conducted on factors 
that molds customers’ online purchase intention for 
electronic goods, values that motivate the customer to 
purchase online and risks that customer faces, which 
hinders an online transaction from being executed.

Hence, this study examines five potential factors 
that affect customers’ online buying purpose: observed 
quality, electronic word of mouth (eWOM), perceived 
benefits, perceived price, and perceived risk. This re-
search will help online retailing companies better un-
derstand their customers’ perceived values and risks, 
which will help them, create a smooth digital journey. 
It will help them build better strategies for the future 
to cater to their consumer’s needs in the ever-increas-
ing competitive market and continuously focus on 
reducing risks involved to earn customer’s trust and 
make them stick to their ecommerce platform.

2 Research objectives
To examine prospective antecedents of online 

household product purchase intention and determine 
which of these antecedents the key drivers that impact 
online purchase intention are.

3 Literature review

3.1 Buying purpose
According to [8], “a person’s deliberate strategy to 

create an attempt to buy a well-established product” 
is known as purchase intention [9], explains purchase 
intention as a mental state when a customer tends to 
take real-time decisions to purchase goods or services. 
A customer’s intention to buy any goods or services 
and the way they evaluate available options is a result 
of their trust & experience; the better the rate of pur-
chase intention, the higher the probability of customer 
conversion [10].

[11] Stated that customer’s perceptions of online 
shopping website quality, convenience, and satisfac-

tion positively affect their buying intentions. Other 
factors positively influence online purchase inten-
tions. Also, [5] suggested that a better understanding 
of variables that impact digital purchase intention will 
enhance marketing strategies made by businesses to 
target their audience effectively.

According to [12], for any organization to keep 
their existing customer’s repurchase intention alive, 
their products and services have to provide value 
and satisfaction. Further, a positive correlation exists 
between customer satisfaction & loyalty. However, a 
complex connection amid consumer fulfillment & 
their repurchasing intention prevails, which indi-
cates repurchase behavior is not a result of satisfac-
tion alone. The repurchase intent and loyalty indicate 
the strongest relationship among all. After analysis, 
the reported mixed results concluded three variables, 
and the repurchase intent is influenced by loyalty and 
satisfaction. It is also found that a positive correlation 
exists between consumer’s purchase decisions and loy-
alty towards a brand; hence, the correlation extends to 
purchase intention.

[12] Suggested the important ingredients of the 
website, which increase online consumer purchase in-
tention. They classified these attributes as - shopping, 
technology, navigation, and products available on the 
website. Also, they need to understand their customers 
for a better customization experience. Further adding 
[13] explained the design, privacy, security, and infor-
mation contents are the key metrics for a B2C website. 
They are affecting the online purchase intention, while 
security and privacy are with greatest impacts.

3.2 eWOM
eWOM is ‘‘any alternative a comment presented by 

future, current, or past consumers regarding a mer-
chandise that is accessible through the Internet to a 
large number of persons and organizations” [14]; as the 
Internet emerges, eWOM is an important tool for the 
marketers and as well as for the consumers. When a po-
tential customer is looking for a particular product on 
the online platform, they do not have a physical sense of 
the product. The pre-purchase selection is very useful 
for looking at the other customer’s view or recommen-
dation in choosing the right product. The Internet and 
technology have created an atmosphere where eWOM 
can create more trust in a particular product.

In [15], eWOM is highly reliable and has an au-
thentic flow of information. It is neutral and mostly 
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posted by real-time consumers willing to share their 
experience, making eWOM a key influencer for online 
shopping. Past studies indicate eWOM has a strong in-
fluence on the consumer buying behavior and satis-
faction with the products and services [16]. concludes 
that consumers consider online consumer reviews for 
a less known product to understand better and the 
risk associated with the product’s performance; after 
that, in the second stage, they check the integrity of the 
seller before paying for the product based on the re-
views. eWOM can be both negative as well as positive. 
[17] Finds out that the credibility for negative eWOM 
is more than positive eWOM. The negative one has 
more influence on trust. 

3.3 Perceived peril
Perceived peril is termed “the understanding of 

consumers over ambiguity and unpleasant outcomes 
of purchasing any goods or services.” [18] Define per-
ceived risk as circumstance or condition that may re-
sult in economic loss or loss of benefits that the cus-
tomer expected to gain from consuming any product 
or service [19], said differently that while making 
a transaction or payment, most customers hesitate 
in undertaking this action due to a lack of certain-
ty of their objectives being fulfilled. Though digital 
shopping is convenient and has many other bene-
ficial factors, research states that shopping through 
e-commerce or online channels can affect consumer 
risk perceived negatively and comment that digital 
purchase intention is affected by a perceived security 
risk. Moreover [20], suggests that the higher the per-
il observed by the customer, the lesser the probabili-
ty of a transaction being executed. When consumers 
purchase products digitally, they perceive higher risk 
in specific while using smart phones than retail stores 
[21]. Analyzing different risks perceived by custom-
ers and understanding their negative effects while 
making a digital transaction will enable businesses to 
understand consumer behavior in digital shopping 
better. Further, customers perceive another possibility 
of privacy risk resulting from their personal informa-
tion being shared or sold to other parties, which they 
have to provide while making digital purchases. As per 
[22], managing privacy is the capacity of customers to 
oversee command and optionally provide personal 
data or knowledge. The need for privacy policies will 
help eliminate consumers’ privacy concerns and make 
digital shopping more enjoyable and risk-free.

3.4 Perceived price
[23] Mentioned price is a concurred trade rate that 

would help in obtaining the possession of goods or 
services. Price value makes mention of the customer’s 
expectation regarding a product’s worth. Price is pos-
sibly the sum of money that a consumer has to give up 
to acquire a good or service [24]. When we talk about 
online purchases, goods with shipping and postage are 
part of pricing [25]. the perceived price value helps 
identify when a consumer is hesitating to make a pay-
ment. Perceived price is classified amongst the vital 
factors in decision-making. The majority of the con-
sumers evaluate the value of price and quality in pur-
chasing [26]. Consumers go through many available 
options of comparable products by examining their 
prices, thus depicting that prices pertain specifically 
to the option of brands. Perceived price turns out to be 
a lesser effectual amount when a consumer admits the 
quality of the product and is prepared to buy at a price 
being set. Much past research has shown a relationship 
regarding price value and purchase intentions, includ-
ing offline shopping, by portraying a confident rela-
tionship. Perceived price affects the buying decision 
of consumers in connection with technological goods. 
Be that as it may, shipping costs and handling charges 
may dissuade online consumers from purchasing. 
These might increase the price of the goods. The 
time-saving facet, suitability, and distinct functional 
facets of the online platform make it easier to compare 
the prices of similar goods. Thus, online purchasers 
are turning out to be better price-conscious [27].

3.5 Perceived quality
It is defined as the potential of a goods or service to 

satisfy customer requirements and desired expectations 
[28]. Hence, a product is mostly assessed or judged by 
its quality. The quality perceived is a prominent factor 
for consumer decision-making. At the same time, it is 
also used to compare available alternatives within a cat-
egory [6]. The esteem of the firm that makes the prod-
uct also impacts perceived quality. However, [10] com-
ment that the quality of a product perceived may not be 
its actual quality, i.e., it is the judgment of consumers 
of overall superiority of a service or an entity, though 
NQRC defined it in terms of key customer require-
ments provided by the product and whether promised 
requirements are delivered reliably.

The quality of the product is a prominent factor in 
shaping any brand image, resulting in consumer pref-
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erences for some brands [25]. The quality of a service 
or product is often judged on various informational 
cues by the consumers. These cues are both intrinsic 
and extrinsic to the products [10]. Defined intrinsic 
cues as those associated with physical characteristics 
of products, such as conformance, aesthetics, and reli-
ability. At the same time, extrinsic cues are associated 
externally with a product, such as brand image and 
price.

Higher the product quality, better the brand’s repu-
tation, which results in increasing customer purchase 
intention. While in instances of luxury goods, the 
country of origin of the item affects its perceived qual-
ity and, therefore, purchases intentions of its custom-
ers. The correlation between purchase intentions and 
product quality perceived was investigated for various 
products by many researchers. It investigated luxury 
products and concluded that the brands perceived 
quality directly impacts purchase intentions towards 
branded handbags of Chinese customers. Further, in 
sports shoes, customers’ purchase intention is highly 
influenced by perceived quality. Prior research also 
discovered that buying intentions of Indian customers 
towards fashion products are significantly impacted 
by perceived quality. Hence, customer purchase de-
cisions are highly correlated with the product’s per-
ceived quality, especially when customers lack infor-
mation about the product.

3.6 Perceived benefits
Perceived benefits result from beneficial outcomes 

experienced by an individual, and these are highly 
correlated to its behavior and actions [29]. While dis-
cussing the context of ecommerce, benefits are a part 
of customers’ gains, obtained through digital purchas-
es from a seller’s platform. Hence, the notion is that 
these benefits improve the satisfaction of the custom-
er and make a smooth purchase process; study shows 
that consumers prefer digital shopping due to several 
benefits received over traditional shopping in stores, 
such as the convenience of shopping whenever and 
wherever they wish to, cost and time-saving nature of 
digital purchases and the abundance of options at one’s 
fingertips [8]. suggests that digital shopping is free of 
space, environment, and time constraints, enabling 
consumers to enjoy a friendly and flexible shopping 
process. Digital shopping helps consumers economize 
their effort by easing finding trusted merchants and 
choosing their preferred goods. This convenience re-

lates to easier purchasing behavior. Digital shopping 
provides savings to customers due to reduced trans-
portation costs and time-efficient as one does not have 
to travel to physical stores [30]. Hence, perceived ben-
efits are highly correlated with the purchase intention 
of customers towards digital shopping. To, [8] repeat 
purchases on e-commerce platforms are correlated to 
the perceived benefits. Digital shopping offers to the 
welfare of customers who see own selves as introverts 
or civilly dismissed.

Further, the elimination of social interaction is 
another preferred digital shopping attribute. Here, 
social interaction reduction indicates products being 
purchased from e-commerce stores with zero interac-
tion with sales staff. In Taiwan-based research, digital 
shoppers are enabled to browse through and choose 
the merchandise without being interrupted or fol-
lowed around by sales staff. Hence, it eliminates social 
interaction with sales staff, which is not liked by many.

4 Research methodologies

4.1 Data collection
A digital self-modified questionnaire was utilized 

for data collection and further analysis to study the 
impacts of certain presumed perceptions that impact 
online household electronic product purchase inten-
tion. Google forms were used and distributed to the 
invitees asking them to fill data voluntarily. All re-
spondents were promised confidentiality for their per-
sonal information.

The Online Questionnaire was bifurcated into two 
parts. First, the personal information of the respon-
dents (Name, Gender, Age, Income Group) along with 
two questions for better understanding of their online 
activity were gathered (How much time do you spend 
daily on online activities?& Do you read consumer 
reviews while purchasing household electric prod-
ucts online?). The second part, questions, i.e., items 
of constructs, was asked to be measured on a Likert 
scale of five points, i.e., (1) “Strongly disagrees” and (5) 
“Strongly agree.”

The sampling method was utilized. The form was 
floated & distributed to 250 participants, which fulfills 
the minimum sample size required for multivariate 
analysis, i.e., 10 times the sum of all items in instru-
ments. Here, 17 items * 10 equals to 170 [31]. Howev-
er, the number of responses gathered was 186, deduct-
ing missing values and unfilled data form.
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4.2 Measures
Items were adapted and modified according to 

the objectives of the study using different constructs. 
The constructs of all factors were measured in an on-
line-based survey questionnaire. Three items were 
included in each of the constructs, and two items of 
Purchase intention were adapted from [32]. Items 
for Perceived Benefits were modified and taken. Per-
ceived Risks were adapted from 19, and three items of 
Perceived eWOM were modified and taken to suit the 
current. Three items of Perceived price were adapted 
from [32].

4.3 Demographic data
The first part of the questionnaire gathered per-

sonal information. In terms of division of gender in 
percentage, 46.24% of respondents were Females & 
53.76% Males; thereby, depicting a balanced ratio of 
both gender’s participation is shown in Table 1. Re-
spondents mostly were millennials ranging in 20-25 
years of age with 31.72% of total respondents and 25-
30 years with 27.95% of total respondents followed by 
17.2% respondents of age less than 20 years, 11.83% 
were of age 30-40 years and lastly 11.29% of more 
than 40 years in age. Also, 32.79% of respondents 
were dependents, i.e., either students or currently un-
employed, followed by 25.8% having annual income 
in the range of Rs. 5-12 lakhs, 20.96% with an annual 
income of more than Rs. 12 lakhs and 20.43% with an 
income of less than Rs. 5 lakhs annually, depicting an 
equity number of respondents from all income groups, 
which is beneficial for the study without any one of the 
groups dominating the data, the result can be derived 
by generalization.

Table 1
Demographic structure of the sample

Characteristics Numbers 
(n=186)

Percentage

Gender Male 100 53.76%
Women 86 46.24%

Age < 20 32 17.2 %
20-25 59 31.72%
25-30 52 27.95%
30-40 22 11.83%
> 40 21 11.29%

Income Dependent 61 32.79%
Less than 5 lakhs 38 20.43%
5-12 Lakhs annually 48 25.8%
More than 12 Lakhs 39 20.96%

However, two questions depicting further insights 
about Internet usage were also asked, i.e., “How much 
time do you spend daily on online activities” & “Do 
you read consumer reviews before purchasing House-
hold Electric Products.” Here, 33.87% of total re-
spondents expressed spending less than 1 hour daily, 
25.80% said they spend 2-4 hours, 22.04% spent 1-2 
hours, and 18.27% spent more than four hours. When 
asked whether respondents read other consumer’s re-
views before purchasing, 69.89% agreed by opting for 
a “Yes,” and 30.11% opted for “No.” 

5 Data analysis 

5.1 Descriptive statistics and reliability anal-
ysis

The final score of all the variables is based on the 
mean of individual scores. Out of all the variables, 
eWOM had the largest mean score (Mean=3.88, 
SD=1.2342). For Reliability Analysis, the value of 
Cronbach’s alpha was considered. All the variables had 
 Cronbach’s alpha value greater than the suggested val-
ue of 0.7. Cronbach’s alpha value is .902 for Perceived 
eWOM, .860 for Perceived Benefits, .894 for Perceived 
Risks, 0.726 for Perceived Price, 0.703 Perceived Quali-
ty, and .853 for Purchase Intention is shown in Table 2. 

Table 2
Results of reliability analysis and descriptive statistics

Variables (α) Mean SD
  eWOM (α=.902) 3.88 1.2342
Perceived Benefits (α=.860) 3.85 1.1289
Perceived Risks (α=.894) 3.83 1.2108
Perceived Price (α=.726) 3.73 1.0361
Perceived quality (α=.703) 3.84 1.0542
Purchase Intention (α=.853) 4.02 1.1532

Note: SD = Standard deviation; α = Cronbach’s alpha

5.2 Multiple regressions
In the multiple regression analysis, the indepen-

dent variables explained 47.1% of the variance in the 
dependent variable, i.e., Purchase Intention. Two vari-
ables made a positive and significant contribution. 
These were eWOM (β=0.481 and p<0.05) and Per-
ceived Benefits (β=0.325 and p<0.05). Perceived Risks 
(β=0.069 and p>0.05) and Perceived Quality (β=0.004 
and p>0.05) had a positive and insignificant impact on 
the Purchase Intention. In contrast, Perceived Price 
(β=-0.057 and p>0.05) had a negative and insignifi-
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cant impact on the dependent variable. eWOM with 
β=0.481 has maximum impact on Purchase Intention 
given in Table 3.
Table 3
Results of multiple regressions

Variables Multiple Regressions
B (Unstan-
dardized)

β (Stan-
dardized)

T Sig. (p)

eWOM .305 .481 7.327 .000*
Perceived Benefits .234 .325 4.415 .000*
 Perceived Risks .045 .069 1.197 .232*
Perceived Price -.049 -.057 -.842 .397*
Perceived Quality .003 .004 .059 .954*

Note: *p<0.05 and Dependent Variable- “Purchase Intention”

6 Conclusions
The current research conclusions show that online 

purchase intention is highly correlated with electron-
ic word of mouth. It can influence online buying pur-
poses, either positively or negatively, depending on the 
reviews available on these platforms. Present research 
discovered that electronic word of mouth has a higher 
influence because of the absence of feel and touch of the 
product that customers habitually use with tradition-
al shopping. Further, the sales staff is not available on 
ecommerce platforms to guide customers or help them 
choose the best from available options. Hence, other 
tech-savvy users comment on their personal experi-
ences with products and guide other digital customers. 
We found that online reviews are read by more than 
69.90% of consumers before purchasing on ecommerce 
platforms from the data we collected. Hence, it becomes 
important for businesses to have a significant number 
of positive reviews from their existing customers to 
earn the trust of new customers. With only a few posi-
tive reviews, customers feel that these were commented 
by the product/service selling company only, and there 
are not many users who prefer to buy this product from 
them. While there are many positive reviews available, 
customers feel happy to buy the product online. They 
believe they will receive the expected benefits promised 
by-product as other users did. On the other side, only 
a few bad reviews can hinder the purchase of products 
online. It creates a doubt in customer’s minds whether 
or not they will enjoy the expected benefits promised 
by the product.

Further, data analysis data suggest that purchase 
intention of online electronic products is significant-
ly dependent on perceived benefits. Online shopping 

has many perceived benefits. Customers feel that it is 
more convenient to sit at home, browse through the 
abundance of options available and get the products 
delivered to their doorsteps. The study suggests that 
online shopping economizes their time and transpor-
tation costs. Shopping tasks can be completed quickly 
online compared to traditional shopping, and it also 
increases their productivity.

This study also analyzed many risks perceived by 
customers, which stop them from doing online shop-
ping of electronic products. Customers feel that there 
are threats associated with online buying. The prod-
uct delivered may not be usable or of inferior quali-
ty and does not deliver the promised value. Further, 
they think that there is a risk of being a victim of an 
online fraudulent case. However, still, most customers 
feel perceived benefits are higher in value than the risk 
involved in online shopping. Hence, they will contin-
ue to prefer online shopping of electronic household 
products and recommend others. The effect of two 
other perceived prices and perceived quality on online 
purchase intention. It suggests that price is an import-
ant factor in buying electronic goods online as vari-
ous price discounts induce purchase. Further, product 
quality is also important for customers, as they believe 
electronic goods available online are of acceptable 
quality. The research found that these two variables 
are less significant than others because it is ingrained 
in customer’s subconscious that basic or minimum an 
ecommerce platform can provide is the best possible 
price in the market, while quality being also reliable, 
which is because of competitive ecommerce industry 
where customers have options to compare the product 
prices and also the return policies offered by sellers to 
diminish the observed risk of the customer.

From the above findings, the study suggests that 
businesses must work hard to ensure that most of their 
customers give online reviews after using a product 
purchased, which can be done by rewarding the cus-
tomers for giving reviews. In recent years, ecommerce 
has picked up digital coupons and reward points as 
major sales promotions to induce customers to buy 
their products. Hence, businesses can reward their 
customers with digital coupons or points for sharing 
their experience with products bought on their e-com-
merce platform, which will be mutually beneficial for 
both the customers and ecommerce businesses. At the 
same time, businesses need to manage their negative 
reviews as well. These do not negatively impact oth-
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er customers, which can be managed by responding 
promptly to negative reviews, admitting the mistake, 
and correcting the inaccuracy quickly.

7 Limitations & recommendations 
for future research

While this research gives significant insights on 
factors that affect online purchase intention while 
buying electronic products from ecommerce, though 
limitations can be discussed in prospective studies, the 
present research is dependent on a specimen size of 
186 respondents. The data was collected only from the 
western region of India. Hence, future studies can fo-
cus on a more representative audience while increas-
ing the specimen dimension as well. Secondly, present 
research focused solely on the electronic goods cate-
gory. Future research can consider other categories to 
study effects on consumer purchase intention. More-
over, this research has focused on a restricted amount 
of autonomous variables that can be broadened to un-
derstand online consumer behavior more holistically.
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