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Abstract

Customer satisfaction has been identified as an important phenomenon in relation to online shopping. The
investigation of what cause customer satisfaction has become paramount for online businesses. Therefore, the
purpose of this study was to identify the determinants of customer satisfaction in an online context. In this study,
the authors proposed a conceptual model of customer satisfaction in the online context by identifying the key
factors proposed by previous studies, and hypotheses were developed accordingly. The hypotheses were tested
through multiple regression analysis, based on a sample of 150 online customers. The study found that customer
service, website design and security perception were significantly associated with online customer satisfaction.

Keywords: Customer satisfaction, E- satisfaction, Online shopping, Sri Lanka
1. Introduction

The technological advancements and the Internet have resulted in proliferation of online shopping activities. This
provides many opportunities for businesses to create and retain the relationships and interactions with the
customers (Pappas, Pateli, Giannakos, & Chrissikopoulos, 2014). Online shopping or electronic retailing has
captured the attention of many retailers since it has been established as an alternative channel in combination
with traditional offline retail channels (Rowley, cited in Harn, Khatibi, & Ismail, 2006).

Even though the online mechanisms may provide easy to use and efficient methods of shopping (Momtaz, Islam,
Ariffin, & Karim, 2011), the customers may not opt for them if those mechanisms do not meet their expectations.
Customers usually have a particular level of expectation in relation to a product or service. When expectations
match with the performance, it is said that customers are satisfied, whereas the customers are dissatisfied when
expectations are lower than the performance (Swan & Combs, 1976). In general, a highly satisfied customer
stays loyal to the company for a longer period of time (Williams & Naumann, 2011). They tend to purchase more
when the company introduces new products, spread positive word of mouth about the company and its products,
offer new ideas to the company, provide less attention towards competing brands and less sensitive to the price
(Kotler & Keller, 2012). When the customer is satisfied with a particular online or offline store, there is a high
tendency that he or she will shop again from that store.

Alternatively, customer dissatisfaction signals about the fact that service encountered was not matched with the
expectations (Churchill, Jr, & Surprenant, 1982). Customer dissatisfaction will lead to loss of customer loyalty,
which in turn results in discontinuity of subsequent transactions and repeat purchases by that customer (Moriuchi
& Takahashi, 2016). Further, it has been identified that customer dissatisfaction arises as a result of service
failure or feeling of service unfulfillment. Customer dissatisfaction has been identified as a significant predictor
of customers’ switching behavior (Bougie, Pieters, & Zeelenberg, 2003)

When considering the above scenario, it is apparent that customer satisfaction is a very important factor which
would determine the attraction of customers to an organization and its products and services. Further, it is
apparent that customer satisfaction is important for retention of those customers with the organization in the long
run. The concept of customer satisfaction and the resultant customer retention are critical for both online and
offline businesses. Accordingly, the organizations would be interested in knowing the factors which can enhance
the customer satisfaction.
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Thus, past researchers have looked at a variety of factors which would increase customer satisfaction.
Accordingly, a research study conducted in Greek online shopping context has identified product information
quality, user interface quality, service information quality, purchasing process convenience, security perception
and product attractiveness as the significant determinants of customer satisfaction (Maditinos & Theodoridis,
2010). Another study done by Trong, Khanh, and Gim (2014) has found website design, merchandise attributes,
transaction capability, security/privacy, payment, delivery, customer service as the significant predictors of
online customer satisfaction. Additionally, a recent study conducted by Tandon, Kiran, & Sah (2017) has
revealed website functionality and perceived usefulness as factors leading to customer satisfaction in an online
shopping environment.

However, analysis of previous research indicated that the findings are inconsistent. For instance, Chen, Ling,
Ying, and Meng (2012) found that website design is the most powerful independent variable which influences
customer satisfaction in online shopping environment. In contrary to this study, Ranjbarian, Fathi, and Rezaei
(2012) have identified that there is no significant association between website design and customer satisfaction.
Further, Maditinos and Theodoridis (2010) identified that product information quality is highly related to the
overall customer satisfaction. As oppose to this result, Evanschitzky, Iyer, Hesse, and Ahlert (2004) found that
product information quality is not a significant determinant of online customer satisfaction.

The above discussion indicated that the findings related to customer satisfaction are not consistent and also, there
are contradictory findings. Thus, it is apparent that there is no agreement among researchers about the significant
factors influencing customer satisfaction. Therefore, the purpose of this study is to fill this research gap by
identifying the significant factors affecting customer satisfaction in online context.

2. Theoretical Background and Conceptual Model
2.1 Customer Satisfaction

Customer satisfaction is identified as one of the most examined constructs in marketing literature. This plays a
major role in competitive environment because of its ability to retain the existing customers and to introduce new
customers. (Tandon et al., 2017). Kotler and Keller (2012, p.128) identified satisfaction as “a person’s feeling of
pleasure or disappointment which occurs as a result of the comparison between product or service performance
and expectation”. Another view point was provided by Oliver (2015, p.8), where he defined customer
satisfaction as the “consumer’s fulfillment response. It is a judgment related to a product/service feature, or the
product or service has actually provided (or is providing) a pleasurable level of consumption-related fulfillment”.
Giese and Cote (2000) stated that customer satisfaction encompasses three basic components: a response
(emotional or cognitive) pertaining to a particular focus (expectations, product, consumption experience, etc.)
determined at a particular time (after consumption, after choice, based on accumulated experience, etc.).

However, in this research, customer satisfaction construct is mainly identified as the satisfaction of the customer
in relation to his/her previous purchasing experience in online shopping. According to Flavian, Guinaliu, and
Gurrea (2006) user satisfaction depends on the fulfillment of customer expectations. Therefore, it is important to
undertake detailed analysis on the requirements of web site user.

2.2 Factors Affecting Online Customer Satisfaction

In order to achieve the objective of this study, first, the researchers had to determine the specific determinants of
online customer satisfaction. This was not an easy task since different researchers had examined the area of
online customer satisfaction differently, and of course using different constructs. Therefore, the researchers had
to adopt an acceptable method for identifying the determinants of online customer satisfaction which can be used
to develop a justifiable conceptual model. Consequently, the researchers went through thirty-one previous
research articles which had examined online customer satisfaction. This extensive literature review enabled the
researchers to uncover forty-five different determinants of online customer satisfaction, as identified in below
Table 1.
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Table 1. Summary of determinants of online customer satisfaction

No.

Determinant

Literature citation

Citation count (n =31)

Frequency

Percentage

01

02

03

04

05

06

07

08

09

15
16

Website design

Security

Customer service

Product Information
Quality

Purchasing process

convenience

Delivery

Response

Payment

Merchandising

Price

Privacy

Fulfillment/reliability

Transaction capability

Product Offerings

Trust
System Quality

Perceived usability

Szymanski and Hise (2000); Cho and Park (2001); Evanschitzky et al., (2004);
Kim(2005) ; Kim and Stoel (2004); H. Lin (2007);  Anand (2007); Liu, He,
Gao, and Xie, (2008); Kim, Jin, and Swinney (2009) ;Chang and Chen (2009) ;
Alam and Yasin (2010), Maditinos and Theordoridis (2010); Al-Kasasbeh,
Dasgupta, and Al-Faouri, (2011); Eid (2011); Gelard and Negahdari (2011);
Chen et al. (2012); Guo, Ling, and Liu (2012) ; Dharmesti and Nugroho (2012);
Ranjbarian et al. (2012); Trong et al.(2014); Ting, Ariff, Zakuan, Sulaiman, &
Saman (2016); Tandon et al.(2017)

Szymanski and Hise (2000); Evanschitzky et al., (2004); Kim(2005);
Schaupp and Belanger (2005); H. Lin (2007); Anand (2007); Liu et al. (2008);
Zeng, Hu, Chen, and Yang (2009); Kim et.al.(2009) ; Chang and Chen (2009);
Maditinos and Theordoridis (2010); Eid (2011); Gelard and Negahdari (2011);
Guo et al. (2012); Dharmesti and Nugroho (2012) ; Ranjbarian et al. (2012) ;
Trong et al.(2014) ; Thilakarathne and Abeysekara (2016)

Cho and Park (2001); Kim (2005); Anand (2007); Yang and Tsai (2007); Liu
et al. (2008); Zeng et al. (2009); Gelard and Negahdari (2011) ; C. Lin, Wu,
and Chang (2011); Ranjbarian et al. (2012) ; Guo et al. (2012); Silva and
Abeysekara (2012); Trong et al.(2014); Dharmesti and Nugroho (2012); Bellaj
(2013); Thilakarathne and Abeysekara (2016); Ting et al. (2016)

Szymanski and Hise (2000);Cho and Park (2001); Evanschitzky et al.,
(2004); Kim (2005); H. Lin (2007); Liu et al.(2008); Maditinos and
Theordoridis (2010); Eid (2011) ; C. Lin et al. (2011) Gelard and Negahdari
(2011); Chen et al. (2012); Polites, Williams, Karahanna and Seligman (2012);
Guo et al. (2012) ; Dharmesti and Nugroho (2012); Khan, Liang, and Shahzad
(2015)

Szymanski and Hise (2000); Cho and Park (2001) ; Evanschitzky et al.,
(2004) ; Kim (2005) ; Schaupp and Belanger (2005) ; Anand
(2007) ;Maditinos and Theordoridis (2010); Gelard and Negahdari (2011);
Ranjbarian et al. (2012); Silva and Abeysekara (2012); Khan et al. (2015);
Thilakarathne and Abeysekara (2016)

Cho and Park (2001); Kim (2005); Schaupp and Belanger (2005); Liu et al.
(2008); Alam and Yasin (2010); C. Lin et al. (2011); Chen et al.(2012); Guo et
al.(2012); Dharmesti and Nugroho (2012) ; Trong et al. (2014)

Kim and Stoel (2004); H. Lin (2007); Yang and Tsai (2007); Liu et al.
(2008); Kim et al. (2009); Dharmesti and Nugroho (2012; Ting et al. (2016)
Cho and Park (2001); Kim (2005); Liu et al. (2008); Guo et al. (2012);
Dharmesti and Nugroho (2012); Chen et al. (2012), Trong et al. (2014)

Cho and Park (2001); Schaupp and Belanger (2005); Anand (2007); Liu et al.
(2008) ; Ranjbarian et al. (2012) ; Trong et al. (2014)

Cho and Park (2001); Kim (2005); C. Lin et al. (2011); Chen et al. (2012);
Khan et al. (2015) ; Thilakarathne and Abeysekara (2016)
Schaupp and Belanger (2005) ; Yang and Tsai (2007);
et al. (2012); Ting et al. (2016)

Yang and Tsai (2007); Kim et al. (2009); Zeng et al. (2009); Alam and Yasin
(2010); Ting et al. (2016)

Kim and Stoel (2004); Liu et al. (2008); Dharmesti and Nugroho (2012); Trong
et. al. (2014) ;

Szymanski and Hise (2000);Evanschitzky et al.
(2009);Gelard and Negahdari (2011)

Kim and Stoel (2004); H. Lin (2007) ; Polites et al. (2012); Chen et al.(2012)
C. Lin et al. (2011); Polites et al. (2012);

Bellaj (2013)

Schaupp and Belanger (2005); Polites et al. (2012) ; Tandon et al. (2017)

Eid (2011); Chen

(2004); Zeng et al.

22

~

76%

62%

55%

52%

41%

34%

24%

24%

21%

21%

17%

17%

14%

14%

14%
10%

10%
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23
24
25
26
27
28

29
30
31
32
33
34
35
36
37
38
39
40
41
4
43
44
45

Product quality
Product variety

Ease of use

Product attractiveness
Service  information
quality

Efficiency

Perceived usefulness
Navigation
Personalization
Company

Additional
information services
Interactivity

Empathy

Perceived value

User participation
Product customization
System Availability
Compensation

Time

Return policy

Web content quality
Promotional aspect
Technological aspect
Information fit to task
Entertainment
Product risk

Delivery risk
Financial risk

Schaupp and Belanger (2005); C. Lin et al. (2011); Guo et al. (2012)

Alam and Yasin (2010); Dharmesti and Nugroho (2012); Guo et al. (2012)
Cho and Park (2001) ; Zeng et al. (2009)

Kim (2005); Maditinos and Theordoridis (2010)

Maditinos and Theordoridis (2010); Trong et. al. (2014)

Yang and Tsai (2007); Ting et al. (2016)
Tandon et al. (2017)

Al-Kasasbeh et al. (2011)

Al-Kasasbeh et al. (2011)

Gelard and Negahdari (2011)

Cho and Park (2001)

H. Lin (2007)

H. Lin (2007)

Polites et al. (2012)
Maditinos and Theordoridis (2010)
Schaupp and Belanger (2005)
Yang and Tsai (2007)

Yang and Tsai (2007)

Alam and Yasin (2010)

Khan et al. (2015)

Bellaaj (2013)

Silva and Abeysekara (2012)
Silva and Abeysekara (2012)
Kim and Stoel (2004)

Kim and Stoel (2004)

Khan et al. (2015)

Khan et al. (2015)

Khan et al. (2015)

10%
10%
7%
7%
7%

N NN W W

7%
3%
3%
3%
3%
3%

—_ = = = =N

3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
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2.3 Conceptual Model

For the purpose of this research, the researchers decided to select the most cited five determinants to develop the
conceptual framework. Those five determinants have been used by more than 40% of the previous researchers,
indicating the importance attributed to these determinants. Hence, the researchers can justify the selection of
those five determinants for this study amongst the forty-five determinants identified in Table 1. The five
determinants of online customer satisfaction chosen for the study were: Website design, Security perception,
Customer service, Product information quality, and Purchasing process convenience. Based on the above
justification the conceptual model (shown in Figure 1) depicting the relationships between five determinants and
online customer satisfaction was developed.

Website Design

Security Perception

Customer Service Online Customer

Satisfaction

Product Information

\

Quality

Purchasing Process
Convenience

Figure 1. Conceptual model
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2.4 Development of Hypotheses
2.4.1 Product Information Quality and Online Customer Satisfaction

Product information quality refers to whether an online website provides sufficient, up to date, understandable
and consistent information about its products (Maditinos & Theordoridis, 2010). Park and Kim (2003) have
identified that product information quality becomes crucial for customers when searching and purchasing
products. The product information provided through an online store reduces the cost of information search and
information processing (Park & Kim, 2003). In general, information quality includes the characteristics of
accuracy, timeliness, usefulness and completeness (Guo et al., 2012)

Many authors have empirically tested the relationship between product information quality and online customer
satisfaction (Szymanski & Hise, 2000; Cho & Park, 2001; Kim, 2005; Lin, 2007; Liu et al., 2008; Maditinos &
Theordoridis, 2010; Eid, 2011; C. Lin et al., 2011 Gelard & Negahdari, 2011; Polites et al., 2012; Guo et al.,
2012; Dharmesti & Nugroho, 2012; Evanschitzky et al., 2014; Khan et al., 2015).

Liu et al. (2008) and Maditinos and Theordoridis (2010) have identified product information quality as a strong
predictor of online customer satisfaction. According to Liu et al. (2008), detailed product information need to be
provided since the products are intangible in the online context. Therefore, customers highly rely on the
information presented in the website during the information search and alternative evaluation stage. The quality
information presented by the website assists customers in comparing products, making informed purchase
decisions and enhancing transaction security (Liu & Arnett, 2000; Park & Kim, 2003; Lin, 2007). Khan et al.
(2015) have also identified a positive association between product information quality and online customer
satisfaction. Also, they have stated that the quality information shared by the website has a strong impact on
customers since it helps consumers to overcome their fears, and then develop more favourable opinion towards
the online store. Another study presented by Eid, 2011, identified that when the website provides accurate and
reliable information, it will help to enhance customers’ satisfaction and trust towards online website.
Consequently, the following hypothesis is proposed.

H;: There is a positive effect of product information quality on online customer satisfaction
2.4.2 Website Design and Online Customer Satisfaction

Web site design describes the appeal that user interface design presents to customers (Kim & Lee, 2002).
According to Szymanski and Hise (2000) the ambience associated with the website and how it functions play a
significant role in determining whether customers are satisfied with the website or not. The existing literature
have further argued that user friendly design is an important factor which ensures success of the website (Chen et
al., 2012). Shopping is perceived to be more pleasurable and satisfying by the customers when the website is fast,
unclutter and easy to navigate (Pastrick, 1997; Szymanski & Hise, 2000). According to Dharmesti and Nugroho
(2012) good website design requires neat screen appearance, clear information path and quick information
loading which will make online shopping more enjoyable to the customers and may affect customer satisfaction.
It was further identified that, various website design factors such as navigation and graphic design have an effect
on service quality which in turn affects online customer satisfaction (Kim, 2009).

The effect of website design on customer satisfaction has been studied extensively. Kim (2005) (as cited in
Maditinos & Theordoridis, 2010) found that the website design is a significant determinant of online customer
satisfaction. Liu et al., (2008) have also identified a positive relationship between website design and online
satisfaction and their findings are consistent with the findings of Szymanski and Hise (2000); Chang and Chen
(2009) and Eid (2011). The study of Liu et al. (2008) further indicates that putting much effort on website design
is important since the customers’ first impression on website is derived through page design, layout and colour
match. Also a well-designed website helps to attract the customers and increase the possibility of purchase by
improving the satisfaction level of customers. Al- Kasabeh et al. (2011), Gelard and Negahdari (2011) and
Evanschitzky et al. (2014) have also empirically tested this effect and identified the website design as a strong
predictor of customer satisfaction. Consequently, the following hypothesis is proposed.

H,: There is a positive effect of website design on online customer satisfaction
2.4.3 Purchasing Process Convenience and Online Customer Satisfaction

This construct highlights the easiness and convenience associated when purchasing a product via an online
shopping site. It is vital for an online store to offer a simplified, easy, and quick purchasing process for the
customer (Maditinos & Theordoridis, 2010). Their study has revealed that when the process is more convenient
for the customers, higher the satisfaction level they have towards the online store.
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This relationship has been further confirmed by the studies done by Szymanski and Hise (2000); Cho and Park
(2001); Kim (2005); Schaupp and Belanger (2005); Anand (2007); Maditinos and Theordoridis (2010); Gelard
and Negahdari (2011); Silva and Abeysekara (2012); Evanschitzky et al. (2014); and Khan et al. (2015). In Sri
Lankan context also Silva and Abeysekara (2012) have found out that the convenience that customers experience
during their Internet banking activities have strong, positive influence on customer satisfaction. Consequently,
the following hypothesis is proposed.

Hj;: There is a positive effect of purchasing process convenience on online customer satisfaction
2.4.4 Security Perception and Online Customer Satisfaction

Security refers to safety, personal information management and payment security (Maditinos & Theordoridis,
2010). It is identified as one of the important factors considered by online customers. Therefore, the online
retailers need to give special attention to create a safe online shopping environment (Liu et al, 2008). Security
credential provided by the online store, privacy policy and trust are several parameters of online security
(Maditinos & Theordoridis, 2010). According to Park and Kim (2003), before revealing their personal data and
purchasing from an online store customers expect detailed information on how their personal and transaction
data are secured.

The lack of perceived security is identified as one of the major reasons why the potential customers resist to shop
online. Mainly, due to the risk involved in transmitting sensitive information such as credit card information,
customers are reluctant to engage with online shopping activities. Customers who provide this information
believe that their security can be compromised due to online activities. Therefore, much concern is given on the
security of their transactions (Chang & Chen, 2009). When the e—retailers incorporate more security features to
their website it results in high level of customer satisfaction (Maditinos & Theordoridis, 2010).

Several studies have attempted to investigate the effect of security perception on customer satisfaction and
majority of researchers have established that there is a significant and positive association exist between security
perception and online customer satisfaction (Szymanski & Hise,2000; Kim,2005; Schaupp & Belanger ,2005;
H. Lin ,2007; Anand,2007; Liu et al.,2008;Kim et.al.,2009; Chang & Chen 2009 ; Maditinos &
Theordoridis,2010; Gelard & Negahdari 2011; Guo et al.,2012; Dharmesti & Nugroho,2012 ; Ranjbarian,2012 ;
Trong et al., 2014; Evanschitzky et al.,2014). A study done in the Sri Lankan context has also found that there is
a signifincant and positive effect of security on customer satisfaction (Thilakarathne & Abeysekara, 2015).
Consequently, the following hypothesis is proposed.

Hy: There is a positive effect of security perception on online customer satisfaction
2.4.5 Customer Service and Online Customer Satisfaction

In general, customer service can be identified as willingness of personnel to help in solving problems and
provide prompt responses to enquiries (Chang & Chen, 2009). Several researches have been undertaken to
examine the effect of customer service on customer satisfaction. For instance, Ranjbarian et al. (2012); Trong et
al. (2014); Guo et al. (2012); Dharmesti and Nugroho (2012) have tested customer service as one of the
determinants of online customer satisfaction and revealed that customer service has a significant and positive
influence on online customer satisfaction. In Sri Lanka also, customer service was tested by Thilakarathne and
Abeysekara (2015) using the variable “customer care” and Silva and Abeysekara (2012) using the variable “bank
staff assistance”. Their findings also indicated that a positive relationship exists between customer service and
customer satisfaction.

According to Liu et al. (2008) customer service play a significant role in online customer satisfaction. Prompt
responses need to be provided in order to address customer concerns and inquiries. The customer representatives
should be able to assist the customer in solving problems as soon as they occur. This is important because the
ignorance of customer inquiries may cause customer dissatisfaction. The customers seem to be highly satisfied
when quality of customer service is high (Dharmesti & Nugroho, 2012). Since the customer may need additional
information or services from the organization, it is important to provide a method of contacting the customers to
make complaints or ask information relevant to products or online store. Thilakarathne and Abeysekara (2016)
have stated that customer service is a hygiene factor which affect customer satisfaction. Therefore, the absence
of quality customer service can have adverse impact on customer satisfaction. Consequently, the following
hypothesis is proposed.

Hj;: There is a positive effect of customer service on online customer satisfaction
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3. Research Method
3.1 Sample

The sample procedure used was convenient sampling since it is the best way to collect information quickly and
efficiently (Momtaz et al., 2011). The study sample comprised of 230 MBA students of University of Sri
Jayewardenepura. This sample was selected for the study due to several reasons. Firstly, students are among the
most active online buyers. And they were considered to be suitable sample for online shopping research due to
their online and actual purchasing experiences, technological advances and innovativeness (Yoo & Donthu,
2001). Secondly, online consumers are recognized as younger and highly educated than conventional consumers,
making students more related to the online consumer population (McKnight, Choudhury, & Kacmar, 2002).
Finally, they have the opportunity to use the Internet for communication and commercial transactions (Walczuch
& Lundgren, 2004)

3.2 Data Collection

Data collection of the study was done by personally distributing the questionnaires to the MBA students who
were present in the classes. Consequently, 178 responses could be collected in two attempts spanning two weeks.
Evaluation of the questionnaires revealed that there were 21 respondents who lacked any online purchasing
experience. Due to the nature of the research, those responses had to be eliminated. Further, there were 7
incomplete responses and they too were eliminated from further analysis. Consequently, the researchers were left
with a total of 150 questionnaires for analysis of this study.

3.3 Instrument Development

The questionnaire consisted of two sections. The first section covered demographic information of respondents
such as gender, age, income, online shopping experience and frequency of online shopping activities. The second
section included the measurements to measure the six constructs identified in the conceptual model. In order to
measure the constructs, pretested items were adopted from previous literature. The questionnaire was developed
using multiple item method and each item was measured based on a five-point Likert scale ranging from
“strongly disagree” to “strongly agree” (refer appendix for questionnaire). Table 2 illustrates the adaptation of
measurements from different researchers.

Table 1. Adoption of Questionnaire Measurements

Construct Adapted from
Website design Park and Kim (2003); Lee and Lin (2005) ;Liu et al. (2008); Maditinos and Theodoridis (2010)
Security perception Park and Kim (2003); Liu et al. (2008); Maditinos and Theodoridis (2010)
Customer service Liu et al. (2008); Chang et al. (2009); Wang, Tang, & Tang, (2001); Jaing and Rosebloom (2015)
Product information quality Cho and Park (2001); Park and Kim (2003); Kim (2005); Liu et al. (2008); Maditinos and Theodoridis
(2010)
Purchasing process Park and Kim (2003);Kim (2005); Maditinos and Theodoridis (2010)
convenience
Customer satisfaction Liu et al. (2008); Casalo, Flavian, and Guinaliu, (2008); Tandon et al. (2017)

3.4 Respondents’ Profile

As presented in Table 3, analysis of respondents’ demographic characteristics indicated a higher percentage of
female respondents (65.1%) compared to male respondents (34.9%). Also, majority of the respondents (62%)
were from the age group of 18 — 30 years, indicating the consistence of younger respondents in the sample. In
terms of highest education qualifications, 95 respondents (63.3%) had undergraduate degrees whereas 42
respondents (28%) had postgraduate degrees. Besides that, a large number of respondents (42%) earn more the
Rs. 100,000 as the monthly income, which is fairly above the average salary of employees in Sri Lanka.
Seventy-seven respondents (51.3%) have shopped online less than 5 times during the last year, indicating that
their frequency of online shopping is somewhat lower.
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Table 2. Demographic profile of sample

Measures Items Frequency Valid %

Gender Male 52 349
Female 97 65.1
Missing 1

Age 18-30 93 62.0
31-45 56 373
Above 45 1 0.7

Highest Education Qualification Diploma 1 0.7
Professional Qualification 12 8.0
Undergraduate Degree 95 63.3
Postgraduate degree 42 28.0

Monthly Income Less than Rs.50, 000 37 253
Rs.50, 000 — Rs.100, 000 47 322
More than Rs.100,000 62 42.5
Missing 4

Frequency of online shopping during last year ~ Less than 5 times 77 51.3
5-20 times 54 36.0
More than 20 times 19 12.7

4. Data Analysis and Findings

The initial tests were performed in order to test multivariate assumptions. Normality was tested using Skewness
and Kurtosis tests. Results indicated that all the values lie between -2 and +2 satisfying normal distribution of
data set (George & Mallery, 2016). Linearity was tested using scatter plot which depicted that linear relationship
exist between each of independent variable and dependent variable. Homoscedasticity was also found to be
satisfied based on the residual plot (Hair, Black, Babin, & Anderson, 2014). Finally, multicollinearity was tested
using correlation matrix which generated correlation coefficients below 0.9. This indicated that there is no
considerable level of multicollinearity among variables in the study (Saunders, Lewis, & Thornhill, 2009). Since
all the multivariate assumptions were satisfied analysis, the researchers could proceed with inferential statistics.

4.1 Validity and Reliability

Validity focuses on identifying, extent to which the research concept is correctly represented by the measures
(Hair et al., 2014). This was tested using content validity and construct validity. Content validity is “assessment
of the correspondence of the variables to be included in a summated scale and its conceptual definition” (Hair et
al., 2014, pp.123). Constructs used for this study were developed based on established literature (Table 2). Also,
the indicators of the independent and dependent variables were operationalized based on existing literature. Thus,
this process ensured a higher level of content validity.

Construct validity was measured by utilizing convergent validity and discriminant validity. In order to suggest
adequate convergent validity, average variance extracted (AVE) should be equal or greater than 0.5 (Hair et al.,
2014). As per Table 4, AVE of all constructs lies above 0.5 indicating convergent validity of them. In order to
determine discriminant validity, square root of AVE of each construct was compared to the squared correlations
of other constructs. From Table 5, it is evident that square root of AVE value (bold values shown along the
diagonal) of each construct is greater than the squared correlations of this construct to any other construct. Hence,
the discriminant validity is established (Hair et al., 2014).

Reliability is “an assessment of the degree of consistency between multiple measurements of a variable” (Hair et

al., 2014, pp123). The Cronbach’s alpha was used to measure reliability of the measures. As per Hair et al. (2014)
the value of Cronbach’s alpha coefficient of 0.7 was taken as the threshold level in order to ensure the stability

and consistency of the instruments. According to Table 4, the Cronbach’s alpha value of all six constructs were

above 0.7. Hence, the reliability of the construct is established.
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Table 3. Summary of convergent validity and reliability results

Construct No. ofItems AVE  Cronbach’s Alpha
Product information quality 5 0.666 0.871
Website deign 6 0.657 0.894
Purchasing process convenience 3 0.750 0.833
Security perception 4 0.767 0.899
Customer service 5 0.654 0.864
Customer satisfaction 6 0.746 0.930

Table 4. Discriminant validity results

PIQ WD PP SP CS CSat

Product information quality 0.666

Website deign 0.396  0.657

Purchasing process convenience  0.410  0.555  0.750

Security perception 0.183 0206 0.295 0.767

Customer service 0.334 0.289 0367 0.211 0.654
Customer satisfaction 0343 0373 0349 0271 0.520 0.746

4.2 Hypothesis Testing

Multiple regression analysis was performed to examine the effect of five constructs on online customer
satisfaction and thereby test the five hypotheses. This method is considered as an appropriate method when the
research problem includes a single dependent variable which is related with two or more independent variables
(Hair et al., 2014). The results of this analysis are presented in Table 6 and Table 7.

Table 5. Model Summary

Adjusted .
Model R R Squared Std. Error of the Estimate
R Squared
1 786" 618 .605 48874

a. Predictors: (Constant), Customer service, Security Perception, Website Design, Product Information Quality, Purchasing process

convenience

b. Dependent Variable: Customer satisfaction

Table 6. Regression results

Unstandardized Coefficients  Standardized Coefficients t Sig. Hypothesis result

B Std. Error Beta
(Constant) 0.194 0.233 0.831 0.408
Product information quality 0.122 0.076 0.116 1.591 0.114  H;:Not supported
Website deign 0.239 0.084 0.232 2.861 0.005 H,:Supported
Security perception 0.157 0.059 0.168 2.675 0.008 Hj;:Supported
Purchasing process convenience -0.034 0.087 -0.034 0.389 0.698 Ha: Not supported
Customer service 0.472 0.069 0.473 6.832  0.000 Hs:Supported

Dependent Variable: Customer satisfaction.

Table 6 indicates the adjusted R squared (Coefficient of Determination) of the research model. The analysis
reported adjusted R squared value of 0. 605 which describes 60.5% of the variation of the dependent variable
(Online customer satisfaction) is explained by the five independent variables (product information quality,
website design, purchasing process convenience, security perception and customer service) used in this study.

As shown in Table 7, regression coefficients for Website design, Security perception and Customer service are
positive and significant (p<0.05). This indicates that each of these three variables has a positive and significant
effect on online customer satisfaction. Therefore, hypotheses H2, H4 and HS are accepted. However, it is
apparent that Product information quality and Purchasing process convenience have no significant effect on
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online customer satisfaction. Consequently, hypotheses H1 and H3 are rejected.

Besides that, multiple regression results (Table 7) show that customer service has the highest impact (B = 0.473)
on online customer satisfaction, followed by website design (f = 0.232) and security perception (B = 0.168). This
illustrates that customer service is the most important construct influencing the online customer satisfaction
amongst the constructs considered in this study. Finally, both Product information quality and Purchasing
process convenience have less practical significance to the assessment of online customer satisfaction.

5. Discussion

In this study authors examined five literature based online customer satisfaction determinants in order to identify
their effect on customer satisfaction in online shopping context. Findings of the study are consistent with
previous findings to a greater extent.

Results of the study revealed that online customer satisfaction is positively and significantly influenced by
customer service. This finding is consistent with the previous findings of Ranjbarian et al. (2012); Liu et al.
(2008); Zeng et al. (2009); and Trong et al. (2014). According to the findings, there is a significant relationship
between website design and online customer satisfaction. Similar results have been reported by Szymanski and
Hise (2000); Cho and Park (2001); Part and Kim (2003); Liu et al (2010); Maditinos and Theordoridis (2010);
Ting et al. (2016). Therefore, it is apparent that the findings of this study is consistent with previous findings.

Results of the study indicate that there is a positive and significant relationship between security perception and
online customer satisfaction. These findings are consistent with the previous findings of Szymanski & Hise
(2000); Park and Kim (2003); Eid (2011); Ranjbarian et al. (2012); and Evanschitzky et al. (2014). In addition,
results concluded that other two variables used in this study (product information quality and purchasing process
convenience) do not have significant effect on online customer satisfaction. Thus, results revealed that there is no
significant relationship between product information quality and customer satisfaction. This finding is consistent
with the previous findings of Evanschitzky et al., (2004). They have also revealed that there is no significant
association between product information and e-satisfaction. Further, authors found that the relationship between
purchasing process convenience and online customer satisfaction is not significant. However, it is apparent that
this finding is not inconsistent with the previous studies done by Liu et al. (2008) and Trong et al. (2014).

This study has both theoretical and practical implications. Consequently, the study has implications for
researchers, academics and online retailers.

5.1 Theoretical Implications

This study contributes to the theory by presenting a theoretical framework which supports to determine
antecedents of online customer satisfaction and the effect of each variable on customer satisfaction. The
significant relationships found in the study strengthen the existing knowledge related to online customer
satisfaction. The findings may be more relevant to a developing country perspective where there is lesser number
of online transactions performed by customers compared to developed countries. The findings help us to further
our understanding in relation to the under-researched area of online customer satisfaction, especially in the Sri
Lankan context. The study also contributed by validating five constructs (Website design, Security perspective,
Customer service, Product information quality and Purchasing process convenience) used in this study, which
were derived from previous conceptual frameworks studied in the literature. Finally, this study can induce future
research because of the growing importance of online transactions, especially in developing nations.

5.2 Practical Implications

Also, the study will provide insights for managers, as well as for online retailers in several aspects. Due to high
competition existing in the online context, businesses need to pay greater attention on customer satisfaction to
attract and retain customers. The study helps the online retailer to identify the specific factors leading to the
satisfaction of online customers. Further, they can identify the specific indicators of each factor, enabling them to
focus on those areas to achieve greater customer satisfaction. This may even increase the preference of
customers for online transactions, which is vital from online retailers’ perspective. Thus, as found in this study,
online retailers need to focus on Website design, Security perspective, and Customer service to increase
customer satisfaction, helping them to retain those customers with them in the long run.

According to this study, customer service is the most critical factor that should be addressed by online retailers.
Firstly, readiness and willingness of customer support staff of the retailer to address customer issues and provide
prompt responses will be important to satisfy the customers. Lack of adequate customer support and delays in
responses will result in dissatisfaction among customers. Secondly, the availability of multiple channels to
contact can result in increased satisfaction since different customers usually prefer different contact options.
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Finally, availability of tracking of delivery has also been identified as an important area to be addressed by the
online retailers. Thus, the online retailers need to pay proper attention to those areas and address them
appropriately to increase customer satisfaction, which in turn will lead to increased sales.

The study suggests that online retailer need to pay a greater attention for website design. Firstly, there is a
necessity to focus on the convenience of the usage of the website. When users find that a website is not user
friendly and not convenient to use, they tend to leave it quickly. Secondly, it is necessary to build websites that
are attractive and have good layout. Consequently, the colour combinations used, how the content is presented
and arranged in the website matter a lot for the online retailer to attract customers and induce them for
transactions. Finally, the website should provide a simple and easy method of completing transactions.

Security perspective is another important area that should be addressed by online retailers to increase customer
satisfaction. The study provides evidence to the fact that customers are concerned about protecting their personal
information. Therefore, the online store should have adequate security features to protect privacy of customers.
The retailer may use detailed privacy statements to convince the customer about security and protection of
privacy. Further, there is a necessity to build customer trust towards the website. Availability of contact
information, reviews of satisfied customers, certification from trusted third parties etc. all can help to develop
trust among customers, leading to increased satisfaction and better sales for the retailer.

6. Conclusion

The objective of this study was to identify the determinants of online customer satisfaction. In order to achieve
this objective, first, a comprehensive literature review was performed. A total of sixty research papers were
reviewed during this process. Research papers were carefully selected to ensure the validity and reliability of
them. The researchers focused on the research papers which were published in well recognized scientific journals.
Amongst the research papers studied, thirty one research papers were related to the determinants of online
customer satisfaction. Thus, the thirty one research papers were used in the process of identifying the
determinants used in different studies.

This process helped the researchers to explore forty five determinants with different frequencies of usage. After
evaluating the forty five determinants, most commonly cited five determinants, with the highest frequencies
were selected to develop the conceptual model. Those five determinants included: Website design, Security
perception, Customer service, Product Information Quality, and Purchasing Process Convenience. The
conceptual model was developed depicting the relationship between each of the determinant identified and
online customer satisfaction. Based on the conceptual model, the researchers suggested five hypotheses for this
study.

Data were analyzed using Statistical package for social sciences (SPSS) and multiple regression analysis was
used to test the hypotheses developed. Analysis revealed that Customer service, Website design, and Security
perspective have significant effects on online customer satisfaction. Consequently, three hypotheses were
accepted and the balance two hypotheses were rejected. Amongst the factors, Customer service was identified as
the most important factor followed by website design and Security perspective.

7. Limitations and Future Research Directions

Even though the researchers identified forty-five factors affecting customer satisfaction, the conceptual model
was developed using only five factors. Therefore, there are other factors affecting customer satisfaction, which
were not examined in this study. Future research can focus on incorporating more factors, leading to better
prediction of online customer satisfaction.

The researchers focused only on the direct relationships between identified factors and online customer
satisfaction. However, there can be mediating and moderating effects on these relationships. Therefore, future
research can focus on such mediating and moderating effects.

This study did not focus on a specific category of product and also no control was used to distinguish between
tangible and intangible products. Since the effects of identified factors can change on the type of product
purchased, future research can address this issue as well.
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Appendix

Questionnaire

This questionnaire has been developed to collect data for a research we are pursuing. The main objective of this
research is to determine the factors affecting satisfaction of online customers. Please read all the statements
given below carefully and give your true opinion as it is vital for the success of our research study. All the
information collected through this survey will be used only for the purpose of this research. Therefore, we assure
you that the information provided by you will be treated with the utmost confidence.

Section I — Respondent Profile (Basic information)
Please tick (\/) the most appropriate number.

1. Gender

[[] Male [[] Female

2. Age

[ 1830 [] 31-45 [] Above4s

3. Highest Educational Qualification
Diploma
Professional Qualification (CA, CIMA, ACCA, CMA, CIM, SLIM etc.)
Undergraduate Degree
Postgraduate degree
|:| Any other (Please specify: ..........covviiiiiiiiiiii )
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4. Monthly Income
|:| Less than Rs.50, 000 |:| Rs.50, 000 — Rs.100, 000 |:| More than Rs. 100,000

5.Have you ever had online shopping?
Yes |:| No

6. Frequency of online shopping experience during the last year
Never [] 5-20 times
[[] Lessthan 5 times [] More than 20 times

If the answer to above question number 5 is “Yes”, please move to Section II.
If the answer to above question number 5 is “No”, please do not attempt Section II.

Section II — (Online shopping related opinion)
Please evaluate your opinion regarding each of the following statement in the scale from “Strongly Disagree” to
“Strongly Agree” by placing a tick (\) in the most appropriate cage, based on your last online shopping

experience.

The scale to be used in providing the responses is as follows.
1 — Strongly disagree 2 — Disagree 3 — Neutral 4 — Agree 5 — Strongly agree

Statement 1 2 3 4

Product Information Quality

Product information provided by the website is up-to-date

Product information provided by the website is sufficient

Product information provided by the website is easy to understand

Product information provided by the website is consistent

Product information provided by the website is relevant

Website design

The website is convenient to search

The website is convenient to order

The website is easy to navigate

The layout of the website is good

The website uses good color combinations

It is quick and easy to complete a transaction at this website

Purchasing Process

The website has arranged products in a convenient manner

It is easy to manage the shopping basket of this website

The website provides sufficient purchase directions
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Security perception

My private information is managed securely in the website

I feel secure giving credit card information at this website

The website has adequate security features

I feel I can trust this website

Customer service

Customer service personnel of the website are always willing to help

The website answers customer inquiries promptly

The website is ready and willing to respond to customer needs

The website offers different form of contact channels (FAQ, email, Tel etc.)

I can always enquire online about the delivery of my order

Customer Satisfaction

I am satisfied with the way this website has carried out transactions

I am satisfied with the service I have received from this website

I recommend this website to other people

I am satisfied with my most recent decision to purchase from this website

I have truly enjoyed purchasing from this website

I am satisfied with the after-sales service provided by the website
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