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BiR E-TICARET PLATFORMUNDA MUSTERI MEMNUNIYETINI
ETKIiLEYEN FAKTORLER: iIRAN'DA BULUNAN DIGIKALA'NIN VAKA
ANALIZI

OZET

Kiiresellesme caginda, E-ticaret, yasami basit ve herkes i¢in yenilik¢i hale getiren
biiyiik bir devrimdir. Online aligveriste, miisteriler yliksek kalitede iirlin ve hizmet
almayi talep etmektedirler. Bulunduklar1 web-sitenin tatmin edici olmadigi seklinde
bir algilar1 olusursa, bir baska siteye kolayca erisebilmektedirler. Dolayisiyla, e-
ticaretteki miisteri memnuniyeti, musterilerin {riinleri bizzat gordiigii fiziksel
pazardan farklidir. Diger iilkelerde oldugu gibi, online alisveris iran'da da kademeli
olarak daha popiiler hale gelmektedir ve endiistrideki e-perakendeciler arasindaki
rekabet giderek siddetini artirmaktadir. Dolayisiyla, bu ¢alismanin amaci, fran'm en
biiyiik B2C (isletmeden miisteriye) e-ticaret platformlarindan birisi olan Digikala
firmasinda miisteri memnuniyetini etkileyen anahtar faktorleri arastirmak olarak
belirlenmistir. Bu nedenle web-sitesi tasarimi unsurlarina, bilgi kalitesine, websitesi
kullanilabilirligine, siparisin yerin getirilme kalitesine, glivenlige ve gizlilige vurgu
yapilmistir ve ayn1 zamanda usuliine uygun olarak arastirma modelinin bir pargasi
olarak alt1 hipotez olusturulmustur. E-posta araciliiyla alicilara gonderilenkendi
kendine yonetilen anketlere dayali olarak nitel arastirma yontemi kullanilmistir.
Veriler, aylik en az dort kez online aligveris gerceklestiren 416 alicidan toplanmastir.
Elde edilen veriler SPS 18.0 ve AMOS yazilimlarindaki Coklu Regresyon yontemi ile
analiz edilmistir. Elde edilen bulgular, belirtilen tiim faktorler ve miisteri memnuniyeti
arasinda pozitif ve 6nemli bir iliski oldugunu ortaya cikarmistir. Bu alti 6nemli
faktorden, giivenlik ve gizlilik diger faktorlere gore daha giiglii bir etkiye sahip
olmustur. Sonuglara bagl olarak, degerlendirme, yonetimsel ¢ikarimlar, oneriler ve
kisitlar ele almmustir. Kendi miisterilerinin  memnuniyet seviyesini nasil
iyilestirecekleri konusunda e-perakendeciler ve e-ticaret hizmet tasarimcilart bu
caligmanin bulgularindan faydalanabilirler ve sonu¢ olarak miisterilerinin ihtiyag,
istek ve beklentilerine dayali daha 1yi bir anlayisa sahip olarak rekabet avantaji elde
edebilirler.

Anahtar Kelimeler: Online Ticaret, Miisteri Memnuniyeti, E-ticaret
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FACTORS INFLUENCING CUSTOMER SATISFACTION LEVEL IN AN E-
COMMERCE PLATFORM: A CASE STUDY ANALYSIS OF DIGIKALA IN
IRAN

ABSTRACT

In the era of globalization, E-commerce is a great revolution, which has made life
simple and innovative for everyone. In online shopping, customers demand to receive
high quality products and services. If they perceive that the current website is
unsatisfactory, they move away to another one easily. So customer satisfaction in e-
commerce is different from physical market where customers have access to see
products. Like other countries, online shopping has gradually become more popular in
Iran and competition among e-retailors becomes continuously fierce in this industry.
Thus, the purpose of this study was to investigate the key factors that affect the level
of customer satisfaction in Digikala Company, which is one of the biggest Iranian B2C
e-commerce platforms. For this reason, emphasis took place on the elements of
website design, information quality, website usability, order fulfillment quality,
security and privacy and also trust. Based on these factors, six hypotheses of the study
were developed as part of the research model. Conducted research method was
quantitative research, based on a self-administered questionnaire that was sent by
email to the respondents. The data was collected from 416 respondents, who had done
online shopping at least four times monthly. Acquired data were analyzed with
Multiple Regression in SPSS 18.0 and AMOS software. The findings revealed that
there was a positive significant relationship between all mentioned factors and
customer satisfaction. Out of these six significant factors, security and privacy played
a stronger influence than other ones. Based on the results, conclusion, managerial
implications, suggestions and limitations were discussed. E-retailors and e-commerce
service designers can utilize findings of this study to know about how to improve
satisfaction level of their customers and as a result gain competitive advantage based
on a better understanding of their customers’ needs, wants and expectations.

Keywords: Online Shopping, Customer Satisfaction, E-commerce
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1. INTRODUCTION

1.1. Background of the Study

By the emergence and presence of Information and Communication Technology (ICT)
in the late 1970s, there were enormous changes and evolution in twentieth century’s
technology and these changes will continue in the future. Web 2.0 that was developed
in 1999 enabled people to collaborate and share information online. The growth of the
Internet and its advantages boosted this growth in 1990s that Canavan et al. (2007)
stated that through the formation of Internet new methods of communication and as a
result new types of business transaction has been emerged. One of these changes is
called Electronic Commerce “E-Commerce” that has transformed the traditional
shopping market into a new and modern market place, which is more efficient.
Korkmaz (2002) believed that emergence of e-commerce has caused the needs and
wants of economic interdependency among different countries all over the world.
Therefore Internet usage is considered not only as a networking channel, but also as

means of marketing and transaction.

Since e-commerce has come into play in the business world - thanks to the Internet’s
World Wide Web (WWW) - the nature and efficiency of world trade have changed
and improved. This means that it caused revolution in its methods, practices and also
achievements in speed and economization in the best possible way that resulted in
changing customers’ shopping and buying behavior. As Chen (2005) cited,
“Consumers learn how to take advantage and maximize their own benefits in the new

business section and the consumer behavior shaped”. Online shopping and buying has

1



become as part of many people’s fast-paced lives where day to day they face shortage
of time in doing their works and search for their wanted products and services in e-

stores.

There are so many reasons that have caused the development of e-commerce, including
information technology advances, policies of market liberalization, existence of
cheaper Internet access and many free applications for building e-commerce websites,
24-hour and 365 days availability of different products and services that increases
purchase rate, easy access to all related information and possibility of comparing prices
in so many different e-stores simultaneously with no geographical distance, shopping
without having any anxiety, time and space limits, presence of Electronic Banking (E-
Banking) for supporting its payment process resulting in significant reduction of
transaction costs and duration, having various benefits for shoppers, etc. So almost all
the businesses have discovered importance, advantages and effectiveness of e-
commerce in the ways of communication between parties that e-commerce is
considered as one of the industries that is growing and spreading out around the World

rapidly.

Globally Internet usage has increased incredibly over the past few decades. According
to Internet World Stats” (IWS) reports there are about 3.8 billion (March 2017) Internet
users worldwide. Ho and Wu (1999) believed that each Internet user can be considered
as a potential customer to companies in e-commerce. Figure 1.1 presents how time has

affected the level of e-commerce activity and expanded its measure.
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Figure 1.1: Level of E-commerce Activity over Time (Source: OECD 2000C)

So in this fast-moving global growth of e-commerce if businesses want to compete
with each other properly and gain competitive advantage, they must use e-commerce
to interact with customers. In this highly competitive market not only they exploit its
benefits, but also face certain challenges. The market comprises of so many different
people with culture diversity that have various viewpoints concerning all aspects. On
the other hand, this high competition is because of increase in customers’ demands
and needs, so there is a need to provide useful and interesting information about the
determinants that affect them. One of them is maintaining and developing customer
satisfaction because it is an important task for the long-term growth of a business.
Having the best financial performance and gaining a high profit are the first and the

most important goals of each company and this is the result of satisfied consumers.

In light of the issues raised above, this research was an attempt to, first, explore main
factors that influence customer satisfaction in Iranian B2C e-commerce platform;
second, determine their relationship and the influencing extents. Conducting studies
like the current one can be a great help for businesses to have a better and more

effective business methodology and gain competitive advantage in Iran. It means



results of the studies like the present one may help e-commerce service providers and
e-retailors to do their best and improve customer satisfaction to retain their customers,

attract new ones and as a result expand their businesses.

1.2. Statement of the Problem

The main role of e-commerce in the economic growth of any nation is significant and
widely accepted. As it is obvious, in this highly competitive market, the number of e-
stores has been increasing all over the World, so the competition among firms grows
rapidly and profit margins get lower accordingly. Thus in order to create and sustain
competitive advantage, companies must look for new methods of differentiating their

services.

According to the below Figure 1.2, since 1996 till 2008 the pace of e-commerce
growth was between 12 to 25 percent. After that because of the recession, this growth
slowed measurably for one year. But again from 2013, e-commerce has started to

expand again by an estimated 12% annually.

B2C Revenues (billions USD)
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Figure 1.2: The Growth of E-commerce (Source: Pearson Education 2014)



This increased competition is the result of customers’ varied demands and needs. For
this reason it is necessary to be informative about the factors, which have influence on
them. Besides, in recent years the importance of customer satisfaction and the role of
managers in directing their own businesses both inside and outside of the organizations

have been recognized.

Over the past few decades, Iran as one of the developing countries has experienced
noteworthy increase in Internet usage among Middle East countries. According to
Statista statistics in Figure 1.3, among the selected countries of Middle East, Iran had
56.7 million Internet users till the end of March 2017. Saudi Arabia and Iraq with
number of users 20.81 and 14 placed second and third respectively. As it’s clear, there

is a significant difference among them.

56.7

Figure 1.3: Number of Internet Users in the Middle East as of March 2017, by Country (in Millions).
(Source: Statista 2017)

Moreover, IWS’s reports show that Internet penetration rate in Iran from the year 2000
till the end of the year 2016 increased about 64.7% (3.8% in 2000, 68.5% in 2016).
This shows that in the last two decades Internet usage has experienced a rapid growth

in Iran. And this has led to development of Internet into a comprehensive global



marketplace for buying, selling and exchanging goods and services. According to
Iranian Deputy Minister Mr. Azari Jahromi (2017), total number of Iranian e-
commerce websites was about 24,000 till the end of June 2017 that in compare to the

year 2014, it increased about 11,000 (Abedinpour 2017).

The above-mentioned statistics proves the success of e-commerce in Iran and its
gained outstanding status since its adoption. Despite many challenges facing e-
commerce in Iran, the number of e-retailers and rate of adoption is increasing. The
reasons of this impressive rising in the number of e-commerce websites and online
shopping are because of existing wide range of products and services to choose from
and price comparison in the most convenient way. On the other hand, identifying
factors influencing customer satisfaction in an e-commerce platform and conducting
appropriate approaches to employ them are considered as important dimensions in
improving services provided by B2C organizations. The explosive expansion of online
shopping in Iran highlights the noteworthiness of working on customer satisfaction
topic, which is considered as a key factor in designing e-stores. Gronroos (1991) found
that in the evaluation cycle of usage, shopping, service or product consumption,
customer satisfaction plays a crucial role and is a useful tool for inferring customers’

responses and ideas in the long-term.

The customers who do online shopping expect too much from the of e-commerce
websites regarding all aspects. In the case that those expectations are not met, they will

click away and look for substitute websites.

Therefore, understanding the underlying determinants of online customer satisfaction
including customers’ decision-making behavior, defining their requirements and
effective parameters for having satisfactory service can remarkably help e-stores’

managers and e-commerce service providers to upgrade their presented service,



modify operational strategies and design satisfying e-commerce platforms in order to

satisfy consumers’ needs, wants and expectations more and in a better way.

The existing literature mainly is focused on customers’ behavioral, decision-making
influencers and purchase intentions in an e-commerce setting and mostly done in
cross-border online shopping. Meanwhile, online shopping format in European
countries and United States is to some extent different from Iran. Regarding the
importance of customer satisfaction in Iranian e-commerce platforms, unfortunately
few scholars have concentrated on domestic online shopping and very little attention
has been paid. Thus the number of related studies that had been done is few and there
is little information concerning these factors that are most predominant in increasing

customer satisfaction in Iran. So there is a lack of research in this area.

Based on the above-mentioned arguments, in this study we stepped beyond
consumers’ behavioral factors and tried to shed more light on the factors, which affect
satisfaction level of customers in an Iranian B2C e-commerce platform and are

important for them when deciding to shop online.

1.3. Significance of the Study

The significance of the study can be described as the following points:

1. The primary objective of this research is to discover the main factors that affect
the level of customer satisfaction in an Iranian B2C e-commerce platform and
investigate their relationship in order to establish a structure by which the
hypotheses can be checked and evaluated for their relationship.

2. It determines factors driving the success of e-commerce in Iran.



3. It may provide some recommendations for Iranian e-stores’ managers or
owners for understanding customers’ perceptions and improving their
satisfaction in order to expand their businesses and gain competitive advantage.

4. Findings of the study might encourage relevant Iranian authorities to think
seriously about the increase of overall customer satisfaction in e-commerce
platform.

5. Whereas majority of the studies in the literature were carried out in customer
trust, it was implemented in investigating factors affecting customer
satisfaction.

6. Hopefully it will lead to more researches in the area of customer satisfaction in

an environment of B2C e-commerce platform in Iran.

1.4. Purpose of the Study

This study aims at investigating and identifying the effect of factors on customer
satisfaction and also exploring their relationships and the influencing extent in one of
Iranian e-commerce platforms. To meet this end, the researcher chose Digikala
Company because it is one of the most famous e-commerce websites in Iran. Through
utilizing a questionnaire as an assessment instrument, data were collected from
customers of Digikala Company and then were analyzed to finalize the results. This
study’s findings will help the Iranian e-retailors to understand predominant factors that
affect online customer satisfaction in e-commerce. And also some points for

improving customer satisfaction are recommended in order to expand their businesses.



1.5. Research Questions

According to the above-mentioned problem, this research tries to answer the following

main questions:

Q1. What are the main factors that influence customers’ satisfaction level in

Iranian B2C e-commerce platforms?

Q2. What is the relationship between these factors and customer satisfaction and

also what is their influencing extent?

1.6. Thesis Outline

This thesis is divided into six chapters:

Chapter 1: This chapter explains the background of the study including the
overall overview of customers’ satisfaction toward online shopping, followed
by statement of the problem giving a focus of the study. Later significance of
the study, research objectives and research questions are described.

Chapter 2: In the first step, all important concepts of the study regarding
various definitions of key terms such as e-commerce, customer satisfaction and
their related issues are brought out for discussion, like underlying unique
attributes of e-commerce, its challenges and also factors that influence
customer satisfaction. Later, previous literature including a number of theories
and studies of different researchers that were conducted, analyzed and
discussed in this field are reviewed.

Chapter 3: Conceptual model of the study and related proposed hypotheses are

provided in this chapter.



Chapter 4: This chapter aims to propose the research methodology of the study
that was used to meet the aims and objectives of this thesis including research
design, procedures, study sample, survey instrument, data collection and
statistical techniques.

Chapter 5: Relating to data analysis, the data findings and results that were
obtained from a survey questionnaire and later were analyzed by using
necessary statistical methods and tools are presented.

Chapter 6: This chapter summarizes the research findings and thereby
providing answers to research questions. Interpretation of the obtained data and
discussion of the related outcomes from other studies regarding this research
area are presented. And finally, managerial implications, possible suggestions

from findings in this field and research limitations are provided.
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2. LITERATURE REVIEW

2.1. Introduction

It is important to review related previous studies and develop a theoretical background
for the research in order to shed light upon the theoretical and practical framework of
this study and understand similar fields thoroughly. Thus the first section, theoretical
studies, presents background information about a number of issues of concern,
including e-commerce definition and its classification, e-commerce information
management, unique attributes of e-commerce and some various definitions of
customer satisfaction. The second section, empirical past studies, presents a survey of

some previous studies that are related to the current study.

Identifying the factors that have effect on customer satisfaction increase in an e-
commerce context is considered as an essential step since it defines the success of
business. The review of related literature that is presented in next section, suggests that
each study is specific to itself in terms of influence on customer satisfaction. The
reason is that each researcher chose and studied the topic based on its best suitability
for each circumstance; thus results of every study are varied according to their time
and location. In summary, there is no definite factor used for measuring satisfaction,

which will finally lead to continuous purchase.
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2.2. Theoretical Studies

2.2.1. Definition of Key Terms and Related Issues

In order to simplify the reading and full understanding of the present study, there are
some definitions of the terms and description of related issues in the following that are

used throughout the study:

2.1.1.1. E-commerce

E-commerce causes the organizations to change their methods in performing their
activities. According to Swatman (1996), “In 1970’s e-commerce with its three quite
separate methods including business document exchange, logistics management and
global networking has emerged in order to make changes in infrastructure and

techniques and provide the new and updated ones™.

Both academic and industry sources have supported enormous growth and popularity
of e-commerce and also added some points to the historical view of it. Like Zwass
(1996) that pointed out that WWW is used in contemporary modern e-commerce
where as in traditional one, Electronic Data Interchange (EDI) over proprietary value-
added networks was used. And The Economist (1997) mentioned that Internet as a
digital network connects about 60 million of people in the worldwide that time and

place makes no difference.

E-commerce is defined as conducting commercial, governmental and personal
activities with the help of electronic mediums and telecommunications networks that
comprises a wide variety of activities involving searching and sharing information,
data or value-based exchanges between two or more parties. Commercial activities are

considered as buying and selling products and services and also doing banking
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transactions through the Internet that maintains customer relationship without face-to-

face meeting.

Many researchers (Clarke 1999; Hoffman & Novak 1998; Poon 1998; Riggins & Rhee
1998; Swatman 1996; Wigand 1997; Zwass 1996) described e-commerce in various
aspects (as cited in Chan 1999). Barsauskas et al. (2008) defined it as in order to make
all phases of business process easy; from the first level of goods production till the end

level of their sale and delivery, electronic networks is used.

Many researchers define e-commerce in some different ways. Some of them see it in
terms of Internet applications including intranet, extranet, website and email. And
some consider it as integration of business processes and Internet technologies like
interactions with consumers, manufacturers and suppliers. Although there is no
general agreement on a single definition of e-commerce, there is a consensus about its
main components including the following: Website, email, intranet, extranet, Local

Area Network (LAN) and Wireless Area Network (WAN).

According to Organization for Economic Co-operation and Development (OECD), e-
commerce is narrowly defined as online purchasing and selling products or services
via computer networks but payment process and product delivery can be carried out
off or online. But in broadly defined format of e-commerce, customers can order and
receive their orders through any online device that is used to make automated
transactions like telephone, Electronic Data Interchange (EDI), Internet applications.
So the only difference between these two definitions is that in narrower one telephone,

e-mail, or facsimile are not used (OECD 1999a; 2000a; 2000b).

Lynch et al. (2001) found that in general businesses must accomplish three critical
steps in an e-commerce setting in order to be successful and get profits from their
online selling activities. The first one is attracting potential customers to visit and see
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their e-stores. The next is converting them to do their first shopping. And the last one
Is ensuring that they will come back again and make more online shopping in the near

future.

In summary the main advantage of e-commerce over traditional shopping is the

convenience of shopping from anywhere, anytime.

2.1.1.2. Classification of E-commerce

E-commerce can be classified into nine categories, from which four of them are the
main ones: B2B (Business-to-Business), C2B (Consumer-to-Business), B2C
(Business-to-Consumer) and C2C (Consumer-to-Consumer). The parties, which are
involved in the business, define the type of e-commerce. Table 2.1 shows different

types of e-commerce in details.

Table 2.1: Business Models of E-commerce.

Business Consumer Government
Business B2B B2C B2G
Consumer C2B c2C C2G
Government G2B G2C G2G

According to Table 2.1, nine types of e-commerce business model are presented. The
transaction which is done between two businesses is called B2B business model. Like
conducting business between manufacturer, wholesaler and retailers. C2B type relates
to a commercial transaction that consumer provides and prepares products and services
to companies. C2C is the business model that electronic transactions of goods and
services take place between customers. B2G presents marketing of goods and services
of private organizations to various government sectors. Whereas, G2B relates to the

sale of products and services of government to private business organizations.
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According to the main objectives of the study, above-mentioned types tend to be
superfluous and only B2C online shopping model is considered. B2C is a commercial
transaction that sellers give their goods and services to the end-consumers directly
without any intermediately over the Internet. This type of website is like online
catalogues including offered products and services with their related information
storing in a system. This model can also be broader that encompasses travel services,
online banking and online health services and information (Chaffey 2009; Malhotra &

Singh 2009; Yahia 2005).

2.1.1.3. E-Commerce Information Management

Effective communication and information exchange are the bases of e-commerce
business. Throughout the distribution process, digital format of communication
transmittance makes the process of capturing and using the information more easily.
According to Kleindi and Burrow (2005), the information system must have
integration (using in other components), accessibility to channel members including
customers (complete their activities) and security (restriction for those who should not

have accesses to it).

So features of a complete e-commerce information system (as cited in Rahman & Han

2011) must be as below:

= Customer database

= Updated product inventory

= Order processing

= Order filling and customer notification
= Sales by product and customer

= Customer-business interaction

= Product catalog
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= Online ordering

= Payment processing
= Shipping information
= Order tracking

= Channel member interactions

2.1.1.4. Unique Attributes of E-commerce

According to Laudon and Traver (2002), e-commerce has eight unique “Wow”

features that are described as below:

Ubiquity: It’s defined as something that occurs everywhere at all times. Internet
technology can be accessed everywhere and every time, including businesses, homes,
libraries, even airplanes and elsewhere via laptops, mobile devices, etc. for free or
quite cheaply. So these features caused market place to be transferred beyond
traditional boundaries without considering temporal and geographic location, to a
market space with trading globally that results decrease in shopping and transactions
costs, reduction in cognitive energy and so enhanced customer convenience. So it

makes e-commerce global reach.

Global Reach: Technology has reached beyond national and cultural boundaries that
caused the transformation of brick and mortar small stores into online market spaces
including billions of customers and millions of businesses in all parts of the World. So
with the help of e-commerce the number of business transactions is crossed the country
bound seamlessly and encompasses every single type of business for all world’s

population.

Universal Standards: Technologies of traditional commerce differ from one country

to the other one. Regarding the presentation of the information, technology standards
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of the Internet are collected that is universally accepted worldwide, which are called
Internet standards. These technical standards that are available all around the World
cause significance features of e-commerce like lower market entry cost, reduction in
product search cost that product discovery becomes simple, fast and more precise and
also all information related to all suppliers, prices and delivery terms of each product

are easy to find anywhere any time.

Richness: Delivering millions of rich marketing messages including advertising and
marketing to a large number of people via different new methods simultaneously:
video ads, audio messages, interactive text options, animation, billboards, signs, etc.
that are impossible with traditional media like TV, radio and magazines. E-commerce
has encouraged the traditional tradeoff of information from the rich to richness. One

example is comparing the products’ prices, attributes, services, etc. simultaneously.

Interactivity: This feature allows two-way communication between businesses and
consumers. Existing online agents to chat with, giving feedbacks on products or
services and possibility of becoming as co-participants for consumers in the process
of products delivery to the market are some examples of this feature of e-commerce.
We can consider them as a kind of face-to-face experience which are taking place

universally.

Information Density: Information in terms of density as well as its quality, accuracy
and timeliness, which are available to all participants of the market, are increased while
the costs of information processing; collection, storage and communication are
decreased. All of these in return cause the advancement in the process of accessing the
information and so increased service times and happier customers. Price

discrimination, greater price and cost transparency can be considered as best examples.
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Personalization/Customization: It can be modified as delivering marketing message
to a specific person or group through personalizing the message to their name, interest
and also products or services’ customization based on their wants, needs, personal
characteristics, individual preferences and past purchases. So e-commerce has a
facility of online personalization and customization in which anyone can receive any

kind of product or service that fits his/her idea of perfection.

Social Technology: It’s the feature that promotes user content generation and social
networking. Companies use social technologies as a tool to connect to customers in
order to build strong and long-term relationships through ratings, reviews, blogs,
forums, etc. Existing of websites like Facebook, LinkedIn, Pinterest, Instagram,
Twitter and so on, are not only for entertainment and networking but also for collecting
needed information about people in order to show types of ads and sites based on their

interests.

So as it’s clear, these features have made e-commerce as a future method for all

businesses.

2.1.1.5. Customer Satisfaction

Bearden and Teel (1983) defined customer satisfaction as an optimistic outcome from
the situation in which products or services that were bought by customers, meet their
expectations so they become content with them that are provided by the websites. In

other words it’s the consumer’s fulfillment response.

In general if the perceived performance of a specific product or service is better than
customer’s expectations, he/she will be satisfied and has intention to repurchase that
item. Therefore in this situation, as Reibstein, (2002) stated these repetitive purchases

make him/her loyal to that e-store that as a result its profitability will increase. Trying
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to keep customers satisfied is a best tool to gain competitive advantage against
competitors. Also as Gupta et al. (2003) believed customers become excellent external
marketers for organizations. If product or service’s performance is less than expected,
he/she will be disappointed. If the perceived performance of a product or service be
same with customer’s expectations, he/she will be indifferent or in a neutral state (Lin
2003). So as Parker and Mathews (2001) found consumers usually attempt to find a

relationship among their needs, wants, expectations and their perceived evaluation.
Three main factors has impact on customer satisfaction, including:

e Consumer Need: Fulfilling a need through a desire to buy a product or
service, this is influenced by specific expectations (Parker & Mathews
2001).

e Consumer Value: The judgment and reflection of what is essential or
valuable in life (Kenny 1994).

e Consumer Cost: By considering what matches his/her need and value, the
customer decides to pay for a product or service that has worth and that is

a reflection of satisfaction (Best 1997, pp. 135-136; Lin 2003).

Customer satisfaction is considered as one of the key elements in determining the
success of the market (Khristianto et al. 2012). Good marketing includes not only the
Four Ps (Price, Product, Promotion and Place) but also customer orientation and
market driven. Trying to know the demands of customers and then fulfilling them in
the same way are considered as best tools to develop customer satisfaction and as a
result doing good marketing. As Alam and Yasin (2010) mentioned customer
satisfaction acts as a criterion for measuring business performance and offering
guidelines for future improvement. So identifying the variables of customer

satisfaction is vitally important. Besides, online shopping in Iran has been growing
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rapidly and as a result this highlights the importance of analyzing customer satisfaction

as a vital issue when designing any e-commerce website.

2.3. Empirical Past Studies

The following is a survey of some related studies, which deal with customer

satisfaction and affecting variables on it:

2.3.1. The Conceptualization of Customer Satisfaction and Prior Studies

The origination of scientific interest in the area of customer satisfaction can be traced
in the studies of Cardozo (1965) and Howard and Sheth (1969) who were the pioneers
in exploring the effect of expectations on customers’ satisfaction (Campo & Yague

2009).

Swan and Combs (1976) were the first researchers that worked on the product
performance and consumer satisfaction and found that a mutual relationship existed
between these factors. It means when performance of the product doesn’t meet the

expectations of the customers and falls short of it, dissatisfaction happens.

In the study by Parker and Mathews (2001), a theory of value percept was designed
that according to it an evaluative cognitive process causes an emotional reaction which
is called customer satisfaction. That is in contrast with the study of Oliver (1997),

which considered customer satisfaction as an evaluative judgment.

Giese and Cote (2000) and also Moliner (2004) believed that customer satisfaction is
categorized into two distinct types, including conceptual and referential one. In the
first type as conceptual satisfaction, this is the customers’ different types or processes
of responses, which determine the satisfaction. Second type as referential one, deals

with the dimensions of a situation that a response occurs. These two types are not
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necessarily mutually exclusive and that the main definitions in the previous researches

may highlight complementary and different approaches.

According to research of Devaraj et al. (2002) that was done in the area of B2C channel
satisfaction and preference in the e-commerce perspective, it was found out that
customer satisfaction was a basic determinant of consumer channel preference. In
other words it reflected the amount of customer’s positive feeling toward e-stores in
e-commerce. So in order to have competitive advantage, e-retailers should understand
the customers’ vision of their services. Online customers need additional satisfaction

when buying from e-stores otherwise they will shift to other e-stores.

In their comparative research, Shankar et al. (2003), investigated the significant
differences in the levels of customer satisfaction and customer loyalty in online and
offline environments. They found that there was no profound difference between the
online and offline-buying methods in terms of customer satisfaction while the level of
customer loyalty in online method was more than the offline one. Findings also
showed that the existed relationship between customer satisfaction and customer

loyalty was reciprocal and each of them had a positive reinforcement on each other.

Gupta and Zeithaml (2006) worked on the factors that had positive and crucial effect
on customer satisfaction level on firms in terms of financial performance and identified
5 important ones including customer relationship management, value-added services,

availability of products, variety offered and ambience.

2.3.2. Prior Literature of E-commerce Customer Satisfaction

Since e-commerce innovation, researchers have been conducted many studies to
clarify the concept of customer satisfaction, different variables by which customers

get satisfied and perception of the difficulties that cause the repurchase intention to be
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low and as a result prevent the development of online shopping (Jarvenpaa & Todd
1997). The following previous studies suggest different models for customer
satisfaction and many of them had tried to identify factors that lead to customer

satisfaction.

Davis (1986) by working on Technology Acceptance Model (TAM) described that the
way to understand a consumer’s adoption of a given information technology could be
described through his/her intention to use the service and his/her beliefs toward the

system.

Regarding TAM, Childers et al. (2001) study also related to the customer satisfaction
and attitude toward online shopping where they referred the effortless using of
technology as the “processing of practice the new media while engaging in shopping
behavior”. Some researchers used and modified the TAM and confirmed that it is a

reliable predictor of a user’s acceptance of information technology.

In an interesting study by Molla and Licker (2001) a model was provided that was
implemented to identify the success of an e-commerce website according to the
satisfaction level of customers. This model includes six factors including system and
content quality, trust, use, support and service affect customer satisfaction in e-
commerce. They defined each concept as: System quality relating to the system
performance such as the reliability of the system, ease of use, system accuracy etc.;
content quality referring to the presentation of the content in the e-commerce service;
trust is the user’s attitude towards the security and privacy issues of the e-commerce
system and use is the way each user uses the output of the system; and also support
and service are the features that are offered by the e-commerce system to the users.
Beside these findings, they found that customer e-commerce satisfaction was the main

variable for investigating e-commerce success.
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Singh (2002) in his study that was about e-services and their role in B2C e-commerce,
found that there was a positive relationship between them that caused increase in sales
and customer relationship management. Based on his findings, factors like responding
quickly to customer feedback, search support, transactions and order placement ease,
convenient e-pay system, transparent and efficient e-transaction record and trust by e-

assurance were so important to customers that increase their satisfaction.

According to Chen and Dubinsky (2003) findings, quality of the information that are
presented on the website was one of the most important factors that had effect on B2C
e-commerce and played a vital role in customer satisfaction. The reason is that
customers always want complete details and accurate information about the displayed

products and services on the websites.

Beside information quality, comprehensibility of it also is an important factor. Gefen
and Straub (2003) worked on the user trust area in B2C e-services and concluded that
customer trust was one of the most important factors that affect customer satisfaction.
Based on their findings when doing business transaction, if the customer meets his/her
expectations and will not indulge in any fraudulent or undesirable terms, and

everything is understandable for him/her, customer trust happens.

In the Innovation Diffusion Theory by Rogers (2003), cheaper price, convenience and
return policy factors were considered as comparative advantages that influence

customer’s decision to buy and satisfaction.

Christian and France (2005) investigated the factors of customer satisfaction in
choosing the website to shop from and results showed that privacy (Technology
factor), merchandising (Product factor), convenience (Shopping factor), trust,
delivery, usability, product customization, product quality and security were the
factors customers were satisfied the most respectively. The reason of placing security
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in the last choice was interpreted as it was perceived as a standard attribute in any

website.

Rodgers et al. (2005) examined the moderating influence of online experience on the
antecedents and consequences of online satisfaction on 836 participants that had high
and low online experiences. The results showed that antecedent factors of online
satisfaction can have 3 main categorization: 1) Information quality: Informativeness
and entertainment 2) System quality: Interactivity and access 3) Service quality:

Tangibility, reliability, responsiveness, assurance and empathy.

Zhang et al. (2006) in their empirical study investigated the factors affecting e-service
satisfaction. They reported that a website in terms of convenience and security and
also skills and experiences of a customer were important and significant factors that

influenced e-commerce satisfaction.

In their study Casalo et al. (2007) found that commitment and trust were main variables
in maintaining high levels of satisfaction in customers. Because by increasing the
levels of commitment and trust of the customers toward a website, customers’
information were kept safe and the relationship between them and the company
developed. Furthermore, they stated that this amount of increase in the levels of

commitment and trust related to reputation of a website.

Lin (2007) carried out a research that was about ‘The impact of website quality
dimensions on customer satisfaction in the B2C e-commerce context’ and emphasized
that quality of a website in terms of design and the presented information on it were
important factors that had impact on customer satisfaction in B2C e-commerce. Also
the results showed that the interactivity factor of the website was another important
point in making customers satisfied and loyal in order to motivate them to re-purchase
from the same website in the future. Security of the website and presence of the
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business in social media were other important factors.

To investigate the effect of website quality on Chinese customer satisfaction and their
purchase intentions, Bai et al. (2008) conducted an empirical study. Findings showed
that when a customer wants to do the business transaction online, all the processes
must have privacy in order to provide satisfaction. In their idea privacy is that a
customer’s all personal, individual and financial information must be kept safe and
handled with care and it must not be made accessible for third parties. He/she should
be confident that all above-mentioned information are retained and stored safely and
can be used adequately. Thus perceived privacy was considered as one of the key

concerns of customers.

Jianchi and Xiaohong (2009) were two other researchers that worked in the area of
customer satisfaction in e-commerce websites in order to define important variables
that had positive effect on customer satisfaction. According to the results, website
design, provided service, information quality, website intelligence and security were
defined as five important factors affecting customers’ level of satisfaction in an e-

commerce environment.

Eid (2011) conducted an empirical study in Saudi Arabia in order to examine the
determinants of customer satisfaction, trust and loyalty in B2C e-commerce platform.
And also he investigated whether customer satisfaction and trust played a significant
mediating role on Saudi consumer loyalty or not. Based on data collection through
structured self-administered questionnaire, he worked on the results that were gained
from 218 participants accordingly. Results showed that in Saudi B2C e-commerce
markets, user interface quality and information quality variables were important
determinants of e-commerce customer satisfaction but not perceived security risk and

perceived privacy. User interface quality, perceived security risk and perceived
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privacy were found to be strong determinants of customer trust but not information
quality. Finally customer loyalty strongly and positively influenced by customer

satisfaction and also the effect of customer trust on customer loyalty was week.

Tajzadeh Namin and Etemadi (2011) in their research indicated that design and
graphic features of the website influenced the first visit of customers from website.

These features included image, text, colors, logo, theme and advertising slogans.

Guo et al. (2012) worked on a study to evaluate factors influencing customer
satisfaction in Chinese online shopping platform. According to the results, eight
determinants including website design, security, information quality, payment method,
e-service quality, product quality, products variety and delivery services were

identified.

In a study by Ranjbarian et al. (2012) an attempt was made to investigate different
dimensions representing e-satisfaction in 181 Iranian consumers of some Iranian
Internet shopping centers. The adopted “e-satisfaction” model included five variables
including convenience, merchandising, website design, security and serviceability that

except website design, the rest supported their influence on e-satisfaction.

Hila Ludin and Cheng (2014) in their study provided further support for defining
influencing factors on customer satisfaction and how customer satisfaction in turn
affects e-loyalty towards online shopping among 180 Malaysian young adults. The
results showed that among website design, security, e-service quality and information
quality factors, there were significant relationships only between e-service quality and
information quality factors with the satisfaction level of customers in an online
shopping environment. And also customer satisfaction provided positive effect toward
e-loyalty.

Studying Chinese product delivery service provider selection and their customer
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satisfaction in an e-commerce environment Jie et al. (2015) found out that not only
product delivery service providers’ system must be consist of hard and soft
infrastructure but also in order to satisfy the e-customers there must be flexibility to

strengthen the relationship between e-retailers and delivery service providers.

From the mentioned literature, it is obvious that in order to help a company to evaluate
its effectiveness, knowing the elements for developing a successful website is not
enough and it is a must to consider the elements which are related to higher level of

customer satisfaction.
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3. CONCEPTUAL FRAMEWORK DEVELOPMENT AND HYPOTHESES

FORMULATION

3.1. Introduction

This chapter discusses the related factors that have been considered in this study in
order to form related hypotheses according to the research questions and review of the
literature. Later an adapted research framework of the study has developed accordingly
which is considered as customer increased satisfaction model in one of Iranian B2C e-

commerce platform, named Digikala Company.

3.2. Definition of Variables

This study investigates six independent variables as following and one dependent
variable, which is customer satisfaction. Following are definitions of each independent

variable:

e Website design is defined as characteristics of a website that has creative
and attractive design offering customers uncluttered screens, simple search
paths, appropriate content and fast presentations that allows them to trust
and interact effectively with sellers (Gefen 2000; Pastrick 1997).

e Information quality as one of the key technical factors influencing
customer satisfaction and a customer’s future purchase decisions is defined
by Ahituv (1980) as reviewing and measurement of information accuracy,
timeliness, relevance, aggregation, format, etc. of existed outputs in the
information system. It refers to the absolute, correct format and most recent
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information which is cited on a website.

According to Davis (1989) website usability is using a particular system
without difficulty and great effort. In other words, it is considered as an
ability to discover the way around the Web, locating desired information
and knowing what to do step by step effortlessly (Nah & Davis 2002).
Order fulfillment quality which is the one of the major factors of after-sale
is defined as the process of starting to place orders of requested items for
customers and ends with their received products or services that includes

order receipt, shipment, delivery time and flexibility, etc.

Security and privacy of a website is one of its important features in which
individual information of customers are protected from any unauthorized
use of information disclosure during the online shopping (Guo et al. 2012).
He divided them into two parts: Data and transaction security and
authentication of the user.

Trust as an important notion has been investigated in various fields like
economics, psychology and sociology (Kim & Park 2013). Mayer et al.
(1995) and Pavlou (2003) defined trust as willingness of a customer to
depend on the seller and take action in circumstances where such action

makes him/her vulnerable to the seller.

3.3. Adapted Research Framework and Stated Hypotheses

According to the previous study literature and objectives of the study, the adapted

research framework as shown in Figure 3.1 is built in order to help us to figure out the

influencing factors more and better and also provides an operational relationship

between the different variables. It includes six variables namely website design,
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information quality, website usability, order fulfillment quality, security and privacy
and trust as main variables in the engagement of virtual economic activity among e-
commerce customers. Therefore based on the literature, six hypotheses are generated
in order to test the influence of each variable on customer satisfaction in one of Iranian

B2C e-commerce platform, named Digikala Company.

3.3.1. Website Design

It is one of the features of website quality that can be considered as determiner of
consumers’ perception toward the related e-store. Also it plays an important role in
influencing the customer and his/her satisfaction directly in online shopping, since it
provides physical evidence of the organization’s competence as well as facilitating
effortless use of the service (Park & Kim 2003). E-commerce websites with visually
appealing designs cause customers to have pleasurable online shopping experience and
high satisfaction that are the result of their need to have epicurean benefits

(Wolfinbarger & Gilly 2003; Zeithaml et al. 2002).

As Guo et al. (2012) believed that this perception is so important in imposing the
website’s reliability mindset for both types of customers including experienced and
inexperienced. Well-designed website not only helps customers to access needed
information but also is time saver in finding information that causes the reduction of
mismatches that leads to acceptance of the site (Luo et al. 2012). According to the
results of the study by Cyr (2008), variables of website design are considered as key
factors of website satisfaction in Canada, Germany and China. In other studies by other
researchers, it’s concluded that good design of a website is about good organization
and effortless searching (Manes 1997) that adds value to customer’s experience and
increases the level of customer satisfaction (Eid 2011; Luo et al. 2012). Thus website
design is an important driver of customer satisfaction that first hypothesis of the study
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can be drawn accordingly:

Hypothesis 1: Website design of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

3.3.2. Information Quality

In online shopping, customers usually depend on presented information of products or
services that are provided by a website (Kim et al. 2008). Providing and presenting
enough, proper, correct and updated information about products and services has a
direct effect on customers’ satisfaction and trust. Moreover, usefulness and
appropriateness of the available information helps customers to evaluate products and
services properly and be satisfied with their purchase decisions and also websites
become trustworthy organizations (Liao et al. 2006). That is why companies
consistently are working on the best ways to present the related information to

customers on the Internet (Chau et al. 2000).

Therefore, the best solution for compensating lack of physical contact in online
shopping is to present proper and well-detailed information. Scholars like Liu et al.,
(2001) placed a high priority on information quality and considered it as a significant
feature of e-business success. Also other researchers discovered that information
quality has crucial influence on customer satisfaction (Fung & Lee 1999; Liu et al.
2008; Sadeh et al. 2011; Shanker et al. 2003). Therefore, we proposed the second

hypothesis as:

Hypothesis 2: Information quality of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.
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3.3.3. Website Usability

Website usability includes five elements:

1.

2.

Convenience: To perform tasks on a website easily and smoothly.
Information architecture and navigation: Architecture of information,
navigation and search engine of a website must be well-designed in order
to reach the useful information in easiest way. If online users can’t find
information easily, it causes them to lose their directions and feel poor
impressions.

Findability and accessibility: E-stores should be available to various types
of browsers and their format must be search engine friendly in order to find
it and the presented items easily.

Site speed: This factor is so important because if speed of the loading and
responses of websites be slow all the time, after some time online
customers immediately switch to other websites.

Ordering/payment process: Online purchase process must be more efficient
and smooth than traditional one; otherwise the number of customers will

decrease.

As it’s clear from above-mentioned points and also according to some researchers

(Davis 1989; Morris & Turner 2001; Venkatesh & Davis 2000) this is a critical factor

in terms of customer usage, experience with regard to computer technology and even

for customers who are new in this technology (Gefen & Straub 2000). Thus, the third

hypothesis is postulated as below:

Hypothesis 3: Website usability of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.
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3.3.4. Order Fulfillment Quality

All customers want to receive the right product or service on time with the lowest price
in their desired location. So in this situation, order process and receiving the timely
message including logistics information relating to their purchased products are so

important in e-commerce (Bart et al. 2005).

According to Griffis et al. (2012), in the order fulfillment quality the process of order
cycle time matters. Carrying forward the order from the origin place to the destination
(customer’s end) is done by the logistics that controls the order cycle time. So he
believed that customers’ perceptions about the quality of order fulfillment are
negatively related to order cycle time. So the company must promise its customers that
their ordered orders will be arrived on time and without any damage, leading to

improvement of overall purchase satisfaction (Boyer et al. 2009; Rao et al. 2011).

To support this idea, Ruby and Miao (2010) believed that beside on-time delivery,
which is a prominent factor of order fulfillment, other factors must be brought to
strategic level. Because if an online shopping company wants to be successful in the
competing process with others, it should not focus only on copying “shipping options”
which is a relatively easy choice to access, but also the key tool is to achieve “on-time
delivery” which is hard to reach. It is important to know that final delivery and return
process have impact on transaction that these make the e-commerce transaction much
more different than the traditional one. And also delivery time and physical contact
before purchase are disadvantages of online shopping. The solution is to have fast and

flexible delivery options, which leads to high satisfaction level in customers.

Therefore, according to above-mentioned points we can conclude that the order
fulfillment quality of an e-store can significantly affect consumer satisfaction. And the
forth hypothesis hypothesized as follows:
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Hypothesis 4: Order fulfillment quality of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

3.3.5. Security and Privacy

Security and privacy is considered as one of the important factors that users of e-
commerce sites are constantly faced with. Scope of security and privacy refers to
security of online purchasing environment in terms of hacker attacks, credit card fraud,
non-delivery risk, bank information disclosure, post purchase service and keeping
personal privacy secure and so on (Wang et al. 1998). Zeithaml et al. (2002) cited that
privacy relates to the situation when customers’ data are not shared and their credit
cards information is secure. The reasons of this important issue can relate to using and
passing customers’ and visitors’ information to the third party without their knowledge
or presence of errors in the underlying architecture of the Internet which does not
support security sufficiently. Therefore, beside functionality and usability e-stores

must pay attention to their security and privacy policies.

While doing online transaction, most of the customers become hesitant to provide their
personal information and credit card numbers because of fear of fraud. One of the
solutions to reduce this concern is use of encryption technology. As Brendon (2002)
stated that in spite of the fact that customers are interested in buying a product or
service over the internet, about 67% of them stop transactions by abandoning the
website when are asked to provide personal information and credit card details. So
credit card security plays a major role in online transaction. Researchers like
Evanschitzky et al. (2004), Park and Kim (2003) and also Szymanski and Hise (2000)
concluded that positive perception of security and privacy could have a positive effect
on online customer satisfaction levels in online environment. Furthermore, Chellapa
(2002) believed that security and privacy issues play an important role in developing
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trust in the online transaction and/or the website.

These prove the significance of security and privacy in online shopping that causes the
customer to make a decision whether to purchase online or not. Thus trusted website
with exceptional security, helps customers to be more confident and be satisfied.
Therefore, e-commerce platforms play an important role in constructing safe shopping

context. The fifth hypothesis is developed as follows:

Hypothesis 5: Security and privacy of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

3.3.6. Trust

Trust in an e-commerce platform has effect on customer’s intention to buy from a
specific online platform and continue this process. It is an important factor in online
environment because there is the absence of face-to-face contact and in order to
compensate it, customers need a lot of reassurance. Trust can help them to overcome
their high degree of uncertainties, fear and potential risks and finally share their private
information with sellers with more confidence. So it facilitates transactions in e-

commerce and as a result is one of the reasons of online business success (Hou 2005).

The reflection of its factors from past purchase experiences and website, is caused trust
not only to influence organizations’ fixed customers to repurchase but also to absorb
new customers. As Anderson et al. (1994) and Zins (2001) believed that higher level
of consumer satisfaction is gained through a higher level of trust. Also other scholars
found the similar findings in their studies in which the positive relationship between
trust and customer satisfaction is supported (Anderson & Srinivasan 2003; Bauer et al.

2002; Flavian et al. 2006; Oliver 1980).

In e-commerce market same as all over the world, there are too many people with
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diverse cultures that have variety viewpoints about trust. Also, customer’s experience
toward online shopping has effects on his/her level of trust. Some believed that online
trust is affected by website quality since it presents the service provider’s competence
(Cyr 2008; Gummerus et al. 2004; Roy et al. 2001). So all of these issues and other
ones show that trust as a complex concept, demands more need and caution to study
and generalization of the results of the conducted researches is not a good choice (Sun
2011; Valvi & Fragkos 2012). So according to mentioned points our sixth hypothesis

can be:

Hypothesis 6: Trust of the e-store has a positive effect on customer satisfaction level

in Digikala B2C e-commerce platform.

3.4. Conceptual Model

As depicted in Figure 3.1, the proposed research model, which was developed by the
researcher includes all above-mentioned six factors that are considered as constructs
of this study. It shows an association between Customer Satisfaction as dependent
variable (DV) and Website Design, Information Quality, Website Usability, Order
Fulfillment Quality, Security and Privacy and also Trust as independent variables

(IDV) of the study.

This model will serve as a basis for this study and help in analyzing and interpreting
the empirical results. In other words, their operational relationship will be tested and
examined in this research in order to provide an insight into their effect on the level of
satisfaction for Digikala Company’s customers. The variables influencing Iranian e-

commerce B2C customer satisfaction level are diagrammatically as following:
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Figure 3.1: Conceptual Framework of the Study
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4. RESEARCH METHODOLOGY

4.1. Introduction

Iranian are excited to do online shopping and in addition to searching for lower prices
and best quality products like others, they encounter many other factors affecting their
satisfaction to repurchase the same product or service. From the literature review, we
tried to discover those variables which currently affect customer satisfaction to
purchase again in e-stores. To meet this end, we examined the effect of six factors
namely website design, information quality, website usability, order fulfillment
quality, security and privacy, and also trust on the level of customer satisfaction which
were operationalized to test the hypothesized relationships in the proposed conceptual

framework for one of Iranian famous e-stores, named Digikala Company.

Thus, this chapter presents and describes detailed idea about which method and
procedures were employed for conducting in the present study. It includes: research
design, population, sample and sampling procedures, instrumentation and data

collection.

4.2. Research Design

This study tries to investigate the determinant factors of customer satisfaction level in
an Iranian B2C e-commerce platform. This study requires the collection of data from
a wide range of Iranian customers who are currently participating in online shopping.
So the current study employed quantitative approach as a research design. As Saunders

et al. (2009) cited that quantitative research relates to gathering numerical data from a
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large amount of involved participants through which a specific phenomenon or a

hypothesis is explained, tested or verified empirically.

Survey method by distribution online self-administered questionnaire was done in
order to attain insight from customers’ perspective and collect information of all
research variables. The result of the research tested to see if all six proposed
hypotheses were supported and to what extent each variable influenced customer
satisfaction level. In this study, there are six independent variables including website
design, information quality, website usability, order fulfillment quality, security and
privacy, and also trust; and one dependent variable named customer satisfaction

between which possible relationships were investigated.

Research phases of the study are presented in Figure 4.1 below. Research idea was the
starting point of this thesis. In the next step relevant previous studies were reviewed.
Then questions of the study were generated and based on them conceptual model of
the study was created. Later for testing this conceptual model, design of the study was
planned and required data were gathered from the study’s sample group. In order to
find answers for the research questions, data analysis was done. And in the last step,
after analyzing the collected data, interpretation of the results and drawing the

conclusion were done.
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Figure 4.1: Research Phases of the Study

4.3. Population

To achieve the aim of the study, it was necessary to access individuals who had
patronized e-commerce platforms. So the population of the study was chosen from all
active and unique customers including both male and female who had completed
online shopping in Digikala Company at least four times a month during January to
June 2017 so they’ve had enough online shopping experience. This is an appropriate
approach because customer satisfaction is limited to individual transactions
(Parasuraman et al. 1988). Unique customer here means the one who had registered to
the related website formally. According to company’s official IT report, during
January to June 2017 monthly average number of customers who did purchase was
about 392,000, from which approximately 6% of them did purchase at least four times
monthly. As a result average number of customers who purchased at least four times

monthly (January to June 2017) was 23,520 that formed the population of the study.

The background in choosing this e-store and conducting the survey in this company
were as following: It is the first and the most popular e-store in Iran that has founded

12 years ago (July 2006) and according to Alexa statistics it ranked 55" and 3" place
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in the World and Iran accordingly (September 2017). Other reason was that the CEO
and sale department’s managers of the company were very eager to know and learn
about the factors increasing customer satisfaction level in order to expand their
business and have competitive advantage comparing to their competitors. So they
shared the related IT data to do the research. And as a last one, all active users were
from many different cities in Iran, which represented the generalization of the Iranian

e-commerce customers.

4.4. Sample and Sampling Procedure

The present study adopted one of the non-probability (nonrandom) sampling
procedures known as convenience sampling. Even though this this type of sampling
has its own limitations of time, financial resources and no possibilities for statistical
generalization, it is the most practical one regarding this research. Saunders et al.
(2009) believed that non-probability sampling is a technique, which is quick, low-cost

and appropriate for most of the studies.

In this research, the sample specified to the Digikala Company customers, that is one
of the biggest online platforms in Iran and its customers were easy to reach via their
email addresses. In order to calculate the sample size, Cochran’s formula (1977) was

used as shown below (4.1).

N.z2.s2 23520 x 1.96% x 0.27
n=— = > > =408
N.d? +2252 23520 x 0.05% + 1.96%x 0.27

(4.1)

Where;
n = Sample size
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N = Population size
Z = Represents confidence; the value is from Z-score table.
If confidence at 95%, z = 1.96
s? = Variance
d = Sampling error

To efficiently reach the target group, survey was distributed online via e-mail to a total
450 selected customers who were asked to fill the questionnaire by e-mail in
November of 2017. Out of these, 421 questionnaires were collected, yielding a 0.93
response rate. After initial data analysis, data screening method was used and in total
5 of returned responses were found to be invalid due to incompleteness or missing
values. The reason for applying this criterion is that it causes the error reduction due
to memory recall (Dharmesti & Nugroho 2012). Finally, only 416 of responses were

acceptable and defined as valid one for further statistical data analysis.

Thereby, the gathered raw data were aggregated according to dimensions under study
and multiple regression analysis would be performed to identify the major factors

which influencing customers’ satisfaction in e-commerce.

4.5. Instrumentation

In order to test the research model and do the data collection to achieve the research
objectives, one instrument as a questionnaire survey was prepared. In questionnaire
survey method, respondents respond and decide faster than the open-ended questions
(Forza 2002). And also coding the data through statistical analyses is much easier. The

used instrument is described as below:

Structured self-administered questionnaire was designed to collect data and find
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numerous aspects of participants’ perception in this research. In the first step the
questionnaire was created in English and later translated into Persian language because
all of potential respondents were Iranian people. It consisted of two main parts,

including cover letter in which the purpose was explained to all readers.

In the first part, there were questions that were relevant to demographic data, recording
subjects’ demographical data and their general profile in using e-commerce; including
questions asking for their gender, age, education level, profession, monthly income,
Internet usage frequency, online shopping experience and mostly used device for
online shopping. In the second part as the main part, 36 close-ended questions in which
rating questions were asked in order to measure the level of their satisfaction and

explore factors affecting customer satisfaction.

The questionnaire has items on a five-point Likert scale, ranging from 1 (strongly
disagree) to 5 (strongly agree) that indicating the extent to which the respondents agree
or disagree with a series of statements related to customer satisfaction. The reason for
choosing this type of close-ended questions was that respondents quickly and easily
with minimal writing activity (Saunders et al. 2009) could select the most appropriate
answer which best describes their satisfaction range regarding their shopping

experience with the targeted company.

Topic of the thesis and related sample were Internet users and overall number of
customers was so high, so setting of the research and distribution of the questionnaire
was conducted online in order to be parallel with the essence of the research, which
was the online realm of activities. They were easily found via Internet rather than

offline.

The items and scales in the questionnaire were adopted from previously validated
items of the relevant literature related to the scope of this study, to ensure and increase
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the validity of the questionnaire. English and Persian versions of the questionnaire
items were prepared by paying careful attention in order not to cause any semantic
losses, which could change the actual meaning of the measurement item. Appendices
A, B and C provide both English and Persian versions of all questionnaire items and

their sources accordingly.

4.6. Data Collection

In general there are two processes of data collection named primary and secondary
data. Secondary data relates to collecting data through related theses, journals and
articles. Primary one is done through questionnaire distribution. This research was

done through primary data.

Before conducting the study, the researcher got the permission of the company
manager and unit heads. Participation in the survey was strictly voluntary and
anonymous. Overall description of the study, its aims as well as instructions to
complete the online questionnaire was presented to all participants through email.
They were asked to read questions carefully and to be honest. Also they were assured
that the instrument was not a test; therefore, there would be no right or wrong answers.
An online survey in an email questionnaire format was done in order to collect the
primary data regardless of different cities of Iran. The reason for choosing online
format of surveying is that the nature of the research objective is on the Internet and
also it is considered as a best and authentic method for assessing online customer

behavior (Hoffman & Novak 1996).

The participants were asked to fill out survey questions based on their most recent
online shopping experiences related to Digikala Company because it helped to

minimize the information errors caused by memory loss. Enough time to complete the
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questionnaire was provided to them. The questionnaire completion deadline was 15
days and the answers after this deadline weren’t accepted and take into consideration.
Because of this reason, every 5 days reminders to those who hadn’t previously
responded the questionnaire were sent out. Furthermore, in order to boost response
rates, they would get up to 5% off promo codes (depending on the price of product)

limited to 1 time use per customer till the end of November 2017.

Filling the fields like name and characteristics of participants for the questionnaire
wasn’t compulsory, so they could fully express their opinions. After completing the
questionnaire they sent them back to the researcher through email. Furthermore, with

the help of collected data, proposed hypotheses of the study were examined.

4.7. Statistical Techniques

For the purpose of data analysis, Multiple Regression method was adopted and the
Statistical Package for the Social Science (SPSS 18.0) and AMOS software were
utilized. Data analysis of this study includes descriptive and inferential statistics.
Descriptive analysis was employed to explain the basic characteristics of the
respondents and also determining the main features of variables (dependent and
independent) of the study in quantitative terms. Inferential statistics includes different
sections as normality of variables, reliability and validity analysis, Confirmatory
Factor Analysis (CFA), Pearson Correlation Coefficient and Multiple Regression

analysis for hypotheses testing.
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5. DATA ANALYSIS

5.1. Introduction

Analytical results of the quantitative data collecting from 416 questionnaires are
presented in this chapter that examines the mentioned hypotheses of the study and
verifies their validation for the purposes of the present research. The data collected
through the before-mentioned procedure was analyzed from different prospective.
Various statistical analyses including descriptive and inferential statistics were
conducted. In descriptive statistics, which is considered as preliminary analysis,
demographic characteristics of the respondents and also related statistics of the
variables are summarized in order to clarify the understanding of the presented data.
Furthermore inferential statistics includes normality of variables, reliability and
validity test of questionnaire, multiple regression analysis and hypotheses testing. The

testing was done with SPSS 18.0 and AMOS software.

5.2. Descriptive Statistics

5.2.1. Demographic Characteristics of Respondents

As talked above, 416 valid questionnaires were collected. This part provides
background information and presents the descriptive data of those respondents. The
first part of the questionnaire examined the basic characteristics of the participants
including gender, age, education level, profession, monthly income, Internet usage
frequency, online shopping experience and mostly used device for online shopping.

All of them were examined with single-choice questions. Table 5.1 presents the

47



demographic profile of respondents.

Table 5.1: Demographic Profile of Respondents.

Demographic Profile Frequency  Percentage (%)
Gender
Male 297 71.39
Female 119 28.61
Age
Under 20 50 12.02
20-29 175 42.07
30-39 154 37.02
40-49 29 6.97
Over 50 8 1.92
Education
High School or Less 19 457
Diploma 24 5.77
Associate Degree 49 11.78
Bachelor 196 47.12
Post Graduate or Above 128 30.77
Profession
Student 58 13.94
Employee 121 29.09
Self Employed 113 27.16
Other 99 23.80
Unemployed 25 6.01
Monthly Income (IRR)
Less than 10.000.000 17 4.09
10.000.001-20.000.000 83 19.95
20.000.001-30.000.000 137 32.93
30.000.001-40.000.000 104 25.00
More than 40.000.001 75 18.03
Internet Usage Frequency
Every day 326 78.37
4-5 Times a Week 79 18.99
1-3 Times a Week 11 2.64
Once a Month 0 0

(Continued)
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Table 5.1.: Demographic Profile of Respondents (continued).

Demographic Profile Frequency  Percentage (%)
Online Shopping Experience
Recently 101 24.28
1-3 Years 137 32.93
4-6 Years 159 38.22
7+ Years 19 4.57
Mostly Used Device for Online Shopping
Laptop 227 54.57
Smart Phone 154 37.02
Tablet 29 6.97
Other 6 1.44

* Note: The sample size (n) is 416.
**Note: Percentages may not add up to 100% due to missing data.

As it is presented in Table 5.1, the majority number of the respondents relates to male
accounting for 71.39%, whereas the number of female respondents is 28.61%. In
regards to age groups, most of the respondents aged from 20 to 29 years old (42.07%)
followed by the respondents whose age ranged from 30 to 39 (37.02%). As for
educational level, the respondents who had bachelor degrees are in the majority
(47.12%) followed by post graduate or above (30.77%). The majority percentage of
the profession relates to employees with 29.09%. Furthermore, 32.93% of the
respondents have monthly income between 20.000.001-30.000.000 IRR. Also
majority of the respondents (78.37%) use Internet every day. Regarding online
shopping experience, majority of the respondents have the experience between 4-6
years (38.22%) followed by experience between 1-3 years (32.93%). And the last item
relating to those who use Laptop most for their online shopping (54.57%) followed by

smart phone (37.02%).

As it is clear, most respondents were experienced Internet users who were young and

well-educated that had significant online shopping experiences.
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5.2.2. Descriptive Statistics of Variables

Descriptive statistics of the dependent and independent variables including mean,

standard deviation, skewness, kurtosis, minimum and maximum were computed to

determine the main features of the collected data in quantitative terms. All the items

of questionnaire, were based on a 5-point Likert scale (1 = strongly disagree, 2 =

disagree, 3 = neither agree nor disagree, 4 = agree, and 5 = strongly agree). The details

of independent and dependent variables are presented in Table 5.2 and 5.3 accordingly.

Table 5.2: Descriptive Statistics of Independent Variables.

Variable N Mean Std. Skewness Kurtosis Min Max
Dev.

Website Design 416 330 0.64 -0.53 0.93 1.00 5.00

Information Quality 416 354 0.78 -0.60 0.46 1.00 5.00

Website Usability 416 3.38 0.80 -0.16 -051 1.00 5.00

Order Fulfillment 416 344  0.77 -0.34 0.22 1.00 5.00

Quality

Security and Privacy 416 3.57  0.77 -0.37 -0.27 1.20 5.00

Trust 416 355 081 -0.38 0.01 1.00 5.00

Table 5.3: Descriptive Statistics of Dependent Variable.

Variable N Mean Std. Skewness Kurtosis Min Max
Dev.

Customer Satisfaction 416 3.46  0.66 -0.07 -0.54 1.80 5.00

Ranging from 1.00 to 5.00, all six independent variables (website design, information

quality, website usability, order fulfillment quality, security and privacy and also trust)

and one dependent variable (customer satisfaction) with the mean values greater than

midpoint 3.00 are showing the significant positive trend. The related histograms of

each variable are presented in Appendix D.
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5.3. Inferential Statistics

Data were examined using Multiple Regression analysis that it comprises elements of
confirmatory factor analysis (CFA) and linear regression, to reveal the causal

relationship between the considered factors and customer satisfaction through e-

commerce.

5.3.1. Normality of Variables

Some scholars like Royston (1982) and Shapiro and Wilk (1965) believed that
population of the sample data should be normally distributed. The reason is that
without normality requirement, the results of the analysis will not be accurate. For this

research, Kolmogorov-Smirnov (K-S) test was used to be sure about the normality of

the variables including independent and dependent. If we assume the test as:

HO: Distribution is normal (Sig > 0.05).

H1: Distribution isn’t normal (Sig < 0.05).

Table 5.4: One-Sample Kolmogorov-Smirnov Test.

Variable N Kolmogorov-Smirnov Z Asymp. Sig.
(2-tailed)
Customer Satisfaction 416 1.216 213
Website Design 416 1.291 071
Information Quality 416 1.281 077
Website Usability 416 1.251 102
Order Fulfillment Quality 416 1.319 .063
Security and Privacy 416 1.330 .059
Trust 416 1.260 091

According to Table 5.4, obtained values of all variables are greater than 0.05, which

can be concluded that all variables are normally distributed and so HO is accepted.
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5.3.2. Reliability and Validity Analysis

Before carrying out empirical analysis of the research, reliability and validity of the
questionnaire must be evaluated (Valli 2010, pp. 103-127). In other words, studying

the properties of measurement scales and composed scales of the items is important.

Reliability refers to the stability or consistency of the results. So the researcher
implemented Cronbach’s coefficient alpha (Cronbach’s a), which is the most popular
test of reliability used by many researches that would test the reliability of internal
consistency of the six variables involved in the questionnaire. Besides, possibility of
using the data for further analysis is checked (Hair et al., 1998). The standard value of
reliability is 0.7 (Hair et al. 1998, Pallant 2007). The reliability coefficients or in other

words Cronbach’s alpha of every IV and DV is depicted in Table 5.5.

Table 5.5: Reliability Measurement for Research Variables.

Variable Number of Items (N) Cronbach’s Alpha
()

Website Design 5 .880

Information Quality 5 735

Website Usability 5 .788

Order Fulfillment Quality 5 744

Security and Privacy 5 725

Trust 5 875

Customer Satisfaction 6 844

Total 36 .885

As it is obvious from the Table 5.5, overall reliability coefficients of all six 1Vs and
DV are strong and above 0.70 (a>0.70) which is considered as the generally accepted
criteria and ranged from 0.72 to 0.88. This points out that high internal consistency for

all six variables are acceptable to excellent measures. So results show that instrument
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which was used for this research is suitable and reliable for further statistical analysis

and estimation (Nunnally 1967).

Validity is defined by Ronkainen et al. (2011) as the quality of the research in which
data is collected in a proficient manner and the research explains the phenomenon it
examines. Regarding validity, previously validated measurements from the previous
studies were implemented to ensure the validity of the measurements. So content

validity is achieved.

Considering construct validity in terms of discriminant validity test, correlation
analysis between the variables was performed. Based on the results in table, the
correlations are low, in which the values are not higher than 0.8 (Bagozzi 1994). This
indicates that the constructs are distinct from one another and considered as an

acceptable level of discrimination.

Likewise, for construct validity in term of convergent validity, confirmatory factor
analysis (CFA) was performed. Based on table in Appendix E, almost all of the
individual factor loadings are more than 0.50 as recommended by Sanzo et al. (2003).
In overall, these results confirm the measurement items of the same construct are
highly correlated and convergent validity is achieved. Therefore, in conclusion based
on the discriminant and convergent validity test, construct validity was achieved in

this research.

5.3.3. Confirmatory Factor Analysis (CFA)

In the first step, Confirmatory Factor Analysis (CFA) was applied through using
AMOS software to purify the all six scales with the objective of improving the
congeneric measurement properties of them and assess the measurement model of the

study (Anderson & Gerbing 1988). According to the results of CFA, the value of
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CMIN/DF is 3.53. Value of GFI (goodness-of-fit-index) of model-fit measure is 0.904,
which is recommended by Joreskog and Sorbom (1996) thus shows the goodness-of-
fit of the proposed model. Values of PNFI (parsimony normalized fit index), TLI
(Tucker-Lewis index) and CFI (comparative fit index) are 0.68, 0.91 and 0.81 (is
marginal that it close with the cut-off value) respectively, which are considered as
another set of statistical goodness-of-fit, supporting the hypotheses model. The value
of root mean square error of the approximation (RMSEA) for the proposed model was
obtained to identify the appropriate error estimates for the model before the model is
acceptable (Hair et al. 2006). The related value is 0.078, which is below 0.08 (Browne

& Cudeck 1993). Results are presented in Table 5.6 below:

Table 5.6: Model Fit Summary.

Indices Value Criteria  Result
CMIN/DF 3.534 <5 Good
p-value of (x?) 001  >0.05 Bad
Goodness-of-fit index (GFI) 904 >0.90 Good
Tucker-Lewis Index (TLI) 910 >0.90 Good
Comparative Fit Index (CFI) 812 >0.90 Meciiocr
Root Mean Square Error of Approximation (RMSEA) .078 <0.08 Good
Parsimony Normed Fit Index (PNFI) .680 >0.50 good

In sum, all of these results confirmed that the measurement model exhibited a fairly

good fit based on the collected data of the study.

Appendix E shows factor loadings of observed variables (the questions) that were used
in the measurement model. According to Appendix E, factor loadings of all items

exceeded the threshold value of 0.4. So none of them was deleted.

Based on these, validity and reliability of the measurement scales of this study has
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been proved, so further discussion on analyzing the relationship between the
independent variables (website design, information quality, website usability, order
fulfillment quality, security and privacy and also trust) and dependent variable
(customer satisfaction) will be done.
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Figure 5.1: The Result of the CFA on Customer Satisfaction
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5.3.4. Pearson Correlation Coefficient

Pearson Correlation coefficient analysis was conducted to assess if any correlation

between the variables of the study existed (Jahangir & Begum 2008). If the value of

correlation coefficient ranges from 0.10 to 0.29, it is considered as weak. Ranging

from 0.30 to 0.49 is considered as medium and also ranging from 0.50 to 1.0 is

considered as strong (Wong & Hiew 2005). Also if the value of correlation coefficient

be below the threshold of 0.8, indicating that none of studied variables have a high

correlation with each other.

Table 5.7: Pearson’s Correlation Coefficient between the Research Variables.

Variable Customer  Website  Information  Website Order Security  Trust

Satisfaction  Design Quality Usability  Fulfillment and
Quality Privacy

Customer 1 474 598" 548" 568" 505" 554

Satisfaction

Website A74™ 1 .346™ .368™ 323" 1927 .484™

Design

Information .598™ .346™ 1 ATT 525" 3677 532"

Quality

Website .548™ 368" ATT 1 464™ 152" 556™

Usability

Order .568™ 323" 525™ A464™ 1 2847 .489™

Fulfillment

Quality

Security and 505" 192" 367" 152" .284™ 1 197

Privacy

Trust 554" 484" 532" 556" 489™ 197 1

**_Correlation is significant at the 0.01 level (2-tailed).

According to Table 5.7, all correlation coefficients between study variables were well

below the maximum point of 0.8. As it is clear, there is significantly strong correlation

between five variables (information quality, website usability, order fulfillment
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quality, security and privacy and also trust) as the respective correlations are above 0.5
(r>0.5) and there is a moderate correlation between one variable (website design) as
the respective correlation is 0.47 with customer satisfaction. Furthermore, the sig (2-
tailed) values are less than 0.05 (p<0.05) indicated that there are statistically significant
correlations between all variables (see Appendix F). Additionally, correlation between
constructs ranged from 0.152 to 0.598, with the correlations of no pair of measures
exceeding the criterion (0.9 and above) (Hair et al., 1998). So all six variables show
significant relationship with customer satisfaction that the relationship between six
independent variables and customer satisfaction are supported. In other words,
increase or decrease in any of six independent variables causes increase or decrease

on the level of customer satisfaction.

5.3.5. Multiple Regression Assumption Test

In this study, multiple regression analysis was employed to analyze the factors
affecting the level of customer satisfaction in Digikala Company. The reason for
choosing this method is that it is broadly applicable to analyze a hypothesis in the
behavioral science and business area of study (Cohen et al. 2013). The researcher
applied SPSS 18.0 to code, enter and compute the measurements of the multiple

regression for the study.

In our research, there are six independent variables (Website Design X1, Information
Quality X2, Website Usability X3, Order Fulfillment Quality X4, Security and Privacy
X5, and Trust X6) and one dependent variable (Customer Satisfaction Y). Multiple
regression is a constructive statistical technique that can provide the interaction
between a set of different independent variables and one dependent variable (Hair et
al. 2005), which can be shown in the regression model. We assumed an equation as
below (5.1).
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Y = o+ B1X1 + Xz + PaXs+ BaXa+ PsXs+ PeXe+ € (5.1)

Needed data of this equation including o and B coefficients can be found in the
Coefficients Table 5.12. In the first step, linear multiple regression analyze with the

method of enter was employed.
Several important values of multiple regression analysis is as following:

a) Autocorrelation Test: For the measurement of the statistical independence of the
errors, Durbin-Watson test was applied. As it is shown in Table 5.8, Durbin-Watson
is equal to 2.136. It is within the acceptable range of 1.5 to 2.5 (Norusis 1995).

Therefore, there is no evidence of autocorrelation in the errors.

Table 5.8: Durbin-Watson Test for Autocorrelation.

Model R R Square Durbin-Watson
1 .7862 .618 2.136
a. Predictors: (Constant), Trust, Security and Privacy, Website Design, Order Fulfillment
Quality, Website Usability, Information Quality

b. Dependent Variable: Customer Satisfaction

Furthermore Figure 5.2 presents a histogram of standardized residuals from the
multiple regression analysis. We can see that the residuals are approximately normal

indicating the acceptance of the normality assumption.
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Dependent Variable: Customer Satisfaction
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Figure 5.2: Histogram of Standardized Residuals

b) Multicollinearity Test: Multicollinearity is to measure if two or more variables of
the model are correlated with each other, which it provides unnecessary information.
According to Bruin (2006) if the value of tolerance level be more than 0.1, so
multicollinearity does not exist. Because this value presents variance percentage in the
predictor that can’t be accounted for by other predictors. Also according to Robert

(2007), VIF should be less than 10. Results are as below:

Table 5.9: Tolerance and VIF Test for Multicollinearity.

Variable Collinearity Statistics

Tolerance VIF
Website Design 739 1.354
Information Quality .560 1.785
Website Usability 613 1.630
Order Fulfillment Quality 627 1.596
Security and Privacy .845 1.184
Trust 523 1.912

Based on collinearity statistics that are presented in Table 5.9, tolerance values of all

independent variables are greater than 0.1: website design (0.739), information quality
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(0.560), website usability (0.613), order fulfillment quality (0.627), security and
privacy (0.845) and trust (0.523). The VIF values for these variables are: website
design (1.354), information quality (1.785), website usability (1.630), order fulfillment
quality (1.596), security and privacy (1.184) and trust (1.912). Thus these results

indicate no multicollinearity exists.

¢) R Square: With the help of R Square, related data about explanation of the model
by independent variables can be presented. It is used to test if the collected data are
closely fit to the regression line. R Square ranges between 0 to 1. As the value is near

to 1, the more variable the model becomes (see Table 5.10).

Table 5.10: Model Summary®.

Model R R Square  Adjusted R Square Std. Error of the
Estimate
1 .786% .618 612 40919

a. Predictors: (Constant), Trust, Security and Privacy, Website Design, Order Fulfillment
Quality, Website Usability, Information Quality
b. Dependent Variable: Customer Satisfaction

Explanation of changes in dependent variable which is caused by changes in
independent variable(s) can be explained via determination of coefficients. In other
words, in this research the percentage of variation in the dependent variable (customer
satisfaction) is explained by all the six independent variables (website design,
information quality, website usability, order fulfillment quality, security and privacy

and also trust).

In our model summary presented in Table 5.10, six independent variables of the study
that were examined explain 61.8% of variance in customer satisfaction at Digikala

Company as represented by the R?. In social science, this result is good, since it is so
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difficult to predict human behavior and also there are so many other influencing
determinants. Therefore, this implies that other factors which were not explored in this
study add to 38.2% discrepancy in the dependent variable. So further researches should

be done to scrutinize other factors impinge on customer satisfaction in Iran.

d) ANOVA F-value and Significant Value: Assessment of a statistical difference in
more than two independent means is calculated by Analysis of Variance (ANOVA) in
which every detail regarding levels of variability within a regression model and basis
for tests of significance are provided. According to Weisberg (2005) the “F column”
provides a statistics for testing the hypothesis that all f£0 against the null hypothesis
that =0. If all independent variables don’t have significant impact on a dependent

variable, the null hypothesis of ANOVA will be accepted.

Table 5.11: ANOVA®.

Model Sum of Squares df Maen Square f Sig.
1  Regression 110.579 6 18.430 110.073 .000?
Residual 68.480 409 167
Total 179.059 415

a. Predictors: (Constant), Website Design, Information Quality, Website Usability, Order
Fulfillment Quality, Security and Privacy, Trust
b. Dependent Variable: Customer Satisfaction

Based on results of Table 5.11, ANOVA F-value is 110.073 with the significant value
of 0.001, which is less than 0.05. So above-mentioned null hypothesis of ANOVA is
rejected. We conclude that there is at least one independent variable among six ones,

which has a significant effect on customer satisfaction.

e) P-value
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The null hypothesis in the ANOVA test was rejected. So we needed to further study
which factor of the six independent variables are influencing the dependent variable.
So we looked at the p-value. If a p-value is less than 0.05, we can tell that the
independent variable has a significant effect on the dependent variable. As presented
in the Table 5.12, all p-values are less than 0.05. That indicates all the independent

variables have impact on the customer satisfaction.

Table 5.12: Coefficients?.

Model Unstandardize  Standardize Collinearity
d Coefficients d Statistics
Coefficients
B Std. Beta t Sig. Toleranc  VIF
Error e
1 (Constant) .019 140 136 .89
2

Website .166 .036 163 4.59 .00 .739 1.35

Design 0 0 4

Informatio 143 .034 170 4.15 .00 .560 1.78

n Quality 4 0 5

Website 171 .032 209 5.36 .00 613 1.63

Usability 1 0 0

Order .156 .033 185 4.77 .00 627 1.59

Fulfillment 7 0 6
Quality

Security .261 .029 304 9.13 .00 .845 1.18

and 4 0 4
Privacy

Trust .096 .034 118 2.80 .00 523 1.91

1 5 2

a. Dependent Variable: Customer Satisfaction

62



5.3.6. Results of Multiple Regression Analysis

In this research, multiple regression analysis was conducted to provide pattern of
relationship between independent and dependent variables, which developed the
hypothesized model. This model included only customer satisfaction as a dependent
variable and encompasses six independent variables including website design,
information quality, website usability, order fulfillment quality, security and privacy

and also trust. The overall fit of the model is acceptable.

The significance of each hypothesis in the research model, in other words the effect of
each independent factor on customer satisfaction level in an e-commerce platform

named Digikala Company in Iran was examined as following:

From the value Beta of each variable in Table 5.12, the regression equation of the
optimal model of customer satisfaction in Digikala Company model can be

summarized as below (5.2):

Y=0.019 + 0.166X1 + 0.143X2+ 0.171X3 + 0.156X4 + 0.261X5 + 0.096Xe + € (5.2)

The regression equitation above has established that all six factors into account be
constant at zero, customer satisfaction will be at 0.019. So this includes testing of

hypotheses 1 to 6 as below:

Hypothesis 1: Website design of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

In order to test the first hypothesis of the study and identify that the two variables
website design and customer satisfaction are related, results of the Table 5.12 shows
that there is a significant positive relationship between them (t-value = 4.59 and

p<0.05). The data also depicts that a one standard deviation increase in website design
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will result to 0.16 standard deviations increase in customer satisfaction. So H1 is

accepted.

Hypothesis 2: Information quality of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

For the second hypothesis, the relationship of the two variables information quality
and customer satisfaction was examined and according to the Table 5.12, there is a
significant positive relationship between them (t-value = 4.15 and p<0.05). In other
words, a one standard deviation increase in information quality will lead to 0.17

standard deviations increase in customer satisfaction. Therefore, H2 is accepted.

Hypothesis 3: Website usability of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

Examining the third hypothesis of the study to identify the existence relationship
between two variables named website usability and customer satisfaction, results of
Table 5.12 depicted that there is a significant positive relationship between them (t-
value = 5.36 and p<0.05). It means that a one standard deviation increase in website
usability implies standard deviations increase of 0.21 in customer satisfaction. As a

result, H3 is accepted.

Hypothesis 4: Order fulfillment quality of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

For testing the forth hypothesis and identifying the relationship between the two
variables order fulfillment quality and customer satisfaction, based on the results of
Table 5.12 it was found that there is a significant positive relationship between them
(t-value = 4.77 and p<0.05). The data shows that a one standard deviation increase in

order fulfillment quality will result to an increase of 0.18 standard deviations in
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customer satisfaction. So, H4 is accepted.

Hypothesis 5: Security and privacy of the e-store has a positive effect on customer

satisfaction level in Digikala B2C e-commerce platform.

Regarding the fifth hypothesis and examining to see if there is a relationship that the
two variables security and privacy and customer satisfaction, results of the Table 5.12
shows that there is a significant positive relationship between them (t-value = 9.13 and
p<0.05). The data also depicts that a one standard deviation increase in security and
privacy will lead to 0.30 standard deviations increase in customer satisfaction. Thus,

H5 is accepted.

Hypothesis 6: Trust of the e-store has a positive effect on customer satisfaction level

in Digikala B2C e-commerce platform.

In order to test the sixth hypothesis of the study and identify that the two variables
trust and customer satisfaction are related, results of the Table 5.12 presents that there
is a significant positive relationship between them (t-value = 2.80 and p<0.05). In other
words, a one standard deviation increase in trust implies standard deviations increase

of 0.11 in customer satisfaction accordingly. So, H6 is accepted.

As it is presented, all hypotheses were supported. Therefore, the model of the study is
statistically significant in predicting how website design, information quality, website
usability, order fulfillment quality, security and privacy and also trust influence the

customer satisfaction in Digikala Company.

Also, from the value of Beta of Standardized Coefficients (see Table 5.12), it can be
concluded that among six variables that have effect on customer satisfaction, Security

and Privacy has the greatest influence with beta of 0.304 followed by Website
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Usability (0.209), Order Fulfillment Quality (0.185), Information Quality (0.170),

Website Design (0.163) and Trust (0.118).

5.4. The Summary of Hypotheses Results

The results of hypotheses testing are presented in Table 5.13, which is achieved
through the SPSS testing. And the detailed results will be further discussed in Chapter

6.

According to Table 5.13, the correlation analysis concludes that all independents
variables including website design, information quality, website usability, order
fulfillment quality, security and privacy and also trust have significantly related to

satisfaction level of customers of Digikala Company in Iran.

Table 5.13: Summary of Hypotheses Results.

Hypotheses Result

H1: Website design of the e-store has a positive effect on customer Accepted

satisfaction level in Digikala B2C e-commerce platform.

H2: Information quality of the e-store has a positive effect on customer Accepted

satisfaction level in Digikala B2C e-commerce platform.

H3: Website usability of the e-store has a positive effect on customer Accepted

satisfaction level in Digikala B2C e-commerce platform.

H4: Order fulfillment quality of the e-store has a positive effect on Accepted

customer satisfaction level in Digikala B2C e-commerce platform.

H5: Security and privacy of the e-store has a positive effect on Accepted
customer satisfaction level in Digikala B2C e-commerce platform.

H6: Trust of the e-store has a positive effect on customer satisfaction Accepted

level in Digikala B2C e-commerce platform.
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6. DISCUSSION AND CONCLUSION

6.1. Discussion of the Findings

This section addresses the summary results of the study that includes the theoretical
descriptions and analytical points. Determining the influencing factors on customer
satisfaction in Digikala Company was the aim of this study. Kotler (2000) believed,
“Satisfaction is a person’s feelings of pleasure or disappointment resulting from
comparing a product’s perceived performance or outcome in relation to his/her
expectations”. So, we conclude that satisfaction of customers is associated with their
expectations. Digikala website was chosen for representative purposes only and the

results do not necessarily generalize to other websites.

The idea behind this study was to scrutinize the relationship between six independents
variables including website design, information quality, website usability, order
fulfillment quality, security and privacy and also trust and one dependent variable
named customer satisfaction for customers of Digikala Company. Besides, reviewing
the literature, which were done on related topic, six hypotheses were proposed based
on the mentioned variables and related collecting data was done through online

guestionnaire.

According to the customer background information of the study, male customers were
in the majority, in the age group of 20 to 29; had Bachelor degree that were mostly
employee with the monthly income between 20.000.001 to 30.000.000 IRR, they’d
used Internet every day and had online shopping experience between 4-6+ years who
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had done shopping mostly with laptop. Later SPSS 18.0 and AMOS software were

conducted to test the proposed model and draw the conclusion.

The result of multiple regression presented that all hypotheses of the study were
accepted that based on it the conceptual model of the study was supported (see Figure
3.1). Therefore, our efforts to uncover the elements were successful. In other words,
all six variables (IV) had significant positive effect on customer satisfaction (DV).
Based on their influencing degree, we can sort these six variables from the most to the
least as: Security and Privacy, Website Usability, Order Fulfillment Quality,
Information Quality, Website Design and Trust respectively. Thus, research questions

are solved by the following results:

6.1.1. Website Design as an Independent Variable

Based on the findings, design of the presented website was positively related to
customer satisfaction in Digikala Company. Website design is considered as one of
the vital influencing features, which affects the perception of customer of online
shopping (Kamariah & Salwani 2005; Liang & Lai 2000; Shergill & Chen 2005).
Because as Zhang et al. (1999) believed it can be a cause of creating positive or
negative feelings toward a website. The website of e-store should be readable and the
feature of user interface should be visually appealing and tidy that allows customers

to use the website without any effort.

This result supports the findings of some conducted studies (Kim et al. 2009; Shankar
et al. 2003; Sultan & Uddin 2011; Wolfinbarger & Gilly 2003) which indicated that
there is a significant positive relationship between features of website design and
customer satisfaction. Whereas some researchers are in contrast with this result (Alam
et al. 2008; Hila Ludin & Cheng 2014; Ranjbarian et al. 2012) who found that because

of the lack of experience with other websites to compare with, the relationship between
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website design and customer satisfaction is not accepted. Based on this study’s
findings, we conclude that website design has a positive significant influence on online

customer satisfaction level in Digikala e-commerce platform.

6.1.2. Information Quality as an Independent Variable

According to the results of the study, it was found that information quality was
positively related to the customers’ satisfaction of Digikala Company. In other words,
as the quality and appropriateness of the provided information and knowledge about
products or services presenting on the website become well, the level of online
customer satisfaction increases. According to Grabner-Kraeuter (2002), “Information
quality is about all the information a customer can get from e-commerce platforms and
e-retailers, for example, the product descriptions, the introductions of purchase
procedure and the return policies”. The presented information in the website must not
only match customers’ needs but also be accurate, complete, useful and up to date in
order to fulfill customers’ needs and wants and thus resulting in satisfaction. So
information quality is one of the important factors helping to better purchasing

decision, which influences customers’ satisfaction level (Szymanski & Hise 2000).

Through proper information sharing, great amount of fear and risk of customers
decrease and a more pleasing reflections of using e-stores is formed that as a result
leads to increase in satisfaction level. Also if qualified online information is displayed,
lack of physical contact will be compensated. This result is in line with some
researches (Bennett et al. 2005; Chen & Dubinsky 2003; Hila Ludin & Chenge 2014;
Kim et al. 2004; Lin 2007; Liu et al 2008; Park & Kim 2003; Sadeh et al. 2011) which
were found that well-formed, true and in details presented information about products
and services causes positive influence on customers’ satisfaction which as a result has
effect on their purchasing decision (Delarosa & Susilo 2013). Furthermore, relevance
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and straightforwardness of the products and services’ information is a must, otherwise
customers will be confused and puzzled. Thus, based on above-mentioned issues,
feature of the website in terms of information quality perceived by customers of

Digikala Company has a positive significant effect on their satisfaction level.

6.1.3. Website Usability as an Independent Variable

It has been seen that usability of the website was another factor that determined
customers’ level of satisfaction in Digikala e-commerce platform. In other words,
navigation functionality and perceived ease of use of the website which helped to
access needed information without any effort had positive effect on customer
satisfaction. Some researchers (Benbunan-Fich 2001; Kim & Moon 1998; Kuan et al.
2005; Nielson 2000) offered several different approaches for measuring website
usability and believed that through this feature the process of acquiring the information
for those who are seeking it becomes effortless. So it makes shopping enjoyable and
satisfying which also economizes shopping time (Pastrick 1997). An e-commerce

website with good design layout guarantees ease of use.

This findings supports the study of Cyr et al. (2008) who determined that customers
value usability of a website even if they may not necessarily look for the best quality
products or services. Furthermore, Davis (1986), Davis et al. (1989) and Venkatesh
and Morris (2000), found that website usability affects the overall customers’
satisfaction not only in terms of the use of a website, but also their behavior intentions
toward online shopping. Based on results of the study, it can be conclude that website
usability is related to the level of customer satisfaction in Digikala e-commerce

platform positively.
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6.1.4. Order Fulfillment Quality as an Independent Variable

Based on the results, order fulfillment quality had a positive significant effect on
customer satisfaction in Digikala Company. In other words, the higher quality of order
fulfillment caused the higher level online customer satisfaction among customers of
Digikala Company. Order fulfillment quality including options of shipment, delivery
speed and flexibility etc. is very important to overall purchase satisfaction so there
must be investment in logistics. This indicates that if order fulfillment of an e-store is
poor like slow delivery, occasional mistakes, etc., it causes the significant decrease in
satisfaction level of its customers. The performance of order fulfillment can be ranged

from high convenience to low convenience.

This result is consistent with the studies of Boyer et al. (2009), Rao et al. (2011) and
Wolfinbarger and Gilly (2003), who believed that one of the reasons of successful e-
commerce and satisfied customers relates to the high quality of the order fulfillment
service through which customers feel safe about their ordered products. But the study
that was conducted by Hila Ludin and Cheng (2014) is in contrast with this result.
Thus, we draw the conclusion that order fulfillment quality is one of the key factors

that affects customer satisfaction in Digikala e-commerce platform.

6.1.5. Security and Privacy as an Independent Variable

As it was presented, security and privacy feature of the website had positive significant
effect on satisfaction level of customers in Digikala Company. This means one of the
reasons of increase in satisfaction level of Digikala’s customers was related to the high
level of security and privacy in this website. It was mentioned in the fifth chapter that
this dimension ranked first place within the six significant influencing factors. So
Digikala customers are very suspicious. The cause of this may be related to the raised

amount of cheating and fraud on the Internet. And also the existed security and privacy
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problems in online shopping are far too different than those in traditional purchasing
(Bhatnagar & Ghose 2004; Kim & Park 2013). Verifying this fact that security and
privacy is the utmost concern by Digikala customers so they desire for higher

protection during the transaction.

When customers fear about the risks of the security and privacy, their tendency to do
online shopping reduce (Pavlou 2003; Nepomuceno et al. 2014). So customers will
shop online, only when they feel protected (Aiken & Boush 2006). From the literature,
it’s clear that safe and secured transaction has been in the first place of attention from
previous times. For example in 1995, UK launched Fraud free electronic shopping
protocol named Secured Electronic Transaction (SET) which was later followed by

some other European countries and Singapore.

This result is in line with studies by Koufaris and Hampton-Sosa (2004), Ranjbarian
et al. (2012), Sadeh et al. (2011), Szymanski and Hise (2000) and Yoon (2002) who
confirmed that security and privacy of a website affect e-commerce satisfaction.
Whereas findings of the some studies don’t support our findings in which security and
privacy were considered as weak determinants of online customer satisfaction (Hila
Ludin & Chenge 2014). Like Schaupp and Belanger (2005) who found that the
customers perceive security and privacy as a standard feature of e-stores. Also Eid
(2011) found that instead of contributing to satisfaction, security and privacy are more
related toward trust. Consequently, based on the results the high-level transaction
safety and privacy provided to customers will increase their level of satisfaction in

Digikala e-commerce platform.

6.1.6. Trust as an Independent Variable

Based on the findings, trust could directly affect customers’ satisfaction in Digikala

Company. It means if perceived trust by the customers is high, their satisfaction toward
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the website will be high. The reason is that online transactions have a high degree of
uncertainties associated with them, so when a customer wants to do online shopping,
he/she must trust the e-retailer and e-commerce infrastructure. This will happen in a

situation when he/she is satisfied with the targeted website.

Some researches support this result, in which higher level of trust causes higher level
of customer satisfaction in e-commerce (Gefen 2000; Geyskens et al. 1996; Oliver
1980; Someswar et al. 2002; Uzun & Poturak 2014; Zins 2001). Based on above-
mentioned points, it’s clear that from previous times up to now customers have
considered trust as a key factor in online shopping. However, when compared with
other factors, based on the findings of this study, it has not ranked as the most
important feature. So it can be concluded that trust has significant positive effect on

satisfaction level of customers in Digikala e-commerce platform.

6.2. Conclusion

This thesis was conducted to figure out the factors influencing the customer
satisfaction level in one of the best and famous Iranian B2C e-commerce platforms,
named Digikala Company. Different steps including implying qualitative and
quantitative data collection and online survey application were done in order to assess
and evaluate the factors that affect customer satisfaction. Considering these points, we

present the following conclusion.

The study’s findings attained its objectives. It means all six variables of online
shopping features were found to be positive and significant predictors of satisfaction
for the customers of Digikala Company. Thus, based on this information, marketers
and e-retailors can make decisions in order to achieve customer satisfaction and

consequently gain competitive advantage to take the first place in their business. For
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some of the variables, results of some previous studies as it was mentioned, don’t
support this research’s findings. The reason can be explained according to the
existence of different issues like various cultures, perceptions, demographical
differences, etc. that cause differences in preference amongst people. So e-retailors
must study every detail of their business environment well so that they will be
successful to address customers in a right way, to gain a proper place for their

businesses above their competitors and also sustain their businesses in a longer run.

In summary, the study revealed that even though all of the customers were experienced
users in online shopping, they valued security and privacy and website usability as the
most influential dimensions that made them satisfied. The other factors including order
fulfillment quality, information quality, website design and trust should also be
considered since these variables supported customers’ satisfaction leading to their

decision to do online shopping.

6.3. Managerial Implications

Customer satisfaction is one of the important precursors to success for e-retailors. So
they must work on enhancing e-commerce features because these features help to
increase customers’ satisfaction and as a result leading to increase in the percentage of
purchasing. Through defining key variables and constructs affecting satisfaction level
of online customers, e-retailors may invest more time for understanding them in
modern market place, which causes growth all through the stages of their businesses,
gain their competitive advantages in related fields, achieve higher performance and

consequently avoid serious shortcomings that impede their businesses.

In this study, it was proved that six different independent factors had significant

influence on customer satisfaction in Digikala e-commerce platform. Security and
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privacy and website usability were the most important variables respectively. The next
important ones were order fulfillment quality, information quality, website design and
trust subsequently. So effect of each different variable became clear, conceptual model

of the study was accepted through which managerial implications can be presented.

A website is considered as the communication tool between customers and businesses,
through which with the help of e-commerce relationship between organizations and
customers is made. It is e-retailors and e-commerce service designers’ responsibility
to satisfy their customers’ needs and wants (Kennedy et al. 2001). So through careful
analysis of the elements and features and also with the aim of satisfying all needs of
their customers, retaining them and attracting the new ones, they must present a decent

website.

One of the very first features of e-commerce platform is dealing with the security and
privacy point of it. In other words, having a secure online shopping environment
through building a website which runs state, preventing from attacks and also
protecting customers’ personal information. This means that e-stores should not
misuse their customers’ personal information and must keep their credit card
information secure in order to gain satisfaction. Otherwise they will leave, never trust
and use the website for future transactions. Web developers must pay attention to the
quality of the provided information that is considered, as one of the main parts of the
pre-sale stage; through which related information of products and services are

described in details and accurate format.

Website designers and developers should design websites in a better way by adopting
innovative features and offering new online services with high level of usability. Also
the quality, efficiency and accuracy of the order fulfillment must be considered. This

factor is placed both in-sale and post-sale stages. The in-sale stage includes timely
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responding to questions of customers about the offered products or services, finding
best and efficient solutions for logistics issues and etc. The after-sale stage is described
in a situation that when e-retailers face with aftersales problems, they must have a
positive attitude. In summary, they must deliver the right product in the right time and
if there is any problem during the shopping process, solve them in order to satisfy their
customers. When order fulfillment and consumer support performance aren’t provided
properly, innovativeness of the website becomes of no importance. Trust is
fundamental to adoption of e-commerce and e-stores must act honestly which greatly

determines customers’ satisfaction level.

Therefore, e-retailors and e-commerce service designers should focus on above-
mentioned points and revise possible changes in the e-commerce platforms and
services based on their customers’ needs, wants and expectations to increase the level
of their satisfaction in e-commerce. Good provided services make customers happy
and satisfied that cause them to visit the same e-store again to have the same pleasure
shopping experience again. In summary, the website which is well-structured, well
elaborated, attractive, etc. causes the increase in customers’ satisfaction level that not

only helps to keep existing customers but also the new ones will be acquired.

6.4. Suggestions for Future Research

Via conducting a study, each researcher wants to achieve his/her scientific objectives
through which the whole study will be helpful to related groups. This research can be
considered as a pioneer study that concentrated on the new dimension of customer
satisfaction in online shopping business model and tried to fill the gap in Iranian B2C
e-commerce platform. The presented model is a reasonable starting point for future

investigations, which can be considered as motivating force for offering ideas and
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guidelines to further research and provide suggestions regarding this area.

In the present research, the conceptual model for factors affecting online customer
satisfaction were website design, information quality, website usability, order
fulfillment quality, security and privacy and also trust. Review of the previous studies,
showed that beside these factors there are many other factors, which affect online
customer satisfaction. Thus for the future studies, it is suggested to add or modify
another several important factors that can benefit e-commerce business, help to
influence and determine online customer satisfaction more and better. Besides, larger
samples from richer characters may show different results of the influence of each
factor in this model so the sample size of the study can be expanded. Furthermore, the
research can be applied on different nationalities in order to improve the reliability of

the results more widespread.

Also future research can replicate the findings of this study to other e-business models
or cover a range of different markets by evaluating different types of websites. Our
findings showed that the security and privacy and website usability had the largest
impact, followed by order fulfillment quality, information quality, website design and
trust. E-retailors should focus on aligning and developing these factors to increase

customer satisfaction, thereby keeping their businesses.

6.5. Limitations of the Study

The current study is related to discovering factors and examining their influence on
customer satisfaction in Digikala Company. Although the researcher has already tried
her best to do the study, the limitations couldn’t be eliminated. Here they are

summarized as the following:

1. The sample size was relatively small. Because the data was collected from
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those who shopped online at least forth times monthly. Therefore, if future
studies consider larger sample sizes, validity and generalization of the study,
will be increased for sure.

2. We identified and examined six factors while there may be other factors
influencing customer satisfaction in B2C e-commerce platforms.

3. There were time and cost constraints, so the study was done and considered
only one e-store in Iran, while customers of other e-stores may have different
perceptions and satisfaction levels. Thus it is unclear if the analytical results
can be generalized to other online marketplaces or not.

4. The present study was considered and studied factors affecting only one
dimension named customer satisfaction.

5. The research was done in Iran and it might be context specific. Due to the
demographical backgrounds, cultural differences and various shopping
behaviors of the customers, the results may only applicable to certain regions
or countries with the same characteristics. So generalizability of the results to
other countries might be limited in the area of customer satisfaction.

6. Finally, the presented practical suggestions of this study should be
discussed, because maybe the author’s interpretation of the findings and her
experience during the whole research process exerted influence on the direction

practicability and achievability of the these suggestions.

In summary, future researches can be done in larger and wider sample size with more

detailed data that can explain more factors influencing customer satisfaction level and

other dimensions in varied e-stores. As a result, it is suggested that e-retailers use this

information in their decision making process and consider all of these variables in their

provided services, including website design, information quality, website usability,
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order fulfillment quality, security and privacy and also trust to increase customer’s

satisfaction and consequently achieve competitive advantage.
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APPENDIX A: Survey Questionnaire

(English Version)

Dear Sir/Madam,

My name is Giti Irantaj and | am a postgraduate student majoring in MBA in Istanbul
Aydin University, Turkey. This questionnaire relates to my maser thesis with the topic
“Factors Influencing Customer Satisfaction Level in an E-commerce Platform: A
Case Study Analysis of Digikala in Iran”. So in order to complete my thesis | have
to make this survey and collect the related data.

This questionnaire contains two parts: the first part includes several questions about
your background and the second part includes questions that help to analyze different
variables influencing customer satisfaction in Digikala Company. All the answers you
make should base on your shopping experiences accordingly so there is no right or
wrong answer. The result from this survey will be used in aggregate and treated with
confidentiality and anonymity for academic research purposes. | would appreciate it
very much if you could spend a few minutes of your time to answer the questions in

the following pages.

Your kind cooperation and participation in the study is valued and highly appreciated.

Regards,

Giti Irantaj

Part | - Demographic Information

95



Directions: Please read the below and fill out the questionnaire.

1. Gender:

o Male

o Female
2. Age

o Under 20

o 20-29

o 30-39

o 40-49

o Over 50

3. Education level:

o High School or under
o Diploma

o Associate Degree

o Bachelor

o Post Graduate or above

4. Profession:
o Student
o Employee
o Self-Employed
o Other
o Unemployed

5. Monthly income (IRR):
96



o Less than 10.000.000

o 10.000.001 - 20.000.000
o 20.000.001 - 30.000.000
o 30.000.001 - 40.000.000

o More than 40.000.001

6. Internet usage frequency (Smart phones, tablets, laptops, ...):

o Every day

o 4-6 times a week
o 1-3 times a week
o Once a month

7. Online shopping experience:

o Recently
o 1-3+ Years
o 4-6+ Years
o 7+ Years

8. Mostly used device for your online shopping:

o Laptop

o Smart phone
o Tablet

o Other

Part 11 - Level of Customer Satisfaction in E-commerce
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Directions: Please read the below and choose the most appropriate

present how you feel about these concerns below.

numbers, which

Strongly Agree Neutral Disagree Strongly
Agree Disagree
1 2 3 4 5
Row Website Design 112|3|4]|5
1 | The overall design of the website is welcoming and visually pleasing.
2 The links between the pages are clear.
3 The website is clearly structured.
4 | As | see the Digikala website, I know that in which area it works.
5 When interacting with the website, it provides me with tailored
information (e.g. product recommendation).

Information Quality

6 I am able to find all the needed information.

7 The information of Digikala website is regularly updated.

8 The provided information about products and their features are correctly
presented in the website.

9 Texts and content of the provided information are easy to understand.

10 | It is easy to choose and make comparison with other products while
shopping online.

Website Usability

11 | The website is easy to navigate and simple to use.

12 | The website’s links are problem free, accurate and pages load quickly.

13 | Inthe process of purchase, it’s easy to master the flow of online shopping.

14 | The website is up and running all the time.

15 | The website’s pages don’t freeze after | put in all my information.

Order Fulfillment Quality

16 | Always I’ve received all my purchased products as the one that I wanted
(not with bad quality or different products, ...).

17 | Always I’ve received all my purchased products without any fracture.

18 | The website contains information on product availability when
dealing/transacting.

19 | The website always deliver my orders on time.
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20 | Order tracking details are available until delivery.
Security and Privacy

21 | Digikala website is safe and reliable and won’t exceed my account
information into the hands of malicious persons.

22 | | consider that communication method of this online shop makes me feel
safe.

23 | This shopping website has specific privacy policy.

24 | This website shows care in how it collects my personal information.

25 | While working with this website it does not affect my use of security-
related concerns.

Trust

26 | Based on my experience with this website in the past, | know it is a honest
and trustworthy website.

27 | Based on my experience with this website in the past, | know it cares
about its customers.

28 | Based on my experience with this website in the past, |1 know it is not
opportunistic.

29 | Based on my experience with this website in the past, I know it is
predictable.

30 | I know that Digikala website knows its market well and how to compete
with its competitors.

Customer Satisfaction

31 | In general, I’'m satisfied with the design of the Digikala website.

32 | In general, I’'m satisfied with the quality of the provided information in
the website.

33 | In general, I’'m satisfied with the usability of the Digikala website.

34 | In general, I’'m satisfied with the quality of order fulfillment process of
the Digikala website.

35 | In general, I'm satisfied with the security and privacy of the Digikala
website.

36 | In general, I’m satisfied with the trust of the Digikala website.

Thank you for taking your time to complete this questionnaire.
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APPENDIX B: Survey Questionnaire

(Persian Version)
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APPENDIX C: Main Survey Items

Code

Description

Source

Website Design

wB1

The overall design of the website is welcoming and
visually pleasing.

dly 009 wolho dulw vy JS > 4b
cdaly 0 Wolagsd sy lb blx)

Elia, 2008
Gao, 2013

WB2

The links between the pages are clear.

0 b Olado oo SSweiy g oaS)S
LU

WB3

The website is clearly structured.

Owl i YU Lw sl ool oy

wB4

As | see the Digikala website, | know that in which
area it works.

Aols VLS x00 aolw 0y 40 2955 @axo 4
o) 4> O HeSde OS,h 4S8 Swl ed
SNl oy o ol s a4y s

Elia, 2008

WB5S

When interacting with the website, it provides me with
tailored information (e.g. product recommendation).

Pwlbio oledbl aolw g Lo HLS Plj_'x_a
O LSzt yo (YL > Lgdau S Laea)
'JJ—.*.ju—'o)‘)—?’

Gao, 2013

Information Quality

INFQ1

I am able to find all the needed information.

Sl dyg0 Oledbl olad 4y wiyiwd
cb L e ol oLl

Elia, 2008

INFQ2

The information of Digikala website is regularly
updated.

cowl Sl Sy

INFQ3

The provided information about products and their
features are correctly presented in the website.

OY guax o0 0 A a5yl sla éj_"sj 9 Oledb!

Yin Yee Beh,
2009
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INFQ4

Texts and content of the provided information are easy
to understand.

ol 45yl oledb!l aalie g U Lw

Sy Jolsd dls

O |

Saha & Zhao,
2005

INFQ5 | It is easy to choose and make comparison with other | Sultan & Uddin,
products while shopping online. 2011
9 oLl gLl BT ays a8
O LS u_:LwT 4 OYguax o (o 4wl i
It
Website Usability
WU1 | The Digikala website is easy to navigate and simpleto | Saha & Zhao,
use. 2005
=i oLl adagw 4 dolw 0y 2y LS
O |
WU?2 | The website’s links are problem free, accurate and Saha & Zhao,
pages load quickly. 2005
Yin Yee Beh,
Olx o g 034 il o Solew vy sl SO 2009
Ced e s SH b (Slel 4 g as e O
WU3 | In the process of purchase, it’s easy to master the flow | Leng & Zhang,
of online shopping. 2012
O dopd Jol s T wss gla) o
2090 0 Gy Odegw
WU4 | The website is up and running all the time. Saha & Zhao,
2005
owl Slwy GedF odlal ddoes Oolu oy
WUS | The website’s pages don’t freeze after I put in all my

information.

> Oledbl u_,om O3S oyl g HI
u_zx_>4_>|5_,ou_l_§_ﬁua_§_a Ly swolw vy Olxdw

B .}
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Order Fulfillment Quality

OFQ1

Always I’ve received all my purchased products as the
one that I wanted (not with bad quality or different
products, ...).

dolho J3loys OVgaxo olad 4ian

LS Sx ) bl 0 oud oy Lidw oyl g

g Oelado Lo g oS o ONYgaxo Jlxy
lpl 008 aldlayo

OFQ2

Always I’ve received all my purchased products
without any fracture.

O 1) Lr"*—ﬂ—3)3 OY guax o P Lo

. p! 00 S Q_fal_uaé_l_mj_&

Ali & Sankaran,
2011

OFQ3

The website contains information on product
availability when dealing/transacting.

Ol 83 o 4daa
Plj_t_h ) YLS sog>g0 4 bHH S ledb |
cOS oda ldo uys

Yin Yee Beh,
2009

OFQ4

The website always deliver my orders on time.

Sl y Low
ceS 0 Joex S gl 4 ddas |

Sultan & Uddin,
2011

OFQ5

Order tracking details are available until delivery.

abloys dhxd LS oldyliw Sy 4das

cdably o oguySws o

Zhou et al., 2016

Security and Privacy

SP1

Digikala website is safe and reliable and won’t exceed
my account information into the hands of malicious
persons.

9 035 gliaab!l JolL3 YLS xo0 aolw oy
9> gw O 38l giySwd Y oo vl Oledbl
NS S S R -

Altun, 2012

SP2

I consider that communication method of this online
shop makes me feel safe.

Aol e H oulw oy gl bl Syl ey
R S PR =B

SP3

This shopping website has specific privacy policy.

u..oLﬁ- T?_lo\_a) ool g8 1 aolw og (o
Cawl oyl oy ey

Leng & Zhang,
2012

107




SP4

This website shows care in how it collects my personal
information.

Lo i Oledlbl Sl go> Swl g3 y0
SIS 0 Dyge oS ail g8 agle

Saha & Zhao,
2005

SP5

While working with this website it does not affect my
use of security-related concerns.

ado S lwe olw oy =l O oo Lbwl
T S S N Do 1 S5LS axS 1y (G

Altun, 2012

Trust

TR1

Based on my experience with this website in the past,
| know it is a honest and a trustworthy website.

Q9 o= Lo e DS 4o 4 42 Lo
oLl o7 goes oslade!l Jould 3y oolw

'PJ‘J

Sultan & Uddin,
2011
Yin Yee Beh,
2009

TR2

Based on my experience with this website in the past,
| know it cares about its customers.

Q9 o= Lo e DS xS 4 42 Lo
ol glhiocabld

TR3

Based on my experience with this website in the past,
| know it is not opportunistic.

I e L e R N I B R e
ol 0290 S5 ool wl gw HI oo lw
el gliabld

TR4

Based on my experience with this website in the past,
| know it is predictable.

I e L e R S N I e B R e
OLaabl o7 goes dlade!l Jol3d 31 aslw

.‘a)l.)

TRS

| know that Digikala website knows its market well
and how to compete with its competitors.

s 0=l Lo o LS T 4 425 Lo
el glabld

Yin Yee Beh,
2009
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APPENDIX D: Histogram for Descriptive Statistics of Variables
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Figure D.1: Histogram for Website Design

50

40

w
=}
1

Frequency

5]
o
1

Mean = 3.54
Std. Dev.=0.781
N=416

T T T T T
0.00 1.00 2.00 3.00 4.00
Information Quality

Figure D.2: Histogram for Information Quality
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Figure D.3: Histogram for Website Usability
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Figure D.4: Histogram for Order Fulfillment Quality
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Figure D.5: Histogram for Security and Privacy
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Figure D.6: Histogram for Trust
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Figure D.7: Histogram for Customer Satisfaction
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APPENDIX E: The Result of the CFA on Customer Satisfaction (Factor Loadings

and Measures of Research Variables)

Item Variable Estimate S.E. C.R. Factf)r
Loading
ql Website.Design 1.000 .001 570
q2 Website.Design 1.024 072 14.147 .001 .666
q3 Website.Design 1.274 113 11.315 .001 .805
q4 Website.Design 1.241 114 10.908 .001 749
g5 Website.Design 1.236 116 10.695 .001 124
g6 Information.Quality 1.000 .001 719
q7 Information.Quality 1.131 075 14992 .001 .785
g8 Information.Quality 1.027 .076 13.455 .001 702
q9 Information.Quality 1.128 .080 14.155 .001 142
q10 Information.Quality 1.057 .078 13,511 .001 .709
gll Website.Usability 1.000 .001 765
ql2 Website.Usability .869 .064 13.503 .001 .705
q13 Website.Usability 489 065 7517 .001 399
ql4 Website.Usability 578 .064 9.008 .001 475
ql5 Website.Usability 517 065 8.011 .001 423
gl6  Order.Fulfillment.Quality 1.000 .001 489
gl7  Order.Fulfillment.Quality 1.257 125 10.026 .001 592
gl8  Order.Fulfillment.Quality .853 133 6.425 .001 417
gl9  Order.Fulfillment.Quality 1.370 159  8.639 .001 .700
g20  Order.Fulfillment.Quality 1.362 168 8.089 .001 .607
921 Security.Privacy 1.000 .001 762
q22 Security.Privacy 923 .069 13.419 .001 .669
023 Security.Privacy 1.023 .063 16.280 .001 .799
924 Security.Privacy 967 .063 15.420 .001 .760
925 Security.Privacy .848 064 13.285 .001 .662
q26 Trust 1.000 .001 724
q27 Trust 951 .071 13.380 .001 722
q28 Trust 902 072 12490 .001 671
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Factor

Item Variable Estimate S.E. C.R. )
Loading
g29 Trust .897 .070 12.790 .001 .688
g30 Trust .805 070 11514 .001 616
g31 Customer.Satisfaction 1.000 .001 510
932 Customer.Satisfaction 1.266 107 11783 .001 .669
g33 Customer.Satisfaction 1.377 146 9.434  .001 673
g34 Customer.Satisfaction 1.610 154 10.425 .001 835
g35 Customer.Satisfaction 1.277 137 9.289 .001 .653
g36 Customer.Satisfaction 1.644 157 10.495 .001 .851
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APPENDIX F: Correlations

Customer Website Information Website  Order Security  Trust
Satisfaction  Design  Quality Usability ~ Fulfillment and
Quality Privacy

Customer Pearson Correlation 1 A747 .598™ .548™ .568™ 505 554"
Satisfaction  Sig. (2-tailed) .000 .000 .000 .000 .000 .000

N 416 416 416 416 416 416 416
Website Pearson Correlation  .474™ 1 .346™ .368™ 323" 192 484
Design Sig. (2-tailed) .000 .000 .000 .000 .000 .000

N 416 416 416 416 416 416 416
Information  Pearson Correlation ~ .598™ .346™ 1 47T 525" 367 532"
Quality Sig. (2-tailed) .000 .000 .000 .000 .000 .000

N 416 416 416 416 416 416 416
Website Pearson Correlation  .548™ .368™ AT 1 464" 1527 556"
Usability Sig. (2-tailed) .000 .000 .000 .000 .002 .000

N 416 416 416 416 416 416 416
Order Pearson Correlation ~ .568™ 3237 525" 464 1 284" 489
Fulfillment Sig. (2-tailed) .000 .000 .000 .000 .000 .000
Quality N 416 416 416 416 416 416 416
Security and  Pearson Correlation 505" 192 367 152" .284™ 1 197
Privacy Sig. (2-tailed) .000 .000 .000 .002 .000 .000

N 416 416 416 416 416 416 416
Trust Pearson Correlation 554" 484™ 5327 .556™ .489™ 1977 1

Sig. (2-tailed) .000 .000 .000 .000 .000 .000

N 416 416 416 416 416 416 416

**_Correlation is significant at the 0.01 level (2-tailed).
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