UNIVERSITY OF LEEDS

This is a repository copy of Antecedents and consequences of online customer
satisfaction: A holistic process perspective.

White Rose Research Online URL for this paper:
http://eprints.whiterose.ac.uk/123862/

Version: Accepted Version

Article:

Pham, TSH and Ahammad, MF orcid.org/0000-0003-0271-2223 (2017) Antecedents and
consequences of online customer satisfaction: A holistic process perspective.
Technological Forecasting and Social Change, 124. pp. 332-342. ISSN 0040-1625

https://doi.org/10.1016/j.techfore.2017.04.003

(c) 2017, Elsevier Ltd. This manuscript version is made available under the CC BY-NC-ND
4.0 license https://creativecommons.org/licenses/by-nc-nd/4.0/

Reuse

Items deposited in White Rose Research Online are protected by copyright, with all rights reserved unless
indicated otherwise. They may be downloaded and/or printed for private study, or other acts as permitted by
national copyright laws. The publisher or other rights holders may allow further reproduction and re-use of
the full text version. This is indicated by the licence information on the White Rose Research Online record
for the item.

Takedown
If you consider content in White Rose Research Online to be in breach of UK law, please notify us by
emailing eprints@whiterose.ac.uk including the URL of the record and the reason for the withdrawal request.

eprints@whiterose.ac.uk
https://eprints.whiterose.ac.uk/



mailto:eprints@whiterose.ac.uk
https://eprints.whiterose.ac.uk/

Antecedentsand Consequencesof Online Customer Satisfaction: A Holistic
Process Per spective

Accepted in “Technology Forecasting and Social Change”

Accepted on 4t April 2017

Dr Thi Song Hanh Pham
Senior Lecturer in International Business & Global Sygphain Management.
IBERG, Sheffield Business School

Sheffield Halam University, UK

Email:| s.h.pham@shu.ac. Uk

Dr M ohammad Faisal Ahammad
Reader in International Business
IBERG, Sheffield Business School

Sheffield Hallam University, UK

Email:| raselengland@gmail.com



mailto:s.h.pham@shu.ac.uk
mailto:raselengland@gmail.com

Antecedents and Consequences of Online Customer Satisfaction:

A Holistic Process Perspective

Abstract:

This paper examines the determinants and consequencesnef onftomer satisfaction by
considering the entire online shopping experience, basedawcalected from our surveyf o
UK consumers in 2016. We found evidence that post online seralgperiences including
experiences with order fulfilment, ease of return a¥ponsiveness of customer service are
the most significant contributors to online customer faatisn. Security assurance,
customisation, ease of use, product information and easbeok-out, all have significant
impact but at much lower levels. The effect of website amee on customer satisfaction is
not significant. Our findings show that online customerisfaation leads to repurchase
intention, and a likelihood of making positve recommendatitmsthers, but not wilingness
to pay more. We also found the effects of product informatiastauisation, order fulfilme nt
and responsiveness of customer service on customer ctatisfaare stronger for experience
products than search products, while thereo significant difference in the effects of other
determinants for search products and experience productyaStheoretical and managerial

implications are provided, based on our findings.

Keywords: Onlne shopping behaviours, consumer satisfaction; onlme@ppsng process
website appearance, customisation, ease of use, secsuarae, order fufilment, customer

service, repurchase intention, words of mouth and wilingriegsay more.



INTRODUCTION

Research exploring what constitutes the online custoxgerience is an important area of
internet marketing research that requires further eagwor (Trueman et al, 2012). The
internet continues to revolutionise the retaling marketrind 2015 online sales in Europe
have grown by 18.4% and by 13.8% in the U.S (Centre for Retail iRes@®15). Despite the
growth in sales in the online retail industry, individuadine retaiers continue to face severe
chalenges. They need to create a shopping experiences thatdynamic, exciting, and as
emotionally rewarding as shoppers can get from bricks-antiimatores as these retailers
ofter onlne sales coupled with offine customer servicehe multi-channel retaiing context
gves rise to more transparent information about pricepamduct, empowering consumers to
switch to better options. Competing online retailers residg aftw mouse clicks away, so
consumers are able to compare competing offers with minimestments of personal time or
effort. The result is fierce price competition and customer tipyd an e-retaiing brand is
difficult to obtain. This means it is important to understaodnsumer online shopping

experiences, in order to cultivate customer loyalty.

Most of the existing research investigating factors infileg onlne customer
experience foces on the elements associated with customers' actiitigae-purchase and

purchase stages such as features of the retaiing iteyethés includes website design and

performance, information qualty, ease of use and secliyban et al. (2000); Srinivasan et

al. (2002) ; Park & Kim (2003); Monsuwe et al. (2004); and Ros¢ €2012). Research has
not taken account of the custosietotal purchasing experience and failed to pay sufficie nt
attention to the post purchase stage. Only Rao et al. (2019¢le@@al the impact of order
fulfilment and Griffis et al.(2012) looked atthe effect ofnetmanagement on online customer

satisfaction.


http://www.emeraldinsight.com.lcproxy.shu.ac.uk/doi/full/10.1108/09590550810911683

The research examining customer satisfaction in aelatio al stages of online
shopping process is limited. Liu et al (2008) and Thirumalasida (2011) are the only two
we found attempting to incorporate various elements belongirthetentire onlne shopping
process, but their studies omit the important element it @aise purchase stage, that is
customer’s experience of product return. The recent empirical results given bffiscret al.
(2012) demonstrate that the returns in online retailingifisigntly influence repurchase
behaviour.

From a management perspective, in order to develop an undergtaof customer
online shopping experiences, it is preferable to have drunmesnt that covers all the
dimensions of total online shopping experience. If only onepooent of the total retailing
experience is considered at a time, it might be detrimentaurtonderstanding of customers'
shopping experience and this in turn could lead to stratdbet either overemphasisome
factors and under appreciate the importance of others {(lal, 2008).

This study seeks to expand our knowledge of consumer online rshoexperience
and identify the most important factors from the entiren@nhopping process that influence
customer satisfaction. Our paper wil fll a gap ineash by considering pre-purchase,
purchase and post-purchase experience simultaneously. aWéesaveral contributions to the
e-retaiing lterature by developing and testing a new mofl@ntecedents and outcomes of
the consumer satisfaction with the entire oniine shgppirocess not currently found in the
literature. We also offer significant managerial imgi@as on which downstream actiities e-
retailers should focus on more in order to enhance custsatisfaction and lead to customer
loyalty.

THEORETICAL BACKGROUND AND HYPOTHESIS
Customer satisfaction refers to thatomer’s overall evaluation of the product or service after

he/she purchases it (Choi et al., 2013). Customer satisfa@iothe consequence of the



customer's experiences during the buying process (Kotler,) B®@7plays a crucial role in

directly affecting custometr future behaviour. |Berman and Evans (1998) define customer

purchase experience as all the elements that encooragabit a consumer during his contact
with a retaller. Recent lterature on e-retaiing has/ided several concepts of online shopping

experience (OSE). Novak et @000, p. 22) define OSE as the “cognitive state experienced

during navigation”. |[Rose et al. (2012, p. 309) call it online customer experience dnd e

as ‘a psychological state, manifested as a subjective response to the e-retailers website’.

Trevinal and Stenger (20[L4, p.324) use the term online shoppieyieexe and state that it is

‘a complex, holistic and subjective process resulting from interactions between uomts,
shopping practices (including tools and routines) and theeoeinvironment (e.g. shopping
websites, online consumer reviews, and social media)’. Malapragada et al (2016)
conceptualise a typical online purchase experience alvimy multiple web page visits,
through which the consumer evaluates the gatherednmf@mn, before making a purchase.
The drawback of these definitions is that theyty focus on customer’s online
interactions and omit possible interactions between e-st®ppdrthe e-retailers in an offline
environment in pre and post purchase stage, such as intesabitween a customer and an e-
retailer in physical store when she collects or retymrsluct bought online to theretailer’s
physical store. Our study extendsirthgork by the inclusion of customers’ experience in entire

shopping process. Traditonal marketing literature views urogls buying process as a

sequence of several stagies (Nicosia's, 1966; Engel et al., 1968Hawd Sheth model, 1969;

Kotler, 1997 Blackwell et al, 2003; Hawkins et al, 2003): (1) need recogniti¢2)

information search, (3) atternative evaluation, (4) pwehand (5) post-purchase behaviour.

In an online setting, Chircu and Mahajan (2006) concegptudlie online retail transaction as

a sequence of steps, including store access, search, emakmadicselection, ordering, payment,

order fuffiilment, and post-sales service. The concept offere@hisgu and Mahajan (2006) is
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helpful for keeping track of specific actwvities in onlinGopping process but viewing online
process as a sequence of specific activities is so #tatidoes not capture the dynamic and
fast changing elements in onine environment. For examplyst@amer after ordering may
bump into a pop-up showing better option then decide to careeédent order and buy the

latter option. So, online shopping process does not always folewsethuence of actiities

defined by Chircu and Mahajan (2006). Some specific actmvtes occur simultaneously, for

example, online customers’ information searching on online retail store webpage tsnof

conducted in conjunction with their evaluation and sielec Therefore, Chircu and Mahajar

(2006) concept hinders the generic and dynamic view of oslmgpping process. Klaus

(2013) dynamic model of online customer experience overcomigtiom of the one defined

by| Chircu and Mahajan (2006). Klaus (2013: 449) identifies omimechasing process with

three key stages including prior, during and after purch@ise prior purchase stage includes
such activities as information searching and evalatibthe information. The purchase stage
consists of such actvities as product selection, orderidgpayment. The after purchase stage
involve actvities such as evaluation of outcome.

With the aim to develop a holistic view of total onine shogpéexperience, we try to
avoid omissions of any possible elements which customeysexpeerience during their online
shopping process. We, therefore, adopt Klaus (2013:s4%8¢lel and define online shopping
experience as a holistic set of customer experiencegtingsfrom her/his interactions with
object/s on or agent/s from the e-retaiing website im #i@pping process from pre-purchase,
purchase to post purchase stage.

Our concept captures the synergistic nature of onlinehases by taking account of
the key factors throughout the whole purchasing processe &otwmities can simutaneously
occur online, some are sequential onlne actvities androthare conducted offine. For

example, a customer’s desire for a product arose from its display in one retailer’s physical store,
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they then went online to buy the product from anotherlaetaffering better price. Our concept

capturesthis dynamic phenomenon of mutichannel shopping activities.

Pre-purchase stage and customer satisfaction

At this stage, an online customer often corslacset of activities including searching product
information, comparing different alternatives, checkingtarusr review in order to make the
best buying decision. Prior studies suggest that varioaturds of the retaiing website
including website performance/ease of use, website appearaf@armation qualty, and
customisation compose customer experience in pre-purdiaageasichave positive influe nce
on customer satisfaction with e-retaillers (see revigiwantecedent variables of customer

satisfaction in Srinivasan et al., 2002; Liu, 2008 and Rose &(HI2).

Product information

Information provided by online stores support customers in makirghgse decision. In-depth
and comprehensive information enables customer to prediquétiy and utiity of a product
(Wolfinbarger and Gily, 2003). Upe-date, relevant, suficient and easy to understand
information helps customers to make a good choice (Wandgstadg, 1996). The depth of
product information on a web site was found to influence cisgomers’ perception of
shopping convenience. fetailers with in-depth product information enjoy more positive
customer satisfaction, and such an effect is higher tt@se with shallow product information
(Jiang & Rosenbloom, 2005). More extensive and higher qualbymation available on the
retaiing website leads to higher level of customer faation (Peterson et al., 1997). Therefore,
we propose that:

Hla: High quality product information has a positive impact on customer sttisfac

Easeof use



Ease of use refers to system layout, navigation sequamceconvenience to search for a
product or information.It is similar to the concept of “convenience” introduced in Srinivasan

et al. (2002) and Rose et al. (2012) or “user interface” used by Szymanski and Hise (2000).
One of main reasons for consumers to shop onlne is comvené&PS, 2012).A poor
perforning retailing websites does not meet consumers’ expectation for convenience, SO
customers are certainly not satisfied with their tiimepping on that website. Lohse and Spiller
(1998) found evidence of the effects of different layouts, ordamsabrowsing and navigation
features onusers’ satisfaction. The website which igay to use wil make customers happy
when shopping from the website. We therefore propose that:

H1b: Ease of use has a positive impact on customer satisfaction

Website appearance
In atraditonal retail context, aesthetic cues suc$taae layout, colour scheme, lighting, music,
and odour influence customer buying decisions (Kotler, 1973). Egigil (2003) proposed

that the online store environment influences consumers’ emotional and cognitive states, which

then result in various shopping outconles. McKinney (R004, p. 26@ested that aesthetic

features of a website including colour, graphics, layout, dasiyn are stimuli for enjoyment,
purchase and satisfaction. Rose et al.(2012) found the evidlesiceveb aesthetics provide
sensory stimuli supporting the formation of experience wgwes. We, thus, propose the
following hypothesis:

Hlc: Website appearance has a positive impact on customer satisfaction
Customisation
Customisation is the tailoring of products to the individua¢ds and preferences of customers

(Thirumalai and Sinha, 2011). The significance of providing promfmimation relevant to
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customers has been highlighted in the extant research Keugbl and Trits, 2000; Shapiro
and Varian, 1999; Srinivasan et al.,, 2002, Rose et al., 2012).

Customisation increases the probabiity that customelsfindi something that they
wish to buy without having to spend time on searching fromusénds of products on the
online market. This lowers the search costs of customadsanproves the overall qualty of
their purchase decisions (Haubl and Trits, 2000). These adesnbf customisation make it
appealing for customers to visit the site again in theeu In addition, by providing interactive
decision tools and information that is relevant to custonmistomisation enable customers to
complete their transactions more efficiently (Srinivasdral., 2002)

Overal, tailoring the online purchase process to the customer’s circumstance and
preference enable retailers to signal high qualty, oveecsome of the inherent customer-
interface limitations of the internet and better meedtomer expectations, thus delivering
greater satisfaction to customers. Based on the abowenty, we propose that

H1d: Customisation has a positive impact on customer satisfaction

Purchase Stage and Customer Satisfaction

This stage involves completing the online order. It invoMaspgers conducting such activities
as choice of payment and delivery methods, filing in payndstais and order confrmation
when checking out.

Ease of Checkout

Inefficient and troublesome procedures when checking ourime order wil annoy online
shoppers and could put them off from attempting to get the dmaeigh. It is estimated that,
on average, online shoppers only wait for eight seconds $tensyfeedback before deciding

to end their shopping (Dellaert and Kahn, 1999). In an indsstryey of more than 3000 U.S.



onine shoppers in 2012, UPS (2012) found that 83% of the surveyed saidplbat the ease
of checkout influences on their satisfactiotherefore, it will raise the customer’s degree of

satisfaction if the checkout stage is straightforwaadd the transaction can be completed

quickly. Based on the above argument, we propose that

H2a: Ease of checkout has a positive impact on customer satisfaction

Security Assurance

At the purchase stage, onlne shopplase to reveal their personal and payment details
Undoubtedly, consumers may curtail their purchasing belmavwehen confronted with
unfavourable media reports of data breach from a retaiingsitee In addition to data
breaches, consumers may be concerned about phishing websikgity itheft, and credit-
card theft when making an online purchase (Cozzarin andr@®mm 2016).Prior research
indicates that when perception of security risk from alireg website decreases, satisfaction
with purchasing from the e-retall is likely to increaSzyfnanski and Hise, 2000). We, hence,

hypothesise that

H2b: Security assurance has a positive impact on customer satisfaction

Post-purchase stage and Customer Satisfaction

At post onlne purchase stage, customer experience sudbeseprovided by e-retaieras
product delivery, customer service, and product return. Posthgsa experience is critical
part of online consumer experience because only until staige, online customers can
examine product. Tradtional marketing literature suggetsiat post-purchase evaluation

influences customers’ future behaviours (Kotler, 1997).

10



Order fulfilment

Order fuffilment has been defined as the abilty to perftrenpromised service dependably
and accurately (Stank et al., 2003; Stank et al., 1999). More cglbgifi order fulfilment
refers to a firm’s ability to deliver the right amount of the right product at the right place at
the right time in the right condition at the rightceriwith the right information (Coyle et al.,
1992; Stock and Lambert, 2001, Davis-Sremeck et al., 2008). Some rebkaardbhund
evidence that customer satisfaction has been connectader fulfilment (Davis-Sremeck et
al., 2008; Rao et al., 2011). Poor order fulfilment holds the potd¢atieloke a customer
negative reaction. This has been observed in the sdalicee research where it has been
seen that positve and negative outcomes relate distirtotlgatisfying and dissatisfying

experiences (Rao et al.,, 2011). Based on these evidenegsppose that:

H3a: High quality of order fulfilment has a positive impact on customer satisfacti

Responsiveness of customer service

Responsiveness refers dapplier’s prompt response to customer request. It is one element
among five dimensions of service qualty influencing & overal customer perception or
evaluation of experience of the online marketplace (Sar@083). Several studies have
indicated that there is a strong relationship betweerroast satisfaction and service quality
of which responsiveness is an important dimension (Dewa Kohl, 2002; Gounaris et al.
2010). The most common types of customer reviews on websiteba@retheir responsiveness
or irresponsiveness of onine selers. Agaim,the industry survey of more than 3000 U.S.
onine shoppers, UPS (2012) found that 61% of the sample saidgpanseeness of customer
service is important factor. The more timely an e-egtailresponds to customer
requests/complaints, the better the customer feels aleofitnth This positive experience Wil

enhance customer satisfaction. Based on these argumenizropose that

11



H3b: Responsiveness of customer service has a positive impacusbomer

satisfaction

Ease of return

Product returrnis more important in online retaiing than offline retailigyen that consumers

often do not have the opportunity to see the product physicafbyebpurchasg (Griffis et al.,

2012).

Procedural justice theory which refers to the fairnedspolicies and processes
employed in pursuit of organisational outcomes has beensttly applied in the marketing
literature to understand how consumers respond to serviosergcevents like the returns
process (Tax et al., 1998; Maxham and Netemeyer, 2002; Smith cdtod, B2002; Homburg
and Furst, 2005). Maxham and Netemeyer (2002), in assessiagne&ugieactions to service
recovery efforts, show that procedural justice has agstifluence oncustomers’ overall
satisfaction. Smith and Bolton (2002) found that customer pesosptif procedural justice are
important in influencing their overal view of organisatonLiterature suggests that when
customers perceive the service recovery effort by the tér be high, any negative opinions of
the firm are diminished considerably (Oliver, 1997; Oliver &whan, 1989). Several other
studies in the customer satisfaction lterature atgb that the level of service recovery has a
strong positve impact on customer perceptions (Keley ands,D2993; McCollough et al.,

2000).

In an industry survey, UPS (2012) found 63% of customers satvegid that they
looked for the returns policy prior to making a purchase and 628&tlioé shoppers have
returned a product purchased online. Having an easyseqtalicy wil enhance the customer
experience. An automatic refund is also very importarénsuring a good returns experience

(UPS, 2012). Based on these evidences, we propose that

12
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H3c: Ease of Return has a positive impact on customer satisfaction

Outcomes of customer satisfaction

Customer satisfaction is a critical factor to genexaistomer loyalty. According to Zeithaml
et al. (1996), loyal customers forge bonds with the company.o@est loyalty impacts
behavioural outcomes such as repurchase intention, paske-of-mouthard wilingness to
pay more. Several studies have found evidence for a posdméonship between customer
satisfaction and repurchase intentions (Rose et al., 2@llKao et al., 2009, Seiders et al.,

2005, and Yi and La, 2004; Srinivasan et al., 2002). Basedsoewvitience, we propose that

H4: Customer satisfaction will be positively associated with rekase intentions.

When customers argsatisfied withapurchase, they are likely to provide negative comments
Satisfied customers are more likely to provide positive worthaith (Dick and Basu,1994;
Hagel and Amstrong, 1997Frinivasan et al., 2002 found the evidence for positve word of
mouth as consequence of a customer satisfaction witbutibbase. Based on these evidence,
we propose that

H5: Customer satisfaction positively influence word of mouth
Research by Reichheld and Sasser (1990) reveals that daggdmers have low price
elasticities and they are wiling to pay a premium toicoet buying from their preferred
retailers rather than incur additional search costsoeg to Sambandam and Lord (1995),
loyalty to a business reduces the amount of effort expendsehirching for atternatives while
increasing the individual’s willingness to purchase from that e-business in the future.
Srinivasan et al. (2002) found the evidence for the fattaHoyal customer is wiling to pay
more for the product. Customers wil not become loyal if teey not happy with their
purchases and/or retailers. Customer satisfaction essential condition for customer loyalty

or wilingness to pay more. Based ois targument, we propose that

13



H6: Customer satisfaction positively influence willingness to payemor

M oderating effect of product type

Al goods/services can be placed on a contihuum ranging fray teaifficult to evaluate
Their location on the continuum, which depends on the level asfmaition asymmetry, marks
them as search, experience, or credence products (Darby &1Q&B). According to Nelson
(1974), search goods are defined as those characterised by @tdhuades where complete
information about the goods can be acquired prior to purchageeriece goods are
characterized by experience attributes that cannot be kmatwrhe purchase and after use of
the productSearch goods such as electronic products are associated Wgher degree of
standardisation so are easiy evaluated before purchaseh (et al.,2005). Products such as
books, vacations, telecommunication, or restaurants rely on exgegtributes because their
intangible nature precludes customers from evaluating dualty until they are purchased
and consumed. Experience products are associated with Idvoflestandardisation. Credence
products such as legal services, financial investmeants, education are difficult to assess,
even after purchase and use (Brown, et al, 2003). They sueiesd with lowest level of
standardisation. Past studies provide evidence attestimg twtion that the characteristics of
the product may affect consumerbehaviours in purchasing process (Aba et al. 1997;
Aspinwall, 1962). Maute and Forrester (1991) suggest searclexgaience qualties as
moderators of the link between search antecedents and ositconas online retailing context,
Hsieh et al. (2005) found that the effects of a number irafilst on customer loyalty are
different across product categories. Simiarly, Park and (2669) found the relationship
between website reputation and the online word of mouthodgerated by product type. By
extending the lterature to the study of the antecedants outcomes of online customer

experience, this study proposes that product types moderatelati@ships between online

14



purchasing experience and customer satisfaction aswéle relationships between customer
satisfaction and its outcomes. For example, in pre-purchtsge, it is easier to search
information of highly standardised product is than to do so fproduct with low level of
standardization, so customers buying different product typkshave different level of
reaction to website features and performance. Similarhpost -online purchase stage, it is
easier to evaluate qualty of highly standardised product éh@roduct with low level of
standardisation, so customer reactions tet#lers’ services in post purchase stage are more
likely different across the product categories. Specificallg, hypothesise that

H7,,: Aproduct type moderates the effect of product information on customer stdisfa
H7,,: Aproduct type moderates the effect of ease of use on customer satisfact

H7,. Aproduct type moderates the effect of website appearance on custtsiacsan
H7,,; Aproduct type moderates the effect of customisation on customeaectdisf

H7,,. Aproduct type moderates the effect of ease of checkout on custoistercsan

H7,,: Aproduct type moderates the effect of security assurance on custtis&action
H7,,. Aproduct type moderates the effect of order fulfilment on customisfeszion

H7,,: Aproduct type moderates the effect of customer service on custosécan

H7,. Aproduct type moderates the effect ease of return on customéaclédrs

H7,: Aproduct type moderates the effect of customer satisfaction on reparictiention
H7: Aproduct type moderates the effect of customer satisfaction on word df mout

H7,: Aproduct type moderates the effect of customer satisfaction omgwdlss to pay more

15
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Figure 1: Antecedences and Outcomes of Customer Satisfaction
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METHODS

M easurements

Measurements for our variables including Product Informatiorng BAEse, Customisation,
Website Appearance, Ease of Checkout, Security Assurance, OrderefuifiResponsiveness

of Customer Service, Ease of Return, Customer Satisfaction, Regerdntention, Word of
Mouth, Willingness to Pay Morerere developed based on extant lterature (see the Appendix
for more details) and revised upon the feedback obtained from asrdooup study of 20 post
graduate students doing a business management courseuaiversty in the UK. Al tems

are measured with (00) Likert scale where ‘1° means ‘strongly disagree’ and ‘10’ means
‘strongly agree’. We asked respondents to think of their last online tramesactind rate the

statements about their experience with the retaiingsiee in our questionnaire.

Product type was a categorical variable. We classified prdagoes based on the approach
used by Hsieh et al (2005) and Krishnan & Hartline (2001). f€ines bought online by our
research sample were electronics, household products, fasliooks and hotel
accommodation. According to Hsieh et al (2005) and Krishnan &nda(2001), electronics,
household products and fashion are classified as search goads#s and books, hotels are
experience goods/services. It is worth noting that no ccedproducts (i.e health foods, legal
services, real estate agencies, and insurance Istetle@snce goods in Hsieh et al., 2005)
emerged in our research sample, only two product groups imglusearch and experience

product appeared.

Three control variables were used in the study: a) age b) gend®ome measured in terms

of category variables. All the measurements are presentibg Appendix.

The sample

17



The onine survey using Googledoc was launched in Dece@®Es and January 2016. The
sampling frame consisted of online shoppers, located in the Ukifiee from a mix of online
social groups and professional databases via group-basedn@ecitification. The UK was
chosen for an empirical study because of the size andrdlsth rate of e-retailing market.
Data from Centre for Retail Research (2015) shows that UK’s e-retaiing market is the biggest
in Europe and ranks second in the world only after the U8t Atansing, a total of 600 usable
guestionnaires were obtained. In order to check for non-respoase we folowed the
procedure described by Armstrong and Overton (1977) whereby aathate respondents
were compared. The results suggest that no significaferedifes were found among the

groups, leading us to conclude that non-response bias does natappaalem in this study.

Final SampleDescriptive

Sample profie is presented in Table 1.

Table 1 Sample profile.

Percent of
Demographic sample

Gender Male 42
Female 58
Age 18-24 6

25-35 27

36-45 18

46-55 21

56-65 22
65+ 6

Every week 40.5
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Percent of

Demographic sample
Every month 43.8
Frequency of online Several times a year 14.9
shopping once in a while 0.8
Never shop online 0
Product bought Search product 75
Experience product 35
Shopping tendency Multi-channel for the best value 45.1
Shop online any chance possible 37.7

Shop at local stores any chance
possible 17.2

RESULTS

M easurement model

To assess mulicollinearity, colinearity statisticsergv conducted among each pair of
independent variables. The descriptive statistics andoitfielation matrix appear in Table 2.
The VIF values ranged from 1.75to 2.41 and the tolerane@svabnged from 0.55 to 0.71.
This would suggest that multicollinearity does not appedre an issue associated with the

independent variables used in this study (Hair et al., 2005).
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Table 2: Correlation Matrix, Measures and for Constructs
Variables Mean PI EU SA C WA OF ER EC CS RI WM WMP RCS
Product
Information (PI)
Ease of Use (EU) 7.447 .837 1
Security Assuranc
(SA)
Customization (C) 6.0745 .809 .65z 50z 1
Website
Appearance (WA)
Order Fulfilment
(OF)
Ease of Return
(ER)
Ease of Check Ou
(EC)
Customer
Satisfaction (CS)
Repurchase
Intention (RI)
Word of Mouth
(WM)
Wilingness to Pay
More (WPM)
Responsiveness ¢
Customer Service 6.231 .588 .507 .544 .75% .441 521 .637 .514 .637 .68% .617 .461 1
(RCS)

7.331 1

7.606 J67 75z 1

7.293 724 758 67€ 684 1

7.904 692 .67¢ .73t 597 671 1

6.850 530 .52¢ .61z 421 461 718 1

8.206 J71 79z .74€ .63t .76% .804 .61 1

7.703 765 757 .757 587 .72C .92% .81z .88z 1

6.913 590 .637 .57€ .58C .587 .727 .674 .61: .77€ 1

2.553 557 .59t 57C .57z 571 .70¢ .59¢ .57¢ .75C .891 1

4.623 316 .22€ .331 .381 .22¢ .37€ .384 .16Z .40C€ .51C .47% 1

To provide an assessment of the overall validity of our uneaent model, we
examined the possibiity of common methods bias by folowing Podsekad. (2003) and
employed two tests ie. Harman’s one-factor test and confirmatory factor analysis. Firstly, al
the variables were entered into an exploratory factorsasialynd no single factor emerged, nor
did it account for the majority of the variance. As atesué conclude that no general factor
is apparent. Secondly, a confrmatory factor analysis modelruvawhereby al the variables
were allocated to one factor. In examining the model fit, Hadysis revealed that the single -
factor model did not fit the data wel2=3098, DF=1075, p=.000, CFI= .50, and RMSEA
=.14). The results suggest that common bias does not appeaa frdidem in our research

and is unikely to confound the interpretations of our t&sul

To assess the validity and reliability of our measurégmenodel, we performed a

confrmatory factor analyses (CFA) in which each iteras restricted to load only on its a
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priori specified factor and were alowed to correlate with @mether. We refined the
measurement model by taking out the indicators with fdotatings lower than 0.6 and then
re-ran the CFA. A summary of the results i.e. the avexagance extracted and the construct
reliabilities of the final measurement model are showmahle 3. The overal fitness indices
suggest a good fit for the measurement model. Al the ditriedex (y2 = 2227.60; DF=725;
p<.01; CFI=0.96, NFI=0.95, TLI=0.96, and RMSEA= 0.068) satisfied the good fit threshold
recommended by Hair et al. (2005) and Hooper et al. (2QRE)F. = 2227.60/725 = 2.90 is
below cut-off 3. The goodness of fit index CFI, NFI, TLI were dnglthan the recommended
satisfactory level of 0.9 whereas the root mean square adremproximation was lower than

0.08.

Each item significantly loaded on its respective const(pet001) with ranges from
0.642 to 0.958. Each construct had composite reliability (rangmgp fi70 to .90) not lower
than the usual .70 benchmark (Hair et al, 2005). Convergeittityvaivas considered
satisfactory as the standardized loading for each of the @acththe average variance extracted
(AVE) both exceeded the 0.5 threshold recommended by Hair €0&I5). Discriminant
validity was also evident as the squared correlation artlwgonstructs was less than their

individual AVE (Fornell and Larcker, 1981).

Table 3: CFA Results for all Constructs

Constructs Items Factor Average Composite
Loading variance Reliability
extracted (above 0.5)
(above 0.6)
Product Information (PI) P14 .884 0.79 0.82
PI3 .842
PI2 .906
PI1 .832
Ease of use (EU) EU3 .950 0.85 0.83
EU2 .882
EU1 .833
Website Appearance WA4 .878 0.88 0.87
(WA) WA3 913
WA1 .873
Customization (C) C4 756 0.74 0.72
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C2 .642

Security Assurance (SA) SA4 721 0.72 0.78
SA3 791
SA2 .890
SA1 .790
Ease of Check out EC1 .907 0.74 0.72
(EC) EC2 .927
EC3 .895
Responsiveness of RCS1 .805 0.91 0.90
Customer Service (RCS) RCS2 779
RCS3 758
Order Fulfilment OF1 .803 0.79 0.81
(OF) OF3 .828
OF4 .869
OF5 .849
Ease of Return ER4 .903 0.82 0.78
(ER) ER3 .865
ER2 .817
ER1 776
Customer Satisfaction Cs1 .886
(Cs) Cs2 .939
cs3 789 0.88 0.92
Cs4 .864
Repurchase Intention RI1 794
(RI) RI2 778
RI3 848 0.93 0.90
RI4 .902
Worth of Mouth WM1 .933
(WM) WM2 962 0.81 0.83
Wilingness to Pay More WPM2 728
(WMP) WPM3 722 0.78 0.70

(42 = 2227.60; DF=725; p<.01; CFl= 0.96, NFI=0.95, TLB®). and RMSEA= 0.068).

Structural model

We tested our hypothssiof structural causal relationships using maximum likelidhoo
estimation methodAll the fitness index (x?=2256.289DF= 807, p<.01; CFI=0.96, NFI=0.95,
TLI=0.95, and RMSEA= 0.07)Xatisfied the good fit thresholds recommended by Hair et al.
(2005). y2/DF (2256.289/807) = 2.78 below cut-off 3. The goodness of fit index CFI, NFI,
TLI were higher than the recommended satisfactory lef/€l.9 whereas the root mean square

error of approximation was lower than 0.08.

Within the model, the positive impacts of three dimerssionpre-purchase experience

namely Product Information (p=0.016 <0.05), Ease of Use (p=0.01 <0.05), Cusiamisat
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(p=0.01 <0.05); the two dimensione purchase experience including Ease of Checkout (p
<0.01), Security Assurance (p=0.001<0.05) and three dimensions inpyrobhase stage
including Order Fulfilment (p <0.01), Responsiveness of Custometic8efp <0.01) and
Product Return (p <0.01) on onine Customer Satisfaction have beemedn Hypothesis
Hla, Hlb, H1ld, H2a, H2b, H3a, H3b, H3c are accepted. Meanwhile the peffitice of
Website appearance (p= 0.121 > 0.05) on Customer Satisfaction are tioaf{atsgnific ant.
Hypothesis H1c is not confrmed.

The empirical results also support for positives outcomesusfdiner Satisfaction on
Repurchase Intention (p<0.01), Word of Mouth (p<0.01) but not for WillingreeBsay More

(p= 0.061> 0.05). Hypothesis H4, H5 are accepted wiichas to be rejected.

Table 4: The Regression Path Coefficient and its Significance of the Sample

Hypothesis Path Coefficient P Result
Hla (+) PI -> CS 135 .016 Supported
Hib(+) EU > CS .146 .010 Supported
Hlic(+) WA > CS .087 121 Not Supported
Hid(+) C > CS . 186 .010 Supported
H2a(+) EC > CS 122 ok Supported
H2b(+) SA > CS .188 .001 Supported
H3a(+) OF -> CS .641 ook Supported
H3b(+) RCS -> CS .261 ok Supported
H3c(+) ER > CS 414 ok Supported
H4(+) CS > RI .657 ok Supported
H5(+ CS > WM .607 ok Supported
H6 (+) CS > WPM .275 .061 Not supported

(x? = 2256.289; DF= 807, p<.01; CFI=0.96, NFI=0.95, TLI=0.86d RMSEA=0.072).

M ulti-group analysis

To test the moderating effects of product type, we used muiipganalysis method in AMOS
16. We createdmo sub-samples of search and experience product groups. RglidByirne

(2016) and Arbuckle (2012, p363-384r wonducted analysis of three moddideasurement
weights (assuming that factor loadings are constant sagrosips) Measurement intercepts

(assuming that factor loadings and intercepts are constargsagroups) and Structural weights
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(assuming that factor loadings, intercepts in the eqgatand the regression weight for
predicting variables are constant across groups). The me@sur weight model is accepted
(p=0.044 < 0.05). This suggests that the measurement model is eoross product groups.
However, both Measurement intercept and Structural wemgittel have p =1.00 > 0.05, so the
assumption that intercepts and the regression weight edicping variables are constant across
groups has to be rejected.

Table 5: M ulti-group Analysis M odel Comparison

Model DF P
Measurement weights 116 .044

Measurement intercept 284 1.000
Structural weights 332 1.000

To further investigate the moderating effect of product typéhe specific relationships
we run constragd and unconstraéd model for each path and compare Chi-Square difference
with the critical statistic value. The moderation iificant when the difference in Chi-Square
value between the constrained and unconstrained modghés lthan the value of Chi-Square
with 1 degree of Freedom, which is 3.84 at significant levé).@% (Byrne 2016). The results
of chi-square difference test and the path coefficienthiersearch and experience products are

presented on Table 6.

Table 6: The resultsof chi-square difference test and the path coefficient for the search and experience
products

Chi-Square Result on Product Type
Hypothesis I(Dgff;:e:ncl? Hypothesis Search Experience
Product Product
;
7 | ey e W | e | s |
7o | posscuperotmaes W | o geres] a0 |
75 r ;;‘;g‘;csthtiﬁp;emgee;a\;\f:@?e 2,559 Not supported | .077 098
714 F:;?;t%%t;mebr;‘?ﬁ:;tgthe 4.234* Supported 161 221
72 Zﬁgﬁgﬁ;;ﬁgigﬁﬁfﬁghe 1.653 Not supported | .132 113
H7a r;;"t‘ijounc;%psemgga;%tshe 2,559 Not supported | .198 189
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Chi-Square Result on Product Type
- WaTS | e |

T | pemmmerede o W | cpperes | w2 |
T | gt e e o] O | ey | | oo
H7, fgf;?izﬁggigebrgfv\?eeéﬁt:he 2.863 Not supported | .648 663
A7 r;;?gﬂgthtiﬁpfetmvvogee;aémhe 3.229 Supported 597 609
H7e r;;gg#;:g%‘ztm‘;i”ét?v&% 3519 Not supported | . 216 233

*Chi-square difference is significant at the 5%dev

As shown in Table 6, a moderating effect of product type tststlly significant on

the relationship between product information and customefastibn (y>= 18.843 ADF=

1, p<0.05), between customisation and customer satisfachgt+ (4.234, ADF= 1, p<0.05),

between order fulfilment and customer satisfactiog? € 14.284 ADF= 1, p<0.05), between

responsiveness of customer service and customer satisf{atie=10.654, ADF= 1, p<0.05).

HypothesisH7,, ,H7,4 ,H7,, ,H7,, are accepted. The moderating effects of product type on the

other relationships were not confrmedAyf < 3.84, ADF= 1, p>0.05). Hypothesis

H7,, ,H7,. ,H7,, ,H7,, ,H7,. ,H7, ,H7,,H7, are rejected.

DISCUSSION AND CONCLUSION

Overall, our results indicate that online customer faatien is made of positive experiences

in three online shopping stages. Similar to extant releare found that the features of web

shop including Product Information, Ease of Use, Customisatiore BB€heck Out, and

Security Assurance enhance Customer Satisfaction. Howevetid wet find the support for

the effect of website appearance as evidenced in Rosg2122). This may be because their
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model did not consider the range of variables which our modelrdparticular it did not take

account of the post-sale experience.

In general, across the sample, wel-functioning featwk®-retailing website can
contribute to online customers’ a positive perception but not this is not a key driver for
consumer satisfaction. Post purchase services inclu@irder fulfilment [=.641), Ease of
Return =.414) and Responsiveness of Custonfer.Z61) are three key drivers of customer
satisfaction. This suggests that in an online gaicontext, the market is very transparent,
customers have ample of chances to make an informed pogchdecision, they pay more

attention to qualty of post purchase service.

The effect of product information on customer satisfactistronger for experience
product than search product. This is becdestires of experience products are unstandardised,
soinformation of experience product is less avaiable tihah of search product. uSomers
of experience product would appreciate a retailing websitechwiprovides in-depth
information more than customers of search productTdis finding is a new contribution as
literature relating to the effect of product information Rark & Kim, 2003; Srinivasan et al.,

2002) did not examine the effect across different product types.

Similarly, the effect of customisation on satisfactisrstronger for experience product
than search product. This finding is consistent with Hsle¢ al. (2005) which found that
structural bonds, such as providing customized service andsgiooiel knowledge, are more
important for credence and experience goods/services thasedoch goods. This findings
support for Park and Lee (2009)'s claim that for experienceovorldvel of standardised

products, a somewhat personalsed, specialsed approach is required.

Again, the effect of order fulfilment on customer satifmn is stronger for experience

product than search product. For experience product, its qeailityot be on judged before the
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product is received and consumed. So order fulfilment isatrifactor for e-retailers to please
customers of experience product. This is a new contribut®litei@ture on the effect of order
fufilment (i.e Davis-Sramek et al., 2008; Rao et al.,2011) did nestigate the effect across

different product types.

Also, the effect of customer service responsiveness amaeistsatisfaction is stronger
for experience product. Our findings support for the claim glBrand Artz (1999)'s that
providing timely, high-quality customer services is the dant driver for competitive
advantage in experience goods/services markets. Conswhersperience product would
appreciate responsiveness of customer service more theummewa of search product, because
it is difficult for them to get specific information taid to their situation from anywhere else.
For example, a hotel website may say there is free custpanking on a first come first serve
basis. It would be very difficult for the customer to understdnedavailability of parking other

than talking to customer services.

Regarding outcomes of online customer satisfaction, oundgaedconfirm that satisfied
consumers would return to purchase and spread positive word o rhmwever, they are not
wiling to pay more. Our sample of UK consumers provides lagimiesults to those of
Kushwaha and Kaushal (2016) which was based on the sampigiaof tconsumers and found
that Indian online consumers are price sensitive. Thansnthat regardless stages of economic
development, onlne consumers in both developed and developingiesoware all sensitive
with price. This can be explained by the fact that in @nliataiing market, shoppers can easily
obtain an ample of information about products’ specifications and prices from different
channels to compare and contrast for the best value, soatBeyot wiling to pay more
although they are satisfied with e-retailers in thegvpus purchases. Our finding is differe nt
from Srinivasan et al. (2002) which found the evidence ferpthsitive effect of customer

satisfactions on wilingness to pay more. This may be becheseniodel did not take account
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of the comprehensive set of variablesour model did. Particularly, it did not consider the post

purchase experience.

It is worth noting here thathe moderating effects of product type on the relationship
between customer satisfaction and repurchase intentiwhbetween customer satisfaction and
worth of mouth are not significant. This non-significant matieg effect may be due to the
critical role played by customer satisfaction in e-pwseharocess regardless of the type of
product purchased (Carlson and O’Cass, 201Q. This finding is consistent with Lim et
al.(2015)'s finding that there is no significant difference the effect of e-shopping site

satisfaction on purchase between search products andeegpeproducts.

Contributions

Our study provides several major theoretical implicatiomsufderstanding antecedents and
outcomes of on customer satisfaction. We have develgp@dre comprehensive model to
reflect the total customer experiences in the entiieeoshopping process whichiddnot exist
before. By investigating a comprehensive set of custongrierces in the whole purchasing
process, our paper provides more robust findings than previoussstBdi@vasan et al. (2002)
and Rose et al. (2012) are the only two studies comprehensieatyeptualising antecedents
and outcomes of customer satisfaction but both studies didonsider the important role of

post purchase experience and so produce some results inCdNKISHeIrS.

Our study conceptualises the important role of post online s&licesin retaining
online customers. We argue that post onine sale sennoiuding order fulfilment, return
management and customer service are more critical taming customers than website
features. Beyond price, researchers have argued thatwthekey encounter-specific
dimensions of online retaiing that drive customer safigfin (and retention) are product

performance and post onine sale service (order fulfilmemforp@nce, customer service)
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(Rao et al., 2011). Product performance is often outside theroceimce most of them are
retailers, seling products manufactured by others, thussetbend dimension becomes a key
differentiator for online retailers who hope to generatgtocoer loyalty. While several studies
exist in this domain, to date, the relationship between poset oséle service (order fuffilment,
product return) and customer behaviour remains unexani{iRad et al., 2011, Griffis et al.
2012). Our study adds knowledge to this area since researbh ompact of order fulfilme nt
and return management on customer shopping behaviournis sca

Our paper offers more insights of the differences in tfectsef of onlne shopping
experience on customer loyalty between search and exgeriproduct which were not

considered in previous studies.

Our study also offers several implications for managdnsgeneral, frms should
manage their customer experience on three pilars t¢droes experience: prior, during, and

after the purchase.

For website attributes, e-retailers need to make surethtbit retailing websites are
user-friendly, are easy to navigate and search for pduad faciitate smooth checkout
process. The websites need to provide assurance for secysiyynaént. Marketing strategies

could stress the invulnerability and the strength ofygtion algorithms to protect the users.

In relation to product information, e-retailers should maleagy for customers to view
and obtain accurate, consistent and comprehensive informafiproducts. Online sellers of
experience products should make effort to provide intensiveextadsive information about
product as customers need more information to reduce iiskprocurement of experience

product.

Our findings suggest atthough well performing website maketomers happy, more

effort should be made in the area of order fuffilment, cust@®erce and return manageme nt.

29



E-retailers need to aware that order fulfilment is ri@st important determinant of customer
loyalty, especially for experience product. Good return maregens the second important
factor keeping customer happy. E-retailers need to apply aistiiendly return policy.
Responding quickly to customers’ queries, requests and complaints is of third important factor.
This is particularly important for e-retailers selingperience product which consumers would

have more need to contact sellers in order to clarify #mabiguity about the product.

Finally, online retailing market is highly competitive datnansparent, onlne shoppers
can easily switch from one to another retailer. Theyrat wiling to pay more despite their
satisfaction with e-retailer. So, e-retails need to work omgristrategy to make sure that their

offerings are competitive in both onlne and offine environsent

Limitations and directions for future research

Our study has two limitations resulting from trade-off isiens required in research of this
type. First, whie we carefully folowed methodological gude$ for sampling, locating
appropriate informants, ensuring anonymity, and designing owystovmaximize respondent
objectivity, the potential stil exists for informant biasaur data caused by representative ness
of the sample from the population. Our research sample &g upon our professional and
social network contact, relying on their goodwil to participateour survey. In seeking to
generalise our findings, future research in onine comsubehaviours may beneft from

utlising online social forums to increase representaéiss of the sample.

Second, whie we buitt hypotheses guided by the directionkdges implied in the
theoretical Iterature, we tested our hypotheses with @estional data and therefore cannot
empirically impute causalty in the relatonships exachin or empirically assess the
sustainability of the outcomes observed. In order to boost iapiligl of data provided by

respondents, future research in onine consumer behavibass utlise multi stage data
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collection, asking respondents questions relating to deternsinaf their purchasing
behaviours in the initial stage and questions relatingoieexjuences of their purchasing in the

later stage.
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Age
Gender

Appendix: Survey Questions

Frequency of online shopping
Most popular shopping tendency
Product bought in the last onine transaction

Think of your last online transaction and usel @scale (strongly disagree ‘0’ to strongly
agree ‘10°) to rate the statements below. Give mark 5, if information is not available.

Product PI1 This website provides accurate information of thedpict Adapted from
Infor mation PI2 This website provides detailed description of thedpict Park & Kim
(PN PI3 This website presents effective visual images efgloducts (2003),
PI4 This website provides consistent information alibatproduct | Srinivasan et
al. (2002)
Ease of use EU1 This website is convenient to search for a product Adapted from
(BY) EU2 This website is easy to navigate wanted pages Rose et al.
EU3 This website is user-friendly (2012),
EU4* This website provides a tool that enables prodaotgarison Thirumalai
and Sinha
(2011),
Security SA1l This website provides assurance for security ohmnt
Assur ance SA2 This website provides assurance for security of peal Park and Kim
(SA) information (2003)
SA3 The feeling of security is important for me to gaom shopping
on this website
SA4 | have not heard a problem with leaking personfalrmation
from this website
Website WA1 This website design is attractive to me developed
Appear ance WA?2* | | like the colour scheme of this website from
(WA) WAS3 | feel comfortable looking at this website Srinivasan et
WA4 | This website is engaging al. (2002) and
Rose et al.
(2012)
C1* This website enables me to order products thatzdoe-made Adapted from
Customization for me Srinivasan et
© c2 The website sends me information customised to emggnal | al. (2002),
preference Rose et al.
C3* This website enables to keep save my preferredsitemfuture | (2012),
purchase Thirumalai
c4 This website makes recommendations that match regsie and Sinha
C5* | receive reminders about making purchases fromvlebsite | (2011)
Ease of EC1 Order placement procedure on this website is dttdagward
checking out EC2 This website provides order confirmation straigiiag Thirumalai
EC3 Payment procedure on this website is straight fadwa and Sinh
(2011)
Responsiveness | RCS1 | This website was responsive to my query Santos (2003)
of Customer RCS2 | This website was responsive to my complaint.
Service RCS3 This website quickly dealt with my request.
OF1 The goods | bought from this website have beerned on Developed

time.

from Coyle et
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Or der OF2* The goods | bought from this website have beenerd to the| al. (1992);
Fulfilment (OF) right place Stock and
OF3 Upon arrival, shipment match my order Lambert
OF4 Upon arrival, quality is the same as descriptiontrenwebsite | (2001), Davis-
OF5 Upon arrival, shipments are undamaged Sremeck et al.
OF6* | The order was delivered in my convenient time (2008)
OF7* This website keeps me informed of different staigerder
delivery
Ease of Return | ER1 This website provides good amount of time to retann Adapted from
(ER) unwanted product Griffis et al.
ER2 It was quick to get refund for an unwanted prodtarn this (2012)
website
ER3 The arrangement for return the product bought ftbimwebsite
is convenient
ER4 The return policies laid out in this website arestmmer
friendly.
Customer Cs1 | am satisfied with the pre-purchase experiencenftbis Adapted from
Satisfaction website (e.g., product search function, qualitynédrmation Magi (2003),
(CS) about products, product comparison on the website). Ha et al.
Cs2 | am satisfied with the purchase experience froim website 2010, Kuo et
(e.g., ordering, payment procedure). al. (2009) and
Cs3 | am satisfied with the post-purchase experienme fthis Rose et al.
website (e.g., after sales support, returns, dglicare). (2012)
Cs4 | am satisfied with my overall experiences of oalshopping at
this website.
Repur chase RI1 This website is my first choice when | need to makeurchase | Adapted from
Intention RI2 | regularly repurchase from this website Rose et al.
(RN RI3 | intend to browse this website first for my nexdrphase. (2012) and
RI4 | expect to repurchase from this shopping websitedar future| Kuo et al.
(2009)
Word of Mouth | WM1 | will recommend this website to my friends or telas. Adapted from
(WM) WM2 | will recommend this website to anyone who seeksanivice. | Srinivasan et
WM3 | 1 will wiite a positive review on this website al. (2002)
WM4* | | will write a positive review about this websita social forum
in otherwebsites
Willingnessto | WPM1 | | would switch to other websites that offers beftece Adapted from
pay more * Srinivasan et
(WPM) WPM2 | | would continue to buy from this website if itsiqers increase | al. (2002)
somewhat
WPM3 | | would pay a bit more at this website instead oyibg from
anotherwebsite that offers the same benefit
WMP4 | | would stop buying fronthis website if its competitors’ prices
*

decrease somewhat

*ltem with factor loading <0.6 and was excludedfrthe final measurement model
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