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Abstract

This study delves into the profound
influence of online shopping attributes,
simplicity, security, affordability, and
transaction  speed on  customer
satisfaction within the dynamic realm of
e- commerce. Through a meticulous
mixed-methods approach, qualitative
methods such as interviews and focus
groups unravel the nuanced perceptions
and experiences of customers regarding
these  attributes.  Concurrently, a
structured Likert scale questionnaire
quantitatively assesses the impact of
these attributes on customer satisfaction
levels across a diverse sample of online
shoppers. In contrast, the quantitative
assessment  provides a  rigorous
evaluation of the relative importance and
impact of each attribute on overall

customer satisfaction. These insights can

inform strategic decisions in enhancing
user  experiences, refining pricing
strategies, bolstering security measures,
and streamlining transaction processes,
ultimately fostering long-term customer
loyalty and profitability in the
competitive digital landscape.

Keywords - Online Shopping Attributes,

Customer Satisfaction, E-commerce.

Introduction

In the era of digital transformation,
online shopping has become an integral
part of consumers daily lives,
revolutionizing the way people browse,
select, and purchase products and
services. The rapid advancement of
technology and the proliferation of e-
commerce platforms have led to a
myriad of online shopping attributes that
significantly influence customer
satisfaction. Understanding the impact
of these attributes is crucial for

businesses to enhance the online
shopping experience and build long-
lasting relationships with customers. The
purpose of this study is to investigate the
relationship between online shopping
attributes and customer satisfaction. By
examining factors such as website

usability, product assortment, pricing

ASET Journal of Management Science (E- ISSN: 2584-220X) 145
Copyright© 2024: Author(s) published by ASET College



ASET JOURNAL OF MANAGEMENT SCIENCE

Peer Reviewed & Open Access Journal

ISSN : 2584 - 220X (Online) | RNI : Applied | Frequency : Bi-Monthly
Objectives Of The Study

strategies, delivery speed, customer
support, and security measures, this
research aims to uncover the key drivers
that contribute to positive customer
retail

experiences in the online

environment. This study adopts a
comprehensive approach that integrates
theoretical frameworks from marketing,
information

consumer behavior, and

technology to provide a holistic
understanding of how various online
shopping attributes impact customer
satisfaction. Through empirical research
and data analysis, valuable insights will
be gained into the preferences,
expectations, and behaviors of online
shoppers, allowing businesses to tailor
their strategies and offerings to meet
customer needs effectively. By shedding
light on the intricacies of online
shopping attributes and their influence
on customer satisfaction, this study
seeks to contribute to the existing body
of knowledge in the field of e-commerce
and provide practical recommendations
for businesses to optimize their online
retail operations and foster customer
loyalty in an increasing competitive

marketplace.

e To evaluate how quick transaction
processes contribute to customer
time savings.

e To analyze the effect of delivery
speed and reliability on customer
satisfaction.

e TO
affordable goods on customer

identify the impact of
satisfaction levels.

e To determine the level of

convenience  experienced by

customers in online shopping.

Review Of Literature

Hussain and Ali (2018) conducted a
study focusing on the impact of
website  design  on  customer
satisfaction in online shopping. They
emphasized the importance of user-
friendly interfaces, intuitive
navigation, and visually appealing
layouts in creating a positive online
shopping experience.

Li and Hitt (2008) studied the role of
convenience  factors  such  as
transaction speed, one- click ordering,
and efficient checkout processes in
improving customer satisfaction and
loyalty. They found that streamlined

shopping experiences lead to higher
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detailed

customer satisfaction levels and an
increased  likelihood of repeat

purchases.

Wang and Emurian (2005) explored
the role of security measures in
building  customer  trust and
satisfaction in e-commerce platforms.
They highlighted the importance of
SSL certificates, encryption
technologies, and transparent privacy
policies in assuring customers of the
safety of their transactions and

personal information.

Phan, M., & Nguyen, T. T. (2019).
Journal of Retailing and Consumer
Services, 50, 123- 134.delved into the
relationship between social media
engagement and customer loyalty in
the context of online retailing. Their
study explored how interactions on
social media platforms, such as
reviews, recommendations, and brand
customer

engagement, influence

loyalty and repeat purchase behavior.

Kim and Forsythe  (2008)
investigated how the availability and
quality of product information
influence customer decision-making
and satisfaction in online apparel
shopping. They discussed the impact

of features like virtual try-on

technology, product

descriptions, and customer reviews

on enhancing the  shopping

experience and reducing purchase

uncertainty.

Verhoef, P. C., & Langerak, F. (2001).
International Journal of Retaill &
Distribution Management, 29(4), 156-
165

examined the role of personalization and
customization in influencing consumers'
adoption of electronic home shopping.
Their study investigated how
tailoredshopping experiences,
personalized recommendations, and
customizable features impact customer

satisfaction and acceptance of e-

commerce platforms.

Research Methodology

Research Design
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In a quantitative study, we will use a
structured questionnaire to collect data
on online shopping attributes such as
simplicity, security, affordability, and
transaction speed. The goal is to
determine how these factors impact
customer satisfaction. Statistical analysis
will then be used to examine the

relationships between these attributes

and satisfaction levels.
Non-Probability Method

We choose a non-probability sampling
method because it’s effective for
quantitative research, especially when
dealing with a wvast and diverse
population of online shopper

Data Collection

Primary Data

For this study, 150 participants were
surveyed to obtain primary data. The
surveyincluded straightforward

questions regarding the company's
performance measures related to online
shopping attributes. Participant’s
responses were systematically gathered

and recorded for analysis.

Research Model

INDEPENDENT VARIABLE DEPENDENT VARIABLE

Online Shopping Attributes l e Convenience

e Simple and secure — e Money save
*  Cheap goods ’ e Time save

®  Quick transaction

Hypothesis

Null Hypothesis (HO) There is no
significant difference between online
customer

shopping  attributes  and

satisfaction  regarding  convenience,
money saved, and time saved.

Alternate Hypothesis (H1) There is a
significant difference between online
customer

shopping  attributes  and

satisfaction  regarding  convenience,

money saved, and time saved

Data Analysis And Interpretation
Anova

Hypothesis

Null Hypothesis (HO) There is no
significant difference between online
customer

shopping attributes and

satisfaction  regarding  convenience,

money saved, and time saved.

Alternate Hypothesis (H1) There is a
significant difference between online
shopping attributes and customer
satisfaction  regarding  convenience,
money saved, and time saved.
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ANOVA CORRELATION
Mean M
Sum of Squares | df | Square F Sig. SIMPLE QUICK MON |E
Between Groups 35.521 3 11.84 | 2.908 | 0.037 ‘;gD(ﬂJRE CC)]]')[EAPGO EI?NSACT ggg\'m gz\i EA‘
Within Groups 594.372 | 146 4.071 Pearson
SIMPLEANDSECURE _| Total 620.803 | 149 Correlati 300
Between Groups 64.413 3 21.471 3.861 0.011 o 1] 4087 3007 A66” M
Within Groups 811.961 | 146 5.561 SIMPLE Sig. -
AND tailed) 0 0 0 ol o
CHEAP GOODS Total 876.373 | 149 SECURE N 150 150 150 150 150 150
Between Groups 128.672 3 42.891 | 7.024 0 Pearson
Within Groups 801.468 | 146 6.106 Correlati . . . LA
QUICKTRANSACTION | Total 1020.14 | 149 g?g [ 4% 1] A48T 398 S07
Between Groups 10.22 3 3.407 | 0.644| 0.588 CHEAP mj]ed} 0 0 0 0 0
Within Groups 772.873 | 146 5.294 GOODS N 150 150 150 150 150 150
CONVENIENCE Total 783.093 | 149 Pearson
:;t\l:/.eenGroups 78.204| 3 26.008 | 4.558 | 0.004 Snmﬂﬂ“ 200+ . 1| asse ag 410
ithin Groups 835.946 | 146 5.726 QUICK Sig. (2
MONEY SAVE Total 914.24 | 149 TRANSACT | tailed) 0 0 0 0 0
Between Groups 145504 3 48501 7383 o 1ON N 150 150 150 150]  1s0] 150
Within Groups 959.169 | 146 6.57 Pearson
TIME SAVE Total 1104.673 | 149 ccmcml““ 166 308% a55™ 1| 602+ ad
Sig (-
CONVENIE | tailed) 0 0 0 0 0
A NCE N 150 150 150 150 1s0] 150
Pearson
Interpretation P s
on 453" 507" 5437 602 1=
. Sig (0
o ! MONEY tailed) 0 ] 0 0 0
P-values less than 0.05 for 'Simple and ey (@
Pearson
] o 1 Correlati
Secure,' 'Cheap Goods," 'Money Save, m e e e e el
tailed) ] 0 0 0 0
e o o H - s TIME SAVE [N 150 150 150 150] 1s0] 150
and Time Save' indicate a significant
difference in customer satisfaction.  Interpretation

However, for 'Quick Transaction' and
‘Convenience,' the p-values are greater
than 0.05, suggesting no significant
difference in customer satisfaction
related to these attributes.

Correlation

Hypothesis

Null Hypothesis (HO) There is no
significant difference between online
customer

shopping  attributes and

satisfaction  regarding  convenience,

money saved, and time saved.

Alternate Hypothesis (H1) There is a
significant difference between online

Here p-value is less than 0.05 indicate
that the correlation between online
shopping attributes and customer
satisfaction is statistically significant.
This means there is strong evidence to
support a

meaningful relationship

between these variables.

Summary of findings

e Customers like online shopping to be
easy and secure, as well as to find
good deals that save them money
and timeAffordable pricing is a key

driver of customer satisfaction in

shopping attributes and customer
satisfaction  regarding  convenience, online shopping experiences.
money saved, and time saved ] o ) )

e Time efficiency is a crucial factor
that positively impacts customer
satisfaction in online shopping.

e Emphasizing simplicity, security,
affordability, and  time-saving
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features can enhance overall

customer satisfaction in online
shopping platforms.

e Online retailers should prioritize
improving the attributes of cheap
and high-quality goods to boost
customer satisfaction levels.

e Quick transactions and convenience
are nice but dont significantly

impact customer satisfaction in
online shopping.

e Customers appreciate being able to
find what they need quickly and

their

efficiently  during online

shopping experience.

Conclusion

In conclusion, our study delves into the
relationship between online shopping
attributes and customer satisfaction.
Through a thorough analysis of factors
like simplicity, security, affordability,
and transaction speed, we have gained
these

profound insights into how

elements influencecustomers overall

satisfaction levels in the online shopping
realm. These findings underscore the
critical role of user experience in

shaping customer perceptions and

loyalty in the online shopping domain.
Businesses can leverage these insights to
their streamline

enhance platforms,

processes, and ultimately improve

customer  satisfaction, leading to
increased retention and profitability. As
digital commerce continues to evolve,
continuous monitoring and adaptation to
consumer preferences remain essential.
This  study  contributes  valuable
knowledge for businesses aiming to
thrive in the competitive landscape of e-
commerce by prioritizing customer

satisfaction and loyalty
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