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ABSTRACT

E-shoppingisarecentexperienceinthefieldofe-businessandisgoingtobethefutureofshopping
intheworld.Shoppingattheclickofamousehasgainedmuchpopularity.Duetofast-movinglife
andshortageoftime,consumersaresearchingfortheirdesiredproductsinonlineshoppingstores.
Consumersaremoreconnectedthaneverbeforeandhavemore informationandchoicesat their
fingertipstoday.Ife-marketersknowandunderstandthefactorsaffectingconsumersatisfaction,they
canfurtherdeveloptheirmarketingstrategiestoattractandretaincustomers.Theaimofthestudy
istomeasurethefactorsthatinfluencebuyersatisfactionwhilepurchasingonline.Itemphasizes
theimportanceofbuyersatisfactionandhelpsthee-marketerstounderstandtheirinsighttowards
e-storeshopping.
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INTRodUCTIoN

E-Shoppingisarelativelyanewbusinessmodeandaregrowingrapidlyindevelopingcountries
likeIndia.Withtheenthrallinglifeanddearthoftime,nowtheconsumersaresearchingfortheir
preferredproductsine-stores.Asmanyshoppersareshoppingonline,theimportanceofe-storesis
growingwiththepassageoftime.Thebuyerscangetbenefitthroughcomparingpricesatdifferent
onlinestoresatthesametimewhichtheycan’tdoinaphysicalstore.Onlineshoppingenvironments
arethereforeplayinganincreasingroleintheoverallrelationshipbetweenonlinestoresandtheir
customers(Koo,Kim,&Lee,2008).Todaytheonlinebuyershavemorecontrolandbargainingpower
thanphysicalstorebuyersbecausetheinternetoffersmoreinteractsbetweenbuyersandproducts/
serviceprovidersaswellasgreateravailabilityofinformationaboutproductsandservices.

Duetotechnologicalinnovations,thetraditionalwayofshoppinghasbecomeinsufficientfor
individuals. Individualsnowprefereasyways to reachbrandsandstoresand it canbe said that
“TheInternethasfundamentallychangedcustomer’snotionsofconvenience,speed,price,product
informationandservice.”Asaresult,ithasgivenmarketersawholenewwaytocreatevaluefor
customersandbuildrelationshipswiththem(KotlerandArmstrong,2012).E-storeshavebeengrowing
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inahighlycompetitivemarket,andfrequentlyhighcompetitionisincreasingoverthecustomer’s
demands,needsandswitching,sothereisaneedtobeinformativeaboutthefactorsthatinfluence
thecustomers.Afundamentalunderstandingoffactors impactingonlinecustomersatisfaction is
vitallyimportantfore-stores(McKinney,Kanghyun&Zahedi,2002).

Satisfactionisimportanttotheindividualbuyerasitfallsdownanoptimisticoutcomefrom
thespecificresourcesandthefulfillmentofunmetwantsandneeds(Oliver,1997;Bearden&Teel,
1983).Buyers’satisfactionisdefinedastheconsumer’sfulfillmentresponse.Itisajudgmentthatthe
productorserviceprovidesapleasurablelevelofconsumptionrelatedfulfillment,includinglevels
ofunderoroverfulfillment(Oliver,1980).Therapidgrowthofe-storesinIndiaemphasizesthe
significanceoffocusingontheissueofbuyers’satisfactionasakeyfactortoestablishanye-stores.As
per(Armstrong&Kotler,2009)customersatisfactionis,“Theextenttowhichaproduct’sperceived
performancematches abuyer’s expectations”. If theperformancematchcustomers’ expectation,
theyaresatisfiedandifperformanceexceedsthecustomers’expectationthencustomersarehighly
satisfiedordelighted.Thedriversofcustomersatisfactionareperceivedvalue,company image,
customerexpectation,productqualityandservicequality.

E-shoppingisarecentexperienceinthefieldofE-Businessandisdefinitelygoingtobethe
futureofshoppingintheworld.Mostoftheorganizationsareoperatingonlineportalstoselltheir
products/servicestothecustomers.E-Shoppingisonesuchmarketingservicewhichisavailableto
theconsumersuninterruptedfor24hoursaday/7daysaweek/365daysfromanylocationwhere
youhavetheinternetaccess.Inadditiontoimprovementofpaymentmethods,availabilityofwide
rangeofproductsandservices,progressinshippingfacilities,returnandrefundpolicies,andalso
useofcustomerloyaltyprogramssuchasrewardcards,discountsandcouponshaveattractedmore
andmorecustomerstoshoponline.Now-a-days,securityandprivacyarenotabigissueanylonger,
sincee-marketershavemadeterrificdevelopmentsonsuchissues.Buyersareincreasinglybeing
educatedon,howtoshopsafelythroughonlinetogetherwithimprovedsecuritytechnologywhich
resultsinmorebuyermakingonlinepurchases.

LITERATURE REVIEw

Duringthelastfewyearsmanyresearchstudieshavetriedtoidentifythefactorsthatleadtobuyers’
satisfactionandperceptionofthedifficultiesthatpreventthedevelopmentofe-shopping.Devaraj,
Fan, & Kohli (2002) measured customer satisfaction in the e-commerce outlook and reinforced
empirically that satisfaction was an essential aspect of consumer channel preference. Customer
satisfactionreflectsthequantityofcustomer’soptimisticfeelingfore-storesinonlineshopping.Itis
importantfore-marketerstounderstandthecustomervisionoftheirservices.Theconsumersneed
additionalsatisfactionwhilepurchasingfrome-storesotherwisethecustomersswitchtoothere-stores
(KimandStoel,2004).Consumersperceivecertainfactorsaffectingtheirsatisfactiontopurchase
intentionine-storesandaredifferenttothosethatinfluencetraditionalconsumers.Thesatisfaction
towardtheonlinestoreschannelenvironmentdependsonthecustomer’sperceptionandalsoonline
consumerexperiences(OCEs)oftheactiveonlineshoppingstores(Khan,LiangandShahzad,2015).

Kim (2005) conducted an empirical study in UK to develop an index of online customer
satisfaction.Themainfocuswasonexplorationofthefactorsaffectingcustomersatisfaction.The
resultsshowthattenfactorsonindexaregoodexponentsofsatisfactionrepurchasebehaviorand
repurchaseintention.Liu,He,Gao,&Xie(2008)haveidentifiedthatcustomerservicesarestrongly
predictiveofonlineshoppingcustomersatisfaction.Furthercompleteproductinformation,design
ofwebsite,delivery,securityandprivacyhasveryimportantroleincustomersatisfaction.Nuseir,
Arora,Al-Masri,&Gharaibeh (2010)analyzed the factors thatare likely to influenceconsumer
decision-makingduringtheironlineshoppingperiod.Thestudyconcludesthatlackofhighquality
e-promotionwillrestrictconsumer‘sdecisiontopurchasethoughinternetandwillnotmotivatea
consumertofollowthepurchasedecisionprocessfromtoptobottom.SharmaandKhattri(2013)
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