St-·Gabriel's Library,

Au

/

USER SATISFACTION WITH YAHOO.COM WEBSITE: A STUDY OF
ASSUMPTION UNIVERSITY STUDENTS

By

SHITHAL NADIGAR KONDAIAH

A Thesis submitted in partial fulfillment
of the requirement for the degree of

Master of Business Administration

Examination Committee :

I.

Dr. Sirion Chaipoopirutana

(Advisor)

2.

Dr. Theerachote Pongtaveewould

(Member)

3.

Dr. Ismail Ali Siad

(Member)

4.

Dr. Patricia Arttachariya

5.

Dr. Chatpong Tangmanee

c fl. ___

~~
.~~··,·

A.&.~~ . 4 /!L-f~_ .
(MOE Representative).. ~~--~~

(Member)

Examined on : 30 November 2004

Approved for Graduation on :

Graduate School of Business
Assumption University
Bangkok, Thailand
November
2004

ABSTRACT
Over the past decades, research on customer satisfaction has been vast and
extensive. More and more writers and researchers seek to analyze customer
satisfaction within service arena. This research follows this path with another light.
This study' s focus was towards customer satisfaction of yahoo.com website at
ABAC. The primary objective of the research is to test the significance and existence
of a relationship between independent variables and dependent variables. The online
service variables are understandability, security, site design, user friendliness,
usefulness, and browsing pleasure, which finally leads to satisfaction of the website.
The study revolves around e-commerce considering services provided by yahoo.com
website to know whether customers are satisfied or not.
For this purpose, six hypotheses statements were formed. To test the hypotheses
statements, survey research was conducted with convenience sampling where data
were collected from 400 students of Assumption University, Thailand.
Data were processed using the Statistical Package for Social Analysis (SPSS 11.5).
In order to test the correlation between the variables in the hypotheses statements,
Pearson's correlation was used. The findings show that all the six hypotheses have a
significant statistical relationship with user satisfaction with yahoo.com website.
From the findings, it can be concluded that, although all the six online service
factors ha:ve significant relationship towards satisfaction of yahoo.com, important
factors which are to be mainly focused by site designers are site design, browsing
pleasure, security, and usefulness of the website. These are the factors which have
greater influence on the browsers who use the site and these are the areas which make
them feel comfortable & meet their expectations; in tum browser will be satisfied .
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Chapter I
GENERALITIES OF THE STUDY

1.1

Introduction
The commercial importance of e-services, accessed via internet or mobile phone, is

growing steadily. There is a clear need to develop a better understanding of how
consumers evaluate these services and develop e-loyalty. Customers' overall satisfaction
is influenced by their satisfaction with the core service, supplementary services, and the
user interface. A strong positive effect of overall satisfaction and the intention to continue
using the portal was found by Anderson and Fornell (1999).

Online customer satisfaction has been emerging as a prime concern in the modem
global technological environment. The characteristics of the global electronic market
constitute a unique opportunity for companies to more efficiently reach existing and
potential customers by replacing traditional retail store with a web-based business. Many
physical obstacles hinder companies in their efforts to reach global markets. Thus the
World Wide Web (www) enables businesses to explore new markets that otherwise
cannot be reached. Consequently, Electronic Commerce (EC) has emerged as the most
important way of doing business for years to come. EC has two distinct forms, business
to business and business to consumers. Selling in cyberspace is very different from
selling in physical markets, and requires a critical understanding of consumer behavior
and how new technologies challenge the traditional assumptions underlying conventional
theories and models.
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Empirical studies have demonstrated that consumer benefits of using Self Service
Technology (SST) include convenience, saving time and money, avoiding interpersonal
interaction and being in control .Features of the user interface, such as site design and
ease of use affect service quality perception and satisfaction (Dabholkar, Zeithaml et al.,
(2000),Service quality delivery through websites: A critical review of extant knowledge',

Journal of the Academy of Marketing Science).

Adams, (1992); Bagozzi, Davis and Warshaw (1992); Patric, and Chanu (1996); Teo,
Lim, and Lai (1999) studied the perceived relationship of the ease of use, usefulness,
attitudes, and the usage of information technologies. These studies demonstrated that ease
of use and usefulness could predict satisfaction towards technology and could predict the
intention and the usage of that technology.

As noted by Gronroos et al. (2000), it is often difficult to differentiate between
facilitating and supporting services. Dealing with the dissatisfied customers needs to be
in caution, because loyalty cannot be ensured even if a high degree of satisfaction is
obtained. Stauss and Neuhasus (1997) mentioned that the ability to keep customers is
related to the intensity of customer satisfaction.

1.2. Background of yahoo.com website
Yahoo was founded in 1994 by Stanford Ph.D. students, David_Filo and Jerry Yang.
Yahoo evolved into a global brand that has changed the way people communicate with
each other, find and access information, and make purchases. Today, Yah?o
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Inc.~ is

the

Internet's leading global consumer and business services company, offering a
comprehensive network of essential services for web users around the globe as well as
businesses of all sizes. As the first online navigational guide to the web, Yahoo
(www.yahoo.com) is the leader in traffic, advertising, household, and business user reach.
Yahoo is also the most recognized and valuable internet brand globally, reaching over
237 million unique users in 25 countries and 13 languages.
Serving the world's largest web audience, Yahoo remains focused on becoming
increasingly essential to the lives of consumers. Starting with its comprehensive, handbuilt directory as well as the popular My Yahoo service, Yahoo offers a broad and deep
array of communications, commerce, and content services in over 100 distinct properties
that lead consumers to make Yahoo their home on the Internet and wireless devices.

Yahoo offers communications services that include Yahoo Mail, Yahoo Messenger,
Yahoo Calendar, Yahoo Chat, Yahoo Greetings, Yahoo Clubs, and Yahoo Photos. Yahoo
offers commercial services such as Yahoo Shopping, Yahoo Auctions, Yahoo Finance,
and Yahoo Travel. Through partnerships with hundreds of premier content providers,
Yahoo offers content and media programming in popular areas of interest, including
Yahoo Sports, Yahoo Music, Yahoo Movies, Yahoo News, and Yahoo Games.

Yahoo offers an increasing array of essential, personalized, localized, and timely
information on wireless devices, including wireless phones, two-way pagers, and
personal digital assistants. Yahoo has the largest global mobile audience and the greatest
breadth of wireless products and services of any web content provider. www.yahoo.com
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website is one of the leading portal websites in Thailand. The main competitors for
yahoo.com are google.com, msn.com, aol.com, and netscape.com.

Yahoo generates revenue by marketing their free-customer data bases to advertisers
and by selling fee-based enhanced features to current users. The

:ya!!~()- service

generates

revenue by displaying small text advertisements on the user's screen that are related to the
e-mail messages being viewed. There are two primary flows of revenues from the brander
to the provider (i.e. yahoo), they are set-up and maintenance fees analogous to hosting
fees and

revenue sharing or other royalty-like relationship with brander. Search engine

marketing services regenerate revenue for yahoo. To attract more merchant revenue, both
from featured advertisers and from smaller merchants who appear in the shopping search
results, yahoo is making the service available to non-yahoo members.

1.3. Research objectives
The purpose of this study was to enhance understanding of the factors influencing
satisfaction towards yahoo.com.
1. To study the relationship between understandability and user friendliness of the
website.
2. To study the relationship between safety and usefulness of the website.
3. To study the relationship between site design and browsing pleasure of the
website.
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4. To study the relationship between user friendliness, usefulness, and browsing
pleasure within an internet context that emphasizes satisfaction of the browsers
towards yahoo.com.

1.4. Statement of problem
Portal websites such as yahoo.com are plenty and they provide website users
information, ability to search files, play online games and much more.
In this study the researcher investigate about online factors

such as

understandability, security, site design, and usefulness, browsing pleasure and ease of use
and their relationship with online user satisfaction. Therefore, the research problems
would be "what are the key factors that influence satisfaction of yahoo users" and "is
there a significant relationship between these independent and dependent variables"?

1.5 Research questions
1. Is there a relationship between understandability and user friendliness of the
website?
2. Is there a relationship between security and usefulness of the website?
3. Is there a relationship between site design and browsing pleasure of the website?
4. Is there a relationship between user friendliness and satisfaction of the website?
5. Is there a relationship between usefulness and satisfaction of the website?
6. Is there a relationship between browsing pleasure and satisfaction of the website?
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1.6. Scope of the research
The topic mainly focuses on variables such as user friendliness, usefulness and
browsing pleasure, and finally relating all these variables to satisfaction. The target
respondents are yahoo users. The study is mainly focused in Assumption University
Huamark Campus Bangkok. The physical boundary is restricted to Bangkok city.

1.7. Limitations of the research
The main limitation of the study was that survey was restricted to Assumption
University, Bangkok, so the results of the research cannot be generalized for all the
internet users in the country. The respondents considered were limited which had greater
influence on the end results of the research. Time was the main constraint for the research
conducted. Variables considered for the research were few which may not be enough to
conclude the results of satisfaction. Language was the main constraint to conduct the
research study at Bagna campus, and the questionnaire framed was in English so sample
area was restricted to humark campus to collect primary data..

1.8. Significance of the study
The study provides a better understanding of relationships between site design,
understandability, safety, usefulness, user friendliness, browsing pleasure, and
satisfaction towards yahoo.com website when customers are online. It helps us to know
how these dimensions are used in measuring the services of the website and to examine
how these dimensions influence evaluations of satisfaction for online environment. The
research helps to know how important satisfaction is, to portals like yahoo, msn, etc. and
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also its importance to marketing researchers and site designers in charge of designing the
service for portals. The purpose of the empirical study is to investigate the relative
importance of service components on customer's overall satisfaction and intentions to
continue using the portal. The study helps to know the current state of knowledge with
respect to consumer evaluation of e-services.
Also there are many studies conducted on satisfaction towards portal site like
yahoo.com, so this study can further enrich the knowledge of academicians, students, and
browser enthusiasts.

1.9. Definitions of the terms
Understandability refers to the service that the website provides to the users such as
information content, customization, security is easily understandable by the browsers
(Webster 1999).
Security is the condition of being safe from undergoing or causing hurt, injury, or loss to
the site (http://www.education.yahoo.com).
Satisfaction satisfaction is defined as 'pleasurable fulfillment' by Oliver (1999).
Ease of use 'Ease of use' refers to the process leading to the final outcome. It is defined
as "The degree to which a person believes that using a particular system would be free of
effort" (Davies, 1989, p.320).
Usefulness The 'usefulness' of the technology refers to the degree to which using the
system or technology that will improve the user's performance in the workplace (Davies,
1989, p.320).
User-friendly means easy to learn, use, understand, or deal with portal (Webster, 1999).
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Browsing pleasure means that pleasure that browsers get while they are visiting a

website (Webster, 1999).
Browse means to inspect something leisurely and casually: browsed through the map

collection for items of interest. To read something superficially by selecting passages at
random: browsed through the report during lunch (http://www.udel.com).
Chat is the real-time communication between two users via computer. Once a chat has

been initiated, either user can enter text by typing on the keyboard and the entered text
will appear on other user's monitor (http://e-comm.webopedia.com).
Click is the act of selecting and following a link by placing one's mouse cursor on the

text, graphics, banner, or the button identifying the link and depressing a button on the
mouse (http://www.tedhaynes.com).
Homepage is the entry point to the website. It is the page that will usually have the web

address (http://www.udel.com).
Web site is a group of World Wide Web pages usually containing hyperlinks to each

other and made available online by an individual, company, educational institution,
government, or organization (Webster, 1999).
World Wide Web is a computer network consisting of a collection of internet sites that

offer text and graphics and sound and animation resources through the hyper text
protocol (http://www.hyperdictionery.com).
Privacy is the quality or state of being apart from company or observation: freedom from

unauthorized intrusion (http://www.education.yahoo.com).
Information technology (IT) is the development, installation, and implementation of

computer systems and application (http://education.yahoo.com).
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Search engine on the World Wide Web is the web site that catalogues a vast number of
web pages and other documents on the internet and provides links to them and
description of them for users. It provides a list of hopefully relevant documents and web
pages in response to queries by users, usually in the form of words or phrases that include
the topic the user is interested in. (http://www.ecodestream.com).
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Chapter II
REVIEW OF RELATED LITERATURE AND STUDIES

The literature review has been developed to describe different theories of the
conceptual framework upon which the researcher's study was conducted. The research
was conducted to enhance understanding of the factors influencing satisfaction towards
yahoo.com. The chapter begins with related theories of the study and proceeds with
previous studies conducted by many researchers. Previous studies include e-service
quality model, an integrated online customer loyalty model.

2.1. Definition and features of the operational or literal meaning of the
variables.
,- l· ': ! (

t (

Satisfaction
According to Oliver (1999), satisfaction is defined as "pleasurable fulfillment". A
consumer senses that consumption fulfills some need, desire, goal, or so forth, and that
fulfillment is pleasurable. It is the consumer's sense that consumption provides outcomes
against a standard of pleasure versus displeasure. It is a state of experience that might
vary in intensity but not in quality, Stauss and Neuhaus (1997, The antecedents and
consequences of trust in online-purchase decisions, Journal of Interactive Marketing,).
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Customer loyalty has been recognized by a large number of authors as one of the key
topics in Internet that deserves a great deal of attention. According to Griffin ( 1996) "one
of the most exciting and successful uses of this revolutionary technology may be the
Internet's role in building customer loyalty and maximizing sales to your existing
customers". Rayport and Sviokla (1994) defined loyalty as "the changing role of the
content, the context, and the infrastructure in the marketplace."
· Engel and Blackwell (1982) definedcbran~ loyalty as "the preferential, attitudinal,
and behavioral response toward one or more brands in a product category expressed over
a period of time by a consumer."

Service Quality
The services offered in a portal were found to include news, e-mail, chat rooms,
search engine, and so forth, and customer perceptions of the quality of the above services
has been theoretically represented as consisting of two dimensions. Berry and
Parasuraman (1991) distinguished between a process and an outcome dimension, whereas
Gronroos (1990) made a distinction between functional and technical quality.
> /The process or functional quality refers to 'how' the service is delivered, while the

outcome or technical quality refers to 'what' customers receive and the benefits of using
the service (Riel et al., 2000). Gronroos et al. (2000) proposed that "for services offered
on the Internet the traditional concept of service, consisting of the core service and of
facilitating and supporting services, needs to be extended with a fourth factor, the user
interface".
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Ease of use

Ease of Use is defined as "the degree to which a person believes that using a
particular system would be free of effort" (Davies, 1989, p.320). When conducting
activities in a portal, ease of use can be thought of as the process of using the new media
while engaging in online behavior.

Ease of use is the extent to which one's interaction with a website would be free of
effort (Moon and Kim, 2001). Ease of understanding, ease of finding, and information
focus characterize ease of use. It is a fundamental and distinct construct that has been
found to impact decisions to utilize information technology (Davis et al 1989, Hill et al
1987, Swanson 1987).

Usefulness

The 'usefulness' of the technology refers to the degree to which using the system or
technology would improve the user's performance in the workplace. Davies et al., 1989,
p.320) defines usefulness as "the degree to which a person believes that using a particular
system would enhance his or her job performance." The Backwell(1982), mentioned that
"as the user's subjective perception that using a specific computer application will
increase his or her job performance within the organizational context."

12

2.2 Theories and studies related to independent variables and dependent
variables

2.2.1 A Conceptual Framework to Manage e-Loyalty in Business-toConsumer E-commerce
According to the article "A conceptual framework to manage e-loyalty"(2003
september) the issue of assessing customer perceptions of e-service quality performance
and its impact one-loyalty has emerged as an area of strategic importance fore-marketers
and Website managers. This article proposes a conceptual framework of the key
determinants a manager must consider to develop e-loyalty in business-to-consumer ecommerce. It was argued that the quality of a Website could contribute to strengthening
loyalty outcomes that ultimately enhance consumer satisfaction and relationships.
Furthermore, it is proposed that internet expertise of the user moderates the impact on the
system of relationships.

Jamie, Suku, and Anton (2003) has proposed conceptual framework illustrating
the effects of e-service quality on satisfaction, and e-loyalty in B2C e-commerce. The
framework proposes that the quality dimensions of a Website can drive the level of
customer satisfaction, which can translate into positive e-loyalty consequences.
Furthermore, it is proposed that the level of a user's expertise in using the Internet will
moderate the relationships among the dimensions of e-service quality, satisfaction, and eloyalty.

13
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Figure 2.1 A Proposed Model for Managing e-Loyalty m Business-to-Consumer
Internet Commerce

Dimensions of
e-Service Quality
,,,.,---~--

(Usefulness/

-------

Source: Jamie, Suku, and Anton (2003), A Conceptual Framework to Manage e-Loyalty in
Business-to-Consumer e-Commerce, Journal of the Academy of Marketing Science. Winter,
pp. 99-113.
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Table 2.1

WebQual Constructs and Individual Dimensions

WebQual second order constructs

Dimensions

Usefulness

Information fit-to-task
Interactivity
Trust
Response time

Ease-of-use

Ease of understanding
Intuitive operations

Entertainment

Visual Appeal
Innovations
Flow/emotional appeal

Complimentary relationship

Consistent image
Online completeness
Better than alternative channel

Source: Jamie, Suku, and Anton (2003), A Conceptual Framework to Manage e-Loyalty in
Business-to-Consumer e-Commerce, J oumal of the Academy of Marketing Science, Winter,
pp. 99-113.

The relationship between e-service quality and customer satisfaction
Jamie, Suku, and Anton (2003) had stated that customer satisfaction in all aspects of
business has been a primary topic of business concern in recent years. Satisfaction can be
considered as a post evaluation of consumers' experience with the service, and 1s
captured as a positive feeling, indifference, or negative feeling (Anderson et al. 1994).

15

The Anton(2003 ), stated that limited studies exist in examining satisfaction in the ecommerce environment however; the available research suggests that dimensions of eservice quality are strongly predictive of customer satisfaction. Previous studies by
Wolfinbarger(2003), Gilly (2003), Xue(2002),Harker (2002), Szymanski (2000) and
Hise (2000) found that website design plays a prominent role in developing positive
customer satisfaction.

The relationship between customer satisfaction and e-loyalty

Suku and Anton (2003) stated that loyalty can be conceptualized as comprising
of two components: attitudinal commitment (a consumer's positive affirmation regarding
a product or firm) and behavioral commitment (actual intentions to repeat purchase). The
Suku (2003), stated that increasing customer loyalty is a method of increasing the
inelasticity of demand with brand loyal customers who are generally less sensitive to
price increases because browsers value the benefits of the brand. As a result of an everincreasing number of websites available on the web, new e-business models must
consider the value of favorable consumer attitudes and repeat patronage to the website.
Reichheld and Schefter (2000) contend that technology alone would not create loyalty but
only through delivering a "consistently superior customer experience." Previous webbased research had found that a more satisfied consumer would form positive attitudes
towards the website, is more likely to revisit a website, purchase from the website in the
future, talk about the website with others and recommend the website to browsers who
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are seeking advice (Wolfinbarger and Gilly, 2000; Chen and Wells, 1999; and Loiacono
et al, 2002).
2.2.2 Reichheld Loyalty Effect Model

This approach was developed by Reichheld (2000). The analysis was based on
companies in the service sector and the model identified six factors that allow companies
to form a clear view of a customer's life-time value. The values are listed below:
•

Cost of customer acquisition

•

Base profit

•

Increased profit from additional sales

•

Reduced operating costs of a loyal customer base

•

Profits from loyal customer referrals

•

Price premiums charged to loyal customers who are less price sensitive

Reichheld (2000) suggested that the model was correct in its predictions of customer
behavior. The author stated that price premiums are very difficult to extract even from
satisfied and loyal customers.

2.2.3 Usability Theory (2001)

Ulla (2001) mentioned that the term usability was well chosen, because the concept
behind it was just that, the ability to use. More specifically in this context, usability
describes the ease of use a website provides. Usability is not a web specific term, but has
been applied to the web for several years. Both content and design of a website influence
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its usability. As Critchfield (1998) points out, a well designed website appears more
credible, regardless of true credibility of the information provided. The author mentioned
that "a poorly designed website mostly will not retain visitors long enough to persuade
through content". Usability literature is also influenced by human-factors, interface
design and human-computer interaction literature (i.e Mayhew 1999 and Schriver 1997).

2.2.4 Pleasurability Theory (2001)

The theory of Pleasurability is an important concept in the human-computer
interaction literature. Pleasurability is defined as "not simply a property of a product but
the interaction between a product and a person" (Jordan 2000, p. 12). This notion was
based on work by Lewis (1960). Lewis defined need pleasures "as that could be
generated or fulfilled by moving people from one state into another."
The four-pleasure framework does not explain why people experience pleasure, but
simply explain what kind of pleasure browsers experience (Jordan 2000, 15). Website
usability analysis can assess the "why."

2.2.5 Kano's model of customer satisfaction

Kano's satisfaction model was formulated by Geoffvorley in the year 1999. From
this study the author concluded that by providing excellent services to the customers the
marketer can delight customers. From the study done, the researcher mentioned that 3
percent move giving no reasons, 5 percent develop other suppliers relationship, 9 percent
leave for competitive reasons, 14 percent were dissatisfied with the product or services
and finally 68 percent quit because of an attitude of indifference towards customers by

18
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the owner, manager or some employee. Finally, the author concludes that satisfaction
plays an important role in maintaining loyal customers whether it is goods or services.
Figure 2.2: Customer satisfaction model

Customer Satisfaction - Kano
•
Delight or Emcrcing

Dissatisfying Factors:
.- Absence of dissatisfaction
does nor make a customer
more satisfied.

Fac:tcrs

e Satisfying Factors:

•
Poor

«>

Provide greater satisfaction

•

Satisfying factors callllot
compensate for
dissatisfying factors.

Delight Factors:
• Factors which when
provided elicit a positive
reaction from the customer.

Quality

Source: Geoffvorley, (1990), Quality Management and Training limited, 26th July.

2.3 Previous study
2.3.1

An Integrated Model of Service Loyalty

Tang (2003) mentioned that in today's competitive environment, researchers and
service marketers put great effort on developing customers' service loyalty in order to
maintain competitive edge. However, there was no consensus on the antecedents in the
creation of service loyalty and the domain of service loyalty was not clearly defined. This
study primarily aims at developing a measurement model of service loyalty that
incorporates behavioral, attitudinal, as well as cognitive measures, applying in a process-
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dominant service (i.e. phone-banking service) and an outcome-dominant service (i.e.
Western restaurant dining service). A structural model of service loyalty highlighting the
positive and significant relationships among perceived service quality, customer
satisfaction, and service loyalty was illustrated, in which customer satisfaction was
identified as a significant mediator to enhance the impact of perceived service quality on
service loyalty.

Tind and Tang (2003) stated that the concept of loyalty must be further explored to
the service aspect, but in fact, this area still remains relatively underdeveloped with two
obvious loopholes. The first loophole is that there is no consensus on the antecedent of
service loyalty.

Figure 2.3: Conceptual frame work of integrated model of service loyalty.

••••••••••••••••••••••••••••••••••••••••••••
••
•
•
Perceived
Service Quality

Customer
Satisfaction

Service
Loyalty

Source: Tind and Tang, 2003, Journal of Electronic Commerce Research, vol. 4, no. 4.

The primary objective of the Tim (2003), study was to develop a measure of
service loyalty incorporating behavioral, attitudinal, as well as cognitive attributes at a
global level, using two services for investigation. The second objective of the study was
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to investigate the relationship between perceived service quality and service loyalty, with
customer satisfaction as a mediator, and to compare the influences of perceived service
quality and customer satisfaction on service loyalty. The final objective of this study was
to investigate the differences in creating service loyalty between process-dominant
service and outcome-dominant service. Finally, Tang (2001) concludes that there exists a
positive relation between dependent and independent variables.

2.3.2 A Customer Loyalty Model for E-Service Context

According to Laurn (2003), the importance of customer loyalty had been recognized
in the marketing literature for at least three decades, the conceptualization and empirical
validation of a customer loyalty model for e-service context had not been addressed. The
article describes a theoretical model for investigating the three main antecedent
influences on loyalty (attitudinal commitment and behavioral loyalty) for e-service
context trust, customer satisfaction, and perceived value. Based on the theoretical model,
a comprehensive set of hypotheses was formulated and a methodology for testing them
was outlined. These hypotheses were tested empirically to demonstrate the applicability
of the theoretical model. The results indicate that trust, customer satisfaction, perceived
value, and commitment are separate constructs that combine to determine the loyalty,
with commitment exerting a stronger influence than trust, customer satisfaction, and
perceived value. Customer satisfaction and perceived value were also indirectly related to
loyalty through commitment.
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Figure 2.4: Conceptual loyalty model for E-service
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Source: Laurn, (2003), Journal of Electronic Commerce Research, VOL 4, NO. 4.

Laum (2003) concludes that, the research responded to the call for customer
loyalty research in the e-service context. Utilizing the proposed loyalty model as a
theoretical framework, the direct and indirect influences of customer satisfaction, trust,
perceived value, and attitudinal commitment on behavioral (purchase) loyalty were
observed. The contributions of this study to customer loyalty research are twofold. First,
it had successfully applied the traditional conceptualization of customer loyalty in a new
e-service context that was different from the marketplace examined in prior studies.
Second, customer satisfaction, trust, perceived value, and attitudinal commitment were
found to be important determinants of purchase loyalty. It was suggested that in this
research study, commitment plays a crucial intervening role in building the relationship
of customer satisfaction and perceived value to loyalty. The findings of this study had
implications fore-service managers to develop their customer loyalty. Considering the
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millions of dollars that have been invested in e-services worldwide, it is of paramount
importance to ensure that customers would involve in repeat Web purchase behaviors and
show loyalty to a specific e-service brand. In order to achieve this goal, attention must be
placed in developing a satisfying, trustworthy, and highly valued e-service.

2.3.3 The role of online environment and response for web-based customer
service in e-loyalty building

Schultz (2000) described customer loyalty in cyberspace as an evolution from the
traditional product driven, marketer controlled concept towards a distribution driven,
consumer controlled, and technology-facilitated concept. In addition, e-loyalty also has
several parallels to the "store loyalty" concept (Corstjens & Lal, 2000), such as building
repeat store visiting behavior as well as the purchase of established brand name items in
the store. As extensively discussed in Schefter and Reichheld (2000), e-loyalty is all
about quality customer support, on-time delivery, compelling product presentations,
conveni~nt

and reasonably priced shipping and handling, and clear and trustworthy

privacy policies.
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Figure 2.5: Web-based customer Service in e-loyalty building
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Value Propositions

Schultz (2000) mentioned that product customization and interactivity are two
unique value propositions that contribute to e-loyalty in online buyer behavior. The
media and Greenfield survey showed that a majority of web shoppers prefer websites that
offer customized products and information. Shultz (2000) clearly indicates the
importance of mass customization in creating e-loyalty. The computer manufacturer, Dell,
had successfully implemented the approach of "build your own computer through the use
of choice boards" (Slywotzky 2000). The high involvement in the product design on the
part of the buyer inherently creates a stronger effective relationship with the brand that
subsequently leads to brand loyalty. The combination of customer involvement in 3
product designs and a well-known brand with associated product quality and guarantees
increase the probability that product performance meets customer expectations. In emarkets, competitive price range are more important for e-businesses in developing and
maintaining customer loyalty (Reichheld & Schefter 2000).

Brand Building

Brand image building as a strategic tool for developing brand loyalty had been
discussed a lot from both theoretical and managerial perspectives in the literature of Bhat
& Reddy 1998, and Yoo, Donthu, & Lee, 2000. Internet offers unique tools of interactive

brand building that had previously not been available through traditional mass media
oriented brand-building strategies.
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Website & Technology

A unique factor in e-loyalty is the critical role of the first impression created by
a website as well as its ease of use (Smith, 2000), easy navigation, fast page loads, server
reliability, quick shopping and checkout processes, and a personalized interface.
Customer Service

Order fulfillment and rapid delivery systems are critical toe-loyalty development
as the other factors. A thoughtful logistics system that guarantees a fast delivery after the
checkout process contributes to e-customer satisfaction, which in tum contributes to loyal
behavior.
E-service quality

Using a portal site could be described as a complex process that could be divided into
sub-processes, such as retrieving or exchanging information and articles, or ordering
books. Each of the four service components are described in terms of process and
outcome, and are analyzed into sub-dimensions and quality determinants. For example,
customers may be satisfied with the responsiveness and user-friendliness of a search
engine but dissatisfied with the reliability of the search outcome. The author assumed that
the unsuccessful process or outcome of an interaction influences customers' overall
satisfaction with the Web site. However, most likely, the customer would not evaluate
each sub-process in detail during a single visit to a web site, but would perceive the
service as an overall process and outcome, unless one of the service elements stands out
as especially positive or negative. The same applies to a series of interactions within a
customer e-service relationship. The process and outcome dimensions of an e-service can
thus be divided into more specific service quality dimensions. The best-Known
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evaluation dimensions are the five proposed in the SERVQUAL model (Parasuraman et
al., 1988) tangibility, responsiveness, reliability, assurance and empathy.

2.3.4 Theory of E-service
Gehrke & Turban (1999) had identified five major categories as usual factors
influencing website design.

Table:2.4: Factors influencing website design

Category

No of Citations

%

Page loading

33

19.3

Business content

53

31.0

Navigation efficiency

29

17.0

Security

11

6.4

Marketing/consumer focus

45

26.23

Source: Gehrke & Turban, (1999), determinants of successful website design, p.2.

Page-Loading Speed
According to a survey conducted by Hamilton (1997), speed (i.e., slow speed) was
the number one complaint of web users (77%). Most potential e-commerce customers do
not want to wait for a seemingly endless page to load. Instead, they hit the browser stop
button and go elsewhere. Therefore, large, pretty graphic files and cool animation may
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come at a price to the Web business owner in terms of lost business (Busch, June 1997,
pp. 98-99). The author mentioned that in some cases page-loading speed was out of the
control of the website builder.

Business Content

Business content was a major website issue because the quality of presentation
and usefulness of the content determine whether a potential customer would be attracted
to, or driven away, from the site. Recommended remedies are listed below:
Provide contact information on each page.
Use simple background colors.
Provide free services or useful information.
Make regular changes to the site.
-

Limit registration forms and the amount of requested information on the forms.

-

Create Frequently Asked Questions (FAQ) section.
Avoid under construction signs.

2.3.5 An integrated online customer loyalty model

Tam (1999) concluded that the acquisition of e-customers is not easy and expensive.
Customers could quite easily evaluate and compare the benefits of competing services
and switching costs were low. Therefore, the major focus of the research was about the
ways of establishing long-term relationship with online users. The author mentioned that
research was needed with respect to the influence of technology on all customer
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responses, such as satisfaction and loyalty. Different ethnic origins had some differences
in the perceptions of e-service quality and which leads to loyalty over the internet. The
author mentioned that comparative study could be conducted in finding out the
similarities and differences of different groups to provide better insights to the firms to
target customers in a proper way. The author recommended further research to extend
the use of the model in the comparison between Chinese and Westem online customer's
characteristics by undertaking empirical examination and research.
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Figure 2.6:

An integrated online customer loyalty model

Ease of
understanding

User Friendliness
Operational

Information
Oualitv

Secure & privacy

Perceived e-SQ

Satisfaction

Customer service

Loyalty
Web design
Browsing Pleasure

Entertainment

Source: Christine Tam (1999), Department of Business Studies, The Hong Kong
Polytechnic University
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2.3.6 E-Ioyalty model

Reichheld and Schefter (2000) mentioned that building on their previous models for
e-loyalty, the research incorporates website design and culture as important elements
related to how trust and e-loyalty evolve in online business relationships. A new model
fore-loyalty is proposed and subsequently tested in a four-country sample that includes
Canada, the U. S.A, Germany, and Japan.

Figure 2.7: The E-loyalty Model

E...Loyalty

Wel:>site:
Sat:isfacti:m

Source: Reichheld & Schefter, (2000) Harvard Business Review, 78, 4.

31

-

Chapter ill
RESEARCH FRAMEWORK

In this chapter, the researcher focuses on the framework of the research. The
researcher will relate theories and literature review to develop a conceptual frame work
of the research. The result of this research will be represented in the way that is referred
in

theoretical

framework,

conceptual

framework,

hypothesis

statements,

and

operationalization of related variables.
The researcher has drawn the theoretical framework to represent a conceptual
framework related to the research study. The researcher considers the previous study of
theory of e-service quality, e-service model, and an integrated online customer loyalty
model in order to develop the conceptual framework. The independent variables of this
research are understandability, safety, and site design of the website. The dependent
variables of this research are user friendliness, usefulness, and browser pleasure leading
to satisfaction.

3.1.1 E-loyalty model
Reichheld and Schefter (2000) mentioned that building on their previous models for
e-loyalty, the research incorporates website design and culture as important elements
related to how trust and e-loyalty evolve in online business relationships. A new model
fore-loyalty was proposed and subsequently tested in a four-country sample that includes
Canada, U.S.A, Germany, and Japan. More specifically the research addresses: (1) the
degree to which predispositions for online trust differ across cultures, and (2) differences
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in preference and perception of website design in a controlled comparison between a
local and foreign website, and (3) the intersect of culture and web design related to trust.
The results suggest key variables that predispose an individual to trust a site, and
therefore presuppose e-loyalty. Implications of the research are relevant for academics
and practitioners who seek empirical understanding of how to address cultural issues
related to security and design. Finally the entire variable in the study show that they
direct positive relationship towards e-loyalty from the research conducted by Reichheld
and Schefter. For this research the researcher had considered only few variables from the
original framework. The variables like company legitimacy, assurance, foreign design,
website perception, and E-loyalty were not included in the studies, as the objective of the

research was just to find out the relationship of the variables which had influence on the
satisfaction of the website.
Figure 3.1: The E-loyalty Model

E-Loyslty

Source: Reichheld & Schefter, (2000), Harvard business review, 78, 4.
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3.1.2 An Integrated Online Customer Loyalty Model

Tam (1999) concluded that the acquisition of e-customers is not easy and
expensive. Customers could quite easily, evaluate, and compare the benefits of competing
services and switching costs were low. Therefore the major focus of the research was
about the ways in establishing long-term relationship with online users.

The author

mentioned that this research was needed with respect to the influence of technology on all
customer responses, such as satisfaction and loyalty. Different ethnic origins had some
differences in the perceptions of e-service quality and which leads to loyalty over the
Internet. The author mentioned that comparative study could be conducted in finding out
the similarities and differences of different groups to provide better insights to the firms
to target customers in a proper way. The researcher recommended future research to
extend the use of the model in the comparison between Chinese and W estem online
customer's characteristics by undertaking empirical examination and research. The
researcher had considered only few variables from the original framework. The variables
like operational, information quality, customer service, entertainment, perceived SQ, as
the variables were not related with objective of the study and hence were not given much
focus too. Variables like entertainment, are part of browsing pleasure so its not required
to test variable separately.
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Figure 3.2: Online customer loyalty model
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Source: Christine Tam (1999), Department of Business Studies, The Hong Kong
Polytechnic University.

35
....

3.2. Conceptual frame work

The conceptual framework is the researcher's own model that explains the
relationship of independent and dependent variables. Independent variable is one that
influences the dependent variable in either a positive or negative way and dependent
variable is the variable of primary interest to the researcher (Sekaran, 1992). The
researcher's goal is to understand and describe the dependent variables, or to explain its
variability or predict it. In other words, it is the main variable that lends itself as a viable
factor for investigation.

The conceptual model has been formulated by using theory from various text books,
previous studies and other sources and the resultant conceptual framework has been
presented below.
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Figure 3.3: Modified Conceptual Framework
Dependent Variables

Independent Variables

Understandability

s_ec_un_·ty--~r

...___ _

Site Design

3.3 Research Hypotheses
Davis (1996), stated that the hypothesis is conjectural statements of the relationship
between two or more variables that carry clear implications for testing stated relations.
The hypotheses are drawn based on the above conceptual framework. There are seven
conceptual hypotheses which are listed below.

Hen: There is no relationship between understandability and user friendliness of the
website

H. 1: There 1s a relationship between understandability and user friendliness of the
website.
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H02 : There is no relationship between security and usefulness of the website.
Hal: There is a relationship between security and usefulness of the website.

Bw: There is no relationship between site design and browsing pleasure of the website.
H83 : There is a relationship between site design and browsing pleasure of the website.

H 04 : There is no relationship between user friendliness and satisfaction of the website.
H14 : There is a relationship between user friendliness and satisfaction of the website.

Ho5: There is no relationship between usefulness and satisfaction of the website.
H15 : There is relationship between usefulness and satisfaction of the website.

Hoo: There is no relationship between browsing pleasure and satisfaction of the website.
H16 : There is a relationship between browsing pleasure and satisfaction of the website.
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3.4 Operationalization of Variables

Table 3.1: Operational Definitions of Variables

Concept

User Friendliness

Operational

Operational components

Measurement

definition

variables

Scale

The ease to learn, use, --This website
understand,

or

a user- Interval

deal friendly site.
--The website

with

IS

IS

easily

accessible.
--I believe that this website
is customized to my needs.
--I believe that this website
will take good care of
customers.

Understandability To

be

familiar
character
propensities

thoroughly --The website content
with

IS

the very easy to understand.
and --I have sense of control
over the interaction.
--Word of mouth helps me
to assess the reputation of
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the website.
--I think that a first time
buyer can make a purchase
from this website without
much help.

Security

The condition of being --I

have

trust

m

the Interval

safe from undergoing website.
or causing any clashes --I pay attention to the
among

servers, website's reputation before

damage, or loss to the buying.
website

--The

website

security
enough

provides
confidence

regarding

protection of personal data.
--The website has strong
rules and regulations.
--The website is reliable
for online shopping.
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Site design

The overall design of --The website's download interval
the

website

which speed is fast enough.
--The arrangement of the

attracts browsers

content Jinks and graphics
makes

the

website too

complex.
--It takes a long time to

display the information on
the website
--The

website

design

makes navigation easier.

Usefulness

The quality of having --The website adapts itself interval
utility
practical

especially to the customer's profile.
worth

applicability

or --It is easy for me to find
what I am looking for.
--I have quick access to the
relevant information.
--I

have

information
products
provided.
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complete
on

and

the
services

Browsing

The state or feeling of --The website provides me Interval

pleasure

being

or fun and entertainment.

pleased

gratified. A source of --I like using this website.
--The quality of the website

enjoyment or delight:

Amusement, diversion, is very good.
or worldly enjoyment. --The

website

IS

Sensual gratification or convenient.
indulgence.

One's

preference or wish
Satisfaction

Fulfillment of a need or --I feel this is a informative Interval
want. The quality or website.
state of being satisfied . --The performance of the
Contentment •

website

my

meets

A source or means of expectations.
enjoyment

--The brand image plays
significant role for me to
build trust.
--The

website

tries

to

cultivate a relation with me
--As long as the present
service continues, I doubt
that

I

website.
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would

switch

--For me, the cost in time,
money,

and

effort

to

change website is high.
--I prefer to be a registered
user of yahoo than any
other website.
--I

am

services

satisfied
provided

with
so

I

would browse yahoo again
and again.
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Chapter IV
RESEARCH METHODOLOGY

The purpose of this chapter is to provide an overview of research methodology that
was used to test and evaluate the satisfaction towards the website. This chapter includes
the research method used, research instruments, source of data, respondents and sampling
procedure and statistical treatment of data.

4.1. Research method used

The research method used in this study is descriptive research, which is designed
to describe the characteristics of a· population or a phenomenon. Descriptive research
seeks to determine the answers to who, what, when, where and how questions (Zikmund,
2003). Therefore, descriptive research is used when the objective is to provide a
systematic description that is as factual and accurate as possible. It provides the number
of times something occurs, or frequency, lends itself to statistical calculations such as
determining the average number of occurrences or central tendencies. The research
technique used in this study is survey. Hussey (1997) defined survey as a methodology
whereby a sample of subjects is drawn from a population and studied to make inferences
about the population. The survey was conducted by using self-administered questionnaire
to collect the data. This technique provides quick, inexpensive efficient and accurate
means of assessing information about a population (Zikmund 2000).
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4.2 Respondents and sampling procedure

For the research, the respondents were internet users of the portal yahoo.com at
Assumption University in Bangkok. Assumption University was chosen as sample area as
the questionnaire was framed in English and would be easy to collect data, as language
was main barrier for the research. The data is collected by convenience sampling and the
procedure is explained below:

4.2.1. Derming the target population

According to Weries (1998) population is the total collection of elements about
which the researcher wishes to make an inference on. This inference is primarily based
on the sample information where the sample would be part of the population that is
selected to measure or observe. Zikmund (2003) considers the target population as the
"complete group of specific population element relevant to the research project." For this
study, the researcher has chosen the target population as Assumption University (ABAC)
students. Yung (2003) showed the fact that e-commerce products and services are highly
favorable among younger age group users. The researcher used assumption university as
the research area where the target population would include all the students(male/female
and undergraduates/graduates) yahoo service users.
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4.2.2 Sampling procedure
For the non probability sampling, the probability of selecting population elements is
unknown. There are varieties of ways to choose persons or cases to include in the sample.
The sampling method used in this study is non-probability sampling. The reason of using
this type of method is because the probability of any particular member of the population
being chosen is unknown (Zikmund, 2003). There are two techniques of non probability
sampling; they are purposive sampling and convenience sampling. Purposive sampling is
a non probability sampling technique in which an experienced individual selects the
sample based on his or her judgment about some appropriate characteristics required of
the sample members. In this research the researcher uses convenience sampling (also
called haphazard or accidental sampling) i.e., sampling by obtaining units or people who
are most available (William G.Zikmund, 2003).

4.2.3Sampling Element and Unit

A sampling element is the source of information (respondents) and the sampling unit
is the place where the element can be found. As described earlier, the sampling element
includes all the students right from under graduate courses to the graduates of
Assumption University. The sampling unit therefore, would be Assumption University,
Thailand (Humark campus) where the researcher could find and retrieve information
from respondents.
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4.2.4 Time Frame and Premises for data collection

The data collection started from the month of October 2004. Huamark campus of
Assumption University, Thailand was taken into consideration. The researcher underwent
extensive field work for two weeks where data collection started from the beginning of
class hours(8.00 am) of each day right up to the evening class of graduate students (9.30
pm). The questionnaire was issued at Computer lab, library and student lounge. The
survey method provides quick, inexpensive, efficient, and accurate means of assessing
information about a population.
4.2.5 Determining the sample size

Yamane method (1995) was applied in this study to determine the sample size. The
allowance for error in sampling is 5% with 95% confidence level. As the research target
population included 14568 students from Bachelor program and 1675 students from
Master program totaling to 16243 (Graduate School of Assumption University,
Ramkhamhaeng, Humark), the sample size should be 392. However, in order to gain
more accuracy and minimize errors, the sample size of 400 will be considered (see
appendix).
Table 4.1: Determining Sample size For Research Activities: Yamane Taro Table

Population sample

Population sample

Population sample

Population sample

20

19

180

124

600

240

8000

380

25

23

190

129

650

248

9000

383

30

28

200

134

700

255

10000

385

35

32

210

138

750

261

12000

387

40

36

220

142

800

267

15000

390

45

41

230

146

850

272

20000

392
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(95 % confidence level with 5 % of tolerance rate)
Source: Harper and Row 1967, "statistics an introductory Analysis" second edition,
Newyork.

4.3 Research Instrument and Questionnaire

Questionnaire is used as the research instrument in this research in order to collect
data about satisfaction towards yahoo.com of the internet users at Assumption University
in Bangkok. The questions are framed on the basis of theoretical framework and previous
study (research project one-loyalty at University of Bradford). The questionnaire consists
of 2 parts divided as follows:

l\feasureJD.entscale
Likert scale is used to measure satisfaction towards yahoo.com. A measure of
attitude designed to allow respondents to indicate how strongly they agree with carefully
constructed statements that range from very positive to very negative toward an
attitudinal object ( Zikmund, 2003).The five point Likert-scale is used to consider the
degree by respondents as shown below:
Completely disagree

1

Somewhat disagree

2

Neutral

3

Somewhat agree

4

Completely agree

5
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Part 1: Personal Characteristics of respondents - It identifies the personal data of
respondents such as age, gender, education level.

Part 2: This part includes seven factors which show the satisfaction of the visitors of
yahoo.com. This part is designed to measure the level of satisfaction, considering all the
factors below. Likert scale is used in this part.

Table 4.2 Research Instrument Design
Variable/Sub-Variable

Question

Number ofltems

Scale

Part
Part 1

Part 2

Measurement

Website used

1

Nominal

Age and education

1

Ordinal

Gender

1

Nominal

Understandab1l1ty

1-4

4

interval

Security

5-9

5

Interval

Site Design

10-13

4

Interval

User friendliness

14-17

4

Interval

Usefulness

18-21

4

Interval
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Browsing pleasure

22-25

4

Interval

Satisfaction

26-33

8

Interval

4.4 Pre-Testing Questionnaire
Zikmund (2003) explained that the pretests are trial runs with group of respondents
for the purpose of detecting problems in the questionnaire instructions or design. The data
collection tool is pre-tested in order to test the reliability of the questionnaire by
distributing copies of the questionnaire to the people who have close characteristics to
this research population. Then, mistakes are corrected and adjusted in term of sequencing,
wording, and structure. So, the communication between respondents and researcher
would not be biased.

Vanichbuncha (2001) mentioned that to conduct pre-test, the minimum number of
respondents should be 25. In this research the researcher used 50 respondents as samples,
in order to get accurate results to test the questionnaire. The questions in the
questionnaire were processed in statistical package for social science (SPSS) program by
using Cronbach's coefficient alpha scales.
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Reliability

The reliability test was conducted on the 7 variables that are in the questionnaire.
The variables are considered to be reliable only when Cronbach's alpha levels is more
than or equal to 0.6 and considered to be unreliable when it is less than 0.6 (Sekaran,
1993). The summary of reliability measured in alpha is shown below:

Table 4.3: Reliability Analysis Scale

Operational

Reliability

Dimensions
Understandability

.7077

Safety

.7857

Site Design

.7325

User Friendliness

.7136

Usefulness

.7464

Browsing Pleasure

.7566

Satisfaction

.7102

According to the alpha test for reliability, if the value of the reliability estimate is 0.6
or more the questionnaire is considered to be reliable. The results of the reliability
analysis are greater than 0.6, the questionnaire used for this research is reliable for
studying the online factors user friendliness, usefulness and browsing pleasure within an
internet context that emphasizes satisfaction of yahoo.com.
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4.5 Collection of Data
In this study, the researcher used both primary data and secondary data in gathering
the information that can be a good foundation for the researcher to conduct the study.

Primary data:

Primary data was gathered and assembled specifically for the research

project at hand (Zikmund, 2003). The primary data was collected by survey method,
since surveys are the most common method of generating primary data. Self-administered
questionnaire was distributed for collecting the primary data for the research. The
questionnaire was issued at computer lab, library and student lounge in Assumption
University. The result was processed through the statistical package for social science
(SPSS) program.

Secondary data:

Secondary, or historical data is data previously collected and

assembled for some project other than the one at hand; it requires extra time and effort to
obtain the information as compared to primary data. With the help of books, journals,
articles, internet websites and previous research reports, secondary data was obtained.

4.6 Statistical Treatment of Data
Descriptive statistics
The statistical model used in this research is descriptive statistics, which can
describe or summarize information about population and sample (Zikmund, 2003). By
using this method, raw data can be summarized and the results can be interpreted.
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Inferential Statistics

From inferential statistics, one can draw inferences from a sample to the
population. In other words, it tells how variables relate to one another, whether there are
any differences between two or more groups and the like (Sekeran, 2003). The method
used is Pearson's product moment correlation analysis. The scale used in this research is
interval scale of association to measure the variables.

4.6.1 Pearson's product moment correlation coefficient

The correlation between two variables reflects the degree to which the variables
are related. The most common measure of correlation is the Pearson's Product Moment
Correlation (called Pearson's correlation for short). When measured in a population, the
Pearson Product Moment Correlation is designated by the Greek letter "r" hO (p). When
computed in a sample, it is designated by the letter "r" and is sometimes called "Pearson's
r." Since the researcher is going to compute in a sample "Pearson's (r)" will be used
(Hussey, 1997).

Pearson's Product Moment Correlation Coefficient "r" is a parametric technique,
which gives a measure of the strength of association between two variables. Pearson's
correlation "r" is so frequently used that it is .often assumed that the word 'correlation' by
itself refers to it. The data must be interval or ratio status and normally distributed. The
data must be bivariate and the two sets must have similar variances." Zikmund (2000)
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claimed that the formula for calculating the correlation coefficient "r" for two variables X
andY.

f(~-xXr;-Y)
r = r =---.==i==I========
xy

%

~(X;-X)2 (Y;-Y)2

Where,

X

=

Independent variable

Y = Dependent variable
X

=

Mean of independent variable

Y = Mean of dependent variable
Xi= Actual value of independent variable
Yi = Actual value of dependent variable
n =Number of observations
The symbols X bar and Y bar represent the sample means of X and Y,
respectively. The correlation coefficient (r) ranges from +1.0 to -1.0. If the value of r is

1.0, there is a perfect positive linear relationship. If the value of r is -1.0, there is a
perfect negative linear relationship, or perfect inverse relationship. The table 4.3 below
shows r-value which measures the strength of association. It helps us in interpreting the
results as follows:
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Table 4.4: r-value which measures the strength of association
Correlation (r)

Interpretation

1

Perfect positive linear association

0

No linear association

-1

Perfect negative linear association

0.90 to 0.99

Very high positive correlation

0.70 to 0.89

High positive correlation

0.4 to 0.69

Medium positive correlation

0 to 0.39

Low positive correlation

0 to-0.39

Low negative correlation

-0.40 to -0.69

Medium negative correlation

-0.70 to -0.89

High negative correlation

-.90 to-0.99

Very high negative correlation

Source: Zikmund, W.G. (2003), Business Research Methods (7th Edi.). Mason OH:
Dryden Press.
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Table 4.5: Statistical treatment of data

No.

Null hypothesis

Statistics used

Hol

There is no relationship between understandability and user Pearson's
friendliness of the website.

Ho2

Correlation

There is no relationship between security and usefulness of the Pearson's
website.

Ho3

Correlation

There is no relationship between site design and browsing Pearson's
pleasure of the website

Ho4

Correlation

There is no relationship between user friendliness and Pearson's
satisfaction of the website.

Ho5

Correlation

There is no relationship between usefulness and satisfaction of Pearson's
the website

Ho6

Correlation

There is no relationship between browsing pleasure and Pearson's
satisfaction.

Correlation
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CHAPTERV
PRESENTATION OF DATA AND CRITICAL DISCUSSION OF
RESULTS
This chapter is primarily concerned with the results of the survey from the
procedures discussed in chapter four. The objective of this research was to study the
relationship between user friendliness, usefulness, and browsing pleasure within an
internet context that emphasizes satisfaction of yahoo.com website. Respondents were the
users of Yahoo.com website, so the selected area of study was Bangkok (Assumption
University, Huamark) .The analysis of data presentation, and interpretation of the data is
obtained from 400 samples based on hypothesis testing that measure the relationship
between the variables in the conceptual framework tested by Pearson's correlation
coefficient. This chapter describes the six hypotheses that are included in the study.
These are separated into two parts as follows:
Part 1: Descriptive analysis of personal characteristics
Part 2: Analysis of hypotheses

5.1 Presentations, Analysis, and Interpretation of Data
Descriptive analysis refers to the transformation of raw data into a form that will
make it easy to understand and interpret (Zikmund, 2000). The data in this section will be
presented in the form of frequency distribution and percentage distribution.
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Respondent's personal characteristics

• Gender
• Age

•

Education Level

5.1.1 Gender
Table 5.1: Gender of Respondents
Gender

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

male

171

42.8

42.8

42.8

female

229

57.2

57.2

100.0

Total

400

100.0

100.0

Table5.l shows the gender of respondents in this research. It is viewed that among
the respondents 171 are male and 229 are female, representing 42.8%and 57.2%
respectively. The majority of the respondents in this research study are females and the
minority is males.
5.1.2 Age
Table 5.2: Age of respondents
Age level

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

20-29

381

95.2

95.2

95.2

30-39

19

4.8

4.8

100.0

Total

400

100.0

100.0
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Table5.2 illustrates the range of respondent's age. The majority of respondents
belonging to the age group 20-29, accounting for 95.23% and minority of respondents
belonging to the age group 30- 39, accounting for 4.8%.

5.1.3 Education Level
Table 5.3: Education Level of Respondents

Education background

Frequency Percent
Valid

Valid

Cumulative

Percent

Percent

bachelor degree 66

16.5

16.5

16.5

Master degree

334

83.5

83.5

100.0

Total

400

100.0

100.0

Table5.3 illustrates education level of the respondents. The majority of respondents
are master's degree holders, accounting for 83.5%, while the rest hold a bachelor's
degree accounting for 16.5%
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5.2 Hypothesis Testing
The objective of inferential statistics is to allow the researcher to make judgments
about the whole population based upon the results generated by samples. It enables a
researcher to perform the much needed statistical test of hypothesis in the statistic
business research (Davies, 19996).
Inferential statistics involves the analysis and verification for hypothesis statements
in the population, which are used to make inferences about the characteristics of the
population. The theory is principally based on probabilities and logic in random sampling,
and inferential statistics will be used in hypothesis testing. The method applied in this
study is correlation.

Hypothesis Testing
The researcher examines six hypotheses to support the research objectives. The six
hypothesis are used to measure the relation between understandability and user
friendliness(H 01

),

safety and usefulness(H02

),

site design and browsing pleasure(H03 ),

user friendliness and satisfaction(Ho4), usefulness and satisfaction(H05), browsing
pleasure and satisfaction(H 0 6) using Pearson's correlation coefficient.

Hypothesis 1: Analysis of the relationship between understandability and user
friendliness

H01 : There is no relationship between understandability and user friendliness of the
website

H81 : There is relationship between understandability and user friendliness of the
website
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Table 5.4: Pearson's Product Moment Correlation Coefficient for Hypothesis 1
Correlations

COMB UN

Pearson Correlation

COMBUN

COMBUF

1

.371(**)

Sig. (2-tailed)

COMBUF

**

.000

N

400

400

Pearson Correlation

.371(**)

1

Sig. (2-tailed)

.000

N

400

400

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

The Pearson's correlation in Table 5.4 indicates that there is a significant difference
m correlation between understandability and user friendliness with a two tailed
significance of .000 which is less than .01(.000<.01). Therefore, the null hypothesis is
rejected, which means that there is a relationship between understandability and user
friendliness of yahoo.com website.

Pearson's correlation at .371 means that there is a low positive relationship between
understandability and user friendliness at .3 71 of a website at 99% confidence level.
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Hypothesis 2: Analysis of the relationship between security and usefulness

Ho2 : There is no relationship between security and usefulness of the website
Ha2:

There is positive relationship between security and usefulness of the website

Table 5.5: Pearson's Product Moment Correlation Coefficient for Hypothesis 2
Correlations

COMB SA

Pearson Correlation

COMB SA

COMB US

1

.420(**)

Sig. (2-tailed)

COMBUS

**

.000

N

400

400

Pearson Correlation

.420(**)

1

Sig. (2-tailed)

.000

N

400

400

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

The Pearson's correlation in Table 5.5 indicates that there is a significant difference in
correlation between security and usefulness with a two tailed significance of .000 which
is less than .01(.000<.0l). Therefore, the null hypothesis is rejected, which means that
there is a relationship between security and usefulness of yahoo.com website.

Pearson's correlation at .420 means that there is a medium positive relationship
between security and usefulness at .420 of a website at 99% confidence level.
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Hypothesis 3:

Analysis of the relationship between site design and browsing

pleasure

IL,3 : There is no relationship between site design and browsing pleasure of the website

H83 : There is relationship between site design and browsing pleasure of the website

Table 5.6: Pearson's Product Moment Correlation Coefficient for Hypothesis 3
Correlations

COMB ST

Pearson Correlation

COMBST

COMBBP

1

.343(**)

Sig. (2-tailed)

COMBBP

.000

N

400

400

Pearson Correlation

.343(**)

1

Sig. (2-tailed)

.000

N

400

400

** Correlation is significant at the 0.01 level (2-tailed).
The Pearson's correlation in Table 5.6 indicates that there is a significant difference
in correlation between site design and browsing pleasure with a two tailed significance
of .000 which is less than .01(.000<.01). Therefore, the null hypothesis is rejected, which
means that there is a relationship between site design and browsing pleasure of
yahoo.com.

Pearson's correlation at .343 means that there is a low positive relationship between
safety and usefulness at .343 of a website at 99% confidence level.
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Hypothesis 4: Analysis of the relationship between user friendliness and satisfaction

Ho4: There is no relationship between user friendliness and satisfaction of the website
H 84 : There is positive relationship between user friendliness and satisfaction of the

website
Table 5.7: Pearson's Product Moment Correlation Coefficient for Hypothesis 4
Correlations

COMBUF

Pearson Correlation

COMBUF

COMBSAT

1

.518(**)

Sig. (2-tailed)

COMBSAT

.000

N

400

400

Pearson Correlation

.518(**)

1

Sig. (2-tailed)

.000

N

400

400

** Correlation is significant at the 0.01 level (2-tailed).
The Pearson's correlation in Table 4 indicates that there is a significant difference in
correlation between user friendliness and satisfaction with a two tailed significance
of .000 which is less than .01(.000<.0l). Therefore, the null hypothesis is rejected. This
means that there is a relationship between user friendliness and satisfaction of yahoo.com
website.
Pearson's correlation at .518 means that there is a medium positive relationship
between user friendliness and satisfaction at .518 of a website at 99% confidence level.
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Hypothesis 5: Analysis of the relationship between usefulness and satisfaction

Hos: There is no relationship between usefulness and satisfaction of the website
Has: There is positive relationship between usefulness and satisfaction of the website

Table 5.8: Pearson's Product Moment Correlation Coefficient for Hypothesis 5

Correlations

COMB US

Pearson Correlation

COMBUS

COMBSAT

1

.534(**).

Sig. (2-tailed)

COMBSAT

.000

N

400

400

Pearson Correlation

.534(**)

1

Sig. (2-tailed)

.000

N

400

400

** Correlation is significant at the 0.01 level (2-tailed).
The Pearson's correlation in Table 5.8 indicates that there is a significant difference
in correlation between usefulness and satisfaction with a two tailed significance of .000
which is less than .01(.000<.01). Therefore, the null hypothesis is rejected, which means
that there is a relationship between usefulness and satisfaction of yahoo.com website.

Pearson's correlation at .534 means that there is a medium positive relationship
between usefulness and satisfaction at .534 of a website at 99% confidence level.
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Hypothesis 6: Analysis of the relationship between browsing pleasure and
satisfaction

Ho6:

There is no relationship between browsing pleasure and satisfaction of the website

H 86 : There is positive relationship between browsing pleasure and satisfaction of the

website.

Table 5.9: Pearson's Product Moment Correlation Coefficient for Hypothesis 6
Correlations

COMBBP

Pearson Correlation

COMBBP

COMBSAT

1

.477(**)

Sig. (2-tailed)

COMBSAT

.000

N

400

400

Pearson Correlation

.477(**)

1

Sig. (2-tailed)

.000

N

400

400

** Correlation is significant at the 0.01 level (2-tailed).
The Pearson's correlation in Table 5.9 indicates that there is a significant difference
in correlation between browsing pleasure and satisfaction with a two tailed significance
of .000 which is less than .01(.000<.01). Therefore, the null hypothesis is rejected, which
means that there is a relationship between browsing pleasure and satisfaction of
yahoo.com website and hence alternative hypothesis is accepted.
Pearson's correlation at .477 means that there is a medium positive relationship
between usefulness and satisfaction at .477 of a website at 99% confidence level.
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5.3 Summary of Results from Hypothesis Testing
The results of Hypothesis testing are summarized in Table 5.10. There are six
hypotheses (H 10 to H60) which have significant differences in correlation with a two tailed
significance of .000 which is less than 0.01(.000<.01). Therefore, the six null hypotheses
are rejected which means that there is relationship among the variables at 0.01
significance level.

Table: 5.10 Summary of Results from Hypothesis Testing
Hypothesis

Type of Statistic

H 0 1:There is no relationship
understandability
between
and user friendliness of a
website

Pearson's
.371 **
product moment
correlation
coefficient

Ho2:

Pearson
correlation
Coefficient

There is no relationship Pearson's
security
and product moment
between
correlation
usefulness of a website
coefficient

.420**

lloJ: There

is no relationship Pearson's
between site design and product moment
correlation
browsing pleasure
coefficient

.343**

llo4:

.518**

There is no relationship Pearson's
between user friendliness and product moment
correlation
satisfaction
coefficient

Significance Result
(2 tailed)
.000

Hot

.000

Reject

Ho2
.000

Reject

Dru
.000

Reject

Ho.a

.534**
Hos: There is no relationship Pearson's
usefulness
and product moment
between
correlation
satisfaction of a website
coefficient

.000

H 00 : There is no relationship Pearson's
.477**
between browsing pleasure product moment
and satisfaction of a website
correlation
coefficient

.000
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Reject

Reject

Ho6
Reject
Ho6

Chapter VI
SUMMARY OF FINDINGS, CONCLUSION, & RECOMMENDATIONS

//
The writings of this research conclude with this chapter. The results analyzed in the
descriptive analysis and inferential analysis to test hypothesis (correlation analysis) are
further discussed in this chapter. Based on these statistical results and the objective stated
for this research, summary of findings, conclusions are drawn as well as
·'

recommendations are contributed for both academic and business implications.

6.1 Summary of findings
Descriptive analysis
For the descriptive statistics analysis part, 400 questionnaires were distributed to
females that accounted for 57.2% and to males that accounted for 42.8%. Most of them
were aged between 20- 29 years old, which accounted for 95.2%. Majority ofrespondents
were students with master's degree that accounted for 83.5%.

Based on the research objectives, correlation analysis was used to investigate the
relationship between understandability, safety, site design, user friendliness, usefulness,
browsing pleasure and satisfaction. The findings of six correlation analysis can be
summarized as follows:

68

.....

The first hypothesis (H01 : There is no relationship between understandability and user
friendliness of the website) was tested by using the correlation coefficient analysis to
investigate the relationship between understandability and user friendliness. The result
revealed that there is a low positive relationship between understandability and user
friendliness of the website. A potential explanation for this finding might be that
understandability is a significant factor on user friendliness of the yahoo website.

The second hypothesis (H0 2: There is no relationship between. Security and
Usefulness of the website) was tested by using the correlation coefficient analysis to
investigate relationship between security and usefulness. The result revealed that there is
a medium positive relationship between security and usefulness of the website. This
finding implies that security and usefulness are significantly related to each other.

The third hypothesis (H03 : There is no relationship between site design and browsing
pleasure of the website) was tested by using the correlation coefficient analysis to
investigate relationship between site design and browsing pleasure of the website. The
result revealed that there is a low positive relationship between site design and browsing
pleasure of the website. The finding implies that site design and browsing pleasure are
significantly and positively related.

The fourth hypothesis (H0 4: There is no relationship between user friendliness and
satisfaction of the website) was tested by using the correlation coefficient analysis to
investigate relationship between user friendliness and satisfaction of the website. The
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result revealed that there is a medium positive relationship between user friendliness and
satisfaction of the website. The finding implies that user friendliness and satisfaction are
significantly and positively related.

The fifth hypothesis (H0 s: There is no relationship between usefulness and
satisfaction of the website) was tested by using the correlation coefficient analysis to
investigate relationship between usefulness and satisfaction of the website. The result
revealed that there is a medium positive relationship between user friendliness and
satisfaction of the website. The finding implies that usefulness and satisfaction are
significantly and positively related.

The sixth hypothesis (H06 : There is no relationship between browsing pleasure and
satisfaction of the website) was tested by using the correlation coefficient analysis to
investigate relationship between browsing pleasure and satisfaction of the website. The
result revealed that there is a medium positive relationship between user friendliness and
satisfaction of the website. The finding implies that browsing pleasure and satisfaction
are significantly and positively related.
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Table: 6.1 Summary of Results from Hypothesis Testing
Hypothesis

Type of Statistic

Ho1:There is no relationship Pearson's
understandabi_lity product moment
between
correlation
and user friendliness of a
coefficient
website

Peanon
correlation
Coefficient

Significance Result
(2 tailed)

.371 **

.000

Reject
Ho1

.420**
H 0 2: There is no relationship Pearson's
security
and product moment
between
correlation
usefulness of a website
coefficient

.000

Hru: There

.000

Reject
Ho2

is no relationship Pearson's
between site design and product moment
correlation
browsing pleasure
coefficient

.343**

Ho.a: There

is no relationship Pearson's
between user friendliness and product moment
correlation
satisfaction
coefficient

.518**

.000

Reject
Ho4

Pearson's
between
usefulness
and product moment
correlation
satisfaction of a website
coefficient

.534**

.000

Reject

Ho5: There is no relationship

Reject

Dru

H 00 : There is no relationship Pearson's
.477**
between browsing pleasure product moment
and satisfaction of a website
correlation
coefficient

Hoo
.000

Reject

Hoo

6.2 Conclusions
The main objective of this research was to study the relationship between user
friendliness, usefulness, and browsing pleasure within an internet context that emphasizes
on satisfaction of yahoo.com users. The hypotheses were tested by using the data
collected through questionnaire from 400 samples in Bangkok at Assumption University,
Huamark campus.
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The respondents evaluated the independent variables in this study ranging from
!(strongly disagree) to 5 (strongly agree) and evaluated the dependent variables ranging
from 1 (strongly disagree) to 5 (strongly agree). The respondents somewhat agree with all
the dependent and independent variables which is shown in appendix C by using
frequency tables.

According to the summary of findings in the previous part, most of the respondents
are satisfied by the services provided by the yahoo.com. For the conclusion of the website
understandability part, most of the respondents rated "somewhat agree and completely
agree", respectively. For the conclusion of website security part, most of the respondents
rated "neutral" and "somewhat agree" respectively. For the conclusion of website site
design part, most of the respondents rated "somewhat agree" and "completely agree"
respectively. For the conclusion of website user friendliness part, most of the respondents
rated "somewhat agree" and "completely agree" respectively. For the conclusion of
website usefulness part, most of the respondents rated "neutral" and "somewhat agree"
respectively. For the conclusion of website browsing pleasure part, most of the
respondents rated "somewhat agree" and "completely agree" respectively. For the
conclusion of website satisfaction part, most of the respondents rated "somewhat agree"
and "completely agree" respectively.
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Implication and Discussion of Research Findings

The first part that is understandability and user friendliness factors were tested by
using the Pearson's product moment correlation coefficient, which showed that there is a
low positive strong relationship between understandability and user friendliness of the
website, which means the null hypothesis is rejected. Understandability refers to be
thoroughly familiar with the character and propensities of the website and user
friendliness refers to the ease to learn, use, understand, or deal with the website. Similar
studies were conducted by Dabholkar (1996), Meuter et al., (2000), Zeithaml et al.,
(2000) which showed that understandability and user friendliness had positive
relationship and had greater influence on service quality perception and satisfaction of the
website.

The second part security and usefulness factors were tested by using Pearson's
product moment correlation coefficient, which showed that there is a medium positive
strong relationship between security and usefulness of the website, which means null
hypothesis, is rejected. According to Lin, and Wu (2002) who studied website revisitation,
the results demonstrated that relationship between usefulness towards the online service
and security was positive which agrees with the result of this research studied.

The third part, site design, and browsing pleasure factors were tested by using
Pearson's product moment correlation coefficient, which showed that there is a low
positive strong relationship between site design and browsing pleasure of the website,
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which means the null hypothesis is rejected. Dabholkar (1996) found a strong positive
effect of enjoyment of using Self-Service-Technology (SST) on perceived overall service
quality. Enjoyment captures the hedonic dimension of consumption and can be measured
as the extent to which consumers find the Self-Service-Technology to be enjoyable, fun
and pleasant to use. In this sense, satisfaction can also be described as a moderately
positive affected state (Russell 1980), but in services, research satisfaction is most often
treated as a composite dependent variable that is influenced by both cognitively perceived
service quality and affected reactions to the service as stated by Liljander and Strandvik,
(1997).

The fourth part user friendliness and satisfaction were tested by using the Pearson
product moment correlation coefficient, which showed that there is a medium positive
strong relationship between user friendliness and satisfaction of the website, which means
null hypothesis, is rejected. User friendliness refers to the ease to learn, use, understand,
or deal with the website and satisfaction refers to fulfillment of a need or want or the
quality or state of being satisfied.

The fifth part usefulness and satisfaction were tested by using Pearson's product
moment correlation coefficient, which showed that there is a positive strong relationship
between usefulness and satisfaction of the website, which means null hypothesis, is
rejected. A similar study was conducted by Szymanski and Hise 2000, Zeithaml et al.,
2000. They concluded that usefulness and satisfaction had positive relationship and
greater influence on the overall satisfaction of the e-services provided by portals.
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The sixth part browsing pleasure factors were tested by using Pearson's product
moment correlation coefficient, which showed that there is a medium positive
relationship between browsing pleasure and satisfaction of the website, which means null
hypothesis is rejected. A similar study was conducted by Gronroos et al, (2000), who
stated that "All components of the e-service offer are expected to influence overall
satisfaction with a portal site offering if customers perceive them to be superior to their
expectations, compared to competitor's e-offerings". In this study the author found that
browsers had high positive relationship between browsing pleasure and satisfaction,
which means that browsing pleasure, had greater influence on the overall satisfaction of
the website or portals.

Finally, findings of the research can be concluded as follows: (1) understandability and
user friendliness are positively related and have a low relationship. (2) Security is found
to have a medium positive relationship with usefulness of the website. (3) Site design of
the website is found to have a low positive relationship with browsing pleasure of the
website. (4) User friendliness is found to have a medium positive relationship with
satisfaction which has greater influence on browser satisfaction of yahoo.com website.
(5) Usefulness has a medium positive relationship with satisfaction which has greater
influence on browser satisfaction of yahho.com website. (6) Browsing pleasure had a
medium positive relationship with satisfaction which has greater influence on the browser
satisfaction of yahoo.com website.
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The researcher concluded that overall satisfaction of yahoo.com website mainly
depends on factors like understandability,

security, site design, user friendliness,

usefulness and browsing pleasure. Rust and Oliver (1994) indicated that "customer
satisfaction or dissatisfaction emerged as a response to a single or prolonged set of
services encounters." The website has to be appealing, user friendly, convenient to use
and technically functioning to attract subscribers (Ramayah et al 2003), as well as
developed to satisfy specific needs of its customers, which make them feel more
comfortable.

6.3. Recommendations and Managerial Implications

The findings of this study are important to the existing service marketing, p~icularly,
yahoo services. It is recognized that understandability, security, site design, user
friendliness, usefulness, and browsing pleasure are significant factors which have greater
influence on browser satisfaction of yahoo.com website. Consequently, recommendations
will be made to the concerned people (Yahoo! Inc., marketing department of yahoo, site
designers) based on the results of this research.

The overall findings showed that online service factors like understandability, usefulness,
security, user friendliness, site design, and browsing pleasure had effects on satisfaction
of browsers towards yahoo.com website.
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For Yahoo! Inc., they should train and educate site designers through which they can
modify the existing site and give a new look to the site and make it more colorful and
appealing to the browsers, so that yahoo portal would look different from other portals
like msn.com, netscape.com, google.com, aol.com, etc . Yahoo should create attractive
banner ads so that it can reach to all the classes of business to business consumers
through which it can increase its revenue. Yahoo should concentrate on the younger
generation so that it can capture this target group of customers, as kids are interested in
internet videogames and they do play online games frequently which give them fun and
entertainment.

The researcher suggests yahoo to improve the site design of yahoo.com mainly
because the results of the site design factor showed that browsers somewhat agree with
design of the yahoo.com website, which means that the browsers are not totally satisfied
with site design and they expect much better services from yahoo.com website.

The researcher found out from the results that security had greater influence on the
usefulness of the website. Most of the respondents are somewhat satisfied with the
services provided by yahoo. The researcher suggests yahoo to provide 100% virus free
secured files to the browsers by making the website 100% spam free. Storage capacity
has become a hot-button issue as many users increasingly use e-mail to swap photos,
large databases, and graphic files. A single photo or graphic can eat up 5 to 10 megabytes,
so yahoo.com should increase its storage capacity through which it can attract more users.
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It is suggested that the website has to be effective in communicating with its clients
in order to instill confidence and reduce the perception of risk of users who buy products
and services at yahoo.com. Effective communication on the website is required to ensure
that the customer understands the investment schemes on yahoo finance site, so that the
browsers can make their deals without any difficulties. These understandings can enhance
the confidence level of users in their selection and aid them to have a better assessment of
any financial risk and outcome of their investments.

From the research study, it was found that understandability, security, site design,
user friendliness, usefulness, and browsing pleasure have greater influence on the
satisfaction factor. The results of the research show that browsers of yahoo.com website
"somewhat agree", which means that browsers are not totally satisfied with services of
yahoo.com website. The researcher recommends that yahoo should continuously improve
on the services, processes, and systems. Yahoo should maintain long term relationship
with its business to business consumers by providing quality services.

6.4 FURTHER RESEARCH
It becomes quite evident that with time, things change. Especially in the electronic

service business. There is massive competition on a global scale. Every other month, a
new product is launched and a new service is offered. For instance, using yahoo music
itself was unimaginable two years back for many browsers. Hence, update on the market
on consumer experience is crucial. No one knows how the e-commerce industry would be
5 years from now.
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While the variables used in this analysis used only those inputs which had been most
frequently cited in the literature, it would be useful to use other variables which some
research has suggested may contribute towards relationship quality.
This research study is focused only at Assumption University, Huamark campus in
Bangkok. It is suggested that further research should be done with other groups of
respondents in various locations.
Since the scope of the study was limited to identifying and ordering the underlying
factors that impact customer responses, no direct recommendations can be provided on
how to increase satisfaction. Further research is needed on how the user interface
influences customer evaluations in various situations. As there are important differences
in evaluation mechanisms between products on both extremes of the services/nonservices continuum (van Riel et al 2001), other differences between dissimilar e-service
categories can also be expected. The relative influence of different service elements on
customer evaluations may differ between dissimilar categories of online services, e.g.
between customer services, audiovisual content providers, e-outlets of brick and mortar
stores, and dot-com companies differ from yahoo.com. Because one web site may offer
different services to different customer segments, the evaluation and overall importance
of different service elements for satisfaction can vary between target segments. Some
segments may also have special needs of online services that are not currently being met
by the company, so further research is required to study all the elements of online service
in detail.
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Appendix A
Questionnaire
Dear sir/madam
I am an MBA student of Assumption University, Thailand. This questionnaire is
designed to understand the "customer satisfaction towards yahoo.com website."

Objective: The purpose of this study is to enhance understanding of the factors
influencing satisfaction towards yahoo.com and to find the relationship between
understandability, safety, site design, user friendliness, usefulness, browsing pleasure and
satisfaction of the website.

Part 1: Consists of demographic profile of respondents - It identifies the personal data
of respondents such as age, gender, and education level.

Part 2: All the questions below are concerned with satisfaction of yahoo.com website by
users residing in Bangkok. Respondents are required to score the level of satisfaction in
the score range of 1-5.
Please circle only one number corresponding to your op1ruon or expenence with
yahoo.com site. The meaning of the number is as follows:
Completely disagree

1

Somewhat disagree

2

Neutral

3

Somewhat agree

4

Completely agree

5
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Please answer the entire question based on truth.

Questionnaire to measure the "satisfaction of yahoo.com website users"
This questionnaire has several statements for which you need to circle an agreement
scale according to your own experience.

Part 1: General information of the respondents
1. Gender
Male ( )

Female ( )

2.Age
---------- 13 or above

---------- 20- 30

---------- 31-41

---------- more than 40

3. Education

------------Bachelor's degree or equal
------------ Master's degree

PART2:
Understandability
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:
1 =Completely disagree, 2 =Somewhat disagree, 3= Neutral, 4 =Somewhat agree, 5=

c omp1et e1y agree
SI.no

Description

scale

1

The website content is easy to understand

1 2 3 4 5

2

I have a sense of control over the interaction

1 2 3 4 5

3

Word of mouth helps me to assess the reputation of the
website
I think that a first time buyer can make a purchase from
this website without much help

1 2 3 4 5

4

1 2 3 4 5
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Security
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:

1=Completely disagree, 2= Somewhat disagree, 3= Neutral, 4= Somewhat agree, 5
=Completely agree
SI.no

Description

scale

1
2

I have trust in the website.
I pay attention to the website's reputation before
buying
The website security provides enough confidence
regarding protection of personal data
The website has strong rules and regulation
The website is reliable for online shopping

1 2 3 4 5
1 2 3 4 5

3
4
5

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

Site Design
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:

1= Completely disagree, 2 =Somewhat disagree, 3 =Neutral, 4 =Somewhat agree,
5=Completely agree
SI.no

Description

scale

1
2

The website's download speed is fast enough
The website design makes navigation easier

1 2 3 4 5
1 2 3 4 5

3

The arrangement of the content links and graphics makes
the website too complex
It takes a long time to display the information on the
website

1 2 3 4 5

4

90

1 2 3 4 5

User friendliness
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:

l= Completely disagree, 2 =Somewhat disagree, 3= Neutral, 4= Somewhat agree, 5
=Completely agree
SI.no

Description

scale

1

The website is user friendly

1 2 3 4 5

2

The website is easily accessible

1 2 3 4 5

3

I believe that this website is customized to my needs

1 2 3 4 5

4

I believe that this website takes good care of its customers

1 2 3 4 5

Usefulness
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:
1= Completely disagree, 2 =Somewhat disagree, 3= Neutral, 4 =Somewhat agree, 5=
Completely agree
SI.no

Description

scale

1

I have quick access to relevant information

1 2 3 4 5

2

The website adapts itself to the customer's profile

1 2 3 4 5

3

It is easy to find what I am looking for

1 2 3 4 5

4

I have complete information on the products and services
provided

1 2 3 4 5
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Browsing Pleasure
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:

1= Completely disagree, 2 =Somewhat disagree, 3 =Neutral, 4= Somewhat agree, 5
=Completely agree
SI.no

Description

scale

1

The website provides me fun and entertainment
I like using this website
The quality of content on the website is very good
The website is convenient to use

1 2 3 4 5

2
3
4

1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

Satisfaction
Please indicate your degree of agreement with the following statements by selecting the
appropriate response where:

1= Completely disagree, 2 =Somewhat disagree, 3= Neutral, 4 =Somewhat agree, 5
=Completely agree
SI.no

Description

scale

1

I feel this is a informative website

1 2 3 4 5

2

The performance of the website meets my expectations

1 2 3 4 5

3

The brand image plays significant role for me to build
trust
The website tries to cultivate a relationship with me

1 2 3 4 5

4

5
6
7

8

1 2 3 4 5

As long as the present service continues, I doubt that I 1 2 3
would switch website
For me the cost in time, money, and effort to change 1 2 3
website is high
I prefer to be a registered user of yahoo than any other 1 2 3
website
I am satisfied with services provided, so I would browse 1 2 3
yahoo again and again
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4 5
4 5
4 5
4 5

AppendixB
RELIABILITY OF QUESTIONNAIRE

RE L I A B I L I T Y AN A L Y S I S - S C A L E (AL PH A)

Satisfaction

Reliability Coefficients
N of Cases =

50.0

N of Items= 4

Alpha=

.7102

N of Items= 4

Alpha=

.7136

N of Items= 4

Alpha=

.7325

N of Items= 4

Alpha=

.7464

User friendliness

Reliability Coefficients
N of Cases =

50.0

Site design

Reliability Coefficients
N of Cases =

50.0

Usefulness

Reliability Coefficients
N of Cases =

50.0

Understandability
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Reliability Coefficients
N of Cases=

50.0

N of Items= 4

Alpha =

.7077

N of Items= 5

Alpha=

.7857

N of Items= 4

Alpha=

.7566

Security

Reliability Coefficients
N of Cases=

50.0

Browsing Pleasure

Reliability Coefficients
N of Cases =

50.0
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AppendixC
Frequency Tables of Questionnaire
The website is easy to understand

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
1
22
64
238
75
400

Percent
.3
5.5
16.0
59.5
18.8
100.0

Valid Percent
.3
5.5
16.0
59.5
18.8
100.0

Cumulative
Percent
.3
5.8
21.8
81.3
100.0

I have a sense of control over the interaction

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
7
21
103
211
58
400

Percent
1.8
5.3
25.8
52.8
14.5
100.0

Valid Percent
1.8
5.3
25.8
52.8
14.5
100.0

Cumulative
Percent
1.8
7.0
32.8
85.5
100.0

Word of mouth help me to assess the reputation of the website

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
2
43
59
231
65
400

Percent
.5
10.8
14.8
57.8
16.3
100.0

Valid Percent
.5
10.8
14.8
57.8
16.3
100.0

Cumulative
Percent
.5
11.3
26.0
83.8
100.0

I think that a first time buyer can make a purchase from this website with out
much help

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
5
51
82
201
61
400

Percent
1.3
12.8
20.5
50.3
15.3
100.0
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Valid Percent
1.3
12.8
20.5
50.3
15.3
100.0

Cumulative
Percent
1.3
14.0
34.5
84.8
100.0

I have trust in the website

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
11

31
65
223
70
400

Percent

Valid Percent

2.8
7.8
16.3
55.8
17.5
100.0

2.8
7.8
16.3
55.8
17.5
100.0

Cumulative
Percent

2.8
10.5
26.8
82.5
100.0

I pay attention to the website's reputation before buying

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

1
46
73
174
106
400

Percent

Valid Percent

.3
11.5
18.3
43.5
26.5
100.0

.3
11.5
18.3
43.5
26.5
100.0

Cumulative
Percent

.3
11.8
30.0
73.5
100.0

The website security provides enough confidence on protection of personal
data

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

5
51
69
201
74
400

Percent

Valid Percent

1.3
12.8
17.3
50.3
18.5
100.0

1.3
12.8
17.3
50.3
18.5
100.0

Cumulative
Percent

1.3
14.0
31.3
81.5
100.0

The website has strong rules and regulations

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

3
55
70
186
86
400

Percent

.8
13.8
17.5
46.5
21.5
100.0
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Valid Percent

.8
13.8
17.5
46.5
21.5
100.0

Cumulative
Percent

.8
14.5
32.0
78.5
100.0

The website is reliable for online shopping

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

4
76
65
176
79
400

Percent

1.0
19.0
16.3
44.0
19.8
100.0

Valid Percent

1.0
19.0
16.3
44.0
19.8
100.0

Cumulative
Percent

1.0
20.0
36.3
80.3
100.0

The website's download speed is fast enough

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

5
49
93
172
81
400

Percent

1.3
12.3
23.3
43.0
20.3
100.0

Valid Percent

1.3
12.3
23.3
43.0
20.3
100.0

Cumulative
Percent

1.3
13.5
36.8
79.8
100.0

The website design makes navigation easier

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

8
39
59
226
68
400

Percent

2.0
9.8
14.8
56.5
17.0
100.0

Valid Percent

2.0
9.8
14.8
56.5
17.0
100.0

Cumulative
Percent

2.0
11.8
26.5
83.0
100.0

The arrangements of the content links and graphics makes the website too
complex

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

2
21
79
223
75
400

Percent

.5
5.3
19.8
55.8
18.8
100.0

Valid Percent

.5
5.3
19.8
55.8
18.8
100.0

Cumulative
Percent

.5
5.8
25.5
81.3
100.0
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It takes long time to display the information on the website

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
6
38
42
230
84
400

Percent
1.5
9.5
10.5
57.5
21.0
100.0

Valid Percent
1.5
9.5
10.5
57.5
21.0
100.0

Cumulative
Percent
1.5
11.0
21.5
79.0
100.0

The website is user friendly

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
2
27
84
189
98
400

Percent
.5
6.8
21.0
47.3
24.5
100.0

Valid Percent
.5
6.8
21.0
47.3
24.5
100.0

Cumulative
Percent
.5
7.3
28.3
75.5
100.0

The website is easily accessible

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
9
51
63
180
97
400

Percent
2.3
12.8
15.8
45.0
24.3
100.0

Valid Percent
2.3
12.8
15.8
45.0
24.3
100.0

Cumulative
Percent
2.3
15.0
30.8
75.8
100.0

I believe that this website is customized to my needs

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
2
49
69
181
99
400

Percent
.5
12.3
17.3
45.3
24.8
100.0
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Valid Percent
.5
12.3
17.3
45.3
24.8
100.0

Cumulative
Percent
.5
12.8
30.0
75.3
100.0

I believe that this website takes good care of its customers

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

2
31
71
193
103
400

Percent

Valid Percent

.5
7.8
17.8
48.3
25.8
100.0

.5
7.8
17.8
48.3
25.8
100.0

Cumulative
Percent

.5
8.3
26.0
74.3
100.0

I have quick access to relevant information

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

1
30
73
204
92
400

Percent

Valid Percent

.3
7.5
18.3
51.0
23.0
100.0

.3
7.5
18.3
51.0
23.0
100.0

Cumulative
Percent

.3
7.8
26.0
77.0
100.0

The website adapts itself to the customer's profile

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

2
16
67
203
112
400

Percent

Valid Percent

.5
4.0
16.8
50.8
28.0
100.0

.5
4.0
16.8
50.8
28.0
100.0

Cumulative
Percent

.5
4.5
21.3
72.0
100.0

It is easy to find what I am looking for

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

2
31
60
182
125
400

Percent

.5
7.8
15.0
45.5
31.3
100.0
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Valid Percent

.5
7.8
15.0
45.5
31.3
100.0

Cumulative
Percent

.5
8.3
23.3
68.8
100.0

I have complete information on the products and services provided

Frequency
Valid

somewhat disagree
neutral
somewhat agree
completely agree
Total

29
77
192
102
400

Percent

7.3
19.3
48.0
25.5
100.0

Valid Percent

7.3
19.3
48.0
25.S
100.0

Cumulative
Percent

7.3
26.5
74.5
100.0

The website provides me fun and entertainment

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree

43.00
Total

1
33
29
258
78
1
400

Percent

.3
8.3
7.3
64.5
19.5
.3
100.0

Valid Percent

.3
8.3
7.3
64.5
19.5
.3
100.0

Cumulative
Percent

.3
8.5
15.8
80.3
99.8
100.0

I like using this website

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

1
21
70
208
100
400

Percent

.3
5.3
17.5
52.0
25.0
100.0

Valid Percent

.3
5.3
17.5
52.0
25.0
100.0

Cumulative
Percent

.3
5.5
23.0
75.0
100.0

The quality of content on the website is very good

Frequency
Valid

somewhat disagree
nuetral
somewhat agree
completely agree
Total

30
58
217
95
400

Percent

7.5
14.5
54.3
23.8
100.0

100

Valid Percent

7.5
14.5
54.3
23.8
100.0

Cumulative
Percent

7.5
22.0
76.3
100.0

The website is convenient to use

Valid

somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
24
69
205
102
400

Percent
6.0
17.3
51.3
25.5
100.0

Valid Percent
6.0
17.3
51.3
25.5
100.0

Cumulative
Percent
6.0
23.3
74.5
100.0

I feel this is a informative website

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
44.00
Total

Frequency
7
23
69
206
94
1
400

Percent
1.8
5.8
17.3
51.5
23.5
.3
100.0

Valid Percent
1.8
5.8
17.3
51.5
23.5
.3
100.0

Cumulative
Percent
1.8
7.5
24.8
76.3
99.8
100.0

The performance of the website meets my expectations

Valid

somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
32
72
213
83
400

Percent
8.0
18.0
53.3
20.8
100.0

Valid Percent
8.0
18.0
53.3
20.8
100.0

Cumulative
Percent
8.0
26.0
79.3
100.0

The brand image plays significant role for me to build trust

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
1
34
84
204
77
400

Percent
.3
8.5
21.0
51.0
19.3
100.0
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Valid Percent
.3
8.5
21.0
51.0
19.3
100.0

Cumulative
Percent
.3
8.8
29.8
80.8
100.0

The website tries to cultivate a relationship with me

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

3
40
70
203
84
400

Percent

.8
10.0
17.5
50.8
21.0
100.0

Valid Percent

Cumulative
Percent

.8
10.0
17.5
50.8
21.0
100.0

.8
10.8
28.3
79.0
100.0

As long as the present service continues, I doubt that I would switch website

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

7
50
68
210
65
400

Percent

1.8
12.5
17.0
52.5
16.3
100.0

Valid Percent

Cumulative
Percent

1.8
12.5
17.0
52.5
16.3
100.0

1.8
14.3
31.3
83.8
100.0

For me the cost in time, money, and effort to change website is high

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

1
78
70
173
78
400

Percent

.3
19.5
17.5
43.3
19.5
100.0

Valid Percent

Cumulative
Percent

.3
19.8
37.3
80.5
100.0

.3
19.5
17.5
43.3
19.5
100.0

I prefer to be a registered user of yahoo than any other website

Frequency
Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

10
16
70
227
77
400

Percent

2.5
4.0
17.5
56.8
19.3
100.0
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Valid Percent

2.5
4.0
17.5
56.8
19.3
100.0

Cumulative
Percent

2.5
6.5
24.0
80.8
100.0

Am satisfied with services provided, so I wish to browse yahoo again and
again

Valid

completely disagree
somewhat disagree
neutral
somewhat agree
completely agree
Total

Frequency
5
14
45
220
116
400

Percent
1.3
3.5
11.3
55.0
29.0
100.0

Valid Percent
1.3
3.5
11.3
55.0
29.0
100.0

Cumulative
Percent
1.3
4.8
16.0
71.0
100.0
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