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ABSTRACT
The Internet is a technological innovation which is very important and critical
to life nowadays. The Internet is also designed to be one of the driving factors to keep
an on-going relationship between consumers and online retail stores.

The objectives of this research were to study how the perceived factors
influence consumers'

satisfaction with online shopping using the website

www.tohome.com in terms of responsiveness, reliability, enjoyment, product quality,
and price, and how each of these factors can explain the relationship of consumers'
satisfaction in online shopping with www.tohome.com. The data were collected from
360 respondents who are graduate students at Assumption University and had
experience using www.tohome.com. Self-administrative questionnaires were used to
collect the data and data was collected by convenience sampling method. All the data
were analyzed and summarized by using Statistical Package for Social Science
(SPSS). The statistical treatments of data in this study were based on two methods,
Descriptive Analysis and Pearson's Product Moment Correlation Coefficient.

The results of Pearson's Product Moment Correlation Coefficient shows that
all five factors have a significant relationship with consumer's satisfaction with online
purchasing toward the website tohome.com. Price was found to be the most important
factor that contributed to consumers' satisfaction in online shopping usmg
www.tohome.com followed by reliability, enjoyment, and product quality, while
responsiveness was found to be the least important factor.

Therefore, the major recommendation that can be implied from the findings of
the study is that online firms should build up a new pricing strategy to gain
competitive advantage and to retain existing consumer. The promised services that the
sites offer to customers must be carried out accurately. The website should not
promise what cannot be done. The website also should decrease all unnecessary
graphics, which will cause the websites to slow down. In addition, further research
can be focused on other types of websites such as portal websites or job seeking
websites. Perceived factors can be added and the target respondents can be spread to
include a wide range universities in Thailand.
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CHAPTERl
GENERALITIES OF THE STUDY

1.1

1.1.1

BACKGROUND OF STUDY

Introduction of the study

The Internet is a business tool which enables firms to maintain close efficient and
effective relationship with customers. On the other hand, it offers consumers a quick easy
way to communicate with firms about their needs, wants, and personal information
(Fiore, 2001). Internet is designed to be a driving factor to keep relationship between
consumers and online retail stores. Many retail stores realize that keeping customers loyal
to their websites is one of the keys to success and making profit. Internet could be a more
effective way to maintain commitment and keeping interactive relationship than other
media activities such as television or magazines (Hofacker, 2001).

The Internet is a global information system, a loose confederation of
independently managed packet-switching networks that uses a common communication
protocol (TCP/IP). Internet can transfer text, graphics, sound and video. It is an ideal
medium for communication, commerce, and transmission of information and
entertainment. In the beginning of the 1960's, the Internet was a public funded,
noncommercial network. After the development of the World Wide Web (WWW) in
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1992, the Internet became a virtual version of physical markets. Process innovations
enabled by the Internet promised great benefits to companies and organizations. "The
rapid growth of Internet hosts indicates that the Internet is going to become an
increasingly standard tool for business use".

1

From the middle of the 1990s to early 2000s, e-business was booming. There
were too many new e-business which emerged. Many people expected e-business would
grow continuously in the future. But as the expectations of e-business resulted in
disappointment, many online companies are suffering losses and trying to survive in
Internet markets. Many of them had to lay-off their employees and were forced to change
their business model to make profits. One way for the e-business companies to survive in
Internet markets is in that they began to focus on managing the existing customers in the
company. The only way in which to retain existing customers is by making those
customers satisfied with their products and services provided in their websites. Allard et
al (2001) suggest that more research on the determinants of Web site perception,
satisfaction for a full range of e-services and other self-service technologies is needed.
Aragon et al (1997) also suggest that the key success for Internet shopping depends on
customer acceptance and satisfaction with the technology.

For the reasons above, more and more studies on consumers' satisfaction in
online business are necessary.

If marketers understand the behavior of consumers,

knowing what they need and want and develop strategies to satisfy them, they may have

= http://oliver.efzg.hr/~vbosilj/Zagrebreview.pdf, date: 22/10/2003
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an advantage over other competitors in the same markets which will lead to increasing
profit for their organizations.

1.1.2

An overview of Internet in Thailand

In Asia, the number of Internet users started growing since 1996, hence 1996 is
considered as the first year of Internet age. In 1996, the growth of Internet users in
Thailand was around 4,000 to 20,000 persons. Table 1.1 shows the number of Internet
user growth in Thailand from 1997-2003 (National Electronics and Computer
Technology Center (NECTEC).

Table 1.1 Thailand's Internet Users Growth Table

Year

Internet Users

Source

1997
1998
1999
2000
2001
2002
2003

220,000
670,000
1,500,000
2,300,000
3,500,000
4,800,000
6,000,000

Internet Thailand/NECTEC
Internet Thailand/NECTEC
ISP Club/NECTEC
ISP Club/NECTEC
NSO/NECTEC (household survey)
NECTEC (estimate)
NECTEC (estimate)

Source: http://www.ntl.nectec.or.th/internet/user-growth.html, date 18/10/2003

With huge support from the government and diffusion of information technology
in Thailand, the extent of Internet service and users in Thailand increases day by day.
According to the Thailand Network Information Center (THNIC) 1999,the registry
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Internet domain names show that there were 2,380 domain names registered in Thailand
and 80 percent of those were corporate domains.

1.1.3

Overview of Online Shopping

People are using the Internet for shopping more and more these days. The reason
for this is that it offers some benefits when compared with conventional shopping.
Forrester Research, 2001 an online survey company, forecasts that Global online trade
will expand to $12.8 trillion by 2006, led by $7 trillion in US business, with the average
shopper spending on a mixture of low and high priced items as diverse as books and
clothes, through electrical white goods and DVD to CDs and toys. Online shopping
offers consumers a vast array of goods and service from a variety of companies around
the world. Consumers may be able to get things that are not available. locally and also
even pay less than they normally would pay in conventional shops. Online shopping
offers some of the benefits to customers. For the benefits such as convenience, customers
can buy the product anywhere they want by using the computer access to the Internet and
log on the web site, select products they want and those products can be delivered
directly to their home or residence in a few days. With Internet technology, customers are
enabled to find out product information and make purchases easily.

Boston Consulting Group, 2000 is a company that conducted a survey of online retail
growth in Asia. They estimated that sales growth of online retailing in Thailand in the
year 2000 to be US $10 million. As rapid economic development and huge contribution
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and support from government and public firms make sales in online business rise very
fast, Thailand's National Electronic and Computer Technology Center (NECTEC)
estimate sales growth of online trade of Thailand in year 2003, to be around US$ 1.28
billion.

1.1.4

An overview ofwww.tohome.com

Tohome.com is a leading e-commerce web site in Thailand. The company started
their operation in 1999. Tohome.com is operated by Mr. Theerawut Wongvibulsin, under
the registration of Asian Stars Trading Ltd. The target customer of tohome.com are
university students, office workers and so on, to directors familiar with Internet who use
Internet regularly. Tohome.com offers over 100,000 items in a wide range of categories
of products including books, music, DVD, computer hardware, Internet kits, digital
cameras, electronics, mobile phones, and more. At tohome.com, customers can shop for a
wide variety of products at very competitive prices. They provide convenience and
excellent service 24 hours a day. The mission of a company is to create a convenient
shopping channel to customers in Thailand and other countries and focus on giving the
best selection of products, competitive prices, and great customer service.Tohome.com
offers some great advantage to consumers who are drawn to their web site, such as, they
offer lower prices than other online retailers with up to 40% special discount from
manufacturers' listed price. Customers do not have to waste time comparing and checking
prices of products before purchasing. Because of the wide variety of products offers,
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customers find it easy to shop and select many variety of product at one place or what is
known as one stop shopping (www.tohome.com, date 28/11/03).

"Tohome.com is one of the best examples of a Thai site trying to build up the local
market. It has proved to be one of the most successful local sites in terms of generating
income from its e-business activities. In years 2000, tohome.com had earned around
700,000 baht to 800,000 baht per month from online trade

1Il

2000"(http://www.thnic.net/biweek/bi000405.html#listl 9, the nation, 4 April 2000).

In 2002, tohome.com had earned around 50 million baht with a customer base of

around 40,000 people. This year 2003, they believe that their sales will grow 50 percent
more than last year because of a strong growth in the number of Internet users in
Thailand and contribution and support from the government on electronic commerce
industry. They also expect growth of the customers in years 2003 to increase 20 percent
to 30 percent than year 2004 (www.e-weekthailand.com, date 4/09/2003).

Tohome.com had proved to be one of the online retail top sites in Thailand. In
January 2003, the websites has been ranked 89th in the top 100 websites in Thailand by
www.pixiart.com, the websites rating company in Thailand. Table 1.2 shows the table
ranking the top 100 websites in Thailand in January 2003.
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Table 1.2 Top 100 website ranking in Thailand in January, 2003
No.

URL

Visitors/days

Pages

1

http://www.mthai.com/

29121

216128

2

http://www.thaimisc.com/

19121

176313

3

http://www.thaiware.com/

15083

43669

4

http://www.siamsport.co.th/

15018

153946

5

http://www.dailynews.co. th/

13555

39812

89

http://www.tohome.com/

901

8501

90

http://www.police.go.th/

895

1926

Source: http://www.pixiart.com/topsite/?m=Ol&y=2003 date 12/02/04

1.1.5

Overview of Assumption University

Assumption University initially originated from Assumption Commercial College
in 1969, as an autonomous higher education institution under the nanie of Assumption
School of Business. In 1972, with the approval of the Ministry of Education, it was
officially established as Assumption Business Administration College or ABAC. In May
1975, was accredited by the Ministry of University Affairs. In 1990, it was granted new
status as "Assumption University". There are more than eighteen thousand students from
more than fifty country studies in Assumption University, with around two thousand
thirty seven master degree students studying here. Assumption University offers a wide
range of master degree program such as Master of Business Administration (MBA),
Master of Tourism (MA TRM), Master of Philosophy (MA Philosophy) etc. Students
who study at Assumption University have a clear advantage over other university student,
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such as; medium of instruction for all programs is English language. The joint programs
are offered with South bank University (http://www.grad.au.edu, date 23/11103).

1.1.6

Online survey about online shopping of Graduate Student in Assumption
University

Masters Degree students are given their own internet account to use the internet at
home and also the Graduate School provides free internet access everyday at school.
Masters students are familiar with Internet because many activities require internet
activities such as sending project online and checking cancel or adding class online, etc.
(http://www.grad.au.edu, date 23111/03).

The researcher conducted a survey to investigate the online shopping of Graduate
students in Assumption University using twenty-five MBA students who spend two to
five hours per day on internet. A total of 68% of respondents know tohome.com, 62% of
the respondents have searched information and product detail from tohome.com websites
and only 8% of respondents have ever purchased a product online. Among those who
purchase a product online, the majority will come back and purchase more than one time.

1.2 STATEMENT OF THE PROBLEM

Satisfaction in electronic markets is defined as the degree to which customers are
satisfied or dissatisfied and pleased or displeased with the Internet shopping (Szymanski
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and Hise, 2000). Findings from many previous studies suggest that satisfaction plays a
key role to making profit and survival in a highly competitive e-commerce business.
Satisfied consumers not only make more purchases but they tend to make repurchases too
(Kim et al, 2000). We realize that keeping customer satisfied with product and service
with online retail is the key benefit in e-business.

For the reasons above, this study investigated graduate students of Assumption
University to find out the answers to some questions. Firstly, what perceived factors
influence consumers' satisfaction in online shopping in terms of responsiveness,
reliability, enjoyment, product quality and price. Secondly, how do each of these factors
explain the relationship of consumers' satisfaction in online shopping. Thirdly, how do
online stores gain and retain consumers in online shopping. Lastly, what online retailers
should do to become successful in this business.

1.3 RESEARCH OBJECTIVES

The main objectives of this research were to study the well defined constructs i.e.;
responsiveness, reliability, enjoyment, product quality, and price effect on satisfaction,
this study had two research objectives. These five factors had been investigated by many
famous researchers. Firstly, this research investigates the relationship among Perceived
responsiveness, Perceived reliability, Perceived enjoyment, Perceived product quality,
and Perceived price that influences satisfaction in online shopping towards tohome.com.
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Secondly, this research aims to generate recommendations to those Internet stores on how
to retain customer satisfaction in online shopping with Tohome.com and other websites.

1.4 SCOPE OF THE RESEARCH

This research investigated graduate students (all schools) in Assumption
University only. The reason why the researcher choose them as target population are,
first of all, they use Internet regularly, so this ensures that they are familiar with how to
use a website. The second reason is that the researcher is a Masters degree student at
Assumption University, therefore it is convenient to collect the data. The third reason,
can be that Assumption University students generally, and graduate students specifically,
come from rich families Thus, they have high purchasing power. Some of them are
already working and some will become the leaders of companies after finishing their
course of study. Therefore, they are important target customers of many companies,
including online firms such as Tohome.com. Tohome.com is selected website for this
study because it is well known website and it was proved to be one of the top online
retails sites in Thailand.

1.5 LIMITATIONS OF THE RESEARCH

The data was collected within specific period of time only, due to limitations of
time and budget. The results cannot judge the future behavior of customer satisfaction
towards web sites because each consumer has different individual lifestyles and they can
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change their mind at any period of time. This research studied the level of customer
satisfaction in tohome.com only. There are two antecedents' factors from service quality
being used in this study, which are reliability and responsiveness because these two
factors proved to be most important factors from many famous researchers, while the
others three factors are from the Socio-psychological field, i.e., Value, Economic Value
and Product Value. Therefore, the results may not be applicable to other web sites and
cannot represent as a whole since the target respondent are graduate students of
Assumption University only.

1.6 SIGNIFICANCE OF THE STUDY

Nowadays, selling products through tradition channels or offline channels is not
enough. To be able to be competitive with other competitors, the marketers have to be
adapting themselves with the technology. Selling the products through online channel
offer some of the advantages to any organization that used them, such organizations will
get an opportunity to sell their products 24 hours and 7 days. Online channels also offer
some benefits to small firms to be competitive with large firms too. Making customers
satisfied with products selling online is different from offline channels for many reasons
such as, customers cannot touch and see the products. Therefore it is necessary to study
what factors can make customers satisfied with products selling on their websites.
Firstly, this study is expected to help web site designers to understand what
factors affect consumer satisfaction. From this, they will know what should be adjusted to
satisfy consumers' needs and wants. Secondly, for people who intend to shop on
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www.tohome.com, they will have benefits such as reducing time to be spent on searching
information in the websites. And lastly, this research can become a guideline for further
research on similar topics.

1. 7 DEFINITION OF TERMS

For clarify and uniformity of this study, the following terms are applied in the
research and defined as follows:

Customer Satisfaction in Online Shopping: Satisfaction in electronic markets is
defined as the degree to which the customers' are satisfied or dissatisfied and pleased or
displeased with the Internet shopping (Szymanski and Hise, 2000).

E-Commerce: the process of buying and selling goods and services electronically
involving transactions using the internet (Laudon, 2002).

E-business: the use of Internet and digital technology to execute all the business
processes in the enterprise includes e-commerce as well a process for the internal
management of the firm and for coordination with suppliers and other businesses partners
(Laudon, 2002).

Internet: An international data communication pathway that links thousands of
computer network together (McDaniel, 1993 ).
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Online Shopping (also call Internet Shopping, Internet Commerce, Online
Retailing): those who actions are specifically involved with selling and buying on the
Internet. This includes such activities as information search and evaluation, production
selection, and purchasing (Peterson at el; 1997).

Protocol: a set of value and procedures that govern transmission between the
components in a network (Laudon, 2002).

TCP/IP (Transmission Control Protocol/Internet Protocol): US department of
defenses references model of linking different types of computer and networks; use in the
internet (Laudon, 2002).

WWW (World Wide Web): A collection of information located on many internet
servers that can be access with browser or by navigating via hypertext links (McDaniel,
1993).

Websites: all of the World Wide Web pages maintained by an organization or an
individual (Laudon, 2002).
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CHAPTER2
REVIEW OF RELATED LITERATURE AND STUDIES
This chapter is divided into 2 parts, the first part will provide an overview of ecommerce, overview of customer satisfaction and literature support for the conceptual
framework. The second part will discuss the previous studies done by some researchers.

Part I

2.1 OVERVIEW OF E-COMMERCE

This part shows some definitions and benefits of E-commerce and also buying
process, i.e., E- retailing.

2.1.1 E-commerce (Electronic Commerce)

Electronic commerce is a modem business methodology that addresses the needs
of organizations, merchants, and consumers to cut costs while improving the quality of
goods and services and increasing the speed of service delivery (Kalakota and Whinston,
1996). E-commerce is the process of buying and selling goods and services electronically
involving transactions using the Internet (Laudon, 2002).

Electronic commerce enables one with easy and quick information to do business.
Buying and Selling products through websites makes electronic commerce a cheaper way
of doing business and enables small businesses to compete with multinational companies.
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There are many advantages for companies to conduct electronic commerce on the
Internet such as fast and inexpensive way to attract new customers, enhanced quality of
customer service, opportunity to sell 24 hours a day, 7 day a week, and lower costs of
performance because of reduced labor and resources needed (Kalakota and Whinston,
1996).

Shim at el (2000) stated that e-commerce is the purchasing of goods and services
over the Internet by using the World Wide Web. From the definition above, the
researcher can narrow the definition of E-commerce as a process of buying and selling
products and service via Internet.

2.1.2 The Buying Process in E-Retailing

Haubl and Trifts (2000) mentioned the differences between the tradition retailing
and £-retailing into four main aspects. First all the transaction made through network so
customers cannot touch and test products or get hands-on help from the retailer in using
or repairing them. Secondly, purchasing through website lacks human contact with
customers to encourage purchase volume. Thirdly, delays are associated in navigating
sites and finding information. Lastly, products are delivered through a logistical process.

As seen, the differences between two businesses, the face-to-face contact of sales
representative and consumers has been replaced by interaction of a customer and a
website. Figure 2.1 will present the transaction in £-retailing business; customer first
visits a website to view products or services offered by a particular e-retailer. If the
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customer is satisfied with information regarding products or services obtained from the
website, he or she may make a decision to buy the products. If the customer decides to
buy the products, he or she would go through the purchasing transaction. However, if the
customer is not satisfied with the information received through the Internet, he or she
would then leave the particular website and search for products elsewhere.

Figure 2.1 Typical Purchasing process of E-retailing

Customer views products or services through a retailer's website

Customer decides to buy product(s) or leave the website

Buy Product
Receive product(s) through delivery
process

Leave the website
Seek products or services elsewhere

Source: Haubl and Trifts, 2000 "Consumer decision making in online shopping
environment: the effective of interactive aids". Marketing Science, vol.19 pages 20-21

2.2 AN OVERVIEW OF CONSUMERS SATISFACTION

This part will explain the generic definitions of customer satisfaction and
importance of satisfaction with e-commerce as per studies conducted by famous scholars
and also narrow the definition of customer satisfaction that is used in this research
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2.2.1 Customer Satisfaction

Many famous scholars have defined the words satisfaction in many aspects. This
part showed some of the definition that are used in this study.

Satisfaction is defined as pleasurable fulfillment. That is, the consumer senses that
consumption fulfills some need, desire, goal, or so forth and that this fulfillment is
pleasurable. Thus, satisfaction is the consumer's sense that consumption provides
outcomes against a standard of pleasure versus displeasure (Oliver, 1997).

Satisfaction is an evaluation of the perceived discrepancy between pnor
expectation and the actual performance of the product (Tse and Wilton, 1988).

Soderlund (1998) defined customer satisfaction as "customer satisfaction is a
mental state which results from the customer's comparison of expectation before
purchase with performance perceptions after a purchase". Generally, satisfaction is
conceived as the result of a favorable evaluation of the purchase or use of a product or
service (Dick and Basu, 1994).

Parasurarnan at el; (1988) introduced the key premise to customer satisfaction as
the prerequisite understanding of customer satisfaction and delivering of superior service
as customers compare perceptions with expectations when judging a firm's service. One
of the key influences of customer's expectation is price and they believe that the more
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they pay, the better service should be. Nonetheless, low price with a high quality adds on
to his or her satisfaction if the customer perceives value of the products or services to be
higher than what they pay. This premise however depends on the communication, image
of firm, the flow of information to the customers, and the delivery of the promise the firm
made to the market.

Hom (2000) suggested that satisfaction is a feeling, it is a short-terms attitude that
can readily change given at a period of time. It is in user's mind and is different from
observable behaviors such as products choice, complaining, and repurchase. Oliver
(1980) defined customer satisfaction in the disconfirmation paradigm using two other
cognitive variables, pre-purchase expectation and disconfirmation. Pre-purchase
expectations are beliefs about anticipated performance of the products or services while
disconfirmation is the difference between the purchase expectations and the perceptions
of post-purchase. The model on cognitive antecedents and consequences of customer
satisfaction developed by (Oliver, 1980) is shown in figure 2.2.

Figure 2.2.Cognitive Antecedents and Consequences of Satisfaction Model

Pre-Purchase Affect
and Cognition

Purchase and Use
Behavior

Post-Purchase Affect
and Cognition

Source: Oliver R. "Cognitive Antecedents and Consequences of Satisfaction" The
Journal of Marketing Research, 17 Nov 1980, Pages 482.
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Based on "Cognitive Antecedents and Consequences of Satisfaction Model", the
inter-related behavior and cognitive variables are the function of the following areas.
First, Pre purchase Affect and Cognition is a function of pre-purchase expectations, prepurchase attitudes and pre-intention. Secondly, Purchase and Use Behavior is a function
of product performance or experiences from using the product and services. Thirdly, Post
Purchase Affect and Cognition is a function of positive confirmation or disconfirmation
negative, satisfaction or dissatisfaction, post purchase attitude and post-purchase
intention (Oliver, 1980).

Actually, customer will be satisfied when they get products or services that fulfill
their need and want. This means that customer will not be satisfied with service or
products that they obtain all the time. Patterson (1993) developed one of the most famous
satisfaction models known as "the disconfirmations of expectations model". This model
explains that satisfaction is a function of the discrepancy between a comparison standard
and the customers' perception of the product after trial. Expectations about the product
are often used as a comparison standard. If the customer perceptions of a product do not
come up to what was expected (disconfirmation), they would not be satisfied with the
product. If the customer's perceptions of the product are as expected (confirmation) or
better, they will be satisfied with the product.

Szymanski and Hise (2000) introduced the concept of e-satisfaction, which was
the degree to which the customer is satisfied or dissatisfied and pleased or displeased
with Internet shopping. Therefore, this research investigated consumer's satisfaction with
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online shopping of Graduate Student of Assumption University, hence the definitions of
(Szymanski and Hise, 2000) are used.

2.2.2 Importance of Customer satisfaction with online shopping

The level of satisfaction is an important incident of a consumer's state of mind.
Satisfied customers, for instance, engage in positive word-of-mouth. Howard ( 2003)
explained that building customer satisfaction is both more anticipative and more proactive than just part of customer service. First, it seeks to understand what their needs and
are, then to ensure that customer is fully satisfied. Secondly, customer satisfaction is a
mindset that seeks to anticipate future customers needs and therefore prevents the
organization from making future mistakes or errors.

The level of competitiveness on the market is getting higher, the quality of services
and products does not differ greatly, but the consumer's expectations are constantly
growing. That is why a satisfied consumer is becoming such an important factor. The
company, which is familiar with perceptions and attitudes of its consumers, has an
opportunity to make better business decisions. Since the company knows whether it
satisfies customer's expectations and needs or not, it can take different measures to meet
the needs of their consumers even better (http://www.graliteo.si/eng/2_6_cus_sat.php,
date 12/11/2003).

2.3 LITERATURE SUPPORT FOR CONCEPTUAL FRAMEWORK
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This part shows factors that link the dependent variables and independent
variables employed in the conceptual framework in this research, which have been
investigated by some scholars.

2.3.1

Antecedents of service quality in online business

In order to become successful in electronic marketing it is necessary to understand
customers' interactions with a website interface that influences their evaluations and
behaviors. Because customers can decrease or increase their expectations at any time, it is
necessary for companies to continuously improve their quality and hence customers'
experiences with the company. Comparing customers' expectations and their perceptions
of actual performance can be done by making use of the service . quality scale of
(Parasuraman et al; 1985). This scale has been developed for the service sector. It has
five generic dimensions or factors, which are Tangibles, Reliability, Responsiveness,
Assurance and Empathy. However, this research studied only two scales of service
quality that influence online shopping, which are Responsiveness and Reliability.

2.3.1.1 Responsiveness

One of the aspects in the responsiveness factor is to give prompt service. The
amount of time it takes to download a web page appears to be of great importance to
users of the Internet. It can be assumed that nowadays people expect web sites to be
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quicker because of technological advances. So it is very important for organizations to
have a website that provides quick navigation, but on the other hand, users expect web
sites to be visually appealing. As the number and size of animations, pictures and sounds
increase to make a web page more visually appealing, the time it takes to download that
web page will increase also, which is judged negatively by users. So, there is a trade off
between the looks of a web site and the speed of that site. Organizations will have to try
to find the right balance between good looks and speed (Iwaarden and Wiele, 2002).

2.3.1.2 Reliability

Some of the aspects in the reliability factor have to do with doing what is
promised and doing it at the promised time. Although many organizations seem to think
that the major reason why customers shop via the Internet is because of the low prices,
this does not always need to be the case. Some organizations find out the hard way that
there are also a lot of customers shopping via the Internet because of convenience
considerations. If customers cannot trust an organization to do what they ask for, then
those customers will be dissatisfied (Iwaarden and Wiele, 2002).

2.3.1.3 Enjoyment

Enjoyment can be defined as the extent to which the activity of using the
computer is perceived to be enjoyable in its own right, apart from any performance
consequences that may be anticipated (Lee at el; 2003). The individuals who experience
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immediate pleasure and joy from using the computer, will be more likely to use it more
extensively than others. Perceived enjoyment and fun features represent an intrinsic
motivation for using it. Enjoyment represents a type of intellectual playfulness and is
defined as an individual's tendency to interact spontaneously, inventively, and
imaginatively with the computer (Lee at el; 2003).

2.3.1.4 Product Quality

Product quality may be expressed as how well the product delivered matches the
customers' expectations. In Internet shopping, customers' expectations are mainly built
by the information that the web site a:ffords. Therefore, if Internet customers realize that
the information provided about the product or service corresponds to the delivered
product or service, they will be satisfied with their decision to shop on the Internet, which
subsequently leads to repeat purchases (Pong and Yue 2001).

2.3.1.5 Price

According to Lee at el (2003 ), price is the one element of marketing mix that
creates sales revenues and that the other elements of marketing mix are related to the
cost. Price stands for the amount of money customers have to pay to obtain the product.
Consumers are likely to purchase goods on the Internet rather than retail stores because
the Internet enables consumers to purchase the product with a cheaper price than retail
stores or offline channel. Before purchasing, some consumers use websites to make
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comparisons on price to compare which online retailer is the most price competitive (Lee
at el; 2003).

2.3.2

Linkage of Perceived factor and satisfaction

2.3.2.1 Perceive Responsiveness and Satisfaction

The best definition of responsiveness is defined by (Parasuraman et al; 1985).
They define responsiveness as the willingness or readiness of staffs to provide service
and the degree to which the staff react promptly to the customer. Responsiveness in ebusiness refers to the time response to e-mail requests or complaints, and confirmations
of orders from consumers' (Zeithaml et al; 1990). According to the findings of Pong and
Yue (2001 ), who investigated the relationship of responsiveness in .terms of service
quality and satisfaction in Phone banking and Restaurants, both of the service attributes
had a positive effect on responsiveness in terms of service quality with satisfaction. The
research of (Liljander at el; 2001) on customer satisfaction with E-services in online
portal recruitment based on the interviews and online surveys found that there was a
significant relationship between responsiveness in online recruitment using web portals
and customers satisfaction. Consumers prefer good but not excellent feedback from
portals, and also prefer more responsibility for the content of the postings.

Based on theconclusion from previous studies, the researcher believes that there is
a relationship between responsiveness and customer satisfaction.
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2.3.2.2 Perceived Reliability and Satisfaction

Perceived reliability is defined as the ability to perform the promised service
dependably and accurately (Zeithaml at el; 1990). To be considered reliable, online
retailers need to deliver the correct goods, in accurate amounts, in good condition and
within the promised time. Liljander at el (2001) investigated the relationship between
reliability and customer satisfaction with online recruitment web portal. The results found
out that reliability has significant relationship with satisfaction. Consumers still desire
reliable service, it is necessary for web portals to develop services to meet consumers
demand. These findings are supported by (Ri and Riley, 2003) who investigated the
importance ofreliability and customer satisfaction in parcel delivery industry. The results
from this research explains that reliability has a positive relationship with customer
satisfaction and reliability of the service was the most important factor in parcel delivery
industry.

2.3.2.3 Perceived Enjoyment and Satisfaction

Riel at el (2001), explain that enjoyment is an important variable in customer
evaluation of the technology and leads to satisfaction. Customer satisfaction depends on
how enjoyable it is to use the services offered on the web site. The design of the web site
creates customer enjoyment and finally leads to satisfaction. Therefore, when customers
are satisfied with service provided from the web they often come back and make more
purchases and use service from the web. Also the results have been supported by the
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research by Lee at el. (2003). They investigated the relationship of commitment value in
Internet commerce. One of the hypotheses was testing the relationship between perceived
enjoyment and customer satisfaction. Hypotheses tested results found that perceived
enjoyment in Internet commerce are significantly related to customer satisfaction. Based
on the results of Lee at el. (2003 ), it was found that the internet shoppers do care about
fun features that are provided inside the websites, they will be drawn to websites more

often ifthat websites make them enjoy and have fun while using the service.

2.3.2.4 Perceived Product Quality and Satisfaction

Lee at el (2003) conducted a research on commitment value on Internet
commerce. One of the hypotheses tested was the relationship of product quality with
customer satisfaction. They found that there was a significant relationship between
product quality and customer satisfaction on Internet commerce. Based on the research,
product quality was found to play a major role in contributing to customer satisfaction in
Internet commerce. Customers tend to care about quality of the product sold on the ecommerce sites. They prefer a better or same quality product that is sold in offline
channels. From conclusion of the research conducted by Lee et al., (2003), researchers
also believe that product quality has a significant relationship with customer satisfaction
with online shopping.
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2.3.2.5 Perceived Price and Satisfaction

Internet provides better opportunity for consumers in terms of pricing. Focusing
on price is a key factor in purchase decision-making. Devaraj et al., (2003) conducted a
research to compare the customer satisfaction in online and offline channel markets. They
found that customer satisfaction in online shopping was based on price advantage over
conventional shopping. If the products are available through online and offline channel,
consumers tend to purchase the products on online channels because it provides them an
advantage on price. But this has been argued by Lee et al. (2003), who found that price
had no significant impact on customer satisfaction. The authors suggest that customers do
not care much about price in e retailing.

Part II

2.4

PREVIOUS STUDIES

A large numbers of studies have been conducted on customer satisfaction. This
section will show some previous research on customer satisfaction.

Li and Riley (2003) conducted research to address the critical factors impacting
customer satisfaction in parcel delivery service for outgoing and ingoing service. A total
of 181 questionnaires were received from three campuses of Nebraska University in the
US. SPSS software package version 10.0 with Pearson correlation coefficient analysis
and paired t-test were used to test five hypotheses.

The independent factors were
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responsiveness, reliability, completeness, professionalism, and availability of service in
outgoing and incoming in parcel delivery service. After testing the hypotheses, the
authors found that reliability of service was the most important among the five factors
with respect to all customers, for both outgoing and incoming parcel delivery services
because customer tend to care about the promised service given by service providers
most. Since reliability of service contributes to customer satisfaction, it is believed that
customer satisfaction contributes to customer retention and business

success.

Professionalism was the least important for conditions of outgoing service and incoming
service for all customers. Availability of service, responsiveness of service, and
completeness of service were in the middle of the rankings.

Lee at el (2003) conducted research on the contribution of commitment value on
Internet commerce. One objective in this research was to investigate the relationship
between customer satisfaction and commitment values, which were shopping enjoyment,
convenience in shopping, price, time and product quality. The data were collected in
Hong Kong with 65 questionnaires responses. The researchers used SPSS software, using
Partial Least Square (PLS) to test the hypotheses. After testing hypotheses, they found
that shopping enjoyment, convenience in shopping and product quality have positive
relationship with customer satisfaction, while price and time were found to have no
significant positive relationship with customer satisfaction. Lee at el. (2003) suggest that
if marketers developed more fun features on websites and improved product quality,
these may play an important role in increasing usability of Internet users in e-commerce.
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Iwaarden and Wiele (2002) conducted a research to study the applicability of
service quality dimensions for websites. They investigated five factors of service
dimensions, which are tangibles, responsiveness, reliability, assurance and, empathy.
Data were collected through online survey with 528 respondents. The statistics were
tested by SPSS, using Cronbach' s alpha. After testing the results, they found that
reliability was the most important factor that customers most prefer from the websites
followed by tangibles, responsiveness, assurance and, empathy. Therefore, these five
service dimensions show not much difference from each other. Customers that buy a
product on the Internet want web sites felt the organizations behind them to be
trustworthy. E-commerce web sites need to be fast, simple and always available.
Customers want a clear overview and confirmation of what they bought and what they
have to pay for. Thus, it can be conduded that tangibles, responsiveness, reliability,
assurance and, empathy are important to websites.

Liljander at el (2002) studied customer satisfaction with e-services: a case study
of online recruitment portal. One of the objectives was to investigate service quality
dimensions, which are responsiveness, reliability, customization, assurance or trust, user
interface, personalization, empathy and information content affecting online recruitment
portal. The data were collected by online survey with 246 respondents. The data was
tested by SPSS, using Cronbach's alpha statistics. After testing the variables, they found
that all eight factors had a significant impact on customer satisfaction. In addition,
respondents need more frequent contact from websites, they need immediate response
when they need help, also consumers require improving and always updating websites
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with normal design, and reduce unnecessary graphics that will make websites slow down
such as cartoons graphics. Websites should develop faster navigation or clear outlook.

Laohakultham (2000) studied customer satisfaction towards web portal services in
Bangkok, a case study of www.sanook.com. One of the objectives was to study the
relationship of seven factors, which are tangibles, reliability, responsiveness, assurance,
empathy, price, and differentiation towards customer satisfaction. Data were collected
from 400 respondents who had experience in using service of sanook.com. The data was
tested by SPSS using Pearson Product Moment Correlation Coefficient (r). From the
results, it was found that these seven factors have a positive significant relationship with
customer satisfaction. This means that the increase or decrease in these seven factors will
have an effect on customer

satisfaction~

Price has the strongest relationship and tangibles

dimensions has the weakest relationship with customer satisfaction. Whether customers
will buy a product or not, depends on how price is set.

There are four previous studies that are used in this study. Table 2.1 shows a
summary of previous studies that are used in this study.

Table 2.1 Summary of previous studies

Au th o r Li and Riley
(2003)
name
Research
Topic

Critical factors
study of customer
satisfaction in

Lee at el;
(2003)

Iwaarden and
Wiele (2002)

Liljander at el;
(2002)

The
Contribution of
Commitment

A study on the
applicability
of

Customer
satisfaction with
e-serv1ces: a case
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Method of
collecting
data

parcel delivery
industry

Value in
Internet
Commerce

SERVQUAL
Dimensions
for websites

study of online
recruitment
portal

SelfAdministrative
questionnaire
(questionnaire is
created by the
author).

SelfAdministrative
questionnaire
(questionnaire
is created by the
author).

Online survey
by using
questionnaire
at anyone who
visit websites
at the survey
period.

Online survey by
us mg
questionnaire, by
mailing system
to student at
Netherlands and
U.S.A
University.

Partial Least
Square (PLS)

Cronbach's
alpha statistics

Cronbach's alpha
statistics

Yes

Yes

Yes

+Shopping
enjoyment,
convenience in
purchasing and,
product quality
have positive
relationship with
customer
satisfaction
+Price and time
were found that
have no significant
impact with
customer
satisfaction.
+Developed more
fun features on
websites and
improve product
quality will help to
increase in
usability of internet
Users in Ecommerce

+All five factors
have positive
relationship with
customer
sat is faction
+Customers that
buy a product
from the Internet
want web sites
and the
organizations to
be trustworthy.
E-commerce web
sites need to be
fast, simple and
always available.

+All eight factors
have significant
impact on customer
satisfaction
+More frequent
contact from
websites, improving
and always updates
websites design, and
reducing
unnecessary
graphics which will
tum websites slow
down
+Change in graphics
design and color
could attract more
consumers to
websites

Statistics Pearson
correlation
used
coefficient
analysis and
paired t-test
Pilot Test
Yes
Some
Finding

+All five factors were
positively correlated
with overall customer
satisfaction
+Reliability were
found to be most
important factors
among
Five factors.
+Customer tend to be
care about the
promise service given
by service provider
most, Since reliability
of service contributes
to customer
satisfaction, it is
believed that
customer satisfaction
contributes to
customer retention
and business success.
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CHAPTER3
RESEARCH FRAMEWORK

This chapter consists of four sections, which are theoretical framework, conceptual
framework, research hypothesis and operationalization of related variables. The first part
Conceptual Framework, which describes the independent and dependent variables in this
study. The second part displays the research hypothesis which are the statements
specifying the relationship between variables. And the last part, operationalization of
variables, translates all variable and sub variables into action.

3.1 THEORITICAL FRAMEWORK

This part refers to the theories being used as a basis or references to draw the
conceptual framework for this study. The theoretical frameworks that are used in this
study are drawn from three models. First model is from Lee at el; (2003) taken from
Journal of the Association for Information Systems, and named "Model of Commitment
Value of Internet Commerce". The second model is named "Model of Customer
Satisfaction with parcel service" designed by Li and Riley; (2003). The last model is
entitled "Customer Satisfaction in E-commerce" conducted by Lertpittayapoom and
Tadisina; (2002), from Decision Sciences Institute 2002 Annual Meeting Proceedings.
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Model 1: Research model showing relationship between commitment value and
customer satisfaction by Lee at el (2003)

This model in the theoretical framework shown in figure 3 .1, explains the
relationship

of

commitment

value,

which

consists

of

Economic

value,

Sociopsychological value, and Product value. Lee at el; (2003), authors of this model,
propose that commitment value may be the driving force behind repeat Internet shopping
and may serve as a crucial link to extend the interaction between customer satisfaction
and repeat Internet shopping.
Figure3.1: Model of Commitment Value of Internet Commerce
Sociopsychological Value
- Shopping Enjoyment
- Convenience in
Purchasing

Economic Value
- Price
- Cost Reduction
-Time Spent
- Time to Receive Product

Customer
Satisfaction

Product Value
- Product Quality

Source: Lee at el; (2003), The Contribution of Commitment Value in Internet
Commerce, Journal of the Association for Information Systems, Volume 4, 2003 pages
39-64.
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Model 2: Research model on customer satisfaction in the Parcel delivery industry

The model (Figure3.2) explains service quality factors that are linked with
customer satisfaction. Li and Riley (2003) proposed the following factors as critical
factors of customer satisfaction, which are Availability of service, Responsiveness of
service, Reliability of service, Completeness of service, and Professionalism of service.
Li and Riley (2003) proposed this model to determine the relationships between the five
factors and customer satisfaction and the varying importance levels of the factors related
to customer satisfaction in the parcel delivery service.
Figure3.2: Model of customer satisfaction in parcel service industry

AVAILABILITY

RESPONSIVENESS

RELIABILITY

Customer Satisfaction

COMPLETENESS

PROFESSIONALISM

Source: Li and Riley, 2003 "Critical factors study of customer satisfaction in parcel delivery
industry" Pages 305-310
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Model 3: Model of Customer Satisfaction in Electronic Retailing

This model is one proposed by Lertpittayapoom and Tadisina (2002) who
investigated three factors that contribute to customer's satisfaction in electronic retailing.
The three factors consist of Web Quality, Product Quality, and Service Quality. They
believe that web quality is a strong influence on customer satisfaction, while the product
and service quality will influence the post-consumption in customer satisfaction.

Figure 3.3: Customer Satisfaction in E-commerce

Stage 1

Web Quality

Pre-Consumption
Customer
Satisfaction
Stage 2

Product Quality

Overall Customer
Satisfaction

Post-Consumption
Customer
Satisfaction
Service Quality

Source: Lertpittayapoom and Tadisina, 2002 "The Antecedents of customer satisfaction
in electric retailing" Decision Sciences Institute 2002 Annual Meeting Proceedings_Pages
279-284.
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3.2 CONCEPTUAL FRAMEWORK

This conceptual framework is an integrated model, which is based on three
theoretical models mentioned above. This conceptual framework explains the relationship
between independent variables and dependent variable. Independent variable consists of
Perceived responsiveness, Perceived reliability, Perceived enjoyment, Perceived product
quality, and Perceived price. The Dependent variable is satisfaction with online purchase.
Figure 3.4 below shows the conceptual framework for this study.

Figure 3.4 Conceptual Framework
Independent Variable

Dependent Variable

Perceived
Responsiveness

Perceived
Reliability

Perceived
Enjoyment

Satisfaction
with online
purchase

Perceived Product
Quality

Perceived Price
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3.3 DEFINITIONS OF VARIABLES IN THE CONCEPTUAL FRAMEWORK

Perceived Responsiveness: responsiveness is defined as the willingness to help
customers by offering prompt service. In this study, responsiveness is measured by time
taken by www.tohome.com to respond to queries of customers (Li and Riley, 2003).

Perceived Reliability: In this study, reliability is defined as consumer's belief that
www.tohome.com is able to perform the promised service shown in the website
accurately and is also able to protect consumers privacy (Li and Riley, 2003).

Perceived Enjoyment: In this study enjoyment is measured by the feeling of
happiness and fun when consumers use a service offered by www.tohome.com (Lee at el;
2003).

Perceived Product Quality: In this study, product quality is defined as consumer's
belief of getting the best product quality when they purchase products from
www.tohome.com (Lertpittayapoom and Tadisina, 2002).

Perceived Price: In this study, pnce is defined as amount of money paid to
www.tohome.com in order to gain service or products (Lee at el; 2003).
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Consumers' satisfaction in online shopping: Satisfaction in electronic markets is
defined as the degree to which the customer is satisfied or dissatisfied and pleased or
displeased with the Internet shopping (Szymanski and Hise, 2000).

3.3 RESEARCH HYPHOTHESES

The research hypotheses from this study are set up according to objectives as
follows:

Hypothesis I
Hlo: There is no relationship between perceived responsiveness and satisfaction
with purchases online using www.tohome.com. of graduate students at Assumption
University
Hla: There is a relationship between perceived responsiveness and and
satisfaction with purchases online using www.tohome.com. of graduate students at
Assumption University
Hypothesis 2
H2o: There is no relationship between perceived reliability and satisfaction with
purchases online using www.tohome.com. of graduate students at Assumption University
H2a: There is a relationship between perceived reliability and satisfaction with
purchases online using www.tohome.com. of graduate students at Assumption University
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Hypothesis 3
H3o: There is no relationship between perceived enjoyment and satisfaction
with purchases online using www.tohome.com of graduate students at Assumption
University
H3a: There is a relationship between perceived enjoyment and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University

Hypothesis 4
H4o: There is no relationship between perceived product quality and
satisfaction with purchases online using www.tohome.com. of graduate students at
Assumption University
H4a: There is a relationship between perceived product quality and satisfaction
with purchases online using www.tohome.com. of graduate students at Assumption
University

Hypothesis 5
HSo: There is no relationship between perceived price and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University
HSa: There is a relationship between perceived price and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University

3.4 OPERATIONALIZATION OF THE VARIABLES

Table 3 .1, 3 .2 below shows the operationalization of the independent and dependent
variables.
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Table 3.1: Operationalization of the Demographic Variables

Variables

Age

Conceptual Definition

Operational

Measurement

components

Scale

The period of time a person

1.18-25

lives. That is the duration of

2.26-33

life specific to one person

3.34-4t

Ordinal

4.42 and above

Gender

Income

Sex differentiation of an

I.Male

individual

2. Female

The specific amount or

I .below 5000

income that each individual

2.5001-10000

receives per month

3. 10001-15000

Nominal

Ordinal

4. 15001-20000
5. 20001-25000
6. 25001 and above
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Table 3.2: Operationalization of the Independent and Dependent Variables

Variables

Conceptual

Operational

Measurement

Definition

components

Scale
Interval

Perceived

Perceived time taken

I.Queries or complaints are

Responsiveness

by tohome.com to

resolved within 24 hours

respond to the queries

2. The frequently asked

of consumers

questions and answers
contain links that take the
user into the relevant page
(s)
3. Required stock is
available throughout the
buying process

I .Terms and conditions of

Perceived

Respondents belief

Reliability

that www.tohome.com

sales are accessible

is able to perform the

2. Order tracking detail are

,

promised service given
in the website

Interval

available until delivery
3. Different payment option
are stated clearly

accurately and is able
4. Tax and other charges
to protect consumers
are clearly detailed
privacy.
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Table 3.2(Continue)

Variables

Conceptual

Operational components

Definition

ent Scale

Perceived

Perceived enjoyment

l .I feel comfortable when I am

Enjoyment

is measured by

using the services of

responsiveness,

www.tohome.com.

feeling of enjoyment
and fun when they

Measurem

Interval

2. I feel enjoyment when I am
searching for products from
www.tohome.com.

use a service from
3. Tohome.com provides many
www.tohome.com
services that meet my requirement.
Perceived

Perceived product

1. I receive the best product quality

Product

quality can be

when I go shopping on

Quality

defined as

www.tohome.com.

respondents' belief of

Interval

2. Tohome.com ensures product
quality of every product that is sold

getting the best
on their website
product quality when
3. Shopping with
they purchase
www.tohome.com, I get the product
products from
www.tohome.com

that is worth the money that I paid
for it.
4. Tohome.com maximizes
functionality of purchased items
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Table3.2 (Continue)

Variables

Conceptual Definition

Operational components

Measurement
Scale

Perceived

Perceived price means

1. Price of products and

Price

the amount of money

services offered by

paid to

www.tohome.com which are

www.tohome.com in
order to gain products.

Interval

lower than other sites.
2. The price that I have to
pay for products and services
ofwww.tohome.com is
reasonable.
3. Price that I pay in order to
gain products from
www.tohome.com is cheaper
than the price that I pay for
the same products on other
websites or retail stores
4. Overall, I am satisfied
with the price that I pay for
products offered on
www.tohome.com.
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Table 3.2 (Continue)

Variables
Consumer's
Satisfaction
in Online
Purchase

Conceptual
Definition
Consumer's
satisfaction with
online shopping can
be defined as the
degree to which the
customers is satisfied
or dissatisfied and
pleased or displeased
with the online
shopping.

Operational components
1.1 am satisfied with the
product and service quality
of www.tohome.com
2. I would like to
recommend service of
www.tohome.com to
others
3. I will purchase some
products from
www.tohome.com again ..
4. The product and service
in www.tohome.com do
meet my satisfaction.
5. I am satisfied with the
advertising provided by
www.tohome.com
6. I am satisfied with the
after sales service provided
by www.tohome.com
7. I am satisfied with the
promotion activities
conducted by the
www.tohome.com
8. I am satisfied with the
transaction procedures
provided by
www.tohome.com
9. Overall, I satisfied with
the everything provide by
www.tohome.com
10. Until now, I am
satisfied with products and
services that are provided
by www.tohome.com

Measurement
Scale
Interval
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CHAPTER4
RESEARCH METHODOLOGY

This chapter provides an overview of methodology that was used in this research.
This chapter consists of six sections. First section is the research methods used, the
second section shows the details of respondents and sampling procedures, including
criteria in selecting sample. Third section is the pilot study that the researcher conducted.
Fourth section is the instrument and the questionnaire of the research. It contains the
questions which were asked of the respondents, including the method to measure. Fifth
section is the collection of data and data gathering procedures, including the action plan
on how to collect the data. Sixth section is the statistical tools and the criteria used in
selecting the appropriate statistics.

4.1 RESEARCH METHODS USED

In this study a survey method was used to collect the primary data. Survey
method is a research technique in which information is gathered from a sample of people
by use of a questionnaire (Zikmund, 2000). In this research, primary data was collected
from the respondents by using personal interviews; the advantage of this method is the
researcher will know the results immediately and spend less time in collecting
questionnaires. After the data were collected, it was transformed and coded using the
Statistical Package for the Social Sciences (SPSS).
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4.2 RESPONDENTS AND SAMPLING PROCEDURES

4.2.1 Target Population

Cosenza and Davis (1988) defines population as the complete set of units of
analysis that are under investigation. In this study, the researcher investigated factors that
affect Graduate Students' of Assumption University satisfaction with online shopping:
using www.tohome.com. The target population was Assumption Graduate Students who
are Internet shoppers and who have experienced using www.tohome.com.

4.2.2 Sampling Procedures

4.2.2.1 Sampling Method Used

In this research, nonprobability sampling was used. Zikmund (2000) stated that
nonprobability sample is the method where the chance of each selected element is not
known. It is a sampling technique in which units of the sample are selected on the basis
of personal judgment or convenience. In this study, the researcher collected data through
convenience

sampling, this means whenever the

researcher met respondents.

Convenience sampling was used because it can be chosen quickly and inexpensively.
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4.2.2.2 Sampling Unit

Zikmund (2000) stated that the sampling unit is a single element or group of
elements subject to selection in the sample. In this study, the sampling unit is Graduate
Student of Assumption University.

4.2.3 Determining Sample Size

Sample size refers to the number of the respondents, which are used in this study.
The guidelines of sample size that are used in this study are based on previous studies of
researchers and scholars. In this study, the sample size was calculated by the estimated
number of graduate students of Assillnption University compared with the table of
(Anderson, 1996) based on the expected rate of 95 percent confidence level with 5
percent sampling error.

The number of graduate students of Assumption University in the year 2003 is
approximately 2,037 students (ABAC Registration Office, 2004). Therefore, after
comparing against the table set by Anderson (1996) shown below, the researcher decided
to use a sample size for this research of 360 respondents.

Table 4.1 shows table of theoretical sample sizes for different sizes of population
and a 95 percent level of certainty from Anderson (1996).
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Table 4.1 Theoretical sample sizes for different sizes of population and a 95 percent
level of certainty

Required sample for Tolerable Error
Size of Population

5%

4%

3%

2%

100

79

85

91

96

500

217

272

340

413

1,000

277

375

516

705

5,000

356

535

897

1,622

50,000

381

593

1,044

2,290

100,000

382

596

1,055

2,344

1,000,000

384.

599

1,065

2,344

25,000,000

384

600

1,067

2,400

Source: Anderson, G. (1996), Fundamentals of educational research, 1st edition, London:
Palmer Pr., 1996, pp.202.

The population of graduate students of Assumption University is around 2,037
students thus, the researchers determined the sample size for this research to be 360
respondents; 360 sets of questionnaires were launched by the researcher and collected
back for data collection.

48

4.3 RESEARCH INSTRUMENT AND QUESTIONNAIRE

4.3.1 Research Instruments and Questionnaire

In this study, the questionnaire was used. The questionnaire was developed based
on conceptual framework that was used in this study. Thus, in this research respondents
are graduate students of Assumption University only. Graduate students are well
educated and use English language regularly therefore the translation of questionnaire
into Thai language is not necessary. The questionnaire is written in English language and
distributed to respondents. The questionnaire is developed according to the objective and
conceptual framework used in this study. The questionnaire that is used in this study was
adapted from the previous study of Lee at el; (2003) under topic "The Contribution of
Commitment Vafue in Internet Commerce: An Empirical Investigation", Iwaarden and
Wiele, (2002) topic "A study on the applicability of SERVQUAL dimensions for web
sites" and, Wang at el; (2001) under topic "An Instrument for Measuring Customer
Satisfaction Toward Websites That Markets Digital Products and Services". The
questionnaire consists of four parts as follows:

Part I: General information of respondents on online shopping.

Part II: A study of customer satisfaction of graduate students of Assumption University

using www.tohome.com which included Consumers'

perceived responsiveness,
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Consumers' perceived reliability, Consumers' perceived enjoyment, Consumers'
perceived product quality, and Consumers' perceived price.

Part III: Graduate Student of Assumption University's satisfaction with online shopping.

Cosenza and Davis (1988) explained the benefits of using Likert-scale in that it
can indicate the amount of agreement or disagreement with a variety of statements about
some attitudes or objective. The Likert-scale is highly reliable when it comes to the
ordering of people with regard to a particular attitude (Cosenza and Davis, 1988).
Therefore in this research, the five point Likert-scale used to indicate the rank from 5=
Strongly Agree to 1= Strongly Disagree to grade the scores that respondents assigned to
each statement in part II and part III as shown in Table 4.2 below:

Table 4.2 Research Instrument Design

Part

Title

Variable

Question
Number

Part I

General information of

1-3

respondents on online shopping.

Part II

Factor affecting Graduate

I .Perceived

Student Satisfaction with

Responsiveness

online shopping using

2. Perceived Reliability

7-10

www.tohome.com

3. Perceived Enjoyment

11-13

4-6
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4. Perceived Product

14-17

Quality

Part III

5. Perceived Price

18-21

Graduate Student of

1. Consumer's

22-31

Assumption University

Satisfaction with online

satisfaction towards

shopping

www.tohome.com
Part IV

Demographic Profile

32-34

4.4 PILOT STUDY

Zikmund (2000), explained that pretests are necessary because they will help
researchers to avoid the problem that might occur when launching final questionnaires,
such as, preventing misunderstanding of a question, skipping a series of question, or
misinterpreting the instructions for filling out the questionnaire. In pretests, the researcher
looks for the evidence of ambiguous questions and respondents' misunderstanding to
check whether the questions mean the same thing to all respondents.

In this study, twenty-five questionnaires have been launched to respondent who
are Graduate Student of Assumption University. The respondents were asked to give
some comments which were (1) Clarify the concepts, to make sure that they understand
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questionnaire clearly or not. (2) Time spend to complete questionnaire and; (3) Find out
which parts of the questionnaire need to be modified before launching the final survey.

The results of the pilot study are shown below:

(1) All of the respondents found the questionnaire is clear, understandable, and easy
to fill in.
(2) Average time spent to fill in the questionnaire was approximately five minutes.
(3) The researchers did not get any complaints from the respondents while filling the
questionnaire therefore there is no need to modify any part of the questionnaire.

4.5 Reliability Tests

Reliability is the degree to which measures are free from error and therefore yield,
consistent results. The questionnaire was pretested in order to provide preliminary results
to further validate and improve the proposed scale. In the pretest, the researcher will look
for the evidence of ambiguous questions and respondents' misunderstanding, whether the
questions mean the same thing to all respondents or not (Zikmund, 2000).

At the end of pretest, the researcher sought to measure whether the data that were
collected were reliable or not. The researcher tested the reliability of instrument for parts
II and parts III. The five-point Likert scale ranging from 5-strongly agree to I-strongly
disagree was used.
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The questionnaires were collected and processed by SPSS program. The results of
reliability tests are shown in table 4.3 below:

Table 4.3 Reliability Analysis Scale (Alpha)

(The higher degree of alpha, the more reliability they have)

Variable

No of Case

No of Items

Alpha

Perceived Responsiveness

25

3

0.7380

Perceived Reliability

25

4

0.7271

Perceived Enjoyment

25

3

0.7581

Perceived Product Quality

25

4

0.7667

Perceived Price

25

4

0.8079

10

0.9337

satisfaction 25
Consumer's
with online shopping

From the result of testing reliability above, the researcher can conclude that all the
variables have an alpha greater than 0.6, this indicates that all the questions are reliable.

4.6 COLLECTION OF DATA AND DATA GATHERING PROCEDURES

Primary Data

Primary data is data gathered and assembled specifically for the research project
at hand (Zikmund, 2000). In this study the cross-sectional study was used because the
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data was collected at a single point m time by survey usmg a· self-administrative
questionnaire.

Secondary Data

Secondary data is the data that is previously collected for some project other than
the one at hand (Zikmund, 2000). In this study, the secondary data was taken from many
sources, such as previous research, journals, articles, books, newspaper, and Internet. The
benefit of secondary data is it can be gathered with a lower cost and faster.

4. 7 Data Gathering Procedures

After questionnaires were designed, primary data was collected. Before the data
was collected, the researcher checked the respondents first to see whether they are target
respondents or not. The researcher asked target respondents to fill in questionnaire at any
day, which is convenience to researcher and at any point of time that researcher met
target respondents. The data was collected from graduate students of Assumption
University in Huamak Campus. Data was collected from both day and evening graduate
students during Febuary'04.

4.8 STATISTIC TREATMENT OF DATA

The data was collected and coded using Statistical Package for Social Science
(SPSS) program. This program helps to analyze data applying transformations and
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statistical analyses to a study. This research used Descriptive Analysis to test the
demographic variables and Pearson's Product Moment Correlation Coefficient to test the
five hypotheses. The details on statistical method that were used in this study are shown
below:

4.8.1 Descriptive Analysis

Descriptive statistics are used simply to describe the sample a researcher is
concerned with. They are used in the first instance to get a feel for the data, in the second
for use in the statistical tests themselves, and in the third to indicate the error associated
with results and graphical output. Zikmund (2000) stated that descriptive analysis is
applied to transform the raw data into a form that will make them easy to understand and
interpret, rearrange and ordering data to generate descriptive information. It is the most
common technique for tabulating data such as mean, variance, coefficient of variation
and standard deviation etc. In this study, Descriptive Analysis was used to describe the
demographic profile such as gender, age and income level.

4.8.2 Pearson's Product Moment Correlation Coefficient

Zikmund (2000) explained that Pearson's product moment correlation coefficient
is used to measure the correlation of two Discrete Random Variables (DRVs). First of all
the data that one wishes to compute Pearson's Product Moment Correlation Coefficient
from, must satisfy a set of conditions. Therefore in this study, Interval scale was used.
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Interval scale is the most suitable scale for Pearson's Product Moment Correlation
Coefficient both when data sets follow the normal distribution, all individuals must be
selected at random from the population, and all individuals must have equal chances of
being selected.

Zikmund (2000) proposed to model of Pearson's Product Moment Correlation
Coefficient as follows:

Where rxy= the correlation coefficient between x and y
n = number of paired observations
X =the individual's score on variable A
Y =the individual's score on variable B

Based on Zikmund (2000) the correlation coefficient (r) range from + 1.0 to -1.0.
If the value of r is 1.0, it means a perfect positive linear (straight-line) relationship. If the

value of r is -1.0, it means a perfect negative linear relationship or a perfect inverse
relationship. No correlation is indicated if r = 0. A correlation coefficient indicates both
the magnitude of the linear relationship and the direction of the relationship. Table 4.4
will summarize the r value and measurement of the strength of the association
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Table 4.4: r-value and measure the strength of association

Interpret

Correlation (r)

(Source:

1

Perfect positive linear association

0

No linear association

-1
0.90 to 0.99
0.70 to 0.89

High positive correlation

0.4 to 0.69

Medium positive correlation

Perfect negative linear association
Very high 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

-0.90 to -0.99

Very high negative correlation

http://www.bath.ac.uk/~ma2pm/PPMCC.html

Date 14111/2003)

In this study, Pearson's Product Moment Correlation Coefficient (r) was used
because all of the variables are tested by using an interval scale. Table 4.5 summarizes
the hypotheses and statistical analysis.

Table: 4.5 Summarize of the Hypotheses and Statistical Analysis

No

Hypothesis

Statistic Used

1

Hlo: Hlo: There is no relationship between perceived

Pearson's

responsiveness and satisfaction with purchases online

Product Moment

using www.tohome.com of graduate students at

Correlation

Assumption University

Coefficient
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Hla: Hlo: There is a relationship between perceived

(r)

responsiveness and satisfaction with purchases online
using www.tohome.com of graduate students at
Assumption University.
2

H2o: There is no relationship between perceived reliability Pearson's
and

satisfaction

with

purchases

online

usmg Product Moment

www.tohome.com of graduate students at Assumption

Correlation

University

Coefficient

H2a: There is a relationship between perceived reliability and

(r)

satisfaction with purchases online using www.tohome.com of
graduate students at Assumption University.

No

Hypothesis

3

H3o: There is no relationship between perceived enjoyment Pearson's
and

satisfaction

Statistic Used

with

purchases

online

using Product Moment

www.tohome.com of graduate students at Assumption

Correlation

University.

Coefficient

H3a: There is a relationship between perceived enjoyment (r)
and

satisfaction

with

purchases

online

using

www.tohomc.com of graduate students at Assumption
University.
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4

H4o: There is no relationship between perceived product

Pearson's

quality

Product Moment

and

satisfaction

with

purchases

online

usmg

-..vww.tohome.com of graduate students at Assumption

Correlation

University.

Coefficient

H4a: There 1s a relationship between perceived product

(r)

quality

and

satisfaction

with

purchases

online

usmg

www.tohome.com of graduate students at Assumption
University.

No

Hypothesis

Statistic Used

5

HSo: There is no relationship between perceived pnce and

Pearson's

satisfaction with purchases online using www.tohome.com of Product
graduate students at Assumption University.

Moment

HSa: There is a relationship between perceived pnce and

Correlation

satisfaction with purchases online using www.tohome.com of Coefficient
graduate students at Assumption University.

(r)
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CHAPTERS

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS

This chapter consists of two parts of data analysis including descriptive statistics
and tests of hypotheses. The data was collected from 360 completed questionnaire from
target respondents.

5.1 DESCRIPTIVE STATISTICS

In this research, descriptive statistics were used to describe the demographics of
the target respondents in online shopping. Descriptive statistics describes data into terms
of measures of central tendency found in the sample. The primary propose of descriptive
statistic is to describe or summarize facts about the population and sample (Zikmund,
2002). In this study, descriptive statistics were used to analyse the information of target
respondents on their ages, gender, income and general information.

5.1.1 Data Collection

In this research, a total of 360 questionnaires were distributed and collected back
by the researcher. Table 5.1 shows the total number of questionnaire responses.
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Table 5.1: Total Questionnaires Response

There were 360 questionnaires distributed to the target respondents, the researcher
collected all back from respondents. Therefore the sample size of this research is 360 sets
of questionnaire so, the researcher collected enough data for analysis.

5.1.2 Demographic profile of respondents

5.1.2.1 Age
Table 5.2 Age of respondents
Age

Valid

18-25
26-33
34-41
42 and
above
Total

Frequency
152
151
37

Percent
Valid Percent
42.2
42.2
41.9
41.9
10.3
10.3

20

5.6

5.6

360

100.0

100.0

Cumulative
Percent
42.2
84.2
94.4
100.0

From table 5 .2, it is indicated that they are 152 respondents in the ages of 18 to 25
that accounted for 42.2 %, 151 respondents accounted for 41.9% of respondents in the
ages of26 to 33, 37 respondents accounted for 10.3% of respondents in the ages of 34 to
41, and 20 respondents accounted for 5.6% of respondents in the ages of 42 and above.
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5.1.2.2 Gender
Table 5.3 Gender of the respondents
Gender

Valid

Frequency
183

Percent
50.8

Valid Percent
50.8

Cumulative
Percent
50.8

Female

177

49.2

49.2

100.0

Total

360

100.0

100.0

Male

From table 5.1.2.2, the percentage of male respondents accounted for 50% or 183
students, and female respondents accounted for 49.2% or 177 students. This indicates that
there is no difference between genders of respondents using the Internet for shopping.

5.1.2.3 Income
Table 5.4 Income of respondents

Income level/month (baht)

Valid

5001-10000
1000115000
1500120000
2000125000
25001 and
above
Total

Frequency
9

Percent
Valid Percent
2.5
2.5

Cumulative
Percent
2.5

66

18.3

18.3

20.8

145

40.3

40.3

61.1

77

21.4

21.4

82.5

63

17.5

17.5

100.0

360

100.0

100.0
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From table 5.4, it can be concluded that the respondents in this study from the
range of 5001-10000, accounted for 2.5% or 9 students, 10001-15000 accounted for
18.3% or 66 students, 15001-20000 accounted for 40.3% or 145 students, 20001-25000
accounted for 21.4% or 77 students and 25001 and above accounted for 17.5% or 63
students. This indicates that the major income of chosen respondents ranges from
Baht15001 to 20000.

5.1.3 General information with purchasing online of target respondents
Table 5.5 If "yes" how frequently have you purchased from websites? (Please select
one)

Valid

Once
A few times
Once in a
months
A few time a
months
A few times a
week
Total

Frequency
285

Percent
79.2

Valid
Percent
79.2

Cumulative
Percent
79.2

51

14.2

14.2

93.3

8

2.2

2.2

95.6

11

3.1

3.1

98.6

5

1.4

1.4

100.0

360

100.0

100.0

Table 5.5, shows the frequency of target respondents who purchase products from
websites. A total of 285 respondents had purchased products just once that accounted for
79.2%, 14.2% or 51 respondents purchased a product few times, 2.2% or 8 respondents
purchased products once in a month, 3 .1 % or 11 respondents purchased a product a few
times a months and 1.4% or 5 respondents purchased products a few times a week.

63

Table 5.6 If "yes" which of the following type of product(s) have you purchases
online?

Frequenc
173

Percent
48.l

74

20.6

20.6

68.6

10

2.8

2.8

71.4

28

7.8

7.8

79.2

27

7.5

7.5

86.7

19

5.3

5.3

91.9

20

5.6

5.6

97.5

9
360

2.5
100.0

2.5
100.0

100.0

y

Valid

Books
Game and
entertainment
Clothing and
Accessories
Music
Computer
software and
hardware
Flower and
gifts
Tickets and
travel
packages
Others
Total

Valid
Cumulative
Percent
Percent
48.l
48.1

Table 5.6, shows the products that respondents had purchased online. A total of
48.1 % or accounted to be 173 respondents purchased books online and 20.6% or 74
respondents purchased games and entertainment online. From the result, it can be
indicated that the majority of the respondents had purchased books online.

5.2 TEST OF HYPHOTHESES

In this study, the researcher used Pearson's product moment correlation
coefficient to test the hypotheses.
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5.2.1 Test of Hypothesis 1

Hypothesis I
H1o: There is no relationship between perceived responsiveness and
satisfaction with purchases online using www.tohome.com of graduate students at
Assumption University.

H1a: There is a relationship between perceived responsiveness and satisfaction
with purchases online using www.tohome.com of graduate students at Assumption
University.

Table 5.8 the analysis of relationship between perceived responsiveness and
satisfaction with online purchase by using Bivariate Correlation Coefficient Test

Responsiveness 1 to
responsiveness 3

Pearson Correlation
Sig. (2-tailed)
N

Satisfaction I to
satisfaction I 0

Pearson Correlation
Sig. (2-tailed)
N

Responsivene
ss I to
respons1 venes Satisfaction I to
s3
satisfaction I 0
.255(**)
1
.000
360
360
.255(**)
I
.000
360
360

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

The Pearson's product moment correlation coefficient between Perceived
responsiveness and satisfaction with online purchase in table 5.8 is equal to 0.255 with 2tailed significance of 0.000, which is less than 0.01 (0.000<0.0l). This indicated that
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there is enough evidence to reject null hypotheses therefore, the researcher accepts
alternative hypothesis. This means that there is a positive relationship between Perceived
responsiveness of graduate students of Assumption University and their satisfaction with
purchases in shopping online using www.tohome.com. However, this relationship is low
positive relationship correlation because P(r) value is 0.255 when compared to table of rvalue and measurement the strength of association that ranges in correlation(r) 0 to 0.39.

5.2.2 Test of Hypothesis 2
Hypothesis 2
H2o: There is no relationship between perceived reliability and satisfaction
with purchases online using www.tohome.com of graduate students at Assumption
University.
H2a: There is a relationship between perceived reliability and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University.

Table 5.9 the analysis of relationship between perceived reliability and satisfaction
with online purchase by using Bivariate Correlation Coefficient Test.

reliability 1 to
reliability 4

Pearson Correlation

realibility 1 to satisfaction 1 to
reliability 4
satisfaction 10
.753(**)
1

Sig. (2-tailed)
N

satisfaction 1 to
satisfaction 10

Pearson Correlation

.000
360

360

.753(**)

1

Sig. (2-tailed)

.000

N

360

360

** Correlation is significant at the 0.01 level (2-tailed).
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The Pearson's product moment correlation coefficient between Perceived
reliability and satisfaction with online purchase in table 5.9 is equal to 0.753 with 2-tailed
significance of 0.000 which is less than 0.01 (0.000<0.0l). This indicated that there is
enough evidence to reject null hypotheses therefore, the researcher accepts alternative
hypothesis. This means that there is a positive relationship between Perceived reliability
of graduate students of Assumption University and their satisfaction with purchases in
shopping online using www.tohome.com. However, this relationship is high positive
relationship correlation because P(r) value is 0.753 when compared to table of r-value
and measurement of the strength of association that ranges in correlation(r) 0.70 to 0.89.

5.2.3 Test of Hypothesis 3
Hypothesis 3
H3o: There is no relationship between perceived enjoyment and satisfaction
with purchases online using www.tohome.com of graduate students at Assumption
University.
H3a: There is a relationship between perceived enjoyment and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University
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Table 5.10 the analysis of relationship between perceived enjoyment and satisfaction
with online purchase by using Bivariate Correlation Coefficient Test

Enjoyment 1 to
enjoyment 3
Enjoyment 1 to
enjoyment 3

Pearson Correlation
Sig. (2-tailed)
N

Satisfaction 1 to
satisfaction I 0

I

Satisfaction 1 to
satisfaction 10
.307(**)

Pearson Correlation

.000
360

360

.307(**)

1

Sig. (2-tailed)

.000

N

360

360

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

The Pearson's product moment correlation coefficient between Perceived
enjoyment and satisfaction with online purchase in table 5.10 is equal to 0.307 with 2tailed significance of 0.000 which is less than 0.01 (0.000<0.01). This indicated that there
is enough evidence to reject null hypotheses therefore, the researcher accepts alternative
hypothesis. This means that there is a positive relationship between Perceived enjoyment
of graduate students of Assumption University and their satisfaction with purchases in
shopping online using www.tohome.com. However, this relationship is low positive
relationship correlation because P(r) value is 0.307 when compare to table of r-value and
measurement the strength of association that ranges in correlation(r) 0 to 0.39.

68

jt.

Gabriel's Jjhrary. Au

5.2.4 Test of Hypothesis 4
Hypothesis 4
H4o: There is no relationship between perceived product quality and
satisfaction with purchases online using www.tohome.com. of graduate students at
Assumption University.
H4a: There is a relationship between perceived product quality and satisfaction
with purchases online using www.tohome.com. of graduate students at Assumption
University.

Table 5.11 the analysis of relationship between perceived product quality and
satisfaction with online purchase by using Bivariate Correlation Coefficient Test

Product quality 1 to
product quality 4

Pearson Correlation

Product quality_ 1
to product
Satisfaction 1 to
quality 4
satisfaction 10
.785(**)
1

Sig. (2-tailed)
N

Satisfaction 1 to
satisfaction 10

Pearson Correlation

.000
360

360

.785(**)

1

Sig. (2-tailed)

.000

N

360

360

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

The Pearson's product moment correlation coefficient between Perceived
product quality and satisfaction with online purchase in table 5.11 is equal to 0.785 with
2-tailed significance of 0.000 which is less than 0.01 (0.000<0.0l). This indicated that
there is enough evidence to reject null hypotheses therefore, the researcher accepts
alternative hypothesis. This means that there is a positive relationship between Perceived
product quality of graduate students of Assumption University and their satisfaction with
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purchases in shopping online using www.tohome.com. However, this relationship is high
positive relationship correlation because P(r) value is 0.785 when compare to table of rvalue and measurement the strength of association that ranges in correlation(r) 0.70 to
0.89.

5.2.5 Test of Hypothesis 5

Hypothesis 5
HSo: There is no relationship between perceived price and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University.
HSa: There is a relationship between perceived price and satisfaction with
purchases online using www.tohome.com of graduate students at Assumption University.

Table 5.12 the analysis of relationship between perceived price and satisfaction with
online purchase by using Bivariate Correlation Coefficient Test

Price 1 to
price 4
Price 1 to price 4

Pearson Correlation

Satisfaction 1 to
satisfaction 10
1
.816(**)

Sig. (2-tailed)
N

Satisfaction 1 to
satisfaction 10

Pearson Correlation

.000
360

360

.816(**)

1

Sig. (2-tailed)

.000

N

360

360

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

The Pearson's product moment correlation coefficient between Perceived price
and satisfaction with online purchase in table 5.12 is equal to 0.816 with 2-tailed
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significance of 0.000 which is less than 0.01 (0.000<0.0l). This indicated that there is
enough evidence to reject null hypotheses therefore, the researcher accepts alternative
hypothesis. This means that there is a positive relationship between Perceived price of
graduate students of Assumption University and their satisfaction with purchases in
shopping online toward www.tohome.com. However, this relationship is high positive
relationship correlation because P(r) value is 0.816 when compared to table of r-value
and measurement the strength of association that ranges in correlation(r) 0.70 to 0.89.

From result of testing all hypotheses, the researcher concludes the results of
testing in table 5 .13 below:

Table 5.16 Summary of results of tests of hypotheses

Hypotheses

Significance (2-tailed)

Pearson

Result of Testing

correlation

no

1

0.000(<0.01)

0.255

Rejects Hlo, accepts Hla

2

0.000(<0.01)

0.753

Rejects H2o, accepts H2a

3

0.000(<0.01)

0.307

Rejects H3o, accepts H3a

4

0.000(<0.0l)

0.785

Rejects H4o, accepts H4a

5

0.000(<0.01)

0.816

Rejects H5o, accepts H5a
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CHAPTER6
SUMMARY, CONCLUSION AND RECOMMENDATION

This chapter includes four parts. First part is the summary of the results of
demographic variables, general information of online shopping and test of hypotheses.
The second part describes the conclusion of this study. The final part describes the
recommendation for online shopping and also offers some suggestion for further
research.

•
6.1 SUMMARY OF FINDINGS OF DESCRIPTIVE STATISTICS

The summarized results of descriptive statistic are based on the data collected
from graduate students of Assumption University. In this study, descriptive statistics
were used for analysis of

age~

gender, income and general information of online

shopping. The summary of the results is shown below.

The result from table 5.2 shows that the ages of the respondents who use Internet
range around 18 to 33 years old. Table 5.3 show that both men and women use the
Internet, hence no gender differences are observed. Table 5.4 shows that the major
income of respondents ranges from 1,5001 to 2,0000 baht. Table 5.5 shows that
respondents, who have purchased products from websites, purchase products only once.
And table 5.6 shows that the majority of respondents make purchases of books from the
websites.
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6.2 THE CONCLUSION OF PEARSON' (R) RESULT

The summarized results of Pearson's product moment correlation are based on the
data collected form graduate students of Assumption University. In this study, Pearson's
product moment correlation was used for analysis for hypotheses testing. The summary
of hypotheses testing is presented in table 6.1 below.

Table 6.1 Summary of Hypotheses testing results

Hypotheses
Hypothesis 1

Results
There 1s a relationship between perceived responsiveness and
satisfaction with purchases online using www.tohome.com of graduate
students at Assumption University.. (The significant value of .000,
Pearson correlation at the 0.255-low positive relationship

Hypothesis 2

There is a relationship between perceived reliability and satisfaction
with purchases online using www.tohomc.com of graduate students at
Assumption University. (The significant value of .000, Pearson
correlation at the 0. 753-high positive relationship

Hypothesis 3

There is a relationship between perceived enjoyment and satisfaction
with purchases online using www.tohome.com of graduate students at
Assumption University. (The significant value of .000, Pearson
correlation at the 0.307-low positive relationship

73

Hypothesis 4

There 1s a relationship between perceived product quality and
satisfaction with purchases online using www.tohome.com of graduate
students at Assumption University... (The significant value of .000,
Pearson correlation at the 0.785-high positive relationship.

Hypothesis 5

There is no relationship between perceived price and satisfaction with
purchases online using www.tohome.com of graduate students at
Assumption University. (The significant value of .000, Pearson
correlation at the 0.816-high positive relationship

From the results, the researcher summarized that all the all five factors which are
perceived responsiveness, perceived reliability, perceived enjoyment, perceived product
quality and perceived price have a significant relationship with satisfaction with purchase
in shopping online. The Pearson correlation coefficient of these factors is 0.255, 0.753,
0.307, 0.785 and 0.816, respectively. From the analysis, the factor that most influenced

consumer's satisfaction in online shopping using www.tohome.com is perceived price.
The researcher ranked the strength of relationship that affected consumer's satisfaction in
online shopping using www.tohome.com in descending order as follows Perceived Price,
Perceived Product quality, Perceived reliability, Perceived enjoyment and Perceived
responsiveness.
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6.3 CONCLUSION

The purpose of this research was to study the perceived factors those influence
consumers' satisfaction in online shopping using www.tohome.com in terms of
responsiveness, reliability, enjoyment, product quality, and price. The study explored
how each of these factors explained the relationship with consumers' satisfaction in
online shopping.

From the summary of findings, it can be implied that all five perceived factors
(responsiveness, reliability, enjoyment, product quality, and price) were positively
correlated with consumer's satisfaction in online shopping using www.tohome.com.
Perceived price (0.816) was found to be the strongest perceived factor that has
relationship with consumer's satisfaction in online shopping using www.tohome.com,
Thereby, the results can be supported by the study of (Devaraj at el; 2003) which
indicated that price has a significance relationship with online consumer's satisfaction.
Consumers do care about the pricing on the online retail stores, the lower the price of the
products that the sites offer, the higher the number of consumers who are drawn to the
sites and make purchases. Perceived product quality (0. 785) is the second important
factor that has a significant impact on consumer's satisfaction in online shopping using
www.tohome.com supported by the study of (Lee at el; 2003), followed by perceived
reliability (0.753). Perceived enjoyment (0.307) and perceived responsiveness (0.255)
which was found to be the least important factor that has an affect on consumer's
satisfaction in online shopping.
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Perceived price was found to be the most important factor in contributing to
consumer's satisfaction in online shopping using www.tohome.com. The price of
products in the websites should be less than other websites therefore, in other retail
stores. The special programs should be offered, such as, discount coupon, lucky draws,
etc., in order to retain and attract more consumers. Since price of products contributes to
customer satisfaction, it is believed customer satisfaction contributes to customer
retention and business success.

6.4 RECOMMENDATIONS

6.4.1 Perceived Price

The most important factor that websites owners should consider are price of the
products selling on the websites. Online shoppers prefer to select and buy the product
from online retail websites that give them most advantage on pricing. The lower prices
that the site offers is the most advantageous point of that online retailer and also the cause
of more customer attraction. If customers are satisfied with prices of the products offered
in the website they will come back and make more purchase and finally they will become
loyal to the websites. Pricing strategy also need to be considered in order to gain
advantage from competitors, such as seasonal discounts, lucky draws, promotion
campaigns, etc.
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6.4.2 Product quality

The quality of the product is of concern because by selling products through
online retail, consumer cannot get physical touch and feel products. If the site provides
low quality of products, consumer will definitely be dissatisfied with them and they will
not come back and make repeat purchases. The qualities of the products need to be
confirmed; also the quality of product must be same as what is advertised on the
websites. Online retailers should offer some guarantees for the products that are sold,
such as, provide certificates along with every product, if it happens that customers are
dissatisfied with the product, they get low product quality, or damaged products, they
can get a refund or exchange for a new one.

6.4.3 Perceived reliability

One of the most important things that the online shopping industry should do is
focus on accuracy and efficiency. Making customer satisfied is necessary to be done by
trying to give them what they ask for. Online retailers should state terms, conditions and
regulations clearly and transparently because making consumers trust the web is very
important consequence and it is the first thing that consumer will be considering before
making purchase through online stores. Therefore, online retailers should state the
necessary information to consumers, such as payment options. Building on trust and
reputation of websites is necessary; security of the payment should be ensured. Orders
should be delivered at the promise time with correct amount.
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6.4.4 Perceived Enjoyment

Rather than focus on the valuable of the products such as price and quality, online
shoppers also do care about the importance of socio-psychological value such as
playfulness or how comfortable they are when they use the service from the websites. We
can see that enjoyment can be considered as one of the intrinsic factors that motivate
online shoppers to websites. This means that the internet could be useful for leisure or fun
that may play an important role in increasing usability in the internet environment. Online
retailers should develop more fun features on the websites such as decrease the graphics
that will cause the site to slow down, increase some fun features such as input some
games and also create more functionality. Online retailers also have to update their site
regularly in order to motivate their consumers to come to visit the sites often. Suggestions
from consumer also are needed, if online retailers know what consumers desire, they can
design their webs according to their needs and wants, this will make consumers satisfied
and finally they will become loyal to the sites.

6.4.5 Perceived responsiveness

Technology advance is the most important factor that causes consumers to use
and purchase services from Internet. The advantage from the cutting edge technology
allows consumers to buy and select the product that they desire faster and more
comfortably. It can be assumed that consumers prefer the sites that give them the fastest
service. The online retailer should reduce the unnecessary graphics, which will cause the
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site to slow down. Websites navigation also has to include ease of use, be ~imple and
always available. The staff should be ready to receive and reply to queries or complaints
from customers immediately. When consumers complain about the webs, online retailers
should react promptly to that complaint. Logistics process or stocks should be ever ready
for an order.

Table 6.2 summarizes the recommendation of online shopping as shown below:

Table 6.2 Summary of recommendation

No

Finding

1

There

Recommendation

is a

perceived
purchases

low positive relationship

responsiveness
in

www.tohome.com
Assumption
0.255)

and

satisfaction

shopping
of

University.

between +Consumers require faster

graduate

online

with and comfort websites.
us mg + Reduce the unnecessary

students

(Pearson correlation

of graphic.
at +Websites navigation also
has to be ease of use, simple
and always available.
+Readiness of staffs.

2

There is a high positive relationship between + Do what customer asks
perceived reliability and satisfaction with purchases for accurately and
in shopping online using www.tohome.com of efficiently.
graduate students of Assumption University (Pearson +Terms, condition and
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correlation at 0.753)

regulation should be state
clearly and transparent.

3

There Is a low positive relationship between +Increase playfulness and
perceived eajoyment and satisfaction with purchases making comfort navigator
in shopping online using www.tohome.com. of when using service from the
graduate students of Assumption University (Pearson websites.
correlation at 0.307)

+Develop more fun features
on the websites

4

There IS a high positive relationship between +Maintain standardize of
perceived product quality and satisfaction with every products being sold

m

purchases

shopping

online

using out from websites.

www.tohome.com graduate students of Assumption +Guarantee of the products
University (Pearson correlation at 0.785)

must be done such as offer
certificate proving, refund
money

of

product

damage

occurs

of

while

transportation.
5

There IS a high positive relationship between +Attract consumers by offer
perceived price and satisfaction with purchases in low price than competitive.
shopping online using www.tohome.com. of graduate +Pricing strategy should be
students

of

Assumption

correlation at 0.816)

University

(Pearson done

such

discount,

as
lucky

seasonal
draw,

promotion campaigns, etc.
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6.5 FURTHER STUDIES

This research was aimed at only graduate students of Assumption University
using www.tohome.com; therefore, further research can increase the target respondents to
be all University students including those in the Doctoral and Undergraduate Programs.
The data collection can be spread to include other universities in Thailand such as
Chiengmai University, or Prince of Songkla in the South.
In addition, the websites selection can be focused. on several other types of
websites such as portal websites or job seeking websites. Furthermore, this research
studied five perceived factors that affected consumer's satisfaction towards online
shopping websites, which are Perceived Price, Perceived Product quality, Perceived
reliability, Perceived enjoyment and Perceived responsiveness. The recommendation for
the further research can be to add more factors for study, such as, ease of use, safety,
usefulness, functionality, reputation etc.
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APPENDIXES A

QUESTIONAIRE

Dear sir/madam.

I am a student of MBA Day program studying in Assumption University. I designed
this questionnaire to interview you to collect necessary data for my analysis. Your
kind cooperation will be very appreciated.

Thank
you

There are four parts in this questionnaire, as follows:

Part I: General information of respondents on on line shopping.
Part II: A study of customer satisfaction of Graduate Student of Assumption University
toward www.tohome.com including: Consumers' perceived responsiveness, Consumers'
perceived reliability, Consumers' perceived of enjoyment, Consumers' perceived product
quality, and Consumers' perceived price.

Part III: Consumer's satisfaction of Graduate Student of Assumption University toward
online shopping towards www.tohome.com

Part IV: Demographics Profiles
Each section in Part II and III ask you to read the statement and rate whether you consider
these statements to be of relevant important to you. Read each statement carefully and
indicate how strongly you agree with the importance of these statements.

5 =Strongly agree
4 =Agree
3 =Neutral
2 =Disagree
1 = Strongly Disagree

PART I: GENERAL INFORMATION ON ONLINE SHOPPING

1

1. Are you Graduated Students of Assumption University?
- - - Yes

- - - No

2. Have you ever been purchasing products online through Websites? (Please, select
one)
_ _ _ _ Yes (Please continued question 2, 3 and goes on)
_ _ _ _ No (Please skip question 2,3 and goes on)

3 .If "yes'', How frequency of your purchase through Websites? (Please, select one)
- - - - Once
---- A

- - - - A few times - - - - - Once in a months

few times a month - - - - A few times a week

4.If"yes'', which of the following type(s) of products have you purchase online? (You
can choose more than 1)

- - - - Books
----

Clothing & Accessories

- - - - Games&Entertainment
_ _ _ Music (e.g. CDs)

----Computer Software & Hardware

- - - - Flower & Gifts

____ Tickets/Travel packages

- - - - Others- Please specify

PART II: FACTORS AFFECT CONSUMER'S SATISFACTION TOWARD
ONLINE SHOPPING
5= Strongly Agree, 4= Agree, }=Neutral, 2=Disagree, 1=Strongly Disagree
No

Consumers' perceived responsiveness toward
www.tohome.com

4

Queries or complaints are resolve within 24 hours

5

The frequency ask questions and answers contain link that take the
user into the relevant page(s)

6

Required stock is available throughout the buying process
Consumer's perceived reliability toward www.tohome.com

7

Terms and conditions of sales are accessible

8

Order tracking detail are available until delivery

9

Different payment option are stated clearly

IO

Tax and other charges are clearly detail
Consumer's perceived en_joyment toward www.tohome.com

II

I feel comfortable when I use the services of www.tohome.com

12

I feel enjoy when I am searching product from www.tohome.com

13

Tohome.com maximizes customer confidence
Consumer's perceived Product quality toward
www.tohome.com

14

I receive best product quality when I go shopping with
www.tohome.com

15

Tohome.com ensures product quality of every products that sales
in their website

16

Shopping with www.tohome.com, I get the product that worth
than the money that I paid for

17

Tohome.com maximizes functionality of purchased items
Consumers' perceived of price toward www.tohome.com

18

Price of products and services offered by www.tohome.com is
lower than others site.

19

The price that I have to pay for products and services of
www.tohome.com is reasonable.

20

Price that I pay in order to gain product from www.tohome.com is
cheaper than the price that I pay for the same products with other
websites or retail stores

21

Overall, I satisfied with the price that I pay for products of
www.tohome.com.

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

5

4

3

2

1

PART III: GRADUATE STUDENTS OF ASSUMPTION UNIVERSITY
SATISFACTION TOWARD ONLINE SHOPPING WITH WWW.TOHOME.COM

5= Strongly Agree, 4= Agree, 3=Neutral, 2=Disagree, 1=Strongly Disagree
No

22

Consumer's satisfaction toward www.tohome.com
I am satisfied with the product and service quality of
www.tohome.com

23

I would like to recommend service of www.tohome.com
to others

24

I will purchase some products from www.tohome.com
agam.

25

The product and service in www.tohome.com do meet
my satisfaction

26

I am satisfied with the advertising provide by
www.tohome.com

27

I am satisfied with the after sales service provide by
www.tohome.com

28

I am satisfied with the promotion activities conducted by
the www.tohome.com

29

I am satisfied with the transaction procedure provide by
www.tohome.com

30

Overall I satisfied with the everything provide by
www.tohome.com

31

Until now, I am satisfied with products and services that
provide by www.tohome.com

5

4

3

2

1

~t.

Gabriel's Library, At

PART IV: DEMOGRAPHIC PROFILES OF RESPONDENSE
Please tell us about yourself:

32. Age

- - - - 18-25
34-41

- - - - 26-33
- - - - 42 and above

33. Gender

- - - - Male

- - - - Female

34. Income level/month (Bath)

- - - - Below 5000

- - - - 5001-10000

- - - - 10001-15000

- - - - 15001-20000

- - - - 20001-25000

- - - - 25001 and above

APPENDIXES B

Survey for overview of online shopping of Graduate Student of Assumption University

Dear sir/madam

I am student of Assumption University MBA day program. For my thesis I designed this
questionnaire to interview you to collected data for my analysis. Your kind cooperation will
be appreciated.

Thank you
] .Have you ever bought purchases or services online? (Please, select one)

- - - - Yes (Please go to question 2 ,and go further)
_ _ _ _ No (Please skip question 2 and go further)

2. If "yes", How frequency of your purchase through Websites? (Please, select one)

- - - - Once

- - - - A few times - - - - - Once in a months

- - - - A few times a month - - - - A few times a week
3. Do you know www.tohome.com?
- - - - - Yes (Please go to question 4)
- - - - N o (Skip question 4)
4. Have you ever bought or search information of product in www.tohome.com?

- - - - Yes
- - - - No
5. Age

- - - - 18-25

- - - - - 26-33

- - - - 34-41

- - - - - 42 and above

6. Gender
- - - - Male
- - - - Female

APPENDIXES C

Frequencies
Statistics
If "yes" how frequency have you purchase from websites? (please select one)
N

Valid

360

Miss in
g

0

If "yes" how frequency have you purchase from websites? (please select one)

Frequency
Valid

once
a few times
once in a
months
a few time a
months
a few times a
week
Total

Percent

Valid Percent

Cumulative
Percent

285

79.2

79.2

79.2

51

14.2

14.2

93.3

8

2.2

2.2

95.6

11

3.1

3.1

98.6

5

1.4

1.4

100.0

360

100.0

100.0

1w frequency have you purchase from websites? (pleas
a few times a week
a few time a months
once in a months
a few times

once

Frequencies
Statistics
If "yes" which of the following type of product(s) have you purchases on line?

N

Valid

360

Miss in
q

0

If "yes" which of the following type of product(s) have you purchases online?

Frequency
books

Valid

game and
entertainment
Clothing and
Accessories
Music
Computer
software and
hardware
flower and gifts
tickets and travel
packages
Others
Total

Percent

Valid Percent

Cumulative
Percent

173

48.1

48.1

48.1
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20.6

20.6

68.6

10

2.8

2.8

71.4

28

7.8

7.8

79.2

27

7.5

7.5

86.7

19

5.3

5.3

91.9

20

5.6

5.6

97.5

9

2.5

2.5

100.0

360

100.0

100.0

vhich of the following type of product(s) have you purct
Others
tickets and travel p
flower and gifts

Computer software an

Music

Clothing and Acces

game and entertainme

books

Correlations
Correlations

responsiven
ess 1 to
responsiven
ess 3
responsiveness 1 to
responsiveness 3

Pearson Correlation

satisfaction 1 to
satisfaction 10

1

.255(**)

Sig. (2-tailed)

.000

N
satisfaction 1 to
satisfaction 10

Pearson Correlation

360

360

.255(**)

1

Sig. (2-tailed)

.000

N

360

360

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

Correlations
Correlations

realibility 1 to
reliabilitv 4
realibility 1 to reliability
4

Pearson Correlation

1

.753(**)

Sig. (2-tailed)

.000

N
Pearson Correlation

satisfaction 1 to
satisfaction 10

satisfaction 1 to
satisfaction 10

360

360

.753(**)

1

Sig. (2-tailed)

.000

N

360

360

**Correlation is s1gnrficant at the 0.01 level (2-tailed).

Correlations
Correlations

enjoyment 1 to
enjoyment 3
enjoyment 1 to
enjoyment 3

Pearson Correlation

N
satisfaction 1 to
satisfaction 10

1

Sig. (2-tailed)

Pearson Correlation

.307(**)
.000

360

360

.307(**)

1

Sig. (2-tailed)

.000

N

360

** Correlation rs srgnrficant at the 0.01 level (2-tailed).

satisfaction 1 to
satisfaction 10

360

Correlations
Correlations
product quality
1 to product
aualitv 4
product quality 1 to
product quality 4

Pearson Correlation

1

.785(**)

Sig. (2-tailed)

.000

N
satisfaction 1 to
satisfaction 10

satisfaction 1 to
satisfaction 10

Pearson Correlation

360

360

.785(**)

1

Sig. (2-tailed)

.000

N

360

360

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

Correlations
Correlations

price 1 to
price 4
price 1 to price 4

Pearson Correlation

satisfaction 1 to
satisfaction 10
1

.816(**)

Sig. (2-tailed)

.000

N
satisfaction 1 to
satisfaction 10

Pearson Correlation

360

360

.816(**)

1

Sig. (2-tailed)

.000

N

360

360

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

Frequencies
Statistics
aae
N

Valid
Miss in
Q

360
0

age

Frequency
Valid

Percent

Valid Percent

Cumulative
Percent

18-25

152

42.2

42.2

42.2

26-33

151

41.9

41.9

84.2

34-41

37

10.3

10.3

94.4

20

5.6

5.6

100.0

360

100.0

100.0

42 and
above
Total

age

42 and above
34-41

18-25

26-33

Frequencies
Statistics

aender
N

Valid
Miss in

a

360
0

gender

Frequency
Valid

Percent

Valid Percent

Cumulative
Percent

male

183

50.8

50.8

50.8

female

177

49.2

49.2

100.0

Total

360

100.0

100.0

gender

female

male

Frequencies
Statistics
Income level/month bath
N
Valid
360
Miss in

0

Income level/month (bath)

Frequencv
Valid

5001-10000

Percent

Valid Percent

Cumulative
Percent

9

2.5

2.5

2.5

10001-15000

66

18.3

18.3

20.8

15001-20000

145

40.3

40.3

61.1

20001-25000

77

21.4

21.4

82.5

63

17.5

17.5

100.0

360

100.0

100.0

25001 and
above
Total

Income level/month (bath)

5001-10000
25001 and above
10001-15000

20001-25000

15001-20000
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tohome.com - Shopping 24 Hrs. Lowest Price

0 ~ii'm~a.n2lnfhi

I

WISH U~T'

tohome. com ji[.j !:i(Booksl1r
Music& )(computets
-I '
Movies II &PDAs
1

- • • • 11

I

"'\¥ SHOPPING CART'

(cameras&
Camcorder

I

'1

YOUR ACCOUilf

Mobile
Phones

Electronics

TRACK ORDER

~

lntemet Krl
/!.Education

~

Tuesday, June 29, 2004

I
SEARCH

toho'"'.1e

jAll Products

JPrice Guarantee,..,,

SALE.
Book
-IhaLl290k
Movie_~
-VCD Movies
- DVD Movies
M_y~ic
- Ihai M_l§Lc
- Jntemation_illJ1JJsJc

Book : unfi 'l'lilGllGiil'f
nuun'i'Vl:ttlllA"a'llfllUU

Computer & PDAs

(l~ll

- Des_lillm
- !'::l_Qtebook
- E_DAs

3 I llmiau)

Special Price : 225
(i:lLc_kJ9LIJ19re detail_$}

~ut.laa~nU"S1'"11 (Jn ii a! 'l,:iuil_::111uaAt1

•.. This page Valid Between: 16

- 30 June 2004 ..•

•

oda 1 UfUJ 1 ... ~!

DVD:

Internet Kit :

N&WI

uvluuu (DVD9)
Special Price : 359
(!;![ck for more

det~l!sJ

Sanook 100 hrs. (n'Vlll.
1101~1A11ru't101 1t.ra 02)
Special Price : 399
(click for more details)

- SQtnner
- CD/DVD Writer
- Modem
- Expansion Cards
- UBS Flash Drive
- Wireless Network

'~*''*

Mona
(Sou

C_~meras

- pjgital Cameras_
- camcorders
- Photb & Video
- fa<_oansion carc;ts

Mobiles Phone
- Hand Se_t
- Hutct!_
- f:[!!_p_Qjd Phone_
- ~Lm card
- Clearance Sale

PDA: HP iPAQ
Pocket PC H4150 + HP
Photosmart Mobile
camera

Electronics
- _l;_lectronic Dic;t)Q!l<file_s
- ~£mes ConsQLe_
- H9m_e Entertainme!lt
- E_Q_r1:£ble Audio
- ~mijpm_e_nt

Special Price : 20A90
(Incl, Vat)
FREE!

CD Thai & Dictionary

Internet Kit
Eduqition

Camera:

Notebook:

Canon Digital IXUS 500

IBM ThinkPad RSl
- 2887CA1

Special Price : 20.590
(Incl. Vat)
FREE! Sandisk
Compact Flash 128MB

(click for more d_etails)

{_<;lick for more details}
Tohom

(click for more details)
"Tohom•

More Product •••
WHAT'S HOT

Special Price : 52,890
(Incl, Vat)

Book: nin~li'luAuiil1A'ru

httn· //v11111f\Af tnhnmP rnm/

UQllSJ1~

1Vla11e1if
tohor

... n

,·

HOT RELEASE

>>

f:ltl<l"i4"lU

BEST BUY

1111::911111
Al;llUUCl~Cll

200 A

f:. /'JQ f'JflflA

tohome.com - Shopping 24 Hrs. Lowest Price
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iimJll,
DVD:
The Lord of the Rings:
The Return of the King

Notebook :
Compaq Presario 2506AT
(2585AT)

Notebook :
Acer TravelMate 246FLC

Our Price : ~-~2 Baht

Our Price : 38,081 Baht
(Incl. Vat)

Our Price : 38.413 Baht
(Incl. Vat)

(clid\loLmornJ!et<i.ils)

(r;:!ic;k_ior_moce__cigt!!l!?1

lU5lfnvlf](lfl'I

tihinifi
;n1n1nfol
1111tl'.3t
lilllll

Jalking-Qict_New Super King
Book

E~

HIGHLIGHTS

tt!iantl
NE\VI

l'lfolJfo1

·::•:Customer Services
•: Career Opportunities
•: Contact Us
"'l&l't\lUtiA

Book:
<111ltu1;il'1Ai'1ilnml''1Ql1

Mobile:
GSPDA Xplore G88 Palm
Powered ( LA;il" 11Jr.<i1)

Mobile:
Nokia 7610
(lA;il,llUoi1)

Our Price : 89 Baht

Our Price: 19,590 Baht
(Ind. Vat)

Our Price : 21,900 Bal1t
(Incl. Vat)

(click for more details)

{clickloL111ore_det<lJl.sJ

{r;:!lr;:k_fQJ__!I)QJ_~{l_e_tgi~J_

LU~at
llll

... 3flLL>nl
l'lil 111
n1m'hmilu
't~11\uni11
tiU'11lJ1Ui

\ili'l111Iu

l.li'll

"""'liull':

New RELEASES

Ail1Jfi1li;lil'
"mn1lun11
fl&11ilU0111

NEWI

aan"l:
ii'u'WLiilUn
'llil'1fi1t·
~-:ilUililn'ttJ
lilff

VCD:
Stuck On You
(Soundtrack)

VCD:
Live Concert

Our Price : 149 Baht

Our Price : 199 Baht

Our Price : 6,890 Baht
(Incl. Vat)

(click for more det<l1ls1

ll:lick fQLmore details}

w1~1o\'n w1~Liln

PDA:
Palm Zire 31 Handheld

ToP FAVORITES

~I

llJ
(m11ll01flu)

Mobile:
Siemens CF62
(lA;il\JLUoil)

Canon S200SP Color
Bubble Jet Printer

Our Price : 119 Baht

Our Price : 6,790 Bal1t

Our Price : 1,990 Baht

CD:
Exact best of Drama

Printer:

tohome.com - Shopping 24 Hrs. Lowest Price
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(Incl. Vat)

(Incl. Vat)

{r,;!J(:Js__f_o_r__mg_rn_(l_e_ti'Jj[s}

(QK;JsJg_r_mg_re d~till!fil

"H1nvi1uwuii;ill1>1vrn11>1lu website 'llil'1Ln n~rn1LL~'1na<1~L1!a1>1u1vi E-mail: error@tohome.com
If you found any error in our website, please alert us at E-mail : error@tohome.com How To Order

Payment Type
Deliverv Type
Condition & Policy
This page is best viewed by Internet Explorer 5 or higher at 800*600 resolutions
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