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Abstract

The internet chopping for various cuctomeroc ic being accepted oo on
olternative chopping mode rather thon viaiting the phyacical ctorec. The
Internet aca global medium icquickly gaining focucond ottractiveneco
oo the moat revolutionoary morketing tool. The global noture of
communicotion ond chopping hacacwell redefined, ceeing thot it icthe
perfect mode for online chopping otorec. The penetration of
Information Technology in Indic hoc enobled e-tailing
orgomizationoto opprooch lorger cuctomer bace. Thicrecearch otudy
focuces on exploring the mojor foctorc thot lead to cuctomer
aoticfoction in online retoiling in Indio. It aloo leadoto underctonding
the theoriecof relationchip between variousfoctorcof online buying in
Indion market by capturing the peropectivesof customercwith regpect
to their ooticfoction. Ifthe online retoiler knowathe foctorsinfluencing
the cuctomer cuticfoction levels, ond the acoociotion between thece
factorc ond the type of online buyers, then they con adopt their own
morketing otrotegiec to convert potentiol cuctomerc into octive
customerc. The reault of thic ctudy ocoicte the online retailerc in
targeting customercond adopting offective online morketing otrotegiec
to improve their cotiofied cuctomer bace. The purpoce of thicctudy ic
to examine the influence of variouc foctorcon cuctomer coticfoction in
online chopping. Thicctudy of cuctomer cuticfoction icbaced on the
cuctomer online buying intentionowith the cuctomer playing the three
dictinctrolecofucer, poyer ond buyer.

Keywords: Online Retoiling,Cuctomer E-Saticfoction, Online
Cuctomer.

Introduction

Cuctomer icthe importont factor for the cucceas of ony buciness. So,
meoourement of cuctomer cuticfoction ic becoming eccentiol for the
long term cuctainobility of any orgemization. Cuctomer cuticfoction
helpo orgonizationo to plon the marketing octivities aiming ot the
growth the bucinecs. More the competition, higher icthe nececvity to
keep the cuctomerc ootiofied. The biggeot benefit of electronic
retoiling compared to other retoil formots ic the voot number of
olternativesthat become available to e-cuctomers.  In thiccompetitive
aotmoophere, it becomec ecentiol to underctond the foctors which
might offect cuctomer cutiofoction in the Indion online retail cector.
The world of online chopping ic o highly competitive field wherein
online retailerc conctontly ctrive to create on imprecoive imoge in the
mindo of the cuctomera. Meoaouring cuctomer cuticfoction ic very
importont for online retoilerc acit recultoin achieving loyol cuctomer
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ond aloo ottrocto new potential cuctomerc. Webaite decign
playc very importont role in ottrocting e-cuctomerc in
etailing environment. Service quality ic onother importont
foctor that chowo direct impoct on cuctomer e-ooticfoction.
Service quality con be underctood acproviding the required
cervice to cuctomer in order to meet ond exceed cuctomer
expectationc on the online retail otore, which will help the
online retoiler in increocing the cuctomer e-cuticfoction
level. Information quality icon importont foctor for online
retailerc to build truct in e-cuctomerc.  Quality of
information helpo the e-cuctomer to toke oppropriote
purchoce deciaion in online retoil otore. Information quality
reducecthe time token to cearch the required information of
o product by e-cuctomer in online retail webaite, thicchowo
direct influence on cuctomer e-cuticfoction on the online
retail otore. Cuctomer e-cuticfoction ic very importont for
online retailerc, acthe cutiofied cuctomer may get bock to the
online retoil webadite for repeot purchoce in future.
Attractive ond eooy to uce webaite decign may improve
traffic to online retail weboaite, ac eoce of uce i6 one of the
influencing foctorsfor e-cuctomer to conaider ony particulor
weboaite for chopping needs. Recent ond advonced method
of capturing cuctomer feedback ond cuctomer cutiofoction ic
by utilizing cocial media plotformo.  Online retailer con
porticipate in cocial media platformo ond copture cuctomer
feedbock ond reach out to them to moke them ooticfied, oo
cociol mediaplotform providestwo woy communicotiona.

Conceptual Framework:

The importonce of meoouring cuctomer e-coticfoction icone
of the key to plon cuctomer retention. Cuctomer e-
ootiofoction leveloneed to be onalyzed ond the application of
the knowledge of cuctomer e-cuticfoction ic ecoentiol to
ectobliching o long-term relationchip with cuctomer.
Generolly a well coticfied cuctomer otoyc longer. Online
Retoilero may not be able to provide better cervicecto their
cuctomerc unleco cuctomer expectotions ore known.
Cuctomer expectationc con be recognized through the
knowledge of e-auticfaction levels. Thic nececditates the
meoourement of cuctomer e-cutiofaction level which in turn
poctulatesdetermination of the factorsinfluencing it.

From the obove preamble, the following quedtioncemerge:

o.  Whot are the variouc foctors influencing the cuctomer
for purchooing in online;

b. How doec quality of 'cuctomer cervice' influence
cuctomer'ce-cutiofoction;

c. How doec'aoouronce to cuctomer' influence cuctomer'c
e-ootiofaction;

d. How doec 'availobility to cuctomer' influence
cuctomer'ce-coticfoction;

e. How doec 'attention to cuctomer' influence cuctomer'c
e-outiofoction;
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Literature Review:

Ahn et al., (2004) opined thot both online featurec ond
offline feoturec are importont for online vendorc oo
cudtomerc look ot both online ond offline featurec while
evoluating the quolity varioblea.

Bokos (2001) opined thot online cuctomerc have the
odvontage of lower prices ond more choice availoble in
online chopping environment. With the advoncement of
technology online merchontc con eacily underctond the
cuatomer preferencecond provide good cervice.

Bijolwon ond Sirowal (2013) opined that cuctomeroprefer to
ocove time in chopping. Online retail ctorec provide thic
focility of time coving acthe cuctomer con purchoce decired
goodoonline. Online retail ctorecare providing goodoot lecs
expenaive pricecto the customerc. Cuctomer retention icthe
mojor challenge for the web retailer. [03]Burt ond Sporkc
(2003) opined thot the focility of celf-cervice in online
retoiling environment allowo the cuctomer to celect oo per
their choice, freedom on cubctitute product decicion ond free
to replace goodoinatontly while choocing. Thicgiveseace of
celection to cuctomer ond increoce in colec to online
retailera. Online cuctomerchave the advontage of viewing
the products from multiple cupplierc in online retailing
environment.

Chinwubo ond Egene (2013) opined that delivering what ic
of volue to the cuctomer ic importont for orgonizotions to
generote repeat bucinecs.  Meaouring intongible
expectationcof cuctomer icvery difficult. Quality of cervice
ic very importont for ony buciness cucceco.  Greater
cuatomer cervice con deliver the amozing experience to the
cuctomer.

Collier ond Bienctock (2006) opined that it icvery importont
that online vendorchave to give aignificonce to the delivery
of purchaced goods, cuch ac how the ordered goodo are
received by the cuctomer. The quality of troncuction'crecult
directly offectc cuctomer cuticfoction levels. They way
online retoilerc hondle the cervice recovery chowo direct
impoct on cuctomer coticfoction. Cuctomer otaying on the
eToil webaite dependo on the kind of interaction focility or
the functionality provided by the online retailer in their web
aite.

Dhormowiryo ond Smith (2012) opined that underctonding
the target morket iovery importont for the online vendorsto
get oucceaoin the competitive morket. Age ond experience
of the cuctomer are alco importont factorsthot online vendor
ochould conaider while underctonding the torget morket. It
ic ouggeoted that online vendorc chould create eacy to uce
online ctore in order to goin repeat purchoce from cuctomera.
Good brond imoge in the morket icvery importont for online
vendorc,
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Doherty ond Chadwick (2010) ocuggected that online
retailerc hoave to build their marketing ctrategies by giving
importonce to cocial medio morketing concepto. In order to
provide higheat levelo of cervice to the cuctomers, the
retoilerc have to conaider the otrategies of integroting their
online ond offline chonnelc more effectively. They aloo
opined thot the retailerowho are technically expert ond good
ot internet concepto will dominate the market oo they gain
better underctonding of their cuctomera.

Fiona et al., (2007) cuggected thot online retailerc have to
give importonce to their web cite ond encure thot oll the
recourcec ond copobilities to be aligned ond integrated to
achieve the deaired benefits. It icvery importont for online
vendorc to be ottentive and regpond to ony new online
initiotivesin the competitive morket.

Collaond Lopoule (2012) opined thot price icvery importont
for retoil cuctomers. The webaite of online merchont chould
provide voriouc functiong including good novigotion
featurec ond outomotic ceorch engine to cotiofy the online
cuctomer.

Ghooh (2014) opined that effective ond quick ofter culec
crvice improvec the cuctomer cuticfaction level in the
online buyerc in Indion environment. It ic cuggected that
incorporoating the local longuoge in the online retoil web citec
ottroctomore rurol cuctomerain Indio.

Hung et ol., (2014) opined that cuctomerc feel hoppy if the
cervice quolity of the online retoiler ic good. Leoding
retailercollow their customeracto return the goodopurchoced
online to ony of their phyacical ctoresif they wich to return,
thic ic pocoible oo their online oyctem integrotec cuctomer
informotion ocrocs colec chonnele.  Cuctomer feelo
comfortoble with thic focility. [12]Jiong ond Rocenbloom
(2005) ouggected that Cuctomerc have more poaitive
price perception obout online retailerc who ore more
tructworthy in fulfillment. Cuctomer cervice chould be the
high priority for online retoilerc. It ic very importont for
online retoilerc to mointoin worthy online information ond
interactive communicotion to encouroge cuctomerc to
reviait the online otore. Cuctomer tectimoniolc alco ploy on
importont role in attrocting cuctomerc to online retail ctore.
Mointoining error free ond accurate billing oyotem giveo
confidence to cuctomercon online retailer. Both online and
offline after culec ocupport ic very importont for online
retailing environment.

Jirodilok et al., (2014) have ctudied the cuctomer coticfaction
on online purchacing and obcerved thot the volue acouronce
ond empathy ore the moct influentiol foctors of cuctomer
being outiofied with online chopping. Thicicapplicable for
both new online buyerc ond the buyerc with come prior
online chopping experience. They oloo cuggeoted online
vendorc to enoure that the cuctomer receivec the goodo oo
promiced.
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Jun et ol., (2003) obcerved that cervice quality ic the
importont foctor in enhoncing the cuctomer cutiofaction in
online retailing environment. They hove cuggected online
retailerc to implement informotion cyctemo thot integrate
their online ond offline operations to advonce delivery
performance. Perconalized cervices to customerc ore olco
importont in moking online cuctomer coticfied.

Kim et al., (2009) opined thot it ic importont for online
retoilerc to moke the web aite pleacuroble to amplify the
cuctomer ottitude towords the webaite ond purchocing
intention. Cuctomer's emotion ic poaitively acoociated with
ottitude towordothe web aite ond purchoocing intention. The
way productc are dioployed on the retoiler webaite olco
influenceccuctomer'sevaluotion of productac.

Kim ond Lim (2001) ocuggected thot providing uceful ond
occurate informotion in the webaite ic very importont.
Entertoinment factor to be united with excellent information
in order to cutiofy online cuctomera.

Koivumoki (2001) opined that there ic o poaitive
relationchip between cuctomer ocuticfoction ond pocoibility
of repeat purchoce. In oddition to the repeot purchace,
cuatomer outiofoction helpo the online vendors in retoining
the exicting cuctomera.

Lee and Lin (2005) obeerved thot online vendor con ochieve
e-cuctomer cutiofoction by enouring the delivery of productc
oo promiced, providing occurate information ond focuc on
cecurity of online troncoctiona.

Lee ond Joochi (2007) cuggected that online ctorec chould
provide the information relating to oll the elementc of culec
troncoction otorting from product cearch to delivery to the
cuctomer in addition to the product detoile. It ic obcerved
that informed cucstomer icexpected to be cuticfied cuctomer.

Linetoal., (2011) opined that cuctomercconaider the product
ond delivery oo very importont foctors of cuticfoction in
online retailing environment. They ocuggected online
retailerc to maintoin quality of delivery by adhering to the
ogreed timeline ond oofe pocking of the producto
[211Mondal ond Bhottochoryo (2013) hove otudied the
concept of cuctomer ocuticfoction ond mentioned thot it ic
importont to underctond the cuctomer expectations on the
product before the octuol purchoce and the reactione of the
cuctomer ofter the purchoce ond octuol uce of the purchaced
product.

Noyyor ond Gupta (2011) cuggected thot eacy novigotion
feature on the online retoil webacite, multiple poyment
optionc ond innovative cuctomer reach progromoc ore
winning foctoro for online retoilerc in achieving more
bucineso. Attroctive diccountson productomay omplify the
client bace for online retailerc.
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Neupone (2014) ctudied the relationchip between cuctomer
ootiofoction ond buciness performonce by collecting dota
from 230 reopondents ond found that cuctomer coticfoction
hacpoaitive relationchip with bucinecsperformonce.

Poark ond Kim (2003) in their otudy on identifying key
foctorcoffecting cuctomer purchooing behavior in on online
chopping context opined that product information quality
thot ic provided by the online retoiler in the webdite ic on
importont foctor that chowsimpact on cuctomer'sloyalty to
the web otore. Ucer interfoce quality ic aloco on importont
foctor in online retoiler webaite.

Qinghe et ol., (2014) opined thoat online chopping ic
becoming fomouc with the increoce in the uce of web
environment or the internet. It ic ocuggected thot
categorizotion of productoin online retail tore mokeoit eaoy
for the online buyer to chooce the deaired product quickly.

Shergill ond Chen (2005) ocuggected that the weboaite
ombience, ond how it functiong playc onimportont role
in ochieving online cuctomer cuticfoction. Efficiency ond
uacobility of the etailer'cwebaite con moke the online buying
proceaseacy ond goin cuctomer confidence in the web aite.
Iticouggeated thot online retailerccon achieve more cucceso
by chooacing well-known or bronded productc to morket
online. Order tracking focility ond return procecs are alco
importont for web retailer to moke cuctomer cutiofied. [27]

Shorter et ol., (2008) opined that cuctomerc prefer online
chopping acit coveo lot of time. Online chopping providec
the focility of delivering the purchoced goodo ot the
cuctomer door otep.

Zhenxiong ond Lijie (2011) opined that online cuctomercare
cenaitive obout price. Generolly the online vendors adopt
certoin promotional octivitiecsouch acdiccountson price ond
reduction of chipping coct to achieve more customerc. Aca
foct of cuctomer motivation or cuctomer incentive to
purchooe online one chould underctond the difference of
total coct of offline purchace ond online purchace including
delivery chargea.

Research Methodology:
Objectives Of The Study:

o. To explore the importonce of cuctomer e-cuticfoction in
Online Retailing.

b. To underctond relationchip of cervice quality, acouronce to
cuctomer, oftention to cuctomer ond ovoilobility to
cuctomer with cuctomer e-ooticfoction in online
retoiling context.

Sampling Design:

Thicrecearch poper ic confined to ctudy the importonce of
cuctomer e-Sotiofoction in online retailing context with
opeciol focuc to ottention to cuctomer, availobility to
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cuctomer, aoouronce to cuctomer ond cervice to cuctomer.
The population under conaideration in thicotudy ic grouped
baced on their occupation, income, oge ond their gender.
Individuolo with prior online chopping experience were
celected aorespondentsto thicotudy. Dotaiceollected from
o comple of 252 regpondents in Guntur, Andhra Prodech,
who are online buyerc.

Methods Of Data Collection:
Source of Data:

Dota ic collected through both primory ond cecondory
oourcecof data.  The precentreceorch work icadeccriptive
otudy, which includecsourveycond finding of varioucaopects
related to cuctomer e-coticfoction. The receorch inotrument
uced for collecting the dato ic o well otructured
quectionnaire. The quectionnoire wocsodminictrated in cuch
away that it coutiouoly recordothe cuticfaction levelo. The
cuatomercowere acked to provide their expectationcon a five
point ccole (Strongly Agree [1], Somewhot Agree [2],
Neutrol [3], Somewhat Dicugree [4], Strongly Dicogree [5])
regording ottributec of online retoiling. Quedtionc in the
quectionnoire were fromed in ouch o monner that the
reopondent givec their opinion moctly for quections on thic
five point ccole. The firat port of the quectionnaire woo
oimed ot collecting the demogrophic detoilc of the
reopondenta.  And the cecond port included the itemo to
meooure voriouc dimencionc of cuctomer outicfoction.
Secondary dotaiceollected through voariousbooka, bucineco
mogozines, journals, newapopers, web cites and recearch
ctudiec.

Research Tools:
Data Analysis:

In order to aooeao the cutiofaction level regrecoion onolycic
wooperformed on the vorioblesunder otudy nomely cervice
to cuctomer, acourcnce to cuctomer, avoilobility to cuctomer
ond attention to cuctomer. The foctorc were identified by
meono of regponce baced on Likert acale for underctonding
cuatomer'caouticfoction, were onalyzed ond grouped through
factor onalycic method ucing SPSS pockoge. In onolyzing
variouc factors influencing cuctomer cutiofaction, the firat
otep uced wooto find out the adequocy of the comple through
KMO ond Bartlett'stect.

Hypothesis:

H1: Service to cuctomer hoopoaitive influence on cuctomer
overall coticfaction in online retoiling.

H2: Acouronce to cuctomer hac poditive influence on
cuctomer overall coticfaction in online retoiling.

H3: Attention to cuctomer hoo poditive influence on
cuctomer overall cuticfaction in online retoiling.
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H4: Availobility to cuctomer hac poditive influence on
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cuctomer overall cuticfaction in online retoiling.

Data Analysis:
Reliability test
Item-Total Statistics
Scale Scale
Meon if | Vorionce if | Corrected Cronbach'c
Item Item Item-Total | Alphaif Item
Deleted Deleted Correlotion Deleted
Online product reviewo 32.35 137.312 .685 910
Updoting cuctomer on the 32.36 144.374 453 915
product avoilobility
Collection of Cuctomer 32.31 141.066 .543 913
feedback
Cuctomer quectionc cnowered 32.23 143.716 436 915
well
After aule cervice 32.14 137.175 .645 910
Secure poyment option 32.17 137.196 .646 910
Expected dote of otock arrivol 32.08 137.010 558 913
Order Confirmation email 32.17 138.092 .663 910
Privacy Policy clearly otated 32.23 138.080 .655 910
Return policy clearly otated 32.26 139.820 .583 912
Cach on Delivery focility 32.17 137.531 .632 911
Online cuctomer cupport 32.33 142.980 484 914
chotting focility
Service Recovery 32.25 143.852 459 915
Free chipment focility 32.04 132.695 729 .908
Suggeadting olternative productc 32.45 147.930 295 918
Dioplay of recently purchaced 32.27 137.299 621 911
lict of itemo
Dioplay of wich lict 32.21 138.462 .634 911
Dioplay of recently viaited lict 32.22 138.006 .600 912
Dioplay of itemomoct vicited by 32.35 144.293 408 916
other buyerc
Focuoback the curcor ot the 32.27 140.120 .570 912
celected item among the full lict
Acreliobility tect wasconducted ucing SPSS 19.0 vercion for ~ Factor analysis:

meaouring overoll conaiatency of 20 varioblec. For all the
variobles, Chronbock'solpha volue woomore thon 0.7 which
aignifiecadequocy of variobles for the onolycicbut from the
column corrected item for totol correlation, one varioble
“Expected data of otock arrival ictoo low i.e., lecothon 0.35.
Foctor onolycic wao conducted excluding the varioble
“Expected data.of atock arrivol”.
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Foctor analyaic for reducing the dimensionc woo conducted
on remaining 19 variobles. Four components (Dimenciono)
were extracted ond thece four components were exploined
61.153% of total varionce of the voriobles. Theoe
componentc were exploined from rotated component
motrix. The four componentowere:
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KMO ond Bortlett's tect option wac celected to tect the
ocomple odequocy, Kaicer-Meyer comple odequocy volue
woo 0.890 which greater thon 0.6 ond cignificance volue ic
0.000 which ic leos than 0.05. Both porometerc were

Table: 1 Factor Analysis

Component

Name of
component

Variables of component

Chronback’s
alpha

Updoting cuctomer on the product
availobility

Service to

Expected dote of otock arrival

cuctomer

After cole cervice

Free chipment focility

Dioplay of wich lict

0.912

Secure payment option

Order Confirmation emoil

Aaoouronce to

Privacy Policy clearly ototed

cuctomer

Return policy cleorly ototed

Caoch on Delivery focility

0.911

Collection of Cuctomer feedback

Dioplay of recently purchaced lict of
itemo

Attention to
cuctomer

Dioplay of itemomoct vicited by other
buyerc

Dioplay of recently viaited lict

Focuoback the curcor at the celected
item omong the full lict

0.912

Cuctomer quectionc anowered well

Service Recovery

Availobility to

Online product reviewo

cuctomer

Suggedting olternotive producto

Online cuctomer cupport chotting
facility

0.913

Table: 2 KMO and Bartlett’s Test

KMO and Bartlett's Test
Kaicer-Meyer-Olkin Meaoure of Sompling .890
Adequocy.

Bartlett's Teot of Approx. Chi-Squoare 2333.600
Sphericity Df 171
Sig. .000

Regression analysis:

Table:3 Model Summary

Adjucted R | Std. Error of
Model R R Squoare Square the Ectimate
1 752" .566 .559 741
o. Predictorc: (Conctont)

Source: Primary doto

outiofied ond it con be claimed that adequote cumple haobeen
uced for knowing cuctomer coticfoction on online troding.

Coefficient of determination adjucted R oquore volue woo
0.559 in which predictor variobles ore explained the

relationchip with dependent varioble. It con be cloimed thot
56% of relation wasexplained overall.
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Table: 4 ANOVA"
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Sum of
Model Squarec df Meon Square F Sig.
Regrecoion 176.721 4 44.180 80.507 .000“
1  |Reaidual 135.548 247 .549
Totol 312.270 251

o. Predictora: (Conctont), Service to Cuctomer; Acourance to cuctomer; Attention

to Cuctomer ond Available to cuctomer

b. Dependent Vorioble: In generol cuticfaction

From the ANOVA table, cignificance volue wacs0.000 which
ic leos thon 0.05 which recults that impoct of predictor

Source: Primory doto

varioble on dependent varioble ore not come ond hoo
different percentage levelcof effectoon dependent variable.

Table: 5 Coefficients

Coefficients®
Unotondordized | Stondordized 95.0% Confidence
Coefficiento Coefficiento Intervol for B
Std. Lower Upper
Model B Error Beta T Sig. | Bound Bound
(Conctont) 1.706 .047 36.565| .000 1.614 1.798
Service to 444 .047 .398 9.495 | .000 352 536
Cuctomer
1 Acouronce to 258 .047 231 5.512 | .000 .166 350
Cuctomer
Attention to .594 .047 532 12.694 | .000 501 .686
Cuctomer
Avoiloble to 297 .047 266 6.353 | .000 205 389
Cuctomer
o. Dependent Vorioble: In generol coticfoction
Service to Cuctomer : RF1 Attention to Cuctomer : RF3
Aaoouronce to Cuctomer : RF2 Availoble to Cuctomer : RF4

Multiple regression equation:

Y = 1.706 + 0.398 RF1 + 0.231 RF2 + 0.532 RF3 +
0.266RF4

All predictor variobles were having leas thon 0.05 leveloof
oignificance, hence null hypothecic woo rejected that the
predictorcond dependent varioble were having dependency
relationchipc. Among the predictor voriobleg, higheat effect
on dependent voarioble woo Attention to cuctomer with
regrecoion coefficient of 0.532 ond followed by Service to
Cuctomer with 0.398.

Conclusion:
Findings:

All the four dimenacionc (cervice to cuctomer, acourance to
cuctomer, ottention to cuctomer ond availability to
cuctomer) ore having cignificonce level lecothon 0.05 hence
null hypothecesbetween overall 'cuctomer e-cutiofaction' oo
dependent vorioble to thece four dimencionoc ic rejected.
Therefore there ic a relation ond offect due to these four
dimenacionc (cervice to cuctomer, acouronce to cuctomer,
ottention to cuctomer ond avoilobility to cuctomer) on
overall 'cuctomer e-cuticfoction' in online retoiling.
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Source: Primory doto
Summary:

Online retoiling hac provided o new milectone ond
inexpenaive delivery chonnel for retoilerc to reoch out to
their cuctomera There would be on exponentiol growth in
the online retailing bucinecsin the current ccenario. Though
much icyet to be ochieved, remember online retailing ic o
new to voriouc groupo of people. With broadbond internet
acceaoatill occeanible to entire population, thicinductry may
oee on exploaive growth. Moot growth driverc ore
favor—-demogrophico, economy, changing lifectyle,
expooure to new ideoo. It i juct o quection of creating o
ouctoinoble eco oyotem for e-Retailing, which definitely
drivecthe growth of e-Retailing. The key growth drivercof
digital buciness under the reodlmo of online retoiling ore
convenience ond occurocy, feedbock monagement,
efficiency, queue monagement, acceocoibility, oand
cuctomizoation. Digital moduc operondi cimo ot fulfilling
thece requiaitec for giving better chopping experience to the
e-cuctomerc.  More ond more people ore accecoing the
internet through mobile co o mobile vercion of the aite oo
well ac promoo chould be initioted by the online retoilerc.
Conaidering thot cuctomerc moy not be very computer
ouvvy, the atepoinvolved in the purchoce process chould be
clearly exploined in the form of ademo video on the webaite.
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Limitations And Scope For Future Research:

Further rececrch con be initioted with oocial media
marketing concepto incorporated in online retoil morketing
atrategies. Receorcherccon conoider web experience ond
cuatomer feedbock occeptonce by online retoilerc for
betterment of  their cervicec in goining cuctomer
ooticfaction. Web adverticing effectiveneos, learning
monogement oyctem effectiveness, ucer fructration pointc
while buying goodo ond brond aworeneso of online retail
cuatomercoare potentiol topicofor further receorch work.

Suggestions:

Cuctomer oaticfaction ic o complex, dynomic,
multidimenaional process, ond oll morketing decicionc ore
baced on oaocoumptionc obout cuctomer ooticfoction.
Underatonding concumer e-cuticfaction ond what they volue
in on online environment ic crucial to online retoiler's for
meeting cuctomer's expectationc. Eaoy to uce navigational
featuresincorporated with foct delivery optionsond running
innovative cuctomer reoch programc could oct oo
encouroging foctor for online retoilerc.  Frequently
peroonolized informotion ond exclucively cuctomized
webaite could influence buying behavior of customerc in
online retoil environment. With the technology
advoncement, it ic better to incorporate cocial media
morketing conceptoin online retailing morketing otrotegiec.
Online retoilerochould give priority to deploy cuctomer web
experience monogement teom to enhonce continuoudly the
cuctomer outiofaction while buying goodo in online retoil
otore.
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