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Abstract
Online shopping sites have recently gained momentum in India. Since the
ecommerce industry is in infancy state, customer (end user) satisfaction with the
online shopping is the prime concern because decreasing customer satisfaction
leads to negative electronic word of mouth (eWOM) which is very severe for the
business. Through a dataset gathered from 127 online shopping customers in
with respect to online shopping sites in India, this study investigates the role of
website quality, information integrity and perceived behavioral control on
customers’ online experience, which in turn influences usage and satisfaction.
One of the key results is that the online customer experience has a larger
influence on satisfaction rather than usage.
Keywords: Online shopping site; Online customer experience; Research
study; India
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INTRODUCTION
The emergence of Internet has unexpectedly created the opportunities in various
fields. Internet along with technology has paved a remarkable pathway in the
world of electronic devices like computers, mobile and other related gadgets, one
of them being e-commerce.
Online Shopping site uses Internet as a remote delivery channel for shopping
services for seeking information and conducting transactions. Essentially it is an
electronic customer interface. It specifically provides a unique combination of
real-time processing and the convenience of location and time. But there are
issues of concern to the customer like the loss of personal attention and security
of information. Online Shopping sites can operate at different cumulative
functional levels namely Informational, Communicative and Transactional. At the
informational level, the site provides information about the different products and
services. At the communication level there is interaction limited to email, static
enquiries and information updates. At transactional level, selection of the
product, making an order and payment transactions can be conducted. However
value proposition to the customer at the transactional level of online shopping
site is the highest. At the transactional level, there are various functionalities to
be supported and other concerns associated with the functionalities emerge. For
example, to provide mechanism of bill payment, coordination with the vendors’
information system or the bank has to be established.
According to the web source of Gartner Inc [1], the India ecommerce market will
reach $6 billion in 2015 a 70 percent increase over 2014 revenue of $3.5 billion.
According to a report of PwC India [2], E-commerce is relatively a novel concept.
According to the report, e-commerce has taken significant strides in US and
China however the industry in India is, still at its infancy. This is justified by the
fact that the big players in the Indian E-commerce industry like Flipkart, Snap
Deal and Amazon have been launched in the last few years (i.e Flipkart in 2007,
Snap Deal in 2010 and Amazon in 2012). On the other hand, there is a trend of
physical shopping malls growing in size as well as numbers in India according to
a web report of Hindu Business line [3]. Under such circumstances, when the
consumer has a choice of choosing the place from where shopping can be done,
consumer satisfaction with the online shopping in India is the prime concern
because decreasing customer satisfaction leads to negative electronic word of
mouth (eWOM) which is very severe for the business.
Customer satisfaction in the context is the culmination of online customer
experiences. Online customer experience is a perception that is left behind in the
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customer’s mind, formed by the amalgamation of the many pieces of sensory
information taken in during the encounter with the online shopping sites. The
positive and negative perceptions will mainly depend on the quality of the website
and the information along with the feeling of control over the operations done
through the website. The positive and negative perceptions can be understood in
terms of the benefits and the costs involved while using the shopping sites.
These perceptions are conceptualized as usefulness and ease of use.
Customers tend to use the site frequently if a positive perception is created while
shopping online. Thus the study of the determinants and the consequences of
online customer experience find its relevance in academic as well in managerial
perspective.
The objective of this study is to examine the role of quality of website and
information, perceived control on customer experience which in turn influences
the usage and satisfaction of online shopping sites.
In what follows, the review of literature on online customer experience is provided
and theoretical foundations of the research model are developed. Then
hypotheses are presented and tested. The research results and implications are
discussed.

LITERATURE REVIEW
Online customer experience (OCE)
The term “Experience” in most of the studies refer to the number of years of
exposure [4,5]. However, here OCE is referred to the subjective and qualitative
measure of experience when exposed to an environment. OCE plays a
significant role in converting a prospective customer to loyal customers.
According to Rose et al. [6] OCE has been defined as “the takeaway impression
formed by the people’s encounter with products and services and businesses”.
According to the authors, the take away impression is a collection of perceptions
which are a result of summing up sensory information during online interaction
with the interface. According to Technology Acceptance Model (TAM) proposed
by Davis [7], these perceptions are Perceived Usefulness (PU) and Perceived
Ease of Use (PEOU). According to the author,PU is the degree of a person’s
belief that using a particular technology improves their performance in the job,
whereas PEOU being the degree of a person’s belief that a specific system
would be free of effort. In the context of online shopping, the perception of
customers build during the interaction plays an important role in the acceptance
of online interface or shopping site.
The manifestation of OCE in terms of PU and PEOU can be justified as follows:
a. In the Cost Benefit Paradigm, PEOU can be considered as the cost and PU
can be considered as the benefit. In the context of online interfaces, PEOU is the
takeaway impression formed by the people when they encounter a online
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interface. If they encounter any problem, PEOU will be less and there is a
possibility to have a higher cost over the benefit thereby an indication of negative
experience.
b. Taking cue from motivation and hygiene theory proposed by Herzberg [8] for
OCE, PEOU sets the hygiene condition wherein it sets the minimum requirement
for having a positive experience. This also means that even if PEOU is
witnessed, there is an indicate towards positive experience but not necessarily
become a positive experience. PU on the other hand, sets the motivation
condition wherein the benefit in terms of improved productivity, convenience sets
the stage of having positive OCE. This also means that PU could be the
manifestation of sufficient condition of positive OCE.

Information integrity and website quality
According to Bolar, the Website features and Information Integrity were
considered as the determinants of the PU and PEOU. According to the author,
these two were considered as the important aspects of the technology interface
through which the customer develops perceptions about the Interface.
Information Integrity in particular suggests that the integrity of the information is
maintained if the information is accurate, complete, consistent, timely and
precise. There are other studies that also validated the positive relationship
between the system quality, output quality and the perceptions about the system
or technology [9-12].

Perceived behavioral control
According to Venkatesh and Bala [11], self-efficacy is the belief of an individual
concerning the ability to use a system or technology, whereas facilitating
condition refers to the individuals’ belief related to the convenience of
organizational resources and the support structure to assist the use of a system.
There are studies that validate that self-efficacy and facilitating conditions are
positive determinants of PEOU [11,13]. Both self efficacy and facilitating
conditions are the two different aspects of perceived behavioral control. On the
whole, perceived behavioral control is the construct reflecting the control over the
object as perceived by the user of the object either due to inherent confidence in
using it or having an external resource or support for using the same.

Usage and user satisfaction
There are many studies, which have validated the basic TAM, where in the PU
and PEOU are considered as motivations determining the usage of technology
[9,11]. According to Rose et al. [6], user satisfaction is different from customer
experience. According to the authors, user satisfaction is the evaluation of
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accumulated customer experience. This suggests that the OCE is the positive
determinant of user satisfaction.

RESEARCH OBJECTIVES
The objectives of the proposed research are as follows
1. To study the influence of quality of online shopping site, perceived behavioral
control on OCE.
2. To study the influence of OCE on usage and user satisfaction.

Theoretical framework and development of hypothesis
To achieve these objectives, a research model was developed based on the
conceptual framework. The conceptual framework builds on the theory of
planned behavior (TPB). TPB is an extension of the Theory of Reasoned Action
(TRA). TPB deals with those situations where the user does not have complete
volitional control over the behavior. According to Ajzen [14], the extension to TRA
is done by including Perceived Behavioral Control (PBC) as an antecedent to the
Behavioral response which consists of beliefs related to possession of requisite
resources and opportunities to carry out a behavior. However, in various studies
on TAM which is incidentally based on TRA, it has been validated that PBC be
treated as an antecedent to PEOU instead of behavioral response [11,13].
Noting the requisite changes required in the application of TPB, the research
model is developed which relates user perceptions of online shopping site
characteristics, PBC, OCE, usage and user satisfaction as shown in Figure 1.

Figure 1: Research model.

Research hypothesis
According to Bolar [15], a positive perception is created in the mind of customers
when the information provided on the website is accurate, current and well
organized as per customer requirement. The customer should be able to get all
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the information from the website. This argument also finds support from various
studies [11,13,16,17].
This forms the basis for formulating the following hypotheses
H1: Website quality positively influence perceived usefulness
H2: Website quality positively influence perceived ease of use
H3: Information integrity positively influence perceived usefulness
H4: Information integrity positively influence perceived ease of use
According to Venkatesh and Bala [11], a user gets motivation to interact with
technology when the user is confident enough to use the technology as well as
the resources provided by the website is helpful in performing their task. The
utility of a system enhances if the person is able to use it effortlessly thus having
a positive influence on perceived usefulness and perceived ease of use.
This forms the basis for formulating the following hypothesis:
H5: Perceived behavioral control positively influence perceived usefulness.
H6: Perceived behavioral control positively influence perceived ease of use.
According to Davis [9], the usage of the interface is influenced by user
motivations of the technology. According to Rose et al. [6], a user is satisfied only
when they can perceive the benefits and the usefulness of the technology. The
usefulness with investing less time and free from effort adds to customer
satisfaction.
This forms the basis for formulating the following hypothesis:
H7: Perceived usefulness positively influence usage.
H8: Perceived usefulness positively influence satisfaction.
H9: Perceived ease of use positively influence usage.
H10: Perceived ease of use positively influence satisfaction.

Data collection and methodology
The study was conducted in the context of Online Shopping sites in India. Online
Shopping sites could be considered as one of the rising delivery channels for
seeking information and conducting transactions. The survey research approach
was undertaken. The Online shoppers constituted the sampling unit for the
survey.
A structured questionnaire was designed for the purpose of collecting information
and was administered online. Most of the items on the questionnaire were
adapted from past literature. . The items of PU and PEOU were adapted from
Davis [9]. The items for information integrity, website quality, self-efficacy
facilitating condition were adapted from Bolar, Loiacono et al., Liao et al.,
Flowerday and Solmes, Palmer [15-19]. The items for customer satisfaction and
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usage were adapted from Venkatesh and Bala [11].
The online questionnaire was developed using Google Docs Form Application
Template. The advantage of using Google Docs Form Application Template is
that the responses are immediately stored along with a time stamp in a
spreadsheet database which can be only accessed by the researcher who
developed the questionnaire.
Initially, the link to the questionnaire was emailed to a mailing list of known
people. They were also requested to forward the mail to the people whom they
know who are using online shopping sites. Again the link to the questionnaire
was e-mailed to mailing list provided by known people to whom link was sent
initially giving their reference. This type of sampling is called snowball sampling
which is often used in case of hidden populations where the sampling frame does
not exist and there is a concern for individual privacy [20].
The content of the mail sent consisted of
1. A brief introduction of the researcher.
2. The description of the purpose of the research.
3. A request to submit responses at the link of online questionnaire.
A mailing list was developed from various forwards of emails sent to the
researcher which often contains the list of email addresses of people unknown to
the researcher. The content of the email had background information about the
researcher, purpose of the mail so that the email was not treated as any forward
or any spam mail.
Besides sending e-mails, the link of the questionnaire was also placed in various
social networking sites like Facebook and Linkedin. Responses were also
received offline on the paper-based questionnaire from known Internet users.
Information was received from 150 respondents over a period of two months.
The responses were downloaded as an Excel spreadsheet document. The
standard scores of all the study variables were calculated for all the 150
respondents. The respondents were filtered to 127 respondents based on
standard scores so as to achieve the skewness and kurtosis of each variable
within the range of ±2. This was done to remove outliers and achieve distribution
close to normal. The profile of the 127 respondents is shown in Table 1.
From the profile data, it can be inferred that the typical respondent of this survey
is a male youth with monthly family income above Rs. 30000 and with more than
2 years of Internet banking experience. The respondent had to provide their
responses with respect to only one online shopping site which they use often.
The breakup of the respondents with respect to the online shopping site for which
they responded is shown in Table 2.
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The breakup with respect to the Online Shopping sites is justified in the sense
that Amazon, Flipkart and Snapdeal are the three major players in the Indian ecommerce sector.
Table 1: Profile of respondents
Characteristics

Frequency

Percent

Age Group
>40
18-25
26-30
31-35
36-40

11
8.7
39
30.7
38
29.9
28
22.0
11
8.7
Monthly household income
Above Rs. 30000
82
64.6
Below Rs. 10000
10
7.9
Rs. 10000-19999
13
10.2
Rs. 20000-30000
22
17.3
Gender
Female
43
33.9
Male
84
66.1
Years of Experience of using Online shopping sites
1-2 years
38
29.9
Less than a year
25
19.7
More than 2 years
64
50.4
Total
127
100.0

The questionnaire was developed incorporating the descriptions about the
constructs. The questionnaire was pretested at two stages. During the first stage,
a pilot study was conducted with a group of doctoral scholars of a university with
whom the researcher could interact and discuss the difficulties in answering and
overall feedback on the questionnaire design. During the second stage, a quick
sort procedure was carried out with two academicians and two industry experts
to get consensus on the questions developed and the constructs to which they
belong. Ambiguous questions were either removed or reworded. The vagueness
of some relevant questions was reduced by supplementing it with additional
information and instances.
The format and sequences of items in the questionnaire are suitably modified to
reduce the common method bias in responses. Common method bias is
systematic measurement error which can happen if the responses are not exactly
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the true responses of the respondents but due to the way the questionnaire items
are sequenced. As discussed in Podsakoff et al. the problems of social
desirability implicit theory and illusory correlations can be sources of common
method bias. In this study, the questionnaire layout was developed based on the
suggestions given by Podsakoff et al. [21] such as creating psychological
separation between the predictor and the criterion variables. For instance, the
questionnaire was divided into four sections namely A, B, C and D. Each section
starts with explanation of the section and instructions to the respondents. The
respondent cannot answer the questions of a particular section unless all the
questions of the preceding section have received responses. However the
respondent can go back to an earlier section and make changes in the earlier
recorded responses. The layout of the questionnaire thus creates a psychological
separation between the items of the predictor and criterion constructs and keeps
the focus of the respondent on limited number of questions of a particular theme.
This reduces the formation of implicit theory and illusory correlations. Apart from
reducing common method bias, the Harmon’s single factor test was used to
assess common method bias as suggested in Malhotra et al. [22]. According to
Harmon’s single factor test, when a factor analysis is carried out using the
questionnaire items, if a single factor emerges from unrotated factor solution then
there is a likelihood of common method bias.
Table 2: Online shopping sites for which responses were given
Online Shopping site

Frequency

Percent

Amazon
Flipkart
Snapdeal
Jabong
Myntra
eBay
Others( Big Basket, Groupon, IRCTC)

21
62
22
12
4
3
3

16.5
48.8
17.3
9.4
3.2
2.4
2.4

Total

127

100.0

Exploratory Factor Analysis (EFA) was used in this research study to identify and
validate the constructs. Factor scores were used in multiple regression analysis
to test the Hypotheses stated earlier.

Data analysis and interpretation
As indicated in the research model, Information Integrity (II), Website Quality
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(WQ) and Perceived Behavioral Control (PBC) are proposed as the determinants
of the Online Customer Experience. Similarly the Online Customer experience is
proposed as the determinant of customer satisfaction and usage. Hence
Information Integrity, Website Quality and Perceived Behavioral Control are
considered to be at the same level. Similarly the Online Customer Experience
which is manifested as Perceived Usefulness and Perceived Ease of Use is
considered at another level. Customer satisfaction and usage are treated at the
same level. Therefore, three factor analysis were conducted.
Table 3: Results of the first factor analysis and reliability analysis

Inform
ation
Integri
ty

Measure of
Internal Consistency
(Indicator of Convergent Validity)
Cronbach Alpha
Percentage of variance explained
Statements/Items
The transaction information is accurate.
The transaction information is complete.
The transaction information is detailed.
The transaction information is consistent.
The transaction information is up to date.
The Site provides support or assistance
with respect to difficulty in conducting
transaction.
The Site provide me enough guidance for
conducting transactions.
I could carry out the transactions using
the Online shopping sites without
anybody's help.
Online resources are provided for
conducting the transaction.
I feel confident understanding the
terms/words related to Online shopping.

0.920

Component
Percei
Website
ved
Quality
Behavi
oral
Contro
l
0.908
0.923

55.46

11.94
7.91
Factor Loadings
.865
.806
.785
.762
.752
.797

.795
.768

.755
.748
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I have adequate knowledge and skills to
use the Online shopping sites for
conducting transactions.
The Web site is very interactive.
The Web has an attractive appearance.
The Web site is well organized.
The Web site is reliable.

.697

.821
.815
.750
.619

The items concerned with II, WQ, and self-efficacy and facilitating condition was
subjected to the first factor analysis. The Kaiser-Meyer- Olkin (KMO), a measure
of the sampling adequacy was 0.882 and the Barlett’s Test of sphericity was
significant justifying the use of PCA. Three interpretable factors were obtained
and suitably named as II, PBC and WQ. The factors obtained accounted for a
total variance of 75.31% of which first factor accounts for 55.46 %, second factor
11.94 % and third factor explained 7.91% (Table 3).
Table 4: Results of the second factor analysis and reliability analysis

Measure of
Internal Consistency
Convergent Validity) Cronbach Alpha
Percentage of variance explained
Statements/Items

(Indicator

of

Interacting with Online shopping site does not require a lot of
my mental effort.
I find it easy to get Online shopping site to do what I want it
to do.
My interaction with Online shopping site is clear and
understandable.
I find Online shopping site easy to use.
Online shopping sites have enhanced my effectiveness in
shopping.
Online shopping sites have
improved my shopping
experience.
With Online Shopping sites, I save a lot of time and money
in shopping

Component
Ease
Usefuln
of Use
ess
0.845
0.863
61.49
12.07
Factor loadings
.806
.798
.734
.699
.917
.834
.656

The items concerned with PU and PEOU were subjected to the second factor
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analysis. The KMO was 0.892 and the Barlett’s Test of sphericity was significant
justifying the use of PCA.
Table 5: Results of the third factor analysis and reliability analysis

Measure of Internal Consistency (Indicator of Convergent
Validity) Cronbach Alpha
Percentage of variance explained
Statements/Items
Compared to other Internet shopping sites, I am satisfied with
the shopping experience I have had on this Online shopping site.
I am relatively satisfied with the product information provided on
this Online shopping site
I am relatively satisfied with the additional services (i.e.,
order/delivery/return) provided on this Online shopping site.
I think shopping is pleasant when I shop online.
I am relatively satisfied with the Online Shopping Experience I
have had on this Online shopping site.
I do a lot of shopping online.
I use websites frequently for shopping online.

Component
User
Usag
Satisfa
e
ction
0.895
0.884
61.48
15.78
Factor loadings
.867
.859
.839
.693
.680
.922
.890

Table 6: Results of the first and second regression analysis
Depende
nt
Variable

II
Beta

PEOU
PU

0.218
0.425

Pvalue
0.006
0.000

Independent Variables
WQ
PBC
Beta
P-value Beta
0.194
0.460

0.013
0.000

0.420
0.231

P-value

R2

0.000
0.001

0.262
0.445

Two interpretable factors were obtained and suitably named as PEOU and PU.
The factors obtained accounted for a total variance of 73.56% of which first factor
accounts for 61.49 %, and the second factor 11.94 % (Table 4).

JIBC August 2015, Vol. 20, No.2

- 13 -

Table 7: Results of the third and fourth regression analysis

Dependent
Variable
Usage
Satisfaction

Independent Variables
PEOU
Beta
0.245
0.316

P-value
0.004
0.000

PU
Beta
0.253
0.629

P-value
0.003
0.000

R2
0.124
0.496

The items concerned with usage and customer satisfaction were subjected to the
third factor analysis. The KMO was 0.87 and the Barlett’s Test of sphericity was
significant justifying the use of PCA. Two interpretable factors were obtained and
suitably named as Usage and Customer /User Satisfaction. The factors obtained
accounted for a total variance of 77.26% of which first factor accounts for
61.48%, and the second factor 15.78% (Table 5).
The measure of internal consistency, coefficient alpha, was also computed for
the items with the given factor. Coefficient (Cronbach) alpha for each of the
factors was greater than 0.7 which is acceptable according to the
recommendation from Nunnally [23].
Factor loadings below 0.4 were suppressed. The absence of cross loadings
indicates discriminant validity i.e the items clearly belong to one factor and do not
belong to the others. Similarly the high values of Coefficient alpha indicate
convergent validity.
The hypothesis was tested using multiple linear regression analysis. The first six
hypotheses were tested using two regression analysis, where the Independent
variables were information integrity, website quality and perceived behavioral
control in each regression analysis whereas the dependent variables were
perceived ease of use and perceived usefulness respectively. The results of this
regression analysis are shown in Table 6.
By examining the p-values given in the table and the sign of the estimates, it can
be inferred that there are significant positive relationship between:
1. Perceived ease of use and information integrity at 1% significance level.
2. Perceived ease of use and website quality at 5% significance level.
3. Perceived ease of use and perceived behavioral control at 1% significance
level.
4. Perceived usefulness and information integrity at 1% significance level.
5. Perceived usefulness and website quality at 1% significance level.
6. Perceived usefulness and perceived behavioral control at 1% significance
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level.
The other four were hypothesis were tested using two regression analysis, where
the Independent variables were Perceived Ease Of Use and Perceived
Usefulness in each regression analysis whereas the dependent variables were
Usage and Satisfaction respectively. The results of this regression analysis are
shown in Table 7.
By examining the p-values given in the table and the sign of the estimates, it can
be
Inferred that there are significant positive relationship between
1. Usage and perceived ease of use at 1% significance level
2. Satisfaction and perceived ease of use at 1% significance level
3. Usage and perceived usefulness at 1% significance level
4. Satisfaction and perceived usefulness at 1% significance level

DISCUSSION AND IMPLICATIONS
Though all the hypothesis proposed were accepted there are some interesting
observations in the results.

Relative importance of the determinants of online customer
experience
When Perceived Ease of Use is considered as one of the manifestations of
Online Customer Experience, it is referred as the hygiene condition or the
necessary condition to have a positive feeling about the interface. Considering
the relative importance of its determinants based on the comparison of
standardized estimates, perceived behavioral control plays the most important
role followed by Information Integrity and Website Quality. This indicates that the
user wants support as well as confidence in order to be at ease while using the
interface. Information Integrity is the next important aspect wherein the user
wants to ensure that the transaction conducted by the user is not manipulated or
misused in any way.
When Perceived Usefulness is considered as one of the manifestations of online
customer experience, it is referred as the motivation to have a positive feeling
about the interface. Considering the relative importance of its determinants
based on the comparison of standardized estimates, web site quality plays the
most important role followed by Information Integrity and Perceived behavioral
control. This is justified in the sense the website quality in terms of appearance
and interaction will definitely attract the user and the user feels gratified.
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Relative influence of online customer experience on usage and
satisfaction
Satisfaction is defined as the culmination of online customer experience. From
the results it can be observed the influence of online customer experience is
more on satisfaction compared to usage (as indicated by R2). This is justified as
usage of the shopping site is based on the requirement and not necessarily
always based on the customer experience. However satisfaction is purely an
evaluation of the user based on the experience.

Limitations and future research directions
This study was conducted among Online shopping site users in India. The results
of this study were obtained using cross-sectional data. End-user behavior to a
particular interface may not remain the same at all times. For instance, a novice
at the technology may become an expert at the same during some span of time.
Hence, results from longitudinal studies may be more reliable and valid. Future
studies may obtain longitudinal data while testing the research model. The
sample size for this study is not adequate for using better analysis techniques
such as structured equation modeling. A larger sample covering the responses
with respect to interfaces of different online shopping sites, may yield more
reliable and valid results.
Most of the responses in this study were obtained online. However it would be
interesting to compare the results obtained based on the online responses with
the results obtained based on the offline responses.
The role of user profile in the model can be an interesting addendum. In TAM,
especially for the organizational setting, study has been conducted by Agarwal
and Prasad [24].
Similarly Bolar [15] has tested the moderating role of the user demographics in
the context of Internet banking.
Finally, the research model used in this study can be tested for mobile interfaces
where the challenge is to provide optimum menu for limited screen space.

CONCLUSIONS
From the discussion of the results, the following conclusions can be made
1. In the context of e-commerce acceptance, user satisfaction with the shopping
site turns out to be the better indicator of acceptance of the shopping site rather
than the usage itself. This draws back the attention to the Information Systems
Success Model proposed by Delone and Mclean [25] where they relate the net
benefits to user satisfaction. Also in the other study by Ingham et al. [26], it was
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revealed that in the studies of e-commerce, the user motivations proposed in
TAM influence the attitude of the user towards the shopping sites. Now the
interesting proposition is to equate the meaning of customer satisfaction and
attitude. Does the meaning of a better attitude towards a technology refer to high
user satisfaction? If that is so, this proposes for the integration between the
Information Systems Success Model and the Technology Acceptance Model
wherein the customer satisfaction or attitude can be the bridge between two
models.
2. Online customer experience can be understood to have two components
wherein there is an experience of the hygiene condition in terms of perceived
ease of use and there is an experience of the motivation condition in terms of
perceived usefulness.
3. When it comes to serve the hygiene condition i.e. to ensure that the end-user
is at ease, perceived behavioral control should be the variable of interest for the
website designers and online retailers. This suggests that the online support and
tracking feature should be provided in the shopping site so that the user gets
confidence and thereby is at ease while using the shopping site.
4. When it comes to serve the motivation condition i.e. to keep the end-user
coming back for more purchase to the shopping site, the website quality and
information integrity are the variables of interest for the website designers and
online retailers.
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