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Abstract - In the era of globalization, E-commerce is a great revolution, which has made life simple and innovative for 
everyone. In online shopping, customers demand to receive high quality products and services. If they perceive that the current 
e-store is unsatisfactory, they move away to another one easily. So customer satisfaction in an e-commerce platform is 
different from physical market where customers have access to see products. Like other countries, online shopping has 
gradually become more popular in Iran and competition among e-retailers becomes increasingly fierce in this industry. Thus, 
the purpose of this study was to investigate the key factors that affect the level of customer satisfaction in Digikala Company, 
which is the most famous B2C e-commerce platform in Iran. For this reason, emphasis took place on the elements of website 
design, information quality, website usability, order fulfillment quality, security and privacy, and also trust. Based on these 
factors, six hypotheses of the study were developed as part of the research model. A quantitative approach was employed. The 
survey was conducted with 416 respondents (convenience sampling) and data were gathered online through a 
self-administered questionnaire. Acquired data were analyzed with Multiple Regression in SPSS 18.0 and AMOS software. 
The findings revealed that there are positive significant relationships between all mentioned factors and customer satisfaction. 
Out of these six significant factors, security and privacy plays a stronger influence than other ones. This study suggests that 
Iranian e-retailers and e-commerce service designers can utilize these findings to know how to improve satisfaction level of 
their customers and as a result gain competitive advantage based on a better understanding of their customers’ needs, wants, 
and expectations. 
 
Index Terms - B2C, Customer Satisfaction, E-commerce, Online Shopping. 
 
I. INTRODUCTION 
 
The emergence and presence of Information and 
Communication Technology (ICT) in the late 1970s 
caused enormous changes and evolution in twentieth 
century’s technology. Later development of Web 2.0 
in 1999 enabled people to collaborate and share 
information online. Growth of the Internet and its 
advantages boosted this growth in 1990s that that 
through the formation of Internet new methods of 
communication and new types of business transaction 
has been emerged accordingly [1]. One of these 
changes is called Electronic Commerce 
“E-commerce” that has transformed the traditional 
shopping market into a new and modern market place, 
which is more efficient. Therefore Internet usage is 
considered not only as a networking channel, but also 
as means of marketing and transaction. 
Since e-commerce came into play in the business 
world - thanks to the Internet’s World Wide Web 
(WWW) - the nature and efficiency of world trade in 
terms of methods, practices, and also achievements in 
speed and economization changed and improved in 
the best possible way; that it caused revolution in 
customers’ shopping and buying behavior. In other 
words consumers learn how to take advantage and 
maximize their own benefits in the new business 
section and the consumer behavior shaped [2]. 
Existence of information technology advances,  

 
policies of market liberalization, cheaper Internet 
access, 24-hour and 365 days availability of different 
products and services, easy access to all related 
information and possibility of comparing prices in 
different e-stores simultaneously with no geographical 
distance, shopping without having any anxiety, time 
and space limits, presence of E-payment system, etc. 
have caused the development of e-commerce which is 
considered as one of the industries that is growing and 
spreading out around the World rapidly. Thus, online 
shopping has become as part of many people’s 
fast-paced lives where day to day they face shortage of 
time in doing their works and search for their wanted 
products and services in e-stores. Fig. 1 presents how 
time has affected the level of e-commerce activity and 
expanded its measure. 

 
Fig.1. Level of E-commerce Activity over Time [3]. 

 
In order to compete properly and gain competitive 
advantage in this fast-moving global growth of 
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e-commerce, businesses not only exploit its benefits, 
but also face certain challenges. One of them is to 
maintain and develop satisfaction level of different 
types of customers with culture diversity, various 
viewpoints, demands and needs in order to have 
long-term growth of their businesses. Therefore there 
is a need to provide useful and interesting information 
about the determinants that affect them.  The main 
objective of this study was to identify the most 
important factors on customer satisfaction and explore 
their relationships and influencing extent in Digikala 
Company, which is the most famous B2C e-commerce 
platform in Iran. 
 
II. LITERATURE REVIEW 
 
A. E-Commerce 
E-commerce is defined as conducting commercial, 
governmental and personal activities with the help of 
electronic mediums and telecommunications 
networks that comprises a wide variety of activities 
involving searching and sharing information, data or 
value-based exchanges between two or more parties 
[4]. Commercial activities are considered as buying 
and selling products and services and also doing 
banking transactions through the Internet that 
maintains customer relationship without face-to-face 
meeting [5]-[6]-[7]-[8]-[9]. 
 
E-commerce has caused the organizations to change 
their methods in performing their activities. 
According to Swatman (1996), “In 1970’s 
e-commerce with its three quite separate methods 
including business document exchange, logistics 
management and global networking has emerged in 
order to make changes in infrastructure and 
techniques, and provide new and updated ones” [7]. 
Lynch, Kent and Srinivasan (2001) believed that 
businesses must accomplish three critical steps in an 
e-commerce setting in order to be successful and get 
profits from their online selling activities: attracting 
potential customers to visit and see their e-stores, 
converting customers to do their first shopping and 
ensuring that they will come back again and make 
more online shopping in the near future [10]. 
 
B. Customer Satisfaction 
Customer satisfaction is an optimistic outcome from 
the situation in which products or services that are 
bought by a customer, meet his expectations so he 
becomes content with them that are provided by the 
e-stores [11]. In other words it’s the customer’s 
fulfillment response. 
 
In general if the perceived performance of a specific 
product or service is better than the customer’s 
expectations, he will be satisfied and have intention to 

repurchase that item, so these repetitive purchases 
make him excellent external marketer and loyal to the 
related e-store that as a result the company’s 
profitability will increase [12]-[13]. If a product or 
service’s perceived performance is less than expected, 
he will be disappointed and if it’s same with his 
expectations, he will be indifferent or in a neutral state 
[14]. Therefore customers usually attempt to find a 
relationship among their needs, wants, expectations, 
and their perceived evaluation [15]. 
 
C. Empirical Past Studies 
Schaupp and F. Bélanger (2005) investigated the 
factors of customer satisfaction in choosing the 
website to shop from and results showed that privacy 
(Technology factor), merchandising (Product factor), 
convenience (Shopping factor), trust, delivery, 
usability, product customization, product quality and 
security were the factors customers were satisfied the 
most respectively [16]. The reason of placing security 
in the last choice was interpreted as it was perceived as 
a standard attribute in any website.   
 
Rodgers et al. (2005) examined the moderating 
influence of online experience on the antecedents and 
consequences of online satisfaction on 836 
participants that had high and low online experiences 
[17]. The results showed that antecedent factors of 
online satisfaction can have 3 main categorization: 1) 
Information quality: Informativeness and 
entertainment 2) System quality: Interactivity and 
access 3) Service quality: Tangibility, reliability, 
responsiveness, assurance and empathy. Jianchi and 
Xiaohong (2009) were two other researchers that 
worked in the area of customer satisfaction in 
e-commerce websites in order to define important 
variables that had positive effect on customer 
satisfaction [18]. According to the results, website 
design, provided service, information quality, website 
intelligence, and security were defined as five 
important factors affecting customers’ level of 
satisfaction in an e-commerce environment. 
 
Guo et al. (2012) worked on a study to evaluate factors 
influencing customer satisfaction in Chinese online 
shopping platform [19]. Eight determinants including 
website design, security, information quality, payment 
method, e-service quality, product quality, products 
variety, and delivery services were identified. 
Ranjbarian et al. (2012) investigated different 
dimensions representing e-satisfaction in 181 Iranian 
consumers of some Iranian Internet shopping centers 
[20]. The adopted “e-satisfaction” model included five 
variables including convenience, merchandising, 
website design, security, and serviceability that except 
website design, the rest supported their influence on 
e-satisfaction.  
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III. METHODOLOGY 
 
A. Population and Sampling 
The population of the study was chosen from all active 
and unique customers (who had registered to the 
related website formally) including both male and 
female who had completed online shopping in 
Digikala Company at least four times monthly during 
January to June 2017 so they had enough online 
shopping experience. According to the company’s 
official IT report, during the mentioned time monthly 
average number of customers who did purchase was 
about 392,000, out of which approximately 6% of 
them did purchase at least four times and more 
monthly. As a result, population of the study was 
23,520 customers. 
 
The background in choosing this e-store and 
conducting the survey in this company were as 
following: It is the first and the most popular e-store in 
Iran that has founded 12 years ago (July 2006) and 
according to Alexa statistics it ranked 55th and 3rd 
place in the World and Iran accordingly (September 
2017) [21]. Other reason was that the CEO and sale 
managers of the company were eager to know and 
learn about the factors increasing customer 
satisfaction level in order to expand their business and 
have competitive advantage comparing to their 
competitors. And as a last one, all active users were 
from many different cities in Iran, which represented 
the generalization of the Iranian e-commerce 
customers. 
 
Convenience sampling method was used. To 
efficiently reach the target group, 450 questionnaires 
were distributed online via e-mail that out of these, 
421 questionnaires were collected, yielding a 0.93 
response rate. After initial data analysis, data 
screening method was used and in total 5 of the 
returned responses were found to be invalid due to 
incompleteness or missing values. The reason for 
applying this criterion is that it causes the error 
reduction due to memory recall [22]. Finally, only 416 
of responses were acceptable and defined as valid ones 
for further statistical data analysis. 
 
B. Research Instrument 
In order to test the research model and collect data to 
achieve the research objectives, a questionnaire as an 
instrument was used. In questionnaire survey method, 
respondents respond and decide faster than the 
open-ended questions [23] and also coding the data 
through statistical analyses is much easier. This 
self-administered questionnaire consisted of two main 
parts: The first part was relevant to demographic data, 
including questions asking for participants’ gender, 
age, education level, profession, monthly income, 

Internet usage frequency, online shopping experience 
and mostly used device for online shopping. In the 
second part as the main part, 36 close-ended questions 
on a five-point Likert scale, ranging from 1 (strongly 
disagree) to 5 (strongly agree) were asked in order to 
measure the level of customer satisfaction and explore 
factors affecting their satisfaction level.  
 
The reason for choosing this type of close-ended 
questions was that respondents quickly and easily with 
minimal writing activity could select the most 
appropriate answer which best describes their 
satisfaction range regarding their shopping 
experience with the targeted company [24]. 
Furthermore, setting of the research and distribution 
of the questionnaire was conducted online in order to 
be parallel with the essence of the research, which was 
the online realm of activities and also find the 
respondents easily rather than offline. 
IV. THEORETICAL FRAMEWORK AND 
RESEARCH MODEL 
 
In order to carry out the study, the researcher 
employed quantitative approach as a research design. 
 
A. Definition of Variables 
Website Design: Characteristics of a website that has 
creative and attractive design offering customers 
uncluttered screens, simple search paths, appropriate 
content and fast presentations allowing them to trust 
and interact effectively with sellers [25]-[26]. It is one 
of the features of website quality that can be 
considered as determiner of customers’ perception 
toward the related e-store and influences their 
satisfaction directly in online shopping, since it 
provides physical evidence of the organization’s 
competence as well as facilitating effortless use of the 
service [27]. 
 
Well-designed website not only helps customers to 
access needed information but also is time saver in 
finding information that causes the reduction of 
mismatches that leads to acceptance of the site [28]. 
E-commerce websites with visually appealing designs 
cause customers to have pleasurable online shopping 
experience and high satisfaction that are the result of 
their need to have epicurean benefits [20]-[29]-[30]. 
 
Information Quality: It is about all the information a 
customer can get from e-commerce platforms and 
e-retailers, e.g., products’ descriptions, introductions 
of purchase procedure and return policies [31]. It is 
one of the key technical factors influencing customer’s 
satisfaction and future purchase decisions that refers 
to the proper, well-detailed, correct format and most 
recent information which is cited on a website and the 
best solution for compensating lack of physical contact 
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in online shopping. Providing and presenting enough, 
proper, correct, and updated information about 
products and services has a direct effect on customers’ 
satisfaction and trust. Moreover, usefulness and 
appropriateness of the available information helps 
customers to evaluate products and services properly 
and be satisfied with their purchase decisions and also 
websites become trustworthy organizations 
[32]-[33]-[34]. 
Website Usability: It is an ability to discover the way 
around the Web, locating desired information and 
knowing what to do step by step without difficulty and 
great effort [35], [36]. It includes five elements: 
Convenience, information architecture and 
navigation, findability and accessibility, site speed, 
and also ordering/payment process. Website usability 
is a critical factor in terms of customer usage, 
experience with regard to computer technology and 
even for customers who are new in this technology 
[37]-[38]-[39].  
Order Fulfillment Quality: The process that starts 
with placing orders of requested items for customers 
and ends with their received products or services that 
includes order receipt, shipment, delivery time and 
flexibility, etc. It is one of the major factors of 
after-sale. All customers want to receive the right 
product or service on time with the lowest price in 
their desired location. So in this situation, ordering 
process and receiving the timely message relating to 
logistics information of their purchased products are 
so important in e-commerce [40]. 
Delivery time and physical contact before purchase are 
disadvantages of online shopping which make the 
e-commerce transaction much more different than the 
traditional one. Thus customers’ perceptions about the 
quality of order fulfillment are negatively related to 
order cycle time. Thus a company must promise its 
customers that their ordered orders will be arrived on 
time and without any damage, leading to 
improvement of overall purchase satisfaction 
[41]-[42]-[43]-[44]. 
Security and Privacy: One of the important features 
of a website in which individual information of 
customers including data/transaction security and 
authentication of the user are protected from any 
unauthorized use of information disclosure during the 
online shopping [20]. Privacy relates to the situation 
when customers’ data are not shared and their credit 
cards information is secure [30]. 
Security and privacy refers to security of online 
purchasing environment in terms of hacker attacks, 
credit card fraud, non-delivery risk, bank information 
disclosure, post purchase service and keeping personal 
privacy secure and so on [45]. The reasons of this 
important problem can relate to using and passing 
customers’ and visitors’ information to third party 
without their knowledge or presence of errors in 

underlying architecture of the Internet which does not 
support security sufficiently. Therefore beside 
functionality and usability, e-stores must pay attention 
to their security and privacy policies. 
Trust: This important notion which has been 
investigated in various fields like economics, 
psychology and sociology [46] is defined as 
willingness of a customer to depend on a seller and 
take action in circumstances where such action makes 
him/her vulnerable to the seller [47]-[48]. In 
e-commerce trust has effect on customer’s intention to 
buy from a specific online platform and continue this 
process because there is the absence of face-to-face 
contact and in order to compensate it, customers need 
a lot of reassurance. Trust can help them to overcome 
their high degree of uncertainties, fear and potential 
risks and finally share their private information with 
sellers with more confidence. So it facilitates 
transactions in e-commerce and as a result is one of 
the reasons of online business success [49]. Also some 
scholars believed that higher level of customer 
satisfaction is gained through a higher level of trust 
[50]-[51]. The reflection of its factors from past 
purchase experiences and website, is caused trust not 
only to influence organizations’ fixed customers to 
repurchase but also to absorb new customers. In 
e-commerce market same as all over the world, there 
are too many people with diverse cultures that have 
variety viewpoints about trust. Also, customers’ 
experiences toward online shopping have effects on 
their level of trust. Some believed that online trust is 
affected by website quality since it presents the service 
provider’s competence [52]-[53]. So all of these points 
and other ones show that trust as a complex concept, 
needs to be study and generalization of the results of 
the conducted researches is not a good choice [54], 
[55]. 
 
B. Conceptual Framework 
The developed research model in Fig. 2 shows an 
association between customer satisfaction (DV) and 
all above-mentioned six factors (IVs) that are 
considered as constructs of this study. 

 
Fig. 2. Conceptual Framework of the Study 
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C. Hypotheses 
H1. Website design of the e-store has a positive effect 

on customer satisfaction level in Digikala B2C 
e-commerce platform. 

H2. Information quality of the e-store has a positive 
effect on customer satisfaction level in Digikala 
B2C e-commerce platform. 

H3. Website usability of the e-store has a positive 
effect on customer satisfaction level in Digikala 
B2C e-commerce platform. 

H4. Order fulfillment quality of the e-store has a 
positive effect on customer satisfaction level in 
Digikala B2C e-commerce platform. 

H5. Security and privacy of the e-store has a positive 
effect on customer satisfaction level in Digikala 
B2C e-commerce platform. 

H6. Trust of the e-store has a positive effect on 
customer satisfaction level in Digikala B2C 
e-commerce platform. 

 
V. RESULTS 
 
A. Demographic Characteristics 
The majority number of the respondents relates to 
male (71.39%) than female (28.61%) participation 
including employee (29.09%), self-employed 
(27.16%), other (23.80%), student (13.94%), and 
unemployed (6.01%); 79.09% were aged between 20 
to 39 years old. Most of the participants were highly 
educated (77.89%). Furthermore, 57.93% of the 
respondents had monthly income between 
20.000.001-40.000.000 Iranian Rial (IRR). Also 
majority of the respondents (78.37%) used Internet 
every day. Regarding online shopping experience, 
most of them had experience between 1-6 years 
(71.15%). And 54.57% used laptop most for their 
online shopping, followed by smart phone (37.02%). 
As it is clear, most respondents were experienced 
Internet users who were young, well-educated, and 
had significant online shopping experiences. 
B. Inferential Statistics 
Normality of the variables (DV and IVs) was checked 
through Kolmogorov-Smirnov (K-S) test [56]. 
Obtained values of all variables were greater than 
0.05, which can be concluded that all variables were 
normally distributed. To confirm reliability relating to 
stability or consistency of the results, Cronbach’s 
coefficient alpha (Cronbach’s α) was implemented 
and results show that reliability coefficients of all 
variables and total one ranged from 0.72 to 0.88, 
pointing out that high internal consistency for all 
variables were acceptable to excellent measures [57]. 
 
Regarding validity, the items and scales in the 
questionnaire were adopted from previously validated 
items of the relevant literature related to the scope of 
this study, so content validity was achieved. For 

construct validity in terms of discriminant validity 
test, correlation analysis between the variables was 
performed in which the values were not higher than 
0.8 [58]. Thus the constructs were distinct from one 
another and considered as an acceptable level of 
discrimination. Likewise, for convergent validity, 
Confirmatory Factor Analysis (CFA) was performed 
that according to the results almost all of the 
individual factor loadings were more than 0.50 [59]. 
Therefore, in conclusion based on the discriminant 
and convergent validity test, construct validity was 
achieved. 
 
CFA was applied through using AMOS software to 
assess the measurement model of all six scales [60]. 
According to the results, the value of CMIN/DF was 
3.53. Values of goodness-of-fit-index (GFI=0.904) 
and comparative fit index (CFI=0.812) were very 
close or exceed the cut-off level of 0.9 [61]. Other fit 
indices including parsimony normalized fit index 
(PNFI=0.680) and Tucker-Lewis index (TLI=0.910). 
The value of root mean square error of the 
approximation (RMSEA=0.078) was below the cut-off 
level of 0.08 [62]. These results confirmed that the 
measurement model exhibited a fairly good fit based 
on the collected data. 
 
Moreover Pearson Correlation coefficient analysis, 
which represents the strength of the relationships 
between the study variables, was conducted [63].  

 
Table I. Pearson Correlation Coefficient 

 
It is obvious from Table I that the correlation 
coefficients of the relationships between the five 
variables (information quality, website usability, order 
fulfillment quality, security and privacy, and also 
trust) which were found significant are all over 0.5 
and there is a moderate correlation between one 
variable (website design) as the respective correlation 
is 0.47 with customer satisfaction [64]. 
 
C. Multiple Regression 
Multiple regression analysis was conducted to 
examine the hypotheses. This method is a constructive 
statistical technique that can provide the interaction 
between a set of different independent variables and 
one dependent variable and also it is broadly 
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applicable to analyze a hypothesis in the behavioral 
science and business area of study [65], [66]. The 
researcher applied SPSS 18.0 to code, enter and 
compute the measurements of the multiple regression 
for the study. 
For analyzing the effect of each six independent 
variable on customer satisfaction in e-commerce, the 
following equation was assumed “(1)”: 

 
Y = b0+b1C1+b2C2+b3C3+b4C4+b5C5+b6C6+e
   (1) 

 
Where Y=Customer Satisfaction, β0=Constant, 
β1-β6=Coefficient of the variables, X1=Website 
Design, X2=Information Quality, X3=Website 
Usability, X4=Order Fulfillment Quality, 
X5=Security and Privacy, X6=Trust, and ε=the error 
or the difference between the predicted and the 
observed value of Y. 

 
Table II. Regression Coefficients 

Independent Variables Beta Sig 
Website Design 0.163 0.000 

Information Quality 0.170 0.000 

Website Usability 0.209 0.000 

Order Fulfillment 
Quality 

0.185 0.000 

Security and Privacy 0.304 0.000 

Trust 0.118 0.005 

F Value 110.073 0.000 
R Square 0.618  
Adjusted R Square 0.612  

 
According to Table II, values of these regression 
coefficients represent the effects of variables on the 
overall satisfaction level. In other words the greater 
the absolute value is, the greater the impact is. 
Moreover, F-value is 110.073 with the significant 
value of 0.000, which is less than 0.05. Thus it shows 
the model reached the significant level and whole 
fitting degree is higher. 
Based on the results: the first is security and privacy 
(β=0.304, p<0.01), website usability (β=0.209, 
p<0.01), order fulfillment quality (β=0.185, p<0.01), 
information quality (β=0.170, p<0.01), website design 
(β=0.163, p<0.01), and trust (β=0.118, p<0.01) has 
significant positive influence on customer satisfaction. 
Results supported the theoretical assumptions H1, H2, 
H3, H4, H5, and H6. 
 
DISCUSSION OF FINDINGS 
 
The results of multiple regression presented that all 
hypotheses of the study were accepted that based on it 
the conceptual model of the study was supported (Fig. 
2). Therefore, the authors’ efforts to uncover the 
elements were successful. It’s supported that based on 

their influencing degree (from the most to the least) all 
six variables including security and privacy, website 
usability, order fulfillment quality, information 
quality, website design, and trust are important 
determinants of B2C e-commerce customer 
satisfaction (Table 3). 

 
Table 3. Summary of Hypotheses Results 

Hypotheses Result 
H1: Website design of the e-store has a 
positive effect on customer satisfaction 
level in Digikala B2C e-commerce 
platform. 

Supporte
d 

H2: Information quality of the e-store 
has a positive effect on customer 
satisfaction level in Digikala B2C 
e-commerce platform. 

Supporte
d 

H3: Website usability of the e-store has 
a positive effect on customer 
satisfaction level in Digikala B2C 
e-commerce platform. 

Supporte
d 

H4: Order fulfillment quality of the 
e-store has a positive effect on customer 
satisfaction level in Digikala B2C 
e-commerce platform. 

Supporte
d 

H5: Security and privacy of the e-store 
has a positive effect on customer 
satisfaction level in Digikala B2C 
e-commerce platform. 

Supporte
d 

H6: Trust of the e-store has a positive 
effect on customer satisfaction level in 
Digikala B2C e-commerce platform. 

Supporte
d 

 
These results are in line with the findings of various 
studies which indicated that features of website design 
[67]-[68], well-formed, true, and well-detailed 
presented information about products and services 
[27]-[69], website usability [70]-[71], high quality of 
the order fulfillment service which causes customers 
to feel safe about their ordered products [29]-[43], 
security and privacy of a website [21]-[72] and trust 
[25]-[73] of e-commerce services impact customer 
satisfaction. Whereas some studies are in contrast with 
some of the result; because of the lack of experience 
with other websites to compare with, the relationship 
between website design and customer satisfaction is 
not accepted [21]-[74], the effect of order fulfillment 
quality on customer satisfaction is rejected [74], and 
also it’s believed that customers perceive security and 
privacy as a standard feature of e-stores and this 
feature is more related toward trust [17]-[75]. 
 
CONCLUSION 
 
This research can be considered as a pioneer study that 
concentrated on the new dimension of customer 
satisfaction in online shopping business model and 
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tried to fill the gap in Iranian B2C e-commerce 
platform. The presented model is a reasonable starting 
point for future investigations, which can be 
considered as motivating force for offering ideas and 
guidelines to further research and provide suggestions 
regarding this area. Based on the provided 
information, marketers and e-retailers can make 
decisions in order to achieve customer satisfaction and 
consequently gain competitive advantage to take the 
first place in their business. For some of the variables, 
results of some previous studies as it was mentioned, 
do not support this research’s findings. The reason can 
be explained according to the existence of different 
issues like various cultures, perceptions, 
demographical differences, etc. that cause differences 
in preference amongst people. So e-retailers must 
study every detail of their business environment well 
so that they will be successful to address customers in 
a right way, to gain a proper place for their businesses 
above their competitors and also sustain their 
businesses in a longer run. Moreover review of the 
previous studies, showed that beside these six factors 
there are many other factors, which affect online 
customer satisfaction. Thus for the future studies, it is 
suggested to add or modify another several important 
factors that can benefit e-commerce business, help to 
influence and determine online customer satisfaction 
more and better. Besides, larger samples from richer 
characters may show different results of the influence 
of each factor in this model so the sample size of the 
study can be expanded. Also future research can be 
applied on different nationalities in order to improve 
the reliability of the results more widespread or 
replicated the findings of this study to other e-business 
models.  In summary, the study revealed that even 
though all of the customers were experienced users in 
online shopping, they valued security and privacy, and 
website usability as the most influential dimensions 
that made them satisfied. The other factors including 
order fulfillment quality, information quality, website 
design, and trust should also be considered since these 
variables supported customers’ satisfaction leading to 
their decision to do online shopping.  
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