
  11 
 

 

วารสารเกษมบัณฑิต ป�ท่ี 13 ฉบับท่ี 2 กรกฎาคม – ธันวาคม 2555 

Satisfaction and Customer Loyalty in E-Commerce :  
A Case Study of Internet Users in Bangkok. 

 

Nalinrat Samritwong1 

Abstract 

The main purpose of this research was to examine factors influencing customer 
satisfaction and customer loyalty in e-commerce. Data was collected from a sample of 384 
respondents who had had experience in using e-commerce in Bangkok. It was indicated that 
6 factors, i.e. perceived service quality, perceived usefulness, enjoyment, firm’s reputation, 
trust and customer satisfaction were significantly and positively related to customer loyalty. 
The researcher focused on B2C e-commerce in Bangkok area. This research provides useful 
information for e-commerce vendor to manage the factors influencing customer satisfaction 
and customer loyalty. Customer loyalty is a significant factor for e-commerce vendor’s 
survival and success.  

Keywords : E-commerce, Perceived service quality, Perceived usefulness, Enjoyment, 
Firm’s reputation, Trust, Customer satisfaction, Customer loyalty 
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บทคัดย7อ 

วัตถุประสงคNของการศึกษาในครั้งนี้เพ่ือศึกษาปWจจัยท่ีมีอิทธิพลต[อความพึงพอใจและความภักดีของ
ลูกค̀าในการใช`อิเล็กทรอนิกสNพาณิชยN (E-commerce)  

 นักวิจัยได̀ใช` แบบสอบถามในการเก็บข̀อมูล จากกลุ[มตัวอย[าง ท่ีมีประสบการณNในการใช`อิเล็กทรอนิกสN
พาณิชยNในการซ้ือสินค̀าและบริการมาก[อนในเขตกรุงเทพมหานครจํานวน 384 คน พบว[า ปWจจัยท้ัง 6 ปWจจัย 
ประกอบไปด̀วย 1) การรับรู`คุณภาพของการบริการ (Perceived service quality) 2) การรับรู`ถึงประโยชนN
การใช`งาน (Perceived usefulness) 3) ความเพลิดเพลิน (Enjoyment) 4) ชื่อเสียงของบริษัท (Firm’s 
reputation) 5) ความเชื่อม่ัน (Trust) และ6) ความพึงพอใจ (Satisfaction) มีผลต[อความภักดีของลูกค̀า 
อย[างไรก็ตามการศึกษาครั้งนี้มุ[งเน`นการศึกษาในรูปแบบ บริษัทกับผู`บริโภคในเขตกรุงเทพมหานคร 

 การศึกษานี้ให`ข̀อมูลท่ีเปlนประโยชนNสําหรับเจ`าของอิเล็กทรอนิกสNพาณิชยNในการจัดการปWจจัยท่ีมี
อิทธิพลต[อความพึงพอใจของลูกค̀าและการสร`างความภักดีของลูกค̀า เพราะความภักดีของลูกค̀าเปlนปWจจัยท่ี
สําคัญอย[างหนึ่งในการดํารงอยู[และความสําเร็จของธุรกิจ  
 
คําสําคัญ : อิเล็กทรอนิกสNพาณิชยN, การรับรู`คุณภาพของการบริการ, การรับรู`ถึงประโยชนNการใช`งาน,     

ความเพลิดเพลิน, ชื่อเสียงของบริษัท, ความเชื่อม่ัน, ความพึงพอใจของลูกค̀า, ความภักดีของ
ลูกค̀า 
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1.Introduction 
 The loyal customers are significant to 
business survival. E-commerce has many 
advantages for  buyers ,  se l lers ,  and 
producers. It can reduce cost, and eliminate 
barrier of time zone, reduce middle man, 
and sale staff, etc.  Moreover, the internet 
has created opportunities for firm to 
compete by providing customers with a 
livable, faster, and budget price procedure 
in order to purchace through the internet. 
E-commerce is rapidly growing. Therefore, 
no company can afford to ignore              
e-commerce as their marketing strategy.  
 At the highest level of e-commerce, 
companies can deliver their products and 
services through the internet to their 
customers who have never seen, or met, or 
spoken together before. It uses only space 
of digital to interact and build relationship 
between companies and customers.  
Therefore, the internet provides many 
opportunities for companies to make 
customers satisfied and build customer 
loyalty.  
 Many  e - commerce  vendor s  
concentrate on developing trust than 
customer’s satisfaction. Trust can reduce 
perceived risk of customer e-purchase 
(Ranaweera and Prabhu, 2003). Trust is 
possibly a major factor affecting satisfaction 
and customer loyalty in e-commerce. 
However, there are many studies that 

found that customer satisfaction was a 
major drive to profitability of the firm. 
Customer satisfaction essentially can lead 
to customer loyalty, repurchase intention, 
po s i t i ve  wo rd  o f  mouth ,  and  
recommendation to others. E-commerce 
vendors should make customer confidence 
when they provide their personal 
information and payment. Anderson and 
Kerr (2002) claim that more than 75 percent 
of online shoppers use e-commerce to find 
and research products and services, and 
then they will complete their purchasing by 
visiting the store or through a phone call. 
 This research studied significant 
fac to r s  cont r ibut ing  to  success fu l               
e-commerce. Customer satisfaction for      
e-commerce in principle was hypothesized 
to be resulted from service quality, 
perceived usefulness, enjoyment, firm’s 
reputation, and trust. Customer satisfaction, 
customer loyalty, repurchases intention, 
positive word of mouth, and recommending 
others to use e-commerce are significantly 
related factors. E-commerce environment is 
less manifest than physical store, because 
customers cannot see the products. Brick-
and-mortar stores can compensate for 
some emotional losses, and provide a good 
bargain or opportunity to consul with 
friends while shopping. 

The researceh objectives were as 
follow :  
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1.To test whether perceived service 

quality, perceived usefulness, enjoyment, 
f i rm’s  reputa t ion ,  and t rus t  a f fect  
satisfaction for e-commerce. 

2.To test the relationship between 
satisfaction of e-commerce and customer 
loyalty. 
 
2.Theoretical framework. 

2.1 Perceived service quality 
Service quality was defined as the 

overall impression of the superiority of 
services. It  refers to how well a delivered 
se rv ice  leve l  matches  cus tomer  
expectat ions of service qual i ty .  The 
SERVQUAL tool has been widely tested as a 
means of measuring customer perceptions 
of service quality (Parasuraman et al., 2008). 
Although currently, there is short of 
congruence in the literature, the SERVQUAL 
model has been the most comprehensive 
and complete measurement of service 
quality in the twenty first century 
(Tsoukatos and Rand,  2006) .  The 
dimens ions of serv ice qual i ty  in                 
e-commerce consisted of ease of use, 
website design, and assurance. Recently, 
serv ice qual i ty  in  e-commerce has  
significantly become the major drive to 
enhance customer satisfaction and has   
strong impact on building up loyal 
customers (Parasuraman et al., 2005).  

The ease of use dimension was 
defined as the essential element of 
customer usage of computer technologies 
(Ribbink et al., 2004). Moreover, ease of use 
can be defined as the consumer belief that 
e-commerce will be easy to use (Chiu et 
al., 2009). If the websites is difficult to use, 
customers will ignore that site and leave 
the page (Pearson et al., 2007). The skill of 
internet users vary, thus, the e-commerce’s 
vendor should provide a simple form for 
every user to be able to use in order to let 
them stay on page. 

The web design dimension is 
suggested to create satisfaction which is 
directly related to the user interface (Van 
Riel et al., 2004). It is significant to e-
commerce and has essentially effected 
users’ perception of ease of use. Web 
design describes the appeal that user 
interface design presented to customers 
(Lee and Lin, 2005). 

Finally, the assurance dimension 
was defined as customer’s perceived 
security and privacy. It is the most 
significant and the strongest factor that 
impact the relationship between trust and 
assurance in e-commerce (Parasuraman et 
a l . ,  2005 ) .  When  cu s tome r s  have  
confidence in e-commerce, it can crecrate  
customer loyalty in both new comers and 
existing customers. Based on the above 
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discussions, the researcher set up the 
following hypotheses : 

H1 : Perceived service quality in 
terms of ease of use was related to 
satisfaction. 

H2 : Perceived service quality in 
terms of web design was related to 
satisfaction. 

H3 : Perceived service quality in 
terms of assurance was related to 
satisfaction. 

 
2.2 Perceived usefulness 
 Perceived usefulness was defined as 
the boundary at which customers’ 
transaction execution could be applied by 
e -commerce .  There i s  a  s i gn i f i cant  
relationship between perceived usefulness 
and customer repurchase intention which is 
a fundamental determination of customer’s 
repurchase (Chiu et al., 2009). 
 H4 : Perceived usefulness was related 
to satisfaction. 
 
2.3 Enjoyment 

Enjoyment was defined as the fun 
the users gained through the website. It has 
many supported studies suggesting that 
enjoyment has direct influence on 
behavioral intention and the role of 
enjoyment in repurchase intention (Koufaris, 
2002; Bart et al., 2005; Cyr et al., 2006).  

H5  :  Enjoyment was related to 
satisfaction. 

 
2.4 Firm’s reputation 
 Firm’s reputation refered to the 
grasping of customers impression toward  
the firm and how the firm plays its role 
whether directly or indirectly to customers 
and how the firm was concerned about 
firm’s well-being (Hess, 2008). 
 H6 : Firm’s reputation was related to 
satisfaction. 
 
2.5 Trust 
 Trust was defined as the customer’s 
belief that the online vendors were likely to 
behave benevolent ly ,  capably ,  and 
ethically. Customers are likely to be 
uncertain of e-commerce if they do not 
feel certain toward a website that they are 
visiting (Collier and Bienstock, 2006). 
Customers are unlikely to transact through 
the website which lacks trust, because of 
fear of vendor opportunism. However, the 
dimension of trust in this research consisted 
of responsiveness, system availability, and 
contact.  
 The dimension of responsiveness was 
defined as the effective dealing with the 
problem through the Internet (Parasuraman 
et al., 2005). 
 The dimension of system availability 
refered to the correct technical functioning 
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of the e-commerce website. A steady and 
reliable website generates an impression 
about the competence of the vendor, and 
consequently consumers tend to trust the 
vendors (Kim, 2005). However, the roles of 
system availability lie in establishing trust 
towards on e-commerce. 
 The dimension of contact was 
defined as the availability of assistance 
information, in such a way that the 
customer can easily contact the online 
vendors (Parasuraman et al., 2005). 
However, providing contact information is 
one method to build customer trust in e-
commerce ambient (Drost, 2005). 
 H7 : Trust in terms of responsiveness 
was related to satisfaction. 
 H8 : Trust in terms of system 
availability was related to satisfaction. 
 H9 : Trust is terms of contact was 
related to satisfaction. 
 
2.6 Customer satisfaction 
 Customer satisfaction was defined as 
the customers’ pleasantness according to 
perceived expectation of performance 
productivity. If the providers realize the 
requirement of customers’ need and make 
an attempt to meet customer’s needs, 
then the providers can fulfill customer 
satisfaction (Michale et al., 2000). The 
higher level of customers satisfaction have 
been shown to reduce customers’ 

perception of the potential benefits from 
the supplier choice and thus enhance 
repeated purchasing from the present 
supplier. 
 
 H10 : Satisfaction was related to 
customer loyalty. 
 
2.7 Customer Loyalty 
 Customer loyalty was defined as a 
deep commitment to re-buy or re-patronize 
preferred products or services consistently 
in the future, thereby causing repetitive 
same-brand or same brand-set purchasing, 
despite situation influences and marketing 
efforts having the potential to cause 
switching behavior (Oliver, 1999). In 
addition, pricing does not affect loyal 
customers to purchase products or services 
and they also recommend the business to 
others (Reichheld and Schefter, 2000). The 
dimension of customer loyalty included the 
following : repurchase intention, positive 
word of mount, and recommending others. 
Typically, many consumers believe and 
credit word of mouth more than other 
commercial communications (Herr et al., 
1991).  

However, satisfied customers are 
likely to provide positive word of mouth to 
those of no relation, or with a relation to a 
specific transaction which eventually will 
influence customer loyalty which has 
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repurchase intention to be primary 
determinant of customer loyalty. In order 
to create repurchase intention, businesses 
should concentrate on customer 

satisfaction and influence them to trust the 
vendor’s product.  

 

The conceptual framework for this research is presented below: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Framework for the Research 

3. Methodology 
3.1 Questionaire design and data 

analysis technique 
In this research, the researcher 

collected both primary and secondary data. 
The primary data was collected from 
questionnaires. They were distributed to 

384 respondents who had had experience 
in e-commerce in Bangkok area in six 
districts. Secondary data were the 
information published mostly in books, 
journals and newspaper.  

 The questionnaire was divided into 
f i ve  pa r t s  :  s c reen ing  ques t ions , 

 

Perceived Service Quality 
• Ease of Use 
• Web Design 
• Assurance 

 

Perceived Usefulness 

Enjoyment 

Trust 
• Responsiveness 
• System Availability 
• Contact 

Satisfaction 

 
Firm’s Reputation 

Customer Loyalty 
• Repurchase Intention 
• Positive Word of Mouth 
• Recommending Others 
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demographic information of respondents, 
including the frequency of using e-commerce,  
factors affecting overall satisfaction for e-
commerce which were perceived service 
quality, enjoyment, firm’s reputation, and 
trust, satisfaction of using  e-commerce, and 
customer loyalty which included 
repurchase intention, positive word of 
mouth and recommending others  

 
3.2 Data Collection 
Probability sampling was done in 

three steps : simple random sampling to 
select the districts in Bangkok area for 
gathering the data by questionnaire, quota 
sampling to determine the numbers of 
respondents in six districts namely, Yanawa, 
Bangkapi, Sathorn, Silom Rama iv, and 
Pinklao, and accidental sampling was 
applied to save time and budget in 
gathering the information from the target 
respondents. 

 
3.3 Data Analysis 
The collected data were processed 

and analyzed by SPSS computer software. 
Descriptive statistical techniques presented 
the demographic profile of the sample 

whereas Person’s correlation was used for 
testing the bivariate relationship. 

4.Results and discussion 
4.1 Demographics profile 
The majority of respondents were 

females (66.7%). The highest percentage of 
respondent’s age is 21-30 years old (59.9%). 
The highest percentage of educational level 
is Bachelor’s degree (64.6%). And the most 
frequent purchase from e-commerce is less 
than two times per months (62.5%). 

 
4.2 Hypothesis testing 
The hypotheses were tested by 

calculat ion of Pearson correlat ion 
coefficients. Table I shows the result of 
hypotheses testing and Pearson correlation 
coefficients as well as their respective 
significant levels. The significant value 
which is less than 0.05, meaning that the 
hypothesis is accepted. The criteria of 
significant at .01 or .05 for hypothesis 
testing are as follows : 0.81 - 0.99 very 
strong relationship, 0.61 - .080 strong 
relationship, 0.41 - 0.60 moderate 
relationship, 0.21 - 0.40 weak relationship, 
and 0.01 - 0.20 very weak relationship. 
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Hypotheses Correlation     
coefficient 

Result Significant level 

H1 : Perceived service 
quality in terms of ease of 
use was related to 
satisfaction 

0.650 Accepted Strong and 
positive 

relationship 

H2 : Perceived service 
quality in terms of web 
design was related to 
satisfaction 

0.430 Accepted Moderate 
and positive 
relationship 

H3 : Perceived service 
quality in terms of 
assurance was related to 
satisfaction 

0.567 Accepted Moderate 
and positive 
relationship 

H4 : Perceived usefulness 
was related to satisfaction 

0.504 Accepted Moderate  
and positive 
relationship 

H5 : Enjoyment was 
related to satisfaction 

0.367 Accepted Weak and 
positive 

relationship 
H6 : Firm’s reputation was 
related to satisfaction 

0.532 Accepted Moderate  
and positive 
relationship 

H7 : Trust in terms of 
responsiveness was  
related to satisfaction 

0.527 Accepted Moderate 
and positive 
relationship 

H8 : Trust in terms of 
system availability  was 
related to satisfaction 

0.563 Accepted Moderate 
and positive 
relationship 

H9 : Trust in terms of 
contact was related to 
satisfaction 

0.560 Accepted Moderate 
and positive 
relationship 

H10 : Satisfaction was 
related to Customer 
loyalty 

0.794 Accepted Strong and 
positive 

relationship 
 
 

 
 

Table I Result of Hypotheses Testing 
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Regarding the hypotheses testing,  
perceived service quality was positively 
correlated with satisfaction. Norizan et al., 
(2010) suggests that the quality of service is 
provided by the online vendors in order to 
keep customer satisfied and feeling secured 
when visited the websites. 
 The enjoyment was positively 
cor re lated with sat i s fact ion as  
hypothesized. Enjoyment is a kind of 
consumer affection toward e-commerce 
and it is related with satisfaction 
(Westbrook, 1987). 
 Firm’s reputation was positively 
correlated with satisfaction as hypothesized 
and supported by the previous study of 
Byougho et al., (2007). Chai et al., (2010) 
suggests that online retailer should aim to 
build reputation which will continuously 
enable the buyers to buy from online 
vendor. 
 Trust was positively corretaled with 
satisfaction. This is consistent with a 
previous study that trust plays a significant 
role to gain success in e-commerce (Lee 
and Turban, 2001). 
 Finally, satisfaction was positively 
correlated with customer loyalty. Norizan et 
al., (2010) indicats that satisfaction has 
positive relationship with customer loyalty 
in terms of repurchase intention and 
positive word of mouth.  

5.Conclusions and recommendations 
Perceived service quality, perceived 

usefulness ,  en joyment ,  t rust ,  and 
satisfaction as well as firm’s reputation 
were positively and significantly correlated 
with customer loyalty for e-commerce in 
Bangkok areas. 

E-commerce at present is an increasingly 
significant tool to increase sale volumes or 
to start the new marketing channel in many 
companies. Therefore, online vendors 
should understand factors which affect 
customer satisfaction and understand how 
customers come to buy products or 
services continuously. For these reasons the 
vendors, both new and exciting, should 
provide lay out and steps of using sites 
which can make customers use sites easily 
although they lack computer skills. 
Moreover, the vendor should manage the 
system as steady and reliable sites which 
can keep customer satisfied and confident. 
The vendor should also provide contact 
information on the first page of the sites. 
Customers will feel more confident when 
they can contact the vendor. Satisfaction of 
customers is the primary factor of customer 
loyalty. Customer loyalty is a significant key 
factor of existence in any kind of business.  

   

 



  21 
 

 

วารสารเกษมบัณฑิต ป�ท่ี 13 ฉบับท่ี 2 กรกฎาคม – ธันวาคม 2555 

Annotated Bibliography 
An, M., Lee, C., and Noh, Y. (2010). Risk factors at the travel destination: their impact on air  
           travel satisfaction and repurchase intention, 4, 155-166 
Anderson, R. E., and Srinivasan, S. (2003). E-satisfaction and e-loyalty: a contingency 

framework, Psychology & Marketing, 20 (2), 123-138 
Anderson, E. W., and Sullivan, M. W. (1993). The antecedents and consequences of 

customer satisfaction for firms, Marketing Science, 12 (2), 125-43 
Andreas, B.E. and Simon, L.B. (2007). Maintaining customer relationships in high credence 

services, Journal of Service Marketing, 21(4), 253-262 
Ajzen, I. (1991). The theory of planned behavior, Organizational Behavior and Human 

Decision Processes, 50 (2), 179-211 
Aron, D. (2006). The effect of counter-experiential marketing communication on satisfaction 

and repurchase intention, Journal of Consumer Satisfaction, Dissatisfaction and 
Complaining Behavior, 19, 1-17 

Babin, B.J. and Babin, L. (2001). Seeking something different? A model of schema typicality, 
consumer affect, purchase intention and perceived shopping value, Journal of 
Business Research, 54(4), 89-96 

Bansal, H. and Taylor, S. (1999). The service switching model (SSM): A model of switching 
behavior in services industries, Journal of Service Research, 2(2), 18-200 

Bennett, R. and Thiele, R. S. (2004). Customer satisfaction should not be the only goal, 
Journal of Services Marketing, 7(18), 514-523 

Bickart, B. and Schindler, R.M. (2001). Internet forums as influential sources of consumer 
information, Journal of Interactive Marketing, 15(3), 31-40 

Blau, P. M. (1964). Exchange and power in social life. New York, NY : John Wiley and Sons. 
Byoungo, J., Jin, Y.P., and Jiyoung K. (2007). Cross-cultural examination of the relationships 

among firm reputation, e-satosfaction, e-trust, and e-loyalty, Journal of International 
Marketing, 25(3), 324-337 

Chai, H. L., Uchenna, C. E., and Nelson, O. N. (2011). Analyzing key determinants of online 
repurchase intentions, Journal of Marketing and Logistics, 23 (2), 200-221 

Chao, W., Chenyan, X., and Victor, P. (2011). An integrated model for customer online 
purchase intention, The Journal of Computer Information Systems, 52 (1), 14-23 



  

Kasem  Bundit  Journal  Volume 13  No. 2  July – December  2012  

Cronin, J. J., Brady, M. K., Tomas, G. and Hult, M. (2000). Assessing the effects of quality, 
value, and customer satisfaction on consumer behavioral intentions in service 
environments, Journal of Retailing, 76(2), 193-218 

Cronin, J.J. and Taylor, S.A. (1992). Measuring service quality: a re-examination and 
extension, Journal of Marketing, 56, 55-68 

Dimitrios, I. M., and Konstantinos, T. (2010). Satisfaction determinants in the Greek online 
shopping context, Information Technology & People, 23 (4), 312-329 

Donio, J., Massari, P. and Passiante Dabho, G. (2006). Customer satisfaction and loyalty in a 
digital environment: an empirical test, Journal of Consumer Marketing, 7(23), 445-457 

Frey, E. (1988). The evolution of performance measurement, Industrial Management, 32(4),     
19-22 

Gefen, D., Karahanna, E., and Straub, D. W. (2003). Trust and TAM in online shopping: an 
integrated model, MIS Quarterly, 27 (1), 51-90 

Godes, D. and Mayzlin, D. (2004). Using online conversations to study word-of-mouth 
communication, Marketing Science, 23(4), 60-545 

Gwo, G.L. and Hsiu, F.L. (2005). Customer perceptions of e-service quality in online 
shopping, International Journal of Retail and Distribution Management, 33(2), 161-176 

 Hart, C. W., and Johnson, M. D. (1999).Growing the trust relationship, Marketing 
Management, Spring, 8-19 

Hellier P. K., Geursen G. M., Carr R. A. and Rickard J. A. (2003). Customer repurchase intention 
a general structural equation model, European Journal of Marketing, 37(11/12), 
1762-1800 

Hennig-Thurau, T., and Klee, A. (1997). The impact of customer satisfaction and relationship 
quality on customer retention: a critical reassessment and model development, 
Psychology and Marketing, 14 (8), 737-764 

Henning-Thurai, T., Gwinner, K.P., Walsh, G. and Gremler, D.D. (2004). Electronic word-of-
mouth via consumer-opinion platform: what motivates consumers to articulate 
themselves on the interner?, Journal of Interactive Marketing, 18, 38-52 

Herr, P.M,. Kardes, F.R. and Kim, J. (1991). Effects of word-of-mouth and product attribute 
information on persuasion: an accessibility-diagnosticity perspective, Journal of 
Consumer Research, 17, 62-454 

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E. Jr., and Schlesinger, L. A. (1994). 
Putting the service-profit chain to work, Harvard Business Review, 72, 164-74 



  23 
 

 

วารสารเกษมบัณฑิต ป�ท่ี 13 ฉบับท่ี 2 กรกฎาคม – ธันวาคม 2555 

Hoffman, D. L., Novak T. P., and Perlta M. (1999). Building customer trust online, 
Communication of the ACM, 42(4), 50-60   

Hong, Y. H., Swinder, J., and Siva, K. M. (2008). A new understanding of satisfaction model in 
e-re-purchase situation, Journal of Marketing, 44 (7/8) 997-1016 

Jacob, W., Dov T., and Limor A. (2011). Past purchase and intention to purchase in e-
commerce, Internet Research, 21 (1), 82-96 

Kenneth C. L., and Carol G. T. (2002). E-commerce business, technology Society (4th ed.). 
New Jersy, NJ: Practice Hall. 

Kotler, P. (2000). Marketing Management (Millennium edition).  New Jersey:  Prentice Hall. 
Kuo, L. H., Judy, C. C. L., Xiang, Y. W., Hsi, P. L., and Hueiju, Y. (2010). Antecedents and 

consequences of trust in online product recommendations, 34 (6), 935-953 
L. Jean Harrison-Walker. (2001). E-complaining: a content analysis of an Internet complaint 

forum, Journal of Service Marketing, Journal of Service Marketing, 15(5), 397-412 
Lin, J.S.C. and Hsieh, P.L. (2006). The role of technology readiness in customers’ perception 

and adoption of self-service technologies, International Journal of Service Industry 
Management, 7(5), 497-517 

Lori, K. M., Russell, A., Paul, D. (2008). Satisfaction, quality and value and effects on 
repurchase and positive word-of-mouth behavioral intentions in a B2B services 
context, 22/5, 363-373 

Luc, H. P. Y., Frederic, M., and Marti, C. (2011). Customer’s loyalty and perception of ISO 
9001 in online banking, 111 (8), 1194-1213 

Mayer, R. C., Davis, J. H. and Schoorman, F. D. (1995). An integrative model of organizational 
trust, Academy of Management Review, 20 (3), 709-734 

Montry C. (2009). The social media marketing, Journal of Marketing, 4 (11), 34-45 
Michael H. and James H. (2000). Service Quality in the Knowledge Age: Huge Opportunities 

for the TWENTY-FIRST Century, Measuring Business Excellence, 4 (4), 31 - 36 
Morgan, R. M., and Hunt, S. D. (1994). The commitment-trust theory of relationship 

marketing, Journal of Marketing, 58, 20-38 
NECTEC. Thailand E-commerce trends in 2011 Retrieved from search blog Asia: 

http://www.searchblog.asia/thailand-e-commerce-trends-in-2011. 
Oliver, R. L. and Swan, J. E. (1989). Consumer perceptions of interpersonal equity and 

satisfaction in transactions: a field survey approach, Journal of Marketing, 53, 21-35 
Oliver, R. L. and Swan, J. E. (1989). Equity and disconfirmation perceptions as influence on  



  

Kasem  Bundit  Journal  Volume 13  No. 2  July – December  2012  

merchant and product satisfaction, Journal of Consumer Research, 16, 372-83 
Parasuraman, A., Zeithaml, V. A., and Malhotra, A. (2005). E-S-QUAL: a multiple-item 
scale 
for assessing electronic service quality, Journal of service research, 7 (3), 213-235 

Park, D.H. and Kim, S. (2008). The effects of consumer knowledge on message processing of     
electronic word-of-mouth via online consumer reviews, Electronic Commerce Research 
and Applications, 7, 399-410 

Patterson, P. G., Johnson, L. W. and Spreng, R. A. (1997). Modeling the determinants of  
customer satisfaction for business-to-business professional services, Journal of Academy  
of Marketing Science, 25, 4-17 

Pavlou, P. A., and Fygenson, M. (2006). Understanding and predicting electronic commerce 
adoption: an extension of the theory a planned behavior, MIS quarterly, 30 (1), 115-143 

Payne, A., and Rickard, J. (1997). Relationship marketing, customer retention and service firm 
profitability, Cranfield School of Management, Cranfield, working paper. 

Pearson, J.M., Pearson, A. and Green, D. (2007). Determining the importance of key criteria in 
web usability, Management Research News, 30(11), 28-816 

Phillip, K.H., Gus, M.G., Rodney, A.G. and John, A.R. (2003). Customer repurchase intention a 
general structural equation model, Journal of Marketing, 37(11), 1762-1800 

Pound, R. (1915). Interests for personality, Harvard Law review, 28(1), 343 
Ranaweera, C. and Prabhu, J. (2003). On the relative importance of customer satisfaction 

and trust as determinants of customer retention and positive word of 
mouth,  Journal of Targeting, Measurement and Analysis for Marketing, 12(1), 82-90  

Reichheld, F.F. and Schefter, P. (2000). E-loyalty: your secret weapon on the web, Harvard 
Business Review, 78(4), 13-105 

Ribbink, D., van Riel, A., Liljander, V., and Streukens, S. (2004). Comfort your online 
customer:Quality, trust and loyalty on the Internet. Managing Service Quality, 14(6), 
446–456. 

Richins, M.L. (1983). Negative word-of-mouth by dissatisfied consumers: a pilot study, 
Journal of Marketing, 47, 68-78 

Rowley, J. (2006). An analysis of the e-service literature: towards a research agenda, Internet 
Research, 16(3), 59-339 

Rousseau, D.M., Sitkin, S.B., Burt, R.S. and Camerer, C. (1998). Not so different after all: a 
cross-discipline view of trust, Academy of Management Review, 23(3), 393-404 



  25 
 

 

วารสารเกษมบัณฑิต ป�ท่ี 13 ฉบับท่ี 2 กรกฎาคม – ธันวาคม 2555 

Sekaran, U. (2000). Research method for business: A skill building approach. New York:   
John Wiley and Sons, Inc. 

The research advisor (2006). Sample size table. Retrieved from The research advisor 
website : http://research-advisors.com/tools/SampleSize.htm.  

Triandis, H.C. (1980). Values, Attitudes and Interpersonal Behavior, University of Nerbraska 
Press, Lincoln, NE. 

Westbrook, R.A. (1987). Product/consumption-based affective responses and post-purchase  
process, Journal of Marketing Research, 24, 258-70 

White, C., and Yu, Y.-T. (2005). Satisfaction emotions and consumer behavioral intentions, 
Journal of Services, 19 (6), 411-420 

Wolfinbarger, M., and Gilly, M. C. (2003). eTailQ: Dimensionalizing , measuring and predicting  
    etail quality, Journal of Retailing, 79 (3), 183-198 

Zboja, J. J., and Voorhees, C. M. (2006). An empirical examination of the impact of brand 
trust and satisfaction on retailer repurchase intentions, Journal of Service Marketing, 
20 (5), 381-390 

Zeithaml, V. A., Berry, L. L. and Parasuraman, A. (1996). The behavioral consequences of 
service quality, Journal of Marketing, 60, 31-46 

Zikmund, W. G. (2003). Business Research Methods, 7th edition. Ohio-USA:  Thomson, South-
Western, chapter 5 

 
 
Appendix 
Service quality dimension 
1. Ease of use 

E-commerce is easy to use. 
E-commerce makes it easier for me to make products comparisons among few 
retailers. 
E-commerce website should have alternative payment channels. 
E-commerce should provide a website that is flexible to interact with. 

2. Web design 
The website layout and colors should be attractive. 
The information on the website should be easy to understand and follow. 
The information on the website should be have goods. 
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3. Assurance 
The electronic payment system on the website should be secured. 
The website should be secured when the user provides private information. 
The online systems should be secured in conducting online transactions. 

4. Perceived usefulness 
E-commerce enhances my behavior of searching for and buying products. 
E-commerce develops my productivity. 
E-commerce increases my capability in buying products. 
E-commerce has benefit for buying products. 

Enjoyment  
 The website should be fun. 
 The website should provide a lot of enjoyment. 
 Purchasing goods on the websites is interesting. 
Firm’s reputation 
 I will like to purchase online, if the firm has a good image. 
 I compare firm's image before my purchase decision. 
 I will purchase products/services from website that is popular. 
Trust dimension 

1. Responsiveness 
E-commerce should offer a meaningful guarantee. 
E-commerce should tell me what to do if my transaction is not processed. 
E-commerce should solve my problems promptly. 

2. System availability 
E-commerce should always be available for business. 
E-commerce should launch and run straightaway. 
E-commerce should not crash while I am surfing. 

3. Contact 
E-commerce should provide information in order to contact the vendor. 
E-commerce should have customer service representatives available online. 
E-commerce should offer the ability to speak to a live person if there is a problem. 
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Satisfaction 
 I like to purchase products or services from E-commerce. 
 I am satisfied with the experience of purchasing products from E-commerce. 
 I am happy with using e-commerce 
Customer loyalty 
 If I have the chance, I will use e-commerce to buy products and services. 
 It is likely that I will continue to purchase products/services from e-commerce. 
 I expect to purchase products and services through e-commerce. 
 I will say positive things about e-commerce to others. 
 I will encourage others to purchase products/services through e-commerce. 

I will support the idea of using e-commerce to do business. 
Recommending relatives to use e-commerce. 
Recommending friends to use e-commerce. 

 
 

 
 
 


