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Abstract 
Customer�s loyalty is one of the biggest concerns by companies today.  Most 
companies are trying to create and keep customer�s loyalty. With the development of 
the Internet, more and more companies are finding new ways to do business. The 
concept of �e-loyalty� has been an area of growing interest by both companies and in 
the scholarly literature. How to build e-loyalty (i.e. loyalty to the websites that 
organizations develop) has become the focus of this study. This thesis is based on the 
topic purpose of gaining a better understanding of online customer service in building 
e-loyalty. A qualitative, case study approach is used to investigate four websites.  
Research questions related to the online environment as well as the organizations 
customer service and response to inquiry were stated.  Our findings show that an 
online environment as well as how a customers is handled (and responded to) are of 
key importance in building e-loyalty.  
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1 Introduction 
This chapter will provide the reader with an insight to the research area. We will 
begin by briefly discussing the background that will then be followed by the problem 
discussion. The problem discussion ends with the overall purpose of the study and 
specific research questions. 
 

1.1 Background 

Schultz (2000) describes customer loyalty in cyberspace as an evolution from the 
traditional product driven, marketer controlled concept towards a distribution driven, 
consumer controlled, and technology-facilitated concept. In addition, e-loyalty also 
has several parallels to the “store loyalty” concept (Corstjens & Lal, 2000) such as 
building repeat store visiting behavior as well as the purchase of established brand 
name items in the store. As extensively discussed in Schefter and Reichheld (2000), 
e-loyalty is all about quality customer support, on-time delivery, compelling product 
presentations, convenient and reasonably priced shipping and handling, and clear and 
trustworthy privacy policies. 
 
Making your customers loyal to your Web site begins with a successful strategy that 
is implemented using a liberal dose of both the science (the right applications) and the 
art (the right content, offering and persuasion) of e-loyalty marketing. Success 
depends on your ability to humanize digital loyalty by using digital tools to build 
human relationships. The same values that make us want to have a relationship with 
another human being, also make us loyal to a brand, product, or Web site. These 
values are: (1) We want to be liked, recognized or valued. (2) We like the way we feel 
when we are around that person. (3) We believe the relationship will enrich our lives. 
(4) We think the relationship reflects who we are. (5) We trust the other person. (6) 
We feel respected. The fact is that loyalty is loyalty, on or off the Web�it�s about the 
art of making people feel healthier, enriched, smarter, respected, valued, etc. What the 
science of the Web does for e-loyalty is make building relationships easier, faster, and 
cheaper. (Ellen Reid Smith 2000) 
 
The concept of e-loyalty extends the traditional brand loyalty concept to online 
consumer behavior. Although the underlying theoretical foundations of traditional 
brand loyalty and the newly defined phenomena of e-loyalty are generally similar, 
there are unique aspects of it in the area of Internet based marketing and buyer 
behavior. (Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold,2001) 
 
With the rapid growth of E-commerce and on-line consumer shopping trends, the 
importance of building and maintaining customer loyalty in electronic marketplaces 
(e-loyalty) has come into sharper focus in marketing theory and practice. (ibid) 
 
So in order to know how to build good e-loyalty, the e-business company should know 
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how the e-loyalty consists. The framework of e-loyalty with the underlying drivers 
consisting of: (ibid) 
 
Figure 1: the framework of E-loyalty 
Source: From brand loyalty to e-loyalty: a conceptual framework ((Marcel Gommans, 
Krish S. Krishnan, & Katrin B. Scheffold, 2001, p6) 
 

 

 
Value Propositions 
Product customization and interactivity are two unique value propositions that 
contribute to e-loyalty in online buyer behavior. Media and Greenfield survey showed 
that a majority of web shoppers prefer websites that offer customized products and 
information. This clearly indicates the importance of mass customization in creating 
e-loyalty. The computer manufacturer, Dell, has successfully implemented the 
approach of �build your own computer� through the use of �Choiceboards� 
(Slywotzky, 2000). The high involvement in the product design on the part of the 
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buyer inherently creates a stronger affective relationship with the brand that 
subsequently leads to brand loyalty. The combination of customer involvement in 
product design and a well-known brand with associated product quality and 
guarantees increases the probability that product performance meets customer 
expectations. In e-markets, being in a competitive price range is more important for 
e-businesses in developing and maintaining customer loyalty (Reichheld & Schefter, 
2000).  
 
Brand Building 
Brand image building as a strategic tool for developing brand loyalty has been 
discussed a lot from both theoretical and managerial perspectives in the literature 
(Bhat & Reddy, 1998; Yoo, Donthu, & Lee, 2000). Internet offers unique tools of 
interactive brand building that have previously not been available through traditional 
mass media oriented brand-building strategies. 
 
Trust and Security 
Trust, particularly the unique dimensions of transactional security and privacy 
(Hoffmann et al., 1999), play a critical role in generating customer loyalty to an 
e-business.  
 
Website & Technology 
A unique factor in e-loyalty is the critical role of the first impression created by a 
website as well as its ease of use (Smith, 2000)- easy navigation, fast page loads, 
server reliability, quick shopping and checkout processes, and a personalized 
interface.  
  
Customer Service  
Order fulfillment and rapid delivery systems are as critical to e-loyalty development 
as the other factors. A thoughtful logistics system that guarantees a fast delivery after 
the checkout process contributes to customer satisfaction, which in turn contributes to 
loyal behavior.  
 

1.2 Problem discussion 
Archer and Gabauer (2000) emphasise that building and maintaining customer 
relationships are the key to success in e-commerce, which depends on maintaining 
effective customer service. They also suggest that in e-commerce, unless service is 
maintained, customer loss may result, more than offsetting any cost-efficiencies due 
to the introduction of e-commerce technology. Relationships in the 
business-to-business environment are based heavily on information exchange, which 
has a fundamental effect on market growth and structure. In B2C e-commerce Singh 
et al. (2001) suggest that effective customer support and services are vital to 
encourage customers to shop online as it is a lonely experience, does not allow touch 
and feel and has a high degree of concern regarding security and privacy of 
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information. Archer and Gabauer (2000) further explain that, when a network links 
supplier and customer, in each of these functions information is entered, used, 
generated, and transmitted by internal information systems, which potentially may be 
shared between the parties. In each function there are opportunities to gather 
information during customer procurement activities, and to use this information to 
improve the possibility of continuing a profitable relationship between partners. 
Information is integrated to improve service, save customers' time and ease 
frustration. 
 
As customers embrace e-commerce they have escalated expectations about service 
and support to enable them to shop online. Customer service applications in electronic 
commerce (Online customer service) are more critical than in conventional sales, since 
customers and merchants do not meet face-to-face. A click of a mouse is enough for 
an online customer to select a new provider. Electronic commerce is exponentially 
increasing the availability of information, giving customers access to more knowledge, 
of better quality and faster than before. Businesses online provide an information-rich 
environment by which competitors can identify, match and improve product 
innovation. A company that can respond to the needs of customers, accommodate 
their requests promptly and support their buying decisions creates value and wins 
customer patronage and e-loyalty (Singh et al., 2001).  
 
In order to achieve optimum customer service, most industry is now realizing the need 
to provide online customer support called web-based customer service. The goal of 
web-based customer service is to give customers 24/7 access to easy, cost-effective 
online self-service. Moving routine interactions online saves, for example, Cisco 
Systems nearly $270 million annually�with increased customer satisfaction. Today 
over 80 percent of all Cisco customer support questions are answered by Web 
self-service, vaporizing an estimated 75,000 phone calls per month. Customers can 
even take delivery of software online. (Greg Gianforte 2001) 

Online customers expect fast, friendly and high quality service. They want choice, 
convenience and a responsive service with a personal touch (Zhao and Gutierrez, 
2001). In the electronic commerce environment clients are more discerning with 
increased options and solutions available to them. The increased information available 
to marketers and advertisers, the streamlined supply chain, and the new retail channel, 
made possible by electronic commerce, significantly affect the satisfaction of 
customers, whether they are individual consumers or in other businesses (Adam et al., 
1999). Ho and Wu (1999) suggest that in electronic commerce all potential Internet 
users are potential customers. For businesses to win these potential customers and to 
convert them into real ones depends on effective customer relationship management. 
Customer services that win customers and positively contribute to effective customer 
relationship management also enhance B2C e-commerce and the volume of 
transactions. Online customer service such as easy search of products and services, 
provision of product specifications that reduce communication costs, secure electronic 
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payment systems to complete transactions, updated product delivery information and 
quick responses to customer queries are important to win online customers and to 
make them keep coming back to the site for further purchases (Turban et al., 2000). 

1.3 Purpose 
From the problem discussion above, the purpose of this study is to gain a deeper 
understanding of online customer service in building e-loyalty. To reach this purpose, 
the following research questions are stated. 
 

1.4 Research questions 
. RQ1 How can the online environment (i.e. website) be described? 
. RQ2 How can the web-based customer service and response to customer inquiry be 
described? 
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2 Literature review 
The previous chapter provided the background and the problem discussion of the area 
of this study. Then we are going to present literature review. The aim of this chapter 
is to provide relevant literature in the field we are doing study. The chapter has been 
divided into two sections including online environment (website design) and 
web-based customer service and response to customer inquiry. 
 

2.1 The online environment (Website design) 

2.1.1 Factors influencing website design 
According to Dave Gehrke & Efraim Turban (1999), they have identified five major 
categories as usual factors can be influencing in website design.  
 
Table 1: Major categories of website design 

 
 
Source: Dave Gehrke & Efraim Turban. Determinants of Successful Website Design: 
Relative Importance and Recommendations for Effectiveness. (1999, p. 2) 
 
Page-Loading Speed 
According to a survey conducted by Hamilton (1997) speed (i.e., slow speed) was the 
number one complaint of Web users (77%). Most potential e-commerce customers do 
not want to wait for a seemingly endless page to load. Instead, they hit the browser 
�stop� button and go elsewhere. Therefore, large, pretty graphic files and �cool� 
animation may come at a price to the Web business owner in terms of lost business 
(Busch, 1997). In some cases page-loading speed is out of the control of the Website 
builder. Such factors as server speed, customers� computer power and modem speed, 
quality of telephone lines, and other factors are to be blamed. Recommended remedies 
are as follows: 
 
Keep graphics simple and meaningful  
Wilson (1998) refers to excessive graphics as �Image Inflammation.� He recommends 
limiting the total graphics and text for a single Web page to 60KB. A rule of thumb is 
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to allocate about 5KB, 5KB, 16KB, 8KB, 16KB, and 10KB, respectively, to each of 
these elements). 
 
Some graphics are meaningful and necessary where it is imperative to display the 
product 
For example, a flower sales site such as www.flowersworldwide.com would wilt if 
numerous photographs of the product were not used (Haine 1998). 
 
Limit the use of animation and/or multimedia plugin requirements 
Animation is a contributor to slow page loading. Haine (1998) recommends that if a 
designer thinks it is necessary to have animation, it should be made to stop cycling 
after ten seconds to allow the user to scroll it off the screen. Nunley (1998) suggests 
that information content should account for 80% of the site. Audio clips and other 
multimedia gizmos that require users to download plug-in programs, install them, 
reboot and return to the Website drive away users. Blower (1998) advises against 
using proprietary tags and graphics requiring a banner stating, �Best Viewed with 
Brand X Browser.� An anonymous author in the March 1998 Economist recommends 
that designers should not require viewers to download software to view a Website�s 
contents. 
 
Use thumbnails  
Thumbnail graphics, which typically contain only about 10 KB, are an effective way 
to utilize graphics without significantly increasing the page-loading time. Thumbnails 
give the user a choice of whether or not to wait for the loading of a larger picture 
without forcing it as a default. (ibid) 
 
Provide �text-only� choice 
Providing an option to load text only increases speed and allows the use of a greater 
variation of browsers (Heath, 1998). 
 
Check and monitor your server and Internet route 
Sometimes a slow Website is not the fault of the designer (Smith, 1997). 
 
Use progressive rendering 
Sklaire (in Janal, 1997, p. 352) describes this term as allowing text to load first, 
followed by graphics. This allows the user to read the content while the graphics are 
loading. 
 
Business Content 
Business content is a major Website issue because the quality of presentation and 
usefulness of the content determine whether a potential customer will be attracted to, 
or driven away, from the site. Recommended remedies are as follows: 
 
Use clear and concise text with proper spelling and grammar to describe the business 
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This is by far the most commonly prescribed recommendation in the literature. Too 
often business Websites are ambiguous � one has no clue as to what the business is 
really about, what the company sells, or what its services are. An example is 
www.carleson.com, which presents too many companies, including major travel 
services, but you cannot even make a reservation. (Dave Gehrke, etc, 1999) 
 
Provide contact information on each page 
A site with no information on whom to contact may drive business away. Smith (1997) 
recommends installing �mail-to� links on every page. Maloff (1997, p. 70) suggests a 
more elaborate method, which is posting threaded on-line discussions, message 
boards, or even interactions via real-time, on-line chat. (ibid) 
 
Use simple background colors  
Heath (1998) prefers green on black, and Wilson (1998) provides a �how to dealing 
with colors�. (ibid) 
 
Provide free services or useful information 
Free content is a valuable feature (See Bancroft [1997]). But free content is likely to 
decrease as the Web becomes more mature and commercial. The Wall Street Journal, 
Business Week, and others provided free information for months and then started to 
charge for it. Wilson (1997) believes that prospective customers are more likely to 
purchase when site owners make sure that the free service is closely related to what is 
being sold. 
 
Make regular changes to the site 
This is wise for two reasons: (1) Visitors want to see fresh material, and (2) Updating 
the site often will ensure that the information is current. (Dave Gehrke, etc, 1999) 
 
Limit registration forms and the amount of requested information on them  
Another way to drive away customers is to blitz them with intimidating registration 
forms, and especially those that request a burdensome amount of unnecessary 
information. (ibid) 
 
Jokes on the site�avoid or not 
There are differing opinions regarding this recommendation (Heath, 1998 and 
Guglielmo, 1998). Contrary to this opinion, Janal (1997, p. 311) states that telling 
jokes (and adding a new one each day) on the Website is a good business strategy and 
results in repeat visits. 
 
Create a Frequently Asked Questions (FAQ) section 
It enhances users� understanding of what is offered at a site. It also helps the site 
owner by reducing the amount of correspondence necessary to answer repeatedly the 
same questions. (Dave Gehrke, etc, 1999) 
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Avoid �Under Construction� signs  
Berst (1998) listed this as one of his �Seven Deadly Website Sins.� If you must use 
such a sign, provide an approximate date of opening. Tadjer (1998) recommends to 
�design for flexibility.� This means that urgent changes can be made without having 
to take the site off line. (ibid) 
 
Navigation Efficiency 
Without efficient and user-friendly navigation, the user is likely to get confused, lost, 
or frustrated and leave the site for good.  
 
Use wel- labeled, accurate (no broken) links 
An ambiguously labeled link or a link that hits a dead end is one of the most annoying 
design faults in a Website. Haine (1998) recommends to labell each link carefully so 
that it answers two questions: (1) �What will I get if I click here?� and (2) �Why 
would I want to get that?� 
 
Keep navigation consistent  
There is some disagreement in the literature on this issue. Wilson (February 1998, p. 5) 
states, �Provide as many alternate ways to navigate your site as necessary. Buttons, 
image maps, hyperlinks, search engines, and drop-down menu systems all contribute 
to overall user friendliness when used appropriately.� Berst (1998, p. 1) disagrees by 
stating, �Sometimes you click on a left sidebar. Sometimes you get a drop-down box. 
Okay, I know we�re all still inventing this as we go along. But if your core navigation 
metaphor changes mid-stream, you have committed a sin. Even if you haven�t created 
perfect navigation, at least be consistent. Please.� Tadjer (1998) supports a navigation 
bar on each page. Also, buttons on any navigation bar should be those that let 
customers make purchases (i.e., take the customer straight to the cash register). 
 
Provide an effective search engine in the site 
This applies mainly to large sites or for sites with a lot of randomly accessed content. 
Haine (1998) puts it very succinctly: ��in ecommerce, each failed product search is 
equivalent to a clerk saying �Sorry, I don�t think we carry that item.�� Search engines 
should be prominent and easy to use. Metacrawler at www.metacrawler.com, for 
example, gives the user radio button choices to search a text string by �any,� �all,� or 
�phrase.� Sophisticated sites, such as www.compare.com, allow both search and price 
comparisons. 
 
Use long pages with links rather than subsequent pages  
There is some disagreement on this issue. Heath (1998) suggests that long pages with 
links within the page are confusing because users scroll down to read a paragraph, 
then return to the top of the page only to select the same paragraph again from the 
index. Janal (1997) disagrees by stating that using long pages with links should be 
encouraged. Linking within one long page is also faster than reloading subsequent 
pages. 
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Use site maps/guides if the site has many underlying pages   
A large site with several underlying pages should have a map or guide that allows the 
user to jump to any page from any page. (Dave Gehrke, etc, 1999) 
 
Avoid links that open up pop-up ads 
These links may be both invasive and offensive. It wastes the users� time and energy 
because new pages and/or browsers popped opened force them to wait, and �point and 
click� to close. (ibid) 
 
Security 
Generate a confirmation page after a consumer makes a purchase  
A confirmation notice (and number) of a purchase is very useful. Further, e-mail 
confirmation that the order was shipped is also a good idea. (ibid) 
 
Marketing/Customer Focus 
A Website should be evaluated as to how well it markets its products and services, 
and also as to how well it keeps the customer in focus. Listed below are some 
recommendations regarding this topic: 
 
Provide as many payment alternatives as possible 
The more payment alternatives a site offers, the more likely a sale will result. If 
certain customers refuse to accept the fact that an encryption setup like CyberCash is 
safe, then give them the option to fax or call their credit card number in. Also, if 
international business is expected, make it easy to accept local currency. Provide 
current exchange rates. (Heath, 1998) 
 
Use an auto responder  
The storefront owner should always automate to expedite e-mail replies. A customer 
who fails to get a timely answer to a question via e-mail is likely to be a lost customer. 
Most e-mail programs, like Microsoft Exchange, have auto responders built in. By 
using intelligent agents, it is possible to sort e-mail and send customized replies (Maes, 
1997). 
 
Write the Website in English or give the English choice 
English is recognized as the worldwide universal business language. Therefore, 
writing a Website in English (or at least giving the English choice) seems to be the 
logical thing to do. Buttons with the language choice provides the user with the 
convenience to select the preferred language. (Heath, 1998) 
 

2.1.2 The applications of website design 
According to Jane Kidd (2001), the applications of website design could be including: 
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Use Your Website to Enhance Branding 
Proper design will enhance branding for your organization. You should first, 
determine what your organization hopes to achieve with the site and what the primary 
message or function of the site is. Make the design consistent with the organization's 
print materials, using web-safe versions of existing logos and wordmarks, and ensure 
that these organizational identifiers appear on every page. (ibid) 
 
Technology and Audience Accessibility 
If you know who your audience is, you should know if they are likely to be using 56k 
modems or have high-speed Internet access. A good rule of thumb is to provide the 
site's essential information (who you are, what you do, how visitors can help) in a 
form quickly accessible to the 56k-modem user. Don't frustrate visitors with long 
download times; use "bells and whistles" for nonessential information only. Do your 
web visitors have special accessibility requirements? Consider the visual needs of 
aging visitors with regard to font size and style _ sans serif fonts (such as Arial and 
Helvetica) are easier to read on a computer screen than serif fonts (such as Times 
New Roman). The blind and visually impaired, using screen-reading software, may 
have trouble with page designs incorporating HTML table structures, extensive 
graphics, or color-coded navigation and content. Consider providing a parallel 
text-only site. Use "ALT" tags to provide an text description for every graphic, and 
use CSS (Cascading Style Sheets) to define styles wherever possible.  
Remember that web users with impaired motor skills may have difficulty clicking on 
small buttons. Where appropriate, consider developing specialized content for 
disabled users (Flash games for disabled children, for instance). Numerous online 
sources address accessibility issues. (ibid) 
 
Home Page's Essential Content 
In many cases, home page content will require a different design from secondary 
pages. Since this is the first page that the site visitor sees, essential content should 
appear "above the scroll" as much as possible. Currently, most designers work to a 
screen resolution of 800 x 600 pixels. Any higher resolution risks frustrating lower 
resolution users with horizontal scrolling. Essential content can include main 
navigation (including a prominently placed donation button), branding (logo or 
wordmark placement), pertinent message, mission statement, and important topical 
information. Determine the structure of the home page by prioritizing content. A 
news-style column layout works well to incorporate multiple items of information. 
Well-chosen photographs can achieve a welcoming feel, but keep in mind the need to 
balance appealing graphics with quick download times. Make text content brief with 
hyperlinks to more in-depth information. Secondary pages can contain lengthier 
content. Consider a home page feature area that includes continually refreshed content 
to encourage return visits. This could be a personal- interest story, timely information, 
or teaser content. (ibid) 
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Donation Area 
Images, testimonials, statistics and human interest stories can help visitors answer the 
question, "Why should I donate?" Graphic icons (such as envelopes, telephones, and 
fax machines), in conjunction with text, can help the visitor see available donation 
choices. (ibid) 
 
Maintenance 
Most non-profit organizations have limited funds and staff resources. Frequently, 
in-house staff with limited training maintain an organization's website. If that is the 
case, make sure the site design allows for easy maintenance with a minimum of staff 
training hours. The best approach is to create templates for each section of the website, 
with editable and non-editable areas. In this way, inhouse staff can readily create new 
pages without affecting the original design. Most popular design software (such as 
Macromedia Dreamweaver) provides a template function. Six hours of software 
training are adequate, generally, even for staff with very limited web background. 
(ibid) 
 
The Bells And Whistles 
Online multimedia such as video clips and Flash interactive presentations can deliver 
a message with strong emotional impact. Use them selectively, as they are bandwidth 
heavy, and where possible, provide both low and high bandwidth options for the end 
user. Other bells and whistles, such as postcard functions, games, and visitor 
guestbooks, can encourage repeat site visits. Bulletin boards, while not as compelling 
as live chatrooms, provide a more easily maintained option if the posting of 
inappropriate content is a concern. (ibid) 

2.1.3 The development and strategies of website design   
According to Raphie Frank (2003), how to develop a site is a big deal, because it will 
determine that a site is successful or not. Some rules that can be influencing the 
website developing are attached below: 

Make it Useful 
The useful site will first and foremost provide high quality, accurate content that is 
relevant for the audience. Generally, it should be updated frequently with graphics 
and/or animations that illuminate content or, in the case of dynamic content, perform 
a function. Second, the useful site will be robust, with breadth and depth of content 
that makes the site understandable for first time users and valuable for repeat and 
highest value users. Reference resources, useful links, interactive tools and 
community elements can all add value to a site when employed in an appropriate, 
judicious manner. Third, the site must support user goals. It should tell and show 
users what it can do through proper text and visual cues. It should help them 
accomplish tasks by helping them find what they are looking for and by providing 
proper support networks � search tools, FAQ�s, easy to access contact information � 
to help them when they encounter difficulties. Lastly the site must deliver on its 
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promises, actually enabling them to do what it tells them it can do, either implicitly or 
actually. (ibid) 
 
Make it Easy 
The easy-to-use site should be intuitive and clearly navigable; should make it easy to 
access information via useful search function and well thought out information 
hierarchies/ categorizations within and between site sections (helping users �guess 
right� when looking for something); should structure typography and content to cater 
to online reading habits; should be accessible to the target audience; and should 
provide clear, concise instruction and easily available support. Additionally the site 
should be attractive, as studies have shown that pleasant affect helps people make 
better and faster decisions when confronted by obstacles. At heart, the goal of making 
a site easy is to reduce needless mental processing (related to �Efficiency� below). 
Some of the more specific ways this can be achieved are: 
 
Immediately provide users with a sense of site purpose and mission; Show users 
where they are, where they�ve been and where they can go through the use of 
standardized linking conventions, and with expected, logically ordered placement and 
labeling of menus and buttons. 
 
Design layout and visual presentation to be consistent and uncluttered in order to offer 
clarity and minimize users� need to memorize (long term) and remember (short term); 
Structure content for �scannability� by breaking up information into small chunks 
with descriptive headlines (�chunking�), utilizing the �inverted pyramid� approach to 
writing content (the most important information comes first), highlighting important 
points, and mercilessly editing copy to 1/2 that of offline presentation of the same 
material. 
 
Place the most important links and content �above the fold�5 and allow for drill-down 
depth so that users can immediately get the overall picture and then choose to read 
more if so desired. 
 
Give them a clearly identifiable �escape route� or �breadcrumb trail� to bring them 
back to a familiar �Home Base� such as the Home Page. 
 
Institute search functionality that returns descriptive, relevant results, allows users to 
narrow search parameters, and gives the ability to search via standard query languages 
and specifiable search elements. (ibid) 
 
Make it Efficient 
In order for a site to be either useful or easy, the site has to technically work in the 
first place and help users perform tasks quickly and successfully. Thus, the efficient 
site will be technologically sound, accessible and flow well. In order to be 
technologically sound, the site should be error-proof, cross platform and cross-display 
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compatible, and should degrade well on older systems and lower speed connections. 
Page loading times should be minimal, forms should function and there should be 
high system visibility that keeps users updated on system status when downloading 
assets, loading new pages or encountering errors. Universal Accessibility 
requirements should also be considered for those who are physically challenged by 
vision, hearing or mobility impairment; technologically challenged due to economic 
status or locale; or comprehension challenged language due to native tongue. The W3 
Consortium7 has a detailed set of recommendations that are presently used as a basis 
for international standards, guidelines and sometimes law. (ibid) 
 
Make it Engaging 
A site that is useful, easy to use and efficient will almost by definition be an engaging 
site. That said, a particularly engaging Website can inspire vision, better communicate 
message, and encourage repeat visitations while promoting trust and confidence in an 
organization. Ideally, a Website site will be attractive, use layout to �befriend� the 
user, and engage or even possibly inspire the user through the use of appropriate 
content, tone and mode of presentation. The attractive site will be attention grabbing 
without being annoying, will use graphics in a relevant and illuminating manner, will 
utilize aesthetically pleasing and eminently readable text and typography treatments, 
and will employ effective, moderate use of color and backgrounds. Layout will be 
used to maximum effect through an uncluttered positioning of elements and judicious 
use of white space that allows users to �breathe.� More important information will be 
accorded more prominence with respect to both visibility and positioning, logically 
related items will be visually related and unnecessary scrolling avoided. In sum, the 
layout will adhere to proven design standards unless there is a compelling argument to 
suggest �innovative� treatments. Finally, the engaging site will actually engage and 
possibly inspire the user by adopting the user�s language and tone; by using a 
context-sensitive, proper mode of presentation; by employing dynamic content, 
community elements and �nifty� online tools in instances where it can increase 
communication, understanding or useful functionality. (ibid) 
 
Make it Trustworthy 
Trust is the final essential ingredient that should not to be overlooked as a foundation 
for user-centric Website design. If all the other elements, usefulness, ease of use, 
efficiency and engagement are working in tandem, this will go a long way towards 
building the desired trust. A site with useful content that is updated frequently builds 
trust. So too does one that delivers on its promises, works well, helps people find what 
they are looking for and accomplish tasks, looks solid and professional (or at least 
�appropriate�) and provides adequate support function. A few elements, however, are 
unique to the trust domain and, without them, they can undermine an otherwise 
tremendously successful effort at usercentric design. First, users should be provided 
with a secure environment. There should be up front disclosure of all aspects of the 
user/organization relationship, a privacy policy should be provided when personal 
data is being collected (and, ideally, guarantee the user that his or her privacy will be 
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protected), and encryption employed for the transmission of all personal and financial 
information. Second, users should be treated courteously. Examples of courteous 
treatment include: warning users when aspects of the user/organization relationship 
will not be in accordance with standard practice and user expectation; warning users if 
a link will take them directly to a document or software download, alerting them as to 
the file size of the download and providing them with links to necessary viewing and 
downloading software; and employing sensitive use of e-mail. Third, the trustworthy 
site will tend to be transparent. It will be connected to the rest of the Web with links 
in and out. Clear, transparent contact information will be provided. (ibid) 
 
Figure 2:Importance of Website Design Features When Visiting Websites 
(% Indicating Very Important) 
Source: Online User Panel, Website Design April, 2001 P3 
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Figure 3: Importance of Website Design Features In Determining Whether or Not to 
Return to a Particular Site (% Indicating Very Important) 
Source: Online User Panel, Website Design April, 2001 P4 
 

 
 

2.2 The web-based customer service and response to 

customer inquiry  

2.2.1 Factors influencing web-based customer service 
According to (Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, 2001) 
The factors can be used to influence web-based customer service are including: 
 
(1) Fast response to customer inquiries 
(2) Easy to contact 
(3) Free to contact 
(4) Free online applications 
(5) Easy payment methods 
(6) Fast delivery 
(7) Delivery options 
(8) Customer reward system 
 
Order fulfillment and rapid delivery systems are as critical to e-loyalty development 
as the other factors. A thoughtful logistics system that guarantees a fast delivery after 
the checkout process contributes to customer satisfaction, which in turn contributes to 
loyal behavior. In addition to the speed of delivery, the logistics system should allow 
different ways of delivering products. Some customers prefer to get the product 
delivered by parcel services, like FedEx and UPS. Others might want to pick up a 
product in a physical store in order to have somebody to talk to. (ibid) 
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2.2.2 The applications of web-based customer service 
Web-based customer service applications that support online shoppers identified from 
literature (Turban et. al., (2000), Watson et al (1999), Otto and Chung, (2000), 
Kornerand Zimmermann (2000) and Turban et al, (2002) are discussed here. These 
applications are described and discussed on eight steps of consumer mercantile 
activities identified by Kalakota and Whinston (1997). The eight steps are: 
(1) Product service search  
(2) Comparison shopping  
(3) Product selection 
(4) Negotiation of terms  
(5) Placement of order 
(6) Payment authorization 
(7) Receipt of product 
(8) Customer service and support 
 
Product service search 
During this phase customers are searching for a product that best meets their needs 
with attributes such as best price, service and support and quality of product. 
Customers place great importance on the ability to get free information on demand. 
Detailed information as well as general browsing, readily available at the click of a 
mouse on a point of interest provided as a service during the prepurchase phase, 
becomes as important as the purchase itself. Innovative use of links and key words 
need to be the norm for building Web sites that keep the consumer coming back for 
more information. The Internet provides the ability to embed numerous links to other 
information sites to get further useful information or transactions. These links may 
include related information from experts and incorporate web site 'attractors' with 
facilities for interaction. Support in the form of intelligent and software agents may 
also be provided. These are computer programs that help customers find and compare 
products. Such agents enable customers to conduct routine tasks, search and retrieve 
information, support decision-making and act as domain experts without the need for 
human intervention. Photographs of products, video presentations, textual 
descriptions, articles, reviews and downloadable demonstration files provided 
electronically assist customers determine his/her needs. (ibid) 
 
Comparison Shopping 
A consumer generally compares product attributes available from different sellers. A 
decision support system available on some sites (such as www.dell.com) aids user 
decision-making. Some sites provide links to efficient search engines such as 
compare.com for such purposes. Search engines that support customer 
comparison-shopping are described as, 'computer programs that can automatically 
contact other network resources on the Internet, search for specific information or 
key words and report the results' (Turban et al 2000 p. 103). With so many stores 
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online and many more added constantly, it is difficult for a customer to quickly find 
what they want and make a decision to buy. E-service functions incorporated on 
e-commerce sites that can quickly provide online shoppers with decision-making 
support win e-customers and get them to return. (ibid) 
 
Product Selection Support 
Interactive experiences need to be tailored to induce the customer to commit to a 
purchase. Once a customer is decided the shopper can be presented with a variety of 
useful information concerning the product. For example, airlines and hotels are 
offering customers the services of providing them with links to maps, price 
comparisons, and information about cheap tickets to favorite destinations, weather, 
travelers' experiences, and other relevant news. Other sites offer information on 
product size, weight, final cost including tax, loan terms, additional product 
requirements such as batteries or fuel, complementary items and opinions of other 
users. The ability to place orders at any time over the Internet has expanded business 
hours to be round-the-clock for both vendors and consumers. Customer service by 
Dell Computers includes pre-packaged 'specials' to customers who are given the 
option to 'custombuild' systems. Add ons, troubleshooting, and frequently 
encountered problems are handled with ease on these sites. The ability to download 
manuals and problem solutions at any time is another innovation of electronic 
commerce customer service. (ibid) 
 
Negotiation of Terms Phase 
As a customer negotiates for terms and conditions electronically available information 
on terms regarding price, delivery, payment methods and after sale support are 
e-services appreciated by customers. Services such as a free product for trial or a free 
service such as free bill payment differentiates an online provider and wins customers. 
(ibid) 
 
Placement of Orders 
E-services that allow customers to order online include e-order placement, automated 
e-mail response to confirm receipt of order, delivery information and total costs. 
Additional information on products ordered such as recipes with food items, links to 
how to use manuals, membership to e-communities comprised of other users of the 
product, clubs and information on additional related products or warranties cover 
make up for online business deficiency of �immediate gratification. (ibid) 
 
Authorization of Payment 
E-payment systems, digital cash, secure transactions, information on security; as well 
as multi payment systems such as by cheque, money order, cash on delivery to allow 
customers the comfort of using a payment method they are familiar and happy with. 
This is an important service that supports online purchase of goods and services. 
Information about each payment method and system should be included on the web 
sites and available to customers. (ibid) 
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Receipt of Product 
Notification to customers by e-mail of the acceptance of an order, the anticipated 
delivery date, and later the actual delivery date is a further service that customers 
appreciate. A thank you, an apology (for delays) and a greeting to customers 
strengthens relationship between the shopper and seller. (ibid) 
 

2.2.3 The development and strategies of web-based customer 

service 

By surveying today's most effective customer service practitioners, RightNow 
Technologies discovered ten basic attributes that make web-based customer support 
work: (Greg Gianforte, RightNow Technologies,2003) 
 
Make sure your Web site "listens" to customers 
Every successful salesperson knows the most important part of their job is 
listening—both for explicit and implicit messages from the customer. Web sites 
should do the same. Explicit messages are clear requests for specific information. 
Implicit messages are patterns of queries or usage that imply a difficulty in finding 
some type of content. Effective customer service requires mechanisms and/or 
practices that ensure an attentive ear to both types of messages from customers. (ibid) 
 
Give customers what they want—quickly 
Once you’ve “heard” what kind of information customers want, you have to give it to 
them—quickly. The Web is all about immediacy. So whether it’s getting new 
information posted onto your site or responding to incoming emails, your service 
solution must enhance your ability to respond quickly. Don’t confuse this with the 
rapid posting of information marketers want to put on your site. Quality customer 
service requires the rapid posting of customer-driven content. (ibid) 
 
Make customer service resources easy-to-find and easy-to-use 
Great content isn’t much use if customers can’t find it easily. That’s why content has 
to be well-organized into hierarchical “containers” that reflect the way users actually 
think about and search for content—not how a Web site manager guesses they might. 
It’s also important to always give customers the ability to turn to email, live chat or a 
live operator. (ibid) 
 
Integrate all your communications channels  
Different customers will use different communications channels at different times. So 
it’s important to be able to leverage your knowledge base across all channels and to be 
able to track incidents across all channels as well. That way, when customers call you 
after exchanging emails with you, they won’t have to repeat everything they explained 
in their emails—and vice versa. The result: happier customers and faster problem 
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resolution. (ibid) 
 
The "80/20" rule 
Successful customer service doesn’t require the ability to answer every conceivable 
customer question online. More than 80% of all customer questions are usually 
answered by just 20% of a support knowledge base. In fact, studies show that 
web-based customer service implementers have been able to answer 86% of all 
customer queries online with a relatively small, focused set of knowledge items. It’s 
more important to get started with an web-based customer service solution than it is to 
develop the “perfect” service/support knowledge base. Smart companies get the most 
important information up first, and then add to it over time. (ibid) 
 
Let your customers rate you 
You can’t improve what you don’t measure. That’s why it’s important to let users rate 
the effectiveness of the knowledge items they find on your Web site as well as any 
email replies received in response to their requests for help. Using this feedback, you 
quickly weed out content that’s not helpful—thereby improving your site’s 
effectiveness as a service/support resource for customers. (ibid) 
 
Leverage your knowledge base 
It’s worth creating a knowledge base just for web-based service; but you can achieve 
even greater return on investment (ROI) by leveraging that knowledge base across all 
your customer interaction channels (i.e. Web, email, chat and phone). For example, 
the same knowledge base customers use to get their questions answered online can 
also be used by new call center operators as an information resource—helping them 
become more productive more quickly. (ibid) 
 
Connect the online world to the real world  
One of the most important strategic imperatives for retailers, companies that sell 
through distributors and many others, is to link online operations with real-world 
facilities. After all, many customers come to a Web site as a prelude to visiting a store 
or service center. And one of the best ways to do this is to include a searchable 
database of real-world locations in your online service resources. It’s also important to 
supplement street addresses with maps and driving directions to ensure that your 
customers can get where they want to go without getting lost! (ibid) 
 
Consider hosted applications 
At a time when companies have a limited ability to buy, implement and manage new 
technologies, many successful web-based service implementers are turning to a 
hosted model. This approach eliminates the capital cost of software and hardware as 
well as the staffing requirements associated with implementing and maintaining a 
web-based customer service solution. Hosted systems let companies rapidly reap the 
benefits of web-based service without disrupting their existing IT operations. (ibid) 
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Buy experience along with your technology 
Online customer service technologies can be very powerful. But you have to know 
what you’re doing to get the most out of them. That’s why the smart web-based 
service implementers look for a source of substantial customer service experience to 
complement the technologies they acquire. Best practices like those listed here are 
extraordinarily valuable. So it makes sense to partner with someone who can apply 
those best practices to your company�s online/offline customer service initiatives. 
(ibid) 
 

2.2.4 The tools for response of customer inquiry 
According to Mohini Singh (2001), here are many innovative Web-related tools to 
enhance customer services and can give a good and quick response to customer 
inquire in electronic commerce in order to maintain the e-loyalty. These include: 
 
Personalized Web Pages 
Many companies are allowing customers to create their own Web pages. These pages 
can be used to record purchases and preferences. Also, customized information such 
as product details, add-on purchases and warranty information can be delivered on 
these Web pages. The information is easily disseminated when the customer logs on 
to the electronic commerce Web site. Not only can the customer pull information as 
needed, but also information is pushed to him or her. The customer databases record 
purchases, problems and requests. This information can be utilized to improve 
customer service. Personalization is important for Internet marketing, and especially 
for managing customer relationships to increase customer loyalty. Involving 
customers in the personalization process makes them feel more comfortable with, and 
more in control of, their web site visits (Dietel, et. al., 2001). 
 
Figure 4: Use of Personalized Web Pages and Frequency of Updating Specifications/ 
Preferences for �Personal Pages� 
Source: Online User Panel, Website Design April, 2001 P9 
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FAQ's 
Frequently asked questions (FAQ's) are the simplest and least expensive tool to deal 
with repetitive customer questions. FAQ�s are developed to provide answers to 
common questions about products, services or their applications. Self-service FAQ 
software and Web software assist companies in providing helpful answers to common 
customer questions. Online customers use this tool by themselves (on the Web), 
which makes delivery cost minimal freeing up time for customer service 
representatives to handle questions that cannot be answered without human 
interaction. FAQ�s are e-services on web sites presented via links. (ibid) 
 
A Chat Room 
Online text chatting provides real time communication between customers and 
suppliers. Those who are not able to get an answer online have the option to contact a 
service representative immediately if the company offers text chatting (Dietel, et. al. 
2001). Chat Rooms also attract new customers, increase customer loyalty and enhance 
relationships. For example, a virtual vineyard's chat room allows a customer to 
discuss issues with both company experts and wine lovers. This is an e-service that is 
widely used to support e-communities. 
 
Email and automated response 
The most popular tool of customer service is e-mail. Inexpensive and fast, e-mail is 
used to disseminate information, to send product information and confirmations, to 
conduct correspondence regarding any topic, but mostly inquiries from customers. To 
answer a large number of e-mails quickly and cost efficiently automated e-mail reply 
systems are increasingly implemented. Automated e-mail reply responses to customer 
inquiries are developed using intelligent agents that recognize key words. (ibid) 
 
The email facility can help answer customer questions provided the response is quick. 
Smart software which analyses the content of each question and provides the correct 
answer with an auto response has been installed in some organizations. One saw a 
reduction in calls relating to billing enquiries from over 50% of the total to less than 
20% while call volumes rose by 5 million. (ibid) 
 
One of the business respondents emphasised that 'via e-mail order acknowledgment, 
we recognise and address our customers by their first names', developing a valuable 
one-to-one relationship with this service. Another business was of the view that �a 
close relationship with customers can be developed from a distance in electronic 
business'. Email responses were widely used by businesses to acknowledge receipt of 
orders, payment and delivery information. (Mohini Singh 2001) 
 
A lot of the sites analyzed addressed their customers by their first names. Some 
greeted their customers by their first names every time a customer logged onto the site. 
An email to say thank you, an apology for any delays, tailored emails from analysis of 
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shopper profile to provide guidance and announcing new products relevant to were 
incorporated in the sites analyzed. Online businesses investigated were confident that 
with direct e-responses they did not need the services of middle people such as 
persons. Disinter mediation of middle men also resulted in cost savings, avoidance of 
misinformation and reduction in sales time. 48% of the customers indicated that a 
personalized feel offered to them via online businesses was important to them. 72% 
indicated that every time they accessed the site they purchased a good from they were 
greeted personally. 65% indicated that e-services that supported products influenced 
their decision to shop online. (ibid) 
 
Help Desks and Call Centers 
To find answers to electronic commerce queries customers can communicate by 
telephone, fax or e-mail. However, because initially this communication was done by 
phone these remote help desks are referred to as call centers. For electronic commerce 
new products are extending the functionality of the conventional call center to e-mail 
and to Web interaction, integrating these into one product. For example, e-Front 
Office combines Web channels such as automated e-mail reply, Web knowledge 
bases, and portal-like self-service, with call center agents or field service personnel. 
Such centers are sometimes called telewebs. Ho and Wu's (1999) research indicates 
that the most important factors in electronic commerce e-services appreciated by 
customers are logistical support, technological characteristics, information 
characteristics, home page presentation and product characteristics. Logistical support 
requires quick response to customers' needs via e-mail or fax, quickly delivering 
goods for customers, and providing after sales service. Technological factors include 
modern computer and network facilities and well-structured information systems. 
Information factors encompass reliable output information and secure transaction. 
Homepage presentation should provide for an easy to use interface and detailed 
information about goods. Product characteristics include the variety of goods and 
services made available at lower prices. Turban et al (2000) suggest that increasing 
customer satisfaction increases customer loyalty. It has been suggested by Doney and 
Cannon, (1997), sighted by Jarvenpaa, et al, (2001) that trust is an �order qualifier� for 
purchase decisions. Jarvenpaa et al have further qualified trust to be a belief or 
expectation that the word or promise by the merchant can be relied upon and the seller 
will not take advantage of the consumer�s vulnerability. It is a critical factor in any 
relationship in which the thruster (eg. consumer) does not have direct control over the 
actions of a trustee (merchant or store), and there are possible negative consequences 
of one party not fulfilling its promise (Deutch 1958 and Mayer, 1995, sighted in 
Jarvenpaa, et. al., (2001). It is also necessary for customers to have trust in electronic 
commerce infrastructure and environment. Web-services that provide detailed 
information on trust and the security system implemented by companies for secure 
transactions are important attributes in B2C e-commerce. 
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2.3 Conceptual framework 

2.3.1 RQ1 How can the online environment (i.e. website) be 

described 
In this section, we are going to study the online environment (website design), 
including the factors, applications, development and strategies but the influencing 
factors are our most concentration. Because we want to find out how can these factors 
lead to e-loyalty building.  
 
According to Dave Gehrke & Efraim Turban (1999), they have identified five major 
categories as usual factors can be influencing in website design. And based on the 
categories of this author, we could found the clear framework of influencing factors 
that can be very important for website design. And also we could found the clear clue 
in this framework to go through and it could be a good foundation for our data 
collection. 
 
Page-Loading Speed 
Keep graphics simple and meaningful. 
Limit the use of animation and/or multimedia plugin requirements. 
Use thumbnails. 
Provide �text-only� choice 
Use progressive rendering. 
 
Business Content 
Use clear and concise text with proper spelling and grammar to describe the business. 
Use simple background colors. 
Provide contact information on each page. 
Provide free services or useful information. 
Make regular changes to the site. 
Limit registration forms and the amount of requested information on them. 
Jokes on the site�avoid or not. 
Create a Frequently Asked Questions (FAQ) section. 
Avoid �Under Construction� signs. 
 
Navigation Efficiency 
Use well labeled, accurate (no broken) links. 
Keep navigation consistent. 
Provide an effective search engine in the site. 
Use long pages with links rather than subsequent pages. 
Use site maps/guides if the site has many underlying pages. 
Avoid links that open up pop-up ads. 
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Security 
Generate a confirmation page after a consumer makes a purchase. 
 
Marketing/Customer Focus 
Provide as many payment alternatives as possible. 
Use an auto responder. 
Write the Website in English or give the English choice. 
 

2.3.2 RQ2 How can the web-based customer service and 

response to customer inquiry be described 
In this following section, we will continue to study the web-based customer service 
and the response to customer inquiry, they should be integrated with website design to 
be intact and leading to the e-loyalty building.  
 
Factors influencing web-based customer service 
According to Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, (2001), we 
found the author has clear and essential clue to study what can influence web-based 
customer service and we can follow this clue to go deeper to research. The factors can 
be used to influence web-based customer service are including: 
.Fast response to customer inquiries 
.Easy to contact 
.Free to contact 
.Free online applications 
.Easy payment methods 
.Fast delivery 
.Delivery options 
.Customer�s reward system 
 
The tools for response of customer inquiry 
According to Mohini Singh (2001), here are many innovative Web-related tools to 
enhance customer services and can give a good and quick response to customer 
inquire in electronic commerce in order to maintain the e-loyalty. According to the 
reference of this author, we found the author did much research based on the 
empirical data and experience in order to find out the different uses of tools for 
response and their effects. The author gave the clear framework about this. These are: 
.Personalized Web Pages 
.FAQ's 
.A Chat Room 
.Email and automated response 
.Help Desks and Call Centers 
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3 Research Methodology 
In this chapter we will discuss the research methodology and will present which type 
could be matching our paper. The research methodology choices in this study gave us 
guidelines for how we should gather information for our research and how to process 
it. The research purpose is the first topic discussed followed by the research approach 
and strategy. Then we review the data collection, sample selection, analysis method, 
and the quality criteria.  
 

3.1 Research Purpose 
There are many ways to carry out research. Most types of research can be classified 
according to how much the researcher knows about the problem before starting the 
investigation. According to Yin (1994), and Wiedersheim-Paul & Eriksson (1999) 
there are three classifications of research available when dealing with a research 
problem: exploratory, descriptive, or explanatory. 

Exploratory Research 

Here, research is designed to allow an investigator to just �look around� with respect 
to some phenomenon, with the aim being to develop suggestive ideas. The purpose is 
to gather as much information as possible concerning a specific problem. Exploratory 
research is often used when a problem is not well known, or the available knowledge 
is not absolute. The technique that is best suited for information gathering when 
performing an exploratory research is interviews (Yin, 1994). 

Descriptive Research 

The objective is to provide a description of various phenomenon connected to 
individuals, situations, or events that occur. The purpose might be to develop 
empirical generalizations. Once such generalizations begins to appear, they are worth 
explaining, which leads to theory development (Ibid). Moreover, descriptive research 
is often used when a problem is well structured and there is no intention to investigate 
cause/effect relations. Descriptive research is recommended when you search data, 
often secondary, in order to describe a few aspects of a clearly structured problem. 
(Wiedersheim-Paul & Eriksson, 1999) 
 

Explanatory Research 

The goal here is to develop precise theory that can be used to explain the empirical 
generalizations. Based on this, the researcher formulates hypotheses that are tested 
empirically (Ibid). According to Yin (1994) the study is explanatory when the focus is 



27 

on cause-effect relationships, explaining what causes produced what effects. 
Wiedersheim-Paul & Eriksson, (1999) says that the explanatory research approach 
must be used when it is necessary to show that one variable causes or determines the 
value of the other variables. A high level of flexibility characterizes an exploratory 
case study and it is suitable when a problem is difficult to demarcate. This kind of 
research is also appropriate when it does not exist a clear apprehension about what 
model that should be used and what qualities and relations that is important. (ibid) 
 
The research purpose and research questions of this thesis indicate that this study is 
primarily exploratory and descriptive, This study is descriptive since it is our intention 
to describe the area of research and try to begin to explain the collected data in order 
to find out the differences and similarities.  
 

3.2 Research Approach 
The research approach is often either quantitative or qualitative. Selectivity and 
distance to the object of research characterize a quantitative approach whereas a 
qualitative approach is characterized by nearness to the object of research. Both 
approaches have their strengths and weaknesses and neither one of the approaches can 
be held better than the other one. The best research method to use for a study depends 
on that study�s research purpose and the accompanying research questions. (Yin, 1994) 
A quantitative approach implies the search for knowledge that will measure, describe, 
and explain the phenomena of our reality. Quantitative research is often formalized 
and well structured. Quantitative research is usually associated with the natural 
science mode of research, data is quantitative, obtained from samples and 
observations seeking for relationships and patterns that can be expressed in numbers 
rather then words. (Ibid) Qualitative research is the search for knowledge that is 
supposed to investigate, interpret, and understanding the phenomena by the means of 
an inside perspective. Qualitative methods are often related to case studies, where the 
aim is to receive thorough information and thereby obtain a deep understanding of the 
research problem. (Ibid) 
 
Miles and Huberman(1994), building on suggestions in previous research, also 
summarize the reasons behind linking qualitative and quantitative data: 
 (1) it enables confirmation or corroboration of each other via triangulation, 
 (2) it elaborates or develops analysis, providing richer details, 
 (3) it initiates new lines of thinking through attention to surprises or paradoxes, and 
 (4) it enables sequential data collection by expanding the scope and breadth of a 
study. 
 
Based on the research question we posed above, we want to give a better 
understanding of our research area, so we will get thorough information to describable 
the understanding of the research questions. We will use a frame of reference and aim 
to gain a deeper understanding of this phenomenon instead of analyzing data in the 
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form of numbers statistically. The qualitative approach will be our preference. 
 

3.3 Research Strategy 
According to Yin (1994) there are five primary research strategies, in the social 
sciences: experiments, surveys, archival analysis, histories, and case studies. Each 
strategy has its own advantages and disadvantages depending on three conditions: 

• The type of research question posed. 
• The extent of control an investigator has over actual behavioural events. 
• The degree of focus on contemporary, as opposed to historical, events. 

According to Yin (1994) a case study is a comprehensive description and analysis of a 
single situation. In case studies the aim of the research is to seek conformity between 
the results and the theory. This means that the theory helps to identify other similar 
events to the result that can only be generalized after further studies. A researcher can 
choose to conduct research on a single case or to conduct multiple case studies. The 
single case study is appropriate when the single case represent (1) an extreme or 
unique case, (2) a critical case meeting all the conditions for testing a formulated 
theory, or (3) a revelatory case when the researcher has the opportunity to observe and 
analyse a phenomenon previously inaccessible to scientific investigation. (Ibid) 
Wiedersheim-Paul and Eriksson (1999) note that the possibilities of comparisons 
between the cases are added in a multiple case study. 
 
The purpose of this study is to gain a better understanding of how companies process 
web-based customer service including online environment building and quickly 
efficient response to customer inquiry through the web-related tools such as e-mail, 
etc. So that determines we have to go through websites as our case studies and 
compare them to distinguish the differences and similarities. 
 

3.4 Data Collection Methods 
Two types of data can be collected, primary and secondary data. Primary data is 
recognized as data that is gathered for a specific research in response to a particular 
problem through, e.g., interviews, questionnaires, or observations. Whereas secondary 
data information can be obtained through various kinds of documents, e.g., research 
reports, annual reports, books, and articles. (Wiedersheim-Paul & Eriksson, 1999). 
 
According to Yin (1994), there are six sources of evidence that can be the focus of 
data collection for case studies: documentation, archival records, interviews, direct 
observations, participant-observation, and physical artifacts.  
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Table 2: Source of Evidence 
 

 
 
Source: adapted from Yin, 1994,pp85 
  
Due to the questions we asked, we would like to use participant observation to browse 
target websites related to our thesis, observe and interact with their websites to answer 
our questions. And in order to gather information, we prefer to use e-mail to get quick 
feedback based on that convenience that we could e-mail many at the same time. The 
additional purpose for us is to test these websites if they really care about customer�s 
requirements or tastes like they announced on the website. So we will pretend to be 
potential customers to e-mail them in order to gather natural information and data. 
 

3.5 Sample Selection 
When conducting research, it is often impossible, impractical, or too expensive to 
collect data from all the potential units of analysis included in the research problem. 
Thus, a smaller number of units, a sample, are often chosen to represent the relevant 
attributes of the whole set of units, the population. Due to the fact that samples are not 
perfectly representative of the population from which they are drawn, the researcher 
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cannot be certain that the conclusions will generalize to the entire population 
(Graziano & Raulin, 1997). 
 
For our thesis, we will use mutiple-case sampling, because multiple-case could add 
confidence to findings. By looking at a range of similar and contrasting cases, we can 
understand the case finding, grounding it by specifying how and where and, possible, 
why it carries on as it does. (Yin, 1999) We have chosen specific websites as our case 
studies based on the two research questions. They are ryanair.com and sas.com which 
offer online flight ticket booking service and other related service; clickontime.com 
and ebay.com which sell the productions online. Here is something we want to 
explain how we do the categorizing, for these 4 websites, we labelled 2 groups 
including service group �ryanair.com and sas.com�; production group 
�clickontime.com and ebay.com�. Actually, ryanair.com and sas.com are real service 
companies, but for clickontime.com and ebay.com, they are not real producing, they 
could be called �consumer portals�, that means they just sell things others produce, 
but we still put them in our production group because compared with ryanair.com and 
sas.com who sell service, clickontime.com and ebay.com sell physical products to the 
end customer even though they sell others production. And for these websites, we just 
focus on their B2C market and even some of them also were involved in the area of 
B2B and others but this is not our concern. In each group they are similar and all of 
them could be contrasted in two groups. And also we found all of them have strong 
and developed contact system. We could easily find out the differences and 
similarities existing in both of them and do the comparison based on our thesis 
perspective. 
    

3.6 Data Analysis 
The ultimate goal of analyzing data is to treat the evidence fairly, to produce 
compelling analytical conclusions and to rule out alternative interpretations. Data 
analysis involves turning a series of recorded observations into descriptive statements. 
(Yin, 1994) Before data actually can be analysed, the researcher(s) carrying out a case 
study, can choose between two general analytical strategies: relying on theoretical 
propositions or developing a case description. 
 
Relying on theoretical propositions is the most common strategy. The result of this is 
that the collection of data is based on research questions taken from previous studies. 
The findings of the study will then be compared with the results/findings from 
previous studies. Developing a case description can be used as a strategy as well, but 
is less favorable and it should only be used when little previous research has been 
done (Ibid). A lot of research has been conducted within our area of research and 
therefore our analytical strategy relies on theoretical propositions. 
 
Data analysis consists of three concurrent flows of activities. These three are data 
reduction, data display, and conclusion drawing and verification. Data reduction 
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should not be considered to be separate from analysis, but a part of it. This reduction 
of the data helps to sharpen, sort, focus, discard, and organize the data in a way that 
allows for final conclusions to be drawn and verified (Miles & Huberman, 1994).  
 
Our data analysis is based on these three steps. We will use the within-case analysis 
and the cross-case analysis mentioned by Miles and Huberman.(1994).  The data will 
first be reduced through a within-case analysis where the cases will be compared with 
the frame of reference. The data will then be further reduced by being displayed 
through a cross-case analysis where the cases will be compared with one another. 
 

3.7 Research Quality Criteria 
There are two important concepts one should keep in mind when writing a report, 
validity and reliability. Validity is the ability of a chosen instrument to measure what it 
is supposed to measure. Reliability is the extent to which research results would be 
stable or consistent if the same techniques were used repeatedly. Moreover, the way 
the measuring is conducted and how the information is processed affect the reliability 
(Wiedersheim-Paul & Eriksson, 1999). The role of reliability is to minimize the errors 
and biases in a study (Yin, 1994). According to Yin (1994) the quality of empirical 
research can be judged by conducting four specific tests. Since case studies are a type 
empirical research, these four tests can also be applied when judging the quality of 
case study research. The four different tests will be presented below in table 3.3. 
 
Table 3: The Four Tests 
 
Tests                                     Description 
Construct Validity    Establishing correct operational measures for the concepts  

being studied. 
Internal Validity      Establishing casual relationships whereby certain conditions 

are shown to lead to other conditions, as distinguished from  
spurious relationships. 

External Validity     Establishing the domain to which a study�s findings can be 
generalized. 

Reliability           Demonstrating that the operations of a study can repeated  
with the same results. 

 
 
Source: Adapted from Yin 1994, pp.33 
 
Regarding construct validity, Construct validity refers to the degree to which 
inferences can legitimately be made from the operationalizations in study to the 
theoretical constructs on which those operationalizations were based. But, where 
external validity involves generalizing from study context to other people, places or 
times, construct validity involves generalizing from program or measures to the 
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concept of program or measures. (William M.K. Trochim, 2002) and also regarding 
the reliability, it should be integrated with them. In relation to the constructed validity 
of this study, we have used different ways to do including test mail, participant 
observation to collect data in each case. Test mail can keep the data we gathered 
natural and participant observation can let us interact with each website to improve 
the data validity. 
 
And also when conducting the data collection, we will send a test e-mail to the 
respondent in order to gather natural information and data because we think if we tell 
them our intention, maybe they will add to the data somewhat. The collected data will 
be translated into English when we need it. The data will be sent back to the 
respondents to be checked. And for the information we gather from e-mail, we just 
e-mail the people who is in charge of the department with most knowledge in his or 
her specialized area or who has right to touch the information we are interested in 
order to keep the information direct and authorized.  
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4 Data presentation 
In this section, we are going to present data and information we collected from below 
websites regarding our research questions. First case is clickontime.se, and followed 
by ebay.com, sas.se and last case is ryanair.com. 
 

4.1 clickontime.se 
The idea of clickontime.se is based in Sweden and with the assignment to fill the 
demand for computer accessories, electronics and expendable supplies for both 
consumer and the business market. As they mentioned on their website, �Sensitivity, 
flexibility and the ability to comply with the customer's claims are today very 
important for us to be a successful supplier. We will find the products ordinary people 
never knew existed, but they got to have it! At the same time as the more common and 
conventional products also are available we can offer a full functionality of being a 
supplier.� 
 

Online environment (i.e. website)  
Regarding its page-loading speed, we focus on some aspects of that. The web�s 
graphics are simple and information ragarding different sections is plentiful, 
customers can see the main product category listed on the left side and followed by 
shopping cart; search engine and news update below it, it is very easy for customer to 
check out information related with concerns. The content of each product the 
customers are interested is put in the big square beside category with a small picture 
including introduction, price and payment. When we went through the website, we 
did not find anything related with animation and/or multimedia used. And they also 
don�t provide �text only� version for customer. But they provide thumbnail to show 
�picture only� about production when customer clicks one of them in order to save the 
loading time. Another way to make customer know production detail quickly on this 
website is progressive rendering technology, when we clicked the detail of each 
product, the text would come out firstly, we could read its content before we see the 
picture. 
 
For its business content, we found they used clear and brief words to describe their 
business in the section �front page and about us� listed on the topside of the website. 
There is no useless descriptive word filled inside. The background color of website is 
neat and harmonious based on the combination of blue and white. Basically, the 
important website sections are covered by blue and rest part of website is covered by 
white. They provide contact information in section �contact us� but not on each page. 
Contact is via e-mail or telephone. The free service such as free membership 
registering and useful information about production and relevant service is provided. 
The website usually update news and information in order to keep fresh materials for 
customer but the style of the whole website is not changed usually. The registration 
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form just has half page with name, email, and telephone. They try to avoid 
unnecessary questions to drive away customer. And also they have FAQ created in 
�about us� but it is still under construction. There is no joke used in that website.  
 
Due to the navigation efficiency, the links on this website are better organized and 
regulated, customer could find production and information if they want by following 
these links. When we went through the website, we didn�t find any links broken and 
mistargeted. They have search engine restricted within two conditions of product 
name and number listed left down side on each page. Based on that condition, 
customer could check the relevant production information and detail. And also they 
don�t have long page with links, but they chose another way to instead, the way is that 
they used long page but is enchased in the webpage, if customer scroll down in that 
enchased long page, they don�t need to scroll down the webpage, they can still see the 
main links on the topside of the web. Finally, the web has no site map to guide 
customer because clickontime is not big commercial website, there is not much 
content in it, so custmer could easily grasp it. And also clickontime doesn�t support 
links to open up new pop ads. 
 
For security, they provide confirmation page when customer sends final decision to 
them. The confirmation page will be followed by the last step that the customer did in 
their decision. That can make the customer know if he or she has finished one round 
of purchasing. At least this is a signal that can be used to make custmer �disburden� 
on some ways. 
 
Regarding their marketing/customer focus, we found on the website, they provide 
three payment alternatives for customers including advance payment, cash on 
delivering and credit card. Customer can easily select the most suitable one to pay. 
They don�t support auto responder to solve personal customer inquiry; instead, the 
personalized feedback is usually used via email and telephone. Because this company 
is based in Sweden, so they provide Swedish version, but also there is English version 
for foreign customers.  
 

Web-based customer service and response to customer inquiry 
Factors influencing web-based customer service 
Clickontime.se has strong and easy contact channel for customer. They provide 
telephone and email to make direct communication with customer. And people can 
ask questions about production, service and even complain. We have sent a test email 
to them to ask something about how to deliver abroad if customer order. They sent 
back 2 hours later to give response. (See appendix 1) As they announced on the 
website, they provide two contact channels for customer requirements, in both of 
them, they prefer to use email as fastest and easiest way to respond without any 
charges. Bur for telephone contact, it is not free. As free online application, 
clickontime.se allows people to register to be member of them with free charge; 
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customer can do shopping after registering and get other free serice such as free news 
and notices. And during the shopping process, customers can target favorite product 
and move it to shopping cart, make sure if he or she really wants it, on the last step to 
pay, they will find three payment alternatives can be chosen including advance 
payment, cash on deliver and credit card. They provide easy payment methods. They 
announce they can deliver product on time, but different production item has different 
restriction of delivery time from 3 days to 2 weeks. Due to the delivering, they also 
have two ways for customer, one is going to physical store nearby the customer�s 
living place to pick it up, and another way is delivering directly to customer if people 
tell them the real address. Finally, clickontime.se doesn�t offer customer reward 
system.  
 
The tools for response of customer inquiry 
For clickontime.se, they still have no personalized webpage as customer service to 
provide since the time they built this website. But they have a section called� my 
page� to encourge customer make their website to be homepage or bookmark. They 
have FAQ system, but it is still under construction. They provide email and telephone 
service supporting �call center� for customer to get direct contact. Finally, there is no 
chat room and physical help center. 
 

4.2 ebay.com 
Founded in September 1995, eBay is �The World's Online Marketplace� for the sale 
of goods and services by a diverse community of individuals and businesses. Today, 
the eBay community includes tens of millions of registered members from around the 
world. People spend more time on eBay than any other online site, making it the most 
popular shopping destination on the Internet. EBay's mission is to provide a global 
trading platform where practically anyone can trade practically anything.  
 

Online environment (i.e. website)  
Due to the character of ebay.com, it is a huge virtual community as they announced, 
they can offer some hundreds production category to customer, so this determines 
they can not easily make simple graphic but it could be more meaningful than other 
commercial websites because of its plentiful information. On its homepage, we found 
they separated webpage to some sections including the major categories on the left 
side and main links on the topside followed by search engine, there is a small and 
clear category that is put below the top links but it is somewhat overlapped with the 
left side major categories, and also ebay.com offer �featured items� on their 
homepage for customer auction. On the downside of homepage, customer can find 
their global links to different countries and useful links to other co-operation 
companies such as IBM, SUN, etc. For ebay.com, they used a little bit of animation 
and/or multimedia to increase their appeal, especially on the homepage. They never 
use thumbnail technology, but here is another way for ebay.com to save loading time, 
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they integrated large product pictures into the webpage with details including 
introduction and payment alternatives, etc. And when customer open this page, it 
never slows down the loading speed, because the web will be scrolled down in the 
shortest time to reach the large picture when customer clicks the small one on the 
topside of this page. Ebay.com use progressive rendering to make customer to see the 
text before picture. Finally, ebay.com doesn�t provide �text only� version for 
customer, but they use progressive rendering technology. 
 
For its business content, the things related with their business area have been put in 
the section called � about ebay� by clear and concise words, customers could find 
content from company overview to press releases. Basically, customers can easily 
find out the wanted information about this company and its website. They also 
provide �contact information� for customers in specific section and its contact system 
is separated into two parts including online help system for people to find the answer 
immediately on the website and relevant help pages can be used for customers who 
can not find answer directly on the web submit questions even complaints to ebay and 
get personalized response service. And ebay also has the �FAQ� to offer general 
answer and fill up the response niche. Ebay used the white as essential background 
color with some other colors for different links and buttons in order to represent 
different services and functions. Basically, customers could easily find the similar 
pages by following the button or link of same color. Ebay provides many free services 
to customer such as free membership for people who have intention to sell or buy 
even bid on the web market platform. And with their registration, customers could 
conveniently get free information in their own email box. Ebay also has a special 
service for people who have share of this company to get free updated information to 
check out the situation of ebay�s stock share everyday. And also ebay usually updates 
their database and information to keep fresh material. Being the member of ebay, 
customers should go through 3steps with �enter information, agree to terms and 
confirm your email�. Ebay required customer�s information such as name, the date of 
birth, telephone, nation, etc. and to the last step, customer will get the confirmation 
email from ebay, and with clicking the link put in the mail customer will be accepted 
successfully, the registration form could be more complicated than clickontime.se, but 
as a huge commercial website, that is still necessary. Finally, ebay has no marked 
pages �under construction� and no joke on the website. 
 
Due to the navigation efficiency, ebay�s links have been well-labeled and lead 
customers to the wanted page although the amount of links looks so many. Ebay has a 
good search engine for people who want to find products in the selected category area 
within the condition restriced in ebay�s production search. They also use long page for 
customer without slowing down the loading speed. For a huge information website, 
ebay uses the site map to guide customer especially new visitors to learn how to use 
its service and how to do transaction on the website. And customers don�t need to 
worry about the new pop ads jumping out. For this, customers can get very fluent 
navigation process and never get lost when surfing.  
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For security, generally, ebay is just a portal website between seller and buyer; if 
customers do the transaction on the website, ebay will rate the credit standing of both 
sides based on the past transaction record, so both sides can easily find suitable people 
to trade with and ebay also keeps customer�s privacy during the transaction process 
for security. When people finish the last step to pay, ebay will give a confirmation 
page to announce the end of this transaction round. And we have found the section 
called �Security Center�, it is designed to be the customer�s single source for direct, 
actionable information about safety and security in the eBay marketplace. Whether 
the customer is new to eBay or an experienced buyer and seller, the eBay Security 
Center can help to protect them on eBay.  
 
Regarding their marketing/customer focus, seller and buyer do payment through two 
basic ways within bank account and credit card. And for ebay, they provide a good 
special service called �paypal� to seller and buyer, the paypal can improve the 
confidence of seller and buyer by offering insurance to production, if customer can 
not get items he or she orders, ebay will provide $500.00 USD of additional coverage 
at no additional cost. Generally, ebay mostly relied on the auto response, eventhough 
they provide email service, but most email response would be done by computerized 
response, although they are not humanized, customers still can get reasonable answers 
based on the huge information database built-in website. Finally, ebay has different 
language versions for different countries including English, Chinese, and other 
languages.  
 

Web-based customer service and response to customer inquiry 
Factors influencing web-based customer service 
For ebay, they have a strong and developed contact system, whether auto response or 
personalized response, customers always can get their wanted information related 
with their questions without any cost. For this purpose, we have sent a test email to 
ask questions about account creating, the first feedback was auto response to inform 
us they have got mail and would deal with it in the shortest time. And also we got the 
personlized repsonse next day. (See appendix 2) 
 
And also ebay offers�ebay community� for people to communicate through the eBay 
discussion and chat boards, members can meet and get to know each other, discuss 
topics of mutual interest and provide one another with helpful information on trading 
on eBay. These discussion boards are public forums that encourage open 
communication between members. These services could fill up the response niche and 
make customer home. For free online application, ebay allows people to free 
membership registering and get free information through different channels. Customer 
could easily finish the whole purchasing process in three steps including �find, buy 
and pay�, in each of them, ebay also provides different alternatives. If people want to 
ship their goods, they can choose ebay�s shipping center to use, ebay announced the 
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shipping notes, tips, price, and channels on their section called � shipping center� with 
the cooperation of other delivering companies such as � USPS, UPS, etc�. In order to 
keep customers, ebay has their own reward system like shareholding, and also 
sometimes ebay will provide some incentives to their long-term customer.  
 
The tools for response of customer inquiry 
Ebay provides personalized webpage service for individuals who want to do 
transaction in ebay. They called it �my ebay� for this page, when customer has been 
accepted to be the member, customers can create own webpage to record their 
shopping process and any commercial activities in ebay and build their own 
customized service to help customers to view all bidding and selling activities in one 
location. Ebay has a FAQ system to answer most frequently asked questions about 
ebay. And these answers are just related with things such as how to use ebay; if 
customers want more specific answers, they can go to a specialized section to get 
answers. In order to keep customers tightly and give customers their own 
communicating platform, ebay provides �community group� to people for discussion 
or chatting and to share their own feelings or experiences. For ebay, they have 
integrated email no matter auto or not and help desk and call centers; basically, they 
just used auto service and personalized service to touch customer, if customer could 
find answer directly on their question group, there is no necessary to call or send 
email, if not, customer still can get personalized response through phone or email.  
 

4.3 sas.se 
�Scandinavian airlines� is one of the biggest airline companies in Sweden even in 
Europe. DDL, DNL and ABA formed the current SAS Consortium Feb. 8, retroactive 
to Oct. 1, 1950. Agreement originally valid for 25 years, later extended to 2020. 
During almost 50 years developing, Sas has been the company that can be seen as a 
good airline example and can provide good service to their customers. Based on SAS, 
sas.se was another channel that can be used to provide service to people and has been 
the bridge between customer and company. 
 

Online environment (i.e. website) 
Regarding its page-loading speed, sas.se has simple graphics on their website as to: 
when customers launch the website, they can see the hints offered by sas.se to inquire 
what kind of Internet access service customers are using, and sas.se will automatically 
adjust web content to adapt to the loading speed based on the service used by 
customers. When getting in the homepage, customers can see the vertical category on 
the left side and horizontal links on the topside. The category provides the specific 
information about travel such as timetable, booking, air pass, hotel, etc. And the links 
on the topside just provide general information such as travel information, about us, 
offers and news. For sas.se, they don�t use animation and/or multimedia to increase 
their appeal but slowing down the loading speed. And also they don�t support 
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thumbnail to show �picture only� because they don� have any tangible products to sell 
but tickets. And they use progressive rendering. In order to give fast service, sas.se 
will adjust web content to match customer�s Internet access speed, although they 
don�t have �text only� version, due to the kind of Internet access, they will hide some 
pictures if customer use 56Kmodem to get access to interent, and it will be recorded 
by sas.se for next using.  
 
For its business content, sas.se doesn�t put a lot on their business description and 
although they have a section called � about us�, they just describe company�s history 
and their fleet development, and the rest of this section is related with other 
commercial activity such as share price, investor information, etc. For its background 
color, sas.se never uses confusing color on their website; the essential color is white 
and somewhat used within blue and red. In order to keep long-term relationship with 
customers, sas.se provides �contact us� in the section called �help center� but not on 
each page. In contact, sas.se separated different groups related with customer�s 
concerns and gave the precise details in each group including office address, email 
and telephone, customers could contact them by these channels. And they created 
FAQ to answer general questions as the accessory of contact. Sas.se also offer some 
free services such as free membership registering and they have a special free charge 
service called �Eurobonus� to combine with your Master card or Diners Club. Based 
on that card, customer can get extra points when he or she uses air service offered by 
sas.se, and also can enjoy some benefits and other services. Sas.se allows people to be 
their member through the registering, and the registration forms including some 
general questions such as name, birthdate, password would be provided; basically, 
there is no unnecessary questions inquiry. On their website, the relevant news and 
information will be updated time by time and customers always can find fresh 
information if they want. They don�t have any pages �under construction� and no joke 
to embarrass customer.  
 
Due to the navigation efficiency, the links on this website have been well labeled and 
targeted; generally, customers could follow these links to the wanted web page. 
Compared with other commercial websites such as ebay.com, they have no real search 
engine, but for searching information, they used another kind of search engine but one 
that has been restricted in specific conditions due to the different flight information 
searching. Sas.se will automatically find out the most suitable flight answer when 
customer follows the given category to type in the search square. They don�t use long 
page for customer, and they divided information into sub pages if customer wants 
more. In order to guide customer to browse, sas.se has the site map in the help center 
to introduce the functions of different sections on their website. And finally, they have 
no pop up. 
 
For security, when customers do purchasing ticket through internet, sas.se has a 
special program to make sure the payment�s security called SSL (Secure Sockets 
Layer). SAS encrypts a card details so that no unauthorized person can gain access to 
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them. Making purchases with card on the web site is just as secure as using it for 
purchases in any store or restaurant. The confirmation page or email is given after 
booking. 
 
Regarding their marketing/customer focus, for sas.se, they provide different ways for 
customer to pay: via Internet or physical office (cash or credit card), customers always 
could find the suitable way to pay. Sas.se allows customers to pay by following cards: 
Visa (not Electron), Mastercard, Eurocard, Dankort (in Denmark only), Diners or 
American Express. Invoice to private person is available in Sweden for Swedish 
domestic travel and award tickets. Also available in Norway, Denmark and Finland 
for award tickets. The tickets need to be booked at least 10 days before departure. The 
invoice is sent in the mail. And if customer wants to pay cash, they could go to SAS 
ticket office located in different cities that has airline with SAS. For response, sas.se 
supports auto responder called wireless service, customer could send sms to SAS, and 
get related information in maximum 20 seconds including �Departure and arrival 
times for same-day flights operated by SAS, SAS flight schedules, seat information - 
available seats on an SAS flight, booking information -receive itinerary via sms�. And 
still they offer email service in �conctat us� in different groups related with different 
questions. Customer should locate themselves within matched questions group and 
send email to sas, but we sent test email to them to complain the delayed ticket 
delivering on Nov 5, but we didn�t get feedback before the supposed departure date 
even we are supposed to give one week to get resoponse. Sas.se provides English 
version to foreign customers who don�t know Swedish laguage.  
 

Web-based customer service and response to customer inquiry 
Factors influencing web-based customer service 
For sas.se, they have different ways for customers who want to contact, they provide 
email service and telephone numbers of local offices, and also customers could locate 
the kind of questions they want to ask, then contact them regarding their questions in 
different questions group via email or telephone. Basically, customers can get easy 
and free contact based on this system even telephone service is not free. But regarding 
the test mail we sent to them, we found the response was not as fast as they 
announced on the website, we pretended to be foreign tourist who booked flight ticket 
some days ago but still didn�t get it before the date we should leave. But due to the 
response, we got feedback after departure date, the response has passed more than one 
week on the way. (See appendix 3) Sas.se has free online application such as free 
membership registering and other free information checking. For customers, sas.se 
provides many payment alternatives and different delivering channels in order to 
make customers get wanted things as quick as possible. The most concern sas.se cares 
about is how to deliver tickets to customer on time. Due to this, they designed two 
ways to deliver. If customers pay via credit card and book at least seven (7) working 
days before departure they can have e-ticket sent by email. If they book later than 
seven working days before departure they must pick up the ticket by themselves. ( by 
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using the self service machines at the airport, or go to a ticket office.) For sas.se, they 
have reward system called �Eurobonus�, customers could get this card based on 
registering membership and if customers travel by SAS many times, they could get 
extra points to enjoy another benefits and services, the more the customers travel by 
sas, the more benefits they could enjoy in the future, and also customers can update 
their cards to be silver and gold cards, and if customer hands gold card, they can enjoy 
service with no charge. And some customers could get �star alliance pointes� 
depending on how much they used SAS. Sas.se usually provides some discounted air 
travel in special seasons to all customers who want to travel by SAS as incentive. 
 
The tools for response of customer inquiry 
Sas.se doesn�t provide any personalized webpage service for individual persons. 
Sas.se created section called FAQ to help customers, especially new users, to solve 
some general questions and confusion. Customers could easily find answers as they 
want, if they want more, they can follow the instructions to contact specific sections 
through email, telephone or self-service like sms. There is no chat room like other 
commercial websites providing for customers to share experience and feelings. In 
contrast, sas.se owned strong and developed contact system from email to help center, 
even self-service to satisfy customer�s needs.  
 

4.4 ryanair.com 
This is an international airline company whose business market is mostly located in 
Europe. The company started in 1985 and had IPO in 1997 when they floated Ryanair 
Holdings plc on Dublin and New York (NASDAQ) Stock exchanges. They listed on 
the United Kingdom a year later. Ryanair joined the NASDAQ Top 100 in December 
2002, reflecting the phenonmenal increase of Ryanair's value and the commitment of 
its 1,800 staff. During the period of developing, Ryanair also established their own 
website to offer booking, checking, and other services related with air travel. 
Compared other big air companies, Ryanair offers special ticket with cheap price to 
customers. 
 

Online environment (i.e. website) 
Regarding its page-loading speed, we found on its homepage, ryanair.com has the 
similar graphics configuration like sas.se did on their homepage. There is also vertical 
category on the left side and horizontal language links on the topside below the big 
logo �ryanair�. The category provides the specific information about ryanair including 
anything involved in travel with ryanair such as �home, timetable, news, information 
about departure and arrival, etc�. The simple and meaningful graphics would help 
them to keep customers. Ryanair used a little bit of animation and/or multimedia such 
as flashing words to inform customers something important on its homepage below 
the language links. And on its right side, we found they put different service links to 
get customers to relevant web pages to seek service related with ryanair travel such as 



42 

travel insurance, car rent, phone discount, hotel booking, etc. And also customer 
could easily check flight information due to the different airport location on its middle 
part of homepage. Customer could get easy access to its website and target wanted 
thing without much help. But for ryanair.com, they don�t support thumbnail using and 
progressive rendering because they have few pictures and graphics to show and also 
there is no �text only� provided for customer.  
 
For its business content, in order to make clear business description, they presented 
themselves in the section called �about us� with simple and concise words. Following 
its sequence, customer could totally understand their business area and how they run it. 
The background color of website is simple and neat within the combination of blue, 
yellow, and white; they can better display the functions of different sections within 
different colors. The contact information is put in the customer service but not on 
each page. We found there is just only way for customer to get personalized contact: 
via phone. They don�t provide email service on their website regarding travel service. 
According to the announcement, customers should target their own country and 
nearest office location, and they could get the phone number to contact. And also in 
order to make customers get answers directly and easily, ryanair.com sets up the 
common contact number and different questions contact group, customers could find 
suitable groups to contact without many phone switching on the way. Besides phone, 
they also provide fax service. The information and news are usually updated or 
renewed everyday regarding the flight changing. Ryanair.com allows people to be 
their member by registering. Compared other commercial website which has 
complicated registering forms; it is very easy to be regestering. Just sending email to 
them on this section based on two kinds of membership �unsubscribe and subscribe�, 
as they said on the website, the member can get special offers before others do 
through email. They have travel questions to replace the section �FAQ� in �customer 
service�. Customers could use its search engine restricted on some conditions and 
given categories to check their concerns and find out general answers. Like other 
developed commercial websites, there is no joke and no page �under construction�.  
 
Due to the navigation efficiency, the links on its website actually can point to the 
relevant web page correctly. Customers can follow these links to the wanted web page. 
There is a search engine on its website to seek information related with travel and 
other relevant service; customers just type one or two words about travel questions, 
and press �search�, the database will give most relevant clues to customer for 
advanced search or direct answer. There is no site map to guide customer when people 
do the first visiting. And they don�t use long page for customer. 
  
For security, when customers book flight tickets, they will be given confirmation page 
to target the suitable flight to make sure that customers definitely want to make final 
decision. And finally, customers will get final confirmation page and ticket number 
via email. Actually, ryanair. com mostly relies on e-ticket.  
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Regarding their marketing/customer focus, they just allow payment via Internet based 
on two kinds of cards �Visa or Master card�. They support auto responsder, for 
example, customer could get auto response after purchasing for final confirmation. 
Ryanair.com provides more than 11 different European languages to people from 
different European countries besides English language. 
 

Web-based customer service and response to customer inquiry 
Factors influencing web-based customer service 
For ryanair.com, their usual contact way is by telephone service. They provide 
telephone numbers regarding different questions groups and offices for customers to 
easily target for their concerns. Telephone service can ensure fast and easy conact for 
customer, but not free. And contact time has been restricted in some specific time, 
ryanair.com also set up the cost standard of telephone service within different 
countries. Customers could get fast feedback in the shortest time via telephone. For its 
online application, they allow people to be free member through registering and they 
also provide free information to customers. They just provide online payment for 
customer through Visa and Master card. Customers could get ticket numbers from 
email instantly after booking. That is the fastest way for ryanair.com to deliver their 
�ticket�. Sometimes, they will offer some special airline with special discounted price 
for customer, but they have no customer reward system.  
 
The tools for response of customer inquiry 
Ryanair.com doesn�t provide any personalized webpage service for individual persons. 
Because booking a ticket is the major thing for customers to do on this website, there 
are few commercial activities for customers to do, so keeping the personalized 
webpage service is not necessary for ryanair.com. The section called �travel question� 
replaces the �FAQ� but the function is almost the same. Customers still can find 
general answers in it. There is no chat room for customers to share experiences and 
other feelings. In contrast, they have a very strong help desk and call center system 
for customers. And besides personal or general questions customers want to ask 
through telephone, email and auto response are just used for final confirmation of 
ticket booking.  
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5 Data Analysis 
In this section the collected data will be analysed. The data will be analysed within 
each case by comparing to the previous research utuized in our conceptual 
framework. The data will then be analysed across the four cases. 
 

5.1 clickontime.se 

How can the online environment (i.e. website) be described in 

clickontime.se 
According to a survey conducted by Hamilton (1997) speed was the number one 
complaint of Web users (77%). Most potential e-commerce customers do not want to 
wait. So in this case, regarding its page-loading speed, the web�s graphics is simple, 
there are no complictaed graphics on this website, categories and links named by brief 
words has been well organized and customer can easily find wanted section as quick 
as possible. The layout of this graphics determines that customers could quickly and 
easily get access to the subpage as they want. Anyway, clickontiome.se tries to aviod 
using technology such as mutimedia or others which can make website look more 
vivid but slow down the loading speed. Clickontime.se also balances the reationship 
between loading speed and the amount of information display for customers, they use 
�thumbnail� to show �picture only� or enlarge the original picture that customers are 
interested in without narrative words in order to keep loading speed fast. The �text 
only� is not provided but in order to save loading time, the progressive rendering is 
used on this website. 
 
For its business content, the clear and simple words to describe their business are used 
in the �front page and about us�. People can follow this brief introduction to 
recongnize this company and its business area. The background color for the whole 
website is simple based on the combination of blue and white. Smith (1997) 
recommends installing �mail-to� links on every page. They provide contact 
information regarding e-mail or telephone on the website but not on every page. 
Bancroft (1997) stated, �Free content is a valuable feature�, in clickontime.se, free 
service such as free membership registering and free news and information is 
provided. The website is usually renewed withith the content of new production and 
relevant service. The registration form is not complicated without unnecessary 
questions inquiry. And also they have �FAQ� created in section �about us� but it is 
still under construction. Berst (1998) listed this �under construction� as one of his 
�Seven Deadly Website Sins.� No joke is used in that website to disturb customer. 
 
Due to the navigation efficiency, the links on this website are better organized and 
regulated, customers could follow these links to the wanted webpage without broken 
and mistargeted. Haine (1998) said: �Search engines should be prominent and easy to 
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use.� There is a serch engine restricted by the product name and numbers on every 
page. Customers could seek wanted product listed on this website with its details. 
Regarding long page technology, Heath (1998) suggests that long pages with links 
within the page are confusing because users scroll down to read a paragraph, then 
return to the top of the page only to select the same paragraph again from the index. 
Janal (1997) disagrees by stating that using long pages with links should be 
encouraged. Linking within one long page is also faster than reloading subsequent 
pages. For this website, there is no real �long page� used on the website, but instead, 
they enchase the long page in the middle part of every webpage regarding the 
production display, if customer scroll down the long page, they don�t need to scroll 
down the webpage, they can still see the main links on the topside of the outside 
webpage. We can say clickontime.se has taken advange of the long page technology. 
Finally, the web has no site map to guide customer because it is not big website and 
there are not many sections needed to be browsed. Also there are no links to launch 
pop-up ads. 
 
For security, they provide a confirmation page when a customer sends a final decision 
to them. The confirmation page will be followed by the last step the customer made in 
the decision. The instant confirmation page provided by clickontime.se is good idea 
for the company and customers. That determines customers could know if they have 
accepted the order and if customers can finish this transaction and swith to the next 
one.  
 
Regarding their marketing/customer focus, we found on the website, they provide 
three payment alternatives for customers including advance payment, cash on delivery 
and credit card. The more payment alternatives a site offers, the more likely a sale 
will result. Maes (1997) stated the auto responder would keep customers and help 
storefront owner deal with inquiry quickly. But for clickontime.se, they don�t support 
auto responder but they have customer contact via telephone and email to keep in 
touch because they think personalized answer could be better than auto response to 
keep customer. And also there is few amount of customer inquiry needed to be dealed 
with for such a small website as clickontime.se everyday. Because this company is 
based in Sweden, they provide Swedish language, but also there is English version for 
customer. 
 

How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
According to the theory about factors influencing web-based customer service by 
(Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, 2001), in order to give 
customer quick response and good web-based service, clickontime built their own 
website called www.clickontime.se.Through several years developing, Clickontime.se 
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has built strong and easy contact channel for customer to solve general problems of 
the products the customer bought. They provide telephone and email to make direct 
communication with customer because telephone and email can make both sides get 
quick understanding in the shortest time in order to solve problem quickly. As they 
announced on the website, clickontime.se prefers to use email as the fastest and 
easiest way to respond without any charges. Although the telephone is not free contact 
service, it is still a good choice for domestic customer to contact if people happen 
some urgent problems in product. But according to (Marcel Gommans, Krish S. 
Krishnan, & Katrin B. Scheffold, 2001), the free contact is important key factor to 
influence the response and customer inquiry. As free online application, 
clickontime.se allows people to register to be member of them without any cost, 
customers can do shopping after registering. Being the member of clickontime.se, 
customers can do shopping and enjoy other free services such as free email notice 
regarding the new production, etc. On the last step to pay, they will find three 
payment alternatives can be chosen including advance payment, cash on delivering 
and credit card. For these three payment alternatives, clickontime.se try to give 
different choices to customer who has different preference of payment. They declared 
they can deliver product on time, but different product has different time restriction 
for delivering from 3days to 2weeks. Due to delivering, according to (Marcel 
Gommans, Krish S. Krishnan, & Katrin B. Scheffold, 2001), �Some customers prefer 
to get the product delivered by parcel services, like FedEx and UPS. Others might 
want to pick up a product in a physical store in order to have somebody to talk to.� 
They also have two ways for customer to choose, one is going to physical store 
nearby the customer living place to pick it up, and another way is delivering directly 
to customer if people tell them the real address. Finally, clickontime.se doesn�t offer 
customer reward system. 
  
The tools for response of customer inquiry 
For clickontime.se, they still have no personalized webpage as customer service to 
provide since the time they built this website. Because clickontime is small and 
specialized shopping website if compared with other big multi-shopping websites 
such as ebay.com, so the personalized webpage is not necessary and also if they want 
to keep the operation of personlized web pages for customers, the cost could be huge. 
Although according to Dietel, et. al., (2001) �Involving customers in the 
personalization process makes them feel more comfortable with, and more in control 
of, their web site visits.� But they have a section called� my page�, they supposed to 
make customer make their website to be homepage or bookmark in order to make 
customer get deep impression and good understanding of them. They have �FAQ� 
system, but it is still under construction. According to (Mohini Singh 2001) �Email 
responses were widely used by businesses to acknowledge receipt of orders, payment 
and delivery information.� So they provide easy email sevice to help customer solve 
problems, complains, etc. Another channel for customer to communicate is telephone, 
it replaces some functions of � help desk and call center�. 
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5.2 ebay.com 

How can the online environment (i.e. website) be described in 

ebay.com 
The survey conducted by Hamilton (1997) explained the importance of loading speed. 
According to the character of ebay.com, a huge muti-shopping website, this 
determines they can not easily make simple graphic but it could be more meaningful 
than other commercial websites. For ebay.com; they try to arrange their products in 
the order. But plentiful products and information still make ebay.com looks more 
complicted and more meaningful than other commercial websites. According to 
Wilson (1998), he recommends limiting the total graphics and text for a single Web 
page to 60KB to keep loading speed. It seems ebay.com has been beyond this number. 
In order to give customer a neat impression, they separated website to some sections 
including categories on the left side and main links on the topside followed by search 
engine, there is a small and clear category that is put below the top links but it is 
somewhat overlapped within the content with the left side catories. On the downside 
of homepage, customers can find global links to different countries and useful links to 
other co-operation companies like IBM, SUN, etc. Anoter way for ebay.com to keep 
loading speed is to avoid much animation and/or multimedia, but they can not totally 
avoid, because for such a big shopping website as ebay.com, sometimes animation 
and/or multimedia can increase their appealing and make customer pay more attention 
to their website. They have no thumbnail technology using on their website, but 
instead, they integrated large production pictures into the webpage with precise 
introduction and payment alternatives, etc. And when customers open this page, it 
doesn�t slow down the loading speed, because the page will be scrolled down in the 
shortest time to reach the large picture when customer clicks the small one on the 
topside of this page. The progressive rendering using on this website also make 
customers see text before pictures especially for those impatient customers. Finally, 
ebay.com doesn�t provide �text only� version for customer. Although text only can 
improve the loading speed, the lack of picture will not give customer a good 
impression of website. So ebay.com tries to balance the both aspects to adjust their 
website. 
 
For its business content, they created the section called � about ebay�, the introduction 
and overview written by simple and clear words related with its business area has 
been put in this section, customer can follow these information to understand its 
developing history. Smith (1997) recommends installing �mail-to� links on every 
page.For ebay.com. they provide some channels to customer to contact, the section 
�contact information� divided into two parts called online help system and relevant 
help pages in the section �contact us� but not on each page. The former one supports 
online self-service and the later one suppotrs customer to submit questions regarding 
their concerns to ebay.com through email service. And ebay also has the FAQ to offer 
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general answer and fill up the response niche. Ebay used the white as essential 
background color with some other colors for different links and buttons. Basically, 
customers could easily find the similar pages by following the button or link within 
same color. And the information and news are usually renewed to keep freash 
material. According to Bancroft (1997), �Free content is a valuable feature�, so ebay 
provides many free services to customer such as free membership for people who 
have intention to sell or buy even bid on the web market platform. With the 
membership of ebay, customers also will get regular information related with new 
products in their own email box. For people who has the share of this company, they 
will send free information about share to these people. If customers want to be the 
member of ebay.com, they should fill the registering form with some questions 
required. Ebay.com tries to avoid unnessary questions and some questions that can 
easily result in some misunderstandings. Finally, ebay has no any pages �under 
construction�. 
 
Due to the navigation efficiency, Haine (1998) recommends to word each link 
carefully so that it answers two questions: 1) �What will I get if I click here?� and 2) 
�Why would I want to get that?� Ebay�s links have been well labeled to different 
webpages altough the amount of them is so many. For ebay.com, they have to well 
word their links and buttons because customer could easily get lost when they go 
through such a huge multi-shopping website. So the well labeled links and buttons is 
the warranty for customer to keep fulent browsing on the way. Haine (1998) said: 
�Search engines should be prominent and easy to use.� Ebay has a good search engine 
for people who want to find out production quickly in the selected category area. 
Heath (1998) discourged using long pages with links because of its confusion but it is 
opposite for Janal (1997). For ebay.com, they use �long page with links� technology 
in order to avoid slowing down the loading speed and keep browsing consistent. 
Another way to guide customers �especially new visitors� to learn how to use its 
service and how to do transactions on the website is site map. Ebay.com created this 
section and put details related with website as much as they can. It is very important 
for such a big website as ebay.com. Customers can get very fluent navigation. 
 
For security, according to the relevant theory �A confirmation notice (and number) of 
a purchase is very useful. Further, e-mail confirmations that the order was shipped is 
also a good idea.�. In order to keep the justice and make every one get own benefit 
successfully, ebay will rate the credit standing of both sides based on the past 
transaction record when buyer ans seller do transaction. When people finish the last 
step to pay, ebay will give a confirmation page to announce the end of this transaction 
round. The confirmation page is the last dam to protect buyer and seller to keep their 
own benefit. A special section �Security Center� will give customer the information 
about safety and security in the eBay marketplace.  
 
Regarding their marketing/customer focus, seller and buyer do payment through two 
basic ways within bank account switch and credit card. And for ebay.com, they 
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provide a good special service called �paypal� to seller and buyer, as they announced 
�paypal� can �improve the confidence of seller and buyer by offering insurance to 
production, if customer can not get items he or she orders, ebay will provide $500.00 
USD of additional coverage at no additional cost�. Maes (1997) encourged using auto 
responder to keep customer and help storefront owner deal with inquiry quickly. 
Generally, ebay.com mostly relied on the auto response even they provide email 
service. For this consideration to use auto response, because ebay.com is a huge 
multi-shopping website, huge transaction amount determines ebay.com can not deal 
with customer inquiry in the shortest time, the self service is a good idea to help 
customer find general answer by themselves, so the auto response is the rational 
substitute. Finally, ebay has different language versions for different countries 
including English, Chinese, and other languages.  
 

How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
According to the theory about factors influencing web-bsed customer service by 
Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, (2001), actually, they 
have strong and developed contact system. Ebay.com mostly relies on auto response, 
but they still provide personalized response. Ebay.com has seperated general 
questions that customers concern to different subgroups that are well labelled in order 
to make customers get answer quickly, most customers will get answer via this auto 
response service. On another side, ebay.com also uses personalized response if 
customers send email to ask questions but excluded from general questions group. No 
matter auto response or personalized response, customer always can get their wanted 
information related with their questions without any cost. The section called �ebay 
community� is a another channel for customer to communicate through ebay 
discussion and chat boards, members meet and get to know each other, discuss topics 
of mutual interest and provide one another with helpful information on trading on 
eBay. As they announced: �These discussion boards are public forums that encourage 
open communication between members. These services could fill up the response 
niche and make customer home.� This kind of customer self service can help to fill up 
the response niche that eaby.com missed and also can help customer share 
information conveniently. For free online application, ebay allows people to be free 
member and get free information through different channels. Customers could easily 
finish the whole purchasing process in three steps including �find, buy and pay�, ebay 
also provide different payment alternatives for customer. Marcel Gommans, Krish S. 
Krishnan, & Katrin B. Scheffold, (2001) stated that website must provide different 
delievring options for customer to match their preference. So if people want to ship 
their goods, they can choose ebay�s shipping center, ebay.com also announced they 
have the cooperation with other delivering companies such as � USPS, UPS, etc�. In 
order to keep customer, ebay.com has their own reward system like shareholding, and 
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also sometimes ebay will provide some incentives to their long-term customer. 

  
The tools for response of customer inquiry 
According to Dietel, et. al., (2001) �Involving customers in the personalization 
process makes them feel more comfortable with, and more in control of, their web site 
visits�. Ebay.com allows customers who have been accepted to be the member of 
ebay to creat and own their personlized webpage called �my ebay�. Customer can 
record and chase their shopping, bidding, and other commercial activities on this 
individual page. And a specially customized service also will be owned by customers 
if they want. Another important section �FAQ� is also created by ebay.com. And 
these answers are related with the things how to use ebay, if customer wants more 
specific answers, they have go to specialized section to get answer. In order to keep 
customer and make them home, ebay.com provides �community group� to customer 
for discussion or chatting and to share their own feelings or experiences. Finally, they 
provide different contact channels to customer including telephone, email and self 
auto response system, customers can find their wanted information through these 
channels easily.  
 

5.3 sas.se 

How can the online environment (i.e. website) be described in 

sas.se 
Hamilton (1997) stated that speed is the key factor to influence the online 
environment building. As the air ticket booking service website, sas.se can not make 
their website complicated and confused because they have to make customer get 
quick and easy booking service. So its graphics must be simple and meningful. 
Actually, in oder to make every customer get suitable service, sas.se provides access 
kinds for customer, one is cable, another is 56k modem, and sas.se will automatically 
adjust web content to adapt to the loading speed due to the service used by customers. 
The website has been separated to some major parts including vertical category on the 
left side and horizontal links on the topside. The category provides the specific 
information about travel such as timetable, booking, air pass, hotel, etc. And the links 
on the topside just provide general information such as travel information, about us, 
offers and news. To avoid slowing down the loading speed, sas.se never used 
animation and/or multimedia because that is not necessary. And also they have no 
thumbnail because they don�t need to show the large picture. No progressive 
rendering and �text only� provided. 
 
For its business content, sas.se doesn�t put a lot on their business description but they 
still try to introduce the company�s history and developing pace by brief words. 
Because customers have been familiar with this company before they used their 
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website. So it is not necessary to put much on the website for introduction. In order to 
keep their website neat and simple, the background color for the whole website is 
based on the white and somwhat used by blue and red. In order to keep long term 
relationship with customer, sas.se provides �contact us� in the section called �help 
center� but not on each page. Smith (1997) encourged to put contact information on 
each page. Sas.se made different contact groups related with customer�s concerns and 
give the precise details in each group including office address, email and telephone, 
customer could contact them by these channels. FAQ in sas.se is another window for 
customer to get general answer in the shortest time. Bancroft (1997) stated �Free 
content is a valuable feature�. The free membership registering is allowed by sas.se, 
and also there is a special free charge service called �Eurobonus� to combine your 
master card or Diners Club. With these cards, customer can enjoy some benefits and 
other service with the points earned by how much customer can spend on their service. 
Sas.se usually updates their website to renew information and news for customer and 
customer who has some shares of this company. As a good service providing website, 
there is no webpage �under construction� and no joke to embarrass customer. 
 
Due to the navigation efficiency, sas.se try to make browsing continuous, so they 
carefully labelled links on their website and make sure each of them can target 
relevant subpage. Customer can easily follow the instruction on the website to go 
through web content and finish booking process. Haine (1998) said the search engine 
must be easy to use. There is no real search engine for customer, but instead, they use 
another way that has been restricted in specific conditions due to the different flight 
information searching. The system will automatically give the most suitable answer if 
customer follows the given category to type in the search square. They don�t use long 
page, according to Janal (1997), long page with links could be faster than reloading 
subsequent pages but it is opposite for Heath (1998). Because unlike ebay.com, sas.se 
has no much content to show on their website especially their �product� is just ticket. 
So the long page is not necessary. In order to guide customer to browse, sas.se has the 
map site in help center to introduce the functions of different sections on their website. 
And finally, they have no links to launch pop up.  
 
For security, in order to keep safety of purchasing ticket via website, sas.as has a 
special program called SSL (Secure Sockets Layer). Sas encrypts card details so that 
no unauthorized person can gain access to them. Finally, sas.se also will give a similar 
confirmation page to remind customer the end of booking, and also customer will get 
a confirmation mail via email to get e-ticket. 
 
Regarding their marketing/customer focus, for sas.se, there are different payment 
alternatives for customer to select and this service can insure whatever customer use 
to pay, always they can get wanted result easily. Sas. Se allows customer pay by 
following card: Visa (not Electron), Mastercard, Eurocard, Dankort (in Denmark only), 
Diners or American Express. Invoice to private person is available in Sweden for 
Swedish domestic travel and award tickets. Also available in Norway, Denmark and 
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Finland for award tickets. The delivering channel including Internet or physical office 
located in different cities that has airline with sas, customer can select the most 
suitable way to pick up ticket. Maes (1997) stated the auto responder would keep 
customer and help storefront owner deal with inquiry quickly. In order to give good 
response service, sas.se supports auto responder called wireless service, customer 
could send sms to sas, and get related information in maximum 20 seconds, 
additionally, sas.se provide email service to customer. in order to make foreign 
customers enjoy service , sas.se provides English version on their website. 
 

How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
According to the theory about factors influencing web-bsed customer service by 
Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, (2001), for sas.se, 
through some years developing, now they have a strong contact system to deal with 
the customer inquiry. The email service is usually used in daily work such as dealing 
with ticket booking, customer complains, suggestion evaluation, etc. But according to 
our test mail, they didn�t send feedback on time, so it is not accordance with Marcel 
Gommans, Krish S. Krishnan, & Katrin B. Scheffold ( 2001) about �Fast response to 
customer inquiries� on some ways, at least in the customer complains. But on another 
side, customer still can use their telephone service to get quick response. Sas.se 
provides different telephone numbers regarding different departments and different 
local offices to customer. Customer can order ticket or inquire something via 
telephone. Like other air service website, sas.se also provides free online application 
like free membership registering and free information providing. They want to keep 
long-term relationship with their customer. Regarding their payment and delivery, 
they have many alternatives and different delivering channels. Sas.se allows customer 
pay by following card: Visa (not Electron), Mastercard, Eurocard, Dankort (in 
Denmark only), Diners or American Express. And even customer could contact the 
nearest local office to pay in cash. For the ticket delivery, they have two systems to 
carry out. One is e-ticket that will be sent to customer�s email box in advance, another 
is printed ticket customer can pick it up in self-service machines at the airport, or go 
to a ticket office. Most people use e-ticket, because it is more convenient than picking 
physical ticket. In order to keep customer and attract potential customer, they created 
reward system called �Eurobonus�, customers could get this card based on registering 
membership and if customers travel by sas many times, they could get extra points to 
enjoy another benefits and services. For the nomal customer, they still provide some 
special discounted air travel in some seasons as incentive.  
 
The tools for response of customer inquiry 
There is no personalized website created for customer, according to Dietel, et. al., 
(2001) �Involving customers in the personalization process makes them feel more 
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comfortable with, and more in control of, their web site visits�. One reason for sas.se 
doesn�t provide this service is regarding cost, another is their most used online 
business is ticket booking, so the personalized website for customer is not necessary. 
Sas.se created section called FAQ to help customer especially new users to solve 
some general questions and confuses. Customers could easily find answer as they 
want, if they want more, they can follow the instruction to contact specific section 
through email, telephone or self-service like sms. But there is no chat room for 
customer to share their experience. The strong contact system inluding email, 
telephone, help desk has ensure the fast feedback for customer. 
 

5.4 ryanair.com 

How can the online environment (i.e. website) be described in 

rynair.com 
Hamilton (1997) said the speed is the most concern by customer when browsing the 
website. Regarding its page-loading speed, the website graphics is similar like sas.se 
on their website. There is also vertical category on the left side and horizontal 
language links on the topside. They provide general inforamtion in this section. 
Ryanair used a little bit animation and/or multimedia such as flashing words to inform 
customers something important on its homepage below the language links. On its 
homepage, customers can easliy find flight information about special price, another 
word, cheap ticket. But for ryanair.com, they don�t support thumbnail and progressive 
rendering because they don�t have much content to show. And also there is no �text 
only� provided for customer.  
 
For its business content, ryanair.com try to present themselves by simple and brief 
words, like sas.se, they focus on their developing history and not talking much about 
their business area because customer has known them before they built website. The 
background color is based on blue, yellow and white, yellow can well labelled the 
important area on the website. The contact information is also put in the section called 
�contact us� but not on each page although Smith (1997) encourged to use. To get 
contact with them, they just provided one channel to customer, telephone, no email 
service regarding travel service provided. Because the telephone can make customer 
get quick response compared with email service. Besides phone, they also provide fax 
service. In order to make customer always get new information, the content about 
flight information and other relevant information are regularlly updated and renewed. 
As free service, they allow people to be free membership through registering, it is 
very easy to be member of them, Just sending email to them on this section based on 
two kinds of membership �unsubscribe and subscribe�, They have travel question 
instead section FAQ in �customer service�. There is a search engine restricted on 
some conditions to help customer check information. No joke and no page �under 
construction�. 
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For the navigation efficiency, in order to keep navigation fluently, each link and 
button has been weel labelled to target the relevant webpage. Haine (1998) said: 
�Search engines should be prominent and easy to use.� Rynair.com supports search 
engine service. Unlike sas.se restricting searching conditions, ryanair.com allow 
customer to search anything related with the travel on this website not just in ticket 
booking and flight information. The search engine can help customer to find out 
wanted information. They don�t support long page technology because they don�t 
have much content to show. There is no site map used on their website. Because they 
are not complicated website if compared with sas.se. 
 
For security, the confirmation page will be given when customers finish the booking, 
and also customer will get a email from them as e-ticket. Actually, ryanair.com mostly 
relies on e-ticket.  
 
Regarding their marketing/customer focus, there is only one payment way for 
customer, online payment, based on two kinds of cards �visa or master card�. But 
according to the theory �The more payment alternatives a site offers, the more likely a 
sale will result.� The only payment option coud drive some customer awary even it is 
more convenient than pay in cash offline. Maes (1997) stated the auto responder will 
keep customer and help storefront owner deal with inquiry quickly. They have auto 
response when customer wants to be member and send email to them. The 
confirmation email will give the accepting notice. In order to provide convenience to 
customers, they provide more than 11 different European languages besides English. 
  

How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
According to the theory about factors influencing web-bsed customer service by 
Marcel Gommans, Krish S. Krishnan, & Katrin B. Scheffold, (2001), for ryanair.com, 
the telephone is the only contact channel regarding the air travel issues provided to 
customer, customers could easliy target their local offices in different cities for 
concerns and questions, even complains. Customer could get quick and direct answer 
through this way, but this service is not free; they set up the cost standard per mimute 
on the phone and restrict the contact time in different cities. According to Marcel 
Gommans, Krish S. Krishnan, & Katrin B. Scheffold (2001), free to contact is another 
important key to influence the web-based customer service. Like sas.se, ryanair.com 
provides free membership to customer. And they provide free information to customer. 
For its payment system, they allow customer to pay online through their websit, 
because they have no physical ticket for customer, so the e-ticket deliverd through 
email is the only way for customer. Basically, customer can get e-ticket immediately 
after dealing with the confirmation page in personal email box. For its customer 
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reward system, sometimes they will offer some special airline with special discounted 
price for customer, but they have no specialized customer reward system.  
 
The tools for response of customer inquiry 
Ryanair.com has no personalized webpage provided to customer, even according to 
Dietel, et. al., (2001), personalized webpage coule keep customer tightly, but for 
ryanair, there is not necessary to keep this service because the booking service is the 
major business for them , the perfect booking system and relevant service is more 
important than spending a lot to keep personlized webpage for the great numbers of 
customer. They have no section called FAQ, but instead, they have �travel question� 
to take the function of FAQ. And also there is no chat room. On the contrast, the good 
response system is based on its good telephone service , besides it, email and auto 
response are used on final comfirmation for ticket booking, not involved in the 
response for customer inquiry.  
 

5.5 Cross-Case Analysis 
In this part of the analysis the 4 cases will be analysed across each other. The research 
questions will be analysed across 4 cases each by each. 

RQ1 How can the online environment (i.e. website) be described 
Table 4: the �page loading� variables in their websits 
 
Pageloading 
speed /case 

clickontime.se ebay.com sas.se ryanair.com 

Graphics Simple and 
meaningful 

Not simple but 
more 
meaningful 

Simple and 
meaningful 

Simple and 
meaningful 

Animation 
and/or 
multimedia 

Not using A little bit 
using 

Not using A little bit 
using 

Thumbnails Using  Not using Not using Not using 
Text-only Not using Not using Not using Not using 
Progressive 
rendering 

Using Using Not using Not using 

 
From the table 4, we can see all of them are mostly concerning the loading speed, 
especially in the factor �graphics�. Three of them try to make their website graphics 
look simple and meaningful. But even it is a little bit difficult for ebay.com to make 
simple graphics because of its business character, they still try to give a meaningful 
website to their customer. Regarding other factors influencing the loading speed, 
some of them will use animation and/or multimedia and thumbnails technology, some 
won�t. It depends on if the website wants to give better appearence and increase 
website appealing and if the animation and/or multimedia will give evident effect in 



56 

loading speed. But all of them still consider if this technology will slow down the 
loading speed, they will try to reduce the risk of speed slowing. None of them use text 
only but clickontime and ebay use progressive rendering technology because this 
technology will make customer especially for those impatient customers to see the 
text content before the picture.  
 
Table 5: the �business content� variables in their websits 
 
Business 
content/case 

clickontime.se ebay.com sas.se ryanair.com

Clear and 
concise text 

Clear and 
simple 

Clear and 
simple  

Clear and 
simple 

Clear and 
simple 

Contact 
information on 
each page 

Not on each 
page 

Not on each 
page 

Not on each 
page 

Not on 
each page 

Simple colors 
and textures. 
 

Simple Simple  Simple  Simple  

Free services or 
useful 
information. 
 

Providing  Providing  Providing  Providing 

Regular 
changes to the 
site. 

Providing   Providing   Providing Providing 

Limit 
registration 
forms 

Simple Simple Simple Not 
providing 

Jokes on the 
site 

No joke No joke No joke No joke 

FAQ Providing Providing Providing Not 
providing, 
but there is 
�travel 
question� 
instead 

�Under 
Construction� 

FAQ�Under 
Construction� 

No  No  No  

 
From table 5, we can see all of them present themselves by simple and brief words to 
give better understanding to their customer, most factors are similar on their websites 
such as �simple colors and textures, free services or useful information, regular 
changes to the site, jokes on the site and contact information on each page although all 
of them have no contact information on each page, they still provide it in specialized 
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section�. These factors can better help them to give a good impression to customer 
and keep them with long term realationship and make better understandng of their 
business content. Regarding rest of these factors, something is different among these 
websites, for ryanair.com, they don�t provide section called �FAQ�, but using �travel 
question to take function of FAQ, finally, even clickontime.se created section FAQ but 
it is still under construction.  
 
Table 6: the �navigation efficiency� variables in their websits 
 
Navigation 
efficiency/case 

clickontime.se ebay.com sas.se ryanair.com 

Accurate links 
 

Accurate Accurate Accurate Accurate 

Navigation 
consistent 

Consistent Consistent Consistent Consistent 

Search engine Providing Providing Partly used but 
restricted only 
flight 
imformation 
searching 

Providing 

Long pages 
with links 

Partly using Using  Not using Not using 

Site 
maps/guides 

Not using Using  Using  Not using 

Links that open 
pop-up ads 

Not using Not using Not using Nor using 

 
From table 6, most factors influencing web navigation efficiency are similar, all of 
them are really careful on the links accuracy; actually, the links on their websites can 
target relevant webpage correctly. The navigation consistent is guaranteed by their 
good graphics configuration. All of them provide search engine service although 
sas.se just provided part function of search engine service because searching condition 
has been restricted. But also customer can easliy find wanted information. Regarding 
long page technology, just clickontime.se and ebay.com use it due to their own 
demand to keep loading speed and navigation consistent.  For site map, ebay.com 
and sas.se use it, because ebay.com is huge internet community, the great amount of 
information of production and service will confuse customer without map guide, for 
sas.se, they still need site map because of their many air travel services providing. 
Finally, all of them never allowed links on their websites to open pop-up ads because 
the time to wait on pop-up ads will make customer lose patient. 
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Table 7: the �Security� variables in their websits 
 
Security/case clickontime.se ebay.com sas.se ryanair.com 
Confirmation 
page after a 
consumermakes 
a purchase 

Using Using  Using  Using  

 
From table 7: All of them will give confirmation page or confirmatiom email to 
customer when customer finish the final purchasing, this can better protect customer�s 
payment�s security and make customer safe in purchasing process. 
 
Table 8: the �marketing/Customer Focus� variables in their websites 
 
Marketing/Customer 
Focus/ case 

clickontime.se ebay.com sas.se ryanair.com 

Payment 
alternatives 

Providing Providing Providing Not 
providing, 
just pay on- 
line 

Auto responder Not using  Using  Using  Using  
Website in English 
or give the English 
choice 

Providing Providing Providing Providing 

 
From table 8, most of them are concerning payment alternatives to provide different 
choices to customer as convenient as possible. But rynair .com just support one 
payment way, so maybe it will drive away some customers. All of them except 
clickontime.se support auto responder to fill up the response niche and help customer 
solve general problem. All of them provide English besides own country�s language to 
help foreign customer.  
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RQ2 How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
 
Table 9: the �factors influencing web-based customer service� variables in their 
websits 
 

Factorsinfluencing 
web-basedcustomer 
service/case 

clickontime.se ebay.com  sas.se ryanair.com 

Fast response Fast  Fast  Delayed  Fast  
Easy to contact Easy  Easy  Easy  Easy  
Free to contact Not free on 

telephone 
service 

Free  Not free on 
telephone ans 
sms service 

Not free on 
telephone 
service 

Free online 
applications 

Providing  Providing  Providing  Providing 

Easy payment 
methods 

Easy  Easy  Easy  Easy  

Fast delivery No more than 
one week 

Has own 
shipping 
center and 
cooperation 
with UPS, 
USPS 

Instant 
delievry of 
e-ticket 
through 
email  

Instant 
delivery of 
e-ticket 
through email 

Delivery options Providing  Providing  Providing  Delievry 
through 
internet  

Customer reward 
system 

Not using  Using  Using  Not using  

 
From table 9, we can see all of these webistes are really concerning the factors 
influencing web-based customer service, in order to give good response service to 
customer, all of them are trying to create a good and strong contact system to deal 
with the customer inquiry. The fast and easy contact system will guarantee the good 
communication with customer and keep a good relationship between both sides. 
Although three of them except ebay.com provide telephone service with charges, they 
still have another channel for customer to get direct and fluent contact for free charge. 
The telephone service can help to fill up the response niche of contact and give a 
quick contact channel to solve some urgent problems. Regarding fast delievry, there is 
a distinctive difference between two groups, service group including sas.se and 
ryanair.com promise the instant delievry through email, because e-ticket doesn�t need 
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to be printed , customer can use the ticket number attached in email to board. So their 
delievry can be fast. But for another two websites belong to production group, they 
can not totally promise delievry on time due to the character of physical product even 
they have announced the delievring time on the website and although they have own 
shipping center or cooperation with other specialized delievring company, they still 
heve to take risk for delievring delayed. Most of them are willing to provide many 
options of delivery to customer because customer can select the most suitable way to 
pick up. But ryanair.com doesn�t support fomal printed ticket, so the online delivery is 
the only choice for customer. Finally. Some of them use customer reward system. It 
depends on their marketing strategy, but all of them still provide favoriable price 
sometimes to customer as incentive. 
 
The tools for response of customer inquiry 
 
Table 10: the �the tools for response of web-based customer service� variables in 
their websites 
 
Thetoolsfor 
responseofweb-based 
customerservice/case 

clickontime.se ebay.com  sas.se ryanair.com 

Personalized Web 
Pages 
 

Not providing Providing Not 
providing 

Not providing 

FAQ's Using but 
under 
construction 

Using  Using  Not using, 
�travel 
question� 
intead  

A Chat Room Not providing Providing  Not 
providing  

Not providing 

Email and automated 
response 

Email 
providing but 
not auto 
response 

Providing  Provdidng 
and auto 
response 
through sms 
service 

Email and 
auto response 
providing for 
membership 
registering,  

Help Desks and Call 
Centers 

Telephone 
providing 

Online help 
desk 

Telephone 
providing  

Telephone 
providing  

 
From table 10, we can see all of them are willing to use all or some web-based 
customer service tools, email service, FAQ and telephone contact sevice are the usual 
tools for these websites because the little cost can be easily afforded by both sides, 
regarding other tools such as personalized webpage, chat room, it depends on 
different websites, for them, they will try to balance the cost and benefit caused by 
these two tools. But anyway, these tools can help website create and increase the trust 
between website and customer, also it is good to be long-term relationship building.  
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6 Findings and Conclusions  
In this final chapter, we are going to answer our research questions and get 
conclusions based on the theory and analysed data. Then, recommendations for 
management, theory and future research will be given. 
 

6.1 Conclusions 

RQ1 How can the online environment (i.e. website) be described 
From the analysed data we presented above, we can see that all these websites are 
really concerning the online environment building (website design) and trying to build 
a good website to customer. In the five important factors influencing website design, 
the similrities is the major part between these websites, some items could be different 
but it is depending on their situation and concern. In the page loading, all websites are 
willing to give a simple and neat graphics to customer, because the good impression 
will determine if customers can be attracted to keep stay. In order to keep loading 
speed, they will select using some technologies such as thumbnail to decrease the 
effect caused by huge information display. They will optimize the combination of 
different web technologies to balance the relationship between loading speed and 
information display. According to different situation, all websites will use the most 
suitable technology to keep speed. In business content, the clear and concise text can 
help website keep customer to stay. Regular changes, free service, limit registration 
form also make customer home and keep fresh feeling. But they don�t provide contact 
information on each page, even they created the specific section to put contact 
information, but it is still not convenient for customer to get quick contact link. For 
navigation efficiency, they don�t want customer to get lost on the way or break the 
browsing, so keeping the fluent navigation is important for these websites. Basically, 
all these websites made accurate links and prepared the good search engine to 
customer. But some of them have no site map to provide, it depends on the content 
volume. Regarding the security and markeing focus, we still can see all these websites 
are trying to give a safe transaction platform and give more consideration related with 
customer�s concerns and based on the customer�s perspective. Some items and 
standards to use technology on their websites could be somewhat different, but all 
these websites in this thesis think that a good website is useful to keep customer and 
build loyalty and trust between both sides. The good website design is the foundation 
of customer loyalty building. A good website design should be consisted of some 
issues such as suitable web technology using, simple and neat graphics, association 
with customer concerns, etc. A good website design must materialize the 
consideration for customer by website owner.  
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According to the discussion we presented above, the specific conlusions regarding 
this research question include: 
 

• All these websites believe that the better the online, the better appeal of 
website will be created. 

• All these websites are willing to create a good online environment to attarct  
more customers, the stronger the online environment, the more customers will   
be attracted. 

• The better the online environment, the better the relationship between both  
  sides will be modified. 

• The better the online environment, the better customer service quality will be 
increased. 

 

RQ2 How can the web-based customer service and response to 

customer inquiry be described 
Factors influencing web-based customer service 
Regarding the factors inlfluencing web-based customer service, from the analysed 
data, we can see all these websites put a lot on creating and keeping an efficient 
contact system to deal with customer inquiry. Based on this kind of contact system, 
site owners cannot just consider how to creat a suitable system for themselves, they 
still have to consider customer�s needs. Customer�s perspective should be included in 
their concerns. Creating a contact system that can make both sides satisfy is the most 
important thing for site owners when dealing with customer�s inquiry. �Fast, easy and 
free� is the essencial for these websites. Another factors are also carefully considered 
by all of them such as free online application, easy payment methods, delievry and its 
options, eventhough on some ways, there is somewhat different among these websites, 
but they also concern these key factors. These four websites try to make good 
web-based customer service; the service selecting is based on the needs of the both 
sides, site owners and customers. So how to creat and keep customer�s loyalty is also 
involved in web-based customer service building. If we say that online environment is 
the foundation, building a good web-based customer service must be thought as 
another key factor influencing the customer�s loyalty. The good web-based customer 
service will encourge customers to get more tough with website and creat an 
interactive atmosphere between both sides. The quality of web-based customer 
service will determine if site owners can realize their promise to customer and 
determine if they can efficiently communicate with customers in order to creat and 
keep customer�s loyalty in the long-term. Another effect is that site owners can get 
much more benefits than before if they can creat and keep long-term customer�s 
loyalty. 
 
According to the discussion we presented above, specific conlusions include: 
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• The more convenient (fast, easy, free) the contact system, the more customers 
will be attracted and kept. 

• The better the web-based customer service, the better the customer�loyalty 
will be created and kept. The better the quality of web-based customer service, 
the more easily the customer�s loyalty will be created. 

• The better the quality of web-based customer service, the longer the customers 
will be kept.  

 
The tools for response of customer inquiry 
Different web-based tools for response will give different results; a good response and 
communication system between customers and websites will build good relationship 
on both sides, and also create an interactive environment between them. From the 
analysed data, we can see, all of them use one or some tools for response of 
web-based customer service, these websites try to give a quick and convenient 
communication system such as email, telephone, and help desk. Even some of them 
provide an interactive communication platfrom such as chat room to help customer 
find their wanted information quickly. It also can fill up the response niche caused by 
the limitation of traditional response system. Throughout the observation on these 
four websites, we found email (personalized and automated) and telephone (call 
center) are more popular than other web tools we mentioned above. Because of the 
character of website, email is the fasted and the most direct channel between site 
owners and customers compared to other web tools, but telephone can fill up the 
niche caused by web tools, so bothe of them are usually used by site owners and 
customers. For other web tools, different sites have their own attitude; they will select 
one or some of them as the accessory in communicating channel. But tools selecting 
depends on their different needs and their capability, for example, if they can afford 
the cost on keeping a chat room for customer on their websites. These tools can 
guarantee the fluent and direct communication between both sides, and they will 
determine if site owners can satisfy the customer�s inquiry and needs, if they cam win 
customer�s trust in order to creat customer�s loyalty. On some ways, we can think that 
online environment; web-based customer service and tools for response are part of 
each other. They should be integrated as one thing to be considered by site owners.  
 
According to the discussion we presented above, the conlusion we got is followed 
below: 
 

• The more suitable the tools that site owners use, the better the response of  
customer inquiry will be created. 

• The more fluent and direct the kind of tools that site owners use, the more    
  easily the customer will be kept. 

• The more reasonable the tools used by site owner, the more easily the  
  customer�s trust and loyalty will be.  
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6.2 Recommendations 

Recommendations for Management 
There are some issues we think could be useful for recommendations of managent, 
they are listed below: 
 
If the company want to give a good website to extend its business, the quality of 
online environment building should be the first important thing that needs to be 
considered by site owner. 
 
Online enviroment is the foundation of website, the quality of web-based service is 
another important factor can determine if it can drive away customer or keep them 
stay longer 
 
Strong and good response service system will help to build a good interactive 
communation relationship between both sides and make customer home, even build 
the trust and loyalty. 
 

Recommendations for Theory 
The previous research provided theory regarding our thesis, in this thesis, we are 
trying to explain and answer how important the online environment and response to 
customer inquiry and its web-bsed service acting in e-loyalty building, and then we 
gave our finds and drew the conclusion. 
 
This thesis� contribution to theory is based on empirical data and information from 4 
target websites regarding our research questions. Because our study target is website, 
and it is still new area, so that ia still large amount of issues can be discussed and 
studied. 

Recommendations for Future Research 

As we mentioned above, there is still many issues can be studied and explained, so 
due to reseach experience, we suggested something can be as future research: 
 

*Select larger website on the same study 
*Discuss the differences and similarities between them and previous study 
*Futher study on the effect caused by web-based customer on e-loyalty building 
*Futher study on the effect caused by response to customer inquiry 
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Appendix 
 

Check list for observation 

1 Websites introduction 

Production website Service website 
Clickontime se Sas.se 
Ebay.com Ryanair.com 
 
Clickontime .se is based in Sweden and with the assignment to supply the need for 
computer accessories, electronics and expendable supplies for both consumer and the 
business market. Click On Time AB is the servicing for an electronic market place on 
the Internet by selling DVD Movies, games for all platforms, computer accessories 
and ergonomic products.  
Ebay.com is the website which was founded in September 1995, EBay is The World's 
Online MarketplaceTM for the sale of products by a diverse community of individuals 
and businesses 
Sas.se is based in Sweden and sas is one of the biggest airline companies that offer 
service related with air travel. Sas.se is the website which can offer booking, checking 
and other services. 
Ryanair.com is the website offers booking, checking, and other services related with 
air travel. This is an international airline company that its business market was mostly 
located in Europe. The company started in 1985 and had IPO in 1997 when they 
floated Ryanair Holdings plc on Dublin and New York (NASDAQ) Stock exchanges. 
They listed on the United Kingdom a year later. Ryanair joined the NASDAQ Top 
100 in December 2002, reflecting the phenonmenal increase of Ryanair's value and 
the commitment of its 1,800 staff.  
 

2 Check lists 

Online environment (i.e. website)  
Page-Loading Speed 
Graphics  
Use of animation and/or multimedia requirements. 
Thumbnails. 
�Text-only� choice 



 

Progressive rendering. 
Business Content 
Clear and concise text 
Colors. 
Contact information on each page. 
Free services or useful information. 
Regular changes to the site. 
Registration forms and the amount of requested information on them. 
Jokes on the site�avoid or not. 
Frequently Asked Questions (FAQ) section. 
Avoid �Under Construction� signs. 
Navigation Efficiency 
Accurate links. 
Navigation consistent. 
Effective search engine in the site. 
Long pages with links  
Site maps/guides  
Avoid links that open up pop-up ads. 
Security 
confirmation page after a consumer makes a purchase. 
Marketing/Customer Focus  
Payment alternatives  
Auto responder. 
Website in English or give the English choice. 
 

Web-based customer service and response to customer 

inquiry  

Factors influencing web-based customer service 
.Fast response to customer inquiries 
.Easy to contact 
.Free to contact 
.Free online applications 
.Easy payment methods 
.Fast delivery 
.Delivery options 
.Customer�s reward system 

The tools for response of customer inquiry 
.Personalized Web Pages 



 

.FAQ's 

.A Chat Room 

.Email and automated response 

.Help Desks and Call Centers 
 
 

 

 

 
 
 

 

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 



 

Appendix of test email and response 
1. www.clickontime.se 



 

 

 

2. www.ebay.com 

 



 

 
 

 

 
 
 
 



 

 
 

3. www.sas.se 

 
 
 




