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Abstract 
 
The purpose of this study was to provide a deeper understanding on the role of Website design 
in online purchase. Multiple case study method was chosen and two web sites from Pakistan 
were selected as cases for this research study which are doing business online. Data is collected 
through observations and from interviews. Four customers of these web sites were interviewed 
from United States and United Kingdom in order to find out detailed information about 
customer services. This study identifies important elements of web site design which are 
undertaken by users while interaction with the web sites, keeping in mind two important 
aspects of the websites, ease of use and customer confidence. Moreover, the perceptions of 
customers about services of the web site are described. Finding and conclusions of this research 
thesis indicates that there are several important factors to be considered while designing a web 
site, and different variables were found important in enhancing customer services through web. 
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1 Introduction  
 

This chapter provides background information of Web site design and importance of customer 
services, there after followed the statement of the research purpose as well as the research 
questions of the study. Finally, disposition of the study will be presented. 
 

1.1 Background 
 
It all started not long ago, when the perfect marketing tool had been introduced to business 
practitioners. The tool was called “The Internet”. Today a company would be assumed to be 
outdated, obsolete, slow moving and non-flexible if it does not use all the benefits of being on-
line (Tsygankov, 2004). The Internet has emerged as a major, perhaps eventually the major, 
worldwide distribution channel for goods, services, managerial and professional jobs (Turban, 
E., Lee, J., King, D. and Viehland, D., 2004). 
 
Harridge-March (2004) commented that in marketing terms it should be remembered that the 
internet is a new medium to which new different marketing issues may apply when compared 
to existing commercial activities. There is a drastic increase in the number of organizations that 
are using the web for marketing, promoting, and transacting products and services with 
consumers (Ranganathan & Ganapathe, 2002). 
 
According to Palumbo and Herbig (1998) the internet is a vast computer network which is inter 
connected between all over the world this provides organizations inexpensive, and 
sophisticated tools for advertising, taking and placing orders, promoting their philosophies and 
communicating with existing and target customers among all over the world these internet tools 
are: e-mail mailing list, news group, world wide web and indirect cyber mail (Palumbo & 
Herbig, 1998).  
 
The increase of the Internet and WWW has influenced various aspects of our daily lives, not 
the least of which is Electronic Commerce (Kalakota & Whinston, 1997). When the Internet 
commercialized and users began flocking to participate in the World Wide Web in the early 
1990s, the term Electronic Commerce was coined (Turban et al., 2004). 
 
Electronic commerce has been defined most commonly as the transactions between two or 
more parties through an electronic medium (Kalakota & Whinston, 1997). According to 
(Turban et al., 2004) Electronic commerce is a process of buying, selling, transferring, 
exchanging products, services, and information via electronic networks and computers (Turban 
et al., 2004). Electronic commerce is a significant factor in the world today. Corporations 
worldwide are expected to spend approximately $3.3 trillion in 2002 for information 
technology, half of which will be directed at e-commerce-related investment (Kim, Shaw and 
Schnider, 2003). 
 
According to Kim et al. (2003) the Web is the primary infrastructure for e-commerce. The Web 
presents new opportunities and challenges to establish, build, and manage customer 
relationships. Some experts believe that the Web is more conducive to relationship marketing 
than other targeted media, such as direct mail. To establish relationships with online customers, 
it is imperative that a firm understands the user experience and how people interact with the 
Web (Geissler, 2001).It is well accepted that Web sites provide benefits for both corporations 
and consumers (Hoffman et al., 1996). A Web site enhances the corporation’s image and 
provides tangible benefits both to the organization and to its leadership (Sullivan, 1996; Alper, 
1999). The main reason corporations establish a presence on the Web is to capture these 
tangible and intangible benefits (Kim, Shaw, and Schnider, 2003). 
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In business, marketers pay much more attention on the design of Web site. The main reason of 
customers on the internet is to find information or buy a products and services due to convince, 
speed (Ody, 2000). Most likely, this company would be outperformed by its competitors, who 
have established their own Web sites (Tsygankov, 2004). For any firm with an online presence, 
the Web site is the platform used to communicate with customers and to facilitate business 
transactions. Web sites that do not provide positive experiences may cause customers to decide 
that it is easier to go to a physical store rather than purchase online (Merwe & Bekker, 2003). 
 
Singh (2002) discussed that customer service and support applications in electronic commerce 
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.  Online 
firms operate in an environment consisting of Web-based technologies (e.g. browsers, search 
engines, encryption, and databases), network systems, and digital information. This unique 
feature of online services has motivated us to re-examine whether traditional service quality 
dimensions and their content are truly applicable to Internet-based services and to explore new 
quality dimensions (Yang & Fang, 2004). 
 
Singh (2002) added that the online businesses 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 loyalty. Web services are 
becoming the prominent paradigm for distributed computing and electronic business. This has 
raised the opportunity for service providers and application developers to develop value-added 
services by combining existing web services (http://www.springerlink.com). 
 
According to Chang and Krik (2000) a Web site is a new type of information technology. In the 
context of Electronic Commerce (EC), the functions and features provided by companies’ Web 
sites can be classified into three phases of marketing: pre, on-line, and after sales (Liu,  Arnett, 
Capella and Beatty, 1997). Any Electronic Commerce activity fits within these three 
classifications. The pre-sales phase includes a company’s efforts to attract customers by 
advertising, public relations, new product or service announcements, and other related 
activities. Customers’ electronic purchasing activities occur in the on-line sales where orders 
and charges are placed electronically through Web facilities. The after-sales phase includes 
customer service, problem resolution etc. This phase should generate or obtain customer 
satisfaction by meeting demand and pleasing customers. Thus, a successful Web site, in the 
context of EC, is one that attracts customers, makes them feel the site is trustworthy, 
dependable, and reliable and generates customer satisfaction (Chang and Krik, 2000).  
 
The quality of Web site is very important in online environment if the design and type of Web 
site is poor then it is difficult for company to run their business online. Once the base of Web 
site function is clear, it will be easy for e-marketers to attract new customers but also retain old 
one (Cox & Dale, 2002). Piccoli, Brohman, Watson and Parasuraman (2004) added that firms' 
Web sites are becoming an increasingly important component of their customer service 
systems. Decisions about Web site design and functionality are important for many enterprises. 
 

1.2 Problem Discussion 
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Piccoli, Brohman, Watson and Parasuraman (2004) stated that an increasing number of 
businesses are utilizing the World Wide Web as a marketing channel to deliver their products 
and services. Developing the ability both to attract new consumers and to retain existing 
consumers on Web sites is a major challenge for business managers and has drawn 
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considerable attention. Attaining customers through the web is not easy and it is also costly, as 
the competition is just away from a mouse click (Sirnvasan et al., 2002). According to Turban 
et al., 2006 every online business needs a web site. A web site is the primary way any firm 
doing business on the internet to advertises its products or services and attracts customers. 
Successful web site design is about meeting customer expectations. Design starts with 
identifying customer needs, expectations, and problems. 
 
To do Business on the Internet, one of the most important aspects of success is the design of 
web site. If web site doesn't look professional, no matter what products are offering the chances 
of success are minimal. Now more than ever before the marketplace that more and more people 
find themselves operating in is going global. For many businesses this is a good thing, because 
it gives them a broader customer base to cater and to reach them they have to have a Web site 
on the Internet (Natalia, 2007). Primary purpose of any business web-site is to attract visitors 
from all over the world and convert a part of them into paying customers. The Web-sites are 
not merely for image enhancement, but also a marketing tool that attract customers and bring 
business. Website, however well-designed and useful it may be, is not going to attract 
customers unless work for it consciously (Chatterjees, 2007). 
 
A company that neglects its Web site may be committing commercial suicide. A Web site is 
increasingly becoming the gateway to a company’s brand, products and services (The 
Economist, 2004). The Web site is certainly growing its importance in today’s marketing as 
people considered more online marketing as compare to offline. The web can help a firm to 
present their e company in front of customer which will helpful in conducting business with 
them and most important to build and maintain long term relationships (Geissler, 2001). A 
successful web-site, evidently, is the one that is capable of attracting and retaining quality 
visitors (Chatterjees, 2007).  
 
Martin and Ibrahim (2006) stated that for organization, development of Web site is an 
important task; web designing is currently the big hurdle to online purchases because the Web 
site should reflect the purpose and object of the company. Environment quality is related to the 
appearance of the user interface, two corresponding sub dimensions are assigned to it: Graphic 
quality captures how well the various elements of the user interface (e.g., text, icons, digital 
images, or backgrounds) are visually represented, whereas clarity of layout is defined as the 
degree to which the design structure of the user interface helps users to find their way (Martin 
& Ibrahim, 2006).
 
A potential customer can easily access and compare the Web sites of a large variety of 
organizations with regard to finding information or undertaking a transaction such as 
purchasing a given product or service (Harridge-March, 2004). Hence, in order to attract and 
retain customers via the internet, an organization needs to make their Web site as straight-
forward and appealing to use as possible otherwise potential customers may simply go to 
another organization’s Web site (Taylor & England, 2006). 
 
Cox and Dale (2002) stated that when looking at what makes a good quality Web site, it is 
important to take into account the main objective of the design. A Web site should reflect the 
value proposition and address whether it is trying to satisfy the customer needs to ensure repeat 
visits from the customer in the hope of gaining customer loyalty (Creative Good, 2000). 
 
According to Goyal (2007) the underlying intention of Web site creation is not just to create an 
online presence but to create an effective online presence for promotion of the company 
products or services. No company would want their Web site to be hidden among millions of 
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already existing ones but they would ideally like to ensure that their Web site is capable of 
attracting customers and generate revenue in the process (Geissler, 2001). 
 
Cox and Dale (2002) discuss four categories that the quality of Web site experiences can be 
judged: 

(1) Ease of use (the design of the Web site) 
(2) Customer confidence (how the Web site inspires trust by the customer) 
(3) On-line Resources     
(4) Relationship services (how the Web site bonds with the customer and inspires 
loyalty) 
 

 
Figure 1: Conceptual Model for a quality Web site 
Source:  Cox & Dale, 2002 
 
Ease of use is one of the important parts relating to design of Web site. The quality factors in 
this part provide information, search capabilities, information about the products and services 
offered by a company and core objectives of the Web site visitors to get information. This 
includes the use of text graphics and animation which provides the guidance to the visitors by 
means of links and searches. On the other hand the bad quality of design, this will negative 
affect on customers as the feel difficulty in finding information (Cox & Dale, 2002). The 
information on the Web site should be brief and clear otherwise customers may feel confusion 
in their search and this leads to customers defection (Yang, 2003). 
 

4 

Customer confidence refers to how customers feel when visiting a Web site in terms of 
accessibility, speed, reliability and customer service. The key quality factors (KQFs) identified 
should help to create a good experience for the customer by making them feel safe and 
confident in not only using the site to find information but actually to make transactions. Trust 
is a crucial factor in e-business and is one of the main barriers to customers making purchases 
on-line due to security issues with credit cards and privacy issues concerning what happens to 

 
 

  
   
 



their personal details. Trust can also be linked to customer service. Customers need to know 
that they can contact a company if problems occur and preferably interact with a company 
employee either via e-mail, telephone or by instant messaging on-line. The use of FAQ should 
satisfy customers and deter them from using customer service, but the ability to contact a 
person heightens the feeling of confidence in the Web site (Cox & Dale, 2002). The basic 
responsibility of e-marketers is to insure the security and privacy concern of customers in order 
to build trust for users (Yang, 2003). Trust is a vital factor for e-marketers and this is a one 
main barrier for customer for making their purchases online due to security issue with credit 
cards and some privacy issues as customers hesitates to give their personal information online 
(Yang, 2003). 
 
Martin and Ibrahim (2006) described ease of use as the degree to which the functionality of the 
user interface facilitates the customer’s retrieval of the electronic service. Zeithaml, V. 
A. Parasuraman, A.,  Malhotra, A, (2002) stated that ease of use includes user friendliness, 
down loading / transaction speed, search capability, and easy navigation. Ease of use has often 
been termed usability in the online context. A site's search functions, download speed, overall 
design are the key elements that affect usability (Swaminathan et al. 1999). The only major 
factor unique to the Internet setting is “ease of use”. Obviously, without user-friendly Web 
sites, the distinct advantages of e-commerce such as convenience and information availability 
won't materialize (Yang & Fang, 2004). 
 
According to Fogg et al. (2001) the most influential scale in web site design is “Ease of Use”. 
This scale was made up of five items; all five items were reported to increase the credibility of 
a Web site. 
  

 The site should allow customers to search past content (i.e. archives) 
  The site looks professionally designed.  
 The site is arranged in a way that makes sense.  
 The site takes a little time to download. 
  The site is simple to navigate.  

 
Yang and Fang (2004) further added that ease of use is the prominent determinant of customer 
adoption of the Internet-enabled service channel. Well-organized user interfaces allow 
customers to locate their desired information easily. Therefore, the organization and structure 
of online content should be logical and easy to follow. The number of graphics and animated 
features on Web pages needs to be minimized because they are extremely time-consuming to 
download and are often the cause of computer slow-down. Additionally, adequate navigation 
functions such as site search engines and clear menus are critical factors in enhancing the 
usability of a Web site. 
 
Krishnamurthy (2000) stated that the ease of use of a site, the level of online shopping 
resources, and the presence of a trusted third party seal all positively impact the level of 
customer confidence. Interestingly, online relationship services did not have an impact on 
consumer confidence. Online firms have scarce resources. Hence, they need to know which 
factors work in boosting customer confidence and which factors do not. (Krishnamurthy, 2000) 
further indicates that the greater the ease of use, the greater the customer confidence. 
 
Cox and Dale (2002) described customer confidence (breadth and depth of customer service 
options, including channels of interactions, promptness and accuracy of e-mail response, 
privacy policies, guarantees), have identified and statistically validated four important quality 
factors of the Web site: ease of use (the design of the Web site), customer confidence (how the 
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Web site inspires trust by the customer) 
 
Customer service refers to responsive, helpful, willing service that responds to customer 
inquiries quickly (Caruana & Ewing, 2006). The Web is rapidly becoming the platform through 
which many companies deliver services to businesses and individual customers. The number 
and type of on-line services increase day by day, and this trend is likely to continue at an even 
faster pace in the immediate future examples of e-services currently available include bill 
payment, delivery of customized news, or archiving and sharing of digital documents (Casati & 
Shan, 2001). Online customers expect fast, friendly and high quality service. They want choice, 
convenience and a responsive service with a personal touch (Zhao & Gutierrez, 2001). Online 
services such as easy search of products and services, provision of product specifications that 
reduce communication costs, secure electronic 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). Customer service online is a current drawback of e-commerce. Many 
companies have poor online service (Lee, 2003). 
 
Piccoli, Brohman, Watson and Parasuraman (2004) added that firms' Web sites are becoming 
an increasingly important component of their customer service systems. Decisions about Web 
site design and functionality are important for many enterprises because the corporate Web site 
often makes the defining impression on customers. The Web is a new and powerful interface 
for delivering customer service. E-customers want fast, friendly and high quality services they 
need choice convenience and responsive service (Zhao & Gutierrez, 2001).  
 
Due to time and financial constraints for this study, an attempt has been made to narrow down 
the focus as much as possible. Therefore, this study will just concentrate on the importance of 
web site design (ease of use and customer confidence) and online customer services. 
 

1.3 Purpose and Research Questions 
 

The purpose of this study is: 
“To provide a deeper understanding on the role of Website design in online purchase” 
 
The previous studies were made on the web site design with respect to relationship 
management or web experience but no research was carried out on the importance of web site 
design specifically ease of use and customer confidence. Online services are important factor 
for online customers because they want a quick response for their query or information. We 
focused on this area in our research because it needs more attention as technological changing 
continuously occurs. This study has a dual prospective of customer services, for both company 
and customer’s point of view. Based on discussion of problem area following research 
questions would be posed in order to achieve the purpose: 
 
Research Questions: 
 
1: How do companies design their web sites in order to undertake “ease   of use” and 
“customer confidence”? 
2:  How are web sites used for enhancing customer services? 
 

 
 
 
 

 
 

  
   
 

6 



1.4 Disposition of the Thesis 
 
The study of this research consists of six chapters as presented in figure 2 Chapter One, 
Introduction, which includes research background of the study and followed by problem 
discussion, research purpose and research questions, and disposition of the study. Chapter two, 
Literature Review, will present the previous research pertinent to the purpose of thesis. Chapter 
Three, Methodology, will include brief introduction to the research approach and methods. The 
chosen data collection methods will be discussed to achieve objectives. Chapter Four, Data 
Presentation, will present the data collected from observations and interview. Chapter Five, 
Data Analysis, will include analyzing of the data which is collected in chapter four. This 
includes with-in-case and cross-case analysis. Chapter Six, Findings and Conclusion, will 
present the answers to the research questions, findings and conclusion drawn from this study. 
This chapter also includes implications for further research. 
 

 
Introduction and Background

Literature review

Methodology

Data Presentation

Data Analysis

Findings and Conclusions

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Disposition of Thesis 
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2 Literature Review 
 
This chapter presents our theoretical frame of references; firstly, literature related to first 
question, key quality factors of Web site design (ease of use and customer confidence) will be 
described. Then, literature related to second question, online services importance in online 
purchase will be presented. 

  
2.1 Key quality factors in Web site design 
 
There are different key quality factors (KQFs) as mentioned in chapter one, can be used as a 
checklist while making a Web site or redesigning a new one Web site from the customers 
prospective. According to Cox & Dale, (2002) the main quality issues involved in creating a 
Web site have been identified and turned into key quality factors and subsequently categorized 
according to which part of the Web site they relate to. The study has identified quality to be 
judged on four factors: 

 (1) Ease of use (the design of the Web site) 
(2) Customer confidence (how the Web site inspires trust by the customer) 
(3) On-line Resources     
(4) Relationship services (how the Web site bonds with the customer and inspires 
loyalty) 
 

Out of these four factors in this study we have discussed two important parts of key quality 
factors of web site design (i-e ease of use and customer confidence). As ease of use is related to 
design of web site and customer confidence is associated with how the web site builds trust of 
customers.  
 
Figure 3 at page 10 is modified from Cox and Dale (2002) shows the key quality factors of the 
web site design. This includes ease of use and customer confidence. While navigation part in 
ease of use is taken from Merwe, Vander and Bakker (2003). Security and privacy part in 
customer confidence is taken from (Turban et al, 2006). 
 

2.1.1 Ease of Use 
 
Ease of use is one of the important parts relating to the design of Web site. The KQFs in this 
category reflect the usability of the Web site during customer navigation and aim to reduce 
customer frustration. The virtual nature of a Web site means that communication with the 
customer has to be enabled through the use of text, graphics and animation. Guidance through 
the Web site is done by means of links and searches. All of these factors relate to the design of 
the Web site and its usability factor. If the design is of poor quality, customers will not be able 
to navigate pages to find what they are looking for, and are unlikely to make transactions (Cox 
& Dale, 2002). The information on the Web site should be brief and clear otherwise customers 
may feel confusion in their search and this leads to customers defection (Yang, 2003). 
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Figure 3: Conceptual Model for a quality Web site 
Source: Adapted From Cox & Dale, 2002, (navigation part is adapted from Merwe & 
Bekker, 2003, Security and privacy from Turban et al, 2006 pp 462) 
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Clarity of purpose 
  
The Purpose refers the main objective and scope of business. While making the Web site 
purpose means what company providing to customers on their Web site. It must be clear and 
concise. Therefore, this allows customers to not only get information but also enables the 
customers to make transactions online. (Vassilpoulou & Keeling, 2000) 
 
Cox and Dale (2002) added that the very first company has to decide what products or services 
they are going to provide customers through interactivity of Web site. If the purpose of the 
Web site was not clear this creates bad image and leads to customer dissatisfaction. So the 
clarity of purpose should clearly mention on the homepage of Web site. If new visitor visit the 
Web site to buy some product or services and Web site proper guide customer, but after getting 
personal and purchase information from customer depart him with a message of thanks and to 
contact via offline mode. This leads to customer dissatisfaction and probably customer will 
never visit this Web site again. Such Web sites have lack of clarity of purpose and also bad 
customer experience and vice versa (Cox & Dale, 2002).  
 
Domain names: One of the goals for an e-business is to make sure that the address is as easy to 
remember as possible, and a domain name is more important than the address of a Web site- it 
is brand (Jonathan, 2001). 
 

Design 
 
For organizations design of Web site is a huge task, web designing are currently the big hurdle 
to online purchases because the Web site should reflect the purpose and object of the company 
(Frank, 2003). Designing the web site is critically important and creative part that determines 
what the site will look like and how visitors will use it (Turban et al., 2006). The key issues in 
design are: 
 
Home Page:  Frank (2003) descried that a home page is viewed by designers as too simple, if it 
does not include the “essentials”. For example, a home page with only the company logo or 
slogan may be too simple. On the other hand, including more than the “essentials” may make 
the home page too complex. An often-cited example is including too many graphics or several 
large graphics. (Frank, 2003) Designers appear to be very conscious of download times and try 
to avoid making consumers to wait long for the home page to appear. Designers feel that too 
much information (e.g. a large amount of text) clutters a home page and confuses consumers. 
They also warn against using too many “bells and whistles”, such as unnecessary plug-ins, 
animation, and “flashing garbage”. Designers generally feel that some movement or sound on 
the home page may attract the attention of consumers. Designers tend to use their own rules-of-
thumb concerning the length of time they have to grab a consumer’s attention, ranging from 
five seconds to 30 seconds. The home page should be “clean”, “clear”, “relatively simple”, and 
“fast-loading”. It should be “brief” and “to-the-point (Geissler, 2001). 
 
According to Geissler (2001) the content and design of the home page should be “well laid-
out” and “functional”. Navigational tools, such as links and frames, are seen as essential. 
Designers indicate that users do not like to scroll down a home page and much prefers 
hyperlinks to separate pages. They feel that consumers may become lost or disinterested with 
too much information upfront. Consequently, many designers recommend limiting the size of 
the home page to one page or screen. Some graphics are also seen as helpful in attracting 
consumers’ attention, but they must be few, fast-loading, and professional. 
 
Consistency, menus and site maps: Each Web site represents a different business or value 
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proposition and therefore the layout will differ according to what the Web site is offering. The 
pages within the Web site need to be consistent in appearance and design (Spool et al., 1999). 
Vassilopoulou & Keeling (2000) argued that it is also important that the same procedures occur 
for similar or related things wherever the user may be within the site. Companies which have 
immense Web site with so many pages must use map or guide that allows the user to jump one 
page to another. For a good Web site the basic element is menus and site maps and also 
consistency in font, text, color and all other elements (Cox & Dale, 2002). 
 
In order to achieve the consistency many Web sites feature a menu which appears in the same 
place, with all the main links on every page. (Spool et al., 1999) discovered that menus or 
navigation bars at the top and bottom of a page allowed more users to navigate the site 
successfully than menus at the side. (Creative Good, 2000) point out that there should be a 
“home” button on every page to help the user get back to the home page if necessary without 
having to click on the back button in the browser menu, which could be a lengthy and 
frustrating process depending on where the user is in the site. (Spool et al., 1999) also found 
that users navigating web site with a site map were twice as successful in finding what they 
wanted.  
 
Creative Good (2000) argued that a Web site with a clear menu and relevant information 
should be satisfactory and that users are not actually interested in where they are within a site 
as long as the links are clear. A site map can assist the user in determining the hierarchy of the 
site and which area to navigate in order to find their destination. Ideally, it should be accessible 
on every page of the Web site either in the navigation bar or at the bottom of the page. In most 
cases, it is situated in the “help” link (Cox & Dale, 2002). 
 
Pages, text and clicks: Cox and Dale (2002) added that the pages on a Web site should ideally 
be short; however, in some cases scrolling pages are sufficient if the information is suitably laid 
out and not excessively long. (Chatterjees, 2007) described that make your page as easy for 
visitors to read as possible and this means breaking it up into little 'chunks'. We've already 
looked at the need for columns, (which divide the page vertically); pages also need to divide 
horizontally, through the use of headings and sub-headings. (Holt, 2000) argues that the use of 
headings and paragraphs is as important as in a book, magazine or newspaper and there should 
be a button at the bottom of the page or each section asking if the user wants to return to the top 
of the page. For transaction purposes, it is crucial that customers are able to make purchases 
quickly with minimum pages in the check out process (Foremski, 2000; PR Newswire, 2000). 
Bevan (2004) added that make text easy to read and use.  Amazon.com has been praised for 
their “one click” order process and one or two pages should be the limit in all Web sites 
enabling ordering on-line. It also goes without saying that the process of opening an account 
should also require just one page for ease of use by the customer (Cox & Dale, 2002). 
 
Constraint Feedback: The feedback principle which is the basis for any software design and is 
especially important for interaction with customers on the Internet. The principle basically 
implies telling the user what is happening inside the system. This could refer to advising the 
user of an error in their address input and that the Web page is being updated, allowing the 
customer to see what is currently in their shopping basket or confirming order details. 
(http://www.3fn.net) 
 

Geissler (2001) further added that many Web sites will inform the user of a mistake by writing 
the information in red text to the relevant box or area. This communicates clearly to the user 
that they have made a mistake and need to redo something in order to proceed. The company 
must respond quickly to consumer about mistakes in a professional manner.  
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Search Options: Search options are very helpful tool for consumers who want to search 
something from the Web site. Search option should be at prominent place and ease in use with 
full access to whole contents of the Web site (Heath, 1999). According to (Cox & Dale, 2002) 
the search should be effective with the following elements: 
 
(a) A search option whereby the user types in a word or words is useful for targeting a product 
or certain information. It should be clear to the user whether the search facility refers to the 
whole site or one particular section. 
(b) Search facilities should be programmed to recognize a search criterion whether it is singular 
or plural. 
(c) The use of drop down lists simplifies the search process by giving clear guidance to the user 
on what areas or products are available. 
 
Fill in forms: To register with a Web site or proceeding for order or purchase, customers needs 
to fill outs the form. These forms contains some personal information which is mandatory and 
there should be available some guidance (Cox & Dale, 2002). 
 

Navigation 
 
Bayles (2001) stated one of the most important features customers remember is whether or not 
they can easily navigate through Web site to find what they are looking for. Put yourself in 
their place and try to figure out the terms they would use for search engines, for categorizing 
products, for price ranges, for brand, for specific features, or for other criteria when looking for 
a product. The more fun and engaging you can make this process, the more often a customer 
likely to return.  
 
Geissler (2001) further added that Web sites must be easy to navigate and should used 
“controlled navigation” which help familiarize consumers with the site layout and company 
offerings. Frequently updating the site will add to the consumer experience and will keep 
consumers well-informed of new products and services, specials, discounts, and other 
developments. In the dynamic Web shopping environment, unchanging Web sites quickly 
become analogous to unattractive stores located in outdated strip malls. “Freshness dating” 
makes the Web site more attractive and interesting and may encourage “approach” behaviors, 
such as future visits and purchases, which are indicative of an ongoing relationship.  
 
Spool (1999) the first important thing is that Web site can not be run without useful links   the 
useful links should be attractive and correctly describe the following information: 

a) What will I get if I click here?  
b) Why would I want to get that? (Heath, 1999) 
 

Further more Web site contents should be user friendly to search desired information (Yang, 
2003). The relevant graphics can also be use as a valid links. The graphics should change text 
when customer passes over it (Cox & Dale, 2002). The use graphics is easy by simply point out 
or clicking which make convince for consumers to navigate a site this increase the competitive 
advantage for a company. Now it depends on consumers that they want to use links or graphics 
in browsing the Web site (Yang, 2003). 
 

• Custom Configurations 
Many sites, particularly those for computer products, have online product Configurations.  
These programs walk the buyer through building a custom computer configuration. The 
program asks questions and automatically chooses those components that will work properly 
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together. (Bayles, 2001) 
• Page layout 

Heath (1999) described that the page size on a Web site should be short with useful links but 
important thing is that the consumers get all the information from minimum space. The use of 
heading and paragraphs is essential as in books. The page ends with different options i.e. home, 
top of the page, etc. (Cox & Dale, 2002) 

• Links  
The navigation of a Web site cannot be carried out without valid links (spool et al., 1999). 
Links should change color once used so that the user knows they have used the link before and 
should correctly describe the information to which they lead (Creative Good, 2000; 
Vassilopoulou & Keeling, 2000). This is also relevant for graphics which can be used as links. 
Well-thought-out Web sites feature graphics which change to text when the mouse cursor 
passes over them, revealing the category of products relating to the graphic (Cox & Dale, 
2002). 
 
Constantine and Lockwood (1999) also discuss the problem of page bouncing and deep 
drilling. Page bouncing occurs when the user follows links that serve a series of pages and then 
has to return to the original page before finding a link to more pages. This results when the 
information is finely subdivided. The answer is to use probability to decide whether a user 
interested in one topic will be interested in another and to create a direct link between the two. 
The other problem of deep drilling is similar to page bouncing but refers to Web sites where 
the user has to follow multiple links which are sometimes confusing and force the user to go 
back and forth between pages to find information which should logically follow on from 
information found on the earlier pages (Cox & Dale, 2002). 
 
Links are the main way for the users to navigate their way around a site and should be clear and 
to the point. (Spool et al., 1999) argue that links should not be embedded in pages of text which 
requires the user to scroll down to find them and also that the link should not be so long as to 
fall on to two lines. This as well as misleading the user into thinking that there are two links 
instead of one is also a waste of space (Cox & Dale, 2002).  

• Hyperlinks 
Hyperlinks are used to refer one link to another. In fact, it is as easy as turning the page. 
Because of its ease of use, these references become far more useful, and so it is far more 
common to scatter such references around. One click and you could be in the middle of a 
totally different document, right at the place where you are interested. (Jonathan, 2001) 

• Language 
The Web site should be easy to understand and English is a global marketing language or 
giving the different preferred languages on the top of the home page of the Web site (Heath, 
1999). Some people prefer customer service to be in their native or selected language. Web site 
translation is most helpful tool (Turban et al., 2006). 
 
Content 
 
According to Cox and Dale (2002) Content refers to what a Web site actually offers in terms of 
information and is as important as the design aspect. If the information is insufficient, 
misleading or irrelevant, the customer will most likely opt to use a competitor site. The content 
refers not only to what type of products or services the Web site is offering but also what 
policies the e-business has, for example, on the use of customer information or on returning 
goods. This latter information is not always easily accessible but it is important to customers, 
especially when buying products or services on-line or if they have to register to access the site. 
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Selection: The breadth of selection of products and services should be relative to the e-business 
and what it is offering; however, the access to the selection is important. (Creative Good, 2000) 
commented on sites where the customer has to fill in a survey before they can see the selection 
of products and services on offer, which causes frustration and abandonment of the site. In the 
same vein, Forrester Research carried out a survey that found if a product or service was 
offered on the second or third page; customers were 50 per cent less likely to find them. It is 
important that the selection of items be immediately accessible from the home page through 
obvious links; the need for speed and convenience is emphasized. (Foremski, 2000) 
 
Product / service information availability: Creative Good (2000) reported on a Web site in 
which the information relating to the picture of the products was at the side so customers had to 
spend time matching the information to each product. It is often such simple mistakes as this 
can cause intense frustration. As well as stating a product description, the conditions of 
purchasing a product should also be made available to the customer.  
 
Delivery information: Ideally, any delivery information (i.e. shipping cost and expected 
delivery times) should be made accessible from the home page or with the product information 
so that customers are aware of the prices before they begin to make any purchases 
(Vassilopoulou & Keeling, 2000). Order fulfillment must be fast and comply with promised 
delivery dates. A company can measure the time it takes to fulfill orders (Turban et al., 2006).  
If customers go through the purchasing process only to find that the shipping costs are more 
than they want to pay, they will leave with negative feelings. If they know this cost from the 
outset, they may still proceed with a purchase or be able to contact the company to discuss it 
further and thus the company may be able to turn a negative factor into a positive experience. 
(Cox & Dale, 2002) 
 
Policies, charges, terms and conditions: Cox & Dale (2002) it is important for the customer 
when making a transaction through a Web site to be aware of all the company terms and 
conditions of that purchase. (Clicksure, 1999) A company that offers a quality certification for 
e-businesses they can put on their Web site. In return the e-businesses must ensure that 
company policies on canceling orders, returning goods and refunds as well as the terms and 
conditions of the sales are accessible to the customer throughout the Web site. The Web site 
should also give the choice of law for settlement of disputes and whether the company is a 
member of a regulatory board or ombudsman. Due to the global nature of the Web and the 
ability to make purchases across borders, a Web site should also list any extra charges or tax 
that a customer will have to pay if they are not from the same country as the origin of the E-
Business (Cox & Dale, 2002). 
 
Communication 
 
Cox & Dale (2002) added that the communication of a Web site is carried out via text, graphics 
and moving animation, with text being minimal and to the point and clearly set out.  
 
Text: Bevan (2004) described that: 

 Make text easy to read and use 
 Avoid the use of flashing or animation, as users find this very distracting 
 Avoid patterned backgrounds, as these make text difficult to read. 
 Do not resize the text (except with headings) as all other methods produce unacceptable 

results on some browsers. 
 Make the text scan able with bulleted lists, highlighted keywords, meaningful headings 
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and short sections of text. 
 Do not expect users to read large amounts of text on-line: provide one large page for 

printing or a file to download. 
 

Background and Color:  According to Bevan (2004) a nice color scheme, simple layout, and 
readable text is the very minimum that is required to make Web site as accessible when 
selecting your background and text colors. Busy backgrounds make text difficult to read and 
draw the attention away from the text. Always be consistent with background theme on each 
page of site. Web site should be nicely organized and uniform throughout. Keep in mind, colors 
affect mood and will have an affect on visitors as well. Bright colors such as yellow and orange 
cause to become cheer or happy while colors such as blue and purple have a calming effect. 
Dark colors such as brown and black have a depressing effect. (http://www.3fn.net)
 
Graphics: It’s well known that one picture worth more than million words. This rule applies on 
Internet too. Do best to show clear, attractive photo of product. If a service is offered, find a 
graphics which will best describe it. However, be careful about file size. Don’t compress photo 
to that level to not be clear, but also don’t leave the picture on full quality. That will make file 
size too big, and will increase download time. (http://www.3fn.net). 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 (Gehrke & Turban, 
1999). 
 
Foremski (2000) stated due to the creative input of designing a Web site, there can be an 
overwhelming urge to use multiple graphics and inappropriate animation. Customers use the 
Internet because it is fast and putting large graphics onto Web pages slows down access to the 
page and will probably frustrate the customer into abandoning the site. Graphics should 
therefore be small and relevant as well as being sharp to the eye.  
 
Animation: Gehrke & Turban (1999) stated that use minimal animated graphics. These can be 
very distracting and can cause page to look unprofessional. In addition, animated graphics 
cause page to load more slowly. 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. 
 
Foremski (2000) point out that designers tend to forget that most visitors to their sites still use 
low modem connections and may not be able to support animations. Clever e-businesses offer 
an option to the user as to whether they want to browse their Web site with or without 
downloading software to make the site more interactive and animated, which avoids irritating 
people who simply want to retrieve relevant information and quickly 
 

2.1.2 Customer Confidence 
 
The customer confidence shows the attitude and feeling while visiting the Web site 
(accessibility, speed, reliability and customers’ services).if customer experience is positive 
while using Web site i.e. save and confident this he will feel secure to make a transaction. (Cox 
& Dale, 2002) the basic responsibility of e-marketers is to insure the security and privacy 
concern of customers in order to build trust for users (Yang, 2003). 
 
Order Confirmation 
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According to Singh (2002) e-services that allow customers to order online include e-order 
placement, automated e-mail response to confirm receipt of order, delivery information and 
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total costs. Additional information on products ordered such as recipes with food items, links to 
“how to use” manuals, membership to e-communities comprising other users of the product, 
clubs and information on additional related products or warranties cover make up for online 
business deficiency of “immediate gratification”. 
 
To allow customers to place orders online most e-commerce sites included online catalogues 
from which items could be selected and dropped into online shopping carts. E-forms with 
specified fields for alphanumeric and numeric data with allocated space for decimal points 
were significant features of online orders on e-commerce sites (Feinberg & Kadam, 2002). 
 
Reliability 
 

Singh (2002) stated that reliability could relate to timely delivery of ordered goods, accurate 
information and correct links. (Riel, Liljander and Jurriens, 2001) Reliability could transmit as 
on-time delivery of ordered goods, correct supply of information and error-freeness of links  
Business function refers to the questions related to products or service information, orders, and 
transactions which should be contained in a Web site for e-commerce. Clear information 
related to a corporation will increase users’ assessment of the reliability of that site. Contents 
reliability measures the reliability of the information a Web site displays. This reliability can be 
enhanced if a Web site has contact information and related references that customers can 
verify. (Kim et al., 2003) 
 
Cox and Dale (2001) most e-commerce companies either have their own warehouses for 
fulfilling orders for products to be sent out, or ensure suppliers do this directly. The activity 
may take place far away from where the customer is sitting and so is not applicable. 
Responsiveness and reliability are, however, applicable because they relate to what the 
company promises. Reliability could be judged, for example, by the correct product being 
received by the customer within 48 hours. This is important for any business and relates to the 
whole interaction between the interface and the back-end processes of fulfillment. Reliability is 
associated with the technical functioning of the site, particularly the extent to which it is 
available and functioning properly. (Zeithaml et al, 2002) 
 
Feedback 
 

According to Amor (1999) every web site should offer the possibility for customer feedback. A 
feedback form should be provided on a separate page that enables the customers to choose the 
reason for feedback and some fields for the name and e-mail address and the feedback itself. 
By offering feedback reasons, the feedback can be directed automatically to the appropriate 
department. The interaction with customers on the Internet is very important for the success in 
the e-business. Feedback means communication between users and organization. (Cox & Dale, 
2002) The company must respond quickly to consumer inquiries and in a professional manner 
(Geissler, 2001). 
 

FAQs 
 

FAQs should be easily accessible and given independently on home page. FAQS are important 
due to sophisticated way to help the customer to search their desired information it should be 
organized by topic wise , by table or by index and should be easy to understand (Cox & 
Dale,2002). (Turban et al., 2006) Frequent asked questions and their answers are available for 
reading. This feature acts as self-help for customers looking for answers to their queries. Like 
other information on the Web site, this could potentially help in reducing contact center traffic 
(Feinberg & Kadam, 2002). 
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Accessibility & Speed  
 

Vassilopoulou & Keeling (2000) stated Perhaps the most critical factor for any Web site is 
accessibility. This refers to the ability for customers to access the Web site of a particular e-
business and navigate its site and the speed with which the home page and following pages 
download. Holt (2000) also stresses the importance of a fast downloading home page. (Gann, 
1999) zona research have calculated the probability of customers using a site if the page 
response was too slow, reporting that, if the page downloaded under seven seconds, fewer than 
10 per cent of customers would leave the site and that if the page takes eight seconds, 30 per 
cent of customers will leave, and if it exceeds 12 seconds, 70 per cent will leave. Bearing in 
mind that customers use the Internet for convenience and speed, they will not tolerate slow 
access. The zone of tolerance for customer expectations leaves no margin for error and e-
businesses must address speed and anticipated capacity needs as a matter of prime importance. 
(Gann, 2000) also emphasis’s the fact that Web sites must be accessible 24 hours a day, seven 
days a week, 365 days of the year. (Cox &and Dale, 2002) an average visitor will spend no 
more than 20 seconds to decide the worth of your site. You can well imagine what happens if 
the visitor spends that precious 20 seconds looking at a blank screen slowly loading tons of 
images. So designer must ensure that home page at least, loads as quickly as possible. That 
means no big, flashy graphics (Chatterjees, 2007). 
 
Feinberg and Kadam (2002) stated that the Web site was considered fast if the Web pages 
downloaded in less than 15 seconds. E-Commerce Web site users ranked download time as the 
most important factor for repeat visits. Ease of navigation, graphics usage, and interactivity are 
the other significant factors that influence Web site effectiveness. (Udo, 2001) 
 
Web accessibility for the visually impaired: 
 

Chong (2002) stated people are becoming more reliant on the internet for dissemination of 
information. In its infancy, the internet was mostly a text-based medium easily parsed by 
screen reader software. This software is designed to read the text on a web page and provide an 
auditory response in a synthesized to the user. The visually impaired could surf the web as 
easily as anyone (Lewis, 2002). Moving the cursor across the text or hyperlinks on a web page, 
and hearing the content read to them There was really no need to worry about accessible web 
design, it was already well designed for access by the blind. Since then the internet has become 
more graphic. Web designers are also using different access technology, like java appletts and 
plug-ins that are inaccessible to screen readers. (John Walsh, 2006) 
 

Security and Privacy 
 

The confidence and reliability of the customers can only be won if the business has some 
secure servers which will help the customer to feel safe. The online transaction must be secure 
and customer’s personal information or address should not give to any third person. (Yang, 
2003) Trust is a vital factor for e-marketers and this is a one main barrier for customer for 
making their purchases online due to security issue with credit cards and some privacy issues 
as customers hesitates to give their personal information online. (Yang, 2003) 
 
Authentication: The process by which the one entity verifies that another entity is who he, she, 
or it claims to be is called authentication. Authentication requires evidence in the form of 
credentials, which can take in a variety of forms, (e.g., password, signature). (Turban et al., 
2006) 
 
Confidentiality: the idea behind the confidentiality is that information that is private or 
sensitive should not be disclosed to unauthorized individuals, entities or computer software 
process. (Turban et al., 2006) 
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Encryption: a process of making messages indecipherable except by those who have an 
authorized decryption key. (Turban et al., 2006) 
 

2.2 Customer Services 
 
According to Casati and Shan (2001) the e-service creates the opportunity for providing value-
added, integrated services, which are delivered by composing existing e-services to support 
organizations in pursuing this business opportunity. Electronic services delivered via 
information and communication technology where the customer interacts solely with an 
appropriate user interface (e.g., automated teller machine or Web site) in order to retrieve 
desired benefits (Martin & Ibrahim, 2006).
 
Turban et al. (2002) stated three levels of service delivered over the Internet, namely, 
foundations of service, customer-centered service, and value-added service. Foundations of 
service include site responsiveness, meaning how quickly and accurately the service is 
provided, site effectiveness, meaning how well it meets the needs of users, and order 
fulfillment, meaning fast delivery and global payment capability. Customer-centered services 
include order tracing, configuration, customization and security and trust. Value added services 
include a proactive strategy to assist customers with various applications of exchange, 
experience and exploitation of information. Ibid 
 
According to Cox & Dale (2002) in e-business customer services have a very vital impact as 
Internet provides a new way to interact with customers. Such customer services include reply 
of emails, solving problems and all services which the customer needs is their responsibility to 
provide them without any delay.  
 
Gommans et al., (2001) stated following are the factors, which can influence the customer 
services. 
 

• Response to customers (time factor) 
• Easy and free contact (convenience) 
• Free online applications (privacy)  
• Online easy payment (security) 
• Fast delivery and delivery options (service factor) 
• Customer reward system (incentives) (Gommans et al., 2001) 
 

Martin & Ibrahim (2006) customers always need convenience because in this era every person 
wants to save his time. The after sale services are also an important factor for his satisfaction so 
above all are important factors which can influence the customer services.  In fact, these are the 
electronic services for which quality matters the most. Paying customers naturally expect to 
receive high service quality (Gommans et al., 2001).  
 
Kalakotha and Whinston (1997) described that the online consumer expects quality; convince 
value, low price and control. To meet these expectations and understand the behavior of the 
online shoppers there is need to make some steps taken by some customers in product/service 
purchasing. There are three phases in which consumer needs services. 
 
Pre-purchase determination: Pre purchase preparation includes search and discovery of 
products according to their needs and requirements. 
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Purchase consummation: The phase includes the flow of information and documents associated 
with purchasing and negotiation with suitable terms i.e. price, delivery dates and payments  

 
 

  
   
 



 
Post-purchase interaction: This includes customer services and support to address customer 
complaints, product return and product defects (Kalakotha & Whinston, 1997) 
 

According to Jang and Burns (2004) customer service components were factors associated with 
the necessary information that allows the shopper to place an order, make a payment, have 
delivery options, and how to return unwanted products after purchasing. This category also 
included factors associated with Web services that were presented to make shopping on the 
Web quick and easy. Factors included order processing (placing order, payment option), 
delivery and returns (shipping and delivery, return policy), and Web services (interactive 
service, Web policy). 

Jang and Burns (2004) further added that almost every site attempted to gain the consumer's 
confidence through information such as money back guarantee, safety of payment, and security 
of credit card. Customer hesitancy to purchase apparel online due to security concerns has been 
reduced because of increased security technology incorporated into the sites. Web sites are now 
focusing on more convenient consumer services related to payment option, return methods, and 
interactive chat functions. Currently, competition of Web sites is not based on what 
information is available, but how that information is provided. It is more important to consider 
methodology of information than availability of it.  

The customer services elements are illustrated in Figure 4 at page 21. The main contents for 
this figure have been adapted from Jang & Burns, 2004. however, some parts i-e Return policy 
in product or services, Site navigation, FAQ, personalized web page in customer support 
services and order fulfillment and payment methods in ordering & payment methods are taken 
from Turban et al, 2006. While out come of quality service elements are taken from (Carmel & 
Scottt, 2007).
 

. 
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• Response to customers 
inquiries 

• Site Navigation 
• FAQ 
• Chat room  
• Personalize Web page 
• Help Desk & Call 

Centre 
• E-mail 

• Product Search 
• Search Engine 
• Information  
• Terms& Conditions 
• Return Policy 

 
 

• Order Method 
• Track Account or 

Order Status 
• Oredr Fulfillment 
• Payment Methods  

• Company 
information 

• Security and 
privacy of personal 
Information 

• Technology   
 

 

Outcome Quality 
of Customer 

Services 

Web Policy 
 

Product or services Customer 
Support Services 

Ordering and 
payment method 

 

 
Figure: 4 Customer Services Components 
Adapted From Jang & Burns, 2004, (order fulfillment, Return policy, Site navigation, 
FAQ, personalized web page from Turban et al, 2006 and Outcome of quality service 
from Carmel & Scottt, 2007). 
 

2.2.1 Web Policy  
 
Company Information 
The company information really tell what company sells or provide services this includes all 
activities of the organization (Gehrke & Turban, 1999). The greatest difficulty that consumers 
may typically face when using an organization’s Web site is actually locating the information 
they require or the transaction they wish to undertake. The more difficult this is the less chance 
of consumers making a purchase or considering future purchases via the Web site (Taylor & 
England, 2006). While making the Web site purpose means what company providing to 
customers on their Web site. It must be clear and concise. Therefore this allows customers to 
not only get information but also enables the customers make transactions online (Cox and 
Dale, 2002).  
 
Security and Privacy of Personal Information 
According to Yang et al. (2003) online customers are concerned about their personal 
information privacy. Every culture has some privacy aspects, which they do not want to, share 
online. The key privacy consideration should be individuals' long-held expectations of 
autonomy, fairness, confidentiality, and policy efforts should ensure that those expectations are 
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respected online as well as offline. There is need to continue to ensure strong protection for e-
mail and other electronic communications. Web site should maintain a security program that 
applies to personal data it holds. The elements of the security program should be specified 
(e.g., risk assessment, planning and implementation, internal reviews, training, reassessment) 
the security element is concerned with the trust, which is important for e-marketers to build and 
enables customers to use their credit cards without any hesitation. (Yang et al., 2003)    
Privacy policies are tailored to individual businesses with different customer demands. For 
instance, the financial consulting company will need a stricter and more defined policy than the 
antiques seller. Regardless, there are three key areas that should be addressed in every privacy 
policy. Information explain what data you collect (email address, phone number, etc.) and how 
use it. Be sure to include the information automatically gather when they log on (IP address, 
browser type). Tell visitors whether or not sell or share your lists and whether or not they can 
expect to be contacted in the future. Security how is customer data stored? Outline for readers 
your security procedures, SSL encryption, and precautions you take to make sure their 
information are protected.  Customer Control tells site visitors how they can view or change 
the information they give you. If you share list, how can they avoid getting email from third 
parties? How can they unsubscribe from newsletters? (www.thinkavenue.com) 
 
Technology 
Trocchia and Swinder (2003) added the Internet service quality is the important for customer. 
The SERVQUAL scale was developed in an attempt to measure that how customers feels the 
quality of internet service there are recent technology which stress upon the two dimensions 

• Performance 
How well do online marketers accomplish the set of tasks that customers expect to perform? 
Performance includes delivery fulfillment and transaction efficiency 

• Security 
To what extend does an online marketer foster perceptions of trust, assurance and freedom 
from risk? Security concern comprises financial as well as non financial issues (Trocchia & 
Swinder, 2003). 
 
2.2.2 Product or Service 
According to Gianforte (2001) customer services on the web can take many forms it includes 
product search, give customer quickly what they want, providing search and comparison 
capabilities, providing technical information to customers, and information about terms and 
condition about products and return policy.  The followings are web based customer services: 

Product Search  

Singh (2002) commented that during this phase customers are searching for a product that best 
meets their needs with attributes such as best price, service, support and quality of product. 
(Kalakota & Whinston, 1997) 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 pre-purchase phase, 
become 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. 
Gianforte (2001) described that one of the major problems in electronic commerce is to find 
what you want. Once product / service information is found, the customer usually wants to 
compare prices. Several sites provide efficient search engines to serve the purpose.  
 
Search Engine 
This feature allows the visitor to search on key words to quickly locate the required content on 
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the Web site. This feature is helpful for those site visitors who are looking for a specific piece 
of information (Feinberg & Kadam, 2002). Search engines are getting smarter and better. Used 
of this improved technology will enable customers and organizational buyers to find and 
compare products and services easier and faster (Turban et al., 2006 pp 744). 
 
Information to customers 
Martin and Ibrahim (2006) Web sites can offer more information at the point of choice; some 
Web sites have multiple layer of web pages with detailed information if the information is 
multilayered customer will tend to value the service. Good information contents also help 
customers to make informed decisions and Leeds towards the satisfaction from their choice.  
(Shankar et al., 2003) interactive follow up experience needs to be tailored to induce the 
consumer to commit a purchase. For this customer services includes providing maps, price 
comparisons, cheap offers, and other news, etc. (Gianforte, 2001) information quality covers 
the extent to which complete, accurate, and timely information is provided for the customer 
during the interaction process with the user interface (e.g., product descriptions, payment 
information, or frequently asked questions (Martin & Ibrahim, 2006).
 
Adam, Mulye, Deans and Palihawadana (2002) stated that when a consumer enters an 
organization’s Web site in order to find information on a given topic or to undertake a 
particular transaction such as purchasing products/services. Taylor & England (2006) an 
organization’s Web site should meet the organization’s objectives with regard to providing 
information about products/services.  
 
Terms & Condition1s 
Kalakota and Whinston (1997) added that customer negotiates for terms and conditions, 
electronically available information regarding price, delivery, payment methods and after-sales 
support is an e-service appreciated by customers. Services such as a free product for trial or 
free bill payment differentiate an online provider and win customers. Assurance to customers 
such as delivery information and secure transactions are also important for shoppers to accept 
this service. It is important for the customers when making a transaction through a web site to 
be aware of all the company terms and condition of that purchase.  
 
Return Policy 
In United States and several other countries, return policies are a standard service. Having a 
return policy increases customer trust and loyalty. The ease by which customers can make 
returns is important to customer satisfaction (Turban et al., 2006 pp 554). The customer is more 
likely to purchase the product if they know that returning the product will be of minimal hassle and 
at no expense. Providing the high service is directly related to increasing sales (Lee, 2003). 

 

2.2.3 Customer Support Service 
There are many innovated web related tools to enhance customer service. According to (Dietel, 
2001), (Singh, 2002) and (Sterne, 2000) the interactive services are: 
 
Response to Customers Inquiries: 
Consumers place great importance on the ability to get free information on demand. Detailed 
information as well as general browsing, readily available as the click of mouse providing such 
a service during pre-purchase phase, become as important as purchase itself. Answering of 
customer query within time is also one way of web based customer services. (Gianforte, 2001) 
Gianforte (2001) further added that customers wants quick response from the company either 
they want information or responds to emails; they need to respond quickly without any delay. 
This can be done by rapid posting of customer driven contents on the Web site.  
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Site Navigation 
According to Turban et al. (2006) site navigation is to help visitors quickly and easily find the 
information they need on a Web site. Among the questions to be considered in site navigation 
are 

 How will visitors entered on a site? 
 How will visitor use the site? 
 How will they find what is available on the site? 
 How will they get from one page to another? ( Cheung & lee, (2005) 

 
Turban et al. (2006) further added that Web site designers execute successful site navigation 
through consistency and through navigation aid such as a navigation bar, a navigation column, 
a site map and a search tools. 
 
Navigation bar provides the visitor an opportunity to link to likely destination (e.g., homepage, 
about us) and major selections of the Web site (e.g., product catalog, customer support). A 
navigation bar should appear at the top and bottom of every page. Large and medium sites 
should include site map page so that the visitor who is unsure where to go can be presented 
with the available options. The site map should be easily accessible, reflect the information 
structure of the Web site, and be simply presented with easy-to-understand text links (Turban et 
al., 2006). This is a hierarchical diagram of the pages on the Web site, also called a site 
overview, site index, or site map. This feature is helpful in understanding the general structure 
of the Web site (Feinberg & Kadam, 2002). 
 
FAQs: 
According to Turban et al. (2006) every Web site needs a FAQ page that helps customers to 
help themselves. The FAQ is a list of questions that are frequently asked by customers and the 
answers of those questions. By making FAQ page available, customers can quickly and easily 
find answers to those questions, saving time and effort for both the Web site owner and 
customers. (Turban et al., 2006) Frequent asked questions and their answers are available for 
reading. This feature acts as self-help for customers looking for answers to their queries. Like 
other information on the Web site, this could potentially help in reducing contact center traffic 
(Feinberg & Kadam, 2002). 
 
Kalakota and Whinston (1997) commented frequently asked questions are the simplest and 
least expensive tool to deal with repetitive customer questions. FAQs are developed to provide 
answers to common questions about products, services or their applications. Self-service FAQ 
assist companies in providing helpful answers to common customer questions Online 
customers use this tool by themselves (on the Web) that makes freeing up time for customer 
service representatives to handle questions that cannot be answered without human interaction. 
FAQs are e-services on Web sites presented via links.  
 
Chat room 
Singh (2002) described that another tool that attracts new customers provides service to them, 
and increase customer loyalty is a chat room. Chat room also used as one-to-one connection 
between a company and their customers. Dietel et al., (2001) added that web chat allows a Web 
site visitor and a company representative to have a text-based “conversation” in near-real time, 
by alternately typing sentences in the window provided by a chat program. This allows 
businesses to offer customers one-to-one contact with a representative without them having to 
disconnect from the Web – important for domestic customers where most households use the 
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same telephone line for Web access and voice calls. Sterne, (2000) further added that as 
representatives can often conduct more than one chat session simultaneously, providing chat 
can also save businesses money in comparison with staffing a conventional call centre. Found a 
variety of Web sites, they offer one-to-one or many-to-many real-time conversations (Turban et 
al., 2006). This feature allows a visitor to chat real-time with others. Specifically, this could 
mean chatting other visitors on the site or with the customer service personnel. This feature, 
while not used widely yet, is likely to see a marked increase in use, as Internet penetration 
increases and bandwidth constraints decrease globally (Feinberg & Kadam, 2002). 
 
Personalize webpage 
Deitel et al. (2001).Many companies are allowing customers to create their own Web pages. 
These pages can be used to record customer 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. The customer databases record purchase queries, 
problems and requests. This information can be analyzed and utilized to improve customer 
service (Kalakota & Whinston, 1997). 
 
Personalization is important for Internet marketing, and especially for managing customer 
relationship 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 (Deitel et 
al., 2001).In this companies provide customers with tool to create their own individual 
webpage (e.g. my yahoo) companies can efficiently deliver customized information such as 
product information and warranty information when the customer logs on to the personalize 
page, customer can pull information from the venders site, but the vender can also push 
information to the customer (Singh, 2001) and (Sterne, 2000). Many companies provide 
customers with tools to create their own individual web pages (e.g. my yahoo). Company can 
efficiently deliver customized information such as product information and warranty 
information when customers log on to the personalized page (Turban et al., 2006). 
 
Help desk and Call Centers 
Martin & Ibrahim (2006) stated that the remote help desk is called call center. Call center is a 
comprehensive customer service entity in which e-commerce vendor take care of customer 
service issues communicated through various contact channels. New products are extending the 
functionality of call centers. (Dietel 2001), (Singh, 2001) and (Sterne, 2000) service options 
such as call center or personnel for e-mail communication do not become relevant unless some 
kind of service failure occurs and recovery is needed.  
 
Emails  
According to Feinberg and Kadam (2002) there are the different ways of communication tool 
such as: e-mail, fax, toll-free numbers, postal address, call-back button, voice over IP and 
bulletin board. Traditionally, only toll-free numbers and postal addresses could be used by 
customers to reach the company. However, over the past few years, e-mail has emerged as an 
important tool for company-customer communication. It offers opportunities for improving 
customer service and reducing costs. Unlike telephone communication, which is synchronous, 
e-mail communication is asynchronous. This reduces costs, since customer service queries will 
now be handled in countries with lower labor costs, by taking advantage of the time-difference. 
Also, e-mail transmission happens on the Internet, which is essentially a public service and thus 
the company does not incur significant transmission costs. (Feinberg & Kadam, 2002) The 
most popular tool of customer service is e-mail; Inexpensive and fast e-mail is used to circulate 
information, to send product information, to conduct correspondence regarding any topics and 
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for customers queries (Dietel, 2001), (Singh, 2001) and (Sterne, 2000). 
 

2.2.4 Ordering and Payment Method 
 
Order Method 
Gianforte (2001) commented that the Internet gives the ability to place an order at any time in 
expended business hours to be around the clock for both vendor and consumers. The other 
innovation of electronic commerce service also includes the ability to download manuals and 
problem solutions at any time. 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, links to “how to use” manuals, 
membership to e-communities comprising other users of the product, clubs and information on 
additional related products or warranties cover make up for online business deficiency of 
immediate gratification (Kalakota & Whinston, 1997).  
 
Track Accounts or Order Status 
Customer can view their accounts in financial institutions and also wants to check their stock 
portfolio status any where at any time (DHL provide customers to check their shipping status 
any time. The Nordea provide facility to customers to check their account balances online) 
(Gianforte, 2001). Business organizations emphasized the importance of providing customers 
with online account history and post-sale product service information. Site analysis proved 
order tracking on most sites, delivery information and account history (Singh, 2001). 
 
Order Fulfillment 
Thomas, P. K, Moss, G., Chelly, D, Yabin S. (2006) stated that for customers on the web, 
expectations of reliable product delivery are key and delivery information available prior-to-
purchase strengthens customer service confidence and perceived retailer trustworthiness. 
According to (Duffy & Dale, 2002) a number of issues surround order fulfillment: availability 
of stock to satisfy the requirement; time taken to deliver the purchase; and delivery scheduling. 
Order fulfillment is considered as one of the main stumbling blocks for many of the logistics. 
Many e-commerce companies, although they have a creditable Web presence, are poorly 
integrated into their other business IT systems. For example, experience indicates that when 
orders are taken on the Web site there is often no cross-checking to ensure stock availability. 
Therefore, a situation is encountered by the customer where their credit card has been debited 
and a number of days later they receive either an e-mail or letter advising them that, due to 
stock unavailability, their purchase will not be delivered for “x” days. E-consumers are now 
able, by the use of the Internet, to search an almost unlimited source of products and suppliers 
within seconds. They have distinctly different expectations to traditional catalogue shoppers; 
mostly they expect their requirements to be met by next-day or 48 hour of order (Duffy & Dale, 
2002).  
 
Payment Methods 
Kalakota and Whinston (1997) stated that e-payment systems, digital cash, ensuring secure 
transactions with data encryption, information on security, as well as multi-payment systems 
such as by money order, cash on delivery to allow customers the comfort of using a payment 
method they are familiar and happy with are important services that support online purchase of 
goods and services. Information about each payment method and system should be included on 
the Web sites and available to customers, to enable them complete the transaction. 
 
According to Turban et al. (2006) Cash and checks are no longer kings. Debit and credit cards 
are now rule both online and off-line. Following are three ways of payment methods on 
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internet. 

• Online Banking. The consumer signs up for a banks online bill-pay service and make all 
payments from a single Web site. (Turban et al., 2006) 

• Biller Direct. The consumer makes payments at each biller’s Web site either with a 
credit card, debit card or by giving biller enough information to complete an electronic 
withdrawal directly from the consumers account. (Turban et al., 2006) 

• Offline payments. Most of the customers collect information and deliver order via 
online channel but prefer physical stores for pick-up and payment. But most of the 
customers used online payment system. 

 

2.2.5 Outcome Quality of Electronic Services 
 
Outcome quality is viewed as what the customer is left with after service delivery. It is 
represented by three sub dimensions. The first, reliability, is defined as the extent to which the 
provider keeps its service promise. It is important to note that this sub dimension does not refer 
to the reliable functioning of the provider’s technical infrastructure during service delivery; 
reliability refers to the accuracy and timeliness with which the underlying service promise is 
fulfilled. It can therefore only be judged after service delivery, which makes it a facet of 
outcome quality. As second sub dimension, functional benefit and emotional benefit. 
Functional benefit is defined as the extent to which the service serves its actual purpose. While 
last sub dimension, Emotional benefit is the degree to which using the service arouses positive 
feelings. (Martin & Ibrahim, 2006) 
 
The primary goal of provision of online service quality is customer retention (Al-Hawari & 
Ward, 2006). In previous research, online service quality has been linked to typical customer 
retention outcomes such as e-loyalty, customer satisfaction and e-trust (Ribbink et al., 2004). 
The important outcomes in new theories are customer delight, E-trust, Relationship strength 
and all of this leads towards E-loyalty (Carmel & Scottt, 2007). 
 
Customer delight  
Customer satisfaction has been shown as positively influence firm-level outcomes such as 
market share and profitability (Zeithaml, 2000). Customer delight refers to a “profoundly 
positive emotional state generally resulting from having one's expectations exceeded to a 
surprising degree” (Rust & Oliver, 2000, p. 86).  
 
Relationship strength  
Relationship marketing proposes that customers are retained through developing strong 
relationships. Customer retention has been equated with loyalty (Reichheld, 2001). We can 
expect to find that the development of strong relationships through online service environments 
might lead to loyal online customers (Carmel & Scottt, 2007). 
 
E-trust  
Carmel & Scottt (2007) added although relationship strength and relationship marketing have 
received limited attention in the literature within the context of online service quality, a concept 
referred to as e-trust has received some attention e.g. (Ribbink et al., 2004). E-Trust is 
conceptualized as trust in the online service rather than relationship trust (Ribbink et al., 2004) 
and has been linked to aspects of online service quality and e-loyalty (Ribbink et al., 2004).  
 
E-loyalty  
Carmel & Scottt (2007) further added that customer delight, e-trust and relationship strength 
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have all been previously associated with loyalty. Customer satisfaction has consistently been 
viewed as antecedent to loyalty. Trust has been seen as particularly important for creating 
loyalty when there is high perceived purchase risk and associations between e-trust and e-
loyalty have previously been empirically supported (e.g. Ribbink et al., 2004).E-loyalty has 
been shown to be a direct outcome of online service quality (Ribbink et al., 2004).. It appears 
reasonable to expect that a strong relationship would be required to develop loyalty and that 
customers would have to trust a Web site prior to becoming (and remaining) a customer. In 
addition, the level of online service quality should delight customers in some manner in order 
for them to remain loyal to that service provider.  
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3: Methodology 
 
The purpose of this chapter is to provide a brief introduction to the research approach and 
methods. This includes the research purpose, research strategy, selection of cases, data 
collection method and analysis of data. At the end of this chapter validity and reliability issues 
will be discussed. 
 
3.1 Research Purpose 
 
The purposes of social research may be organized into three group based on what the 
researcher is trying to accomplish: explore a new topic, describe a social phenomenon, or 
explain why something occurs. Studies may have multiple purposes (e.g., both to explore and 
to describe), but one is usually dominant (Neuman, 2003). According to Yin (2003) the 
purpose of the academic study has distinguished as exploratory, descriptive and explanatory. 
 
According to Saunders et al (2007) exploratory research focused on studying a situation or 
problem in order to explain the relationship between variables. It is also a research that aims to 
seek new insights into phenomena, to ask question, and to access the phenomena in new light. 
Yin, (2003) stated exploratory research is often used when a problem is not well known or the 
available knowledge is not complete. It is also appropriate when important characteristics and 
relation are hard to determine. The purpose of exploratory research is to gather as much 
information as possible concerning to a specific problem. This technique is best suited for 
information gathering when performing an exploratory research is interviews. Zikmund (2000) 
mentioned that exploratory studies are conducted to clarify ambiguous problems. 
 
According to Yin (2003) descriptive research may focus on individual subjects and go into 
depth. The objective of descriptive research is to provide various phenomenon’s connected to 
individuals, situation, or events that occur to develop empirical generalization. Once such 
generalizations being appear they are worth enplaning, which leads to theory development. 
(Zikmund, 2000) stated descriptive research seeks to determine the answers to who, what, 
when, where, and how questions. The major purpose of the descriptive research is to describe 
characteristics of a population or phenomenon. Descriptive research is based on some previous 
understanding of the problem which is contrary to exploratory research. 
 
Explanatory research is a study that focuses on a studying a situation or problem in order to 
explain the relationship between variables (Saunders et al., 2007). The study is explanatory 
when the focus is on cause-effect relationships, explaining what causes produced what effects 
(Yin, 2003). 
 
The research questions and research purpose of this study indicates that it is descriptive and 
also partly exploratory, in order to provide understanding about importance of web site designs 
and significance of e-services in an online purchase. This study is descriptive because it 
provides a background of a situation and also a detailed and relatively accurate picture 
therefore, it is descriptive.  At last, our research purpose is partly explanatory because we were 
trying to summarize and explain the findings in our study by answering our research questions 
and drawing conclusion based upon the previous theories.  
 

3.2 Research Strategy 
 
A research strategy may be thought of as providing the overall direction of the research 
including the process by which the research is conducted (Remenyi &Williams, 1998). 
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According to Yin (2003) five different research strategies to apply when collecting and 
analyzing empirical evidence: experiments, surveys, archival analysis, histories, and case 
studies. (Yin, 2003) also provides three conditions to apply in order to decide upon which 
strategy to use:  
 
1) The type of research question posed.  
2) The extent of control an investigator has over actual behavioral events.  
3) The degree of focus on contemporary, as opposed to historical, events. 
 
Yin (2003) the first and most important condition for differentiating among the various 
research strategies is to identify the type of research question being asked. A basic 
categorization scheme for the types of questions is the familiar series: ‘’who’’, ‘’what’’, 
‘’where’’, ‘’how’’, and ‘’why’’. ‘’How’’ and ‘’why’’ questions are more explanatory and 
likely to lead to the use of case studies, histories, and experiments as the preferred research 
strategies. Ibid  
 
To achieve the research purpose of this study, the following questions should be answered: 
 

• Research Question1: How do companies design their web sites in order to undertake 
“ease   of use” and “customer confidence”? 

• Research Question 2: How are web sites used for enhancing customer services? 
 
Considering the above-mentioned research questions and according to Yin (2003) possible 
research strategies are hence experiment, history, or a case study. We have chosen the case 
study strategy since it may deal with the same kinds of evidence as the history, but adds the 
possibility of making interviews and direct observations. Case study is preferred strategy when 
‘’how’’ and ‘’why’’ questions are being posed, when the investigator has little control over 
events, and when the focus is on a contemporary phenomenon within real-life context (Yin, 
2003). 
 
According to Yin (2003) a case study is an empirical inquiry that investigates a contemporary 
phenomenon within its real-life context, especially when the boundaries between phenomenon 
and context are not clearly evident. The case study allows an investigation to retain the holistic 
and meaningful characteristics of real-life events. Ibid  
 
According to Zikmund (2000) the purpose of the case study method is to obtain information 
from one or a few situations that are similar to the researcher’s problem situation the primary 
advantage of case study is that an entire organization or entity can be investigated in depth and 
with meticulous attention detail. This highly focused attention enables the researchers to 
carefully study the order of events as they occur or to concentrate on identifying the 
relationships among functions, individuals, or entities. According to Saunders et al (2007) a 
case study strategy can also be incorporate multiple case, that is, more than one case. The 
rationale for using multiple cases focuses upon the need to establish whether the findings of the 
first case occur in the other cases an, as a consequence, the need to generalise from these 
findings. Yin (2003) mentioned that multiple case studies may be preferable to a single case 
study.  
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Zikmund (2000) described the same study may contain more than a single case. When this 
occurs the study has used a multiple-case design. The evidence from multiple cases is often 
considered more compelling, and the overall study therefore regarded as being more robust 
because the conduct of multiple case studies can require extensive resources and time. A case 
study can involve a single and a multiple-case study. The single case study makes an in-depth 

 
 

  
   
 



investigation regarding only one entity but in multiple-case study two or more entities are being 
investigated which gives the opportunity of comparisons Yin (2003). We have selected 
multiple case-study method for our research. 
 
Our research was based on a case study because the purpose of this thesis closely resembled the 
research question how and why. 
 

3.3 Selection of Cases 
 
According to Saunders et al. (2003) qualitative research draw a representative sample from a 
huge number of cases to intensely study the sampled cases. For qualitative researchers, it is 
their relevance to the research topic rather than their representative which determines the way 
in which the people to be studied are selected (Neuman, 2003).  
 
For our case study, we have chosen two web sites from Pakistan. The qualitative research 
method will be followed for our thesis. We have considered multiple-cases study because 
according to Yin (2003) multiple-case could add confidence to findings. We have selected 
tribalmonsoon.com and imperialcrafts.com as our multiple cases. Both web sites are online 
sellers of crafts and décor from Pakistan. Tribalmonsoon.com (www.tribalmonsoon.com) is a 
leading manufacturer, wholesale seller, online retailer and exporter of handmade items from 
South Asia, including unique accent furniture, Indian style furniture, occasional furniture, 
luxury bedding, luxury duvet covers, decorative throw pillows, Pashmina shawls, wood jewelry 
boxes, Asian home décor, handicrafts, and more. Their warehouse and factory is based in 
Islamabad, Pakistan, while their sales office is in Beverly Hills, California (USA). While 
Imperial crafts (www.imperialcrafts.com) is a leading online retailer, and exporter of handmade 
items including unique cultural variety of hand made carpets from Afghanistan & Iran, accent 
furniture as well as rose wood stylish furniture from Subcontinent, jewelry boxes, captain 
boxes, Pashmina shawls, stylish hand made luxury bed spread, duvet covers, throw pillows & 
many more, which provides you a inventive life style.  
 
Pakistan is a developing country and selection of these two web sites, triablemonsoon.com and 
impirialcrafts.com, based upon firstly, how tribalmonsoon.com and imperialcrafts.com web 
sites contributed towards the selling of online crafts and décor. Secondly, a few researches had 
been carried out on web sites from Pakistan which were selling online crafts and décor. 
Thirdly, the choice of these two web sites was based on our aim of study about the importance 
of web site design and customer support services in online purchase which is closely similar to 
the aim of these web sites and how web site designs were helpful in enhancing relationships 
with customers. Finally, these web sites were chosen on convenience selection method which 
means selecting cases according to their availability and accessibility for the researchers 
Saunders et al (2007). 
 

We have selected homogeneous cases for our study as both web sites are selling online craft 
and décor from Asia to all over the world. The selection of similar cases helped us to study the 
groups in great depth. Saunders et al (2007) homogeneous cases focus on one particular 
subgroup in which all the sample members are similar. This enables the researchers to study the 
group in great depth.  
 

3.5 Data Collection 
 
According to Creswell, (2003) a qualitative approach is one in which the inquirer often makes 
knowledge claims based primarily on constructivist perspectives (i.e., the multiple meanings of 
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the individual experiences, measuring socially and historically constructed, with an intent of 
developing a theory or pattern) or advocacy/ particularly perspectives (i.e. political, issue-
oriented, collaborative, or change oriented) or both.  It also uses strategies of inquiry such as 
narratives, phenomenologies, ethnographies, grounded theory studies, or case studies. The 
researcher often collects open-ended, emerging data with the primary intent of developing 
themes from the data (Creswell, 2003). Qualitative research involves the studied use and 
collected of a variety of empirical materials case study, personal experience (Denzin and 
Lincoln, 1994). 
 
Yin (2003) Qualitative methods are often related to case studies, where the aim is to receive 
through information and thereby obtain a deep understanding of the research problem. The goal 
of qualitative research is to discover patterns, which emerge after close observation, careful 
documentation, and thoughtful analysis of research topic. Ibid 
 
The purpose of this study is to provide a deeper understanding on the role of Website design in 
online purchase, the selection of qualitative approach was found to be more appropriate to 
fulfill the above stated purpose. Further the data collection technique (interviews), data analysis 
procedure (categorizing data) and used of non-numeric data helped us in selecting qualitative 
method for this study.  
 
Yin (2003) identified six main sources of evidence to apply in a qualitative research and case 
study method. These sources of evidence are documentation, archival records, interviews, 
direct observations, participant-observations, and physical artifacts. A major strength of case 
study data collection is the opportunity to use many different sources of evidence. The use of 
several sources of evidence means that the researcher has the opportunity to obtain multiple 
measures of the same phenomenon that adds validity to the scientific study. Finding or 
conclusion resulting from case study is likely to be more convincing and accurate if based on 
several different sources of information. The different sources are highly complementary; and 
therefore a good case study will rely on as many sources as possible. The most important 
source for case study information is interviews and participant-observation. Ibid 
 
According to Saunders et al (2007) in descriptive observations one may concentrate on 
observing the physical setting, the key participants and their activities, particular events and 
their sequence and the attendant process and emotions involved this description may be the 
basis for descriptive observations. The descriptive data will depend to a great extent on the role 
of researchers as the participant observer. The more open observers the more possible it will be 
for the researchers to make notes at the time event is being observed or noted (Saunders et al., 
2007). 
 
Yin (2003) mentioned that observation is a special mode of observation in which you are not 
merely a passive observer instead, you may assume a variety of roles within a case study 
situation and may actually participate in the events being studied. Observation can range from 
highly structured, detailed notation of behaviour guided by checklists to more holistic 
description of event and behaviours. Observation is a fundamental and highly important 
method in all-qualitative inquiry: it is used to discover complex interactions in natural social 
setting (Marshall and Rossman, 1999). To increase the reliability of the observational evidence, 
a common procedure is to have more than a single observer making an observation whether of 
the formal or the casual variety. Thus, when resources permit, a case study investigation should 
allow for the use of multiple observers (Yin, 2003). 
 
According to Yin (2003) information found in documents is likely to be relevant for nearly 
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every case study topic, especially for confirming and supplementing evidence from other 
sources. Documents are important in the data collection stage in a case study, due to their 
overall value. However, care must be taken in the interpretation of documents, since they are 
often prepared for another purpose and audience than that of the case study (Yin, 2003). For 
this research documents consist of the e-mails response from both the cases and the data 
collected from interviews. These e-mails have been shown in the appendix. 
 
In this study, for research question one; we have used observations as data collection methods. 
In order to collect data for research question one, we will use observation with the help of 
browse target web sites (tribalmonsoon.com and imperialcrafts.com). While interacting with 
web sites we kept our focus on observations checklist (Appendix A) selected from our theory 
chapter. This helped us to observe these web sites and browses them accordingly to get 
information related to our study. For complementary data, to verify collected data through our 
respondents and to collect further information, we will contact the websites, both 
tribalmonson.com and imperalcrafts.com through emails, pretending to be the customers. This 
will provide us a facility to cross check the collected data.    
 
Yin (2003) mentioned interview as a two-way conversation that gives the interviewer the 
opportunity to participate actively in the interview and states that interviews are one of the 
most important sources of case study evidence. According to Saunders et al., (2007) interview 
may be categorized as on of: 
 

 Structured interviews 
 Semi-structured interviews 
 Un-Structured interviews  

 
Structured interviews use questionnaires based on a predetermined and standardized or 
identical set of questions and refer to them as interview-administered questionnaires. As 
structured interviews are used to collect quantifiable data they are also referred to as 
quantitative research interviews. Semi-structured interviews the researcher will have a list of 
themes and questions to be covered, although these may vary from interview to interview. This 
means that researcher may omit some questions in particular interviews, given specific 
organizational context that is encouraged in relation to the research topic. The order of 
questions may also be varied depending on the flow of conversation. On the other hand, 
additional questions may be required to explore the research question and objective given the 
nature of events with particular organizations. The semi structured interviews often referred to 
as qualitative research interviews. Un-structured interviews are informal. There is no 
predetermined list of questions to work through in this situation. The interviewee is given the 
opportunity to talk freely about events, behaviour and beliefs in relation to the topic area. Ibid 
 
Saunders et al (2007) mentioned most qualitative interviews occur on a one-to-one, face-to-
face basis. However, such qualitative interviews one-to-one interviews may also be conducted 
by telephone in particular circumstances. Attempting to conduct qualitative interviews by 
telephone may offer potential advantages associated with access, speed, and lower cost.  
 
According to (Saunders et al., 2007) in an exploratory study, semi-structured interviews can be 
very helpful to find out what is happening. The study was conducted through semi-structured 
interviews to get diverse understanding of the topic. Interview guide (developed on the basis of 
our study) was used for the semi-structured interview. We have conducted two interviews for 
RQ2 in each case, for case one tribalmonsoon.com, both of our respondents were from USA 
and for case two imperialcrafts.com one of our respondents was living in United Kingdom 
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while other was from USA. We used an e-mail to obtain time from the interviewees for 
interview and informed about the interview topic but not the details of research questions. 
Secondly, the detailed interviews were conducted on telephone later in a conversational manner 
and respondents talked freely with the interview guide as a base. It was impossible for us to 
conduct interview face to face because we didn't find any customers of these web sites in 
Sweden. 
 

3.6 Data Analysis 
 
Data analysis is one step, and an important one, in the research process. Researchers generate 
information by analyzing data after its collection (Cooper & Schindler, 2003). The features of 
qualitative data indicate the diverse nature of qualitative analysis. To add to this, or because of 
it, there is no standardises approach to the analysis of qualitative data. There are many 
qualitative approaches, with the result that there are also different strategies to deal with the 
collected data (Saunders et al., 2007). 

Data display and analysis 
According to Miles & Huberman (1994), the analysis of qualitative data consists of three 
activities: 

 Data reduction 

 Data display 

 Conclusion drawing 
Data reduction refers to the process of selecting, focusing, simplifying, abstracting, and 
transforming the data that appear in written-up field notes or transcriptions. Data reduction is 
not something separate from analysis. It is part of analysis. Qualitative data can be reduced and 
transformed in many ways: through selection, through summary or paraphrase, through being 
subsumed in a larger pattern, and so on. (Miles & Huberman, 1994) 

Data display, generically, is an organized and compressed assembly of information that permits 
conclusion drawing and action. Looking at displays helps us to understand what is happening 
and to do something-either analyze further or take action-based on that understanding. Better 
displays are a major avenue to valid qualitative analysis. As with data reduction, the creation 
and use of displays is not separate from analysis, it is a part of analysis. (Miles & Huberman, 
1994) 

Conclusion drawing is the third stream of analysis activity. From the start of data collection, 
the qualitative analyst is beginning to decide what things mean and the competent researcher 
holds these conclusions lightly, maintaining openness and skepticism. Final conclusions may 
not appear until data collection is over. Conclusions are also verified as the analyst proceeds. 
The meaning emerging from data have to be tested for their plausibility, their sturdiness, their 
conformability-that is their validity. Otherwise reader would be left with interesting stories 
about what happened, of unknown truth and utility. (Miles & Huberman, 1994) The above-
mentioned three steps will be followed in our thesis in order to analyse the data. First, the data 
has been reduced through a within-case analysis where the cases compared with the empirical 
finding with the literature. Secondly, all of the data was further will be reduced through being 
displayed in order to have a cross-case comparison where cases will be compared against one 
another. Conclusions will be drawn based on similarities and differences which we find in the 
within-case and cross-case analysis.  
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3.7 Validity and Reliability  
 
Validity is concerned with whether or not the item actually elicits the intended information. 
Validity suggests fruitfulness and refers to the match between a construct, or the way a 
researcher conceptualizes the idea in a conceptual definition, and a measure. It refers to how 
well an idea about reality “fits” in with actual reality. Reliability means dependability or 
consistency. It suggests that same thing is repeated or recurs under the identical or very similar 
conditions (Neuman, 2003). 
 
 Neuman (2003) states reliability is necessary for validity and is easier to achieve than validity. 
Although reliability is necessary in order to have a valid measure of a concept, it does not 
guarantee that a measure will be valid. It is not a sufficient condition for validity.  
 
Yin (2003) discusses four different tests of judging the quality of research design: 
Construct validity:  According to Yin (2003, p.36) there are three tactics available to increase 
construct validity for case study. The first is the use of multiple sources of evidence, in a 
manner encouraging convergent lines of inquiry, and this tactic is relevant during data 
collection. A second tactic is to establish a chain of evidence, also relevant during data 
collection. The third tactic is to have the draft case study report reviewed by the key 
information's. In this thesis we have used direct observation and interviews for our data 
collection which has increased the construct validity.  
 
Internal validity: establishing a causal relationship, whereby certain conditions are shown to 
lead to other conditions, as distinguished from spurious relationships (Yin, 2003).  
 
External Validity: According to Yin (2003, p.37) external validity deals with the problem of 
knowing whether a study's findings are generalizable beyond the immediate case study. The 
external validity problem has been a major barrier in doing case study. Any use of multiple-
case design should follow a replication, not a sampling, logic, and an investigator must choose 
each case carefully. Yin 2003) purposed tactic to increase the external validity is to use of 
replication logic in multiple case studies. Replication logic means theories must be tested 
through replication of the findings in similar surroundings that a specific theory has to come up 
with the same results. Once a replication is made, it provides the findings to generalize to a 
greater number of surroundings Yin, 2003). To achieve our findings we have tested the 
appropriate theories in two different cases. 
 
In order to increase the validity of this research, the interviewees were contacted in advance 
about the matters were going to be discussed were confirmed to assure they are qualified for 
our interviews. To increase the external validity, Yin (2003) stated the importance of using 
replication logic in multiple-case study. (Yin, 2003) further stated that a theory must be tested 
through replication of finding in similar surroundings, where the theory has specified that the 
same results should occur. Once such replication has been made, the findings can be 
generalized to a greater number of surroundings. In this study, we have reached our findings by 
testing the relevant theory in two cases 
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Reliability: According to Yin (2003 p.37) the goal of reliability is to minimize the errors and 
biases in the study. A good guideline for doing case studies is therefore to conduct the research 
so that auditor could repeat the procedures and arrive at the same results. Yin (2003, p.38) 
purposed tactics for increasing the research reliability are to use case study protocols or to 
develop a case study data base.  The purpose of this is so that following researchers can repeat 
the exact same procedure and research, and thereby arrive at the same findings and 
conclusions.  

 
 

  
   
 



 
In order to increase the reliability of the observation in this study both the researchers made 
observations of the company web sites, independently. The greatest threat to the reliability of 
research conclusions produced as a result of a participant observations study is that of observer 
bias (Saunders et al., 2007). We are part of social world we are studying we cannot detach 
ourselves from it, or for that matter avoid relying on our common sense knowledge and life 
experiences when we try to interpret it. We have also designed an interview guide (based from 
theory), which shows how we have conceptualized the research questions. The same interview 
guide was used in all interviews. Furthermore, in this study the data collected for each of the 
cases are structured so that following researchers or readers can easily retrieve and material.  
 
According to Yin (2003), every case study should strive to develop a formal, presentable 
database, so that, in principle other investigators can review the evidence directly and not be 
limited to the written reports. In this manner, a case study database markedly increases the 
reliability of the entire case study. For case studies, notes are likely to be the most common 
component of a database. The notes may be a result of an investigator’s interviews, 
observations, or document analysis (Yin, 2003). 
 
Saunders et al (2007) a number of data quality issues can be identified in relation to the use of 
semi-structured interviews, related to reliability, form of bias, and validity. The lack of 
standardization in such interviews may lead to concern about reliability. In relation to 
qualitative research, reliability is concerned with whether alternative researchers would reveal 
similar information. The concern about reliability in these types of interviews is also related to 
issues of bias. Ibid 
 
The interviewee bias is attempt by an interviewee to construct an account that hides some data 
or when she or he presents herself or himself in a socially desirable role or situation. 
Qualitative telephone interview is likely to be appropriate only in particular circumstances 
(Saunders et al., 2007). To avoid an interviewee bias we have tried to conduct short, follow-up 
telephone interview to clarify the meaning of some data. Before conducting telephone 
interview we kept in mind about cultural norms related to conduct and duration of telephone 
conversation. However, as our interviews will be conducted on telephone and to some extent 
the interviewee’s bias are avoidable.  
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4: Data Presentation 
 
This chapter will present the data which has been colleted through observation and in-depth 
interviews. Firstly we will provide the brief introduction of each company and then we will 
present the collected data. The data will be presented in accordance with research questions as 
stated in the chapter one. 
 

4.1 Case One: Tribalmonsoon.com 
 
Tribal Monsoon is a leading manufacturer, wholesale seller, online retailer, and exporter of 
handmade items from South Asia. Tribal Monsoon's goal is to connect South Asia's handmade 
industry to retail and wholesale buyers worldwide. Its designs express the artisan's cultural 
heritage and have appeal to the modern consumer. Tribal Monsoon vision is to provide 
arts/crafts enthusiasts worldwide with a reliable and direct online shopping channel into the 
cottage industries of South Asia and beyond. For wholesale buyers, Tribalmonsoon.com vision 
is to offer a convenient, hassle free, and user friendly online and print catalog, to help them in 
procuring fine quality handmade products for their business at competitive wholesale prices. 
(www.tribalmonsoon.com)  
 
Outstanding Customer Service is a core value at Tribal Monsoon. It strives to listen, respond, 
and cater to the specific needs of each customer. It provides online personalized customer 
service that fits unique needs. All email inquiries will be answered within 24 hours, as their 
customer service goal is to resolve issues as soon as they arise. By catering consumer specific 
needs 24-7 via email, “we hope to build a diverse community of customers”. Ibid 
 
According to tribalmonsoon.com they have started business with a high quality at a reason able 
price. The concepts of high standard quality, fair prices, totally dedicate service and hard work 
brings them what they are now. They work all over the world and provide high standard 
packing, delivery to customer at home and also provide after sale services. Tribal Monsoon 
accept any major credit card or debit card, including Visa, MasterCard, American Express, 
Discover, Optima, Diner's Club, Carte Blanche, JCB, or Euro card. Simply entering the credit 
card details and submits payment for order. Ibid 
 
4.1.1 Key Quality Factors Of Web site Design 
 

Ease of Use 
 
Clarity of Purpose 
 
The purpose was stated very clearly on their web site. According to Tribalmonsoon.com “Our 
vision at Tribal Monsoon is to provide arts/crafts enthusiasts worldwide with a reliable and 
direct online shopping channel into the cottage industries of South Asia and beyond. To 
execute our vision, Tribal Monsoon strives to build a global community of customers that 
shares our socially conscious perspective and embraces our efforts to reward the artisans 
behind the craft” 
 
Tribalmonsoon.com is basically doing commercial e-business. The reason for selecting 
Tribalmonsoon.com as domain name was because; it’s easy for customers to remember and to 
represent the purpose of their business. 
 

Design 
 
The design plays a vital role for tribalmonsoon.com, as it’s just has a virtual presence. 
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Furthermore, they are still working on redesigning their site whenever needs. The homepage 
can be downloaded in 5-7 seconds. We have observed the home page was simple, brief and 
attractive. For attraction of visitors their home page represented company logo and four small 
pictures. Home page of the web site has been divided into vertical category on the left side and 
horizontal category on the top and bottom side. Vertical category provided links which 
included information about the goods they were selling. On the bottom side of home page they 
have provided bottom menus with information like home, about us, whole sale, resellers, links 
etc. Down to the bottom menu there were small useful quick links which opened into new 
pages and provided detailed information about their products and services. On the topside of 
the home page there were also some links about their products and links about wholesale 
account, consumer account, customer service etc. 
 
Pages within the Web site were consistent in appearances and design. On every page of the 
web site, there was a bottom bar which included home, about us, etc. The bottom menu on 
website appeared at the same place with all main links on every page. We have found site map 
link down to the horizontal bar at the home page of web site. This site map link opened with 
new page with providing overview of all links.  
 
We found that tribalmonsoon.com web pages small in size and consistent with in the website. 
All paragraphs were well in order, medium in size and were giving clear view. The text was 
written in same font and color. The desired pages can be opened with single click on any of the 
links. We have found that by entering a wrong product name in search engine provided us an 
automated respond from web site in red color text that “No matches found. Please try a 
different keyword”. 
  
We observed a search option was available on the top of web site page which can search all 
kinds of goods they were selling and this search engine was available on every page. It was 
compulsory to fill a form on the website, whenever a customer was going to buy any product 
he needed to fill up a form. 
 

Navigation 

The navigation and structure of the web site was user friendly, simple and consistent in 
sequence. Further more all website contents were also easy to use and helpful in searching 
desired information.   Tribalmonsoon.com has facility of customized orders for its customers. 
When customer selects a link of customized order on the bottom of home page it opened in a 
new tab, where, customized order can be delivered according to the customer needs. The layout 
of pages was same and consistent on every page of the web site. On this site all the links were 
found accurate, which directed the customers to the desired page. We didn’t find any link 
which will not work nor had a dead end. All the hyperlinks of the web site have same colors 
and it doesn’t change it colors while we were using them. During using the web site there were 
no multiple links which will force the users to go back and onward between pages to find the 
information. Web site was in English and did not provide multiple languages option. 
 

Content 

On tribalmonsoon.com, process for selection of goods was easy for customers. All goods / 
items were clearly listed on the home page with separate links. Customers just needed to click 
on their desired product link and user could easily access to the desired product page. 
 
Important /relevant information about the product or service was available on the web site. 
Firstly customer could see picture of the desired product and, to view the specifications of the 
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product in detail customers had to select that particular picture of the product after selecting 
this, customer could view detail information below the picture.  
 
According to tribalmonsoon.com “shipping and handling is free on all Tribal Monsoon online 
purchases. The total time customer has to wait is lead time + transit time. Lead time is the time 
that tribal monsoon takes to process order from warehouse. Transit time is the time take by 
their courier service (DHL, Fedex, or UPS) to deliver order.  For most orders, lead time is 5-7 
business days and delivery time is an additional 4-5 business days. Once order has been placed 
it takes 10 days to deliver customer”. All polices, terms and condition about products has been 
written in FAQs. 
 

Communication 

We observed that the text color scheme consisted of black, brown and light gray which 
remained uniform through out, but font sizes and style were not consistent for users’ visibility. 
They have used different font size and style on different pages that were not following the rule 
of consistency. Tribalmonsoon.com used a simple background and color for web site design. 
Background of the web site was white. The selection of simple color attracts the users to 
interact with the web site. Tribalmonsoon hasn’t use large pictures; rather they were using 
small pictures which increased the downloading speed of web pages. We also found that all 
pictures have 3 to 5 kb size which helpful in fast page downloading speed. We didn’t find any 
animated graphics on the web site as animated graphics cause web page to load slowly. 
 

Customer Confidence 
According to Tribalmonsoon.com, “when customer places their order online, first automated e-
mail response is generated to confirm receipt of order which is sent on the e-mail address of the 
customer. After this manager sale is responsible to send another e-mail to customer, it includes 
delivery information, total costs, and all other related information”.  
 
We have observed that a feedback link was available on the page of customer services. The 
tribalmonsoon.com provided quick feedback as when we e-mailed them, we got their response 
with in 24 hours. This gives an idea that they were interacting with customers on time because 
interaction with customers on the Internet is very important for the success in the e-business.  
 
The web site has a frequently asked question (FAQ) section under customer services. There 
was separate page for FAQs, which included all information related to customer’s inquiries. 
Their FAQs section was subdivided into General Questions, Special Sales and Discounts, 
Wholesale, Resellers, Interior Designers, Products, Custom, Orders, Payment, Shipping 
Information, Taxes and Customs Duties Refunds.
 
We found web site was easy to navigate and browsers could easily access to the web site. The 
downloading speed was fast and within seconds a home page of the web site could be 
downloaded. Bearing in mind that customers use the Internet for convenience and speed, slow 
access does not leave a good impression on the customers. The tribalmonsoon.com web site is 
accessible 24/7 around the year. The web site does not provide support accessibility for 
disabled users such as visual, hearing and learning disable. 
 
 According to Tribalmonsoon.com “We want your tribalmonsoon.com shopping experience to 
be safe and secure. To ensure that your information is secure, we have chosen Kagi as our 
online sales channel. Kagi is a full fledged online internet store and it sells products created and 
manufactured by individuals and groups. When you purchase something from Tribal 
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Monsoon's website www.tribalmonsoon.com, you are actually purchasing our products from 
Kagi, as Tribal Monsoon is the supplier of the products and Kagi is the reseller of our products. 
Kagi is compliant with the Cardholder Information Security Program (CISP). Compliance to 
this standard means your credit card data is safe with Kagi. This helps ensure a high level of 
care is used to protect cardholder data with encryption, access restrictions and other means. 
When you visit tribalmonsoon.com, our commitment to you as our valued customer is to 
provide a pleasurable shopping experience and the personalized service that is characteristic of 
Tribal Monsoon™ respect your privacy; we always handle information in a safe and 
responsible manner. Furthermore, we do not share your information with third parties for 
advertising purposes”.  To the best of our knowledge and experience the payment system of the 
triblalmonsoon.com was very secure.  
 
4.1.2 Customer Services
 

Web Policy 
 
The first variable of web policy is information availability about the company at web site. Both 
the respondents, from USA, agreed that company information was important factor to consider 
before purchase. One respondent mentioned that he always tried to read about company first 
before purchase online. The other respondent stated that that information about company was 
helpful in purchase because it told the users whether company was registered or not. He also 
mentioned that when he was used to with web site then he did not read information about 
company. 
 
About information availability at tribalmonsoon.com, one respondent mentioned that he was 
familiar with that web site because he was using that web site to purchase items from last three 
years. He was satisfied with the information about tribalmonsoon on its web site. Other 
respondent stated that information about tribalmonsoon.com on its web site was more then 
required by him. Both the respondents seemed very satisfied about the information on the 
website.  
 
Out of two respondents, one respondent stated that at the time of first purchase at 
tribalmonsoon.com he contacted the company through e-mail that about the security of 
personal information, and the company replied him that it was its policy not to share personal 
information with others, so he mentioned that he was 100% satisfied with the security of his 
personal information while interacting with the web site. While other respondent stated that 
security of personal information was not a matter of concern for him. 
 

Product or Service 
 
Regarding finding information about product / services on website, one respondent stated that 
for him it was fairly easy to find all the relevant information about product or services. He 
shared his last experience with us on  tribalmonsoon.com, that he bought two pillow covers 
after selecting them from home page, the very next link provided him all the information 
including color, size, material, and price. In his opinion finding information from this web site 
was very easy and simple for users. The other respondent told us that he liked to browse 
information from different web sites. For him it was fun to interact with tribalmonsoon web site 
because he didn’t have any problem in finding information on this web site. According to him 
the attractiveness of tribalmonsson.com was that they were providing all relevant information 
about products/services in a concise manner. 
 
Regarding negotiation online about terms and conditions with the company, one respondent 

 
 

  
   
 

39 

http://www.tribalmonsoon.com


believed that the prices as compare to other American websites were less on 
tribalmonsoon.com web site. He experienced furthermore, the color, design and quality was 
same as given in the pictures on this website. There was no difference between the pictures and 
the physically received products, but he never tried to negotiate online with the company. 
While other respondent stated that he negotiated about the color of the product with company 
through e-mail last time. The tribalmonsoon.com positively responded him and provided the 
desired color. He believed prices on this web site were fairly reasonable as compare to the   
other American websites. He was also satisfied with quality and design because it was same 
physically as provided on the web site. 
 
Regarding return policy, one respondent stated that return policy of tribalmonsoon.com was 
good because once he ordered a table which got damaged during shipment and he returned it to 
tribalmonsoon. After 12 days he got a new table. So he was satisfied with the return policy. 
While other respondent stated the company had a return policy but he didn’t ever returned any 
purchased product.   
 

Customer Support Service 
 
As far as responding time by the company for inquiries was concerned, one respondent from 
USA said that whenever he e-mailed to tribalmonsoon.com for obtaining any information, the 
company had responded him from 24 to 48 hours. According to him company had a quick 
customer services system as they responded customers quickly. The other respondent added 
that tribalmonsoon responded his e-mails within 24 hours. So both the respondents had a 
positive view about this variable. 
 
Regarding Navigation of web site one of our respondents stated that tribalmonsoon web site 
was simple and easy to navigate. All the links on the home page were working well. He also 
added that English language used on the website was a layman language. He further mentioned 
that access on the web site was simple and downloading speed was faster as compare to other 
similar web sites. Other respondent mentioned that tribalmonsoon.com web site was quiet 
similar when it comes to navigate but according to him the good thing about the 
tribalmonsoon.com website was  that it had a faster downloading speed as compare to other 
websites of its kind. He also added that all links on every page were working properly.  
 
FAQs are lists of questions that are frequently asked by customers and the answers of those 
questions are posted on the website. Regarding frequently asked questions, one of our 
respondents stated that when he was using web site for the first time, he had a problem about 
the delivery method after reading FAQs section he got answer of his query about delivery of 
good, this saved his time and efforts to contact with company for answer of his query. 
According to him they had well presented answers of the questions. Other respondent 
mentioned that he was confused about payment process but after reading FAQs section he 
solved his confusion, this saved his time. In the view of second respondent FAQs section was 
well managed and answered all of the main questions of the customers. 
 
Regarding online chat during interaction with web site, both the respondents stated that there 
was no service for online chat with company or among users on their web site. One of the 
respondents mentioned they needed to have this service on the website because it will be an 
easy way for the customers to get in touch with the customer support section to obtain any 
information.  
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Regarding contacting the company in case of any problem with web site, one of the 
respondents stated that he had a personalized web page with tribalmonsoon. In case of any 

 
 

  
   
 



problem he always contacted the company through e-mail from his personalized page. While 
other respondent also used e-mail as a medium of communication with the company through 
personalized webpage, rather than phone, as both the respondents mentioned that they avoided 
contacting through phone because it was an expensive and time consuming process for them. 
 
Regarding personal web page on the company’s web site, both the respondents mentioned they 
had a personalized web page with the company. One of the respondents further mentioned due 
to this personalized page he received all online offers and weekly newsletter from the 
company. 
 

Ordering and Payment Method 
 
Regarding placing an order to company, one of our respondents mentioned that he was 
registered customer with the tribalmonsoon.com. After logging on the web site he placed order 
every time from his account. He further added that only first time he needed to open account 
with this web site because it was mandatory for new customers to open account with web site 
before placing order. While other respondent stated that after selection of product he placed 
order through his personalized page which was maintained with the company. He further added 
it is easy and convenient way to place order online. 
 
Regarding online order tracking status, both of the respondents mentioned that after fulfilling 
order from tribalmonsoon.com. They received an e-mail from customer services department 
which provided him with DHL tracking number. By entering this order number at DHL site 
they could track their order status online, which was helpful and easy to use. 
 
Regarding security of payment process on Tribalmonsoon.com, both the respondents didn’t 
have any problem for payment through debit or credit cards. According to them company has 
ensured their customers about security and privacy of online payment process through KAGI as 
online sales channel because KAGI ensured customer’s credit card data will be safe during 
payment. This helps ensuring a high level of security to protect cardholder data with 
encryption, access restrictions and other means. One respondent further stated that he always 
purchased from tribalmonsoon.com online without any hesitation and he felt greatly satisfied 
on the security issues of the website.  
 
Regarding receiving orders on time, both of the respondents never faced any problem with 
order receiving and they received their orders on time. One of the respondents further added 
that once he received his orders ahead of time which was mentioned on the website which 
made him pleased.  
 

Outcome Quality of Electronic Services 
 
Regarding service quality of the tribalmonsoon.com, both respondents from USA stated that 
they were fully satisfied with the services of the web site. One respondent further added that 
due to their outstanding customer services made him a loyal customer of their web site. 

4.2 Case Two: Imperialcrafts.com 

Imperial crafts is a leading online retailer, and exporter of handmade items including unique 
cultural variety of hand made carpets from Afghanistan & Iran, accent furniture as well as rose 
wood stylish furniture from Subcontinent, jewelry boxes, captain boxes, Pashmina shawls, 
stylish hand made luxury bed spread, duvet covers, throw pillows & many more, which 
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provides you a inventive life style.(www.imperialcrafts.com) 

Imperial craft’s goal is to introduce this historical & cultural art of Subcontinent to the world. 
They want to assemble an online bridge for the world to access & benefit from this art of hand. 
By conducting this sort of promotion, craftsman realize the worth and important of his art. By 
getting response and appreciation from art lovers, these artisans try to explore new ideas.  
Their regional office is in Islamabad Pakistan as well as in Herat Afghanistan. By being 
physically based in the native areas of the heritage art, we are able to find rich cultural product 
from their native area at very competitive prices and provide a direct link for the international 
buyer. Ibid 

4.2.1 Key Quality Factors Of Web site Design

Ease of Use 

Clarity of Purpose  

Imperialcrafts.com stated purpose on their web site as “Imperial crafts, home of quality crafts 
provides an online crafts shipping solution for worldwide customers. Customer worldwide can 
purchase these crafts for cultural life style. We are dealing in hand made carpets from 
Afghanistan & Iran, accent furniture as well as rose wood stylish furniture from Subcontinent, 
jewelry boxes, captain boxes, Pashmina shawls, stylish hand made luxury bed spread, duvet 
covers, throw pillows & many more”. The purpose has been stated clearly on their web site. 
Their Purpose reflects the main objective and scope of their business. This included what they 
were selling online with all relevant information about their products and services. They are 
doing online e-business with domain name Imperialcrafts.com as their name represents their 
business i-e selling of crafts. 
 

Design 

 In the first look, the home page of Imperialcrafts.com web site seemed too complex. 
Customers get confused because the length of the home page was long vertically. They have 
located a lot of things on the home page that could make customer frustrated. The color scheme 
used on the home page on imperialcrafts.com was not comparatively good as others. There was 
one continuously rotating picture on the top of the home page. We personally felt that it was 
not good from visibility point of view and also it was slowing down the home page 
downloading speed.  The home page included company logo and lot of pictures of different 
products that they were selling online. Home page of the web site has been divided into vertical 
category on the left side and right side while horizontal category was divided between top and 
bottom side. Vertical bar on left side provided links of product catalogue, member’s area, and 
some other links providing information about discount items, shop by design and shop by 
theme. On the left side of the home page they had a main heading of product catalog that was 
in tree shape and was in expandable mode which provided the detailed links. On the right side 
of home page the vertical bar provided quick links including add to your favourite, tell a friend 
and store location. Horizontal bar on the bottom side of home page provided links like home, 
the company, products, design and decor, help and FAQs, contact us etc. The same links were 
available on the top side of the webs home page as well. 
 
We didn’t find consistency among pages on the web site, some pages were too long and some 
were too short in size. On every page of the web site, there was a bottom bar which included 
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home, about us, etc. the bottom menu appeared at the same place with all main links on every 
pages. We have found site map link, down the horizontal category at the home page of web 
site. This site map link opened with new page providing overview of all links used in the 
website.  
 
We found all paragraphs were consistent and medium in sized which were giving clear view to 
users. The text was not written in same font but with consistent color scheme. With single click 
on any link the desired page could be opened. We have found that by entering a wrong product 
name in search engine provided us an automated respond from web site in red color text that 
“No matches found. Please try a different keyword”. 
 
There were two search options on the top right side of home page. One search option was used 
as customers by writing name of the product while other search option opened another page 
which provided customer information about searching product through category, sub category, 
price range, product code and key words. This was useful link which may help customer in 
finding specific product with their price range. All the customer need to register themselves as 
a member before buying any product.  
 

Navigation 

The navigation of the web site was user friendly. All the contents on website were easy to use 
and helpful in searching desired information. Imperialcrafts.com web site customers can not 
place orders in customized manner. We didn’t find any link of customized order. The layout of 
pages seemed consistent on every page of the web site. All links were accurate, which direct 
the customers to the desired page. We didn’t find any link which did not work nor had a dead 
end. All the hyperlinks of the web site had same colors. They were using text with white and 
light green color but they were using different font sizes. During using the web site there were 
no multiple links which will force the users to go back and onward between pages to find the 
information. The imperialcrafts.com web site was in English language and did not provide 
multiple language option for other language users. 
 

Content 

Imperialcrafts.com web site provided easy selection process of goods for online customers. All 
goods were clearly shown on the home page with useful links. Customers just needed to click 
on their desired product link and user could easily access the desired product page from there 
they could easily select the product. Customers have the option to check out at any stage from 
the web site and during purchase if customer found any product not fulfilling his need he could 
easily remove the product from his wish list. 
 
We have found that all relevant information about the product or service was available on the 
web site. The website has the option to see picture from different angles and below the product 
all important information about product including prices, size, and material was available. All 
this information seemed clear. 
 
According to Imperialcrafts.com they deliver products worldwide through DHL international at 
customer’s door-step. They usually ship in 48 hours after payment. This time is necessary for 
company in order to verify customer order and for imperialcrafts.com to make an export 
certificate on a product/products customer choose. International delivery usually takes between 
3 to 6 days. They should delivered product 10 days after placing order to reach company. 
Shipping and handling is not free on Imperialcrafts.com for online store purchases. All polices 
were written on their web site but terms and conditions about products were not fully covered 
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in frequently asked questions. 
 

Communication 

The text color was white, black, and light green, which was consistent through out but font size 
and style were inconsistent for users’ visibility. Imperialcrafts.com has used white color as 
background for web site. They have used small pictures instead of large one but we also found 
that most of the pictures were larger sized ranging from 9 kb to 125 kb, which is the huge size 
and definitely it slows down the downloading speed of the website. It could cause serious 
problems for those users who live in the areas where internet speed is slow. We didn’t find any 
animated pictures on the web site.  
 

Customer Confidence 
Regarding order confirmation procedure we didn’t find any information on their web site. Even 
we could not find any information about order confirmation procedure in frequently asked 
question section. We have tried to select any product to learn this procedure but after selection 
of product an automated page opened every time which needed membership confirmation or if 
there were new user they needed to be registered with the imperialcrafts.com web site first 
 
We observed that feedback link was available under the link of contact us. It opened into a 
separate page with feedback form. We have found that the feedback of imperialcrafts.com was 
also slow. We e-mailed them to get some information but we got response after three days. 
This showed that their customer services department was not up to the task. 
 
The web site has a frequently asked question (FAQ) section under help and FAQs link. There 
was separate page for FAQs which included most of information related to delivery time, 
payment process, return process and answers to tax question but we found that some of 
important answers to question were missing in FAQs section e-g questions related to 
customized order, shipping procedure, and some general information about company. 
 
Imperialcrafts.com web site was easy to navigate and browsers could easily accessible if 
internet speed was good, otherwise it would take lot of time to download due to heavy sized 
graphics at the website. The imperialcrafts.com web site is accessible 24/7 round the year. 
There was no support accessibility for disabled users such as visual, hearing and learning 
disable on the imperialcrafts.com web site 
 
Imperialcrafts.com was committed with the security and privacy of the customers. According 
to Imperialcrafts.com “Customer can use all major credit or debit card including Visa, 
MasterCard, American Express, Discover/Novus, Diners Club, JCB credit cards while 
purchasing on www.Imperialcrafts.com. Simply add items to your shopping cart and click on 
the “Check Out” button until you are on the Review order page. On the Review Order Page, 
please review your order and then click on 2checkout icon/button. Once you are on the 
2checkout page, please fill the form and submit payment for your order. 
According to our observation that the payment system of imperalcraft.com was very secure and 
they had taken all the necessary steps for payment security. 
 
4.2.2 Customer Services 
 

Web Policy 
 

44 
Providing information about company to customers on web site, one of our respondents from 
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USA mentioned that online customers considered it important to read about company before 
purchasing because as it was a virtual company so they needed to provide detailed information 
about their company on web site which would satisfy the customers. He considered as 
important factor about company information on their web site. Other respondent from United 
Kingdom (UK) added he would not purchase online if the web site was not providing sufficient 
and correct information about company. He further added that for him it was the most 
important element for him to know about the company before purchasing. 
  
About information availability at Imperialcrafts.com, according to our first respondent from 
USA the imperialcrafts.com was providing enough information about company on their web 
site. But according to the other respondent the imperialcrafts.com was not providing detailed 
information about company on their web site as compare to the other companies, but he was 
still satisfied about information availability on imperialcrafts.com web site 
 
Regarding security of personal information, one of our respondents from UK did not consider it 
an important factor for online purchase. A respondent from USA only mentioned that he has 
read from imperialcrafts.com web site that they will not share any personal information i-e 
name, e-mail, contact number and address with third party. He further added that for him 
security of credit cards /debit card information was much more important as compare to 
security of personal information  
 

Product or Service 
 
Regarding finding information about products / services, our respondent from USA mentioned 
that it was very easy to find information about products. He further added that while selection 
of any product there was two types of information available on web site. First they were giving 
brief information about product and below they were providing a detailed description about 
product. In his view finding information about products/ services was easy at 
imperialcrafts.com web site. While other respondent from UK stated finding information about 
product / service was very simple. He further added that it is very important for him to read 
detailed information about product which include its color, size, brand, and all other relevant 
information, which he could easily read from imperialcrafts.com web site.   
  
Concerning negotiation online on terms and condition with the company, our respondent from 
USA stated that he had an experience to negotiate with company on design of the furniture he 
purchased last month. According to him imperialcrafts.com responded him positively and they 
provided him table, of his desired design. About price factor he mentioned that prices were 
relatively less as compare to the US market, and they had a better quality as well. Other 
respondent from UK stated that he had negotiated with company on price. He further added 
that in United Kingdom there were many physical stores which were providing same product at 
comparatively less price. He bought jewelry box from imperialcrafts.com three months ago at 
discount of 25 dollars. According to him he requested the company about price and provided 
information that he could purchase the same product at relatively less price. Company agreed 
and provided him the desired jewelry box at negotiated price. He further discussed that quality 
of that box was very good. 
 
Regarding return policy, one of our respondents from USA stated that return policy of 
imperialcrafts.com was very strict as they were doing business for child labor global cause and 
their margin was very less as stated on their web site. He shared his experience that he received 
products twice without any damage so he didn’t have any return experience with imperial 
crafts.com. Other respondent from UK stated the same that he had read return policy from their 
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web site but he didn’t have any experience of returning items because he always received 
goods in well condition.   
 

Customer Support Service 
Regarding responding time for inquiries, one of our respondent from USA, stated that the feed 
back from imperialcrafts.com was little delayed. He mentioned that imperialcrafts.com 
customer services department always took 2-3 days to reply his inquiries. According to him 
this delayed reply of e-mail sometimes created frustration for him. Other respondent from UK 
mentioned that he always contacted with imperalcrafts.com through e-mail and every time they 
had responded me after 48 hours or some time after 72 hours. He further stated that they have a 
very slow feedback process and it needed to be improved for online customers. 
 
Concerning Navigation of web site, one of our respondents from USA mentioned that 
imperialcrafts.com web site was easy to use. The pages were consistent with working links. 
They have used easy words of English language which was helpful for users. He stated that 
most of the time he accessed imperialcrafts.com web site in the late night and he didn’t have 
any accessibility problem. Other respondent from UK mentioned that web site was easy to 
navigate because all the links were working on all pages and downloading speed was faster as 
compare to other web sites. 
 
Regarding frequently asked questions, one of our respondents from USA stated that he got 
answer of his query in FAQ section about security of payment. He mentioned this saved his 
time and efforts to contact with company for resolving his query. Other respondent from UK 
mentioned that he was confused about sales tax but after reading FAQs section the problem 
was solved. He added that answers in FAQs section not only saved time but also increased 
customer confidence.  
 
Regarding online chat facility, both the respondents stated that there was a link for online chat 
with company on their web site. The respondents further mentioned that they had tried to use 
that link but it was not working for online chat and opened into a new page like feedback form.  
 
Regarding contact with the company while facing any problem with web site, both the 
respondents stated that they were registered members with imperialcrafts.com and they always 
contacted through e-mails from their personalized page. Both the respondents further 
mentioned they avoid contacting through phone because it was expensive. 
 
Regarding personal web page on the company’s web site, both the respondents mentioned they 
have a personal web page with the company. One of the respondents further added that due to 
this personalized page he was receiving weekly news letters and offers from the company. 
 
Ordering and Payment Method 
 
Regarding placing an order to company, one of our respondents from USA mentioned that he is 
registered member of Imperialcrafts.com. After log on to his membership page he placed order 
every time from his page. He further added that only first time he needs to open account with 
this web site because it is mandatory for new customers to open account with web site before 
placing order. While other respondent from UK mentioned that after selection of product he 
can placed order from his personal page. He further added he didn’t feel any problem in 
placing order online from his account. 
 
Regarding tracking of order status online, both of the respondents from USA and UK 
mentioned that they received an e-mail from customer services department which provided 
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information about tracking number of their delivery; by entering this tracking number at DHL 
site they can track their order status online.  
 
Regarding payment process on imperialcrafts.com, both the respondents didn’t have any 
problem for payment. According to them company was offering multiple choices and ways for 
the users to make their payments. Which include online payments by accepting all major credit 
and debt cards, online payments were handed by www.2CheckOut.com. This was a secure 
website for online payments according to one of our respondents. In offline payment section 
users can pay either by western union, or by money gram international and other than this users 
could also pay by direct bank transfers.  
 
Regarding receiving orders on time, both of the respondents never faced any problem with 
order receiving and they received their orders well on time.  
 

Outcome Quality of Electronic Services 
Regarding service quality of the Imperialcrafts.com, a respondent from USA stated that they 
were satisfied with the services of the web site but he suggested that they could improved their 
web services if they will quickly respond to customers e-mails. Other respondent from UK 
mentioned that he was satisfied with the services of imperialcrafts.com. According to him they 
were improving their web site services day by day as recently they had started online web chat 
with customers which was a good sign for him. 
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5: Data Analysis 
 
This chapter will present an analysis of the empirical data presented in previous chapter in 
accordance with each research question. First, we will conduct within-case analysis of 
trbalmonsoon.com and imperialcrafts.com which will be followed by cross-case analysis for 
each of the research question. In cross-case analysis we will compare two case studies with 
each other to find out the similarities as well as differences. 
 

5.1 Analysis of Research Question One 
In this section, firstly, the analysis of the research question one will be presented through 
within-case analysis for both the cases. Moreover, we will conduct a cross-case analysis where 
both the cases will compare with each other. 
 

5.1.1 Within-case analysis 
The collected data as presented in chapter four will be analyzed through within-case analysis of 
each case. This data will be compared with the related theories as presented in chapter two of 
this study. 
 
Case one: Tribalmonsoon.com 
 

Ease of Use 
 
Clarity of purpose  
 
According to the theory of Vassilpoulou and Keeling (2000) objective and purpose of 
Tribalmonsoon.com was stated very clearly on their web site. This included information about 
products and services they offered to customers on their web site. So we found that clarity of 
purpose of tribalmonsoon.com support the theory. 
 
As Jonathan, (2001) stated about Domain names, Tribalmonsoon.com is basically doing 
commercial e-business. The reason for selecting Tribalmonsoon.com as domain name was 
because; it’s easy for customers to remember and to represent the purpose of their business.  
The selection of tribalmonsoon.com as domain name supports the theory of (Jonathan, 2001). 
 
Design 
 
Home Page: according to theories presented by Frank 2003 and Geissler, 2001.  The good 
design of home page plays a vital role for tribalmonsoon.com, as it’s just has a virtual presence. 
Furthermore, they are still working on redesigning their site with changing needs. The 
homepage can be downloaded in 5-7 seconds. We have observed the home page was simple, 
brief and attractive. For attraction of visitors their home page represented company logo and 
four small pictures. Home page of the web site has been divided into vertical category on the 
left side and horizontal category on the top and bottom side. Vertical category provided links 
which included information about the goods they were selling. On the bottom side of home 
page they have provided bottom menus with information like home, about us, whole sale, 
resellers, links etc. Down to the bottom menu there were small useful quick links which opened 
into new pages and provided detailed information about their products. On the topside of the 
home page there were also some links about their products and links about wholesale account, 
consumer account, and customer service etc. We have observed that a well designed home page 
of tribalmonsoon is inline with the theories stated by the above mentioned authors. 
 
Consistency, menus and site maps: Pages within the Web site of tribalmonsoon.com were 
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consistent in appearances and design. On every page of the web site, there was a bottom bar 
which included home, about us, etc. The bottom menu on website appeared at the same place 
with all main links on every page. We have found site map link down to the horizontal bar at 
the home page of web site. This site map link opened with new page with providing overview 
of all links. Based on several authors (e.g. Spool et al., 1999; Vassilopoulou & Keeling, 2000 
and Cox & Dale, 2002) we have found availability of site map, consistency within pages and 
menus supports the theory. 
 
Pages, text and clicks: We observed that tribalmonsoon.com web pages were small in size and 
consistent with in the website. All paragraphs were well in order, medium in size and giving 
clear view. The text was written in same font and color. The desired pages can be opened with 
single click on any of the links. So we found the pages size, text and single click option at 
tribalmonsoon.com is inline with the theories presented by (e.g. Cox & Dale, 2002; Chatterjees, 
2007 and Bevan, 2004) 
 
Feedback: As stated by Geissler, 2001 and http://www.3fn.net about feedback principle. We 
have found that by entering a wrong product name in search engine provided us an automated 
respond from web site in red color text that “No matches found Please try a different keyword”. 
This automated respond from web site supports the feedback theory of the above mentioned 
authors. 
 
We observed a search option was available on the top of web site page. This search engine was 
available on every page of web site. Customer could easily find out information about 
company, its products and services through this search engine. Tribalmonsoon.com search 
option is fulfilled all criteria to support the theory of Heath, 1999 regarding the search option. 
 
Fill in forms: It was compulsory to fill a form on the website of tribalmonsoon.com, whenever 
a customer was going to buy any product he needed to fill up a form.  Availability of form for 
registration of customers with the web site was inline with the theory of Cox & Dale, 2002. 
 
Navigation 
 
The navigation and structure of the web site was user friendly, simple and consistent in 
sequence. Further more all website contents were also easy to use and helpful in searching 
desired information found in accordance with the theory of Geissler, 2001. 
 
Custom Configurations: Tribalmonsoon.com has the facility of customized orders for its 
customers on their web site. When customer selects a link of customized order on the bottom of 
home page it opened in a new tab, where, customized order can be delivered according to the 
customer needs customized order at tribalmonsoon.com web site is in support with the theory 
of Bayles, 2001. The layout of pages on tribalmonsoon.com was found same and consistent on 
every page of the web site. On this site all the links were found accurate, which directed the 
customers to the desired page. This is inline with the theories stated by Heath 1999 and Cox & 
Dale, 2002. We didn’t find any link which will not work nor had a dead end. All the links of 
the web site have same colors and it doesn’t change it colors while we were using them. During 
using the web site there were no multiple links which will force the users to go back and 
onward between pages to find the information. So we found this is also in line with the theories 
presented by Creative Good, 2000 and Vassilopoulou & Keeling, 2000.   
 
Hyperlinks / links are used to refer one link to another. In fact, it is as easy as turning the page. 
Because of its ease of use, these references become far more useful, and so it is far more 
common to scatter such references around. One click and you could be in the middle of a 
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totally different document, right at the place where you are interested (Jonathan, 2001). All 
hyperlinks at tribalmonsoon.com web site connected properly from one link to another link. 
The opening of proper hyperlinks within the web site is support the above mentioned theory.  
 
Language The Web site should be easy to understand and English is a global marketing 
language or giving the different preferred languages on the top of the home page of the Web 
site (Heath, 1999). Some people prefer customer service to be in their native or selected 
language. Web site translation is most helpful tool (Turban et al., 2006).Web site was in 
English and did not provide multiple languages option. It is partially supporting the above 
stated theory. 
 
Content 
 
Selection: On tribalmonsoon.com, selection of all products was easy for customers. All 
products / items were clearly listed on the home page with separate links. Customers just 
needed to click on their desired product link and user could easily access to the desired product 
page. The easy selection of product from tribalmonsoon.com web site fully supported the 
theories of Creative Good, 2000 and Foremski, 2000. 
 
Product / service information availability: Important /relevant information about the product or 
service was available on the web site. Firstly customer could see picture of the desired product 
and, to view the specifications of the product customers had to select that particular picture of 
the product which can be viewed below the picture after selecting it. The availability of 
information about product to customers is in support with the theory of (Creative Good, 2000). 
 
Delivery information: According to tribalmonsoon.com “shipping and handling is free on all 
Tribal Monsoon online purchases. The total time customer has to wait is lead time + transit 
time. Lead time is the time that tribal monsoon takes to process order from warehouse. Transit 
time is the time take by their courier service (DHL, Fedex, or UPS) to deliver order.  For most 
orders, lead time is 5-7 business days and delivery time is an additional 4-5 business days. 
Once order has been placed it takes 10 days to deliver customer”. The delivery information at 
web site is consistent with the above stated theories of the following authors (Vassilopoulou & 
Keeling, 2000; Turban et al., 2006 and Cox & Dale, 2002). 
 
Policies, charges, terms and conditions: Cox & Dale (2002) it is important for the customer 
when making a transaction through a Web site to be aware of all the company terms and 
conditions of that purchase. The e-businesses must ensure that company policies on canceling 
orders, returning goods and refunds as well as the terms and conditions of the sales are 
accessible to the customer throughout the Web site (Clicksure, 1999). All polices, terms and 
condition about products has been written in FAQs. Availability of all relevant information 
about polices about product delivery, charges for shipment and other terms and condition on 
tribalmonsoon.com web site matched with the above stated theory. 
 
Communication 
 
Cox & Dale (2002) added that the communication of a Web site is carried out via text, graphics 
and moving animation, with text being minimal and to the point and clearly set out. We 
observed that the text color scheme consisted of black, brown and light gray which remained 
uniform through out, but font sizes and style were not consistent for users’ visibility. They have 
used different font size and style on different pages that were not following the rule of 
consistency. This partially supported the theory of Bevan, 2004) and above mentioned theory 
of text. 
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Background and Color:  According to Bevan (2004) a nice color scheme, simple layout, and 
readable text is the very minimum that is required to make Web site as accessible when 
selecting background and text colors. Tribalmonsoon.com used a simple background and color 
for web site design. Background of the web site was white. The selection of simple color 
attracts the users to interact with the web site. The simple background and selection of nice 
color scheme supported the theory.
 
Graphics: It’s well known that one picture worth more than million words. This rule applies on 
Internet too. Do best to show clear, attractive photo of product Tribalmonsoon.com hasn’t use 
large pictures; rather they were using small pictures which increased the downloading speed of 
web pages. We also found that all pictures have 3 to 5 kb size which helpful in fast page 
downloading speed. The simple graphics on web site with small size supports the above 
mentioned theory. 
 
Animation: Gehrke & Turban (1999) stated that use minimal animated graphics. These can be 
very distracting and can cause page to look unprofessional. In addition, animated graphics 
cause page to load more slowly. Animation is a contributor to slow page loading (Haine, 1998). 
At tribalmonsoon.com web site we didn’t find any animation on the web site. Due to this web 
looks professionally designed and also it increased their downloading speed because animated 
graphics cause web page to load more slowly. We didn’t find any animated graphics on the 
web site. Due to this the downloading speed of tribalmonsoon.com was fast and matched with 
the theory. 
 

Customer Confidence 
 
The customer confidence shows the attitude and feeling while visiting the Web site 
(accessibility, speed, reliability and customers’ services).if customer experience is positive 
while using Web site i.e. save and confident this he will feel secure to make a transaction. (Cox 
& Dale, 2002 
 
Order Confirmation 
 
According to Singh (2002) 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. According to Tribalmonsoon.com, “when customer places their order online, first 
automated e-mail response is generated to confirm receipt of order which is sent on the e-mail 
address of the customer. After this manager sale is responsible to send another e-mail to 
customer, it includes delivery information, total costs, and all other related information”. The 
order confirmation process of tribalmonsoon.com supported the above mentioned theory.  
. 
Feedback 
 
According to Amor (1999) every web site should offer the possibility for customer feedback. A 
feedback form should be provided on a separate page that enables the customers to choose the 
reason for feedback and some fields for the name and e-mail address and the feedback itself. 
We have observed that a feedback link was available on the page of customer services. The 
tribalmonsoon.com provided quick feedback as when we e-mailed them, we got their response 
with in 24 hours. This gives an idea that they were interacting with customers on time, because 
interaction with customers on the Internet is very important for the success in the e-business. 
The quick respond from tribalmonsoon.com to their customers is inline with the theory. 
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FAQs 
 
Turban et al (2006) Frequent asked questions and their answers are available for reading. This 
feature acts as self-help for customers looking for answers to their queries. The 
tribalmonsoon.com web site has a frequently asked question (FAQ) section under customer 
services. There was separate page for FAQs, which included all information related to 
customer’s inquiries. Their FAQs section was subdivided into General Questions, Special Sales 
and Discounts, Wholesale, Resellers, Interior Designers, Products Custom Orders, Payment, 
Shipping Information, Taxes and Customs Duties Refunds. The availability of FAQ section on 
their web site supported the above mentioned theory.
 
Accessibility & Speed  
 
Vassilopoulou & Keeling (2000) stated Perhaps the most critical factor for any Web site is 
accessibility. We found web site was easy to navigate and browsers could easily access to the 
web site. The downloading speed was fast and within seconds a home page of the web site 
could be downloaded. Bearing in mind that customers use the Internet for convenience and 
speed, slow access does not leave a good impression on the customers. The tribalmonsoon.com 
web site is accessible 24/7 around the year. So on this point we considered it fully supported 
the theory of accessibility and speed. 
 
Web accessibility for the visually impaired: The visually impaired could surf the web as easily 
as anyone (Lewis, 2002). Web designers are also using different access technology, like java 
appletts and plug-ins that are inaccessible to screen readers. (John Walsh, 2006) There was no 
support accessibility for disabled users such as visual, hearing and learning disable on the 
imperial crafts.com web site. So we found that it does not support the theory. 
 

Security and Privacy 
 
The confidence and reliability of the customers can only be won if the business has some 
secure servers which will help the customer to feel safe and secure to interact with the web site 
(Yang, 2003). Tribalmonsoon.com has ensured their customers about securing privacy of 
online payment process by using Kagi as online sales channel. Kagi is compliant with the 
Cardholder Information Security Program (CISP). Compliance to this standard means 
customer’s credit card data will be safe with Kagi. This helps ensured a high level of care being 
used to protect cardholder data with encryption, access restrictions and other means. This 
security process of tribalmonsoon.com supported the above stated theory. 
 
Case two: Imperialcrafts.com 
 

Ease of Use 
 
Clarity of purpose  
 
According to Vassilpoulou and Keeling (2000) The Purpose refers the main objective and 
scope of business. We have observed the purpose has been stated clearly on their web site. 
Their Purpose reflects the main objective and scope of their business. This included what they 
were selling online with all relevant information about their products and services. So we found 
that clarity of purpose of Imperialcrafts.com supported the theory of clarity of purpose. 
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Jonathan, (2001) stated about Domain names One of the goals for an e-business is to make sure 
that the address is as easy to remember as possible, and a domain name is more important than 
the address of a Web site- it is brand. They are doing online e-business with domain name 
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Imperialcrafts.com as their name represents their business i-e selling of crafts. The selection of 
imperialcrafts.com as domain name supports the above mentioned theory. 
 
Design 
 
Home Page:  Frank (2003) descried that a home page is viewed by designers as too simple if it 
does not include the “essentials”. In the first look, the home page of Imperialcrafts.com web 
site seemed too complex. Customers get confused because the length of the home page was 
long vertically. They have located a lot of things on the home page that could make customer 
frustrated. The color scheme used on the home page on imperialcrafts.com was not 
comparatively good as others. There was one continuously rotating picture on the top of the 
home page. We personally felt that it was not good from visibility point of view and also it was 
slowing down the home page downloading speed.  The home page included company logo and 
lot of pictures of different products that they were selling online. Home page of the web site 
has been divided into vertical category on the left side and right side while horizontal category 
was divided between top and bottom side. Vertical bar on left side provided links of product 
catalogue, member’s area, and some other links providing information about discount items, 
shop by design and shop by theme. On the left side of the home page they had a main heading 
of product catalog that was in tree shape and was in expandable mode which provided the 
detailed links. On the right side of home page the vertical bar provided quick links including 
add to your favourite, tell a friend and store location. Horizontal bar on the bottom side of 
home page provided links like home, the company, products, design and decor, help and FAQs, 
contact us etc. The same links were available on the top side of the webs home page as well. So 
we found that this partially supported the theories of Geissler, 2001 and Frank, 2003.
 
Consistency, menus and site maps: We didn’t find consistency among pages on the web site of 
imperialcraft, some pages were too long and some were too short in size. This is inconsistent 
with the theory Spool et al., 1999. (Spool et al., 1999) discovered that menus or navigation bars 
at the top and bottom of a page allowed more users to navigate the site successfully than menus 
at the side. On every page of the web site, there was a bottom bar which included home, about 
us, etc. the bottom menu appeared at the same place with all main links on every pages. We 
have found site map link, down the horizontal category at the home page of web site. This 
supported the above theory. (Spool et al., 1999) also found that users navigating sites with a 
site map were twice as successful in finding what they wanted, compared to those sites without, 
and that informing the customer of where they were was important (Creative Good, 2000). This 
site map link opened with new page providing overview of all links used in the website and 
available down to the home page. This also supported the above stated theory. So overall in this 
point we found it partially supported the above stated theory. 
 
Pages, text and clicks: Cox and Dale (2002) further added that the pages on a Web site should 
ideally be short; however, in some cases scrolling pages are sufficient if the information is 
suitably laid out and not excessively long. We found that imperialcrafts.com web pages in 
larger size and inconsistent manner. However all paragraphs were consistent and medium in 
sized which was giving clear view to users. The text was not written in same font but with 
consistent color scheme. With single click on any link the desired page could be opened. So 
this partially supported the theories presented by (Chatterjees, 2007; Bevan, 2004 and Cox and 
Dale, 2002)   
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Feedback: We have found that by entering a wrong product name in search engine provided us 
an automated respond from imperialcrafts.com web site in red color text that “No matches 
found. Please try a different keyword”. This supported the feedback theory of Geissler, 2001. 

 
 

  
   
 



Search options are very helpful tool for consumers who want to search something from the 
Web site. Search option should be at prominent place and ease in use with full access to whole 
contents of the Web site (Heath, 1999). There were two search options on the top right side of 
home page. One search option was used as customers by writing name of the product while 
other search option opened another page which provided customer information about searching 
product through category, sub category, price range, product code and key words. This was 
useful link which may help customer in finding specific product with their price range. 
Imperialcrafts.com search option fulfilled the above theory. 
 
Fill in forms: All the customer need to register themselves as a member before buying any 
product from web site. This is consistent with the theory Cox & Dale, 2002. 
 
Navigation 
 
Bayles (2001) stated one of the most important features is navigation. Geissler (2001) further 
added that Web sites must be easy to navigate and should used “controlled navigation” which 
help familiarize consumers with the site layout and company offerings. We observed that the 
navigation of the web site was user friendly. All the contents on website were easy to use and 
helpful in searching desired information and consistent with the theory of navigation. 
 
Custom Configurations Imperialcrafts.com web site customers can not place orders in 
customized manner. We didn’t find any link of customized order. This does not support the 
theory of Bayles, 2001. 
 
About Page layout Heath (1999) described that the page size on a Web site should be short 
with useful links but important thing is that the consumers get all the information from 
minimum space. The layout of pages seemed consistent on every page of the web site and 
followed the theories. Links the navigation of a Web site cannot be carried out without valid 
links (spool et al., 1999). All links were accurate, which direct the customers to the desired 
page. We didn’t find any link which did not work nor had a dead end. This is consistent with 
the above stated theory. All the hyperlinks of the web site had same colors. They were using 
text with white and light green color but they were using different font sizes. During using the 
web site there were no multiple links which will force the users to go back and onward between 
pages to find the information. So we found this is in line with the theory. 
 
Language The imperialcrafts.com web site was in English language and did not provide 
multiple language option for other language users. This is partially supporting the theories of 
Heath, 1999 and Turban et al., 2006. 
 
Content 
 
Imperialcrafts.com web site provided easy selection process of all goods for online customers. 
All goods were clearly shown on the home page with useful links. Customers just needed to 
click on their desired product link and user could easily access the desired product page from 
there they could easily select the product. Customers have the option to check out at any stage 
from the web site and during purchase if customer found any good not fulfilling his need he 
could easily deselect the product from his wish list.  The ease selection of product from 
imperialcrafts.com web site is fully supported the theories of Creative Good, 2000 and 
Foremski, 2000. 
 
Product / service information and availability: We have found through our observations that all 
relevant information about the product or service was available on the web site. The website 
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has the option to see picture from different angles and below the product all important 
information about product including prices, size, and material was available. All this 
information seemed clear.  The availability of information about product to customers is 
supported the theory of (Creative Good, 2000). 
 
According to Imperialcrafts.com they deliver products worldwide through DHL international at 
customer’s door-step. They usually ship in 48 hours after payment. This time is necessary for 
company in order to verify customer order and for imperialcrafts.com to make an export 
certificate on a product/products customer choose. International delivery usually takes between 
3 to 6 days. They should delivered product 10 days after placing order to reach company. 
Shipping and handling is not free on Imperialcrafts.com for online store purchases. The 
information about delivering at imperialcrafts.com web site is consistent with the above stated 
theories of the following authors (Vassilopoulou & Keeling, 2000; Turban et al., 2006 and Cox 
& Dale, 2002). 
 
Policies, charges, terms and conditions: Cox & Dale (2002) it is important for the customer 
when making a transaction through a Web site to be aware of all the company terms and 
conditions of that purchase. The e-businesses must ensure that company policies on canceling 
orders, returning goods and refunds as well as the terms and conditions of the sales are 
accessible to the customer throughout the Web site (Clicksure, 1999). All polices were written 
on their web site but terms and conditions about products were not fully covered in frequently 
asked questions. We have observed that some of the important terms and conditions were 
missing such as terms and conditions about canceling order and refunds. So this partially 
supports the above theory. 
 
Communication 
 
Cox & Dale (2002) added that the communication of a Web site is carried out via text, graphics 
and moving animation, with text being minimal and to the point and clearly set out. During our 
observations we have found that the text color used on the web site was white, black, and light 
green, which was consistent through out but font size and style were inconsistent for users’ 
visibility. We have found that font style and size were consistent at different pages. So this 
partially supported the above mentioned theory. 
 
Background and Color:  According to Bevan (2004) a nice color scheme, simple layout, and 
readable text is the very minimum that is required to make Web site as accessible when 
selecting background and text colors. Imperialcrafts.com has used white color as background 
for web site. We also found that background color was supporting the customer to read the text  
Also the selection of colors was found attractive. This fully supported the theory the Bevan, 
2004. 
 
Graphics: we observed from imperialcrafts.com web site that they have used small pictures 
instead of large one but we also found that most of the pictures were larger sized ranging from 
9 kb to 125 kb, which is the huge size and definitely it slows down the downloading speed of 
the website. It could cause serious problems for those users who live in the areas where internet 
speed is slow. This does not supported the theory of graphics as mentioned at 
(http://www.3fn.net)
 
Animation: Gehrke & Turban (1999) stated that use minimal animated graphics. These can be 
very distracting and can cause page to look unprofessional. In addition, animated graphics 
cause page to load more slowly. Animation is a contributor to slow page loading. (Haine, 1998)  
We didn’t find any animated pictures on the web site of imperialcrafts.com and this also 
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supported the theory. 
 

Customer Confidence 
 
The customer confidence shows the attitude and feeling while visiting the Web site 
(accessibility, speed, reliability and customers’ services). (Cox & Dale, 2002 
 
Order Confirmation 
 
According to Singh (2002) 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. Regarding order confirmation procedure we didn’t find any information on their 
web site. Even there is no information about order confirmation procedure in frequently asked 
question section. We have tried to select any product to learn this procedure but after selection 
of product an automated page opens every time which needs membership confirmation or if 
there are new user he need to registered with the imperialcrafts.com web site first. This doe not 
support the theory. 
 
Feedback 
 
According to Amor (1999) every web site should offer the possibility for customer feedback. A 
feedback form should be provided on a separate page that enables the customers to choose the 
reason for feedback and some fields for the name and e-mail address and the feedback itself. 
We observed that feedback link was available under the link of contact us. It opened into a 
separate page with feedback form. We have also found that the feedback of imperialcrafts.com 
was also slow. We e-mailed them to get some information but we got response after three days. 
This showed that their customer services department was not up to the task.  The slow response 
from imperialcrafts.com is partially supported the theory.  
 

FAQs 
 
Turban et al (2006) Frequent asked questions and their answers are available for reading. The 
web site has a frequently asked question (FAQ) section under help and FAQs link. There was 
separate page for FAQs which included most of information related to delivery time, payment 
process, return process and answers to tax question but we found that many important answers 
to question were missing in FAQs section e-g questions related to customized order, shipping 
procedure, and some general information about company. This partially supported the above 
mentioned theory. 
 
Accessibility & Speed  
 
Vassilopoulou & Keeling (2000) and some other authors have stated that perhaps the most 
critical factor for any Web site is accessibility. This refers to the ability for customers to access 
the Web site of a particular e-business Imperialcrafts.com web site was easy to navigate and 
browsers could easily accessible if internet speed was good, otherwise it would take lot of time 
to download due to heavy sized graphics at the website. The imperialcrafts.com web site is 
accessible 24/7 round the year. This partially supported the above mentioned theory. 
 
Web accessibility for the visually impaired: 
There is no support accessibility for disabled users such as visual, hearing and learning disable 
on the imperial crafts.com web site. This did not match with the theory of Lewis, 2002. 
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Security and Privacy 
 
The confidence and reliability of the customers can only be won if the business has some 
secure servers which will help the customer to feel safe. The online transaction must be secure 
and customer’s personal information or address should not give to any third person (Yang, 
2003). Imperialcrafts.com was committed with the security and privacy of the customers. 
According to Imperialcrafts.com “Customer can use all major credit or debit card including 
Visa, MasterCard, American Express, Discover/Novus, Diners Club, JCB credit cards while 
purchasing on www.Imperialcrafts.com. Simply add items to your shopping cart and click on 
the “Check Out” button until you are on the Review order page. On the Review Order Page, 
please review your order and then click on 2checkout icon/button. Once you are on the 
2checkout page, please fill the form and submit payment for your order. 
According to our observation that the payment system of imperalcraft.com was very secure and 
they had taken all the necessary steps for payment security. This security process of 
imperialcrafts.com web site supports our theory. 
 

5.1.2 Cross-case analysis 
 
Research Question one: How do companies design their web sites in order to undertake “ease   
of use” and “customer confidence”? 
 
Both similarities and differences were detected while comparing two cases for research 
question one. These similarities and differences will be shown in table 1 with identified 
variables and will be discussed after the table. 
 

Ease of Use 
 
Clarity of Purpose  
 
By both of the companies purpose has been stated very clearly on their web sites, and no 
differences were noticed on this point between them. Both cases also supported theory 
regarding selection of domain names. 
 
Table 1: Web site Design Variables 
Variables Tribalmonsoon.com Inmerialcrafts.com 
Ease of Use   
Clarity of Purpose +/+ +/+ 
Domain Name +/+ +/+ 
Design   
Home Page +/+ -/+ 
Consistency, menus and site 
map 

+/+ -/+ 

Pages, Text and Clicks +/+ -/+ 
Feedback +/+ +/+ 
Search Options +/+ +/+ 
Fill in Forms +/+ +/+ 
Navigation   
Custom Configuration +/+ -/- 
Page layout +/+ +/+ 
Links +/+ +/+ 
Hyperlinks +/+ +/+ 
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Language -/+ -/+ 
Content   
Selection +/+ +/+ 
Product / Service Information 
Availability 

+/+ +/+ 

Delivery Information +/+ +/+ 
Terms & Conditions +/+ -/+ 
Communication   
Text -/+ -/+ 
Background& colors +/+ +/+ 
Graphics +/+ -/- 
Animations +/+ +/+ 
Customer Confidence   
Order Confirmation +/+ -/- 
feedback +/+ -/+ 
FAQs +/+ -/+ 
Accessibility and Speed +/+ -/+ 
Accessibility for visual 
impaired 

-/- -/- 

Security and Privacy +/+ +/+ 
 
 
Coding: + / + = Fully supported the theory 
               - / + = Partially supported  
           - / - = Not supported the theory 
              
Design 
 

Regarding design of home page, we have found the tribalmonsoon.com home page better 
designed and consistent as compared to imperialcraft.com. From our observation we found all 
the pages on tribalmonsoon.com website were consistent, properly placed menus and with 
availability of site map while pages of imperialcraft.com were not consistent in size, we found 
some pages were too long and some were too short which did not cover the theory of 
consistency. Regarding menus and site map we found similarity in both cases. Both of the web 
sites had the facility to inform users of mistakes by writing the information in red text. In both 
cases search engines were found well decorated for user and are used for getting information 
about company products and services. We have found that both of the websites have 
registration option where customer needed to register with the web site before purchase and 
supported the theory. 
 
Navigation 
 

Customer could place Customized orders at tribalmonsoon.com but imperialcrafts.com did not 
provide this facility to customers and it was found inconsistent with the theory. Our 
observations found that it was an important element for customers those who wants to buy 
some parts of the product. Regarding pages layout we didn’t observe any inconsistency in both 
cases. We have found well-labeled and accurate web links and hyperlinks, which led the users 
to their desired pages. We didn’t observe any unclearly labeled link or dead end link on both 
cases. Tribalmonsoon.com and inperialcrafts.com were in English language and didn’t provide 
multiple languages options so it was partially supporting the theory as they needed to provide 
other languages option on their web sites.  
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Content 
 

It is important that the selection of items is immediately accessible from the home page through 
obvious links. We found similarities between two cases in the selection of product as customer 
could easily select desired product from web site. We have observed availability of proper 
Product/ service information in the both cases. Delivery information in Detail was available in 
both web sites, including means and time of delivery, Policies, charges, and terms & conditions 
are important for web site content. In first case of tribalmonsoon.com, we have found well 
ordered policies existed for the customers on their web site with all relevant terms and 
conditions about cancellation of orders, returning goods and refunds but in the second case we 
have found web polices on imperialcrafts.com web site but we didn’t find all terms and 
conditions about canceling orders, returning orders and refunds. 
 
Communication 
 

Both the web site were using simple and concise text with proper color scheme for text as well 
as for background but font sizes and styles were not consistent on both cases. We have found 
tribalmonsoon.com downloading speed was faster than imperialcrafts.com because 
tribalmonsoon.com graphics were small in sizes rather than large pictures with 3-5 kb size, 
while imperialcrafts.com used small pictures but with larger sized ranging from 9 to 125 kb, 
which was the main cause of slow downloading speed. We didn’t find any animated pictures in 
both cases. 
 

Customer Confidence 
 

We have found proper order confirmation procedure on tribalmonsoon.com web site but 
couldn’t find any order confirmation information at imperialcrafts.com web site which is 
inconsistent according to theory. Regarding feedback process, as it is important for customer 
relationship, we have contacted with both tribalmonson.com and imperalcrafts.com through 
emails, pretending to be the customers. The feedback process of tribalmonsson.com was found 
faster as compare to imperialcrafts.com. We have found FAQs on the both of the cases web 
sites but tribalmonsoon.com FAQ section was more efficiently presented and comprehensive 
than imperialcrafts.com. We found that many important answers to question were missing in 
FAQs section of imperialcrafts.com site e-g questions related to customized order, shipping 
procedure, and some general information about company. Both web sites maintaining 
accessibility for their users and consistent with the theory but speed of tribalmonsson.com was 
faster as compare to imperialcrafts.com. Imperialcrafts.com has lot of heavy sized picture on 
web site which decreases it downloaded speed. Both the cases did not provide the support 
accessibility for disabled users which is not according to the theory. We have found similarities 
in both cases on security payment process and privacy policy. These policies were clearly 
stated on their web sites. This is consistent with the theory. 
 

5.2 Analysis of Research Question Two 
In this section, firstly, the analysis of the research question two will be presented through 
within-case analysis for both the cases. Moreover, we will conduct a cross-case analysis where 
both the cases will compare with each other. 
 

5.2.1 Within-case analysis 
The collected data as presented in chapter four will be analyzed through within-case analysis of 
each case. This data will be compared with the related theories as presented in chapter two of 
this study. 
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Case one: Tribalmonsoon.com 
 

Web Policy  
 
Company Information 
About information availability at tribalmonsoon.com, one respondent mentioned that he was 
familiar with that web site because he was using that web site to purchase items from last three 
years. He was satisfied with the information about tribalmonsoon on its web site. Other 
respondent stated that information about tribalmonsoon.com on its web site was more then 
required by him. Both the respondents seemed very satisfied about the information on the 
website which is fully supporting the theories presented by Gehrke & Turban, 1999 and Taylor 
& England, 2006above-mentioned theory.  
 
Security and Privacy of Personal Information 
According to Yang et al. (2003) online customers are concerned about their personal 
information privacy. Out of those two, one respondent stated that at the time of first purchase at 
tribalmonsoon.com he contacted the company through e-mail that about the security of 
personal information, and the company replied him that it was its policy not to share personal 
information with others, so he mentioned that he was 100% satisfied with the security of his 
personal information while interacting with the web site. While other respondent stated that 
security of personal information was not a matter of concern for him. Security of personal 
information was partially-supported by our respondents. 
 

Product or Service 
 
Product Search  
Singh (2002) commented that 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. 
(Kalakota & Whinston, 1997) Customers place great importance on the ability to get free 
information on demand. Regarding finding information about product / services on website, 
one respondent stated that for him it was fairly easy to find all the relevant information about 
product or services. He shared his last experience with us on  tribalmonsoon.com, that he 
bought two pillow covers after selecting them from home page, the very next link provided him 
all the information including color, size, material, and price. In his opinion finding information 
from this web site was very easy and simple for users. The other respondent told us that he 
liked to browse information from different web sites. For him it was fun to interact with 
tribalmonsoon web site because he didn’t have any problem in finding information on this web 
site. According to him tribalmonsson.com was providing all relevant information about 
products/services in a concise manner, which is inline with the theories presented by different 
authors. 
 
Terms & Conditions 
Regarding negotiation online about terms and conditions with the company, one respondent 
believed that the prices as compare to other American websites were very less on 
tribalmonsoon web site. He experienced furthermore, the color, design and quality was same as 
given in the pictures on this website. There was no difference between the pictures and the 
physically received products, but he never tried to negotiate online with the company. While 
other respondent stated that he negotiated about the color of the product with company through 
e-mail last time. The tribalmonsoon.com positively responded him and provided the desired 
color. He believed prices on this web site were fairly reasonable as compare to the   other 
American websites. He was also satisfied with quality and design because it was same 
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physically as provided on the web site which is fully supported the theory presented by 
Kalakota and Whinston (1997). 
 
Return Policy 
Regarding return policy, one respondent stated that return policy of tribalmonsoon.com was 
good because once he ordered a table which got damaged during shipment and he returned it to 
tribalmonsoon. After 12 days he got a new table. So he was satisfied with the return policy. 
While other respondent stated the company had a return policy but he didn’t ever returned any 
purchased product. This supported the theories mentioned by Turban et al., 2006 and Lee, 2003. 
 

Customer Support Service 
 
Response to Customers Inquiries: 
As far as responding time by the company for inquiries was concerned, one respondent from 
USA said that whenever he e-mailed to tribalmonsoon.com for obtaining any information, the 
company had responded him from 24 to 48 hours. According to him company had a quick 
customer services system as they responded customers quickly. The other respondent added 
that tribalmonsoon responded his e-mails within 24 hours. So both the respondents had a 
positive view about this variable and inline with the theory stated by Gianforte, 2001.  
  
Site Navigation 
According to Turban et al. 2006 and Feinberg & Kadam, 2002 navigation is to help visitors 
quickly and easily find the information they need on a Web site.  Regarding Navigation of web 
site one of our respondents stated that tribalmonsoon web site was simple and easy to navigate. 
All the links on the home page were working well. He also added that English language used 
on the website was a layman language. He further mentioned that access on the web site was 
simple and downloading speed was faster as compare to other similar web sites. Other 
respondent mentioned that tribalmonsoon.com web site was quiet similar when it comes to 
navigate but according to him the good thing about the tribalmonsoon.com website was  that it 
had a faster downloading speed as compare to other websites of its kind. He also added 
information getting from this web site is easy and links on any page were working properly 
which is fully supported the above mentioned authors. 
 
FAQs: 
According to Turban et al. (2006) every Web site needs a FAQ page that helps customers to 
help themselves. The FAQ is a list of questions that are frequently asked by customers and the 
answers of those questions. Regarding frequently asked questions, one of our respondents 
stated that when he was using web site for the first time, he had a problem about the delivery 
method after reading FAQs section he got answer of his query about delivery of good, this 
saved his time and efforts to contact with company for answer of his query. According to him 
they had well presented answers of the questions. Other respondent mentioned that he was 
confused about payment process but after reading FAQs section he solved his confusion, this 
saved his time. In the view of second respondent FAQs section was well managed and 
answered all of the main questions of the customers and fully supported by our respondents.  
 
Chat room 
Singh (2002) described that another tool that attracts new customers provides service to them, 
and increase customer loyalty is a chat room. Chat room also used as one-to-one connection 
between a company and their customers. Regarding online chat during interaction with web 
site, both the respondents stated that there was no service for online chat with company or 
among users on their web site. One of the respondents mentioned they needed to have this 
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service on the website because it will be an easy way for the customers to get in touch with the 
customer support section to obtain any information. Tribalmonsoon.com doesn’t have any 
online chat facility for a customer which is not inline with the theory of chat room. 
 
Personalize webpage 
Deitel et al. (2001) many companies are allowing customers to create their own Web pages. 
These pages can be used to record customer purchases and preferences. Regarding personal 
web page on the company’s web site, both the respondents mentioned they had a personalized 
web page with the company. One of the respondents further mentioned due to this personalized 
page he received all online offers and weekly newsletter from the company. This is matched 
with the theory of personalized web page. 
 
Emails  
Regarding contacting the company in case of any problem with web site, one of the 
respondents stated that he had a personalized web page with tribalmonsoon. In case of any 
problem he always contacted the company through e-mail from his personalized page. While 
other respondent also used email as a medium of communication with the company through 
personalized webpage, rather than phone, as both the respondents mentioned that they avoided 
contacting through phone because it was an expensive and time consuming process for them 
which is inline with the theories presented by different authors (e.g. Dietel, 2001; Singh, 2001; 
Sterne, 2000 and Feinberg and Kadam, 2002) 

 

Ordering and Payment Method 
 
Order Method 
Gianforte (2001) 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. 
Regarding placing an order to company, one of our respondents mentioned that he was 
registered customer with the tribalmonsoon.com. After logging on the web site he placed order 
every time from his account. He further added that only first time he needed to open account 
with this web site because it was mandatory for new customers to open account with web site 
before placing order. While other respondent stated that after selection of product he placed 
order through his personalized page which was maintained with the company. He further added 
it is easy and convenient way to place order online so theory supported with our data 
presentation. 
 
Track Accounts or Order Status 
Regarding online order tracking status, both of the respondents mentioned that after fulfilling 
order from tribalmonsoon.com. They received an e-mail from customer services department 
which provided him with DHL tracking number. By entering this order number at DHL site 
they could track their order status online, which was helpful and easy to use so theory is fully 
supported with our empirical data. 
 
Order Fulfillment 
Regarding receiving orders on time, both of the respondents never faced any problem with 
order receiving and they received their orders on time. But one of the respondents further added 
that once he received his orders ahead of time which was mentioned on the website which 
made him pleased. Theory is supported with empirical data presentation. 
 
Payment Methods 
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Regarding security of payment process onTribalmonsoon.com, both the respondents didn’t 
have any problem for payment through debit or credit cards. According to them company has 

 
 

  
   
 



ensured their customers about security and privacy of online payment process through KAGI as 
online sales channel because KAGI ensured customer’s credit card data will be safe during 
payment. This helps ensuring a high level of security to protect cardholder data with 
encryption, access restrictions and other means. One respondent further stated that he always 
purchased from tribalmonsoon.com online without any hesitation and he felt greatly satisfied 
on the security issues of the website. So, empirical data supported by the theory of payment 
method. 
 

Outcome Quality of Electronic Services 
Outcome quality is viewed as what the customer is left with after service delivery. The primary 
goal of provision of online service quality is customer retention (Al-Hawari & Ward, 2006). 
The important outcomes in new theories are customer delight, E-trust, Relationship strength 
and all of this leads towards E-loyalty (Carmel & Scottt, 2007). Regarding service quality of 
the tribalmonsoon.com, both respondents from USA stated that they were fully satisfied with 
the services of the web site. One respondent further added that due to their outstanding 
customer services made him a loyal customer of their web site 
 
Case Two: Imperialcrafts.com 
 

Web Policy  
 
Company Information 
The company information really tell what company sells or provide services this includes all 
activities of the organization (Gehrke & Turban, 1999). The greatest difficulty that consumers 
may typically face when using an organization’s Web site is actually locating the information 
they require or the transaction they wish to undertake (Taylor & England, 2006). About 
information availability at Imperialcrafts.com, according to our first respondent from USA the 
imperialcrafts.com was providing enough information about company on their web site. But 
according to the other respondent the imperialcrafts.com was not providing detailed 
information about company on their web site as compare to the other companies, but he was 
still satisfied about information availability on imperialcrafts.com web site. Theory is partially 
supported with the company information at imperialcrafts.com. 
 
Security and Privacy of Personal Information 
According to Yang et al. (2003) online customers are concerned about their personal 
information privacy. Every culture has some privacy aspects, which they do not want to, share 
online. Regarding security of personal information, one of our respondents from UK did not 
consider it an important factor for online purchase. A respondent from USA only mentioned 
that he has read from imperialcrafts.com web site that they will not share any personal 
information i-e name, e-mail, contact number and address with third party. He further added 
that for him security of credit cards /debit card information was much more important as 
compare to security of personal information which is partially supported the above stated 
theory. 
 

Product or Service 
 
Product Search  
Singh (2002) commented that during this phase customers are searching for a product that best 
meets their needs with attributes such as best price, service, support and quality of product. 
(Kalakota & Whinston, 1997) Customers place great importance on the ability to get free 
information on demand. Gianforte, (2001) described that one of the major problems in 

 
 

  
   
 

63 



electronic commerce is to find what you want. Regarding finding information about products / 
services, our respondent from USA mentioned that it was very easy to find information about 
products. He further added that while selection of any product there was two types of 
information available on web site. First they were giving brief information about product and 
below they were providing a detailed description about product. In his view finding 
information about products/ services was easy at imperialcrafts.com web site. While other 
respondent from UK stated finding information about product / service was very simple. He 
further added that it is very important for him to read detailed information about product which 
include its color, size, brand, and all other relevant information, which he could easily read 
from imperialcrafts.com web site. This is inline with the above mentioned theory. 
 
Terms & Conditions 
Concerning negotiation online on terms and condition with the company, our respondent from 
USA stated that the experience he had negotiated with company on design of the furniture he 
purchased last month. According to him imperialcrafts.com responded him positively and they 
provided him table, of his desired design. About price factor he mentioned that prices were 
relatively less as compare to the US market, and they had a better quality as well. Other 
respondent from UK stated that he had negotiated with company on price. He further added 
that in United Kingdom there were many physical stores which were providing same product at 
comparatively less price. He bought jewelry box from imperialcrafts.com three months ago at 
discount of 25 dollars. According to him he requested the company about price and provided 
information that he could purchase the same product at relatively less price. Company agreed 
and provided him the desired jewelry box at negotiated price. He further discussed that quality 
of that box was very good. This supported the theory of terms and conditions as presented in 
literature chapter. 
 
Return Policy 
Having a return policy increases customer trust and loyalty. The ease by which customers can 
make returns is important to customer satisfaction (Turban et al., 2006). Regarding return 
policy, one of our respondents from USA stated that return policy of imperialcrafts.com was 
very strict as they were doing business for child labor global cause and their margin was very 
less as stated on their web site. He shared his experience that he received products twice 
without any damage so he didn’t have any return experience with imperial crafts.com. Other 
respondent from UK stated the same that he had read return policy from their web site but he 
didn’t have any experience of returning items because he always received goods in well 
condition.  So we found it support the theory. 
 

Customer Support Service 
 
Response to Customers Inquiries: 
Answering of customer query within time is also one way of web based customer services 
(Gianforte, 2001). Regarding responding time for inquiries, one of our respondents from USA 
stated that the feed back from imperialcrafts.com was little delayed. He mentioned that 
imperialcrafts.com customer services department always took 2-3 days to reply his inquiries. 
According to him this delayed reply of e-mail sometimes created frustration for him. Other 
respondent from UK mentioned that he always contacted with imperalcrafts.com through e-
mail and every time they had responded me after 48 hours or some time after 72 hours. He 
further stated that they have a very slow feedback process and it needed to be improved for 
online customers. Imperialcrafts.com responding time to customers is not in support with the 
above stated theory. 
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Site Navigation 
Concerning Navigation of web site, one of our respondents from USA mentioned that 
imperialcrafts.com web site was easy to use. The pages were consistent with working links. 
They have used easy words of English language which was helpful for users. He stated that 
most of the time he accessed imperialcrafts.com web site in the late night and he didn’t have 
any accessibility problem. Other respondent from UK mentioned that web site was easy to 
navigate because all the links were working on all pages and downloading speed was faster as 
compare to other web sites. This all supports the navigation theories of Turban et al., 2006; 
Feinberg and Kadam, 2002. 
 
FAQs: 
According to Turban et al. (2006) every Web site needs a FAQ page that helps customers to 
help themselves. Regarding frequently asked questions, one of our respondents from USA 
stated that he got answer of his query in FAQ section about security of payment. He mentioned 
this saved his time and efforts to contact with company for resolving his query. Other 
respondent from UK mentioned that he was confused about sales tax but after reading FAQs 
section the problem was solved. He added that answers in FAQs section not only saved time 
but also increased customer confidence. The well presentation of FAQs from 
imperialcrafts.com fully supported the above stated theory. 
 
Chat room 
Regarding online chat facility, both the respondents stated that there was a link for online chat 
with company on their web site. The respondents further mentioned that they had tried to use 
that link but it was not working for online chat and opened into a new page like feedback form. 
This is not inline with the theory of Singh, 2002. 
  
Personalize webpage 
Regarding personal web page on the company’s web site, both the respondents mentioned they 
have a personal web page with the company. One of the respondents further added that due to 
this personalized page he was receiving weakly news letters and offers from the company and 
consistent with the theory of Deitel et al., 2001. 
 
Emails  
Regarding contact with the company while facing any problem with web site, both the 
respondents stated that they were registered members with imperialcrafts.com and they always 
contacted through e-mails from their personalized page. Both the respondents further 
mentioned they avoid contacting through phone because it was expensive. Theory is fully 
supported with the empirical data presented by different authors (e.g. Dietel, 2001; Singh, 
2001; Sterne, 2000 and Feinberg and Kadam, 2002) 
 

Ordering and Payment Method 
 
Order Method 
Regarding placing an order to company, one of our respondents from USA mentioned that he is 
registered member of Imperialcrafts.com. After log on to his membership page he placed order 
every time from his page. He further added that only first time he needs to open account with 
this web site because it is mandatory for new customers to open account with web site before 
placing order. While other respondent from UK mentioned that after selection of product he 
can placed order from his personal page. He further added he didn’t feel any problem in 
placing order online from his account. So, empirical data presentation is supported by the 
theory. 
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Track Accounts or Order Status 
Regarding tracking of order status online, both of the respondents from USA and UK 
mentioned that they received an e-mail from customer services department which provided 
information about tracking number of their delivery; by entering this tracking number at DHL 
site they can track their order status online, so theory is fully supported with our empirical data. 
 
Order Fulfillment 
Thomas, P. K, Moss, G., Chelly, D, Yabin S. (2006) stated that for customers on the web, 
expectations of reliable product delivery are key and delivery information available prior-to-
purchase strengthens customer service confidence and perceived retailer trustworthiness. 
Regarding receiving orders on time, both of the respondents never faced any problem with 
order receiving and they received their orders well on time.  The satisfaction of our respondents 
is fully supported the above stated theory.  
 
Payment Methods 
Regarding payment process on imperialcrafts.com, both the respondents didn’t have any 
problem for payment. According to them company was offering multiple choices and ways for 
the users to make their payments. Which include online payments by accepting all major credit 
and debt cards, online payments were handed by www.2CheckOut.com. This was a secure 
website for online payments according to one of our respondents. In offline payment section 
users can pay either by western union, or by money gram international and other than this users 
could also pay by direct bank transfers. This commitment from the imperialcrafts.com is inline 
with the above stated theory of security of payment methods. 
 

Outcome Quality of Electronic Services 
Outcome quality is viewed as what the customer is left with after service delivery. The primary 
goal of provision of online service quality is customer retention (Al-Hawari & Ward, 2006). 
The important outcomes in new theories are customer delight, E-trust, Relationship strength 
and all of this leads towards E-loyalty (Carmel & Scottt, 2007). Regarding service quality of 
the Imperialcrafts.com, a respondent from USA stated that he was satisfied with the services of 
the web site but he suggested that they could improved their web services if they will quickly 
respond to customers e-mails. Other respondent from UK mentioned that he was satisfied with 
the services of imperialcrafts.com. According to him they were improving their web site 
services day by day as recently they had started online web chat with customers which was a 
good sign for him. 
 

5.2.2 Cross-case analysis 
 
Research Question 2: How are web sites used for enhancing customer services? 
 
Both similarities and differences were identified while comparing two cases for research 
question one. These similarities and differences will be shown in table 2 with identified 
variables. 
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Table 2 Customer services elements 
Variables Tribalmonsoon.com Inmerialcrafts.com 
Web Policy   
Company Information  +/+ -/+ 
Security & Privacy of 
Personal Information 

-/+ -/+ 

Product or Services   
Product Search +/+ +/+ 
Terms & Conditions +/+ +/+ 
Return Policy +/+ +/+ 
Customer Support Services   
Response to Customer 
Inquiries 

+/+ -/- 

Site Navigation +/+ +/+ 
FAQs +/+ +/+ 
Chat Room -/- -/- 
Personalize Web Page +/+ +/+ 
E-mail +/+ +/+ 
Ordering & Payment 
Method 

  

Order Method +/+ +/+ 
Track Account or Order 
Status 

+/+ +/+ 

Order Fulfillment +/+ +/+ 
Payment methods +/+ +/+ 
Outcome Quality of 
Electronic Service  

+/+ +/+ 

 
Coding:  + / + = Fully supported the theory 
               - / + = Partially supported  
           - / - = Not supported the theory 
 
Web Policy 
 
Regarding availability of company information at web site, tribalmonsoon.com provided in a 
clear and detailed manner which supports the theory but imperialcrafts.com needed to provide 
more as our respondent from United Kingdom stated that he would have liked if there was 
some more detailed information about company itself. Both the web sites promised to secure 
personal information but respondent from USA and from UK considered it not important. Data 
presentation partially supported this point for both cases.  
 
Product or Services 
 
The respondents of both cases supported the theory of product search, terms and conditions and 
return policy. All the respondents’ interviews were reviewed and no differences were noticed 
between two cases on these points. 
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Regarding response to customer inquiries, respondents of tribalmonsoon.com found satisfied 
while imperialcrats.com respondents were unsatisfied from company due to slow process. In 
both cases respondents were satisfied from navigation of web site and supported the theory of 
site navigation. No differences were found according to respondents of both cases on FAQs 
section which fully supported the theory. Both the web sites do not have the facility of chat 
room which is inconsistent with the theory. Regarding personalized web page with company 
and contacting through e-mail, no differences were found with the theory and replies of 
respondent. 
 
Ordering & Payment Method 
 
Regarding ordering method, tracking account or ordering status, order fulfillment and payment 
methods, respondent’s replies of both cases were reviewed and no differences were noticed on 
these points. 
 
Outcome Quality of Electronic Services 
 
Regarding outcome quality of electronic services, as all the respondents were satisfied from 
web services of both web sites. Therefore, no differences were found on this point between two 
cases. 
 
During analysis of RQ.1 and RQ.2 of this study, we have found that these questions are 
interlinked in some factors. These factors are part of web site design and also a part of services 
such as feedback, FAQs and terms and conditions. We have also found that the theory in this 
respect also supported that some elements of web site design are also part of services. 
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6: Findings and Conclusions 
In this final chapter two research questions will be answered and conclusions will be drawn. At 
the end implications for practitioners, theory and further research will be addressed. 
 

6.1 How do companies design their web sites in order to undertake “ease   of use” and 
“customer confidence”? 

In this study we have tried to find two main areas, ease of use and customer confidence with 
respect to the website design. Keeping in mind that role of a website can’t be neglected at any 
stage in case of a virtual company that does not exist physically, because all the perception of 
customers about the company will be based on the website. There are various factors in web 
site design but we have chosen only two of them which are mentioned above. After discussing 
the first research, following results are concluded. 
 
Ease of Use  
Regarding clarity of purpose, the purpose of web site should be clearly mentioned on the home 
page otherwise it will create bad image and will lead to dissatisfaction among customers. 
Importance of domain name should not be neglected while designing a good web site. In this 
regard we have observed, if the domain name posses certain qualities like, an easy word, 
shorter in length and a lay man word with which people are already familiar or associated, then 
it will be a lot easier for the users to remember the name of the website. In both cases, we 
found that purpose was stated very clearly and selected domain names were representing their 
objectives.   
 
Effective and simple design of home page leaves first good impression on the consumers; 
otherwise it can result of losing customers. According to our observations the more it will be 
complex the users will find it more difficult to locate the information. All working links help 
the customer’s in navigation of the web site; smooth flow of links creates a good impression on 
the users. Consistent menus and sitemaps are also helpful for the customer at every page of the 
web site. The pages of web site should be small in size and consistent within the web site, 
because too big pages have to be scrolled down to view which may not be liked by customers.  
Search options are very helpful tool for customers who want to search something from the Web 
site. This search option should be at prominent place with full access because that's the only 
option which provides the user with the luxury to search specific information in a short time. 
The other important factor we have found in this study is the facility of the custom 
configuration which helps the customers to choose among the different part for a product 
according to their need.   
 
English is a global language; the navigation of web site will be more effective if provided with 
multiple languages. As we could understand from our cases that the main targeted market for 
their web sites was North America and UK. According to our point of view if they were able to 
provide multiple languages on the websites they could be able to attract customers from other 
European countries as well.  
 
The graphics of products supposed to be colored and should not compress the photo to that 
level where it becomes unclear. The small size of graphics increases the speed of web site so all 
the graphics should be of small size. Another way to increase the downloading speed is the use 
of minimal animated graphics.       
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Customer confidence 
After visiting the website the overall positive feeling of the user increases the confidence of the 
customer. Our findings generally support what the theories say, the research  indicates that 
apart from the design elements, order confirmation messages, quick feedback from company, 
proper FAQs section, accessibility & downloading speed and secure payment process are some 
of the issues that companies should adopt to increase the confidence of its customers, 
particularly we have found that if customers are not handled well during the order 
conformation process it will result in the frustration of the customers and loose their confidence 
and  loyalty. 
  
Our theory suggests having the option for the visually impaired people on the websites. But in 
our case, the web sties did not feel any necessity to have this option because normally impaired 
people don't buy products from this kind of websites as they are not able to see the products. 
On the other hand it could be important for other impaired consumers such as color blindness, 
hearing impaired, low vision and mute people.  
 
During our study we have found that it was difficult for our selected cases to follow all the 
issues related to websites because of technological, social, economical, cultural and political 
factors. 
 
We have reached on the following specific conclusions for RQ-1 after the above discussion. 
 

 This study describes that companies are designing simple homepage of their web sites; 
it not only makes the site appealing to the consumer but also helps to retain customers.  

 Regarding web site design it makes web site more impressive if the combination of 
background and text color are consistent and appealing to customers. 

 Availability of multiple languages on web site is important for non English speaking 
customers.    

 Simple and meaningful graphics play a more effective role by improving the efficiency 
of the website as it increases the downloading speed of the website.  

 Easy selection of product with all relevant information, presence of company’s polices 
and terms & conditions are tactics to attract the customers. 

 Order confirmation process and quick feedback response, are considered important 
factors that build the customer’s confidence towards web site.  

 

6.2 How are web sites used for enhancing customer services? 
 
The Web is rapidly becoming the platform for many companies to deliver services to business 
and individual customers. The number and type of on-line services are increasing day by day, 
and this trend is likely to continue at an even faster pace in the immediate future. Online 
customers expect fast, friendly and high quality services. They want choice, convenience and a 
responsive service with a personal touch. Online customer service is currently one of the 
challenges in online business success, because many companies have poor online customer 
service.  
 
We have found in this study that sufficient information about company enables the customers 
to make transaction online. Further security of personal information increases customer’s 
loyalty towards web site. Our study also shows that online customers want quick response from 
the web site. Failure to respond customer inquires could frustrate the customer and who may 
move towards the other rival web sites. It can serve as the most important element to satisfy the 
customers. 
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The online chat enables the visitors to contact with company web site by text based 
conversation in the chat room although some time customers don’t have much time to wait for 
reply of e-mails so for those customers who are looking for quick response.  
 
Customers feel satisfaction if the web site has a lineate return policy. Customer services quality 
enhances if FAQs link is available at home page with answers of all important questions. This 
feature on the web site potentially helps both the company ant its customers by reducing 
contact with the company which saves time for both parties. Product delivery information 
available at web site strengthens customer service confidence. Information about secure 
transaction or multi-payment system makes customers feel comfortable while making 
transactions with the web site.  

Keeping in view above discussion we have reached on the following specific conclusions for 
RQ-2 

 Detailed and clear information about company builds positive image of the web site in 
the minds of the customers. 

 The customer is more likely to purchase online if return policy is with minimal hassle 
and at no cost. 

 The customer will be loyal with web site if company has a faster response system. This 
not only helps to share information but also useful to solve customer problems.  

 Our study suggests that privacy and security polices of a website plays a vital and 
arguably most important role in customer satisfaction.   

 Customer feels satisfied after knowing when his/her order will be shipped and 
delivered.  

6.3 Limitations of the study  
 
Our research certainly has some limitations and most important of them are as following:  
 

 We have chosen websites which offer a particular one type of product / service and are 
from a third world country. 

 The main reason behind the fact that most of our findings support the theory is that, 
both of the websites are quite similar as they are best competitors in an industry but also 
enjoying monopoly.    

 There are many other areas which could be studied for example financial aspects but 
that was not area of focus in this study so that can be considered as the limitation of our 
study.  

 

6.4 Implications 
 
In the following section, implications for management, theory and further research will be 
presented. 
 
6.4.1 Implications for Management / Designers of web site 
 
From the study we have found that design of web site brings positive outcomes to the 
organization. There are several important factors that should take into account while designing 
a web site. These factors are listed below: 
 

 The web site design can help the company to change consumers into customers so a 
careful layout of web site should be made by the management. 
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 The web site design must be well-structured and continuously updated with rich content 
information to attain and retain the customers. 

 This study implies that the management should provide all information about the 
company and its products clearly. This information should also be updated regularly on 
the web site. 

  FAQs section should be updated according to the customer complaints and inquiries. 
 Online chat and quick feedback functions must be included in a web site. It’s an easiest, 

simple and inexpensive way to interact with the customers. 
 
6.4.2 Implications for Theory 
 
We have already discussed in first chapter that a few studies were conducted on web site design 
with the prospective of ease of use and customer confidence. Secondly, how customer services 
enhances through web site. The theories presented in this thesis have various aspects of web 
site design, ease of use, customer confidence and customer services. Importance of web site 
design and services theories discussed in first chapter of our research study followed detailed 
theories presented in the literature review chapter. The research purpose and research questions 
of this study indicated that is descriptive and partially exploratory. We have selected multiple 
case studies to find out our research questions, for this we have chosen two web sites from 
Pakistan. These cases were compared with the selected theory. The conclusion of this study 
contributes to the theory based on the empirical data collected from observations and through 
interviews from customers of these web sites. We wish that selected methods and conclusions 
of this study could help to future studies as a referenced guideline. 
 
6.4.3 Implications for Future Research 
 
Web site design and customer service are vast area for research, Because of day by day new 
technological innovations in this field. We have chosen only a limited part of this field which is 
ease of use, customer confidence of web site design and online services. There a several issues 
which need to be researched in future. Some of these issues are below: 
 

 We have researched only on two main aspects of the websites ease of use, customer 
confidence and website service this could be broader one and more aspects of websites 
could be included.  

 The sample size is small; in future it could be large sample size to find out better 
results. 

 We have selected similar cases in this study; the results may differ if cases will be 
dissimilar? 

 Both of our cases were from Pakistan, future studies can be conducted on other virtual 
companies from different countries. 
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Appendix A:  Observation Checklist 
.  
We have observed two web sites for our case study from user’s point of view; one is 
www.Tribalmonsoon.com and www.imperialcrafts.com.  We planned to perform the 
following observations as a checklist from our theories. 
 
Company Name: 
Company Business: 
Target Customers: 
 
Research Question 1: How do companies design their web sites in order to undertake 

“ease   of use” and “customer confidence”? 
 
Ease of Use 
Clarity of Purpose 

 Domain names 

 

Design 

 Home Page 

 Consistency, menus and site maps 

 Pages, text and clicks 

 Feedback 

 Search Options 

 Fill in forms 

 

Navigation 

 Custom Configurations 
 Page layout 

 Links 

 Hyperlinks 

 Language 

 

Content 

 Selection 

 Product / service information and availability 

 Delivery information 

 Policies, charges, terms and conditions 
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Communication 

 Background and Color 

 Graphics 

 Animation 

 

Customer Confidence 
Order Confirmation 

Feedback 

FAQs 

Accessibility & Speed  

Security and Privacy 

 Authentication 

 Confidentiality 

 Encryption 
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Appendix B: Interview Guide (For Research Question 2) 
 
Name of Respondent: 
Sex: 
Age 
Location 
Occupation 
 
General Information 
How many years you are buying from this web site? 
How many transactions you did with this web site?  
 
Web Policy 
 
Do you consider information about company on its website is helpful for your purchase? 
Do you think the information on this website about company, satisfies you?  
Do you feel your personal information is secure while interacting with web site?  
 
Product or Service 
Is web site simple in finding information about product / services?  
Have you ever negotiated online (about the price, product color, design or quality) with the 
company? 
Does company offer the return policy? Have you ever claimed? 
 
Customer Support Service 
How much time company took to respond your Inquiries? 
Do you think web site is user friendly? How? 
Does frequently asked questions (FAQs) section provide answers for all queries?  
Does the web site provide the facility for online chat? 
How do you contact with the company while facing any problem with web site? 
Do you have a personal web page on the company’s web site? 
 
Ordering and Payment Method 
 
How you place your order to company? 
Do you track your order status online?  
Do you think web site is secure for making payment? 
Do you receive your order on time? 
 
Outcome Quality of Electronic Services 
 
Are you satisfied with the services provided by the web site? If not how do you think they can 
improve their services? 
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Appendix C 
 
 
Appendix C-1 
 
 

 
 
Home page of company (tribalmonsoon.com) case one 
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Appendix C-2 
 
 

 
 
 
 
Home page of (www.imperialcraft.com) case two 
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Appendix C-3 
 

 
 
The above screen shot is the feedback from case one.  
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Appendix C-4 
 

 
 
The above screen shot is the feedback from case two.  
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