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Abstract 

 

The theory of internet marketing and consumer behaviour in online markets has been intensely 

examined over the years. The aim of this paper is to provide an empirical analysis of the website 

elements, which affect customer behaviour in online markets. Emphasis will take place on the 

elements of customer’s satisfaction, trust, commitment and loyalty to a vendor’s website which 

are attached to the likelihood of visiting the website in the future and recommend the website to 

someone else. The objective is to explore these factors and evaluate a proposed framework 

explaining the interaction between them. The research framework was derived from marketing 

and information systems literature. The conceptual model proposes that, the main two factors 

affecting consumers’ satisfaction are: website design and information content. The research 

methodology is supported firstly, by the evaluation of a number of airline websites according to 

a set of criteria and secondly, by questioning a number of people. A survey has been developed 

to collect data from the participants. Each participant has been asked to study a website and then 

answer a number of questions related to the features of this particular website. The purpose of 

the data analysis was to examine the features of a website, which affect customer satisfaction and 

examine the relationship between customer satisfaction and trust, commitment and loyalty. By 

developing a number of hypotheses we were able to evaluate the elements of our research 

framework and draw conclusions about the interaction and relationship between each variable.  

The findings of this research provide evidence for the relationship between the features of a 

website affecting customer satisfaction, which is then related to greater levels of trust, 

commitment and loyalty. The results of our study showed that customer satisfaction is directly 

and positively influenced by website design and information content respectively. Furthermore, 

by observing the results we can claim that customer satisfaction is directly related to greater level 

of trust, commitment and loyalty. It has been said that the aim of internet marketing is to create a 

decent and reliable communication with the customers. Consequently, for a business which 

operates online it is essential to analyze carefully the elements and features of a successful and 

effective website and examine thoroughly the perspective users of the online market.  
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“Business has only two functions: 

Marketing and Innovation” 

 

Milan Kundera – Czech Novelist,  
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1.1 Introduction 

 

The theory of internet marketing and consumer behaviour in online markets has been intensively 

observed over the years. However, a huge number of researches do not comprehensively study 

the view of the aspects of an effective and successful website. Each year the number of 

organizations that utilize the Internet for marketing purposes increases. Correspondingly, an 

increasing number of consumers use the internet not only for gathering information but also for 

purchasing goods. A website is the front page, the first picture for organizations that operate 

online and it is better to be developed in a way that brings customers close to the online market 

and form good impressions. The Internet had become a vital marketing medium for businesses 

all over the world. Many studies have examined the online consumers’ behaviour. As a result, 

issues such as an effective website that has the potential of customer satisfaction and trust, 

commitment and loyalty become of immense importance.  

The first chapter starts with a general outline of the concepts of internet marketing, website 

design and consumer behaviour.  Thereafter, this chapter introduces the reader to the objectives 

and the research focus of this research. The second chapter provides the theoretical background 

of the key concepts. Starting with the theory of Internet, the world of Internet Marketing and 

how it affects consumers’ behaviour it presents the relevant literature. This chapter also presents 

previous models on the concept of internet marketing and the website elements which have been 

determined to affect consumer’s behaviour. The next chapter is concerned with the research 

methodology. In chapter 3, the methods in which the data will be collected and analyzed are 

introduced. Additionally, this chapter provides the proposed framework that will be evaluated. 

The fourth chapter presents the findings of this research, which are based on collecting data 

through questionnaires and evaluating a number of websites according to a set of criteria. In this 

chapter the results are explained through graphs. Finally, the fifth chapter is concerned with the 

discussion of the results, concluding to the main findings and recommendations for future 

research. 

The core of this study is the in depth investigation of the website features, which affect customer 

behaviour and lead to higher levels of customer satisfaction. Furthermore, emphasis will take 

place on the elements of trust and commitment to a website which may have an impact on the 

acquisition of customers. Finally, the purpose of this research is to propose a model including the 

main components, which contribute to the effectiveness of a website together with the positive 

affection of customer satisfaction. To sum up, the current research will demonstrate the elements 
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of a website as they impact on customer satisfaction, website trust, commitment and loyalty in an 

online market.  

1.2 Definitions of key concepts 

 

It is an important preliminary issue to define the terms ‘Internet marketing’, ‘consumer 

behaviour’ and ‘website design’. As mentioned by the American Marketing Association (1985), 

“Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchanging offerings that have value for customers, clients, partners, and society 

at large.” In this paper we will focus on internet marketing that is explained as the marketing of 

products or services over the Internet. Internet marketing binds together creative and technical 

aspects of the Internet, including design, development, advertising, and sale. A more official 

definition of Internet Marketing is the definition stated by Chaffey et al. (2006) as follows, 

“Internet Marketing is the application of the Internet and related digital technologies in 

conjunction with traditional communications to achieve marketing objectives”. 

Besides, Michael Solomon et al. (2006) stated that, a precise way to define ‘consumer behaviour’ 

is to say that “...is the study of the processes involved when individuals or groups select, 

purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires”. 

In our study consumer behaviour is the way of interacting with an online market, communicating 

with the business and coming to decisions, which are influenced by the presentation of the 

market. 

On the other hand, websites are storehouses of information and they could be categorized in two 

parts: content and design (Huizingh 2000). Content refers to the information provided from a 

website, while design is the way by which the website is built and the information is presented to 

the consumers (Ranganathan & Ganapathy 2002). We use these two definitions in our research 

and the proposed framework. 

 

1.3 Research Focus  

Although there have been several research proposals on the website elements affecting the 

consumer behaviour, the identification of the factors related to an effective website are of 

immense importance. While Information Technologies grow, the marketing appears to be 

directly related to technology. It is important for businesses to know what satisfies a customer 
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and what makes a website effective and successful. Despite the large amount of papers 

describing the factors of an effective website, no particular effort has been undertaken to connect 

the website element with the customer overall satisfaction, trust, commitment and loyalty.  

Therefore, in this paper we identify the key dimensions for a successful website which are 

related to the consumer behaviour. Our goals are to propose a research framework, investigate its 

integrity by identifying factors that are critical to the success of a website and relate these factors 

with the satisfaction perceived by online users. Our aim is to examine a set of criteria that can be 

used for evaluating a website for its success and effectiveness. At the end, the objective of this 

particular study is to develop a model presenting the main factors that are concerned to influence 

customer satisfaction in online markets, which is then related to higher levels of trust, 

commitment and loyalty. And as Porter (2001) claims, “The established companies that will be 

most successful will be those that use Internet technology to make traditional activities better and 

those that find and implement new combinations of virtual and physical activities that were not 

previously possible”. 
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CHAPTER  2 

 
Literature Review 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“This is not your father’s marketing.  

Instead of “do it right no matter what”,  

search marketing demands that you  

“do it wrong quickly and then fix it.”  

 

Mike Moran, IBM 
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2.1 The Internet 

We can claim with certainty that we live in the age of the Internet, the golden age of technology. 

As mentioned by Hamill (1997), the Internet is “...a network of interlinked computers throughout 

the world operating on a standard protocol which allows data to be transferred between 

otherwise incompatible machines”. It is used all over the world by millions of people for its 

countless benefits such as collaboration, file sharing and media streaming. A huge amount of 

literature is related to the way with which many different businesses employ the Internet to 

create new methods of interacting and communicating with their customers.  

 

Today, the use of the Internet is booming. The following figure presents the number of people 

using Internet Technology in the main regions of the world.  It can be clearly seen that the 

Internet users all over the world are being counted in millions and the number is getting 

increased every year. It has been said that in the year of 2010 the numbers of users might 

approach the 2 billion.  

 
Figure 2.1. Internet Users in the World by Geographic Regions 

Source: Internet World Stats – www.internetworldstats.com/stats.htm 

 

Nevertheless, the influence of Internet-based systems goes ahead of the number of users; as 

Castells (2003) reports, an important factor is also the quality of use. Porter (2001), states that 

the technology of the internet can be used by any company and as a part of almost any strategy. 

But how should companies employ the technology of the internet to gain the competition? 

Different kinds of activities like economic, social, political and cultural are being held over the 

internet. Businesses that aim to contribute in electronic market should underscore on the 

Technology and the Internet (Grewal, Comer & Mehta 2001).  Businesses should use the Internet 
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intelligently and, wisely choose what it is best for them and for their future profits.  

 

Based on the report of Hoffman & Novak (1996), the Internet is so powerful that it can 

drastically modify the way businesses interact with their customers. A smashing example is the 

Tesco, well-known UK Retail shop, which shifted its market to the online marketing and as a 

result to that its sales increased up to 32% per year. Laura Wade-Gery, chief executive officer at 

Tesco.com in an interview about Tesco.com said: 

 

“Having an extremely strong existing brand, the power of the Internet, and our 

ability to use it – these are the key factors to our success. There is virtually no 

limit to what we can sell be it physical goods or services, and where we can sell 

it.” 

 

On the other hand, Porter (2001) supports that many organizations influenced by the enormous 

growth of this new medium have lost their main target in competition and made many bad 

decisions related to their strategy and business. Regrettably, the internet has both a negative and 

a positive side. The bright side it is that of raising the efficiency and effectiveness of the 

organization, creating new ways of communicating with the customers and opening news ways 

of competition. Although, the negative side of the Internet is that it brings more companies into 

the game of competition (Porter 2001).  At the end, as Porter (2001) declares, “The winners will 

be those that view the Internet as a complement to, not a cannibal of, traditional ways of 

competing”.  

 

2.1.1 Internet and competitive advantage 

 

A precise way of a definition of the term of competitive advantage is, as Porter (1985) stated to 

say that “… is about taking offensive or defensive action to create a defendable position in an 

industry, in order to cope successfully with competitive forces and generate a superior return on 

investment”.  Furthermore, as Barney J (1991) reports, when a business employs a strategy that 

is not being implemented by another competitor is said to have a sustained competitive 

advantage. It is essential to be on the very top of competition when the benefits of this strategy 

cannot be duplicated by another organization. 
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Porter (2001) argues that businesses can achieve a sustained competitive advantage in two ways: 

operational effectiveness and strategic positioning. Operational effectiveness corresponds to the 

way a business does the same things with its competitors but does them in a greatly better way. 

Internet has the ability to enhance the operational effectiveness by transferring the information 

quickly and improve the way a business operates. Instead, strategic positioning refers to the 

ability of the business to do things differently from competitors and give the entire organization a 

unique type of value. The Internet affects strategic positioning by enabling the business to offer 

different features and services. 

In the last 20 years astonishing changes in information technology have been observed. 

Nowadays, companies use Internet-connected high-powered workstations, notebook computers 

with integrated wireless, servers and dozens of other smart devices. Forward-looking 

organizations can gain real advantages by just utilizing the new IT opportunities. By using the 

technology, companies establish long-term strategic advantages and gain higher and privileged 

profits than their competitors.  

On the other hand, Nicholas Carr (2003) in his piece of writing titled “IT Doesn’t Matter”, 

argued that Information Technology was becoming a routine input that could no longer enable 

firms to achieve a strategic advantage and therefore continued investment in IT is a poor 

strategy. The disagreement between Carr and the economists is a matter of their different 

perspectives. Economists provide evidence that IT creates value when examining data across 

hundred of firms or an entire economy. Carr was highly interested in the ability of IT to alter a 

sustainable competitive advantage for an organization. Nevertheless, Internet combined with 

other technology software, has turned Information Technology into a very powerful tool for 

business strategy. This massive strategy medium can provide a business with highly integrated 

systems that reinforce the organization’s sustainability.  

 

2.2 Internet Marketing 

 

Based on Chaffey et al., (2006), we can say that “Marketing is the management process 

responsible for identifying, anticipating and satisfying customer requirements profitably”. With a 

customer-centered perception, as proposed by Smith and Chaffey (2005) Internet Marketing can 

be used as follows: 

• Identifying – by using the Internet for marketing functions the customers’ needs and 
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wants can be addressed. 

• Satisfying – an important factor in Internet marketing is to achieve customer satisfaction. 

• Anticipating – customers can access the Internet to gather information and make 

purchases. 

The key element of the online marketing is the level in which the organization is related with its 

customers. The next figure shows the different marketing activities of customer relationship 

management.  

 
Figure 2.2.The marketing activities of customer relationship management - CRM (Chaffey et al 2006) 

 

Firstly, businesses should select the kind of customers that will use the website and the kind of 

activities that will be able to perform. Every business should underscore to the acquisition of 

new customers by providing marketing activities enhancing the relationship between the 

business and the customers. When the customer chooses to interact with the organization it is 

more likely to interact again if the business uses marketing activities that satisfy his/her needs 

and preferences. Additionally, businesses should extend their activities to satisfy different kinds 

of users. These steps are related to each other in a way of enhancing the relationship between the 

business and the customer and enabling the commitment to the organization.  

 

2.2.1 Categories of Internet Marketing 

 

Hofacker (2001) divided Internet Marketing into four categories: communicating, selling, 

providing content and providing a network function. 

 

Communication 

A range of different businesses uses the Internet as a way to communicate with their customers.  

Marketers can use this essentially useful medium to build relationships with new customers or 

enhance the interaction with existing customers. Internet provides many alternative options for 
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marketers that help them to interact and communicate with the consumers. Email, email lists, 

online chat and forums offer quick and easy communication between different parties. 

 

Selling 

Consumers today have less time to work. Companies use direct marketing to sell their goods. 

The significant advantage of the Internet selling is that it is available 24 hours per day, 7 days per 

week. Large and small businesses develop websites and sell via the Internet through innovative 

use of technology and more attractive features than in traditional marketing. The way the 

information appears to the consumer can affect the online decision of purchasing a product. As 

to that, firms should pay attention on the designing and structuring of an effective website. 

Moreover, online selling sites can be used to offer much more products than can be shown in a 

printed catalog. In addition, consumers can enjoy self-service services such as, tracking their 

purchases and orders or saving their information to be used in later transactions. 

 

Providing content 

Businesses must provide their customers with all the necessary information about their company, 

their services and products. A content website allows visitors to interact with interesting and 

useful information and not with unnecessary and irrelevant data. Every website should have the 

capability of keeping people on the website and getting people to return. Companies performing 

in the world of internet marketing should create websites that provide all the needed information 

to their customers by keeping the content fresh and updated.  

 

Providing a network function 

Except from content, websites can also provide useful functions for visitors. This can be done by 

using the network to make access to information provided by another website possible. For 

example, Yahoo! created a menu for websites that enables owners of other websites to register 

their URLs.  

 

2.2.2 Benefits for the Marketer 

 

Smith and Chaffey (2005), identified the 5 Ss of Internet marketing which propose five benefits 

for the organizations to implement Internet marketing.   
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Sell 

Customers use the internet to gather information about products and services. They may be 

browsing online looking for prices or special offers before they visit the store. Companies should 

offer their customers both the online and offline experience of shopping in order to achieve a 

wider variety of customers; those who shop online and those who prefer to visit the store. For 

example, EasyJet is a leading airline company that firstly use phone to sell customers flight 

tickets. After converting its market strategy to online selling through a website its sales have 

grown dramatically to the point where it now sells most of its tickets over the web.  

 

Serve 

Website should serve or add value in order to improve customers’ experience. Additionally, 

websites should be customer-oriented and employ ways that give users extra benefits and values.  

For example, Amazon uses information about each registered customer and personalizes the 

content according to individual preferences and needs. The website provides users with 

recommendations on relevant products according to a browsing history of each visitor. In short, 

Amazon enhanced customer experience by providing personalization and helping them gather 

the information needed quickly and easily.  

 

Speak 

Speak is one of the benefits of internet marketing and it refers to the way of speaking and 

communicating with customers. Organizations should use chat rooms, questionnaires and forums 

to communicate with their customers and enhance their relationships. Speaking to customers, 

recommend products and answer to questions and queries can make customers’ feel more 

satisfied. For example, Apple uses discussion forums to help customers find information about 

products, prices or answer some of their queries.  

 

Save 

Saving money and time is an indispensable issue for each organization. Savings emerge in 

customer service, printing and distribution.  A good system should enable customers to help 

themselves and as a result it would save precious time and money to the company. For example, 

Fedex estimated that they save a big amount of money when they serve customers through the 

website. People are self-serviced through online help functions, such as FAQs. As a result, more 

customers are being served in a fewer time than before. In addition, sending annual reports, 

promotions and special offers through e-mail can save both money and time. 
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Sizzle 

Organizations should take opportunity of the countless advantages of the Internet as a medium to 

add some ‘sizzle’ to their brand. Internet helps businesses to improve their image by adding new 

unique services, build the company value and formulate an unforgettable customer experience by 

providing interactive facilities. For example, several years ago the pop band Oasis, offered a free 

CD attached to The Sunday Times newspaper. The CD included four new tracks that could be 

played on a PC for only four times. After that the user was automatically directed to the website 

of HMV to buy the album.  

 

The following table summarizes the 5 Ss of Internet Marketing and their objectives for an 

organization. 

 

Table 2.1. The 5 Ss of Internet Marketing (Source: Smith and Chaffey, 2005) 

Benefit of e-marketing How benefit is delivered Typical objectives 
Sell – Grow sales Achieved through wider distribution 

to customers you can’t readily 
service offline or perhaps through a 
wider product range than in-store, or 
lower prices compared to other 
channels. 

• Achieve 10% of sales online 
in market 

• Increase online sales for 
product by 20% in year 

Serve – Add value Achieved through giving customers 
extra benefits online or inform 
product development through online 
dialogue and feedback 

• Increase interaction with 
different content on site 

• Increase dwell-time duration 
on site by 10% (sometimes 
known as ‘stickiness’) 

• Increasing number of 
customers actively using 
online services (at least once 
per month) to 30% 

Speak – Get closer to customers This is creating a two-way dialogue 
through web and e-mail forms and 
polls and conducting online market 
research through formal surveys and 
informally monitoring chat rooms to 
learn about them. Also speak through 
reaching them online through PR 

• Grow e-mail coverage to 50% 
of current customer database 

• Survey 1000 customers online 
each month 

• Increase visitors to 
community site section by 5% 

Save – Save costs Achieved through online e-mail 
communications, sales and service 
transactions to reduce staff, print and 
postage costs 

• Generate 10% more sales for 
same communications budget 

• Reduce cost of direct 
marketing by 15% through e-
mail 

• Increase web self-service to 
40% of all service enquiries 
and reduce overall cost-to-
serve by 10% 

Sizzle – Extend the brand online Achieved through providing a new 
proposition and new experience 
online while at the same time 
appearing familiar 

• Improve branding metrics 
such as: brand awareness, 
reach, brand favorability and 
purchase intent 
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2.2.3 Internet marketing Vs Traditional marketing  

 

The use of the Internet as the core digital medium for communicating with the customers makes 

Internet marketing differ from traditional marketing communications. McDonald and Wilson 

(1999) described the ‘6 Is of the e-marketing mix’. The six Is illustrate the differences between 

internet marketing and traditional marketing communications. 

 

1. Interactivity  

The Internet should be used to provide two-way communication between the customer and the 

business.  A wide range of companies use their website to interact with their customers by 

presenting information about competitions, special offers and promotions. Websites should 

engage interactive features as to make the online experience more fascinating. By interacting 

with the website, users feel like they can control the system and make the online market seem 

more trustworthy. After that, their aim is to make customer feel more comfortable and safe in 

providing their personal information.  

 

2. Intelligence 

The Internet can be used as a medium to collect information about customer perceptions of 

products and services. Every company should find a way to recognize if its customers are 

satisfied or if they have concerns about the products or services available. Marketers can gather 

this information by using web analytics approaches. These include techniques to build the 

knowledge of customer preferences and behaviour by reviewing traffic volume on a website, 

customer satisfaction surveys and click streams. 

 

3. Individualization 

A vital characteristic of the internet marketing is that it can be customized to the individual’s 

needs and preferences. Moreover, referred as personalization, is the most important part of a 

website as it makes the customer feel like everything is delivered to him according to his 

preferences and needs. Amazon.com is the most widely known example in which the customer 

gets recommendations according to previous purchases and his browsing history.  

 

4. Integration 

The Internet can provide integrated marketing communications. As mentioned by Smith and 

Chaffey (2005) there are two ways of communicating with customers. The first one is referred as 
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outbound Internet-based communications. The organization uses the website to gather 

information about customers and then use the e-mail to communicate with them by sending 

personalized information. Second, inbound Internet-based communications offer the ability to 

customers to ask questions and solve their problems by sending e-mails or by filling a web-based 

form. The Internet can be used to support the buying decision with many special and innovative 

ways. A good example is the Dell’s website, which provides a specific phone number with which 

customers can place their orders by phone.  

 

5. Industry restructuring 

Industry restructuring has to deal with the terms of disintermediation and reintermediation. 

Disintermediation refers to “…the removal of intermediaries such as distributors or brokers that 

formerly linked a company to its customers” (Chaffey et al 2006). Instead, reintermediation 

refers to “...the creation of new intermediaries between customers and suppliers providing 

services such as supplier search and product evaluation” (Chaffey et al 2006). 

 

6. Independence of location 

Technology makes the world come closer. Organizations can extend its communications to 

different countries and make an effort to contribute to the global market. By adopting the 

Internet, organizations can grow their business and sell to markets all over the world. Internet 

technology expands the reach of the business to countries without a local brand.  

 

 

2.3 Online Consumer Behaviour 

 

There are two ways in which consumers use the Internet to interact with organizations. A 

consumer may only search for information in a website or may search for products to buy. 

Businesses should make effort to understand the theory of consumer behaviour if they longing in 

gaining a high place in today’s competitive market.  Even though, many studies have not yet 

come to an ending point on how customers interact with the websites. Very little has been 

revealed from studying the online consumer behaviour. It is pointed out by Dan Hill (2003), that 

marketers don’t really understand the way consumers make decisions. Dan Hill (2003) 

characterized this by saying that “...it is more like Copernicu’s revelation that the earth goes 

around the sun rather than vice versa because the new insights fundamentally challenge our 

sense of who we are and how we operate”.   



 24

Today, it is a challenge for organizations to know their customers while when consumers are 

introduced to new technologies their behaviour changes (Zinkhan and Watson 1998, p.6).  A 

great amount of studies have examined online consumer behaviour. A recent research supports 

that it is very difficult to understand the online consumer behaviour as each day businesses and 

the marketing place is being transformed (Koufaris 2002). Koufaris (2002) has also examined if 

the emotional responses to a website may affect customers to visit the website again. The results 

revealed that the factors affecting the intention to return to a website are the enjoyment of the 

shopping experience and the usefulness of the web site (Koufaris 2002). It is a very important 

issue for the marketer to review the factors influencing consumer behaviour since different types 

of websites may need to accommodate different types of consumers with unique attributes. 

Cheung et al. (2003) proposed a model for online consumer behaviour as it is shown in the 

following figure. 

 
Figure 2.3.Consumer Behaviour model by Cheung et al. (2003) 

 

In their report, consumer characteristics refer to the characteristics of the individual consumer as 

a person, such as knowledge, attitude, level of trust etc. Furthermore, their model proposes that 

environmental factors like culture, exposure to mass media and social influence affect the online 

consumer behaviour. Another factor, which influences the decisions of the online consumers, is 

the knowledge of the product and services. Medium characteristics refer to the ease of use and 

security in the e-commerce activities. What's more, website design, ease of navigation and 
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overall structure of the interface are proposed as factors that affect the online consumer in 

making decisions. Finally, merchant and intermediary characteristics refer to the service quality 

of the e-commerce site, the level of privacy and security and the brand reputation. Intention, 

adoption and continuance refer to the determinants of consumer online intention to buy a 

product, the adoption of the consumer by using factors that affect his/her satisfaction and the 

retention of the consumer to visit the website again and repurchase.    

 

2.3.1 Models of Online buyer behaviour 

 

Lewis and Lewis (1997) have spotted five different kinds of web users: 

• Directed information-seekers. These users look for information about specific products. 

Their intention is not to buy but to search for information. 

• Undirected information-seekers. These users regularly browse and change websites by 

following hyperlinks. They referred to as ‘surfers’ because they look around the websites 

to find something interesting. 

• Directed buyers. These users visit a website with the intention to buy products online. 

They search specific products and make the transaction. 

• Entertainment seekers. These users visit websites that offer entertainment features, such 

as quizzes, puzzles and multi-player games. 

• Bargain hunters. This type of users search to find special offers such as free samples or 

competitions. 

 

2.3.2 Characteristics of Information Processing 

 

According to Hofacher (2001), the information that is presented on a website is processed by the 

human mind in five separate stages: exposure, attention, comprehensions and perception, 

yielding and acceptance, and retention. The stages are described below: 

 

Exposure 

The content must be presented for a long time in order to be processed by the user. The user 

might not process messages that quickly disappear of the screen or words that cannot easily be 

read. 
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Attention 

People have a tendency to give attention to things related to their expectations and needs. 

Attention is influenced by the visual appeal of the information presented on a website. Users 

notice things that move or are bright and loud.   

 

Comprehension and Perception 

The terms ‘comprehension’ and ‘perception’ are related to the process of understanding and 

observation of an element and the connection of the information stored in our memories. When 

users look at a picture or a word they automatically relate this information with the information 

stored in their minds.  

 

Yielding and Acceptance 

The information must be up to date and truthful in order to be accepted by the users. Users may 

not accept the content of the website if it does not seem professional and support the services 

provided by arguments.  

 

Retention 

The term of ‘retention’ refers to the extent in which the information of the website will be 

remembered by the user. It is accepted that information from a website that is well organized will 

be easier to remember. 

 

According to these five characteristics, websites should be developed to cover if not all, most of 

these aspects as to gain the attention of the visitor. Websites are used by different kind of people 

with different levels of understanding and capturing the information provided to them. The five 

stages of information processing should be considered as critical points when developing a 

website aimed to the acquisition of new customers. 

 

2.3.3 Satisfaction, Trust, Commitment and Loyalty 

To address issues such as satisfaction, trust, commitment and loyalty, it is vital to present a 

review of the relevant literature concerning the variables mentioned. A definition of trust based 

on Mayer et al., (1995) is “...the willingness of a party to be vulnerable to the actions of another 

party based on the expectation that the other will perform a particular action important to the 

trustor, irrespective of the ability to monitor or control that other party”. A business should build 
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online trust as to make users feel more comfortable interacting with the online market and 

consequently enhance the relationship between its customers. A study by Warne and Holland 

(1999), distinguished two types of trust: innate trust and subjective trust. As they make clear 

innate trust refers to the individual’s tendency to trust others by having in mind previous 

experiences or relevant attributes. Nonetheless, subjective trust is the trust related to a particular 

situation. Yoon (2002), makes a distinction between seven mechanisms of online trust: security 

assurance, reputation, web searching, fulfillment, presentation, technology and interactions. 

Another research reports that online trust is influenced by detailed information about products 

and online service (Chen & Barnes 2007).  

 

However, Severt (2002) stated the term of satisfaction “…as an affective consumer condition 

that results from a global evaluation of all the aspects that make up the consumer relationship”. 

User satisfaction is the greatest measure of website success. Moreover, commitment appears to 

be related to high emotional feeling between the interacted parties (Geykens et al., 1996; Meyer 

et al., 1993) and finally, loyalty refers to the intention of a user to visit the website again and 

again.  

 

2.4 Internet Marketing: Implementation and practice 

 

2.4.1 Effective Website 

 

The aim of the Internet Marketing is to create and maintain a website that offers the services 

provided by the company. Based on Chaffey et al (2006), ‘Effective’ means that the internet 

communications must deliver to their audience whatever they are looking for. The website 

should include detailed information about the products and services and at the same time it must 

deliver results to the company. The question is ‘What makes a website effective?’. Alison 

Lancaster, head of marketing and catalogues at John Lewis Direct remarks: 

“A good site should always begin with the user. Understand who the customer is, 

how they use the channel to shop, and understand how the marketplace works in 

that category. This includes understanding who your competitors are and how they 

operate online. You need continues research, feedback and usability testing to 

continue monitor and evolve the customer experience online. Customers want 



 28

convenience and ease of ordering. They want a site that is quick to download, well 

structured and easy to navigate.” 

Websites are the core target in the road of the online marketing competition in attracting new 

customers and maintaining existing ones. A website’s aim is to meet customers’ needs, 

preferences and expectations. If it fails in doing this then the website may no longer be 

characterized as effective. Therefore, it is obligatory to study and understand consumer 

observations by studying consumer behaviour and find out what makes a website effective 

(Donthu & Garcia 1999). 

 

2.4.2 Planning and building 

First of all, building of a website must start with the planning of the development. Without a 

structured plan the website might not deliver the needs to the end-users and this will cost money 

and time to the company. The company should answer to questions such as:  

• Who the users of the website will be? 

• What are the marketing outcomes we want to be delivered by the website? 

• What should the content of the website be? 

• Which services will be provided? 

By answering these questions the company should have the marketing design elements to be 

achieved. According to Chaffey et al., (2006) important factors of the marketing design are: 

• Customer acquisition - the company should engage marketing activities, which build 

relationships with new customers.  

• Customer conversion - the website has to use features that engage first-time visitors. 

• Customer retention – the organization must use marketing activities to maintain its 

existing customers. Users can change to another website very easily. For that reason it is 

important for every organization to find ways that will keep its customers and make them 

use again the website in the future. 

• Service quality – the website navigation, performance, availability and responsiveness to 

enquires affect service quality.  

• Branding – the website must offer direct interaction with the brand. In addition, it is very 

important to explain all the brand offers. 
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According to Bevan (1999), an effective design is dependent on three factors: 

1. Effectiveness is the situation where the tasks are completed correctly and completely. 

2. Productivity is the situation where the tasks are fulfilled in an adequate length of time. 

3. Satisfaction is the feeling in which the users are satisfied with the interaction with the 

website. 

 

2.4.3 Designing the website 

It is an important issue for the marketer who wants to extent his/her activities in the field of 

internet marketing to distinguish the website design factors affecting the user. It has been said 

that the usability of the website can lead to the effectiveness of a website, the efficiency and 

satisfaction of the entire online action. Jakob Nielsen explains the term of usability in his 

‘Usability 101’ report with the following statement: 

“On the Web, usability is a necessary condition for survival. If a website is difficult 

to use, people leave. If the homepage fails to clearly state what a company offers 

and what users can do on the site, people leave. If users get lost on a website, they 

leave. If a website’s information is hard to read or doesn’t answer users’ key 

questions, they leave. Note a pattern here?” 

To create a website that perceives usability it is important to identify the factors making a 

website effective. Nielsen (2000) identifies the important factors affecting the success of a 

website and introduces three primary areas: site design and structure, page design and content 

design. 

Site Design and Structure 

The website structure is one of the main factors for an effective website. Designers build a 

variety of websites according to their purpose. Some general observations about the structure of 

a website and their influence on consumers have been identified by many researchers. Rosen and 

Purinton (2004) have grouped the design factors into three categories. These results are based on 

questionnaires of a group of students and the categories are as follows: 

• Coherence – this refers to the simplicity of design. The overall site structure must be easy 

to read by avoiding overcrowded information. In addition, the website should use an 

adequate font size and text color. 
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• Complexity – the information provided should be categorized in different topics in order 

to reduce the complexity of the website structure and appearance. 

• Legibility – users have to be able to easily read the information and navigate throughout 

the website. The use of a site map helps the user to know where he/she is and how to get 

to the page of his/her interest. Also, it provides a general structure of the website and 

shows the information and services provided. The user can easily identify the pages 

he/she wants to visit in order to satisfy his/her needs.  

There have been many studies concerning the website design that best satisfies the users. Each 

research has identified the main factors affecting the success of a website. By studying a large 

number of reports on this subject we can conclude that a website should have a simple design 

and structure. An effective website design will have a personality of style and use images and 

colors that help the presentation of the information. Additionally, the site should be easy to 

navigate by accommodating clear links and connections to the appropriate spots. If the website is 

built on a consistent user interface then the user will easily navigate through the different pages 

and find the information needed. Designers should never create a website structure that leads to 

the questions; Where am I? Where do I want to go? Where have I been? 

Page Design 

The page design refers to the way in which each page is being presented. The menu options and 

the use of headers and footers are some of the factors which might improve the effectiveness of a 

website. For example, the use a menu system at the top of the page allows more space for 

content below. It is essential for the designers to create pages with the same or similar layouts in 

order to help visitors to form a standard visual picture of the website and navigate more easily.   

Content Design 

Users visit websites to find the information they need. If they don’t find the appropriate 

information, they switch to another website. Organizations desire to achieve marketing actions 

by using the website; If the customers do not understand what they buy they will leave. It is 

essential for each business to state who they are, what they offer and how to contact them. The 

website should provide the user with all the information about the company, the products and the 

services. Moreover, the information must be updated frequently in order to keep customers 

informed about new products and offers. The following figure summarizes the aspects of 

information content of a website. 
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Figure 2.4. Information characteristics (Source: Chaffey et al., 2006) 

2.4.4 E-Services 

An e-service is an Internet-based customer service that enables customers to serve themselves by 

interacting with processes offered by the organization (de Ruyter et al., 2001, p.186). The 

website should be reliable, responsible to help the customers with accurate answers and quick 

service. E-service quality can give organizations the advantage they need to gain the competition 

in the market place and enhance customer relationship. Marketers must be careful in choosing 

the right e-services that will help their business to grow and keep their customers satisfied. There 

are many Internet-based tools to help companies provide online services to their customers. 

Some of them are described below: 

Personalized Web pages 

The personalized page records customer’s purchases and provides the customer with customized 

information about the products. When the customer logs on to the electronic e-commerce 

website, the page displays the information related to his/her preferences and interests. 

Personalization is important for Internet Marketing, and especially to increase customer loyalty 

and commitment as it aims to tailor information to an individual’s needs. In his research, Shuk 

Ying (2006) showed that users desire to use personalized websites but simultaneously they are 

concerned about security issues.  

 

FAQs 

FAQs are the simplest tool to provide answers to common questions about products and services. 

Customers use this tool to help themselves and find the answers they need. This offers many 
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benefits to the company such as more time for customer service people to handle more complex 

questions that cannot be solved without human interaction.  

Chat rooms 

A chat room is a place that offers real time online text chatting between customers and 

employees of the organization. This tool enhances the relationship between the customers and 

the people related to the organization. Additionally, customers can ask questions and get answers 

through online chatting with experts. Prospective customers are able to seek the opinions of other 

users through a chat room and get information about the products offered by the business. 

E-mail and automated response 

E-mail is the solution for every organization that seeks to send quickly and easily information 

about its products to a variety of receivers. Automated e-mail reply responses to customer 

inquiries by distinguishing key words and immediately respond to ordinary queries. This service 

saves precious time for the company and helps the customers with their enquiries accurately and 

cost-efficiently.  

Help desk and call centre 

When customers have queries they can communicate by telephone, fax or e-mail. This service is 

called call centre because this communication was initially done by phone. Now, customers have 

many ways to contact the business and collect the information they need or get answers on their 

questions.  

 

2.4.5 Service Quality 

It is essential for a business that extends its markets in the field of internet marketing to deliver 

service quality. This means that organizations should review some marketing frameworks for 

determining level of service quality. The term service quality has been defined by Zetiaml et al. 

(2000) as the ability of a website to serve shopping, purchasing and delivering of products and 

services efficiently and effectively.  

Academic research has determined criteria that influence the level of service quality delivery 

through a website. These include (a) information available and content, (b) ease of use, (c) 

privacy and security, (d) graphic style and (e) fulfillment. The availability of information and 



 33

content are often mentioned as an important factor for consumers to shop online (Li, Kuo, and 

Russell 1999; Swaminathan, Lepkowska-White, and Rao 1999). Online buyers prefer to collect 

all the information they need from the websites rather than visit an offline store. Ease of use has 

been identified as level to which the user expects the system to be easily and without effort be 

used (Davis 1989; Davis, Bagozzi, and Warshaw 1989). On the other hand, privacy and security 

are the main criteria in evaluating online services. Privacy is related to the protection of 

consumer’s personal information by retaining anonymity. Security refers to the protection of 

consumers from the risk of deception and the protection of their financial information. 

Furthermore, graphic style is related to the layout of the website, the colors and the pictures used. 

Finally, fulfillment and reliability is the strongest predictor of customer satisfaction 

(Wolfinbarger and Gilly 2002).  

 

2.5 Previous Research Models 

The need to address the factors, which make a website effective increases. As the dependency in 

the Internet rises over the years, a wide range of researchers have proposed research models to 

organize the website design and its relationship with customer satisfaction. A study by Turban et 

al. (2000), introduced a model developed by Matthew K. O. Lee that recommends various 

features related to the online market. This model is showed in following figure. 
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Figure 2.5. Lee’s Model of Internet Consumer Satisfaction 

 

The main element of the model is customer’s satisfaction. The model shows the antecedents of 

customer satisfaction and the way all these elements interact with each other. Security and 

privacy are very important factors in Lee’s model and customer service seems to affect customer 

satisfaction. The presentation of the relationship between the two elements and the subsequent 

elements of each term might confuse the reader. The model is overloaded with terms and it 

cannot be clearly read. Taking no consideration of the presentation of the model, the results are 

evidence of the relationship between customer satisfaction and characteristics that makes a 

website effective. The model contains all the antecedents, which describe the circle of an 

effective website in relationship with customer satisfaction and trust.  

 

Besides, a research by Ranganathan and Ganapathy (2002) developed four key features for an 

effective website: information content, design and, security and privacy. By observing the 

results, they reported that issues like security and privacy have greater effect on the consumers 

who wish to purchase goods. It has not yet been revealed that consumers are not concerned about 

the security of their private information and the safety of their transactions. Although, security 

and privacy still remain the major barriers to online shopping.  

Furthermore, another research relates e-commerce success to six major factors: e-commerce 
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system quality, content quality, support and service, use, customer satisfaction, and trust (Molla 

and Licker 2001). The model used in this research is showed in figure 2.6. 

 

 
Figure 2.6. Molla and Licker’s (2001) Framework for e-commerce success 

 

Molla and Licker’s (2001) research concludes that customer e-commerce satisfaction is the main 

variable for investigating e-commerce success. The model proposes that customer satisfaction is 

affected by system and content quality, trust, use, and support and service. System quality it is 

mentioned to be related to the system performance such as the reliability of the system, ease of 

use, system accuracy etc. Moreover, content quality refers to the presentation of the content in 

the e-commerce system. Use on the other hand, is the way each user uses the output of the 

system and trust is the user’s attitude towards the security and privacy issues of the e-commerce 

system. The last element of the model is related to support and service, which is offered by the e-

commerce system to the users. Molla and Licker’s (2001) model provide a number of criteria 

that may be used to identify the success of an e-commerce website according to customer’s 

satisfaction.  

 

The results of the 1999 Worldwide Web survey showed that website design should be developed 

by using innovative techniques. Customers are impressed when they catch sight of innovative 

features and they are more likely to return to the website (Novell & LSE, 1999). Novell and LSE 

report (1999), is concerned with seven key features that makes a website successful: company 

information, advertising and promotion, settlement, product information, order, ease of 

use/innovation and after-sales service.  

 

Companies have to build long-term relationships with their customers. Casalo et al. (2007) stated 
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that, commitment and trust are key factors to maintain high levels of customer satisfaction. 

When levels of commitment and trust are getting increased, the customers feel safer and the 

relationship between them and the company rises. The paper also refers to reputation which 

increases the levels of trust and commitment of the consumer to a website. Moreover, a recent 

study has examined the factors that may have an impact on trust and customer satisfaction. The 

results of the study showed that information, visual and navigation design are important elements 

as they affect satisfaction and trust (Dianne Cyr, 2008). This particular research has also 

evaluated the relationship between trust and satisfaction to online loyalty. The proposed model is 

showed in Figure 2.7.  

 
Figure 2.7. Dianne’s Cyr conceptual model 

 

From the literature it can be clearly seen that, for helping a company evaluating it’s effectiveness 

it is essential to know not only the elements, which develop a successful website, but also the 

elements that are related to higher level of customer satisfaction. Existing researches give 

attention on the website elements influencing customer satisfaction. The terms trust, commitment 

and loyalty are being referred as aspects of customer satisfaction but they are not been consider 

as factors that may affect website success and effectiveness. Besides, none of the previous 

researches have examined the importance of providing users with e-services that will help not 

only the users but also the company itself in growing its profits. Due to this gap in the literature, 

many questions have been generated. It could be nice to examine all the aspects of a successful 

website to one single model that might be helpful for companies to measure their success. 
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“The aim of marketing is to know and 

 understand the customer so well the  

product or service fits him and sells itself.” 

  

Peter F. Drucker 1909,  

American Management Consultant,  

Author 
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3.1 The role of Research Methods 

 

Saunders et al., (2007) defined research as “... something that people undertake in order to find 

out things in a systematic way, thereby increasing their knowledge”. A research gives the 

opportunity to students to discover a problem and come to conclusions by investigating it (Collis 

& Hussey, 2003). In the literature a range of types of researches has been written. Saunders et al. 

(2007), refer to two types of research; the deductive and the inductive approach. Deductive 

research is based on the development of a theoretical structure, which is then tested by empirical 

observation (Collis and Hussey, 2003). In contrast, the inductive approach is a research which 

develops a theory by observing the empirical reality (Collis and Hussey, 2003). Our research 

employs a deductive approach, in which we develop a range of hypotheses from the theory and 

then design a research strategy to test and evaluate these hypotheses (Saunders et al., 2007).  

Furthermore, our research involves a collection of the data that will then be analyzed in order to 

obtained results that will make our research meaningful.  

 

3.2 Research Framework 

 

Clollis and Hussey (2003) stated that, “a theoretical framework is a collection of theories and 

models from the literature which underpins a positivistic research study”. According to a broad 

literature review we propose a research framework which is based on the literature review 

related to the main areas of internet marketing and website design. In our study we focus on two 

principal characteristics of websites: Website Design and Information Content. Website design 

elements have been defined as the information and features, which develop an e-commerce 

website and which are may be responsible in influencing customers’ behaviour (Song & Zaheti, 

2001). The next figure presents an overview of the proposed research framework.  
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Figure 3.1. The research framework that identifies the characteristics of a Web site and the connection between 

consumers’ behaviour 

 

Website Design 

 

The framework includes four sub-elements of the main feature named website design: 

navigation, ease of use, appearance and clarity of information. The navigation element measures 

the way in which a website can be navigated and it appears to be a principal feature for a 

successful website. Thus, McKinney et al., (2002) stated that, “No matter how thorough the 

information content of a site is, a customer who has difficulty in searching and getting the 

needed information is likely to leave the site”. A website should be structured in an intelligent 

way that will help users in different levels of understanding to navigate easily and find the 

information they desire. A website should provide clearly linked paths and easy to follow links. 

Perceived ease of use is defined to as the effortless use of a system (Davis 1989; Venkatesh et 

al., 2003). In addition, a critical characteristic is the appearance of the information. As mentioned 

by Charles and Louise (2006), presentation elements such as the color, fonts, links and menus 

should be used to develop a consistent layout throughout the website. A consistent layout and 

placement of the website elements help users in recognizing more quickly and having more time 

to investigate the data and gain all the benefits the website can offer (Badre, 2002). The 

appearance of the website has to be attractive in order to sustain and retain the interest of the 

customers. Many websites utilize innovative multimedia effects such as animated pictures, nice 

music and interesting videos to capture customers’ attention. In our proposed model we 

recommend the website design as a feature related to customer satisfaction.  
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Information Content 

 

Most of the businesses, which are active in the world of the Internet, use their websites to 

provide information about their company. Every single’s website principal aim is to present as 

many information as possible to the users. As Cunningham (2000) mentioned, “Content is what 

will determine long-term Internet profitability. To focus on technology without content is like 

building a hospital without nurses and doctors”. In our study, we have divided the information 

content of a website into four sub-elements: the company information, the product information, 

security and privacy statements, and e-services. Today, a website is considered to be the 

innovative method for customers to get to know details about the companies. Thereafter, 

companies use their websites to build a new way of interacting with their customers. Besides, 

consumers want to know what they buy and from where they buy it. An analytical description of 

each product is essential if a company seeks to increase the number of its customers and extend 

its profits. Moreover, an important feature is the e-services provided to the customers. The 

successful website should be full of e-services based on marketing activities such as customer 

support, FAQs, forums and online registration in order to enhance the relationships between 

customers. A recent survey, found out that almost 70% of the consumers are concerned about 

Internet security (Direct Marketing, 1998). To defeat such issues, websites must offer detailed 

statements about their security and privacy policy and assure the customers for their transaction 

safety. As a result, customers will have the feeling of controlling the system and not feeling 

worry about their online safety. In the end, customers who feel secure have greater levels of 

satisfaction. According to Hofacker (2001) the perfect Electronic Payment System fulfills the 

following requirements:  

• Cannot be lost, stolen or forged 

• Has zero transaction costs 

• Is accepted worldwide 

• Can be used for any size payment, from a penny to several billion pounds or more 

• Supports credit and debit payments 

• Instantaneously transfers money between the customer and merchant 

• Provides completely anonymous, untraceable transactions 

• Is not subject to inflation or devaluation 
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Customer Satisfaction 

 

It is widely believed that, high customer satisfaction ratings are the best indicators of a 

company's success and measurement of future profits (Kotler 1991, p. 19). Within this 

framework, the main element is the customer satisfaction, which is directly linked to elements of 

trust, commitment and as well as loyalty. Furthermore, in our model customer satisfaction is 

engaged to be affected by website design and information content.  

 

Trust-Commitment-Loyalty 

 

The three components that are considered to be associated to the element of customer 

satisfaction in our model are: trust, commitment and loyalty. We use the term loyalty as the 

willingness to visit the website in the future (Dianne, 2008), Instead, trust is being considered as 

“…the willingness to rely on the seller and take actions in circumstances where such action 

makes the consumer vulnerable to the seller” (Jarvenpaa et al., 1999). On the other hand, 

commitment is used as the intention of maintaining and remaining attached to a relationship 

(Rusbult, 1980). In our study, we propose that greater user satisfaction is related to greater trust, 

commitment and loyalty to a website.  

 

3.3 Qualitative vs. Quantitative Research 

 

At this point, we choose the research strategy that we employ in our study. As pointed out by 

Collis & Hussey (2003), qualitative data is related to qualities and non-numerical characteristics. 

Qualitative data is collected through interviews, case studies, observations and questionnaires. In 

our study, a qualitative research is suitable as we seek to examine how consumers interact with a 

website and understand the factors that influence their decisions. Taking this into consideration, 

the study takes a qualitative perspective along with the attempt to “see through the eyes of one’s 

research participants” (Bryman and Bell, 2003, p. 295).   

 

On the other hand, quantitative research can be determined as the approach, which emphasises 

on the quantification of the data and lead to statistical generalizations of the theory, which is 

being examined (Creswell, 1994). In this approach the participants of the research are the ones 

who are the “producers of the data” (Robson, 2002, pp.23). Furthermore, quantitative research is 
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also suitable for our research, as we desire to produce data by ourselves and then combine them 

with the data collected from other to produce our results. After all, we evaluate our research 

framework through a combination of views and the opinions of others as well as our opinion.  

 

3.4 Primary Data  

Primary data is the original data that is collected at source (Collis & Hussey, 2003). The science 

tries to explain the difference between data and information. Data has been defined as the raw 

information that has been collected and has not been yet analyzed. Information has been 

described as the result of the organized and analyzed data. As in all researches, so as to our 

research, we have to collect the data and by analyzing this data extract the results and draw 

conclusions. Many books refer to different types of data collection methods. Below we analyze 

the two methods that we will use to collect the data needed for our research. 

 

3.4.1 Collecting Primary Data using Web Resources 

A range of airline websites has been chosen for evaluation. We have chosen to evaluate websites 

from leading companies, including legacy companies and discounters as well. This will give as 

an overall level of the differences between the two kinds of websites. Each website is evaluated 

according to the elements that built framework. Additionally, all the websites are evaluated for 

their functionality and innovation. More specific, we examine the sub-elements that contribute to 

the two main elements of our framework which are named: website design and information 

content. According to a set of criteria, we evaluate the website and examine the features that are 

mostly possible to affect customer satisfaction.  

 

3.4.2 Collecting Primary Data using Questionnaires 

From all the data collection techniques that have been mentioned in the books, questionnaire is 

one of the most widely used by many researchers. In this technique, each person is given a 

common set of questions and is asked to answer them by using his/her opinion (Saunders et al., 

2007). There are two types of questionnaires: self-administered questionnaires and interviewer-

administered questionnaires (Saunders et al., 2007). We have chosen to develop a self-
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administered questionnaire that has been managed electronically by using the e-mail 

functionality.  

Two types of questions can be used to develop a questionnaire: open questions and closed 

questions. Open questions let responders to write their answers in their own way. In contrast, 

closed questions provide a number of alternative answers from which the respondent has to 

choose (Saunders et al., 2007). We have chosen to use closed questions, as they are easier and 

quicker to answer.  

 

3.5 Data analysis 

The data collected from the questionnaires will be analyzed and organized in order to generate 

results and produce theories. The analysis of the data should be organized, reduced and described 

according to the hypotheses, with the intention of drawing conclusions. Additionally, while 

analyzing our data we will recognize patterns, which will fit our hypotheses. Saunders et al., 

2007, stated that a “Pattern matching involves predicting a pattern of outcomes based on 

theoretical propositions to explain what you expect to find”. By employing this technique we can 

be convinced that, if the pattern from the data matches our proposed framework then a theory 

will be developed. To conclude, as mentioned by Schwandt (2001, p. 6), “through assembly of 

the parts, one comes to understand the integrity of the whole”.  

 

3.5 Evaluation of the analysis 

At this step, our research comes to an end by evaluating the data analysis. This final and most 

important step of our research is responsible for the evaluation of the analysis and the entire 

study. Several authors have suggested a number of criteria that can be used for evaluating a 

research study. In order to evaluate our data analysis we will use a set of criteria that has been 

mentioned by Lincoln and Guba (1985). These criteria are: credibility, transferability, 

dependability and confirmability. First of all, credibility confirms the accurate and acceptable 

solution of the problem. If the problem of the study has been solved correctly then the research 

can be characterized as successful. Besides, transferability refers to the level of which the 

findings of the research could be applied to a similar research with comparable goals and 

hypotheses. Moreover, dependability refers to the systematic and well-structured processes of the 
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research. Finally, confirmability presents the detailed description of the objectives of the 

research and confirms that the results are directly related to the data. 
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“Leave no stone unturned.”  

    

Euripides, Heraclidae,  

circa 428 B.C. 
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4.1 Selection of websites for evaluation 

 

The surveyed companies were chosen from a list of airline websites that are mostly used for 

vacation trips. Each website has been evaluated according to the features mentioned in the 

research framework. More specific, we have examined the website design and mainly the 

information content of each website. By this, we measured the success of the website and 

collected data that helped us extract the desired results. The websites were evaluated for their 

functionality and innovation. 

The websites that will be evaluated were selected from a number of well-known lists of airlines.  

• Monarch Airlines 

• Ryanair 

• Cyprus Airways 

• British Airways 

• BMI Baby 

• Thomas Cook 

• Easy Jet 

• TripAdvisor 

• Expedia 

• Aegean Airlines 

• Swiss Airlines 

• Alitalia 

• FlyBe 

• KLM Airlines 

• Olympic Airlines 

 

4.1.1 Developing a set of criteria 

Based on the proposed framework and our reading of the literature, we built up a set of criteria to 

evaluate a series of airline websites. The criteria, which will be the basis for our evaluation, are: 

• Navigation 

• Ease of use 
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• Appearance/Attractiveness 

• Company Information 

• Product Information 

• Clarity of Information 

• Security & Privacy 

• E-Services provided 

We choose to evaluate the elements related to the website design and the information content. 

These criteria may be used to evaluate all kind of websites for their effectiveness. The criteria 

selected are directly linked to the elements of the proposed research framework. The elements 

are shown in the following diagram with a different color.  

 

Figure 4.1. Website evaluation criteria 

 

4.1.2 Self- evaluation of the websites 

Below is the evaluation of each website according to the criteria mentioned. A chart shows the 

evaluation of each criterion according to personal preferences and the best overall score of each 

website is calculated. It must be mentioned that these websites may have been changed since we 

completed our study. Therefore, no conclusions should be made from our results. Additionally, 

all the evaluations were carried out in the same week in order to avoid the possibility of a 

website changing over the time. 
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www.monarch.co.uk 

The website is well structured and makes good use of nice colors and pictures. It uses a top menu 

with all the necessary links making the navigation an easy task. The company explains in detail 

its privacy policy and the user who wishes to make a transaction is able to read everything 

related to his/her private information and data. Online services are wide-ranging including online 

registration. The visitor can register to the website and view his/her bookings, change a flight or 

change his/her personal information. By registering customers receive e-mails about news or 

special offers. Additionally, the customers can use the online check-in service to save time by 

checking-in before they arrive at the airport. An important feature of the website, is that it 

provides visitor reviews. A potential customer is able to read reviews and ratings from customers 

that have already used the website and booked tickets. Finally, the website enables the trouble-

free process for a user who wants to arrange a trip.  

 

Figure 4.2. Monarch Airlines 

www.swiss.com 

An impressive and well constructed website which makes use of innovative features such as 

hyperlinked pictures. FAQs which are held away from the main website area provide an 

excellent point of reference and ensure the customer can get the full benefit of Swiss airlines 

goods. A wide range of services is easily accessible and easy to navigate through short paths and 

quick links. The clarity of information helps users to find whatever they are looking for in just a 

few clicks. The company also presents detail information about its privacy policy and gives the 

opportunity to the user to print the document or forward it to someone else. Online facilities are 

extremely effective as they include exclusive services such as web check-in, phone check-in, self 

check-in, subscribe for newsletter, online timetable and many more. Furthermore, the website 

provides a link to the Swiss shop where users could browse and shop through the online shop. 
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An innovative feature is the Swiss.com mobile. The company keeps customers’ up-to-date by 

sending information about flight delays, departure and arrival times at their mobiles. In general, 

the website content is trustworthy and reflects expertise. 

 

Figure 4.3. Swiss Airlines 

www.cyprusair.com 

The design of the website is tidy and well structured, providing quick links and a sitemap. The 

website is particularly rich in product and company information. The front page is clear showing 

the three main services directly to the user; the web check-in, latest flight news and the 

registration feature. The company also provides SMS or e-mail flight notifications and 

reminders. A good list of organized FAQs provides an excellent online customer support. A 

user-friendly website which can be easily navigated by using the well structured menus and the 

navigation history path showing the links visited by the user. 

 

Figure 4.4. Cyprus Airways 
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www.easyjet.com 

A disappointing website. The website is overloaded with pictures and colors. The background is 

too confusing and repulsive. There are many things that have been given too little thought. The 

design of the website is not the same for all the links and this makes the website complex and 

hard to be used. The well-built part of the Easy Jet’s website is the company information. The 

user is diverted to a website dedicated to the company with detailed information about the 

business values, awards, latest news and much more interesting content. 

 

Figure 4.5. EasyJet 

www.expedia.com 

Expedia has an attractive website with a vast variety of information in a way that makes the 

process of booking a ticket easy and accurate. The design is tidy and consistent throughout. The 

principal part of the website is the wide range of services provided to the user. The customer can 

book either online or by using a phone number especially built for bookings. An innovative 

feature is the driving directions service. Users can find a map, search for driving directions of a 

destination of their choice and save them for later use. Furthermore, if you don’t know where to 

go for vacations, Expedia has the solution for you. By searching the catalog of Trip ideas or the 

Expedia exclusives you can find what is suitable for you. Attractive, consistently designed and a 

wide range of products and information, the Expedia website makes the online shopping a game. 



 51

 

Figure 4.6. Expedia 

www.tripadvisor.com 

The only website that is based on the reviews of its users. The website also has vast quantity of 

information to make the whole process of travel simpler and more fun. A fussy feature of Trip 

advisor website is that it relates the information showed with the information entered by the user. 

For example, when the customer enters the destination of his/her choice, the website presents 

information related to this specific destination, such as traveler photos, things to do, maps etc. 

the website is based on reviews of users that are already customers. Customers can upload their 

pictures and videos from their vacations and write their reviews. Also, they have the opportunity 

to communicate via forums and solve queries. It’s an attractive website, which makes the process 

of finding the perfect trip a game. A good search engine completes the package in making for a 

rewarding visit. 

 

Figure 4.7. Trip Advisor 
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www.britishairways.com 

The front page is uncluttered and clear. Very good page layout makes the site easy to navigate. 

Simple and informative website with details on the company’s products and measures of security 

and privacy. The website is weak on online facilities provided. Very much the usual offering 

from a travel company. Moreover, an interactive website which includes a flash video where the 

user selects a country and see the available routes. In general, a well-designed and simple to use 

website, with a tidy interface. 

 

Figure 4.8. British Airways 

www.ryanair.com 

A little overloaded with information website. A lot of information and pictures at the front page, 

which might confuse users. Anyhow, the website seems professional and offers a widespread 

range of services to the users. Timetables, live flight information, route maps and many more are 

available to the users. A link to the Ryanair shop is available for customers who wish to shop 

online. With a description of the history of Ryanair, the passenger traffic and financial reports 

users get to know the company.  

 

Figure 4.9. Ryanair 
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www.bmibaby.com 

Although, the website uses user-friendly colors, is very poor in content. The navigation through 

the website is very easy as it has a small number of links. It is also poor in e-services and 

information about security & privacy. There appear to be no options of online services and 

documents about security and privacy does not even appear to be very up-to-date. A poorly 

designed website which offers little encouragement for the user to prolong any visit.  

 

Figure 4.10. BMI Baby 

www.thomascook.com 

The Thomas Cook website has a very attractive design by using pictures related to relaxing 

vacations. A content rich website with information about the company such as the history of 

Thomas cook, press centre, brochures and videos. Additionally, the company provides detailed 

information about its privacy policy, pricing terms and conditions, site terms and conditions and, 

legal notice. The top down menu makes the website easy to navigate and the user is able to find 

the information needed easy and quickly.  

 

Figure 4.11. Thomas Cook 
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www.aegeanair.com 

The design of the website is clean, simple and carefully structured and offers the user a great 

amount of services and online options. The user can use the well-structured site map to navigate 

through the website and find the information needed. The booking process can be performed 

either online or by using the booking line provided on the website. This easy to use website is 

crammed with company information and online facilities. 

 

Figure 4.12. Aegean Airlines 

www.alitalia.com 

A very good website which is extremely easy to use. A clearly designed website which is easy to 

navigate and it covers the usual range of company information and product descriptions. The 

appearance is not one of the best but the website offers an acceptable range of information. Also, 

the character size is not easy to be read from the screen. The website could be content richer. 

 

Figure 4.13. Alitalia 
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www.flybe.com 

A visually rich, tidily-constructed and appealing consumer-oriented website providing unlimited 

information about products and company information. The design is user-friendly with nice 

colors, pictures and easy-to-follow paths. A multi-language site that offers users a range of 

online services such as subscription for receiving special offers, link to the online Flybe shop, 

web check-in and a Questions & Answers service that is one of the most impressive.  

 

Figure 4.14. FlyBe 

www.klm.com 

A mostly good site that offers an extensive description of the company. More thought should 

have been given to the design of the main menu but there is more than enough description of the 

products to ensure that the customer can get to know all the details in full. Overly complex 

menus make type difficult to read. The website does not make a good use of the page layout and 

it is not consistent for all the pages.  

 

Figure 4.15. KLM Airlines 
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www.olympicairlines.com 

A simple website that still makes a very good job of conveying all the relevant consumer 

information. A vast information site which is simple to navigate and with detailed information 

about its privacy policy and, terms and conditions. The website offers a comprehensive 

background to the company’s history. The search engine is well constructed for helping users to 

find any information needed easily and quickly.  

 

Figure 4.16. Olympic Airlines 

The table shows the overall score for each website and indicates that the most effective website 

according to its overall average is Swiss Airlines website. The website contains the design 

elements and information content that are most likely to affect users on using the website and 

stay satisfied. 

Table 4.1. Best Overall Scores 

A/A Website Overall Score 
1. Swiss Airlines 86.2% 
2. Expedia 83.7% 
3. Thomas Cook 82.5% 
4. FlyBe 82.5% 
5. Trip Advisor 81.2% 
6. Ryanair 77.5% 
7. Cyprus Airways 73.7% 
8. Monarch 72.5% 
9. British Airways 70% 
10. Aegean Airlines 68.7% 
11. Olympic airlines 68.7% 
12. KLM 60% 
13. Alitalia 58.7% 
14. EasyJet 56.2% 
15. BMI Baby 52.5% 
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4.2 Data Collection 

We have chosen to develop the questionnaire using an online survey tool. The online tool 

selected from a list of online free tools by reviewing the services provided by each one. We have 

chosen kwik surveys (www.kwiksurveys.com) as it provides an easy to use online survey tool. 

The system offers unlimited number of questions and answers and it is quick and easy to use. It 

offers, a system for building and analyzing web-based surveys. Additionally, once the survey is 

completed it can be sent via e-mail to the participants. The results are automatically saved and 

can be downloaded as an Excel file.  

The questionnaire was sent to the participants by mail, which included a letter (see Appendix A) 

and the link to the survey. Each participant was given a website (same as the list of the self-

evaluated websites) to study and evaluate according to the questions included in the 

questionnaire.The participants are mostly Cypriot and Greek students in higher education or 

employees with an experience in using the Internet. All the participants have used the Internet 

before either for purchasing goods or searching for information. The survey would not take more 

than 10-15 minutes to be completed by each participant as it presents detailed instructions at the 

beginning of the questionnaire (see Appendix A). 

 

4.2.1 Sample 

The questionnaire has been sent by e-mail to 60 (n=60) respondents. We had a diverse sample of 

respondents, with a number of 37 in age ranging between 18 and 25, 13 aged between 26 and 35, 

6 between 36 and 54 and only 4 in age over 55. Moreover, the female respondents were 40, twice 

the number of male respondents. The following pie charts present the population of the 

respondents in percentage, according to the age and gender.  

Figure 4.17. Age of Population Figure 4.18. Population by gender 
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Some of the demographic data collected was related to the occupation of each correspondent. 

The correspondents were asked about their status. The following chart shows the percentage of 

the population according to the choices given to the question, such as student, student in higher 

education, employee, self-employed and unemployed.  

 

Figure 4.19. Population by occupation 

 

It is important to mention that in the question where the correspondents were asked if they use 

the Internet, all the answers (100%) were positive. Additionally, most of the correspondents 

answered that they use the Internet almost every day. A question asked respondents in what ways 

they use the Internet. For example, get information, buy online, book tickets, play games online, 

chat and etc. The following chart presents the internet usage in percentage according to the 

answers of the respondents.  

 

Figure 4.20. Internet Usage of the population 
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4.3 Data Analysis 

 

Our aim is to examine the hypotheses and verify their validation. The software used to analyze 

and observe the data is SPSS (Statistical Package for Social Science) 16.0. The questionnaire 

consists of Likert style questions where the respondent rated each item on a scale of 1 to 5, with 

1 representing the highest value. A copy of the questionnaire can be found in Appendix A. We 

test the elements of the research framework that are related to customer satisfaction. The 

elements are presented in the following figure with a different color. 

 

Figure 4.21. Elements included in data analysis 

We test the following hypotheses:  

H1. Customer satisfaction is influenced by website design. 

H2. Customer satisfaction is influenced by information content.  

H3. Greater customer satisfaction is directly related to greater levels of trust. 

H4. Greater customer satisfaction is directly related to greater levels of commitment 

to a website. 

H5. Greater customer satisfaction is directly related to greater levels of loyalty. 

 

The following diagram shows the elements of the research framework that are 

included in proposed hypotheses. Each hypothesis is presented in blue color and it 

shows the elements, which are evaluated. Also in red color the direction of the 
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influence of the elements is being presented.  

 
Figure 4.22. Hypotheses to be tested 

 

Firstly, all the questions were checked to find out if some of them present a negative situation 

(Q37). We have recoded the negative questions in a way that presents a positive situation. It is 

very important all the questions to have a common way of appearance and direction.  

Afterwards, an Explorative Data Analysis has been done to identify possible errors in the data 

entered in the software. We have identified that all the data is correct and no errors have been 

showed. The analysis showed some missing values mostly in the last question were the 

correspondents were asked to answer only if they are already register on the specific website. For 

this reason, the question has been considered as a reliable variable for further analysis.  

Furthermore, the questions were grouped according to six variables each one related to the 

values presented in our framework and the hypotheses we wish to evaluate. The six variables 

created are Website Design, Information Content, Customer Satisfaction, Trust, Commitment 

and Loyalty. All the questions were then assigned to a variable to which the answer is related.  

An exploratory analysis has been made to check the reliability of the six variables. By observing 

the results, all six factors’ α are higher than 0.6. We have chosen 0.6 as cut point for the 

reliability test and all the variables are considered as reliable. The following table shows the 

reliability test results for each variable.  

Table 4.2. Reliability test results 

 No. of 
cases 

α Std. Cronbach’s 
Alpha (α) 

Website Design 55 0.946 0.945 
Information Content 40 0.620 0.616 
Customer Satisfaction    
Trust 60 0.899 0.899 
Commitment    
Loyalty 43 0.886 0.885 
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Finally, correlation tests were applied to find out the relationships between the variables and 

verify that the hypotheses are supported by the data (see Appendix C). Correlation tests calculate 

a correlation coefficient from the two variables and compare this coefficient to a table of 

correlation coefficient criterion numbers. 

 

4.3.1 Hypothesis 1 

H1: Customer satisfaction is influenced by website design. 

In order to test the hypothesis and identify that the two variables, Customer satisfaction and 

Website Design are related, a correlation analysis have been made. Correlations measure how 

different variables are related. Since the two variables are bivariate normal and measured in the 

same measurement scale, Pearson’s r correlation is been used for the analysis. Pearson's 

correlation reflects the degree of linear relationship between two variables. It ranges from +1 to -

1. A correlation of +1 means that there is a perfect positive linear relationship between variables. 

The next figure shows the elements that are participating in the hypothesis.  

 

Figure 4.23. Hypothesis 1 

A scatterplot is created to show optically the relationship between the two variables where one 

may be considered to be an explanatory variable and another may be considered a response 

variable. The following diagram shows that most of the spots are close to the regression line, 

which means there is large correlation between the two variables. The upward direction of the 

regression line explains a positive linear relationship between Customer Satisfaction and Website 

Design.  

It is important to find the correlation degree between the two variables. To do that, we execute 

the test of significance by selecting two-tailed probabilities since the direction of association is 
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unknown. The correlation significant is at the 0.05 (α= 0.05) and the Pearson’s correlation is 

been implemented.  

Finally, Pearson’s correlation shows large positive correlation between the variables (r=0.77, 

df=58, p<0.001). Consequently, the variables are linearly related since the two-tailed 

significance level is smaller than 0.001 and therefore, hypothesis 1 is supported by the data. 
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Figure 4.24. Website Design vs. Customer Satisfaction 

 

4.3.2 Hypothesis 2 

H2: Customer satisfaction is influenced by information content. 

Following the steps for testing the first hypothesis tests the second hypothesis. To test the 

hypothesis and identify that the two variables, Customer satisfaction and Information Content are 

related, a correlation analysis have been made. Since the two variables are bivariate normal and 

measured in the same measurement scale, Pearson’s r correlation is been used for the analysis. 

The next figure shows the elements that are participating in the hypothesis.  
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Figure 4.25. Hypothesis 2 

 

A scatterplot is created to show optically the relationship between the two variables and verify 

the hypothesis. The following diagram shows that most of the spots are close to the regression 

line, which means there is large correlation between the two variables. The upward direction of 

the regression line indicates a positive linear association between Customer Satisfaction and 

Information Content.  

It is important to find the correlation degree between the two variables. To do that, we execute 

the test of significance by selecting two-tailed probabilities since the direction of association is 

unknown. The correlation significant is at the 0.05 (α= 0.05) and the Pearson’s correlation is 

been implemented.  

Finally, Pearson’s correlation shows large positive correlation between the variables (r=0.69, 

df=58, p<0.001). Consequently, the variables are linearly related since the two-tailed 

significance level is smaller than 0.001 and therefore, hypothesis 2 is also supported.   
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Figure 4.26. Information content vs. customer satisfaction 

 

4.3.3 Hypothesis 3 

H3: Greater customer satisfaction is directly related to greater levels of trust. 

To test the third hypothesis and identify that the two variables, Customer satisfaction and Trust 

are related, a correlation analysis have been made. Since the two variables are bivariate normal 

and measured in the same measurement scale, Pearson’s r correlation is been used for the 

analysis. The next figure shows the elements that are participating in the hypothesis.  
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Figure 4.27. Hypothesis 3 

 

A scatterplot is created to show optically the relationship between the two variables and verify 

the hypothesis. The following diagram shows that most of the spots are close to the regression 

line, which means there is large correlation between the two variables. The upward direction of 

the regression line indicates a positive linear association between Customer Satisfaction and 

Trust.  

It is important to find the correlation degree between the two variables. To do that, we execute 

the test of significance by selecting one-tailed probabilities since the direction of association is 

known. The correlation significant is at the 0.05 (α= 0.05) and the Pearson’s correlation is been 

implemented.  

Finally, Pearson’s correlation shows large positive correlation between the variables (r=0.74, 

df=58, p<0.001). Consequently, the variables are linearly related since the one-tailed significance 

level is smaller than 0.001.   
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Figure 4.28. Customer Satisfaction vs. Trust 

 

4.3.4 Hypothesis 4 

H4: Greater customer satisfaction is directly related to greater levels of commitment to a 

website. 

To continue with the fourth hypothesis and identify that the two variables, Customer satisfaction 

and Commitment are related, a correlation analysis have been made. Since the two variables are 

bivariate normal and measured in the same measurement scale, Pearson’s r correlation is been 

used for the analysis. The next figure shows the elements that are participating in the hypothesis.  
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Figure 4.29. Hypothesis 4 

 

A scatterplot is created to show optically the relationship between the two variables and verify 

the hypothesis. The following diagram shows that most of the spots are close to the regression 

line, which means there is large correlation between the two variables. The upward direction of 

the regression line indicates a positive linear association between Customer Satisfaction and 

Commitment.  

It is important to find the correlation degree between the two variables. To do that, we execute 

the test of significance by selecting one-tailed probabilities since the direction of association is 

known. The correlation significant is at the 0.05 (α= 0.05) and the Pearson’s correlation is been 

implemented.  

Finally, Pearson’s correlation shows large positive correlation between the variables (r=0.76, 

df=57, p<0.001). Consequently, the variables are linearly related since the one-tailed significance 

level is smaller than 0.001.   
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Figure 4.30. Customer Satisfaction vs. Commitment 

 

4.3.5 Hypothesis 5 

H5: Greater customer satisfaction is directly related to greater levels of loyalty. 

To test the fifth hypothesis and identify that the two variables, Customer satisfaction and Loyalty 

are positively related, a correlation analysis have been made. Since the two variables are 

bivariate normal and measured in the same measurement scale, Pearson’s correlation r is been 

used for the analysis. The next figure shows the elements that are participating in the hypothesis.  

 

Figure 4.31. Hypothesis 5 
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A scatterplot is created to show optically the relationship between the two variables and verify 

the hypothesis. The following diagram shows that most of the spots are close to the regression 

line, which means there is large correlation between the two variables. The upward direction of 

the regression line indicates a positive linear association between Customer Satisfaction and 

Loyalty.  

It is important to find the correlation degree between the two variables. To do that, we execute 

the test of significance by selecting one-tailed probabilities since the direction of association is 

known. The correlation significant is at the 0.05 (α= 0.05) and the Pearson’s correlation is been 

implemented.  

Finally, Pearson’s correlation shows large positive correlation between the variables (r=0.64, 

df=58, p<0.001). Consequently, the variables are linearly related since the one-tailed significance 

level is smaller than 0.001.   
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Figure 4.32. Customer Satisfaction vs. Loyalty 
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4.3.6 Personal Assessment  

A question asked each correspondent to rate the importance of having a number of features on a 

website. The correspondent had to evaluate the features: company information, testimonials, 

message boards/forums, blogs, customer service, technical support, security & privacy in a scale 

where 1 presents a high score and 5 a low score. The frequency tables from the data analysis can 

be found in Appendix D.   

The following charts show the rating that has been given by 

the correspondents to each feature. As it seems it is very 

important for the correspondents to know what the company 

does and enjoy a website that provides a full description of 

the company and its features and services. From the results 

of the questionnaire we can observe that a percentage of 75 

of the population has rated as very important for a website to 

include information about the company and only a 

percentage of 2 has rated this feature as unimportant.  

 

The next feature rated was the importance of having 

testimonials on a website. From the chart we can see 

that correspondents are divided into three groups. The 

highest percentage was that who believe that it is very 

important for a website to show reviews of existing 

customers.  A smaller group of people were neutral on 

this feature as they believe that testimonials will not 

change their attitude towards the website.  

 

Correspondents were asked to rate the importance of having message boards/forums. The chart 

presents their answers towards this feature on a website.  Most of the correspondents appear to 

be neutral about this feature and only 19% rated as very important of a website to have forums 

where users can communicate.  

COMPANY INFORMATION

543210

F
r
e
q
u
e
n
c
y

50

40

30

20

10

0

 Mean =1,3
 Std. Dev. =0,561

N =60

TESTIMONIALS

3,532,521,510,5

F
r
e
q
u
e
n
c
y

40

30

20

10

0

 Mean =1,63
 Std. Dev. =0,758

N =60

Figure 4.33. Company Information Rating 

Figure 4.34. Testimonials Rating 
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Figure 4.35. Message Boards/Forums Rating 

 

 

Furthermore, correspondents appear to be neutral on 

having blogs on a website. More than half of the 

population was neutral on the rating of this feature and 

only a percentage of 10 rated having blogs on a website 

as very important. Also, a percentage of 2 have rated this 

feature as very unimportant. 

 

 

The next chart shows a high rated feature; that of 

customer service. A percentage of 75 rated the feature 

of having a high-quality customer service as very 

important. As nobody rated this feature unimportant we 

can claim with certainty that it is important for a 

website to provide a service that is reliable and aimed 

to help users as quickly and easily as possible. 
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Figure 4.37. Customer Service Rating 
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Same as before, technical support has been highly 

rated as an important feature with a percentage of 53. 

It is important for a website to provide technical 

support to customers who find difficulties on using 

the technology and as a result need assistance on 

using the website. Most of the companies offer 

technical support on the products they sell by the 

telephone or online. 

 

 

According to the results and the chart, security and 

privacy is the highest rated feature. With the percentage 

of 97, security and privacy is certain the most important 

feature on a website. People want to know about the 

security and privacy of the company. They want to be 

sure that their personal information will not be used by 

another website or person.  

 

 

 

 

 

 

 

 

 

 

 

TECHNICAL SUPPORT

3,532,521,510,5

Fr
eq

ue
nc
y

40

30

20

10

0

 Mean =1,77
 Std. Dev. =0,647

N =60

SECURITY & PRIVACY

2,521,510,5

F
r
e
q
u
e
n
c
y

125

100

75

50

25

0

 Mean =1,03
 Std. Dev. =0,181

N =60

Figure 4.38. Technical Support Rating 

Figure 4.39. Security & Privacy Rating 



 73

CHAPTER  5 

 
Discussion and Conclusions   
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“It's a very, very tough market. So unless you do  

a really good job, you buy the right products from  

the manufacturers, you service the customer, they  

keep coming back, they bring their friends in,  

it's all about numbers, numbers, numbers.” 

 

John Ilhan 
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5.1 Discussion 

Our research has been motivated by previous studies concerning internet marketing techniques. 

Most of these studies present models related to website design and consumer behaviour. The 

results of this study provide support for the proposed framework and the hypotheses that have 

been tested. The evaluation of each element of the proposed framework proved a set of criteria 

that influence customer’s satisfaction toward a website. Our framework proposes two main 

elements, which are related to customer satisfaction. These two elements named website design 

and information content describe the overall design of the website and the quality of the 

information provided respectively. Additionally, in our model customer satisfaction is linked to 

level of trust, commitment and loyalty. The proposed framework has been evaluated in two 

ways.  

First of all, a number of airline websites has been tested according to a set of criteria. Our study 

considers two main website elements, which make a website effective and successful; website 

design and information content. Evaluating the websites and estimating the overall score for each 

one helped us in the investigation of the sub-elements that contribute to each of the elements 

mentioned. By observing the website evaluation we can claim that, the criteria used in evaluating 

the websites could be applied to a diversity of websites in order to determine the effectiveness of 

each website. Companies could use this set of criteria to evaluate their website and develop new 

features, which will help them retain their place in the internet marketing.  

To sum up, the vast majority of the websites studied and evaluated had good presentation 

features such as, consistent use of font colour and background. Also, most of the websites are 

structured in an easy to navigate layout by using menus and navigation bars. The websites 

provide detailed information about the company and the products. Moreover, security and 

privacy statements have been widely adopted. The research provides an insight into the type of 

elements that make a website successful. Although, individuals might have different preferences, 

influenced by their culture and perceptions. Despite that, we can draw some conclusions 

regarding the elements of an effective website: 

• Detailed company description, including history of the organization, annual reports and 

many more. 

• Detailed product and services descriptions. The customer must know what he/she is 

buying.  
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• A reach variety of online services offered, such as online customer support, FAQs, 

widespread help feature, online account and subscription for offers and updates and many 

more according to the type of each website. In the case of airline websites, e-services 

may include online check-in, online timetable for departures and arrivals, latest flight 

news. 

• Secure methods of payment and Privacy policy statements. Users must feel protected 

when interacting with the website. By providing detailed information about the 

company’s security and privacy, users feel safe to provide the website with their personal 

details and consequently they trust the company for keeping their information out of 

harm's way. 

• An effective, well-structured layout that enables the easy navigation through the website. 

Clear links and paths, search engine and site maps help users navigate and find the 

information needed. 

• A consistent use of colours, fonts and background.  

 

Secondly, the framework has been evaluated by questioning a number of people. Our data 

analysis, proved the proposed hypotheses. Each hypothesis is directly related to the research 

framework explaining a relationship between the elements of the model.  By observing the 

results from the evaluation of the Hypotheses 1 and 2, we can undoubtedly claim that customer 

satisfaction is positively influenced by website design and information content.  

The research results also provide evidence for the relationship between customer satisfaction and 

trust, commitment and loyalty respectively. The relationship between customer satisfaction and 

trust has been revealed as positive. This means that greater level of customer satisfaction is 

related to greater level of trust. Furthermore, customer satisfaction has been related to greater 

levels of commitment and loyalty. By observing the results from the evaluation of hypotheses 4 

and 5, we declare that greater level of customer satisfaction is related to greater levels of 

commitment and loyalty. 

The results let somebody see that an effective website is supported by the design of the website 

and the information content. Users feel satisfied if the website is well designed and the 

information provided is reliable, accurate and up to date. The key element of our framework is 
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the customer satisfaction. Internet Marketing Consequently when a user feels satisfied his/her 

emotions are directly linked to greater trust, commitment and loyalty. 

 

5.2 Conclusion 

The purpose of this study was to attempt to discover the factors that affect online consumer 

behaviour. Our efforts to uncover the elements of a website having an effect on customer 

satisfaction have been successful. Furthermore, by determining the key elements of a successful 

website, which effectively attract new customers, retain existing ones, satisfy them and enhance 

the feeling of trust, commitment and loyalty is an important step in the world of internet 

marketing. The key element of our framework is customer satisfaction. As mentioned in the 

literature, marketing aims to identify, anticipate and satisfy customers. The focal point of 

Internet marketing is the relationship between organizations and customers. A website is the 

communication tool between customers and businesses. For this reason, it is essential for a 

company that operates online to provide a decent communication tool to its customers and offer 

innovative features to attract new customers and retain existing ones by satisfying all their needs.  

Last but not least, it can be argued that a company which operates on internet can achieve a 

competitive advantage by taking all the aspects of the framework into consideration. Put in 

words, it requires careful analysis of the elements and features, which conduct a website and a 

thorough examination of the perspective users of the online market. 

 

5.3 Recommendations 

Each and every research has its own objectives to achieve and when these objectives are met the 

whole research can be very helpful for people. This research can be useful to companies that 

strive to gain a competitive advantage in the age of the internet and market place. Our framework 

can be useful to both academics and practitioners. Website designers and developers can use the 

framework to classify issues that need more attention in developing an e-commerce website. Our 

model provides a tangible tool to measure the elements affecting customer behaviour and overall 

satisfaction. Online companies can identify the features that are mostly intend to influence 

customers and evaluate their website effectiveness. Hence, our findings endow businesses with 
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the key elements for developing a website for meeting customers’ needs and expectations, and 

increase company’s profits.  

Based on the results, recommendations can be mentioned for organizations and web developers. 

Businesses should seek ways to develop the information proved on their website in a better way 

by adopting innovative features and offer new online services. Web developers and website 

designers should establish a customer-oriented theory for building a website that corresponds to 

individual’s needs. Additionally, they should have in mind that a well structured, attractive and 

well organized website tends to increase customer satisfaction and helps in the acquisition of 

new customers and retaining existing ones. 

On the other hand, for academic researchers this framework could be the basis for further 

research and for formulating new hypotheses and questions. Future research could be conducted 

on extending the framework by examining customer satisfaction antecedents or different types of 

trust. Another important part of our framework is the online services provided by a company 

through its website. A research could cover this feature by coming across the e-services, which 

are necessary for a successful website and explain in depth how each of these services can be 

developed to help and support users.  

Further research may cover a range of different markets by evaluating different types of 

websites. Furthermore, to improve the reliability of the results more widespread studies are 

needed, such as repeating the research by questioning people from different nationalities. 

Likewise, it may be interesting to investigate the types of online users and how each one reacts 

with the website.  

Although, our survey proved our hypotheses and helped us to establish the relationships between 

the different variables, future researchers may collaborate with companies in applying the 

research framework by using the observation technique. This technique involves “…the 

systematic observation, recording, description, analysis and interpretation of people’s behaviour” 

(Saunders et al., 2007). A wide range of applications has been developed to assist online 

marketers in tracking individual’s actual behaviour. This research method would be an excellent 

way to validate the relationships between the elements of the framework and conclude with more 

reliable and accurate results.   
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Appendix A 

Letter sent to the correspondents  

My name is Miranda Elia and I am a postgraduate student at the department of Computer 

Science of the University of Manchester. In order to complete my thesis I have to make this 

survey and collect data that will help me with my findings. The primary aim of this project is to 

evaluate the extent to which website design affects consumers’ behaviour. I would be grateful if 

you could spend five minutes to fill this out. All the information will be anonymous and the 

information given will not be used for any other reason rather than research purposes. Thank you 

in advance. 

The link for the questionnaire is: 

http://www.kwiksurveys.com/online-survey.php?surveyID=INJKO_60e920f2 

General Notes 

• Here are some instructions on how to fill out this questionnaire. 

• It is important to note that you must press the 'Submit' button at the end of the survey to 

save your answers when you are finished. If you do not do this, your answers will be lost 

when you exit the questionnaire. 

• Please enter only accurate information. 

• Please answer all the questions. 

• If there are radio buttons, check the button to mark your choice. 

• Use the 'Next' and 'Back' button to navigate through the questionnaire. 

• To fill in text blocks, locate the mouse pointer in the text block area and start typing. 

• Press the 'Submit' button when you are finished answering the questions. 

Specific Instructions 

To each of the correspondents will be given a website. Before filling this questionnaire complete 

the steps below. 

1. Visit the website you have been told. 

2. Find out what is the website about by reading the information given in the front page. 

3. Search for the e-services offered by the company (for example, online registration or web 

check-in). 
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4. Go through the steps for booking a flight ticket with a destination of your choice. 

5. Search if there is a way to read the customers' testimonials that have already performed a 

transaction with the website (for example, forums). 

6. Fill out the questionnaire.   

Questionnaire 

1. What is your age group? 

• 18-25 

• 26-35 

• 36-54 

• Over 55 

2. Please indicate your gender: 

• Female 

• Male 

• No answer 

3. Which of the following best describes your status? 

• Student 

• Student in higher education 

• Employee 

• Self-employed 

• Unemployed 

• Other (Please Specify): 

4. Do you have a computer at home? 

• Yes 

• No 

5. Do you use Internet? 

• Yes 

• No 

 



 88

6. If Yes, what do you use it for? 

• Get Information 

• Buy online 

• Play Games 

• Chat 

• Book tickets 

• Other (Please Specify): 

7. How often do you use the Internet? 

………………………………………….. 

8. Please indicate the website you have visited: 

…………………………………………... 

9. To what extent do you agree/disagree with the following statements about the website? 

 Strongly 
Agree  

Agree Neutral Disagree Strongly 
Disagree 

The overall design of the website is 
welcoming  

     

The language used is difficult to understand      
There is too much jargon used      
The links between the pages are clear      
It is easy to navigate around the website      
The website is clearly structured      
I was able to find the information that I 
needed   

     

The front page was clear       
I understand what the company does      

 

9. Please rate the website on the following features: 

 Excellent Above 
Average 

Average Below 
Average 

Poor 

Ease of use       
Visual Appeal       
Location of Information      
Quality of Information      
Website navigation      
Clarity of information      
Overall Satisfaction      
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10. How satisfied are you with the following features: 

 Very 
Satisfied 

Satisfied Neutral Dissatisfied Very 
Dissatisfied 

Amount of information      
Organization of information      
Clarity of information       
Quality of writing      
Ease of navigation      
Help Feature      

         

11. To what extent do you agree/disagree with the following statements about the website? 

 Strongly 
Agree  

Agree Neutral Disagree Strongly 
Disagree 

I was able to find all the information needed      
The website provides truthful information      
The information provided by the website is 
believable 

     

The website content reflects expertise      
There were no surprises in how the website 
responded to my actions 

     

I am taking a chance interacting with this 
website 

     

I feel it is unsafe to interact with this 
website   

     

I feel I must be cautious when using this 
website  

     

I believe this website is trustworthy      
I trust this website      
I will recommend this website to someone 
else 

     

I will use this website in the future      
The website provides sufficient information 
about its term and conditions 

     

I would feel safe giving any payment and 
personal details on this website 

     

 

12. Please rate the importance of having the following information or resources on a website: 

 Very 
Important 

Important Neutral Unimportant Very 
Unimportant 

Company Information      
Testimonials      
Message Boards/Forums      
Blogs      
Customer Service      
Technical Support      
Security & Privacy      
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13. To what extent to you agree/disagree with the following statements: 

 Strongly 
Agree  

Agree Neutral Disagree Strongly 
Disagree 

The services provided on the website are 
very useful 

     

I can find a service on the website that is not 
provided by the brand 

     

I will use the e-services of the company 
because they will save me time 

     

I would register on this website to enjoy 
personalized services 

     

 

14. If you are already registered on the website answer the question below. 

To what extent do you agree/disagree with the following statements: 

 Strongly 
Agree  

Agree Neutral Disagree Strongly 
Disagree 

By being registered I shop faster      
By having an account makes the transaction 
more accurate 

     

I enjoy personalized services when I have 
an account 

     

I have an account only for receiving emails 
about news and special offers 

     

I would suggest others to register on this 
website 
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Appendix B 

Questionnaire Analysis 

Question 1 

What is your age group? 

 Responses Total 
18-25 37 62% 
26-35 13 22% 
36-54 6 10% 
Over 55 4 7% 

 

Question 2 

Please indicate your gender: 

 Responses Total 
Female 40 67% 
Male 20 33% 
No answer 0 0% 

 

Question 3 

Which of the following best describes your status: 

 
 

Responses Total 

Student 2 3% 
Student in higher education 31 52% 
Employee 26 43% 
Self-employed 0 0% 
Unemployed 1 2% 

 

Question 4 

Do you have a computer at home? 

 
 

Responses Total 

Yes 60 100% 
No 0 0% 

 

Question 5 

Do you use Internet? 

 Responses Total 
Yes 60 100% 
No 0 0% 
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Question 6 

If Yes, what do you use it for? 

 Responses Total 
Get Information 58 31% 
Buy online 43 23% 
Play games 15 8% 
Chat 21 11% 
Book tickets 45 24% 
Other 3 2% 

 

Question 7 

How often do you use the Internet? 

 Responses Total 
Every day 60 100% 

 

Question 8 

Please indicate the website you have visited: 

 Responses 
Monarch Airlines 4 
Ryanair  4 
Cyprus Airways 4 
British Airways  4 
BMI Baby  4 
Thomas Cook 4 
Easy Jet  4 
TripAdvisor  4 
Expedia  4 
Aegean Airlines  4 
Swiss Airlines  4 
Easy Jet  4 
Alitalia  4 
FlyBe  4 
KLM Airlines 4 
Olympic Airlines 4 

 

Question 9 

To what extent do you agree/disagree with the following statements about the website? 

 Strongly 
Agree  

Agree  Neutral  Disagree  Strongly 
Disagree 

Responses Total 

The overall design of the website is 
welcoming 

22% 55% 10% 10% 3% 60 11% 

The language used is difficult to understand 0% 3% 3% 64% 29% 59 11% 
There is too much jargon used 2% 3% 22% 66% 7% 59 11% 
The links between the pages are clear 14% 67% 12% 7% 0% 58 11% 
It is easy to navigate around the website 32% 56% 7% 5% 0% 59 11% 
The website is clearly structured 23% 57% 18% 2% 0% 60 11% 
I was able to find the information that I needed 29% 58% 12% 2% 0% 59 11% 
The front page was clear 30% 50% 10% 10% 0% 60 11% 
I understand what the company does 65% 27% 8% 0% 0% 60 11% 
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Question 10 

Please rate the website on the following features: 

 Excellent Above 
Average  

Average  Below 
Average 

Poor Responses Total 

Ease of use 30% 45% 23% 2% 0% 60 14% 
Visual Appeal 19% 40% 21% 19% 2% 58 14% 
Location of Information 15% 47% 33% 5% 0% 60 14% 
Quality of Information 17% 34% 37% 12% 0% 59 14% 
Website navigation 23% 48% 18% 10% 0% 60 14% 
Clarity of information 19% 47% 25% 8% 0% 59 14% 
Overall Satisfaction 22% 43% 25% 8% 2% 60 14% 

 

Question 11 

How satisfied are you with the following features: 

 Very 
Satisfied 

Satisfied Neutral Dissatisfied Very 
Dissatisfied 

Responses Total 

Amount of information 33% 45% 17% 5% 0% 60 17% 
Organization of information 20% 47% 25% 7% 0% 59 16% 
Clarity of information 20% 47% 28% 5% 0% 60 17% 
Quality of writing 17% 34% 42% 7% 0% 59 16% 
Ease of navigation 35% 52% 7% 7% 0% 60 17% 
Help Feature 17% 38% 40% 5% 0% 60 17% 

 

Question 12 

To what extent do you agree/disagree with the following statements about the website? 

 Strongly 
Agree  

Agree  Neutral  Disagree  Strongly 
Disagree 

Responses Total 

I was able to find all the information 
needed 

35% 50% 13% 2% 0% 60 7% 

The website provides truthful 
information 

35% 45% 17% 3% 0% 60 7% 

The information provided by the 
website is believable 

28% 50% 22% 0% 0% 60 7% 

The website content reflects expertise 30% 28% 32% 10% 0% 60 7% 
There were no surprises in how the 
website responded to my actions 

17% 63% 17% 3% 0% 59 7% 

I am taking a chance interacting with 
this website 

8% 25% 30% 28% 8% 60 7% 

I feel it is unsafe to interact with this 
website 

3% 3% 22% 52% 20% 60 7% 

I feel I must be cautious when using 
this website 

2% 19% 24% 43% 12% 58 7% 

I believe this website is trustworthy 22% 50% 27% 2% 0% 60 7% 
I trust this website 22% 48% 25% 5% 0% 60 7% 
I will recommend this website to 
someone else 

25% 43% 22% 10% 0% 60 7% 

I will use this website in the future 22% 47% 15% 15% 0% 59 7% 
The website provides sufficient 
information about its term and 
conditions 

7% 65% 13% 8% 7% 60 7% 

I would feel safe giving any payment 
and personal details on this website 

12% 55% 25% 8% 0% 60 7% 
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Question 13 

Please rate the importance of having the following information or resources on a website: 

 Very 
Important 

Important Neutral Unimportant Very 
Unimportant 

Responses Total 

Company Information 75% 24% 0% 2% 0% 59 14% 
Testimonials 54% 31% 15% 0% 0% 59 14% 
Message Boards/Forums 19% 36% 39% 7% 0% 59 14% 
Blogs 10% 20% 54% 14% 2% 59 14% 
Customer Service 75% 24% 2% 0% 0% 59 14% 
Technical Support 36% 53% 12% 0% 0% 59 14% 
Security & Privacy 97% 3% 0% 0% 0% 59 14% 

 

Question 14 

To what extent to you agree/disagree with the following statements 

 Strongly 
Agree  

Agree  Neutral  Disagree  Strongly 
Disagree 

Responses Total 

The services provided on the website are very 
useful 

44% 46% 10% 0% 0% 59 25% 

I can find a service on the website that is not 
provided by the brand 

12% 29% 51% 8% 0% 59 25% 

I will use the e-services of the company because 
they will save me time 

36% 44% 20% 0% 0% 59 25% 

I would register on this website to enjoy 
personalized services 

14% 44% 37% 3% 2% 59 25% 

 

Question 15 

If you are already registered on the website answer the question below. 

To what extent do you agree/disagree with the following statements: 

 Strongly 
Agree  

Agree  Neutral  Disagree  Strongly 
Disagree 

Responses Total 

By being registered I shop faster 40% 47% 14% 0% 0% 43 20% 
By having an account makes the transaction 
more accurate 

30% 40% 30% 0% 0% 43 20% 

I enjoy personalized services when I have an 
account 

19% 47% 33% 2% 0% 43 20% 

I have an account only for receiving emails 
about news and special offers 

5% 12% 70% 14% 0% 43 20% 

I would suggest others to register on this 
website 

21% 44% 26% 9% 0% 43 20% 
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Appendix C 

SPSS Results - Correlations: 

   
CUSTOMER_SA

TISFACTION WEBSIDE_DESIGN 

CUSTOMER_SATISFACTION Pearson Correlation 1 ,772(**) 

  Sig. (2-tailed)   ,000 

  N 60 60 

WEBSIDE_DESIGN Pearson Correlation ,772(**) 1 

  Sig. (2-tailed) ,000   

  N 60 60 

**  Correlation is significant at the 0.01 level (2-tailed). 

  

    
CUSTOMER_SA

TISFACTION 
INFORMATION_CO

NTENT 

CUSTOMER_SATISFACTION Pearson Correlation 1 ,688(**) 

  Sig. (2-tailed)   ,000 

  N 60 60 

INFORMATION_CONTENT Pearson Correlation ,688(**) 1 

  Sig. (2-tailed) ,000   

  N 60 60 

**  Correlation is significant at the 0.01 level (2-tailed). 

 

    
CUSTOMER_SATI

SFACTION TRUST 

CUSTOMER_SATISFACTION Pearson Correlation 1 ,744(**) 

  Sig. (1-tailed)   ,000 

  N 60 60 

TRUST Pearson Correlation ,744(**) 1 

  Sig. (1-tailed) ,000   

  N 60 60 

**  Correlation is significant at the 0.01 level (1-tailed). 
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CUSTOMER_SA

TISFACTION COMMITMENT 

CUSTOMER_SATISFACTION Pearson Correlation 1 ,756(**) 

  Sig. (1-tailed)   ,000 

  N 60 59 

COMMITMENT Pearson Correlation ,756(**) 1 

  Sig. (1-tailed) ,000   

  N 59 59 

**  Correlation is significant at the 0.01 level (1-tailed). 

 

    
CUSTOMER_SA

TISFACTION LOYALTY 

CUSTOMER_SATISFACTION Pearson Correlation 1 ,640(**) 

  Sig. (1-tailed)   ,000 

  N 60 60 

LOYALTY Pearson Correlation ,640(**) 1 

  Sig. (1-tailed) ,000   

  N 60 60 

**  Correlation is significant at the 0.01 level (1-tailed). 
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Appendix D 

SPSS Results - Frequencies: 

Company Information 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 44 72,1 73,3 73,3 

IMPORTANT 15 24,6 25,0 98,3 

UNIMPORTANT 1 1,6 1,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     

 

 

Testimonials 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 32 52,5 53,3 53,3 

IMPORTANT 18 29,5 30,0 83,3 

NEUTRAL 10 16,4 16,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     

 

Message Boards/Forums 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 11 18,0 18,3 18,3 

IMPORTANT 21 34,4 35,0 53,3 

NEUTRAL 24 39,3 40,0 93,3 

UNIMPORTANT 4 6,6 6,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     
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Blogs 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 6 9,8 10,0 10,0 

IMPORTANT 13 21,3 21,7 31,7 

NEUTRAL 32 52,5 53,3 85,0 

UNIMPORTANT 8 13,1 13,3 98,3 

VERY UNIMPORTANT 1 1,6 1,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     

 

Customer Service 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 45 73,8 75,0 75,0 

IMPORTANT 14 23,0 23,3 98,3 

NEUTRAL 1 1,6 1,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     

 

 

Technical Support 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 21 34,4 35,0 35,0 

IMPORTANT 32 52,5 53,3 88,3 

NEUTRAL 7 11,5 11,7 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     
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Security & Privacy 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid VERY IMPORTANT 58 95,1 96,7 96,7 

IMPORTANT 2 3,3 3,3 100,0 

Total 60 98,4 100,0   

Missing System 1 1,6     

Total 61 100,0     

 

 

 

 


