BAB V
PENUTUP

Pada bab ini berisi tentang pembahasan mengenai kesimpulan yang
diperoleh dari pembahasan dan analisis data bab 1V, implikasi manajerial,

kelemahan penelitian, serta saran untuk penelitian selanjutnya.

5.1  Kesimpulan
Berdasarkan hasil analisis data dan uraian yang telah dijelaskan pada bab-
bab sebelumnya, penelitian mengenai kemudahan online yang meliputi

(kemudahan akses, pencarian, evaluasi, atensi, transaksi, kepemilikan, pasca

kepemilikan), kepuasan pelanggan online terhadap niat beli online dan electronic

word-of-mouth pada SOCO by Sociolla dapat disimpulkan sebagai berikut:

1) Mayoritas responden yang menggunakan aplikasi SOCO by Sociolla untuk
melakukan belanja online adalah perempuan dengan usia rata-rata 21 — 30
tahun.

2) Mayoritas responden yang menggunakan aplikasi SOCO by Sociolla untuk
melakukan belanja online adalah mahasiswa atau pelajar yang memiliki
pendapatan rata-rata perbulan sebesar Rp. 2.000.001 — Rp. 4.000.000.

3) Kemudahan akses tidak berpengaruh secara signifikan terhadap kepuasan
pelanggan online.

4) Kemudahan pencarian tidak berpengaruh secara signifikan terhadap kepuasan
pelanggan online.

5) Kemudahan evaluasi tidak berpengaruh secara signifikan terhadap kepuasan
pelanggan online.

6) Kemudahan atensi (attentiveness convenience) tidak berpengaruh secara
signifikan terhadap kepuasan pelanggan online.

7) Kemudahan transaksi berpengaruh secara signifikan dan positif terhadap
kepuasan pelanggan online.

8) Kemudahan kepemilikan berpengaruh secara signifikan dan positif terhadap

kepuasan pelanggan online.
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9) Kemudahan pasca kepemilikan tidak berpengaruh secara signifikan terhadap
kepuasan pelanggan online.

10) Kepuasan pelanggan online berpengaruh secara signifikan dan positif terhadap
niat beli online.

11) Kepuasan pelanggan online berpengaruh secara signifikan dan positif terhadap

electronic word-of-mouth.

5.2  Implikasi Manajerial

Berdasarkan uraian dan kesimpulan dari penelitian ini, peneliti dapat
merumuskan implikasi manajerial yang dapat diterapkan dalam kehidupan nyata
adalah sebagai berikut:

1) Dalam penelitian ini menunjukkan bahwa variabel kemudahan transaksi
berpengaruh terhadap kepuasan pelanggan online. Maka dari itu, SOCO by
Sociolla harus memenuhi kemudahan, keamanan dan kecepatan bagi pelanggan
saat melakukan pembayaran, SOCO by Sociolla dapat berinovasi untuk
mengganti aplikasi pihak ketiga (seperti e — wallet dan mobile banking) dengan
metode pembayaran sendiri dari SOCO saat melakukan pembayaran. Serta
melakukan perubahan mengenai SOCO points agar bisa langsung digunakan
saat pelanggan baru men —download aplikasi dapat menggunakan SOCO points
saat melakukan transaksi. Selain itu, Sociolla dapat berinovasi untuk
menambahkan fitur filter yaitu pencarian produk dan scan produk untuk
mempermudah menemukan produk yang dicari dalam SOCO by Sociolla.

2) Berdasarkan hasil penelitian, variabel kemudahan kepemilikan memiliki
pengaruh terhadap variabel kepuasan pelanggan online. Penting diperhatikan
bagi SOCO by Sociolla bahwa kemudahan kepemilikan memiliki peran yang
penting dalam menciptakan kepuasan pelanggan online saat berbelanja.
Sociolla perlu menambahkan layanan pengiriman same day delivery yaitu
layanan pengiriman paket dengan estimasi sampai di hari yang sama dan
layanan COD (cash on delivery) untuk mempermudah pelanggan membeli
produk secara tunai. Selain itu, pilihan ekspedisi diperbanyak agar pelanggan

dapat memilih sendiri jasa ekspedisi yang akan dipakai untuk mengirimkan
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produk yang dibeli sesuai dengan keinginan pelanggan.

3) Niat beli online dan electronic word-of-mouth dapat menjadi dampak yang
positif serta membangun dari pengaruh kepuasan pelanggan online. Sociolla
harus memperhatikan ketika pelanggan membaca ulasan produk pada SOCO by
sociolla karena memungkinkan pelanggan membandingkan harga atau review
untuk membeli produk melalui aplikasi lain. Maka dari itu, agar sociolla dapat
meningkatkan pengalaman belanja, dapat ditambahkan fitur cancel order pada
SOCO by sociolla ketika melakukan pemesanan. Hal ini bertujuan untuk

memudahkan pelanggan dalam mengubah pesanan ketika terjadi kesalahan.

5.3  Keterbatasan Penelitian

Berdasarkan hasil penelitian di atas, peneliti akan menjelaskan beberapa
kelemahan dalam penelitian ini yang bisa dijadikan acuan peneliti berikutnya yang
akan meneliti topik ini lebih dalam lagi. Beberapa kelemahan dalam penelitian ini
yang bisa disampaikan adalah sebagai berikut:

1) Pada penelitian ini berdasarkan jurnal utama objek yang digunakan adalah
website, tetapi dalam penelitian ini objek yang digunakan adalah aplikasi,
sedangkan jika SOCO by Sociolla berbentuk aplikasi dapat mempengaruhi
performa yang berbeda dari versi device yang digunakan tiap user-nya.

2) Penelitian ini hanya berfokus pada satu aplikasi yaitu Sociolla, sedangkan di

Indonesia memiliki berbagai aplikasi lain yang berbasis kosmetik juga.

5.4  Saran Penelitian Kedepan

Dari hasil dan kesimpulan pada penelitian ini peneliti akan memberikan
beberapa saran dalam penelitian yang nantinya dapat digunakan untuk peneliti lain
yang akan meneliti topik serupa bisa lebih dalam lagi.

1) Pada penelitian kedepan dapat menggunakan website dari Sociolla sebagai
objek penelitian, untuk membandingkan pengaruh antara variabel dan dapat
ikut mempertimbangkan versi device (kecepatan jaringan, kapasitas storage,
dan pengoptimalan software) yang digunakan dari user SOCO by Sociolla.

2) Pada penelitian selanjutnya dapat menggunakan objek selain aplikasi SOCO by
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Sociolla (misalnya Sephora, Female Daily) untuk mengetahui apakah terdapat
pengaruh yang sama antara variabel atau tidak.
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LAMPIRAN

Lampiran I. 1 Surat Pengantar Kuesioner

SURAT PENGANTAR KUESIONER

Hal : Permohonan Pengisian Kuesioner
Kepada Yth.

Bapak / Ibu / Saudara/i Responden

Di tempat

Dengan hormat,
Saya yang bertanda tangan di bawah ini:

Nama : Stefani Cewa Dinata

NPM : 1903 25018

Program Studi : Manajemen

Fakultas : Bisnis dan Ekonomika

Universitas : Atma Jaya Yogyakarta

Judul Penelitian : Pengaruh Anfara Kemudahan Online, Kepuasan Pelanggan

Online terhadap Niat Beli Online Dan E — WOM pada Aplikasi SOCO by Sociolla.
(https:/forms.gle/epae7czMWY¥emdS8 YL 7)

Dengan ini, Saya memohon kesediaan Bapak/ Ibu/ Saudara/i untuk
berkenan dalam pengisian kuesioner yang menjadi bahan penelitian guna
menyelesaikan tugas akhir yaitu skripsi sebagai syarat kelulusan sarjana. Seluruh
informasi dan data responden yang saya peroleh hanya akan digunakan untuk
kepentingan penelitian dan tidak akan disalahgunakan.

Demikian surat pengantar ini Saya buat, besar harapan Saya agar Bapak/
Ibu/ Saudara/i berkenan untuk membantu Saya dalam menyelesaikan tugas akhir
ini. Atas perhatian Bapak/ Ibu/ Saudara/i, Saya ucapkan terima kasih.

Yogyakarta, 14 April 2023
Hormat Saya,

Stefani Cewa Dinata
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Lampiran I. 2 Pertanyaan Kuesioner

Pertanyaan Filter

1. Apakah Anda menginstal aplikasi SOCO by Sociolla pada device yang

Anda miliki?
e Ya
¢ Tidak

2. Apakah Anda pernah melakukan pembelian dari aplikasi SOCO by Sociolla

minimal 2x (kali) dalam kurun waktu 1 tahun terakahir?
e Ya
e Tidak

Pertanyaan Demografi Responden
1. Jenis Kelamin]|

o Laki-laki o Perempuan
2. Usia
0<20th 021 -30th
o31-40th 0>41th
3. Pekerjaan
o Pelajar / Mahasiswa o Pegawai Swasta
o Pegawai Negeri Sipil o Pengusaha / Wiraswasta
o Lain-lain

4. Pendapatan atau vang saku perbulan
o <Rp. 2.000.000 o Rp. 5.500.001 — Rp. 7.000.000
o Rp. 2.000.001 — Rp. 4.000.000 o= Rp. 7.000.001
o Rp. 4.000.001 — Rp. 5.500.000
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Responden dimohon menjawab pertanyaan yang diajukan dengan memilih

salah satu jawaban yang relevan dengan opini responden. Jawaban akan

diklasifikasikan menjadi beberapa pilihan, yaitu:
— Poin 1: Sangat Tidak Setuju (STS)
— Poin 2: Tidak Setuju (TS)
— Poin 3: Netral (N)
— Poin 4: Setuju (S)
— Poin 5: Sangat Setuju (SS)

Indikator Kemudahan Akses

Indikator Pertanyaan

Alternatif Jawaban

KAl Aplikasi  SOCO by Sociolla
beroperasi selama 24 jam, sehingga
Saya dapat berbelanja kapan pun
Saya mau

STS

TS

N

S

SS

KA2 Saya dapat memesan produk
melalui aplikasi SOCO by Sociolla
dimanapun ketika terhubung dengan
internet

STS

TS

SS

KA3 Aplikasi SOCO by Sociolla selalu
dapat diakses

STS

TS

SS

Indikator Kemudahan Pencarian

Indikator Pertanyaan

Alternatif Jawaban

KP1 Saya hanya perlu membuka tautan
dalam aplikasi SOCO by Sociolla
untuk menemukan informasi yang
Saya cari

STS

TS

N

S

SS

KP2 Saya dapat menemukan apa yang
Saya inginkan di aplikasi SOCO by
Sociolla tanpa harus mencari kesana
sini

STS

TS

SS

KP3 Aplikasi  SOCO by Sociolla
menyediakan  infromasi  yang
bermanfaat

STS

TS

SS

KP4 Sangat mudah untuk mendapatkan
informasi yang Saya perlukan untuk
membuat keputusan pembelian di
aplikasi SOCO by Sociolla

STS

TS

SS

76




Indikator Kemudahan Evaluasi

Indikator

Pertanyaan

Alternatif Jawaban

KE1

Sociolla
produk

Aplikasi
menyediakan
yang detail

SOCO by
spesifikasi

STS

TS

N

S

SS

KE2

Aplikasi SOCO by Sociolla
menggunakan kombinasi konten dan
gambar pada informasi produk

STS

TS

SS

KE3

Aplikasi SOCO by Sociolla
menyediakan informasi yang cukup
untuk mengenali berbagai macam
produk

STS

TS

SS

Indikator Kemudahan Atensi

Indikator

Pertanyaan

Alternatif Jawaban

KAT1

Sociolla
yang

Aplikasi SOCO by
memberikan perhatian
personal kepada Saya

STS

TS

N

S

SS

KAT?2

Aplikasi SOCO by
menyediakan kolom
pertanyaan komentar
konsumen

Sociolla
untuk

dan dari

STS

TS

SS

KAT3

Saya telah menerima pesan ucapan
terima kasih pribadi melalui E - Mail
atau media lainnya setelah Saya
melakukan pemesanan dari aplikasi
SOCO by Sociolla

STS

TS

SS

Indikator Kemudahan Transaksi

Indikator

Pertanyaan

Alternatif Jawaban

KT1

Proses pembayaran dalam aplikasi
SOCO by Sociolla cepat

STS

TS

N

S

SS

KT2

Pembelian Saya dalam aplikasi
SOCO by Sociolla selesai dengan
mudah

STS

TS

N

S

SS

KT3

Tidak butuh waktu lama untuk
menyelesaikan proses pembelian
dalam aplikasi SOCO by Sociolla

STS

TS

SS

KT4

Saya  merasa  aman untuk
memberikan data pribadi dan privasi
Saya pada aplikasi SOCO by
Sociolla

STS

TS

SS
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Indikator Kemudahan Kepemilikan

Indikator Pertanyaan Alternatif Jawaban
KPK1 Saya mendapatkan apa yang Saya | STS | TS N S SS
inginkan pada aplikasi SOCO by
Sociolla
KPK2 Pesanan Saya pada aplikasi SOCO | STS | TS N S SS
by Sociolla diantar tepat waktu
KPK3 Produk yang Saya beli di aplikasi | STS | TS N S SS
SOCO by Sociolla tidak rusak saat
pengiriman
KPK4 Saya mendapatkan semua barang | STS | TS N S SS
yang Saya pesan melalui aplikasi
SOCO by Sociolla
Indikator Kemudahan Pasca Kepemilikan
Indikator Pertanyaan Alternatif Jawaban
KPK1 | Aplikasi SOCO by Sociolla bersedia | STS | TS N S SS
untuk menukar dan menerima
pengembalian produk jika terjadi
masalah
KPK2 | Aplikasi SOCO by Sociolla | STS | TS N S SS
melakukan proses pengembalian
dan penukaran produk tepat waktu
KPK3 Aplikasi SOCO by Sociolla dengan | STS | TS N S SS
cepat menyelesaikan setiap masalah
setelah pembelian yang Saya temui
Indikator Kepuasan Pelanggan Online
Indikator Pertanyaan Alternatif Jawaban
KPO1 Belanja online di aplikasi SOCO by | STS | TS N S SS
Sociolla adalah pengalaman yang
menyenangkan
KPO2 Saya puas dengan belanja Saya | STS | TS N S SS
sebelumnya di aplikasi SOCO by
Sociolla
KPO3 Saya senang ketika melakukan | STS | TS N S SS

transaksi di
Sociolla

aplikasi SOCO by
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Indikator Niat Beli Online

Indikator Pertanyaan Alternatif Jawaban
NBO1 | Saya akan terus berbelanja onlinedi | STS | TS N S SS
aplikasi SOCO by Sociolla
NBO2 | Saya mendorong orang lain untuk | STS | TS N S SS
berbelanja online di aplikasi SOCO
by Sociolla
NBO3 | Saya akan menggunakan aplikasi | STS | TS N S SS
SOCO by Sociolla ini lebih sering
untuk melakukan pembelian online
Indikator Electronic Word-Of-Mouth
Indikator Pertanyaan Alternatif Jawaban
EWOM1 | Saya selalu membagikan | STS | TS N S SS
pengetahuan dan informasi Saya
ketika berbelanja di aplikasi SOCO
by Sociolla
EWOM2 | Saya selalu membaca wulasan | STS | TS N S SS
konsumen ketika Saya melakukan
pembelian di aplikasi SOCO by
Sociolla
EWOM3 | Saya merekomendasikan orang | STS | TS N S SS
untuk membeli produk dari aplikasi
SOCO by Sociolla, tempat Saya
biasa belanja online
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Lampiran I. 3 Formulir Google Form

Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Halooo semuanya!

Salam kenal, Saya Stefani Cewa Dinata dari Program Studi Manaj K iP FBE
UAJY. Sebagai syarat menyelesaikan studi S-1. Saya sedang melakukan penelitian dengan judul
"Pengaruh Antara Kemudahan Online. Kepuasan Pelanggan On/ie terhadap Niat Beli Online dan E
- WOM pada Aplikasi SOCO by Sociolla". Mohon kesediaan waktu Saudara/i untuk dapat menjadi
responden dalam penelitian Saya tersebut.

Segala informasi yang Saudara/i berikan dari formulir yang menjadi kuesioner dalam penelitian
Saya akan dijamin kerahasiaannya karena hanya akan digunakan sebagai kebutuhan penelitian. Saya
ucapkan terima kasih atas partisipasi Saudara/i dalam membanm menjadi responden dalam

penelitian ini.

2l

Apabila terdapat pertanyaan dan keluhan dalam pengisian kuesi dapat menghubungi Saya
melalui E-Mail berikut: fanifanicd@gmail.com

Login ke Google untuk menyimpan progres. Pelajarilebih lanjut

* Menunjukkan pertanyaan yang wajib diisf

Apakah Anda mengetahui aplikasi belanja online SOCO by Sociolla? *

O Ya
QO Tidak

Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Apakah Anda menginstal aplikasi SOCO &y Sociolla pada device yang Anda miliki? *

O Ya
O Tidak

Kembali J{ Berikutnya ‘ Kosongkan formulir

Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Apakah Anda pernah melakukan pembelian dari aplikasi SOCO by Sociolla minimal 2x ~ *
(kali) dalam kurun waktu 1 tahun terakhir?

O Ya
O Tidak

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Jenis Kelamin *
QO Lakidaki

QO Perempuan

Usia*

Q <20m
QO 2-30u
QO 31-40m

QO z4m

Pekerjaan *

(O Pelajar / Mahasiswa
o Pegawai Negeri Sipil
O Pegawai Swasta

O Pengusaha / Wiraswasta

QO Lain-lain

Pendapatan atau uang saku perbulan *
O <Rp.2.000.000

O Rp.2.000.001 - Rp. 4.000.000

(O Rp. 4.000.001 - Rp. 5.500.000

O Rp.5.500.001 - Rp. 7.000.000

QO =Rp.7.000.001

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

P dimohon menj p yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan. yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Aplikasi SOCO by Sociolla beroperasi selama 24 jam, sehingga Saya dapat berbelanja »
kapan pun Saya mau

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya dapat memesan produk melalui aplikasi SOCO by Sociolla dimanapun ketika s
terhubung dengan internet

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla selalu dapat diakses *

Sangat Tidak Setuju O O o O o Sangat Setuju

Kembali Berikutnya Kosongkan formulir




Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden di ljawab p yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Saya hanya perlu membuka tautan dalam aplikasi SOCO by Sociolla untuk menemukan
informasi yang Saya cari

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya dapat menemukan apa yang Saya inginkan di aplikasi SOCO by Sociolla tanpa harus *
mencari kesana sini

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla menyediakan informasi yang bermanfaat *

Sangat Tidak Setuju O O o O O Sangat Setuju

Sangat mudah untuk mendapatkan informasi yang Saya perlukan untuk membuat »

keputusan pembelian di aplikasi SOCO by Sociolla

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan. yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Aplikasi SOCO by Sociolla menyediakan spesifikasi produk vang detail *
Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla menggunakan kombinasi tulisan dan gambar pada informasi  *
produk

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla menyediakan informasi yang cukup untuk mengenali berbagai *

macam produk

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan. yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Aplikasi SOCO by Sociolla memberikan perhatian yang personal kepada Saya *

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla menyediakan kolom untuk pertanyaan dan komentar dari *

konsumen
Sangat Tidak Setuju O O O O O Sangat Setuju

Saya telah menerima pesan ucapan terima kasih pribadi melalui E - Mail atau media *
lainnya setelah Saya melakukan pemesanan dari aplikasi SOCO by Sociolla

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah sat jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Proses pembayaran dalam aplikasi SOCQ by Sociolla cepat *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Pembelian Saya dalam aplikasi SOCO by Sociolla selesai dengan mudah *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Tidak butuh waktu lama untuk menyelesaikan proses pembelian dalam aplikasi SOCO by *
Sociolla

Sangat Tidak Seruju O O O O O Sangat Setuju

Saya merasa aman untuk memberikan data pribadi dan privasi Saya pada aplikasi SOCO
Dy Sociolla

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

R v B i

P 1j p vaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Saya mendapatkan apa yang Saya inginkan pada aplikasi SOCO by Sociolla *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Pesanan Saya pada aplikasi SOCO by Sociolla diantar tepat waktu *

Sangat Tidak Setuju O O O O O Sangat Setuju

Produk yang Saya beli di aplikasi SOCO by Sociolla tidak rusak saat pengiriman *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya mendapatkan semua barang yang Saya pesan melalui aplikasi SOCO by Sociolla *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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DISC. UP TO

Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Aplikasi SOCO by Sociolla bersedia untuk menukar dan menerima pengembalian produk *
jika terjadi masalah

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla melakukan proses pengembalian dan penukaran produk tepat *
waktu

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SOCO by Sociolla dengan cepat menyelesaikan setiap masalah setelah *

pembelian yang Saya temui

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan fermulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan. yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Belanja online di aplikasi SOCO by Sociolla adalah pengalaman yang menyenangkan *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya puas dengan pengalaman belanja Saya sebelumnya di aplikasi SOCO by Sociolla *
Sangat Tidak Setuju O O O O O Sangat Setuju

Saya senang ketika melakukan transaksi di aplikasi SOCO by Sociolla *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Onl/ine terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Saya akan terus berbelanja on/ine di aplikasi SOCO by Sociolla *
Sangat Tidak Setuju O O O O O Sangat Setuju
Saya mendorong orang lain untuk berbelanja online di aplikasi SOCO by Sociolla *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan menggunakan aplikasi SOCO 2y Sociolla ini lebih sering untuk melakukan *

pembelian online

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Pengaruh Antara Kemudahan Online,
Kepuasan Pelanggan Online terhadap Niat
Beli Online dan E - WOM pada Aplikasi
SOCO by Sociolla

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Responden dimohon menjawab pertanyaan yang diajukan dengan memilih salah satu jawaban yang
relevan dengan opini responden. Jawaban akan diklasifikasikan menjadi beberapa pilihan, yaitu:

Poin 1: Sangat Tidak Setuju (STS)
Poin 2: Tidak Setuju (TS)

Poin 3: Netral (N)

Poin 4: Setuju (S)

Poin 5: Sangat Setuju (SS)

Saya selalu membagikan pengetahuan dan informasi Saya ketika berbelanja di aplikasi *
SOCO by Sociolla

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya selalu membaca ulasan konsumen ketika Saya melakukan pembelian di aplikasi *
SOCO by Sociolla

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merekomendasikan orang untuk membeli produk dari aplikasi SOCO by Sociolla, — *

tempat Saya biasa belanja onfine

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Lampiran I. 4 Indikator Jurnal Utama

Variabel

Indikator Pertanyaan

Access Conveninece 1. The website operates 24/24, so | can shop
whenever | want
2. | can order products wherever | connected the
internet
3. The website is always accessible
Search Conveninece 1. I can quickly go to the links within site to find the
information | am looking for
2. | can find what I want without having to look
elsewhere
3. The website provides useful information
4. It's easy to get the information | need to make my
purchase decisions
Evaluation Conveninece 1. The website provides detailed product
specifications
2. The website uses a combination of content and
images in the product information
3. The website provides enough information to
identify the various products
Attentiveness Conveninece | 1. The website has given me personal attention
2. The website has a messaging area for questions
and comments of the customer
3. I have received a personal thank you message via
email or other media after | placed an order from
the Website
Transaction Conveninece 1. The payment process is fast
2. My purchase was completed easily
3. It does not take long to complete the purchase
process at the website
4. |feel safe to provide my personal and private data
Possession Conveninece 1. | got exactly what | wanted
2. My order was delivered on time
3. Products are not damaged on delivery
4. 1 got all the items that | ordered
Post-possession 1. The website is interested in exchanging and
Conveninece returning products to retailers
2. The website pays attention to the timely return
and exchange of products
3. The retailer quickly resolves any post-purchase
problems that | encounter
Online Customer | 1. Shopping online is an enjoyable experience
Satisfaction 2. | am satisfied with my previous online shopping
experience
3. | am delighted when doing the transaction on the
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website

Online Buying Intention

.

I will continue shopping online at this website

I encourage others to shop online at this website
I will use this website more often to make online
purchases

Electronic Word-Of-Mouth

I always share my knowledge and information on
online sales websites

| always read online consumer reviews when | do
online shopping

I recommend people to buy products online from
the website where | usually buy them

Sumber: Le-Hoang (2020)
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Lampiran I. 5 Hasil Pengisian Responden

Timestamp | Apakah Anda Apakah Anda Apakah Anda pernah Jenis Usia Pekerjaan Pendapatan atau
mengetahui menginstal aplikasi | melakukan pembelian Kelamin uang saku
aplikasi belanja SOCO by Sociolla | dari aplikasi SOCO by perbulan
online SOCO by | pada device yang Sociolla minimal 2x
Sociolla? Anda miliki? (kali) dalam kurun waktu

1 tahun terakhir?
4/16/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 4.000.001 -
0:05:43 Mahasiswa Rp. 5.500.000
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
0:24:45 Mahasiswa
4/19/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 5.500.001 -
0:37:27 Mahasiswa Rp. 7.000.000
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
0:39:15 Mahasiswa
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
0:43:50 Mahasiswa Rp. 4.000.000
4/19/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar <Rp. 2.000.000
2:39:28 Mahasiswa
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 4.000.001 -
2:55:52 Mahasiswa Rp. 5.500.000
4/19/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar < Rp. 2.000.000
15:00:45 Mahasiswa
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai > Rp. 7.000.001
15:00:51 Swasta
4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
18:29:03 Mahasiswa Rp. 4.000.000
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4/19/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
18:31:07 Mahasiswa Rp. 4.000.000
4/19/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar <Rp. 2.000.000
18:44:22 Mahasiswa

4/19/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar < Rp. 2.000.000
19:04:17 Mahasiswa

4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
19:13:43 Mahasiswa Rp. 4.000.000
4/19/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
19:41:53 Mahasiswa

4/19/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
21:35:45 Mahasiswa

4/20/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
18:18:32 Mahasiswa

4/20/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 4.000.001 -
20:30:58 Mahasiswa Rp. 5.500.000
4/20/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pengusaha > Rp. 7.000.001
23:48:50 Wiraswasta

4/20/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
23:53:08 Mahasiswa Rp. 4.000.000
4/21/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 4.000.001 -
0:16:09 Mahasiswa Rp. 5.500.000
4/21/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar <Rp. 2.000.000
9:05:21 Mahasiswa

4/21/2023 Ya Ya Ya Laki-laki 21 - 30 th | Pelajar Rp. 2.000.001 -
10:33:33 Mahasiswa Rp. 4.000.000
4/21/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
12:47:22 Mahasiswa
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4/21/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
12:54:52 Mahasiswa

4/21/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
12:56:29 Mahasiswa Rp. 4.000.000
4/21/2023 Ya Ya Ya Laki-laki 21 - 30 th | Pelajar Rp. 4.000.001 -
13:00:39 Mahasiswa Rp. 5.500.000
4/21/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar <Rp. 2.000.000
17:07:39 Mahasiswa

4/21/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 4.000.001 -
18:05:49 Mahasiswa Rp. 5.500.000
4/21/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar <Rp. 2.000.000
20:06:38 Mahasiswa

4/22/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 4.000.001 -
13:33:29 Mahasiswa Rp. 5.500.000
4/23/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 2.000.001 -
19:56:05 Swasta Rp. 4.000.000
4/23/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
21:12:51 Mahasiswa Rp. 4.000.000
4/23/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
21:14:52 Mahasiswa

4/23/2023 Ya Ya Ya Perempuan | 21 - 30 th | Lain-lain <Rp. 2.000.000
21:15:56

4/23/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
22:06:12 Mahasiswa

4/24/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
0:25:38 Mahasiswa Rp. 4.000.000
4/24/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
3:31:37 Mahasiswa
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4/24/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
7:52:51 Mahasiswa

4/24/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pengusaha <Rp. 2.000.000
9:25:50 Wiraswasta

4/25/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain > Rp. 7.000.001
7:48:26

4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar > Rp. 7.000.001
17:21:13 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
17:31:53 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
17:58:46 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
19:26:17 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
20:18:16 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
20:18:44 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 2.000.001 -
20:21:36 Swasta Rp. 4.000.000
4/25/2023 Ya Ya Ya Laki-laki | <20th Pelajar Rp. 2.000.001 -
20:23:09 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Laki-laki | 21-30th | Lain-lain Rp. 2.000.001 -
20:32:15 Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
20:36:21 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
20:41:04 Mahasiswa
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4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
20:43:18 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
20:47:35 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
20:49:31 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
20:56:30 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
21:02:07 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 4.000.001 -
21:02:08 Mahasiswa Rp. 5.500.000
4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 4.000.001 -
21:03:31 Mahasiswa Rp. 5.500.000
4/25/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
21:17:38 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 2.000.001 -
21:54:52 Mahasiswa Rp. 4.000.000
4/25/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pengusaha < Rp. 2.000.000
22:04:39 Wiraswasta

4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 4.000.001 -
22:23:12 Swasta Rp. 5.500.000
4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
23:01:46 Mahasiswa

4/25/2023 Ya Ya Ya Perempuan | 21 - 30 th | Lain-lain Rp. 4.000.001 -
23:49:39 Rp. 5.500.000
4/25/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar > Rp. 7.000.001
23:52:09 Mahasiswa
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4/26/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar Rp. 2.000.001 -
0:29:52 Mahasiswa Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | <20 th Pelajar Rp. 2.000.001 -
0:31:24 Mahasiswa Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 5.500.001 -
7:49:48 Swasta Rp. 7.000.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 4.000.001 -
8:54:44 Mahasiswa Rp. 5.500.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 2.000.001 -
9:52:52 Mahasiswa Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 5.500.001 -
9:59:02 Mahasiswa Rp. 7.000.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar Rp. 2.000.001 -
10:46:59 Mahasiswa Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
11:27:21 Mahasiswa

4/26/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pengusaha Rp. 4.000.001 -
13:36:44 Wiraswasta Rp. 5.500.000
4/26/2023 Ya Ya Ya Perempuan | > 41 th Lain-lain Rp. 4.000.001 -
13:40:17 Rp. 5.500.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Lain-lain > Rp. 7.000.001
13:47:49

4/26/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pengusaha > Rp. 7.000.001
14:31:21 Wiraswasta

4/26/2023 Ya Ya Ya Perempuan | > 41 th Pegawai Rp. 4.000.001 -
18:56:19 Swasta Rp. 5.500.000
4/26/2023 Ya Ya Ya Laki-laki | >41 th Pengusaha > Rp. 7.000.001
18:59:09 Wiraswasta
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4/26/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 2.000.001 -
19:01:24 Swasta Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pengusaha / | Rp. 4.000.001 -
20:19:14 Wiraswasta Rp. 5.500.000
4/26/2023 Ya Ya Ya Laki-laki 21 -30th | Pengusaha /| Rp. 2.000.001 -
20:20:27 Wiraswasta Rp. 4.000.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Lain-lain Rp. 2.000.001 -
20:30:21 Rp. 4.000.000
4/26/2023 Ya Ya Ya Laki-laki | 21-30th | Pengusaha /| Rp. 2.000.001 -
20:30:55 Wiraswasta Rp. 4.000.000
4/26/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pengusaha / | <Rp. 2.000.000
20:46:27 Wiraswasta

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| Rp. 2.000.001 -
10:04:39 Mahasiswa Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| <Rp. 2.000.000
10:05:12 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| Rp. 5.500.001 -
10:07:30 Mahasiswa Rp. 7.000.000
4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain < Rp. 2.000.000
10:08:22

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar / | <Rp. 2.000.000
10:10:28 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Lain-lain < Rp. 2.000.000
10:20:03

4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 2.000.001 -
10:23:57 Negeri Sipil | Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| Rp. 2.000.001 -
10:31:00 Mahasiswa Rp. 4.000.000
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4/27/2023 Ya Ya Ya Laki-laki 21 - 30 th | Pelajar / | Rp. 2.000.001 -
10:37:23 Mahasiswa Rp. 4.000.000
4/27/2023 Ya Ya Ya Laki-laki | 21 - 30 th | Pelajar / | Rp. 4.000.001 -
10:39:38 Mahasiswa Rp. 5.500.000
4/27/2023 Ya Ya Ya Laki-laki | <20 th Pelajar / | <Rp. 2.000.000
10:42:06 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 5.500.001 -
10:50:48 Swasta Rp. 7.000.000
4/27/2023 Ya Ya Ya Perempuan | <20 th Pelajar /| <Rp. 2.000.000
10:54:27 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | > 41 th Pegawai Rp. 2.000.001 -
11:06:18 Negeri Sipil | Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 2.000.001 -
11:12:04 Negeri Sipil | Rp. 4.000.000
4/27/2023 Ya Ya Ya Laki-laki |>41th | Pegawai > Rp. 7.000.001
11:20:16 Negeri Sipil

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| Rp. 2.000.001 -
12:32:15 Mahasiswa Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| <Rp. 2.000.000
12:45:05 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar / | <Rp. 2.000.000
13:07:36 Mahasiswa

4/27/2023 Ya Ya Ya Perempuan | <20 th Pelajar /| Rp. 2.000.001 -
13:10:47 Mahasiswa Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pengusaha / | Rp. 5.500.001 -
13:12:26 Wiraswasta Rp. 7.000.000
4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pengusaha / | Rp. 5.500.001 -
14:13:05 Wiraswasta Rp. 7.000.000
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4/27/2023 Ya Ya Ya Laki-laki | >41 th Pengusaha /| Rp. 2.000.001 -
14:35:28 Wiraswasta Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | > 41 th Pegawai Rp. 4.000.001 -
14:47:07 Swasta Rp. 5.500.000
4/27/2023 Ya Ya Ya Laki-laki 21 - 30 th | Pegawai Rp. 5.500.001 -
15:01:16 Swasta Rp. 7.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai > Rp. 7.000.001
15:19:06 Swasta

4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain Rp. 2.000.001 -
16:32:04 Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | > 41 th Lain-lain Rp. 5.500.001 -
16:34:06 Rp. 7.000.000
4/27/2023 Ya Ya Ya Laki-laki | 21 -30th | Pegawai Rp. 2.000.001 -
16:41:59 Swasta Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Lain-lain Rp. 2.000.001 -
18:29:13 Rp. 4.000.000
4/27/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar /| Rp. 2.000.001 -
19:49:43 Mahasiswa Rp. 4.000.000
4/27/2023 Ya Ya Ya Laki-laki | >41th Lain-lain <Rp. 2.000.000
20:59:02

4/27/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain Rp. 2.000.001 -
21:51:04 Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | > 41 th Pengusaha /| Rp. 5.500.001 -
7:53:26 Wiraswasta Rp. 7.000.000
4/28/2023 Ya Ya Ya Laki-laki | >41 th Pengusaha /| >Rp. 7.000.001
8:02:11 Wiraswasta

4/28/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 4.000.001 -
12:49:23 Swasta Rp. 5.500.000
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4/28/2023 Ya Ya Ya Laki-laki | 31 -40 th | Pegawai Rp. 2.000.001 -
14:07:52 Negeri Sipil | Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Lain-lain Rp. 2.000.001 -
14:53:49 Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
15:47:50 Mahasiswa Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | <20 th Pelajar < Rp. 2.000.000
15:54:24 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
16:01:30 Mahasiswa Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 5.500.001 -
16:22:24 Swasta Rp. 7.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
16:26:36 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
17:02:19 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
17:12:39 Mahasiswa Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar <Rp. 2.000.000
17:21:36 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
17:27:14 Mahasiswa Rp. 4.000.000
4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
17:31:48 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar < Rp. 2.000.000
18:55:14 Mahasiswa

4/28/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar Rp. 2.000.001 -
19:54:09 Mahasiswa Rp. 4.000.000
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4/28/2023 Ya Ya Ya Perempuan | <20 th Pelajar / | <Rp. 2.000.000
20:55:29 Mahasiswa

4/28/2023 Ya Ya Ya Laki-laki | <20th Pelajar / | <Rp. 2.000.000
22:27:17 Mahasiswa

4/29/2023 Ya Ya Ya Laki-laki | 21-30th | Lain-lain Rp. 2.000.001 -
0:49:04 Rp. 4.000.000
4/29/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 2.000.001 -
10:02:23 Swasta Rp. 4.000.000
4/29/2023 Ya Ya Ya Perempuan | <20 th Pelajar /| Rp. 2.000.001 -
10:40:44 Mahasiswa Rp. 4.000.000
4/29/2023 Ya Ya Ya Laki-laki | <20th Pegawai > Rp. 7.000.001
13:43:50 Negeri Sipil

4/29/2023 Ya Ya Ya Laki-laki | <20th | Pelajar / | <Rp. 2.000.000
14:37:50 Mahasiswa

4/29/2023 Ya Ya Ya Perempuan | <20 th Pengusaha /| Rp. 4.000.001 -
14:42:20 Wiraswasta Rp. 5.500.000
4/29/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pengusaha /| Rp. 4.000.001 -
14:45:32 Wiraswasta Rp. 5.500.000
4/29/2023 Ya Ya Ya Laki-laki | 21-30th | Pelajar /| Rp. 2.000.001 -
15:38:28 Mahasiswa Rp. 4.000.000
4/29/2023 Ya Ya Ya Perempuan | <20 th Pelajar / | <Rp. 2.000.000
16:12:01 Mahasiswa

4/30/2023 Ya Ya Ya Perempuan | > 41 th Pegawai < Rp. 2.000.000
9:40:03 Swasta

4/30/2023 Ya Ya Ya Laki-laki | 31-40th | Pengusaha /| Rp. 2.000.001 -
10:25:21 Wiraswasta Rp. 4.000.000
4/30/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 2.000.001 -
11:35:36 Swasta Rp. 4.000.000
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4/30/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pengusaha / | Rp. 2.000.001 -
12:16:56 Wiraswasta Rp. 4.000.000
4/30/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar / | <Rp. 2.000.000
13:07:25 Mahasiswa

4/30/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar / | <Rp. 2.000.000
18:00:18 Mahasiswa

4/30/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 4.000.001 -
18:05:59 Swasta Rp. 5.500.000
4/30/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain <Rp. 2.000.000
18:12:19

4/30/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain Rp. 5.500.001 -
18:15:05 Rp. 7.000.000
4/30/2023 Ya Ya Ya Laki-laki | 21-30th | Lain-lain Rp. 2.000.001 -
18:17:18 Rp. 4.000.000
4/30/2023 Ya Ya Ya Perempuan | > 41 th Pengusaha /| >Rp. 7.000.001
18:17:27 Wiraswasta

4/30/2023 Ya Ya Ya Laki-laki | 31-40th | Pengusaha /| Rp. 5.500.001 -
18:39:11 Wiraswasta Rp. 7.000.000
4/30/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pegawai Rp. 4.000.001 -
18:43:00 Negeri Sipil | Rp. 5.500.000
4/30/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 2.000.001 -
19:42:44 Swasta Rp. 4.000.000
4/30/2023 Ya Ya Ya Laki-laki | >41 th Pengusaha /| Rp. 5.500.001 -
19:46:11 Wiraswasta Rp. 7.000.000
4/30/2023 Ya Ya Ya Laki-laki | >41 th Lain-lain Rp. 4.000.001 -
19:54:01 Rp. 5.500.000
4/30/2023 Ya Ya Ya Perempuan | 31 - 40 th | Pegawai Rp. 5.500.001 -
22:24:41 Swasta Rp. 7.000.000
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4/30/2023 Ya Ya Ya Laki-laki | 31 -40 th | Pegawai > Rp. 7.000.001
22:27:20 Swasta

5/1/2023 Ya Ya Ya Perempuan | 21 - 30 th | Pelajar / | <Rp. 2.000.000
4:57:49 Mahasiswa

5/1/2023 Ya Ya Ya Perempuan | 31 - 40 th | Lain-lain > Rp. 7.000.001
8:31:23
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Lampiran I. 6 Hasil SPSS

Uji Validitas dan Reliabilitas Variabel Kemudahan Akses

Reliability Statistics
Cronbach's
Alpha
Based on
Cronbach's | Standardize N of
Alpha d Items Items
917 918 3
Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Variance if Item-Total Multiple Alpha if
Mean if ltem Correlation | Correlation ltem
Item Deleted Deleted
Deleted
KA1 8.5455 2.896 .822 .697 .888
KA2 8.5091 2.837 .872 761 .849
KA3 8.6424 2.780 .805 .660 .904
Uji Validitas dan Reliabilitas VVariabel Kemudahan Pencarian
Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
914 916 4
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if | Variance if Item-Total Multiple Alpha if
Item Item Correlation | Correlation Iltem
Deleted Deleted Deleted
KP1 12.7879 5.156 719 528 919
KP2 12.7879 4,741 .841 745 .876
KP3 12.7152 5.144 .816 .685 .885
KP4 12.7455 5.081 .852 776 .874
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Uji Validitas dan Reliabilitas Variabel Kemudahan Evaluasi

Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
928 .928 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if Variance Item-Total Multiple Alpha if
Item if Item Correlation | Correlation Iltem
Deleted Deleted Deleted
KE1 8.6182 2.396 .872 .766 .879
KE2 8.5273 2.592 .823 .678 918
KE3 8.5758 2.356 .863 .753 .887
Uji Validitas dan Reliabilitas Variabel Kemudahan Atensi
Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
.897 .897 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if Variance Item-Total Multiple Alpha if
Item if Item Correlation | Correlation Iltem
Deleted Deleted Deleted
KAT1 8.4727 2.470 792 627 .857
KAT2 8.3152 2.607 .798 .637 .852
KATS3 8.3030 2.505 .800 .641 .849
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Uji Validitas dan Reliabilitas Variabel Kemudahan Transaksi

Reliability Statistics
Cronbach's Cronbach's
Alpha Alpha Based
on
Standardized
Items
940 941 4
Item-Total Statistics
Scale Mean Scale Corrected Squared Cronbach's
if Item Variance if Item-Total Multiple Alpha if
Deleted Item Deleted | Correlation | Correlation | Item Deleted
KT1 | 12.8727 5.234 .858 767 921
KT2 | 12.8485 5.093 877 .799 915
KT3 | 12.8606 5.182 .908 .826 .906
KT4 | 12.9455 5.174 792 .663 944
Uji Validitas dan Reliabilitas VVariabel Kemudahan Kepemilikan
Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Based Items
on
Standardized
Items
922 923 4
Item-Total Statistics
Scale Mean Scale Corrected Squared Cronbach's
if Item Variance if Item-Total Multiple Alpha if
Deleted Item Deleted | Correlation | Correlation | Item Deleted
KK1 | 12.7515 5.517 767 .589 917
KK2 | 12.7697 5.276 .815 .689 901
KK3 | 12.6606 5.335 872 778 .882
KK4 | 12.6909 5.276 .830 712 .896
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Uji Validitas dan Reliabilitas Variabel Kemudahan Pasca Kepemilikan

Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Based Items
on
Standardized
Items
945 945 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if Variance if Item-Total Multiple Alpha if
Item Item Correlation | Correlation Item
Deleted Deleted Deleted
KPK1 8.2970 2.783 .869 .755 933
KPK2 8.3455 2.691 891 .799 916
KPK3 8.2909 2.720 .898 .808 911

Uji Validitas dan Reliabilitas VVariabel Kepuasan Pelanggan Online

Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
928 .928 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if Variance if Item-Total Multiple Alpha if
Item Item Correlation | Correlation Item
Deleted Deleted Deleted
KPO1 8.6364 2.269 .851 127 .895
KPO2 8.6121 2.349 .862 743 .888
KPO3 8.6303 2.234 844 713 .902

126




Uji Validitas dan Reliabilitas VVariabel Niat Beli Online

Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
.940 .940 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if Variance if Item-Total Multiple Alpha if
Item Item Correlation | Correlation Iltem
Deleted Deleted Deleted
NBO1 8.2727 2.907 .852 127 931
NBO2 8.2848 2.863 .893 .801 .900
NBO3 8.2667 2.770 .883 .788 .908
Uji Validitas dan Reliabilitas Variabel Electronic Word-of-Mouth
Reliability Statistics
Cronbach's Cronbach's N of
Alpha Alpha Items
Based on
Standardize
d Items
913 913 3
Item-Total Statistics
Scale Scale Corrected Squared Cronbach's
Mean if | Variance if Item-Total Multiple Alpha if
Item Item Correlation | Correlation Iltem
Deleted Deleted Deleted
EwWOM1 8.4424 2.687 .855 752 .851
EWOM2 8.2303 3.105 770 593 919
EWOM3 8.3697 2.820 .856 752 .850
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Uji Regresi Linear Berganda

Variables Entered/Removed?

Model

Variables Entered

Variables
Removed

Method

1

KemudahanPascaKepemilikan,
KemudahanAkses,
KemudahanPencarian,
KemudahanEvaluasi,
KemudahanTransaksi,
KemudahanAtensi,
KemudahanKepemilikan®

Enter

a. Dependent Variable: KepuasanPelangganOnline

b. All requested variables entered.

Model Summary

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 .926° .858 .852 .28564

a. Predictors: (Constant), KemudahanPascaKepemilikan,

KemudahanAkses, KemudahanPencarian, KemudahanEvaluasi,
KemudahanTransaksi, KemudahanAtensi, KemudahanKepemilikan

ANOVA?
Model Sum of df Mean F Sig.
Squares Square
1 Regressio 77.568 7 11.081 | 135.81 .000P
n 5
Residual 12.810 157 .082
Total 90.377 165

a. Dependent Variable: KepuasanPelangganOnline

b. Predictors: (Constant), KemudahanPascaKepemilikan, KemudahanAkses,
KemudahanPencarian, KemudahanEvaluasi, KemudahanTransaksi,
KemudahanAtensi, KemudahanKepemilikan
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Coefficients?

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 | (Constant) .336 138 2.443 016
KemudahanAkses .004 .044 .004 .082 .935
KemudahanPencarian -.025 .070 -.025 -.352 126
KemudahanEvaluasi .068 .064 .070 1.053 294
KemudahanAtensi -.122 .080 -127 -1.521 130
KemudahanTransaksi 410 .084 414 4.866 .000
KemudahanKepemilikan 522 .093 535 5.593 .000
KemudahanPascaKepemi 076 .060 .083 1.260 210
likan

a. Dependent Variable: KepuasanPelangganOnline
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Uji Regresi Linear Sederhana |

Variables Entered/Removed?

Model

Variables Entered

Variables
Removed

Method

1

KepuasanPelangga

nOnline®

Enter

a. Dependent Variable: NiatBeliOnline

b. All requested variables entered.

Model Summary

Model

R R
Square

Adjusted

R Square

Std. Error
of the
Estimate

1

7832 613

611

51875

a. Predictors: (Constant), KepuasanPelangganOnline

ANOVA?

Model

Sum of
Squares

df

Mean
Square

Sig.

1

Regression

69.468 1

69.468

258.15

.000°

Residual 43.863

163

.269

Total 113.331

165

a. Dependent Variable: NiatBeliOnline

b. Predictors: (Constant), KepuasanPelangganOnline

Coefficients?

Model

Unstandardized
Coefficients

Standardized
Coefficients

B Std.
Error

Beta

Sig.

1 | (Constant)

.356 239

1.491

138

KepuasanPelangganOnline

877 .055

.783

16.067

.000

a. Dependent Variable: NiatBeliOnline
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Uji Regresi Linear Sederhana 11

Variables Entered/Removed?
Model Variables Entered Variables Method
Removed
1 KepuasanPelangganOnline® Enter
a. Dependent Variable: ElektronlkDarlMqutKeMqut
b. All requested variables entered.

Model Summary
Model R R Adjusted R Std. Error
Square Square of the
Estimate
1 8132 662 .660 48381
a. Predictors: (Constant), KepuasanPelangganOnline

ANOVA?
Model Sum of df Mean F Sig.
Squares Square
1 | Regression 74.644 1 74.644 | 318.897 | .000°
Residual 38.153 163 234
Total 112.797 165
a. Dependent Variable: ElektronikDariMulutKeMulut
b. Predictors: (Constant), KepuasanPelangganOnline

Coefficients?

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1| (Constant) .254 223 1.140 .256
KepuasanPelangganOnline .909 .051 .813 17.858 .000

a. Dependent Variable: ElektronikDariMulutKeMulut
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ABSTRACT

The purpose of this research aims to explore, measure, and analyze the
relationship between online convenience, online customer satisfaction, buying
intention, and electronic word-of-mouth (E-WOM) of the customers via the
Exploratory Factor Analysis (EFA) and three model regression. To conduct the
research, the author distributed 300 surveyed questionnaires, and the author
collected 285 valid respondents. The results showed that online convenience,
which has seven dimensions about convenience, includes access, search,
evaluation, aftentivencss, transaction, possession, posi-possession convenience
affect online customer satisfaction. Furthermore, as a result, online customer
satisfaction influences online buying intention and eleetronic word-of-mouth.
Based on that, the research recommends the necessary solutions to improve the
buying intention and encourage customers to do E-WOM. Besides, this research
opens a new field for further research in Vietnam.

Keywords: Online convenience; Online customer satisfaction; buying intention:

electronic word-of-mouth; convenience dimension
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1. INTRODUCTION

The development of the Internet that has completely changed the lives of people and
the business form small, medium. and large enterprises over the world: besides, the e-
commerce industry was born as the indispensable. The e-commerce industry covers a wide
range of socio-economic activities and brings significant benefits. Thanks to e-commerce,
human life becomes more comfortable, and people can save time and money because of the

flexibility, simplicity, and excellent applications of e-commerce.

Consumers quickly access and read the sharing of ideas and feelings of other individuals
to compare and select the most of their benefits. Consumers can submit comments, ratings, and
product reviews on websites, blogs, forums, social networking sites (Facebook, Twitter,
Youtube,...). It has led to the creation of a diverse online word of mouth community that has a
tremendous impact on businesses, retailers, and wholesalers.

E-commerce is a modern tool to help businesses penetrate the market better, collect
market information quickly and timely: also, e-commetce helps trade activities take place faster
with many utilities. Enterprises can also provide information about products and services to
potential customers anytime, anywhere, when the customers use the Internet. It can be seen
that e-commence is OVergrowing in many Asian countries, including Vietnam, it is considered
to be bom along with the mandatory development of the digital economy and information
society.

Moreover, the expansion of shopping in many new industries in the online environment
is prospective, and it tends to use e<commerce more in the future. So it is also easy to satisfy
customers. For customers who spend money to use the services, they always consider which is
the best for them. Customer satisfaction is a big question that the business needs to focus on,
so the sellers and e-commerce site owners must identify the crucial factors that affecting

customer satisfaction.

Currently, Ho Chi Minh City is the most dynamic city in Vietnam, and it has a high
income, a high standard of living, and a high population density. It is required for e-commerce
sites to provide products with good service quality, such as online convenience when shopping
to be able to attract customers to shop online at their website. It makes a difference and an
advaniage over competitors.

When the customers feel satisfied by the online convenience, it will affect the online

purchasing intention and encourage electronic word-of-mouth (E-WOM) of the customers
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spreadly. Understanding the essentials and practicality of the above problem, the author
conducted the research “The relationship between online convenience, onlineg customer

satisfaction, buying intention and electronic word-of-mouth.™
1. LITERATURE REVIEW
L1.  Online convenience

Today, online users can easily aceess to convenient services and products through the
Internet, so they can do online shopping that meets their needs quickly and easily. The online
shopping has unique advantages. Notably, customers can easily access product information
from various sources. The online form provides a wide variety of products and services,
especially clothing, electronics, toys, and cosmetics. Most of the e-commerce sites allow
customers to rate and review products after purchase, so the other customers can see the rate
and review and decide to buy products or services.

Researchers indicated that online shopping brings many benefits such as the
convenience of purchase, ease of product selection, ease of use as well as online shopping
process, or delight of customers when making online transactions. Buyers can receive the
benefit from e-commerce shopping such as the speed, shopping efficiency. lower costs, and
24-hour service and on-site support (LAW: HSL, 2006).

Meixian (2015) showed some of the previous views, and finally acknowledged three
significant benefits associated with online shopping beliavior: (1) Price benefits: (2) available
benefits; and (3) recreational benefits. Besides, Tsai and Wu. (2011) recognize that the
perceived of usefulness, the ability to personalize and customize the product benefits through
online group shopping gives many benefits for customer.

2.2,  Electronic Word-Of-Mouth (E-WOM)

Electronic word-of-mouth is a positive or negative comment created by both old
customers, cutrent customers, and potential customers about a product, a service, a brand, or a
business. Individuals, community groups, or organizations generate these comments via the
Internet (HENNIG-THURAU et al., 2004). Consumers feel that other consumers perceive the
source of information, and electronic word-of-mouth does not come from companies

(GOYETTE et al. 2010).

E-WOM is an interpersonal communication about online mechanisms. It is an exchange

of non-commercial and informal conversations using internet platforms (GOYETTE et al,
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2010). E-WOM is a collective term that describes the delivery of information related to goods

or services exchanged from buyer to buyer through the web.
2.3.  The effects of E-WOM

The origin of E-WOM from a consumer is often unknown, making it difficult to
determine the quality of information and the reliability of the information posted
{CHATTERIJEE, 2001). E-WOM is scalable, and the transmission speed is high. The main
difference between E-WOM and traditional WOM 1s that the effect of traditional WOM is
usually limited to a local area. In contrast, the E-WOM impact can far exceed local

communities because consumers can access reviews anywhere in the world.

Mast of the information on the Internet is presented or displaved in text form, and
therefore, the information will be stored for an indefinite period (PARK: LEE, 2009). E-WOM
can measure more easily than word-of-mouth (LEE et al.. 2008; PARK: KIM. 2008). E-WOM
can be viewed and read by anyone, anytime, and anywhere if the user has access to the Internet
(CHEN; XIE, 2008). E-WOM 15 a useful and influential source for consumers when they need
information. (CHATTERIEE, 2001). Thus the effect of E-WOM on the receiver will be
affected by the factors of the communicator (sender of information), stimulus (message), and
charactenisties of the recipient.

2.4.  Behavior intention (buying intention)

Comsumer behavior in the context of online shopping manifests in the actions of
continuing to buy, repurchases, evaluation, and feedback to the seller, introducing to others
when satisfied, and get the information by E-WOM. The behavior of consumers when buying
online 15 the same as that of traditional purchases: some of the main differences being the

shopping environment and marketing communications (CHAYAPA et al, 2011).

In the research of Azjen (1991), Azjen and Fishbein (1975) also mentioned influencing
factors including attitude, buying intent, personal factors, behavioral belief, subject norms,
Control beliefs, and perceived behavioral control. Jayendra and Kim (2012) proposed a
research model of six factors affecting consumers’ intention to buy online: Awareness of ease
of use, perceived usefulness (from technology accept model, DAVIS 1989), financial risk

awareness, product tisk awareness, convenience nsk perception, after-sales policy.

According to Li and Zhang (2002), factors that influence online shopping behavior
include the external environment, demographics, personal characteristics. According to
Forsythe et al. (2006), online shopping has advantages such as shopping quickly, no need to
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visit the store, quickly find the product that the customer needs. Also, the customer can buy
products anywhere.

3. HYPOTHESES DEVELOPMENT

This research uses the seven dimensions (access convenience, search convenience,
evaluation convenience, attenfiveness convenience, transaclion CONVEMIENnce, pOSSEssion
convenience, post-possession convenience) of online convenience of Duarte et al. (2018).
However, there is a difference between this research and the research of Duarte et al. (2018).
According to Duarte et al. {2018), seven dimensions affect online convenience, and online
convenience affects online customer satisfaction. The research of the author indicated that

seven dimensions directly affect online customer satisfaction.

Access convenience 15 measured by accessibility, and as a result, consumers have easy
access to retailers (BERRY et al., 2002). Convenient access is a profoundly crucial aspect of
local convenience, because if a consumer 15 unable to access the retailer, then the consumer
will never have a chance to get the products that they want.

Traditional retailers can improve access convenience by placing the store in an
aceessible location that closes to mest consumers (BERRY et al., 2002). In contrast, online
retailers can certainly provide convenient access when the store location becomes an
unimportant factor (ROHM: SWAMINATHAN, 2004}, and consumers can shop online from
any location, at any time of day, even consumers can buy seven days a week.

The aceessibility of websites 1s considered to be an essential factor for consumers to
realize the convenience of online shopping (KING; LIOU, 2004). Compared to traditional
shopping, online shopping reduces the time spent on transportation/effort to place, time/effort
for parking, and time/effort on parking foot to the store (BHATNAGAR et al., 2000).
Convenient access helps retailers get off to a good start with busy consumers (SEIDERS et al.,
2000). By the way, the author proposes the following hypothesis:

e HI: Access convenience has a positive effect on online customer satisfaction.

The Internet search allows retailers to improve their business relations and build
advertising strategies. Through this tool, consumers can view the product on their computer
screens and visualize how the products can fit their needs. Consumers can also participate in
online discussions with other consumers about the products and services they seek and compare

prices easily.
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These types of flexibility (navigation, selection, and product availability) provide
psychological benefits by avoiding crowds, reducing waiting time, and spending less effort in
going to physical stores (BEAUCHAMP; PONDER, 2010). It is why convenient search is vital
for retailers to improve their website. Convenience is an intuitive, easy-to-handle, and attractive
design tool to guide customers in decision making. By doing so, retailers are improving the
convenience of searching for speed and ease of use so that consumers identify and select the

products they want to buy online (BEAUCHAMP; PONDER, 2010).

Agcess convenience reduces the time and effort required to reach a retailer, while search
convenience helps consumers through the shopping process by assisting them in making their
decisions. Consumers often face a wide range of product classifications and less time to make
decisions. Therefore, online search engines of retailers must be available to provide full written
information about the product. Retalers are more efficient at enabling customers to search for
products. The customer search process is faster and easier through shopping experience
(BERRY et al., 2002). Therefore, the author wams to propose the following hypothesis:

# H2: Search convenience has a positive effect on online customer satisfaction.

Evaluation convenience is related to the availability of produet description details inan
easy-to-understand manner by using various presemtation features. For instance, text
presentation types, graphics, and videos, on the company’s website (JIANG et al., 2013). The
categories for presenting this product allow consumers to familiarize themselves with the
product and compare 1t with others.

Al the same time, consumers make the purchase process faster. Begides, in recent years,
diverse product categones and information details are easily accessible with just one click.
Therefore, online shoppers are more sensitive than ever to assess convenience (JIANG et al.,
2013). Aceordingly, the author proposes the following hypothesis:

# H3: Evaluation convenience has a positive effect on online customer satisfaction.

Luedi {1997), Madu and Madu (2002) argued that the intense competition in the market
of online retail websites directly exposing the product or service portfolio on the Web is not
sufficient to ensure their existence. Attentiveness convenience refers to the extent to which

online retailers provide personalized services to their customers (JUN et al., 2004).

Although a website is a personal platform of business that used to retain customers, a

company needs to distinguish the products and services from competitors based on
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personalized services for customers (JUN et al., 2004). Online customers expect customized
attention, customizing their needs and arcas for customer questions and discussion. Due to this
fact, many online retailers are providing decision support (i.e., recommendation or shopping
bots, human assistant) to better provide personalized services (BEAUCHAMP: PONDER,
2010). In this way, this study proposes the following hypothesis:

* H4: Attentiveness convenience has a positive effect on online customer satisfaction.

Convenience in transactions is defined as that consumers can make or modify their
transactions quickly and easily (BEAUCHAMP; PONDER, 2010). Customers can buy online
produets with one-click payments, and easy return policies will get higher ranking for
convenient deals (SEIDERS et al., 2000) because waiting to pay is an undeniable negative
experience (BERRY et al., 2002).

At traditional stores, shoppers often spend time waiting for the queuve to complete a
transaction, which can be suspicious for companies. It leads to a negative impact on overall
service evaluation (KUMAR: KASHY AP, 2018). One of the main benefits of online shopping
is that customers never have to queue (WOLFINBARGER: GILLY, 2001). Online shoppers
are in virtual check-out and payment where they can complete transactions themselves (DE
KERVILER et al., 2016).

The easily complete or modify orders are crucial. The transaction with inconvenience
may prevent a customer from buying a retailer's product in the near future (BERRY et al.,
2002). Concerns about privacy, the fear of insecure trading, the risk of losing money have been
argued as the most significant inhibitors for online shopping (JAVADI et al., 2012), and that is
why easy, safe, and convenient online payment method is essential for customers. From the
above arguments, the author wants to propose the following hypothesis:

# HS5: Transaction convenience has a positive effect on online customer satisfaction.

Possession convenience is the speed and comfort that the customer can buy the needed
products. As a result, to make the possession convenient for customers, there is crucial when
the business determines the products in stock and delivers the products on time
(BEAUCHAMP:; PONDER, 2010). According to Jiang et al. (2013), This aspect involves

consumers aware of the time and effort spent to own what they want.

Customers feel comfortable to shop online, while customers who shop directly at the
store have to bear the burden of carrying goods at physical stores. Therefore, for heavy-weight
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goods or lots of bulk items, customers prefer to buy online rather than traditional goods to aveid
dealing with physical efforts (JIANG et al., 2013). Online buyers must wait for their orders to

be processed and shipped to receive their goods.

The waiting time for order processing and delivery 18 a non-monetary cost associated
with conline shopping (BEAUCHAMP et al., 2010). One of the primary motivations for
purchasing in stores is the ability to leave the store with the intended product (ALBA et al.
1997; ROHM: SWAMINATHAN, 2004). Therefore, the author proposes the following

hypothesis:
# H6: Possession convenience has a positive effect on online customer satisfaction.

The importance of post-possession convenience (convenience after purchase) has been
emphasized in recent years because of the difficulties consumers have encountered in returning
products purchased over the Internet (SEIDERS et al., 2002). Post-possession convenlence
becomes essential afier exchanging services and involves consumers realizing the time and
effort spent when re-communicating with a company afier purchasing the intended product
(SEIDERS et al., 2002).

Factors detenmining convenience afier owning a product (also known as post-
possession convenience) are recordsireports for consumers who need repair, maintenance, or
exchange of products (BERRY et al., 2002). Sometimes consumers contact the seller because
aof an unrecopnized error in the minal purchase.

Other reasons for contacting the retailer also include transaction issues, customer
complaints, defeetive products or services, and customers changing their minds (SEIDERS et
al., 2007). Post-possession convenience efforts may also influence other factors, affecting
customer purchasing stages (SEIDERS et al., 2002). For example, a service etror may affect
evaluation convenience if consumers are provided with unrealistic information. Access

convenience may be concerned if the online connection fails.

Transaction convenience will be undervalued if prices are inaccurate or price
manipulation leads to a delay in the buying behavior of consumers (SEIDERS et al.. 2002). In
general, less time and effort is needed to deal effectively with a failed service; the higher the
perceived convenience in online transactions (SEIDERS etal., 2002). Therefore, the hypothesis

is as below:

+ H7: Post-Possession convenience has a positive effect on online customer satisfaction.
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Following the model presented by Zeithaml et al. (1996), intentional behavior can be
perceived by means such as intent to acquire, word-of-mouth, loyalty, complaining, sensitivity
behavior, perceived price level. A high quality of service (as perceived by the customer) often

results in positive behavioral intent.

In contrast, the low quality of the service tends to result in negative behavioral intention.
An experienced consumer of online shopping will have a significant influence on customers
who intend to buy in the future for online shopping (JAYAWARDHENA et al., 2007).
Therefore, research indicates that the more positive a customer experience 1s, the more likely

it is that customers are reusing store services.

This argument is similar to that of Zeithaml] et al. (1996), they emphasize that the
intention of behavior is related to a customer who decides to stay or leave a brand/company.
From the comments discussed, it can be understood that convenience influences consumer
satistaction, and therefore online satisfaction influences purchasing behavior. Consequently,
the hypothesis is as follow:

+ HE: Online customer satisfaction has a positive effect on online buying intention.

Traditional word-of-mouth (WOM) is a communication method described initially as a
means of sharing ideas and opinions related to the products and services that people purchased
{(GRUEN, 2006). WOM has been shown in situations to be more effective than traditional
marketing tools and some types of advertising (KATZ: LAZARFELD, 1955; ENGEL et al.,
1969). However, word-of-mouth has evolved into a whole new form through modern

technology. It 1s nominated as electronic word-of-mouth (E-WOM).

Hennig-Thurau et al., (2004) refer to E-WOM as any positive or negative statements
made by potential customers, previous customers about a product or company. By word-of-
mouth is provided to many people by the information of individuals or groups via the internet.
The significant growth in online social networking has dramatically expanded the potential
impact of electronic word-of-mouth (E-WOM) on consumer purchasing decisions. The digital
platform is composed of blogs, vlogs, discussion forums, social networking sites, review of
sale websites. Indeed, word-of-mouth has found a new way to assert its value in marketing
products in new forms of electronic communication (GRUEN, 2006).

E-WOM is an online consumer review that includes analytics and comments created
and posted by customers who have the experience of products. Four factors that affect the E-
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WOM adoption of the online customers are the trust of eWOM news source, the quantity of

eWOM, the quality of eWOM, and consumer expertise {LE-HOANG, 2020).

Online shoppers always read reviews and experiences of other shoppers before they buy
products online. Millions of people have access to an online review, and this is the power of E-
WOM (PARK et al., 2011). In general, consumers find it necessary to know others’ opinions
beforewhileafter making purchasing decisions.

They talk and discuss their purchase intention with family members and friends on the
Internet. The customer awareness of the influence of others such as family, co-workers or
media (LE-HOANG et al., 2019). Customers who have a pleasant experience or are satisfied
with a retailer are more likely to do positive reviews through E-WOM (DUARTE et al., 2018).
As a result, the customers are most likely to be affected by make decisions because they interact
and communicate with others. [PARK et al., 2011). The hypothesis is as below:

# H9: Online customer satisfaction has a positive effect on Electronic Word-Of-Mouth
(E-WOM).

Access convenience

Search convenience

. . Ha - -
Evaluation convenience |\ HB A Online Buying

. intantion
H4 " Online customer /
3 satisfaction
s 7 7,
Transaction convenience ‘/ HY E-WOM

| Attentiveness convenience I; —
| Possession convenience

Post-possassion conveniance

Figure 1: Proposed research model of the author
4. METHODOLOGY

This research uses the qualitative research method via group discussions and expert
discussions to build research models, scales, questionnaires, and preliminary surveys to
complete research models before 1ssuing the questionnaire. The author surveyed the vice-
chairman of the Vietnam E-Commerce Association (VECOM), chairnman of the Vietnam
Marketing Association (VMA), surveyed three members of the Executive Committee of
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VECOM and three members of the Executive Committee of VMA to complete the group
discussion.

Quantitative research method based on information collected from the online customers
who live in Ho Chi Minh City. Likert scale with five levels, namely strongly disagree, disagree,
neutral, agree, and strongly agree, is used to measure the impact of factors affecting online
customer satisfaction, and this research uses the convenient sampling method. Hair et al. (20014)
pointed out that when the study uses the Likert scale five levels with the n variables, the study
should ensure a minimum sample size of 3%n=3n. To ensure the quality of the sample, the

author decided to get from 250-300 questionnaires.

In quantitative research, the author assessed for reliability through Cronbach's Alpha
coefficients, EFA method, and three regression models to find the relationship between seven
convenience dimensions, online custemer sansfaction, buying intention, and electronic word-

of-mouth.

The auther conducts an online survey on December 20019 by sending survey
questionnaires to relatives, friends, and colleagues via applications such as Messenger, Zalo,
Email, Facebook for people to do online surveys about the relationship between online
convenience, online customer satisfaction, intention to buy, and electronic word-of-mouth (E-
WOM),

The author sends the survey link through the four applications mentioned above. When
the author collected all 300 responses, the author closed the survey link and did not conduet
the survey. Fifteen respondents were not valid for a variety of reasons. Six respondents
amswered incompletely; while, four respondents answer all of the questions with strongly
disagree. Five responses are not valid in seience.

The reason is that the component seales are around 2-3 values (Likert level), and the
total scales are 5. Finally, the author obtained the online survey results with 285 respondents
with valid answers and used for conducting Cronbach Alpha, EFA, and regression.

5. ANALYSIS AND RESULTS
5.1.  Reliability test: Cronbach’s Alpha

According to Nunnally and Bernstein (1994), the condition to accepting variables is
that Corrected Item - Total Correlation is equal or greater than 0.3 and Cronbach’s Alpha if
item deleted is equal or greater than 0.7. According to Hair et al. (2014), new studies can accept
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that Cronbach’s Alpha if item deleted is equal or greater than 0.6, Therefore, the remaining

items satisfy the condition (see the table 1 below), so this can be used for analyzing Exploratory

v. i1, n. 7, November - December 2020

Factor.
Tahble 1: Constructs, corrected item — total correlation and Cronbach Alpha
Corrected Cronbach’s
Ttems Constructs Item — Tatal Alpha if iten
Correlation deleted
Avceess convenlence - Cronbach's Alpha = D889
ACI The wiehsite operates 2424, so [ can shop whenever | want 0T 0.835
AC2 I can order products wherever | connected the intermet 0746 0872
ACS The wiehsite is always accessible 0841 0814
Search convenience - Cronbach’s Alpha = 0.855
sCl 1 can quickly go to the links within site to find the 0Tl 0810
information | am looking for
SCT 1 can find what | want without having to ook elsewher: 0.837
SC3 The wiehsite provides usefil informaton 0.8
sC4 1t's casy to get the information | need to make my purchase 0.803
decisions
Evaluation convenience - Cronbach’s Alpha = 0826
ECI The wehbsite provides detailed product specifications 0707 0.739
oy | The website uses a combination of content and images in 0.693 0.735
B the product infbrmation
- n | The website provides enough informat ion to identify the 0658 0.784
EC3 i
variots products
Attentiveness convenicnee - Cronbach’s Alpha = 0811
ATC] | The website has given me personal attention 06TE 0.734
ATC2 The wichsie has a messaging arca for questions and 0621 0.786
) - comments of the customer
ATCS 1 have received a personal thank you message via coail or 0706 0.694
i ) other midia after | placed an order from the Website
Transaction convenience - Cronhach’s Alpha = 0,853
TCl The pavment process is fast 0.7l 0809
TC2 My purchase was completed casily 0689 0814
TC3 It does mot take long to complete the purclhase process at 0703 0ELD
the wielssite
TC4 1 fiee] safie to provide my personal and privais data 654 0.817
Piossession conveniener - Cronbach's Alpha = 0.831
PCl 1 oot exacily what | wanted LT15 0.761
PC2 My order was delivered on timse 0617 0.805
PC3 Products are not damaged on delivery 642 0.794
P4 1 got all the items that | ordered (662 0.TRS
Post-Possession convenience - Cronbach’s Alpha = (L340
PECI The wehbsite is interested i exchanging and returning 0.725 0.756
products to retailers
PEC2 The wehbsite pays attention to the timely refurn and 0663 0816
=~ | exchange of products
PECI The retailer quickly resolves any post-purchase problems 0.723 0.758
) that | cncounter
Online customer satisfaction - Cronbach’s Alpha = 0823
0OCS] | Shopping online is an enjovable expericnce [ 0.744
oCs? I am >_a::'>ﬁcd with my previous online shopping 0.731 0.702
CXPETICTICC
OCS3 | I am delighted when doing the transaction on the website Lb16 0817
Buying intention - Cronbachs Alpha = 0.787
BII [ I will continue shopping online at this website | 0,593 0.747

Cid

[l Serentiveconsmions ong/licensesbyw'3 s
Licensed emder a Crestive Commons Atwibation 3.0 Usited Sintes License

2954

143



INDEPENDENT JOURNAL OF MANAGEMENT & PRODUCTION (IIM&P)
http:aww. ijmp_jor. br v. 11, n. 7, November - December 2020
ISSN: 2236-260X
DO 1014807 jmp vl 1i7 1251

BIZ [ 1 encourage others to shop online at this website [ [ [ 0646
BI? [ Twill usc this website more ofien to make online purchases | 0603 [ 0.737
Electronic Ward-OF-Mouth - Cronbach’s Alpha = (L3038
EWI1 1 always share my knowledge and information on online 0629 0.76T
sales websites
EW2 1 always read online consumer reviews when [ do online GRS 0.7
~ | shopping
| 1 recommend people to buy products online from the 0634 0.73%
EW3 . A
wichaite wherne 1 usually bay them

5.2.  Exploratory Factor Analysis (EFA)

Exploratory Factor Analysis (EFA) 15 an analytical techmgue which 15 aimed to reduce
data, so it is beneficial for identifying variables by group. In the exploratory factor analysis,

the author used Principal Component Analysis and Varimax rotation to group the components.

521 Independent variables

The results show that KMO is (.786 and can make sure the requirement 0.5<KMO<1.
Bartlett is 384404 with sig = 0,00 {very small), so all of the variables are correlated together
in each component. Tatal variance explained equals 74.713%, and it is greater than 50%; as a
result, it can meet the requirement of vanance explained. From this one, this research can
conclude that variables can explain 74.713% in changing factors. Also, eigenvalue value equals
1.369 =1, and it is the fluctuation that can explain for each factor, so the extracted factors have
a significant summanze in the best way. The rotated matrix in EFA show that the loading factor

is higher than 0.55, and it can divide into seven components by the following table:

Table 2: Rotated matnx

Component
Concepts ltems 1 3 3 4 5 6 -
Tl 0841
Tramsaction  [TC3 0797
convenience  [TC2 0761
TC4 0.750
I 0837
Scarch B2 0.799
convenience  [BC4 0.795
=TNE] 0.787
PC1 0876
Possession P04 07835
convenience  [PC3 0782
P2 0.77
ACT 0.875
umﬁt;:xu A2 0573
AC] 0.846
. FPCI 0.f#2
Post-Possession —
CONVETIENCE PEC D'Eiﬁ
PP 0778
. EC2 0825
Evaluation =
CONVETETCE Ll D'i?”’
EC3 0.775
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. TCl 0.E48
TC2 0.759
KMO 0.786 (sig.=0.000)
Bartleit's 354404
Eigenvalues 6034 170 2313 1.973 1.&71 1441 1369
Total Variance Explained [25.142 8.350 7986 56, 20 53172 10 14.713

5.2.2 Dependent varfable:

The results show that KMO of OCS, BL and EW is respectively 0.701, 0.689, 0.710,
and can make sure the requirement 0.5<KMO<1. Bartlett of OCS, BI, and EW are respectively
321.42, 253.20, 283.73 with sig = 0.00 (very small and so sig<0.03), all of the variables are
correlation together in each component. Total variance explained of OCS, BL and EW
respectively equals 73.97%, 70.18%, 72.43%, and it is greater than 50%; as a result. it can meet
the requirement of variance explained. Besides, eigenvalues of OCS, BL and EW respectively
equal 2.219, 2.105, 2.173, and they are higher than 1. It i the fluctuation that can explain each
factor, so the extracted factors have a significant summarize in the best way. Finally, all of the

variables have a loading factor that is greater than (.35 and meet the requirement.

Table 3: Dependent vanable, and testing

Criteria Online customer Buying intention Electronic Word-0if-
satisfaction Muouth
0Cs] (KT BIl 0816 EW1 0.833
0OC82 0. 591 BI2 0.874 EW2 0.ET0
OCS3 [EIE] B4 0823 EW3 0850
KMO 0T {sig=10.000) (L6ES (sig=0.000) 0. 710 {sig=0.000)
Bartleti's 321.42 253.20 283.73
Elgenvalues 2219 2105 2173
Total Variance Explained T3.97 % T0.1R % T243%
Cronbach's Alpha 0.823 0.787 0808

5.3. Three regression model

From the EFA results, the author does compute the mean value of online customer
satisfaction, buying intention, E-WOM, and seven dimensions of online convenience (access
convenience, search convenience, evaluafion convenience, allenliveness convenience,

transaction convenience, possession convenience, post-possession convenience. Whereas:
AC: Access convenience (ACL, AC2, AC3)
SC: Search convenience (8C1, 5C2, S8C3, 5C4)
EC: Evaluation convenience (EC1, EC2, EC3)
ATC: Attentiveness convenience (ATCI, ATC2, ATC3)

TC: Transaction convemence (TC1, TC2, TC3, TC4)

2956

[Remtp: Herentivecommons arg/licenses/by'3 0]
Licensed mmder a Creative Cammons Ansibenion 5.0 Uniled Simes License

145



INDEPENDENT JOURNAL OF MANAGEMENT & PRODUCTION (IJM&P)
hitp:/Awww.ijmp.jor.br v. 11, n. 7, November - December 2020
ISSN:- 2236-269X
DOI: 1014807/ ijmp.v11i7.1251

PC: Pc ion convenience (PC1, PC2, PC3, PC4)

PPC: Post-possession convenience (PPCI, PPC2, PPC3)

OCS: Online customer satisfaction (OCS1, OCS2, OCS3)

BI: Buying intention (BI1, BI2, BI3)

OW: Electronic word-of-mouth (OW1, OW2, OW3)

The following formula can describe the regression model 1 in this research:

OCS = 01 + BI*TC + f2*SC + B3*PC + P4*AC + f5*PPC + B6*EC + B7*ATC

Then, the author computes the predicted value of OCS (OCSP) and the predicted value
of OCS equals the actual value of OCS minus the error term.

So the regression model 2 is:
BI = p02 4 PR*OCSP
Furthermore. the regression model 3 is:
EW = B03 + p9*OCSP
Table 4: Regression results (three model)

Unstandardized Standardized
Coeflicients Coefficients Collinearity
[ sa

Model Beta Error Beta t Sig. Tolerance VIF

1 |(Constant) -0.553 0232 -238 0018
TC 0.102 0.035 0.126 2.89 0.004 0.700 143
SC 0242 0.036 0.268 6.66 0.000 0.805 1.24
PC 0.101 0.034 0.111 295 0.003 0911 110
AC 0273 0.031 0.359 3.91 0.000 0.800 1.25
PPC 0095 0.037 0.099 259 0010 0.892 112
EC 0204 0.049 0.179 415 0.000 0.705 1.42
ATC 0.148 0.037 0.171 4.03 0.000 0.726 1.38

Dependent variable: ininc customer safisfaction (OCS)
R*=0.639. Adjusted R*=0.630. Sig.=0.000

e )’ ] 0.194] _ 0.200] [ 007] 0334] I

[OCSP | 0594 0.049 | 0.757] 1948 0.000] 1.00] 100

Dependent variable: Buying intention (BI)
R*=0.573, Adjusted R*=0.571, Sig.=0.000
B | (Constant) 0335 | 0.239 |

ocsp 0901 0.059 0.672
Dependent variable: Electronic Word-Of-Mouth (E-WOM)
R=0.451, Adjusted R*=0.450, Sig.=0.000

1.40
15.26

0.162
0.000

From the results of the regression model I show that the sig of all seven dimensions of
convenience such as access convenience, search convenience, evaluation convenience,

attentiveness convenience, transaction convenience, possession convenience, and post-

[hatp: i 1 byd O]
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possession convenience have a significant statistic because the sig of them equals (.00 (very

small). As a result, these variables affect online customer satisfaction.

R* value is 0,639, and it means that 63.90% of the satisfaction of online customers is
from seven factors, and 36.10% of that is from the factors which are outside of the model. The
sig value is 0.000, and it is less than 0,05, so the research model is fit, and the variables which
use in the model have a significant statistic. What is more, variance inflation factors (VIF) are
too small, and these point out that there is no multicollinearity in this model, so all of the
independent variables do not correlate together.

The multiple regression model 1 by unstandardized coefficients can be identified:

OCS = {.553 + 0.102*TC + 0.242*SC + 0.101*PC + 0.273*AC + (.095*PPC +
0L204*EC + 0L148*AAC

The multiple regression model 1 by standardized coefficients can be identified:
OCS = 0.126*TC + 0.268*SC + 0.111*PC + 0.359*AC + 0.099*PPC + 0.179*EC +

0171*AAC

The results of the regression model 2 and 3 show that the OCSP (online customer
satisfaction predicted value) affect buying intention and E-WOM. Because the model 2 and 3
meet all of the requirements of regression model. the multiple regression model 1 and 2 by
unstandardized coefficients can be identified:

BI = 0.757*0C5P
EW = 0.672*0OCSP
6. CONCLUSION
6.1.  Access convenience

The aceess convenience has the most substantial impact on customer satisfaction when
shopping online (standardized beta = 0.358). It is the factor that e-commerce sites need to focus
on ereating solutions to improve convenient access for the website. From there, businesses can

artract and receive customer satisfaction reviews.

The e-commerce websites must fully meet the following factors: page load speed,
standard website design (with Search Engine Optimization - SEQ), valuable content, website
compatible on all mobile devices: PC, smartphone, tablet. Besides, the website must ensure
uptime throughout the day to create convenience for customers when they need to access
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shopping. Keeping the online shop running will ereate favorable conditions for customers to
have flexible shopping time when needed. Moreover, the website must ensure stability,
network security so that the website is always in good working condition, and customers can

aceess it at any time without any problem.
6.2.  Search convenience

Search convenience 1s the second most influential factor in online customer satisfaction
{standardized beta = 0.268). Putting an e-commerce site on the top of search engines is a must,
but optimizing the search engine on the website to make it convenient for customers is a more
important job. There will be no massive amount of traffic every day if the website is too
confising, too difficult for customers to manipulate and find the products. Some solutions are

more straight forward with ways to optimize search for an e-commerce website.

The navigation bar and filters: According to usability studies, it shows that the user's
eyes naturally look from left to right, so place the navigation bar on the left; and add space for
details on the left side of the sereen. From there, customers can choose to expand the navigation
bar into a drop-down box displaying subcategories. When users have followed the navigation,
they will be taken to a page full of products. Website owners need to provide filter options that
allow customers to quickly see their products - by price, color, material, most recently.

In addition to providing products with celorful, high-resolution images, remember to
add unique, compelling deseriptions. That will not only attract shoppers to click on the main
product page more, but Google s also more likely to prioritize a unigue product description
over non-original content. Website owners make cross-links between product pages and
categories. That way, shoppers will easily find related products, all of which make them spend
more time on the e-commerce site and reduce bounce rates. Cross-linking is one of the most
effective search methods for e-commerce customers, especially those browsing without having
a clear purchase intent in mind.

Optimize the search box on the web: The search box can help to target customers when
the e-commerce site has a large number of product pages. Depending on the effectiveness of
this tool, the search will take shoppers to the full page of the corresponding product. However,
the site should still entice users mnto the "task” of exploring the site. Consider using floating
sidebars with the most popular products or categories that follow shoppers during a search or
feed for sales, such as a social shopping page of Fab.com. E-commerce websites should always
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be changing with featured products, sales, and content selection, so that online lovalty

customers are more tempted to discover.

Create a natural search: Mention about the homepage, Google will crawl the data on the
website with the most SEQ, usually the homepage. Therefore, the pages that the website links
to the homepage should be the most important. These pages may not necessatily reflect the
navigation bar categories of the e-commerce website. It should be indexed for all the main
pages, catalog pages, and even specific product pages of an e-commerce website. Use Google
Webmaster Tools and Webmaster Central to learn how to effectively index pages, then track

what users search and find in e-commerce pages.

Making optimizing search bener: It is necessary to attach strategic keywords (including
long keywords) to e-commerce websites. Use Google's free and paid keyword tool to estimate
website traffic that can be expected from particular words and keyword phrases.

6.3. Evaluation convenience

Evaluation convenience is the third most strong factor that affects online customer
satisfaction (standardized beta = 0.179). Customers always want to make their comments,
opinions, and reviews when they do online shopping at e-commerce sites. Therefore, in order
to meet the needs as well as create interest and confidence for customers, e-commerce sites

need to provide forms for customers to make reviews on the website itself.

Save customer eomments: Positive and negative feedback from customers will be the
most apparent evidence for the quality of e-commerce products. When buying online,
customers often read reviews and product reviews to decide whether to buy or not. The website
should publicize the compliments and eriticism of customers right on the website to improve
the trustworthiness and publicity of the website.

The website needs to provide detailed specifications of the products that the e-
commerce business website sells. Include content and images in product information to create
a convenient assessment for customers when shopping. Help customers understand the product
information to buy. The e-commerce site also provides enough information to identify various

products.

6.4, Aftentiveness convenience

Aftentiveness convenience is the fourth most effective factor for online customer
satisfaction (standardized beta = (L171). One of the biggest problems customers that buy and
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sell online products 1s the thoughtful convenience of e-commerce sites. E-commerce websites

need to include features like product catalog management.

The website has a messaging area for customer questions and opinions. E-commerce
sites may have to solve all customer complaints quickly and promptly. So the website needs to
have software to manage and take care of customers. The storage of information and customer
buying behavior is the basis for the website to devise effective marketing strategies. Also, e-
commerce websites need add-ons that support multilingual suppost.

E-commerce sites need to have customer care service to take care of the customer before
and after shopping at the site. The customer care service will take action to send personal
notices with thanks via email or various media when customers shop at the website and update
the status of the shipping process to customers.

6.5. Transaction convenience

Transaction convenience is the fifth influence factor that affecting online customer
satisfaction (standardized beta = 0.126). Nowadays, more and more e-commerce sites are
competing with cach other, so solutions to make a difference, usefulness, convenience in sales
stages are focused on improving websites to aftract customers and ereate a competitive
advantage. One of the advantapes that e-commerce sites need to pay attention to is building
deals.

The payment process must be fast. The website needs to program the specific steps and
simplify as much as possible so that the payment process between customers and the website
takes place quickly. Afier adding products to the shopping cart, customers are required to
confirm orders and proceed with the prepayment process via electronic card service or pay cash
on delivery. The payment process takes place quickly and simply without bringing discomfort
or hassle to customers shopping at the site.

Diversified payment methods: In order to create convenience for customers when
paying for shopping expenses, the website needs to offer different forms of payment, ensuring

flexibility and convenience for customers as usual via e-wallet, bank card linking with personal
aceounts, pay in cash after receiving goods.

The business must ensure the security of personal data information for customers. For
payment and delivery to take place, customers are required to provide personal information
such as contact phone number, address, gender, year of birth. Providing personal information
is not simple and sometimes uncomfortable for the majority of customers. In order to create
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peace of mind, trust customers when providing personal information, e-commerce sites need

to ensure the confidentiality and privacy of customer information.
6.6. Possession convenience

Convenience ownership is the sixth most influential factor that affects online customer
satisfaction (standardized beta = 0.111). In order to improve the convenience of e-commerce
sites, businesses need to do some solutions related to accuracy and delivery time.

Business needs to guarantee absolute accuracy for what customers order. E-commerce
sites need to make sure that the delivery of products is the right product that customers shop
on the site. Create customer satisfaction and customer confidence in the site. Delivery of the
right products to customers will decrease time, costs, and workforce for the retum process when
the delivered products are wrong compared to the customer’s orders.

Delivery time needs to be on time. Compared to shopping directly at the store or
supermarket, customers can also receive their products with fast and timely delivery time
without having to spend too much time moving. Also, to ensure the speed of delivery to
customers, the site requires a large delivery force, understanding the transport process is an
advantage to be able to deliver goods to customers in the fastest way.

6.7.  Post-possession convenience

Conventence after purchase (post-possession convenience) is the weakest factor
affecting customer satisfaction when shopping online (standardized beta = 0.099). Compared
to other impact factors, post-possession convenience needs durable solutions to increase the

impact on the customer stisfaction process.

E-commerce websites must have a process for exchanging and returning products from
buyers to retailers. In case the delivery is not the same as the original product ordered by the
customer, the process of exchanging and returning the product to the retailer will be interested
and done by customers. Therefore, it is neeessary to specify the time to exchange and return,
the form of shipping order for the exchange and return process, the method of contacting the
retailer, the shipping and conversion costs that customers need to make to exchange and return
products to retailers quickly.

There is an interaction of retailers on e-commerce websites: Problems around products
that customers do not understand can contact the retailer directly for answers and problem-
solving process. The customer’s process 18 carried out quickly and promptly, ensuring the
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shortening time for answering customers. The method to contact the retailer for distrnbution of
products that customers order on the website is also clearly displayed, such as phone number,

address, the manager.
6.8. Buying intention and Electronic Word-Of-Mouth (E-WOM)

Through the experience of online convenience, customers will feel satisfied. From
there, customers will continue to shop online at that website. Besides, customer satisfaction
will lead to customers using this website more often to make online purchases. Therefore,
onlineg customer satisfaction from online convenience (access convenience, search
convemence, evaluation convemence, aftenfiveness convenience, transaction convenience,

possession convenience, and post-possession convenience) is essential.

From online customer satisfaction. customers tend to perform electronic word-of-
mouth. Customers share knowledge and information on online sales websites. Also, for other
customers, they will read onling consumer reviews of the old customers when they do online
shopping. Finally, businesses will also receive more benefits and sell more when online loyalty
customers recomnmend people to buy products online from the website where the online loyalty
customers usually buy them.
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