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Introduction

Over the last few years, the online market has grown quickly. Now, businesses are more headed to E-Commerce
than ever. Many brick-and-mortar firms have been forced to shift into brick-and-click businesses because of the
digital revolution (Sharma et al., 2019). People worldwide can engage in commercial activities with the help of
the Internet (Poong et al., 2006). According to research completed by Statista (2022) reported that the global
retail E-Commerce sales would reach $ 6.3 trillion by the end of the year 2023. This upward trend in E-Commerce
prompts finding out some of the reasons behind E-Commerce success and the factors that provoke an online
Purchase Intention. This study tried to investigate the role of Trust, Perceived Risk, Perceived Benefit and
Customer Satisfaction and its three antecedents which comes from the communication research background

associated with E-commerce.

In E-Commerce, Trust processes are critical factors that lead to E-Commerce success (Kim et al., 2009). In the E-
Commerce setting, effective communication is critical, and the communications literature gives insights into how
e-tailers could employ communication tactics to promote customer satisfaction, trust, and loyalty Accordingly, in
E-Commerce, e-tailers should create an environment where a customer should feel assured of a transaction

resulting from Trust and satisfaction that would continuously trigger a Purchase Intention online. Kim et al. (2009)
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discusses the importance of Trust and satisfaction as the two essential elements of a long-term successful business
relationship with customers in E-Commerce. Basically, in traditional commerce, the Trust is based on the
interaction between the buyer and the merchant where they have a face-to-face conversation; in E-Commerce,
Trust might play a more crucial role as there is no direct interaction between the consumer and the seller (Kim et
al., 2009). So, Trust in E-Commerce might make the consumers feel confident and help create a Purchase Intention
in the mind of the consumers (Kim et al., 2009). At the same time, Customer Satisfaction is the other side of the
coin that might allow an online business to maintain a long-term business relationship with the consumer and
directly affect the Purchase Intention in a consumer's mind for a long time (Kim et al., 2009). Trust and Customer
Satisfaction are two crucial metrics that play an essential role in E-Commerce success (Kim et al., 2009). However,
existing research has not linked antecedents to Customer Satisfaction as variables that prompt Purchase Intention,
when combined with the Extended Valance Framework, which is an important topic since Perceived Value,
Perceived Quality, and Loyalty may all have a positive relationship with Customer Satisfaction that may influence

a consumer's Purchase Intention.

The purpose of this study was to find out the role of Trust alongside Perceived Benefit and Perceived Risk and
Customer Satisfaction, including its three antecedents, Perceived Quality, Perceived Value, and Loyalty, that
prompt purchase intent. The hypotheses of this thesis were tested through a survey. The findings were examined
and studied to determine how the relationship between Trust, Customer Satisfaction, and Purchase Intent
contributes to the E-Commerce industry's growth. The literature review first examined the notion of Trust,
Customer Satisfaction, and Purchase Intention, emphasizing E-Commerce and understanding the variables'
participation better. Second, the thesis' theoretical framework was examined. Finally, the concept of E-Commerce

purchase intent was assessed in terms of Trust, Customer Satisfaction, and other variables.

Literature Review: E-Commerce

Definitions of E-Commerce

E-commerce is the process of selling and purchasing goods and services using computer networks such as the
Internet (Chintagunta et al., 2012). According to Babenko et al. (2019), E-Commerce refers to financial
transactions involving the purchase and selling of goods and services and money transfers over the Internet and
private communication networks. In electronic commerce, a transaction can be as primary as confirming the wish
to buy and the possibility of doing so with a credit card, followed by the transfer from one account to the other
account. Mobile commerce, electronic funds transfer, supply chain management, online transaction processing,
electronic data exchange (EDI), inventory management systems (IMS), and automated data collecting systems are
all examples of electronic commerce (Shahriari et al., 2015). Babenko et al. (2019) further suggest, E-Commerce
is structured upon data processing, including text, voice, and image, and this business model runs on the electronic
exchange of goods and services, fast delivery of digital material, business strategies, collaborative design, and
engineering, electronic stock exchange, government procurement, direct marketing, and after-sales services, etc.
Shim et al. (2000) depicts that E-Commerce lets individuals purchase goods or services and helps exchange
business transactions online, and the Internet is the popular E-Commerce channel. All these businesses deal in E-

Commerce using the Internet.
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History of E-commerce

When we think about E-Commerce, we usually think of conducting business with the help of the Internet. The
Internet is the most apparent connection of linked networks from all over the world used for various purposes,
which provide a plethora of information resources (Kini et al., 1998). The study by Kini et al. (1998) documented
that the Internet was first used only for academic and military purposes; later, the growth of the Internet made
businesses think about the Internet to use as a medium to conduct business. Another study by Brynjolfsson et al.
(2013) found that in the early 1990s the Internet changed the retailing sector. Additionally, this helped the
commercial vendors do online transactions on the Internet. With the help of the Internet, the development
continued to grow further (Kin et al., 1998). According to Torkzadeh et al. (2002), the use of Internet technology
provides a competitive advantage, management competency, and innovation facilities to commerce. E-Commerce
business uses the Internet to conduct their business, and as a consumer to purchase a product, the consumer needs
to pay through debit or with credit cards which is the typical online payment method, and submitting credit or
debit card numbers requires Trust, which is essential in E-Commerce business (Nisar et al., 2017). The Internet
has made the commerce industry grow continuously since the 1990s, and it began to expand. A study cited in
Sexton (2002) by Lieb (1999) found that due to the Internet, the E-Commerce market grew from $3 to $75 billion
from 1998 to 2000. Next, from 2014 to 2020, the market grew $1336 to $4280 billion in retail E-Commerce sales
(Statista,2021). Further, the E-Commerce market is expected to grow word wide in sales from $4,891 to $6,388
billion from 2021 to 2024 (Statista, 2021).

Development Phases of E-Commerce

According to Galinari et al. (2015), E-Commerce began in the 1970s, when it was limited to activities between
large firms that developed secret communication networks among themselves and, using electronic fund transfer
systems, electronically executed financial transactions, and document exchanges. The evolution of E-Commerce
has been studied and tracked by several academics and industry stakeholders. Dos Santos et al. (2017) narrated
that electronic commerce has gone through four evolutionary phases. In Phase One, businesses leveraged the
Internet's capabilities for product and service information dissemination which was the catalyst for creating E-
Commerce. The second phase involved taking orders and sending information and instructions on using their
products and services. During this age, logistics had its initial impact on businesses. The third phase involved
employing information technology to distribute products and services (IT). Some things, including music and
software, began to be sold digitally during this phase. The fourth phase, which consolidates EC, focuses on the
relationship between the vendor and the consumer, rather than just conveying data or delivering goods and service.
Chen et al. (2014) suggest that E-Commerce business can be divided into five categories as business to business
(B2B), business to consumer (B2C), business to government (B2G), Consumer to Consumer, and mobile
commerce or E-Commerce. Shim et al. argue that (2000) business to business (B2B) and business to consumer
(B2C) are the two major types of these E-Commerce types. The business to a business category is the one where
the businesses conduct business among themselves as businesses are dependable on each other for manufacturing
the product and turning it into a finished good. Business to consumer (B2C) is the type of business where

consumers purchase products or services from the businesses (Shim et al., 2000).
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E-Commerce and Traditional Commerce

Consumers are increasingly turning to online shops (Zhou et al, 2007). This revolutionary shopping pattern not
only provides consumers with a large quantity and variety of products, but it also provides a large market and
several business options (Jun & Jaafar, 2011). Online shopping is a custom shopping experience that has become
an essential part of the increasing marketing competition (Nisar et al., 2017). Online shopping or E-shopping
differs from traditional shopping from factors like transaction location and physical existence (Nisar et al., 2017).
According to Nisar et al. (2017), while shopping offline, an individual needs to be in a store and complete the
transaction while being in-store; on the contrary, through online shopping, an individual can access the online

store 24/7 and transactions can be completed worldwide anytime.

The study conducted by Kaur (2011) figured out critical differences between traditional commerce and E-
Commerce, which are digitalization, less overhead costs, elimination of intermediaries, financial transactions,
speed, empowerment, personalization, and disintermediation. There are several advantages of E-Commerce
business that provide an edge over traditional commerce business which includes operating business 24/7, reduced
cost to buyers and suppliers, creating new markets, easy market entry, increase in goods variety, reduced inventory
problem, no middleman problem, improved customer service, efficient teamwork, customized products, swapping
goods and services, global reach, easy advertising, higher profits, digital transaction and ensured secrecy ( Kaur,
2011). Nisar et al. (2017) define the importance of E-Commerce that provides opportunities to businesses with
global access facilities, reduced transaction cost, and equal competition field. E-Commerce also helps small
businesses compete with large organizations regarding the amount of capital the large organizations hold that
provides them benefits (Nisar et al., 2017). A study by Pauwels et al. (2011) stated that E-Commerce helps build
business competitiveness, pushing vendors to adapt to new features. E-Commerce has evolved so much that it has
facilitated many advantages like reducing transaction cost and coordination cost; also, diffusion of E-Commerce
leads to electronic integration effect, electronic brokerage effect, and electronic strategic networking effect (Nisar
et al., 2017). Moreover, E-Commerce allows customers to shop from stores that aren't physically located near

them (Dolfen et al., 2019).

Theoretical Background

Definition & Phases of Trust

Trust is considered a complex concept studied in many disciplines (Head & Hassanein, 2002). Trust can be held
from a perspective like an individual, social relationship, and social system, but it is a concept that is hard to
capture and study (Head & Hassanein, 2002). According to Flew et al. (2020), there is extensive evidence of a
Trust crisis, as well as evidence of a Trust fall, arguments on how to assess Trust, and the measures required to
repair Trust. However, the problem with Trust as a concept is that it still lacks a globally agreed definition and a

standardized method for estimating Trust value (Chang et al., 2014; Oliveira et al., 2017)

Despite the wide range of definitions, according to Rousseau et al. (1998) cited in Chen, S. C., & Dhillon, G. S.

(2003) found common themes in the various conceptual definitions of Trust to suggest that Trust is a state of mind
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characterized by the intention to accept vulnerability based on positive expectations of another's intentions or
behavior under risk and interdependence. According to Chen, S. C., & Dhillon, G. S. (2003), four issues should
be emphasized from this definition; first, Trust is a psychological condition that is measured in terms of beliefs,
confidence, positive expectations, and perceived probability by researchers from various disciplines. Second,
Trust is a psychological condition that can induce or result from such activities. It is neither behavior nor a choice
(e.g., accepting a risk). Third, Trust produces favorable results. Fourth, Trust is built under specific circumstances,
such as risk and interdependence. Chen, S. C., & Dhillon, G. S. (2003) further illustrates Trust as a multifaceted
concept where Competence, benevolence, and integrity are common themes in building Trust dimensions.
Competence refers to a company's ability to keep promises made to customers in the context of a business-to-
consumer transaction (Chen, S. C., & Dhillon, G. S., 2003). Integrity refers to a company's ability to be consistent,
dependable, and honest when it comes to keeping commitments (Chen, S. C., & Dhillon, G. S., 2003).
Benevolence is the likelihood that a corporation puts its customers' interests ahead of its own and shows genuine

concern for their well-being (Chen, S. C., & Dhillon, G. S.,2003).

Over the years, the notion of Trust has been investigated in different situations, including bargaining, industrial
buyer-seller relationships, distribution networks, strategic alliance partner cooperation, and market research
(Shumaila et al., 2003). Here, the notion of Trust is examined from the standpoints of social psychology, business

transaction, & E-Commerce.

Trust in Social Psychology

According to Kramer et al. (2001), Trust is defined as a set of beliefs and expectations that a partner's activities
would be helpful to one's long-term self-interest, particularly in instances when the relationship is expected to

bring unique benefits or beneficial results.

Trust is defined by social psychologist as an expectation about the behavior of others in transactions, with an
emphasis on the contextual elements that help or hinder the formation and maintenance of Trust (Lewicki &
Bunker, 1995). From this perspective, Trust has been defined in terms of the Trusting party's expectations and
willingness in a transaction, the risk involved with acting on such expectations, and the contextual elements that
either increase or inhibit the formation and maintenance of Trust (Shumaila et al., 2003). According to Lee &
Turban (2001), the social-psychology view of Trust appears to be more relevant than other perspectives to
understanding consumer Trust in Internet shopping when it comes to transactions. Apart from social psychology,

Trust is an essential term in business transactions as well.

Trust in the Business Transaction

From a business perspective, Trust is a term where the vendor controls the consumer's vulnerability but will not
use it as an advantage, and the consumer would have faith in the vendor's word (Geyskens et al., 1996). An
individual feels less insecure about passing his credit card to an unknown salesperson, which we do not see
observed in the E-Commerce business or online platform (Head et al., 2001). As online business is more

automated, anonymous, impersonal, and increases the chances of fraud and abuse, an individual becomes more
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cautious about submitting personal information on the Internet (Head & Hassanein, 2002). The study by Head et
al. (2001) differentiates two types of Trust that are essential, named "Hard Trust" and "Soft Trust." Hard Trust is
associated with technical solutions where the consumers feel safe and confident sharing information during a
transaction, and Soft Trust is related to the quality of service that vendors provide (Head et al., 2001). Consumers
are always cautious about the information they share with the vendors, and this level of Trust varies by industry.
The study by Milne et al. (1999) found that depending on the industry and the amount of information shared the

consumer Trust level transforms.

A study by Kim et al. (2009) found that Trust and Customer Satisfaction are two critical metrics for a successful
business relationship. Kim et al. (2009) describe Trust as a significant ingredient in any commerce where monetary
transactions are related and emphasize its importance in E-Commerce. The consumer purchase process consists
of three stages; pre-purchase, purchase, post-purchase, which occur in E-Commerce transactions, and Trust is a
part of this process (Kim et al., 2009). Additionally, the study found that Trust possesses two effects in a business-
consumer relationship: direct and indirect (Kim et al., 2009). The indirect impact is often manipulated by two
variables referred to as Perceived Risk and Perceived Benefits (Kim et al., 2009). The Perceived Risk is defined
as a consumer's subjective belief regarding uncertain negative vibes from the online transaction, and the Perceived
Benefit is defined as consumers' personal perceptions regarding positive values from the online transaction (Kim

et al., 2009).

Head et al. (2002) found that consumer Trust level in E-Commerce business is determined by three parties:
consumers, vendors, and referees. Consumers seek Trust before a transaction with the vendor. Vendors try to
build Trust with the consumer to sell goods or services, and referees play a significant role by providing
independent recommendations on the Trustworthiness of vendors, which may come in many forms (Head et al.,
2002). Trust is vulnerable, and if consumers experience a bit of violation of Trust, it would be hard for a business
to establish the lost Trust (Head & Hassanein, 2002). Furthermore, Head & Hassanein (2002) describe four referee

types that help build Trust: word-of-mouth, watchdogs, certificate authorities, and seals-of-approval.

Trust in E-Commerce

Trust is crucial in many social and economic transactions, including uncertainty and interdependence (Thompson
et al., 2007). Gefen D (2000), cited in Thompson (2007), suggested that Trust is a vital component determining
the successful development of E-Commerce because there are uncertainties in transactions via the Internet. Chen
et al. (2003) state that the Internet's sale of goods and services is known as E-Commerce. Consumers are generally
concerned about the validity of the vendor and the authenticity of the goods or services because transactions take

place without physical contact. As a result, consumer Trust in Internet vendors is a severe concern.

Trust literature spans a wide range of topics. While marketing and management scholars and psychologists have
researched customer Trust extensively, it has also become relevant to researchers and marketers that examine
web-based commerce (Shumaila et al., 2003). Research on the concept of Trust in the online environment, starting
from the late 1990s, has generated a robust list of attributes that endangers consumers' Trust in E-Commerce

(Shumaila et al., 2003). Shumaila et al. (2003) illustrates that according to Hoffman et al. (1999), Consumer
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perceptions of online security and privacy are directly influenced by environmental control, or the ability of a

consumer to regulate the behavior of a web provider.

Additionally, Hoffman et al. (1999) also examined the effectiveness of third-party Trust certification agencies and
the public key encryption infrastructure for maintaining transactional security as crucial success factors in
establishing customer Trust on the Internet. Another study by Al-Dwairi (2013) suggests that Security, privacy,
design helps to build E-Commerce Trust. Jarvenpaa et al. (2000) depict the earlier stages of Trust in E-Commerce,
and the later stages of Trust in E-Commerce have come a long way. Lee & Turban (2001) outline that Consumer
Trust in online purchasing is influenced by the Trustworthiness of the online merchant, the reliability of the online
buying medium, contextual circumstances, and individual Trust inclination. To build the conceptual framework

for this thesis, the researcher related the framework with the Extended Valance Framework, which is crucial.

Extended Valance Framework

The Extended Valence Framework has been used in E-Commerce studies and is regarded as a valuable and valid
theoretical framework for guiding our understanding of people's behavior in this setting (Lee et al., 2018). Kim
created the Extended Valence Framework by including Trust into the valence framework (Gong et al., 2019).
According to Kim et al. (2009), Purchase Intention is influenced by Trust both directly and indirectly through its
two mediators, Perceived Risk, and Perceived Benefit, where Purchase Intention is thought to be an immediate
indicator of actual purchase behavior, according to the TRA (Theory of Reasoned Action). Kim et al. (2009)
further depict TRA as a concept that helps people make logical decisions based on the information they have and
that the best immediate predictor of a person's behavior is intentional, which is a cognitive representation of
preparedness to do a specific behavior. The TRA theory was introduced by (Ajzen & Fishbein, 1980), which states
that an individual's outlook toward behavior consists of behavioral beliefs, normative beliefs, subjective norms,
and the inspiration to comply. Later, Kim et al. (2009) proposed an Extended Valance Framework that combines
the TRA-based web Trust model and the Valance Framework by introducing Trust as a variable. In behavioral
research, the Valence Framework is a well-established theory derived from economic and psychological theories
(Ozturk et al., 2017). Based on the valence framework, Consumers tend to maximize the positive value (Perceived
Benefit) of a product or service while minimizing the negative repercussions (Perceived Risk) when making a

purchasing decision (Kim et al., 2009). The Extended Valance Framework is graphically presented in Figure-1.

Benefit

Figure 1. Extended Valance Framework by Kim et al. (2009)
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The Extended Valence Framework performs well in analyzing individual behavior as it considers both negative
and positive aspects in decision-making simultaneously (Gong et al., 2019). According to the Extended Valence
Framework, Trust, Perceived Risk, and Perceived Benefit directly influence consumers' Purchase Intention (Gong
et al., 2019). In an E-Commerce purchase, the relevance of Trust alongside Perceived Risk and Perceived Benefit

fits well, where Trust performs well as an antecedent of both risk and benefit (Cui et al., 2019).

Trust & Purchase Intent

Trust is one of the most crucial factors for consumer and seller relationships & Purchase Intention in E-Commerce
(Meskaran et al., 2013). Meskaran et al. (2013) added that a lack of Trust negatively impacts online Purchase
Intention activities. Several studies have found that consumer Trust directly impacts their purchase decision while
buying from any online vendor (Kim. et al. 2009). According to Ganguly et al. (2009), increased consumer Trust
results in increased Purchase Intention. Ganguly et al. (2009) further added that the willingness to purchase from
an online vendor would increase to induce the consumer's Trust. A study by Delafrooz et al. (2011) depicted Trust
as a crucial factor that triggers online Purchase Intention. But when other variables are included in the Extended
Valance Framework does the relationship between Trust and Purchase Intention remain the same or this is a
change among these variables. Therefore, the following hypothesis can be formulated.

H1: There is a positive relationship between Trust & Purchase Intention.

Perceived Risk

Perceived Risk is defined as a significant inhibitor of online service as individuals may experience certain levels
of risk due to the uncertainty and unpredictability of cyberspace (Kim et al., 2009). Kim et al. (2009) further added
that due to the attributes of the Internet mode of shopping (e.g., geographically scattered and sight-unseen
purchasing) and the uncertainty and uncontrollability of E-Commerce conditions, consumers will always face
some level of risk in the E-Commerce context. A study by Barnes et al. (2007) addresses two theoretical
perspectives on risk: one that is centered on the uncertainty of a decision result and the other centered on the costs
or consequences of such results. Barnes et al. (2007) further say risk plays a vital role in consumer behavior and
makes a valuable contribution towards explaining information-searching behavior and consumer purchase
decision making. According To Ko et al. (2004), Perceived Risk is described as the prospect of losing money
during online buying to get the desired result; it is a combination of uncertainty and the likelihood of a severe

outcome.

The concept of Perceived Risk focuses on the consumer's concerns about whether the selling party will violate
its formal and informal obligations, for instance, by violating confidentiality norms or violating product quality
or delivery commitments (Kim et al., 2009). Kim et al. (2009) further depict that it stands to reason that a consumer
who has a high level of Trust in the selling party will believe the selling party is unlikely to breach such
transactional duties. This shows that when a consumer has a high level of Trust, they will have a low level of
Perceived Risk. On the other hand, if a consumer has a low degree of Trust in the selling party, they are more
likely to be concerned that the selling party would breach the transactional duties, resulting in a high level of

Perceived Risk (Kim et al., 2009). However, does the link between Perceived Risk and Purchase Intention remain
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the same when other factors are incorporated in the Extended Valance Framework, or does it change? Therefore,
the following hypothesis can be formulated.

H2: There is a negative relationship between Perceived Risk and Purchase Intention.

Perceived Benefit

Perceived Benefit in this study refers to a consumer's subjective perceptions about the potential positive values
from the online transaction with a particular website. The relationship between Trust and benefits is a topic among
researchers who have studied Trust in business relationships and organizations. Kim et al. (2009) suggests a
positive relationship between Trust and a variety of benefits. (Kim et al., 2009). They further found that Trust can
lead to greater productivity and profitability, reduce transaction costs within organizations, spontaneous
sociability, appropriate deference to administrative authorities, and contribute to relationship-related benefits with

trading partners.

In the E-Commerce context, we suggest that consumers save their efforts (e.g., search cost and comparison
process) and even increase their productivity (e.g., better-purchasing decisions in a short time frame) in shopping
for products or services when they can transact with a Trusted e-tailer. For example, by using convenient features
(e.g., easy product navigation, few clicks to purchase, product recommendation agents, etc.) and by purchasing a
product (even if it is not the cheapest available) via a Trusted e-tailer's website, a consumer may gain a range of
benefits from the online transaction such as cost savings, time savings, convenience, vast product selections, and
ease of acquiring shopping information (Kim et al., 2009). However, these benefits can be realized if the e-tailer
can be Trusted to fulfill its obligations. A consumer who has a high level of Trust in a selling party will have
confidence that the e-tailer will satisfy its obligations and therefore can have greater assurance that the potential
benefits of purchasing online will be realized. High Trust in an e-tailer should cause a consumer to develop a
relatively high level of Perceived Benefit (Kim et al., 2009). In contrast, if a consumer has a relatively low level
of Trust in the e-tailer, they are unlikely to expect the e-tailer to fulfill its obligations and, therefore, are likely to
realize a relatively low level of Perceived Benefit (Kim et al., 2009). Meanwhile, does the link between Perceived
Benefit and Purchase Intention remain the same when other factors are incorporated in the Extended Valance
Framework, or does it change? Thus, the thesis suggests the following hypothesis.

H3: There is a positive relationship between Perceived Benefit & Purchase Intention.

The researcher hypothesizes Customer Satisfaction is also one of the metrics that help create a purchase intent in
a consumer's mind. Besides, three of the antecedents of Customer Satisfaction help to provoke Purchase Intention.
Here, the researcher tends to test the Extended Valance Framework once the new variables are introduced and see

if the relationship remains same by developing and testing a conceptual framework.

Customer Satisfaction

Customer Satisfaction is the outcome of the cognitive evaluation, where consumers measure the perceived

performance with a comparison standard created by them (Lin, 2003). If the perceived performance results in less

than the expected standard, the customer gets dissatisfied, and if the performance is beyond expectation, customers
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get satisfied (Chi Lin & Chia, 2003). A study cited in Alabar et al. (2014) by Parker & Mathews (2001) depicted
that satisfaction can be interpreted in two ways; 1) Satisfaction is a process and 2) Satisfaction as a result. Chi Lin
and Chia (2003) argue that among all the literature, the most accepted definition is the disconfirmation of
satisfaction which is based on expectation and performance. Cengiz (2010) states that according to Kotler (1991),
Customer happiness is becoming more popular among managers as a metric for assessing quality. Customer
happiness is usually regarded as the best predictor of a company's future profitability. Satisfaction is defined as a

post-purchase assessment of product quality based on pre-purchase expectations.

Cengiz (2010) also states that Customer Satisfaction is a personal assessment process that depends on customer
expectations. Cengiz (2010) also argued that organizations should define Customer Satisfaction based on their
market, and it cannot be determined based on the standard or quality of a product or service. Cengiz (2010) also
argued that Customer Satisfaction is recognized as a relationship between three things:1) The customer, 2) the
Product or service, and 3) the provider of the product or service. According to Hanif et al. (2010), When a brand
meets the needs of customers considerably better than competing brands, it achieves a high level of satisfaction.
Customer Satisfaction is also viewed as a vital performance measure (Adolphson et al., 2012). Cengiz (2010)
describes among all the definitions of Customer Satisfaction; the scholars found that satisfaction is the last step
of the psychological process, which identifies satisfaction as a whole process which is an indication for the
organizations to plan upon it. According to Chinomona, R., & Dubihlela, D. (2014), In a firm, Customer
Satisfaction is critical & Unsatisfied customers are prone to abandon a brand that fails to meet basic expectations.
Chinomona, R., & Dubihlela, D. (2014) also noted that according to Morgan (2009), a disappointed consumer
might tell five to fifteen other people about their unpleasant experience, reducing the service provider's perspective
patronage.

Customer Satisfaction & Purchase Intention

Customer Satisfaction is one of the fundamental concepts in marketing & marketing communication (Ali et al.,
2016). Along with Customer Satisfaction, it is critical to understand customers' purchasing intentions, as they can
often anticipate buying behavior (Hsu et al., 2012). Singh (2017) illustrated that Customer Satisfaction is a relative
term to Purchase Intention. The level of satisfaction that customers receive from an online transaction is
determined by the customer's pre-purchase expectations and perceptions of the e-portals and services. Singh
(2017) further depicts that satisfied Customers are more likely to use the same provider's products or services
again, and their Purchase Intentions are greater than ever. The study by Hsu et al. (2012) also examined how
Customer Satisfaction prompts Purchase Intention with the help of its antecedents. Besides, Zhang et al. (2015)
found that Customer Satisfaction positively impacts consumers' continuance Purchase Intention. Therefore, the
following hypothesis can be formulated.

H4: There is a positive relationship between Customer Satisfaction & Purchase Intention.

Antecedents of Customer Satisfaction

Several researchers have used several indexes and models to measure the satisfaction of consumers (Nisar et al.,

2017). According to Nisar et al. (2017), Perceived Value, customer expectations, Perceived Quality & Loyalty

are critical measures of Customer Satisfaction.
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Perceived Value

Perceived Value is a concept that can have a variety of meanings depending on the notion. Since more customers
have become value-driven in recent decades, service marketing writers have paid much attention to customers'
Perceived Value (El-Adly, M. 1., & Eid, R., 2015). El-Adly & Ismail (2018) depict all the components as
qualitative and quantitative, subjective, and objective, which make up the entire consumer experience are defined
as Perceived Value. El-Adly & Ismail (2018) further describe this definition of Perceived Value as a subjective
and multidimensional concept. According to Huang et al. (2019), Customer preference and evaluation of product
attributes, attribute performances, and use implications that permit (or hinder) the achievement of consumer goals
and purposes in diverse contexts are referred to as Customer Perceived Value. Huang et al. (2019) further depict
this definition as based on a means-end approach, which emphasizes that value is derived from customers' taught
perceptions, assessments, and preferences. Customer Perceived Value is known to be the most crucial factor in a
customer's choice to buy, with Perceived Value referring to "a consumer's overall judgment of the utility of a

product or service, as decided by a consumer's view of what is received and supplied (Peng et al., 2018).

Based on the literature, a study by Lenin Kumar (2019) documented Perceived Value as one of the antecedents of
Customer Satisfaction and possesses a direct relationship with Customer Satisfaction. Another study by Ali et al.
(2015) also claimed that Perceived Value has a significant impact on Customer Satisfaction. Chen and Dubinsky
(2003) proposed a model in which the customer's online shopping experience, perceived product quality, and
pricing perceptions all had an equal impact on Perceived Value. As a result, the Perceived Value had a significant
effect on Customer Satisfaction which prompted online Purchase Intentions. Therefore, the following hypothesis
can be formulated.

HS5: There is a positive relationship between Perceived Value and Customer Satisfaction.

Perceived Quality

The benefit of Perceived Quality in marketing communication & marketing has attracted a lot of researchers and
practitioners (Tsiotsou, 2005). According to Stylidis et al. (2015), Perceived Quality can be defined from two
dimensions where one is from the perceived product quality another is from consumer perception. Stylidis et al.
(2015) further depicts Perceived Quality as a measurable variable under a product-based approach where the user-
centered approach represents a very subjective and idiosyncratic notion of Perceived Quality. Saleem et al. (2015)
outline that consumers view Perceived Quality as a more precise concept based on product and service features.
The importance of product quality in terms of Customer Satisfaction in the online shopping environment has been
emphasized in several studies, including Chintagunta et al. (2012), found that e-sites should focus on product and

service quality to achieve high Customer Satisfaction and be successful in the entire E-Commerce market.

A study by Bou-Llusar et al. (2001) suggested that Customer Satisfaction works as an intervening variable
between Perceived Quality and Purchase Intention. Tsiotsou (2005) further documented that some scholars relate
Customer Satisfaction to consumer Purchase Intention, where Perceived Quality acts as a crucial factor. Therefore,
the following hypothesis can be formulated.

H6: There is a positive relationship between Perceived Quality & Customer Satisfaction.

128



International Journal on Engineering, Science, and Technology (IJonEST)

Loyalty

Customer Loyalty is one of the crucial antecedents for the success of E-Commerce (Bamfield, 2013; Cao et al.,
2015). Luo and Bhattacharya (2006) view customer Loyalty as a favorable attitude towards e-retailing that leads
to the repetition of purchasing with the extended investigation of customer Loyalty in terms of E-Commerce.
Hence, Loyalty is strongly linked to repeat purchases. In other words, when a customer makes repeated purchases
online, they indicate that they are loyal to a particular E-Commerce retailer. According to Xiao et al. (2016)
customer Loyalty has been identified as a critical path to profitability for e-sites as it insures recurring business.
Olsen (2007) suggests that the relationship between satisfaction and Loyalty is variable; it depends on different
industries, and factors including commitment, Trust, or consumer involvement will affect the strength of the
relationship. Overall, in the context of e-Loyalty, online customers can access websites with just a click
(Brynjolfsson et al., 2013). Moreover, once the relationship between overall Loyalty and satisfaction has been
strengthened, a reciprocal relationship between Loyalty and satisfaction will be finally generated, such that
satisfaction increases Loyalty, which reinforces satisfaction. In summary, Perceived Quality, Perceived Value,
and Loyalty might contribute to Customer Satisfaction in the online shopping environment by increasing and
boosting consumer expenditure in the online shopping environment. Therefore, the following hypothesis can be
formulated.

H?7: There is a positive relationship between Loyalty & Customer Satisfaction.

Conceptual Framework

Perceived
risk

Purchase
Intention

Perceived
Benefit

Customer
satisfaction

Perceived
quality

Figure 2. Research model (Conceptual Extended Valance Framework)

129



Mahmood, Dinu, & Islam

Adopting the background literature and antecedents, the researcher proposes the research model framework in
Figure 2 to test the hypotheses. In the model, Customer Satisfaction is assumed to be one of the variables to affect
Purchase Intention directly alongside Trust, Perceived Risk, and Perceived Benefit. However, the first three
hypotheses are tested before the researcher is willing to see if the inclusion of Customer Satisfaction has made
any change to the conceptual framework. Moreover, it is assumed that Loyalty, Perceived Quality & Perceived

Value also add value as the antecedent of Customer Satisfaction in Purchase Intention.

Methodology

Population

The intended population for the study was individuals aged between 18-30 who use E-Commerce to purchase a
product. The researcher conducted an online survey among individuals currently living in the United States of
America and using E-Commerce platforms to purchase products. For this thesis, the researcher chose the age
group between 18-30 because individuals between those ages are more likely to use E-Commerce for online

purchasing (Eurostat, 2021).

Sample

This study aimed to sample 120 to 150 individuals aged between 18-30 who are undergraduate students at The
University of Louisiana at Lafayette. The ideal sample size, according to the sample size calculator Qualtrics, is
108 with a 95% confidence level and a 5% error margin. This calculator can help you choose an acceptable sample
size for your study based on various combinations of confidence, precision, and variability. The respondents were
recruited from the CMCN 100 course taught in Spring 2022 at UL. This class is for non-communication majors
and enrolls about 500 students of a variety of majors. Students were recruited with the help of the Communication
100 lecturer and teaching assistants. It was basically a convenience sample; the wide range of majors helped to

mitigate the danger to external validity.

Research Design

To gather information from the respondents, the researcher employed an online self-administered survey. The
nature of the hypotheses requires this kind of survey as a data collection method because of the ease of data entry
and analysis (Evans & Mathur, 2005). In addition, respondents can easily complete online surveys, and their

results can be tabulated and analyzed (Evans & Mathur, 2005).

Research Procedure

Students were recruited with the help of the Communication 100 classes' main lecturer and teaching assistants.
An informed consent form is the first item respondents went through when they open the survey. This form was
created with three goals in mind. The first step was to describe the research study's purpose. The second step was
to inform participants about the risks and benefits of participating. The third goal was to allow individuals to

participate voluntarily in the research. Students who agreed to take part in the study were told that the survey does

130



International Journal on Engineering, Science, and Technology (IJonEST)

require them to identify themselves in the final part of the survey only to receive extra credits and that any answers
they provided would be kept private and will be used for research purposes only. Besides, the students also had
the option to refuse or opt out of the survey at any time. Once the participants consent to continue with the research,
then they were able to move on to the next part of the questionnaire (see Appendix A). From there, the students
had to fill out some demographic information questions (See Appendix A). Then, the participants had to fill out
the main questions from one to twenty-five which relate to the hypotheses of the study (see Appendix B). Finally,

the student participants provided their information to receive extra credit.

The survey took about five to ten minutes for the participants to fill out. After completion of the survey,
participants submitted the questionnaire's answer online. Once the researcher received all the submissions from

the student's evaluation and analysis begin.

Variables & Measures

To recapitulate here are all the hypotheses of this thesis:
H1: There is a positive relationship between Trust and Purchase Intention.
H2: There is a negative relationship between Perceived Risk and Purchase Intention.
H3: There is a positive relationship Perceived Benefit and Purchase Intention.
H4: There is a positive relationship between Customer Satisfaction and Purchase Intention.
HS5: There is a positive relationship between Perceived Value and Customer Satisfaction.
H6: There is a positive relationship between Perceived Quality and Customer Satisfaction.

H7: There is a positive relationship between Loyalty and Customer Satisfaction.

Trust

Trust is the first independent variable in H1 and was measured using a Likert-scale created by Tax et al. (1998)
and later developed by Darke et al. (2016). The scale was initially developed to test the degree to which a person
believes a particular store and retailer could be Trustworthy and dependent. Four, nine-point items were used
(Darke et al. 2016). The internal reliability of the studies by Darke et al. (2016) using this scale was very high
among his three studies, resulting in a.=.92 in one study and o. = .97 in two other studies. The found reliability in
this study is Cronbach’s o = .823. Questions from 2 through 4 on the survey were used to measure Trust. For
example, "The sites I use for online purchases are Trustworthy." A simple regression test was used to measure

this variable.

Perceived Risk

Perceived Risk is the independent variable in H2 and was measured using a Likert scale created by Campbell and
Goodstein (2001) and later developed by Darke. et al. (2016) in their study 1 and 3. The scale was initially
developed to test the degree to which a consumer believes that buying a particular product from a particular site
retailer's website would be risky. Three nine-point items were used (Darke et al., 2016). Some sample items are,

"The site I use for online purchases would be risky" and "The site I use for online purchases might cause a
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problem." The internal reliability of the studies by Darke et al. (2016) using this scale was very high among his
studies, resulting in a = .91 in one study and o = .94 in another study. The found reliability in this study is
Cronbach’s a = .790. However, for this thesis, a seven-point Likert scale was used to cope with the survey's
consistency and make it easier while coding the data. Questions from 5 through 7 on the survey were used to

measure Perceived Risk. This variable's measurement was done using a simple regression test.

Perceived Benefit

Perceived Benefit is the independent variable in H3 and was measured using a Likert scale developed by Kim et

al. (2009). The scale was developed to measure a consumer's Perceived Benefit using a website while making an
online purchase. Seven-point Likert items were used (Kim et al. 2009). However, for this thesis, a seven-point
Likert scale was used to cope with the survey's consistency and make it easier while coding the data. The found
reliability in this study is Cronbach’s a = .785. Questions from 8 through 10 on the survey were used to measure
Perceived Benefit. For example, "The site I use for online purchases is convenient to use." This variable was
measured using a simple regression test.

Customer Satisfaction

Customer Satisfaction is the fourth independent variable in H4 & acts as a dependent variable for the H5, H6 &
H7 and was measured using a Likert scale first used by Oliver (1999) and later developed by Wolter et al. (2017)
in his studies 1 and 2. The scale initially measured a customer's belief that the performance of an online store or
a company met customers' expectations, and a binding decision was made. The reliability calculated for both
studies by Wolter et al. (2017) generated .88 for the first study and .80 for the second study. Three, Nine-point
Likert-type items were used (Wolter et al., 2017). The found reliability in this study is Cronbach’s o = .791.
However, for this thesis, a seven-point Likert scale was used to cope with the survey's consistency and make it
easier while coding the data. Questions from 22 through 23 on the survey were used to measure Customer
Satisfaction. For example, "The performance of the online store meets my expectations." This variable's

measurement was done using a simple regression test.

Purchase Intention

Purchase Intention is the dependent variable in H1, H2, H3, H4 and was measured using a Likert scale created by
authors Zeithaml, Berry, and Parasuraman (1996) and later used by Darke et al. (2016). The scale initially
measured an individual's stated likelihood of buying a particular product from a particular retailer's website or
from the market. Three, Nine-point Likert items were used (Darke et al., 2016). The internal reliability of the
studies by Darke et al. (2016) using this scale was very high among his studies, resulting in .92 and .93. The found
reliability in this study is Cronbach’s o = .911. However, for this thesis, a seven-point Likert scale was used to
cope with the survey's consistency and make it easier while coding the data. Questions from 11 through 13 on the
survey were used to measure Purchase Intention. For example, "I am willing to buy the product from this online

site." This variable was measured using a simple regression test.
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Perceived Value

Perceived Value is the independent variable in the H5 and was measured using a semantic differential scale first
developed by Sweeny and Soutar (2001) and later developed by Habel et al. (2016). The scale measures the degree
to which a customer believes that the prices of an online store or a company's product are appropriate given the
value of the products. Three, seven-point semantic differentials items were used (Habel et al., 2016). The alpha
for the scale was .913 (Habel, 2017). The found reliability for this study is Cronbach’s a =.797. However, for this
thesis, a seven-point semantic differential scale was used to cope with the survey's consistency and make it easier
while coding the data. Participants gauged their view to statements such as, "The products of the site I use to make
an online purchase offer...." and will mark their response to two anchors. Questions from 14 through 15 on the

survey were used to measure Perceived Value. A simple regression test was used to measure this variable.

Perceived Quality

Perceived Quality is the independent variable in the H6 and was measured using a semantic differential scale first
developed by Sweeny and Soutar (2001) and later developed by Habel et al. (2016). The scale measures how well
a company's product is believed to be that good where a consumer feel satisfied or dissatisfied. Three, seven-point
semantic differentials items were used (Habel et al., 2016). The alpha for the scale was 0=.886. The found
reliability for this study is Cronbach’s a =. 823. However, for this thesis, a seven-point semantic differential scale
was used to cope with the survey's consistency and make it easier while coding the data. Participants gauged their
opinion to statements such as, "The products of the site I use to make an online purchase are" and will mark their
response between the two anchors. Questions from 16 through 18 on the survey were used to measure Perceived

Quality. To measure this variable, a simple regression test was utilized.

Loyalty

. Loyalty is the independent variable in the H7 and was measured using a Likert scale created by Homburg et al.
(2009) and later developed by Habel et al. (2016). The scale measures the degree to which an individual feels it
is likely that he/she will buy products from the online store or the seller in the near future even if the prices go up
and will recommend the store or seller to friends. Three seven-point Likert-type items were used (Habel, 2016).
The alpha scores for the studies where the scale was used were a.=.778, a. = .95, and o.=.93. The found reliability
in this study is Cronbach’s o = .792. However, for this thesis, a seven-point Likert scale was used to cope with
the survey's consistency and make it easier while coding the data. Questions from 19 through 21 on the survey
will be used to measure Loyalty. For example, "It is very likely that I would recommend the site to my friends."

This variable's measurement was done using a simple regression test.

Results

Descriptives

A total of N = 139 male and female varsity students participated in the study which is ideal according to the
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sample size calculator Qualtrics with a 95% confidence level and a 5% error margin. Out of the 139 participants,
36 were males, 100 were females, two participants preferred not to reveal their gender and one participant
disagreed to participate in the study. On average, the majority of participants were between 19 to 20 years old,
and only seven participants being over the age of 22. When asked about how frequently they purchase products
online in a week, participants reported a mean score of M = 2.09 times (median = 1, SD = 1.359). The majority

of the participants (n = 77) were likely to purchase a product online once a week.

Hypothesis Testing

The first hypothesis predicted:

HI1: There is a positive relationship between Trust & Purchase Intention.

A simple linear regression was used to test the hypothesis (Table 1). Results of the simple linear regression
indicated a correlation between Trust and Purchase Intention. The size of the correlation is R =425 and adjusted
R?=.175. Further, the omnibus regression ANOVA is significant (f = 30.244, df =137, p = <.001). Thus, our
regression model is a good predictor. The beta coefficient is significant for the intercept (bo = 3.089, t = 6.774, p
<.001) as well as the slope (b; = 0.448, t = 5.449, p <.001). Therefore, the regression equation is:

Purchase Intention = 3.089 + .448Trust +E

In other words, if Trust increases by one unit Purchase Intention increases by .448 units, everything else being

unchanged.
Table 1. Regression Coefficients for Trust
Unstandardized Coefficients  Standardized Coefficients t Sig.
B Std. Error Beta
(Constant) 3.089 456 6.774 <.001
Trust AVG 448 .082 425 5.499 <.001

Note: *p <.001

Thus, H1 is supported. Trust is positively related with Purchase Intention.

The second hypothesis predicted:
H2: There is a negative relationship between Perceived Risk and Purchase Intention. A simple linear regression

was used to test the hypothesis.

A simple Linear regression indicated negative correlation between Perceived Risk and Purchase Intention. The
size of the correlation is R= -.585 and adjusted R?=.335. Further, the omnibus regression ANOVA is significant
(f=55.940,df=137, p =<.001). The beta coefficient is significant for the intercept (bo=5.400, t=5.887, p <.001)
as well as the slope (b= .659, t =9.087, p <.001). Therefore, the regression equation is:

Purchase Intention = 5.400 - .659Perceived Risk + E. In other words, if Perceived Risk increases by one unit
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Purchase Intention decreases by -.659 units, everything else being unchanged.

Table 2. Regression Coefficients for Perceived Risk

Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
(Constant) 5.400 350 5.887 <.001
PR AVG -.659 .075 -.585 -9.087 <.001

Note: *p <.001

Thus, H2 is supported. Perceived Risk is negatively related to Purchase Intention.

The third hypothesis predicted:

H3: There is a positive relationship between Perceived Benefit and Purchase Intention.

A simple linear regression was used to test the hypothesis (Table 2). Results of the simple linear regression
indicated a correlation between Perceived Benefit and Purchase Intention. The size of the correlation is R =.545
and adjusted R?= .292. Further, the omnibus regression ANOVA is significant (f= 57.947, df =137, p = <.001).
Thus, our regression model is a good predictor. The beta coefficient is significant for the intercept (bo=2.397, t

=5.684, p <.001) as well as the slope (b;=.569, t="7.612, p <.001).

Table 3. Regression Coefficients for Perceived Benefit

Unstandardized Coefficients Standardized Coefficients t Sig.

B Std. Error Beta
(Constant) 2.397 422 5.684 <.001
PB AVG 569 .075 .545 7.612 <.001

Note: *p <.001

Therefore, the regression equation is:

Purchase Intention = 2.397 + .569Percievd Benefit + E.

In other words, if Perceived Benefit increases by one unit Purchase Intention increases by .569 units, everything

else being unchanged. Thus, H3 is supported. Perceived Benefit is positively related with Purchase Intention.

The fourth hypothesis predicted:
H4: There is a positive relationship between Customer Satisfaction and Purchase Intention. A simple linear

regression was used.

Results indicated a correlation between Customer Satisfaction and Purchase Intention (Table 3). The size of the
correlation is R =.688 and adjusted R?=.469. Further, the omnibus regression ANOVA is significant (f=122.875,

df = 137, p = <.001). Thus, our regression model is a good predictor. The beta coefficient is significant for the
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intercept (bo= 1.711, t = 4.847, p <.001) as well as the slope (b; = .737, t = 11.085, p <.001). Therefore, the
regression equation is:

Purchase Intention = 1.711 + .737 Customer Satisfaction + E

In other words, when Customer Satisfaction increases by one unit, Purchase Intention increases by .737 units,

everything else being unchanged.

Table 4. Regression Coefficients for Customer Satisfaction

Unstandardized Coefficients Standardized Coefficients t Sig.

B Std. Error Beta
(Constant) 1.711 353 4.847 <.001
CS_AVG 737 .066 .688 11.085 <.001

Note: *p <.001

Thus, H4 is supported. Customer Satisfaction is positively related to Purchase Intention. The fifth hypothesis
predicted:

H5: There is a positive relation between Perceived Value and Customer Satisfaction.

Results indicated a correlation between Customer Satisfaction and Perceived Value (Table 4). The size of the
correlation is R = .415 and adjusted R?=.166. Further, the omnibus regression ANOVA is significant (f = 28.494,
df =137, p = <.001). Thus, our regression model is a good predictor. The beta coefficient is significant for the

intercept (bo =2.779, t =5.994, p <.001) as well as the slope (b1 =.509, t =5.338, p <.001).

Table 5. Regression Coefficients for Perceived Value

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta

(Constant) 2.779 464 5.994 <.001

PV_AVG 509 .095 415 5.338 <.001

Note: *p <.001

Therefore, the regression equation is:

Customer Satisfaction = 2.779 + .509 Perceived Value + E

In other words, when the Perceived Value increases by one unit, Customer Satisfaction increases by .509 units,
everything else being unchanged. Thus, HS is supported. Perceived Value is positively related to Customer
Satisfaction. The sixth hypothesis predicted:

Hé6: There is a positive relationship between Perceived Quality and Customer Satisfaction.

A simple linear regression was used to test the hypothesis (Table 5). Results of the simple linear regression

indicated a correlation between Customer Satisfaction and Perceived Quality. The size of the correlation is R =
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.427 and adjusted R? = .177. Further, the omnibus regression ANOVA is significant (f = 30.618, df =137, p =
<.001). Thus, our regression model is a good predictor. The beta coefficient is significant for the intercept (bo =
6.746,t=27.063, p <.001) as well as the slope (b;=-.389, t=-5.533, p <.001). Therefore, the regression equation
is:

Customer Satisfaction = 6.476 + .389 Perceived Quality + E

In other words, when Perceived Quality increases by one unit, Customer Satisfaction increases by .389 units,

everything else being unchanged.

Table 6. Regression Coefficients for Perceived Quality

Unstandardized Coefficients Standardized Coefficients t Sig.

B Std. Error Beta
(Constant) 6.476 239 27.063 <.001
PQ _AVG .389 .070 427 5.533 <.001

Note: *p <.001

Thus, H6 is supported. There is a positive relationship between Perceived Quality and Customer Satisfaction.
For the Final hypothesis:
H7: “There is a positive relationship between Loyalty and Customer Satisfaction”, a simple linear regression was

used to test this hypothesis.

Results indicated a correlation between Loyalty and Customer Satisfaction (Table 6). The size of the correlation
is R =.717 and adjusted R?>= .510. Further, the omnibus regression ANOVA is significant (f = 144.530, df =137,
p =<.001). Thus, our regression model is a good predictor. The beta coefficient is significant for the intercept (bo
=1.416,t=4.400, p <.001) as well as the slope (b1 =.720, t=12.022, p <.001). Therefore, the regression equation
is:

Customer Satisfaction = 1.416 + .720 Loyalty + E

In other words, when Loyalty increases by one unit, Customer Satisfaction increases by .720 units, everything

else being unchanged.

Table 7. Regression Coefficients for Loyalty

Unstandardized Coefficients  Standardized Coefficients t Sig.
B Std. Error Beta
(Constant) 1.416 322 4.400 <.001
Loyalty AVG 720 .060 717 12.022 <.001

Note: *p <.001

Thus, H7 is supported. Loyalty is positively related to Purchase Intention.
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Discussion and Conclusion

Premise of the Study

The nature and structure of economic rivalry in traditional business practices and E-Commerce have undergone
significant changes as a result of the Internet's exponential expansion. The majority of traditional businesses had
to compete in a particular industry and frequently within a small geographic area under the old system of doing
business, but the Internet is shattering all of these barriers. With the evaluation of the Internet people now are
more likely to shop online. The research of this study is important because it looks at how Trust alongside
Perceived Benefit and Perceived Risk and Customer Satisfaction, including its three antecedents, Perceived

Quality, Perceived Value, and Loyalty, prompt purchase intent.

In addition to advancing the understanding of Purchase Intention, this study contributes to knowledge about the
Extended Valance Framework theory. The main theory of this study is Extended Valance Framework theory
where Kim et al. (2009) suggests that Purchase Intention is influenced by Trust both directly and indirectly through
its two mediators, Perceived Risk, and Perceived Benefit. The study adds to the research of Extended Valance
Framework by adding Customer Satisfaction as a new variable that prompts Purchase Intention and where
Loyalty, Perceived Quality and Perceived Benefit work as an antecedents of Customer Satisfaction. However, the
Extended Valance Framework does not fully cover all that is under investigation. For this reason, the framework

was modified and tested to check if the new framework works when introduced new variables.

Summary of Findings

The study offers a number of meaningful findings. First, a consumer's intention to conduct business with an e-
tailer is influenced both directly and indirectly by their level of Trust in the retailer. This finding shows that Trust
has a significant, positive direct impact on the consumer's intention to engage in an online transaction. The
likelihood that a consumer would make a purchase is decreased by their sense of risk, and their level of Trust has
a significant impact on this view. These findings suggest that a consumer's Trust also has a significant indirect
impact on their propensity to engage in a transaction through their perception of risk. Similar to this, a consumer's
impression of benefit enhances their intention to transact, and a consumer's perception of benefit is significantly

influenced by their level of Trust. In other words, Trust influences the consumer's perception of benefit and risk.

Secondly, adding Customer Satisfaction to the model shows positive signs that it plays a role in Purchase
Intention. Additionally, this study also looked at the relationship between Customer Satisfaction and its three
antecedents. The first antecedent Perceived Value had a positive relationship when only tested with one item.
Perceived Quality the second antecedent of Customer Satisfaction showed a positive relationship with Customer

Satisfaction. Finally, Loyalty, the third antecedent also showed a positive relationship with Customer Satisfaction.

Theoretical Implications

Theoretically, results of this study align with previous studies, suggesting that Purchase Intention is influenced by
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Trust both directly and indirectly through its two mediators, Perceived Risk, and Perceived Benefit, where
Purchase Intention is thought to be an immediate indicator of actual purchase behavior, according to the TRA
(Theory of reasoned action). However, existing research has not used Customer Satisfaction as one of the
mediators for the Extended Valance Framework. The study hypothesized that Customer Satisfaction is positively
connected with Purchase Intention. The assumption was positive, and it was found that Customer Satisfaction has
a positively strong connection with Purchase Intention and could be included as a mediator to the theory. The
study also wanted to examine when Customer Satisfaction is introduced in the Extended Valance Framework if
there is any change between the relation of Trust, Perceived Benefit, Perceived Risk and Purchase Intention which
came out that Customer Satisfaction doesn’t affect the relationship among the variables but with its presence the

core of the theory gets strong point.

Moreover, existing research has not linked antecedents to Customer Satisfaction as variables that prompt Purchase
Intention, when combined with the Extended Valance Framework, which is an important topic since Perceived
Value, Perceived Quality, and Loyalty may all have a positive relationship with Customer Satisfaction that may
influence a consumer's Purchase Intention. From a theoretical standpoint, there aren’t many empirical studies in
electronic commerce that have modified the Extended Valance Framework and to the researcher’s knowledge this
is the first study that has introduced three antecedents of Customer Satisfaction to the model which provides a
good insight about the importance of the new variables. The study hypothesized that the three antecedents of
Customer Satisfaction Perceived Quality, Perceived Value and Loyalty are positively related with Customer
Satisfaction. The results indicated that the new variable Customer Satisfaction and it’s three antecedent Perceived
Value, Perceived Quality and Loyalty when introduced in the model possess a significant role and a positive

relationship.

It is significant that factors commonly studied in communication studies, such as Trust, Perceived Benefit,
Perceived Risk, Customer Satisfaction and Loyalty have given significant results in the context of e-commerce.
It implies that communication experts like advertisers, marketers, and reputation managers play an important role
in molding consumer behavior in today's e-commerce landscape. Using these elements, communication experts
may create effective strategies to boost consumer trust and loyalty, increase perceived value, and ultimately drive

sales and growth for e-commerce enterprises.

With these results the researcher is able to draw a strong connection among the new variables proposed in the
Extended Valance Framework theory. The theory depicts that Trust alongside Perceived Benefit and Perceived
Risk and Customer Satisfaction, including its three antecedents, Perceived Quality, Perceived Value, and Loyalty,

prompt purchase intent which has a strong effect on the -E-Commerce industry.

Practical Implications

It is crucial for e-tailers to comprehend the aspects that influence consumers' satisfaction as well as purchase
decisions. The study suggests that e-tailers should place a special emphasis on controlling and sustaining their
customers' Trust, Perceived Risk, perceived advantages, and Customer Satisfaction, as all four characteristics are

potent indicators of the customer's initial Purchase Intention. First, Trust is very important since it not only directly
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affects a consumer's intention to purchase, but also indirectly affects that consumer's willingness to purchase by
influencing how they perceive risks and benefits. Thus, Trust encourages the initial purchasing experience,
changes how that experience is evaluated, and by doing so, establishes a basis for further purchases. However, it
is evident that building Trust and Customer Satisfaction are the first steps in developing enduring connections

with customers.

The study also recommends e-tailers to think of the Trust-building process as involving both offline and online
operations. Online actions relating to the electronic marketplace might help an e-tailer gain the Trust of its
customers. It's crucial for e-tailers to keep in mind that building long-term connections with their customers

requires offering them positive initial shopping experiences.

Secondly, Perceived Benefit is a powerful indicator of a consumer's Purchase Intention, along with Trust. Internet
shopping offers numerous advantages over conventional methods of buying, including convenience, the chance
to save money and time, access to a huge selection of goods, etc. The study results suggest that consumers’
perception of E-Commerce benefits is a major motivation for making Purchase Intention. Therefore, e-tailers
should try their best to engage and genuinely offer benefits to their customers. As a result, this Perceived Benefit
will increase Customer Satisfaction, which is another crucial element that will encourage customers to make

further purchases.

Furthermore, e-tailers should try to minimize the risk that customers perceive from the product they purchase.
They result of the study state that there is a negative relationship between Purchase Intention and Perceived Risk
which means the more the customers experience or perceive risk upon buying a product there is a less chance that
customer may buy product from the e-tailer next time. This finding gives the e-tailers an upper hand to minimize
risk and make a customer experience less risk associated with the product and increase sales. The risk that the
customers experience could be anything from the pre-purchase phase to purchase phase. The e-tailers need to

assess the risks associated with the phases and try to lower it and build better Customer Satisfaction.

Another practical implication that this study suggests that Customer Satisfaction is regarded as being of utmost
importance because it affects not only the primary purchase decisions but also post-purchase judgments;
nevertheless, for this study, the researcher only examined the pre-Purchase Intention facts. According to
Chinomona et al. (2014), when Customer Satisfaction is lower with a purchase the consumers are more likely to
abandon the company which benefits the other competitors. The more the customer is satisfied the more the
prosperity of the business is expected to grow. Therefore, the e-tailers should thrive to achieve Customer

Satisfaction.

Finally, results from this study showed that alongside Customer Satisfaction e-tailers should also focus on the
Perceived Quality and Perceived Value that they are offering through the products. If this comes out positive the
e-tailers would be able create Loyalty among the consumers which is another integral business motto for the e-

tailers.
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Limitation and Suggestions for Future Studies

This study had a few limitations. Students from the ages of 18 to 30 comprise the convenience sample for this
study. The respondents in this sample's demographics might not match those of the typical United States

demographics.

The study used Trust, Perceived Risk, Perceived Benefit and Customer Satisfaction as variables of customers
Purchase Intention. The study could also have studied other variables that align with customers Purchase Intention.
For future studies researchers can look into other variables or Customer Satisfaction antecedents to make the
framework more useful for the E-Commerce industry. The study also only looked at the pre-purchase phase of a

customer’s purchase journey where future studies can create a newer model to study the post-purchase as well.

Moreover, the study used simple regression tests to analysis the relationship among the variables. Also, the study
also tried to test the primary relationship among the variables. Future works could use more sophisticated tests to

test out secondary relationships.

This study investigated the factors (Perceived Risk, benefit, and Customer Satisfaction) that were likely to mediate
the effects of Trust on Purchase Intentions. However, it should be noted that opposite associations (Perceived
Risk, Perceived Benefit and Customer Satisfaction as determinants of consumer Trust), as well as interactions
between Trust and Perceived Risk/benefit, are also feasible. Consequently, future research should explore the
likelihood of reverse causal linkages and the moderating impacts of Trust and risk on customers' E-Commerce

transaction decisions.

The survey questions used for the study were limited to 2 or 3 questions per variable which probably caused
borderline alpha reliability score. Future studies could come up with more questions and make the analysis more
sophisticated. It is important to highlight that the majority of respondents in this study were young adults aged
19-20. Future research may want to examine these findings among different generational cohorts, such as Gen Z,

Millennials, Gen X, and Boomers, to determine how their attitudes and behaviors regarding e-commerce differ.

In comparison to younger generations, elder generations may prioritize other features of e-commerce, such as ease
of use or security. Understanding these distinctions can assist e-tailers in tailoring their methods to different age
groups and improving overall consumer happiness and purchase intent. Despite these limitations, this study helps
us to understand how e-tailers could use this theory to upscale their business and focus on each variable suggested
in the study. This will not only help the e-tailers but in total the whole E-Commerce industry will benefit in the

long term.
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