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Abstract 

In digital era of technology, online shopping has transformed our lives and has been widely 

accepted by the customers all over world. The purpose of this paper is to study various dimensions 

of customer perception that can influence online shopping decisions of customers. From the review 

of literature, the researcher identified product perception, perceived risk and online shopping 

experience as underlying factors that can strengthen the perception of customers about online 

shopping. Further, online shopping experience among all three sub-constructs dominates in 

increasing customer satisfaction level. 

Keywords: Online shopping, product perception, perceived risk and online shopping experience, 

customer perception, online satisfaction. 

 

1. Introduction 

The rapid growth of technology and increase in penetration of Internet has posed a big challenge 

to companies selling their products online. High customer acquisition cost and minimal switching 

costs for customers made the completion very tough among the online retailers. In terms of e-

commerce retail logistic sector, India stood at US $460 million in 2016 and is expected to grow at 

a CAGR (Compound annual growth rate) of 48 percent to reach US $2.2 billion by 2020 (KPMG, 

August 2016). The logistics sector pertaining to the e-commerce industry in India stood at US$460 

million in 2016 and is expected to grow at a CAGR of 48 percent to reach US$ 2.2 billion by 2020. 

Hence, online stores in order to survive and to be sustainable they must have a very strong base of 

satisfy and loyal customers who are willing to revisit their stores. However, to retain customers in 

online environment is far difficult than the brick and motor stores as there is no physical attraction 

between seller and buyer.  As the number of online customers are increasing, service providers are 

also increasing, hence shoppers has number of choices to compare the prices and attributes of the 

products being offered and eventually purchase or repurchase from that online retailer who offers 

maximum utility (Li & Zhang, 2002). Thus, it can be said that customers’ perception plays a crucial 

role in shaping up the online purchase intentions to buy or not buy. Customers perception regarding 

product in terms of quality, size and design etc.; perceived risk in terms of delivery risk, financial 

risk, time risk, social risk and psychological risk.; and online shopping experience in terms of 

website interactivity in terms of speed, design and technology. Thus this paper focus on studying 

what impact does perception have on online satisfaction. And customer perception is studied 
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mainly in terms of product perception, perceived risk and online shopping experience. After 

extensive review of the existing body of literature on customers’ perception regarding product 

perception, perceived risk and online shopping experience, no study was found in relation to their 

impact on satisfaction. Therefore, for the purpose of this paper, objective was framed to study the 

impact of customers’ perception on satisfaction regarding online shopping.  

 

2. The Need for the study 

As per review of literature and previous online shopping reports work on online shopping has been 

mostly done in tier 1 and tier 2 cities mainly. Accessing the numerous growth of online shopping, 

the researcher has decided to observe the customers’ perception regarding online shopping in some 

of the cities belonging to tier 3 category. 

 

3. Review of Literature 

Customer perception is the crucial factor that triggers the growth of online shopping. 

Product perception is defined as product understanding in terms of price, variety and product 

quality (Dillon and Reif, 2004). There is direct relationship of product perception in terms of price, 

variety and quality on online purchase intentions that helps in enhancing positive perception about 

online shopping. Shopping experience is defined as effort, playfulness, social interaction and 

lifestyle compatibility (Jarvenpaa and Todd, 1997). It includes the amount of time and energy spent 

in locating merchandise online, making purchase decisions. Shopping experience was identified 

as the most salient feature in Taiwan’s online shopping (Cheng, 2000). There exists relationship 

between positive shopping experience and perceived risk (Samadi and Nejadi, 2009; Brosdahl and 

Almouso, 2013, Sharma & Garga, 2017). Customer satisfaction is vital for long term success in 

the online world. A satisfied customer is an angel for online retailers who can boost up the 

profitability of the firms. Customer satisfaction is an overall attitude formed based on the 

experience after customer purchase a product or use a service (Forell, 1992). It is defined as the 

contentment of a customer with respect to his/her prior purchasing experiences with a given retail 

oriented website (Anderson and Srinivasan, 2003).  

Park and Stoel (2005) found in their study that   brand familiarity and previous online shopping 

experience had a significant impact on perceived risk and online purchase intentions. Similarly, 

the product information given on the website had no impact on perceived risk and online purchase 

intentions. Changchit (2006) analyzed the existing difference between the behaviour of online 

shoppers and offline shoppers (online group and offline group). It was found that there exists a 

significant difference between the perceptions of online and offline buyers. It was interpreted that 

past experience, perceived benefits and ease of use enhanced the online purchase intentions of 

online shoppers, whereas, higher risk and uncertainty are the factors that inhibit online purchase 

intentions. Lee et al. (2009) in their study found that three constructs (i.e. product perception, 

service quality, shopping experience) had a positive significant impact on purchase intentions 

whereas perceived risk had a negative impact on consumers’ purchase intentions. Respondents 
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choose shopping experience as the most important construct in taking their decisions about online 

purchase intentions. Shanthi and Kannaiah (2015) interpreted that accurate and sufficient 

information, security and quick payment, convenience in terms of time saving, quality of 

information, easy accessibility, safe and timely delivery, flexibility in terms of money guarantee 

schemes, cash on delivery, discounted prices and easy return policy were the factors that influence 

online shopping. Foregone are the days, when people have to wait in long queues in shops. Online 

shopping has emerged as a boon as now anyone can shop at any time, any place according to 

customers’ convenience. 24/7 online shopping saves time has product variety, fast and easy 

payment service, price comparison and convenience (Kumar and Mann, 2014). It was found from 

the studies (Makwana et al. 2011; Lee et al. 2009; Cheema et al. 2013; Park and Stoel, 2015) on 

online shopping that customers perceive online shopping in a positive way in terms of 

convenience, ease of use, product variety, time saving, convenient return policy, discount schemes 

and customized service.  

Park and Stoel (2005) found that brand familiarity and previous online shopping experience 

had a significant positive impact on perceived risk and online purchase intentions. Similarly, the 

product information given on website had no impact on perceived risk and purchase intentions. 

Samadi and Nejadi (2009) concluded that there is inverse relationship between positive shopping 

experience and perceived risk, i.e. if there is increase in positive shopping experience, perceived 

risk involved in online purchase decreases and vice –versa. Similarly, an inverse relationship was 

found in perceived risk and online purchase intentions, i.e. lower the perceived risk, higher will be 

purchase intentions and vice-versa. .Pentina et al. (2011) in their paper summarized that pragmatic 

experiences (assisting with purchasing process) and cognitive experiences (facilitative problem 

solving) had no impact on satisfaction with regards to online shopping. Sensory experiences 

(affecting vision and hearing) were marginally significant predictor of browser satisfaction, 

whereas relational (opinions and ratings of other customers) and interactive (real time connectivity 

with others) experiences showed strong prediction of browser satisfaction. Tsiakis (2012) defined 

perceived risk in terms of performance, social, financial, psychological, time and physical risk. 

The author stressed upon consumers’ concern over security risks associated with online 

environment. It was found that financial security (credit information) as well as non-financial 

security (personal information) were two important issues that shapes consumers’ perception about 

online buying decision. Zhang et al. (2012) concluded that there are eight dimensions of perceived 

risk, namely health risk, quality risk, privacy risk, economic risk, time risk, social risk, delivery 

risk and after-sale risk. Further, it had been interpreted that out of eight only five independent 

dimensions, namely health risk, quality risk, time risk, delivery risk and after –sale risk had 

significant impact on online consumers’ purchasing behaviour, while the remaining three 

dimensions have lesser impact on consumers’ online purchasing behaviour. Masoud (2013) 

revealed that increase in financial risk, product risk, delivery risk and information security risk, 

results in decreasing of online purchase intentions. Further, it was interpreted that perceived time 

risk and social risk had no significant impact on online purchase intentions.  
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A customers’ perception of an online offering may even deviate from what the producer or 

marketer had intended (Recklies, 2015). This may cause severe problems in today’s online 

scenario. It is hard enough for an online offering to get a potential customers’ attention at all, until 

and unless it is matched with customers’ expectations. Thus the researcher tried to get a clear idea 

about dimensions of customers’ perception from review of literature. From reviews, it has been 

found that product perception, perceived risk and online shopping experience have a major role in 

enhancing positive perception about online shopping.  

4. Objective of the study 

To study the impact of product perception, perceived risk and online shopping experience on 

customer satisfaction in online shopping. 

    4.1 Hypothesis for the study  

Impact of Customers perception on satisfaction 

 H0a: Product perception has no significant impact on customers’ satisfaction regarding 

virtual shopping. 

Ha: Product perception has significant impact on customers’ satisfaction regarding online 

shopping. 

 H0b: Online shopping experience has no significant impact on customers’ satisfaction 

regarding online shopping. 

Hb: Online shopping experience has significant impact on customers’ satisfaction regarding 

online shopping. 

 H0c: Perceived risk has no significant impact on customers’ satisfaction regarding online 

shopping. 

Hc: Perceived risk has significant impact on customers’ satisfaction regarding online 

shopping. 

 

5. Research Methodology 

For achieving the set objective of this study, the researcher uses convenience and judgement 

sampling. Respondents were mostly students and employees from the colleges and universities 

situated in Chandigarh region. A self-constructed online questionnaire was sent to total of 340 

respondents. But after data cleaning, 40 responses were found to be unfit for use. Out of 300 

respondents, 152 were females and 148 were males. Cronbach’s alpha was used to find reliability 

of the questionnaire and it comes to be under acceptable range. 

Table 1. Reliability statistics of overall questionnaire 

Construct Cronbach’s Alpha No. of items 

Overall scale .899 37 
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Table 2. Reliability statistics of three sub constructs of customers’ perception 

S. 

No. 

Construct Name Cronbach’s Alpha No. of items 

1 Product Perception .782 4 

2 Perceived Risk .910 12 

3 Online Shopping 

Experience 

.863 6 

4 Customer’s 

Satisfaction 

.910 4 

 

6. Findings and Discussion 

      6.1 Impact of Customers’ Perception on Online Satisfaction: 

To study the impact of customers’ perception on online satisfaction, we proceed towards 

finding existing relationship between customers’ perception and online satisfaction with the help 

of Pearson Correlation.  

Table 3: Correlation between dimensions of customers’ perception and online satisfaction 

  Product 

Perception 

Perceived 

Risk 

Online 

Shopping 

Experience 

Online 

Satisfaction 

Product 

perception 

Pearson 

correlation 

1 -.402 .631 .452 

Sig.(2-

tailed) 

 .000 .000 .000 

Perceived 

risk 

Pearson 

correlation 

-.402 1 -.517 -.424 

Sig.(2-

tailed) 

.000  .000 .000 

Pearson 

correlation 

.631 -.517 1 .590 
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Online 

shopping 

experience 

Sig.(2-

tailed) 

.000 .000  .000 

Online  

Satisfaction 

Pearson 

correlation 

.452 -.424 .590 1 

Sig.(2-

tailed) 

.000 .000 .000  

It can be seen that correlation coefficient (r) come out to be .452 for the sample size of 300 

respondents between product perception and online satisfaction. The significant value is less than 

.001 which indicates a statistically significant relationship between product perception and online 

satisfaction. Further, correlation coefficient (r) comes out to be - .424 for the sample size of 300 

respondents between perceived risk and online satisfaction. The significant value is less than .001 

which indicates a statistically negative significant relationship between trust and online 

satisfaction. In the last, correlation coefficient (r) comes out to be .590 for the sample size of 300 

respondents between shopping experience and online satisfaction. The significant value is less than 

.001 which indicates a statistically significant relationship between shopping experience and 

online satisfaction. 

Table 4: Regression Model Summary 

R R Square Adjusted R2 ANOVA (F) Sig. 

.719 .483 .479 105.183 .000 

 Dependent Variable: Online Satisfaction  

 Independent variables (Predictors): Customers perception. 

From the analysis of the results, it is clear that R2 for online satisfaction as dependent variable was 

.483 and adjusted R2 was .479 which indicated that approximately 47.9% of the variation of the 

online satisfaction (dependent variable) could be explained by all dimensions of customer 

perception (independent variable) combined, (All dimensions of customer perception can account 

for the 47.9 % of the variation in online satisfaction). The significant F ratio (F=105.183, p< .05) 

indicated that the variation explained by the results of regression model could hardly have occurred 

by chance.  
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Table 5: Impact of Customers perception on online satisfaction regarding online shopping 

Dimensions Standardized 

Coefficient 

(Beta) 

T Sig. Collinearity Statistics 

Tolerance VIF 

(Constant)  6.761 .000   

Product perception .123 2.361 .000 .577 1.603 

Perceived risk -.151 -3.805  .714 1.281 

Online shopping 

experience 
.448 8.892 .013 

.528 1.830 

Overall customer 

perception 
.407 9.753 .000 

1 1 

 Beta co-efficient is the standardized regression coefficient, which allows comparison of 

the relatives on the dependent variable of each independent variable. 

 T-statistics help to determine the relative importance of each variable in the model. 

From the table, it is clear that VIF value of all dimensions of customer perception is less than 10. 

The VIF indicates whether a predictor has a strong relationship with other predictor. Related to 

VIF is tolerance statistic which is reciprocal of VIF (Tolerance=1/VIF). If VIF > 10, then this is a 

case for concern. It is said that no collinearity exists if VIF< 10(Myers, 1990) and Tolerance value 

> 0.2 (Hair, 2010). Further, Beta value of convenience comes out positive and t value is also 

significant at p<.05.  

From the table, it was noted that out of all three dimensions of customer perception, online 

shopping experience (β=.448) was the most important dimension in building the satisfaction of 

respondents regarding online shopping. Perceived risk and product perception followed the 

importance. The table also showed that for all three dimensions of customer perception, the p value 

is significant. (p < .05). 

From the ANOVA table it was noted that beta value of all dimensions of customer perception were 

found to be different from zero and thus perception has been found to be significant predictor of 

online satisfaction as p significant value is less than .05. 

Therefore, we conclude that our regression model results in the significantly better prediction of 

online satisfaction. In short, the regression model overall predicts online satisfaction significantly 

well. 

Hence, our all alternate hypotheses: 
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Customers’ perception has significant impact on satisfaction regarding online shopping was 

accepted. 

7. Managerial Implications of the study 

This is a platform for the e-retailers to focus on factors that can influence satisfaction of customers 

in virtual world of shopping. E-retailers need to focus on issues that can deliver positive online 

shopping experience. As from the study, it was found that online shopping experience dominates 

among all three factors that can influence customers’ satisfaction in online shopping. E- retailers 

need to improve their website interactivity by adding creative images and videos, multimedia 

graphics, user-friendly website interface, prompt responses to customers’ inquiries, website color, 

design etc. 

8. Limitations of the study 

This study was limited to selected respondents according to convenience and judgement sampling. 

Only three variables were considered for study. There may be other factors such as attitude, 

motivation, etc.  that can influence customers’ perception and satisfaction. No effect of mediator 

and moderator variable was considered. Perception and satisfaction may vary according to time, 

place, gender and location, so results can’t be generalized. 
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