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Abstract

As the usage of internet for shopping is increasing day by day, the online marketing companies are trying to attract
their customers to perform online shopping. Many studies are going on to identify the factors that influence
customers to do online shopping. These studies will help the E-Commerce companies to understand customer
behavior and to identify the factors the customers are prioritizing in online shopping. This paper concentrates on
some of the Pre-transaction phase customer service factors like Customer Service Policy, Website/App
Accessibility, Product Variety, Price, Payment Methods, Availability and Flexibility of Product Delivery, and
influence of these factors in online shopping behavior of customers.
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I. INTRODUCTION

The growth of internet and advancements in technologies has made a new revolution in
shopping. Most people are now preferring online shopping because of the advantages it offers
to them. The key advantages of online shopping are.

e Convenience

e Reduce time and effort.

e Get more discounts.
There are many factors which influence consumers to do online shopping. Researchers are
trying to identify the driving factors that influence the customers to prefer online shopping.
II. CUSTOMER SERVICE

Customer service mainly includes the time and place utility to transfer goods or services
between the seller and the purchaser [21]. Different companies will have different views about
the term Customer Service. Many studies have been carried out on Customer Service.
According to Lal.onde and Zinszer [1976], customer service is further classified into three
components.
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I11.  COMPONENTS OF CUSTOMER SERVICE

The profitability of a business is directly proportional to customer service. Customer Service
can be divided into 3 components [20].

1. Pre-Transaction
2. Transaction
3. Post-Transaction

Here Pre -Transaction components represent the features that first encourage the customers to
shop online. Transaction Phase components fulfill the demands of Customer and Post
Transaction phase components will foster the customer loyalty or make them switch to other
shop or customer may abandon entire online shopping [20].

Customer Service

Phases Components

Website/App Accessibility
Customer Service Policy
Product Variety
Pre-Transaction Prices

Payment Methods

Flexibility of Product Delivery

Order Fill Rate

Lead Time

Transaction Payment

Price for delivery service

Order Status Information
Order Fulfillment
Post-Transaction Percentage of spoiled/damaged
products

Responsiveness

Table 1: Components of Customer Service [20]

In this paper a study has been made to identify the importance of Pre-Transaction phase
components like Website or app, Customer Service Policy, Product variety, Payment Methods,
Price, Availability and Flexibility of Product Delivery and its influence in accessibility to the

in online shopping.
Purchasing
Behavior
L] L L i L] L L
Website Customer Product Availability off Mode of
Accessibility [illService Polic Variety Delivery Payment

Fig 1: Factors influencing Online Shopping
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A. Accessibility to Website /App

COVID 19 pandemic situation has made a drastic change in the behavior of online consumers.
Various studies are being carried out to identify the influence of the quality of websites on
Customer Satisfaction, the influence of Customer satisfaction on Purchase intention and
influence of Website Quality on purchase intention. Website accessibility refers to whether the
customers can see and understand the information about the shop and products on the website,
and whether the customers can easily navigate through the website.

Au Yeung and Law (2004), Chung and Law (2003), Law and Hsu (2005) have started the
studies to measure how much importance is given to website quality. Their research has been
considered two major website constructs namely usability and website functionality. Here
functionality refers to the website contents including richness of information and usability
denotes the design issues including ease of use [5].

Based on previous studies, it has been identified that there exists a direct relationship between
accessibility of website on e-loyalty, trust, and satisfaction of customers [2]. The term Website
accessibility aims optimizing the website in terms of functionality, design and browsing
experience. These factors will promote the online shopping behavior of customers.

B. Customer Service Policy

Customer Service can be defined as a group of activities utilized by the company to attract and
retain their customers [32]. Usually these activities are performed before, during or after
conducting the transaction [33]. The Customer Service Policy includes the guidelines and
principles that the company follows to provide a good service to customers. One advantage of
this policy is that this will inspire customer loyalty. Different studies have been conducted to
identify the impact of E-service quality on Customer Satisfaction, Customer Trust, and
Customer Behavior in Online Shopping. Some of the studies are creating e-service quality
models to predict the behavior of customers [8]. According to the research it has been identified
that customer service has an influence on customer satisfaction and customer loyalty [2].

C. Product Variety

The term Product indicates a service or an item that is produced/offered by a manufacturer /
distributor [11]. Product variety refers to the availability of items that the company offers.
Usually, product variety is considered as one of the factors to measure the company’s
competitiveness [9]. The products are purchased by the customers after performing a series of
comparison based on price, design, reliability [10]. Therefore it will be better for a company to
provide a diverse choices of products to their customers[12].As variety of choices the customer
gets, the more trust ,satisfaction the customer will be and thus the revenue of the company can
be increased[13].The studies have been identified that the product variety is a vital element
which inspire the customers to do online shopping.

D. Price

Kotler and Armstrong (2006) have defined price as the value of money that needs to be
exchanged to buy product or service [23]. In other words, price can be defined as the value
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assigned for a product or service in customer’s mind [24]. Many professional literatures have
identified that pricing is one of the most prominent factors that has an impact on customer
satisfaction. People assess the product and service based on their price
value[25][26][27].According them price is what they gave up in order to purchase the
product[15] Many studies have identified that customer intention for online repurchase in is
influenced by the price rate [3] and pricing is significantly related to user satisfaction[16].The
customer’s perception on usability is influenced by the pricing of products[17].One of the
option the customer get is that through online shopping the online stores provide facilities
to compare the product prices with different website, provide great deals to them at lower price
which attract them to purchase online [28]

E. Payment Methods

The term payment refers to the transferring of money from one party to another [14]. A variety
of payment methods are now available in online shopping. Debit/Credit card payment Bank
transfers, Cash on Delivery (COD), PayPal, Google Pay, Amazon Pay, Apple Pay, and Western
Union are some of the popular methods. Mobile payment has become a trend now, which uses
smartphone, iPad, laptop computers-based technology to perform payment.

Many studies based on the payment methods have been conducted to identify how much
influence the method has over the customers to do online shopping. The results of studies
concluded that most of the digital transaction facilities have opened a door the customers to
do online shopping. The fact that influences them to do digital payment is that most of the
payment methods offer 24x7 services, secure online transactions and save the buyer’s time. The
COVID 19 pandemic situation made it possible to promote and explore this change.

F. Delivery Methods

Research has identified that product delivery service is a criterion for satisfaction of customers
[29]. This indicates that customers prefer to receive their ordered product well packed, with the
specified price and quality and with a provision to deliver the item in accordance with the user
specified place and time [30]. The Online retailers are offering different delivery options for
their clients considering different delivery attributes. Examples of delivery attributes include
delivery date, delivery fee, speed of delivery, the timeslot, daytime, or evening etc. Various
research has been conducted based on mental accounting theory to identify the relationship
between money, time, convenience, and delivery options. The result of conjoint analysis has
concluded that the most important factors that the customer preferred are delivery fee which
followed by non-price delivery attributes [18]. To maximize customer satisfaction, and
expectation, many retailers are offering different effective strategies for delivery options [31].

Factors Considered Meaning Advantage
Availability of shop and Product | E-loyalty, Trust, Customer
Website/App Accessibility Information in Website easy to see, | Satisfaction

understand, Easy to navigate website

Guidelines, Principle the Company | Inspire Customer Loyalty
Customer Service Policy follows to provide good customer
service
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Auvailability of Items, Trust, Satisfaction for
Product Variety Customers, Improve Company
revenue
. Reduced Price Customer Satisfaction,
Prices
Tendency to repurchase
Payment Methods Payment Methods offered Convenience to Customer
Availability and Flexibility of Product dehver.y on user speglﬁed Ma.)(lmlz.e Customgr
. time, place maintain the quality of | Satisfaction and their
Product Delivery .
product expectation

V.

Table 2: Advantages of Pre-Transition Phase Components

CONCLUSION

Consumer satisfaction and online shopping decision of customers are directly dependent on
many factors. Identification of factors that influence customers for shopping online is one of
the most popular research areas nowadays. These findings will help the E commerce companies
to understand the behavior of their clients. Different studies have considered different factors.
In this paper some of the pre-transaction phase factors that influence online shopping behavior
of customers were considered.
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