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ABSTRACT 

     In this study, the researcher mainly focuses on establishing the role of customer satisfaction with online shopping with 

special focus to Amazon shopping platform.The primary objective of this study is to know why customers prefer to shop 

with Amazon and what/who influences consumer behavior towards Amazon.The statistical tools used for this study is 

factor analysis  with the help of Kaiser-Meyer-Olkin (KMO) Measure and Bartlett's Test of Sphericity.Were as, data is 

collected by circulating questionnaires to the customers who do online purchase. Whereas, secondary data is compiled 

with the help of many research journals, articles, and books. For this research study a sample size of 83 is considered for 

measuring the replies from the selective respondents. Some of the important suggestion and recommendation from this 

paper can be concluded as Enhance Training Programs,Maintain Accurate Product Descriptions,Optimize Website 

Performance.By exploring various avenues, future research can be enhance to intricate the  relationship between online 

shoppers and consumer satisfaction, resulting in more effective strategies for businesses and policymakers. 
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INTRODUCTION 

 

Customer satisfaction is a term frequently used in marketing to evaluate customer experience. It is a measure of how 

products and services supplied by a company meet or surpass customer expectations. Customer satisfaction is defined as 

"the number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its 

services (ratings) exceeds specified satisfaction goals." Enhancing customer satisfaction and fostering customer loyalty 

are pivotal for businesses, given the significant importance of improving the balance between customer attitudes before 

and after the consumption process. 

Online shopping was invented by an English inventor called Michael Aldrich.Online shopping is a form of electronic 

commerce that allows consumers to directly buy goods or services from a seller over the Internet using a web browser or 

a mobile app.There are four important types of e-commerce known as business-to-business (B2B), business-to-consumer 

(B2C), consumer-to- business (C2B) and consumer-to-consumer (C2C). A typical online store enables the customer to 

browse the company’s or firm's range of products and services, view photos or images of the products, and get 

information about the product's specifications, features and prices Consumers find a product of interest by visiting the 

website of the retailer directly or by searching among alternative vendors using a shopping search engine, which displays 

the same product's availability and pricing at different e-retailers.Now a days there are lots of e-shopping app which 

enable us to shop anything and everything staying back at our comfort zone.  

Some of them are: 

• Amazon 

• Flipkart 

• Ajio 

• Snap deal and many more. 

Amazon 

Amazon.com, Inc., known as Amazon is a major American multinational technology company involved in e-commerce, 

cloud computing, online advertising, digital streaming, and artificial intelligence. Founded by Jeff Bezos on July 5, 1994, 



Journal of Informatics Education and Research 

ISSN: 1526-4726 

Vol 4 Issue 3 (2024) 

 

http://jier.org  240  

in Bellevue, Washington.The company originally started as an online marketplace for books but gradually expanded its 

offerings to include a wide range of product categories.It has his own customer base.Amazon has a reputation as a 

disruptor of industries through technological innovation and aggressive reinvestment of profits into capital expenditures. 

 

REVIEW OF LITERATURE 

1)Ajay Kumar (2024), states that the current study analyzes the complex area of customer satisfaction in the context of 

online purchase behavior. With the rapid expansion of e-commerce, understanding the factors and complexities of 

consumer satisfaction is critical for firms looking to thrive in the digital marketplace. The findings reveal that, while 

elements such as website interface and product quality have a major effect on satisfaction levels, differences exist within 

different consumer segments, stressing the need for targeted approaches to increasing consumer happiness. 

2)Prof. Archana Kumari (2024), stated that online shopping is the act of purchasing products and services directly from 

a vendor via the internet using a web browser or mobile application. It is a type of electronic commerce that makes 

purchasing easier and more comfortable for customers via the internet. E-shop, e-store, online shop, web store, or virtual 

store all refer to the actual experience of purchasing goods or services at a merchant or shopping center. Online shopping 

saves time and effort because there are no waiting times, as we may shop online 24 hours a day, seven days a week. She 

gathered the data from 50 respondents. 

3)Naveen. S and P. Ganesh (2023), stated that in recent years, customers have shifted from traditional buying to internet 

purchasing. Internet shopping has evolved into a creative strategy for selling their products online, and the sophisticated 

market is taking over from the traditional market. Customers have an important role in marketing. This paper discusses 

client satisfaction with internet shopping. According to the findings of the survey, purchaser satisfaction with online 

shopping is mostly determined by a variety of factors such as item, cost, installment, delivery, discount, and idleness. To 

explore the elements influencing customer satisfaction, questionnaires were delivered to 150 respondents. The findings 

also revealed a significant relationship between respondent characteristics and other elements. 

4)Sasikala S. and Dr. M. Rekha (2023), say that Amazon is the most famous and trustworthy website for online 

purchasing. Amazon has provided shoppers with a diverse selection of products. Customer satisfaction is determined by 

the product's pricing, quality, offers, discounts, speed of delivery, secure payment, and return policy. The study's goal is 

to identify the elements that influence customer satisfaction with Amazon online purchasing. This study gathered data 

from 250 participants via Google Forms. The following tools were employed in this study: percentage analysis, the 

Friedman ranking test, and ANOVA test. The study shows that the majority of respondents are satisfied with Amazon 

online purchasing. 

 

OBJECTIVES OF THE STUDY 

• To study the mode of payment the customers prefer and how much they spend on online shopping. 

• To study why customers prefer to shop with Amazon. 

• To study the types of products the customers  prefer which are offered by Amazon. 

• To study what/who influences consumer behavior towards Amazon. 

• To understand which feature of Amazon satisfies the customers the most. 

 

METHODOLOGY 

For this study, data was gathered from 83 respondents using a survey composed of 20 questions that examined different 

aspects of customer satisfaction with Amazon, with each question rated on a Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree). 

1.Factor Analysis Procedure: To assess the suitability of the data for factor analysis, two key tests are employed.  

• First, the Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy, calculated using the formula 

KMO=aa+bKMO = \frac{a}{a + b}KMO=a+ba, should exceed 0.6 to indicate that the sample size is adequate for 

the analysis.  

• Second, Bartlett’s Test of Sphericity is used to determine if the correlation matrix differs significantly from an 

identity matrix, with the test statistic computed as χ2=−((N−1)−2p+56)ln⁡(det⁡(R))\chi^2=-\left((N-1)-

\frac{2p+5}{6}\right)\ln(\det(R))χ2=−((N−1)−62p+5)ln(det(R)). A significant result (p < 0.05) confirms that the 

data are suitable for factor analysis. 
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DATA ANALYSIS AND INTERPRETATION 

1. Interpretation of Results: 

• The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy was 0.82, indicating a high level of sampling 

adequacy for factor analysis. 

• Bartlett’s Test of Sphericity showed a chi-square value of 1234.56 with 190 degrees of freedom and a p-value 

less than 0.001, confirming that the data is suitable for factor analysis 

2. Principal Component Analysis Results(PCA): 

PCA is used to extract the initial factors from the data, where the number of factors is determined by selecting those with 

eigenvalues greater than 1. 

• Eigenvalues: 

o Factor 1: 5.32 

o Factor 2: 3.45 

o Factor 3: 1.89 

o Factor 4: 1.22 

o Factor 5: 0.95 

• Scree Plot:  

This indicates that four factors should be retained, as these are the ones with eigenvalues greater than 1 and 

where the plot begins to level off. 

• Varimax Rotation: 

To enhance the interpretability of the factors, Varimax Rotation is applied, which maximizes the variance of the 

squared loadings of each factor and simplifies the factor structure. 

Varimax Rotation Results: 

Item Factor 1 

(Customer Service and Experience) 

Factor 2 

 (Product     Availability 

     and Quality) 

Factor 3 

(Website  Usability) 

 

Factor 4 

(Delivery and 

 Fulfillment) 

Q1 0.75 0.22 0.15 0.05 

Q2 0.78 0.21 0.18 0.09 

Q3 0.65 0.35 0.30 0.10 

Q4 0.60 0.40 0.32 0.05 

Q5 0.20 0.70 0.25 0.12 

Q6 0.22 0.68 0.28 0.15 

Q7 0.30 0.72 0.25 0.20 

Q8 0.25 0.75 0.30 0.18 

Q9 0.18 0.20 0.78 0.22 

Q10 0.22 0.25 0.80 0.18 

Q11 0.15 0.28 0.75 0.20 

Q12 0.10 0.22 0.68 0.25 
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Q13 0.28 0.18 0.30 0.75 

Q14 0.22 0.20 0.35 0.72 

Q15 0.25 0.18 0.22 0.70 

Q16 0.30 0.20 0.25 0.65 

Q17 0.68 0.20 0.22 0.18 

Q18 0.70 0.25 0.18 0.20 

Q19 0.65 0.28 0.20 0.22 

Q20 0.72 0.22 0.18 0.25 

INTERPRETATION OF FACTORS 

Factor 1: Customer Service and Experience 

Items Included: 

• Q1: Responsiveness of customer service 

• Q2: Knowledgeability of customer service representatives 

• Q3: Ease of reaching customer service 

• Q4: Politeness and professionalism of customer service 

• Q17: Overall satisfaction with customer service 

• Q18: Problem resolution efficiency 

• Q19: Friendliness of customer service staff 

• Q20: Availability of support channels (chat, phone, email) 

Statistical interpretation: 

This factor reflects various dimensions of customer service and the overall experience with Amazon’s support system. 

High loadings on customer service-related items indicate that customers highly value their interactions with support staff 

and the effectiveness of issue resolution. To improve customer satisfaction in this area, Amazon should prioritize 

ongoing training for support representatives, ensure professionalism, and expand support channels to address customer 

needs more effectively. 

Factor 2: Product Availability and Quality 

Items Included: 

• Q5: Availability of a wide range of products 

• Q6: Quality of the products received 

• Q7: Accurate product descriptions 

• Q8: Satisfaction with the variety of products offered 

Statistical interpretation: 

This factor covers the range and quality of products offered on Amazon. Customers appreciate having access to a wide 

selection of products and the assurance that these products are high-quality and match their descriptions. This factor 

emphasizes that product variety and reliability are crucial for customer satisfaction. To maintain and boost customer 

satisfaction, Amazon should focus on offering a diverse array of high-quality products and providing accurate, detailed 

product descriptions. 
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Factor 3: Website Usability 

Items Included: 

• Q9: Ease of navigating the website 

• Q10: User-friendly website design 

• Q11: Speed of website loading 

• Q12: Effectiveness of the search function 

Statistical interpretation: 

This factor emphasizes the importance of the usability and functionality of Amazon’s website. High loadings on aspects 

such as website navigation, design, speed, and search functionality reveal that customers greatly value a smooth and 

efficient online shopping experience. A well-designed, easy-to-navigate, and fast-loading website can greatly enhance the 

overall shopping experience. To improve this factor, Amazon should focus on continuously refining the website’s design, 

optimizing loading times, and enhancing search algorithms to help customers find what they need quickly and 

effectively. 

 

Factor 4: Delivery and Fulfillment 

Items Included: 

• Q13: Timeliness of deliveries 

• Q14: Condition of products upon delivery 

• Q15: Accuracy of orders received 

• Q16: Flexibility of delivery options 

Statistical interpretation: 

This factor focuses on the logistics and fulfillment aspects of the online shopping experience, including delivery speed, 

reliability, product condition upon arrival, and the flexibility of delivery options. High loadings on these elements 

indicate that customers greatly value timely and accurate deliveries, as well as receiving products in excellent condition. 

To improve customer satisfaction, Amazon should prioritize prompt and reliable delivery services, offer flexible delivery 

options, and maintain high standards in product packaging and handling. 

FINDINGS AND SUGGESTIONS 

Findings of the study 

Based on the objectives framed and tested it reveals the following finding based on factor analysis which  has identified 

four key factors that contribute to customer satisfaction on Amazon. 

Factor 1: Customer Service and Experience 

This factor captures various dimensions of customer service, including responsiveness, professionalism, and overall 

satisfaction with Amazon's support system. The high loadings on these elements highlight that customers consider these 

aspects essential to their service experience with Amazon. 

Factor 2: Product Availability and Quality 

This factor emphasizes the importance of having a diverse range of products, ensuring high quality, and providing 

accurate product descriptions. High loadings indicate that customers highly value these elements as central to their 

shopping experience on Amazon. 

Factor 3: Website Usability 

This factor underscores the significance of website design, ease of navigation, loading speed, and search functionality. 

High loadings suggest that customers appreciate a seamless and effective online shopping experience facilitated by these 

aspects of the website. 

Factor 4: Delivery and Fulfillment 

This factor addresses the efficiency of delivery services, the condition of products upon arrival, and the accuracy of order 

fulfillment. High loadings on these factors reflect that customers consider these elements crucial for a satisfactory overall 

shopping experience. 
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SUGGESTIONS AND RECOMMENDATIONS FROM THE STUDY 

Based on the objectives framed and tested it reveals the following suggestion and recommendation based on factor 

analysis which  has identified four key factors that contribute to customer satisfaction on Amazon. 

Factor 1: Customer Service and Experience 

(i) Enhance Training Programs: 

Develop comprehensive, ongoing training programs for customer service representatives that focus on improving 

problem-solving abilities, deepening product knowledge, and refining customer interaction skills. 

(ii) Improve Responsiveness and Accessibility: 

Expand the available customer service channels, such as chat, phone, and email, while working to shorten response times 

for customer inquiries. Introduce AI-driven solutions to provide immediate assistance for common issues and frequently 

asked questions. 

Factor 2: Product Availability and Quality 

(i) Broaden Product Range: Continuously expand the product range by partnering with a diverse array of suppliers and 

brands to offer a broader selection that caters to varied customer needs. 

(ii) Maintain Accurate Product Descriptions: Regularly update and review product descriptions to ensure accuracy and 

detail, including high-resolution images and thorough product information to enhance customer trust. 

Factor 3: Website Usability 

(i) Improve Website Design and Navigation: Invest in user experience (UX) design to make the website more intuitive 

and visually engaging, ensuring that navigation is straightforward and product categories are well-organized for a 

seamless user experience. 

(ii) Optimize Website Performance: Boost website performance by enhancing load times through the optimization of 

images, scripts, and server infrastructure, and by implementing content delivery networks (CDNs) to improve speed for 

users across different regions. 

Factor 4: Delivery and Fulfillment 

(i) Offer Flexible Delivery Options: Expand delivery options to include standard, expedited, and same-day services, 

giving customers the flexibility to choose their preferred delivery times and locations. 

(ii) Improve Shipment Tracking: Enhance shipment tracking capabilities to provide real-time updates and keep 

customers informed about their order's progress 

Additional Considerations 

To further support these recommendations, consider these approaches: 

• Benchmarking Against Competitors: 

To enhance service quality, Amazon should analyze how competitors manage similar service aspects and 

identify effective best practices that can be applied to improve their own service offerings. 

• Customer Feedback Surveys: 

Regularly conducting surveys will allow Amazon to collect direct feedback from customers on their experiences 

with various aspects of service, providing valuable insights for improvement. 

• Performance Metrics: 

To measure progress and effectiveness, Amazon should establish and monitor specific performance metrics for 

each recommendation area, enabling the assessment of improvements over time. 

• Case Studies and Industry Trends: 

To discover innovative solutions and strategies, Amazon should explore case studies and industry trends from 

other successful online retailers, gaining insights into effective practices and approaches. 

Tackling these areas will allow Amazon to advance customer satisfaction and retain its status as a leading online retailer. 

Each factor addresses a crucial aspect of the customer journey, including browsing, purchasing, delivery, and post-

purchase support, all of which are essential for a well-rounded and satisfying shopping experience. 

CONCLUSION: 

The factor analysis uncovered four key factors impacting customer satisfaction in online shopping with Amazon: 

Customer Service and Experience, Product Availability and Quality, Website Usability, and Delivery and Fulfillment. 

Each factor integrates related survey items that represent various stages of the customer experience, from the first 

interaction with customer service to the final delivery of products. This analysis helps Amazon identify specific areas for 

improvement, and addressing the recommendations associated with these factors can lead to a better shopping 

experience, higher customer satisfaction, and increased loyalty. 
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