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Abstract 

 

The trend of the online shopping sites has been increased with the rapid growth of technology and adoption 

of the e-commerce amongst all developing countries. The technological advancement enabled the 

customers to shop products online according to their taste in just some clicks. This paper aims to identify to 

which extent the customers are satisfied of these online shopping services. We used the questionnaire 

research method to record the responses of the customers. Our results indicate that the factors such as time 

saving, customization and trust factor play a major in customer satisfaction behavior of online shopping 

sites. 
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Introduction 
 

Online shopping is a form of electronic commerce (e-commerce) which allows the consumer to buy goods 

directly from the seller over the Internet using the web-browser and Smartphone apps. Customer 

engagement plays vital role to increase business especially online shopping. Customers engage themselves 

in providing quick feedback and ratings of the product. Although online shopping is getting popular in 

Pakistan, however, it’s not like developed countries. There can be may reasons, i.e. internet access, 

awareness etc. Online shopping is growing but with the slow pace as people have little awareness about it. 

The popular payment method in Pakistan is hard cash instead of online transfers. Online business uses both 

tools to get more portion of customer like through cash on delivery. This is taken from the initial models of 

call-to-order shopping, which allows people to call and place orders and pay cash on delivery. The concept 

of online shopping through website, take the old model just one step further, where people can order by a 

click of a button.(Asad, Jun 9, 2013). 

 

There are too many online shopping website in Pakistan.  They are provide electronics product accessories, 

home appliances, clothes, jewelries, phone and tablets, women fashions, men fashions , beauty and health, 

computing and gaming, tv and cameras, sport and travels. In Pakistan many number of customer engage 

with online shopping sites such as Daraz.pk,Kaymu.pk, Bytes.pk,Shophive.com, Symbios.pk,Azmalo.pk, 

Homeshopping.pk, Chezmall.pk, Myshop.com.pk, e4u.net.pSShopdaily.pk,iShopping.pk, Yayvo.com 

 

Online shopping portal that currently offers a portfolio of over 400 brands and 15,000 products ranging 

from fashion apparel to beauty products, with over 1.2 million unique visitors each month. The total 

number of broadband internet subscribers in the country has topped 44.32 million, figures issued by 

Pakistan Telecommunication Authority (PTA)  12.5 million 3G and 0.895 million 4G subscribers 

(TheNews, 2017). 
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Co-creation, Customer Value with Stickiness    
            

Companies are now recognizing that engagement is also a more strategic way of looking at customer and 

stakeholder relationships.  Online shoppers commonly use a credit card or a PayPal account in order to 

make payments. However, some systems enable users to create accounts and pay by alternative means, 

such as: 

 

 Billing to mobile phones and landlines 

 Cash on delivery (C.O.D.) 

 Cheque/ Check 

 Debit card 

 Direct debit in some countries 

 Electronic money of various types 

 Gift cards 

                                                                  

Literature Review 
 

Customer Engagement 

 

There is a business communication connection between an external stakeholder and an organization 

through various channels of correspondence. This connection can be a reaction, interaction, effect or 

overall customer experience, which takes place online and offline. It can be seen from above studies that 

although scholars in the marketing field have not reached an agreement with the definition of customer 

engagement, most of their interpretation of the term share the following elements: 1) The connection 

between customer and enterprise or brand includes customers’ emotional, cognitive, and behavioral 

involvement and 2) their definitions are focused on customers’ interaction and value co-creation with 

enterprises, brands, or other customers.(Zhang, Guo, Hu, & Liu, 2017) As far as the dimensions of 

customer engagement, little attention has been paid to it in the current academic world. Only a few scholars 

have carried out some exploratory research(Algesheimer, Dholakia, & Herrmann, 2005) From the literature 

discussed above, it can be seen that although no agreement about the dimension of customer engagement 

has been reached in the marketing world, many scholars have agreed that customer engagement involves 

three dimensions −- cognition, emotion, and behavior. Among all the available literature, the scale for 

measurement engagement put forward by(Vivek, 2009) 

 

Enthusiasm 

 

Enthusiasm is intense enjoyment, interest, or approval. The word was originally used to refer to a person 

possessed by a god, or someone who exhibited intense piety. Teacher enthusiasm is a variable that has 

enjoyed a long history of association with effective teaching through its effects on such outcomes as 

achievement (Mastropieri, Scruggs, Bakken, & Brigham, 1992) In addition to exploring the enthusiasm-

intrinsic motivation relationship, Study 1 represents an effort to learn something more about a relatively 

new variable psychological vitality-that has been theoretically and empirically linked not only to intrinsic 

motivation but also to positive mental health and development outcomes (Kasser & Ryan, 1996). Discrete 

emotions such as fear, anger and enthusiasm affect how individuals deal with threats and how they seek 

out, process and use information. Enthusiasm is different from anger and fear due to its positive valence. 

 

Social Interaction  

 

Children with severe impairments of social interaction, abnormalities of language development involving 

both speech and gesture, and a behavioral repertoire consisting mainly of repetitive, stereotyped activities 

beginning from birth or within the first few years of life have been described by a number of writers. This 
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pattern of impairments and behavior problems has been variously (and unfortunately) termed childhood 

psychosis, childhood autism, or childhood schizophrenia. (Wing & Gould, 1979) 

 

Hedonic value 

 

Hedonic goods are consumed for luxury purposes, which are desirable objects that allow the consumer to 

feel pleasure, fun, and enjoyment from buying the product. This is the difference from Utilitarian goods, 

which are purchased for their practical uses and are based on the consumer's needs. This study investigates 

the complex interrelationships between satisfaction with the retailer, hedonic and utilitarian shopping value, 

and important retail outcomes. Hedonic shopping value reflects the value received from the multisensory, 

fantasy and emotive aspects of the shopping experience, while utilitarian shopping value reflects the 

acquisition of products and/or information in an efficient manner and can be viewed as reflecting a more 

task oriented, cognitive, and non-emotional outcome of shopping(Jones, Reynolds, & Arnold, 2006) It has 

been well established by natural scientists that development or conversion of natural land uses results in the 

loss of watershed services (Schueler & Holland, 2000) 

 

Social Value:      

 

Values account for the stability of social order. They provide the general guidelines for social conduct. 

Social value orientations were shown to partially mediate the effects found.(Hilbig & Zettler, 2009).  

Probably most centrally, this model comprises a new basic dimension, named Honesty–Humility. Although 

there are other noteworthy differences between the HEXACO and the classic 5-factor approach (Lee, 

Ogunfowora, & Ashton, 2005) . Additionally, there is increasing awareness of the anxiety some women 

face from false-positive results on screening mammography(Van der Steeg, Keyzer‐Dekker, De Vries, & 

Roukema, 2011) This would be useful for practices that cover multiple locations and for patients who 

switch facilities. Currently evolving technology presents a new opportunity for image sharing: leveraging 

“the cloud.” 

 

Word of Mouth  

 

Word of mouth, is the passing of information from person to person by oral communication, which could 

be as simple as telling someone the time of day. There is little debate as to whether WOM matters to the 

firm. There is good reason to believe that it has more potential impact than any other communication 

channel. Through Web-based consumer opinion platforms, the Internet enables customers to share their 

opinions on, and experiences with, goods and services with a multitude of other consumers; that is, to 

engage in electronic word-of-mouth (WOM) communication(Hennig-Thurau, Gwinner, Walsh, & Gremler, 

2004). The most prominent study of WOM communication motives is by Ditcher (1966), who identified 

four main motivational categories of positive WOM communication: product-involvement, self-

involvement, other-involvement, and message-involvement. Prior research has focused primarily on the 

effects of communicator characteristics (e.g., similarity, credibility, trustworthiness) on interpersonal 

influence.   

 

Stickiness  

 

Some scholars have suggested that stickiness can be shown in the form of revisits, repeat purchases, 

enhancement of relation-ship, and positive suggestions. Therefore, customers’ stickiness to a certain 

website is formed when the customers have adopted a positive attitude towards the contents, features, 

products, and services of the website and have developed such loyal behavior as attachment. (Wu, Chen, & 

Chung, 2010). 
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Fig. 1. The conceptual model 

 

Hypothesis 
 

H1. Adventure/explore has a significant positive influence on the hedonic motivation of Internet shopping. 

H2. Cost saving has a significant positive influence on the utilitarian motivation of Internet shopping. 

H3. Information availability has a significant positive influence on the utilitarian motivation of Internet 

shopping. 

H4: Low satisfaction customer should engage in greater WOM than high satisfaction customer  

H5: Word of mouth should be higher for extremely dissatisfied customer relative to those experiencing 

more moderated level of satisfaction.  

H6: WOM activity will increase at a great rate as dissatisfaction increase than as satisfaction increase  

 

Methodology 
 

The study will use primary data that will be collected through questionnaire. The questionnaire is structured 

and response is recorded through Likert scale. Convenience sampling technique is used. The sample size is 

100 questionnaires. Sampling unit is the students of UoH. The data is interpreted through SPSS software.  

 

Reliability of variables : 

Variable Reliability 

OA .681 

CS .565 

VS .663 

IE .701 

CE .595 

CZ .664 

TS .605 

BI .662 

 

 

The reliability of our all independent variables are more than 6 except only one variable it’s reliable for 

dependent factors 

 

 

Customer 
Engagement  

• Enthusiasm 

• Social 
Interaction 

Customer Value 
Creation  

•Hedonic Value 

• Social Value 

Key Outcome 

•Stickiness 

•Word Of Mouth  
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Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .571
a
 .326 .274 .60071 

a. Predictors: (Constant), involmement, costsaving, internetexpirence, 

timeconsumption, viewership, costimization, coustomerengagement 

 

the value of adjusted R square is 27% which means that 27% variation in Customer Satisfaction (dependent 

variable) is explained by independent variable. The value of standard error of estimate include all other 

variables that are not included in this model i.e. is 60%. As E value is more than Adjusted R square value. 

It means that there must be other variables that affects the online shopping. They must be included in this 

model. 

 

ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 16.034 7 2.291 6.348 .000
b
 

Residual 33.198 92 .361   

Total 49.232 99    

a. Dependent Variable: onlineadvertising 

b. Predictors: (Constant), involmement, costsaving, internetexpirence, timeconsumption, 

viewership, costimization, coustomerengagement 

 

The ANOVA values are represented. F-test tell us the model fitness. The value of F statistic is greater than 

4 i.e. 6.348 at 5% level of significance which means that the model is fit.  

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .252 .491  .514 .608 

coustomerengagement .220 .110 .207 2.003 .048 

costsaving .272 .100 .261 2.707 .008 

viewership .017 .092 .019 .183 .855 

internetexpirence .200 .098 .195 2.043 .044 

costimization .031 .105 .030 .296 .768 

timeconsumption .065 .097 .064 .674 .502 

involmement .086 .091 .092 .943 .348 

a. Dependent Variable: onlineadvertising 

 

If the customer engagement increase there will be 0.207 times increase in online shopping. If the cost 

saving increases there will be 0.261 times increase in online shopping. If the viewership increases there will 

be 0.019 times decrease in online shopping. If the internet experience increases there will be 0.195 times 

increase in online shopping. If the customization increases there will be 0.030 times increase in online 

shopping. If the time consumption risk increases there will be 0.064 times decrease in online shopping. If 

the involvement  increases there will be 0.092 times increase in online shopping. 
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Conclusion 
 

The trend of the online shopping sites has been increased with the rapid growth of technology and adoption 

of the e-commerce amongst all developing countries. The technological advancement enabled the 

customers to shop products online according to their taste in just some clicks. Online shopping sites is 

becoming an important phenomena for the achievement of sales growth. The results conclude that the cost 

saving, internet experience and play a major in customer satisfaction behavior of online shopping. The 

online shopping stores must pay attention to these factors. The manager needs to invest time and money in 

these factors for the gaining the customer satisfaction and increased sales.  
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