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Abstract 

This bachelor thesis explores the relationship between user experiences and 

customer satisfaction in B2C e-commerce through three elements, 

navigation, aesthetics, and information quality. With the growing 

importance of UX in the digital marketplace, the study aims to identify which 

elements most significantly influence satisfaction, both individually and 

collectively. This research verifies the relationships using correlations 

analyses, simple linear regression, and multiple regression using insights 

from comprehensive literature review and empirical data collected through 

an online survey. The results indicate that navigation and aesthetics both 

have significant positive effect on customer satisfaction both individually 

and combined in an integrated model. On the other hand, information 

quality significantly affects customer satisfaction individually but has 

minimal influence when combining with navigation and aesthetics, 

highlighting substantial overlap among these UX elements. The findings 

highlight the necessity of approaching UX design as a whole rather than 

treating individual elements in isolation. It contributes to the existing 

literature by clarifying the relative impact and connected nature of key UX 

elements and provides practical recommendations for businesses to 

optimize e-commerce platforms for better customer satisfaction. 

Keywords  User experience, E-commerce, Navigation, Aesthetics Quality, 

Customer Satisfaction, Information Quality. 
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1. Introduction 

1.1 Background 

With the growing of the internet and digital services, e-commerce has 

emerged as a new and popular way for transactions and commercial 

exchanges. The boom of online marketplaces has been significantly increased 

after the events of COVID 19, which changed consumer behaviors in many 

different ways and reinforced the move toward online shopping. Unlike 

traditional marketplace, e-commerce offers users the convenience of 

purchasing products regardless of time and place, with multiple payment 

methods. It also gives consumers the pleasure of comparing prices and 

products before making any decisions. This has changed how consumers 

interact with businesses, making online platforms crucial to the modern 

retail era. For companies operating in the highly competitive e-commerce 

market, it is essential to have a distinct competitive advantage from their 

competitors. In order to improve customer satisfaction and retention, paying 

attention and investing in user experience (UX) is a possible solution. UX 

design plays a critical role in shaping customer perceptions on digital 

platforms by influencing their ease of use, emotions, satisfaction, and trust. 

Among many different UX elements, navigational, information, and 

aesthetics qualities are widely recognized by literature as essential in 

influencing customer satisfaction. However, few studies have provided the 

suggestion on which UX elements should be prioritized by businesses. 

Additionally, customer satisfaction is a key performance factor for e-

commerce success. Satisfied customers will be more likely to engage with the 

brand, make purchases, or return to the service. Given the growing 

importance of UX in e-commerce, further research is needed to identify the 

most influential UX elements and their role in shaping customer satisfaction. 

 

1.2 Research Problems and Questions  

As the e-commerce world grows fast, businesses must ensure that their 

website user experience meets the customer satisfaction and expectations. 

With the growing recognition of UX, many studies have been conducted to 

point out the general positive relationship between different UX elements 

and customer satisfaction. However, not many showed which one should be 

prioritized or how they interact to create the most effective e-commerce 

experience. Moreover, the influence of different demographic factors has not 

yet been proved proficiently, with research findings showing mixed results.   
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Therefore, this paper aims to add to the existing literature by comparing 

navigation, information, and aesthetics qualities in terms of user perception. 

The research will evaluate the impact of each UX elements on customer 

satisfaction through combining insights from previous study with empirical 

data from a quantitative survey. This will provide practical strategies for 

businesses to improve their UX design for different customer segments on e-

commerce platforms.  

The structure of this study is guided by the following two key research 

questions: 

Q1: Which UX elements influence customer satisfaction in e-

commerce?  

Q2: How do UX elements contribute to shaping the overall user 

experience in e-commerce?  

Based on these research questions, the following objectives have been 

established:  

• To identify the key UX elements that have the strongest impact on 

customer satisfaction.   

• To examine the role of UX design in shaping the overall user 

experience in e-commerce.  

• To propose strategies and recommendations for e-commerce 

businesses to optimize UX design for improved customer satisfaction.  

By answering these research questions and addressing these objectives, the 

study aims to provide a better understand of how UX influences customer 

satisfaction. The first research question will be answered by doing a thorough 

review of existing literature to identify the main components of UX and their 

impact on customer satisfaction in e-commerce domain. The second research 

question will be answered by a quantitative primary study aiming to 

understand users’ perception of e-commerce experience over different UX 

elements. This method will offer both theoretical and empirical insights and 

bridge the gap between UX design principles and customer satisfaction 

outcomes in the digital marketplace. 
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2. Literature review 

2.1. The Evolution of User Experience (UX) in Digital 

Environments 

User experience, while being a relatively new discipline, has been gaining 

more and more acknowledgement from both its practitioners and 

researchers. There have been many efforts to provide a clear definition of UX, 

which has not yet achieved success. This is due to the nature of this topic 

being a broad, vague and ambiguous area, while containing different fields 

(Anchahua, Garnique and Tarazona, 2018). Allam, Hussin and Dahlan 

(2013) provided another possible explanation that the difference in a 

researcher’s point of view can influence his or her definition of UX. It has 

been defined as user’s perceptions and responses from the use or anticipated 

use of a product, system, or service (International Organization for 

Standardization, 2010); interaction experience from feeling to contextual fit 

of an interactive product (Alben, 1996); the inclusion of traditional qualities 

like usability alongside novel concepts from design to marketing research 

(Jetter and Gerken, 2007); or the aesthetic, emotional and meaning 

experience with a product (Desmet and Hekkert, 2007).   

While the definition is not universal among the authors, an agreed concept is 

that UX goes beyond normal usability and functionality. It is a new area that 

emerged from the traditional Human-Computer Interaction (HCI) and 

usability to focus on creating positive emotions (Bargas-Avila and Hornbæk, 

2011). Hassenzahl and Tractinsky (2006) came up with three perspectives to 

define UX (Figure 1) from reviewing various original and high-quality 

empirical papers. However, it is worth mentioning that these three facets do 

not fully cover the discipline.  

 

Figure 1: Facets of UX 
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Source: Hassenzahl, M. and Tractinsky, N. (2006). User experience - a research agenda. Behaviour 
& Information Technology, [online] 25(2), pp.91–97. 
doi:https://doi.org/10.1080/01449290500330331. 

• Beyond the instrumental: UX stems from HCI and is known to be a 

part of it and usability. The notions are neither new nor original. But 

UX differs from these two as it focuses on novel aspects that are 

beyond normal usability and task-cognition. Aesthetics, emotions, 

needs, etc. of users are viewed as important as usability when talking 

about UX.  

• Emotion and affect: While interaction with computer have long been 

associated with negative feelings and emotions, UX focuses on 

generating positive experiences for users to prevent frustration and 

dissatisfaction.  

• The experiential: This facet is divided into two perspectives as one 

being complex and spread over the whole interaction of a user without 

clear start and end, while other focuses on the temporary of the 

experience.   

Allam, Hussin and Dahlan (2013) built on this argument by stating the 

importance of the former perspective than the latter, especially when 

products are evaluated. Indeed, many authors present the idea of UX 

expanding over the lifetime of interaction. Vermeeren et al. (2010) 

highlighted the importance of viewing UX beyond the static state and should 

include before and during UX which Roto et al. (2011) later expanded the 

point by including over time and stating UX as a lifecycle from before use, 

during use, after use, and many use after (Figure 2):  

 

Figure 2: UX as lifecycle of usage 

Source: Roto, V., Law, EL.-C., Vermeeren, APOS., & Hoonhout, J. (2011). User experience white 
paper: Bringing clarity to the concept of user experience. s.n. 

In the context of UX, customer satisfaction is closely related as it indicates a 

positive feeling of users when interacting with products or services. This 

aligns with many previous high-quality findings that emphasized the 

positivity of UX. At the same time, numerous research highlighted a positive 
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relationship between UX and customer satisfaction. For example, a Greece 

study has proved UX positively influences customer satisfaction in a retail 

electrical commerce (e-commerce) site (Mamakou, Zaharias and Milesi, 

2023). Park (2019) conducted research to find the effect of UX on customer 

revisitation. The findings showed that UX elements lead to customer 

revisitation with satisfaction being a moderating factor. These findings 

support the notion that UX and customer satisfaction might have a positive 

causal relationship in e-commerce context. E-commerce businesses must 

focus on delivering exceptional user experiences to achieve customer 

satisfaction and business success because competition remains high, and 

user expectations keep changing. The following section uses this foundation 

to analyze UX within the e-commerce industry. 

 

2.2. E-commerce Growth and Its Implications for User 

Experience 

With the development of the Internet and the rising interest in the World 

Wide Web, more and more people purchase online, especially after the events 

of COVID-19. The percentage of people aged from 16 to 74 in Europe 

purchasing online has been rising constantly since 2019 and expected to 

reach 72% in 2024 (Figure 3). This global trend has led companies and 

organizations to expand their business to e-commerce, making having a 

website probably crucial to doing business. In general, e-commerce is an 

online market where normal transactions between sellers and buyers happen 

(Wigand, 1997). (Jain, Malviya and Arya, 2021) categorized e-commerce into 

6 main types: Consumer-to-Administration (C2A), Business-to-business 

(B2B), Business-to-Consumer (B2C), Consumer-to-consumer (C2C), 

Consumer-to-Business (C2B), and Business-to-Administration (B2A). 

Among these 6 basic types, B2C is probably the most well-known form of 

online shopping (Nisar and Prabhakhar, 2017). In fact, as reported by 

Weltevreden (2024), there has been a steady increase in B2C e-commerce 

turnover over the years (Figure 4). Therefore, this study generally focuses on 

the effect of UX elements on customer satisfaction in B2C e-commerce.  
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Figure 3: Percentage of people from 16 to 76 purchase online in Europe (2019 – 2024) 

Soure: Weltevreden, J.W.J. (2024). EUROPEAN E-COMMERCE REPORT 2024. [online] Available 
at:https://ecommerce-europe.eu/wp-content/uploads/2024/10/CMI2024_Complete_light_v1.pdf 

 

Figure 4: Increase in B2C e-commerce turnover (2019-2024) 

Source: Weltevreden, J.W.J. (2024). EUROPEAN E-COMMERCE REPORT 2024. [online] Available 
at: https://ecommerce-europe.eu/wp-content/uploads/2024/10/CMI2024_Complete_light_v1.pdf. 

From a business perspective, e-commerce offers many benefits. It enables 

businesses to expand their services across global borders while minimizing 

transaction expenses. Through e-commerce, small and medium-sized 

enterprises (SMEs) can compete against bigger chains because they face 

reduced costs for maintaining physical stores. Online business setup costs 

less than traditional retail stores so e-commerce remains an appealing 

business choice for startups and established companies. One of the major 

advantages of e-commerce is its convenience for both businesses and 

https://ecommerce-europe.eu/wp-content/uploads/2024/10/CMI2024_Complete_light_v1.pdf
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consumers. It allows users to make transactions anytime, from anywhere, 

without the limitations of traditional working hours or physical borders. For 

customers, e-commerce offers access to a great variability of products at often 

better prices compared to physical stores. Customers can also compare 

products and prices with different vendors at the same time, which help them 

make more informed buying decisions. 

However, while e-commerce has transformed global markets, there are still 

challenges with bringing the marketplace online. Businesses, especially 

SMEs, face significant problems when entering the e-commerce market. At 

first, cost, resources, and infrastructure were primary concerns for SME 

adopters (Wymer and Regan, 2005). In recent years, however, customer-

oriented challenges have been taken more seriously (Goyal, Sergi and 

Esposito, 2019). Cross-border transactions, while helping them reach larger 

markets, have increased competition both locally and internationally. The 

intensified market competition forces businesses to develop distinct features 

that enable them to separate themselves from rising market competition. To 

address these challenges and improve overall competitiveness, businesses 

need to prioritize customer satisfaction and UX design. In fact, a combination 

of customer satisfaction and effective UX design has been shown to 

significantly impact e-commerce success (Nielsen, 2001; Eid, 2011; Nisar and 

Prabhakar, 2017). A well-designed website not only ensures a smooth and 

intuitive shopping experience but also builds trust and increases customer 

retention. Satisfied customers are more likely to return to a platform and 

recommend it to others, leading to increased conversion rates and long-term 

business success. 

  

2.3. Key UX Elements Shaping E-commerce Experiences 

UX can be a competitive advantage for B2C ecommerce site in a highly 

competitive market. While UX is composed of many factors, three elements 

stand out and will be looked at in detail in this research for their significant 

impact on the success of e-commerce platforms: navigation, aesthetics, and 

information quality (Eid, 2011; Faisal et al., 2016). According to Rosário and 

Raimundo (2021), their intensive review of respected literature found that 

SMEs can compete with major players in the market through these three 

elements. When working together, these elements can create a smooth and 

enjoyable experience for users, increasing their satisfaction and a high 

chance of repurchasing. Through navigation, users can find products easily 

and go through websites to finish tasks without disruption. The user journey 
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benefits from this element because it decreases friction and produces 

efficient and satisfying interactions. Aesthetics, on the other hand, focuses on 

the visual and emotional aspects of the interface. When a website design 

looks attractive users create a positive first connection that builds trust and 

makes them want to discover more. Similarly, information quality helps 

users access accurate and relevant content to make informed decisions. Each 

of these elements contributes to the overall user experience and serves as a 

foundation for customer satisfaction and behavioral outcomes, such as 

repurchase intentions.  

 

2.3.1 Navigation  

While website users consist of different generations with different 

familiarities with the internet and technology, companies should put a focus 

on improving navigation. The significance of navigation functionalities has 

been acknowledged in the context of website usability and overall success. 

Many researchers have studied and included navigation as a factor demining 

the effectiveness of a website. In the study by Tandon, Kiran and Sah (2016), 

the authors found that navigation leads to better usability in India. Similarly, 

a previous study by Christine Roy, Dewit and Aubert (2001) proved that 

navigation, alongside other factors, decides the perceived ability of a website. 

Palmer (2002) even argued that navigation plays a fundamental role in 

defining a website's overall effectiveness, emphasizing its importance in user 

experience design. Navigation, defined simply, can be categorized into ease 

of use, logical structure and format, search engine and help functionalities, 

and clear labels with buttons (van der Merwe and Bekker, 2003). A website 

with good navigation should be able to provide their users with swift 

experience, minimal lag, or delay time between each action. Not only would 

it create a timely and smooth experience, but it would also provide essential 

information and help users access easily. Users should be able to find 

everything they want with or without guided navigation. In fact, Dianat et al. 

(2019) has indicated the ability of having guidelines for users would increase 

website trust, which is in line with previous research from Wymer and Regan 

(2005). Even without guidelines, a website ought to have everything available 

to help users find products and make online transactions, which can be 

achieved by including clear buttons and direct labels. These serve as 

navigational helpers for even first-time customers to figure their way around 

the pages.  

Effective navigation not only creates usability but also has an impact on 

customer satisfaction and trust. When users can easily move between 
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different tasks, navigation produces an improved user experience that is both 

pleasant and time efficient. A study by Faisal et al. (2016) has proven the 

positive relationship between navigation and satisfaction and trust in high 

uncertainty avoidance culture. Notably, the authors discovered that the 

relationship with trust is stronger than with satisfaction. This suggests that 

users who experience smooth and logical navigation are more likely to trust 

the website. In contrast, the website's failure to provide quick and logical 

transitions between pages can result in customer distrust, which damages its 

reputation. Therefore, companies should establish navigation as their 

primary focus when creating their websites. A well-designed navigation 

system not only builds trust but also creates a strong and lasting first 

impression, which can lead to overall user experience and customer 

engagement. 

 

2.3.2 Aesthetics Quality  

Aesthetics quality, or the visual design of a website, has long been receiving 

attention from researchers studying user experience. Features such as colors, 

fonts, multimedia components, graphical layouts, etc. together form an 

aesthetic element that gives a website its overall appearance. Yet, aesthetics 

quality should not be limited to these simple visual cues, as it also contains 

the emotional connections that websites can create with users. Cyr (2008) 

defined visual design as a combination of elements that create balance, 

emotional appeal, aesthetic harmony, and uniformity throughout the website. 

Apart from the aesthetics and beauty of an interface, websites should have an 

emotional connection with the customers. It can facilitate positive 

engagement with the platform and with the online transaction processes. For 

instance, a website that is visually pleasing and well-structured can motivate 

users to explore its features while building trust and satisfaction. The 

importance of aesthetics quality goes beyond engagement to directly impact 

user perceptions of trust and credibility. A design that is attractive gives a 

professional impression to the users that the platform is trustworthy. Studies 

have shown that aesthetics quality not only encourages exploration but also 

builds trust, as users perceive the website as professional and credible. Liao, 

Palvia and Lin (2006) found that aesthetic quality positively influences users’ 

perceived usefulness of a website, aligning with Fogg et al. (2003) earlier 

survey about website credibility that stated the importance of visual design. 

When users see a visually professional and easy to navigate website, they are 

more likely to trust that the platform and its offerings will be trustworthy. In 

addition to creating emotional connections, visual design also aids 
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navigation by providing cues and structural guidance for users. A well-

structured design uses visual cues, such as color contrasts and layout 

consistency, to help users move smoothly from one screen to another. These 

cues allow the users to quickly locate the products or information they need 

and therefore make the platform more usable. However, the direct 

relationship between visual design and positive outcomes has not always 

been clear. For example, Karimov and Brengman (2011) argued that the 

effect of visual design on user satisfaction had not been strongly established 

at the time. Despite these earlier findings, more recent research has 

confirmed the importance of aesthetics quality in determining customer 

perceptions and satisfaction. (Eid, 2011) proved that a website’s interface 

design is closely related with user trust, while (Faisal et al., 2016) showed 

that visual design is a determinant of customer satisfaction, and that it is 

becoming more and more important in the modern e-commerce 

environment. As the expectations of online users keep increasing, aesthetics 

quality has turned from an added feature to a necessary elements of a good 

UX. Not only does a good visual design appeal to the users' emotions, but it 

also contributes to improving users' cognitive evaluation of the platform’s 

functional and its trustworthiness. Together, these factors position aesthetics 

quality as a foundation of user engagement and satisfaction in the digital age. 

 

2.3.3 Information Quality  

The information, or content, of an ecommerce website is referred to as 

elements like product descriptions, guidance, and policy for users. (Wigand, 

1997) described information as an essential function of markets, exchanged 

frequently between buyers and sellers.  The author also coined the term 

“perfect information” to describe where users can make a rational decision 

based on all the details provided by the platform. While this concept 

originally applied to traditional markets, it has become equally significant in 

e-commerce. Developments in online marketplace competition require 

companies to deliver detailed information that users can easily understand. 

Otherwise, when users lack essential information, they tend to abandon their 

transactions which results in lost sales potential.  

Information quality is defined as users’ perception of how relevant, accurate, 

and helpful the content on a website is (Park and Kim, 2003). The e-retailer 

has responsibility to maintain accurate straightforward and well-organized 

information so users can take informed decisions. Quality content helps 

minimize transaction uncertainties which builds trust among users in the 
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platform. However, the type of information required by users is diverse and 

includes product descriptions, site guidance, privacy policies, ordering 

details, delivery options, etc. (Zhou et al., 2018). This variety can create 

challenges for e-commerce businesses, especially B2C platforms, as they 

need to develop a thorough strategy and engage in regular reviews to ensure 

their content match user expectations and minimize user frustration. 

Insufficient or poorly managed information might lead users to become 

dissatisfied while losing trust which ultimately causes them to abandon their 

purchasing process.  

Interestingly, the importance of high-quality information is not limited to 

specific countries or regions. Research shows that user perception of 

information quality has a positive effect on satisfaction globally. For example, 

in India, it was shown that better information quality improved user 

satisfaction (Kumar and Ayodeji, 2021). Similarly, a positive relationship was 

observed between these two variables in Saudi Arabia by a study by (Eid, 

2011). These findings suggest that users worldwide prioritize clear and 

accurate content on e-commerce platforms.  

 

2.4. Customer Satisfaction and Attitudes toward Online 

Platforms   

Customer satisfaction and attitudes refer to how positive customers react 

toward an online platform and its service. When their expectations meet or 

exceed their expectations, the customers are satisfied. In contrast, if the 

products or services fail to meet these expectations, customers are likely to 

be dissatisfied. These are general concepts of customer satisfaction, that are 

widely applied in different contexts including in the realm of e-service 

providers (Qazi et al., 2017). This is an important factor in deciding the 

attitude and possible behavior of customers in the context of e-commerce. 

Studies suggest that a positive attitude can enhance customer satisfaction 

(Sánchez‐García et al., 2012), while at the same time, satisfying experiences 

can reinforce or improve customer attitudes, highlighting a bidirectional 

relationship.  

Earlier research has linked behavioral intention and purchasing attitude to 

customer satisfaction. By identifying and meeting customer expectations, e-

retailers and businesses can reach their satisfaction, therefore, increasing 

their loyalty and rebuying or reusing the products again, which are key for 

long-term success. When a customer goes through a good experience with a 
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product, their loyalty tends to increase, which possibly leads to higher 

repurchase intention and leaving good feedback on the platform or spreading 

positive word-of-mouth to possible users. In fact, (Young Kim and Kim, 

2004) found satisfaction as the strongest deciding factor for repurchasing 

behavior. Numerous studies have been carried out to point out the 

relationship between customer satisfaction and customer loyalty as long as 

customer satisfaction and repurchase intention. (Nisar and Prabhakar, 2017) 

pointed out the positive effect between customer satisfaction and consumer 

spending, suggesting that satisfied customers are more likely to make more 

purchases. In terms of loyalty, the relationship, though, is positive, the 

impact can be rather complex. (Eid, 2011) noted that while customer 

satisfaction influences loyalty positively, the strength of this relationship can 

vary due to various factors. Similarly, (Faisal et al., 2016) stated a positive 

association between loyalty and satisfaction which is in line with earlier 

research by (Cyr, 2008). However, Cyr also identified that the strength of the 

relationship was dependent on the culture, indicating that cultural context 

may play a role in how satisfaction affects loyalty.   

Based on the above literature, the cognition-affect-behavior (CAB) model, 

which is a framework to understand human’s attitude, can be used to look 

into customer satisfaction in e-commerce and digital products/services 

(Breckler, 1984).  Researchers in many fields have been widely using this 

model to study user experience and attitude (Brajnik and Gabrielli, 2010; 

Sharma, Aswal and Paul, 2023). In the e-commerce context, cognition can be 

viewed as user perception and recognition toward a website feature 

(aesthetics, navigation, or information). Affect refers to the attitude, user’s 

reaction, and judgement towards the website, while behavior is the 

intentions to revisit the webpage, leave feedback, repurchase, or make 

transactions. While the CAB model traditionally suggests a somewhat linear 

flow from cognition to affect to behavior, it is important to acknowledge the 

feedback loop where satisfaction can influence cognitive evaluation and 

attitudes. Therefore, customer satisfaction can be both the outcome of 

positive attitude and an influential factor toward future attitudes and 

behavior.  

To achieve and maintain customer satisfaction, though, is not an easy task 

for businesses. While investing in UX to create a good customer experience 

and smooth journey can create a competitive advantage in the marketplace, 

it does not guarantee higher customer retention or profits. The relationship 

between these two variables has been well-established by research and 

literature review. Research has also explored different UX elements both 
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separately and collectively across cultures to see the effects. Despite its 

potential benefits, poor UX design can have the opposite effect, leading to 

frustration, dissatisfaction, or loss of customers. Therefore, business must 

implement UX strategically to create positive experiences for customers and 

ensure long-term success. 

 

2.5. Conceptual Framework  

 

Figure 5: Relationship between three UX elements and customer satisfaction in the context of e-
commerce. 

From the examined body of literature, Figure 5 illustrates the conceptual 

framework for this study. The study purpose is to explore the integrated 

relationship between three independent variables, which are navigation, 

aesthetics, and information quality, and the dependent variable, customer 

satisfaction, within the context of e-commerce. This study aims to determine 

the strength of each relationship individually and collectively, providing an 

understanding of how these UX elements influence customer perceptions. 

Previous literature has consistently analyzed UX elements in combination 

rather than in isolation, which shows this is the best practice to study their 

relationship with customer satisfaction. Moreover, due to a high possibility 

of overlapping between these elements, this integrated approach provides a 

more realistic understanding of their impact. To guide this exploration, the 

following hypothesis have been formulated: 

H1: Navigation has a positive effect on customer satisfaction. 

H2: Aesthetics have a positive effect on customer satisfaction. 
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H3: Information quality has a positive effect on customer satisfaction. 

These hypotheses reflected well the findings from the studied literature, 

highlighting the effects of each UX element on customer perceptions. For 

example, smooth navigation can reduce waiting time and customer 

frustration, aesthetics can create emotional engagement and pleasing, and 

relevant information can provide confidence in decision making.   



22 

 

3. Methodology 

3.1. Data Collection 

The quantitative data collection was chosen to study the effects of UX 

elements on customer satisfaction in e-commerce. The study used a 

questionnaire with measurement scales adapted from established literature. 

To maximize reach and accessibility, the questionnaire was distributed 

through social media platforms, including, LinkedIn, Facebook, Instagram, 

and WhatsApp, using a convenience sampling method. Due to time 

constraints, the survey was out for only 10 days from 3rd March to 13th 

March 2025. However, social media was a great choice for this kind of survey, 

as those who have accessed social media can use e-commerce sites. Therefore, 

these participants can be considered as the target group.   

 

3.2. Survey Instrument 

The survey used for testing hypotheses are developed in the form of a 

questionnaire. Instead of letting participants go through an actual website 

themselves, they were randomly assigned to view one of two pre-recorded 

videos demonstrating different e-commerce platforms. This method can help 

control for external variables and allow participants to focus on specific 

elements and tasks related to them rather than being influenced by individual 

browsing habits. By providing a controlled environment, this method can 

create a more precise assessment of participant satisfaction with the UX 

elements presented in the videos. The title of the survey was “Survey on E-

commerce Customer Satisfaction”.  

The survey had 13 questions, divided into four main parts. The first part was 

about general e-commerce behavior. There were 5 questions asking their 

general e-commerce usage, satisfaction, and preferences to set the context 

for the survey. While the first 4 questions were about participant general e-

commerce experience and satisfaction, the fifth question set the context for 

the survey by asking them to rate the three UX elements (navigation, 

information, and aesthetics quality) before continuing with the video-based 

questions.  

The second section required participants to evaluate UX elements based on 

the video they were assigned to watch. Question 6 asked participants to rate 

the navigational qualities of the website in the video through three items. 
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Question 7 instructed participants to evaluate the information quality 

through three items, while question 8 measured the aesthetics quality of the 

site through four items. The measurement scales for the three UX elements 

were adapted from the scale developed by Cyr and Bonanni (2005).  

The third part of the survey measured perceived customer satisfaction with 

the website experience. Participants were asked to assess their expected 

satisfaction as if they were to make a transaction on the platform. The 

satisfaction scale had four items, including statements such as “I believe I 

made the correct decision to use this website.” The measurement scale for 

perceived satisfaction was adapted from Casaló (2008). 

The final part of the survey was about general demographics questions, such 

as gender, age, educational background, and country of origin from question 

10 to question 13. 

 

3.3. Analysis Method 

Three hypotheses will be tested using a series of statistical tests. First, a 

Pearson correlation analysis is performed to determine the relationship 

between the three UX elements (navigation, information, and aesthetics 

quality) and customer satisfaction for further analysis. Next, simple 

regression analyses are used to test the individual impact of each UX element 

on customer satisfaction. Finally, a multiple regression analysis measures the 

combined effect of all three UX elements within a model to account for the 

potential intercorrelation among the variables. The three hypotheses will be 

mainly validated through the multiple regression analysis. 
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4. Findings 

4.1. Demographic Profiles 

In total, 71 people responded to the survey. All 71 respondents are valid due 

to none of those answer “Never” when asked how often they used e-

commerce websites to browse products or make purchases. This confirms 

that all respondents have prior experience with online shopping. 

The age of participants in this survey ranges from 17 to 46 years old. The most 

common age group was around 20 years old, with more than 70% of 

participants aged from 18 to 22. This is expected from the chosen 

convenience sampling method and its spread through social media and 

communication channels, which has mostly young people. Older people, who 

are 30 years old and above, are less presented with only a small fraction of 

the total respondents, making this study mainly reflect young people ‘s 

perspective. 

 

Figure 6: Age distribution of sample. N = 71. 

In terms of gender distribution, the sample was skewed towards female 

participants, with about 75% of the total respondents, while male 

participants made up 25% of the sample. 



25 

 

 

Figure 7: Gender distribution of sample. N = 71. 

The nationalities of respondents were quite diverse, with participants from 

17 countries. From which, Vietnam represented the largest share of sample 

with 29 answers (40.8 percent of sample). The second largest group was 

Finland with 16 responses (22.5 percent of sample), followed by Germany 

with 4 responses (5.6 percent of sample). Other nationalities included 

participants from United States, Kazakhstan, Austria, China, Canada, United 

Kingdom with 2 to 3 responses, and several other countries with single 

responses. 

 

Figure 8:Nationalities of sample. N = 71. 
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As for their educational background, most participants had a bachelor's 

degree, which accounted for 69% of the sample (49 answers). Other groups 

had college degrees (14% of the sample), master’s degrees (10% of the 

sample), and high school diplomas (7% of the sample) 

 

Figure 9: Educational background of sample. N = 71. 

The frequency of e-commerce use varied among participants. The majority of 

them stated that they engaged with e-commerce site regularly with 46.5% of 

them use weekly, followed by those who browse or make purchases 1 to 3 

times a month (25.4% of sample). A smaller group of participants (15.5% of 

sample) reported they seldom use e-commerce sites, and 12.7% of sample 

reported they use e-commerce sites daily. This distribution suggests that 

most participants are active in online shopping, with only a few infrequent 

shoppers.  
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Figure 10: Frequency of participants using e-commerce sites for browsing products and making 
transasctions. N = 71. 

Regarding their general e-commerce customer satisfaction, most 

respondents reported feeling satisfied with their shopping experience (71.8% 

of sample). 18.3% of the respondents expressed neutral feelings, while 9.9% 

of them state feeling very satisfied. Overall, participants have positive 

perception toward their general online shopping experience. 

 

Figure 11: Distribution of feelings toward overall e-commerce shopping experience. N = 71. 
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4.2. Hypothesis Testing 

All analyses and tests used for reliability analysis and hypotheses were 

conducted using the SPSS statistics software. 

 

4.2.1 Reliability Analysis 

Four subscales that represent the four main variables – navigation, 

information, aesthetics, and customer satisfaction – were created. To assess 

the internal consistency of the measurement scales used in this study, 

Cronbach’s alphas were calculated for each item. These measurement scales 

were adapted from established literature to support construct consistency 

with previous studies. The results are presented below, along with the 

variables selected for the analysis.  

For the navigation subscale, three questions were chosen to be calculated into 

a subscale:  

• I can easily navigate this site  

• I find this website easy to use  

• This site provides good navigation facilities to information content.  

The Cronbach’s alpha for this subscale was 0.894, which indicates a high 

level of reliability. This suggests that the items used to measure navigational 

quality were internally consistent and reliable.  

For the information subscale, three questions were selected to assess the 

relevance and clarity of information: 

• I find the information logically presented.  

• I find the information on this site to be well organized.  

• All product options, product attributes and product information are 

well presented.  

The reliability analysis of this subscale had a high level of internal consistency 

(α = 0.855). This indicates that the selected items effectively measure the 

clarity and relevance of information provided on e-commerce platforms.  

For the aesthetics subscale, four questions were selected to evaluate the 

visual attractiveness and design quality of an e-commerce website:  
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• The degree of interaction (video, demos) offered by this site is 

sufficient.  

• This site allowed me to efficiently tailor the information for my 

specific needs.  

• This website looks professionally designed.  

• The screen design (i.e., colours, images, layout, etc.) is attractive.  

The subscale showed a Cronbach’s alpha of 0.857, which reflects strong 

reliability. Therefore, the items measuring the aesthetics quality of e-

commerce platforms were reliable and consistent.  

Finally, the customer satisfaction subscale included four questions:  

• I think that I made the correct decision to use this website  

• The experience shown in the video suggests that shopping on this 

website would be satisfactory  

• In general terms, I am satisfied with the way that this website has 

carried out transactions  

• In general, I am satisfied with the service I have received from the 

website  

This subscale had a Cronbach’s alpha of 0.858, further showing the high 

reliability. This scale was able to capture the overall satisfaction of users with 

their e-commerce experience.  

Overall, the reliability analysis confirmed that all four constructs used in this 

study meet the required standards of internal consistency and reliability. 

These subscales are suitable for further statistical analysis and hypotheses 

testing. 

 

4.2.2 Correlation Analysis 

The correlation analysis was conducted using the 4 main variables subscales. 

The analysis and findings are presented below:   

Correlations 

 Navigation 

Subscale 
Information 

Subscale 
Aesthetics 

Subscale 
Satisfaction 

Subscale 
Navigation 

Subscale 
Pearson 

Correlation 
1 .779** .707** .777** 
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Sig. (2-tailed)  0.000 0.000 0.000 

N 71 71 71 71 
Information 

Subscale 
Pearson 

Correlation 
.779** 1 .691** .714** 

Sig. (2-tailed) 0.000  0.000 0.000 

N 71 71 71 71 
Aesthetics 

Subscale 
Pearson 

Correlation 
.707** .691** 1 .789** 

Sig. (2-tailed) 0.000 0.000  0.000 

N 71 71 71 71 
Satisfaction 

Subscale 
Pearson 

Correlation 
.777** .714** .789** 1 

Sig. (2-tailed) 0.000 0.000 0.000  

N 71 71 71 71 
**. Correlation is significant at the 0.01 level (2-tailed). 

Table 1: Correlation test. N = 71. 

A Pearson product-moment correlation was run to examine the relationship 

between the 4 main variables – navigation, information, aesthetics quality, 

and customer satisfaction in e-commerce. The results showed a strong, 

positive correlation between all three UX elements and customer satisfaction, 

with all correlations being statistically significant at the 0.01 level. For 

navigation, the variable is positively correlated with customer satisfaction, 

which was statistically significant, r(69) = .777, p < .001. Similarly, a strong 

positive correlation was found between information quality and customer 

satisfaction, r(69) = .714, p < .001. Finally, aesthetics quality also showed a 

strong, positive correlation with customer satisfaction, r(69) = .789, p < .001.   

Furthermore, the relationships among the UX elements themselves were also 

tested and considered. All three UX elements were positively correlated with 

each other. Navigation and information quality had significant correlation of 

r(69) = .779, p < .001, while information quality and aesthetics positively 

correlated, r(69) = .691, p < .001. And, navigation and aesthetics had a 

significant correlation of r(69) = .707, p < .001. However, these strong 

intercorrelations between navigation, information quality, and aesthetics 

suggest an overlapping between these elements in their influence on 

customer satisfaction, with the need for an integrated model. The 

implications and effects of this overlap will be further examined in the 

multiple regression analysis, where these three UX elements are combined 

to predict customer satisfaction.   



31 

 

Overall, the correlation analysis confirms that navigation, information, and 

aesthetics quality all has significant positive influence on customer 

satisfactions in e-commerce. However, due to their strong intercorrelation 

with each other, their individual contributions may be affected in the 

regression analysis, which will be addressed in the following section. 

 

4.2.3 Simple Linear Regression Analysis 

Three simple linear regression analyses were initially used to test the 

individual relationship between navigation, information, and aesthetics 

quality with customer satisfaction. These analyses aim to provide 

preliminary insights into how strongly each UX element alone predicts 

customer satisfaction before integrating them into a combined model. Each 

subscale for each three UX element was used as an independent variable, 

with customer satisfaction as the dependent variable. The results of the 

findings are presented in a logical order with the three proposed hypotheses.  

H1: Navigation has a positive effect on customer satisfaction.   

H2: Aesthetics have a positive effect on customer satisfaction.      

H3: Information quality has a positive effect on customer satisfaction. 

For the effect of navigation on customer satisfaction, the results from the 

tests indicate that navigation quality significantly predicted customer 

satisfaction, b = 0.903, t(69) = 10.253, p < .001. Navigation quality also 

explained a significant proportion of variance in customer satisfaction, R² 

= .604, F(1, 69) = 105.12, p < .001, suggesting that 60.4% of the variability in 

customer satisfaction can be attributed to navigation quality. The 

standardized beta coefficient (β = .777) indicates a strong positive 

relationship, meaning that higher navigation quality is associated with 

greater customer satisfaction. Therefore, hypothesis H1 is initially supported 

by simple regression analysis.  

Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .777a 0.604 0.598 1.52606 
a. Predictors: (Constant), NavigationSubscale 

Table 2: H1 simple regression - model summary 

Coefficientsᵃ 
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Model 
Unstandardized 

Coefficients 
Standardized 

Coefficients t Sig. 

 
B Std. Error Beta 

  

1 (Constant) 4.228 1.058  3.996 0.000 

 Navigation 

Subscale 
0.903 0.088 0.777 10.253 0.000 

a. Dependent Variable: SatisfactionSubScale 
Table 3: H1 simple regression - coefficients 

The results for the simple linear regression between aesthetics quality and 

customer satisfaction are showed below. The results demonstrate that 

aesthetics quality significantly predicted customer satisfaction, b = 0.624, 

t(69) = 10.666, p < .001. The model explained 62.2% of the variance in 

customer satisfaction, R² = .622, F(1, 69) = 113.76, p < .001, indicating that 

aesthetics plays a major role in shaping customer perceptions. The 

standardized beta coefficient (β = .789) highlights a strong positive 

association, suggesting that greater aesthetics quality leads to higher 

customer satisfaction. Therefore, hypothesis H2 is initially supported 

through the simple regression analysis.  

Model Summary 

Model R R Square 
Adjusted 

R Square 
Std. Error of 

the Estimate 

1 .789a 0.622 0.617 1.48954 
a Predictors: (Constant), Aesthetics Subscale 

Table 4: H2 simple regression - model summary 

Coefficientsᵃ 

Model 

Unstandardized 

Coefficients 
Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.72 0.88 
 

6.5 <.001 

 
Aesthetics Subscale 0.624 0.059 0.789 10.666 <.001 

a Dependent Variable: Satisfaction Subscale 
Table 5: H2 simple regression - coefficients 

The final simple linear regression was used to test if information has a 

positive effect on customer satisfaction. The test indicated that information 

quality significantly predicted customer satisfaction, b = 0.809, t(69) = 8.463, 

p < .001. The model accounted for 50.9% of the variance in customer 

satisfaction, R² = .509, F(1, 69) = 71.62, p < .001. The standardized beta 
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coefficient (β = .714) suggests a strong positive relationship, meaning that 

improved information quality is associated with higher customer satisfaction. 

Thus, hypothesis H3 is initially supported.  

Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 
1 .714a 0.509 0.502 1.69810 
a. Predictors: (Constant), Information SubScale 

Table 6: H3 simple regression - model summary 

Coefficientsᵃ 

Model 
Unstandardized 

Coefficients 
Standardized 

Coefficients t Sig. 

 
B Std. Error Beta 

  

1 (Constant) 5.572 1.122  4.965 0.000 

 Information 

Subscale 
0.809 0.096 0.714 8.463 0.000 

a. Dependent Variable: Satisfaction Subscale 
Table 7: H3 simple regression - coefficients 

These initial analyses showed that navigation, aesthetics and information 

quality individually predicted customer satisfaction. However, due to high 

intercorrelation among these UX elements, a multiple regression was 

conducted subsequently to determine their collective effects and to validate 

these hypotheses comprehensively within a combined model. 

 

4.2.4 Multiple Regression Analysis 

To test how the combined effects of navigation, information, and aesthetics 

qualities on customer satisfaction in e-commerce, a multiple linear 

regression was used. Because they are highly correlated from the Pearson 

correlation analysis, it is necessary to test the relationship in an integrated 

model via a multiple regression. Customer satisfaction was used as the 

dependent variable while the three UX elements subscales were used as 

independent variables. Below are the results and findings from the analysis.  

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .850a 0.723 0.711 1.29414 
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a. Predictors: (Constant), Aesthetics Subscale, Information Subscale, 

Navigation Subscale 

Table 8: Multiple regression analysis - model summary 

ANOVAᵃ 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 293.281 3 97.760 58.371 <.001b 

Residual 112.212 67 1.675   

Total 405.493 70    

a. Dependent Variable: Satisfaction Subscale 

b. Predictors: (Constant), Aesthetics Subscale, Information Subscale, 

Navigation Subscale 
Table 9: Multiple regression analysis - ANOVA 

Overall, the regression model was statistically significant, F(3, 67) = 58.37, p 

< .001, R² = .723, indicating that navigation, aesthetics, and information 

quality together explained 72.3% of the variance in customer satisfaction. 

This suggests that customer satisfaction is largely dependent on navigation, 

information quality and aesthetics together. However, each predictor did not 

show the same significance when taken together.  

Coefficientsᵃ 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

95.0% 

Confidence 

Interval for B 

B 

Std. 

Error Beta 

Lower 

Bound 

Upper 

Bound 

1 (Constant) 3.090 0.936  3.302 0.002 1.222 4.957 

Navigation 

Subscale 

0.431 0.128 0.370 3.354 0.001 0.174 0.687 

Information 

Subscale 

0.133 0.122 0.117 1.083 0.282 -0.112 0.377 

Aesthetics 

Subscale 

0.353 0.076 0.446 4.657 0.000 0.202 0.504 

a. Dependent Variable: Satisfaction Subscale 
Table 10: Multiple regression analysis - coefficients 

Navigation quality still significantly predicts customer satisfaction, b = 0.431, 

t(67) = 3.354, p = .001. Even when aesthetics, information quality and 

customer satisfaction are held constant, better navigation has a standardized 

beta coefficient (β = .370) suggesting that customer satisfaction increases 

with better navigation. In addition, aesthetics was also a significant predictor, 
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b = 0.353, t(67) = 4.657, p < .001, with a standardized beta coefficient (β 

= .446). This confirms the results of the simple regression that visual design 

is very important in increasing customer satisfaction. However, information 

quality did not significantly predict customer satisfaction in the multiple 

regression model (b = 0.133, t(67) = 1.083, p = .282). The standardized beta 

coefficient (.117, p > .05) indicates that information quality explains no 

unique variance once navigation and aesthetics are included in the model.   

The multiple regression analysis confirmed H1 and H2, indicating navigation 

and aesthetics independently and significantly predict customer satisfaction. 

Although information quality (H3) showed a significant relationship with 

customer satisfaction in the simple regression analysis, its insignificance in 

the multiple regression model suggests an overlap with navigation and 

aesthetics. This implies that information quality’s impact on satisfaction may 

be mediated through navigation or aesthetics, rather than acting as an 

independent driver of satisfaction. The strong intercorrelation between UX 

elements as shown in the correlation analysis indicates that users do not 

perceive these elements in isolation. Instead, a well-structured and visually 

appealing e-commerce platform itself provides clear and relevant 

information; therefore, information quality is not a distinct independent 

predictor in combined model.   
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5. Discussion and Analysis 

5.1 Discussion of Findings 

The results from the analyses provide some support for the conceptual 

framework presented in figure 5. Particularly, the findings strongly confirm 

that both navigation and aesthetics design are predictors and have a positive 

relationship with customer satisfaction. In terms of navigation, the result of 

both the simple and multiple regression analyses closely match with studies 

by Christine Roy, Dewit and Aubert (2001) and Tandon, Kiran and Sah 

(2016) which concentrate on navigation being the major determinant for a 

website functionality with its impact on the customer satisfaction. This is in 

agreement with arguments from Palmer (2002) and Yoon and Kim (2009) 

that intuitive and clear navigation aid in website effectiveness and improves 

users’ perceptions. Similarly, the results show a positive and significant 

relationship between aesthetic quality and satisfaction of customers (β =.446, 

p < .001). Finally, the aesthetics quality contributes significantly to customer 

satisfaction, and this aligns with previous findings by existing literature. For 

example, Faisal et al. (2016) studied aesthetics under typography and color 

and showed both having a positive effect on the satisfaction level of 

customers. This is further in agreement with the findings by Cyr (2008), who 

specifically emphasized the role of visual attractiveness and emotional appeal 

as key determinants of user satisfaction. However, it is important to note that 

prior research often places these elements as subcomponents of broader 

concepts such as website usability or interface quality, suggesting the 

overlapping nature of UX elements. 

However, the study found that e-commerce service information quality has 

little significant to customer satisfaction when putting under a model with 

navigation and aesthetics. This UX element creates quite a complex scenario. 

While the simple regression initially supported a significant positive 

relationship between information quality and customer satisfaction (β = .714, 

p < .001), the multiple regression analysis did not confirm this when 

analyzing it under the influence of navigation and aesthetics quality (β = .117, 

p = .282). This result does not entirely align with prior research from Park 

and Kim (2003) and Eid (2011). However, while both these studies explicitly 

examined information quality under a model with user interface quality, 

their user interface quality variable included navigation, visual, and 

information. Therefore, the difference observed in the current study could be 

from variations in construct definitions, survey methodology, or the 

structure of the analytical model. Furthermore, this paper also highlights the 

overlapping nature among these UX components showing that it would be 
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difficult to assess information quality distinctively from other UX elements 

when these are evaluated simultaneously. Nevertheless, when studied 

individually, the significant impact of information on customer satisfaction 

aligns with the research from Zhou et al. (2018), which specifically assessed 

the variable under product, vendor, and transaction transparency.  

In summary, the study analyses showed that when users engage with a 

website, they might undermine the contribution of information and focus 

more on ease of use and the visual design of the website. In other words, 

information quality is not particularly important when comparing with 

navigation and appealing aesthetics. The study contributes academically by 

confirming the strong individual relationship between these three UX 

elements and between navigation and aesthetics under one model. The high 

correlation and constant overlapping between these variables are also 

acknowledged. Therefore, this research highlights the importance of focusing 

on these elements rather than neglecting anything, as they are difficult to 

separate. 

 

5.2 The Combined Influenced of UX Elements 

As mentioned in the previous sections, the considerable overlap and 

variations in defining UX elements within existing literature emphasize their 

highly intercorrelated and interconnected nature. This finding aligns closely 

with the study by Faisal et al. (2016), in which they acknowledge the 

significant correlation between the items and therefore has to be considered 

as a part of a frame rather than separately. Such intercorrelation may be due 

to the relatively recent emergence and evolving definitions of UX, originally 

developed from Human-Computer Interaction (HCI). Since UX is an 

interdisciplinary subject, different researchers and studies had diverse 

definitions of the topic, leading to overlapping constructs and a lack of clear, 

universally accepted scales or distinctions for its individual elements. 

Moreover, the relationship between these variables can also vary based on 

various demographic factors. For instance, age can influence this 

relationship (Tandon, Kiran and Sah, 2016). Younger generations can have a 

different perspective toward satisfaction for digital products than older ones. 

However, this moderating factor is not constantly proved across studies 

(Dianat et al., 2019). At the same time, gender and cultural factors are also 

important factors to consider. Faisal et al. (2016) highlighted the stronger 

effects for trust and customer satisfaction in high uncertainty avoidance, 

which is aligned with the cultural from Cyr (2008). Cyr and Bonanni (2005) 
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also pointed out the variance between gender toward their satisfaction. 

However, these findings can be outdated or not aligned with other findings. 

Therefore, the demographic variables can be looked into to verify.   

As the sample size of this research was relatively small and demographically 

skewed, these potential moderating effects could not be tested and confirmed. 

Therefore, it is important to consider demographic moderating factors in 

future research. By employing larger and more heterogeneous samples, 

clearer insights can be gained. Specifically, they can provide deeper 

understanding of how demographic factors influence the relationships, 

which may provide firms with theoretical frameworks and operational 

strategies to optimize users’ experiences in B2C e-commerce. 

 

5.3 Limitations 

This research acknowledges several limitations that may affect the 

generalizability and applicability of its findings. This section discusses 

limitations in the sample, survey design, conceptual framework, and the 

possible constraints related to the research questions and hypotheses. 

Firstly, regarding the sampling method, the use of convenience sampling 

with a relatively small sample size (N = 71) reduces the representativeness of 

the results. Convenience sampling can also introduce sampling bias because 

participants were mainly recruited through social media platforms. 

Moreover, a large number of respondents (40.8%) were Vietnamese, limiting 

external validity and the generalizability of the results to other cultures. 

Additionally, the respondents were mostly younger adults, restricting the 

findings to this particular age segment and prohibiting applying them to the 

older and more diverse groups. The small sample size further exacerbates 

these limitations, causing issues with representativeness related to personal 

opinions, individual preferences, and cultural influences. 

Secondly, the survey design also presents certain limitations. Participants 

were asked to evaluate their website experiences through videos rather than 

through direct interaction with real websites. Although this method helped 

control external factors and allowed them to focus on specific UX elements, 

it may take away from the realism and authenticity of the experience. User 

assessment of websites through recorded videos could restrict meaningful 

impressions, emotions, and real interaction, and thus only evaluate perceived 

qualities and not real experience. Additionally, the cross-sectional survey 

design meant data collection occurred at one point in time, neglecting the 

dynamic nature of user experience, which ideally should be evaluated over a 
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longer duration to accurately capture evolving user perceptions and 

behaviors. 

Thirdly, in terms of the conceptual framework and construct definitions, the 

UX elements could have been defined more precisely by identifying and 

testing additional subcomponents. It can be defined better with more 

subcomponents for each UX element to better design, evaluate, and assess. 

Without these detailed definitions, the constructs may overlap, resulting in 

very high intercorrelation among the variables and reducing alignment with 

previous research frameworks. This overlapping complicates interpretation, 

limits precise identification of independent effects, and underscores the 

necessity for clearer definitions and structured frameworks in future studies. 

Moreover, the e-commerce websites and product categories in this study are 

mainly fashion related. This might influence user prioritizations and 

perceptions toward aesthetics and navigation over information. Users might 

need more information to consider techonology products, for example. This 

can thereby influence the observed relationship between each UX element. 

This factor represents generalizability challenges to different websites and 

products categories. 

Lastly, the role of demographic factors (age, gender, culture) as moderating 

effects was not explored as there was limited sample size. Perceptions and 

evaluations of UX elements could be significantly moderated by 

demographics, leading to different customer satisfaction in different user 

groups. However, due to the small sample size and skewed, this study was 

unable to test these potential moderating factors or produce generalizable 

insights. Therefore, further studies with larger and more diverse samples are 

needed to explore and verify these relationships. 

6. Conclusion 

This section concludes the study by summarizing the main findings, 

discussing implications, and exploring further research possibilities. 

 

6.1 Main Findings 

This research attempted to examine the relationship between navigation, 

information quality, and aesthetics quality with customer satisfaction in the 

context of B2C e-commerce. Two research questions have been developed to 

guide the study and analysis. The first question aimed to find out which UX 

elements had significant influence on customer satisfaction, and the second 
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question was aimed at examining how the role of UX elements influences the 

overall customer perceptions and satisfaction in the e-commerce 

environment. The study uses insights from literature and previous research 

to explore how customers view UX in e-commerce sites and transactions with 

empirical data to understand their satisfaction toward these key elements. 

From these two approaches, the study is able to perform analyses, findings, 

and conclusions.    

From the definition of UX as established by Hassenzahl and Tractinsky 

(2006), with the expansion of Roto et al. (2011) the study emphasized the 

importance of UX in the digital marketplace. As e-commerce continues to 

expand and will soon become key factors for many businesses, it is important 

to study the digital marketplace and how to successfully create a competitive 

advantage. Rosário and Raimundo (2021) even claimed that UX can be a tool 

for SMEs to compete with large corporations in the market. Through 

extensive literature review, three elements, namely navigation, information, 

and aesthetics quality, have been pointed out as the big three of UX, 

especially in web design, service quality of e-commerce. Many previous 

studies confirmed that UX has a significant positive effect on customer 

satisfaction, which this research also agrees with. Generally, customers or 

users when using e-commerce to either browsing products or making 

purchases pay attention to the user experience and seek to have a smooth and 

great experience from the website. 

The integrated model from this research provides significant results on the 

collective contribution of the three key UX elements to customer satisfaction. 

This further emphasizes and agrees with existing literature that customer 

satisfaction and user experience go hand in hand with each other. However, 

when analyzing each UX element individually within the collective model, 

the findings were substantially different to previous research. While 

navigation and aesthetics quality were found to have positive and significant 

relationship with customer satisfaction both individually and when putting 

in the model, information quality has a rather complex relationship. While 

simple linear regression demonstrated that information quality significantly 

influences customer satisfaction individually, the significance of this 

relationship weakened dramatically when information quality was examined 

alongside navigation and aesthetics quality within the integrated regression 

model. This implies that when using a B2C e-commerce site for either 

browsing products or making transactions, if the website has smooth 

navigation and good aesthetics or visual design, users may pay less attention 

to the information presented on it. This diminished effect of information 

quality within a combined model suggests significant overlap between these 
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UX elements, demonstrating their inherent intercorrelation and integrated 

nature. This aligns with previous research and studies that approached UX 

in an integrated model, reinforcing the idea that UX design should be focused 

on as a whole.   

In summary, the study successfully addressed the two research questions and 

achieved its research objectives. It reinforced the established literature and 

offered new insights on the relationships between UX elements. The 

contribution of this research is mainly in confirming that UX elements have 

a significant collective impact on customer satisfaction, especially on the role 

of navigation and aesthetics in the integrated model. The findings on 

information quality also provide new insights on its minimal independent 

influence, supporting the view that UX must be seen as a whole. Therefore, 

this research not only underscores the critical role of UX design elements in 

shaping user satisfaction and perceptions but also provides valuable 

guidance for businesses seeking to optimize their e-commerce platforms. 

 

6.2 Implications for International Business 

While the study suffers from certain limitations, it has conclusions and 

findings that will provide meaningful suggestions for international retailers 

and businesses, especially in terms of enhancing customer satisfaction, 

encouraging revisitation, and achieving competitive advantages in B2C e-

commerce markets. 

Because most of the survey samples were young people from 17 to 26 years 

old, the findings have important implications for businesses that focus on 

this age segment. This research will be useful for international vendors and 

firms to understand what the key UX elements are to emphasize when 

designing and optimizing e-commerce websites to provide a smooth user 

experience to young consumers. The study particularly emphasizes that 

navigation and aesthetics quality have a major impact on customer 

satisfaction and therefore international businesses must focus on improving 

these aspects to improve the overall user experience. In order to attract young 

users and create a good impression, it is important to provide smooth 

navigation and visually appealing design. 

Nevertheless, businesses should not neglect the importance of information 

quality. While information quality plays a relatively small role in the 

integrated model, it is an essential part of UX and should be considered 

alongside navigation and aesthetics quality. Furthermore, the high 
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intercorrelation emphasizes the need for integrating it closely with these two 

elements, rather than treating it as an isolated UX components. Maintaining 

coherence between the content presentation and user interface quality will 

more likely produce better outcomes, like increasing customer retention, 

revisitation, than focusing exclusively on information quality alone.   

 

6.3 Suggestions for Further Research 

Because not many prior studies put these three elements explicitly together, 

this research fills in the gap and provides certain insights into their 

relationship with customer satisfaction. Yet, the study has certain limitations. 

Future research can address these limitations by employing larger and more 

diverse samples, allowing for a better generality of findings and testing of 

demographic factors as moderating variables. Because culture, gender, and 

age can have effects on these findings, future research should not neglect 

these moderating factors. Furthermore, a better survey design can be 

employed. Letting users navigate the website by themselves in a controlled 

situation would present a better approach. Further research can also consider 

adding more UX elements, for example, interactivity, customer support 

quality, or better define and conceptualize the current three key elements to 

provide richer and better-quality insights into customer experience.  
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Appendix 

Survey: 

Title: Survey on E-commerce Customer Satisfaction 

Dear Participant, 

You are invited to participate in a research study as part of my Bachelor’s 

thesis at Aalto University. My study explores perceived customer 

satisfaction in relation to three key UX elements of e-commerce websites: 

navigation, information quality, and aesthetics. 

This survey aims to understand how these elements influence user 

experience and satisfaction. The research is conducted independently, with 

no financial backing or external influences. 

The survey will take approximately 10 minutes to complete. Your responses 

will be completely anonymous, and no identifiable information will be 

collected. Since no consent form is required, anonymity is fully ensured. 

Participation is entirely voluntary, and you may withdraw at any time 

without consequences. 

You are also free to skip any non-mandatory questions if you prefer not to 

answer them. If you choose to participate, please answer the questions as 

accurately and honestly as possible. 

Thank you for your time and valuable contribution to this research! 

Best regards, 

Phuong Nguyen 

Email: phuong.7.nguyen@aalto.fi 

Part 1: General E-Commerce Behavior  

1. How often do you use e-commerce sites for browsing products and 

making transactions?* 

o Never 

o Rarely (Less than once a month) 

o Occasionally (1-3 times a month) 

o Frequently (Weekly) 

o Very Frequently (Daily) 

2. How satisfied are you with your overall online shopping experience?* 

mailto:phuong.7.nguyen@aalto.fi
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o Very dissatisfied 

o Dissatisfied 

o Neutral 

o Satisfied 

o Very Satisfied 

3. Which e-commerce websites do you use most often?* 

Please fill in the box below 

4. To what extent do a website’s design, ease of use, and product 

information affect your decision to make a purchase?* 

o Not at all 

o Not much 

o Neutral 

o Moderately 

o Very much 

5. How important are the following UX elements in influencing your 

purchasing decisions? 

 

Part 2: Video-based UX Evaluation 

Please watch the video carefully, as it highlights three key UX elements: 

navigation (ease of browsing), information quality (clarity of details), and 

aesthetics (visual design). You will answer questions based on your 

observations. 

6. Think about how easy it was to browse and find products in the video. 

Rate the ease of navigation on this website. 
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7. Imagine you are shopping on the website shown in the video. Based on 

what you observed, rate the quality of the product information.* 

 

8. Consider how visually appealing and professional the website looked in 

the video. Rate the website’s aesthetics 

 

Part 3: Perceived Satisfaction  
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9. Imagine that you completed a purchase on the website shown in the 

video. Based on that experience, rate your expected level of satisfaction. 

 

Part 4: Demographic Questions 

10. How old are you?* 

Please fill in the box below 

11. What is your gender?* 

o Male 

o Female 

o Non-binary 

o Prefer not to say 

o Other (please specify) 

12. What is your educational background?* 

o High School 

o College 

o Bachelor's degree 

o Master's degree 

o Doctorate 

o Other (please specify) 

13. What is your country of origin?* (Dropdown) 

***Closing 


