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Despite the fact that companies do everything in their power in order to have a customer come online using the 
principals we have or will mention, it is impossible to replace the physical aspects of shopping such as feeling the 
material in a dress, seeing how a dress looks on a person based on his/her body type, trying on a shoe and walking 
around in it to see how comfortable you are in it. Another aspect would be instant feedback is nonexistent in online 
shopping. Based on the background, the this  research address the  question on How are in-process satisfaction (at-
checkout and after-delivery), price perceptions, and overall satisfaction interrelated, and how do any or all of 
these variables directly influence customer intention to return online 

1.2. Customer Perception 

The key in understanding and improving the customer experience is customer perception (Fisher & Europe, 
2009).Perception from customers can be used by companies to evaluate themselves in the way they operate. 
Further, perception is built through some of these criteria, such as: 
 Overall satisfaction: when the product consumed fulfills the customer’s need, satisfaction is achieved. 
 Product/Service reliability:the more a consumer can depend on the product/service to fulfill their needs, the 

more positive perception they have towards the company 
 Flexibility (to customer needs):the more flexibility customers have with the company they make a purchase 

from, the more positive they become, as they feel convenient. 
On-time delivery: when a company delivers products/services at the time promised, customers begin to trust the 

company. This builds positive perception in the customers’ mind, as they believe the next purchase made will 
satisfy them in the same manner. 

1.3. Customer Intention 

Customer intention is the planning to make a purchase. It is important for companies to predict customers’ 
intention to meet demand. Underestimating and overestimating customers’ demand is one of companies’ biggest 
mistakes because it leads to a dramatic failure (Blackwell et al., 2006). According to Blackwell et al., (2006) 
Intentions are subjective judgments about how we will behave in the future. Among types of consumer intentions 
mentioned are Purchase intentions, repurchase intentions and shopping intentions. 

1.4. Customer Satisfaction 

Online e-tailer can include few additional attributes such as online chat and forum to improve customer 
satisfaction and website usefulness. These additional attributes brings about a high growth of the website’s 
interactivity which leads to providing a better website for customers to shop online. Hence a pleasant shopping 
experience adds up to repurchase intention Wen et. al., (2011). The satisfaction customers derive from making 
purchases at a particular online store will eventually lead to the building of customer loyalty which is an important 
determinant of the overall growth and success of business (Atchariya Chanvanich, K., et. al., (2006). 

1.5. E-Commerce 

According to Laudon & Traver (2011) E-commerce is defined as: “The use of the internet and the web to 
transact business. More formally, digitally enabled commercial transactions between and among organizations 
and individuals’ “E-commerce success largely depends on the fulfilling the three aspects of E-commerce (Hesan 
et. al., (2007) namely; Information Quality, System Quality and Service Quality 

1.6. Research Model 

This research model show the interrelated among variables that developed the related 7 hypothesis of Customer 
intention to return online based on price perception, attribute-level performance, and satisfaction unfolding over 
time are depict in below figure: 
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3. Customers’ intention to return to the e-tailer is positively related to their overall satisfaction with the 
whole transaction process. Customers Overall Satisfaction is the evidence of whether the customers like or 
not the experienced they had using the particular website. If they like it, the chance of return to make another 
purchase is higher. It is noticeable when customers are dissatisfied with the experienced they had in the 
website, they will not return to that site for the next purchase. Therefore, customers can be uncertain at times, 
they may be satisfied with the website experienced, but if they find other company's websites, it is to be 
expected for them to give it a try, and that is why customer's overall satisfaction isn't 100 % related to their 
intention to return online. 
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