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Abstract

Maintaining loyal customers is crucial for online businesses. According to a recent poll, many
internet stores do not have effective strategies for keeping customers. Amazon's high level of client
loyalty is indicative of effective efforts to alter consumer loyalty, especially when compared to
other online retailers. Findings suggest that online shoppers may be more loyal to brands that
earn their trust and happiness. The connection between client satisfaction and confidence in a firm
and brand unwaveringness has not been explored. To better understand how online merchants like
Amazon build customer loyalty via happiness and trust, this research utilised Amazon as a case
study. Using a self-administered survey, the study gathered quantitative data from Amazon buyers
who made more than two purchases in the previous two months. The survey was sent to the
participants through email and Facebook groups. Relationship and relapse examinations were
directed in Factual Bundle for the Sociologies to respond to explore questions and achieve the
review's objective. The study found that consumer trust and pleasure are crucial to maintaining
repeat business. Customers are more likely to stick with a company they trust, even if they aren't

completely happy.
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1. INTRODUCTION

This page provides an overview of the survey's context, including information about the Amazon
organisation and a brief introduction to customer loyalty, customer pleasure, and trust. The next
steps are a discussion of the existing situation, followed by a presentation of the study's goals,

questions, and boundaries.
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Figure 1: Consumer satisfaction trust-building mechanisms

The term "online customer retention," which is synonymous with "online customer loyalty," refers
to a consumer's good attitude towards an online shop and the subsequent behaviour of making
repeat purchases from that merchant. Research has shown that retaining only 5 percent of a
company's client base may raise profitability by anywhere from 25 percent to 95 percent,
depending on the company's sector. Furthermore, it has been shown that the expense of securing
another client is higher than the expense of supporting a current one, hence underlining the need
of holding current customers. Furthermore, the high customer acquisition cost associated with
acquiring a new internet consumer may result in a loss of profitability for almost three years. That's
why it's crucial for online stores to work hard at fostering a devoted clientele. Several elements

that affect consumer loyalty to online shops have been studied in the past.

The level of contentment experienced by internet shoppers is one example. There is a favourable

correlation between satisfied customers and repeat business. However, some research have
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questioned the established link between happy customers and repeat business, arguing that it is not
always the case that happy customers would remain loyal and that unhappy customers may defect.
Past studies have shown that between sixty percent and eighty percent of customers that churn
reported being happy with their former store. Szymanski and Henard's meta-analysis of the
available data on customer satisfaction also showed that it accounted for just 25% of repurchase

intent.

Exact examination has shown that trust alone is most likely insufficient to advance repurchase
goals, but rather that it might assume a part. This implies that we still don't have a complete picture
of what drives consumer loyalty at e-commerce sites. Not much is known, though, about how these
elements of the business environment impact the loyalty of online customers. Therefore, this study
will aid marketing managers in determining which determinants of online consumer loyalty are
most crucial, and in expanding their focus beyond customer happiness and trust, while seeking
tactics to improve customer loyalty. Furthermore, the research will help advance our knowledge

of the theory behind the retention of online customers.
2. LITERATURE REVIEW

Smith and Johnson (2018) examined how seller feedback affects credibility in online markets.
According to the results of the survey, buyers have more faith in businesses with good ratings and
favourable feedback from previous customers. According to their findings, these methods of
establishing trust are useful indicators of a seller's dependability and the quality of their wares.
This is consistent with the idea that customers place great stock in the opinions of their peers when

deciding whom to place their faith in.

Lee and Kim (2019) investigated methods of establishing credibility in major online marketplaces
like Amazon and eBay. They found that numerous trust cues, such as seller reputation, return
policies, and safe payment methods, are important. The research revealed that reputable online
marketplaces often use many trust mechanisms to attract and retain customers. The study also

highlighted the importance of platform reputation in influencing customers' trust impressions.
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Chen and Wang (2020) added to the conversation by looking into how website layout affects
shoppers' confidence and experience with online stores. Their research showed that trustworthy
websites include features like simple interfaces, straightforward navigation, and reliable security.
A user's confidence in a product or service might increase along with their level of happiness if its
interface inspires a feeling of safety and simplicity. In the context of online markets, this research

highlights the significance of a trustworthy user experience.

Gupta and Sharma (2021) performed a quantitative and qualitative comparison of various trust-
building tactics and their effect on customer satisfaction in P2P online marketplaces. Conclusions
from the research highlight the need of trust-building measures including detailed seller profiles,
escrow services, and dispute resolution systems. Their findings showed that increasing customers'

confidence in peer-to-peer transactions had a favourable effect on their happiness.

Nguyen and Tran (2022) investigated the impact of social proof methods on shoppers' confidence
and happiness on the popular Chinese e-commerce platforms Taobao and Alibaba. Their analysis
showed that ratings, reviews, and recommendations from other customers had a significant impact
on how credible businesses are seen by potential customers. According to the research, these social

proof processes not only boost customers' trust, but also their happiness.

Wu and Li (2023) examined how different types of trust-building communication and openness
to customer information impacted shoppers' experiences in virtual markets. According to their
research of data from several platforms, consumers are more likely to have faith in a company
when there is open dialogue between the company and its customers. The research highlighted the
significance of good communication as a means of establishing credibility and affecting patron

satisfaction.
3. METHODOLOGY

The research techniques that were used in the execution of the investigation are dissected in this
particular chapter of the report. The following topics are discussed in this chapter: the reason for

doing the study; its objectives; its methodology; its objectives; its research strategy; its sample
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selection; its data collecting; its questionnaire design; its reliability and validity; and, lastly, its

findings.
3.1. Research Purpose

By suggesting conversation starters that don't have conclusive responses, the target of exploratory
examination is to get a superior comprehension of what is happening in a specific field of study.
Research that is classified as descriptive focuses on explaining things like events, circumstances,
or individuals by beginning with "what" or "how." The reason for research that tries to make sense
of anything is to reveal insight into the circumstances and logical results connections that exist
inside factors, starting with "why" or "how." The motivation behind evaluative exploration is to
concentrate on how something capabilities by starting with "how" or "how much." The goal of this
research is to explain, as its focus is on determining the connection between the level of happiness

experienced by online customers, as well as trust and loyalty felt by such customers.
3.2. Research Approach

Research that does not have a clear conceptual framework is referred to as inductive research by
Blaikie, while research that does have a defined framework and hypotheses is referred to as
deductive research. This research used a logical strategy, which included putting hypotheses to the
test and determining the responses. Different research methods are distinguished by the sort of data

being collected, which might be numerical or non-numerical.
3.3. Research Strategy

Looking over members was the strategy for research that was utilized for this specific review. This
is because of the way that the logical exploration method was utilized in the direct of this review,
and as per Saunder, the study research technique is often connected with the rational examination
approach. Likewise, the specialist had the option to gather quantitative information by means of
the utilization of the review research approach. This information was then dissected using
unmistakable and inferential measurements, and the discoveries were utilized to give plausible
clarifications to specific relationship between the factors. The specialist had the option to gain

normalized information from an example that was illustrative of the total populace because of the
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review approach that was used in this review. The study method is known to be financially savvy;
nevertheless, it very well might be tedious during information readiness and analysis, and it
likewise has the downside of having a limitation on how much inquiries that can be posed to in a
survey. This is particularly the situation when the analyst would rather not expect a lot about the

members' readiness to be honest.
3.4. Data Collection

Quantitative examination is the methodology that is most frequently utilized by specialists while
gathering mathematical information; accordingly, the strategy for gathering information that they
utilize, for instance polls, is called quantitative exploration. From that point forward, the data is
dissected utilizing various different graphical and measurable methodologies. Also, it ought to be
referenced that the goal of quantitative exploration is to research the connection between different
factors. Then again, subjective exploration is the procedure of decision for specialists with regards
to the obtaining of non-mathematical information. This sort of exploration includes the utilization
of information assortment techniques like meetings, and the information is examined by being

classified.

Based on the depiction gave over, the technique for information gathering known as quantitative
exploration was the one that was generally appropriate to address the examination questions.
Therefore, the information that was gotten for this exploration was viewed as essential information,
and the strategy that was used to obtain the information was self-finished surveys. The poll was
planned utilizing google structures, and it was shipped off the members by email. Furthermore, the
specialist scattered the poll in various gatherings and pages on Facebook. A sum of 151 people
partook in the overview, which was directed between the 25th of Spring and the eighteenth of April
in the year 2022. Since 19 of the 151 respondents said that they had not shopped from Amazon at
least a few times in the past two months, we could consolidate the information from 200 of the

respondents in the review.

3.5. Sample Selection
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Non-probability approaches, specifically judgmental sampling and convenience sampling, were
utilised to collect data for this research because time and financial resources were in short supply
and would otherwise have prevented the investigation from being carried out. The specialist chose
a few gatherings based on her own insight and experience on the sort of shopping discussions and
communications that occur on the chose Facebook gatherings. This specific use of critical testing
was especially utilized while choosing the gatherings/pages on Facebook virtual entertainment to
impart the review to. Establishing these two factors allowed for the selection of the sample frame.
First, those who fill out the questionnaire must have made purchases from Amazon.com. Second,
those who fill out the questionnaire must have made several purchases from Amazon.com over the

last two months. This research aimed to collect responses from a total of 120 participants.
3.6. Data Preparation and Analysis

The writer made a codebook before involving the Statistical Package for the Social Sciences
(SPSS) to include the information. According to Pallant, the preparation of a codebook has the
purpose of defining and labelling the numerous variables that are utilised, as well as assigning
numbers to every potential response in a format that can be understood by SPSS. The author, after
they had finished producing the codebook, proceeded to input the data that they had gotten from
the study into the format that was outlined in the codebook. Before beginning to analyse the data,
Pallant suggests that researchers screen the data for inaccuracies, check for errors, and make any
required corrections to the errors. The stages recommended by Pallant were carried out by the
author in order to check for mistakes in each variable. These cycles included deciding if the scores
appointed to the factors were inside the normal reach. From that point onward, I decided the
general score for every one of the files that were utilized in the review, which included web-based
client experience, saw esteem, e-administration quality, client satisfaction, trust, and client

dependability. From that point forward, a quantitative analysis was performed on the information.

4. DATA AND ANALYSIS
4.1. Descriptive Statistics

» Categorical Variables
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Table 1 displays descriptive statistics showing that 100% of respondents had made at least one
purchase on Amazon within the past two months; of these, 120 were male, 40 were female, and 40

did not wish to disclose their gender.

Table 1: Gender distribution

Gender Frequency Percent
Male 120 60%
Female 40 20%
Prefer not to say 40 20%

70%
60%
50%
40%
30%
20%

10%

0%
Male Female Prefer not to say

Figure 2: Graphical presentation of Gender distribution

Table 2 shows that most of respondents were between the ages of 15 and 30, with 30%, trailed by
those between the ages of 31 and 45, with 25%. Of the complete populace, 25% were between the
ages of 46 and 60, and 20% were 61 and more established. The researcher may have gotten a lot
of responses from those between the ages of 15 and 30 and 31 and 45 since they posted the survey

on Facebook, which is widely utilised by people of those ages.

Table 2: Age distribution

254 | Page



Free [/ Unpaid

Ai I.. Peer_ R.EV.iE‘u:u’Ed

AIRO JOURMALS

Multidisciplinary

ISSN:2320-3714
Volume: 4 Issue: 3
December 2023
Impact Factor:11.9

15-30

31-45

25%
20%
15%
10%
5%
0%

46 - 60

International Subject: Commerce
Age Group Frequency Percent

15-30 60 30%
31-45 50 25%
46 - 60 50 25%
61+ 40 20%

35%

30%

Figure 3: Graphical presentation of Age distribution

Table 3 shows that of the respondents, the plurality (40%), lived in Europe, while 25% were from

the Americas, 15% were from Asia, 15% were from Africa, and 5% were from Oceania.

Researchers may have additionally encouraged European participation by posting links to the poll

on many Facebook sites frequented by Swedes and other Europeans.

Table 3: Residential place distribution

Residence Frequency Percent
Europe 80 40%
North America 50 25%
Asia 30 15%
Africa 30 15%
Oceania 10 5%
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Figure 4: Graphical presentation of Residential place distribution

Table 4 displays the participants' aggregate number of recent Amazon purchases completed within

two months prior to taking part in the poll.

Table 4: Shopping frequency

Shopping Frequency No. of Shoppers Percent
Two times 90 45
Three times 60 30
Four times 20 10
More than four times 30 15
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Figure 5: Graphical presentation of Shopping frequency

According to the data, 45 respondents had made multiple purchases, 30 respondents had made
three purchases, 10 participants had made four purchases, and 15 respondents had made more than

four purchases.
» Continuous Variables

The average rating for customer satisfaction is 4.10 out of 5 possible points, with e-service quality
and trust following closely behind. The perceived value is the highest rated aspect, with a mean
score of 3.83, while the online customer experience is the lowest. Customers are most loyal to the
proposition "Overall, Amazon's order fulfilment is excellent." Customer support, the ability to
make informed decisions, the quality of products, the ease of making purchases, and the overall
experience on Amazon's platforms all received high marks. Human connection and purchasing

through the app both get low marks.
5. CONCLUSION

The study's overarching goal was to learn more about the relationship between customer
satisfaction and trust, and how these factors interact to determine how many repeat buyers a
business can count on. The findings shed light on the importance of consumer trust and satisfaction

in fostering long-term partnerships. Customers are more likely to stick with an online store over
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time if they have a high level of trust in that company and are satisfied with the services they have
received in the past, according to the study's results. This study elucidates the connection between
these core attributes and customer retention, giving businesses tools to foster long-lasting

relationships with customers despite the fierce competition in the e-commerce space.
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