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ABSTRACT

With the phenomenal growth and rapid pervasion of E-commerce observed in recent time, it becomes crucial on the part of the online retailers in
Bangladesh to develop an evaluation criteria system in order to keep up with the fierce competition as well as ensure efficient resource allocation.
Prompted by this, the research attempted to investigate the factors that influence the customers in choosing websites for making online purchase.
Accordingly, 11 e-tailers from the consumer goods sector have been surveyed and the factors that have been ascertained are- ease of usage, privacy and
security, past experience, brand Image, product variety and customer service. Through the employment of analytical hierarchical process (AHP) the
key factors have been ranked. The research reveals that among the chosen factors, ease of usage ranks first securing 45% weight which is followed by
privacy and security, past experience, customer service, product variety and brand image. In reaching this judgment, the inconsistency level generated
by the synthesis of AHP was 7% which falls below the threshold value of 10%, suggestive of the viability of the result. The implications and findings

have been put forward for the e-tailers to make timely decision regarding the features and operations of e-commerce websites.

Keywords: E-tail, Analytic Hierarchy Process, Bangladesh
JEL Classifications: M0, M3

1. INTRODUCTION

The indomitable growth of internet and rapid acceleration of
technologies have given rise to online buying and selling through
website. Over the past decade, Internet-based technology has
steadily gained momentum and molded the way companies market
and sell their products and services. Oinas (2002) mentioned that
internet retailing is growing in all places including the developing
countries. For the marketers, the most significant phenomenon has
been the emergence of virtual shops; popularly known as e-tails.

E-commerce in today’s world introduces customers with enough
choices and convenience allowing flexibility regarding products,
services as well as the delivery time. From both buyer and seller’s
point of view, this saves cost and creates potentials to generate
high revenue (Arora, 2016).

Online retails or E-tails help provide an interactive channel, not
restrained to any place, time or people. The option to shop online is
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more convenient for customers than the usual method of shopping
and allows customers to avoid taking the hassle of travelling to
stores to get their desired products.

In this era of globalization, Bangladesh, a developing country can
be singled out for taking keen interest in e-commerce whereby the
government extends considerable support (Hossain et al., 2013).
As per the report of E-Cab, the e-commerce industry is growing
rapidly in Bangladesh. With an annual growth trending at more than
200% between 2013 and 2016 (E-Cab 2016), people are embracing
technology which could be considered a major reason of the growth
of the sector by 2020 (Ishtiaque et al., 2017) also predicting a
growth of e-commerce in Bangladesh from 36% to 40% in the next
few years. The burgeoning interest in saving time, product variety,
customer service, competitive pricing, and convenience shopping
has strongly prompted customers to shop online.

In April 2016, the total internet penetration was 38.5% (BTRC)
out of a population of approximately 161,000,000 (Source: BBC).
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E-Cab reported in 2016 that the contribution of e-commerce
in gross domestic product was <1% (excluding the connected
industries like imports, logistics, banking and exports using
e-commerce which will account into nearly 2.5%). Ishtiaque
et al. (2017) reported over 80% of e-commerce traffic come from
Dhaka, Chittagong and Gazipur accordingly. They also reported
49% shoppers are new where 51% are returning customers.

Amongst the mighty social media platforms, Facebook plays an
important role in the growth of this sector. A lot of business owners
are selling their produces and offering service trough Facebook
pages. There are approximately 8000 pages doing businesses
through Facebook pages (E-Cab 2016). To name a few includes
daraz.com.bd, sindabad.com, bikroi.com, rokomari.com and so
forth.

Although customers are purchasing online more than ever but it
was also found that number of searches doesn’t really translate
into number of purchase. This means that customers might search
for a product but they won’t really make an actual purchase (Kim
etal., 2004). Thus it becomes necessary on the part of the marketers
and management to unearth exactly what factors affect customers
purchase intention/website selection so that online retailers can be
more aware and provide products and service accordingly. This
study helps to identify factors in light of the retailer’s also known
as e-tailers’ perspective that markedly affect customers’ online
purchase intention and also examines which factors amongst those
studied dominate purchase behavior on a hierarchical basis. The
study begins with the hierarchy emphasizing on the relationship
between the factors and the website selection. It delves into a
number of literatures pertinent with those, in combination with
in-depth interviews with e-tailers. The research method that has
subsequently been chosen is analytic hierarchical process (AHP).
The findings of this study are illustrated and discussed afterwards.
Finally, implications and further scopes of research are put
forward, and limitations are acknowledged together.

2. OBJECTIVE OF THE STUDY

Multi criteria decision making (MCDM) method is instrumental in
making crucial decisions that cannot be reached straightforwardly.
The fundamental notion of MCDM is that multiple criteria should
be held as the basis of making decisions rather than one (Cheng
etal., 2005). Since the problems in the arena of strategic marketing
management are getting increasingly complex with time, it occurs
that handling all problems employing a single set of guidelines
or a common decision model seems difficult. Hence, the utility
of AHP comes into force that uses deduction and induction as a
means of breaking down complicated problems into a hierarchy of
factors, and then makes the due measurements as per comparisons
(Saaty, 1980). To sum up, the AHP is a mathematical, objective and
decision making tool that sheds lights on solving decision making
problems taking uncertainty and multiple criteria characteristics
into account (Udo, 2000; Yang and Hunag, 2000). Having a view
to achieving a competitive advantage for the retailers considering
the difficulty of allocating specific and limited resources for
developing marketing strategies, this study adopts the AHP
method.
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In particular, this study looks forward to enhancing the idea about
the factors affecting selecting e-commerce websites by attempting
to allocate the weight on particular attributes. An approach as such
can suggest the e-tailers and marketing strategists a set of specific
guidelines which will aid in crafting and implementing competitive
marketing strategies and allocating limited resources prudently.
Therefore, this study has attempted to extend an application of
AHP by putting a specific focus on the e-commerce sector and
has supported market-level influence by restricting the premise
within the online retailers of consumer goods.

3. LITERATURE REVIEW

Recent Web site evaluation studies assume that consumers or
potential consumers tend to engage themselves cognitively with
multifarious features of a Web site and pave way towards further
evaluation after the website has been used for a substantial time.
Researchers proffer that the first impressions of Web sites are
typically formed within milliseconds (Kim and Fesenmaier, 2005;
Lindgaard et al., 2006). Thus, it is vital on the part of the e-tailers
to construct evaluation measures that can capture and evaluate a
destination Web site’s ability to attract consumers instantly and
without cognitive elaboration (Gladwell, 2005).

Several studies hitherto have identified many factors affecting or
influencing customers online purchase intention. Most discussed
ones include privacy and security, trust, past experience, product
variety, customer service, ease of use, perceived advantages and
risks, website design, convenience, refer the factors accordingly
and mention here too. By going through existing literature, it
can be put forward that while customers’ perspective have on
and off been taken into account, there lies a paucity of studies
vis-a-vis its application that considers the management’s insights
in determining the factors that influence the customers’ selection
process of e-tailing websites, in the context of Bangladesh to be
specific. Prompted by this, the authors have identified six factors by
reviewing the studies that significantly induce the website selection
process and applied AHP to examine the factors dominating the
purchase intentions in a hierarchical order.

From the literature review, the first factor that has been ascertained
is convenience and ease of navigation. This can be associated with
the user interface of an e-commerce website. Features, layout
and ease of use are taken into account in this matter. Griffith
et al. (2001) claimed that a well-designed user interface system
might cut down a customer’s searching cost and time required
for information processing significantly. Davis (1989) proposed
a technology acceptance model whereby it was mentioned that
perceived ease of use could influence user’s intention in using
the information technology. Schaffer (2000) found 30% of
customers leave a website without making a purchase because
they are not able to navigate the website with ease. A website
which is convenient allows faster response time, helps to complete
a transaction efficiently and thus minimizing customers’ effort.
Jarvelainen (2003) found amongst perceived usefulness and ease of
use, ease of usage is more important and influential. Eri and Islam
(2011) surveyed Malaysian students and concluded that ease of
use is relevant in influencing students’ online purchase intention.
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Customers find online shopping convenient when he web sites
are fast and easy to surf which saves time and takes less effort
to shop effectively (Szymanski and Hise 2000). Srinivasan et al.
(2002) also found that the impact of ease of usage on e-loyalty is
notably significant.

Ranjbarian et al. (2012) labeled ease of use with labels such as
site design, easy to navigate, good functionality of web store, but
the main factor is the ease with which the user can navigate the
website and choose desired product.

Secondly, as internet shopping often requires access to personal
data, protecting the privacy is important and businesses have
to make sure that the data are secured (Anil, 2001). Elliot and
FoWell (2000) revealed that, most e-commerce sites provide
privacy and security options but they do not provide details on
how those are maintained. Customers fear their information
will be made available to third parties (Flavian and Guinaliu,
20006). Thus they are becoming more hesitant about giving away
personal information on the web (Yenisey et al., 2005). Major
barrier in adoption of e-retail is the lack of trust in website’s
privacy and security, Ramayah et al. (2003) suggested improving
technology and convincing the users regarding privacy and
guarantee security, thus allowing the growth of e-commerce or
internet shopping. In addition to this, past experience with online
shopping has an influence on purchase intention (Shim et al.,
2001; Leelayouthayotin, 2004). In addition to this, customer
who had positive past experience shopping on the internet were
found to make repeat purchases as the amount of perceived risk
is reduced (Shim and Drake, 1990; Samadi and Yaghoob-Nejadi,
2009; Ling et al., 2010). A positive experience from past helps
customers to be more comfortable in purchasing online and most
importantly customers past transactional experience matters
more and these being positive will have a positive influence on
the purchase intention (Kim and Ahn, 2007). Petre et al. (2006)
also claimed that past experience is a reason why customers
choose certain websites over others. Another factor that has
been deemed vital in dominating purchase decision is brand
image; which can be defined as consumer perceptions about a
particular brand (Keller, 2003. p. 66). Studies conclude that there
lies a positive correlation between brand image and purchase
intention (Ling et al., 2010; Laroche et al., 1996). It has been
maintained that E-commerce business can gain trust of customers
through building brand image, and that the e-commerce websites
lacking brand image will be outperformed by the ones who have
brand image (Yoon 2002; Bart et al., 2005; Chiang et al., 2006).
Websites having well-reputed brands are at an advantageous
position, such as they can charge premium price yet having loyal
customers (Brynjolfsson and Smith 2000). As per Tan (1999) and
Leelayouthayotin (2004), brand image can also work as a risk
reliever. Furthermore, Dillon and Rief (2004) stated that product
variety is the assortment of alternative and complementary goods
available from the retailers and this could be an important factor
affecting customer’s product perception. Online sellers offering
product variety allow customer with opportunities to compare
and contrast a large number of products and select the right
product to satisfy their needs (Cao and Li, 2007; Gregory and
Kingshuk, 2001).
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According to a survey of Market Intelligence Centre of the
Information Industry Institute in Taiwan, product variety is also
one of the main reasons for customers to shop online (Chiu
et al., 2014). Online retailers can provide an array of products
which leads them to have a wide variety of products than typical
physical stores. And as a result it also enhances customer welfare
(Brynjolfsson et al., 2003). Their research on product variety of
online bookstore found that increase in product variety led to
customer welfare enhancement of $731 million to $1.03 billion
in the year 2000 which is a lot more than gains from increased
competition and low prices in similar industry.

Finally, Limayem et al. (2000) found customer service to be
an important factor influencing customers “online purchase
intention.” Research showed 68% of customers leave due to
bad customer service they experience from companies (refer the
book). Poleretzky (1999) mentioned that in the physical world an
unhappy customer will tell 5 people whereas in virtual world they
will tell 5000 people. What is more, an unhappy customer can
easily switch to another seller in e commerce thus providing good
service is necessary (Srinivasana et al., 2002). Customer service in
e- commerce environment is different than that of physical stores
(Chen and Dubinsky, 2003), mainly because the interaction is not
face to face and there is no option to use nonverbal cues (Sharma
and Lijuan, 2015). Customers are found to have positive attitudes
about e-retailers having web assistants who can assist them in
shopping, and this results in frequent shopping if they receive
immediate response (Aberg and Shahmehri, 2000), and this will
help in creating loyal customer base.

4. METHODOLOGY

AHP a multipurpose MCDM tool for its varied applicability
was originally developed by Saaty (early 1970s). As quoted by
(Triantaphyllou and Mann, 1995), “AHP is a decision support
tool which can be used to solve complex decision problems. It
uses a multi-level hierarchical structure of objectives, criteria,
sub-criteria, and alternatives (p.35 - p.44).” Subramaniam (2012)
stated that, any problem that entails analysis of qualitative and
quantitative factors could be addressed by AHP.

Besides, the AHP was initially intended for incorporating various
measures into a general score for ranking the alternatives for
decision making, and its main functionality is contingent on
pairwise comparison judgments (Ngai, 2003). In short, the
AHP integrates the judgments and assessments of the experts,
and transforms the complex decision making system into a
straightforward hierarchy. To conduct pairwise comparison
amongst the multiple criteria, the ration scale based evaluation
method is employed further. The core strengths of the AHP method
lie in its ease of operation and ability to amalgamate the opinions
of most decision-makers and specialists. The consensus reached
by evaluation experts can further be corroborated based on the
theoretical foundation of quantification. However, the process
does possess its limitation in terms of the number of experts and
the consistency in decision making criteria among the evaluators,
which may lead to minor subjective bias. Notwithstanding this, the
AHP method, with its prevailing advantages have been extensively
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applied to the field of resource allocation, behavioral science and
marketing management.

AHP or Analytic Hierarchy Process has been employed in this
research to find out the ranking of the factors pertinent to choosing
websites. A hierarchy can be developed as a specific arrangement
based on the postulation that the corresponding entities can be
categorized into distinctive sets, having one group influencing
others (Ananda and Herath, 2002; Saaty, 1980). In order to
formulate an AHP model, a conceptual framework is required
to be developed that addresses a particular decision problem. As
Figure 1 depicts, the main part of the qualitative aspect of AHP
has been driving all criteria required for defining the overall goal.
To identify the key criteria for an e-tail for achieving sustainable
competitive advantage, relevant literature has been referred to.
As posited before, the first and foremost level of the evaluation
framework is that the ultimate goal is to influence selection of
an E-commerce website. In the second level, measurable criteria
including convenience, ease of usage, brand image, product variety
customer service and past experience have been incorporated upon
which the ultimate goal is dependent. Ascertaining the relative
importance of each criterion can lead to developing evaluation
indicators which are essential in achieving the overall goal.

AHP also entails a systematic methodology to calibrate the numeric
scale for the measurement of both quantitative and qualitative
performances. The scale ranges from 1/9 for least preferred, 1 for
equal, and to 9 for extremely preferred thus covering the entire
spectrum of the comparison as shown in Table 1.

5. DATA COLLECTION AND ANALYSIS

In this study, the AHP questionnaire was prepared with the six
factors affecting the customer decision-making process regarding
the selection of E-commerce websites. This questionnaire was
afterwards directed at a group of 11 e-tailers who possess adequate
experiences and knowledge regarding customer preferences in

Table 1: Pair wise comparison scale for AHP
performances

9 Extremely preferred

7 Very strongly preferred
5 Strongly preferred

3 Moderately preferred

1 Equally preferred
2,4,6,8 Ratings in between

AHP: Analytical hierarchical process

choosing products. The respondents filled out the questionnaire
under the pair-wise comparison scale as mentioned above. Filling
out the questionnaire necessitates that the respondent provides
his/her response at only one side of the diagonal, as the values
on the other side depicts inverse of the former. Data analysis for
AHP is carried out by Expert Choice software version 11.0. It
is to be noted that the inconsistency that might arise out of the
subjective preferences in dealing with customer choices should
not exceed 0.10.

6. FINDINGS AND RESULTS

This section unfolds the findings and ensuing discussions on AHP
techniques. In this analysis, the identified factors from literature
namely privacy and security, past experience, brand image, product
variety, customer service and ease of navigation are prioritized by
using AHP methodology. The data for the study were collected
through expert retailers from the arena of e-commerce. Table 2
presents the response to the questionnaire filled out by them.

According to our findings by using AHP, ease of usage has
been determined as the most important factor for selection of
e-commerce website which secures 45% importance among the 6
criteria. This has been followed by privacy and security (24%), past
experience (11%), brand image (98%) customer service (55%) and
product variety (38%) respectively. Through extensive perusal of
carlier studies and observing the shopping trends, it has been found
out that the results are in line with past studies (e.g. Collier and
Bienstock, 2006). As derived by the synthesis output (Figure 2),
the value of the overall inconsistency is 0.07, which is lower than
the threshold value of 0.10, thus giving credence to the reliability
of the result.

7. DISCUSSION AND IMPLICATIONS

E-commerce website evaluation is a critical process in measuring
the performance measurement efforts devoted by the online
retailers. Research on e-commerce website evaluation over the
past decade has led to diverse approaches and outcomes rather
than a unification of success factors that should be measured
to gauge a Web site’s performance. The general success factors
identified in this study lay out a vital basis for practical evaluation
implementation as well as serve as a useful input for future work.
In summary, this study found that consumers have a tendency to
select website in a hierarchical order of preferences. The findings
have important managerial implications for companies looking
forward to boosting sales, devising marketing strategies and

Figure 1: Proposed framework of criteria for choosing e-commerce websites

E-Commerce
Website Selection

o CR1 ) CR2 (;R 3
rivacy an ast
Security Brand Image Experience

CR 4 CR 5 CR6
Pron}uct Customer Ease of
Variety Service navigation
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Table 2: Pair-wise comparison matrix of the selected criteria

7

Ease of usage 1

Past experience 1
Privacy and security

Customer service

Product variety

Brand image

172
1

4 8 4
3 2 2
6 8 3
1 2 173
1 173

1

Figure 2: Ranking of the factors affection customers’ selection of E-Commerce Website (generated by expert choice)

Ease of Usage

Privacy & Security

PastExperience 115 [N
Product Variety 038 1N

Brand Image 008 I
Customer Service .055 | I

Synthesis with respect to: Goal: Selection of E-Commerce Website

Overall Inconsistency = .07

452
22

allocating resources efficiently. Understanding consumers’ need
in each factor would help companies to tailor their resources,
compose the right formula concerning functionality and design
with the right marketing mix, increase the likelihood of consumers
being inclined towards their portals and eventually increasing
consumer purchase intention.

In addition to this, web developers can also refer to the findings
gathered from this study as a critical input in designing website
and homepage. In order to allow the e-business to catch up with
ongoing global trends, Bangladeshi government should also
step forward to improve and develop infrastructure and set up
regulations to facilitate and support e-tailers, which will ultimately
be beneficial to the country as a whole.

8. LIMITATIONS AND FUTURE STUDIES

The first limitation of this study was that the different operation
scopes of online retailers—wholesalers and retailers were not
considered having different optimal strategies. Future research
directions for researchers can also be suggested from our study.
Firstly, only consumer goods were examined in this study, and
hence future studies could examine other product categories.
Secondly, since the AHP has been widely verified to be an
effective technique for studying relative weights among product
attributes in a variety of applications, future studies could examine
the fundamental factors underlying Internet commerce using the
AHP technique and procedures adopted in this study. Thirdly,
the study was based on six factors having a significant impact on
managerial decision making. However, these factors can also be
investigated further by conducting factor analysis where items
comprising the corresponding factors can be taken into account.
Besides, other factors, such as visual appearance, pricing, return
policy etc. can be incorporated in future study. Last but not
the least, one of the main operations of AHP is construction of
hierarchy. But, this study did not develop any sub-criteria or the
alternatives. In order to gain a broader insight and contribute to
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existing literature, further studies can take the aforementioned
issues into account.
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