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ABSTRACT 

The purpose of this study is to continue to fill a gap 
in the literature by investigating the impact of 
website-supported customer relationships on 
customer satisfaction. The study used content 
analysis to analyze the interview data obtained from 
a sample of 22 executives and webmasters of eight 
(8) IT companies in Quebec, Canada to test the
hypotheses. The results show that three of the four
website-supported customer relationships
(partnerships, empowerment, and understanding
customer expectations) have a positive impact on
customer satisfaction. However, the impact of the
website-supported trust on customer satisfaction is
negative because the use of website-supported trust
does not affect the level of customer satisfaction or
dissatisfaction. That means, customers may be
satisfied with the electronic relationships but they do
not necessarily trust the company which used website
support to build trust with its customers..

Keywords: Trust, Satisfaction, Website, 
Empowerment, Understanding Customer 
Expectations, Partnerships. 

INTRODUCTION 

Customer relationships have been conceptualized in 
terms of past interactions and the expectation of 
continued future interaction [14]. In others words, a 
relationship exists when an exchange is assessed not 
in isolation, but as a continuation of past exchanges 
likely to continue into the future [14]. These 
relationships are characterized by customer 
satisfaction as a desire for future interactions [14, 
19]. A satisfied customer was viewed as an 
indispensable means of creating a sustainable 
advantage in the competitive environment of the 
1990s [24, 21]. Existing models of customer 
satisfaction are based on the disconfirmation-of-
expectations paradigm [17, 21]. A new insight added 
to this paradigm concerns customer satisfaction 
formation, which refers to the process that a firm uses 
to monitor, diagnose, and take actions in maintaining 
relationships with its customers in order to optimize 
their satisfaction. The expectations of relationship 
continuity are based on the customer’s satisfaction 

experience with the organization, which necessarily 
includes the effectiveness of the Internet’s web tools 
supported the relationship in improving customer 
satisfaction. 

Although researchers and stakeholders pay increasing 
attention to customer satisfaction and Internet 
website-supported customer relationships, not much 
is known about their interdependence. Also, the 
investigation of the role of satisfaction in the 
electronic commerce context is limited. Indeed, the 
use of the Internet’s websites may have a direct 
impact on customer relationship or it may have a 
direct impact on customer satisfaction. However the 
simultaneous theoretical relationship among the use 
of the Internet’s websites, customer relationships and 
customer satisfaction is not well examined.  

The purpose of this study is to continue to fill a gap 
in the literature by investigating customer satisfaction 
as an electronic relationship phenomenon. In this 
article, we examine the impact of the website-
supported customer relationship on customer 
satisfaction. We believe that the nature and the 
effectiveness of the relationship a company has built 
with a customer could influence a customer’s 
satisfaction. We extend the
confirmation/disconfirmation paradigm of 
satisfaction by the use of websites-supported 
relationships as an alternative way to increase 
customer satisfaction. 

This paper is organized as follows. Section II 
contains the description of customer satisfaction from 
an electronic commerce context. In Section III, the 
satisfaction theory is examined. In Section IV, the 
research model, the independent variables and 
hypotheses are presented. In Section V, the 
methodology is outlined. In Section VI, the results 
and findings are examined. In Section VII, the 
discussion of this paper is presented. In Section VIII, 
the conclusion is presented. 
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CUSTOMER SATISFACTION FROM AN 
ELECTRONIC COMMERCE CONTEXT 

Many recent studies have examined the Internet’s 
web tools [31], and many researchers have written 
about the potential of Internet-based electronic 
commerce to alter customer relationships [28]. Less 
well understood, however, is how the use of the 
Internet’s website-supported customer relationships 
affects customer satisfaction. 

Customer satisfaction is prescribed to provide 
managers with the information to deploy the firm’s 
Internet web tools to improve performance [20, 19, 
21] because there is increasing evidence linking an
organizational performance to the level of
satisfaction reported by its customers. The resource-
based view theory states that investment in IT does
not directly impact performance. There are some
moderate variables such as customer relationships
and satisfaction that need to be taken into account. In
other words, investing in IT to strengthen customer
relationships should lead to customer satisfaction,
which in turn may positively impact performance.

Geissler et al., [12] used a combination of research 
methods (focus groups, interviews, and experiments) 
to identify web home page design elements that 
influence customers’ perceptions of web page 
complexity. They found that perceived complexity is 
a result of four major factors: number of links, 
number of graphics, home page length, and 
animation. Also, they found evidence that web page 
complexity is related to communication effectiveness 
and partnerships as a precursor to customer 
satisfaction improvements.  

After using the theory of modular design to explain 
the concept of web site services, Iyer et al., [16] have 
described how an emerging web site’s services 
framework can be used to support dynamic business 
networks. Based on previous published work, they 
defined a business network as a distinct system of 
participants that use the network to achieve customer 
satisfaction and profitability and where relationships 
evolve over time.  

By drawing on the theory of planned behavior and 
interpersonal influence, Song and Zahedi [27] 
developed and empirically tested a conceptual model 
for the process by which web site design elements 
could influence the purchase intentions of online 
customers. Eighmey and McCord (1998; cited in 
[31]) found that websites must give visitors a reason 
to return to the site. Research findings have revealed 
that the growth of on-line shopping is dependent on 
factors of vast selection, customer services, after-
sales support and ease of contacting vendors. To 

maintain high customer satisfaction levels and 
thereby customer loyalty, firms are recommended to 
address these factors through different combinations 
of interactive functions that fit well into their website 
strategies and goals [26]. 

THE CONCEPT OF SATISFACTION 

The Confirmation/Disconfirmation Theory of 
Satisfaction 

The dominant theoretical model in the satisfaction 
literature is the disconfirmation of expectations 
paradigm [24, 19]. This paradigm is widely accepted 
as a view of the process by which customers develop 
feelings of satisfaction or dissatisfaction [3, 19]. 
Actually, this paradigm posits that customer 
satisfaction is related to the size and direction of 
disconfirmation, which is defined as the difference 
between an individual’s pre-purchase expectations 
(or some other comparison standard) and post-
purchase performance of the product or service [24, 
21]. In other words the disconfirmation construct is 
the perceived difference between what was received 
and what was expected [24, 21]. Future purchase 
behavior is a function of prior intention, attitude or 
expectations and this paradigm is linked to the 
evaluation ability of the customer. Because 
evaluation implies comparison of actual performance 
with some pre-defined standards, three outcomes of 
this evaluation are possible [3, 19]. Confirmation 
occurs when performance matches the standard, 
leading to neutral feeling [3, 19]. Performance better 
than the standard results in positive disconfirmation 
and, in turn, leads to satisfaction. Performance worse 
than the standard, creates negative disconfirmation 
and then dissatisfaction [3, 19]. 

Extension of the Satisfaction Theory 

In the literature, many constructs were used to 
operationalize the theory of satisfaction such as 
norms, expectations, performance perceptions, 
disconfirmation, etc [19]. Other authors have 
extended this confirmation/disconfirmation theory of 
satisfaction because expectation is not the only 
standard customers use. Satisfaction has been 
explored as a multidimensional process. 

A new model of satisfaction formation is proposed 
that extends the original disconfirmation of 
expectations theory by incorporating the processing 
of both chosen and non-chosen alternatives [10, 19]. 
After testing this model, the findings suggested that 
satisfaction with the non-chosen alternative remains 
salient in the determination of overall post-choice 
satisfaction [10, 19]. It has been found that the non-
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choice alternatives may continue to be relevant in the 
satisfaction formation process [10, 19]. 
 
Many authors have given a new trend to the 
satisfaction theory. Anderson et al., [1] tested how 
satisfaction affects future customer behavior, and in 
turn, the level, timing, and risk of future cash flows. 
A positive association has been found between 
customer satisfaction and shareholder value [1]. 
Gruca and Rego [13] found that satisfaction creates 
shareholder value by increasing future cash flow 
growth and reducing its variability. Morgan et al., 
[20] studied a firm’s customer satisfaction 
information usage and found that there are variations 
among the firms in the fieldwork and uncovered 
factors that may help explain the observed 
differences. Chandrashekaran et al., [5], after 
studying the satisfaction strength on customer 
loyalty, found that though satisfaction translates into 
loyalty when satisfaction is strongly held (low 
uncertainty), the translation is significantly lowered 
when the same satisfaction is more weakly held (high 
uncertainty). The studies also concluded that prior 
relationship aspects (length of relationship, volume of 
business, and favorability of prior experiences) 
results in even greater vulnerability [5]. Ofir and 
Simonson [21] examined alternative theoretical 
predictions about the impact of stating expectations 
before purchase on post-purchase perceptions of the 
shopping experience and the firm. They found that 
though pre-purchase expectations are 
indistinguishable from evaluations of the store’s past 
performance, the former leads to lower post-purchase 
than pre-purchase evaluations, whereas the latter 
tends to generate higher post-purchase evaluations. 
 
One of our goals in this study is to extend prior 
research by developing a conceptual model linking 
Internet’s website-supported customer relationships 
to customer satisfaction. 
 
Satisfaction and Customer Relationships  

 
The concept of customer relationships has emerged, 
in part, because it values the relationship between the 
seller and the buyer. Customer relationships have 
been defined as a customer-centered approach 
whereby a firm seeks long-term business relations 
with existing customers [11]. A comprehensive 
model for customer relationships has been developed 
that includes input (understanding customer 
expectations, building partnerships, empowering 
employees, and total quality management), output 
(customer satisfaction, customer loyalty, product 
quality, and profitability) and assessment (customer 
feedback and integration). The model is applied to 
one industry: automated immunochemistry testing 
products. They found that the four relationship input 

factors do not have an equal impact on customer 
satisfaction, customer loyalty or product quality. 
Although respondents say the effects of building 
service partnerships, empowering employees, and 
total quality management are similar, understanding 
customer expectations does not have as significant of 
an effect. 
 
THE RESEARCH MODEL AND HYPOTHESES 

DEVELOPMENT 
 

The research model tries to demonstrate how the use 
of the Internet’s websites can support the formation 
and maintenance of customer relationships because 
they facilitate the way organizations partner, 
understand customer expectations, empower, and 
trust each other in order to create satisfied customers. 
 
In the research model shown in Figure 1, the 
dependent variable will be drawn from customer 
satisfaction. The independent variables will be drawn 
from the website-supported four interrelated 
relationship perspectives. Because these four 
interrelated relationship perspectives are supported 
by websites used by computer science or IT 
companies, they have been adapted as follows: 
website-supported partnerships, website-supported 
empowerment, website-supported understanding 
customer expectations and website-supported trust. 
Each of them is discussed below. 
 

Website-Supported Partnerships 

Partnerships are created when suppliers work closely 
with customers and add desired services to their 
traditional product and service offerings [11]. 
Companies engaging in website-supported 
partnerships employ multiple technologies to 
internally secure their Internet’s web [4]. An 
assessment of the value of these technologies is 
crucial [4] for partners to satisfy each other.  

Based on the application of incomplete contract 
theory, Subramani and Walden [29] found that the 
addition of new partners in the electronic commerce 
channel undermines existing relationships in the 
conventional channel; at the same time, existing 
relationships in the conventional channel undermine 
the quality of new relationships in the electronic 
commerce channel. They also found that, however, 
Internet firms, with their single channel focus, avoid 
this difficulty. Steinfield et al., [28] have examined 
the impact of the Internet on buyer-seller 
relationships. More specifically, they have examined 
whether the organizational data networks can have 
two opposing effects on buyer-seller relationships. 
On the one hand, networks may be used to foster 
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electronic marketplaces characterized by more 
ephemeral transactions between buyers and sellers. 
Also plausible, however, is the use of networks to 
strengthen existing commercial relationships and lock 
in partners by increasing the costs of switching to 
new trading partners [28].  

The navigational features of transactional web sites 
allow the partner easy access to information of 
interest, both internal and external to the site; they 
also provide the organization the ability to develop 
sections of the web site with restricted access, e.g. 
protected content available only to customers or 
partners by using a password [25]. Collectively, we 
hypothesize that: 

 
H1: The website-supported partnerships will have a 
positive effect on customer satisfaction. 
 
Website-Supported Empowerment 

Empowerment is defined as the process firms adopt 
to encourage and reward employees who exercise 
initiative and make valuable creative contributions 
[11]. Firms that empower their employees to respond 
and listen to customer needs and requirements have 
satisfied customers, and develop strong relationships 
that lead to customer loyalty [11]. The company’s 
web site protected by a secured firewall can be used 
to enhance the communication and collaboration 
among authorized employees. In fact, one study has 
claimed that companies often empower one or several 
employees to answer questions or to make comments 
online [9]. These actions are carried out by e-mail or 
through online discussion (online conferences, 
forums, or chat rooms) and allow companies and 
their customers to make the most of the online 
contact time provided by the Internet to share their 
views. Companies empower their employees who 
react online promptly to customer complaints [9]. 

Young and Benamati, [31] show that a majority of 
firms list their expertise on their web site, including 
such material as curriculum vitae, important 
references, and employees’ accomplishments. 
Companies that take such steps empower their 
employees when they have to negotiate with external 
customers. This empowerment process has 
repercussions on the relationships which the 
employees initiate and maintain with their customers 
in order to satisfy them. Thus we propose the 
hypothesis below: 
 
H2: The website-supported empowerment will have a 
positive effect on customer satisfaction. 
 

Website-Supported Understanding Customer 
Expectations 
 
Understanding customer expectations is defined as 
the strategy adopted by firms to generate more 
knowledge of customer expectations and needs and to 
provide customers with the best services [2]. 
Tagliavini et al., [30] found that web customer 
purchases are less than expected. In order to remedy 
disappointing commercial results on the web, they 
proposed, a better understanding of web customers is 
needed [2]. 

On-line collection of data and information about 
customer expectations reduces the social pressure 
associated with face-to-face discussion and increases 
attention to the task; this, in turn, should improve 
customer satisfaction [22]. With the use of the 
Internet’s websites, it is possible to use forums, chat 
rooms, podcast, webex, and news groups in order to 
effectuate, for example, the focus group which should 
enable many companies to understand their 
customers’ desires, needs and expectations [30]. 
Obviously, the companies which use the Internet 
websites should generate more knowledge of 
customer desires and expectations and provide 
customers with the best services so as to win their 
satisfaction. Indeed, customers want firms that are 
able to provide the best services corresponding to 
their expectations [23]; when firms do not provide 
those services to customers, these latter are not 
willing to commit to long term relationships with 
these firms. Therefore, a combination of 
sophisticated web sites and an effective strategy for 
understanding customer expectations should grow 
customer satisfaction. Some companies are 
integrating their customers’ databases into their own 
web sites for understanding customer needs [6], so 
they can tie their customers’ inventory and 
procurement systems to their systems. This will 
create better understanding of their customers’ needs, 
requirements and expectations. Accordingly, it is 
hypothesized that: 

H3: The website-supported understanding customer 
expectations will have a positive effect on customer 
satisfaction. 
 
Website-Supported Trust 
 
Trust is defined as the extent to which the customer 
believes that the vendor has intentions and motives 
that are beneficial to the customer [18]. Trust can be 
achieved by providing the customer with valuable 
information using a secure web site. Some authors 
speculate that in the early stages of Internet 
development, trust is a critical factor in stimulating 
relationships over the Internet [4] mainly because of 
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security issues. Indeed, companies should use web 
content to try to promote their business partners’ trust 
by publishing success stories and partner testimonials 
on their web sites or by carrying seals of approval by 
third parties, and so on. Since the attainment of 
customer satisfaction has customer trust as a 
prerequisite, electronic relationships supported by 
trust should lead to customer satisfaction. When 
customers trust an on-line partner, they will share and 
communicate strategic information; that electronic 
communication enables companies to form a more 
intimate relationship with customers, offering 
products and services tailored to their preferences, 
which in turn increases trust and strengthens 
satisfaction. Hence, we offer the hypothesis below:  
 
H4: The website-supported trust will have a positive 
effect on customer satisfaction. 
 

<insert Figure 1 here> 
 

METHODOLOGY: MULTIPLE CASE 
STUDIES 

 
This research focuses on IT company websites that 
are used to deliver services to their customers. The 
procedure used to process data was based on the 
guidelines suggested by Churchill [7]. In order to 
follow these guidelines, multiple case studies have 
been conducted. In total, twenty two management 
directors and webmasters of eight companies which 
belong to the IT sector in Quebec, Canada were 
asked to participate in the multiple case studies.  
  
The interviews were held individually with each 
management director or/and webmaster for one hour. 
The interviews were tape-recorded, and the texts of 
the interviews were transcribed and entered into 
Microsoft Word software. To help conduct the 
interviews, an interview guide was used.  
 
The study used content analysis to analyze the data 
obtained from a sample of management directors of 
IT companies to test the hypotheses. The common 
response was obtained by using the generalized 
answer from all management directors. The 
procedure for data analysis was based on totaling the 
overall counts of messages coded in each category 
and the analysis of the messages. Each research 
variable has played the role of category. Occurrences 
of the messages in each category have been analyzed 
to determine relative importance. Higher relative 
counts reflect the significance of the particular 
message within the specific category. 
 
Chi-square is used as a statistical test in this paper 
because the data are in the form of raw frequency 
counts of things in two or more mutually exclusive 

and exhaustive categories [8]. In this study, we 
converted interview message frequencies into 
percentages. Any count of messages collected from 
the interview of the management directors and 
webmasters fall into only one category or value on 
each variable. For example, our data are counts of 
positive or negative messages expressing a 
preference for independent and dependent variables 
used in this study. Each message is counted only 
once. In other words, the interview contents have 
been transformed in quantitative data by counting the 
negative and positive messages about each category 
of our research design. The dependent variable 
(customer satisfaction) and the independent variables 
(the website-supported partnerships, the website-
supported empowerment, the website-supported 
understanding customer expectations, and the 
website-supported trust) have been used as 
categories. Since chi-square is similar to percentage, 
it extrapolates a population characteristic (a 
parameter) from the sampling characteristic (a 
statistic) similar to the way percentage standardizes a 
frequency to a total column N of 100 [8]. We 
converted the number of messages counted into 
percentages as if there were 100 messages in each 
category of the independent or dependent variable for 
comparability.  
 

RESULTS AND FINDINGS 
 
In this research, Chi-square, a non-parametric test of 
statistical significance for bivariate tabular analysis, 
was used to test the hypotheses and analyze data. The 
test of the hypotheses determined whether or not two 
different samples (of people or texts) are significantly 
different in some aspect of their behaviors. Then it 
can be generalized from the samples that the 
populations are also different in the behaviors [8]. 
 
Hypothesis Testing (H1) 
 
Table 1 summarizes the number, percent, and chi-
square of messages related to the impact of the 
website-supported partnerships on customer 
satisfaction.  
 

<insert Table 1 here> 
 
Table 1 presents the results of chi-square tests carried 
out to determine whether positive messages about the 
website-supported partnerships predominate over 
negative messages about the website-supported 
partnerships. The results show that positive messages 
were significantly greater than negative messages 
(68.22 at p<0.001). Thus, Hypothesis 1, which states 
that website-supported partnerships will have a 
positive effect on customer satisfaction, is supported. 
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Hypothesis Testing (H2) 
 
Table 2 summarizes the number, percent, and chi-
square of messages related to the impact of the 
website-supported empowerment on customer 
satisfaction. 

 
<insert Table 2 here> 

 
Table 2 presents the results of chi-square tests carried 
out to determine whether positive messages about the 
website-supported empowerment predominate over 
negative messages about the website-supported 
empowerment. The results show that positive 
messages were significantly greater than negative 
messages (59.73 at p<0.001). Thus, Hypothesis 2, 
which states that website-supported empowerment 
will have a positive effect on customer satisfaction, is 
supported. 
 
Hypothesis Testing (H3) 
 
Table 3 summarizes the number, percent, and chi-
square of messages related to the impact of the 
website-supported understanding customer 
expectations on customer satisfaction. 
 

<insert Table 3 here> 
 
Table 3 presents the results of chi-square tests carried 
out to determine whether positive messages about the 
website-supported understanding customer 
expectations predominate over negative messages 
about the website-supported understanding customer 
expectations. The results show that positive messages 
were significantly greater than negative messages 
(77.24 at p<0.001). Thus, Hypothesis 3, which states 
website-supported understanding customer 
expectations will have a positive effect on customer 
satisfaction, is supported. 
 
Hypothesis Testing (H4) 
 
Table 4 summarizes the number, percent and chi-
square of messages related to the impact of the 
website-supported trust on customer satisfaction. 

 
<insert Table 4 here> 

 
Table 4 presents the results of chi-square tests carried 
out to determine whether positive messages about the 
website-supported trust predominate over negative 
messages about the website-supported trust. The 
results show that negative messages were 
significantly greater than positive messages (48.64 at 
p<0.001). Thus, Hypothesis 4, which states website-
supported trust will have a positive effect on 
customer satisfaction, is not supported. 

 
DISCUSSION 

 
Three of four hypotheses are supported.  That means 
the four interrelated website-supported customer 
relationship factors do have different or unequal 
impact on customer satisfaction. The findings of the 
study support that there are connections between the 
use of websites to build customer relationships and 
satisfaction of IT companies’ customers. The effect 
of website-supported partnerships, website-supported 
empowerment, website-supported understanding 
customer expectations on customer satisfaction is 
positive. However, the effect of website-supported 
trust on customer satisfaction is neutral. Also the use 
of a website positively affects the relationship 
between IT companies and their customers. If IT 
companies use websites to maintain relationships 
with customers, trust in IT companies may be 
positively affected, however customers will not 
necessarily be satisfied or dissatisfied accordingly.  
There are many explanations for this, which are 
discussed below. 

 

Satisfaction is the result of a post-consumption or 
post-usage evaluation, containing both cognitive and 
affective elements [15, 19]. The results of this study 
corroborates with this because IT companies build 
relationships with their customers after rending them 
services or signing maintenance contracts with them. 
The satisfaction IT customers develop will take into 
account the way those maintenance agreements will 
be managed or how IT companies, will execute their 
software, hardware or network implementation 
mandates. Usually, IT companies service delivery 
takes time because of the nature of their products and 
activities, during that time IT companies develop 
relationships with their customers because of the 
numerous interactions between both parties. Those 
interactions have a significant impact on the 
satisfaction formation process. By using the 
Internet’s web tools to support relationships, IT 
companies should add another level of complexity to 
switching cost because this relationship should last 
and it will be costly to invest in new technologically 
maintained relationships with other suppliers. The 
new suppliers also should support the cost of new IT 
investment and implementation (training, etc).  
 
According to the expectancy-disconfirmation 
paradigm, customers judge satisfaction by comparing 
previously held expectations with perceived product 
or service performance [15, 19]. In addition, positive 
or negative affects which arise from the cognitive 
process of confirmation/disconfirmation, contributes 
to satisfaction or dissatisfaction [15]. Based on the 
findings of this study, customers do not judge their 
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level of trust in the IT companies when it’s time to 
compare what was received to what was expected. 
 

CONCLUSIONS 
 
The main contribution of this study is the extension 
of the model of satisfaction by incorporating website-
supported customer relationships that begin with 
partnerships, empowerment, understanding customer 
expectations, and trust. We then extended the model 
to incorporate another antecedent to customer 
satisfaction. Also, this study has provided empirical 
evidence on the effect of the use of websites on the 
relationship between partnerships, empowerment, 
understanding customer expectations, and trust and 
customer satisfaction.  
 
The author encourages practitioners and researchers 
to use the findings of this study for various electronic 
commerce applications. 

 
There are two limitations of this study. First, it 
focuses on only one industry (IT companies) and it 
remains to be seen if the results apply to other 
industries (e.g. Automobile and Transportation, 
Hotels, and Airline Industry). Second, there were 
limitations concerning the interviews used 
particularly in regards to the profile of respondents. 
Certain statements indicated that some respondents 
were managers or webmasters who did not 
necessarily have an adequate knowledge of their 
organizations.  
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TABLES AND FIGURES 

 
Figure 1. Theoretical Research model 
 

 
 
Table 1. Number, Percent, and Chi-square of website-supported partnerships 

Coded 
Messages 

Number Percentage  
(%) 

Number of  
respondents 

Chi-
Square 

PCP 28 85 15 16.03*** 
PCPN 5 15 7 
Total 33 100 22 
     
RSP 34 77 18 13.09** 
RSPN 10 23 4 
Total 44 100 22 
     
DCP 23 74 17 7.25 

 DCPN 8 26 5 
Total 31 100 22 
     
CCP 39 75 16 13.00** 
CCPN 13 25 6 
Total 52 100 22 
     
RPP 29 72.5 13 8.10* 
RPPN 11 27.5 9 
Total 40 100 22 
     
GBP 31 76 14 10.75* 
GBPN 10 24 8 

Website-supported 
Partnerships 

Customer 
Satisfaction 

Website-supported 
Understanding Customer 

Expectations 

Website-supported 
Empowerment 

Website-supported 
Trust 

H2

H1

H3

H4



A Qualitative Study Of Customer Satisfaction From An Electronic Commerce Perspective 
 

VOL IX, No. 2, 2008 34 Issues in Information Systems  

Total 41 100 22 
The total chi-square value for Table 1 is 68.22*** 

***P<0.001; **p<0.025; *p<0.05 
 
Table 2. Number, Percent, and Chi-square of website-supported empowerment 

Coded 
Messages 

Number Percentage 
(%) 

Number 
of 

IT firms 

Chi-
Square 

REE 34 72 16 9.38* 
REEN 13 28 6 
Total 47 100 22 
     
PEE 41 84 17 22.22*** 
PEEN 8 16 5 
Total 49 100 22 
     
TME 33 79 16 13.71** 
TMEN 9 21 6 
Total 42 100 22 
     
TTE 27 67.5 14 4.9 
TTEN 13 32.5 8 
Total 40 100 22 
     
EEE 31 74 15 9.52* 
EEEN 11 26 7 
Total 42 100 22 

The total chi-square value for Table 2 is 59.73*** 
***p<0.001; **p<0.01; *p<0.05 

 
Table 3. Number, Percent, and Chi-square of website-supported understanding customer expectations 

Coded  
Messages 

Number Percentage 
 (%) 

Number  
of IT firms 

Chi-Square 

PCS 28 74 16 8.52* 
PCSN 10 26 6 
Total 38 100 22 
     
DII 35 78 17 13.88** 
DIIN 10 22 5 
Total 45 100 22 
     
PFH 33 72 15 8.69* 
PFHN 13 28 7 
Total 46 100 22 
     
OFC 41 72 16 10.96* 
OFCN 16 28 6 
Total 57 100 22 
     
SCS 38 81 17 17.89*** 
SCSN 9 19 5 
Total 47 100 22 
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UCE 41 79 15 17.30*** 
UCEN 11 21 7 
Total 52 100 22 

The total chi-square value for Table 3 is 77.24*** 
***p<0.001; **p<0.01; *p<0.10 

 
Table 4. Number, Percent, and Chi-square of website-supported trust 

Coded 
 
Messages 

Number Percentage 
(%) 

Number 
 of IT 
firms 

Chi-
Square 

BLI 7 19 9 14.29** 
BLIN 30 81 13 
Total 37 100 22 
     
PRM 14 25 8 14.00** 
PRMN        42 75 14 
Total 56 100 22 
     
CBH 23 53 11 0.20 
CBHN 20 47 11 
Total 43 100 22 
     
DCA 11 24 6 11.75* 
DCAN 34 76 16 
Total 45 100 22 
     
CCT 16 36 7 3.75 

 CCTN 29 64 15 
Total 45 100 22 
     
CCR 9 34 8 3.57 
CCRN 19 66 12 
Total 28 100 20 
     
CHI 19 42 7 1.08 
CHIN 26 58 15 
Total 45 100 20 

The total chi-square value for Table 4 is 48.64*** 
**p<0.005; *p<0.025; p<0.001 

 
Table 5. Website-Supported Partnerships 

Negative 
Coded 
 Messages 

Positive 
Coded 

 Messages  

Definition of Messages  

PCPN PCP 
Joint advertising programs with customers. 

RSPN RSP Resale of your firm’s products and services by your customers.  
DCPN DCP Joint development of products and services with customers.  
CCPN CCP Creation of joint ventures with customers. 
RPPN RPP Reference to your firm’s products and services when customers sell their own products and 

services.  
GBPN GBP In general, your firm builds partnerships with its customers. 
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Table 6. Website-supported Empowerment 

Negative 
Coded 
 Messages 

Positive 
 Coded 

 Messages  

Definition of Messages  

REEN REE 
Your firm rewards employees who do their very best to solve customer problems. 

PEEN PEE Your firm has policies indicating to employees their degree of responsibility and authority in 
solving customer problems. 

TMEN TME Your firm has a relationship training program for technical service employees. 
TTEN TTE Your firm has a technical training program for customer service personnel and customer 

representatives. 
EEEN EEE In general, your firm empowers employees with regards to customer relations. 

Table 7. Website-supported Understanding Customer Expectations 

Negative 
Coded 
 Messages 

Positive 
Coded 

 Messages  

Definition of Messages  

PCSN PCS Your firm provides the personalized customer support to each customer 
DIIN DII The customer can consult data and information about your firm’s portfolio via the web site 
PFHN PFH Your firm provides a form to chat with its customers 
OFCN OFC Your firm organizes focus group with its customers 
SCSN SCS Your firm does survey to collect data about its customer satisfaction 
UCEN UCE In general, your firm understand its customer expectations 

Table 8. Website-supported Trust 

Negative 
Coded 
 Messages 

Positive 
Coded 

 Messages  

Definition of Messages  

BLIN BLI Your firm can’t be trusted, it’s just too busy looking out itself 
PRMN PRM Your firm can be relied on to keep the promises that it makes 
CBHN CBH Your firm is basically honest 
DCAN DCA Despite what your firm says, it will try to take advantage of its customers 
CCTN CCT Your firm cannot be trusted at times 
CCRN CCR Your firm can be counted on to do what is right 
CHIN CHI In general, your firm has high integrity 


