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Abstract— Many websites fail to help companies reach their objectives because they neglect consumers need in their websites 

developments. The consumer of B2C business plays a significant role in sustaining B2C business organizations. Therefore, companies 

must identify their consumers’ behavioral characteristics. This study aims to investigate the B2C quality factors from the consumers’ 

perspective. Specially, investigate the current practice of quality development for B2C ecommerce websites in term of satisfaction, online 

buying habits, obstacles surrounded B2C ecommerce websites and the factors that effecting and considered in B2C evaluation from 

consumers perspectives. Data was gathered through questionnaire and interviews methods.  Simple descriptive statistics such as mean, 

frequency calculation, and percentages were used for analysis.   Out of thirty three factors, only seventeen factors have been found to be 

important.   These are web site visibility, safety, serviceability, price savings, high responsiveness, online shops credibility, enjoyment and 

entertainment, websites information, the value of the web, promotive activities, clarity, relevance, diversity of goods, services and 

information, web documents current and updated, user-friendly web interface, trust or trustworthiness, and accuracy and authority of web 

documents. 

Index Terms— Business to consumer, consumer prespective factors, e-commerece evaluation, likert scale, questionnaire, website 

evaluation, websites quality. 

——————————      —————————— 

1 INTRODUCTION                                                                     

he technological advances of the twenty one century 
have led to significant increase in internet using for 
commercial purposes [1]. Since, the development of the 

first commercial website in 1994, E-commerce has grown 
rapidly. It is predicted that e-commerce usage will increase 
rapidly during the next years. Laudon and Traver [2] sup-
ported this theory and they also predicted in the near fu-
ture all commerce business will be ecommerce business by 
the 2050.  
 

In addition, the consumers are no longer bound or loyal 
to specific times or specific locations if they want to shop; 
consumers can purchase whatever products or services 
virtually at anytime and from any place. In other words, 
online shopping is the process used by the consumer when 
he/she decides to shop via the internet from anywhere and 
at anytime, which is known as e-commerce. E-commerce is 
considered as one of the most important contributions of 
the information technology revolution [3]. 

 
 

    In general, e-commerce can be defined as a business 
process of selling and buying products, goods, and services 
through online communications or via the internet medium 
[4]. In other words, e-commerce means exchanging goods 
and services on the Internet as on-line shopping [5]. Indeed, 
e-commerce is considered one of the best methods for buy-
ing and selling products, services, and information elec-
tronically. Besides this, e-commerce is also considered one 
of the factors affecting the way payment is made. As in [6], 
[7], company interactive communication channel classified 
for four main types of ecommerce which are Business to 
Business (B2B), Business to Consumer (B2C), Consumer to 
Business (C2B), and Consumer to Consumer (C2C). B2B 
refers to online transaction conducted between business 
organizations. B2C refers to the transactions that conduct 
between business and consumers via electronic way. C2B 
refers to consumers selling their goods or services to busi-
ness on online ways. C2C involves the online interaction 
conducted between consumers.  
 
     There are limited studies in Jordan regarding ecom-
merce. These studies focused on challenges and limitation 
of adopting ecommerce in Jordan, reviews on how Jordan 
has adapted to some ecommerce challenges, and infrastruc-
tural problems that affect ecommerce. Many studies agreed 
that organizations in Jordan are facing a number of ob-
stacles and barriers which affect the distribution of ecom-
merce in Jordan.  They claimed that the reasons for limited 
buying and selling through the Internet were the lack of 
cooperation between the public and private sectors, lack of 
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trust, infrastructure problem, lack of knowledge, weakness 
of ecommerce organizations in promoting ecommerce in a 
good way, high cost of personal computes, high cost of 
connecting to the Internet, lack of training, and cultural 
resistance [8],[9].  These studies suggested ecommerce or-
ganizations to improve their existing websites so as to im-
prove their business.  
 
     In order to improve quality of ecommerce websites and 
thus increase online purchasing, important factors affecting 
success of ecommerce websites need to be investigated and 
addressed specifically on consumers‟ perspectives. Many 
researchers reported that more than seventy five percent of 
dot.com cpmpanies do not last longer than two years 
[10],[11],[12]. Many researchers related this failure to the 
neglecting of consumers‟ needs [13],[14], or ignoring the 
consumers‟ element in their website development [15].  
 
     Ecommerce website is considered as the „front door‟ of 
an online shop that interacts between the organizations and 
consumers and many websites fail to help organizations 
reach their objectives because consumers‟ needs are not 
catered for in the development which, results consum-
ers‟dissatisfaction in using the websites.  
 

    Existing literature has pointed out that the consumers‟ 
perspective in website evaluation has not been given due 
consideration [16], [14], [17]. [15], [14], [18] related this fail-
ure to designers who did not take the consumer aspect or 
human element into consideration in their website devel-
opment. [19] related this failure to the lack of comprehen-
sive set of criteria for B2C website development, which 
means there is a need to develop a framework that includes 
a comprehensive set of characteristics from the user and 
technical aspects.  
 
    This research presents the findings of a study that was 
conducted on Jordanian firms. The purpose of the study 
was to understand the preliminary issues underlying web-
sites quality evaluation, find out the current practices of 
website quality evaluation, determine consumer factors 
related to B2C transactions, investigate users‟ opinions on 
the need of websites quality evaluation for B2C websites, 
investigate the importance of consumer perspectives on  
B2C websites evaluation and development and, investigate 
the mechanisms and procedure that organizations currently 
follow in their websites development. 

2 RESEARCH APPROACH  

Survey method was used for conducting an empirical study 
on Jordanian organizations. The following sections describe 
the methodology for the study. 

 

2.1 Questionnaires development and interviews 

A five point Likert scale questionnaire was first developed. 
The questionnaire consist of thirty two questions divided to 
four main sections:- respondent background, current prac-
tices for quality models for business to consumer‟s ecom-
merce websites, websites quality and the obstacles sur-
rounded business to consumers‟ websites, and quality fac-
tors. Section respondent background consists of nine ques-
tions. It presents general information about the respondent 
/ demographic data and some trigger question to increase 
the reliability of the study such as the gender, educational 
level, online buying habits, the websites you always fre-
quently visit, internet connection type, and online purchas-
ing experiences. See  Table 1. 
 

Section two is titled as the current practices for quality 
models for business to consumer‟s ecommerce websites. 
This section consists from twenty six questions and divided 
into two groups. First group reflects the organization pers-
pectives the second group reflect the users perspectives. 
The decomposition has done through inserting condition to 
the top of this part. The condition was “If you are an em-
ployee in organization or you have knowledge or expe-
rience about software quality and website quality, please 
proceed to the next questions. Otherwise, please skip to 
next question”. 

 
     However, this section aim to investigate the models that 
have been held by the organization for websites develop-
ment and evaluation, the mechanisms and procedures that 
have been used to meet the consumers need, techniques 
that have been used to validate and verify the organization 
websites, consumers participation, and satisfaction of the 
users. 

TABLE 1 
SECTION OF RESPONDENT BACKGROUND 

 

 Section one ques-
tions 

Question descrip-
tion  

Question aim 

1 The gender? Male , female  Demographic 
determine 
respondent 
gender 

2 The age? Determine res-
pondent age 

Demographic 

3 Educational lev-
el? 

Determine res-
pondent education 
level 

Demographic 

4 What type of 
connection do 
you have to the 
internet? 

Access the internet 
by which type of 
connection 

Reliability 
check 

5 Have you heard 
about e-
commerce? 

Yes , No question Reliability 
check 

6 Have you made 
an online pur-

Yes , No question Reliability 
check 
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chase? 
7 Have you ever 

operated an e-
commerce busi-
ness? 
 
 

Yes , No question Ecommerce 
experiences 

8 If you shop on-
line, what type of 
shopper does 
apply to your 
online buying 
habits? 

Recreational, Ex-
perimental, Con-
venience, Econom-
ic, Others 

Determine 
the respon-
dent buying 
habit 

9 Which of the 
following best 
describes your 
sites that you 
always visit? 

Government sites, 
Semi-Government 
sites, Private Sec-
tor sites, Others 
sites. 

Determine 
the most use-
ful sites  

 
Likert scale 1-5 used in some places such as when the con-
sumers asked about the degree of satisfaction and partici-
pations. Which 1 presents very dissatisfied, 2 somewhat dissa-
tisfied, 3 neutral, 4 somewhat satisfied, and 5 very satisfied. Al-
so, the scale used is Likert scale 1-5 which 1 represents 
strongly disagree, 2 refers to disagree, 3 refers to neutral, 4 
refers to agree and 5 to strongly agree.  
 
    Section three is titled as websites quality and the ob-
stacles surrounded business to consumers‟ websites. This 
section consists from one question divided to eight partial 
questions. This part reflects the organization perspectives. 
Therefore, only the respondents reflect the organization 
perspective were taken for the analysis. This part aim to 
investigate and rank the given obstacles surrounded the 
ecommerce websites. The question was “In your opinion, 
what are the main constraints or obstacles surrounded 
Business to consumer ecommerce websites developments 
you have experienced? Indicate your strength of agreement 
for each statement below.  
 
    Section four is titled as quality factors. It consists from 
one question divided to thirty two partial questions. This 
part reflects the user‟s perspectives. the aim of this section 
is to rank the level of consideration of the quality for the 
website application from the consumers perspectives. the 
question was  how do you rank the level of consideration of 
the quality for the website application? Please tick at the 
appropriate box according to the ranking given below. The 
scale used is Likert scale 1-5 which 1 represents very low 
consideration, 2 refers to low consideration, 3 refers to average, 
4 refers to high and 5 to very high consideration. Other ques-
tions were inserted to generate better understanding for 
websites evaluation requirements and to explore the weak-
nesses of the B2C ecommerce websites evaluation and de-
velopments.  
 
 

    The second instrument is the interview. It is a conversa-
tion between two sides the first called interviewer and he is 
the one who ask the questions.  The second is the intervie-
wee and he is the side were asked to obtain the informa-
tion. Here, the respondents were selected randomly from 
B2C organizations list. Also, the probabilities to choose 
each company were calculated and identified. Random face 
to face interview with users and developers were chosen 
due to several reasons which are the interview with inde-
pendent developers and users and other staffs may also 
included related to specific issue and module of the web-
sites help to generate conceptual structure for the websites 
characteristics and formulate initial evaluation framework 
for websites evaluation. Moreover, provide clear under-
standing about the obstacles and constrains surrounded 
B2C ecommerce websites. 
 

2.2 Data Collection 

 The questionnaires were distributed to three hundred and 
eighty four respondents. Many research method books such 
as research method to UMA SAKARAN agree this numbers 
of respondent is enough to present the overall population. 
Since, the internet users amount to about three per cent of 
Jordan‟s total population and they considered potential 
consumers for B2C ecommerce websites organizations.  
 
    The sampling frame for the survey was a listing ADSL 
users because of the latest official figures shows that there 
are about 294 thousands participation of Internet 
broadband in the Kingdom of which about 185 thousand 
subscriptions ADSL service and there are about 80 
thousand participation of WiMAX (wireless internet). In 
addition, Arab advisors group (2010) which consider one of 
the big and well known research organizations and 
Telecommunications Regulatory Commission [TRC] (2010) 
confirm that most of internet users used ADSL type of 
connections. Therefore, ADSL users were chosen in this 
survey because the majority of users and organizations 
used ADSL connections .The sampling technique used was 
a simple random sampling. Simple random sampling is the 
basic sampling technique where we select a group of sub-
jects (a sample) for study from a larger group (a popula-
tion) [23]. Each individual is chosen entirely by chance and 
each member of the population has an equal chance of be-
ing included in the sample. Every possible sample of a giv-
en size has the same chance of selection. A simple random 
sample is meant to be an unbiased representation of a 
group. Respondents were randomly targeted by receiving 
an email shot in their inbox.Two hundred and ninety five 
respondents have responded to the survey.  Each respon-
dent represents his or her perspectives. Respondents were 
selected randomly from various categories. 

 
 
 
 



International Journal of Scientific & Engineering Research, Volume 3, Issue 1, January-2012                                                                                         4 

ISSN 2229-5518 
 

IJSER © 2012 

http://www.ijser.org  

2.3 Measurements 

Data collected was entered into Excel for analysis.  Relia-

bility test was first conducted to ensure that the question-
naire is reliable.  Validity test was then performed.  Validi-
ty refers to the degree in which a test or other measuring 
device is truly measuring what is intended to measure [24].  
Factor analysis was used to ensure of the factor reliability 
and how much are the factors related and harmonized [24]. 
 

2.4 Procedures 

The data collected was keyed in into EXCEL and 
preprocessed for missing values, outliers and other noises.  
The dataset is then divided into two groups, Group A and 
Group B.  Group A presented the consumers which 
includes all users. Group B is a subset of Group A whereby 
it represents only users who are companies‟ employees.  
This group was identified through questions in section B 
and C.   Sections B and C presented questions on compa-
nies‟ perspectives while section A and D presented on con-
sumers‟ perspective.   Group A consists of two hundred 
and ninety five (295) respondents and group B consists of 
sixty seven (67). After dividing the data set to two groups 
the analysis takes it place.  
 
    Using SPSS package and taking on consideration the dif-
ferentiation between the two groups of respondent the 
analysis has been conducted.  The questions related to the 
organization were analized using group B. Also, the ques-
tions related to the customers were analized using group A. 
In this study, group A used to analize part A and D where 
group B used to analize part B and C of the survey.  Here, 
Normal descriptive statistics analysis such mean, frequen-
cies, and percentage are used in this study. The percentage 
and the frequency used to represent the demographic data 
of the respondents, Distribution of Online Buying Habits 
for the Consumers, Distribution of the most visits sites, 
Current Practice on Websites Quality Developments, and 
the degree of satisfaction toward the quality of the organi-
zations websites. Whilst, the mean used to rank the ob-
stacles and constrains that surrounded B2C ecommerce 
websites development and evaluation. In addition, it used 
to classify and rank the importance of quality factors from 
the consumers‟ perspectives. 

3 FINDINGS 

This section discusses the result that obtained from the pilot 
survey analysis.  Results from analysis are presented in 
subsections which are based on the group of items in the 
questionnaire. 
 

3.1 Demographic Data 

The respondents sample consisted of 73.7% male and 26.3% 
females.  The disproportionate of male and female could be 
due to more males tending to buy over the net. In terms of 

age, sixty percent (60%) of the respondents were from 23 to 
30 years old.  Group age between 31 to 40 years consisted of 
percent (27%).   Respondents that were 17 to 21 were the 
third largest group and represented 9% of the sample.  The 
least and the last percentage was respondents that were 
above forty (5%). This differentiation could be due to the 
nature of human behavior, that it, respondents above forty 
years old and younger than seventeen tend to be less inter-
ested in conducting electronic purchasing. 
 
In terms of educational level, majority of respondents (70%) 
have university degrees, 21% have advance degrees and 9% 
have seminary certificates. Educated people were mainly 
the ones who conduct transactions electronically because 
they have the experiences and knowledge to conduct online 
purchasing.  
 

3.2 Distribution of Online Buying Habits for the 
Consumers 

The analysis showed that majority respondents used the 
interment to search for the best deal (62%), and 20% of res-
pondent used the internet to enquire about products they 
wanted to purchase. The rest used the internet for pleasure 
(18%). This indicates that greatest number of users seek for 
the best deal and useful information from the internet. 

 

3.3 Distribution of the most visits sites 

The finding showed that the private sites are the most vi-
sited sites as compared to government and semi-
governments sites. Privates sites were accessed almost 
80%of the time because the nature of consumers is to search 
for the best deal.   Second and third most visited sites were 
semi-governments and government sites with 12.2% and 
7.8% respectively.  Table 2 shows the statistics obtained. 
 

3.4 Current Practice on Websites Quality 
Developments 

The analysis of the degree of satisfaction on the quality of 
Jordanian B2C websites as compared to other countries‟ 
websites showed that majority of the respondents were 
between very dissatisfied (67.2%) and somewhat dissatis-
fied (32.8%).  Some of the respondents were neutral and 

TABLE 2 

WEBSITES TYPE DISTRIBUTION 
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this may be due to their lack of experiences in dealing with 
outside websites.  Table 3 shows the results. 
 

 
    The respondents were also asked to indicate the current 
models, technique, and mechanisms that the companies 
follow to evaluate and developed their websites. The analy-
sis showed that 83.6% of the companies do not follow any 
models and 16.4% stated that they followed certain quality 
models such as ISO model.  They were also asked on the 
mechanisms that they used to obtain information on their 
consumers‟ needs.   Results showed that 57.6% of the com-
panies do not have any mechanisms or procedures to iden-
tify their consumers‟ needs and 42.4% of the respondents 
followed several mechanisms such as polls, SMS, forums, 
obtain feedbacks from customers directly through their 
websites, and help desk services. Therefore, from the find-
ings it can be seen thatthere is an urgent need for some me-
chanisms and procedures for companies to follow in order 
to meet consumers‟ needs.   
 
     In terms of techniques to evaluate B2C websites, the 
analysis showed that 74.6% of the respondents said that 
there was no technique used to validate and verify their 
websites. 25.4% of the respondents mentioned that they 
used techniques such as website auditors and standard 
quality measures and processes. Therefore, the findings 
also showed that there is an essential need to provide tech-
niques to evaluate companies‟ websites. 
 
     Next, respondents were asked if there are any methods 
or processes provided by the country to evaluate their 
companies‟ websites. 13.4% of them claimed that there are a 
few methods and processes such as payment gateways and 
markup validation services that are provided to companies. 
86.6% of the respondents stated that no methods or process 
were available to validate their websites.  Therefore, this 
shows that the country requires a method that can be used 
by Jordanian companies to validate their websites. Accord-
ing to above scenario, B2C ecommerce websites quality 
evaluation framework that includes components such as 
mechanisms, methods, and technique is urgently needed 
for B2C ecommerce websites evaluation and developments. 
Table 4 illustrates the results. 
 

 
 
     In addition, the respondents were asked on the index or 
the metrics that the company used to measure the quality of 
their website. 
 
     Majority (52.0%) considered that they have reached the 
target of quality if they meet their organizations‟ objectives. 
16.0% of respondents mentioned that if they received posi-
tive feedbacks from the websites‟ owners they are consi-
dered as achieving the target of quality.  12.0 % considered 
positive feedbacks from the team of developers showed 
good achievement and achieved their target. 7.3% men-
tioned that the quality target is achieved if they meet their 
consumers‟ needs and 10.5% mentioned that quality is met 
when their websites meet users‟ satisfaction. 
 
     Respondent were given a list of reasons for ecommerce 
companies‟ failure. They were asked to rank the most im-
portant factors that caused the failure. The analysis showed 
that ignoring consumers‟ aspects in websites developments 
was the most important factor with per (65.08%).  This is 
followed by lacking of some quality attributes/factors 
(15.93%) and qualities of the websites were neglected dur-
ing the development phase (13.22%). Therefore, ignoring 
the consumers‟ perspective in the websites evaluation and 
developments was considered as the most important con-
strain that affect the success and failure of the ecommerce 
companies.   Fig 1 shows the results.  
 
It can be seen that eventhough, most respondents consi-
dered some measures to evaluate the quality of their web-
sites, they however did not consider input from consumers 
in their websites evaluation. Therefore, consumers‟ pers-
pective must be included in the websites evaluation and 
developments. 
 

TABLE 3 
USER SATISFACTION ON THEIR WEBSITES  

 

TABLE 4 

 CURRENT PRACTICES ON WEBSITES DEVELOPMENT 
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3.5 Quality Factor from Consumers’ Perspectives 

Respondents were asked to rank a list of quality factors 
gathered from the literature review. These factors can be 
used for evaluating B2C websites and as the criteria for B2C 
websites development. Results were established by calcu-
lating the mean score for each factor and selecting the ap-
propriate interval to represent the means score for all fac-
tors. The appropriate interval selected is from 3.43 and 
above. This appropriate interval was selected for the reason 
that Likert scale with five internal scales was used to 
represent the degree of consideration for each quality fac-
tor. Therefore, the appropriate interval scale needed to 
represent all levels. Since Likert scale used five variables 
and four intervals to represent all levels, appropriate inter-
val 0.8 was chosen.  
 

Formula used: 
 

Appropriate interval = number of interval/ number of variable 

Appropriate interval for the study = ( 4/5 ) = 0.8. 

 

Table 8 shows the different levels of consideration on all 
factors. 

 

 

 

 

 
  

    Out of 33 factors that were selected from the literature 
review, only 17 factors were found to be important.  These 
were web site visibility, safety, serviceability, price savings, 
high responsiveness, online shops credibility, enjoyment 
and entertainment, website information, value of web pro-
motion activities, clarity, relevance, diversity of goods, ser-
vices and information, current information, user-friendly 
web interface, trustworthiness, and accuracy and authority.  
Other factors with lower mean score (less than 3.43) were 
considered as not commonly used in evaluating B2C web-
sites.  
 

4 CONCLUSION 

 
B2C websites plays a major role in helping companies reach 
competitive edge and become sustainable. Evaluation of 
websites help to create a higher quality product that meets 
consumers‟ needs and organizations‟ objectives. 
 
     In order for companies to be competitive, sustainable 
and have a consistent growth in market share, the use of 
quality B2C websites is essential. An investigation through 
the current practice towards quality development of Jorda-
nian B2C websites was made through empirical study.  Re-
sults showed that majority of the consumers are not satis-
fied with their companies‟ websites, and majority of B2C 
ecommerce websites‟ developments do not follow certain 
or standard quality models, mechanisms, methods,  and 
techniques.   
 
 
 
 
 
 
 
 

TABLE 8 

INTERNAL PRESENTATION FOR THE DEGREE OF IMPORTANCE 

 

 

Fig. 1 Distribution of reasons on why B2C websites fail. 

 

 

 

Fig. 1 Distribution of reasons on why B2C web-

sites fail. 

Fig. 1 Distribution of reasons on why B2C web-

sites fail. 
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    Many respondents claimed that the Jordanian government 
did not provide or support any standard methods that the 
companies must follow in implementing their websites.   
Based on the above results, most of the B2C ecommerce web-
sites were developed without considered the quality and con-
sumer perspectives.  This is because most companies relate 
quality with achieving organizations‟ objectives, or to websites 
owner. These companies do not regard their quality with 
meeting consumers‟ needs and satisfaction. The findings of 
this study includes identification of websites quality factors, 
online buying habits of B2C consumers, obstacles and the con-
straints surrounding B2C ecommerce websites, and factors 
that consumers‟ consider when using B2C websites.  This in-
formation will then be used to construct an evaluation frame-
work.  The framework will be presented in another journal 
paper. 
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