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ABSTRACT 
Retail websites are developed with the aim of attracting consumers to a featured product and 

ensuring that the attraction, as well as the customers’ interaction, leads to purchases. The 

purpose of this research is to explore the usability of fashion retail websites and the impact of 

different features and qualities of the website on customer satisfaction and use. Respondents 

who were selected are millennials in Ireland and were between the age of 22 – 38. An 

exploratory descriptive research design that makes use of the deductive positivism 

philosophy was utilized. The result supports website qualities such as presence of effectively 

relevant graphics, consistency of information and ease of navigation and use, determine 

customer satisfaction. Therefore, retail website owners must be ready to invest in increasing 

website quality and navigability. 

  



 

1.0 INTRODUCTION 
In the past few years, the retail industry has changed with breath-taking speed, with the new 

digital technologies like internet of things (IoT) altering the expectations of retail customers 

who are willing to pay more for a better customer experience (Kolassa, 2019). The 

development of Internet and its adoption as a new channel for marketing online shopping has 

become the promising shopping mode. Online shopping is increasing at a much faster pace in 

the present competitive environment. It has also gained momentum in developing and 

developed countries due to factors like convenience, limited time, parking space, traffic etc. 

The online retailer can make variety of products available on their websites without the need 

for any physical presence and cater to the needs of consumer (Tandon, Kiran and Sah, 2018). 

However, the rapid growth of ecommerce raises the questions about the relationships 

between website quality, consumer satisfaction, trust and loyalty. Website being the main 

access channel to online shopping till date, has resulted in vast design efforts invested in 

assuring its usability and ease of use (Dabrowski, Basinska and Sikorski, 2014). “As 

customer experience is associated with pleasure, arousal, and achieving a specific end while 

shopping. It is more often compared with the terms “hedonic” and “utilitarian” in several 

studies” (Swapana and Padmavathy, 2017). The internet improved organisations ability to 

cater to their consumers’ needs and provided consumers with unlimited choices ; i.e. 

consumers can now switch among brands and retailers at no cost.it is therefore important that 

online retailers determine the antecedents of online consumers satisfaction (Vijay, Prashar 

and Sahay, 2019).  The retention of online consumer has attracted a lot of attention, since it 

serves as a means of competitive advantage. It is believed that when consumers are satisfied 

with an online retail shop, they would make purchase from the retail shop often. Therefore, 

retaining and satisfying the consumer are important and also understanding the factors that 



drives consumer satisfaction and their choice of online retail stores (Vasić, Kilibarda and 

Kaurin, 2019). Which has made retails and brands attempt to satisfy the demands of more 

discerning, more informed, more demanding customers and can no longer rely on traditional 

approach of targeting a set of chosen customers. This is because customers would choose the 

direction of their personal spending and their choice are increasingly influenced by the 

distinctive value and customer experience they encounter (PricewaterhouseCoopers, 2019). 

Online shopping for fashion product is gaining popularity, because it acts as a space for 

shoppers to communicate (Sethi, Kaur and Wadera, 2018). Millennial consumers, known also 

as generation Y are regarded as the as the market segment with more purchasing power than 

any other generation. This has made them the market segment for companies to consider 

(Emerging Markets Conference Board et al., 2018). Generation Y is the main group of 

shoppers who buy online when compared to other generations, this has helped online apparel 

industry to boost sales by reaching generation Y (millennials) through online websites (Ying 

San Lim et al., 2016) generation Y being the biggest shoppers compared to other generation 

was also confirmed in the Irish retail and consumer report by |PricewaterhouseCoopers 

(PWC) stating that the millennials grew up in a world that has always been connected and 

their currency is social influence, validation, values and trends. They are willing to handover 

data about themselves but need a meaningful return on the data given and they thrive on 

experience (PricewaterhouseCoopers, 2019). The study comparing online purchasing attitude 

between millennials and non-millennials claims that millennials are impulsive buyers and 

make decisions very quickly. While non- millennials (generation X and Z) are meticulous 

when shopping online (Burnasheva, GuSuh and Villalobos-Moron, 2018). 

In Ireland, retail is the largest industry and largest private sector employer that has a presence 

in every city, town and village in the country. The sector employs almost 285,000 people,   

the biggest contributor to Irish exchequer and generating 23% of total tax receipts in Ireland 



(Retail, 2019) . In comparison to the United-States and United-Kingdom, Ireland was a 

relative slow starter in embracing E-commerce (O Callaghan and O Riordan, 2012). 

However, there was a significant degree of evidence that Irish retailers (both large and small) 

were increasingly focused on E-commerce as a channel for sales development. With 

broadband providing complete coverage in Ireland, online shopping became a viable option 

for many customers as a result of people having access to internet and along with the rapid 

development of technology. The acceptance of E- commerce in Ireland increased (ibid). As at 

2018, Euromonitor international shows figure that revealed Ireland to be the biggest online 

shopper per capita ahead of other countries and a survey carried out on behalf of PayPal also 

confirmed that Irish people are the biggest international online shoppers in the world with 

84% buying overseas. The survey showed an estimated 2.2 million consumers made at least 

one purchase from an overseas online retailer compared to the 2.2 million who stayed and 

purchased from an Irish owned website, vice president for PayPal continental Europe went on 

and said Irish retailers can make use of this golden opportunity if websites are easy to use, 

mobile friendly and can facilitate payment (Taylor, 2019). Statistics from Central Statistical 

office on household shows that 89%of households make use of internet and 50% of this 

percentage are internet purchasers, with cloth being the most popular online purchase. 

Clothes were purchased by 50% of the internet users; 66% of the internet purchasers not 

experiencing any problem. However, 18% stated that speed of delivery was an issue, 11% 

talked about technical failure of websites and foreign retailer not delivering to Ireland, 3% 

talked about fraudulent activities and 7% talked about poor customer service, wrong or 

damaged goods delivered (CSO Statistical release, 2018). With online retailing growing in 

Ireland, a comprehensive and thorough understanding of factors leading to Irish consumer 

satisfaction is essential. Various studies in the past have emphasized on the importance of 

consumer satisfaction with online retailing, The online retail gaining attention with students 



had (Sundar D, 2016) study the factors influencing students buying intention through internet 

shopping in institutions, the framework of Philip Kotler forces influencing online purchasing 

was used in analysing variables such as usefulness, ease of use, privacy, compatibility and 

security. It was observed that the analysed variables has been found to be important 

predictors towards attitude in on line shopping. (Clemons et al., 2016) conducted a research 

on the study of consumers towards the risk of online shopping and consumer online shopping 

behaviour across four countries (United State of America, Germany, China and Singapore). 

The trust of online shopping in the four countries was examined using three experimental 

treatment; no assurance, promise of product quality and authenticity, and promises backed up 

by third party assurance. The subject of perceived risk associated with different treatment 

across different vendors, impact of customer reputation was also examined. (Green and 

Pearson, 2011) analysed the role of website usability in B2C electric commerce environment 

by using identified dimensions of website usability that have been examined in literature and 

integrated those dimensions within an electronic commerce acceptance model using E-

commerce simulation. Structural equation modelling was used to analyse the relationship 

between website usability and ecommerce variables. Ziaullah et al, observed that despite the 

rapid growth and development of online shopping, the online retail sale of china accounts for 

12.3% of the total retail sale. This happened because 81%of Chinese consumers shopped 

outside the border as a result of perceived unfairness on price, policy, products, services and 

information (Ziaullah, Feng and Akhter, 2017). (Tandon, Kiran and Sah, 2018) analysed the 

impact of website functionality, drivers and perceived risk of online shopping on customer 

satisfaction in India and the findings of the study revealed that perceived usefulness and 

website functionality have a positive impact on customer satisfaction, while perceived 

usability has a significant but negative impact on customer satisfaction. 

 



 

1.2 Research Rationale  

In order to explore the dynamics of a market, it is crucial to understand the consumption 

patterns displayed by the shoppers of the market (Vijay, Prashar and Sahay, 2019). Despite 

the findings of past researches, no research has been done on customer satisfaction with the 

usability of online retail fashion in Ireland to the best of the researcher’s knowledge. The 

significance of past findings to Ireland needs to be validated. As a result of the dissimilarities 

of Ireland cultural background with other nations that has been examined, and the statistics 

from central statistical office showed that some of the consumers have problems with the 

usability of the online retail website and services from the platform. Therefore, this research 

would be conducted in the Irish context as the researcher would investigate consumer 

satisfaction with the usability of online retail fashion using millennials in Ireland as the 

population. 

1.3 Aims and Objective  

The researcher wants to know if the usability of fashion retail websites influences 

customer satisfaction by doing a study of the millennials in Ireland. Does the use of the 

website meet up with millennial consumer expectation or the website is too complex for them 

to use and does not meet the expectation of millennial customers?  This would help the 

researcher understand why despite the growth in online sales, a significant portion is spent 

outside of Ireland ( Retail Monitor - Retail Ireland, 2018). 

The main research question is to know how ‘usability’ of fashion retail website impact 

consumer satisfaction for millennials in Ireland. 

As this would help in understanding if the usability of websites has a positive or negative 

effect on Customer satisfaction. It would also help the researcher to know if consumers have 

issues using the websites and if that is why most purchases are made outside of Ireland. From 



the perspective of an online retailer. It would help to know what changes can be made on a 

website. 

The research objectives are: 

1) To assess if website quality has a positive or negative effect on customer 

satisfaction. 

2) To know if website graphics has created a positive effect on customer 

satisfaction. 

3) To analyse if a good delivery service influences where customers shop online. 

4) To examine if customers are satisfied with how transactions are carried out by 

online retailers.  

Consumer satisfaction with online fashion retail is dependent on several factors. Therefore. 

The investigation on this topic is being done to get response from millennials in Ireland.in 

order to identify what online fashion retailers can do to make the usability of their website 

easier for consumers. 

1.4 Research Hypothesis 

Online retailing as a platform for shopping and is created to enable consumers purchase their 

needs at anywhere with ease (Moorhouse et al.,2018). Despite the increase of online 

purchasers in Ireland. The purchase in Ireland itself is low and the reason for this needs to be 

assessed and know what needs to be remedied. Based on secondary information, the 

following formulated hypothesis for this study would be tested as follows; 

 Website usability has a significant positive relationship with customer satisfaction. 

 Website functionalities has a significant positive relationship with customer 

satisfaction. 



 The is a strong relationship between customer satisfaction and the perceived 

unfairness of price, policy, product, service and information on fashion retail websites 

in Ireland. 

 1.5 Dissertation Roadmap 

This research paper is divided into 6 chapters: 

 Introduction 

  Literature review 

 Methodology, 

 Findings 

 Discussion 

 Conclusion and recommendation.  

Chapter 1: The introduction provides an overview of existing literature on website usability 

and customer satisfaction. 

Chapter 2: This chapter includes a broad overview of past and current literature on how 

online retailing has changed regarding customer satisfaction and the usability. The themes 

would be presented in this section and reviewed by using past academic research and 

classifying some themes into sun-sections. 

Chapter 3: This chapter explains the way in which the research would be conducted. It would 

provide a comprehensive overview of the research philosophy, approach to theory 

development, methodological choices, and research strategy and research design adopted by 

the researcher for the primary research. The rationale behind the sample population, sampling 

techniques and data collection techniques. 



Chapter 4: This is the result chapter. The data’s collected would be analysed in this section. 

In order to know the findings. And would answer the research question while achieving the 

research objectives. 

Chapter 5: The findings above are discussed in respect to the research question. The findings 

would also be linked to the research objective and literature review. To know if the objectives 

were achieved and if the research carried out agree or in contrast with past research findings. 

The limitation of the research would also be discussed. 

Chapter 6: The research as above is concluded along with recommendations. The 

recommendations are made based on the limitation to assist future researchers to add or 

expand the present research study and for online fashion retailers to know what features in 

their website is causing unsatisfaction for customers. 

 

 

 

 

 

 

 

 

 

 

 



2.0 LITERATURE REVIEW 

2.1 Literature Introduction 

The advent of computerised communication and interaction between the consumers and the 

manufacturers or traders paved way for the establishment of websites. This was even before 

the introduction of e-commerce. Even then, consumers have always rated websites and 

internet platform based on how easy it is to navigate through them, find the required 

information and be satisfied with the process. According to Hwang and Kim (2006), websites 

are focused on integrity, benevolence and usability. Consumers will trust a website if they 

find the information therein trustworthy and compatible with their immediate needs. Factors 

such as enjoyment and the potential to interact with the socio-cognitive factions of the 

consumer come in later. The transaction in E-commerce between buyers and sellers are 

usually conducted on a website and the seller’s website functions and features can be 

categorized into pre-sale, online sale and post-sale. The information of products or services 

made available to a customer is pre-sale, online sale is the buyers electronic purchasing 

activity through the website, while the problem solving, and delivery occur in post-sale. The 

extent in which these phases can be accomplished effectively and efficiently depends on the 

quality of a seller’s website (Chen, Huang and Davison, Febuary2017). 

2.2 Ecommerce Theories 

Theoretical framework such as theory of reasoned action, theory of planned behaviour 

technology acceptance model and task technology fit model have been used to understand the 

user acceptance behaviour of online shopper’s (Tandon, Kiran and Sah, 2017). The 

technology acceptance model is a meta-analytic structural equation modelling approach to 

explain the use and intention and actual technology use (Scherer, Siddiq and Tondeur, 2019). 

 

 



2.3 Online Retailing 

From the beginning of human history, various exchanges were conducted by human beings in 

order to meet their needs. The advancement of technology enabled the trade of product and 

services to be conducted over the internet (Shafiee and Bazargan, 2018). With not just their 

personal computers but with advanced devices such as mobile phones, iPad, tablets etc. this is 

due to an increase in high speed internet, access connections, lower controlling cost and ease 

the internet provide consumers (Shinde and Sharma, 2016). The pace of retail evolution 

increased dramatically with the spread of the internet (Grewal, Motyka and Levy, 2018). The 

internet altered the way consumer purchase goods and services. Thereby, enabling retailers to 

offer consumers with a wider range of products, better accessibility and convenience without 

imposing time or space limit in the buying process (Giovanis and Melanthiou, 2017). Online 

retailing has a similarity with catalogue shopping, where items cannot be touched, felt or 

smelled. However, online retailing enable customers to explore the sellers product or services 

by viewing the images, product specifications, features prices mention and make purchase in 

real time (Al-Jahwari et al., 2018). It also allowed retailers to sell to global customers 24/7 

while reducing operating cost, sales time and increase turnover. This allowed customers to 

shop whenever they want and not have to wait till the weekend (Menon, 2018). Despite the 

explosive market having many new retailers, the overcrowding is creating brand identity 

crisis for retailers. the platform also gives leverage to dissatisfied customers to move from 

one retailer or brand to another just by the click of a button (Kumar and Anjaly, 2017). The 

fast pace of online retailing has made many businesses realize that maintaining a strong 

presence on the web is indispensable in the current economy (Seetharaman et al., 2017).The 

convenience of online retailing is the principal promoter for consumers adoption of online 

purchasing (Duarte, Costa e Silva and Ferreira, 2018). Sinha and Singh  pointed out that other 

than purchase convenience, the huge variety of products that is not available at the local retail 

store, the satisfaction of their hedonic benefit (Sinha and Singh, 2017). delivery return, 



usefulness, usability, ease of payment and online deals influence online shopping 

(SivaKumar and Gunasekaran, 2017). However, factors like web design , quality of 

information , speed, web navigation etc. affects a consumer satisfaction (Rachman et al., 

2018). This has made the rapid growth of online retailing raise questions about the 

relationship between website quality and consumer satisfaction. As website is the main 

access channel to online shopping (Dabrowski, Basinska and Sikorski, 2014). Therefore, 

researchers and practitioners have a growing interest in factors that are beyond website 

visuals and operational aspects. As these are what shapes a consumer satisfaction, perceived 

trust and potential loyalty to the website or brand of an online retailer (ibid). The 

advancement in technologies enabled online retailers to make use of customers information’s 

in figuring out various factors that govern the buying decision making process of a customer. 

Online shopping decisions are influence by income level, gender and ease of use of websites 

(Saraf, 2019).While age and education does not affect the shopping decision making in online 

and offline retail (Sundar D., 2016).The disadvantages of online retailing are lack of the 

ability to try a product, lack of instant gratification, high shipping cost and handling cost, loss 

of privacy and security, challenging logistics and lower customer service (Jackson, 2018). 

While (Hult et al., 2019a) argues that customer satisfaction and loyalty is the “holy grail” of 

online retail . as a satisfied customer is not just a high return - low risk economic asset. but a 

brand ambassador of a retail company (ibid). 

2.4 Online Fashion Retail 

Fashion retail is the selling of garments, footwear and accessories. it is a large global market 

as cloth does not only represent an elemental product but reflects human culture and also 

demonstrate individualism explicitly (El-Seoud and Taj-Eddin, 2019). Bhardwaj and 

Fairhurst 2010 claimed that there was a significant growth in the fashion industry during the 

1900 (Ryke, 2019). And these changing dynamics made retailers realize that clothing need to 



be provided to consumers through multiple channels in order to stay profitable in the 21st 

century. The brick and mortar channel are not adequate for the competitive market. 

Increasing product and services are made available through multiple electronic channels with 

the development of online shopping (ibid). In the early 2000s, there was an increase in the 

adoption of advanced technologies by retailers in both online and physical stores. In order to 

enhance store environment and customer shopping experience (Bonetti, Warnaby and Quinn, 

2018). The deep penetration of internet as a result of technological advancement and cheap 

data rate created a surge in online apparel purchases (Kaushik and Dhir, 2019). It is said that 

many retailers who have an online presence did so out of peer pressure and customer 

expectation other than a strategic plan. The reason being that it is important to be seen doing 

something and now considered as a business requirement (Siddiqui et al., 2003). 

2.5 Usability 

Website usability is considered as a quality factor and an important antecedent of customer 

satisfaction during and after use (Dabrowski, Basinska and Sikorski, 2014). Therefore, 

website usability can be defined as the ability to find one’s way while using the website, 

locate desired information and know what to do next with minimal effort (Sundar D., 2016). 

usability is frequently associated with ease of use and is the critical factor for the 

development of electronic commerce, also significant for achieving satisfaction (Tandon, 

Kiran and Sah, 2017). Established, new, large- and small-scale business are using the internet 

as a medium for the sale of their products and service, the website design must attract 

customers in order to drive online sales. Therefore, the design of the website is the most 

important as it influence satisfaction for customers (Hasbullah et al., 2016). With usability 

being the speed and ease with which users are able to carry out their activities on a website 

(Alcántara-Pilar, 2015). It is therefore the satisfaction of users’ needs by finding ones way 

around the particular structure of a given website (Dabrowski, Basinska and Sikorski, 2014). 



It is believed by (Tandon, Kiran and Sah, 2017) that perceived usability comprises of ease of 

ordering, ease of understanding, ease of purchase and ease of use. 

2.5.1 Convenience 

(Duarte, Costa e Silva and Ferreira, 2018) explained that Copeland (1923) used the concept 

of convenience to denote a measure of time and effort exhausted in purchasing a product. this 

defined retail convenience as the time and cost associated with shopping in a retail 

environment. Convenience is a prime motivator for customers to shop online. therefore, 

website designers must try to understand how their customers are likely to perform these 

activities while using their websites and adjust their procedures accordingly (Sundar D., 

2016).  

2.5.2 Navigation 

Consumers have the need to know what is happening in their environment (physical world, 

electronic world, virtual). Good information and program design might provide such support 

and new means of navigating (Matraf and Hussain, 2017). Consumers search for products 

and services. While searching, they expect an easy site navigation and easily assessible 

information to be part of every commercial website (Sundar D., 2016). Also the ease of 

navigation when purchasing on a website in terms of the action necessary to obtain desired 

results and the time required to do obtain the result (Tandon, Kiran and Sah, 2017). 

2.6 Customer Satisfaction 

Customer satisfaction has a momentous impact in online shopping. Both the positive and 

negative attainment of new customers and the exponential growth of online retailers in recent 

years has guided towards the increased role of customer satisfaction (Tandon, Kiran and Sah, 

2018). The customer satisfaction refers to customers perception of a product or service 

performance in relation to their expectation (Schiffman and Wisenblit, 2019). Also the result 

of comparing the expectation with experience with the product or service(Vasić, Kilibarda 

and Kaurin, 2019). In an online environment, consumer satisfaction is one of the essential 



keys leading to the increasing customer retention , intention to purchase and long-term 

growth (Tandon, Kiran and Sah, 2017). In the beginning of the 1980’s, it was explained that 

Gronroos 1984 introduced the concept product quality to marketing field and put forward the 

concept of product quality perception.  Hence, customer evaluation of product quality defined 

the gap between product expectation and product perception (Jiaxiang and Xingyu, 2018). 

Therefore, it is significant to identify the variables of consumer satisfaction, since they 

present the business benchmark and serve as a guide to future improvement. The eight 

determinant of importance for consumer satisfaction are web design, security, information 

quality, payment methods, E-quality of service, product quality and service provision(Vasić, 

Kilibarda and Kaurin, 2019). However, (Arnould, Price and Zinkhan, 2007) said that there is 

no such thing has objective quality. But from looking across many descriptions of quality, it 

can be concluded that perceived quality involves preferences based on comparative standards, 

difference among customers, situations and resides in product use. This makes perceived 

quality an important predictor of customer satisfaction. Several studies supporting the casual 

claim that suggest quality equals satisfaction then purchase intention (suggested quality = 

satisfaction = purchase intention). The problem for organisation is judging how consumers 

perceive quality and what features or characteristics they use in judging quality(ibid). 

2.6.1 Customer Expectation 

The holistic customer experience concept involves the customers cognitive, emotional, 

affective, physical and social response to a retailer. However, the experience is not created by 

only those elements within the control of the retailer, but also elements outsides of the 

retailers control (Grewal, Roggeveen and Nordfält, 2017). The risk associated with online 

shopping is perceived to be high, expectation serves as a cognitive guide for customers to 

reduce uncertainty in shopping (Hult et al., 2019b). Customers now want  to be able to buy 

what they want , anywhere they want, and research what they want at any time, (Merineau, 



2018) suggested that that in order for retailers to adjust to this new concept of real time 

relevance, retailers must adopt a just-in-time mindset. Because just like the past, the future of 

retail is putting the customer at the centre of everything. (Hyken, 2018) also agreed that in 

order to meet with customers increasing expectation, a company customer service can make 

or break it. 

2.6.2 Purchase Intention 

The intention to purchase can be conceptualised as an individual intention to buy a product or 

service from a specific brand after assessing other products or service offered by competitors 

(Ziaullah, Feng and Akhter, 2017). Therefore, a customer intention to purchase a product that 

has been established is subject to feelings toward the product or brand, while in the case of a 

new product, the purchase intention is subject to other constraints ;innovation etc (Tudoran 

and Olsen, 2017). A company competitive advantage with its online retail platform is from 

customer loyalty and intention to repurchase. Hence, an E-commerce vendor would only 

succeed if the vendor can encourage people to buy and also encourage people to buy back in  

an online purchase, this can only occur if the customer is satisfied with the service provided 

(Heriyana et al., 2019). 

2.7 Relationship between Usability and Customer Satisfaction 

(Salleh et al., 2016) stated that “usability is very important in measuring user experience and 

design of a system, especially for determining the ease of use, effectiveness and efficiency”. 

The love of certain product or service used by consumers are invisible. Therefore Mujinga et 

al, quoted  Beven et al (2015) definition of usability as the extent to which a product can be 

used by a consumer to achieve specified goals with effectiveness, efficiency and satisfaction 

with the use. Thereby, the definition justifies that usability is not just a user interface but 

attributes to satisfaction (Mujinga, Eloff and Kroeze, 2018). Other than satisfaction, different 

attributes such as ease of presentation, processing, speed, and interactivity can facilitate the 

assimilation and lead to a higher level of satisfaction. With consumers looking for 



information on the online buying process, it is reasonable to suppose that the high level of 

website usability would lead to a higher level of consumer satisfaction (Cerdá Suárez, 2016). 

Hence, website design characteristics is a unique feature that influences consumer satisfaction 

(Hasbullahet al., 2016). And the e-satisfaction of an online buyer is affected by the electronic 

service quality of an online seller and the buyer's loyalty toward an online seller is influenced 

by their e-satisfaction (Ting et al., 2016). 

2.8 Millennials 

Generational contingent provides researchers with a tool to analyse changes in views over 

time and understand how different formative experiences interact to shape people’s views 

about a given issue (Dimock, 2019). Individuals born between 1981 and 1996 are considered 

millennial. The generations after the millennials are called generation Z. the generation Z is 

born in (1997 – 2012) and are known with the term post-millennials. Generation X is born in 

(1997 – 1980) and has a shorter span than the baby boomers. The baby boomers are known as 

the only generation based on the famous surge in post-world war Ⅱ births. They are born in 

1946 and had a decline in birth rate in 1964. Most millennials grew up in the shadow of wars 

in Iraq and Afghanistan. This sharpened their broader views. Millennials came about during 

the internet explosion (ibid). As the first generation to experience the internet, millennials 

have the experience that has helped shape the rapid communication and constant mobile 

connection found everywhere. And even surpassing the generation Z in learning new 

technologies (Schindler and Pogue, 2019). They are making significant impact on the 

business environment. Millennials are the largest generation born, and their attitude and 

behaviour that is driven by personal values differ them from previous generations (Črešnar 

and Jevšenak, 2019). 

2.8.1 Consumer Buying Behaviour of Millennials 

Millennial consumers are three more times likely to use social media to learn about products 

and express their opinions online or post pictures abut a product than other generations. They 



get detailed information’s from friends, family, and strangers from the social platform about a 

service or product (Yamawaki and Sarfati, 2019). However, it was stated in Burnasheva et al. 

study that non-millennials look for detailed information about a product before buying and 

care for reviews from customers on social networks while looking for the accurate benefit of 

the product. But millennials are spontaneous in their buying behaviour and can contact a 

supplier to purchase a product from anywhere in the world (Burnasheva, GuSuh, and 

Villalobos-Moron, 2018). According to C. Bakewell and V. W Mitchell, quoted by (Barska, 

2018).The factors that leads to the buying behaviour of Generation Y consumers are; 

1. Advertising and marketing from an increasingly number of sources. 

2. Smaller gender gap. 

3. Post-modern culture in which goods and services define a social position other than 

profession. 

4. An unlimited credit and loan environment. E.g. multiple credit and store credit cards, 

instant free periods, cash back, deferred payments and short-term loans. 

5. More instances of growing up in a non-traditional family unit. 

6. A significant number of shopping channels and unlimited shopping hours. 

While the shopping behaviour of online consumers are website experience, interactivity. 

Trust and safety content clarity and personalization  (Sundar D., 2016). 

 

Figure 1: conceptual model of online consumers 



Source: Sundar 2016 

The factors influencing the online  shopping behaviour of millennials consumers are 

perceived benefits , consumer innovativeness, attitude and intention (SivaKumar and 

Gunasekaran, 2017). 

                              

 

Figure 2: conceptual framework of factors affecting online shopping behaviour of millennial consumers 

Source: SivaKumar and Gunasekaran, 2017. 

 

2.8.2 Millennial’s Expectations of Quality 

The interaction with the internet that the millennials possess allows them to judge and 

evaluate a site based on its face value and its ease of navigation. According to Burnashewa et 

al. (2018), the millennials expect that any site designed to sell them products will be 

welcoming, fun to navigate and easy to find the retail products that they desire. The impact of 

this is that this group of people will define quality based on their comfort and satisfaction. A 

whole process of customer review, verification of identity, and multiple permissions to access 

data, in as much as they are legal obligations do not always go well with the millennials. 

According to Flavian et al. (2005), whereas the satisfaction of the users is paramount in 

maintaining website loyalty, ease of navigation, and the overall usability of a website has a 

significant part to play in user satisfaction. An easily usable site will, therefore, satisfy most 



users, and their perception of quality and loyalty will highly depend on their feelings about 

the site.  

2.9 Literature Review Conclusion 

There is a wave of increasing use and popularity of online marketing and retailing. The 

electronic business world is rapidly expanding, and this has always given the target 

customers, especially the millennials the advantage of having a variety of choice. This 

competitiveness has fuelled the discussion on the primary antecedents of customer loyalty in 

the virtual interaction site, paving way for several researches and studies on the same. The 

fact that online retailing sites are present in almost every person’s life gives an understanding 

that the personal perception of the trade will determine the loyalty that one has to such sites. 

However, the current research indicates that different groups of people perceive the relative 

quality and value of the sites differently. The age of the user has been identified as one of the 

primary factors in consideration. Although limited studies are focusing on the different 

generations, it is possible that the millennials, having been born and raised in the internet 

transition era will provide a very definite and valuable approach to the subject. The 

experiences, expectations, and desires of the millennials in Ireland have not been addressed in 

the literature, and the understanding will form a very good background for the current 

research.  

 

 

 

 

 

 
 



METHODOLOGY 
 

3.1 Methodology Introduction 

This chapter would discuss the research methodology that would be used to examine the 

relationship between customer satisfactions on the usability of online fashion retail websites 

for millennials in Ireland. It would include an explanation of the research approach, followed 

by the outline of the sample used to conduct the research and concluded with the discussion 

of the research instrument and data collection methods. The analysis that would be used to 

analyse the data to test the hypothesis and limitations that may be faced. The researcher has 

followed the by Mark Saunders et al. (Saunders, Lewis and Thornhill, 2015). 

 

 

Figure 3: Research onion 

Source Saunders et al. 2015 



As seen in the figure above, the various layers of the research onion would serve as the route 

map for this chapter (Saunders and Lewis, 2018). 

3.2 Research Philosophy 

This is a system of beliefs and assumptions about the development of knowledge whether you 

are consciously aware of doing so or not conscious of it, these assumptions shape how you 

understand your research question and how you interpret it (Saunders, Lewis and Thornhill, 

2015). The positivism philosophy would be used for this research because online retailers 

believe they have provided ease for consumers in accessing their product, but customers are 

still facing problems with the usage. 

Positivism as a model for understanding society was developed by a French philosopher and 

sociologist, Auguste Comte.  It is used as a means to understand society and human 

behaviour to uncover the dynamics of the society in the same manner that physical science 

was uncovering the dynamics of the natural world (Corry, Porter and McKenna, 2019). 

Positivism is also a form of progression for empiricism, and it is constantly associated with 

experiment and quantitative research. It believes that knowledge should be objective and free 

from the researchers’ values and beliefs. The four characteristics are phenomenalism, 

deductivism, objectivity, and inductivism (Ryan, 2018). For positivist research, it is very 

important to formulate a hypothesis for knowledge verification while assuming a scientific 

approach for knowledge development by conducting research using quantitative methods 

through simulations, experiments, and surveys (Ade Bilau, Witt and Lill, 2018).  

The pragmatism philosophy could be chosen for this research only that its main principles are 

based on multiple realities, which would complicate the discussion for the sake of this 

research and lead to varied conclusions. Although pragmatism philosophy is also applicable 

for quantitative research design as being adopted in this study, the data collection method 

most probable for pragmatism approach is mixed method (Saunders, Lewis & Thornhill, 



2012). This means that the current research cannot adopt a pragmatist philosophy. For 

realism philosophy, the data collected and analysed is based on assumptions of reality as seen 

by the respondent without being too critical of the response. This would not fit the research 

since what is required is the correlation between variables and not mere assumptions that will 

not guide any realistic recommendation. Interpretivist approach to research is mainly focused 

on interpreting data and elements of the study rather than deducing meaning from the same 

(Saunders, Lewis & Thornhill, 2012). This will not be applicable in this research as the 

concept behind the research is a deductive approach. The positivist approach, therefore, fits 

the requirements for this research as it is simple to integrate into the qualitative research, 

matches the selected course of the study and satisfy the deductive approach that is selected 

for the research.  

3.3 Approach to Theory Development 

Theory development is based on the recognition of the factors that affect and interact with a 

phenomenon and using this understanding to create a descriptive concept (Bajpai, 2011). In 

this research, theory development will be based on a deductive approach. It means therefore 

that the research will make use of information from the target participants focused on proving 

whether the information directly interacts or relate to the hypotheses raised and how the data 

from the subjects help to create a theory related to the phenomenon. 

The phenomenon under research, in this case, is how satisfied the millennial consumers are 

with the usability of online retail platforms in Ireland. Through deductive reasoning, the 

satisfaction levels of the respondents will be used to develop a perspective or a theory that 

will then be tested against the results of the study. Deductive reasoning is used to test a theory 

about a specific topic of interest. It begins with the development of a generalized perspective 

and narrowing it down into specific hypotheses as has already been done in the research. The 

data from the respondents will, therefore, be deductively used to test these specific 



hypotheses. This leads to a concept that will help to analyse the hypotheses and, in the 

process, confirm or refute the original theory and hence help to advance or challenge it by 

developing a new perspective that may be conclusive or require further research. According 

to Woiceshyn and Daellenbach , a deductive approach can be based on any theoretical aspect 

and can lead to several alternative deductions (Woiceshyn and Daellenbach, 2018).  

3.4. Research Strategy and Method 

The quantitative research methods would be used to determine the relationship between 

customer satisfaction and usability amongst millennials and to determine if consumer 

satisfaction affect the usability of online fashion websites. 

3.4.1. Research Strategy 

The research strategy is the basic roadmap that guides the researcher in the necessary 

direction towards meeting the goals of the research (Saunders, Lewis and Thornhill, 2015). 

To achieve the goals of the research, the researcher will adopt a quantitative design to 

approach the research topic. Also, the roadmap that has been selected entails the use of 

surveys in the data collection. The use of surveys has often been associated with the 

deductive approach that is selected for this research and seeks to answer the questions; who, 

where, what, how much and how many associated with the research topic. This being a 

largely explorative study, the survey strategy will be quite significant in guiding the research 

towards the specific goal.  

3.4.2. Choice of Method 

The specific method used in research helps to facilitate the effective transition from the 

research question towards the expected goal. In this research, a mono-method data collection 

will be used to collect and analyse data. Quantitative data and corresponding analysis 

procedures will, therefore, be used to answer each of the research questions based on the data 

collected from the field.  



3.4.3. Time Horizons 

Time horizons define how well the research utilizes the available timelines and how this 

relates to the adopted research structure design and strategy (Saunders, Lewis and Thornhill, 

2015). For this research, the time limitation is quite a major factor, and therefore, a time-

constrained study is not possible. The study, therefore, will be a snapshot study and will thus 

be a cross-sectional study of the satisfaction of the consumers at a specific time and place. 

The choice of cross-sectional study horizons aligns perfectly with the survey strategy and the 

deductive approach previously chosen. 

3.4.4. Techniques and Procedures 

The appropriate techniques and procedures in research are those that minimise or eliminate 

biases in data collection and analysis. The data collected for this research will be analysed 

against the theoretic framework. While using the deductive approach, this research will 

collect data through surveys form selected and scientifically sampled respondents to analyse 

and test the already developed hypotheses.  

3.5. Sampling  

Sampling is a method used in research to identify the best respondents or participants who 

will be used to provide the raw data that will be analysed to deduce meaning and connect to 

the phenomenon under review (Saunders, Lewis and Thornhill, 2015). Sampling is a process 

that helps select individuals, events, and issues that will represent the entire population and 

answer the research question (Sekaran and Bougie, 2016). In research, sampling can be 

probability or non-probability. Probability sampling is believed to be based on chance. It 

means, therefore, that all the qualified participants have equal chances of being selected to 

take part in the research. It, therefore, is representative of the general population and ensures 

that all the areas of the topic are addressed. Non-probability sampling, on the other hand, is 

judgemental and is based on inferences that are not focused on chance. Thus, the qualified 

members of the population do not have an equal chance of being involved in the research. 



The selection is based on convenience and non-random selection of participants and may be 

based on biased selectiveness of the researchers. The data collected from non-probability 

sampling can, therefore, be questioned for reliability and potential of being representative of 

the whole population. However, each type of sampling can be used for specific research 

questions.  

3.5.1. Sampling Technique  

In this research, given the abundance of the qualified persons who meet the inclusion criteria, 

the randomised probability sampling technique is used to select the participants to provide the 

necessary data (Saunders, Lewis and Thornhill, 2015). The sample for this research will be 

randomly selected from residents of Dublin, Ireland. The selection will focus on ensuring a 

decent balance of cultures, ages, occupation, and gender in the probability sample. This will 

be done to ensure that the selected sample perfectly demonstrate the picture of the general 

population and that it does not restrict a group of people from participation in the research. 

Using probability sampling will also eliminate any potential biases in data collection and 

ensure that the data as collected, analysed and interpreted represents the general outlook of 

the population and that it possesses adequate external validity and generalisability.  

3.5.2. Sample Population  

The total items of study about which information for a study is desired represent the 

population (Saunders, Lewis and Thornhill, 2015). In the case of this study, the population 

will be infinite and will comprise of all the respondents within the study area who meet the 

inclusion criteria. The respondents to be included, therefore, will be those within the 

millennial age group, born between 1981 and 1996 and therefore are 22-38 years of age. 

They must also be of sound mind, having lived within Dublin for the last one year and able to 

communicate effectively in English. Further, the selected respondent must also be computer 

literate and conversant with online shopping website even if they have not transacted in them 



before. Those with no knowledge of online shopping website and those who own similar sites 

will be excluded from the research as their contribution may be misinformed or bias. 

3.5.3. Sampling Unit 

For this research; therefore, the sampling unit will be the millennials living in Dublin and 

who are conversant with the online shopping websites. These will include young men and 

women of 22-38 years of age and from different cultures and religion who have lived in 

Dublin for at least one year. The period of stay is significant in the assumption that within 

that period, the respondent has used one or several of the online shopping services available. 

3.5.4. Sampling Frame 

To capture an adequate number of respondents in this age-group, personal contacts, college 

databases and social media sites such as Facebook pages, groups, and other channels will be 

used to in attracting respondents from where they will be sampled for participation and 

assessed based on the inclusion criteria. 

3.5.5. Sample Size and Sampling Technique 

The sampling technique used in this research is random sampling. This being an infinite 

population, it is almost impossible to identify the exact number of millennials who are in 

Dublin. With the assumption that 50% of all the internet-using households in Dublin make 

frequent use of the online retail sites with 30% being done by millennials, then we can use the 

6,700 as the total number of households with at least three persons based on the recent census 

data. Thus, 3,350 of these have access to internet, and 2010 have at least one millennial. With 

the desired margin of error of 0.05, a confidence interval of 95% and a response distribution 

of 90%, then the recommended sample size is 130 respondents.  

 

 



3.6. Data Analysis 

The data collected from the respondents in the research will be analysed thematically through 

the themes and topics developed from the survey questions. Qualitative analysis of data using 

thematic approach helps to satisfy all the dimensions of data collection and ensures that value 

is placed on each of the responses obtained and that the contribution of each is felt in the 

conclusions. Using themes and research questions to guide the analysis helps to create a 

concise and direct flow of description, which enhances the clarity of how the different 

variables in the research are connected or related.  

To help in the analysis of the data and the conclusions, graphical presentation of the data will 

be done in order to support the direct descriptive analysis that might demand tabulation of 

different results. Graphs in research data analysis help the reader and the researcher to easily 

visualise the relationship between variables and hence become an important tool in making 

relevant and value-based interpretations and conclusions. Charts, figures, and tables will, 

therefore, be used in the data analysis in order to identify key trends in the information 

collected from the respondents and to assess how the trends or patterns impact the primary 

concept of the research and also the future of the industry. Credible primary sources that are 

used in this research effectively ensure the validity and reliability of the results. The sample 

size is also large enough to accommodate all the potential dynamics in the population. A pilot 

study using 10 participants was first done to test the usability and reliability of the data 

collection tool and prepare the researcher for the actual data collection. Minor mistakes and 

shortcomings of the tool and the analysis approach were adjusted based on the pilot study.  

3.7. Ethics 

Ethical consideration is an important aspect of research. It guides the credibility of the result 

by impacting on the reliability and validity of the data as well as its implication in the general 

population. According to Saunders et al., (2015), ethics is the standard of behaviour that 

guides your conduct in relation to the rights of the respondent to your work (Saunders, Lewis 



and Thornhill, 2015). In this research, all the aspects of ethics were strictly followed by the 

researcher. The original proposal was forwarded to the institutional review board and 

approved for the research. The data for the research was collected from respondents who 

were all above the legal age of 18 years and could, therefore, consent on their own behalf to 

the participation in the research. The respondents were contacted well before the research 

through emails, verbal communication, and phone calls and informed about the research and 

the request for their participation. Further, an introductory letter was sent to each of them 

detailing the requirement of the study and their role in the research. They were then required 

to sign a consent form once they agreed to participate.  

In addition, none of the research questions or in the questionnaire required any personal or 

private information that would jeopardise the dignity of the respondents or threaten their 

safety. The respondents’ names, for instance, were not required on any part of the survey, and 

their anonymity was thus assured and ensured. Any ethical issue raised by the respondents 

who took part in the pilot study was duly addressed and rectified before the main study.  

3.8. Scope and Limitations 

The results of the research are quite comprehensive, having focused on appropriate sample 

size and addressed a concept that is well understood among the study population. In addition, 

the random sampling ensured that the respondents are a true representative of the population 

and thus increased the credibility of the data obtained. However, several issues were 

encountered in relation to the research procedure and overall presentation. First, the aspect of 

online retailing is quite new, and therefore, there were a limited number of resources online 

and in the libraries to inform on the topic in the literature review. However, deeper research 

into the different aspects of the same topic and addressing the variations of the same from 

across the industry yielded a good number of resources that have been used in the research. 

The second limitation is that due to the struggle of finding relevant resources, time constraint 



ensued, and it was not possible to effectively analyse all the resources within the given time. 

However, the researcher was able to comprehensively address all the main issues that relate 

directly to this study and identify the research gap that has guided the preparation of the data 

collection tools and other relevant steps in the methodology. Thirdly, it was not easy to obtain 

the required number of respondents through a single contact method as some of those initially 

contacted were not serious in committing their time and resources. In addition, a few 

respondents who filled the questionnaire were not millennials despite having the wrong age 

reflected on their social media accounts. However, the data from these respondents were 

excluded from the research as they did not fit in the proposed hypotheses and research scope.  

3.9. Research Methodology Conclusion 

A quantitative research approach has been adopted for this research. In the design, the data 

was collected from respondents who were selected from social media and among the college 

students living in Dublin. The target age bracket for the research was 22- 38 years, hereby 

being referred to as the millennials. The researcher used questionnaire surveys that were sent 

directly to the respondents for review ad filling and collected after one week. The data from 

the respondents were statistically analysed to lead to a comprehensive understanding of the 

research questions and guide the discussion of the results. Despite the several limitations that 

the researchers encountered in the preparation of the methodology, the information in this 

section directly exemplifies all the steps that the researcher took to ensure the validity and 

reliability of the data presented for the sake of the research. Ethical considerations were also 

taken care of with the current research outstandingly fulfilling all such requirements.  

 

 

 



4.0. FINDINGS 

4.1. Introduction  

In research, the results section describes the data as obtained from the study and the 

interpretation of this data statistically. This, therefore, means that the section entails the 

presentation of raw data from the respondents, the analysis of the same data statistically and 

the description of how the data as collected relates to the research question and the primary 

hypothesis of the research. The importance of this chapter in research is to provide the 

necessary insight into how the research population responded and reacted to the research 

questions and how the researcher interprets these reactions to deduce or induce meaning that 

is related to the research question. 

In the current research study, the broad aim was to assess how the millennial respondents feel 

about the online retail website in Ireland. More specifically, the focus of the research can be 

narrowed to find out the usability of retail websites and how this relates to the customers’ 

satisfaction in the Ireland market. The research, therefore, evaluates the current online 

marketing scenario in Ireland and how the nature of the websites that online marketers tend to 

use related to the satisfaction and value perception ad demonstrated by the millennial 

customers and users.  

To address this question effectively, a questionnaire survey with 11 questions was presented 

to the selected respondents. A total of 43 questionnaire surveys was distributed through 

various means and channels. Out of these, 35 responses were received in good time for 

comprehensive analysis. This represents a response rate of 81.39%, which is satisfactory for 

the research. In relation to the method of data analysis, an exploration of several methods has 

indicated that the purpose of data analysis is to communicate effectively the results obtained 

in the field in the simplest form possible for the target audience. Therefore, implementing a 

data analysis method that will not make sense to the target audience will not be effective as a 



research procedure. The current research therefore selects a simple descriptive analysis 

method that is comprehensible and easily usable by many people. A graphical method has, 

therefore, been adopted in order to provide an adequate visual presentation of the collected 

data and to ease the process of interpretation of the data.  

This section will, therefore, analyse the data collected based on the questionnaire survey 

questions that were presented. The analysis and presentation will guide the interpretation and 

discussion of the results in the subsequent sections and help the researcher to make a valuable 

recommendation and valid analysis of the online marketing and retail websites in Ireland.  

4.2. Descriptive Analysis  
 

4.2.1. Gender 

Of the 35 respondents who took part in the research, 40% (n=14) were males, while 60% 

(n=21) were females. This demonstrated a 2:3 ratio of participation of men and women in the 

research, a balance that is effective in realizing the expected research dimensions of 

generalizability. Further, having selected both male and female respondents authenticates the 

data collected. The gender balance in the research is, as shown in Figure 4.1. 

 

4.1: Respondents’ gender.  



4.2.2. Age of Respondents 

Besides the gender, the age of the respondents was critical in the research. This is mainly 

because the research focuses on millennials. Nonetheless, the age distribution of the 

respondents also helps to indicate the necessary balance of ages across the millennial 

generation. Out of the 35 respondents, majority of the 74.3% (n=26) were between the ages 

of 23-26 years. The other age brackets included were 27-31 years who represented 20% (n=7) 

and those aged between 32 and 38 years, which were only 2, representing 5.7% of the 

respondents. This distribution indicates that the millennial age group 23-38 years were 

adequately represented in the research. The results of the age of the respondents are as in 

Figure 4.2 below. 

 

4.2: Age of the Respondents  

4.2.3. Respondents’ Use of Irish Retail Website 

In order to evaluate the popularity of the Irish retail website among the millennials, the 

research sought to explore how many of the respondents have used the services. In particular, 

the researcher explored the frequency of purchase of clothes from these websites in the recent 

past as an indication of use. The respondents had the options of never, always, mostly, 



sometimes and rarely as the frequency indicators with always being the highest and never 

being the lowest frequency. From the 35 respondents who answered the question, 11.4% 

(n=4) indicated that they use always; 5.7% (n=2) Never; 54.3% (n=19) Sometimes; 20% 

(n=7) rarely; and 8.6% (n=3) Never. This distribution is as shown in Figure 4.3 below.  

 

4.3: Respondents Use of Irish Retail Website  

The results indicate that majority of the respondents were moderate users of Irish retail 

websites, but only a few had used the sites regularly; Mostly and Always (about 16%). There 

are also some of the respondents who had rarely and never used the local sites representing 

about 20% of the respondent population.  

4.2.4. Respondent’s Use of Non-Irish Retail Websites 

While using the same criteria of purchase of clothing from a retail website, the research also 

looked at the popularity of the non-Irish retail website among the millennials in Ireland. The 

focus of this was to assess how popular the foreign sites are within the country and hence 

assess what the site does that the Irish market needs to copy and what either endears the 

consumer to the site or deter them. From the results, 34 of the 34 respondents answered the 



question with one of them refraining. Of these, those who purchase from non-Irish sites 

Always were 11.8% (n=4); Mostly were 17.6% (n=6); Sometimes were 41.2% (n=14); rarely 

were 11.8 (n=4); and Never were 8.8% (n=3). In addition, three of the respondents indicated 

having no opinion on the question. These results are as in Figure 4.4 below.  

4. 4: Respondents’ Use of Non-Irish Retail Websites 

The results indicated that although the Irish websites are quite popular among the 

respondents, most of them still prefer to use the non-Irish sites when making their purchases. 

Over 70% of respondents use non-Irish sites sometimes, mostly and always. Those who 

rarely or never use foreign sites are only around 20% of the respondents.  

4.2.5 Importance of Graphics in Retail Website 

According to the literature review that was conducted for this research, graphics are some of 

the factors that most website users consider when selecting the best website to use for online 

purchases. In this research, the respondents were asked about how ordering on websites with 

graphics. The question directly inquired about how graphics make ordering easier. The 

options available for the respondents was that Always, Mostly, Sometimes, Rarely, Never 

and No Opinion. 34 respondents provided their responses to the question. According to the 



results, 41.2% (n=14) answered Always; 38.2% (n=13) Mostly; 8.8% (n=3) Sometimes; and 

5.9% (n=2) rarely. No respondent answered Never, and 2 of them (5.9 %) had no opinions 

about it. The results of this are as in Figure 4.5 below. 

 

Figure 4 5: Respondent’s Perception of Graphics making Ordering Easy 

From the results, graphics are very important in helping the online purchasers have an easy 

time making orders. 

4.2.6. Availability of Information on Retail Website 

Another important aspect of online retails is the availability and validity of the information 

shared. In this research, the respondents were asked how they felt about information 

availability. The critical question, in this case, was whether online retailers provide all the 

necessary or at least enough information regarding the commodity, its functions, and quality. 

Of the 33 respondents who chose to answer this question, 15.2% (n=5) answered Always; 

63.6% (n= 21) answered mostly and another 15.2% (n=5) answered sometimes. However, 2 

of the respondents, 6.1% indicated that the retailers rarely have enough information. None of 

the respondents felt that retailers Never include enough information. The results of this are as 

in Figure 4.6 below. 



 

Figure 4. 6: Availability of Enough Information on Products from Online Retailers  

From the results, at least 80% of the respondents indicate that there is at least enough 

information available in most sites to make a good purchase judgment.  

4.2.7. Inconsistencies in Retail Websites 

According to the literature that was reviewed for this research, most retail websites lose their 

credibility due to information inconsistencies. The question was asked to the respondents 

regarding how frequent these inconsistencies arise in the site that is popular with the users. 

According to the 33 respondents who answered the question, 6.1% (n=2) indicated that 

inconsistencies are always there; 15.2% (n=5) that they are mostly there; 48.5% (n=16) that 

there are sometimes inconsistencies; and 24.2% that there are rarely any inconsistencies in 

the sites they use. One of the respondents had never witnessed any inconsistencies, and 

another one had no opinion of the same. The results are as shown in Figure 4.7 below. 



 

Figure 4.7: Information Inconsistencies in the Retail Websites 

From the data, at least 70% of the respondents have at one time encountered inconsistencies 

in the online information provided by the retailers. Two of them even believe that this is 

always the case compared to only one respondent who feels that the information is always 

consistent.  

4.2.8. Product Expectations versus Reality 

The worst experience for most people while shopping online is the mismatch of the 

expectation and the reality. Most people have claimed that what they bargain for and 

purchase in these sites is not the same product or product quality delivered. In this research, 

the respondents were asked about the relationship between their expectation and reality in 

online shopping. From the results of responses from 32 respondents, 9.4% (n=3) have always 

received what they ordered, 56.3% have mostly received according to their expectation, 

18.75% (n=5) sometimes, and 12.5% (n=4) Rarely. None of the respondents had received a 

product that measured up to his or her expectations. Figure 4.8. 



 

Figure 4. 8: Respondent’s Expectations versus Reality in Online Retails  

From the results, it is shows that despite the many shortcomings related to an online retail 

website, most of the customers and users in Ireland have received the commodity as they 

requested it always or mostly for at least 65% of them. Those that have rarely received 

products as per their expectations is only 12.5% of the respondents. 

4.2.9. Satisfaction with Online Transaction 

Since this research focused on the satisfaction of respondents with the online retail website, 

the researcher also focused on assessing how satisfied the respondents are with the online 

transaction. The decision to include this question is based on the literature indicating that 

most people are worried about online transactions due to the potential of fraud. However, the 

results of this research indicated that out of the 32 respondents who chose to answer the 

question 15.6% (n=5) agree strongly that they are satisfied, and 62.5% (n=20) agree that they 

are satisfied with the way the transactions are carried out. Those that do not agree are 125% 

(n=4) who disagree and 3.125% (n=1) who strongly disagree. The rest are neutral about the 

concept, while others have no opinion. Figure 4.9. 



  

Figure 4.9: Respondents Satisfaction with Online Transactions  

The results indicate that at least 75% of respondents trust the online retail website in the 

transactions leading to purchase and ordering. This indicates that with only about 16% of the 

respondent’s having no trust with the online transactions, it is possible to grow the industry 

further. 

4.2.10. Ease of Finding Information on Products Online 

The usability of the online retail systems is dependent largely on how easy consumers can 

locate information on their commodities of choice. The navigability of the global sites is such 

that users do not have to struggle to find the necessary information that will lead to a 

purchase decision. In this research, the respondents were asked about their perception of ease. 

In a Likert scale, assessing their level of agreement, 32 respondents answered the question. 

12.5% (n=4) of them strongly agreed, 59.4% (n=19) agreed while 15.6 (n=5) were neutral 

about it. However, one respondent strongly disagreed, and 3 of them disagreed. Figure 4.10. 



 

Figure 4.10: Respondents’ Ease of Locating Information on Products  

The above results show that majority of the respondents have an easy time locating 

information online, translating to more than 70%. Those that do not find it easy are a mere 

12.5% while 15% of the respondents are neutral about it.  

4.2.11. Website Delivery Efficiency 

Most of the research reviewed indicated that consumers prefer online shopping due to the 

provision of delivery services. This, for millennials, is quite adequate and convenient as they 

can order commodities and have them delivered at home. The average delivery time that is 

agreeable to most consumers is 1-10 days. The respondents in this research were assessed on 

their feelings about the delivery efficiency, in a question asking them how well they agree 

with a site that delivers within the optimal time, 32 respondents took part. Out of the 32 

responses, 17 of them (53.1%) agree, 15.6% (n=5) were neutral, while those that disagree and 

strongly disagree were 12.5% (n=4) for each category. Two of the respondents that remained 

had no opinion on the issue. Figure 4.11. 



 

Figure 4.11: Respondents’ Perception of Delivery Efficiency  

The results indicate that most of the respondents, 53%, agree that the delivery efficiency is 

quite significant. However, there is also a good number of them, close to 45% who are either 

undecided about it or feel that the delivery time is not so significant in their choice of a retail 

website.  

4.3. Conclusion of Findings 

The above results show that millennial respondents understand the concept of online retail to 

a great extent. In addition, they have different tastes in their choice of websites to use, 

choices that are determined by their satisfaction with the site and how the site meets their 

needs. Understanding these needs, therefore, helps shape the overall design and utilization of 

retail websites. The results were obtained from a selected sample of 43 respondents who were 

issued with the questionnaires of which 35 were filled. However, most of the questions have 

at least one, and at most three respondents were failing to answer them. The analysis for those 

questions is based on the answers received and not on the original sample size (N=35). This 

helps to create the perfect perception as developed from the field without the need for 

extrapolating the curve to cover the non-responsive individuals. Nonetheless, the lack of up 



to 3 responses did not significantly affect the nature of the research and cannot limit the 

conclusions arising from the research.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5.0. DISCUSSION 

5.1. Introduction  

The essence of having an online platform is to ensure that the retailers are in close contact 

with the customers and that the customers can order commodities and have them delivered to 

their locations. The transactions that take place through the retail website align with the 

expectations of the customers but are also determined by the functionalities of the website. 

For the millennials, who are the critical focus of this research, online retails are a norm that 

they have grown into and adapted to. The nature and usability of the sites determine their 

satisfaction in using the websites to a great extent. In this research, the perception of these 

target customers has been significantly assessed. The data has been analysed extensively and 

visually presented. This chapter focuses on discussing the results as analysed and presented in 

the paper. The purpose of the discussion is to ensure that the exact feelings and perceptions of 

the millennials are effectively established with a focus on the implication of the results to the 

objectives of the research. The discussion of results will, therefore, be based on the objectives 

outlined from the beginning of the research report. These objectives are; 

1. To assess if website quality has a positive or negative effect on customer satisfaction. 

2. To know if website graphics has created a positive effect on customer satisfaction. 

3. To analyse if a good delivery service influences where customers shop. 

4. To examine if customers are satisfied with how transactions are carried out by online 

retailers.  

5.2. The Descriptive Statistics of the Respondents 

It is, however, important to focus first on the demographics of the respondents in this 

research and their frequency of using the online platform. In this research, the gender 

distribution is that the female respondents were slightly more than the male in the ration of 

2:3. However, the combination of male and female respondents helps to obtain perceptions 

and feelings of both genders as it relates to online retails. In addition, according to research, 



female members of society are the most likely to consider online shopping as a critical option 

and are also quite choosy when it comes to the quality demonstrated. This means that having 

more of them in the research helps to capture the critical data necessary to make the 

conclusions required for this research.  

The ages of the respondents are also different. However, given that the research focuses on 

the millennials, it is valid to consider all the respondents as being within the age group of 

young adults.  Majority of respondents, almost three quarters were between the ages of 23 

and 26, which is consistent with the global data on the description of the people who 

regularly use the internet. This means that the research corresponds to the global expectations 

and is therefore generalizable. In addition to this, most of the respondents are moderate users 

of the local Irish retail websites as well as the foreign website. This indicates that the 

respondents have a good grip of the existing dynamics in the industry and can, therefore, 

compare some of the giant retail websites such as Amazon to the local sites in respect to their 

usability and hence consumer satisfaction.  

5.3. Effects of Website Quality on Customer’s Satisfaction 

The website quality in online retail is the critical source of attraction for consumers. Website 

information quality is measured using the relevance of the data, its completeness. As noted in 

previous studies, most consumers’ first visit to a website is usually in search of information 

regarding a product they are interested in. the possibility of the consumer remaining attracted 

to the site and is determined by the likelihood that the consumer will find the relevant product 

to purchase or compare with others. According to Bai et al. (2007), the online community is 

in need of a retail website that not only align to their needs, but also appeals to their eyes 

(Bai, Law and Wen, 2008). The website quality is, therefore, a critical aspect of driving 

traffic to the website and help promote online business. In this research, the majority of the 

consumers have purchased clothing online believe that the navigability of the websites helps 



to determine their purchase intention. This navigability, for the purpose of the research, has 

been indicted by the reported ease of accessing the necessary information from the websites, 

consistency of the information as received and the likelihood of the website having all the 

required guidelines for the users.  

Based on the results of this research, therefore, the quality of the website is a critical issue in 

online retailing. However, whereas most of the respondents, at least 80%, believe that the 

retail websites they have used have enough information on the products to guide their 

purchase intentions, about 70% of them have witnessed informational inconsistencies in the 

same websites, thus affecting their perception of online retail sites. This is consistent with the 

findings of various previous researches which indicate that positive user perception and the 

purchase intentions are largely affected by the information quality and customer satisfaction. 

E-commerce companies must, therefore, develop ways in which to counter the existing 

competition in the industry by ensuring that the information in their sites is easily accessible 

and consistent with the appeal of the target customers. Website quality, usability, and the 

consistency of the information is often a product of system functionalities, compatibility to 

existing devices, and design of the site as well as the quality of the services. Negative 

perceptions of the customer in any of these areas affect the overall traffic around the website 

and interfere with their ability and willingness to visit the sites. 

5.4. Website Graphics and Customer Satisfaction 
The digital era is rapidly growing, and so are the demands of the customers. The 

competitiveness of the e-commerce industry is such that even the slightest of improvements 

in customer experience when shopping online translate significantly to the gains by the 

company. According to Touch et al. (2012), constantly updating the website design for an 

online retail website helps to keep customers interested and willing to interact (Touch, 



Puangpronpitag and Issarapaibool, 2012). It is this willingness and loyalty that breeds 

transactions leading to purchases of commodities and products.  

In this research, the respondents were asked about their feelings related to the use of graphics 

on the websites. Overwhelmingly, more than 80% of the respondents indicated that graphics 

are at most important in determining the purchase decision and the attractiveness of the retail 

websites. The impact of a good photo, video, or animation in the online transaction cannot be 

overemphasized. Internet users are attracted to this graphical presentation which in the case 

of online retail websites helps the users to identify their preferred products, assess the quality 

indications and the potential value of the commodity and also stay entertained. A dull website 

is not likable and cannot attract and retain consumers. These results are consistent with the 

research which puts website quality and design as the most critical attributes of a website that 

helps sustain website functionality. The consumers are more attracted to a well-designed 

website with an interactive graphic. Most of the consumers surveyed in previous research 

indicate that graphics help a website to stay alive and to provide an interactive platform for 

ease of purchase and comparison.  

The perception of the consumers on the retail websites is also affected by the connection and 

interaction that is provided for by the graphics on the website. The consistency of 

information, which is reported by the respondents, in this case, could be as a result of 

negative graphics and lack of proper interaction sites for the users. When website developers 

input graphics that resonate with the current trends in technology and relate well with the 

expectations of the target consumers, the consumers can consider the site for e-commerce and 

also refer other users to the sites. According to Ganguly et al. (2010), the usability of 

websites is determined by customer value is driven perspective which is then dependent on 

how well the consumers interact with the retail websites (Ganguly et al., 2010). Targeting the 

youth, therefore demands that the websites be structured in such a way that they align to the 



current technology. Frequent upgrades and update of the graphics are necessary to keep the 

consumers attracted. 

5.6. Delivery Services and Customer Satisfaction 

One of the attributes of online retail websites that attract most consumers is the possibility of 

having the purchased commodity delivered to their doorsteps. According to Ganguly et al. 

(2010), the popularity of online purchase of commodities such as clothing, snacks, and 

foodstuff by the young people is because the youth are often busy and have little time to go 

for shopping (Ganguly et al., 2010). They, therefore, desire to have commodities delivered to 

them, even if this comes at an extra cost.  

In this research, the respondents were asked about their feelings about the delivery option for 

the commodity they purchase online. Surprisingly, only about half of the respondents (53%) 

considered the delivery issue as very important in their ranking and perception of the online 

retail websites. Large number of the rest are not concerned about the delivery option. 

Although this is inconsistent with an online survey conducted in 2017, which indicates that 

online shoppers want faster, cheaper and more efficient delivery system (Yeo, Goh and 

Rezaei, 2017). They support the results of other recent studies that show that consumers are 

more concerned about the quality of the products they receive than the time of delivery.  

The respondents in this research also indicated that their expectation of the products and the 

quality that is delivered is the most important for them. When the expected and ordered 

commodity is the one that is delivered as per the customer’s instructions and meets the 

expectations of the consumers, then the quality is assured, and the service delivery appeals to 

the consumers regardless of the delivery time of the commodity. This is consistent with the 

research previously conducted regarding the quality indicators for online transactions. 

According to the research, consumers’ perception of value and quality ought to be considered 

directly by the website designers and the companies (Rose, Hair and Clark, 2011).  



5.7. Satisfaction with Online Transactions 

Consumer satisfaction is dependent on various key factors that relate to customer experience. 

According to Touch et al. (2012), customer satisfaction has a cognitive and effective reaction 

to the services that they receive in the online transactions (Touch, Puangpronpitag and 

Issarapaibool, 2012). Post-consumption experiences compare the expected quality and what 

the online transactions deliver. In effect, this is further affected by the perception of quality 

and the consumer-associated value.  

In this research, the researcher focused on the consumer's satisfaction with how the online 

transactions in their preferred sites. The results from the research indicate that at least 75% of 

the consumers trust and believe in their sites to deliver the quality work. The growth of the 

industry will, therefore, depend largely on how well the consumers believe that they can trust 

the sites, pay for their commodities and wait to be notified about the delivery or pick-up point 

(Ganguly et al., 2010; Manasra, Zaid and TaherQutaishat, 2013). Customer satisfaction with 

any transaction indicates that there is potential for development in the industry and also that 

with an increased focus on the critical areas that the consumers are looking for, the online 

retail websites will obtain the necessary traffic to make a profit even in a competitive 

environment. 

The ease of navigation in the retail websites helps to satisfy the consumers and make them 

adapt to the requirements of the sites. In this research, the usability of the retail websites from 

the perspective of the users is assessed based on the ease of navigation in the website. A 

website that is easily navigable will confer better customer satisfaction with the transactions 

that are available online (Song et al., 2012; Hasanov and Khalid, 2015). The results from this 

research indicate that most consumers feel that their satisfaction with the retail website is a 

product of how easy they navigate the online sites.  

 



5.8. Conclusion 

Retail websites are developed to offer an effective platform for the interaction between the 

consumers and the commodities. The availability of the commodity may be one of the 

attractions that brings users to the site, but what keep them coming back to the site is the 

experience that the site provides. Consumers experience with the sites which are a product of 

their usability, and value and ability to be interactive as designed by their graphic impression 

helps to maintain growth in the industry (Zhou, Lu and Wang, 2009). The millennials, who 

are the main target of this research, are significant in determining the quality of online 

transaction due to their choosy nature and the potential of having the necessary exposure in 

the industry. With such qualities, it is possible for online retailers to use the views of this 

research to make significant changes in the websites in order to attract more consumers to the 

sites. 

 

 

 

 

 

 

 

 

 

 



6.0. CONCLUSION AND RECOMMENDATION 
 

6.1. Introduction 

The current research has gone through the process of exploring the different perspectives 

created by the respondents regarding the usability of the online retail website. In addition, the 

researcher has also studied how that usability affects the consumers’ satisfaction, focusing on 

the satisfaction of a small group of millennials in Ireland. This chapter seeks to summarize all 

the results from the research, relate the same to the existing research in order to demonstrate 

how the research fits in the gap identified in the literature review. Further, the chapter helps 

to put the reach results into the perspectives of the industry, demonstrating its implications to 

the industry ad what recommendations can be gathered from the current study. In addition, 

the conclusion chapter will explore the future directions of the topic and recommended a 

topic for further exploration before looking at the limitations encountered in this research.  

The researcher has limited the conclusions to the context, and analytical characteristics of 

online retail business and how the impressions created in the websites affect and impacts the 

consumer behaviour across Ireland. Therefore, applied to a different area in website quality, 

the conclusion may not be very generalizable and may lead to incorrect assumptions. 

However, there are some concepts in the results of this research that are applicable across 

different areas of website quality and the impression that such quality measures affect the 

users. 

6.2. Research Summary and Significance  

The first objective of the research was to explore how website quality affects customer 

satisfaction. In this context, the quality of the website was assessed based on the usability of 

the websites and the ease of navigation around the same. According to the results discussed in 

this paper, the information contained in websites and the quality of that information helps to 

attract users to the site. In the promotion process of websites, business owners focus on 



attracting traffic to the site with the motive of retaining as many users as possible. Therefore, 

the information contained must be relevant to the target audience in order to ensure that once 

they are attracted and approach the site, they will be eager to learn more and thus deliberately 

participate in the sales that the website represents. The respondents in this research 

overwhelmingly supported the concept that with a good website quality, retail websites 

positively influence customer satisfaction and also help attract more customers to the retail 

sites. However, the results also indicated that a majority of the local and international sites 

have multiple inconsistencies in the information shared and its validity. This, therefore, shifts 

the focus on the ethical perspective of information on the website and how consumers can be 

tricked by wrong, inconsistent information.  

The second main objective in the research was to assess deeper into some attributes of quality 

with a specific focus on website graphics and their effects on customer satisfaction. With the 

current competition building up in the online retail industry, there is a perspective that most 

websites are turning towards the use of graphics in order to enhance user experience. 

Therefore, with the current online generations, graphics helps to easily navigate through the 

websites and to interpret the information contained in the sites with relative ease. The impact 

of this on the customer satisfaction and their willingness to purchase commodities from these 

sites was explored. The results have thus indicated that consumers like graphics in online 

retail websites. The extent of these graphics and their nature has, however, not described by 

the researcher as it is quite extensive and with multiple areas of review. However, it is 

significant and relevant to conclude that graphics in retail websites enhance user experience 

and are among the qualities that most users look for in their online shopping.  

Thirdly, the research has focused on the speed of delivery and the efficiency of the delivery 

services and customer satisfaction, in online shopping, consumers expect that once an order 

has been placed, the owners of the retail website will take up upon themselves to deliver the 



commodity to the consumer efficiently. Items such as clothing, foodstuff, electronics, and 

even books are ordered online, and the consumer receives them at their designated locations. 

Whereas the efficiency of this delivery system is important to the customer, the researchers 

observed that it is not a priority to most of the consumers who participated in this research. 

This may be contrary to the expectations of the researcher from the beginning of the research 

but resonates well with previous studies that have ranked customer experience, price and the 

quality of the products as more important to the consumers than the speed of delivery. As a 

matter of fact, it is less important delivering poor quality product to the customer in a day 

than taking a week or more to provide the necessary quality as purchased by the customer. 

For this research, only about half of the respondents considered the delivery speed as a big 

issue affecting their user satisfaction. 

Further, majority of them considered the potential of receiving the quality ordered as more 

important than the delivery process. This is based on the notion that some retail websites have 

been accused of displaying quality commodities in animations and graphics but delivering 

totally different commodities to the consumers who order them. The mismatch in quality, 

efficiency, and effectiveness has greatly affected the online retail industry. For the 

respondents of this research, therefore, receiving the quality as ordered from the retail sites is 

a better indication of quality than the speedy delivery process. This, however, does not take 

into consideration commodities such as foodstuff which are often ordered at the time of need, 

and consumers may not require to wait for a long time. In such scenarios, quality, as well as 

speed, are of great importance to the consumers.  

On the overall, the research also focused on the general satisfaction with the transactions as 

being conducted online. In some of the previous research reviewed in the literature review, 

consumers, as well as the general public, has been too careful about online transaction due to 

the danger of identity theft and the problems associated with lack of trust. However, most of 



these worries were present ten to twenty years ago, where people were not very conversant 

with an online business. In recent years, everyone is careful not to share personal and private 

information online, and the current devices sense such attempts and safeguard the users. This 

objective, therefore, focused on assessing if the personal data security is still an issue among 

the millennials. To this effect, respondents in the research indicated that they are satisfied 

with how majority of the retail website conduct their transactions. This is a clear indication of 

the growth that has taken place in the industry and the value that people currently place on 

issues such as data privacy. It also points towards the efforts of the industry leaders and 

policymakers in ensuring that data privacy is ensured and cases of phishing and wrongful 

recording and sharing of personal data are prevented. In effect, the responses received show 

that the ease of navigation in the sites, the openness, and transparency that is within the 

websites as well as the absence of too much personal information required to access retail 

services make the users feel safer and satisfied.  

6.3. Recommendations  

There are various recommendations that can be gathered from the research. Most of these, 

however, relate to website quality and how online businesses can use the results of this 

research to attract more of the millennials and retain them as loyal customers. First, the retail 

website must be simple to utilize for any kind of consumer. The surveyed consumers 

indicated that one of the things that attracted them to the sites was the ease of use, simplicity, 

and the speed of navigation. It does not help, therefore, to have a complex site where 

consumers will have a hard time locating information about the commodities being offered 

and where they will not be willing to come back to. A simple-to-use site enables customers to 

identify their preferred commodities easily, place their orders, and pay for the services. 

Online transactions ought to be speedy and efficient. 



Second, the retail website must be ready to utilize the current technology in the form of 

graphics and animations. The automatic upgrade of the sites must take into consideration the 

trends in graphic quality ad ensure that consumers receive the best quality graphics that 

enhance their individual and collective experiences within the site. Good graphics that 

resonate with the consumer's region, religion, culture, and age help to create the necessary 

connection that the consumers need and also to develop a good relationship between 

consumers and the sites. The graphics also serve to enhance brand recognition and loyalty, 

factors that are key in the sustenance of a relationship with the customers. However, it is also 

important to understand the diversity of cultures and traditions in the target consumers in 

order to ensure that the graphics, promotional videos and images are valid in respect to the 

age, religion, and culture of the consumers. Using season-specific graphics for seasons such 

as Christmas and Ramadhan have also been seen to increase the website connection to the 

consumers.  

In addition, it is critical that websites continually filter irrelevant and inconsistent information 

on their sites. As observed from the consumers, there are many sites with poor informational 

consistency, thereby frustrating the consumers. In any business, consumer frustration is the 

worst form of conduct. Since it is preventable, website quality checks should entail looking at 

information consistency and communicating what is relevant to the consumers at all times. 

This also covers the information on order availability, alternatives, and substitutes that are 

possible as well as other quality that may be available in the online market. Consumers prefer 

honest information that will lead to an informed decision to inconsistent information that may 

be regrettable and misleading.  

6.4. Directions for Future Research 

Future research on the retail website should focus on the popularity of the sites among 

different generations in order to help marketers to design sites and content that is relevant to 



the sites. In order, the key problem of information inconsistency and potential of having the 

wrong product delivered should be further researched in order to ascertain the frequency of 

such outcomes and the perceptions of the consumers who are affected by such atrocities. In 

the market research, there is also a need to focus more on different commodities separately in 

order to narrow down to the basic and specific details that satisfy customer needs. For 

instance, a new market for online retail industry such as Ireland should be a focus for 

clothing, electronics or other commodities specifically in order to assess what the consumers 

need and hence guide the new entrants and manufacturers considering the market on what 

would be expected of them. Such studies can help reshape the online retail industry and help 

website developers to customize sites for specific consumer population. With better consumer 

satisfaction, businesses are likely to grow. 

6.5. Research Limitations 

The most critical limitations of the current research are the fact that there was no adequate 

time to explore a wide range of views from more respondents. The researcher, however, 

concentrated on the millennials, which represent about 80% of the customers for the retail 

website and hence, the results are still generalizable. Further, the gender distribution of the 

respondents ensured that the results obtained were accommodative of male and female 

perspectives as well in order to increase the reliability. Randomization of the respondents was 

also not done and given that the researchers used online social media to get the respondents, 

it is possible that some of them lied about their ages to be included in the research. This is a 

limitation that the researcher would not have control over. Nonetheless, the results obtained 

from the research sufficed to create a better perspective of the topic and set a foundation for 

future research.  
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APPENDIX 

Appendix A:  Questionnaire 
Dear Participant, 

I am conducting a research to determine the impact of the “usability” of retail website on 

customer satisfaction for millennials in Ireland. The aim of the research is to understand if the 

usability of retail websites influences customer satisfaction for millennials in Ireland. The 

research is limited to millennials who shop online for clothes. 

The survey will only take about 5 minutes to complete. Your participation is voluntary, and 

this survey is for academic purpose only.  

You can withdraw from this research at any time without giving a reason.  All the 

information you provide will be held in strict confidence and will be deleted when the 

research is complete. 

Thank you for your help. 

Misturah 

https://www.allcounted.com/s?did=s145rjx065uzp&lang=en_US 

 

1. Gender  

 Male  Female  Others 

2. Age group 

23 – 26  

27 – 31 

32 – 38  

 

 

 

 

 

 

 

Please choose one answer option for each of the following statements 

 

5 = Never                 2 = Mostly 

4 = Rarely     1 = Always 

https://www.allcounted.com/s?did=s145rjx065uzp&lang=en_US


3 = Sometimes                           0 = No Opinion (Please avoid using this 

option of at all possible) 

 

 

3. I purchase clothes from Irish retail websites.      

 5 4 3 2 1 0 

4. I purchase clothes from non-Irish retail websites.      

 5 4 3 2 1 0 

5. Website graphics make it easier for me when ordering products   

 5 4 3 2 1 0 

6. Online retailers provide enough information about product functions and quality.

 5 4 3 2 1 0 

7. There are too many inconsistencies on retail fashion websites?    

 5 4 3 2 1 0 

8. Products purchased online have measured up to my expectation.    

 5 4 3 2 1 0 

Please choose one answer option for each of the following statements 

 

5 = Strongly Agree     2 = Disagree 

4 = Agree      1 = Strongly Disagree 

     3 = Neither Agree nor Disagree   0 = No Opinion (Please avoid 

using this option of at all possible) 

 

 

9. I am satisfied with the way online retailers carry out transactions   

 5 4 3 2 1 0 

10. It is easy to find the information for products.      

 5 4 3 2 1 0 

11. I only use websites that provide a good delivery service (within one - ten days).  

 5 4 3 2 1 0 



Appendix B: Minutes of Meetings With Supervisor 

 

 

Dissertation Meeting/Progress Monitoring Report 
 

Name of Student: Misturah Labake Bello                     Student No.:  10506370  

Name of Supervisor:  John Lamont  Meeting No.:         1                          

Date of meeting:  18/06/2019  

Location of meeting:   Castle house  

Review/Comment on Progress Made (since last meeting): 
 
First meeting 
 
 
 
 
 
 

 
Topics/Issues discussed/addressed at meeting: Action Agreed/Progress expected before 
next meeting: 

 
 Discussion about my dissertation topic and how it should be narrowed down. 
 Methodology 
 We talked about what is expected of me for the dissertation 

 
 
 
 

Overall Summary/Conclusion of Meeting: 
 
 

 Talked about my dissertation and the timeline 
 
 
 

Date of next meeting:   27/06/2019   Signed:  Supervisor                             

Signed: Misturah BelloStudent 

N.B. Complete and keep for records of each student meeting (Copy for supervisor & 
student). 

 



 

 

 

Dissertation Meeting/Progress Monitoring Report 
 

Name of Student: Misturah Labake Bello                         Student No.:   1050637 

Name of Supervisor:  John Lamont  Meeting No.:      2                          

Date of meeting:  27/06/2019  

Location of meeting:  DBS Aungier Street  

Review/Comment on Progress Made (since last meeting): 
 
 

 Dissertation topic was restructured. 
 

 

 
Topics/Issues discussed/addressed at meeting: Action Agreed/Progress expected before 
next meeting: 
 Discussion about the dissertation topic. 
 Literature themes 
 Target population 

 
 
 

Overall Summary/Conclusion of Meeting: 
 
 

 Discussed about how the restructured topic would be done 
 
 
 

Date of next meeting:   09/07/2019   Signed:  Supervisor                              

Signed:  Misturah Bello Student 

N.B. Complete and keep for records of each student meeting (Copy for supervisor & 
student). 

 

 

 

 



 

Dissertation Meeting/Progress Monitoring Report 
 

Name of Student:  Misturah Labake Bello Student No.:10506370    

Name of Supervisor:  John Lamont  Meeting No.:             3                          

Date of meeting:   09/07/2019  

Location of meeting:   DBS Aungier Street  

Review/Comment on Progress Made (since last meeting): 
 

 Introduction 
 Literature review 

 

 
Topics/Issues discussed/addressed at meeting: Action Agreed/Progress expected before 
next meeting: 

 
 
 

 Research questionnaire 
 Timeline for literature review completion and methodology 
 Changes to introduction 

 
 
 

Overall Summary/Conclusion of Meeting: 
 Questionnaire finished before the end of the week and sent to supervisor 

 
 
 
 

Date of next meeting:    23/07/2019   Signed:  Supervisor Signed:    Misturah 

Bello

 St

udent 

N.B. Complete and keep for records of each student meeting (Copy for supervisor & 
student). 

Dublin Business School 2019 

 

 



 

Dissertation Meeting/Progress Monitoring Report 
 

Name of Student:  Misturah Labake Bello Student No.:  10506370   

Name of Supervisor:  John Lamont  Meeting No.:             4                          

Date of meeting:   12/07/2019  

Location of meeting:  DBS Aungier Street  

Review/Comment on Progress Made (since last meeting): 
 

 Methodology completed 
 Data analysis done 

 
 
 

 
Topics/Issues discussed/addressed at meeting: Action Agreed/Progress expected before 
next meeting: 

 
 
 

 Respondent to questionnaire 
 Discussion findings and conclusion 
 Suggestion for literature review 

 
 
 
 

Overall Summary/Conclusion of Meeting: 
 Rounding up of dissertation 

 
 
 
 

Date of next meeting:       Signed:  Supervisor Signed:    Misturah 

Bello

 St

udent 

N.B. Complete and keep for records of each student meeting (Copy for supervisor & 
student). 

Dublin Business School 2019 



 

  

 

 

 

 


