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ABSTRACT

This study aims to investigate the factors influencing e-commerce satisfaction, focusing
on application design, merchandise attributes, transaction capabilities, and security and
privacy. Internet penetration has massively changed the behavior of the customer,
especially their buying behavior, from traditional to online through various channels
such as e-commerce. The key finding from the quantitative approach with purposive
sampling is the highly positive relationship between application design and e-
satisfaction. The findings of the study demonstrate a moderate association between
merchandise attributes and e-satisfaction, emphasizing the significance of product
variety and presentation. FFurthermore, the study has recognized other significant
variables that lead to e-satisfaction, such as fast transaction capabilities and adequate

security and privacy protections. The findings provide theoretical insights as well as
practical guidelines, implying that e-commerce platforms may improve their customer
satisfaction by prioritizing user-friendly, ease-of-use, and appealing application designs,
broad product offers, streamlined transaction processes, and robust security and
privacy. This study also provides future research recommendations and limitations.

Contribution/ Originality: This study contributes to e-commerce research by revealing a strong positive
relationship between application design and e-satisfaction, emphasizing the critical role of Ul/UX. Furthermore,
our findings extend existing literature by offering detailed, actionable insights for e-commerce platforms,

particularly in improving user interfaces and transaction processes and ensuring robust security.

1. INTRODUCTION

The rapid global expansion of the Internet has significantly contributed to e-commerce growth, drastically
affecting modern consumer behavior. In 2022, e-commerce transactions soared by 56%, with projections estimating
a value of approximately 8.1 trillion dollars by 2026 [17. Notably, Indonesia emerged as a critical player in this
domain, boasting one of the fastest-growing e-commerce markets. Predictions suggest a 10.41% growth in
Indonesian e-commerce sales between 2023 and 2027, slightly below the global average of 11.16% [27]. This
growth underscores the importance of e-satisfaction-the overall contentment of consumers with their online
shopping experience, encompassing pre-and post-purchase phases [3-57.

Despite extensive research in the e-commerce area, such as literature studies by Chen, et al. [57] and Wang, et

al. [67, there is room for deeper understanding, particularly in the Indonesian context. According to Statista [27]
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Indonesia has a huge market of e-commerce consumers, which is dominated by productive ages millennials and
Generation Z. Indonesia is one of the biggest countries that has a large number of active e-commerce users, with a
forecast reach of 128.27 million users in 2028, and total transaction projected to reach 86.81 billion by 2028, which
means a growth rate of 10.4%.

Previous research has extensively explored the impact of e-satisfaction on consumer behavior [7, 87 including
its correlation with repurchase behavior in e-commerce [6, 97. However, the dynamics of consumer satisfaction
within Indonesian e-commerce remain underexplored. For instance, one study examined evaluation models and
influential factors in a broader context of e-commerce [107] while another study focused on the role of e-service
quality in e-satisfaction [117]. Moreover, e-commerce competition in Indonesia is increasingly high, so increasing
customer satisfaction becomes increasingly important [12,137.

Therefore, this study aims to explore the factors affecting e-satisfaction in Indonesia's burgeoning e-commerce
market. By gaining a deeper understanding of consumer satisfaction, businesses can develop tailored strategies to

enhance consumer experiences and gain a competitive edge in the digital realm.

2. LITERATURE REVIEW
To measure the e-satisfaction of e-commerce, the literature review that has been done emphasizes 4 elements
that construct satisfaction, such as website design, merchandise attributes, transaction capabilities, and online

payment process [5, 14-17].

2.1. Application Design

In recent research, the influence of website design on customer satisfaction in e-commerce has gained
significant attention [18, 197]. The study provided a holistic perspective on online shopping customer satisfaction,
laying a foundational understanding of the factors affecting consumer behavior in digital environments [167. This
finding study also complements the work that emphasized the importance of user interface design in e-commerce
and its impact on consumer trust [207]. Further study explored the effects of online service quality, information
quality, and usefulness of e-commerce websites on user satisfaction, highlighting the critical role of digital service
features. Concurrently, studies on e-service quality have underscored the importance of online service quality and
information quality, which influence customer satisfaction and trust [217]. Research in online shopping has shown
that various factors, including website design, affect customer satisfaction and loyalty at varying e-commerce
applications, which means that managers need to maintain and check the website design regularly because it helps
customers navigate and find relevant information easily [177]. In a recent study, Pang and Pang [107] developed an
evaluation model to measure satisfaction with e-commerce platforms, finding that website design is key influencing
factor. Another study found that how well e-commerce sites handle orders and provide service after the sale is
important for customer satisfaction and is influenced by the website's functionality, appearance, and safety [227.
Furthermore, research indicates that a shopping site's usability, trustworthiness, and design greatly affect customer
satisfaction and loyalty [23, 247. These findings highlight how website design and service quality play a complex
role in customer satisfaction in e-commerce.

Based on the previous study, we propose the following hypothesis.

H.: Web design influences e-satisfaction.

2.2. Merchandise Attributes

The significance of merchandise attributes as a variable in e-commerce research is well established,
highlighting how product attributes and quality are crucial in influencing consumer satisfaction. Hidayat and
Anasis [117; Hristoski, et al. [257] and Tontini, et al. [267]. Liu, et al. [167] provided a comprehensive view in their

empirical study on online shopping customer satisfaction in China, where they also touched upon the importance of
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product attributes. This study’s findings align with the research showing that merchandise attributes such as
information and product variety implicitly address the impact of merchandise attributes on e-customer satisfaction
in the online environment [14, 277. Similarly, another study explored the relationship between customer loyalty,
satisfaction, trust, and service quality in an e-commerce setting, highlighting how product attributes significantly
shape customer trust and satisfaction [28, 297]. Recent studies explore the nuances of merchandise attributes and
their impact on customer satisfaction in e-commerce. Mofokeng [177] study examined product variety and process
delivery as key antecedents forming satisfaction, emphasizing the importance of information quality, which affects
customer loyalty. Another study proposed a conceptual model focusing on differences between perceived and actual
product experiences in an online environment, specifically in terms of direct e-store and indirect e-store contexts,
showing higher satisfaction with direct e-stores than indirect ones [807]. Merchandise attributes can also be
identified as channel options, as a study shows that channel options are critical factor in the customer experience,
especially in satisfaction in the online environment [31,327.
Based on the previous study, we propose the following hypothesis.

H.: merchandise attributes influence e-satisfaction.

2.8. Transaction Capability

The efficiency and ease of transaction processes on e-commerce platforms significantly contribute to e-
satisfaction among consumers [4, 337]. This variable shapes consumer perceptions and experiences in online
marketplaces such as e-commerce, according to Kerkhof and van Noort [847]. Liu, et al. [16] conducted an
empirical study of online shopping customer satisfaction in China, highlighting the predictive nature of transaction
capability in influencing online shopping customer satisfaction. The study emphasized the significance of
transaction capability as one of the key factors contributing to customer satisfaction in the e-commerce
environment.

Various e-commerce setting have explored the impact of transaction capability on e-satisfaction. For instance, a
study investigated the influence of transaction capability on customer satisfaction on cross-border e-commerce
platforms, emphasizing the need for efficient and user-friendly transaction processes to enhance customer
satisfaction [85, 367. Additionally, the study explores the factors affecting customer satisfaction in mobile
commerce, highlighting transaction convenience as a critical determinant of customer satisfaction in the mobile
commerce domain [37,387.

The role of transaction capability in shaping consumer perceptions and behaviors has been a focal point of
research. A study explored the impact of transaction capability on customer loyalty in e-commerce, emphasizing the
link between efficient transaction processes and customer satisfaction and loyalty [89, 407]. Additionally, the study
examined the influence of transaction capability on customer repurchase intention, underscoring the pivotal role of
transaction efficiency in driving repeat purchase behavior among e-commerce consumers [38, 41 7.

Based on the previous study, we propose the following hypothesis.

H: Transaction capability influences e-satisfaction.

2.4. Security and Privacy Transaction

The online payment process's convenience and security significantly impact e-satisfaction levels among e-
commerce consumers [ 16, 287. The online payment process is a critical component of the overall e-commerce
experience, and its efficiency and security directly influence consumer satisfaction [9, 427.

Cao, et al. [87] studied mobile payment users' continuance intention from a trust transfer perspective,
highlighting the security and trust in those payment systems. Trivedi and Yadav [97] emphasized that trust in
online payment systems is a key factor for consumer satisfaction in e-commerce, especially for Generation Y.

Furthermore, Guo, et al. [237 and Wisna, et al. (487 highlighted how the quality of e-services, especially security
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in payment methods, affects customer satisfaction in e-commerce. Furthermore, researcher explored the integration
of the e-service quality model and service convenience model to measure e-payment performance and its implication
for consumer satisfaction [ 34, 447]. A study regarding the impact of the payment system environment on purchase
intention highlights the evolving landscape of online payment systems and their influence on consumer behavior [6,
457].

Thus, according to the previous study, we propose the following hypothesis.

H.: Security and privacy transactions influence e-satisfaction.

2.5. E-Satisfaction

The definition of e-satisfaction is grounded in the customer satisfaction literature, as satisfaction is defined as a
response from a consumer to fulfilling the consumer's needs or desires. So, a consumer's satisfaction level is the
consumer's assessment and experience related to the perceived product features [467]. Thus, e-satisfaction in the
context of e-commerce refers to the level of contentment and fulfillment experienced by consumers in their online
shopping interactions [37]. The e-commerce platform’s overall satisfaction encompasses various factors such as
service quality, transaction processes, and the overall online shopping experience. E-satisfaction is a critical
component in understanding consumer behavior and loyalty in the digital marketplace [10, 16, 177.

Previous studies found that e-satisfaction is influenced by several factors, such as web design, merchandise
attributes, security or privacy, and transaction capability [14-167. A similar study, also conducted by Anderson and
Srinivasan [37] explored the contingency framework of e-satisfaction and e-loyalty, highlighting the interplay
between trust and perceived value, and their impact on e-satisfaction and subsequent customer loyalty. The study
underscored the complex and interconnected nature of e-satisfaction and its role in fostering customer loyalty in the
digital marketplace. A recent study also supports the previous research that finds website design, merchandise
attributes [17, 237 security or privacy, and transaction capability [17, 43, 477 have a significant impact on e-
satisfaction. Thus, the literature on e-satisfaction in e-commerce encompasses a diverse array of studies that
collectively contribute to a comprehensive understanding of the factors influencing e-satisfaction and its
implications for customer loyalty and retention in the digital marketplace.

Based on the previous study, literature, and hypothesis development, the research model is given (Figure 1).

Application design

Merchandising
attributes

e-satisfaction

Transaction

capabilities

Security and
privacy

Figure 1. Research model.

3. METHODOLOGY
This study is a cross-sectional study in which data collection is specific to one time and gathers multiple

respondents [48, 497. We use non-probability sampling with a purposive sampling approach to achieve our
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research objectives. The criteria of respondents in our study are: 1) have experience and account in an e-commerce
application for a minimum of 2 years, 2) use and have routine transactions in the e-commerce application. A
quantitative approach using a Likert scale ranges from 1 to 7. By using the quantitative approach, the study must
have a valid reliability and validity test of the model [50, 517].

The construct of variables to measure e-satisfaction was adopted from the previous research study, such as the
design of an application, merchandising, security and privacy, and transaction capabilities [14-17]. and the
construct for the e-satisfaction indicators, we also adopt from the previous study, such as happiness and enjoyment
[15, 17, 46]. The minimum sample if researchers use the Partial Least Square-Structured Equation Model (PLS-
SEM) is 10 times the indicators [527 or they can also use the inverse square root method by calculating the number
of arrows pointing at the construct, with the number of arrows being 4 and r squared being 0.1. Hence, the
minimum sample is 137 respondents [537. This study uses seventeen indicators; thus, the minimum number of
samples in this study is 170 respondents. Our study collected 189 valid respondents that met our criteria for
meeting the research objectives.

We also use Smart-PLS version 3 to look at the research model. There are two steps to the analysis: 1) the
measurement of the model, such as validity and reliability, and 2) the structural model by conducting hypothesis
testing [54].

Table 1 shows the operationalization of the variables and the literature references.

Table 1. Construct variable.

Variable Indicators Code | Source(s)

Merchandise attributes | Product variety M1 Cao, et al. [147]; Cho and
Various promotion M2 Park [157; Liu, et al.
Good price plusdelivery Ms [167] and Mofokeng [17]
Number of products M4

Application design User friendly D1 Cao, et al. [147]; Cho and
Easy to find product or service D2 Park [157; Liu, et al
Informative applications Ds [167] and Mofokeng [17]
Have a good color combination D4

Transaction capabilities | Delivery duration T1 Cao, et al. [147; Cho and
Variety of payment method T2 Park [157; Liu, et al
Fast process T3 [167] and Mofokeng [17]
Load pages fast T4

Security and privacy Trusted application SP1 Cao, et al. [147; Cho and
Protect personal data SP2 Park [157; Liu, et al
The application has an adequate security system | SP3 | [167]and Mofokeng [17]

e-satisfaction Overall satisfaction Sal Cho and Park [157;
Enjoy Sa2 Mofokeng  [17] and
Happy Sas Oliver [46]

4. RESULT
4.1. Demographic of Respondent

Table 2 represents the respondent profile that is included in this research, which has experience with e-
commerce applications and routine transactions. Most of our respondents also came from Generation Millennials
(50%) and Z (44%) and most of them are heavily internet active and buy from e-commerce [55-577]. From the
gender, both male and female generate relatively the same contributions, and for the regional distributions, the
result is that most of the respondents (88%) come from Java Island, which is the regions with the highest

penetration of internet and e-commerce transactions [58,597].
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Table 2. Respondent profile.

Gender Percentage
Male 41%
Female 59%
Socio-economic status (SES)

SES A 9%
SES B 15%
SES C1 23%
SES C2 20%
SES D 23%
SESE 10%
Range age

18-24 44%
25-30 25%
31-35 15%
36-40 10%
41-45 5%
Regions / Area of respondents

Jakarta 19%
West Java 17%
Central Java 21%
East Java 23%
Yogyakarta 7%
Others 12%

To analyze the validity and reliability model, we can measure the individual reliability of each indicators, the

reliability of construct, and the value of discriminant validity [607. Table 3 shows that the value of Cronbach’s

Alpha, rho_A, and Composite Reliability for all variables are higher than their critical value (0.7), and the value of

Average Variance Extracted (AVE) for all variables also exceeds its critical value (0.5) means that the model is valid

and reliable [617].

Table 8. Summary of construct measurement.

Indicators Expl.oratory Conﬁrmato'ry Cronbach’s o CR AVE
loading factors factor loading
D1 0.749 0.748(20.32)
D2 0.867 0.867(41.99)
0.878 0.917 | 0.736
D3 0.909 0.908 (63.58)
D4 0.896 0.894(55.26)
M1 0.896 0.891(27.16)
M2 0.898 0.898 (46.10) 0.914 0.932 | 0.938
M3 0.884 0.885 (39.44)
M4 0.881 0.876(25.30)
SP1 0.954 0.852(4.727)
SP2 0.897 0.816 (4.096) 0.921 0.914 | 0.938
SP3 0.888 0.811(3.478)
Sal 0.897 0.896 (46.69)
Sa2 0.917 0.917(63.33) 0.877 0.880 | 0.925
Sa3 0.874 0.874(46.23)
T1 0.669 0.662 (12.84)
To 0835 0.850(21.01) 0.702 0.727 | 0.835
T 0.233 0.357(8.77)
T4 0.866 0.866 (42.33)

Note: *)removed due to low exploratory loading factor value.
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The outer loading of each indicator is also measured in this model to measure the correlation between the item
score and the construct score, the outer loading score must be higher than 0.7 [627. As represented in Table 3 the
score of T3 is far below 0.7, so we removed the indicators and re-ran the model, resulting in all indicators having
outer loading values higher than 0.7 except the T1 indicator with a score of 0.669. However, even though the score
is below 0.7, as long as the Composite Reliability (CR) and AVE scores (Table 3) of variables are higher than their
critical scores, researchers can still keep the indicators [54, 637, so the indicator T1 can still be used in this model.

There are several approaches to measuring the discriminant validity of models, such as the Fornell-Larcker
criterion, cross-loadings, and the Heterotrait-Monotrait (HTMT) ratio [64]. This model uses Fornell-Larcker and
HTMT approaches, which resulted in Table 4. As shown in Table 4, an HTMT score below 1 is still acceptable
[60,65] even though the best result is if the score of HTMT is below 0.9 [527.

Based on Table 3, the construct validity of the model is valid because the loading factors, Cronbach’s alpha, CR,
and AVE, meet the minimum thresholds. The reliability construct of the model also met the minimum thresholds by

seeing the value of HTMT and the Fornell-Larcker ratio.

Table 4. Reliability test result (Fornell-Larcker and HTMT).

Construct App 11(.:at10n Merchandise Secul.'lty and TI‘allS{:l(ztl.Oll e-satisfaction
design privacy capabilities

Fornell-Larcker

Application design 0.858

Merchandise 0.251 0.890

Security and privacy 0.121 0.009 0.913

Transaction capabilities 0.310 0.293 0.074 0.794

e-satisfaction 0.521 0.292 0.097 0.680 0.896

HTMT

Construct Apphgatlon Merchandise SeCUI"lty and Transaction capabilities
design privacy

Merchandise 0.262

Security and privacy 0.114 0.069

Transaction capabilities 0.804 0.361 0.072

e-satisfaction 0.836 0.316 0.077 0.857

4.3. Structural Model Assessment

To evaluate the endogenous constructs' linear regression effects on one another, a structural model can be used

to identify the patterns of relationships between the different constructs [547].

4.8.1. Collinearity Assessment

To investigate the collinearity in the structural model, we can see the value of variance inflation factor (VIF)
criteria as a primary criterion, the VIF value below 5 indicates that the indicators have no collinearity issues [61,
667. rom Table 5, all indicators have a value below 5.0, which means that the structural model has no collinearity

issues.

4.8.2. Determination of Coefficients and Effect Size

To assess the influence of each independent variable on the dependent variable, we use the F2 values which if
the F2 values less than 0.15 indicating a weak effect size, 0.15 to 0.35, indicating a moderate effect size, and greater
than 0.35, indicating a high effect size [67]. The coefficient of determination shows how much variation in the
dependent variable(s) can be explained by the independent variables. A value between 0 and 1 means that the
structural model is better at predicting the future [627. Table 6 indicates that variable merchandise and transaction
capabilities have a moderate effect on e-satisfaction, while application design has a strong effect on e-satisfaction.

Meanwhile, security and privacy variables have a weak effect on e-satisfaction. The R? value in this structural model
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is 0.698, which indicates that the independent factors in the structural model explain 69.8% of the e-satisfaction

variable, with the remaining 21.2% explained by additional independent variables not explored in this structural

model.

Table 5. Collinearity assessment.

Indicators VIF
D1 1.5633
D2 2.875
D3 3.895
D4 3.198
M1 2.296
M2 2.812
Ms 2.512
M4 2.596
SP1 3.053
SP2 3.502
SPs 3.212
Sal 2.589
Sa2 2.796
Sas 2.092
T1 1.165
T2 1.787
T4 1.730

Table 6. Coefficient determination and effect size.

Variable e-satisfaction R*
Application design 0.737

P 1 £Q
Mercbdndlse . 0.252 0.698
Security & privacy 0.132
Transaction capabilities 0.165

4.3.8. Effect of Hypothesis Testing
We used the bootstrapping technique to determine the path coefficient and the study’s hypothesis. As shown in
Table 7 and Figure 2, all hypothesesin this study are valid.

Table 7. Structural model evaluation and verification.

Path Standard

Relationship coe fﬁa(fients deviation | T stat. | P values | Fitness
(STDEV)
Application design -> e-satisfaction 0.675 0.052 13.011 0.000 SRMR:
Merchandise -> e-satisfaction 0.370 0.047 1.893 0.000 0.075
Security & privacy -> e-satisfaction 0.082 0.052 2.080 0.016 NFT.0.958
. e o RMS theta:

Transaction capabilities -> e-satisfaction 0.181 0.053 3.416 0.001 0.081

To determine the significance of the path from the coefficients model and verify the hypothesis regarding the
relationship between variables, we conduct the bootstrapping technique using the SmartPLS tools. The result of
this analysis is represented in Figure 2 and Table 7, which show the p-value of all hypotheses below 0.05, which
means the hypotheses are accepted and have a positive effect on the application design and have the biggest T
statistic value (13.011), followed by merchandise (0.370), transaction capabilities (0.181), and security and privacy
(0.082). This result shows that e-satisfaction is influenced by application design, merchandise, transaction

capabilities, security, and privacy.
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The measurement of the goodness of fit model also revealed satisfactory data in this study, with Standarized
Root Mean Square Residual (SRMR) value below the threshold of 0.08 [68, 697 Normed Fit Index (NFI) value
above 0.9,and Root Mean Square Theta (RMS_theta) value less than 0.12 [63].

M2
“"""-u
M3 0.898
0831
4—0.881 ;
M4 0.89
M1 Merchandise
T 0.370
- -
LN
/
e \“o. 181 Sal
T4 Transaction g‘;ﬁ:’;
capabilities _-OI874 —+ Sa2
SP1 “ 0.082 ™ Sa3
0954 e-satisfaction
Sp2 4—0.897 —
k_o.asa/
5p3 0.675
Security and
o1 privacy
-
D2 0. ?49H
$—0.067
40909
IE 0.896
D4 Application design

Figure 1. Result of structural model.

5. DISCUSSION

The most significant finding is the strong positive relationship between application design and e-satisfaction,
which has a path coefficient of 0.675 and a high t-statistic of 13.011, indicating a robust and statistically significant
relationship. This finding is supported by Liu, et al. [167] and Mofokeng [17] who emphasized the importance of
website design in influencing online shopping customer satisfaction in China, providing a holistic view of customer
satisfaction in the e-commerce context. Furthermore, this finding also strengthens the role of forming a good User
Interface/ User Experience (UI/UX) of customer applications, which affects their satisfaction through good human
computer interaction [70, 717]. A study found that a positive UX can significantly enhance customer engagement
and satisfaction. This includes aspects like ease of navigation, intuitive layout, and responsive design that adapts to
different devices [20, 247]. The e-commerce designs should also seamlessly integrate aesthetic elements of UI with
the functional aspects of UX. This ensures that the application is not only visually appealing but also practical and
easy touse [72, 737].

The impact of merchandise attributes on e-satisfaction is also significant, with a moderate relationship (path
coefticient: 0.870, t-statistic: 1.893). This finding aligns with the previous study, which explored the effects of retail
organizations designing their e-catalog appropriately to attract customers and create customer satisfaction and
loyalty through a merchandising attributes approach [74-767. These attributes directly influence the customer's
shopping experience and satisfaction levels. The findings resonate with studies like those of Cao, et al. [877] which
indicated that merchandise attributes such as product information and variety significantly impact customer
satisfaction in online environments. This suggests that e-commerce platforms should continuously improve product
variety and focus on enhancing their product appearance, offerings, and related attributes to not only improve but
also increase customer satisfaction.

Regarding the influence of transaction capabilities on e-satisfaction (path coefficient: 0.181, t-statistic: 3.416),
your findings resonate with the broader e-commerce literature, as highlighted in studies like [97 which investigated

the role of e-satisfaction in mediating online repurchase intentions. Efficient, user-friendly, and smoother
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transaction processes are crucial and should be a focus area for e-commerce platforms [ 15, 167. This supports the
notion that in e-commerce, the convenience and speed of transactions are key drivers of customer satisfaction [ 14,
377. The result also aligns with studies like those of Manaf, et al. [337] which emphasized the significant role of
transaction capability in shaping consumer experiences and satisfaction in online shopping.

Lastly, the relationship between security and privacy and e-satisfaction in your study, though the weakest
among the factors studied, remains significant (path coefficient: 0.082, t-statistic: 2.030). This aspect is crucial in the
e-commerce context, as emphasized by various studies focusing on the impact of security and privacy on customer
satisfaction and trust [5, 6. e-commerce platforms must have adequate security systems to protect customer data
and their privacy [77, 787]. While the impact of security and privacy on e-satisfaction in our study is less
pronounced compared to other factors like application design, it remains a crucial element for building customer
trust and loyalty [17, 20, 87]. Moreover, the growing emphasis on data protection and privacy in the digital age is

a major concern for consumers who are already aware of their personal information's security [79,807.

6. CONCLUSION, LIMITATIONS, AND RECOMMENDATIONS

This study contributes significantly to the understanding of e-satisfaction in e-commerce, with a particular
emphasis on the major factors influencing customer satisfaction, by expanding on the existing literature,
particularly the works of Liu, et al. [167] and Mofokeng (177 and by providing a deeper understanding of the role of
UI/UX in online consumer satisfaction. The findings offer both theoretical insights and practical guidelines for
enhancing the online shopping experience, ultimately benefiting both e-commerce platforms and their customers.

This study offers theoretical knowledge of e-satisfaction in e-commerce by emphasizing the importance of
application design, merchandise attributes, transaction capabilities, and security and privacy. The most significant
finding is a major positive association between application design and e-satisfaction, underscoring the importance of
UI/UX in online buying situations. This research integrates and expands prior work by Liu, et al. [167] and
Mofokeng [177] providing a more nuanced understanding of how application design influences customer
satisfaction through successful human-computer interaction.

From a business perspective, this study provides useful information for e-commerce platforms. According to
the research, prioritizing user-friendly and visually beautiful application design may greatly boost customer
happiness. Furthermore, the significance of merchandise attributes along with quick transaction capabilities
emphasizes the necessity for e-commerce platforms to prioritize a variety of products, presentations, and facilitated
transaction procedures. The report also emphasizes the importance of strong privacy and security protections to
foster client trust and loyalty.

Even though the major contribution is both theoretical and practical, this study has several limitations that
should be noticed. The scope of the study is restricted to certain e-commerce platforms, and the findings may not
apply to all online purchasing situations. Furthermore, the study focuses primarily on quantitative indicators, which
may not adequately reflect the qualitative components of consumer satisfaction.

Future studies should explore the impact of emerging technologies like augmented reality and artificial
intelligence on e-satisfaction and employ qualitative methods to gain deeper insights into consumer experiences.
The findings of this research have significant implications for the e-commerce industry, particularly in digital
marketing and consumer engagement strategies, highlighting the transformative potential of application design in
revolutionizing online shopping experiences. As the online marketplace continues to grow, the insights from this
study could be pivotal in shaping more intuitive, engaging, and satisfying online shopping experiences for users

globally.
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