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Abstract

We performed a study to determine the influence that perceived usability has on the user’s loyalty to websites that they visit.
The results of the empirical analysis confirmed that the trust of the user increases when the user perceived that the system was
usable and that there was a consequent increase in the degree of website loyalty. In the same way, greater usability was found to
have a positive influence on user satisfaction, and this also generated greater website loyalty. Finally, it was found that user trust
was partially dependent on the degree of consumer website satisfaction.
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1. Introduction

Due to the influence of the Internet on economic
activity [95,105] traditional areas of study, such as
satisfaction and loyalty, have received a new impulse as
a consequence of the incorporation of businesses in the
virtual medium. Similarly, other concepts, such as trust
or usability, are acquiring a particular relevance due to
the especially important part they play in the provision
of services through the Internet. Despite the importance
of these concepts there have been few studies that have
analysed the relationship between them. Our study was
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initiated to provide reliable and valid scales of
measurement of all the variables, especially those with
of usability, since it is the only one that has been
subjected to the most demanding criteria. Specifically,
the objective of this study was the analysis of the
influence of perceived website usability on user trust
and satisfaction and the incidence of these three
variables on the loyalty shown by Internet users.

2. Website usability

While the website might seem cold and distant
compared to a traditional establishment, it also offers
new and interesting possibilities. Because of these and
the relative lack of literature on the issues involved,
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there have been many research projects centred on
analysis of the consumer’s perceptions of these
establishments [85,97], and on studying the influence
of the site attributes that affect the conduct of the
potential buyer [65,21,16]. Based on these studies, it
seems likely that in the new environment, perceived
website usability is a very important part of the store’s
image and that it can influence shopping behaviour in
a similar way to those aspects of traditional establish-
ments [68,62]. In fact, usability has been shown to be a
key factor when the services of an organisation use the
Internet. Indeed, Kim and Eom [53] concluded that
usability is of critical importance in achieving the
satisfaction of the user. Ranganathan and Ganapathy
[86] also referred to the importance of the concept
when attempting to identify the key dimensions of
website quality.

According to ISO 9241,' IT system usability
involves the effectiveness, efficiency and satisfaction
with which specified users achieve specified goals in
particular environments. In a website, usability reflects
the perceived ease of navigating the site or making
purchases through the Internet. For Nielsen [79],
website usability involves the ease with which the user
can learn to manage the system and memorise the basic
functions, the efficiency of design of the site, the degree
of error avoidance and the general satisfaction of the
user. More recently, it has been suggested that website
usability “is a quality attribute that assesses how easy
user interfaces are to use” [78]. These definitions show
the coincidence between the concept of “ease of use”
and usability. However, e-commerce literature uses the
term usability more frequently, so “ease of use” is no
longer used in this paper. In addition we need to
emphasise the difference between usability and
usefulness. Some authors consider the influence of
several website characteristics on the likelihood of use.
For example, Swaminathan et al. [102] proposed that
the greater the perceived usefulness of information of
web vendors, the greater the likelihood of electronic
exchange. However, such authors discuss the richness
or relevance of the information, not its ease of use.
Consequently, we propose that there is a clear

! The International Organization for Standardization (ISO) is
currently developing a new standard, specifically for website design,
called ISO/AWI 23973 “‘Software ergonomics for World Wide Web
user interfaces”.

distinction between usefulness and usability. For
example, Davis [22] developed and validated new
scales for perceived usefulness and perceived ease of
use, which are hypothesised to be major determinants of
user acceptance.

Recently, several scales for quantifying the concept
have been developed. These include

o The system usability scale (SUS) was developed in
1986 as part of the Digital Equipment Co. Ltd.
introduction of usability engineering in back-office
systems.

o The software usability measurement inventory scale
(SUMI) was developed with the same objective as
the SUMI questionnaire, but structured the concept
of usability around different sub-scales.

e The scale of Lin et al. [63], which was intended to
evaluate the global usability of a website.

e Shneiderman’s ‘Questionnaire for Usability Eva-
luation’ [91].

In general terms, usability considers the following
factors:

1. The ease of understanding the structure of a
system, its functions, interface, and contents
observed by the user.

2. Simplicity of use of the website in its initial stages.

3. The speed with which the users can find the item
they are looking for.

4. The perceived ease of site navigation in terms of
the time required and action necessary to obtain the
desired results.

5. The ability of the user to control what they are
doing, and where they are, at any given moment.

3. Literature background and hypothesis
3.1. Trust

This concept has received special attention in
marketing literature due to the notable influence it
has on the attainment of a long-lasting and profitable
relationships [74,5,35,37,98]. Traditionally, trust is
defined as a group of beliefs held by a person derived
from his or her perceptions about certain attributes; in
marketing this involves the brand, products or services,
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salespeople, and the establishment where the products
or services are bought and sold [34]. This group of
beliefs has been divided into different dimensions and
trustis usually considered a multidimensional construct
that differentiates between honesty and benevolence
perceived in the behaviour of the other party. Honesty is
the belief that another person will keep his or her word,
fulfil promises and be sincere [38]. Benevolence is the
belief that one of the parties is interested in the well-
being of the other without intention of opportunistic
behaviour [58] and motivated by a search for a mutually
beneficial relationship [27]. Some researchers have
discussed other dimensions of trust; e.g., in the
perceived competence of the second party [89]. This
is concerned with the perceived dexterity and ability of
the second party [69,94]. Specifically, competence is
the degree with which the consumer perceives that the
supplier is in possession of the necessary knowledge
and skills to complete an agreement or exchange. [19].
Perceived competence is especially relevant in an
analysis of consumer Internet behaviour [83,88]; lack of
knowledge about a relation can adversely affect the
process. To this we must add a lack of knowledge of the
medium itself. Little-known brands, insecurity about
online payments, concern about order processing or
conditions of delivery are all factors that oblige the
business owner to show that the online business has
financial, technical, and human resources necessary to
satisfy the terms and conditions of the exchange
agreement. Thus trust will be considered here as a
construct made up of three dimensions: honesty,
benevolence and competence perceived in a website.
Some authors have analysed the role of trust in
online relationships by distinguishing different stages
[72]. McKnight et al. [73] state that the consumer of a
website overcomes a prior exploratory stage before
being ready to carry out commercial transactions with
it. In the exploration stage, the consumer has no direct
experience with it, and thus trust is based on aspects
such as perceived reputation, propensity to trust
others, or presence of structural guarantees (such as
independent testimonials). Once this first phase has
been overcome, the consumer will decide to carry out
riskier operations (e.g. make an order). This phase is
the ‘“‘commitment stage”. It is the individual’s
experience with the website that determines the levels
of trust at any moment. The present work deals with
this second phase, since consumers who were

interviewed in our study already had experience in
the use of the websites. Such experience allows the
individual to create expectations about the events that
may occur in future, and therefore decide whether to
continue with the relationship. Consequently, trust is
generated as a result of knowledge accumulation. The
development of new exchanges broadens the informa-
tion that the consumer has of the website’s qualities.
This is added to the previous information and may
even modify the trust between the parties.

Some research projects have analysed the impor-
tance of trust in Internet relationships [67,40,71,
59,14,32]. Insecurity of the consumer when shopping
online has become one of the most important obstacles
to the growth of e-commerce [56,106]. This is because
a brick-and-mortar business gives the consumer a
sense of privacy or reliability of communication that
protects any exchange of financial information [55]. It
has been argued [52,18,77] that website attributes
(particularly usability) may influence the perceptions
of the consumer about the website and thus of the
expected degree of trust.

The ease of use of a computer system favours more
complete learning and a greater capacity to infer how
the system will act. Thus, usability may improve trust
levels [29]. From a global perspective, we can
establish several arguments about the influence of
usability on trust:

e QGreater usability favours a better comprehension of
the contents and tasks that the consumer must
realise to achieve an objective (e.g. make an order).
This reduces the likelihood of error and improves
consumer trust levels [75].

e Usability is related to consumer ability to know
where he or she is at any time and what can be done.
Self-confidence may be defined as a consumer
feeling of security and ability about his or her
decisions and behaviours [12]; thus we may
establish a clear relationship between usability
and self-confidence. Greater usability offers more
security to website users. In addition, greater self-
confidence might improve consumer trust in the
website. Indeed, it has been proposed that
familiarity and self-confidence favour greater trust
in technology [49].

o Suitable design favours feelings of pleasure in use
of the website. Consequently, greater usability
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offers a comfortable atmosphere that might favour a
more positive consumer disposition. Indeed, in
traditional channels several authors have contrasted
the influence of aspects such as colour on the
feelings of pleasure of the buyer [13].

Furthermore, considering the multidimensional s-
tructure of trust we offer additional arguments:

e Honesty is related to information transparency.
Given that greater usability favours greater trans-
parency, we assume that honesty (trust) might be
improved.

e Greater usability may be perceived as a signal of
benevolence. Thus, greater ease of use would be
interpreted as the desire to adjust to consumer
needs.

Low levels of usability may generate errors on
order processing, such as ordering undesired
products or problems in the payment. Such errors
increase feelings of distrust and discourage future
transactions. We believe that usability may influ-
ence perceived competence significantly.

Based on this, we state the following hypothesis:

H1. The degree of website usability perceived by the
consumer has a direct and positive influence on the
degree of trust shown in that same website.

3.2. Satisfaction

In general terms, we define satisfaction as an
affective consumer condition that results from a global
evaluation of all the aspects that make up the
consumer relationship [7]. The development of
satisfaction follows a similar process to that of trust.
Satisfaction shows a favourable attitude of the
consumer. This is a response to long-term consistency
of company behaviour [26]. With each new inter-
change, the individual’s perception is fed by new
information. It is this that determines the level of
satisfaction at any given time [23].

Research into parameters that influence levels of
Internet consumer satisfaction are in their early
stages and are still scarce [17,51]. Some work has
looked at factors that affect satisfaction among
website users [76]. Spiller and Loshe [100] point to
the influence of website design on the degree of

Internet consumer satisfaction. As a consequence,
we assume that though website design may not
guarantee consumer satisfaction (there are other
factors) it does have a direct influence. Therefore our
second hypothesis is:

H2. Greater perceived website usability has a direct
and positive influence on the degree of satisfaction of
the user of that same website.

Satisfaction has been linked to the trust in a
relationship [50,11]. This should be greater when the
satisfaction that the business or product gives the
consumer is greater. Consequently, the degree of trust
is a consequence of the capacity of a business to satisfy
the needs of its clients.

Selnes [93] stated that satisfaction and trust were
concepts that refer to global evaluations, feelings, or
attitudes by one party with respect to another, and,
although related, these are different variables. One
of the models put forward to explain the process by
which satisfaction is generated is the expectation/
disconfirmation theory [82]; it arose from Helson’s
theory of the degree of adaptation and states that
the degree of an individual’s satisfaction depends on
the relationship between the initial expectations
created and the results obtained. Satisfaction there-
fore depends on the difference between what a
consumer wants and what he or she obtains; there
may also be other tangible aspects, such as delivery
time or system security. However, according to
Johnson and Grayson [44] expectation may be
linked to intangible questions, such as: feelings
of joy, fear, and anger associated with the service
experience or the fulfilment of certain standards.
The consumer will feel satisfied if he perceives
the fulfilment of the required level of honesty,
benevolence and competence in the website. There-
fore, as satisfaction can act as an instrument to
engender greater trust, we formulate our third
hypothesis:

H3. Greater website user satisfaction has a direct and
positive influence on the degree of trust shown in that
same website.

3.3. Loyalty

As a consequence of the growing importance of
Internet services, a number of researchers have
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attempted to find ways to improve website fidelity and
increase the consumer’s intention to buy [1]. Going
further, as website loyalty seems to depend on
consumer skills in managing and controlling the
website, cognitive lock-in [45], supposes that the
consumer’s familiarity with a website (and acquisition
of the skills to manage and control it), lessens the
likelihood of the consumer changing to another
website [2,46]. Therefore, even when the cost of
searching the Internet is low and when that search
could yield a cheaper product, individuals limit their
options and stick with websites with which they are
familiar [24,61]. The acquisition of the necessary
skills will not only depend on the time dedicated by
the consumer to managing the website, but also on the
facilities that the website offers its users. We therefore
formulate the hypothesis:

H4. Greater perceived website usability has a direct
and positive influence on the degree of user loyalty to
that same website.

One study suggested that 49% of consumers are
opposed to making purchases on the Internet due to
lack of trust [104]. Lee et al. [60] stated that loyalty
directly depends on the degree of trust. Similarly,
Quelch and Klein [84] and Jarvenpaa et al. [43]
pointed out that trust is a critical factor in stimulating
purchase. Lack of technical knowledge, lack of
knowledge of the agents operating in the digital
market, a feeling of vulnerability, and the risk assumed
by the individual all make trust a key factor; but the
consumer shows opposition to distance shopping
when it is associated with high levels of risk [103,28].
In fact, purchases made from home, by telephone [20]
or mail [4] are considered high risk. We therefore
postulate that:

HS. Greater website consumer trust leads to greater
consumer loyalty to that same website.

Higher consumer satisfaction leads to greater
individual loyalty [7,107]. More specifically, if the
consumer believes that the organisation will fulfil the
agreed conditions, they believe that this behaviour will
continue and their predisposition to develop the
relationship will increase [36]. At the same time, the
alternatives in the market will be less attractive. Thus
we hypothesise that fulfilment of the expectations of
the website user will lead to an increase in intention to

buy in future, the user will visit the site more
frequently, and spend more, as in other contexts [64].

H6. Greater consumer satisfaction with the services
offered by a website will lead to a greater degree of
loyalty towards that website.

4. Data collection

Following the suggestions of other researchers [92],
a single dimension was used to quantify the variables of
usability and satisfaction, measured using a multi-item
scale. Quantifying satisfaction did not present difficul-
ties, as reference could be made to many papers
published. The measurement of usability, however, was
a little more complex. Although a number of efforts
made to quantify usability, most of the instruments (e.g.
the SUS or SUMI scales) have not been submitted to
adequate validation. Nevertheless, we developed our
measure by considering the WAMMI scale. This has
been analysed from a statistical perspective, though
using a relatively simple factor (Cronbach alpha) and it
has been the most frequent usability measurement in
website design in several well-established firms, such as
Compaq, Nokia, and Ericsson.

Trust was measured in terms of perceived website
honesty, benevolence, and competence. Website
loyalty was measured on two dimensions that reflected
the consumer’s behaviour at a specific website (see
Appendix A, the LOY_A dimension) and also at a
competitor’s website (see Appendix A, the LOY_B
dimension). This therefore considers the influence of
website competitors and their power to modify
consumer behaviour.

In order to guarantee the content validity of the
questionnaire we first analyse previous literature. The
trust scale was developed using the works of Kumar
et al. [57], Siguaw et al. [96], Doney and Cannon [27],
and Roy et al. [88]; the proposals of Brockman [15],
Janda et al. [42] and Smith and Barclay [99] were used
for satisfaction; while perceived website usability used
Royetal. [88], Linetal. [63] and Kirakowski et al. [54];
while the concept of loyalty made reference to the work
of Rowley and Dawes [87], Yoon and Kim [107], and
Flavian et al. [30]. The initial scales had to be adapted to
the context and framework of the research. The scales of
trust, loyalty and satisfaction were adapted because
prior scales were developed based on literature dealing
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with traditional distribution channels. However, the
WAMMI scale has been mainly used by professional
projects, so that its utility for academic studies is not
guaranteed. Following the recommendations of De
Waulf and Odekerken-Schroder [25], this adaptation was
based on opinions expressed in a Delphi process by
various experts in e-marketing and website design, as
well as a series of in-depth interviews with about a
dozen Internet consumers. Moreover, a quantitative
pre-test was conducted with a sample of 30 users, based
on exploratory factor and Cronbach alpha analyses. The
aim of these initial siftings was to ensure that the
questions posed were understood correctly, as well as to
include the most pertinent aspects in the measuring of
concepts. The final version of the scales that were used
can be seen in Appendix A.

Once the initial questionnaire had been con-
structed, it was published on a website that was
designed specifically for our project; subjects were
provided with all the information about the research
project. Those who wished to complete the ques-
tionnaire could make a hard copy or complete it on
their PCs; it could then be returned via e-mail, fax or
mail. To increase the response rate, two extra activities
were carried out. Firstly, we used a publicity campaign
by inserting banners on well-known, heavy traffic
online media sites, as well as on discussion forums,
Usenet and mailing lists that were collaborating in the
project. This effort was accomplished in March 2003.
Secondly, we provided a prize, selected by drawing
randomly from among participants. The variables
were measured using a Likert scale of 1-7 points.

Once refined, excluding repeat questionnaires and
atypical or missing data, there were 351 valid samples.
This gave us a sample error of 5.2% (95% degree of
confidence).

Internet users who responded could choose a website
to be analysed provided that they had habitually made
acquisitions there (several times per month during the
previous year) and that the website selected was popular
or well known to Internet users. To check that this was
true, they were asked control questions, such as: What
operations had they carried out at the website?

In qualitative terms, the representativity of the
sample was high; most of the websites had a high
volume of users and a large variety of product
categories. Specifically, websites analysed were very
well known Internet servers offering financial services

(e.g. BBVA or ING); book and music retailers (e.g.
Amazon or Fnac) and travel or tourist services (e.g.
Virgin Express).

Good representation occurred: the data showed that
the profile of the user that completed our questionnaire
was very similar to that of the average Internet user, as
defined by various studies [3]. The majority were
between 25 and 34 years old (53%), males (67%),
incomes between 1200 and 1800 euros per month
(40%); in general they had a good educational level
(81% higher education); 87% had more than 5 years
experience using computers, although there were
fewer with the same experience of the Internet (44%);
they showed a high frequency of Internet access with
83% logging on several times a day; 94% said that
they accessed the Internet ‘““yesterday’.

5. Reliability, dimensionality, and validity of
scales

5.1. Analysis of initial reliability

All the scales used were above the recommended
0.7 for Cronbach alpha [80] and 0.3 on the item-total
correlation [81]. The minimum value of the item-total
correlation in all fields was well over the minimum
recommended. The uni-dimensionality of the scales
was analysed using a factorial exploratory analysis of
the principal components, and, where necessary, with
a varimax rotation [70]. In all cases, the results
obtained were clearly satisfactory (see Table 1).?

5.2. Confirmatory analysis of reliability and
dimensionality

The measurement scales were refined through the
development of a strategy of confirmatory models
[39]. Statistical software EQS version 5.7b was used
for this analysis. We used Robust Maximum Like-

2 As an estimation method, we decided on Robust Maximum
Likelihood, as it operates with greater security in samples that do
not unequivocally overcome the multivariate normality test. Never-
theless, it is worth noting that this methodology is especially
recommendable for samples of less than 300. The results obtained
should be analysed considering that some adjustment indicators
might give relatively unsatisfactory results as a consequence of the
sensitivity of the estimation method and the sample size.
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Table 1
Analysis of initial reliability
HON BEN COM SAT USAB LOY_A LOY_B

Cronbach alpha 0.9104 0.8296 0.8849 0.9345 0.9011 0.7667 0.8190
No. of factors 1 1 1 1 1 1 1
Variance explained (%) 74.221 67.563 63.677 83.600 61.895 69.198 74.670
Factorial loadings >0.5 >0.5 >0.5 >0.5 >0.5 >0.5 >0.5
Table 2
Ave and composite reliability coefficient. Convergent and discriminatory validity

Correlations Confidence interval Differential x* AVE Composite reliability
HON-BEN 0.74" (0.68; 0.80) 209" HON 0.55 0.86
HON-COM 066" (0.57; 0.74) 142" BEN 0.46 0.84
HON-USAB 071" (0.37; 0.58) 78" COM 0.47 0.78
HON-SAT 0.48" (0.65; 0.78) 203" USAB 0.51 0.88
HON-LOY_A 0.11" (0.03; 0.22) 6" SAT 0.64 0.88
HON-LOY_B 0.34" (0.21; 0.47) 34" LOY_A 0.52 0.76
BEN-COM 0.83" (0.77; 0.88) 247" LOY_B 0.61 0.76
BEN-USAB 0.50" (0.40; 0.59) 84"
BEN-SAT 0.59" (0.49; 0.68) 1217
BEN-LOY_A 0.14" (0.03; 0.24) 8"
BEN-LOY_B 0.35" (0.22; 0.48) 36"
COM-USAB 0.53" (0.43; 0.63) 90"
COM-SAT 0.52" (0.42; 0.62) 86"
COM-LOY_A 0.09 (=0.01; 0.19) 4
COM-LOY_B 0.32" (0.19; 0.44) 28"
USAB-SAT 0.50" (0.39; 0.61) 91"
USAB-LOY_A 0.08 (—0.03; 0.20) 1
USAB-LOY_B 0.28" (0.17; 0.39) 27"
SAT-LOY_A 0.14" (0.03; 0.24) 8"
SAT-LOY_B 0.42" (0.29; 0.54) 48"
LOY_A-LOY_B 0.55" (0.44; 0.66) 80"

*df.=1; p <0.01.

lihood, as it operates well in samples that do not
unequivocally overcome the multivariate normality
test. Any indicators that did not fulfil one of the three
criteria proposed by Joreskog and Sérbom [47]* were
eliminated. Specifically, two items, USAB8 and
LOY_A1 did not reach a high enough R” and were
discarded. Later work with the goodness-of-fit test
found that all the confirmatory models were accep-
table. Finally, the scales that had changed their

3 (1) Criteria of weak convergence, would eliminate indicators
that did not have a significant factorial regression coefficient (Stu-
dent’s t > 2.58; p =0.01). (2) Criteria of strong convergence would
eliminate those indicators that were not substantial, i.e. those whose
standardised coefficient is less than 0.5 [41]. (3) Lastly, it has been
proposed the elimination of those indicators that least contribute to
the explanation of the model, considering the cut-off point as
R*<03.

structure since the initial exploratory analysis were put
to a new reliability valuation using the Cronbach alpha
criteria and the item-total correlation. At the same
time, all the scales fulfilled the two validity
confirmation indicators normally used (see Table 2);
composite reliability coefficient [48] and the average
variance extracted or AVE [33].

In order to contrast the presence of a multi-
dimensional structure in the two existing multi-
dimensional constructs (trust and loyalty), a rival model
strategy was developed; it consisted of a comparison of
two alternative models [6]: a first order factorial model
in which the dimensions were not differentiated, and a
second order model [101] with two dimensions for
loyalty and three for trust. The results showed a higher
fit in the second order model, which allowed us to
confirm the multidimensionality of the variables.
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5.3. Validation analysis

This validation consists of convergent and dis-
criminate validity [31]. For uni-dimensional variables
(satisfaction and usability), convergent validity was
confirmed by checking that the weight of the different
indicators in the confirmatory model was statistically
significant (to 0.01) and more than 0.5 points [90]. For
the multi-dimensional variables (trust and loyalty), in
addition to testing the significance and size of the
indicators of each dimension, the correlations between
the different proposed dimensions was also verified
and they were found to be significant (to 0.01) and
high [66]. The discriminatory validity was confirmed
through three distinct criteria. Firstly, the correlation
between the different variables in the confirmatory
models was tested to make sure that they did not
exceed 0.8 points, as this would indicate a low
discrimination between them [9]. Secondly, we
checked that a value of 1 did not show that it was
in the confidence interval of the correlations between
the different variables of the confirmatory model.
Finally, the correlation between each pair of con-
firmatory model variables was fixed at 1 and a Chi-
squared difference test was carried out [10]. The
evaluation of all the discrimination criteria gave us
sufficient discriminate validity. The data correspond-
ing to convergent and discriminatory validity can be
seen in Fig. 1 and Table 2.

6. Structural model analysis

Once the measurement scales were designed and
validated, we contrasted the hypotheses that made up
the structural model [8]; see Fig. 1. For the multi-
dimensional variables (trust and loyalty), the indica-
tors that were taken for causal analysis were derived
from the arithmetical average of the items that made
up each of the dimensions. This common research
practice allowed us to reduce the number of
parameters to be estimated and therefore made model
adjustment and understanding easier. Nevertheless,
these measurements could not have been used without
the guarantee of reliability, dimensionality, and
validity, based on the second order factorial models
that confirmed the existence of robust multi-dimen-
sional structures.

The goodness-of-fit was greater than or close to the
recommended limits (see Fig. 1). With regard to the
proposed hypotheses, it was noted that consumer trust
and satisfaction positively and directly depended on
perceived usability, as shown by the significance and
sign of the parameters. Therefore, it was not possible
to reject hypotheses H1 and H2. It was also observed
that as levels of consumer satisfaction improved, as
did website trust, and this meant that we could not
reject hypothesis H3. On the other hand, hypothesis
H4 had to be rejected as it did not show sufficient
statistical significance. It was found however, that
higher levels of trust and satisfaction have a significant
effect on website loyalty, so it was not possible to
reject hypotheses H5 and H6. In conclusion, the effect
of usability on loyalty seems to be conditioned by
consumer trust and satisfaction.

7. Recommendations and limitations

The high costs involved in increasing the client base
of a business are forcing companies to look for ways to
retain their consumers. Gaining a higher level of
customer fidelity has become a key objective. Our
research has confirmed that perceived usability has a
direct and positive relationship on the degree of
consumer trust and satisfaction. Moreover, it has shown
that the effect of the degree of usability on the degree of
consumer loyalty does not follow a direct path but is
conditioned by the role that trust and satisfaction play
with respect to the individual’s fidelity. Finally, website
user satisfaction favours trust in that website.

Company strategies should be designed to achieve
two basic objectives: a higher level of usability and a
higher level of customer satisfaction. User satisfaction
depends on the fulfilment of their expectations.
Therefore, a detailed analysis of the needs of the
website user should be undertaken, with the aim of
developing more adequate strategies and assigning the
necessary resources in the most efficient way possible.
The focus should be on giving the customer an
adequate system that eases the acquisition of the
necessary knowledge and a more personalised, closer
customer attention which increases the level of
individual satisfaction. Moreover, management should
concentrate on designs and structures that are simple
and easy for the user to understand.
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Fig. 1. Structural model of the relationship between perceived website usability, trust, satisfaction and loyalty. (*) Coefficients significant to

level 0.01.

Turning to the limitations of our work, we first
must point out that the majority of individuals who
participated were Spanish speaking. While the
sample size and variety of websites analysed enabled
us to make generalisations, it may not hold for
different nationalities. Secondly, although the

majority of the proposal relationships were vali-
dated, particularly noticeable are the relative low
levels of R? obtained for trust, satisfaction and
loyalty (0.29, 0.26 and 0.28, respectively). These
levels show that there are other variables that may
influence our results.
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Appendix A. Measurement scales used

grateful to Professor Sibley for its useful com-

The individual is asked to grade from 1 to 7 their level of agreement or disagreement with the following
statements in relation to the selected website or a website with which they have substantial experience.

Scale for measuring perceived website usability

Adapted from

USABI
USAB2
USAB3
USAB4
USABS5
USAB6
USAB7
USABS

In this website everything is easy to understand

This website is simple to use, even when using it for the first time

It is easy to find the information I need from this website

The structure and contents of this website are easy to understand

It is easy to move within this website

The organisation of the contents of this site makes it easy for me to know where I am when navigating it
When I am navigating this site, I feel that I am in control of what I can do

Downloading pages from this website is quick

Scale for measuring website user trust

HONI1
HON2
HON3
HON4
HONS
BEN1

BEN2
BEN3

BEN4
BENS

BENG6
COM1
COM2

COM3
COM4

I think that this website usually fulfils the commitments it assumes

I think that the information offered by this site is sincere and honest

I think I can have confidence in the promises that this website makes

This website does not make false statements

This website is characterised by the frankness and clarity of the services that it offers to the consumer
I think that the advice and recommendations given on this website are made in search of mutual benefit
I think that this website is concerned with the present and future interests of its users

I think that this website takes into account the repercussions that their actions could have on the consumer
I think that this website would not do anything intentional that would prejudice the user

I think that the design and commercial offer of this website take into account the desires and needs

of its users

I think that this website is receptive to the needs of its users

I think that this website has the necessary abilities to carry out its work

I think that this website has sufficient experience in the marketing of the products and

services that it offers

I think that this website has the necessary resources to successfully carry out its activities

I think that this website knows its users well enough to offer them products and services adapted

to their needs

Scale for measuring website user satisfaction

SAT1
SAT2
SAT3
SAT4

I think that I made the correct decision to use this website

The experience that I have had with this website has been satisfactory

In general terms, I am satisfied with the way that this website has carried out transactions
In general, I am satisfied with the service I have received from the website

Scale for measuring website user loyalty

LOY_Al

LOY_A2
LOY_A3
LOY_B1

LOY_B2
LOY_B3

T visit this website more frequently than others of the same category

This is the website where I purchase the majority of the products and services in this Internet category
This is my favourite site for purchasing the products and services in this Internet category

Not counting this website, in the last few months I have visited very few sites that offer similar
products and services

The frequency with which I visit other websites that offer similar products and services is much less

I don’t usually purchase products and services from this category from other websites

[54,63,88]
[54,63,88]
[54,63,88]
New item
[54,63,88]
New item
[54,63,88]
[54,63,88]

[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]
[27,57,88,96]

[27,57,88,96]
[27,57,88,96]
[27,57,88,96]

[27,57,88,96]
[27,57,88,96]

[15,42,94,99]
[15,42,94,99]
[15,42,94,99]
[15,42,94,99]

[30,87,107]
[30,87,107]
[30,87,107]
[30,87,107]

[30,87,107]
[30,87,107]

Note: The questions in italics were eliminated in the refinement process. These scales were presented in Spanish due to the interviewee’s

nationality.
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