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Abstract 

Customer satisfaction is an essential yardstick of the success and sustainability of e-commerce platforms in an 

increasingly competitive digital marketplace. As an e-commerce business grows, it is increasingly important to 

understand the predominant elements influencing customer satisfaction, such as improving user experience, 

fostering trust, and supporting customer loyalty. This paper aims to discover the factors that affect customer 

satisfaction in e-commerce. The paper reviews the literature to provide insights into the important determinants 

of customer satisfaction by using secondary data from scholarly articles and academic reports. The finding 

includes customer satisfaction factors comprising service quality, website usability, product quality, pricing 

strategies, trust and security, and post-purchase services. This study’s findings will contribute to an excellent 

knowledge of what online consumers are increasingly expecting and provide valuable tips for businesses to 

improve their offerings. The review identifies existing literature gaps and proposes future research directions to 

tackle customer preferences’ dynamics and e-commerce technological innovations. 
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1. Introduction 

In recent years, the e-commerce sector has witnessed growth. According to global retail e-commerce sales in 

2023, which totaled an estimated $5.8 trillion, it is projected to increase at a compound annual growth rate 

(CAGR) of 39 percent to reach $8 trillion in 2027 (Statista, 2024). E-commerce sales in the third quarter of 2024 

were $300.05 billion in the United States, a 7.2% year-over-year increase. Similarly, in 2024, the German e-

commerce market grew by 1.1% to €80.6 billion (US Census Bureau, 2019). On the other hand, the online 

marketplace has continued to grow as a decisive factor for the survival of an e-commerce platform, aside from 

customer satisfaction. This, in turn, helps to keep a company competitive, improves a company’s reputation, and 

attracts customers. Businesses in the digital economy know that understanding customer satisfaction factors is 

essential. 

This literature review identifies and analyzes the most essential factors influencing e-commerce customer 

satisfaction. The review examines the current research to gain insights into how e-commerce businesses can 

improve their service quality and customer experience. 

Research Objectives: 

1. To identify the primary factors affecting customer satisfaction in e-commerce platforms. 

2. To analyze how these factors affect consumer behavior and loyalty. 

3. To provide recommendations for e-commerce businesses to increase customer satisfaction. 

The paper is organized as follows: Section 2 discusses the literature selection and review methodology. In section 

3, a comprehensive literature review is conducted, and it aims to identify the factors that affect customer 

satisfaction in e-commerce platforms. Section 4 discusses and analyses the findings, and Section 5 discusses 

research gaps and proposes future research directions. In the final section, we end our review with practical 

implications for e-commerce platforms. 

2. Methodology 

This literature review aims to identify and analyze customer satisfaction factors in e-commerce platforms using a 

qualitative approach. Google Scholar and Scopus were used to collect relevant study papers from reputable e-

resources. Findings based on peer-reviewed journal articles published in the last decade have been used as a 

selection criteria. The discrepancies and similarities among the studies chosen were synthesized to provide an 

overall picture of customer satisfaction in the e-commerce world. 

3. Literature Review 

Researchers have widely studied customer satisfaction on e-commerce platforms, and several factors that affect 

the overall shopping experience in e-commerce have been identified. Rita et al. (2019) state that customer 

satisfaction and service quality are essential. They are influenced by timely delivery, responsive customer support, 
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and seamless return policies, which consumers greatly value. In addition, Panwar et al. (2019) asserted that 

website usability, including intuitive navigation and mobile friendliness, greatly influences user experience and 

encourages re-purchase. Following Iqbal et al. (2023), it was also discovered that product quality and accurate 

product description are strong determinants of customer trust and satisfaction; therefore, extras in increasing 

customer trust and satisfaction should be provided with suitable, transparent, and honest product information. 

However, personalized discounts and promotional offers are also recognized as critical factors due to price 

competitiveness, as cited by Zaato et al. (2023), as customers perceive more value and tend to develop a bond 

with industry brands. However, security is still a big hurdle to the game-changing promise of online shopping. 

Customers purchase from platforms with good data protection and secure payment gateways (Hossain et al., 

2024). In addition, Meriç et al. (2020) pointed out that customer reviews and ratings help influence purchase 

decisions and increase satisfaction. Another important element influencing consumer confidence in online 

payment systems is convenience, as a transaction's ease of completion dramatically improves the user experience.  

According to research by Mofokeng (2021), post-purchase services, such as handling returns and refunds, 

properly help create a good shopping experience and long-term customer relationships. However, despite these 

findings, many studies (notably those of Tan et al. (2024)) have articulated that the perception of customer 

expectations varies with regions and demographics; thus, there is a need for a localized approach to an e-

commerce strategy. Recent studies by Açikgöz et al. (2024)show that sustainability and ethical practices 

influencing customer satisfaction are not new to eco-friendly packaging. Responsible sourcing is an increasingly 

significant decisive factor for modern customers.  In addition, the integration of artificial intelligence and chatbots 

has been demonstrated to bring the potential of creating personalized shopping experiences by Sulastri (2023). 

Thus, the existing literature comprehensively explains the complex nature of customer satisfaction in e-commerce 

regarding service quality, pricing strategies, trust, and emerging technological progress. 

4. Discussion and Analysis 

This section analyses the literature review based on the findings of key factors of customer satisfaction in e-

commerce. The same is done with these comparisons so that common themes and contradictions are seen, with 

some insights that can aid e-commerce platforms in improving their client satisfaction strategies. 

4.1 Summary of Key Findings 

The literature review reveals several critical factors that influence customer satisfaction in e-commerce platforms: 

Service Quality: Research suggests that satisfied customers are valued by those who receive fast delivery, good 

customer service, or can return merchandise quickly (Lee et al., 2022). The most valued aspects of service quality 

in e-commerce, according to a study by Pasaribu et al. (2022) and Zeithaml & Berry (1988), are reliability and 

Responsiveness. 
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Website Usability and Experience: According to the research of Bai et al. (2008), Gefen & Straub (2000), and 

Panwar et al. (2019), customer satisfaction and retention rates go drastically higher if the outlines of the website 

are easy to understand, the site's navigation is easy, and the website's loading is fast. 

Product Quality and Availability: Several studies, including Reddy et al. (2024), stress that product descriptions 

should be accurate, have high-quality visuals, and be available in stock before purchase decisions and satisfaction. 

Pricing and Promotions: The study by Siddique and Professor (2020)found that competitive pricing and 

personalized discount strategies can increase customer satisfaction and perceived value. 

Trust and Security: However, studies continue to highlight security as a critical issue (Chang & Chen, 2008; Kim 

et al., 2008) of online shopping, which includes a secure payment gateway, transparency of privacy policy, and 

customer reviews. 

Post-Purchase Services: The authors conclude that as returns, refunds, and complaint resolution are handled 

efficiently, they go a long way in building customer trust and long-term satisfaction (Akil & Ungan, 2022). 

4.2 Comparative Analysis of Literature 

A comparative review of different studies highlights several commonalities and discrepancies in the factors 

affecting customer satisfaction, as shown in Table 1: 

Factor Common Findings Contradictory Findings 

Service Quality Reliability and responsiveness 

are critical 

Some studies prioritize cost over 

service speed 

Website Usability Simplicity improves satisfaction Some argue for feature-rich 

platforms 

Product Quality Accurate descriptions enhance 

trust 

Some studies emphasize peer 

reviews more 

Pricing Discounts boost satisfaction Others highlight the risk of devaluing 

products 

Trust and 

Security 

Trust seals and secure payments 

build confidence 

Some argue that user experience 

outweighs security 

Table 1: Comparison of findings from the literature 

Source: Author creation 
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4.3 Emerging Trends and Evolving Customer Expectations 

Several emerging trends in the e-commerce industry have begun to shape customer satisfaction: 

AI and Personalization: Customer experience is supported with tailored recommendations and chatbots. 

Omnichannel Experience: The goal is for customers to see the same experience no matter how or where they 

engage. 

Sustainability Concerns: Increasing demand for eco-friendly packaging and ethical sourcing. 

5. Research Gaps and Future Directions 

Despite the extensive research on customer satisfaction in e-commerce, specific gaps persist, offering 

opportunities for future exploration: 

5.1 Identified Gaps in Literature 

5.1.1. Limited Focus on Emerging Technologies: AI-driven personalization and blockchain-based security have 

been used here. However, there are very few studies on how both of these affect customer satisfaction. Future 

research can examine how these technologies can improve trust and loyalty. 

5.1.2. Cross-Cultural Variations: Most such studies are in developed markets; however, only a few explore 

customer satisfaction factors in emerging markets. We still need comparative studies in different cultural contexts. 

5.1.3. Longitudinal Studies: Most existing studies employ a cross-sectional approach, which presents a single 

'snapshot' of changing customer preferences over time. Deep insights would be possible by longitudinal studies. 

5.1.4. Impact of Social Media Influences: Future research might investigate how social media interactions affect 

e-commerce customer satisfaction. 

5.2 Recommendations for Future Research 

Understanding industry-specific needs of customers through conducting industry-specific studies (e.g., fashion, 

electronics, groceries). The role of sustainability initiative and its effect on customer satisfaction. The 

psychological aspects of customer satisfaction include emotional response to service failure. 

6. Conclusion 

The aim of this literature review, thus, was to provide insight into the driving forces of customer satisfaction of 

e-commerce platforms. The results show that service quality, website usability, product quality, pricing, trust, and 

post-purchase services are the major drivers of customer satisfaction. Efficient logistics and responsive customer 

support must be enhanced to improve service quality in the E-commerce platform. Focus on making intuitive 

design and its personalization features to make the website usable. Happy customers demand secure transactions 

and trust transparent policies; ensure high-quality products with accurate descriptions that meet customer 
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expectations. However, substantial progress has been made concerning incorporating an understanding of 

customer satisfaction, emerging technologies, evolving customer expectations, and regional differences, 

representing avenues for further research. Addressing these will help e-commerce platforms draw in even better 

customer experiences and establish long-lasting customer loyalty. 
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