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Abstract

E-commerce is a trend that started a few years back. More and more consumers have
gone on-line to make purchases, and for a while companies that were strictly Web based were
being established. Up until one year ago the proliferation of these “dot-com” companies was so
dense that it seemed as if anyone who had an idea simply needed to slap a dot-com at the end of
the company name and they had an Internet company.

Over the past year the “Internet Economy” has bottomed out. The dot-com companies
that were once seen as the wave of the future have gone out of business at a breakneck pace. The
measure of success for these companies had been, to a large degree, the number of clicks, or
Website visits, that they achieved. After the fact it appears that many of the champions of the
“Internet Economy” have come to the realization that solid business principles and practices
need to be part of any business to include Web-based companies. The fact that the number of
clicks did not translate into the number of sales brought many people to this conclusion.

In this research paper the null hypothesis was rejected: Consumers do not have a
strong opinion on whether superior customer service or competitive pricing is the key to e-
commerce success. The primary data was collected through a focused survey directed to
consumers. The nature of the survey was to determine Internet users and purchasers and to also
determine what will turn a consumer into a customer. The results of the survey indicated that
there is a limited product range that is currently viable for e-commerce. It also indicated that
there is a specific demographic profile of Internet purchasers. Finally, the primary data
supported the research hypothesis that consumers do have strong opinions on pricing and

customer service in relation to purchasing on-line.



E-commerce Success 5

The secondary data was collected using published literature, articles and the Internet.
Statistical results from each survey question were utilized by the researcher to formulate the
researcher’s conclusions and recommendations for “E-commerce Success”.

Within the conclusion the researcher demonstrates that the primary data rejects the null
hypothesis and supports the research hypothesis.

Recommendations by the researcher include a focus on the target market identified, focus
on viable product offerings and building a solid e-commerce technology infrastructure. The
Internet as a commercial medium is here to stay, but not in the capacity that it has been over the
past few years. There will probably be more of a focus on “Bricks & Clicks” which are
traditional companies with an Internet strategy incorporated into their overall strategy. What
actually happens remains to be seen once the dust settles from the recent shake-up of the Internet

marketplace.



SECTION 1

Introduction

Ed Dube
Endicott College

M.Ed.

E-commerce Success



E-commerce Success 7

Research Topic Statement

The purpose of this study is to determine what encourages consumers in, or discourages
them from, making purchases via the Internet, establishing a demographic profile of an
E-Commerce Consumer and determining how that can be applied to the energy and

communications market.
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Research Problem Statement

The Internet is a rapidly evolving medium. Lately technology stocks have suffered and
IPOs (initial public offerings) have slowed down considerably. This is especially true for
Internet companies. Amazon and Yahoo are two bell weather Internet companies, and even
these giants have been adversely impacted recently by the lack of investor enthusiasm for
Internet stocks (Arora, Anjali/The Industry Standard’s Market Movers/October 16, 2000). Part
of the problem is that the Internet was never the “be all, to end all” as originally portrayed.
There has been a considerable shake out of Internet based businesses over the past couple of
years and investors finally realized that just because someone put a dot-com at the end of a name
it did not necessarily ensure a solid business plan. This has been particularly true of the past
year. The Web markets were in a state of flux, but they have now moved into a state of decline
with hundreds of thousands of people put out of work over the last year. It has been stated,
“We’re seeing five years of industry consolidation being compressed at Internet speed. It’s
taking one, two, five months (Dawson, Keith/The Industry Standard’s Media Grok/October 17,
2000).

As the industry shakes out there is a propensity for people to talk about “Bricks &
Clicks” which are traditional companies integrating aspects of Web into their traditional business
models (Tedeschi, Bob/NY Times.com/October 16, 2000). Even auto manufacturers are starting

to embrace the Web (Knowledge@Wharton, CNET NEWS.com/NY Times.com/October 14,

2000). Companies that want to conduct business on the Internet face the challenges of a
constantly evolving environment. Even though a number of dot-com companies have failed due
to unviable business concepts, other functionalities and marketing opportunities continue to

develop. There are ASPs (application service providers) (Reuters/NY Times.com/October 15,
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2000); Fairleigh Dickinson University will be requiring students to take course on-line
(Westfeldt, Amy/Associated Press/Boston.com/October 16, 2000) and companies like
Essential.com that are still strictly Internet based, but provide a link to “Brick & Mortar”
companies like Verizon, Shell and Keyspan.

The “Wild West” days of the Internet have faded. Internet opportunists and extortionists
are being taken to task (Higgins, Alexander G. /Associated Press/Boston.com/October 16, 2000)
more frequently, and consumers have more demands of companies operating on the Internet. In
particular this relates to consumer protection from fraud (Weiss, Jiri/CNET Builder.com/August
31, 1999), consumer protection against unfair business practices (Wolverton, Troy/CNET
News.com/October 14, 2000), quality service (Marnie Feasel, Alesys/Call Center CRM
Solutions/August 2000) and lower prices. Nevertheless, e-commerce is here to stay. The
question that the researcher will to address is: What will motivate consumers to become

customers?
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Research Purpose and Objectives

The researcher was employed by an Internet-based company for the duration of
this research project, and the objectives of the researcher are as follows:

* To validate this conclusion.

* To integrate a valid hypothesis into my strategy for my department.

* To integrate a valid hypothesis into a strategy for internal customers.

* To integrate a valid hypothesis into a strategy for my company’s customer contact
center.

* To utilize a valid hypothesis as a focal point for team building.

* To utilize a valid hypothesis to engage other areas of the company.

The purpose of this thesis was to determine how much of an impact customer service has
on the success of Web-based companies in general, and Essential.com in particular. The
researcher had been employed by Essential.com in their customer contact center when this
research project began. The researcher has always been a firm believer in quality customer
service. Throughout the researcher’s career he has worked in a number of customer contact
environments. Whether as a line manager or a systems manager, the ultimate goal was always
the same, to provide quality customer service to the customer base. How well it was executed at
various organizations is debatable. Based on the researcher’s knowledge of customer contact
and customer service environments combined with his own experiences on-line lead the
researcher to believe that quality service, over price, will be the deciding factor for successful
Internet companies.

The researcher finds that ease of use and effective servicing of issues make a difference
to him, and the researcher does not focus on price as much. The goal of all companies should be

one of providing quality service at a price that represents value. With lower margins on the
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Internet and customer connectivity (Wolverton, Troy/CNET News.com/August 1, 2000) prices
may vary, but companies will be competitive among each other. This being the case, the

customer experience will make a difference to the consumer.
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Introduction and Background

The Internet was established in the mid to late 1960s. The actual “birth” of the Internet
can be set in the 1950s with the formation of the Advanced Research Projects Agency (ARPA)
within the Department of Defense (DoD). This was an effort to establish a US lead in science
and technology applicable to the military in response to the USSR launching Sputnik (Zakon/The
Internet Society/1993-2000). Bolt, Beranek & Newman, now Genuity, won the government
contract in 1969 to connect computers located across the country for Pentagon research projects.
That system eventually evolved into the Internet. BBN delivered the world’s first electronic mail
message and pioneered the use of the “@” symbol used in all E-mail addresses (Syre/
Stein/Boston.com/June 27, 2000). The original network was called ARPANET. During the
1970s other networks sprang up and the first commercial network was established in 1974. In
the late 1970s and throughout the 1980s other countries joined the various networks that had
come into existence, and the networks began to merge. In the 1990s networks continued to
merge, ARPANET ceased to exist and the first commercial Internet provider came on-line. E-
Commerce is estimated at starting in 1993, but it did not experience widespread acceptance or
rapid growth until the last few years.

The growth, and rebirth, of the Internet happened in the mid 1990s. Until that point the
number of networks was growing slowly and the number of domain names in use was relatively
small. In 1994 the Internet began growing exponentially. Throughout the 1990s the number of
domain names has increased by 14,000% (from 9,300 to 1,301,000). The increase throughout
the 1980s was 4,350% (from 213 to 9,300). The number of users also increased from 159,000
recorded at the end of the 1980s to 93,047,785 in the year 2000 (Zakon/The Internet

Society/1993-2000).
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Existing communications networks are straining to handle current Internet traffic because
the traffic is doubling every three to four months based on some estimates (Creswell/Fortune/
November 27, 2000). Area code splits are starting to happen more frequently due to consumer
demand for Internet access and telecom devices. More and more people are getting connected
to the Internet every day. Senior citizens are one of the fastest growing Internet populations
(Taub/Parade/The Boston Globe/November 26, 2000) and worldwide the telecommunications
industry has been going through some serious growing pains. AT&T has stated that consumer
long distance is in systemic decline and is planning on breaking up the company over the next
two years. Lucent Technologies, the telecom-equipment maker has just split into four separate
entities and Nortel and Cisco have recently taken a beating in the markets. Telecom is still
expanding at about 10% per year and many equipment makers and carriers such as BellSouth
and Verizon rallied this fall (Mehta/Fortune/November 27, 2000). The equipment manufacturers
that are doing well have prospered by helping some carriers build their networks, and companies
like BellSouth and Verizon have the luxury of connecting with customers via local phone lines
which is still a virtual monopoly. As the line between traditional voice telecommunications and
Internet communications continues to blur, the impact of one industry on the other is significant.

Part of the problem is the market as it relates to technology stocks; the other part of the
equation in relation to the telecommunications industry is the current metamorphosis of the
industry itself. Governments around the world are trying to deregulate and privatize their
telecommunications industries. Hundreds of new companies and dozens of new phone networks
are popping up all over the world. The United States prefers a “hands-off” approach
(Clinton/U.S. Documents on E-Commerce/November 30, 1998) while European justice ministers

passed a law on November 30, 2000 that will force on-line businesses to abide by the laws of all
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15-member states of the European Union (Meller/The Industry Standard/December 1, 2000).
Additionally, China is the world’s second biggest mobile market (Rohwer/Fortune/November 27,
2000) and companies around the world are trying to penetrate that market because usage
worldwide is shifting from wired to wireless. Not only is there a direct link to the Internet via
telecommunications (most people access the world wide web via a phone line), but many
telecommunications companies are getting into other mediums such as broadband because the
Internet is seen as the next big communications market. Companies that have focused on
building networks have focused on data assets yet the bulk of their revenues are still generated,
and are projected to remain so, by the voice side of the business. “The volume is in data, but the
money is in voice,” says John Roth, CEO of Nortel Networks (Mehta/Fortune/November 27,
2000). The symbiotic relationship between the Internet and the traditional telecommunications
industry is currently a vicious circle that does not seem to be coming to a halt in the near future.
As the traditional telecommunications industry tries to integrate the World Wide Web into
existing business models the industry will continue to have growing pains, and the repercussions
will be felt in the Internet industry. When the dust settles the ultimate product may be a stronger
infrastructure for both industries.

Many of the articles gathered for this research paper focused on the impact to the
networking aspect of the World Wide Web and telecom because that is the infrastructure, or
backbone, of the Internet. However, the fastest, most advanced, most secure network in the
world is only going to be as successful as it’s interfaces will allow it to be. What that means in
layman’s terms is that of this chaos is part of a natural evolutionary process, and ultimately as the
process continues things will stabilize and the chaos will turn into dynamics or synergy. From a

realistic perspective there needs to be a demand for access, which does exist. Virtually the whole
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world is going on-line. In order to meet demand there needs to be suppliers, which there are:
AOL, Netscape, Prodigy, Erol’s, and AT&T just to name a few. The usability of the browsers
and connections for all of these suppliers are, to varying degrees, fairly simple. Usability, or
being user-friendly, is a critical piece of the equation. If access were overly complicated we
would not have seen the growth that we have seen with the Internet.

Now we have supply and demand for Internet access, but what will people do once they
get on-line? The Internet is a great place for researchers. The amount of information available is
incredible, if not overwhelming at times. There are also a large number of chat rooms in which
people can exchange ideas, thoughts, information or even just “chat”. However, if the Internet
were still just an academic or research tool we would not see the growth that we have seen. It is
the commercial potential that has been driving growth. From carriers and equipment
manufactures developing networks to carry more traffic to e-commerce it has been the private
sector that has been funding and driving growth. The equipment manufacturers want to sell
more equipment to the carriers. The carriers want to bill for more traffic and more services.
Making the Internet the medium of choice for consumers and businesses is a great way to
achieve their goals. Realistically, the Internet is a convenient and effective means of interacting.

In the early to mid-1990s e-commerce began to emerge as a viable option. Initially,
smaller independent businesses started going on-line to sell their wares. In 1993 big business
and the media began to notice the Internet. In 1994, the first shopping mall appeared on the
Internet and First Virtual, the first “cyber-bank” went on-line (Zakon/The Internet Society/1993-
2000). In 1995 CNET and Yahoo were started. Yahoo rose to become one of the bell weather
companies of the Internet. After that anyone with an idea that included dot-com was able to

obtain venture capital and start a company, and around 1997 the “gold rush” began.
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E-commerce companies, or e-tailers, began popping up everywhere. There were companies that
sold industrial cleaning supplies on-line, pet supplies on-line, contracted grocery shopping and
errands on-line, purveyors of chocolate and coffee on-line, auction houses and bargain centers
for things like gasoline and the list goes on. Also, in 1997, by order of the President, more and
more government agencies began going on-line. Eventually more and more traditional
companies began to add a web aspect to their business models. In 1998, with industry
deregulation pending, utility providers and aggregators began going on-line as well.
Additionally, in 1998, B-2-B (Business-to-Business) e-commerce began to emerge as an
extremely strong market. People were able to perform so many tasks and obtain so many goods
and services without leaving the comfort of their home, and the telecommunications
manufacturers, carriers and network providers were making money hand over fist. By the end of
the 1990s anything with a dot-com attached to it, or anything associated with the Internet, was
seen as foolproof. According to an ongoing consumer survey started in 1998 by Survey.net,
61.6% of the respondents indicated that they had made some sort of purchase via the Internet
(Survey.net/Internet Shopping Habits Survey Results/July 12, 2000). Companies such as e-Bay,
Amazon and Yahoo were the darlings of Wall Street and there were predictions, by investors and
Internet executives, that purely digital companies would come to dominate business
(Stoughton/The Boston Globe/October 22, 2000). To many people it seemed as if the growth of
the Internet would never end. In the year 2000, GTE spun off GTE Internetworking, which
became Genuity. Genuity is an Internet-infrastructure company with a $9 billion dollar market
capitalization putting in the ranks of companies such as Raytheon Co., Gillette Co., EMC Corp.

and CMGI Inc. The IPO was initially viewed as one of the biggest offerings ever.
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However, the year 2000 was the year that the Internet economy experienced a correction.
Genuity’s shares were priced short of the anticipated range. The company had many positives
going for it, but investors had become wary of money-losing Internet companies (Stoughton/
The Boston Globe/October 22, 2000). It seemed that after a few years of venture capital flowing
into companies that were racking up losses year after year investors had become wary of
technology stocks in general and the Internet in particular. Genuity is still a viable company
with many pluses in its favor, but the luke-warm reception to the IPO was just a sign of the
times. In November 2000 the following statistics for Internet companies were published in the
Boston Globe (Denison, Healy/The Boston Globe/November 19, 2000):

* 130 dot-coms had closed during the first 10 months of the year 2000.
* 100 of those were consumer-oriented sites.

* 26 of those were business-to-business companies.

* 10 have closed in Massachusetts.

e 21 dot-coms had failed to date in the month of November 2000.

* 50 more dot-coms were projected to close before the end of the year.

e 8,000 dot-com jobs have been cut in the year 2000.

In just six months the world of the Internet has changed. Previously the mantra was
“grow big, fast”. The venture capital has stopped flowing as freely due to companies that
couldn’t turn a profit, and investor realization that the stock issues for Internet companies were
grossly overvalued (Denison/The Boston Globe/October 22, 2000).

According to Halsey Minor, the chairman and co-founder of CNET, a $580 million dollar
company with an operating income of $145 million dollars, the industry is suffering from an
overabundance of capital. There are too many people doing the same thing. He states “If I had
started CNET in 1998, what would have happened was that I would have had the most users.

Then someone would start giving away $10,000.00 a day in a contest, and they would have
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gotten more users than me. [ would have been number 2 in the category, so I would have started
having to give away money. Then, in 2000, investors would have looked at my business plan
and said, Geez, no one can make any money giving away $10, 000.00 a day, and they would
have cut off capital. We would have died.” (Brown, Nee, Tetzeli, Schlender, Serwer, Warner/
Fortune/November 27, 2000). The point here is that a business needs a viable business plan.
During the evolutionary process of the Internet growth was driven by slick MBAs with a get-
rich-quick mindset and new theories. Many companies were driven by what was deemed
synergy. You had companies with “feel-good” environments. ICAST, a recently defunct dot-
com, is a prime example. The stylish offices were a jumble of colors and boomerang shaped
desks. A retro Jetson’s kitchens with a 6 foot swath of paper listing potential projects and
partners: rock bands, radio stations, cable TV networks, search engines and record labels
contributed to the open “feel-good” environment. The self-predicted “premier entertainment
destination on the Web” fell prey to a common ailment of Web companies: the lack of a solid
business plan (Denison, Healy/The Boston Globe/November 19, 2000).

Other initiatives, such as the “big three” auto manufacturers’ plans to sell cars directly to
consumers via the web, fell apart for other reasons. In the case of cars, the Internet gurus who
were driving this initiative never considered parochialism among dealers and consumers. Due to
this overlooked fact the “big three’s” initiative has been stalled by dealers and the initiatives to
buy up dealerships, consolidate and go on-line have readjusted their strategy (McLean/Fortune/
November 27, 2000). They have resorted to a more interactive (between dealerships and
corporate) and integrated, “Bricks and Clicks” model. “Bricks & Clicks” is industry and Wall
Street jargon for companies that combine traditional businesses with a physical location, with the

Internet.
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This seems to be a model that a lot of companies are starting to emulate. After the bubble
burst last spring, the experts asserted that traditional companies like Wal-Mart Stores and Sears
would carry the day, but the latest view is that only a handful of companies can exist solely in
either the Internet or offline world. Those that can best operate in both places will win the game.
“There is no more new economy or old economy,” said James McCann, chief executive of 1-
800-flowers.com, an Internet florist that has 45 retail stores. “They have crashed together, and
now there’s only the next economy.” (Stoughton/The Boston Globe/October 22, 2000).
Dans.com, an on-line purveyor of chocolate, has recently moved some business offline by
placing candy boxes at places like Peet’s Coffee & Tea. New Pig Corp., a direct marketing
company that deals in industrial cleaning supplies for General Electric and other Fortune 1000
companies is scrambling to make sure that they acquire Internet tools in order to service
corporate customers that want to deal on-line (Stoughton/The Boston Globe/October 22, 2000).
Amazon has forged alliances with companies such as Toys “R” Us. This gives Amazon a link to
traditional businesses and it provides Toys “R” Us with an Internet outlet after their failed
attempt at going on-line.

The Internet is here to stay in some way, shape or form, but exactly what that is no one is
sure. The “Bricks & Clicks” model seems to be the dominant theory in the industry and on Wall
Street these days, but the business model is only half of the picture. The other piece of the
equation is who will be going on-line? At one point in time there was talk about the Internet
economy being the economy. There is still the digital divide. The digital divide is a reference to
those that have access to the Internet and those that do not. There is a lag in access among racial
minorities and disabled persons. The number of minorities with Internet access has gone up, but

it still lags behind the national average in the United States (Muelbauer/The Industry Standard’s
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Media Grok/October 17, 2000). In general only about 40% of the population in the United States
is on-line (Abramson/The Industry Standard/October 16, 2000). World wide the gap between
the “haves” and the “have-nots” is even greater. There are numerous initiatives, in the United
States and abroad to bridge the digital divide, but the current reality is that not everyone has
access to the Internet. Of the people that do have access to the Internet there is typically a
minimum level of disposable income, which is what businesses are looking for and are targeting.

There is still an open discussion of what a company needs to do to turn consumers into
customers, but much of the talk in the industry is that customer relationship management (CRM)
is the future. CRM software that can quickly and easily handle customer transactions and
inquiries is at the center of that discussion. Companies such as Oracle, Siebel and Kana provide
applications that act as a customer database, capture customer information, and can report on that
information for analysis. CRM solutions can also interface with other “back-end” systems and
allow customer service representatives to perform transactions from one application. These
transactions can also be captured as part of the customer history. There are two schools of
thought regarding CRM solutions. The first is that enhanced service is the focus and future sales
targeted to customer demographics and histories is ancillary. The other school of thought is that
gathering sales data is the primary focus and the customer service piece is ancillary. The true
answer is probably that both are equally important, and that if focus is put on the service side of
the equation then the sales will come. There are other areas that businesses are looking at as “the
next big thing” on the Internet. One of these is micro payments. A micro payment is a small
payment, perhaps one-half cent, for content. The theory here is that the Internet has created an
ideal market for collecting thousands, or millions, of tiny payments that could add up to

substantial revenues. Micro payments are an idea that has surfaced before, but the first
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generation of “digital wallets” turned out to be too unwieldy, requiring consumers to download
and install complex software. Transaction costs were to high and there were too many
conflicting systems. Consumers could never be sure that any one particular micro payment
software would work on a significant number of sites. Also, users clearly demonstrated that
there was only one price point that worked on the Web and that was “FREE”. The problem was
that “FREE” did not work as a business model. Yet there are schools of thought that micro
payments time has finally come (Denison/The Boston Globe/December 3, 2000).

Another prediction for the future is that the B-2-B (Business-to-Business) market will be
the dominant force in e-commerce. Revenues generated by B-2-B e-commerce in 1999 were
approximately $100 billion dollars, and the projections for the future are as high as $7 trillion
dollars (Lawrence/The Industry Standard/February 21, 2000). In addition to B-2-B e-commerce
there has been growth in ASPs (Application Service Providers). An Application Service
Provider sets up and maintains software and a company accesses the application via the Web as
opposed to having the application on a server at their physical location.

Overall, there are still many changes coming for the Internet and the Internet economy.
Many analysts are predicting that the worst is yet to come for technology and Internet stocks, and
that investors are probably going to get burned yet again when they jump on the bandwagon for
the “next big thing” (Prial/The Boston Globe/December 3, 2000). Also, telecommunications
companies are projected to spend as much as $1 Trillion dollars over the next 20 years updating
their networks with fiber optics to keep up with demand (Creswell/Fortune/November 27, 2000).
In that 20 years more change will occur and adjustments will have to be made, but the industry

needs to stabilize somewhere along the way.
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Conclusion

The Internet, at this point in time, is experiencing change at an astounding pace. There
has been tremendous fallout over the past year which has impacted the economy and more so,
the industry itself. All the research points to the conclusion that the Internet and the Internet
economy are here to stay. In what shape or form is another question. Additionally, all research
conducted for this thesis points to a renewed focus on customer service. This is from the
perspective of technology as well as strategy. On the technology side there is a tremendous
focus on CRM solutions. The companies that are doing CRM well are incorporating a customer
service strategy into their efforts as well as technology. There is also a focus on improving
“back” and “front” end systems. The desired impact is to have effective back end systems that
can interact with CRM solutions and allow a single interface for customer service
representatives. On the front end there is an effort to improve GUIs (Graphical User Interface)
and Web sites in general to make them more user friendly. All of these things have a direct
impact on the customer experience. Overall, the focus of the industry, whether it is B-2-C
(business-to-consumer) or B-2-B, is that superior customer service, and customer experiences
will get more and more people conducting transactions on-line. The secondary research neither
supports nor rejects the researcher’s null hypothesis that consumers do not have a strong opinion
on whether superior customer service or competitive pricing is the key to e-commerce success.
The reason for that is because the industry does have a focus on customer service, and one would
think that an industry would have some sort of data to support that effort. However, throughout
all of the research there was no reference to consumer opinion on what is the right answer. As
such, the researcher cannot conclusively state that the research supports or rejects the null

hypothesis.
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SECTION II

Hypothesis and Variables

Ed Dube
Endicott College

M.Ed.
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Null Hypothesis

Consumers do not have a strong opinion on whether superior customer service or

competitive pricing is the key to e-commerce success.

Research Hypothesis

Consumers do have a strong opinion on whether superior customer service or competitive

pricing is the key to e-commerce success.
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Dependent Variables

Pricing. The price of services and/or products offered by Essential.com is competitive.

Products. The products or services that any company offers, and consumer demand for
those products and services, are a large part of whether or not a consumer will make a purchase.
An Internet company that sells industrial cleaning supplies over the web may have a more
difficult time being successful than a company that sells discounted airline tickets.
Essential.com offers “essential services”. The bulk of the company’s offerings are
telecommunications products, but they do offer other utility services such as natural gas and
electricity.

Customer Service. The quality of service offered by Internet companies varies greatly.
Depending on the company it can range from very poor to outstanding. Essential.com has had
some recent challenges in this area. Currently, the company is in the process of upgrading the
quality of their service.

Technology. Systems, both internal and customer interfaces have a large-scale impact

internally and externally on the company’s ability to effectively conduct business.
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Independent Variables

The Economy. This is a consideration for any Internet based company in today’s
market. Internet companies are failing at a rate of one per day.

Competition. Today, Internet companies are not appearing as fast as they were a year
ago. However, Essential.com still has a number of competitors. This could have an impact on
the success, or failure, of any business. Also, one company could potentially become a bell
weather company for an industry.

Demographics. The demographics of the customer base may have an impact on
Essential.com. Almost everyone needs the “essential services” that the company provides, but
are all customers willing to purchase these services via the Internet? The questions to be asked
here are:

What type of customer will purchase these services via the Internet?

What type of customer will be profitable to the company?

What are these customers’ expectations?
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Research Design and Strategy

This section discusses the collection of primary and secondary data. The areas
discussed are the design of the primary data survey, strategy utilized for collection, and the

methodology utilized to analyze the data gathered.
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Primary Data

The primary data utilized for this research paper was collected by means of a survey of
“typical” consumers. The target audience of the survey is “typical” in the sense that they were
not selected based on any particular demographic. The researcher is attempting to ascertain the
average consumers level of satisfaction with the Internet and e-commerce. Additionally, the
researcher is looking to determine whether or not there is any particular demographic set that
accompanies the level of satisfaction a consumer experiences on-line, and if so, to pinpoint what
makes a good Internet customer.

The future of the Internet impacts the general population as a whole. That is whether a
consumer has ever gone on-line or not. At first glance it appeared that consumers who have
never gone on-line and/or made a purchase would not provide any useful data for this study.
However, based on the consumer’s responses to the research survey and the demographic data
collected there may be a common link that will preclude a group from being viable Internet
customers, or an opportunity may be identified to bring more customers on-line. This may, or
may not impact the hypothesis.

Survey data will be utilized in determining the support, or rejection, of the null
hypothesis. A test survey will be sent out between December 2000 and January 2001. After the
results are compiled adjustments may be made to the research survey.

The total number of surveys to be distributed will be 500. The total number of surveys
returned to the researcher is targeted at 307 in order to arrive at an acceptable level of statistical

reliability and validity.
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Secondary Data

Secondary data was collected from various sources to include business periodicals,
Internet specific publications, the Internet itself, trade journals, and newspapers.

Additional research information was obtained from interviews with Internet/
e-commerce subject matter experts as well as the researcher’s daily, hands-on experience
working for an e-commerce company.

The Internet, and the Internet economy are currently subjects of great interest based on
the state of flux they are in. There is a wealth of information available on the subjects.

Specific corporate information from Essential.com is proprietary and not available for
publication at this time. Some of the information regarding the state of the company and current
financials may prove useful in setting a baseline for a typical Internet company along with
customer demographics. Corporate approval was received before using Essential.com as a test

casec.
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Determination of Sample Size

The strategy used to determine a valid sample size was to reference Table 17.11 on page

497 of the text, Exploring Marketing Research. The table determined that a sample size of 306

is acceptable for a population of more than 500,000 and a reliability rate of +/-5%.
This was then validated using the following formula (Lowe/Eastern Nazerene

College/June 28, 2000):

2
(Z/S)/E=N

2
=(1.96 * 2) / .05

=15.366/ .05\

=307

The formula is defined as (Z/S) squared and divided by E equals N. Z is the 95% (1.96)
confidence figure from the Z table. S (2) is the standard deviation. E (.05) is the expected error

rate. N is the calculated sample size.
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Research Instrument

The research instrument was in the form of a cover letter and an introductory E-mail.
The purpose of this is to accommodate two mediums, mail and e-mail. Both will explain the
respondent’s role in the research process. Each respondent will also receive a 31-question
survey. Additionally, some surveys will be handed to individuals. These will include the cover
letter, but a brief presentation will be made to the respondent.

In order to distinguish potential sub-sets of the sample research surveys that are mailed
will be color-coded. An example of this would be: National Guard respondents will receive a
green copy and office respondents will receive a pink copy. This is not an attempt to identify
any particular group or individual, but it is an attempt to isolate any potential bias on the part of a
particular group of respondents. The ability to isolate this information will potentially aid the
researcher in the compilation of valid data.

The focus of all the questions contained in the survey is the population’s opinion on
Internet based companies, and whether they would purchase goods and services via the Internet.
The data gathered via the research survey is critical to the acceptance or rejection of the null
hypothesis.

The demographic questions (1-7) are used to determine whether or not there is a specific
demographic model for Internet users, Internet purchaser, and Internet non-users. This is
information that pertains to the independent variable: Demographics.

The general questions (8-11) are used to determine whether the respondent is an Internet

user, Internet Purchaser or an Internet non-user.
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Certain questions such as Likert questions (13, 14, 15, 24, 25, 26, 30) and multiple choice
question (18) are designed to elicit responses relative to the following dependent variables:
Pricing, Products, Customer Service and Technology.

A group of Likert questions (25, 26, 27, 28, 29, 30, 31) and the yes/no question (16) are
designed to elicit responses pertaining to the following independent variables: The Economy,
Competition and Demographics.

Finally, Likert questions (12, 19, 20, 21, 22, 23) and the yes/no question (17) are

structured to discover the outcomes pertinent to the null and research hypothesis.
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Questionnaire

The research survey is a six-page document consisting of 31 questions. 23 % of the questions
are demographic questions. An additional 13% of the questions have been deemed general in
nature, but can be grouped with the demographic questions for a total of 36% of the survey.

42% of the questions pertain to the dependent variables. 29% of the questions pertain to
the independent variables. Additionally, the demographic questions also relate to the
independent variables bring the total questions related to independent variables to 52%.

23% of the questions are relevant to the hypothesis. Finally, there is an overlap of 13.5%
for questions that relate to both the dependent and independent variables, and another overlap of

16.5% for questions that relate to both the hypothesis and the dependent variables.

Demographic Questions 23%

Independent Variables 29%
Ind. Variable Sub-Total 52%
General Questions 13%
Dependent Variables 42%
Hypothesis Questions 23%

Dep./Ind. Variable Overlap (13.5%)
Hyp./Dep. Variable Overlap (16.5%)
Total 100%

The survey consists of 17 Likert questions, 4 yes/no questions, 9 multiple choice
demographics questions and 1 single answer question. Questions 10-18 are designed for
respondents who have made a purchase via the Internet. Respondents who have never made a
purchase via the Internet are instructed to bypass questions 10-18.

Table 3.1 illustrates the relevance of each question towards the variables and hypothesis

outlined in Section II.
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Table 3.1
Question Relevance to Problem
1,2,3,4,5,6,7 Demographic questions to insure that the sample is

random, and to identify potential Internet user profiles.
Also, relates to the independent variable: Demographics.

8,9,10, 11 General questions to determine whether the respondent is
an Internet user, Internet purchaser or an Internet non-user.

13 Relates to the dependent variable: Technology

14, 19, 21, 22, 23, 26, 30, Relates to the dependent variable: Pricing

13, 15, 20, 21, 22, 23, 25 Relates to the dependent variable: Customer Service.

16, 24, 25, 26, 31 Relates to the independent variable: Competition

12,17, 19, 20, 21, 22, 23 Hypothesis questions pertaining to respondent’s
experiences with, and perceptions of, the Internet.

18, 24 Relates to the dependent variable: Products

27,28, 29, 30, Relates to the independent variable: The Economy
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Analvytical Methods

The survey data has been compiled by listing each question and its response. The data
were then tabulated utilizing a matrix from Microsoft Excel v.7, which calculated the mean,
median, range, standard deviation and weighted mean. Graphical illustrations (charts, graphs,
etc.) will then be created from the tabulated data and inserted into Section IV of this paper for
illustration and discussion.

The tabulation of the data is the critical item for this research paper. The compilation and
analysis of this information will determine if the null hypothesis is accepted or rejected. It
should be noted that not all calculations from the Excel spreadsheet are be pertinent to this study.

A copy of the survey to be distributed is in Appendix “A”.
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Question 1-What state do you live in?

NY PA RI SC CA
1% | 2% 1% 1%

NH

Mi
ME 1%

2% CT

MD
1%

MA
80%
State of Residence Responses Percentage
CA 1 0.72%
CT 1 0.72%
MA 111 80.43%
MD 1 0.72%
ME 3 2.17%
MI 1 0.72%
NH 11 7.97%
NY 3 2.17%
PA 1 0.72%
RI 3 2.17%
SC 2 1.45%
No Response 0 0.00%
Totals 138 100.00%
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Question #1 is an open-ended demographic question. The question was developed along
with other demographic questions to determine if there is a profile of Internet users. The
majority of the respondents (80.43%) were from Massachusetts. However, there was no

apparent regional pattern based upon the responses gathered from respondents in other states
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Question 2-What is your total household income?

<$25,000.00 per

>$100,000.00 year
per year 4% $25,001.00-
16% $50,000.00 per
year
26%
$75,001.00-
$100,000.00 per
year
24%
$50,001.00-
$75,000.00 per
year
30%
Total Household Income Responses Percentage
<$25,000.00 per year 8 4.26%
$25,001.00-$50,000.00 per year 48 25.53%
$50,001.00-$75,000.00 per year 57 30.32%
$75,001.00-$100,000.00 per year 45 23.94%
>$100,000.00 per year 30 15.96%
No Response 0 0.00%
Totals 188 100.00%
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Question #2 is a fixed alternative demographic question. The question was developed
along with other demographic questions to determine if there is a profile of Internet users. Total
household income does appear to be a contributing factor to Internet usage and purchases. The
bulk of the respondents were distributed fairly evenly throughout the categories ranging from
$25,000.00 to $100,000.00 per year. There was no discernable difference in the overall
responses from the respondents in the categories $100,000.00 and less. The researcher was able
to reach the conclusion that respondents in the >$100,000.00 category tend to use the Internet

less, and are less likely to make a purchase via the Internet.
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Question 3-What is your age group?

61-70 Years >70 Years

51-60 Years 1% 1%

6%

<25 Years
21%

41-50 Years
29%
25-30 Years
12%
31-40 Years
30%
Age Group Responses Percentage
<25 Years 41 20.71%
25-30 Years 24 12.12%
31-40 Years 62 31.31%
41-50 Years 57 28.79%
51-60 Years 12 6.06%
61-70 Years 1 0.51%
>70 Years 1 0.51%
No Response 0 0.00%
Totals 198 100.00%
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Question #3 is a fixed alternative demographic question. The question was developed
along with other demographic questions to determine if there is a profile of Internet users. Age
does not appear to be a contributing factor to Internet usage and purchases. There was no
discernable pattern, based on age group, in the responses to questions relating to Internet usage
and purchases. However, the number of respondents in the age groupings over 50 years of age
were minimal:

51 to 60 years 6.06% of total respondents
61 to 70 years 0.51% of total respondents
>70 years 0.51% of total respondents

The minimal number of respondents in these age groupings leads the researcher to
believe that an accurate sampling for these age groups has not been achieved. The researcher’s

secondary data indicated that older demographic groups, specifically senior citizens, were the

fastest growing group of Internet users.
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Question 4-What is your highest level of education?

Grad High School

raduate Graduate

Degree 30%
12%

Undergraduate Associates
Degree Degree
39% 19%
Level of Education Responses Percentage
High School Graduate 55 30.22%
Associates Degree 34 18.68%
Undergraduate Degree 71 39.01%
Graduate Degree 22 12.09%
No Response 0 0.00%
Totals 182 100.00%
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Question #4 is a fixed alternative demographic question. The question was developed
along with other demographic questions to determine if there is a profile of Internet users. Level
of education does appear to be a contributing factor to Internet usage and purchases. The
researcher was able to reach the conclusion that respondents in the Graduate Degree category

tend to use the Internet less, and are less likely to make a purchase via the Internet.



E-commerce Success 46

Question 5-What is your occupational category? (Pick the one that best describes your job)

Education Law Management
Technology Other 4% 13%
13% 11%
Medical
4%
Skilled Trades
6%
Service Mlllt:;:lry
14% 13%

Sales Retail Professional

6% 204 12%
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Occupational Category Responses Percentage
Education 8 3.98%
Law 4 1.99%
Management 26 12.94%
Medical 8 3.98%
Military 26 12.94%
Professional 24 11.94%
Retail 4 1.99%
Sales 12 5.97%
Service 28 13.93%
Skilled Trades 12 5.97%
Technology 27 13.43%
Other 22 10.95%
No Response 0 0.00%
Totals 201 100.00%
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Question #5 is a single choice demographic question. The question was developed along
with other demographic questions to determine if there is a profile of Internet users.
Occupational category does not appear to be a contributing factor to Internet usage and

purchases. No discernable pattern was evident.



Question 6-Are you married?
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Unmarried
48%
Married
52%
Marital Status Responses Percentage
Married 94 51.65%
Unmarried 88 48.35%
No Response 0 0.00%

Totals 182 100.00%
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Question #6 is a single choice demographic question. The question was developed along
with other demographic questions to determine if there is a profile of Internet users. The number
of respondents was split fairly evenly among each category (Married 51.65%, Unmarried
58.35%). Marital status does not appear to be a contributing factor to Internet usage and

purchases. No discernable pattern was evident.
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Question 7-How many children do you have?

4+
3 7%
2
16%
0
51%
19%
Number of children Responses Percentage
0 92 50.83%
1 35 19.34%
2 29 16.02%
3 12 6.63%
4+ 13 7.18%
No Response 0 0.00%
Totals 181 100.00%
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Question #7 is a fixed alternative demographic question. The question was developed
along with other demographic questions to determine if there is a profile of Internet users. The
number of respondents was split fairly evenly between having children (49.17%) and not having
children (50.83%). Number of children does not appear to be a contributing factor to Internet

usage and purchases. No discernable pattern was evident.
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Ouestion 8-How often have vou accessed the Internet in the last month?
2-5
5% 6-10

1

0
3%\ 0%

11-20
14%

20+
71%

Number of times accessing
Responses Percentage
Internet

0 6 3.30%

1 0 0.00%

2-5 9 4.95%

6-10 13 7.14%
11-20 26 14.29%
20+ 128 70.33%

No Response 0 0.00%
Totals 182 100.00%
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Question #8 is a fixed alternative question. The question was developed with a number
of other general questions in order to determine if respondents are Internet users, Internet
purchasers, or Internet non-users. Whether or not the respondents are Internet users/purchasers,
or not, is key to the researcher’s study. Of the total number of respondents 96.7% of respondents
were Internet users and had used the Internet over the last month. Additionally, of the total
number of respondents 70.33% were heavy Internet users (20+ times in the last month). This

validated the sampling in respect to the pertinence of the respondents.



Question 9-Have you ever made a purchase over the Internet?

No
19%
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81%

Internet Purchases Made Responses Percentage
Yes 147 80.77%
No 35 19.23%
No Response 0 0.00%
Totals 182 100.00%
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Question #9 is a single choice question. The question was developed with a number of
other general questions in order to determine if respondents are Internet users, Internet
purchasers, or Internet non-users. Whether or not the respondents are Internet users/purchasers,
or not, is key to the researcher’s study. Of the total number of respondents 80.77% of
respondents had made a purchase via the Internet at some point in time. This validated the
sampling in respect to the pertinence of the respondents.

19.23% of respondents had never made a purchase via the Internet. This number is higher than
the number of Internet non-users determined in question #8. The researcher is interested in why
these respondents have not made a purchase via the Internet, and what would entice them to
make a purchase via the Internet. This is to determine whether pricing or customer service

would sway these respondents or not.
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Question 10-If no to question 9, what was your reason?

Never Accessed
the Internet
13%
Security
22% .
Nothing of
Interest
46%
Poor Service
3%
Confusing Web
Site
3% .
High Prices
13%
Reason for not Purchasing
. Responses Percentage
via the Internet
Nothing of Interest 15 46.88%
High Prices 4 12.50%
Confusing Web Site 1 3.13%
Poor Service 1 3.13%
Security 7 21.88%
Never Accessed the Internet 4 12.50%
No Response 0 0.00%
Totals 32 100.00%
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Question #10 is a fixed alternative question. The question was developed with a number
of other general questions in order to determine if respondents are Internet users, Internet
purchasers, or Internet non-users. Whether or not the respondents are Internet users/purchasers,
or not, is key to the researcher’s study. This question was designed to try to determine why
respondents have never made an Internet purchase, and if pricing or customer service would
make a difference to these individuals. This question was limited to respondents who answered
no to question #9. Pricing was an issue for 12.5% of respondents. Service was an issue for
3.13% of respondents. The main reasons that respondents never made a purchase via the Internet
were Nothing of Interest (46.88%) and Security (21.88%). This actually proved interesting and
pertinent to what makes people purchase, or not purchase, via the Internet. However, it does not

relate to the researcher’s null hypothesis.
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Question 11-How many purchases have you made over the Internet in the past month?

6+
4-5 5%

21%

Number of Purchases Responses Percentage

0 32 21.19%

1 41 27.15%

2-3 52 34.44%

4-5 18 11.92%

6+ 8 5.30%

No Response 0 0.00%
Totals 151 100.00%
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Question #11 is a fixed alternative question. The question was developed with a number
of other general questions in order to determine if respondents are Internet users, Internet
purchasers, or Internet non-users. Whether or not the respondents are Internet users/purchasers,
or not, is key to the researcher’s study. This question was limited to respondents who had
answered yes to question #9. Of the total number of respondents 78.81% of respondents had
made a purchase via the Internet in the last month. This validated the sampling in respect to the

pertinence of the respondents.
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Question 12-Would you say that your experience was:

Well Below
_ Expectations Well Above
Slightly Below 0% Expectations
Expectations 11%
0 .
™ Slightly Above
Expectations
23%
Within
Expectations
59%
Shopping/Purchase
pping’ Responses Percentage
Experience
Well Above Expectations 17 11.41%
Slightly Above Expectations 34 22.82%
Within Expectations 87 58.39%
Slightly Below Expectations 11 7.38%
Well Below Expectations 0 0.00%
No Response 0 0.00%
Totals 149 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

149 3.38 0.79 4 3.0 2.87 3.13

Question #12 is a Likert question. The question was limited to the respondents who
answered yes to question #9. It relates to the level of satisfaction with the respondents
experience in making a purchase via the Internet. The standard deviation is .79 indicating a
somewhat narrow dispersion of responses. All respondents indicated that their experience with
Internet purchases was slightly below expectations (7.38%), within expectations (58.39%),
slightly above expectations (22.82%) or well above expectations (11.41%). There were no
responses indicating that a respondents experience was well below expectations. The majority of
respondents (92.62%) had a positive experience with Internet purchasing. The weighted mean of

3.38 fell outside the critical value upper limit rejecting the null hypothesis.

Question 12
Upper & Lower Limit Z
Test
Weighted Mean
2.87 3.0 3.13 3.38
Critical Value u Critical Value :

Lower Limit Upper Limit
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Question 13-Would you say that the Web site's ease of use was:

Well Below
S|Ight|y Below Expectations Well Above
Expectations 1% Expectations
12% 10%

Slightly Above
Expectations

28%
Within
Expectations
49%
Web Site Ease of Use Responses Percentage
Well Above Expectations 15 10.07%
Slightly Above Expectations 41 27.52%
Within Expectations 74 49.66%
Slightly Below Expectations 18 12.08%
Well Below Expectations 1 0.67%
No Response 0 0.00%
Totals 149 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

149 3.34 0.84 4 3.0 2.86 3.14

Question #13 is a Likert question. The question was limited to the respondents who

answered yes to question #9. It is a general question that relates to the level of satisfaction with

the respondents experience in making a purchase via the Internet. It also relates to the dependent

variables Technology and Customer Service. The technology aspect is important because

depending on the robustness of a company’s Web site a customer’s experience can be over

before it begins if the Web site is not user friendly and conducive to sales. The standard

deviation is .84 indicating a somewhat narrow dispersion of responses. Most of the respondents

indicated that their experience with Internet purchases in regards to the Website’s ease of use

was slightly below expectations (12.08%), within expectations (49.66%), slightly above

expectations (27.52%) or well above expectations (10.07%). There was one response indicating

that a respondents experience was well below expectations (.67%). The concentration of

responses was within expectations. However, the majority of respondents (87.25%) had an

experience that was within expectations or above expectations indicating a strong positive

opinion regarding ease of use.
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Question 14-Would you say that the price that you paid for the product was:

Well Below
Slightly Below Expectations Well Above
Expectations 2% Expectations Slightly Above
0 .
13% 5% Expectations
15%
Within
Expectations
65%
Price Responses Percentage
Well Above Expectations 8 5.37%
Slightly Above Expectations 23 15.44%
Within Expectations 96 64.43%
Slightly Below Expectations 19 12.75%
Well Below Expectations 3 2.01%
No Response 0 0.00%
Totals 149 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

149 3.09 0.76 4 3.0 2.88 3.12

Question #14 is a Likert question. The question was limited to the respondents who
answered yes to question #9. It is a general question that relates to the level of satisfaction with
the respondents experience in making a purchase via the Internet. It also relates to the dependent
variables Pricing. The standard deviation is .76 indicating a somewhat narrow dispersion of
responses. Most of the respondents indicated that their perception of pricing of products on the
Internet was within expectations (64.43%), slightly above expectations (15.44%) or well above
expectations (5.37%). Respondents who indicated that pricing was slightly below expectations
(12.75%) and well below expectations (2.01%) were in the minority. The concentration of
responses was within expectations, which explains the narrow distribution. However, the
majority of respondents (85.24%) had an experience that was within expectations or above

expectations indicating a positive experience in regards to pricing.
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Question 15-Would you say that the customer service/support was:

Well Below
Slightly Below Expectations Well Abf)VG .
Expectations 204 Expectations Slightly Above
13% ° 4% Expectations
15%
Within
Expectations
66%
Service/Support Responses Percentage
Well Above Expectations 6 4.03%
Slightly Above Expectations 23 15.44%
Within Expectations 98 65.77%
Slightly Below Expectations 19 12.75%
Well Below Expectations 3 2.01%
No Response 0 0.00%
Totals 149 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

149 3.07 0.72 4 3.0 2.88 3.12

Question #15 is a Likert question. The question was limited to the respondents who
answered yes to question #9. It is a general question that relates to the level of satisfaction with
the respondents experience in making a purchase via the Internet. It also relates to the dependent
variable Customer Service. The standard deviation is .72 indicating a somewhat narrow
dispersion of responses. Most of the respondents indicated that their perception of customer
service/support on the Internet was within expectations (65.77%), slightly above expectations
(15.44%) or well above expectations (4.03%). Respondents who indicated that customer
service/support was slightly below expectations (12.75%) and well below expectations (2.01%)
were in the minority. The concentration of responses was within expectations, which explains
the narrow distribution. However, the majority of respondents (85.24%) had an experience that
was within expectations or above expectations indicating a positive experience in regards to

customer service/support.
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Question 16-Would you make another purchase from that company?

No
7%

Yes
93%
Another purchase from
Responses Percentage
company
Yes 138 92.62%
No 11 7.38%
No Response 0 0.00%
Totals 149 100.00%
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Question #16 is a Likert question. The question was limited to the respondents who
answered yes to question #9. It is a general question that relates to the level of satisfaction with
the respondents experience in making a purchase via the Internet. It also relates to the dependent
variable Competition. The majority of respondents (92.62%) indicated that they would make
another purchase from the Internet Company that they had purchased from recently. This
indicates an overall positive experience with their e-commerce experience. This also indicates,
in conjunction with questions 14 (Pricing) and 15 (Customer Service/Support), that they will stay

competitive in consumers’ eyes.
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Question 17-Would you make another purchase over the Internet?

No
7%

Yes
93%

93.96%
No 9 6.04%
No Response 0 0.00%

Totals 149 100.00%
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Question #17 is a single choice question. The question was limited to the respondents
who answered yes to question #9. It relates to the level of satisfaction with the respondents
experience in making a purchase via the Internet. The majority of respondents (93.96%)
indicated that they would make another purchase via the Internet in general. This indicates an
overall positive experience with their e-commerce experience. The Chi-Square for this question
equals 115.17, which is well above the Critical Chi Square tabular value of 3.84. The high Chi-
Square number is derived from the large number of “Yes” responses. The data rejects the null

hypothesis.
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Question 18-What types of products/services would you purchase over the Internet?

Pornography

1% Other

5%

PC Hardware
1% Music

18%

Travel
14%

Software | Books
11% 17%
Toys Clothing
8% 10%
Utilities
6% Novelty items
9%

Products/Services Responses Percentage
Music 102 18.02%
Books 95 16.78%

Clothing 55 9.72%
Novelty ltems 53 9.36%
Utilities 32 5.65%
Toys 48 8.48%
Software 64 11.31%
Travel 81 14.31%
PC Hardware 6 1.06%
Pornography 4 0.71%
Other 26 4.59%
No Response 0 0.00%
Totals 566 100.00%
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Question #18 is a fixed alternative question. It is a general question that relates to the
types of goods and services that are typically purchased via the Internet. It also relates to the
dependent variable Products. The responses are dispersed fairly evenly with travel and software
receiving the highest number of responses. There were various “Other” items written in on the
Internet Survey (see the Sample Group Demographic Comparison), but the number of responses
for the “Other” category was minimal. This leads the researcher to the conclusion that the types

of products that can be sold via the Internet are limited to disposable, luxury items.
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Question 19-The price of the product/service is not a deciding factor.

Strongly Strongly Agree
Disagree 50
18%

No Opinion
19%
Disagree
42%
Price is not a Deciding
Responses Percentage
Factor
Strongly Agree 9 4.95%
Agree 29 15.93%
No Opinion 34 18.68%
Disagree 78 42.86%
Strongly Disagree 32 17.58%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 2.48 1.11 4 3.0 2.84 3.16

Question #19 is a Likert question. It relates to the level of satisfaction with the
respondents experience in making a purchase via the Internet. It also relates to the dependent
variable Pricing. The standard deviation is 1.11 indicating a broad dispersion of responses. Only
18.68% of respondents had no opinion that the price of a product or service is not a deciding
factor. 20.88% of the respondents agreed or strongly agreed that pricing was not a deciding
factor. 60.44% of the respondents disagreed or strongly disagreed with the statement that pricing
was not a deciding factor. This indicates that the majority of respondents feel that pricing is a
deciding factor. Overall, 81.32% of respondents had an opinion on pricing as a deciding factor.
The weighted mean of 2.48 fell outside the critical value lower limit rejecting the null

hypothesis.

Question 19
Upper & Lower Limit Z
Test
Weighted Mean
2.84 3.16
2.48 3.0
X Critical Value u Critical Value

Lower Limit Upper Limit
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Question 20-The level of customer service/support received from the company is not a
deciding factor.

Strongly Strongly Agree Agree
Disagree 2% 15%
18%

No Opinion
23%
Disagree
42%
Service/Support is not a
. - Responses Percentage
Deciding Factor P g
Strongly Agree 4 2.20%
Agree 27 14.84%
No Opinion 41 22.53%
Disagree 78 42.86%
Strongly Disagree 32 17.58%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 241 1.01 4 3.0 2.85 3.15

Question #20 is a Likert question. It relates to the level of satisfaction with the
respondents experience in making a purchase via the Internet. It also relates to the dependent
variable Customer Service. The standard deviation is 1.01 indicating a fairly broad dispersion of
responses. Only 22.53% of respondents had no opinion that the level of customer
service/support is not a deciding factor. 17.04% of the respondents agreed or strongly agreed
that customer service/support was not a deciding factor. 60.44% of the respondents disagreed or
strongly disagreed with the statement that customer service/support was not a deciding factor.
This indicates that the majority of respondents feel that customer service/support is a deciding
factor. The number of respondents that indicated that customer service/support is a deciding
factor is equal to the number of respondents that indicated that pricing is a deciding factor
(Question #19). This tells the researcher that both of these factors are of concern to the majority
of respondents. Overall, 77.48% of respondents had an opinion on customer service as a
deciding factor. The weighted mean of 2.41 fell outside the critical value lower limit rejecting

the null hypothesis.
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Question 20
Upper & Lower Limit Z
Test
Weighted Mean
2.85 3.15
2';!1 Critical Value SI'JO Critical Value

Lower Limit Upper Limit
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Question 21-A high level of customer service/support is more important to me than the
price of the product/service.

Strongly Strongly Agree
Disagree 3%
4%

Agree

Disagree
36%

31%

No Opinion
26%

Importance of Responses Percentage
Service/Support P g
Strongly Agree 6 3.30%

Agree 64 35.16%

No Opinion 48 26.37%
Disagree 56 30.77%
Strongly Disagree 8 4.40%
No Response 0 0.00%

Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.02 .99 4 3.0 2.86 3.14

Question #21 is a Likert question. It relates to the level of satisfaction with the

respondents experience in making a purchase via the Internet. It also relates to the dependent

variables Pricing and Customer Service. The standard deviation is .99 indicating a fairly even

dispersion of responses. 26.37% of respondents had no opinion on whether the level of customer

service/support was more important than pricing. 38.46% of the respondents agreed or strongly

agreed that the level of customer service/support was more important than pricing. 35.17% of

the respondents disagreed or strongly disagreed with the statement that the level of customer

service/support was more important than pricing. Overall, 73.63% of respondents had an

opinion on whether or not the level of customer service/support was more important than pricing.

However, the concentration of responses brought the weighted mean to 3.02. The weighted

mean of 3.02 fell within the critical value upper and lower limits supporting the null hypothesis.
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Question 21
Upper & Lower Limit Z
Test

Weighted Mean

N

. .2'86 3.0 3.02 . .3'14
Critical Value X Critical Value
Lower Limit Upper Limit
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Question 22-Pricing is more important to me than a high level of customer service/support.

Strongly
Disagree
204 Strongly Agree
\ 9%
Disagree
Agree
31% g
31%
No Opinion
27%
Importance of Pricing Responses Percentage
Strongly Agree 16 8.79%
Agree 56 30.77%
No Opinion 50 27.47%
Disagree 56 30.77%
Strongly Disagree 4 2.20%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.13 1.02 4 3.0 2.85 3.15

Question #22 is a Likert question. It relates to the level of satisfaction with the

respondents experience in making a purchase via the Internet. It also relates to the dependent

variables Pricing and Customer Service. The standard deviation is 1.02 indicating a fairly even

dispersion of responses. 27.47% of respondents had no opinion on whether pricing was more

important than the level of customer service/support. 39.56% of the respondents agreed or

strongly agreed that pricing was more important than the level of customer service/support.

32.97% of the respondents disagreed or strongly disagreed with the statement that pricing was

more important than the level of customer service/support. Overall, 72.53% of respondents had

an opinion on whether or not the level of customer service/support was more important than

pricing. However, the concentration of responses brought the weighted mean to 3.13. The

weighted mean of 3.13 fell within the critical value upper and lower limits supporting the null

hypothesis.
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Question 22
Upper & Lower Limit Z
Test
Weighted Mean
2.85 3.15
. 1
Critical Value 3u0 313 Critical Value
Lower Limit Upper Limit
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Question 23-Pricing and customer service are of equal importance.

Strongly
Disagree Strongly Agree
4% 14%
Disagree \
22%
Agree
.. 0,
No Opinion 36%
24%
Importance of Pricing and
P . 9 Responses Percentage
Service
Strongly Agree 25 13.74%
Agree 67 36.81%
No Opinion 43 23.63%
Disagree 40 21.98%
Strongly Disagree 7 3.85%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.35 1.09 4 3.0 2.84 3.16

Question #23 is a Likert question. It relates to the level of satisfaction with the

respondents experience in making a purchase via the Internet. It also relates to the dependent

variables Pricing and Customer Service. The standard deviation is 1.09 indicating a broad

dispersion of responses. 26.63% of respondents had no opinion on whether pricing and customer

service are of equal importance. 50.55% of the respondents agreed or strongly agreed that

pricing and customer service are of equal importance. 25.83% of the respondents disagreed or

strongly disagreed with the statement that pricing and customer service are of equal importance.

The majority of respondents do believe that pricing and customer service are of equal

importance. The results of question #23 correlate with the results of question numbers 19, 20, 21

and 22. Overall, 76.38% of respondents had an opinion on whether or not pricing and customer

service are of equal importance. The weighted mean of 3.35 fell outside the critical value upper

limit rejecting the null hypothesis.
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Question 23
Upper & Lower Limit Z
Test
Weighted Mean
2.84 3.16
Critical Value Sl'JO Critical Value 3'55
Lower Limit Upper Limit
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Question 24-1 would consider purchasing utility services such as local and long distance
phone service, electricity and natural gas over the Internet.

Strongly s WA
Disagree trongz/ gree
10% 4%

Disagree
23% Agree
40%
No Opinion
23%
Utility Purchases via the
Responses Percentage
Internet
Strongly Agree 7 3.85%
Agree 72 39.56%
No Opinion 42 23.08%
Disagree 42 23.08%
Strongly Disagree 19 10.44%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.03 1.10 4 3.0 2.84 3.16

Question #24 is a Likert question. It is a general question that relates to the types of

goods and services that are purchased most frequently via the Internet. It also relates to the

dependent variables Products and Competition. The standard deviation is 1.10 indicating a broad

dispersion of responses. The majority of the respondents indicated that they would consider

purchasing utilities via the Internet (43.41%). This indicates that there is a market for other types

of traditional products and services in the e-commerce marketplace. Question #18 had indicated

that the range of products currently offered successfully on the Internet is limited. It also

indicates that the potential for competition, between Internet-based companies as well as

between Internet-based companies and traditional businesses. 23.08% of the respondents had no

opinion on whether they would purchase utilities via the Internet. 33.52% of the respondents

indicated that they would not purchase utilities via the Internet.




E-commerce Success 91

Question 25-1 receive a high level of customer service/support from my current utility
providers.

Strongly
Disagree  Strongly Agree
Disagree 2% 5%
21% Agree
31%
No Opinion
41%
Level of Service from Utility
. Responses Percentage
Providers
Strongly Agree 9 4.95%
Agree 57 31.32%
No Opinion 73 40.11%
Disagree 39 21.43%
Strongly Disagree 4 2.20%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.15 .89 4 3.0 2.87 3.13

Question #25 is a Likert question. It is a general question that relates to the level of
service respondents receive from current utility providers. It also relates to the dependent
variables Customer Service and Competition. The relevance of the question is to determine
whether or not the respondents currently shop are cognizant about customer service, and to
determine if they would shop a product or service under normal circumstances. The standard
deviation is .89 indicating a fairly narrow dispersion of responses. The majority of the
respondents (40.11%) had no opinion on whether or not they receive a high level of customer
service from their current utility provider. 36.27% of respondents indicated that they did receive
a high level of customer service from their current utility provider. 23.63% of respondents
indicated that they did not receive a high level of customer service from their current utility
providers. The majority of responses were not strong responses. 31.32% of the respondents who
thought that they received a high level of customer service agreed. Only 4.95% strongly agreed.
21.43% of the respondents who thought that they did not receive a high level of customer service
disagreed. Only 2.20% strongly disagreed. The weighted mean of 3.15 falls above the critical

upper limit by .02 validating a concentration of responses.
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Questions 26-1 receive competitive pricing from my current utility providers.

Strongl
rongly Strongly Agree
Disagree 49
0
7% Agree
_ 27%
Disagree
23%
No Opinion
39%
Pricing from Utility Providers Responses Percentage
Strongly Agree 8 4.40%
Agree 50 27.47%
No Opinion 70 38.46%
Disagree 41 22.53%
Strongly Disagree 13 7.14%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 2.99 .98 4 3.0 2.86 3.14

Question #26 is a Likert question. It relates to the dependent variables Pricing and
Competition. The relevance of the question is to determine whether or not the respondents
currently shop are cognizant about pricing, and to determine if they would shop a product or
service under normal circumstances. The standard deviation is .98 indicating a fairly narrow
dispersion of responses. The majority of the respondents (38.46%) had no opinion on whether or
not they receive competitive pricing from their current utility provider. 31.87% of respondents
indicated that they did receive competitive pricing from their current utility provider. 29.67% of
respondents indicated that they did not receive competitive pricing from their current utility
providers. The majority of responses were not strong responses. 27.47% of the respondents who
thought that they received competitive pricing agreed. Only 4.40% strongly agreed. 22.53% of
the respondents who thought that they did not receive competitive pricing disagreed. Only
7.14% strongly disagreed. The weighted mean of 2.99 falls within the critical upper and lower

limits indicating a concentration of responses.
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Question 27-1 feel that the economy is strong and will remain strong.

Strongly
Disagree
g Strongly Agree
9%
2%
Agree
29%
Disagree/
35%
No Opinion
25%
Economy Responses Percentage
Strongly Agree 3 1.65%
Agree 52 28.57%
No Opinion 45 24.73%
Disagree 65 35.71%
Strongly Disagree 17 9.34%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 2.27 1.02 4 3.0 2.85 3.15

Question #27 is a Likert question. It is demographic in nature, and it also relates to the

independent variable The Economy, with the economy impacting respondents purchasing habits.

The standard deviation is 1.02 indicating an even dispersion of responses. The majority of the

respondents (45.05%) indicated that they disagreed with the statement “the economy is strong

and will remain strong”. 30.22% of respondents indicated that they agreed with the statement

“the economy is strong and will remain strong”. 24.73% of respondents indicated that they had

no opinion on the statement. The majority of responses (75.27%) indicated that respondents did

have an opinion on the economy.
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Question 28-In a weak economy I would purchase less in general.

Strongly

Disagree
204 Strongly Agree

9%

Disagree

15% \

No Opinion
20% Agree
54%
Weak Economy/Purchases Responses Percentage
Strongly Agree 16 8.79%
Agree 98 53.85%
No Opinion 36 19.78%
Disagree 28 15.38%
Strongly Disagree 4 2.20%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.52 .93 4 3.0 2.86 3.14

Question #28 is a Likert question. It is demographic in nature, and also relates to the

independent variable The Economy, with the economy impacting respondents purchasing habits.

The standard deviation is .93 indicating an even dispersion of responses. The majority of the

respondents (62.64%) indicated that they agreed with the statement “in a weak economy I would

purchase less in general”. 17.58% of respondents indicated that they disagreed with the

statement “in a weak economy I would purchase less in general”. 19.78% of respondents

indicated that they had no opinion on the statement. The responses to this question indicate that

there would be a change in purchasing habits in a weak economy.
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Question 29-In a weak economy I would purchase less utilities.

Strongly
Disagree Strongly Agree
5% 2%
0 Agree

25%

Disagree
42%
No Opinion
26%
Weak Economy/Utilit
y y Responses Percentage
Purchases
Strongly Agree 4 2.20%
Agree 46 25.27%
No Opinion 47 25.82%
Disagree 76 41.76%
Strongly Disagree 9 4.95%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 2.78 .96 4 3.0 2.86 3.14

Question #29 is a Likert question. It is demographic in nature, and also relates to the

independent variable The Economy, with the economy impacting respondents purchasing habits.

The standard deviation is .96 indicating an even dispersion of responses. The majority of the

respondents (46.71%) indicated that they disagreed with the statement “in a weak economy I

would purchase less utilities”. 27.47% of respondents indicated that they agreed with the

statement “in a weak economy I would purchase less utilities”. 25.82% of respondents indicated

that they had no opinion on the statement. The responses to this question indicate that there

probably would not be an overall change in purchasing habits in respect to utilities if the

economy is weak.
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Question 30-In a weak economy I would shop around for utilities.

Strongly
Disagree
Disagree 1% Strongly Agree
20% 5%

Agree
48%
No Opinion
26%
Weak Economy/Shop for
e Responses Percentage
Utilities
Strongly Agree 9 4.95%
Agree 87 47.80%
No Opinion 47 25.82%
Disagree 37 20.33%
Strongly Disagree 2 1.10%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.35 .90 4 3.0 2.87 3.13

Question #30 is a Likert question. It is demographic in nature, and also relates to the

independent variable The Economy, with the economy impacting respondents purchasing habits.

This question also relates to the dependent variables Competition and Pricing. The standard

deviation is .90 indicating a fairly narrow dispersion of responses. The majority of the

respondents (52.75%) indicated that they agreed with the statement “in a weak economy I would

shop around for utilities”. 21.43% of respondents indicated that they disagreed with the

statement “in a weak economy I would shop around for utilities”. 25.82% of respondents

indicated that they had no opinion on the statement. The responses to this question indicate that

in a weak economy consumers are more cognizant of pricing. This in turn would foster

competition.
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Question 31-I currently shop around for utilities.

Stongly  strongly Agree
Disagree 204
7% Agree
24%

Disagree
38%
No Opinion
29%
Currently Shop Around for
. Responses Percentage
Utilities
Strongly Agree 4 2.20%
Agree 43 23.63%
No Opinion 53 29.12%
Disagree 69 37.91%
Strongly Disagree 13 7.14%
No Response 0 0.00%
Totals 182 100.00%
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Total Weighted | Standard Range Median Lower Upper
Mean Deviation Limit Z Limit Z

Test Test

182 3.35 .90 4 3.0 2.87 3.13

Question #31 is a Likert question. It is a question that relates to the pricing respondents
receive from current utility providers. It also relates to the dependent variable Competition. The
relevance of the question is whether or not the respondents currently shop around for
“traditional” services in order to determine if they would shop a product or service under normal
circumstances. The standard deviation is .90 indicating a fairly narrow dispersion of responses.
The majority of the respondents (45.05%) indicated that they currently do not shop around for
utilities. 25.83% of respondents indicated that they do currently shop around for utilities.
29.12% of respondents indicated that they had no opinion. The responses to this question
indicate that most of the respondents do not shop around for utilities or have not really thought
about shopping around for utilities. The responses to this question used in conjunction with the
responses from questions 24, 29 and 30 indicate that is a potential market for utilities sold over

the Internet.
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The researcher will now endeavor to correlate the effects that each independent variable
has on each dependent variable. This last portion of the Analysis and Results section is an
attempt by the researcher to validate and justify the information gathered. This information
should help prove the determination made by the researcher that the null hypothesis rejected and
the research hypothesis is supported. In Table 4.0 the researcher has broken down the variables

and the correlation between them.

Independent Dependent Variables
Variables
Pricing Products Customer | Technology
Service

The Economy Positive Negative Negative No Effect

Effect Effect Effect
Competition Positive Positive Positive Positive
Effect Effect Effect Effect
Demographics Positive Negative Positive Positive
Effect Effect Effect Effect

The independent variable “The Economy” would have a positive effect on the dependent
variable “Pricing”. Pricing is a determining factor when consumers decide to make a purchase
via the Internet. When the economy is not good respondents indicated that they would purchase
less in general. This would make consumers more aware of pricing, and it would make pricing

more of a deciding factor for consumers.
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Conversely the independent variable “The Economy” has a negative effect on the
dependent variables “Products” and “Customer Service”. If the economy takes a negative turn
consumers would purchase less in general. The types of products purchased on the Internet tend
to be disposable, luxury items for the most part. If consumers purchase less in general when the
economy slides then the call for certain items may diminish. Also, if the economy takes a
downward turn customer service becomes less of a determining factor than pricing. This is
based on the responses to the Internet Survey giving pricing a very slight edge on customer
service, and the fact that in an economic downturn consumers are looking to maximize the
spending power of a dollar. With this in mind the responses to the Internet Survey that related to
the independent variable the economy indicated that there is a market for utilities sold via the
Internet. This is currently a small segment of the e-commerce economy, but based on the
responses to the researcher’s Internet Survey this looks to be a viable market to expand.

The independent variable “The Economy” would have no impact on the dependent
variable “Technology”. Successful e-tailers have technologically sound, user-friendly sites to
maximize the ease of purchasing. This would not change dramatically in an economic downturn.
There may be less money to go around for improvements, but the infrastructure is there today.

The independent variable “Competition” has a positive effect on all of the dependent
variables. Consumers are conducive to shopping around. This was indicated in the responses to
several independent variable questions. Competition impacts market pricing, product offerings
and customer service. There is also an impact on the technology. Companies are constantly
striving to make their site more attractive by functionality and improving the ease of use. The
reason for this is that if they do not have a dynamic, user-friendly Website consumers will go

elsewhere.
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The independent variable “Demographics” has a positive impact on the dependent
variables “Pricing”, “Customer Service” and “Technology”. Of the respondents who are
Internet users, and have made purchases via the Internet, there is a strong opinion regarding
pricing and customer service. Additionally, there is a need for user-friendly sites in order to
maximize purchasing opportunities for consumers. This impacts the dependent variable
“Technology”.

The independent variable “Demographics” has a negative impact on the dependent
variable “Products”. A demographic profile on Internet users and purchasers did emerge from
this research project. It is a mass-market profile, and based on responses to the Internet Survey
that was part of this research project not all products and services can be sold via the Internet.
There is not a demand for all items and the more educated and wealthier consumers tend not to
make Internet purchases.

The correlation of independent variables with the dependent variables supports the

conclusions reached by the researcher.
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Through primary data gathered and correlation to secondary data the researcher was able
to conclude that consumers do have a strong opinion on e-commerce. The null hypothesis:
“Consumers do not have a strong opinion on whether superior customer service, or competitive
pricing is the key to

e-commerce success”’, has been rejected by the primary data sources. The positive results from

the Internet survey support the main objective of this paper.

Key hypothesis questions that buttress the researcher’s claim are:

Question number 12: Would you say that your experience was:

This is a Likert question with respondents gauging the level of satisfaction that they had
in regards to Internet purchases made within the last month. This question was derived from
question number 11, which asks about Internet purchases made in the last month. Questions 11
and 12 were limited to respondents who had made an Internet purchase at some point in their
lives. Question number 9 identified this subset of respondents as 80% (count of 149) of the total
respondents. This conveys validity to the subset of respondents involved. 7.38% of the
respondents indicated that their experience was slightly below expectations. 58.39% of
respondents indicated that their experience was within expectations. 34.23% of the respondents
indicated that their e-commerce experience was slightly or well above expectations.

This question sets the baseline for the other hypothesis questions. Additionally, the
question touches on the overall customer experience, which correlates to the question of pricing
versus customer service. It correlates because the question of pricing and customer service is

part of the total customer experience. The overwhelmingly positive experience indicated by
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consumers indicated that there were some stimuli that impacted their experience. The responses

to this question reject the null hypothesis.

Question number 17: Would you make another purchase over the Internet?

This is a single choice question with respondents choosing either yes or no in respect to
whether or not they would make another purchase over the Internet. This question was limited to
respondents who had made an Internet purchase at some point in their lives. 93.96% of the
respondents chose yes indicating that to date the respondents experiences with e-commerce have
been positive and that they would continue to make purchases via the Internet. This question
also relates to the overall customer experience. The responses to this question reject the null

hypothesis.

Question number 19: The price of the product/service is not a deciding factor.

Question number 19 is a Likert question that was designed to determine how respondents
felt in regards to pricing as a deciding factor when making an Internet purchase. 60.44% of the
respondents indicated that the price of a product or service was a deciding factor. 20.88%
indicated that pricing would not be a deciding factor. 18.68% of respondents had no opinion.
The strong response indicates that consumers do have a strong opinion on pricing and that more
people than not utilize price as a determining factor for an Internet purchase. Most consumers
will look at price whether the purchase is on the Internet or not, but the point of interest for the
researcher is the fact that respondents did have an opinion. This question rejects the null

hypothesis.
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Question number 20: The level of customer service/support received from the company is not a
deciding factor.

Question number 20 is a Likert question that was designed to determine how respondents
felt in regards to customer service as a deciding factor when making an Internet purchase.
60.44% of the respondents indicated that the level of customer service was a deciding factor.
17.04% indicated that customer service would not be a deciding factor. 22.53% of respondents
had no opinion. The strong response indicates that consumers do have a strong opinion on
customer service and that more people than not utilize customer service as a determining factor
for an Internet purchase. Most consumers will look at customer service whether the purchase is
on the Internet or not, but the point of interest for the researcher is the fact that respondents did

have an opinion. This question rejects the null hypothesis.

Question number 21: A high level of customer service/support is more important to me than the
price of the product/service.

Question number 21 is a Likert question that was designed to determine if customer
service was more important to consumers than pricing. 35.17% of respondents indicated that
customer service was not more important than pricing. 38.46% of respondents indicated that
customer service was more important to them than pricing. 30.77% of respondents had no
opinion. In respect to this question, the responses are dispersed fairly evenly and the responses

to this question support the null hypothesis.
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Question number 22: Pricing is more important to me than a high level of customer
service/support.

Question number 22 is a Likert question that was designed to determine if pricing was
more important to consumers than customer service. 32.97% of respondents indicated that
pricing was not more important than customer service. 39.56% of respondents indicated that
pricing was more important to them than customer service. 27.47% of respondents had no
opinion. In respect to this question, the responses are dispersed fairly evenly and the responses

to this question support the null hypothesis.

Question number 23: Pricing and customer service are of equal importance.

Question number 23 is a Likert question that was designed to correlate with the outcomes
of question numbers 21 and 22. 25.83% of respondents indicated that pricing and customer
service are not of equal importance. 50.55% of respondents indicated that pricing and customer
service are of equal importance. 23.63% of respondents had no opinion. Overall, the responses
indicate that consumers weigh pricing and customer service equally. Some consumers tend to
lean one way or the other in respect to these factors. This correlates with the data provided in

question numbers 21 and 22. This question rejects the null hypothesis.

Five of the seven hypothesis questions reject the null hypothesis. The results indicate
that consumers do have a strong opinion on pricing and customer service in relation to e-
commerce. The researcher was a bit surprised by the results. The researcher was hoping to

prove that superior customer service would be more of a deciding factor for consumers. The
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results indicate that both factors are a concern for consumers, and that pricing is slightly more
important to consumers.

The researcher had also wanted to achieve certain objectives as they related to his
employer, Essential.com. These objectives were:

* To validate this conclusion.

* To integrate a valid hypothesis into my strategy for my department.

* To integrate a valid hypothesis into a strategy for internal customers.

* To integrate a valid hypothesis into a strategy for my company’s customer contact
center.

* To utilize a valid hypothesis as a focal point for team building.

* To utilize a valid hypothesis to engage other areas of the company.

Since the time that this research project started Essential.com has gone out of business.
However, the results of this research project will be of benefit to the researcher in future
endeavors. The researcher intends to remain in customer contact environments where the results
of this project will be of value.

Finally, a demographic profile of Internet users did emerge. It is a mass-market profile.
This means that the average consumer is more prone to utilizing the Internet and making
purchases via this medium. The more educated and wealthier consumers tend to shy away from
the Internet. Add to this the fact that most items purchased via the Internet are small-ticket,

disposable items and the Internet turns into a profitable medium for certain industries.
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SECTION VI

Recommendations

Ed Dube
Endicott College

M.Ed.
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The research strongly suggests that:

* Pricing and customer service are issues of concern to consumers.

* There is a particular demographic that is conducive to Internet access and purchases.

* There is a limited range of products and services that are currently viable to be offered via
the Internet.

* There is a small segment of the e-commerce market (utilities) that shows potential for
growth.

* A Website’s ease of use and a company’s infrastructure are critical to success.

With these things in mind companies, like Essential.com, that want to do business via the
Internet need to focus on establishing solid business practices in the areas of marketing and
technology. Targeting the “mass-market” would maximize sales opportunities since that group
is the bulk of the population, and is more conducive to Internet purchases. Building the
technology infrastructure from the start is critical. Companies need to provide ease of use, or
consumers will not continue to use their Websites. Also, the back-shop operations such as
billing need to be integrated with the front-shop operations like Websites. This lends itself to the

overall customer experience and can make or break that experience.
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SECTION VII

Research Limitations

Ed Dube
Endicott College

M.Ed.
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The researcher realizes that the data collected in this paper has limitations. After careful

consideration, the following would be adjusted and/or changed to improve the research project.

These changes could possibly have an effect on the results. The researcher, if required to re-

write this paper, would implement the following adjustments and/or changes:

1.

The researcher would more effectively utilize e-mail as a medium for distributing
surveys. Initially, the researcher had some issues with the format of the electronic
version of the questionnaire. The researcher believes that if the format was more user-
friendly from the start that more responses would have been received. The researcher
had targeted a sample size of 307. After sending out a total of 600 surveys using both
electronic and paper copies the researcher receiver only 182 total responses. The
researcher attributes the low response to the initial challenges encountered with the
electronic version of the survey.

The researcher would have utilized more paper versions of the survey. This would
potentially increase the number of respondents who were Internet non-users. However,
there was value in the information provided by this segment of respondents, and the
researcher would welcome more responses from this segment.

The researcher realized near the compleation of this paper that the Internet economy had
become extremely volatile. The scope of this paper, as focused as it was, could not keep
pace with the rapid changes in the industry. As the research was in process changes took

place in the industry. The main components of the paper are on target in spite of this.
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4. The researcher would eliminate the demographic segmentation of responses. There was
no meaningful difference in the responses from the three separate sample groups. The

data used to make this determination has been placed in Appendix B.
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Survey Letter 1 (general e-mail)

From: Ed Dube [edube@essential.com] on behalf of Ed Dube
Sent: Thursday, January 11, 2001 8:06 AM

To:

Subject: Request for assistance: Research for Thesis

Ed Dube

3 Locust Street
Burlington, MA 01803

Phone: 781-229-4540 x188

Fax:  781-229-4555

E-mail: edube@essential.com
eddube@mediaone.net

I am conducting a survey of consumers and their experiences and preferences regarding
Internet, or on-line, shopping. I am trying to determine what encourages consumers to make
purchases on-line, or discourages them from doing so. The attached survey is part of a research
project, which is a requirement for completion of a graduate degree program (M. Ed.) from
Endicott College.

I would appreciate it if you could take a few minutes to complete the survey and return it to
me via E-mail or fax as soon as possible. If you are E-mailing the completed survey to me
please indicate your selection with an "x" to the right of your answer. If you are faxing the
completed survey please include a cover sheet. If either of these mediums is unavailable to you
please call me and I will provide you with a self addressed stamped envelope.

I would also ask that you forward this survey to as many people as possible. My goal is to
receive a minimum of 307 completed responses. In respect to this request, many of you know
me, but some of you do not. [ want to assure you that the results of the survey will be
completely confidential. No individual information will be shared in any way, shape or form.
The information that is critical to my thesis is the cumulative results of the surveys not the
individual information. Additionally, I will gladly share the results with you at your request.

If there are any questions or concerns please let me know. Thank you for your time and your
support.

Sincerely,

Ed Dube
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Survey Letter 2 (internal company memo)

From: Ed Dube

Date: March 1, 2001

To: Essential Staff

Subject: Request for assistance-Research for Thesis

| am conducting a survey of consumers and their experiences and preferences
regarding Internet, or on-line, shopping. | am trying to determine what encourages
consumers to make purchases on-line, or discourages them from doing so. The
attached survey is part of a research project that is a requirement for completion of a
graduate degree program (M. Ed.) from Endicott College.

| would appreciate it if you could take a few minutes to complete the survey and
return it to me by March 15™. My mailbox is in the call center on the first floor.

My goal is to receive a minimum of 307 completed responses. In respect to this
request, many of you know me, but some of you do not. | want to assure you that the
results of the survey will be completely confidential. No individual information will be
shared in any way, shape or form. The information that is critical to my thesis is the
cumulative results of the surveys, and not the individual information. Additionally, | will
gladly share the results with you at your request.

If there are any questions or concerns please let me know. Thank you for your time and
your support.

Sincerely,

Ed Dube

Essential

1 Burlington Woods
Burlington, MA 01803
Phone: 781-229-4540 x188
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Survey Letter 3 (modified general e-mail)

From: Ed Dube

Sent: Tuesday, February 27, 2001 8:40 AM

To:

Subject:  Request For Assistance: Thesis Questionnaire

I am conducting a survey of consumers and their experiences and preferences regarding
Internet, or on-line, shopping. I am trying to determine what encourages consumers to make
purchases on-line, or discourages them from doing so. The attached survey is part of a research
project, which is a requirement for completion of a graduate degree program (M. Ed.) from
Endicott College.

I would appreciate it if you could take a few minutes to complete the survey and return it to
me via E-mail or fax as soon as possible. The survey is formatted so that if you forward (not
reply) the E-mail back to me you will be able to simply click on the appropriate response your
choices will be recorded. This is true for all questions with the exception of question number
one. Additionally, the survey is formatted for printing. If you are faxing the completed survey
please include a cover sheet. If either of these mediums is unavailable to you please call me and
I will provide you with a self addressed stamped envelope.

I would also ask that you forward this survey to as many people as possible. My goal is to
receive a minimum of 307 completed responses. In respect to this request, many of you know
me, but some of you do not. [ want to assure you that the results of the survey will be
completely confidential. No individual information will be shared in any way, shape or form.
The information that is critical to my thesis is the cumulative results of the surveys not the
individual information. Additionally, I will gladly share the results with you at your request.

If there are any questions or concerns please let me know. Thank you for your time and your
support.

Sincerely,

Ed Dube
3 Locust Street
Burlington, MA 01803

Phone: 781-229-4540 x188

Fax:  781-229-4555

E-mail:edube@essential.com
eddube@mediaone.net
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Internet Survey

1. What state do you live in?

2. What is your total household income?

™ Less than $25,000.00 per year

™ $25,000.00-$49,000.00 per year
™ $50,000.00-$74,000.00 per year
™ $75,000.00-$100,000.00 per year
™~ More than $100,000.00 per year

3. What is your age group?

I~ Less than 25 years
[~ 25-30 years
[~ 31-40 years
[~ 41-50 years
[~ 51-60 years

[~ 61-70 years
[~ More than 70

4. What is your highest level of education?

I~ High school Graduate
™ Associates Degree

™ Undergraduate Degree
I~ Graduate Degree
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5. What is your occupational category? (Pick the one that best describes your job)

I~ Education
[~ Law

[~ Management
I Medical

[~ Military

I~ Professional

™ Retail
6. Are you married?
™ Yes

7. How many children do you have?

o
1
2
3
I 4+

™ Sales

™ Service Industry
I~ Skilled Trades
™ Technology

™ Other:

[~ No

8. How often have you accessed the Internet in the past month?

ro
r1
r2-5
[~ 5-10
[~ 10-20
20+

9. Have you ever made a purchase over the Internet?

[~ Yes

[~ No
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If you answered no to question 9 please answer the following question and proceed to question

number 18.

10. If no to question 9, what was your reason?

I~ Nothing of Interest

I~ High Prices

[~ Confusing Web

[~ Poor service

™ I have never accessed the Internet

[~ Other:

If you answered yes to question 9 please answer the following questions:

11. How many purchases have you made over the Internet in the past month?

ro
1
r2-3
™ 4-5
I~ 6+

12. Would you say that your experience was:

Well Above Slightly Above Within Slightly Below
Expectations Expectation Expectations  Expectations
5 4 3 2

13. Would you say that the web site’s ease of use was:

Well Above Slightly Above Within Slightly Below
Expectations Expectation Expectations  Expectations

-5 4 3 2

Well Below
Expectations

1

Well Below
Expectations

1



14. Would you say that the price that you paid for the product was:

Well Above Slightly Above Within Slightly Below
Expectations Expectation Expectations  Expectations
5 4 3 2

15. Would you say that the customer service/support was:

Well Above Slightly Above Within Slightly Below
Expectations Expectation Expectations  Expectations
5 4 3 2

16. Would you make another purchase from that company?

™ Yes ™ No
17. Would you make another purchase over the Internet?

™ Yes ™~ No

18. What types of products/services would you purchase over the Internet?

[~ Music [~ Toys

[~ Books I~ Software
™ Clothing ™ Travel
™ Novelty Items [~ Other:
I~ Utilities

19. The price of the product/service is not a deciding factor.

Strongly No
Agree Agree Opinion Disagree
5 4 3 2
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Well Below
Expectations

1

Well Below
Expectations

1

Strongly
Disagree

1

20. The level of customer service/support received from the company is not a deciding factor.

Strongly No
Agree Agree Opinion Disagree

-5 4 3 2

Strongly
Disagree

1
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21. A high level of customer service/support is more important to me than the price of the
product/service.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

22. Pricing is more important to me than a high level of customer service/support.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

23. Pricing and customer service are of equal importance.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

24. I would consider purchasing utility services such as local and long distance phone service,
electricity and natural gas over the Internet.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

25. Ireceive a high level of customer service/support from my current utility providers.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

26. Ireceive competitive pricing from my current utility providers.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree

-5 4 3 2 1
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27. 1 feel that the economy is strong, and will remain strong.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

28. In a weak economy I would purchase less in general.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

29. In a weak economy I would purchase less utilities.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

30. In a weak economy I would shop around for utilities.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree
5 4 3 2 1

31. I currently shop around for utilities.

Strongly No Strongly
Agree Agree Opinion Disagree Disagree

=5 4 3 2 1
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Summary Statistics

Total Weighted | Standard| Lower Upper Lower limit Z|Upper Limit Z|  Chi-
5 4 3 2 1 Responses Mean Deviation Limit Limit Range Median test test Squared
Question #1 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #2 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #3 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #4 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #5 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #6 94 88 0 0 0 182 4.52 - 0.20
51.65%| 48.35% 0.00% 0.00% 0.00%
Question #7 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #8 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #9 147 35 0 0 0 182 4.81 - 68.92
80.77%| 19.23% 0.00% 0.00% 0.00%
Question #10 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #11 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #12 17 34 87 11 0 149 3.38 0.7850 1 5 4 3.00 2.87396 3.12604
11.41%| 22.82%| 58.39% 7.38% 0.00%
Question #13 15 41 74 18 1 149 3.34 0.8445 1 5 4 3.00 2.86440 3.13560
10.07%| 27.52%| 49.66% 12.08% 0.67%
Question #14 8 23 96 19 3 149 3.09 0.7564 1 5 4 3.00 2.87854 3.12146
5.37% 15.44%| 64.43% 12.75% 2.01%
Question #15 6 23 98 19 3 149 3.07 0.7228 1 5 4 3.00 2.88393 3.11607
4.03% 15.44%| 65.77% 12.75% 2.01%
Question #16 138 11 ] ] 0 149 4.93 - 108.25
92.62% 7.38% 0.00% 0.00% 0.00%
Question #17 140 9 0 0 0 149 4.94 - 115.17
93.96% 6.04% 0.00% 0.00% 0.00%
Question #18 - - - - 0.00000 0.00000 0.00
0.00% 0.00% 0.00% 0.00% 0.00%
Question #19 9 29 34 78 32 182 2.48 1.1060 1 5 4 3.00 2.83931 3.16069
4.95% 15.93%| 18.68% 42.86%| 17.58%
Question #20 4 27 41 78 32 182 2.41 1.0140 1 5 4 3.00 2.85269 3.14731
2.20% 14.84%| 22.53% 42.86%| 17.58%
Question #21 6 64 48 56 8 182 3.02 0.9858 1 5 4 3.00 2.85677 3.14323
3.30%| 35.16%| 26.37% 30.77% 4.40%
Question #22 16 56 50 56 4 182 3.13 1.0214 1 5 4 3.00 2.85160 3.14840
8.79%| 30.77%| 27.47% 30.77% 2.20%
Question #23 25 67 43 40 7 182 3.35 1.0853 1 5 4 3.00 2.84232 3.15768
13.74%| 36.81%| 23.63% 21.98% 3.85%
Question #24 7 72 42 42 19 182 3.03 1.0970 1 5 4 3.00 2.84063 3.15937
3.85%| 39.56%| 23.08% 23.08%| 10.44%
Question #25 9 57 73 39 4 182 3.15 0.8910 1 5 4 3.00 2.87055 3.12945
4.95%| 31.32%| 40.11% 21.43% 2.20%
Question #26 8 50 70 41 13 182 2.99 0.9833 1 5 4 3.00 2.85715 3.14285
4.40%| 27.47%| 38.46% 22.53% 7.14%
Question #27 3 52 45 65 17 182 2.77 1.0185 1 5 4 3.00 2.85203 3.14797
1.65%| 28.57%| 24.73% 35.71% 9.34%
Question #28 16 98 36 28 4 182 3.52 0.9327 1 5 4 3.00 2.86450 3.13550
8.79%| 53.85%| 19.78% 15.38% 2.20%
Question #29 4 46 47 76 9 182 2.78 0.9554 1 5 4 3.00 2.86120 3.13880
2.20%| 25.27%| 25.82% 41.76% 4.95%
Question #30 9 87 47 37 2 182 3.35 0.8966 1 5 4 3.00 2.86974 3.13026
4.95%| 47.80%| 25.82% 20.33% 1.10%
Question #31 4 43 53 69 13 182 2.76 0.9673 1 5 4 3.00 2.85946 3.14054
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Appendix B

Sample Group
Comparison Data

Ed Dube
Endicott College

M.Ed
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M.Ed. Analysis of Survey Response Statistics

There are 3 sample groups that have been targeted in this research project:

NGSRVY represents National Guard/Military personnel. 36% of total
EDCISRVY represents employees of a dot-com company. 29% of total
GENERAL represents a random sampling of consumers. 35% of total

These three groups were rolled up into a combined sample group and the weighted mean for each
subset was compared to the combined sample group to identify any potential bias.

1.

Question 6-The NGSRVY sample group was consistent with the General Sample Group.
The weighted mean for each of these sample groups came in above the combined weighted
mean. The EDCISRVY sample group weighted mean was lower than the by less than .25
percent.

Question 9-The NGSRVY sample group had a median that was slightly lower than the
combined weighted mean. The other sample groups came in above the combined weighted
mean indicating a slightly higher comfort level with Internet purchases.

Question 12-The sample group EDICSRVY was below the combined weighted mean in this
particular case. This indicates less satisfaction with their purchasing experience via the
Internet. This could be due to higher expectations because that sample group is comprised of
dot-com workers.

Question 13-The NGSRVY sample group had a weighted mean lower than the other sample
groups, and lower than the combined weighted mean. The sample group EDICSRVY was
the middle of the road in this particular case. General consumers had a better experience
with ease of use on the Internet than military personnel.

Question 14-The GENERAL sample group had a weighted mean lower than the other sample
groups and lower than the combined weighted mean. General consumers had more issues
with pricing.

Question 15-The NGSRVY sample group had a median below the other sample groups, and
below the combined weighted mean. Military personnel had less satisfaction in the area of
customer service than the other sample groups.

Question 16-The GENERAL and NGSRVY sample groups came in slightly below the
combined weighted mean. This indicates that those groups may be less likely to make a
repeat purchase from a particular company.

Question 17- The GENERAL and NGSRVY sample groups came in slightly below the
combined weighted mean. This indicates that those groups may be less likely to make a
repeat purchase over the Internet in general.

Question 19-Pricing was more of deciding factor with the EDCISRVY sample group.

. Question 20-The NGSRVY sample group weighted mean was significantly higher than the

combined weighted mean and the weighted mean for the other sample groups. The level of
customer service tends to be less of a deciding factor for military personnel.
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Question 21-The GENERAL sample group had a weighted mean higher than the combined
weighted mean and higher than the other sample groups. The NGSRVY and EDCISRVY
sample groups had weighted means below the combined weighted mean. The GENERAL
sample group indicated that the level of customer service does tend to be more important
than pricing.

Question 22-Pricing tends to be a deciding factor for the EDCISRVY and GENERAL sample
groups.

Question 23-Pricing and service being equal rated lowest with the EDCISRVY sample
group. This groups weighted mean fell below the combined weighted mean indicating less
agreement with the statement that pricing and customer service are of equal importance.
This is consistent with previous questions.

Question 24-The EDCISRVY sample group came in with the highest mean, which varied,
from the GENERAL sample by .01. These sample groups came in well above the combined
weighted mean. The NGSRVY sample group came in well below the combined weighted
mean.

Question 25-The EDCISRVY sample group came in with the highest mean. This is a
potential bias because this sample group is comprised of Essential.com employees.
Essential.com is an online utility provider, and many employees have service with the
company.

Question 26-The EDCISRVY sample group came in with the lowest mean. The weighted
mean was slightly below the combined weighted mean. This is a potential bias because this
sample group is comprised of Essential.com employees. Essential.com is an online utility
provider, and many employees have service with the company.

Question 27-The GENERAL and NGSRVY sample groups came in with weighted means
slightly above the combined weighted mean. The EDCISRVY sample group came in below
the combined weighted mean. This could indicate a potential bias because the EDCISRVY
sample group is comprised of dot-com workers. The Internet economy has come apart over
the past year. Overall, the bulk of the respondents indicated either no opinion or a belief that
the economy will not remain strong.

Question 28- The GENERAL sample group came in with the highest mean. The weighted
mean for this sample group came in above the combined weighted mean. This indicates a
tendency to spend less in a weak economy. The other two sample groups had weighted
means less than the combined weighted mean.

Question 29- The NGSRVY sample group came in with the lowest mean, which was below
the combined weighted mean. This indicates less agreement with the statement “in a weak
economy I would purchase less utilities”. The other two sample groups had weighted means
greater than the combined weighted mean.

Question 30-The EDCISRVY sample group came in with the highest mean. This is a sample
group comprised of the employees of a dot-com utility provider and indicates a higher
comfort level with shopping for utilities than the other sample groups.

. Question 31-The EDCISRVY sample group came in with the highest weighted mean

indicating more of a propensity to shop around for utilities. This may indicate a potential
bias due to the fact that this group is comprised of employees of a dot-com utility company.
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Overall, the results for all three sample groups were fairly close in regards to the weighted
mean. The potential biases identified were a penchant for military personnel to be more
conservative than the general population, and the penchant for the employees of a dot-com utility
provider to be more comfortable with utility services via the Internet and the Internet in general.
In other words, there were no surprises. The variance between the samples was negligible.
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Sample Group Median Comparison

Weighted | Weighted
Mean Mean
Combined | NGSRVY

Weighted
Mean
EDCISRVY

Weighted
Mean
General

Question #1

Question #2

Question #3

Question #4

Question #5

Question #6 4.52 4.55 0.03 4.38 -0.14 4.64 0.13

Question #7

Question #8

Question #9 4.81 4.74 -0.07 4.81 0.00 4.89 0.08

Question #10

Question #11

Question #12 3.38 3.42 0.04 3.27 -0.11 3.47 0.09
Question #13 3.34 3.20 -0.14 3.37 0.02 3.47 0.13
Question #14 3.09 3.10 0.01 3.12 0.02 3.06 -0.03
Question #15 3.07 2.98 -0.09 3.08 0.01 3.15 0.08
Question #16 4.93 4.90 -0.03 4.96 0.04 491 -0.01
Question #17 4.94 4.92 -0.02 4.98 0.04 4.91 -0.02

Question #18

Question #19 2.48 2.64 0.16 2.29 -0.19 251 0.03
Question #20 241 2.73 0.32 2.17 -0.24 2.30 -0.11
Question #21 3.02 2.97 -0.05 2.92 -0.10 3.21 0.19
Question #22 3.13 2.97 -0.16 3.16 0.03 3.30 0.17
Question #23 3.35 3.38 0.03 3.17 -0.17 351 0.16
Question #24 3.03 2.71 -0.32 3.22 0.19 3.21 0.17
Question #25 3.15 3.12 -0.03 3.32 0.16 3.00 -0.15
Question #26 2.99 3.02 0.02 2.95 -0.04 3.02 0.02
Question #27 2.77 2.82 0.04 2.67 -0.11 2.85 0.07
Question #28 3.52 341 -0.11 3.49 -0.02 3.68 0.16
Question #29 2.78 2.82 0.04 2.71 -0.07 2.81 0.03
Question #30 3.35 3.32 -0.03 3.46 0.11 3.26 -0.09

Question #31 2.76 2.89 0.14 2.83 0.07 2.51 -0.25
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Sample Group Demographic Comparison

State of Residence

General NGSRVY EDCISRVY Total
CA 1 1.89% 0.00% 0.00% 1 0.72%
CT 1 1.89% 0.00% 0.00% 1 0.72%
MA 39 73.58% 55 83.33% 17 89.47% 111 80.43%
MD 1 1.89% 0.00% 0.00% 1 0.72%
ME 2 3.77% 1 1.52% 0.00% 3 2.17%
Mi 1 1.89% 0.00% 0.00% 1 0.72%
NH 1 1.89% 10 15.15% 0.00% 11 7.97%
NY 3 5.66% 0.00% 0.00% 3 2.17%
PA 1 1.89% 0.00% 0.00% 1 0.72%
RI 3 5.66% 0.00% 0.00% 3 2.17%
SC 0.00% 0.00% 2 10.53% 2 1.45%
Total 53 100.00% 66 100.00% 19 100.00% 138 100.00%
Household Income
General NGSRVY EDCISRVY Total
<25K 1 2.00% 4 6.06% 3 4.17% 8 4.26%
25-50K 6 12.00% 19 28.79% 23 31.94% 48 25.53%
50-75K 12 24.00% 22 33.33% 23 31.94% 57 30.32%
75-100K 12 24.00% 16 24.24% 17 23.61% 45 23.94%
100K> 19 38.00% 5 7.58% 6 8.33% 30 15.96%
Total 50 100.00% 66 100.00% 72 100.00% 188 100.00%
General NGSRVY EDCISRVY Total
<25 3 4.35% 16 24.24% 22 34.92% 41 20.71%
25-30 10 14.49% 7 10.61% 7 11.11% 24 12.12%
30-40 22 31.88% 23 34.85% 17 26.98% 62 31.31%
40-50 28 40.58% 14 21.21% 15 23.81% 57 28.79%
50-60 4 5.80% 6 9.09% 2 3.17% 12 6.06%
60-70 1 1.45% 0.00% 0.00% 1 0.51%
70+ 1 1.45% 0.00% 0.00% 1 0.51%
69 100.00% 66 100.00% 63 100.00% 198 100.00%
Education Level
General NGSRVY EDCISRVY Total
HS Grad 5 9.43% 34 51.52% 16 25.40% 55 30.22%
AD 8 15.09% 18 27.27% 8 12.70% 34 18.68%
BD 33 62.26% 13 19.70% 25 39.68% 71 39.01%
GD 7 13.21% 1 1.52% 14 22.22% 22 12.09%
Total 53 100.00% 66 100.00% 63 100.00% 182 100.00%
Occupational Category
General NGSRVY EDCISRVY Total
Education 4 6.67% 2 2.70% 2 2.99% 8 3.98%
Law 0.00% 4 5.41% 0.00% 4 1.99%
Mgmnt 10 16.67% 5 6.76% 11 16.42% 26 12.94%
Medical 3 5.00% 2 2.70% 3 4.48% 8 3.98%
Military 4 6.67% 22 29.73% 0.00% 26 12.94%
Prof. 12 20.00% 4 5.41% 8 11.94% 24 11.94%
Retail 1 1.67% 2 2.70% 1 1.49% 4 1.99%
Sales 4 6.67% 4 5.41% 4 5.97% 12 5.97%
Svc Ind. 4 6.67% 2 2.70% 22 32.84% 28 13.93%
Trades 1 1.67% 10 13.51% 1 1.49% 12 5.97%
Tech 9 15.00% 5 6.76% 13 19.40% 27 13.43%
Other 8 13.33% 12 16.22% 2 2.99% 22 10.95%
Fund Rsng 1 1.67% 0.00% 0.00% 1 0.50%
Pub. Sfty 3 5.00% 5 6.76% 0.00% 8 3.98%
HR 1 1.67% 0.00% 0.00% 1 0.50%
Student 1 1.67% 0.00% 0.00% 1 0.50%
Other 2 3.33% 7 9.46% 2 2.99% 11 5.47%
Total 60 100.00% 74 100.00% 67 100.00% 201 100.00%



Marital Status
M
S
Total

Number of Children

W N~ O

Total

General
34 64.15%
19 35.85%

53 100.00%

General
22 41.51%
12 22.64%
10 18.87%
3 5.66%
6 11.32%

53 100.00%

NGSRVY
36 54.55%
30 45.45%

66 100.00%

NGSRVY
31 46.97%
9 13.64%
12 18.18%
8 12.12%
6 9.09%

66 100.00%

How often have you accessed the Internet in the last month?

0

1

2-5
5-10
10-20
20+
Total

General
0.00%
0.00%
1.89%
7.55%

11.32%
79.25%
100.00%

(S
PRSI

Have you ever made a purchase over the Internet?

Y
N
Total

If no, why?

Nothing of interest
High prices
Confusing Web site
Poor service

Lack of Trust

Never accessed Web

Total

General
47 88.68%
6 11.32%

53 100.00%

General

2 40.00%

2 40.00%

1 20.00%
0.00%
0.00%
0.00%

5 100.00%

Number of Web purchases in the last month?

0

1
2-3
4-5
6+
Total

Would you make another purchase from that company?

Y
N
Total

General
4 8.16%
16 32.65%
18 36.73%
8 16.33%
3 6.12%

49 100.00%

General
44 89.80%
5 10.20%

49 100.00%

Would you make another purchase over the Internet?

Y
N
Total

General
44 89.80%
5 10.20%

49 100.00%

NGSRVY
5 7.58%
0.00%
7 10.61%
6 9.09%
15 22.73%
33 50.00%

66 100.00%

NGSRVY
49 74.24%
17 25.76%

66 100.00%

NGSRVY
9 56.25%
1 6.25%
0.00%
1 6.25%
2 12.50%
3 18.75%
16 100.00%
NGSRVY
16 32.00%
8 16.00%
17 34.00%
7 14.00%
2 4.00%

50 100.00%

NGSRVY
45 90.00%
5 10.00%

50 100.00%

NGSRVY
46 92.00%
4 8.00%

50 100.00%
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EDCISRVY
24 38.10%
39 61.90%

63 100.00%

EDCISRVY
39 62.90%
14 22.58%
7 11.29%
1 1.61%
1 1.61%

62 100.00%

EDCISRVY
1 1.59%
0.00%
1 1.59%
3 4.76%
5 7.94%
53 84.13%
63 100.00%
EDCISRVY
51 80.95%
12 19.05%

63 100.00%

EDCISRVY
4 36.36%
1 9.09%
0.00%
0.00%
5 45.45%
1 9.09%

11 100.00%

EDCISRVY
12 23.08%
17 32.69%
17 32.69%
3 5.77%
3 5.77%

52 100.00%

EDCISRVY
50 96.15%
2 3.85%

52 100.00%

EDCISRVY
51 98.08%
1 1.92%

52 100.00%

94
88
182

92
35
29
12
13
181

13
26
128
182

147
35
182

ANP PR AE

w
N

32
41
52
18

151

139
12
151

141

151

Total
51.65%
48.35%

100.00%

Total
50.83%
19.34%
16.02%

6.63%
7.18%
100.00%

Total
3.30%
0.00%
4.95%
7.14%
14.29%
70.33%
100.00%

Total
80.77%
19.23%

100.00%

Total
46.88%
12.50%

3.13%
3.13%
21.88%
12.50%
100.00%

Total
21.19%
27.15%
34.44%
11.92%

5.30%
100.00%

Total
92.05%
7.95%
100.00%

Total
93.38%
6.62%
100.00%
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Products/Services that would be purchased via the Internet.

General NGSRVY EDCISRVY Total

Music 36 20.57% 26 14.36% 40 17.94% 102 17.62%
Books 36 20.57% 25 13.81% 34 15.25% 95 16.41%
Clothing 17 9.71% 19 10.50% 19 8.52% 55 9.50%
Novelty 14 8.00% 20 11.05% 19 8.52% 53 9.15%
util. 5 2.86% 10 5.52% 17 7.62% 32 5.53%
Toys 15 8.57% 11 6.08% 22 9.87% 48 8.29%
Software 18 10.29% 24 13.26% 22 9.87% 64 11.05%
Travel 25 14.29% 25 13.81% 31 13.90% 81 13.99%
Other 9 5.14% 12 6.63% 15 6.73% 36 6.22%

PC Hrdwr 2 1.14% 2 1.10% 2 0.90% 6 1.04%

Pornography 4 4

Recreation 1

Medical Supp/Presc. 1 1 2

Flowers 1 1 2

Home Items 1 0.57% 2 1.10% 0.00% 3 0.52%

Ofc Sply 1 0.57% 0.00% 0.00% 1 0.17%

Gift Crt 1 0.57% 0.00% 0.00% 1 0.17%

DVD Rent. 1 0.57% 0.00% 1 0.45% 2 0.35%

Furn. 1 0.57% 1 0.55% 0.00% 2 0.35%

Tickets 0.00% 1 0.55% 2 0.90% 3 0.52%

other 0.00% 1 0.55% 8 3.59% 9 1.55%

Total 175 100.00% 181 100.00% 223 100.00% 579 100.00%
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