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ABSTRACT 

Technology has transformed many aspects of business and market activities; Internet 

is one of the most important technologies, which have created e-commerce and a 

global digital economy with new opportunities. E-commerce enables business to sell 

products and services to customers on global basis a prominent role of electronic 

commerce is that it assists firms to compete, access to new markets and extend the 

geographic reach of their operations. Also it can lead e-suppliers to greater business 

competency, but the competitions and challenges between suppliers face similar 

problems: they have to perceive and understand the signals that come from Customers 

(retailers). Putting differentiated products on the market and waiting for customer 

reactions is costly and not a very efficient method of introducing new products, as 

well as displaying many new products in website without get an idea about customer 

market perceptions cause high failure rates of new products in the electric home 

appliances and computers sectors. Therefore it has been a considerable interest in 

methods and concepts for studying effect of Customer Market perceptions on B2B EC 

and role of E-Loyalty as mediator variable.  In addition, most previous researches did 

not consider the complete relationship mechanism that is, how Customer Market 

Perceptions (CMP) and E-Loyalty together affect B2B EC success?                               

The aim of this study is to develop a comprehensive research model utilized for 

discovering the impact of Customer Market Perceptions (CMP) and E-Loyalty on 

B2B EC Success by applying an empirical Study on Sample of E-Retailers in Amman 

City. The researcher first proposes a simple model summarizing the main variables of 

study then the researcher develops a conceptual model of study that integrates and 

explains the relationship between main variable and effect of their dimensions which 

emphasize the increasing importance of (CMP) and (EL) on (B2B EC success). 

Therefore the researcher develops a model of this study which includes several 
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dimensions and variables (CMP) as independent variable including four dimensions 

(PCP, PRI, PI, POSR) and E-Loyalty as mediator variable including two dimensions 

(Attitudinal loyalty and Behavioural loyalty) which play a very important role as 

mediator and its effect on the dependent variable (B2B EC) success.                             

 

The data analysis was based on 158 participates e-retailers who are working in 

electric home appliances and Computers hardware, software sector, the data analysis 

was based on multivariate statistical techniques encompassing Cronbach’s Alpha (α) 

to test reliability, Percentage and frequency, descriptive analysis to describe the 

sample, multiple linear regression, simple linear regression, stepwise regression via 

using SPSS analysis software, and Path analysis to identify direct and indirect effect 

among study variables via using AMOS analysis software.                                             

 

The results of this study confirm that there is a  positive significant and strong effect 

of Customer Market Perceptions (CMP) and E-Loyalty (EL) on (B2B EC) success, 

some of dimensions excluded on this study such as Perceived Customer Power (PCP), 

Perceived Online Shopping Risk (POSR), and Attitudinal Loyalty (AL) others 

dimensions have strong effect and relationship between each other's. The results of 

this study provided important information to Jordanian online Suppliers that are 

working in Amman city with Electric Home Appliances and Computers Hardware, 

Software items, which will help them to automate their selling and purchasing tasks, 

reducing their reliance on paper work in additional to effectively shortening the life 

cycle for order fulfillment. Finally, the researcher has introduced for e-suppliers 

recommendations in order to understand customer market perceptions as well as build 

up customer loyalty and improve their electronic commerce applications via website 

and e-mailing systems, thus, improving and developing electronic commerce 

applications in all business sectors.                                                                                   

 
 
 

Key Words: 
Customer Market Perceptions, E-Loyalty, Business to Business, Electronic 
Commerce, e-retailers. 
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Chapter One 

General Framework of the study 

1.1 Introduction 

The purpose of this chapter is to introduce the background of this study, explain the research 

problem and clarify the questions of the study. In addition, this chapter aims to describe the 

study objectives, significance, hypotheses, limitations, delimitations, model, and variables of 

the study, and then study terminologies. 

1.2 Background 

         Internet has changed working methods of most activities in the scientific, educational 

and commercial sectors. New concepts emerged with internet and imposed on most sectors 

need to be adapted. The sectors which were badly affected by the development of 

information were Business technology in several areas such as trade, marketing, e-

commerce, and e-marketing business. These sectors became obliged to deal with those 

concepts to survive and maintain a position in the market (Turban, 2008). 

          Furthermore, it is known that e-commerce is the fastest growth area in the global 

economy and carries potential almost beyond measure (Alberta, 2007). While sizable 

investments in ecommerce are being made, Information Systems (IS) researchers and 

practitioners are struggling to determine whether and how these expenditures improve the 

business performance of firms and how to measure e-commerce performance in the first 

place (Zhu & Kraemer, 2002). E-Commerce and digital technology have changed sales and 

marketing strategies. The amazing speed at which e-commerce has grown globally has 

attracted the attention of many investors, firms and consumers (Portuese, 2006).  

          During the past twelve years, the researcher found that, Amman city has attracted and 

encouraged many Hypermarkets, Megastores and big retailers to established business and 
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made investment, it appears clearly that some big retailers such as Sub-Laban, Abu-Lawi 

and Yasser Alreqeb Companies find Amman city as market opportunity as well as others 

Megastores e-retailers who are working partly or fully with electric home appliances and 

Computers items extend their business and opened many branches such as Safeway, C-

Town, Smartbuy, Mukhtar Mall, MAF-Carrefour,  and in the past three years appears new 

Megastores like Executive Investment (E-Mart), Leaders Centre, Mundo Blanco, BlinX and 

Electro-city.  

 

         The phenomenon of the emergences Megastores encourages suppliers to improve 

traditional channels and find alternative channels or dual channel to increase business 

(Siguaw et al,1998). and cut the maximum market share, one of these channels is Electronic 

Commerce. The challenges and competition between suppliers are confronting some 

problems towards perceive and interpret the messages that come from e-retailers (Grunert, 

2005). Hence, the researcher finds that there is need to understand and interpret Customer 

Market Perceptions (CMP) and important of building customer (e-retailer) loyalty in order to 

reach B2B electronic commerce success. 

        

           This research focuses on the effect of Customer Market Perceptions (CMP) on E-

Loyalty and B2B electronic commerce success directly as well as the impact of CMP on 

B2B EC success via e-loyalty as a mediator, which will be applied on a sample of customers 

(e-retailers). The present research will be divided into two parts; first, the theoretical 

framework, which will define Customer Market Perceptions (CMP), E-Loyalty and B2B EC 

success, showing the most important foundations that are focused on, while the second part 

will consist of the application of the study, which includes data distribution and collection 

and it will be analyzed for discussion. 

 

 



 

 

4

1.3 Study Problem & Questions 

The complexities and challenges between suppliers face similar problems: they have to 

perceive and interpret the signals that come from Customers (retailers). Putting 

differentiated products on the market and waiting for customer reactions is a costly and 

not very efficient method of introducing new products (Grunert, 2005), as well as 

displaying many new products in website without getting an idea about customer market 

perceptions cause to high failure rates of new products in the electric home appliances 

and computers sectors. Therefore it has been a considerable interest in methods and 

concepts for studying effect of Customer Market perceptions on B2B EC and role of E-

Loyalty as mediator variable. It is important to identify the major potential factors 

impacts B2B EC Success, because this may provide opportunities for E-suppliers & E-

retailers (B2B) to develop sustainable competitive advantages and reach to the success 

point. In addition, most previous researches did not consider the complete relationship 

mechanism that is, how Customer Market Perceptions (CMP) and E-Loyalty together 

affect B2B EC success? Furthermore “What are the CMP factors that affecting B2B 

electronic commerce success and the role of E-Loyalty as mediator? According to this 

research the study questions are as following:- 

Q1: To what extent Customer Market Perceptions (CMP) directly affect B2B EC success 
in Amman city? 
 

Q2: To what extent Customer Market Perceptions (CMP) directly affect E- Loyalty of 
(e-retailers) in Amman city? 
 

Q3: To what extent E-Loyalty of (e-retailers) directly affect B2B EC success in Amman 
city? 
 

Q4: To what extent Customer Market Perceptions (CMP) indirectly affect B2B EC 
success through E-Loyalty as mediator in Amman city? 
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1.4 Study Objectives  

The study aims at achieving the following objectives:- 

1. To examine the impact of Customer Market Perceptions (CMP) factors on B2B EC 

success in Amman city. 

 

2. To examine the Customer Market Perceptions (CMP) factors on E-Loyalty of (e-

retailers) in Amman city. 

 

3. To investigate the mediating affects of E-Loyalty (e-retailers) on B2B EC success in 

Amman city. 

 

4. To determine the indirect effect of Customer Market Perceptions (CMP) on B2B EC 

success through E-Loyalty as mediator in Amman city. 

 

 

 

1.5 Study Significance  

 

       The significance of the study is based on developing a model that contains a set of 

factors impact B2B EC Success in Amman City. This study is  a preliminary step to 

encourage researchers to undertake future studies, which shows the importance of CMP 

and its relationship within B2B EC success directly and indirectly through E-Loyalty as 

mediator. The result of the current study will hopefully lead to subsequent more studies to 

development B2B EC success then will clarify the most involved factors that can increase 

profit and market share of B2B after the image has been well demonstrated.  
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1.6 Study Hypotheses  

The main hypothesis for this study is based on the study problems and the literature 

review, the following research hypotheses will be examined:- 

H1: There is  a positive direct affect of Customer Market Perceptions (CMP) on B2B 

EC success in Amman city at level (α ≤ 0.05). 

 

H2: There is a positive direct affect of Customer Market Perceptions (CMP) on E-

Loyalty of (e-retailers) in Amman city at level (α ≤ 0.05). 

 

H3: There is a positive direct affect of E-Loyalty of (e-retailers) on B2B EC success in 

Amman city at level (α ≤ 0.05). 

 

H4: There is positive indirect affect of Customer Market Perceptions (CMP) on B2B 

EC success through E-Loyalty of (e-retailers) as mediator in Amman city at level (α ≤ 

0.05). 

 

Table 1.1 Hypothesis One (included 4 sub-hypotheses – direct effect) 

 

H1 There is a positive direct affect of Customer Market Perceptions (CMP) on 
B2B EC success in Amman city at level (α ≤ 0.05). 

 Hypotheses One (H1) will divided into 4 sub-hypotheses as following:- 

H1a There is positive direct affect of Perceived customer power (PCP) on B2B EC success 
in Amman city at level (α ≤ 0.05). 

H1b H1b: There is positive direct affect of Perceived Relationship investment (PRI) on B2B 
EC success in Amman city at level (α ≤ 0.05). 

H1c H1c: There is positive direct affect of Perceived Interaction (PI) on B2B EC success in 
Amman city at level (α ≤ 0.05). 

H1d H1d: There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
B2B EC success in Amman city at level (α ≤ 0.05). 

 

Table 1.2 Hypothesis Two (included 14 sub-hypotheses- direct effect) 
 

H2 There is a positive direct affect of Customer Market Perceptions (CMP) on 
E-Loyalty of (e-retailers) in Amman city at level (α ≤ 0.05). 

 Hypotheses Two (H2) will divided into 14 sub-hypotheses as following:- 

H2a There is positive direct affect of Perceived customer power (PCP) on Attitudinal 
Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2b There is positive direct affect of Perceived Relationship investment (PRI) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 
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H2c There is positive direct affect of Perceived Interaction (PI) on Attitudinal Loyalty (AL) 
in Amman city at level (α ≤ 0.05). 

H2d There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2e There is positive direct affect of Customer Market Perception (CMP) on Attitudinal 
Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2f There is positive direct affect of Perceived customer power (PCP) on Behavioral 
Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2g There is positive direct affect of Perceived Relationship investment (PRI) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2h There is positive direct affect of Perceived Interaction (PI) on Behavioral Loyalty (BL) 
in Amman city at level (α ≤ 0.05). 

H2i There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2j There is positive direct affect of Customer market Perception (CMP) on Behavioral 
Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2k There is positive direct affect of Perceived customer power (PCP) on E- Loyalty (EL) 
in Amman city at level (α ≤ 0.05). 

H2l There is positive direct affect of Perceived Relationship investment (PRI) on E-Loyalty 
(EL) in Amman city at level (α ≤ 0.05). 

H2m There is positive direct affect of Perceived Interaction (PI) on E-Loyalty in Amman 
city at level (α ≤ 0.05). 

H2n There is positive direct affect of Perceived Online Shopping Risk (POSR) on E- 
Loyalty (EL) in Amman city at level (α ≤ 0.05). 

 

 

Table 1.3 Hypothesis Three (included 2 sub-hypotheses- direct effect) 

 

H3 There is positive direct affect of E-Loyalty of (e-retailers) on B2B EC success 
in Amman city at level (α ≤ 0.05). 

 Hypotheses Three (H3) will divided into 2 sub-hypotheses as following:- 

H3a There is positive direct affect of Attitudinal Loyalty (AL) on B2B EC success in 
Amman city at level (α ≤ 0.05). 

H3b There is positive direct affect of Behavioral Loyalty (BL) on B2B EC success in 
Amman city at level (α ≤ 0.05). 

 

 

Table 1.4 Hypothesis Fourth (included mediator – indirect effect) 

 

 

H4 

There is positive indirect affect of Customer Market Perceptions (CMP) on 
B2B EC success through E-Loyalty of (e-retailers) as mediator in Amman city 
at level (α ≤ 0.05). 

  

CMP                   E-Loyalty                      B2B EC Success 

 Indirect effect via Path Analysis, the researcher will use AMOS analysis 
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1.7 Study Limitations  

The Scope of study deals with the following dimensions:- 

� Human Limitations: The scope of study will deal with customers (E-retailers) who 

purchased goods from E-suppliers in Amman city - Jordan. 

� Place limitations:  Customers (E-retailers) in Amman city – Jordan. 

� Time Limitations: This study will be conducted at a single point in time (March, 2012). 

� Scientific Limitations: This study is based on several models such as Customer Market 

Perceptions (CMP) which is suggested by (Wang, 2007) under title `How Can The Web 

Help Build Customer Relations? An Empirical Study on E-Tailing, and (Portuese, 2006) 

under title `E-Commerce and The Internet: A Study on the Impact of Relationship 

Marketing Opportunities for Better online Consumer Intentional Relationship, E-Loyalty 

(EL) which is suggested by (Curtis, 2009) under the title of `Customer Satisfaction, 

Loyalty, and Repurchase: Meta-Analytical Review, and Theoretical and Empirical 

Evidence of Loyalty and Repurchase Differences` in addition a framework has been 

introduced by (Kim, 2005) under the title of `An Integrative Model of E-Loyalty 

Development Process: The Role of E-Satisfaction, E-Trust, E-Tail Quality and Situational 

Factors`, finally, B2B EC Success used in this study and provided by (Chen, 2010) under 

the title of `Factors Affecting Business-to-Business Electronic Commerce Success: An 

Empirical Investigation`. 

  

1.8  Study Delimitation 

1. Implementing the study on the Jordanian E-retailers in Amman City only. 

2. The study is limited to E-retailers (ecommerce companies) who deal with electric 

and electronic home appliances, and computers hardware, software Industrials. 
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1.9   Study Model 

The researcher represent model of this study as Simple Model to clarify variables and 

Conceptual Model to clarify both variables and dimensions. 

 

1.9.1 Simple Model 

 
A research model of this study is draw to clarify the linkage between variable enclosed 

within this model. Moreover, this model has been formulated to visualize variables  that 

are involved in the study. The model of the study is illustrated in Figure (1.1). 

 

 

                                                                                        

                           H2                                              H3  

                                                        H4                                            

                                             

                                                       H1     

 

 

Figure 1.1 shows simple study model 

 

1.9.2 Conceptual Model 

 The structural of model describes the way in which variables and dimensions are linked 

to each other. This model describes Customer market Perception (CMP) as an 

Customer Market 

Perceptions (CMP) 

 (B2B EC) 
Success 

 

E- Loyalty 
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independent variable, includes four dimensions (Perceived Customer Power, Perceived 

Relationship Investment, Perceived Interaction, and Perceived Online Shopping Risks); 

the dependent variables in this study is B2B EC success. The mediator variable that 

paper applies is E-loyalty of (e-retailers), which includes two dimensions attitudinal and 

behavioral loyalty, and can be seen in Figure (1.2) that illustrates the mediation 

relationship between CMP and B2B EC Success.                     

 

 

 

                                                                                        

                           H2                                              H3  

                                                        H4                                            

                                             

                                                         H1     

 

 

 

Figure 1.2 Conceptual study Model 

 

Therefore this model hypothesizes that CMP positively influence on both B2B EC 

success and E-loyalty (H1, H2). Additionally, the model assumes a positive effect of E-

Loyalty on B2B EC success (H3). Finally, E-Loyalty can be seen as a mediator for the 

indirect positive influence of CMP on the B2B EC success (H4).  

(CMP) 
Perceived Customer Power, 

Perceived Relationship 
Investment, Perceived 

Interaction, Perceived 

Online Shopping Risks 

           E- Loyalty 

Attitudinal loyalty 

Behavioral loyalty 
 

(B2B EC) 
Business to Business  
Electronic Commerce 

Success 
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1.10 Study Variables 

� Independent Variables: Customer Market Perceptions (CMP). 

� Mediators Variable: E-Loyalty (EL). 

� Dependent Variable: B2B EC SUCCESS. 

 

 

1.11 Study Terminology 

 

1. Customer Market Perceptions (CMP); is presented by four constructs incorporated 

in one model represent some important enhancements in online retailing and it have 

invoke significant  changes  in  consumer  relationship  orientation,  these constructs are 

(1) Perceived Customer Power, (2) Perceived Relationship Investment, (3) Perceived 

Interaction, (4) Perceived Online Shopping Risks (Andresen et al, 1999). 

 

 
2. Perceived Customer Power; is defined as the ability to understand, control and 

potentially change the marketplace (Portuese, 2006). 

 

 
3. Perceived Relationship Investment; is a customer’s perception of the extent to which a 

supplier devotes resources, efforts, and attention to maintain or enhance relationships with 

customers (De Wulf et al, 2001). 

 

4. Perceived Interaction; It is an essential process for customers to access information 

that will answer their questions (Kolesar & Galbraith, 2000). 
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5. Perceived shopping risks; Online shopping risks may consist of two aspects: (a) 

environmental risk is associated with the online media and thus affecting all retailers; and 

(b) retailer risk is associated with a specific retailer, which can have varying effects on 

trust (Portuese, 2006). 

 

6. E-Loyalty ( Loyalty) is defined as the repeated purchase behaviour presented over a 

period of time and driven by a favourable attitude toward the subject (Keller, 1993), It 

consists of behavioral, attitudinal, and combined loyalty (Dimitriades, 2006). Furthermore 

loyalty has been defined and measured in relation to several marketing aspects such as 

brand loyalty, product loyalty, service loyalty, and chain or store loyalty (Olsen, 2007). 

 

7.  B2B EC (Business to Business Electronic Commerce): also known as eB2B (electric 

B2B), refers to transactions between businesses conducted electronically over the Internet, 

extranets, intranets or private networks. Such transactions may be conducted between a 

business and its supply chain members, as well as between a business and any other 

business. In this context, a business refers to any organization, private or public, for profit 

or non-profit (Turban & King, 2003, p.203).  

 

8. SUCCESS: (Sasrinen, 1996) defined success as a result or outcome, or a favourable or 

satisfactory result or outcome. 

 

9. Electronic Commerce (EC, e-commerce) describes the process of buying, selling, or 

exchanging products, service, and information via computer networks, including the 

Internet (Turban & King, 2003, p.3). 
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Chapter Two 

Theoretical framework of the study 

 

2.1 Introduction Theoretical Framework 

 

This chapter explains the theoretical framework of the current study. The researcher 

begins with a brief discussion of Customer Market Perceptions (CMP) as Independent 

variable and the dimension of (CMP) then present E-Loyalty (EL) a mediator variable 

and the dimension of (EL), and ends  with Business to Business Electronic Commerce 

(B2B EC) success as dependent variable, However, this section provides a general idea 

about all relevant literatures, in which Customer market perceptions, E-Loyalty, and 

Business to Business electronic commerce success were overviewed.                      

                                                                                                                        

2.1.1 Customer Market Perceptions (CMP) 

 The theoretical foundation for this study presented by Customer Market Perceptions 

(CMP) contains four constructs incorporated in one model represent some important 

enhancements in online retailing and it have invoke significant  changes  in  consumer  

relationship  orientation,  these constructs are (1) Perceived Customer Power, (2) 

Perceived relationship investment, (3) Perceived interaction, and (4) Perceived online 

shopping risks. It appears that there are significant differences in online vs. offline 

markets, marketers, channels and consumers (Andresen, 1999 & et al.).  

Perception has three components – a perceiver, a target that is being perceived, and 

some situational context in which the perception is occurs. Each of these components 

influences the perceiver's impression or interpretation of the target. 
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              Perceiver                                 Situation 

Figure 2.1 Components of Perception (factors that influence perception) 

The Perceiver`s experience, needs, and emotions can affect his or her perceptions of a 

target. The Target perception involves interpretation and the addition of meaning to the 

target and ambiguous targets which perceivers have a need to resolve . The Situation; 

every instance of perception occurs in some situational context, and this context can 

affect what one perceives (Johns & Saks, 2005, p.69, 70). 

 

 2.1.1.1 Perceived Customer Power; defined as the ability to understand, control and 

potentially change the marketplace. There is an imbalance of power between customer 

(retailer) and supplier in the traditional market where customer (retailer) are passive 

targets for fixed offerings. While customer (retailer) can negotiate pricing in selected 

situations, such as car purchasing, they may not achieve their ideal goals due to limited 

market information and make better decision, hence the web can serve as a voice channel 

for customer (e-retailer) and they can interact with each other as groups to influence 

suppliers (Portuese, 2006). The researcher will measure this Model, by asking the 

customer (e-retailer) the following questions:  I feel that I can influence this online 

supplier on their offerings?  I feel that I can influence this online supplier on their 

pricing?  I feel that I can influence this online supplier on their services?  I think that, I 

can easily communicate with or influence this supplier on their online environment? 

(Portuese, 2006) 
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2.1.1.2 Perceived Relationship Investment   

Suppliers with higher Perceived Relationship Investment encourage customer (E-retailer) 

retention and create psychological bonds for customers (E-retailers) to reciprocate 

supplier’s relationship efforts. Research in the traditional retailing context has 

demonstrated that perceived relationship investment affects relationship quality, 

ultimately leading to behavioural loyalty (De Wulf & et al., 2001).  The researcher will 

measure this model, by asking the customer (E-retailer) the following questions: online 

supplier makes efforts to increase regular customers (E-retailers) loyalty?  Online 

supplier makes various efforts to improve its ties with regular Customers (E-retailers)? 

Online supplier really cares about keeping regular customers (E-retailers)? When I need 

to make a purchase, this website is my first choice?  I like shopping at this online 

supplier website? (Portuese, 2006)                                                                   

                                                                              

2.1.1.3 Perceived Interaction 

 With regards to Perceived Interaction, the Web creates opportunities for enhanced 

Customer interactivity. A higher level of interaction creates opportunities and speeds the 

building of relationships. Interactive marketing is an important category of (RM) 

relationship marketing (Coviello et al, 1997), and interaction during the shopping process 

is important for a satisfactory shopping experience (Pels, 1999). The previous study of 

(Wynn, 2009) talked about the lack of human interaction provided on ecommerce 

Websites may influence the consumer’s shopping orientation (Jayawardhena et al). 

Consumers often perceive traditional stores as tangible and e-commerce as virtual 

(Rajamma et al, 2007). Traditional store shopping can be an emotionally fulfilling 

experience; however, shopping online does not always provide the same experience due to 

limitations (Koufaris, 2002). Unlike traditional store shopping, ecommerce “occurs at a 

distance rather than face-to-face” (Van Slyke et al, 2002, p.84). E-commerce has brought 
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shopping home to customers (Ergin & Akbay, 2008).Consumers who prefer traditional 

stores value the assurance and enjoyment of shopping compared to online consumers 

(Rajamma et al, 2007). Therefore, some consumers may have uncertainties about e-

commerce Websites due to the consumers’ dependence on traditional store shopping (Van 

Slyke et al, 2002). Traditional stores are normally associated with human interaction and a 

tangible nature (Rajamma et al, 2007). Customers have different needs and wants; 

therefore, they will shop where they are best served (Burke, 2002). Online suppliers have 

the need to understand which variables, such as shopping orientation, influence the 

customer’s decision to use e-commerce, as the understanding of customer (retailer) 

behavior online is limited (O’Cass & Fenech, 2003). The researcher will Measure this 

model, by asking the customer (E-retailer) the following questions: I easily find a way to 

communicate with the supplier website?  I easily get answers for my questions on supplier 

website?  The supplier website provides me with personalized interaction? (Portuese, 

2006)                                                         

2.1.1.4  Perceived Online Shopping Risks 

Perceived Online Shopping Risks may consist of two aspects: (a) environmental risk 

associated with the online media and thus affecting all retailers; and (b) retailer risk 

associated with a specific retailer, which can have varying effects on trust. Perceptions of 

environmental risk may differ significantly among individuals. The higher risk 

evaluation the less trust that, the retailer may have in any online suppliers. On the other 

hand, online shoppers (E-retailers) have to overcome certain levels of risk perception 

about suppliers to purchase online (Portuese, 2006). One of the most crucial issues that 

Internet customers have identified are fear and distrust regarding loss of personal privacy 

associated with the emerging electronic marketplace (Lee et al, 1998). The factors that 

influence and reduce customers willingness to engage in online exchange relationships 
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are mainly related to privacy (Hoffmann et al, 1999), transaction integrity (Leung & 

Farrell 2000) and trust (Doney et al, 1997).   Online Suppliers need to understand how 

retailers as same as consumers use their products in order to assist retailers & consumers 

with their online purchase decisions (Axelsson, 2008). Retailers make purchase decisions 

once they have enough information about the items’ characteristics including price, size, 

color, and fabric (Ha & Stoel, 2004). Retailers with strong intentions to search for 

apparel online are more likely to purchase apparel online (Xu & Paulins, 2005). Many 

retailers & Consumers feel apparel is risky to purchase online due to uncertainty about 

color, fabric, and fit (Bhatnagar et al, 2000). It is easier to gather information about 

apparel items in a traditional store because the apparel items can be tried on, compared, 

and physically evaluated (Axelsson, 2008). Previous research has also found that 

customers who prefer to experience products are less likely to buy online (Li et al, 1999). 

Therefore, online suppliers are starting to offer technology that enables customers to 

experience products online. Social motives can also influence a retailers customers 

shopping orientation, as some customers prefer to shop outside of the home for the social 

experiences (Li et al.). Previous studies have found the social component to be a 

significant predictor of customers behavior (Kim et al, 2003). The researcher will 

Measure this model, by asking the customer (E-retailer) the following questions: It is 

risky to purchase from unfamiliar online supplier?  If I purchase from an unfamiliar 

online supplier website, I concerned about giving financial or personal information?  If I 

purchase from an unfamiliar online supplier website, I concerned about refund and after-

sale service procedure? (Portuese, 2006)                                                                   
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2.1.2 E-LOYALY (EL)  

 

E-Loyalty has been defined and measured in relation to several marketing aspects such as 

brand loyalty, product loyalty, service loyalty, and chain or store loyalty (Olsen, 2007). 

Loyalty of the customers toward the exchange party generally encompasses brand loyalty 

(for a brand name product), vendor/product loyalty (for industrial goods), service loyalty 

(for services) and retailer loyalty (for a retailer/store) (Lim & Razzaque, 1997). Loyalty 

refers to customers’ loyalty to an e-tailer. Customer acquisition and retention is critical 

success factor in e-tailing. The expense of acquiring a new customer $100; even at 

amazon.com, which has a huge reach, it is more than $15. In contrast, the cost of 

maintaining an existing customer at amazon.com is $2 to $4. Companies can foster e-

loyalty by learning about their customers` needs, interacting with customers, and providing 

superb customer service (Turban & King, 2003, p.156). As per previous study of (Curtis, 

2009) there are  three main streams of Loyalty:  Behavioral loyalty, attitudinal loyalty, and 

Composite loyalty. 

 

2.1.2.1  Behavioral loyalty (BL) 

The Behavioral loyalty; (Rauyruen & Miller, 2007) identified behavioral loyalty as the 

willingness of customers to repurchase the product, or the services and to maintain a 

relationship with the service provider or supplier. Three main classes of behavioral 

measures include proportion, sequence, and probability of purchase (Jacoby & Chestnut, 

1978). The behavioral perspective or the purchase loyalty looks at repeat purchase 

behavior and is based on the customer's purchase history. The emphasis is on past rather 

than on future actions (Dimitriades, 2006).  

The researcher will Measure Behavioral loyalty model, by asking the customer (E-

retailer) the following questions:  I intend to continue to do business with the present 
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supplier website; I would encourage friends and relatives to use supplier website (Yang & 

Peterson, 2004).  To me supplier website is the best website to do business with 

(Srinivasan et al, 2002).  I intend to keep purchasing products and/or services from 

supplier website (Luarn & Lin, 2003). I would like to become a regular customer (E-

retailer) of supplier website (Portuese, 2006). Behavioral Loyalty, in particular, loyalty 

was interpreted as a form of customer behavior (such as repeat purchasing) directed toward 

a particular brand over time (e.g., Sheth 1968; Tucker 1964). 

 

2.1.2.2 Attitudinal loyalty (AL) 

Attitudinal  loyalty  is the level of customer's psychological attachments and attitudinal 

advocacy towards the service provider or supplier (Rauyruen & Miller, 2007). 

Attitudinal loyalty, in contrast to behavioural loyalty, is distinguished from repeat buying 

(Mellens et al, 1996). Attitudinal Loyalty, in particular, criticized behavioral 

conceptualizations of loyalty and argued brand loyalty develops as a result of a conscious 

effort to evaluate competing brands. Others have suggested this attitudinal dimension 

which includes customers preferences or intentions (e.g., Jarvis and Wilcox 1976; 

Pritchard 1991). The researcher will Measure Attitudinal loyalty model, by asking the 

customer (E-retailer) the following questions: When I need to make a purchase, supplier 

website is my first choice (Kim, 2005 & Srinivasan et. al. 2002). I like using supplier 

website (Srinivasan et al, 2002). I say positive things about supplier website to other 

people. I feel loyal to supplier website (Portuese, 2006). Composite Loyalty; The 

composite perspective combines attitudinal and behavioural measures of loyalty 

(Dimitriades, 2006). True loyalty includes both behavioral and attitudinal preference 

towards the retailer (e.g., Jacoby & Chestnut, 1978). A true loyal customer (E-retailer) 

was found to have commitment and attachment towards the supplier, and is not easily 

distracted to a slightly more attractive alternative (Shankar et al, 2003). The researcher 
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will focus on retailer loyalty in the online retailing context. For this study, e-loyalty is 

defined as a customer’s (E-retailer) favourable attitude and commitment towards the 

online supplier that results in repeated  purchase behaviour, based on the study of 

Srinivasan et al, 2002). E-loyalty has been found to bring high profit to the online retailer 

(Nielsen, 1997). E-loyal customers purchase more than newly acquired customers and 

can be served with reduced operating costs (Riel et al, 2001).  

            (Rauyruen & Miller, 2007) proposed four determinates of business to business 

loyalty: service quality, commitment, trust, and satisfaction. Understanding the concept of 

loyalty helps companies better manage customer relationship management in order to 

create long-term investment and profitability (Zineldin, 2006).  Loyalty provides many 

advantages not only for organizations but for retailers as well. Brand loyalty is the result of 

the mental processing of the brand's features by the retailers, and is influenced by a 

number of factors (Mellens et al, 1996). In the online whole selling & retailing context, it 

was found that satisfaction generated customer (retailer) loyalty as well (Abbott et al, 

2000). A dis-satisfied Customer (retailer) was found to be more likely to search for 

information through alternatives and switch to another Supplier, and they are more 

resistant to developing a closer relationship with the Supplier (Anderson & Srinivasaan, 

2003). 

2.1.2.3 Customer Loyalty; One of the essential parameters which can measure the success 

of an organization is the ``LOYALTY`` it enjoys with the customers, i.e. amount of repeat 

business it has got. There cannot be a better parameter to judge customer satisfactions than 

getting repeat business. One cannot expect loyalty from dis-satisfied customers but 

sometimes even a reasonably satisfied customer also switches sides as he sees better 

benefits in going to other suppliers. Thus, the key to business is not only having a satisfied 

customer or delighting him by exceeding his expectations, but also achieving excellence 



 

 

22

(Sugandhi, 2002, p.137). One of the major objectives of one-to-one marketing is to 

increase customer loyalty. The customer loyalty is the degree to which a customer will stay 

with a specific vendor or brand. Customer loyalty is expected to produce more sales and 

increased profits over time. Also, it costs a company between five to eight times more to 

acquire a new customer than to keep an existing one. Customer loyalty strengthens a 

company`s market position because loyal customers are kept away from the competition. 

Furthermore, increase loyalty can bring cost savings to a company in many way; lower 

marketing costs, lower transaction costs, lower customer turnover expenses (Turban & 

King, 2003, P.155, 156).     
Low VolumeLow VolumeLow VolumeLow Volume    
High LoyaltyHigh LoyaltyHigh LoyaltyHigh Loyalty    
`premium``premium``premium``premium`    

    
High VolumeHigh VolumeHigh VolumeHigh Volume    
High LoyaltyHigh LoyaltyHigh LoyaltyHigh Loyalty    

`̀̀̀patronspatronspatronspatrons`̀̀̀        
Low VolumeLow VolumeLow VolumeLow Volume    
Low LoyaltyLow LoyaltyLow LoyaltyLow Loyalty    
`̀̀̀neglectedneglectedneglectedneglected`̀̀̀    

    
High VolumeHigh VolumeHigh VolumeHigh Volume    
Low LoyaltyLow LoyaltyLow LoyaltyLow Loyalty    

`pitfallpitfallpitfallpitfall` 
     Loyalty  
                                              Volume 

 

Figure 2.2 Loyalty-Business Volume Matrixes 
 

 

2.1.2.4  Loyalty-Business Volume Matrixes 

Thus, the company must monitor the business volume and loyalty of at least high volume 

customers. The importance of this has been shown in Fig.2.3 The customers who fall in 

the first quadrant of `High Loyalty-High Volume` are the patrons as they are really 

contributing to the success of the organization. At the same time customers who are 

falling in the second quadrant of `High Volume-Low Loyalty` need to be studied and 

analyzed to take them to the first quadrant. As they have high volume, there is need to 
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concentrate one`s efforts here and convert them to the Loyal customer. The third 

quadrant is `Low Volume-Low Loyalty`. This is a neglected lot as not many suppliers 

concentrate on this segment until absolutely necessary. The company really needs to take 

a decision on the efforts required here and the return expected, and takes corrective 

action accordingly. The fourth quadrant belongs to the customers who have `Low 

Volume but High Loyalty`. The company can revisit its marketing strategy for this 

segment, as this is the premium segment and can add value to the company`s bottom line 

(Sugandhi, 2002, p.138). 

Customer loyalty research has mainly centered on the loyalty consumers display towards 

tangible products and is often termed brand loyalty and the concept of customer loyalty 

also extends to service organizations that typically provide somewhat more intangible 

products (Gremler et al, 1996) the service loyalty construct consists of three separate 

dimensions: behavioral loyalty, attitudinal loyalty, and cognitive loyalty. Over time, 

scholars began to consider customer loyalty as having two dimensions: behavioral and 

attitudinal (Day 1969; Dick and Basu 1994; Snyder 1986). Cognitive Loyalty, in 

additional to the behavioral and attitudinal dimensions, a few scholars include what has 

been termed a “cognitive” form of loyalty (Lee and Zeiss 1980). Some studies suggest 

loyalty to a brand or store means it comes up first in a consumer’s mind when the need 

for making a decision as to what to buy or where to go arises (e.g., Bellenger et al, 1976; 

Newman and Werbel 1973), while others operationalize loyalty as a customer’s “first 

choice” among alternatives (e.g., Ostrowski et al, 1993). The five items they use to 

measure loyalty include (1) saying positive things about the company, (2) recommending 

the company to someone who seeks advice, (3) encouraging friends and relatives to do 

business with the company, (4) considering the company the first choice to buy services, 
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and (5) doing more business with the company in the next few years (Gremler et al, 

1996). 

 

2.1.2.5  Archetypes Loyalty based on attitude and behavior 

 

Figure 2.3 shows four loyalty archetypes based on the cross-classification of attitudinal 

and behavioral loyalty levels (Baloglu, 2002):  

(1) High (True) loyalty: Customers in this level are characterized by a strong attitudinal 

attachment and high repeat patronage; they almost always patronize a particular 

company or brand and are least vulnerable to competitive offerings. 

(2)  Latent loyalty: those customers with latent loyalty exhibit low patronage levels, 

although they hold a strong attitudinal commitment to the company.  

(3) Spurious loyalty: Customers with spurious or artificial loyalty make frequent purchases, 

even though they are not emotionally attached to the brand, they may even dislike it even 

though they continue to make purchase. 

(4)  Low (or no) loyalty: the low loyalty group exhibits weak or low levels of both 

altitudinal attachment and repeat patronage.   

 



 

 

25

 

           Source Baloglu, 2002     Figure 2.3 Archetypes four loyalty levels 

 

Attitudinal and Behavioral Examination: 

The rationale behind assessing loyalty on two dimensions (behavior and attitude) is both 

conceptual and practical. Some studies have demonstrated that customer loyalty is a 

multi-dimensional concept involving both behavioral elements (repeat purchases) and 

attitudinal elements (commitment). Researchers who have studied the two dimensional 

approaches suggested that focusing on behavior alone (repeat purchases) cannot capture 

the reasons behind the purchase, the two dimensional loyalty can help to identify loyalty 

segments (Baloglu, 2002). More recently researchers have suggested that attitudinal 

loyalty can be measured by capturing the individual's propensity to be loyal (Bennett, 

and Sharyn 2002). The attitudinal loyalty helps to examine the factors of loyalty, to 

avoid switching behavior and to predict how long customers will remain loyal (Yu-Te, 

Mei-Lien, and Heng-Chi, 2011). 
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2.1.2.6  Walker's Loyalty based on attitude and behavior  

It is design as a framework for measuring loyalty and assessing the stability of an 

organization's customer base. Walker`s frameworks are useful as they provide a practical 

way to better understand business strategies. In the case of the Loyalty Matrix, it is a 

versatile approach, providing businesses with a practical means to leverage the voice of 

the customer for improved business performance.                         The Loyalty Matrix is 

in figure 2.4 a very practical framework that segments customers into four groups based 

on their responses to a small battery of questions. The two axes in the matrix represent 

the two key aspects of loyalty – behavior (what a customer plans to do) and attitude 

(how they feel about working with your company). This forms the following four 

quadrants:                                                         

                                                                                                                            

  
ATTITUDE 

                                                                       BEHAVIOR 

 

Figure 2.4 Walker's Loyalty Matrix 
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TRULY LOYAL – These customers have every intention of continuing to do business 

with you and they have a positive attitude towards your company. They like working with 

you and are more likely to increase their spending and recommend your company to 

others. ACCESSIBLE – These customers have a good attitude about working with you 

but do not plan to continue their relationship. Since this is a rather odd combination, it’s 

not surprising that it is often a very small percentage of customers. It typically means 

something has changed in their business and they do not need your product or services any 

longer. TRAPPED – These customers show every indication of continuing business with 

you, but they’re not very happy about it. They feel trapped in the relationship. This is 

common among organizations that are locked into a long-term contract, lack a suitable 

substitute, or find it too hard to switch. Eventually, trapped customers will find a better 

option. HIGH RISK – As the name implies, these customers do not intend to return and 

don’t really like working with you anyway. Typically, they’re halfway out the door and 

not only will they no longer be a customer, but will also talk poorly about your company in 

the marketplace. Many organizations use this framework and find it to be more versatile, 

. and much more actionable than satisfaction scores, more practical

 asp.matrix-loyalty-walker-the/papers-white/center-knowledge/com.walkerinfo.www://http 

(2012).                                                                        

Benefits are received for being a loyal customer. “Loyal customers get preferential 

treatment from our service department. We will service our loyal customers, in general, 

before we service customers who have cars they did not buy from us. That is our 

commitment to our customers, and we make no bones about that. We will not refuse to 

work on these other guys, because you are also developing a relationship with them, too. 

But, the guy who has remained loyal doesn’t have to wait.” 
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Figure 2.5 B2B EC symbol (business to business electronic commerce)  
 
2.1.3 BUSINESS TO BUSINESS (B2B) EC SUCCESS  

B2B EC success; the literature provides a number of definitions of B2B E- Commerce 

refers to alternative ways of executing transactions or activities between buyers and 

sellers. Figure 2.5 shows symbol of B2B EC which used widely via net.      

B2B implies that both sellers and buyers are business organizations. B2B involves 

complex procurement, manufacturing, and planning collaboration; complex payment 

terms; and round-the-clock performance agreements (Awad, 2004, p.330). Business-To-

Business E-Commerce according to (Hoffman and Novak, 2000) defined e-commerce as 

an Internet technology that provides the capability to buy and sell online including 

market creation, ordering, supply chain management, and transfers through opening 

protocol. (Cunningham, 2002) defined B2B e-commerce as transactions between internal 

business operations, such as marketing, sales, manufacturing, and support. (Yu et al, 

2002) defined B2B e-commerce as an enterprise conducting business with another 

enterprise over the Internet. It reflects that both sellers and buyers are business 

corporations.                                                                                       
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2.1.3.1  Electronic Commerce and Elements  

Global competition is creating increasingly competitive pressure which encourage 

suppliers to decrease their investment in traditional channels and find alternative or dual 

channels for increasing investment via Electronic Commerce (Siguaw et al,1998)             

                     

Electronic Commerce; The business phenomenon that is now called electric commerce 

has had an interesting history, from humble beginning in the mid-1990s; electronic 

commerce grew rapidly until 2000, when a major downturn occurred. Many people have 

seen news stories about the ``dot-com boom`` followed by the ``dot-com bust`` or the 

``dot-bomb``. In the 2000 to 2003 period, many industry observers were writing 

obituaries for electric commerce (Schneider, 2006, p.4).                                                  

E-Commerce brings the universal access of internet to core business processes of buying 

and selling goods and services. It helps generate demand for products and services and 

improves order management, payment, and other support functions. The overall goal is 

to cut expenses by reducing transaction costs and streamlining all kind of process (Awad, 

2004, p.2). One way of looking at the total picture of this emerging technology is the 

success story of a young financial analyst by the name of Jeff Bezos. In 1994, Bezos was 

full of hope about the potential of doing business on the internet. He sat down one 

evening and came up with a list of 20 products he believed would sell well on the 

internet. Books were number one, three years later, he formed Amazon.com.                    
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: Source -. com website.shows Amazon6 .2 Figure UUcom.amazon.www://httpUU). 2012 ( 

 

 Figure 2.6 shows the three main elements of electronic commerce. The figure presents a 

rough approximation of the relative sizes of these elements. In terms of dollar volume and 

number of transactions, B2B electronic commerce is much greater than B2C electronic 

commerce. However, the number of supporting business process is greater than the 

number of all B2C and B2B transactions combined. 

 

Business processes that support selling and purchasing activities  

 

Figure 2.7 Elements of electronic commerce  

2.1.3.2 Categories of electronic commerce, some researchers summarizes five 
categories of electronic commerce as following:- 

B2C 
Electronic 
commerce 

B2B  

electronic 
commerce 
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Categories Definition Examples 
1. Business-to-Business (B2B) Businesses that buy/sell to each other 

over the Internet. 

e-Market places, 
Grainger.com  

2. Business-to-Consumer (B2C) Businesses that sell to consumers over 
the Internet. 

e-Shops, e-Malls, 
Walmart.com 

3. Consumer-to-Business (C2B) Consumers that sell products/services 
to businesses over the Internet. 

- 

 

4. Consumer-to-Consumer (C2C) 

‘Websites that offer goods/services to 
assist consumers interacting with each 
other over the Internet.’ 

e-Auctions – eBay, 
C2C communities 

 

5. Business-to-Government (B2G) 

 
Businesses that sell goods or services 
to governments over the Internet. 

CAL-Buy portal 
allows businesses to 
sell online to the 
state of California  

Figure 2.8 Categories of electronic commerce (Schneider, 2006, p.7, 8)  

  

2.1.3.3  B2B E-Market places – interactive business communities that provide a 

central market where many buyers/sellers can interact and engage in e-Business 

activities.  

  
Figure 2.9 B2B Marketplace Model 

There are three primary players in a B2B marketplace: buyer, seller and market maker. A 

single company can participate as a buyer and a seller. For example, an electronic parts 

company can use the marketplace to sell electronic components and buy office supplies 

from another member. The market maker is the sponsor of the marketplace and performs 
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the necessary administrative functions from operating the marketplace to supplying the 

infrastructure, registering members and servicing and supporting them. How does a B2B 

marketplace work? Buyers and sellers register as members and connect to the 

marketplace via the Internet. Buyers must decide who will be allowed to transact 

business through the marketplace, the purchasing department or end users. Using 

marketplace tools, buyers set up authorizations, approvals, spending limits, access rights 

and other purchasing policies for each user. They also identify preferred or contract 

suppliers that are connected to the marketplace. 

E-Shops : Retail store where customers can shop 24/7 without leaving home /office. 
E-Malls: Number of eShops; it’s a gateway where consumers can access many e-shops. 
E-Auctions : Sellers and buyers solicit consecutive bids from each other and prices are 
determined dynamically. 

  
  
2.1.3.4  B2B Major Models 

 
The Major B2B Models (Type of B2B Electronic Commerce) are:- 

  
 

Figure 2.10 B2B Models (Types of B2B EC) (Turban & King, 2003, p.206) 

 

.)retailers ( sells to multiple buyers)supplier (where one seller UU: B2side B-SelUU -) a( 

.)suppliers ( buys from multiple sellers)retailer (here one buyerwUU: B2side B-BuyUU -) b(  

 as an intermediary between multiple here a business actswUU:  ExchangeElectronicUU -) c(

buyers (retailers) and sellers (suppliers).  
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here a ‘Hub Manager’ acts as an intermediary between wUU: Collaborative CommerceUU -) d(

buyers, sellers, industry associations, Schools, universities, communities, 

governments and other bodies (Turban & King, 2003, p.205).  

The opportunities and the challenges faced by companies doing business online are to get 

Customer loyalty which can potentially increase through eBusiness. This is because with 

the additional channels for communication, responding to and accessing customers is a 

lot easier.  

  

2.1.3.5  Benefits of B2B Marketplaces 

 

B2B marketplaces offer significant benefits to all participants. The actual benefits 

received depend on how heavily a company takes advantage of the marketplace, and 

whether a company participates as a buyer and a seller. For example, a company that 

funnels all of its purchases through a marketplace will realize greater cost savings than a 

company that makes only sporadic purchases. Looked at from each player's perspective, 

B2B marketplaces offer these benefits.  

Seller (supplier) Benefits 

B2B marketplaces provided sellers with several attractive financial benefits from 

improved liquidity to better forecasting, the Liquidity Improvements;. Marketplaces offer 

sellers a wide potential customer base, including customers located in different 

geographic areas, industries and sizes than traditionally served. Sellers can present their 

entire product catalog to interested viewers, respond dynamically to all requests for bids 

and quotes where they have matching products or services, and auction inventory, and in 

regards of Cost Savings; the liquidity improvements that a seller gains through a 

marketplace come at a low cost. The extensive reach offered by a marketplace is 

achieved at a fraction of the cost associated with traditional sales channels - mass 

mailings, telemarketing, face-to-face sales calls, etc. Stronger Inventory Management; 
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Marketplaces can help suppliers better manage their inventory. Better Forecasting; 

Sellers can use B2B marketplaces to gauge the demand for their goods and services, and 

the price the market is willing to bear. By analyzing marketplace transaction data, sellers 

can better match their products and services, and time their production schedules, to fit 

customer needs.  

Buyer (retailer) Benefits 

Buyers benefit from B2B marketplaces by increasing their efficiency and saving costs, 

the Efficiency Increases; Marketplaces allow buyers to increase their efficiency in many 

ways. Using a marketplace, buyers can automate their purchasing tasks, reducing their 

reliance on paperwork and manual processes. Companies can offload purchasing 

activities to end users, effectively shortening the cycle time between order and 

fulfillment. Buyers can solicit quotes and bids from a broad base of suppliers by issuing 

a single request rather than contacting suppliers individually. Buyers can also issue line 

item POs a single PO with multiple items sourced from different suppliers  rather than 

separate POs for each supplier, and in regards of Cost Savings; Buyers can enjoy 

substantial administrative cost savings by directing purchases through a B2B 

marketplace. Automating procurement functions drastically lowers the cost to process a 

transaction. They can also track and aggregate their spending to receive more favorable 

terms from suppliers. 

UUhttp://www.clarity-consulting.com/buying_and_selling_through_b2b_marketplaces.htmUU (2012) 
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Figure 2.11 B2B2B order process (supply chain management) between international e-
supplier, Local e-supplier and e-retailer, compiled by the researcher 2012 

 

2.1.3.6 B2B2B Order processing                                                                                      

It is a mainly show supply chain management process that initiates the flow of payments. 

The ordering is directly related to customer credit limit, invoicing, and accounts 

receivable. Customers place orders and pay for products through order processing 

systems. Considering the fact that this process is multiplied to every single customer, the 

 management plays a very important upply chainS .whole process needs to be automated

role within the company. Any inefficiency can create tremendous negative impact to the 

company. On the other hand, good supply chain management can bring huge benefits 

and competitive advantage to the company (supplier). Source (2012):                                

                                                                                                

-management-chain-supply..15.206/SupplyChain/com.development-biz.www://httpUU

UUhtm.rcesresou-finance   

 

2.1.3.7  Describe of e-business life Cycle Process 
 

 The below figure 2.12 describe the five components of a typical supply chain which 

show the business relationship between e-business components: raw materials, 

international e-supplier, local e-supplier, e-retailer, end consumer.  
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Figure 2.12 describe of e-business life Cycle Process, compiled by researcher 2012 
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The researcher has focus in his study in B2B EC between e-supplier & e-retailer in 

Amman City, which can be shows as following figure 2.13  
 

 

E-Supplier 

                                 

                                       B2B EC (transactions) 

 

 

 

E-retailer 

                       

 

 

 

 

    E-Shopping       Physical Shopping 

        

 
Figure 2.13 B2B EC between e-supplier (HMG) and e-retailer 

(Carrefour) in Amman City, compiled by the researcher 2012 
 

 

 Source: UUhttp://www.muradinv.com/Haider/BrandPage.aspx?lng=2 UU  

: SourceUUcom.carrefourjordan.www://httpUU).2012 ( 
 
Below figure 2.14 shows e-supplier = Haider Murad & Sons Investment website.   

 

Local agent of below brands:- 

 

 

 

 

 

 

 

 

 

 
& More 
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: SourceUUcom.muradinv.www://httpUU).   2012 ( 
 

 

Below figure 2.15 shows e-retailer = Carrefour Hypermarket Jordan website.  
: SourceUUcom.carrefourjordan.www://httpUU). 2012 ( 

 

 

2.1.3.8  Matrix of e-suppliers & e-retailers (B2B) 
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Below figure 2.16 including Matrix of e-suppliers & e-retailers (B2B) which are 

available in Amman City, and the researcher will implement his study on them:- 

 

E-Retailers E-Suppliers 
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Figure 2.16  Matrix of e-suppliers and e-retailers (B2B) compiled by the researcher 2012 
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2.1.3.9  Advantages B2B (Benefit business to business)  

  

B2B e-commerce is a worldwide bazaar where one can buy anything from paper clips to 

live elephants to oil tankers that are two football fields long. The goal is to save money on 

purchases that are negotiated instantly. Suppliers use the purchaser`s Web site to respond 

to bids and sell excess inventory. Replacing a purchasing bureaucracy with online links 

means savings, improved efficiency in ordering material, many fewer errors, and a just-in-

time environment that minimizes inventory sitting in the warehouse (Awad, 2004, p.355). 

Generally the advantage (benefit) of B2B are that it eliminates paper and reduces 

administrative costs, expedites cycle time, lowers search costs and time for buyers, 

increases productivity of employees dealing with buying and/or selling, reduce errors 

and/or improves quality of services, reduces inventory level and cost, increases production 

flexibility, permitting just-in-time delivery, facilitates mass customization, and increase 

opportunities for collaboration (Turban & King, 2003, P.208). The researcher will 

Measure this model, by asking the customer (E-retailer) the following questions:  B2B EC 

will increase the profitability for the company.  B2B EC will increase our company market 

share and/or growth.  B2B EC will increase our company annual sales. B2B EC will 

increase our employee’s productivity.  B2B EC will improve the relationships with our 

trading partners (retailers) (Chen, 2010).                                                                              
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2.1.4  Previous Studies 

There were many studies that  have handled customer market perception from different 

angles. For example Gremler & Brown (1996) have undertaken a study titled 

``Service Loyalty: Its Nature, Importance, and Implications`` Journal published by 

ISQA, Jamaica, New York, USA. 

 Service organizations are continually looking for ways to increase customer loyalty. 

Although loyalty to tangible goods (i.e., brand loyalty) has been studied extensively by 

marketing scholars, relatively little theoretical or empirical research has examined 

loyalty to service organizations (i.e., service loyalty). This study extends previous loyalty 

research by examining service loyalty and factors expected to influence its development. 

In particular, a literature review is combined with analysis of qualitative data from over 

forty depth interviews to develop a model of service loyalty that includes three 

Antecedents-satisfaction, switching costs, and interpersonal bonds.         

As Conclusion this study examines service loyalty and factors affecting its development. 

In so doing, the study extends previous loyalty research in several respects. First, this 

study proposes a model of service loyalty that includes three antecedents-satisfaction, 

switching costs, and interpersonal bonds. Few loyalty studies attempt to address factors 

leading to the development of customer loyalty. Second, unlike previous research on 

customer loyalty, which has concentrated almost exclusively on tangible goods, this 

study focuses on products high in services characteristics. By examining loyalty in 

services contexts, this study expands knowledge of customer loyalty to a product by 

considering two factors, namely switching costs and interpersonal bonds, typically not 

thought to be as important in Goods contexts. Third, the “bonding” that frequently occurs 

in customer-service provider employee relationship is conceptualized as the construct 

interpersonal bonds. The data suggest conceptualizing these bonds as a higher-order 

construct with five dimensions: familiarity, care, friendship, rapport, and trust. The data 

also suggest potential measures of several dimensions of this construct that may assist in 

their operationalization in subsequent empirical verification of the model.  

 

Anna et al (2000) have under taken a study in titled ``Consumer Trust in Electronic 

Commerce: The Impact of Electronic Commerce Assurance on Consumers' Purchasing 

Likelihood and EC Risk Perceptions`` University of Amsterdam. The objective of this 
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study is to assess the impact of third party-provided electronic commerce assurance on 

consumers' likelihood to purchase products and services online and their concerns about 

privacy and transaction integrity. The Sample demographics of study included 1,109 

participants. 

The purpose of this study is to examine the impact of electronic commerce third party 

assurance on consumers, as reflected in consumers' risk perceptions and intentional 

purchasing behavior. Since this is one of the first studies to investigate the value of EC 

assurance on consumer behavior, it can be labeled exploratory in nature. 

They have concluded their study by stating that all independent variables (assurance, 

product risk, and vendor risk), impact differences were found at the extremes, which is 

why a reduced set of IV levels was used for subsequent hypothesis testing. Product risk 

was reduced to 'books' (low risk) and 'other products' (high risk), vendor risk was 

reduced to 'well-known' (low risk) and 'unknown' (high risk), and assurance type was 

reduced to 'third party assurance', 'self-proclaimed assurance', and 'no assurance'. It is 

interesting to note that no significant differences on any of the consumer responses could 

be discovered across 4 different third-party assurance services. This finding strongly 

indicates that EC third party assurance can potentially be offered by a whole range of 

institutions, without the necessity of absolute independence. 

 

Srinivasan (2002) has conducted a study in titled ``Customer loyalty in e-

commerce: an exploration of its antecedents and consequences`` this paper 

investigates the antecedents and consequences of customer loyalty in an online business-

to-consumer (B2C) context. We identify eight factors (the 8Cs—customization, contact 

interactivity, care, community, convenience, cultivation, choice, and character) that 

potentially impact e-loyalty and develop scales to measure these factors. Data collected 

from 1,211 online customers demonstrate that all these factors, except convenience, 

impact e-loyalty. The data also reveal that e-loyalty has an impact on two customer-

related outcomes: word-of- mouth promotion and willingness to pay more. An 

instrument with multiple-item scales for the constructs of interest was developed and 

pretested. Then, random sample of 5,000 customers was drawn from a list of online 

customers maintained by a market research firm. An e-mail invitation, containing an 

embedded URL link to the website hosting the survey, was sent to each of the 5,000 

potential respondents informing them that respondents would be automatically entered in 
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a drawing for a prize of 500 USD. A summary of survey results was also offered to those 

who requested it. This e-mail campaign produced 1,211 usable responses, representing 

an overall response rate of 24%. In order to assess the representativeness of the sample, 

we collected and compared demographic data about our respondents with those reported 

in a national study of online shoppers conducted by Greenfield Online. Our comparison 

revealed a close match between the samples. The present research has identified eight 

factors that potentially affect e-loyalty. Of the 8Cs considered, customization, contact 

interactivity, cultivation, care, community, choice, convenience and character, but 

convenience, were found to have a significant impact on e-loyalty. E-loyalty 

demonstrated the highest elasticity with respect to character and care. Equally important, 

e-loyalty was found to have a positive impact on positive word-of-mouth and willingness 

to pay more. E-retailers can use the scale items developed this research to benchmark 

their e-retailing activities vis-à-vis competitors to identify their comparative strengths 

and weakness from standpoint of customer. 

 

Luarn & Lin (2003) have introduced a study in titled ``A Customer Loyalty Model 

for E-Service Context``. This paper describes a theoretical model for investigating the 

three main antecedent influences on loyalty (attitudinal commitment and behavioral 

loyalty) for e-service context: trust, customer satisfaction, and perceived value. Based on 

the theoretical model, a comprehensive set of hypotheses were formulated and a 

methodology for testing them was outlined. These hypotheses were tested empirically to 

demonstrate the applicability of the theoretical model. The results indicate that trust, 

customer satisfaction, perceived value, and commitment are separate constructs that 

combine to determine the loyalty, with commitment exerting a stronger influence than 

trust, customer satisfaction, and perceived value. Customer satisfaction and perceived 

value were also indirectly related to loyalty through commitment. Finally, the authors 

discuss the managerial and theoretical implications of these results. 

This study used online travelling services and video on demand (VOD) as the e-service 

categories of reference because these two categories are among the most popular B2C e-

services. Data used to test the research model was gathered from a quota sample of 180 

respondents attending an e-commerce exposition and symposium held in Taiwan, with an 

equal quota of 90 responses from each category of the travelling and VOD e-services. A 

total of 572 approaches were made to obtain 180 completed surveys. Reasons for 
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nonparticipation were either due to non-usage of the e-service category or a lack of time to 

complete the survey. 72 percent of the completed surveys were from male respondents. 

Respondents ranged from 16 to 45 years of age (mean = 32 years). 52 percent had 

completed one college or university degree. As Conclusion the contributions of this study 

to customer loyalty research are twofold. First, it has successfully applied the traditional 

conceptualization of customer loyalty in a new e-service context that is different from the 

marketplace examined in prior studies. Second, customer satisfaction, trust, perceived 

value, and attitudinal commitment were found to be important determinants of purchase 

loyalty. It was also suggested in this study that commitment plays a crucial intervening 

role in the relationship of customer satisfaction and perceived value to loyalty. 

 

Kim (2005) has implemented a study in titled ``an Integrative Model of E-Loyalty 

Development Process: The Role of E-Satisfaction, E-Trust, E-Tail Quality and 

Situational Factors`` Oklahoma State University. 

Loyalty is not only a strong asset for the firm but also leads the firm to constant growth 

and profit. The importance of loyalty, satisfaction and trust, and the close relationships 

among them have also been a critical issue in the study of online retailing. E-loyalty was 

proved to bring increased profitability to the online retailer through gaining long-time 

customer commitment and reducing the cost of acquiring new customers. The Sample 

was 224 questionnaires. 42 questionnaires discarded, and 182 usable for data analysis. 

This study acknowledges the voids existing in the current literature and posits that e-

loyalty development can be best described in a comprehensive framework of e-

satisfaction, e-trust, e-tail quality, and the situational variables. The purpose of this study 

is to propose an integrative model of the e-loyalty development process and to 

empirically test the model. The results indicate that e-satisfaction, e-trust, and e-tail 

Quality influences the development of e-loyalty, whereas the situational variables did not 

have a significant moderating effect on the e-satisfaction/e-trust and e-loyalty link. In 

addition, the results suggest that e-trust not only had a direct impact on e-loyalty but also 

had an indirect influence through e-satisfaction. 

 

Portuese (July, 2006) has  applied a study entitled `` E-Commerce and Internet: A 

Study on The Impact of Relationship Marketing Opportunities for Better Online 

Consumer Intentional Relationship`` Capella University. 
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E-Commerce and digital technology have changed sales and marketing strategies. The 

amazing speed at which e-commerce has grown globally has attracted the attention of 

many investors, firms and consumers as well. E-Commerce has fundamentally changed 

the economy and the way business is conducted. The sample group divided into female 

(58 students) and male (129 students). Purpose of the Study: As relationship marketing 

draws more and more attention from both academics and industry as an important 

strategy in retailing, and the Web becomes an important retailing channel, this 

dissertation is one of the efforts to understand the Web's impact and facilitation for 

consumer relationship marketing (RM). This research examined the impact(s) of the 

online retailing characteristics on consumer relationship building. It was anticipated that 

the results from this study would help Virtual retailers and E-commerce to design 

successful online consumer RM strategy.  

The results indicated that the information intensity and presentation limitations of the 

Web have had a profound impact on RM. On one hand, the availability of massive online 

information has enabled comparison shopping and decreased switching costs. In contrast, 

the lack of tactile cues, distance shopping, and information overload have made customer 

Relationships valuable.  
Wang and Head, (2007) have  done a study in titled ``How can the web help build 

customer relationships? An empirical study on E-Tailing`` Wilfrid Laurier 

University, Canada. This paper define a model to analyze the web characteristics that aid 

in building customer relationships and then used this model to examine consumer 

relationship building mechanisms in online retailing (e-tailing), through a survey of 177 

shoppers who had bought books, CDs, or DVDs online, the causal model was validated 

using LISREL; thirteen out of fourteen hypotheses were supported. This research has 

contributed to both theory and practice by providing a validated model to analyze online 

consumer relationship building and suggesting mechanisms to help e-tailers focus on 

online consumer relationship management. 

 

Curtis, (2009) has provided a study entitled ``Customer Satisfaction, Loyalty, and 

Repurchase: Meta-Analytical Review, and Theoretical and Empirical Evidence of 

Loyalty and Repurchase Differences``, a Dissertation, Nova South Eastern University. 

This research is useful for practitioners when presenting managers with insights of 
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complicated relationships between three very important concepts in marketing such as 

Loyalty, repurchase, and satisfaction. A total Sample of 576 paper-and-pencil surveys 

were distributed to undergraduate and graduate students at three colleges (Business, 

Aviation, and Arts and Sciences) at a Private university located in the Southeastern part 

of the United States. The purpose of this quantitative research is to synthesize statistical 

results on loyalty, repurchase, and satisfaction relationships by using a meta-analytical 

technique. 

The results of this research indicated that loyalty-repurchase-satisfaction relationships 

are not straight forward. Different aspects of loyalty display different types of 

relationships regarding repurchase and satisfaction. In addition, these relationships are 

moderated by a number of factors. However, despite the complex nature of the 

researched constructs, both meta-analysis and the field study results agree on a positive 

direction of those relationships. This research supports the theory and the literature 

review on the loyalty-repurchase-satisfaction relationships. Overall, loyalty does 

positively link to the repurchase and satisfaction, while satisfaction does positively link 

to repurchase. 

 

Wynn, (2009) has done a study entitled ``An Investigation of the Contributions of 

Gender, Shopping Orientation, Online Experience, and Website’s Interactive 

Features to Consumers’ Intentions to Engage in Apparel E-commerce Shopping`` A 

dissertation submitted in partial fulfillment of the requirements for the degree of Doctor 

of Philosophy in Information Systems, Nova Southeastern University. This study 

developed and empirically tested a model to predict the consumer’s intention to engage 

in apparel e-commerce shopping based on the constructs of gender, shopping orientation, 

online experience, and Website’s interactive features. Male and female U.S. Consumers 

age 18 and older were surveyed to determine their intention to engage in apparel e-

commerce shopping. A total of 240 responses were received. After the pre-analysis data 

screening, a total of 216 responses were available for further analyses. 

The Conclusion from study result is that there`s A higher percentage of female 

respondents agreed that e-commerce cannot provide the same shopping experience or 

same level of interactivity consumers experience in a traditional store. However, over 

half of all respondents indicated that they would purchase apparel online. Female 

respondents were more likely to purchase apparel online than male respondents. Apparel 
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fit was a major concern for the respondents, as 75% indicated the need to try on apparel 

before making a purchase and 83% indicated apparel fit as a main concern regarding 

apparel e-commerce shopping. Female respondents had a greater concern over apparel 

fit. A higher percentage of female respondents than male respondents expressed the need 

to try on apparel before making a purchase. In addition, half of all respondents would be 

more likely to shop for apparel online if a friend recommended an apparel ecommerce 

Website. Female respondents were more likely to shop for apparel online if a friend 

recommended an apparel e-commerce Website than were male respondents. 

 
 

Chen, (2010) has applied a study entitled ``Factors Affecting Business-to-Business 

Electronic Commerce Success: An Empirical Investigation``. A Dissertation, Nova 

South eastern University. 

This paper investigates and examines the key factors affecting Business-to-Business 

(B2B) e-commerce (EC) success. The factors were initially identified through a literature 

review that revealed several factors that could contribute to the superior or improved 

business performance and that ultimately led to B2B e-commerce success. These factors 

were empirically tested, analyzed, and evaluated for their importance using a survey.   A 

total sample of 500 survey invitation e-mail letters were sent out to business and IT 

executives of companies in US and Taiwan that participated in this research. The 

purpose of this study was to identify the key factors that affect B2B e-commerce success 

and to test and validate the relationships between these key factors and business 

performance that led to B2B e-commerce success. Seven key factors were initially 

identified through a literature. They were enterprise internal application integration, B2B 

application external integration, alignment of business and e-commerce strategies, 

alignment of business and information systems strategies, information technology 

infrastructure, B2B partnerships and inter-organizational collaboration. As results of 

empirical tests, this study has provided a better understanding of the importance of these 

key success factors in a B2B e-commerce environment. Finding the key factors that 

affect B2B e-commerce success is important because business executives and users 

could invest wisely in B2B e-commerce technology for their business practices in order 

to receive maximum benefits and avoid technology failures. 
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Haraizah, (2010) has done a study entitled `` E-Commerce Technology Acceptance 

(ECTA) Framework for SMES in the Middle East Countries  An Empirical evidence 

from electronic commerce in SMEs `` Doctor of Philosophy, Kingston University London. 

The aim of this study is to develop a comprehensive research framework utilized for 

discovering the factors affecting the adoption of e-commerce innovation and to apply this 

framework for empirically testing the adoption of e-commerce application in SMEs. The 

developed research framework contains fourteen potential determinant factors covering 

four phases: social stimulus, cognitive response, affective response, and behavioural 

response. This study was conducted through a survey research and the sample was drawn 

by means of systematic sampling technique. The empirical data were collected by using 

self-administrated questionnaires and semi-structured interviews. The data analysis was 

based on 400 SMEs; also data analysis was based on multivariate statistical techniques 

encompassing multiple linear regression, simple linear regression, one-way ANOVA, and 

stepwise regression. Miles and Huberman approach and Leximancer 3 software were used 

for the qualitative data analysis. The findings of the study reveal significant insight into 

understanding the adoption of electronic commerce by SMEs. The findings of the study 

reveal significant insight into understanding the adoption of electronic commerce by SMEs. 

Moreover, the findings are beneficial to both governmental and private sectors who intend to 

accelerate the adoption rate of electronic commerce implementations and their relevant 

components among SMEs. The research framework provides a tool to IT innovation scholars 

in conducting further research. Additionally, electronic commerce adoption and 

implementation proposed strategy for further work is provided. 

 

2.1.5  Study Contribution to Knowledge 

 Previous studies discussed different factors that affected B2B EC success; 

however, very few studies suggested a comprehensive model such as this study model 

that considers some key factors have effect on B2B EC success. Moreover, the research 

undertaken and described here is one of the first empirical studies designed to analyse 

the effect of Customer market perceptions (CMP) and E-Loyalty (EL) on (B2B EC) 

success, finally, the sample of the study was Executive Managers, Sales Manager, and 

Marketing Manager Sector in Amman City which represent an interest case from the 
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whole population in Jordan, Focusing on Customer Market Perceptions and E-Loyalty as 

two main variables that effect on Business to Business Electronic Commerce (B2B EC) 

success. 

 

2.1.6   Difference between Current Study & Previous Studies 

 This study does not differ greatly from other studies in this field; however it 

differs in some matters which make it a distinct study such as: 

• Most studies have discussed the advantages, characteristics and the benefits which the E-

Loyalty or B2B obtain from their electronic commerce. While this study focused on 

determination the effect of Customer Market Perceptions (CMP) and E-Loyalty on 

Business to Business Electronic Commerce (B2B EC) Success. 

• This study reveals the major reasons that explain why customers (e-retailers) prefer using 

B2B electronic commerce and what factors that lead to the success of B2B EC. 

• Finally, this study is a unique one because it discusses the effects of Customer Market 

Perceptions (CMP) through E-Loyalty that reflected their effect on Business to Business 

Electronic Commerce (B2B EC) Success. 
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Chapter Three 

Method and Procedures 

 

3.1 Introduction of Methodology 

This chapter discusses the methods used in the study to answer research questions and 

test the hypotheses by several statistical methods. This chapter is divided into the 

following eight sections: Study Methodology, Study Population and Sample, Description 

Analysis of demographic characteristics, independent variable, mediator variable, and 

independent variable, Study Tools and Procedure, Study Instrument, Statistical 

Treatment, Validity and Reliability.                                                                  

                                                                                                

3.2 Study Methodology 

The framework of the study was developed utilizing considerable references and 

specialized journals. In order to collect the necessary data to achieve the main purpose 

and test hypotheses of the study, this study will use both descriptive and analytical 

analysis. Descriptive study includes data collected from previous related works and 

literature reviews. These resources were used to develop the theoretical model of this 

study. Furthermore, statistical techniques will use for empirical analysis and a survey 

will design to collect data from the population of the study, who are E-retailers who 

worked under positions Business Executives Managers, Marketing Supervisors or 

Managers, and Sales Supervisors/Managers in Electrical Home Appliances (small & big 

items) and Computers hardware, software Industries in Amman City - Jordan. The 

researcher has excluded e-retailers who deal with Electric Decoration & Building items 

(examples: Chandeliers, Lighting, electric components, adaptors, cables, security 

cameras, electric water pumps, electric water heaters, Satellite devices  ...etc.) and 

furnitures e-retailers who deal with electric appliances. 
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 3.3 Study Population  

 
The population in the current research consists of e-commerce companies in Amman. 

Thus e-commerce companies in Amman represent different industries. The researcher 

will chose a sample which will be used to represent the population. The population of the 

study will be divided into divisions to obtain a representative sample of the population 

study. The researcher has gained a list of e-retailers who deal with electric home 

appliances and Computers hardware and software in Amman City, the details of the list 

are presented as follows 

Total Dealers (Electric Appliances & Computers hardware/software) 
in Amman City 

600 

 
Those retailers divided to two (2) types 

Total Suppliers (Local Agent) Numbers 200 

Total Retailers Numbers in Amman City 400 

 
Those retailers divided to three (3) types 

Total Traditional Retailers Numbers 145 

Total others Retailers Numbers (excluded) 150 

Total e- Retailers Numbers (included) 105 

Table 3.1 Source: Chamber of Industry & Trade- Companies Control Department, 
March.2012  
 

 3.4  Study Sample 

 The researcher selects all e-retailers 105 electronic commerce companies from Amman 

City as the target survey participants. The Study will target the E-Retailers Industries 

(EC) of Electric Home Appliances, and Computer hardware, Software products. This 

study will request questionnaire to be delivered to all business executives, Marketing, 

Sales departments of e-commerce companies within the selected E-retailers industries, 

the participants (E-retailers) are required to fill in all self-distributed and collected 

questionnaires. 
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Table 3.2 Sample of the study per position, the researcher presented below:- 

Position Type of Business 

Business executives Managers Electrical Home Appliances , 

Computers hardware & software 

Marketing Supervisors or Managers Electrical Home Appliances , 

Computers hardware & software 

Sales Supervisors or Managers Electrical Home Appliances , 

Computers hardware & software 
 

 
Figure 2.16 sample products type of small electric Home Appliances 

 
                 Figure 2.17 sample products type of big electric Home Appliances 

 

 

 
Figure 2.18 shows products type of Computer hardware, software                                                         
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3.4.1  Sample demographic and General information's   

The researcher distributed 170 questionnaires, 158 of them returned to the researcher and 

were valid to start data analysis, while the others did not. 

  

 Demographic Characteristics   

Measurement  
Nominal Scale / Ordinal 

scale Open-Ended question)( 

 

Statement  
 

Construct 

 

No 

Nominal scale 

1 Female, 2 Male)( 

Gender Gender 1 

Ordinal scale 

1 (30 years or less),  2 (From 

31-40 years),  3 (From 41-50 

years), 4 (51 years & More) 

Age Age  2 

Ordinal scale 
   1 Secondary School or less,   2 

Diploma (Collage), 3 Bachelor, 
4 Master, 5 Doctorate) 

Educational Level Educational 3 

Ordinal scale 

1 (5 years or less),   2 (From 

6-10 years),    3 (From 11-15 

years),    4 (16 years & more) 

Experience Level Experience 4 

Ordinal scale 
  1 (Low Management),               
   2 (Mid Management ),             

  3 (High Management )       

Functional Level Functional 5 

        General Information's   

Ordinal scale 
    1 (Elec. home Appliances),     
       2 (Computers H & S),         

3 (Appliances & Computers)    

What is your business industry Business industry 6 

Ordinal scale 

1 (Small Size), 2 (Mid-Size),  

 3 (Big Size) 

What is your company size-number 
of employees 

Company size 7 

Nominal scale 

1 (only one), 2 (more than one)  

How many online supplier that you 
deal with 

Online supplier 8 

Ordinal scale 
 1 (Sometimes),  2 (frequency),  

3 (Often), 4 (Continuously) 

To what extent you use website to 
conduct transaction 

Usages website 9 

 
Table 3.3 Demographic and General information's data summary and Measurement 
(Nominal Scale/ Ordinal scale) for the study 
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3.4.2 Sample description Analysis of E-Retailers in Amman  

The researcher used self-administrated questionnaire (included 4 sections) to study the 

population of this study, Table (3.4) shows section one (Part 1 and 2) which included 

Demographics and General information's of questionnaire with total responses for each 

constructs, compiled by the researcher 2012 

                  Section One – Part 1     

        Demographic Characteristic     

1   Gender = G      responses 

 Female 1 Total 2 

 Male 2 Total 156 

2 Age = A     
responses 

 30 years and Less   1 Total 82 

 From 31-40 years 2 Total 59 

 From 41-50 years 3 Total 15 

 51 years & More 4 Total 2 

3 Educational Level = E      responses 

 Secondary School or less 1 Total 21 

 Diploma (Collage) 2 Total 43 

 Bachelor 3 Total 86 

 Master 4 Total 8 

 PhD 5 Total 0 

4  Experience = EX     
responses 

 5 years and Less   1 Total 58 

 From 6-10 years 2 Total 46 

 From 11-15 years 3 Total 35 

 16 years & more 4 Total 19 

5                Functional Level = F      responses 

 LOW Management 1 Total 11 

 Mid Management 2 Total 101 

 HIGH Management 3 Total 46 
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                  Section One – Part 2     

                       General Information    

6 What is your business industry = I      responses 

 Electric home appliances 1 Total  32 

 Computer Hardware and Software  2 Total 92 

 Appliances) & Both (Computer 3 Total 34 

7 What is your company size-number of employees = S responses 

 Small) 9 employees or less( 1 Total 93 

 Medium) 10-249 employees( 2 Total 57 

   Large) employees & 250 above( 3 Total 8 

8  How many online supplier that you deal with    responses 

 Only One 1 Total 0 

 More than One 2 Total 158 

9 transaction = U              responses           To what extent you use website to conduct  

 Low extent = Sometimes 1 Total 50 

 Medium extent = frequency 2 Total 53 

 Great extent = Often 3 Total 22 

 Always extent = Continuously 4 Total 33 

 
Table (3.4) shows section one (Part 1 and 2) Sample Demographics and General 
information's data 

 

 

The researcher clarify the Functional level for e-retailers companies as following:- 

LOW Management  such as Salesman, Sales Supervisor 

Mid Management such as Sales Manager, Marketing Manager, Showroom Manager 

HIGH Management such as Owner, General Manager, Executive Manager 

 
The researcher find that, the educational level not effect on Functional level, in some cases 
there`re Showroom Managers with educational level (Secondary School or less), but they 
have long experience and very good skills. 
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3.4.3  Description Analysis Model of Independent Variables (CMP), for more details 

see Appendix 5.6.4  

 

 
 

 

Figure 3.4 Description Analysis of Independent Variables (CMP) and the dimensions 

for (CMP) 

 

3.4.4  Description Analysis Model of Mediator Variables (E-Loyalty) 
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Figure 3.5 Description Analysis of Mediator Variable (EL) and the dimensions 

(Attitudinal & Behavioral) for (EL). 

--------------------------------------------------------------------------------------------------------- 

3.4.5  Description Analysis Model of dependent Variables (B2B EC) 
 

 
 

Figure 3.6 Description Analysis of dependent Variable (B2BEC) 

3.5  Study Tools and Procedures 
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The following steps will be used for conducting survey instrument:- 

1. Constructing the initial questionnaires, which will be used to collect data and test the 

relationships based on the proposed research model. 

2. Reviewing, modifying, and finalizing the final questionnaires upon the feedbacks 

from the questionnaire arbitrators. 

3. Self-administered questionnaire will be conducted by the researcher (distributed & 

collected). 

4. The collected questionnaire will be evaluated and analysed. 

5. Writing up final report based on the results of the questionnaire analyses. 

 

3.6  Study Instrument 
 
For the purpose of this study, a questionnaire instrument will be used to collect the data 

and test the relationships and the effect of CMP factors on E-Loyalty and B2B EC 

success. The results of questionnaire analysis will be used to determine factors most 

involved in the process of B2B EC success. Data will be collected by using self-

administrated questionnaire, which is consisting of several related questions that are 

designed and based on the contents of the constructs and measures of previous studies. 

 

3.7  Statistical Treatment 

After collecting data from the returned responses, the researcher will use the following 

Statistical methods to answer the study question and test hypotheses:- 

� Cronbach’s Alpha (α) to test reliability. 

� Percentage and frequency to describe the sample (descriptive analysis). 

� Multiple linear regression analysis. 

� Path analysis to identify direct and indirect effect among study variables. 

� Stepwise regression. 
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3.8  Validity and Reliability 

Questionnaires are designed to obtain information with respect to perceptions and 

experience for instance the responders report is considered as a valid symbol of that 

responder's perception. This section investigates the aspects of achieving validity and 

reliability in the questionnaires in this research. Therefore, several checks were 

considered via the research design for this research to provide validity and reliability 

(Kvale, 1989). These in-built checks for qualitative research can be classified within four 

tests of the research design: validity and reliability (Yin, 1994).  

Validity is defined as the “best available approximation to the truth or falsity of a given 

inference, proposition or conclusion” (Cook & Campbell, 1979). 

The questionnaires achieved construct validity through three tactics. Firstly, triangulation of 

questionnaire questions was established in the research design phase by two or more carefully 

worded questions that looked at the subject matter from various angles. Secondly, the 

questionnaire method implied an in-built of previous studies.  

 

Reliability is a measure that indicates the extent to which the measure is without bias and 

consequently offers consistent measurement across time and across the various items of the 

instrument (Sekaran, 2000, P.204). Additionally, it indicates the stability and consistency with 

which the technique measures the concept and assist to assess the “goodness” of a measure 

(Sekaran, 2000, P. 204). This research insured reliability through four tactics. Firstly, 

reliability was attained via the structured process of questionnaires. Secondly, reliability was 

achieved through organizing a structured process of questionnaire. Thirdly, research reliability 

can be obtained through comparison of this research findings between it two researchers.  
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Finally, the use of a steering committee to assist in the design and administration of the 

interview method is another way of achieving reliability (Guba & Lincoln, 1994). In this 

regard, the results of the present study have been counseled by the same researcher, acting as 

the steering committee to assist the design and administration of the questionnaires. Basically, 

the researcher distributed & collected all questionnaires by himself. Thus, the reliability was 

addressed as best as it could be. To sum up, tests of validity and reliability were undertaken of 

this research. The questionnaire considered as data collection tool for research, it used to assist 

identify variables and relations; it is used to be the core instrument of research, and to verify 

and understand the data collected from the survey. A copy of questionnaire cover letter is 

written in Arabic & English language. The cover letter is detailing the purpose of the 

questionnaire that has been designed.  

In order to achieve the reliability and validity of questionnaires forms which were  used 

in this research, the questionnaire has been translated into Arabic language in additional 

of English version. The questionnaire for both language versions were discussed and 

compared to ensure that they were conceptually equivalent. The next 3 pages of 

questionnaire were used for the main study. As for the questionnaire, the researcher 

calculated Cronbach's Alpha for all the areas to test the reliability for each area, 

Cronbach's Alpha values ranged between (0.859 -   0.939).  
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Chapter Four 

Results and Hypotheses Testing 

 

4.1 Introduction 
 

As the researcher has a 12 year's experience in the field of electric & electronic home 

appliances. It can be noted that there was high possibility and capability for data 

distribution and collection thus; responses from e-retailers who are working in electric 

and electronic home appliances, and computers hardware and software were gained 

smoothly. The below table 4.1 shows population of e-retailers in Amman City which are 

classified to as per company size (Small, Mid, Large) that depends on numbers of 

employees. The classifications as per Jordanian chamber of Industry & Trade- 

Companies Control Department, March.2012  

 

Classifications of Population (e-retailers) Numbers 

Total populations e- retailers Companies 105 

Number of un-responded e-retailers Companies 10 

Number of responded e-retailers Companies 95 

Classifications of e-retailers as per  Company Size Numbers 

Number of questionnaires received from Large Size Companies 8 

Number of questionnaires received from Mid-Size Companies 57 

Number of questionnaires received from Small Size Companies 93 

Total of all e-retailers response in Amman City who deal with electric 
home appliances & computers hardware, software 

  158       

e-retailers 
 

Table 4.1 shows companies size for population depends on number of employees.  

 

The researcher has distributed questionnaires on 105 e-retailers companies as total 

population, 10 ignore response on questionnaire and 95 e-retailers in return got responded 

on 158 questionnaires (see Appendix 5.6.5-1, 2, 3,and 4).  
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Table 4.2 Shows companies' size percentage for study sample  

% percentage Number of responses  e-retailers        

Company Size)( 

58.90 % 8                Small size             
     (9 employees or Less) 

36.07 % 57                Mid-size               
  ( from 10-249 employees)   

5.06 % 93            Large size                 
  (250 employees or Above) 

100 % 158 TOTAL 

  

  

4.2  Cronbach's (alpha) for Dimensions of study 

It is a coefficient of reliability. It is commonly used as a measure of the internal 

consistency or reliability of a psychometric test score for a sample of examinees. 

TABLE 4.3 shows the Reliability Statistics use statistical methods (Cronbach’s Alpha 

(α) to test reliability)  

 
Model Constructs  (Measure) – Table 4.3  

 

Construct 2nd Section:  
All below Q; Portuese (2006) 

Customer Market Perceptions (CMP)  

Independent Variable  
(8 > α ≥ .7  Acceptable) 

Reliability  
 

Cronbach`s 

Alpha= 0.772 

 2.1 Perceived Customer 

Power (PCP) 

Scale: PCP 

6 > α ≥ .5  Poor 

Cronbach’s 

Alpha=0.559 

2.2  Perceived Relationship 

Investment 

Scale: PRI  
8 > α ≥ .7  Acceptable 

Cronbach’s 

Alpha= 0.777  

2.3  Perceived Interaction 

 

PI  
9 > α ≥ .8  Good 

Cronbach’s 

Alpha= 0.824 

2.4 Perceived Online 

Shopping Risks 
POSR  

9 > α ≥ .8  Good 

Cronbach’s 

Alpha= 0.851  
 

 

Construct 

3rd Section:  

E-Loyalty (EL)  

Mediator Variable 
α ≥ 9 Excellent )( 

Reliability  
 

Cronbach`s 

Alpha= 0.916 

3.1 Attitudinal     
 

A  
9 > α ≥ .8  Good 

Cronbach’s 

Alpha= 0.854 

3.2 Behavioral 

 

B  
9 > α ≥ .8  Good 

Cronbach’s 

Alpha= 0.883 
 

Construct  
4th Section:   

All below Q; Chen (2010) 

B2B EC success  

Dependent Variable 
9 > α ≥ .8  Good)( 

Reliability 
Cronbach`s 

Alpha= 0.899 
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4.3   Cronbach's (alpha) for Variables of study-Reliability 

                 TABLE 4.4 the Reliability (Cronbach's alpha) for all study questions 

** RELIABILITY OF STUDY **  
Customer Market 

Power (CMP) 

Independent Variable 
(Acceptable) 

Reliability 

Cronbach’s alpha= 0.772  

E-Loyalty  (EL) 
 

Mediator Variable 
(Excellent) 

Reliability 

Cronbach’s alpha= 0.916  

B2B EC success 
 

Dependent Variable 
(Good) 

Reliability 

Cronbach`s alpha= 0.899 

STUDY 

RELIABILITY 

 

ALL VARIABLES 

Reliability 

Cronbach`s alpha= 0.909 

Excellent 
 
 

The Cronbach's Alpha of main constructs for "Customer Market Perception - CMP" 

that includes (15) statements was Acceptable = (0.772) with all dimensions, the highest 

Cronbach’s alpha (0.851) was "Perceived Online Shopping Risks" and the lowest Poor = 

(0.559) was "Perceived Customer Power". Whereas the Cronbach's Alpha of main 

constructs of "E-Loyalty" that including (9) statements was Excellent = (0.916), the 

highest Cronbach`s alpha (0.883) was to "Behavioral loyalty" and the lowest Cronbach`s 

alpha (0.854) was to "Attitudinal loyalty". The last construct "B2B EC success" includes 

(6) statements as a scale was Good = (0.899), finally the overall Cronbach's Alpha for all 

variable was = (0.909) Excellent. 

 

4.4 Study Questions Answers 

This segment implied of questions relating to demographic and basic information of the 

respondents. The questions consist of gender, age, education level, management position, 

and internet experience. A combination of scales was used in this segment.  

 

4.4.1 Demographic Characteristics of Sample 
 

This part presents descriptive statistics consisting of demographic information of the 

respondents and proportion of internet usage. The frequency and percentage for each 

variable is listed as per the survey categories. The following table explains these results. 
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Table 4.5 – Use statistical methods (Percentage and frequency to describe the 

sample) to answer the study`s questions. 
 

 (Demographic data summary categorized total respondents and e-retailers)   
  

    (1) Gender: 

Variable / level Total respondents 

 

Frequency (percent) 

Female 2 1.26 % 

Male 156 98.73 % 

Total 158 100% 
 

Gender (sex): Results indicate that the majority of the respondents were male 156 = 

(98.73 %). The percentage of males who participated in the survey is higher than the 

percentage of females, which presented by 2 (1.26%). 

 

             (2) Age:  
Variable / level Total respondents 

 

Frequency (percent) 

30 years or less 82 51.89 % 

From 31– 40 Years 59 37.34 % 

From 41– 50 Years 15 9.49 % 

51 Years More 2 1.30 % 

Total 158 100% 

 

Age group: The respondents‟ age was dispersed ranging from 18 to over 45. Moreover, the 

results show that the percentage of age from 26-35 is the highest at 170 (41.0%), followed by 

age group from 18-25 (37.1%). Thereafter, age group from 36-45 is 16.4%, and then those 

aged more than 45 years is 5.5%.  

 

           (3) Educational Level: 

Variable / level Total respondents 

 

Frequency (percent) 

Secondary School or less 21 13.29 % 

Diploma (Collage) 43 27.21 % 

Bachelor 86 54.43 % 

Master 8 5.06 % 

PhD 0 0 % 

Total 158 100% 
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Education level: Most respondents were highly- educated with 54.43 % having a bachelor‟s degree and 

27.21 % having a diploma's degree, while 13.29 % secondary school certificates or less, and 5.06 % 

gaining a master's degree. 

      (4) Experience: 

Variable / level Total respondents 

 

Frequency (percent) 

5 years or less 58 36.70 % 

From 6-10 years 46 29.11 % 

From 11-15 years 35 22.15 % 

16 years & more 19 12.02 % 

Total 158 100% 

  
Experience level: Most respondents were highly- experienced with 36.70 % having a 5 

years or less and 29.11 % having 6-10 years' experience, while 22.15 % having 11-15 

years' experience, and 12.02 % having 16 years & more. 

         (5) Functional Level: 

Variable / level Total respondents 

 

Frequency (percent) 

Low Management 11 6.96 % 

Mid Management 101 63.92 % 

High Management 46 29.11 % 

Total 158 100% 

 
Functional level: most participants hold the middle management position in the company 

presented by 101 (63.92 %), which was approximately double time of respondents holding 

the high management of the company presented by 46 (29.11 %). Low management was the 

less presented via the survey sample at 11 (6.96 %). 

 

4.4.2  General Information of Sample 
 

Table 4.6 – Use statistical methods (Percentage and frequency to describe the 

sample) 
 

       (6) What is your business industry? 

Variable / level Total respondents 

 

Frequency 

(percent) 

Electric home appliances 32 20.25 % 

Computer hardware, Software 92 58.23 % 

Both (Appliances & Computer) 34 21.52 % 

Total 158 100% 
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Business Industry: Most respondents were highly- working in Computer hardware, 

software industry with 92 (58.23 %) and 34 (21.52 %) working in both industry 

(Appliances and Computers), while 32 (20.25 %) working in Electric home appliances. 

 

       (7) What is your company size/number of employees?  
Variable / level Total respondents 

 

Frequency 

(percent) 

Small (9 employees or less) 93 58.86 % 

Medium (10-249 employees) 57 36.07 % 

  Large (250 employees & above) 8 3.20 % 

Total 158 100% 
 

Company Size: Most respondents were highly- Small companies (9 employees or less) with 

93 (58.86 %) and 57 (36.07 %) Medium companies (10-249 employees), while Large 

companies were presented by 8 (3.20 %) companies (250 employees & above).  

 

       (8) How many online supplier that you deal with?    
Variable / level Total respondents 

 

Frequency (percent) 

Only One 0 0 % 
More than one 158 100 % 

Total 158 100% 

 
Number of Online Supplier: Most respondents were highly- dealing with more than one 

supplier with 100 %. 

 

       (9) To what extent you use website to conduct transactions?  
Variable / level Total respondents 

 

Frequency (percent) 

Low extent (Sometimes) 50 31.64 % 

Medium (frequency)   53 33.54 % 

Great extent (Often) 22 13.92 % 

Always (Continuously) 33 20.88 % 

Total 158 100% 

 

Usage website: Most respondents were highly- using website to conduct transactions as 

frequency use with 33.54 % and 31.64 % as sometimes and 20.88 % as Always, while 13.92 

% as often.  
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Figure 4.2 Distribution of demographic characteristics (Gender, Age, Educational 

level, Experience, Functional level) & number of e-retailers who participated. 
 

 
 
 
 

  
Figure 4.3 Distribution of General Information (Location, Business industry, Company size, 

Online supplier, Use website) & number of e-retailers who participated. 

 

-:MeasurementUU  

� Nominal Scale: (Online Supplier): 1 (only one), 2 (more than one). 

� Ordinal scale:  (Usages Website):  1 (Sometimes), 2 (frequency), 3 (Often), 4 

(Continuously). 
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4.4.3 Descriptive Statistics for study questions 

Based on previous research model, this chapter presented and described the statistical 

analysis results for the research questions and research hypotheses. The data analysis 

included a descriptive analysis using the means and standard Deviations for the question 

of study. 

Table 4.7 Descriptive Statistics for study questions 

Questions Dimensions  Mean Std. Deviation 

Q1 PCP1 3.8354 .89486 
Q2 PCP2 3.6392 .88309 
Q3 PCP3 3.8038 .86296 
Q4 PCP4 3.7785 1.05651 
Q5 PRI5 3.5633 1.10836 
Q6 PRI6 3.5190 1.05106 

Q7 PRI7 3.8924 .96159 
Q8 PRI8 2.8354 1.15025 
Q9 PRI9 3.1709 1.11842 

Q10 PI10 3.6456 1.10053 
Q11 PI11 3.3101 1.18860 
Q12 PI12 3.3861 1.14949 

Q13 POSR13 4.2025 .97588 
Q14 POSR14 4.3734 .90634 
Q15 POSR15 4.3481 .92335 
Q16 A16 3.1519 1.19541 
Q17 A17 3.6835 1.04722 
Q18 A18 3.5506 1.05606 
Q19 A19 3.3101 1.04608 

Q20 B20 3.7089 .91208 
Q21 B21 3.7215 .85863 
Q22 B22 3.2025 1.07525 
Q23 B23 3.2658 1.06728 
Q24 B24 3.4114 1.04137 
Q25 B2BEC25 4.0190 .93394 

Q26 B2BEC26 4.0886 .88426 
Q27 B2BEC27 4.0696 .88236 
Q28 B2BEC28 4.0823 .95080 
Q29 B2BEC29 3.9937 .92727 
Q30 B2BEC30 3.9937 .94091 

 

Above table it is clear that the highest standard deviation was for question (Q16) 

Attitudinal = 1.19541 with mean 3.1519 this indicate that the answers were less 

homogeneous, and the lowest standard deviation for question (Q21) Behavioural = 

0.85863 with mean 3.7215 
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Descriptives of Main variables and dimensions 
 

Variables Mean Std. Deviation 

PCP 3.7595 0.69155 

PRI 3.3962 0.78537 

PI 3.4473 0.98594 

POSR 4.3080 0.82129 

CMP 3.6804 0.51519 

AL 3.4241 0.90720 

BL 3.4620 0.82165 

EL 3.4451 0.80197 

B2BEC 4.0411 0.74978 
          

     Table 4.8 shows Descriptive statistic for Variables and Dimensions of study 

 

4.5 Study Hypotheses Testing 

4.5.1 HYPOTHESIS H1: There is positive direct affect of Customer Market 

Perceptions (CMP) on B2B EC success in Amman city at level (α ≤ 0.05). 
 
To test this hypothesis, Multiple Regression Analysis (coefficient beta) was used between 

CMP as independent variable, and B2B EC success as dependent variable. As shown in 

below table, the entire model has a significant effect on B2B EC success (0.000 < 0.05).  

Multiple Linear regressions 
 

 

 

 Figure 4.4 multiple linear regressions between (CMP) and (B2B EC) Success  
 

UUHypothesis One 

 

H1 There is positive direct affect of Customer Market Perceptions (CMP) on 
B2B EC success in Amman city at level (α ≤ 0.05). 

SPSS Hypotheses One (H1) are divided into 4 sub-hypotheses as following:- 

H1a There is positive direct affect of Perceived customer power (PCP) on B2B EC 
success in Amman city at level (α ≤ 0.05). 

H1b  There is positive direct affect of Perceived Relationship investment (PRI) on 
B2B EC success in Amman city at level (α ≤ 0.05). 

H1c There is positive direct affect of Perceived Interaction (PI) on B2B EC success 
in Amman city at level (α ≤ 0.05). 

H1d There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
B2B EC success in Amman city at level (α ≤ 0.05). 

 

B2B EC Success  (CMP)  
Customer Market  

Perceptions  



 

 

72

 

 

Multiple Linear Regression Test of Main HYPOTHESIS (H1) 
 (Test Sub-hypotheses H1a, H1b, H1c, H1d)) 

Model Summary 

Model R R Square Adjusted R Square 

1 .389
a
 .152 .129 

a. Predictors: (Constant), POSR, PRI, PCP, PI 

ANOVA 
b
 

Model Sum of Squares Df Mean Square F Sig. 

Regression 13.375 4 3.344 6.832 .000
a
 

Residual 74.886 153 .489   

1 

Total 88.260 157    

a. Predictors: (Constant), POSR, PRI, PCP, PI 

b. Dependent Variable: B2BEC 

Coefficients 
a
 

Unstandardized Coefficients 
Standardized 
Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) 2.205 .453  4.868 .000 

PCP .114 .083 .105 1.376 .171 

PRI .172 .085 .180 2.027 .044 

PI .170 .068 .224 2.520 .013 

1 

POSR .055 .070 .060 .781 .436 

a. Dependent Variable: B2BEC 
 
 

Table 4.9 Multiple Linear regression of  (CMP) and B2B EC Success 

 
UUAccording to table 4.9, the Standardized coefficient (beta) value as following:- 

� Sub-Hypothesis (H1a): There is positive direct effect of Perceived customer power 

(PCP) on B2B EC success in Amman city at level (α ≤ 0.05). 
 

The result of PCP is statically not significant (0.171 > 0.05), This disagrees with sub- 

hypotheses (H1a): there is no effect between the Perceived Customer Power (PCP) and 

(B2B EC success), since t = 1.376 with sig. = 17.1 % > 5%, therefore no significant 

direct effect of (PCP) on (B2B EC success). 
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� Sub-Hypothesis (H1b): There is a positive direct effect of Perceived Relationship 

investment (PRI) on B2B EC success in Amman city at level (α ≤ 0.05). 
 

The result of PRI is statically significant (0.044 < 0.05), This agrees with sub- hypotheses 

(H1b): there is effect between the Perceived Relationship investment (PRI) and (B2B EC 

success), since t = 2.027 with sig. = 4.40 % < 5%, therefore there`s significant direct 

effect of (PRI) on (B2B EC success). 

 

� Sub-Hypothesis (H1c): There is positive direct effect of Perceived Interaction (PI) 

on B2B EC success in Amman city at level (α ≤ 0.05). 

 

The result of PI is statically significant (0.013 < 0.05). This agrees with sub- hypotheses 

(H1c): there is an effect between the Perceived Relationship investment (PI) and (B2B 

EC success), since t = 2.520 with sig. = 1.30 % < 5%, therefore there is  a significant 

direct effect of (PI) on (B2B EC success). 

 

� Sub-Hypothesis (H1d): There is positive direct effect of Perceived Online Shopping 

Risk (POSR) on B2B EC success in Amman city at level (α ≤ 0.05). 
 

The result of POSR is statically not significant (0.436 > 0.05), This disagrees with sub- 

hypotheses (H1d): there is no effect between the Perceived Customer Power (POSR) and 

(B2B EC success), since t = 0.781 with sig. = 43.6 % > 5%, therefore there is  no 

significant direct effect of (POSR) on (B2B EC success). 

 

� Main HYPOTHESIS (H1): There is positive direct affect of Customer Market 
Perceptions (CMP) on B2B EC success in Amman city at level (α ≤ 0.05). 
 

The result of (CMP) is statically significant (0.000 < 0.05), This agrees with the main 

hypothesis (H1): there is effect between the Customer Market Perceptions (CMP) and 

(B2B EC success), since t = 4.868, and F= 6.832 with sig. = 0.00 % < 5%, therefore 

there is  significant direct effect of (CMP) on (B2B EC success). 
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(STEPWISE) regression for Main HYPOTHESIS (H1) 
 

 

 

    

 
 

Figure 4.5 STEPWISE between Customer Market Perceptions (CMP) with all 
dimensions and B2B EC Success 

Model Summary 

Model R R Square F 

PI .333
a
 .111 19.520 

PRI .367
b
 .135 12.052 

Coefficients 
a
 

Unstandardized 
Coefficients 

Standardized 
Coefficients Collinearity Statistics 

Model B Std. Error Beta T Sig. Tolerance VIF 

(Constant) 3.167 .206  15.391 .000   1 

PI .254 .057 .333 4.418 .000 1.000 1.000 

(Constant) 2.834 .261  10.863 .000   

PI .180 .067 .237 2.686 .008 .716 1.397 

2 

PRI .172 .084 .181 2.046 .042 .716 1.397 

a. Dependent Variable: B2BEC 

Excluded Variables 
c
 

Collinearity Statistics 

Model Beta In T Sig. 
Partial 

Correlation Tolerance VIF 

Minimum 
Toleranc

e 

PCP .127
a
 1.684 .094 .134 .995 1.005 .995 

PRI .181
a
 2.046 .042 .162 .716 1.397 .716 

1 

POSR .064
a
 .838 .404 .067 .991 1.010 .991 

PCP .117
b
 1.566 .119 .125 .990 1.010 .713 2 

POSR .081
b
 1.076 .284 .086 .979 1.022 .702 

a. Predictors in the Model: (Constant), PI          c. Dependent Variable: B2BEC 

b. Predictors in the Model: (Constant), PI, PRI 

Table 4.10 STEPWISE between Customer Market Perceptions (CMP) and B2B EC Success 

 
Table 4.10 shows, the stepwise for hypothesis (H1) accept dimensions (PI, PRI) of 
variable (CMP) and excluded dimensions (PCP, POSR) in the end the final model for 
(H1) proves that there is effect of (CMP) included (PI and PRI only) on B2B EC success, 
since VIF= 1.397 and the significant was less than (α ≤ 0.05) for PI dimension the 
significant = 0.008 < 0.05 and for PRI dimension the significant = 0.042< 0.05 which means 
both statically significant. 
 

CMP   
Perceived Customer Power, 

Perceived Relationship Investment, 

Perceived Interaction, Perceived 
Online Shopping Risk   

 

B2B EC Success  
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4.5.2 HYPOTHESIS H2: There is a positive direct effect of Customer Market 

Perceptions (CMP) on E-Loyalty of (e-retailers) in Amman city at level (α ≤ 0.05). 
 

To test this hypothesis, Multiple Linear Regression Analysis (coefficient beta) was used 

between CMP as independent variable, and E-Loyalty as dependent variable. As shown 

in below table, the entire model has a significant effect on E-Loyalty (0.000<0.05).                               

Multiple Linear regressions 

 

 

 

 Figure 4.6 multiple linear regressions between (CMP) and (EL)  

 

UUHypothesis Two 
 

H2 There is positive direct affect of Customer Market Perceptions (CMP) on E-

Loyalty of (e-retailers) in Amman city at level (α ≤ 0.05). 

Spss Hypotheses Two (H2) will divided into 14 sub-hypotheses as following:- 

H2a There is positive direct affect of Perceived customer power (PCP) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2b There is positive direct affect of Perceived Relationship investment (PRI) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2c There is positive direct affect of Perceived Interaction (PI) on Attitudinal 
Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2d There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2e There is positive direct affect of Customer Market Perception (CMP) on 
Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

H2f There is positive direct affect of Perceived customer power (PCP) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2g There is positive direct affect of Perceived Relationship investment (PRI) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2h There is positive direct affect of Perceived Interaction (PI) on Behavioral 
Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2i There is positive direct affect of Perceived Online Shopping Risk (POSR) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2j There is positive direct affect of Customer market Perception (CMP) on 
Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

H2k There is positive direct affect of Perceived customer power (PCP) on E- Loyalty 
(EL) in Amman city at level (α ≤ 0.05). 

H2l There is positive direct affect of Perceived Relationship investment (PRI) on E-
Loyalty (EL) in Amman city at level (α ≤ 0.05). 

H2m There is positive direct affect of Perceived Interaction (PI) on E-Loyalty (EL) in 
Amman city at level (α ≤ 0.05). 

H2n There is positive direct affect of Perceived Online Shopping Risk (POSR) on E- 
Loyalty (EL) in Amman city at level (α ≤ 0.05). 

 

E-Loyalty  (CMP)  
Customer Market  

Perceptions  
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Multiple Linear Regression Test of HYPOTHESIS (H2)  

((Sub-Hypotheses H2a, H2b, H2c, H2d and H2e)) 

Model Summary 

Model R R Square Adjusted R Square 

1 .662
a
 .438 .423 

a. Predictors: (Constant), POSR, PRI, PCP, PI 

ANOVA
 b

 

Model Sum of Squares df Mean Square F Sig. 

Regression 56.592 4 14.148 29.807 .000
a
 

Residual 72.622 153 .475   

1 

Total 129.214 157    

a. Predictors: (Constant), POSR, PRI, PCP, PI 

b. Dependent Variable: AL 

Coefficients 
a
 

Unstandardized Coefficients 
Standardized 
Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) .514 .446  1.152 .251 

PCP .054 .082 .041 .662 .509 

PRI .406 .084 .351 4.856 .000 

PI .366 .067 .397 5.491 .000 

1 

POSR .016 .069 .015 .232 .817 

a. Dependent Variable: Attitudinal Loyalty (AL) 
 
 
 

Table 4.11 Multiple Linear regression of  (CMP) and Attitudinal Loyalty (AL) 

 
UUAccording to table 4.11, the Standardized coefficient (beta) value as following:- 

� Sub-Hypothesis (H2a): There is a positive direct effect of Perceived customer 

power (PCP) on Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 
 

The result of PCP is statically not significant (0.509 > 0.05), This disagrees with sub- 

hypotheses (H2a): there is no effect between the Perceived Customer Power (PCP) and 

Attitudinal Loyalty (AL), since t = 0.662 with sig. = 50.9 % > 5%, therefore no 

significant direct effect of (PCP) on (AL). 
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� Sub-Hypothesis (H2b): There is a positive direct effect of Perceived Relationship 

investment (PRI) on Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 
 

The result of PRI is statically significant (0.000 < 0.05), This agrees with sub- hypothesis 

(H2b): there is an effect between the Perceived Relationship investment (PRI) and 

Attitudinal Loyalty (AL), since t = 4.856 with sig. = 0.00 % < 5%, therefore there`s 

significant direct effect of (PRI) on (AL). 

 

� Sub-Hypothesis (H2c): There is positive direct affect of Perceived Interaction (PI) 

on Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 

 

The result of PI is statically significant (0.000 < 0.05), This agrees with sub- hypothesis 

(H2c): there is effect between the Perceived Interaction (PI) and Attitudinal Loyalty 

(AL), since t = 5.491 with sig. = 0.00 % < 5%, therefore there`s significant direct effect 

of (PI) on (AL). 

 

� Sub-Hypothesis (H2d): There is positive direct affect of Perceived Online Shopping 

Risk (POSR) on Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 
 

The result of POSR is statically not significant (0.817 > 0.05). This disagrees with sub- 

hypothesis (H2d): there is no effect between the Perceived Online Shopping Risk 

(POSR) and Attitudinal Loyalty (AL), since t = 0.232 with sig. = 81.7 % > 5%, therefore 

is no significant direct effect of (POSR) on (AL). 

 

� Sub-HYPOTHESIS (H2e): There is positive direct affect of Customer Market 
Perception (CMP) on Attitudinal Loyalty (AL) in Amman city at level (α ≤ 0.05). 
 

The result of (CMP) is statically no significant (0.251 > 0.05), This agrees with sub-

hypothesis (H2e): there is no effect between the Customer Market Perceptions (CMP) 

and Attitudinal Loyalty (AL), since t = 1.152 , and F= 29.807 with sig. = 25.1 %  > 5%, 

therefore there`s no significant direct effect of (CMP) on (AL). 
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(STEPWISE) regression for Sub-Hypothesis (H2e) 
 

 

    

 
 
 

Figure 4.7 STEPWISE between Customer Market Perception (CMP) and Attitudinal Loyalty 
(AL) 

Model Summary 

Model R R Square F Std. Error of the Estimate 

PI .589a .347 82.832 .73554 

PI, PRI .660b .436 59.875 .68578 

Coefficients a 

Unstandardized Coefficients 

Standardized 
Coefficients 

Collinearity 
Statistics 

Model B Std. Error Beta T Sig. Tolerance VIF 

(Constant) 1.556 .213  7.291 .000   1 

PI .542 .060 .589 9.101 .000 1.000 1.000 

(Constant) .769 .255  3.017 .003   

PI .369 .066 .401 5.623 .000 .716 1.397 

2 

PRI .407 .082 .353 4.946 .000 .716 1.397 

a. Dependent Variable: A           VIF of PI and PRI = 1.397 < 5 which mean no problem. 
 

 
As above table 4.12, the stepwise for hypothesis (H2e) accept dimensions (PI, PRI) of 
variable (CMP) and excluded dimensions (PCP, POSR) in the end the final model for  
 

 

 

 

 

Excluded Variables 
c
 

Collinearity Statistics 

Model Beta In T Sig. 
Partial 

Correlation Tolerance VIF 
Minimum 
Tolerance 

PCP .064
a
 .981 .328 .079 .995 1.005 .995 

PRI .353
a
 4.946 .000 .369 .716 1.397 .716 

1 

POSR -.010-
a
 -.153- .878 -.012- .991 1.010 .991 

PCP .044
b
 .726 .469 .058 .990 1.010 .713 2 

POSR .023
b
 .373 .710 .030 .979 1.022 .702 

a. Predictors in the Model: (Constant), PI           b. Predictors in the Model: (Constant), PI, PRI 
 

Table 4.12 STEPWISE between Customer Market Perception (CMP) & Attitudinal Loyalty (AL) 

CMP 
Perceived Customer Power, 

Perceived Relationship 

Investment, Perceived Interaction, 

Perceived Online Shopping Risk   

Attitudinal 

Loyalty (A)  
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Multiple Linear Regression Test of HYPOTHESIS (H2)  
 ((Sub-Hypotheses H2f, H2g, H2h, H2i and H2j)) 

Model Summary 

Model R R Square Adjusted R Square 

1 .554
a
 .307 .289 

a. Predictors: (Constant), POSR, PRI, PCP, PI 

ANOVA 
b
 

Model 
Sum of 
Squares df Mean Square F Sig. 

Regression 32.534 4 8.133 16.941 .000
a
 

Residual 73.458 153 .480   

1 

Total 105.992 157    

a. Predictors: (Constant), POSR, PRI, PCP, PI 

b. Dependent Variable: B 

Coefficients
 a

 

Unstandardized Coefficients 
Standardized 
Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) 1.288 .449  2.872 .005 

PCP .042 .082 .035 .514 .608 

PRI .348 .084 .332 4.137 .000 

PI .246 .067 .295 3.673 .000 

1 

POSR .003 .069 .003 .045 .964 

a. Dependent Variable: BL 
 

Table 4.13 Multiple Linear regression of  (CMP) and Behavioral  Loyalty (BL) 

 
UUAccording to table 4.13, the Standardized coefficient (beta) value as following:- 

 

� Sub-Hypothesis (H2f): There is a positive direct effect of Perceived customer power 

(PCP) on Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 
 

The result of PCP is statically not significant (0.608 > 0.05), This disagrees with sub- 

hypotheses (H2f): there is no effect between the Perceived Customer Power (PCP) and 

Behavioral Loyalty (AL), since t = 0.514 with sig. = 60.8 % > 5%, therefore no 

significant direct effect of (PCP) on (BL). 
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� Sub-Hypothesis (H2g): There is a positive direct effect of Perceived Relationship 

investment (PRI) on Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 
 

The result of PRI is statically significant (0.000 < 0.05). This agrees with sub- hypothesis 

(H2g): there is an effect between the Perceived Relationship investment (PRI) and 

Behavioral Loyalty (BL), since t = 4.137 with sig. = 0.00 % < 5%, therefore there`s 

significant direct effect of (PRI) on (BL). 

 

� Sub-Hypothesis (H2h): There is positive direct affect of Perceived Interaction (PI) 

on Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 

 

The result of PI is statically significant (0.000 < 0.05), This agrees with sub- hypothesis 

(H2h): there is effect between the Perceived Interaction (PI) and Behavioral Loyalty 

(BL), since t = 3.673 with sig. = 0.00 % < 5%, therefore there`s significant direct effect 

of (PI) on (BL). 

 

� Sub-Hypothesis (H2i): There is a positive direct effect of Perceived Online 

Shopping Risk (POSR) on Behavioral Loyalty (BL) in Amman city at level (α ≤ 

0.05). 

 

The result of POSR is statically not significant (0.964 > 0.05), This disagrees with sub-

hypothesis (H2d): there is no effect between the Perceived Online Shopping Risk 

(POSR) and Behavioral Loyalty (BL), since t = .045 with sig. = 96.4 % > 5%, therefore 

is no significant direct effect of (POSR) on (BL). 

 

� Sub-HYPOTHESIS (H2j): There is positive direct affect of Customer market 
Perception (CMP) on Behavioral Loyalty (BL) in Amman city at level (α ≤ 0.05). 
 

The result of (CMP) is statically significant (0.005 < 0.05), This disagrees with the sub-

hypothesis (H2e): there is  effect between the Customer Market Perceptions (CMP) and 

Behavioral Loyalty (BL), since t = 2.872, and F= 16.941 with sig. = 0.5 %  < 5%, 

therefore there`s  significant direct effect of (CMP) on (BL). 
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 (STEPWISE) regression for Sub-Hypothesis (H2j) 
 

 

 

    

 
 
 

Figure 4.8  STEPWISE between Customer Market Perception (CMP) and Behavioral Loyalty  
 

Model Summary 

Model R R Square F Std. Error of the Estimate 

PRI .493
a
 .243 50.118 .71710 

PRI, PI .553
b
 .306 34.129 .68902 

Coefficients a 

Unstandardized 
Coefficients 

Standardized 
Coefficients Collinearity Statistics 

Model B Std. Error Beta T Sig. Tolerance VIF 

(Constant) 1.710 .254  6.733 .000   1 

PRI .516 .073 .493 7.079 .000 1.000 1.000 

(Constant) 1.421 .256  5.549 .000   

PRI .351 .083 .335 4.241 .000 .716 1.397 

2 

PI .246 .066 .296 3.738 .000 .716 1.397 

 a. Dependent Variable: B 

Excluded Variables
 c

 

Collinearity Statistics 

Model Beta In T Sig. 
Partial 

Correlation Tolerance VIF 
Minimum 
Tolerance 

PCP .041
a
 .592 .555 .047 .991 1.009 .991 

PI .296
a
 3.738 .000 .288 .716 1.397 .716 

1 

POSR .039
a
 .557 .578 .045 .998 1.002 .998 

PCP .035
b
 .517 .606 .042 .990 1.010 .713 2 

POSR .004
b
 .059 .953 .005 .979 1.022 .702 

a. Predictors in the Model: (Constant), PRI               c. Dependent Variable: B 

b. Predictors in the Model: (Constant), PRI, PI 

Table  4.14 STEPWISE between Customer Market Perception (CMP) and Behavioral Loyalty 

 

The table 4.14 shows, the stepwise for sub-hypothesis (H2j) accept (PI, PRI) as strong 
dimensions of variable Customer Market Perceptions (CMP) and excluded dimensions 
(PCP, POSR) in the end the final model for (H2j) prove that there is effect of (CMP) 
included (PI and PRI only) on B2B EC success, since VIF= 1.397 and the significant 
was less than (α ≤ 0.05) for PI dimension the significant = 0.000 < 0.05 and for PRI 
dimension the significant = 0.000< 0.05 which means both statically significant. 

 
 
 

CMP   
Perceived Customer Power, 

Perceived Relationship Investment, 

Perceived Interaction, Perceived 

Online Shopping Risk   

Behavioral 

Loyalty (BL)  
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Multiple Linear Regression Test of Hypothesis (H2)  

((Sub-Hypotheses H2k, H2l, H2m, H2n)) 
 

Model Summary 

Model R R Square Adjusted R Square 

1 .648
a
 .419 .404 

a. Predictors: (Constant), POSR, PRI, PCP, PI 

ANOVA
 b

 

Model 
Sum of 
Squares Df Mean Square F Sig. 

Regression 42.350 4 10.587 27.631 .000
a
 

Residual 58.625 153 .383   

1 

Total 100.975 157    

a. Predictors: (Constant), POSR, PRI, PCP, PI 

b. Dependent Variable: EL 

Coefficients
 a
 

Unstandardized Coefficients 
Standardized 
Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) .944 .401  2.356 .020 

PCP .047 .073 .041 .647 .518 

PRI .374 .075 .366 4.974 .000 

PI .299 .060 .368 5.001 .000 

1 

POSR .005 .062 .005 .087 .931 

a. Dependent Variable: EL 
 

Table 4.15 Multiple Linear regression of  (CMP) and E- Loyalty (EL) 

 

UUAccording to table 4.15, the Standardized coefficient (beta) value as following:- 

� Sub-Hypothesis (H2k): There is a positive direct effect of Perceived customer 

power (PCP) on E- Loyalty (EL) in Amman city at level (α ≤ 0.05). 

 

The result of PCP is statically not significant (0.518 > 0.05), This disagrees with the 

hypotheses (H2k): there is no effect between the Perceived Customer Power (PCP) and 

E-Loyalty (EL), since t = 0.647 with sig. = 51.8 % > 5%, therefore no significant direct 

effect of (PCP) on (EL). 
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� Sub-Hypothesis (H2l): There is a positive direct effect of Perceived Relationship 

investment (PRI) on E-Loyalty (EL) in Amman city at level (α ≤ 0.05). 
 

The result of PRI is statically significant (0.000 < 0.05), This agrees with the hypothesis 

(H2l): there is an effect between the Perceived Relationship investment (PRI) and E-

Loyalty (EL), since t = 4.974 with sig. = 0.00 % < 5%, therefore there`s significant direct 

effect of (PRI) on (EL). 

 

� Sub-Hypothesis (H2m): There is positive direct affect of Perceived Interaction (PI) 

on E-Loyalty in Amman city at level (α ≤ 0.05). 

 

The result of PI is statically significant (0.000 < 0.05), This agrees with the hypothesis 

(H2m): there is effect between the Perceived Interaction (PI) and E- Loyalty (EL), since t 

= 5.001 with sig. = 0.00 % < 5%, therefore there is a significant direct effect of (PI) on 

(BL). 

 

� Sub-Hypothesis (H2n): There is positive direct affect of Perceived Online Shopping 

Risk (POSR) on E- Loyalty (EL) in Amman city at level (α ≤ 0.05). 
 

The result of POSR is statically not significant (0.931 > 0.05), This disagrees with the 

hypothesis (H2n): there is no effect between the Perceived Online Shopping Risk 

(POSR) and E-Loyalty (EL), since t = .087 with sig. = 93.1 % > 5%, therefore is no 

significant direct effect of (POSR) on (EL). 

 

� Main HYPOTHESIS (H2): There is positive direct affect of Customer Market 

Perceptions (CMP) on E- Loyalty (EL) in Amman city at level (α ≤ 0.05). 
 

The result of (CMP) is statically significant (0.020 < 0.05), This disagrees with the main 

hypothesis (H2): there is  effect between the Customer Market Perceptions (CMP) and E-

Loyalty (EL), since t = 2.356, and F= 27.631 with sig. = 2 %  < 5%, therefore there`s  

significant direct effect of (CMP) on (EL). 
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 (STEPWISE) regression for Main Hypothesis (H2) 
 

 

    

 
 
 
 
 
 

Figure 4.9  STEPWISE between Customer Market Perceptions (CMP) and E-Loyalty 
(EL) 

 

Model Summary 

Model R R Square F Std. Error of the Estimate 

PI .566
a
 .321 73.597 .66317 

PI, PRI .646
b
 .418 55.577 .61594 

ANOVA 
c
 

Model Sum of Squares Df Mean Square F Sig. 

Regression 32.367 1 32.367 73.597 .000
a
 

Residual 68.608 156 .440   

1 

Total 100.975 157    

Regression 42.171 2 21.085 55.577 .000
b
 

Residual 58.805 155 .379   

2 

Total 100.975 157    

Excluded Variables 
c
 

Collinearity Statistics 

Model Beta In T Sig. 
Partial 

Correlation Tolerance VIF 
Minimum 
Tolerance 

PCP .062
a
 .944 .347 .076 .995 1.005 .995 

PRI .368
a
 5.083 .000 .378 .716 1.397 .716 

1 

POSR -.020-
a
 -.307- .759 -.025- .991 1.010 .991 

PCP .042
b
 .681 .497 .055 .990 1.010 .713 2 

POSR .014
b
 .221 .825 .018 .979 1.022 .702 

a. Predictors in the Model: (Constant), PI                                       c. Dependent Variable: EL 

b. Predictors in the Model: (Constant), PI, PRI 

Table 4.16 STEPWISE between Customer Market Perceptions (CMP) and E-Loyalty (EL) 

 

The table 4.16 shows, the stepwise for hypothesis (H2) accept dimensions (PI, PRI) of 
variable (CMP) and excluded dimensions (PCP, POSR) in the end the final model for 
(H2) prove that there is effect of (CMP) included (PI and PRI only) on E-Loyalty (EL), 
since VIF= 1.397 and the significant was less than (α ≤ 0.05) for PI dimension the 
significant = 0.000 < 0.05 and for PRI dimension the significant = 0.000< 0.05 which mean 
both statically significant. 
 

 

CMP   
Perceived Customer Power, 

Perceived Relationship 

Investment, Perceived 

Interaction, Perceived Online 

Shopping Risk   
 

E-Loyalty  
Attitudinal (A)  
Behavioral (B)  
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4.5.3 HYPOTHESIS H3: There is a positive direct effect of E-Loyalty of (e-retailers) 

on B2B EC success in Amman city at level (α ≤ 0.05). 

 
 

To test this hypothesis, Multiple Linear Regression Analysis (coefficient beta) was used 

between (EL) as independent variable, and (B2B EC) success as dependent variable. As 

shown in below table, the entire model has a significant effect on B2B EC success 

(0.000<0.05).  

 

UUHypothesis Three 
 

H3 There is positive direct affect of E-Loyalty of (e-retailers) on B2B EC success 

in Amman city at level (α ≤ 0.05). 

Spss Hypotheses Three (H3) will divided into 2 sub-hypotheses as following:- 

H3a There is a positive direct affect of Attitudinal Loyalty (AL) on B2B EC success 

in Amman city at level (α ≤ 0.05). 

H3b There is positive a direct affect of Behavioral Loyalty (BL) on B2B EC success 

in Amman city at level (α ≤ 0.05). 

 
To test this hypothesis (H3), Multiple Regression Analysis (coefficient beta) was used 

between (EL) as independent variable, and (B2B EC) success as dependent variable. As 

shown in table 4.17, the entire model has a significant effect on B2B EC success (0.000 

< 0.05). With F = 29.57 and R2 explains 27.6 % of the variance related to E-Loyalty and 

consequently supports hypothesis H3. 

 

         Multiple Linear regressions 
 

 

 

 

    

Figure 4.10 multiple linear regressions between E-Loyalty (EL) and B2B EC Success 

 

  

 

E-Loyalty 

(EL)  
B2B EC 

Success 
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Multiple Linear Regression Test of Main HYPOTHESIS (H3) 
((Test Hypotheses of H3a, H3b)) 

 

Model Summary 

Model R R Square Adjusted R Square 

1 .526
a
 .276 .267 

a. Predictors: (Constant), B, A 

ANOVA 
b
 

Model 
Sum of 
Squares Df Mean Square F Sig. 

Regression 24.380 2 12.190 29.578 .000
a
 

Residual 63.880 155 .412   

1 

Total 88.260 157    

a. Predictors: (Constant), B, A 

b. Dependent Variable: B2BEC 

Coefficients 
a
 

Unstandardized Coefficients 
Standardized 
Coefficients 

Model B Std. Error Beta T Sig. 

(Constant) 2.386 .227  10.490 .000 

AL .008 .084 .010 .095 .924 

1 

BL .486 .093 .533 5.247 .000 

a. Dependent Variable: B2BEC 
 

Table 4.17 Multiple Linear regression of  E-Loyalty (EL) and (B2B EC) Success 

 
UUAccording to table 4.17, the Standardized coefficient (beta) value as following:- 

� Sub-Hypothesis (H3a): There is a positive direct affect of Attitudinal Loyalty (AL) 

on B2B EC success in Amman city at level (α ≤ 0.05). 

 

The result of (AL) is statically not significant (0.924 > 0.05), This disagrees with the 

hypotheses (H3a): there is no effect between the Attitudinal Loyalty (AL) and Business 

to Business electronic commerce (B2B EC) Success, since t = 0.095 with sig. = 92.4 % > 

5%, therefore no significant direct effect of (AL) on (B2B EC success). 

 

� Sub-Hypothesis (H3b): There is a positive direct affect of Behavioral Loyalty (BL) 

on (B2B EC) success in Amman city at level (α ≤ 0.05). 

 

The result of (BL) is statically significant (0.000 < 0.05), This agrees with the hypothesis 

(H3b): there is effect between the Behavioral Loyalty (BL) and Business to Business 



 

 

87

electronic an commerce (B2B EC) success , since t = 5.247 with sig. = 0.00 % < 5%, 

therefore there is significant direct effect of (BL) on (B2B EC success). 

 

� Main HYPOTHESIS (H3): There is positive direct affect of E-Loyalty (EL) on 

(B2B) Electronic Commerce Success in Amman city at level (α ≤ 0.05). 
 

The result of (EL) is statically significant (0.000 < 0.05), This agrees with the main 

hypothesis (H3): there is an effect between the E-Loyalty (EL) and (B2BEC) Success, 

since t = 10.49, and F= 29.578 with sig. = 0.000 % < 5%, therefore there`s  significant 

direct effect of (CMP) on (EL). 

 

 

(STEPWISE) regression for Main Hypothesis (H3) 
 

 

 

    

Figure 4.11 STEPWISE between E-Loyalty and B2B EC Success 

 
Model Summary 

Model R R Square F Std. Error of the Estimate 

BL .526
a
 .276 59.525 .63993 

a. Predictors: (Constant), BL                         b. Dependent Variable: B2B EC 

Excluded Variables 
b
 

Collinearity Statistics 

Model Beta In T Sig. 
Partial 

Correlation Tolerance VIF 
Minimum 
Tolerance 

1  AL -.010-
a
 -.095- .924 -.008- .453 2.207 .453 

a. Predictors in the Model: (Constant), BL                  b.  Dependent Variable: B2BEC 

 
Table 4.18 STEPWISE between E-Loyalty and B2B EC Success 

 
The table 4.18 shows, the stepwise for hypothesis (H3) accept dimension Behavioral 

Loyalty (BL) of variable E-Loyalty (EL) and excluded dimension Attitudinal Loyalty 

(AL) in the end the final model for (H3) prove that there is an effect of (EL) included 

Coefficients a 

Unstandardized 
Coefficients 

Standardized 
Coefficients Collinearity Statistics 

Model B Std. Error Beta T Sig. Tolerance VIF 

(Constant) 2.381 .221  10.767 .000   1 

   BL .480 .062 .526 7.715 .000 1.000 1.000 

E-Loyalty 
Attitudinal (A) 

Behavioral (B)  

B2B EC Success  
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(BL only) on (B2B EC success), since VIF= 1.000 and the significant was less than (α ≤ 

0.05) for (BL) dimension the significant = 0.000 < 0.05 which means statically 

significant. 

 

 
4.5.4 HYPOTHESIS H4: There is positive indirect affect of Customer Market 

Perceptions (CMP) on B2B EC success through E-Loyalty of (e-retailers) as mediator 
in Amman city at level (α ≤ 0.05). 
 

 

To test this hypothesis, Multiple Regression Analysis (coefficient beta) was used between 

(CMP) as independent variable, and (B2B EC) success as dependent variable via (EL). As 

shown in below table, the entire model has a significant effect on B2B EC success 

(0.000<0.05) through E-Loyalty.  

 

 

                                                                                        

                                                           H4                                            

                                             

                                                        

               Figure 1.12 shows hypothesis (H4) model 

 

UUHypothesis Fourth 

 

H4 There is positive indirect affect of Customer Market Perceptions (CMP) on 
B2B EC success through E-Loyalty of (e-retailers) as mediator in Amman city 
at level (α ≤ 0.05). 

 Path Analysis – The researcher used AMOS 7 software to test H4 

 

 

 

 

 

Customer Market 

Perceptions (CMP) 
 (B2B EC) Success 

 

E- Loyalty 
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The first step to test 4th hypothesis is to verify if the assumption of no " Multi-

Collinearity " , Which means no higher correlation between independent variables and 

mediator variables , before starting with path analysis as a tool to test hypothesis. 

It is clear that independent variable "CMP "and mediator variable "EL while "B2BEC " 

is dependent variable. The researcher used the multiple regression, the results in the 

following table (4.19). 

Table (4.19) AMOS 7 : (CMP and EL on B2BEC)* 

Regression Coefficient 
DV R2 F D.F Sig* 

ID β SE T Sig* 

2 CMP .141 .124 1.657 .100 
B2BEC .256 26.606 

155 
0.000 

EL .410 .080 4.815 .000 

*significant if sig ≤ 0.05 

    First of all, the multiple linear regression is a good fitting for the relationship 

between three study factors. Since F test (26.60), which indicator a significance model to 

represent the relationship. CMP and EL explains (25.6 %) of the differences in B2BEC 

values. Increasing one degree in the CMP will increase B2BEC ( 0.124 ) , this is a direct 

effect and it is t test ( 1.657 ) associate with it is  not significant because ( sig = .100 >  

0.05 = α) ,while increasing one degree in the EL will increase B2BEC ( 0.410 ) , this 

direct effect significant ,where it is t test ( 4.815 ) and associate ( sig =.000< .05). For the 

multi-Collinearity, the indicator Tolerance equal to (0.662) which is greater than (0.1) 

the value that may be a problem between independent variables, After satisfied the 

assumptions of path analysis, Researcher used Amos 7 software to test the fourth 

hypothesis. Figure (4.13) presents the model study paths. 
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Figure (4.13): Study Path Model (CMP, EL, B2BEC) 
 

CMP

.34

EL

.26

B2BEC

.5
8 .4

1

.14

e1

e2

  
  

The numbers on path arrow are the direct effects from independents on dependent 

variable, (in italic font), while the numbers above rectangular are the coefficient of 

variation, (in bold font), so the CMP direct effect on EL equal to (0.58), the CMP direct 

effect on B2BEC equal to (0.14) and E-Loyalty (EL) direct effect on B2BEC equal to 

(0.41), one of these direct effects is not as mentioned above. 

(CMP) explain (R2=34%) in the differences (EL) values, while (R2=26 %) of the 

differences in B2BEC explained by independent variable (CMP) and mediator variable 

(EL). 

Table (4.20) summaries the results of 4th hypothesis such as direct, indirect and total 
effects of study model factors. 
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Table (4.20) AMOS 7 Direct, indirect, total effects in path analysis  

 Direct  Effect Indirect  Effect Total  Effect 

From 

To 
CMP EL CMP EL CMP EL 

EL .582 ------ ------ ------ .582 ------ 

B2BEC .141 .410 .239 ------ .380 .410 

 
Only one indirect effect appears in above table (4-20), this indirect effect (0.239) belong 

to Customer Market perceptions (CMP) on (B2B EC success) through E-Loyalty (EL), 

this result increases the total effect of (CMP) on (B2B EC success) to reach (0.380). 

Finally, some goodness of fit indicators to study model are computed, the following table 

(4.21) views it. 

Table (4.21) AMOS 7 

Indicators Goodness of Fit for Study Model  

Chi 
2

χχχχ 

Square 
D.F 

Chi 

Square / 

D.F 

Sig NFI CFI GFI RAMSA 

79.981 51 1.919 0.000 .894 .961 .945 0.077 

• GFI :  Goodness of fit index must Proximity to one 

• NFI :  The Bentler - Bonett  normed fit index  

• CFI: The comparative fit index 

• RMSEA: Root Mean Square Error of Approximation must Proximity to zero 

 

From above table (4.21), we observe that there is a significant impact of 

optimizing the (CMP) on  (B2BEC) through (EL) .The Chi2 was (79.981) at level (α ≤ 

0.05)., and after divided it on degree of freedom , the result equal (1.919) which is less 

than 3 as an indicator in many literature ,  Whereas the Goodness of fit index , (GFI) 

equal to  (0.945) which closed to ( 0.95 ) as an lower bound in (GFI) , according to many 

researches , The comparative fit index , (CFI) equal to (0.961) and more than 0.95 the 

lower bound for consideration a great  fit , Root Mean Square Error of Approximation, 

RAMSA equal to ( 0.077) which is near to zero for that it is acceptable in moderate 

category in goodness fit based on this indicator . In same side the (NFI) equal (0.894) 
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closed to (0.90). According to all results in path analysis, and the goodness of fit 

indicators (GFI) our conclusion that the fourth main hypothesis is true, in other words :  

"CMP has an indirect effect on B2BEC through EL a mediator variable ". 

 

 

 

 

 

 

 

 

4.5.5 Summary of study Hypotheses results 

 

 

 

 

 

 

Table 4.40 Summary of the Results Research hypotheses  

Research Hypothesis (H1) 

H1: There is positive direct effect of Customer Market Perceptions (CMP) on B2B EC 

success in Amman city at level (0.000 ≤ 0.05). 
UUTest result UU: Agreed and significant (0% < 5%) supporting hypothesis H1. 

H1a: There is NO positive direct affect of Perceived customer power (PCP) on B2B EC 
success in Amman city at level (0.171 >0.05).  

UUTest resultUU: Disagreed and not significant (17.1 % > 5%) not supporting hypothesis H1a. 
 

H1b: There is positive direct affect of Perceived Relationship investment (PRI) on B2B EC 
success in Amman city at level (0.044 ≤ 0.05). 

UUTest result UU: Agreed and significant (4.40% < 5%) supporting hypothesis H1b. 
 

H1c: There is positive direct affect of Perceived Interaction (PI) on B2B EC success in 
Amman city at level (0.013 ≤ 0.05). 

UUTest result UU: Agreed and significant (1.30% < 5%) supporting hypothesis H1c. 
 

H1d: There is NO positive direct affect of Perceived Online Shopping Risk (POSR) on B2B 
EC success in Amman city at level (0.436 > 0.05). 

UUTest resultUU: Disagreed and not significant (43.6 % > 5%) not supporting hypothesis H1d. 
 
 

Research Hypothesis (H2) 

H2: There is positive direct affect of Customer Market Perceptions (CMP) on E-Loyalty of 
(e-retailers) in Amman city at level (0.020 ≤ 0.05). 
UUTest result UU: Agreed and significant (2% < 5%) supporting hypothesis H2. 

H2a: There is NO positive direct affect of Perceived customer power (PCP) on Attitudinal 
Loyalty (AL) in Amman city at level (0.509 > 0.05).  

UUTest resultUU: Disagreed and not significant (0.50.9% > 5%) not support hypotheses H2a. 
 

H2b: There is positive direct affect of Perceived Relationship investment (PRI) on Attitudinal 
Loyalty (AL) in Amman city at level (0.000 ≤ 0.05).  

UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H2b. 
 

H2c: There is positive direct affect of Perceived Interaction (PI) on Attitudinal Loyalty (AL) 
in Amman city at level (0.000 ≤ 0.05). 

UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypotheses H2c. 
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H2d: There is NO positive direct affect of Perceived Online Shopping Risk (POSR) on 
Attitudinal Loyalty (AL) in Amman city at level (0.817 > 0.05).  

UUTest resultUU: Disagreed and not significant (81.7% > 5%) not supporting hypothesis H2d. 
 

H2e: There is NO positive direct affect of Customer Market Perception (CMP) on Attitudinal 
Loyalty (AL) in Amman city at level (0.251 > 0.05). 

UUTest result UU: Disagreed and significant (25.1% > 5%) supporting hypothesis H2e. 
 

H2f: There is NO positive direct affect of Perceived customer power (PCP) on Behavioral 
Loyalty (BL) in Amman city at level (0.608 > 0.05).  

UUTest resultUU: Disagreed and not significant (60.8% > 5%) not supporting hypothesis H2f. 
 

H2g: There is positive direct affect of Perceived Relationship investment (PRI) on Behavioral 
Loyalty (BL) in Amman city at level (0.000 ≤ 0.05). 

UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H2g. 
 

H2h: There is positive direct affect of Perceived Interaction (PI) on Behavioral Loyalty (BL) 
in Amman city at level (α ≤ 0.05). 

UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H2h. 
 

H2i: There is NO positive direct affect of Perceived Online Shopping Risk (POSR) on 
Behavioral Loyalty (BL) in Amman city at level (0.964 > 0.05). 

UUTest resultUU: Disagreed and not significant (96.4% > 5%) not supporting hypothesis H2i. 
 

H2j: There is positive direct affect of Customer market Perception (CMP) on Behavioral 
Loyalty (BL) in Amman city at level (0.005 ≤ 0.05). 

UUTest result UU: Agreed and significant (0.5% < 5%) supporting hypothesis H2j. 
 

H2k: There is NO positive direct affect of Perceived customer power (PCP) on E- Loyalty 
(EL) in Amman city at level (0.518 > 0.05). 

UUTest resultUU: Disagreed and not significant (51.8% > 5%) not supporting hypothesis H2k. 
 

H2l: There is positive direct affect of Perceived Relationship investment (PRI) on E-Loyalty 
(EL) in Amman city at level (0.000 ≤ 0.05). 

UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H2l. 
 

H2m: There is positive direct affect of Perceived Interaction (PI) on E-Loyalty in Amman city 
at level (0.000 ≤ 0.05). 

UUTest result UU: Agreed and significant (0.00% <5%) supporting hypothesis H2m. 
 

H2n: There is NO positive direct affect of Perceived Online Shopping Risk (POSR) on E- 
Loyalty (EL) in Amman city at level (0.931 > 0.05). 

UUTest resultUU: Disagreed and not significant (93.1% > 5%) not supporting hypothesis H2n. 
 

Research Hypothesis (H3) 

H3: There is positive direct affect of E-Loyalty of (e-retailers) on B2B EC success in 
Amman city at level (0.000 ≤ 0.05). 
UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H3. 

H3a: There is NO positive direct effect of Attitudinal Loyalty (AL) on B2B EC success in 
Amman city at level (0.924> 0.05). 
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UUTest result UU: Agreed and significant (92.4% < 5%) supporting hypothesis H3a. 
 

H3b: There is positive direct effect of Behavioral Loyalty (BL) on B2B EC success in Amman 
city at level (0.000 ≤ 0.05). 
UUTest result UU: Agreed and significant (0.00% < 5%) supporting hypothesis H3b. 
 

Research Hypothesis (H4) 

H4: There is positive indirect effect of Customer Market Perceptions (CMP) on B2B EC 

success through E-Loyalty as Mediator in Amman City at level (0.000 ≤ 0.05). 
UUTest result UU: Agreed and significant (0.00% < 5%) supporting main hypothesis H4. 
 

 

 

4.5.6 Summary of study Stepwise regression 

Stepwise multiple regressions were used to determine the best model 

Table 4.41 Summary of the results STEPWISE regression 

Test Stepwise for (H1) direct effect: accept (PI, PRI) as strong dimensions with VIF= 
1.397 < 5 and reject (PCP, POSR) as weak dimensions. 
 

Test Stepwise for (H2) direct effect: accept (PI, PRI) as strong dimensions with VIF= 
1.397 < 5 and reject (PCP, POSR) as weak dimensions. 
 
*Test Stepwise for (H2e): accept (PI, PRI) as strong dimensions with VIF= 1.397 < 5 
and reject (PCP, POSR) as weak dimensions. 
*Test Stepwise for (H2j): accept (PRI PI) as strong dimensions with VIF= 1.397 < 5 
and reject (PCP, POSR) as weak dimensions. 
 

Test Stepwise for (H3) direct effect: accept (BL) as strong dimension with VIF= 1.00 
< 5 and reject (AL) as weak dimension. 
 

Test Stepwise for (H4) indirect effect: accept PI, PRI as strong dimensions with VIF= 
1.397 < 5 and reject (PCP, POSR) and consider it as weak dimensions. Also accept 
(BL) as strong dimension with VIF=1.00 < 5 And reject (AL) as weak dimension. 
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5.1 Conclusion  
 

  
5.1.1 Result Analysis of demographic characteristics 

Based on the statistical analysis presented in the previous chapter; this chapter presents 

the key results from the analysis and discusses. Key finding from this research can be 

summarized as follows :  

The findings gained from analyzing demographic variables, frequency and proportion for 

each variable are articulated as per the survey categories. More precisely, findings show 

that the individuals within small, medium and large sized companies surveyed are highly 

more males (98.73 %) than females (1.26 %). The majority of respondents (53.92 %) 

hold the middle management positions in their firms. The age range is dispersed but they 

tend to be young. The majorities (51.89 %) are 30 years or less, followed by a range 

between 31-40 years (37.34 %), and 41-50 years (9.49 %).  

Besides, these individuals are well-educated with approximately 54.43 % having at least 

a bachelor‟s degree. Roughly all of them (100%) have been using the internet and they 

tend to use it frequency (33.54 %). Most of them have been using the internet to 

communicate with more than one supplier (100%), in term location of e-retailers all in 

Amman City. 

 

 5.1.2 Result Analysis of study questions 
 
Appropriately applied B2B EC success model is expected to assist a firm to sustain its 

competitive advantages locally as well as internationally, but this point out that there is a 

lack of an inclusive research framework for investigating the factors affecting the 

Business to Business electronic commerce success in Amman City. This leads to the 
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research question “what are the relative significances of determinant factors involve in 

B2B EC success in Amman City?   

Using a comprehensive research model; effect of Customer Market Perceptions (CMP) 

and E-Loyalty on B2B EC organization success - an empirical study on sample of e-

retailers in Amman City, this is built on a theoretical foundation of models and theories 

to include specific issues of perceived customer power, perceived relationship 

investment, perceived interaction and perceived online shopping risk as dimensions of 

Customer Market Perceptions (CMP) in addition to Attitudinal loyalty and behavioural 

loyalty as dimensions of E-Loyalty, finally B2B Electronics Commerce organization 

success as dependent variable of this study.                                                                         

                                                                        

Four sub-hypotheses (H1a, H1b, H1c, and H1d) have been formulated to be tested; the 

first main hypotheses (H1) were presented Customer Market Perceptions (CMP) through 

PCP, PRI, PI, and POSR and the effect of all these dimensions on B2B EC success. 

Finally, the effect of Customer Market Perceptions (CMP) as main hypotheses on 

Business to Business (B2B EC success) as presented on Chapter four.                          

Fourteen possible determinant sub-hypotheses (H2a, H2b, H2c, H2d, H2e, H2f, H2g, 

H2h, H2i, H2j, H2k, H2l, H2m, and H2n) of main hypotheses (H2) were proposed in a 

developed research framework in figure 3.8 in Chapter Four. The main hypotheses (H2) 

components have their associated sub-hypotheses which presented and tested in Chapter 

four.                                                                                                      

Two sub-hypotheses (H3a, H3b) have been formulated to be tested; the third main 

hypotheses (H3) were presented attitudinal loyalty and behavioural loyalty as dimensions 

of E-Loyalty variable and the effect of it on B2B EC success.                          
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Path analysis has been implementing to be tested; the fourth main hypotheses (H4) were 

presented by the effect of Customer Market Perceptions (CMP) on B2B EC organization 

success through E-Loyalty as mediator presented in Chapter Four.                                      

Moreover, as result of testing Main hypotheses of this study, the researcher found that, 

there is effect of Customer Market Perceptions (CMP) on E-Loyalty and B2B EC 

success. Furthermore, the empirical data were collected by using self-administrated 

questionnaire and the data analysis was based on 158 participates in Amman city, Jordan. 

Using multivariate questions, the findings indicate the effect of each proposed 

determinant factor. Existing studies (Gremler & Brown, 1996), (Srinivasan, 2002), 

(Luarn & Lin, 2003), (Kim, 2005), (Portuese, 2006), (Wang, 2007), (Wynn, 2009), 

(Curtis, 2009), (Chen, 2010), (Haraizah, 2010) have established part of relationships 

between PCP, PRI, PI and POSR as dimensions (components) of CMP and its 

relationship and effect on B2B EC success via E-Loyalty as mediator. Besides, prior 

researches have not widely established clear relationships between factors such as 

customer market perceptions (CMP), E-Loyalty, and B2B EC organization success.         

                                                                                     

The aim of this research is to clarify and increase understanding of the effect of 

Customer Market Perceptions (CMP) and E-Loyalty (EL) as mediator on Business to 

Business Electronic Commerce Success (B2B EC success). Regardless of H1a, H1d, 

H2a, H2d, H2f, H2i, H2k, and H2n were not supported.                                                 

        5.2 Findings Related to the Research Questions  

This research aims at contributing to the knowledge with respect to Business to Business 

electronic commerce. This will be accomplished by identifying which factors are 

important for spurring willingness to success B2B electronic commerce in Amman. 

Additionally, the research aim will be achieved by addressing the research questions 
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connecting to factors of CMP and E-Loyalty influencing B2B EC organization success 

with a particular focus on Amman City.                                          

Precisely, this research deals with the interactions and relationships between the 

Customer market Perceptions (CMP) framework dimensions: perceived customer power 

(PCP), perceived relationship investment (PRI), perceived interaction (PI), perceived 

online shopping risk (POSR) and E-Loyalty (EL) framework dimensions: attitudinal 

loyalty (A), behavioural loyalty (B), and Business to Business electronic commerce 

success (B2B EC success). The findings from the data analysis of self-administrated 

questionnaire will be discussed in relation to each research questions identified in 

Chapters One, Two, Three and Four.                                                                                    

                                       

5.2.1 RESEARCH QUESTION 1 

Q1: To what extent do Customer Market Perceptions (CMP) directly affect B2B EC 

organizations success in Amman city? 

 

The research acknowledges that there are a vast number of factors that could impact and 

effectiveness B2B EC success in Amman city. The findings of self-administrated 

questionnaire from the empirical study on the B2B EC success, which is based on 

explanation approach in the Jordanian context proposes that the developed model includes 

the most effective and efficient determinant factors. The study model is developed to 

imply various factors that are required to present more comprehensive set of factors that 

determine the overall sentiment of B2B electronic commerce success.      

The results of the main study have revealed that excusive managers, sales & marketing 

managers did realise the benefits of CMP and connected their willingness toward B2B EC 

and use with some issues that have to be addressed previously in order to facilitate B2B 

electronic commerce success in Amman city. The results of quantitate analysis for key 
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informants (managers, supervisors) confirmed that the determinant factors of the 

undertaken model for the main study are effective and strongly involved and there is 

positively direct affect CMP on B2B electronic commerce success.                                    

 

5.2.2 RESEARCH QUESTION 2 

Q2: To what extent Customer Market Perceptions (CMP) directly affect E- Loyalty of 

(e-retailers) in Amman city? 

  

This research establishes a number of interesting issues about CMP in Amman. It also 

helps to provide a better understanding of customer market perceptions in Amman city and 

aims to identify factors that are important and effect on E-loyalty. The developed model of 

study has contained determinant components of CMP and E-Loyalty that are theoretically 

and empirically acknowledged.  Hence, the results from the quantitative analysis of the 

survey responses confirmed all the relationships within the developed framework and its 

phases. Nevertheless, some sub-factors within the CMP phase were not related and not 

significant such as perceived customer power (PCP) and perceived online shopping risk 

(POSR). Therefore, the relationships between the developed model components are 

confirmed and justified.  

 

5.2.3 RESEARCH QUESTION 3 

Q3: To what extent do E-Loyalty of (e-retailers) directly affect B2B EC success in 

Amman city? 

There are many factors that could influence the effectiveness and efficacy of E-Loyalty, 

and be used as vital variables to affect B2B EC success. The intended study model is 

theoretically constructed from several of scholars who have studied different aspects of 

E-Loyalty, which is based on a variety of theoretical outlooks, encompassing: E-Loyalty 

Acceptance Model (Gremler & Brown, 1996), (Srinivasan, 2002), (Luarn & Lin, 2003), 
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(Kim, 2005), (Curtis, 2009). Certainly, the findings of this research confirm the E-

Loyalty model relationships positively affect B2B EC success.                                           

                                                                                    

5.2.4 RESEARCH QUESTION 4  

 

Q4: To what extent do Customer Market Perceptions (CMP) indirectly affect B2B EC 

success through E-Loyalty as mediator in Amman city? 

 

The findings of the study have proven that CMP indirectly affect B2B EC success via E-

Loyalty as mediator. Moreover, clarifying and justify and advantages that could be 

achieved by applying E-Loyalty as mediator to obtain competitive advantages.  

By developing the use of CMP universally new opportunities are extended towards 

developing dimensions of CMP in a way to get more active participation on constructing 

lean E-Loyalty. The findings of this study on CMP and E-Loyalty could be well 

indicative of issues involved in B2B EC success.  

 

 

5.3 The final Conceptual Model (Stepwise) 

 Stepwise multiple regressions were used to determine the best model. As result the final 

structural of model describes the way in which variables and dimensions are linked to 

each other. This model describes Customer Market Perception (CMP) as an 

independent variable, includes two dimensions (Perceived Relationship Investment, and 

Perceived Interaction); the dependent variables in this study is B2B EC success. The 

mediator variable that the research applies is E-loyalty of (e-retailers), which includes 

one dimension (behavioral loyalty), and can be seen in Figure (5.1) that illustrates the 

mediation relationship between CMP and B2B EC Success.                      
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                           H2                                              H3  

                                                        H4                                            

                                             

                                                         H1     

 

 

Figure 5.1 Final Conceptual study Model 

 

Therefore this model hypothesizes that CMP positively influence both B2B EC success 

and E-loyalty (H1, H2). Additionally, the model assumes a positive effect of E-Loyalty 

on B2B EC success (H3). Finally, E-Loyalty can be seen as a mediator for the indirect 

positive influence of CMP on the B2B EC success (H4).  

5.4 Recommendations 

This study is preliminary step to encourage researchers to undertake future studies, 

which shows the importance of Customer Market Perceptions (CMP) and its relationship 

within (B2B EC success) directly and indirectly through E-Loyalty (EL) as mediator. 

The researcher encourages all e-supplier and e-retailer to use electronic commerce 

environment to save time, reduce expenses, improve performance, and increase 

productivity. In addition to electronic commerce has a very important role to improve 

communication and satisfy both parties e-suppliers and e-retailers through using 

Website, e-mails and social media to reach to the maximum number of customers and 

(CMP) 
Perceived Relationship 
Investment, Perceived 

Interaction  

E- Loyalty 

Behavioral loyalty 
 

(B2B EC) 
Business to Business  
Electronic Commerce 

Success 
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marketing business in short time. E-retailers can also issue line item POs a single PO 

with multiple items sourced from different suppliers  rather than separate POs for each 

supplier, and in regard of Cost Savings; e-retailers can enjoy substantial administrative 

cost savings by directing purchases through a B2B marketplace. Automating 

procurement functions drastically lowers the cost to process a transaction. They can also 

track and aggregate their spending to receive more favorable terms from suppliers. 

The researcher recommended that, Policy makers who working in Government and 

private sector must focus on electronic environment and to do the necessary procedures 

to develop B2B electronic commerce between all sectors in order to improve business 

internally and externally and reach to point of success, In addition the researcher 

recommends that all suppliers have to understand Customer Market Perceptions (CMP) 

before they display any new products on web-site as well as in Market in order to display 

the right and suitable items and meet e-retailers satisfaction, then make loyal customer 

and success B2B EC. 
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5.6  Appendixes 

UU I:  +��/�1إQuestionnaire of study: .1.65Appendix   

������ �	
�����,   

��
�  ������� ��� �� �
��� �
����� �� � ! "���� # ��� �! ��� �� $%& ��	'�
� ()*� �+	, 
���' �	������� �� +���-� �	,���
��� �� �.��� /��� ���-�.   

�1 2�3�� �� � ! $%&�� �! 4��
 ���ح ��� ا�����و�� ا���ء و ����ق ا�! �ن )��رات( ادراآ�ت أ	�(   �
 �3  ا����و�*� ا�$�.�)�*( ا���!-+  �-.� )( �*'+ ��� ���0/*+ درا1+:  ا%�$�ل )'&$�ت  *( ا�����و�*+ ا����رة

7 ����� ��&%$ ,���6 5 )�$�ن )02'+����.� ��8� +
� �	'����� �	���.���� �	,���
�� �� �'�-� �� +��� 

9�8�-� �	��&�8
�� �	��,��� 9�8��� 7�	���&� :���%�� �!'����� �� �	��� ��'*�� �	,���
��� �� +;* 
�	�%� <����� �,���
���  �	���� +=�� 7��'*�� ������&) �.��& �������(.   

�1 �
�
��� �� � ! $%&�� ���	� 7����.� 7�  �	�!� �	��� $%�&�� ��	�� +��.��� <� @ ! 7����.��� �	��& 
���� ��� �'*��� 2��A- �	A 2��A� � ! $%&��.  

Dear Responder, 

Thank you for taking time to respond on this questionnaire which is an academic research 

dedicated for acquiring Master’s degree in the E-business department at Middle East 

University. The purpose of the questionnaire is to investigate Effect of Customer Market 

Perceptions (CMP) and E-Loyalty on B2B EC Organization Success: An Empirical 

Study on a Sample of E-retailers in Amman City. The results of this study will provide 

important information to Jordanian online Suppliers that working in Amman with Electric 

Home Appliances & Computers Hardware, Software items, which will help them to 

improve their e-services (Website) to customers (E-retailers) and push them to develop 

successful strategies and improve their CMP in order to capture their loyalty and guide to 

B2B EC Organizations success. 

Your participation and opinion will contribute by valued information whether for 

researcher or targeted Jordanian E-Suppliers. In addition, we would like to confirm that all 

information you provide will be kept confidential and will not use out the research’s 

purposes, your completed answers will be high appreciated. 

  

The researcher / Baha`a Al-Nady                                                                          Supervisor 

/ Dr. Ahed Al-Haraizah 

 -:mail-or e777729991 -00962For more information please call *UUcom.hotmail@bahadhUU  
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 ) JKا��ه +;L�( +��/�1ا���!-+ ا� �.-�  (e-retailers ) ا�$�.�)�*( ا����و�*� �3 )02'+ �$�ن (  

�-B ا��D$02ا3*+ -أ: ا��!ء ا%ولC1 ا�st Section: A- Demographic characteristics 
)1 ( M'(1) ا�� Gender: 

 Female ����            Male         ���� ���� أ��O               ���� ذآ�                

 

 :Age (2) ا�.$�) 2(

30PQR3 +'1  ����  )(31  1'+40ـ  ���� � From 31– 40 Years � 30 years or less  

 R3 +'1  ���� � 51 Years More  � From 41– 50 Yearsآ51�O ���� 1'+ 50 ـ 41)( 

 

 :Educational  Level (3) ا�$���ى ا��.�*$� ) 3(

 ���� Diploma (Collage) ���� ����  ) )��$]آ�*+(د ��م  ���� 	���0+ 3$� دون
Secondary School 

or less 

��*�   ���� ����ر0�س  L�(����          Jدآ��را  ����  

    

Master ����        PhD ���� 

 

  
����

  
                   Bachelor     

 

 :Experience (4) ا�C/�ة ا�.$�*+ ) 4(

5PQR3 1'+10 ـ 6)(  ����  1'�ات  ���� ���� From 6 –10 years ���� 5 years or less 

 R3 +'1  ���� ���� 16 Years and More ���� From 11–15 Yearsآ16�O ����  1'+15 ـ 11 )(
  

 :Functional Level (5) ا�$�$� ا��_*^�) 5(

 Mid Management        ����      High Management     ���� ����  ا���81ا`دارة            ����   ا�.�*�ا`دارة                 

 Low Management      ����                          ����  ا��2*�ا`دارة               
  

  

 1st Section: B- Demographic characteristics ا�$.��)�ت ا�.�)+ -ب: ا��!ء ا%ول
   ?What is your business industry (6) )� ه� �d� +.*/eط �$�b ؟) 6(

   ���� ا�$'!�*+ ا��;� �-*+�%L;!ة  

 ����) )'!�*+ و?�1�ب(  آfه$�  
 ���� ���� وا�/�ا)hا�:�1�ب أL;!ة  

Computer 

hardware, Software 
 

Electric home appliances���� 

Both (appliances & Computer) ���� 
 

)7 ( bآ��= j�? �ه �())*^_�$(7) ؟) �2د ا� What is your company size/number of employees?   

  ���� )ن*( 3$� دو )�_^Dk)9*�ة 
  l1249-10)( ( وn_�(  (���� 

 
 ))�_n 3$� 3�ق 250(آ/*�ة 

����                
  

Large (250 
employees & above)     

           ���� 
 

Small (9 employees or less) ���� 

Medium (10-249 employees) ���� 
  

)8 ( jرد�2د ا�آ�$)0K0( ا� P(�.��  j;.((8) ا����و�*� ؟ How many online supplier that you deal with?   

                    lp3 2?وا?2    ���� وا )( �Oأآ ���� ����      More than one  ����               Only One  
  

 ?b�f(�.( �3  (9) To what extent you use website to conduct transactions ا����ر0+؟ �$�Q] ا�����و��  2r)+ اا2C�1ام )2ى )� )9(

 P*�Q أ( $.2ل���*?( ����  l1��( 2ل.$ )ر���(( ���� � Medium (frequency)        � 
   Low extent (Sometimes)

  

��$�(دا-$ً�  ���� )��t/ً�( $.2ل آ/*� ( P�d ( ���� � Always (Continuously) � Great extent (Often) 
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*Please indicate to what extent you agree with the following statements:-  

P-2ا  + �L`ا  
Answer alternatives 

                                         

 ت

���Oا��!ء ا�:  
 ادراآ�ت ا�	��ن ����ق 


 ا������(��� ( 
u^آ�*ً� أ� 

Strongly 
Agree 

u^أ�  
Agree 

l1��( 
Neutral 

� u^ا� 
Disagree 

� u^أ� 

�ًQfeإ 

Strongly 

disagree 

2rd Section: Customer 
Market Perceptions (CMP) 

  

( I = Customer = e-retailer ) 

No 

 Perceived Customer Power 2.1   ا�! �نإدراكQ�ة    2.1

1 
 �  �R'� أ8�1*] ا��R	*� ��� ��وضأ=.

 ا�$�رد0(
     

I feel that i can influence online 

supplier on their offerings 1 

2 
 8�1*] ا��R	*� ��� أ1.�ر=.�  �R'� أأ

 ا�$�رد0(
     

I feel that i can influence online 

supplier on their pricing 2 

3 
 ��� 2r)�ت 8�1*] ا��R	*�أ=.�  �R'� أ

 ا�$�رد0(
     

I feel that i can influence online 

supplier on their services 3 

4 
	Rأ8�1*] ا�� �'�R  2pأ�� +��;�*� وا���ل  

      )] ا�$�ردfr )( )0ل ا�/*x+ ا�����و�*+

I think, i can easily communicate 

with or influence supplier on their 

online environment 
4 

   ا�O�1$�ر  ��.Qf+إدراك   2.2
2.2  Perceived Relationship 

Investment 

5 
 �-.� (! �-( ا�$�رد L P$.0;�د �!�0دة و�ء ا�

 ا�$'�&$*( ا����و�*�) ا���!-+ 
     

Online Supplier makes efforts to 

increase regular customers’ loyalty 5 

6 

 l ا��وا )*�ا�$�رد L P$.0;�د )�'��+ ��:
 �&$*(ا�$')  �-.� ا���!-+()] ا�! �-( 

 ا����و�*�

     

Online supplier makes various 

efforts to improve its ties with 

regular Customers (E-retailers) 
6 

7 
 j�;0 3&+ ) 0.�'�(ا�$�رد�:$�� �p*p? P�d 
 ا�2ا-$*()  �-.� ��!-+(��� ز �-( 

     
Online supplier really cares about 

keeping regular customers 7 

8 
رt}  .$�*+ ا��dاء، ا�$�Q] أ�'2)� 

 ا%ولا�����و�� ه� ا�r*�ري 
     

When i need to make a purchase, a 

website is my first choice 8 

9 
 أ?} أن أ���ق �3 ا�$�Q] ا�����و�� ��$�رد

     
I like shopping at online supplier 

website 
9 

 Perceived Interaction  2.3   ا��^��Pإدراك   2.3

10 
�ل  ��$�رد ا����و�*�f� +�;1 u0�e 2Lأ � 

     
I easily find a way to communicate 

with the supplier website 
10 

11 
��x1% ت� �Lإ ��� +��;�  P� )( frل أ?

 ا�$�Q] ا�����و�� ��$�رد
     

I easily get answers for my questions 

on supplier website 
11 

12 
  �^��P ��ا�$�Q] ا�����و�� ��$�رد 0!ود

 [( �C=|�����( 
     

The supplier website provides me 

with personalized interaction 
12 

    

 �e�C(   2.4  Perceived Online Shopping Risks ا����u0 ا�����و��إدراك2.4   

13 
 [Q�( )( اء�d2 ا�'� �e�C( ه'�ك 

 ا����و�� �$�رد t*� ).�وف
     

It is risky to purchase from an 

unfamiliar online supplier 
13 

14 

إذا �d��  @$Qاء )( )�Q] ا����و�� �$�رد 
t*� ).�وف أ�� u�Q ?�ل إ��8ء ).��)��� 

+*Cdا�$��*+ أو ا� 

     

If i purchase from an unfamiliar online 

supplier website, i concerned about 

giving financial or personal information 
14 

15 

�$�رد  ا����و�� �d��  @$Qاء )( )�Q] ذاإ
t*� ).�وف، أ�� Rd  u�Qن ا��1داد أ)�ا�� 

 وإ�Lاءات ا�2C)+ )�  .2 ا�/*] 
     

If i purchase from an unfamiliar online    

supplier website, i concerned about          
 refund and after-sale service procedure  

  

15 
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Thank you very much, 

 

 

P-2ا  + �L`ا Answer alternatives 

 ت

  ا���ء ا�����و��: !ء ا�I��Oا��

 


 ا������(��� ( 
u^آ�*ً� أ� 

Strongly 
Agree 

u^أ� 
Agree 

l1��(  
Neutral 

� u^ا� 
Disagree 

� u^أ� 
�ًQfeإ 

Strongly 
disagree 

   3rd Section: E-Loyalty 

    
 ( I = e-retailer )  

No 

    Attitudinal 3.1  ا����ه�3.1  

16 
�'2)� أر�d��  {tاء، ا�$�Q] ا�����و�� 

 . 1*��ن ا��r*�ر ا%ول  �� ��$�رد
     

When I need to make a purchase, 

supplier website is my first choice. 
16 

 I like using supplier website. 17      .أ?} ا2C�1ام ا�$�Q] ا�����و�� ��$�رد 17

18 
أ���j  ���0 *+ �( ا�$�Q] ا�����و�� 

 .��$�رد )] ا�'�س
     

I say positive things about supplier 

website to other people. 
18 

19 
أ=.�  ����ء ا���J ا�$�Q] ا�����و�� 

 ��$�رد
     

I feel loyal to supplier website. 
19 

 Behavioral 3.2  ا����آ� 3.2  

20 
��1$�ار  ��.$P )] ا�$�Q] أ��ي ا

 .ا�����و�� ا�:��� ��$�رد
     

I intend to continue to do business 

with the present supplier website. 
20 

21 
1�ف أ=�] أ�Q2k-� وأ�Qر � �2C�1ام 

 .رد$�ا�$�Q] ا�����و�� ��
     

I would encourage friends and 

relatives to use supplier website. 
21 

22 
�/+ �� ا�$�Q] ا�����و�� ��$�رد '�� 

|.( P$.�� ن��( P}30.�/� أ. 
     

To me supplier website is the best 

website to do business with. 
22 

23 
 أو / وا�$:�3&+ ��� =�اء ا�$'���تأ��ي 

 .ا�2C)�ت )( ا�$�Q] ا�����و�� ��$�رد
     

I intend to keep purchasing products 

or/ and services from supplier website. 
23 

24 
  j-ن أآ�ن ز �ن داR  {tأر [Q�$��

      . ��$�ردا�����و��

I would like to become a regular 

customer (E-retailer) of supplier 

website. 
24 

P-2ا  + �L`ا Answer alternatives 

 ت

���ح ا����رة  :ا��ا ]ا��!ء 
  �لا�����و�*+  *( )'&$�ت ا%�$

 


"7 ا��A3"0 �7 ا���رد( >(     

u^آ�*ً� أ� 
Strongly 

Agree 

u^أ� 
Agree 

l1��(  
Neutral 

� u^ا� 
Disagree 

� u^أ� 
�ًQfeإ 

Strongly 
disagree 

4th Section: B2B EC success 
 

   (e-retailer with e-supplier)  
    

No 

25 
 ا�����و�*+  *( )'&$�ت ا%�$�ل ا����رة

 1�ف �!20 ا�� :*+ ���dآ+
     

B2B EC will increase the profitability 
for the company 25 

26 

ا����رة ا�����و�*+  *( )'&$�ت ا%�$�ل 
أو ا�'$� /1�ف �!20 ا�:+ ا���Q*+ و

 ���dآ+

     

B2B EC will increase our company 

market share and/or growth 26 

27 
ا%�$�ل   ا����رة ا�����و�*+  *( )'&$�ت

 1�ف �!20 ا�$/*.�ت ا��'��d�� +0آ+
     

B2B EC will increase our company 

annual sales 27 

28 
ا����رة ا�����و�*+  *( )'&$�ت ا%�$�ل 

 1�ف �P�p ���^+ ا�.$�*�ت ���dآ+
     

B2B EC will decrease our company 

operations' cost 28 

29 
ا����رة ا�����و�*+  *( )'&$�ت ا%�$�ل 

  ���dآ+ا`���L*+1�ف �!20 
     

B2B EC will increase our employee’s 

productivity 29 

30 

ا����رة ا�����و�*+  *( )'&$�ت ا%�$�ل 
�( ا�.�Qfت )] ا��dآ�ء 1:� ) �.-� 

 )ا���!-+

     

B2B EC will improve the relationships 

  with our trading partners (retailers) 30 
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The academic arbitrators for Questionnaire: .2.65Appendix UU 
  

Work Place Specialization Name No.

Middle East University Electronic Commerce 

Technology 

    Dr. Ahed Al- Haraizah 1 

Middle East University Marketing     Dr. Laith Al-Rubaiee 2 

Middle East University Marketing     Dr. Hamzeh Khraim 3 

Middle East University Information System Dr. Ala`a Abu-Samaha 4 

Middle East University Information System Dr. Mohd. Ghazal 5 

 

 who measure questions of questionnairePrevious studies: UU.3.65Appendix UU  

Source Variables of this Study 

Portuese (2006): E-Commerce and the Internet: A Study on the 
Impact of Relationship Marketing Opportunities for Better online 
Consumer International Relationship.  A Dissertation Doctor of 
Philosophy, Capella University. Questions no. 1-15 

 
Customer Market 

Perceptions (CMP) 
included 4 dimensions 

 
Luarn & Lin (2003): A Customer Loyalty Model for E-Service 
Context. Journal of electric Commerce research. Question no. 23 

Yang & Peterson (2004): Customer Perceived value, satisfaction, 

and loyalty: The role of switching cost. Journal Psychology & 

Marketing, Vol. 21(10). Questions no. 20, 21 
Kim (2005): An Integrative Model of E-Loyalty Development 
Process: The Role of E-Satisfaction, E-Trust, E-Tail Quality and 
Situational Factors. Master of Science, Oklahoma State University. 
Questions no. 9, 16, 22 

Srinivasan et. al. (2002): Customer loyalty in e-commerce: an 

exploration of its antecedents and consequences, Journal of 

Retailing 78, Drexel University Philadelphia, USA. Que. 16, 17, 22 

 Portuese (2006): As same as above. Questions no. 19, 24 

 
  
  
  

E-Loyalty (EL) 
(Attitudinal & Behavioral) 

 
Some of questions repeated : UUNoteUU

on more than one study 

Chen (2010): Factors Affecting Business-to-Business Electronic 
Commerce Success: An Empirical Investigation. A Dissertation 
Doctor of Philosophy in Information system, Nova South eastern 
University. Questions no. 25 -30 

 
B2B EC success 

 

  

 

  

  

  

 



 

 

115

UUAppendix 5.6.4:  UULikert Scale for Study Questionnaire 

The researcher used 5 points Likert Scale for Study Participants (sample) as 

following: - 1= Strongly Disagree, 2= Disagree, 3= Neutral (Mix Feelings), 4= Agree, 

5= Strongly Disagree. 

 

Table 3.5 Likert Scale for Customer Market Perception (CMP), compiled by the 

researcher 2012 

Section Two 

+ �L`ا P-2ا    Customer Market  

Perceptions = CMP   Answer alternatives 

 )I = Customer = e-retailer(  �ً*آ� u^أ� u^أ�  l1��( u^ا� � � u^أ� �ًQfeإ 

used 5-points Likert Scale 5 4 3 2 1 

NO 

CMP 
Strongly 

Agree 
Agree Neutral Disagree Strongly 

disagree 

 PCP = Perceived Customer Power 
 Dimension 1 

PCP1 
I feel that i can influence online 

supplier on their offerings 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

PCP2 
I feel that i can influence online 

supplier on their pricing 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PCP3 
I feel that i can influence online 

supplier on their services 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PCP4 
I think, i can easily communicate with 

or influence supplier on their online 

environment 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

  PRI = Perceived Relationship Investment 
 Dimension 2 

PRI5 
Online Supplier makes efforts to 

increase regular customers’ loyalty 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

PRI6 
Online supplier makes various efforts 

to improve its ties with regular 

Customers (E-retailers( 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PRI7 
Online supplier really cares about 

keeping regular customers 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PRI8 
When i need to make a purchase, a 
website is my first choice 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PRI9 
I like shopping at online supplier 

website 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

  PI = Perceived Interaction 
 Dimension 3 

PI10 
I easily find a way to communicate 
with the supplier website 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

PI11 
I easily get answers for my questions 

on supplier website 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

PI12 
The supplier website provides me with 

personalized interaction 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

disagree 

   POSR = Perceived Online Shopping Risks  
 Dimension 4 

POSR13 
It is risky to purchase from an 

unfamiliar online supplier 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

POSR14 

If i purchase from an unfamiliar 
online supplier website, i concerned 

about giving financial or personal 

information 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

POSR15 

If i purchase from an unfamiliar 

online supplier website, i concerned 

about refund and after-sale service 

procedure   

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 
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Table 3.6 Section 3 Likert Scale for E-Loyalty (EL), compiled by the researcher 2012 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    Section Three: E-Loyalty 2ا  + �Lا� P-Answer alternatives 

 ) I = e-retailer (  �ً*آ� u^أ� u^أ�  l1��( u^ا� � �ًQfeإ u^أ� � 

5 points Likert Scale 5 4 3 2 1 NO 

E-Loyalty = EL 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 
disagree 

 A = Attitudinal     Dimension 1 

A16 
When I need to make a purchase, supplier 

website is my first choice 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

A17 I like using supplier website 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 
disagree 

A18 
I say positive things about supplier 
website to other people 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

A19 I feel loyal to supplier website 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 
disagree 

 B = Behavioral  Dimension 2 

B20 
I intend to continue to do business with 

the present supplier website 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B21 
I would encourage friends and relatives to 
use supplier website 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B22 
To me supplier website is the best website 

to do business with 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B23 
I intend to keep purchasing products or/ 

and services from supplier website. 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B24 
I would like to become a regular customer 

(E-retailer) of supplier website. 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 
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Table 3.7 Section 4 Likert Scale for Business to Business Electric Commerce 

(B2BEC), compiled by the researcher 2012 

 

  

 

 

 

 

 

 

 

 

  

  

   

 

 

Section Four: B2B EC success  

 
 P-2ا + �L`ا    Answer alternatives 

)   e-retailer with e-supplier     ( �ً*آ� u^أ� u^أ� l1��( u^ا� � �ًQfeإ u^أ� � 

5 points Likert Scale 5 4 3 2 1 
NO 

B2BEC 
Strongly 

Agree 
Agree Neutral Disagree Strongly 

disagree 

B2BEC25 
B2B EC will increase the profitability 

for the company 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B2BEC26 
B2B EC will increase our company 
market share and/or growth 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B2BEC27 
B2B EC will increase our company 

annual sales 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B2BEC28 
B2B EC will decrease our company 

operations' cost 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B2BEC29 
B2B EC will increase our employee’s 

productivity 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 

B2BEC30 
B2B EC will improve the relationships   
with our trading partners (retailers( 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
disagree 
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 Retailers in Amman City-EList of : 1-.5.65Appendix UU 
(Compiled by the researcher)  

       Table 1.1 shows e-retailers who responded on questionnaires   

Number of 
received 
Quest.  

Number of 
delivered 

Quest. 

Type of products Size of 

company 

Location E-Retailers Name No 

3 3 Electric Appliances, 
Computer H & S. 

Big Shmesani Safeway -The Sultan 

Centre 

1 

4 4 Electric Appliances, 
Computer H & S. 

Big   Madina 
Road 

E-Mart Mega Store – 

Executive investment Co.  

2 

3 4 Electric Appliances, 
Computer H & S. 

Big University 
Road 

JSC - Smartbuy       

Electric Megastore 

3 

5 5 Electric Appliances, 
Computer H & S. 

Mid Sewefia BlinX Electric & 

Electronic Megastore 

4 

2 2 Computer H & S. Mid Wasfialtal  PC Computer -

Showroom 

5 

3 3 Computer H & S. Mid Wasfialtal  Radio Shack - Showroom 6 

2 3 Computer H & S. Small Wasfialtal PC Professional  7 

4 4 Computer H & S. Mid Wasfialtal  Tech Town - Showroom 8 

2 2 Computer H & S. Small Wasfialtal  PC Works - Showroom 9 

1 1 Computer H & S. Small Wasfialtal  Turk World - Showroom 10 

3 3 Computer H & S. Small Wasfialtal  Emirates for Computer – 

Showroom 

11 

Zero 1 Computer H & S. Small Wasfialtal  Madina Doors Computer 

Shop 

12 

1 1 Electric Appliances Mid Mecca road ACE hardware 13 

2 2 Computer H & S. Mid Wasfialtal  PC Zone - Showroom 14 

1  2 Electric Appliances Mid Mecca road  Hananya Group – Mecca 

Mall Showroom 

15 

3 3 Computer H & S. Mid Al-Jebaha Mundo Blanco Mega elec. 

& electronic Store 

16 

2 2 Electric Appliances Mid Abo Nseer Shopping Corner Mall 17 

Zero 2 Electric Appliances Mid Madina 
road 

Range Centre  18 

1 1 Electric Appliances Mid Wasfialtal  Master Zone 19 

3 3 Electric Appliances, 
Computer H & S. 

Big Airport road Safeway-TSC- 7 Circle 20 

2 2 Electric Appliances Mid Tabarbour Al-Bouriny Stores 21 

1 1 Electric Appliances Small Tabarbour AlMashta Palace Est. 22 

3 3 Computer H & S. Small Tabarbour Mr. Net for Computer 23 

2 2 Computer H & S. Small Tabarbour Hala for Computer/Inter.  24 

2  3 Computer H & S. Small Wasfialtal Al-Jawad Computer Est. 25 

2 2 Computer H & S. Mid Wasfialtal PC Zone -Gardens 26 

1 1 Computer H & S. Small Wasfialtal Mega Tech 27 

3 3 Computer H & S. Small Wasfialtal Smart Systems 28 
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 Retailers in Amman City-EList of : 2-.5.65Appendix UU 
                      (Compiled by the researcher) 

             
Number of 

received 

quest. 

Number of 

delivered 

quest. 

Type of products Size of 
company 

Location E-Retailers Name No. 

2 2 Computer H & S. Small Wasfialtal Computer Supply Depot 29 

1 1 Computer H & S. Small Wasfialtal Al-Safi for Computer 30 

3 5 Electric Appliances,   Big Tla`a alali C-TOWN –Amman Mall 31 

1 1 Electric Appliances, 
Computer H & S. 

Big Mugablin Safeway- TSC, Wholesale 32 

1 1 Computer H & S. Small Madina 
Road 

Al-Saadi & Al-Rashed for 

Computer 

33 

1 1 Electric Appliances Small Tabarbour Al-Neal home appliances 34 

2 2 Electric Appliances Small Alhashimi 
Alshamali 

Al-Khair Co. for Trading 35 

2 2 Computer H & S. Small Mahata Saher Link 36 

3 3 Computer H & S. Small Wasfialtal Salem Alhayek Computer 37 

3 3 Computer H & S. Mid Wasfialtal Dara for Computer 38 

2 3 Computer H & S. Small Wasfialtal 7 Wonders Computer 39 

2 2 Computer H & S. Small Wasfialtal MID Teks Inc. 40 

1 1 Computer H & S. Small Wasfialtal ZIKLAM for computer 41 

2 2 Computer H & S. Small Wasfialtal PC Maker 42 

1 1 Computer H & S. Small Wasfialtal GTS – Glory for 

Technology Service 

43 

1 1 Computer H & S. Small Wasfialtal The Computer field-

Canon 

44 

1 1 Electric Home 
Appliances  

Small Khalda Al-Motamayezoun for Air 

Conditions 

45 

1 1 Electric Appliances, 
Computer H & S. 

Big Mecca 
Road 

Electro-City Electronic 

Megastore - Head office 

46 

2 2 Computer H & S. Small Wasfialtal GTG – Great Tech Gate 47 

2 2 Electric Appliances, 
Computer H & S. 

Big Madina 
Road 

Electro-City Electronic 

Megastore – Amman Mall 

48 

1 1 Computer H & S. Small Wasfialtal Abu-haweleh Computer 49 

2 2 Computer H & S. Small Tlaà Alali Computer Store 50 

1 1 Electric Appliances Small Tlaà Alali Al-Jamman  elec. Appl. 51 

1 1 Computer H & S. Small Tlaà Alali Ahmad Hassan electronic 52 

2 2 Electric Appliances Small Tlaà Alali Abu-Lawi electronics 53 

1 1 Electric Appliances Small Tlaà Alali Samir Al-Ghasein elec. 54 

3 3 Computer H & S. Small Shmesani Fun Directory 55 

Zero 2 Computer H & S. Small Shmesani Jordan Price Co. 56 

Zero 1 Electric Appliances Small Jabal husin Al-Qasi Est. for elec. App. 57 

1 1 Electric Appliances Small Nozha Abu-Galyh & Alhaj 58 

2 2 Computer H & S. Small Nozha Al-Adyat for Computer 59 
UU 
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 Retailers in Amman City-EList of : 3-.5.65Appendix  
                      (Compiled by the researcher)  

          
Number of 

received 

quest. 

Number of 
delivered 

quest.  

Type of products Size of 

company 

Location E-Retailers Name No. 

2 2 Electric Appliances, 
Computer H & S. 

Big Sweleh Leaders Centre 60 

2 2 Electric Appliances, 
Computer H & S. 

Big Airport R Smartbuy- 7 Circle 61 

2 2 Computer H & S. Small Khalda Horizon Star electric 

 

62 

1 1 Computer H & S. Small Tabarbour Haya for computer 

 

63 

Zero 1 Computer H & S. Small Bayader   Jiresat for AC & HA. 

 

64 

1 1 Computer H & S. Small Khalda Khater for Computer 

 

65 

1 1 Electric Appliances Small Khalda ODEH Sons AC & HA. 

 

66 

1 1 Electric Appliances Small Khalda Future home appliances 

 

67 

1 1 Computer H & S. Small Wasfialtal PC`S & More 

 

68 

1 1 Computer H & S. Small Tla`a alali Computer Service 

Express 

69 

3 3 Computer H & S. Small Madina R Saraya Memories 70 

1 1 Computer H & S. Small Wasfialtal IT development & Comp 71 

2 2 Electric Appliances, 
Computer H & S. 

Big Wasfialtal Mukhtar Mall 72 

Zero 2 Electric Appliances Big Rasheed 
Area 

Jordan Centre 73 

Zero 1 Computer H & S. Small Wasfialtal Pluto for Computer 

 

74 

Zero 1 Computer H & S. Small Wasfialtal Printers Supplies Trading 

 

75 

2 2 Computer H & S. Small Wasfialtal Techno Way 

 

76 

1 1 Electric Appliances Small Khalda Makhoul for electric 

 

77 

1 1 Computer H & S. Small Wasfialtal Computer Food 

 

78 

1 1 Computer H & S. Mid Wasfialtal Tech Town- branch 2 

 

79 

1 1 Computer H & S. Small Wasfialtal Scientific 

  

80 

UU  
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 Retailers in Amman City-EList of : 4-.5.65Appendix  
                      (Compiled by the researcher)  

  
Number of 

received 
quest. 

Number of 
delivered 

quest. 

Type of products Size of 

company 

Location E-Retailers Name No. 

Zero 1 Computer H & S. Small Wasfialtal Specialized for Computer 

 

81 

1 1 Computer H & S. Small Nazal START 

 

82 

1 2 Computer H & S. Small Nazal Beijing for Computer 

 

83 

1 1 Computer H & S. Small Nazal Creative for Computer 

 

84 

1 1 Electric Appliances Small Tla`a alali  ALARAQA –Amman 

Mall 

85 

1 1 Computer H & S. Small Nazal Shahwan Tech Computer 86 

1 1 Computer H & S. Small Nazal  Shining light for 

computer 

87 

1 1 Computer H & S. Small Yasmeen Alselal & Katab Group 88 

1  2 Computer H & S. Small Rasheed Basmala for Info Tech 89 

1 1 Computer H & S. Small Wasfialtal KAN - TECH 90 

Zero 1 Computer H & S. Small Rabya Compu Town 91 

2 2 Electric Appliances, 
Computer H & S. 

Small Swefya Horse for computer & 

electric home Appliances 

92 

1 1  Computer H & S. Small Mecca R. Compu-Cave 93 

1 1 Electric Appliances, 
Computer H & S 

Small Bayader Almoawen computer, App 94 

1 1 Computer H & S. Small Bayader Panaconic Company 95 

1 1 Computer H & S. Small Bayader Micro Computer 96 

1 1 Electric Appliances Small Bayader Techno Sat 97 

1 1 Computer H & S. Small hashimi Happy Network 98 

1 1 Computer H & S. Small hashimi Lourans for Computer 99 

3 3 Computer H & S Small Sport City PC Circle 100 

1   1 Electric Appliances Small hashimi Al-Moqrabi for elec. App  101 

1 1 Electric Appliances Small hashimi Alehsan & Altakwa App 102 

1 1 Computer H & S Small Wasfialtal Compu Space 103 

1 1 Computer H & S Small Wasfialtal Mega Jordan 104 

2 3 Electric Appliances Big Bayader Yasser Mall 105 
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 in Amman CitySuppliers-E: 1-.6.65Appendix UU 

               (Compiled by the researcher)   

Website Brands E-Suppliers Name No 

     

UUjo.com.murad.wwwUU  

Brandt  

   

 

1 

    

UUme.yassingroup.wwwUU 

  

2 

    

UUme.alsharqeyah.wwwUU  

   
 

3 

    

UUjo.plughome.wwwUU 

 

 

 

4 

    

UUjo.com.hdk.wwwUU 

       

 
 

5 

    

UUnet.mahani-murad.wwwUU 

      

  
  
  
 

6 

    

UUcom.alhafezgroup.wwwUU  
 

    

  
  
 

7 

    

UUcom.muradinv.wwwUU 

 
 

  

 

 

 

   

 

 

 

 

8 
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 in Amman CitySuppliers-E: 2-.6.65Appendix UU 

               (Compiled by the researcher)    

Website Brands E-Suppliers Name No 

    

 

UUcom.abutawileh.wwwUU 

 

 

  

9 

    

UUcom.dadaelectric.wwwUU  

 

 
Wattar  Style  

    

 

 

10 

    

 
 

 

  

    

 

 

11 

    

 

 

  

 

   

  

   

 

 
 Ahmed Issa Murad & Sons 

12 

    

UUcom.jo-askemo.wwwUU  

  

13 

    

UUcom.ramcosyria.wwwUU  

 
 

14 

    
UUcom.icelectr-starhome.wwwUU  

 

Saber Khoury 15 

    

UUcom.atgco.wwwUU  

  
 

16 
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Below figure 5.2 shows e-supplier = Zuhair Issa Murad & son`s website. 

: SourceUUjo.com.murad.www://httpUU  

 

Below figure 5.3 shows e-supplier = Yaseen Electronics - Amman website. 

: SourceUUme.yassingroup.www://httpUU  

 

Below figure 5.4 shows e-supplier = METI- Alsharqeya - Amman website. 
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: SourceUUme.alsharqeyah.www://httpUU  

 

Below figure 5.5 shows e-supplier = Home Plug- Amman website. 

:  SourceUUjo.homeplug.www://httpUU   

 

Below figure 5.6 shows e-supplier = Hani Darwish Khalili Co. - Amman website. 

: SourceUUjo.com.hdk.www://httpUU 
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Below figure 5.7 shows e-supplier = ZAKI A.GHUL Co - Amman website. 

: SourceUUcom.group-ghul.www://httpUU / 

 

Below figure 5.8 shows e-supplier = ATG – Arab Technical Group, Amman website 

: SourceUUcom.atgco.www://httpUU 
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 ** END ** 
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