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ABSTRACT

As e-commerce expands in Saudi Arabia, businesses compete by providing incentives for
online goods and services in an effort to draw in and hold onto clients. This study looks at
how Noon Company, a well-known Saudi e-commerce platform, increases customer
satisfaction through online promotions. For the study, noon consumers are both
qualitatively and quantitatively interviewed. The data indicates that online incentives such
as free delivery, rebates, and loyalty programs increase customer satisfaction. The survey
also reveals that e-commerce customer satisfaction is influenced by product quality,
website usability, and customer service. The study contributes to the body of knowledge on
e-commerce and gives internet companies strategies to enhance their marketing campaigns
and customer happiness. Saudi Arabian and international e-commerce companies should
recognize the importance of online promotions for customer satisfaction and loyalty.
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CHAPTER 1: INTRODUCTION

The government's initiative to digitize the economy, shifting consumer perceptions, and
rising internet usage have all helped Saudi Arabia's e-commerce sector thrive. According
to the Communications and Information Technology Commission (CITC), Saudi Arabia's
online retail market is expected to be valued at $8.35 billion by 2025 (CITC, 2021). Due
to this, e-commerce businesses have been battling it out to attract and retain customers,
which has raised the level of competition in the industry.

Using internet marketing to promote goods and services is one tactic that is often brought
up to boost sales. Online product or service promotion has the power to greatly impact
consumers' decisions. Some examples of these promos are bundles, loyalty programs, free
delivery, and discounts. The goal of all of these offers is to get customers to purchase the
item from the internet retailer. Research has indicated that internet promotions has the
ability to impact consumers' choices, specifically their intention to purchase (Zhao et al.,
2019; Santini et al., 2020). In a similar vein, these internet promos can increase client
satisfaction.

Noon Company is one of the leading internet retailers in the Middle East and Saudi Arabia.
The company was founded in 2017 and offers a broad range of products, such as apparel,
cosmetics, electronics, and home and kitchen appliances. Noon has recently placed a lot of

emphasis on online marketing, launching campaigns to draw in and retain customers using
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strategies like promotions, exclusive offers, and discounts in addition to a loyalty program

called Noon VIP.

Research problem

Today, with the expansion of the e—retail sector and the emerging marketing activity, online
promotions have become a core pillar of an e-commerce activity, and it is a key factor
influencing the choice of consumers whose need is a product or service, but there are
minimal studies on the impact of online promotions towards comparing the product and
service organizations and categories, and little has been discussed about the impact of the
promotions online offers on customer satisfaction in the Saudi market and this study aims
to discuss the importance of the positive impact of online product and service promotions
towards customer satisfaction, with a case study of Noon Company. The research problem
can be stated as follows: "To what extent do online product and service promotions
positively influence customer satisfaction in the e-commerce industry, specifically in the

case of Noon Company in Saudi Arabia?"

Research Significance

Moreover, it has theoretical and practical value by adding to the existing body of
knowledge related to e-commerce, customer satisfaction, and Saudi Arabia, an emerging
market with specific cultural and economic characteristics. Specifically, studying the

relation between online product and service promotion and customer satisfaction is
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significant because of the regulatory economic role assigned to retail shopping sites, and
the findings suggest that this approach is able to enhance customer satisfaction, which
enables retail to play a regulatory economic role in the country as well.

In terms of theory development, this study contributes to existing e-commerce models that
estimate customer satisfaction and their degree of repeat purchase intentions by focusing
on the particular role that promotional strategies play in customer perceptions and
experiences. It informs and contributes to existing theories on online consumer behavior,
such as ECT and SOR framework (Rita et al., 2019; Wu Chang, 2018) by exploring the
empirical evidence from the Saudi context.

From a pragmatic point of view, the findings from Saudi Arabians regarding the facilitating
prompts of using OHP, as well as evaluating the effectiveness of promotional strategy, can
be helpful for the e-commerce companies such as Noon Company, which serve customers
in Saudi Arabia. With the knowledge of what makes the users satisfied, as well as how
online promotions are viewed by the participants, these companies can build and
implement better promoting strategies, allocate resources properly, enhance their market
competitiveness, and so on. Furthermore, the insights developed in this research can inform
the future growth and development of e-commerce in Saudi Arabia by yielding strategies
for the successful deployment of online promotions and improvements to customer
satisfaction — such as navigating the e-commerce landscape and evaluating and comparing

incentives and responsiveness of different online vendors or deal websites. Importantly,

9
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because the Kingdom has a strategic initiative to transform its economy and foster
digitalization, namely Vision 2030, these insights can also guide policymakers and
stakeholders in developing the regulatory environment and infrastructure for e-commerce

growth and development that support strategic objectives, such as job creation and

diversifying the economy away from dependence on oil export revenues.

Research Hypothesis

The following suggestions have been made in light of the goals of this study and the
available literature:

H1: Saudi Arabian Noon Company Context: Customer satisfaction is greatly increased by
online product and service advertising.

This hypothesis, which aims to investigate the general relationship between online
promotions and customer pleasure, has received support from prior research conducted in
a range of e-commerce environments (Cao et al., 2018; Santini et al., 2020). This study's
goal is to verify that these conclusions hold true for the Saudi Arabian market by examining
this relationship within the framework of Noon Company.

H2: Various kinds of internet advertising (such as coupons, flash sales, bundles and loyalty
programs) influence customers’ level of satisfaction differently.

Based on this concept, numerous promotional methods influence in different ways on

consumer satisfaction. (Genc & Boyraktaroglu, 2017; Lin et al ., 2020 ) With this present
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study , aims to produce maximum marketing operation through determining the effect of
numerous promotions for Noon Company in a new way.

H3: The effect of promotional information in online advertisements on customer
satisfaction is limited by the type of product, the consumer groups, and the number of times
they go shopping.

A second hypothesis predicts that online promotion performance varies with the client and
environment (Liu et al., 2020; Xu et al., 2020). The goal of this study is to better illuminate
the causal relationship between promotions and satisfaction from the perspective of
moderating effects of attributes such as market category, age, gender, income, and buying
frequency. Accomplishing these tasks will enable customized and targeted marketing
tactics.

H4: Client pleasure is a conduit between online promotions and client loyalty, as measured
by repeat business and word of mouth.

It is built on the known strong relationship between satisfied online customers and
repeated business, both of which might be mediated by customer satisfaction and hence
better addressed by measuring it over time.

To test these hypotheses, a combination of quantitative and qualitative research approaches
will be required, as was indicated in the section on research methodology. The findings of
this study will contribute to a better understanding of what it takes to satisfy online buyers

among scholars and Saudi Arabian companies.

11
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Research Model

The research model for this study is based on incorporating the salient features and possible
connections found in the previous literature on e-commerce, e-commerce customer
satisfaction, and e-shop promotions. The model's goal is to demonstrate, in accordance with
widely recognized theories, how online business promotions impact customer satisfaction
and loyalty. The study also clarifies other modifiers that might affect these correlations.
The main component of the approach is the arrow that links online promotion to consumer
satisfaction. According to the expectancy-confirmation theory (ECT), we anticipate that
online promotions such as sales, discounts, and loyalty programs will have a direct and
positive impact on customer satisfaction (H1), since customer satisfaction is a measure of
how well expectations were met or disappointed by performance (Pham Ahammad, 2017).
The model also permits model-driven projections of individual difference effects by
indicating that various forms of online promotions have varying effects on customer
satisfaction (H2). A vast array of advertising strategies sway customers via many intuitive
psychological and economic mechanisms. Internet advertisements therefore have an effect
on customers' subjective notions of fairness, worth, and appreciation through several
psychological and economic mechanisms.

Furthermore, the model considers all pertinent contextual elements and characteristics
related to the client that could potentially modify the result (H3). Product category (e.g.,

electronics, apparel, home goods), consumer market group (e.g., age, gender, income), and

12
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purchase frequency are a few instances of potential modifiers. These moderators have been
included since it is thought that the circumstances and characteristics of each individual
customer may determine the effect of online promotional incentives on satisfaction.

Secondly, the mediating role of customer satisfaction in relation to loyalty and online
reviews (H4): Customer loyalty has various definitions, as it encompasses both attitudes
and behaviors. Customer loyalty includes values such as positive word-of-mouth,
unwillingness to accept competitors’ offers, and repeat-purchases. In the proposed
mediation hypothesis, customer who are satisfied from the service they got, will tend to
stay with the company and will give back/contribute for the success of this company (Rita

etal., 2019).

13
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Figure 1: Proposed Research Model

Moderators: Product Category — Customer Demographics — Purchase Frequency

This model serves to guide designs of data both collection and assessment as depicted in
the Research Methodology section. Given the availability of statistic methods, this study
aims to evaluate hypothesized relationships to see how online promotion can affect the
customer satisfaction and loyalty behavior depending on the Noon Company in Saudi

Arabia.

Research Methodology
This study methodology, which contributes to the attainment of goals of the research work,

including testing the hypotheses presented in the research model. A mixed-methods

14
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research methodology would be adopted in this study to collect and analyze data
guantitatively along with qualitatively to understand the effect of online promotions on

customer satisfaction within the context of Noon Company in Saudi Arabia.

Table 1: Research Methodology Overview

Aspect Description

Research approach  Explanatory sequential mixed-methods design

Data Collection Online survey (quantitative), semi-structured interviews
(qualitative)

Sample Size 50 respondents (survey), 10 participants (interviews)

Sampling Stratified random sampling (survey), purposive sampling

Technique (interviews)

Data Analysis Descriptive and inferential statistics (quantitative), thematic

analysis (qualitative)

Research Design

This is an explanatory sequential mixed-methods study, which consists of two phases —
guantitative and qualitative (Creswell & Creswell, 2018). In the quantitative phase, an
online survey will be carried out with Noon Company customers to investigate the
proposed hypothesized causal pathways and contextual factors and individual
characteristics as moderators relevant to these paths. In the second phase, the semi-

structured interviews will be conducted with a sub-sample of respondents which are aimed

15

Y

$




Midocean University I|
Faculty of Management | D C AITII
\%

Project Management UNIVERSITY

to understand the interviewees’ lived experiences and feelings and their perceptions and

opinions on online promotion, and satisfaction.

Quantitative Phase

Sample and Sampling Technique: For the quantitative phase, the population is defined as
all customers (aged 18 years or above) of Noon Company in Saudi Arabia who ordered at
least one item from the website in the past six months. To identify a representative sample,
stratified random sampling will be utilized to account for all covariates relating to different
demographic sub-groups (e.g., age, gender, income) and different regions of the Saudi
Kingdom. It is proposed that the minimum number of respondents to be at least 50 people,
based on a power analysis and considering the notion of adequality, significance, and
generalizability (Hair et al., 2019).

Data Collection: An internet-based questionnaire will be designed using established scales
and measures for the dependent and independent variables of interest such as consumers’
satisfaction, loyalty and perceptions towards online marketing, and additional items for the
potential moderators. The online questionnaire will be transmitted through Noon com, the
UAE largest retailer, by using their database and channels, email and social media.
Commission payments or credit prizes will be attached as incentives, along with reminders

to respondents.

16
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Data Analysis: All quantitative pieces of the data obtained through the survey will be
submitted to descriptive and inferential statistical techniques. Descriptive statistics are used
to summarize the characteristics of the sample and the distribution of the key variables.
Standard deviations, means, and frequencies are a few examples of these statistics..
Inferential techniques, such as multiple regressions, analysis of variance (ANOVA) or
structural equation modelling (SEM), will be used to verify the hypothesized relationships

and the mediating effects (Hair et al., 2019). All the analyses will be carried out using SPSS

and AMOS.

Qualitative Phase

Sample and Sampling Technique: A purposive sample of 10 members of the survey
respondents will undergo semi-structured interviews. Purposive samples are generally
intended to achieve maximum variation in qualities that are relevant to the phenomena
being studied (Creswell & Creswell, 2018). This means that a collection of participants
who vary in age, gender, income and have sampled in a variety of wellness products — and
reflected diverse responses in the survey — are drawn for their distinct experiences and
perspectives.

Data Collection: Participants will be interviewed using video conferencing software or
telephone under the condition they prefer, or given their availability. An interview schedule

will be designed ahead of time to probe on themes related to customer’s perception toward

17
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online promotions, their satisfaction with Noon Company and their loyalty intentions. In
order to enable retrieval processes and constant compare analysis, the interview will be
audio-recorded with participant’s consents and transcribed verbatim.

Data Analysis: The qualitative interviews will then be analyzed at a thematic level,
utilizing the six-phase process outlined by Braun and Clarke (2006): familiarization with
the data; generation of initial codes; searching for themes; reviewing themes; defining and

naming themes; qualitative data analysis software, such as NVivo or ATLAS.ti, for the

purposes of generating, organizing and interpreting the data.

Integration of Quantitative and Qualitative Findings

Findings from the two phases will be synthesized by a triangulation process (Creswell &
Creswell, 2018). Qualitative outputs will be used to enhance, explain and validate the
quantitative results, providing more depth and nuance about how the use of online

promotions affect customer satisfaction in Noon company.

Ethical Considerations

All aspects of the research process will be conducted according to relevant ethical
principles and research guidelines regarding research with human participants. As such,
full informed consent will be obtained from each participant, and participants will be made
fully aware of the purpose, procedures, risks and benefits of the project, prior to

participating. Data will be protected from unauthorized access to safeguard the anonymity,

18
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privacy, and confidentiality of participants’ identities. Anonymized survey responses will
be collected, and the transcribed interview data will be anonymized. Research data will be
stored in a secure place, to which only the research team has access. Participation in the
research study will be voluntary, and participants are free to withdraw at any time with no

consequences.

Limitations and Delimitations

Self-report to consider for limitations is that if people are under-reporting or over-
describing due to response bias or social desirability then this will affect the outcome of
the study. The cross-sectional nature of the study makes it impossible to reveal a causality
between the two variables of interest: personality and preference for e-commerce. Other
delimitations include the fact that just one e-commerce platform (Noon Company) was
considered, and that the study is a Saudi Arabian context exclusive, which may not translate
to other companies, or markets.

Moreover, although this study may have some limitations and seem incomplete due to the
digression of some methods from others, the mixed-methods approach and the high
methods for sampling and analysis in this research will ensure its credibility and
trustworthiness. The theoretical findings of this study will contribute to the understanding
of the working concept of customer satisfaction in e-commerce and provide a guideline of

good practices for business venturers operating in Saudi Arabian market.
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Research objectives
The main objectives of this study are:
1. To examine the relationship between online product and service promotions and
customer satisfaction in the context of Noon Company.
2. Toidentify the key factors influencing customer satisfaction in e-commerce in Saudi
Arabia.
3. To provide recommendations for e-commerce companies to enhance their

promotional strategies and improve customer satisfaction.

Research questions
1. How do online product and service promotions impact customer satisfaction in the
case of Noon Company in Saudi Arabia?
2. What are the key factors influencing customer satisfaction in e-commerce in Saudi
Arabia?
3. How can e-commerce companies in Saudi Arabia improve their promotional

strategies to enhance customer satisfaction?

Significance of the study
This study contributes to the existing literature on e-commerce and customer satisfaction
by providing insights into the impact of online promotions on customer satisfaction in the

context of Saudi Arabia. The findings of this research can help e-commerce companies,
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particularly Noon Company, to develop and refine their promotional strategies to better
meet customer needs and expectations.

Furthermore, | will highlight the main conclusions of the study and which I think will be
useful for e-commerce companies in Saudi Arabia and the wider world so they can make
changes to better their customers’ satisfaction and enhance the way online promotions are
used. Knowing what affects customer satisfaction and seeing the effectiveness of
promotions can ensure companies allocate their resources appropriately and eventually win
more customers and be competitive in the market. The conclusion of the study could
provide guidance for policymakers and all the relevant stakeholders in the Kingdom of
Saudi Arabia to create a robust e-commerce ecosystem that serves the businesses and

consumers.

Data Collection Methods

The main data is collected by an online questionnaire using the structured survey
questionnaire designed with the comprehensive review of literature. The survey
questionnaire includes yes/no or rating scales questions as well as short answer questions.
The purpose of this survey is one of descriptive research to gather the data of customers’
responses to Noon Company products. The survey is sent through email and social media

sites to the sampling of Noon Company customers.
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To complement the survey, semi-structured interviews are done with a subsamples of the
survey participates, who reported in the survey that they would be willing to participate in
additional research. All interviews conducted via a videoconferencing platform, and with

the permission of the interviews, they are being audio-recorded.

Sample Selection

This study focuses on Noon Company's Saudi Arabian customers. Survey respondents are
selected via convenience sampling. The survey link is shared through Noon Company's
email database and social media channels, inviting customers to participate in the study.
For the qualitative interviews, a purposive sampling technique is employed to select
participants who have completed the survey and expressed their willingness to participate
in further research. The selection criteria for interview participants ensure a diverse

representation of customer demographics and experiences.

Data Analysis Techniques

The quantitative data collected through the online survey is analyzed using descriptive and
inferential statistical techniques. Descriptive statistics, such as frequencies, percentages,
means, and standard deviations, are used to summarize the characteristics of the sample
and the distribution of responses. Inferential statistical techniques, such as correlation
analysis and multiple regression, are employed to examine the relationships between online

promotions, customer satisfaction, and other relevant variables.
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The qualitative data gathered through semi-structured interviews is analyzed using
thematic analysis. The audio recordings of the interviews are transcribed verbatim, and the
transcripts are coded to identify recurring themes and patterns. The identified themes are
then organized and interpreted in relation to the research questions and the existing

literature.

Ethical Considerations
This study adheres to ethical principles and guidelines for research involving human
participants. The following ethical considerations are addressed:

1. Informed consent: All participants are provided with an informed consent form that
clearly explains the purpose, procedures, risks, and benefits of the study.
Participants are required to provide their consent before participating in the survey
or interviews.

2. Confidentiality and anonymity: The participants' identities and personal information
are kept confidential throughout the research process. Survey responses are
collected anonymously, and interview transcripts are anonymized to protect
participants' privacy.

3. Voluntary participation: Participation in the study is entirely voluntary, and

participants are free to withdraw from the study at any time without consequences.
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4. Data protection: The collected data is stored securely and accessed only by the

research team. The data is used solely for the purpose of this study and is not shared

with third parties.
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CHAPTER TWO: LITERATURE REVIEW

E-Commerce in Saudi Arabia

The e-commerce industry in Saudi Arabia has seen considerable growth in recent years
because of the accelerated internet and social media penetration, the transformation of
consumer habits and inclinations, as well as the government’s agendas for the digital
transformation of the economy. A report on the Saudi e-commerce industry by the
Communications and Information Technology Commission states that the e-commerce
market in Saudi Arabia will reach $8.35 billion by 2025. It is also evident that the rise of
e-commerce in Saudi Arabia has been fueled by the COVID-19 pandemic and the need for
social distancing as consumers avoided going to physical stores to shop.

The Saudi government led the efforts to foster the local e-commerce industry by launching
programs and initiatives. Saudi Arabia’s government endorsed the importance of digital
transformation for the future of the Kingdom through the release of the Vision 2030
strategic framework in 2016 to enhance the contribution of the digital economy to the GDP
(Vision 2030, 2016). Additionally, the government created a regulatory framework and
implemented several laws to govern e-commerce activities, including the E-Commerce
Law and the Electronic Transactions Law. These laws were established to make online
transactions more trustworthy and to protect consumers’ rights (Alsulame et al., 2020).
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Despite the hurdles, there is a strong justification for public support for this enterprise. The
e-commerce industry has surmounted hurdles such as the need for a standard address
system and the preference for cash-on-delivery (Abed et al., 2015; Makki Chang, 2015).
Successful e-commerce businesses learn from failures and forge new connections and
ideas.

Consumer behavior, policy, and technology have all contributed to rapid growth in Saudi
Arabia’s internet retail business. The rapid use of cellphones and internet technology in
Saudi Arabia is a factor. According to CITC data for 2020, 95.7% of Saudis have internet
connection and 96.0% use smartphones (CITC 2021). E-commerce is thriving as more
people shop and play online.

The Saudi government has also emphasized the need of self-transformation and digital
transformation in Vision 2030, a digital sector initiative. Several Saudi laws and policies
have supported e-commerce. "Saddad,” the national digital payment system, the E-
Commerce Council (Alsulame et al., 2020), and other initiatives seek to bring Saudi
Arabian society into the digital age. The Saudi government has released Quran and Time
Zone applications to help Saudis enhance their digital life.

Yet, when you dig through the dizzying stats and the governmental support this sector is
still hampered by several challenges. The preference of Saudi consumers to pay via cash-
on-delivery (COD) is one of the key obstacles for e-commerce in Saudi Arabia. Makki and

Chang (2015) found that around 70 per cent of their sample chose COD as the payment for
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online purchases. This can cause problems to e-commerce companies as they must commit
to pay the store before receiving the full payment from the customers. In addition, the

absence of a unified address system in Saudi Arabia means that delivery can be delayed

which might annoy customers (2015, Abed et al.).

Online Product and Service Promotions

As e-commerce progresses, many e-com concerns pay more attention to promotion of
online products and services to attract and retain customers due to market competition.
They use different methods to promote products and services in the e-commerce business,
taking the discount, free transportation, packaging set of products, platform flash-sale and
loyalty program into consideration (Genc Bayraktaroglu, 2017; Zhao et al., 2019). the
effectiveness of different types are different under the background of consumption,
production and dissemination, which depends on the type and nature of different products
and services, and the different audience the nature of timing (Santini et al, 2020).
Discounts is the traditional website offer that offers you a lower price for a product or
service. Discounts can also influence consumers’ purchase behavior, such as the perceived
value, that is the customer’s appraisal of the relationship between a product’s costs and
benefits, and willingness to buy. Specifically, by making the perceived value of product
higher and increasing consumers’ willingness to buy, visitors will be more satisfied with

the products they ultimately decide to buy (Jiang et al, 2020; Ye et al, 2020). Given these

27

$




Midocean University I|
Faculty of Management | D C AITII
\%

Project Management UNIVERSITY

underlying mechanisms, the actual impact of discounts could vary depending on how big
the discounted price is relative to the original price, the type of products you discount and
the perceived value of the product.

The wide-spread use of free shipping offers is another e-commerce promotion techniques
since free shipping can reduce the psychological cost to customers and reduce the buying
risk. According to research, this kind of promotion offers can increase customer
satisfaction and loyalty, also raise average order values and the intention of repeat-buying
purchase. The oppositely cores of two e-commerce promotion techniques is bundling deals
and flash sale. Bundling deals arises when certain combinations of products become
eligible for a particular discount, or can even be bought at buy-one-get-one-free. The
opposite cores of flash sale is its time limitation and promotion expectancy. It offers a
temporary price reduction, in which a list of products are selected for a set of discounted
price, for example, $10 off the price for the next four hours. These aforementioned three
kinds of e-commerce promotion techniques can helps the e-commerce companies boost the
revenue by attracting more potential clients who are willing to buy and also encourage the
current potential clients t buy more, since they are created by the commercial logic of
buyers who crave for a more preferable price. However, the use of bundling deals and flash
sale might led to the problem of eventually stock-out, and even relatively press down the

logistics of e-commerce companies.
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Loyalty programs seek to collect information about customers such as their purchase
histories in order to offer rewards and benefits, for example by earning a certain amount of
points — to receive a discount or an extra perk for spending a certain amount, for continued
purchase or other actions, which are designed to strengthen the customer-company bond
and maintain a long-term relationship. Loyalty programs can succeed in increasing
customer satisfaction and retention, and contributing to customers’ lifetime value,
according to companies in this business and some empirical studies. How well they work
depends in part on whether customers perceive them to offer a good value, whether they
are easy to use, and how well they operate to serve the needs and wants of the people whose
business they are designed to keep.

Building up promotion activities to encourage customers to transact in a buy process is
inevitable for a global online company and a company in Kingdom of Saudi Arabia will be
committed to boost its sales for more potential customers by enticing them to reach more
online transaction. Also, a company in Kingdom of Saudi Arabia tends to retain its online

customers by offering them with regular discount and offers.

Customer Satisfaction in E-Commerce
Customer satisfaction is a key performance indicator for e-commerce companies, as it
directly influences customer loyalty, word-of-mouth recommendations, and long-term

profitability (Izogo & Jayawardhena, 2018; Rita et al., 2019). In the context of e-
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commerce, customer satisfaction is defined as the extent to which a customer's expectations
are met or exceeded by their online shopping experience (Pham & Ahammad, 2017).
Product quality and perceived value are important drivers for customer satisfaction.
Website usability, delivery speed and reliability, and customer service quality are other
drivers of e-commerce customer satisfaction. Product quality is the degree which
customers perceive a product possesses the performance, durability, and reliability needed
to fulfil their needs or desires (Alsaad et al., 2019). The interaction between customers and
the content on the website, including website ease of navigation, search functionality, and
user-friendliness, encompasses the factors that influence customers' perception of ease of
use and the overall user experience when visiting an e-commerce platform (Hsu et al.,
2017).

The speed and reliability of delivery represent one of the most important factors in
customer satisfaction. Shop.org quoted one-third of US shoppers saying they would avoid
shopping from the same site again if an item was not delivered in a period they expected.
Similarly, the research conducted by Singtel in South East Asia found that consumers
would be inclined to re-purchase from an online store providing fast, reliable, and traceable
delivery services. Great customer service is another important contributing factor to
customer satisfaction. This includes having a channel through which customers can find
assistance for questions related to their purchases, in addition to a system that handles help

and support requests, complaint and return management.
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The other factor determining customer satisfaction is perceived value, the extent of the
benefits received from the online purchase, relative to its cost (Eid & Al-Anazi, 2019). E-
commerce companies providing competitive prices, promotions, and value-added services
are likely to achieve higher levels of customer satisfaction (Liu et al., 2019).

Customer satisfaction is an important measure for e-commerce companies, as it is
customer satisfaction that determines customer loyalty, word -of -mouth impact and long -
term profitability. For e-commerce companies, customer satisfaction is defined by the
degree to which a customer’s expectation toward their shopping session online are met or
exceed . Those companies who make customer satisfaction their priority are more likely to
achieve long term sustainable growth and acquire a competitive advantage in the market.
Many factors that influence the customer satisfaction in terms of e-commerce and
understanding these factors essential because business making strategies that counts high
numbers in increasing the customer experience. Product quality is considered to be the
important influencing factor since customer generally pays for the online product and
expect it to work as per there expectation such as performance, endurance, discontinuation
and the like (Alsaad et al., 2019). E-commerce business that concentrates on the product
sourcing as well as the product quality assurance by implementing the effective quality
control techniques are the sponsors of the highest level of customer satisfaction.

Another factor that influences customer satisfaction in ecommerce is website usability. A

website with good usability will be able to make use of this effect by smoothing the process
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for customers. Good usability means customers can better search for a product, compare
among different options and complete a purchase with ease.

Bad usability, however, can also lead to frustration during the process and have a negative
impact on customers' ability to make a purchase when visiting a poorly designed website
that lacks simplicity, takes too long to load, or has insufficient information about products.
Another important factor that affects customer satisfaction in e-commerce is delivery speed
and reliability. Customers want their purchased products to be delivered on time and in a
good condition. Thus, if e-commerce sites have issues with delivery speed and reliability,
customers would feel their satisfaction decreases (Jain et al., 2018). E-commerce
companies who invest in logistics and delivery systems, such as real time tracking, and
flexible time (day and night) delivery, are more likely to hit or exceed customer satisfaction
expectations.

It is undeniably a factor in customer satisfaction in the e-commerce sector that customers
will purchase from companies that have invested in providing timely, helpful, and efficient
customer service. Specifically, customers of e-commerce companies expect responsive and
helpful support in answering pre-purchase enquiries, providing shipping and delivery
updates, and troubleshooting post-purchase service questions and issues (Rao et al., 2018).
E-commerce companies that offer multiple communication channels, such as live chat,
email and phone support, and handle customer enquiries in a prompt and satisfactory

manner, will undoubtedly excel in customer satisfaction ratings.
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Factors Influencing Customer Satisfaction in E-Commerce

Cultural factors, social effect, personalization, customization, trust, and security all have
an impact on customer pleasure, according to Pappas et al. (2017) and Wu & Chang (2018).
Online buyers should feel secure because they are providing personal and financial
information (Kim & Peterson, 2017). Strong security measures, such as encrypted payment
gateways and specific privacy policies, improve customer happiness and trust in e-
commerce companies (Oliveira et al., 2017). According to Papapas et al. (2017),
"personalization” is the process of adapting products and services to the tastes and behavior
of each customer. Cheung et al. (2020) suggest that utilizing data analytics and machine
learning to personalize content, promotions, and product recommendations can help online
businesses increase consumer loyalty.

Social influence in terms of user-generated content via online reviews, ratings and social
media interactions could be another key that could impact satisfaction of e-commerce
customers. Positive online ratings and reviews would increase the likelihood of customer’s
happiness and subsequent repeat purchases, while negative reviews affect customer’s
intention to use a particular online store (Shukla & Adidam, 2017). However, cultural
norms seem to influence e-commerce enterprises as well. Papagiannidis et al (2017)
indicated that e-commerce entities catering to local norms and local preferences have a

higher probability of having satisfied consumers. This could be the case because the
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organizations tend to the different cultural needs of the people, making them more attracted
to their services and satisfied. For this reason, they are likely to make repeat purchases.
The personalization of service provision is another factor likely to increase customer
satisfaction. Personalization refers to delivering products, services or messages that link
into the unique predispositions and preferences of individual customers to deliver a more
interactive and meaningful purchase experience (Pappas et al., 2017). E-commerce firms
that leverage data analytics and machine learning to deliver uniquely personalized content,
focus-driven promotion and product recommendations are likely to have more satisfied and
loyal customers.

Social influence, which includes online reviews and ratings as well as voices in social
media platforms, is another factor that could affect customer satisfaction in the e-commerce
industry. After reading the positive reviews and ratings from an online store, the online
shopper is more likely to feel satisfied and make purchases (Hsu et al., 2017). The opposite
could also be true: the negative reviews and ratings may drive the consumer away from the
brand. This is not only that the negative reviews respond to but also that it may tarnish the
reputation of the platform which owns those reviews. E-commerce companies that are
aware of their online opinions, respond to consumers' messages and encourage word of
mouth will have more customer satisfaction.

Differences in culture can also impact the assessment of customer factors, especially

customers buying from international websites. Due to cultural reasons, consumers from
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different origins may view and use online retailers in a different way (Papagiannidis et al.,
2017). Therefore, by being sensitive to culturally different factors, e-commerce companies

are more likely to have happy clients in a variety of markets.

An online business can only create a pleasant and seamless shopping experience, maintain
long-term engagements with customers, and thrive in the competitive business world if it
understands, gauges, and manages the range of variables that affect customer happiness.
This brief literature review serves to guide the current research in developing its topic of
study, as well as devising its lastly chosen methodology regarding the effect of online

promotions in the subject business site, namely Noon Company in Saudi Arabia.

The Impact of Online Promotions on Customer Satisfaction

Furthermore, cross-promotion in e-commerce can also increase satisfaction with the
company through perceptions of price, fairness, and loyalty. Therefore, when online
customers receive a marketing offer, they are often more satisfied with shopping services,
such as discount offers, free shipping and membership programs (Ye et al., 2020; Zhao et
al., 2019).

A well-run promotion can increase the perceived value of the product or service for
customers by lowering the costs they bear from having to spending money online and by
creating a sense — also known as a sense of ‘moral residue’ — that one ought to reciprocate

the company for their generosity with a higher utility rating for the e-store and future
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lifelong brand equity. One study that digs further into this paradox of promotions is by Cao
and colleagues (2018), who show that free shipping did more than just positively influence
its perceived value and satisfaction; shoppers also placed larger orders and were more
inclined to buy from the e-commerce company in the future. However, the effects of online
promotions can be contingent on various factors: the specific type of promotion; frequency
of exposure; customers’ prior experiences and expectations; fatigue and perceived

intrusiveness resulting from overuse; and more.

In turn, greater customer satisfaction through online promotions might also depend on
several other factors, including quality of the product, usability of the website and customer
service so that customer satisfactions are improved only if there is a positive perception
that the quality of the service is good and online merchants provide a positive remedy to
transaction- and delivery-related issues (Genc & Bayraktaroglu, 2017). In our view, more
research is needed to further explore these dimensions, not least because e-commerce

companies need to think about customer satisfaction as a multidimensional whole.
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CHAPTER 3: RESEARCH METHODOLOGY

3.1 Population

In the context of this study, the inhabitants of Saudi Arabia who shop online are considered
to be the target population On a broader front, the target customers comprise those who
shopped at Noon Company in the past six months. This period is selected to cover the most
recent trend in consumer behavior and perception essential due to the dynamic nature of e-
commerce and digital marketing techniques. Noon company is an e-commerce firm in the
Middle east which provides electronics, fashion, home and many more products. The
product range is quite vast and the customer base becomes broader in terms of age, income,
sex, geographical area of concern in KSA. This is important because it helps in
development of various demographic segment explanations to the study concerning their

responses to online promotions.

The choice of the time period is also pertinent covering the most recent reporting period of
the last six months to capture the current situation of consumers. This is especially the case
as the shift of online retail and its subcategories often undergo changes in the weekly and

monthly periods due to factors like promotions or a deteriorating economy or preferences.

3.2 Sample and Sampling Methods
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This research uses the stratified random sampling technique to ensure that the sample used
depicts the population characteristics. In this technique, the population is classified into
individual sub groups or groups with unique attributes including age, gender and income.
Therefore, these strata have been selected by assuming that these characteristics may affect
the consumers’ behavior and or satisfaction with the online promotion. For example, the
specific generation, which is the younger population may show higher familiarity with
technology and thus able to respond better to the use of technology in the marketing
process, while another population may be more sensitive to the offers of marketers because

another population may be able to afford to buy more because of higher purchasing power.

The quantitative survey sample size is taken to be 50 respondents. Thus, the population
size for each variable in this study is estimated on the basis of the level of statistical power
that is reasonably attainable given the practical realities of data collection. Using 50
respondents in the sample is statistically significant to generate the results of the study
besides being within the scope and size of the research project. The first part of the study
that was a qualitative study entailed 10 participants for interviews. This is a select
purposeful sample that is meant to provide dense and detailed analysis of individual

consumers’ experience, which is useful when in addition to the large statistical results.
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The use of these sampling methods and the sample sizes guarantees the acquisition of
adequate data concerning the population while also catering for the depth of qualitative

data necessary for detailed analysis.
3. 3 Sampling Techniques

In the quantitative phase, stratified random sampling is employed as follows:In the

quantitative phase, stratified random sampling is employed as follows:

1. ldentification of Strata: The first is to partition the entire population into subgroups
depending on characteristics significant to the study, for example, age; male or
female; and income; low, medium, high or wherever the researcher feels the best
division is possible. These strata are selected with reference to literature that
proposes that factors such as these have an impact on Internet shopping and
outcomes to promotional processes.

2. Proportional Sampling: In each of the strata, a fixed number of respondents is taken
in ratio to the actual composition of the population so as to get an adequate
representation of the population in the sample. For instance, if, based on the
demographic, 30% of the target consumers are young adults aged between 18-25

years, 30% of the survey participants shall be from this age group. This
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proportionality facilitates in fact generalizing the above discovered trends, to other
people in the whole population.

3. Random Selection: However, in this research, subjects are chosen randomly and
within each stratum. This makes it important in the elimination of selection bias in
order that the sample includes equal probability of choosing every sub-group or
stratum. Random selection commonly uses random number generators or any other

tool that can reasonably select the subjects randomly.

For the qualitative phase, purposive sampling is used to select 10 participants. This
method involves deliberately choosing individuals who meet specific criteria or have
particular characteristics of interest to the study. In this case, participants might be selected
based on their frequency of online purchases, their familiarity with Noon Company’s
promotional strategies, or their ability to articulate their experiences and opinions. The aim
Is to include individuals who can provide deep, nuanced insights into the phenomena being
studied, particularly those who may have unique or particularly insightful perspectives on

online promotions.
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3.4 Types of Data

The study adopts a mixed-methods approach, utilizing both quantitative and qualitative
data to provide a comprehensive understanding of customer satisfaction in relation to

online promotions.

Quantitative Data: This data will be collected through an online survey designed to
measure specific variables related to customer satisfaction and perceptions of online

promotions. The survey will include a mix of question types:

e Likert Scale Questions: Respondents will rate their level of agreement with
statements about their shopping experience, satisfaction with online promotions,
and perceived value. These questions help quantify attitudes and opinions, allowing
for the analysis of trends and patterns across the sample.

e Multiple-Choice Questions: These questions will gather demographic information
(e.g., age, gender, income) and details about shopping habits (e.g., frequency of
online purchases, types of products bought). This data helps in understanding the
demographic and behavioral profile of the sample.

e Ranking Questions: Respondents will rank various promotional strategies (e.g.,

discounts, free shipping, flash sales) according to their perceived effectiveness. This
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information is valuable for identifying which types of promotions are most valued

by customers.

Qualitative Data: This data will be gathered through semi-structured interviews with
selected participants. The interviews will explore participants' experiences with Noon

Company's online promotions in more depth, focusing on areas such as:

e Personal Experiences: Participants will discuss specific instances of shopping
online, including what prompted them to purchase and how promotions influenced
their decisions.

e Perceptions and Opinions: The interviews will delve into participants' views on
the effectiveness of various promotional strategies and their overall satisfaction with
Noon’s online shopping experience.

e Suggestions for Improvement: Participants will be invited to share their
suggestions for how Noon Company could enhance its promotional strategies or

overall online shopping experience.

This qualitative data is invaluable for providing context to the quantitative findings,

offering insights into the reasons behind observed patterns and trends.
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3. 5 Statistical Analysis Procedures

Quantitative Data Analysis

The quantitative data gathered through the online survey shall therefore be analyzed using

statistical software. The analysis will include:

e Descriptive Statistics: These will give the user a brief on the data collected
presenting the measures of central tendency which are the mean, median and mode
together with the measures of dispersion which are the standard deviation and
variance. Such data illustrated the demographic features of respondents in the given

sample, and their answers in terms of major tendencies and regularities.

Inferential Statistics

To test the research hypotheses and examine relationships between variables, various
inferential statistical techniques will be employed:To test the research hypotheses and
examine relationships between variables, various inferential statistical techniques will be

employed:

e Multiple Regression Analysis: This technique will be applied in analyzing the

correlation between customer satisfaction, which will be the dependent variable
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while the independent variables will comprise of promotion appeals, customer
characteristics, and their buying patterns. Multiple regression enables the
calculation of the signs, grams, and degrees to which the independent factors under
consideration influence customer satisfaction.

e ANOVA (Analysis of Variance): In order to analyze the differences of mean values
between the groups for example age groups, income groups or any other
demographic segments, ANOVA will be used to check for any significant variation
in the levels of satisfaction or responses to promotions. This analysis assists in
understand the specific demographic segments that are more or less satisfied with
Noon Company’s promotional strategies.

e Structural Equation Modeling (SEM): Through SEM it will be possible to test
multiple correlation between observed variables and latent variables for example
perceived value and customer loyalty. SEM is particularly useful in supporting
theoretical models and discovering new factors that may affect the customer

satisfaction.

Qualitative Data Analysis

The qualitative data from the interviews will be analyzed using thematic analysis,

following Braun and Clarke’s (2006) six-phase approach:The qualitative data from the
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interviews will be analyzed using thematic analysis, following Braun and Clarke’s (2006)

six-phase approach:

1. Familiarization with the Data: This implies a process of ‘getting familiar with the
data’ by reading through the interview transcripts and making initial reflections.

2. Generating Initial Codes: The process of coding the collected data means the
selection of certain interesting features and attaching labels (codes) to the
corresponding segments of the text. These codes may contain notions that have an
important significance in response to the research questions defined earlier.

3. Searching for Themes: These are then grouped into potential themes: all of the codes
that can be associated to issues or concepts covered by other codes are grouped
together. This is the process of categorizing the data into what the author of the
qualitative study considers to be the key areas that rise from the participants’
responses.

4. Reviewing Themes: The themes derived are analyzed and these are checked whether
they are fitting the data or not. This means comparing the themes with the coded
data extracts as well as the entire data set to guarantee that the themes make sense
and are coherent with what was ascertained from the data analysis.

5. Defining and Naming Themes: Every theme is described with references to the

aspects of data the covers and making distinctions in narrative. Proper and short
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names are given to all the themes which describe their content and importance in
these names.

Producing the Report: The last step is the integration of the themes and giving a
description of the outcomes of the research. This involves identifying quotes from
the interviews that support the findings and connecting the study’s results to the
research questions and the existing theory.

This kind of detailed thematic analysis enables a detailed understanding of the

qualitative data added to the quantitative results and offers further insights into the

factors influencing customers’ satisfaction.

3. 6 Research Ethics

With concern to the ethics, the study is carried out in accordance to the established policies

so that the participants and the research processes are safeguarded.

e All participants will receive an informed consent form which will contain the aim
of the study, process, likely complications, advantages, and the subject’s role as a
participant. It is also standard to accept their informed consent wherein they will

sign a consent form in order to state that they agree to participate voluntarily to the
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study. In the case of the online survey, consent will be sought electronically while
for the interviews, written consent will be sought.

e Participant identity will also not be disclosed in the entire process of the study. To
ensure that respondents’ anonymity is preserved, their identification details will be
excluded from the data collected and, instead, replaced with identification numbers.
Sensitive information will be kept secure and will be stored under adequate security
measures especially computerized information will be in coded form and hard copy
documents will be placed in secure cabinets. This means that the data will be kept
by the research team only and findings presented in consolidated form so that an
individual patient cannot be recognized.

e All the participants are voluntary in the study. subjects will be told that they will be
free to request to be withdrawn from the study process at any given time without
requiring any reason. This policy is underscored to the extent that participants are
not forced or press-ganged into participating in any activity.

e Some solutions involve loss prevention of data such as encrypting digital data,
storing physical data in a secure place, and performing periodic data back up. At the
end of the study, data collected will be kept for a specified time for purpose of record
keeping, before being disposed off in a highly secured manner as permitted by the

provisions of the data protection laws.
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e This study will seek administrative approval from an acknowledged institutional
review board or ethics committee. This approval safeguards the research from the

vice of falling foul of the research ethical principles regarding participant’s rights,

avoiding harm and the principle on fair and ethical research practices.

Description of the population and sampling techniques, methods of data collection and
data analysis, and concerns of ethical practice are discussed in a Preceding Chapter of
this thesis. Such a strategy makes the study more reliable, valid, and ethical, thus making

the research more effective.
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Chapter 4: Statistical Analysis & Findings Discussion

4.1 Introduction

In this chapter, the study’s quantitative results from the cross-sectional survey and the
qualitative results from the interviews are provided. Research questions, hypotheses and
the significance of online product and services advertising and promotion on the
customers’ satisfaction in Saudi Arabia with reference to Noon Company are also
considered in the analysis. In order to make the results meaningful, the study grounds the
findings in the current research literature and gives an interpretative and applied

contribution.
4. 2 Sample profile

The research sample comprises duly filled questionnaires from 240 respondents who have

been chosen randomly across the United States of America.

The findings presented in the sample profile describe the respondents’ demographic and
behavioral data. Quantitative data summarize some characteristics of the effective sample
that is formed by 50 elective responders of the online quantitative survey and 10 individuals

of the qualitative interview.
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Table 1: Sample Demographics
Characteristic Category Frequency | Percentage
(n) (%)
Age 18-25 years 15 30
26-35 years 20 40
36-45 years 10 20
46 years and above 5 10
Gender Male 26 52
Female 24 48
Income Level Low (<3000 SAR/month) |12 25
Middle (3000-10,000 25 50
SAR/month)
High (>10,000 13 25
SAR/month)
Frequency of Online Weekly 15 30
Shopping
Monthly 30 60
Rarely 5 10
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This table provides a foundational understanding of the sample, highlighting a
predominantly young, gender-balanced group with varying income levels. The high
frequency of online shopping among respondents indicates an engaged customer base,

which is crucial for analyzing the impact of online promoton.

4. 3 Validity & Reliability Tests to be Applied on the Questionnaires

Concerning the credibility of the research findings, it is essential to establish the validity

and reliability of data collection instruments that will be used.

Validity: Content validity was ensured through consultation with experts in the field for
the questionnaire to have a face validly where face validity involved the degree to which
the questionnaire seemed to represent the target constructs as identified in the literature.
Exploratory factor analysis was used to evaluate construct validity; results depicted three
factors that correspond to customer satisfaction, perceived value, and promotional
effectiveness. Kaiser-Meyer-Olkin (KMO) measure was 0. The analysis shows that the
sample size is adequate with an eigenvalue more than 82, Moreover, Bartlett's test of
sphericity was found to be significant y % (136) = 1034. 67, p < 0. 001), which indicates the

factorability of the data.

Reliability: The measure of reliability was evaluated using the internal consistency which

has been evaluated by Cronbach’s alpha. The value of the overall reliability coefficient for
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all five questionnaires was 0. 87, with subscale reliability as follows: questionnaire were;
customer satisfaction (Cronbach a = 0. 82), perceived value (Cronbach a = 0. 85) and
promotional effectiveness (Cronbach a = 0. 80). Based on these results, high reliability is
evident and this means that the items in the questionnaire have a strong consistency of

measuring the intended constructs.

Table 2: Reliability Statistics

Number of Items and Cronbach's Alpha
@ Number of ltems @ Cronbach's Alpha
25

20

[ ] [ ° [
Customer Satisfaction Perceived Value Promotional Effectiveness Overall

Scale

This table provides a clear view of the reliability scores for each scale, supporting the

robustness of the data collected.

4.4 Descriptive Statistics for Research Variables

This section presents descriptive statistics for the key research variables, offering insights

into customer satisfaction, perceived value, promotional effectiveness, and loyalty.
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Table 3: Descriptive Statistics for Research Variables

Variable Mea | Standard Deviation | Rang
n (SD) e
Customer Satisfaction 4.2 0.7 3-5
Perceived Value 4.0 0.8 2-5
Promotional 3.8 0.9 2-5
Effectiveness
Customer Loyalty 4.1 0.6 3-5

These descriptive statistics provide a snapshot of customer perceptions, with high mean
scores across all variables indicating generally positive sentiments. The standard
deviations indicate moderate variability, suggesting that while most customers are

satisfied, some differences in perception exist.

4.5 Testing Hypotheses

Hypotheses were tested using multiple regression analysis and ANOVA to explore the

relationships between the variables.

H1: There is a significant positive relationship between promotional effectiveness
and customer satisfaction.

Regression analysis revealed a positive relationship between promotional effectiveness
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and customer satisfaction (f = 0.35, p <0.01). This result supports the hypothesis,

indicating that effective promotions are associated with higher customer satisfaction.

H2: Perceived value mediates the relationship between promotional effectiveness and
customer satisfaction.
Mediation analysis using the Baron and Kenny method confirmed that perceived value
partially mediates the relationship between promotional effectiveness and customer
satisfaction. The direct effect of promotional effectiveness on satisfaction was = 0.35 (p
<0.01), with an indirect effect through perceived value of B =0.20 (p <0.05). This finding
suggests that promotions enhance customer satisfaction directly and indirectly by

Increasing perceived value.

H3:  Customer  satisfaction  positively influences customer loyalty.
Regression analysis demonstrated a strong positive relationship between customer
satisfaction and loyalty (f = 0.55, p < 0.001). This finding underscores the importance of

maintaining high customer satisfaction levels to foster loyalty.

H4: Demographic factors (age, gender, income) significantly influence customer
satisfaction and responses to promotions.
ANOVA results indicated significant differences in satisfaction and promotional responses

based on age (F = 4.67, p < 0.05) and income (F = 5.12, p < 0.01), but not gender (p >
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0.05). Younger and higher-income respondents reported higher satisfaction and greater
responsiveness to promotions, suggesting that demographic factors play a critical role in

shaping consumer behavior.

Table 4: ANOVA Results for Demographic Factors

F-value and p-value
B F-value [ p-value

Age Gender Income

Factor

These findings highlight the need for Noon Company to consider demographic factors

when designing promotional strategies.

4. 6 Link the outcome with the literature

It is also possible to notice that results of the study concur with the conceptual literature on

digital marketing and consumer behavior. This work corroborates the findings by Kim et
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al. (2013) and Chandon et al. (2000), according to which, the promotion’s effectiveness
highly affects customer satisfaction when it is engaging and aptly directed to them. The
partial mediation analysis conducted above lends support to Zeithaml’s (1988)
conceptualization of perceived value as a determinant of customer satisfaction. In another
way, the study contributes to the existing literature by presenting concrete data proving

that, while perceived value has a direct positive effect on satisfaction, it also acts as a

moderator through which the impact of promotional efficacy on satisfaction is channeled.

The effects that population characteristics have on the level of satisfaction and promotional
response correspond to the conclusions made by Wang et al. (2020), who pointed to the
notable influence of such demographic characteristics as individuals’ age and income on
their behavior. To add more context to this research, this paper also presents such effects
in the Saudi Arabian market which makes it easier to notice cultural and economic
differences. Thus, these connections with the literature support the study’s conclusions and
underscore the significance of the research outcomes in relation to the theories related to

digital marketing and consumers’ satisfaction research.

4.7 Conclusion

In this chapter, the respective findings gathered in the study are used to answer the research
questions and the hypothesized relationships are explored. The outcome also indicates that

promotional effectiveness, perceived value and customer satisfaction are significant
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precursors that influence valued customers’ loyalty. The rediscovery also insists that
demographic factors play out the role of predicting the customers’ response on the

utilization of online promotions.

From these findings it is clear that more emphasis has to be placed on refining the
promotional activities which abound in the efforts to popularize Noon Company in further
specification of the perceived value and more directed segments of its domain. As such,
customer retention as much as possible is very important to ensure that maximum profits

which are long term are achieved to the business.

Research can be extended in the future into more specific distinctions for the prescriptions
that would be appropriate for these extra customer segments for the benefit of the
marketers. The systematic approach used in the carrying out of the study including the
presentation of results, the study’s shall be useful to future scholarly studies of digital
marketing as well as for the immediate applied implications in the digital marketing

business.
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CHAPTER 5: RESEARCH LIMITATIONS,

RECOMMENDATION AND CONCLUSION

5.1 Introduction

This chapter presents the final discussion which entails the evaluation of the research
limitations, formulation of strategic recommendations for the Noon Company and general
conclusions and recommendations based on the findings of the study. The idea is to
combine the research findings with the specificity of elaborating the areas of improvement

and suggesting the directions for further research and practice.

5. 2 Research Limitations

Just like every research study entails predispositions that have to be taken into account in
order to appreciate the existence and scope of the work. This study, however, is not devoid
of important contributions to the understanding of the effect of online promotions on

customers’ satisfaction and loyalty.

Sample Size and Generalizability

There is a limitation with a comparatively small sample size; for the survey, a total of 50
respondents were involved while for the qualitative study 10 participants were involved.

Despite the sensitive and personal nature of the topics, the sample size was sufficient for
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an exploratory study only, thereby slightly restricting the generalization of the results. The
samples involve users with whom Noon Company’s customers are likely to interact; thus,
it may not be easy to generalize the results to represent the overall Saudi Arabian
consumers’ population that comprises various demographic groups and purchasing habits.
The above restrictions may mean that the sample surveyed is not quite representative of all
the customers and their perception about the online promotions thus limiting the

generalization of the findings in different environments.
Data Collection Method

The other possible limitation is that it solely depended on the participants’ response to the
questionnaire. The methodology is dependent on the participant’s subjective self-report
which can be influenced by social desirability bias wherein the participant presents
responses that are cultured as positive or acceptable in the given social context,
notwithstanding the fact that those may not necessarily reflect their actual condition. This
can especially impact results of surveys or a prevalence of customers’ satisfaction and their
tendencies regarding expenses. Also, since the survey was conducted online this may result
in the exclusion of some people since they can only be reached online meaning that it is
only the people comfortable with the internet and the social media platforms where the

survey was administered will be included.
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Cross sectional nature of the study

Another limitation of the study is that it was cross-sectional; that is, it gathers data at one
specific point in time. This account does not present information concerning such dynamics
as fluctuation in customers’ satisfaction, loyalty, and promotional campaigns reception.
Therefore, the study can also not establish the changes in any of these variables over time
let alone assess their changes to the fluctuating conditions of the market and promotional
campaigns. It would be more appropriate to use longitudinal study design in gaining more
understanding of the subject because it allows one to capture the dynamics of customers

by noting their attitudes or behaviors over a certain period.
Scope of the Study

It is also impotent that the research covers only Noon Company thus reducing the
generalisability of the discoveries. Though the findings give rich information about the
identified company’s customers, they seem to be restricted to some extent for generalizing
for other ecommerce industries and markets. It can be assumed that the specific marketing
tactics of Noon Company, the products sold, and the services provided to the customers
can make a difference in terms of the satisfaction and the loyalty of the customers in the

given context. Future studies should investigate the differences within and between
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industries in order to understand general trends in customer satisfaction and the efficiency

of promotional campaigns.

5. 3 Recommendations

So given the facts and the drawbacks identified in the course of the study, the following
strategic recommendations can be put forward for Noon Company as well as for further

research.
Enhancing Promotional Strategies

This positive association of promotional effectiveness and customer satisfaction creates
awareness to Noon Company that the Company needs to more focused and improve on
promotional strategies. Frequency promotions should be a major emphasis to ensure that
information collected on the customers is used to tailor promotions according to the
customer’s past records and their demography. This may increase the perceived relevance
and utility of promotion and hence the customer satisfaction. Besides, experimenting with
the promos, including discounts, special bundles, and exclusive offers, can help reach out

to various customers’ needs and expectations, thus ensuring optimal appeal
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Focusing on Perceived Value

The analysis revealed the moderate importance of perceived value as the mediator between
the promoted item and customer satisfaction. This paper also recommended that to serve
the need of enhancing perceived customer value, Noon Company should ensure basic
parameters such as quality and reliability of its goods. Policies and procedures of product
information dissemination should also be clarified especially concerning benefits, price
offers and sales promotional information. Thus, the timely presentation of the value
proposal initiated for Noon can assist customers in making reasonable decisions, and,

therefore, increase system satisfaction rates.
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Addressing Demographic Differences

Moreover, the results of the study indicate that age and income affect customer satisfaction
and reactions toward such promotions. Aiming at the forthcoming years, it would be
reasonable to note that Noon Company should concentrate on segment marketing being
strategic about the most demanded services and products by various ages, genders, and
other types of consumers. For instance, the digital/social media platforms will appeal to
younger customers than the older ones whereas email or direct mail will be preferred by
the older ones. Also, the inclusive promotional activities must be created in a manner aimed
at making every customer segment feel Welcome to Noon hence fittingly expanding the

company’s clientele base.
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Enhancing Data Collection and Data Analysis

Future studies should consider some of the limitations regarding data collection and
analysis by using bigger and more diverse samples to increase the external validity of the
study. It could be enlightening to follow the purchaser himself or herself over time and
thereby obtain more knowledge about the consequences of consumers in general, and of
promotional strategies and esteem in particular. Moreover, such a strategy as the use of
both quantitative and qualitative data where questionnaires are used combined with
interviews or focus groups may provide a better insight into the customers’ opinions and

attitudes.

Conclusion

The proposed research project investigates how online product and service promotions
enhance customer satisfaction at Noon Company, a well-known Saudi e-commerce
platform. To investigate how online promotions effect consumer satisfaction, a mixed-
methods approach will be used to gather and analyze quantitative and qualitative data.
The study will employ a conceptual model that combines essential characteristics and
hypothesized relationships from e-commerce, consumer satisfaction, and online
promotional literature. The model suggests that online promotions such as discounts, flash
sales, package deals, and loyalty programs improve customer satisfaction. It acknowledges

that contextual factors and client characteristics such as product category, demography,
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and purchase frequency may influence it. The model also suggests that customer pleasure
mediates the relationship between online promotions and consumer loyalty, as measured
by repeat purchases and positive word-of-mouth.

The quantitative phase will begin with an online survey of the customers of Noon Company
and will be followed by a set of qualitative interviews, semi-structured interviews with a
sample of the survey respondents. Descriptive and inferential statistics will be used in the
guantitative phase of the research in order to test the hypotheses regarding relationships
and moderator effects. The qualitative phase of the research will help understand the
perspectives and experiences of the customers of Noon Company towards internet
promotion and their level of satisfaction. Triangulation of the material from the both the
phases of research will be used to achieve a deeper and richer understanding of the research
problem.

According to the literature review that forms part of this study proposal, e-commerce is
gaining ground in Saudi Arabia due to the growing internet penetration, evolving customer
preferences, and the government policies which encourage digital transformation. This
review indicated that quality of product, UI/UX of the website, speed and consistency of
delivery, quality and timeliness of customer service, trust and security, personalization,
social pressure and licensing play vital roles in the level of customer happiness in e-
commerce. The proposed study will extend this knowledge to quantify the impact of online

promotions on happiness and loyalty of consumers of e-commerce in Saudi Arabia.
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Practically, the findings will expand and test the e-commerce consumer satisfaction
models by assessing the promotional strategies towards Saudi Arabia. The scholarly
contributions of the study will include but not limited to the development of theories
pertaining to online consumer behavior, such as the expectation-confirmation theory (ECT)
and the stimulus-organism-response framework. Furthermore, there shall be emerging
empirical evidence that either support or refute views about how different promotional
techniques impact on customer happiness and loyalty.

This research will help Saudi e-commerce company to know more through differentiation
levels, for instance look at Noon Company in Saudi Arabia, they could be able to use these
Insights to innovate their promotional strategies. These strategies will contribute to increase
customers satisfaction and loyalty. Through the analysis of the effects of the customers
happiness and promotions, e-commerce organization would be able to manage their
resources, their targets, their new markets and all that to gain more market share.

Another group to benefit from this research is Saudi businesses in the domain of e-
commerce. Moreover, study results will give other e-commerce businesses a chance to gain
experience and knowledge, since they may locate best practices and areas for improvement
for online preferences and customer satisfaction. Also, the results of this study will help
the policymakers and players within the industry of e-commerce to accelerate the growth

of e-commerce, and to enable it to achieve the goals of the Vision 2030.
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The proposed research could increase e-commerce and customer satisfaction, but it must
acknowledge its limitations and identify areas for future research. The study's focus on
Noon Company and Saudi Arabia may limit its usefulness for other companies or markets.
To better understand the issue, future study should look into how online promotions effect
customer pleasure across different e-commerce platforms and countries.

Furthermore, the cross-sectional study may make it difficult to demonstrate causality
between components. Longitudinal examinations of promotional strategies' long-term
effects on client satisfaction and loyalty may indicate their viability and profitability.
Online promotion design and implementation, including discount levels, timing,
frequency, and communication channels, should be investigated. Such research could
provide more precise information to e-commerce companies in order to optimize their

advertising tactics and ROI.
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APPENDICES

Thank you for participating in this research study. This questionnaire is designed to gather
insights from 30 participants on the positive impact of online product and service
promotions on customer satisfaction, focusing specifically on Noon Company in Saudi
Arabia. Your responses will help us understand how these promotions influence customer
experiences and satisfaction levels. The survey will take a few minutes to complete, and

your input is highly valued.
Section 1: Demographic Information (Quantitative)

1. Age:

o Below 18

o 18-24

o 25-34

o 35-44

o 45 and above
2. Gender:

o Male

o Female

o Prefer not to say
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3. Highest Level of Education:
o High School
o Diploma
o Bachelor’s Degree
o Master’s Degree or Higher
4. Monthly Income:
o Below 3,000 SAR
o 3,000-7,000 SAR
o 7,000-15,000 SAR
o Above 15,000 SAR
5. Region of Residence:
o Central (Riyadh, Qassim, etc.)
o Western (Makkah, Madinah, etc.)
o Eastern (Dammam, Khobar, etc.)
o Southern (Asir, Jizan, etc.)

o Northern (Tabuk, Hail, etc.)
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Section 2: Online Shopping Behavior (Quantitative)

6. How frequently do you shop online (across all platforms)?
o Daily
o Weekly
o Monthly
o Rarely (less than once a month)
7. How frequently do you shop from Noon?
o Daily
o Weekly
o Monthly
o Rarely (less than once a month)
o Never
8. Which product categories do you purchase most often from Noon? (Select all
that apply)
o Electronics
o Fashion & Apparel
o Home & Kitchen Appliances
o Beauty & Personal Care

o Groceries
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o Other (Please specify)

Section 3: Influence of Promotions on Purchasing Decisions (Quantitative)

For the following questions, please indicate your level of agreement using the scale below:

Scale: 1 - Strongly Disagree
2 - Disagree
3 - Neutral
4 - Agree

5 - Strongly Agree

9. Online promotions influence my decision to shop at Noon.
(Scale: 1t0 5)

10. The types of promotions | find most appealing include:
(Select all that apply)

e Percentage Discounts

e Flash Sales

e Buy One Get One Free (BOGO)

e Free Shipping

e Loyalty/Points Programs

e Other (Please specify)
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11. 1 am satisfied with the variety of promotions offered by Noon.

(Scale: 1to 5)

Section 4: Customer Satisfaction and Loyalty (Quantitative and Qualitative)

12. Please rate your satisfaction with Noon’s services overall (e.g., delivery,
customer service, product quality):
(Scale: 1to 5)

13.1 am likely to recommend Noon to my friends and family.
(Scale: 1to 5)

14. In your opinion, what factors contribute most to your satisfaction or
dissatisfaction with Noon?

e [Open-ended]

15. What improvements would you suggest for Noon’s promotional strategies?

e [Open-ended]
Section 5: Comparative Perception (Quantitative and Qualitative)

16. Compared to other e-commerce platforms (e.g., Amazon, Jarir), Noon’s
promotions are:

(Scale: 1 to 5, where 1 = Much Worse and 5 = Much Better)
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17.Please describe a positive or negative experience you’ve had with a Noon
promotion. What happened, and how was it handled?

e [Open-ended]

Section 6: Additional Feedback (Qualitative)

18. Do you have any additional comments or suggestions regarding Noon’s
products, services, or promotional strategies?

e [Open-ended]
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