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Abstract. The main purpose of this article is to identify factors and measure their influence on creation of 

positive customer experiences online. Methods that are used in this article are literature analysis for factor 

identification and Analytic Hierarchy Process, Kendall coefficient of expert competence and TOPSIS method to 

assess the influence that identified factors have on creation of positive customer experience online. For the 

conducted research, two groups of respondents were used. One group consisted of experts from fields related to 

the topic of this article and another was a group of target audience who responded to given questions. Research 

revealed how each factor influences creation of positive customer experiences online. In addition to this, 

companies from a similar business field were ranked using TOPSIS method based on how each factor affects 

each company.  

Keywords: online environment, positive customer experience, factors, influence, design, online shopping. 

Introduction 

Businesses have to operate in a very tight competitive environment. It is becoming harder to stand out from rival 

companies and attract new customers because the business environment is changing fast, companies are improving, 

new marketing techniques are being invented and each day there are new businesses that offer new products or 

services to the market. These changes are happening so fast that, if organizations do not react, their image and 

survival will be in danger (Arsezen-Otamis & Babacan, 2017). As products and services are being created each day, 

often copying each other, it is becoming difficult to stand out from the competition. It has never been easier for a 

customer to find a substitute product based on his or her needs and wants (Arens & Hamilton, 2016). Companies 

are putting more pressure into maintaining a strong brand image in its customers' eyes and investing more resources 

into business processes that help in attracting new clients and staying relevant in the market (Kramoliš & 

Kopečková, 2013). More and more emphasis is being put towards standing out in the online market. One of the best 

ways to maintain a strong brand image and attract new customers is the use of social media. It has helped many 

brands be visible to the public and create a channel through which customers can access a brand and see what it 

stands for (Gavurova et al., 2018). However, as the technology that we use today reached new heights, customers 

began demanding a higher level of quality in their online experiences (McLean & Wilson, 2016). That is why 

different methods of creating positive customer experiences online are analysed and explained in this paper.  

Research problem is which factors influence the creation of positive customer experiences online and how it 

could be assessed. In addition to this, the research object covers the influence of factors when creating positive 

customer experiences online while the research aim is to identify what factors and how to assess their influence on 

the creation of positive customer experiences online. 

Research objectives: 

1. To analyze scientific literature regarding the creation of positive customer experiences online.  

2. Evaluate the influence of factors on the creation of positive customer experiences online based on the 

conducted empirical research. 

Literature analysis together with empirical data analysis such as Kendall coefficient of expert competence, 

AHP and TOPSIS are used as research methods in order to analyze the topic of this paper. 
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1. Understanding factors of positive customer experience online 

For a business it is important to position itself in the online environment as best as it can so that customers can be 

attracted by offered products or services. The abundance of online channels through which a customer can interact 

with a business has put more pressure on company’s activities (Cambra-Fierro et al., 2019).  

Attracting customer’s attention has never been more difficult. The abundance of products in a market has 

made it easier for a customer to switch from one product to another (Petit et al. 2019). In order to attract customer’s 

attention towards a product or a service that a businesses is offering, visual aid is required (Pandey & Chawla, 

2018). As Martin, Mortimer, and Andrews (2015) stated in their research, visually appealing stimuli not only 

attracts customer’s attention but it plays a huge role whether a product or a service will be sold or not. Having a 

presence on social media channels might still not be enough to persuade a customer to trust a brand and make a 

purchase. Brands, like never before, have to find new ways to position themselves online accordingly to what the 

customer is expecting (Lamont, 2014). Thus, many users have started seeking for a more interactive experience 

online. More importantly, it is the influence of digital channels over shopping decisions of customers that make 

companies remember that in order to gain more market share, digitalization of a company’s activities is imminent 

(Tom et al., 2017).  

For many businesses and brands, it is important to showcase its products online on a correct platform that 

would help the production stand out. Pinterest and Instagram have become such platforms where clients can 

comment on their favorite items and brands can see which products are trending and creating a buzz (Liyakasa, 

n.d.). As more and more businesses are relocating to online environments, more products and services are being 

offered and sold through online/digital channels (Stavljanin & Pantovic, 2017).  

In addition, the growing influence of internet in customers’ everyday lives, it has become important for a 

client to feel safe while scrolling and making purchases online (Akhter, 2014). With many online transactions being 

completed everyday, it has become a key factor for a business to maintain its’ clients’ privacy and create a safe 

online environment.  

1.1. Social media presence 

One of activities that faced enormous pressure during the last few years of the boom of social media is customer 

support. Users have grown accustomed to using multiple channels at once in order to receive customer support 

from a company as fast as possible (Sargent, 2016). But having multiple social media accounts for a business is not 

enough to please a customer. The presence of a business has to be felt on a platform where it has an account. 

Customers want to be heard and replied to when they encounter a problem but sometimes company’s empathy is 

nowhere to be found. Companies that have Twitter and Facebook accounts respond to only 60% of the tweets and 

76% of messages directed towards Twitter’s and Facebook’s accounts respectively (Klie, 2015). One of the key 

factors of maintaining a positive customer experience and showing a strong social media presence is time of 

reaction. When a customer reaches out to a company through social media, 79% of clients expect to get a response 

within 15 minutes (Klie, 2015). Customers have become really impatient and wish for a fast responding service 

(Lamont, 2012; Sargent, 2016) 

Moreover, if a company has social media accounts, it is necessary to have proper and concrete information on 

them which would guide customers properly and provide them with essential information (Lamont, 2014). Usually, 

the information that a person is looking for about a business is related to the brand itself. It is important to open the 

brand to a customer and show willingness from the company’s side to engage in a dialogue with the user and 

provide interesting content (Jaska & Werenowska, 2014). Also, it allows the company to become transparent and 

show a part of some processes and activities that are happening within a business.  

Furthermore, the most successful brands in the world are consistent in what they are showing to its target 

audience and consistency brings positive attitude from customers. The more people recognize and believe in a 

brand, the more willing they are to buy (Chao-Sen, 2015). Customers are quick to decide whether to engage into a 

shopping process with a company or to ignore messages that a business is sending to its customers.  In order to be 

recognized on social media, a business has to be identifiable and deliver a consistent brand message to its clients 

which would trigger positive emotions and show brand friendliness (Gavurova et al., 2018). Also, according to an 

empirical analysis conducted by Faqih (2016), it was revealed that females’ attention to brand image can be 

affected by the amount of products, especially clothes, offered for women. The abundance of products to choose 

from usually allows customers to have greater e-satisfaction without paying attention to certain details such as 

brand image (Gavurova et al., 2018).  

On the other hand, conducting a thorough social media analysis and managing it consistently adds up to 

additional expenses for a business. Employees have to be delegated to manage the company’s social accounts and 

deal with customer enquiries. According to Lamont (2014), only less than 10 % of companies measured how many 

resources does it take to manage a company’s social media account. If more attention is put on monitoring and 

handling social media data, it can have major returns and costs saved for a business (Gibbons, 2018; MacDonald, 

2012).  
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1.2. Online store design 

If a business wishes to attract more customers with its visual appearance online, it is important to decide what color 

palettes suit sold products or services the best when displaying them in an online environment (Sunaga et al., 2016). 

As a study conducted by Gatti, Bordegoni, and Spence (2014) showed, that people tend to be attracted more by 

lighter colors whether it is the background of an online shop or the product itself. Even more interesting is that if an 

object is placed in front of a dark background, the color of an object intensifies in the viewers eyes which causes 

more attraction (Salmela & Vanni, 2013). 

Moreover, business’s online environment where all the sold products are shown has to have an attractive 

layout, design and colors. Customers are very picky and tend to quickly escape an online environment where no 

positive emotions are caused (Wijaya et al., 2019). According to Castro-Lopez, Vazquez-Casielles, and Puente 

(2019), the longer a business manages to keep its’ customer scrolling through its online store, the more likely the 

client is to make a purchase. This means that a business not only has to invest in how a product looks in real life but 

also how it looks on an online sales channel. As one research, conducted by Pandey and Chawla (2018), shows that 

women are more attracted to a webpage which has pleasant design and high quality photos of products.  

On the other hand, sometimes businesses tend to pay too much attention at how their online environment 

looks and forget a key factor in creating positive customer emotions online – time. As Lamont (2012) stated, – 

“Customers are increasingly impatient with cumbersome purchase processes or unresponsive service”. For a 

business it is important to help customer save as much time as possible while he or she is making a purchase. 

Which is why a fast response rate on a webpage while clicking various items is as important as the item itself (Micu 

et al., 2019; Rose et al., 2012). In addition to this, the skill level of online shoppers has been increasing consistently 

which means that businesses have to keep up with their webpage technology and speed in order to attract a 

customer (Luo et al., 2012; Nilashi & Ibrahim, 2012).  

Furthermore, as Khan & Rahman (2016) mentioned in their conducted research, customers are more likely to 

buy a product when the purchase process is easy to understand and navigate through. When a purchase can be made 

with only a few clicks of a button, a customer does not have enough time to reevaluate his intention of buying. This 

sometimes leads to a customer making a purchase while not really needing the bought item/product (Barari et al., 

2020). Also, as Tandon, Kiran, and Sah (2016) state, online customers are more likely to make a purchase if they 

find the overall design and outlook of an online shop appealing.  

1.3. Interactive experience online 

For a business it is essential to decide on a correct target audience since they will be the main buyers of products or 

services. Many people have different preferences when it comes to shopping online, thus different expectations 

need to be met. As Hao Suan Samuel, Balaji, and Kok Wei (2015) stated in their research analysis, – “the female 

customers were found to be influenced by the uniqueness, social interaction, assortment, and browsing aspects of 

shopping experience”. Online shoppers crave for experience during their shopping. One research even found that if 

a female buyer is lacking social and interpersonal interaction during her online shopping experience, then the 

shopper might stop trusting the online retailer (Hao Suan Samuel et al., 2015; Pandey & Chawla, 2018). This means 

that a business has to increase investments into its processes and activities regarding social media in order to make 

customers happy (MacDonald, 2012).  

Moreover, for many years, businesses have been limited in ways how to be interactive with customers through 

online channels. Main possibilities were stimulating customers through visual and audio technology such as screens 

and headphones. But the technological landscape has been shifting for a few years where new technologies are 

constantly being introduced (Stavljanin & Pantovic, 2017). As a result of that, new technologies to allow users to be 

more interactive with a brand and its products in an online environment have been created, such as virtual reality, 

augmented reality and digital taste and smell simulators (Petit et al., 2019). All of these can be used as a way to 

market a product and give new opportunities to marketers to attract customers (Spapé et al., 2015). In addition to 

this, those brands or websites that offer its customers interactive experiences, have a better chance of making a sale 

and creating a positive customer experience (McLean & Wilson, 2016).  

On the other hand, it was thought that services that are being provided through an online environment are 

inferior to the ones that are provided in real life when a customer is interacting with employees (Goldenberg, 2017). 

Customers are still seeking reassurance and consultation from the staff since some people believe that a problem 

can be solved much faster when interacting with a real person instead of a digital customer support agent 

(Lallemand et al., 2015). Moreover, customers tend to be affected by other customers in a physical environment 

when making purchase decisions. Emotions are affected the most which then determine whether a purchase will be 

made or not (McLean & Wilson, 2016). While there are many instances when the physical surrounding can affect 

purchase decision positively, sometimes it can have a negative effect, especially when other shoppers are 

dissatisfied with their experience (Gavurova et al., 2018). 
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1.4. Safe purchase 

According to Martin et al. (2015), online clients are very sensitive regarding e-security and e-privacy. Based on a 

research conducted by Pandey and Chawla (2018), it was revealed that women tend to have a higher level of 

distrust while shopping through online retail stores because of an escalated fear of being robbed or personal details 

being stolen. While women are more likely to press on a colorful banner that suddenly appeared on a screen, they 

tend to be more cautious about the conditions of a proposed discount (Meyers-Levy & Loken, 2015). However, this 

opinion is neglected by Pandey and Chawla (2018) who in their research state that women care less than men 

regarding privacy policies and other purchase related rules. This means that women are easier to persuade to make a 

purchase online and as Khan, Rahman, & Fatma (2016) suggest in their research, women will return for another 

purchase if they had a pleasant experience and they feel that they can trust the seller.  

Furthermore, Pappas et al. (2014) in their conducted research found out that the significance of a relationship 

between customer satisfaction and trust when making a purchase online does not change even when taking into 

consideration experience level of a buyer. Which means that if a buyer is more experienced in purchasing products 

online, it does not increase or decrease his or her satisfaction when buying online products. In addition to this, as 

Pandey and Chawla (2018) state in their research, more experienced online shoppers tend to skip the information on 

a webpage which is meant to help navigate the shopping process for a user. This is because that experienced 

shoppers already know the process and do not need help with it (Rezaei, 2014).   

Also, according to a research conducted by Tandon, Kiran, and Sah (2016), people have started to turn more 

towards online shopping without fearing of being scammed because of a possibility to pay on the spot only when 

the products are delivered. This allows customers to feel safer about their purchases (Rawat & Sharma, 2014). 

Moreover, as Thakur and Srivastava (2015) found out from their conducted research, people are afraid to share any 

of their personal details, be it email or credit card number, because of spam, unwanted communication with third 

parties or promotional offerings. This creates an obstacle for businesses because they have to create more simple 

and trustworthy ways for customers to purchase products or services (Hao Suan Samuel et al., 2015).  

2. Methodology 

The main purpose of this research is to take a more in-depth look at factors that have influence on creating positive 

customer experiences online. Based on literature analysis, 4 factors were chosen that have an effect on customer 

experiences: 

1. Social media presence; 

2. Online store design; 

3. Interactive experience online; 

4. Safe purchase. 

Certain statistical methods are used as tools to determine which factors have the highest importance or, in 

other words, highest weights and how do they rank in importance. In order to see the true impact that these 4 factors 

have, first method that is used is Kendall’s coefficient of competence. This method is most suitable for measuring 

the competence of people who are regarded as experts in their fields. For this research, 6 experts were questioned 

regarding the 4 factors that have an influence on positive customer experience. Based on their answers, Kendall’s 

coefficient of competence method was applied and competence levels for each expert that responded was calculated 

(Gedvilaitė, 2019). 

Firstly, general coefficient of competence for all experts is calculated with the following formula 1.  

 0 1
,  1,  ,  ,  iK j m

m
 (1) 

where: 0
iK  – general coefficient of competence; m  – number of experts.  

Further, a new matrix 
t
jx  is created by using formula 2 where each value from initial matrix ijx  is multiplied 

by group estimates of every j  factor and by the sum of j  factor’s values. 

 
1

1

·  ,  1,  ,   ,


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m

t t
j i ij

i

x K x j n  (2) 

where: 
t
jx  – values of x  matrix’s j  object; 

1

1






m

t
i

i

K  – group estimates of i  factor; ijx  – initial values of j  

object’s i  factor; j  – factor rank; n  – number of objects.  

Lambda is calculated by summing up all values from the new matrix (see formula 3). 
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where: t  – lambda; 
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
n m

t
j

j i

x  – sum of all x  matrix values; ijx  – initial i  factor’s j  object’s value.  

For the coefficient of competence of each expert, formula 4 is used where the sum of each expert’s values 

from the new matrix is divided by lambda from previous formula 3.  

 
1 1

1
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 

  
n m

t t t
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j i

K x x K


, (4) 

where: t
iK  – competence coefficient of each expert; t  – lambda; 

1


n

t
j

j

x  – sum of j  object’s values; 
1

1



m

t
i

i

K  – 

sum of all competence coefficients equals 1; ijx  – initial i  factor’s j  object’s value.  

If the competence coefficients from formula 4 fall into the interval of formula 5, that means that all experts are 

competent.  

 1.96     1.96   t t t
i i iK s K K s   (5) 

where: t
iK  – average expert competence coefficient; s  – standard deviation; t

iK  – competence coefficient of each 

expert.  

As a second tool, AHP (Analytic Hierarchy Process) method is used in order to determine the weights or, in 

other words, importance of each factor in the contrast of other factors (Osmani & Kochov, 2018). The higher the 

weight of a factor, the more important it is in relation to other factors. In order to calculate the weights, an expert 

has to evaluate each factor in relation to another on a scale from 1 to 9 (Wolnowska & Konicki, 2019). 1 meaning 

that both factors are identically important and 9 meaning that one factor is very important and the other has 

basically no importance. Factor which is shown in a row is compared to factor which is shown in a column 

(Juodagalvienė, 2018). If the column factor, or in other words object, value is higher than the row factor value, then 

the full grade is written in the pairwise comparison matrix. If the row value is higher, then 1 is divided by the given 

grade. A pairwise comparison matrix can be created as seen in formula 6. 

 

11 1

1

 
 
 
  

n

n nn

C C

C C

, (6) 

where: 11C  – comparison of 1st factor’s value with 1st object ; 1nC  – comparison of n  factor’s value with 1st object; 

1nC  – comparison of 1st factor’s value with n  object; nnC  – comparison of n  factor’s value with n  object. 

With formula 7, a normalized pairwise comparison matrix is created. Here, each value of the previously 

created matrix is divided by the total factor n  value (Ng & Chuah, 2014).  
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C
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, (7) 

where: ijX  – normalized value of ijC ; ijC  – i  factor ,  j  value; 
,  1


n

ij
i j

C  – sum of i  factor’s values; 11X  – 

normalized 1st factor’s 1st value; 1nX  – normalized n  factor’s 1st value; 1nX  – normalized 1st factor’s n  value; 

nnX  – normalized n  factor’s n  value.  

Factor weights can be calculated by dividing the sum of each factor’s values by the number of factors (see 

formula 8). 
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W

, (8) 

where: ijW  – weight of i  factor’s  j  object’s value; 
1


n

in
i

X  – sum of normalized j  object’s values; n  – number of 

factors; 11W  – 1st factor weight; 1nW  – last factor weight. 
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Further, all elements from pairwise comparison matrix are multiplied by the factor weights as seen in 

formula 9.  

 

11 1 11 11

1 1 1

     
     

       
          

n

ij

n nn n n

C C W C

C

C C W C







, (9) 

where: ijC  – measure of compatibility; 11C  – comparison of 1st factor’s value with 1st object ; 1nC  – comparison 

of n  factor’s value with 1st object; 1nC  – comparison of 1st factor’s value with n  object; nnC  – comparison of n  

factor’s value with n  object; 11W  – 1st factor weight; 1nW  – last factor weight; 11C  – 1st factor compatibility 

measure; 1nC  – last factor compatibility measure.  

Lambda of each factor is calculated by dividing the the measure of compatibility by factor weight (see 

formula 10).  

 
ij

ij

C

W


 , (10) 

where:   – lambda; ijC  – measure of compatibility; ijW  – weight of i  factor’s  j  object’s value. 

For consistency index calculation formula 11 is used (Osmani & Kochov, 2018).  

 

1






n
CI

n

 , (11) 

where: CI  – consistency index;   – lambda; n  – number of factors. 

In order to check if the calculated weights are applicable, compression ratio calculation (see formula 12) is used 

(Osmani & Kochov, 2018) Random index value is chosen from Table 1 according to the number of factors that are 

analyzed.  

 
,

CI
CR

RI  (12) 

where:  CR – compression ratio; CI  – consistency index; RI  – random index.  

Table 1. Random index (Saaty, 1987) 

n 1 2 3 4 5 6 7 8 9 10 

RI 0 0 0.58 0.9 1.12 1.24 1.34 1.41 1.45 1.49 

 

AHP method is deemed compatible if the CR value is lower than 0,2. That means that the calculated weights 

can be used in further calculations.  

After the expert competence coefficients have been determined and factor weights have been calculated, 

TOPSIS method can be applied which helps in ranking objects according to the weights of factors and according to 

retrieved answers from respondents (Biswas et al., 2016). This method was chosen because it takes into 

consideration ideal positive and ideal negative solution which allows to give a more concrete ranking. TOPSIS 

method can be carried out to rank 4 Lithuanian clothing brand businesses based on the factors that are influencing 

customer experience online. For this method, a pilot research was carried out creating a survey and asking 20 

people to evaluate how each factor is performing for a given business on a scale from 1 to 5 – 1 meaning that the 

factor is poorly applied and 5 meaning good induction of an evaluated factor. For the TOPSIS method, firstly, a 

matrix with factors and their weights has to be normalized by using formula 13. 

 
2

1





ij

ij
m

iji

x
n

x
, (13) 

where: ijn  – normalized j  object’s i  factor’s value; ijx  – initial j  object’s i  factor’s value; 
2

1

 



m

ij
i

x – sum of all 

squared values of i  factor. 

Further, a weighted matrix is created where each value of a  i factor from the normalized matrix is multiplied 

by the  i factor weight (see formula 14). 
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   for   1,  ,  ; 1,  ,  ,    ij j ijw n i m j n
 

(14) 

where: ij  – weighted j  object’s i  factor’s value; jw  – weight of j  object ;  ijn – normalized j  object’s i  

factor’s value. 

Next, ideal positive solutions for each factor are calculated with the help of formula 15. 

  1 2,  ,  ,  max , min   ,        
       

   
n ij ij

ii
V j I j J    

 

(15) 

where: V – ideal positive solution; I  – maximazing criteria; J  – minimizing criteria; min ij
i
  – minimum 

weighted j  object’s i  factor’s value; max ij
i
  – maximum weighted j  object’s i  factor’s value. 

Ideal negative solutions are also calculated (see formula 16). 

  1 2,  ,  ,  min , max   ,       
        

    
n ij ij

i i
V j I j J    

 

(16) 

where: V  – ideal negative solution; I  – maximazing criteria; J  – minimizing criteria; min ij
i
  – minimum 

weighted j  object’s i  factor’s value; max ij
i
  – maximum weighted j  object’s i  factor’s value. 

After ideal solutions are found by using formulas 15 and 16, distance to ideal solutions need to be calculated 

with the help of formula 17.  

  
2

1

,   1, 2,  ,  , 


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n

i ij i
j
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(17) 

where: 
iS  – value of  i  factor’s distance to ideal positive solution;  

2

1






n

ij i
j

   – sum of all j  object’s i  

factor’s weighted values substracted by i  factor’s ideal positive solution.  

And distance to ideal solutions are also found with the help of formula 18. 
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(18) 

where: 
iS  – value of  i  factor’s distance to ideal negative solution;  

2

1






n

ij i
j

   – sum of all j  object’s i  

factor’s weighted values substracted by i  factor’s ideal negative solution.  

Last step is to calculate relative proximity to the ideal solution (see formula 19).  

 ,


 




i
i

i i

S
P

S S
 (19) 

where: iP  – relative proximity to the ideal i  factor’s solution; 
iS  – value of  i  factor’s distance to ideal positive 

solution; 
iS  – value of  i  factor’s distance to ideal negative solution.  

3. Research results 

Based on the conducted research analysis, results were obtained. For the research, AHP and Kendall expertise 

calculation methods were used. In order to begin the research, experts from social media management fields were 

questioned and according to their answers research was conducted. Firstly, Kendall coefficient of expert 

competence method was used to determine whether all experts who responded to given questions about factors 

influencing positive customer experience online are competent and their answers can be trusted. So, during 

Kendall’s method, 6 experts were asked to rank each factor each factor from 1 to 4 – 1 meaning that the factor is the 

most important factor from all 4, and 4 meaning that the factor has the least importance (see Table 2).   
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Table 2. Factor ranking by experts 

Factor 

Expert 
Safe 

purchase 

Social media 

pressence 

Online store 

design 

Interactive 

experience 

1 2 1 3 4 

2 1 4 3 2 

3 4 2 1 3 

4 2 3 1 4 

5 3 4 1 2 

6 1 3 2 4 

 

Based on the expert answers from Table 2, Kendall coefficient of expert competence calculation method was 

applied in order to see if all experts are competent. As it can be seen in Table 3, all competence coefficients from 

questioned experts fall into the competence interval [0,156;0,177]. This means that all experts are competent and 

further research can be carried out with all or either one of the experts. 

Table 3. Expert competence coefficients and competence interval 

Competence coefficients of 6 experts Competence interval 

0,162 

[0,156;0,177] 

0,162 

0,164 

0,174 

0,166 

0,172 

 

After the competence coefficients of all 6 experts revealed that all of them are competent, AHP method could 

be applied with which factor weights can be determined. For the AHP method, the average evaluation from all 

experts was taken, meaning that all 6 experts had to evaluate which factor is more superior in relation to another 

and evaluate the importance from 1 to 9 as seen in Table 4 and an average evaluation was taken. 1 meaning that 

both factors are equally important while 9 meaning that one factor is widely superior than another.  

Table 4. Expert evaluations of factor importance 

Safe purchase 2 
 

Social media presence 

Safe purchase 
 

3 Online store design 

Safe purchase 4 
 

Interactive experience 

Social media presence 
 

3 Online store design 

Social media presence 6 
 

Interactive experience 

Online store design 4 
 

Interactive experience 

 

The results from the conducted AHP method revealed that Online store design had the highest weight of 0,477 

while Interactive experience had the lowest weight of 0,069 (see Table 5). 

Table 5. Factor weights 

Influencing factor Weight 

Safe purchase 0,244 

Strong social media presence 0,210 

Attractive online store design 0,477 

Interactive experience 0,069 

 

Compression ratio (CR) was also calculated in order to check if the calculated weights can be used. The value 

of the calculated compression ratio was 0,127 which is lower than 0,2 and that means that the weights can be used 

for further calculations. Based on the calculated factor weights, true impact of each factor for each business can be 

calculated and measured. All factors are in relation to specific companies so respondents had to give their 

evaluations of factors by looking at a business’s online environment, store design and social media accounts. An 

average answer for every factor and every business was taken (see Table 6). 
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Table 6. Evaluations of Lithuanian clothing brands 

Factor weights 0,244 0,477 0,210 0,069 

 
Safe purchase 

Attractive online store 

design 

Strong social media 

presence 
Interactive experience 

Confused Mood 3 3 3 4 

Tegul bėga 3 3 4 4 

Labadiena 5 4 4 3 

LeSlap 5 5 5 3 
 

As the Table 6 shows, each clothing business was given a certain evaluation according to a certain factor. 

With the help of TOPSIS method, Pi value for each business was calculated. Pi value shows the relative closeness 

to the positive ideal solution. The lower the Pi value, the lower the rank. As results from Table 7 show, Lithuanian 

clothing brand LeSlap is ranked 1st which means that this brand has implemented the most important factors 

determining positive customer experience online correctly.  

Table 7. Ranking of Lithuanian clothing brands 

Clothing brand Pi Rank 

Confused Mood 0,062 4 

Tegul bėga 0,165 3 

Labadiena 0,569 2 

LeSlap 0,938 1 
 

While Confused Mood which is ranked 4th had the highest evaluation in Interactive experience which is a high 

evaluation in comparison with other brands (see Table 7). However Interactive experience factor had the lowest 

factor weight of 0,069 which means that the business is focusing on the wrong positive customer experience factor 

online (see Table 5). Businesses, especially Lithuanian clothing brands, need to pay more attention to improving 

their online store designs since it carries almost a 50% importance in creating positive customer experiences online 

which is crucial for a business to succeed in a market.  

The research closely resembles each Lithuanian clothing brand and what it tries to achieve with its social 

media tools and actions. As Labadiena and LeSlap are quite big Lithuanian brands in the clothing industry based on 

the number of followers and their international recognition, they earned the highest rating from respondents in the 

Safe purchase factor. This allows to make a conclusion that as a brand is getting more recognizable, the safer 

people feel when buying from them. This can also be seen from Tegul bėga and Confused Mood that are quite new 

in the Lithuanian clothing market, thus people do not feel that safe when buying from them which resulted in a 

rating of only 3 out of 5 in the Safe purchase factor. However, being small and new in a market is not a big 

drawback. Tegul bėga and Confused Mood received the highest ratings from the 4 brands in this factor mainly 

because, as some respondents stated, they are more reachable and easier to communicate with.  

Conclusions 

1. As the analysis of scientific literature showed, positive customer experience online is influenced by the 

following factors – online store design, interactive experience, safe purchase and social media presence.  

2. Conducted empirical research revealed that of the 4 found factors that have influence on positive 

customer experience online, online store design has the highest importance on customer satisfaction 

while interactive experience has the lowest influence on consumer behavior and on business activities.  

3. Lithuanian clothing brand LeSlap had the highest rating from all 4 brands because it had the highest 

ratings in the 3 factors that have the highest importance while Confused Mood had the highest rating in 

the least important factor which lead to the brand being last.   
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VEIKSNIAI TURINTYS ĮTAKOS TEIGIAMOMS VARTOTOJŲ PATIRTIMS INTERNETE 

Rasa SMALIUKIENĖ, Dominykas KREGŽDĖ 

Santrauka. Pagrindinis šio straipsnio tikslas yra nustatyti veiksnius ir įvertinti jų daromą įtaką teigiamų 

vartotojo patirčių kūrimui internete. Tyrime naudojami metodai yra literatūros analizė veiksnių 

identifikavimui ir Analitinis Hierarchijos Procesas (angl. AH), Kendall ekspertų konkordacijos 

koeficientas ir TOPSIS metodas, įgalinę įvertinti identifikuotų veiksnių įtaką teigiamų vartotojo patirčių 

kūrimui internete. Tyrimui atlikti buvo suformuotos dvi grupės. Vieną grupę sudarė ekspertai, turintys 

patirtį atitinkamoje srityje. Kitą grupę sudarė žmonės, kurie perka internetu. Tyrimas atskleidė, kaip 

kiekvienas veiksnys daro įtaką teigiamai vartotojo patirčiai internete. Be to, buvo suranguotos įmonės, 

veikiančios toje pačioje srityje, atsižvelgiant į tai, kaip kiekvienas analizuotas veiksnys daro jai įtaką.  

Raktažodžiai: internetinė aplinka, teigiama vartotojo patirtis, veiksniai, įtaka, dizainas, apsipirkimas internete. 
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