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Abstract 
 

The purpose of the study is to determine how web design and interface can affect the purchasing decision of consumer 

at group buying websites. With the growing e-commerce industry, businesses assume that websites are a big key to 

their success when there is an increased number of visits and purchases. Based on statistics and industry analysis, 

there is a growing population of consumers transferring to digital purchases in the Philippines, but they need to keep 

up with the demands of the customers and prevent unsuccessful purchases that leads to a loss of profit for the website. 

To proceed with the study, the researcher had (1) to assess the current performance of existing business to business to 

consumer e-commerce websites; (2) to identify the significant factors that affect the decision of design and interface 

development of B2C e-commerce websites; (3) to integrate those factors into developing a suitable webpage design 

and interface for business to business to consumer B2C e-commerce websites. ANOVA and regression were used as 

the statistical treatment of data. The study was able to confirm through the comparison of usability tests that the 

proposed website has significant improvements that can be used to improve the webpage in terms of web design and 

interface. The study will benefit online shoppers, entrepreneurs and the future users of the website.  
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1. Introduction 
 

Technology on its own has a wide range of growing influence in society nowadays. With the rapid growth of 

opportunities using the Internet, everything imaginable will sooner or later be immediately available. Opportunities 

offer a vast range of information resources and services, such as applications of e-mails, file sharing and the World 

Wide Web. Websites have many functions that are used in various ways like communication through social media, 

company corporate websites, and they even transform ways of doing business nowadays. One of the fast-rising 

business opportunities today is online shopping. Electronic commerce is a relatively new business channel, which 

entails selling and buying goods and services using a technology channel, namely, the World Wide Web or the Internet 

(Thananuraksakul, 2007) Being inexpensive and easy to use, electronic commerce has been rapidly growing each year 

and is currently utilized for shopping, information search, bills payment, news, weather reports, and online games. 

Online shopping can be a great resource for shoppers that are looking to expand their choices of products to buy and 

increase their way for saving money (Montaldo, 2018).  

 

Internet World Stats (2017) stated that the most numerous Internet users in the world were in Asia, accounting for 

49.2% of the world population. Next is Europe, with 17.3%, and Latin America, for the same period, with 10.5%. 

International Internet users ranking were was topped by the Chinese with 738 million users, second is India with 463 

million users, third is the United States with 286 million users and, with 57 million users, the Philippines ranked the 

14th (Internet world Stats, 2017) Activities included surfing the Internet at home for various activities such as shopping 

online, using electronic mail, paying bills, downloading software/game/music, chatting, playing games, and searching 

information for job-related tasks, for job searches, for products and services details, for education details, and for news 

reports. 
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The use of the Internet has been growing greatly in the Philippines since 2010. There were 23 million users in 2010, 

27 million in 2011, 34 million in 2012, 36 million in 2013, 39 million in 2014, 42 million in 2015, 44 million in 2016 

and 46 million users in 2017 (Internet Live Stats, 2017). The numbers of Internet users are relevant to the numbers of 

online shoppers as stated by So, Wong, and Sculli (2005), in that the Internet users are likely to also become online 

shoppers. The fast-mobile internet access is the primary reason why most Filipinos spend more time on the internet 

than any other people around the world with an average of 9 hours of going online every day with mobile access 

accounting for more than three and a half included in those hours (Digital, 2017).  

With this emerging field of shopping, the interest of marketers is also increasing in studying what motivates consumers 

to shop online. Strong competition among online sellers has forced e-commerce marketers to try to gain the 

competitive edge in the field of virtual shopping. To gain this edge, marketers need to know about consumer behavior 

in the field of online shopping (Gotland, 2011). Since the competition nowadays plainly focuses on becoming better 

by exceeding the customer’s expectations towards the online experience, it is important to analyze and identify the 

factors which influence consumers to shop online to capture the consumer’s demands. These factors include website 

usability and accessibility, demographics, user interface, convenience, variety, customization, ease of use, trust, 

information availability, perceived price, perceived risk, acceptance of online shopping and the after sales operation.  

Shoppers' data, such as their age, income, education, occupation, and gender, are included to find out who would be 

the potential online shoppers as suggested by many previous studies (Wu et.al., 2003). Another factor is the interaction 

of the user and the software which is called the user interface. A good user interface provides a user-friendly experience 

to the consumer, allowing the user to interact with the software or hardware in a natural and intuitive way. Users 

usually get confused when encountering a web-design with exaggerated use of fonts and colors, complicated forms, 

simplicity of search engines, no change on visual structure when directed to another link, non-scannable text and full 

of advertisement or simply, its web layout as it gives the first impression to customers (Nielsen, 2011). Convenience 

as another factor is defined as the time and effort saved when shopping and is a key motive for shopping online 

(Clemes et al., 2014); the intention to shop online increases in tandem with this factor (Swilley & Goldsmith, 2013). 

Consumers do not have to leave home and are not bound by a time constraint as online shopping provides round-the-

clock service, leaving consumers free to shop at their convenience (To, Liao, & Lin, 2007). It is already given that 

online stores often provide a wider selection of goods than conventional stores. There is no physical limit on the stock 

an online store can display on its website, nor does it need to create attractive window displays. Variety is thus an 

important reason motivating consumers to shop online (Clemes et al., 2014). Consumers who shop online regularly 

may find they are better able to evaluate the product variety available (Sin &Tse, 2002).  

A specific factor like customization refers to the ways in which a particular website is tailored to its customers. The 

Internet provides one of the most suitable ways to personalize shopping such that customers can easily select their 

product specifications and packaging as required (To et al., 2007). Ease of use, a significant variable in this study, is 

defined as the extent to which a person perceives that working with a certain program is likely to be effortless (Davis, 

1989). Applications that are perceived as being easier to use than others have a greater probability of being more 

widely accepted. To et. al., (2007) observed a factor which is the information availability that it comprises any 

information regarding merchandise, shops, and sales campaigns, etc. The information provided on a website helps 

consumers make better and more efficient decisions.  

The last factor for the B2C business is the after sales operation defined by Collins, it is the help and information that 

is provided to customers after they have bought a particular product. Some of the problems being encountered in after 

sales operation are the additional charges after the purchase, the inaccurate return and warranty policy, security of the 

product, lack of customer support as to the information of product purchase and delivery details, and lastly, the 

inaccurate delivery time of the product (Nagrale, 2014). If these factors were not satisfied, it may lead to dissatisfaction 

of customers, leading them not to purchase or even visit the website anymore. Huge numbers of customers do not 

prefer websites with complicated site navigation. In terms of web technical design, appropriate technical details are 

helpful to increase profit. If an online store seems unappealing to customers, they are likely to leave without making 

a purchase (Irina, 2018). Users are ultra-sensitive to ugly UX when shopping because of the prevalence of online 

retailers. If the website makes it difficult to find products, see customer reviews, or even check out, the potential client 

will leave and visit a competitor instead and there is certainly no shortage of them on the web (Skubana, 2017).  

2. Methodology
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This chapter discussed the instruments that were used to collect data, including methods implemented to maintain 

validity and reliability of the instrument. The design of the study, population and the area where the study was 

conducted are also included. A qualitative approach is followed to determine the results of the study. A descriptive 

survey design was used. In this study, the information collected through self-administered questionnaires distributed 

personally to the subjects by the researchers. 

 

2.1. Assessment of Current Performance  
 

In the first phase of this study, initial research was done by the researchers to come up with a survey.  The responses 

of the consumers were assigned categories and used to identify which qualities or preferences they may have for each 

website. The distribution of questionnaires was done both online and in person. The researchers then gathered the data 

and then interpret and used them in the statistical analysis. Statistical analysis of data was used to evaluate which 

factors were significant to all categories. Assessment was made by discussing different categories per phase of the 

purchasing decision. The researchers then checked the actual features of the different online shopping websites and 

tried the actual customer experience to verify the respondents’ response.  

 

Survey  

 

The main objective of the survey was to identify which factors and features of the webpage design and interface are 

significant to the users. It also helped the researchers determine the profile of the respondents and which shopping 

online websites they have used or tried among the four websites considered in the study, namely: lazada.com.ph, 

shopee.ph, galleon.ph, and ebay.ph. Factor categories such as aesthetics and navigation are critical in the design and 

interface of a webpage because these determine the impression given to customers when they visit a website.  

 

Usability Test 

 

A usability test was performed on the current and proposed websites. A rubric type of questionnaire was formulated, 

and the researchers used the usability heuristics. Evaluators include both the researcher and the respondents of the 

study and the goal was to identify general usability problems and how these could be addressed. The method used was 

heuristic evaluation that is composed of direct descriptions per rating which makes it easier for evaluators to 

understand and visualize them.  

 

Table 1:  Usability Rating of Current Websites 

RATING RANGE 

Poor 1.00-1.75 

Fair 1.76-2.50 

Good 2.51-3.25 

Very Good 3.26-4.00 

 

The test was used to identify factors, their significant improvements, and how these can be properly applied to a 

website. The modified test used four columns for rating the usability of the website which were Very Good, Good, 

Fair and Poor with matching values, assigning 4 as the highest and 1 the least. Each column assessed if the website 

had or failed to have those specific characteristics. 

 

Statistical Treatment of Data  

 

The researchers conducted a one-way ANOVA analysis for each factor to identify which ones were considered 

important by all groups. The underlying reasons on why the users evaluated such helped the researchers understand if 

such features possessed by websites were considered as strengths or weaknesses by the users. 

 

Table 2:  One-Way Anova 

Sources of 

Variation 

Sum of Squares Degree of 

Freedom 

Mean Sum of 

Squares 

Computed 

Value of F 

Between SSB=
1

𝑟
Σ (xij)2 - (Σx)2 / N dfb = k-1 MSSb = SSB / dfb 

 

F = MSSb / 

MSSw 
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Within SSW = TSS – SSB dfw = dft- dfb MSSw = SSW / dfw  

Total TSS = Σx2  - (Σx)2 / N dft = rk – 1   

 

The researchers then used multiple regression analysis for each factor to determine the significant factors. Regression 

analysis is a set of statistical processes for estimating the relationships among variables. It includes many techniques 

for modeling and analyzing several variables, when the focus is on the relationship between a dependent variable and 

one or more independent variables. The researchers included factors in the questionnaire and each factor corresponds 

to one table. This method is ideal for the analysis of data because it shows that the opinion of the users for each online 

shopping website is given an equal importance in the webpage development. 

 

The f value was computed in testing the hypothesis. The formulas that were used by the researchers are shown in the 

table above. If the computed value of f has a greater value that the critical value obtained from statistical tables then, 

the null hypothesis is rejected, and the alternative hypothesis is accepted. Usability tests were performed the current 

and proposed website. A rubric type of questionnaire was formulated, and the researchers used the usability heuristics. 

Evaluators included both the researcher and the respondents of the study and the goal was to identify general usability 

problems and how these could be addressed. The method used was a heuristic evaluation that was composed of direct 

descriptions per rating which made it easier for evaluators to understand and visualize the problems. The test was used 

to identify factors, their significant improvements and how these can be properly applied to a website. The modified 

test used four columns for rating the usability of the website which are Very Good, Good, Fair and Poor with matching 

values, assigning 4 as the highest and 1 the least. Each column assessed if the website had or failed to have those 

specific characteristics. 

 

2.2. Webpage Development and Design 
 

The researchers then used the output of phase 1 to conduct the second phase of this research. The second phase of this 

study focused on the actual formulation of a webpage. The researchers used quality function deployment as an 

approach that will turn the consumer’s needs into specific design or layout features of the website to ensure that their 

needs are met. It is required that each “customer need” be rated according to their importance. The researchers focused 

this study on the user’s perception on the website implying how important their preferences were to the actual output.  

House of Quality (HOQ) was used throughout this phase of the study. The researchers had separate HOQ for the 

usability tests, survey questionnaire factors, and stages of purchasing decisions. The resulting specifications then led 

to the total formulation of the website. Having considered all critical factors in webpage design, the researchers then 

asked some web developers regarding the possible outcome of the hypothetical online shopping websites, showing 

improvements from the layout of the current operational websites used by the respondents and, since online shopping 

websites also utilize cellphones, the proposed website would also be applicable in cellphone and tablets through the 

website's phone application and browser. From there, the researchers then used Quality Function Deployment. QFD 

is an approach used in product design and development. It helped the researchers integrate the preference of the 

customer into the development of the webpage. Basically, QFD determines what a customer wants and translates it 

into the design of the webpage. The QFD tool used is House of Quality (HOQ); this tool is a graphic technique to 

determine the customer’s “wants” and to translate them into “how” the design can meet those wants. Shown below is 

the structure of the HOQ template. 

 

2.3. Evaluation and Usability Testing 
 

The last phase of the study depended on the output of Phase II. Using the proposed webpage design, the researchers 

then proceeded to the evaluation. Usability tests were done with the same respondents who answered the survey 

questionnaires in phase I. Each respondent was contacted, and the proposed website was presented to them both online 

and in person. After gathering the data, the results were tallied by the researchers before applying statistical treatment. 

Comparing the results of the first and second usability test (usability test of the current online shopping websites and 

of proposed webpage layout), the t-test for paired observation was used to determine if a significant change had 

occurred. 

 

3. Results and Discussion 
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The survey used by the researchers was constructed so respondents could rate each factor that affects their purchase 

according to the phases encountered when purchasing online. This was in line with the research question of the study, 

“How can design and interface development of B2C E-commerce websites improve the purchasing decision of 

consumers?” 

 

Table 3. ANOVA Results with Tukeys Test Analysis 

Factors 

Online B2C  Ave. P-value Decision Tukeys Test Result 

Ebay 

PH 

Galleon 

PH 
Lazada Shopee     

AESTHETICS                 

Simplicity and 

Uniqueness 
3.54 2.44 3.02 2.9 2.975 0 w/ SD 

E vs L / E vs S / L vs G / S vs 

G /E vs G 

Consistency and 

Continuity 
3.42 3.54 3.7 3.08 3.435 0 w/ SD L vs S / G vs S / E vs S 

Color schemes 3.16 2 3.22 3.11 2.8725 0 w/ SD L vsG/ S vs E / L vs E 

Alignment  3.42 2.08 3.1 3.06 2.916 0 w/ SD L vs G / E vs G / S vs G 

Background 3.5 2.6 3.4 3.46 3.24 0 w/ SD 
E vs L / E vs S / L vs G / S vs 

G 

Textual Content 

(Font) 
3.6 2.28 3.24 3.22 3.085 0 w/ SD E vs G/ L vs G / S vs G 

Size & Scale 3.62 1.94 3.46 3.52 3.135 0 w/ SD E vs G/ L vs G / S vs G 

White Space 3.52 2.18 3.42 3.28 3.1 0.016 w/ SD 
E vs L / E vs S / L vs G / S vs 

G 

Flow  4 2.7 3.83 3.61 3.535 0.012 w/ SD E vs G/ L vs G / S vs G 

Branding 3.89 1.8 4.1 3.9 3.4225 0.875 w/o SD 
L vs G / L vs S / L vs E / G vs 

E / S vs E 

Quality of images 3.5 3.12 3.87 3.92 3.6025 0.027 w/ SD L vs G / L vs E / S vs E 

Balance 3.73 3.2 3.92 3.4 3.5625 0.004 w/ SD 
L vs S / L vs E / G vs S / G vs 

E 

Communication 3 4 4 4 3.75 0 w/ SD S vs G/ Evs G / Lvs G 

Social Media 

Integration 
3 2.87 3.76 3.54 3.2925 0 w/ SD L vs E / Lvs G / Svs E / Svs G 

Minimalist 

Design 
          0 w/ SD L vs E / Lvs G 

a.Easy to use 3.21 3.79 3.3 3.43 3.432 0 w/ SD E vs G/ Lvs G / Svs G 

b. Short & 

detailed 

information 

3.53 3.68 3.34 3.48 3.5075 0.031 w/ SD E vs G/ Lvs G / Svs G 

 

The study requires the verification if users do believe that there are phases of purchasing decisions, points in which 

they decide whether to push through the purchase or not. Results from the survey show that subjects do encounter 

stages in purchasing decisions. Simplicity and Uniqueness - Ebay had the highest score for simplicity and uniqueness 

because their overall website design is very minimal and simple yet very striking. There are significant differences 

among the websites: ebay is significantly different from Lazada and ebay and Galleon are significantly different from 

Lazada and Shopee. Consistency and Accuracy - Regarding consistency and accuracy of each website, the survey 

shows that Lazada got the highest score among the four websites mentioned. According to the Tukeys Test result, 

Lazada has a significant difference with Galleon.ph and Ebay.ph with regards to the change in visual structure when 

the user is directed to another link. 

 

Color Schemes and Background - Lazada scored a good 3.16 among the three other websites with regards to the color 

schemes preferred by the users. The color used by Lazada on their website is a shade of blue, and research shows that 

blue is pleasing to the eye. This color is also regarded as one of the colors that increase sales, along with the specific 

emotions they evoke. It also matches the background hues of the website which makes it a very good combination. 

Font - Ebay portrays a good font size combination on its website unlike the other three websites which have consistent 
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font sizing. The font design chosen must communicate different subconscious messages to people which can help 

build brand identity. Specific font styles can convey different messages such as stability, strength, elegance and 

creativity to people. It is suggested to refer to infographics, as these are most reliable as a source of font (Connie, 

2018). Size and Scale - This refers to how the pictures, function/menu bars complement one another. The pictures are 

not too big that the text becomes unreadable, and vice versa. Ebay neatly portrays a good sizing and scaling because 

the buttons and hyperlinks are well-spaced, and the position is also on point. White Space - For white space, ebay also 

comes first: the website is not crowded unlike the other three--crowded in the sense that there are no unnecessary 

buttons and pictures and texts on the website. It is well organized, and practices minimalism too. White space is an 

often-undervalued commodity. But it is a concept used throughout design and aesthetics. One way of think of it is 

breathing room. It is like listening instead of always talking. It is a welcome break in a busy day. It will allow visitors 

to focus on what is important. If every pixel is vying for visitors’ attention, the site will never get its key message 

across. Balance - This is about the content and the balance of the web pages. If they have a consistency on each page, 

they will look more professional than having one page that has a couple of sentences and then another that a reader 

has to scroll down to read ten paragraphs. In general, it is best to have one captivating headline, a couple of paragraphs, 

followed by a few bullet points (for the skimmers) and then a conclusion and call-to-action. Keeping the balance in 

check also includes the images. The website should not be overloaded with too many pictures; neither should it have 

too few. Lazada got the highest score according to the survey results because it is consistent in its colors and texts and 

positioning of images. It do not tend to give too much information depending on the need of the product description. 

Communication - Lazada communicates well with its website users. It tends to send the right signals through messages 

and photos. Lazada speaks consistently throughout the site and within the content. It gives accurate and straight-to-

the-point information for the users to read. Social Media Interaction - These days, companies need to have their blog, 

“Like us on Facebook” tagline, and all other social media opportunities clearly displayed on their website. This way 

consumers can subscribe to the company’s newsletter and stay in touch. Lazada clearly portrays and endorses that it 

can also be reached through other social networking sites. It provides links to its blogs and it also sends a direct 

message to the user on where and how it could be reached in other platforms. Customer Feedback - Under the 

information category, in terms of customer feedback, Lazada has the highest score followed by Galleon and Shopee 

while ebay got the lowest score since the website does not show any customer ratings or feedback. Upon clicking the 

product, the page shows the user the complete information of the product and, at the bottom part of the page, the rating 

(in terms of stars) and customers’ on-line names are readily visible for other customers to view.  

 

3.1. Result of Regression Analysis 
 

P-values less than 0.05 indicate that the variable is a significant predictor. The lower the p-value, the better predictor 

is the variable. Shown below is the regression summary for regression analysis. Those factors having a p-value less 

than or equal to 0.05 are the ones that are considered significant. In this table summary, the researchers have 

highlighted the factors deemed significant by the users. 

 

Table 4. Regression Analysis Results 

Source DF Adj SS Adj SS F-Value P-value 

Regression 28 12.5375 0.4477 2.55 0.0000 

Simplicity 1 0.0111 0.01107 0.06 0.0000 

Consistency 1 0.4143 0.41428 2.36 0.0000 

Color Schemes           1 0.1621 0.16212 0.92 0.0000 

Alignment   1 0.2479 0.24971 1.41 0.0000 

Background 1 0.1352 0.13524 0.77 0.0000 

Font 1 1-.1265 0.12647 0.72 0.0000 

Size and Scale 1 0.2590 0.25895 1.47 0.016 

White Space 1 0.0660 0.06605 0.38 0.875 

Flow 1 0.8184 0.81838 4.66 0.022 

Branding 1 0.7794 0.77938 4.44 0.004 

Quality of Images 1 1.7536 1.75359 9.99 0.0000 

Balance 1 0.0795 0.07945 0.45 0.0000 

Communication 1 0.1207 0.12065 0.69 0.0000 

Social Media Integration 1 0.0106 0.01059 0.06 0.0000 

Ease of Use 1 0.6483 0.64828 3.69 0.031 

Short and Detailed Infomation 1 0.0842 0.08418 0.48 0.000 

Interface Design 1 0.0716 0.07159 0.41 0.000 
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Hyperlinks 1 0.1360 0.13596 0.77 0.231 

Help Option 1 0.0916 0.09159 0.52 0.000 

Immediate Response 1 0.0812 0.08122 0.46 0.641 

Search Filter 1 0.4897 0.48967 2.79 0.044 

Product Categories 1 0.0112 0.0119 0.06 0.058 

Intuitive Design 1 0.0390 0.03902 0.22 0.000 

Customer Feedbck 1 0.3712 0.37116 2.11 0.148 

Website Content 1 0.1469 0.14691 0.84 0.362 

Website Usage 3 1.7387 0.57955 3.30 0.022 

 

Table 5. Model Summary 

S R-Squared R-Squared (adj) R-sq (pred) 

0.427813 66.96%     55.27%        34.47% 

 

For the results of House of Quality, we were able to determine what the customer wants when browsing the website; 

these are known as factors. To satisfy those factors, we need to identify how we can translate customer wants into 

product and process attributes and design targets. The result showed that what ranked first among the factors is the 

intuitive design, second is the simple web interface, third is the search aid and customer service option, fourth is the 

consistent format of the web pages, fifth is the ability to search at different web pages, sixth is the visibility of help 

option, and seventh is the consistent background, text and scheme.  

 

Table 6: Comparison of Present and Proposed Online B2C Interface 

Factors 
Online B2C  

Ebay PH Galleon PH Lazada Shopee Proposed 

AESTHETICS      

Simplicity and Uniqueness 3.54 2.44 3.02 2.9 4 

Consistency and Continuity 3.42 3.54 3.7 3.08 3.8 

Color schemes 3.16 2.00 3.22 3.11 3.62 

Alignment  3.42 2.08 3.10 3.06 3.72 

Background 3.50 2.60 3.40 3.46 3.84 

Textual Content (Font) 3.60 2.28 3.24 3.22 3.65 

Size & Scale 3.62 1.94 3.46 3.52 3.88 

White Space 3.52 2.18 3.42 3.28 4 

Flow  4.00 2.70 3.83 3.61 4.3 

Branding 3.89 1.80 4.10 3.90 4.15 

Quality of images 3.50 3.12 3.87 3.92 4.2 

Balance 3.73 3.20 3.92 3.40 4.3 

Communication 3.00 4.00 4.00 4.00 4 

Social Media Integration 3.00 2.87 3.76 3.54 4 

Minimalist Design     4.35 

a. Easy to use 3.21 3.79 3.30 3.43 3.82 

b. Short & detailed information 3.53 3.68 3.34 3.48  

Interface Design 3.67 2.76 3.92 3.43 4.2 

Hyperlinks 3.57 3.00 3.60 3.66 3.81 

Help Option 3.55 2.30 3.70 3.65 3.9 

Immediate Response 2.10 4.10 4.20 2.80 4.54 

Search filter 3.23 2.00 3.76 3.40 4 

Product categories 4.20 4.12 4.30 4.23 4.66 

Intuitive design 3.40 3.00 3.76 3.39 3.92 

Information      

a. Customer Feedback 3.26 2.00 3.64 3.40 4 

b. Website Content  3.52 2.98 3.67 3.87 3.91 

 

Comparing the proposed online scores with the present scores of each online shopping platform (specifically the ones 

with the highest score), the researchers believed that the proposed interface is usually higher because it already 

benchmarked and applied the different best practices. 

 

 

2027



Proceedings of the International Conference on Industrial Engineering and Operations Management 

Dubai, UAE, March 10-12, 2020 

© IEOM Society International 

 

 

 

 
Figure 1. House of Quality Translating the Customer’s Desires into Goals and Technicalities 

 

From the results of the House of Quality (HOQ), the researchers were able to analyze which factors are deemed 

important by the users and what they can provide to meet those needs and wants of the users. They used the results as 

their bases for building a website that is suitable to the taste of the users. The researchers randomly selected 50 

respondents from their previous group of respondents and made them try the newly designed website. They let the 

users navigate the website as they pleased and then, afterwards, the researchers conducted a post-usability test to help 

them identify the different reactions and insights of the users with regards to the current B2C websites vs the integrated 

and newly design website which was proposed by the researchers.  After the post-usability test, the researchers 

conducted another ANOVA analysis to determine if there are significant differences among the five websites. They 

were able to conclude that the users preferred to use the new website rather than the current websites of the four B2C 

e-commerce websites Although the scores of the proposed website were not that far from the score of the top ranking 

website in each factor there was still a significant difference in it. 

 

4. Conclusion 
 

Initially, the assessments of four current e-commerce websites were discussed. With that, the researcher found that 

those websites were only rated as “average” by the usability test answered by respondents. Also, certain strengths and 

weaknesses were discovered in each website as the results of important ratings from the survey were analyzed. Both 

online and in person distribution were used in the methodology. The use of ANOVA was also observed to further 

analyze the data gathered from the users.  After which, the data on hand were translated to the target specifications to 

be used in the webpage development. The researcher was able to utilize HOQ, a QFD tool to ensure that users’ 

requirements are taken into consideration. Preceding with the webpage development itself, and the specifications 

formulated, a proposed website was made. 
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