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Abstract

The purpose of this study is to design a post-purchase regret model and determine online business strategies. Regret is a state of
mind in which the customer is hesitant to buy a product or service. This hesitation can be due to paying a high price for the
quality received, comparing the quality of the goods or services received with competing companies, or the result of various risks
that may arise in online shopping. To design the regret model, the qualitative research method was used utilizing the grounded
theory strategy and the Strauss-Corbin systematic design. The sampling method was judgmental and to collect information and
achieve theoretical saturation, 14 semi-structured interviews were conducted with university professors and managers of online
commerce and web-based businesses. The key points of the interviews were analyzed during the three stages of open, axial, and
selective coding. For the validity and reliability of the research, the members" review, participatory, triangulation, and retest
methods were used. The results were extracted in a paradigm model with 20 categories and 76 concepts. The Delphi method was
used to prioritize the constructive factors of the model and the opinion of experts was determined in 2 stages and converged with
a standard deviation of less than 0.05. The results of the research help online business activists to gain an accurate understanding
of post-purchase regrets in online shopping behavior.
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1. Introduction

The Internet is an important business factor that has grown faster than any other communication technology and
has revolutionized global markets more than any other media technology (Lazim et al., 2020). Understanding
online shopping behavior is one of the priorities of all businesses that intend to expand their activities and be
present in virtual markets (Si-To et al., 2014). Product features, purchase trust, product price, consumer evaluation,
resource trust, online store usability, brand trust, product bad reputation, and loyalty programs are some of the
factors that influence the consumer's online shopping decision (Mican and Taut, 2020).

One area that has come to the attention of marketing researchers in the last decade is the feeling of regret in online
shopping. Research shows that consumers are increasingly sharing their regret experience online (Kaur et al., 2016).
Regret is an emotion that occurs during or after the shopping process, and this feeling can be caused by not meeting
the customer's initial expectations (Zulkarnain et al., 2019). The buying process refers to the steps during which
the consumer buys the product and includes stimulus, problem awareness, information search, evaluation of op-
tions and shopping behavior (Armstrong et al., 2017). Results of a British study show that about 82% of adults have
experienced shopping regrets in the past (Skelton and Alwood, 2017). Post-purchase regret can be due to personal
characteristics, inappropriate buying behavior, or negligence in the seller's behavior (Deepak and Partners, 2018)
due to personality (Zulkarnain et al., 2018) or due to different risks in nature that are in online shopping (Herweg
and M The Internet is an important business factor that has grown faster than any other communication technology
and has revolutionized global markets more than any other media technology (Lazim et al., 2020). Understanding
online shopping behavior is one of the priorities of all businesses that intend to expand their activities and be
present in virtual markets (Si-To et al., 2014). Product features, purchase trust, product price, consumer evaluation,
resource trust, online store usability, brand trust, product bad reputation, and loyalty programs are some of the
factors that influence the consumer's online shopping decision (Mican and Taut, 2020).
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One area that has come to the attention of marketing researchers in the last decade is the feeling of regret in online
shopping. Research shows that consumers are increasingly sharing their regret experience online (Kaur et al., 2016).
Regret is an emotion that occurs during or after the shopping process, and this feeling can be caused by not meeting
the customer's initial expectations (Zulkarnain et al., 2019). The buying process refers to the steps during which
the consumer buys the product and includes stimulus, problem awareness, information search, evaluation of op-
tions and shopping behavior (Armstrong et al., 2017). Results of a British study show that about 82% of adults have
experienced shopping regrets in the past (Skelton and Alwood, 2017). Post-purchase regret can be due to personal
characteristics, inappropriate buying behavior, or negligence in the seller's behavior (Deepak and Partners, 2018)
due to personality (Zulkarnain et al., 2018) or due to different risks in nature that are in online shopping (Herweg
and Miiller, 2021; Nicolas & Castillo, 2008). Perceived risk is as uncertainty that the consumer feels after buying
something and leads to regret (Aydin and Unal, tiller, 2021; Nicolas & Castillo, 2008). Perceived risk is as uncer-
tainty that the consumer feels after buying something and leads to regret (Aydin and Unal, 2016). Post-purchase
regret can change with variation of income (Kumar et al., 2020). When the consumer feels that the product of
competing companies is better than the purchased product in terms of price, features, and characteristics of the
product, or when there is a difference between the previous evaluation of the product and the final purchase, there
will a feeling of regret (Bui et al., 2009).

Research results show that impulse buying is positively associated with feelings of regret (Parsad et al., 2019).
Consumption motivated by hedonism and excessive consumption leads to customer regret (Celik et al., 2019).
Brand loyalty or abandonment is two aspects of customer behavior towards brand perception and experience.
Consumers express a negative feeling about the product when they are looking for their ideal product but have
not achieved it (Actas and Simsk, 2020). Companies looking to develop their e-commerce need to analyze the online
shopping behavior of their target customers and apply appropriate marketing and sales strategies (Svobodova and
Rajchlova, 2020).

So far, several studies have been conducted on the relationship between post-purchase regret and variables such
as impulse buying (Secapramana et al., 2020; Mishra et al. 2021); demographics (Kaur et al., 2016); risk (Herweg
and Miiller 2021); decision-making process (Natalie et al., 2010); personality (Zulkarnain et al., 2018); brand trust
(Zulkarnain et al., 2019); consumer engagement and expectations (Izah and Iskandar, 2019) and so on. But research
that comprehensively covers online shopping behavior and addresses post-purchase regret indicators has received
less attention. The present study tries to design a model of post-purchase regret in online shopping behavior among
Iranian customers with an exploratory approach and using the grounded theory strategy and the Strauss-Corbin
systematic design. Therefore, the main question of the research is what is the model of post-purchase regret in the
online shopping behavior of Iranian customers?

To answer this question and to discover the concepts and categories of the regret model, the research sub-questions
are as follows:

e  What categories and concepts are causal conditions, core category, context, intervening conditions, strat-
egies, and consequences of the regret pattern?
e  What is the priority of the categories and concepts of the post-purchase regret model?

The paper is structured as follows: In the literature section, online shopping behavior, cases that lead to regret after
shopping in the online environment, as well as models of online shopping behavior are discussed. In the third
part, the research methodology is discussed. The fourth section is dedicated to research findings. In this section,
grounded theory coding from open coding to axial coding paradigm and prioritizing categories and concepts are
described. In the final part, according to the priority of the obtained categories, strategies were suggested.

2. Literature review

Customers face various problems when buying from online stores, which discourages them buying from stores
(Daroch et al., 2021). Meanwhile, only businesses can remain in the world of competition that can keep their cus-
tomers satisfied, and this can only be achieved by recognizing customer behavior (Aktas and Simsek, 2020). Con-
sumer purchasing decisions usually begin with an awareness of the need. It then includes searching for infor-
mation, evaluating alternatives, making purchasing decisions, and finally post-purchase behavior (Katawetawara-
kas and Wang, 2011). Customers' intention to repurchase a product or reuse a service is determined by their satis-
faction with the previous use of that product or service (Liao et al., 2011). So, dissatisfaction can be a sign of post-
purchase regret or its result (Ekici and Dogan, 2013). In their theory of purchasing behavior, Howard and Sheth
discussed the rationality of the consumer's choice of product in the face of lack of information and reduced pro-
cessing power (Howard and Sheth, 1969). The Kotler model is a stimulus-response model of behavior. In this
model, it is stated that the individual characteristics of the buyer and his decision-making process affect the buying
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behavior, which is in the form of a black box (Celik et al., 2019). Findings show that in the purchase decision,
customers first consider many products as possible options to meet the needs, then evaluate the products based
on their desirability criteria, and finally decide to buy (Dhaliwal et al., 2020). According to Tseng et al., in the online
shopping process, two main categories of perceptual risk are formed. The first dimension of perceptual risk is
related to the product/service and the second dimension is to the context of online transactions (Tseng et al., 2020).
Customer attitude and trust in stores can reduce perceptual risk. Overall, users' perceptual control, enjoyableness,
and real value-adding are the most important dimensions of customers' attitudes toward online shopping
(Swoboda and Sinning, 2020).

The concept of regret has been defined in the existing literature in several ways (Tata et al., 2021). Zeelenberg and
Pieters defined regret as the emotion that we experience when realizing or imagining that our current situation
would have been better, if only we had decided differently (Zeelenberg and Pieters, 2007); or regret is defined as a
passive negative reaction to past and lost points (Chen et al., 2020). Regret theory refers to human behavior about
the fear of regret that results from predicting regret if one chooses wrong. This fear can affect a person's rational
behavior and impair his/her ability to make decisions that are in his/her favor over what harms him or her (Bell,
1982). Regret is closely linked to decision making (Natalie et al., 2010) and in everyday decisions, satisfaction is
achieved by minimizing regret (Zillenberg, 2015). Regret theory explains that alternatives are re-evaluated in the
post-purchase phase and thus affect satisfaction (Park and Hill, 2018). Relying on regret theory and product type
literature, it is argued that emotions evoked during hedonic consumption of the product reduces the negative
consequences of regret and betrayal of the brand (Sameeni et al., 2022). A theory of regret regulation distinguishes
regret from related emotions, specifies the conditions under which regret is felt. Post-purchase regret also occurs
when the consumer does not think enough about the product purchased (Zeelenberg and Pieters, 2007).

In a study using in-depth interviews and a focus group, M'Barek and Gharbi identified the factors influencing the
experience of regret. This research is one of the few researches that has been done using qualitative method. In this
research, the moderators of regret were grouped into situational and dispositional moderator’s categories. (M'Ba-
rek, and Gharbi, 2011)

A review of research in the field of online post-purchase regret shows that most of them have been done with case
studies and quantitatively, using surveys and limited to one or more variables. Therefore, qualitative research that
is done with an inductive approach and with the aim of identifying the factors affecting post-purchase regret in
the online environment is necessary in order to enrich the research literature. Table 1 presents a number of post-
purchase regret studies.

Table 1. Studies on Post-purchase regret

Antecedent(s) Research Methodology Product/Category Data Analysis Study
university professors/
. - managers of online com-
Drivers of Post-purchase regret Qualitative study merce and web-based Grounded Theory Current study
businesses
Brand betrayal Experimental study Hedonic vs. Utilitarian SEM Sameeni et al.
survey products (2022)
Unplanned buying behavior Online survey Ready-made clothing SEM Bil & Gokce, (2022)
Decrease the goal level strategy Experimental study Vacation destination Testing DGL Kamiya et al. (2021)
Product assortment/ Product
quality/ Price transparency/ Experimental study Preferred retailor SEM Tata et al. (2021)

Service quality/ Quality of per-
sonalization/ Firm's sincerity

Impulsive buying

Brand trust/ Brand reliability/
Brand intentions

Expected benefit
Purchase decision

Bog five personality
Scarcity/ Discount

Demographic variables

Cognitive effort

survey

Experimental study
survey
Experimental study
survey

Online survey

Online survey

Experimental study
survey

Online survey

Online survey

Online survey

Fashion products

Any category offering
online deals

Intelligent CCTV for home

use

Digital camera

Student university

Departmental store jeans

Adolescent Facebook us-

ers
Laptop

Linear regression
Stepwise regression
SEM

Manipulation checks/
moderation analysis

Stepwise regression

Manipulation checks/
Logistic regression
ANOVA/ Hierarchical
regression
Manipulation checks

Secapramana et al.
(2020)
Zulkarnain et al.
(2019)

Youngwook, (2018)

Davvetas & Dia-
mantopoulos,
(2018)
Zulkarnain et al.
(2018)

Galber et al. (2017)

Kaur et al. (2016)
Park et al. (2015)
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3. Research method

The present study is qualitative research that has designed the post-purchase regret model in online shopping
behavior with an inductive approach and using the research strategy of the Grounded theory. This is a method in
which theories, concepts, hypotheses, and propositions are derived directly from data, instead of deriving from
the previous assumptions, other research or existing theoretical frameworks. Because a theory is “grounded” in
the data, it provides a better explanation than a theory borrowed “off the shelf,” because it fits the situation, actu-
ally works in practice is sensitive to individuals in a setting, and may represent all the complexities actually found
in the process. (Creswell & Gutterman, 2018).

In this research, the systematic design of Strauss and Corbin has been used for theorizing. A systematic design in
Grounded theory emphasizes the use of data analysis steps of open, axial, and selective coding, and the develop-
ment of a logic paradigm or a visual picture of the theory generated. In this approach the data obtained from the
interviews are placed in predetermined sections, i.e., Causal Conditions (categories of conditions that influence the
core strategy), Core Category (the idea of phenomenon central to the process), Contextual Conditions (the specific
conditions that influence the strategies), Intervening Conditions (the general contextual conditions that influence
the strategies, Strategies (the specific actions or interactions that result from the core phenomenon, and Conse-
quences (the outcomes of employing the strategies). In other words, this approach is more structured compared to
the other two approaches of Grounded theory, namely Glasser's The emergent design and Charms The construc-
tivist design (Charmaz, 2006).

3.1. Data collection and sampling

The data collection tool was semi-structured interviews. To obtain the required data, triangulation strategy was
used. The logic of triangulation is based on the premise that no single method ever adequately solves the problem.
Four kinds of triangulation including method triangulation, investigator triangulation, theory triangulation, and
data triangulation, contribute to verification and validation of qualitative analysis (Patton, 1999). In this research
the data triangulation was used. Data triangulation involves the collection of data from different types of people,
including individuals, groups, families, and communities, to gain multiple perspectives and validation of data
(Carter et al., 2014). Therefor 14 managers and experts, including professors, academic experts, online commerce
industry activists, and web-based businesses were interviewed using judgmental sampling. In this way, people
were interviewed who had both appropriate knowledge in the field of marketing and operational experience in
online business. The sampling process continued until the model reached the construction and saturation level.
Theoretical saturation occurs when the complete range of constructs that make up the theory is fully represented
by the data (Saunders et al., 2018).

3.2. Research reliability and validity

To determine the validity of the interviews, the following methods were used:

¢  Study method by research members: The research members, which included 4 university professors and
a Ph.D. student, reviewed the coding process, and the points of view presented by them were applied
in the coding process.

e  Participatory research: In the research process, the reciprocal approach was predominant and the opin-
ions and views of the participants in different stages of the analysis were used.

. Using the triangulation strategy: As mentioned, to collect data, 14 university professors and managers
of the online commerce industry and web-based businesses were interviewed so that the data would
have the necessary diversity. Table 2 shows the level of education and expertise of the interviewees in
the present study.

Table 2. Level of education and specialization of the interviewees

Specialization Number Education Total
University faculty member (marketing and consumer behavior) 6 Ph.D. in Business Management 6
Online Business Marketing Manager 2
Director of Online Business Research and Development 3 M.A 8
Manager and owner of online business brand 3

To measure the reliability, the retest method was used. In this way, from the interviews, 3 of which were selected,
and each of them was coded twice by the researcher in 15 days. The total reliability of the retest interviews was
83%.
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4. Findings

The Grounded Theory method contains three data analysis steps: open coding (the development of concepts and
categories), axial coding (the development of connections between a category and its subcategories), and selective
coding (the integration of categories to create a theoretical framework) (Charmaz, 2001).

4.1. Open coding

Open coding is an analytical process through which key concepts or ideas within textual data are identified. In
conducting the research, after implementation of all of the interviews, their key points were identified and the
initial codes of each were extracted. Finally, after 14 interviews, 457 codes were obtained as primary codes, which
by removing similar codes, 76 concepts were created. The interviews continued until the data became theoretically
saturated and nothing new was observed in the interviews. Table 3 provides an example of coding based on the

results of the first interview analysis.

Table 3. Example of open coding

Key points of the interview

Extracting the initial codes

In recent years, the growth of online shopping has been increasing for reasons such as the increase in the
young population in the country, which can help the development of this field.

If the purchased goods are not delivered to people on time, they will no longer want to buy from this
website.

Responding to complaints in less than 24 hours increases customer satisfaction.

Two-way interaction between the customer and the website environment plays a role in attracting cus-
tomers.

Unfortunately, there is no proper advertising in the field of online shopping.

If the website creates a good experience for the customer, others will be advised to buy from that website.
The online store must be secure, and if it is not secure, it means that the website is not safe.

Proper planning can lead to more customers.

Website support staff should be trained.

Appropriate information should be given to customers interested in online shopping.

We can use this industry and generate revenue.

If the needs of customers are taken into account, they will advertise for us.

Customers are more likely to buy the product when they see it.

Security from online shopping is one of the important factors in attracting interested customers that
should be provided by store managers.

The company must ensure that the customer does not regret the purchase.

Some customers are obsessed and always feel regret after the purchase.

The reputation of a sales website with others plays a role in increasing customer trust.

Some customers do not trust the prices of the site and say it is not real.

Iran is not far behind in online shopping from neighboring countries such as Turkey and the UAE, which
entered the industry earlier than us, because our capacities in this area are large.

Weak infrastructure is a challenge that is known as a problem in the online sales sector.

The customer must be reassured that hackers cannot hack his information.

In case of cancellation of the purchase, timely return of funds to the customer's account is very reliable.
The government must remove the restrictions on investment.

The low loading speed of the website causes a negative behavioral reaction from this portal.

Incorrect inclusion of information about the goods leads to customer dissatisfaction.

We need to emulate the successful programs implemented by other countries in this regard.

We still have weaknesses in introducing online shopping malls on social networks and cyberspace, which
can be very damaging in this time of digital age.

Increasing online shopping

Timely delivery of goods
Response speed
Interacting with the website

Weak advertising
Recommended ads

Website safety

Proper planning

Training of support personnel
Appropriate information
Revenue generation
Recommended ads

Creating an online culture

Purchase risk

Reliability

Regret of purchase
Website credibility
Website credibility

Existing potential

Weak infrastructure
Reliability

Reliability

Eliminating legal loopholes
Negative behavioral reaction
customer dissatisfaction
Following the example of suc-
cessful countries

Social media marketing

4.2. Axial coding

Categories are needed to reduce the number of concepts and to create an overview of a topic to understand a social
theory. At this stage, similar concepts were put together and categorized. Categories, in comparison with concepts,
are more abstract and show a higher level to changing to the Grounded structures. In this way, 76 obtained con-
cepts were classified and placed in the form of 20 sub-categories. The results are presented in Table 4.

Table 4. Extracted subsidiary and general concepts and categories

Subcategory Main concepts
Secure payment symbol -Website hosting - Timely return of money -
Payment at home
Idea sharing - Content generation - Creating a hashtag for a specific
product -Placing buyer posts - Categorizing popular products - Using
celebrities
Visual website design - Placement of important information - Cus-
tomer communication channel diversity - Website quality
Ease of purchase - Product quality - Product replacement warranty -
Free return of goods

General category

Security of transaction

Technical mechanism of .
. . Customer social network
online shopping
Website design

Shopping experience Usefulness




S. Salimi et al.

114

General category

Subcategory

Main concepts

Customer relationship

Legal licenses

Customer development

Post-purchasing regret

Trust

Sales system
Online shopping support center

Brand belief
Customer retention

Online advertising
One or two stars symbol of trust
Site security

Electronic ID symbol of national
content registration

Creating a long-term relation-
ship

Communication development
Variety of product supply
Site problems

Shipping problems

Product problems

Other problems

Behavior of support personnel - Website reputation - Information ac-
curacy

Commission - Discount - Wholesale/single sales

Telephone chat - Online chat - File complaints via email

Mental Image - Perceived quality - Brand association - Availability -
Brand loyalty - Brand familiarity

Customer appreciation - Customer club -Managers' commitment to
customers - Complaints tracking speed - Free shipping

Adpvertising on social media - Loyal customer advertising campaign -
Video marketing

Internet business qualification - Security certificate

Authentication - Firewall - Virtual key -Public key - Purchase transac-
tion security

Internet sales license - Site credibility

Proper interaction with the company - Membership in the customer
club - Discount coupons for specific customers - Free product for spe-
cific customers

Website functional factors - Creating two-way interaction - Attention
to customer psychology - Search engine optimization - Technology
Social networks - Creating hashtags for cheap products - site optimi-
zation

Incomplete product information - Low website speed when purchas-
ing - Credit card information risk

Prolonged shipment of goods - Order mismatch - Product damage -
long replacement process of product - Delayed timely return of funds
Performance quality - Product technical defects - Perceived differ-
ences

Lack of approval from family and friends -Weak after-sales service -
Irresponsibility of employees

4.3. Selective coding

The last stage of Grounded theory is selective coding, which requires identifying a central category and linking
this category systematically and logically to other categories. In this way, in the form of selective coding, 20 ex-
tracted categories were related to each other using the systematic design of Strauss and Corbin, and the paradigm
pattern of post-purchase regret in online shopping behavior was obtained as shown in Figure 1.

Casual Conditions
(Technical purchase
mechanism)

-Transaction security
-Customer social net-
work

-Website design

Core Category
(Customer experience)
-Usefulness

-Trust relationship -Goods  shipping prob-
-Sales system -Communication develop- lems

-Shopping support center

Context

(Customer relationship)
-Brand credibility
-Customer retention
-Online advertising

\ 4

Strategies
(Customer development)
-Establishing a long-term

Consequences
(Post-purchase Regret)
-Site problems

ment -Product problems
-Variety of supply chan- -Other problems

nels

Intervening conditions
(Legal licenses)

-A one or two-star trust
symbol

-Site safety

-Electronic ID symbol

Figure 1- Post-purchase regret model in online shopping behavior
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4.4. Prioritizing categories and concepts

Using the Delphi technique, the importance of sub-categories and model concepts were determined with 14 experts
who had previously been interviewed. In this way, the experts were asked to design a questionnaire and in the
form of separate tables to determine the importance of sub-categories and concepts separately and in the range of
zero to 100. By taking the average of the answers, the importance of the sub-categories and the designed concepts
were obtained. Table 5 provides an example of a questionnaire that is related to the average of the answers obtained
from the first stage of the Delphi technique and is related to the sub-categories of Consequences.

Table 5. Sub-categories of Consequences (Delphi first stage)

No. Subcategories of consequences Percentage of importance factor
1 Site Problems 79
2 Shipping problems 70
3 Product Problems 73
4 Other problems 67

Due to the relative dispersion of the given answers, the second stage of the Delphi technique was performed. At
this stage, to reach a consensus of experts, the average of the answers obtained and also the previous opinion of
each person was placed in a questionnaire and they were asked to consider the previous opinion and compare it
with the average of the answers. If you have a possible corrective opinion, express your answer again in the range
of zero to 100. Table 6 provides an example of the second stage Delphi technique questionnaire, which is related
to the answers of one of the experts to the sub-categories of Consequences.

Table 6. Sub-categories of Consequences (Delphi second stage)

No. Subcategories Consequences Previous response Average responses Possible corrective response
1 Site Problems 79 78 78
2 Shipping problems of goods 70 75 75
3 Product Problems 73 78 75
4 Other problems 67 72 72

The standard deviation of the answers given in the first stage was 13% and in the second stage, it converged with
less than 5% finally, using the average of the new corrective ideas and their normalization, the priority of the
categories and concepts of the model was determined.

5. Conclusion and suggestion

In the field of online post-purchase regret, various researches have been done with a quantitative and deductive
approach. Therefore, in this study, an attempt was made to provide a comprehensive model of the interaction of
factors affecting online post-purchase regret from a qualitative methodology based on the strategy of Grounded
theory and systematic Strauss-Corbin design, to help online business activists identify customer post-purchase
behavior and determine appropriate strategies. To benefit from the experts' opinion, judgmental sampling and
data triangulation methods were used and semi-structured interviews were conducted with 14 university profes-
sors, managers of the online commerce industry, and web-based businesses. In this way, people were interviewed
who have both appropriate knowledge in the field of marketing and operational experience in online business.
The obtained data were analyzed using a three-step open, axial, and selective coding method and a paradigm
model of post-purchase regret in online shopping behavior was designed. Then, using the Delphi technique and
with the help of experts, the obtained categories and concepts were prioritized. Table 7 presents the priorities of
the created categories, which are also the basis of the importance of the proposed research strategies.

Table 7. Prioritization of research model categories

Importance of 80% and more

Importance of 60 to 80%

Importance of less than 60%

1-Site safety

2-Website designing
3-Customers' social network
4-Trust

5-Transaction security
6-Shopping support Center

1-Customer retention

2-One- or two-stars symbol of trust
3-Variety of product supply channels
4-Site problems

5-Product problems

6-Problems of goods shipment
7-Other problems

8-Electronic ID symbol

1-Sales system

2-Communication development
3-Usefulness

4-Brand credibility

5-Online advertising

6-Creating a long-term relationship
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5.1. Managerial insights

The model obtained from the present study from a systemic perspective provides a comprehensive and macro
view of companies active in the field of online business and also those in charge of this field to know the buying
behavior of online customers and make decisions regarding appropriate marketing and sales strategies. Given the
importance of the model categories presented in Table 7, practical strategies are presented for each group.

e Importance of 80% and more

According to experts, site safety, website design, customer social network, trust, transaction security, and shopping
support center are in the first group.

Creating security is one of the most important categories of online shopping for customers. With the expansion of
online sales, people who seek to abuse this space are also increasing. An insecure website can spread malware,
steal information or send spam. There are good ways to secure cyberspace. Choosing the right server, determining
the level of access to the site's files and folders, setting a password for important files, choosing a secure password,
and limiting the number of logins are some of the strategies suggested to secure the site.

Maintaining data security has been cited by experts as the most important way to build trust between online trad-
ing parties. Accordingly, the service provider organization should evaluate the level of importance of the infor-
mation used and in proportion to the fact that the interests of the transaction are in maintaining the confidential
information of the parties, take the necessary measures and costs to ensure the health, accuracy, and precision of
information.

Website design is a process consisting of web page design, content production, graphic design, and SEO. To have
an attractive and customer-friendly website, all principles and standards of coding and graphics must be observed
by a professional website design team to better attract customers.

Gaining customer trust is one of the most important categories to achieve greater profitability in internet business.
To gain trust in online transactions, it is first necessary to present the items that are in the customer's interest and
show that the company is honest with the customer. Full description of the company's policies for customers,
providing 24-hour service, adding security layers to protect payments, providing purchase invoices to customers,
the possibility of returning the goods without receiving money and the possibility of paying at the door are strat-
egies offered to create a sense of confidence in customers.

Among the categories, social networks have been emphasized many times. A strong presence on social networks
and cyberspace is essential for any brand. Improper use of networks can lead to the loss of customers and business
opportunities. Using influential people in social networks, addressing customer issues and problems, providing
customer support services and proper and successful use of networks along with customer relationship manage-
ment systems are very effective.

Good support services attract users and increase their trust over time. No business has easily gained users, cus-
tomers, and credibility. Good support services and instant response to users, along with conveying the feeling that
if a problem or question arises for the customer, it will be dealt quickly, creates confidence in the customer. Con-
sidering various possibilities for communicating with the customer, such as answering via email, follow-up, and
responding to incoming messages via phone messenger, the possibility of creating an online conversation on the
site and allocating mobile phones along with landlines to answer essential calls of customers are effective in provid-
ing appropriate services and their satisfaction with the purchased goods and services.

e Importance of 60 to 80%

Customer retention, one or two-star trust symbol, product supply channel diversity, site problems, product prob-
lems, shipping problems, and electronic ID symbol are in this group.

Customer retention should be the focus of the company in digital marketing strategies. This plan should be based
on interaction and communication with current customers. Using email marketing is an effective way to retain
current customers. Also, the use of social media marketing, search engine optimization, as well as mobile market-
ing are other areas of digital marketing that the company must have a specific program and through which to
retain customers. The e-Trust symbol is a sign given to authorized virtual businesses to organize and verify their
authentication and credentials, so customers will buy online more confidently if they see this symbol.

Customers need to send the ordered goods at the right time. It is suggested that to build trust, the customer will
receive his/her order in the form of door-to-door delivery so that he/she can simply fully check the desired prod-
uct and then pay for it. Quality of service and support for customer purchases, and speed of sending and receiving
goods are features that can attract a customer forever or lose customer trust.

The main platform of digital marketing is effective and efficient website designing through which various strate-
gies for digital marketing methods can be created. Decisions about website goals should not be left to technicians
alone, and marketers should be used in the process to address them with a customer-oriented perspective. The
website is a digital marketing showcase and the appeal of the page design should be such that the customer once
visited is encouraged to come back again. The customer should also be able to find the desired website with a



117 S. Salimi et al.

simple search. Usability, ease of use, interactivity, appropriate speed, customer data collection, and access through
various digital devices are other strategies that should be considered in website designing.

Product replacement warranty is an important point that can solve the product problem for customers. The prod-
uct may have been damaged before it reached the customer. Therefore, considering the warranty, the unhealthy
product must be replaced.

With the expansion of Internet penetration in the country, social networks and digital media have become more
popular than ever before, and now many people are informed about the latest domestic and foreign news and
developments through these channels. Digital Electronic Content ID (Shamid) is an electronic code given by the
Ministry of Culture and Islamic Guidance to any digital platform and content. This code indicates the validity of
the website, software, channel, and various forms of digital products.

e Importance of less than 60%

Sales system, communication development, usefulness, online advertising, brand credibility, and long-term rela-
tionship with customers are in this group.

The speed of production and supply of new products, increasing competition in the market, and avoiding crowded
places and traffic have made customers more willing to buy easily and safely using online services. In-person
shopping is very different from online shopping. By entering and visiting the website, the customer should see
comprehensive and complete information about the variety of the desired product. Considering different sales
methods, whether credit or cash, for the products available on the website, will attract customers. Some websites
have designed a customer loyalty system to increase customer satisfaction. In such a way that the buyer receives a
point by buying each product and then through the same points can buy a product. The possibility of receiving the
customer's requested price offer for the product, offering various discounts, producing appropriate content, and
following the sales situation of the product is effective in customer satisfaction.

Using online shopping is beneficial for customers. Ability to compare goods and services in cyberspace, the ability
to communicate directly with the store and eliminate intermediaries, easy access, the ability to buy 24-7 service,
ease of the purchase process, saving time and money are some of the benefits that the customer acquires during
the online shopping process.

Credibility is created if the customer notices the points of difference in the business and evaluates it appropriately
and believes that the company has different possibilities than the competitors to offer. Many companies have ne-
glected to choose their brand differentiation points and as a result, their market share has decreased.

Building a long-term relationship with a customer can make an online business a success or a failure. Understand-
ing the needs and better communication with the customer creates the opportunity for the company to better adapt
to market conditions than competitors and better understand the needs of the customer. In online shopping, pre-
purchase communication and advice as well as post-purchase communication, which includes customer support
and guidance, is very effective. For this purpose, the website can create a connection package with internet cus-
tomers so that customers who are hesitant or need advice in their purchase can connect with the website with the
help of the website's telephone consultation plugin. Providing the necessary guidance and after-sales support helps
to establish a useful and constructive relationship with customers and their satisfaction.

5.2. Further research

Researchers who intend to study the behavior of online post-purchase regret are encouraged to deeply analyze the
reasons for regret in the types of purchases in which they are more likely to regret. For example, the possibility of
regret in choosing luxury and expensive goods, or cheap goods that are of low quality as well as evaluating post-
purchase regrets for goods that have an impact on the environment. Conducting comparative studies in online
stores in neighboring countries to investigate the impact of culture as well as the impact of technology acceptance
on customers' online shopping behavior, review the impact of discounts offered on sites, put customers under
shopping time pressure, review the impact of demographics features such as gender, age, education, and income,
or examining the impact of psychological characteristics such as shopping style and risk-taking on customers' post-
purchase regret , are other areas that are recommended to researchers.
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