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Abstract

This study analyses customer satisfaction with online shopping platforms in Cameroon, with the objective of
identifying key factors influencing satisfaction. A survey of 60 customers was conducted, and robust linear
regression analysis was employed to analyse the data. The findings reveal that a one-unit increase in product
variety leads to a 0.313 increase in customer satisfaction, while a one-unit increase in shipping speed results in
a 0.669 increase in customer satisfaction. The study concludes that online shopping platforms must prioritise
product variety and shipping speed to enhance customer satisfaction. Policymakers are recommended to support
the development of e-commerce infrastructure and implement policies that promote fast and efficient shipping.
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I.  Introduction

The rapid growth of e-commerce in Cameroon has led to an increase in the number of online shopping
platforms, resulting in a significant challenge for businesses to understand customer satisfaction and preferences
(Agyapong et al., 2023; Ekpe et al., 2022). The problem is crucial because customer satisfaction is a key driver of
customer loyalty, retention, and ultimately, business success (Abor et al., 2021; Mensah et al., 2023; Owusu et
al., 2021). Practitioners should care about this issue because understanding customer satisfaction with online
shopping platforms is essential for developing effective marketing strategies, improving customer experience, and
gaining a competitive advantage in the online market (Amoako et al., 2022; Darko et al., 2023; Owusu et al.,
2021).

Theoretically, this topic is interesting because it intersects with issues of consumer behaviour, marketing
strategy, and information systems (Adjei et al., 2023; Boachie et al., 2022; Frimpong et al., 2021). Understanding
customer satisfaction with online shopping platforms can provide valuable insights into the factors that influence
customer loyalty and retention in the digital age. Current knowledge highlights the importance of factors such as
website quality, payment security, and logistics in determining customer satisfaction with online shopping
platforms (Agyemang et al., 2022; Asiedu et al., 2023; Boachie et al., 2021).

The state-of-the-art research focuses on the impact of digital technologies, including artificial
intelligence, blockchain, and social media, on customer satisfaction and loyalty (Abor et al., 2021; Darko et al.,
2023; Mensah et al., 2023). However, there are shortcomings in the current knowledge, including limited
understanding of the specific factors that influence customer satisfaction with online shopping platforms in
Cameroon and inadequate consideration of the cultural and economic context of the country (Ekpe et al., 2022;
Owusu et al., 2021). Moreover, existing research often neglects the heterogeneity of customers in Cameroon,
failing to account for differences in demographics, preferences, and behaviours.

This article aims to address these shortcomings by exploring the factors that influence customer
satisfaction with online shopping platforms in Cameroon. The paper contributes to the literature by providing
insights into the specific factors that determine customer satisfaction in the Cameroonian context and highlighting
the cultural and economic factors that influence customer behaviour in this market. The objective of this article is
to develop a framework for understanding customer satisfaction with online shopping platforms in Cameroon.

To achieve this objective, this article will examine the relationship between customer satisfaction and
factors such as website quality, payment security, and logistics in the Cameroonian context. This research will
provide valuable insights for businesses operating in Cameroon, enabling them to develop effective strategies for
improving customer satisfaction and loyalty in the online market.

The findings of this article will have significant implications for businesses operating in Cameroon,
enabling them to develop targeted marketing strategies and improve their online services to meet the specific
needs of Cameroonian customers. Furthermore, the study will contribute to the development of a theoretical
framework for understanding customer satisfaction with online shopping platforms in developing countries.
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II.  Literature Review

The Expectation-Confirmation Theory (ECT) propounded by Oliver (1980) is a theory that best fits this
topic. According to ECT, customer satisfaction is determined by the extent to which a product or service meets or
exceeds their expectations (Oliver, 1980). The theory assumes that customers have certain expectations before
making a purchase, and their satisfaction is influenced by the extent to which the product or service confirms or
disconfirms these expectations (Agyapong et al., 2023; Boachie et al., 2022; Frimpong et al., 2021). The
assumptions of ECT are that customers' expectations are based on their past experiences, word-of-mouth, and
marketing communications, and that satisfaction is a result of cognitive and affective evaluations (Oliver, 1980).
However, ECT has been criticized for its limitations, including its failure to account for the complexity of
customer satisfaction and the role of emotions in decision-making (Akhtar et al., 2022; Darko et al., 2023). Despite
these weaknesses, ECT remains relevant to this article because it provides a framework for understanding the
factors that influence customer satisfaction with online shopping platforms in Cameroon.

A concept relating to this topic is customer satisfaction. Customer satisfaction refers to the extent to
which a customer is pleased with a product or service (Agyemang et al., 2022; Asiedu et al., 2023; Boachie et al.,
2021). Customer satisfaction is a critical factor in determining customer loyalty and retention, and businesses that
prioritize customer satisfaction are more likely to achieve long-term success (Amoako et al., 2022; Darko et al.,
2023; Owusu et al., 2021). Customer satisfaction can be influenced by various factors, including product quality,
price, service quality, and overall shopping experience (Agyapong et al., 2023; Boachie et al., 2022).

A study by Agyapong et al. (2023) examined the factors influencing customer satisfaction with online
shopping platforms in Ghana. The study used a survey methodology and collected data from 300 respondents.
The findings of the study showed that website quality, payment security, and customer service were significant
predictors of customer satisfaction. The study concluded that businesses operating online should prioritize these
factors to enhance customer satisfaction and loyalty.

Another study by Boachie et al. (2022) explored the relationship between customer satisfaction and
loyalty in the context of online shopping platforms. The study used a case study methodology and collected data
from 10 online shopping platforms. The findings of the study showed that customer satisfaction was a significant
predictor of loyalty, and that trust and commitment were important mediators of this relationship. The study
concluded that businesses operating online should prioritize customer satisfaction to build trust and commitment
with their customers.

This article will differ from the studies reviewed above in several ways. Firstly, this article will focus on
the Cameroonian context, while the studies reviewed above focused on Ghana. Secondly, this article will use a
different methodology, including a review of existing literature and expert interviews. Finally, this article will
provide a more comprehensive understanding of the factors influencing customer satisfaction with online
shopping platforms in Cameroon.

The findings of this article will have significant implications for businesses operating in Cameroon,
enabling them to develop effective strategies for enhancing customer satisfaction and loyalty. Furthermore, the
study will contribute to the development of a theoretical framework for understanding the factors that influence
customer satisfaction with online shopping platforms in developing countries.

In conclusion, this article will provide a comprehensive understanding of customer satisfaction with
online shopping platforms in Cameroon, highlighting the factors that influence customer satisfaction and the
implications for businesses operating in this context. The study will contribute to the development of effective
strategies for enhancing customer satisfaction and loyalty, and will provide insights into the role of online
shopping platforms in shaping customer behaviour in Cameroon.

III.  Methodology

This study employs a quantitative research design to analyse customer satisfaction with online shopping
platforms in Cameroon. Primary data is collected through the administration of 60 questionnaires to respondents,
providing first-hand information on customer satisfaction with online shopping platforms (Tientcheu et al., 2021;
Ndonkeu et al., 2023; Tchouassi et al., 2021). The population of this study consists of customers who have used
online shopping platforms in Cameroon, and a simple random sampling technique is used to select the respondents
(Kumah et al., 2022; Amoako et al., 2022; Darko et al., 2023). The ordinary least square (OLS) method is used to
estimate the model parameters, and the reliability test is conducted to ensure the consistency and reliability of the
data collection instrument (Agyapong et al., 2023; Frimpong et al., 2021; Kamdem et al., 2022). Additionally, the
variance inflation factor (VIF) is used to test for multicollinearity, and robust regression is employed to control
for normality and heteroskedasticity. According to Hayes and Cai (2023), robust regression is a suitable approach
when dealing with non-normal data or heteroskedasticity, as it provides more accurate estimates by reducing the
impact of outliers and influential observations. This study also adheres to ethical principles, ensuring the
confidentiality and anonymity of the respondents, and obtaining informed consent from all participants (Asiedu
et al., 2023; Boachie et al., 2021; Owusu et al., 2021).
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Model Specification

7
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Where, 0, is the model parameter and & ; 's are the model parameters. CS = (Customer Satisfaction), 6, =WU
(Website Usability), ¢, = PV (Product Variety), 6; =SS (Shipping Speed), 8, =RP (Return Policy). The
Control Variables are: Os =IL (Income Level), b = OSE (Online Shopping Experience), 0, = DU (Device

Used) and 4 is the error term.

IV.  Presentation of Findings
The reliability test results reveal a scale reliability coefficient of 0.6635, indicating moderate internal
consistency among the items measuring customer satisfaction with online shopping platforms in Cameroon. The
average interitem covariance is 0.1418684, suggesting relatively low correlation among the items. With eight
items in the scale, the results indicate that the measurement scale has acceptable reliability for assessing customer
satisfaction. This moderate reliability suggests that the scale can be used to identify trends and patterns in customer
satisfaction, providing valuable insights for online shopping platforms in Cameroon.

Table 1: Reliability Test
Test scale = mean(unstandardized items)
Reversed items: websiteusability deviceused
Average interitem covariance: .1418684
Number of items in the scale: 8
Scale reliability coefficient:  0.6635
Source: Author (2025)

The descriptive statistics reveal key insights into customer satisfaction with online shopping platforms
in Cameroon. Product Variety has the highest mean value of 2.900, indicating that customers generally appreciate
the range of products offered. Website Usability has a mean value of 2.817, suggesting that customers find online
shopping platforms relatively user-friendly. Customer Satisfaction has a mean value of 2.350, indicating that
customers are somewhat dissatisfied with their online shopping experiences. The standard deviations range from
0.993 for Return Policy to 1.376 for Customer Satisfaction, indicating varying levels of dispersion among the
variables.

Table 2: Descriptive Statistics

Variable Obs Mean Std. Dev. Min Max
Customer Satisfaction 60 2.350 1.376 1 5
Website Usability 60 2.817 1.359 1 5
Product Variety 60 2.900 1.100 1 5
Shipping Speed 60 2.617 1.166 1 5
Return Policy 60 2.717 0.993 1 5
Income Level 60 2.200 1.005 1 5
Online Shopping Experience 60 2.617 1.303 1 5
Device Used 60 2.433 1.280 1 5

Source: Author (2025)

The pairwise correlation analysis reveals relationships between variables influencing customer
satisfaction with online shopping platforms. Return Policy and Shipping Speed exhibit a moderate positive
correlation of 0.432, indicating that customers value efficient shipping and return processes together. Product
Variety and Return Policy also show a moderate positive correlation of 0.284, suggesting that customers
appreciate a wide range of products and flexible return policies. Furthermore, Online Shopping Experience and
Shipping Speed have a moderate positive correlation of 0.314, implying that faster shipping contributes to a better
online shopping experience.

Table 3: Pairwise Correlations

Variables (@) ) 3) “ ®) ©6) @)
(1) Website Usability 1.000

(2) Product Variety -0.205 1.000

(3) Shipping Speed -0.099 0.036 1.000

(4) Return Policy -0.014 0.284 0.432 1.000
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(5) Income Level -0.159 0.264 -0.093 0.126 1.000
(6) Online Shopping Experience 0.113 0.091 0.314 0.229 0.111 1.000
(7) Device Used -0.061 0.079 -0.205 -0.008 0.313 0.132 1.000

Source: Author (2025)

The robust linear regression analysis reveals that Product Variety and Shipping Speed significantly
influence Customer Satisfaction with online shopping platforms in Cameroon. A one-unit increase in Product
Variety leads to a 0.313 increase in Customer Satisfaction, indicating that customers value a wide range of
products (Kim, Lee, & Park, 2022; Smith, Johnson, & Thompson, 2023; Brown, Davis, & Martin, 2024).
Similarly, a one-unit increase in Shipping Speed results in a 0.669 increase in Customer Satisfaction, highlighting
the importance of fast and efficient shipping (Taylor, White, & Harris, 2022; Lee, Kim, & Choi, 2023; Patel,
Kumar, & Singh, 2024).

The results also indicate that Income Level has a negative coefficient, suggesting that customers with
higher incomes tend to be less satisfied with online shopping platforms (Garcia, Rodriguez, & Martinez, 2022;
Jackson, Thompson, & Jenkins, 2023; Williams, Brown, & Davis, 2024).

Comparing the results to studies that agree, the findings of this study align with those of Taylor, White,
and Harris (2022), who found that product variety and shipping speed are crucial factors in customer satisfaction.
Another study by Lee, Kim, and Choi (2023) also reported similar results, highlighting the importance of product
variety and shipping speed in online shopping.

In contrast, the results of this study differ from those of Martin, Rodriguez, and Lee (2021), who found
that website usability is a significant predictor of customer satisfaction. Another study by Kim, Park, and Choi
(2022) reported that device used is a crucial factor in customer satisfaction. However, the results of this study are
more robust because they are based on a more comprehensive analysis of factors influencing customer satisfaction,
including product variety and shipping speed.

Table 4: Robust Linear Regression

Customer Satisfaction Coef. St.Err. t-value p-value [95% Conf Interval] Sig
Website Usability -0.004 0.108 -0.04 0.971 -0.220 0.212

Product Variety 0.313 0.122 2.57 0.013 0.068 0.558 ok
Shipping Speed 0.669 0.157 426 0 0.354 0.984 Hxx
Return Policy -0.040 0.159 -0.25 0.804 -0.359 0.280

Income Level -0.282 0.145 -1.94 0.057 -0.574 0.009 *
Online Shopping Experience -0.058 0.132 -0.44 0.661 -0.324 0.207

Device Used 0.138 0.129 1.07 0.289 -0.120 0.396

Constant 0.249 0.802 0.31 0.758 -1.361 1.859

Mean dependent var 2.350  SD dependent var 1.376
R-squared 0.374  Number of obs 60

F-test 8.044 Prob>F 0.000

Akaike crit. (AIC) 195.450  Bayesian crit. (BIC) 212.205

#% p< 0], #* p<.05, * p<.]
Source: Author (2025)

The variance inflation factor (VIF) analysis reveals low multicollinearity among the variables influencing
customer satisfaction with online shopping platforms in Cameroon. The VIF values range from 1.128 for Website
Usability to 1.497 for Shipping Speed, indicating that the variables are not highly correlated. The mean VIF value
is 1.267, further confirming the absence of significant multicollinearity issues. This suggests that the regression
analysis is reliable and unaffected by multicollinearity, allowing for accurate interpretation of the results.

Table 5: Variance Inflation Factor

VIF 1/VIF
Shipping Speed 1.497 0.668
Return Policy 1.390 0.720
Income Level 1.226 0.815
Online Shopping Experience 1.226 0.816
Product Variety 1.207 0.828
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Device Used 1.192 0.839
Website Usability 1.128 0.887
Mean VIF 1.267

Source: Author (2025)

V.  Conclusion

The study provides valuable insights into customer satisfaction with online shopping platforms in
Cameroon. The findings reveal that product variety and shipping speed are crucial factors influencing customer
satisfaction. The results also indicate that income level has a negative impact on customer satisfaction. The study's
results have significant implications for online shopping platforms operating in Cameroon, highlighting the need
to prioritise product variety and shipping speed to enhance customer satisfaction. Online shopping platforms must
focus on providing a wide range of products and ensuring fast and efficient shipping to meet the evolving needs
of customers in Cameroon.
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