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Abstract  

Background:  Businesses, local or foreign, can no longer ignore the internet. As 

online competition for customers intensifies, it’s paramount for 

companies to understand the dynamics of online customer 

satisfaction, the key to selling online or using the internet via its 

website for informational purposes.  A company’s web/home page is 

it’s foremost and most probably in some cases the only channel 

online with which it engages, interacts with and attract customers. 

Companies thus need to seriously take into account the level of 

standardization and adaptation, the most critical dimensions of 

their webpage makeup, in order to enhance their customer 

satisfaction online.  

Purpose:  The study tries to examine the standardization and adaptation effect 

and its significance in terms of its OCS value for a website through 

a comparative case study, between an MNC and a local vendor 

website with two distinct websites: informational and transactional 

websites. The aim is to understand the role played by the varying 

degree of standardization and adaptation on the website 

effectiveness in terms of online customer satisfaction. 

Method: The study is based on both primary and secondary data. Firstly, 

semi –structured interviews were conducted in order to 

understanding the companies’ sense making of online customer 

satisfaction via their websites. Secondly, focus groups sessions were 

conducted in order to gauge that understanding through the eyes of 

the actual customers. The ensuing sessions provided the study with 

vital and interesting data into the thinking of customers as they used 

those websites and their views about the degree of standardization 

or adaptation necessary for better customer satisfaction online. 

Both our interview participants and the focus groups were 

extremely relevant to our study as they provided the missing links to 

the online customer satisfaction puzzle. In the first instant the 
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participants were the brain behind the design of the website through 

which they intended to attract and engage customers online. In the 

second instance, the focus groups’ participants were relevant to the 

study on two accounts. Firstly, the majority of the participants were 

customers of both companies, which made their feelings and 

perceptions about the companies’ websites critical and relevant to 

the study’s understanding of the issue. Secondly, all of the 

participants were students of business and management and were 

active internet users thereby well positioned to discuss the issue.  

Target Audience: Small upstarts specializing in exclusive online retailing, within a 

developing market context are our primary targets. However, larger 

multi-nationals vying to enter developing markets could benefit and 

draw useful lessons from our study and thus be able to construct 

their country specific websites in a more effective way. The study 

can also help research students on this particular subject.  

Research Question: How significant is standardization and adaptation of a company’s 

website in the enhancement of customers’ online satisfaction in the 

case of Unilever Bangladesh & Adhuli? 

Research Purpose: The aim of the study is to carry out a comparative study between 

Unilever’s Bangladesh website and Adhuli’s website and through 

comparing and contrasting, identify the level of adaptation and 

standardization that effects customer online satisfaction in a 

positive manner. Effectiveness of a website in our study context 

means the website’s ability to attract, retain and ultimately engage 

the customer in a buying behavior online or later in an offline 

context. Ultimately, the examination of the two websites in an OCS 

context will lead to some recommendations, which we hope can 

prove insightful for future online retailers within the confines of 

similar markets. 

Conclusion: Website is probably the best and most time and cost effective way 

for companies to engage their customers and entice them to buy 

online or in some cases connect with them for later offline 
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engagement. It’s therefore essential for companies to standardize 

and adapt their websites according to the needs and tastes of their 

target customers for enhanced customer satisfaction. It’s significant 

to note that MNCs especially those like Unilever with an 

informational website often ignore the importance of adaptation of 

their webpage in accordance with the local tastes of their customers 

and thereby primarily rely on their technological knowhow often 

dictate by costs concerns minimized through standardization. Local 

vendors like Adhuli with a transactional website on the other hand 

often ignore the value of technologically sound webpages often 

blinded by the fact that their understanding of the local market and 

taste, to some extent handicapped by costs as well, can adequately 

cater for online customer satisfaction. Either strategies result in the 

design of a webpage which capacity to enhance customer 

satisfaction online is greatly diminished.  
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1. INTRODUCTION  

The chapter focuses on highlighting the background of the issue, i.e. the significance of 

the standardization and adaptation dimension of a website in terms of its ability with 

respect to online customer satisfaction. 

 

1.1 Problem Background  

Technological advancements within communications have resulted in paradigm 

shifts across a broad spectrum of the business landscape. As a result there are a lot of 

changes in both the production and consumption patterns these days. By flattening the 

world, the internet has opened up virtual markets and infinite opportunities for businesses 

to connect with their customers round the clock (Friedman, 2005). However, these 

increasing business opportunities have also intensified competition; the fact more obvious 

in an online setting than in the conventional brick and mortar sense, offline setting.  

Through a single click the internet has brought together, face to face, companies 

and customers in ways never envisaged before thereby creating a new market place, the 

online market. The emergence of the online market also turned a page in the balance of 

power in favour of the customer.  Be it buying online or posting opinions and concerns 

about a company products or production patterns, the internet has empowered customers 

greatly and thereby made their satisfaction ever more important. For customers the online 

buying experience has several advantages over the conventional offline buying in terms 

of reduced search costs, convenience, product choices and brand options (Bakos, 1998; 

Alba et al., 1997).   Heightened competition and adverse strategic implications of failure 

online makes it imperative for companies to approach the online market with extreme 

care.  

The internet offers numerous strategic advantages to companies able to use it 

effectively. It is the most cost effective marketing and sales channel. Being present 24/7 

round the year, it offers companies the best and most cost efficient platform to advertise 

and connect with their customers. Recent developments in the social networking area 

have even made interactive communication with customers a reality. Its unique ability to 

provide companies with real time data and customers opinions through blogs and 
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commentaries have enhanced their product design abilities. However, using the internet 

in an effective way, ‘‘for tangible such as sales, profits, market share and cost controls; 

and intangibles as customer relationships, brand image, goodwill and societal legitimacy 

benefits has proved elusive for many companies’’(Patterson et al., 1997:15).  

To succeed online, companies need to use their websites in an effective way so as 

to enhance their customer satisfaction. By effective use of a website, we mean a website 

that not only attracts customers but has the ability to engage them in a way that retains 

them and enhances their satisfaction level to an extent that either they engage in a buying 

behaviour right away or positively influences their perception about the company, which 

could later benefit the company in an offline setting. Moreover, online customer 

satisfaction requires a set of factors within a website essential to enhance customers’ 

perceptions and experiences online (McKinney et al., 2002). Companies’ websites, their 

online outlets, thus need to ensure the quality and quantity of information available to 

customers and the user friendliness of the website design (Wolfinbarger & Gilly, 2001).  

Based on our focus groups data, we have been able to identify several factors 

critical to the effectiveness of a website in terms of enhancing customers’ satisfaction 

online. Some of these include: 

Critical Factor  Ways in which it effects a Customer Satisfaction  

Website Quality Attracts a customer 

Improves first reaction essential for customer perception 

User friendliness  Helps with the navigation and thus retains the customer for 

longer period of time. 

Information Usefulness Brings back customers  

Trust  Ease customer anxieties and positively affects online buying 

behaviour  

Improves customer loyalty  

Customer Support 

Feature 

Enhances customer perception 

Reduces purchase anxieties  

Social Networking Improves customer perception about the quality of the 
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company and improves the trust factor 

             Table 1: Critical Factors for a Website Effectiveness (Own Illustration) 

Customer satisfaction, within an online context thus is no easy task, especially as 

it is the outcome of human [customers] behaviour (McKinney et al., 2002). Moreover, 

online customer satisfaction is the cumulative result of the various experience phases a 

customer goes through in an online setting such as the need arousal, information search, 

alternatives evaluation, purchase decision and post –purchase behaviour (Kotler, 1997).  

1.2 Problem Discussion  

Business – to – Consumer (B2C), where companies approach customers primarily 

but not exclusively via their websites is a growing area in Bangladesh, although with 

several challenges. Some of the obstacles to online business in the country include lack of 

technological facilities, absence of technical literacy, lack of legal protection, trust deficit 

amongst customers and meagre income per capita (Hossain, 2000). But the tide is turning 

in this regard and big metropolises like Dhaka, Chittagong and other areas are becoming 

hot hubs for online business due to improved IT facilities, adequate computer and general 

literacy and enhanced per capital incomes (Ali, 2010). 

Internet users are on the rise in Bangladesh. The online business or more broadly 

the e –commerce sector got boosted by the rise in the number of internet connections. In 

the year 2000, around 100,000 Bangladeshis were able to use the internet (WB, 

2010).According to the World Bank, there is a positive link between the number of 

internet users and its subsequent use for online business and transactions (WB, 2010). 

Luckily, for Bangladesh that number is on the rise since. Fast forward to 2007 and the 

number of internet subscriptions shoots up to 450,000 which in itself is still a very low 

number, around 0.3% of the country’s total population but a move in the right direction, 

nevertheless. According to 2009 estimates, the number stood around 600,000 or 0.5 

percent of the total population (WB, 2010). While the absolute number is still small, it’s 

the growth rate which is quite astounding, 450% (Ecommerce Journal, 2009). 
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                           Figure 1: Information & Communication Technology Indicators, World Bank (2010). 

Crucial to the development of B2C in Bangladesh is the improvement in electronic 

payment, central to online business transactions. Improvement in the telephonic industry, 

still the main medium for internet in the absence of broad –band within the country is a 

healthy sign for improvements in the B2C (Hossain, 2000:19). 

As is often the case with a developing market, Bangladesh arrival on the internet 

stage has been one of a late comer. With a less developed communication sector, rampant 

corruption in the public sector, political instability and weak legal system, it wasn’t until 

1996 that the country was introduced to the phenomenon of the internet.  

However, socio –economic reforms, political stability, improvement in the judicial 

system and improvement in the corruption factor has opened the market in general and 

the communication sector in particular to local as well as foreign investments (WB, 

2010).  
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                              Figure 2: ICT & Bangladeshi Service Exports, 2000 – 2009 (World Bank, 2010).  

The government is taking the right steps in this direction too. Slashing its high 

internet tariff by almost half and rethinking its monopolistic position in the sector, the 

government decision signals a positive change for the sector (WB, 2012).  

                              Bangladesh Communication Sector 

Sector Structure  2000 2009 

Separate Regular  No Yes 

Mobile Phones Competition  Competition  

Internet  -------------------- Competition  

      Table 2: Competition Structure in Communication Sector of Bangladesh, World Bank (2010).  

According to the World Bank, table 2 above, the communication sector in 

Bangladesh still needs deep structural reforms in order to make the sector competitive. In 

the year 2000, the mobile phone sector and the internet sector were part of the larger 

communication sector with little separation in terms of the sectors. However, nine years 

later, i.e. in 2009 according to the World Bank, both sectors, the mobile phones and the 

internet, saw a separation with each being a separate body within the larger 

communication sector. Similarly, the mobile phone sector has been based on free market 

mechanism open to competition from its inception in 2000 and has thus stayed that way 

till 2009. It’s also encouraging for e –commerce and online buying as we see the internet 

is being opened to competition and there is a possibility as the country grows it will 



 6/18/2013 

 6  

attract investments into the internet sector thereby further enhancing the number of 

internet users within the country with positive implications for e –commerce and online 

buying.  

Costs remain a major barrier to the usage of internet in the country, however. 

Relative to its neighbors and the rest of its Asian counterparts, internet and by extension 

e-commerce in Bangladesh still needs a bit of catching up. The number of Internet 

Service Providers (ISPs) by 2005 reached almost 180 (ECJ, 2009).  

 

                   Figure 3: Internet Servers, Bangladesh vs. South Asian Region (WB, 2010). 

The rise in its socio –economic indicators calls for optimism in the country’s 

overall economic growth and with it in the internet and the e –commerce area. According 

to the World Bank, the country was able to reduce poverty by 8.5% between 2005 and 

2010 (World Bank, 2009). Further reforms of this nature will help enhance the country’s 

education as well as communication sector thereby making room for growth in the e –

commerce sector of the country.  

It’s therefore essential for companies doing business to have a website (Van 

Nierop et al., 2011). While some companies use these websites mostly as advertisement 

tools to support their offline sales as well as enhance their brand images, others actively 

use their websites as marketing and sales channels. Websites thus can be classified into 

two distinct categories: informational ones and transactional ones (Lee & Grewal, 2004). 

Either way companies cannot ignore customer satisfaction online and thus need to be 
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aware of their customers’ expectations and needs when it comes to the design of their 

websites.  

The online objective of a company reflects its website design (Teo & Pian, 2004). 

However, one crucial factor remains unchanged when it comes to the effectiveness of a 

website in terms of online customer satisfaction irrespective of the nature of the website. 

It’s the degree of standardization or adaptation a company uses in the design of its 

website that is greatly significant for customer satisfaction online, in an informational as 

well as a transactional website.  

Informational websites can benefit companies in an intangible way. It can help 

companies improve their understanding of customer knowledge, buying behaviour and 

brand perceptions (Van Nierop et al., 2011). Such information can be useful to these 

companies in the product design area as well as with the design of marketing strategies 

through better identification and targeting. Website features are significant as they 

determine the amount of time a customer spends on the website searching for 

information. In order to engage a customer for a longer period of time means hitting the 

right level of standardization and adaptation within the company website so as to ensure 

that the website attracts customers, engages them and ultimately enhances their 

perceptions with benefits for the company brand.  

Transactional websites, especially websites of those companies which exclusively 

trades online have little room for error in terms of customer online satisfaction. Being the 

only sales and marketing channel, the strategic implications can hardly be less significant 

for such transactional websites.  

It’s significant to understand that online customer satisfaction itself can be divided 

into two categories, ‘‘service encounter satisfaction and overall customer satisfaction’’ 

(Shankar et al., 2003:155). While the former is transaction specific, the latter is more 

relationship specific. Transactional ones are more used for direct selling where the 

relationship involves some sort of transaction through buying and selling; in the 

informational case it’s more an indirect relationship aim to relate to customers with a 

pure informational aim.  
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Website Type Transactional/Service 

Encounter  

Informational/Overall   

Online Customer Satisfaction 

Type  

Service encounter 

satisfaction  

Adhuli in our case 

Relationship – specific 

satisfaction  

Unilever Bangladesh in our 

case 

           Table 3: Type of website & satisfaction online based on Shankar et al., 2003:155   

It’s important to understand that service encounter satisfaction is best addressed 

by transactional websites focusing on the transaction or task at hand i.e. the online buying 

and with little or no effort put into building a long –term relationship with the customer. 

On the contrary, the aim of the informational or relationship website is to enhance the 

overall satisfaction of the customer by building a deeper relationship with the customer 

that goes far beyond a mere one time buying encounter. In an effort to enhance the 

overall satisfaction of the customers, the relationship/informational websites build a 

unique rapport with the customers.  

The websites of Unilever Bangladesh & Adhuli, the two companies within the 

comparative study, thus makes ample sense to be included in the study in the context of 

the subject matter of this section.   

Unilever is a global conglomerate with a significant presence in the Bangladeshi 

market. The company actively manages its website but for reasons other than direct 

selling via its website. The company prime aim with its website within the market is to 

keep in touch with its vast customer base; to inform its customers about the company 

products and projects; and to strengthen and cultivate long – term relationship with its 

customer base for future strategic benefits. It also serves the purpose of enhancing the 

company’s corporate image as the company’s corporate social responsibility is given 

centre stage on the website.  

Adhuli, the second company within our study, takes a very different approach with 

its website and uses its website for transactional purpose, i.e. direct selling to its 

customers. While completely different in its nature and composition, Adhuli’s make-up 
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of its website and the level of adaptation for their prime market are quite in contrast with 

Unilever Bangladesh. A small local company vis-à-vis Unilever, Adhuli makes best use 

of its local roots and expertise of the local market through a more adapted outlook. 

Adaption of its website in this case is more reminiscent of the company’s effort to 

compensate for its relative infancy when it comes to technological know-how and the 

level of investment it can undertake to engage customers via its website in a more 

effective manner.  

It’s important to understand the significance of the study in terms of its value to 

the understanding of a company website when it comes to adaptation and standardization 

in order to enhance its customer’s online satisfaction and transform the website into a 

valuable channel for revenue generation and customer relationship management. More 

so, with a comparative study, we hope to find out the different forces at work when two 

distinctly different companies, a local and a multi-national, with different agendas and 

compositions set out to enhance their customer online satisfaction through their the same 

medium: the website.  

It’s important for our readers to understand that the word ‘comparative’ as in the 

comparative nature of the study within our case strictly refers to the comparison in terms 

of the same market, i.e. the geographical setting Bangladesh in which both the companies 

operate. We acknowledge the fact that the markets within the Bangladeshi context, 

however, differs for both companies due to their different selling points: Adhuli via its 

direct online selling through its website; Unilever through its indirect selling via vendors 

and franchises.  We feel the distinction is necessary so as to place the study firmly within 

the realm of the general comparative nature without attracting too much criticism due to 

the difference in the ‘selling point’ perspective of the two companies involved. Put 

another way, our basic aim has been to understand and analyze how the two companies 

try to make sense of their websites strategies within the same market, market as defined 

by geographical context. Since we feel comparisons can be done at different levels, our 

study predominantly examines the understanding of both companies vis-à-vis the 

Bangladeshi customers and how they intend to approach them via their websites through 

a different mix of standardization and adaptation within their websites. This 
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commonality, reaching out to their Bangladeshi customers, between the two companies 

enables us to put the study within the comparative realm.  

 

1.3 Research Question  

How important is standardization and adaptation of Unilever Bangladesh & 

Adhuli websites’ in the enhancement of customers’ online satisfaction within the 

Bangladesh market?   

1.4 Research Purpose  

The purpose of the study is to undertake a comparative study between Unilever 

and Adhuli websites within the context of the Bangladeshi context. By examining both 

websites strategies as they try to enhance customer satisfaction online, the study makes 

the comparison between the two websites on the standardization and adaptation 

dimension.  

The comparison of both websites is primarily based on data gathered from primary 

sources and ultimately put into perspective in the relevant theory within the extant 

literature. Finally, through the comparison, the study will draw some recommendations 

that will be insightful for both companies in general and other aspiring startups vying to 

do business online in the enhancement of their website’s online customer satisfaction 

ability.  

 

1.5 Target Group  

The usefulness of the paper’s research will primarily benefit both Adhuli and 

Unilever in the design of their website so as to improve their websites’ ability to connect 

better with customers.  Focus group participants within our study, mainly business and IT 

students can also find the research value of the study beneficial. It will provide a 

blueprint to online start – ups within the market as well as enable big companies to design 
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their websites, even in an informational capacity, closely in accordance with their 

customers’ aspirations and perceptions.  

1.6 Delimitation  

Time and resource constraints are potentially the main obstacles that delimit the 

study’s scope. In order to be exhaustive, the study will focus only on the website designs 

and strategies behind those designs by their parent companies within the Bangladeshi 

market. Taking a holistic approach towards the website standardization and adaptation 

dimension, the study takes into account the views and understanding of customers as well 

as the companies as they try to effectively enhance their customers’ online satisfaction.  

Telephonic interviews were conducted with the management of both companies 

about their choice in the level of standardization and adaptation dimension of their 

websites and their understanding of online customers’ satisfaction. In addition, business 

and IT students of Dhaka University were recruited to conduct focus group sessions in 

order to give their views and opinions about both companies’ websites as well as rank the 

two websites in accordance with their understanding of how effective each website is in 

terms of its online customer satisfaction. 
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2.  Theoretical Framework  

In this chapter we will present would come up with a theoretical framework based on 

relevant theories and concepts within the extant literature for our data analysis section. 

The section also provides the theoretical foundation to the study and our research 

question 

 

Our framework theoretically stands on the themes developed from our literature 

review and is conceptually inspired by our research question.  

 

  

 

 

 

   

 

 

                

 

 

 

                            

 

                        Figure 4: Conceptual Framework, a figurative representation. (Own Illustration) 

While the figure might itself look daunting, our conceptual framework is quite 

simplistic. It’s an analytical scheme depicting the various online factors at work as 

companies and customers position themselves to communication via the internet. In terms 
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of its practical value to us, it has made our task of discussion, analysis and research much 

easier. 

Our framework can be readily divided into two main components of endogenous 

and exogenous factors. In the first instance, related to the endogenous factors, companies 

endeavor to come up with a right mix of standardization and adaptations in terms of their 

website content and design with the sole purpose of connecting and ultimately enhancing 

their customers’ online buying experience and thus pushing forward their own strategic 

interests. The right mix of standardization and adaptation makes it imperative for 

companies to take a closer look at their customers’ cultural value system in order to 

reflect it in their web communication with their customers while at the same time paying 

attention to their costs. On the other hand at the exogenous factors level, it’s beyond the 

company’s control to influence the conditions. Factors such as their competitors, 

consumer behavior, the mood and timing of their target audience and their offline brand 

image are decisive at this point in the success of the company’s effort in terms of their 

website performance with regard to their customers’ online satisfaction. 

But the right mix of the endogenous factors ensures success despite the relative 

importance of the exogenous factors. More so, companies can mitigate the uncertainty 

associated with the exogenous factors, in this instance, with a right mix of adaptation and 

standardization in their websites to enhance customers’ online satisfaction. However, the 

tricky part is coming up with the right mix of standardization and adaption. And this right 

mix of standardization and adaptation is what results in an online satisfaction of 

customers where the company rightly identifies what enhances the customer experience 

online via their webpage and come up with the level of standardization and adaptation 

necessary for triggering such a customer response.  

2.1 Concepts & Arguments: A Short List 

Some of our key concepts and arguments integral to the understanding of our 

research questions about online customer satisfaction are as following: 

 e-commerce & web/home pages 

 Standardization & Adaptation  
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 Online Customer Satisfaction  

 Culture  

 Customer Relationship Management (CRM) 

2.2 Concepts Discussion  

Definition and clarity is essential for task simplicity. We therefore feel that by 

highlighting our key concepts and arguments, it would make it easier for us not to lose 

track of the main arguments and would also result in a coherent and systematic 

manuscript of the paper.  

2.2.1  E-commerce & Web/Home Pages  

Globalization and rapid technological advancement has resulted in the growth of 

the internet, which in turn has led to the explosion of e-commerce (Trejo-Gonzalez, 

2010). Table 4 below shows a fascinating fact sheet about the importance of a good 

web/home pages in the online business context against a mediocre one (Gunelius, 2008): 

 

Per cent (Ability of a 

good website as 

opposed to a bad 

one) 

Quality Website Ability  

81 % Induce customer return   

59 % Product recommendation 

73 % Enables online buying 

41 % Results in offline buying 

                            Table 4:  Good vs. Bad Websites  

As the above table shows, good websites – websites that take into considerations 

the features essential for customer satisfaction online – are able to trigger a positive 

online customer behavior. In doing so, good websites are 81 % of the time successful in 

inducing a customer to return back to the website thereby enhancing the relationship with 

customers and easing a customers’ web anxieties. Similarly, it helps with product 
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recommendation in a substantial way and by easing online anxieties of customers, can 

actually result in engaging a customer to buy online. In addition, a quality website helps 

with the enhancement of the company offline image and can help enhance buying in an 

offline setting as well.  

In order to effectively harness the power of this new phenomenon, companies are 

actively engaged with their customers through their web/home pages (Hoffman & Novak, 

1996) in a never ending marketing effort.  However, in the midst of all this hyperactivity 

between hoards of companies and literally billions of customers across the globe, 

eliciting a positive response terminating in a buying experience requires the congruence 

of a company’s webpage in accordance with the online customer perceptions (Luna et al., 

2002). Achieving this peculiar congruence is dependent on the time period of operation 

and the external market conditions within a given market using a right mix of 

standardization and adaptation within their home/web page design (Theodosiou & 

Leonidou, 2003). 

2.2.2  Standardization vs. Adaptation  

According to Singh & Boughton (2002), standardization within a company’s 

online operations primarily through their web/home pages is the approach companies 

take to ignore the peculiar differences between their home and international customers. 

The impetus for such an evidently risky strategy from a customer satisfaction perspective 

is the ruthless desire to save costs (Kambil, 1995). The major criticism the 

standardization approach entails is its blatant product orientation with almost complete 

disregard for the human/customer aspect (Laughlin et al., 1994). 

The adaptation approach towards the company webpage is in essence the desire to 

connect with the customers in a more meaningful and a strategic way. This approach is 

more tilted towards customers than being overtly product oriented (Singh et al., 2004). 

The adaptation approach has its roots in the distinctiveness of web/online communication 

with the aim to create an ‘optimal experience’ or ‘flow’ with the customers in a more 

personalized fashion with positive strategic advantage implications (Singh et al., 

2004:78; Tixier, 2005).   
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 Sinkovics, R., Yamin, M. & Hossinger, M. (2007) elaborates further on the 

debate between the level of adaptation and standardization necessary for better online 

customer satisfaction in the context of the company costs. Its basic findings suggest a 

laidback approach on part of the companies towards adaptation in terms of cultural 

congruency. A probable explanation for such an approach is the relatively weaker 

inclination of customers within the developed world. Multinational corporations thus 

seems to exploit this cultural alienation aspect of these markets to their benefit by going 

more towards a standardized approach in order to save costs. In our view, it’s just a 

matter of time before we see a customer backlash as they perceive this ignorant approach 

in terms of cultural personalization. Social and economic happenings like the continued 

economic malaise could trigger national and cultural waves with negative implications 

for such an approach. The approach also shows signs of the ‘virtuality trap’ where 

companies being distant from markets ignore the tangible features of the markets they are 

operating in (Yamin & Sinkovics, 2006).  

2.2.3  Online Customer Satisfaction 

Satisfaction is a completely distinct phenomenon online than it is offline (Shankar 

et al., 2003). The major difference is merely to the fact that the online environment 

dominant the offline one in terms of the vast amount of opportunities it offers for 

interactive and personalized marketing (Wind & Rangaswamy, 2001). Some of the 

significant factors in terms of online customer satisfaction relates to customer behavior 

and attitudinal difference online and offline (Shankar et al., 2003). Differences in price 

sensitivity vis-à-vis offline (Rangaswamy & Pusateri, 2001); and the greater value placed 

on brands online relates to a different attitude of customers online (Degeratu et al., 2000). 

Customer satisfaction online thus remains the same in terms of the end result, i.e. 

‘’customers perception of a pleasurable fulfillment of a service’’ (Shankar et al., 2003: 

154), but with a different set of influencing factors at play online as opposed to offline.    

The web/internet being a fully cultural medium (Singh et al., 2003), makes it 

imperative for companies to reflect their customers cultural semantics on their webpages 

for better customer connection.  



 6/18/2013 

 17  

2.2.4  Adaptation Importance in Cultural Context  

According to Hofstede definition, “Culture is the collective programming of the 

human mind that distinguishes the members of one human group from those of another. 

Culture in this sense is a system of collectively held values’’ (Hofstede, 1981:24). 

Whereas Hofstede (1980) definition of culture has been readily accepted offline, 

companies need to integrate that into their web communications to better connect with 

their customers. It’s therefore important for companies to integrate these cultural 

sensitivities into their online operations via their homepages to give their customers a 

sense of belonging and thus triggering a deeper sense of connection with these companies 

(Okazaki & Skapa, 2008).  

The Gonzalez-Trejo, E. (2010), study about the lack of interest within Mexican 

companies to adapt their international websites in accordance with cultural congruency 

principles shows the infancy of the Mexican online market in terms of using the internet 

as a competitive marketing tool for enhanced customer relationship management. Such an 

approach will adversely impact their website usability and interactivity thereby reducing 

customer experience and satisfaction and ultimately their online sales (Singh et al., 

2003).    

2.2.5  MNCs Web Strategies within a CS Context 

Okazaki, S. & Alonson, J. (2003) takes a look at the different strategies used by 

Japanese multinational corporations compared with their American and Spanish 

competitors in terms of their online communication with their customers.  

Here again the cultural context seems to influence even a multinational’s online 

approach. With the Japanese and Spanish cultures being high-context ones, the MNCs 

from these countries take a softer approach to their online communication. In the 

American case, the opposite is true making their online communication harder relative to 

the Japanese ones.  

Within a high –context culture, complex messages are watered down to a few 

words and where simple and single words are of outmost significance. Connotations of 
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words become important than their literal [denotation] meaning. On the contrary, in a low 

– context culture, the messages and communications are more precise and direct. 

Examples of high –context cultures include Chinese, Arab, Indian, Korean, Japanese etc. 

English, Scandinavian, the US and German are on the other hand a few examples of low 

–context cultures (Hall, 1976).  

Our data source tends to be in the high- context culture and therefore it would be 

interesting to see if the same holds true for the Bangladeshi companies in terms of their 

web communications with their customers, as well as the degree of soft and hard sell 

approaches in the MNC’s website messages in the same market and the effect on their 

customer satisfaction level shown by their business activity.  

2.3 Other Related Issues  

Connected to the issue of standardization and adaptation dimension of a website 

design and its role in the customer online satisfaction are other issues as well which we 

need to understand before we can put things in perspective in this regard. Such as the 

following: 

2.3.1 Glocalization  

 Sutikno, B. & Cheng, J. (2010), in their work tries to examine the important issue 

of glocalization: being local and global at the same time. We found the work important 

for two obvious reasons. First, being relatively new in terms of its publication date, it 

takes into account and integrates the extant research to that point. Secondly, and most 

importantly the article investigates local and global web sites within a developing country 

setting, which is quite similar to our research conditions.  

Investigating online approaches of MNCs within a local market, the study 

examines the different MNCs approaches based on standardization and adaptation, within 

a given market. These different approaches are primarily based on product categories as 

defined by durable and non –durable products. However, studying MNCs online 

approach based on product categories has a downside risk, especially when a market has 

a lot less product categories thereby limiting the choice of customers within that 
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particular market. Additionally, such a product based examination of MNCs online 

approach towards customers also fails to take into account the deeper and more complex 

cultural traits of that particular market.  

Another problem with the product oriented examination of MNCs online 

approach towards their customers highlights the long held view that industrial and high- 

tech, durable, goods are culturally inelastic whereas perishable, non-durable, goods are 

culturally elastic (Taylor & Johnson, 2002). If we are to agree with this viewpoint, then it 

becomes evident that MNCs specializing in high –tech durable goods need take into 

account adaptation of any kind into their websites while connecting online with their 

customers while MNCs dealing in non –durables are predominantly skewed towards 

adaptation in their websites in order to connect with their online customers, a fact yet to 

be supported by empirical evidence. Nevertheless, the emergence of powerful economic 

blocks within the developing world and their progress into manufacturing durable goods 

combined with nationalism severely limits the above approach considerably. Cultural 

congruency rather than product category in our view remains a much reliable factor in the 

determination of the amount of glocalization [a mix of adaptation and standardization] 

within global companies’ websites for customer online satisfaction (Luna et al., 2002).  

2.3.2 Customer Loyalty & Satisfaction Online 

Shankar, V., Smith, A. & Rangaswamy, A. (2003), investigates the dynamics of 

customer loyalty both online and offline. Their study shows a fascinating different in 

terms of loyalty online and offline. Loyalty for a product or service remains the same 

irrespective of the product or service chosen online or offline. However, products or 

services chosen online clearly show a much higher level of loyalty to the brand than if it’s 

chosen offline. One obvious explanation might be the level of trust required in an online 

setting than an offline one. In an online scenario which is virtual in nature customers’ 

anxiety level about the buying experience is much higher. Well reputed brand names and 

images have often a calming effect in such a situation thereby enhancing their customers’ 

satisfaction with the decision.  
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3. Reliability 

4. Adequacy  

5. Scope  

6. Usefulness  

 System Quality  

1. Access  

2. Usability  

3. Entertainment  

4. Navigation  

5. Interactivity  

 

 

5. MNCs Web Strategies  

 

 

 

 

 

 

 

6. Online Customer Satisfaction & 

Loyalty  

 

 

 

 

 

 

 

 

 

 

 

7. Online Customer Satisfaction 

Measurement 

 

 

 

 

 

 

 

 

 

 

 

Website quality on the whole, both 

information quality and system 

quality, is found to have a direct 

connection with customer 

satisfaction online which in turn 

has a direct impact on purchase 

behavior. 

 

 

 

 

 

 

Global corporations highly 

sensitive to customers’ online 

satisfaction differentiate their 

webpages based on soft and hard 

sell strategies for maximum 

customer satisfaction and 

connection.  

 

While customer satisfaction 

remains the same irrespective of 

the buying decision taken online or 

offline, customer loyalty remains 

high when the product is bought 

online than offline. More so, 

customer satisfaction and customer 

loyalty are directly linked in a 

manner that both reinforces each 

other and this relationship gets 

further succor from online 

experiences.  

 

A relatively new index the e-CSI 

(customer Satisfaction Index) a 

modified version of the ACSI ( 

American Customer Satisfaction 

Index) uses antecedents from 

customer satisfaction level i.e. trust 

and perceived value along with two 

customer satisfaction level 

consequences i.e. complaints & 

customer loyalty. The e-CSI is the 

result of the integration of the 

satisfaction literature and goes a 

Bai et al., 2008       

Lin, 2007,  Kim & Lim, 2001            

 

 

 

 

 

 

 

 

 

 

 

Nusair & Kandampully, 2008 

 

 

 

 

 

 

 

Okazaki & Alonson, 2003     

 

 

 

 

 

 

 

 

 

 

 

 

Shankar et al., 2003       

 

 

 

 

 

 

 

 

 

 

 



 6/18/2013 

 22  

 

 

 

 

 

8. Customer Segmentation Online  
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3. METHODOLOGY 

The chapter focuses on the methods used within the study from the start, i.e. topic 

selection to the choice of the companies, the research method used, the approach and 

nature of the study research, the selection of relevant theory from the literature, the ways 

in which the primary data was collected, secondary data collection, the choice of sample 

and finally the research criterions taken care of within the study. 

3.1 Topic Selection 

Topic selection is never easy especially when the field of study is too vast in scope 

like ours. However, after a few sessions of brainstorming, we finally narrowed down our 

topic search to the e –business area for a couple of reasons. We personally felt e –

commerce is interesting because it makes use of both Information technology (IT) as well 

as the principles of management. Moreover, e –commerce is a relatively new area with 

ample opportunities for research.  

The spread of internet and the emergence of e –commerce have made online 

presence through websites a necessity for companies, global and local alike. The 

emergence of powerful business models made purely on e –business footings like 

Amazon.com & eBay has made the website a potent marketing and sales tool. It’s 

therefore our fascination with way a website attracts, retains, engages and ultimately 

induces a customer to buy online that enabled us to finally settle on websites and its 

ability to enhance customer satisfaction online.  

The choice of a developing market was an enticing opportunity as little research 

has been done within such a setting. We chose two different companies, different in every 

sense of the word within Bangladesh to compare their website design strategies in the 

context of online customer satisfaction.  

An exhaustive attempt has been made within the study to understand how two 

different companies with a different set of strengths and weaknesses approach the vital 

aspect of online customer satisfaction through their website design and how they make 
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use of the standardization and adaptation dimension of a website as they try to engage 

their customers.  

3.2 Companies Selection  

Since we opted for a comparative study approach in our study, therefore it was 

important to choose two companies within the Bangladesh market and thus study their 

website design strategies and examine them in the context of customer online 

satisfaction.  

Before we chose companies for our study, we made sure that our choice was 

vetted on three different aspects. First, the companies had to be different in their nature, 

i.e. one local while the other a foreign enterprise. The benefit of it would be two different 

perspectives on the issue of standardization and adaptation within a website design in the 

context of online customer satisfaction. Other differences in technological know –how 

and financial position would definitely mean a contrast in their online strategies enriching 

our comparative study. Secondly, we needed to make sure we chose websites that fall 

into both categories: informational websites and transactional websites. Such a difference 

in the company approach would enable us to understand the different perspectives. 

Lastly, we finally chose Unilever and Adhuli for their relative size. Unilever’s global 

dominance as a consumer product company and Adhuli’s relative size in the local market 

as an exclusive online company stood out in the lot in their respective leagues. 

 Company Name Web/Home Page 

1 Adhuli              http://www.adhuli.com/ 

2         Unilever               http://www.unilever.com.bd/  

                                           Table 6: Target Companies within our study 

3.3 Research Method 

The research method entails all the research related aspects of the study. It 

includes the philosophical justification of the research, the design of the research 

involved and ultimately the data collection processes (Myers, 1997: 241).  

http://www.adhuli.com/
http://www.unilever.com.bd/
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The significance of the research method is manifold. In essence, it gives the reader 

a clearer roadmap from the start to the very end. It begins with the description of the 

objective of the research so as to put it into perspective. Next it moves to the 

methodology of collecting the data that would be used within the research to arrive at 

results. Most importantly, it gives an overview of the reliability, validity, transparency 

and objectivity of the methods employed so as to maintain the research integrity of the 

work while at the same time present a logical and systematic work. 

3.4 Research Genre: Qualitative  

Our research study perfectly falls under the qualitative side of research and 

therefore has been employed as a comparative case study.   Website designs comparison 

for their degree of standardization and adaptation with the context of online customer 

satisfaction is best suited to the comparative study genre and thus made our task of 

method selection much simpler. It’s important for the understanding of our readers to 

dwell a little on the meaning of qualitative research. Qualitative research entails the 

exploration of issues, coming up with answers to previously set questions and the 

understanding of patterns and phenomenon (Bryman, 2009). Opposed to Quantitative 

research which relies on statistics for analysis, qualitative research comes down to the 

ability of the researcher (Kalof et al., 2008). While this often leaves qualitative research 

open to the charge of subjectivity, it definitely adds to its flavor and diversity. Several 

different qualitative techniques exist when it comes to data generation. Some of the most 

significant and one which we have employed within the study are focus groups, 

interviews and observations. 

It’s important to mention here that though our study is of qualitative in nature, in 

order to enhance the quality of our empirical findings we have made use of a few 

quantitative tools like bar chats to highlight and quantify the findings from the interviews 

and focus groups. It’s therefore important to perceive the bar charts within the study as no 

more than an effort to highlight the findings of the data in an enliven and animated form. 

Figures after all are more effective in communicating data and information than mere 

words. 
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3.5 Research Approach: Deductive  

The scope of our research study determined the research approach we used within 

the study. Since all throughout the study we relied on the existing theories within the 

extant literature to arrive at conclusions, there was no room for any other approach 

(Fischer, 2008). More so our time and resource limitations didn’t allow us the time and 

resources necessary to engage in an inductive research. An inductive research is a bottom 

up approach where through experiments and observations the researcher tries to make 

new theories (Bryman, 2010). In our case, it was important that we finished our study in 

time and thus have to rely upon the existing theories within the literature.  
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relevant choice. In the next step, scope determination phase, we made sure to narrow 

down our broader search area into the e-marketing category. The emergence of websites 

as a platform to connect with customers online and the subsequent customers’ satisfaction 

appeared an interesting proposition after a long brainstorming session. The brainstorming 

session was followed by an important phase, the mapping phase. In order to have any 

research relevance and credibility, we had to map the relevant theories within the current 

research to provide a theoretical framework to build our study upon. Next, during the 

reconnaissance phase, a thorough and substantive effort and time was put into discussing 

the topic with our supervisor and colleagues so as to gauge the importance and relevance 

of the study topic. Afterwards, in the next phase we tried to formulate our research 

question. Finally, through discussions and feedback we finally came to the conclusion 

that optimization of a company’s website, in terms of the website standardization and 

adaption is important for customers’ satisfaction online.  

3.6 Theory Selection  

A critique of the relevant literature within the extant literature is, ‘‘essential for 

the description and discussion of relevant literature’’ (Fischer, 2007: 78). However, it 

also served several practical and academic purposes (Bryman, 2008). It helped us avoid 

literary disorientation when faced with huge caches of literature and thus enabled us to 

find the relevant theories and concepts for our research purpose. It gave us clues about 

the methods employed in previous studies and underscored any existing controversies 

within the research area. More so, it brought to our attention any inconsistencies within 

our research area.  

We will now turn our attention towards the major components of a critical 

literature review, starting with the keywords and the proceeding to the selection and 

choice of databases for our literature collection.  

3.7 Critical Review Methods  

Relevant research is identified through keywords integral to our topic. The use of 

keywords in the identification, selection and ultimate usage of literature articles helps 



 6/18/2013 

 28  

with the effective management of time constraints as well as in the avoidance of selecting 

irrelevant or even outdated research works.  

3.7.1 Keywords  

Below is the list of prime words used to identify and seek out relevant research 

works within the existing literature. Due to the complexity of the topic itself, it’s 

important to mention that extant literature within several related disciplines, marketing, 

Information technology, Customer Relationship Management, Management, Psychology 

and Economics, has been examine. 

The list below gives a general idea of the keywords used for our literature search; 

we further divided our keywords into primary and secondary keywords. As the crux of 

our research intends to investigate the optimal level of standardization and adaptation 

within a company’s website for customer online satisfaction, the fore mentioned four 

words constitute our primary keywords. The rest of the list amounts to our secondary 

keywords, which are closely connected to our research question but aren’t part of the 

question itself.  

 Web/Home pages 

 Online Customer Satisfaction 

 Standardization 

 Adaptation  

 Consumer Behavior 

 Multi –National Corporations (MNCs) 

 Customer Relationship Management (CRM) 

 Culture 

 Strategic Benefits 

 Information Technology (IT) 

 Sense making  
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                            Figure 6: Graphical representation of keywords, primary & secondary 

The combination of the primary/core keywords coupled with Boolean logic 

ensured we narrowed down our search for various literature articles based on their 

relevance. Moreover, Boolean logic has been helpful in establishing a search string 

thereby ensuring a time effective search. Due to the interdisciplinary nature of our 

research topic, however, we had to contemplate several search strings to cover extensive 
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the data. The study consists of two types of data: primary data and secondary data. In the 

first instance, focus groups and interviews were used to generate fresh and original data 

while in the latter case data was collected from existing published documents and indeed 

the companies’ websites. Other types of techniques to collect data that could have been 

used by the paper would range from interviews to observations (Yin, 2003). 

3.8.1 Primary Data 

Primary data is the type of data that is unique to the study in a way that the 

researchers tries to collect it personally by being part of the data generation process 

(Fischer, 2007). Be it data collection via interviews or observations or focus groups, the 

research is part of the process at every point in time. The benefit of being part of the 

process enables the researcher to interpret and explore phenomenon and issues in the way 

s/he sees it.  

Within the context of this study, the primary data was collected via focus groups 

and interviews. Generally, though focus groups are not as common as the interviews, they 

[focus groups] however offered us a great opportunity to look at the issue from the 

perspective of the customers. Focus groups were a better choice compared to customer 

survey for two prime reasons. First, the time and resource constraints were pretty high in 

a normal customer survey. Secondly, a focus group as opposed to a customer survey 

offered greater understanding, interaction and a more open debate about the issue. Before 

we go into the detail of focus groups, it’s essential to lay out the process that enabled us 

to conduct a focus group session. 

For the focus group to be meaningful to our study, there were certain aspects that 

our focus group participants had to fulfill (Yin, 2003). In the absence of those attributes, 

the focus group sessions would have been a futile exercise with little value to our study 

and our understanding of Unilever & Adhuli website designs, as far as the level of 

standardization and adaptation was concerned, from a customer satisfaction perspective. 

Some of the features of our focus group participants, which made them relevant to our 

study: 
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 Education  

 Knowledge of the companies 

 Customers of the companies  

 Computer literate  

 Willingness to engage in a focus group session 

 Use the internet for shopping  

While establishing a broad profile for our focus group participants was easier, 

actually recruiting participants for the focus groups session was a lot challenging.  

3.8.2 Contacting Participants  

The aim was to recruit students of management and IT of the Dhaka University, 

Bangladesh of the profile we established earlier to be our focus group participants. 

Recruitment of university students was our realistic chance of finding the right type of 

focus group participants and thus collecting the right type of data for our study.  

Our search began with the Facebook. While giving a brief description of the study 

we intended to undertake, we left a message on the university page for all interested 

students. Our Facebook pages were used for the initial contacts. Once we started getting 

responses, we tried to get their respective emails so we could engage them more formally 

and brief them in more detail about the nature of study. After a good one month of effort, 

we were finally able to identify 60 individuals, 30 each from the IT and management 

departments of the university. Next we secured those 60 individual names and contact 

information and send them a final invitation to our focus group sessions.  

3.8.3 Composition of the Focus Groups 

We divided our 60 invitees into 10 different focus groups with 45 males and 15 

female students each compromising of 30 computing and 30 MBA students. The group 

size was limited to six individuals on purpose. A group consisting of less than 6 

members, we felt would diminish the group ability to engage in a meaningful dialogue 

and negatively affect the diversity of the group opinion. Any number larger than 6 we felt 

would have the opposite effect and might drown opinions with a potential loss of data. 
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More so, we envisaged that the relatively smaller size of the focus groups will help us 

minimize the band –wagon effect in a way that it would curtail the possibility of ‘‘ the 

critical mass’’ formation extremely essential for the effect to take place and in a way 

produce a bias within the data (Economides & Himmelberg, 1995). The Delphi technique 

as an option, opposed to the focus groups we relied upon in the study, came as an option 

but was never pursued due to severe time limitations. Since it involves, ‘‘a series of 

iterations amongst experts to arrive at a consensus about the issue in question’’ (Fischer, 

2007: 160), the use of focus groups for our study within the time and resource constraints 

appeared a more practical option. In addition, the involvement of ‘‘experts’’ for 

numerous and prolonged periods was simply beyond the scope of our study (Fischer, 

2007: 161).  

3.8.4 Location of the Focus Group Sessions  

Making it easier for our participants and for their convenience, a site within the 

confines of the University, the university’s main auditorium, was chosen for all the focus 

groups sessions. In addition to be convenient to our focus group participants, the 

auditorium offered a secluded and quite venue perfect for our focus group meeting. Some 

of the other considerations in our choice of the setting for the focus group in the 

university auditorium were the space availability, the participants comfort level and the 

participants ease with the place so as to positively impact the debate.  

All in all ten focus groups sessions were conducted on separate days.  

Focus Group  Date Time No. Participants 

Group A 25/4/2012 09:00 – 10:30 6 

Group B 26/4/2012 09:00 – 10:30 6 

Group C 27/4/2012 10:00 – 11:30 6 

Group D 4/6/2012 09:00 – 10:30 6 

Group E 5/7/2012 09:00 – 10:30 6 

Group F 6/7/2012 10:00 – 11:30 6 

Group G 9/6/2012 10:30 – 12:00 6 
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Group H 10/6/2012 11:00 – 12:30 6 

Group I 11/6/2012 09:00 – 10:30 6 

Group J 12/6/2012 10:00 – 11:30 6 

                     Table 7: Focus Groups within the Study (Own Illustration) 

3.8.5 Data Generation in the Focus Groups 

While it was our first time conducting a focus group, we made sure we were 

prepared for it. Questions were finalized in accordance with the time duration of the 

session, which on average lasted one and a half hours (See Appendix B for the focus 

group questions).We divided the session roughly into three parts: 

 The beginning  

 The question session  

 The ending 

In order to deeply exhaust a question, questions in each session group were kept to 

a maximum of 10 questions. Questions were deliberately kept open ended so as to 

encourage debate amongst the participants so a maximum of opinions could be heard 

which meant a more enriched data. 

The beginning portion of the focus group was allocated to the general pleasantries 

and welcoming the group and making a rapport with them. In addition, the beginnings 

were used to explain to the participants the purpose of the gathering and were briefed on 

the conduct permissible behavior within the session. We both acted as facilitators 

interchangeably so as to keep the group focused on the relevant discussion while at the 

same time making sure everyone voice got heard.  

Questions within the sessions while open ended in nature and were paced in a way 

that followed from the general to the specific thereby gradually engaging the participants 

much deeper in the discussion.  

The closing part of the group sessions were used to thank the participants for their 

co –operation and being part of the study. Within the closing time they were briefed on 

the importance of their participation and the usage of data that has resulted from these 
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sessions. Most participants showed interest in the final study report, which we promised 

to share with them as soon as it was completed. 

3.8.6 Sampling within the Paper  

Our prime aim was to get an understanding of the companies’ understanding of customer 

satisfaction within an online context via their websites. In order to investigate the 

effectiveness of this sense making of customer online satisfaction by the companies, we 

felt to test it with real customers and how they perceive these websites. The enormity of 

the task, in terms of the logistical, time and financial resources required to come up with 

a valid enough sample size consisting of both companies customers, was simply beyond 

the scope of our study. However, instead we opted for a convenience sample. Such a 

sample size was first used by Miller et al. (1998) in order to understand the shopping 

behavior of shoppers. In a convenience sample, the aim is to include all those who are 

present at the time and are available for the discussion (Bryman, 2012).  

3.8.7 Interviews 

The most significant part of our data collection effort, semi –structured interviews were 

conducted in person with the management of both companies, Adhuli and Unilever. Right 

from the start to the very end of the interview sessions, a strict code of conduct was 

maintained in accordance with the ethical norms of research.  

Individuals were combed within both organizations for their relevance to our study. 

Individuals within both the organizations were selected, through a detailed study of their 

profiles within their companies, on their relevance to their companies’ websites as well as 

on their relevance to the marketing, IT and managerial positions within their companies. 

We tried to ensure that the people interviewed have a lot to say about the issue and thus 

the selection of the relevant people was thus essential for the quality and quantity of our 

data.  The interviewee identification process was followed by the interviewee soliciting 

stage. Each individual was contacted via an email in order to inform them about the study 

as well as to find out if they would be willing to be part of the process. In order to help 

them in their decision making, a separate form was attached briefing them about the aim 

of the study along with other relevant information essential to enhance their knowledge 
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about the process and the study. In addition, a consent form was also sent with the email 

and the study information to be filled in by the interviewee in case they opted to 

participate. Here again, care was taken to follow the highest ethical standards of research 

by being transparent about the use of their data and their rights before, in between and 

after the interview. In accordance with the interview participants anonymity wishes, 

alphabets have been used instead of their actual names within the study.  

Individuals  Organization  Relevance  Interview Mode   Duration 

1 Unilever IT Manager In person 50 minutes  

2 Unilever E- Business 

Developer 

In person 45 minutes  

3 Unilever Marketing Strategist In person 65 minutes 

4 Unilever Web Designer In person 70 minutes  

5 Adhuli Web Manager In person 50 minutes 

6 Adhuli Web Designer In person 55 minutes 

7 Adhuli E- Marketing 

Manager 

In person 60 minutes 

8 Adhuli Web Designer  In person 50 minutes  

                                                                Table 8: Interviews Composition  

In all eight individuals, four each, from both companies were interviewed. The interviews 

format was semi-structured in nature. It’s important to mention here for the sake of our 

readers that we throughout the interview sessions were aware of the variation due to error 

in a semi-structured or open form interview. In order to minimize the error due to 

variation, we therefore remained vigilant for the following: 

o Poor structuring of questions  

o The manner and the tone in which a question is asked  

o Ensuring the interviewee understood the question  

o Analysis of the transcripts  

The risks of the semi-structured interviews, however, were dwarfed by the benefits of 

these interviews in terms of their data generation capacity. Within our study, these 
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interviews were perfectly in line with our main research aim of understanding the 

companies’ understanding of online customer satisfaction. These interviews also gave us 

an in depth insight into the way companies see their websites in two different settings: as 

a direct selling avenue and as a platform for reinforcing and bolstering their offline brand 

image.  

Interviewee Date  Location  

A 25
th

 June, 2012 Radisson Water Garden Hotel, Airport Road, Dhaka. 

B 26
th

 June, 2012 Radisson Water Garden Hotel, Airport Road, Dhaka. 

C 27
th

 June, 2012 Radisson Water Garden Hotel, Airport Road, Dhaka. 

D 28
th

 June, 2012  Radisson Water Garden Hotel, Airport Road, Dhaka. 

E 2
nd

 July, 2012 The Westin, Main Gulshan Avenue, Dhaka. 

F 3
rd

 July, 2012 The Westin, Main Gulshan Avenue, Dhaka. 

G 4
th

 July, 2012 The Westin, Main Gulshan Avenue, Dhaka. 

H 5
th

 July, 2012 The Westin, Main Gulshan Avenue, Dhaka. 

                                                                 Table 9: Interviews Timetable  

3.8.8 Secondary Data 

Two prime considerations were made in our choice of the databases for secondary 

data collection purpose. In the first instance, effort was made to maintain absolute 

research integrity through the use of quality literature and thus only databases with 

considerable repute were selected. Secondly, the access and availability factor was 

crucial in our selection of the various websites as most databases have a limited or 

restricted access and thus makes it impossible to use. The following table shows the main 

data bases/search engines used for the collection of secondary data. All of them are 

quality data bases with research credibility and are easier to access with a substantive 

cache of quality research. 

 

 

 



 6/18/2013 

 37  

             Data Bases Used for Literature Search in the Study  

Database / Website Topic URL 

Science Direct Journals / Articles http://sciencedirect.com 

Emerald Journals / Articles www.emeraldinsight.com/ 

Google Scholar Scientific articles & books www.scholar.google.com  

ABI/INFORM Global 

(ProQuest) 

Journals, magazines and 

newspapers 

http://ep.bib.mdh.se:2059/pqdweb  

                                                  Table 10: Data bases within study                                                                

3.9 Choice of the Sample  

In a theoretical context, the choice of a sample should depend exclusively on the 

relevance, validity, transparency and objectivity of the data source a researcher within 

their studies. However, while there is no denying the significance of these pillars of 

modern research, in practicality the aim should be not to compromise any of these 

cardinal principles of research but yet at the same time work within the delimitations of 

one’s study.  

It’s therefore important that a bare minimum criterion is established based on 

these four principles and used that against the choice of the data source to collect data for 

the study. While we would take the four issues separately and in detail in the next section 

of this chapter, it’s important to inform our readers that great care has been taken within 

the study at every stage of the data collection and analysis to maintain outmost research 

integrity of the study. Getting hold of the right people relevant to the issue was thus the 

first step in this direction; people who understood and had views and opinions about the 

topic, i.e. students of computer and management of the Dhaka university and relevant 

people from both companies (Fischer, 2007).  

The focus group participants were relevant on another account as well: they were 

the actual customers of those companies and were in a regular contact with their websites 

and thus had perceptions in terms of the standardization and adaptation dimensions of 

these sites and were willing to share it with us. 

 

 

http://ep.bib.mdh.se:2059/pqdweb
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3.10 The Three Issues of Quality Research  

 According to Yin (1994:9), ‘‘case study research has often been considered to be lacking 

in rigor’’. Thus to counter that criticism, Yin (1994) suggests three basic qualities of case 

studies to enhance their validities: construct validity, internal & external validity and 

reliability. Construct validity, according to Sekaran (1992:173), ‘‘testifies to how well the 

results obtained from the use of the measure fit the theories around which the test is 

designed’’. Construct validity comes through the development of a literature review, 

numerous data sources and the construction of a link of evidence. Internal validity in 

qualitative context refers to the construction of a phenomenon in a credible manner (Yin, 

1993). External validity on the other hand takes into account the range/scope of the 

research findings beyond this particular case and the possible replication of these findings 

in other settings (Miles & Huberman, 1994). Lastly, reliability refers to the replication of 

the study with similar results by other would be researchers (Miles & Huberman, 1994). 

Moreover, to some qualitative research is embedded in subjectivity. To counter the 

charges of subjectivity within qualitative research, there are some principles upon which 

qualitative research rests to maintain the integrity of the research involved. Patel & 

Tebelius (1987:82), describes them as ‘‘reasonability, trustworthiness and 

consciousness’’. Linking the data to real world and bringing it from the abstractness to 

reality is what is called reasonability in terms of data within a research context. We tried 

our level best through our interviews and focus groups to narrate the data and make it 

reflective of our participants’ feelings in a way that our readers can make sense of it. The 

second principle, i.e. trustworthiness is hard to determine for a researcher especially in a 

social sciences context where humans are the data sources. Everyone inherently holds 

internal biases as a result of so many personality traits and therefore one can try to 

minimize those through objectivity in the analysis yet it’s impossible to rule out the bias 

factor. In our case we feel ruling the biases of our interview participants and the focus 

group participants would have deprived the data of the peculiarity of those opinions our 

participants held to carry and in are thus in some ways integral to the data itself. In terms 

of consciousness, we have tried our best to put aside our personal biases and objectively 

collect and analyze the data to make it more valid despite its limitations. 
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                                                         Table11: List of journals used within the paper 

 

Journals  

 

International Business Review  

California Management Review  

Journal of Interactive Marketing  

Journal of Promotional Management  

International Advertising Research  

World Review of Business Research  

Journal of Electronic Commerce Research  

American Marketing Association Proceedings  

Journal of Global Information Management  

Multinational Business Review  

Journal of Computer Mediated Communications 

International Journal of Research in Marketing  

Academy of Marketing Science Journal  

European Journal of Marketing  

Journal of Marketing Communications  

European Business Review 

Journal of Engineering & Technology Management  

Information Systems Research  

Total Quality Management & Business Excellence  

Industrial Marketing Management  

Expert Systems with Applications  

Journal of Marketing  Theory & Practice  

Business Economics  

Expert Systems with Applications 

Journal of Marketing  

Global Business Languages  

Computing  

Journal of e-Business Management  

International Journal of Retail & Distribution Management  

Business Horizons  

Information & Management  

Journal of Business Research  

Electronic Commerce Research & Applications 

Journal of Information Technology & Management  

Journal of Marketing Development & Competitiveness  

Managing Service Quality  

Harvard Business Review  

Journal of Retailing  

International Journal of Research in Marketing  

Journal of Academy of Marketing Research  

Academy of Marketing Science Review  

Decision Support Systems  

Information & Management  

Journal of Retailing & Consumer Services  

Journal of Retailing  

The Business Review  

Electronic Markets  

Journal of Personality  

International Journal of Retail & Distribution Management  

No of Articles in Paper 

 

3 

1 

1 

1 

1 

1 

4 

1 

1 

1 

1 

1 

2 

2 

2 

1 

1 

3 

1 

1 

1 

1 

1 

4 

2 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 
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4.  EMPIRICAL FINDINGS 

In this section we would try to bring together our primary data, interviews and focus 

group data, and our secondary data in a thematic fashion. It’s important to understand 

that for enhanced clarity in data representation, we have made use of bar charts often 

associated with quantitative studies. We feel it would add to the clarity of the data as well 

as helped us in data presentation. 

 

4.1  Critical Factors as Customers See It 

While the company’s perception of the critical factors within their website to 

enhance their online customer satisfaction wasn’t off the mark by much, there still 

remains significant gaps between the company’s understanding of the concept of 

customer online satisfaction and the customers own perception of the term. In case of 

Unilever, with no direct selling option in the Bangladeshi market, what remained the 

most important features for enhanced online customer satisfaction for the focus groups 

were the dimensions closer to home, i.e. the company’s overall focus and involvement 

within the community and the localization dimension of its website.  

Critical factors  Rating
1
  

Adaptation to Local Culture & Language 9 

Language of the webpage 8 

Website Quality  8 

CSR work 7 

                                Table 12: Customers views on the critical factors for a website in an OCS context 

1
Participants, focus group participants numbering 60 in all, were asked to give their 

personal ratings on a scale of 1 -10 to the four critical factors in terms of their 

significance, according to their understanding, for online customer satisfaction especially 

for an informational website. A rating of 10 meant the highest and 1 being the lowest. 

The table above represents the average [mean] responses of the total focus group 
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participants for the above four categories. Below are the graphical, bar graphs, 

representation of the above responses of the focus group participants for all four 

categories. The four categories selected are narrowed down as a result of the focus 

groups’ discussion in and taking into account the scope and time constraints of the study. 

It’s important to mention that these four categories included within the study are a result 

of a subjective evaluation.  

 

                           Figure 7: Customers views about the critical factors for a website in an OCS context  

Participants within the focus groups were also asked what made them go on the 

company’s website despite the fact that the company has no option of selling its products 

directly via its homepage, the results were as following:  

Reason Why Customers go online  No of Participants  

Use the company products offline 24 

Feel good about the brand 15 

Follow the company’s CSR activities 12 

Read news about the company  9 

                         Table 13: Other critical factors as customers see it is important to a website in an OCS context 

 

It’s important to mention here that the above table represents the main reason for 

each participant decision to visit the website. Participants were limited to their main 
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reason only with the intention of narrowing down the principal trigger that compels an 

online customer to visit an informational website.  

                                Figure 8: Other factors as customers see important for a website in OCS context  

4.2  Unilever Website & Customer Views 

Asking our focus groups participants to rate the Unilever Bangladesh website on a 

scale of 1 - 10 where 10 represented the highest, i.e. highly significant whilst 1 

represented least importance in terms of online customer satisfaction. The data reveals 

the following results against the five prominent categories. After a deep examination of 

the online customer satisfaction literature, we were able to isolate and select the five 

categories below based on their relative importance. Moreover, we had to take into 

account the relative length and the time constraints of the study, making such a selection 

practical as well. Other antecedents in the table below refer to user friendliness and 

reliability of the website, essential for a website to enhance customer satisfaction tallied 

as: 

Category  Average Score
2
 

Website Quality  8 

Standardization  8 

Adaptation  4 

                                                      
2 Participants were asked to rate these categories on a scale of 1 – 10. 
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Other Antecedents  5 

CSR 6 

                           Table 14: Focus Group’s ranking of Unilever’s website based on the five factors  

 

                           Figure 9: Focus Group’s views about Unilever’s website based on the five categories  

Customers who were already familiar with Unilever either through some prior 

buying experience of Unilever products or came in contact with the company in a social 

setting felt at ease with the company’s website. In addition, such customers found the 

content of the website trustworthy than those with no such experience. Thus the notion of 

a strong brand image in an offline setting contributing to customers’ online satisfaction 

continues to hold sway.  

 

Critical Factors according to Customers of OCS Average  

Brand Image & Trust  9 

Website Quality  8 

Interactivity  7 

Cultural dimension  6 

Linking with Social Networks  7 

                              Table 15: Customers preferences within Unilever’s website in an OCS context 
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                         Figure 10: Customers preferences on Unilever’s website critical factors in an OCS Context 

Linking online customer satisfaction with the aspects of standardization and 

adaptation of the company’s website, customers’ response to the question of what would 

further improve their experience of the company homepage, the responses were: 

Significant factor for Improvement of OCS % of Responses  

Further Adaptation  72  

Further Standardization  28  

          Table 16: Customers views on Unilever website in terms of improvement in Standardization vs. Adaptation  

 

                   Figure 11: Standardization vs. Adaptation, Improvement as customers wants to see in Unilever website  

                        

On the question of how satisfied the participants felt once they went on the 

Unilever Bangladesh’s website, the results were as following:   
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                                       Figure 12: Customers satisfaction & Unilever website  

 

4.3  Customers Views about Adhuli website  

Our focus groups participants to rating the Adhuli website against the five 

prominent categories, as mentioned above, the essential for a website to enhance 

customer satisfaction tallied as:  

 

Category  Average Score
3
 

Website Quality  3 

Standardization  2 

Adaptation  7 

Other Antecedents  3 

CSR 0 

                                  Table 17: Focus Group’s ranking of Adhuli’s website based on the five factors 

 

                                                      
3 Participants were asked to rate these categories on a scale of 1 – 10. 
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                              Figure 13: Focus group’s ranking of Adhuli website based on the five factors  

Customers’ who knew Adhuli through some prior buying experience mentioned 

their level of ease with the company’s website. Again customers with prior experience 

found the content of the website trustworthy than those with no such experience.  

 

Critical Factors according to Customers of OCS Average  

Brand Image & Trust  4 

Website Quality  3 

Interactivity  4 

Cultural dimension  8 

Linking with Social Networks  5 

                                     Table 18: Customers preferences within Adhuli website in an OCS context 
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                               Figure 14: Customers preferences within Adhuli’s website in an OCS context 

Linking online customer satisfaction with the aspects of standardization and 

adaptation of the company’s website, customers response to the question of what would 

further improve their experience of the company homepage, the responses was: 

Significant factor for Improvement of OCS % of Responses  

Further Adaptation  25 

Further Standardization  86 

Table 19: Customers views on Adhuli website in terms of improvement in Standardization vs. Adaptation  

                      Figure15: Customers views on Adhuli website in terms of improvement in Standardization vs. Adaptation  

Standardization, we have to mention here, in case of Adhuli meant 

standardization with other websites of similar nature. Since, Adhuli unlike Unilever 

Bangladesh doesn’t own different websites across the globe, standardization thus differs 

for the company and a closer standardization with the same features as that of its 

competitors is what the focus group participants implied.  
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In terms of customer satisfaction while on Adhuli website, customer responses 

ranged from fully satisfied to fully unsatisfactory as below: 

                                                 Figure 16: Customers satisfaction & Adhuli website  

Moreover, other more theoretical empirical data generated from the interviews and 

the focus groups can be segmented in accordance with the theoretical framework and 

concepts from the relevant literature. 

Coming to our research question, i.e. investigating the significance of the 

standardization vs. adaptation dimension of a website in terms of its value in the online 

satisfaction of customers, data from the interviews, both Unilever and Adhuli, and our 

focus groups discussion reveals interesting and insightful results.  

Let’s begin with the data relevant to our research question and lay it out in a 

comparative manner so as to clarify and elaborate the patterns that emerge in terms of the 

companies’ understanding of adaptation and standardization vis-à-vis their role in their 

website enhancement of the customer online satisfaction.  

4.4.1 Standardization vs. Adaptation: The Selling Approach  

Unilever’s internal understanding of the concept of online customer satisfaction 

via their website, in the Bangladeshi market, stems from the company’s approach to its 

relationship with its customers (Interviewee 1, 2012). The approach at best is subtle in 

nature and is evidently visible in the company’s website and the way it [Unilever 
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Bangladesh] tries to engage its customers in the said market. According to one 

interviewee, ‘‘our website complements our brand image in a soft and indirect way’’ 

(Interviewee 2, 2012). In terms of the company’s understanding of the online customer 

satisfaction, the company seems perfectly at ease with its website owing to its 

informative nature. ‘‘We don’t sell on our website; instead our website simply 

underscores what a great company we are in terms of our focus through our products on 

our customers. I guess customers understand the fact and thus have a great experience 

online on our website’’ (Interviewee 1, 2012). Another interviewee take on the issue was, 

‘‘ we through our website deal mainly with intangibles, which are hard to measure and 

thus more adaptation means more costs for something [intangibles] that is hard to 

measure’’ (Interviewee 3, 2012). Our focus group participants perfectly deciphered 

Unilever Bangladesh’s strategy of a low level of adaptation in terms of its website, 

primarily due to the fact that the company doesn’t sell directly via its website. 

Adhuli’s sense making of the terms, standardization and adaptation in terms of its 

online customer satisfaction value to a website is total in contrast to Unilever’s, precisely 

for the conditions it faces vis-à-vis it’s selling model within the market. ‘‘Our website is 

our main and only point of contact and selling platform and thus is no less than our 

company’s lifeline’’ (Interviewee 5, 2012). ‘‘ Making sure we are seen as local is our 

best shot at getting customers the confidence to use our website and therefore we need to 

appear in our outlook as locals’’ (Interviewee 8, 2012). Moreover, it can be confidently 

inferred from the discussions of the focus groups also that a direct and only selling 

approach via their [Adhuli] website makes it strategically inevitable for the company to 

ignore the integration and up gradation of all aspects of online customer satisfaction in 

their website.  

4.4.2 Standardization vs. Adaptation: Costs Matters  

Unilever’s prime argument for their company’s webpage, within the Bangladeshi 

market, is the company’s presence across the globe. The enormity of their footprint 

worldwide simply doesn’t allow them due the enormous costs associated with a higher 

degree of adaptation, in their website, to communicate with their online customers. ‘‘We 

simply cannot ignore our costs and we simply cannot appear to have a differentiating 
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behavior towards a particular market. Our online strategy as far as our website is 

concerned needs to signal a uniform approach to every market for we risk alienating a 

segment of our one billion customer base by appearing too appeasing in one market’’ 

(Interviewee 2, 2012). The comment itself reflects the understanding of MNCs, especially 

in an informational website setting where the end [overall company image in a global 

context] justifies the means. Such thinking is usually the result of looking at the big 

picture where the local/regional details are less significant than the overall global context. 

Market size itself also was a factor in terms of the company decision to go for a level of 

adaptation on their website to local tastes. As one interviewee puts it, ‘‘our market share 

within a specific market can make the difference in terms of the level of adaptation we 

put into our website in that particular market’’ (Interviewee 1, 2012). According to 

another interviewee, ‘‘costs relative to our offline market share alone is the single most 

effective check on our website adaptability in that market and something we take very 

seriously’’ (Interviewee 3, 2012). So Unilever’s more standardized approach is more of a 

cost imperative due to its global presence coupled with the non-existent sales revenue 

directly linked to its website, as the firm doesn’t engage in online selling.  

Adhuli’s exclusive online selling model makes a higher level of adaptation 

essentially making costs considerations somewhat irrelevant. Their attitude and approach 

towards customer online satisfaction through their highly adapted website is more due to 

the nature of their business model. As one interviewee puts it, ‘‘for us adaptation costs 

don’t exists, rather they are investments we do in order to connect better with our 

customers’’ (Interviewee 6, 2012). Our focus group participants’ views weren’t too 

different as it came to the reasons why Adhuli went all out for adaptation in terms of their 

website. As one group puts it, if their website can’t attract and retain customers, they 

can’t sell. It’s that simple for them. Its Survival or going bust, nothing in between for a 

direct online seller. It’s indeed the enormous strategic stakes stemming from its exclusive 

online selling model for the company and its relatively miniscule size vis-à-vis Unilever 

that makes it possible for the company to ignore and incur the costs necessary for a high 

degree of adaptation within its website.  
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4.4.3 Standardization & Adaptation: The Company’s Image 

The way a company defines its image has a lot to do with the way it perceives 

customer satisfaction online, especially in its approach towards customers via their 

websites. Unilever is a global multi-national and rightly so if we take into account its 

global presence. Since it owes allegiance to no single geographic entity as such, the 

company’s image of itself as a global firm seems to blind fold it to the subtle realities of 

the local markets it operate in. Unilever has to look at the bigger picture and anticipate 

the changes on a much bigger level so as to keep pace with their core competitors. 

‘‘Although we respect the diversity of our customer base, we feel we can better connect 

with them through their homogeneity in several ways. The standardization level in our 

website appeals to the standardization within the human nature and thus we tend to 

highlight and celebrate that more than we tend to focus on the peculiarity through 

adaptation’’ (Interviewee 4, 2012). In essence, such thinking is tantamount to confusing 

the forest with a tree. We feel it’s a common multinational syndrome where keeping up 

with the global competition often leads to the company being blindfolded to the local 

realities in a meaningful manner.  

Adhuli, on the contrary, sees it’s self closely interwoven into the local market 

[Bangladeshi] and therefore is vigilant to integrate all such measures they feel can 

essentially enhance their customers’ satisfaction into their website via a high degree of 

adaptation. ‘‘Our presence in a single market makes the standardization adaptation issue 

pretty simple. We exist and grow exclusively within our home market and thus it leaves 

us with no doubt in our strategy to internalize adaptation to the maximum’’ (Interviewee 

7, 2012). They consider their self-part of the community as much as their customers. 

They thus translate their personal online satisfaction, as they would perceive it them-self, 

into the make-up of their website so to replicate that feeling of their customers. The 

company thinks like their customers and thus adapts their website accordingly.  

4.4.4 Standardization vs. Adaptation: Hofstede Cultural Dimension  

Organizational culture, behavior and strategies are often reminiscent of their 

leadership thinking. It’s therefore interesting to view the data results through Hofstede 
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prism in order to explain the contrasting approaches of Unilever and Adhuli when it 

comes to online satisfaction via their websites (Hofstede, 2001: 79). 

Multi-nationals to a greater extent are led by individuals depicting a high level of 

individualism (IDV). High level individualism looks take on things vastly differs from 

those of low level individualism. A high level individualism reflects a thinking that is 

more embedded in wealth, urbanization, social mobility of the highest order and 

enhanced economic development. Culturally and communally they are detached or semi 

– detached (Hofstede, 2001: 209). Such personalities are thus prone to overlook the 

importance of communal and cultural aspect of a given issue. Unilever’s more 

standardized approach in its website towards the significant issue of online customer 

satisfaction, thence, makes ample sense. Its globalized nature makes it easier for the 

company to buy into the notion of ‘cultural homogeneity’ in the marketplace and thus it’s 

subsequent standardized approach in its website towards online customer satisfaction. 

The aspirations of their [Bangladeshi] market are no different than those in other 

countries. ‘‘We through our products and website try to bridge and connect different 

cultures and markets and focus on the commonality and therefore to us going for a more 

standardized website is just part of the strategy’’ (Interviewee 3, 2012).  As they continue 

to progress, we will see a convergence of customer tastes across the globe never seen 

before.  

A closer examination of Adhuli approach, a more closely adapted website in order 

to enhance customer online satisfaction, reveals a pattern synonymous with a thinking 

associated with Hofstede low individualism (IDV). The basic features of a low 

individualistic society includes low level of economic development, agrarian economy, 

less social mobility, family units as in extended/tribal form (Hofstede, 2001). Such a 

thinking translated into its website approach makes enormous sense when viewed 

through the overall Bangladeshi market, a market defined by low individualism. Being in 

line with the overall market thinking, Adhuli’s more adapted approach in its website 

raises the success rate of its approach in terms of customers’ online satisfaction. They are 

defined by their customers and their community and therefore have to take their views 

very seriously in order to attain the societal legitimacy so essential to their success. As 
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one participant reveals, ‘‘At Adhuli, we try to think like any of our customer within the 

context of our cultural and national feelings and aspirations’’ (Interviewee 8, 2012). The 

realization amongst a company about the centrality of a particular market inadvertently 

leads to a more customer centric approach within the company website. Being present in 

a single market alone also reduces the cost anxieties as well as minimizes the 

reconciliation inhibitions between different markets among the company 

adaptation/standardization policy as they only have to look to a single market and a 

homogeneous customer base. In essence, they just have to adapt to one unit of customers.   

4.4.5 Website Quality  

On the issue of the all significant website quality, the data reveals a pattern more 

in line with the conventional wisdom. Unilever technological depth and financial width is 

greatly visible in its website quality and thus highly rated by participants of our focus 

groups (Focus Group A, 2012). Website quality is greatly significant to attract and retain 

a customer long enough to trigger a buying behavior and thus carries immense 

importance with respect to customer online satisfaction.  

On the contrary, Adhuli with substantially less deep pockets in terms of its 

financial prowess and little technological know-how vis-à-vis Unilever, has a website that 

stands no chance in terms of its website quality as the Unilever’s one. Customers, being 

obviously vigilant of the fact state this in their responses while rating the company’s 

website (Focus Groups E&D, 2012).  

However, Adhuli shrewdly mitigates to some extent the weaknesses in its website 

quality by making sure that the most significant aspect of website quality, user 

friendliness, is seldom compromised (Focus Group B, 2012). A low level of adaptation, 

on the other hand, greatly reduces Unilever’s spectacular website quality (Focus Group J, 

2012).  
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4.4.6 Other Antecedents 

Other antecedents – brand image, company vision and competitors concerns – are 

another important aspect which plays an important part in the makeup of a website with 

respect to online customers satisfaction (Focus Group I, 2012).  

The brand image pays enormous online customer satisfaction dividends in case of 

Unilever while Adhuli with no such intangible capital to fall back on seems to be worse 

off in this all important category (Focus Groups B & C, 2012). Data from focus groups 

shows participants opining that the strong brand image of Unilever reduces their online 

anxieties, which in turn helps with the perception of the company and makes online 

buying decisions easier. The strong brand image is even more helpful with first time 

buyers online as they are more anxious when it comes to buying online from a company 

they know very little of (Focus Group G, 2012). It’s therefore understandable that 

Unilever’s scores better on the other antecedents’ aspect amongst the focus group 

participants greatly helped by its global brand image (Focus Group F, 2012).  

4.4.7 Corporate Social Responsibility 

Highlighting its social image and the corporate social responsibility aspect of its 

work appears to be a clever business tactic for Unilever online via its website (Focus 

Group G, 2012). Customers appreciate and forms a high opinion of such work and the 

more it’s underscored in a visible fashion, the more customers online are influenced by it 

(Focus Group E, 2012). Adhuli here again seems to be severely handicapped as it has no 

such aspect and thus no such dimension on its website (Focus Group H, 2012).  

In the figure below we have come up with our own illustration of a 

Standardization/Adaptation continuum and tried to place both the companies on it 

making use of the data we collected.  These distinct features of both companies are 

powerful factors that dictate the level of standardization and adaptation in their websites 

and thus effect their customers’ satisfaction and relationship online. In case of Unilever, 

its website informational nature; subtle indirect approach; access to other numerous 

marketing channels; enormous market presence offline; an instinct for cutting costs; and 

its global brand image enables it to forsake a degree of adaptation in its website for the 
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local market. Adhuli on the other hands comes with a totally different set of features 

making it paramount for the company to be firmly placed to the extreme right on the 

continuum, i.e. high adaptation in its website.  Some of the factors behind the company 

decision include the transactional nature of its website; very obvious and direct selling 

approach; its website being the only platform to connect and do business; operation in its 

home market only; insignificant costs and little or no offline brand image support. 

 

 

 

 

 

 

 

 

 

 

 

                                  Figure 17: Standardization/Adaptation Continuum (Own Illustration) 

4.5 Secondary Data  

4.5.1 The Companies’ Profiles 

It’s important to understand our two companies in the study. So in the following 

chapter, we would look at the companies and their website strategies in the context of 

customer satisfaction online. We would examine closely the dimension of standardization 

and adaptation of both the websites in light of the approach of these companies. 
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Investigating the websites closely will also reveal the different nature of the approach 

these companies are using in the Bangladeshi market and thus reveal how a different 

company perspective shapes the design of a website and their understanding of online 

customer satisfaction. 

4.5.2  Unilever Global 

A truly global company, Unilever remains to be the most successful consumer 

goods company. Presently operating in around 190 different countries across the globe, 

the company boasts its products range is so vast that a staggering 2 billion uses its 

products on a daily basis (Unilever, 2012).  

Unilever global presence dwarf figures, when it comes to the number of people it 

employs and its total turnover. It also gives a clue about its interconnectivity with people, 

its customers, and the strategic importance customer satisfaction carries for the company 

in terms of its future growth and sales.  

                                                  Unilever: Key Facts 

Europe  € 15 bn  

Americas  € 13 bn 

Asia/Africa € 12 bn 

Employees  174,000 

Turnover  € 40 bn  

                                     Table 20: Unilever at a glance, Adapted from http://www.unilever.com 

Unilever’s products portfolio which consists of primarily consumer products 

makes customer satisfaction an added priority for the company. Being one of the world’s 

most successful consumer companies says a lot about the value Unilever puts on 

customer relationship and their tastes, preferences, experiences and eventually their 

satisfaction, online and offline.  

http://www.unilever.com/
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                                     Figure 18: Product Segmentation, in billions of euros, of Unilever (Unilever, 2012). 

Unilever’s growth tells part of its success story with customer satisfaction. 

However, it’s the way the company has modeled itself in a customer –centric way in its 

products designs and the way it interacts and reaches out to its customers is what’s truly 

fascinating about the company. The company’s main priorities include: 

Unilever Priority  Customer Centric Dimension  

Better future for children Children are Unilever’s big target group 

Healthier future for all Unilever caters to a large segment of 

health conscious customers 

A more confident future  Unilever large customer segments are 

upward mobile and aspiring people 

A better planet  Who can lay better claims to be a truly 

planet-al company? Of course Unilever 

with its 2 billion plus customers.  

        Table 21: Unilever’s Priorities at: http://www.unilever.com/aboutus 

4.5.3  Unilever Bangladesh  

Bangladesh remains a significant market for Unilever, where the company reaches 

an astounding 90% of the country’s population through its products. Present with all its 

major brands, the company does business in the household care, fabric cleaning, skin 

cleansing, skin care, oral care, hair care, personal grooming and tea based beverages. The 

entire product range is closely linked to consumers in a way very few products are 

intertwined in the daily lives of customers and thus puts the company in a position where 

successful enhancement of their customers’ satisfaction would pay huge dividends.  
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4.5.4  Unilever Website Strategy 

Unilever marketing strategy is best summed up by the company in its own annual 

report as, ‘‘discover what consumers want and give it to them’’ (Unilever, 2011). While 

the company acknowledges that consumer needs and behavior are complex and therefore 

the company in order to stay at the top of competitive needs to predict and deliver in 

terms of consumer satisfaction.  

The company doesn’t use the internet as a sales channel and therefore its website 

design is reminiscent of any informational website. The informational nature of its 

website gives the company a different perspective on the meaning of customer 

satisfaction.  

Unilever doesn’t use its website to attract, retain and ultimately induce customers 

to engage in an online buying behavior. What the company does, however, with its 

website is to use its only presence via its website to stay in the minds of its customers. Its 

use of website in a supporting role for its offline sales dictates its website design strategy.  

Two things can be said about the company’s website. One, due to its global 

presence and a website almost for every market it operates in, costs is a top priority for 

the company. Maintenance and up gradation of such a large number of websites carry 

huge cost implications. Secondly, the company website in the Bangladeshi case in its 

design is pretty similar to its global version with little market specific connotations. 

While keeping costs in check can be one reason, it’s the nature of the website dictated by 

the company’s sales approach within Bangladeshi market and the absence of a direct 

selling point online that affects the way Unilever interprets and understand online 

customer satisfaction. 

Company  Website  Objective Orientation Concerns 

Unilever Informational  Brand Image Enhancement  Standardized  Costs  

                                      Table 22: Unilever Bangladesh websites features  

Unilever’s use of its website as a brand support tool and thus go for a more 

standardized approach in its website design can be best explained by its hefty €6.1 billion 



 6/18/2013 

 59  

advertising and promotion costs (Unilever, 2011). Reduction in such an area, according 

to the company, can come about in local markets. The case of its website in Bangladesh 

market reflects this corporate marketing strategy and in online shape.  

4.5.5 Unilever Customers in Bangladesh  

Given its range of products in the Bangladeshi market, Unilever customer base in 

the market is enormous. Household areas where the company products are being used by 

its customers include: household care, fabric cleaning, tea, oral care, personal grooming, 

skin care (Sultana, 2010).  

The real magnitude of Unilever customer base is reflected in the number of total 

outlets, distribution network channels, the company uses to sell to its customers. 

According to 2002 estimates, the company outlets number totaled 6, 94,521 (Alam et al., 

2011).   

Regions  Distributors  Total Outlets Direct 

Coverage 

Indirect 

Coverage 

Dhaka Metro 10 49,208 36913 12295 

Dhaka Outer 22 113119 57742 55449 

Chittagong  22 135357 52645 82712 

Khulna  32 154019 65517 88502 

Bogra 21 190968 49500 141468 

Sylhet 12 62687 22940 39747 

Total  119 694521 285257 420173 

                                        Table 23: Unilever Distribution Channels (Alam et al., 2011). 

4.5.6 Unilever & Online Customer Satisfaction  

It’s astonishing to see how Unilever internalize the concept of customer 

satisfaction, both in an online and offline context. A critical view of the company’s 

webpage gives ample clues about the company’s focus on improving their customers’ 

satisfaction and the company understanding of the significance customers play in the 

growth and the success of Unilever.  
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                           Unilever Sense Making of Customer Satisfaction  

 

 

 

 

 

 

 

 

      Table 24: Unilever Sense making Adapted from http://www.unilever.com.bd/aboutus/introductiontounilever/ 

4.5.7 Adhuli  

A relatively newcomer and predominantly Bangladeshi in origin and outlook, 

Adhuli is amongst the largest shopping portal online with a wide array of products and 

services at offer for the local customers (Adhuli, 2012).  Its presence, on Bangladeshi 

standards, is pretty wide as its delivery services are available in all the major cities in the 

country. For customers convenience its payments mode include all the major credit and 

debit cards along with local ones.  

Its product categories include groceries, gifts, home appliances, cakes, sport 

goods, garments and other home products. In a unique way, in a Bangladeshi context, 

Adhuli offers its customers a one click shop from the comfort of their chair.  

4.5.8 Adhuli Website Strategy 

Adhuli’s website design depicts the company’s understanding of connecting with 

its customers. While the internet and to a greater extent its website is the company’s sole 
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selling point, the quality of its website appears fairly simple. Simplicity in the given 

market with all the obstacles to e – commerce can be an advantage at this given point in 

time as the online market matures in the country, it does however shows the company’s 

vulnerability in terms of its technological ability.  

Adhuli’s transactional nature of its website is due to the fact that the company is a 

purely online business venture. Short on the technological skills as well as little know –

how of the scientific research about customer behavior, the company’s more adapted 

dimension in its website design is a shrewd business strategy. Moreover, with a single 

website the company has little to worry about standardization.  

But the important features essential for to enhance customer satisfaction within an 

online context are all present in Adhuli’s website signaling the company’s approach to 

online customer satisfaction.  

Important Website Feature for OCS Presence on Adhuli’s Website 

Payment Information & Security × 

Return Policy × 

Sales & Discount Information × 

Sign up/ Account  × 

                                         Table 25: Adhuli’s Website Feature  

                                                                     x= Feature Available  

Adhuli’s website substantial adaptability to its home market appears to pay dividends in 

terms of the traffic on its webpage and the duration of its webpage engaging customers 

per visit. According to Alexa traffic rank, visitors on Adhuli webpage spends on average 

2 minutes and 42 seconds per page. On average each customer view approximately two 

pages and the extent of its webpage adaptation can be clearly linked to the number of its 

home base online customers. Around 89 % of its online customers are Bangladeshi by 

origin thereby highlighting the company’s extensive investment in its webpage adaptation 

(Alexa, 2012).  
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4.5.9 Adhuli Customers in Bangladesh  

Adhuli customers’ base is quite broad in nature owing to the products the 

company sells on its website. With its product range including, confectionary, computing, 

electronics, entertainment, flowers, food and drinks, fruits, gifts, groceries & vegetables, 

handicrafts, health and medicine, home appliances, leather items, pets, meat and fish, 

office stationary and sports, Adhuli is Bangladesh’s local answer to Amazon.com albeit a 

cruder version of it (Adhuli.com, 2012). Such a wide range of products gives the 

company a wider target market. It target group thus includes customers of all 

backgrounds and age groups. However, given the relatively low level of internet access, 

low computer literacy and low per capital income, its customer range is enormously 

smaller than its product range suggests.  

4.5.10 Adhuli & Online Customer Satisfaction 

In case of Adhuli, customer satisfaction in essence means online customer 

satisfaction as the company thus far has no brick and mortar presence and operates only 

as an online business. Online customer satisfaction, hence to Adhuli means growth and 

sales. The fact isn’t lost on the company as its very mantra is to ‘‘…. to deliver 

Bangladesh best shopping experience … by providing exclusive products, reliable 

shipping and exceptional customer service’’ (Adhuli.com, 2012).  

                                          Customer Satisfaction as Adhuli Sees it 

Action                                                                                           Outcome 

‘‘best shopping experience’’ Enhance customer satisfaction online  

‘‘exclusive products’’                                          Making customer feel special  

‘‘Reliable shipping’’                                            Allaying their fears 

‘‘exceptional customer service’’                          pampering the customer  

                                     Table 26: Adhuli sense making of online customer satisfaction importance 
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5. ANALYSIS & DISCUSSION  

In this section we would analyze and discuss our study’s empirical findings in the light of 

our theoretical framework and make sense of our data and thereby try to understand how 

the two companies’ websites work out in terms of their online customer’ satisfaction 

potential.  

 

Online customer satisfaction via a company website is much more complex than it 

appears on face value. While the nature of a company in terms of its global or local 

outlook might give the company some specific advantages related to technological know-

how and financial clout; it’s the way that companies understand the notion of ‘online 

customer satisfaction’ and their understanding of the role played by standardization and 

adaptation within the confines of the issue that is critical to the success of customer 

online satisfaction via a website.  

From our theoretical framework we can infer that two main dimensions of a 

website: technical and non –technical are significant in terms of its online customer 

satisfaction value. More so, standardization is often much more reliant on the 

technological side with aspects such as the involvement of the latest technology, 

uniformity in terms of the different websites, user friendliness and reliability. Adaptation 

deals more with the non –technical yet humanistic aspect, equally essential for making a 

rapport with customers and highly significant for online customer satisfaction with 

aspects such as the cultural dimension, the tastes and preference so customers within a 

specific market and the language aspect. It’s important to mention here that leadership 

concerns within a particular market and peers pressure on companies within that market 

often drives the standardization aspect of a website, whilst worries about the brand image 

and vision push for more adaptation within a website in the context of online customer 

satisfaction.  
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It’s quite obvious that putting more financial and technological resources into a 

website might appear to be more attractive and appeasing to customers, at least in terms 

of its technological aspect. However, it doesn’t mean a costly website means enhanced 

customer satisfaction. Unilever in our study represents such companies with global clout, 

enormous financial and technological know – how and a widespread customers base. Our 

empirical data suggests that Unilever Bangladesh website while quite up to the mark in 

terms of website quality using every trick in the book in terms of standardization, it 

however lacks substantially in terms of the website’s adaptation towards the local market. 

It’s important to understand here that Unilever prime aim for its website in this specific 

market is informational and thus somehow changes the dynamics opposed to a website 

made specifically for transactional and direct selling purpose. However, customers, 

especially tech-savvy and educated customers are well aware of their cultural sensitivities 

and their personal, communal and even national identities, especially in a developing 

market scenario, and thus respond positively to good quality websites alone. As data in 

our paper evidently shows that taking into account the local aspirations and preferences 

and connecting with local customers on their cultural and national level, means a much 

relatively smaller company can be successful in a market through its website by attracting 

and retaining customers by simply enhancing its online customer satisfaction. Adaption 

thus can make wonders in terms of online customer satisfaction for companies engaging 

customers through their websites merely for informational purposes. A highly adapted 

website in an informational context can engage a customer much effectively as customers 

might find the local touch to a global company website much more appealing. It also 

broadens the appeal of the website as the local language is readily followed across the 

whole market. More so it might signal a sense of belonging thereby enhancing the 

customer’s satisfaction by appealing to his/her local and cultural dimension. As 

informational websites are more futuristic and long –term in a way that they tend to 

improve the soft image of a company and enhance its societal capital within a market, 

lack of an effort in terms of website adaptation for Unilever Bangladesh site appears to 

miss the point to a greater extent within the market.  It also conveys the cold image of 

multi –national organization, which are accused of being driven by profits and costs alone 

irrespective of the cost to the society or the community it’s operating within. Its adverse 



 6/18/2013 

 65  

and unintended impact can have huge implications for the company fancy corporate 

slogans as they can be perceived as mere slogans that are too little for the customers of 

today to pay heed to and be attracted let alone convinced by a company website to engage 

in a buying behavior.  

Multi-nationals, and Unilever within our study, aren’t linked to their customers via 

their website in a direct way; these companies’ websites are often a secondary tool as no 

sales are directly linked to them. The very nature of this model itself evident in the case 

of Unilever Bangladesh, puts the website and the thinking behind it in a position that 

lacks the motivation and the resources necessary to engage the customer in a pro-active 

manner via the website. It somehow comes counter intuitive especially when these 

companies boast about their brand value. The lack of resources and efforts of these 

companies in terms of adaptation is often explained as costs associated with no direct 

sales but only with intangibles, yet it’s the intangible brand value on the other hand that 

these companies are so boastful of. Competitors appear to be the fundamental reason why 

these highly standardized websites, in the case of those informational websites, exist in 

the first place. Websites for such companies, as Unilever Bangladesh indicates, exists 

only because their close rivals are present as well in the market. However, as our data 

shows, customers are quick to understand this very fact and can lead to ill-will for the 

company on the ground within the market. Customers can pick up on the strategy as these 

websites are perceived as a mere extension of the companies’ offline operations and 

nothing more than advertising channels round the clock. The indirect online linkage, in 

the absence of online sales, in Unilever case affects its  approach, which is more subtle in 

nature and at times seems limited to a mere advertising tool for the broader good of the 

company brand image and/or bolstering the offline sales of the company within 

Bangladesh. In Unilever Bangladesh website, we felt such thinking within the company 

has given rise to organizational inertia on part of the management with respect to their 

online presence, website, and its ability to enhance online customer satisfaction. 

Unknowingly, Unilever Bangladesh seems blindfolded to the very significant need to 

improve online customer satisfaction via their website through a much deeper connection 

through inclusivity and internalizing customers’ tastes, cultural sensitivities and language 

into the website. As like with every multi –national the complacency in terms of Unilever 
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Bangladesh website adaptation is due to the company’s obsession with cost savings as it 

seem to be the determinant factor for the organization when considering any additional 

costs, where no direct sales can be linked to the websites, as futile. While on the tactical 

level such thinking does make sense, it’s the strategic implications in the long-run that 

are pretty damning. For Unilever Bangladesh with an informational website, it only 

makes sense to focus more on the long –term and customer centricity of the website as 

informational website are by nature strategic with an aim to improve relationship with 

customers through a meaningful and deeper connection.  Companies with such thinking 

risks failing to develop the long-term strategic relationship with customers, especially 

online customers often more educated and upward mobile, and in extreme cases out 

rightly lose them to competitors more considerate of their aspirations and needs.  

Digging deeper into our empirical data and keeping in mind Unilever’s motives 

behind its website owing to the informational nature of its website, customers’ perception 

of its website are in line with previous findings for similar studies. Unilever’s Bangladesh 

website quality comes as the top and customers’ view of its standardization is fairly 

upbeat. However, customers are quick to point to the lack of adequate adaption of 

Unilever’s website. More so, customers view the cultural factor as fairly important to 

them, again in line with Hofstede assertions about the importance of culture in specific 

markets and communities, Bangladesh being a fairly close – knit community with a high 

level of national pride and aspirations. In terms of the significance of critical factors for 

customers, brand image and trust remains high on the list. Unilever’s website thus with 

its focus on helping improve its offline brand image can be very useful to the company. It 

can further make inroads if and when the company transforms its website from an 

informational to a transactional website as customers highly rate it as trustworthy and 

would be effectively in online selling. However, its low grade again on the cultural aspect 

can be equally bad in a transactional form.  

In terms of outright room for improvement with respect to standardization, a 

majority of the customers see a big void in the website. While at present it might be less 

hurtful for the company as the website is mainly used in an informative way, it can hurt 
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the company if its website nature changes less a fair amount of adaptation is undertaken 

within the website.  

Customers’ satisfaction is reflected in the company’s own understanding of online 

customer satisfaction and its expectations of its website. It appears that the company 

understands the degree of adaptation and standardization needed for its website in this 

specific market keeping in mind the costs associated with the website and the direct 

impact it can make. With such a lesser degree of adaption, the company not only engages 

in effective cost savings but also effectively takes care of its offline brand image.  

Local companies, as Adhuli is the case in point in our study, though disadvantaged 

in terms of technology and monetary resources make best use of their local knowledge 

and their close connection to the market roots. However, the drawback as evident in our 

case is the development of the website quality, which at times can be pretty dismal and 

might even put off new comers. A shoddy website in terms of its quality fails to address 

customers anxiety online and thus fails to retain oncoming customers and often results in 

a missed buying opportunity. What such companies need to consider is the first timers, as 

they are the most reluctant in terms of buying online and it’s precisely those sorts of 

customers who are essential for the survival of the company and helping it broaden its 

market share. A much improve website quality can readily enhance the experience of 

those customers who has previously engaged in online buying as well and make them 

refer the website to other customers. Adhuli in this case appears to be overly optimistic 

with its local pedigree and its knowledge of the local market. As our focus groups 

discussion shows, customers aren’t pleased with the company’s website quality and as 

competition increases, the company might find it harder to attract and retain customers as 

their tastes and preferences changes. While a greatly adapted website helps connect with 

customer and enhance their online satisfaction and engage them in a meaningful way, it’s 

the bare minimal website quality that engages them initially and alleys their initial 

anxiety about a company. Adhuli seems to have overlooked this very important fact about 

its only selling channel, which appears counter intuitive as well.  

Being present in its home market only, investing in Adhuli website quality can 

greatly enhance the efficiency and effectiveness of its website in many other ways too. 
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Our findings suggest poor quality of Adhuli’s website often leads to inconveniences for 

customers and unnecessary delays thereby affecting the traffic on the company’s 

websites. Adhuli’s inability to give out real time information about the availability of 

products its selling itself negatively affects customer online experience and thereby their 

satisfaction level.  

Customers are pretty vocal when it comes to the website quality of Adhuli and its 

technical aspect. Since, Adhuli engages in direct selling to its customers, customers to a 

greater extent are wary of the website quality reflected in a considerate number of 

responses fully or partially unsatisfied with the website most importantly due to the lack 

of website quality and the connected issues of trust and reliability of the webpage. Being 

the sole selling point of Adhuli in its home and only market, the company can greatly 

built upon its website through better investments and enhancement of its technological 

dimension.  

In terms of a greater degree of adaptation, the company seems to be hitting the 

right notes with its customers in terms of online satisfaction. A much more adapted 

website molded to the local tastes, preferences and aspirations ensures a steady stream of 

traffic on its website and the use of local language broadens its appeal and customer base.  

Adhuli appears to be missing on the brand appeal Unilever Bangladesh enjoys due 

to its global presence. Coupled with a significant lack in website appeal, the two factors 

together adds further to customers anxiety and adversely impacts online customer 

satisfaction in case of Adhuli.  

Online customer satisfaction, on the whole, is much more complex and companies 

need to put in a lot of effort and resources to convince, attract and retain customers via 

their websites and persistently enhance their satisfaction in order to improve their market 

share. While standardization of a website might be good in terms of costs and might even 

have user friendly benefits, it’s often the uniqueness that comes with adaptation with the 

specific market that appeals to customers and enhances their online satisfaction. 

Companies that take time and resources in order to adapt to their customers tastes 

definitely win. However, other critical factors need not be ignored as they work in 
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tandem with a standardize or adapted website in making the website good enough to 

enhance the satisfaction of customers online and convince them to engage in a buying 

behavior.  

Critical Website Factors for 

OCS 

Unilever  Adhuli  

Standardization  

 

The company’s 

website is to a greater 

degree standardized 

with its global 

webpage indicating 

the relative less 

importance it puts on 

the Bangladeshi 

market and the 

significance of cost 

cuttings within the 

company thinking.  

No issue of standardization 

as it has to work with a 

single webpage in a single 

market leaving the company 

with no such consideration.  

Adaptation  Very minimally 

adapted to the market. 

Moreover, the little 

adaptation within its 

website gives the 

impression of 

corporate advertising 

leaving the adaptation 

dimension as being 

corporate 

‘whitewashed’. 

Greatly adapted as it 

remains the company’s only 

channel to market and sell. 

The strategic implications 

of online customer 

satisfaction seems to direct 

the company’s decision vis-

à-vis adaptation.  

Website Quality Great quality, nice 

colors and adequately 

Mediocre overall website 

quality depicting the 
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user friendly. 

However, the 

company seems to be 

short of ideas in order 

to creatively engage 

customers and 

enhance their 

satisfaction. 

relatively newness of the 

company and its 

technological and financial 

state. However, in a shrewd 

manner it seems to have 

overcome its website 

quality weakness through 

some clever adaptation and 

making the best of the local 

knowledge of the customers 

tastes and preferences and 

their behavior. 

Other factors With a strong brand 

image in an offline 

context, the company 

uses its website to 

promote and expand 

its brand outreach. It 

appears the company 

is more interested in 

using its website as a 

means of online 

communication 

channel as it doesn’t 

have to worry about 

the sales aspect in an 

online context.  

With no offline brand image 

to fall back on, the 

company’s vision of being 

the best customer rated 

company seems to be 

working well for it.  

CSR Brilliantly 

underscores the 

excellent work the 

company is engaged 

With no notable CSR 

credentials to boast about, 

the company focuses even 

further on adaptation and 
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in with respect to 

community uplifting. 

Such relationship 

marketing plays well 

with its strong brand 

image. 

ingeniously makes use of 

the native language and 

culture instead.  

Table 27: Similarities and Contrasts in how both companies approach the Standardization and Adaptation aspect of 

their websites for OCS.  
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6. CONCLUSION 

Now we come to the conclusion with respect to our research question within the 

confines of our data. While it’s harder to explicitly determine whether a more 

standardized or adapted website might lead to enhanced customers satisfaction, it’s 

however easier in the light of our data to arrive at some concluding results.  

One might be tempted to accept the study as being solidly placed within the realm 

of comparative study, primarily and exclusively, on the difference of the approaches 

employed by the two companies within the study towards their websites. However, we 

feel it’s important to remind our readers that the aim of our study is to understand ‘the 

companies understanding’ of their websites as a vehicle to connect with their customers 

online, irrespective of the nature of the website, direct or indirect approach. More so, for 

us, we feel the comparison is on the market level, market as defined by geography, 

Bangladesh. Taking the market place as a common platform, the study tried to examine 

the thinking behind the way both the companies try to perceive customer behavior and 

satisfaction online.  

Customer satisfaction online has different meanings to different companies. Such 

understandings are the outcome of an organization’s behavior. At times it can be the 

result of the environment a company finds itself within a specific market. However, it’s 

often dictated by the strategic thinking, which comes from considerations of costs, market 

share and in some cases outright survival. As we have found out, to a multi –national 

with an informational website, the local market is no more than a segment of the bigger 

picture and the decisions with respect to adaptation and standardization in its websites 

comes from a distant land and is not made locally. For a local company engaged in direct 

selling online, these decisions are the result of local calculations and carries immense 

significance. For such companies there is no illusion of a bigger picture but perhaps it is 

the only picture.  

Companies thus engaged in direct selling are obsessively busy trying to work out 

ways in order to engage the customers in a meaningful way via their websites and are 

very sensitive to the satisfaction of their customers online. Costs for such companies are 
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secondary to their customer satisfaction. Such companies’ websites are broadly found 

towards the adaptation pole of the standardization/adaptation continuum.  

Adhuli’s only selling point, its website, makes it imperative for the company to be 

extremely conscious to its customer’s online satisfaction. On the contrary, Unilever 

which doesn’t sell via its website merely uses its website in support of its offline 

operations to promote and improve its brand image. Costs for Unilever are of 

considerable importance and thus the company actively works to standardize its websites 

in each market to control unnecessary costs often associated with innovation and 

adaptation within websites.  

Standardization has another dimension which to an extent mitigates the benefits of 

adaptation. Standardization leads to improvements in the website quality, another critical 

factor essential and often associated with online customer satisfaction. By trying to 

standardize, a company has a yardstick to measure its website quality relative to its global 

page in terms of its interface and technological aspect. Unilever seems to take advantage 

of this fact associated with standardization, whilst Adhuli with no other page to compare 

with seems to fall short on this front.  

While the different nature of both companies and the different resource and 

competencies availability might determine the decision in terms of standardization and 

adaptation within their websites, what remains constant is the online satisfaction of 

customers both companies seem to seek in their own way playing to their strengths. 

However, both can obviously draw lessons from each other approach towards their 

websites use in terms of online customer satisfaction and thus readily improve their 

connection with their online customers and subsequently their earnings.  
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7. RECOMMENDATIONS 

These recommendations are based on the insights we draw from our empirical 

findings and the subsequent analysis. Since it’s a comparative study, the 

recommendations drawn are separate for both the companies owing to their distinct 

nature and the difference in their website use.  

 Unilever Bangladesh 

o A relative higher degree of adaptation within its website in a cost 

effective manner would greatly help the company standing with its 

customers.  

o A more widespread usage of the local language can broaden the 

company’s appeal within the market and thereby spread information 

about the company in a much wider fashion.  

o Being seen as considerate of the local culture, language and 

aspirations can help the company fundamental aim of setting an 

information based website within this specific market and thereby 

enhance its brand image and goodwill.  

o A relatively higher degree of adaptation can also help bolster its 

corporate social responsibility dimension by enhancing customers’ 

participation in a greater way thereby making full use of its 

technologically superior website.  

o Little adaptation can be seen as inconsiderate and might in future 

have adverse effect on its offline operations as the use of internet 

spreads further within the market and likewise the power of social 

media expands.  

 Adhuli  

o Highly essential to improve the website’s quality.  

o A certain degree of standardization in terms of its website basic 

features with other similar websites within the market would do the 

company a great deal of good as it will improve customers’ 

convenience and user friendliness factor. 



 6/18/2013 

 75  

o More information on the website about the company, other than 

products, will help customers understand the company in a deeper way 

and will reduce customers anxiety with respect to the company’s trust 

and reliability.  

o Costs related to the website improvements should be seen as 

investments, particularly as the online market within Bangladesh is 

poised to grow considerably year on in the near future.  
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Appendix A 

 

Focus Group Participants Key Attributes  

                                Social Characteristics of the Focus Groups  

 

Social Status  

Middle Class 

 

 

Age 

 

20 -

25 

 

Education 

 

University 

level 

 

Gender  Profession 

 

Students 

 

Internet Use 

 

Regular Users 

 

M F 

45 15 

 

 

Focus Group Participants  

                                                   Focus Group A 

 Name Background Companies Familiarity Online Shopping  

1 Enamul Haq MBA Yes Frequently 

2 Farjana Yesmin Computing Yes Frequently 

3 Farhana Sharmin MBA Yes  Occasionally 

4 Lutfun Nahar Computing Yes Frequently 

5 Nirmol Banik  Computing Yes Frequently 

6 Anamul Hasan  MBA Yes Frequently  
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                                                   Focus Group B 

 Name Background Companies Familiarity Online Shopping  

1 Afra Chowdhury Computing Yes Occasionally  

2 Hossen Miazee  Computing Yes Occasionally  

3 Iqbal Hossen MBA Yes  Occasionally 

4 Tameem Iqbal MBA Yes Frequently 

5 Zarrin Tasnim  MBA Yes Frequently 

6 Mehsodul Hasan Computing Yes Frequently  

 

 

 

 

                                                   Focus Group C 

 Name Background Companies Familiarity Online Shopping  

1 Maria Afroze MBA Yes Frequently  

2 Nafisa Afrin MBA Yes Frequently  

3 Ali Tasaduq  MBA Yes  Frequently  

4 Ali Khan Computing Yes Frequently 

5 Amir Hussein  Computing Yes Occasionally  

6 Asim Shafeeq  Computing Yes Occasionally  
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                                                   Focus Group D 

 Name Background Companies Familiarity Online Shopping  

1 Imran Ismail Computing Yes Frequently  

2 Hassan Iqbal  MBA Yes Frequently   

3 Roselin Khan MBA Yes  Frequently  

4 Tanzina Haque MBA Yes Occasionally  

5 Mehnaz Shahid Computing Yes Ocassionally  

6 Shafeeq ur Rehman Computing Yes Frequently  

     

 

 

                                                   Focus Group E 

 Name Background Companies Familiarity Online Shopping  

1 Nivea Islam Computing Yes Frequently 

2 Taskin Haque Computing Yes Frequently 

3 Mohammad Shakib Computing Yes  Frequently  

4 Atta ur Rehman MBA Yes Frequently 

5 Mohammad Rafiq MBA Yes Frequently  

6 Shakeel ur Rehman MBA Yes Frequently  
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                                                   Focus Group F 

 Name Background Companies Familiarity Online Shopping  

1 Mohammad Ali Computing Yes Occasionally   

2 Aniq ur Rehman Computing Yes Frequently  

3 Tasaduq Hassan MBA Yes  Occasionally  

4 Mohammad Jamil MBA Yes Frequently 

5 Naziza Bari MBA Yes Occasionally  

6 Tauseef Ahmad Computing Yes Occasionally  

 

 

 

  

                                                   Focus Group G 

 Name Background Companies Familiarity Online Shopping  

1 Mohammad Imran Computing Yes Frequently  

2 Mushfiq ur Rehman Computing Yes Frequently  

3 Tamim Iqbal Computing Yes  Frequently  

4 Nazim ud din  MBA Yes Frequently 

5 Parisa Khan MBA Yes Frequently  

6 Junaid Mohammad  MBA Yes Frequently   
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                                                   Focus Group H 

 Name Background Companies Familiarity Online Shopping  

1 Imrul Kayes  MBA Yes Occasionally  

2 Shahriar Mohammad MBA Yes Frequently  

3 Shuvagata Hom MBA Yes  Frequently  

4 Shahriar Nafees Computing Yes Frequently 

5 Ahraful Hassan Computing Yes Occasionally  

6 Alok Kapali Computing Yes Occasionally  

 

 

 

                                                   Focus Group I 

 Name Background Companies Familiarity Online Shopping  

1 Naeem Islam Computing Yes Frequently  

2 Nasir Hossain  Computing Yes Frequently  

3 Ali Tasaduq  MBA Yes  Frequently  

4 Mohammad Junaid MBA Yes Frequently 

5 Juhur ul Islam MBA Yes Frequently  

6 Farhad Mohammad  Computing Yes Frequently  
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                                                   Focus Group J 

 Name Background Companies Familiarity Online Shopping  

1 Mohammad Farooq Computing Yes Frequently  

2 Ateeq ur Rehman  Computing Yes Frequently  

3 Mati ur Rehman  Computing Yes  Occasionally  

4 Ali Hassan MBA Yes Occasionally  

5 Farhad Raza MBA Yes Occasionally  

6 Raqib ul Hasan MBA Yes Occasionally  
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Appendix B 

Focus Groups Questions  

No Theme Questions  

1 Significance of Websites  Are websites significant? 

 What are their prime functions? 

2 Standardization v. Adaptation  Is Standardization or/and Adaptation 

Significant in terms of a website 

customer satisfaction context? 

 Is there an optimal level of 

standardization and adaptation for 

enhanced customer online satisfaction? 

 

3 Online Customer Satisfaction  What are the salient features of a 

website in terms of online customer 

satisfaction? 

 What features of a website play a vital 

role in attracting, retaining and 

eventually triggering a buying 

behaviour? 

4 Adhuli Website Strengths & 

Weaknesses 

 What makes you go and shop on Adhuli 

website? 

 In terms of Standardization & 

Adaptation, how would you rank the 

company website? 

5 Unilever Website Strengths & 

Weaknesses  

 Why visit the company website when it 

doesn’t engage in direct buying? 

 How standardized or adapted do you 

think the company website is? 
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Appendix C 

People Interviewed   

 

Mohammad Ashraf ul, Web Manager, Age 27, Ms Information Technology, Adhuli, 

Dhaka, Bangladesh 

Shakeeb ul Hassan, Web Designer, Age 24, MSc Computing, Adhuli, Dhaka, Bangladesh 

Mohammad Amin, E- Marketing Manager, Adhuli, Age 31, Ms Information Technology, 

Dhaka, Bangladesh 

Noor ul Habib, Web Designer, Adhuli, Age 26, MBA Marketing, Dhaka,Bangladesh  

Naimur Rahman, IT Manager, Unilever, Age 29, BSc Software Engineer, Dhaka, 

Bangladesh  

Khaled Mashud, E- Business Developer, Age 27, MBA Marketing, Unilever, Dhaka, 

Bangladesh 

Nasir Hossain, Marketing Strategist, Age 32, MBA Marketing, Unilever, Dhaka, 

Bangladesh   

Junaid Iqbal, Web Designer, Unilever, Age 26, Ms Information Technology, Dhaka, 

Bangladesh  
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Appendix D 

Interviews Thematic Questions  

 

No Theme Questions  

1 Website 1. What’s the primary and secondary purpose of 

your website? 

2. What goes into the design and construction of 

your website? 

3. Does the ‘One size fits all’ mentality dictate 

the design of your website? 

2 Standardization 1. What are the practical uses of standardization 

for your website? 

2. Other than costs concerns, why standardize? 

3. How do you reconcile uniformity as in 

standardization with localization in 

adaptation? 

4. How important is the notion of online customer 

satisfaction in the decision to standardize a 

website? 

5. Does the nature of your website, direct vs. 

supporting, influence the amount of 

standardization that goes into your website? 

6. What other benefits in terms of OCS can 

standardization add to a website? 

3 Adaptation 1. Isn’t it always great to assimilate and integrate 

your website in accordance with the needs of 

the market? 

2. What are the critical reasons a company 

website adapts? 
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3. Does an adapted website connect better with 

customers within that particular market? 

4. How far should a company website adapt in 

accordance with the market realities of a 

specific market? 

5. How do you hit the right mix of adaptation vs. 

standardization and what are the rules that 

govern such a calculation? 

6. What characteristics of your online customers 

influence the level of adaption within your 

website? 

4 Bangladeshi Market 1. What do you make of the Bangladeshi market 

in terms of its scope for your website? 

2. What features of this market influence the 

design of your website? 

3. Do market dynamics impact your decision to 

standardize or adapt your website within this 

particular market? 

5 Online Customer 

Satisfaction 

1. Is customer satisfaction online significant for 

your company? 

2. Do you think your website, as the prime 

avenue to connect with customers online, takes 

into account customer online satisfaction? 

3. What in your opinion would be the best way to 

enhance online customer satisfaction via your 

website? 
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Appendix E 

Consent and Information Form for Interview Participants 

A. Consent Form 

I hereby consent to have fully understood and read the information provided in the 

information sheet. Moreover, I also hereby confirm that I have been given ample time to 

inquire further about the study and about the nature and terms of my participation within 

the study. I therefore agree to: 

1. Taking part in the study on my own accord. 

2. Consent to be interviewed and audio recorded for such a purpose. 

3. I understand and agree that whatever I say during the interview may be used and 

quoted in the study without disclosing my identity.  

4. I reserve the rights to withdraw from the study at any moment without the need to 

explain. 

 

 

Participant:                                                            Date 

 

Researcher:              Date: 

 

B. Information Sheet 

We would like to take this opportunity to explain to you the aim and nature of our study 

and the rationale for your participation. 

Purpose of Study 
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Our main aim is to investigate the role of Standardization and Adaptation within a 

company website in terms of its online customer satisfaction function. Companies of all 

sorts, engaged in direct selling via their websites or simply trying to complement their 

brand image building, use their websites in order to attract customers and therefore strive 

to find an optimal level of standardization and adaptation within their websites to cater to 

the needs of their online customers. In our study we would like to get an insight into the 

understanding of your company in this regard and how do you, as a company, view this 

vital aspect of your website when it comes to attracting and retaining customers online. 

Such an understanding, in our view, can have huge implications for small and medium 

enterprises vying to harness the potential of their websites as a plat form for direct selling 

as well as brand image building. It can also shed a light into the way an MNC looks at a 

particular market and internalize the specific of that particular market within the 

construction and design of its website in order to connect better with its online customer 

and enhance their online satisfaction.  

The Interview  

Your views in this regard would be hugely significant for our study and we therefore 

would like to elicit your understanding of the topic from your firm’s perspective. In case 

of agreement on your part, the place, the date and the exact timings of the interview 

would be decided in accordance with your wishes. The duration of the interview, 

however, would roughly amount to an hour, whereas the content of the interview would 

be recorded via an audio recorder.  

It’s important to mention for your information that the interview content would be used 

only for research purposes and would have no commercial aspect to it, what so ever. We 

would also like to inform you that the information provided by you through the interview 

would be safely kept and archived in accordance with the data privacy rules. The use of 

the data would only be in an anonymised form thereby respecting your privacy concerns 

at all times.  
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We would like to thank you once more for your kind participation within the study. In 

case of any further questions about the study, we would love to hear from you and would 

do our best to provide you with the necessary information.  

 

Gul Hakeem       Md.Nazmul Hasan 

gulhakim@yahoo.com     bdnazmul@gmail.com 

+46700556816      +46704347644 

 


