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Online Customer Experience in e-Retailing: An empirical model

of Antecedents and Outcomes
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Limitations and opportunities for further research

The findings and contributions of our study are to some extent
constrained by certain limitations, some of which provide oppor-
tunities for further research. First, the sample does not include a
significant number of the emerging Generation Y group of young
people (18-24 years). At the same time, greater geographic
reach may help understand cross-cultural differences which are
important to global e-retailers. Future studies might also iden-
tify the extent to which OCE varies across e-retailing situations
or shopping frequency. Further testing of the OCE model in
different contexts is likely to yield further valuable insights to
e-retailing.

Second, the study developed a model of OCE exploring
effects on online repurchase intention. Whilst online shopping
models consistently use this outcome variable, it is important to
also test the model in terms of actual purchase behavior. This
calls for the development of a different methodology, which
would capture OCE and its outcome in real time, rather than
post hoc as in this study. Since the domain of OCE is critical
to the success of e-retailers, continued research into the many
factors remains an imperative.
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