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Thesis Title:”A Study of Design Aspects of Web Personalization for Online 

Users in India” 

Abstract: 

      Website is prominent source for information exchange for users and business tool for E-

tailers and social media worldwide. In recent years, information on website is proliferated with 

the higher rates in ecommerce and social networking websites, diversity of its users and 

complexity of web application lead to information overload and one-size-fits-all issue. Web 

portals with personalization features are used by information system designers of web portals 

to overcome information overload problem and researched in various disciplines. Web portals 

are using website personalization features to attract and retain online users with expectation of 

high return in business but very little is researched about what to personalize and what is its 

effect on users behavioural response. This research addresses this gap to identify different 

personalization aspects used web portals and its impact on users’ behavioural response of 

satisfaction and intention to revisit personalized website through cognitive and hedonic 

experience.  This study proposes research framework based on Stimulus Organism Response 

model stating personalization features stimulates users organism state of cognitive and hedonic 

experience leading to satisfaction and intention to revisit the personalized website. The model 

is tested with the data collected from personalized ecommerce and social networking website 

users. 547 out of 600 data from ecommerce and 541 out of 600 valid responses were used for 

analysis and testing model. Exploratory Factor Analysis of responses extracted seven factors 

information, presentation, navigation personalization, cognitive experience, hedonic 

experience, satisfaction and intention to revisit. Confirmatory Factor Analysis confirms model 

with RMSEA, CFI, NFI value near to .9 and indicates good model fit for ecommerce and social 

networking websites. Structural Equation Modelling results indicates correlation between 

personalization aspects i.e. information, presentation, navigation personalization and users 

satisfaction and intention to revisit through cognitive and hedonic experience.  

  

1.    Brief description on the state of the art of the research topic: 

 

In recent years, information on website is proliferated with the higher rates in 

ecommerce and social networking websites, diversity of its users and complexity of web 

application lead to information overload and one-size-fits-all issue. Cognitive limitation of user 

information processing lead users lost in the world of information and result into inefficiency 
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in decision making. Effective Website Design is considered as an important aspect to minimize 

the information overload problem. Website personalization has emerged as an effective 

solution to overcome this problem of information overload in recent years. Many firms are 

developing personalized websites by investing in personalization tools developments to attract 

the users and retain the customers. Personalized services are provided by E-tailers online 

websites to attract the users, retain existing customers and to be competitive in the business 

environment. Ecommerce websites like amazon.in, flipkart.com, eBay.in, snapdeal.com etc. 

provide personalization features, personalized offerings with categories of products and 

services to attract and retain users. Personalization has also gained interest of researcher over 

decades. Previous research shows significant effect of perceived usefulness of personalized e-

services (Liang et al. 2012), users interest in personalized services (Kosba et al. 2007), and 

indicated that different personalized services have different effect on customer satisfaction 

(Alpert et al.2003).  Social networking sites like Facebook.com, Google+ and ecommerce 

websites like amazon.in etc use different personalization strategies to manage the information 

overload problem and satisfy users’ need. Web personalization has become a pervasive 

phenomenon in a wide range of web applications, e.g. Internet banking, e-commerce and Web 

portals for different domains like education, manufacturing, etc 

 

2. Definition of the Problem 

 

 2.1 Literature Review 

 

As per earlier research trends Personalization Research can be broadly categorized into 

three streams (Oulasvirta and Blom 2008). The first examines process oriented aspects of 

personalization technologies with different algorithms and methods e.g. adaptive and 

adaptable personalization, data mining techniques, cookies, and push technologies. The 

second examines user-centered personalization, e.g. user tasks, privacy issues, and application 

context. The third investigates user personalized presentation of website and the effectiveness 

of personalized websites (May Wang 2009, Kumar et al. 2004). In the third stream, 

personalization has been understood as the process that changes the functionality, interface, 

information content, or distinctiveness of a system to increase its personal relevance to the 

individual (Blom and Monk 2003,Fan and Poole 2006). It is in this sense, the fine-tuning and 

amendment of those aspects of a website that are presented to a user in order to match user 

needs (Wu et al. 2003) is relevant. This dissertation shall be mainly concerned with this 
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design aspect of personalization used in ecommerce and social networking websites and 

analyzing its effect on users’ decision making to reuse or revisit  these websites. 

 

    Previous research has approached personalization from several dimensions in last few 

decades, which, in summary  answers the questions  ‘what’, ‘who', ‘how,’ ‘to whom’, ‘to what 

extent', ‘when,’ and ‘based on what,’ in personalization research which we have elaborated as 

follows in Table 1: 

Table 1.1 : Personalization classification and evaluation Research 

Dimensions Explanation References 

What should be personalized(object), 

 who does(subject) and to what 

extent(level) 

Content , Interface and to whom i.e., 1-

1/1-N/1-all, who does(system initiated 

or user initiated) 

Kwiseok Kwon, 

Cookhwan Kim (2012) 

What should be personalized & 

Personalize to whom 

Content, interface, functionality, 

Channel ,personalization to whom i.e., 

1-N and 1-1 

Chao Wen, Victor 

Prybutok & Chenyan 

xu (2011) 

Perceived risk on intention to buy & 

What should be personalized 

Reduction of perceived risk enhances 

customer satisfaction and  purchase 

intention 

Narongsak 

Thongpapanal & 

Abdul Rehman (2011) 

What should be personalized Information/Content, Interface, 

Navigation Personalization effect on 

decision process of the user 

WANG Ying(2009) 

What should be personalized Who does 

Personalization &  Personalize to whom 

Content, interface, functionality, 

Channel , Individuals or categories of 

Individuals 

(Sunnika and Bragge 

2008) 

What should be personalized 

To Whom Personalize & 

Who does Personalization 

Content, interface, functionality, 

Channel, 1-1,1-N, Implicit or Explicit 

(Tam Ho 2008;Fan and 

Poole 2006) 

Personalize to whom Individuals or categories of 

Individuals 

(Fan and Poole 2006) 

Who personalizes Implicit or explicit personalization user 

or system personalization 

(Bunt et al. 2007; Fan 

and Poole 2006) 

When to personalize Static or dynamic (Bunt et al. 2004) 

Personalize on the basis of what? How 

to personalize? 

Frequent task; usage data, content, 

structure; 

(Bunt et al. 2004) 

How much can be personalized Number of personalization options(e.g. 

breadth and depth ) 

(Wu et al. 2003) 

 

As shown in Table 1.1 ,Kwon et al. 2012 studied personalization in dimensions of 

object(What should be personalized), subject(Who does and (till what extent)level with 

respect to customer retention. (May Wang 2009) studied What to personalize, its cognitive 

effect and affective reaction on users. (Wu et al. 2003) scored level of personalization based 

on the breadth and depth of the personalization options on offer. The “what” to personalize 
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represent to the object or objects to be personalized i.e. information/content, website 

interface, structure/functionality/navigation. (Bunt et al. 2004) also classified Personalization 

as static or dynamic based on when personalization can be enacted according to the 

object/objects for which personalization has been designed to individual or group. 

Personalization can also be examined based on the degree to which personalization is 

automated and (implicit or explicit) user involvement (Bunt et al. 2007; Fan and Poole 2006). 

 

Among all the issues pertaining to personalization, “what” to personalize is the most 

fundamental problem researched for the effective personalized website design. Different design 

aspect of personalization may have different impact on users’ information processing and 

decision making. Moreover, the different roles played by different personalization features in 

website design have not been comprehensively investigated. 

 

2.2 Research Gap 

 

Personalized website design is an effective strategy for web portals to satisfy users need 

and offering unique user experience. Various personalization techniques has been implemented 

to provide special treatment to the users and to gain users attention with the expectation of high 

return in business. Personalization has been researched and implemented in the field of Human 

Computer Interaction, Information System, Computer Science and Marketing. Researches in 

area of computer science focus on different techniques and algorithm to implement 

personalization and also measure the performance of personalization such as recommender 

systems, with accuracy metrics (e.g., mean, rank,  absolute error, precision, and recall). 

Researches in Information System  Design broadly focus on behavioural and cognitive aspect 

of personalization with optimum design, implementation and its affective reaction on users 

decision making (Kamik et al.2008). Fan and Poole (2006) studied personalization aspects with 

respect to Information System Design, Tam and Ho (2006) investigated the impact of 

personalization on user information processing and its decision outcomes.  However, the 

perceived usefulness and ease of use of personalization is a significant factor in attracting new 

users. Komiak and Benbasat (2006) examine the effects of perceived personalization and 

familiarity on cognitive trust and emotional trust in the context of the technology acceptance 

theory (Venkatesh 2009 research extension of TAM). Murthi and Sarkar (2003) suggested 

more research directions to study online personalization in the context of management science. 

They noted that one of the questions most frequently asked by practitioners in Web 
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personalization is, “Which items should be offered to influence individual customers’ 

consideration sets?” (Murthi & Sarkar, 2003). May Wang (2009) investigate how a Web 

personalization strategy influences the formation of users’ consideration sets and final choice 

outcomes.  Kwon, K., & Kim, C. (2012) researched the fundamental question of How to design 

personalization in a context of customer retention. Recently research has gained increasing 

attention on interactive way of Human Computer Interaction.  Effective personalized website 

design is an important issue to be researched to meet the expectation and dynamic need of the 

users.  Different design aspect of personalization impact differently on users perception, and 

fulfil different kinds of user requirements. However, in previous literature, studies often focus 

on only one or more aspects of personalization, e.g. information personalization (Dabholkar 

and Sheng 2012; Kwon et al. 2012 May Wang 2009; Komiak and Benbasat 2006; Liang et al. 

2006; Tam and Ho 2006) or visualization (Blom and Monk 2003; Nadkarni and Gupta 2007) 

but little is researched on effectiveness of the design aspects of personalization. Few studies 

investigate the roles played by multiple dimensions of personalization (May Wang 2010). In 

fact, the existing literature has serious deficit in actionable guidance on personalization design 

issues and effective personalized web design. To address these gap in research, this study 

comprehensively reviews literature in personalization and develops methodologically 

constructed framework for personalized website design and test the impact of different aspects 

of personalization. Based on environmental psychology theory and TAM, this thesis 

investigates the different roles played by dimensions of personalization, i.e. information 

personalization, presentation personalization, and navigation personalization. This research has 

focussed on interdisciplinary nature of personalized website design and its effect on users 

intention to revisit the website from the field of IS and HCI. 

 

2.3 Definitions of the term used 

 

    Personalization is the process of catering tailored content, website structure and look & Feel 

of Website with presentation by identifying users’ implicit and explicit needs. (Desai 2015). 

The goal of web personalization is to deliver individualized right content to users at the right 

time to induce a favourable response to the personalized offerings and to increase user loyalty 

for future interaction. Personalization is the extent to which a site is perceived to provide 

information / interface / navigation personalized to the unique needs of each user. Information 

personalization is the extent to which information can be catered according to user's’ implicit 

or explicit requirement. Users can specify their requirements of the information through 

customization choices to search or get recommendations from the website. Presentation 
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personalization is the extent to which interface can be modified according to user implicit or 

explicit requirement (e.g. color, layout, background, themes etc.). Navigation personalization is 

the extent to which navigation can be modified in according to user requirement (e.g. new tabs 

and re-organized the elements to new tabs). User can reorganize the website structure by 

creating new categories and move information into them or generating quick links..  

 

3. Objective and Scope of research work 

 

This research work is motivated to address the increasing needs for actionable guidance 

in personalization design, and a gap in existing research regarding different personalization 

design aspects implemented in web portals, and the different roles they play in users’ decision 

making. This study aims to address the following research questions: 

 

(a) Which is different personalization design aspects implemented in different ecommerce 

and social networking websites? 

(b) How different personalization aspects impact on users’ satisfaction with cognitive and 

hedonic/affective reaction? 

(c) How satisfactions with personalized design aspects influence users’ decision making to 

revisit the website? 

 

3.1 Objectives of the study 

 

1. To identify different personalization design aspects used in websites 

2. To study the effect of different personalization aspects on users utilitarian/cognitive and 

hedonic/affective experience 

3. To find the effect of different personalization aspect on users’ satisfaction with 

personalized websites through utilitarian/cognitive and hedonic/affective experience. 

4. To determine the impact of utilitarian/cognitive and hedonic/affective experience on 

users satisfaction with personalized website. 

5. To study the effect of website personalization on users intention to revisit the websites. 

6. To study the effect of users satisfaction on users intention to revisit the personalized 

websites. 

3.2 Scope of the study 

     The present research study intends to study  the design aspects of personalization used 

in ecommerce and social networking website portals in India. This study focuses what to 

personalize to attract users i.e. personalization dimensions used in personalized web portals 

like information, presentation and navigation personalization. The study explores how these 
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Cognitive (Utilitarian)   

Experience 

-Perceived Usefulness 
-Perceived Ease of   
Use 
-Enjoyment 

Hedonic (Affective) 

Experience 

-Control 

H1a 

H1b 

H2a 

H7 
H4 

H2b H6 

H3a 

H8 
H3b 

personalized aspects affect users’ satisfaction and motivating factors influencing users’ 

intention to revisit personalized web portals of ecommerce and social networking sites. Firstly, 

it identifies different personalization aspects and its impact on users cognitive/ utilitarian and 

hedonic state of experience measured with perceived ease of use, perceived usefulness, 

enjoyment and control behaviour of user. The study also identifies role of these cognitive and 

hedonic experience on users satisfaction and intention to revisit personalized web portal. The 

study explores factors and proposes personalization model which is tested with ecommerce and 

social networking website users in India.  

 

3.3 Research Framework\model:  

    The proposed research model projects personalization aspects i.e. information 

personalization, presentation personalization, navigation personalization its impact on users 

satisfaction and intention to revisit with intermediary state users’ cognitive and hedonic 

experience. The framework as given below is proposed based on Stimulus-Organism-Response 

Model S-O-R model (Mehrabian & Russell, 1974).  

 

 Stimulus    Organism    Response 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

[Figure1: Research Framework for website personalization] 

 

3.4 Research Hypotheses of the study 

 H1a: Users’ Cognitive Experience is positively associated with Information 

personalization. 

 H2a: Users’ Cognitive Experience is positively associated with Presentation 

personalization. 
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Navigation 
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Satisfaction 
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 H3a: Users’ Cognitive Experience is positively associated with Navigation 

personalization. 

 H1b: Users’ Hedonic Experience is positively associated with Information 

personalization. 

 H2b: Users’ Hedonic Experience is positively associated with Presentation 

personalization. 

 H3b: Users’ Hedonic Experience is positively associated with Navigation personalization. 

 H4: Users’ Cognitive Experience is positively associated with hedonic experience. 

 H5: Users’ satisfaction is positively associated with cognitive experience using 

personalized website. 

 H6: Users’ satisfaction is positively associated with hedonic experience (Control) using 

personalized website. 

 H7: Users’ intention to revisit is positively associated with cognitive experience using 

personalized website. 

 H8: Users’ intention to revisit website is positively associated with hedonic experience 

(Control) using personalized website. 

 H9: Users’ intention to reuse/revisit the personalized website is positively related to User 

satisfaction. 

 

4. Original contribution by the thesis: 

4.1 Theoretical Contribution 

 

This study significantly contributes in identifying different personalization aspects like 

information personalization, navigation personalization and presentation personalization with 

development of scale. The measurements of the study are conceptually grounded in the vast 

body of previous research in environmental psychology, cognitive science and website 

personalization. This research contributes towards measuring important dimension of 

personalization i.e. what to personalize and identifying various aspects of personalization used 

in information system design of websites like ecommerce and social networking web portals. 

Research also throw light on how this personalization aspect impact on users satisfaction and 

their decision making of revisiting website with cognitive and hedonic influence on experience. 

Prior studies in research in website design has also provided valuable insights into different 

dimensions of personalization impact on user experience e.g., information personalization or 

interface design and visualization. But there is limited research in personalized website design 



 
 

 

Ph.D. Synopsis, Darshana Desai, Enroll. No: 129990992004, GTU.   

in previous literature, its implementation and roles of personalization aspects on users’ 

satisfaction and experience. To address this gap, from the previous research in environmental 

psychology and technology acceptance model (TAM) this research develops an integrated 

research model of environmental stimuli of information, presentation and navigation 

personalization and the internal decision making process which leads to the intention to 

continue to use the website; (ii) empirically test the integrated model with ecommerce and 

social networking website users; (iii) suggest a personalization model to enhance the 

psychological factors affecting satisfaction and inspiring the intention to continue to use a 

website. In particular, we have investigated the roles of information personalization, 

presentation personalization, and navigation personalization on enhancing the cognitive and 

affective determinants of the intention to continue to use a website. This study provides a 

theoretical contributions to the field of IS, as well as other reference disciplines, e.g. 

environmental psychology. 

 

4.2 Practical Contribution 
 

The findings from the present research have important implications for IS system 

Designers, and developers. It is worthwhile for information system designers to identify which 

personalization features are useful to users and attract users with leveraging business. It also 

helps in redesign of existing website personalization features and catering user's dynamic needs 

with personalization features enhancement. It provides a valid and reliable measure of 

personalization dimensions at the level of conceptual design.  This research identifies three 

major design aspects i.e., Information, Presentation and Navigation Personalization used in 

web portals of ecommerce like amazon.in, flipkart, eBay.in and social networking websites like 

google+, msn.in, my Yahoo!. The present research proposes a  framework for effective design 

of personalized website in information system development. The proposed framework is tested 

with data of the users of two categories of website: ecommerce and social networking portals. 

It also identifies motivating factors for satisfaction and intention to revisit websites with 

perceived ease of use, perceived usefulness, enjoyment and control. 

The dimensions detailed in this research are directly related to the conceptual design 

process, so it is possible that these findings can serve as the basis of actionable guidance on 

personalization design issues. For example, presentation personalization will contribute to 

more enjoyment. Navigation personalization will relate to perceived usefulness, perceived ease 

of use, as well as control. Our results support the hypothesis that elements of personalization 

impact on users’ satisfaction and intention to revisit through enhancing positive cognitive 
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perceptions of, and hedonic reactions to a website.  This implies that by effectively managing a 

website’s level of personalization, a firm can differentiate its website from others and produce 

a compelling experience for users. 

 

5. Methodologies of Research, Results and Comparisons 

Research Methodology in this study presents the development of constructs and 

instruments designed to measure user’s perceptions developed with the use of web portals 

having personalization features. Web portals of ecommerce and social networking websites is 

chosen due to increased popularity amongst users and use of different personalization 

features. This research is descriptive research with qualitative nature of study as we 

investigate effect of personalization on users’ behavioural intentions and satisfaction. 

 

5.1 Methodology of Research: 
 

 Universe: E-commerce and social networking website users 

 Sample Unit: Internet Users doing online purchase from personalized   e –commerce & 

social networking website. 

 Sample Size (Population):  600 responses collected for each category of websites ( e-

commerce and social networking website) from the users in India. 

 Data Collection Method: Survey through Questionnaire Filling 

 Sampling Method: Non probability(Convenience)  Sampling Collected samples from with  

in India 

 Data Collection : 600 for Ecommerce website users & 600 for Social Networking website 

users 

 After Data Screening 

 547 valid responses for Ecommerce websites out of 600 

 541 valid responses for Social Networking websites out of 600 

 Data Analysis Tool & Techniques: SPSS 20.0 for Exploratory Factor Analysis, SPSS 

Amos 21.0 for Confirmatory Factor Analysis & SEM(Structural Equation Modelling) 

This research adopt a three-step method of instrument development given by Moore and 

Benbasat 1991, i.e. scale creation, scale development and scale testing  for identifying design 

aspects of personalization and measuring user's perception about web personalization via 

factor analysis in pilot tests and main study.  
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5.2 Data Analysis &Result: 

 

    5.2.1 Exploratory Factor Analysis:     

  Exploratory Factor Analysis method is dimension reduction technique which explores 

the number of factors. This method is used to identify the  factors falling under the items when 

there is no enough knowledge of the components of the factors under study.   In this study, 

EFA is needed to explore different aspects or dimensions of personalization and items of 

satisfaction.  We used maximum likelihood method of extraction and promax oblique rotation 

technique. 

KMO and Bartlett's Test (Ecommerce Website) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .926 

Bartlett's Test of Sphericity Approx. Chi-Square 12420.300 

Df 496 

Sig. 0.000 

 

Table 1.2: Factor loadings with ecommerce website 

Constructs Variables 

Factor 

1 2 3 4 5 6 7 

Cognitive Experience 

ECPEU4 .820 

      ECPEU1 .820 

      ECENJ1 .801 

      ECENJ2 .772 

      ECPU1 .661 

      ECPEU3 .594 

      ECPEU2 .555 

      ECPU3 .473 

      ECPU2 .463 

      

Presentation Personalization 

ECPP5 

 

.837 

     ECPP3 

 

.813 

     ECPP2 

 

.674 

     ECPP1 

 

.657 

     ECPP4 

 

.629 

     ECPP6 

 

.628 

     

Information Personalization 

ECIP2 

  

.813 

    ECIP3 

  

.755 

    ECIP4 

  

.717 

    ECIP6 

  

.633 

    ECIP1 

  

.631 

    ECIP5 

  

.627 

    

Intention to Revisit 

ECINT1 

   

.970 

   ECINT3 

   

.947 

   ECINT2 

   

.916 

   

Navigation Personalization 

ECNP2 

    

.838 

  ECNP1 

    

.706 

  ECNP3 

    

.674 

  ECNP4 

    

.619 
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Satisfaction 
ECSAT1 

     

.983 

 ECSAT2 

     

.914 

 
Control 

ECCON1 

      

.875 

ECCON2 

      

.502 

 Extraction Method: Maximum Likelihood. 

Rotation Method: Promax with Kaiser Normalization. 

 a. Rotation converged in 7 iterations. 
 

KMO and Bartlett's Test(Social Networking Website) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .929 

Bartlett's Test of Sphericity Approx. Chi-Square               11929.356 

df 496 

Sig. 0.000 

 

Table 1.3: Factor loadings with social networking website 

Constructs Variables 

Factor 

1 2 3 4 5 6 7 

Cognitive Experience 

SNENJ1 .818 

      SNPEU4 .796 

      SNPEU3 .794 

      SNPEU2 .742 

      SNENJ2 .698 

      SNPEU1 .594 

      SNPU1 .531 

      SNPU2 .528 

      SNPU3 .339 

      

Presentation Personalization 

SNPP4 

 

.766 

     SNPP2 

 

.763 

     SNPP3 

 

.727 

     SNPP5 

 

.721 

     SNPP6 

 

.664 

     SNPP1 

 

.659 

     

Information Personalization 

SNIP1 

  

.783 

    SNIP3 

  

.773 

    SNIP4 

  

.719 

    SNIP2 

  

.718 

    SNIP6 

  

.625 

    SNIP5 

  

.590 

    

Intention to Revisit 

SNINT2 

   

.940 

   SNINT1 

   

.933 

   SNINT3 

   

.900 

   

Navigation Personalization 

SNNP3 

    

.778 

  SNNP1 

    

.760 

  SNNP2 

    

.726 

  SNNP4 

    

.639 

  
Satisfaction 

SNSAT1 

     

.980 

 SNSAT2 

     

.945 

 
Control 

SNCON1 

      

.982 

SNCON2 

      

.902 

 Extraction Method: Maximum Likelihood. 

Rotation Method: Promax with Kaiser Normalization. 

 a. Rotation converged in 7 iteration 
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5.2.2 Confirmatory Factor Analysis (CFA): (Ecommerce & Social Networking Websites) 

Figure: Confirmatory Factor Analysis base model for ecommerce website 

The Confirmatory Factor Analysis process determines whether the hypothesized 

structure provides a good fit to the data, or in other words, that a relationship between the 

observed variables and their underlying latent, or unobserved, constructs exist (Child, 1990). 

The CFA would also provide evidence that all items are properly aligned with the correct latent 

variables within the general construct being measured. Our result of CFA for ecommerce 

website shows Minimum Discrepancy which is Chi-Square divided by degree of freedom i.e. 

CMIN/DF (1.923) which should be less than 5 so my parsimonious model is fit.  All NFI, RFI 

and TLI are nearer to 0.9 which is good. RMSEA is 0.052 which is less than 0.06 so the model 

is having good fit. CFA for social networking website shows Chi-Square divided by degree of 

freedom i.e. CMIN/DF (2.227) which should be less than 5 so my parsimonious model is fit.  

All NFI, RFI and TLI are nearer to 0.9 which is good. RMSEA is 0.041 which is less than 0.06 

so the model is having good fit.  
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  Figure: Confirmatory Factor Analysis base model for social networking website 

 

5.2.3 Structural Equation Modelling (SEM): 

 

SEM typically refers to models where causal relationships are hypothesized to exist 

between latent variables. Structural Equation Modelling of ecommerce website data. The Root 

Mean Square Error of Approximation (RMSEA) is related to the residuals in the model. 

RMSEA values range from zero to one with a smaller RMSEA value indicating better model 

fit. Good model fit is typically indicated by an RMSEA value of 0.06 or less (Hu & Bentler, 

1999). The results of the model estimation are shown in Figure below. All hypotheses are 

supported.  This indicates that personalized ecommerce website has positive effect on users 

satisfaction and intention to revisit website through positive cognitive and hedonic experience  
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Figure: SEM for personalized ecommerce website 

 

Figure: SEM for personalized social networking website 

[IP-Information Personalization             PP -Presentation Personalization     

NP-Navigation Personalization               CON-Control (Hedonic Experience) 

Cog_Exp -Cognitive Experience     SAT-Satisfaction     INT-Intention to Revisit]  

Table 1.4: Hypothesis testing result with SEM for ecommerce website 

Hypotheses Estimate S.E. C.R. P Value Hypothesis  

Testing Result 

CON<--- IP 0.05 0.034 1.466 0.143 Not Significant 

CON<--- PP 0.274 0.031 8.858 *** Significant 
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CON<--- NP 0.475 0.03 15.691 *** Significant 

COG_EXP<--- IP 0.237 0.026 8.947 *** Significant 

COG_EXP<--- PP 0.18 0.025 7.061 *** Significant 

COG_EXP<--- NP 0.225 0.028 8.02 *** Significant 

COG_EXP<--- CON 0.431 0.033 13.131 *** Significant 

SAT<--- COG_EXP 0.567 0.069 8.253 *** Significant 

SAT<--- CON 0.411 0.065 6.348 *** Significant 

INT<--- COG_EXP 0.693 0.061 11.399 *** Significant 

INT<--- CON 0.231 0.056 4.133 *** Significant 

INT<--- SAT 0.095 0.036 2.655 0.008 Significant 

 

All estimates whose P-value is less than 0.05 are indicated by *** and so they are significant 

estimates 

Table 1.5: Hypothesis testing result with SEM for social networking website 

 

Hypotheses Estimate S.E. C.R. P Value 

Hypothesis  

Testing Result 

CON<--- IP 0.268 0.05 5.328 *** Significant 

CON<--- PP 0.571 0.057 9.93 *** Significant 

CON<--- NP 0.07 0.056 1.24 0.215 Not Significant 

COG_EXP<--- IP 0.152 0.024 6.47 *** Significant 

COG_EXP<--- PP 0.28 0.029 9.809 *** Significant 

COG_EXP<--- NP 0.222 0.026 8.593 *** Significant 

COG_EXP<--- CON 0.247 0.02 12.571 *** Significant 

SAT<--- COG_EXP 0.954 0.077 12.447 *** Significant 

SAT<--- CON 0.011 0.046 0.245 0.807 Not Significant 

INT<--- COG_EXP 0.947 0.067 14.218 *** Significant 
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INT<--- CON -0.016 0.035 -0.454 0.65 Not Significant 

INT<--- SAT 0.116 0.033 3.528 *** Significant 

*** indicates p value < 0.05 

5.3 Results and Comparisons 
      

 Exploratory Factor Analysis results for both ecommerce and social networking website 

derives seven Factors information personalization, presentation personalization, navigation 

personalization, cognitive experience, hedonic experience, satisfaction and intention to revisit. 

Confirmatory Factor Analysis confirms the model with good model fit with appropriate CFI, 

NFI, RMSEA values. SEM model for both set of data from ecommerce and social networking 

websites shows relationship of information, presentation and navigation personalization with 

users’ satisfaction and intention to revisit through positive cognitive and hedonic experience.  

    SEM result of hypothesis testing result for ecommerce website and social networking 

website is shown in the table below: 

Sr. 

No. 

Hypothesis Result 

(Ecommerce website) 

Result  

(Social networking 

website) 

H1a Users’ Cognitive Experience is positively   

associated   with Information personalization. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H2a Users’ Cognitive Experience is positively    

associated with Presentation personalization. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H3a Users’ Cognitive Experience is positively 

associated with Navigation personalization. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H1b Users’ Hedonic Experience is positively 

associated with Information personalization 

Not Significant(Null 

Hypothesis Accepted) 

Significant(Null 

Hypothesis rejected) 

H2b  Users’ Hedonic Experience is positively 

associated with Presentation personalization. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H3b Users’ Hedonic Experience is positively 

associated with Navigation personalization. 

Significant(Null 

Hypothesis rejected) 

Not Significant(Null 

Hypothesis Accepted) 

H4 Users’ Cognitive Experience is positively 

associated with hedonic experience. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H5 Users’ satisfaction is positively associated with 

cognitive experience using personalized 

website 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H6 Users’ satisfaction is positively associated with 

hedonic experience (Control) using 

personalized website. 

Significant(Null 

Hypothesis rejected) 

Not Significant(Null 

Hypothesis Accepted) 

H7 Users’ intention to revisit is positively associated 

with cognitive experience using personalized 

website. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 

H8 Users’ intention to revisit website is positively 

associated with hedonic experience (Control) 

using personalized website.    

Significant(Null 

Hypothesis rejected) 

Not Significant(Null 

Hypothesis Accepted) 

H9 Users’ intention to reuse/revisit the personalized 

website is positively related to User satisfaction. 

Significant(Null 

Hypothesis rejected) 

Significant(Null 

Hypothesis rejected) 
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6. Achievements With Respect To Objectives: 
 

 This research indentifies mainly three design aspects of personalization used in 

ecommerce and social networking websites as information personalization, presentation 

personalization and navigation personalization, which was also supported with exploratory 

factor analysis results of three prominent factors out of seven factors explored. This fulfils first 

objective of research to find personalization design aspects used in websites. Exploratory 

Factor analysis results extracted seven factors information personalization, presentation 

personalization, navigation personalization, cognitive(utilitarian) experience, hedonic 

experience(control), satisfaction and intention to revisit which was confirmed with 

Confirmatory Factor Analysis.  Confirmatory Factor Analysis results support the proposed 

research model of interrelationship of personalization aspects effect on user’s cognitive and 

hedonic experience, the results of SEM   show effect of personalization on users’ cognitive and 

hedonic experience supporting second objective. The third objective is also achieved and 

shows positive effect of users’ cognitive and hedonic experience on user’s satisfaction and 

intention to revisit satisfying fourth and fifth objective of research. This research also identifies 

effect of satisfaction on user’s decision to revisit to personalized website. Thus all the 

objectives are achieved with this research with major finding of personalized website design 

aspects and stimulate user’s cognitive and hedonic experience and their effects on user’s 

satisfaction and decision to revisit personalized website.  

 

          Our findings from research can be summarized as follows: a) in the area of presentation 

personalization, evidence supports our hypotheses regarding the relationship between 

personalization and, respectively; users’ cognitive experience with perceived ease of use, 

usefulness and hedonic experience with control. A significant positive correlation was reported, 

however, between the level of presentation personalization and users cognitive experience 

defining perceived ease of use, usefulness and enjoyment in both ecommerce and social 

networking personalized websites b) for navigation personalization, the degree of 

personalization showed a significant correlation with cognitive experience (perceived ease, 

enjoyment and perceived usefulness) in ecommerce and social networking personalized 

websites and shows significant effect of personalization on  hedonic experience(control) in 

ecommerce website but shows no significant effect on users hedonic experience with social 

networking websites c) the hypotheses regarding information personalization were significantly 

supported on cognitive experience in ecommerce and social networking website and a negative 

correlation was observed between the level of personalization and hedonic experience(Control)  
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in ecommerce website but shows positive correlation with personalized social networking 

websites.  Information personalization has proved to be very effective in improving cognitive 

experience perceived usefulness, perceived ease of use and enjoyment. These cognitive beliefs 

are utilitarian-oriented and users attach more importance to efficiency and effectiveness in 

visiting both types of Web Portals. Navigation personalization does not exhibit a significant 

correlation to hedonic experience factor. In the context of the both personalized Web Portals of 

ecommerce and social networking, cognitive experience improves satisfaction in user and 

intention to revisit to website by increasing the perceived usefulness and perceived ease of use 

of the Web Portal. It is evident that the relationship between hedonic experience (control) using 

social networking websites with satisfaction and intention to revisit is not as vital as that in 

ecommerce websites.  

 

7. Conclusion: 
 

 Personalized website design is an effective strategy for web portals to satisfy users need 

and offering unique user experience. Effective personalized website design is an important 

issue to be researched to meet the expectation and dynamic need of the users.  Different design 

aspect of personalization impact differently on users’ perception, and fulfil different kinds of 

user requirements. However in previous literature, studies often focus on only one or more 

aspects of personalization, and little is researched on effectiveness of the design aspects of 

personalization. Our research has tried to fill this research gap and identified three design 

aspects: information, presentation and navigation personalization used in ecommerce and social 

networking websites. We also found correlation between these personalization aspects and 

users satisfaction and intention to revisit through cognitive and hedonic experience. This 

research has proposed a model of personalization identifying effect of personalization on 

cognitive and hedonic experience resulting satisfaction and intention to revisit personalized 

web portals of ecommerce and social networking which also supports S-O-R (Stimulus-

Organism-Response) model. 
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