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ABSTRACT

This paper aims to decode the effects of online shopping values on website satisfaction.
Independent variable includes hedonic, utilitarian shopping value, website informativeness,
entertainment, effectiveness of information content while web satisfaction as opposite site. The
survey form was distributed via snowball sampling technique and a sample of 100 respondents
were participated in the month of November 2019. The data analyzed using multiple regression
analysis found that web informativeness is the most significant factor affecting website

satisfaction.
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