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ABSTRACT

Theaimofthisstudyistoexaminethefactorsaffectingcustomersatisfactioninonlineshopping.The
conceptualmodelforthisstudywasdevelopedbasedonthepreviousresearchintheonlineshopping
context.Inthisresearch,tenhypothesesonfactorsaffectingcustomersatisfactioninonlineshopping
areoutlinedwithempiricaldatafrom337respondents.DatawascollectedthroughaGoogleform.
Theregressionresultsshowthatcustomerservice,informationquality,responsetime,transaction
capability,delivery,merchandiseattributes,security/privacy,convenientpaymentmethod,andprice
havesignificantpositiveinfluenceoncustomersatisfactioninonlineshopping.Fromamanagerial
viewpoint,thisstudyresultsprovidesupportforinvestmentdecisionsforcustomersatisfactionfrom
onlineretailersinMalaysia.
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INTROdUCTION

Customersatisfactionisoneofthemaintopicsinmarketing,psychology,andconsumerresearch.
Researchersarguethatcustomersatisfactionistheresultofacustomer’sobservationofthevalue
receivedfromtheproductorservicewhatisexpectedinbuyingdecisionandneedsassociatedwith
thebuying.AccordingtoZeithamlandBitner(2003)satisfactionevaluatebythecustomersabout
particularproductorservice,tocheckwhetherithasmettheexpectationsandneeds.Researcher
indicatedthatprofitabilityofafirmisdependingonthecustomersatisfaction(Zeithaml,2000).As
customersarethemainsourceoffirm’srevenue,thusresearchersandacademicianalwaysgiving
importanceoncustomersatisfactionresearch.

Purchasingthroughelectronicmediumisconsideredasonlineshoppingwhereeverybodycan
purchaseanytimeandanylocationthroughInternet.Therearemanytypesofonlineshopping.In
thisresearchweconsideredbusinesstoconsumer(B2C)onlineshoppingwhereconsumersbuying
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theirproductsandservicesdirectlyfromtheonlineretailers.Now-a-daysonlinebusinessportals
offersvarietiesofproducts totheconsumers.Onlineresearchersarewell informedthatannually
onlineB2Csalesvolumeincreasingataveryhighrate.AccordingtoEcommerceFoundation(2016)
globally1.4billionpeoplepurchaseproductand/orservicesatleastonethroughonline,inwhichthey
spent2,272.7billiondollarsonlinewiththeannualgrowthrateof19.9%.AnotherreporteMarketer
(2016)highlightedthatitwasexpectedtoretailonlinesales1.915trilliondollarin2016,accounting
for8.7%oftotalretailspendingworldwideandalsoexpectingby2020inAsia-Pacifictotalonline
retailsaleswillbe2.725trilliondollarswithgrowthrateof31.5%.

InMalaysiaonlineshoppingfastgainingpopularitybecauseitisofferingwideselection
ofgoods and service andconvenience shoppingenvironment.Over thepast fewyearsdue
to increasedpenetrationofmobiledevicesandaffordableInternetservices inMalaysia the
e-commercemarkethasbeengrowingsteadily.AccordingtoHKTDCResearch(2017)report,
currently one third of total Malaysian buy product and services online. Another report by
Euromonitor highlighted by HKTDC (2017) Research that online retail sales in Malaysia
increased from MYR1.0 billion in 2011 to MYR2.4 billion in 2016, in which the average
growthrateis18.5%.

DuetotherapidgrowthofonlineshoppinginMalaysiaitisemphasizestheimportanceoffocusing
customersatisfactionissuewhiledevelopingonlineretailstore.AccordingtoKimandStoel(2004)
customerwillnotreturntotheonlineoutletiftheyarenotsatisfiedwiththeirshoppingexperience
through online. Compare to thedeveloped countries online customers, Malaysian customers are
differentintermsoftrustofbuyingthroughonline.CustomersinMalaysiaareverycautiousinbuying
decisionandalsotheyareverypricesensitive.Thus,itisveryimportanttoMalaysiantoexamine
thefactorsthataffectonlineshoppingsatisfaction.

Togaincompetitiveadvantage,itisimportanttothecompaniestounderstandtheircustomers
verywell,sothattheycanservebetterandcontinuously.ResearcherlikeGarverandGagnon(2002)
showthatmarketorientationandcustomersatisfactionhavedirectrelationshipbetweencustomer
satisfactionandorganizationalperformance.Inthiscompetitiveonlinebusinessenvironment,itis
alsoimportantfortheonlineretailstorestoknowhowtosatisfytheircustomers.Thiswillultimately
assistthemtosustaintheirgrowthandmarketshare(McKenneyetal.,2002).

PROBLEM STATEMENT

Therapidgrowthofonlineretailstorescreatesneweraofcompetition.Itisimportantforthe
onlineretailerstodifferentiatethemselvesfromonetoanotherandtobecomemarketleaderthey
needpresentthemselveswelltoconsumers.Ontheotherhand,onlineconsumersclaimedthat
theyarestillunsatisfiedwiththeirbuyingexperiencesthroughonline.Themainreasonisthat
consumersareunsatisfiedbecausetheydonothaveenoughandactualinformationduringtheir
purchasingtime.Duetoaggressivecompetitioninonlineretailingcontextitiscrucialforthe
onlineretailerstoidentifythefactorsthataffectstheirsatisfactionlevelofonlineconsumers.
Thus,themainintentionofthisresearchistoexaminethefactorsthataffectingsatisfactionof
Malaysianonlineconsumers.

AccordingtoShore(1998)andSpanosetal.(2002)duetoculturaldifferencesinformation
systemresearchresultslimitthegeneralizabilityfromonecountrytoanothercountrycontext.
Otherresearchersalsoidentifiedcustomerbehaviorandsatisfactiondifferindifferentculture,
logisticsandcreditcontext(David,2007;Sharmaetal.,1995;Gentry,1982).Thisjustifiedthat
examinethefactorsofonlineshoppingcustomersatisfactioninMalaysiamaybedifferentfrom
thatofothercountries.Moreover, there isadearthof researchononlineshoppingcustomer
satisfactiononMalaysiancontext,solittleknownaboutthevariableofMalaysianonlineshopping
customershopping.
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LITERATURE REVIEw

Relevant Empirical Study
RecentlyRajesh (2018) identified factorsaffectingonlineshoppingand itscustomersatisfaction
inIndia.Usingnon-parametricdatathisstudyusedMannWhineyUtesttoanalysethedata.This
studyresultsidentifiedbothmaleandfemaleequallyacceptedgoodaftersalesservice,returnpolicy,
clarityabouttermsandconditions,timeconsumingprocessareimportantfactorsaffectingonline
customersatisfaction.

Yilan and Suyun (2016) conducted and empirical study on the factors affecting customer
satisfactionbasedonB2Conlineshopping.Thisstudyresultsrevealthatservicevalue,enterprise
image, product value and website security have significant effect on customer satisfaction in
online context. A study conducted in China on empirical factors affecting customer satisfaction
andre-purchaseintentioninonlinestore.Thisstudyresultsshowthatconvenience,price,product
information,financialrisk,returnpolicy,deliveryriskandproductriskhavesignificanteffecton
customersatisfaction(Khanetal.,2015).

Fang(2014)studiedonstudentse-satisfactioninChinaandfoundthatservicequality,quality
oflogisticsdistribution,corevalueofproducts,networkshoppingsafety,returnpolicyandonline
shoppingcoreadvantagehavepositivesignificanteffectoncustomersatisfaction,whereascustomer
expectations has negative significant effect. Another study conducted in India by Singhal and
Shekhawat(2014)oncustomersatisfactioninonlineshoppingexperienceoftourismproductsand
confirmedthateaseofwebsite,accuracyofinformation,speedandprice,easeofaccessingwebsites,
customizedproductsavailabilityandloyaltyforonlineportalshavesignificanteffectoncustomer
satisfactioninonlinecontext.

FACTORS AFFECTING CUSTOMER SATISFACTION IN ONLINE SHOPPING

Thereareanumberofpreviousempiricalresearcharerelevanttothisstudy.Theseinclude
thoseaddressingthefactorsthathavesignificantinfluenceoncustomersatisfactioninonline
shopping(Liuetal.,2008;Singhal,&Shekhawat,2015;Kaur&Wei,2013;Khanetal.,2015).
Therearefewfactorsidentifiedfromthepreviousresearchwhicharefoundtosignificant(please

Table 1. Factors influencing e-satisfaction

Independent Variable Author and Year

Convenience Szymanski,&Hise,2000;Moharreretal.,2013;Ranjbarianetal.,2012

Websitedesign Liuetal.,2008;Kaur&Wei,2013;Szymanski&Hise,2000;Heineretal.,2004

Customerservice Liuetal.,2008;Kaur&Wei,2013

Trust Dash,2012

Informationquality Liuetal.,2008;Kaur&Wei,2013

Responsetime Liuetal.,2008;Kaur&Wei,2013

Transactioncapability Kim,&Stoel,2004;Liuetal.,2008;Kaur&Wei,2013

Delivery Liuetal.,2008;Kaur&Wei,2013

Merchandiseattributes Liuetal.,2008;Kaur&Wei,2013Szymanski&Hise,2000;Heineretal.,2004;Ranjbarianetal.,2012

Security/privacy Liuetal.,2008;Kaur&Wei,2013

Price Liuetal.,2008

Productvariety Dash,2012;Szymanski&Hise,2000

Financialsecurity Szymanski&Hise,2000;Dash,2012
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referTable1). In this researchweutilize ten factors i.e.websitedesign,customerservice,
informationquality, response time, transactioncapability,delivery,merchandiseattributes,
security/privacy,convenientpaymentmethodandpriceareusedbyLiuetal.(2008)andKaur
andWei(2013).

Websitedesignisoneofthemostimportantfactorsthatcouldhelpcustomertovisitwebsite.
Liuetal.(2008)identifiedgoodwebsitedesignhassignificantinfluenceoncustomersatisfaction
inonlineshopping.Combinationeffectofcolour,websitestructure,navigationandeaseofuseare
testedbyPastrick(1997)research.KaurandWei(2013)studyalsousedwebsitedesignisoneofthe
predictorsforcustomersatisfactioninonlineshopping.ShergillandZhaobin(2005)studyfoundthat
websitedesignisoneoftheimportantpredictorsforonlineshopping.

Logisticsefficiencyandcustomerserviceareanotherimportantpredictorofcustomersatisfaction.
ChenandChang(2003)highlightedthatinInternettransactionmostcommoncomplaintsaredefective
product,refundandbillingdisputed,poorcustomerserviceandproductexchangeandreturnpolicies.
KaurandWei(2013)andLiuetal.(2008)usedcustomerserviceisoneoftheimportantpredictors
totestcustomersatisfactioninonlineshopping.

Informationquality,priceandvarietyofmerchandiseareplayingimportantroleforthecustomer
satisfactioninonlineshoppingexperience(Liuetal.,2008).AccordingtoBakos(1997)toreduce
searchcostforcustomeronlinestoreneedtoprovideproductandpricerelatedinformation.Peterson
etal.(1997)highlightedthathigherlevelofcustomersatisfactiondependsonthehigherqualityand
extensiveinformation.Priceandmerchandisevarietyareplayingimportantfordecisionmaking.
E-satisfactionwouldbepossibleifonlineretailstoreoffersvarietiesofproductandsuperiorproduct
assortment(Szymanski,&Hise,2000).

Researcherarguedthatpaymentmechanisms,privacy/security,speedofoperationandtransaction
capabilitiesaresomeoftheimportantfactorsthoseonlinecustomersatisfaction(Liuetal.,2008).
AccordingtoGrewaletal.(2004)andFriedmanetal.(2000)arguedthatconsumerpreferredsecured
andprivacyprotectedonline store than traditional shop.Grabner-Kraeuter (2002) andYianakos
(2002)alsomentionedonlinestore lost sales if the infrastructure isnotadequate,privacy isnot
protectedandsecurityisaconcernandconsumerdonottrusttheonlinestore.ResearcherlikeChen
andChang(2003)alsostatedthatonlineshoppers’tolerancepowerisverylow.DellaertandKahn
(1999)mentionedthatonaverageonlineshopperswaitforeightsecondsforsystemfeedbackbefore
bailingout.So,webdesignersshouldprovidegoodappearanceandfunctionalwebsitewithfastest
loadingtime.

RESEARCH MOdEL

Theresearchmodelforthisstudywasdevelopedbasedonthepreviousempiricalresearchdoneon
e-satisfactionindifferentcountries(refertoFigure1).Themodelexaminesthefactorsthataffect
customersatisfactioninonlineshopping.

The above schematic diagram of the research model shows the independent and dependent
variablesrelationship.Theaboveresearchmodelisthefoundationofwholeresearch.

Inthisresearchcustomersatisfactioninonlineshoppingisthedependentvariable.Tofind
outtheanswertotheproblemthedependentvariableisanalyseinthisresearch.Moreover,
theindependentvariablesinthisresearcharewebsitedesign,customerservice,information
quality,responsetime,transactionquality,delivery,merchandise,security/privacy,convenient
paymentmethodandprice.

HyPOTHESES

Aseriesofhypothesesweredevelopedbasedontheproposedmodel,areshownbelow:
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Hypothesis 1:Thereisasignificantrelationshipbetweenwebsitedesignandcustomersatisfaction
inonlineshopping.

Hypothesis 2:Thereisasignificantrelationshipbetweencustomerserviceandcustomersatisfaction
inonlineshopping.

Hypothesis 3:Informationqualitywillhavepositiveeffectoncustomersatisfactioninonlineshopping.
Hypothesis 4: Response time will have significant influence on customer satisfaction in

onlineshopping.
Hypothesis 5:Convenientpaymentmethodhassignificantpositiveinfluenceoncustomersatisfaction

inonlineshopping.
Hypothesis 6:Goodtransactioncapabilitywillhavesignificantinfluenceoncustomersatisfaction

inonlineshopping.
Hypothesis 7:Promptdeliveryofproductorserviceswillhavesignificantpositiveeffectoncustomer

satisfactioninonlineshopping.
Hypothesis 8:Widermerchandisevarietywillhaveasignificantpositive influenceoncustomer

satisfactioninonlineshopping.
Hypothesis 9:Security/privacywillhaveapositiveeffectoncustomersatisfactioninonlineshopping.
Hypothesis 10:Lowerpriceoftheproductandserviceswillhavesignificantinfluenceoncustomer

satisfactioninonlineshopping.

RESEARCH METHOdS

Primarydataforthisresearchwasgatheredthroughonlinesurvey.Questionnairewasuploadedin
googleform.Studentsfromonepublicuniversitywereaskedtorespondthequestions.Itwasclearly
mentionedtothestudentsthatanybodypurchaseonlineatleastoneproductcanbetherespondent
forthissurvey.Atotalof337wererespondedourquestionnaire.

Bivariatefrequencydistributionoftherespondentswasdonebasedonage,genderandraceand
otherquestionrelatedonlineshopping.

Figure 1. A schematic diagram of the research model
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Regressionanalysiswasusedtotesttenhypotheses.Theanalysisenabledustotesttheindividual
impactofindependentvariablesoncustomersatisfactioninonlineshopping.

Femalerespondentswerethemajority(56.97%)inthisresearch,morethan60%(62.61%)ofthe
respondent’sagebetween19and24.Malaygroupwasthehighestcontributorsofthetotalrespondents
(55.49%)andthesecondhighestgroupisrepresentedbyChineswith39.76%.

Mostoftherespondentsspent1-2hoursonInternet(29.97%),2to3hours(37.09%),3to4
hours(22.84%)andonly10.97%respondentsspentlessthan1houreveryday.Morethan40%ofthe
respondentbuyonlinefrequently(47.77%).

data Collection Instrument
Structuredclosedendedquestionnairewasusedtocollectthedata.Themeasuresofwebsitedesign
wereadaptedfromShergillandChen(2005).Customerservice,informationquality,privacy/security
wereadaptedfromAriffetal.(2013).Responsetime,transactioncapability,delivery,merchandise,
convenientpaymentandpriceweremeasuredusingscaledevelopedbyLiuetal.(2008).Inthefirst
sectionofthequestionnaireincludedquestionsregardingdemographicprofileoftherespondents.
The second section consisted of questions measuring factors that affect customer satisfaction in
onlineshoppingusing6-pointLikertscalerangingfrom1=stronglydisagreeto6=stronglyagree.
Thethirdpartofthequestionnaireincludedquestionsregardingonlineshoppinghabitssuchashow
manytimestherespondentsboughtproductthroughonline,howfrequenttheybuyandhowthey
spentinthelast6months.

Reliability
Cronbach’salphavaluesuggestedbyNunnally(1978)wasusedtotesttheinternalreliabilityofthe
items.MinimumvalueofCronbach’salphashouldbe0.7suggestedbyNunnally.TheCronbachalpha
valueforcustomersatisfactionwas0.839,websitedesignwas0.812,customerservicewas0.901,
informationqualitywas0.786,responsetimewas0.841,transactioncapabilitywas0.795,delivery
was0.817,merchandisewas0.764,security/privacywas0.883,convenientpaymentmethodwas
0.821andreasonablepricewas0.811.InthisstudytheCronbach’salphaforallconstructsweremuch
higherthan0.7,thereforetheconstructsdeemedtohaveadequatereliability.

Test for Construct Validity: Factor Analysis
Afactoranalysiswasconductedinordertodevelopfactorsthathelpinexplainingtheroleofexperience
andreferencegroupinonlinebrandtrust.AssuggestedbyHairetal.,(1995),tenfactorswereidentified
forthefactoranalysisusingtheeigenvaluecriteriathatsuggestextractingfactorswithaneigenvalue
ofgreaterthan1.0.InconductingthefactoranalysiswefollowedHairetal(1995).Thetenfactors
identifiedexplained69.07percentofthetotalvariance.Theextractionmethodusedwasprincipalaxis
factoringwithVarimaxrotation.Thismethodhasbeenwidelyacceptedasareliablemethodoffactor
analysis(see,AlexanderandColgate,2000).Inoursurvey,theKaiser-Meyer-Olkin(KMO)measure
ofsamplingadequacyscore(0.793)waswellabovetherecommended0.5level(Malhotra,1999).

Normality of data and Multi-Collinearity
This study involves a relatively large sample (377 respondents) and therefore, theCentralLimit
Theoremcouldbeappliedandhencethereisnoquestiononnormalityofthedata.Twomajormethods
wereutilizedinordertodeterminethepresenceofmulticollinearityamongindependentvariablesin
thisstudy.ThesemethodologiesinvolvedcalculationofbothaTolerancetestandVarianceInflation
Factor(VIF)(Kleinbaumetal,1988).TheresultsoftheseanalyzesarepresentedinTable3.Ascan
beseenfromthisdata,i)noneoftheTolerancelevelsis<orequalto0.1;andii)allVIFvaluesare
wellbelow10.Thus,themeasuresselectedforassessingindependentvariablesinthisstudydonot
reachlevelsindicateofmulticollinearity.TheacceptableDurbin–Watsonrangeisbetween1.5and
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2.5.InthisanalysisDurbin–Watsonvalueof1.924,whichisbetweentheacceptableranges,showthat
therewerenoautocorrelationproblemsinthedatausedinthisresearch.Thus,themeasuresselected
forassessingindependentvariablesinthisstudydonotreachlevelsindicateofmulticollinearity.

HyPOTHESES TESTING

Thestrengthoftheproposedhypotheticalrelationshipwasassessedusingtherespectivestatistical
analysessummarizedinTable4.

Hypothesis 1:Thereisasignificantrelationshipbetweenwebsitedesignandcustomersatisfaction
inonlineshopping.

The results of this study show that the relationship between website design and customer
satisfactioninonlineshoppingisnotsignificant.Themultipleregressionresultshowsthatwebsite
designhavet-value1.567;p-value=0.113.Thisevidenceprovedthat,thenullhypothesiscouldnot
berejected.Theseresultsindicatethatthosebuyingthroughonlinearenotveryseriousaboutthe
websitedesignoftheonlineretailers.

Hypothesis 2:Thereisasignificantrelationshipbetweencustomerserviceandcustomersatisfaction
inonlineshopping.

Customer service is one of the important factors that affect customer satisfaction in online
shopping.Mostoftheconsumersareconcernedaboutcustomerservice.Theresultsofthisstudyshow
thatthereisasignificantrelationshipbetweencustomerserviceandcustomersatisfactioninonline
shopping.Thisrelationshipissignificantat0.001level.Accordingly,thehypothesis2couldnotbe
rejected.Thedirectionoftheassociationispositiveinwhichitindicatesthatthemoreimprovement
ofcustomerserviceprovidedbytheonlineretailers,thehigherwillbesatisfactionofonlinebuyers.

Hypothesis 3:Informationqualitywillhavepositiveeffectoncustomersatisfactioninonlineshopping.

The third hypothesis is test in this research has found another important predictor that has
significantrelationshiponcustomersatisfactioninonlineshopping.ResearcherlikeLiuetal.(2008)
alsoconfirmedthisresearchresult.Theregressionresults(t-value=2.596;p-value=0.01)indicates
that theassociationbetween informationquality andcustomer satisfaction inonline shopping is
positiveandsignificant.

Hypothesis 4: Response time will have significant influence on customer satisfaction in
onlineshopping.

Multiple regression result shows that response time is a significant predictor of customer
satisfactioninonlineshopping(t-value=5.891;p-value=0.001),whichlendssupporttofourth
hypothesisandsimilarfindingreportedinLiuetal.(2008).Itisexpectedsincepastliteraturehas
consistentlyshownthatresponsetimehasasignificantandpositiveeffectoncustomersatisfaction
inonlineshopping(KaurandWei,2013).Thisfindingsuggeststhatwhenonlineconsumerfinds
onlineretailstoreresponsetotheirquerypromptly,theysatisfiedismorelikely.

Hypothesis 5:Convenientpaymentmethodhassignificantpositiveinfluenceoncustomersatisfaction
inonlineshopping.
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Convenientpaymentmethodisanotherimportantpredictorforcustomersatisfactioninonline
satisfaction.StudieslikeLiuetal.(2008)hasgenerallyshownthatconvenientpaymentmethodsof
anonlineretailshophaveapositiveinfluenceoncustomersatisfactioninonlineshopping.Fromthe
Table2,regressionanalysisconvenientpaymentmethodshowedsignificantinfluenceovercustomer
satisfactioninonlineshopping(t-value=4.763;p-value=0.001).Thisresearchthereforefurther
provestheearlierfindings.

Hypothesis 6:Goodtransactioncapabilitywillhavesignificantinfluenceoncustomersatisfaction
inonlineshopping.

Transactioncapabilityalsosignificantlyassociatedwithcustomersatisfactioninonlineshopping.
Positivesignshowsthatthereisapositiverelationshipbetweentransactioncapabilityandcustomer
satisfactioninonlineshopping.Previousstudiesalsofoundthattransactioncapabilityhassignificant
positiveeffectoncustomersatisfactioninonlineshopping(Kim,&Stoel,2004;Liuetal.,2008;
KaurandWei,2013).Multipleregressionanalysisshowstheresultsoftransactioncapability(t-value
=5.114;p-value=0.001),indicatingthattransactioncapabilityisanotherveryimportantpredictor
forcustomersatisfactioninonlineshopping.

Hypothesis 7:Promptdeliveryofproductorserviceswillhavesignificantpositiveeffectoncustomer
satisfactioninonlineshopping.

Multiple regression analysis shows results of (t-value = 3.856; p-value = 0.001), implying
thatthereispositiveandsignificantrelationshipbetweenpromptdeliveryofproductandcustomer
satisfactioninonlineshopping.Thisresearchfurtherprovesearlierfindingsthatshoweddelivery
ofproductandservicesashavingpositiveandsignificanteffectoncustomersatisfactioninonline
shopping(Liuetal.,2008;KaurandWei,2013).

Hypothesis 8:Widermerchandisevarietywillhaveasignificantpositive influenceoncustomer
satisfactioninonlineshopping.

Previousresearchesfindingshownthatwidermerchandisevarietyplayedavitalandsignificant
roleoncustomersatisfactioninonlineshopping(Liuetal.,2008;KaurandWei,2013;Szymanski
&Hise,2000;Heineretal.,2004;Ranjbarianetal.,2012).Theregressionresults(t-value=4.213;
p-value=0.001)ofthisstudyshownpositiveandsignificanteffectofmerchandisevarietyoncustomer
satisfactioninonlineshopping.

Hypothesis 9:Security/privacywillhaveapositiveeffectoncustomersatisfactioninonlineshopping.

Whencustomerfeelsprivacyandsecurityareprotected,theyaremorelikelytoproductfrom
onlineretailshop.StudieslikethosecarriedoutbyLiuetal.(2008),KaurandWei(2013)andDash
(2012)havegenerallyshownthatprivacyandsecurityconcernisoneofmostimportantpredictors
forsatisfactioninonlineshopping.Theresultsofthisstudyshowthatwhencustomerisnotfearabout
securityandprivacythedegreeofsatisfactionishigh.Regressionanalysisshownresultsofsecurity/
privacy(t-value=6.354;p-value=0.001)indicatingthatsecurity/privacyismostimportantfactor
affectcustomersatisfactioninonlineshopping.Allofthepreviousstudiesshowthatsecurity/privacy
positivelyassociatedwithcustomersatisfactioninonlineshopping.

Hypothesis 10:Lowerpriceoftheproductandserviceswillhavesignificantinfluenceoncustomer
satisfactioninonlineshopping.
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Table 2. Factor analysis

Determinant Factors Factor 
Loading Cronbach’s α

Website Design

Thiswebsiteprovidesin-depthinformation
Itisquickandeasytocompletetransactionatthiswebsite
Ifeelcomfortableinsurfingthissite
Thiswebsitehasagoodselection
Itiseasytousethiswebsite
Thelevelofpersonalizationatsiteisaboutright,nottoomuchortoolittle

0.723
0.745
0.763
0.721
0.733
0.758

0.812

Customer Service

ThewebsiteshowedasincereinterestinsolvingtheproblemwhenIfaceit
Inquiriesareansweredpromptly
Thecompanyiswillingandreadytorespondtocustomerneeds

0.782
0.801
0.813

0.901

Information quality

Thewebsiteprovidesaccurateinformation
Thewebsiteprovidestimelyinformation
Thewebsiteprovidesrelevantinformation
Informationprovidedwaseasytounderstand
Thewebsiteprovidesdetailsinformation

0.780
0.728
0.754
0.789
0.762

0.786

Response time

Thewebsiteloadsquickly
WhenIusethewebsitethereisverylittlewaitingtimebetweenmyactionsandthewebsite’s
response

0.756
0.725
0.719

0.841

Convenient payment

Thiswebsitehasconvenientpaymentmethod
Thiswebsitehascompletepaymentoptions
Iacceptthepaymentmethodprovidedbythewebsite

0.785
0.777
0.767

0.821

Transaction capability

Mostbusinessprocessescanbecompletedviathewebsite
Allmybusinesswiththecompanycanbecompletedviathewebsite

0.782
0.798 0.795

Delivery

Theproductisdeliveredbythetimepromisedbythecompany
Yougetwhatyouorderedfromthissite
Theitemssentbythesitearewellpackagedandperfectlysound
Iamsatisfiedwithdeliverymodeofthewebsite

0.658
0.692
0.687
0.666

0.817

Merchandise

Theproductrangeofthiswebsiteiscomplete
Theproductsofothersimilarwebsitescanbefoundatthissite
MostofthegoodsIneedcanbefoundatthissite
Therearemorechoicesforgoodsofaparticulartypeatthissite

0.595
0.652
0.673
0.671

0.764

Privacy/security

Ifeelmyprivacywasbeingprotectedbythissite
Thetransactionofthewebsitemakesmefeelsage
Thewebsiteprovidesadequatesecurityfeatures

0.725
0.812
0.816

0.883

Price

Thegeneralpricingofthewebsite’sgoodsisrelativelylow(goodspriceplusdeliveryprice)
Thiswebsitehasbiggerofferingofluckydrawanddiscountsthansimilarwebsites

0.701
0.723 0.811

Satisfaction

IfIhadtodoitoveragain,I’dmakemymostrecentonlinepurchaseatthiswebsite
Mychoicetopurchasefromthiswebsitewasawiseone
Ihavetrulyenjoyedpurchasingfromthiswebsite
Iamsatisfiedwithmymostrecentdecisiontopurchasefromthiswebsite

0.762
0.792
0.813
0.841

0.839
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Lowpriceoftheproductandservicesaretheimportantpredictoroncustomersatisfactionin
onlineshopping.Regressionanalysisshowedthatpricehaving(t-value=2.634;p-value=0.01)
indicatingthatpricehassignificantinfluencecustomersatisfactioninonlineshoppinginMalaysia.
ThisisconsistentwiththestudydonebyLiuetal.(2008).

LIMITATION ANd FUTURE dIRECTION

Itisimportanttorecognizethelimitationofthisresearch.Firstly,sincethesurveywasconducted
amongrespondentsfromgoogleform,theresultsshouldbeinterpretedwithcaution,particularlywith
respecttothegeneralizationofresearchfindingsofMalaysianconsumerasawhole.Secondly,the
samplesizeisnotbigenough.AlargersamplesizeisdesirabletogetaccurateMalaysianconsumers
perceptionregardingsatisfactionlevel.Furtherresearchisneededtofocusonalargercrosssectional
analysisinthecontextofonlineshoppingandmorediversifiedrandomsamplestoverifythefindings
ofthispresentstudy.Itisalsosuggestedtousestructuralequationmodeltotesthypothesesinfuture.

Table 3. Test of collinearity

Variable Tolerance VIF

Websitedesign .732 2.312

Customerservice .699 2.861

Informationquality .743 1.963

Responsetime .761 2.102

Convenientpayment .742 2.561

Transactioncapability .776 2.111

Delivery .725 2.873

Merchandise .801 2.914

Privacy/Security .794 2.765

Price .736 1.895

Table 4. Regression results

Variables t-Value p-Value

Websitedesign 1.567 .113

Customerservice 4.952 .000

Informationquality 2.596 .01

Responsetime 5.891 .000

Convenientpayment 4.763 .000

Transactioncapability 5.114 .000

Delivery 3.856 .000

Merchandise 4.213 .000

Privacy/Security 6.354 .000

Price 2.634 .01
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Implication

• Thefindingsofthisresearchhavebothresearchandmanagerialimplications.Customerservice
anddeliveryplaysanimportantrolefortheMalaysianonlineconsumer’ssatisfactionlevel.Due
tothecompetitioninonlinebusinessitisimportantfortheonlinesellerstokeepclosemonitoring
oncustomerservicesandontimedelivery.Delayeddeliveryandpoorcustomerserviceswill
causecustomerdissatisfaction.LackofmoderndeliverysysteminMalaysiamakecustomer
unhappy.So,itissuggestedthatonlinesellersrepresentativeshouldanswercustomerinquiries
andoncetheproblemoccurs,theyneedtosolvetheproblemimmediately;

• Completeanddetailedservicesandproductinformationisrequired.Onlinecontextcustomer
cannotseetheproductsandservicesasitisintangible.Customerhastorelyfullyononline
displays. Therefore, to satisfy customer in online context online retailers should provide
understandableandclear informationat the transaction time.At thesame timeonlineseller
shouldprovideallrequiredinformation,colour,designetc.ontheirwebsites;

• Consumer data safety and transaction security is another important concern online buyers.
Therefore, online sellers should provide support to protect individual customer data and
informationandneedtoassuretothecustomerbyimprovingtheirtechnologicalsystem.Annoying
factorssuchastakinglongertimetoplaceanorderonline,difficulttoaccesstothewebsite,
availabilityofproductandservicesonline,andmistakesinfillingordersonlineareneededto
consideronlineretailers.

CONCLUSION

Theresultsanalyseforthisresearchindicatedtherelationshipbetweenfactorsaffectingcustomer
satisfactioninonlineshopping.Morespecifically,customerservice,informationquality,response
time,transactioncapability,delivery,merchandiseattributes,security/privacy,convenientpayment
methodandpriceexhibitsignificantassociationwithcustomersatisfactioninonlineshopping.The
analyticalresultsareconsistentwithpreviousstudies.Privacy/securityhasreceivedthemostconsistent
supportasfactorsthatinfluencecustomersatisfactioninonlineshopping.Marketersneedtorealize
thatonlinemarketingenvironmentaffectsthewayconsumersviewanddeveloprelationship.Privacy/
securityissinglemostimportantpredictorinonlinebuyingenvironment.Furthermore,itwasalso
foundthat,foronlinebuyers,responsetimeisconsideredasthebestpredictorwhencomparedto
otherconstructs.

Experience buyers are different from other inexperience buyers in online shopping context.
Therefore,experiencegainedovertimehaspotentialimplicationsfortheotherbuyingbehaviormodel
andfutureresearchshouldbeconductedinthisarea.

Regardlessofsomelimitations,thisstudymakessomenotablecontributions.First,wereview
previous literature in this area and develop a conceptual framework and also find out both and
absoluteandrelativevieofthegap.Secondly,inthisresearchweanalysefactorsaffectingcustomer
satisfactioninonlineshoppingthatowesitsfoundationtoexistingresearchandextends,thusunifying
andadvancingthefieldofknowledge.
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