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ABSTRACT
	
E-commerce has transcended the traditional way of shopping into a new and more 
efficient way of purchasing. Through this approach, businesses are conducted 
through the internet in which activities such as information searching, information 
sharing, products and services purchasing are performed. There are many reasons 
why online purchasing has become one of the most preferred channels for customers 
to purchase goods or services. This study is conducted to examine crucial factors 
related to customers' satisfaction in online shopping and specifically looking at 
four factors: information quality, service quality, security/privacy and website 
design and their relationship with customers' satisfaction in online purchasing. 
320 questionnaires were distributed through purposive sampling techniques to 
students from a public university in Malaysia. The findings revealed that website 
design and information quality were the most impactful factors that influence 
customer’s online purchasing. These findings are useful for online retailers and 
marketers to understand consumers' behaviour when purchasing online, thus 
enabling them to develop more effective marketing strategies. For future research, 
this study suggests that the population of the study should be expanded and other 
types of variables should be included such as mediating and moderating variables 
to obtain more accurate and precise findings. It is also suggested that the research 
could be conducted using random samplings so that the findings can be generalised.
  
Keywords: e-commerce, customers' satisfaction, online shopping, information 
quality, service quality, security and privacy, website design.
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1. INTRODUCTION  

The number of internet users in Malaysia has significantly increased from year 
to year. In a 2018 survey conducted by the Malaysian Communication and 
Multimedia Commission, the percentage of internet users in 2017 mounted up to 
87.4%, which was 10.5% higher than in 2016 (76.9%). There were approximately 
about 28.7 million internet users in 2017, and it was an increase from 24.5 million 
in 2016. With the increasing number of internet users, the number of people who 
shopped online also increased exponentially. Gupta, Bansal and Bansal (2013) 
defined online shopping as a form of electronic device for purchasing without any 
intermediary services 
	
Online shopping allows customers to shop 24 hours a day/7days a week from 
any location where customers have the internet access. The benefits of online 
shopping have resulted in an increasing number of internet users for this purpose. 
According to Jhe (2014), this growing number of online shoppers is a sign of the 
increasing sense of comfort with the use of the internet for shopping. Customers 
felt that it is more comfortable to shop online as conventional shopping is usually 
attributed with anxious, crowded, traffic jams, limited time and parking space 
(Jarvelainen, 2007). Online shopping also has various open opportunities for the 
online businesses to grow. 
	
The e-Commerce market in Malaysia, for example, showed a positive trend, with 
gross value added contributing 6.3% to gross domestic product (GDP) in 2017. 
Furthermore, value-added for e-Commerce had increased from RM75.0 billion in 
2016 to RM85.8 billion in 2017 (MCMC 2018). Companies are extensively using 
this sales channel to compete with their competitors in the e-commerce market.  
	
In an online environment, customer satisfaction is one of the essential keys, 
leading to the increasing customers' loyalty, and long-term growth of online stores. 
Customers must be satisfied with their online shopping experience; otherwise, they 
will exit the website without buying anything (Kim & Stoel, 2004). Although there 
are numerous studies have been conducted to determine the factors of customer 
satisfaction in online shopping activities (Jun, Yang & Kim, 2004; Ballantine, 2005; 
Cappelli, Guglielmetti, Mattia, Merli & Renzi, 2011), there is still a need for a 
closer examination on customer satisfaction in specific countries such as Malaysia. 
This study outlines explicitly four key factors which are information quality, 
service quality, security/privacy and website design to understand the factors that 
will determine the satisfaction of the customers in their online purchases. The main 
objective of this study is to identify the relationship between those four factors and 
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their satisfaction in online purchase. 

2. LITERATURE REVIEW 

2.1 Customers Satisfaction 

Customer satisfaction is one of the essential factors that will determine an 
enterprise’s survival. Customer satisfaction in the marketing terms describes 
how products or services supplied by a company meet or exceed a customer’s 
expectation (S, Praveen, 2015). Studies have shown that those businesses with 
high customers’ satisfaction are likely to generate revenue up to 18 times higher 
compared to those companies with low satisfaction rates. 
According to DeLone and McLean (2003), a satisfactory purchase experience 
would appear to be one requirement that might lead to repurchasing. Nawi, Al 
Mamun and Raston (2015) further stated that customers’ satisfaction would lead 
to not only repurchase intention but also recommendation of mouth to mouth and 
loyalty in the long term.  

2.2 Information Quality
	
Gao, Zhang, Wang and Ba (2012) define information quality as how much 
information is available about the attributes of a product, how brand or company is 
useful for the customers, and what helps them evaluate such objects. Information 
plays a vital role in customers’ decision-making process, as it would guide them due 
to the absence of physical interaction with the product in the online environment 
(Ghasemaghai and Hassanein, 2013). Customers are not able to deal with a 
significant quantity of information, considering that the excess of information might 
not be processed, and a part of the information may be lost, because of the bounded 
capability of people in processing an excessive amount of data (Zheng, Zhao 
and Stylianou, 2013). Providing and presenting updated information adequately, 
appropriately, and correctly, about the products and services are found to have a 
direct effect on customer’s satisfaction and trust towards online purchasing. 

There are four dimensions of information quality according to a study conducted 
by Guo et al. (2012), namely accuracy, content, format and timeliness. These four 
dimensions of information quality will give satisfaction to customers, especially 
to those with time constraints and also to impulsive buyers (Kristiano et al., 2012). 
Thus, the higher quality information provided by the retailers, the better the 
decisions could be done by the customers in purchasing the products or services. 
According to this, the first hypothesis for this study is developed as below: 



Insight Journal Volume 7

20

H1: Information quality has a positive relationship with customers’ satisfaction 
towards online shopping.

2.3 Service Quality

Service quality is one of the vital determinants of the success of retailers. Service 
quality significantly influences customers’ satisfaction and intentions to shop 
online (Cai & Jun, 2003). According to Kotler (2004), the quality of service is 
a form of consumer assessment of the level of perceived service with the level 
of service expected value. Service quality has a direct impact on customers in 
keeping a loyal and robust relationship with the online retailers (Zeithaml, 2002). 
Online retailers fail primarily due to low-quality services, which are rendered to 
their customers. Online retailers with excellent service quality have the advantage 
of learning about their customer’s expectation, thus improving their satisfaction 
(Kristiano et al., 2012). 

H2: Service quality has a positive relationship with customers’ satisfaction towards 
online shopping.

2.4 Security and Privacy

Website security is defined as the ability of a website to safeguard any unauthorised 
use of customers’ personal information during an electronic transaction (Guo et 
al.,2012). In the online shopping world, online buyers are concerned about online 
payment security, reliability, and privacy policy of the online store (Gefen, D., 
2002). When a customer trusts the online sellers, he or she trusts the sellers’ 
capability to protect their privacy, and it is safe to complete an online transaction. 
The measure of website security, privacy and trust include the protection of private 
information, safety usage of credit card, security features, trust, and positive 
experience of online purchasing (Arif et al. 2013; Shergil & Chen 2005). Previous 
studies have shown that these factors influenced how online buyers rate quality of 
online sellers, and subsequently affect their online purchase intention (Arif et al. 
2013; Shergil & Chen 2005; Niranjanamurthy & Dharmendra, 2013). 

H3: Security and privacy has a positive relationship with customers’ satisfaction 
towards online   shopping.

2.5 Website Design

In online purchasing, when a customer is satisfied with the quality of the online 
sellers’ website, it will increase his or her involvement in online purchasing 
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(Boudhayan Ganguly et al., 2010).  Online shopping is pleasant and satisfactory to 
customers when the shopping websites are neat and more comfortable to read and 
navigate (Pastrick, 1997). Liu et al. (2008) found that a website with good design 
could lead to better customer impression, recognition and positive attitude towards 
the website and its goods. Effective website design takes account of navigation 
capability or visual appeal of the website (Cyr, 2008). Well-designed websites will 
reduce the time of information search, and avoid the possibilities of mismatch 
(Luo, Ba and Zhang, 2012). They further pointed out that an excellent website 
adds value to customers’ experience and helps the low visibility retailers on post-
purchase satisfaction which in turn, increases the customers’ satisfaction.
 
H4: Website design has a positive relationship with customers’ satisfaction towards 
online   shopping.

3. CONCEPTUAL FRAMEWORK

Figure 1: Conceptual Framework (Adapted from Liu, 2008)

4. METHODOLOGY 

This study utilised the quantitative research method. Correlational research design 
was used in order to establish the presence of relationship among variables. This 
research was conducted in the field study with a non-contrived setting and minimal 
researchers’ interference.  Data were collected through a questionnaire survey. The 
questionnaire’s questions used to measure the constructs were adapted from Liu 
et al., (2008). The researchers used the Likert-type scale to examine how strong 
the respondents agree and disagree with the statement in the questionnaires. 320 
questionnaires were distributed through purposive sampling to 320 postgraduate 
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students in a public university in Melaka.  The respondents were asked whether 
they have experience in online purchasing before they were given the questionnaire, 
and only those who have experience in online purchasing at least once were chosen 
as the respondents of this study. 

5. RESEARCH FINDINGS 

5.1 Respondent Profile  

Table 1 displayed the results of the demographic profile of the respondents. 
Majority of the respondents of this study were female (75.6%). Majority of them 
aged between 21-23 years old (60.6%) and had made at least one online purchase 
(53.1%) in a month. They preferred to make purchases through commercial online 
websites such as Lazada (53.1) also other online websites.  

Table 1: Respondent Profiles

5.2 Correlation Analysis 

The findings indicated that the quality of information in an online website is strongly 
associated with customers’ satisfaction (r = 0.578**, p = 0.01) suggested that if the 
customer is satisfied with the content provided through the online website, they 
would somehow be satisfied with their online purchasing. Another factor which 
is the quality of services of an online website was also strongly associated with 
customer satisfaction (r = 0.559**, p = 0.01) suggested that if the customers are 
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Info Quality Service 
Quality

Security/
privacy

Website
 design

Customers 
Satisfaction

P e a r s o n 
Correlation

0.578** 0.559* 0.489** 0.648**

S i g . 
(2-tailed)

.000 .000 .000 .000

N 320 320 320 320
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satisfied with the quality of services provided through online websites, the higher 
their satisfaction will be in online purchasing . Security and privacy of an online 
website was also strongly associated with customers’ satisfaction (r = 0.489**, p = 
0.01).  The findings suggested that the trust of customers towards security in online 
shopping websites will make them feel satisfied with their online purchasing. 
Website design also showed strong association with customers’ satisfaction (r = 
0.648**, p = 0.01) suggested that if the customers are satisfied with the design of 
the websites, they will probably feel satisfied with their online purchasing. 

Table 2: Correlation Analysis

5.3 Multiple Regression 

Multiple regression analysis was conducted to analyse further on the most 
significant factors that contributed to customers’ satisfaction in online purchasing. 
According to table 3, all the independent variables (information quality, service 
quality, security/privacy and website design) together explained about 49% of the 
variance (R Square) in customers’ satisfaction, as indicated by F-Value of 78.426 
in the ANOVA table. From the result of standardised coefficients (Beta), only two 
out of the four attributes were the significant contributors (p=<0.05) to customers’ 
satisfaction which were the website design and quality. Website design was the 
major contributor to the customers’ satisfaction which was about 42.6% and 
followed by information quality 25.4%. Thus, h1 and h4 were accepted.
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Table 3: Multiple Regression

6. DISCUSSION AND CONCLUSION 

Based on the results of this study, only two out of the four variables were 
significantly correlated with customers’ satisfaction in online shopping, that is 
Information Quality and Website Design (p=<0.05). Website design was identified 
as the highest factor or the major contributor to customers’ satisfaction in online 
shopping (42.6 %). A study done by Sanchez et al. (2006) found that the accuracy of 
the information was a vital component in delivering information in online business. 
Thus, it is crucial that an online shopping website has complete information the 
customers need for their purchase decision-making. A study conducted by Hassan 
and Nik (2010) had similar findings in which online shopping activity and website 
features were positively correlated. If a website is designed with high quality 
features, it can help the customers for successful transactions, thus attract the 
customers to revisit the website (Li and Zhang, 2002). 
Another factor which is the information quality of the website contributed about 
25.4% to the satisfaction of customers in online purchasing. Online shoppers 
mostly depend on the information on the website to complete their purchase 
decision because customers can only evaluate products or services based on the 
website’s presented information (Kim and Nieh, 2009).

7. RESEARCH LIMITATIONS AND SUGGESTIONS FOR FUTURE 
RESEARCH

This  research  was conducted only at a public university in a state of Malaysia; 
therefore, it is difficult to be precise about the actual factors that lead to customers’ 
satisfaction in online shopping. The study is expected to come out with follow 

Variables Beta t. Sig.

Info Quality 0.254 4.392 0.000

Service Quality 0.87 1.411 0.159

Security/Privacy 0.56 1.025 0.306

Website Design 0.426 8.015 0.000

R-Square 0.499 (49.9%)

F – Value 78.426

Sig 0.000
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up studies to expand the range of the sample; thus, the findings will be more 
representative. Since the study is conducted through convenience sampling, we 
look forward to adopting random sampling in the future so that the selected sample 
would be unbiased and generalisable. This topic of the study is still current where 
online shopping is said to offer many opportunities to not only the customers but 
also enterprises. It is hoped that it will continually expand and explore in other 
dimensions and contexts such as behavioural context that could also be tested on a 
broader range of constructs.  
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