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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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