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ABSTRACT 

 

In this modern age, e-commerce had become a culture and a purchase behavior in our daily 

life. However, the customers will feel unsatisfied when the service provider can’t serve 

them appropriate. Thus, the current study was conducted to explain to determine the factor 

which will affect the youth customer satisfaction on E-Commerce Malaysia, the 

relationship between the youth customer satisfaction and E-Commerce Malaysia and the 

extent of the impact of the youth customer satisfaction toward E-Commerce Malaysia. 

Quantitative methods have been applied this research for data collection purpose. Data 

were collected on the five-point Likert scale through questionnaire survey from the youth 

residences Malaysia in Malacca. The data was gathered from 384 respondents located in 

Malacca, Malaysia. Statistical Packages for Social Sciences (S.P.S.S) version 21 had been 

used as a analyze tools to analyze the data. The reliability of the instrument was ensured 

by Cronbach’s Alpha test. In addition, Pearson Correlation and multiple regression tests 

had been applied to measure the nature and size of the association between variables and 

research hypotheses. 

Keyword: e-commerce, customer satisfaction, youth  
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ABSTRAK 

Pada zaman moden ini, e-dagang telah menjadi budaya dan tingkah laku pembelian dalam 

kehidupan seharian kita. Walau bagaimanapun, pelanggan akan berasa tidak berpuas hati 

apabila pembekal perkhidmatan tidak dapat memberikan perkhidmatan yang sewajarnya 

kepada mereka. Oleh itu, kajian semasa dijalankan untuk menjelaskan untuk menentukan 

faktor yang akan mempengaruhi kepuasan pelanggan belia terhadap E-Dagang Malaysia, 

hubungan antara kepuasan pelanggan belia dan E-Dagang Malaysia dan sejauh mana kesan 

kepuasan pelanggan belia terhadap E-Dagang Malaysia. Kaedah kuantitatif telah 

diaplikasikan penyelidikan ini untuk tujuan pengumpulan data. Data dikumpul pada skala 

Likert lima mata melalui tinjauan soal selidik dari kediaman belia Malaysia di Melaka. 

Data dikumpul daripada 384 responden yang berada di Melaka, Malaysia. Statistical 

Packages for Social Sciences (S.P.S.S) versi 21 telah digunakan sebagai alat analisis untuk 

menganalisis data. Kebolehpercayaan instrumen telah dipastikan oleh ujian Alpha 

Cronbach. Di samping itu, Korelasi Pearson dan ujian regresi berganda telah digunakan 

untuk mengukur sifat dan saiz perkaitan antara pembolehubah dan hipotesis penyelidikan. 
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CHAPTER 1 

 

INTRODUCTION 

 

1.1 Background of the Research 

In the 21st century, the internet was popular and it had become a culture in 

our daily life. With the access of internet, everyone can search for the information 

anytime and anywhere using the device such as smartphone, tablet, and computer 

(N. Bahari, 2021). Normally, people use the internet by searching for the product 

information, educational purposes, comparison of price and quality, and fund 

transfer (Javadi et al., 2012). Department of Statistics Malaysia (2021) stated the 

usage of internet in 2020 had achieve about 89.6%. It was strong evidence shows 

that internet had been used by all the age groups from youth to adults. 

 According to EX-Youth and Sports Minister Syed Saddiq Syed Abdul 

Rahman, there is a change about Youth Societies and Youth Development Act 

(Amendment) 2019 (Act 668) which is “Youth” had been defined as the person 

between 15-30 years old (Arfa Yunus, 2019). In this age period, they will be easily 

affected by the things surrounding them such as people and environment (P. S. Ngo, 

2021).  The buying behavior of youth in Malaysia had been changed since the arise 

of internet. Usually, youth surf the internet for educational purposes, work, and 

social media(N. Bahari, 2021).  

Customer satisfaction is a positive net perceived service value from 

suppliers (Oliver,2000). Customer satisfaction with online shopping can motivate 

consumers to shop online and revisit the store. In order to retain existing consumers 

and attract potential consumers and stand out in the e-commerce market, there is a 

tendency to maintain a certain level of satisfaction (Karim,2013).  

 E-commerce, it was a new purchase behavior for Malaysians. E-commerce 

is defined as customers visiting web stores with the access of internet and purchase 

http://journal.umk.edu.my/index.php/jeb/article/view/418/296
https://d1wqtxts1xzle7.cloudfront.net/50409172/10.1.1.655.7217-with-cover-page-v2.pdf?Expires=1649683843&Signature=H9aD0B7ZbrqB~ZcHH9WRdtKAbK9ZL~-As77AJuC0SFZSnCXc0kvbmTlOvdTunaLDJdIDFrlxFRbnGdpV4ofBwDv34xgcVWgZm9bm96BrY-ec8D662h2UqPUxEBzj~XfMwFwzpjzPypprShXNLNyFVprt3PM8Me83v86AG9oBBfK5Y8fP-YYlz8srOY8IhRxL6Dgwjs3o-yuVa2xmMkiMVD0qKTBgbVCFR2JdVLVsP9pJOXS2hCAenAgvz0Oi-OSg8E1-gsqZVsT1NAPvHSvOE2Lmr6T7ujbB3mTE38BwoYY31hAYAlOtHR2s6YHkUj01UfmGujviDykQo1FZGnp0tg__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://acrobat.adobe.com/link/track?uri=urn:aaid:scds:US:bfd99527-0022-3bcc-b40e-3cab62d6cfa8
https://www.nst.com.my/news/nation/2019/07/501288/youth-now-defined-those-between-15-and-30
https://acrobat.adobe.com/link/track?uri=urn:aaid:scds:US:d6c56999-14fb-3e7a-b903-d554c3d30ea3
https://acrobat.adobe.com/link/track?uri=urn:aaid:scds:US:d6c56999-14fb-3e7a-b903-d554c3d30ea3
http://journal.umk.edu.my/index.php/jeb/article/view/418/296
https://books.google.com.my/books?hl=en&lr=&id=lTY5DQAAQBAJ&oi=fnd&pg=PA247&dq=Customer+satisfaction+with+service&ots=V-RtraGRUU&sig=yaTy1AIXCg9bDRooyi1KVby4Cic#v=onepage&q&f=false
https://www.researchgate.net/publication/272827967_Customer_Satisfaction_in_Online_Shopping_a_study_into_the_reasons_for_motivations_and_inhibitions
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the products or services from a seller immediately through the internet (Vipin 

Jain,2021). With the advent of e-commerce, we can purchase goods easily by 

tapping our fingertip on the device. According to Simon Kemp (2022), there are 

66.6 percent of Malaysians purchase goods or services online weekly. Department 

of Statistics Malaysia (2021) found out the income of e-commerce in Malaysia are 

showing an upping trend and increase about 42.42 percent from RM 195.9 billion 

in Quarter 1 2020 to RM279 Billion in Quarter 3 2021. The report of Department 

of Statistics Malaysia had proofed the influence of e-commerce are not only created 

a new purchase behavior for citizen Malaysia but it also became an important sector 

towards Malaysia’s economy. 

 According to (S, Praveen, 2015), online shopping is kind of similar as the 

customers purchase the products or services at a physical store and it called business 

to consumer (B2C). Other than that, a business purchases the products or services 

from another business, the process is called business to business (B2B). Higher 

levels of education and personal income are often associated with more favourable 

opinions about online shopping. Exposure to technology increases the  possibility 

that consumers will develop favorable attitudes about new commerce channels. 

Many people prefer to shop online since it is convenient. 

 

1.2 Problem Statement 

Nowadays, the cases about E-commerce fraud have been getting serious and it 

shows upping trend for the E-commerce fraud cases since 2018. Kah Boon.L(2021)  finds 

out security is an important content to achieve customer satisfaction. The essential elements 

of customers purchasing goods or services online are safety of trade and the protection of 

personal information. The trust and satisfaction of customers will be destroyed by hackers 

who can create fake content and cause the customer to trust and purchase the products. 

E-Commerce Consumers Survey 2018 stated that more than half of online shoppers 

which is 53.4 percent out of 2400 respondents are care about the online shopping fraud. 

There are the threats concerned by the respondents which are cards fraudulent, trust 

concern, fake online retailers, bank details thef t, and identity theft. Among those threats, 

https://www.researchgate.net/publication/351775073_An_Overview_of_Electronic_Commerce_e-Commerce
https://www.researchgate.net/publication/351775073_An_Overview_of_Electronic_Commerce_e-Commerce
https://datareportal.com/reports/digital-2022-malaysia
https://www.mida.gov.my/mida-news/unlocking-malaysias-growth-through-e-commerce/
https://www.mida.gov.my/mida-news/unlocking-malaysias-growth-through-e-commerce/
https://www.researchgate.net/publication/331872625_Consumer_satisfaction_in_online_shopping
https://journals.researchsynergypress.com/index.php/ijebce/article/view/602
https://www.mcmc.gov.my/skmmgovmy/media/general/pdf/ecs-2018.pdf
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the first 3 concern areas by the respondents were cards fraudulent, trust concerns, and fake 

online retailers. In addition, 25 percent of the respondents did not perform online 

transactions due to their concerns about security and privacy.  

Majlis Keselamatan Malaysia (MKN) had listed the Cybercrime Statistics by 

offenses from Royal Malaysia Police the second higher cybercrime was e-commerce fraud. 

The number of e-commerce fraud cases in 2018 was 3,325 and it had increased to 3,520 

cases in 2019. According to this government article, lack of awareness may be a main 

factor for most of the victims in fraud cases. Malaysia also facing a lack of workforce to 

ensure cyber security. It was a critical reason the e-commerce fraud case increased and 

security was important to e-commerce.  

Inspector-General of Police Datuk Seri Acryl Sani Abdullah Sani said that the 

online shopping fraud cases in 2019 was 3,520 cases and it had increased to 5,846 cases in 

2020. For the first 10 months in 2021, the reported cases had risen to 8,162 cases. Acryl 

Sani was worried about the rise of online shopping fraud cases because the number of cases 

hasn’t included other related scams such as parcel and love scams. He also said the current 

number of online shopping fraud cases may not be accurate because some of the consumers 

may not report it due to a small amount of losses (Kalbana Perimbanayagam, 2021). Bukit 

Aman Commercial Crime Investigation Department (CCID) assistant director 

(telecommunications criminal investigation) Supt Rozeni Ismail from Kementerian 

Komunikasi dan Multimedia Malaysia (KKMM) said some of the victims never heard or 

knew the information about the fraud case. There are 1,500 suspicious websites have been 

blocked by the Malaysian Communications and Multimedia Commission (MCMC) until 

10 March 2021. 

 

1.3 Research Questions 

Based on the explanation about the background of the study and problem statement, the 

present research aims to answer three (3) questions linked to the relationship between factor 

affect youth customer satisfaction towards e-commerce Malaysia. 

1. What are the factors will affect the youth customer satisfaction in e-Commerce Malaysia? 

2. Do the youth customer satisfaction have a positive effect to e-Commerce Malaysia? 

https://asset.mkn.gov.my/web/wp-content/uploads/sites/3/2019/08/MalaysiaCyberSecurityStrategy2020-2024Compressed.pdf
https://www.nst.com.my/news/nation/2021/11/743575/malaysians-lost-rm58-mil-online-shopping-scammers-year#:~:text=KUALA%20LUMPUR%3A%20Malaysians%20have%20lost,in%202019%20to%20such%20scams.
https://www.kkmm.gov.my/en/public/news/21562-bukit-aman-over-90-000-online-fraud-cases-from-2017-2021-involving-rm3-3b-losses
https://www.kkmm.gov.my/en/public/news/21562-bukit-aman-over-90-000-online-fraud-cases-from-2017-2021-involving-rm3-3b-losses
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3. To what extent do the youth customer satisfaction impact E-commerce Malaysia? 

 

1.4 Research Objectives 

In guiding the intent and direction of this study, the following research objectives 

are formulated: 

1. To determine the factor which will affect the youth customer satisfaction on E-

Commerce Malaysia. 

2.  To analyze the relationship between the youth customer satisfaction and E-Commerce 

Malaysia. 

3. To examine the extent of the impact of the youth customer satisfaction toward E-

Commerce Malaysia. 

 

  

1.5 Significant of the Study 

Since the appearance of e-commerce had become popular in Malaysia, there is a lot of e-

commerce websites launched in Malaysia such as Shopee- Lazada, Mudah.my, ZALORA 

and so on. Customer satisfaction is becoming more important for every e-commerce 

website and online seller to retain existing customers or attract new customers. Therefore, 

this study aims to identify the factor affect youth customer satisfaction towards online e-

commerce Malaysia.  

By identify these factors affect youth customer satisfaction towards e-commerce 

Malaysia, this study contributes to understand better the factor influence customer 

satisfaction. Furthermore, the result can help online sellers have a better understanding 

about customer satisfaction and improve their business by having their own strategies. 
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1.6 Structure of the Thesis  

This thesis is structured into five themed chapters. 

“Chapter One has explained briefly about the definition about the keyword which have 

related to the study, factor affect youth customer satisfaction towards e-commerce 

Malaysia. This chapter also focus on the explanation about the popular of internet and 

important of e-commerce in Malaysia. In addition, this chapter presented the research 

questions and objectives in addition to presenting the aim of  the study and research 

implications.” 

“Chapter Two presents the literature review which is SERVQUAL research framework by 

PARASURAMAN. Also present own research framework by add one new variable which 

is security.” 

“Chapter 3 provides an overview of the methodology used in this study. In this chapter, it 

describes the research design and research hypotheses which is the relationships between 

independent variables and dependent variable. In addition, the procedures used to 

implement the structure in the theoretical model of the study. Finally, appropriate statistical 

methods for data analysis are explained in detail.” 

“ 

 discusses the results and discussion of this study according to the chosen statistical method. 

The discussion starts with the presentation of descriptive statistics and followed by factor 

analysis. Reliability analysis of variables is presented, then correlation and regression 

analysis and correlation results are discussed.” 

“Chapter Five presents the conclusions and implications of this study. In this chapter, it 

also discussing the contributions of the findings, along with limitations of the research. 

Finally, this study provides the suggestions for future research, and concluding remarks.”  
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CHAPTER 2 

 

LITERATURE REVIEW 

 

2.1 Introduction 

 This chapter explain the relevant of the topic in this research to meet the objectives 

of this research. In this chapter also discuss the chosen theory, which is SERVQUAL 

Model by Parasuraman, Zeithaml and Berry and the selected independent and dependent 

variables. The end of this chapter presents the research framework and hypotheses.  

 

2.2 Customer Satisfaction 

Based on Oliver (1980), customer satisfaction had been defined as a customer's 

rating towards a company by taking into consideration the needs and expectations of 

customers. Even though customer satisfaction is an important element to measure a success 

of an organization, satisfaction also important in the customer competitiveness to 

differentiate between other company. Customer satisfaction had been proofed as a key role 

to ensure a company to continue maintain own position in the marketplace especially for 

the company which are more focusing on the competitiveness of customers (Nawi, 2012). 

As a result, customer satisfaction as one of the important things should be considered for a 

company. In addition, the research of Mascarenhas (2018) said customer feel satisfied and 

it was called as customer satisfaction when a company fulfill the customer needs. So, 

customer satisfaction is a factor which will influence revenue and productivity of a 

company and it also determine the future of a company. Furthermore, Carlson and O’Cass 

(2010) stated that companies can gain more competitive advantage from the customer 

satisfaction. It means the feelings of the customers after purchase the products or serv ices 

and the customer expectation towards products or services will be defined as satisfaction. 

The customers will feel unsatisfied and tell another such as friends and families about the 

worse experience when a company didn’t achieve the customer expectation (Lang, 2011).  

http://www.sietmanagement.fr/wp-content/uploads/2017/12/Oliver.pdf
https://vuir.vu.edu.au/24439/1/Noorshella%20Che%20Nawi.pdf
https://esource.dbs.ie/bitstream/handle/10788/3658/mba_mascarenhas_j_2019.pdf?sequence=1&isAllowed=y
https://d1wqtxts1xzle7.cloudfront.net/57650450/1_Exploring_the_relationships_between_e-service_quality__satisfaction_-with-cover-page-v2.pdf?Expires=1652675202&Signature=AsycfCFJwJZyZ1JGVi9AFANd4K-oNpxqT4O2zDuM6~qw8tirSgON30tqttwkH93TmxYgU8AGviRWK4I-K6dWMot~OcL2quXaw99q0mBa5-Xz8W7-BrNYaOPi8JgTsohlqsdokxHETjRDUdYfHQxe53edsHcDzpkMAE3vBXG5JUpcWJTLvkY5UmG0DXijLi-p8-sAwlOheBrztdL-qsYK2QHSbO~rNm5yI6sBfmC0Za6GBjVoB4bgQNfaNd-hwHisZDWTM8v8LTB7a6~6qsKZLHs5jAuhf23cy7pjb~K7bHdX6pBdrP3jR73m-vvVD6wb8xhfwE~ZYQY0W2nCbb~arg__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/57650450/1_Exploring_the_relationships_between_e-service_quality__satisfaction_-with-cover-page-v2.pdf?Expires=1652675202&Signature=AsycfCFJwJZyZ1JGVi9AFANd4K-oNpxqT4O2zDuM6~qw8tirSgON30tqttwkH93TmxYgU8AGviRWK4I-K6dWMot~OcL2quXaw99q0mBa5-Xz8W7-BrNYaOPi8JgTsohlqsdokxHETjRDUdYfHQxe53edsHcDzpkMAE3vBXG5JUpcWJTLvkY5UmG0DXijLi-p8-sAwlOheBrztdL-qsYK2QHSbO~rNm5yI6sBfmC0Za6GBjVoB4bgQNfaNd-hwHisZDWTM8v8LTB7a6~6qsKZLHs5jAuhf23cy7pjb~K7bHdX6pBdrP3jR73m-vvVD6wb8xhfwE~ZYQY0W2nCbb~arg__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://www.emerald.com/insight/content/doi/10.1108/09604521111185592/full/html
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However, customer satisfaction in the marketing terms defined as how a company 

provide their products or services to achieve the customer’s needs and expectation (S, 

Praveen, 2015). Customer satisfaction is important for marketers and business owners. This 

is because customer satisfaction is an important metric to manage and improve their 

business. Without the high customer satisfaction, the profit margin will be low and hard to 

develop new products or services. In his studies, a company which have high customer 

satisfaction can generate about 18 times of revenue than a company which is low customer 

satisfaction. As a result, customer satisfaction had a huge influence towards a business 

either physical store or online business.  

Figure 2.1: Online Purchase Drivers in 2022 

 

Based on Simon Kemp (2022), the top three of online purchase driver are free 

delivery, coupons and discounts, and customer reviews. Especially free delivery is very 

attractive to online shoppers.  

According to (S, Praveen, 2015), a satisfied customer will introduce the products 

or services to their family and friends and it will increase the sales of the company. 

Unsatisfied customer will influence the growth and the profit of the company. Negative 

review from the customers has more influence on a business and it is out of expect from 

14.10%

14.60%

17.60%

18.10%

18.40%

18.60%

22.60%

31.60%

31.80%

34.20%

37.10%

39.70%

48.10%

54.50%

67.30%

"Guest" CHECK-OUT

CLICK& COLLECT

LIVE-CHAT BOX

INTEREST FREE INSTALLMENT OPTION

EXCLUSIVE CONTENT

CASH ON DELIVERY OPTION

ECO-FRIENDLY CREDENTIAL

"LIKES"VAND COMMENTS ON SOCIAL

NEXT-DAY DELIVERY

EASY RETURNS

LOYALTY POINTS

SIMPLE ONLINE CJECKOUT

CUSTOMER REVIEWS

COUPONS AND DISCOUNTS

FREE DELIVERY

ONLINE PURCHASE DRIVERS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY EACH FACTOR WOULD ENCOURAGE
THEM TO COMPLETE AN ONLINE PURCHASE

https://www.researchgate.net/publication/331872625_Consumer_satisfaction_in_online_shopping
https://www.researchgate.net/publication/331872625_Consumer_satisfaction_in_online_shopping
https://datareportal.com/reports/digital-2022-malaysia?rq=malaysia
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owner. Next is about advertisement, The company always spend a lot of money for 

advertisement. Word of mouth is a best way from the customers promote the products or 

services without any cost. The company must evaluate the customers about the needs and 

the complaint through the questionnaire survey and solve the problem immediately. 

According to Li & Zhang (2002), most of the consumers will have expectations towards 

the products, vendor, services, and quality of the website before make purchase through 

online shopping. All the expectations will influence the customer satisfaction and 

intentions of the consumers towards online shopping. 

 

2.3 Young Shopper 

 Based on the research of Mishra & Ayatham, 2017, young shoppers had been 

targeted in this study. This is because more than half of Malaysian population had 

responded positively and had a positive image towards online shopping in the previous 3 

years. Most of the Malaysians populations who had responded positively are belongs to 

youth shopper who are overwhelmed with social media website such as Facebook, 

Instagram, and WhatsApp. This age group had been influenced by the huge impact of the 

increase of buying power in Malaysia and they assume themselves can adopt the new 

technology immediately.  

In addition, most of the company believe consumers will prefer for social shopping 

compared to traditional shopping. This is because it had let the consumers feel satisfied 

and convenience especially view and purchase the products and service with a click. 

Company also believe consumers will always purchase their products if they can fulfill the 

customer satisfaction and customer loyalty (Han et al., 2018).   

According to Nazaria et al., (2020), there are a lot of young persons in Malaysia 

able to accept and adopt the new technology in industry. This is because the median age of 

Malaysians for male and female was around 25 to 26 years old. Malaysians have a 

wonderful potential to adopt e-commerce because to the influence of young people on 

social media. Many Malaysians are computer savvy and able to speak in a variety of 

https://www.researchgate.net/profile/Oly-Mishra/publication/320403410_Online_retailers_connecting_to_the_youth_segment_through_Facebook_A_study_on_the_influence_of_gender_and_personality_type/links/5cf8209d4585153c3db72ea9/Online-retailers-connecting-to-the-youth-segment-through-Facebook-A-study-on-the-influence-of-gender-and-personality-type.pdf
https://www.researchgate.net/publication/325703257_Exploring_consumer_attitudes_and_purchasing_intentions_of_cross-border_online_shopping_in_Korea
https://pdfs.semanticscholar.org/7d1f/9e4b6cfcf4657d53e88103065924dbb272f3.pdf
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languages, including Malay, English, Chinese, Tamil, and other languages, allowing them 

to easily interact with individuals from all over the world. 

Figure 2.2: Age of Online Shopper in 2018 

 

Based on ecinsider report (2019), there are 51% which means more than half of the 

online shoppers in Malaysia are the persons between the ages from 25 to 34 years old. The 

second higher quarter was 24% which is people from 18 to 24 years old. As a result, we 

can know that there is a strong purchase power around 75% from the young shoppers in 

Malaysia. Based on the research of Kim & Ammeter (2008), young people can proceed the 

website information up to five times quicker than older people because young people are 

familiar with e-commerce.  

 

2.4 E-commerce 

 There are different definition and understanding towards e-commerce, some of 

them include electronic data interchange (EDI), electronic funds transfer (EFT) and all 

credit/debit activities (Collecchia, 1999). The different definition towards e-commerce is 

because the meaning itself are comes from the understanding of researcher without rely on 

the elements of e-commerce. There are some researchers such as Turban et al., 2002 had 

defined e-commerce is a process of purchasing and selling products or services by using 

the Internet. In addition (Collecchia, 1999) state that the meaning of e-commerce can be 

different depend on three key elements which is activities or transactions, applications, and 

https://www.ecinsider.my/2019/03/malaysia-online-shopping-behaviour-infographic.html?m=1
https://www.proquest.com/openview/3a47f9d5d44252fa501969abf9efb486/1?pq-origsite=gscholar&cbl=38751
https://www.oecd.org/sti/ieconomy/2092477.pdf
https://www.researchgate.net/publication/235336961_Electronic_Commerce_A_Managerial_Perspective
https://www.oecd.org/sti/ieconomy/2092477.pdf
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communication networks. In simple words, the meaning of e-commerce must include the 

features which is cover the issues of transforming the economic activities, focusing on 

certain technologies, and not only justify the recent attention given by policymakers. 

Therefore, (Collecchia, 1999) will asked by own self which is three before making any 

definition. For example, why we want to measure, what do we want to measure and what 

can we measure.  

 Based on the research of Whiteley (2001), e-commerce had been defined as the 

provision of information and purchasing and selling products or services among business 

stakeholders by the using of Information System, Information Technology or Information 

and Communication Technologies. One of the impacts of e-commerce is internet-based 

technology that provides the widest network of information systems. Other than that, 

Doernberg et al (2001) had another understanding about e-commerce. E-commerce is a 

business activity by using a computer include online trading of products or services, 

electronic fund transfers, online trading financial instruments, electronic data exchanges  

between companies and electronic data exchanges within a company. 

 The scope of e-commerce had extended from simple web presence to sharing 

business processes connecting different organization. Nowadays, the World Wide Web 

(“www” or simply “the web”) has become a mainstream because it had moved across its 

original presence. It has caused the rapid growth of the web because of the organization 

start to sell the web-based products and services and it has required for e-commerce 

application (Gaedke and Turowski 2000). 

2.5 Customer Trust 

 With the advent of e-commerce, the concept of trust becomes complex. According 

to several previous study (Corritore et al., 2003; Grabner Krauter & Kaluscha, 2003; Mittal 

& Kamakura, 2001), the researchers believe that further study on various forms of trust in 

online environments is needed. Nevertheless, each of the field have examines trust from its 

own distinct perspective and there are literally thousands of definitions of trust such as 

from the economic field, finance field, marketing field ，  personality, and social 

psychology field. Based on several previous study Grabner Krauter & Kaluscha, 2003; 

https://www.oecd.org/sti/ieconomy/2092477.pdf
http://repo.unikadelasalle.ac.id/index.php?p=show_detail&id=1291&keywords=
https://digitalcommons.law.uga.edu/books/72/
http://www.teco.edu/~gaedke/paper/2000-netnomics.pdf
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McKnight & Chervany, 2001), trust was hard to define and become a difficult concept. 

According to the study from Ling et al (2010), e-commerce is seen to be riskier and more 

dangerous. Hence, trust is a important things in e-commerce. To put it another way, trust 

is the assurance a person has in anything coming from someone else and is based on that 

person's sense of integrity, their approaches, and their abilities (Madjid et al(2018).  

 Customer trust is commonly defined as the desire to rely on an exchange partner in 

whom one has faith in a vulnerable scenario (Moorman et al., 1992). Based on the research 

from Mayer et al (1995), online store trust has been defined as a consumer's readiness to 

depend on the seller and take action in situations when doing so puts the consumer at risk 

of being exploited by the seller. According to several studies (Doney & Canon, 1997; 

Ganesan, 1994; Ganesan & Hess, 1997; Shankar, Urban et al., 2002), There are two 

important underlying elements of online trust which are credibility which means the buyer's 

belief in the expertise of seller to do the job effectively and benevolence which means the 

buyer's belief in the seller's positive intention. 

 In addition, consumers trust in online shopping has been modelled by Lee and 

Turban (2001) using four groups of factors as antecedents: 

(1) Online merchant trustworthiness, which includes perceptions of the merchant's ability, 

integrity, and benevolence; 

(2) Online shopping medium trustworthiness, based on perceptions of the Internet 

merchant's technical competence and performance level (e.g., reliability, speed, and 

availability), as well as understanding of the Internet shopping medium;   

(3) Contextual factors such as the perceptions of effectiveness of third-party certification 

and public key security infrastructure systems; and  

(4) Other factors, such as company size and demographic variables. 

 Lastly, Shopee as a good example of e-commerce platform in Malaysia. The good 

reputation of Shopee come from the innovation to keep the consumers trusted. Other than 

that, Shopee was mainly focused on the development of mobile application. As a result, 

Shopee had provide a good shopping experience for the customers and feel satisfied and 
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trusted by their customers. Shopee had proof that customer trust is an important element to 

fulfill the customer satisfaction.  

2.6 Customer Loyalty 

 (Keller,1993) defined loyalty as repetitive purchase behavior exhibited over some 

undefined time frame driven by a good disposition toward the subject such as attitudinal 

and conduct perspectives. However, Jacoby and Chestnut (1978) argued the reliability of 

consolidated conceptualization who criticized the social part of reliability explore which is 

focusing on continue purchasing (Kim et al., 2009). Furthermore, some of shopping 

website such as Lazada, Shopee and Zalora want to encourage online social shopping by 

empower user to find and follow items they interest and share the shopping tips with friends 

and family (Yang et al., 2015). Based on the research of Pavlou (2002), better feedback 

from buyer will prompt trust. So, the customers will purchase more items and again from 

the specific website if they assume the website can be trusted. The website will protect the 

personal information of buyer from the seller with bad reputation (Tsai & Yeh, 2010). 

 According to the previous study (Baldinger & Rubinson, 1996; Gremler & Brown, 

1999; Hart & Johnson, 1999; Reichheld & Sasser, 1990; Zeithaml et al., 1996 ), loyal 

consumers remain longer, cost less to serve, generate greater profits, buy more across 

product lines, disseminate positive word-of-mouth, are less price sensitive, and are 

prepared to pay a premium to do business with their favorite merchants. As a result, 

customer loyalty has emerged as a critical determinant in a company's profitability and 

long-term success (e.g., Bowen & Shoemaker, 1998; Dowling & Uncles, 1997; Reichheld, 

1996; Reichheld et al., 2000). Customer loyalty is a good result in a long-term for a 

business if the customer has high customer satisfaction towards the products or services. 

The customers will continue to purchase the products or services again. 

  

2.7 Service Quality 

 According to the concept of service quality developed by Parasuraman et al., (1988), 

service quality mainly used in the comparison of the excellence service encounters by the 

customers. Based on the research of Bitner (1990), service quality had been defined as the 

https://edisciplinas.usp.br/pluginfile.php/3750592/mod_resource/content/1/Keller_1993_Conceptualizing_measuring_and_managing_brabd_equity.pdf
https://www.tandfonline.com/doi/abs/10.1080/00913367.1979.10717981
https://www.sciencedirect.com/science/article/abs/pii/S0969698908000647
https://www.sciencedirect.com/science/article/abs/pii/S0969698915000090
https://www.sciencedirect.com/science/article/abs/pii/S0963868702000173
https://academicjournals.org/journal/AJBM/article-full-text-pdf/F2ED53F17775.pdf
https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://www.ida.liu.se/~steho87/und/htdd01/9602205187.pdf
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view from the customers towards the service provider and the quality of the service, and it 

often will be considered as the overall impression of the company Parasuraman et al., 

(1988). Based on the several previous study, the definition of service quality had covered 

several features and one of the features from them is an attitude towards the service 

provider from the previous encounters (Bitner, 1990; Parasuraman et al., (1988)). 

 According to Groonroos, 1990, the content of “attitude” includes the quality of 

output and process. Meanwhile, other researchers had defined quality of output as what the 

customers actually received and quality of process as the method of deliver service. 

Nevertheless, the quality of output are difficult to measure because service tend to have 

more credibility and experience (Rushton and Carson, 1985). This situation had lead to the 

customers evaluated the quality of process during the delivery (Swartz and Brown, 1989). 

So, the evaluation of customers includes quality of output and quality of process. Those of 

the components have huge influence to the future expectation of service provider bu t the 

actual impact may different depend on the types of service (Bitner, 1990). Service quality 

had been briefly describing as the output and process quality of the service from the 

previous encounters. As a result, the evaluation of the customers towards the products was 

depend on the extent is tangible or intangible (Rushton and Carson, 1985). In the context 

of e-commerce, service quality has been defined as the evaluation of the customers to wards 

the web-based products or services in the virtual marketplace (Santos, 2003). 

  

2.8 SERVQUAL Theory 

 In early 1980s, Parasuraman et al., (1988) had developed the SERVQUAL. This 

theory was one of the famous theories to measure service quality in customer satisfaction. 

At the first, there are ten dimensions applied in SERVQUAL Theory (reliability, tangibles, 

competence, responsiveness, security, courtesy, communication, understanding, access 

and credibility) Yousapronpaiboon (2014).  Ten dimensions had been reduced to five used 

to measure the service quality which are tangible, reliability, responsiveness, assurance, 

and empathy (Parasuraman,1985). Crompton (1989) had discussed about the SERVQUAL 

Theory and proofed the validity and reliability of SERVQUAL Theory. Parasuraman et al 

(1991)  finds out SERVQUAL Theory is widely used in the measurement of service quality. 

https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://www.ida.liu.se/~steho87/und/htdd01/9602205187.pdf
https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://proformas.ljmu.ac.uk/7000BUSMK.pdf
https://www.emerald.com/insight/content/doi/10.1108/EUM0000000004748/full/html
https://link.springer.com/article/10.1007/BF02723377
https://www.ida.liu.se/~steho87/und/htdd01/9602205187.pdf
https://www.emerald.com/insight/content/doi/10.1108/EUM0000000004748/full/html
https://www.emerald.com/insight/content/doi/10.1108/09604520310476490/full/pdf?title=eservice-quality-a-model-of-virtual-service-quality-dimensions
https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://pdf.sciencedirectassets.com/277811/1-s2.0-S1877042814X00108/1-s2.0-S187704281400367X/main.pdf?X-Amz-Security-Token=IQoJb3JpZ2luX2VjEOT%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEaCXVzLWVhc3QtMSJHMEUCIQDPdQRgB5KqYZfOOw7AdX5%2FjGl5fkquQYELDsV%2BJ3lSVQIgYodSAsbVx2QWhOk4MLKwYraRsvh9%2F5Nr0Fcl8xSbqrMq2wQInf%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FARAEGgwwNTkwMDM1NDY4NjUiDDc9ojnyUQG4r4I5NSqvBCn87AmFx2lLRPAckIi3SCqsrZCXL7yw8GGmfkQ0c8heBeCeQQ3NUV9gmKpmjP16eBx%2Fvz2Gw9Y22m5CO%2BkA72CZv%2BnBsEwJ5AOHARSmQEWRh5x%2BtmVGKaVn0RRfk0I5YGVYiBHdPeCJWIgEjky946F06A0lOxKJv%2Fq26IAkmtVNyrgSstkBKPHtR7llBeVSQGopsx7xR%2Bnb77Y92TYwGD7SgpINu1aTb0TirxWG6bOqbaSYoycrX%2FDtCUxocUEhjF%2BA00HR%2FHebRocsswEtiWtMiDO1XJixj9eUcyxqHCLVrJRP0VrdgyzamQlB%2BZ6qfzjSBDsPcAyTWAX%2B02B%2B2U97sZAOH2H006ve7Cn%2BjMU9kznRArnjdorN8z5UA%2FSasCN2mwKSvixybyO909tiaJUmCMo4Y6PBTJjrf8amWi4N%2Fn5WVRPL1pqmglPXib3AfXiaftBXtv5Lw8CGAFStIwx0kvno6k9iO2BVxzzHWoF3bOHEKo0CaRPrmXJ4axgipWciwKIga4rhhTiPT27M3ucx8E15TZkRl%2F%2Ft7GM70I4o9f4D8Trdm%2FGXWzAzRHpajmnz2eThb8NIBvxKI5lfPIr3u1xxaa6Xh7QNZ5I5mian71IYd%2FZFZNOh1q6j%2FSCFZjiu7371wJksR4lGd21R%2BB%2FsApjgqWZAco8G4jaeAEISGjeiq1RBYrPtiUwe2e8M6R7YR4AS9cPJcUJMaRoMM043ZrQiOOOSQDDT2G5k1VIw09WdkwY6qQHQ%2F9%2BvaAyIHUZrR0BK9om1kcFDF4tVrwZRt4XZRdmEyD1MTqzmI9U4DyyPME2wnn%2FtpiIRTua3xYMBeiMAcnH6%2BtJNmpbXlcUokcwG9MMSRDO1%2F1stxnRZFTvZxrLEe2xEzBctbDQkhWz%2BofDvnf%2FisC6Zky1xyNh%2BWBbuoemq9TnANL62YRYwFHOvRTWGs%2B8CmqTuijdPdP2ypXivvlhM09zeSqMzgfrV&X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Date=20220426T045135Z&X-Amz-SignedHeaders=host&X-Amz-Expires=300&X-Amz-Credential=ASIAQ3PHCVTYYAQCIT5E%2F20220426%2Fus-east-1%2Fs3%2Faws4_request&X-Amz-Signature=4d94439bd2ab09a31e2ae7780621ccc76361b47e565905c67489e02161119988&hash=154974c433dec7ec1881330f1cdbed7be097bf2b857abaaa21581a1f5bb8c7b5&host=68042c943591013ac2b2430a89b270f6af2c76d8dfd086a07176afe7c76c2c61&pii=S187704281400367X&tid=spdf-6404288d-f5b7-44f1-9de3-1669532d0fc0&sid=628e9f0d9e8ae9409d4b7bf3732179c22fecgxrqb&type=client&ua=4d5652040756525e530250&rr=701cb4402d476ba2
https://d1wqtxts1xzle7.cloudfront.net/34316883/SERVQUAL1985-with-cover-page-v2.pdf?Expires=1650952575&Signature=YoSZATaNYUP~ATT4ooiJX6vZ9eoMs0Ckk3F63kfSeYIDcAubLnPZDBY5WATL7OXvK2IOxYfFHjF6j4MsikKvBogz17w2VBf8iKzN8lETJft2vWXLG18LgS7rq0kRSosI0ayXJyj5g4iYGaEMkTSXAi3qk6M~qfDZ6ZmRJ~TrMxQnzWhIpTC9UDpdOstu~4VmQOhjzMNTLuX0iunK3gqL8OvLW8EDBRjY8u2jgPx~ovnhafdbgUzKwF0rUSBwUIRxjMqNc4LIRgSPS4Pew8ng3rl~YEvZihWcP5M28-ocGAxVHbDw6MXrRp1gJ~gjJsZtZ-dyI-ixRfASpD9UY1foFw__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://rpts.tamu.edu/wp-content/uploads/2020/09/Users-Perceptions-of-the-Relative-Importance-of-Service-Quality-Dimensions-in-Selected-Public-Recreation-Programs.pdf
https://www.researchgate.net/profile/Valarie-Zeithaml-2/publication/225084143_Understanding_Customer_Expectations_of_Service/links/02e7e53cd16b876407000000/Understanding-Customer-Expectations-of-Service.pdf
https://www.researchgate.net/profile/Valarie-Zeithaml-2/publication/225084143_Understanding_Customer_Expectations_of_Service/links/02e7e53cd16b876407000000/Understanding-Customer-Expectations-of-Service.pdf
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Devaraj et al. (2002) stated that SERVQUAL Theory also used in the measurement of 

service quality in e-commerce. There are some of the related studies have applied the 

SERVQUAL Model and used for the measurement in their study such as web-based service 

(Kuo, 2003), internet retail (Barnes, 2001), and electronic banking (Zhu et al., 2002).  

Nevertheless, web-based services differ from traditional brick-and-mortar customer 

service, which has become a challenge to measure the service quality of web-based services 

(Li et al, 2002). Parasuraman and Grewal (2000) had gave the suggestion there is the need 

to study "whether the definition and relative importance of SERVQUAL dimensions 

change when customers interact with technology rather than service personnel". 

 

2.8.1 Reliability 

Reliability means the capacity of a service provider to fulfill the promised services 

honestly and consistently (Blery et al.,2009). Customers desire dependable services they 

can trust on (Khan et al., 2014). In addition, reliability is a measurement of the company 

in the terms of performance and dependable (Choy et al., 2013). Based on the research of 

Hennayake (2017), reliability had been understand as the ability of a company provide their 

service as promised. For example, problem solving, pricing and after sell service. The 

previous study shows that reliability has positive influence towards customer satisfaction 

(Mahfooz, 2014; George & Kumar, 2014; Das et al., 2010; Jamal & Anastasiadou, 2009). 

For example, the customer satisfaction will increase when a company can keep the promise 

of customers (Mahfooz, 2014; Yuen & Chan, 2010).  

H1: Reliability have positive relationship between customer satisfaction. 

H0: Reliability don’t have positive relationship between customer satisfaction.  

 

2.8.2 Responsiveness 

 In the research of Gulc (2017), responsiveness defined as the capacity to respond 

quickly and provide feedback when consumers have an issue with the organization. 

Responsiveness as an important factor in service quality by identifies the responsiveness 

https://pubsonline.informs.org/doi/abs/10.1287/isre.13.3.316.77
https://www.tandfonline.com/doi/abs/10.1080/1478336032000047237a
https://www.researchgate.net/profile/Stuart-Barnes-3/publication/230791848_An_evaluation_of_cyber-bookshops_The_WebQual_method/links/610832211e95fe241aa59e87/An-evaluation-of-cyber-bookshops-The-WebQual-method.pdf
https://www.emerald.com/insight/content/doi/10.1108/09564230210421164/full/html
https://i-share-ctu.primo.exlibrisgroup.com/discovery/openurl?institution=01CARLI_CTU&vid=01CARLI_CTU:CARLI_CTU&volume=13&date=2002&aulast=Li&issue=5&issn=0954-4127&spage=685&id=doi:10.1080%2F0954412022000002072&auinit=YN&title=Total%20quality%20management.&atitle=Measuring%20web-based%20service%20quality&sid=google
http://www.isihome.ir/freearticle/ISIHome.ir-26011.pdf
https://link.springer.com/content/pdf/10.1057/jt.2008.26.pdf
https://www.econstor.eu/bitstream/10419/188141/1/pjcss180.pdf
https://ink.library.smu.edu.sg/cgi/viewcontent.cgi?article=3039&context=sis_research
https://www.researchgate.net/profile/Yashodhara-Hennayake/publication/313893889_Impact_of_Service_Quality_on_Customer_Satisfaction_of_Public_Sector_Commercial_Banks_A_Study_on_Rural_Economic_Context/links/593689ef45851553b60f8002/Impact-of-Service-Quality-on-Customer-Satisfaction-of-Public-Sector-Commercial-Banks-A-Study-on-Rural-Economic-Context.pdf
https://pdfs.semanticscholar.org/5946/c508b9618bd1858f9ab48c6bfd5d8b39ab10.pdf
https://link.springer.com/article/10.1007/s40622-014-0028-2
https://www.emerald.com/insight/content/doi/10.1108/02656711011054542/full/pdf?title=retail-service-quality-in-context-of-cis-countries
https://www.emerald.com/insight/content/doi/10.1108/03090560910935497/full/pdf?title=investigating-the-effects-of-service-quality-dimensions-and-expertise-on-loyalty
https://pdfs.semanticscholar.org/5946/c508b9618bd1858f9ab48c6bfd5d8b39ab10.pdf
https://link.springer.com/content/pdf/10.1057/dbm.2010.13.pdf
https://pdf.sciencedirectassets.com/278653/1-s2.0-S1877705817X0012X/1-s2.0-S1877705817313231/main.pdf?X-Amz-Security-Token=IQoJb3JpZ2luX2VjEP%2F%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEaCXVzLWVhc3QtMSJIMEYCIQCJBoqKe6HepSlicOpYo9FscTrsIGMxMjkc%2F4hVr6Ly4AIhANvywmX5fbBumr9Ac%2FpECpNKGjhpdFGK4lomxAhzjM0YKtsECLj%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEQBBoMMDU5MDAzNTQ2ODY1IgxZAgxbL49of%2FO1pj4qrwT2Yly11zxYOjGw6A4c8TZsKVbwTpbhlErnV4obNReadqrSmUDROPYGRy8k99wcw2L7PICT5yNdl6dLpI4qtB2CTfF7Xx63qheXBdm57QGujKvRWqIu4jDnoZp5%2BY0UO%2FkRfMbTX8FQc2UWQ3RxEuKeDX78Y780KLm5nt8PyOA6ktktNS3DxveBIV0py2ZksD8FfXTBvUZQHPv3gYFgubKIe7RgOU%2FMVkRa3JBVuoYxDXtmahau9E9MmeQPIwvxk3ke6kbBpfuaiVGw47h0K%2Bp2D9mYmShyBfAnRi4nn2D%2B46vH5Djr3urUZ%2BFqDNzp5Pb0vGNriipn%2F2p5KeciehcdC9c7ppptPdg4zbIegAkn1xO8o2O23pLMb%2BRUuIXP4oQn6Bw2KBUz0lMqKIgpU3l3CCd9vpE%2BrUK7%2Fp6EmhUCLQx3TbzNhDvAwsIkCkuDv%2FRZmqj160MnGoAsXzq9V6hUe2lOSKgyop3KOtSzI3NO%2FCP%2BIar3jYg7yjrkZPvvUf4daHJ9EeVFx4F7EE%2FGHeA2qvmQgamQ91GkKmyaUQnr04JmE07018QUOkAmAAZx7elPg1JDRhQuT%2BLsFdWhAGJw27lgpAK5hQoVgxOl5WUGRFPTOffinaUPzIGk%2FXood5CQA%2BO3iid9bBknjvtPT%2FydQE48c%2Bs%2FQJbmb5nWKw3fBC5DZjK3BbLfvAzZBRAhBOyc6FoeouD7BeDtUbnp8fkVMP7zci8D4Yr9jvcsCW3qMILPo5MGOqgBVH3AKsUX%2F59CqZZEvITmIp5u4tkL7rS1uHeBOJcdB84L1N1kVLRnM2HeWEydXWuTGKlVggJR4EnGaMlq%2BTHPK%2FyYxAArBQttP0miI487EmyiIbCDItFjQ2n%2B1HQsmyKOIx71%2F4VjTJR1UuU6%2FWNcVL2kSrl3xHHw5X5HXh1t13qlqEbHlu5Qb3qaq%2FuK52%2Bqa97Amx4URslde%2FxRVRBpajmheGJTqZEY&X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Date=20220427T073156Z&X-Amz-SignedHeaders=host&X-Amz-Expires=300&X-Amz-Credential=ASIAQ3PHCVTY3X6ML6HX%2F20220427%2Fus-east-1%2Fs3%2Faws4_request&X-Amz-Signature=4070372d72d6f50de6267ba594ca2cec5ea30b4e9712461d2b893f8629d189ac&hash=150a55374cdafd2beddc56b5dd6133dea2f639c7b6942bd466bcf33784b2ad35&host=68042c943591013ac2b2430a89b270f6af2c76d8dfd086a07176afe7c76c2c61&pii=S1877705817313231&tid=spdf-fe02bd0c-f414-4b97-b31d-3c5a737c18c0&sid=628e9f0d9e8ae9409d4b7bf3732179c22fecgxrqb&type=client&ua=4d5651520101510b560050&rr=7025dc7e7f44a059
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of staff towards the requests from customers and their willingness to fix the problem. If the 

consumers keep waiting without any reason, they will doubt about the quality of service 

and show negative perception (Millas, 2013). The one who could solve the problem and 

react immediately about the problem or issues from consumers can create and improve a 

positive perception of quality (Firdous, 2017).  Responsiveness has the effect will influence 

the customer perception. As a result, responsive is an important factor will influence the 

customer satisfaction.  

H2: Responsiveness have positive relationship between customer satisfaction. 

H0: Responsiveness don’t have positive relationship between customer satisfaction.  

 

2.8.3 Assurance 

According to (Halil Zaim et al., 2010), assurance defined as the knowledge of service 

provider and ability to proof their confidence and service can be trust to consumers. In the 

research of (Parasuraman et al., 1985), assurance had include the security and privacy 

perceived by consumers. Based on the literature from service quality, trust can be 

understand as ‘trust in the service itself’. According to Ma (2012); Madu and Madu (2002), 

an organization should ensure their employees well training and understand their own task. 

Employees should always show their kindness and patience to fulfill the customer’s needs 

such as questions from the customers and customer’s feedback. This is because the 

customers will change their choice to another company if they feel unsatisfied to the current 

company service. According to Goh, Kow, Lee, Loh and Sam (2013), a experienced 

employees will provide a fast service to their customers. This is one of the ways to shows 

their assurance to customers. The customers will feel satisfied and trust towards our 

employees if they able to show their ability and confidence to the customers. It can help 

the employees to build a relationships with the customers (Baruah, Nath, & Bora, 2015; 

Parasuraman, Zeithaml & Berry, 1988). 

According to the study of Phiri and Mcwabe (2013); Cook (2000), assurance is the most 

important element in service quality. In fact, customers will choose to deal with the 

company or person they trust or believe. Assurance have positive influence towards 

https://core.ac.uk/download/pdf/33426129.pdf
https://www.icommercecentral.com/open-access/impact-of-internet-banking-service-quality-on-customer-satisfaction.php?aid=85570
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customer satisfaction and it can be verified from several previous study which is Phan 

(2015) and Shanka (2012).  

H3: Assurance have positive relationship between customer satisfaction.  

H0: Assurance don’t have positive relationship between customer satisfaction. 

 

2.8.4 Empathy 

 According to (Blery et al., 2009), empathy refers to a service provider's capacity to 

effectively resolve these issues by comprehending the customer's concerns and demand. 

Felix (2017) had stated in his own research, empathy represented a service provider's 

willingness to treat consumers with kindness and personalized attention. Empathy includes 

physical and social aspects such as making it easy to reach consumers, communicating with 

them in suitable language, listening to their criticism, and trying to understand their  

preferences and wants. 

 In addition, (Qadri, 2015) stated that empathy also can defined as a company 

understand the customer’s needs and wants and give attention to the customers. At the same 

time, Nautiyal (2014) stated that empathy shows that a employee was kindness, helpful and 

able to understand the customer’s needs. Employees who are cares and give attention to 

the customers will let their customers feels satisfied and value. In summary, the empathy 

of a employee will help the company to retain the customers and deal with the customers.  

 According to the previous studies, empathy can be mention as one of the important 

features that will affect the customers satisfaction and customer loyalty. The customer 

satisfaction level will increase if the employees can provide good service to their customer 

(Goh, Kaw, Lee, Loh & Sam, 2013; Yavas, Bilgin, & Shemwell, 1997; Ladhari, Ladhari, 

& Morales, 2011).  

H4: Empathy have positive relationship between customer satisfaction. 

H0: Empathy don’t have positive relationship between customer satisfaction. 
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2.8.5 Tangibles 

 Tangibles defined as the things which have the appearance in physical form and it 

can be see and touch such as shape and color (Khan et al., 2014).  In the research (Blery et 

al.,2009), tangible in the terms of service quality defined as Information and 

Communications Technology (ICT) equipment, facilities and their appearance in physical 

form (ambience, lighting, air-conditioning, color of wall, shape of building); and most 

important is provide the service for the staff of the organization. Based on the research of 

Zeithaml et al., (2000), the design and usability of website are the important things as the 

tangible elements of an online store. According to Muda & Muda (2002), provide a website 

that is easy to use and understand is good start to fulfill customer satisfaction. There are 

some of the key elements will affect the usability of website which are organization, 

download speed and website’s search function (Parasuraman et al., 2005). According to 

the previous study Jeong et al., (2010), the author had apply the variable which is tangible 

in his study and it had a positive influence on customer satisfaction. As a dimensions of 

service quality, tangible was important in increase the customer satisfaction and loyalty. 

H5: Tangibles have positive relationship between customer satisfaction. 

H0: Tangibles don’t have positive relationship between customer satisfaction.  

 

2.8.6 Security 

Security defined as the capacity of website to protect and avoid the customer information 

from the being misused during an electronic transaction (Yoo & Donthu, 2001 ; 

Parasuraman et al., 2005). The first portion of security is concerned with data and 

transaction security, while the second part is concerned with user authentication (Guo et 

al., 2012). According to previous study, security is one of the important elements influence 

the customers to visit the website and make purchases (Ranganathan & Ganapathy, 2002; 

Yoo & Donthu, 2001). 

H6: Security have positive relationship between customer satisfaction. 

H0: Security don’t have positive relationship between customer satisfaction.  

https://sites.hofstra.edu/boonghee-yoo/wp-content/uploads/sites/32/2019/08/2001_QJEC_SITEQUAL.pdf
https://cdr.lib.unc.edu/downloads/g732db92d
http://www.isihome.ir/freearticle/ISIHome.ir-22032.pdf
http://www.isihome.ir/freearticle/ISIHome.ir-22032.pdf
https://reader.elsevier.com/reader/sd/pii/S0378720601001124?token=AF84CE38DCA2F7EC8824A1B52BCBCC6606D0AC612F59C6A67F10A07C3C8EB1F8230CB36457A6C8AF405C2950DFB44448&originRegion=eu-west-1&originCreation=20220601150804
https://sites.hofstra.edu/boonghee-yoo/wp-content/uploads/sites/32/2019/08/2001_QJEC_SITEQUAL.pdf
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2.9 Research Framework 

 From the constructs of the SERVQUAL model and the addition of security, a 

framework is developed as the basis for this research, as a picture showed in Figure 2.1 

The five independent variable of SERVQUAL are Reliability, Responsiveness, Assurance, 

Empathy, Tangibles, while security is an additional independent variable that is added in 

this research. 

 

Figure 2.3: Proposed Research Framework of Factor Affecting Youth Customer 

Satisfaction towards E-commerce Malaysia 

2.10 Summary 

 In this chapter, the researcher had explained the relevant of this topic such as 

customer satisfaction, young shopper, e-commerce, and customer loyalty, service quality. 

From the literature, there are five dimensions of SERVUQUAL model in addition to the 

security dimension used as the independent variables, while the customer satisfaction is the 

dependent variable. This chapter had proposed five hypotheses to achieve the research 

objectives. In the next chapter, there are several things will be discussed which are research 

design, research instruments, population, sampling, and the analysis technique utilized. 

  



 
 

19 
 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

 In this chapter, the research is aimed to identify the factor affecting youth customer 

satisfaction towards e-commerce Malaysia. This chapter also discuss the methodology that 

was chosen to use in this study. This chapter had divided into several parts which are 

research design, data collection, research instruments, population and sampling, and data 

analysis procedure.” 

 

3.2 Research design 

 In this research, descriptive study had been used to identify and describe the 

characteristics of the variables.  Based on the research of Sekaran & Bougie (2010), A 

descriptive study's purpose is to provide the researcher with a profile or to characterize 

significant characteristics of the phenomena of interest from the standpoint of an individual, 

organization, or industry, or any other viewpoint. 

 The hypothesis has been developed to understand the relationship between 

independent variables and dependent variables which are reliability, responsiveness, 

assurance, tangible, empathy, and security between customers satisfaction. About the data 

collection method, the cross-sectional method has been chosen to apply in this research. 

This is because the data collection would be conducted only once. The chosen research 

design is descriptive research, and casual research and the quantitative method had been 

applied in this research.  

 

3.3 Operationalization of constructs 

 In this research, quantitative method had been used by doing a survey to collect the 

information from the respondents. The questionnaire is an efficient method for data 

https://books.google.com.my/books?hl=en&lr=&id=ikI6EAAAQBAJ&oi=fnd&pg=PA21&dq=Sekaran,+U.,+and+Bougie,+R.,+2010.+Research+Methods+for+Business:+A+Skill+Building+Approach,+4th+ed,+New+Jersey:+John+Wiley+%26+Sons&ots=tfMUp8ABFj&sig=bW6itX_8CRqq680unIfqEsNojlg#v=onepage&q&f=false
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collection to test research theory. Questionnaires able to send to respondents in several 

ways which are administered personally, send the mail to respondents and send in digital 

copy (Sekaran and Bougie, 2010). 

 Although the questionnaire is an efficient data collection method, this method also 

has advantages and disadvantages as survey tools. There are several advantages include 

Greater guarantee of anonymity, no interview bias, and the possibility to cover a broader 

range of topics. Nevertheless, there are several drawbacks to utilizing questionnaires as 

survey instruments, such as no control over the date of response, the possibility of questions 

going unanswered, and a poor response rate (Sekaran and Bougie, 2010).  

 To get comprehensive information on Reliability, Responsiveness, Assurance, 

Empathy, Tangibles, and security in this study, the questions in the questionnaire were 

rated on a five-point Likert scale. The scale ran from 1 to 5, with 1 denoting "Strongly 

Disagree" and 5 denoting "Strongly Agree." The questionnaire was divided into three 

sections, as indicated in Table 3.3.1, Table 3.3.2 and Table 3.3.3: Section A, Section B, 

and Section C. Section A included demographic questions aimed at learning more about 

the respondents' backgrounds. Section B was the questions regarding the identification of 

factors. Section C was the questions regarding to customer satisfaction.  

3.3.1 Section A: Background of the respondents 

Demographic profile of respondents 

No. Items 

1 Gender 

2 Please indicate your age 

3 Please indicate your education level 

4 Please indicate your occupation 

 

3.3.2 Section B: SERVQUAL factors 

No. Items Sources 

Reliability 

https://books.google.com.my/books?hl=en&lr=&id=ikI6EAAAQBAJ&oi=fnd&pg=PA21&dq=Sekaran,+U.,+and+Bougie,+R.,+2010.+Research+Methods+for+Business:+A+Skill+Building+Approach,+4th+ed,+New+Jersey:+John+Wiley+%26+Sons&ots=tfMUq6FFwl&sig=A1qwshEMhfi0fwk3C8HoifgLKZw&redir_esc=y#v=onepage&q&f=false
https://books.google.com.my/books?hl=en&lr=&id=ikI6EAAAQBAJ&oi=fnd&pg=PA21&dq=Sekaran,+U.,+and+Bougie,+R.,+2010.+Research+Methods+for+Business:+A+Skill+Building+Approach,+4th+ed,+New+Jersey:+John+Wiley+%26+Sons&ots=tfMUq6FFwl&sig=A1qwshEMhfi0fwk3C8HoifgLKZw&redir_esc=y#v=onepage&q&f=false
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1 Providing services as promised.  

 

Yonghai Hou (2005) 

2 Dependability in handling customers’ service 

problems. 

3 Performing services right the first time. 

4 Providing services at the promised time. 

Responsiveness 

1 Keeping customers informed about when 

services will be performed. 

 

 

Yonghai Hou (2005) 2 Providing prompt delivery. 

3 When I have a problem, the online seller shows a 

sincere interest in solving it quickly. 

4 Readiness to respond to customers’ requests. 

Assurance 

1 The online seller has the knowledge to answer 

customer questions. 

 

 

Yonghai Hou (2005) 2 The online seller allows for ease of changing or 

canceling orders or returns. 

3 The online seller instills confidence in customers. 

4 I feel safe in transactions with the online retailer. 

Empathy 

1 The online seller gives customers individual 

attention. 

 

Yonghai Hou (2005) 

2 I feel that my personal needs have been met when 

visiting the online seller’s online shop. 

3 The online seller’s online shop provides me with 

information and products according to my 

preferences 

4 The online seller understands the needs of the 

customers. 

Tangibles 
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1 The online seller’s Web site is visually appealing  

Yonghai Hou (2005) 2 The online seller’s Web site has an appropriate 

style of design for its site type. 

3 The information of the online seller’s Web site is 

valuable to make purchase decision 

4 The information of the online seller’s Web site is 

useful for shopping needs 

Security 

1 I feel my privacy was being protected by this site.  

 
 

Syed Shah Alam (2020) 

2 The website provides adequate security features. 

3 The online shop able to stop the unauthorize 

transaction immediately.  

4 The website helps the users to avoid the scammer 

by launch out the safety tips.  

 

3.3.3 Section C: Customer Satisfaction 

Customer Satisfaction 

1 I think I did the right thing when I decided to use 

this online seller for making my purchase. 

 

 

 

Yonghai Hou (2005) 

2 My choice to use this online seller was a wise 

one. 

3 Based on all my experience with online seller, I 

feel very satisfied. 

4 Overall, I am satisfied with the decision to use the 

online seller. 

 

3.4 Population and Sampling 

 This study required a public level of analysis; hence Malacca youth residents which 

is the respondents between 15 to 30 years were chosen in this study. The researcher had 
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chosen Malacca as the state to collect data because of the researcher study at Unive rsiti 

Teknikal Malaysia Melaka. It was more convenience for the researcher collect the data 

since the researcher study and stay at Malacca. Based on the report of Department of 

Statistics Malaysia (DOSM), there are about 930,000 residences in Malacca. However, 

researcher face the challenge to get the accurate number of the Malacca youth residence. 

So, the researcher had got the latest data which is 2020 from the Department of Statistics 

Malaysia (DOSM) as an example of sample size to consider in this study. According to the 

table from  Krejcie and Morgan (1970), 382 is the sample size of Malacca youth residences 

needed for a population of 930,000.  

This study employed a convenience sampling technique, which is a sort of 

nonrandom or nonprobability sampling in which study participants meet specified criteria, 

such as proximity to the study site, ease of access, willingness to participate, or availability 

at a given time. Convenience sampling is sometimes known as accidental or haphazard 

sampling. 

3.5 Data Analysis Procedure 

The first step in the data analysis process was to determine the sample size. 

According to Roscoe (1975), "for most studies, a sample size of greater than 30 but less 

than 500 is the most optimal number."  

The model was then examined for data dependability and validity. The correlations 

of the relationships between the independent factors and the dependent variable were 

measured as part of the data analysis. It also showed the direction, intensity, and 

significance of all the variables in this study's bivariate correlations. The regression 

analysis was the final phase in the data analysis, and it determined the importance of the 

predictors of variables. 

 

3.5.1 Reliability and Validity of Research Instruments 

 When attempting to measure an assessment, it is critical that the assessment be 

devoid of bias and distortion for the assessment process to be completely reliable. 

https://www.dosm.gov.my/v1/index.php?r=column/cone&menu_id=TmlOYTJZTEJJZXg5QUZQMUxrRVFKUT09
https://www.dosm.gov.my/v1/index.php?r=column/cone&menu_id=TmlOYTJZTEJJZXg5QUZQMUxrRVFKUT09
https://journals.sagepub.com/doi/abs/10.1177/001316447003000308?journalCode=epma
https://agris.fao.org/agris-search/search.do?recordID=US201300527436
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Reliability and validity are two fundamental concepts used to describe and quantify bias 

and distortion. 

 Validity refers to the ability of a research tool to measure what it was designed to 

assess (Heale and Twycross, 2015). It's also the amount to which an instrument does what 

it's supposed to do. Because it is extremely unusual, if not impossible, for an instrument to 

be 100 percent valid, validity is usually expressed in degrees. Validation is  a procedure that 

involves gathering and evaluating data in order to determine an instrument's correctness. 

External and internal validity are considered in the overall study design. External validity 

relates to the capacity of the findings to be generalized, whereas internal validity refers to 

the design's ability to test the hypotheses. 

 Reliability, on the other hand, refers to the consistency with which an instrument 

measures what it is supposed to measure (Heale and Twycross, 2015). Test-retest, alternate 

forms, split halves, and Cronbach's Alpha are the four most used procedures for testing 

reliability, according to (Sekaran and Bougie, 2010). The most acceptable approach is 

Cronbach's Alpha, which is a fully adequate measure of internal dependability with a best 

number of larger than 0.70. The Statistical Package for the Social Sciences (SPSS) v.21.0 

was used to analyze the data. 

 

3.5.2 Factor Analysis 

 Exploratory factor analysis (EFA) was performed to assess pilot test responses. 

Field (2005) explained that EFA should be done for three reasons: (1) to gain a preliminary 

understanding of the structure of what was learned as defined by the participants. For 

example, the questions in the questionnaire are conceptually grouped; (2) assess the 

reliability of the questionnaire and obtain information on how to reduce the number of 

questions in the questionnaire. As explained, EFA is "a multivariate statistical technique 

that analyzes data from a relatively large set of variables and produces a smaller set of 

factors that are linear combinations of the original variables such that the factor set captures 

as much as possible Datasets with much information” (Parasuraman et al., 1991). 

http://mezaj.org/wp-content/uploads/2020/04/2015-Validity-and-reliability-in-quantitative-studies.pdf
http://mezaj.org/wp-content/uploads/2020/04/2015-Validity-and-reliability-in-quantitative-studies.pdf
https://books.google.com.my/books?hl=en&lr=&id=ikI6EAAAQBAJ&oi=fnd&pg=PA21&dq=Sekaran,+U.,+and+Bougie,+R.,+2010.+Research+Methods+for+Business:+A+Skill+Building+Approach,+4th+ed,+New+Jersey:+John+Wiley+%26+Sons&ots=tfMUq6FFwl&sig=A1qwshEMhfi0fwk3C8HoifgLKZw&redir_esc=y#v=onepage&q&f=false
https://www.emerald.com/insight/content/doi/10.1108/09564231111155079/full/pdf?title=crowdfunding-transforming-customers-into-investors-through-innovative-service-platforms


 
 

25 
 

 When doing the EFA, two main procedures must be followed: extraction and 

rotation. The extraction approach is used to investigate the factors that impact several 

different variables (Miller et al., 2002). According to Luck and Rubin (1987), many 

researchers utilize principal component analysis (PCA) to examine variables since it is a 

reliable and error-free procedure. 

 The loading pattern is rotated after extraction to make it simpler to understand. The 

researcher used PCA and the orthogonal model with Varimax rotation to accomplish the 

EFA in this study. The orthogonal rotation, as opposed to the oblique rotation, can provide 

more generalizability and replicability power. Furthermore, because the variables are 

unrelated, it is less challenging (Tabachnick and Fidell, 2001)." 

3.5.3 Correlation Analysis 

 According to Pearson (2009), the Pearson correlation matrix represents the 

direction, strength, and significance of bivariate relationships between all variables in a 

study measured at the interval or ratio level. In the current study, this step was used to 

determine which independent variables had a positive or negative relationship with the 

dependent variable and revealed important factors affect youth customer satisfaction 

towards e-commerce Malaysia. 

Pearson's r-correlation is the most widely used correlation statistic for measuring 

the degree of relationship between linearly correlated variables and was chosen for analysis 

of correlations between independent and dependent variables. For the purposes of this 

study, the researchers intended to measure the relationship of these factors to intention and 

used Pearson's correlation to measure the degree of the relationship between the two.  

3.5.4 Multiple Regression Analysis 

"To see if the constructs were positively significant predictors, multiple regression 

analysis was used. A typical multiple regression was used in the initial analysis, with all 

six construct inputs functioning as independent variables and customer satisfaction as the 

dependent variable. The findings were utilized to put the hypothesized causal link 

discovered in this study to the test. 

https://islandscholar.ca/islandora/object/ir%3A2720/datastream/PDF/view
https://link.springer.com/chapter/10.1007/978-3-642-00296-0_5?noAccess=true
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Multiple regression was a good choice for this study since it allows you to see how 

far an outcome variable can be predicted when all of the variables are known. When all 

predictors are known, the approach also allows you to see how far an outcome variable can 

be predicted (Vogt, 2007). 

 

3.6 Summary 

 As a result, this chapter had explained the research methodology used in this study. 

This research also applied the quantitative method to identify the factors affect youth 

customer satisfaction towards e-commerce Malaysia. In addition, this chapter also 

discussed about the operationalization of each variable applied in this study to create the 

research instruments. Other than that, this chapter also specified the target population and 

respondents which is youth residence Malacca from Malaysia. Finally, this chapter 

highlighted the analysis used in this study, which included reliability analysis, multiple 

regressions, and correlation analysis. The results of the analysis will present in the next 

chapter, which is Chapter 4. 
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CHAPTER 4 

 

RESULT AND DISCUSSION 

4.1 Introduction 

 In this chapter, the quantitative approach had been used by the researcher to 

conduct the result of the research. The range of data collection included the youth residents 

around the Malacca area. This research will explore to determine the factor which will 

affect the youth customer satisfaction on E-Commerce Malaysia, and then analyze the 

relationship between the youth customer satisfaction and E-Commerce Malaysia and 

finally examine the extent of the impact of the youth customer satisfaction toward E-

Commerce Malaysia. 

 Next, hypothesis testing, Pearson Correlation and Multiple Regression Testing 

will be used to conduct the data analysis. The data analysis is tested based on 384 

respondents at Malacca area with a questionnaire of 2 section which is Section A for 

demographic and Section B for SERVQUAL Factors such as Reliability, Responsiveness, 

Assurance, Empathy, Tangibles, Security and Customer Satisfaction.  

 After that, the researcher conducted a pilot test to test the validity of questionnaires 

survey by involving 30 respondents to ensure that there are no mistakes or errors occur in 

the questionnaires. It is necessary for the researcher to understand the potential error and 

harm in the questionnaire survey before proceeding to collect the real data. Some 

modification was made to ensure proper grammar and spelling. Cronbach’s Alpha was 

recorded during pilot test.  
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4.2 Rate of Response 

 Throughout the collection of data, an online platform which is Google Form 

Survey had been used for data collection and the data are easier to collect compared to 

face-to-face distribution. The target respondents in this research are the youth residents in 

Malacca area. According to sample and population table by Krejcie and Morgan (1970), 

the sample needed for a population of more than 800, 000 in this research was 384. At the 

end of the data collection process, the researcher managed to obtain all the data needed.  

 

4.3 Frequency Analysis 

 Frequency analysis was used to analyze the background of the respondents. The 

background of the respondents included questions on the respondents’ which is gender, 

age, education level and occupation.  

 

a) Gender 

 Table 4.3 shows the gender of the respondents. According to the results, 52.3% 

(or 200) of the respondents were female, and 47.7% (or 184) were male. 

Table 4.1: Gender Analysis 

Gender Frequency Percent 

Male 184 47.7 

Female 200 52.3 

Total 384 100.0 
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b) Age 

 Regarding the age group in the questionnaires, the respondents were categorized 

into three groups: “15 years to 20 years old”, “21 years to 25 years old” and “26 years 

to 30 years old”. According to Table 4.4, the highest number belongs to the “21 years 

to 25 years old” group which at 44.3% (or170); the second highest number of age group 

is “26 years to 30 years old” which at 34.4% or 132 respondents; the lowest number of 

age group is “15 years to 20 years old” which at 21.4% or 82 respondents.  

 

Table 4.2: Age of Respondents 

Age Frequency Percent 

15 years to 20 years old 82 21.4 

21 years to 25 years old 170 44.3 

26 years to 30 years old 132 34.4 

Total 384 100.0 
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c) Education Level 

 According to Table 4.5, it shows the results of the education level of the 

respondents. The highest number of the respondents are Bachelor’s Degree holder 

which is 22.7% (or 87) of the respondents; the second highest number of the 

respondents are STPM Holder which is 20.3% (or 78) of the respondents; the third 

highest number of the respondents are Diploma Holder which is 17.4% (or 67) of the 

respondents; the fourth highest number of the respondents are SKM Holder which is 

12% (or 46) of the respondents; the fifth highest number of the respondents are SPM 

Holder which is 11.7% (or 45) of the respondents; the sixth highest number of the 

respondents are Master Holder which is 10.9% (or 42) of the respondents; Lastly, the 

lowest number of the respondents are PHD Holder which is 4.9% (or 19) of the 

respondents.  

Table 4.3: Education Level among the Respondents 

Education Level Frequency Percent 

SPM 45 11.7 

STPM 78 20.3 

SKM 46 12 

DIPLOMA 67 17.4 

BACHELOR 87 22.7 

MASTER 42 10.9 

PHD 19 4.9 

Total 384 100.0 

 

 



 
 

31 
 

d) Occupation 

 According to Table 4.6, the highest number of the respondents are employer or 

employee which is 63.8% (or 245) of the respondents; the lowest number of the 

respondents are students which is 36.2% (or 139) of the respondents.  

Table 4.4: Occupation among the Respondents 

Occupation Frequency Percent 

Student 139 36.2 

Employer/Employee 245 63.8 

Total 384 100 
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4.4 Descriptive Analysis of Independent Variables 

 In this part, the researcher conducts descriptive statistics on each variable which 

is independent and dependent variables. Descriptive statistics may demonstrate how 

precisely the variables' dimensions are analyzed. The relationship between the mean and 

standard deviation will demonstrate how evenly distributed the data are around the mean 

value. 

 

4.4.1 Reliability  

 According to Table 4.7, it shows the result of the descriptive analysis for REAL. 

The range of mean values for all items falls from 3. 37 to 3. 66. As a result, most of the 

respondents agree with the items in the REAL. 

Table 4.5: Descriptive Analysis for Reliability 

Items Mean Std. 

Deviation 

REAL 1- Providing services as promised. 3. 66 1. 197 

REAL2- Dependability in handling customers’ service problems. 3. 62 1. 045 

REAL 3- Performing services right the first time. 3. 58 1. 230 

REAL 4- Providing services at the promised time. 3. 37 1. 266 

 

4.4.2 Responsiveness 

 Table 4.8 shows the results about the descriptive analysis for RES. The mean 

values for the items in RES range from 3. 27 to 3. 50, which shows that respondents 

mostly agreed with the statements in the items of RES.   
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Table 4.6: Descriptive Analysis for Responsiveness 

 

4.4.3 Assurance 

 Table 4.9 displays the results of the descriptive analysis for A. The result of the 

mean values of the variable range between 3. 41 to 3. 61. As a result, most of the 

respondents agree with the items in A.  

Table 4.7: Descriptive Analysis for Assurance 

Items Mean Std. 

Deviation 

A1- The online seller has the knowledge to answer customer 

questions. 

3. 61 1. 156 

A2- The online seller allows for ease of changing or canceling 

orders or returns. 

3. 45 1. 197 

A3- The online seller instills confidence in customers. 3. 41 1. 240 

A4- I feel safe in transactions with the online retailer. 3. 50 1. 231 

 

4.4.4 Empathy 

 According to Table 4.10, it shows the results of descriptive analysis for E. The 

result of the mean values of the variable range between 3. 22 to 3. 66. As a result, most of 

the respondents agree with the items in E.  

Items Mean Std. 

Deviation 

RES 1- Keeping customers informed about when services will be 

performed. 

3. 27 1. 291 

RES 2- Providing prompt delivery. 3. 33 1. 238 

RES 3- When I have a problem, the online seller shows a sincere 

interest in solving it quickly. 

3. 48 1. 203 

RES 4- Readiness to respond to customers’ requests. 3. 50 1. 211 
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Table 4.8: Descriptive Analysis for Empathy 

Items Mean Std. 

Deviation 

E1- The online seller gives customers individual attention. 3. 22 1. 278 

E2- I feel that my personal needs have been met when visiting the 

online seller’s online shop. 

3. 40 1. 183 

E3- The online seller’s online shop provides me with information 

and products according to my preferences. 

3. 66 1. 159 

E4- The online seller understands the needs of the customers. 3. 36 1. 270 

 

4.4.5 Tangibles 

 Table 4.11 shows the results of descriptive analysis for T. The range of mean 

values for all items falls from 3. 33 to 3. 65. As a result, most of the respondents agree with 

the items in T. 

 

Table 4.9: Descriptive Analysis for Tangibles 

Items Mean Std. 

Deviation 

T1- The online seller’s Web site is visually appealing. 3. 35 1. 220 

T2- The online seller’s Web site has an appropriate style of design 

for its site type. 

3. 33 1. 238 

T3- The information of the online seller’s Web site is valuable to 

make purchase decision. 

3. 65 1. 176 

T4- The information of the online seller’s Web site is useful for 

shopping needs. 

3. 60 1. 174 
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4.4.6 Security 

 According to Table 4.12, it shows the results of descriptive analysis of S. The 

mean values for the items in S range from 3. 43 to 3. 82. As a result, most of the 

respondents agree with the items in S.  

Table 4.10: Descriptive Analysis for Security 

Items Mean Std. 

Deviation 

S1- I feel my privacy was being protected by this site. 3. 43 1. 339 

S2- The website provides adequate security features. 3. 78 1. 122 

S3- The online shop able to stop the unauthorize transaction 

immediately. 

3. 82 1. 111 

S4- The website helps the users to avoid the scammer by launch 

out the safety tips. 

3. 52 1. 274 

 

4.5 Descriptive Analysis of the Dependent Variable 

 According to Table 4.13, it shows the results of descriptive analysis of CS. The 

mean values for the items in CS range from 3. 25 to 3. 89. As a result, most of the 

respondents agree with the items in CS.  

Table 4.11: Descriptive Analysis for Customer Satisfaction 

Items Mean Std. 

Deviation 

CS1- I think I did the right thing when I decided to use this online 

seller for making my purchase. 

3. 55 1. 142 

CS2- My choice to use this online seller was a wise one. 3. 25 1. 239 

CS3- Based on all my experience with online seller, I f eel very 

satisfied. 

3. 34 1. 266 

CS4- Overall, I am satisfied with the decision to use the online 

seller. 

3. 89 0. 988 
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4.6 Factor Analysis 

 According to Theodoros A. Kyriazos (2018), three main steps require conducting 

factor analysis, which is assessing the suitability of the data, factor exaction in addition to 

factor rotation, and interpretation. 

 Step 1: Sample size is the main problem that needs to be solved. There are many 

authors who voice different opinions but they agree completely with the larger and the 

better one.  

 The reason is because smaller samples will lead to a less reliable correlation 

coefficient. Other than that, there is another issue which is the strength of the 

intercorrelations of each item. Theodoros A. Kyriazos (2018) says the correlation matrix 

with results greater than 0.3 is preferable. Aside from this, there are two tools to test the 

factorability such as SPSS, including Bartlett’s test and Kaiser-Meyer-Olkin (KMO); 

KMO with an index of 0 to 1 is considered appropriate, while Bartlett’s test (p > 0.05) is a 

proper value for factor analysis Theodoros A. Kyriazos (2018). 

 Step 2: Factor exaction involves examining the least number of factors used to 

present the interrelationship among the variables Theodoros A. Kyriazos (2018). Although 

there are many approaches used for this method, the most frequency used is PCA, 

considering the number of factors is dependent on the researcher’s needs. In add ition, it is 

using a simple way to minimize the factors or use the original data to elaborate more details. 

There are three techniques used to determine the number of factors, namely Kaiser’s 

criterion (preferably eigenvalues greater than 1.0), Catell’s scree test (plotting the 

eigenvalues by finding the point where the curve changes direction and becomes horizontal, 

all factors above the elbow are considered) and Horn’s parallel analysis (comparing the 

size of eigenvalues with others obtained using similar data and size, eigenvalues that 

exceed the corresponding values are retained) Theodoros A. Kyriazos (2018). 

 Step 3: Last step is to interpret the number of factors that have been determined. 

The interpretation process would be smooth if all the items were rotated. There are two 

ways to perform the rotation, which is orthogonal (Varimax, Quartimax, Equamax) or 

oblique (Direct Oblimin and Promax). Usually, Varimax is the most used for orthogonal 

https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
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and Direct Oblimin used for oblique. This is because Varimax and Direct Oblimin able to 

minimize the number of variables with high factor loadings.  

 According to the present study, Table 4.14 shows the results of KMO and 

Bartlett’s Test by using PCA and varimax as rotation yielded. According to the rule, the 

value of KMO should be more than 0.5. Table 4.14 shows the results of KMO which is 

0.693 and fulfils the sampling adequacy requirement for factor analysis. In addition, the 

results of Bartlett’s test was found significant with p < 0.001, it proof sufficient correlation 

among the components. 

Table 4.12: Factor Analysis 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .693 

Bartlett's Test of Sphericity Approx. Chi-Square 2113.964 

df 378 

Sig. .000 
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4.7 Reliability Analysis 

 Reliability analysis had been applied and used as pilot test in this study. Pilot test 

known as pretest was conducted based on 30 questionnaires with a sample size of S = 384. 

The goal of the pilot test is to assess whether the questionnaire is accurate and collect the 

necessary data as expected. Therefore, the effectiveness of the pilot test and the reliability 

of the questionnaire will be tested. For pilot testing, the researcher uses Cronbach's Alpha 

to check internal reliability.  

Table 4.13: Reliability Statistic of Variables 

Source: SPSS Output 

 

Table 4.14: Reliability Statistic of Overall Pilot Test 

Source: SPSS Output 

Cronbach's Alpha N of Items 

0.948 28 

 

 Table 4.1 below shows Cronbach’s Alpha of all variables. The results showed all 

of Cronbach’s Alpha are more than 0.6, therefore all variables can be concluded that the 

items have relatively internal consistency. Cronbach’s Alpha for Reliability is 0.837 

measured by 4 items. The Cronbach’s Alpha for Responsiveness is 0.684 measured by 4 

items. Next, Cronbach’s Alpha for Assurance is 0.770 measured by 4 items. Cronbach’s 

Alpha for Empathy is 0.611 measured by 4 items. Then, Cronbach’s Alpha for Tangibles 

Variable Cronbach's 

Alpha 

N of items Strength of 

Association 

Independent Variables    

Reliability 0.837 4 Very Good 

Responsiveness 0.684 4 Moderate 

Assurance  0.770 4 Good 

Empathy 0.611 4 Moderate 

Tangibles 0.878 4 Very Good 

Security 0.951 4 Excellent 

Dependent Variables    

Customer Satisfaction 0.895 4 Very Good 
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is 0.878 measured by 4 items. Cronbach’s Alpha for Security is 0.951 measured by 4 items. 

Lastly, Cronbach’s Alpha for Customer Satisfaction is 0.895 measured by 4 items. As a 

result, all the items within variables are having good correlation. 

 According to table 4.2, Cronbach’s Alpha of overall variables is 0.948, which was 

excellent with 28 of the number of items. Hence, it can be concluded that the items have 

relatively internal consistency. 
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4.8 The Relationship between Independent Variables and Dependent Variable  

4.8.1 Correlation Analysis 

Table 4.15: Pearson’s correlation 

 IV1 IV2 IV3 IV4 IV5 IV6 DV1 

IV1 

Pearson Correlation 1 .200** .398** .255** .275** .207** .398** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 

N 384 384 384 384 384 384 384 

IV2 

Pearson Correlation .200** 1 .104** .306** .203** .259** .247** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 384 384 384 384 384 384 384 

IV3 

Pearson Correlation .398** .104* 1 .147** .372** .237** .311** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 

N 384 384 384 384 384 384 384 

IV4 

Pearson Correlation .255** .306** .147** 1 .004 .336** .320** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 384 384 384 384 384 384 384 

IV5 

Pearson Correlation .275** .203** .372** .004 1 .038 .290** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 384 384 384 384 384 384 384 

 Pearson Correlation .207** .259** .237** .336** .038 1 .186** 

IV6 Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

 N 384 384 384 384 384 384 384 

 Pearson Correlation .398** .247** .311** .320** .290** .186** 1 

DV1 Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

 N 384 384 384 384 384 384 384 

 

 According to Theodoros A. Kyriazos (2018), correlation analysis is a tool to 

describe the strength and route of a linear relationship between two variables, which are 

the dependent and independent variables. In this research, correlation analysis explored the 

https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
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relationship of each independent variable, which were REAL, RES, A, E, T, S, and the 

dependent variable, which was customer satisfaction. According to Theodoros A. Kyriazos 

(2018), the only possible values for correlation coefficients are -1 and +1. 

 A predicted positive or negative correlation between two variables is indicated by 

the sign in front. If is a positive sign, it means that if one variable rises, the other variable 

will rise as well. A negative sign, on the other hand, suggests that if one variable rises, it 

may result in the other variable falling. According to Cohen (1988), the strength of the 

relationship had been differentiated by 3 main category which is small when r = 0.10 to 

0.29, medium when r = 0.30 to 0.49 and high when r = 0.50 to1.0. 

 According to the results, the correlation between all independent variables and 

dependent variable were positive. The strength of the relationship between variables had 

showed small and medium correlation where r values ranged from 0.10 to 0.29 considered 

as small and 0.30 to 0.49 considered as medium. In addition, there are 3 variables 

considered as small which is Responsiveness, Tangibles and Security. Another 3 variables 

are considered as medium which is Reliability, Assurance and Empathy. Reliability had 

the highest positive correlation with the customer satisfaction at 0.398, while the lowest 

went to IV6 which is security at 0.186.  

  

https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://www.scirp.org/pdf/PSYCH_2018082315132922.pdf
https://d1wqtxts1xzle7.cloudfront.net/30207449/cohen__1988_%28statistical_power__273-406%29-libre.pdf?1390880580=&response-content-disposition=inline%3B+filename%3DStatistical_power_analysis_for_the_behav.pdf&Expires=1671260572&Signature=Rfl9xYh56uZG-iTgONV9eRllPVR-p1eVLJIfbDHRSJVXcmi~UevJipRlS1d7KDfEkkPLuLBo5dKsLeD-Z7FbLoyT9yGWwUrhK8pJ9am4E~6KuuqnitMZbHWtVbgF8Iki34X9bO9d2kPVxC4aCAm~xKYSK5a1MJCqh1NZbtSFmdociEG6iUr7SG6MnCEpIB22sj4nH7MgbdilQKpeEDMaWoSYcwlJDx3Fa4TzoKRX2oXCkpjSFFQmtkO3t50pIfrKpzX0bfvLkiUs677LqVOZ-hShTiPm4e2lAUWcB4T6K0RnK3vBWSWbqwYxDsushZA7GkZC2YKc6-g7SS9ObyaIcQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA


 
 

42 
 

4.8.2 Multiple Linear Regression Analysis 

 R² indicates the percentage of independent variables that can be explained by the 

dependent variables. From the model summary in Table 4.16, the R² of 0.268 indicates that 

26.8% of the variation in the performance can be explained by the six independent variables 

in this study which is reliability, responsiveness, assurance, empathy, tangibles, and 

security. In addition, it can be explained that 100% - 26.8% = 73.2% is caused by other 

factors affecting customer satisfaction.  

Table 4.16: Model Summary 

 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .518a .268 .256 .61830 

a. Predictors: (Constant), IV6, IV5, IV2, IV1, IV4, IV3 

b. Dependent Variable: DV1 

 

 According to Table 4.17, it shows the result of ANOVA. The results show that F-

test value is 22. 989 with a significant level of 0.000. A p-value is smaller than 0.05 (p < 

0.05), a significant relationship was presented between of reliability, responsiveness, 

assurance, empathy, tangibles and security. It has been determined with enough evidence 

that at least one of the independent variables can predict the dependent variable. This 

indicated that a model fit exists when the p-value is equal to 0.000. 
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Table 4.17: ANOVA Results 

 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 52.731 6 8.789 22.989 .000b 

Residual 144.127 377 .382   

Total 196.859 383    

a. Dependent Variable: DV1 

b. Predictors: (Constant), IV6, IV5, IV2, IV1, IV4, IV3 

  

 Next, as displayed in Table 4.18, the results of the coefficient analysis of the 

independent variables and the dependent variable. There are six independent variables 

including reliability, responsiveness, assurance, empathy, tangibles, and security. Each of 

the independent variables provides a contribution which is used to determine the extent of 

the impact of the youth customer satisfaction toward E-Commerce Malaysia. First, the 

strongest predictor is Empathy, 𝛽 = 0.211. This because the unstandardized beta, 𝛽 of 

Cause Proximity has the highest influence of positive relationship with the extent of the 

impact of the youth customer satisfaction toward E-Commerce Malaysia.  

 The second strongest predictor is Reliability, 𝛽 =0. 201. This is because the 

unstandardized beta, 𝛽 of length or frequency of support is the second highest positive 

value compared to other independent variables. It also has the second highest influence of 

positive relationship with the extent of the impact of the youth customer satisf action toward 

E-Commerce Malaysia.  
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 Then, the third strongest predictor is Tangibles, 𝛽 =0. 158. This is because the 

unstandardized beta, 𝛽 of length or frequency of support is the third highest positive value. 

It has the third highest influence of positive relationship with the extent of the impact of 

the youth customer satisfaction toward E-Commerce Malaysia. 

 The fourth strongest predictor is Assurance, 𝛽 =0. 108. This is because the 

unstandardized beta, 𝛽 of length or frequency of support is the fourth highest positive value. 

It has the fourth highest influence of positive relationship with the extent of the impact of 

the youth customer satisfaction toward E-Commerce Malaysia. 

 Followed by fifth strongest predictor is Responsiveness, 𝛽 =0. 084. This is because 

the unstandardized beta, 𝛽 of length or frequency of support is the fifth highest positive 

value. It has the fifth highest influence of positive relationship with the extent of the impact 

of the youth customer satisfaction toward E-Commerce Malaysia. 

 The lowest predictor is Security, 𝛽 =0. 009. This is because the unstandardized 

beta, 𝛽 of length or frequency of support is the lowest highest positive value compared to 

other variables. It has the lowest influence of positive relationship with the extent of the 

impact of the youth customer satisfaction toward E-Commerce Malaysia. 
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Table 4.18: Coefficient Analysis of Variables 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .824 .248  3.320 .001 

Reliability .201 .043 .233 4.651 .000 

Responsive

ness 

.084 .047 .087 1.803 .072 

Assurance .108 .049 .114 2.218 .027 

Empathy .211 .049 .213 4.329 .000 

Tangibles .158 .047 .165 3.346 .001 

Security .009 .043 .011 .216 .829 

a. Dependent Variable: DV1 

 

4.8.3 Summary of Hypotheses Testing 

 The researcher had tested all hypotheses, and it was found that all variables from 

H1 to H5 were accepted. As a result, it means that reliability, responsiveness, assurance, 

empathy, tangibles and security have a positive effect on youth customer satisfaction on 

e-commerce Malaysia by according to Table 4.19. 
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Table 4.19: Hypotheses Result 

Hypotheses Accepted Not 

Accepted 

H1: Tangibles have positive relationship between customer 

satisfaction. 

 
√  
 

 

H2: Reliability have positive relationship between customer 

satisfaction. 

  
√  
 

 

H3: Responsiveness have positive relationship between 

customer satisfaction. 

   
√  
 

H4: Assurance have positive relationship between customer 

satisfaction. 

  
√  
 

 

H5: Empathy have positive relationship between customer 

satisfaction. 

  
√  
 

 

H6: Security have positive relationship between customer 

satisfaction. 

   
√  
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4.9 Discussion of Findings 

 In this part, the researcher doing the discussion as mentioned in Chapter 1, which 

is determine the factor which will affect the youth customer satisfaction on E-Commerce 

Malaysia. 

H1: Tangibles have positive relationship between customer satisfaction. 

 The result shows that tangibles has positive relationship between customer 

satisfaction by reviewed on previous studies (Hamawandy, 2021), (K. Ravichandran, 2010), 

Jeong et al., (2010). However, there is a weak positive result shows in the previous study 

(Gajeswka, 2019). This is because tangibles more focus on the appearance of a thing in 

physical form such as shape and colour, but online shopping only can see and cannot feel 

it by touch. Although the results show tangibles have positive relationship between 

customer satisfaction, the previous study proof that some of the customers prefer to touch 

and feel the product in physical form. As a result, customers will more focus on the service 

and product quality provide by the seller. Also, the appearance of the website and online 

shop will be the key to fulfil the customer satisfaction.  

 

H2: Reliability have positive relationship between customer satisfaction. 

 According to the previous studies, reliability has positive relationship between 

customer satisfaction (Sarita, 2019), (Samar, 2007), (Lee, 2005). The study from 

(Gajeswka, 2019) also shows that reliability is one of the dimension has high influence to 

the customer satisfaction. In addition, this study had mentioned the level of customer 

satisfaction was analysed as one of the main factors of e-commerce success. Based on the 

research from (Lee, 2005) had given some suggestions for online seller to improve the 

dimensions of reliability. For example, providing to up to date, provide the service on time, 

provide the service as promise. There is other suggestion from the study (Samar I. Swaid, 

2007), the researcher had gave the suggestions for online seller to concentrate on 

developing a logistics support to ensure the efficient and accurate of delivery. In addition, 

the researcher also suggested the online seller to provide flexible receive method for the 

products such as self-collect for the customers who are stay nearby. 

https://www.researchgate.net/publication/349396165_The_Relationship_between_Service_Quality_Dimensions_and_Customer_Satisfaction_towards_Hypermarket_in_Malaysia
https://www.researchgate.net/publication/42385751_Influence_of_service_quality_on_customer_satisfaction_application_of_SERVQUAL_model
https://www.emerald.com/insight/content/doi/10.1108/15982681011075952/full/pdf?casa_token=I9m4v1GPi58AAAAA:jLMvHDWFLr6qRS_d_VdK70rt7dy9vyuXxTBTFjRORlHgvapbuLm6Y741PJXnwEJ2P0zJ8p-qUNjuH3Rp_hN8IqVwOVoBQcmQANOSqiw2pgcoDrvOKPU
https://repozytorium.biblos.pk.edu.pl/redo/resources/43213/file/resourceFiles/IJPPM-01-2019-0018_proof-1.pdf
https://www.ijicc.net/images/Vol6Iss4/6414_Ibrahim_2019_TD_R.pdf
https://www.researchgate.net/publication/228867485_Key_dimensions_of_e-commerce_service_quality_and_its_relationships_to_satisfaction_and_loyalty
https://www.researchgate.net/publication/233580738_Consumer_perceptions_of_e-Service_quality_in_online_shopping
https://repozytorium.biblos.pk.edu.pl/redo/resources/43213/file/resourceFiles/IJPPM-01-2019-0018_proof-1.pdf
https://www.researchgate.net/publication/233580738_Consumer_perceptions_of_e-Service_quality_in_online_shopping
https://www.researchgate.net/publication/228867485_Key_dimensions_of_e-commerce_service_quality_and_its_relationships_to_satisfaction_and_loyalty
https://www.researchgate.net/publication/228867485_Key_dimensions_of_e-commerce_service_quality_and_its_relationships_to_satisfaction_and_loyalty
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H0: Responsiveness don’t have relationship between customer satisfaction.  

 According to previous studies, responsiveness has positive relationship  between 

customer satisfaction (Gulc, 2017), (Firdous, 2017). However, the study of researcher 

shows responsiveness don’t have relationship between customer satisfaction because the 

significant level more than 0.005 which is 0.072. The different results between researcher 

and previous studies caused by the different data collection method. One of the previous 

studies (Mashaqi, 2020) has used different data collection method compare to another 

studies which is qualitative method. The results obtained from 10 respondents showed 

responsiveness has a positive influence on customer satisfaction. In addition, the previous 

studies (Gulc, 2017), (Firdous, 2017) shows the positive relationship between customer 

satisfaction. This is because the previous studies have more wide area of target respondents 

which is the person who had used e-commerce compared to researcher who are target for 

youth residents. The previous studies also mentioned that provide prompt delivery to 

customers have positive influence on customer satisfaction.  

 

H4: Assurance have positive relationship between customer satisfaction.  

 According to previous studies, assurance have positive relationship between 

customer satisfaction (Nawzad Majeed Hamawandy, 2020), (Samar, 2007), (Kassim, 

2010). The results from previous studies are match with the study of researcher. It had 

show that how important of assurance on customer satisfaction. In addition, the study of 

(Kassim, 2010) mentioned that the quality of website design was one of the important thing 

to achieve customer satisfaction. (Kassim, 2010) also stated that the information on the 

website will help customers to understand more details about the products or services. As 

a result, it will help the online seller to fulfil the customer satisfaction.  

  

https://reader.elsevier.com/reader/sd/pii/S1877705817313231?token=87C62BBE0BBE264F37B5439F4AB68BAB0DE676C329D38A2544A72DD1FF5B1879AF3D7B8FE49F9A234D13F459C917EC9C&originRegion=eu-west-1&originCreation=20221221020110
https://www.icommercecentral.com/open-access/impact-of-internet-banking-service-quality-on-customer-satisfaction.php?aid=85570
https://archives.palarch.nl/index.php/jae/article/view/5005
https://reader.elsevier.com/reader/sd/pii/S1877705817313231?token=87C62BBE0BBE264F37B5439F4AB68BAB0DE676C329D38A2544A72DD1FF5B1879AF3D7B8FE49F9A234D13F459C917EC9C&originRegion=eu-west-1&originCreation=20221221020110
https://www.icommercecentral.com/open-access/impact-of-internet-banking-service-quality-on-customer-satisfaction.php?aid=85570
https://www.researchgate.net/publication/343635361_The_Relationship_between_Service_Quality_Dimensions_and_Customer_Satisfaction_towards_Hypermarket_in_Malaysia
https://www.researchgate.net/publication/228867485_Key_dimensions_of_e-commerce_service_quality_and_its_relationships_to_satisfaction_and_loyalty
https://www.researchgate.net/publication/235298692_The_effect_of_perceived_service_quality_dimensions_on_customer_satisfaction_trust_and_loyalty_in_e-commerce_settings_A_cross_cultural_analysis
https://www.researchgate.net/publication/235298692_The_effect_of_perceived_service_quality_dimensions_on_customer_satisfaction_trust_and_loyalty_in_e-commerce_settings_A_cross_cultural_analysis
https://www.researchgate.net/publication/235298692_The_effect_of_perceived_service_quality_dimensions_on_customer_satisfaction_trust_and_loyalty_in_e-commerce_settings_A_cross_cultural_analysis
https://www.researchgate.net/publication/235298692_The_effect_of_perceived_service_quality_dimensions_on_customer_satisfaction_trust_and_loyalty_in_e-commerce_settings_A_cross_cultural_analysis
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H5: Empathy have positive relationship between customer satisfaction. 

 According to previous studies, the result had showed the positive relationship 

between customer satisfaction (Gajewska, 2020), (Phan, 2015), (Wilson, 2019). The result 

was matched with the result of this study. The previous studies stated that provide a good 

service is a key to achieve customer satisfaction. This is because most of the customers 

prefer to the service which will respond and solve their problem. (Wilson, 2019) mentioned 

in his study about empathy as one of the elements in service quality is important between 

customer satisfaction. In addition, (Wilson, 2019) also stated that as a product or service 

provider should have the knowledge and skills to answer and solve the question and 

problem face by the customers.  

 

H0: Security don’t have positive relationship between customer satisfaction.  

 The result of this study had showed security don’t have relationship between 

customer satisfaction. There are previous studies from (Nemati, 2012), (GIAO, 2020) 

shows the same result with the study of researcher. Although the result shows don’t have 

relationship between customer satisfaction, (Nemati, 2012) suggest that also should pay 

high concern to security or privacy to ensure the safety of customer profile. However, there 

is previous study shows that security have positive relationship between customer 

satisfaction (H. T. Lau, 2020). This study stated that security is significant and positive 

related to customer satisfaction. This is because security is a key to ensure the safety of the 

customer profile and credit. 

  

https://repozytorium.biblos.pk.edu.pl/redo/resources/43213/file/resourceFiles/IJPPM-01-2019-0018_proof-1.pdf
https://www.researchgate.net/publication/283707186_Impact_of_service_quality_on_customer_satisfaction_of_automated_teller_machine_service_case_study_of_a_private_commercial_joint_stock_bank_in_Vietnam
http://download.garuda.kemdikbud.go.id/article.php?article=1246319&val=6530&title=The%20Effect%20of%20Website%20Design%20Quality%20and%20Service%20Quality%20toward%20Repurchase%20Intention%20in%20the%20E-commerce%20Industry%20A%20Cross-Continental%20Analysis
http://download.garuda.kemdikbud.go.id/article.php?article=1246319&val=6530&title=The%20Effect%20of%20Website%20Design%20Quality%20and%20Service%20Quality%20toward%20Repurchase%20Intention%20in%20the%20E-commerce%20Industry%20A%20Cross-Continental%20Analysis
http://download.garuda.kemdikbud.go.id/article.php?article=1246319&val=6530&title=The%20Effect%20of%20Website%20Design%20Quality%20and%20Service%20Quality%20toward%20Repurchase%20Intention%20in%20the%20E-commerce%20Industry%20A%20Cross-Continental%20Analysis
https://www.researchgate.net/publication/307955839_Analyzing_e-service_quality_in_service-based_website_by_E-SERVQUAL
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4.10 Summary 

 In conclusion of this chapter, the researcher able to gather 384 samples for analysis 

according to the theory from Krejcie and Morgan (1970) about sample size calculation. 

First, the data analysed for frequency analysis so that the distribution of gender, age, 

education level and occupation were known. Second, descriptive analysis was applied to 

determine the data for means and standard deviation. The following tools used in this study 

was EFA to understand whether there were underlying items in the variables.  The results 

of KMO fulfils the sampling adequacy requirement for factor analysis. Fourth, the 

variables were analysed for reliability to test the validity of each variable. Fifth, the 

relationship between the variables was determined by using correlation analysis and 

multiple regression analysis. As a result, the correlation between all independent variables 

and dependent variable were positive. 
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CHAPTER 5 

 

CONCLUSIONS AND RECOMMENDATIONS 

 

5.1 Introduction 

 The purpose of this research is to determine the factor which will affect the youth 

customer satisfaction on E-Commerce Malaysia. Researcher had proceeded the data 

collection which is collect 384 samples from the public in Malacca. In this chapter, the 

researcher was discussed the summaries of the findings of the study. This chapter also 

discussed the contribution of the findings to the existing body of knowledge. Next, the 

following contents are limitation of the study and proposed suggestions for future research. 

At the end, this chapter come with conclusions of the study.  

 

5.2 Summary of the Findings 

 First of all, this study had proposed three research objectives, which are determine 

the factor which will affect the youth customer satisfaction on E-Commerce Malaysia, 

analyze the relationship between the youth customer satisfaction and E-Commerce 

Malaysia and examine the extent of the impact of the youth customer satisfaction toward 

E-Commerce Malaysia. 

 

5.2.1 Research objective 1: To determine the factor which will affect the youth 

customer satisfaction on E-Commerce Malaysia 

 In Chapter 1, the first research objective was to determine the factor which will 

affect the youth customer satisfaction on E-Commerce Malaysia. According to literature 

review in Chapter 2, SERVQUAL Theory can positively and significantly influence youth 

customer satisfaction. The SERVQUAL Theory include Reliability, Responsiveness, 

Assurance, Empathy and Tangibles (Parasuraman et al., (1988). Researcher had added 

https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
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security as the sixth factor because the researcher felt security was an important factor to 

ensure the youth customer satisfaction on E-commerce Malaysia.  

 Next, researcher had developed a questionnaires for data collection purpose 

according to the theory from previous author (Parasuraman et al., (1988). The researcher 

had chosen quantitative method to proceed data collection in this study. The sampling 

technique selected by researcher to distribute the questionnaires was convenience sampling. 

In addition, the type of questionnaires which is Likert scale had been selected for the 

respondents to answer the questionnaires.  

 According to the result of descriptive analysis, the result showed that most of the 

respondents agreed with the items from each variable because the mean of each item from 

each variable was more than 3.00. As a result, it had proofed that most of the respondents 

agreed that all the factors in this study could influence the youth customer satisfaction on 

E-commerce Malaysia.  

 

5.2.2 Research objective 2: To analyze the relationship between the youth customer 

satisfaction and E-Commerce Malaysia 

 Once the data collection process completed, researcher used the SPSS program to 

analyze the data collected from 384 samples. Correlation analysis had been applied to 

determine the relationship between independent variables and dependent variable. 

According to Pallant (2007), correlation analysis is a tool to analyze the strength and route 

of a linear relationship between the dependent variable and independent variables. In this 

study, researcher used correlation analysis to determine the re lationship of each 

independent variable which is reliability, responsiveness, assurance, empathy, tangibles 

and security, and dependent variable which is customer satisfaction.  

 Based on the result of correlation analysis, it showed the correlation between all 

independent variables and dependent variable were positive. The strength of the 

relationship between independent variables and dependent variable showed small and 

medium correlation. In addition, there are positive relationship between independent 

https://www.researchgate.net/publication/225083802_SERVQUAL_A_multiple-_Item_Scale_for_measuring_consumer_perceptions_of_service_quality
https://www.researchgate.net/publication/234812476_SPSS_Survival_Manual_A_Step_by_Step_Guide_to_Data_Analysis_Using_SPSS_for_Windows_Version_15
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variables and dependent variable when independent variable increased, dependent variable 

also increased.  

 

5.2.3 Research objective 3: To examine the extent of the impact of the youth customer 

satisfaction toward E-Commerce Malaysia 

 According to the results of the research, all independent variables had positive 

effect on the youth customer satisfaction on E-commerce Malaysia. Table below shows the 

ranking of the factor according to factor affecting youth customer satisfaction towards E-

commerce Malaysia.  

Table 5.1: Ranking of Factor 

Factor Beta value Rank 

Empathy 0.211 1 

Reliability 0.201 2 

Tangibles 0.158 3 

Assurance 0.108 4 

Responsiveness 0.084 5 

Security 0.009 6 

 

 Regarding to table 5.1, empathy is the highest as the beta value are higher than other 

independent variables. Empathy is important to achieve youth customer satisfaction 

towards E-commerce Malaysia. This is because customers prefer the seller who able to 

provide service to answer or solve their question and problem.  

 The second highest beta value is reliability. As an online seller, commitment is an 

important factor to maintain customer satisfaction. This is because customer will feel 

satisfice when they get the promised products or services. For example, the customers 

received the products on time just as the promise by online seller.  
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 The third highest beta value is tangibles. An attractive website will keep attract new 

customers to review your products or services. The customers prefer to view the website 

with something special or different with others. In addition, customers like to watch the 

video of products or services more than the pictures. This is because the video able to show 

the whole shape of products and let the customers had more image about the products.  

 The fourth highest beta value is assurance. Assurance refers to the ability of service 

provider to show their services and quality of products can be trusted by customers. As an 

online seller, they should understand and have the knowledge to answer the question from 

the customer about their products or services. By answering the questions from customers, 

customers will feel peace of mind when they can understand the products.  

 The fifth highest beta value is responsiveness. To give the customers more satisfice, 

online seller should increase the efficient of respond and feedback to customers when they 

have an issues or problem about products or services. Fast respond rate of online seller will 

give the customers feel they have got the attention from seller. As a result, the reputation 

of online seller will increase, and the customers will feel satisfice.  

 The sixth beta value is security. Security referred to the capacity of website to 

protect and avoid the customer information from the being misused during an electronic 

transaction. The website should enhance the security system to avoid the unauthorized 

transaction or cyber-attack.  
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5.3 Contribution of the findings 

 At the end of this research, this study had met the goal, which is research objectives, 

as mentioned in Chapter 1. Accordingly, the contributions of this research are divided into 

knowledge and practice.  

 

5.3.1 Research contributions to knowledge 

 The usage of SERVQUAL factors in this study has enabled the researcher to 

determine the factor affect youth customer satisfaction towards E-commerce Malaysia. The 

SERVQUAL model mentioned that youth customer satisfaction is influenced by several 

factors which are reliability, responsiveness, assurance, empathy, and tangibles. In the end, 

the customer satisfaction was significantly influenced by the SERVQUAL factors. It shows 

that the reliability which is the promise service of online seller affected the customer 

satisfaction, the responsiveness which is the capacity of quick respond and feedback to 

customers, the assurance which is the knowledge and ability of online seller to give 

commitment to customers, the empathy which is the capacity to solve the issues effec tively, 

and tangibles which is the appearance of products or services and websites.  

 In addition, apart from SERVQUAL factors, this research added security as the 

sixth factor. The researcher believed that security is the main factors to affect customer 

satisfaction. In the end, security has lowest influence on customer satisfaction. Hence, 

security couldn’t add as factor affect youth customer satisfaction.  

 Next, the researcher applied descriptive analysis to identify and describe the 

characteristics of the variables. The researcher had used quantitative method for data 

collection purpose in this study. This is because the range of target respondents had more 

than 384. Other than that, hypothesis testing had been used to test the relationships between 

independent variables and dependent variables.  

 Furthermore, the researcher chooses SPSS program as the tools to analyse the 

collected data. SPSS programs help the researcher to analyse the collected data and obtain 

the result in this study. For example, frequency analysis, descriptive analysis and 
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correlation analysis. The researcher also uses multiple regression analysis to apply 

hypotheses testing between independent variables and dependent variable.  

 

5.3.2 Research contributions to the practice 

 In this study, the findings showed that SERVQUAL factors had positive significant 

effect to the youth customer satisfaction towards E-commerce Malaysia except 

responsiveness and security. Hence, online seller or the person who are doing online 

business could use the knowledge as a reference to improve and develop own business 

model to fulfil youth customer satisfaction. 

 Furthermore, online seller or the person who are doing online business may study 

and understand the factors and come out with the ways to fulfil youth customer satisfaction. 

Reliability as an example, online seller should provide promise service on time to the 

customers. This is because promise service can help online seller to build up the 

commitment and confidence to the customers. The customers will give good praise and 

return to purchase if they get the good online shopping experience.  

 As for assurance, online seller should have the knowledge and understanding about 

their own products or services. It will help the seller to answer the questions  by the 

customers. The commitment and confidence of online seller will build up among the 

customers. As a result, the customers will determine to purchase the products or services 

because of the trusted service.  

 To enhance more empathy, online seller should understand the need of customers 

and give more individual attention to the customers. Individual attention will let the 

customers feel they are important for online seller. Other than that, online seller should 

have the capacity to solve the customer’s problem and concern effectively. As a result, 

customers will feel safe and satisfice when purchase the products or services.  

 As for tangibles, online seller should put more efforts on the website design and 

products and services’ video. This is because online business can’t let the customers touch 

the products or services in physical form. An attractive website design will help the online 



 
 

57 
 

seller to maintain current customers and attract new customers. In addition, video about 

products or services will let customers understand more details about the products or 

services they are interest. As a result, online seller able to fulfil the needs of customers and 

the customers feel satisfice to purchase the products or services.  

 

5.4 Limitation of the research 

 The following limitations restrict the findings presented in this study. First, the 

limitation in this study was the target sample size only focused on the residents in Malacca, 

which is around 930,000 from the total population in Malaysia. Hence, the findings of this 

study could not be represented all Malaysians about the customer satisfaction towards E-

commerce Malaysia.  

 The second limitation was this study only focused on youth people which is 

between 15 years old to 30 years old. The focus of age group had limited the result of this 

study. Hence, this study could not be represented all youth people in Malaysia about the 

customer satisfaction towards E-commerce Malaysia.  

 The third limitation was this study applied quantitative method only. Although the 

result of study will be more general, but it can’t be more details compare to qualitative 

method and mixed method. 

 

5.5 Recommendations for future research 

 The first recommendation of this study is future studies can focus on the residents 

from whole state in Malaysia. Compare to focused on Malacca, collect the data from whole 

state in Malaysia could get the result more accurate.  

 Next, this study applied SERVQUAL factors in determining the factor affecting 

youth customer satisfaction. However, this research did not use the moderator of the 

variables in the SERVQUAL model. As such, future research could use the entire model 

so that more refined findings could be achieved. There are other theories can apply to 
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determine the customer satisfaction, such as E-SERVQUAL and others; future research 

could also apply other theories. 

 Furthermore, the qualitative method and mix methods can apply to determine the 

factor affecting youth customer satisfaction towards E-commerce Malaysia. This is 

because qualitative method and mix method can obtain more detail results. Finally, there 

are several topics under E-commerce that are recommend for future researchers which are 

the relationship between customer satisfaction and E-commerce Malaysia, factor influence 

customer satisfaction and loyalty towards E-commerce Malaysia.  

 

5.6 Conclusion 

 E-commerce was a new purchase behaviour for Malaysians. It had become popular 

after the pandemic of COVID-19. The rise of E-commerce had born more business 

opportunity for people. The advent of E-commerce had let our shopping experience 

become more convenience by tapping our fingertip on the device. The logistic service also 

become more popular because of the rise of E-commerce. Now a day, E-commerce was 

same as usual as the customers purchase the goods in the store.  

 On the other hand, the rise of E-commerce also encourages the E-commerce fraud. 

E-commerce fraud was getting serious and showing upping trends since 2018. The online 

shopping website which is lack of security will cause the customer profile steal by the 

hackers and sell to others. As a result, it had become an alert to the consumers to choose 

the website which are more safety, popular and secure. For example, Shopee and Lazada 

are the popular website used by the consumers.   

 E-commerce had changed the purchase behaviour of Malaysians. Especially E-

commerce was very convenience by tapping on the device anywhere and anytime. The 

products will deliver directly to our place. Other than that, the price of products or services 

sell on the online website are cheaper than physical store. This is because online store 

doesn’t have rental fees compare to physical store.  
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5.7 Summary 

 In conclusion, this research focused on determine the factors affecting youth 

customer satisfaction towards E-commerce Malaysia. Researcher selected and applied the 

SERVQUAL model to determine youth customer satisfaction towards E-commerce 

Malaysia. There are five independent variables from the SERVQUAL model, which are 

Reliability, Responsiveness, Assurance, Empathy, Tangibles with the addition of security 

as the sixth variable. The customer satisfaction was selected as the dependent variable. 

With respect to the literature review, five hypotheses were developed in this study.  

 To test the hypotheses in this study, researcher had applied descriptive research by 

distribute the questionnaire survey to the respondents. In addition, researcher had selected 

convenience sampling to collect the result from 384 respondents. All the independent 

variables have shown positive significant to the customer satisfaction except 

responsiveness and security. Hence, the customer satisfaction is influenced by Reliability, 

Assurance, Empathy and Tangibles. 

 Furthermore, this study had contributed to the knowledge in this field by applying 

the SERVQUAL factor in the context of youth customer satisfaction towards E-commerce 

Malaysia. This study also contributed to the practice in this field by applying this study as 

a guideline or reference to improve and achieve youth customer satisfaction towards E-

commerce Malaysia. For example, reliability means the promise service by seller to 

customers which is ensure the delivery time or quality of products or services. 
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APPENDIX A 

Sample size determination by Krejcie and Morgan (1970) 
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APPENDIX B 

Gantt Chart Schedule for the Final Year Project (PSM 1) 
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Study Journals & 
Articles 
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Chapter 1-Introduction                 

Revised Introduction 
with Supervisor 

                

Chapter 2 – Literature 
Review 

                

Revised Literature 
Review with Supervisor 

                

Chapter 3- 
Methodology 

                

Revised Methodology 
with Supervisor 

                

Submission FYP 1                 

FYP 1 Presentation                 

Revised of FYP 1                 
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APPENDIX C 

Gantt Chart Schedule for the Final Year Project (PSM 2) 
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