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ABSTRACT

The daily growth of the internet and ¢ commerce has changed the way of marketing and selling
product and service. Internet is changing the way corporation conduct business with their
consumers who are increasingly expecting higher service, becoming time saved, and wanting
more convenience. The Internet has significantly increased the bargaining power of consumers
and to sustain in this business field, business organization need to know how to satisfy their
customer. The purpose of this research is to study the factor affected customer satisfaction
towards online shopping among staff at University Utara Malaysia (UUM). The objectives of the
study were 1) to determine which factor more contribute in online customer satisfaction among
staff in UUM and 2) to examine the relationship between online customer satisfaction and
quality of advertising, and product/service quality among staff in UUM. Data were collected
from 60 from academic and non-academic staff by using simple random sampling where every
each element in the population will have an equal chance of being included in the sample.
Further, in this study data were analyzed using SPSS version 14.0 and the tests conducted were
Pearson’s Correlation and multiple regression. From the correlation and multiple regression
analysis, the result indicates that the factor more contribute in online customer satisfaction is a
quality of advertising compared with product/service quality factor. Besides, all the factor have a
significantly and positive relationship towards customer satisfaction Recommendations for future
research were also discussed.
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ABSTRAK

Perkembangan harian internet dan e-commerce pada masa kini telah mengubah cara dalam
pemasaran dan penjualan produk dan perkhidmatan. Internet juga telah mengubah cara syarikat
menjalankan perniagaan dengan pelanggan mereka yang semakin mengharapkan perkhidmatan
yang bermutu tinggi, menjimatkan masa dan menginginkan lebih kemudahan. Internet secara
signifikan telah meningkatkan daya tawar pelanggan dan untuk bertahan dalam bidang
perniagaan ini, organisasi perniagaan perlu tahu bagaimana memuaskan pelanggan mereka.
Kajian ini dilakukan adalah untuk mempelajari faktor yang mempengaruhi kepuasan pelanggan
terhadap perbelanjaan secara online di kalangan kakitangan Universiti Utara Malaysia
(UUM).Tyjuan kajian ini adalah 1) untuk menentukan faktor yang lebih berperanan dalam
kepuasan pelanggan talian antara kakitangan di UUM dan 2) untuk menguji hubungan antara
kepuasan pelanggan dalam talian dan kualiti iklan, dan kualiti produk / perkhidmatan antara
kakitangan di UUM. Data yang dikumpulkan adalah sebanyak 60 orang daripada kakitangan
akademik dan bukan akademik dengan menggunakan kaedah sampling secara rawak di mana
setiap elemen dalam populasi akan mempunyai peluang yang sama untuk termasuk dalam
sampel. Seterusnya, dalam kajian ini, data dianalisis dengan menggunakan SPSS versi 14.0 dan
ujian terhadap data pula mengunakan Korelasi Pearson dan regresi berganda. Daripada hasil
dapatan analisis korelasi dan analisis regresi berganda, menunjukkan bahawa faktor kualiti
pengiklanan memberikan pengaruh yang sangat tinggi terhadap kepuasan pelanggan secara talian
berbanding dengan faktor kualiti produk/perkhidmatan. Selain itu, keputusan analisis juga
menunjukkan semua faktor tersebut mempunyai hubungan yang signifikan dan positif terhadap
kepuasan pelanggan. Disamping itu, cadangan untuk kajian pada masa akan datang juga
dibincangkan.

1



ACKNOWLEDGEMENT

“In the name of Allah, Most Gracious, Most Merciful’

All praise due to Allah SWT, the Lord of the world that makes it possible for me to complete this
project paper. Blessing and salutation also be on Prophet of Allah SWT, Muhammad SAW. This
project is a result of determination, continuous and persistent effort and support. Thus, the list
goes down here for the help and support from many individuals who have contributed directly or
indirectly to this project paper.

First and foremost, I would like to express my greatest gratitude and sincere appreciation to my
supervisor, Prof. Madya Dr. Nor Azila bt Mohd Noor, who has been always there to
continuously guide and support, for being always accessible and for providing invaluable
feedback on my work. Her encouragement helped shape the direction of my work. I do believe
that without his kind guidance, the project might not complete as it is intended to be. Word of
appreciation also goes to Mr. Mohamad Zainol Abidin b. Adam, Senior Lecturer, College of
Business, Universiti Utara Malaysia for his valuable advices and positive criticisms that it has
helped me a lot in completing this research in a proper way.

My gratitude also goes to the most important people in my life, my lovely family namely my father,
Pea bin Muhammad and my siblings for their kind consideration and never stop giving me their
never ending supports, love, prayers, and always been there for me. I would also like to express
my gratitude to all my family members and relatives.

Further, special thank to my friends especially, Maizatul Wahidar Mohd Roslan, Nuur Atikah
Ghazali and Nabila Mohd Fisol whom inspire and help to generalize some of the ideas direcly or
indirectly, knowing or unknowingly, at different stages of my thought development process and
throughout in the completion of this research.

Last but not least, special thanks to all my respondents for the contribution given for this study,

this study could not be performed without your help. Your supports and assistances will always
be remembered. Thank you all.

v



TABLE OF CONTENTS

CONTENT PAGE

PERMISSIONTOUSE .. . . . . . . - i
ABSTRACT .... . . . - . - . . ii
ABSTRAK .. . - . . . - . . - iii
ACKNOWLEDGMENT .. v
TABLE OF CONTENTS ..
LIST OF TABLES .. .. ix
LIST OF FIGURES .. .. i

LIST IF ABBREVIATIONS .. i
CHAPTER 1: INTRODUCTION

1.0 CHAPTER INTRODUCTION ..

1.1 BACKGROUND OF THE STUDY.. ..
1.2  PROBLEM STATEMENT.. ..

1.3 RESEARCH QUESTIONS .. ..

1.4  RESEARCH OBJECTIVES.. ..

1.5. SIGNIFICANT OF THE STUDY .. ..

1.6  SCOPE OF THE STUDY ..



1.7

1.8

1.9

LIMITATION OF THE STUDY..

ORGANIZATION OF THE STUDY ..

CHAPTER CONCLUSION ..

CHAPTER 2: LITERATURE REVIEW

2.0

2.1

2.2

2.3

2.4

2.5

2.6

2.7

2.8

CHAPTER INTRODUCTION..

DEFINITION OF CUSTOMER..

CUSTOMER SATISFACTION..

FACTOR AFFECTING ONLINE CUSTOMER SATISFACTION..
THE QUALITY OF ADVERTISING..

RELATIONSHIP BETWEEN QUALITY OF ADVERTISING AND
ONLINE CUSTOMER SATISFACTION..

PRODUCT/SERVICE QUALITY..

RELATIONSHIP BETWEEN PRODUCT/SERVICE QUALITY AND
ONLINE CUSTOMER SATISFACTION..

CHAPTER CONCLUSION.. ..

CHAPTER 3: RESEARCH METHODOLOGY

3.0

3.1

3.2

3.3

3.4

CHAPTER INTRODUCTION ..
RESEARCH FRAMEWORK..
HYPOTHESIS ..

RESEARCH DESIGN..

MEASUREMENT OF VARIABLES OR INSTRUMENTATION....

vi

10

11

11

14

20

25

27

29

32

34

35

35

37

37

38



3.5

3.6

3.7

3.4.1 Measurement of Personal Background..

3.4.2 Measurement of Online Customer Satisfaction..
3.4.3 Measurement of Factor Affecting Online Customer Satisfaction
DATA COLLECTIONS..

3.5.1 Population and Sampling..

3.5.2 Data Collection Procedures.. .

3.5.3 Pilot Test ..

3.5.4 Reliability Analysis.. ..

TECHNIQUES OF DATA ANALYSIS ..

3.6.1 Descriptive Statistics....

3.6.2 Inferential Statistics .. ..

CHAPTER CONCLUSION ....

CHAPTER 4: RESULT AND DISCUSSION

4.0

4.1

4.2

CHAPTER INTRODUCTION..
RESPONSE RATE.. ..
DESCRIPTIVE STATISTICS..
4.2.1 Gender of Respondents..
4.2.2 Age of Respondents.. ..
4.2.3 Race of Respondents..
4.2.4 Educational Level of Respondents..
4.2.5 Marital Status of Respondents..

4.2.6  Monthly Income of Respondents..

vii

40

40

41

43

43

44

45

45

47

48

48

51

52

53

53

53

54

55

55

56

57



43

4.4

4.5

MEAN AND STANDARD DEVIATION OF THE COLLECTED
DATA..

4.3.1 Online Customer Satisfaction..

4.3.2 Quality of Advertising..

4.3.3  Product/Service Quality..

INFERENTIAL STATISTICS..

44.1 Correlation Analysis..

4.4.2 Regression Analysis..

CHAPTER CONCLUSION..

CHAPTER 5: DISCUSSION AND RECOMMENDATION

5.0 CHAPTER INTRODUCTION..
5.1 DISCUSSION..
5.1.1 Factor Influence Customer Satisfaction in Online Shopping..
52  MANAGERIAL IMPLICATION..
5.3  RECOMMENDATION FOR FUTURE RESEARCH..
54  CHAPTER CONCLUSION.. ..
REFERENCES..
APPENDIX I

APPENDIX I

viii

57

58

59

60

61

61

63

65

66

66

69

71

72

75

77



LIST OF TABLES

TABLES PAGE
Table 2.0 (a)  Prior Research On Drivers Of E-Satisfaction.. . . 17
Table 2.0 (b)  Prior Research On Drivers Of E-Satisfaction.. . . 18
Table 2.0 (¢)  Prior Research On Drivers Of E-Satisfaction.. . . 19
Table 3.0 Questionnaire Design.. . . . . . 39
Table 3.1 Five-Point Scale for Online Customer Satisfaction.. .. . 40
Table 3.2 Five-Point Scale for Factor Affecting Online Customer

Satisfaction.. .. . . . . . - 42
Table 3.3 Criterion for Acceptability.. .. . . . . 46
Table 3.4 Reliability Statistic for the Pilot Test.. . . . 47
Table 3.5 Interpretation of Strength of Correlation Coefficient.. . 50
Table 4.0 Gender of Respondents.. . . . . . 54
Table 4.1 Age of Respondents.. .. . .- . . . 54
Table 4.2 Race of Respondents.... . . " . . 55
Table 4.3 Educational Level of Respondents.. .. " . . 56
Table 4.4 Marital Status of Respondents.. . . y . 56
Table 4.5 Monthly Income of Respondents.. .. . . . 57
Table 4.6 Mean And Standard Deviation of Items Measuring Online

Customer Satisfaction.. . . . . . 58

Table 4.7 Mean and Standard Deviation of Items Measuring Quality of
Advertising.. .. . . . . . . 59

X



Table 4.8

Table 4.9

Table 4.10

Table 4.11

Table 5.0

Mean and Standard Deviation of Items Measuring
Product/Service Quality..

Correlation analysis.. ..

Regression between Online Customer Satisfaction and
Quality of Advertising..

Regression between Online Customer Satisfaction and
Product/Service Quality..

Summary of the Research Finding..

60

62

64

65

68



LIST OF FIGURES

FIGURES PAGE
Figure 2.0 The Cycle of Customer Satisfaction.. .. . . - 23
Figure 2.1 Model of the satisfaction process in e-commerce environment 25

Figure 3.0 Theoretical Framework.. . . . " . 36

x1



LIST OF ABBREVIATIONS

UUM

ICT

FAQs
SERVQUAL
SITEQUAL

SPSS

Universiti Utara Malaysia

Information and Communication Technology
Frequently Asked Questions

Service Quality

Website Quality

Statistical Package for Social Science

X1i



INTRODUCTION

1.0 CHAPTER INTRODUCTION

This chapter provides a general idea about the background of the study, problem statement,
research questions, research objectives and significance of the study. Besides, limitation of the

study and organization of the study also provided.

1.1  BACKGROUND OF THE STUDY

Internet has been the revolutionary technology of the new millennium, empowering consumers
and business with connectivity. Its enables consumers and companies to access and share huge
amount of information with just few mouse clicks. In the emerging global economy, e-commerce
and e-business have increasingly become a necessary component of business strategy and a

strong catalyst for economic development. The integration of information and communications
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