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ABSTRACT 
 
The COVID-19 pandemic during the 2020's has led to the rapid growth of e-commerce 
in recent years, which has necessitated a greater understanding of the factors that 
contribute to customer satisfaction in the online context. This study was conducted to 
investigate the relationship between the e-marketing strategies and customer 
satisfaction in Lazada. The online survey was carried out to collect data and information 
from 100 respondents. In this study, five independent variables are investigated. The 
results indicate assurance and responsibility have significant and positive influence on 
customer satisfaction whereas efficiency has significant and negative impact on 
customer satisfaction. This study aligns with several Sustainable Development Goals 
(SDG), such as decent work and economic growth (SDG 8), as well as responsible 
consumption and production (SDG 12). In conclusion, this study contributes to the 
existing literature on e-commerce by providing empirical evidence on the impact of e-
marketing strategies on customer satisfaction. 
 
Keywords: Customer Satisfaction, E-commerce, E-marketing, Lazada, Marketing 
strategy 
 
 

INTRODUCTION 
 

The COVID-19 pandemic in 2020’s has contributed to unavoidable increase in the 
utilization of technologies, hence encouraging the use of online platforms. The success 
of online platforms is strongly dependent on the satisfaction of their customers, as this 
has a direct impact on the reputation of the company, the loyalty of its customers, and 
the profitability of the business. Promotions of business in online platform is undertaken 
via electronic gadgets that provide connections between the sellers and consumers 
electronically (Kotler, 2001). As online platforms have become increasingly prevalent 
leading to the rapid growth of e-commerce, businesses must understand the factors 
which influence the customer satisfaction and ways in enhancing customer satisfaction 
to succeed in this digital economy. This is because online platforms serve as key 
customer engagement tools in the fast-changing digital landscape and consumer 
contentment encourages the operation of these platforms.  
 
Within the structure of an online platform, this research aims to investigate the 
relationship that exists between several different variables and the level of satisfaction 
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experienced by customers. To be more specific, this research will investigate the role 
that variables such as efficiency, reliability, responsibility, assurance, and security have 
in determining customer satisfaction. By understanding how the investigated 
characteristics affect consumer enjoyment in shopping online, online platform 
organizations can be able to improve their platforms, enhance client experiences, and 
achieve a digital market edge. 
 
An online shopping platform is a website or application that facilitates the sale and 
purchase of products or services over the internet. In this research, Lazada has been 
used as the online platform model in determining the key factors that significantly impact 
customer satisfaction. Lazada is one such prominent online shopping platform that 
operates in multiple countries across Southeast Asia. Since its foundation in 2012, 
Lazada has gained popularity due to its competitive pricing, frequent promotions, and 
discounts. It often collaborates with brands and offers exclusive deals and sales events, 
attracting customers seeking affordable prices and attractive offers. Furthermore, 
Lazada is popular among online shoppers since its features are simple to understand 
when making online purchases. (Sadewo & Baktiono, 2020). 
 
This study aims to provide insights into the main factors of customer satisfaction in the 
context of online platform background by evaluating the relationship between these 
factors and customer satisfaction. These results will not only add to academic 
investigation, but they will also give useful implications for the operators of online 
platforms, allowing them to develop their strategies and improve consumer satisfaction, 
which will ultimately lead to improved customer loyalty and the success of companies. 
Hence, there are several objectives which are highlighted in this research. 
Objective 1: To identify and analyze the factors that significantly influence customer 
satisfaction in online platforms. 
Objective 2: To assess the relative importance and impact of the investigated factors on 
customer satisfaction. 
Objective 3: To explore potential strategies and recommendations for businesses to 
improve customer satisfaction in their platforms. 
 

LITERATURE REVIEW 
 

Customer Satisfaction 
Customer satisfaction refers to the level of fulfillment, contentment, or happiness 
experienced by customers after consuming products or services. A contented and 
gratified clientele provides a sustained enterprise, seldom seeking alternatives, referring 
other patrons, and endorsing the corporation to conduct commerce (Harshit, R.D., 2019). 
The financial performance of businesses, as well as their customers recommend 
intentions, repurchase decisions, and retention rates, are all tied to customer satisfaction 
and perceived value. When measured by customer recommendation intents, repurchase 
decisions, and retention rates, this loyalty, in turn, has a favorable impact on the financial 
performance of a company. 
 
Efficiency  
The capacity to execute a task or obtain desired objectives with minimal wasted 
resources, time, or effort is referred to as efficiency. In the context of online marketing, 
efficiency may be viewed as the process of optimizing processes and activities to achieve 
the highest possible level of efficacy and productivity in relation to marketing efforts. 
According to Zeithaml (2002), efficiency describes a website’s capacity to provide users 
with information that is pertinent to their needs, so assisting them in acquiring the goods 
they want with the least amount of work possible. According to research done by Teo et 
al. (2003), increased levels of user interaction can improve a website’s ability to offer 
relevant information effectively and efficiently, which in turn leads to increased levels of 
user satisfaction with the website. As the previous studies has implied that efficiency 



 

82 
 

does significantly and positively influence customer satisfaction (Das et al., 2019), hence 
the following hypothesis is posited.  
 
H1: Efficiency is significantly and positively associated with customer satisfaction. 
 
Reliability  
Reliability refers to the capability of the platform to perform in a consistent and effective 
manner, hence satisfying the expectations and requirements of users in the absence of 
substantial interruptions or mistakes. Customer opinions, decision-making, satisfaction, 
and purchasing behavior are all significantly influenced by the dependability of website 
information. Businesses may improve customer satisfaction and increase the desire of 
customers to make online purchases by offering trustworthy information. According to 
Nasidi (2021), since reliability serves as a measure of whether customers can trust online 
firms to fulfil their commitments, it is almost risk related. Businesses can reduce 
perceived risks, develop trust, encourage repeat business and consumer loyalty, by 
constantly proving reliability. Promoting trust in consumers as well as encouraging 
participation in online transactions depends significantly on the reliability of online 
businesses. The result of the research (Das, 2019) indicated that responsibility has a 
significant and positive relationship with customer satisfaction. Therefore, the following 
hypothesis is constructed. 
 
H2: Reliability is significantly and positively associated with customer satisfaction. 
 
Assurance  
Assurance, within the realm of digital platforms, pertains to the actions implemented by 
the provider of the platform to cultivate a sense of trustworthiness, assurance, and 
dependability among its customers. The role of assurance is of utmost importance in 
influencing customer satisfaction, as it has a direct impact on their perception of the 
platform and their inclination to participate in it. As such, it is imperative for business 
entities to possess a robust capacity to instill in their customers a sense of confidence 
and trust, as noted by Ali (2021). Furthermore, customer trust and confidence in the 
markets and their products have been found to positively impact profitability. Therefore, 
it is imperative for businesses and markets to prioritize this aspect in order to gain a 
competitive edge and foster customer loyalty (Ali, 2020). The research (Das, 2019) 
exhibited that assurance is significantly and positively related to customer satisfaction,  
explaining that assurance plays a vital role in affecting customer satisfaction, fostering 
trust and confidence, and ultimately propelling business success in online platforms. 
Hence, we hypothesize: 
 
H3: Assurance is significantly and positively associated with customer satisfaction. 
 
Responsibility  
The term “responsibility” refers to the platform’s accountability and obligation to ensure 
that ethical and legal practices are followed, as well as the protection of users’ interests 
and rights. Ensuring compliance with data protection regulations is crucial for businesses 
of all types, including those operating in the e-commerce sector. Legal compliance 
procedures are also involved in this aspect of a business’s operation, making 
noncompliance with these procedures an additional obvious legal risk for a company. 
Before very recently, the marketing code of practice did not extend to the online media 
in its scope of enforcement. (Iqbal, 2013). The jurisdiction of the Advertising Standards 
Authority (ASA) was dramatically expanded in 2011 to give more comprehensive 
consumer protection online (ASA, 2011). As per the theoretical framework, the trust of 
users can be enhanced by digital marketing platforms when they demonstrate 
accountability through various means such as compliance with legal and ethical 
standards, adherence to data protection regulations, and prioritization of user safety.  
Research conducted by Intisar and Ahmed (2021) found that responsibility affects 
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customer satisfaction significantly and positively. Therefore, the following hypothesis is 
constructed. 
 
H4: Responsibility is significantly and positively associated with customer satisfaction. 
 
Security 
The level of security refers to how well a website protects and stores the personal 
information of its visitors. Consumers' perceptions of the internet's safety as a medium 
via which they can exchange sensitive information with a company is referred to as its 
level of security (Chong, 2023). The correlation between the security and protection of a 
website and the establishment of trust, which in turn affects e-satisfaction, can be 
logically inferred. This is because customers' perceptions and attitudes towards the 
comfort and security of online shopping platforms significantly influence their 
expectations and subsequent purchasing behavior (Kim et al., 2009). Based on 
Vehovar's (2003) research, security vulnerabilities have a negative impact on online 
business operations and can significantly affect customer satisfaction. Hence, 
customers' worries about fraud, privacy, and hacking are highlighted as critical issues 
impacting customers' views of security and their participation in online buying platforms. 
As research (Das, 2019) asserted that security significantly and positively influences 
customer satisfaction, hence the hypothesis below is made: 
 
H5: Security is significantly and positively associated with customer satisfaction. 
 

Figure 1. Research Framework 

 
 

 
RESEARCH METHOD  

 
Research methods refers to strategies or theory about how to undertake a research 
(Saunders, 2009). Qualitative, quantitative and mixed method are three categories of 
research methodology (Strijker, Bosworth & Bouter, 2021). In this research paper, 
quantitative are the most data collected. It involves the collection and examination of 
numerical data that can be organized and expressed in quantitative terms to elucidate a 
specific situation (Goertzen, 2017). 
  
Six variables, namely efficiency, reliability, responsibility, assurance, security, and 
customer satisfaction were used in this study to test the hypothesis of the proposed 
conceptual framework. In conducting this research, we utilized primary data, which is 
defined as unique and original data that is freshly collected by researcher from a source 
such as surveys, interviews, questionnaires etc. A questionnaire survey is prepared via 
Google Form and shared through an online platform to all Lazada customers in Malaysia 
and Indonesia. The data that we get from the questionnaire is called primary data. The 
questionnaire is designed with 7 sections. The first section is for demographic 
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information of the respondents and the rest are based on our independent and 
dependent variables of the research. Questions in the survey are set with 5-level Likert 
scale, with the scales ranging from 1 to 5, in which 1 signifies strongly disagree and 5 
implies strongly agree. The questionnaire prepared is then disseminated to the public via 
social media platforms, such as Whatsapp, Telegram, and Instagram. We set a deadline 
of two weeks for collecting the questionnaire, both Malaysian and Indonesian can and 
are allowed to participate in the questionnaire as long as they have used the Lazada 
platform and there is a total of 100 respondents who have participated in this online 
survey. The data gathered would accurately reflect the opinions and views of the whole 
Malaysian and Indonesian because the questionnaire was distributed at random, making 
it accessible to all users of social media sites (Dessel, 2019).  
 
Lastly, after all primary and secondary data were collected, Statistical Package for the 
Social Sciences (SPSS) software is used as a tool to process and analyse the data. 
Several tests have been carried out via SPSS software, which include reliability test, 
correlation test, regression test, and frequencies test. The result of the analysis is 
observed in assessing the hypotheses made and determining the relationship between 
the independent variables and dependent variable.  
 
Several hypotheses were made in indicating the association between the independent 
variables and customer satisfaction. Each of the variables form one hypothesis with 
customer satisfaction. Therefore, five hypotheses are constructed in this research: H1, 
H2, H3, H4, and H5. Each hypothesis explained how the dependent and independent 
variables related to one another. Figure 1 shows the research model with all the 
hypotheses labeled. 

 
RESULT 

 
Table 1: Descriptive Analysis of Respondents’ Demographics (N=100) 

Variables Category Frequency Percentage (%) 

Gender 
Female 
Male 

57 
43 

57.0 
43.0 

Age 

20 and below  
21 - 30 
31 - 40  
41 - 50  

18 
60 
14 
5 

18.0 
60.0 
14.0 
5.0 

 51 and above 3 3.0 

Ethnicity 
Chinese 
Indian 
Malay 

34 
3 

50 

34.0 
3.0 

50.0 
 Javanese 13 13.0 

Nationality 
Malaysian 84 84.0 
Indonesian 15 15.0 

 Chinese 1 1.0 

Educational Level 
Secondary School 
Pre-University 
Bachelor’s Degree 

5 
21 
74 

5.0 
21.0 
74.0 

Occupation Status 
Student 
Employed 
Unemployed 

4 
90 
6 

4.0 
90.0 
6.0 

Monthly Household 
Income 

Below RM2,000 
RM2,001 – RM4,000  

71 
17 

71.0 
17.0 

RM4,001 – RM6,000  7 7.0 
RM6,001 – RM8,000 1 1.0 
RM8,001 – RM10,000 2 2.0 

 RM10,000 above 2 2.0 
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Table 1 summarises the demographic data of the 100 respondents. 57 (57%) 
respondents are male while 43 (43%) respondents are female. The majority of the 
respondents are from 21 to 30 years old, with 60 (60%) responses, followed by those 
below 20 years old (18%) and 31 to 40 years old (14%). Respondents who are between 
41 and 50 years old and 51 years old and above are the minority group in this survey, 
with 5 (5%) and 3 (3%) people respectively. In term of ethnicity, most of the respondents 
are Malay, with 50 (50%) people and followed by Chinese with 34 (34%) people. 
Meanwhile, 13 (13%) and 3 (3%) of the respondents are Javanese and Indian 
respectively. Talking about the nationality of the respondents, 84 (84%) of them are 
Malaysian, 15 (15%) are Indonesian, and only 1 (1%) is coming from China. Next, most 
of the respondents with 74 (74%) people possess Bachelor’s degree as their highest 
educational qualifications, followed by 21 (21%) respondents with highest educational 
level at pre-university, and lastly only 5 (5%) respondents study up to secondary school 
level. Moving on to the employment status of the respondents, 90 (90%) of them are 
employed, 6 (6%) of them are unemployed and only 4 (4%) are currently a student. 
Lastly, the majority of the respondents with 71 (71%) people have lower than RM2,000 
of their household income, followed by 17 (17%) respondents having their household 
income between RM2,001 and RM4,000, 7 (7%) of them have household income of 
between RM4,001 and RM6,000, 2 (2%) with income from RM8,001 to RM10,000, 2(2%) 
with more than RM10,000 of household income, and lastly, only 1 (1%) of them have 
household income of between RM6,001 and RM8,000. 
 

Table 2: Descriptive Statistics, Cronbach's Coefficients Alpha, and Zero-Order 
Correlations of All Study Variables 

Variables 1 2 3 4 5 6 

Efficiency 0.950      
Reliability 0.889** 0.936     
Assurance 0.853** 0.901** 0.955    
Responsibility 0.769** 0.782** 0.867** 0.938   
Security 0.512** 0.515** 0.582** 0.693** 0.951  
Customer Satisfaction -0.081 -0.015 0.068 0.061 -0.050 0.951 

Mean 
Standard Deviation 
No. of Items 

3.838 
0.882 
5 

3.802 
0.859 
5 

3.858 
0.849 
7 

3.779 
0.857 
4 

3.600 
0.899 
5 

4.344 
0.721 
5 

Note: N=100; *p<0.05, **p<0.01, ***p<0.001. Diagonal entries in bold indicate 
Cronbach’s Coefficient Alpha. 
 
Table 2 depicts the descriptive statistics, Cronbach's coefficients alpha, and zero-order 
correlations between all the investigated variables. Cronbach's coefficients alpha for 
efficiency, reliability, and assurance are 0.950, 0.936, and 0.955 respectively. Meanwhile, 
Cronbach's coefficients alpha for responsibility, security, and customer satisfaction are 
0.938, 0.951, and 0.951 respectively. The reliability of the research data is tested to be 
strong as the Cronbach’s coefficients alpha of all the variables are recorded above 0.9. 
 

Table 3: Summary of Multiple Regression Analysis 

Variables Consumer Satisfaction 

Efficiency                -0.475* 
Reliability                -0.112 
Assurance                0.201*** 
Responsibility                0.508*** 
Security                -0.185 

R2 
F Value 
Durbin-Watson Statistic 

               0.097 
               2.008 
               2.386 
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Note: N=100; *p<0.05, **p<0.01, ***p<0.001. 
 
Table 3 presents the regression analysis on the variables, with efficiency, reliability, 
assurance, responsibility, and security being the independent variables, while customer 
satisfaction as the only dependent variable. By implementing regression analysis to test 
the hypothesis of this research, the result shows that assurance and responsibility 
significantly and positively influence the customer satisfaction. Therefore, H4 and H5 are 
proven. Meanwhile, efficiency turns out to be the only factor that is significantly and 
negatively associated with the customer satisfaction, which does not support H1. The R2 
value of the research outcome is 0.097, indicating that 9.7% of the customer satisfaction 
are affected by the factors of efficiency, assurance, and responsibility. On the other hand, 
although the output exhibits that reliability and security have negative relationship with 
the customer satisfaction, but they do not leave significant impact on the customer 
satisfaction. Hence, H2 and H5 are not supported as well. 
 

Figure 2: Hypothesized Model 
 

 
 

DISCUSSION 
 

Based on the outcomes of the research, it is indicated that efficiency does provide 
significant and negative influence on customer satisfaction, hence rejecting hypothesis 
H1, which asserts both the variables have significant and positive relationship. This result 
is not aided by any of the previous research as the findings of all of it showed otherwise. 
Referring to study constructed on examining the impact of service quality on customer 
satisfaction in 2021, the result shows that efficiency is significantly and positively related 
to customer satisfaction (Ali et al., 2021). However, there are reasons why there is a 
negative relation between efficiency and customer satisfaction in Lazada platform. Firstly, 
Lazada platform often focuses on its efficiency by prioritizing streamlining and 
automating operations to handle a high volume of transactions quickly. However, this 
may result in a decreased level of personalized interaction and communication between 
the platform and the customers. Pursuit of efficiency may lead to potential challenges to 
providing timely and effective assistance to the customers, hence the customers may 
perceive this situation as lack of attention and become less satisfied. Accordingly, 
business organizations should put more care on customers’ personalized interaction 
while at the same time streamlining the shopping website or application. Increased 
shopping platforms’ efficiency and personalized support may give a raise on the 
contentment level of the customers. 
 
Besides, reliability has negative relationship with customer satisfaction. However, it is 
found to be insignificantly related to customer satisfaction, which does not support 
hypothesis H2. This result is supported by previous research on the effect of service 
quality on customers perceived value (Patma et al., 2021). This is because customers 
might have low expectations regarding the reliability of Lazada, given that technical 
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glitches, delays, or occasional order issues are common in online shopping experience, 
hence it may not significantly impact their overall satisfaction. 
 
Next, the results depict that assurance has a significant and positive relationship with 
customer, which proves the hypothesis H3. This is because when customers perceive 
Lazada as trustworthy and reliable, it fosters a sense of confidence in their online 
transactions and shopping experience. The reveal of transparent information about 
return and refund policies and warranty coverage by Lazada reassure customers that 
their rights and interests are protected. Therefore, this trust will enlarge customers’ 
satisfaction as they feel secured with shopping in Lazada. The findings of previous 
research also found that assurance does significantly and positively influence the 
satisfaction level of consumers (Ali & Augustina, 2019). Hence, it is recommended that 
the business organizations offer a variety of secure payment methods, including 
reputable third-party payment gateways and encrypted transactions. Implementing 
robust security measures to protect customers’ data and privacy is also an important 
remedy in increasing the assurance of the online platform. 
 
On the other hand, the findings indicate that responsibility provides a significant and 
positive impact on customer satisfaction, which proves the hypothesis H4. Lazada is 
known for being great at addressing customers’ issues and complaints and taking 
appropriate actions, showing that Lazada value its customers and is committed to 
providing a positive shopping experience. Not only that, but Lazada also actively seeks 
customer input, incorporates suggestions for improvement based on customer needs. 
As a result, customers’ trust and loyalty towards Lazada platform will be fostered and 
hence leading to increased satisfaction. This result is also in line with research 
(Wiradarma & Respati., 2020), which explored that responsibility on providing high 
service quality is significantly and positively related to customer satisfaction. Therefore, 
business entities are encouraged to provide proactive customer support to address any 
customers’ issues or concerns promptly. Providing high service quality and great 
responsiveness to the customers helps to enhance customer experience and satisfaction. 
 
Lastly, security is negatively associated with customer satisfaction. Nevertheless, it is 
insignificantly influencing customer satisfaction. Therefore, hypothesis H5 is not 
supported. Similar results were depicted in the research of (LUDIN & CHENG., 2014), 
which implied the insignificant relationship between security and customer satisfaction. 
This is due to the fact that customers assume that basic security measures, such as 
secure payment gateways, data encryption, and fraud prevention are already set up 
when they shop in Lazada. As these security measures are standard in the e-commerce 
industry, the presence of security might not significantly impact satisfaction unless there 
are notable security vulnerabilities. 
 

IMPLICATIONS 
 
This study contributes to existing research on the relationship between various factors in 
online platforms and customer satisfaction. Therefore, the organizations and business 
entities with online business platforms should consider the factors which significantly 
affect the customer satisfaction. In this research, efficiency, responsibility, and 
assurance are the factors which leave strong impact on customer satisfaction in online 
platform. Thus, business entities should implement the recommended remedies as 
mentioned in the discussion part in order to increase the level of customers’ contentment 
in using online shopping platforms. By increasing the assurance of customers’ data 
privacy protection, uplift responsibility of the platform with great service quality and 
customer support, as well as enhancing individualized customers’ communication, 
customers would be able to build trust with the online shopping platform and get higher 
satisfaction with their shopping experience. 
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The outcomes of the study also imply that security and reliability of the platform have 
negligible impact on customer satisfaction. Nonetheless, online platforms should 
continue to strive to improve platform security and reliability, while allocating sufficient 
resources and support to the above-mentioned factors that have the greatest impact. 
Accordingly, business entities are advised to regularly review and update products’ 
descriptions, specifications, and pricing in ensuring accuracy and consistency. Not only 
that, but the businesses also need to implement strong password policies that prevent 
users from creating simple passwords which are easy to be guessed. Multi-factor 
authentication should be considered in adding more layers to the security of the users’ 
account in online platforms. 
 

CONCLUSION 
 
In summary, the aim of this research is to examine the correlation between multiple 
factors and the degree of contentment that customers derive from utilizing online 
platforms. The survey results have yielded significant insights into the various factors 
that influence the level of customer satisfaction. The study reveals that the independent 
variables of responsibility and assurance exerted a noteworthy and favorable influence 
on the degree of pleasure perceived by the consumer. The implication of this statement 
is that online businesses should prioritize emphasizing their dedication to their customers, 
precisely outlining their responsibilities, and establishing protocols to instill confidence 
and foster reliance in their consumer base. 
 
Second, there was a statistically significant inverse link between the independent 
variable of efficiency and the dependent measure of customer satisfaction. However, it 
would appear from this that customers like online platforms that are both effective and 
give a streamlined experience for their use, as well as enhancing personalized 
customers interaction. As a result, it is essential for organizations that operate online to 
place a strong emphasis on maximizing the effectiveness of their platforms without 
ignoring the significance of customer interaction. They will be able to boost the overall 
contentment of their users and the satisfaction of their customers if they accomplish this. 
On the other side, online platforms are advised to emphasize security measures and 
maintain reliable services to minimize any potential unwanted experiences although 
there is no statistical significance of link between reliability, security, and customer 
satisfaction. 
 
This study makes a valuable contribution to the current body of literature on electronic 
commerce by presenting empirical findings regarding the influence of electronic 
marketing tactics on customer contentment. The findings of this research will not solely 
contribute to academic inquiry, but also yield practical implications for online platform 
businesses and operators. These implications will enable them to enhance their 
strategies and augment consumer satisfaction, ultimately resulting in increased 
customer loyalty and the prosperity of companies. This study aligns with two of the 
Sustainable Development Goals (SDG), specifically SDG 8 (Decent Work and Economic 
Growth) and SDG 12 (Responsible Consumption and Production). Therefore, it has the 
potential to contribute to economic prosperity and increase awareness of societal 
challenges, ultimately promoting a collective commitment towards achieving a 
sustainable future for the nation. 
 

LIMITATION 
 
The research is subject to various limitations that constrain the extent to which its findings 
can be considered comprehensive. The research's sample size is inadequate to offer a 
comprehensive understanding of the variables that impact the contentment of users of 
online shopping platforms. It is recommended to employ a larger sample size when 
evaluating the primary determinants that contribute to customer satisfaction. 
Furthermore, it is recommended that the survey be made more inclusive and 
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disseminated to a wider range of age cohorts. The large number of respondents falling 
within the age range of 21 to 30 years old can be attributed to the utilization of a Google 
Form survey disseminated through social media platforms, which are predominantly 
frequented and utilized by younger individuals. Hence, it is imperative to contemplate 
alternative approaches for circulating the survey questionnaire to cater to diverse age 
cohorts and acquire varied perspectives pertaining to the research subject matter.  
 
Next, this research fully deploys the primary data obtained from the online survey, which 
is not enough to determine the real factors which contribute to customer satisfaction in 
online platform. A physical interview session should be conducted with the respondents 
in getting their detailed response and point of view regarding the issues mentioned in the 
research. Lastly, this research only includes five variables which possibly influence 
customer satisfaction in online platform, when in fact there are other factors which 
contribute to the change of dependent variable as well. Hence, some other variables 
should be added to the future research as these factors could possibly have significant 
impact on customer satisfaction, hence generating more accurate and inclusive research 
outcomes. 
 
ACKNOWLEDGEMENT 
N/A 
 
DECLARATION OF CONFLICTING INTERESTS 
The authors declared no potential conflicts of interest regarding the publication of this 
paper. They confirm that this work is original and has not been published elsewhere, nor 
is it currently under consideration for publication elsewhere. 
 

REFERENCES 
 

Ahmad, A., Rahman, O., & Khan, M. N. (2017). Exploring the role of website quality and 
hedonism in the formation of e-satisfaction and e-loyalty. Journal of Research in 
Interactive Marketing, 11(3), 246–267. https://doi.org/10.1108/jrim-04-2017-0022  

Ali, B. J., Saleh, P. F., Akoi, S., Abdulrahman, A. A., Muhamed, A. S., Noori, H. N., & 
Anwar, G. (2021). Impact of Service Quality on the Customer Satisfaction: Case 
study at Online Meeting Platforms. International Journal of Engineering, Business 
and Management, 5(2), 65–77. https://doi.org/10.22161/ijebm.5.2.6 

Rashed Al Karim. (2013). Customer Satisfaction in Online Shopping: a study into the 
reasons for motivations and inhibitions. IOSR Journal of Business and 
Management, 11(6), 13–20. https://doi.org/10.9790/487x-1161320 

Ali, M. O., Tawfeq, A. O., & Dler, S. M. (2020). Relationship between Diversity 
Management and Human Resource Management: Their Effects on Employee 
Innovation in the Organizations. Black Sea Journal of Management and 
Marketing, 1(2). https://doi.org/10.47299/bsjmm.v1i2.61 

Anarki Bayu Sadewo, & R. Agus Baktiono. (2020). Comparison Analysis of Online Shop 
between Lazada and Shopee on Students of The Faculty of Economics and 
Business (FEB) Narotama University Surabaya, Indonesia. Quantitative 
Economics and Management Studies, 1(5), 346–355. 
https://doi.org/10.35877/454ri.qems183 

Asgarpour, R., Hamid, A. B. A., Sulaiman, Z. B., & Asgari, A. A. (2015). Efficiency or 
Inefficiency of Customer Satisfaction as One of the Main Antecedents of 
Customer Loyalty in Tourism and Hospitality Industry. Advanced Science Letters, 
21(6), 1842–1844. https://doi.org/10.1166/asl.2015.6133 

Bader, D. M., Aityassine, F. L., Khalayleh, M. A., & Quran, A. -. (2022). The Impact of E-
marketing on Marketing Performance as Perceived by Customers in Jordan. Arab 
Journals Platform. 
https://digitalcommons.aaru.edu.jo/isl/vol11/iss6/5?utm_source=digitalcommons
.aaru.edu.jo%2Fisl%2Fvol11%2Fiss6%2F5&utm_medium=PDF&utm_campaig
n=PDFCoverPages 

https://doi.org/10.1108/jrim-04-2017-0022
https://doi.org/10.22161/ijebm.5.2.6
https://doi.org/10.9790/487x-1161320
https://doi.org/10.47299/bsjmm.v1i2.61
https://doi.org/10.35877/454ri.qems183
https://doi.org/10.1166/asl.2015.6133
https://digitalcommons.aaru.edu.jo/isl/vol11/iss6/5?utm_source=digitalcommons.aaru.edu.jo%2Fisl%2Fvol11%2Fiss6%2F5&utm_medium=PDF&utm_campaign=PDFCoverPages
https://digitalcommons.aaru.edu.jo/isl/vol11/iss6/5?utm_source=digitalcommons.aaru.edu.jo%2Fisl%2Fvol11%2Fiss6%2F5&utm_medium=PDF&utm_campaign=PDFCoverPages
https://digitalcommons.aaru.edu.jo/isl/vol11/iss6/5?utm_source=digitalcommons.aaru.edu.jo%2Fisl%2Fvol11%2Fiss6%2F5&utm_medium=PDF&utm_campaign=PDFCoverPages


 

90 
 

Chang, H. H., Wang, Y.-H., & Yang, W.-Y. (2009). The impact of e-service quality, 
customer satisfaction and loyalty on e-marketing: Moderating effect of perceived 
value. Total Quality Management & Business Excellence, 20(4), 423–443. 
https://doi.org/10.1080/14783360902781923 

Chong, M. H., Chow, W. Y., Chow, X. Q., & Lim, C. C. H. (2023). Consumer Satisfaction 
in E-shopping: Shopee Malaysia Case. Asia Pacific Journal of Management and 
Education, 6(1). https://doi.org/10.32535/apjme.v6i1.2231 

Das, Harshit & Potti, Srinivasa & Prasad H C, Shiva & Kamath, Giridhar. (2019). 
Influence of E-Marketing Strategy on Customer Satisfaction. International Journal 
of Innovative Technology and Exploring Engineering, 8(9S3), 289–292. 
https://doi.org/10.35940/ijitee.i3053.0789s319 

Dirk Strijker, Gary Bosworth, Gosse Bouter. (2020) Research methods in rural studies: 
Qualitative, quantitative and mixed methods, Journal of Rural Studies, Volume 
78, Pages 262-270, ISSN 0743-0167, 
https://doi.org/10.1016/j.jrurstud.2020.06.007 

Goertzen, M. J. (2017). Introduction to Quantitative Research and Data. Library 
Technology Reports, 53(4), 12+. 
https://link.gale.com/apps/doc/A510481059/AONE?u=googlescholar&sid=sitem
ap&xid=87831a15 

Hanif, Muzammil & Hafeez, Sehrish & Riaz, Adnan. (2010). Factors Affecting Customer 
Satisfaction. International Research Journal of Finance and Economics. 60. 
https://www.yumpu.com/en/document/view/4687880/factors-affecting-customer-
satisfaction-eurojournals 

HILA LUDIN, I. H. B., & CHENG, B. L. (2014). Factors Influencing Customer Satisfaction 
and E-Loyalty: Online Shopping Environment among the Young Adults. 
Management Dynamics in the Knowledge Economy, 2(3), 462. 
https://www.managementdynamics.ro/index.php/journal/article/view/71 

Intisar Ragheb Mahmood, Ahmed Ragheb Mahmood. (2021). THE IMPACT OF E-
MARKETING IN ACHIEVING THE CLIENT SATISFACTION “AN 
EXPLORATORY STUDY IN IRQI OIL PRODUCTS DSTRIBUTION COMPANY" . 
PalArch’s Journal of Archaeology of Egypt / Egyptology, 18(3), 4749-4775. 
https://archives.palarch.nl/index.php/jae/article/view/7685 

Iqbal, M., Khan, A. A., & Naseer, O. (2013). A Legal Perspective of E-Businesses and E-
Marketing for Small and Medium Enterprises (SMEs). International Journal of 
Managing Information Technology, 5(1), 1–11. 
https://doi.org/10.5121/ijmit.2013.5101 

I Wayan Angga Wiradarma, & Ni Nyoman Rsi Respati. (2020). PERAN CUSTOMER 
SATISFACTION MEMEDIASI PENGARUH SERVICE QUALITY TERHADAP 
REPURCHASE INTENTION PADA PENGGUNA LAZADA DI DENPASAR. E-
Jurnal Manajemen, 9, 637-. https://doi.org/10.24843/ejmunud.2020.v09.i02.p12 

Kim, J., Jin, B., & Swinney, J. L. (2009). The role of etail quality, e-satisfaction and e-
trust in online loyalty development process. Journal of Retailing and Consumer 
Services, 16(4), 239–247. https://doi.org/10.1016/j.jretconser.2008.11.019 

Leninkumar, V. (2017). The Relationship between Customer Satisfaction and Customer 
Trust on Customer Loyalty. International Journal of Academic Research in 
Business and Social Sciences, 7(4), 450–465. https://doi.org/10.6007/ijarbss/v7-
i4/2821 

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping Orientations, Online 
Trust and Prior Online Purchase Experience toward Customers’ Online Purchase 
Intention. International Business Research, 3(3), 63. 

Luh Putu A. P. & IG. A. K. Giantari (2022). Effect of E-Service Quality on Customer 
Satisfaction and Customer Loyalty on Tokopedia Customers in Denpasar. 
European Journal of Business and Management Research. www.ejbmr.org  

Luo, J., Ba, S., & Zhang, H. (2012). The Effectiveness of Online Shopping Characteristics 
and Well Designed Websites on Satisfaction. MIS Quarterly, 20, 1131-1144. 
https://doi.org/10.2307/41703501 

https://doi.org/10.1080/14783360902781923
https://doi.org/10.32535/apjme.v6i1.2231
https://doi.org/10.35940/ijitee.i3053.0789s319
https://doi.org/10.1016/j.jrurstud.2020.06.007
https://link.gale.com/apps/doc/A510481059/AONE?u=googlescholar&sid=sitemap&xid=87831a15
https://link.gale.com/apps/doc/A510481059/AONE?u=googlescholar&sid=sitemap&xid=87831a15
https://www.yumpu.com/en/document/view/4687880/factors-affecting-customer-satisfaction-eurojournals
https://www.yumpu.com/en/document/view/4687880/factors-affecting-customer-satisfaction-eurojournals
https://www.managementdynamics.ro/index.php/journal/article/view/71
https://archives.palarch.nl/index.php/jae/article/view/7685
https://doi.org/10.5121/ijmit.2013.5101
https://doi.org/10.24843/ejmunud.2020.v09.i02.p12
https://doi.org/10.1016/j.jretconser.2008.11.019
https://doi.org/10.6007/ijarbss/v7-i4/2821
https://doi.org/10.6007/ijarbss/v7-i4/2821
https://doi.org/10.2307/41703501


 

91 
 

M. Ali Iqbal, & Augustina Kurniasih. (2019). Analysis of the Influence of Trust And Service 
Quality on Customer Value and It’s Impact on Customer Satisfaction in Online 
Shopping Case Study: Lazada Indonesia. European Journal of Business and 
Management, 11, 55–61. https://doi.org/10.7176/ejbm/11-18-06 

Manyanga, W., Makanyeza, C., & Muranda, Z. (2022). The effect of customer experience, 
customer satisfaction and word of mouth intention on customer loyalty: The 
moderating role of consumer demographics. Cogent Business & Management, 
9(1). https://doi.org/10.1080/23311975.2022.2082015 

Melaku, E. (2018). Effects of e-marketing on customer satisfaction. 
http://etd.aau.edu.et/bitstream/handle/123456789/17411/Eyerusalem%20Melak
u.pdf?sequence=1&isAllowed=y 

Mittal, V., Han, K., Frennea, C., Blut, M., Shaik, M., Bosukonda, N., & Sridhar, S. (2023). 
Customer satisfaction, loyalty behaviors, and firm financial performance: what 40 
years of research tells us. Marketing Letters. https://doi.org/10.1007/s11002-023-
09671-w 

Nasidi, Q. Y., Ahmad, M. F. B., & Hassan, I. (2021). Mediating Role of Social Media in 
the Relationship between Reliability, Perceived Usefulness on Online Shopping 
Behaviour: Building a Conceptual Framework. International Journal of Academic 
Research in Business and Social Sciences, 11(2). 
https://doi.org/10.6007/ijarbss/v11-i2/8834 

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A Multiple-Item 
Scale for Assessing Electronic Service Quality. Journal of Service Research, 7(3), 
213–233. https://doi.org/10.1177/1094670504271156 

Patma, T. S., Fienaningsih, N., Rahayu, K. S., & Artatanaya, I. G. L. S. (2021). Impact of 
Information Quality on Customer Perceived Value, Experience Quality, and 
Customer Satisfaction from Using GoFood Aplication. Journal of Indonesian 
Economy and Business, 36(1), 51. https://doi.org/10.22146/jieb.59810 

Rao, Y., Saleem, A., Saeed, W., & Haq, J. U. (2021). Online Consumer Satisfaction 
During COVID-19: Perspective of a Developing Country. Frontiers in Psychology, 
12. Frontiersin. https://doi.org/10.3389/fpsyg.2021.751854 

Schaupp, Ludwig & Belanger, France. (2005). A conjoint analysis of online consumer 
satisfaction. Journal of Electronic Commerce Research. 6. 
https://www.researchgate.net/publication/228358368_A_conjoint_analysis_of_o
nline_consumer_satisfaction 

Santika, I. W., Pramudana, K. A., & Astitiani, N. L. (2020). The Role of E-Satisfaction in 
Mediating the Effect of E-Service Quality and E-WOM on E-loyalty on Online 
Marketplace Customers in Denpasar, Bali, Indonesia. Management and 
Economics Research Journal, 6, 1. https://doi.org/10.18639/merj.2020.961742 

Saunders, M., Lewis, P. and Thornhill, A. (2009) Research Methods for Business 
Students. Pearson, New York. 
https://www.researchgate.net/publication/330760964_Research_Methods_for_
Business_Students_Chapter_4_Understanding_research_philosophy_and_appr
oaches_to_theory_development 

Teo, H.-H., Oh, L.-B., Liu, C., & Wei, K.-K. (2003). An empirical study of the effects of 
interactivity on web user attitude. International Journal of Human-Computer 
Studies, 58(3), 281–305. https://doi.org/10.1016/s1071-5819(03)00008-9 

Top, C., & Ali, B. J. (2021). Customer satisfaction in online meeting platforms: Impact of 
efficiency, fulfillment, system availability, and privacy. Revista Amazonia 
Investiga, 10(38), 70–81. https://doi.org/10.34069/ai/2021.38.02.7 

Vehovar, V. (2003). Security concern and online shopping. 
https://advocacy.consumerreports.org/wp-content/uploads/2013/05/Slovenia.pdf 

Wenninger, A., Rau, D., & Röglinger, M. (2022). Improving customer satisfaction in 
proactive service design. Electronic Markets. https://doi.org/10.1007/s12525-
022-00565-9 

Willie, Michael. (2020). Investigating Factors Affecting Customer Satisfaction and Its 
Impact on Organisational Performance at Multinum, Gauteng. 
https://do.org/10.13140/RG.2.2.35797.96488 

https://doi.org/10.7176/ejbm/11-18-06
https://doi.org/10.1080/23311975.2022.2082015
http://etd.aau.edu.et/bitstream/handle/123456789/17411/Eyerusalem%20Melaku.pdf?sequence=1&isAllowed=y
http://etd.aau.edu.et/bitstream/handle/123456789/17411/Eyerusalem%20Melaku.pdf?sequence=1&isAllowed=y
https://doi.org/10.1007/s11002-023-09671-w
https://doi.org/10.1007/s11002-023-09671-w
https://doi.org/10.6007/ijarbss/v11-i2/8834
https://doi.org/10.1177/1094670504271156
https://doi.org/10.22146/jieb.59810
https://doi.org/10.3389/fpsyg.2021.751854
https://www.researchgate.net/publication/228358368_A_conjoint_analysis_of_online_consumer_satisfaction
https://www.researchgate.net/publication/228358368_A_conjoint_analysis_of_online_consumer_satisfaction
https://doi.org/10.18639/merj.2020.961742
https://www.researchgate.net/publication/330760964_Research_Methods_for_Business_Students_Chapter_4_Understanding_research_philosophy_and_approaches_to_theory_development
https://www.researchgate.net/publication/330760964_Research_Methods_for_Business_Students_Chapter_4_Understanding_research_philosophy_and_approaches_to_theory_development
https://www.researchgate.net/publication/330760964_Research_Methods_for_Business_Students_Chapter_4_Understanding_research_philosophy_and_approaches_to_theory_development
https://doi.org/10.1016/s1071-5819(03)00008-9
https://doi.org/10.34069/ai/2021.38.02.7
https://advocacy.consumerreports.org/wp-content/uploads/2013/05/Slovenia.pdf
https://doi.org/10.1007/s12525-022-00565-9
https://doi.org/10.1007/s12525-022-00565-9
https://do.org/10.13140/RG.2.2.35797.96488


 

92 
 

Yen, C., & Lu, H. (2008). Effects of e‐service quality on loyalty intention: an empirical 
study in online auction. Managing Service Quality: An International Journal, 18(2), 

127–146. https://doi.org/10.1108/09604520810859193 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: a Means-
End Model and Synthesis of Evidence. Journal of Marketing, 52(3), 2–22. 

Zeithaml, Valarie & Parasuraman, A Parsu & Malhotra, Arvind. (2002). Service Quality 
Delivery Through Web Sites: A Critical Review of Extant Knowledge. Journal of 
the Academy of Marketing Science. 30. 362-375. 
https://do.org/10.1177/009207002236911 

Zygiaris, S., Hameed, Z., Ayidh Alsubaie, M., & Ur Rehman, S. (2022). Service Quality 
and Customer Satisfaction in the Post Pandemic World: A Study of Saudi Auto 
Care Industry. Frontiers in Psychology, 13, 1–9. Frontiersin. 
https://doi.org/10.3389/fpsyg.2022.842141 

 
 

ABOUT THE AUTHOR(S) 

1st Author 
Dr. Gan Kia Hui is a Head of Programme cum lecturer at INTI International College 
Penang. Her research focuses on organisational behaviour and management, as well as 
psychological safety climate. She earned her MBA degree from the School of Business, 
Universiti Malaysia Sabah, and her Doctoral degree in School of Management of the 
Universiti Sains Malaysia. She won the Best Paper Award at the 1st International Youth 
Conference in 2021. She is on the Editorial Boards of Organizational Psychology (a 
specialty section of Frontiers in Psychology and Frontiers in Communication) as a review 
editor. She also participated as ASIA International Conference's scientific committee. 
Email: kiahui.gan@newinti.edu.my 
Orcid ID: 0000-0002-9245-3386 
 
2nd Author 
Sheue Hui Lim, Ed.D, is the Head of School at ViTrox College, Penang, Malaysia, with 
extensive academic and industry experience. She holds an Ed.D. in Science Education 
and an MSc. in Electronic Systems Design Engineering from Universiti Sains Malaysia, 
as well as a BEng. (Hons) in Electrical and Electronic Engineering from the University of 
Nottingham. Since 2009, she has been actively involved in teaching and curriculum 
development, complemented by her industry expertise since 2005, including a role as 
Senior Software Quality Assurance Engineer at Sony. She is a Graduate Engineer (BEM), 
Senior Graduate (IEM), and Graduate Technologist (MBOT), and is certified as a Quality 
Assurance Officer for Higher Education and an HRD Corp Accredited Trainer. 
Additionally, she is a member of the AIPBM and continues to contribute to academia and 
professional development.  
Email: sheue-hui.lim@vitrox.edu.my 
 
3rd Author 
Dr. Praveen Aronkar is an Assistant Professor at the Prestige Institute of Management 
& Research, Gwalior, with 12 years of teaching experience in MBA and BBA programs 
and 6 years in financial markets. His expertise includes Marketing, Retail, and 
Operations Management. He has published over 30 research papers, presented 25+ at 
conferences, and co-authored two books. Dr. Aronkar holds a Ph.D. in consumer 
behavior in organized retail and is dedicated to mentoring and counseling students. 
Email: praveen.aronkar@prestigegwl.org 
Orcid ID: 0000-0001-9372-2181 
 
4st Author 
Wei Sheng Lim is currently undergraduate student at Universiti Sains Malaysia. 
Email:  
 

https://doi.org/10.1108/09604520810859193
https://do.org/10.1177/009207002236911
https://doi.org/10.3389/fpsyg.2022.842141
mailto:kiahui.gan@newinti.edu.my
mailto:sheue-hui.lim@vitrox.edu.my
mailto:praveen.aronkar@prestigegwl.org


 

93 
 

5st Author 
Xinyuan Lin is currently undergraduate student at Universiti Sains Malaysia. 
Email:  
 
6st Author 
Maisarah Binti Meor Hashim is currently undergraduate student at Universiti Sains 
Malaysia. 
Email:  
 
7st Author 
Nurdini Binti Anuar is currently undergraduate student at Universiti Sains Malaysia. 
Email:  
 
8st Author 
Desta Safa Nur Akmalia is currently undergraduate student at Universitas Brawijaya, 
Indonesia. 
Email:  
 
9st Author 
Rosa Ayu Dewanti is currently undergraduate student at Universitas Brawijaya, 
Indonesia. 
Email:  
 
10st Author 
Rr. Shafana Syafiyyah Putri is currently undergraduate student at Universitas Brawijaya, 
Indonesia. 
Email:  
 
11st Author 
Vedika Bajpayee is currently undergraduate student at Prestige Institute of Management 
& Research, Gwalior, India. 
Email:  
 
12th Author 
Daisy Mui Hung Kee is an Associate Professor at the School of Management, Universiti 
Sains Malaysia. Her areas of interests are in Human Resource Management, 
Organizational Behavior, Work Values, Leadership, Entrepreneurship, and Psychosocial 
safety climate. Her current program of research focuses on Leadership and Psychosocial 
safety climate. She holds a PhD in Business and Management from International 
Graduate School of Business, University of South Australia. She was the secretary of 
Management Case Study Journal, Australia (2004-2006). She was award recipient of 
Merdeka Award 2006 from the Australia Malaysia Business Council of South Australia 
(AMBCSA) by former South Australia Governor Sir Eric Neal (2006). The award 
recognizes the Most Outstanding Malaysian University students in South Australia.She 
earned her MBA from School of Management, Universiti Sains Malaysia. She was 
awarded Dean's List for being one of the top MBA students (2003). Presently, she is an 
active academician and researcher supervising a numbers of MBA, MA and PhD 
candidates with working experience across diverse industries. She has published a good 
numbers of journal papers during the course of her career. She has conducted series of 
training related to motivation and research in USM under Professional and Personal 
Development (PPD) workshop. 
Email: daisy@usm.my 
ORCID ID: 0000-0002-7748-8230 
 
  

mailto:daisy@usm.my


 

94 
 

RETRACTION NOTE: The reason for retraction 
is duplicate publication. The same article has 
been published in another journal, which is the 
correct and original version, accessible at: 
 

    https://ejournal.aibpmjournals.com/index.php

/JCDA/article/view/3213 

      DOI: https://doi.org/10.32535/jcda.v7i2.3213 

 
This publication in AGEBJ is therefore retracted 
and should not be considered part of the 
scientific record. 
We regret the oversight and apologize to our 
readers. 
 

https://ejournal.aibpmjournals.com/index.php/JCDA/article/view/3213
https://ejournal.aibpmjournals.com/index.php/JCDA/article/view/3213
https://doi.org/10.32535/jcda.v7i2.3213

