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Abstract: This study focusing on The Effect of Product Quality, E-Service Quality and Brand Image on
Customer Satisfaction which focusing among Perlis’s online shopping. The sample comprised of 250 online
consumers at Perlis. The sampling method used in this research is the random method. The questionnaires
were distributed by using google form. The data collected was analyzed by using software named as IBM
Statistical Package for the Social Sciences (SPSS) version 25. The findings presented that product quality
(β=.213, p=.001), e-service quality (β=.142, p=.039) and brand image (β=.553, p=.000) are the factors that
significantly related to customer satisfaction. The analytical results confirmed that there is a significant
positive correlation between product quality, e- service quality and brand image and online customer
satisfaction. The study involves some management implications. In addition to this, the study has some
limitations. Therefore, some suggestions are put forward for future research.
Key words: Product Quality (PQ), E-Service Quality (SQ), Brand Image (BI), Customer Satisfaction (CS)

INTRODUCTION

Previous study has shown that customers are more
likely to express their experience with others when
they are satisfied with a product or service (Musa et
al., 2015). Companies also ought to recognize
customer satisfaction as it would maintain customer
loyalty and attract new consumers (Guo et al., 2012).
There are several main variables that decide
customer satisfaction, so online companies should
be well updated to match the customer satisfaction
antecedents of the company (Guo et al., 2012).
When such aspects are known, customer satisfaction
can increase, thereby increasing profitability of the
company.

The online market or e-commerce has seen
remarkable development in recent years in today's
unstable global economy. The online shopping
industry in Malaysia is projected to rise to more than
RM 1.9 billion in 2016 (Dynamics et al., 2014). To
remain competitive, online businesses need to
understand how to respond to customer needs
effectively. Consequently, customers are becoming
increasingly relevant, which is an integral element in
purchasing merchandise online. Thus understanding
customer satisfaction has been one of the key
elements of growth in e-commerce (Zendehdel et al.,
2015).

Online stores have offline characteristics of product
quality. Product quality is essential for e-commerce
in order to sustain customer satisfaction and to
reduce the danger and costs associated with
substituted faulty goods. When the consistency of
the company's products is low, customers do not buy
it. Especially if customers find similar products at a
lower price and better quality in the e-commerce
market, they can easily purchase and buy from more
flexible competitors (Lin et al., 2011).

In order to influence the productivity of the business,
customer satisfaction is increasingly critical.
Internet consumers are seeking a higher standard of
service efficiency relative to traditional channel
consumers. Otherwise, the e-commerce platform
Customer to Consumer (C2C) will enable customers
easily transition into other online retailers. It is
especially necessary to utilize all available tools to
enhance service quality and customer satisfaction
and maintain consumer loyalty (Garg, 2018).

Lim et al., (2016) described the internet-based
services have achieved significant growth in recent
years. When buying the same product in each store,
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there will be different experiences on the online
platform, depending on how they show the product
to potential customers. Provide customers with time
limits and infinite options. The reason for measuring
service quality and the gaps is the provision of
customer
satisfaction information. Business
management must consider how customers interpret
and assess web applications in order to increase
service quality. As the Internet and enterprise
globalization exponentially grow, the retail industry
is increasingly competitive and efficient (Garg,
2018).

The brand image is essential not only for a
company's long-term competitive advantage, but
also for its customer satisfaction when influenced by
consumer affection for the quality of service
(Ramadhan & Muthohar, 2019). It shows that brand
image has a positive relation to the quality of service
and to satisfaction of customers. This study aims to
investigate the effect of product quality, e-service
quality and brand image towards customer
satisfaction among online shopping in Perlis.

Figure 1.1: Reasons for returning products

online.
Due to the large number of goods handled by ecommerce companies today, it is very difficult to
check the quality of each item they sell. Due to
fraudulent sellers focusing on sales, some defective
products were sold online (Kumar & Velmurugan,
2017).
Furthermore, according to Zeithaml et al., (2002), the
e-services model is defined as an instrument for
searching, buying and distributing products and
services on the website to be efficient and safe. The
conceptualisation of service quality is embedded in
the premise of the theory of deconfirmation and the
measurement of service quality derives from the
contrast between the illusion that the company gives
and what it can deliver (Ahmed, 2018).

Source: (MCMC, 2018)
Figure 1.1 shows the items returned to Malaysian
shoppers for various reasons. The result revealed
that product failure is certainly one of the most
common causes, with 44.1 percent of online
shoppers reporting that after receipt the goods are
defective or defect. Another explanation given is
that you obtain the wrong item (33.6 percent). When
asked about issues they experienced while returning
the items they bought, nearly six out of ten (58.3
percent) indicated that they had faced numerous
problems in the process. Longer refund or product
replacement time tends to be on top of the list (54.1
percent) while 48.8 percent of shoppers cited the
obligation to pay the return shipping fee.

Main challenge for companies operating in electronic
commerce (EC) systems is customer satisfaction. The
primary factor determining whether the companies
will survive or fail is good quality of service (Okal,
2018). Many companies have to create websites that
provide quality information and services to the
customers in order to meet their customer
requirements. Online service providers should find
out which characteristics are used to evaluate overall
quality and satisfaction of services and which
characteristics are more important (Saha & Zhao,
2005).
Chinomona et al., (2014) viewed that online
consumers typically expect a level of service quality
equal to or greater than conventional consumers on
channel. A variety of considerations predict the
customer 's understanding of the e-services. At the
meantime, Lee & Lin (2005) have identified major
factors affecting the customer satisfaction of the
quality of e-services in the shopping of online
companies, namely, the degree of usability,
trustworthiness and security. Munthiu et al. (2014)
recommended quality service providers, as this is an
advantageous competitive source.

Problem Statement
Based on previous study it is important to study the
quality of products and e-services quality that affect
customer satisfaction in order to better understand
which viewpoint should be used to meet consumer
demand, reduce the number of complaints received,
and avoid losing business opportunities. Kumar &
Velmurugan (2017) ushered up the biggest challenge
when buying products online is the inability to
guarantee the quality of the goods. Reviews are not
always accurate, and all tests cannot guarantee the
quality of products. Dishonest sellers who
deliberately deceive consumers to maximize sales are
the main reason for selling defective or inferior goods

However, Hagos (2012) claimed that customer
satisfaction is not enough by itself to build loyal
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customers for any organization. Most of the
customers that switched to another company were
either unsatisfied or very satisfied with the product
or service they first consumed and left. Therefore,
this shows that customers will not only be loyal by
delivering them good quality service. To support
this, Polyakova & Mirza (2015) references
suggested that customers would usually rely on
extrinsic signs such as brand image to determine and
recognize the quality of service. So if the company
has a strong brand image, it is important for its
customers.

competitive climate, this plays an important role as
it can maintain existing customers and attract new
ones (Deyalage & Kulathunga, 2019). Keller (2007)
defined satisfaction as 'the sense of pleasure or
dissatisfaction in an individual arising from a
comparison of the results and expectations of the
product or service. Yüksel & Yüksel (2008) gave
another point of view in which he described CS as
the "market answer to fulfilment." It is a product or
service feature decision, or the product or service has
actually given a pleasurable level of consumptionrelated fulfilment.

Moreover, the present market climate aims to
encourage new competing companies and
competitiveness. The service encourages customers
in the alternative community to choose different
products or services (Nilsson & Ballantyne, 2014).
It is also important that companies strive to
differentiate their offerings from their rivals. The
brand image is very essential to attract new
customers and to maintain customer satisfaction for
every company, because buyers are still looking for
branded goods or services in this modern, dynamic
environment.

According to Dynamics et al., (2014), CS is usually
seen as a result of comparing consumption
expectations with experience and CS is achieved
when the final deliverable fulfils or exceeds a
consumer's expectations. Satisfaction and loyalty are
key elements which determine successful market
concept implementation (Khristianto et al., 2012).
Satisfied customers would most likely plan to buy
back if the service provider has met their
expectations or surpassed those (Alam & Yasin,
2010).
Identifying CS variables is important as it acts as a
benchmark for business success and also serves as
guidance for potential progress (Alam & Yasin,
2010). Some models about customer satisfaction
have been developed earlier. These models were
more focused on product and services satisfaction
that must be purchased online. Guo et al., (2012)
established eight customer satisfaction determinants,
namely website design, security, brand image, price,
product quality, service quality, variety of products
and distribution systems.

Looking from above mentioned issues, there are not
enough research which has been conducting to
measure the effect of product quality, e-service
quality and brand image towards customer
satisfaction. The majority of research is to examine
the overall factors that influence the satisfaction of
customers in online shopping. They only cover
different dimensions of factors such as customer
value, service quality, price and security to measure
the customer satisfaction. The limited number of
studies in Malaysia which tried to explore on the
effect product quality, e-service quality, and brand
image towards customer satisfaction among online
shopping shows a critical gap in the body of existing
knowledge.

Al Karim (2013) developed a model in which the
two main reasons for influencing online shopping
are the motivations and inhibitions. In this study, the
previous researcher found that 90 percent of their
respondents considered online shopping to be
comfortable, simple, less hassle and time saving.
Though flaws in delivery systems, electronic
payment processes, product quality and personal
consumer services were the key concerns
surrounding online shopping, which were seen as
inhibiting online shopping. All this explanation will
impact CS with online shopping.

Research Questions

1.
2.
3.

Is there any significant influence between
product quality and customer satisfaction
among online shopping in Perlis?
Is there any significant influence between eservice quality and customer satisfaction among
online shopping in Perlis?
Is there any significant influence between brand
image and customer satisfaction among online
shopping in Perlis?

Furthermore, Yulisetiarini & Prahasta (2019) has
been conducted East Java Indonesia the effect of
price, service quality, customer value, and brand
image on CS of Telecommunications company. The
research findings show the significant positive
impact of all IVs, such as price, service quality and
brand images, on CS. The research explain quality
of service given should respond quickly with a
customer care approach to the needs and
expectations of customers as well as customer

LITERATURE REVIEW
Customer Satisfaction (CS)
CS is described in the marketing literature as one of
the mechanisms that has been most tested. In the
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feedback, criticism, suggestions, or just asking for
support. Also, it can be said that the brand image of
the telecommunications company is strong wellknown, easy to remember, and able to generate
customer interest in the products offered.

The third element is reliability. That ensures that the
outcome is secure or trustworthy and that there is no
easy errors that are always fixed. The business wants
to stay operating and will hold it in service for a long
time span (Gaurav Akrani, 2013). Not only is
efficiency crucial in businesses, it will improve
profitability, customer support and overall CS (The
Wire, 2017).

Nittala (2015) explains factors affecting CS among
online shopping in India in their ressearch. Previous
researchers have identified 8 factors that are social
influence, service quality, promotion, positive
attitude, perceived utility, product risk, perceived
risk and traditional shopping. There are three factors
that have no major effect on the behavior which are
promotion and perceived utility of online shopping
and traditional shopping. The study found that
perceived risk and service quality have had a
positive influence on the behaviour of online
shopping. Results also indicated that the online
shopping behaviour is negatively affected by
positive attitude, product risk and financial risk.

The fourth element concerns safety. This ensures
that the manufacturer must guarantee that the final
goods are healthy to purchase or sell and must check
that they will not affect the customer in any manner
(Gaurav Akrani, 2013). Safety is important,
particularly in the food industry. There is increasing
concern for food safety among customers.
Consequently, safety is now becoming highly
important.
Finally, proper storage is the last element. This
ensures that the product must be well-packed and
processed. PQ shall be kept until the date of the
product expiry (Gaurav Akrani, 2013).

Ahmed Nasser. M et al., (2012) explains factors
affecting CS of Mobile Services in Yemen. The
research analyzed the relationship with CS between
perceived quality, perceived value, consumer
expectations, and corporate image. The research
found that the relationship between perceived
quality, perceived value, and brand image has a
strong positive impact on CS, while consumer
expectation is positive but without statistical
significance.

By having PQ, it may lead to maintaining CS and
loyalty. It would the the probability and expenses of
removing the incorrect product that workers
generate at the same period (Lan Linton, 2018). In
addition to the importance of PQ for the company,
the customer is important as well. This is because
customers have a high price that suits the amount
they have invested and want to have the highest
quality products in place. The rivals would demand
if the company does not. A number of high-quality
foreign products were now sold on the local market.
Thereby, local companies may not be able to survive
on the market unless they raise their PQ to a higher
level (Gaurav Akrani, 2013).

Product Quality (PQ)
Handoko (2016) stated that PQ is the features of a
product or service that depend on its ability to meet
actual or implied customer needs. Ziaullah et al.
(2014) defined PQ as the actual functionality of the
product, consistency between the specification of
online shop quality and the true quality of the
physical product. The PQ assessment components
used in this review are product quality, product
selection, and product availability.

For the online shopping, PQ is also important.
According to the Product Details Report, the quality
of the product has become one of the main success
drivers in online transactions (Retail Dive, 2016).
Product is all that can be sold on the market to gain
the interest of customers, industry demand, use or
use that can meet customer needs (Suhendar &
Ruswanti, 2019). Therefore, PQ is great value to the
customer because they can fulfill when the expected
satisfies their standards while not meeting when the
service slips behind their standards (Khan &
Alshare, 2015).

Gaurav Akrani (2013) highlighted there are five
main elements of PQ. The first element relates to
design quality. This is really important as it will
affect CS directly. For example, good website
design can give their consumer a good first
impression (Brevity, 2017). It is therefore very
necessary to have a product quality that suits the
needs of the customer and also gives a good quality
level (Gaurav Akrani, 2013).
Based on the research by Gaurav Akrani (2013), the
second element is conformance to quality. This
implies that the final product will conform to the
specification of the component it produces. Failure
to do so would impact its CS as the company did not
fulfill its standards.

E-Service Quality (SQ)
Kortunay (2016) refers to SQ as 'the degree to which
a website permits the safe and productive
procurement, development and transmission of
products and services.' Lu & Yuwen Shiu (2009), if
the perceived interest and customer motivation
would be influenced by the standard of service, were
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analyzed. Based on the results of the analysis, they
noticed that the perception of SQ more influenced
customers than the quality of the product,
particularly during the service encounter process.

benefit and competitive advantage by making sure
CS maximizes its capabilities to generate and
maintain SQ. SQ also becoming a superiority which
meets the demand of the consumer. Hence, having a
good e-service quality is important to increase CS
(Rasli et al., 2018).

In addition, Zehir & Narcıkara (2016) described the
SQ as a standard of e-service distribution the
assesses the general consumer's virtual marketplace.
Many studies examine how the quality of service
will influence consumer decision in recent decades.
However, further surveys are now being carried out,
because the customer understands more about ecommerce. For example, many individuals will
assess the efficacy of virtual community websites
(Koirala & Shrestha, 2012).

Brand Image (BI)
Ebrahim et al. (2016) defined BI as the perception
that the public can remember about a particular
brand. Lahap et al., (2016) explained the BI as
certain product or service characteristics that had
remained in the mind of the customer. When
consumers consider a brand name, they instinctively
think about the qualities about their product or
service with a single phrase. Kandampully &
Suhartanto (2000) stated that the BI is relevant in
companies because it impacts consumers' view of
products and services and affects the judgment and
actions of the customer.

Previous study by Xu (2017), several researchers
have developed WebQual to measure 12 dimensions
of websites. All twelve dimensions are customized
material, dedication, trust, time for response,
reaction, visual appeal, creativity, movement,
emotional appeal, collaborative connectivity, market
processes and the capacity to substitute. SQ has been
one of the key considerations for customers to allow
them to select an online retailer (Lee & Lin, 2005).

A business with a favorable image would definitely
gain a better market position (Jr et al., 2007).
Measuring brand image is therefore an important
part, as it would help marketers identify the
perceptions of customers regarding their product or
service. The favorable mass-market BI is very
critical to improve the company's market share.
Furthermore, Koo (2003) added that the BI is useful
for improving consumer engagement, brand value ,
brand efficiency, and purchasing habits. The
reputable BI allows customers to distinguish their
brand needs, differentiating the company from
others, and enhancing CS across the brand (Hess and
Story, 2006).

Shahid et al., (2019) views SQ as an assessment of
the service's standard or distinction. Mmutle &
Shonhe (2017) also described the quality of service
as a contrast between the service expectations they
would receive for the price they paid with the service
they actually provided and measured. Kim (2010)
stated that in order to achieve excellence and survive
in a competition, all business entities should make
efforts to increase the SQ which will have a positive
impact on CS. Thus, Kursunluoglu Yarimoglu
(2015) concluded The higher the SQ level, the
higher the CS efficiency.

Lahap et al., (2016) was determined a study on BI
towards CS in the Malaysian Hotel Industry. The
result was found to be interesting and revealed that
BI has a strong relationship with CS in the
Malaysian hotel industry context. Thus, this study is
important as it enhances further the perception of
what consumers actually want when choosing a
hotel. Therefore, this study has the capacity to offer
hotel operators a way to plan, formulate, and decide
to what extent they should improve their brand
image to compete in the long run. Two of the key
variables influencing consumer buying behaviour is
the feeling of customers (Berry, 2000). Research by
Jr et al. (2007) reported that brand success will
create recognition of the brand's reputation among
consumers and thereby maximize the company's
competitiveness by buying the company's goods and
services.

In addition, Marković & Janković (2013) also
highlighted SQ's contribution to the satisfaction of
hotel guests in Malaysia given the fact that
measurable development appears to be CS's most
important factor. Izogo & Ogba (2015) has also
mentioned that as long as the service offered meets
the consumer's needs, customers would be satisfied
with the service. It also has become a requirement
for companies wishing to please their customers to
comply with the quality of service offered by their
customers. It is necessary, to satisfy customers more
than unsatisfied customers engage in the business.
Based on the research by Hussain, Al Nasser, &
Hussain's (2015), a declaration on the value of
improving SQ relies on the flight companies'
willingness to fulfill the organisation and its CS in
the airline industry. The company can gain monetary
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CONCEPTUAL FRAMEWORK
Independent variable

Dependent Variable

Product Quality

E-Service Quality

Customer
Satisfaction

Brand Image

Based on literature review, a study of the
relationship between PQ, SQ, BI and CS and related
hypothesis has been conducted from the above
conceptual framework.
Relationship between product quality and customer
satisfaction

critical for that CS. Guo et al., ( 2012) defined SQ as
the standard of support for the delivery of secure and
rentable shopping, buying and distribution of
products and service by online retailers.
Similarly to Zehir & Narcıkara (2016) noted that
customer satisfaction and the importance of the
shopping experience will be improved most
definitely by the online retailers willing to access
and share knowledge through a formal or informal
forum. Ludin & Cheng (2014) study reveals that in
online shopping there is a connection between SQ
and CS. The findings indicate that Chang et al.
(2009) and even Luo, Ba and Zhang (2012) are
constant in the researched model. SQ will improve
CS . Furthermore, Libai et al., (2010) reported that
online dealers offer various modes of
communication to their consumers to improve
consumer to consumer ties (C2C). The different
messaging networks have the adaptability and
flexibility to satisfy the customer's needs.

The quality of an organization that can affect the
performance, sustainability, and longevity of the
organization is crucial. (Athiyah, 2016). Quality is
rewarding, thus satisfaction is loyal and eventually
loyalty contributes to profits. Therefore, the
interaction between PQ and CS is of positive
importance (Athiyah, 2016). Additionally, several
studies provided strong empirical support about PQ
was being an antecedent, with a positive relationship
to overall CS. Study of Hilman & Hanaysha (2015)
claimed that high PQ always to CS that further
engenders loyalty.
Wantara & Tambrin (2019) mentioned that the
relationship between CS and PQ is positive and
significant. Where the product's perceived quality
exceeds standards, the customer will be satisfied and
will find it a good quality. Better PQ will maintain
our high level of CS, which encourages customers to
make future purchases (Wantara & Tambrin, 2019).
Jahanshahi et al., 2011 identified highest quality
standards to satisfy the needs of its customers.
Therefore, it is clearly to show that between PQ and
CS, there is a positive significance.

Therefore, these requirements would be put more
focus on for an online retailer. In fact, online vendors
have to protect both the pre-commercial and the
post-commercial phases. This may add to CS
development by boosting SQ (Ludin & Cheng,
2014).
H2: E-Service Quality is positive impact of customer
satisfaction

H1: Product Quality is positive impact of customer
satisfaction

Relationship between brand image and customer
satisfaction
From the concept of brand , it is generally believed
that a good BI will have a positive impact on CS.
Therefore, a good supermarket BI will tend to
generate high CS in the store. Lahap et al. ( 2016)
believed BI has a good association with CS. They
also added that the variations in customer loyalty are
clearly shown by CS and BI and organizational
efficiency. Nyadzayo & Khajehzadeh (2016) found
that consumer perception of a BI has increased, CS
will increase. This perception is the consumer's

Relationship between e-service quality and
customer satisfaction
According to Lee & Lin (2005), SQ was defined as
an overall performance measurement and appraisal
for e-service efficiency on the virtual sector.
Kristianto et al. (2012) state that the standard of
service is what was supposed to be satisfactory and
satisfactory in meeting the demand of the customers.
Getting an overall good standard of SQ is therefore
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positive perception of a good company business,
which increases consumer confidence in the brand
to achieve a certain level of satisfaction. Based on
researchers’, BI position is very significant, because
it is a tool for enticing customers when a product's
BI is considered fine.

this have reached the reported maximum population
size. Therefore, researchers are choosing analysis is
340 respondents. It's because Perlis' total population
is around 254,400 people who maximum sample
size, 340 respondents, to make this study more
reliable.

BI as a way of evaluating the extent of customer
awareness of services rendered is used by the
business. Huang et al., (2016) has demonstrated that
BI has beneficial impacts on the level of service and
CS in the karaoke TV industry. Rahi & Abd Ghani
(2017) has culminated in a major positive impact on
consumer loyalty with CS and BI. Nyambane &
Ezekiel (2013) found that BI indirectly affects
loyalty through CS. Moreover, BI may have a direct
or indirect impact on loyalty.

Sampling Technique
The probability sampling technique and nonprobability sampling technique is the method in the
data collection. In this research, the researcher
believes that the probability sampling technique is a
better fit for its population. In this study, random
sampling technique was chosen as sampling
technique under probability sampling technique.
Probability sampling is more accurate and effective
than a non-probability sampling methodology, as it
represents the features of the entire community and
is able to interpret sample outcomes.

However, BI can definitely be regarded as a
predictor of customer loyalty. It is acknowledged
that a positive BI helps increase CS. As a result, BI
is critical to a company's lifetime CS, which
increases organizational efficiency.

Unit of Analysis
The unit of analysis for this study is the individual
online consumers in Perlis. Any research needs to
decide the unit of study, so that researchers can
recognize the research's problems. Therefore,
researchers have been conducting research on the
online shopping users in Perlis for purposes to
identify the effect PQ, SQ and BI towards CS.

H3: Brand Image is positive impact of customer
satisfaction
RESEARCH DESIGN AND FINDINGS
The research design is the most critical step in
ensuring that the study is performed effectively and
at the same time consistently attaining the purposes
and objectives. This research applies quantitative
methods which are used to collect the data using
questionnaires. The aim of the study was to evaluate
the effect of PQ, SQ and BI towards CS among
online shopping in Perlis.

DATA ANALYSIS
Statistical Analysis refers to the process of gathering
large amounts of the data and recording overall
trends. Statistical Analysis is an important part of
data processing. It will contain a constant pattern
and summarize the correct information revealed on
the analysis. In this thesis the researcher used
statistical software computerization which is the
Statistical Package for the Social Sciences (SPSS).
SPSS is a package of predictive data analyzer tools.
It is used for rigorous statistical analysis by different
researchers. The statistical used to measure the
strength of a linear relationship between the
independent variable and dependent variable is the
correlation coefficient.

Data Collection
There are two types which are primary data
collection which is collected through questionnaire
distribution and secondary data collection which is
collected through data collection system interviews.
For this study the primary method of gathering data
will be used.
Population and Sampling

Reliability Analysis
Population can be described by a collection of
features used by statisticians to draw conclusions
about research topics. The sample is a random set of
inhabitants. This is a smaller population-drawn
group which has the features of the larger
population. The population is given the findings and
conclusions of the sample data.
Krejcie & Morgan (1970) proposed a table for a
broad population, using a procedure for simplifying
the process of sample size estimates for a limited
population. Based on the table, the sample size in

Cronbach's Alpha Coefficient is the most common
measure for reliability of inter- item consistency.
The Cronbach's Alpha is used to calculate the
reliability of the instruments in the analysis and
between two scores ranging from 0 to 1.00, the most
common type of internal accuracy reliability
coefficient. The higher alpha coefficient value
which is equal to 1 has better reliability and the
minimum value of the alpha coefficient value to be
accepted as reliability is 0.6, any value below 0.6
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would be unacceptable (Mahlangu & Kruger,
(2015).

between two variables and the direction of the
relationship. The value of the correlation coefficient
ranges between + 1 and -1 in relation to the intensity
of the relation. A value of ± 1 indicates a complete
degree of correlation between the two variables.

Pearson Correlation Coefficient
The correlation coefficient of Pearson is a bi-variate
analysis that calculates the interaction intensity

Table 1: Pearson Correlation Coefficient

IV1

IV2

IV3

DV

IV1
IV2
IV3
DV
Pearson
1
.830**
.834**
.792**
Correlation
Sig. (2-tailed)
.000
.000
.000
N
250
250
250
250
Pearson
.830**
1
.864**
.796**
Correlation
Sig. (2-tailed)
.000
.000
.000
N
250
250
250
250
Pearson
.834**
.864**
1
.853**
Correlation
Sig. (2-tailed)
.000
.000
.000
N
250
250
250
250
Pearson
.792**
.796**
.853**
1
Correlation
Sig. (2-tailed)
.000
.000
.000
N
250
250
250
250
**. Correlation is significant at the 0.01 level (2-tailed).

Table 1, shows the relationship between the three IV
which are PQ, SQ, BI and DV is Customer
Satisfaction. The first correlation is between Product
Quality and Customer Satisfaction, from the results,
it shows that r-value is 0.792 or 79.2%, this figure
represents a very strong relationship. Next, the
second correlation is between the E-Service Quality
and Customer Satisfaction, based on table 4.4, the
result shows that r-value is 0.796 or 79.6%, this
figure also represents a very strong relationship. The
third also last correlation is between Brand Image
and Customer Satisfaction, the result shows that rvalue is 0.853 and 85.3%, it also represents a very
strong relationship between DV and IV.

Multiple Regression Analysis
Multiple regression analysis is a method used to
predict a variable's uncertain value using the
estimated value of two variables or even more.
Multiple linear regressions could be formed when
consisting of one DV and more than one IV.
Multiple regression analysis has the purpose of
evaluating the relationship between the DV and IV.
Using linear regression modeling, all of the variables
were analyzed. The details shall be showed in the
table below.

Table 2: Multiple Regression Analysis
Adjusted Std. Error
Model
R
R Square R Square
of the
Estimate
1

.868a

.753

.750

.24754

a. Predictors: (Constant), IV3, IV1, IV2
As shown in Table 2 the value of R Square is 0.753
which mean about 75.3% of the variation in the DV,
Customer Satisfaction is explained by those IV
which are Product Quality, E-Service Quality and

Brand Image. The adjusted R Square indicates how
well the model generalizes. While the adjusted value
for R Square is 0.750 or 75% and it is very close to
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the R Square. Therefore, it indicates the model
generalizes well for the population.

Does the e-service quality of online shopping have
impact on customer satisfaction?

F ratio is used to assess the overall fitness of the
regression model. The F-value is 250.575 and it is
get from Mean Square Regression, 15.354 after
divided by the Mean Square Residual, 0.061 (please
refer to appendix 1). According to Appendix 1, the
probability shown as “Sig” is 0.000, so it is meant
that the overall regression model is significant,
indicating the three IV has worked well in
explaining the variation in the DV.

The finding indicated that SQ and CS were
positively related. The level significant showed
0.039 which lower than 0.05, the result of hypothesis
is accepted. The finding was comparable with the
outcome of retail distribution, discounts, refund
policy and quality of customer support would impact
the satisfaction of customers online (Momotaz &
Hasan, 2018). At the same period, SQ was
sponsored and knowledge quality was two variables
that influenced CS (Kumar & Velmurugan, 2017).
The result for SQ and CS also builds in line with
Luo, Ba and Zhang (2012) research. The researchers
said SQ would help improve customer trust and CS,
as sellers are not very noticeable (Luo, Ba and
Zhang, 2012).

On the other hand, the effectiveness of each IV in
affecting the DV is determined by the standard
coefficient beta value (please refer to appendix 2).
From Appendix 2, it is found that the standard
coefficient (Beta) is 0.213 for Product Quality, 0.142
for E-Service Quality and 0.553 for Brand Image.

Does the brand image of online shopping have
impact on customer satisfaction?

The significant level of Product Quality is 0.001.
The test result shows the coefficient of the
independent variable is statically significant not
more than 0.05. Therefore, the hypothesis of Product
Quality is accepted. The significant level of EService Quality is 0.039. The test result shows the
coefficient of the independent variable is not more
than 0.05. Therefore, the hypothesis of E-Service
Quality is accepted. The significant level of Brand
Image is 0.000. The test result shows the coefficient
of the independent variable is statistically significant
not more than 0.05. Therefore, the hypothesis of
Brand Image is accepted.

The finding indicated that BI and CS were positively
correlated. The level significant showed 0.000
which lower than 0.05, the result of hypothesis is
accepted. These findings indicate several
observational research, which conclude that a BI
would lead to CS (Neupane, 2015), and purchase
behavior (Jr et al., 2007). In addition, (Neupane,
2015) added that BI is useful for improving loyalty,
brand equity, brand performance and CS. These
findings are further consistent with the results
obtained by Cretu & Brodie (2007). However, in this
sense, BI expresses the consumer’s belief that the
brand will continue to satisfy its experienced brand
satisfaction (Chinomona, 2013). Therefore, the
higher the customer's brand satisfaction, the higher
the brands trust.

DISCUSSIONS
Does the product quality of online shopping have
impact on customer satisfaction?
The finding in this research showed that the
relationship between PQ and CS is significant where
the level significant is 0.001 which is lower than
0.05. Hence, the result of hypothesis is accepted. A
analysis of customer preferences shows that PQ is
one of three factors that can be examined which
influence changes in online CS (Deyalage &
Kulathunga, 2019). Performance is the intrinsic
quality of a company and the desired level of
performance in a good or service according to the
design variables (Christian & France, 2015).
Improving PQ is going to have a beneficial impact
on CS development (Jiradilok et al., 2014). Besides
that, Luo, Ba and Zhang's study (2012) supports this
observation. The research carried out on eight
determinants and proved once again the product
quality and website design, reliability, knowledge
quality, payment process, quality of electronic
service, product variety and service delivery.
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