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Abstract

The rapid growth of online shopping platforms has transformed the way customers order and receive their goods.
As competition intensifies in this industry, it becomes crucial for service providers to understand the factors that
influence customer satisfaction. This research paper aims to examine the effects of information quality, system
quality, and service quality on customer satisfaction in the context of online shopping. Drawing upon a
comprehensive literature review, a conceptual framework is proposed to establish the relationships between the
independent variables (IVs) the product quality, application safety, delivery guarantee, offers and the dependent
variable (DV) of customer satisfaction. To empirically test the proposed framework, a survey methodology is
employed to collect data from a sample of online shopping users. The data is then analyzed using appropriate
statistical techniques. The findings of this research contribute to the existing body of knowledge by shedding light
on the key drivers of customer satisfaction in the online shopping industry. The outcomes can assist service
providers in enhancing their platforms and services to meet customer expectations and improve overall
satisfaction levels.

Keywords: Online Shopping, Customer Satisfaction, Product Quality, Application Safety, Delivery Guarantee,
Offers

INTRODUCTION

According to the customer product relativity theory, the relationship between the consumer and the product
influences how valuable the customer is to the product. The importance of the customer has always been a major
concern for companies (Igbal et al., 2022). The background of the study focuses on the increasing popularity of
online shopping among the Pakistani youth due to easy access to the internet and the convenience it offers. It
highlights how online shopping provides customers with the ability to explore products and services, view images
and details, and make purchases in real time. The younger generation is inclined towards online browsing and
considers online shopping as a useful way to purchase products. The study aims to analyze the factors that
contribute to customer satisfaction and retention in the context of online shopping in Pakistan. Customers boost
the goodwill and future profitability of socially aware businesses, strengthening their brand value (Igbal, 2022).
Marketing intelligence has been employed as a crucial tool for designing promotions over the past couple of years
to determine client response and interest (Kashif & Igbal, 2022).

This study statement addresses the concerns and doubts that Pakistani customers, especially the youth,
have regarding online shopping. It mentions the following issues:
1. Reliability of information advertised on online websites.
2. Safety measures and systems for transaction security.
3. Protection of personal information from hacking.
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4. Guarantee of intact delivery of ordered products.

Research Objective

The research objective of the study is to identify and understand the essential elements and perceived expectations
of online customers, specifically the Pakistani youth. By fulfilling these expectations, the study aims to improve
customer satisfaction and generalize the findings to benefit customers of all ages in Pakistan.

Research Questions
The research questions that arise from the problem statement are as follows:
1. How reliable is the information advertised through online websites?
2. How well are the systems and safety measures for online transactions?
3. What assurances can be provided to protect personal information from hacking?
4. What guarantees can be offered for the intact delivery of ordered products?

Significance of the Study
The study's significance lies in addressing the concerns and fears of Pakistani customers, particularly the youth,
regarding online shopping. By analyzing and understanding the factors influencing customer satisfaction, the
study aims to contribute to the improvement of online shopping experiences in Pakistan. The findings can be
applied to enhance customer satisfaction for online shoppers of all ages in the country.

The transformational effect of the China-Pakistan Economic Corridor (CPEC), which fosters a favorable
environment for e-commerce expansion and improves cross-border trade prospects, further amplifies the increase
of online consumer satisfaction in Pakistan (Saleem & Igbal, 2022).

LITERATURE REVIEW

Online shopping has revolutionized the retail industry, and understanding the factors that influence customer
satisfaction is crucial for businesses (Li & Guo, 2019). This literature review explores the impact of independent
variables, namely product quality (Lee & Kwon, 2017), application safety (Lee & Turban, 2018), delivery
guarantee (Yadav & Rahman, 2020), and offers (Zhang et al., 2020), on the dependent variable of customer
satisfaction in online shopping. By treating every consumer differently, businesses may boost their synergy (Igbal,
2023). Digitalization and current technology adoption can improve customer accessibility and boost sales of the
products (Igbal, 2023). Online Shopping not only save the time but also the environment such as keeping
environmental sustainability from plastic bags (Fareed & Igbal, 2022). Thanks to these online platforms, users
may now share their online travel observations with a larger and wider audience than ever before (Rizvi et al.,
2022).

Product Quality, Application Safety, Delivery Guarantee, and Offers: The independent variables of
product quality, application safety, delivery guarantee, and offers significantly influence customer satisfaction in
online shopping (Chatterjee, 2018). These variables play distinct roles in shaping customers' perceptions and
overall satisfaction levels. Successful online retailers must prioritize product quality, application safety, delivery
guarantee, and attractive offers to ensure customer satisfaction (Zhang & Zhang, 2021). By effectively managing
these independent variables, businesses can foster customer loyalty and thrive in the competitive online
marketplace.

The Composite Based Analysis of the Structured Model
A partial least squares (PLS) confirmatory composite analysis was used to assess the validity and reliability of the
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measures and to evaluate the quality of this structured model. The PLS algorithm shed light on the results of
standardized loadings. It confirmed that the constructions were reliable. Alpha, Rho, and composite reliability
values were higher than the recommended threshold of 0.7. The findings also reported the convergent validity of
the constructs. The average variance extracted (AVE) values were well above the 0.5 benchmark. In addition, the
results indicated appropriate discriminant validity values. The square root value of AVE was greater than the
correlation values among the other variables in the same columns. The findings confirmed that there were no
collinearity issues in this proposed research model as the variance inflation factors (VIFs) did not exceed PLS
illustrated the model’s coefficients of determination. A bootstrapping procedure reported the statistical
significance of the hypothesized relationships. It reaffirmed the relevance of the path coefficients that were
present in this model.

Hypotheses
The level of product quality, application safety, delivery guarantee and offers positively influences customer
satisfaction and their intention to participate in online shopping. Positive Relationship Hypothesis Explanation:
The hypothesis posits that there is a positive relationship between the IV product quality, application safety,
delivery guarantee and offers influencing customer satisfaction in online shopping. These IV refers to the extent
to which customers have more satisfaction in doing shopping online on various platforms. Intention to this
research is to know that how these factors are influencing customer satisfaction in online shopping.

e HI: Product Quality has positive and insignificant relation with customer satisfaction.

o H2: Application Safety has positive and insignificant relation with customer satisfaction

e H3: Delivery guarantee has positive and significant relation with customer satisfaction.

o H4: Offers has positive and significant relation with customer satisfaction

Influencing
Factors Customer
‘ Satisfaction

Product Quality

Reliability

Responsiveness

Application Safety 4
\ Price & Quality

DeliveryGuarantee " Service Tangibility

4

Service guarantee

Offers

Figure I: Conceptual Framework

Technology Acceptance Model (TAM)

According to Davis (1989), the Technology Acceptance Model places an emphasis on the significance of
perceived usefulness and ease of use in determining user satisfaction. Customers' perceptions of usefulness and
ease of use are influenced by factors such as website design, navigation ease, security features, and payment
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options in the context of online shopping (Lee & Turban, 2018). Customers are more satisfied when they have
positive perceptions of these factors.

Applying Social Change Theory

According to the Social Exchange Theory (Blau, 1964), individuals engage in a reciprocal relationship in which
they anticipate receiving benefits and rewards for their efforts or investments. Customers expect discounts,
individualized offers, dependable delivery, and responsive customer service when they shop online (Zhang et al.,
2020). Customers have a positive experience when these expectations are met, which increases their level of
satisfaction.

Empirical Study

According to the conceptual framework, the purpose of this empirical study is to investigate the factors that
influence customer satisfaction when shopping online. In the context of online shopping, the aim of the study is to
provide empirical evidence and insight into the relationship between the dependent variable (customer
satisfaction) and the independent variables (product quality, application safety, delivery guarantee, offers).

METHODOLOGY
Research Purpose
The research purpose for studying this research was to analyze the impact of online customer satisfaction through
the product quality, application safety, delivery guarantee, and the offers through online shopping.

Research Approach

The research approach refers to the general strategy or method used to conduct the study. It could be quantitative,
qualitative or a combination of both. In the case of online customer satisfaction, a mixed-methods approach may
be appropriate by combining surveys or questionnaires with interviews or focus groups to gather comprehensive
data.

Research Design

For this research, we collected 120 samples through a questionnaire from those who are performing online
shopping in Karachi, especially the youth. SPSS was used to analyses the collected data. Factor analysis, ANOVA
and regression analyses were carried out to conclude.

Sampling Technique

The sampling technique determines how participants or units are selected from the target population. Common
sampling techniques include random sampling, stratified sampling, convenience sampling, or purposive sampling.
The choice of sampling technique for customer satisfaction in online delivery research will depend on the specific
research objectives and the population being studied. The sampling technique for this research is purposive
sampling.

Target Audience

The target audience or population in the context of customer satisfaction in online shopping research would
typically be consumers who use online shopping platforms, such as customers who do shopping from various
online platforms through mobile apps or websites.
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Sample Size

The sample size refers to the number of participants or units included in the study. Determining an appropriate
sample size depends on factors such as the research design, desired level of precision and statistical analysis
techniques. For online shopping customer satisfaction, a larger sample size may be preferred to ensure sufficient
representation of different customer segments and to achieve more robust results.

Statistical Technique

The research objectives and the type of data collected influence the selection of statistical techniques. Descriptive
statistics, correlation analysis, regression analysis, factor analysis, and cluster analysis are all common statistical
techniques for analyzing data from online shopping. These procedures can assist with distinguishing designs,
connections, furthermore, relationships inside the information.

Questionnaire and Measurement Instruments

We have made a Google questionnaire on our concept model i.e., customer satisfaction in online shopping. On
the whole, 87 surveys were collected-those performing online shopping were only considered for our study and
the related analysis. SPSS and PLS-SEM were used to analyze the collected data.

Ethical Consideration

Ethical considerations were taken into consideration when conducting research on customer satisfaction in online
shopping. These include obtaining participants' informed consent, maintaining anonymity and confidentiality, and
adhering to ethical data collection and analysis guidelines. Addressing any potential biases, resolving conflicts of
interest, or ensuring the privacy and security of personal information are all examples of ethical considerations. It
is essential to keep in mind that the particulars of each of these components will vary based on the research
study's objectives. A general framework for conducting research on customer satisfaction in online shopping is
provided by the outlined components.

RESULTS & DISCUSSION
Demographics
We took a sample of 87 people. In our questionnaire we have 5 questions related to demographics. The statistics
of our samples is shown in the chart below:

Table 1
Statistics
Gender Age Working_Status Frequency Factor
N Valid 87 87 87 87 87
Missing 0 0 0 0 0

The frequencies of our results are calculated through descriptive analysis. The result of our descriptive analysis
test is shown in table below:
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Table 2
Descriptive Analysis
Characteristics Frequency %
Gender Male 52 59.8
Female 35 40.2
Age Less than 20 7 8
20-30 56 64.4
30-40 15 17.2
Above 40 9 10.3
Working status Working 39 44.8
Studying 48 55.2
Frequency of online Daily 4 4.6
shopping Weekly 4 4.6
Monthly 19 21.8
Occasionally 44 50.6
Rarely 16 18.4
Most important factor ~ Convenience 53 60.9
in online shopping
Attractive website 34 39.1
design

Reliability and Validity

To measure the reliability of items presented in a variable we should check whether value of Cronbach alpha is
greater than 0.7 or not. If it is equal or greater than 0.7 those items are reliable. The reliability analysis chart of our
variables is given below:

Cronbach's alpha Composite reliability (rho_a) Composite reliability (rho_c) Average variance extracted (AVE)

AS 0.862 0.867 0.901 0.648
DG 0.887 0.895 0.918 0.691
DV 0.903] 0.905 I 0.928 I 0.720
0 0.806 0.819 0.866 0.566
PQ 0.854] 0.857 [ 0 895] 0.631)

Figure 2: Reliability Analysis
However, we also performed our reliability analysis test on SPSS therefore we get reliability of our all
variables. The result of that test is shown in the tables below:

Table 3
Reliability Statistics
Cronbach's
Alpha N of Items
922 5
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Table 4
Item-Total Statistics

Scale Mean if Item  Scale Variance if Corrected Item-  Cronbach's Alpha

Deleted Item Deleted Total Correlation if Item Deleted
Product quality 9.9517 11.580 727 921
Application_safety 9.2805 9.952 788 .907
Delivery guarantee 9.4966 9.743 .855 .893
Offers 9.3793 9.929 .848 .895
Dependent variable 9.4966 9.367 .808 905

Here the value of Cronbach alpha is 0.922 which means our overall data is highly reliable.

Factor Analysis
To determine the adequacy of the sample, Kaiser-Meyer-Olkin KMO was used and to check the significance of
the sample Bartlett test was performed. The results of both the tests are represented in the table below:

Table 5
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling .899
Adequacy
Approx. Chi-Square 1625.037
Bartlett's Test of Sphericity df 300
Sig. <.001

Since our KMO is above 0.7 therefore our sample is adequate, and our Bartlett test’s result is less than 0.001
which means it is highly significant. The factor loadings were reported in Rotated component matrix table. At
initial stage our factors were not loaded in relevant construct as shown in figure below:

Table 6
Rotated Component Matrixa
Component

1 2 3 4 5
PQ1 .700
PQ2 .696
PQ3 548
PQ4 .618 576
PQ5 .676
AS1 770
AS2 749
AS3 .667
AS4 557
ASS 719
DGl .644
DG2 .641
DG3 .508 .566
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DG4
DG5
01
02
03
04
05
DV1
DV2
DV3
DV4
DV5

.599

.540

.599
.852
.637
.691
704

.597
573
567

561

.619

.677

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 7 iterations.

every variable loaded in its relevant construct as shown in figure below:

Table 7

Volume 1 Issue 2, Jan. — Jun., 2023

However, after deletion of PQ3, PQ4, AS1, AS2, AS3, AS5, DG1, DG3, DG4, 02, 04, O5 and DV1our

Rotated Component Matrixa

Component

3

PQl
PQ2
PQ5
AS4
DG
DG2
DG5
01

03

DV2
DV3
DV4
DV5

817
.640
.802
784

812
.644
775

.868
567
.620

738
769

.862

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

construct as shown on figure below:

We also performed cross loading test at PLS-SEM in which our every factor was highly loaded in its own
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AS DG DV 0 PQ
0786, 0516 0521 0598, 0466
0.847 0612 0598 0587 0.502
0865, 0.718| 0553 0587 0568
0686 0533, 0501 0555 0575
0829 0.729| 0548| 0569, 0520
0595/ 0737 0548 0534 0412
0662, 0860, 0621 0659, 0550
0674 0846 0633 0704 0588
0614 0849 0724 0652, 0578
0.679 0857 0705 0710 0.629
0576, 0641, 0818 0706, 0631
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0668 0740 0873 0698, 0590
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Since we get significant relation in only two variables therefore application safety and product quality
were deleted from conceptual model. The beta values and p values are shown in figure below:

Original sample (0) Sample mean (M) Standard deviation (STDEV) T statistics (|O/STDEV]) P values

DG > DV 0.444 0.448 0.123 3.621 0.000

0->DV 0.430 0.432 0.117 3672 0.000
Figure 5

The result of same test through SPSS is shown in table below:

Table 8a
Coefficientsa
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.120 215 -.556 .580
Delivery gurantee 436 130 391 3.347 .001
OFFERS 385 131 334 2.934 .004
Aplication_safety .046 116 .042 .398 .692
Product_quality 197 136 133 1.453 150

a. Dependent Variable: Dependent variable
But as we can see there is in significant relation between application safety and customer satisfaction
same goes for product quality therefore new table will be:

Table 8b
Coefficientsa
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .006 200 .029 977
Delivery gurantee .500 115 448 4.362 <.001
OFFERS 474 118 412 4.013 <.001

a. Dependent Variable: Dependent variable

Thus, the equation of linear regression will be:
C.S=0.006 +0.500 DG + 0.474 O

Interpretation

* The result showed that both hypotheses were supported.

* The first hypothesis regarding the application safety information on customer satisfaction in online shopping
shows the insignificant, but a positive relationship (P < 0.001, B = 0.46).

* The 2nd hypothesis regarding the product quality on customer satisfaction in online shopping shows the
insignificant, but a positive relationship (P = 0.002, B = 0.197).
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» If delivery guarantee is increase by 1% then customer satisfaction will be increased by 50.0%
« If offers is increase by 1% then customer satisfaction will be increased by 47.4%

CONCLUSION
Based on the findings, it can be concluded that online shoppers in Pakistan preferred Daraz for their online
shopping needs. Factors such as product quality, application safety, delivery guarantee, and offers directly
influenced customer satisfaction. The respondents felt that online shopping offered convenience, reliability, and
competitive prices, surpassing traditional shopping experiences. Overall, the Quality Safety Assurance (QSA)
Model highlights the importance of focusing on product quality, application safety, delivery guarantee, and best-
buy offers to enhance customer satisfaction.

Recommendations
To improve online customer satisfaction in Pakistan, the following recommendations are suggested:
1. Provide a wide variety of products online without compromising product quality.
2. Ensure a highly reliable and user-friendly application for repeated customer visits.
3. Implement effective Customer Relationship Management (CRM) with prompt responses to customer inquiries
and feedback.
4. Ensure delivery quality in terms of packaging and timely delivery.
5. Enhance application safety by maintaining utmost secrecy and secure payment gateways.
6. Regularly update and provide attractive offers to meet the expectations of Pakistani youth.
For future improvement, it is recommended to:
. Conduct regular market research to stay updated with customer preferences and demands.
. Incorporate emerging technologies to enhance the online shopping experience.
. Focus on personalized marketing strategies based on customer preferences and behavior.
. Collaborate with local businesses to expand the range of products and services available online.

AW N =

Limitations

The study has certain limitations that should be considered:

1. The findings are based on the perceptions of a specific group of respondents and may not be generalized to the
entire population.

2. The study does not consider the influence of external factors such as cultural or socioeconomic aspects on
online shopping preferences.

3. The research is limited to the specific time period and may not account for potential changes in consumer
behavior over time.

Delimitations

The study focused on online shoppers in Pakistan and their preferences for specific online platforms. It did not
consider offline shopping experiences or preferences in other countries. The findings are limited to the factors
identified in the QSA model and do not encompass all possible factors influencing customer satisfaction in online
shopping.
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