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Introduction:-

In today's business world, online shopping is a growing phenomenon, mainly in technologically advanced countries
as they are providing facilities of E- malls over Internet. Nowadays, more than 1.7 billion people are connected to
the Internet and these connections are growing by staggering rate. This might lead to a considerable increase in
online shopping. Online shopping is a process through which goods and services are exchanged between customers
and sellers via Internet. All cash flow, information flow and logistics operations via Internet are all included in the
online shopping. This is an important part of electronic commerce. In Malaysia, online retail will grow at 23 percent
per year through 2021, driven by electronics and media, which will account for 40 percent of total online sales in
2017 (Kearney, 2017).

The reach of e-commerce will expand further as a result of government’s $280 million plan to roll out high-speed
broadband access to rural areas starting in 2016. The government, seeking to position Malaysia as a hub for cross-
border e-commerce, also established the world’s first Digital Free Trade Zone in collaboration with Alibaba. As part
of these agreement, Alibaba will set up a regional fulfilment hub in Kuala Lumpur and a one-stop cross-border
online trading platform, which will allow Malaysia’s small and medium-size enterprises to sell online with
transactions fulfilled through Alibaba. Meanwhile, Lazada, Southeast Asia’s largest e-commerce platform, saw 100
percent sales growth in Malaysia in 2016, the highest growth in the region.
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As online business or electronic business became important and continues to rise, there are also increase in the
number of consumer purchase through the net. Among all products purchased online, apparel purchases represent
one of the increasing trends in online shopping (San Lim, Heng, Ng, & Cheah, 2016). Critics said online apparel
purchasing was difficult in the early days of e-commerce because of consumers who like to touch and physically try
on clothes. However, this changed recently when the volume of apparel sold, including shirts, footwear and fashion
adornments increased steadily and online revenues for fashion or apparel websites have grown also (San Lim et al.,
2016).

When online apparel purchase became common, consumers became more accepting of it. San Lim et al. (2016)
claimed that many shoppers show strong enthusiasm and confidence in purchasing apparel using the Internet. In the
USA, online apparel provides the highest revenue amongst online product categories (San Lim et al., 2016).
eMarketer (2012) reported that online apparel merchandise in the USA reached $34.2 billion in 2012. The same
phenomenon happened in Asia, for example in Taiwan, online apparel has become the biggest category of
merchandise in online sales (Wang & Cho, 2012). Annual sales in Taiwan have shown the increasing rate of over
30% of total online sales every year.

Thus, this study is to give a clearer view of how eight attributes of product quality namely performance, features,
reliability, conformance, durability, serviceability, aesthetics and perceived quality as derived by Garvin (1984) and
plays very important role in being influential to customer satisfaction towards online apparels. This research will
determine customer satisfaction on each attributes in the product quality from eight types of attributes and e-service
quality from five attributes mentioned when buying online apparel. Thus the research objective of this study is to
examine the relationship of product quality attributes to customer satisfactions of online apparel.

Literature Review

Performance

Consumers expected the products in high performance based on to effectiveness product performance which
achieves their needs (Bubonia, 2014; Ghaani Farashahi, Easter, & Annett-Hitchcock, 2018). Typically, performance
defined as one of the determinants for product quality since consumers perceive performance based on product
attributes, product design, product packaging as well as brands (Bubonia, 2014; Ghaani Farashahi et al., 2018).
Therefore, performance defined as main operating characteristics of the products as well as a combination of product
elements and user-approaches (Jaskulska, 2013). However, Kumar and Noble (2016) argued that consumers
perceive product performance not determined by the product functionality but benefits gained as well since
consumers organized information in each stage according to simple product attributes till complex personal values.
In garments items, consumers determined performance based on shrinkage in laundry or dry-cleaning process,
colourfastness, abrasion resistance as well as the strength of the garments products (Fletcher, 2013; Jaskulska,
2013). Indeed, online consumers feel satisfied if the garments products that purchase online were capable to provide
brilliant functionality and benefits among them.

Feature

According to Jolhe and Subash Babu (2014) and Ghaani Farashahi et al. (2018), features defined as second
determinants for products and one of the parts for physical products due to this dimensions recognised as a supporter
for main product functionality. Jaskulska (2013) argues that individuals feel difficult to determine and differentiate
primary performance characteristics and secondary features for products. This not doubts that these dimensions are
important since it provides a great contribution for product performance that can achieve consumers’ objectives and
product measurable attributes (Ghaani Farashahi et al., 2018; Mallapragada, Chandukala, & Liu, 2016). Therefore,
features can result in individuals to evaluate product quality. Based on Bubonia (2014) and Jaskulska (2013),
consumers perceive features for garments products based on as functional fabric finishes included durable press,
stain release and soil release as well as odour resistance. In result, online consumers gained high satisfaction from
garments products that purchase online if the products have great functional fabric finishes based on a review from
Bubonia (2014) and Jaskulska (2013).

Reliability

Consumers perceive reliability for a product based on the possibility for products will be malfunctioning or failing
within a specific time (Beneke, Flynn, Greig, & Mukaiwa, 2013). Based on Kenyon and Sen (2015), there are three
determinants for consumers measure the product reliability which is: “the mean time to first failure”, “the mean time
between failures”, and “the failure rate per unit time”. In order words, this dimensions reflected as product durable
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based on three factors as a review by Kenyon and Sen (2015). In garments products, consumers really concerned
with this dimension neither the products for short and long-term usage. This is due to consumers measured this
dimensions for garments products based on resistance that daily wear usage and refurbishing (Park, 2012). Tsyewu
(2013) added consumers perceive reliability for garments products in special events as well. In other words,
consumers achieve high satisfaction if online garments products that purchased were great durability although in
daily use or special events.

Conformance

Ghaani Farashahi et al. (2018) and Jaskulska (2013) defined conformance as the magnitude of products’ design as
well as product operating characteristics that achieve established quality terms. Xia, Singhal, and Peter Zhang
(2016) argued that individual perceives dimensions of reliability and conformance for the product similarly.
However, there are slightly different for both dimensions since conformance is about the magnitude for products’
design and characteristics of functionality capable to achieve pre-established standards and industry specification
(Bubonia, 2014; Xia et al., 2016). Therefore, conformance normally related to manufacturing-based approach.
According to Bian and Forsythe (2012), this dimensions is vital for garments products when consumers make
comparison among similar garments products. This is due to this dimensions recognised as the magnitude for
products’ design and characteristics of functionality capable to achieve pre-established standards and industry
specification well as compromise of quality (Bian & Forsythe, 2012; Jaskulska, 2013). In result, consumers fell
satisfy if the online garments products have great design specification based on the review from Ghaani Farashahi et
al. (2018), Jaskulska (2013), and Bian and Forsythe (2012).

Durability

Based on Ghaani Farashahi et al. (2018), durability defined as the number of usage that individuals used from a
product before the product become progressively worse. However, individually perceive durability is a similarity
with reliability but both have slight differences in durability recognised as a measurement of product life that
applicable in economic and technical dimensions (Kenyon & Sen, 2015). In garments products, consumers perceive
this dimension based on how long time for the garment items long lasting before the products must be discarded
(Ghaani Farashahi et al., 2018; Jaskulska, 2013). Therefore, the durability of garments products can be determined
by least technical from material and structural as well as stylistic durability (Armstrong, Niiniméki, Kujala, Karell,
& Lang, 2015; Bubonia, 2014). This is no doubt that consumers achieve high satisfaction if the online garments
products were great durable based on least technical from material and structural as well as stylistic durability.

Serviceability

Based on Gerolamo, Poltronieri, Yamada, and Cintra (2014), serviceability known as “the speed, courtesy, courtesy,
competence, and ease of repair” from sellers to consumers. In other meanings, serviceability measured by the ability
for sellers provide immediate restoration by personal services for consumers before the products go fall (Gerolamo
et al., 2014). Therefore, serviceability is related to responsiveness from the seller whereby the sellers have great
intention make repair process at the right time and methods (Kenyon & Sen, 2015). However, the researchers have a
slightly different opinion towards this dimension when coming to garments products. According to Jaskulska (2013)
and Bubonia (2014), this dimension reflects as the performance for garments items whereby the garments’ materials
were made by special materials and required service demands special attention. Ghaani Farashahi et al. (2018),
Hyllegard, Yan, Ogle, and Lee (2012) and Beneke et al. (2013) added the sellers need placed labels about care
method, guarantees, and others important special attention information for garments products to aware consumers.
Therefore, serviceability in this study was defined based on the review from Ghaani Farashahi et al. (2018),
Hyllegard et al. (2012) and Beneke et al. (2013).

Aesthetics

Ghaani Farashahi et al. (2018) and Bubonia (2014) argued that aesthetics is the most subjective in quality
dimensions and strongly related to the individual-based approach. This is due to consumer perceive aesthetics value
based on the senses that provided from products during product comparison process (Kenyon & Sen, 2015). In
result, consumers evaluate the products quality based on their five senses when coming to this dimension. According
to Jaskulska (2013), Ghaani Farashahi et al. (2018), and Bubonia (2014), consumers perceive aesthetics value for
garments products based on the design and attractiveness as well. Besides, Chattaraman, Simmons, and Ulrich
(2013) added others influential factors such as drape, garments’ size and how well it fits for consumers can affect
individuals’ aesthetics perceptive. Furthermore, the high ambitions aesthetics value from the designer which
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provided great confidence for consumers can be a major determinant for aesthetics factor when consumers perceive
garments products (Hwang, Chung, & Sanders, 2016).

Perceived Quality

According to Jaskulska (2013), Ghaani Farashahi et al. (2018), and Bubonia (2014), individual have a different
point of view when perceiving product quality and mainly influenced by estimation of aesthetics. This is due to
some quality dimensions are imminent while others are attributed to the products. However, consumers tend to feel
difficult to observe directly towards products on certain quality characteristics (Tsyewu, 2013). Tsyewu (2013)
added sellers can provide cues as a conjecture to reduce difficulties of product quality characteristics when
consumers came to product observations process. Tsyewu (2013) added if the products have great image and brands
name as well as interesting advertising which reduce consumers to make evaluate towards product characteristics.
Typically, consumers perceive garments products based on the origin of the country made. As supported by the
review from Jaskulska (2013) and Lee, Phau, and Roy (2013), consumers perceive high-quality perspectives towards
garments products that made from Italy, Germany or Japan compare to Asian countries made. Therefore, perceived
quality in this study defined as based on the review from Tsyewu (2013), Jaskulska (2013) and Lee et al. (2013).

Methodology:-

This section discussed the hypothesis, research design, followed by sampling design and the research instrument and

also data analysis. The research aim to investigate the product quality attributes that influence customer satisfaction

of online shopping products. The proxies of product quality are performance, features, reliability, conformance,

durability, serviceability, aesthetics, and perceived quality. Eight (8) hypotheses tested are:

1. H1: Performance of a product is positively related to the level of satisfaction towards the quality of online
apparel.

2. H2: Features of a product that supplements its basic function is positively related to the level of satisfaction

towards the quality of online apparel.

H3: Reliability of a product is positively related to the level of satisfaction towards the quality of online apparel.

4. H4: Conformance of a product is positively related to the level of satisfaction towards the quality of online
apparel.

5. H5: Durability of a product is positively related to the level of satisfaction towards the quality of online apparel.

6. H6: Serviceability of a product is positively related to the level of satisfaction towards the quality of online
apparel.

7. HT7: Aesthetics of a product is positively related to the level of satisfaction towards the quality of online apparel.

8. HB8: Perceived quality of a product is positively related to the level of satisfaction towards the quality of online
apparel.

w

Research Design

This study implement quantitative research approach using non-probability sampling which is convenience
sampling. The population includes online shopping users in Malaysia who were experienced on buying cloth from
the net. According to the report of Internet Users Survey 2017 by Malaysian Communications and Multimedia
Commission (MCMC), there were 24.5 million Internet users in Malaysia and about 48.8% has made purchases via
online platform with total of 11,956, 000 online users. Respondents’ participation is based on voluntary basis or so
called self-administered. This sampling method was being used because the respondents are accessible and
cooperative. Besides that, this method is also less expensive and required minimum time compared to the other
techniques such as systematic sampling and area sampling.

According to Malhotra (2010), the nature of the research would have an impact on selecting the sample size.
According to Sekaran and Bougie (2016), sample is a subset of the population. The amount of respondents have
been selected from the population for research purpose. This study is considered the common rule for the unknown
population emphasized by Hair, Celsi, Money, Samouel, and Page (2016). The sample size was at least five times
more than items to be analysed. (Fives & Looney, 2009). Since the study consists of 51 items in questionnaire,
hence, 255 respondents are required in this research. Thus, in order to ensure that it could obtain at least 255 samples
from its population, a total number of 400 questionnaires was distributed to the respondents for this study. The
questionnaire is designed into 3 sections that is demographic, product quality attributes and customer satisfaction.
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Upon the completion of data collection, the collected data was analyzed by using the Statistical package for Social
Science (SPSS) version 23. Frequency distribution, reliability and multiple regression analysis are used in analysing
the data.

Multiple Regression Analysis
Multiple regression analysis is performed for the study, to test the correlation between the dependent and
independent variables. The multiple regression analysis is estimated as per following equation:

y=a+ [f1X1+ [f2X2+ (3X3 + €

Where;

Y = Dependent variable

a = Constant

B = Regression Coefficients
e = Errors

The Pearson Correlation analysis is used to test on the hypotheses as well as the relationship between the variables.
The coefficient indicates the strength of the correlation.

Coefficient Range Strength of Association
+0.91 - +1.00 Very strong
+0.71 - £0.90 High
+0.41 - £0.70 Moderate
+0.21 - +0.40 Small but define relationship
+0.01 - £0.20 Slight, almost negligible

(Source: Hair et al. (2016))

Table 1.0 show the demographic characteristics of respondent by gender which the highest percentage of purchasing
product online is female (75.8%). The range of age of the respondent are 18-29 years and the lowest is 1 per cent of
the respondent is 17 and below. The total respondent who spent RM101-Rm150 are the highest group (33.8%) while
respondent who spent RM51-RM100 is the second highest amount spent (27.8%). Most of the respondents spent 1-3
hours on the Internet by 38.4 per cent and the lowest hour spent is less than 1 hour.

Table 1.0:-Demographics Characteristics of Respondent

Frequency Percent
Gender Female 292 75.8
Male 93 24.2
Age 17 and below 4 1
18-29 299 71.7
30-39 56 145
40 and above 26 6.8
Amount Rm 50 and below 74 19.2
Spend RM 51- RM 100 107 27.8
RM 101- RM 150 130 33.8
RM 151- RM 200 34 8.8
RM 201- RM 250 18 4.7
RM 251 and above 22 5.7
Hour <1H 42 10.9
Spent 1-3 hour 148 38.4
4-6 hours 122 31.7
7-9 Hours 45 11.7
10 Hours and above 28 7.3
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The main objective of reliability analysis is to identify the stability and reliability of the data collected for further
analyze. The entire variable shows Table 2.0 range between 0.785 and 0.910. The high coefficient sores (more than
0.7) led to the conclusion that the scales were acceptably reliable. No items were deleted as to maintain the integrity
of these established, original instruments.

Table 2.0:-Result of Reliability Analysis

Variable No of items Reliability
Feature 4 0.809
Performance 4 0.854
Reliability 4 0.785
Conformance 4 0.846
Durability 3 0.855
Serviceability 4 0.890
Aesthetics 4 0.844
Perceived quality 4 0.865
Customer Satisfaction 4 0.918

The correlation analysis is to measure the strength and direction of linear relationship between two variables that is
performance, feature, reliability, conformance, durability, service ability, aesthetic and perceived quality on
customer satisfaction. Table 3.0 illustrates all variables have significant and positive relationship between all
dimension of product quality (performance, feature, reliability, conformance, durability, service ability, aesthetic
and perceived quality) and customer satisfaction.

Table 3.0:-Regression Analysis

1 2 3 4 5 6 7 8 9
PERFORMANCE (1) 1

FEATURE (2) 411 |1

REALIBILITY (3) 420 | .3837 |1

CONFORMANCE (4) 475 | 3327 | 486" |1

DURABILITY (5) 538 | .3727 | 4707 | 5777 |1

*F *F ER3 Eid

SERVICE_ABILITY (6) 397 | .303 447 .508 .590 1

*F *F *F £33 ER3

AESTTHETIC (7) 510 | .345 | 536 580 587 545 1
PERCEIVED_QUALITY 487 | 367" | 5227 | 5707 | 5760 | 590" | .6717 |1 5117
(8) Kk *

CUSTOMER_SATISFACT | .481 | .295 | 483" | .501" | .480" | .439" | .65 | .511" |1
ION (9) -

Results of regression analysis presented in Table 4.0, shows the overall significant model fit (F= 34.401, p<0.000).
The R? value is 0.423, which indicates that 42 percent of the total variation in the customer satisfaction was
explained by the independents variables. The balance of R square 58% can be explained by other factors or variables
that excluded in this study. Performance (p= 0.165, p<0.05) has a significant positive effect on customer
satisfaction, while Reliability (B=0.153, p<0.005) has a significant positive effect on customer satisfaction,
Conformance (f =PU (B=0.127, p<0.05) and aesthetic ($=0.223, p<0.00) also has a significant positive effect on
customer satisfaction. Meanwhile other dimension of product quality (feature, durability, service ability, and
perceived quality) does not show a significant association or influence on customer satisfaction.
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Table 4.0:-Regression Analysis

Coefficients®
Model Unstandardized Standardized | t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) 1.258 0.223 5.633 0
PERFORMANCE 0.169 0.052 | 0.165 3.257 0.001
FEATURE -0.009 0.039 | -0.011 -0.235 | 0.814
REALIBILITY 0.148 0.049 | 0.153 3.039 0.003
CONFORMANCE 0.124 0.053 | 0.127 2.346 0.02
DURABILITY 0.046 0.058 | 0.045 0.783 0.434
SERVICE_ABILITY 0.047 0.05 0.05 0.937 0.349
AESTTHETIC 0.227 0.061 | 0.223 3.742 0
PERCEIVED_QUALITY | 0.08 0.061 | 0.078 1.305 0.193
a. Dependent Variable: CUSTOMER_SATISFACTION

Therefore, from the Table 5, the equation can be drawn as below:
CS=0.211 + 0.049 (Performance)+ 0.047(Reliability)+ 0.050(Conformance)+ 0.054(Aesthetic)+e
* cs=customer satisfaction

Table 5:-Regression coefficients

Coefficients®
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 1.337 211 6.333 .000
PERFORMANCE 190 .049 .186 3.892 .000
REALIBILITY .169 047 175 3.595 .000
CONFORMANCE 161 .050 .165 3.235 .001
AESTTHETIC .286 .054 .280 5.245 .000
a. Dependent Variable: CUSTOMER_SATISFACTION

Discussion and Conclusion:-

This study observed the link between product quality and customer satisfaction among online apparel customers in
Malaysia. The finding from correlation analysis showed that all the dimension of product quality, which is
performance, feature, durability, conformance, serviceability, aesthetic and perceived quality has a significant
relationship with the customer satisfaction. The finding appears to support the previous research done by Hussain
and Ranabhat (2013) appended product quality as an extension for a product that can succeed to meet customers’
needs. This is no doubt that product quality is important tools for the company designed the product development
process in order to achieve consumer satisfaction as well as to upgrade the performance quality in result to sustain in
the current market (Kenyon & Sen, 2015). Therefore, it is believed that online apparel sold through the net are
considered as quality products.From regression analysis, a factor of performance has a significant towards the
customer satisfaction. This result can be supported by Jaskulska (2013) and Fletcher (2013) stated that consumers
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analysis product performance of the garments product based on shrinkage in laundry or dry-cleaning process,
colourfastness, abrasion resistance as well as the strength of the garments products. Therefore, the researcher
justifies that consumers expected the products included garments in high performance (Bubonia, 2014; Ghaani
Farashahi et al., 2018) based on to effectiveness garments product performance as a review from Jaskulska (2013)
and Fletcher (2013) which achieve their satisfaction. Another factor that found to be significant in this study is
conformance. This is aligned with the past study by Ghaani Farashahi et al. (2018), Jaskulska (2013), and Bian and
Forsythe (2012) appended conformance is vital when consumers make comparison among similar garments products
due to conformance defined as a quality guarantee. Therefore, the researcher justifies that respondents concerned
this dimension due to compromise of quality for garments products based on great design specification as a review
from Ghaani Farashahi et al. (2018), Jaskulska (2013), and Bian and Forsythe (2012).Furthermore, another one
factors found significant in this study is aesthetic. This line with a study from Hwang et al. (2016) argued that
perceptive from the user is the major determinant for aesthetics factor due to the consumers might seek suitable the
designer since the high ambitions aesthetics value from the designer became the great confidence for consumers.
Online consumers tend to perceive this dimension based on brands name or designer reputation for garments
products in order to achieve high satisfaction. Besides, it can be supported by the study from Chattaraman et al.
(2013) appended others determinants such as drape, garments’ size and how well it fits for consumers can affect
individuals’ aesthetics perceptive. Therefore, the researcher justifies respondents in this study concerned the
garments products quality based on their five senses based on this dimension. Lastly, respondents in this study
reviewed that the most dominant significant factors study was aesthetics. This line with study from Jaskulska
(2013), Ghaani Farashahi et al. (2018), and Bubonia (2014), consumers perceive aesthetics value for garments
products based on the design and attractiveness as well since aesthetics is the most subjective and typically related to
individual-based approach (Bubonia, 2014; Ghaani Farashahi et al., 2018). This is due to individual perceive
aesthetics value based on the senses that provided from products during making product comparison in shopping
process (Kenyon & Sen, 2015). Therefore, the researcher justifies that online consumers in this study concerned
aesthetics value compare to another dimension because sense provided from garments products to achieve high
satisfaction.
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