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ABSTRACT

This exploratory research aimed to examine the relationship between
adolescent satisfaction and online shopping. A questionnaire survey was
carried out to gauge the website quality, product and price issues for more
effective online marketing. Sarawak teens participated in this survey
research. Two hundred and eleven usable questionnaires were analyzed.
The multi-item measures were found to be reliable and having satisfactory
internal consistency. Multiple regression analysis was done to examine the
relationship between online shopping and adolescent satisfaction and
behavioural intentions. The findings indicated that they had a favourable
attitude towards online purchasing. The website quality and user interfaces
had a significant impact on the adolescent satisfaction. The results indicated
the importance of perceived ease of use, perceived security, perceived trust,
perceived convenience, perceived usefulness, and perceived price in
influencing adolescent satisfaction and behavioural intentions.
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INTRODUCTION

eCommerce and online shopping are common opportunities and challenges
in the era of digital economy. Adolescents have a strong affinity for online
shopping, which has increased throughout the pandemic and includes vital
commodities. This study examines the potential impact of technology on
consumer behaviour, notably the rise of social media and online commerce.
It focuses on analysing adolescents’ online purchasing experiences,
specifically perceived ease of use, site quality, security, usefulness,
convenience, and pricing. The eCommerce managers and practitioners will
gain much if they know how these adolescent factors will influence the
consumers’ and users’ behavioural intentions (Patocka, 2022). This research
will help to improve online service quality management and digital
marketing dynamics in the challenging digital age.

LITERATURE REVIEW
Perceived Ease of Use

The importance of usability in online purchasing systems cannot be
overstated. The ease of use of the online shopping sites needs to be well
understood for development and even review of digital marketing strategies.
Darmawan (2021) and Yen and Lu (2008) note its positive relationship with
satisfaction and repurchase intentions. However, it is vital to evaluate how
the idea of ease of use is defined and quantified among researchers.
Understanding the role of perceived ease of use among the relatively more
IT savvy teens will be necessary. Therefore, it is hypothesized that:

H1: There is a significant relationship between the perceived ease
of use of online shopping site on adolescent satisfaction.

Perceived Security

Security is unquestionably an important component of internet
shopping (Kanimozhi & Kamatchi, 2017; Pavlou, 2003; Wai et al., 2019).
While Rane and Meshram (2012) discussed critical factors such as
transaction security and personal data security, more investigation is
required to determine the effectiveness and perception of these security
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measures for adolescents. Given the ever-changing landscape of internet
security dangers, it is critical to assess whether the present practices are
aligned with the specific requirements and concerns of the adolescent
customers. The hypothesis is:

H2: There is a significant relationship between the perceived
security of online shopping site and adolescent pleasure.

Perceived Site Quality

Website quality is essential for user satisfaction (Belanger et al.,
2002; Voon & Kueh, 2011; Zaidi et al., 2014; Zhou et. al., 2009) provide
useful insights into the importance of website quality in online commerce.
However, the trust-building processes and cultural background in Sarawak
should be assessed closely to determine their applicability to the local
teenage population. It is also necessary to investigate how site quality
emerges in the context of dynamic online buying platforms and
marketplaces.

H3: There is a significant association between adolescent happiness
with online buying and site quality in online shopping.

Perceived Usefulness

The perceived usefulness is a critical driver for online customers’
acceptability (Davis, 1989; Lagita & Briliana, 2018; Ramayah & Ignatius,
2005; Ventre & Kolbe, 2020). However, in the context of the adolescent
customers, a more in-depth examination of the specific items that contribute
to perceived usefulness is necessary. Understanding the distinct drivers of
usefulness for this target group can aid in tailoring online purchasing
experiences to better meet their IT-related requirements.

H4: There is a significant relationship between the usefulness of
online shopping and adolescent satisfaction.

Perceived Convenience

One of the reasons why people buy goods or services online is
because it is convenient. The perceived convenience is critical in driving
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user acceptability. However, a more in-depth examination of the specific
factors that contribute to perceived convenience is required. Understanding
the distinct drivers of convenience for this group can aid in tailoring online
purchasing experiences to better fit their requirements.

H5: There is a significant relationship between perceived
convenience and adolescent satisfaction with online shopping.

Perceived Price

Various studies emphasise the critical role of price considerations
for consumers, especially among the customers who have lower purchasing
power (Khan et al., 2015). It is useful to carefully examine how pricing
affects adolescent happiness. Is the pricing structure in line with the
financial situations of the youths, and how much do their pricing perceptions
influence their purchase decisions? These elements necessitate thorough
investigation to contribute to a more comprehensive understanding of
adolescent satisfaction and behavioural intentions. The hypothesis is:

H6: The perceived price in online shopping has a significant
relationship with adolescent pleasure.

Figure 1
The Graphical Model
Ease of Use Hi
Security H2
Site Quality Hs :
Adolescent H- Behavioral
Ha Satisfaction Intentions
Usefulness
H
Convenience
He
Price

If the users are satisfied, most probably they will have a positive
attitude towards the online shopping platform and will it recommend to
others. They themselves will most probably purchase the products again.
Hence, the seventh hypothesis (Hv).
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METHODOLOGY

This descriptive research involved the use of the structured questionnaire
survey on the adolescents in Sarawak. This section will discuss further on
the design, measurement, operational definition terms, data collection
method, population, and sampling technique as well as the instrument had
been used for getting the data. This research is important due to the fast
development of online shopping is becoming more popular amongst
adolescents. The multi-item measures for the independent variables are

shown in Table 1.

Table 1
The Multi-item Measures
Variables Dimension and Iltems Sources
Perceived 1. The platform is easy to use for purchasing. Voon &
Ease of Use 2. Easy to search the product information. Kueh (2011)
3. Ease to learning the shopping platform.
Perceived 1. Online shopping platform is safe to use. Wai et al.
Security 2. Provides insurance coverage for (2019)
damage/protection. Voon &
3. Provides data privacy of customer Kueh (2011)
email/phone.
4. Reliable system and flow of payment method.
Site Quality 1. The description of product very accurate. Belanger et
2. Online shopping platform has fast response. al., 2002);
3. High-quality photos and video of product Voon &
4. The sites of design are attractive. Kueh (2011)
5. The sites provide good quality of service.
Perceived 1. It provides number of variants in product line.  Davis (1989)
Usefulness 2. The features have more subcategory options.
3. Has feature for return and customer support.
4. Has user review and ratings about the product.
5. Product delivered in good condition.
Perceived 1. The product can be delivered to any state. Jiang et al.
Convenience 2. Can select the cheaper price in the platform. (2013)
3. Able to purchase the product that been wanted.
4. Easy to follow the product classification.
5. User-friendly online shopping sites
6. No demand to complete the payment.
7. Offer multiple payment option
Perceived 1. Online shopping platform has a low cost. Khan et al.,
Price 2. The product provides good value of money. (2015)
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The items for measuring the satisfaction are: ‘Overall, | am satisfied
with the service and delivery of online shopping’, ‘I have good experience
with online shopping sites’, ‘I have good experience with online shopping
sites’, ‘This online shopping platform fulfills my needs and meets my
expectations’, and ‘I can accomplish my shopping goals through online
shopping’. The Behavioral Intentions were measured using ‘I would like to
recommend my family and friend to use online shopping’, and ‘I would
continue to be shopping online in future’.

The respondents in this study are aged between 13 to 24 years and
the data was collected from different regions across Sarawak. A total of 221
respondents took part in the survey. The sample size is crucial since it allows
for the effective collection of complete data. To ensure the
representativeness of this sample size, several demographic criteria such as
gender, education level, ethnicity, and geographical area were used as the
controlled characteristics. The survey topics and questions were developed
to collect important information about aspects such as ease of use, security,
trust, usefulness, convenience, and pricing, which may influence teenage
satisfaction and purchase intentions in the context of online shopping.

Data collection was carried out after figuring out strategies of the
design. This study requires the availability of questionnaires to obtain data.
The questionnaire that was used mostly consisted of closed ended question
with fixed answers. To construct the questionnaire, Google Form was used.
Furthermore, since the targeted audience was adolescents, it was given
mostly to students and relatives who were in the targeted range of age group
in Sarawak. The software, IBM Statistical Package the Social Science
(SPSS) was used to analyze the data obtained from the questionnaire.
Reliability analysis was done on the intended variables and the items, then
the regression analysis to examine the hypothesized relationships.

FINDINGS AND DISCUSSIONS

A total of 221 adolescent respondents from all over Sarawak participated in
this questionnaire survey. However, from the responses 10 respondents
were rejected because the data was deemed incomplete and invalid. The data
was collected via Google Form, which was disseminated to the targeted
adolescent age groups of between 13 to 24 years old (see Table 2).
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Table 2

Respondent Profile (n=211)
VARIABLES No %
Gender
Male 95 45
Female 116 55
Age
13-17 years 39 18.5
18-24 years 172 81.5
Ethnicity
Iban 60 28.4
Malay 42 19.9
Chinese 33 15.6
Orang Ulu 30 14.2
Bidayuh 27 12.8
Melanau 15 7.1
Others 4 1.9
Occupation
Student 117 55.5
Private Sector 46 21.8
Government Sector 30 14.2
Unemployment 18 8.5
Level of Education
Secondary 67 31.7
Diploma/Certificate 48 22.7
Bachelor’s degree 85 40.3
Post-graduate 11 5.2
Averagely how much do you spend on online shopping?
RM50 or below 54 25.6
RM51 - RM100 60 28.4
RM101 - RM500 84 39.8
RM500 and above 13 6.2
How often do you use online shopping platform per month?
None 14 6.6
1-2 time(s) 106 50.2
3-5 times 81 38.4
6 times and above 10 4.7
Which online shopping platform do you prefer?
Shopee 118 55.9
Shein 39 18.5
Lazada 19 9.0
Zalora 18 8.5
Mudah 5 2.4
Zilingo 5 2.4
Others 7 33
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Table 3 shows the reliability test of each variable for the model
which is the dimensions that effects adolescent’s satisfaction towards online
shopping. The dimensions that have the very high coefficient of Cronbach’s
Alpha are perceived site quality and perceived convenience (i.e., 0.897). All
the variables are found to be reliable with good internal reliability
consistency.

Table 3

Reliability and Validity
Variables Cronbach 's Alpha
Perceived Ease of Use 0.845
Perceived Security 0.887
Perceived Site Quality 0.897
Perceived Usefulness 0.873
Perceived Convenience 0.897
Perceived Price 0.779

The reliability scores for Adolescent Satisfaction and Behavioral
Intentions are also found to be satisfactory. The Cronbach’s Alpha
coefficient for the 4-item Adolescent Satisfaction is 0.892 whereas the
2-item Behavioural Intention is also 0.892.

The results of multiple regression analysis are shown in Table 4.
The R value is 0.765, indicating rather strongly and significant correlations
among the variables of perceived of ease of use, perceived security,
perceived trust, perceived usefulness, perceived convenience, and perceived
price. Besides, the R square stands at 0.571 suggesting that the independent
variables account for 57.1% of the variance in the adolescent’s satisfaction
on the online shopping. Perceived convenience is the most important
determinant (i.e., Standardized coefficient of 0.444) for the satisfaction.

The F-ratio indicates the regression model was generally significant
because the independent variables were statistically relevant to the
dependent variable where F (6, 204) = 45.207, p<0.001. This indicates three
independent variables combine to show the significant effect on the
dependent variable.

The perceived convenience (at 5% level of significance), security
and usefulness (significant at 10% level of significance) have positive
impacts on adolescents’ satisfaction with online shopping. As such the roles
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of these independent variables on the adolescent satisfaction with internet
shopping should be well understood and managed accordingly for effective
online marketing to serve this segment of online customers.

Table 4
Multiple Regression Analysis on Factors Affecting the Adolescent Satisfaction
Unstandardized Standardized

Variables Co-efficient t Sig.
B Std Error Beta

Constant .818 212 3.856 .000
Ease of Use (H1) -.010 .071 -.011 -.144 .886
Security (H2) 112 .062 .138 1.799 074
Site Quality (Hs) .036 .105 .039 .346 .730
Usefulness (Ha) 195 .108 199 1.801 .073
Convenience (Hs) 464 133 444 3.492 .001
Price (He) .004 .089 .004 .040 .968

a. Dependent Variable: Adolescent Satisfaction
b. Predictors: (Constant), Ease of Use, Security, Site Quality, Usefulness, Convenience, Price

The results do not show significant relationships between the
perceived ease of use, site quality and price aspects of online shopping
platforms and adolescent satisfaction (Hi, Hs, He). However, the analysis
results reveal a considerable and favourably significant association between
adolescents' perceived security and their satisfaction with online shopping
(H2). The p-value of 0.000 indicates that the influence of perceived security
on adolescent pleasure is clearly significant. Furthermore, the positive beta
value reveals a substantial positive association between these two variables,
emphasising the critical significance of security perceptions in moulding
and improving adolescent satisfaction.

This study reveals a considerable and favourably significant
association between perceived usefulness and the level of satisfaction of
adolescents who buy online (Ha). The data analysis reveals a positive link,
with an unstandardized coefficient of 0.170 and significant at 10% level of
significance. This indicates the importance of perceived usefulness in
determining satisfaction.

There is considerable and favourably significant association
between convenience and the level of satisfaction of adolescents who buy
online (Hs). With a p-value of less than 0.001, the statistical analysis
indisputably validates this association, highlighting its high level of
statistical significance. The results imply that as the perceived convenience
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increases there will most probably a significant increase in the adolescent
satisfaction with the online shopping.

The simple regression results indicated that the adolescent
satisfaction has a positive effect on their behavioural intentions. The total
variance explained is 43.9% (R-square is 0.439), t-value is 12.779
(p=0.000). hence, the hypothesis Hy is supported.

The results in Table 5 suggest that the factors which have significant
effects on the adolescents’ behavioural intentions are the Security and Site
Quality. All the six factors contributed 96.2% of the variance in the
dependent variable. The most important factor is the website quality of the
online shopping platform (significant at 1% level of significance).

Table 5
Multiple Regression Analysis on Factors Affecting the Behavioural Intentions
Unstandardized Standardized

Variables Co-efficient t Sig.
B Std Error Beta

Constant -.060 .070 -.858 .392
Ease of Use (Ha) .014 .023 .013 .580 .563
Security (Hz2) -.036 .021 -.040 -1.749 .082
Site Quality (Hs) .999 .034 .973 29.064 .000
Usefulness (Ha) .042 .036 .039 1.183 .238
Convenience (Hs) -.015 .044 -.013 -.351 726
Price (He) .011 .029 .011 .368 713

a. Dependent Variable: Behavioural Intentions
b. Predictors: (Constant), Ease of Use, Security, Site Quality, Usefulness, Convenience, Price

CONCLUSION AND RECOMMENDATIONS

According to the findings, it is evident that the adolescents’ perceived
convenience, security, and usefulness have significant influences on their
satisfaction and their satisfaction will affect their behavioural intentions.
Among the recommendations of this study is to do further research on
making a policy to educate adolescents about digital literacy, which means
by incorporating education about digital literacy, cybersecurity and internet
marketing into the curricula of schools as this is an effective way to provide
students with the necessary knowledge and skill they need to properly
navigate online platforms, comprehend privacy settings, and recognize
possible threats that can be found online. It will be good to promote
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consumer protection regulation whereby adolescents need to be protected
from the unethical business practices, misleading marketing, and potentially
hazardous products, all of which can be found on the internet. Consumer
protection laws that are specific to online shopping need to be enacted and
enforced. Adolescent consumers will make sure that online merchants they
are dealing with are honest about the specifications and features of their
products, their return policies, and their customer service.

These empirical findings enhance the literature by revealing
adolescent satisfaction with internet shopping and its effects on their
behavioural intentions. This exploratory survey research is a useful
reference for future research in the similar fields. Future research may
benefit from qualitative data collection, possibly using face-to-face
interviews instead of questionnaires, to improve the reliability and validity
of the findings as scientific insights which could further enhance the digital
marketing effectiveness and sustainability.
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