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Abstract In the past decade the Internet has spread throughout Malaysia and the revenue generated by online commerce
activities increases at a constant pace. However, it appears difficult for e-vendors to establish profitable long-term
relationships with their customers because the online setting presents numerous and different risks. Gen Yers were born in the
technology boom era and their use of online means to conduct purchasing transaction is frequent. Although it is of primary
importance for e-stores to know more on satisfaction factors able to trigger Gen Y e-loyalty, research on this field is still very
limited. This conceptual paper will contribute to the academic body of knowledge on the subject while providing practical

guidelines for a customer oriented managerial decision-making.
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1. Introduction

The Internet has widened product selection, has made
customers more informed about prices and substitute
products and has corroded the traditional loyalty circle.
Harris and Goode (2004) note that “generating loyal
customers online is both more difficult and important than in
offline retailing” (p. 139). In fact, e-shoppers can freely visit
different e-stores and purchase items without being
intrinsically forced to remain loyal to one specific online
vendor for all their purchases. Consequently, firms have to
focus their attention on customer satisfaction in order to
realize a sustainable and long-term profit for online
businesses (Yen, 2010).

Despite the fact that online shopping had been present
since the early 1990s’, in Malaysia had its real start in 2004
(Khatibi, Haque and Karim, 2006). Even if doing shopping
online is more convenient in terms of time, transaction
approach, and in many case it is also cheaper than
brick-and-mortar stores (Chua, Khatibi and Hish, 2006), the
number of online retailers in the early 2000s’ was still very
low. However, through the research conducted by the
/Communication and Multimedia Commission (Rezaei,
Amin and Wan Ismail, 2014), it is possible to observe how
rapidly between 2007 and the first quarter of 2008 the
broadband subscriber population increased from 7,843,000
to 10,780,000 users with a plus 36.53% in the total
community. The fast hike in the Internet usage and the
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impressive increment of the number of broadband
signatories have been contributing in the rise of the overall
country sales. However, despite the remarkable economic
growth and the commendable progresses of the information
technology infrastructure (Selvarajah and Philip, 2017),
academic research on Malaysia online shopping and online
loyalty does not follow the trend as it is highlighted by a
paucity of research on the topic (Suki, 2013). In Malaysia
online shopping appears to have gained an increasing
importance among the Internet users and Dhanapal, Vashu
and Subramaniam (2015) found that Gen Yers in Malaysia
are more prone to shop online. Generation Y can be
described as a generational cohort and can then be further
identified with the individuals born between 1980 and 1999
(Gurau, 2012; Selvarajah and Alagrisamy, 2017).

The World Wide Web has a prominent impact on Gen
Yers (Nusair, Bilgihan, Okumus and Cobanoglu, 2013)
because Gen Yers were born in the age of technological
expansion (Selvarajah, Wahab, 2017). Moreover, Gen Yers
were born in a period of economic growth and were
surrounded by information technology, reality television and
social media (Parment, 2011). Gen Yers are optimistic and
dynamic, always looking for new incentives (Gursoy, Maier
and Chi, 2008) Additionally, Gen Yers are more impulsive
and tend to make fast decisions. Therefore, Gen Yers, loyalty
intentions both in the physical and online context are more
difficult to be established.

2. Literature Review

2.1. Service Quality

Service quality in the online context can be defined as the
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core features that allow customers to perceive the standards
of a service provided by the e-tailer (Parasuraman, Zeithaml
and Malhotra 2005). Therefore, to evaluate the multiple
dimensions of service quality a wide array of scales have
been elaborated (Collier and Bienstock, 2006). Some of
these include the SERVQUAL scale developed in its first
stage by Parasuraman, Zeithaml and Berry (1988), the
SiteQual 9-item scale proposed by Yoo and Donthu (2001),
the WEBQUAL scale advanced by Loiacono, Watson and
Goodhue (2002), the e-TailQ scale developed by
Wolfinbarger and Gilly (2003) and the E-S-Qual scale
implemented by Parasuraman et al. (2005) as an updated
version of the first SERVQUAL scale. Even if there are
many different scales that can be used for the measurement
of the website service quality all of them present some
common points. For the current study scale elaborated by
Ladhari and Leclerc (2013) will be taken into consideration.
The constructs considered in this scale are information
quality, ease of use, website design, and responsiveness.
Information quality is valued in terms of reliability,
pertinence and plenitude (Mukherjee and Nath, 2007) as well
as in terms of certainty, competency and validity. It indicates
the advantage a customer obtains through the interaction
with the website (DeLone and McLean, 2003). Therefore,
this dimension investigates the amount and the quality of
information provided by the e-vendor on its website
(Bressolles, 2006). One of the most important characteristics
of a website is the ease of use (Tarafdar and Zhang, 2005).
As a matter of fact, a website ease of use measures the user
capacity to utilize the online page with the minimum
endeavor (Collier and Bienstock, 2006). Hence, ease of use
is a construct that evaluates the level of difficulty faced by
the users in operating a website and in executing their
transaction (Sousa, 2012). Website design or aesthetics
indicates the appeal of the webpage ambiance and it is
connected to its former features such as layout, color,
graphic and icons (Bressolles, Durrieu and Deans, 2015).
These factors contribute to the better outlook of the webpage
and to its environment (Cristobal, Flavian and Guinaliu,
2007). Website design as a construct of system quality was
proposed in previous studies underlying positive
relationships with customer satisfaction and repurchasing
behaviors (Yang, Cai, Zhou and Zhou, 2004). Finally,
responsiveness reflect the prompt reaction of the e-vendor in
dealing with problems faced by the users (Parasuraman et al.,
2005). In fact, it is of primary importance for the online
customers to obtain well-timed support when problems arise
(Semejin, Van Riel, Van Birgelen and Streukens, 2005).

2.2. Privacy

Mukherjee and Nath (2007) define privacy as the way of
“addressing the issue of protection on individually
identifiable information on the Internet” (p.1180). In light of
the controversy rising from the way an online retailer can
make use of the customers’ private information, the e-vendor
has to commit in the endorsement and enforcement of a

privacy policy. The consent of the customer in case of
information processing within the organization and in case of
data disclosure is another relevant aspect that an e-store has
to consider (Bart, Shankar, Sultan and Urban, 2005) along
with the protection of customers’ information from
unauthorized access. From this perspective, security
protection becomes of fundamental importance for a website
that aims to protect and safeguard its customers (Selvarajah,
Sentosa, Nurain, Amalia, Syamim and Hafizah, 2017).
Protecting sensitive data from external unforeseen and
unlawful threats and preventing the illegal disclosure of
these data is one of the greatest issues in online commerce
(Shalhoub, 2006). If from one hand this concern emerges as a
worry for online retailers, on the other hand customers are
uncomfortable to divulge their personal information as well
as their payment card data because they feel exposed to
possible hoaxes (Shareef, Kumar and Kumar 2008).
Customers’ assurance and perception of risk can be managed
by the online stores through the implementation of a series of
security systems to use in the different activities on the
website.

2.3. Trust

Summarizing previous researches Corritore, Kracherand,
and Wiedenbeck (2003) described online trust as “an attitude
of confident expectation in an online situation of risk that
one’s vulnerabilities will not be exploited” (p.740). When
customers feel secure and have trust in the service provider’s
intention to cater forthright information, they will continue
to shop from the same website enhancing their loyalty to the
online store (Cho and Fiorito, 2009). As a matter of fact, one
of the customers’ main concerns while purchasing online is
the disclosure of sensitive personal information, such as full
name, address, credit card number and password, as well as
the actual quality of the good purchased (Shukla, 2014).
Trust in the online retailer can lower customers’ skepticism
and heighten the chances of repurchasing behaviors.
Therefore, customer’s trust is a key issue that affects their
purchasing behavior and their behavioral loyalty
(Papadopoulu, Andreou, Kanellis, and Martakos, 2001).
Online retailers suffer from the great degree of uncertainty in
which economic transactions take place and from the major
risks customers decide to undertake while carrying out their
purchases (Bilgihan, 2016). In an e-commerce setting, the
concept of non-deception assumes a key importance for the
customer. As a matter of fact, it translates in the individual’s
belief that the e-vendor will not implement deceitful actions
to sway its customers to make purchase on its website
(Limbu, Wolf and Lunsford, 2011).

2.4. Gen Y e-Loyalty

Consumer loyalty is usually defined as the individual’s
commitment towards a specific organization (Oliver, 1997).
Authentic customer e-loyalty is reflected by a high number
of shopping experiences which mirror the consumers’
feelings about heightened switching cost and about their
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repurchase intentions (Shankar, Smith, Rangaswamy; 2003).
Client loyalty is usually reflected in:

¢ Brand loyalty, as affiliation to a brand name,

e Vendor loyalty, as reiterate shopping of a specific

product,

o Retailer loyalty, as continuous relationship with a

particular store,

o Service loyalty, as repeated purchasing of a service

(Lim and Razzaque, 1997).

Online loyalty is a fundamental factor for the long-term
e-stores’ success. In fact, thirty-five to forty percent of the
overall income for an online store is originated by loyal
consumers who reiterate their purchases from a particular
website (Rosen, 2001). In the online context, there are
numerous factors leading to loyalty (Wong, Lo and Ramayah,
2014). In relation to the re-patronage intention and loyal
behavior literatures, customer satisfaction elements are
usually indicators of online loyalty (Koo, 2005). For this
reason, online stores continuously work to achieve a better
performance quality able to generate higher customer value
whereby clients can be satisfied and more prone to show a
loyalty behavior (Chen and Hu, 2010). Accordingly to
Ranaweera and Phrabu (2003) and (Selvarajah and How,
2016) an important predictor of loyalty is the word-of-mouth
(WOM). eWOM is defined as the set of information and
opinion that customers share about their e-commerce
experiences and it is considered to be the most effective
mean through which an online retailer can achieve credibility.
By sharing their good experiences in relation to a product or
a service, satisfied customers are likely to attract new
potential consumers (Ha and Stoel 2009). However, previous
research suggests that unhappy customers are three times
more likely to express their complaint rather than satisfied
customers to share their positive experience (Silverman,
2001). It is then of primary importance for e-stores to take
care of their customers in order to achieve a better future
performance.

2.5. Technology Acceptance Model

The Technology Acceptance Model or TAM is a
prominent model introduced by Davis (1989). TAM is an
extension of an already existing theory known as Theory of
Reasoned Action, TRA, elaborated by Fishbein and Ajzen
(1975) and widely utilized in studies related to intentions and
effective communication (Selvarajah and Kirubamoorthy,
2017; Selvarajah and Thambusamy, 2016). Furthermore,
TRA shares several aspect with the Theory of Planned
Behavior, TPB, whereby consumer attitude is considered as
intention to purchase (Selvarajah, Hisyam, Ramlan, Diyana,
Salibah and Atiga, 2017). However TAM differs
from the antecedent theory because integrate the
belief-attitude-intention-behavioral relationship with the
information technology acceptance. Hence, even if TRA
proved to be a very effective theory for the establishment of
intentions and behaviors (Selvarajah, Sajilan and Wagner
2014; Selvarajah and Wha, 2017), TAM is a largely used
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model for research related to the IT field (Selvarajah and
Hussin, 2017). Previous studies used TAM in relation to
computer usage, technology compliance, online commerce,
e-payment, online purchase inclination, and online shopping.
TAM focuses mainly on two aspects: perceived usefulness
and perceived ease of use. Perceived usefulness is the extent
to which a shopper believes that adopting the World Wide
Web is a favorable investment. Perceived usefulness on one
hand is the belief that IT can enhance buyer’s operations
(Davis, 1989), on the other hand is the online consumer’s
confidence that technology will improve his or her
e-shopping experience. Perceived ease of use is the end user
perception that information technology leads to effort-free
procedures (Al-Momani and Noor, 2009). For example a
website is considered easy to operate when it is clear, easy to
find on the web and fast to load (Lederer, Maupin, Sena and
Zhuang, 2000). A webpage that is accessible and easy to
operate since the first visit is considered user friendly. Hence,
ease of use impacts customer’s consumption resolution
(Klopping and McKinney, 2004).

2.5.1. TAM and Gen Y e-Loyalty

Previous studies focusing on the online context, partially
modified the former TAM theory by adding alternative
constructs such as experience, trust, and output (Venkatesh
and Davis, 2000) or by dropping one element such as the
attitude element to focus just on Usefulness or Ease of Use
(Venkatesh, Morris and Davis, 2003). Considering that this
research is focusing on already experienced online shopper,
usefulness will not be relevant for the study because
customers are already used to the information technology
(Ribbink, van Riel, Liljander and Streukens 2004). However,
ease of use will be considered as an important element to
explore. As a matter of fact, websites are continuously
developing and modifying their features which may have a
positive or a negative impact on the customer loyalty to a
particular vendor. However, this is a process that may lead to
difficulties in the website functioning or in the surfing flow
(Dika, 2015). In accordance to Tan, Qin, Kim and Hsu
(2012), privacy is another relevant factor that influences
behavioral intentions in the online setting. For this reason,
privacy has to be integrated in the Technology Acceptance
Model. In their study on Tunisian usage of e-banking,
Charfeddine and Nasri (2013) modified the Technology
Acceptance Model to insert a Privacy variable by following
the example of Salisbury, Pearson, Pearson and Miller
(2001). Within the TAM framework, the relationship
between trust and behavioral intentions towards the use of an
online platform was initially explored by Gefen, Karahanna
and Straub (2003) and again proposed by Koch, Toker and
Brulez (2011). Starting from the same premises, Tang and
Wu (2015) for their research on the impact of big data on the
online customers purchasing intention added trust as a
variable in the classic TAM framework. Therefore, in this
research the behavioral intention of the online customer as
the core of the TAM framework is preserved and studied in



Management 2017, 7(3): 110-117 113

relation to the Gen-Yers e-loyalty behavioral intentions. The

factors analyzed in relation to Gen-Yers online loyalty will

be ease of use (Ribbink et al., 2004) which is clustered in a

broader variable defined as system quality, privacy

(Charfeddine and Nasri, 2013) and trust (Kaasinen, 2015).
Hence, it is hypothesized:

H1. There is a positive relationship between service
quality and e-loyalty

H2. There is a positive relationship between privacy and
e-loyalty

H3. There is a positive relationship between trust and
e-loyalty

. . H1
Service Quality
Privac 2 GenY
Y e-Loyalty

H3

Trust

Figure 1. Conceptual Framework
3. Findings

The literature on e-commerce has been focusing on online
satisfaction as a medium for online loyalty creation, but
different results were achieved by the researchers who tried
to explore this new field of study.

For what concerns website service quality, Wu and Wang
(2006) sustain that service quality is based on the
predictability of the website and on the information delivered
to the user. In their study on purchase of wine from wineries
websites Kumar and Balaji (2015) found that information is
a predictor of e-satisfaction and e-loyalty. In relation to ease
of use, Devaraj, Fan and Kohli (2002) found evidence
proving that this construct is relevant in the e-commerce
setting, while Thong, Hong and Tam (2006) sustain it is
fundamental in establishing loyalty. When referring to
website design, it is important to consider the clarity of the
webpage in accordance to the research of up to date
information. In their study, Bauer, Falk and Hammerschmidt
(2006) found that website features are a pivotal element for
every online store Additionally, Yang et al. (2004)
individuate responsiveness as the most relevant factor in the
establishment of online service quality.

In relation to privacy, Li (2014) sustains that consumers’
privacy concern while purchasing online is a factor
influenced by previous negative experiences. However, even
if online vendors increased their efforts to implement

security systems on their webpages and the initial hostility
and hesitation of the online shoppers has improved, the mean
by which customers’ assurance impacts the online loyalty
behavior is still not properly understood (Eastlick and Lotz,
2011). At the same time, Udo (2001) underlines the
importance of privacy protection as the crucial issue in the
online B2C transactions, while Flavian and Guinaliu (2006)
affirm that once assurance is proven to the online customers
they will demonstrate a positive attitude leading to online
loyalty. Accordingly to Wang, Wang, Lin and Tang (2003),
lack of assurance, in conjunction with privacy uncertainty,
has been found to be the major cause of customers’ mistrust
in online retailers.

In a pioneer study on e-commerce Reichheld, Markey and
Hopton (2000) found that trust is more relevant to customers
rather than price and it will determine their future purchases
with the same e-store. According to Gefen et al. (2003),
individuals will try to avert the online stores that they
perceive untrustworthy or that they consider unethical and
unable to satisfy their criteria. In their research Chou, Chen
and Lin (2015), investigated the role of online trust in
relation to online loyalty. Their results supported the
formulated hypothesis suggesting that e-trust directly
influences e-loyalty. Hence, when customers are satisfied
with and have trust in an e-store their loyalty can be formed.
Moreover, online efficacy and e-loyalty exist when
customers present higher levels of trust towards the e-tailer
(Azam, Fu, Abbas and Abdullah, 2013). On this purpose, Liu,
Marchewka, Lu and Yu (2005) affirm that when trust is
established customers are keener to keep purchasing from
the same online store. Azam (2015) found that trust towards
e-tailers is a strong predictor of online loyalty, suggesting
that if customers have trust in the vendor website they are
more willing to be loyal to that particular e-tailer. In fact,
customers that have already had an experience in purchasing
from a specific web store might feel more at ease while
shopping through the same source (Connolly and Frank,
2007). Finally, Valvi and West (2013) affirm that trust
catalyzes the customers’ feelings and influences their future
e-loyalty intentions.

4. Conclusions

The Internet has gradually become a chance for retailers to
expand their business to millions of customers. However, if
on one hand this potentially infinite market possibilities are
incredibly appealing to every organization, on the other hand
these equal chances represent a boundary for the firms that
follow this path. As a matter of fact, the high competition and
the low switching cost offered to consumers result in low
customer loyalty to a specific website and so to a specific
firm.

This research main theoretical contribution is to shed light
on the importance of e-commerce in a country with a
fast-paced economic development and on a generational
cohort that presents several different characteristic compared
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to the previous ones such as Baby Boomers and Gen X.

From a managerial perspective, the findings of this study
can be taken in consideration by organization that want to
achieve business prosperity while focusing on customer
fulfillment. Small and big organizations may take advantage
of the study’s findings to plan a more thorough plan for their
online services concerning e-commerce and to adopt a more
customer-centric approach during their business processes
implementation (Selvarajah and Pertheban, 2017).

However, this research presents also some limitations. In
first instance, this study is limited to the Malaysian online
context which presents unique cultural and economic
features. Moreover, this study failed to collect primary data
and still presents itself as a theoretical approach to the
research questions. Future research could start from the
above mentioned limitations. The same study may be
conducted in other Asian countries or in an already
developed ones to highlight the importance of culture
differences within the same research framework. Finally,
future studies may focus on a specific product or industry to
increase the research findings’ managerial benefits.
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