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ABSTRACT
The e-commerce sector has been significant growth in Malaysia. Customer satisfaction has
become an essential issue in the success of e-commerce customer experience. Customer
satisfaction is essential for online retailers by providing a metric that they can use to manage
and improve their online businesses. In Malaysia, online shoppers are facing difficulties in
returning products, though they are facing with a faulty product. Hence, reverse logistics
plays a vital role in e-commerce for increasing online shoppers’ buying confidence and
customer satisfaction. However, there is limited studies focus on the impact of reverse
logistics on customer satisfaction in e-commerce. Thus, this paper aims to determine the
relationship between the variables of situational factors (advertising and accessibility) and
customer satisfaction towards reverse logistics in e-commerce in the surrounding area of
Klang Valley. The data are collected through the online survey and paper survey with 400
respondents who had an online shopping experience. The data are analysed using Pearson
Correlation Analysis and Multiple Regression Analysis. The result of this study is expected
to provide positive contributions to online retailers in understanding customer needs and
wants, thereby creating a good return policy that committed to customers satisfaction and
sustainable online shopping experience.
Keywords: customer satisfaction, reverse logistics, e-commerce.

1. INTRODUCTION
The e-commerce sector has been significant growth in Malaysia with the support of
internet connection and convenience of smart device (U.S. Embassies, 2018). According to U.S.
Embassies (2018), 50 per cent of Malaysians is online shopper, which involved 15.3 million
people due to e-commerce provides convenience to the consumers in payment, compares price and
saves time. Furthermore, online shopping always needs to be supported by a proper supply chain
management included the inventory management, warehousing, customer service and logistics to
fulfil and increase the effectiveness and efficiency of service.
Reverse logistics plays a vital role in helping online retailers to deal with product return.
Online retailers can increase online shoppers’ buying confidence and customer satisfaction as well
as obtain a good reputation by fulfilling the demand of customer through reverse logistics, which
is about the return policy in e-commerce. The return policy has the capability of assisting in
recovering and handling service failures such as poor product quality and wrong items to keep
customers enhance customer satisfaction as well as building loyalty. It is also can be used to gain
competitive advantages that are capable of satisfying the customer and winning customer loyalty
in a competitive online environment.
2. PROBLEM STATEMENT
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Under Revolution 4.0, technology is starting to replace by the human resource and help to
increase the efficiency of operation. Fast-pace of live increased the customer demand in increasing
the efficiency and effectiveness of logistics, especially in reverse logistics. The customer wants the
easiest way to return the faulty item at the lowest cost. However, online consumers lack the
information for returning the product (Charles, 2014). There is limited information about product
return in the internet shopping site and even unable to find at different sources such as Facebook
and YouTube. Hence, limited information on returning product has restricted online consumers to
return a faulty item. Also, the online consumers who bought items on social media are unable to
access the return policy (Massey, 2018) as the online retailers did not provide the return policy for
their customers. When online consumers would like to return a product, there are limited ways to
get in contact with online retailers (Massey, 2018). Furthermore, the free return shipment
sometimes is not available and must be burden by the online consumers and result in the
increasing cost for them (Zumbach, 2016).
According to Pissed Consumer (2018), few cases happened in Lazada Malaysia, which are
the online shoppers unable to get refund or return of goods when they received a faulty item. Also,
there is limited studies focus on the impact of reverse logistics on customer satisfaction in ecommerce. Thus, some variables of situational factors which are the one part of symbiosis theory
that developed by A Jalil et al. (2016) have adopted in this study in order to further investigate the
relationship between the variables of situational factors (advertising and accessibility) and
customer satisfaction towards reverse logistics in e-commerce in the surrounding area of Klang
Valley.
3. LITERATURE REVIEW
3.1 Customer Satisfaction
Oliver (2014) defined that customer satisfaction is the consumer’s fulfilment response. It is
the customer’s evaluation of a product or service for determining whether that product or service
has met the customer’s needs and expectation. If the product or service has met the customer’s
needs and expectation, it will be assumed to result in satisfaction with the product or service.
Customer satisfaction has become an essential issue in the success of e-commerce. Customer
satisfaction is vital for marketers and online retailers by providing a metric that they can use to
manage and improve their online businesses. However, satisfaction is dynamic; it may evolve and
affected by a variety of factors. Customer satisfaction is influenced by the perception of service
quality, product quality, and price as well as personal factors and situational factors (Zeithaml,
Bitner, & Gremler, 2013). According to Khan, Liang, & Shahzad (2015), the factor of price,
product information, convenience and return policy have a positive and significant influence on
customer satisfaction to repurchase in online stores.
Moreover, in the study of Ogunleye (2013), the product return experience can influence
customer perception of the service they receive. When the customers do not satisfy the product
due to the product did not meet their need and expectations, the product will be returned, and a
return may make customer dissatisfied. Hence, online retailers should take the product return to be
their service recovery opportunity. Service recovery is essential for handling the service failure.
The customer who experiences service failure might be more loyalty to the online retailer and
repurchase if they are satisfied with the service recovery taken by the online retailer. Besides, the
return policy also can assist online retailers in handling customer complaints.
Provision of an acceptable return policy can be used to influence customer satisfaction and
generate customer loyalty.
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3.2 Reverse Logistics
According to Alfonso-Lizarazo et al (2017), reverse logistics is known as "the process of
planning, implementing, and controlling the efficient, cost-effective flow of raw materials, inprocess inventory, finished goods, and related information from the point of consumption to the
point of origin for the purpose of recapturing or creating value or proper disposal". In the B2C ecommerce model, the term of reverse logistics defined by American Reverse Logistics Executive
Committee which is to retrieve the value of the product or make it appropriately handled, the
process of moving the product from the consumer to the source (Li & Li, 2015). Reverse logistics
refers to the return of products to sellers or manufacturers due to their problems or consumer
dissatisfaction. According to Kok et al (2016), the term of reverse logistics in online shopping is
about the return policy which allows online consumers to return products based on the rules and
procedures that listed in the return policy.
In recent years, reverse logistics has become an essential issue in e-commerce because it
can generate revenue and meet the satisfaction of online customers. When a customer wishes to
return a product, the online retailers must organise, retrieve, and then determine the outcome of the
returned product and ship the new product to the customer. Product return may be caused by the
vast differences between the real product and product descriptions as well as the human error
made by online retailers. According to Rao, Lee, & Connelly (2018), online consumers might
want to return or exchange the products when consumers are not satisfied with the product. Hence,
a clear return policy able to guarantee the product quality being purchased and make consumers
feel security when they received wrong items.
3.3 E-commerce
Based on the context and research objective of the researchers, the term of e-commerce has
been defined in many ways. Pandey & Agarwal (2014) stated that e-commerce is an activity of
buying and selling products using the Internet. Meanwhile, Turban et al (2015) provided more
detail and specific definition where they refer e-commerce is an activity of buying and selling
products, exchanging products, services, and information over an electronic network, mostly the
Internet. A transaction can be done at anywhere and anytime with the click of a mouse (Omar &
Anas, 2014). We adapted the definition of e-commerce that provided by Turban et al (2015) in this
research, which involves the activity of exchanging information between the online retailers and
online buyers lead to the process of returning and making refunds and exchanges through the
online networks. The growth of the e-commerce sector contributed to Malaysia’s economic
growth. According to the report that released by MDEC and A.T. Kearney in 2016, e-commerce
contributed RM 68.3 billion or 5.9 per cent to Malaysia’s gross domestic product (GDP) in 2015
and increased to RM 74.6 billion or 6.1 per cent in 2016.
However, B2C e-commerce market in Malaysia is still considered as a new medium.
According to PwC’s Total Retail 2016 survey, they found that about 56% of Malaysia respondents
only began online shopping within the last three years compared to the 82% of respondents in
China have been beginning online shopping for more than three years. In the survey, about 75% of
respondents in Malaysia want paid return label provided. 72% of Malaysia respondents are more
favourable return online purchase to store, whereas 71% of Malaysia respondents want the ability
to return an online purchase to a convenient location. Hence, the online retailers in Malaysia
should experiment a range of return options and policies and learn from other countries as well as
emulate their return options and policies to attract more people to purchase online and hence
growing sales, profits, and have a deep relationship with their customers.
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3.4 Advertising
Advertising is one of the forms of communication that helps to deliver information from
the organisation to consumers (Moriarty et al, 2014). It also is known as marketing
communication, which is role importantly in marketing, communication, economic and
sociocultural. It mostly operates with the objective and strategic to get the attention of consumers.
According to the study of Okazaki & Taylor (2013), social media advertising may help to integrate
global market supported by networking, image transferability and personal extensibility. It may
help to solve the geographic and psychological boundaries compared with traditional advertising
such as newspaper or magazine. Social media also will help the organisation collect feedback from
consumers (Rajeswari, 2015). Furthermore, most of the people like to search for information by
using social media (Muntinga et al, 2011). Therefore, social media can use as the bulletin board as
known as an information board to share the information. It may increase the interaction between
advertisers and customers.
According to Rawal (2013), advertising is useful when the audience has received the
message and takes the next action. Advertising able to deliver information to inform consumers
about product return included return procedures (Dao et al, 2014) in order to achieve their needs
and helping them to deal with specific issues as well as accomplishing specific tasks (Rodgers &
Thorson, 2000). Besides, advertising can fulfil the needs and wants of consumers and hence
creating pleasure and enjoyment. According to the previous study of Dao et al (2014), they stated
that advertising able to satisfy the needs of consumers by offering them the necessary information.
3.5 Accessibility
According to Ho & Lee (2007), accessibility refers to the extent to which information
provided by the website can be obtained and used without difficulty. Online consumers can easily
find the information in the website or gather information by contacting online retailers (Jun, Yang,
& Kim, 2004; Eisingerich & Bell, 2008; No & Kim, 2015). Online consumers are likely to have
multiple methods to contact online retailers, such as email and telephone. Due to the rapid growth
of information technology (IT) in recent years, online live chat becomes the best choice for the
online consumers to contact the online retailers quickly and efficiently as they are busy and do not
want to waste time by calling and mailing the online retailers. In e-commerce, online chat can help
online retailers to increase the level of customer satisfaction as they can receive the response from
online retailers on the spot in real-time (Elmorshidy, 2013).
On the other hand, according to Sohaib & Kang (2016), they found that accessible
websites are becoming ever more important to online shoppers. Online consumers often want to
access online retailer’s chat rooms and bulletin boards, or others in order to get up-to-date and
useful information for making online purchasing decisions (Jun, Yang, & Kim, 2004). In the study
of Yang et al (2005), accessibility has a significant effect on customer satisfaction. However, Jun,
Yang, & Kim (2004) found that the access dimension had a significant and positive influence on
overall service quality, but it did not show a significant relationship with customer satisfaction.
Thus, this result piqued our curiosity in order to drive us to determine whether the degree of
accessibility in affecting customer satisfaction towards reverse logistics in e-commerce.
4. RESEARCH METHODOLOGY
4.1 Research Design
Quantitative is used to conduct this research. A correlation study is chosen to determine the
relationship between predictor variables (convenience, education, advertising, and accessibility)
and the criterion variable (customer satisfaction). The proposed research framework as in Fig 1.0.
4
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Figure 1. The research framework of customer satisfaction
From the research framework we hypothesis as followed.
4.2 Research hypothesis
H1: There is a significant relationship between advertising and customer satisfaction
towards reverse logistics in e-commerce.
H2: There is a significant relationship between accessibility and customer satisfaction
towards reverse logistics in e-commerce.
4.3 Sampling and data collection method
Convenience sampling method was used in this study. The data are collected through the
online survey and paper survey with 400 respondents who had an online shopping experience.
Seven-point Likert-type scale will be used to measure independent variables (advertising and
accessibility) and dependent variable (customer satisfaction) with 7 alternative options, which are
1=extremely disagree, 2=strongly disagree, 3=disagree, 4=neutral, 5=agree, 6=strongly agree,
7=extremely agree” in the statement.
4.4 Data analysis
Cronbach’s alpha reliability test was used in research to measure internal consistency. The
higher the Cronbach’s alpha score, the higher the internal consistency reliability. Based on table 1,
it is indicated that all the variables Cronbach’s Alpha value was more than 0.7. According to
Sekaran & Bougie (2016), Cronbach’s alpha value less than 0.60 is poor; 0.60 to 0.80 is
acceptable; more than 0.8 is good. Hence, this shows that the data that we collected is having an
acceptable and reliable to measure the five variables consistently.
Table 1. Reliability Test of Each Variable (n = 400)

Besides, Pearson correlation analysis was used in this study to measure the strength of the
linear relationship between two variables (Chong, 2014). Moreover, multiple regression analysis
was also used to determine the overall fit of the model, and the relative contribution of each of the
independent variables to the dependent variable is explained (Soo, 2018).
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5. RESULTS
Based on Table 2, the p-value of the two variables is equal to 0.000, and it is less than α
value of 0.01. Hence, it indicates a statistically significant correlation between independent
variables (advertising and accessibility) and dependent variable (customer satisfaction).
Table 2. Correlation between Independent and Dependent Variables

Table 3. Result of regression analysis (Model summary and ANOVA)

From the above analysis, the R2 value is 0.508, which shows that all the independent
variables explain 50.8% of customer satisfaction. Also, the table shows that the set of predictors of
customer satisfaction is statistically significant at the 0.01 level (F (4, 395) = 102.148 and p-value
is smaller than 0.01. Therefore, it confirms the fitness of the model.
Table 4. Significant predictors of structural model (N=400)

Based on the findings, the independent variables are significantly related to the dependent
variable when the p-value is less than 0.05. The table shows that accessibility and advertising are
6

9th

International Conference on Operations and Supply Chain Management, Vietnam, 2019

significantly related to customer satisfaction. Also, accessibility has the highest beta value (0.327)
between all the independent variable, which indicated that this variable has the strongest influence
on customer satisfaction.
6. DISCUSSION
The purpose of this study is to determine the relationship between the variables of
situational factors (advertising and accessibility) and customer satisfaction. The results showed
that accessibility is the strongest predictor on customer satisfaction towards reverse logistics in ecommerce. The result of accessibility was consistent with the previous study of Yang et al (2005),
which stated as accessibility has a significant effect on customer satisfaction. Also, advertising is
the second important predictor and has a significant influence on customer satisfaction towards
reverse logistics in e-commerce. Advertising can fulfil the needs and wants of consumers and
hence creating pleasure and enjoyment. This is also supported by the previous study of Dao et al.
(2014) which stated that advertising able to satisfy the needs of consumers by offering them the
necessary information. Therefore, the outcomes of research indicated that accessibility and
advertising in returning the online item would influence customer satisfaction towards reverse
logistics in e-commerce.

7. CONCLUSION
This study was conducted to investigate the factors that influence customer satisfaction
towards reverse logistics in e-commerce in the surrounding area of Klang Valley. This research
has achieved the objective to identify the variables of situational factors and examine the
relationship towards customer satisfaction. Based on the research findings, it indicated that the
variables of situational factors (advertising and accessibility) had a significant relationship on
customer satisfaction. In conclusion, the outcome of this research indicated that accessibility is the
most crucial factor to influence customer satisfaction. Although accessibility has the most
substantial influence on customer satisfaction, the factor of advertising should not be ignored.
However, there are several limitations found in this study. Hence, several suggestions for future
research have been discussed for further improvement.
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