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Abstract 
 
With the influx of the Internet, Business to Customer E-commerce (B2c e-Commerce) has gained popularity around the globe. Although 
a number of researches has been done to know the factors affecting the adoption of e-commerce, however, not much research has done to 
know the effects of e-commerce on online shopping success.  DeLone and McLean introduced the Information System (IS) success mod-
el in year 1992, later on, refined the same model with the newer concept, to fully understand the effects of IS success. In this paper, au-
thors have used the DeLone and McLean IS success model 2003 with addition two constructs Privacy and Trust.  Seven interrelated di-
mensions of e-commerce were examined namely, Service Quality, System Quality, Trust, Privacy, User satisfaction and Net benefits. 
The proposed model and the relationship between the various constructs were measured by gathering the data from 381 users from the 
business faculty of Klang valley universities in Malaysia. Seven interconnected dimensions of B2C e-commerce success were confirmed 
namely, Service Quality, System Quality, Information Quality, Trust, Privacy along with User Satisfaction and Net Benefits. Confirmato-
ry Factor Analysis CFA and SEM were used to analyse the collected data and proved the hypothesis. The results revealed that system 
quality, service quality, trust and privacy are directly related to user satisfaction which in turn directly related to net benefits, whereas 
information quality has no any influence on user satisfaction in terms of e-commerce. 
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1. Introduction 

The revolution of the Internet has changed the way of doing busi-
ness and its development in the field of IT has empowered many 
retailers to expand their business from limited geographical bor-
ders to vast markets and enabled consumer to shop from anywhere 
anytime [1]. The internet is being utilized for every purpose in-
cluding education and entertainment. Apart from these activates it 
has provided a valuable tool for the business to run business relat-
ed activates and transactions. In addition, it has provided the tool 
for access and interact with one other through websites owned by 
the business, which has not only reduced the business running 
costs but also enabled the business to run smoothly and better [2]. 
Thus, the Internet provides two forms of marketing convenience to 
the seller & buyer. The buyer utilizes the service due to diversity 
of services such as availability of various products before making 
buying decision, and delivery of product at doorstep which makes 
it suitable for many reasons (e.g. avoids travelling, saving time & 
resources); while, industries make use of Internet to communicate 
with consumers and offer a wide range of products. Thus, it has 
become a vital tool for marketing to increase the potential of trade 
and commerce. With e-commerce business could operate 24/7 
without any disturbance and consumers can access the products, 
order their products, and payment can be done at the time of prod-
uct delivery that could be in cash or pay online. Also, the Internet 
has added the value for customers to compare the products, collect 
the data, and search for the relevant information, compare that 
information related with other products or services and make the 
best choice before using it. In addition, it has enabled the individ-

uals to do business through social networking channels, and this 
has been possible because of the Internet which has offered a plat-
form to sell and purchase of products & services without having a 
registered website. However, the large firms run do the business 
through their websites. Whereas, the drive of offline business is 
different from the online business. In offline business, customer 
interacts with the seller; while in online business the best tool for 
the business is their website through which customer interacts 
with the seller and browse the products [3]. In order to attract and 
retain the customers the business is solely dependent on the quali-
ty of the website [3], [4]. The quality of the business is associated 
with technology and the growth in innovative technology demands 
to understand the factors which are associated with the success of 
the business, as there is high competition between the service 
provides. Therefore, various models and theories have been intro-
duced to understand human behaviour towards such changes and 
their level of acceptance and rejection towards innovative changes 
within the business. E-commerce success and customer intention 
has been measured through different theories and models, howev-
er, until now the use of Delone and McLean model has been wide-
ly used, as it provides a comprehensive understanding of the fac-
tors which as associated with information system success [5]. This 
paper contributes to the literature by identifying factors that affect 
the success of e-commerce among Malaysian consumers and the 
contribution of this paper will have significance on theoretical and 
practical grounds identifying the e-commerce success factors. 

http://creativecommons.org/licenses/by/3.0/
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2. Theoretical Background 

The large investments by companies for implementing the IS with 
the anticipation of high productivity benefits, sustaining in com-
petitive business settings, and cutting administrative and opera-
tional costs [1]. Although, the existence of e-commerce can be 
found back in year 1965 when consumers were able to withdraw 
cash from by using Automated Teller Machines (ATM) and use of 
POS terminals for purchasing [2], [3].  Management of e-
commerce involves two side activities i.e. buy and sell by priori-
tizing the resources in order to deliver the desired benefits [4]. 
Despite of the fact that a large number empirical studies have been 
conducted in IS success. The researchers have neither agreed nor 
found what does exactly “IS success” defines [5]. IS success has 
appeared one of the controversial issues among IS researchers due 
to multidimensional concept of success which can be assessed at 
various levels. The DeLone and McLean work was appreciated 
among IS researchers and considered as breakthrough in measur-
ing IS success [3]. DeLone & McLean introduced first IS success 
model back in 1992 by introducing six major factors i.e. “System 
Quality”, “Information Quality”, “Use”, “User Satisfaction”, “In-
dividual Impact”, and “Organizational Impact”. They defined that 
these categories are interrelated and comprehensively define the IS 
success [6]. However, D&M model had many confusions in terms 
of IS success measurers [7]. In order to address such confusions 
reported by many researchers such as [3], [7]; D&M introduced a 
comprehensive IS success model in year 2003 by adding some 
new factors “Service Quality” and replacing “Individual Impact” 
& “Organizational Impact” with “Net Benefits”. This model has 
now been tested in various contexts in order to measure the IS 
success factors. 

3. Proposed Research Model 

IS Success have been examined and assessed through various 
aspects and sometimes tested in different contexts. People, tech-
nology, and process are the prime aspects of that have main influ-
ence an IS success. Models such as DeLone and McLean Infor-
mation System success model (D&M IS), the Seddon re-
specification of the D&M IS success model, and DeLone and 
McLean IS successes updated model. These models have focused 
on IS success factors and this study have used the following fac-
tors to measure and assess the success of e-commerce among Ma-
laysian consumers. Figure 1 demonstrates the proposed model 
with hypothesis.  

 
Fig. 1: Proposed Research Model 

3.1. Constructs & Hypothesis  

3.1.1. Net Benefits 

When a consumer of any product or service uses that products, it 
evaluates and assess the positive and negative aspects and such 
that user satisfaction is directly related with the benefits a con-
sumer receives and it is main driving force behind the user satis-
faction [8]. The usage of IS differs between consumer who desire 
to purchase a product or intends to avail a service while an em-
ployee with organization make us of IS for work purpose. Net 
benefits address the success of e-commerce while a consumer 
make use of the service or products and it indicates the important 
factor of success measurement [9]. The impact of website design 

and the information available are interrelated which define “sys-
tem quality” and “information quality” which eventually guide to 
measure the consumer purchases [10]. 

3.1.2. User Satisfaction 

User satisfaction is an important factor in order to measure the 
success of IS system including e-commerce. It deals with custom-
ers emotion and belief towards usage of the particular system by 
getting what he/she desired to while using the system. During and 
after using e-commerce business a consumer looks at aspects of-
fered by the provider such as informational, service, support, and 
transactional process until reception of the service or product of-
fered by the online vendor [6]. At the point when a shop-
per/consumer is satisfied with either the service or product, it de-
fines the satisfaction. it can likewise be an individual's sentiments 
of joy or disappointment that outcomes from contrasting an item's 
apparent execution or result with their desires. In addition, there 
are chances of continuous effect on consumer satisfaction until the 
process is completed [11] [12] [13]. Thus, the e-commerce divides 
it into three stages of the process i.e. information/data search, 
purchase stage, and post purchase stage [8]. Tse and Wilton 
(1988), defined customer satisfaction as “the consumer’s response 
to the evaluation of the perceived discrepancy between prior ex-
pectations and the actual performance of the product or service as 
perceived after its consumption” [14]. Thus, user satisfaction is an 
important factor in any environment when it comes to e-commerce 
it becomes highly important to satisfy the needs of consumers in 
order to the success of a business. 
H1: “User satisfaction has a positive effect on the net benefits”. 

3.1.3. System Quality 

Quality of any product or service is measured through what is 
offered and capable to satisfy the required needs of the consumer 
[8]. System quality as “the desirable characteristics of an infor-
mation system. For example: ease of use, system flexibility, sys-
tem reliability, and ease of learning, as well as system features of 
intuitiveness, sophistication, flexibility, and response times” [11]. 
The concept of system quality was introduced by DeLone & 
McLean in e-commerce. Whereas, Seddon elaborated that it re-
lates to the use of the system, easiness of the system, and absence 
and presence of errors during the process [6]. Also, Wang found 
that “system quality”, “ease of use”, “system quality” and “user 
satisfaction” have a positive relationship between these factors 
[12]. Therefore, the quality of system offered in online environ-
ment has importance as it is associated with customer needs and 
satisfaction. 
H2: “System quality has a positive effect on user satisfaction in e-
commerce to achieve the net benefits”. 

3.1.4. Service Quality 

Service quality refers to the service offered by business to their 
clients during e-commerce business every customer expects high 
standards of service and if not provided the business will lose their 
customers in the competitive online business environment. [8] 
defined service as “any intangible act or performance that one 
party offers to another that does not result in the ownership of 
anything”. Service quality in marketing refers to the consumer’s 
outlook of services that meet or exceed their expectations. While 
in e-commerce environment consumers decision made by as-
sessing the quality and excellence of e-services is based on the 
services given by the e-vendor. 
H3: “Service quality has a positive effect on the user satisfaction 
in e-commerce to achieve the net benefits”. 

3.1.5. Information Quality 

Petter et al., (2008) defined information quality as “the desirable 
characteristics of the system outputs; that is, management reports, 
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and Web pages” [15]. The use of information quality mainly fo-
cuses on generating reports for e-vendors as well provides docu-
mentational support to the customers. The traditional measurement 
of IS success has been done through information quality [13]. In 
the context of e-commerce, information is being delivered by 
webserver to the consumers. Thus, it indicates that the role of the 
website within e-commerce is to provide information regarding 
products and services [14]. The information provided on the web-
site represents the products and services and assists online shop-
pers to buy products based on the information available. 
H4: “Information quality has a positive effect on the user satisfac-
tion in e-commerce to achieve the net benefits”. 

3.1.6. Privacy 

According to [14] privacy refers to “a moral right of individuals to 
avoid intrusion into their personal affairs by third parties”. Privacy 
has high importance in the online environment as such potential 
privacy violation is frequently reported [15]. Privacy is one of key 
issues in online, it has been discussed for a while that who will 
have the customer data and in long-term run it will prove to be a 
source of customer retention [15]. Privacy of personal data such as 
our identities like and dislikes is a major concern to consumers, 
particularly with the dramatic increase in identity theft. Thus, it is 
one of the major concerns for the individuals while using e-
commerce services where they have thought about the privacy of 
personal data and identity might be at risk and compromised [14]. 
H5: “Privacy has a positive effect on user satisfaction in e-
commerce to achieve the net benefits”. 

3.1.7. Trust 

Online trust is regarded as reliance on a specific firm service or 
products by its consumers and stakeholders with regards to the 
business activities offered through electronic medium or website 
[16]. Consumer trust is one of the frequent constructs which has 
been studied in    various fields including e-commerce literature 
[17]. The online vendor’s key target is to retain customers trust 
[18]. The key mechanism that governs the relationships between 
parties by uncertainty, dependency and vulnerability are based on 
trust [19]. Whereas, within the e commerce platform where buyer 
and seller could not meet and see each other have a relationship 
based on the trust. 
H6: “Trust has a positive effect on the user satisfaction in e-
commerce to achieve the net benefits”. 

4. Research Methodology 

This research adopted cross-sectional quantitative method in order 
to measure the factors of e-commerce success. The design of the 
questionnaire was based on items adopted and adapted from pre-
vious studies and modified according to the needs of this research 
objectives. The sampling method used for this study was Simple 
Random Sampling (SRS) method. In this method of sampling 
everyone has an equal chance and fair probability of being select-
ed as sample of the population [16]. The sample for this study was 
collected from undergraduate and postgraduate students of busi-
ness faculty of various universities in Klang Valley in Malaysia 
between August to October 2018. The business students have 
more awareness towards the e-commerce adoption and more expe-
rienced in terms of e-commerce [17]. 

4.1. Instrument Design 

DeLone & McLean (2004) advice the researchers who wish to 
calculate the IS Success “Researchers and practitioners should not 
let themselves be carried away by the hype of the new economy 
and led to believe that this new and rapidly changing environment 
requires entirely new measures of IS success. One should look 
first at the cumulative tradition and determine which existing and 

validated success measures can be used in the e-commerce envi-
ronment. As much as possible, tried and true measures should be 
enhanced and expanded with modifications or, where necessary, 
new measures should be considered. Selection of e-commerce 
success dimensions and measures should be contingent on the 
objectives and the context of the empirical investigation, but tested 
and proven measures should be used whenever possible. Com-
pletely new and untested metrics should be adopted only as a last 
resort” (p. 43) [9]. 

By keeping the above statement, we just continue our research 
with the existing IS success model with the extension of two im-
portant factors that are privacy and trust. Table 1 shows the source 
of adoptive items for this study. 

The questionnaire was divided into two sections. Section A con-
tains the Demographic profiles of respondents such as Age, Gen-
der, income, internet usage experience, and e-commerce usage 
experience. and the internet usage information, whereas section B 
contains the items measured on 5-point Likert scale, affixed by 
Strongly Disagree (1) to Strongly Agree (5).   

Table 1: Instrument Items 
Measure Number of Items Source 

System Quality 7 [18] 
Service quality 4 [19] 

Information Quality 7 [20] 
Trust 7 [21] 

Privacy 5 [22] 
User (customer e-Commerce)  

satisfaction (US) 
 

5 [22] 

Net benefits 5 [23] 

5. Data Analysis 

This section presents the results of data analysis.  

5.1. Demographic Results 

The demographic profile for the respondents is given in Table 2. 
There were 49% Male and 51 % female respondents. For Age 
group, there were 42. 25 % respondents in the age group of 26-30, 
followed by respondents (26.50 %) in the age group below 25. For 
age group 31-40 and above 40 we have 25.72% and 5.5% re-
spondents respectively. For education the highest respondents 
belong to group diploma with 26.77%. Income mostly respondents 
belong to 4,000 to 5,999 groups with 29.39%. 

Table 2: Demographic Results 
Demographic Infor-

mation 
Variables 

Names Frequencies Percentage 

Gender Males 187 49% 
Females 194 51% 

Age 

Below 25 101 26.50% 
26-30 161 42.25 % 
31-40 98 25.72% 

Above 40 21 5.5% 

Highest education de-
gree 

High school 87 22.83% 
Diploma 102 26.77% 
Bachelor 104 27.29% 
Masters 88 23% 

Income(RM) 

 0 - 1,999  90 23.62% 
2000-3,999  98 25.72% 
4000-5,999 112 29.39% 

6000+ 81 21.25% 
Table 3 shows the respondents Internet and e-commerce experi-
ence. 74.80% respondents have Internet at their home. Mostly 
(52%) respondents were using the Internet for more than 7 years 
and others 4-6 (17.84), 6-7(16.2%), 1-4 (10.76%) and below 1 
(3.14%). Mostly (69.55%) respondents using e-commerce for 1-4 
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years followed by 4-6 (12.33%), 6-7 (9.98%) below 1 (6.5%) and 
Above 7 (1.57%). Most of the respondent do e-commerce once in 
a month (38.05%) followed by few times in a month (25.72%), 
quarterly (16.27%) weekly (11.28%) and yearly (8.66%). 

Table 3: Internet and E-commerce Experience 
Demographic  
Information 

Variables 
Names Frequency Percentage 

Do you have Internet access 
at home? 

yes 285 74.80% 
No 96 25.2% 

How long you are using 
Internet(Years) 

Below 1 12 3.14% 
1-4 41 10.76 % 
4-6 68 17.84 % 
6-7 62 16.27% 

Above 7 198 52% 

How long you are using E-
commerce(Years) 

Below 1 25 6.5% 
1-4 265 69.55 % 
4-6 47 12.33 % 
6-7 38 9.98 % 

Above 7 6 1.57% 

Frequency of E-commerce 
usage 

Few times in 
moth 98 25.72% 

Once in a 
month 145 38.05 % 

weekly 43 11.28 % 
quarterly 62 16.27% 
Yearly 33 8.66% 

5.2. Item Analysis and Reliability Estimates 

5.2.1. Statistical Analysis 

The study highlighted seven constructs, that are Service Quality 
(SQ). System Quality (SQ), Information Quality (IS), Privacy (P), 
Trust (T) and User Satisfaction (US) and Net benefits (NB) which 
serve as the background of the research. Confirmatory Factor 
Analysis (CFA), reliability and validity analysis were used to 
measure the validity and interconsistency of the items. In addition, 
descriptive data analysis was performed with SPSS 23.0 and this 
study utilized an advanced statistical method that is Structural 
Equation Modelling (SEM) by using AMOS version 23.0. 

5.2.2. Confirmatory Factor Analysis (CFA) 

The main aim of the Confirmatory Factor Analysis (CFA) in the 
present research is to measure the unidimensionality of the dimen-
sions employed in the study. It is important for evaluating and 
measure the model by using a variety of Goodness-of-Fit (GOF) 
indices [24]. The model fit assessment for this study was based on 
various estimations, chi-square ᵪ2 or ᵪ2 /df ratio, Comparative Fit 
Index (CFI), the Root Mean Square Error of Approximation 
(RMSEA). The estimations along with their values are shown in 
Table 4. 

Table 4: Summary of Fit Indices 
Measure  
Indices 

Fit  
Indices 

Results Criteria Reference 

 
Absolute fit 

measure 

X2 1342   
Df 765   

X2/Df 1.987 1< χ2/df 
<3 

[25] 

RMSEA .079 <=0.08 [26] 
 

Incremental fit 
measure 

NFI .901 ≥ 0.90 [27] 
TLI .911 ≥ 0.90 [25] 
CFI .900 ≥ 0.90 [28] 

Parsimony fit 
measure 

AGFI .890 ≥ 0.80 [25] 

Notes: χ2 = chi-square; df = degree of freedom; RMSEA = root mean 
square error of approximation; NFI = normated fit index; CFI = compara-
tive fit index; TLI = Tucker-Lewis index, AGFI = adjusted GOF index. 

CFA was estimated on the seven constructs presented by the study 
in order to ascertain the reliability and validity of these constructs 

in the research context. These six items are then collapsed into one 
item, External and Internal Factor indicator. This study used the 
convergent validity in order to postulate the capability of the 
measurement items, measure the construct of the study impecca-
bly [29]. [30], also added that the SEM is the appropriate tools to 
be used to calculate the convergent validity of the construct. Con-
vergent validity positively relate the constructs alternative 
measures [31] . Convergent validity can be measured by the criti-
cal ratio (C.R), any parameter that has the value of C.R >1 and 
probability p >0.5, then it is considered a significant [32]. 

In this study C.R value for all construct found as >1 at p >0.5, 
therefore the criteria for the convergent validity is fulfilled. Beside 
the convergent validity, the composite reliability should be >0.7 as 
well as the variance extracted AVE values should be greater than 
0.5 in order to the significantly reliable construct[33][34]. In order 
to measure the composite reliability and the variance extracted 
Farnell and Larker’s formula was used as shown below [26]. 

 
Formula 1: Composite Reliability Fornell and Larcker’s (1981) 

 
Formula 2: Variance Extract Fornell and Larcker’s (1981) 

5.2.3. Reliability and Validity of the External and Internal 
Factors Indicator 

Table 5: Composite Reliability and Variance Extracted of External and 
Internal Factor 

Variable 
Name/Items Label Loading Composite Relia-

bility AVE Cronbach’s 
Alpha 

System quality SQ  0.872 
 

0.495 
 0.876 

SQ 1  .58    
SQ 2  .73    
SQ 3  .71    
SQ 4  .72    
SQ 5  .77    
SQ6  .68    
SQ7  .72    

System quality  S  0.811 
 

0.521 
 0.887 

S1  .58    
S2  .78    
S3  .73    
S4  .78    

Information  
quality  

IS  0.857 
 

0.462 
 0.873 

IS1  .76    
IS 2  .66    
IS 3  .67    
IS 4  .63    
IS5  .70    
IS6  .62    
IS7  .71    

Trust T  0.888 
 

0.533 
 0.889 

T1  .72    
T 2  .73    
T 3  .69    
T 4  .76    
T 5  .78    
T 6  .74    
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T 7  .69    

Privacy 
P 

 0.849 
 

 
0.534 

 
0.873 

P1  .59    
P 2  .67    
P 3  .84    
P 4  .79    
P5  .74    

User Satisfaction US  0.901 0.648 
 0.932 

US1  .79    
US2  .75    
US3  .78    
US4  .83    
US5  .87    

Net Benefits   0.867 
 

0.428 
 0.897 

NB1  .76    
NB2  .78    
NB3  .89    
NB4  .65    
NB5  .67    

6. Results 

The outcomes of the analysis were assessed in order to determine 
the relationships between all variables and the strength of each 
variable in predicting IS success having achieved the acceptable 
estimate of best fit. Equally, the SEM analyses were used in seek-
ing the answers to the research questions and afterwards test the 
hypotheses of the present research. The outcomes of the estima-
tion were arranged in the following sequence to match the order of 
the respective hypotheses, and the proposed model which illus-
trates the hypothesized E-commerce model and the relationships 
between the hypotheses as illustrated in Table 5. However, Table 
6 illustrates the summary of the hypothesis results. The responses 
of research hypothesis are as follow: 

H1: User satisfaction has a positive effect on net benefits. (param-
eter estimates β = .543, C.R. = 22.706, p = .000). 

H2: System quality has a positive effect on the user satisfaction in 
e-commerce to achieve the net benefits (parameter estimates β =-
.342, C.R. = 13.575, p = .000). 

H3: Service quality has a positive effect on the user satisfaction in 
e-commerce to achieve the net benefits β = .490, C.R. = 13.195, p 
= .000).  

H4: Information quality has a positive effect on the user satisfac-
tion in e-commerce to achieve the net benefits (parameter esti-
mates β = .068, C.R., p = 1.761= .049). 
H5: Privacy has a positive effect on the user satisfaction in e-
commerce to achieve the net benefits (parameter estimates β = 
.087, C.R. = 8.769, p = .000).  

H6: Trust has a positive effect on the user satisfaction in e-
commerce to achieve the net benefits (parameter estimates β = 
.048, C.R. = 22.706, p = .000). 

 
Fig. 2: Final Model 

Table 6: Overall Regression Weights: (Group Number 1 – Default Model) 

   estimates SE C.R. P Label 
US <--- SQ .543 .040 13.575 ***  
US <--- S .541 .041 13.195 ***  
US <--- IQ .037 .021 1.761 .049  
US <--- P .456 .052 8.769 ***  
US <--- T .431 .029 14.862 ***  
NB <--- US .890 .052 22.706 ***  

Table 7: Summary of the Hypothesis Results  
No. Hypothesis Test Result 

H1 User satisfaction has a positive effect on the net 
benefits. Supported 

H2 
System quality has a positive effect on the user 
satisfaction in e-commerce to achieve the net bene-
fits. 

Supported 

H3 
Service quality has a positive effect on the user 
satisfaction in e-commerce to achieve the net bene-
fits. 

Not sup-
ported 

H4 
Information quality has a positive effect on the user 
satisfaction in e-commerce to achieve the net bene-
fits 

Supported 

H5 Privacy has a positive effect on the user satisfaction 
in e-commerce to achieve the net benefits. Supported 

H6 Trust has a positive effect on the user satisfaction in 
e-commerce to achieve the net benefits. Supported 

7. Discussion 

The major finding which can be construed from the overall result 
of the present study is that service quality, system quality, trust, 
privacy factors affect e-commerce success statistically and proved 
to be significant. However, information quality is not significant 
according to this study. In view of this, the present study proposed 
that privacy and trust are also a very important factor in order to 
draw the success of e-commerce. Based on these outputs the e-
commerce businesses should take parameters to ensure the privacy 
and trust of the user in order to gain the user satisfaction which in 
turn leads to net benefits. 

8. Conclusion 

Based on the outcome of the study the proposed model of the 
study fit the data well. Meaning that it is workable and can be 
practically applied in the e-commerce business. This final model is 
the adaption of D&M IS success model along with trust and priva-
cy as the additional constructs. The proposed model has been test-
ed and confirmed in the present to be fit through SEM analysis. 
Due to the model has been confirmed from the analysis to fit the 
data well; therefore, it can be seen as the major theoretical contri-
bution of the research to the discipline of e-commerce acceptance 
factors.  
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Questionnaire 

Items 
SQ1. This online retail site is user friendly.  
SQ2. Compared to other sites, this online retail site is easy to become 
familiarized with.  
SQ3. I find it easy to get this online retail site to do what I want it to do.  
SQ4. I find it easy to become skilful at using this online retail site.  
SQ5. I believe that this online retail site is cumbersome to use.  
SQ6. To use this online retail site requires a lot of mental effort.  
SQ7. I get frustrated when I use this online retail site. 
S1. I am satisfied with the customer support provided by this online retail 
site. 
S2. I am satisfied with the after-sales service provided by this online retail 
site.  
S3. This online retail site understands my problems and requests.  
S4. This online retail site responds to my requests fast enough. 
IS1. This online retail site provides the precise information I need. 
IS2. This online retail site provides responses to questions and queries that 
are exactly what I need.  
IS3. This online retail site provides sufficient information to enable me to 
do my tasks. 
IS4. This online retail site has errors that I must work around. 
IS5. I am satisfied with the accuracy of information provided by this 
online retail site.  
 IS6. The output options (printer-friendly options, page sizes allowed for, 
etc.) are sufficient for my use.  
IS7 .The information provided by this online retail site is helpful regarding 
my questions or problems. 
T1. This online retail site is trustworthy.  
T2. I trust in the benefits of the decisions made by this online retail site, 
i.e.: 
T3. I trust the specials offered and recommendations made by the site. 
T4. This online retail site keeps its promises and commitments. 
T5. This online retail site keeps customers’ best interests in mind.  
T6. This online retail site would do the job right even if not monitored.  
T7 I trust this online retail site. 
US1. I am satisfied with making purchases online from this online retail 
site.  
US2. The performance of Web site meets my expectation. 
US3.The Web site does not have sufficient experience in the marketing of 
the products and service that it offers 
US4.The Web site knows its users well enough to offer them products and 
services adapted to their needs 
US5.The Web site does not have the necessary resources to carry out its 
activities successfully. 
P1. The Web site abides by personal data protection laws.  
P2. The Web site only collects user's personal data that are necessary for 
its activity. 
P3. The Web site does not provide my personal information to others 
without your consent.  
P4. I feel a safe when sending my personal information to the Web site. 
P5. The Web site shows concern for privacy of its users.  
NB1.The e-commerce system helps the organization provide new products 
or services to customers. 
NB2. The e-commerce system helps the organization save cost. 
NB3.The e-commerce system helps the organization to speed up transac-
tions or shorten product cycles. 
NB4. The e-commerce system helps the organization increase return on 
investment. 
NB5. The e-commerce system helps the organization to achieve its goal. 
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