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___________________________________________________________________________ 

Abstract: This study aims to examine the influence of price and product quality on customer 

satisfaction in online shopping among government employees in Kuala Terengganu. A 

quantitative research design was adopted, incorporating a structured questionnaire distributed 

via Google Forms. A total of 327 questionnaires were distributed, of which 133 valid responses 

were obtained and analysed using Statistical Package for the Social Sciences (SPSS). Pearson 

correlation and multiple regression analyses were employed to test the proposed hypotheses. 

The findings indicate that price has a significant and positive effect on customer satisfaction in 

online shopping, whereas product quality does not demonstrate a statistically significant effect. 

These results suggest that price plays a more dominant role in influencing customer 

satisfaction, particularly among value‑conscious consumers such as government employees. 

The study provides important practical implications for online retailers by highlighting the need 

to implement competitive pricing strategies to enhance customer satisfaction. Although product 

quality remains an essential factor for maintaining consumer trust, pricing strategies appear 

to have a stronger impact on overall satisfaction in this context. Despite its contributions, the 

study is limited to government employees within a single geographical area. Future research is 
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recommended to include a broader sample across different regions and sectors, as well as to 

incorporate additional variables such as trust, service quality, security, and delivery 

performance to provide a more comprehensive understanding of online shopping satisfaction. 

 

Keywords: Customer Satisfaction, Price, Product Quality, Perceived Value, Online Shopping. 

___________________________________________________________________________ 

 

Introduction 

E‑commerce has rapidly evolved from a supplementary retail channel into a dominant 

component of the global marketplace, driven by continuous advancements in internet 

infrastructure, mobile technologies, and digital payment systems (Scotchmer, 2020). Over time, 

online shopping has significantly transformed consumer behaviour by offering greater 

convenience, wider product selection, and access to markets beyond geographical boundaries. 

As digital platforms become increasingly sophisticated, the focus of online retailing has shifted 

from purely transactional efficiency to customer‑centric experiences that emphasise 

satisfaction, trust, and perceived value. 

 

In this evolving environment, customer satisfaction has emerged as a crucial determinant of 

success in online retailing. High levels of customer satisfaction are strongly associated with 

repeat purchase behaviour, customer loyalty, and positive word‑of‑mouth, all of which are 

essential for sustaining competitive advantage in highly competitive online markets (Kalia et 

al., 2017; To et al., 2020). Conversely, dissatisfied consumers can easily switch between 

platforms due to low switching costs and the availability of alternative sellers, making it 

imperative for online retailers to understand and manage the factors influencing customer 

satisfaction. 

 

Recent trends indicate a substantial increase in online shopping adoption, particularly in 

emerging economies such as Malaysia. The rapid growth of internet penetration and smartphone 

usage has accelerated digital consumption patterns, leading to higher online transaction volumes 

and increased consumer spending (Google, Temasek, & Bain & Company, 2020; DataReportal, 

2019). These developments highlight the growing importance of identifying key determinants 

of customer satisfaction within online shopping environments, especially in rapidly digitalising 

markets. 

 

Despite these advancements, online shopping presents several challenges that may negatively 

affect customer satisfaction. Consumers frequently encounter issues such as perceived price 

unfairness, discrepancies between online product descriptions and actual products received 

(product mismatch), uncertainty regarding product quality, and concerns related to value for 

money. These challenges arise due to the inherent limitations of online transactions, where 

consumers are unable to physically inspect products prior to purchase, leading to increased 

perceived risk (Chai et al., 2018; Tran, 2020; Merugu & Mohan, 2020). As a result, consumers 

rely heavily on available information, pricing cues, and prior experiences to evaluate their 

satisfaction with online purchases. 

 

Although previous studies have examined a wide range of factors influencing customer 

satisfaction in online shopping—including service quality, trust, security, and delivery 

performance—the findings remain fragmented and context‑dependent (Chai et al., 2018; Vasić 
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et al., 2019). Among these factors, price and product quality have consistently been recognised 

as critical determinants. Price plays a significant role due to the high level of transparency and 

ease of comparison across online platforms, which influences perceived fairness and value. At 

the same time, product quality is essential in determining whether the delivered product meets 

customer expectations, thereby directly affecting satisfaction. 

 

However, the relative importance of price and product quality remains unclear, as many prior 

studies have analysed these variables alongside multiple factors, making it difficult to isolate 

their specific effects on customer satisfaction. Furthermore, limited empirical research has 

focused on specific consumer segments, such as government employees, whose purchasing 

behaviour may be shaped by income stability, budget constraints, and value‑conscious 

decision‑making. This highlights a clear gap in the literature, particularly within the Malaysian 

context. 

 

Therefore, this study seeks to examine the influence of price and product quality on customer 

satisfaction in online shopping among government employees in Kuala Terengganu. By 

focusing specifically on these two variables, the study aims to provide a clearer understanding 

of their roles as key determinants of customer satisfaction. The findings are expected to 

contribute to the existing literature and offer practical insights for online retailers, policymakers, 

and consumers in enhancing satisfaction within the digital marketplace. 

 

Literature Review 

Given the growing importance of customer satisfaction in digital commerce, it is essential to 

examine how this concept is defined and understood within the context of online shopping. The 

following section provides an overview of customer satisfaction and its relevance in 

e‑commerce environments. 

 

Overview of Customer Satisfaction in Online Shopping 

Customer satisfaction in online shopping has been widely recognised as a critical determinant 

of consumer loyalty, repurchase intention, and long‑term business performance. In the context 

of e‑commerce, customer satisfaction is multidimensional, influenced by economic, 

technological, and experiential factors such as price, product quality, service quality, trust, 

security, and delivery performance (Chai et al., 2018; Vasić et al., 2019). 

 

Recent studies further confirm that online customer satisfaction is shaped by multiple 

interacting factors rather than a single determinant. For instance, Fong, Tan, and Lau (2023) 

found that website design, customer experience, and delivery services significantly influence 

customer satisfaction in Malaysia. Similarly, Utama, Sudirman, and Kurnianingrum (2024) 

identify system-related factors such as application design, transaction efficiency, and security 

as key contributors to e‑commerce satisfaction. These findings highlight the complexity of 

customer satisfaction in online environments. 

 

Service Quality, Trust, Security, and Delivery 

Service quality and trust are widely regarded as essential relational factors in online shopping. 

High-quality service, including pre‑purchase and post‑purchase interactions, enhances 

customer confidence and satisfaction. Kim and Yum (2024) demonstrate that e‑service quality 

has a strong positive effect on customer satisfaction and also strengthens customer trust and 

https://creativecommons.org/licenses/by/4.0/?ref=chooser-v1


Copyright © Academic Inspired Network 

- All rights reserved 

 

This work is licensed under  

CC BY 4.0 

 

 

 
 

 

 

916 

 

Volume: 11 Issues: 85 Special Issue [August, 2026] pp. 913 - 925 

Journal of Islamic, Social, Economics and Development (JISED) 

eISSN: 0128-1755 

Journal website: academicinspired.com/jised 

DOI: 10.55573/JISED.118563 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

continuous usage intention. Similarly, Chen and Zhang (2025) emphasise that effective online 

customer service significantly influences satisfaction and repurchase behaviour. 

 

Security and privacy are also critical in online transactions, as customers are more likely to be 

satisfied when platforms provide secure payment systems and protect personal data (Tran, 

2020). In addition, delivery performance plays a vital role in shaping post‑purchase satisfaction. 

Wolok et al. (2025) highlight that delivery speed, product condition, and return processes 

significantly influence customer satisfaction after purchase. 

 

Although these variables are important, many studies include them simultaneously within 

complex models, leading to conceptual overlap and making it difficult to isolate the specific 

impact of each factor (Sharma, 2025). This limits clarity regarding the most influential 

determinants. 

 

Price 

Price is one of the most influential determinants of customer satisfaction in online shopping, 

particularly due to the transparency and ease of price comparison across digital platforms. 

Consumers often evaluate purchases based on perceived price fairness and value for money 

(Kotler & Keller, 2019; Xia et al., 2010). Competitive pricing strategies, discounts, and 

promotions can significantly enhance customer satisfaction by increasing perceived value. 

 

Empirical studies consistently support the importance of price in shaping satisfaction. Fiqqih 

(2022) found that perceived price fairness has a significant positive effect on customer 

satisfaction, indicating that customers are more satisfied when prices are perceived as fair. 

Similarly, Othman et al. (2022) report that price is a strong predictor of satisfaction in online 

shopping contexts, particularly among value-conscious consumers. 

 

However, some studies suggest that the effect of price may depend on other factors such as 

product quality and service performance, indicating that price should be analysed in relation to 

other variables rather than in isolation. 

 

Product Quality 

Product quality is another key determinant of customer satisfaction, referring to the ability of a 

product to meet or exceed customer expectations (Garvin, 1987; Kotler & Keller, 2019). In 

online shopping, product quality is particularly important because consumers cannot physically 

inspect products before purchase and must rely on descriptions, images, and reviews. 

 

Several studies show that product quality has a positive effect on customer satisfaction when 

products meet expectations in terms of functionality, reliability, and accuracy (Merugu & 

Mohan, 2020). However, findings remain inconsistent. For example, Fiqqih (2022) reports that 

product quality may not have a significant direct effect on satisfaction in certain contexts. This 

may occur because consumers rely on price as an indirect indicator of quality in online 

environments. 

 

These mixed findings highlight the need to further investigate the role of product quality, 

particularly in comparison with price, as both variables may interact in influencing customer 

satisfaction. 
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Critical Comparison and Research Gap 

The literature demonstrates that customer satisfaction in online shopping is influenced by a wide 

range of factors, including service quality, trust, security, delivery, price, and product quality. 

However, there is no clear consensus regarding the most dominant determinants. While some 

studies emphasise service-related and technological variables (Kim & Yum, 2024; Utama et al., 

2024), others highlight the importance of economic and product-related factors (Othman et al., 

2022; Fiqqih, 2022). 

 

A significant limitation of prior research is the inclusion of too many variables within a single 

model, resulting in model complexity and conceptual overlap (Sharma, 2025). This makes it 

difficult to identify the independent effect of key determinants. In particular, the roles of price 

and product quality remain inconsistent, with some studies reporting both as significant 

predictors and others identifying only price as significant. 

 

Furthermore, limited research has focused on specific consumer segments such as government 

employees, whose purchasing behaviour may be influenced by income stability and value-

conscious decision-making. This highlights a gap in the literature, especially within the 

Malaysian context. 

 

Justification of the Study Variables 

Based on the identified gaps, this study focuses specifically on price and product quality as the 

key determinants of customer satisfaction in online shopping. While other variables such as 

service quality, trust, security, and delivery are acknowledged as important, they are excluded 

from the present model to avoid overcomplexity and ensure analytical clarity. 

 

Price and product quality are selected because they represent fundamental components of 

consumer evaluation and directly influence perceived value and purchase outcomes. Moreover, 

previous studies report inconsistent findings regarding these variables, particularly in online 

contexts. By focusing on these two determinants, this study aims to provide a clearer and more 

focused understanding of customer satisfaction. 

 

 
Figure 1: Conceptual Framework 

 

Figure 1 illustrates the conceptual framework of this study, which examines the relationship 

between price and product quality as independent variables and customer satisfaction as the 

dependent variable in the context of online shopping. 

 

 

Independent Variables  Dependent Variable  

Price 

Product Quality 

Customer 

Satisfaction 
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The framework is developed based on existing literature, which suggests that customer 

satisfaction is influenced by both economic and product-related factors. Price plays a crucial 

role in shaping customers’ perceptions of value and fairness, particularly in online environments 

where price comparison is highly accessible. Customers who perceive prices as fair and 

reasonable are more likely to experience higher levels of satisfaction. 
 

Similarly, product quality is considered an important determinant of satisfaction, as it reflects 

the extent to which the purchased product meets customer expectations. In online shopping, 

where physical inspection is not possible, perceived product quality becomes a key factor 

influencing satisfaction outcomes. However, previous studies have reported mixed findings 

regarding its significance, highlighting the need for further investigation. 
 

Based on this framework, the study proposes that both price and product quality have direct 

relationships with customer satisfaction. Accordingly, the following hypotheses are developed: 

H1: There is a positive relationship between price and customer satisfaction in online shopping. 

H2: There is a positive relationship between product quality and customer satisfaction in online 

shopping. 
 

Methodology 

This section outlines the methodological approach adopted in the study, including the research 

design, sampling procedure, data collection methods, and analytical techniques used to address 

the research objectives. 

 

Research Design 

This study adopts a quantitative research design using a cross‑sectional survey approach to 

examine the relationship between price, product quality, and customer satisfaction in online 

shopping. This design is appropriate as it enables the analysis of relationships between variables 

using statistical techniques such as correlation and multiple regression. 

 

Sampling Procedure and Respondent Criteria 

The population of this study consists of 2,227 employees from six selected government agencies 

in Kuala Terengganu. A convenience sampling technique was employed due to time constraints 

and accessibility limitations. This approach is considered appropriate for the study as it enables 

the inclusion of respondents who are readily available while ensuring that they meet the required 

criteria relevant to the research objectives. 

 

To ensure the relevance and quality of the collected data, specific criteria were established for 

respondent selection. Participants were required to be employed in a government agency and to 

have prior experience with online shopping. In addition, participation in the study was entirely 

voluntary. The inclusion of respondents with online shopping experience is particularly 

important, as it ensures that participants are capable of providing meaningful and informed 

responses regarding their satisfaction with online shopping. 

 

Sample Size and Response Rate 

Based on Krejcie and Morgan’s (1970) sample size determination table, a minimum of 327 

respondents was targeted for a population of 2,227 employees. A total of 327 questionnaires 

were distributed; however, only 133 valid responses were received, resulting in a response rate 

of 40.7%. 
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Despite the lower response rate, the final sample size of 133 respondents is considered adequate 

for statistical analysis. According to general guidelines for multiple regression analysis, a 

minimum sample size of 50 + 8m (where m represents the number of independent variables) is 

required (Hair et al., 2013). Given that this study includes two independent variables, the 

minimum required sample size is 66 respondents. Therefore, the obtained sample of 133 

exceeds this requirement. 

 

In addition, power analysis guidelines (e.g., G*Power) indicate that a sample size of 

approximately 100–120 is sufficient to detect medium effect sizes (f² = 0.15) at a 0.05 

significance level with statistical power of 0.80 for regression models with two predictors. Thus, 

the sample size used in this study is statistically adequate and sufficient to produce reliable 

results. 

 

Data Collection Method and Instrument 

Data were collected using a structured questionnaire distributed via Google Forms. The 

questionnaire was developed based on established measurement scales from previous studies to 

ensure consistency with existing literature. It was organised into three main sections to capture 

relevant information aligned with the study objectives. 

 

Section A consisted of demographic information, including variables such as gender, age, 

income level, and frequency of online shopping. Section B focused on the independent 

variables, specifically price and product quality, with each construct measured using eight 

items. Section C measured the dependent variable, namely customer satisfaction, also using 

eight items. 

 

All questionnaire items were measured using a five‑point Likert scale, ranging from 1 

(“Strongly Disagree”) to 5 (“Strongly Agree”), to capture respondents’ perceptions and 

attitudes. The items were adapted from previously validated studies to ensure content validity 

and reliability. Minor modifications were made to suit the context of online shopping among 

government employees in Kuala Terengganu. 

 

Data Analysis Technique 

The collected data were analysed using Statistical Package for the Social Sciences (SPSS) 

software. Several statistical techniques were employed to ensure a comprehensive analysis of 

the data. Initially, descriptive statistics, including frequency and percentage distributions, were 

used to summarise respondents’ demographic profiles and provide an overall understanding of 

the sample characteristics. 

 

In addition, reliability analysis using Cronbach’s alpha was conducted to assess the internal 

consistency of the measurement scales for each variable. Pearson correlation analysis was then 

performed to examine the strength and direction of the relationships between the variables. 

Finally, multiple regression analysis was used to determine the extent to which price and 

product quality influence customer satisfaction in online shopping. These analytical techniques 

were appropriate for testing the study’s hypotheses and examining the relationships among the 

variables. 
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Findings and Analysis 

 

Table 1: Cronbach's Alpha Analysis 

Variable  Item Cronbach's Alpha Value 

Price 8 .874 

Product 8 .777 

Customer Satisfaction 8 .884 

 

The alpha value for customer satisfaction in Cronbach's Alpha is 0.884, indicating the highest 

reliability among all variables. Price follows with an alpha value of 0.874, making it the top 

independent variable. Product quality has an alpha value of 0.777, suggesting that customer 

satisfaction has a strong reliability with price and a moderately reliable connection with product 

variables. 

 

Table 2: Frequency distribution Demographic Information 

Variable Frequency (n) Percentage (%) 

Demographic Profile 

Gender (Female) 71 53.4 

Gender (Male) 62 46.6 

Age 15–24 years 7 5.3 

Age 25–34 years 42 31.6 

Age 35–44 years 50 37.6 

Age 45 and above 34 25.5 

Ethnicity (Malay) 129 97.0 

Marital Status (Married) 103 77.4 

Monthly Income RM 2,501–RM 4,500 58 43.6 

Online Shopping Frequency (Monthly) 48 36.1 

Type of Product Purchased 

Women’s Products & Men’s Clothing 84 63.2 

Home-Related Products 65 48.9 

Health & Beauty Products 57 42.9 

Mobile Phones & Accessories 54 40.6 

Computer & Accessories 35 26.3 

Women’s Bags 26 19.5 

Men’s Bags & Wallets 16 12.0 

Reasons For Online Purchasing 

Convenience 107 80.5 

Lower Price 96 72.2 

Ability To Compare Prices 74 55.6 

Discounts & Promotions 62 46.6 

Free Shipping 52 39.1 
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Among the respondents, 53.4% are female and 46.6% are male. The largest age group is 35 to 

44 years old, representing 37.6%, while the smallest group is 15 to 24 years old at 5.3%. The 

majority of respondents are Malay, making up 97% and 77.4% are married. In terms of income, 

43.6% earn between RM 2,501 and RM 4,500. Additionally, 36.1% of respondents engage in 

online shopping on a monthly basis. 

 

The analysis of respondents preferred online purchase categories indicates that the majority of 

respondents (84 respondents, 63.2%) frequently purchased women’s products and men’s 

clothing. This was followed by health and beauty products, which were purchased by 57 

respondents (42.9%). In addition, home-related products were purchased by 65 respondents 

(48.9%), while mobile phones and accessories were purchased by 54 respondents (40.6%). 

 

Furthermore, computer and computer accessories were purchased by 35 respondents (26.3%). 

In terms of fashion accessories, women’s bags were purchased by 26 respondents (19.5%), 

whereas men’s bags and wallets recorded the lowest purchase frequency, with only 16 

respondents (12.0%) reporting such purchases. 

 

It should be noted that the total frequency exceeds the total number of respondents (133) 

because respondents were allowed to select more than one product category, reflecting their 

varied online shopping preferences. Therefore, no respondents are missing from the analysis. 

 

The main reason respondents engage in online shopping is convenience, reported by 80.5% of 

respondents. This is followed by lower prices (72.2%), the ability to compare prices (55.6%), 

discounts and promotions (46.6%), and free shipping (39.1%). The reason of purchasing of 

lower price is 72.2% respondents, 55.6% respondents respond for price comparison and reason 

of discount is 46.6% respondents. free shipping 39.1% respondents 

 

Table 3: Correlation Analysis 

 Customer Satisfaction Price Product Quality 

Customer Satisfaction 1   

Price .586** 1  

Product Quality .542** .759 1 
**. Correlation is significant at the 0.01 level (two-tailed). 

 

Next, correlation analysis was conducted between all the variables. Table 3 depicts the 

correlation matrix between Price, Product Quality and Customer Satisfaction. The correlations 

reflect the inter‑correlation that exists among the variables examined in this study. The results 

show that all variables are positively and significantly correlated with customer satisfaction at 

the 0.01 significance level. Specifically, price and product quality both demonstrate moderate 

positive relationships with customer satisfaction, indicating that increases in favourable price 

perception and perceived product quality are associated with higher customer satisfaction in 

online shopping. Although a strong correlation exists between price and product quality, the 

results indicate that the variables are conceptually distinct and meaningful for further analysis. 

Overall, the significant correlations suggest that the variables are appropriately related and 

suitable for subsequent regression analysis. 
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Table 4: Results of Hypothesis Testing Using Multiple Regression 

Predictor 

Variable 
Beta (β) t-value Sig. (p) Tolerance VIF Decision 

Price 0.344 3.166 0.002 0.219 4.312 Supported 

Product Quality 0.133 1.058 0.292 0.322 2.981 Not Supported 

 

Subsequently, multiple regression analysis was employed to assess the hypothesised 

relationships by regressing the independent variables (price and product quality) on the 

dependent variable (customer satisfaction). The analysis tested both hypotheses proposed in this 

study. In addition, diagnostic tests were conducted to examine potential multicollinearity among 

the independent variables. According to Hair et al. (2013) and Sekaran and Bougie (2010), a 

tolerance value below 0.10 indicates a serious multicollinearity problem. Based on the results 

shown in Table 4, all tolerance values exceeded the recommended threshold of 0.10, indicating 

that multicollinearity was not a critical concern. Furthermore, Hair et al. (2013) suggest that 

VIF values above 10 signal multicollinearity issues; however, the VIF values for all predictors 

in this study were below 10, confirming that multicollinearity did not significantly affect the 

regression results. 

 

Based on the findings in Table 4, price significantly contributes to customer satisfaction (β = 

0.344, p = 0.002) and therefore the hypothesis proposing a positive effect of price on customer 

satisfaction is supported. In contrast, product quality does not show a significant effect on 

customer satisfaction (β = 0.133, p = 0.292); thus, the hypothesis related to product quality is 

not supported. Overall, the results indicate that price is the dominant predictor influencing 

customer satisfaction in online shopping among government employees in Kuala Terengganu. 

 

Discussion 

This study aimed to examine the influence of price and product quality on customer satisfaction 

in online shopping among government employees in Kuala Terengganu. The findings from the 

correlation and multiple regression analyses provide important insights into how these factors 

shape customer satisfaction in the context of e‑commerce. 

 

The correlation analysis revealed that both price and product quality are positively and 

significantly associated with customer satisfaction, indicating that favourable perceptions of 

pricing and perceived product quality are linked to higher satisfaction levels. These results are 

consistent with prior empirical studies that identify price and product quality as key 

determinants of online customer satisfaction (Chai et al., 2018; Vasic et al., 2019). This suggests 

that customers evaluate their online shopping experiences holistically by considering both the 

monetary value they receive and the quality of products delivered. 

 

However, when both variables were examined simultaneously using multiple regression 

analysis, price emerged as the only significant predictor of customer satisfaction, while product 

quality did not demonstrate a statistically significant independent effect. This finding suggests 

that price plays a more dominant role in determining customer satisfaction among the 

respondents, particularly when compared to product quality. The result supports previous 

studies indicating that online consumers are highly price‑sensitive due to the ease of price 

comparison and availability of alternative sellers in digital marketplaces (Minderest, 2021; 

Lemon & Verhoef, 2016). 
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The strong influence of price on customer satisfaction may be attributed to the characteristics 

of the study sample. As government employees typically receive fixed monthly incomes, they 

may place greater emphasis on affordability, value for money and price transparency when 

making online purchasing decisions. Competitive pricing, discounts and promotions may 

therefore significantly enhance satisfaction by reducing perceived financial risk. This finding 

aligns with earlier research showing that perceived price fairness and lower prices contribute 

positively to satisfaction and repeat purchase intentions in online shopping environments (Chai 

et al., 2018; Ekasari et al., 2019). 

 

In contrast, the non‑significant effect of product quality in the regression analysis does not 

imply that product quality is unimportant. Instead, the finding suggests that its influence may 

overlap with price perceptions. The high correlation observed between price and product quality 

indicates that customers may associate price with quality and use price as a signal of product 

reliability in online settings. As a result, once price is accounted for, product quality may no 

longer exert a unique explanatory effect on customer satisfaction. This supports the argument 

that consumers often infer product quality based on price when direct product inspection is not 

possible. 

 

These findings contribute to the existing literature by highlighting the context‑specific 

dominance of price over product quality in shaping customer satisfaction among public sector 

employees. While previous studies have frequently identified product quality as a strong 

predictor of satisfaction, this study suggests that in certain consumer segments and economic 

contexts, pricing considerations may outweigh quality concerns. This underscores the 

importance of considering demographic and occupational characteristics when analysing online 

consumer behaviour. 

 

From a practical perspective, the findings suggest that online retailers targeting government 

employees should prioritise competitive pricing strategies, transparent pricing policies and 

attractive promotions to enhance customer satisfaction. Although product quality remains 

important for maintaining trust and preventing dissatisfaction, pricing strategies appear to be 

more influential in determining overall satisfaction within the studied group. 

 

In summary, this study demonstrates that while both price and product quality are associated 

with customer satisfaction in online shopping, price is the primary determinant of satisfaction 

when both factors are considered simultaneously. These results reinforce the need for online 

retailers and policymakers to focus on value‑oriented pricing strategies while ensuring 

acceptable product quality standards to sustain customer satisfaction in the growing digital 

marketplace. 
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