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CHAPTER IV

ANALYSIS AND DISCUSSION
In this data analysis, profile of respondents, and the data interpretation were conducted. Profile of respondents was based on the number of respondents. The data interpretation also used 100 respondents. 
4.1 Descriptive Data
4.1.1
Profile of Respondents
In this research, the numbers of questionnaires distributed were 110; which 8 of them were uncollected, and 1 of them was not fully answered. So, the total number of respondent in this research is 100 respondents, and below are the profile of respondent based on the criteria made.

1. Sex

Based on the sex, respondents can be divided into two categories male and female. The profile of respondent based on sex can be seen in the table below.

Table 4.1
Profile of Respondents Based on Sex
	Sex
	Number of Respondent
	Percentage

	Male
	30
	30.0

	Female 
	70
	70.0

	Total
	100
	100,0


Source : Primary data

Based on the table above, it can be seen that of 100 respondents, 70% respondents are female. While the remaining 30% of respondents are male.
2. Age

Based on the age of respondents, they can be divided into four categories, younger than 17, 18-27, 28 – 37, and older than 37 years old. The profile of respondent based on age groups could be seen in the table below.

Table 4.2
Age of Respondent
	Age Categories
	Number of Respondent
	Percentage

	< 18 
	7
	7.0

	18 – 27 
	39
	39.0

	28 – 37
	45
	45.0

	> 37 
	9
	9.0

	Total
	100
	100.0


Source : Primary data

Based on the table above, it can be seen that of 100 respondents, 45% respondents are in the age category of 28-37. While the remaining 7% of respondents are in age category of younger than 18.

3. Income per Month
Income per month in this research is categorized into 5 categories. They are: (1) less than Rp 1,000,000, (2) Rp 1,000,000 – Rp 2,000,000, (3) Rp 2,001,000 – Rp 3,000,000, (4) Rp 3,000,000 – Rp 4,000,000, and (5) more than Rp 4,000,000. The profile of respondent based on income per month can be seen in the table below.
Table 4.3
Income per Month of Respondent

	Income per Month
	Number of Respondent

	Percentage

	less than Rp 1,000,000
	50
	50,0

	Rp 1,000,000 – Rp 2,000,000 
	26
	26,0

	Rp 2,001,000 – Rp 3,000,000
	17
	17,0

	Rp 3,000,000 – Rp 4,000,000
	7
	7,0

	more than Rp 4,000,000
	0
	0

	Total
	100
	100,0


Source : Primary data

Based on the table above, it can be seen that of 100 respondents, 50% respondents have income per month lower than Rp 1,000,000. It could be related to the occupation of respondents where most of them are students and there are also unemployed respondents. There are no respondents who earned income above Rp 4,000,000 per month.
4.1.2
Descriptive Statistic
The descriptive statistic includes all variables observed in this research. There were three variables observed in this research. The summary of descriptive statistic is as follows:

Table 4.4
Descriptive Statistic of Variables Observed
	Variable
	Minimum
	Maximum
	Mean
	Std. Deviation

	Accuracy
	2.00
	5.00
	3.7167
	0.63454

	Content
	2.67
	5.00
	3.8000
	0.47849

	Format
	2.00
	5.00
	3.6733
	0.68162

	Timeliness
	2.33
	5.00
	3.7267
	0.63277

	Navigation
	2.00
	5.00
	3.6500
	0.66393

	Ease of Use
	2.00
	5.00
	3.4867
	0.68726

	Response Time
	2.33
	5.00
	3.5800
	0.60603

	Security
	2.00
	5.00
	3.6300
	0.70734

	Responsiveness
	2.67
	5.00
	3.8067
	0.52796

	Assurance
	2.00
	5.00
	3.7367
	0.61645

	Empathy
	2.33
	5.00
	3.7600
	0.70286

	Satisfaction
	2.33
	5.00
	3.7433
	0.61747


The number of respondents in all variables is 100 respondents. The mean value of all variable was greater than 3.00. It shows that the average value of all variable was relatively high because this research used value of 1 until 5 to describe the variable (using likert scale). The value of standard deviation was relatively small (0.47849 to 0.70734). The low value of standard error shows that these variables had relatively small deviation from the mean. 

 The descriptive statistic above also showed that the respondents valued relatively high in all variables observed. The information quality (accuracy, content, format, timeliness) was perceived relatively positive by respondents. The system quality (navigation, ease of use, response time, and security) was too. Service quality consisting of responsiveness, assurance, and empathy was also perceived well by respondents of this study.

Overall, the customers also satisfied in responding to the questionnaire about satisfaction variable. The mean of satisfaction variable was 3.7433. The mean value of all variable was greater than 3.00. It shows that the average value of satisfaction variable was relatively high because this research used value of 1 until 5 to describe the variable. 

4.2 Result of Regression Analysis
This section will describe the interpretation of data. The interpretation uses Multiple Linear Regression results. Multiple Linear Regression is statistical analysis that is used to determine the effect of several independent variables toward the dependent variable. The statistical model used to test the hypothesis also used Multiple Linear Regression by SPSS Version 15 software.  The results of Multiple Linear Regression and their interpretation are as follows:
Table 4.5
The Results Summary of Multiple Linear Regression Analysis

	Variable
	Regression Coefficient
	t-statistic
	Significance Level
	Result

	Constant
	-2,677
	-4.844
	0.000
	-

	Accuracy
	0.189
	2.972
	0.004
	Significant

	Content
	0.211
	2.218
	0.029
	Significant

	Format
	0.190
	3.081
	0.003
	Significant

	Timeliness
	0.097
	1.493
	0.139
	Not Significant

	Navigation
	0.189
	3.074
	0.003
	Significant

	Ease of Use
	0.136
	2.266
	0.026
	Significant

	Response Time
	0.191
	2.817
	0.006
	Significant

	Security
	0.119
	2.108
	0.038
	Significant

	Responsiveness
	0.367
	4.472
	0.000
	Significant

	Assurance
	0.027
	0.423
	0.673
	Not Significant

	Empathy
	0.021
	0.388
	0.699
	Not Significant


4.2.1 The Effect of Information Quality toward Customer Satisfaction

The test was conducted using Multiple Linear Regression. This section is the analysis of  the result of test for the effect of information quality toward customer satisfaction. The analysis of the result of Multiple Linear Regression could be done in two aspects. The first one is the sign of coefficient and the second is the value of the coefficient.

1. The Effect of Accuracy toward Customer Satisfaction

The hypothesis stated that accuracy has significant direct influence on customer satisfaction. The result of Multiple Linear Regression showed the value of the coefficient was 0.189. Based on the result, the coefficient of accuracy toward customer satisfaction was 0.189. The sign of this coefficient is positive. The positive sign means that the increase in accuracy will have impact to the increases in customer satisfaction, and contrary, the decrease in accuracy will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.189 means that the increase in accuracy as 1 unit will have direct impact to the increase in customer satisfaction as 0.189 unit, and the decrease in accuracy as 1 unit will have direct impact to the decrease in customer satisfaction as 0.189 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H1: accuracy influences the customer satisfaction
The decision is made by using the probability level. If the probability level is < 0.05, Ho is rejected, and if the probability level is > 0.05, Ho is accepted. The value of t-test probability is 0.004 that is lower than the significance level used in this research (0.004 < 0.05). The hypothesis that accuracy significantly influences the customer satisfaction was proved. It means that H1 is accepted. 

2. The Effect of Content toward Customer Satisfaction

Similiar with the effect of accuracy toward customer satisfaction, the second hypothesis stated that content also has significant direct influence on customer satisfaction. This hypothesis was tested using Multiple Linear Regression and it showed that the value of the coefficient content toward customer satisfaction was 0.211, and sign of this coefficient is positive. The positive sign indicates that the increase of content will have impact to the increases in customer satisfaction, and the opposite result, the decrease in content will have an impact to the decrease in customer satisfaction. 

The coefficient of regression as 0.211 means that the increase in content as 1 unit will have a direct impact to the increase in customer satisfaction as 0.211 unit, and the decrease in content as 1 unit will have direct impact to the decrease in customer satisfaction as 0.211 unit.

To test whether the effect is significant or not, the t-test was conducted along with the following hypothesis:
H2: content influences the customer satisfaction
The result of t test showed that the probability is 0.029 that is lower than the significance level used in this research (0.029 < 0.05). The hypothesis that content influences significantly the customer satisfaction was proved. It meant that H2 is accepted.

3. The Effect of Format toward Customer Satisfaction

The third variables in information quality was format. It was hipothesized that format has significant direct influence on customer satisfaction. The result of Multiple Linear Regression showed that the coefficient of format toward customer satisfaction was 0.190. The sign of this coefficient is positive. The positive sign means that the increase in format will have impact to the increases in customer satisfaction, so the decrease in format will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.190 means that the increase in format as 1 unit will have direct impact to the increase in customer satisfaction as 0.190 unit, and the decrease in format as 1 unit will have direct impact to the decrease in customer satisfaction as 0.190 unit.

The hypothesis was also tested using t-test to make sure whether the effect is significant. The hypothesis of the t-test is as follow:

H3: format influences the customer satisfaction
The result of t test showed that the value of t-test probability is 0.003 that is lower than the significance level used in this research (0.003 < 0.05). It means that format significantly influences the customer satisfaction was proved. It meant that H3 is accepted.

4. The Effect of Timeliness toward Customer Satisfaction

The fourth variable in information quality was timeliness. It concerns about whether the information provided on the website is up-to-dated. It was hipothesized that timeliness has significant direct influence on customer satisfaction. The result of Multiple Linear Regression showed the value of the coefficient was 0.097. The sign of this coefficient is positive. The positive sign means that the increase in timeliness will have impact to the increases in customer satisfaction, and contrary, the decrease in timeliness will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.097 means that the increase in timeliness as 1 unit will have direct impact to the increase in customer satisfaction as 0.097 unit, and the decrease in timeliness as 1 unit will have direct impact to the decrease in customer satisfaction as 0.097 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H4: timeliness influences the customer satisfaction
The value of t-test probability is 0.139 that is higher than the significance level used in this research (0.139 > 0.05). The hypothesis that timeliness influences significantly the customer satisfaction was not proved. It means that H4 is rejected.

4.2.2 The Effect of System Quality toward Customer Satisfaction

System quality is expected to influence the customer satisfaction. As of information quality, the effect of system quality toward customer satisfaction was tested using Multiple Linear Regression. This section is the analysis of  the result of test for the effect of system quality toward customer satisfaction. 
1. The Effect of Navigation toward Customer Satisfaction

It concerns about the sequencing of pages, the organization of layout, and consistency of navigation tools. It also hypothesized that navigation has significant direct influence on customer satisfaction. Multiple Linear Regression was conducted and showed the value of the coefficient was 0.189. The sign of this coefficient is positive. The positive sign means that the increase in navigation will have impact to the increase in customer satisfaction, and the decrease in navigation will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.189 means that the increase in navigation as 1 unit will have direct impact to the increase in customer satisfaction as 0.189 unit, and the decrease in navigation as 1 unit will have direct impact to the decrease in customer satisfaction as 0.189 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H5: navigation influences the customer satisfaction
The value of t-test probability is 0.003 that is lower than the significance level used in this research (0.003 < 0.05). The hypothesis that navigation influences significantly the customer satisfaction was proved. It meant that H5 is accepted.

2. The Effect of Ease of use Toward Customer Satisfaction

Consumer needs a minimum effort in regard to the process leasing to the process leading to the final online shopping outcome, so it is a unique characteristics of online system. The ease of use could influence the customer satisfaction. The hypothesis stated that ease of use has significant direct influence on customer satisfaction. Based on the result of Multiple Linear Regression, the coefficient of ease of use toward customer satisfaction was 0.136. The sign of this coefficient was positive. The positive sign means that the increase in ease of use will have impact to the increases in customer satisfaction, or contrary, the decrease in ease of use will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.136 means that the increase in ease of use as 1 unit will have direct impact to the increase in customer satisfaction as 0.136 unit, and the decrease in ease of use as 1 unit will have direct impact to the decrease in customer satisfaction as 0.136 unit.

The effect of the variable could be tested using t-test to make sure whether the effect is significant. The hypothesis of the t-test is as follow:

H6: ease of use influences the customer satisfaction
The decision is made by using the probability level. The value of t-test probability is 0.026 that is lower than the significance level used in this research (0.026 < 0.05). The hypothesis that ease of use influences significantly the customer satisfaction was not proved. It meant that H6 is accepted.

3. The Effect of Response Time toward Customer Satisfaction

The third variable in system quality is response time and it is hipothesized that response time has a significant direct influence on customer satisfaction. This hypothesis was tested using Multiple Linear Regression showed the value of the coefficient was 0.191. Based on the result, the coefficient of response time toward customer satisfaction was 0.191. The sign of this coefficient is positive, meaning that the increase in response time will have an impact to the increases in customer satisfaction. Or in other word, the decrease in response time will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.191 means that the increase in response time as 1 unit will have direct impact to the decrease in customer satisfaction as 0.191 unit, and the decrease in response time as 1 unit will have direct impact to the increase in customer satisfaction as 0.191 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H7:   response time influences the customer satisfaction
The value of t-test probability is 0.006 that is lower than the significance level used in this research (0.006 < 0.05). The hypothesis that response time influences significantly the customer satisfaction was proved. It meant that H7 is accepted.

4. The Effect of Security toward Customer Satisfaction

Security becomes an important variable in online transaction. It could influence the customer satisfaction in onine transaction, so it is hypothesized that security has significant direct influence on customer satisfaction. 

The result of Multiple Linear Regression showed that the coefficient of security toward customer satisfaction was 0.119. The sign of this coefficient is positive. The positive sign means that the increase in security will have impact to the increases in customer satisfaction, and decrease in security will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.119 means that the increase in security as 1 unit will have direct impact to the increase in customer satisfaction as 0.119 unit, and contrary, the decrease in security as 1 unit will have direct impact to the decrease in customer satisfaction as 0.119 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H8: security influences the customer satisfaction
The value of t-test probability is 0.038 that is lower than the significance level used in this research (0.038 < 0.05). The hypothesis that security influences significantly the customer satisfaction was proved. It meant that H8 is accepted.

4.2.3 The Effect of Service Quality toward Customer Satisfaction

There are three variables in service quality. They are responsiveness, assurance, and empathy. These three variables were hiphotesized to influence the customer satisfaction. This hypothesis was tested using Multiple Linear Regression. This section is the analysis of  the result of test for the effect of service quality toward customer satisfaction. 
1. The Effect of Responsiveness toward Customer Satisfaction

The hypothesis stated that responsiveness has significant direct influence on customer satisfaction. The result of Multiple Linear Regression showed the value of the coefficient was 0.367. The analysis of the result of Multiple Linear Regression could be done in two aspect. The first one is the sign of coefficient and the second is the value of the coefficient.

Based on the result, the coefficient of responsiveness toward customer satisfaction was 0.367. The sign of this coefficient is positive. The positive sign means that the increase in responsiveness will have impact to the increases in customer satisfaction, and oppositely, the decrease in responsiveness will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.367 means that the increase in responsiveness as 1 unit will have direct impact to the increase in customer satisfaction as 0.367 unit and the decrease in responsiveness as 1 unit will have direct impact to the decrease in customer satisfaction as 0.367 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H9:   responsiveness influences the customer satisfaction
The decision is made by using the probability level. If the probability level < 0.05, Ho is rejected, and if the probability level > 0.05, Ho is accepted. The value of t-test probability is 0.000 that is lower than the significance level used in this research (0.000 < 0.05). The hypothesis that responsiveness influences significantly the customer satisfaction was proved. It meant that H9 is accepted.

2. The Effect of Assurance toward Customer Satisfaction

The second variable in service quality is assurance. It refers to the ability the online stores convey trust and confidence to their consumers and it has an effect toward customer satisfaction. So, the hypothesis stated that assurance has significant direct influence on customer satisfaction. 

Based on the result of Multiple Linear Regression, the coefficient of assurance toward customer satisfaction was 0.027. The sign of this coefficient is positive. The positive sign means that the increase in assurance will have impact to the increases in customer satisfaction, and contrary, the decrease in assurance will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.027 means that the increase in assurance as 1 unit will have direct impact to the increase in customer satisfaction as 0.027 unit, and in line with it, the decrease in assurance as 1 unit will have direct impact to the increase in customer satisfaction as 0.027 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H10: assurance influences the customer satisfaction
The decision is made by using the probability level. If the probability level < 0.05, Ho is rejected, and if the probability level > 0.05, Ho is accepted. The value of t-test probability is 0.673 that is higher than the significance level used in this research (0.673 > 0.05). The hypothesis that assurance influences significantly the customer satisfaction was not proved. It meant that H10 is rejected.

3. The Effect of Empathy toward Customer Satisfaction

The hypothesis stated that empathy has significant direct influence on customer satisfaction. The result of Multiple Linear Regression showed the value of the coefficient was 0.021. Based on the result, the coefficient of empathy toward customer satisfaction was 0.021. The sign of this coefficient is positive. The positive sign means that the increase in empathy will have impact to the increases in customer satisfaction. And the other result, the decrease in empathy will have impact to the decrease in customer satisfaction. 

The regression coefficient as 0.021 means that the increase in empathy as 1 unit will have direct impact to the increase in customer satisfaction as 0.021 unit, and the decrease in empathy as 1 unit will have direct impact to the decrease in customer satisfaction as 0.021 unit.

The t-test is conducted to test whether the effect is significant. The hypothesis of the t-test is as follow:

H11: empathy influences the customer satisfaction
The decision is made by using the probability level. If the probability level < 0.05, Ho is rejected, and if the probability level > 0.05, Ho is accepted. The value of t-test probability is 0.699 that is higher than the significance level used in this research (0.699 > 0.05). The hypothesis that empathy influences significantly the customer satisfaction was not proved. It meant that H11 is rejected.
4.3 Discussion

The result of this research showed that the accuracy of information affects customer satisfaction. Customers needed that the content of website was accurate, so customer would pay any attention to the accuracy of website content. Although there were bulks of website, customer did pay attention to the reliability of website content. It means that reliability of website content facilitates consumers to ease in reaching the optimal decisions, and in turn affects customer satisfaction and intention to purchase online. 
The content of website affects customer satisfaction. Customer often browses the web entirely because they need information about the product they would like to buy. Although it needs more time, Internet users read web pages in detail to find the information they needed. The detailed information of a website satisfies customers.

Customers gave special attention to the format of website, because they need less time to observe the format of website. Customers usually focus on how the information presented in the website, including the difficulty in browsing, searching information to maximize the utility of consumer search activity. This research found that higher levels of interactivity can increase the effectiveness and efficiency in delivering relevant information, and therefore enhance user satisfaction with the website. 
This research also found that timeliness does not affect customer satisfaction. It means that customer does not concern about whether the information provided on the website is up-to-dated. Customers do not need an up-to-date website to deliver the latest information needed by customers. It is because customers know that they can get latest information by browsing internet anywhere. So, it can be concluded that timeliness does not affect customer satisfaction.

In system quality dimension, there are four dimensions that influence the customer satisfaction. Navigation, ease of use, security and response time become an important part of system quality that influence the customer satisfaction. 

In navigation dimension, customers did give attention to the sequencing of pages, the organization of layout, and consistency of navigation tools because customers knew that it’s an integral part of a website. Customers found that website recently has been managed to make it easy to navigate, and most customers care about it too much. It means that the customer satisfaction was caused by the navigation dimension. Nowadays, there many application programs offering how to make a good navigation, including hyperlinks that consistently provided on every web page, relevancy of hyperlink description and the expected destination. 
Ease of use influences the customer satisfaction. It is because customers need a free of effort to access the website. Customers who do shopping on the Internet will involve a minimum effort and in regard to the process leasing to the process leading to the final online shopping outcome. A website should be well organized and have well-structured online catalogs, concise contents, and easy-to-understand terms and conditions in their websites. It means that the easier and more effortless a technology is, the more likely the consumers are intending to use this technology and it tends to make customer satisfied.
Response time did influence the customer satisfaction. It could be related to the fact that the response time depends on the speed of internet connection and many thing around this issue. The speed of access and information downloading, and the availability of the websites at all times does not only depend on the website itself, but it could depend on the internet service provider capacity, the speed of internet connection. It’s also supported by the fact that the speed of internet connection in Indonesia was relatively more and more faster.
The security of internet transaction becomes an important issue in online transaction. Many consumers are wary of sending their credit card and other personal information across the Internet. So, company needs to ensure that the transaction done by internet must be secure. If the online store can guarantee that the products offered by them can protect and secure the data of the customers, they are willing to continually use that online store. The security in online store can support the customer to purchase the product. The online stores that have good security will satisfy the online customer. 
This research showed that there were significant effects between service quality and customer satisfaction except the assurance dimension of service quality. Therefore, companies should strive to provide excellent service or even capable of exceeding customer needs in order to achieve satisfaction.  

The quality of service given has effects on customer satisfaction.  There are at least one variables influencing service quality. The variable is responsiveness.  It is reflecting the desire for helping the consumer and for providing better service. If there were any problem, how far is the producers’ responsiveness in helping to solve it?  The important things in this responsiveness are the readiness (willingness) for helping their customer and for providing the instantaneous service, e.g. the speed of service provided by employee, service provided is appropriate with customer desires, employees are serious in responding their faults, the willingness of employees in answering every customer questions properly. All of these need to be noted to enhance responsive forces so that customer satisfaction could be reached.  

One other dimension that is assurance dimension does not affects consumer satisfaction. Although it has been said that people dealing directly with consumers should serve them well, but if they themselves do not "equipped" with sufficient knowledge and skill, it certainly cannot be done well. Adequate level of competence is coupled with courtesy, credibility and assurance to consumers. Often consumers are willing to pay a premium for the assurance he had received.
Empathy also did not influence satisfaction. This means that the dimensions of empathy did not significantly enhance the customer satisfaction. Although emphasizing on the dimensions of empathy, the increase of customer satisfaction does not expected to be relatively higher.  In this empathy dimension, as mentioned before, companies should underscore the importance of customer care and individual concern provided for their customers. Thus, they attend to customer complaints and company as well as personnel cares about the needs of its customers. Because online shopping does not interact directly between customer and seller, empathy factor does not play a role in increasing the customer satisfaction.
First of all, producers must be easily accessible. If just making a complaint were difficult, how the process of empathy could run. The things that need to be noted in empathy dimension are customer care and individual concern provided by companies for their customers, e.g. employee pay attention to the complaints or grievances of customer, and employees’ care to the needs of their customers.

A good quality service will create customer satisfaction. So good service quality and customer satisfaction can affect the intensity of customer requests to the company concerned on the next opportunity. Quality of service is the beginning of customer satisfaction. The quality of service is determined not only based on the result of a service but also pay attention to the process of providing these services.

