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Abstract—Online shopping continues to simplify people’s way 

of life in the present world. People no longer need to physically 

visit stores to buy items for home use or other purposes. This can 

be done online using mobile applications to order for preferred 

items, which can be delivered in return. However, the increase in 

the features of mobile applications and mobile devices makes 

usability testing a necessary aspect in today’s advancement of 

technology. This paper uses an experiment-based usability testing 

evaluation on Lazada Indonesia mobile application to 

understand four usability factors, namely, ease of use, efficiency, 

functionality, and satisfaction. The test was performed using 40 

participants and all were students from Universitas Atma Jaya 

Yogyakarta, Universitas Gadjah Mada, and Universitas Sanata 

Dharma. These performed 6 tasks on the mobile application and 

later answered a questionnaire to capture their views concerning 

the usability of the mobile application. The results were analyzed 

using SPSS software and descriptive statistics were displayed 

using standard deviation and arithmetic means. The results from 

the evaluation showed that the mobile application is easy to use, 

efficient, and has good functionality. However, some issues were 

mentioned by participants which indicated that users were not 

fully satisfied with the mobile application. Therefore, this calls 

for designers to consider these usability issues to increase user 
satisfaction. 
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I. INTRODUCTION 

Currently, mobile commerce has changed the nature of 
business worldwide. Mobile commerce can be defined as the 
act of conducting transactions of goods and services of any 
monetary value [1], through mobile wireless devices such as 
smartphones and tablets. With mobile commerce, products can 
be searched and purchased online by consumers [2], anywhere 
through internet-enabled wireless devices, without any worry 
or need to use other devices like laptops. This activity has 
stimulated the growth rate of the production of mobile 
applications in app stores. These applications play a big role in 
the lives of users and have led to the rapid development of the 
world thus making the world a better place every day. They 
can be used for several purposes such as online shopping 
[3],[4], marketing and product distribution [5],[6], delivering 
and easing Health services [7],[8],[9], monitoring and 
compiling records, playing games, exercising and home 

therapy [10], connecting with friends [11], photography, 
medical support and interactions [12], disaster management 
[13], accessing educational information by students [14], and 
so many others. However, because several programmers are 
coming up with new applications every day, this calls for extra 
attention to the users, as well as to the developers to ensure that 
these applications truly perform the roles they are meant for or 
else it will be a waste of time. Therefore, developers must 
develop applications of quality and go ahead to prove that 
these applications play their roles to catch up with the rising 
market, and this can only be done through usability testing. 
One of the important factors that give a mobile application 
quality is its usability. If the usability of the app is complex, 
then this brings down its quality. Developers should always 
consider several factors before developing a mobile application 
and ensure that the application suits the purpose it is meant for. 
Design constraints such as personalization, data entry models, 
freedom to navigate should all be considered to give the users 
satisfaction. In addition to that, applications that deal well with 
information overload should be considered as it is an important 
factor that greatly troubles online shoppers nowadays [15]. 
Usability according to users simply deals with ease of use of 
the application, the efficiency of the application, effectiveness, 
and satisfaction of users [16]. 

Some applications make users frustrated while using them, 
they are not enjoyable, others do not give users a chance to 
navigate freely because they have a lot of restrictions, others 
are very difficult to use, and some also require a lot of strength 
or thinking to be used by the user. This leaves the users 
disappointed and unsatisfied with some of the mobile 
applications, yet they could be important to them. This makes 
usability testing a vulnerable aspect of mobile application 
development. Therefore, developers need to carry out usability 
tests on the users, to understand the effectiveness, ease of use, 
the efficiency of the applications, and find out if the users are 
satisfied with the mobile application and their features. This 
helps developers to improve their designs and thus achieving 
higher market and competency. In e-commerce business 
activities, consumers must get and understand information on 
mobile apps first, before they carry out online purchases. This, 
therefore, requires application designs that are satisfactory to 
the users to help them find convenient information faster. The 
kind of process needs the ease of use of mobile apps in e-
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commerce activities [17]. Users will always stop using any 
mobile application if it doesn‟t show its major business 
intentions and doesn‟t pay attention to consumer needs. This is 
because of the absence of all this makes online shopping 
difficult and uncomfortable for consumers. In the end, 
consumers will always be attracted by other mobile 
applications whose human-computer interaction is friendly and 
attractive. This, therefore [17], makes evaluating usability 
especially the “ease of use” point very necessary. 

Online shopping today continues to ease ways of doing 
business to the business sector worldwide. With improved 
technology today, e-commerce has truly shown a big impact 
and rise through the improvement of online trade since the 
1990s. Moreover the trade has now spread to all consumers and 
sellers both locally and internationally around the globe. 
People can sell their commodities while in rural areas to people 
in urban areas, and vice versa just easily through the internet. 

Indonesia currently greatly supports online platforms to buy 
and sell commodities. There are several platforms used in 
Indonesia such as Lazada Indonesia, Shopee, Tokopedia, 
Amazon and so many others. The use of mobile smartphones 
for mobile shopping in Indonesia is increasing due to the rapid 
growth of the use and access to the internet. In 2017 [18], the 
number of internet users in Indonesia was reported to rise to 
143 million of the total population. This means that the highest 
number of Indonesians (more than 50%) possess smartphones 
[19]. Lazada is an e-commerce website that was launched in 
March 2012 in Indonesia, Malaysia, the Philippines, Thailand, 
and Vietnam, all in south-east Asia. 

Lazada Indonesia is a very popular e-commerce site in 
Indonesia that began in 2012. It is one of the fastest-growing 
online shopping platforms in Indonesia. People use the 
application to buy and sell several types of products, ranging 
from home decor, beauty products, elegant products, to health 
products. This is simply done by accessing the site and 
application of Lazada. The application is supported by various 
payment modes including “cash-on-delivery” the most 
preferred payment mode which makes it simpler for all 
Indonesian consumers to get all items they order. In the year 
2014, Lazada was ranked as the highest visited site in 
Indonesia. This study concentrated on the Lazada Indonesia 
application for mobile phones. The objective of this study is to 
evaluate the usability of the Lazada Indonesia mobile 
application. 

In mobile commerce, users usually experience problems 
with using online shopping mobile applications. While these 
problems may result from a lack of experience in using the 
mobile application, other issues may result due to the poor 
performance of the mobile application. This study, therefore, 
aims to understand the performance and issues faced by Lazada 
Indonesia mobile application users. This will help to fulfill the 
gaps of usability issues facing users by providing designers 
with the required information concerning usability challenges 
from users. This will be done by carrying out a usability test on 
the mobile application to understand the performance of its 
features and options used by its users to attain services offered 
by the mobile application. Four usability aspects i.e., 
efficiency, functionality, effectiveness, and satisfaction are 

tested. Understanding the existing issues experienced by users 
will help Lazada mobile application designers to maintain their 
strengths and improve the weaknesses of the mobile 
application following the results from the usability test 
performed in this study. Filling this gap of usability issues 
faced by Lazada Indonesia mobile application users will 
promote its good usability and thus increase user satisfaction of 
the mobile application. 

II. LITERATURE REVIEW 

A. Smartphones and Mobile Shopping 

Presently, the use of mobile smartphones and internet 
penetration has increased compared to ancient times. In many 
countries, more than 50% of people who own phones possess 
smartphones and this has made mobile phones the quickest 
channel for mobile commerce around the world. Consumers 
use mobile commerce for specific transactions such as ordering 
for mobile fast foods [20], mobile transport [21], mobile 
banking [22], mobile payment [23], mobile learning [24], and 
mobile health [25]. Some researchers claim that mobile 
commerce and its applications [26] are a rising area as 
researchers continue to show their interest in this field for 
research. With the evolution of smartphones, the traditional 
web-based mobile commerce continues to be replaced by 
mobile shopping applications [27]. Since carrying out mobile 
commerce transactions requires the practitioner to own a 
smartphone [28], mobile online stores theoretically support 
multiple shopping activities to take place such as searching for 
information and buying products [29]. However, Sometimes 
mobile users encounter challenges compared to users shopping 
using personal computers [30]. The two searches are different 
in behavior. In some instances, the users may encounter 
increased costs due to smaller screens of mobile devices and 
encounter unclear interfaces. However, mobile phones 
continue to be preferred since they are portable, that is; sellers 
and buyers can perform business transactions and carry out 
advertisements at anytime and anywhere [30], and users can 
have a variety of mobile applications [19]. In addition to that, 
other users prefer smartphones to view images of commodities 
displayed in online shops, perform shopping via social media 
platforms such as Facebook and Instagram [31], as well as 
listen to music and watch videos [32]. Thus, the popularity of 
mobile commerce continues to bring a positive impact on 
society as well as to the business world. 

Usually, mobile applications are so significant to users as 
they are designed by companies to widen their businesses using 
mobile platforms [33], therefore, most mobile applications are 
usually mobile versions of online websites. The existence of 
mobile smartphones provides an alternative channel of doing 
shopping activities, following offline and online channels. 
Engaging mobile applications to do mobile shopping is time 
convenient and since users are usually directly in control, it 
reduces stress and saves time that would be used moving to 
shops physically and reduces costs. In addition to that, some 
retailers can also provide their customers with access to virtual 
stores [34], which can be useful to consumers to locate and 
purchase commodities. 

 However, the increase in the behavior of mobile shopping 
greatly depends on the experience of the user. As the users‟ 
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experience to use mobile applications increases, the more the 
online shoppers install more applications. The good usability of 
any mobile application makes it enjoyable and completely 
brings reduced irritation while using the mobile application 
[35]. This is the reason as to why when smartphone owners get 
more experience of using smartphones [33], they usually tend 
to possess a higher number of mobile shopping apps. One of 
the significant quality attributes of a mobile application is the 
ease of use and freedom of navigation which helps and 
encourages electronic commerce retailers to carry out their 
operations effectively [12]. 

B. Usability and Usability Testing 

Usability can be defined as the ability of the user to be able 
to interact with the system and perform certain tasks. Usability 
appears among the key concepts of human-computer 
interaction which are all covered under the concept of usability 
engineering. Usability engineering deals with aspects of user 
interactive experience [17], such as game usability, web 
usability, and mobile usability. Currently, several researchers 
have carried out researches about the ease of use of mobile 
applications. However, the activity of online shopping using 
mobile applications can only be successful if customers 
achieve adequate satisfaction. Therefore, usability evaluation in 
e-commerce becomes a very necessary process to ensure 
acceptability, ease of use, effective and efficient mobile 
applications and acts as a significant reference for developers 
seeking advice for design and feature improvements [36]. In 
application development, usability evaluation helps in raising 
the profits, improving designs, and reaching the exact users‟ 
expectations. Developers need to aim at producing the best and 
suitable designs on the market [37], and this can help them to 
achieve the goal of usability evaluation. 

Testing the usability of applications is a crucial activity in 
the application development life cycle. It confirms the quality 
as well as the usefulness of the effort applied in developing the 
mobile application [37]. Several usability evaluations usually 
require to be carried out on all products, be it commodities, 
before they are released to exist on the market. This helps to 
curb down the disappointment and loss of customers in case of 
any usability issues application, which would exist in the real 
application designed. The increased use of the internet and the 
activity of usability testing gives more opportunities to 
designers to identify issues via usability testing [38], and thus 
makes the use of mobile applications and mobile 
devices/gadgets more inherent in our daily lives. Usability 
Evaluation is based on various activities such as planning the 
tasks, identifying the evaluation methods, choosing 
participants, and carrying out the task, analyzing, and 
recommending the results. Generally, usability testing of 
mobile applications continues to show its significance at a high 
rate today. According to some studies, [39][40], some 
designers have designed and tested the usability of different 
mobile applications. 

III. METHODOLOGY 

In this study, the researchers followed a five-step procedure 
to carry out usability testing, namely; planning, choosing 
participants, performing the usability test, analyzing results 
from the test, and finally documenting the results. This study 

invited 40 (100%) participants who participated willingly and 
helped researchers to evaluate the usability of the Lazada 
Indonesia mobile application. Of the 40 participants, 30 were 
females (75%), and 10 (25%) were males. The participants 
were all students from universities of Atma Jaya, Gadjah 
Mada, and Sanata Dharma. All the 40 participants were 
between the ages of 20 to 35. However, 12 (30%) of the 
participants were in the age category of 20-25 while all the rest 
28 (70%) participants were between the ages of 25-35. 

Among the participants, 30 (75%) were master‟s degree 
students, 6 (15%) were bachelor‟s degree students and 4 (10%) 
were Ph.D. students. All the participants in the study had a 
clear knowledge of computer operation and android 
smartphones. However, not all of them were familiar with the 
operation of the Lazada mobile application. The participants 
were graded into three main categories of users, i.e. novice/ 
beginner users, intermediate users, and expert/ experienced 
users of the application. Out of the total number of participants 
in the evaluation test, 4 (10%) were novices/ beginner users, 8 
(20%) were intermediate users and 28 (70%) were 
experts/experienced users. 

The novices/ beginner users owned smartphones in their 
daily lives, but they had never installed Lazada Indonesia 
mobile application. Therefore, these users had never interacted 
with the mobile application before. The intermediate users had 
had the Lazada application in their smartphones for not more 
than 3 months before the test was carried out but had not 
interacted enough with the mobile application. Each of the 
intermediate users had at least ever ordered one item from 
Lazada online shopping, but not more than two items. Expert/ 
experienced users confessed they had good knowledge about 
the mobile application and had fully interacted with it for at 
least 2 or more years. These users knew about online shopping 
and each of the 28 expert users had ever bought more than 5 
items using the Lazada Indonesia mobile application. 

The test was carried out at Mrican Residence, in one big 
free room which was close to the hostels in which all the 
participants lived. The residence had a very clear and quiet 
environment and that is why it was chosen to make the 
participants comfortable first. All participants were asked to 
carry out the task while seated so that the researchers would 
learn clearly what they were doing. A questionnaire was 
distributed to each participant after the test to elicit the 
participants‟ perceptions on the usability of Lazada‟s mobile 
application‟s interface. Finally, after conducting the study, 
SPSS software was used by the researchers for data analysis. 
The data was illustrated in the form of a mean and standard 
deviation per item. 

A. Tools used for the Experiment 

To carry out this experiment/test, there are several 
necessary and useful tools that the researchers used in the 
usability evaluation process. Since the participants were 40 in 
number, the test was carried out using android smartphones 
that were owned by each of the participants. The phone brands 
included Samsung, iPhone, Oppo, and Vivo. Also, A digital 
video camera (16MP High definition Digital video Camcorder 
1080p) was used to record the participants' activities and take 
their pictures. Another iPhone camera on the researcher's 
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mobile phone was used to move around the participants to 
watch their attitude and reactions while they carried out the 
given task on the Lazada mobile application. To limit the time 
for every single task, a stopwatch digital professional LCD was 
employed. All the 40 participants were provided with a set of 
test task/scenario that was to be performed (40 sets of test 
tasks). A set of questionnaires (after-task questionnaire) for 
each participant was also prepared to be answered at the end of 
the practical session. The Questionnaire contained 
demographic part and usability questions. Each usability aspect 
had four usability questions required to be answered. These 
questions would help the researchers to evaluate the four 
intended usability aspects in the study. The statements about 
the „ease of use‟ aspect required the users to answer whether it 
was easy for them to search items, interact with the interface, 
whether the mobile application was confusing to them, and 
whether it was easy for them to locate the search box. On the 
hand of the „efficiency aspect‟, the researchers needed to know 
whether it did not require much thought, and time for the users 
to attempt the task, whether they did not get confused about the 
task, and also to know if they needed extra time to accomplish 
the task. To consider the „functionality‟ of the mobile 
application, the researchers sought to know from the users 
whether it was easy for them to navigate through the mobile 
application as they carried out the task, whether the features of 
the application were clear and understandable, whether the 
steps of making a purchase were easy and fast and lastly, 
whether the application features were responding fast and 
clearly. Moreso, to prove „user satisfaction‟ of the mobile 
application, the researchers through the questionnaire asked the 
participants whether carrying out the transaction was satisfying 
and clear with feedback, whether the users were satisfied with 
the features and looks of the mobile application, whether they 
felt comfortable while they used the mobile application, and 
finally whether they had fun and freedom with the mobile 
application as they carried out the task. All questions on each 
aspect were to be answered based on the 5 Likert Scale. i.e., 
Strong disagree, disagree, Less Agree, Agree and Strong 
Agree. 

The whole test session started with a briefing and a 
thorough checking by researchers to ensure all participants had 
a clear and functioning version of Lazada mobile application. 
For the novice/beginner users who did not have the application, 
the Lazada application was installed and tested by the 
researchers on their android phones before the test session 
started. To ensure a smooth activity, the researchers decided to 
first carry out a quick pilot study before the participants began 
attempting the task. This was to ensure that the time given to 
the participants would be enough for them to carry out the 
scenarios provided for usability testing, as well as answering 
the post-task questionnaire. After carrying out the pilot study, 
the participants were then briefed about the time limit and set 
to begin performing the task. Two moderators conducted the 
study to ensure the smooth running of the study and do a 
proper recording with a camera to capture participants‟ 
attitudes. 

B. Test Description/ Task Scenarios 

In this experiment, the researchers prepared the task 
scenarios that were to be carried out by the users/ participants. 

The participants were asked to carry out the following six task 
scenarios on the Lazada mobile application: (1) Search for an 
iPhone (iPhone 11 pro max) using the search box and add it to 
the trolley. (2) Return to the home page. Go to the trolley and 
find the product that was added and buy it using the “pay on 
delivery” payment option. (3) Search any product of choice 
and order it using the bank transfer (BCA) payment method, 
then after completing the process, cancel the order. (4) Search 
for any 2 household items such as (lunch boxes) of different 
colors and add each of them to the trolley. (5) Go to the trolley 
and order for the two lunch boxes at once. (6) Go to the trolley 
and delete all the items that were added in that task session. 
The mentioned were the six task scenarios that were to be 
attempted by the participants. 

The test was conducted under specific procedures. Since 
the participants were many, to effectively carry out the 
usability evaluation test, the researchers divided them into four 
groups (A, B, C, D). Each group contained 10 participants. 
These groups were to participate in the experiment, one group 
after the other. Choosing which participants to join groups was 
done randomly by the test moderators. There were no special 
criteria followed in forming the four groups. After informing 
each participant to which group they belonged, the place was 
arranged and participants were tested beginning with group A. 
Ensuring that the participants were comfortable and ready for 
the test, each group at a time was briefed and let to begin the 
test while they were being recorded. 

Following the timer after carrying out the task scenarios, 
participants were asked to answer the questionnaire to help the 
researchers evaluate the usability of the mobile application. 
The recording was then stopped, questionnaires were collected 
from participants and moderators thanked the participants, sent 
them off, and called for the next group to repeat the exercise 
until Group D was done, and the exercise finished. The results 
were later analyzed using SPSS and descriptive statistics such 
as mean and frequency distribution were used to display and 
present results of the study. 

IV. RESULT AND DISCUSSION 

The usability evaluation test of this study was purposed to 
understand the performance and know the challenges faced by 
Lazada Indonesia mobile application users, as well as to finally 
know whether the users were satisfied with the mobile 
application. The test was carried out on four desired usability 
factors about Lazada mobile application i.e. (1) ease of use of 
the mobile application; (2) efficiency of the mobile application; 
(3) functionality of the mobile application and finally, 
(4) satisfaction attained by users of Lazada mobile application. 
This section defines the results of the study that were attained 
from the experiment/ test. The rating scale of the tested factors 
is also included. Apart from the observation that was done by 
the moderators, the data analysis greatly considered the 
answers of the participants since they were the people that were 
directly involved in the interaction with the mobile application. 
Therefore, it was considered important to consider their 
feelings about the usability nature of the mobile application. 
This is therefore the reason why the researchers mainly relied 
on the questionnaire answers and comments to make the result 
of this study. 
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Tables I to IV were computed from compiling the 
responses from the questions that were asked about the four 
aspects of the mobile application, compiled in the post-task 
questionnaire. Table V displays the rating scale. The 
questionnaire contained four questions for each of the 
researched usability factors of the mobile application which 
were to be answered by each of the 40 participants. The 

participants‟ answers were given based on the 5 Likert Scale. 
These were represented by 1,2,3,4 and 5 in SPSS to obtain the 
mean and standard deviation. Next is a summary and 
explanation of the results, ranging from ease of use, efficiency, 
functionality, and satisfaction of users with Lazada Indonesia 
mobile application. 

TABLE I. EASE OF USE (EU) 

Item N Min Max Mean St. Deviation 
Likert Scale 

Strongly Disagree Disagree Less Agree Agree Strongly Agree 

EU1 40 1 5 4.33 0.944 0 2 1 15 22 

EU2 40 1 5 4.43 0.931 1 1 3 10 25 

EU3 40 1 5 4.55 0.904 0 1 2 7 30 

EU4 40 1 5 4.68 0.859 0 1 1 4 34 

TABLE II. EFFICIENCY (EF) 

Item N Min Max Mean St. Deviation 
Likert Scale 

Strongly Disagree Disagree Less Agree Agree Strongly Agree 

Ef1 40 1 5 4.52 0.960 0 2 1 7 30 

Ef2 40 1 5 4.38 1.055 1 1 2 10 26 

Ef3 40 1 5 4.48 0.987 0 2 2 7 29 

Ef4 40 1 5 4.60 0.871 0 1 1 7 31 

TABLE III. FUNCTIONALITY (F) 

Item N Min Max Mean St. Deviation 
Likert Scale 

Strongly Disagree Disagree Less Agree Agree Strongly Agree 

F1 40 3 5 4.78 0.480 0 0 1 7 32 

F2 40 2 5 4.40 0.744 0 1 3 15 21 

F3 40 2 5 4.52 0.679 0 1 1 14 24 

F4 40 1 5 4.28 0.847 0 1 1 20 18 

TABLE IV. SATISFACTION (S) 

Item N Min Max Mean St. Deviation 
Likert Scale 

Strongly Disagree Disagree Less Agree Agree Strongly Agree 

S1 40 1 5 4.60 0.900 0 0 2 6 32 

S2 40 4 5 4.58 0.501 0 0 0 17 23 

S3 40 3 5 4.48 0.554 0 0 1 19 20 

S4 40 3 5 4.73 0.506 0 0 1 9 30 

TABLE V. RATING OF LAZADA MOBILE APPLICATION 

Scale Weighted Mean Range Grading of Usability aspects 

5 4.51 - 5.00 Very High 

4 3.51 - 4.50 High 

3 2.51 - 3.50 Medium 

2 1.51 - 2.50 Less 

1 1.00 - 1.50 Least 

 



(IJACSA) International Journal of Advanced Computer Science and Applications, 
Vol. 11, No. 8, 2020 

305 | P a g e  
www.ijacsa.thesai.org 

A. Ease of use of Lazada Mobile Application 

Table I contains the descriptive statistics for ease of use of 
Lazada Indonesia mobile application and each item is indicated 
by the mean and standard deviation. The results obtained from 
the post-test questionnaire answered by the participants after 
they completed the exercise indicated that most of the 
participants strongly agreed that the application was very easy 
for them to use during the evaluation test that they were given 
by the moderators. Ease of use is very important in a way that 
if it deteriorates, the usefulness of the application also 
deteriorates and vice versa [41]. The responses from the “ease 
of use” questions were graded with a mean of 4.68 out of 5.00, 
and a standard deviation of 0.859. This is graded as “Very 
High” according to the rating scale in Table V. 

The highest percentage of participants confessed that they 
did not find complications while they searched for the items, 
they easily interacted with the interface without any confusion. 
Only a few participants less agreed and this was because they 
were novice users, so they had never interacted with the 
Lazada mobile application before. The results portray that 
Lazada mobile application has a good ease of use design to the 
users. Usability is greatly associated with the ease of use of a 
mobile application, therefore, mobile application designers 
have to focus on the usability aspect as this can even affect the 
market of mobile devices [42]. If users cannot interact with any 
mobile application, the application‟s value degrades and will 
have fewer users. Basing on the results of this aspect, Mobile 
users are recommended to buy devices and install applications 
that are simple for them to use [43]. Mobile devices like 
smartphones and tablets contain applications that are intended 
for end-users as their main feature [44] thus, developers must 
take care of Human-Computer Interaction (HCI) aspects. 

B. Efficiency of Lazada Mobile Application 

The descriptive statistics for the efficiency of the use of 
Lazada mobile applications are displayed in table two. The 
efficiency of Lazada mobile application was graded with a 
mean of 4.60 out of 5.00, and a standard deviation of 0.871. 
According to Table V, this is also perceived as “Very High”, 
indicating that the mobile application is very efficient in use. 
Similarly, most participants in the study agreed that Lazada 
mobile application is efficient to use. The highest number 
strongly agreed that the application did not require much 
thought from them to complete the task, they did not spend a 
lot of time on performing the task, and they were not confused 
on how to carry out the task. Most of them were able to 
complete the task successfully and confessed in the post-test 
completed questionnaire that they did not require extra time. 
Only a few novice participants found some issues because they 
were new users, however, they were also quick at 
understanding when they sought help. They were able to 
complete the task although with just a little help by 
explanation. 

The answers from the questionnaire and result compilation 
show that the application is efficient while the users are using 
it. Without a doubt, one of the most important factors to be 
considered by designers is the efficiency of the mobile 
application, as it also allows users to utilize the energy of their 
mobile devices [45]. Therefore, designers should ensure that 

users take less time to complete their goals while using an 
application. The efficiency of the application means that it is 
clearly functioning [46], to carry out its purpose using minimal 
resources and thus finally bring satisfaction to users. This 
becomes the only reason as to why the rating of any product 
greatly depends on efficiency [47], because high efficiency 
attracts high ratings as it enhances satisfaction and vice versa. 

C. Functionality of Lazada Mobile Application 

Table III illustrates the functionality of Lazada mobile 
application according to the test that was carried out in this 
study. The functionality aspect attained a mean of 4.78 out of 
5.00 and a standard deviation of 0.480. This is also graded as 
“Very High” according to the grading scale in Table V. The 
result, therefore, indicates that most of the participants agreed 
that Lazada mobile application has good functionality. In 
Table III, the mean and standard deviation of each item are 
shown and the result implies that the functionality of the 
interface was pleasing to the participants. 

Most of them strongly agreed to statements in the 
questionnaire such as “the application is user friendly and 
allows free navigation of the user, “the features on the site are 
clear and understandable”, “The application features were fast 
to respond”, and the steps for making the purchase were not 
complex to perform. Users were seen to prefer the search 
button because their feedbacks were returning fast. The more 
the features respond fast the more the users enjoy the 
functionality of the application and thus attracting satisfaction 
in the long run [48]. Following the results, the functionality of 
a mobile application is very important as it attracts users to 
continue using the application [49]. If the functionality of the 
system is not nice, such as doesn‟t give free navigation to the 
users, users will leave frustrated and will not use the 
application again as it won‟t let them achieve their goals [50]. 
Poor functionality leaves users dissatisfied, and this may 
finally lead to the disloyalty of the application. 

D. User Satisfaction with Lazada Mobile Application 

In the last part of the activity, the researchers needed to 
know how much the users were satisfied with the mobile 
application. Table IV shows the descriptive statistics of user 
satisfaction of participants from using the Lazada Indonesia 
mobile application. The mean and standard deviation for each 
item are shown in the table. 

Although most participants including new users agreed that 
Lazada mobile application and its features were an enjoyable 
application to use even for the novice users, they claimed they 
were not fully satisfied with the mobile application. According 
to the results, Lazada mobile application gives comfort to its 
users but not complete satisfaction [51]. Accumulated 
satisfaction can be attained by building the customers' trust in 
the mobile application [52], as this further greatly influences 
the intended purchase of users. Based on the results, it can be 
argued that satisfaction is a very important aspect of usability 
evaluation as it brings users positive thoughts and attraction to 
the mobile application. Satisfaction does not only depend on 
the mobile application itself but also depends on the mobile 
application store [53], i.e. service providers. Satisfaction gives 
users a feeling of fun and comfort while using the mobile 
application. Perceived satisfaction is the only key factor to 
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entice mobile users to engage in using online shopping mobile 
applications [54]. This is because satisfaction makes users 
develop a positive attitude and trust towards products sold and 
positive word-of-mouth that increases product loyalty and 
creates uniqueness in the mobile application. 

In this study as we tested user satisfaction, participants 
pointed out some issues, which indicated that users were not 
fully satisfied with the operation of the mobile application. 
Novice users as well found some usability complications in 
carrying out the task such as locating the trolley while they 
were on the main page. In addition to that, the intermediate 
users had difficulties in making transactions using the bank 
transfer method, as it involved extensive steps. The other 
challenging issue was a deep understanding of the language by 
foreign participants since Lazada Indonesia uses Bahasa 
Indonesia. In addition to the mentioned issues, some 
experienced participants complained that the android 
application was slow in loading and displaying the trolley, and 
even when displayed, it required much time lag to perform any 
action where almost 90% of the time error message prompts 
displayed. 

Other users complained that during their search of items as 
they performed the task, a lot of irrelevant items appeared in 
their search which was unpleasing. “It required a lot of time to 
locate the wanted item”, the users confessed. And lastly, the 
participants complained about the second to last task they were 
asked to perform. They complained that it was not possible to 
check out the items in the trolley using the “pay on delivery” if 
items that could pay on delivery were checked out with items 
that were not allowed to pay on delivery. Users suggested that 
it would be better if items allowed to pay on delivery would be 
differentiated from items that are not allowed to pay on 
delivery if the user tried to check out, rather than denying the 
whole payment option of “pay on delivery”. All these 
complaints confirmed to the researchers that users were not 
fully satisfied with the mobile application, thus designers need 
to attend to the issues first to increase user satisfaction. 

V. CONCLUSION 

This study was intended to understand the performance and 
issues facing Lazada Indonesia mobile application users 
through carrying out a usability test on the mobile application 
by further considering four usability aspects i.e. ease of use, 
efficiency, functionality, and satisfaction attained by users 
from using the mobile application. Overall, from the results 
obtained from data analysis, the performance of the mobile 
application proved good to most of the participants of the 
study. The mobile application showed good ease of use, 
adequate efficiency, and effectiveness, but did not provide 
complete satisfaction to the users. 

Based on the results, users were not fully satisfied with the 
mobile application due to the following usability issues that 
were mentioned by some participants, i.e. (1) language barrier 
experienced by foreign users, (2) Slowness of the mobile 
application in loading the trolley, (3) Appearing of irrelevant 
items during product search by users, and (4) Failure to 
separate items that allow COD from those which don‟t allow 
COD during the checkout process. In conclusion, therefore, the 
designers of Lazada Indonesia mobile application need to 

improve their design by solving the usability challenges 
experienced by some users, which in the actual sense could 
make a large number if considered out of the whole total 
population of Lazada Indonesia mobile application users. 
Solving users‟ complaints can make the application more 
marketable and trustworthy, and overall increase user 
satisfaction. 

VI. LIMITATIONS AND FUTURE WORK 

Like any other researches, this study encountered some 
limitations during the experiment. The study used only 40 
participants for the experiment since it was not easy to gather 
many people as this study was carried out during the COVID-
19 pandemic. Therefore, this limited the expected sample size. 
The researchers hope that the results would have been much 
better with bigger sample size. Since this study only 
concentrated on Lazada Indonesia mobile shopping 
application, future studies should consider testing the users of 
the Lazada Indonesia desktop application because the two are 
different in their nature of search. Furthermore, this test was 
carried out by mixing the users of different experiences of 
using the mobile application. Future research can be carried out 
by grouping and testing the users differently according to their 
levels of experience to understand the issues experienced by 
users at different levels of experience. This will help the 
designers to understand which usability problems to solve first 
and at what stage of using the application these usability 
problems are encountered, thus providing quick solutions to 
challenges and increase the satisfaction of Lazada Indonesia 
mobile application users. 
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