E-service quality

STS

TS

SS

Saya dapat menemukan produk dengan
mudah sesuai yang saya butuhkan di
aplikasi Shopee.

Saya merasa bisa belanja di aplikasi
Shopee dimana pun dan kapan pun.

Saya merasa berbelanja di aplikasi
Shopee cepat dan mudah.

E-service quality

STS

TS

SS

Saya dapat bertransaki dengan Shopee
untuk mendapatkan infromasi yang sesuai
dengan kebutuhan saya.

Menurut saya aplikasi Shopee bersedia
membantu kebutuhan pelanggan.

Menurut saya, pihak Shopee akan
membantu menyelesaikan permasalah
pada transaksi yang saya lakukan di
aplikasi Shopee

E-trust

STS

TS

SS

Saya percaya bahwa pihak Shopee tidak
akan menyalahgunakan informasi pribadi
saya

Saya dapat mempercayai aplikasi Shopee.

Saya merasa sangat percaya diri untuk
menggunakan aplikasi Shopee

E-satisfaction

STS

TS

SS

Shopee akan mengarahkan saya pada
kepuasan

Saya merasa puas memilih aplikasi
Shopee sebagai tempat berbelanja

Saya puas dalam melakukan
transaksi/berbelanja melalui aplikasi
Shopee
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E-loyalty

STS

TS

SS

1 Saya akan melakukan pembelian secara
online berulang di aplikasi Shopee.

2 Saya merekomendasikan aplikasi Shopee
sebagai tempat berbelanja kepada orang
lain yang membutuhkan saran saya.

3 Saya mengatakan hal-hal positif tentang
aplikasi Shopee kepada orang lain.

Lampiran 2: Bukti penyebaran

88




01.51 €D 014 2= sl antl 1%

Anak Manajemen AS... (™
Amelia, Fanny, Regar, +62 81...

‘ Survey Pengaruh
e Kepuasan Elektro...

kenalkan nama sa..

e docs.google.co...

Perkenalkan nama saya
Raynaldo Excyeldias

Dinesh Kumar, mahasiswa
Program Studi Sarjana
Manajemen, Fakultas Bisnis
dan Ekonomika, Universitas
Atma Jaya Yogyakarta. Saat
ini saya sedang melakukan
penelitian untuk keperluan

tugas akhir Skripsi saya
mengenai '"Pengaruh
Kepuasan Elektronik
Terhadap Loyalitas Elektronik
dengan Kualitas Layanan
Elektronik sebagai variable
Mediasi pada Shopee’.

Pada penelitian ini, saya

membutuhkan respoden

untuk mengisi kuesioner

ini dengan kriteria sebagai

berikut:

1. Mengetahui dan pernah

menggunakan aplikasi
Shopee.

2 Parnah mealalkiilkan




Survey “Pengaruh E-Service Quality dan E-
Trust Terhadap E-Satisfaction dan E-
Loyalty pada Aplikasi Shopee

Perkenalkan nama saya Raynaldo Excyeldias Dinesh Kumar, mahasiswa Program Studi
Sarjana Manajemen, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta.
Saat ini saya sedang melakukan penelitian untuk keperluan tugas akhir Skripsi saya
mengenai "Pengaruh E-service Quality dan E-Trust Terhadap E-Satisfaction dan E-
Loyalty pada Aplikasi Shopee ".

Pada penelitian ini, saya membutuhkan respoden untuk mengisi kuesioner ini dengan
kriteria sebagai berikut:

1. Mengetahui dan pernah menggunakan aplikasi Shopee.

2. Pernah melakukan transaksi atau berbelanja di aplikasi Shopee.

Setiap data yang diperoleh hanya digunakan untuk kepentingan penelitian dan dijaga
kerahasiaannya. Dengan demikian, saya ucapakan terima kasih.

Raynaldo Excyeldias Dinesh Kumar.

excelvandam96@gmail.com Ganti akun &

B2 Tidak dibagikan
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Pertanyaan ini digunakan untuk mendapat responden yang sesuai untuk penelitian.

Apakah Anda pernah menggunakan aplikasi Shopee untuk berbelanja dalam 3 *
bulan terakhir?

O Ya
() Tidak

Kembali osongkan formulir

Pertanyaan ini digunakan untuk mendapat responden yang sesuai untuk penelitian.
/[~ % BN ¥y  _\ =3 |

Apakah Anda pernah melakukan transaksi atau berbelanja di aplikasi Shopee *
setidaknya lebih dari 3 kali dalam satu tahun terakhir?

O Ya
(O Tidak

A Y \H
Kembali Berikutnya v an formulir
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Pernyataan ini bertujuan untuk mengukur tingkat keamanan konsumen dalam mengunakan
aplikasi Shopee.

Keterangan Pengisian
1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

p:\'N\A JAY4

o

5
N\ S

& /_\*\
&\ I\ %
K —

/ \

S
<
)
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Pernyataan ini bertujuan untuk mengukur tingkat Relisbilitas konsumen dalam
menggunakan aplikasi Shopee

Keterangan Pengisian

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

nfaat dan informasi -

rut saya aplikasi Shopee menyediakan informasi tentang prod
il deskripsi dan

L .
Kembali Berikutnya
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Pernyataan ini bertujuan untuk mengukur tingkat kenyamanan konsumen dalam
menggunakan aplikasi Shopee.

Keterangan Pengisian
1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral
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Pertanyaan ini bertujuan untuk mengukur daya tanggap konsumen dalam menggunakan
aplikasi Shopee.

Keterangan Pengisian
1 =Sangat Tidak Setuju
2 =Tidak Setuju

3 = Netral
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Pernyataan ini bertujuan untuk mengukur kepercayaan elekironik dalam menggunakan
aplikasi Shopee.

Keterangan Pengisian

1 = Sangat Tidak Setuju
2 = Tidak Setuju
3 = Netral
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Pernyataan ini bertujuan untuk mengukur kepuasan elektronik konsumen dalam
menggunakan aplikasi Shopee.

Keterangan Pengisian
1 = Sangat Tidak Setuju
2 = Tidak Setuju

Kembali Berikutnya
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Pernyataan ini bertujuan untuk mengukur loyalitas elektronik pada kensumen dalam
menggunakan aplikasi Shopee.

Keterangan Pengisian
1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

Sangat Tidak Setuju

Berikutrya
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Diata Responden
Pada bagian ini responden diminta umuk mengisi data diri berdasarkan beberapa poin berikut.

Jenis Kelamin *

() Laki-laki

Rata- rata pendapatan per bulan *
() <Rp.1.000.000,00

() Rp.1.000.001,00- Rp.3.000.000,00
() Rp.3.000.001,00- Rp.4.000.000,00

() >Rp.4.000.000,00
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Terima Kasih

Terima kasih telah berpartisipasi dalam pengisian kuesioner penelitian ini.
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Lampiran 3: Data Mentah Kuesioner

Jenis Pendidikan Perkerjaan saat
no Kelamin Umur terakhir ini Rata- rata pendapatan per bulan

| Perempuan | 21-30 tahun Sl Lainnya > Rp.4.000.000,00
. . Rp.3.000.001,00-

2 Laki - laki | 31-40 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
g Rp.3.000.001,00-

3 Perempuan | 31-40 tahun SMA/SMK Lainnya Rp.4.000.000,00
Rp.1.000.001,00-

4 Perempuan | > 40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
: Rp.1.000.001,00-

5 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
6 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
7 Laki - laki | <21 tahun SMA/SMK Lainnya < Rp.1.000.000,00
. Rp.1.000.001,00-

8 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
9 Laki - laki | 21-30 tahun S2 Mahasiswa/i > Rp.4.000.000,00
10 Perempuan | <21 tahun SMA/SMK Lainnya < Rp.1.000.000,00
11 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
12 Perempuan | > 40 tahun S1 Lainnya > Rp.4.000.000,00
13 Laki - laki | 21-30 tahun S1 Karyawan Swasta > Rp.4.000.000,00
14 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
15 Perempuan | > 40 tahun SMA/SMK Lainnya < Rp.1.000.000,00




Rp.1.000.001,00-

16 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
. . Rp.1.000.001,00-

17 Laki - laki | >40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. Rp.1.000.001,00-

18 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
19 Perempuan | > 40 tahun SMA/SMK Lainnya < Rp.1.000.000,00
. Rp.1.000.001,00-

20 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
. Rp.3.000.001,00-

21 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.4.000.000,00
Rp.1.000.001,00-

22 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
23 Perempuan | >40 tahun SMA/SMK Lainnya < Rp.1.000.000,00
24 Perempuan | 21-30 tahun Sl Karyawan Swasta > Rp.4.000.000,00
25 Perempuan | > 40 tahun Sl Lainnya < Rp.1.000.000,00
Rp.1.000.001,00-

26 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
: Rp.1.000.001,00-

27 Perempuan | 31-40 tahun SMA/SMK Lainnya Rp.3.000.000,00
. . Rp.1.000.001,00-

28 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
29 Perempuan | > 40 tahun SMA/SMK Lainnya < Rp.1.000.000,00
Rp.3.000.001,00-

30 Perempuan | > 40 tahun D1/D2/D3 Pengusaha Rp.4.000.000,00
31 Perempuan | <21 tahun SMA/SMK Lainnya < Rp.1.000.000,00
. . Rp.1.000.001,00-

32 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
Rp.1.000.001,00-

33 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
34 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta Rp.1.000.001,00-

Rp.3.000.000,00
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Rp.1.000.001,00-

35 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
36 Perempuan | > 40 tahun S3 PNS > Rp.4.000.000,00
37 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta < Rp.1.000.000,00
38 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.1.000.001,00-
P Y Rp.3.000.000,00

. . Rp.1.000.001,00-

39 Laki - laki | 31-40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. Rp.3.000.001,00-

40 Perempuan | > 40 tahun D1/D2/D3 Lainnya Rp.4.000.000,00
41 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
. . 4 Rp.1.000.001,00-

42 Laki - laki | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
. Rp.1.000.001,00-

43 Perempuan | <21 tahun SMA/SMK Lainnya Rp.3.000.000,00
44 Perempuan | > 40 tahun SMA/SMK Lainnya > Rp.4.000.000,00
. . Rp.1.000.001,00-

45 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
46 Laki - laki | > 40 tahun S1 Karyawan Swasta > Rp.4.000.000,00
. . : Rp.3.000.001,00-

47 Laki - laki | 21-30 tahun D1/D2/D3 Lainnya Rp.4.000.000,00
Rp.1.000.001,00-

48 Perempuan | <21 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

49 Laki - laki | 31-40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

50 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

51 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

52 Perempuan | <21 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
53 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-

Rp.3.000.000,00
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54 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
. Rp.1.000.001,00-

55 Perempuan | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
56 Laki - laki | 21-30 tahun S1 Lainnya > Rp.4.000.000,00
. . Rp.1.000.001,00-

57 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
. . . . Rp.1.000.001,00-

58 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
59 Laki - laki | 21-30 tahun Sl Karyawan Swasta > Rp.4.000.000,00
60 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
. . Rp.3.000.001,00-

61 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
62 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i <Rp.1.000.000,00
63 Laki - laki | 21-30 tahun Sl Mahasiswa/i <Rp.1.000.000,00
64 Laki - laki | 21-30 tahun S1 Mahasiswa/i < Rp.1.000.000,00
. . . . Rp.1.000.001,00-

65 Laki - laki | 21-30 tahun S1 Mahasiswa/i Rp.3.000.000,00
. . . . Rp.1.000.001,00-

66 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
. . . . Rp.1.000.001,00-

67 Laki - laki | 21-30 tahun Sl Mahasiswa/i Rp.3.000.000,00
68 Perempuan | <21 tahun SMA/SMK Lainnya < Rp.1.000.000,00
. . . . Rp.1.000.001,00-

69 Laki - laki | 21-30 tahun S1 Mahasiswa/i Rp.3.000.000,00
70 Laki - laki | 21-30 tahun Sl Karyawan Swasta > Rp.4.000.000,00
71 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
72 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
. Rp.1.000.001,00-

73 Perempuan | 21-30 tahun S1 Lainnya Rp.3.000.000,00
74 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i > Rp.4.000.000,00
75 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
76 | Laki-laki | 2130 tahun | SMA/SMK | Mahasiswa/i Rp.1.000.001,00-

Rp.3.000.000,00




Rp.1.000.001,00-

77 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
78 Perempuan | 21-30 tahun S1 Mahasiswa/i > Rp.4.000.000,00
79 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
Rp.1.000.001,00-

80 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

81 Perempuan | <21 tahun S1 Mahasiswa/i Rp.3.000.000,00
82 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i <Rp.1.000.000,00
Rp.1.000.001,00-

83 Perempuan | <21 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . Rp.3.000.001,00-

84 Laki - laki | 31-40 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
. : Rp.1.000.001,00-

85 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000.00
86 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
87 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
88 Perempuan | <21 tahun Sl Mahasiswa/i < Rp.1.000.000,00
. . . . Rp.1.000.001,00-

89 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
90 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
91 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
. . . . Rp.1.000.001,00-

92 Laki - laki | <21 tahun S1 Mahasiswa/i Rp.3.000.000,00
. . . . Rp.1.000.001,00-

93 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
94 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta < Rp.1.000.000,00
95 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-
Rp.3.000.000,00
96 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
) . Rp.1.000.001,00-

97 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta

Rp.3.000.000,00




Rp.3.000.001,00-

98 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
. . Rp.3.000.001,00-

99 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
100 Perempuan | <21 tahun S1 Mahasiswa/i < Rp.1.000.000,00
101 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
102 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-
Rp.3.000.000,00
103 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta > Rp.4.000.000,00
104 Perempuan | 21-30 tahun S1 Lainnya < Rp.1.000.000,00
105 Laki - laki | 21-30 tahun S1 Mahasiswa/i < Rp.1.000.000,00
4 Rp.1.000.001,00-

106 Perempuan | 21-30 tahun S1 Lainnya Rp.3.000.000,00
. . . ’ Rp.1.000.001,00-

107 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
108 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
109 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-

Rp.3.000.000,00
110 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
111 Perempuan | 21-30 tahun Sl Mahasiswa/i 111{1; 13%%%%%1)”(())%_
112 Perempuan | 21-30 tahun SMA/SMK Lainnya 1;1; 13%%%%%1)”(())%_
113 Laki - laki | <21 tahun Sl Mahasiswa/i < Rp.1.000.000,00
114 | Laki-laki | 21-30 tahun | SMA/SMK Mahasiswali %1;13%%%%%5%%
115 Perempuan | <21 tahun SMA/SMK Karyawan Swasta < Rp.1.000.000,00
116 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
117 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
118 Laki - laki | 21-30 tahun SMA/SMK Lainnya < Rp.1.000.000,00
119 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
120 Perempuan | > 40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
121 Perempuan | > 40 tahun SMA/SMK Lainnya < Rp.1.000.000,00




122 Perempuan | 31-40 tahun SMA/SMK Lainnya < Rp.1.000.000,00
123 Laki - laki | > 40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
124 Laki - laki | >40 tahun D1/D2/D3 Karyawan Swasta > Rp.4.000.000,00
125 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
126 Perempuan | 31-40 tahun D1/D2/D3 Karyawan Swasta Rp.1.000.001,00-
Rp.3.000.000,00
127 Perempuan | 21-30 tahun S1 Mahasiswa/i < Rp.1.000.000,00
128 Perempuan | > 40 tahun D1/D2/D3 Karyawan Swasta > Rp.4.000.000,00
129 Laki - laki | 21-30 tahun Sl Lainnya > Rp.4.000.000,00
. . Rp.1.000.001,00-

130 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
. . Rp.1.000.001,00-

131 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
132 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i <Rp.1.000.000,00
. . . . Rp.1.000.001,00-

133 Laki - laki | 21-30 tahun S1 Mahasiswa/i Rp.3.000.000,00
134 Laki - laki | > 40 tahun S1 Karyawan Swasta > Rp.4.000.000,00
. . . . Rp.1.000.001,00-

135 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
. . Rp.3.000.001,00-

136 Perempuan | 21-30 tahun S1 Mahasiswa/i Rp.4.000.000,00
. Rp.1.000.001,00-

137 Perempuan | > 40 tahun SMA/SMK Lainnya Rp.3.000.000,00
138 Perempuan | 31-40 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
139 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.001,00-
erempu 4 Rp.4.000.000,00
140 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
141 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
142 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
143 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
144 Perempuan | 21-30 tahun S1 Karyawan Swasta <Rp.1.000.000,00
145 Laki - laki | 21-30 tahun SMA/SMK Lainnya Rp.1.000.001,00-

Rp.3.000.000,00
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Rp.3.000.001,00-

146 Laki - laki | 21-30 tahun S1 Karyawan Swasta Rp.4.000.000,00
147 | Perempuan | 21-30 tahun D1/D2/D3 Pengusaha 1;1;13(())(())(()) %00 10, f())(())_
148 | Perempuan | 21-30 tahun | SMA/SMK | Karyawan Swasta 111{1;.13 .%%%%% 10,3)(())_
149 Perempuan | 21-30 tahun S1 Karyawan Swasta I;{I;i%%% %% 1(),%%.
150 | Laki-laki | 21-30 tahun s1 Mahasiswali 1}‘{%13%%%%%10%%
151 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta 1;{1;13%%% (())(()) 10:%%_
152 Laki - laki | 21-30 tahun S2 Karyawan Swasta > Rp.4.000.000,00
153 Laki - laki | 21-30 tahun SMA/SMK Lainnya 11{{%13%%%%%10,3)%-
154 | Laki-laki |21-30 tahun S1 Mahasiswa/i 1}‘{%1%%%%%10%%
155 Perempuan | 21-30 tahun D1/D2/D3 Mahasiswa/i %1;13%%%%%10’%%'
156 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta II{{I; 13%%%%%%’(())%'
157 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta 111{113)13(())(())(()) (())(()) B,’(())(())_
158 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta 1;1; 13%%%%%%’(())%'
159 Laki - laki | 21-30 tahun S1 PNS 1;{1;34%%%%%%’(())%-
160 Perempuan | 21-30 tahun S1 Karyawan Swasta > Rp.4.000.000,00
161 | Laki-laki | 21-30 tahun S1 PNS 1;{1;3%%%%% 1(),%%-
162 Perempuan | 21-30 tahun S1 Karyawan Swasta 1}%’) 3;1%%% (())(()) B,,%%.
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Rp.1.000.001,00-

163 Laki - laki | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
164 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta 11?; 13(())%%%%10’,(2)%'
165 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta 11?; 13(())%%%%10’,(2)%'
166 | Perempuan | 21-30 tahun | SMA/SMK | Karyawan Swasta 1;{1;13 %%% %% 1(),%%.
167 | Laki-laki | <2ltahun | DI/D2/D3 | Karyawan Swasta 1;1;13%%%%%10%%
168 Laki - laki | 21-30 tahun S1 Karyawan Swasta 1;{1;13%%% (())(()) 10:%%_
169 | Laki-laki | 2130 tahun | D1/D2/D3 Mahasiswali 1}‘{%13%%%%%10%%
170 Perempuan | 21-30 tahun S1 Karyawan Swasta 1;{1;13 %%% (())(()) 10, %%_
171 Perempuan | 21-30 tahun D1/D2/D3 Lainnya %1;13%%% (())(()) 10, %%_
172 Perempuan | 21-30 tahun S1 Mahasiswa/i I;l; 13%%%%%1)”%%'
173 Perempuan | 21-30 tahun S1 Pengusaha > Rp.4.000.000,00
174 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
175 Laki - laki | 21-30 tahun S1 Karyawan Swasta 1;1;13%%% %% 10,’%%.
176 Perempuan | 21-30 tahun S1 Karyawan Swasta 1;1;13%%% %% 10,’%%.
177 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta II{{IE)IQ,%%% %% 10, ’%%_
178 | Laki-laki | 21-30 tahun S1 Karyawan Swasta 111{1;.13 .%%%%% 1(),%%.
179 Perempuan | 21-30 tahun S1 Karyawan Swasta > Rp.4.000.000,00
180 | Laki-laki | <21tahun | SMA/SMK Lainnya Rp.1.000.001,00-

Rp.3.000.000,00
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Rp.3.000.001,00-

181 Perempuan | 21-30 tahun S1 Karyawan Swasta Rp.4.000.000,00
182 | Perempuan | 21-30 tahun | D1/D2/D3 Mahasiswai 11‘{1;;%%%.000010’%%'
183 | Perempuan | 21-30 tahun |  D1/D2/D3 Mahasiswai 11‘{1;;%%%.000010’%%'
184 Laki - laki | 21-30 tahun SMA/SMK Pengusaha > Rp.4.000.000,00
185 Perempuan | <21 tahun SMA/SMK Karyawan Swasta 1}%’313%%% %% 10, ’%(z)_
186 Perempuan | 21-30 tahun S1 Karyawan Swasta I;Il’) 34%%% %% 10:(2)%_
187 | Laki-laki | 21-30 tahun S1 PNS %1;1%%%%%1()%%
188 Perempuan | <21 tahun D1/D2/D3 Karyawan Swasta II{{I;I_O,%%% %% 10, ’%%_
189 Perempuan | 21-30 tahun S1 Lainnya 1?{]@;) 34%%% %% 10, ’%(z)_
190 Perempuan | 21-30 tahun S1 Karyawan Swasta %1;13 %%% (())% 10,’%%_
191 Perempuan | 21-30 tahun S1 Karyawan Swasta 1;11))34(())(())(()) (())(()) B,f())(())_
192 | Perempuan | 21-30 tahun S1 Karyawan Swasta 1;11))34(())(())(()) (())(()) B,f())(())_
193 | Perempuan | 21-30 tahun D1/D2/D3 Pengusaha 111{113)13(())(())(()) (())(()) % f())(())_
194 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta 1;{1;2%(())(()) (())(()) 1), f())(())_
195 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta 1?{%13%%% (())(()) B,,%%_
196 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta lgl; Z%%%%%B’%%’
197 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.1.000.001,00-

Rp.3.000.000,00
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198 Perempuan | 21-30 tahun S1 Pengusaha > Rp.4.000.000,00
Rp.1.000.001,00-

199 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
Rp.1.000.001,00-

200 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
. . Rp.1.000.001,00-

201 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
202 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta < Rp.1.000.000,00
203 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta <Rp.1.000.000,00
204 Perempuan | 21-30 tahun SMA/SMK Lainnya < Rp.1.000.000,00
Rp.1.000.001,00-

205 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
206 Perempuan | 21-30 tahun SMA/SMK Lainnya <Rp.1.000.000,00
. Rp.1.000.001,00-

207 Perempuan | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
Rp.1.000.001,00-

208 Perempuan | 21-30 tahun SMA/SMK Pengusaha Rp.3.000.000,00
Rp.1.000.001,00-

209 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
Rp.1.000.001,00-

210 Perempuan | 21-30 tahun SMA/SMK Pengusaha Rp.3.000.000,00
: Rp.1.000.001,00-

211 Perempuan | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
212 Laki - laki | 21-30 tahun Sl Karyawan Swasta > Rp.4.000.000,00
Rp.1.000.001,00-

213 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
214 Perempuan | 21-30 tahun SMA/SMK Lainnya < Rp.1.000.000,00
Rp.1.000.001,00-

215 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
216 Perempuan | 21-30 tahun S1 Lainnya < Rp.1.000.000,00
217 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
218 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00

111




Rp.1.000.001,00-

219 Perempuan | <21 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.000,00
: . Rp.1.000.001,00-

220 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
221 Perempuan | 21-30 tahun S1 Karyawan Swasta > Rp.4.000.000,00
222 Laki - laki | 21-30 tahun SMA/SMK Pengusaha > Rp.4.000.000,00
Rp.3.000.001,00-

223 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.4.000.000,00
: : Rp.1.000.001,00-

224 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
225 Perempuan | 21-30 tahun S2 Lainnya > Rp.4.000.000,00
Rp.3.000.001,00-

226 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.4.000.000,00
: : Rp.3.000.001,00-

227 Laki - laki | 21-30 tahun S1 Karyawan Swasta Rp.4.000.000,00
228 Perempuan | <21 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
229 P 21-30 tahun SMA/SMK Karyawan Swasta Rp.1.000.001,00-
erempuan | 2 1- Y Rp.3.000.000,00
230 Perempuan | <21 tahun SMA/SMK Pengusaha > Rp.4.000.000,00
231 Perempuan | 21-30 tahun SMA/SMK Pengusaha > Rp.4.000.000,00
Rp.3.000.001,00-

232 Perempuan | 21-30 tahun S1 PNS Rp.4.000.000,00
. . . Rp.1.000.001,00-

233 Laki - laki | <21 tahun SMA/SMK Lainnya Rp.3.000.000,00
234 Laki - laki | 21-30 tahun S1 Pengusaha > Rp.4.000.000,00
Rp.3.000.001,00-

235 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.4.000.000,00
: Rp.1.000.001,00-

236 Perempuan | 21-30 tahun SMA/SMK Lainnya Rp.3.000.000,00
: : Rp.1.000.001,00-

237 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
238 Perempuan | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.3.000.001,00-

Rp.4.000.000,00




239 Perempuan | 21-30 tahun S1 Karyawan Swasta > Rp.4.000.000,00
. . Rp.1.000.001,00-

240 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
241 Perempuan | 31-40 tahun S2 Pengusaha > Rp.4.000.000,00
242 Laki - laki | 21-30 tahun D1/D2/D3 Karyawan Swasta > Rp.4.000.000,00
243 Perempuan | 21-30 tahun SMA/SMK Pengusaha > Rp.4.000.000,00
244 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
245 | Perempuan | <21 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-
Rp.3.000.000,00

. . Rp.3.000.001,00-

246 Laki - laki | 21-30 tahun D1/D2/D3 PNS Rp.4.000.000,00
247 Perempuan | 21-30 tahun S2 Pengusaha > Rp.4.000.000,00
. . . . Rp.1.000.001,00-

248 Laki - laki | 21-30 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
Rp.3.000.001,00-

249 Perempuan | 21-30 tahun Sl PNS Rp.4.000.000,00
250 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
251 Perempuan | 31-40 tahun S2 Pengusaha > Rp.4.000.000,00
252 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i > Rp.4.000.000,00
253 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.1.000.001,00-
erempu Y Rp.3.000.000,00

. . Rp.3.000.001,00-

254 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
. . . . Rp.1.000.001,00-

255 Laki - laki | <21 tahun SMA/SMK Mahasiswa/i Rp.3.000.000,00
Rp.1.000.001,00-

256 Perempuan | 21-30 tahun S1 Karyawan Swasta Rp.3.000.000,00
. . Rp.3.000.001,00-

257 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta Rp.4.000.000,00
. . Rp.3.000.001,00-

258 Laki - laki | 21-30 tahun D1/D2/D3 Karyawan Swasta Rp.4.000.000,00
259 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-

Rp.3.000.000,00
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260 Laki - laki | 21-30 tahun SMA/SMK Karyawan Swasta > Rp.4.000.000,00
Rp.1.000.001,00-

261 Perempuan | 21-30 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
. . . Rp.3.000.001,00-

262 Laki - laki | 21-30 tahun S1 Lainnya Rp.4.000.000,00
263 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i < Rp.1.000.000,00
264 | Perempuan | 21-30 tahun SMA/SMK | Karyawan Swasta Rp.1.000.001,00-
Rp.3.000.000,00

. . Rp.1.000.001,00-

265 Laki - laki | <21 tahun SMA/SMK Karyawan Swasta Rp.3.000.000,00
266 Perempuan | 21-30 tahun SMA/SMK Mahasiswa/i Rp.1.000.001,00-

Rp.3.000.000,00
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E-service quality (Reliability)
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4. E-service quality (Responsiveness)

< |||t n|n|alont | ajns s n| o n|s v oo v o< | < | < | <
IR AR AT T R R R R I e e e e R A T A N I e R R R A R R R Y
IR AR A AT TN IR R R e e o et R A T e Ve T A A R I A R R el
O NN T (O |- XRRND|—(ANN|F (N[O~ RO AT VO [0|D
O[O | O |O|O|\O[\O(\O(\O(O|~ || [~~~ ||~ [00 000000 |00 |00 |00 |00 |00 |0
<[t st S v |t (e[S S| S A n [ en | <t e v | s s n|<F en | <
< S| Nt TSNSt AN TS TV | T onjn
< (TN T[TV T |FT AN NN WV TN T T |n | (N
SI—= NN T VOIS0 DDA | \VN[O TSR0 NN TN |\O |0
cnfenjenjenjenenfenfenien|on [ < (S S T (S (S (T (T IV DN in|in|nininin
on

N
@44444354433444334445434544355
%!

(9N

N
@44454454453445434455434534355
%!

—

n
@44454444343444435445434534455
%!

o 00 )
S| oo |0 | o] o 2| =] 2| 2z | 2] 2| =2 2 & | 3 2 R |

124



<t ||| nlonln| v S| [ [n v eSS en || n v < | <
< ||t ||t v n v n a0 [en | St en|en | <t [en v | < v < [0
NNt IT|IT NI TN T |F (T T nvmtTnn (v <
I (DO |0 QNS =N N T VN[O S| O [ (AN V(OIS0 |~ (AN T |
NNV WV WV IWNVN[O|IO|O (O |O (OO (OO0~ ||~ T o0 o0 |00 |00 |00
e R an R N R N R e N R e B R N R B R N R e B R e N e H R e N R e R e E R e B R H A B R B R B R B B e B R B B s B R B B B B B e B e B B B B |
< |||t S|t n (v v o s S| st o | <t v | n | < <t en [
A e T Y It R e e LY e Y A L Yo R e R A N e R e A A R R A R
< [wnfen v s S sE S|S0 [ e sE s S en | P [sE | [ en [ [ [ en | < [ < [
AN NI OIS (0RO NN T VOO DN [N [T DO S| | ([N
AN AN AN AN AN AN enenenjenjenenenfenfenen | <t | <F (T T T S| || F|(vnjinnin|n
| v || p— | p— | p— | p— | p— | p— | p— | g p— | g || | g | | g | o [ g | v |y | g (g | g g | (g | | p— | p—]
T ANV T NN T T (T T[T VT TV TN VN T NV T NN (NN
NN NN T VT T T (T TN TN TN NN T IV nn(n
<[t o [n [ en [t en|en |t n [n[n[n <t st [ 6 [n[nn
O AN FTIVDIO|I|XDRDO|— NN |F (N[ O|T~|0|N D |
= N s PN N L=
SRR Z SIS SIS 2SS S S EEEEEEEEEELLE

125



NN || — | — NN AN | — N[ |— || —
N|— TN~ |~ [~ — [N — N || —|en |
ANANAN AN~ NN F | TN |— | — (| — || —
O|— NN | OIS (0|ND|— (A |en | (VO
NN WVIWVNINIVNINIO|IO|IO(O|\O|O[O
ANANAN AN AN ANANANAN NN AN
< T T (AN~ AN TN~ NN AN T O[T ||| [ |~ [~ |~ — [ —
T[N AN AN AN ANANAANAN AN T[T TFTIAAN TN AT (TN |T|FT NN — ||
<N AN (TN TN~ |~ NN T[N | — || — | —|—|—|—]|—|— N
RN AN T[N[0 RN |— AN [T N OO0~ NN |\ [\O|-[00|ON
— =N N AN N AN AN NN NN enenfen|jenfenfenfenfenfon (S| (| (| (<
AN AN AN ANANANANANAN AN ANANANANANANANANANAANANANANAN AN ANAN NN
nNjenenntnn Nttt tSnn t|i—ttonTntionfenen|t(t|en|<t|(en|jen
<t |n|Fnnnenfen|t|n T enenftTnnienfnnenent |t |t I T IV [T on|F (| on
AT |n|FT|nnFntT|en|tT T nenftfvnjnien|t | Fnnn |ttt on (<t <t <t
O (|0 (N[N T DO TSR0~ AN N T (DO~ O|— (NN |V |[\O|T~
RO || ||| [N QOO0 OO0 IO || —|—|—|—|—|—|—]|—
— | [ A | = [ = = (AN AN AN AN ANANANANANANANANANANANANANA

126



5. E-trust
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6. E-satisfaction
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258 4 3 2
259 1 2 1
260 1 3 2

261 4 2 2 264 2
262 4 5 5 265 2
263 4 4 4 266 4
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7. E-loyalty
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Lampiran 4: Hasil Olah data PLS-SEM 3

Outer Model

1. Confirmatory Fact Analysis (CFA)

Outer Loadings

| Matrix

EL1
EL2
EL3
ES1
ES2
ES3
ET1
ET2
ET3
5QC1
sQc2
sQc3
SQR1
SQR2
SQR3
SQRS1
SQRS2

SQRS3
5Qs1
5Qs2
SQs3

E-Loyalty E-satisfac.. E-service...

0.845
0.820
0.832

0.871
0.837
0.839

0.791
0.784
0.762
0.769
0.793
0.786
0.820
0.838

0.801
0.713
0.732
0.789

E-trust

0.83
0.847

0.855

CONVERGENT VALIDITY TEST
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2. Average Variance Extracted (AVE)

‘ Cronbach... | rho_A| Composi... ‘ Average ... ‘
E-Loyalty 0.778 0.778 0.871 0.693
E-satisfac... 0.806 0.807 0.886 0.721
E-service ... 0.942 0.944
E-trust 0.799 0.804

3. Cornbach’s Alpha

Cronbach... rho A Composi.

0778 0778

0.942 0.944
SRy

4. Composite Reabilitas

| Cronbach... ‘ rho_A ‘ Composi..
E-Loyalty 0.778 0.778 0.871

E-satisfac... 0.806 0.807 0.886
E-service ... 0.942 0.944 0.950
E-trust 0.799 0.804 0.881
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5. Variance Inflation Factor (VIF)

Collinearity Statistics

Quter VIF Values | |

| VIF.
EL1 1724

EL3 1.656

ES2 1.646

ET1 1.684

ET3 1.661

sQc2 2.578

SQR1 2.224

SQR3 2.437

SQRS2 2.966

5Qs1 2.000

SQs3 2348
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DISCRIMINANT VALIDITY TEST

1. Validitas Diskriminan

Discriminant Validity

Fornell-Larcker Criter... | -] Cross Loadings |l Heterotr
E-Loyalty E-satisfac.. E-service .. E-trust
EL1 0.845 0.631 0.659 0.620
EL2 0.820 0.681 0.678 0.649
EL3 0.832 0.650 0.657 0.569
ES1 0.692 0.871 0.739 0.630
ES2 0.685 0.837 0.744 0.681
ES3 0.624 0.839 0.716 0.639
ET1 0.582 0.629 0.633 0.830
ET2 0.592 0.624 0.658 0.847
ET3 0.683 0727 0.745 0.855
sact 0613 0.646 0.791 0.590
sQc2 0.597 0.656 0.784 0.606
sQc3 0.554 0.611 0.762 0.598
SQR1 0611 0.690 0.769 0.600
SQR2 0.669 0.709 0.793 0.690
SQR3 0.658 0673 0.786 0618
SQRS51 0.671 0.709 0.820 0.678
SQR52 0.736 0.742 0.838 0.637
SQRs3 0.658 0.725 0.801 0.650
5051 0.525 0617 0.713 0.606
5Qs2 0.564 0.634 0.732 0.648
5Qs3 0.607 0.677 0.789 0.659
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2. Kriteria kualitas

R Square

Matrix ﬁi R Square ﬂ-‘,i R Squ

‘ R Square| R Square ... ‘

E-Loyalty 0.685 0682

E-satisfac... 0.768 0.766

Inner Model

1. F-square

f Square

Matrix {',-:j f Square

| E*loyalty‘ E-satisfac... E-servi

E-Loyalty
E-satisfac... 0.074
E-service ... 0.094 0.654
E-trust 0.034 0.095
2. R-square
R Square

Matrix |2 R Square |{;1 R Squ

R Square R Square ...
E-Loyalty 0.685 0.682

Esatisfac.. 0768

0766
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UJI HIPOTESIS

3. Path Coefficients

Path Coefficients

| Mean, STDEV, T-Values, P-... || Confidence Intervals | = Confidence Inte

Original ..  Sample ... Standard ... T Statistic... P Values

E-satisfac... 0317 0321 0.077 4.135 0.000
E-service ... 0.376 0.375 0.079 4.786 0.000
E-service ... 0.660 0.664 0.051 12.925 0.000
E-trust ->... 0.184 0.182 0.074 2.490 0.013
E-trust ->... 0.252 0.249 0.057 4.405 0.000

4. Specific Indirect Effect

Specific Indirect Effects

| Mean, STDEV, T-Values, P-.. ||| Confidence Intervals Confidence |

Original ..  Sample .. Standard ... T Statistic... P Values
E-service ... 0.210 0.213 0.056 3.747
E-trust ->... 0.080 0.080 0.026 3133 0.002

142



The current sswe and full text archive of this joernal & avalable on Emerald Insight at:
hitpszifww emerald. com/finsight{2754-4214.htm

Exploring the effects of e-service »iht fom

quality and e-trust on consumers’  swopesin
e-satisfaction and e-loyalty:

insights from online shoppers 117

in Pakistan R

Beevised 18 Novesber 215
Rubab Ashi Acoepied 20 November 207
School of Design, Untversily of Leeds, Leeds, UK, and
Asad Hussaim
Department of Marketing, Millenniym Institute of Technology and Entreprenenrship,
Karachi, Pakistan
Abstract
Pnrpme Themmndﬂm study is o investigate the mpact of e-service quality and e-trust on customes
EBaL=N iom and, Ty, ool e-loyalty towards o website in the online shopping environment
Lan.

Deniﬂnmlbndnkm-ﬂmmu_h The resenrch emploved a quantitative approach and utilised strocteral
i the relationship betwesn e-service guality and etrust on consumers’
e-aatisfaction and Ho\ ﬂw The data were collected from 250 individials who actively use online shopping
webartummmha! praducts in Paldstan,

Findings — The findings revealed that eservice quality and etrust offered on ecommeree websites
significantly impacted customer e-Joyalty. However, it was fuundﬂ:ﬂlhoﬂlmw:equahtyande-mdnmt
have a significant impact on customer esatisfaction. In addition, the findings showed that customer
e -'mtmf.:n.nml positively :mu acts e-loyalty.

Ta Himmai vt dications — Overall, these fndings emphasse the importance of e-service quality,
e-truatand cusiomer e-satisfaction and their role in cultivating costomes loyalty within the context of the coline
shopping environment in Pakistan
Originality/value — This study contributes to the existing literature on online shopping in Pakistan by
exploring the factors influencing consumesr behaviour in this context. The findings add to the academmic
understanding of consumes behaviour and provide valuable msights for ecommerce businesses in Pakistan,
Keywords E-service quality, E-rust, Esatisfaction, E-loyalty, Online shopping
Paper type Research paper

1. Introduction

Indeveloping couniries like Pakistan, despite the accelerating growth of online markeiplaces
in recent vears, consumer confidence in e-commerce platforms remains a significant
challenge. This i primarily due to the need for greater trust and the prevalence of security
and privacy concerns in the online shopping environment, which hinder customers from fully
embracing online transactions. Pakistan presents a distinctive business environment with its
own set of challenges and opportunities. Investigating the interplay between e-service
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quality, e-trust, e-satisfaction, and e-loyalty in this context allows to shed light on how local
business practices and challenges influence consumer perceptions and behaviours (Hussain
& ljaz, 2019). Prior research has confirmed that the quality of e-service on a website
significantly influences consumers’ perceptions and cultivates trust. Considering the findings
of prior research, the current study aims to investigate how customer e-satisfaction and
eloyalty can be achieved by providing e-service quality on e-commerce websites.

Understanding customers' perceptions of e-service guality 1s necessary for aligning
customer expectations with the actual delivery of eservices. Despite the increasing
significance of e-commerce in Pakistan, there is a need for more studies specifically tailored to
this context. This study addresses this gap by comprehensively examining the factors
nfluencing e-satisfaction and e-loyalty amongst online shoppers in Palastan, meeting the
pressing demand for localised knowledge.

Existing studies from Pakistan have examined the mopact of e-service quality on various
fronts, including busmess to-consumer (B2C) sites (Hamr, Risher, Sarstedt, & Ringle, 2019h),
elearning systems (Igbal, Bhatti, & Khan, 2020; Anser, Tabash, Nassaru, Aldakhul & Yousaf,
2021); the online banking sector (Ahmad, Bhatts, & Hwang, 2020, Jiang, Jun, & Yang, 2016); and
ecommerce wehsites (Jameel, Hamdi, Karem, & Raewf, 2021). Within the context of online
shopping, all of these studies have exammed the impact of eservice quality on customer
e-satisfaction and e-loyalty. Going a step further, to the best of our knowledge, the present study is
the first to investigate the relationship between e.service guality and edrust on customer
esatisfaction and e-lovalty within the online shopping context in Pakistan. To better understand
thedynamics of these relationships, the current study addresses the following research questions:

RQI1. How do eservice guality and etrust impact customer elovalty towards
e-commerce platforms i Pakistan?

f6)2 Does customer e-satisfaction act as a mediatmg factor in the relationship between
service quality, e-trust, and e-lovalty towards e-commerce platforms in Pakistan?

By exploring these questions, the present study contributes to the existmg body of
knowledge by offering a thorough investigation of these questions. This study offers
valuable insights for e«commerce businesses to improve their e-service quality, thereby
building trust, improving customer satisfaction, and ultimately fostermg customer loyalty.

In summary, this research focuses on Pakistzan to contribute to the understanding of the
Pakistani ecommerce sector a5 well engage in the broader academic discourse on e-trust,
e-satisfaction, e-loyalty, and e-services quality. By adopting this approach, research findings
become more relevant and applicable, providing msightful mformation to researchers,
practitioners, and policymalkers alike,

While this research is grounded in the Palistani context, it is believed that the insights
gained can contribute to the broader understanding of e-commerce phenomena. By offering a
detailed examination of factors influencing online shopping in Fakistan, this study aims to
provide valuable perspectives from a developing country, contributing insights that may
infarm global discussions on e<commerce trends.

2. Literature review

21 Definition of e-commerce

The term “electronic commerce” (e-commerce) was comed in the early 1990s (Laudon &
Traver, 2017) and used to define the activity of buying and selling poods and services on the
Internet in exchange for money and data for executing these transactions {Chaffey, 2015).
Despite the lack of a universally acceptable definition of e-commerce, there 15 a consensus
amongst scholars that eccommerce 1= about conducting business activities electronically
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(Rayport & Jaworski, 2002). The simplest definition of e-ccommerce was put forth by Turban
and King (2003), who defined e-commerce as “the process of buying, selling or exchanging
product and sevvices, and nformation via computer nefworks” (p. 3). This is the definition
under which this study operates.

2.2 E-service quality and its dimensions

E-service quality is defined as customers’ overall evaluations and opinions related to the quality
of service in the virtual marketplace {Ojasalo, 2010), According to Piercy (2014) and ‘:hl et al
(2018), e-service quality in an ecommerce context encompasses the entire customer journey,
including pre-purchase evaluation, product purchasing, and post-purchase activities, In their
view, when consumers conduct different activities on the website, including seeking
information, searching for and selecting desired products, making purchases, and sharing
feedback, they expect a certain level of e-service quality, as its presence can significantly impact
their satisfaction. This aligns with a recent study (Olaleve &f al, 2021) which confirms that
improved eservice quality leads fo increased customer satisfaction and retention and,
ultimately, customers’ loyalty to a brand. The SERVQUAL model developed by Parasuraman,
Zerthaml, and Berry (1988) has been used ptredncminanll}f n academic literature to measure and
evahiate service quality. This model estimates the service quality across five dimensions,
including tangibles, reliability, responsiveness, assurance and empathy. Over time,
measurements have been introduced to measure service quality, including security (Rita,
Oliveira, & Farisa, 2019) and convenience (Erqgit & Fan, 2021).

The present study uses two of the original dimensions from the SERVQUAL model that
are: reliability and responsiveness (Parasuraman ef al, 1988) with addition of security (Rita
et al, 2019), and convenience (Eryigit & Fan, 2021) to measure the e-service quality on
escommerce wehsites.

The decision to utilise two of the original dimensions from the SERVQUAL model, namely
reliability and responsiveness, along with the addition of security and convenience, is based
on evaluating the literature on e-service quality and the specific context of online shopping in
Palastan. Firstly, relubll]t:.f and reap-mhnmeﬁ.h are widely acknowledged as fundamental
pillars of e-quality service provision on online platforms. Secondly, with the increasing
mmportance of secure online transactions and the emphasis on user-friendly interfaces and
experiences, these dimensions of security and convenience have emerged as eritical factors
influencing customer perceptions and satisfaction (Rita ef af, 2019; Eryvigit & Fan, 2021).

In the context of online shopping in Pakistan, where trust :md security are critical factors
(Ur Rahman, Khan, & Iqbal, 2018), focussing on these four dimensions ensures a
cnmprehensive evaluation of e-service aspects, acknowledging the pricrities and unique
challenges of online consumers i this region.

Mext, each of these dimensions are explained:

221 Reliability. Parasuraman ef el (1988) define reliability as an “ability to perform the
promised service dependably and accurately” (p. 23). In the context of e-commerce, reliability
refers to the ability of an online shopping website to meet the diverse needs of buyers, whalst
ensuring the security of their persomal information (Semetjn, Van Riel, Van Birgelen, &
Streukens, 2005; Jiang ef al, 2016). This dimension emphasises that e-service providers must
give comprehensive product information to customers and deliver quality services to
facilitate mformed decision-making, thus increasing customer satisfaction (Smith, 2006).

A study by Jiang ef al (2016) stated that reliability significantly impacts customers’
perceved value of an e-commerce website, resulting in mereased customer satisfachion. Ths
was also confirmed in the context of Pakistan (£ia, Rafique, Rehman, & Chudhery, 2022).
However, contrary to these findings, Dhingra, Gupta, & Bhatt (2020) study on determnming
the e-service guality on e-commerce wehsites found reliability to have no significant impact
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on overall e-service quality. This accentuates the need to conduct further research to confirm
the significance of reliability in e-service quality on ecommerce websites.

222 Responsiveness. Responsiveness is the “willingness fo help customers and provide
pronipt service” (Parasuraman ef al, 1988, p. 23). According to Li and Suomi (2009), the critical
attributes of responsiveness include providing adequate contact information, as well as prompt
and timely responses to customers to ensure guick resolutions of problems. Previous studies on
eservice guality confirmed that responsiveness is the eritical factor in influencing customers’

ceptions of the quality of e-service and leads to increased customer satisfaction ([ghomerehao,
Afolabi, & Ohrwakoya, 2022; Zemblyte, 2015). lgbal ef al (2020), assessing the e-service quality
of eccommerce websites in Pakistan, found that website providers ensured they promptly
responded to consumers’ concerns and questions to mprove the e-service guality.

223 Securitv. According to Guo, Ling, and Liu, (2012), security is measured by the website
attributes which protect personal data and information from unauthorised access during
transactions. Mustafa (2011) asserts that security is critical for consumers when buying
products and services online. This is because e.commerce systems require consumers to enter
their private information, such as name, contact number, address and bank card details.
Sharing personal information increases concerns amongst consumers regarding
safeguarding their private data on websites and the threat of misuse. Hence, security and
privacy are the eritical determinants of e-service quality (Rita et al, 2019).

Previous research in the context of Pakistan has also confirmed that concerns about securtty
and privacy in online transactions are one of the key factors that negatively impact consumers’
intentions to use e-commerce websites (Ahmed & Lodhi, 2015; Ur Rahman ef o, 2018; Bhatti,
Saad, & Ghadebo, 2018). Therefore, it is crucial to consider the security dimension to effectively
measure the eservice quality on an e-commerce website, as done in the present study.

224 Conventence. Convenience is another crifical dimension of e-service guality on
e-commerce websites (Ervigit & Fan, 2021). It refers to the perceived ease, flexibility and
speed provided to consumers when making purchases through online platforms (Jiang f al,
2016), as cited in (Ervigit & Fan, 2021). Prior studies on e-commerce have confirmed that one
of the significant benefits of e-commerce websites is the convenience of service in terms of
accessibility, timesaving, wider product selection, ease of comparison and global reach
{Zhang & Prybutok, 2005; Sattar and Ameer, 2014; Bhagat, 2015; Sabou, Avram-Pop, & Zima,
2017). Convenience has been found to have a positive impact on e-service guality and,
subsequently, consumers’ intentions to shop online (Nasser, Islam, Zainal Abidin, Azam, &
Prabhakar, 2015; Khan, Zubair, & Malik, 2019).

2.3 Edtrust

Trust is defined as "the willingness of a party fo be vulnerable to the actions af another party
based on the expectation that Hie other will perform a particular action tmportant fo te brustor,
frvespective of the ability to monitar or confrol the other party” (Mayer, Davizs, & Schoorman,
1995, p. 72). In an earlier attempt to explain e-trust, Ba, Whinston, and Zhang (1998) as cited in
Taddeo (2009) described e-trust as happening in environments where physical contacts do
not take place, where moral and social influences can be perceived differently and where
interactions are done through digital devices. While insightful, this definition is broad as it
encompasses all digital environments rather than specifying a particular context.

(refen (2002) in his seminal paper argued that trust is more important in an e-commerce
context because of a less controllable and less venfiable business environment.

Therefore, establishing a focused understanding of trust in e-commerce websites becomes
pertinent. Several authors have attempted to define the concept of trust in this specific context.
For nstance, Lin (2007) defined trust on ecommerce wehsites as “consumer perceptions of the
level of trust mechanisms provided by an online retailer”™ (p.68). Similarly, Hwang and Kim



(2007) characterised e-trust as a mechanism aimed at reducing social complexity, that fosters
customers' willingness to rely on e-vendor. These earlier definitions indicate the trust is a matter
of perception. Building on this, a recent study by (Wu, Hwang, Sharkhun, & Tsogt-Ochir, 2018)
argued that trust can be viewed as a belief, sentiment, expectation, and confidence that
customers hold towards an eccommerce website when purchasing online. It encompasses
customers' reliance on the ability of the website to provide a secure and satisfactory shopping
experience. Upon reviewing the extant literature, itis apparent that there is no distinet definition
of etrust Instead, the literature predominantly focuses on dimensions of trust on in an
e-commerce environment. It is the unique context of this environment that differentiates the
construct of e-trust from trust. Considering this, the broader definition proposed by Wu et a!
12018) is adopted to define etrust in the current study.

Earlier research has confirmed that trust is a critical factor in the adoption of e-commerce
(Gefen, 2002; Mcknight, Choudhury, & Kacmar, 2002; Yang, Lin, Chandlrees, & Chao, 2009;
Bauman & Bachmann, 2017) and plays an important role in the development and
maintenance of customer-business relationships (Kim, Ferrin, & Rao, 2009; Huang &
Wilkinson, 2013). This is also reiterated in previous research within the context of Pakistan
(Mazhar, Jam, & Anwar, 2012; Ur Rahman ef al, 2018). As a result, building trust in e-service
quality on e-commerce platforms is crucial for businesses as it directly impacts customer
satisfaction and, ultimately, loyalty, 2 key argument presented in this paper.

2.4 E-satisfaction

Satisfaction is defined as “an affective stale resulfing from a transaction's affective and
cognitive assessment process” (Jameel ef @, 2021, p. 2). In the e-commerce environment,
satisfaction refers to “the confentment of the customer with respect to his or her priov
purchasing experience with @ given electronic commerce firm™ (Anderson and Srinivasan,
2003, p. 125). Due to the increasing importzance of e-service delivery, customer satisfaction
must be assessed through continuous monitoring and repulation of service quality (Chen,
Rodgers, & He, 2008; Jameel & Ahmad, 2019; Jameel ef of | 2021).

2.5 Edayalty

Lovalty as defined by (Oliver, 1999) 15 * @ deeply held commitment to rebuy or repatvomze o
preferred productiervice consistently in the future, theveby causing repefitive same-brand or
same brand-set purchasing, despite situational influences and marketing efforts having the
potential o canse swifcling belavior” (p. 34).

The concept of eloyalty extends traditional notion of loyalty to encompass the online
comsumer experience in the context of technology-mediated online shopping. In therr systematic
review of eloyvalty Iterature, Valvi and Fraghos (2012) argued that the researchers have used
different concepts to measure e-loyalty including re-purchase mtention, commitment, customer
retention and word of mouth. Accordmg to Valv and Fraghkos (2012) three approaches to
understand loyalty includes, behavioural, attitudinal and integrated. The first one examines
consumers’ tendency to revisit and make repeat purchases, the second one focusses on
customers phycological mvolvement including goodwill and favouritism, while the integrated
one combines these approaches, to create a new idea of loyalty. This idea of e-lovalty aligns with
the defimition of lovalty presented earlier (Oliver, 1999) as it comprises of both types of features.

However, more recent definitions of e-loyalty are focused on the dimensions of re-purchase
mtention and commitment to make repeat purchases from the website. For example [Isever,
Cyr, and Parent (2007) defined e-loyalty as perceived loyalty to an e-commerce website that
involves revisiting the website and the intention to make future purchases from it. In a similar
vein, Afsar, Nasiri, and Zadeh (2013, p. 548) defines eloyalty as “a desirable tendency of the
customer towards erelatling and its reswlf i the repefifion of buving belaviour”.
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Figure 1.
Research model for the
current study

For this study, we adopt the integrated view of eloyalty that, which combines both
behaviour and attitudes. This 18 because the extant literature confirms increased lovalty

from customers not only results in increased sales and high profitability for the businesses
but also transforms customers into brand advocates (Khristianto & Suvadi, 2012).

E-loyalty is an outcome of the process that begins with accessing the e-service quality and
incorporating trust to mcrease customer satisfaction, which ultimately leads to eloyalty
{Ting, Ariff, Zakuan, Sulaiman, & Saman, 2016). Increased loyalty from customers not only
results in increased sales and high profitability for the businesses but also transforms
customers into brand advocates (Khristianto & Suyadi, 2012). In the context of online
retailing in Pakistan, previous research (Khan ¢/ af, 2019, Khan, Zubair, Khurram, & Khan,
2020; Gull, Tanvir, Zaidi, & Mehmood, 2020) affirmed that e-service quality is a crucial driver
of customer e-satisfaction and e-loyalty.

3. Research Model and hypothesis

The conceptual model shown in Figure 1 was based on the well-established constructs in the
e-commerce context, which are: e-service guality (Parasuraman ¢f af, 1988, Wu ef al, 2018),
e-satisfaction (Jameel ef al, 2021) and e-loyalty (Khan ef al, 2019).

Firstly, the model examined the direct effect of e-service quality and e-trust on the
eloyalty of customers. Secondly, it examined the indirect effect of e-service quality and
e-trust as independent variables on e-loyalty, 1 dependent variable, when e-satisfaction works
as a mediator. The proposed relationships and the hypotheses are discussed next.

3.1 Relationsiup hetween e-service qually and e-salisfaction

To deliver excellent e-service quality in an ecommerce setting, it is important to ensure
customer satisfacton (lghomereho of af, 2022). Previous research (Bita of af, 2019) has
confirmed that the provision of eservice quality by an online store significantly impacts
customer e-satisfaction. This is also redterated in the context of Pakistan in recent studies
(Khan ef af, 2020, Khan, Arshad, & Munir, 2023), which affirm that e-service quality plays a
crucial role in attaining customer e-satisfaction. Based on the evidence from the literature, the
following hypothesis is formulated:

Hl. E-service quality on online shopping websites has a positive effect on customer
e-zatisfaction.

3.2 Kelattonsinh between consimer e-trusé and e-salisfaction
Trust is paramount for building and maintaning strong business-customer relationships
(am ef al, 2009; Huang & Wilkinson, 2013). Examining the impact of trust on customer

Source(s): Figure by authors

148



satisfaction confirmed that consumer e-trust in an online platform positively influences their
satisfaction with the online experience (Kundu & Datta, 2015; Tran & Vu, 2019; Juwaini ¢f af,
2022). As the level of customer etrust increases, so does customer e-satisfaction. This is
because customers feel more confident and secure in online transactions, which contributes to
a positive shopping experience online (Ur Rahman ef al, 2018). Building customer e-trust in
online platforms to cultivate positive business-customer relationships and foster
e-satisfaction becomes very important. Based on this argument, the following is
hypothesised:

H2  E-trust on online shopping websites has a positive effect on customer e-satisfaction.

3.3 Relationship between e-service quality and edoyalty

The relationship between e-service quality and e-loyalty is mutually reinforcing (Ting ef al,
2016). Previous research (Jiang ¢f al, 2016; Olaleve ef al, 2021) established that when high-
quality e-services are provided to customers online, customers are likely to develop a sense of
trust and satisfaction. This positive experience increases consumer e-loyalty towards the
businesses, potentially increasing repeat purchases and engagement with the brand.
Reaffirming this, recent studies fram Pakistan (Khan ef al, 2020; Gull ¢f al , 2020) also showed
that e-service guality on e-commerce websites positively influences customer e-loyalty.
Therefore, it is hypothesised:

H3. E-service quality on online shopping websites has a positive effect on the customer
eJoyalty.

3.4 Relalionship between e-trust and edovalty

Trust in online platforms is pivotal in driving the eloyalty of customers (Anser ef al, 2021).
Previous research has confirmed a significant positive relationship between e-trust and
e-loyalty (Al-dweens, Obeibat, Al-dwiry, Alshurideh, & Alhorani, 2017, Anser ef al, 2021;
Juwaini ef af, 2022). The findings of these studies support the argument that an increased
lewel of trust can result in increased e-lovalty amengst customers. When customers trust
online platforms, they develop a sense of satisfaction, which can positively impact their
e-lovalty (Juwaini ef al, 2022), benefiting businesses in terms of increased sales and advocacy.
Thus, the following hypothesis is formulated:

H4. E-trust on online shopping websites has a positive effect on the customer e-loyalty.

3.5 Relationship between c-sattsfaction and edoyalty

Previous research has confirmed that e-satisfaction positively influences e-loyalty (Anderson
& Srinivasan, 2003; Khostianto and Suyadi, 2021; Kaya, Behravesh, Abubakar, Kaya, &
Orus, 2019 Khan ef af, 2019). The findings of these former studies asserted that when
customers experience higher satisfaction on online platforms, they are more likely to exhibit
loyalty towards the business. Hence, it 1s hypothesised:

H5. E-satisfaction on online shopping websites has a positive effect on the customer
lovalty.

In addition, with e-satisfaction acting as a mediator, the following statements have been
hypothesised:

He, E-satisfaction mediates a positive relationship between eservice quality and
edoyalty.

H7 E-satisfaction mediates a positive relationship between e-trust and e-lovalty.
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4. Research methodology

The current study employed a guantitative research approach rooted in the positivist
paradigm (Kivumja & Kuyini, 2017) and relies on deductive logic {Clark & Ivankova, 2016).
This approach allows for systematic hypothesis testing to uncover the relationship between
theory and research (Bryman, 2016). This type of research inguiry advocates for objectivity in
the research process. It mvolves the collecting of structured data composed of variables,
which are analysed and interpreted using statistical procedures and presented in numerical
form (Matthews & Raoss, 2010). As such, @ researcher begins with a theory and collects data that
either supports or refutes the theory (Creswell. 2003, p. 7) to draw inferences and
generalisations about the subject matter (Bryman, 2016).

The correlation research design was used to investigate the lnk and relationship between
variables of interest without any intervention from the researcher (Williams, Wiggins, Vogt,
& Vogt, 2022). Typically, a correlation reveals the strength and/or direction of the
relationship between two or more variables, which could be either positive or negative
(Walker, 2005). By utilising this approach, the present study established a framework for
determining the relationship between e-service quality and e-trust on customer e-satisfaction,
as well as subsequent exploration of their collective impact on customer e-loyalty.

4.1 Sampling

According to Hair, Page, and Brunsveld (2019a), the sampling procedure requires
determining the target population, sampling unit, sampling method and size. This study's
target population was identified as active internet users in Pakistan, and the sampling unit
consisted of individuals with prior experience in using e-commerce or other online platforms
for buying products and services online.

Convenience sampling, a non-probability sampling technique (Creswell & Creswell, 2018),
was used as a sampling method. In this type of sampling, the participants are recruited hased
on their proximity and convenient accessibility to the researcher (Bryman, 2016). This
method allowed gathering data from readily available participants, ensuring cost and time
efficiency. In conformity with the rule “the lavger the sample size, the more accurale your
esttmates” (Kumar, 2014, p. 247), a substantial sample of 250 participants was obtained for
the study.

4.2 Data collecfion metlods
Data was collected using a structured questionnaire (Creswell & Creswell, 2018). The
questionnaire was divided mto two parts. The first part obtamed demographic information
from the participants, meluding gender, age, education, income, and family status (Bryman,
2016). The second part featured Likert scale questions related to variables and the specific
hypotheses being investigated. These questions required participants to mdicate their level
of agreement or disagreement with statements on factors such as e-service guality, e-trust,
esatisfaction, and e-loyalty. The items used to assess these factors were adapted from
measurement scales and questionnaires used in prior research (Wolfinbarger & Gally, 2003;
Zemblyte, 2015; Kaya ef ol , 2019; Anser ef af, 2021) (Refer to Appendix).

The questionnaire was administered using the online survey tool “Google Forms". The
survey link was shared on different social media platforms and mobile messaging
applications, including Faceboal, LinkedIn, and WhatsApp.

4.3 Data analysis
The data was analysed using inferential statistics (Williams ef al, 2022), First, reliability and
validity tests were conducted to assess the accuracy and reliability of the measurements
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obtained from the questionnaire. Second, both exploratory and conformatory factor analyses
were emploved. Exploratory factor analysis helped identify underlying variables that
explained the pattern of correlations within the data, while confirmatory factor analysis
validated the appropriateness of the measurement model. By carrying out these analyses, the
potential errors in data collection were minimised (Saunders, Lewis, & Thornhill, 2015;
Creswell & Creswell, 2023).

Finally, the proposed hypotheses were tested using regression analysis. This analysis
allowed the examination of the relationship between the variables under investigation and
determined whether the formulated hypotheses were accepted or rejected (Creswell &
Creswell, 2023).

5. Results

The impact of e-service quality on customer trust and satisfaction with an online shopping
service is driven by complicated underlying factors. There exists a need to attain a
comprehensive and authoritative analysis of the constructs identified and integrated into the
proposed conceptual framewark (Section 3, Figure 1). The results obtained from the survey
will thus pertain to the associations, influence, and impact of change of one construct relative
to the other. The following section discusses the results of the role of e-service quality and
e-trust on the edoyalty of a customer when e-satisfaction acts as a mediator,

5.1 Measurements

The questionnaire used in this study is provided in the Appendix. The guestionnaire
comprises twenty-one statements (three statements for each of the seven variables). A sample
size of 250 participants yielded a dataset of 5,250 data points. Hays (2018) suggests that
quantitative analyses increase their accuracy and precision with the increase in the number of
data points included relative to the assessed constructs.

As discussed in the previous section, the quantitative analysis for the present research has
been conducted via a multivariate analysis. This implies that multilinear regression,
correlation, and multilinear ANOVA (MANOVA) were performed using the SmartPLS
software. These analytical tools offer a rapid, robust, and simple means of data analvsis from
which theory can be developed and tested (Stevens, 2012). The Partial Least Squares
Structural Equation Modelling (PLS-SEM) has been applied to conduct the quantitative
analysis as Hair (2018) suggested. Using the PLS-SEM improves data prediction precision,
reliability and factor indetermimacy. A reliability and validity measurement were performed
to ascertain the reliability of the dataset collected. Subsequently, the factor loadings, quality
criteria, co-linearities and discriminant validities were determined. Ultimately, a hypothetical
validation was performed to test the ‘trueness’ of the model.

5.2 Owder loadings {vonfirmalory fact analysis — CFA)
The confirmatory factor analysis (CFA) tests the measures of a construct’s consistency with
other constructs within a proposed or thearetical model. Practically, the CFA estimates the
covarianece (or correlation) between various 1tems (group variables) in relation to a single
common factor. The CFA pre-determines the factor structure or ‘Toads’ the covariance,
correlation, and test statistics. The CFA then performs a hypothetical validation to ascertain
the trueness of the impact of a unit change in the factor against all items in the model (Hair
et al, 2019h). The CFA is typically given by outer loadings, which are presented in Figure 2
and summarised in Table 1 below.

By utilising CFA, we were able to review the relizbility of the questionnaire by analysing
our questions separately (Hair ef al, 2019b). This helps in evaluating each guestion and
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Figure 2.
Factor lnadings for the
present study
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checking how reliable the responses of the respondents are. The value of outer loading should
be = 0.7, which indicates that the responders read the guestionnaire thoroughly before
responding. All the variables from outer loading are greater than 0.7, which sugpests that the
guestionnaire 15 reliable with valid responses. The satisfactory outer loadings (0.72-0.89)
between the construct variables imply a strong significance of the association between the
construcis and the other items in the model. This means that the covariance and correlations
between the constructs provide strong positive associztions with appreciable significance.
This validates the questionnaire of the research with reliable responses. In this research, the
independent variable is e-service quality and e-trust, with the mediator that is e-satisfaction
and the dependent variable that is e-doyalty.

5.3 Reliability and validity

Reliahility refers to the measure of internal consistency within a dataset, whereas validity
refers to the accuracy of this measure (Middleton, 2019). In SmartPLS, the reliability
estimation can be performed using three distinet reliability parameters, namely Cronbach’s
Alpha, the composite reliabilities (pac) and the Average Variance Extracted (AVE) In the
present worls, all three reliability parameters have been considered. Cronbach’s Alpha s a
simple, conservative measure of internal data consistency and is typically based on
correlations obtained from the data (Surncu & Maslaled, 2020). The composite relinbilities are
dependent on the outer loadings of the dataset and typically provide a measurement of how
well latent variables are measured (Hair ef af, 20019). Reliability also includes AVE, which
makes data more reliable. The AVE also improves the reliability assessment, which measures
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the variance-related consistencies in the data set. Reliability for the constructs in the proposed
model of the study is presented in Table 2.
The Cronbach’s Alpha and composite reliabilities should possess a value greater than 0.7
to be considered reliable (Hair, 2018). The standard value of AVE that is greater than 0.5
shows that the data is more reliable. For the present study, the reliability parameters are
reliable for all constructs except for refiahifity (0.6 76) and responsivencss (687, which give
relatively lower-than-optimal reliability estimates. Regardless, the AVE and composite
reliability provide a reliable measure for their data consistency.
5.4 Colinearity statistics VIF analysis
Co-lmeartty refers to the correlation between two or more predictor varables within a
multivariate regression model. High correlations between the predictors can result in
Cronbach's Composite rebiability  Composite rehiability Average variance
alpha (rho_ap (rho_c) extracted (AVE)
Convenience 0727 0728 546 0647
0741 0755 0852 04657
0774 079 L5870 0681
E-trust 0.705 0730 AL 0626
Reliability 0676 (1687 b8zl 0505 i e 2.
Responsiveness 0754 0764 &4 LI R conghructs in the
Security 0.831 &4 (L858 0747 proposed mode] of
Source(s): Table by authors the study
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Table 3.

Colinearity VIFs of the
comstructs in the
proposed model of

the study

problems in attaining an appropriate goodness-of-fit and mterpreting the regression model
(Shrestha, 2020). To ascertain the individual impacts of change in one of the predictors on the
model, the Variance Inflation Factor (VIF) provides a reliable estimate for detecting
multicellinearity. The VIF also measures the correlation and strength of the correlation
amongst the predictors in the multivariate regression model (Miles, 2014). The VIF outcomes
for the present study are presented below in Table 3.

For 1 = VIF <5, there is moderate co-linearity amongst the predictors, and for VIF <1,
there is no co-linearity. For VIF >3, there is high co-linearity (Dacud, 2017). Thus, the
predictors have moderate links in the present case, as observed in the readings. All variables
are moderately correlated together as 1 < VIF <5

5.5 Quality eriteria

The quality criteria for the data is typically assessed in terms of deviations from the
predicted values provided by a theoreticalregression model. Hays (2018) states that this
pertains to the regression analysis, which iz characterised by the coefficient of
determination R2 and the adjusted R2. For the coefficient of determination, 0.5 < £2 <
1.0, the regression is said to be ‘good’, and there is minimal error compared to the predicted
values. For 2 = (.5, the data is said to have a fair regression, and there is a moderate error
with the predicted model (Hair, 2018). The former case is more applicable to the present
studv, where eloyalty (#2 = 0581; =0.5) indicates a fair regression with the multilinear
regression model, whereas e-satisfaction yields poor regression (#2 = 0.18; <05). These
results are shown in Table 4 below:

The multicollinearity identified in the VIF analysis indicates a moderate correlation
between the study constructs, which can interfere with accurate and precize fitting and
prediction (Miles, 2014). However, a reliable approximation of the impact of e-service quality
on customer trust and satisfachion in online shoppmg can stll be obtamed.

VIF
Cl L34
Cc2 1.503
3 1.489
ELOVALIL 1373
E-LOVALZ 1514
E-LOYAL3 1740
E-SATIS 1.647
E-SATIS2 1577
E-SATISS 1.583
E-TRUSTL 1327
E-TRUSTZ 1453
E-TRUST2 1376
k1 1.247
k2 1.204
R 1.365
RES1 1.297
RESZ 1.5490
RES3 1.641
51 1.858
52 22490
53 114

Source(s): Table by authors
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5.6 Discriminant validity HTMT

Hair (2018) defines discriminant wvalidity as the degree to which a construct is
differentiated with respect to another in a predictive model. The data can only be
considered adequate for a generalizable interpretation should the discriminant validity
establish this difference; otherwise, the result would be convoluted (Riinkka & Cho, 2020).
HTMT is used as a measure of similarity between latent values. The discriminant validity
is generally assessed using the heterotrait-monotrait (HTMT) ratio. The HTMT ratio
measures the similarity between latent variables (inferred from the model). Discriminant
validity, n terms of HTMT, should be 0 < HTMT <1 to establish discriminant validity.
The HTMT ratios of the constructs in the proposed model of the study are presented in
Table 5.

For HTMT ratio =085, the results are considered to establish a highly reliable and
distinguished discrimimant validity; 1.e., the constructs are different from each other, and the
regression fit is not entirely convoluted (Henseler, Ringle, & Sarstedt, 2015). For the present
study, the HTMT ratios are in the 0.13 to 0.8 range for all the constructs (Le., within 0 = HTMT
<1). Thus, a relative discrimimant validity is confirmed.

5.7 Hypothesis testing
The hypothesis testing and validation for the present worl: is based on the use of inferentizl
statistics (t-statistics and p-values), as Hair ¢f al (2019h) suggest. The probability values
provide the likelihood of the success of an event's occurrence at a given confidence level
(tvpically 95%; 0.05 significance). This means that for p < 0.05, the tested hypothesis
(alternate}is accepted, and the phenomenon observed is true. For the present study, eventis)
and/or phenomena refer to the influence of e-service quality constructs on e-satisfaction and
e-loyalty. As the conceptual framework shows (Section 3, Figure 1), these e-service quality
comstructs are convenience, reliability, edtrust, responsiveness, security factor,
e-satisfaction, and eldoyalty, where the latter two are the dependent variables. The
inferential statistics for the present study are provided below in Table 6 and have been
estimated using MANOVA,

571 Spectfic indirect effect. The specific indirect effect measures the mediation charactenstics
of a construct on a path or relationship between two other constructs (Har, 2018). The specific

K-soquare fesquare adjusted

0521
0180

0,508
0.162

E-lovalty
E-satisfaction
Source(s): Table by authors
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E-loyalty
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130 E-satisfartion
—— s tsfaction — G210 0210 053 1] (L0
E-loyalty
E-trust — E-loyalty (163 0.167 005G 2914 (L4
E-trust —+ 0118 0.120 0085 1353 0164
E-satisfaction
Beliability — E-kevalty 0288 0286 0.063 4556 (LOHHY
Reliability — 0270 0270 0082 3293 (L
E-satisfaction
Responsiveness — 0102 0.101 0050 208 0044
E-loyalty
Responsiveness — (043 0048 0071 [TV (544
E-satisfaction
Secraity = Elloyalts 0.249 0247 0063 2608 0.000
Security — 0103 it ] 0477 1334 0.185
E-satisfaction
Table 6. Note(s): The above significances pertain to the mdividual correlations and covariances identified for the
MANCOVA results for - proposed model
the present study Source(s): Table by authors
indirect effects of all the mdependent varables are convenience, responsiveness, edrust, and
security, which do not significantly affect the dependent vamable (E-loyalty) through the
esatisfachon working as a mediator (all have p < 005, Conversely, the reliability factor 15
significantly mpacting E-loyalty when customer E-satisfaction is taken as a mediator (# = 0014;
<(.05). MANOVA results for the mediated effects observed i the present study can be seen in
Table 7 below:
Standard
Original Sample deviation T-Statistics
sample (0)  mean (M) (STDEY) (| STDEV]) PValues
Comvenience — Q008 0010 [T 0506 (614
E-satisfaction — E-lovalty
Responsiveness — Qs 0011 (016 (558 0577
E-satisfaction — E-loyalty
Reliability — sT 0057 0023 2455 0014
E-satisfaction — E-loyalty
Table 7. Etnst~Estifation—~ 008 0025 0019 1240 0.180
SOV A el fi -loyalty
MANCYA roslts for ity — Beatisaction 0022 0,020 0.017 1241 0215
observed in the = Edoyalty
present study Source(s): Table by authors
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5.7.2 Summary of hypotheses. The summary of the hypothetical validation can be seen in
Tahle 8.

The e-service quality factor of security {p = 0.185; =0.05) does not indicate an appreciable
significance value, thus proving that its impact on e- -satisfaction is insignificant. Similarly,
responsiveness (p = 0.544; >0.05) and convenience (p = 0.592; =0.05) also do not indicate
significances as eservice qlm]lty factors influencing e- satisfaction. Only reliability (p = 0.001;
<0.05) asserts a significant impact on e-satisfaction. In contrast, the e-service quality factor of
security (p = 0000; <005) indicates an appreciable significance regarding its impact on
e-loyalty. Similarly, respmsiven-ess {p = 0.000; <0.05) and reliability (p = 0.004; <0.05) also
indicate significances as e-service quality factors influencing e-loyalty. Only convenience
(p = 0.256; =0.05) asserts an insignificant impact on e-loyalty. The e-satisfaction mediated
relationships hetween e-trust (p = 0.215; >0.05) and e-service quality (p = 0.180; =0.05) with
e-loyalty yield significant values.

5.8 Herman's single-factor test

After conducting Harman's Single-Factor Test on the collected data, a single commeon factor
emerged, albeit with a very low percentage of variance explained. The negligible contribution
of this factor led this study to the conclusion that the collected data did not exhibit a
sipnificant issue of common method bias.

6. Discussion
‘The outcome of this research shows that eservice quality and customer e-trust maintained a
significant and positive relation with customer e-loyalty, but not with customer e-satisfaction. On
the other hand, esatisfaction influenced the customer's elovalty significantly and positively.
These findings pertain to what has been observed in existing literature (Shi ef al, 2018; Piercy,
2014). Therefore, the results conclude that e-trust and e-service quality provided by the busimess
are successfully influencing customer e loyalty when it comes to online business.

The component of e-service quality that does not significantly impact customer e-loyalty
is convenience, However, responsiveness, reliability, and security all influence customer

Hypotheses Sevalues  Deciswons
H1: E-service quality on enline shopping websites has a positive effect on customer e-satisfaction, (i)

H1.1: Security — E-satisfaction 0185  Rejected
H1.2: Relability — E-satisfaction 0001 Aecepted
H1.3: Responsiveness — E-satisfaction 0544 Repected
H1.4: Convenience — E-satisfaction 0592 Repected

H2: E-trust om online shopping websites has a posttive effect on customer e-satisfaction . 0164 Repected
Hi3: Eservice quality on enline shopping websites has a positive effect on the custormer e-loyalty. (via)

H31: Securtty — E-loyalty (.00 Accepted
H32: Relahality — E-loyalty (.00 Acoepted
H33: Responsiveness — E-lovalty 0004 Acoepted
H34: Convenience — E-loyalty 0.256 Repected

H4: E-trust ononline shopping websites has a positive effect on the costomer e-Joyalty 0004 Accepted
HE5: E-satisfaction on online shopping websites has a positive effect on the costomer 0,000 Acoepted
loyalty

Hig: E-satisfaction mediates a posttive relationship between e-service quality and 0180 Repected
e-Joyalty
H7: Esatisfaction mediates a positive relationship between e-trust and eloyvalty 0.215 Rejected

Source(s): Table by authors
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eJoyalty. Therefore, it is recommended that online businesses prioritise delivering quality
service by ensuring a reliable and secure experience on their website. A user-friendly
customer experience, marked by responsiveness and ease of use, is essential.

In addition to e-trust, relationships with customer e-lovalty play a vital role. Trust has
always played a vital role in gaining customers' loyalty and brings the brand sustainability,
as if a brand 1s no longer trusted by its customers, it becomes difficult for a brand to gain a
huge market and to attract customers. This study shows that customers are trusting online
websites when it comes to purchasing, so companies should maintain customers’ trust by
trying to provide convenience to the customer more effectively and to deliver the service more
efficiently.

The results also show that e-service quality and e-trust did not significantly influence
customer e-satisfaction. One plausible interpretation of this result is that the relation between
e-service quality, etrust and customer e-satisfaction 13 more nuanced than hypothesised.
Other factors, which were not explicitly considered in this study, may contribute to consumer
satisfaction within the online shopping environment. For example, the overall market
reputation of the brand, promotional activities, or specific customer preferences not inchided
in our model could have influenced the levels of satisfaction.

While service quality plays an important role for businesses in increasing or decreasing
sales through online platforms, the satisfaction of customers is equally indispensable.
Therefore, for online businesses to attain customer e-satisfaction, the role of service quality
can be played strategically by providing the customer with reliable and truthful information
regarding the products (Olaleye ef al, 2021; Shi ef al, 2018). This can alse bring convenience
and security to the experience of online shopping. Therefore, online users can easily trust
websites which bring a level of satisfaction to their online shopping experience.

The online study is limited, and there is an opportunity for further research in the future.
Future studies can explore different e-service quality factors and mediators not included in
the theoretical model to analyse their effects more effectively. Addibonally, given the
insignificant relationship between eservice quality, edtrust, and customer e-satisfaction
found m the study, future research can delve deeper into the intricate dyvnamics of
e-satisfaction. This exploration will contribute to a more comprehensive understanding of the
factors influencing customer esatisfaction in the e-commerce domain.

While this study 1s generalised, future studies can be conducted to examme a specific
sector or company. Future research can also use a different method of collecting the data from
any specific group of online shopping users. The study is further linited by its time
limitations, and the findings attained herein are limited to a finite period, or until a significant
event leads to a dramatic shift in consumer preferences. Moreover, to this end, future research
could concern a more cross-zectional analyzis of online consumer behaviour as it unfolds in
the current geopolitical and socio-economically-changing era.

7. Conclusion

The study's findings have established a clear significance of the impact of reliability as a
significant e-service quality indicator for customer esatisfaction in online shopping.
Furthermore, the role of securnty, reliability, and responsiveness in eJovalty for online
consumers has also been observed in the present study. E-trust and eloyalty are
intercorrelated; therefore, this offers critical insight for e-commerce businesses that efforts
to sustain and mprove one will have a similar impact on the other. It 1s further determined
that the mediation of either e-satisfaction on the effect of eservice quality or edrust on
eJoyalty is of no appreciable significance. This implies that online shopping behaviour and
consumption patterns are predominantly driven by a preference for loyalty to a brand/
platform, rather than satisfaction with 1t
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The practical implications of this study for Pakistani online businesses are substantial.
Firstly, online businesses should prioritise providing reliable product information and
ensuring the security of customer data, as these measures can help build trust, particularly in
a market with weaker legal protection for consumers. The findings offer msights into online
consumer behaviour and suggest that loyalty in the Pakistani e-commerce context is not
dependent on customer satisfaction but is closely tied to trust and e-service quality. Hence,
online businesses should focus their efforts on building trust and providing high-quality
e-services to sustain customer loyalty. Through mvesting in user-friendly interfaces and open
and transparent communication, these onlme businesses can atiract and retain a loyal
customer base in the long run. Consequently, these strategic measures can contribute to the
growth of the e-commerce sector in Pakistan, providing consumers with a reliable and
satisfactory online shopping experience, and driving economic progress.

The study makes an original contribution to academic literature m the specific context of
Paldstan by investigating the relationship between e-service quality and etrust, which has not
been previously explored to understand its impact on customer e-satisfaction and eloyalty.
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appropriate nuniber.

. Sirongly

Agree

3. Neither agree nor
dizagree

4. Disagree

5. Swongly Disagree

Referen

(53

Strongly
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Agree

Meither Disagres
ETULE LN

disagree

Strongly

Disagres

Variable 1: Security

(Rita, et el 20019; Wolfibarger and

Gilly, 2003; Anser ef af., 2021}

01 | I feel secure i providing 1 2 3 4 3
personal information for
online purchases.

02 | I feel my privacy is | 2 3 4 5
protected by online
shopping websites

03 | I feel safe while 1 2 3 4 5
completing transactiong
on onling shopping
websites.

Variable 2: Rellabdlity (Parasuraman ef s, 1988, Zemblynk, 2005; Kaya er o, 2019)

] line sl 1 2 3 4 5
wiebsites provide usefal
aid reliable information

02 | Lnformation available on 1 2 3 4 5
online shopping websites
is well-organised,
accurate and wp to date,

g3 | Caline shopping 1 2 3 4 1

wiebsites provide

infermal abaouit
product amd services,
including price, detailed
description and
instiuction on ordering

amd return process, ele.
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Variable 3: Convenlence

it and Fan, 2021; Zemblyvié, 20015, Kaya e of,, 2019}
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1 i
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L, 2021 Kaya of al, 2019}
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Online shopping
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#; Waolfinbarger and Gilly, 2003)
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3 4

02 | 1 feel 1ean trust online

shopping websi
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n

Varlable 6: E-Satisfactlon

(Anderson and Srinivasan, 2003; Wolfinbarger and Gilly, 2003;

2019)

Kaya et af.,
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I am confident that my
decision to place an
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lead to satisfaction.

[y

[0
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purchasing,

03

My overall experience of
purchasing through
waline shopping websites

wis very satisfying.

(]
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fable 7: E-Loyalty
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]
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]

online shopping

wizbsites to other people.
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