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1. INTRODUCTION 
The rapid development of the internet provides opportunities for many people to use it to run online busi-
nesses (Gefen et al., 2000). The result is a change in customer communication and service delivery, especially 
for online companies (Demir et al., 2020). It is easier for customers to shop without coming to an offline store 
to order the desired item and wait for the order to be delivered. Then, they can choose the most preferred 
payment method (Rita et al., 2019). Therefore, online businesses must adjust the services provided to make 
customers comfortable shopping online (Gautam, 2015; Huang et al., 2015). 

Service is the key to success in influencing customers and business continuity. Physical and online 
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A B S T R A C T  

Using e-commerce platforms to improve product marketing is the right choice for every 
business in the digital era. According to recent research, online shopping is increas-
ingly popular among customers who prefer to shop without physically visiting a store. 
This study aims to investigate the quality of electronic services provided by online e-
commerce stores to encourage customer satisfaction and loyalty. This study measures 
the quality of electronic services in terms of website design, customer service, secu-
rity/privacy, and fulfillment using the most recent WebQual model. The Partial Least 
Square method (SmartPLS-v3) was utilized to analyze the sample data collected using 
159 respondents who met the specified criteria as the research sample. The research 
demonstrates that all hypotheses are found to have significant positive results. Positive 
correlations have been found between the four dimensions of the model and the quality 
of electronic services, as well as their impact on customer satisfaction and intentions 
to stay loyal. This study is beneficial for determining the electronic service model cus-
tomers in online e-commerce stores want to gain customer loyalty. 

 

A B S T R A K  

Penggunaan platform e-commerce untuk meningkatkan pemasaran produk 
merupakan pilihan yang tepat bagi setiap bisnis di era digital. Menurut penelitian 
terbaru, belanja online semakin populer di kalangan pelanggan, yang lebih suka 
berbelanja tanpa harus mengunjungi toko secara fisik. Tujuan dari penelitian ini 
adalah untuk menyelidiki kualitas layanan elektronik yang diberikan oleh toko e-
commerce online dalam rangka mendorong kepuasan dan loyalitas pelanggan. Studi 
ini mengukur kualitas layanan elektronik dalam hal desain situs web, layanan 
pelanggan, keamanan/privasi, dan pemenuhan menggunakan model WebQual 
terbaru. Metode partial least square (SmartPLS-v3) digunakan untuk analisis data 
sampel yang telah terkumpul dengan menggunakan 159 responden yang memenuhi 
kriteria yang ditentukan sebagai sampel penelitian. Hasil penelitian menunjukkan 
bahwa semua hipotesis menunjukkan hasil yang positif dan signifikan. Penelitian 
yang menghubungkan pengaruh model empat dimensi dengan kualitas layanan 
elektronik dan pengaruhnya terhadap kepuasan pelanggan dan niat loyalitas dan 
dikonfirmasi positif. Untuk menentukan model layanan elektronik yang diinginkan 
pelanggan di toko online e-commerce guna mendapatkan loyalitas pelanggan, 
penelitian ini sangat membantu. 
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businesses need to give their clients the best service possible so that a business is considered superior because 
services can provide experiences to customers and influence repurchasing intentions and loyalty to the com-
pany (Gounaris et al., 2010). An excellent environmental system will encourage the growth of sustainable 
businesses, which can regularly boost economic growth (Wahyudi et al., 2023). Then, online businesses must 
construct a solid service system as a step from the business that drives economic growth. The higher the 
quality of the services provided, the more positively correlated to the level of customer satisfaction and ben-
efits the company (Brady & Robertson, 2001). The quality of the website, including the quality of the infor-
mation and electronic services, is critical to good service quality in the online e-commerce industry (Sharma 
& Lijuan, 2015). 

Studies related to e-service quality are essential because priorities in developing service strategies 
should include boosting customer satisfaction and fostering loyalty. Research conducted in Taiwan by Tsao 
et al. (2016) studied that online customer loyalty is formed from online shopping experiences and is associ-
ated with the extent to which the perceived e-service quality influences the evaluation of service quality and 
ultimately shapes online customer loyalty (Rita et al., 2019). Customer satisfaction, repurchase intent, and 
word-of-mouth (WOM) positively correlated with e-service quality. This study aimed to assess the general 
quality of e-commerce services. However, it does not consider the assessment of product segment variations 
and customer loyalty intention variables. 

This study investigates the connection between e-commerce electronic service quality through the 
WebQual hierarchical model by adding product segment variations and customer loyalty variables as addi-
tional attributes from previous studies. This research was conducted to develop preceding research by con-
sidering aspects that still have limitations. Thus, this study can supply results to see the prior studies from 
other perspectives and attributes and test these attributes related to their influence on the variables to be 
studied. In short, the main objective of this research is to examine the characteristics of product segment 
variations on customer loyalty in e-commerce and assess the comparison of customer satisfaction to e-service 
quality between services in general and with the addition of product segment variations. 

 
2. THEORETICAL FRAMEWORK AND HYPOTHESES 
2.1. E-Service Quality 
Customers’ expectations of self-service technologies are examined in a 1996 study on e-service quality by 
Dabholkar, who identified five primary characteristics of e-service quality: ease of use, dependability, deliv-
ery speed, pleasure, and control (Dabholkar, 1996). The results showed that the significant factors of e-service 
quality are control and enjoyment. The other main factor is the ease of use, but subject to high waiting times 
and the control group, while those that have no impact on e-service quality were delivery speed and reliabil-
ity. They are measuring service quality with the most general method using the SERVQUAL model 
(Parasuraman et al., 1985). The popularity of this model continues today and is still widely used (Alrubaiee 
& Alkaa’ida, 2011; Kitapci et al., 2014; Pooja Kansra and Abhishek Kumar Jha, 2016). Online businesses make 
most modifications to the SERVQUAL model in particular. The most well-known adaptation model of SERV-
QUAL is the WebQual model developed by Barnes & Vidgen (2002) and Loiacono (2002), eTailQ compiled 
by Wolfinbarger & Gilly (2003), E-S Qual compiled by Parasuraman et al. (2005), and the most recent, hierar-
chical model of the quality of e-services proposed by Blut (2016). 
 Loiacono (2002) proposed a brand-new scale called WEBQUAL, which has 12 dimensions: business, 
design, stream, compatibility of information with tasks, innovation, integration of communication, interac-
tion, intuitiveness, reaction time, substitution, trust, and visual appeal. The WebQual model built by Barnes 
(2001)  through communication theory highlighted the connection between customers and e-commerce. As 
a result, the e-service quality measurement model developed is SITEQUAL (Yoo & Donthu, 2001), using 
hardware and website design. Due to the distinction between traditional and online businesses, the SERV-
QUAL method lacks a primary dimension for measuring the quality of online services (Wolfinbarger & Gilly, 
2003). Develop eTailQ consisting of a list of four-dimensional attribute categories. 
Zeithaml et al. (2002) considered that the quality of e-services provided by websites enables online retailers 
to provide services to meet customer requirements during and after shopping. The definition of e-service 
quality is the breadth to which service provider stores can meet customer expectations and keep customers 
for a reasonably long time (Santos, 2003). 

A study by Parasuraman et al. (2005) divided e-service quality into two different aspects: the e-ser-
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vice quality scale (E-S-QUAL) and the restoration of the e-service quality scale (E-RecS-QUAL). The dimen-
sions of E-S-QUAL consist of privacy/security, reliability, fulfillment, and individual interest, whereas E-
RecS-QUAL has dimensions including speed of response, compensation, and contact. This study explains 
that privacy is the primary dimension of high-level customer evaluations through websites. 

In online business, e-service quality measurement still has some weaknesses (Blut, 2016), stating that 
measurement using the E-S-Qual and eTailQ methods does not have criteria for assessing online stores, so 
customer dissatisfaction and shifting focus to another online store cannot be explained. Furthermore, weak-
nesses can still be found in predicting customers’ actions. Even though eTailQ includes 13 out of 16 electronic 
service quality attributes, eTailQ, in measuring customer service and security, is less predictive and unsuita-
ble, so it only ranks eighth (Blut, 2016). The existence of WebQual allows for the first time a model capable 
of predicting customer behavior and only covers a narrow focus area (Rita et al., 2019). 

Based on the model, e-service quality measurement contains four dimensions: website design, cus-
tomer service, security/privacy, and compliance. Information quality, website aesthetics, purchasing pro-
cess, website convenience, product selection, price quote, website personalization, and system availability 
are the main elements of website design. Consumers can give a good or bad value based on their website 
experience, affecting the overall measurement of quality online services. 

Customer service can correlate with the value of online services (Blut, 2016). The difference is in the 
services provided by offline businesses and online businesses. If a customer wants to purchase an online 
business, sometimes the customer can do the purchase process independently. However, in an offline busi-
ness, there are always employees who are in charge of serving customers when making the purchasing pro-
cess. Online help desks, live chat services, social networking sites, and other web-based synchronization me-
dia services are usually provided by companies to help customers find information related to the product 
they want to buy (Turel & Connelly, 2013). 

Credit card payment security and information privacy are the primary references for security/pri-
vacy (Blut, 2016). To improve service quality and website credibility, websites must prioritize insurance and 
security measures (Wang et al., 2015). Schmidt et al. (2008) mentioned that the presence of privacy and secu-
rity shows website effectiveness. Websites need to prioritize security and privacy aspects to assess online 
service quality. The requirement to fill in personal information like address, phone number, and name, in-
cluding credit card information, when buying products from online websites (Holloway & Beatty, 2008) 
causes concerns about the privacy and security of personal information shared on websites. 

Fulfillment of customer orders is one aspect of e-service quality. Objective fulfillment guarantees that 
clients receive what they ordered, including the delivery time, accuracy, and conditions (Blut, 2016). Cus-
tomers’ post-payment dissonance is more likely to occur in online businesses than in offline ones because 
before buying their products, they cannot see the product directly (Liao & Keng, 2013). Therefore, the assess-
ment of this attribute can only be done after the purchase from the customer. Companies need to prioritize 
promptness of delivery, conveyance conditions, and delivery conditions to give a superior impression of the 
quality of service provided (Rita et al., 2019). 
 
2.2. Customer Satisfaction 

Customer satisfaction refers to how a company can respond to customer expectations (Zhang et al., 2020). 
Customer satisfaction is obtained by comparing the expected and actual service quality. This theory was 
expressed by (Oliver, 1980). Based on the level of customer service relationship described in the “Expectation-
Disconfirmation Theory.” Therefore, customer satisfaction is obtained when service quality exceeds custom-
ers’ requirements. A business needs to meet customer expectations regarding the quality of services offered. 
How well the fulfillment of customer needs is a measure of satisfaction (Ataburo et al., 2017).  Service pro-
viders have a response relationship based on a single experience regarding satisfaction or dissatisfaction with 
the services provided (Rust & Oliver, 1994). The company’s failure to meet consumer needs regarding infor-
mation, timely delivery, information security, and efficient request handling can destroy an online business’s 
reputation. Satisfied customers when using the services provided are the ultimate goal of every company 
because they can provide positive comments from word of mouth, customer loyalty, and sustainable profit-
ability (Greenwell et al., 2002; Liu & Jang, 2009). A component of customer conduct and positive customer 
intentions in behavior can be directly influenced by satisfaction. A sign indicating a significant relationship 
between e-service quality and satisfaction in previous research has been confirmed (Blut et al., 2015; Gounaris 
et al., 2010; Kitapci et al., 2014; Udo et al., 2010). Directly and indirectly, e-service quality can affect customer 
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satisfaction and customer loyalty intentions. Considering some of the statements stated above, the following 
is the hypothesis to explore how customer satisfaction in online e-commerce stores is affected by the quality 
of online services: 
H1 The overall quality of e-service positively and significantly affects customer satisfaction. 
 
2.3. Loyalty Intention 
Numerous researchers have examined and defined the concept of loyalty intentions from different perspec-
tives. The tendency and intention of customers to repurchase at the same company are considered loyalty 
(Edvardsson et al., 2000). Increased customer purchase intentions in the future can be influenced by high 
loyalty (Flavián et al., 2006). The higher the loyalty, the more benefits the company will have. One factor 
determines a company’s success (Flavián et al., 2006). If viewed from several perspectives, loyalty intentions 
can be shown as choosing a service provider that comes out on top of other options (Mattila, 2001), being 
willing to suggest (Butcher et al., 2001), and supporting other clients (Butcher et al., 2001). The emergence of 
loyalty intentions has been the subject of numerous previous studies focusing on the relationship between 
customer satisfaction and loyalty intention (Ayinaddis, 2022; Suhartanto et al., 2019; Yen & Lu, 2008). In this 
study, the authors also add the relationship between electronic service quality and loyalty intention as an 
additional evaluation. In marketing, customer retention and loyalty intention, especially in online stores, are 
closely related to the quality of electronic services provided to customers through a match between the ser-
vices and those expected by customers (Yen & Lu, 2008). Previous electronic service quality experience is the 
majority of consumers’ reasons for determining decisions and intentions to make future repurchases (Huang, 
2008). Websites with a high quality of service foster consumer confidence to return to the site and maintain 
loyalty (Zeithaml et al., 1996). Most previous studies show that customer experience when using e-service 
quality can determine customer loyalty intention (Chang et al., 2014; Jeon & Jeong, 2017; Mihajlovic, 2017; 
Pee et al., 2019; Zulkarnain et al., 2015). Several other studies have also repeatedly emphasized that there is 

a direct influence between the quality of electronic services and customer loyalty intentions (Chang et al., 
2009; Zeithaml, 2000). Thus, based on the abovementioned details, the hypothesis is formulated as follows. 
H2 The overall quality of e-services has a positive and significant effect on loyalty intention. 
H3 Customer satisfaction has a positive and significant effect on loyalty intention. 
 
Based on the preceding discussion, the present research framework can be seen in Figure 1. 
 
3. RESEARCH METHOD 
This study involved 159 respondents with specific criteria. The selection of respondents was carried out ran-
domly, with the primary condition being that they had purchased a product, visited, or used services at an 
online store in e-commerce via the available website without being bound by the frequency of purchases or 
the last use of services. This study took the target population of adults aged at least 17 years in Indonesia. 

The proposed model was tested as part of the questionnaire development process. The method cho-
sen was to collect data by distributing online questionnaires with the help of Google Forms and sharing 
questionnaire links via social media such as WhatsApp and Telegram. When the respondent clicks on the 
link, the respondent will be directed to the website to fill in the demographic data and questionnaire on 
variables. As many as 58 items are measured using a 5-point Likert scale, from “strongly disagree” (= 1) to 
“strongly agree” (= 5). 

The questionnaire is based on the “Brand X” e-commerce online store the respondents have used 
and the type of product they have purchased. Data collection was carried out for about a month, and re-
spondents’ data was obtained with a sufficient number to represent the population of e-commerce online 
store users in Indonesia. 

The perception and evaluation of the dimensions of the quality of electronic services that are virtually 
available is the primary focus of the overall e-service quality, which is based on the experiences of consumers 
(Santos, 2003). We adopted three items related to the overall quality of e-services (Blut, 2016). In operation-
alizing e-service quality dimensions, it utilizes a reflective-formative approach (Ringle et al., 2012) with four 
primary focuses on measuring electronic service quality through measurements: website design, customer 
service, security/privacy, and fulfillment (Rita et al., 2019). In the first dimension, website design has eight 
attributes. The second dimension, namely customer service, has two characteristics. 

Additionally, the third dimension of privacy and security possesses two attributes. Finally, the fourth 
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dimension, namely fulfillment, has three characteristics. The consumer satisfaction instrument is adopted  

 
 

Figure 1. Research model 

 
from Fornell (1992), Otto et al., 2020), and (Jöreskog & Sörbom, 1982). Items on loyalty intention are adopted 
from Fornell & Larcker (1981) and Black et al. (2010) with several modifications but do not eliminate the 
essence of the core items. The SmartPLS-v3 Partial Least Squares (PLS) model examined the theoretical 
model. This technique is considered superior to covariance-based structural equation models in the second-
generation era. Smart PLS advantages include having an abnormal data distribution with fewer limited as-
sumptions, the complexity between constructs handled better, and providing constructive results to effi-
ciently predict the primary driving constructs (Hair et al., 2012). PLS-SEM with SmartPLS-v3 does not require 
a large number of samples, and the minimum sample recommendation ranges from 30 to 100 respondents to 
meet the requirements for PLS algorithm analysis (Ghozali, 2015). Smart PLS will produce an assessment of 
the validity and reliability of measurements. 

 
4. DATA ANALYSIS AND DISCUSSION 
The data in Table 1 shows the traits of the people who responded, consisting of gender, age, education, prod-
ucts purchased, and frequently used e-commerce. Based on these results, female respondents use e-com-
merce more, with a percentage of 66.3%, compared to male respondents, who only have a percentage value 
of 33.8%. The age characteristics of the respondents are dominated by the age range of 17-22 years or the Z 
Generation, with fashion products as the most purchased product. This result aligns with a survey from Kata 
Data Insight, which states that 85% of e-commerce consumers come from Generation Z and millennials, with 
30% of products purchased by consumers coming from the fashion product category (Tempo, 2020). The data 
also shows that Shopee is the most used e-commerce by respondents. 

Convergent validity indicates that a latent construct’s observed variables are related. Model reliabil-
ity and validity tests were obtained from Composite Reliability (CR), Cronbach’s alpha (CA), and average 
variance extracted (AVE). Table 2 shows the results of reliability and validity testing. Various latent variables 
observed from one latent construct were tested using convergent validity to see their relationship. If the factor 
loading of individual items composite reliability is more significant than 0.70, more than 0.70, and AVE is 
more significant than 0.50, then the results are acceptable (Gefen et al., 2000). In the convergent validity test, 
the factor loading is accepted if its value is more significant than 0.50, and if it is greater than 0.70, it is re-
garded as solid evidence (Bagozzi & Youjae Yi, 1988). To reach the specified AVE value limit, there are load-
ing factor items that are omitted from the overall e-service quality variable (namely IQ1, IQ3 WA1, PP1, PP2, 
PP3, WC3, PS1, PO1, PO2, PO3, WP1, SA3, SL1, SL3, RP1, RP3, TD2, DC1, DC3, SQ3) and the significance of 
Bootstrap t-statistic signal that there is strong evidence of convergent validity. The findings demonstrate that 
all constructs’ composite reliability and AVE values are higher than required. If these values are sorted, the 
composite reliability value has the smallest value of 0.903, 0.908, to the largest of 0.965, and the value of AVE 
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has the largest value of 0.664, 0.652, to the smallest 0.509. The composite reliability and AVE results show  
                Table 1. The demographics of respondents 

 Category Total Percentage 

Gender Male 54 33.8 
 Female 105 66.3 
Age 17-22 124 78.3 
 23-38 30 21.2 
 29-34 3 0.3 
 35-0 2 0.2 
Education Senior High School 105 66.3 
 Associate 5 3.1 
 Bachelor Degree 47 29.4 
 Master  

Degree 
2 1.2 

Purchased Product Fashion 115 72.5 
Food & Beverage (FnB) 14 8.8 
Electronic 20 12.5 
Jewelry and accessories 2 1.2 
Computer & laptop 3 1.9 
Musical instrument 1 0.6 
Book 2 1.2 
Cosmetic & skincare 2 1.2 

Frequently used e-commerce Shopee 137 86.3 
 Tokopedia 19 11.9 
 Lazada  1 0.6 
 Zalora 1 0.6 
 TikTok Shop 1 0.6 

 
that each indicator can be explained by its structure to verify convergent validity. 

Cronbach’s alpha serves as an evaluation of the instrument’s internal consistency and reliability. It 
needs to have a value of 0.7 or higher, which is better. If used for experimental purposes, anything above 0.6 
is acceptable (Hair et al., 2011). Cronbach’s alpha is more significant than 0.7 for all reflective variables, as 
the required values are 0.865, 0.873, and 0.964. So, the test results from Cronbach’s alpha can be said to have 
good results, and this shows that the internal model instrument is consistent in evaluating reliability. 

Based on the significance of the path coefficient, the bootstrap method is used to test the hypothesis 
(Hair et al., 2011) with 5000 iterations of repeated sampling. It is formed by the number of observations made 
by each bootstrap sample (159 samples in this study). The test results indicate that, out of the seven path 
coefficients, all hypotheses are supported by significant bootstrap statistical values. Table 3 shows all t-sta-
tistic values higher than 1.96 and significantly less than 0.05 resulting from hypothesis testing. Figure 2 de-
picts the findings of the hypothesis testing process. 

The test result supports the H1 that predicts the effect of overall e-service quality on customer satis-
faction (β=0.806; t-value=20.229; p<0,01). It uses the quality of the e-services as a whole as a competitive 
advantage to make customers happy (Sanayei & Jokar, 2013). 

Further, the overall e-service quality is also found to positively and significantly affect loyalty inten-
tion (β=0.571; t-value=6.491; p<0.01), statistically showing that H2 is supported. The finding on H3 is similar 
to that it is found significant based on the test result shown in Table 3 (β=0,350; t-value=3,569; p<0.01). In 
sum, H2 and H3 supported, which found the positive effect of overall e-service quality and customer satis-
faction on loyalty intention. It is relevant to the previous research that loyalty intention is positively impacted 
by overall e-service quality (Khan et al., 2019). Furthermore, many studies have discovered that loyalty in-
tention positively correlates with customer satisfaction (Slack et al., 2020). 

All the hypothesis testing reveals that all independent variables significantly affect the dependent 
variable. In aggregate, these results demonstrate the direct impact of overall e-service quality on loyalty in-
tention and the indirect relationship between these two variables through customer satisfaction. In addition, 
the dimensions of website design, customer service, security/privacy, and fulfillment positively influence 
overall e-service quality. 

To measure the strength of the relationship between constructs in each hypothesis, this study used 
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the Cohen value of f² (Cohen, 1988), which defines a small connection if the value is similar to 0.02, a moderate  
 

Table 2. The result of loading factor, reliability, and validity tests 

Construct Indicator Item Code Loading     CA     CR     AVE 

Overall  
e-service quality 

     0.963   0.965     0.509 

 Website Design IQ2 
WA2 
WA3 
WC1 
WC2 
PS2 
PS3 
WP2 
WP3 
SA1 
SA2 

0.687 
0.667 
0.667 
0.766 
0.763 
0.702 
0.673 
0.684 
0.727 
0.695 
0.676 

   

 Customer  
Service 

SL2 
RP2 

0.685 
0.680 

   

 Security/Privacy SC1 
SC2 
SC3 
PR1 
PR2 
PR3 

0.728 
0.728 
0.714 
0.670 
0.778 
0.762 

   

 Fulfillment TD1 
TD3 
OA1 
OA2 
OA3 
DC2 

0.685 
0.698 
0.714 
0.745 
0.745 
0.679 

   

 Overall E-Service Quality SQ1 
SQ2 

0.755 
0.774 

   

Customer Satisfaction       0.865     0.903 0.652 
 Satisfaction SC1 

SC2 
SC3 
SC4 
SC5 

0.856 
0.843 
0.809 
0.775 
0.789 

   

Loyalty  
Intention 

      0.873     0.908 0.664 

 Loyalty L1 
L2 
L3 
L4 
L5 

0.766 
0.860 
0.839 
0.865 
0.693 

   

Table 3. Structural relationship test results 

Hypothesis Hypothesis    Statement Path Coefficient (Sig. Value) t-Value F² Conclusion 

H1 
The overall quality of e-service pos-
itively and significantly affects cus-
tomer satisfaction. 

0.806*** (0.000) 20.229 1.855 Supported 

H2 
The overall quality of e-services has 
a positive and significant effect on 
loyalty intention. 

0.571*** (0.000) 6.491 0.497 Supported 

H3 
Customer satisfaction has a positive 
and significant effect on loyalty in-
tention. 

0.350*** (0.000) 3.569 0.187 Supported 
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Figure 2. PLS-SEM demonstrates a positive correlation with the variable 
 

connection if the value is similar to 0.15, and a large relationship if the value is above 0.35. The difference in 
f² between the constructs of each hypothesis is shown in Table 3. The findings indicate that customer satis-
faction and loyalty intention are strongly influenced by e-service quality as a whole. Loyalty intention is 
moderately affected by customer satisfaction. In addition, customer service is a significant factor in the over-
all quality of e-services. Besides, the overall quality of e-services is significantly affected by website design, 
privacy and security, and satisfaction. 
 
5. CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 
This study aims to investigate the quality of electronic e-commerce services and give an extensive under-
standing of e-service quality dimensions as the latest knowledge development. In addition, this study ex-
pands on previous research to better understand the impact of e-service quality on consumer satisfaction and 
loyalty intentions.  

This study finds that customer satisfaction and overall e-service quality are positively correlated. 
Many previous studies have tested and stated a strong connection between the two variables (Lin Yong, 2016; 
Oliver, 1997; and Taylor & Baker, 1994) and concluded that although service quality and customer satisfac-
tion are two different constructs, customer satisfaction and service quality have a very high degree of inter-
correlation. The higher the level of service quality in electronic e-commerce, customer perceptions of the 
quality of electronic services may impact customer satisfaction (Ighomereho et al., 2022; Lin Yong, 2016). 
Getting satisfaction from customers is a target that every e-commerce must own regarding these findings. It 
shows that improving the quality of electronic services is strongly needed. 

This research investigation also finds a substantial connection between overall e-service quality and 
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customer satisfaction and loyalty intentions. Support the previous studies that a close relationship exists be-
tween e-service quality and customer satisfaction on loyalty intentions (Khan et al., 2019; Slack et al., 2020). 
Previous studies conducted by Blut et al. (2015) concluded that the satisfaction variable cannot be used as the 
only influencing variable to obtain customer loyalty intentions, so other variables are also needed for inves-
tigation. The development of previous research that added electronic service quality to loyalty intentions 
suggested that the overall quality of electronic services has a strong or indirect effect on increasing customer 
loyalty intentions (Kaya et al., 2019). Consequently, e-commerce must provide electronic services that can 
give positive ratings from customers to encourage customer satisfaction. From this, the two independent 
variables will constantly encourage customer loyalty intentions. 

This research has managerial implications by advising e-commerce to adapt to changes in customer 
behavior and provide services according to customer wishes on e-commerce websites, which will undoubt-
edly positively affect customer satisfaction as the goal of every business. In addition, the value of online 
services that intensify the focus on product variety is also required by e-commerce. This is because the vari-
ous dimensions of e-service quality in the research model and variations in product segments shape customer 
perceptions of the quality of the e-service as a whole and, in the end, play a significant role in customer 
satisfaction, which encourages the formation of an intention to remain a customer. Therefore, e-commerce 
needs to design electronic services, raise quality, and consider the variety of product segments consumers 
desire when using accessible web-based business sites. 

Future studies may overcome the limitations of this study. First, the sample in this study is limited 
to respondents who have purchased products on e-commerce, so they cannot describe conditions in general. 
Second, this research investigation only examines the impact of electronic service quality on customer loyalty 
and satisfaction obtained from e-commerce websites so that they can only show the desired quality of elec-
tronic services. A more comprehensive examination of the quality of electronic services in subsequent re-
search is needed. This can create customer dissatisfaction and disloyalty to ensure that the measurements 
taken align with the customer’s needs for the quality of the electronic services. 
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APPENDICES  
Appendix A: Evaluation of latent construction 

Construct   Item 

Website Design InformationQuality IQ1. 
 
IQ2. 
IQ3. 

This website provides much information that I need to do a prod-
uct search at the online store “Brand X”. 
The online store website “Brand X” is quite informative for me. 
For finding products, the information on the “Brand X” online 
shop website is very useful. 

 Website Aesthetics WA1. 
 
WA2. 
WA3. 

The visual appearance of the “Brand X” online store website is 
pleasing. 
The “Brand X” online shop website features a fun design. 
The online store website “Brand X” is visually appealing. 

 Purchase Process PP1. 
 
PP2. 
PP3. 

The “Brand X” online shop website has a service to facilitate online 
payments. 
The buying process on the “Brand X” online store website is easy. 
My purchases are easier to complete through the “Brand X” online 
shop website than by telephone or e-mail. 

 Website  
Convenience 

WC1. 
 
WC2. 
 
WC3. 

The “Brand X” online store website displays content that is easy to 
read visually. 
Product descriptions on the online store website “Brand X” are 
easy to understand. 
The service features available on the “Brand X” online shop web-
site are easy to understand. 

 Product Selection PS1. 
 
PS2. 
PS3. 

The online shop website “Brand X” was able to complete all my 
purchase. 
The online store website “Brand X” has a great selection. 
The site of the web-based store “Brand X” has a 
extensive variety of items that interest me. 

 Price Offer PO1. 
 
PO2. 
PO3. 

Discounts and free shipping are available at “Brand X,” a website 
for online shopping. 
The online store website “Brand X” has affordable product prices. 
Product prices are lower at “Brand X,” an online retailer, than at 
brick-and-mortar establishments. 

 Website  
Personalization 

WP1. 
 
WP2. 
 
WP3. 

The online store website “Brand X” allows me to search for the 
desired product information. 
The website for “Brand X” has interactive features that make it eas-
ier for me to buy products. 
The online store website “Brand X” provides product information 
that fits my particular needs. 

 System Availability SA1. 
 
SA2. 
SA3. 

There is very little delay between my action and the website’s re-
sponse when I use the “Brand X” online store website. 
The online store website “Brand X” loads quickly. 
The loading time of the “Brand X” online store website is long. 

Customer  
Service 

Service Level SL1. 
 
 
SL2. 
 
SL3. 

You can reach them at the telephone number provided by the 
online store “Brand X.” 
The online store “Brand X” has a customer service that can be ac-
cessed online. 
If there is a problem, customers can talk directly to customer ser-
vice at the online store “Brand X”. 

 Policies & Handling 
of Returns 

RP1. 
 
RP2. 
RP3. 

I have a convenient means of returning products through the 
online store “Brand X”. 
Product returns are well handled by the online store “Brand X”. 
A guarantee for product returns is provided by the online store 
“Brand X”. 

Security/Privacy Security SC1. 
SC2. 
SC3. 

I feel safe in transacting with the online store “Brand X”. 
The online store “Brand X” has adequate security features. 
The online store website “Brand X” protects my credit card infor-
mation. 

 Privacy PR1. 
 

I believe the online store “Brand X” will safeguard my personal 
information. 
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PR2. 
 
PR3. 

I am confident that the website owner of the online store “Brand 
X” will not misuse my personal information. 
My online shopping habits are protected by the online store 
“Brand X”. 

Fulfillment Timeliness of  
delivery 

TD1. 
 
TD2. 
 
TD3. 

The products of the online shop “Brand X” were delivered accord-
ing to the promised time. 
The online store website “Brand X” can provide timely delivery 
schedules. 
The online store “Brand X” was fast in delivering my order. 

 Order Accuracy OA1. 
 
OA2. 
 
OA3. 

I received an order for the product I ordered from “Brand X,” an 
online store. 
The website of the online store “Brand X” delivers the ordered 
products. 
The online store website “Brand X” is honest about its product of-
ferings. 

 Delivery  
Conditions 
 

DC1. 
 
DC2. 
 
DC3. 

The products of the online store “Brand X” were damaged during 
shipment. 
Products ordered from the online store “Brand X” arrived in ex-
cellent condition. 
When the items from the online store “Brand X” arrived, they were 
badly damaged. 

Overall E-Service 
Quality 

 SQ1. 
 
SQ2. 
 
SQ3. 

My overall buying experience with the online store “Brand X” has 
been very good. 
The overall services offered by the online store “Brand X” are very 
high quality. 
My overall feeling of the online store “Brand X” is very satisfied. 

Customer  
Satisfaction 

 CS1. 
CS2. 
CS3. 
CS4. 
CS5. 

I am satisfied with the online shop “Brand X”. 
The “Brand X” online store is the best place for me to shop. 
The online store “Brand X” always meets my needs. 
The online shop “Brand X” was exactly what I expected. 
Choosing the online store “Brand X” for shopping is a wise choice. 

Loyalty Intention  L1. 
 
L2. 
L3. 
L4. 
L5. 

If someone asks me for advice regarding online stores, I will rec-
ommend “Brand X”. 
I spoke highly of the online store “Brand X”. 
I plan to keep shopping at the web-based store “Brand X”. 
I will keep on shopping at the web-based store “Brand X”. 
Despite the increase in price, I will continue to shop at “Brand X,” 
an online retailer. 

 


