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ABSTRACT

Computer-assisted services have developed in abundance and contributing substantially
towards swift progression of Internet espousal. The main objective of the current study was to
examine the effects of E-Service Quality (website design, reliability, privacy/security, and
customer service), Customer Perceived Value, Corporate Image, Customer Satisfaction, Trust,
and Commitment, on customer Loyalty. After theoretical considerations, a research model was
developed and empirically tested. 243 eligible responses were collected via an offline
questionnaire survey. Higher order Structural Equation Modeling results confirmed significant
effects of customer satisfaction, corporate image, and commitment on customer loyalty by
explaining 79.70 % of variance. Whereas, trust proved to be insignificant predictor of customer
loyalty. Commitment was not found having significant mediating effect in the relationship
between customer satisfaction and loyalty. On the other hand, corporate image has an indirect
positive effect on customer loyalty through customer satisfaction. Moreover, electronic service
quality has a direct and indirect positive effect on customer satisfaction through customer
perceived value. Drawing from the results, this research provides empirical support that
customer loyalty can be influenced by e-service quality, customer perceived value, customer
satisfaction, commitment, and corporate image in online retail context.

Keywords: E-Service Quality, Customer Perceived Value, Customer Satisfaction, Commitment,
Corporate Image, Trust, Customer Loyalty.

INTRODUCTION

Past few decades have witnessed a rapid growth in Electronic-commerce market. This
growth has resulted in drawing attention of social science researchers across the globe towards
electronic marketing activities. Every organization dreamt of having large loyal customer base,
thus all global e-commerce companies are developing strategies to achieve customer loyalty.
According to Parasuraman & Grewal (2000), inducing loyalty among customers demand
ingredients like; superior quality products, superior value and flawless after-sales service. As
well, customer delight is as indispensable key to achieve customer loyalty (Oliver, 1999). The
service quality provides significant information and feeling to prospects and customers in virtual
shopping context, as it does in case of brick and mortar retail store. Several management scholars
have confirmed tangible and intangible benefits for the companies resulting from customer’s
loyal behavior. Reichheld (1996) identified positive word of mouth and product
recommendations as intangible benefits, whereas repeat purchases as tangible benefits. In
addition, loyal customer saves money for the company and maintains long term relationships.
Customer satisfaction is very important to ensure loyalty (Anderson & Srinivasan, 2003; Oliver,

1 1528-2678-25-3-395



Academy of Marketing Studies Journal Volume 25, Issue 3, 2021

1999), whereas customer perceived value is considered a critical component of customer
satisfaction (Cronin et al., 2000). Perceived customer value is understood as what benefits a
customer receive in relation to the costs incurred in the transaction.

Parasuraman & Grewal (2000) found evidence for strong relationship between customers’
perceived value and purchase/repurchase intentions. In virtual retail context, customers continue
to put their regular and continued efforts to find better value for their money across other
websites, because it is not guaranteed that satisfied customers will always be loyal (Anderson
and Srinivasan, 2003). Customer perceived value has been playing a vital role in predicting
buying behavior and achieving sustainable competitive advantage (Parasuraman, 1997).

In offline retail context, service quality is vital for ensuring customer satisfaction (Cronin
et al., 2000). This relationship between service quality and customer satisfaction stood valid in
virtual retail settings also (Hsu, 2006). In online retail settings, marketers need to focus on few
important factors such as website design, reliability, security, and customer value to satisfy
customers and achieve organizational success (Aladwani & Palvia, 2002). Hence, the
investigation of the relationships of these factors and customer satisfaction will yield useful
insights. Electronic service quality is at the core for predicting customer satisfaction and loyalty
(Zhou et al., 2019). Moreover, customer perceived value moderates the relationship between
customer satisfaction and loyalty in e-commerce context (Chang et al., 2009). Authors validated
the significant influence of electronic service quality on customer satisfaction and loyalty.
Service quality along with corporate image affects satisfaction strongly and further enhances the
loyalty (Kuo & Ye, 2009).

Extending the reach of customer loyalty, Yieh et al., (2007) identified determinants of
customer loyalty like; perceived price fairness, perceived product quality, customer satisfaction,
trust. Earlier, Yu et al., (2005) applied Customer Satisfaction Index Model suggested by Fornell
et al., (1996) among Lexus automobile users in Taiwan and listed the predictors of customer
loyalty namely; customer expectation, perceived quality, perceived value, overall customer
satisfaction, and customer complaints. Customer loyalty has been studied extensively across
globe and listed a number of determinants such as; good management, image and customer
services, trust in a store, trust in a salesperson, brand reputation, customer satisfaction etc. (Al-
Awadi, 2002; Macintosh & Lockshin, 1997; Selnes, 1993). In services sector, trust is considered
an important factor as customers need to believe the sellers about the promise they made with
them. It is a well-known fact that intangible nature of services poses a challenge for marketers to
fulfill the promises made by service organizations.

The future of buyer—seller relationships depends on the commitment made by the allies.
According to Masud & Daud (2019), commitment positively strengthens customer satisfaction
and augments customer loyalty. Therefore, these constructs are in limelight for better
understanding by the researchers. It becomes a very challenging task for researchers to conclude
the complete set of antecedents of customer loyalty in different contexts. This gives further scope
to dig more about customer loyalty and its antecedents. Therefore, the current study intended to
explore the customer loyalty construct in electronic-commerce sector of India.

The online retail context is quite challenging for marketers while ascertaining customer
loyalty because of absence of touch and feel. The online service environment is not direct when
compared with a physical service environment (Cox and Dale, 2001). This poses a challenge in
identifying a best combination of e-service quality attributes. Technology is boon or bane at the
same time. Therefore, online retail context becomes an important area for research to increase
customer loyalty for capturing changes due to inbuilt dynamism of it.
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The main objective of this study was to test the impacts of e-service quality, customer
satisfaction, customer value, corporate image, trust and commitment on customer loyalty.
Moreover, this study had other objectives as under

1. To study the mediating effect of Customer Perceived Value in the relationship between E-Service Quality and
Customer Satisfaction.

2. To study the mediating effect of Commitment in the relationship between Customer Satisfaction and Loyalty

3. To study the mediating effect of Customer Satisfaction in the relationship between Corporate Image and
Customer Loyalty.

Motivated by the studies conducted by (Joo et al., 2017; Oghuma et al., 2016; Hsu et al.,
2015; Jung & Chung, 2012; Thong et al., 2006; Lin et al., 2005; Bhattacherjee, 2001), this study
employed expectation—confirmation model suggested by Bhattacherjee (2001) to investigate the
factors affecting customer loyalty in online retail context. Expectation—confirmation model is
extensively used in the field of marketing to study customers’ satisfaction and customer loyalty /
repurchase intentions.

This article is organized as follows: the following sections review the literature on the
electronic service quality, customer value, customer satisfaction, commitment, corporate image,
trust and customer loyalty, and propose the conceptual model and associated hypotheses guiding
this research. Next sections describe the research methodology and present the findings of data
analysis. The last two sections discuss the contributions of this study, implications, limitations
and future scope of the study.

THE REVIEW OF LITERATURE
E-Service Quality

E-Service Quality is defined as the extent to which a website (virtual marketplace)
facilitates efficient and effective shopping, purchasing, and delivery of products (Zeithaml et al.,
2001). According to Zeithaml et al., (2002), internet has been proved as highly significant
marketing channel for marketing products to target customers. In the present scenario, all
marketers are trying to opt for Omni-channel strategy. Marketing research experts across globe
had found that web presence is something unavoidable for all the firms. Yang and Jun, (2002)
argued that delivering high electronic service quality has become very important in addition to
offering low prices and being present across the web. An elemental understanding of factors
impacting satisfaction of online customers is of great substance to the proponents of electronic
commerce (McKinney et al., 2002).

As a result, marketing researchers are focusing on the service quality of electronic
commerce in terms of two most important aspects namely; attracting new customers and
retaining the existing customers (Jun et al., 2004). Customers’ needs fulfillment is the ultimate
goal of any organization and Grewal et al., (2004) compared online and offline shopping
contexts and found that online shopping is able to meet customers’ need more efficiently and
effectively. The similar results were confirmed by Monsuwe et al., (2004) in their empirical
study. Therefore, the never ending customers’ expectations are posing serious challenges for the
online marketers in terms of service quality standards. Customers’ expectations levels were
found higher for those customers, who shop online in comparison to the customers who shop in
offline mode (Lee and Lin, 2005). Electronic-service quality is linked positively with customer
satisfaction, repurchase intention, and word of mouth for online consumers (Blut, 2016).
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Customer Perceived Value

According to Yu et al., (2014), customer perceived value is recorded higher in those
instances when they receive high value in comparison to spending less in terms of money, time
and effort. In others words, quality of service pushes customer perceived value. Furthermore,
higher customer perceived value leads to higher customer satisfaction. According to Ryu & Han
(2010), customer perceived value plays the role of mediating variable in the relationship between
service quality and customer satisfaction.

In case of medical services, customer value perceptions are directly influenced by
perceived service quality (Choia et al., 2004). Lindgreen and Wynstra (2005) identified two
dimensions for customer value namely; the value of products and value of the buyer-seller
relationships. According to Chircu and Mahajan (2006), customer perceived value in online
shopping context can be ensued by reducing transaction costs and consequently the customer
value will add to competitive advantage by increasing company’s performance.

Customer Satisfaction and Loyalty

Customer expectations and performance of the product in the marketplace are the criteria
used by marketers to assess customer satisfaction. Customer satisfaction is an abstract
psychological state resulting when the emotion adjoining discontinued expectations is tied with
the consumer's preceding feelings about the consumption practice (Oliver, 1997). Kotler (2000)
defined customer satisfaction as “A feelings of pleasure or disappointment resulting from
comparing a product's perceived performance (or outcome) in relation to his or her
expectations”. Various social science and psychology researchers from different contexts studied
the customer satisfaction in both online and offline shopping contexts. Mckinney et al., (2002)
identified two different sources of customer satisfaction in case of electronic commerce namely;
satisfaction with the website's performance in delivering information and satisfaction with the
quality of content mentioned in the information.

Anderson and Srinivasan (2003) defined customer satisfaction with reference to electronic
commerce as “contentment of the customer with respect to his or her prior purchasing experience
with a given electronic commerce firm”. Parasuraman et al., (1988) studied customer satisfaction
and concluded that service quality caused customer satisfaction. Further studies were conducted
to find whether service quality had any link to customer loyalty or not. Bloemer and Kasper
(1995) posited that customer satisfaction is a necessary precondition for loyalty but is not
sufficient on its own to automatically lead to repeat purchases (an action of customer loyalty).
Zeithaml, et al., (1996) found a significant link between service quality and behavioral intentions
(or customer loyalty). Authors confirmed service quality as an antecedent to behavioral
intentions. In case of electronic commerce, website quality has been found impacting consumers’
attitudes and behaviors. Product information and website design are important predictors of
customer satisfaction in online shopping context (Szymanski & Hise, 2000).

According to Li & Zhang (2002) enhanced website quality can help customers in smooth
and convenient transactions and prompt them to revisit the online store repeatedly. Later,
Anderson and Srinivasan (2003) examined the electronic commerce and defined customer
loyalty as "the customer's favorable attitude toward an electronic business resulting in repeat
buying behavior". Authors argued that a dissatisfied customer is more likely to explore for
information on alternative options and more likely to capitulate to competitor overtures than is a
satisfied customer.
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Corporate Image

Corporate image is of tremendous importance to service firms (Gronroos, 1982). Further,
author concluded that corporate image is the outcome of assessment of services made by the
consumers. Zimmer and Golden (1988) defined corporate image as “The overall impression left
on the minds of customers, as a gestalt and as an idiosyncratic cognitive configuration”.
Initially, research in the area of corporate image was focusing only on the retailers and the
manufacturers. No researchers considered consumer’s assessment of service as indicator of
corporate image. A thorough understanding of the components of corporate image may help
organizations in improving their competitive performances (Nguyen & LeBlanc, 1998).

It has been found in the literature that customer satisfaction is the main predictor of
customer loyalty in tangible as well as intangible product categories. But Andreassen and
Lindestad (1998) found that corporate image surpassed customer satisfaction as main predictor
of customer loyalty in complex and uncommonly purchased services contexts. These findings
enforced researchers across the globe to think differently by challenging the traditional view that
loyalty can be thought only if satisfaction is guaranteed. Further, various researchers like;
Bloemer and de Ruyter (1998); Koo (2003); McAlexander, et al., (2003); Hart and Rosenberger
(2004) proposed that customer satisfaction does not disappear at all from the picture but it may
act as a mediator in the relationship between corporate image and customer loyalty.

Commitment

Commitment is defined as “The belief that an ongoing relationship is so important that the
partners are willing to work at maintaining the relationship and are willing to make short-term
sacrifices to realize long-term benefits” (Bowen and Shoemaker, 1998, p. 15). Authors further
clarified about short-term sacrifices in terms of monetary or non-monetary, whereas long-term
benefits would be repeat purchases and positive word-of-mouth by consumers. Commitment is
of two types namely; affective commitment and calculative commitment (Mathieu & Zajac,
1990). According to Konovsky & Cropanzano, (1991) Affective commitment is defined as “it is
non-instrumental and is motivated by a generalized sense of positive regard for, and attachment
to, the brand or supplier, and the desire to continue the relationship because he or she likes the
brand or supplier and enjoys the relationship”. Affective commitment serves as a psychological
barrier to switching (Johnson et al., 2001). Authors explained calculative commitment as more
rational and economical in nature. It means high switching costs force customers to stay loyal to
companies. Furthermore, authors found mediation effects of affective and calculative
commitments in the relationship between customer satisfaction and loyalty. McAlexander et al.,
(2003) noted that for customers who demonstrate a sturdy relationship with a company,
commitment and trust supersede satisfaction as predictors of loyalty.

Trust

Trust can be defined as “the willingness to rely on an exchange partner in whom one has
confidence” (Moorman et al., 1993, p. 82). Accordingly, trust deals with the belief that one party
is able to fulfill the promise made to other party with the willingness to do. Trust is considered to
reduce uncertainty among consumers by managing risks helping them to make best choice with
ease (Morrison & Firmstone, 2000). Garbarino & Johnson (1999) argued that trust will be the
crucial factor in ascertaining customer commitment in tough times and helping in maintaining

5 1528-2678-25-3-395



Academy of Marketing Studies Journal Volume 25, Issue 3, 2021

long-term relationships. Literature has a good number of evidence about causal relationship
between trust and customer loyalty. There exists a negative relationship between trust and
probability that future relationship between parties will end (Morgan & Hunt, 1994). Shemwell
& Cronin (1995) argued that gender plays a significant role in relationships between consumer
and service providers with reference to trust and commitment. In their findings, authors found
that females place more emphasis on these in comparison to males. In addition, this study found
differences among types of service providers. There exists a direct relationship between trust in
salesperson and intentions to purchase with reference to store loyalty model (Macintosh &
Lockshin, 1997).

The Relationships among E-Service Quality, Customer Perceived Value, Customer
Satisfaction, Corporate Image, Commitment, Trust, and Loyalty

Various empirical studied in the past had confirmed strong positive influence of e-service
quality on customer satisfaction (c.f. Amin, 2016; Kao & Lin, 2016; Su et al., 2016; Carlson &
O’Cass, 2010). Higher customer satisfaction may be achieved with the help of high level of e-
service quality and subsequently increased customer loyalty can be achieved (Amin, 2016). Blut
et al., (2016) built a framework of e-service quality and its subsequent impacts on customer
satisfaction, repurchase intention and word-of- mouth outcomes. Higher customer perceived
value leads to higher customer satisfaction (Yu et al., 2014). Customer satisfaction and trust
positively affect customer loyalty in supplier-customer relationship (Singh and Sirdeshmukh,
2000). According to Yieh et al., (2007), trust has a positive impact on customer loyalty.

Authors confirmed these results in automobile service and repair industry. In the
information age, benevolence-based trust is considered as a central element of loyalty in tourism
context (Devece et al., 2015). Corporate image surpassed customer satisfaction as main predictor
of customer loyalty (Andreassen & Lindestad, 1998). Corporate image moderates the
relationship between corporate social responsibility and customer loyalty of insurance customers
in Taiwan (Lee, 2019). The robust relationship between customers and company augments loyal
behavior. In this context, commitment and trust supersede satisfaction as predictors of customer
loyalty (McAlexander et al., 2003). According to Alonso-Dos-Santos et al., (2020), customer
satisfaction, use, and trust are most critical in attaining customer loyalty for mobile banking
users.

Conceptual Framework and Hypotheses Development

This study proposed a research model to explain the online shopping behavior of
consumers. The study model includes constructs like; e-service quality (web site design,
reliability, security and customer service), customer value, customer satisfaction, corporate
image, commitment, trust and customer loyalty in Figure 1. The conceptual framework of this
study was inspired by expectation—confirmation model suggested by Bhattacherjee (2001) to
investigate the factors affecting customer loyalty in online retail context.

Hypotheses Development

Based on conceptual framework and literature review, the following study hypotheses were
formulated:

Hj: E-service quality positively affects Customer Value.
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H,: E-service quality positively affects Customer Satisfaction.

Ha: Customer Value positively affects Customer Satisfaction.

H,: Corporate Image positively affects Customer Satisfaction.

Hs: Customer Satisfaction positively affects Commitment.

He: Corporate Image positively affects Customer Loyalty

H-: Customer Satisfaction positively affects Customer Loyalty.

Hs: Commitment positively affects Customer Loyalty.

Ho: Trust positively affects Customer Loyalty.

Hio: Customer Value will have a mediating effect on the relationship between E-service Quality and

Customer Satisfaction.

Hii: Commitment will have a mediating effect on the relationship between Customer Satisfaction and
Customer Loyalty.

Hyo: Customer Satisfaction will have a mediating effect on the relationship between Corporate Image
and Customer Loyalty.

Customer
Valee

Figure 1
PROPOSED STUDY MODEL

RESEARCH METHODOLOGY
To examine the desired relationships among study constructs namely; e-service quality,

customer value, customer satisfaction, corporate image, commitment, trust and customer loyalty,
we collected primary data from the targeted respondents through field survey method. The focus
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of the research instrument was to understand the views of respondents about study constructs
with reference to online retail sector in India.

Sampling Design and Data Collection

The population for the present study included consumers residing in Gurugram, The
Millenium City, covered under National Capital Region of India. Gurugram is an Information
Technology hub of India. Majority of Multinational Companies have their corporate offices
located in this city. As a result, people from all over the country and also form different nations
reside here. This feature makes it highly qualified for conduction of perception based surveys.
Survey had screening question for potential respondent about familiarity online shopping
companies and selected respondent might have used electronic commerce companies for their
shopping. In order to achieve study objectives, the primary data was collected by using
convenience sampling method. This paper pencil based field survey was conducted in offline
mode. The target respondents were approached outside malls, markets of 14, 29, and 31 sectors
in Gurugram.

The measurement instrument used for the data collection was a structured questionnaire
with close-ended questions, which consisted of one second order construct namely; e-service
quality measured with four first order constructs lie; website design, customer service, security,
reliability, and nine first order constructs to measure the study variables namely; customer value,
customer satisfaction, commitment, corporate image, trust and customer loyalty.

The field survey helped in collecting 273 duly filled questionnaires from the respondents. After
elimination of incomplete questionnaires (30), wherein excessive amounts of important data
were missing, we were left with final 243 sample size.

Sample Size Justification

To assess the structural relationships among the study constructs, Structural Equation
Modeling (SEM) with AMOS 20.0 (Covariance based SEM) with maximum likelihood
estimation was employed in this study. Even though SEM is considered in case of testing
robustness of study model, there is some specific sample size requirement. In Structural Equation
Modeling as a rule of thumb, any number above 200 (critical sample size) is understood to
provide sufficient statistical power for data analysis (Hoelter, 1983; Hoe, 2008). In case of
current study, a sample size of 243 is considered sufficient for testing model fit and study
hypotheses.

Measurement Scales

In order to measure the study constructs, we have borrowed already established scales from
literature. To measure second order construct e-service quality, we have borrowed 25 items
scale (Website Design = 13 items; Customer Service = 5 items; Reliability = 3 items, Security =
4 items) developed by Wolfinbarger & Gilly (2002). Customer perceived value construct was
measured by 4 items scale developed by Zeithaml (1998). Customer satisfaction construct was
measured by 3 items scale developed by Anderson & Srinivasan (2003). Commitment construct
was measured by 3 items scale developed by Kumar et al., (1995). Corporate image construct
was measured by 3 items scale developed by Johnson et al.,, (2001). Trust construct was
measured by 3 items scale developed by Doney & Cannon (1997) and subsequently modified by
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Snehota & Soderlund (1998). Customer loyalty construct was measured by 3 items scale
developed by Zeithaml et al., (1996). All the study variables except corporate image were
measured on 7-point Likert’s scale (1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat
Disagree, 4 = Neither Disagree Nor Agree, 5 = Somewhat Agree, 6 = Agree, 7 = Strongly
Agree). Corporate image was measured on 7 point Likert’s scale (1 = Strongly Unfavorable, 2 =
Unfavorable, 3 = Somewhat Unfavorable, 4 = Neither Unfavorable Nor Favorable, 5 =
Somewhat Favorable, 6 = Favorable, 7 = Strongly Favorable) in Figure 2.
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Figure 2
CONFIRMATORY FACTOR ANALYSIS MODEL

Data Analysis

We have analyzed data to achieve the objectives of the study such as; general sample
description, and calculation of Cronbach’s alpha values to check reliability of the measurement
scales used in the study with the help of IBM SPSS 20.0, confirmatory factor analysis to test the
model fit, and higher order structural equation modeling using IBM AMOS 20.0 to estimate the
complete study model and test study hypotheses.
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General Sample Description

It can be seen from the above Table 1 that out of 243 sample respondents, 49.8 percent of
the respondents were of the age group 21 to 25 years, 23.9 percent of 26-35 years, 14.0 percent
of 36 to 45 years, 6.20 percent above 45 years.

Table 1
SAMPLE PROFILE
S.N. Variable Levels Number Percentage
Below 20 15 6.2
20-25 121 49.8
1 Age 26-35 58 23.9
36-45 34 14.0
46-60 10 4.1
Above 60 5 2.1
Male 161 66.30
2 Gender
Female 82 33.70
Married 89 36.60
3 Marital Status
Unmarried 154 63.40
Pre-Intermediate 2 0.80
. e Intermediate 7 2.90
4 Educational Qualification Graduate 83 3420
Post Graduate 151 62.10
Self-Employment 22 9.1
Salaried/Wage Earner 90 37.0
Business 14 5.8
5 Employment Status Professional 33 13.6
Student 81 33.3
Others 3 1.2
Below 10000 13 5.3
10000-25000 35 14.4
6 Monthly Household Income (In Rs.) 26000-50000 46 18.9
51000-75000 39 16.1
Above 75000 110 45.3

Majority of respondents were males with 66.30 percent and females respondents were of
less percentage of 33.70 percent. The majority of the respondents were unmarried (63.40
percent), as percentage of married was 36.60 percent. There were more post graduate
respondents (62.10 percent) than graduate and others. Moreover, the occupational variables
showed the percentage of salaried/wage earner, student, professional, self employment, business
and others were 33.00 percent, 33.30 percent, 13.60 percent, 9.10 percent, 5.80 percent, and 1.20
percent respectively. In the field survey it was also found that the respondents came from
different income backgrounds; a major part of them (45.30 percent) earned greater than Rs.75,
000 monthly (household) but below Rs.25000 were 19.70 percent. For normality, the univariate
skewness and univariate kurtosis of the observed variables were calculated. The maximum
univariate skewness observed in the dataset is -0.917, and the maximum univariate kurtosis
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observed is 0.872. West et al., (1996) suggested that normality may be a problem when the
numerical values of univariate skewness and kurtosis cross 2 and 7, respectively.

Since there is no mechanism in place to completely remove any type of bias in responses,
efforts are made to reduce the biasness to the manageable level. The present study employed
Harman’s single factor test (Harman, 1976) to detect common method variance. In this test,
CMV is a concern if a single dimension accounts for the majority of the variance, then there may
be high chances of presence of common method variance problem (Podsakoff et al., 2003). In the
data analysis, none of factors explained more than 50 percent of the variance. Hence, this dataset
didn’t show problem related to common method variance.

Reliability Analysis

Table 2
RELIABILITY ANALYSIS RESULTS
S.N. Name of Construct Cronbach’s Alpha

1 Website Design 0.894
2 Customer Service 0.872
3 Reliability 0.821
4 Security / Privacy 0.902
E-service Quality 0.947
5 Customer Value 0.847
6 Customer Satisfaction 0.860
7 Corporate Image 0.816
8 Commitment 0.852
9 Trust 0.856
10 Customer Loyalty 0.896
Overall 0.974

To test reliability of the measurement scales, we followed the criteria (Cronbach’s alpha
value > 0.70) suggested by Nunnally & Bernstein, (1994). It can be seen from the above table 2
that all the Cronbach’s alpha values range from 0.816 to 0.974, thus it can be concluded that the
measurement scales used in the study met the reliability criteria.

Confirmatory Factor Analysis Results

Confirmatory Factor Analysis model with first and second order constructs had a total of
122 distinct parameters and 1081 distinct sample moments. A minimum was achieved with chi-
square value 1763.522 (df = 959, p < .000). All parameters of the study were practicable and
standard errors in acceptable limits. Statistical significance of parameter estimates was
established as test-statistic (t-value) in each case was greater than threshold limit of 2.58. The
study model showed a good fit exhibited by numerous goodness-of-fit indices. Ratio of
minimum discrepancy (CMIN = 1763.522) to degrees of freedom (DF =959) was 1.839 (good if
< 3), Goodness of Fit Index (GFI) was 0.893 (good if >0.90), Incremental Fit Index (IFI) was
.912 (good if >0.90), Tucker-Lewis Index (TLI) was .924 (good if >0.90), Comparative Fit Index
(CFI) was 0.937 (good if > 0.90), Root Mean Square Residual (RMR) was 0.041 (good if <
0.05), Root Mean Square Error of Approximation (RMSEA) was 0.042 (good if < 0.08),
PCLOSE = .547 (good if close to 1), ECVI = 8.296. All indices exceeded the recommended
threshold levels (Browne & Cudeck, 1993; Bagozzi & Yi, 1988). Therefore present study model
was confirmed.
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Convergent and Discriminant Validity

Table 3
RESULTS

CR AVE CpPV CMT TRS CLT CRI CUS ESQ

CpV 0.849 0.585 0.765

CMT 0.855 0.664 0.574 0.815

TRS 0.858 0.601 0.497 0.489 0.775

CLT 0.895 0.632 0.502 0.435 0.465 0.795

CRI 0.819 0.532 0.372 0.489 0.447 0.475 0.729

CuUsS 0.862 0.676 0.344 0.417 0.477 0.432 0.405 0.822

ESQ 0.932 0.774 0.218 0.455 0.472 0.448 0.437 0.452 0.880

It is highly recommended in the literature that convergent and discriminant validities of
measurement constructs should be ensured. In the current study, convergent validity was checked
by reviewing factor loadings, Average Variance Extracted (AVE) and Composite Reliability
(CR) as suggested by Hair et al. (2010). It can be concluded from the above table 3 that all
factor loadings and composite reliability surpassed the requirement of 0.70 criteria. Moreover,
the average variances extracted (AVES) in the case of all four constructs were all above the 0.50
level (Bagozzi and Yi, 1988; Fornell and Larcker, 1981), thus indicating high levels of
convergence among the items in measuring their respective constructs. To assess discriminant
validity, we followed the procedure suggested by Fornell & Larcker (1981) and Hair et al.,
(2010). The procedure states that the square root of AVE should be greater than correlation
among the constructs. We found strong evidences in our analysis that the square root of AVE
was greater than correlation among the constructs. Thus, discriminant validity among the
constructs was established.

Structural Equation Modeling Results (Hypotheses Testing)

The parameters estimates from current study model are evident from structural model of
SEM in terms of path coefficients.

Direct Relationships

Table 4
PATH COEFFECIENTS OF DIRECT RELATIONHIPS
S.N. | Hypothesis Relationship B S.E. C.R. p-value R’
1 H; CPEV <- ESQ 0.892 0.093 9.812 < 0.000 0.796
2 H, CUST <- ESQ 0.137 0.061 2.262 0.013
3 Hs CUST <- CPEV 0.543 0.134 3.501 < 0.000 0.855
4 H, CUST <- CRIM 0.628 0.052 9.205 < 0.000 '
5 Hs CMMT <- CUST 0.814 0.098 9.205 < 0.000 0.626
6 Hs CULY <- CRIM 0.485 0.060 7.155 < 0.000
7 He CULY <- CUST 0.690 0.134 5.872 < 0.000
8 Hsg CULY <- CMMT 0.505 0.074 7.154 < 0.000 0.797
9 Hy CULY <-TRST 0.171 0.152 1.125 0.131

It can be concluded from the above Table 4 that 8 study hypotheses were supported at 5%
level of significance. We found positive significant effects of second order construct Electronic
Service Quality on Customer perceived value (f = 0.892, p < 0.000); Electronic Service Quality
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on Customer Satisfaction (p = 0.137, p = 0.013); Customer perceived value on Customer
Satisfaction (B = 0.543, p < 0.000); Corporate Image on Customer Satisfaction (p = 0.628, p <
0.000); Corporate Image on Customer Loyalty (p = 0.485, p < 0.000); Customer
Satisfaction on Customer Loyalty (f = 0.690, p < 0.000); Customer Satisfaction on Commitment
(B = 0.814, p < 0.000); Commitment on Customer Loyalty (B = 0.505, p <0.000); Trust on
Customer Loyalty (B =0.171, p < 0.131).

Mediation Analysis

In the present study, four objectives were related to test for the mediation effects among
various constructs. We have used the model mentioned below to examine the proposed
mediation effects Baron & Kenny (1986) suggested a method to test for mediation effects among
study constructs. In our study, we tested the mediating effects by using this method. The
mediation analysis was conducted with the help of structural equation modeling and results are
presented in the given Table 5.

Table 5
PATH COEFFICIENTS

Relationship Direct without Mediator Direct with Mediator Indirect
CUST < ESQ 0.653 (0.000) 0.452 (6.001) 0.997 (0.016) Partial
CULY <--- CUST 0.643 (0.000) N 6%2"('(\)%0) -y églgt?g)]
CULY<-— CRIM 0.366 (0.000) 0.12%’(3587) Fodﬁzhaégigtlig)n

It is quite evident from the above Table 5 that customer satisfaction had fully mediated
relationship between corporate image and customer loyalty (B = 0.426, p= 0.010). We found
evidence of partial mediation of the customer perceived value in the relationship between
electronic service quality and customer satisfaction (=0.397, p= 0.016). But we did not find
mediation effect of commitment in the relationship between customer satisfaction and loyalty (B
=0.177, p=0.056). All these study hypotheses were tested at 5% level of significance.

DISCUSSION AND CONCLUSION

The main objective of this study was to test the effects of e-service quality, customer
satisfaction, and customer perceived value, corporate image, trust and commitment on customer
loyalty in online retail settings. The study model yielded a superior fit and explained a good
amount of variance in customer loyalty (R2 = 0.797). Study findings supported all nine
hypotheses indicating direct paths. Firstly, the effect of electronic-service quality on customer
satisfaction was found significant and positive. These results are consistent with the findings of
Chen and Yang (2015). The conceptualization of electronic service quality used in the present
research proved to have a better ability to envisage consumer behavior than other generally used
scales like eTailQ, WebQual and E-S-Qual (Blut et al., 2015). Moreover, we found evidence of
partial mediation effect of customer perceived value on the relationship between electronic-
service quality and customer satisfaction. Therefore, electronic-commerce companies should
focus on improving electronic service quality in terms of customer friendly website design,
reliable services, secure consumer personal information and prompt and empathetic customer
service. According to Zeithaml (1988), perceived customer value is the ratio of perceived
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benefits to perceived costs. Therefore, this study strongly suggested that online retail stores
should try to increase the benefits (like; quality of goods and services, image value, competitive
price, fast delivery etc.) and reduce the costs (like; times and search costs, monetary,
energy etc.). Also the results confirmed positive significant effects of customer satisfaction,
commitment and corporate image on customer loyalty. Besides, a significant impact of trust on
customer loyalty was also confirmed.

Secondly, this study proposed an integrative model to explain the user's online shopping
behavior which was based on established relationships among electronic-service quality,
customer perceived value, customer satisfaction, commitment, corporate image, trust, and
customer loyalty. Unlike past studies, we consider that satisfaction is not the only factor with a
considerable influence on loyalty: loyalty is also explained by the corporate image, commitment
and trust a customer has in the firm.

Study results confirmed impacts of customer satisfaction, corporate image and
commitment on customer loyalty. E-Service Quality is crucial in attaining e-satisfaction, which
subsequently leads to achieve e-Loyalty (Amin, 2016). Customer satisfaction is ensured through
best management of e-service quality in content-driven e-service web sites (Carlson & O’Cass,
2010). In internet banking context, e-satisfaction was found to be predicted by e-service quality
dimensions (Zavareh et al., 2012).

This study confirmed significant impact of commitment on customer loyalty. These results
are consistent with the findings of study conducted in telecom settings by 1zogo (2017).

The current study couldn’t establish significant impact of trust on customer loyalty. In the
relationship between corporate image and customer loyalty, we found full significant mediating
impact of customer satisfaction. It means, alone corporate image may not help e-commerce firms
to ensure customer loyalty, but they need to constantly focus on customer satisfaction, which can
be assured by providing high service quality. On the other hand, commitment did not mediate the
relationship between customer satisfaction and loyalty. It means that satisfied customer will
definitely exhibit loyalty towards the firm.

Implications of the Study

The results of this study hold implications for both academicians and managers. In terms of
academics, the results of the study demonstrated the need to include constructs like corporate
image and commitment in addition to electronic service quality, customer-perceived value, and
customer satisfaction in the integrated model to explain customer loyalty. These constructs can
explain that myopic focus on electronic service quality may not assure customer loyalty, but
focus on building positive corporate image and commitment by firms for best serving customers
is also very important in present highly competitive markets. Further, this study also proved
efficacy of expectation—confirmation model in explaining customer loyalty with the help of
commitment, corporate image in addition to service quality, customer perceived value and
satisfaction.

In the study, results confirmed positive significant direct effect of customer satisfaction on
loyalty. Moreover, customer perceived value partially mediated relationship between electronic
service quality and customer satisfaction. Therefore, to ensure customer satisfaction, managers
need to focus on all service quality attributes in case of electronic commerce like; design of
websites, protection of personal and financial information of customers, reliable services in terms
of order placement, delivery and entire transaction process, and most important attribute namely
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customer service, because, there is high probability of service failure in case of online service
transactions.

Managers need to understand how electronic service quality is formed and how important
each attribute and factor of electronic service quality is to warrant customer satisfaction and
trust, which in the end can help to retain online customers. Managers can improve the service
quality of online stores based on the results of this research and combine it with the recent
market trends. Corporate image and commitment were found significant predictors of customer
loyalty in our study. Therefore, it is suggested that managers should put their committed efforts
to sustain corporate image of the firm in the eyes of the customers.

Limitations and Future Scope of the Study

There are various limitations of this study that should be considered when interpreting its
results and recommendations are made. First limitation is related to data used to test the
integrated model and study hypotheses. The results of the study are based on cross-sectional
primary data, which may lead to measurement error (it is very difficult to avoid random error). It
is highly suggested to conduct longitudinal study in order to understand changes in loyal
behavior of customers for streamlining marketing strategies. Respondents for this study were
expected to respond to close-ended questions. This restricts the exploratory aspect of research.
Similar types of studies should be conducted across different cultural settings to check for effect
of cultural aspects. Further, future studies may relate customer loyalty with the profitability of
the firms in online retail context.
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