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Abstract 
This paper analyzes the role of online satisfaction and e-trust as mediators in the relationship between electronic 
service quality (e-SQ) and online loyalty (integrating behavioral and attitudinal elements), in the context of 
e-shopping. In an increasingly competitive environment, e-retailers need to know the determinants of the success 
of their online distribution channels in terms of service quality and the influence of this on e-satisfaction, e-trust 
and e-loyalty. Using a sample of 302 website users of amazon.com in Jordan, confirmatory factor analysis and 
structural equation modeling were performed to test the relationship between these dimensions. Three 
dimensions were found to be the main explanatory factors of e-SQ, namely efficiency, privacy and customer 
service. In addition, it was confirmed that satisfaction mediates the relationship between e-SQ and behavioral 
and attitudinal loyalty.  
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1. Introduction 
The relationships between service quality, customer satisfaction, trust and loyalty are well documented in the 
services literature (Parasuraman, Zeithaml, & Berry, 1988). Moreover, the way in which electronic service 
quality (e-SQ) positively influences online businesses success has been established in the literature (Yang & 
Fang, 2004; Zeithaml, Parasuraman, & Malhotra, 2002). This relationship often leads to customer purchase 
intentions (Aladwani, 2006), customer satisfaction (Kim & Stoel, 2004), website brand equity (Tsao & Tseng, 
2011) and online loyalty (Flavián, Guinalíu, & Gurrea, 2006; Gounaris, Dimitriadis, & Stathakopoulos, 2010; 
Gronholdt, Martensen, & Kristensen, 2000; Marimon, Petnji, & Casadesus, 2012). 

In addition, the literature focuses on the relationships that exist between service quality and perceived value, and 
the impact of these on customer satisfaction, corporate image, and behavioral intentions (Al Dmour, Alshurideh, 
& Shishan, 2014; Wu, 2014; Hu, Kandampully, & Juwaheer, 2009; Cronin, Brady, & Hult, 2000).  

However, despite the insights provided by these studies, no specific studies on the dimensions of e-SQ and the 
consequences of these for the online shopping sector yet exist (Kassim & Abdullah, 2010; Jin, Yong, & Kim, 
2008; Anderson & Srinivasan, 2003). As a result, the set of relations between the four important elements for the 
success of e-services (e-SQ, e-satisfaction, e-trust, and e-loyalty) is also not yet clear. This work contributes to 
the e-services literature by clarifying the relationship between these constructs. In this study, satisfaction is 
considered as a result of e-SQ, and it affects e-trust and e-loyalty, affecting behavioral loyalty first and attitudinal 
loyalty second. To the knowledge of the authors, this specific effort has not yet been undertaken, particularly in 
the context of e-services in the online shopping sector. 

To carry out this study, a scale for measuring e-SQ, e-satisfaction, e-trust, and e-loyalty is proposed and 
validated. Second, a model of the relationships between the four constructs is designed and tested, and, in 
particular, we investigate whether e-SQ positively and directly affects online loyalty (behavioral or attitudinal), 
together with whether e-satisfaction and e-trust are mediating variables in this relationship. 
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2. Literature Review 
2.1 Electronic Service Quality 

E-services have been defined as services that are offered via the internet (Rust, 2001; Zeithaml, Parasuraman, & 
Malhotra, 2002), are managed by customers (Ruyter, Wetzels, & Kleijnen, 2001), and are interactive in nature 
(Fassnacht & Koese, 2006). Initially, it was thought that a web presence and low prices for the items were the 
main factors ensuring success in e-services. Recently, issues related to e-SQ have been identified as the key 
elements (Parasuraman, Zeithaml, & Malhotra, 2005; Zeithaml, Parasuraman, & Malhotra, 2002). Previous 
research has highlighted the poor quality of service delivery over the internet (Ahmad, 2002; Cox & Dale, 2002), 
and the need to modify previous e-SQ measures such as SERVQUAL, so that they better suit the context of a 
web-based service (Li, Tan, & Xie, 2002). It is necessary to understand better how customers perceive and 
evaluate services (Zeithaml, Parasuraman, & Malhotra, 2002), and to develop a strategy based on providing 
customers with high quality e-SQ. Following such a strategy, customers would feel satisfied with the service and 
their loyalty would be gained, as is the case with traditional services (Reichheld & Schefter, 2000). 

At present, there is no unanimous agreement in the literature on the concept of e-SQ. While some scholars have 
focused their studies on the quality of the website (e.g., Loiacono, Watson, & Goodhue, 2002; Li et al., 2002), 
others have adopted a broader view, including contacts with personal agents for customer services (Yang, 
Peterson, & Cai, 2003). The first stream is represented by Grönroos, Heinonen, Isoniemi, & Lindholm (2000), 
who believe that e-SQ can be divided into a functional dimension (what is delivered as a result of the service) 
and a technical dimension (how the service process is delivered). This view has been echoed and expanded by 
other researchers (Bauer, Falk, & Hammerschmidt, 2006; Parasuraman et al., 2005; Rust & Lemon, 2001), who 
believe that a comprehensive definition of e-SQ should go beyond mere commercial transactions and take into 
account all the key events and interactions that occur before, during and after the delivery of e-services. In this 
view, e-SQ is the degree to which a website facilitates a purchase efficiently, meeting the needs and expectations 
of the customer and without creating problems (Gummerus, Liljander, Pura, & Van Riel, 2004). 

Generally, when looking at the e-SQ literature, two main research themes appear. The first stream of research in 
the E-SQ literature focuses on developing scales to measure e-SQ in a number of different contexts and 
dimensions. For example, in the library context, O’Niell, Wright, & Fitz (2001) developed an online library 
service quality scale. In the tourism context, Ho & Lee (2007) developed an E-travel service quality scale, and 
Cristóbal, Flavián, & Guinalíu (2007) developed a scale to measure e-SQ for a tourism website. In the banking 
context, a scale to measure E-banking service quality was developed by Ibrahim et al. (2006). In the web context, 
a number of scholars (e.g., Aladwani & Palvia, 2002; Barnes & Vidgen, 2002; Bauer et al., 2006; Gounaris & 
Dimitriadis, 2003; Swaid & Wigand, 2009; Yang, Peterson, & Cai, 2005) have developed scales to measure 
website service and portal quality. Moreover, in the retailing context, a number of scales to measure electronic 
retailing service quality have been developed by Yoo & Donthu (2001), Collier & Bienstock (2006), 
Wolfinbarger & Gilly (2003). 

The second stream of research in E-SQ literature focuses on the influence of E-SQ on a number of variables, and 
positive and significant links have been found between E-SQ and these variables. The variables include 
satisfaction (e.g., Zeglat, Shrafat, & Al-Smadi, 2016), behavioral intentions and attitudes (e.g., Lien, Wen, & Wu, 
2011; Zeglat, Shrafat, & Al-Smadi, 2016), trust (e.g., Beneke, Acton, Richardson, & White, 2011), and loyalty 
(e.g., Chen, Kune, Tsai, Hsu, & Lee, 2013; Cristóbal et al., 2007; Kassim & Abdullah, 2010; Swaid &Wigand, 
2009; Prougestaporn, Visansakon, & Saowapakpongchai, 2015; Wali & Opara, 2012). However, despite the 
insights provided by these studies, limited research attention has been given to exploring this issue in a new 
context such as Jordan. In addition, none of the previous work has attempted to measure the influence of e-SQ on 
different types of loyalty (behavioral and attitudinal) through e-satisfaction and e-trust. 

2.2 Dimensions of E-SQ 

The first proposals for the description of e-SQ as a multidimensional construct, and for its measurement through 
a scale that adapts the dimensions of traditional service quality, were developed by Parasuraman et al. (2005), 
using the E-S-QUAL scale in the field of e-commerce. However, the characteristics that differentiate traditional 
service from e-service led to a necessary revision of the dimensions and items that make up the traditional scale. 
Consequently, numerous authors have developed new models for understanding and measuring e-SQ (WebQual 
(Loiacono, Watson, & Goodhue, 2007), and eTransQual (Bauer et al., 2006), and have proposed a number of 
dimensions (efficiency, privacy/security, fulfilment/reliability, enjoyment, and customer service/communication). 

Efficiency refers to the ability of a website to offer relevant information to help consumers obtain the products 
they desire with minimal effort (Zeithaml, Parasuraman, & Malhotra, 2002), and consequently affects e-SQ. The 
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efficiency dimension is broken down into several sub-dimensions: informational content and website updating 
(Li et al., 2002; Wolfinbarger & Gilly, 2003), website design (Yen & Lu, 2008), usability (Parasuraman et al., 
2005), and navigation (Bauer et al., 2006). Swaid & Wigand (2009) and Águila, Padilla, & Al-dweeri (2013) 
confirmed that information has positive effects on e-satisfaction, while Herington & Weaven (2007) noted 
that, although efficiency is found to be most important overall and is rated most highly by respondents, it 
has the least impact upon satisfaction. Efficiency has a positive impact on customer trust, however (Kao & 
Lin, 2016; Kim, Jin, & Swinney, 2009). Hansen & Jonsson (2013) found that efficiency has no positive 
impact on e-trust. Thus, the following hypotheses are proposed: 

H1.a: Efficiency is positively related to e-satisfaction.  

H1.b: Efficiency is positively related to e-trust.  

Furthermore, privacy/security is considered one of the most important aspects of e-SQ (Lee & Lin, 2005; 
Parasuraman et al., 2005; Van Riel, Semeijn, & Janssen, 2003). Generally, online customers cannot interact with 
the employees or physical facilities of the firm with which they deal (Reichheld & Schefter, 2000), so it follows 
that trust must be established in other ways. In fact, among the factors that have prevented the more rapid 
development of electronic commerce, the most noteworthy is the lack of trust and the perceived insecurity of 
making or receiving payments over the internet (Bauer et al., 2006; Malhotra & Segars, 2005). Some authors 
have found that privacy does not exert a significant influence on e-satisfaction (Cristóbal et al., 2007; Kim & 
Stoel, 2004).  

The results obtained by Kim et al. (2009) suggest that privacy is a driver of e-trust, which, in turn, leads to 
customer e-satisfaction. Ribbink, Van Riel, Liljander, & Streukens (2004) also found that in an online 
environment privacy has a high impact on customer trust and even on establishing long-term relationships with 
customers (Alshurideh, Al Kurdi, Vij, Obiedat, & Naser, 2016). Consequently, the following hypotheses are 
formulated: 

H2.a: Privacy is positively related to e-satisfaction.  

H2.b: Privacy is positively related to e-trust.  

Customer service/communication refers to the ability of a site to maintain relationships with customers when 
problems arise in transactions. This is normally done by keeping channels of communication open with 
customers (Santos, 2003), providing assistance if problems arise (Wolfinbarger & Gilly, 2003), and, 
consequently, adding value (Cox & Dale, 2002). Customer service/communication also constitutes an important 
factor for e-SQ (Gounaris & Dimitriadis, 2003). Wolfinbarger & Gilly (2003) considered customer service to be 
the level of response or support and the desire to respond quickly to a customer when a question is asked. Cox & 
Dale (2002) noted that customer service adds value to the customer experience and helps to build relationships 
with customers, with additional services and information being offered. According to these authors, it is possible 
to establish long-term customer relationships by offering a customized service, encouraging frequent purchases 
and offering services that add value. Lee & Lin (2005) found customer service to affect e-satisfaction mildly. The 
following hypotheses are proposed: 

H3.a: Customer service is positively related to online customer satisfaction.  

H3.b: Customer service is positively related to online customer trust.  

2.3 E-satisfaction 

Satisfaction in the virtual environment (i.e., online satisfaction) has become an important topic of analysis, being 
a key factor in competing with rivals and achieving success in the market (Anderson & Srinivasan, 2003; Cox & 
Dale, 2001; Zeglat et al., 2016). However, it is a difficult concept to define, because of its numerous interactions 
with other variables. Nevertheless, it may be considered an affective attitude, influencing the user’s behavior and 
assessment of the products/services, which in turn determines the user’s fidelity (Zhang & Dran, 2000). The 
determinants of the construct have been studied (Szymanski & Hise, 2000), as have its relationships with e-SQ 
and online loyalty (Cyr, Kindra, & Dash, 2008; Gounaris et al., 2010; McKinney, Yoon, & Zahedi, 2002). The 
relationship between e-SQ and satisfaction, including information quality and customer expectation matching, 
has been modeled by a number of researchers (McKinney et al., 2002; Zeglat et al., 2016). Moreover, Hsu & Hsu 
(2008), Shahabuddin (2014), and Zeglat et al. (2016) found that there were significant and positive correlations 
between service quality and both customer satisfaction and customer loyalty. 

2.4 E-trust 

The concept of trust is also one of the most important elements in the creation of long-term relationships with 
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customers, especially in relation to maintaining the confidentiality of information relating to clients, and in 
relation to commitments to provide the best service/product over time. Trust is generally formed between an 
organization and its customers through: 1) efficiency, meaning competence in providing the service, and 2) 
attention customer interest (Singh & Sirdeshmukh, 2000). Chu (2009) defines trust as a human characteristic that 
is based on the assessment of another’s personality traits. There are several definitions of trust in the online 
environment, including that trust is a set of distinct beliefs in a person’s integrity, benevolence, and ability 
(Gefen, Karahanna, & Straub, 2003). According to McKinney, Yoon, & Zahedi (2002), e-trust depends on the 
assurance of security, reputation, web searching, fulfillment (e.g., willingness to customize), presentation (e.g., 
web quality), technology, and interactions (e.g., e-forums). Kim et al. (2009) claimed that online retailers should 
realize that, in order to build e-loyalty and e-satisfaction, there has to be a prior development of e-trust. A study 
by Kao & Lin (2016), which aimed to test whether relationships exist between trust and loyalty, suggested that 
loyalty has a positive relationship with trust, and that trust exerts a positive impact on loyalty. Some authors 
(Ribbink et al., 2004; Ghane, Fathian, & Gholamian, 2011) have claimed that e-trust does not only have a direct 
impact on e-loyalty, but also has an indirect influence on e-loyalty through e-satisfaction. We assume that e-trust 
has an indirect influence on e-loyalty through e-satisfaction. Singh & Sirdeshmukh (2000) have argued that in 
any buyer-seller relationship, the buyer’s trust evaluations before a specific exchange episode have a direct 
influence on the buyer’s post-purchase satisfaction. Additionally, previous studies have found e-trust to be a 
strong predictor of e-satisfaction (e.g., Al-Nasser, Yusoff, Islam, & ALNasser, 2013; Kim et al., 2009).  

2.5 E-loyalty 

Online loyalty has parallels with the concept of loyalty to an establishment, in the sense that loyalty to an 
establishment generates purchase behavior and repeated visits to the store (Anderson & Srinivasan, 2003; 
Gommans, Krishnan, & Scheffold, 2001). To date there have been a number of papers that demonstrate how 
e-SQ influences online loyalty (Flavián et al., 2006; Srinivasan, Anderson, & Ponnavolu, 2002; Prougestaporn, 
Visansakon, & Saowapakpongchai, 2015). However, these studies do not distinguish between the two types of 
loyalty (attitudinal and behavioral). Attitudinal loyalty refers to a positive attitude that leads to repeated behavior 
(Soltani & Gharbi, 2008) and is considered to be true loyalty. Behavioral loyalty refers to the customer’s 
commitment to the brand, thus taking into account the emotional component that would incite customers to 
change supplier if the supplier changes its marketing strategy (Pitta, Franzak, & Fowler, 2006). Thus, loyalty 
does not solely concern repurchasing behavior, and nor does it solely concern commitment, but it takes both 
factors together, by considering that loyalty also arises from a consumer’s psychological involvement with the 
website, which results in a positive attitude and an effective repurchasing intention (Pritchard, Havitz, & Howard, 
1999). E-SQ has been found to influence trust and to explain the emotional loyalty of website visitors (Lynch, 
Kent, & Srinivasan, 2001). 

2.6 Relationship between Online Satisfaction and Loyalty 

In services, the relationship between satisfaction and loyalty seems almost intuitive, and several researchers (e.g., 
Chen et al., 2013; Cronin & Taylor, 1992; Prougestaporn, Visansakon, & Saowapakpongchai, 2015; Woodside, 
Frey, & Daly, 1989) have attempted to confirm this idea. Satisfaction affects a user’s behavior and his or her 
assessment of the service, and this in turn affects loyalty (Zhang & Dran, 2000). However, a few studies have 
addressed this relationship (between satisfaction and online loyalty) for e-services. For instance, Anderson & 
Srinivasan (2003) considered that the impact of satisfaction on online loyalty is affected by several variables, 
such as trust and the e-commerce value received. This relation is stronger in virtual environments than in 
traditional ones (Shankar, Smith, & Rangaswamy, 2003), and achieving loyalty in virtual environments is more 
difficult and costly than in the offline world (Van Riel, Liljander, & Jurriens, 2001). Moreover, if online loyalty 
is to be achieved then e-SQ is required to meet the customer’s expectations (Cristóbal et al., 2007). We can 
consider satisfaction to mediate between the other two concepts, given that if service quality is not satisfactory 
then the customers will have no loyalty. Moreover, using a development of the e-SERVQUAL scale for 
measuring the quality of service, Aladwani (2006) demonstrated a positive relationship between satisfaction and 
loyalty. Similarly, using the same scale, Dunn, Baloglu, Brewer, & Qu (2009) demonstrated the relationship 
between the three constructs. Finally, applying the PeSQ model, Cristóbal et al. (2007) showed that e-SQ is an 
antecedent of satisfaction and that this in turn is an antecedent of loyalty. Additionally, Kassim & Abdullah 
(2010) found a positive relationship between satisfaction and loyalty. This study therefore examines the 
relationship between e-satisfaction, e-trust, and the two aspects of loyalty (behavioral and attitudinal).  

H4: e-satisfaction is positively related to e-trust. 

H5.a: e-satisfaction is positively related to customer behavioral loyalty online.  
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Table 2. Structural parameters 

Causal Path 
Estimated 
coefficient 

S.E. P 
Standardized estimated 
coefficient 

Hypothesis 

Efficiency  --˃ Satisfaction 0.22 .10 .03 0.40 Not supported 

Privacy --˃ Satisfaction 0.16 . 10 .10 0.21 Not supported 

Customer Service --˃ Satisfaction 0.39 .08 *** 0.40 Supported 

Efficiency --˃ Trust 0.19 .12 .13 0.22 Not supported 

Privacy --˃ Trust 0.08 .11 .49 0.09 Not Supported 

Customer Service --˃ Trust 0.29 .10 .00 0.28 Supported 

Satisfaction --˃ Trust 0.41 .11 *** 0.38 Supported 

Satisfaction --˃ Attitudinal 0.23 .13 .07 0.25 Not supported 

Trust --˃ Behavioral 0.74 .08 *** 0.73 Supported 

Trust --˃ Attitudinal 0.30 .11 .01 0.37 Supported 

Behavioral --˃ Attitudinal 0.24 .11 .04 0.29 Supported 

Note. S.E.: Standard Error. P: p-value, three stars, “***”, means the p-value is less than 0.001. 

 

4. Discussion, Limitations and Future Research 
The aim of this study was to discover the extent to which the attributes of e-service quality perceived by the 
customers of online stores led to a disposition to be a loyal customer, in a new geographical context (Jordan). 
Using a student sample from the University of Jordan (N=302), this study found that loyalty (i.e., behavioral and 
attitudinal loyalty) depends on the customer’s opinion of the quality of service for the online shopping, with 
efficiency, privacy and customer service being the main explanatory factors fore-SQ. Furthermore, 
satisfaction was found to mediate the relationship between e-SQ and behavioral and attitudinal loyalty. 

According to the results, and in contrast to the previous findings (e.g., Gera, 2013; Shahabuddin, 2014; Zeglat et 
al., 2016), efficiency and privacy were found to have no impact on e-satisfaction. However, significant links 
were found between customer service and e-satisfaction and trust, and here the results were similar to those of 
other studies (e.g., Al-Nasser et al., 2013; Kao & Lin, 2016; Shahabuddin, 2014; Swaid & Wigand, 2009). 
Consequently, customer service has a positive influence one-satisfaction and trust, while content and ease of use 
has no impact. This is because the respondents in this study were young people and were students, so they 
possess great skills for finding the information they want and navigating through the information easily; this is 
consistent with Hansen & Jonsson (2013). 

Furthermore, regarding the link between trust, satisfaction, and loyalty (attitudinal and behavioral), positive and 
significant relationships were found between e-satisfaction and e-trust, and between e-trust and e-loyalty. 
Additionally, while the link between these variables has been established before (Chen et al., 2013; Cristóbal et 
al., 2007; Kassim & Abdullah, 2010; Swaid & Wigand, 2009; Prougestaporn, Visansakon, & Saowapakpongchai, 
2015; Wali & Opara, 2012), this finding can be distinguished because it establishes a link between trust and two 
different types of loyalty (attitudinal and behavioral). Furthermore, the literature appears to use different 
dimensions of loyalty when measuring it, taking it as a single construct (Cristóbal et al., 2007; Wali & Opara, 
2012), or in terms of intent contribution and word of mouth (Kassim & Abdullah, 2010), or in terms of 
preference loyalty, price tolerance or complaint behavior (Swaid & Wigand, 2009). As a result, this study 
contributes to the literature by examining and finding significant links between e-SQ and behavioral and 
attitudinal loyalty. This distinction is important and means that for a firm to get a competitive advantage it should 
take into consideration the causal relationships between e-satisfaction, e-trust, behavioral loyalty and attitudinal 
loyalty, without ignoring any of these constructs. 

To conclude, this study found customer service to be the most important factor in customer trust. Consequently, 
to obtain the satisfaction and trust of customers the online stores should take into consideration factors such as 
after-sales support, by showing a sincere interest in solving any problems encountered by customers and 
providing a quick response to customer needs (Parasuraman et al., 2005; Wolfinbarger & Gilly, 2003). Moreover, 
in this research we can confirm that there are positive relationships between the main constructs of the 
measurement model: e-satisfaction, e-trust and two types of e-loyalty (behavioral and attitudinal). E-trust is an 
antecedent of e-satisfaction, and consumers will be satisfied if the website has given them reasons for trust. The 
results of this research confirm those obtained by Singh & Sirdeshmukh (2000), who proposed that consumers’ 
trust evaluations have a direct influence on their post-purchase satisfaction. 
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Additionally, there are several implications for managers in the results of this research. Online stores must work 
on their customer care strategies to ensure that their products and services are delivered at the promised time or 
as quickly as possible. Also, it is important to help customers if problems arise, and to offer excellent after-sales 
support, because service failures and product recalls often lead to customers complaining, switching providers, 
or even taking revenge (Obeidat, 2014).  

However, as with all studies dealing with human behavior, there are a number of limitations to this research. The 
first is that only one established online retailer (i.e., amazon.com) was analyzed. Further investigation of several 
companies is recommended. Furthermore, experimental web sites designs are often recommended in this context 
to allow researchers to examine more closely whether the manipulation of the e-SQ elements would lead to an 
enhanced sense of trust and loyalty. Additionally, the model was validated in this study with reference to the 
measurement of e-service quality in the case of a business to customer (B2C) relationship; other studies could 
attempt to validate this model with a business to business (B2B) relationship. Finally, this model could also be 
adapted to evaluate the perceived quality of services through social media platforms. 
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