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RELATIONSHIP BETWEEN SERVICE QUALITY, CUSTOMER TRUST, SATISFACTION AND LOYALTY IN E-
RETAILING

DR. ADIL RASOOL
ASST. PROFESSOR
SPMR COLLEGE OF COMMERCE
JAMMU

ABSTRACT

In order to retain loyal consumer, E-service quality is an important tool to adopt and utilize while doing business online via Internet. Initially, present work verified
validity and reliability of the instrument used through factorability procedures (exploratory and confirmatory factor analysis) along with model fit statistics. Through
this procedure few items were eliminated from the instrument and were extracted while carrying further analysis. After that dependency effects were examined
resulting significant positive effects between e-service quality, customer trust, customer satisfaction and customer loyalty. Further, from fifteen identified correla-
tions, six were found to be correlated at higher level and remaining were found to be correlated either at medium or lower levels with each other. However, outcome
quality and customer loyalty are not found to be correlated with each other. Limitations of the present study were also discussed in the conclusion portion with
scope for future work.

KEYWORDS

service quality, e-retailing, customer trust, satisfaction & loyalty.

INTRODUCTION
E-SERVICE QUALITY
ccording to Zeithaml et al. (2002), e-services quality can be believed as how efficiently and proficiently a service provider will facilitates advantageous
gpurchase and delivery of goods or services to online buyers. It can be pragmatic that the key to success of e-Retailers does not simply include low price
strategy, but rather level of quality service offered online (e-Service Quality). So, it can be understood that service quality is most important concern that
e-Retailers should focus on priority basis in order to satisfy and retain loyal customer (Zeithaml et al., 2000).
CUSTOMER TRUST
Customer trust in online is viewed as a belief of customer that service provider will conduct fair and secure e-transaction up to the expectation of the customer
(Romadhoni et al., 2015). Moreover, customer feels secure and is eager to depend or plan to depend on the service provider. Trust is a belief of customer that e-
Retailer will carry out e-transaction related formalities according to the expectations of the customers.
CUSTOMER SATISFACTION
The summation of the overall process right from buying of goods or services and other coupled features of the e-Retailers results in customer satisfaction. Some
scholars believe that customer satisfaction is the straight result of the overall service quality adopted by e-Retailers (Caruana, 2002). Moreover, most of the
researcher views customer dissatisfaction as shortfall of performance in comparison with expectation. So, customer satisfaction is understood as when perfor-
mance matches or exceeds their expectations (Brillant and Achyar, 2013).
CUSTOMER LOYALTY
Customer loyalty can be viewed as retention of existing customer or making purchase again in future from the existing e-Retailer. It can also be considered as
financial contribution of customer by making re-purchase (Roostika, 2011). In other words, loyalty can be defined as “a deeply held commitment to re-buy or re-
patronize a preferred product/service from the existing e-Retailer consistently in the future, thereby causing repetitive same-brand or same brand-set purchasing,
despite situational influences”.
RELATED STUDIES
The effects of e-service quality on e-trust and e-satisfaction were identified and reported by Ghalandari (2012) through a survey by collecting data from 382 online
buyers. He performed linear regression model and identified that customer loyalty to e-shops is directly influenced by e-trust and e-satisfaction with e-shops which
in turn are determined by e-service quality. Further, the study mentions that situational variables can moderate relationship between e-trust and/or e-satisfaction
and e-loyalty. To know the Impact of service quality, trust and customer satisfaction on customer loyalty, Akbar and Parvez (2009) made an attempt to probe into
it, based on the analysis of the collected data from 304 customers in Bangladesh, study reveals that trust and customer satisfaction are significantly and positively
related to customer loyalty. Also it has been found that customer satisfaction plays a mediator role between perceived service quality and customer loyalty. Hence,
study encourages the service providers to find out suitable path of action to gain customers trust by providing better quality in their service to retain existing
customers.
Kim and Jackson (2009), explores e-Service Quality and its effects on e-satisfaction and e-loyalty in online shopping. The result of work reveals that the factor,
system availability was found to have direct and positive effect on e-loyalty, whereas factor, efficiency had a negative effect on e-loyalty for online shopping. This
indicates that service quality dimension system availability was likely to increases customer satisfaction. However, variables compensation and responsiveness
were found to be having significant effect indirectly on e-loyalty. Further, the above study mentions that for retaining loyal customers, recovery services or post
purchase services plays an essential role for consumers purchasing online. Also, for getting competitive edge is to provide enhanced service quality, increase
customer satisfaction and motivate consumers to re-purchase. So in this regard Behjati et al, (2012) while trying to find out the relation between e-service quality,
e-satisfaction and e-loyalty investigates reliability and validity tests of the scale for the measurement of e-loyalty and satisfaction. Further, the study reveals that
nine factors such as trustworthiness, reliability, ease of use, security, personalization, responsiveness, accessibility/convenience, aesthetic and utilitarian are found
to be having positive effect on customer loyalty and satisfaction.

METHODOLOGY

To test the conceptual framework (Fig. 1) of the present work, descriptive research design and self-administered questionnaire were used to collect data from
online buyers, who were identified on random basis from Chandigarh state by contacting different logistic partners (Courier companies) of different e-Retailing
shops. Out of total 500 questionnaires distributed, 233 were collected successfully after eliminating incomplete and non usable data.

The detail of items (check Appendix-1) with 5-point Likert scale, employed for measuring e-Service Quality dimensions, customer trust, customer satisfaction and
customer loyalty were taken from previous studies. More specifically, three factors such as ease of use (with three items), responsiveness (with three items) and
information quality (with three items) were employed for measuring service quality dimension interaction quality. Also, two factors such as visual appearance
(with three items) and clarity of layout (with three items) were used for measuring service quality dimension environment quality and service quality dimension
outcome quality was measured with three factors such as order fulfillment (with three items), reliability (with three items) and emotional benefits (with three
items). Further, customer perceived trust, satisfaction and loyalty were measured with four items each.
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OBJECTIVES AND HYPOTHESIS

Objective S no. Hypothesis

To identify the effects of service quality dimensions on cus- | 1 Customer trust does not depend on service quality dimensions such as interaction
tomer trust in e-Retailing. quality, environment quality and outcome quality.

To identify the effects of service quality dimensions on cus- | 2 Customer satisfaction does not depend on service quality dimensions such as interac-
tomer satisfaction in e-Retailing. tion quality, environment quality and outcome quality.

To identify the effects of customer trust and satisfactionon | 3 Customer loyalty does not depend on customer trust and satisfaction.

customer loyalty in e-Retailing.

To find out the kind of inter relationship existing between | 4 Study variables in e-Retailing are not related with each other.

different study variables.

FIGURE 1: CONCEPTUAL FRAMEWORK

Ease of Use
Responsiveness Interaction
Quality
Information Customer
Trust
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Appearance Environment
- Quality Loyalty
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ESTABLISHING CONSTRUCT VALIDITY OF THE STUDY VARIABLES

To establish construct validity for the study variables, Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) were conducted and results are as
follows:

Exploratory Factor Analysis on the scale for measuring customer trust

Four items were used for measuring customer trust with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the Exhibit-1. The
factorability of these four items was examined through several well-recognized criteria on the basis of item correlations. Three of the four items were correlated
at minimum value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of 0.6930btained is
well above the suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5 percent level with
a Chi-Square Value of 174.032 as shown in table-1. Further, all diagonal values of anti-image correlation matrix obtained were well above the recommended value
of 0.5(Bagozzi and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the items taken up in the
model is confirmed through the values of communalities which are well above the suggested value 0.3 as shown in table-1. Therefore, such obtained details
provide explanation for conducting factor analysis and hence, factor analysis was conducted with all four items originally considered.

EXHIBIT - 1: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING CUSTOMER TRUST

Item no. | Assigned Item Detail Measurement Scale References
Item Name
1 CT1 E-product/service provider is trustworthy and honest. 5 point Likert scale
2 CT2 E-product/service provider instills the confidence in his customers. 5 point Likert scale
3 CT3 E-product/service provider does not usually fulfill the promises and commit- | 5 point Likert scale
ments he assumes.
4 CT4 It is a problem to give the private information and the credit card number to the | 5 point Likert scale

E-product/service provider.

Moorman, 1993; Kolsaker & Payne,
2002; Merrilees & Fry, 2003; Eid,

-
)
(oY)

In order to compute scores for the factors underlying customer trust, principle components analysis was used and the initial Eigen values showed that the factor
explained 61 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence, further examinations
with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation procedures on this
factor model that explained 61 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and provided in table-1.
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TABLE 1: RESULTS OF THE EFA FOR MEASURING CUSTOMER TRUST

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.693
Approx. Chi-Square 174.032
Bartlett's Test of Sphericity df 16
Sig. 0.000
Variance Explained 61%
. . Component Extracted .
Item no. | Assigned Item Name | Item Detail Factor 1 Communalities Alpha
1 CT2 E-product/service provider instills the confidence in his customers. | 0.665 0.640
) T3 E-proc'iuct/serwce provider does not usually fulfill the promises and 0.719 0.731
commitments he assumes.
- - - - - - 0.807
It is a problem to give the private information and the credit card
3 CT4 X . 0.790 0.601
number to the E-product/service provider.
4 CT1 E-product/service provider is trustworthy and honest. 0.611 0.664

Extraction Method: Principal Component Analysis.
Item Excluded: None

Source: Computed from Primary data.
The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-1. All
items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.807 obtained for the factor
confirms the reliability of the Scale (Nunnally, 1978).
Exploratory Factor Analysis on the scale for measuring customer satisfaction
Four items were used for measuring customer satisfaction with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the Exhibit-
2. The factorability of these four items was examined through several well-recognized criteria on the basis of item correlations. All items were correlated at
minimum value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of 0.677 obtained is well
above the suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5 percent level with a
Chi-Square Value of 120.110 as shown in table-2. Further, all diagonal values of anti-image correlation matrix obtained were well above the recommended value
of 0.5(Bagozzi and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the items taken up in the
model is confirmed through the values of communalities which are well above the suggested value 0.3 as shown in table-2. Therefore, such obtained details
provide explanation for conducting factor analysis and hence, factor analysis was conducted with all four items originally considered.

EXHIBIT - 2: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING CUSTOMER SATISFACTION

Item no. :Zs'nf:ed Item Item Detail Measurement Scale References
1 cS1 The performance of Web site meets my expectation. 5 point Likert scale
) cs2 The Web site does not have sufficient experience in the marketing | 5 point Likert scale Oliver, 1997;
of the products and service that it offers. Giese &
The Web site knows its users well enough to offer them products | 5 point Likert scale Cote, 2000; Eid,
3 cs3 . .
and services adapted to their needs. 2001
4 csa The Web site does not have the necessary resources to carry outits | 5 point Likert scale
activities successfully.

In order to compute scores for the factors underlying customer satisfaction, principle components analysis was used and the initial Eigen values showed that the
factor explained 66 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence, further
examinations with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation proce-
dures on this factor model that explained 66 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and provided
in table-2.

TABLE 2: RESULTS OF THE EFA FOR MEASURING CUSTOMER SATISFACTION

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.677
Approx. Chi-Square 120.110
Bartlett's Test of Sphericity df 15
Sig. 0.000
Variance Explained 66%
Item no. |Assigned Item Name |Item Detail Component Extracted Communalities |Alpha
Factor 1
1 cs3 The Wep site knows its user:'; well enough to offer them products 0.772 0.543
and services adapted to their needs.
) csa The W.e.bAS|te does not have the necessary resources to carry out 0.600 0.781
its activities successfully. 0.890
3 CS1 The performance of Web site meets my expectation. 0.733 0.662
The Web site does not have sufficient experience in the market-
4 2 ing of the products and service that it offers. 0.759 0.713

Extraction Method: Principal Component Analysis.
Item Excluded: None

Source: Computed from Primary data.
The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-2. All
items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.890 obtained for the factor
confirms the reliability of the Scale (Nunnally, 1978).
Exploratory Factor Analysis on the scale for measuring customer loyalty
Four items were used for measuring customer loyalty with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the Exhibit-3. The
factorability of these four items was examined through several well-recognized criteria on the basis of item correlations. All items were correlated at minimum
value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of 0.809 obtained is well above the
suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5 percent level with a Chi-Square
Value of 221.003 as shown in table-3. Further, all diagonal values of anti-image correlation matrix obtained were well above the recommended value of 0.5 (Bagozzi
and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the items taken up in the model is confirmed
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through the values of communalities which are well above the suggested value 0.3 as shown in table-3. Therefore, such obtained details provide explanation for
conducting factor analysis and hence, factor analysis was conducted with all four items originally considered.

EXHIBIT 3: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING CUSTOMER LOYALTY

Item no. | Assigned Item Name | Item Detail Measurement Scale | References

1 CL1 | will continuously purchase from the Web site in the near future. 5 point Likert scale §

2 CL2 | do recommend that others use the Electronic Commerce services. 5 point Likert scale ° °

3 CL3 My preference for the Electronic Commerce would not willingly change. 5 point Likert scale 3 5 o

4 CL4 Changing my preference from the Electronic Commerce requires major rethinking. | 5 point Likert scale g & §
.~ =] ~
58
a £3
O

In order to compute scores for the factors underlying customer loyalty, principle components analysis was used and the initial Eigen values showed that the factor
explained 59 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence, further examinations
with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation procedures on this
factor model that explained 59 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and provided in table-3.

TABLE-3: RESULTS OF THE EFA FOR MEASURING CUSTOMER LOYALTY

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.809
Approx. Chi-Square 221.003
Bartlett's Test of Sphericity df 17
Sig. 0.000
Variance Explained 59%
Component Extracted
Item no. |Assigned Item Name |Item Detail P Communalities | Alpha
Factor 1
1 cLa Fhanglng rpy preference from the Electronic Commerce requires ma- 0.663 0.609
jor rethinking.
2 CL1 I will continuously purchase from the Web site in the near future. 0.825 0.604 0.795
3 CL2 I do recommend that others use the Electronic Commerce services. |0.643 0.601 :
4 L3 Cl\f]\;n;;;eference for the Electronic Commerce would not willingly 0.705 0.717

Extraction Method: Principal Component Analysis.
Item Excluded: None

Source: Computed from Primary data.
The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-3. All
items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.796 obtained for the factor
confirms the reliability of the Scale (Nunnally, 1978).
Confirmatory Factor Analysis on the scale for measuring customer trust, satisfaction and loyalty
The details of the model fit for the factors customer trust, satisfaction and customer loyalty is shown in the table-1, table-2 and table-3 and the corresponding
metrics of the model fit is provided in table-4. From the model fit diagram shown in Figure-2, it can be observed that all the items taken up in the model fit process
have the loading in the range between 0.62 and 0.97 well above the recommended value of 0.5 (Nunnally and Bernstein, 1994).The value of CMIN/DF obtained
for this model is 1.230 and this value is well below the suggested maximum value of 5.0 for a good model fit (Bagozzi and Yi, 1988). Further, the CFl value of 0.981
and the AGFI value of 0.973 are well above the suggested value of 0.95.

TABLE 4: MODEL FIT SUMMARY ON THE SCALE FOR MEASURING CUSTOMER TRUST, SATISFACTION AND LOYALTY

S.no | Goodness-of-Fit Statistics Model
1 CMIN/DF 1.230
2 CFl(Comparative Fit Index) 0.981
3 AGFI(Adjusted Goodness-of-Fit-Index) 0.973
4 RMSEA(Root Mean Square Error of Approximation) | 0.042

Source: Computed from primary data
Also, the RMSEA value of 0.042is below the suggested maximum value of 0.07 (Baumgartner and Homburg, 1996). Thus, the Confirmatory Factor Analysis proce-
dure through a Model fit Process establishes a strong construct validity and reliability for the scale to measure customer trust, satisfaction and customer loyalty.
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MODEL FIT FOR CUSTOMER TRUST, SATISFACTION AND LOYALTY
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Exploratory Factor Analysis on the scale for measuring Service Quality dimension Interaction Quality

Nine items were used for measuring overall interaction quality with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the
Exhibit-4. The factorability of these nine items was examined through several well-recognized criteria on the basis of item correlations. Seven of the nine items
were correlated at minimum value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of
0.807 obtained is well above the suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5
percent level with a Chi-Square Value of 134.054 as shown in table-5. Further, all diagonal values of anti-image correlation matrix obtained were well above the
recommended value of 0.5(Bagozzi and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the
items taken up in the model is confirmed through the values of communalities which are well above the suggested value 0.3 as shown in table-5. Therefore, such
obtained details provide explanation for conducting factor analysis and hence, factor analysis was conducted with all nine items originally considered.

EXHIBIT 4: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING SQ INTERACTION QUALITY

Item no. | Assigned Item Name | Item Detail Measurement Scale | References
1 EU1 It is easy to get access to this e-Retailer’s Web site. 5 point Likert scale 3 g §

2 EU2 This site is user friendly. 5 point Likert scale § S

3 EU3 Navigation on this site is easy. 5 point Likert scale & ;: o m
4 RS1 This e-Retailer is willing to quickly solve problems for me. 5 point Likert scale § k} é Q
5 RS2 I think this e-Retailer gives prompt service. 5 point Likert scale -
6 RS3 | believe this e-Retailer is always willing to help customers. 5 point Likert scale f ;i f ko)
7 1Q1 This e-Retailer provides up-to-date information. 5 point Likert scale i 853§
8 1Q2 This e-Retailer presents information that is easy to understand. | 5 point Likert scale § & § 5
9 1Q3 This e-Retailer provides all the information necessary. 5 point Likert scale ;% _5: E g

In order to compute scores for the service quality dimension interaction quality, principle components analysis was used and the initial Eigen values showed that
the factor explained 68 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence, further
examinations with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation proce-
dures on this factor model that explained 68 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and provided
in table-5.
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TABLE 5: RESULTS OF THE EFA FOR MEASURING SQ INTERACTION QUALITY

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.807
Approx. Chi-Square 134.054
Bartlett's Test of Sphericity df 16
Sig. 0.000
Variance Explained 68%
. . Component Extracted L.
Item no. | Assigned Item Name | Item Detail Factor 1 Communalities | Alpha
1 EU1 It is easy to get access to this e-Retailer’s Web site. 0.773 0.517
2 RS1 This e-Retailer is willing to quickly solve problems for me. 0.835 0.681
3 EU3 Internet Usage Experience 0.657 0.513
4 1Q1 Navigation on this site is easy. 0.668 0.603 0789
5 RS3 | believe this e-Retailer is always willing to help customers. 0.665 0.702 ’
6 RS2 | think this e-Retailer gives prompt service. 0.664 0.590
7 1Q2 This e-Retailer presents information that is easy to understand. | 0.665 0.568
8 1Q3 This e-Retailer provides all the information necessary. 0.672 0.599

Extraction Method: Principal Component Analysis.
Item Excluded: Item 2 Shown in Exhibit-4 named as EU2

Source: Computed from Primary data.
The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-5. During
such procedures an item with a factor loading value of below 0.5 was eliminated following the standard guidelines. So, further analysis was carried out with eight
items only. All items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.789 obtained
for the factor confirms the reliability of the Scale (Nunnally, 1978). The item EU2 that got listed in Exhibit-4 are eliminated in the process and hence, not contributing
to the measurement of the factor extracted in table-5.
Exploratory Factor Analysis on the scale for measuring Service Quality Dimension Environment Quality
Six items were used for measuring overall environment quality with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the
Exhibit-5. The factorability of these six items was examined through several well-recognized criteria on the basis of item correlations. Five of the six items were
correlated at minimum value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of 0.698
obtained is well above the suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5 percent
level with a Chi-Square Value of 294.770 as shown in table-6. Further, all diagonal values of anti-image correlation matrix obtained were well above the recom-
mended value of 0.5(Bagozzi and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the items
taken up in the model is confirmed through the values of communalities which are well above the suggested value 0.3 as shown in table-1. Therefore, such
obtained details provide explanation for conducting factor analysis and hence, factor analysis was conducted with all six items originally considered.

EXHIBIT 5: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING SQ ENVIRONMENT QUALITY

Item no. | Assigned Item Name | Item Detail Measurement Scale | References

1 VA1l This e-Retailer’s site is aesthetically appealing. 5 point Likert scale

2 VA2 The “look” of this Web site is appealing. 5 point Likert scale g‘ o

3 VA3 This e-Retailer’s site is visually appealing. 5 point Likert scale Q § 2

4 CL1 The layout of the Web site enables the user to find important things at first sight. | 5 point Likert scale _? :; a

5 CL2 Everything on this Web site is clearly arranged. 5 point Likert scale 2eTw

6 CL3 The layout of this Web site provides a clear structure. 5 point Likert scale g E S\ E
v A9 T
SRS

In order to compute scores for the service quality dimension environment quality, principle components analysis was used and the initial Eigen values showed
that the factor explained 57 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence,
further examinations with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation
procedures on this factor model that explained 57 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and
provided in table-6.

TABLE 6: RESULTS OF THE EFA FOR MEASURING SQ INTERACTION QUALITY

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.698
Approx. Chi-Square 294.770
Bartlett's Test of Sphericity df 15
Sig. 0.000
Variance Explained 57%
Item no. | Assigned Item Name | Item Detail Component Extracted Con'\r'nu- Alpha
Factor 1 nalities
1 VA2 The “look” of this Web site is appealing. 0.657 0.617
2 CL2 Everything on this Web site is clearly arranged. 0.720 0.743
3 VA1l This e-Retailer’s site is aesthetically appealing. 0.820 0.661 0.801
4 CL3 The layout of this Web site provides a clear structure. 0.832 0.883 ’
5 VA3 This e-Retailer’s site is visually appealing. 0.730 0.804
6 CL1 The layout of the Web site enables the user to find important things at first sight.|0.722 0.755

Extraction Method: Principal Component Analysis.
Item Excluded: None

Source: Computed from Primary data.
The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-6. All
items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.801 obtained for the factor
confirms the reliability of the Scale (Nunnally, 1978).
Exploratory Factor Analysis on the scale for measuring Service Quality Dimension Outcome Quality
Eight items were used for measuring overall environment quality with 5 point likert scale containing quantified values ranging between 1 and 5 is shown in the
Exhibit-6. The factorability of these six items was examined through several well-recognized criteria on the basis of item correlations. Six of the eight items were
correlated at minimum value 0.3 obtained with the pattern of correlation indicating realistic factorability of the model. Also, Kaiser-Meyer-Olkin value of 0.901
obtained is well above the suggested value of 0.60 (Nunnally and Bernstein, 1994) measures sample adequacy and the test of sphericity was significant at 5 percent
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level with a Chi-Square Value of 230.001 as shown in table-7. Further, all diagonal values of anti-image correlation matrix obtained were well above the recom-
mended value of 0.5 (Bagozzi and Yi, 1988) indicates inclusion of each item considered in the model. Also, existence of the common variance among the items
taken up in the model is confirmed through the values of communalities which are well above the suggested value 0.3 as shown in table-7. Therefore, such
obtained details provide explanation for conducting factor analysis and hence, factor analysis was conducted with all eight items originally considered.

EXHIBIT 6: DETAILS OF THE ITEMS CONSIDERED FOR MEASURING SQ OUTCOME QUALITY

Item no. | Assigned Item Name | Item Detail Measurement Scale | References
1 OF1 This e-Retailer’s orders are protectively packaged when shipped. | 5 point Likert scale

2 OF2 My orders from this e-Retailer rarely contain the wrong items. 5 point Likert scale R g

3 OF3 The time between placing and receiving an order is short. 5 point Likert scale %‘ 5 T m
4 RE1 Transactions with this e-Retailer are error-free. 5 point Likert scale 2 i—:: § é‘
5 RE2 This e-Retailer has adequate security. 5 point Likert scale % OGZJ! IS
6 EB1 Making a purchase from this e-Retailer is enjoyable. 5 point Likert scale % Q ; g
7 EB2 Making a purchase from this e-Retailer makes me feel good. 5 point Likert scale 2 Cg § S
8 EB3 Making a purchase from this e-Retailer gives me happiness. 5 point Likert scale S8&S

In order to compute scores for the service quality dimension outcome quality, principle components analysis was used and the initial Eigen values showed that
the factor explained 60 percent of the variance. Also, the details of screen plot suggested the existence of only single factor in the solution model. Hence, further
examinations with this factor alone were made through varimax and oblimin rotations and little difference were established between these two rotation proce-
dures on this factor model that explained 60 percent variance. However, for the final solution the results corresponding to oblimin rotation was used and provided
in table-7.

TABLE-7: RESULTS OF THE EFA FOR MEASURING SQ INTERACTION QUALITY

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.901
Approx. Chi-Square 230.001
Bartlett's Test of Sphericity df 10
Sig. 0.000
Variance Explained 60%
Item no. | Assigned Item Name | Item Detail :I::::::ent Extracted Communalities | Alpha
1 OF3 The time between placing and receiving an order is short. 0.801 0.638
2 RE1 Transactions with this e-Retailer are error-free. 0.834 0.739
3 RE2 This e-Retailer has adequate security. 0.754 0.832
4 OF2 My orders from this e-Retailer rarely contain the wrong items. | 0.783 0.911 0.812
5 EB2 Making a purchase from this e-Retailer makes me feel good. 0.954 0.746
6 OF1 This e-Retailer’s orders are protectively packaged when shipped. | 0.634 0.755
7 EB1 Making a purchase from this e-Retailer is enjoyable. 0.683 0.767

Extraction Method: Principal Component Analysis.
Item Excluded: Item 8 Shown in Exhibit-6 named as EB3
Source: Computed from Primary data.

The results of factor loading and factor extraction obtained during repeated procedures on the basis of principal component analysis are shown in table-7. During
such procedures an item with a factor loading value of below 0.5 was eliminated following the standard guidelines. So, further analysis was carried out with eight
items only. All items got loaded with the value of above 0.5 resulting in single factor extraction for the final solution. The Cronbach Alpha values of 0.812 obtained
for the factor confirms the reliability of the Scale (Nunnally, 1978). The item EB3 that got listed in Exhibit-6 are eliminated in the process and hence, not contributing
to the measurement of the factor extracted in table-7.
Confirmatory Factor Analysis on the scale for measuring service quality dimensions
The details of the model fit for Service Quality dimensions such as are shown in the table-5, table-6 and table-7 respectively and the corresponding metrics of the
model fit is provided in table-8.

TABLE 8: MODEL FIT SUMMARY ON THE SCALE FOR MEASURING SERVICE QUALITY DIMENSIONS

S.no | Goodness-of-Fit Statistics Good Fitness | Model
1 CMIN/DF <5.0 1.765
2 CFl(Comparative Fit Index) >0.95 0.982
3 AGFI(Adjusted Goodness-of-Fit-Index) >0.95 0.977
4 RMSEA(Root Mean Square Error of Approximation) | <0.07 0.040

Source: Computed from primary data
From the model fit diagram shown in Figure-3, it can be observed that all the items taken up in the model fit process have the loading in the range between 0.51
and 0.92 well above the recommended value of 0.5(Nunnally and Bernstein, 1994). The value of CMIN/DF obtained for this model is 1.765 and this value is well
below the suggested maximum value of 5.0 for a good model fit (Bagozzi and Yi, 1988). Further, the CFl value of 0.982 and the AGFI value of 0.977 is well above
the suggested value of 0.95. Also, the RMSEA value of 0.040 are below the suggested maximum value of 0.07 (Baumgartner and Homburg, 1996). Thus, the
Confirmatory Factor Analysis procedure through a Model fit Process establishes a strong construct validity and reliability for the scale to measure Service Quality
dimensions.
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5. FINDINGS & DISCUSSION
5.1 CUSTOMER TRUST DEPENDENCY WITH SERVICE QUALITY DIMENSIONS

TABLE 3: RESULT OF REGRESSION FOR HYPOTHESIS-1
Unstandardized Coefficients | Standardized Coefficients

Model B St Error Beta t F Adjusted R square
(Constant) 8.259 1.428 5.782*
Interaction Quality | 0.082 0.033 0.171 4113 *

57.281* | 0.690
Environment Quality | 0.173 0.042 0.295 2.456*
Outcome Quality 0.030 0.039 0.049 0.780*

Dependent Variable: customer trust; *Significant at 5 percent level;

Source: Computed from Primary data
The dependency effects of customer trust on service quality dimensions like interaction quality, environment quality and outcome quality among Online Buyers
in e-Retailing is defined in hypothesis-1, taken up and its results are shown in the table-3, as an outcome of multiple regression model conceptualized. From the
results, it can be inferred that the F value of 57.281 is found to be significant at 5 percent level and hence, the hypothesis-1 is rejected. These results suggest that
customer trust depends on the group of service quality dimensions in e-Retailing. On the other hand, the finding of Ghalandari (2012) mentions that information
quality, system quality and web-service quality influences positively on customer trust among online buyers.
Further, the adjusted R square value of 0.690 from the table-3 indicates that 69 percent of customer trust among online buyers significantly depends on this group
of service quality dimensions in e-Retailing. Also the ‘t’ values of 4.113, 2.456 and 0.780 corresponding to the factors interaction quality, environment quality and
outcome quality are found to be having significant effects on the model conceived.
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More specifically service quality dimension interaction Quality among Online Buyers is found to be having significant superior effect on customer trust with highest
value of 4.113. This clearly indicates positive effect of e-Retailing websites with manageable and not as much of difficulty to use e-Retailer’s web site by means of
effortlessness navigation and user friendly display. It also confirms eagerness to help customer and provide prompt service, accentuate in handling customers
complaint and problems. Further, this specifies the availability and depth of up-to-date information available at e-Retailers web site. Such features contribute
towards enhanced customer loyalty in e-Retailing.

Also, dimension environment quality among Online Buyers causes significantly good effect on customer trust in e-Retailing with the next higher t value of 2.456.
This clearly confirms the positive effects of e-Retailing websites by appealing aesthetically and visually. Graphic styles like layout, color, photographs, graphics and
perfect arrangement of the e-Retailing websites facilitate the user to find things at the first sight. Such options are contributing towards building customer trust
in e-Retailing format.

The service quality dimension outcome quality with ‘t’ value of 0.780 also causes significant substantial effect on customer trust in e-Retailing. This confirms the
positive effects of e-Retailing websites with ability to perform the promised service dependably and accurately (Parasuraman et al., 1988) including on time and
accurate delivery, perfect product representation, adequate & innovative security, error free e-transactions and mostly order placed from e-Retailers web site
rarely contain wrong product. Availability of such facilities results in enjoyable purchase and makes customers feel good, therefore contributing towards enhanced
and positive customer trust among online buyers.

Hence, the above result confirms that higher interaction Quality, higher environment quality and higher outcome quality in online web portals contribute to higher
customer trust levels in e-Retailing.

5.2 CUSTOMER SATISFACTION DEPENDENCY WITH SERVICE QUALITY DIMENSIONS

TABLE 3: RESULT OF REGRESSION FOR HYPOTHESIS-2

Model :nstandardifj CE(:::of:mlents g’;r;dardued Coefficients ¢ F Adjusted R square
(Constant) 4.931 1.846 2.671*
Interaction Quality 0.174 0.043 0.275 4.051*

51.683* | 0.713
Environment Quality | 0.195 0.054 0.251 3.591*
Qutcome Quality 0.033 0.051 0.040 0.652*

Dependent Variable: customer satisfaction; *Significant at 5 percent level;

Source: Computed from Primary data
The dependency effects of customer satisfaction on service quality dimensions like interaction quality, environment quality and outcome quality among Online
Buyers in e-Retailing is defined in hypothesis-2, taken up and its results are shown in the table-3, as an outcome of multiple regression model conceptualized.
From the results, it can be inferred that the F value of 51.683 is found to be significant at 5 percent level and hence, the hypothesis-2 is rejected. These results
suggest that customer satisfaction depends on these service quality dimensions in e-Retailing. However, Behjati et al. (2012) found that nine dimensions such as
trustworthiness, reliability, ease of use, security, personalization, responsiveness, accessibility/convenience, aesthetic and utilitarian shows positive effect on
customer satisfaction and loyalty.
Further, the adjusted R square value of 0.713 from the table-3 indicates that 71 percent of customer satisfaction among online buyers significantly depends on
these service quality dimensions in e-Retailing. Also the ‘t’ values of 4.051, 3.591 and 0.652 corresponding to the factors interaction quality, environment quality
and outcome quality are found to be having significant effects on the model conceived.
More specifically service quality dimension interaction Quality among Online Buyers is found to be having significant superior effect on customer satisfaction with
highest value of 4.051. This clearly indicates positive effect of e-Retailing websites with manageable and not as much of difficulty to use e-Retailer’s web site by
means of effortlessness navigation and user friendly display. It also confirms eagerness to help customer and provide prompt service, accentuate in handling
customers complaint and problems. Further, this specifies the availability and depth of up-to-date information available at e-Retailers web site. Such features
contribute towards enhanced customer satisfaction in e-Retailing.
Also, dimension environment quality among Online Buyers causes significantly good effect on customer satisfaction in e-Retailing with the next higher t value of
3.591. This clearly confirms the positive effects of e-Retailing websites by appealing aesthetically and visually. Graphic styles like layout, color, photographs,
graphics and perfect arrangement of the e-Retailing websites facilitate the user to find things at the first sight. Such options are contributing towards increasing
customer satisfaction in e-Retailing format.
The service quality dimension outcome quality with ‘t’ value of 0.652 also causes significant substantial effect on customer satisfaction in e-Retailing. This confirms
the positive effects of e-Retailing websites with ability to perform the promised service dependably and accurately (Parasuraman et al., 1988) including on time
and accurate delivery, perfect product representation, adequate & innovative e-security, error free e-transactions and mostly order placed from e-Retailers web
site rarely contain wrong product. Availability of such facilities results in enjoyable purchase and makes customers feel good, therefore contributing towards
enhanced and positive customer satisfaction among online buyers.
Hence, the above result confirms that higher interaction Quality, higher environment quality and higher outcome quality in online web portals contribute to higher
customer satisfaction levels in e-Retailing.
5.3 CUSTOMER LOYALTY DEPENDENCY WITH TRUST AND SATISFACTION

TABLE 3: RESULT OF REGRESSION FOR HYPOTHESIS-3

Model Unstandardized Coefficients | Standardized Coefficients ¢ F Adjusted R square
B Std. Error Beta

(Constant) | 8.727 1.030 8.470*

Trust 0.066 0.060 0.064 1.093* | 50.695* | 0.814

Satisfaction | 0.441 0.045 0.573 9.740*

Dependent Variable: Customer loyalty; *Significant at 5 percent level;

Source: Computed from Primary data
The dependency effects of customer loyalty on customer trust and satisfaction among online buyers in e-Retailing is defined in hypothesis-3, taken up and its
results are shown in the table-3, as an outcome of multiple regression model conceptualized. From the results, it can be inferred that the F value of 50.695 is found
to be significant at 5 percent level and hence, the hypothesis-3 is rejected. These results suggest that customer loyalty depends on customer trust and customer
satisfaction in e-Retailing. This finding goes in line with Jing and In Seon (2013), who reveal that customer satisfaction significantly influence on customer loyalty.
Also, system quality and service quality significantly influence on customer satisfaction.
Further, the adjusted R square value of 0.814 from the table-3 indicates that 81 percent of customer loyalty among online buyers significantly depends on these
factors in e-Retailing. Also the ‘t’ values of 9.740 and 1.093 corresponding to the factors customer satisfaction and customer trust are found to be having significant
effects on the model conceived.
More specifically, customer satisfaction among online buyers is found to be having significant superior effect on customer loyalty with highest value of 9.740. This
undoubtedly proves that performance of e-Retailer web sites meets or exceeds their customer expectations completely, with sufficient experience in marketing
of the products and services that it offers. Further, e-Retailing web sites know its users well enough to offer them products and services satisfying their needs and
wants. Such condition and presence gives indication and contributing towards retaining loyal customers.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 97

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NoO. 7 (2017), ISSUE NO. 07 (JULY) ISSN 2231-1009
Also, customer trust among Online Buyers causes significantly good effect on customer loyalty in e-Retailing with the next higher t value of 1.093. This proves that
e-Retailing websites are trustworthy, honest and usually fulfill their promises, commitments and words. E-retailing websites successfully instills belief and confi-
dence in online customers to conduct e-transactions. Also, online customers feel secure while sharing their information such as personal and credit/debit card
during transactions with e-Retailing websites. Such options are contributing towards increasing customer loyalty and their commitment in e-Retailing format.
Hence, the above result confirms that higher customer satisfaction and higher customer trust in online web portals contribute to higher customer loyalty in e-
Retailing.

6. INTERRELATIONSHIP AMONG STUDY VARIABLES

TABLE 6: DETAILS OF CORRELATIONS BETWEEN STUDY VARIABLES

S.No | Study variable 1 Mean Study variable 2 Descriptive Statistics ‘r value | Level of Relationship
1 Outcome Quality 81.415 Mean 85.221 | 0.192"" | Lower
2 Environment Quality 78.150 Mean rank 1 0.510™ Higher
3 Customer Satisfaction | 75.540 | Interaction Quality Std. Deviation 6.228 0.411"" Higher
4 Customer Trust 72.267 std. Deviation rank | 1 0.331" Medium
5 Customer Loyalty 65.822 0.206™ Medium
6 Environment Quality 78.150 Mean 81.415 | 0.310™ Medium
7 Customer Satisfaction | 75.540 Outcome Quality Mean rank 2 0.171"" Lower
8 Customer Trust 72.267 Std. Deviation 6.009 0.173" Lower
9 Customer Loyalty 65.822 Std. Deviation rank | 3 0.082 Not Related
10 Customer Satisfaction | 75.540 Mean 78.150 | 0.404" Higher
11 Customer Trust 72.267 ) . Mean rank 3 0.397"" | Higher
Environment Quality  =¢ 3 "5 iation 6.110
12 Customer Loyalty 65.822 — 0.259" | Medium
Std. Deviation rank | 2
13 Customer Trust 72.267 Mean 75.540 0357 Higher
Customer Satisfaction Mean ra.nk4 4 -
14 Customer Loyalty 65.822 std. Deviation 6.000 | cgq | Higher
Std. Deviation rank | 4
Mean 72.267
15 Customer Loyalty 65.822 Customer Trust Mean ra.nk4 > 0.140° Lower
Std. Deviation 5.790
Std. Deviation rank | 6
Mean 71.201
Customer Loyalty Mean rank 6
Std. Deviation 5.990
Std. Deviation rank | 5

*Significant at 5 Percent level

Source: Computed from Primary Data
The descriptive details comprising mean and Standard Deviation values for each of the study variable in e-Retailing is estimated and provided in the table-6. The
study variable interaction quality has highest mean value of 85.221 with highest Standard Deviation value of 6.228, whereas the variable customer loyalty has
lowest mean value of 71.201 and variable customer trust has the lowest Standard Deviation value of 5.790.
The highest mean value of 85.221 with highest Standard Deviation value of 6.228 for variable interaction quality confirms highest quality recognition with highest
variations among Online Buyers in terms of ease of use, responsiveness and information quality details in e-Retailing. The next higher mean value of 81.415 with
third highest Standard Deviation value of 6.009 for variable outcome quality confirms second higher quality recognition with third highest variations among Online
Buyers in terms of order fulfillment, reliability and emotional benefits in e-Retailing websites. The next higher mean value of 78.150 with second highest Standard
Deviation value of 6.110 for the variable environment quality confirms third higher quality recognition with second highest variations among Online Buyers in
terms of visual appearance and clarity of layout.
The next higher mean value of 75.540 with third least Standard Deviation value of 6.000 for the variable customer satisfaction confirms fourth higher quality
recognition with third least variations among online buyers in terms of performance of web sites, awareness about the customer needs and wants and sufficient
experience in marketing their goods and services
The next higher mean value of 72.267 with least Standard Deviation value of 5.790 for the variable customer trust confirms fifth higher quality recognition with
least variations among Online Buyers in terms of trustworthiness and honesty of the e-Retailer. Also, the safety of the personal and credit/debit information with
fulfillment of promises and commitment contributes to quality recognition in study variable customer trust.
The lowest mean value of 71.201 with second least Standard Deviation value of 5.990 for the study variable customer loyalty confirms lower levels of quality
recognition with second least variations among Online Buyers in terms of visiting e-Retailing website in future, suggestion and recommendation to others.

TABLE 7: CORRELATIONS BETWEEN STUDY VARIABLES FOR HYPOTHSIS - 4

Factors Customer | Customer Sat- | Customer Interaction | Environment Outcome
Trust isfaction Loyalty Quality Quality Quality

Customer Trust Pearson Correlation 1

Customer Satisfaction Pearson Correlation | 0.357" 1

Customer Loyalty Pearson Correlation | 0.140" 0.550™ 1

Interaction Quality Pearson Correlation | 0.331"" 0.411™ 0.206™ 1

Environment Quality Pearson Correlation | 0.397"" 0.404™ 0.259™" 0.510™" 1

Outcome Quality Pearson Correlation | 0.173™" 0.171™ 0.082 0.192" 0.310™ 1

**_Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

The relationship possibility between 6 study variables such as interaction quality, environment quality, outcome quality, customer trust, customer satisfaction and
customer loyalty is defined in hypothesis-4 taken up and its results are results are shown in the table-24, as an outcome of Bivariate Correlation test. From the
results it can be inferred that Pearson ‘r’ values between the range 0.140 and 0.550 corresponding to 14 different correlations are found to be significant at 5
percent level. However, the Pearson ‘r’ value of 0.082 corresponding to a correlation is not found to be significant at 5 percent level. This insignificant correlation
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has study variable customer loyalty as one of the correlating dimension that has lowest mean value of 71.201 While these results forms the basis to accept the
hypothesis-4, the importance of 14 significant correlations out of total 15 possible relationships provide the base to identify varied level of relationships which can
exist among study variables.

Based on standard approach (Nunnally, 1978) different possible correlations between these study variables with varied levels of relationship are identified and
provided in table-23. Form the table-6, it can be noted that ‘r’ values corresponding to six correlations such as Environment Quality & Interaction Quality, Customer
Satisfaction & Interaction Quality, Customer Satisfaction & Environment Quality, Customer Trust & Environment Quality, Customer Trust & Customer Satisfaction
and Customer Loyalty & Customer Satisfaction are related at higher levels. The ‘r’ values corresponding to four correlations such as Customer Trust & Interaction
Quality, Customer Loyalty & Interaction Quality, Environment Quality & Outcome Quality and Customer Loyalty & Environment Quality are related at Medium
levels. Further, the ‘r’ values corresponding to four correlations such as Outcome Quality & Interaction Quality, Customer Satisfaction & Outcome Quality, Cus-
tomer Trust & Outcome Quality and Customer Loyalty & Customer Trust are related at Lower levels. The ‘r’ value corresponding to correlation Customer Loyalty
and Outcome Quality is found to be insignificant representing no relationship between the corresponding variables.

CONCLUSION

E-Retailers that desire to survive successfully must search some ways of providing unique service quality. It has been observed that with the introduction of
internet, retailing business has catered wider sphere of customer base. The result of this research work proves construct reliability and validity of scale adopted,
with the elimination of few item through factorability procedure. Further, the findings reveal that customer trust and customer satisfaction have significant positive
dependency effect on e-Service quality dimensions. Also customer loyalty depends on customer trust and satisfaction. In addition, out of fifteen correlations, six
are related at higher levels, four at medium levels and four are related at lower levels. This research work is conducted in one state with minimum sample size,
thus it may not reveal universal output to explore favored values sought by online buyers regarding different areas.
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APPENDIX

APPENDIX-1

e-SQ Dimension 1: Interaction quality (Ribbink et al., 2004; Lee & Lin, 2005; Yang et al., 2003; Fassnacht & Koese, 2006 and Chen et al., 2013)
Ease of use EU1 It is easy to get access to this e-Retailer’s Web site.

EU2 This site is user friendly.

EU3 Navigation on this site is easy.
Responsiveness RS1 This e-Retailer is willing to quickly solve problems for me.

RS2 | think this e-Retailer gives prompt service.

RS3 | believe this e-Retailer is always willing to help customers.
Information quality 1Q1 This e-Retailer provides up-to-date information.

1Q2 This e-Retailer presents information that is easy to understand.

1Q3 This e-Retailer provides all the information necessary.

e-SQ Dimension 2: Environment quality (Lee & Overby, 2004; Fassnacht & Koese, 2006; and Chen et al., 2013)

Visual appearance

VAl This e-Retailer’s site is aesthetically appealing.

VA2 The “look” of this Web site is appealing.

VA3 This e-Retailer’s site is visually appealing.

i CL1 The layout of the Web site enables the user to find important things at first sight.
Clarity of layout - . P
CL2 Everything on this Web site is clearly arranged.
CL3 The layout of this Web site provides a clear structure.

e-SQ Dimension 3: Outcome quality (Collier & Bienstock, 2006; Lee & Lin, 2005; Petrick, 2004 and Chen et al., 2013)

Order fulfillment

OF1 This e-Retailer’s orders are protectively packaged when shipped.

OF2 My orders from this e-Retailer rarely contain the wrong items.
OF3 The time between placing and receiving an order is short.
Reliability RE1 Transactions with this e-Retailer are error-free.
RE2 This e-Retailer has adequate security.
Emotional benefit EB1 Making a purchase from this e-Retailer is enjoyable.
EB2 Making a purchase from this e-Retailer makes me feel good.
EB3 Making a purchase from this e-Retailer gives me happiness.

Customer Trust (Moorman, 1993; Kolsaker & Payne, 2002; Merrilees & Fry, 2003; Eid, 2011)

CT1 E-product/service provider is trustworthy and honest.

CT2 E-product/service provider instills the confidence in his customers.

CT3 | E-product/service provider does not usually fulfill the promises and commitments he assumes.

CT4 | Itis a problem to give the private information and the credit card number to the E-product/service provider.

Customer Satisfaction (Oliver, 1997; Giese & Cote, 2000; Eid, 2011)

CS1 | The performance of Web site meets my expectation.

CS2 | The Web site does not have sufficient experience in the marketing of the products and service that it offers.

CS 3 | The Web site knows its users well enough to offer them products and services adapted to their needs.

CS4 | The Web site does not have the necessary resources to carry out its activities successfully.

Customer Loyalty (Oliver, 1997; Barroso & Marti'n, 1999; Asuncioet al., 2004;Eid, 2011)

CL1 | will continuously purchase from the Web site in the near future.

CL2 | I'dorecommend that others use the Electronic Commerce services.

CL3 | My preference for the Electronic Commerce would not willingly change.

CL4 | Changing my preference from the Electronic Commerce requires major rethinking.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 100

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 7 (2017), ISSUE NO. 07 (JULY) ISSN 2231-1009

REQUEST FOR FEEDBACK

Dear Readers

At the very outset, International Journal of Research in Computer Application & Management (IJRCM)
acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal.

| would like to request you to supply your critical comments and suggestions about the material published
in this issue, as well as on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-

ments in the interest of research.

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com.

| am sure that your feedback and deliberations would make future issues better — a result of our joint effort.
Looking forward to an appropriate consideration.

With sincere regards

Thanking you profoundly

Academically yours

Sd/-
Co-ordinator

DISCLAIMER

The information and opinions presented in the Journal reflect the views of the authors and not of the Journal
or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal.
Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing
or delivering the journal or the materials contained therein, assumes any liability or responsibility for the
accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for
any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-
mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any
other party involved in the preparation of material contained in the journal represents or warrants that the
information contained herein is in every respect accurate or complete, and they are not responsible for any
errors or omissions or for the results obtained from the use of such material. Readers are encouraged to
confirm the information contained herein with other sources. The responsibility of the contents and the
opinions expressed in this journal are exclusively of the author (s) concerned.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 101

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NoO. 7 (2017), ISSUE NO. 07 (JULY) ISSN 2231-1009

ABOUT THE JOURNAL

In this age of Commerce, Economics, Computer, |.T. & Management and cut throat
competition, a group of intellectuals felt the need to have some platform, where young
and budding managers and academicians could express their views and discuss the
problems among their peers. This journal was conceived with this noble intention in view.
This journal has been introduced to give an opportunity for expressing refined and
innovative ideas in this field. It is our humble endeavour to provide a springboard to the
upcoming specialists and give a chance to know about the latest in the sphere of research
and knowledge. We have taken a small step and we hope that with the active co-
operation of like-minded scholars, we shall be able to serve the society with our humble

efforts.

B 076 5

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




