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Abstract 

This paper investigated the relationship between e-service quality and consumer loyalty in 

the context of consumer electronic retail industry in Sweden. E-service quality is found to 

be a prime determinant of consumer loyalty which is very important for the growth of any 

business regardless of the industry. On this study, we have selected four most important 

dimensions of e-service quality which are: Reliability, Responsiveness, Ease of use, and 

Security.  

We adopted a quantitative approach for this study and our survey took place in the area of 

Umea University. We reached a total of 200 respondents who are used to with purchasing 

electronic products online. After collecting the data we analyzed it with the help of 

statistical tools and then interpreted the results in connection to our theoretical framework. 

We found that all the four dimensions of e-service quality have strong relationship with 

consumer loyalty which means that they have considerable impact on building and 

maintaining the loyalty of consumers in electronics retail industry. We found out that the 

consumers give the highest priority to the organization of website contents and security of 

transaction. If the company present the e-retailing website convincingly and ensure safety 

of transaction, the consumers are more likely to show loyalty towards that company. We 

also found that reliability is less important than the three other factors according to multiple 

regressions analysis result; though all the four factors found to be significant according to 

simple regression.  

This study fulfills the lack of industry-specific study on the relationship between e-service 

quality and loyalty for consumer electronic goods industry. However, the study suggests a 

number of future research possibilities including reassessment of the e-service quality 

dimensions, measurement of the impact of social media on the relationship between e-

service quality and consumer loyalty and so on.  
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CHAPTER ONE 
INTRODUCTION 

In this chapter, the authors introduce the research topic by detailing about the background 

facts in the beginning. The importance of e-retail offerings and the ways of measuring the 

quality of such services are discussed in problem formulation and then the authors proceed 

to identify why a research determining the importance of quality-driven factors on 

consumer loyalty on e-retail service in consumer electronic industry is necessary. Then the 

research question is described and the purpose and necessity of such a study is mentioned. 

This chapter concludes with a presentation of the disposition of research is provided at the 

end. 

 

1.1 Background of the Study 

Internet is one of the modern innovations that literally transformed the world and has 

become a part and parcel of our everyday life. Currently, Internet is acting as a 

revolutionary agent that is changing the business world in a dynamic way. With the 

blessings of Internet and information technology, now communication and relationship 

development between people from any corner of the world have become incredibly easy 

(Singh, Gordon & Purchase, 2007, p. 51). It is widely documented, that the Internet has 

opened up new ways for companies to conduct their business and interaction with 

customers (Lexhagen, 2009, p. 5). 

Interaction between customer and company is enabled through a number of internet-based 

protocols for business and communication such as the electronic mail (e-mail), the World 

Wide Web (WWW) and electronic commerce (e-commerce) (Lee-Kelley, Gilbert, and 

Mannicom, 2003, p. 239). E-commerce provides products and services through internet 

technologies. E-retailers- web-based retailing stores are a major provider of e-commerce 

services. Amazon is the biggest e-retailer whereas there is countless number of such stores 

operating locally and globally.   

Individual companies are opening up e-retailing stores in order to sell their own products. 

E-retail marketing has been a popular and easy-to-use platform for the companies and 

customers for purchasing, shopping, and marketing activities (Kolesar & Galbraith, 2000, 

p. 430). Consumer electronic industry has also channeled a significant portion of 

transactions through e-retailing outlets as well. Nowadays, almost every consumer 

electronic company has own websites in order to promote and sell the products and services 

and they use e-retail marketing to attract customers and use a variety of techniques and 

strategies to create consumer loyalty (Lexhagen, 2009, p. 5).  

Over the last two decades, the business-to-customer online retail marketing has grown 

rapidly. E-retailing through electronic store is growing tremendously and making a distinct 

place in the market compared to traditional retailing (Chang, Wang & Yang, 2009b, p. 

427). Electronic commerce has emerged as an increasingly significant business 

phenomenon in recent years (Wu, 2011, p. 21). The usage of internet has increased by 

342% worldwide in between the period of December 2002 to December 2008 (Internet 
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World Stats, 2009) which clearly indicates the arrival of a new era for e-retailing.  

With the growth of e-commerce, the competition is getting more intense every day. Similar 

to offline trading, consumer loyalty is highly important for online business. Whereas the 

term loyalty signifies the same notion for online and offline trading, the factors affecting 

loyalty is not the same for e-commerce and traditional commerce. This issue is discussed in 

details in the theory chapter. However, the point is that loyal customers are a great asset for 

any company regardless of the platform the company is in. Loyal customers have a higher 

lifetime value as they repurchase the products. But, as the competition is quite fierce and 

competitors are always trying to get their pie in the market, consumer loyalty is quite a hard 

thing to do (Ponirin, Scott & von der Heidt, 2010). For example, Coles Myer spends 25 

cents in every dollar spent for their loyalty program called Fly Buys (Lindstrom, 2001). 

Electronics retail stores, stores that are operated through the internet, provide e-retail offers 

for the customers. E-retailers have to provide quality e-service and value in order to gain 

new customers and retain existing ones. To develop the e-service quality, e-retail stores 

need to ensure the high quality of e-service standard that will be able to create value in the 

business-to-consumer (B2C) relationship, which ultimately leads to satisfied and loyal 

customers (Zott, Amit & Donlevy, 2000, p.467). Given the harsh competition among the e-

service providers, the quality of service is equally critical as any real world service firm 

since it helps them to capture and retain customers (Gounaris & Dimitriadis, 2003, p. 530). 

As e-retailers are not usually bound by geographic limitations, they strive to provide quality 

services regardless of territory or region. For example, Amazon, a major retailer on the web 

delivers products through shipment to many countries. However, there are obviously local 

e-retailer services who sell products in a certain region. But when we are considering the 

issue of service quality, the existing literature supports that the phenomena is being 

concerned as global. Studies are made on measuring e-service quality where the authors did 

not limit the scope within any certain area (Santos, 2003; Yang & Jun, 2002 ;). 

SERVQUAL, a generally accepted model of measuring service quality is also been 

modified to make it applicable for e-services (Lee & Lin, 2005).  

Anderson and Srinivasan (2003, p. 125) have investigated the impact of customer 

satisfaction on consumer loyalty in the context of e-commerce, and they defined consumer 

loyalty as the favorable attitude of the customers toward an e-business resulting in repeated 

buying behavior. 

In traditional service industry, the behavioral consequences of loyalty have been 

documented to be extremely beneficial for the company (Zeithmal, Berry & Parasuraman, 

1996). Srinivasan, Anderson, & Ponnavolu (2002, p. 42) mentioned that it is also similarly 

beneficial in the context of e-commerce services. Loyal customers create bonds with the 

company and behave differently from non-loyal customers. Thus, consumer loyalty impacts 

behavioral outcomes and, ultimately, it influences the profitability of a company in a 

positive way. Loyal consumers are even willing to pay more to continue business with their 

preferred retailers rather than incurring additional cost for alternative search (Reichheld & 

Schefter, 2000, p.106). Wang (2010, p. 252) found out positive implication of loyalty on 

company revenue and profitability. Mattila (2001, p. 93), noted that loyal consumer provide 

positive word-of-mouth which helps the company to get more consumers. Thus, the 
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importance of consumer loyalty for e-commerce is as great as traditional commerce, if not 

greater.  

After two decades of its introduction, e-commerce now amounts to a significant portion of 

all the commercial activities. The increasing importance of e-retailers in e-commerce and 

the relationship between e-service quality and consumer loyalty has provide us with a 

scenario which encourages us to go deeper into this issue and delivers a good point of 

departure for our academic quest. Thus we proceed to formulate our research problem by 

looking more into the issues of consumer loyalty and e-service quality and thus identifying 

a gap in the existing literature. 

 

1.2 Problem Formulation 

Electronic retail industries face challenges to attract customers. Unlike traditional retail 

markets, in e-retail stores lacks face-to-face communication and personal supervision. 

Scholars suggest that it increasing customizing loyalty in an e-commerce context is more 

difficult than it is in a traditional business context (Chang, Wang & Yang, 2009, p. 423). If 

satisfaction can be ensured, loyalty of customers results in repeat purchase from the same 

provider (Chang et al, 2009, p. 424). Loyal customers are very important for the growth of 

any business.  

In case of e-commerce, even satisfied customers are unlikely to repurchase on the same 

website, if they do not feel like they are getting the best value. Instead, they will seek for 

other websites in an ongoing effort to find better value (Anderson & Srinivasan, 2003; 

Chang, 2006b). It is only a mouse click away in e-commerce settings, so it is critical that 

companies understand how to build consumer loyalty in online marketing. 

The effect of e-service quality on consumer satisfaction, trust, and loyalty has been 

discussed widely in many articles. In these articles, customer satisfaction, trust, and loyalty 

have been considered as linked. It means that, trust and loyalty have been presented as a 

precursor to loyalty and the authors discussed about the effect of e-service quality on these 

two factors as a measurement approach towards measuring the effect of e-service quality on 

customer loyalty. Many papers probe into the relationship between e-service quality and 

customers‟ satisfaction and many papers probe into the various effects of the service quality 

on customers‟ satisfaction from different dimensions (Sheng & Liu, 2010, p. 275). 

However, we have found relatively few studies focusing on the direct relationship between 

e-service quality and customers‟ loyalty (Anderson & Srinivasan, 2003; Yen and Lu, 2008; 

Ribbink, van Riel, Liljander, & Streukens, 2004), especially in consumer electronics sector 

we have found no such study. But researches carried out in general e-commerce areas also 

indicate that there is the dissymmetry among different industrial sectors of e-commerce. 

Due to the dissymmetry, a number of studies have been made on the same topic for 

different industrial sectors (Ganguli & Roy, 2011, Sangeetha and Mahalingam, 2011, 

Ramanathan and Ramanathan, 2011, Gummerus, Liljander, Pura and Riel, 2004), which 

will be mentioned in the next chapter as well. Thus we believe it is worthwhile to testify the 

direct effects of service quality on customers‟ loyalty from different dimensions for 

consumer electronic products industry. As concluded by Xiucheng and Jiangang (2006), 

they do not believe that satisfaction means loyalty or satisfaction always leads to loyalty; 
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therefore, this study believes that efforts should be made to further define the effects of e-

service quality on customers‟ loyalty from different dimensions of e-service quality, in 

order to understand what keeps customers‟ loyal on that specific sector. 

In addition to industry specificity, geographic context is another important consideration. 

This study will be limited within the consumer electronic e-retailers and internet users of 

Sweden as we lack the resource to conduct a global study. Being one of the top three 

countries in the world in terms of broadband internet service (Pfanner, 2009), the 

experience of receiving e-service quality in Sweden can be different from the same activity 

in most other countries in the world where similar quality e-commerce infrastructure is not 

available. Also, there is a lack of scholarly study on the relationship between e-service 

quality and consumer loyalty in Sweden. Hence geographic context is an important factor. 

Besides geographic location, cultural background of the user could be another influencing 

factor to create differentiation in the reception of e-service quality. However, we are not 

regarding impact of cultural background as doing otherwise would involve a lot of 

complexity and this factor is not within our scope. Kassim and Abdullah (2009) did not 

find any mentionable impact of culture on the perceived e-service quality dimensions.  

Hence we decided to explore the effects of the major dimensions of e-service quality on 

consumer loyalty in the context of consumer electronic product e-retailer services operating 

in Sweden. 

 

1.3 Research Question 

Our research question is:  
What is the effect of the major dimensions of e-service quality on consumer loyalty for e-

retailers providing consumer electronic products retailing service in Sweden? 

 

1.4 Need for the Study 

According to Chang et al., (2009, p. 423), retail industries are rapidly moving towards 

offering cutting edge e-retail services through their websites. Since e-service quality and 

consumer loyalty toward e-commerce websites are regarded as the key influential factors of 

internet marketing, a detailed evaluation of E-service quality and consumer loyalty 

becomes necessary for any type of industry. In our case, Consumer electronics market is a 

large market. Despite the economic turmoil, in 2010 the industry showed almost 6% growth 

in the US with a sales volume of $180 billion in the year 2010 (Consumer Electronic 

Association, 2011, http://www.ce.org). Forrester Research identified consumer electronic 

as one of the three biggest sectors of e-retailing services besides apparel and foot ware 

industries and software and hardware products (internet retailer, 2011). Also, as already 

mentioned, no such study is available in the context of Sweden. Hence, there is an existing 

need to understand the impact of e-service quality dimensions on consumer loyalty for this 

specifically important sector that lacks any such scholarly works.  

http://www.ce.org/
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1.5 Purpose of the Study 

The primary purpose of the study is to understand the degree of relationship between e-

service quality and consumer loyalty for e-retailers offering consumer electronic goods 

online. With 'degree of relationship' we are referring to how the dimensions of e-service 

quality are affecting consumer loyalty. E-service quality has a number of dimensions, and 

researchers selected different ones in different works. In the literature part, we selected four 

important dimensions of e-service quality, which are most commonly used in relevant 

literature. These dimensions of e-service quality will also be explored and their relative 

impact on loyalty will be analyzed as well. We expect to have a deeper understanding about 

how the dimensions of e-service quality influence consumer loyalty. If we can understand 

that, it will help the e-retailers in consumer goods sector to work on that dimensions to 

increase the loyalty level of their customers and retain existing ones. 
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1.6 Disposition of the Research  

The thesis consists of six chapters. The thesis layout is shown in figure 1. 

 

  

CHAPTER ONE: INTRODUCTION 

Introduction of the research topic, background of the research information and 

research question and purpose of the study. 

CHAPTER TWO: METHODOLOGY 

Overview of the methodological approach and considerations related to the 

research is explained this chapter. 

CHAPTER THREE: LITERATURE REVIEW 

Theoretical framework: Concept of service quality, e-service quality, 

Expectancy disconfirmation model, various dimensions of e-service quality, 

satisfaction, and consumer loyalty. 

CHAPTER FOUR: RESULTS & ANALYSIS 

Empirical findings of the research and analysis of the results are presented. 

CHAPTER FIVE: DISCUSSION 

Discussion about the findings of interpretation and relates the results in 

practical situation in chapter five. 

CHAPTER SIX: CONCLUSION 

General overview about the research findings and further research suggestion 

for further study is described this chapter. 

Figure 1: Thesis disposition 
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CHAPTER TWO 

METHODOLOGY 

The purpose of this chapter is to discuss the intended methodological approach to answer 

the research question. This chapter firstly discussed about the choice of the study which is 

followed by the discussion about the choice that we made about theories and perspective of 

this study. Then we discuss the different approaches that are available for making a 

scientific research. Finally we discussed about the practical method which encompasses 

the practical considerations such as sample size, data collection method, questionnaire 

construct etc. 

 

2.1 Choice of Study 

We have chosen this topic based on our previous knowledge, academic background, and 

interest in the field of Business Administration. We, the authors, both have studied 

Consumer Behavior here in Umea University, Sweden in our Master program in Marketing. 

We have studied Business Administration; business development and internationalization 

as part of our program requirement.  

We have spent the major part of our lives in Bangladesh. Despite having internet utilities, 

e-commerce is not very commonplace and none of us has ever used any e-retailing services 

before. After coming into Sweden we started to get used to with shopping online. This new 

experience was not only interesting, but also was thought provoking for us. We are 

considering the geographic context as from our experience we saw that e-service provided 

in Sweden is radically different from e-service provided in Bangladesh. Due to the lack of 

high-speed internet availability to mass people and a secured payment system, there are 

only a handful of e-service providers in Bangladesh despite having a huge potential market.  

It is apparent that the degree of consumer loyalty will not be the same for e-commerce 

services and real life services. We are curious to know about these factors, which can 

determine the relationship between the service quality of e-commerce websites and 

consumer loyalty.  

Thus we decided to narrow down our research interest to explain the customers loyalty in 

the context of e-marketing, more specifically, e-retailing. We intended to make our study 

on a topic that is relevant, important and matches well with our interest and education. A 

research on the factors affecting consumer loyalty in relation to e-retailing seems to fulfill 

all the criteria that we used. Thus, we decided on this topic after the background study and 

the guidance of our supervisor. 

 

2.2 Choice of Theory 

Our choice of theory is guided by the research question we constructed. To answer the 

research question we need to know about two specific constructions: E-service quality and 

consumer loyalty. In order to have a clear idea about these two concepts, we have studied a 

number of peer reviewed articles and compared the similarities and differences among 

different theories regarding the explanation of the service quality of e-services. To sort out 

a set of specific constructs of e-service quality, we collected a handful of articles which 
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dealt with similar topics and selected a specific set of dimensions that determine e-service 

quality. Service quality is a multi-faceted phenomena, thus are scopes to see it from 

different angles. To make our choice regarding the constructs, we stressed on the frequency 

of factors appearing in the scholarly articles. Considering the limitations of our study in 

terms of time and resource, we decided to pick out the four most frequently used constructs 

of e-service quality. These four dimensions and how we picked them up are discussed in 

details in the theoretical framework. 

The literature, we used in our theoretical section, is collected from various books and 

scientific articles. Since our topic deals with consumer loyalty and e-service quality, we 

searched through the studies done before on loyalty, service quality, e-service quality, e-

retailing etc. However, it is important to note that we could not find significant amount of 

researches on loyalty of customers of consumer electronics retailers in the industry which 

we focused on; as there is a lack of research in this specific area. Bloemer, Ruyter, Wetzels 

(1999, p. 1083) suggested that, due to the presence of industry-specific characteristics in 

service industries, perspectives should be tested across different industries to decrease 

generalizations. Industry-specific studies will clearly define a certain phenomenon within a 

specific industry, which will create the scope to compare the nature of the phenomenon in 

one industry with another. A number of industry-specific scholarly works on this issue also 

supports this argument. We have found studies about e-service quality and loyalty focused 

on specific sectors such as in banking (Ganguli & Roy, 2011, Sangeetha and Mahalingam, 

2011), hotels (Ramanathan and Ramanathan, 2011), Online health care service (Gummerus, 

Liljander, Pura & Riel, 2004). As researchers suggested that industry-specific 

characteristics are different across different industries, the relationship between consumer 

loyalty and e-service quality in consumer electronic products might be different than that in 

other e-commerce industries such as online tourism, banking etc. We cannot conclude on 

that yet. However, we are not intending to compare our results for consumer electronic 

industry with the results of similar studies on other industries. It would be a quite huge job 

to do so and our research scope and resource do not support such attempt. 

We used Umea University Library Database to search for relevant articles. We collected 

scientific articles, journals, academic literature, and E-books from dependable sources such 

as Science Direct, Business Source Premier (Ebsco), Far (Balans), Jstor, Linbris, Emerald, 

And Google Scholars. We used specific keywords to get relevant literatures which include 

SATISFACTION, SERVICE QUALITY, E-SERVICE QUALITY, CONSUMER 

LOYALTY, E-RETAILING, ELECTRONICS STROE, ONLINE SHOP, CONSUMER 

BEHAVIOUR, and DECISION MAKING PROCESS etc. The information that we 

acquired from these scientific articles and journals is used in our research with proper 

referencing system. 

 

2.3 Research Philosophy 

Research philosophy is an over-arching term that relates to the development of the 

knowledge. Our study has a certain purpose and by fulfilling that purpose we will 

contribute to the development of knowledge. As Saunders, Lewis and Thornhill (2009, p. 

107) noted 'the knowledge development' might not be as exciting as developing a new 

theory, but even a relatively modest ambition as ours also contributes to knowledge 
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creation as it will unveil the relationship between e-service quality and consumer loyalty 

regarding electronic consumer goods e-retailers. In this particular time period, this 

relationship can be interesting for academics and for marketers. We will fulfill the 

knowledge gap that we specified in the first chapter. It will also provide insights for e-

commerce marketers about their customers.  

Our research philosophy is supposed to reflect the perspective we are looking at the world. 

Sunders et al., (2009, p. 108) argue that the most important issue regarding research 

philosophy is to be well informed about our philosophical choices and be able to defend our 

own choice among the available alternatives. Thus, in the following parts we have 

discussed about different choices regarding epistemological and ontological position and 

provide arguments to validate our own choices. 

 

2.3.1 Epistemological assumptions 

The epistemological assumptions are related with the questions what people can consider to 

be knowledge in a specific area of study and how to study the social world (Bryman & Bell, 

2011, p. 15). Bryman and Bell (2011, p. 15-17) has classified the epistemological 

assumptions in two categories which are Positivism and Interpretivism. We have chosen 

Positivist approach.  

Positivism is an epistemological position that defends the application of the methods of the 

natural sciences to the study of social reality and beyond. Positivist researchers attempt to 

explain a social phenomenon from the perspective that the sensory experience and the 

logical and mathematical treatment are the capable of explaining that phenomenon. Our 

issue is clearly a social phenomenon as it reflects a social reality (online purchasing from e-

retailers) that is common for millions of users. According to this approach, each study is 

based on hypothesis that is tested by data gathered through a defined process. We are 

intending to follow the same procedure of constructing hypothesis and test it with data 

collected from survey. With the analysis of gathered data we will test our hypothesis to 

decide on the nature of the relationship. In the process of gathering data and analysis, we 

are not accepting our subjective bias to impact the process. We are aiming to test our 

hypotheses using statistical methods which are free from subjective biasness. Positivism 

aims to the development of objective knowledge (Bryman & Bell 2011, p. 16). The nature 

of our study and the way we are intending to collect information and explain a certain 

phenomenon strongly shows that we are using positivist approach as the epistemological 

assumption of our research. Further the objective analysis of collected data also confirms 

our position. 

 

2.3.2 Ontological assumptions 

Ontology is considered as the nature of social entities where reality can be taken in either of 

two ways: objectivist or constructivist (Bryman & Bell, 2011, p. 21). Ontological 

considerations answer the questions: what is the form and nature of reality and therefore 

that can be known about it? We chose objectivism as our ontological position in line with 

our research topic and research procedure.  

Objectivism is an ontological position that entails social phenomena and their meanings 

have existences which are beyond our influence (Bryman & Bell 2011, p. 21). Referring to 
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our research question in the first chapter, as we are trying to understand the effect of e-

service quality dimensions on consumer loyalty on general scale, these particular 

phenomena is independent of the influence of any specific individual. Here, a 

representative sample will help us to collect the data. Researchers used non biased data or 

information in objectivism (Bryman & Bell 2011, p. 23), which we are intending to do. To 

exclude biasness we have taken precautions regarding data collection and analysis that is 

discussed later. 

 

2.4 Practical Preconception 

Though we are trying to be as objective as possible and exclude biasness from our 

perspective towards reality, when an individual is conducting a study it is not possible to be 

totally neutral. There might be previous study by the author, working experience, 

personality, personal experience and other factors to influence the study to some degrees as 

Saunders et al. (2009, p. 111) identified that the values of the researcher might have an 

impact on the research. Thus it is pertinent to describe the background of the authors. 

Authors are studying in Masters in Marketing, Umea School of Business and Economics 

(USBE), Umea University since spring session, 2009. English is the second language for 

both authors. This fact can explain the linguistic weaknesses sometimes noticeable 

throughout this narration.  

Being students of marketing, we have our own concepts about consumer loyalty and service 

quality. We believe quality is a strong determinant of loyalty. We are familiar with online 

and offline service providers and from the experience we can say that, serving consumers in 

the context of e-commerce is different from serving consumers in real life. Information 

technology is rapidly changing the paradigms of traditional marketing and being open to 

the possibilities of e-commerce is very important for any business regardless of which 

industry it falls within. We think that to know how to retain a consumer in the context of e-

commerce is a valuable knowledge for the growth a consumer electronic company. Being 

curious about the changes happening in the field of marketing, we are literally 

overwhelmed to understand this phenomenon in a profound way. The curiosity explains our 

interest and sincerity about the research we have undertaken. 

 

2.5 Research Approach 

Among different research approaches, in the deductive approach the researcher tries to 

examine the existing theory to form a specific sequence of the investigation which is the 

approach towards research process and aspects of data analysis in natural sciences 

(Saunders et al, 2009, p. 124). Here researchers develop a theoretical and conceptual 

framework which sub-sequentially tests the data. In our study, we have formulated 

hypotheses to reach a certain decision regarding the research question. We have developed 

a theoretical framework with the ideological constructs of e-service quality and consumer 

loyalty. We have mentioned before, that this is an industry-specific study and we are 

concerned about consumer electronic goods only. We narrowed it down to avoid ending up 

in too general conclusions, which might be applicable for the whole e-commerce sector, not 

only for consumer goods industry. Our study has followed the process of deduction as 

presented below.  
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Figure 1: The process of deduction 

 

 

 

 

 

 

 

Source: Bryman and Bell (2011) p. 11. 

The deductive approach suits well with the positivist epistemological approach that we 

have mentioned. The next stage is to test the hypothesis with the data collected according to 

the methodology. Empirical data collected through quantitative methods will be used to test 

our hypotheses. The testing will specify whether the hypotheses can be accepted or not be 

accepted. We started from theory then went to construction of hypotheses and followed the 

next steps of deductive approach accordingly. After the hypotheses testing, we will revise 

the existing theories used in our theoretical framework to relate the new result with the 

generic ideas of e-service quality and loyalty. It will show us if any new thing comes up 

with our result for that specific industry that deviates from the broad e-commerce sector. 

 

2.6 Research Strategy 

In business management research, the strategy is broadly divided in qualitative and 

quantitative approaches. The choice of research strategy depends on data collection 

technique and data analysis procedures regarding numeric or non-numeric data (Saunders et 

al. 2009, p. 151). Quantitative research collects data through formalized question and 

predetermined response options in the questionnaires or survey which is administered to a 

large number of respondents (Shiu et al., 2009, p. 173).  

This method is based on already decided and well-structured questions, which all the 

respondents will be asked. We have developed questionnaire to collect data from our 

sample. All the questions are carefully constructed to collect information about specific 

variables. We quantified the variables with the use of scales so that we can use the data for 

statistical analysis. Following the quantitative strategy, we will analyze the collected 

information using the same statistical tools for all the respondents. This could be combined 

with open questions, which give the respondents the flexibility to answer from different 

perspectives. However, we are avoiding open questions due to the fact that using open 

questions might come up with a large pool of diversified information. We have resource 

and time constraint to analyze that much information. Quantitative strategy responds well 

with our philosophical underpinnings, helps us to be objective, and leads to a certain 

decision regarding our hypotheses. The following table 1 summarizes our research strategy. 

Findings  Data collection Hypotheses Theory 

Revision of 

theory  

Hypotheses confirmed or rejected  
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Table1: Research strategy 

Key Points Quantitative Qualitative  

Relationship between 

theory and research  

Deductive (Testing theory) Inductive (Generation of theory) 

Epistemological 

assumption 

Positivism Interpretivism 

Ontological 

assumption 

Objectivism Constructivism 

Source: (Bryman and Bell, 2011, p. 27) 

 

2.7 Research Design 

Research design is a structure which makes an instructive framework for collecting and 

analyzing data. There are three basic types of research design which are exploratory, 

descriptive, and causal (Kent, 2007, p. 17; Shiu et al. 2009, p. 61-62). Our study follows the 

descriptive design. Descriptive research design is a procedure of collecting raw data and 

creates data structures that describe the existing characteristics (e.g. attitude intentions 

preference, purchase behaviors, evaluation of current marketing mix strategies) of a defined 

target group. Descriptive research design is appropriate for researches that aim to determine 

the degree of relationship among different variables (Shiu et al., 2009, p. 62). In this study, 

we will try to find out the answer of a specific research question that attempts to explain the 

relationship between consumer loyalty and selected dimensions of e-service quality of e-

retailing services. Concerning the nature of the study, the descriptive research responds best 

with our study as we are aiming to determine the degree of relationship between two 

important factors related with e-service.  

We chose survey method to collect data for our study. We will collect a large number of 

raw data by survey from the questions and answers format (Kent, 2007, p. 74). Our 

research strategy involves the structured, self-completion questionnaire and structured 

interview (Bryman & Bell, 2011, p. 719). We are aiming to measure the effect of e-service 

quality dimension on consumer loyalty, as mentioned earlier. Hence, survey with pre-

structured questions that quantify the dimensions of e-service quality and consumer loyalty 

is the best choice for our study.  

Although the word survey is generally used to denote the method of data collection by 

using questionnaires, it includes other techniques as well i.e., structured observation and 

structured interviews (Saunders et al. 2009, p. 601). In our case, we are more concerned 

about collecting data by questionnaires. However, we are aware of the fact that sometimes a 

researcher might not measure some variables of interest by this method. That is why we 

decide to limit our questions within a few certain factors which are filtered from already 

tested scholarly articles. To increase the authenticity of our study, we have formulated all 

our questions regarding the measurement of the factors with the help of previous studies 
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which is explained further in the following part [See Appendix-Questionnaire].  

Here it is important to note that we did not limit our survey about any specific company 

since we want to have a general understanding of e-service quality and consumer loyalty 

within the consumer electronic retailing industry. 

 

2.7.1 Population 

The target population is the broad set of people to which the researchers want to generalize 

the results of their study (Wu, 2011). As our research problem addresses the consumer 

electronics retailers operating in Sweden, the target population includes online shoppers of 

Sweden who had ever purchased consumer electronic products on the Internet. We are not 

considering online shoppers outside Sweden in our population, due to the fact that Sweden 

has a faster and more secured e-commerce infrastructure compared to most other countries 

in the world. Quoting the result of a joint study conducted by Said Business School at 

Oxford and the University of Oviedo, Pfanner (2009) mentioned that South Korea, Japan 

and Sweden provides the most advanced broadband connection in the world. Thus, online 

shoppers from other country might not have the same experience as online shoppers of 

Sweden and our study result will not be applicable for them.    

According to Internet World Stats (2011), total number of internet users in Sweden is 

8,441,718 as of December 2011 with 93% penetration rate from the total population. In 

another report from Nielsen (2010) 78% of respondents from Sweden answered that they 

will buy something from e-retailers in next six months. Though it is not possible to 

calculate the exact number of our population, we can safely assume that at least 20% of 

total internet users in Sweden purchase electronic products from e-retailers since the fourth 

most selling product category globally for online shopping is consumer electronic (Nielsen, 

2010). That makes the number of population to 1,688,344.  

The accessible population is the part of the target population that is accessible to the 

researcher because of geographic, temporal or cultural constrains (Wu, 2011). We will 

collect our data from the students of Umea University as we have taken convenience 

sampling approach (described in the following section). We have collected our data from 

Bachelor and Masters level students of Umea University who have online purchase 

experience. Since most of the students have access to online commerce and usually 

purchase stuffs through internet, our accessible population can be considered as 15,000 

students of Umea University.  

 

2.7.2 Sampling 

In this study, we have used non-probabilistic convenience sampling technique to draw up 

the necessary sample for the study. According Shiu et al., (2009, p. 451) sampling is a 

selection of a small number of elements and expecting that the information gathered from 

the sample group will allow accurate judgments to be made about the larger group.  

We decided to collect data from Umea University area, and our samples are mainly 

students of Umea University. Students can form a well-representing sample in a study on e-

service quality of online shopping. Lee and Lin (2005, p. 163) provided three reasons for 
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taking students as sample for such studies. Firstly, students are a great proportion of 

internet users. Secondly, consumers who purchase products online are younger and better 

educated than conventional consumers, thus students resemble the online consumer 

population closely. And lastly, the use of students in such study decreases the variance 

effect in web-based literacy.  

Non-probability sampling is a sampling process where the probability of selecting each 

sampling unit is unknown (Shiu et al., 2009, p. 470). Convenience sampling is a non-

probability sampling techniques in which samples are drawn at the convenience of the 

researcher. Using this method, within a short time large number of respondents can be 

interviewed. Convenience sample is usually used because it allows us to obtain basic data 

and trends regarding the study without the complications of using a randomized sample 

(Shiu et al., 2009, p. 480). 

 

2.7.3 Sample size 

For any study, sample size is an important consideration. A sample makes inference from a 

population. In our case, as we already mentioned, the population is beyond measurement. 

As the exact size of population is not known, we will choose a sample size that is 

empirically tested to be representative regardless of the size of population. We have chosen 

200 respondents for our survey. We found this as the optimum number of respondents that 

we can reach considering our limitations regarding budget and time. According to Kent 

(2007. p. 236) a minimum sample size of 100 is needed for any kind of quantitative 

analysis. Thus, a sample of 200 assures the requirement of quantitative analysis. 

In a survey, there is always a risk that some questionnaires will not be filled up properly. 

Thus, we decided to carry on survey until we reach 200 qualified responses.  

 

2.7.4 Answering alternatives 

In this research we have used three types of answering alternatives: 5 points rating Likert 

scale (when the question is about perception or attitude or behavior), yes, /no (when there a 

specific answer is expected) and ranking and multiple choice (identify the factors). We 

have used 5 point Likert scale mainly for two reasons: firstly, the data is more objective and 

unbiased because the respondent has a chance to measure personal opinion freely and 

secondly, it gives us ease to analyze and apply statistical tools. 

 

2.8 Design of Questionnaire 

The questions of the questionnaire were designed in line with our hypotheses. According to 

our research question, our aim is to understand the relationship between e-service quality 

and consumer loyalty in case of e-retailers who sell consumer electronic goods. Thus our 

main hypothesis assumes that there is an e-service quality has a significant effect on 

consumer loyalty. Then we proceed to select four important variables that define e-service 

quality. Our subsequent hypotheses are concerned about the positive relationship between 

consumer loyalty and the four dimensions of e-service quality i.e. Responsiveness, 

Reliability, Ease of use, and Security (Chapter 3 has detailed discussion on hypotheses). 

Thus our questionnaire is designed in way so that it can measure these five variables- 

Responsiveness, Reliability, Ease of use, Security, and consumer loyalty. We consulted the 
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previous measurement models of scientific articles that are used for each of these variables.  

Question 1, is about the affirmation of the respondent regarding having user experience of 

E-retail offering. 

However, question 2 is general statement to determine consumer knowledge about the E-

retail offerings. Quality- Reliability, Responsiveness, Ease of use, and Security and the 

other two Constructs- Satisfaction, and Loyalty. All the articles we referred here are peer-

reviewed and they tested the questions with statistical tools, hence all the questions are 

academically acceptable. 

Questions 3, 4 and 5 are designed to measure Reliability. These questions are adapted from 

Yang, Jun and Peterson (2004). 

Questions 6, 7 and 8 are designed to measure Responsiveness. These questions are adapted 

from Yang, Jun and Peterson (2004). 

Questions 9, 10, 11, and 12 are designed to measure Ease of use. These questions are 

adapted from Swaid and Wigand (2009). 

Questions 13, 14, 15, and 16 are designed to measure Security. These questions are adapted 

from Yang, Jun and Peterson (2004). 

Questions 17, 18, and 19 are designed to measure loyalty. These questions are adapted from 

Semeijn, van Riel, van Birgelen, and Streukens (2005). 

Question 20 is constructed in order to have a relative ranking of the four dimensions of e- 

eservice quality. 

In the question 21, 22, and 23 we formed demographic enquiry which will help us to 

develop a deeper understanding of the pattern of consumers experience about the e-service 

quality and how e-service quality throw the e-retail website impacts to consumer loyalty. 

 

2.8.1 Testing of the questionnaire 

We have made a focus group comprising our friends to validate our questionnaire. To get 

an opportunity to see if the questions we constructed give us the data we wanted, we tested 

it on the focus group. We also identified and erased or corrected if any question did not 

seem appropriate with our research objectives. To do this, we contacted 15 students at the 

University of Umea to hear their opinions about the questionnaire. They have to fill out a 

first draft and leave remarks on how they assumed our survey. This allows us to see our 

survey from different views and whether the target samples understand the questionnaire 

clearly or not. 

 

2.9 Possible Error 

The authors distributed questionnaires to the respondents to the Umea University campus 

personally after oral screening. The respondents who has the online purchase experience 

recently we have provided them. If they could not understand we tried to explain the 
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questions. We provided 220 printed questionnaires to collect the data. Only 20 

questionnaires we did not get back with feedback. We re-printed 10 more questionnaires. 

There are 15,000 full-time students (http://www.medfak.umu.se) are studied here, thus, 200 

feedbacks for the respondents will lead to 7.5 percent margin error could be accepted 

during our analysis. In the case of data collection error and the data processing error, it can 

be reduced by managing data properly when we will do our statistical analysis. 

 

 

 

 

 

 

Figure 2: Errors in social survey research 

Source: Bryman and Bell, 2011, p. 196. 

In the questions, we mentioned 'the company' to refer to any company that the respondent 

wants to refer. We are not focusing on a specific company; rather we are focusing on a 

specific industry. Thus, we are not differentiating amount of the e-service providers in 

consumer electronic products in our study. When we mentioned the website, it means that 

we are referring to the website from where the user purchase the consumer electronic 

products. During the survey we will explain that to the respondent. 

 

2.10 Ethical Consideration 

Ethical considerations and issues are important for our data collection procedure and the 

interviewees. We cannot do anything these information and data for business or 

commercial purposes and we cannot manipulate or a particular state of mind or feelings. 

We assured that all these answers will be anonymous and not transferrable to any third 

party for any other purpose. We gave an undertaken that our research will be guaranteed its 

anonymity. As part of our negotiation, we are firmly determined and confidential about our 

agreement with our participants and respondents on behalf of our study. 

 

2.11 Credibility Criteria 

To fulfill the various credibility criteria the researcher should properly measure what they 

intended to measure and do in a right way, so that the measurements done can be 

appropriate and applicable for this study. Thus, it is important to look at the credibility 

criteria i.e., validity, reliability and generalization. 

 

2.11.1 Validity 

We have to measure the validity of our data in order to ensure whether the data collection 

tool was appropriate and valid. The researcher has to make sure that the data collection 

Error 

Data processing 

error 

Data collection 

error 

Sampling-

related error 

Sampling 

error 
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methods should be accurate. Moreover, the researcher should consider, whether the 

empirical data they gathered is relevant to use and serve the main purpose of the study 

(Saunders et al., 2009, p. 603). To ensure validity, we tried to collect only the relevant 

information through the survey. We constructed all our questions on the basis of our 

purpose of the study and the hypotheses. We eliminated all the questions that would not 

contribute to the main purpose of the study at all. This way, we ensured a high degree of 

relevancy.  

 

2.11.2 Reliability 

The reliability measures if; the conducted study is trustworthy, transparent (Saunders et al., 

2009, p. 600) and consistent (Easterby-Smith, 2009 cited in Saunders et al., 2009, p. 156). 

It can be assessed by three key questions i.e. 

a. Will the measures yield the same results? 

b. Will similar observation be reached? 

c. Is there transparency regarding collection of raw data? 

A study with high degree of reliability must have the data to be as consistent as possible. 

We aim to avoid low response rate by providing questionnaire in person. Ensuring high 

level of respondent involvement would contribute to the consistency of the results. If the 

data is collected in a consistent way and statistical analysis is done through an objective and 

proper way, similar outcomes are expected to come. We intend to use accepted statistical 

tools for the analysis so that the observations are free from human biasness. We also send 

this questionnaire through a pilot test which can assure us that our questionnaire is 

formulated correctly and easy for understanding. Hence, we hope that, we achieve a high 

reliability of the measurements which we perform on the collected data. 

 

2.11.3 Generalizability 

Generalizability refers to the property of the findings of research study which makes it 

applicable on other settings (Saunders et al., 2009, p. 592). Generalizability is the ability to 

generalize a statistical result and measure external validity of research findings (Bryman 

and Bell, 2011, p. 714). Generalizability is applicable on the statistical inferences from the 

sample to the population. According to Kent (2007, p. 389), all the statistical inferences 

depends on two key assumptions are 

a. Our sample selection is random, and  

b. No other source of error than random sampling error is occurred 

We tried to avoid any kind of error because our sample was random in order to ensure as 

high generalizability level as possible. Though, we cannot claim that this study result will 

be applicable for e-service providers operating in other countries except Sweden, we can 

expect similar result in other cities of Sweden. The findings can be applied on online 

consumers of Sweden from different cultural backgrounds as researchers did not find any 

significant impact on culture on the perceived service quality dimensions on customer 

satisfaction, trust and loyalty in e-commerce settings (Kassim and Abdullah, 2009). 
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CHAPTER THREE 

LITERATURE REVIEW  

The literature review is the fundamental area of our research work that guides the 

theoretical construction. It will illustrate the conceptual context and the theoretical 

framework of our research. Here, we have discussed the concepts of perspective of e-

retailing, as well as e-service quality of e-retailing offerings, customer satisfaction, and 

customer perceived value on the e-retailing and consumer loyalty. 

 

3.1 E-service and E-Store 

We emphasized on e-service quality. Rowley (2006) gives a definition of e-service in 

conclusion of many scholars opinions, e-service, based on information technology, includes 

the information provision and system support, the logistic transportation of service and the 

trace and exchange of information. E-service can be provided through e-stores. Electronic 

store or e-store is the web-based point of sales from where people can buy stuffs and 

services. E-retailer is the electronic version of real life retailing shop which is defined as 'an 

online retail store' (Ponirin, Scott, & von der Heidt, 2010). Thus electronic store market 

refers to the online marketplace of e-stores. In our study, we particularly focuses on e-

retailers who sell consumer electronic goods.  

 

3.2 Consumer Decision Making Process 

It is important to understand how a consumer makes decision regarding purchase. In order 

to understand how the customer has makes their decision, we have to understand the pre-

purchase, purchase and post-purchase issues. 

 

 

 

 

 

 

 

 

 

Figure 3: Consumer decision making model 

Source: Engel, Blackwell, and Miniard (1993). 

To understand our research topic profoundly, we believe that it is important to know how 

the customers receive satisfaction from service providers and thus make repeat purchase. 

According to this model, a customer goes through 5 different stages for the purchase and 

use of a product or service. At the first stage, the consumer recognizes the need of a product 

or service. Then he/she searches for alternatives to fulfill the need. After a search process, 

he/she gathers a handful of options and then at the next stage he/she evaluates the options 

on the basis of preferences. After evaluating the options, he/she makes the decision and 

makes the final purchase. The last stage of the consumer behavior depends on the perceived 
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value from the product or service. If the consumer gets what she/he needs from the product, 

meaning that if he/she is satisfied with the quality it is likely that the next time when the 

need will arise, he/she will directly goes the stage of product purchase avoiding option 

search and evaluation. This model explains the behavior of consumers for both offline and 

online purchase (Engel, Blackwell and Miniard, 1993). There are a number of other models 

that explains consumer's decision making process. 

Erasmus, Boshoff and Rousseau (2001) mentioned a number of decision making models in 

their critical study about consumer decision making model such as Nicosia-model (1966), 

Howard–Sheth model (1969), Andreason (1965),  Markin models (1968/1974) and Engel & 

Blackwell model (1968) that we discussed about. However, the authors also mentioned that 

all these models fall within the 'Grand Models of Decision Making' (Erasmus, Boshoff and 

Rousseau, 2001, p. 83).  

 

3.3 Concept of Service Quality and E-Service Quality 

The concept of service quality is discussed from traditional business point of view and e-

commerce as well.  

 

3.3.1 Service quality 

Service quality is one of the key factors that determines the success or failure of any service 

provider, regardless of the nature or platform of the service. Yang (2001) identified service 

quality to be critically important for e-commerce services as well. Santos (2003, p. 233) 

pointed out two main approaches regarding the conceptualization of service quality: one 

based on disconfirmation theory, another on performance-only.  

Gronroos (1984) introduces the idea of total service quality which he defined as the 

consumer perception on the difference between expected service and perceived service. 

However, at the beginning, the concept of service quality was developed on the basis of 

disconfirmation model proposed by Oliver (1980) (the model is discussed later). According 

to that, service quality is the measurement of to what extend the executed service matches 

the expectation of the user. Now, to understand that it is important to explain what 

perceived service quality does mean. Gronroos (1984, p. 37) defined perceived service 

quality as the comparison between customer expectations and perceptions of service. In line 

with that definition, Parasuraman et al. (1988, p. 15) proposed a definition of service 

quality as the overall evaluation of a specific service firm that results from comparing that 

firm's performance with the customer's general expectations of how firms in that industry 

should perform.  

However, this perspective based on disconfirmation approach is facing some challenges 

lately. Many academics started to advocate for a performance-only (also termed as 

perception-only) measure of service quality as it is claimed to be better than the 

disconfirmation model (Babakus & Boller, 1992; Brown et al. 1993; Cronin and Taylor, 

1992, Dabholkar et al., 2000; Parasuraman et al., 1994; Tse and Wilton, 1988; Teas, 1993, 

1994). Perception measures are documented to have even greater explanatory power 

regarding service quality. Dabholkar et al. (2000) noted that perception measurement 

allows a deeper understanding of service quality and encompasses all dimensions as 

antecedents rather than components. Thus, it is argued that performance is a stronger 
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indicator of service quality than expectations. Performance-only measurement allows the 

researcher or marketer to have a deeper understanding though simpler and more efficient 

cross-sectional designs (Santos, 2003, p. 234).  

In this perspective, service quality is defined as an overall evaluation of service 

performance, excluding the notion of comparing the service with any other provider or 

preconceptions. Thus, quality is judged on the basis of excellence and superiority of 

performance (Zeithaml et al. 1985). In this study, we will look at the notion of service 

quality from performance-only perspective. However, we would like to note that service 

quality is a multi-dimensional and multi-faceted concept that might convey different 

meanings to different people. That's why while we attempt to measure e-service quality, we 

searched through a large number of literature to come up with a set of dimensions that are 

most commonly used to measure e-service quality. In this way, we expect to come up with 

a model that is academically valid. 

 

3.3.2 E-service quality 

Though service quality is a much discussed topic in the marketing academics for the last 

three decades, application of this models on e-commerce providers is relatively new. 

Juxtaposing the concept of internet marketing and the service quality measurement in 

traditional providers, e-service quality can be defined as the excellence and quality of e-

service offerings in the virtual marketplace by the consumers overall assessment and 

justification (Santos, 2003, p. 235). More specifically, Zeithaml et al. (2000; 2002) defined 

e-service quality as the extent to which a web site facilitates efficient and effective 

shopping, purchasing, and delivery of product and services. We found that the definition of 

Zeithaml et al. for e-service quality to be more acceptable.  

The web platform is fundamentally different from real life traditional commerce. In real 

life, the consumers do not process all the elements of the service, while in online 

environment each sub-process has a greater probability to be noticed by the consumers. 

Consumers can spend as much time as they want in the e-retailing stores (Lee and Lin, 

2005, p. 163). In addition to that, the purchase process is not administered by any sales 

representative. That's why the consumers have to go through the whole process themselves. 

Hence customers are likely to perceive the e-service as a whole process and outcome (van 

Riel et al. 2001). 

The web environment is fundamentally different from the real life situations. Thus while 

evaluating the e-service quality; the consumers are more likely to evaluate each sub-process 

in details as the virtual environment gives them the freedom to spend as much time as they 

want. Moreover, absence of any service representative makes them to go through the whole 

process themselves. Thus, customers are likely to perceive the e-service as a whole process 

and outcome (van Riel et al. 2001). In a research conducted by Meuter et al. (2000), it is 

found that consumers are more likely to be affected by negative incidents rather than be 

satisfied with positive performances in context of e-service. It is very easy to compare 

products of different e-retailers on the internet. Thus the quality of e-service is of immense 

important for the service providers. For online consumers, e-service quality is the prime 

factor to distinguish between any two service providers (Santos, 2003, p. 235).  
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Price is an important factor of service quality evaluation. Retailers can ensure long-term 

earnings by following a consistent pricing policy. Rabinovich and Bailey (2004, p. 655) 

suggested that service quality is proportional to price as long as the transaction contracts are 

short-term in nature, a likelihood of future contact between the e-service provider and buyer 

exists, and the consumers have the option to select among providers. In this setting of e-

commerce consumers have the option to compare between service providers easily (Santos, 

2003, p. 235). Moreover since consumer electronic product market is a very competitive 

market, the difference in price level of different providers is very marginal. These factors 

alleviate the moderating effect of price on the e-service quality evaluation.   

Consumer loyalty in an online environment is necessarily generated from a higher 

evaluation of service quality provided by the e-retailers (Reichheld and Schefter, 2000). 

Therefore, service is of highest emphasis for e-commerce service providers. A well-

designed website is not only effective to attract the attention of online consumers; it can 

also create awareness in the offline community. With the functionalities of recent 

technologies, e-service quality can influence the consumers to get involved with the 

product development process through customization and feedback and thus can build up 

stronger relationship with the consumers. A customer's engagement and assessment of the 

e-service quality determine the actions of the customer (Gounaris, Dimitriadis and 

Stathakopoulos, 2010, p. 143). 

 

3.4 Dimensions of E-Service Quality 

E-service quality is a multi-dimensional factor. E-service quality has been defined as the 

extent to which a Web site facilitates efficient and effective shopping, purchasing, and 

delivery (Zeithaml et al. 2000, p. 11). However, now the academics argue that this 

definition is too narrow and e-service quality should cover the complete spectrum of 

service offering, rather than focusing exclusively on transaction-specific elements. Thus, e-

service quality now can be defined as the consumer‟s evaluation of process and outcome 

quality of the interaction with service provider‟s electronic channels (Gummerus et al., 

2004, p. 175). A number of different dimensions have been taken into account by the 

academics in order to measure e-service quality. We have gone through a large pool of 

literatures and summed up our exploratory study in order to come up with a limited set of 

dimensions which will adequately encompass the e-service quality (See table 2).  

Table 2: Analysis of e-service quality dimensions 

Dimension Author and year Used in 

articles 

Security Yoo and Donthu, (2001); Zeithaml et al. (2000, 2002), 

Srinivasan et al., (2002); Van Riel et al., (2001); 

Wolfinbarger and Gilly, (2002, 2003); Madu and Madu, 

(2002), Santos, (2003), Gummerus, et al. (2004); Lee and 

Lin, (2005); Collier and Bienstock, (2009); Chang, Wang 

and Yang, (2009); Wu. K.W, (2011). 

14 

Responsiveness Parasuraman et al. (2005); Barnes and Vidgen, (2001); Yoo 

and Donthu, (2001); Van Riel et al., (2001);  Srinivasan et 

14 
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al. (2002); Zeithaml, Parasuraman, and Malhotra, (2000, 

2002); Li, Tan, and Xie, (2002); Wolfinbarger and Gilly, 

(2003) eTailQ; Gummerus, Liljander, Pura and Riel, (2004); 

Lee and Lin, (2005); Bauer, Falk, and Mammerschmidt 

(2006); Chang, Wang and Yang, (2009); Wu. K.W, (2011). 

Reliability Barnes and Vidgen, (2001), Zeithaml et al., (2001), 

Parasuraman et al. (2005), Madu and Madu, (2002), 

Wolfinbarger and Gilly, (2003, 2002), Santos, (2003); Li, 

Tan, and Xie, (2002); Bauer et al. (2006); Chang, Wang and 

Yang, (2009);  Lee and Lin, (2005)  

11 

Ease of Use  Yoo and Donthu, (2001), Zeithaml et al. (2001), Van Riel et 

al., (2001); Zeithaml et al. (2000, 2002); Srinivasan et al. 

(2002;  Wolfinbarger and Gilly, (2002); Wolfinbarger and 

Gilly (2003); Barnes and Vidgen, (2002); Gummerus, 

Liljander, Pura and Riel, (2004) 

10 

Fulfillment Van Riel et al., (2001); Srinivasan et al. (2002); 

Wolfinbarger and Gilly, (2002, 2003); Zeithaml, 

Parasuraman and Malhotra, (2002); Gummerus, Liljander, 

Pura and Riel, (2004); Sahadev and Purani, (2008); Chang, 

Wang and Yang, (2009); Wu. K.W, (2011) 

09 

Efficiency Wolfinbarger and Gilly, (2003) eTailQ; Sun and et al., 

(2009); Sahadev and Purani, (2008); Yen and Lu, (2008); 

Chang, Wang and Yang, 2009; Wu. K.W, (2011) 

06 

System 

availability 

Zeithaml, Parasuraman, and Malhotra, (2002); Collier and 

Bienstock, (2009); Sun and et al. (2009); Sahadev and 

Purani, (2008); Yen and Lu, (2008); Wu. K.W, (2011) 

06 

Compensation  

 

Zeithaml, Parasuraman, and Malhotra, (2000, 2002); 

Parasurman et al. (2005); Chang, Wang and Yang, (2009);   

Wu. K. W, (2011). 

05 

Contact  

 

Zeithaml, Parasuraman, and Malhotra, (2000, 2002); 

Parasurman et al. (2005); Chang, Wang and Yang, (2009); 

Wu. K.W, (2011). 

05 

Assurance Zeithaml et al. (2000),  Barnes and Vidgen, (2001), Madu 

and Madu, (2002);  Li, Tan, and Xie, (2002);  

05 

Website design Wolfinbarger and Gilly, (2002, 2003); Lee and Lin, (2005); 

Bauer et al. (2006). 

04 

Empathy Madu and Madu, (2002); Li, Tan, and Xie, (2002);  

Barnes and Vidgen, (2002).  

03 

Aesthetics Zeithaml et al. (2000), Madu and Madu, (2002), Yoo and 

Donthu, (2001). 

03 

Information 

available 

Zeithaml et al. (2002); Barnes and Vidgen, (2002); Li, Tan, 

and Xie, (2002). 

03 

Tangibles  Barnes and Vidgen, (2001); Li, Tan, and Xie, (2002). 02 

Process quality Collier and Bienstock, (2006); Bauer et al., (2006). 02 
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Access Zeithaml et al. (2001), Barnes and Vidgen, (2001). 02 

Care Zeithaml, Parasuraman, and Malhotra, (2000, 2002). 02 

Recovery Zeithaml, Parasuraman, and Malhotra, (2000, 2002). 02 

Customer 

service 

Wolfinbarger and Gilly, (2002, 2003). 02 

Customizability Zeithaml et al. (2000), Madu and Madu, (2002). 02 

Communication Barnes and Vidgen, (2001), Santos, (2003). 02 

Flexibility Zeithaml et al. (2001). 01 

Integration of 

communication 
Li, Tan, and Xie, (2002). 01 

Enjoyment Bauer et al. (2006). 01 

Outcome 

quality 

Collier and Bienstock, (2006). 01 

Personalization Lee and Lin, (2005). 01 

Graphic style Zeithaml et al., (2002). 01 

 

Source: Various Articles. 

There were several other dimensions in other articles and research works. But due to low 

frequency we screened those out primarily. However, after going through 20 articles on e-

service quality which dealt with the dimensions, we have selected four dimensions which 

appeared most frequently and widely mentioned by different authors. These four 

dimensions are: 

a. Security 

b. Responsiveness 

c. Reliability 

d. Ease of use 

In the later part of our discussion we will look into each of the dimension briefly to 

construct our theoretical framework finally. So we proceed to construct our hypotheses 

regarding the relationship between the selected dimensions of e-service quality and 

consumer loyalty. 
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3.5 The Expectancy Disconfirmation with Performance Model 

An internet purchaser can be transformed into an internet non-purchaser if they are not 

happy or receive unexpected experience from the e-service providers (Yang and Jun, 2002, 

p. 20). 

 

 

 

 

 

 

 

 

 

 

Figure 4: Expectancy disconfirmation with performance model. 

Source: Oliver (1999), p. 120. 

According to the Janda, Trocchia and Gwinner (2002), consumer assess the quality of the e-

service quality whether the performance of the e-service dimension meet their expectation. 

Expectancy disconfirmation model is an important model whether to attempts to explain the 

phenomena of customer satisfaction and loyalty. However, expectancy disconfirmation 

model describes the post purchase evaluation (Oliver, 1999, p. 199). In the context of our 

study, this model is essential as it explains the major concern of our research question, i.e. 

the relationship between e-service quality and consumer loyalty. The components of EDT 

model play an important role in predicting consumer loyalty intension (Padagett, 2004, Hsu 

et al. 2006; Lin et al. 2005; Bhattacherjee, 2001a, b, cited in Yen and Lu, 2008, p. 128). 

Expectancy Disconfirmation model posits that satisfaction is jointly determined by 

disconfirmation and expectation. Disconfirmation influences on satisfaction (Oliver, 1999, 

p. 119). Moreover, perceive performance also has a strong impact on satisfaction and an 

indirect impact through disconfirmation (Liao et al. 2011, p. 241).  

Therefore, in the EDT model expectation require when customer consider buying a product 

or service then the customer utilizes their purchasing experience or external information to 

compare the internal standard view (Oliver, 1980). Therefore, to the EDT, perceived 

performance indicates customer perceptions that how the product performance fulfills 

customers need, wants and desire (Mc Kinney, Yoon, Zahedi, 2002, p. 299). 

Disconfirmation is the gap between the consumers (ex-ante) expectations of the product or 

service and (ex-post) perceive performance (Yen and Lu, 2008, p. 128).  

Expectation 

Subjective 

disconfirmation 

Satisfaction/ 

Dissatisfaction 

Calculated 

disconfirmation 

Performance 

out come 
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EDT model shows that the service quality is an important determinant of the satisfaction. 

Satisfaction with service quality affects consumer's decision to repurchase a product or 

reuse a service. Repurchase or reuse turns into loyalty (Oliver, 1980). However, according 

to the EDT model indicates the website of electronic retail market and sellers performance 

influences buyer‟s satisfaction and loyalty. Moreover, Yen and Lu, (2008, p.132) has 

shown EDT has the relationship among performance, disconfirmation, satisfaction and 

loyalty intention in the online marketplace. This is a general assumption applicable on the 

broad e-commerce context. 

 

3.6 Satisfaction 

Consumer satisfaction is an important factor for the growth of the company as it is 

perceived as a critical indicator for the companies past, current and future performance 

(Anderson et al. 1994). Satisfying customers is of no less important for online service 

providers (Zeithaml et al. 2002). In fact as study even showed that satisfaction has a larger 

degree of impact on online consumers than the impact it has on offline consumers (Shanker 

et al. 2003). By definition, satisfaction is the cumulative judgment that the customer makes 

on the basis of his/her experience with the particular company (Gummerus et al., 2004, p. 

175). Satisfaction is developed on the basis of past as well as current experiences of the 

consumer, and it influences the future behavior of the consumer toward the company 

(Stauss & Neuhaus, 1997) which means it affects the consumer‟s decision about repurchase 

or reuse of the product or service. 

A number of studies on traditional service companies has showed that customer satisfaction 

influence consumer loyalty to a great extend (Gummerus et al., 2004, p. 175). But the point 

of the causal relationship between service quality and satisfaction has faced extravagant 

stricture (Tsoukatos and Rand, 2006, p. 504). In traditional commerce perspective, different 

views exist regarding the relationship. Parasuraman et al. (1988) mentioned in Tsoukatos 

and Rand, 2006, p. 504) advocate that satisfaction over a time period leads to a general 

perception of service quality. Another line of argument is that the distinction between 

service quality and customer satisfaction is unclear, especially in situations of retailing 

where products are delivered frequently (Bolton and Drew, 1991, mentioned in Tsoukatos 

and Rand, 2006, p. 504). Saurina and Coenders (2002) investigated about the relationship 

and came to conclude that customers do not differentiate between satisfaction and overall 

quality. Keeping this in mind, we are disregarding satisfaction as a precursor of loyalty; 

rather we are aiming to investigate the effect of e-service quality dimensions on consumer 

loyalty directly. 

 

3.7 Consumer Loyalty 

Consumer loyalty is the key concept of this study. There are a number of definitions of 

loyalty forwarded by different authors. However, these definitions are mostly 

complementary, not contradictory. Oliver (1999, p. 34) defined “consumer loyalty as a 

commitment to re-buy or re-patronize a preferred product/ service again and again in the 

future”. Neal (1999) thinks consumer loyalty is a behavior and defines consumer loyalty as 

'the proportion of times a purchaser chooses the same product or service in a specific 

category compared to the total number of purchases made by the purchaser in that category, 

under the condition that other acceptable products or services are conveniently available in 
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that category (Neal, 1999, p. 21). 

Anderson and Srinivasan (2003, p. 125) investigate the impact of consumer loyalty in the 

context of e-commerce, and consumer loyalty is defined as the customers favorable attitude 

toward an e-business resulting in repeat buying behavior. The favorable attitude does not 

necessarily mean satisfaction; it can be other attitudinal outcome as well such as intention 

to share with others, pleasure, trust and so on.   

We decided to adopt the definition of loyalty constructed by Chang, Wang and Yang 

(2009) which encompassed all the definitions which viewed consumer loyalty as a 

commitment of repeatedly buying a preferred product/service and positive WOM 

consistently after making the first purchase.  

Thus, consumer loyalty can be identified with three characteristics exhibited by a 

consumer: 

a. Repeat purchase behavior 

b. Positive attitude towards the service provider; and 

c. Positive Word of mouth 

A loyal consumer group of a company can make a huge difference as they not only try to 

engage other people with the company; they are also less likely to be motivated by the 

competitor campaign and negative expert opinion (Narayandas, 1998). Interruption of web 

service is something that even the largest online companies cannot totally avoid. In this 

context, loyal customers are particularly beneficial for the company as they tend to show a 

greater level of tolerance for waiting when the service is interrupted (Narayandas, 1998).  

The electronic retailer provides e-service quality through the website. According to the 

Chen and Dubinsky (2003, p. 325), consumer loyalty depend on the e-commerce after 

having experience of e-service quality through the website of e-retail offering. After 

receiving the perceive value from the e-service quality through e-retail offering leads to 

customer loyalty. According to the Chang and Wang (2010, p. 341), e-service quality in the 

e-retail offering creates value for the customer where customer receive perceived value 

from their expectation which impacts their attitude toward the service provider positively 

which in turns leads to positive WOM, repeat purchase and ultimately consumer 

loyalty. Hence, e-service quality enhances consumer loyalty (Carlson and O'Cass, 2010, p. 

114). Thus, an impact of e-service quality on consumer loyalty is evident from the 

empirical scholarly works. However, these studies examined the relationship on a broad e-

commerce context. In our case, we do not know whether the dimensions of e-service 

quality impact consumer loyalty in a similar fashion or not. But we can assume that the 

impact is likely to be positive. 

Thus we forward our first hypothesis as: 

H1. E-service quality positively influences consumer loyalty for e-retailers providing 

consumer electronic goods 
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3.7.1 SECURITY 

One of the most critical customer concerns is the issue of security, i.e. the extent to which 

customers believe the site is safe to use and that personal information is protected (Zeithaml 

et al. 2000). 

Security is a great concern for a number of consumers as online fraudulent activities are in 

abundance. E-service providers need to assure the consumer that the transactions are 

completely secured. Consumers are often concerned about the information storage policy of 

the retailers. E-retailers often use cookies (a text file that can track the users activities on 

the website) to make customized recommendation for the consumers. E-retailers need to be 

very clear that none of their activities are threatening the security of the consumer (Yang 

and Jun, 2002, p. 35).  

Non-transactional privacy requires for instance Web cookies or unsolicited e-mail which 

may affect consumer‟s use of Web sites (Korgaonkar & Wolin, 1999). Although security 

sometimes equated with trust (Reichheld & Schefter, 2000), it can also be assumed to be a 

distinct dimension. Since most of the e-commerce site guarantees complete anonymity, 

security is based on the consumer‟s perceptions of the security policies and their beliefs that 

they can safely use the site without being tracked down. Security is directly related to 

loyalty since it signals the service provider‟s integrity. Thus we proceed to propose our 

second hypothesis as: 

H2: Security positively influences consumer loyalty 

 

3.7.2 RESPONSIVENESS 

Responsiveness requires the service provider‟s able to respond sharply to requests and 

suggestions, and to give assistance for customers in case of problems (Zeithaml et al. 

2000). Customers have recognized a fast response as a tool of high-quality service (Voss, 

2003), but in practice many companies fail on this dimension (Kaynama & Black, 2000). 

Here, responsiveness is defined as the magnitude to which customer feedback is taken into 

attention, and the promptness of reply. 

Consumers expect that the e-retailers must respond to their inquiries promptly. Though 

Yang and Jun (2002, p. 35) has observed that in comparison to physical service providers, 

e-retailers often lack real-time interaction with the customers.  

Two important aspects regarding responsiveness are the speed of information retrieval and 

the load time of website. Consumers want to find accurate information quickly. If the 

loading time of the website is delayed, the consumer might look for another provider (Yang 

& Jun, 2002, p. 35).  

Since responsiveness reflects customer‟s perceptions of the service provider‟s ability and 

willingness to respond to customer needs, it is also expected to impact loyalty. 

As a consequence, we expect: 

H3. Responsiveness positively influences consumer loyalty 
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3.7.3 RELIABILITY 

Reliability means the correctness of order fulfillment, prompt delivery, and billing accuracy 

(Yang, 2001). Reliability is a widely used dimension of service quality and its prolific use 

made it an essential component of the quality. Reliability is a dominant dimension of 

traditional service quality. In case of e-service quality, it has no less importance. 

Wolfinbarger and Gilly (2002) found out that customer loyalty and/or intentions to 

repurchase can be predicted from reliability ratings. Zeithaml, Parasuraman and Malhotra 

(2002, p. 364) suggested that reliability is formed from on-time and accurate delivery, 

accurate product representation, and other fulfillment issues. It may also reflect technical 

reliability such as the proper functioning of the website (Zeithaml et al., 2002, p. 364).  

Thus as we proceed to propose our fourth hypothesis as: 

H4. Reliability positively influences consumer loyalty 

 

3.7.4 EASE OF USE 

Ease of use is defined as how easy the Web site is for customers to operate external search 

in cyberspace and internal navigation and search within the Web site (Gummerus et al., 

2004, p. 177). External search indicates to the point to which customers can easily find the 

Web site on the worldwide Web. 

An easily memorable name is important for online consumers. E-retailers must avoid 

complex names. To convert the people who searched for information into consumers the 

quality of information regarding the products and the convenience of using the information 

is crucially important. The structure of the e-store needs to be easy to understand and 

navigate (Yang & Jun, 2002, p. 35). 

The use of set-up web links with major internet search engines and comprehensive URL 

addresses are systems that help to achieve this objective. There was a very high demand for 

a Web site which is easy to find, navigate and use within. Users favored “quick-finders” 

and “user guidelines” (Santos, 2003). The level of the ease of use is expected to affect 

loyalty directly, since it provides physical evidence of the service provider‟s competence as 

well as facilitating effortless use of the service (Gummerus et al., 2004, p. 177).  

It possessions aspect for example overall Web site design (Kaynama & Black, 2000), 

including layout (Srinivasan et al., 2002), ease of navigation (Kaynama & Black, 2000; 

Zeithaml et al. 2000) ease of use (Dabholkar, 1996; Srinivasan et al. 2002) and site 

aesthetics (Zeithaml et al. 2000). Roy et al., (2001) suggest that ease of interface design, 

navigation, and user guidance affect consumer establishment of loyalty. Thus we propose 

the fifth hypothesis in relation with ease of use: 

H5. Ease of use positively influences consumer loyalty 
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CHAPTER FOUR 

RESUTLS AND ANALYSIS  

In this chapter we will present of our results and analyses by applying statistical methods 

and tools (SPSS). Furthermore we will interpret SPSS results in accordance with our 

research question. Firstly we will show our data validity and reliability, then demographic 

information about the respondents. In addition, we will describe questionnaires of e-service 

quality. Finally, we will analyze regression analysis and correlation analysis about e-

service quality and consumer loyalty.  

 

4.1 Questionnaire Construct  

In our questionnaire we have total 23 items. By using 17 questions (question3 to 

question19), we construct five composite variables. Those are 

Reliability – summation of questions 3 to question 5 

Responsiveness – Summation of question 6 to question 8 

Ease of use – Summation of question 9 to question 12 

Security – Summation of question 13 to question 16 

Loyalty –Summation of question 17 to question 19 

Before using these composite variables in our study, we have to examine the validity and 

reliability of composite variables. Inter-item correlation and item-total correlation are two 

well-known methods to examine validity of composite variable. Inter-item correlation 

expresses the correlation between two items, whereas item-total correlation means 

correlation between composite variable and each item. Hair et al (1998, p.118) suggested 

that any item-total correlation greater than 0.5 and Tabachnick and Fidell, (cited in Pallant 

2010, p.183) suggested that any inter-item correlation greater than 0.3 indicate a positive 

conclusion about validity. To examine reliability we use Cronbach‟s alpha. At first we 

examine inter-item correlation and the results are presented in the table below.  

Table 3: Inter-item Correlation between each pair of item. 

Correlation Matrix 

 Service 

correctly 

Accurate 

transaction 

Records accurately 

Correlatio

n 

Service correctly 1.000 .421 .395 

Accurate transaction .421 1.000 .524 

Records accurately .395 .524 1.000 
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 Prompt response Quick 

resolves 

Prompt service 

Correlation Prompt response 1.000 .322 .081 

Quick resolves .322 1.000 .522 

Prompt service .081 .522 1.000 

 

 Well organized Navigation Scrolling Graphics 

Correlation Well organized 1.000 .393 .152 .200 

Navigation .393 1.000 .234 .162 

Scrolling .152 .234 1.000 .221 

Graphics .200 .162 .221 1.000 

 

Correlation Matrix 

 Misuse info Safe transaction Secure 

credit card 

Risk association 

Correlation Misuse info 1.000 .277 .306 .015 

Safe transaction .277 1.000 .474 .238 

Secure credit card .306 .474 1.000 .203 

Risk association .015 .238 .203 1.000 

*Circle signifies low correlation 

 Company preference Same e-retailer Recommend 

Correlation Company preference 1.000 .343 .361 

Same e-retailer .343 1.000 .342 

Recommend .361 .342 1.000 

 

From the inter-item correlation (table-3), we observed some variables do not represent high 

correlation. Such as risk association, graph, scrolling and safe transaction do not present 

good correlation with other variable in their group. Except these four items, all the 

remaining items show significantly high inter-item correlation. High correlation suggests a 

high degree of validity of individual items. Now we examine item-total correlation and 

Cronbach‟s alpha. Cronbach's alpha is a well-accepted way to measure internal consistency, 

which means it measures how closely the variables within a set are related to each other.  
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Table 4: Variables of e-service quality. 

Construct 

Variables 

Development 

Questions Item- 

total 

correlation 

Cronbach‟s 

alpha  

(α) 

 

 

 

Security  

 

The company will not misuse my personal 

information. 

I feel safe in my online transactions. 

I felt secure in providing sensitive 

information (e.g. credit card number) for 

online transactions. 

I felt the risk associated with online 

transactions is low. 

           

.634 

           

.715 

 

.765 

.529 

 

 

 

.564 

Responsiveness I receive prompt responses to my requests 

by e-mail or other means. 

The company quickly resolves problems I 

encounter 

The company employees give me prompt 

service. 

           

.636 

.845 

           

.721 

 

 

 

.576 

Reliability 

 

The company performs the service 

correctly the first time 

My online transactions are  always 

accurate 

The company keeps my records accurately  

           

.755 

.820 

           

.808 

 

 

 

 

.709 

 

 

Ease of use 

The website is well organized. 

Navigation is consistent and standardized. 

Scrolling through pages is kept to 

minimum. 

Graphics and animation do not detract 

from use. 

.631 

.682 

.641 

.634 

 

 

 

.533 

Loyalty I prefer this company.  

I will use same e-retailer again. 

I recommend this provider to others. 

.763 

.734 

.760 

 

 

.616 

All the item-total correlation is greater than 0.5 that indicate a positive conclusion about 

validity of our composite variables. And the value of Cronbach‟s alpha is greater than 0.5 

for all five composite variables. With short scales (e.g. scales with fewer than ten items) it 

is common to find quite low Cronbach values (e.g. .5) (Pallant, 2010, p. 97). So, we can 

make a positive conclusion about validity and reliability about the variable choice of our 

study. 
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4.2 Demographic Factors 

Table 5: Results of demographic factors. 

Demography Frequency Percent 

Gender   

Male 109 54.5 

Female 91 45.5 

Program   

Bachelor 95 47.5 

Masters 105 52.5 

Age   

18-22 99 49.5 

23-26 72 36.0 

27-30 21 10.5 

31+ 8 4.0 

To analyze the demographic factors of our respondents we get 54.5% are male and 45.5% 

are female. Among all the respondents 47.5% are bachelor level and 52.5% are masters 

level student. Another point is that most (49.5%) of our respondents are young, who fall 

within the age group of 18-22.  

 

4.2.1 Gender 

We have analyzed and interpreted these results with the help of SPSS software. We tried to 

collect equal number of respondents by gender, but this result shows that the male 

respondent is 54.5% and female respondent is 45.5% of total population. However, the 

percentage of male-female is still very close to a half-half distribution. As both the groups 

have akin to 50% of the total respondents, we can say that the difference in gender 

composition is not large enough to make any impact on the survey result. 

 

4.2.2 Education 

The second demographic variable being measured in this research is the variable of 

„education‟, it has been chosen because of it provides be used connecting points to the 

general insights of consumers educational quality and considered as favorable factor 

towards consumer loyalty. On the contrary other variable „gender‟ is not considered too 

much influential factors to consumer loyalty. We have a fairly balanced composition of 

Bachelor and Masters level students. On one hand, this composition assures that the 

respondents have the capabilities of understanding the questionnaires and respond properly.  
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4.2.3 Age 

Age is another demographic that we included in our questionnaire. We are curious to know 

which age group we are reaching effectively and that's why it was important for us to 

measure the age. The final variable being measured in this thesis the variable of „age‟. The 

variable of age has been chosen because it provides possible connection points to the 

general perception of consumers towards e-service quality and consumer loyalty. From the 

chart 1 we see that the majority of our respondents fall within the age group of 18 to 26. As 

we have taken only those as respondents who are habituated with buying electronic goods 

from e-retailers, we can draw a point that a large number of young consumers are inclined 

towards buying consumer electronic products online. However, this cannot be generalized 

as the population we have reached are mainly composed of young people i.e. students of 

Umea University.  

 

Chart 1: Age of respondents 

4.3 Analysing of Consumers Experience about Electronic Retail Industry 

Table 6: Purchase preference from e-retailer 

Purchase preference from e-retailer 

 Frequency Percen

t 

Valid Percent Cumulative Percent 

Valid Yes 134 67.0 67.0 67.0 

No 66 33.0 33.0 100.0 

Total 200 100.0 100.0  
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This table represents consumer preference about electronic retail market. In this table we 

can see 134 respondents have positive and 66 respondents‟ negative preference to purchase 

electronic products from the e-retail offer.  

 

Table 7: How beneficial the e-service quality 

Beneficial 

 Frequenc

y 

Percen

t 

Valid 

Percent 

Cumulative 

Percent 

Valid Somewhat not 

benifited 

5 2.5 2.5 2.5 

Not sure 36 18.0 18.0 20.5 

Somewhat 

benefited 

110 55.0 55.0 75.5 

Benefited 49 24.5 24.5 100.0 

Total 200 100.0 100.0  

This table shows that the consumer‟s general perception about how the consumer‟s get 

benefit from the internet based e-retail offer through the electronic retail market. Most of 

the respondents i.e., 110 respondents said that they get somewhat benefit from the e-service 

quality. The below table 8, 9 and 10 indicates consumer general perception about beneficial 

in the perspective of different demographic factor as well as to give a clear idea of 

consumer perception about e-service quality from the website of electronic retailer market. 

Table 8: Perception of beneficial about e-service quality between genders 

Gender * Beneficial Crosstabulation 

Count 

 Beneficial Total 

Somewhat 

not benifited 

Not 

sure 

Somewh

at 

benefited 

Benefited 

Gend

er 

Male 1 20 61 27 109 

Femal

e 

4 16 49 22 91 

Total 5 36 110 49 200 

 

This table 8 represents general perception of e-service quality from the electron retail 

market between male and female. Most of the consumer‟s in gender said somewhat 

beneficial and the second largest consumer said is beneficial. The lowest consumer is 

presents somewhat not benefitted about e-service quality from the electronic retail market. 

However, male consumers are very positive to compare female consumer. 
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Table 9: Perception of beneficial about e-service quality between educations 

Education * Beneficial Crosstabulation 

Count 

 Beneficial Total 

Somewhat 

not 

benifited 

Not sure Somewhat 

benefited 

Benefited 

Educati

on 

Bachel

or 

3 17 51 24 95 

Masters 2 19 59 25 105 

Total 5 36 110 49 200 

This table represent demographic factor of education. Masters student are very positive 

more than bachelor student about the e-service quality. 

Table 10: Perception of beneficial about e-service quality between ages 

Age * Beneficial Crosstabulation 

Count 

 Beneficial Total 

Somewhat 

not benifited 

Not 

sure 

Somewhat 

benefited 

Benefited 

Age 18-22 1 18 56 24 99 

23-26 3 13 37 19 72 

27-30 1 3 12 5 21 

31+ 0 2 5 1 8 

Total 5 36 110 49 200 

This table represent 18-22 age group people are more positive than other age group people. 

The second largest age group is 23-26. On the other hand, the 31- age group people are 

least positive to compare other age group people. 
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4.4 Presenting the Questionnaire of E-Service Quality 

Table 11: Questionnaire of e-service quality 

Items N Mean Mode Standard 

Deviation 

The company performs the service correctly 

the first time. 

200 3.63 4 .910 

My online transactions are always accurate. 200 3.98 4 .951 

The company keeps my records accurately. 200 3.81 4 .941 

I receive prompt responses to my requests by 

e-mail or other means. 

200 3.90 4 .967 

The company quickly resolves problems I 

encounter. 

200 3.60 4 1.017 

The company employees give me prompt 

service. 

200 3.79 4 .945 

The website is well organized. 200 4.10 4 .792 

Navigation is consistent and standardized. 200 3.84 4 .927 

Scrolling through pages is kept to minimum. 200 3.47 4 .971 

Graphics and animation do not detract from 

use. 

200 3.52 4 .987 

The company will not misuse my personal 

information. 

200 3.71 4 1.044 

I feel safe in my online transactions. 200 4.03 4 .798 

I felt secure in providing sensitive 

information (i.e. credit card number) for 

online transactions. 

200 3.70  

4 

1.037 

I felt the risk associated with online 

transactions is low. 

200 3.50 4 .913 

This table 11 presents descriptive statistics which implies some important information 

about e-service quality. We can see that average perception about the e-service quality 

toward Mean Value in 5 point Likert scale. Mean value requires significant difference 

(Pallant, 2010, p. 246). The higher the value, the more influence indicates it has on 

consumer loyalty. The highest mean value is 4.10 which are on the organization of website 

and the second highest Mean Value is 4.03 which come about feeling safe in online 

transactions. This slightly differs from previous the factor. On the contrary to these factors 

„Scrolling‟ through pages is kept to minimum mean value is 3.47 which is lowest mean 

value considered not  too much influential to consumer loyalty.  

Here we get an interesting result from mode. We get same mode value for all items that are 

4. That means maximum number of people is „agree‟ for all our variables. 
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4.5 Consumer Loyalty through E-Service Quality 

Regression Analysis:  

Regression Analysis is a way to measure the causal effect of one variable on another 

variable. In fact, with regression analysis, we quantify the size of effect of one independent 

variable on a dependent variable (Kent, 2007, p. 367).  

Table 12: Regression analysis of Security and loyalty 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,256a ,065 ,061 1,822 

Predictors: (Constant), Security 

 

ANOVAb 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 45,961 1 45,961 13,850 ,000a 

Residual 657,059 198 3,318   

Total 703,020 199    

a. Predictors: (Constant), Security 

b. Dependent Variable: Loyalty 

 

Coefficients 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 8,708 ,780  11,166 ,000 

Security ,191 ,051 ,256 3,722 ,000 

a. Dependent Variable: Loyalty 



38 | P a g e  

 

Regression model for loyalty (dependent variable) and security (independent variable) also 

very low that is only 6.5% but like other previous models, the regression model is also 

significant. 

Table 13: Responsiveness and loyalty. 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,241a ,058 ,053 1,829 

Predictors: (Constant), Responsiveness 

ANOVAb 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 40,913 1 40,913 12,235 ,001a 

Residual 662,107 198 3,344   

Total 703,020 199    

a. Predictors: (Constant), Responsiveness 

b. Dependent Variable: Loyalty 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 9,196 ,691  13,312 ,000 

Responsivenes

s 

,210 ,060 ,241 3,498 ,001 

a. Dependent Variable: Loyalty 

 Same scenario can be observed in our second regression model for independent variable 

„responsiveness‟ and dependent variable „loyalty‟. Here the R-square value is 5.8% which 

is not so high. But low p-value (<0.05) illustrates that the model is significant, indicating a 

considerable size of effect of the independent variable on the dependent variable.  
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Table 14: Regression analysis reliability and consumer loyalty 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,178a ,032 ,027 1,854 

a. Predictors: (Constant), Reliability 

ANOVAb 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 Regression 22,361 1 22,361 6,505 ,012a 

Residual 680,659 198 3,438   

Total 703,020 199    

a. Predictors: (Constant), Reliability 

b. Dependent Variable: Loyalty 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 9,850 ,687  14,339 ,000 

Reliability ,151 ,059 ,178 2,550 ,012 

a. Dependent Variable: Loyalty 

Now we perform a regression analysis for loyalty as dependent variable and reliability as 

independent variable. The R-square value of the regression model is very low that indicates 

only 3.20% variability of dependent variable can be explained by independent variable. But 

a small p-value (<0.05) indicates the regression model significant.  
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Table 15: Ease of use and loyalty 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,258a ,066 ,062 1,821 

Predictors: (Constant), Ease of use 

 

ANOVAb 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 46,719 1 46,719 14,095 ,000a 

Residual 656,301 198 3,315   

Total 703,020 199    

a. Predictors: (Constant), Ease of use 

b. Dependent Variable: Loyalty 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 8,532 ,819  10,415 ,000 

Ease of use ,204 ,054 ,258 3,754 ,000 

a. Dependent Variable: Loyalty 

For the regression model of loyalty (dependent variable) and Ease of use (independent 

variable) we get R-square is 6.6% that means ease of use explained only 6.6% variance of 

loyalty. The p-value for the model is 0.0 that is less than 0.05. Hence the regression model 

for ease of use and loyalty is significant.   
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Table 16: Multiple linear regressions. 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .367a .135 .117 1.766 

a. Predictors: (Constant), Security, Ease of use, Responsiveness, Reliability 

 

ANOVAb 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 94.652 4 23.663 7.585 .000a 

Residual 608.368 195 3.120   

Total 703.020 199    

a. Predictors: (Constant), Security, Ease of use, Responsiveness, Reliability 

b. Dependent Variable: Loyalty 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 5.617 1.099  5.110 .000 

Reliability .027 .063 .032 .436 .663 

Responsiveness .124 .064 .142 1.948 .053 

Ease of use .161 .054 .204 2.986 .003 

Security .123 .056 .164 2.207 .029 

a. Dependent Variable: Loyalty 

 Now we perform a multiple linear regression for loyalty as dependent variable and four 

independent variables ( Reliability, Responsiveness, Ease of use and Security) to identify 

multiple effect of  four variables on loyalty (table 16). We get comparatively high R-square 
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value for this multiple regression compare with four simple regressions. Here R-square 

value is 13.5% which indicates four independent variables can explain 13.5% variance of 

dependent variable (loyalty). Except one variable that is ‟reliability‟, the remaining three 

variables are significant. 

 

4.6 Relationship between E-Service Quality and Consumer Loyalty 

To measure the strength of the relationships between the e-service quality and consumer 

loyalty, we have used Pearson‟s R in SPSS. Pearson‟s R can range from -1 to +1 (Pallant, 

2010, p. 134). A Positive Correlation indicates that one variable increases so does the other 

variable increase. A negative correlation indicates that one increases, the other decreases 

(Pallant, 2010, p. 131). 

Table 17: Correlation between security and consumer loyalty. 

Correlations 

 Security Loyalty 

Security Pearson Correlation 1 ,256** 

Sig. (2-tailed)  ,000 

N 200 200 

Loyalty Pearson Correlation ,256** 1 

Sig. (2-tailed) ,000  

N 200 200 

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

Presenting at Table 17, the relationship between security and consumer loyalty was 

investigated using Pearson correlation coefficient. There was a strong positive correlation 

between the two variables [r = .258, n=200, p<.01], with high level of relationship between 

loyalty and reliability. The significance level is at .000. 
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Table 18: Correlation between responsiveness and loyalty. 

Correlations 

 Responsiveness Loyalty 

Responsiveness Pearson Correlation 1 ,241** 

Sig. (2-tailed)  ,001 

N 200 200 

Loyalty Pearson Correlation ,241** 1 

Sig. (2-tailed) ,001  

N 200 200 

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

Presenting at Table 18, the relationship between responsiveness and consumer loyalty was 

investigated using Pearson correlation coefficient. There was a positive correlation between 

the two variables [r = .241, n=200, p<.01], with high level of relationship between loyalty 

and reliability. The significance level is at .001 (<0.01) indicates the significant correlation 

between these two variables. 

Table 19: Correlation between Reliability and loyalty. 

Correlations 

 Reliability Loyalty 

Reliability Pearson Correlation 1 ,178* 

Sig. (2-tailed)  ,012 

N 200 200 

Loyalty Pearson Correlation ,178* 1 

Sig. (2-tailed) ,012  

N 200 200 

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

Presenting at Table 19, the relationship between reliability and loyalty was investigated 

using Pearson correlation coefficient. There was a positive correlation between the two 

variables [r = .178, n=200, p<.05]. The significance level is at .012 which is less than 0.05 

indicates that the correlation is significant. 
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Table 20: Correlation between ease of use and consumer loyalty. 

Correlations 

 Ease of use Loyalty 

Ease of use Pearson Correlation 1 ,258** 

Sig. (2-tailed)  ,000 

N 200 200 

Loyalty Pearson Correlation ,258** 1 

Sig. (2-tailed) ,000  

N 200 200 

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

Presenting at Table 20, the relationship between ease of use and consumer loyalty was 

investigated using Pearson correlation coefficient. There was a strong positive correlation 

between the two variables [r = .258, n=200, p<.01], with high level of relationship between 

loyalty and reliability. The significance level is at .000 which is less than p-value (0.01). 

That is low p-value indicates significant correlation. 

Table 21: Correlation between quality and consumer loyalty 

 

Correlations 

 quality Loyalty 

Quality Pearson 

Correlation 

1 .352
**

 

Sig. (2-tailed)  .000 

N 200 200 

Loyalty Pearson 

Correlation 

.352
**

 1 

Sig. (2-tailed) .000  

N 200 200 

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

Lastly we analyze the correlation between the total measure of e-service quality and 

consumer loyalty. The table 21 describes the correlation between e-service quality and 

consumer loyalty. We quantify e-service quality from the four dimensions. A compounded 

value of these four variables is measured and then we measure the correlation with loyalty 

through Pearson Correlation. The result is found to be significant, which means e-service 

quality has a statistically significant relationship with Consumer Loyalty.  
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4.7 Most Important Variables of E-Service Quality for Consumer Loyalty 

Table 22: Important variable of e-service quality 

Descriptive Statistics 

 N Minimu

m 

Maxim

um 

Mean Std. Deviation 

Reliability 200 1 4 2.74 1.063 

Responsivenes

s 

200 1 4 2.35 .997 

Security 200 1 4 2.85 1.133 

Ease of use 200 1 4 2.05 1.106 

Valid N 

(listwise) 

200     

This table 22 describes the most important factors regarding consumer loyalty through e-

service quality. High mean value indicates high importance Mean value requires significant 

difference (Pallant, 2010, p. 246) and standard deviation convey the data points tend to be 

very close or not with the mean. From the table, e-service quality of security mean is 2.85 

and standard deviation is 1.133 which is the highest variable regarding to compare with 

three other variables for consumer loyalty. In the contrary, ease of use is the lowest 

important variable which mean is 2.05 and standard deviation is 1.105 to compare three 

other variables for consumer loyalty. 
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CHAPTER FIVE 

DISCUSSION 

In this chapter, we will interpret the results and discussions in the connection with 

theoretical framework. We will discuss about the effect of e-service quality and consumer 

loyally in terms of the results we have unveiled through statistical analysis. We connected 

the findings with our hypotheses in order to reach decisive position regarding accepting or 

not accepting the hypotheses. 

 

5.1 Interpretation 

As discussed in the theoretical part, we have assumed that the different variables of e-

service quality have a significant relationship with consumer loyalty. Duffy (1998) has 

specifically emphasized on e-service quality as a vital consideration for loyalty. Consumers 

are more likely to show loyalty when they receive perceived value and satisfaction from the 

e-service quality (Chang, Wang & Yang, 2009, p. 424).   

Our respondents are consisted of 54.5% male and 45.5% female, spreading on an age range 

from 18 to 31+ and education level is Under-graduate and Graduate. The largest age group 

respondents belong to the 18 years group. The largest education group is studying at 

Masters Level, compounding to 52%.  

With the assessment of our statistical result, we have noticed that, the data analysis results 

indicate that there is a significant effect of the four dimensions of e-service quality is 

observable on consumer loyalty towards the electronic retail market (referring to table 12-

21). As all the four selected variables are shown to have significant effect, that not only 

supports our hypotheses; it also supports that the process of selecting these four dimensions 

on the basis of frequency of appearance in scholarly articles was appropriate (referring to  

Table 2: Analysis of e-service quality dimensions). In addition to that, we have found out 

that the compound effect of the four dimensions of e-service quality also has a considerable 

effect on consumer loyalty.  

To the estimation of the hypothesized, regression model showed dependent variable loyalty 

has a moderating effect upon the e-service quality. The table 12, 13, 14 and 15 showed 

independent variable among e-service quality (Security, Responsiveness, Reliability and 

Ease of Use) and dependent variable of consumer loyalty through electronic store market 

were significant. This indicates that consumer loyalty towards electronic store market has a 

significant effect based on e-service quality. In table 12 showed R square .065 means 

security has 6.5% effect for consumer loyalty. In table 13 showed R square .058 means 

responsiveness has 5.8% effects for consumer loyalty. In table 14 showed R square .032 

means reliability has 3.2% moderating effect towards consumer loyalty. In table 15 showed 

R square .066 requires ease of use has 6.6 % moderating effect for consumer loyalty which 

is the highest moderating effect for consumer loyalty compare to other three dimension of 

e-service quality. In table 16, we have shown multiple regression analysis whether R square 

is 13.5% which showed except reliability the other three variables are significant.  

This result regarding moderating effect of different dimensions can be related to the 

Decision making process and Expectancy disconfirmation with performance model 



47 | P a g e  

 

discussed in chapter 3. The four dimensions play an important role in the third phase of 

consumer decision making process, where the consumer evaluates the alternatives. From 

the result, we see that ease of use has the highest moderating effect on consumer loyalty. In 

case of Ease of effect, as discussed in Chapter 3, several factors are associated with this 

dimension. The quality of information, convenience of using the information, the structure 

of e-store and the navigation process are the major factors that define ease of use (Yang and 

Jun, 2002, p. 35). Among the four dimensions, Ease of use is the first one that a consumer 

experiences in the process of alternatives evaluation. The highest moderating effect of this 

dimension thus refers to the relative importance of that dimension in consumer decision 

making process as well. This argument is further supported with the low moderating effect 

of reliability as this dimension is only perceived in the post purchase phase of the decision 

making process.  

This result can be further interpreted with the juxtaposition of Expectancy disconfirmation 

with performance model. As per the discussion in Chapter 3, the model shows that the 

perceived disconfirmation or satisfaction have a strong impact on loyalty. Here, we see that 

Ease of use, a dimension that e-service consumers face early in the purchase process, has 

the highest moderating effect. But on table 22 we see that Ease of use is lowest important 

variable for consumer loyalty whereas security is the most important one. From the model 

we see that, disconfirmation or satisfaction of the consumer is produced after using the 

service, not immediately during the use; and then it leads to loyalty. Thus, we can argue 

that our result is in line with this model as Security and Reliability are two dimensions that 

consumers evaluate after using the service. So, initially though Ease of Use has moderating 

effect higher than other dimensions, eventually Security and Reliability become more 

important for brand loyalty. 

To examine the hypotheses of our study we have shown also correlation between e-service 

quality and consumer loyalty. The tables (17, 18, 19, 20, and 21) have shown correlation 

between the four selected dimensions of e-service quality and consumer loyalty towards 

electronic store market. The results indicated that there has a strong correlation between the 

dimensions of e-service quality and consumer loyalty.  

In our study findings, in table 17 showed, the correlation between security and consumer 

loyalty that is 25.6 % which indicates a strong positive correlation between this two 

variables. Table 12 presented the regression analysis of security and loyalty, which also 

showed significantly strong correlation between these two factors.  

As mentioned in Chapter 3, Security is defined as the extent to which customers believe the 

site is safe to use and that personal information is protected (Zeithaml et al. 2000). Among 

the four variables, Security is mostly dependent on consumer perception rather than on any 

other concrete measure since majority e-commerce platforms give assurance about 

complete consumer anonymity (see Chapter 2). Hence, this dimension is mainly 

perception-driven and thus it can be related to Expectancy disconfirmation with 

performance model where it is argued that perception about service provider impacts 

consumer satisfaction and loyalty (Liao et al. 2011, p. 241). Hence it seems logical that 

security comes to be the most important factor that facilitates consumer loyalty towards 

electronic store market (referring table 22) in our analysis.  
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However, with the support of statistical analysis, we can accept out second hypothesis 

relating Security and Consumer Loyalty positively.  

H 2: Security positively influences consumer loyalty (accepted) 

In this study table 18 showed correlation between responsiveness and consumer loyalty. In 

that table showed 24.1% correlation between this two variable and results showed 

significant. From our regression analysis, we have also got similarly significant result. 

Responsiveness is appeared to be a crucially important dimension for consumers, as we 

discussed in Chapter 3. Voss (2003) suggested that fast response is perceived to be a notion 

of high-quality service; however, Kaynama and Black (2000) observed that many 

companies fail on this dimension. In case of e-commerce, we have mentioned that 

responsiveness has two important aspects: the speed of information retrieval and the load 

time of website. In our analysis, though we have found responsiveness and loyalty to be 

significantly related, the degree of relationship is comparatively weaker than Security and 

Reliability. This result can be explained if we consider the aforementioned two aspects on 

the geographic location of our survey. Our survey respondents were all from Umea 

University and here all the students enjoy blazing fast internet services at home and at 

school. Hence, the difference in the speed of information retrieval and load time of different 

e-service providers can be hardly noticed. Hence, the difference responsiveness among e-

service providers cannot be distinguished when the consumer is receiving service here. E-

service providers are also very aware of this issue, as we observed. Hence, responsiveness 

is more likely to be perception-driven, not experience-driven for our respondents. Still, our 

statistical analysis supports the third hypothesis and our result suggests that the hypothesis 

can be accepted.     

H 3: Responsiveness positively influences consumer loyalty 

In our study we have considered reliability as a factor that influences consumer loyalty 

towards electronic retail market. The table 19 correlation analyses show that there is a 

positive correlation between reliability and consumer loyalty. From our findings table 

showed correlation is .178 means 17.8% correlation between the e-service quality of 

reliability and consumer loyalty. As the value is statistically significant within 95% 

significance level, we can say that reliability strongly influences consumer loyalty. 

Referring back to the theoretical chapter, we see that reliability has a number of 

connotations attached with it such as the correctness of order fulfillment, prompt delivery, 

and billing accuracy (Yang, 2001). From our survey, we found that the consumers are 

emphasizing on accuracy of transactions and accuracy of consumer record more than being 

served well in the first time purchase. It indicates that in online environment, accuracy of 

information is more important for the consumers than the way of providing the service.  

Referring back to the theoretical discussion, Zeithaml, Parasuraman and Malhotra (2002, p. 

364) mentioned on-time and accurate delivery, accurate product representation, and other 

fulfillment issues as the constructing factors of reliability. As these factors are associated 

with the actual receipt of the product, reliability can be said to be more relevant with 

Expectancy disconfirmation with performance model (Oliver, 1999, p. 120). The strong 

degree of relationship between reliability and consumer loyalty signifies the 

appropriateness of the aforementioned model for such study.   
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If the consumers find out that the information are quite accurate with a certain e-retailer, 

then he/she has  a greater chance to come back for a second purchase even if the service 

have some minor faults. We have found that reliability has a significant impact on 

consumer loyalty in terms of correlation value. To compare with our literature and analysis 

we can see our fourth hypothesis is accepted:  

H 4: Reliability positively influences consumer loyalty 

In our study table 20 shown, the correlation between ease of use and consumer loyalty that 

is 25.8% correlation between these two variables which showed a high level correlation and 

results showed significant.  

As mentioned in Chapter 2, Ease of use is requires as how easy the web site is for 

consumers to conduct external search in cyberspace and internal navigation and search 

within the web site (Gummerus et al., 2004, p. 177).  

We have already discussed about the role „Ease of use‟ plays in the Consumer decision 

making model. In addition to that, the well organization of a website was given the highest 

preference by the respondents of our survey among all the factors mentioned in the 

questionnaire. This shows the importance of creating a good first impression in order to 

engage more people and drive them towards brand loyalty. In line with our theoretical 

discussion, Ease of use is a strong dimension for the initial engagement of the consumers 

though at the later stages when the consumer starts to purchase products from a particular 

service provider, security and responsiveness surface to be stronger dimension in order to 

make the consumer repurchase from the same provider. Our study found that from 

statistical analysis that our fifth hypothesis can be accepted. 

H 5: Ease of use positively influences consumer loyalty 

As these four dimensions are ideologically indicate the total value of e-service quality, 

when all these four hypotheses are statistically accepted, we can logically draw the 

conclusion that e-service quality has a strong and significant impact on consumer loyalty. 

However, we tested the compound value of e-service quality to determine the correlation 

with consumer loyalty. Not only it provides statistical support regarding the decision about 

our first hypothesis, but also this test allowed us to test the consistency of our results. If the 

results were inconsistent it would not be statistically significant. Moreover, we found that 

the Pearson value is .352 between e-service quality and consumer loyalty. It indicates 

35.3% correlation between the two variables which is significant at 90% confidence level 

and indicates a strong level of impact. Hence, the combination of these four dimensions 

indeed creates a bigger impact on consumer loyalty than the impact each individual 

dimension can create. This observation resonates with the observations of several scholars 

who measured the impact of e-service quality on consumer loyalty on e-commerce in 

general as well as in industry-specific studies (Mc Kinney, Yoon and Zahedi, 2002, 

Anderson and Srinivasan 2003, Chen and Dubinsky 2003, Yen and Lu 2008, Chang and 

Wang, 2010, Carlson and O‟ Cass 2010) which we discussed in Chapter 3. Looking at the 

statistical analysis and results, we can conclude that e-service quality affects consumer 

loyalty and we can accept our first and main hypothesis.   

H1. E-service quality positively influences consumer loyalty for e-retailers providing 

consumer electronic goods. 
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CHAPTER SIX 

CONCLUSION 

In this chapter we will discuss an overview of our findings from our research. Beginning of 

this chapter we will provide the research findings also will discuss the managerial and 

theoretical implications of our research. Moreover, we will recommend for further 

research which is relevant with our study. Finally we will present our limitations of this 

thesis work. 

 

6.1 Findings 

The objective of this study was to examine the relationship between e-service quality and 

consumer loyalty towards electronic store retail market. 

The primary question that we addressed was, “What is the relationship between e-service 

quality and consumer loyalty for e-retail stores selling consumer electronic products?” 

From the plethora of variables, we have chosen four important variables of e-service quality 

on the basis of an analysis of scholarly articles. These four variables are reliability, 

responsiveness, ease of use and security. On the basis of empirical literature, we sorted out 

four defining dimensions of e-service quality that has a relationship between consumer 

loyalties. Statistical significance of the impact of each chosen variable on consumer loyalty 

has supported our selection. After conducting the survey on the consumers of electronic 

products, we analyzed the data with the help of statistical tools. 

After going through the data collection and analysis process, we have found that there are 

strong relationships among the selected dimensions of e-service quality of e-retailers of 

consumer electronic products and the consumer loyalty. However, we can interpret our 

results against the theoretical part and come to some important findings which can be quite 

important for the e-retailers in order to better serve the consumer and understand how they 

can create and nurture the loyalty level of the consumers.  

Our first variable is security. Security is a critical issue for any e-commerce company as 

any scam can destroy their business. In the theoretical discussion, we have defined Security 

as the extent to which customers believe the site is safe to use and that personal information 

is protected. From the interpretation of our analysis, it can be suggested that Security is 

mostly perception-driven. The sense of feeling secured in the transaction with a particular 

e-retailer largely depends on how the customer perceives the store. As e-service providers 

lack any salespeople and direct interaction with the consumer is also rare, the presentation 

of the website is very important in order to make the consumers create a positive perception 

about the security issue. Our respondents have given the highest important on the well 

organization of a website among the mentioned factors in the questionnaire and the second 

highest value was given to the factor of feeling safe in making transaction. Thus, these two 

observations can be related in a way that Ease of use or the presentation of the e-retailer 

store has immense importance on the perception of security. A strong correlation between 

Security and consumer loyalty has also been observed.  
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The second dimension that we chose was responsiveness, which is defined as the extent to 

which consumer get feedback. We discussed in the theoretical part that as responsiveness 

reflects consumers' perception of the service provider's ability and willingness to response 

to consumers' demand. Our respondents have reflected that by showing a significant 

relationship between responsiveness and loyalty. Among the three main factors, 

respondents have given the highest value to the quality of promptly getting back to 

consumers. We can recall from Chapter 3 that Kaynama and Black (2000) observed that 

many companies fail to promptly respond to consumers. Considering the high importance 

of promptly getting back to consumers, companies have the scope to create competitive 

advantage here by ensuring proper responsiveness. We also inferred from our analysis that 

the degree of Responsiveness is more likely to be perceived by the consumer rather than be 

experienced. So the manager needs to make sure that the website has all the options of a 

responsive interface i.e. live chat, email support, feedback form, apps and widgets to share 

and a helpful FAQ section. 

Our third selected dimension for e-service quality was reliability. Our analysis and 

interpretation indicates that in online environment, accuracy of information is more 

important for the consumers than the way of providing the service. If the consumers find 

out that the information are quite accurate with a certain e-retailer, then he/she has  a 

greater chance to come back for a second purchase even if the service have some minor 

faults. We also found that reliability is more closely related with the post-purchase phase of 

the decision making process and it has a crucial role on the formation of 

disconfirmation/satisfaction of the consumer. We have found that reliability has a 

significant impact on consumer loyalty in terms of correlation value.  

The last dimension that we considered was ease of use, which indicates the navigation and 

usability of the e-commerce website. Ease of use has required as how easy the web site is 

for consumers to conduct external search in cyberspace and internal navigation and search 

within the web site. We have observed that the respondents have given the highest priority 

to how well the website is organized, not only among the variables of ease of use, but also 

among all the variables. That clearly indicates that companies need to be very careful about 

how well the information and navigation system is designed. From the discussion on 

Security, it is also apparent that Ease of use has certain impact on the perception of feeling 

secured. As we observed Responsiveness to be a consumer perception-driven dimension 

like security, Ease of use has to be closely associated with that factor as well. And of 

course, ease of use is also found to have a strong correlation with consumer loyalty.  

Thus, analyzing the data and interpreting the results, we can come to some certain points 

about how an e-retailer of consumer electronic products can retain and increase consumer 

loyalty. 

 Reliability, responsiveness, ease of use and security are all very important for 

maintaining consumers loyal. 

 The security of consumer‟s transaction is an important issue. Company must 

establish that the money of the consumers is completely secured with them. To do 

this, the well representation of the website can be helpful to create a positive first 

impression. 
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 Service provider's ability and willingness to response to consumers' demand is also 

a crucial issue to the customer. It also a potential area where the company can gain 

competitive advantage. 

 Accuracy of information is important- not only the information about the products 

but also the information of the consumers.  

 Consumers value the organization of information on the company website, thus the 

information need to be presented in a unique yet simple way so that consumers have 

a higher perception about the service quality. 

Thus studying and analysing of our four selected variables of e-service quality, we have 

found that the selected variables of e-service quality is most important factor for retailer for 

consumer loyalty. However, we have found our research question that there has a 

relationship between e-service quality and consumer loyalty towards electronic store retail 

market. 

Finally, we come to the conclusion that e-service quality of electronic store retail market 

affects consumer loyalty. 

 

6.2 Managerial Implications 

This research has important implications for the managers of the companies who want to 

increase their consumer electronic product business online. In essence, we can combine our 

findings about the four dimensions with the Consumer decision making process and 

Expectancy disconfirmation with performance model to construct a strategic framework for 

the managers of e-retail stores in consumer electronic industry.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: Strategic model for creating consumer loyalty with e-service quality dimensions 

Now to explain the model, the position of the four dimensions along the line of Consumer 

decision making process and the two factors of Expectancy disconfirmation model 

Ease of Use 

Security 

Responsiveness 

Reliability 

Problem 

recognition 

Information  

Search 

Evaluating  

Alternatives 
Purchase Post- 

purchase 

Expectation Performance Outcome 



53 | P a g e  

 

(Expectation and Performance outcome) is important. First, the consumer receives the first 

impression about the e-retail service provider from the Ease of use dimension. Security and 

Responsiveness have to be strategically formulated in harmony with Ease of use i.e. the 

structure of the website. Altogether these three dimensions- Ease of use, Security and 

Responsiveness helps the consumer on information search and evaluation of alternatives 

and influences him/her to make a choice. Consumers also decide about what to expect from 

the specific e-service provider largely based on their perception about Security and 

Responsiveness, which are, as shown in the model, have a strong relationship with Ease of 

use. After making the decision, on the purchase and post-purchase stage, the e-service 

provider has to deliver the fourth dimension- Reliability. It also depends on maintaining the 

expected level of performance in the outcome. However, all these four dimensions need to 

be formulated in synergy, though Ease of use has a bigger role to play on Security and 

Responsiveness. This model can be used by the managers to create consumer loyalty and 

maintain it.  

Apart from this suggested model, there are other probable implications for managers which 

are listed below 

1. Managers can use this research to renovate their online service proving strategy so 

that they can make more loyal consumers by upgrading the important considerations 

of e-service quality. 

2. Managers must pay special attention to the way the website is organized as 

consumers put a high value on this factor. 

3. Managers need to minimize any threat of monetary frauds or mistakes. Nothing will 

harm the goodwill of an e-commerce company then the scam with consumer's cash.  

4. Managers need to continuously asses the dimensions of e-service quality to ensure 

that they are updated with the technological improvement and their e-retailing store 

is not losing the edge. 

 

6.3 Theoretical Implication and Further Research 

There have been a number of studies on this topic; however, a lack of industry-specific 

study on consumer electronic products was there. This study contributes to fulfill the gap. 

However, we think there are still scopes for a number of new studies on this topic. Firstly, 

the rise of social media has changed the face of e-commerce and internet marketing. A 

research considering the effect of social media on consumer loyalty can be an interesting 

topic for future researchers. Secondly, internet has changed for the last one decade in terms 

of technology and interaction among users. Now people are engaged in activities like 

blogging, tweeting, picture sharing, video sharing and so on, which were not common 10 

years ago. Considering this situation, the dimensions of e-service quality might need to be 

re-evaluated as a number of factors were not into existence when the dimensions were 

measured. Lastly, we really felt that a future research on consumer electronic goods 

industry for new ways of reaching the audience would be very helpful for us as we faced 

difficulties collecting relevant information. 
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6.4 Limitations 

Though we tried our best to make the research as sound as possible, yet there were some 

limitations. Firstly, we think that this research could be done in two separate studies. First 

one is to find out the most relevant dimensions of e-service quality and another one is for 

measuring the relationship between those dimensions and consumer loyalty. We could not 

do that due to time constraint. Other limitations include lack of English skills. Better 

communication skills would allow us to make the research better readable and we could 

communicate with our respondents more easily. We have chosen all our respondents from 

the university area which might create homogeneity of the results as all the students here 

more or less might follow the same pattern of lifestyle. Apart from this factors, the 

responses of the respondents might get influenced by external factors as some people might 

be in a hurry or might getting late for class. We cannot reduce this type of error if the 

respondents do not share.  
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APPENDIX 1: Questionnaire 
We are the Masters students of Umea University. We are doing our master‟s thesis on e-

service quality and customer loyalty. The questionnaire is designed to determine the 

relationship between e-service quality and loyalty, regarding e-retailers selling consumer 

electronic products. We would be happy if you could help us answering the following 

questions. 

Put a cross (x) on your choice of answer 

Question 1: Do you prefer to purchase electronic goods from the e-retailers? 

               □ Yes                               □ No 

Question 2: How beneficial   the internet based E-retail offer through the electronic retail 

market? 

Not benefited     somewhat not benefited     not sure    somewhat benefited     

Benefitted              

 □ 1                         □ 2                          □ 3                   □ 4                    □ 5  

You rank each statement as follows, 

Strongly Disagree                                                           Strongly Agree 

                  1                  2                     3                4                5      

Statement Score  

3.  The company performs the service correctly the 

first time 

 1          2          3         4       5         

4.  My online transactions are always accurate 1          2          3         4        5        

5.  The company keeps my records accurately 1          2          3         4        5        

6. I receive prompt responses to my requests by e-mail 

or other means 

1          2          3         4        5        

7.  The company quickly resolves problems I 

encounter 

1          2          3         4        5        

8. The company employees give me prompt service 1          2          3         4        5        

9.  The website is well organized. 1          2          3         4        5        

10. Navigation is consistent and standardized 1          2          3         4        5        

11. Scrolling through pages is kept to minimum. 1          2          3         4        5        

12.  Graphics and animation do not detract  from use 1          2          3         4        5        

13. The company will not misuse my personal 

information 

1          2          3         4        5        

14. I feel safe in my online transactions 1          2          3         4        5        

15. I felt secure in providing sensitive information 

(e.g. credit card number) for online transactions 

1          2          3         4        5        
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16. I felt the risk associated with online transactions is 

low 

1          2          3         4        5        

17. I prefer this company 1          2          3         4        5        

18. I will use same e-retailer again 1          2          3         4        5        

19. I recommend this provider to others 1          2          3         4        5        

  

Question 20: Which are the most important factors of e-service quality through e-retail 

offer influence you toward the website of electronic store market? 

(Rank the following statement from your priority) 

Rank Statement 

  Reliability 

  Responsiveness 

  Security 

  Ease of use 

 

Question 21:  Your gender:         □     Male                  □    Female 

 

Question 22: Education 

                        □Bachelor                            □ Masters 

 

Question 23: Age 

□ 18-22                    □ 23-26           □ 27-30                □31+ 
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