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Abstract

This study aimed to assess the impact of the e-service quality dimensions on customer satisfaction and loyalty in the online
apparel market in India. The study examined the direct effect of e-service quality dimensions on customer satisfaction and the
effect of customer satisfaction as a mediator in the relationship between the e-service quality dimensions of fulfillment,
privacy, efficiency, system availability, and customer loyalty. The study used a descriptive design and collected data from 239
respondents in 2020. Data were analyzed using statistical tools such as Statistical Package for Social Sciences (SPSS) and
analysis of moment structures (AMOS). A confirmatory factor analysis was carried out to assess model fit, and path analysis
using AMOS was used to test the direct relationships. The mediation effect of customer satisfaction between the dimensions
of e-service quality with customer loyalty was tested through the PROCESS Macro package. While the e-service quality
dimensions of fulfillment and privacy positively influenced customer satisfaction, efficiency and system availability did not
lead to customer satisfaction. However, customer satisfaction partially mediated all four dimensions of e-service quality and
customer loyalty. This study contributed to the academic literature by testing the E-SERVQUAL model in India’s online apparel
shopping context. The study was relevant to online apparel retailers by identifying fulfillment and privacy as key dimensions
influencing customer satisfaction amongst online apparel customers in India.
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he rapid growth of the internet has spurred exponential growth in e-commerce and online retail. In the
initial years when online shopping commenced, retailers focused on providing a good web interface and
lower prices to the consumer (Parasuraman et al., 2005). Over time, retailers realized that to be successful
in online retail, they would have to differentiate themselves from their competitors (Mahadevan & Joshi, 2021a).
Higher levels of competition are now forcing online businesses to build a differentiating strategy. In this context,
the quality of the service provided by the e-retailer has gained much significance (Stamenkov & Dika, 2015).
Higher levels of service quality in online retail have been linked to better relationships with customers (Rust &
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Lemon, 2001), higher long-term profits (Zehir & Narcikara, 2016), positive word of mouth (Mahadevan &
Joshi, 2021b), and overall business survival and success (Reichheld & Schefter, 2000).

The online retail market, which was around US$ 32 billion in 2018, is expected to touch around US$ 73 billion
by 2026 (India Brand Equity Foundation, 2021). The online apparel retail industry in India is expected to see
significant growth in the future. The apparel segment accounted for almost 40% of all online retail sales in 2020;
this trend is expected to continue. Given this expected trend, electronic service or e-service quality is expected to
be a key differentiator in the online apparel retail industry.

Originality of the Study

Several researchers have studied the influence of e-service quality on customer satisfaction and loyalty
individually and jointly across various industries, such as generic online retail (Al-dweeri et al., 2019; Kurup &
Jain, 2018), internet banking (Chandel & Vij, 2019; Vasudeva & Singh, 2017), tourism (Abou-Shouk &
Khalifa, 2017), and education (Agrawal et al., 2017). Given that the online apparel industry in India has exhibited
significant growth (also due to the ongoing pandemic) and is expected to be a key growth driver of online retail in
the future, apparel e-retailers need to ensure differentiation through the provision of better e-service quality.
However, previous research in e-service quality has not examined the influence of e-service quality on customer
satisfaction and loyalty with specific reference to the online apparel industry and the Indian consumer. This is a
research gap that needs to be addressed. Therefore, this study seeks to fill this gap in research by investigating the
influence of e-service quality on customer satisfaction and customer loyalty in the online apparel industry of India.

Literature Review, Constructs, and Hypotheses

E-Service Quality

The importance of quality as a key component of business strategy has been well documented in research (Artana
et al., 2022). For service industries, the critical role that quality plays in service delivery has been researched in
depth (Panigrahi et al., 2018; Sharma & Verma, 2015). Research in the online retail domain has indicated that
overall service quality, delivery, and fulfillment of orders are as important in the e-retail sphere as in the offline
retail environment (Bhat & Darzi, 2020). Delivery of a high level of service quality is now considered a part of the
mainstream business strategy, which is essential for online retailers to enjoy business success and survive in a
competitive business environment (Reichheld & Schefter, 2000).

Rust and Lemon (2001, p. 85) defined electronic service or e-service as “the role that service plays in
cyberspace.” Santos (2003, p. 235) defined electronic service quality or e-service quality as “the consumers'
overall evaluation and judgment of the excellence and quality of e-service offerings in the virtual marketplace.”
Blut (2016) opined that e-service quality refers to the extent to which an online service offers a customer an
effective and efficient shopping experience, and this experience would include both purchasing and delivery of the
service.

Several studies in the last decade have focused on studying the influence of e-service quality on various
outcomes such as customer satisfaction, customer trust, patronage intentions, and customer loyalty. Hung et al.
(2014) examined e-service quality from the consumer, business, and technical perspectives. They assessed the
impact of marketing and technological factors on e-service quality on customer satisfaction.

Mishra and Das (2019) examined the factors influencing patronage behavior in e-retail customers. They found
that e-service quality positively affected the e-patronage intentions of consumers. Bhattacharya and Mishra
(2016) examined the influence of cyber atmospherics on buyer behavior in e-commerce. Rashid and Rokade

Indian Journal of Marketing « December 2022 21



(2021) examined the importance of various retail service quality parameters on customer satisfaction in organized
retail food and grocery outlets. They concluded that a web-based mobile application to enable customers to place
orders and shop online was an important factor in customer satisfaction. Finally, Tran and Vu (2019) investigated
the impact of e-service quality on e-satisfaction, e-trust and behavioral intention in online shopping. Despite
several studies investigating e-service quality from multiple perspectives, the influence of e-service quality on
customer satisfaction and loyalty from a country and industry contextual perspective concerning India and online
apparel is an under-researched area in literature.

This study has adopted the E-SERVQUAL scale developed by Parasuraman et al. (2005) to measure e-service
quality which includes the dimensions of fulfillment (FUL), privacy (PRI), efficiency (EFF), and system
availability (SYS). The study seeks to examine the influence of FUL, PRI, EFF, and SYS on customer satisfaction
(CS) and the impact of customer satisfaction on customer loyalty (CL) in the online apparel industry in India. In
addition, it seeks to explore whether CS mediates the relationship between the e-service quality dimensions of
FUL, PRI, EFF, SYS, and CL.

Constructs and Hypotheses

Fulfillment (FUL)

The E-SERVQUAL model defines FUL as “the extent to which the site's promises about order delivery and item
availability are fulfilled” (Parasuraman et al., 2005, p. 220). FUL has been envisaged by researchers as one of the
most critical factors contributing to the consumer's judgment about e-service quality on an online website or
online retailer. Zeithaml (2002) has opined that having an adequate inventory of products, making items available
for delivery within a suitable timeframe, delivering the products as per the timing of delivery promised to the
customer, and being accurate about the promises made to the consumer are vital elements leading to an overall
perception of higher e-service quality. Higher fulfillment levels can also enhance customer satisfaction (Yang &
Fang, 2004). In light of the above, this study proposes the following hypotheses:

% H,1:FUL does not have asignificantinfluence on CS.
% H,1:FULhasasignificantinfluence on CS.

Privacy (PRI)

Parasuraman et al. (2005, p.220) defined the privacy dimension of e-service quality as “the degree to which the site
is safe and protects customer information.” Sharma and Sheth (2004) opined that the privacy and security of
information provided by the customer are of paramount importance in online retail. Consumers hesitate to
patronize websites where their risk perception about the security of their personal information is high. Therefore
online retailers are becoming increasingly aware of the need to provide enhanced security mechanisms on their
websites (Korgaonkar & Karson, 2007). Numerous studies have examined the importance of privacy on consumer
perceptions of internet shopping (Santos, 2003; Yang & Fang, 2004; Zeithaml et al., 2002). Previous studies have
indicated that privacy has had a substantial impact on overall e-service quality and customer satisfaction (Rita et
al., 2019), customer loyalty (Zehir & Narcikara, 2016), and behavioral intentions (Zeglat et al., 2016).
Accordingly, this study proposes the following hypotheses:

% H,2:PRIdoes not have a significant influence on CS.

% H_2:PRIhasasignificantinfluence on CS.
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Efficiency (EFF)

Zeithaml et al. (2002) have opined that EFF pertains to the customer's ability to reach the website, carry out an
information search to locate the product sought, and check out the website with the least effort. Parasuraman et al.
(2005, p. 220) defined EFF as the “ease and speed of accessing and using the site.” It, thus, refers to the ease with
which customers can access the website and the simplicity of the website. Research has indicated that EFF is an
important factor in online retail, with convenience and time-saving being cited as key reasons to shop online
(Ranganathan & Ganapathy, 2002). Other researchers have also opined that the website's efficiency plays a crucial
role in customer satisfaction and loyalty (Yang & Fang, 2004). Accordingly, the following hypothesis has been
considered:

% H,3:EFF does not have a significant influence on CS.

% H_3:EFF hasasignificant influence on CS.

System Availability (SYS)

Zeithaml et al. (2002) opined that the reliable functioning of the website is an important dimension of e-service
quality. The E-SERVQUAL model developed by Parasuraman et al. (2005, p.220) defines SYS as “the correct
technical functioning of the website.” Consumers may face technical issues while browsing or shopping online,
such as the website not loading its pages quickly, missing links, freezing pages, and crashing the website. These
issues can lead to consumer frustration, leaving the website and moving to other competing sites, which can result
in a loss of customers and also act as an impediment to generating customer loyalty (Santos, 2003). Therefore,
SYS has been envisaged as one of the important dimensions of s-service quality in the E-SERVQUAL model, and
hence, this study proposes the following hypothesis:

% H4:SYS doesnot have asignificant influence on CS.
% H.4:SYShasasignificantinfluence on CS.

Customer Satisfaction (CS) and Customer Loyalty (CL)

Oliver (1980) has stipulated that CS is the evaluation of a product or service that a customer carries out concerning
the expectations from that product or service. When the customer perceives that the product or service
performance matches or exceeds the expectations, then the customer is satisfied. Conversely, the customer is
dissatisfied if the performance falls below expectations (Amin, 2016). Geng and Chu (2012) conceptualized CS as
an emotional reaction by the customer to the difference between their expectations and actual performance
delivery. Previous research has examined e-service quality as an antecedent to CS (Gera, 2011; Udo et al., 2010),
which can further lead to customer retention in both the online and offline retail environments (Dzogbenuku
etal.,2014; Pandey etal., 2020).

Oliver (1997) postulated that CL is a deeply held commitment by a customer whereby the customer engages in
rebuying a product/service or patronizing a store again consistently in the future and does so despite being exposed
to situation influences that may have the potential to cause switching behavior. Other researchers have examined
CL from an attitudinal perspective, indicating that CL can be derived from a sense of psychological involvement
and goodwill concerning a product, service, or retailer (Kim et al., 2004; Santouridis et al., 2012). CL is important
for every organization, especially in the intensely competitive online retail environment (Reichheld &
Schefter, 2000). Research has indicated that a loyal customer purchases more than a newer customer, can be
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serviced with lower operating costs, and engages in positive word of mouth (Van Riel et al., 2001). Previous
research has also indicated that CS influences CL (Sheng & Liu, 2010).

The role of CS as a mediating variable between e-service quality dimensions and loyalty has also been
examined by previous researchers (Abu-ELSamen et al., 2011; Jeon & Jeong, 2017). Therefore, this study seeks
the examine the direct effect of CS on CL as well as the mediating role of CS in the relationship between e-service
quality dimensions and CL and proffers the following hypotheses:

% H,5:CS doesnothave a significant influence on CL.

% H.5:CShasasignificant influence on CL.

% Hy6: CS does not mediate the relationship between FUL and CL.
% H,6:CS mediates the relationship between FUL and CL.

& H,7:CS does not mediate the relationship between PRTand CL.
% H,7:CS mediates the relationship between PRTand CL.

% H,8:CS does not mediate the relationship between EFF and CL.
% H_8:CS mediates the relationship between EFF and CL.

% H,9:CS does not mediate the relationship between SYS and CL.
% H.9:CS mediates the relationship between SYS and CL.

Based on the review of the literature and the hypotheses outlined, this study proposes the following conceptual
model pictorially depicted in Figure 1.

Figure 1. Proposed Conceptual Model

H6, H7, HS, HO @
H5
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Objectives of this Study

This paper seeks to fulfill the following objectives:

(1) To empirically examine the impact of e-service quality on customer satisfaction in online apparel retail in India.

(2) To empirically examine the influence of customer satisfaction on customer loyalty in online apparel retail in
India.

(3) To assess the mediating role of customer satisfaction in the relationship between e-service quality dimensions
and customer loyalty.

Research Methodology

This research study employs a descriptive design and a quantitative approach to examining the impact of e-service
quality dimensions on customer satisfaction and customer loyalty in the online apparel industry in India. The
methodology adopted for developing the measures used in the questionnaire and the sampling design has been
outlined in the paragraphs below.

Development of Measures

The conceptual model for the study comprises four exogenous constructs, which are the dimensions of e-service
quality — FUL, PRI, EFF, and SYS and two endogenous constructs, CS and CL. In addition, the mediating effect
of CS in the relationship between the four e-service quality dimensions and CL was also studied. The study relied
on the well-established E-SERVQUAL scale for measuring the exogenous constructs of FUL, PRI, EFF, and SYS.
Seven items for FUL, three for PRI, eight for EFF, and four for SYS were used as per the E-SERVQUAL scale
(Parasuraman et al., 2005). In addition, five items for CS were adopted from Janda et al. (2002), and five items for
measuring CL were adopted from Parasuraman etal. (2005).

Sampling

The study focused on Generation Z (Gen Z), which comprises people born from 1995 until about the mid-2000s,
and millennials (those born between 1980 and 1995). These age strata were selected as the age groups of 1824
years and 25-34 years contribute to almost 74% of digital consumer spending in India (The Boston Consumer
Group, 2018). In addition, respondents in the age strata of 3540 years were also considered as they form part of
the millennial population.

Convenience sampling was used to gather the sample for the study. The questionnaire was sent out through
social media platforms, including WhatsApp, Facebook, and LinkedIn, to have maximum reach. The survey was
carried out from December 2020 to March 2021. A total of 268 questionnaires were received, and after removing
duplicates, 239 questionnaires remained. As there were no missing values, all 239 questionnaires were used as the
sample set for the study. Table 1 outlines the demographic profile of the respondents.

Results of Data Analysis

Sampling Adequacy

The Kaiser-Meyer-Olkin (KMO) test and the Bartlett test for Sphericity were conducted to assess the suitability of
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Table 1. Demographic and Purchasing Profile of Respondents

Categories Frequency %
Gender

Male 128 53.56
Female 111 46.44
Age Group

18 — 24 years 144 60.25
25 -34 years 58 24.27
35 -40vyears 37 15.48
Last online apparel purchase

Less than 3 months ago 84 35
3 -6 months 56 23
6 — 12 months 72 30
More than 12 months 27 11
Frequency of online apparel purchase

Rarely 43 18
Once a year 20 8
Once in 6 months 61 26
Sometimes—once in 3 months 73 31
Very frequently—multiple times in a month 42 18

Table 2. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.932

Bartlett's Test of Sphericity Approx. Chi-Square 3952.671
df 496
Sig. 0.000

the dataset for further analysis. The KMO measure for the study was 0.932, signifying good sample adequacy. The
values for the Bartlett test were also significant. Table 2 provides the results of the KMO and Bartlett tests.

Construct Reliability and Validity

The reliability of the constructs used in the study was assessed through Cronbach's a. The construct validity was
investigated through confirmatory factor analysis (CFA) and assessing the factor loadings, average variance
extracted (AVE), and composite reliability (CR). The Cronbach's a values for the constructs ranged from 0.749 to
0.863, all above the acceptable threshold of 0.7 (Nunnally, 1978). Factor loadings, CR, and AVE, were examined
to assess the convergent validity. Table 3 outlines the values of Cronbach's a, factor loadings, CR, and AVE for all
the constructs. All the questionnaire items exhibit factor loadings well above the threshold levels, thus exhibiting
good convergent validity. In addition, all except one construct of SY'S demonstrate a CR higher than the acceptable
threshold of 0.7 (Fornell & Larcker, 1981). The construct of SYS demonstrated a CR 0of 0.68, which is very close to
the acceptable threshold. The AVE of three of the six constructs was above 0.5, with the other three constructs
demonstrating a slightly lower AVE. Nevertheless, Fornell and Larcker (1981, p. 46) opined that “on the basis of p,
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Table 3. Reliability and Validity of the Test Results

Items Loading of Cronbach's Average Composite
Factors Alpha Variance Reliability
Fulfillment (FUL) FUL1 0.524 0.853 0.44 0.85
FUL2 0.672
FUL3 0.659
FUL4 0.697
FUL5 0.723
FUL6 0.697
FUL7 0.652
Privacy (PRI) PRI1 0.763 0.813 0.60 0.82
PRI2 0.800
PRI3 0.758
Efficiency (EFF) EFF1 0.555 0.835 0.38 0.83
EFF2 0.598
EFF3 0.560
EFF4 0.604
EFF5 0.547
EFF6 0.666
EFF7 0.721
EFF8 0.677
System Availability (SYS) Sys1 0.608 0.749 0.35 0.68
SYs2 0.556
SYS3 0.559
Sys4 0.625
Customer Satisfaction (CS) Cs1 0.785 0.863 0.57 0.87
CcS2 0.747
CS3 0.757
CS4 0.731
CS5 0.760
Customer Loyalty (CL) CL1 0.773 0.858 0.57 0.87
CcL2 0.755
CL3 0.666
CL4 0.812
CL5 0.749

(composite reliability) alone, the researcher may conclude that the convergent validity of the construct is adequate,
even though more than 50% of the variance is due to error.” This has also been supported by Lam (2012), Punjani
and Mahadevan (2022), and Punjani and Kumar (2021).

In addition to examining factor loadings, AVE, CR, and CFA were conducted to assess the measurement model
fit. The measurement model for the study is depicted in Figure 2. The measurement model was examined by
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calculating seven fit indices, as indicated in Table 4. The model scored a good fit on six indices and an acceptable
fit on one of the indices.

Figure 2. CFA of Conceptual Model

56

83

Table 4. CFA Fit Indices

Threshold Value Value as per CFA Result
CMIN/df Between 1-3 1.321 Good
GFI More than 0.9 0.872 Acceptable
CFI More than 0.95 0.962 Good
TLI More than 0.95 0.956 Good
PNFI More than 0.6 0.745 Good
RMSEA Less than 0.08 0.037 Good
SRMR Less than 0.08 0.0487 Good

Legend : CMIN—Common Minimum Discrepancy; GFI—Goodness of Fit Index; CFl—Comparative
Fit Index; TLI—Tucker Lewis Fit ; PNFI—Parsimonious Normal fit; RMSEA—Root mean square error
of approximation ; SRMR—Standardized Root Mean Square Residual.
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The discriminant validity was also tested, and the results indicate that all the constructs exhibit good discriminant

validity. Table 5 provides the results of the discriminant validity.

The study employed structural equation modeling (SEM) using AMOS software to test the hypotheses.
Figure 3 depicts the structural equation model, while Table 6 indicates the results of testing the direct relationships
between FUL, PRI, EFF, and SYS with CS.

Table 5. Discriminant Validity

FUL PRI EFF SYs cs CL
FUL 0.663
PRI 0.202 0.773
EFF 0.168 0.163 0.618
SYs 0.234 0.203 0.262 0.587
cs 0.170 0.217 0.135 0.181 0.756
CL 0.217 0.256 0.172 0.211 0.259 0.752

v
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Figure 3. Structural Equation Model
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Table 6. Hypotheses Testing Results — Direct Relationships

Hypothesized Regression p-value Result
Relationship Weights
H.1 FUL — CS 0.108 0.024 Supported
H.2 PRI — CS 0.489 il Supported
H.3 EFF — CS 0.140 0.477 Not supported
H,4 SYS - CS -0.113 0.620 Not supported
H,5 S —> CL 0.555 Hkk Supported

Table 7. Hypotheses Testing Results — Simple Mediation

Total Effect Direct Effect Indirect Effect Outcome
Estimate SE t-value  Estimate SE t-value Estimate S.E Bias Corrected
Bootstrap
confidence interval (95%)
LLCI ULCI
H,6—CS mediates the relationship between FUL and CL.
0.669 0.055 12.152 0.329 0.055 6.004 0.314 0.045 0.227 0.402 Partial Mediation
H,7—CS mediates the relationship between PRI and CL.
0.420 0.039  10.850 0.152 0.040 3.772 0.368 0.043 0.281 0.453 Partial Mediation
H,8—CS mediates the relationship between EFF and CL.
0.610 0.66 9.225 0.250 0.059 4.271 0.303 0.063 0.180 0.425 Partial Mediation
H,9—CS mediates the relationship between SYS and CL.
0.478 0.057 8.412 0.150 0.051 2.957 0.329 0.062 0.209 0.450 Partial Mediation

Legend : SE = Standard error, LLCI = Lower limit confidence interval, ULCI = Upper limit confidence interval.

The mediating effect of CS between the e-service quality dimensions and CL was tested using the Preacher and
Hayes (2004) approach using the “PROCESS” macro for SPSS written by Andrew F. Hayes. Table 7 provides the
results of the mediation analysis.

Discussion and Conclusion

This study has examined the influence of e-service quality dimensions on customer satisfaction, the influence of
customer satisfaction on customer loyalty, and the mediating role of customer satisfaction in the relationship
between e-service quality dimensions and customer loyalty. The empirical investigation indicates that two
e-service quality dimensions, viz., FUL and PRI, have a significant impact on customer satisfaction. This is in line
with the findings of Park and Kim (2011) and Rodriguez et al. (2020). On the other hand, the e-service quality
dimensions of EFF and SYS do not significantly impact customer satisfaction. This could be because customers
do not place great importance on these two dimensions to be satisfied with their purchase. It could be that the
Indian customer, especially in the age strata examined in this study, is fairly conversant with the use of internet
technology and browsing and making online purchases through the internet and hence, does not place EFF as an
antecedent to CS. This is in line with the findings of Herington and Weaven (2009), who concluded that EFF has
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the least important effect on CS as it may act as a hygiene factor. SYS relates to the technical functioning of'the site.
Customers may not be facing issues such as page freeze and site crashes, so do not place too much importance on
this factor. The study also finds that the partial mediation effect of CS between the e-service quality dimensions of
FUL, PRI, EFF, SYS, and CL is significant. This would indicate that e-retailers need to repeatedly ensure that
customers are satisfied with all aspects of the transaction to turn them into loyal customers.

Theoretical Implications

While previous research in the domain of e-service quality has focused on examining the impact of e-service
quality on various constructs, such as perceived value, customer trust, customer satisfaction, and customer loyalty
individually, this study contributes to the knowledge creation in this domain by evaluating the e-service quality
impact through the quality-satisfaction-loyalty chain. This is an important contribution, especially in the Indian
online apparel industry context, as this has remained a previously under-researched area in the academic literature.
This study, therefore, contributes to the academic body of literature in the online apparel industry by testing the
e-service quality dimensions as envisaged in the E-SERVQUAL model and their impact on customer satisfaction
and customer loyalty in the online apparel shopping context in India. The study, therefore, answers the context-
specific call for e-service quality research specified by previous researchers (Herington & Weaven, 2009 ;
Santos, 2003). Additionally, the study extends the applicability of the E-SERVQUAL model tested in other
industry and country-specific contexts to the Indian online apparel consumer context across various age
demographics.

Managerial Implications

Apparel e-retailing is a competitive business in India, and providing e-service quality will go a long way in
generating higher levels of customer satisfaction. Enhanced levels of customer satisfaction will enable apparel
e-retailers to retain customers and pave the way for higher levels of loyalty from existing customers. It is evident
from the study that customers who purchase apparel online lay great emphasis on the fulfillment aspects of the
transaction. Item availability as per what is promised on the website, making truthful promises about an item
delivery, and quick order fulfillment are what the customer expects from the apparel e-retailer. Therefore,
e-retailers in this segment need to concentrate on their logistics and transportation systems to fulfill their delivery
promises. Equally important is the issue of privacy from the customer's point of view. Concerns about sharing
private information, security of the information provided, and assurance that the apparel e-retailer has robust
security policies and systems are issues that need consideration. This effort will build trust in the minds of the
customer, which can translate into customer satisfaction and loyalty. It is also evident that the overall ease of use of
the website, represented by the website efficiency and the technical functioning of the website, now holds lesser
importance in the customer's mind regarding satisfaction levels.

Limitations of the Study and Future Research Directions

One limitation of the study is that it has been carried out in a country-specific context. Secondly, the study
considers age strata only between 18 — 40 years. Future researchers can also investigate the impact of e-service
quality dimensions with respect to older age groups. Finally, the impact of e-service quality on other constructs,
such as trust, customer experience, and behavioral intentions, can also be investigated.

Indian Journal of Marketing « December 2022 31



Authors’ Contribution

Dr. Sujata Joshi conceived the idea of undertaking the empirical study. Kala Mahadevan conceptualized the
methodology, developed the questionnaire using established scales, and collected the data. Kala Mahadevan
carried out the data analysis in consultation with Dr. Sujata Joshi. Kala Mahadevan wrote the manuscript, and Dr.
Sujata Joshi supervised and edited the manuscript.

Conflict of Interest

The authors certify that they have no affiliations with or involvement in any organization or entity with any
financial interest or non-financial interest in the subject matter or materials discussed in this manuscript.

Funding Acknowledgement

The authors received no financial support for the research, authorship, and/or for publication of this article.

References

Abou-Shouk, M. A., & Khalifa, G. S. (2017). The influence of website quality dimensions on e-purchasing behaviour
and e-loyalty: A comparative study of Egyptian travel agents and hotels. Journal of Travel & Tourism
Marketing, 34(5), 608—623. http://dx.doi.org/10.1080/10548408.2016.1209151

Abu-ELSamen, A. A., Akroush, M. N., Al-Khawaldeh, F. M., & Al-Shibly, M. S. (2011). Towards an integrated model
of customer service skills and customer loyalty: The mediating role of customer satisfaction.

International Journal of Commerce and Management, 21(4), 349-380.
http://dx.doi.org/10.1108/10569211111189365

Agrawal, V., Agarwal, S., & Agrawal, A. M. (2017). Perception of employees toward e-learning service quality:
Exploratory factor analysis. Industrial and Commercial Training, 49(7/8), 350-356.
https://doi.org/10.1108/ICT-06-2017-0042

Al-dweeri, R. M., Ruiz Moreno, A., Montes, F. J., Obeidat, Z. M., & Al-dwairi, K. M. (2019). The effect of e-service
quality on Jordanian student's e-loyalty: An empirical study in online retailing. Industrial Management
& Data Systems, 119(4),902-923. https://doi.org/10.1108/IMDS-12-2017-0598

Amin, M. (2016). Internet banking service quality and its implication on e-customer satisfaction and e-customer
loyalty. International Journal of Bank Marketing, 34(3), 280-306. http://dx.doi.org/10.1108/1JBM-
10-2014-0139

Artana, I., Fattah, H., Putra, 1., Sariani, N., Nadir, M., Asnawati, & Rismawati. (2022). Repurchase intention behavior

in B2C E-commerce. International Journal of Data and Network Science, 6, 147-154.
https://doi.org/10.5267/].ijdns.2021.9.013

Bhat, S. A., & Darzi, M. A. (2020). Online service quality determinants and e-trust in internet shopping: A
psychometric approach. Vikalpa, 45(4),207-222. https://doi.org/10.1177/02560909211012806

32  Indian Journal of Marketing « December 2022



Bhattacharya, S., & Mishra, B. B. (2016). Cyber atmospherics and its impact on e-retailing buyer behavior: A factor
analysis. Prabandhan: Indian Journal of Management, 9(4), 30-51.
https://doi.org/10.17010/pijom/2016/v9i4/90770

Blut, M. (2016). E-service quality: Development of a hierarchical model. Journal of Retailing, 92(4), 500-517.
https://doi.org/10.1016/j.jretai.2016.09.002

Chandel, A., & Vij, R. (2019). E-banking service quality: A scale development and validation attempt. Indian Journal
of Marketing, 49(9), 23—41. https://doi.org/10.17010/ijom/2019/v49/19/146938

Dzogbenuku, R. K., Ahiabor, G. K., & Amoako, G. K. (2014). Customer service and customer retention in Ghana's
banking sector : The case of SG SSB Bank (Societe Generale, Ghana). Indian Journal of Marketing,
44(1),33-43. https://doi.org/10.17010/ijom/2014/v44/i1/80471

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(1), 39-50.
https://doi.org/10.1177/002224378101800104

Geng, X., & Chu, X. (2012). A new importance—performance analysis approach for customer satisfaction evaluation
supporting PSS design. Expert Systems with Applications, 39(1), 1492-1502.
http://dx.doi.org/10.1016/j.eswa.2011.08.038

Gera, R. (2011). Modelling e-service quality and its consequences in India: An SEM approach. Journal of Research in
Interactive Marketing, 5(2-3),203-225. http://dx.doi.org/10.1108/17505931111187811

Herington, C., & Weaven, S. (2009). E-retailing by banks: E-service quality and its importance to customer
satisfaction. European Journal of Marketing, 43(9-10), 1220-1231.
https://doi.org/10.1108/03090560910976456

Hung, S.-Y., Chen, C. C., & Huang, N.-H. (2014). An integrative approach to understanding customer satisfaction with
e-service of online stores. Journal of Electronic Commerce Research, 15(1),40—57.

India Brand Equity Foundation. (2021). E-Commerce report. https://www.ibef.org/download/E-Commerce-March-
2021.pdf

Janda, S., Trocchia, P. J., & Gwinner, K. P. (2002). Consumer perceptions of internet retail service quality.
International Journal of Service Industry Management, 13(5), 412-431.
https://doi.org/10.1108/09564230210447913

Jeon, M. M., & Jeong, M. (2017). Customers' perceived website service quality and its effects on e-loyalty.
International Journal of Contemporary Hospitality Management, 29(1), 438-457.
http://doi.org/10.1108/IJCHM-02-2015-0054

Kim, M.-K., Park, M.-C., & Jeong, D.-H. (2004). The effects of customer satisfaction and switching barrier on
customer loyalty in Korean mobile telecommunication services. Telecommunications Policy, 28(2),
145-159. https://doi.org/10.1016/j.telpol.2003.12.003

Korgaonkar, P. A., & Karson, E. J. (2007). The influence of perceived product risk on consumers' e-tailer shopping
preference. Journal of Business and Psychology, 22, 55—64. https://doi.org/10.1007/s10869-007-
9044-y

Indian Journal of Marketing « December 2022 33



Kurup, A. J., & Jain, P. (2018). Effect of e-loyalty cues on repurchase behavioural intentions among online shoppers.
Indian Journal of Marketing, 48(11), 7-22. https://doi.org/10.17010/ijom/2018/v48/i11/137982

Lam, L. W. (2012). Impact of competitiveness on salespeople's commitment and performance. Journal of Business
Research, 65(9),1328—1334. https://doi.org/10.1016/j.jbusres.2011.10.026

Mahadevan, K., & Joshi, S. (2021a). A bibliometric analysis of trends in electronic service quality research over two
decades. International Journal of Integrated Supply Management, 14(2), 131-166.
https://doi.org/10.1504/1JISM.2021.115684

Mahadevan, K., & Joshi, S. (2021b). Trends in electronic word of mouth research: A bibliometric review and analysis.
Indian Journal of Marketing, 51(4), 8-26. https://doi.org/10.17010/ijom/2021/v51/i14/158468

Mishra, V., & Das, B. (2019). Facilitators of e-tail patronage behavior among generation Z consumers. /ndian Journal
of Marketing, 49(4),20-36. https://doi.org/10.17010/ijom/2019/v49/14/142974

Nunnally, J. C. (1978). Psychometric theory. McGraw-Hill.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of
Marketing Research, 17(4),460—469. https://doi.org/10.1177/002224378001700405

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. McGraw-Hill.

Pandey, P. K., Verma, P., & Trayambak, S. (2020). Empirical analysis of interrelationship between service quality,
consumer involvement, and consumer satisfaction. /ndian Journal of Marketing, 50(4), 25-42.
https://doi.org/10.17010/ijom/2020/v50/i4/151571

Panigrahi, S. K., Azizan, N. A., & Ali Khan, M. (2018). Investigating the empirical relationship between service
quality, trust, satisfaction, and intention of customers purchasing life insurance products. /ndian
Journal of Marketing, 48(1),28-46. https://doi.org/10.17010/ijom/2018/v48/11/120734

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A multiple-item scale for assessing electronic
service quality. Journal of Service Research, 7(3), 213-233.
https://doi.org/10.1177/1094670504271156

Park, M.-J., & Kim, M.-J. (2011). A cross-cultural analysis of online satisfaction, service failure and recovery:
An E-A-S-QUAL approach. Journal of the Korean Society of Clothing and Textiles, 35(6), 700-711.
https://doi.org/10.5850/JKSCT.2011.35.6.700

Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for estimating indirect effects in simple mediation
models. Behavior Research Methods, Instruments, & Computers, 36, 717-731.
https://doi.org/10.3758/b103206553

Punjani, K. K., & Kumar, V. V. (2021). Impact of advertising puffery and celebrity trustworthiness on attitude and
purchase intent: A study on Indian youth. Journal of Advances in Management Research, 18(5),
738-757. https://doi.org/10.1108/JAMR-06-2020-0133

Punjani, K. K., & Mahadevan, K. (2022). Transitioning to online learning in higher education: Influence of awareness
of COVID-19 and self-efficacy on perceived net benefits and intention. Education and Information
Technologies, 27,291-320. https://doi.org/10.1007/s10639-021-10665-2

34  Indian Journal of Marketing « December 2022



Ranganathan, C., & Ganapathy, S. (2002). Key dimensions of business-to-consumer websites. Information &
Management, 39(6),457-465. https://doi.org/10.1016/s0378-7206(01)00112-4

Rashid, A., & Rokade, V. (2021). Multi-criterion decision making approach to assess retail service quality: A market
perspective from Iraq. Prabandhan: Indian Journal of Management, 14(3), 49-63.
https://doi.org/10.17010/pijom/2021/v14i3/158156

Reichheld, F. F., & Schefter, P. (2000). E-loyalty: Your secret weapon on the web. Harvard Business Review, 78(4),
105-113.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satisfaction on customer
behavior in online shopping. Heliyon, 5(10),e02690. https://doi.org/10.1016/j.heliyon.2019.02690

Rodriguez, P. G., Villarreal, R., Valifio, P. C., & Blozis, S. (2020). A PLS-SEM approach to understanding E-SQ, E-
satisfaction and E-loyalty for fashion E-retailers in Spain. Journal of Retailing and Consumer Services,
57,102201. https://doi.org/10.1016/j.jretconser.2020.102201

Rust, R. T., & Lemon, K. N. (2001). E-service and the consumer. /nternational Journal of Electronic Commerce, 5(3),
85-101, http://dx.doi.org/10.1080/10864415.2001.11044216

Santos, J. (2003). E-service quality: A model of virtual service quality dimensions. Managing Service Quality: An
International Journal, 13(3),233-246. http://dx.doi.org/10.1108/09604520310476490

Santouridis, 1., Trivellas, P., & Tsimonis, G. (2012). Using E-S-QUAL to measure internet service quality of
e-commerce websites in Greece. International Journal of Quality and Service Sciences, 4(1), 86-98.
http://dx.doi.org/10.1108/17566691211219751

Sharma, A., & Sheth, J. N. (2004). Web-based marketing: The coming revolution in marketing thought and strategy.
Journal of Business Research, 57(7),696—702. https://doi.org/10.1016/s0148-2963(02)00350-8

Sharma, S., & Verma, R. (2015). Extent of service quality in commercial banks in Punjab. Indian Journal of
Marketing, 45(10), 36—48. https://doi.org/10.17010/ijom/2015/v45/110/79797

Sheng, T., & Liu, C. (2010). An empirical study on the effect of e-service quality on online customer satisfaction and
loyalty. Nankai Business Review International, 1(3), 273-283.
https://doi.org/10.1108/20408741011069205

Stamenkov, G., & Dika, Z. (2015). A sustainable e-service quality model. Journal of Service Theory and Practice,
25(4),414-442 https://doi.org/10.1108/JSTP-09-2012-0103

The Boston Consumer Group & Google. (2018, February). Digital consumer spending in India: A $100 bn
opportunity. https://media-publications.bcg.com/pdf/BCG-Google-Digital-Consumer-Spending-
India-Feb-2018.pdf

Tran, V.-D., & Vu, Q. H. (2019). Inspecting the relationship among E-service quality, E-trust, E-customer satisfaction
and behavioral intentions of online shopping customers. Global Business & Finance Review, 24(3),
29—42. http://dx.doi.org/10.17549/gbfr.2019.24.3.29

Udo, G. J., Bagchi, K. K., & Kirs, P. J. (2010). An assessment of customers' e-service quality perception, satisfaction
and intention. [nternational Journal of Information Management, 30(6), 481-492.
https://doi.org/10.1016/j.ijjinfomgt.2010.03.005

Indian Journal of Marketing « December 2022 35



Van Riel, A. C., Liljander, V., & Jurriéns, P. (2001). Exploring consumer evaluations of e-services: A portal site.
International Journal of Service Industry Management, 12(4), 359-377.
https://doi.org/10.1108/09564230110405280

Vasudeva, S., & Singh, G. (2017). Impact of E-core service quality dimensions on perceived value of M-banking in
case of three socio-economic variables. International Journal of Technology and Human Interaction,
13(1),1-20. https://doi.org/10.4018/ijthi.2017010101

Yang, Z., & Fang, X. (2004). Online service quality dimensions and their relationships with satisfaction: A content
analysis of customer reviews of securities brokerage services. International Journal of Service
Industry Management, 15(3),302-326. http://dx.doi.org/10.1108/09564230410540953

Zehir, C., & Narcikara, E. (2016). E-service quality and E-recovery service quality : Effects on value perceptions and
loyalty intentions. Procedia - Social and Behavioral Sciences, 229, 427-443.
https://doi.org/10.1016/j.sbspro.2016.07.153

Zeithaml, V. A. (2002). Service excellence in electronic channels. Managing Service Quality : An International
Journal, 12(3), 135-139. https://doi.org/10.1108/09604520210429187

Zeithaml, V. A., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery through web sites : A critical review
of extant knowledge. Journal of the Academy of Marketing Science, 30, 362-375.
https://doi.org/10.1177/009207002236911

Zeglat, D., Shrafat, F., & Al-Smadi, Z. (2016). The impact of the E-service quality (E-SQ) of online databases on users'
behavioural intentions : A perspective of postgraduate students. Infernational Review of Management
and Marketing, 6(1), 1-10. https://dergipark.org.tr/en/pub/irmm/issue/32106/355867

36  Indian Journal of Marketing « December 2022



Appendix

Questionnaire used for the Study

Constructs Statements Source

FUL FUL1 - It delivers orders when promised. Parasuraman et al. (2005)
FUL2 - This site makes items available for delivery within a suitable time period.
FUL3 - It quickly delivers what | order.
FUL4 - It sends out the items ordered.
FULS5 - It has in stock the items the company claims to have.
FULG6 - It is truthful about its offerings.
FUL7 - It makes accurate promises about delivery of products.
PRI PRI1 - It protects information about my web shopping behavior. Parasuraman et al. (2005)
PRI2 - It does not share my personal information with other sites.
PRI3 - This site protects information about my credit card.
EFF EFF1 - This site makes it easy to find what | need. Parasuraman et al. (2005)
EFF2 - 1t makes it easy to get anywhere on this site.
EFF3 - It enables me to complete a transaction quickly.
EFF4 - Information at this site is well organized.
EFF5 - It loads its pages fast.
EFF6 - This site is simple to use.
EFF7 - This site enables me to get on to it quickly.
EFF8 - This site is well organized.
SYsS SYS1 - This site is always available for business. Parasuraman et al. (2005)
SYS2 - This site launches and runs right away.
SYS3 - This site does not crash.
SYS4 - Pages at this site do not freeze after | enter my order information.
cs CS1 - Based on all of my experience with this online retailer, | feel very satisfied. Janda et al. (2002)
CS2 - Overall, | am satisfied with the decision to purchase from this online retailer.
CS3 - My choice to do business with this online retailer was a wise one.
CS4 - 1 think | did the right thing when | decided to use this online retailer for making this purchase.
CS5 - My overall evaluation of the services provided by this online retailer is very good.
CL CL1 -1 will say positive things about this site to other people. Parasuraman et al. (2005)
CL2 - | will recommend this site to someone who seeks my advice.
CL3 - 1 will encourage friends and others to do business with this site.
CL4 - | will consider this site to be my first choice for future transactions.

CL5 - | will do more business with this site in the coming months.
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