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Abstract

The use of internet is catching up and online shopping is considered as an alternative channel for retailing in India. The present research 
examines how customer satisfaction is related with its antecedent variable i.e. service quality dimensions of e-retailing and loyalty 
which is an outcome variable of satisfaction. The present study is empirical in nature and a sample of 165 respondents has been taken 
from Delhi NCR region. Confirmatory Factor Analysis (CFA) was conducted to examine the reliability and validity of the 
measurement model.  To test the research model Structural Equation Modelling (SEM) was applied. The results of the study show that 
function and reliability dimensions of e-retailing have a significant and positive relationship with customer satisfaction. The model 
also suggests a positive relationship between satisfaction and loyalty. The study also guides to both practitioners and academics 
regarding formulation of marketing strategies. Future research can use different methodologies such as longitudinal studies, focus 
groups and interviews, to examine the relationship between antecedents and consequences of customer satisfaction. 
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Introduction

Growth of internet- based services has changed the wayof firms and consumers interact. e-servicesare becoming 
increasingly important in determining the success or failure of e-commerce (Yang, 2001; Santos, 2003).The transition 
from “brick-and-mortar” retailing to “click-and-mortar” has changed the environmentof the business (Grewal & Levy, 
2009). We areexperiencing the scenario where the term e-commerce may be very soon going to be redundant since nearly 
all the business are adopting electronic medium to connect their customers.It has been realized by the companies that with 
the help of this new platform they can serve the broad base of customers 24*7 with little or no human interventions. 
Moreover, physical location of the retailers has become irrelevant. With these developments customers are benefitted 
through reduced switching costs with regard toplace utility and time utility.Of lately, it has become imperative for the 
businesses to understand that how web-based technological capabilities of services affect customer satisfaction (Ba & 
Johansson, 2008). This situation has also advanced the importance of service quality differentiation in attracting and 
retaining the customers. Though, previous researches have established that service quality is an important determinant in 
an online environment(Yang, 2001; Marimon et al., 2010),but managers are interested in knowing about the important 
attributes which are instrumental for the evaluation of online service quality in the minds of the customers (Yang, 2001). 
Therefore, moreresearch work isneeded to understand the process of service delivery through these technological 
interfaces and how customers perceive the quality of these e-services, their satisfaction level and ultimately the repurchase 
behaviour of buyers by measuring their loyalty (McKinney et al., 2002;Palmer, 2002).

In this backdrop, this study aims toexamine the dimensions of e-service quality which contribute to customer satisfaction 
and further to assess the strength of the relationship between satisfaction and loyalty in e-retailing.

Review of Literature and Hypothesis Development for the Study

Satisfaction

Satisfaction can be defined as customer's post-purchase evaluation of a product or service. There is growing emphasis on 
customer satisfaction because higher customer satisfaction can lead to a stronger competitive position resulting in higher 
market share and profit (Fornell, 1992). Oliver (1997)definedsatisfaction as the perception of pleasure fulfillment of a 
service.Due to presence of technology in every day life, research on consumer behaviour has been diverted towards the 
technology mediated services like online banking, online payment of brokerage, internet shopping services etc. (Meuter et 
al., 2000). In an online business-to-consumer environment satisfaction is a significant consumer outcome (Cheung & Lee, 
2005). In literture, the process of measuring antecedents of customer satisfaction has been found the point of disagreement 
among researchers (Szymanski & Henard, 2001). Various approaches have been used to measure customer satisfaction 
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such as attribute-level performance, expectancy-disconfirmation paradigm and its variants, frequency of service usage, 
and prior experiences with the services (Yuksel & Rimmington, 1998). The present paper has adopted attribute-level 
performance approach as it has been found suitable and most-practical approach in marketing research and consumer 
behaviour studies (Zeng et al., 2009).

Determinants of Online Customer Satisfaction

Lot of scientific researches in the field of e-commerce quality measurement and customer satisfaction (Alba et al., 1997; 
Janda et al., 2002; Santos, 2003; Cao et al., 2005; Dholakia& Zhao, 2009), quality assessment of website structure (Barns 
&Vidgen, 2000; Parsuraman et al. 2005; Aladwani, 2006; Loiacono et al., 2007), e-commerce behavior (Qin, Zhao et al. 
2008; Hashim et al., 2009;Dennis et al., 2009; Alzola & Robaina, 2010), information and communication technologies 
(ICT) or website security(Stewart & A., 2004)etc. were executed in recent years.Also,several studies have found which 
were highly relevant in finding the antecedents of e-satisfaction (Rust & Zahorik, 1993; Anderson & Fornell, 1994; 
Szymanski & Henard, 2001; Muylle et al., 2004). More than 100 factors or dimensions were identified by various scholars 
while developing numerous e-satisfaction scales(Goel & Sharma, 2015). For the current study, three dimensions of online 
retailing service quality namely function, reliability and privacy are taken and their relationship with customer satisfaction 
has been studied. 'Function'has been foundas an important dimension of online retailing (Gronroos, 1982).In an online 
platform, no assistance provided in terms of live salespeople to the customers. Customers need to locate and purchase the 
merchandise using their own skills and abilities. Precisely, in the “do-it- yourself” scenario the reliability of related to 
product information/ content becomes very important for online buyers(Janda et al. 2002).Prior research indicates that 
online shoppers are little hesitant to provide their personal information to business via internet (Miyazaki & Fernandez, 
2001). Typically, all the online buyers and the potential buyers expect that their personal information and records should 
be kept safely and intact by the service providers (Sheehan & Hoy, 2000). Therefore, the study proposes the following 
hypothesis:

H : Function  has significant positive effect on e-satisfaction.1

H : Relaibility has significant positive effect on e-satisfaction.2

H : Privacy  has significant positive effect on  e-satisfaction.3

Loyalty as Consequence of E-satisfaction

Customer's satisfaction and dissatisfaction are the determinants of various behavioral outcome of the shoppers in terms of 
deciding upon whether the particular product would be repurchased or not, their level of trust, level of delightness, 
spreading word of mouth etc (Zeithaml et al., 1996). Research with the help of significant numerically values have proved 
that complete customer satisfaction is the key to securing customer loyalty and generating long-term profits (Jones & 
Sasser, 1995). Indeed loyal customers that indulge in repurchase are on the wish list of every business. Online shopping 
facilitates consumers to obtain in-depth price comparisons and switch retailers by pressing mouse-click. This phnomenon 
lead to the marketers to the conclusion that only price leadres will survive in the online business. But research has proved 
that there is no significant difference in the fundamental economics of customer loyalty in online and offline business 
(Reichheld et al., 2000).A better understanding of the effect of customer satisfaction on service loyalty can contribute in 
academics and in the development of a sustainable model of service marketing. (Caruana & Malta, 2002).Thus, review of 
literature contends that satisfaction and loyalty are closely related and satisfaction is the antecedent of loyalty. So, the next 
hypothesis of the study is:

H : Higher level of e-satisfactionhas significant possitive effect upon building e-loyalty.4

Figure 1 is depicting the coneptual model of the study where function, reliability and privacy are antecedents of customer 
satisfaction, loyalty is the outcome of the satisfaction.

Figure 1: Conceptual Model showing Antecedents and Outcome of Satisfaction

Source: Author's own
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Research Methodology

Research Design

In the current study attempt has been made to examine the relationship between dimensions of service quality and outcome 
of customer satisfaction. Several hypotheses are formed from the review of literature and tested to prove the 
proposed/conceptual relationships of the constructs namely function, reliability and privacy with customer satisfaction 
and finally the impact of customer satisfaction on loyalty fore-retailing.Confirmatory factor analysis (CFA) is conducted 
to examine the reliability and validity of the measurement model. To test the research model structural equation modelling 
(SEM) has been applied.

Questionnaire Design

The instrument used for the study consist of twenty-one items distributed among five constructs. Dimension “Function” 
(five items) has been adapted from (Aladwani & Palvia, 2002), (Parasuraman et al., 2005) and (Collier & Bienstock, 
2006). The 'Function' construct captured the responses related to the functionality of the website in terms of navigation 
speed, loading speed of pages, and the availability of website for the business.  Three statements for “reliability” construct 
has been adapted from (Aladwani & Palvia, 2002). All the questions related to the adequacy, accuracy, and completeness 
of information were asked under this construct. Items for “privacy” containing three items has been adapted from Janda et 
al., (2002);Parasuraman et al., 2005 and Collier & Bienstock, (2006). “Privacy” here means the level of perception which 
online shoppers have about the security of their personal information from unauthorized parties provided by the e-retailer. 
The construct of service satisfaction (five items) has been adopted from Janda et al., (2002) and loyalty (five items) from 
Parasuraman et al., (2005). The responses are recorded on a five-point Likert type scale with response categories 
anchoring from 1 (strongly disagree) to 5 (strongly agree). Before finally administering the questionnaire to the 
respondents, it has been pre-tested to assure the instrument clarity and appropriateness of the wordings.

Data Collection

For examining the loyalty through customer satisfaction, the instrument was filled by the young population i.e. up to the 
age of 35 years living in National Capital Region (NCR). Sample comprised of the buyers who had reasonable experience 
of online retail purchase from any of the retail website operating in India.The respondents were contacted in the college 
campus. The offline method of questionnaire administration was used.Snowball sampling technique(non-probability 
technique)has been used for the study where respondents recommend the name of the other respondents who were 
shopping online. The resulting sample comprised of 165 valid questionnaires. The sample adequacy was obtained through 
the Kaiser-Meyer-Olkin (KMO) test. The KMO, measure of sampling score (0.833) was well above the recommended 0.5 
level (Malhotra & Dash, 2011).

Descriptive Statistics

The sample consists of 41 percent of female and 59 percent of male respondents, generally considered reasonable in the 
terms of gender.  In terms of education, 90 percent were graduates. Income level of the respondents was also asked and the 
statistics shows that19 percent of the respondents were from the income bracket of rupees up to 50,000 per month; 27 
percent of the respondents were from the income bracket of rupees 50,000 to 1,00,000 per month;16 percent of the 
respondents were from the income bracket of rupees 1,00,000 to 1,50,000 per month and 38 percent of the respondents 
were from the income bracket of more than 1,50,000 per month. Questions were also asked pertaining to their first 
purchase through online retailing and their frequency of online shopping. 67 percent of the respondents were doing online 
shopping for more than one year now and more than 51 percent respondents make on an average at least one purchase 
through online shopping every week.

Scale Reliability and Validity

If we look at the alpha values (table 1) of all the constructs, almost all the cases except for function (.69)(which is also 
acceptable), signifies the reliability of the data(Ngobo, 2004). Table 1 indicates the reliability score of each construct 
except function whose value is above 0.70. Reliability of the data is also checked by using another indicator i.e. composite 
reliability suggested by Joreskog & Sorbom (1993). The thumb rule for composite reliability (CR) is the value should be 
either greater to or equal to .70 (Fornell & Larcker, 1981) and in the present study, CR is above .70, thus suggesting the 
internal consistency and thereby confirming the reliability of data.  
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Table 1: Reliability Score of the Constructs

Source: Authors' own

The convergent and discriminant validity was also assessed to check the validity of the scale.

Table 2:  Values of AVE, MSV, ASV

Source: Authors'own 

For establishing the convergent validity loadings of the average variance extracted (AVE) should be more than .50 and 
values of maximum shared variance (MSV) should be less than AVE. Table 2 shows that AVE for almost all the 
constructs is more than .50 except for function (Sahi et al., 2017).For achieving discriminant validity there are two 
necessary conditions. First,AVE > MSV and second is AVE > ASV. In table 2 the values of AVE are greater than MSV 
and the loadings of AVE are also exceeding the values of average squared variances (ASV). From table 2, it can be 
assessed that the loadings of MSV and ASV are less than AVE. Hence, the scale used for the study gives the comfort 
regarding reliability and validity of data. 

Analysis of the Structural Model

The overall measurement model consists of three exogenous latent constructs (FUN, REL, and PRI), the endogenous 
construct (Sat), and the dependent construct (Loy). SEM is used to evaluate the relationship among constructs. Figure 2 

2presents the β values (path coefficients) and the variance explained (R  values).  

Table 3 is showing the structural parameter estimates and goodness-of- fit statistics. Values of goodness-of-fit index (GFI) 
and adjusted goodness-of-fit index (AGFI) can be greater than 0.80 for accepting the model (Hsu & Lin, 2008).For the 
current study both the values of GFI and AGFI fall within the permissible limits as suggested by the previous researchers. 
Thus, value obtained for goodness-of-fit measures indicates acceptable fit of the model to the data.

The findings of the study (table 3) indicate significant of all the factor (except privacy) on satisfaction. Among all the 
factors affecting satisfaction, reliability and function are exhibiting same level of impact i.e. 38 percent. Privacy is non-
significant dimension for customer satisfaction of online shoppers thus hypothesis 3 (H3) was rejected in the light of the 
obtained results.  The fourth hypothesis that loyalty is significantly positively related to satisfaction is also accepted.

Table 3: Structural Parameter Estimates

Source: Authors' Own Work

Notes: (Loy- Loyalty, Sat- Satisfaction, Fun- Function, Rel- Reliability, Pri- Privacy)

 

 

 

 

Latent Variable  

Function  

Reliability  

Privacy  

Satisfaction  

Loyalty  

Cronbach’s Alpha

.693

.785

.784

.851

.825

Composite Reliability 

0.852 

0.702 

0.797 

0.793 

0.834 

  

  

  

  

Construct  

Satisfaction  

Function  

Reliability  

Pr ivacy  

Loyalty  

AVE

0.537

0.324

0.569

0.562

0.505

MSV

0.471

0.279

0.298

0.065

0.471

ASV 

0.271 

0.182 

0.215 

0.053 

0.221 

         

          

Hypothesis  

H : Sat ?------Fun1 

H  : Sat ?------Rel2

H  : Sat ?------Pri3

H  : Loy ?------Sat4

  

  

    

     

Estimates

.475

.353

.008

.692  

Critical Ratio

5.048***

4.980***

.161

14.634*** 

 Result

Accepted 

Accepted 

 Not Accepted 

Accepted 

 Goodness of fit indices:

CMIN/df = 4.221; CFI= .971; GFI = .969; AGFI = .847; IFI = .972; RMSEA = .145  

Significance at: p< .001 ***  
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Discussion

The underlying objective of the paper was to examine the relationship of dimensions of the online retailing quality and 
loyalty with customer satisfaction. A research model was developed with the help of review of literature and a hybrid scale 
was used to capture the responses of the online shoppers for all the five constructs used for the study. It was hypothesized 
based on literature that all the three factors- reliability, function and privacy which are dimensions of e-retailing service 
quality,are the antecedents of satisfaction for online shoppers and loyalty is the behavioral outcome of the satisfaction. The 
three antecedents model achieved a satisfactory level of goodness-of-fit in predicting the variance of satisfaction with the 

2
R  being 48 percent. Results show that reliability and function are two powerful indicator of customer satisfaction (β = .38 
for each indicator).

Figure 2: Outcome Model from the Study

Source: Author's own

Data findings revealed that there is significant positive impact of reliability and function on online customer satisfaction 
while privacy did not show any significant relationship with the satisfaction for online shoppers. One of the important 
characteristics of a B2C web site is the ease and comfort with which customers can navigate. Not only novice online 
shoppers but experienced shoppers are also inclined towards the websites which are easy to navigate. Also, the poor 
navigation being a dissatisfier variable for online purchasing can have a negative impact on sales (Rice, 1997; Holloway & 
Beatty, 2008). While shopping through websites customers look for simplicity and smoothness during whole transaction 
process. Hence, the results of the present study are also validating these studies.

Internet being the newest form of information technology helps websites to design well-defined information systems 
(Yang, 2001). Information quality refers to accuracy, timeliness, and reliability of information(DeLone & McLean, 
1992).Online shoppers also expect complete, updated and reliable information about the products or services which they 
are intended to buy online. With the help of richer information, they can take better buying decisions and hence attain 
higher level of satisfaction (Peterson et al., 1997). Szymanski & Hise (2000), also documented that superior product 
information had an impact on e-satisfaction. The respondents of the present study also felt in same way. 

The β value (.01) of privacy was found to be very low showing that there is no significant impact of privacy on satisfaction 
in the presence of reliability and function. The result of the current study was found consistent to the previous studies. 
(Zeng, et al., 2009 ;Wolfinbarger & Gilly, 2003; Szymanski & Hise, 2000). The reasons for such nonsignificant result 
could be many. First, consumers may judge the security on the basis of professional look and functionality of the website. 
Second, with the accepatability of online shopping among masses helped shoppers in achieving confidence on the security 
measures of the websites. Third, the respondents of the present study were young shoppers who might be not much 
bothered about sharing their personal information with the websites. Lastly, it might  be  difficultfor online shoppers to 
judge the security and privacy of a site in direct way. 

Strong relationship was found between satisfaction and loyalty. Allmost all the studies which have investigated the 
relationship between satisfaction and loyalty found positive significant link between these two constructs. These studies 
have been validated by the researchers of various countries living in different cultures (Valvi & Fragkos, 2012). Though 
some studies have found that the relationship between satisfaction and loyalty is moderated by customer characteristics 
also (Thaichon, Lobo, & Quach, 2016). From the results of the present study it can be reassessed that in an emerging online 
market like India  satisfaction plays an important predictor of loyalty with strong β value(.76) and 58 percent variance 
explained (figure 2).
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Conclusion and Managerial Implications

Internet is a relatively new medium for the shopping. The technology adoption model proposes that perceived ease of use 
and perceived usefulness of the technology are the deciding factors for adopting any new technology for the consumers 
intention adoption (Davis, 1989). If customers feel that they are not able get information which they are seeking or 
technical difficulties in successfully completing a transaction, then they may simply switch their patronage back to the 
traditional channels. The present study makes a contribution in the existing literature by establishingthat relaibility and 
functionability dimensions of a website are more important antecedents of e-satisfaction.For the online shoppers, web site 
functions as an information system therefore organization and structure of the online catalogues should be easy to 
navigate.Organizations who launch their retail websites should be more careful about these important dimensions.

Based on the results several recommendations can be made for the marketing practitioners.First, businesses or online 
retailing firms should actively seek the areas of improvement with respect to quality and quantity of the information 
provided through the website. Because in the absence of any face to face interaction, the content uploaded by the company 
on its website is the only source of information and communication available with the buyers. Graphics and 
advertisements can also significantly reduce the loading speed of the webpage, so balance should be made by the 
marketers between webpage richness and download speed. Second, firms and web developers can design the website the 
way in which customers use a web site rather than spreading the feeling among customers of being in control of the 
vendors through their website. Third, to obtain the attention of the buyers and enhancing their level of psychological 
satisfaction,creativity must be incorporated while marketing on the web. Four, though the results indicate that privacy is 
not an antecedent of the satisfaction but in the absence of security/privacy customers will never shop around. However, it 
can be concluded that security is a necessary condition or its absence is a dissatisfier rather than a dimension which 
contribute towards satisfaction. Lastly, research has proved that only highly satisfied customers can be the customer 
evangelists for the company. Hence, managers should continuously work for achieving higher level of customer 
satisfaction.     

Limitations &Future Research

The study uncovered three antecedents of the satisfaction and one behavioral outcome of the satisfaction. Due to 
unavailability of the list of online users available, random sampling was not possible. For the current study, only retail 
websites have been selected and survey was confined to youngsters only. The future studies can identify more antecedents 
of customer satisfaction and the impact of customer satisfaction on various attitudinal outcomes can also be studied. The 
sample for the future studies can be more diverse in terms of age, educational qualification, region, culture among 
others.Future research can use different methodologies such as longitudinal studies, focus groups and interviews, to 
examine the relationship between antecedents and consequences of customer satisfaction.

References

Aladwani, A. M., & Palvia, P. C. (2002). Developing and validating an instrument for measuring user-perceived web 
quality. Information Management, 39, 467-476.

Alba, J., Lynch, J., Weitz, B., & Janiszewski, C. (1997). Interactive home shopping: consumer, retailer and manufacturer 
incentives to participate in electronic marketplaces. Journal of Marketing, 61(3), 38-53.

Alzola, L. M., & Robaina, V. P. (2010). The impact of pre-sale and post-sale factors on online purchasing satisfaction: a 
survey. International Journal of Quality & Reliability Management, 27(2), 121-137.

Anderson, E. W., & Fornell, C. (1994). A customer satisfaction research prospectus. In R. T. Rust, & R. L. Oliver, Service 
Quality: New Directions in Theory and Practice, 241-268. CA: Sage Publications.

Ba, S., & Johansson, W. C. (2008). An exploratory study of the impact of e-service process on online customer 
satisfaction. Production and Operations Management, 17(1), 107-119.

Barnes, S., & Vidgen, R. (July 2000). WebQual: an exploration of website quality. Proceedings of the Eigth European 
Conference on Information Systems, 3-5. Vienna.

Cao, M., Zhang, Q., & Seydel, J. (2005). B2C e-commerce web site quality : an empirical examination. Industrial 
Management & Data Systems, 105(5), 645-661.

Caruana, A., & Malta, M. (2002). The effects of service quality and the mediating role of customer satisfaction. European 
Journal of Marketing, 36(7/8), 811-828.

Cheung, C., & Lee, M. (2005). The asymmetric effect of website attribute performance on web satisfaction: an empirical 
study. Journal of Electronic Service, 3(3), 65-86.

Janaury34 Apeejay Journal of Management & Technology



Collier, J. E., & Bienstock, C. C. (2006). Measuring service quality in e-retailing. Journal of Service Research, 8(3), 260-
275.

Cunningham, R. M. (1956). Brand loyalty- what, where, how much. Harvard Business Review, 34(1), 116-138.

Cunningham, R. M. (1961). Customer loyalty to store and brand. Harvard Business Review, 39(6), 127-137.

Davis, F. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS 
Quarterly, 13(3), 319-340.

Day, G. S. (1969). A two dimensional concept of brand loyalty. Journal of Advertising Research, 9, 29-36.

De Ruyter, K., Wetzels, M., & Bloemer, J. (1998). On the relationship between perceived service quality, service loyalty 
and switching costs. International Journal of Service Industry Management, 9(5), 436-453.

DeLone, W. H., & McLean, E. R. (1992). Information system success: the quest for the dependent variable. Information 
System Research, 3(1), 60-95.

Dennis, C., Merrilees, B., Jayawardhena, C., & Wright, L. T. (2009). E-commerce behaviour. European Journal of 
Marketing, 43(9/10), 1121-1139.

Dholakia, R. R., & Zhao, M. (2009). Retail website interactivity- how does it influence customer satisfaction behavioral 
intentions? International Journal of Retail & Distribution Management, 37(10), 821-838.

Dick, A. S., & Basu, K. (1994). Customer loyalty: towards an integrated conceptual framework. Journal of Academy of 
Marketing Science, 22(2), 99-113.

Fornell, C. (1992). A national satisfaction barometer: the swedish experience. Journal of Marketing, 56, 6-21.

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

Goel, P., & Sharma, K. (2015). Measurement of e-satisfaction: critical review of the instruments. Journal of Indian 
Management & Strategy, 20(3), 30-33.

Gremler, D. D., & Brown, S. W. (1996). Service loyalty: its nature, importance, and implications. In B. Edvardsson, S. W. 
Brown, R. Johnston, & E. E. Scheuing, Proceedings American Marketing Association, 171-180.

Grewal, D., & Levy, M. (2009). Emerging issues in retailing research. Journal of Retailing, 85, 522-526.

Gronroos, C. (1982). Strategic management and marketing in the service sector . Swedish School of Economics and 
Business Administration. Helsingfors.

Hashim, A., Ghani, E. K., & Said, J. (2009). Does consumers' demographic profile influence online shopping? an 
examination of Fishbein's theory. Canadian Social Science, 5(6), 19-31.

Holloway, B. B., & Beatty, S. E. (2008). Satisfiers and dissatisfiers in the online environment. Journal of Service 
Research, 10(4), 347-364.

Hsu, C., & Lin, J. C. (2008). Acceptance of blog usage: the role of technology acceptance, social influence and knowledge 
sharing motivation. Information and Management, 45(1), 65-74.

Jacoby, J. (1971). A model of multibrand loyalty. Journal of Advertising, 11, 25-31.

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

Jones, T. O., & Sasser, W. E. (1995). Why satisfied customers defect. Harvard Business Review, 73(6), 88-99.

Joreskog, K., & Sorbom, D. (1993). LISREL 8 Structural Equation Modeling with the SIMPLIS Command Language. 
Chicago, IL: Scientific Software International.

Lociacono, E., Watson, R. T., & Goodhue, D. (2000). WebQual: a website quality instrument. Working Paper. Worcester 
Polytechnic Institute.

Malhotra, N. K., & Dash, S. (2011). Marketing Research: An Applied Approach. New Delhi: Dorling Kindersely.

Marimon, F., Vidgen, R., Barnes, S., & Cristobal, E. (2010). Purchasing behavior in an online supermarket. International 
Journal of Market Research, 52(1), 111-129.

McKinney, V., Yoon, K., & Zahedi, F. (2002). The measurement of web-customer satisfaction: an expectation and 
disconfirmation approach. Inform Systems, 13(3), 296-315.

Meuter, M. L., Ostrom, A. L., Roundtree, R. I., & Bitner, M. J. (2000). Self service technologies: understanding customer 

352018 Dr. Pooja Goel & Dr. Nisha Gupta



satisfaction with technology-based service encounters. Journal of Marketing, 64(3), 50-64.

Miyazaki, A. D., & Fernandez, A. (2001). Consumer perceptions of privacy and security risks for online shopping. Journal 
of Consumer Affairs, 35(1), 27-44.

Muylle, S., Rudy, M., & Despontin, M. (2004). The conceptualization and empirical validation of website user 
satisfaction. Information and Management, 41, 543-560.

Ngobo, P. V. (2004). Drivers of customer cross-buying intentions. European Journal of Marketing, 38(9-10), 1129-1157.

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on Consumers. Maidenhead: McGraw Hills.

Oliver, R. L., & Linda, G. (1981). Effect of satisfaction and its antecedentson consumer preference and intention. 
Advances in Consumer Research, 8, 88-93.

Palmer, J. (2002). Website uasbility, design and performance metrics. Inform Systems Res., 13(2), 151-167.

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), 213-234.

Peterson, R. A., Sridhar, B., & Bart, J. B. (1997). Exploring the implications of the Internet for consumer marketing. 
Journal of Academy of Marketing Science, 25(Fall), 329-346.

Qin, S., Zhao, L., Yong-tao, S., & Ting, C. (2008). Conceptualizing consumers' perceptions of e-commerce quality. 
International Journal of Retail & Distribution Management, 23(12), 1363-1378.

Reichheld, F. F., Markey, R. G., & Hopton, C. (2000). E-customer loyalty - applying the traditional rules of business for 
online success. European Business Journal, 12(4), 173-179.

Rice, M. (1997). What makes users revisit a website. Marketing News, 31(6), 12-13.

Sahi, G. K., Sehgal, S., & Sharma, R. (2017). Predicting customers recommendation from co-creation of value, 
customization and relational value. Vikalpa, 42(1), 19-35.

Santos, J. (2003). E-service quality: a model of virtual service quality dimensions. Managing Service Quality Journal, 
13(3), 233-246.

Selin, S., Howard , D. R., Udd, E., & Cable, T. (1988). An analysis of consumer loyalty to municipal recreation 
programme. Leisure Sciences, 10, 210-223.

Sheehan, K. B., & Hoy, M. G. (2000). Dimensions of privacy concern among online consumers. Journal of Public Policy 
and Marketing, 19, 62-73.

Stewart, & A. (2004). On risk: perception and direction. Computers & Security, 23(5), 362-370.

Szymanski, D. M., & Henard, D. H. (2001). Customer Satisfaction: A meta-anlaysis of the empirical evidence. Journal of 
the Academy of Marketing Science, 29(1), 16-35.

Szymanski, D. M., & Hise, R. M. (2000). e-Satisfaction: an initial examination. Journal of Retailing, 76(3), 309-322.

Thaichon, P., Lobo, A., & Quach, T. N. (2016). The moderating role of age in customer loyalty formation process. Service 
Marketing Quarterly, 37(1), 52-70.

Tucker, W. T. (1964). The development of brand loyalty. Journal of Marketing Research, 1, 32-35.

Valvi, A. C., & Fragkos, K. C. (2012). Critical review of the e-loyalty literature: a purchase-centered framework. 
Electronic Commerce, 12, 331-378.

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ: Dimensionalizing measuring and predicting etail quality. Journal of 
Retailing, 79, 183-198.

Yang , Z. (2001). Consumer perceptions of service quality in Internet-based electronic commerce. 30th EMAC 
Conference, 8-11. Bergen.

Yuksel, A., & Rimmington, M. (1998). Customer-satisfaction measurement: performance counts. Cornell Hotel and 
Restaurant Administration Quarterly, 39, 60-70.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service quality. Journal of 
Marketing, 60(2), 31-46.

Zeng, F., Zuohao, H., Rong, C., & Zhilin, Y. (2009). Determinants of online service satisfaction and their impacts on 
behavioral intentions. Total Quality Management, 20(9), 953-969.

Janaury36 Apeejay Journal of Management & Technology

Copyright of the Apeejay Institute of Management Technical Campus. All-rights reserved. Contents may not be copied, emailed, posted or 
otherwise transmitted without the copyright  holder's express written permission. Users may print or email articles for individual use only.


