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Abstract

:

The Customer trust, satisfaction and loyalty with regard to the provision of e-commerce services is expected to be critical factors for the assessment of the success of online businesses. Service quality and high-quality product settings are closely linked to these factors. However, despite the rapid advancement of e-commerce applications, especially in the context of business to consumer (B2C), prior research has confirmed that e-retailers face difficulties when it comes to maintaining customer loyalty. Several e-service quality frameworks have been employed to boost service quality by targeting customer loyalty. Among these prominent frameworks is the scale of online etail quality (eTailQ). This scale has been under criticism as it was developed before the emergence of Web 2.0 technologies. Consequently, this paper aims to fill this gap by offering empirically-tested and conceptually-derived measurement model specifications for an extended eTailQ scale. In addition, it investigates the potential effects of the extended scale on e-trust and e-satisfaction, and subsequently e-loyalty. The practical and theoretical implications are highlighted to help businesses to design effective business strategies based on quality in order to achieve enhanced customer loyalty, and to direct future research in the field of e-commerce.
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1. Introduction


Online businesses are often challenged when it comes to keeping their existing customers while simultaneously targeting new customers [1]. In the online environment, Anderson and Srinivasan [2] (p. 125) refer to loyalty to as “a customer‘s favorable attitude towards an electronic business, resulting in repeat purchasing behavior”. E-loyalty denotes a consumer’s willingness to purchase products/services from a specific website, with the consumer being unlikely to shift to buy from other websites [3]. Online loyalty is related to convenience, price of products/services, privacy, product presentation, quality of customer support and competency in terms of meeting delivery commitments [4]. In both online and offline shopping contexts, customer acquisition is viewed as a high cost process, and customer relationships tend to be unprofitable in the early years [5]. However, in later years, when the outgoing costs associated with serving loyal customers decreases, and the number of their purchases increases, such relationships generate significant returns. This economic pattern of early losses followed by increasing revenues, is essentially amplified in online environments. The costs associated with acquiring customers are often noticeably higher in online than in traditional channels.



Thus, the literature points out that the value of loyalty in online environments is greater than that found in physical/traditional environments [6]. This assumption relates to various economic and competitive factors. For example, unlike a traditional environment, the initial cost of acquiring customers through online channels is much higher. Consequently, without customer retention and repeated purchases over time, high levels of financial revenue will remain elusive. Furthermore, since online stores can easily expand their diversity in terms of products/services, loyal customers are inclined to consolidate their buying activities with only one supplier [4]. This means that online stores can sell more and offer a wider range of services/products to their loyal customers. Moreover, another economic benefit can be achieved through referrals from loyal customers. Loyal customers constantly refer new potential customers to stores/suppliers, generating additional generous sources of profit [6]. Since the cost of acquiring these referred customers is so little, the online store commences to generate earnings far earlier in their life cycle [7]. Furthermore, in all industries, companies now devote considerable efforts to harnessing the capabilities of the Web to create unique value for customers [8]. By doing so, these companies are going to achieve much more profitable relationships with customers compared to those rivals which are slow to recognise the potential of the Web for their customers.



According to Srinivasan et al. [9] (p. 41), developing customer e-loyalty is recognized as a huge challenge since “competing businesses in the world of electronic commerce are only a few mouse clicks away”, and the customers are able to assess alternative choices with little effort and time. However, in contradiction of the above view that questions the loyalty of online customers, Shankar et al. [10] state that online customers not only buy frequently on websites with which they have developed a decent relationship, but also are inclined to combine their purchases using major online retailers, demonstrating a considerable tendency towards loyalty. E-loyalty brings superior revenue to the online retailer. Specifically, Van-Riel et al. [11] explain that loyal online customers buy and spend more than newly-acquired customers. In addition, they can be served with minimal functional costs. These previous studies indicate that e-loyalty is valuable for e-retailers because it strengthens their survival chances in the strong competition environment encountered on the Internet.



Customer satisfaction is vital for the sustainability of all businesses. E-satisfaction is referred to by Anderson and Srinivasan [2] (p. 125) as “the contentment of the customer with respect to his or her prior purchasing experience with a given electronic commerce firm”. Customer satisfaction reflects the extent to which customers’ expectations with regard to a product/service are fulfilled, which can act as a demonstration of consistency between the expected and the actual performance with regard to the purchased product/service [5]. In other words, customer satisfaction is considered as the outcome of a comparison between expectations and experience, and satisfaction is attained when the final deliverable(s) meets or even exceeds the customers’ expectations. Moriuchi and Takahashi [1] point out that satisfaction evaluates a customer’s overall purchasing and consumption experience in terms of a product/service over a period of time. The more the gap between expectations and actual performance is reduced, the greater is the consumer’s satisfaction. Alam and Yasin [12] state that when customers are satisfied, and their expectations have been met or exceeded by the service provider, the customer’s intention to repurchase is most likely to reinforced. Thus, e-satisfaction is a fundamental factor when it comes to retaining customers, and subsequently this has a direct effect on customer loyalty [13,14,15].



Trust is an essential component in the process of online shopping decision-making because it is recognized as one of the main critical aspects in terms of developing successful and sustainable relationships with customers [16,17,18]. Trust represents a set of beliefs that a customer has with respect to some characteristics of a service provider and its future behaviour [19]. Such beliefs relate to the actual delivery of a promised service. Trust existence is fundamental for customers, especially during the first-time exchange with a service provider. However, trust develops as the relationship is developed due to the additional experience that the customer gains. Although the literature highlights several dimensions of trust, the perceptions of benevolence and honesty are the most important ones. Perceived honesty represents the degree to which customers believe that a service provider is sincere, and capable to keeping its promises. On the other hand, benevolence demonstrates the extent to which a customer believes that a service provider will not engage in opportunistic behaviour and is concerned about the customer’s welfare, and that its ultimate goal is seeking joint benefits. Similarly, it has been assumed that trust is a result of beliefs that contend with competence (the ability of the service provider to accomplish and meet customer’s expectations and needs), integrity (the service provider’s promise-keeping and honesty), predictability (the consistency of the service provider’s behaviours), and benevolence (the service provider’s motivation and instances of it acting in the customer’s interests) [20]. The above-mentioned dimensions of trust can be applied to all commercial contexts, but trust has a particularly great impact in e-commerce, as it is considered by McKnight and Chervany [21] as “an excursion beyond the unknown into the unknowable”. Therefore, Ribbink et al. [22] point out that e-trust is viewed as “the degree of confidence customers have in online exchanges or in the online exchange channel”. The establishment of e-trust can significantly reduce risk perceptions related to the use of a service or the performing of an exchange.




2. Study Significance and Rationale


E-trust and e-satisfaction have a pivotal role to play in developing e-loyalty. Many scholars have confirmed that e-trust and e-satisfaction impact e-loyalty at an individual level (e.g., [13,23], or in a chronological sequence “e-trust → e-satisfaction → e-loyalty” (e.g., [5]). However, despite the empirical evidence that endorses the significant influence of e-satisfaction and e-trust on e-loyalty, investigating the determinants of e-satisfaction and e-trust has been narrowly understood in the process of developing e-loyalty. Accordingly, it is important to investigate the role of potential components as critical determinants of e-satisfaction and e-trust in the model of e-loyalty. Thus, the research model employs the eTail quality (eTailQ) scale developed by Wolfinbarger and Gilly [24] which uses e-service quality to predict e-trust, e-satisfaction and e-loyalty. ETailQ in this study is measured “from the beginning to the end of transaction, including information search, website navigation, ordering, interactions, delivery and satisfaction with the ordered product” (p. 183). The concept of eTail quality embraces facets related to online transactions as well as offline fulfillment, which have been scarcely examined in previous research. An online consumer’s repurchasing decision is based on complex assessments of the full service offer. The majority of transactions commence online and are completed offline. However, previous empirical studies have overlooked the distinctive complementary roles of offline fulfillment and website performance in investigating the development process of e-loyalty. For instance, previous studies have mainly focused on website quality [25], interactivity with the website [26], service quality [27], website design [28], or website [29]. While these studies offer a framework for evaluating the eTailQ scale, they fail to recognize the fact that eTailQ is not solely about consumer interaction with a website [30].



Consequently, this study conceptualizes eTailQ as a multidimensional scale, examining the distinctive role of each eTailQ dimension on the process of developing e-loyalty. Specifically, the four adopted dimensions of eTailQ are: security/privacy, fulfillment/reliability, customer service and website design. Several studies, such as that of Chang and Wang [31], have offered a comprehensive model and framework to explain the process of developing e-loyalty. The models contained in these studies include various determents such as service quality, satisfaction, perceived value and trust. However, these studies employed e-service quality as a unidimensional concept which, in turn, resulted in limiting the practical implications. Thus, by investigating the critical role of each of the four dimensions of eTailQ to explain e-loyalty development, the current study can offer a more comprehensive and complete understanding of eTailQ in the research model.



Moreover, despite the wide recognition and popularity of the eTailQ scale, it has been subjected to various criticisms [32]. For instance, various studies have questioned its dimensionality, appropriateness and consistency [33]. Furthermore, the scale has been criticised for the limited attention given to the dimension of customer service [34]. More importantly, Connolly et al. [35] state that the majority of e-service quality scales, including eTailQ, were developed prior to the emergence of Web 2.0 technologies, and the wide penetration of social media technologies to e-commerce. As a result, the significant impact of social influence on the behaviour of consumers’ online shopping has been overlooked. Accordingly, it is vital to modify the eTailQ scale to ensure that it can capture the unique aspects of Web 2.0 and social media on service quality. Integrating Web 2.0 technologies and social media platforms into e-commerce websites has resulted in the emergence of the concept of social commerce [36,37]. Shopping is perceived as a social activity, and social relationships have a significant impact on customers’ purchase decisions. The eTailQ scale emphasises the need to evaluate the quality of the service platform, and to ignore the value rooted in the activities of social commerce (i.e., corporate social media), which has resulted in further criticism of the scale. Thus, this research aims to extend the eTailQ scale by incorporating the construct of social commerce components or electronic word-of-mouth (eWOM) as a key determinant of e-satisfaction and e-trust, and subsequently e-loyalty. eWOM is generally considered as any online negative/positive statement made by customers (former, actual, or potential) about a product/service or a firm. This research believes that eWOM is a fundamental element of e-service quality, as it is viewed as a credible and trustworthy source of information that can guide the process of online purchases. It is believed to be another dimension to signify the importance of customer service through accessing prior purchase information and the experiences of former customers to address e-service quality issues. Such access to valuable information and experiences can be significantly employed to assess customers’ trust and reputation, and therefore loyalty towards a company. Furthermore, this study explores the indirect effect of reputation on e-loyalty through e-trust. Jordan, as a developing country, is viewed as a collectivist and high uncertainty avoidance culture. In such a culture, trust can be developed through a transference process. In such cultures where interpersonal ties and solidarity prevail, customers are inclined to consider others to be similar to themselves [38]. Accordingly, while an organization’s trust is recognized as a critical proof source, it is more likely to transfer the organization’s reputation to trust. Therefore, the main objectives of this paper as follows:




	
Extend the eTailQ scale to include social commerce components (SCC) as the fifth dimension of the scale, and empirically validate the proposed extension.



	
Examine the effects of each sub-dimension of the eTailQ scale (including the new dimension) as antecedents of e-trust and e-satisfaction, and subsequently e-loyalty.



	
Examine the role of reputation on the process of developing e-loyalty.









3. Theoretical Foundation and Hypotheses Development


The proposed model (see Figure 1) represents e-loyalty as the ultimate outcome of the research model. The research model suggests that e-loyalty is influenced directly by e-trust, e-satisfaction, and indirectly by reputation and eTailQ dimensions. This section will introduce the proposed hypotheses by first explaining: 1) the impact of e-trust, reputation. e-satisfaction on e-loyalty, and then 2) the influence of the eTailQ scale dimensions on e-trust, e-satisfaction and reputation. Figure 1 outlines the proposed model.



3.1. E-Trust, Reputation, E-Satisfaction and E-Loyalty


Trust can be transformed into loyalty, which will certainly drive the process of purchasing decision making [16,18,39]. In the digital environment, trust is referred to as “online trust” or “e-trust” and it has commonly been assumed that it is related to e-loyalty in the context e-commerce [13]. Accordingly, the relationship between e-trust and e-loyalty has been widely recognised in previous research due its importance in building customer relationships. Several studies confirm the direct positive influence of e-trust on e-loyalty [40,41]. Hou [42] points out that customer trust is critical for sustaining the success of an online business. According to Al-Adwan and Kokash [36] and Muhammad et al. [43], as uncertainty and risk are continually present in online purchasing, building e-customer confidence is important because the perception of both risk and uncertainty will impact on trust during transactions. Furthermore, it is noted that the most significant aspect for customers when selecting an online-vendor is trust [4]. Such an assumption stems from the fact that in the absence of face-to-face contact with an online business, customers are forced to seek reassurance. Hence, online businesses need to convince their customers that they can be trusted before starting to develop relationships with them.



H1. 

“E-loyalty is positively influenced by e-trust”.





Customer satisfaction is vital for the sustainability of any business, and is indeed one of the major investigated areas as it supports businesses in their attempts to increase profitability and achieve excellence [1]. It has been argued by Kashif et al. [44] that satisfied customers are willing to retain a viable relationship with a company by constantly re-purchasing its services/products. Additionally, the process of retaining existing customers is less costly for businesses that prioritise customer satisfaction rather than attracting new customers [45]. Thus, the survival and profitability of organizations are heavily dependent on customer satisfaction. Customer satisfaction is viewed as a key outcome of a customer’s assessment of overall purchasing and consumption experiences with regard to products/services [1]. It represents a comparison between purchasing and consumption expectations and experience [46]. Customer satisfaction is attained when a customer’s experience (the final deliverable) meets or surpasses that customer’s expectations [47].



The literature suggests that e-satisfaction and e-loyalty have a well-established relationship. This relationship stems from the traditional perspective, where a greater perception of customer satisfaction leads to an enhanced level of customer loyalty. In the context of e-commerce, the link between satisfaction and loyalty holds true, and is stronger in online environments due to the high levels of uncertainty and lack of physical communication [36]. Therefore, such a relationship has been frequently investigated in various studies [32,48]. Customer satisfaction is heavily dependent on customer experience while purchasing and consuming products or services. Having a delightful and memorable experience can significantly result in generating a positive attitude towards firms, and thus motivate customers to be loyal by engaging in repeated purchasing. In the meantime, it has been argued that satisfaction results in a higher degree of loyalty, but the existence of an embedded social network is necessary to ensure effective loyalty. Li et al. [49] conclude that a positive attitude towards the brand leads to a higher perception of loyalty, and subsequently will encourage customers to remain loyal. Additionally, the chance of converting customers into loyal customers is considerably greater if customers have a favourable attitude toward the brand.



H2. 

“E-loyalty is positively influenced by e-satisfaction”.





In addition to its direct effect on e-loyalty, it is expected that e-trust will influence loyalty indirectly through e-satisfaction [18]. In fact, trust is a fundamental aspect for developing a reliable relationship between customer and seller. With regard to such a relationship, Polites et al. [50] stress that trust evaluation before a particular exchange or transaction is deemed to have a significant role to play in terms of customers’ post-purchase satisfaction. Similarly, such an assumption holds true in online shopping, as trust is a vital component in initiating transactions. In the online shopping context, perceived risk is significantly higher than is the case with traditional shopping in terms of payment, delivery, and information exchange. Accordingly, customers are keen to transact with trustworthy e-retailers. Muhammad et al. [43] state that trust is necessary for satisfaction. Actually, online customers with high perceptions of trust when dealing with an e-retailer will be more satisfied and will be more committed to its services. Thus, this study arguers that the existence of e-satisfaction can be derived from the extent of customer e-trust.



H3. 

“E-satisfaction is influenced by e-trust”.





In online retailing, a company’s reputation is recognised as an important asset due to the inherent and high degree of uncertainty related to online trading transactions. Reputation is defined by Herbig and Milewicz [51] as “an estimation of the consistency over time of an attribute of an entity” (p. 18). They point out that an organisation can have various reputations with regard to different traits such as product quality, innovativeness, price and management quality. Furthermore, the relationship of retailers and customers is another attribute that can be utilised to bolster a company’s reputation [52]. Reputation acts as a schema established from past direct transactions/experiences and/or reports/feedback from other customers. These can help build a foundation for consumer expectations of future experiences with the retailer [38]. Therefore, Liu et al. [53] point out that a company’s reputation can be improved or damaged by the evaluation of what the company promises and what it truly delivers.



Additionally, it has been argued that losing a good reputation is easier than building it. In particular, the impact of negative actions is more intense than those of positive actions on consumer perception [54]. Thus, a good reputation results in a superior degree of customer satisfaction and trust, and thus companies with a good reputation are evaluated more positively than are companies with a poor reputation [55]. Specifically, if an e-retailer is perceived as fulfilling agreed conditions, obligations and promises, then customers will be inclined to believe that such behaviour will continue in the future. Various empirical studies confirm the critical role of reputation in developing customer trust as an increase in a company’s reputation will lead to enhancement of such trust [38].



H4. 

“Reputation has a positive influence on e-trust”.






3.2. ETailQ Scale Dimensions, E-Trust, Reputation and E-Satisfaction


E-service quality represents the overall perceptions of customers with respect to the quality of the service delivery of an online company. E-service quality has been referred to by Lee and Lin [56] as “evaluations and judgments regarding the excellence and quality of e-service delivery in the virtual market place” (p. 162). E-service quality scales have been employed in the literature to measure factors influencing a website’s efficiency and effectiveness [57], measure a website’s success [58] and evaluate customer e-satisfaction [59]. Parasuraman and Zeithhaml [60] have established a broad traditional service quality scale and entitled it SERVQUAL. Later, Parasuraman et al. [34] and Zeithaml et al. [57] have adopted the SERVQUAL scale and modified it to become e-SERVQUAL to fit the context of online service quality.



Several of e-service quality scales have been established in the literature. These scales have focused on diverse aspects and utilized different measurement items. For instance, Cristobal et al. [61] have developed a perceived e-service quality scale (PeSQ), a website quality scale (WebQualTM) [59], the eTail quality scale (eTailQ) [24] and a website quality scale (WebQual) [62]. These scales have been categorized into two main classes [61]: (1) online retailing services scales (such as e-SERVQUAL and eTailQ) in which online shopping is considered as a process that facilitates efficient and effective purchasing through service quality fulfilment, and (2) website design quality scales (such as WebQual), which focus on the perception of online shopping quality based on performance and aesthetics. The eTailQ scale developed by Wolfinbarger and Gilly [24] consists of four main elements: website design, fulfillment/reliability, privacy/security and customer service. Privacy/security represents the guarantee that the shopping behaviour data of customers are not shared or used by other parties, and the ability to ensure the security of customers’ debit/credit card information. Website design reflects all aspects of customers’ interactions with the website. This includes information search, navigation, order processing and suitable personalization. Customer service (or responsiveness) refers to the helpful, responsive, and supportive services that respond to customer queries rapidly. Reliability/fulfillment denotes the ability of a firm to provide an accurate display and description of products, so that customers receive the expected products they ordered. Additionally, reliability/fulfillment represents the capability to stock and deliver products to customers on time. For the purpose of this study, the eTailQ has been selected as the service quality scale because it considers both e-service quality dimensions and website interface measurements.



3.2.1. Social Commerce Components


Social commerce components in the study reflect any web 2.0 technology or feature on social media platforms that allow customers to share their purchase experiences as well as enable them to interact with e-retailers. Such concept is referred to “electronic-word-of-mouth (eWOM). Wu and Wang [63] defined eWOM as “oral person-to-person communication between a receiver and a sender, which involves a product, service, or brand” (p. 450). Many researchers have referred to eWOM as any negative or positive explanation regarding an experience by customers through online websites, for example reviews, recommendations and comments. When customers are uncertain about a purchase, they most likely will search for reliable and trustworthy sources to avoid any risks [64]. Customers’ expectations are that these sources are referential and diagnostic. Information found on online shopping websites are not always considered reliable and trustworthy and are usually used by new customers [36,65]. Therefore, customers search for trustworthy eWOM and WOM [63], customers are easily influenced by WOM therefore appropriate efforts are given before making a purchasing decision when high levels of risks are perceived. Therefore, WOM information has a great effect on customers’ purchasing decisions.



According to Zhang et al. [66], online shopping behaviour consists of two key phase. The first phase, costumers are worried and hesitant about the actual online purchase results and its transactions including receipt, payments and any perceived risk. The second phase, customers are confident and ready to revisit and/or repurchase products from a website they have previously used. Mosavi and Ghaedi [67] describe repurchase intentions as “the individual’s judgements about buying a designated service again from the same company, considering his or her current situation and likely circumstances” (p. 4914). In marketing research, Gruen et al. [68], argue that a key indicator of customer loyalty is their intentions to repurchase. Likewise, the profits of businesses are found to be directly influenced by repurchase intentions [66]. Thus, it is suggested that customer loyalty with high retention is very important for e-commerce [69].



In this research eWOM is identified as a key factor that influences customer trust in e-commerce websites as in Hajli et al. [70]. Communicating online by giving opinions, feedback, comments, and recommendations regarding products or services can help other consumers in making purchase decisions without hesitation [71]. Most online customers value the opinions and experiences of previous online shoppers in determining their purchase and avoiding high degree of risk making eWOM essential to online customers. According to Matute et al. [72], reviews on e-commerce websites are crucial to potential customers. As they represent the opinions of previous experiences assuring trustworthiness and popularity of a websites’ services and/or products.



H5a. 

“Reputation is positively influenced by social commerce components”.





H5b. 

“E-trust is positively influenced by social commerce components”.






3.2.2. Fulfillment/Reliability


Fulfillment/reliability is referred to by Wolfinbarger and Gilly [24] as “the accurate display and description of a product so that what customers receive is what they thought they ordered, and (b) delivery of the right product within the time frame promised” (p. 193). It is regarded as the capability of a retailer’s website to deliver the exact product in the expected condition and at the expected time. Fulfillment/reliability has been discussed in the eTailQ scale based on two aspects. First, the product’s description has to match the delivered product/service. It is vital that e-retailers provide sufficient information and descriptions about their products on their websites, particularly because customers are unable to physically evaluate real products prior to purchasing. Second, time delivery is another critical factor from the perspective of customers, because if there are repeated delays on delivery schedules, this may result in triggering a perception of unreliability towards an e-retailer’s website. Several studies have concluded that fulfillment/reliability has a positive influence on e-satisfaction [30,73]. This study argues that fulfillment/reliability act as a source of comfort for customers as it confirms their expectations with regard to the process of purchasing, and subsequently generates preferable feelings and positive attitudes toward e-retailers’ websites.



Furthermore, fulfillment/reliability is endorsed as an important factor when it comes to building online trust between customers and e-commerce websites. It requires that online retailers accurately display and designate products/services in a way that customers can receive what they expect from their orders. It also represents the capability to keep promises, stock products and deliver products/services on time. Online trust can be perceived by trustees (customers) as the integrity which reflects the ability of the trusted party (online retailers) to keep promises and to abide by rules of conduct [74]. Thus, building online trust is significantly influenced by the capability of online retailers to keep promises made, and on delivering the expected products/services on time to customers.



H6a. 

“Fulfilment/reliability of an e-retailer’s website has positive influence on e-satisfaction”.





H6b. 

“Fulfilment/reliability of an e-retailer’s website has a positive influence on e-trust”.






3.2.3. Security/Privacy


Risk perceptions related to e-commerce transactions in developing countries such as Jordan, are clearly present due to the existence of relatively insecure networks and servers in which the misuse of personal data and credit card information still poses a major threat. Since online customers and e-retailers cannot interact physically as in the offline business environment, the perception of uncertainty associated with online transactions is high [36]. Thus, privacy/security is recognized as a mechanism that can effectively reduce risk and uncertainty, while on the other hand it increases trust. Wolfinbarger and Gilly [24] state that security/privacy refers to the “security of credit card payments and privacy of shared information” (p. 193). The concepts of privacy and security are closely associated [75]. Legislators, customers and firms consider that both privacy and security concepts are closely related. Thus, these concepts have been conceptualized as one construct. Security is related to the ability of online retailers to provide adequate protection to the sensitive information of their customers from the risk of fraud and any possible financial losses [76]. On the other hand, privacy can be seen as a set of legal/ethical requirements and proper practices in terms of using and handling customers’ information [77]. Various research into online shopping has declared that risk related to the loss of customers’ security and privacy in the form of personal information, is considered as one of the key barriers to the adoption of e-commerce. Thus, Pavlou et al. [78] stress that customers’ confidence must exist with regard to the willingness and ability of online retailers to secure personal and momentary information during transference and storage. Specifically, a guarantee of security acts as a fundamental factor in developing customers’ trust with regard to purchasing from online retailers by decreasing customers’ concerns with respect the abuse of personal data and the vulnerability of transmitted data. If customers have concerns with respect to the processes related to the collection and misuse of their personal information, then they tend not to trust online retailers [79]. Accordingly, customers are willing to share their personal information with online retailers if the perception of security is increased and assured to a level that meets their expectations.



This research proposes that the security/privacy of an e-commerce website has a direct influence on both e-trust and e-satisfaction. It has been proposed that security/ privacy has an indirect influence on e-satisfaction through e-trust [30]. They argue that establishing satisfaction will only come after the development of trust. The perception of high levels of risk with regard to retailers’ websites in terms of e-payments and information exchange, make customers prefer to transact with online retailers they greatly trust. Confidence in exchanging personal information leads to building perceptions of reliability on the part of online retailers rather than having a pleasurable and favourable experience during online transactions. However, in this research, it is believed that a high level of security/privacy offered by an e-commerce website can lead to satisfying intensions which influences satisfaction behaviour.



H7a. 

“The perception of e-trust is increased by high levels of privacy/security”.





H7b. 

“The perception of e-satisfaction is increased by high levels of privacy/security”.






3.2.4. Customer Service (Responsiveness)


Wolfinbarger and Gilly [24] point out that customer service (or responsiveness) is defined as the “responsive, helpful, willing service that responds to customer inquiries quickly” (p. 193). Importantly, online customers’ trust cannot be obtained only by low prices and decent ethics, but building online customers’ trust is significantly influenced by both the effectiveness of customer services and the capability to deliver purchased products/services as promised [49]. Many scholars have confirmed the importance of customer service- (or responsiveness) related aspects on online customers’ trust [80].



Online trust is linked with various aspects. These aspects include a timely response to customers’ queries, communication with customers after purchasing to monitor and observe their satisfaction, offering customised care, giving customers the chance to track their purchases via the website, and clearly explaining how the private information of customers will be traded [49]. Other scholars [24,80] have highlighted the significance of customer service in developing online trust.



Furthermore, customer service is found to be an important factor in terms of customer satisfaction. When customers feel that a firm’s staff are willing to offer a prompt service and to support them, then customers’ perception of satisfaction is increased [81]. Effective and timely handling of customers’ concerns and solving their problems through the website generate a sense of appreciation towards, and intimacy with, e-service providers (i.e., e-commerce websites) [82].



H8a. 

“The quality of customer support service has a positive influence on e-trust”.





H8b. 

“E-satisfaction is positively influenced by the quality of customer support service”.






3.2.5. Website Design


According to Wolfinbarger and Gilly [24], website design incorporates all components related to a customer’s experience of dealing with a website, excluding customer service. These components include order processing, information search, product selection, negotiation and proper personalisation. There is a significant correlation between e-satisfaction and website design. In fact, it is hard to design a website or product that satisfies customers from various countries and cultures [83]. As a result, it is fundamental to determine the main factors that influence customer satisfaction. It is recognized that satisfaction is a key determinant for a system’s success as it demonstrate the users’ favourable attitudes and personal perceptions such as with regard to comfort and pleasure. Additionally, Zviran et al. [84] explain that customers’ retention and their persistent use of a website is a critical issue for online retailers, because “…websites have different hidden subjective factors that stem from the process of user and system interaction and affect overall user satisfaction, and that they can serve the development and maintenance phases of website creation” (p. 173). Thus, Evanschitzky et al. [85] define e-satisfaction as user positive perception of website design. Faisal et al. [83] reveals that different factors (i.e., content quality, navigation, interactivity) of website design have a substantial effect on customer satisfaction with regard to a website. Additionally, features such as being easy-to-navigate and usability are conceived as leading to a satisfying and pleasing shopping experience [86]. Moreover, Cai and Xu [87] confirm that a trouble-free website that increases the speed of order processing leads to an increased satisfaction with a website. Therefore, this research suggests that a proper design of online retailers’ websites results in customer satisfaction. Website design is expected to have a positive influence on customer e-satisfaction but not on e-trust, because the features of a website that provide convenient information browsing and easy methods when it comes to placing orders are mainly associated with the transaction experience rather than the reliability and credibility of e-retailers’ websites.



H9. 

“E-satisfaction is positively influenced by website design”.








4. Methodology


The research model consisted of nine constructs that have been validated by previous research. In total, the questionnaire form included 29 items adopted from related research [24,30,49,55], to measure the research model constructs (see Appendix A). The questionnaire form including the items of each construct is displayed in the appendices. A five-point Likert scale ranging from “strongly disagree” to “strongly agree” was employed to measure all items. All items were initially translated from English to Arabic by translation professors and experts. Afterwards, the items were translated back from Arabic into English in order to ensure consistency. The aim of the two-way translation process was to reduce construct, item and method biases. Additionally, corresponding to Ya-Wen et al. [88], the initial draft of the questionnaire form was pre-tested on 20 online shoppers for validity and readability of the questionnaire. Based on the feedback and comments obtained, a few items were amended and revised to increase understandability and clarity of the questions.



To meet the objectives of this study, individuals who had previously practiced online shopping in Jordan were selected as a unit of analysis. Thus, a screening question was presented at the beginning of the questionnaire to determine whether participants had experience with online shopping. Data was collected through two methods: an online survey and a paper-based survey. All participants were selected conveniently, as a link to the online survey was posted on several social media platforms (i.e., Facebook and Instagram) to invite users to participate. By clicking on the hyperlink, users were directed to the survey website. Additionally, the paper-based survey was distributed to both working people and students at two universities. Consequently, a total of 487 responses were obtained. Fourteen questionnaires were omitted because more than 40% of these questionnaires were incomplete (missing data). As a result, 473 responses qualified for data analysis. Table 1 demonstrates the participants’ demographics.



The test of Harman’s single factor was performed to assess the existence of Common Method Variance (CMV) [89]. The result demonstrated that the highest variance explained by a single factor was 42.3%. Consequently, not a single factor in isolation can explain the majority of variance in the dataset. Additionally, following the recommendation of Malhotra et al. [90], to ensure the absence of CMV, all items in the data were modelled as indicators of a single factor. According to Hair et al. [91], the fitness indices were weak. The results indicate that the root mean square error of approximation (RMSEA) was 0.94 (>0.08), and the goodness of fit index (GFI) was 0.86 (<0.9). Thus, it can be concluded that CMV was not present in the dataset for this research.




5. Data Analysis


A Structure Equation Modelling (SEM) approach was utilized to analyse the dataset. Data analysis was conducted by using SmartPLS3 software. The approach of Henseler et al. [92] was followed who suggest that data analysis is carried out within two sequential steps: measurement model and structural model. In phase one, the measurement model aims to ensure the reliability and validity of the research model’s items and constructs. This stage will be carried out in two sub-stages: (1) measurement model for first-order constructs and (2) measurement model for second-order constructs. On the other hand, the structural model was performed to evaluate the proposed hypotheses (paths).



5.1. Measurement Model for First-Order Constructs


Explanatory factor analysis (EFA) was first conducted to classify the dataset into several key components. EFA analysis began by evaluating the suitability of performing factor analysis for the dataset. The suitability evaluation was based on two constraints: (1) Kaiser-Mayer-Olkin sampling adequacy test (KMO’s test) and (2) Bartlett’s Test of Sphericity (Bartlett’s test). The coefficient of the KMO test was 0.87, which is in line with the general criteria of Pallant [93] while the value of the Bartlett test was 7023.6 (p < 0.001). Therefore, it can be confirmed that the null hypothesis is rejected.



Afterwards, principal component analysis was performed to extract each item in the dataset with factor loading ≥0.4 and eigenvalues ≥1 [94]. As can be demonstrated in the factor load matrix (Table 2) after varimax rotation, a nine factor solution with 29 items accounting for 88.5% of the overall variance, and also the values of factor loadings of the 29 items corresponding to their theoretical factor were >0.7, indicating acceptable interpretability of common factors.



Then, confirmatory factor analysis (CFA) was performed to measure the reliability and validity of the dataset. In terms of reliability, Cronbach’s Alpha (α) coefficient of each construct was assessed to ensure the internal consistency, which reflects the internal correlations between each construct’s items. A value of 0.7 for Cronbach’s Alpha (α) is considered an acceptable coefficient [91]. As can be demonstrated in Table 3, all constructs substantially acquired an acceptable internal consistency as all values of α exceeded the cut-off value of 0.7.



With regard to the validity, two tests of validity were performed: convergent and discriminant validities. These tests were performed to ensure that each construct’s items are strongly correlated, and to ensure there is appropriate distinction between various factors [95]. Following the criterion of Fornell-Larcker [96] and the rules of thumb of Hair et al. [91], convergent validity is achieved when the value of Average Variance Extracted (AVE) is >0.5, standardized factor loading of all items is >0.707, and composite reliability (CR) is >0.7. In contrast, discriminant validity requires the squared root of AVE of each construct to be greater than the correlation estimates between constructs, and the correlation between any two constructs <0.85 [97]. As shown in Table 3, the factor loadings of each item were above 0.707, the values of AVE of each construct were ≥0.5, and the coefficients of CR were 0,7. Table 4 demonstrates that the √AVE of each construct were greater than the correlations between constructs. Additionally, the “heterotrait-monotrait ratio of correlations (HTMT)” test was performed to ensure the presence of discriminant validity. The results demonstrate that all HTMT estimates passed the threshold of 0.85 as all estimates were below 0.85 [97], ensuring the presence of discriminant validity.




5.2. Measurement Model for Second-Order Construct


The first objective of this study was to provide empirical evidence that validates the extension of the eTailQ scale to include social commerce components (SCC) as the fifth sub-dimension of the scale. The scale originally consists of four dimensions, namely: fulfilment/reliability (F), security/privacy (SP), website design (W) and customer service (CS). Therefore, in order to address this objective, as recommended by Thornton et al. [98], eTailQ scale is treated as a second-order formative construct with five first-order (sub-constructs) reflective constructs, namely: social commerce components (SCC), fulfilment/reliability (F), security/privacy (SP), website design (W), and customer service (CS).



The structure of a higher-order construct should be evaluated in a similar manner to a lower-order construct [99]. Subsequently, reliability, convergent and discriminant validity were examined again against acceptable cut-off values. Thus, a separate confirmatory factor analysis (CFA) was performed again to validate the second-order construct (eTailQ). The results of this stage indicate that website design (W) (β = 0.76, t-value = 85, p-value < 0.0001), security /privacy (SP) (β = 0.71, t-value = 64, p-value < 0.0001), fulfilment/reliability (f) (β = 0.78, t-value = 110, p-value < 0.0001), customer service (CS) (β = 0.77, t-value = 103, p-value < 0.0001) and social commerce components (SCC) (β = 0.81, t-value = 120.1, p-value < 0.0001) had significant loadings in eTailQ scale (see Figure 2).



Additionally, the AVE of eTailQ was 0.69. As Table 5 demonstrates, discriminant validity of e-TailQ was supported as the squared root of the AVE values were greater than any correlation between constructs. Furthermore, collinearity was evaluated by the means of variance of inflation factor (VIF). All VIF values for all constructs were <5, indicating the absence of multicollinearity [100]. All estimates of website design (W), security /privacy (SP), fulfilment/reliability (F), customer service (CS) and social commerce components (SCC) were acceptable (see Table 6). Overall, the results confirm the distinct nature of the five first-order constructs. Although CS, F, SP, SCC and W correlate highly with eTailQ, VIF coefficients show that these sub-constructs are discernible into five distinct constructs.



This suggests that the five sub-constructs contribute considerably to the primary construct of the eTailQ scale, with social commerce components (SCC) being the most vital contributor.




5.3. Structural Model


The second and third objectives of this study were to examine the effects of eTailQ dimensions and reputation on e-trust and e-satisfaction. This stage aimed to examine the proposed paths in the research model outlined in Figure 1. Three main elements should be assessed, namely: the amount of variance explained (R2), beta coefficient and corresponding t-values [101]. Thus, the proposed model and its suggested paths (hypotheses) were built by SmartPLS3 software. A bootstrapping procedure with a resample of 5000 was performed to obtain the above mentioned elements. However, it was important to examine the performance of the proposed model before proceeding to examine the proposed paths. Accordingly, the indices of goodness of fit (GoF) were evaluated.



Specifically, the indices of “Standardized Root Mean Square Residual (SRMR), Normed Fit Index (NFI)”, and the statistical test of (bootstrapped based) inferences of the discrepancy including: the unweighted least squares (dULS) and geodesic (dG) discrepancies [102]. The results indicate that the value of SRMR was 0.031 (<0.08), and NFI was 0.969 (>0.9), which represent an acceptable fit [91]. Moreover, the test of discrepancies show that the “dULS < bootstrapped HI 95% of dULS and dG < bootstrapped HI 95% of dG”. Such estimates indicate that the proposed model acquired a good fitness.



As illustrated in Figure 3, e-trust (T) (β = 0.42, t = 21.3) and e-satisfaction (S) (β = 0.36, t = 21.1) had positive direct effects on e-loyalty (L). Both e-trust and e-satisfaction explained 44% of the variance (R2 = 0.44) in e-loyalty. Social commerce components (SCC) (β = 0.16, t = 8.4), reputation (R) (β = 0.12, t = 7.5), fulfilment/reliability (F) (β = 0.21, t = 10.6), security/privacy (SP) (β = 0.25, t = 14.7) and customer service (CS) (β = 0.18, t = 7.5) had direct positive effects on e-trust (T), explaining 50% of e-trust(R2 = 0.5).



Furthermore, e-trust (T) (β = 0.17, t = 5.2, p-value < 0.01), fulfilment/reliability (F) (β = 0.17, t = 5.2, p-value = 0.01), customer service (CS) (β = 0.18, t = 7.5) and website design (W) (β = 0.35, t = 16.9) had direct positive effects on e-satisfaction (S), explaining 39% of the variance in e-satisfaction (R2 = 0.39). Surprisingly, security/privacy (SP) (β = 0.02, t = 1.2, p-value > 0.05) had an insignificant effect on e-satisfaction (S). Finally, social commerce components (SCC) (β = 0.46, t = 29.5) had a direct positive effect on reputation (R), explaining 21% of the variance in reputation (R2 = 0.21). Table 7 summarizes the results of examining the proposed hypotheses.




5.4. Mediation


A Sobel test (1982) was conducted to examine whether e-satisfaction and e-trust act as mediators that carry the effects of the independent variables to the dependant variable (e-loyalty). As Table 8 indicates, all indirect effects of the independent variables through e-trust to e-loyalty were significant. Such results designate that enhancing customers’ perceptions of reputation, fulfilment/reliability, social commerce components security/privacy and customer service would significantly boost e-trust and subsequently increase e-loyalty. In contrast, e-satisfaction carries the effects of fulfilment/reliability, customer service and website design to e-loyalty. All these indirect effects through e-satisfaction to e-loyalty were significant. Thus, an increase in customers’ perception of fulfilment/reliability, customer service and website design would significantly enhance their e-satisfaction and in turn lead to greater e-loyalty. The only insignificant indirect effect on e-loyalty was the effect of security/privacy through e-satisfaction. This refers to the fact that security/privacy had an insignificant direct effect on e-satisfaction (the mediator).





6. Discussion


E-trust and e-satisfaction are found to influence e-loyalty both in parallel and sequentially. Similar to [103] and [104], e-satisfaction is found to have a significant positive influence on e-loyalty. Such results indicate that when customers are satisfied with a particular e-commerce website, then they develop a favourable response (purchase or repurchase). Subsequently, this results in increasing customers’ loyalty towards an e-retailer’s website. E-trust is also found to have a positive and significant impact on e-loyalty. While this finding is evidently confirmed by [105,106], the result is inconsistent with Eid [13] who found e-trust has an insignificant influence on e-loyalty. The more an e-retailer’s portal is perceived to be trustworthy, the more likely customers will be loyal and frequently transact with the portal. Furthermore, e-trust not only has a direct impact on e-loyalty, but also has an indirect influence on e-loyalty through e-satisfaction. Consistent with [18,107], e-trust has a significant direct influence on e-satisfaction. The findings confirm that e-trust is a major determinant of e-satisfaction. E-trust in an online shopping environment can be an effective factor in maintaining long-term relationships between customers and service providers. High perceptions of e-trust can considerably diminish the high level of uncertainty related to an online environment and motivate customers to transact online with service providers. In contrast, customers are unlikely to perform transactions through a website which is unable to provide a sense of trust.



E-trust acts as mediator between reputation and e-loyalty. In line with prior research [55,108,109], the results confirm that reputation is recognized as a fundamental aspect that effects e-trust. Reputation has a positive significant impact on e-trust. This indicates that the better an e-retailer’s reputation, the higher customers’ e-trust in the retailer. In online shopping, it is hard for customers to determine e-retailers’ benevolence (e-retailer’s unwillingness to exploit the vulnerability of customers) [38]. Thus, e-trust is concerned with customers’ confidence and belief that promises made by e-retailers can be reliable (i.e., credibility). An e-retailer with a considerable reputation is expected to be unwilling to risk e-trust by failing to deliver promises and fulfil obligations. Because e-retailers with a good reputation highly perceive untrustworthy behaviour forbidden, customers are keen to trust e-retailers with a good reputation over those with poor reputation.



Additionally, e-trust and e-satisfaction are also found to mediate the relationships between eTailQ service dimensions and e-loyalty. In agreement with [5] and [13], security/privacy has a significant positive influence on e-trust. This indicates that the more customers’ confidence in e-retailers to protect their personal and financial information increases, the more customers will trust and share such information, and conduct transactions with the e-retailer. Such findings stress that data security/privacy assurance is deemed to be a crucial factor in constructing e-trust. E-trust in an e-retailer may be weighted significantly based on customers’ concerns with respect to the misuse of their monetary and personal information. Thus, the safeguarding of personal and financial information throughout an online transaction and in storage is one of the key factors that help e-retailers grow and continue in the market. While security/ privacy is found as a key factor that influences e-trust, security/privacy is found to be a weak antecedent of e-satisfaction. The insignificant influence of security/privacy on e-satisfaction is in agreement with [5,13,80], and inconsistent with [73,110]. Such findings may refer to the fact that customers lack the experience to directly judge the security/privacy of an e-commerce website. Moreover, in light of increasing confidence in online transactions, customers have begun to recognise security/privacy as a spontaneous characteristic.



The findings also offer sufficient evidence to suggest that website design has a significant role in the process of developing customers’ e-satisfaction. Such a finding is in agreement with [30,80], but inconsistent with [47]. Empirical evidence has demonstrated that the quality of website design is vital in building e-satisfaction. The quality of website design represents the physical reflection of e-retailers’ competences in enabling effortless usage of their websites. Characteristics of website design (i.e., navigation, interface, website content) are important for the customer to have a joyful and favourable shopping experience. Customers’ perception of e-satisfaction is increased when they perceive an e-commerce website design as intuitive, visually appealing, with a clear layout, usable, easy to navigate, easy to interact with, and the provision of quality and easy to access information.



In line with [80] but in contrast to [30], customer service (or responsiveness) has a positive influence on both e-trust and e-satisfaction. Customer service is considered as a convincing procedure offered by an e-retailer to online customers to solve or address any potential issues or problems. Online customers expect e-retailers to respond to their enquires promptly. In online shopping, customer service signifies the importance of prompt response and timely assistance to customers. Ali et al. (2017) explain that online customers need a speedy response to their enquiries, and therefore decent responsiveness may significantly influence customers’ satisfaction. Additionally, it represents the desire to effectively and timely address customers’ requests and enquires with any issue or concerns they may encounter, especially during and after purchasing. A response in a timely manner and support to customers leads to a decrease in uncertainty and increases perceived convenience, and therefore increases satisfaction and trust.



Consistent with [5], fulfilment/reliability has positive influence on e-trust and e-satisfaction. Offline fulfilment represents the closing loop of a product/receiver purchase in the online scenario, and therefore positive influences on trust and satisfaction were anticipated. In online shopping, customers cannot directly (face-to-face) interact with e-retailers, and they cannot physically evaluate and examine products. Thus, customers need to be assured that their purchased products will be received as expected. In the context of online retailing, e-retailers pick-up products that customers have ordered. Customers may be concerned with not receiving the exact products that they have ordered. Additionally, customers fear that products can be damaged while shipping. Consequently, it is critical to ensure the delivery of the right products, in the promised condition, within the expected time frame.



Social commerce components (or eWOM) are found to have a positive influence on e-trust. Such a result confirms the findings of previous studies [111,112]. Additionally, similar to [113], social commerce components (or eWOM) have a positive impact on reputation. This demonstrates that the more customers have access to former customers’ purchase experience, the more potential/actual customers will trust e-retailers and subsequently increase their reputation. EWOM (i.e., social media, reviews, forums, recommendation systems) is viewed as a trustworthy source of information for customers. Social commerce components (or eWOM) represent methods of online communication and information exchange about products/services and e-retailers, between receivers (potential or actual customers) and senders (former customers). To the receivers, the senders of information have no commercial intent, which therefore makes such information more credible when compared to e-retailers’ website information and other commercial channels such as advertisements. EWOM, through social commerce components, allows customers to have various channels to provide and share their purchase experience about products/services and e-retailers without any interruption.



According to Al-Adwan and Kokash [36], customers tend to trust information acquired from other customers on social commerce components (i.e., reviews, feedback, comments on social media) because such acquired information is recognised as independent and protected from e-retailers’ interference. Thus, customers are allowed to explore the previous experience of former customers with products/services which allows them to evaluate the trustworthiness of e-retailers regarding any issues with respect to e-service quality. Additionally, the act of allowing customers to freely share their experiences about purchased products/services and interaction is recognised as a trustworthy behaviour from e-retailers. This is because such behaviour shows that e-retailers have high transparency, refrain from hiding information and avoid any untrustworthy and opportunistic behaviour against customers [37]. As result, this scenario significantly increases customers’ e-trust in e-retailers. In addition, eWOM can be seen and used as an effective tool for customer service, especially in terms of the complaint resolution process. Fruitful negotiation and problem solving through such components (i.e., Facebook) may allow customers to have a positive perception and experience due to feelings of being respected, as e-retailers has provided sufficient attention to solve a problem. Such feelings and satisfaction subsequently motivate customers to spread and share positive information concerning e-retailers with peers, friends and communities via social media platforms and other Web 2.0 technologies. As a result, sharing and spreading positive information increases e-retailers’ reputation and encourages the purchase potential of online customers.




7. Theoretical and Practical Implications


From a theoretical standpoint, the eTailQ scale has been extensively criticised due to the absence of social influence on online shopping. The scale was developed before the emergence of Web 2.0 technologies and the increased use of social media in e-commerce. Hence, this study fills this gap by extending the eTailQ scale to include the social aspect of e-commerce as an important dimension of e-service quality. Specifically, it presents social commerce components (or eWOM) as a new dimension to the eTailQ scale. The study provided empirical evidence that confirms the validity of the extended scale. Nowadays, online customers’ expectations and demands are high and require e-retailers to develop various strategies that enhance the quality of e-service provided to customers. This study offered an empirically tested and conceptually derived measurement model specification for the eTailQ scale. It confirms the distinct dimensions of the eTailQ scale that should be used as strategy of sensing opportunities in developing e-loyalty. Extending the eTailQ scale will offer future investigations a foundation to discover various strategic patterns of developing e-trust and e-satisfaction, and subsequently e-loyalty in different contexts.



From managerial and practical perspectives, it is important to note that e-loyalty relies on both e-trust and e-satisfaction, and the determinants of these two constructs are different. This study investigated the role of each dimensions of the extended eTailQ scale separately on e-satisfaction and e-trust. This would offer useful managerial and practical implications, as online businesses operating in the digital space will benefit from a clear framework that describes how they can identify opportunities of developing e-loyalty embedded in their relationships with customers, which will aid them to communicate responsively and interact effectively with their customers in the digital space.



Besides its direct influence on e-loyalty, e-trust has an indirect influence on e-loyalty through e-satisfaction. Such a finding supports prior notions of the key role of e-trust in building e-loyalty. Online transactions are by their nature associated with perceptions of high risk, and trust is viewed to be a fundamental element in reducing perceptions of high risk. As a result, e-retailers should recognise that to develop both e-loyalty and e-satisfaction, there is the necessary prior foundation of e-trust.



Social commerce is recognised as the newest form of e-commerce that supports and facilitates the social aspect of online shopping experiences. The main characteristics that influence online social commerce are significantly different from the characteristics of traditional e-commerce websites. Thus, this research identifies social commerce components—CCS (or eWOM) as a new aspect of e-service quality. It has an indirect and positive influence on e-loyalty. This indirect influence is generated through e-trust and e-satisfaction. SCC acts as one of the key predictors of customers’ e-trust and e-satisfaction. Such a finding suggests that a well-designed e-commerce website should include numerous features and tools of Web 2.0 technologies (i.e., reviews, ratings, recommendations systems, forums, etc.) and it should be connected to social networking platforms (i.e., Facebook, Instagram, etc.). Such technologies and connections to social media platforms can significantly deliver customers a sense of sociability during the entire experience with the website. Specifically, in order to enhance customers’ e-trust and e-satisfaction with an e-commerce website, it is critical to incorporate various Web 2.0 technologies within e-commerce websites, and connect these websites to different social network platforms. In doing so, customers can access more reliable and social information that has been generated from former customers’ experiences and feedback about specific products and e-retailers. Such practice would lead to the reduction of customers’ perception of uncertainty by offering them a trustworthy source of information other than the website of e-retailers. Furthermore, this action would increase the reliability of e-retailers as it is an important indication of transparency and deters the hiding of information from customers.



This research also demonstrates that security/privacy is a fundamental aspect of e-service quality that indirectly influences e-loyalty through e-trust. This result shows that the positive perception of security/privacy by customers is associated with high perceptions of e-trust, which in turn leads to enhanced e-loyalty. Subsequently, e-retailers should be aware that it is important for customers to have a safe experience during the use of their website. For instance, effective policies and statements of security/privacy procedures should be clearly developed, explained and stated. More importantly, since customers’ sensitive, personal and financial information will be exchanged during online transactions, it is fundamental to secure such information by employing certified security/privacy programs and solutions. For example, the management of e-commerce websites should rely on professional, trusted and well-established third party providers (i.e., PayPal) to guarantee secure e-payments. Such actions can decrease customer anxiety with respect to fulfilment and security.



Website design is highlighted as another key factor in e-service quality that indirectly influences e-loyalty through e-satisfaction. This study demonstrates the design of an e-commerce website correlates significantly with customers’ satisfaction. Designers and developers of e-commerce websites should take into account that when website design is considered tangible cues can be used to boost customers’ e-satisfaction. Satisfied customers need a usable, simple and intuitive user interface design that displays information in a clear manner. Additionally, a high quality website design guarantees user-friendly with aspects such as quick and easy sign in/up, searching with minimum clicks, customised search options and speedy access to the web. Such features decrease the cost, time and effort associated with searching, processing and using information. Additionally, the management of e-commerce websites are advised to carry out constant online surveys that allow customers to express their interaction and experience with the website, and therefore perform informed and effective site improvements.



The results also empirically confirm the reputation-trust link. The findings suggest that reputation has an indirect impact on e-loyalty through e-trust. The increased use of an e-commerce website can significantly enhance customers’ e-trust and subsequently their e-loyalty. It has been argued that building an online reputation is not an easy task for e-retailers (especially for solely online retailers compared to multi-channel retailers), as customer have limited signals compared to what they have in traditional physical stores. Accordingly, practitioners should centre their efforts on increasing the reputation of their services/products and enhance customer satisfaction in order to compete strongly by encouraging customers to share and exchange eWOM. As a result, e-retailers should be involved in friendly communications with customers to increase e-trust and therefore e-loyalty. Additionally, e-retailers can incorporate trust and reputation systems into their websites to evaluate the credibility of the current state and information of their reputation.



The findings suggest that customer service (responsiveness) has direct and positive influences on e-trust and e-satisfaction. Customers involved in online shopping need fast feedback on their questions and enquiries, and they expect e-retailers to respond to their enquiries and questions instantly. Thus, e-retailers should put more effort into providing customers with accurate and error-free information and appropriate solutions in a prompt manner, especially when customers have questions or problems. It is noteworthy to mention that e-retailers should realise that some aspects of responsiveness are related to the functionality of websites. For example, the functionality of e-commerce websites should provide instant service, helpful and clear guidance when a problem occurs, and offer accurate information about when the ordered service will be actioned, or the ordered products delivered. Such actions can lead to customer satisfaction by keeping them informed about all aspects related their ordered products/services, and to trust that e-retailers are easily contactable and available immediately for effective help in addressing issues.



Fulfilment/Reliability has positive direct effects on e-loyalty and e-satisfaction. This finding values the importance of performing services or delivering products on time and as ordered. In other words, customers expect to receive the exact quantity and quality of products/services they ordered within the time schedule promised by e-retailers, and they also expect to be charged correctly by e-retailers. Accordingly, e-retailers should keep their promises in terms of delivering the right quality and quantity of products or implementing the right services on time. Competition is high in the digital space and e-retailers should distinguish their products/services from others by offering moral competence and reliable performance. E-retailers should adopt practices that can reliably expose the honesty of services/products to customers and encourage positive customer perceptions towards e-retailers, which subsequently will enhance e-trust and e-satisfaction. For example, applying free delivery, full return and refund policies may result in a positive effect on consumer e-satisfaction and e-trust.




8. Conclusions, Limitations and Future Work


The objectives of this study were to extend the scale of eTailQ, and to examine the effects of extending the scale on e-trust and e-satisfaction. In addition, it investigated the role of reputation in the process of developing e-loyalty. This study suggested that social commerce components as a new dimension of the eTailQ scale have a fundamental role in constructing e-loyalty. The empirical and statistical evidence provided in this study showed that the construct of social commerce components is a necessity in complementing the quality dimensions of e-service in the environment of e-commerce. Specifically, the dramatic increase of using Web 2.0 technologies and social media platforms by customers to inform their purchasing decisions, means that social commerce components for e-commerce websites can be an effective tool in increasing service quality via various means (reliable information, customer service, responsiveness etc). In addition, the findings found that reputation has a critical role in developing e-trust and e-satisfaction, and subsequently e-loyalty. This signifies the vital need for e-retailers to represent themselves in a way that gains customers’ trust and satisfaction. This representation should include all online and offline processes and functions.



This study has a few limitations that future studies could fulfil. According to Parasuraman et al. [34], the scale e-service quality focuses on two key aspects: (1) the quality of electronic service (e-SERV-QUAL), and (2) the quality of electronic recovery service (e-REC-S-QUAL). In this study the e-REC-S-QUAL was neglected as the focus was only on e-SERV-QUAL. All participants of this study were general online customers without identifying whether or not they experienced problems during their previous online transactions. In order to investigate e-REC-S-QUAL, further studies should determine and include only participants who had problems during their transactions. Furthermore, further studies are required to explore additional antecedents of customer loyalty that can help e-retailers increase online customer loyalty. As suggested by Al Adwan [114], this can be done by conducting a mixed methods approach to unveil comprehensive variables that can significantly contribute in enhancing e-loyalty.







Author Contributions


M.A.A.-H. was responsible for the following parts: conceptualization of the framework, project administration, visualization, funding acquisition and resources. On the other hand, A.S.A.-A. had several responsibilities include: writing—original draft preparation, methodology development, formal analysis, validation, investigation, data curation, writing—review and editing and overall supervision.




Funding


This research was funded by Al Ahliyya Amman University, Amman, Jordan.




Acknowledgments


We would like to thankfully acknowledge the assistance and support of the faculty members of the departments of Electronic Business & Commerce, and Management Information Systems at Al-Ahliyya Amman University for providing insightful feedback.




Conflicts of Interest


The authors declare no conflict of interest. Additionally, we declare that the funders had no role in the design of the study; in the collection, analyses, or interpretation of data; in the writing of the manuscript, or in the decision to publish the results.





Appendix A




[image: Table] 





Table A1. The questionnaire form.
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Construct

	
Item Description






	
E-loyalty (L)

	
L1: “When I need to make a purchase, this website is my first choice”.




	
L2: “I believe this is my favorite website to buy the same kind of product”.




	
L3: “To me, this website is the best retail website to do business with”




	
L4: “As long as the present service continues, I doubt that I would switch to another website”.




	
E-trust (T)

	
T1: “I trust what this online retailer says about its products”.




	
T2: “This online retailer is reliable”.




	
T3: “I trust the claims and promises this website makes about a product”.




	
E-satisfaction (S)

	
S1: “I am satisfied with the product of this online retailer”.




	
S2: “I am overall satisfied with this online retailer”.




	
S3: “I am satisfied with the purchase experience at this online retailer”.




	
Fulfilment/Reliability (F)

	
F1: “The product was represented accurately by the website”.




	
F2: “The product is delivered on time as promised by the company”.




	
F3: “I get what I ordered from the website”.




	
Customer Service (Responsiveness) (CS)

	
CS1: “This website is willing and ready to respond to customers’ needs”.




	
CS2: “Inquiries are answered promptly”.




	
CS3: “When you have a problem, this website shows a sincere interest in solving it”.




	
Website Design (W)

	
W1: “This website is well designed in order not to waste my time”.




	
W2: “This website provides in-depth information”.




	
W3: “It is quick and easy to complete a transaction on this website”.




	
Security/Privacy (SP)

	
SP1: “This website has adequate security features”.




	
SP2: “I feel safe in my transactions with this website”.




	
SP3: “I feel my privacy is protected on this website”.




	
Reputation (R)

	
R1: “This e-commerce website is well known”.




	
R2: “This e-commerce website has a good reputation”.




	
R3: “I am familiar with the name of this e-commerce website”.




	
Social Commerce Components (eWOM) (SCC)

	
SCC1: “I usually use people rating and reviews about products on the internet”.




	
SCC2: “I usually use people’s recommendations to buy a product on the internet”.




	
SCC3: “I use online forums and online communities for acquiring information about a product”.




	
SCC4: “Overall, I find that my participation to social networks is useful for my purchase of the company’s products/services”.
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