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Abstract 

 

The purpose of the thesis is to contribute to the understanding of customer e-loyalty and assess the impact of 

customer e-satisfaction, customer perceived value, e-trust and e-service quality on customer e-loyalty at online 

travel marketplace Withlocals. Moreover, the author aims to determine which factor has the strongest impact 

on customer e-loyalty. 

 

Based on the literature review, the author formulated six hypotheses. The author conducted the online 

questionnaire on social media platform Facebook and collected 144 responses from the customers of 

Withlocals. The sample consisted mainly of “Generation Y” (99.31%) respondents. The collected data was 

analyzed using SPSS Statistics 21.0 software. The author performed multiple regression analysis to assess the 

impact of customer e-satisfaction, customer perceived value, e-trust, and e-service quality on customer e-

loyalty. Additionally, the author verified customer perceived value and e-service quality impact on customer 

e-satisfaction. 

 

The results have indicated that customer e-satisfaction and e-trust have a positive and significant effect on 

customer e-loyalty. Furthermore, the author has determined that customer e-satisfaction has the strongest 

impact on customer e-loyalty at the online travel marketplace. Unexpectedly, the author has found that 

customer perceived value and e-service quality do not have a significant and positive impact on customer e-

loyalty. The results have also revealed that customer perceived value and e-service quality have a positive and 

significant impact on customer e-satisfaction. The author has provided the final model of customer e-loyalty 

at online travel marketplace Withlocals. 

 

The results contribute to the current knowledge of customer e-loyalty and its factors in the online environment. 

The author has collected and analyzed the data from one particular company in a specific industry, thus, the 

findings cannot be generalized to the whole industry. The study has several recommendations for the 

managers. The proposed model can imply online companies to enhance customer e-satisfaction as it is 

considered to be one of the major factors of customer e-loyalty 

 

 

 

Keywords: customer e-loyalty; customer e-satisfaction; customer perceived value; e-trust; e-service quality. 
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Chapter 1. Introduction 

 

In this chapter, the author presents the background, the problem formulation, the purpose of the research, and 

the research question, and outlines the structure of the following thesis. 

 

1.1 Background and Problem Formulation 
 

In recent decades, significant changes have occurred in the business world, such as digital revolution, and rapid 

development of information and communication technology. Internet use has grown enormously, reaching 

46.4% of the world's population (Internet World Stats, 2015). E-commerce has improved and transformed 

society's welfare and brought major changes for both: businesses and customers. With the development of 

technology, many companies have started to operate online due to lower costs and cheaper maintenance 

compared to the traditional environment. Because of the increasing number of online stores, competition 

amongst companies has become intense (Yang, Peterson & Cai, 2003, p. 685). Attracting and engaging a new 

client has become a challenge in the digital era. Many companies find it increasingly difficult to understand 

their customers' changing preferences, and how to serve them online. 

 

E-commerce has also affected the customer purchasing experience. Due to technological changes and 

improvements such as online banking and online communication tools, the customer's offline purchasing 

journey has moved online. Online transactions offer greater advantages than brick-and-mortar stores, such as 

more flexibility, customization, convenience, faster transactions, etc. (Srinivasan, Anderson & Ponnavolu, 

2002, p. 41). Now customers have a wider choice of products and services that they can easily compare. For 

today's online customers there are no restrictions regarding opening hours or store locations; they can purchase 

products and services anytime at their convenience without leaving home, and access up-to-date information 

instantly (Rose, Hair & Clark, 2011). Therefore, customers have become more demanding in terms of their 

shopping experience, and it has become highly important for companies to retain their loyalty.  

 

Customer loyalty is considered to be essential for business survival (Reichheld & Schefter, 2000). High 

customer loyalty generates greater revenue and decreases customer acquisition costs which can lead to long-

term profitability (Reichheld & Schefter, 2000; Ribbink, van Riel, Liljander, & Streukens, 2004; Yang & 

Peterson, 2004). Anderson and Srinivasan (2003) agree that loyal customers are more influential for a 

company's success than average customers; and they can also be more profitable (Gefen, 2002). If the company 

increases customer retention rate by 5%, it can increase profits by 25% to 95% (Reichheld & Schefter, 2000, 
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p.106). Customer loyalty is even more important in the online environment (customer e-loyalty) as 

competitors are only a few mouse clicks away (Anderson & Srinivasan, 2003; Chang, Wang & Yang, 2009; 

Reichheld & Schefter, 2000). Therefore, companies must meet their customers' needs, wishes, values, and 

preferences in the developing environment. One-time visitors should become engaged and willing to return to 

the same online store, to purchase again and recommend the company to potential future customers. The e-

tailers must also identify critical factors which affect customer e-loyalty to be successful in the long-term.  

 

The following thesis focuses on a new Dutch-based online company Withlocals (www.withlocals.com). It is 

an online travel marketplace which provides tours, dinners, and activities in Europe and South East Asia. For 

the company, it is harder to penetrate the market as travel activities, and tours are not a priority for people (for 

example, airbnb.com offers accommodation services which are primary necessities). Moreover, other 

international brands occupy a major place in the market (EatWith, Viator, Vayable, triip.me, Trip4real, etc.). 

Because of strong competition in the travel industry, the company must deal with the following challenge: 

what are the main factors of customer e-loyalty and how to transform one-time visitors to loyal customers? 

The author aims to research the impact of customer e-satisfaction, customer perceived value, e-trust, and 

e-service quality on customer e-loyalty at the online travel marketplace, and to determine the most influential 

factor the company should focus on the most. 

 

1.2 Research Purpose and Research Question 

 

The purpose of the following thesis is to assess the impact of the antecedents that affect customer e-loyalty 

at the online travel marketplace Withlocals, and propose a general model of customer e-loyalty drivers. Based 

on literature findings, the author identifies and examines the antecedents of customer e-loyalty: customer e-

satisfaction, customer perceived value, e-trust, and e-service quality in the online business-to-consumer 

context. It is necessary to understand their relationship and effect on customer e-loyalty which leads to the 

following research question: 

 

RQ: What factors do impact customer e-loyalty in the context of the business-to-consumer (B2C) online 

environment?  

 

 

 

http://www.withlocals.com/
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The objectives of the study are as follows: 

1. To define the concepts of customer e-loyalty, customer e-satisfaction, customer perceived value, e-trust, and 

e-service quality. 

2. Based on the literature research, to develop a conceptual model of customer e-loyalty and the relationships 

among its factors at the online travel marketplace. 

3. To conduct an empirical research study of customer e-loyalty at online travel marketplace to test the 

relationships of the factors. 

4. To develop a final model of customer e-loyalty and its factors' relationships based on the results of empirical 

research.  

 

1.3 Thesis Structure 

 

The aim of this section is to present the thesis structure in a sequential manner so that the reader can get a 

better overview of the study. The following thesis is divided into six chapters as illustrated in Figure 1. The 

introduction chapter provides the background, problem formulation, and research question. The literature 

review chapter presents differences between traditional and electronic services, and introduces customer e-

loyalty and its relation to the following factors: customer e-satisfaction, e-trust, customer perceived value, and 

e-service quality. The methodology chapter provides the methodological approach of the thesis, the structure 

of the online questionnaire, the statistical methods used for data analysis, and the proposed hypotheses and 

conceptual model. Chapter 4 presents the results of the empirical research. Chapter 5 presents the discussion 

of the literature review and empirical research results, as well as managerial implications, research limitations, 

and implications for future research. Chapter 6 provides the conclusion of the thesis.  
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Figure 1. Thesis structure. Source: prepared by the author 
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Chapter 2. Literature Review 

 

The purpose of the literature review is to achieve an understanding of the previous and current academic 

research regarding the main topic of the thesis: customer e-loyalty and its factors. The author presents the 

main differences between traditional services and e-services, analyses customer e-loyalty and its antecedents: 

customer e-satisfaction, customer perceived value, e-trust, e-service quality, in both traditional and electronic 

environments. Moreover, the author deduces the hypotheses for the empirical research. 

 

2.1 From Traditional Services to E-services 
 

Services can be defined in various simple and complex ways. According to Grönroos (1984), services are 

products which require consumer involvement in the consumption process. Services can also be defined in 

four terms, known as IHIP (intangibility, heterogeneity, inseparability, and perishability) (Edgett & Parkinson, 

1993; Moeller, 2010). Intangibility refers to the lack of a physical product; it is not possible to touch or see 

the service (Moeller, 2010). Because of this, it is hard to display the services for customers (Wilson, Zeithaml, 

Bitner & Gremler, 2012). Heterogeneity refers to the difficulty of standardizing the service (Edgett & 

Parkinson, 1993). Inseparability means that delivery of the service and consumption occur at the same time 

(Wilson et al., 2012). In service marketing literature, perishability relates to the inability to store service output 

for future consumption (Edgett & Parkinson, 1993). If the service is not consumed at the time it is produced, 

it will not be stored for later usage. In general, these characteristics represent the main aspects of the services. 

 

Due to the rapid growth of information and communication technology, traditional services have been extended 

to the electronic environment and called e-services. According to De Ruyter, Wetzels and Kleijnen (2002), e-

service is an interactive customer service which is driven by technology (p.186). Rowley (2006) also 

accentuates the essence of information technology when defining the e-service. Table 1 (p.11) provides an 

overview of main differences between traditional services and e-services. 
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 Offline (traditional) services Online services (e-services) 

Personal contact High to medium Low 

Information provision Can vary depending on the media 

channel 

Intensive 

Time period for interactions Arranged by the company Depends on the customer- can be 

anywhere and anytime 

Table 1. Differences between offline and online services. Source: adapted from Rose et al. (2011, p.27) 

 

There are several key differences between traditional services and e-services (Table 1). In a traditional 

service environment, personal contact between employees and customers is high or medium, whereas it is low 

in e-services (Cyr, Hassanein, Head & Ivanov, 2007, Rose et al., 2011). In the online environment, technology 

replaces a real salesperson (Cyr et al., 2007). Therefore, there is a lack of human interaction in the electronic 

environment which can lead to a lack of trust. In addition, in the online environment information is relatively 

abundant, while in the traditional environment this varies depending on the channel (Rose et al., 2011). 

Information flow between customers and service providers is one of the main distinctions between traditional 

services and e-services (Rose et al., 2011). Because of the rapid growth of e-service, it has become essential 

to know what factors influence customer e-loyalty (Luarn & Lin, 2003, p.157). Therefore, the author discusses 

customer e-loyalty and its factors further in detail in the following subchapters.  

 

2.2 Customer E-loyalty 

 

2.2.1 Definition of customer e-loyalty 
 

Customer loyalty is a well-researched topic with a considerable amount of articles and books published. Prior 

to studying it in detail, it is important to define the meaning. The following Table 2 presents definitions of 

customer e-loyalty by different authors. Definitions of traditional loyalty can also be applied to customer e-

loyalty with small differences. In the following thesis, the term “customer e-loyalty” refers to customer loyalty 

in the electronic environment. 
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Definition Author(s) 

“The strength of the relationship between an individual's relative  

attitude and repeat patronage“ (p. 99) 

Dick and Basu (1994)  

“A deeply held commitment to rebuy or repatronize a preferred 

product/service consistently in the future, thereby causing repetitive 

same-brand or same brand-set purchasing, despite situational 

influences and marketing efforts having the potential to cause 

switching behavior“ (p. 34) 

Oliver (1999) 

“A customer's favorable attitude toward the e-retailer that results 

in repeat buying behavior“ (p. 42) 

Srinivasan et al. (2002) 

The intention to repurchase a product or service from the same e-

tailer. 

Luarn and Lin (2003) 

Customer's assessment of the extent to which the seller facilitates an 

effective purchasing experience and responsive service. 

Parasuraman, Zeithaml, and 

Malhotra (2005)  

A customer's intention to revisit a website or to purchase from it in the 

future. 

Cyr et al. (2005, 2007) 

A customer's intention to continue the deal with the particular 

company and give positive referrals about it. 

Dixon, Freeman, and Toman 

(2010) 

Table 2. Definitions of customer e-loyalty. Source: prepared by the author. 

 

Discussion of definitions and relation to the study. Table 2 provides the similarities between definitions; 

these are the positive attitude and intention to repurchase again from the same e-retailer. Definition of 

customer loyalty by Dick and Basu (1994) can be applied in the electronic environment as it refers to 

customer's attitude and repetitive purchasing. Oliver (1999) discusses the commitment for the e-retailer, and 

this definition can also be applied to the electronic environment. Shankar, Smith, and Rangaswamy (2003) 

support his position and claim that loyalty is the customer's commitment to a particular company when 

alternative options are available. Luarn and Lin (2003), Cyr et al. (2005, 2007), Dixon et al. (2010) agree that 

customer e-loyalty refers to customer's intention to come back to the website. Customers' behavior regarding 

products and services signals the degree of intention to return to the company and indicates customers' loyalty. 

Parasuraman et al. (2005) argue that customer e-loyalty is the assessment of the service provider and 

purchasing experience. For the purpose of the thesis, customer e-loyalty is defined as “a customer's favorable 

attitude toward the e-retailer that results in repeat buying behavior“ (Srinivasan et al., 2002, p.42). 
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In most cases, loyalty is defined as behavioral, attitudinal, and cognitive (Gremler & Brown, 1996). 

Behavioral aspects focus on the actions of the customer as a result of loyalty, such as repeat purchasing 

(Gremler & Brown, 1996). It concerns influencing customers to come back due to competitive prices and 

repeating purchases from the same retailer (Bloemer & Kasper, 1995). In the online environment, behavioral 

loyalty can increase positive word-of-mouth (Srinivasan et al., 2002). Attitudinal aspects are defined as 

different feelings which create an attachment to a product, service, or organization (Gremler & Brown, 1996). 

The customer is committed to the company and is not easily attracted by another alternative (Shankar et al., 

2003). Moreover, attitudinal loyalty indicates higher repurchase intent, willingness to pay more and 

recommend the service provider to others (Shankar et al., 2003). Cognitive loyalty refers to the customer's 

choice not to seek for alternative companies (Gremler & Brown, 1996). For the purpose of this thesis, all three 

dimensions are used to measure customer e-loyalty: positive attitude towards the company, intention to 

recommend to others and to continue purchasing, and a preference for the company above others. 

 

2.2.2 Benefits of customer e-loyalty  
 

Even though it is more expensive to acquire new customers online than in traditional environment (Reichheld 

& Schefter, 2000), it has substantial benefits for both companies and customers. 

 

Benefits of customer e-loyalty for companies: 

 Profitability. If the customers remain with the company and repeat purchases, this can increase the 

company's profitability in the long-term (Reichheld & Schefter, 2000). Therefore, companies seek to find 

methods to retain current customers and attract new ones (Yang & Peterson, 2004).  

 Reduced operating costs. Loyal customers tend to purchase more items than new customers. Thus, the 

company can serve them with reduced operating costs (van Riel, Liljander, Jurriëns, 2001). For companies 

it is easier to track customers, their purchasing experience and preferences online than in traditional 

environment, their purchasing pattern is more transparent (Reichheld & Schefter, 2000).  

 Word-of-mouth and referrals. According to Dick and Basu (1994), customer loyalty influences and 

increases word-of-mouth. For online companies particularly, word-of-mouth can be highly valuable as past 

experiences are shared on the Internet with a high level of new potential customers outreach. Customers 

tend to refer to new potential customers to the online retailer, providing rich potential sources of profit 

(Reichheld & Schefter, 2000). The Internet enables the referrals to move more efficiently as word-of-mouse 

is faster than word-of-mouth (Reichheld & Schefter, 2000). 
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 Increased credibility. Positive word-of-mouth referrals can increase the credibility of the company  

 

Benefits of customer e-loyalty for customers: 

 Superior value. According to Reichheld (1996), customers become loyal to companies which can deliver 

superior value as compared to competitors' offers.  

 Minimized time and effort costs. When customers are loyal to a company, they spend less time in searching 

for alternatives and avoid learning the online features which can be time-consuming (Yang & Peterson, 

2004).  

 

The combination of benefits suggests that the value of loyalty is often higher in the electronic environment 

than the traditional environment. Although it is more challenging to create a positive customer shopping 

experience, enhancing customer e-loyalty is one of the main priorities for companies (Cyr et al., 2007). 

However, it is necessary to outline the main antecedents of customer e-loyalty; these are analyzed in the 

following thesis. 

 

2.2.3 Factors of customer e-loyalty 
 

The drivers of customer e-loyalty vary for each business and change over time (Reichheld & Schefter, 2000). 

The researchers have differently claimed what are the direct antecedents of customer e-loyalty. According to 

Anderson and Srinivasan (2003), e-satisfaction plays the main role in establishing customer e-loyalty, they 

claim that trust and perceived value accentuate the impact of customer e-satisfaction on customer e-loyalty. 

Luarn and Lin (2003) argue that the main antecedents of loyalty are trust, customer satisfaction, and perceived 

value. Parasuraman and Grewal (2000) conclude from their previous studies that service quality, product 

quality, and price enhance customer perceived value (Figure 2). Perceived value appears as a result of the 

trade-off between benefits the customer receives and the costs of acquiring the offer (Parasuraman & Grewal, 

2000). In turn, perceived value influences customer loyalty (Parasuraman & Grewal, 2000). 
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Figure 2. Key drivers of customer loyalty. Source: adapted from Parasuraman and Grewal (2000, p.169) 

 

For the purpose of the thesis, the author selects customer e-satisfaction, customer perceived value, e-trust, 

and e-service quality as the major antecedents of customer e-loyalty (Figure 3). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Customer e-loyalty model. Source: prepared by the author 

 

In the following thesis, customer e-loyalty is defined as the “customer's favorable attitude toward the e-

retailer that results in repeat buying behavior“ (Srinivasan et al., 2002, p.42). The author concentrates on 

behavioral, attitudinal, and cognitive aspects of customer e-loyalty. The literature regarding customer e-

loyalty presents that loyal online customers can increase profitability to the e-retailer through long-time  
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customer commitment and lower costs of acquiring new customers and positive word-of-mouth (Dick & 

Basu, 1994). The author chooses to research the relationship between customer e-loyalty and customer e-

satisfaction, customer perceived value, e-trust, and e-service quality and presents them in the following 

subchapters. 

 

2.3 Customer E-satisfaction 

 

2.3.1 Definition of customer e-satisfaction  
 

According to the researchers, customer e-satisfaction is one of the primary drivers of customer e-loyalty 

(Ribbink et al., 2004). This concept has been analyzed for over last three decades (Anderson & Srinivasan, 

2011, Churchill & Surprenant, 1982; Shankar et al., 2003, Szymanski & Hise, 2000). Zairi (2000) claims that 

customer satisfaction is one of the most frequently discussed challenges within organizations, and it represents 

every company's purpose and strategy. 

 

The marketing literature provides a variety of definitions of customer satisfaction. Churchill and Surprenant 

(1982) define customer satisfaction as an outcome of marketing activities related to purchasing, consumption, 

processes after consumption, repeat purchasing, and loyalty to a brand. Kotler and Keller (2011) define 

customer satisfaction as a person's feeling regarding the perceived performance of the service as compared to 

expectations prior to purchase or consumption (p.128). If expectations do not match the real perceptions of 

the service, it leads either to positive or negative disconfirmation (Kotler & Keller, 2011). This theory is also 

called expectancy disconfirmation theory (Wu & Padgett, 2004).  

 

However, customer satisfaction in the electronic environment, known as customer e-satisfaction, has not been 

extensively analyzed (Szymanski & Hise, 2000). Table 3 presents definitions of customer satisfaction which 

are also applied to customer e-satisfaction (customer satisfaction in the electronic environment) as this concept 

is used in the following thesis. 
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Definition Author(s) 

The outcome of customers' perceptions regarding online convenience, site 

design, and financial security (p. 310). 

Szymanski and Hise (2000) 

“The contentment of the customer with respect to his or her prior purchasing 

experience with a given electronic commerce firm“ (p. 125) 

Anderson and Srinivasan 

(2003) 

“An important measures of online customer overall feelings and attitudes“   

(p. 276) 

Shun and Yunjie (2006) 

“The psychological reaction of the customer with the respect to his or her 

prior experience with the comparison between expected and perceived 

performance“ (p. 427) 

Chang et al. (2009) 

Evaluation of the extent to which the customers have positive evaluations and 

emotional experiences from the company. 

Flint, Blocker, and Boutin 

(2011) 

“Customer's evaluation of the pre- and postpurchase experience in terms 

of whether it has met or exceeded his or her expectations” (p. 225) 

Anderson and Srinivasan 

(2011) 

Table 3. Definitions of customer e-satisfaction. Source: prepared by the author 

 

Discussion of the definitions and relation to the study. In general, the definitions of customer e-satisfaction 

are based on expectancy disconfirmation theory which proposes that customer satisfaction is a customer's 

feeling regarding perceived performance and prior expectations (Kotler & Keller, 2011). Researchers agree 

that customer e-satisfaction is the overall feeling, evaluation, and attitude regarding the delivery of the service 

comparing to the expectations (Anderson & Srinivasan, 2011; Chang et al., 2009; Flint et al., 2011; Shun & 

Yunjie, 2006; Szymanski & Hise, 2000). Anderson and Srinivasan (2011), and Chang et al. (2009) also agree 

that satisfaction arises if the delivery of the service is consistent with customers' expectations. Chang et al. 

(2009) support the view that customer satisfaction concerns creating positive feelings for the customer after 

the service. Khalifa (2004) argues that satisfaction is a state of mind; it indicates the intention to repeat 

purchases and influences word-of-mouth. For the purpose of the thesis, the definition of Anderson and 

Srinivasan (2011) is applied. They have investigated the impact of customer satisfaction on customer loyalty 

in the online environment, and defined customer e-satisfaction as “customer's evaluation of the pre- and 

postpurchase experience in terms of whether it has met or exceeded his or her expectations” (Anderson & 

Srinivasan, 2011, p.225). 

 

Customer satisfaction can be categorized as transaction-specific (service encounter) and relationship-

specific (overall) satisfaction (Jones & Suh, 2000; Shankar et al., 2003). Although these categories are related, 
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it is important to view them as different constructs. Transaction-specific (service encounter) depends on the 

performance of specific attributes of the service encounter (Shankar et al., 2003), and is defined as an emotional 

response to the performance of particular service encounter (Chang et al., 2009). Relationship-specific 

(overall) satisfaction refers to the customer's satisfaction or dissatisfaction with the service provider, based 

on all encounters and experiences with the company during a period (Jones & Suh, 2000). It depends on factors 

which occur during transactions (Shankar et al., 2003). Customer's overall satisfaction is generated at each 

stage of the purchase experience: from choosing the product or service, purchasing it, to subsequent 

interactions with the company after the purchase is made (Zairi, 2000). According to Yang and Peterson (2004), 

the overall satisfaction is an aggregation of the customer's cumulative impression of a company's performance. 

The author concentrates on both types of customer satisfaction and applies them to customer e-satisfaction 

concept in the following thesis. 

 

Customer satisfaction in offline and online environments. Differences in customer satisfaction exist 

between offline and online environments (Shankar et al., 2003; Wu & Padgett, 2004). It is challenging to attract 

and retain new customers in the online environment, thus, satisfaction becomes more important online than 

offline (Reichheld & Schefter, 2000; Ribbink et al., 2004; Shankar et al., 2003). Wu and Padgett (2004) also 

claim that online markets provide information regarding alternative products and services, and enable 

customers to compare and choose better alternatives. If a customer is satisfied, he or she is less likely to look 

for alternative services, and usually, most companies strive to satisfy customers' wishes and create long-term 

relationships with them (Anderson & Srinivasan, 2003). Customer satisfaction is highly important in the online 

environment as it creates customer confidence which is essential to ensure trust in online transactions (Kim, 

Jin & Swinney, 2009). Furthermore, in the online environment, word-of-mouth has an instant effect through 

social media channels, and customer satisfaction becomes a priority. 

 

2.3.2 Relationship between customer e-satisfaction and customer e-loyalty 
 

Customer e-satisfaction is recognized as one of the most researched factors of customer e-loyalty (Chen, 

Rodgers & He, 2008). Various researchers have investigated the relationship between customer e-satisfaction 

and customer e-loyalty (Anderson & Srinivasan, 2003; Collier & Bienstock, 2006; Cronin et al., 2000; Devaraj, 

Fan, Kohli, 2002; Kim et al., 2009; Luarn & Lin, 2003; Ribbink et al., 2004; Shankar et al., 2003). 

 

Collier and Bienstock (2006) have proved that satisfied customers are more likely to repurchase at the same 

place again in the future and provide a positive referral to others. According to Reichheld (1993), loyal 
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customers are usually satisfied, but satisfied customers are not always loyal (cited in Flint et al., 2011, p.223). 

A dissatisfied customer is more likely to search for alternatives and switch to another service provider 

(Anderson & Srinivasan, 2003). According to Fornell (1992), high customer satisfaction leads to an increase 

of loyalty to the company; it also drives profitability for the business (Collier & Bienstock, 2006). In general, 

customers who experience repeated satisfaction become more willing to continue this relationship and not to 

look for other options (Flint et al., 2011).  

 

Yang and Peterson (2004) in their study in online banking context have found that customer e-satisfaction is 

the strong determinant of customer e-loyalty. Shankar et al. (2003) claim that the effect of customer e-

satisfaction on customer e-loyalty is even stronger in the online environment rather than in the traditional 

environment. They argue that alternative offers are easily accessible when searching online, and costs are lower 

(Shankar et al., 2003). Ribbink et al. (2004) also support this view, that customer satisfaction is an important 

driver of customer loyalty in the online environment. Although it is more difficult to ensure that customers 

remain loyal in the online environment, satisfied customers may be more motivated to remain with a service 

provider. Anderson and Srinivasan (2003) have added that customer e-satisfaction raises customer e-loyalty, 

and positively impacts repurchase intentions and word-of-mouth referrals. Therefore, online companies must 

understand the importance and influence of customer e-satisfaction on customer e-loyalty. 

 

The literature findings illustrate that customer e-satisfaction has a direct and positive impact on customer e-

loyalty. The following analysis presents if customer e-satisfaction has a significant influence on customer e-

loyalty in the online travel marketplace. The findings lead to the following hypothesis: 

H1: An increase in customer e-satisfaction has a positive and significant relationship with customer e-

loyalty towards the e-company. 

 

2.4 Customer Perceived Value 

 

2.4.1 Definition of customer perceived value 
 

Customer perceived value is another important construct that influences customer e-loyalty (Chang & Wang, 

2011; Luarn & Lin 2003; Parasuraman & Grewal, 2000). In particular, researchers agree that customer 

perceived value is a prerequisite for a company's long-term success for the business and a source of competitive 

advantage (Khalifa, 2004; Sweeney & Soutar, 2001). Furthermore, Chen and Dubinsky (2003) have claimed 

that customer perceived value plays a significant role in predicting purchasing behavior. Table 4 provides an 
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overview of definitions of customer perceived value. 

 

Definition Author(s) 

“The consumer’s overall assessment of the utility of a product based on 

perceptions of what is received and what is given” (p. 14) 

Zeithaml (1988) 

“A customer's perceived preference for and evaluation of those product 

attributes, attribute performances, and consequences arising from use that 

facilitate (or block) achieving the customer's goals and purposes in use 

situations” (p. 142) 

Woodruff (1997) 

“Perceived e-service utility relative to its monetary and nonmonetary costs, 

assessed by the consumer and based on simultaneous considerations of what is 

received and what is given up to received it” (p. 159) 

Luarn and Lin (2003) 

“A consumer's perception of the net benefits gained in exchange for the 

costs incurred in obtaining the desired benefits” (p. 326) 

Chen and Dubinsky 

(2003) 

“The ratio of benefits received from providers relative to the costs sacrificed 

by customers. In essence, it is a variable that reflects the net utility derived 

from a provider” (p. 805)  

Yang and Peterson 

(2004) 

“A consumer's perception of the net benefits based on perception of what is 

received and what is given” (p. 428) 

Chang et al. (2009) 

Table 4. Definitions of customer perceived value. Source: prepared by the author 

 

Discussion of the definitions and relation to the study. As presented in Table 4, different authors define 

customer perceived value using the terms benefits, utility, assessment. Researchers agree that customer 

perceived value represents a trade-off between what the customer receives (e.g., benefits of the service) and 

what he or she gives (e.g., monetary costs) (Woodruff, 1997; Zeithaml, 1988). Usually, costs are considered to 

be the monetary price paid; however, other costs should be included, such as time, physical efforts, etc. 

(Zeithaml, 1988). The online customer gives time, cognition, and effort during the interaction with the vendor's 

website, and benefits from searching for products easily, a quick checkout, receiving an order confirmation 

and tracking delivery (Luarn & Lin, 2003). Woodruff's (1997) definition of customer value includes both 

desired and received value and originates from customer's perceptions, preferences, and evaluations (p.142). 
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Woodruff (1997) agrees that definitions of the concept rely on terms such as “utility, worth, benefits and 

quality” (p.141). Chen and Dubinsky (2003), Yang and Peterson (2004), Chang et al. (2009) accentuate the 

benefits received from the service providers. In the following study, customer perceived value is defined as the 

overall assessment of benefits customers receive regarding costs. 

 

According to Sweeney and Soutar (2001), customer perceived value is a multidimensional construct in which 

quality, perceived price, benefits, and sacrifice are included. Moreover, Sweeney and Soutar (2001) have 

defined customer value in three dimensions: 

1. Social value which refers to the enhancement of social self-concept. 

2. Functional value refers to the price and value for money. 

3. Functional value which refers to the perceived quality and expected performance. 

 

Customer perceived value in online and offline environments. Researchers have mostly analyzed customer 

perceived value in the traditional environment. (Lee & Overby, 2004). However, its role in the online 

environment is even more important, especially when search costs for the customer are reduced. The variety 

of search facilities enables customers to find products and services faster and compare their features and prices 

(Anderson & Srinivasan, 2003). In order to deliver superior value for exchange, a company must understand 

how to generate value for customers and forms the customer value can have (Khalifa, 2004). It is essential to 

know what the customer expects, how they perceive value and what benefits the company could offer for them. 

Thus, in order to generate customer loyalty, e-vendors must guarantee that they provide exceptional customer 

perceived value. The relationship of customer perceived value with customer e-loyalty and customer e-

satisfaction is analyzed in the next subchapters. 

 

2.4.2 Relationship between customer perceived value and customer e-loyalty 
 

Researchers have proved the positive relationship between customer perceived value and customer e-

loyalty (Chang & Wang, 2011; Luarn & Lin 2003; Parasuraman & Grewal, 2000). Dodds, Monroe, and Grewal 

(1991) have claimed that the perceived value directly affects willingness to buy. There were different 

researches performed in numerous fields, such as telephone services (Bolton & Drew, 1991), and retail services 

(Sirdeshmukh, Singh & Sabol, 2002), and it was confirmed that  According to Parasuraman and Grewal (2000), 

service quality enhances customer perceived value which, in turn, affects customer loyalty. Luarn and Lin 

(2003) conducted research to determine the factor that primarily influences loyalty in the e-service context, 
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with a sample of 180 customers, and discovered that customer perceived value affects customer e-loyalty 

directly and positively.  

 

Customer perceived value contributes to customer e-loyalty by reducing the customer's intention to seek 

alternative products or service providers (Anderson & Srinivasan, 2003; Chang et al., 2009; Yang & Peterson, 

2004). According to Khalifa (2004), customer e-loyalty and profits are highly linked to the value created for 

them. Customers are loyal to an e-retailer until it can deliver superior value (Khalifa, 2004). Yang and Peterson 

(2004) add that customers will remain loyal to an e-vendor if they believe that they receive greater value than 

from competitors. If the perceived value is low, customers can easily switch to another company to increase 

value (Anderson & Srinivasan, 2003). When considering the option to repurchase from the same e-vendor, 

customers think whether the offer represents “value for money” (McDougall & Levesque, 2000, p. 395). 

Additionally, Chang and Wang (2011) have established that customer perceived value has a direct effect on 

loyalty in the online environment, and the higher the perceived value leads to an increase of customer e-loyalty, 

which is the case in the following study. The arguments outlined above lead to the following hypothesis: 

H2(a): An increase in customer perceived value has a positive and significant relationship with customer e-

loyalty towards the e-company. 

 

2.4.3 Relationship between customer perceived value and customer e-satisfaction 
 

Researchers have also claimed that customer perceived value is the factor not only of customer e-loyalty but 

also of customer e-satisfaction (Chang & Wang, 2011; Flint et al., 2011; Yang & Peterson, 2004). According 

to Fornell et al. (1996), one of customer satisfaction antecedents is service quality, and a second one is customer 

perceived value. Flint et al. (2011) have researched that customer value combines service and relationship 

benefits, sacrifices and presents that customer satisfaction is the final result. Yang and Peterson (2004) have 

claimed that the service provider should enhance customer perceived value first so that to increase customer 

satisfaction.  

 

The concept of customer perceived value becomes highly important in the electronic environment as the 

customers can compare the prices and features easily (Anderson & Srinivasan, 2003). Moreover, the reduced 

searching costs enable customers to compare also the benefits they can receive from the service provider 

(Anderson & Srinivasan, 2003). Chang and Wang (2011) have also assessed the customer perceived value has 

impact on customer e-satisfaction. Customers always choose the business which can provide better value for 

them, and the customers can not feel satisfied if they do not feel they receive the benefits for the price they pay 

(Chang & Wang, 2011). Fornell et al. (1996) argued that if the value is high, the customers perceive positive 



23 

 

evaluations (cited in Chang & Wang, 2011, p.140). The arguments lead to the following hypothesis: 

H2(b): An increase in customer perceived value has a positive and significant relationship with customer e-

satisfaction towards the e-company. 

 

2.5 E-trust 

 

2.5.1 Definition of e-trust 
 

“Price does not rule the Web; trust does” (Reichheld & Schefter, 2000, p. 107). Kassim and Abdullah (2010) 

also support that trust is a critical factor in building relationships in online services. In the current electronic 

environment, the concept of e-trust is highly important. Table 5 gives an overview of the e-trust definitions 

used by researchers. As the following research concentrates on customer loyalty in the electronic environment 

and its factors, the term e-trust refers to trust in the online environment. 

 

Definition Author(s) 

“A psychological state comprising the intention to accept vulnerability based 

upon positive expectations of the intentions or behavior of another” (p. 395) 

Rousseau, Sitkin, Burt, 

Camerer (1998) 

Customer's expectations that the service provider can be reliable to keep 

promises. 

Sirdeshmukh et al. 

(2002) 

“The willingness to make oneself vulnerable to actions taken by the trusted 

party based on the feeling of confidence or assurance” (p. 30) 

Gefen (2002) 

“A set of specific beliefs dealing primarily with the integrity (trustee honesty 

and promise keeping), benevolence (trustee caring and motivation to act in the 

truster's interest), competence (ability of trustee to do what the truster needs), 

and predictability (trustee's behavioral consistency) of a particular e-service 

vendor“ (p. 158) 

Luarn and Lin (2003) 

The extent of confidence customers have in online purchasing or the online 

exchange (p. 447) 

Ribbink et al. (2004) 

Table 5. Definitions of e-trust. Source: prepared by the author 

 

Discussion of the definitions and relation to the study. Trust has been mainly identified as trusting beliefs 
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or intentions (Rousseau et al., 1998). Sirdeshmukh et al. (2002) refer to customer's expectations if the service 

provider can be reliable about its promises. Trusting beliefs are based on competence and integrity of the e-

tailer (Gefen, 2002). In the online business settings, trusting beliefs relate to customers' perceptions about trust-

related attributes of the e-vendor (Luarn & Lin, 2003, p.157). Intentions refer to sharing personal information 

or repeating purchases (Luarn & Lin, 2003). For the purpose of the thesis, the definition of Ribbink et al. 

(2004) is applied. They claim that e-trust is the extent of confidence in online purchasing or exchange (Ribbink 

et al., 2004, p. 447).  

 

According to Johnson and Grayson (2005), trust can be cognitive and affective with various antecedents and 

consequences in service relationships. Cognitive trust is defined as a customer's willingness to rely on a service 

provider; it is knowledge-driven, where knowledge enables predictions of the service provider's obligations. 

Affective trust is characterized as a feeling of security. Affective trust is more related to personal experience 

than cognitive trust (Johnson & Grayson, 2005). The author concentrates on both types of trust in the following 

study.  

  

Trust in online and offline environments. Due to the business settings, trust differs in online and offline 

environments. The Internet has become an intermediary between customer and company, and direct contact 

has disappeared. Business is conducted virtually, with more uncertainty and risk for customers (Reichheld & 

Schefter, 2000). There is a lack of guarantee in the online environment (Gefen, 2002) as the customers can not 

interact with service provider in the same way as in the traditional environment. As there is no physical 

environment and no physical interaction between company and customer, the customer may find it unsafe to 

provide personal information, such as card numbers or personal details to make a transaction (Ribbink et al., 

2004, Warrington, Abgrab & Caldwell, 2000). Furthermore, they cannot see or touch the products (Reichheld 

& Schefter, 2000). These factors form customers' perceptions of uncertainty and risk in the online environment, 

thus, it becomes essential for companies to guarantee trust. 

 

In the online environment, trust is focused on customer confidence in the company's website and willingness 

to rely on the seller (Cyr et al., 2007; Jarvenpaa, Tractinsky & Vitale, 2000). For example, Amazon has created 

the most reliable website in the online book market. Many customers store their personal details in the system 

so then they can repeat purchases with just one click (Reichheld & Schefter, 2000). It refers to the fact that if 

customers trust an online vendor, they are more likely to share personal information which can be beneficial 

for the company to tailor its service according to customers' preferences (Reichheld & Schefter, 2000). 

Otherwise, if customers do not trust the e-vendor, they will seek alternative offers. It is even more important 

to gain trust online where the risk is higher than in the traditional environment (Reichheld & Schefter, 2000; 
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Ribbink et al., 2004). The author discusses the relationship of e-trust and customer e-loyalty in the following 

subchapter. 

 

2.5.2 Relationship between e-trust and customer e-loyalty  
 

Many researchers have claimed that e-trust is a critical factor of customer e-loyalty. They have concluded 

that the higher the degree of e-trust, the easier it is for companies to retain customers (Flavian et al., 2006; 

Luarn & Lin, 2003; Reichheld & Schefter, 2000; Ribbink et al., 2004). Previous studies revealed that trust has 

a significant influence on creating the loyalty in both online (Park & Kim, 2003; Reichheld, Markey & Hopton, 

2000; Ribbink et al., 2004) and offline (Singh & Sirdeshmukh, 2000; Sirdeshmukh et al., 2002) environments.  

 

Ribbink et al. (2004) researched the issue of trust in online books and CD stores and revealed that e-trust 

directly affects customer e-loyalty, but less than customer e-satisfaction. The lack of trust can be a reason not 

to make online purchasing again (Ribbink et al., 2004). Customers want to purchase only from trusted 

companies with trusted web stores (Huang, 2008). Also, trust influences positive word-of-mouth (Ribbink et 

al., 2004). Trust creates a guarantee that the company will provide an appropriate service and behave as 

promised. Gefen (2002) also claims that if the customers do not trust the online company, they will not continue 

purchasing. Anderson and Srinivasan (2003) have supported that if the customers do not trust the e-business, 

they will not be loyal, even if they become satisfied. Apparently, e-trust plays a significant role not only in 

customer e-loyalty but also in the company's long-term profitability. Research on e-trust implies that it is one 

of the main determinants of customer e-loyalty, and leads to the following hypothesis:  

H3: An increase in e-trust has a positive and significant relationship with customer e-loyalty towards the e-

company. 

 

2.6 E-service Quality 
 

Researchers have investigated service quality extensively and established a variety of service quality models 

over the last decades. When companies started to operate online, the traditional service quality was named to 

e-service quality. This subchapter presents traditional and e-service quality with the most recognized model 

E-S-QUAL in the online environment. The overview of the development of service quality models is provided 

in Appendix 1.  
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2.6.1 Prior research on service quality 
 

Service quality is an essential strategy for any company's successful performance (Parasuraman, Zeithaml & 

Berry, 1985; Zeithaml, Berry & Parasuraman, 1996). Researchers have performed numerous studies of service 

quality dimensions during the last three decades (Grönroos, 1984; Parasuraman et al., 1985, 1988, 2005). One 

of the first researchers of service quality was Grönroos (1984). He proposed a technical and functional 

quality model to evaluate service quality and suggested that perceived service quality is the outcome of the 

evaluation process where the customer compares expectations with perceptions of the service (Grönroos, 

1984). Grönroos (1984) indicated a concern of corporate image as an essential component in the model of 

perceived service quality, which is similar to the notion of corporate image introduced by Lehtinen and 

Lehtinen (1991). A well-known and positive image benefits any company as influences customers' perception 

of a firm's communication and operations (Grönroos, 1984, Lehtinen & Lehtinen, 1991).  

 

Research in the service quality field increased due to growth in the service sector. Delivering excellent service 

quality is a vital matter in the service and retail sectors. After Grönroos' service quality model had been 

published, Parasuraman, Zeitham, and Berry (1985, 1988) developed a multidimensional model for measuring 

service quality - SERVQUAL.   

 

SERVQUAL model. Parasuraman et al. (1985, 1988) proposed that service quality is a function of the 

difference between expectations and real performance with quality dimensions. Since then, the SERVQUAL 

model is the most often used tool to evaluate service quality in the traditional (offline) environment. First, 

Parasuraman et al. (1985) described ten determinants for service quality: reliability, responsiveness, access, 

courtesy, communication, competence, security, credibility, understanding and tangibles (Parasuraman et al., 

1985). In 1988, Parasuraman and colleagues improved the SERVQUAL scale, based on previous research 

(Grönroos, 1984), and their previous qualitative research (1985). They proposed to measure service quality 

perception with five dimensions (three original and two combined dimensions): reliability, responsiveness, 

empathy, assurance, and tangibles (Parasuraman et al., 1988).  

 

Why is SERVQUAL model no longer valid in the e-commerce environment? Electronic channels have 

increased opportunities for marketers to distribute their offers (Wilson et al., 2012), and many service providers 

have moved to the online environment. Online services have different characteristics than offline services, for 

instance, connectivity problems, server issues or the lack of direct contact with sales staff (Collier & Bienstock, 

2006). Researchers tested the SERVQUAL model to measure service quality in the e-commerce environment 
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(Devaraj, Fan & Kohli, 2002). However, employing the SERVQUAL scale by applying its items in the context 

of e-service seemed to be inefficient (Parasuraman et al., 2005). SERVQUAL model was developed in the 

traditional face-to-face environment, and it cannot be used to measure service quality in the online 

environment. Different studies have been to find adequate dimensions for evaluating e-service quality. 

Researchers have created new models, such as SiteQual (Yoo & Donthu, 2001), WebQual (Loiacono, Watson 

& Goodhue, 2002), eTailQ (Wolfinbarger & Gilly, 2003). The E-S-QUAL model (Parasuraman et al., 2005) 

has become the most acceptable model to evaluate e-service quality, and it is discussed further in the study. 

The author presents it in the following subchapter.  

 

2.6.2 E-service quality 
 

Online retailers have started to realize that the main factors of business success or failure are not web presence 

or low price, but electronic service quality (Zeithaml, Parasuraman & Malhotra, 2002). Companies must focus 

on superior e-service at all stages to increase customer e-loyalty (Zeithaml et al., 2002). Therefore, companies 

must be aware of what e-service quality is, how customers perceive it, and how it can be improved 

(Parasuraman et al., 2005). An overview of the most common definitions of e-service quality is presented in 

Table 6. 

 

Definition Author(s) 

“The extent to which the Web site facilitates efficient and effective 

shopping, purchasing, and delivery of products and services” (p. 363) 

Zeithaml et al. (2002) 

 

The customer's overall evaluation and judgment of e-service delivery 

quality in the e-marketplace. 

Santos (2003) 

“All phases of a customer’s interactions with a Web site: the extent to 

which a Web site facilitates efficient and effective shopping, 

purchasing, and delivery” (p. 217) 

Parasuraman et al. (2005) 

Customers' perceptions of the outcome of the service along with 

recovery perceptions if any problems occur (p. 260) 

Collier and Bienstock (2006) 

Table 6. Definitions of e-service quality. Source: prepared by the author 

 

Discussion of definitions and relation to the study. The term of e-service quality is broadly defined, and 

generally, it involves both pre- and post- purchasing aspects (Chang et al., 2009). One of the first formal 
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definitions of e-service quality or website quality was suggested by Zeithaml et al. (2002). According to the 

authors, e-service quality is defined as the extent to which the online company facilitates effective shopping 

experience and delivery of products and services (Zeithaml et al., 2002, p. 363). Santos (2003) conceptualizes 

a traditional approach to service quality and defines e-service quality as the overall evaluation of the service 

provided in the e-marketplace. Parasuraman et al. (2005) emphasize that e-service quality involves all stages 

of a customer's interaction with the website. Bressolles, Durrieu, and Giraud (2007) claim that the main 

difference between traditional and electronic service quality is interaction. In the electronic environment, 

human interaction is replaced with machine interaction (Bressolles et al., 2007). Furthermore, the authors agree 

that e-service quality refers to customers' perceptions of the outcome of the service (Collier & Bienstock, 

2006). For the purpose of the thesis, the author uses the definition of e-service quality as the extent to which 

an online store facilitates efficient and effective purchasing and delivery of products and service by Zeithaml 

et al. (2002, p.363). The author uses the E-S-QUAL model by Parasuraman et al. (2005) to measure e-service 

quality in the online company.  

 

E-S-QUAL model. The most applied e-service quality model is developed by Parasuraman et al. (2005). After 

an extensive literature review, Parasuraman et al. (2005) created a multiple-item scale E-S-QUAL to measure 

service delivery of websites. They have developed and validated a 22-item scale E-S-QUAL, which can be 

applied in the electronic environment. 

 

E-S-QUAL scale consists of 22 items integrated into the following four dimensions: 

 Efficiency. This dimension refers to the speed of accessing and using the website. It includes the ease of 

finding information and whether it is organized in a user-friendly manner (Parasuraman et al., 2005).  

 Fulfillment. This dimension presents the extent to which promises of order delivery and availability are 

fulfilled (Parasuraman et al., 2005). Wolfinbarger and Gilly (2003) claim that reliability/ fulfillment 

dimension includes the accurate representation of the product, accurate delivery, and orders. 

 System availability. This dimension refers to the appropriate technical functioning and availability of the 

website (Parasuraman et al., 2005). Schaffer (2000) claims that the inability for customers to navigate 

smoothly on the website influences them to search for another website. Google and Amazon realized that 

this was fundamental and improved their websites easy to navigate. This decision led them to become 

dominant in the market (Anderson & Srinivasan, 2011). The e-retailer should ensure that their websites are 

convenient to use, the information is placed in a structured way, which will be less time-consuming for 

customers and enhance the purchasing experience (Anderson & Srinivasan, 2011). 

 Privacy. The dimension presents the protection of the website, customer's information and purchasing 
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behavior (Parasuraman et al., 2005).  

 

Parasuraman et al. (2005) found that some items relate to recovery of the service, and created a subscale E-

RecS-QUAL to measure e-recovery service quality. It consists of 11 items based on three dimensions: 

 Responsiveness. This dimension refers to the effective handling of problems through the website. 

 Compensation. This dimension refers to the extent to which the company compensates for the problems 

occurred. 

 Contact. This dimension refers to the availability of assistance through customer service channels 

(Parasuraman et al., 2005). 

 

Boshoff (2007) concludes that the scale is a useful tool that can be used in different situations. The author of 

the thesis uses the first scale of the E-S-QUAL model (Parasuraman et al., 2005) as a measurement tool to 

assess e-service quality of the online travel marketplace. 

 

2.6.3 Relationship between e-service quality and customer e-loyalty 
 

Various studies reveal that e-service quality and customer e-loyalty are interrelated (Cronin et al., 2000; Gefen, 

2002; Kim et al., 2006). According to Huang (2008), e-service quality has a positive effect on customer e-

loyalty in the online travel store. He also argues that e-service quality is the key determinant for e-vendors to 

differentiate from the competitors and increase customer e-loyalty (Huang, 2008). Chang et al. (2009) have 

also supported that good e-service quality is essential for online retailers to be successful and create long-term 

relationships with their customers.  

 

According to Gefen (2002), excellent service quality increases customer e-loyalty. Superior service quality 

increases customers' willingness to repurchase. In the analysis of customer loyalty in the Turkish mobile 

telecommunication market, Aydin, Özer, and Arasil (2005) have proposed a positive relationship between 

service quality and the behavioral type of customer loyalty. They have researched that service quality 

influences customers' intention to repurchase and spread positive word-of-mouth. If the company aims to keep 

their current customers and attract new ones, it should guarantee the excellent e-service quality. Regarding e-

service quality and customer e-loyalty interrelation in the literature, the following hypothesis is proposed: 

H4(a): An increase in e-service quality has a positive and significant relationship with customer e-loyalty 

towards the e-company. 
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2.6.4 Relationship between e-service quality and customer e-satisfaction 
 

Researchers have studied the influence of service quality on customer satisfaction in both offline and online 

environments (Wolfinbarger & Gilly, 2003). Parasuraman et al. (1985) have proposed that if the service quality 

is high, it will lead to an increase in customer satisfaction. Furthermore, Cronin and Taylor (1992), Brady and 

Cronin (2001) have agreed that service quality has a substantial effect on customer satisfaction. Caruana (2002) 

argues that service quality first affects customer satisfaction which in turn influences customer loyalty. Kassim 

and Abdullah (2010) have also agreed that service quality first affects customer satisfaction, which affects 

trust, and eventually this relationship leads to customer loyalty towards the company.  

 

In the online environment, researchers have also revealed that e-service quality is a factor of customer e-

satisfaction towards the company (Bressolles et al., 2007; Devaraj et al., 2002; Ribbink et al., 2004). In the 

research of online retail store, Chang and Wang (2011) have researched that e-service quality does not 

significantly affect customer e-loyalty, but it affects customer e-satisfaction first. According to Bressolles et 

al. (2007), if the Internet remains to be a major distribution channel, delivery of excellent service quality will 

be the main factor to satisfy the customers. Collier and Bienstock (2006) have claimed that the online service 

encounter starts when a customer visits the website. According to the authors, the e-retailer should understand 

that the website is like a traditional brick-and-mortar store. If the customer finds it complicated to use, the 

dissatisfaction can appear. Then it can affect customer's behavior towards the online company, and the 

customer will choose another company as it is much easier to switch to another competitor in the online 

environment (Collier & Bienstock, 2006). Researchers agree that if the e-retailer aims to have a satisfied 

customer who will come back to purchase again, it should guarantee the superior e-service quality. Based on 

the literature review, the author raises the following hypothesis: 

H4(b): An increase in e-service quality has a positive and significant relationship with customer e-

satisfaction towards the e-company.
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2.7 Summary of Literature Review 

Table 7 provides the summary of the presented construct, their definitions and dimensions which are applied in the following thesis. 

 

Construct Operational definition  Researcher(s) Types/ Dimensions applied for the thesis 

Customer  

e-loyalty 

“A customer's favorable attitude toward 

the e-retailer that results in repeat buying 

behavior“ (Srinivasan et al., 2002, p.42). 

Anderson and Srinivasan (2003, 2011), Cyr et al. 

(2005, 2007), Gefen (2002), Kassim and Abdullah 

(2010), Luarn and Lin (2003), Parasuraman and 

Grewal (2000), Ribbink et al. (2004), Shankar et 

al. (2003), Srinivasan et al. (2002), Wolfinbarger 

and Gilly (2003), Yang and Peterson (2004). 

1.Behavioral loyalty (the customer's actions after the service: 

retention intentions, using the website again, preferring the 

website to others). 

2.Attitudinal loyalty (the customer's attitude after the service: 

word-of-mouth, willingness to recommend to others). 

3.Cognitive loyalty (customer's choice not to seek for alternative 

companies). 

Customer  

e-

satisfaction  

“Customer's evaluation of the pre- and 

postpurchase experience in terms of 

whether it has met or exceeded his or her 

expectations” (Anderson and Srinivasan 

(2011, p.225). 

Anderson and Srinivasan (2003, 2011), Chang et 

al. (2009), Chen et al. (2008), Collier and 

Bienstock (2006), Cronin et al. (2000), Devaraj et 

al. (2002), Jones and Suh (2000), Kim et al. 

(2009), Shankar et al. (2003), Szymanski and Hise 

(2000). 

1.Transaction-specific (service-encounter). It depends on the 

performance of a certain service encounter's attributes.  

2.Relationship-specific (overall). It refers to the customer's 

satisfaction or dissatisfaction with the service provider, based on 

all the encounters and experiences with the company during a 

period. 

Customer 

perceived 

value (CPV) 

“A consumer's perception of the net 

benefits gained in exchange for the costs 

incurred in obtaining the desired 

benefits” (Chen & Dubinsky, 2003, p. 

326). 

Chang & Wang (2011), Chen and Dubinsky 

(2003), Flint et al. (2011), Khalifa (2004), 

Sweeney and Soutar (2001), Woodruff (1997), 

Yang and Peterson (2004). 

1.Social value which refers to the enhancement of social self-

concept. 

2.Functional value refers to the price and value for money. 

3.Functional value which refers to the perceived quality and 

expected performance.  

E-trust The extent of confidence customers have 

in online purchasing or the online 

exchange (Ribbink et al., 2004). 

Jarvenpaa et al. (2000), Johnson and Grayson 

(2005), Ribbink et al. (2004), Sirdeshmukh et al. 

(2002), Warrington et al. (2000). 

1.Cognitive trust. A customer's willingness to rely on a service 

provider. 

2.Affective trust. It is characterized by the feeling of security. 

E-service 

quality 

The extent to which an online store 

facilitates efficient and effective 

purchasing and delivery of products and 

service (Parasuraman et al., 2005). 

Bressolles et al. (2007), Collier and Bienstock 

(2006), Parasuraman et al. (2005), Santos (2003), 

Wolfinbarger and Gilly (2003), Zeithaml et al. 

(2002). 

E-S-QUAL scale: fulfillment, efficiency, system availability, 

privacy.  

Table 7. Summary of literature review. Source: prepared by the author
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Chapter 3. Research Methodology and Hypotheses 

 

The following chapter presents the methodology of applied research. The author follows the six-layered 

research onion approach (Figure 4) created by Saunders, Lewis, and Thornhill (2009). In the following 

sections, each layer is explored. The first section outlines the choice of research philosophy, the next sections 

elaborate on the research approach, research strategy, research techniques, time horizons, and techniques. 

The last sections constitute the structure of the online questionnaire, and the statistical tests used to analyze 

the results, validity, and reliability. Furthermore, the author presents the developed hypotheses based on the 

literature research and the conceptual model. 

 

Figure 4. The applied research onion. Source: adapted from Saunders et al., 2009 

 

3.1 Research Philosophy 
 

A research philosophy is a paradigm which defines how knowledge is developed and involves the main 

assumptions of how individuals perceive the world (Saunders et al., 2009). There are four dominant research 

philosophies: positivism, realism, interpretivism, and pragmatism (Saunders et al., 2009). The appropriate 

research philosophy depends on the specific research question(s) the researcher aims to answer. The author 

chooses positivism as the research philosophy for the purpose of the thesis. With this approach, the researcher 

is the independent observer and cannot influence facts (Saunders et al., 2009). According to Saunders et al. 

(2009), the goal is to use existing theories and develop hypotheses, test them and either confirm or reject them, 

which leads to further development of the theory. Hypotheses refer to the relationships between concepts which 

are tested during statistical analysis (Saunders et al., 2009). The author formulates the hypotheses and 
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subsequently tests them to research the most influencing factors of customer e-loyalty in the following study. 

 

The ontological and epistemological assumptions of the research philosophy should also be considered to 

answer the research question. The philosophy behind ontology is to analyze the nature of reality by considering 

what is real and exists (Blaikie, 2010). The author applies ontological assumptions of a cautious realist which 

sees reality as an independent existence which cannot be observed directly or accurately due to the 

imperfection in human senses (Blaikie, 2010). The philosophy behind epistemology is to analyze knowledge, 

and how researchers can gain and create it to find an appropriate description of the world (Blaikie, 2010). The 

author applies the epistemological assumption of falsificationism which proposes that “knowledge is produced 

by a process of trial and error in which theories are proposed and tested against empirical evidence” (Blaikie, 

2010, p. 94). This assumption also claims that knowledge is true if it not proved to be false. 

 

3.2 Research Approach 
 

The research approach is another essential point in the research methodology. Two approaches are used for 

reasoning: inductive and deductive (Saunders et al., 2009). Deduction implies that there is an intention to 

explain the causal relationship between variables (Saunders et al., 2009). Induction refers to collecting the data 

and developing a new theory (Saunders et al., 2009).  

 

The author applies the deductive research approach as the main objective of the thesis is to analyze the causal 

relationships between variables which result in customer e-loyalty of the online travel marketplace Withlocals. 

The author deduces the hypotheses from existing knowledge and theories (literature on customer e-loyalty, 

customer e-satisfaction, e-trust, customer perceived value, and e-service quality). The application of the 

deductive research approach requires collecting an appropriate amount of representative quantitative data 

(Saunders et al., 2009). Therefore, the author uses the online questionnaire as a form to collect quantitative 

data. The author tests the hypotheses based on data and results from the questionnaire, and either accepts or 

rejects them, depending on the findings.  

 

3.3 Research Strategy 
 

The research strategy is a plan of actions which gives directions on how the research should be conducted in 

order to answer the research question (Saunders et al., 2009). Furthermore, it contains details on how to collect 

data and what sources should be used. Saunders et al. (2009) emphasize that no one particular research strategy 
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is superior to any other.  

 

The aim of this thesis is not to discover new patterns or determinants influencing customer e-loyalty, but rather 

to test the hypotheses and determine the most influential factor. Following the deductive research approach 

(Saunders et al., 2009), the author chooses a self-administered online questionnaire as a form of the survey 

method for the quantitative part of the research. The questionnaire is used to collect data from users and predict 

the behavior of the larger group. The questionnaire is the most suitable research method as collecting a high 

number of structured and standardized data allows quantitative analysis (Saunders et al., 2009).  

 

3.3.1 Structure of the online questionnaire  
 

The author designed the online questionnaire using SurveyXact due to the ease of monitoring. The 

questionnaire is presented in Appendix 2. The questionnaire was structured with clear and unambiguous 

questions to avoid errors in responses. 

 

At the beginning of the online questionnaire, respondents were informed about the purpose of it. The first 

question was to ascertain if the respondent had been a customer of the website www.withlocals.com. If the 

answer to the question “Have you ever booked a travel experience using www.withlocals.com?” was “no”, 

then the questionnaire came to the end. If the participant answered “yes”, the questionnaire continued with 

further questions. Afterward, respondents were asked about the last time they had made a booking on 

www.withlocals.com. The following four questions asked to indicate gender, age, education, and income to 

understand the demographic profile of customers. 

 

The following five parts of the questionnaire consisted of 25 questions in total to measure the variables 

included in the theoretical framework (Table 8, p. 35). The abbreviations in the empirical research item column 

represent how the items have been coded in SPSS. LOY represents customer e-loyalty, CS – customer e-

satisfaction, CPV – customer perceived value, ET – e-trust, SQ – e-service quality, F- fulfillment, P – privacy, 

SA – system availability, EF – efficiency.  
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Factor Empirical research measure Supporting literature  

Customer  

e-loyalty (LOY) 

6. Www.withlocals.com is the best website to make a booking for travel activity. (LOY1) Anderson and Srinivasan (2003) 

7. I prefer this online travel marketplace above other online travel marketplaces. (LOY2) Ribbink et al. (2004) 

8. I intend to recommend this website to others and say positive things about it. (LOY3) Caruana (2002), Kassim and Abdullah 

(2010), Ribbink et al. (2004) 

9. I intend to continue using this online travel marketplace in the future. (LOY4) Ribbink et al. (2004) 

Customer  

e-satisfaction (CS) 

10. I am overall satisfied with the services Withlocals provides. (CS1) Caruana (2002), Ribbink et al. (2004) 

11. I am satisfied with the purchasing experience at this online travel marketplace. (CS2) Anderson and Srinivasan (2003), 

Szymanski and Hise (2000) 
12. I am satisfied with my decision to purchase particularly from this online travel 

marketplace. (CS3). 

Customer perceived 

value (CPV) 
13. Compared to alternative online travel marketplaces, the company's offers on this website 

are well priced. (CPV1) 
Parasuraman et al. (2005) 

14. The overall value I got from this online travel marketplace for my money and effort was 

very good. (CPV2) 

15. The travel experiences purchased at this online travel marketplace are worth the money 

paid. (CPV3) 

E-trust (ET) 16. Www.withlocals.com is reliable for online purchasing. (ET1) Anderson and Srinivasan (2003) 

17. I trust this online travel marketplace when giving my personal and credit card details. 

(ET2) 
Cyr et al. (2005), Ribbink et al. 2004 

18. I trust the information at the online travel marketplace is trustworthy and honest. (ET3) Cyr et al. (2005), Gefen et al. (2003) 
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E-

service 

quality 

(SQ) 

Fulfillment 

(F) 

19. I was informed quickly with an e-mail when the booking was fulfilled and about the total 

charges. (F1) 
Parasuraman et al. (2005) 

20. It is easy to track the experience I booked through this online travel marketplace. (F2) 

21. I received what I booked from this online travel marketplace. (F3) 

Privacy (P) 22. Www.withlocals.com has adequate security features to protect my information. (P1) 

23. This website does not share my personal information with others, without my permission. 

(P2) 

24. This company protects information about my web-shopping behavior. (P3) 

System 

availability 

(SA) 

25. Www.withlocals.com is always available for bookings, it launches and runs right away. 

(SA1) 

26. The website did not crash while booking the travel experience. (SA2) 

27. Pages at this website did not freeze after I entered my order information. (SA3) 

Efficiency 

(EF) 

28. It is easy to navigate at www.withlocals.com, simple to use and find what I need. (EF1) 

29. This website enables me to book the experience in an appropriate time. (EF2) 

30. Information at this website is well organized and clear. (EF3) 

Table 8. The research instrument. Source: prepared by the author 
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Choice of Likert scale. Based on the respondents' previous experience at www.withlocals.com, they were 

asked to indicate the level of agreement with statements, using 5-point Likert-type scale which ranges from 1 

(strongly disagree) to 5 (strongly agree) (Figure 5). 

 

Strongly disagree              Disagree                  Neutral                  Agree                  Strongly agree   

             1                                     2                            3                           4                                5              

Figure 5. The Likert scale. Source: prepared by the author 

 

3.4 Research Choice 
 

The fourth layer of the research onion appeals to the researcher's choice of qualitative and quantitative 

techniques. Saunders et al. (2009) have differentiated three choices of research: mono method, multi-method, 

and mixed methods. The author uses mono method research choice, as it adopts quantitative data collection 

procedures. Data collected from questionnaires are used to answer the research question by testing the 

hypotheses. 

 

3.5 Time Horizon 
 

The fifth layer of the research onion differentiates between two time horizons for research studies: cross- 

sectional and longitudinal studies (Saunders et al., 2009). Due to the time constraint, a cross-sectional study 

is applied in the thesis as the research is conducted at a certain time (Saunders et al., 2009). 

 

3.6 Data Collection and Analysis 

3.6.1 Data collection 
  

The author conducted the pre-test of the questionnaire with five respondents (the author and four colleagues) 

to ensure the smooth running of the questionnaire and appropriate and clear structure of questions. Also, the 

author established that the time needed to complete the questionnaire varied from 10 to 15 minutes. After the 

pilot testing, the author solved few minor problems, such as unclear, repetitive and complicated questions.  

 

The author chose non-probability sampling technique of convenience sampling. The author sent 250 personal 

messages to the members of Withlocals group on a social media platform Facebook. The messages contained 

http://www.withlocals.com/
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a short introduction and a hyperlink to the questionnaire. The questionnaire was live from 12th of February 

until 20th February. The respondents were not offered any prize or discount to encourage them to respond. By 

clicking the hyperlink, respondents were directed to the online questionnaire, which had a set of questions. 

The author received 188 responses, although 44 were partially completed which were excluded from further 

analysis. Thus, the final number of responses was 144, and the response rate was 57.6% which was used for 

the further analysis. As the questionnaire was conducted only once, it has no comparative value.  

 

3.6.2 Reliability and validity of the study 
 

The author assesses the adequacy of the measurement model by reliability, content validity, and construct 

validity (Saunders et al., 2009).  

 

The author performs reliability analysis to measure the consistency of the questionnaire (Field, 2009). 

Cronbach's coefficient alpha is used to indicate how well items measure the same issue (Field, 2009). The 

scale is considered to be reliable if the coefficient is 0.7 or higher (Field, 2009). A reliability analysis is 

presented in Chapter 4.3.1. 

 

Content validity ensures that the measurement device is adequate (Saunders et al., 2009). The questionnaire's 

items should be representative of the concept. The author ensures the validity of the questionnaire by careful 

and attentive literature review of definitions and items. Definitions for customer e-loyalty, customer e-

satisfaction, e-service quality, e-trust, and customer perceived value are based on the existing literature, thus, 

they present strong content validity. Table 8 (p. 35) has presented the questionnaire items and the supporting 

literature to ensure content validity.  

 

Construct validity refers to the extent to which a scale measures the variable of interest (Luarn & Lin, 2003). 

The author conducts principal components factor analysis with varimax rotation to investigate the distinctions 

among the constructs and guarantee convergent and discriminant validity (Chapter 4.3). 

 

3.6.3 Data analysis 
 

The author has analyzed the quantitative data by employing IBM SPSS Statistics 21.0 software. In Chapter 4, 

the author presents the demographic profile of respondents, and uses the following data analysis methods for 
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the purpose of the thesis: 

 Descriptive statistics. The author uses descriptive statistics to determine the means and standard deviations 

of each variable. 

 Correlation analysis. The author uses Spearman's rank correlation coefficient to determine the strength of 

the relationships between variables. 

 Multiple regression analysis. The author uses multiple regression to determine the overall fit of the model 

and the relative contribution of customer e-satisfaction, customer perceived value, e-trust, and e-service 

quality on customer e-loyalty. Moreover, the author uses multiple regression analysis to determine the 

contribution of customer perceived value and e-service quality on customer e-satisfaction.  

 

3.7 Hypotheses 
 

Based on the literature review, the author has formulated the hypotheses. Table 9 presents the hypotheses of 

the research and the supporting literature.  

 

H1: An increase in customer e-satisfaction has a positive and significant relationship with 

customer e-loyalty towards the e-company. 

Supporting literature: Anderson and Srinivasan (2003, 2011), Chang and Wang (2011), Collier 

and Bienstock (2006), Cronin et al. (2000), Devaraj et al. (2002), Kim et al. (2009), Luarn and Lin 

(2003), Ribbink et al. (2004), Shankar et al. (2003), Yang and Peterson (2004).  

H2(a): An increase in customer perceived value has a positive and significant relationship 

with customer e-loyalty towards the e-company. 

Supporting literature: Chang and Wang (2011), Luarn and Lin (2003), Parasuraman and Grewal 

(2000), Sirdeshmukh et al. (2002). 

H2(b): An increase in customer perceived value has a positive and significant relationship 

with customer e-satisfaction towards the e-company. 

Supporting literature: Chang and Wang (2011), Flint et al. (2011), Yang and Peterson (2004). 
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H3: An increase in e-trust has a positive and significant relationship with customer e-loyalty 

towards the e-company. 

Supporting literature: Gefen (2002), Kassim and Abdullah (2010), Luarn and Lin (2003), 

Reichheld and Schefter (2000), Ribbink et al. (2004), Singh and Sirdeshmukh (2000), Sirdeshmukh 

et al. (2002). 

H4(a): An increase in e-service quality has a positive and significant relationship with 

customer e-loyalty towards the e-company. 

Supporting literature: Cronin et al. (2000), Gefen (2002), Collier and Bienstock (2006). 

H4(b): An increase in e-service quality has a positive and significant relationship with 

customer e-satisfaction towards the e-company. 

Supporting literature: Bressolles et al. (2007), Caruana (2002), Chang and Wang (2011), Chang 

et al. (2009), Devaraj et al. (2002), Ribbink et al. (2004). 

Table 9. Summary of the hypotheses. Source: prepared by the author 

 

The author develops the conceptual model of the research (Figure 6). The model presents the relationships 

between the constructs: customer e-loyalty, customer e-satisfaction, e-trust, customer perceived value and e-

service quality.  

 

 

 

 

 

 

 

 

 

Figure 6. A conceptual model of the research. Source: prepared by the author 
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The chapter has presented the applied research methodology used in the thesis. In order to fulfill research 

objectives, the author chooses positivism as the research philosophy and deductive approach. Furthermore, 

the author presents the structure of the online questionnaire, data collection, and the statistical methods used 

for the data analysis. In addition, the author presents the proposed research hypotheses, their supporting 

references, and the conceptual model of the research. 

 

Chapter 4. Empirical Research Results 

 
This chapter presents the results of empirical research. First, the author presents the demographic 

characteristics of the sample, descriptive statistics of the variables, the reliability of the questionnaire, and 

principal component factor analysis. Furthermore, the author presents the correlation and multiple regression 

analysis. Based on the results, the author tests the hypotheses and presents the final model of customer e-

loyalty.   

 

4.1 Demographics and Description of the Sample Profile 
 

This subchapter presents the results of the online questionnaire. The author sent 250 personal messages to 

customers of Withlocals services on the social media platform, Facebook, with a request and link to complete 

the questionnaire. 144 fully completed responses were used for the further analysis, with a response rate of 

57.6%. 

 

Table 10 provides an overview of the sample demographics. At the beginning of the questionnaire, respondents 

indicated when they last booked a service from Withlocals. 45.14% of customers had purchased a service at 

Withlocals between 1 and 6 months ago, 37.5% of the respondents had purchased less than a month ago. 11.8% 

of respondents had booked a service between 6 and 12 months ago, and only 5.56% had booked a service 

longer than one year ago. The results indicate that the majority of respondents (82.64%) had booked a service 

up to 6 months ago. Therefore, the data can be considered to be up-to-date as they are based on recent 

experiences with the service provider. 
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Sample demographics (n=144) Frequency (%) 

When did you book a tour or activity at www.withlocals.com?  

Less than a month ago 45.14% 

Between 1 month and 6 months ago 37.5% 

Between 6 months and 12 months ago 11.8% 

Longer than 1 year ago 5.56% 

Gender  

Female 66.67% 

Male 33.33% 

Age  

<18 0% 

18-25 48.61% 

26-35 50.69% 

36-45 0.69% 

>46 0% 

Educational level  

High school degree 6.25% 

Bachelor degree 47.22% 

Master degree 43.75% 

Postgraduate degree 2.78% 

Monthly income  

<€1000 33.33% 

€1000 - €1999 46.53% 

€2000 - €2999 8.33% 

€3000 and more 11.8% 

Table 10. Sample demographics. Source: prepared by the author 

 

Furthermore, the results illustrate a disbalance of gender, with 66.67% of females, and 33.33% of males (Table 

10). The majority of respondents are either 18-25 years old (48.61%) or 26-35 years old (50.69%). The author 

notices that respondents mostly belong to “Millennials generation” (“Generation Y”), those born between 

1981 and 1999 (Bolton et al., 2013). According to Hoffmann (2014), “millennials” rely heavily on technology 

and are early adopters of it. The author proposes that the high response rate of the “millennials” is due to their 

extensive use of Facebook social media platform which was used for distributing the online questionnaire.  

http://www.withlocals.com/
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Corresponding to the education distribution, 6.25% of respondents have a high school degree while 47.22% 

have a bachelor degree, 43.75% have a master degree, and 2.78% have a postgraduate degree (Table 10). 

33.33% of respondents have a net monthly income of less than €1000, 46.53% have income between €1000 

and €1999, and only 8.33% have income of €2000 - €2999, and 11.8% of €3000 and more (Table 10).  

 

Overall, the results have indicated that the respondents had been recent customers of Withlocals because 

82.64% of respondents had booked a service up to 6 months ago. Furthermore, the majority of respondents 

(99.3%) belong to “Millennials generation”. The results of the questionnaire demonstrate that those with a 

high income and a university degree are the main users of the online company Withlocals. 

 

 

4.2 Descriptive Statistics 
 

First, the overview of the data is required before conducting a statistical analysis. Table 11 presents the 

descriptive statistics of the variables. The respondents were asked to evaluate the items with the Likert scale 

within the range from 1 (strongly disagree) to 5 (strongly agree). All variables have a maximum score of 5.00. 

Customer e-loyalty, customer perceived value, e-trust, and e-service quality have a minimum score of 1.00, 

and the lowest score of e-satisfaction is 2.00.  

 

The author calculates mean scores by counting the average for each variable. Table 11 also presents the mean 

scores which vary in the scale from 3 to above 4. E-trust has the highest mean score of 4.1042, customer e-

loyalty has the lowest mean of 3.7556. In this research, e-service quality consists of fulfillment, privacy, system 

availability and efficiency, and this variable has a mean score of 4.0052. The detailed descriptive statistics of 

the variables are provided in Appendix 3.  
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Variable Number of 

items 

Minimum Maximum Mean Standard 

deviation 

Customer e-loyalty 4 1.00 5.00 3.7556 0.71876 

Customer e-satisfaction 3 2.00 5.00 3.9549 0.53354 

Customer perceived 

value 

3 1.00 5.00 3.8507 0.56895 

E-trust 3 1.00 5.00 4.1042 0.62404 

E-service quality 12 1.00 5.00 4.0052 0.45999 

Table 11. Descriptive statistics of the variables. Source: prepared by the author 

 

4.3. Measurement Model Results 

 

4.3.1. Reliability 
 

Reliability assesses if the questionnaire “consistently reflects the construct that it is measuring” (Field 2009, 

p.673). The author uses Cronbach's α test to evaluate the reliability of the scale used in the questionnaire. The 

Cronbach's α coefficient assesses the internal consistency of the items, which is considered to be acceptable 

if it is above 0.7 (Field, 2009). 

 

Table 12 presents Cronbach's α coefficients for each variable (customer e-loyalty, customer e-satisfaction, 

customer perceived value, e-trust, and e-service quality). Cronbach's α coefficient for the questionnaire is 

0.933. Thus, the items of the questionnaire have a relatively high level of internal consistency. Each variable 

has a Cronbach's α coefficient above 0.7; this indicates that the items for each variable measure the same 

construct. Therefore, the author considers the scales to be reliable. 
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Variable The Cronbach's α coefficient 

Customer e-loyalty 0.901 

Customer e-satisfaction 0.818 

Customer perceived value 0.801 

E-trust 0.868 

E-service quality 0.802 

Table 12. Reliability of the questionnaire (Cronbach's α coefficients). Source: prepared by the author 

 

4.3.2 Construct validity 
 

The author conducts the principal component analysis (PCA) with varimax rotation to ensure construct 

validity in terms of convergent and discriminant validity (Luarn & Lin, 2003). The author aims to determine 

the distinctions among customer e-loyalty, customer e-satisfaction, e-trust, customer perceived value and e-

service quality. The author uses Kaiser-Meyer-Olkin (KMO) measure to justify the adequacy of the sample 

and Bartlett's Sphericity test to verify whether there are significant correlations between variables (Field, 

2009). Table 13 presents the outcome of KMO and Bartlett's test. In this study, the KMO value is 0.824 which 

is considered to be a great value (Field, 2009). Bartlett's Sphericity test is highly significant (p<0.05), indicating 

that there are significant correlations among variables. Since KMO value is great and Bartlett's test is 

significant, it is appropriate to perform a factor analysis. 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .824 

Bartlett's Test of Sphericity 

Approx. Chi-Square 289.241 

Df 10 

Sig. .000 

Table 13. KMO and Bartlett's Test. Source: prepared by the author 

 

Table 14 (p. 46) presents principal component factor analysis results. The five variables have emerged with no 

cross-construct value loadings above 0.5, and it indicates good discriminant validity. Furthermore, factor 

loadings exceed 0.5 for each construct, and it presents convergent validity. The results confirm that each 

construct is unidimensional and distinct (Luarn & Lin, 2003). All items of each construct are used to load to a 
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single factor.  

 

Scale items LOY CS CPV ET SQ 

LOY1 0.680     

LOY4 0.666     

LOY2 0.598     

LOY3 0.565     

CS3  0.675    

CS1  0.602    

CS2  0.599    

CPV1   0.750   

CPV3   0.646   

CPV2   0.566   

ET1    0.755  

ET2    0.667  

ET3    0.652  

SQ3     0.617 

SQ1     0.584 

SQ2     0.538 

SQ4     0.522 

Table 14. Factor analysis results: Principal component extraction. Source: prepared by the author 

 

The author has chosen the E-S-QUAL scale by Parasuraman et al. (2005) to evaluate e-service quality. The 

scale consists of four sub-scales: efficiency, fulfillment, system availability, and privacy (12 items). The author 

conducts the principal component analysis (PCA) with varimax rotation to investigate whether the e-service 

quality items can be combined into the expected dimension of e-service quality (Field, 2009). The results of 

E-S-QUAL scale measurement are provided in Appendix 4. KMO value is 0.717 which is considered to be a 

good value (Fields, 2009). Bartlett's Test of Sphericity is highly significant (p-value<0.05), indicating that there 

are significant correlations among variables. Since KMO value is good and Bartlett's Test is significant, it is 

appropriate to perform factor analysis. According to the scree plot in Appendix 4, one factor on the left of the 

elbow confirms that 12 items can be summarized into one quality scale. For the purpose of the study, four 

dimensions of e-service quality concept (fulfillment, system availability, privacy, and efficiency) have been 

integrated into the concept of e-service quality. 
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4.4 Correlation Analysis 
 

In order to test the relationships between the variables, the author performs correlation analysis. A correlation 

coefficient measures how strongly two variables relate to each other (Field, 2009). The author creates a 

Spearman's Correlation matrix to test the relationship and significance of the relationship between customer 

e-loyalty, e-service quality, customer e-satisfaction, e-trust, and customer perceived value. The author chooses 

Spearman's rank correlation coefficient because of the non-normal distribution of the variables based on a 

Shapiro-Wilk test (Appendix 5, p-value<0.05). Table 15 presents correlation coefficients between variables.  

 

Variable Customer e-

loyalty 

Customer             

e-satisfaction 

Customer 

perceived 

value 

E-trust E-service 

quality 

Customer e-loyalty 1.00 0.760** 0.493** 0.797** 0.509** 

Customer e-satisfaction 0.760** 1.000 0.506** 0.486** 0.524** 

Customer perceived value 0.493** 0.506** 1.000 0.470** 0.532** 

E-trust 0.797** 0.486** 0.470** 1.000 0.629** 

E-service quality 0.509** 0.524** 0.532** 0.629 1.000 

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

Table 15. Spearman's rank correlation coefficients. Source: prepared by the author 

 

Results from Table 15 indicate that all correlations are positive, significant, and supported at the p<0.01 level. 

The correlation values vary from moderate (R=0.493) to a high correlation strength (R=0.797), and the 

relationships between variables vary from significant to a strong relationship (Cohen et al., 2003). The author 

notices the highest correlation between e-trust and customer e-loyalty (R=0.797), these variables have a strong 

relationship. The lowest correlation is between e-trust and customer perceived value (R=0.470).  

 

The dependent variable customer e-loyalty is found to have a moderate correlation with customer perceived 

value (R=0.493) and e-service quality (R=0.509). This indicates the significant relationship between these 

variables. The author notes a high correlation between customer e-loyalty and customer e-satisfaction 

(R=0.760), and between customer e-loyalty and e-trust (R=0.797). This indicates the strong relationship 

between these variables. In general, the dependent variable customer e-loyalty has either a strong, or a 

significant relationship with all independent variables. 



48 

 

 

Customer e-satisfaction has a moderate correlation with other independent variables: customer perceived value 

(R=0.506), e-trust (R=0.486), and e-service quality (R=0.524). This indicates the significant relationship 

between these variables. Customer perceived value has a moderate correlation with e-trust (R=0.470), and e-

service quality (R=0.532). E-trust has a significant relationship with e-service quality (R=0.629).  

 

Correlation analysis has presented that significant and positive relationships exist between all variables. The 

dependent variable customer e-loyalty has a strong relationship with customer e-satisfaction and e-trust, and 

a significant relationship with customer perceived value and e-service quality.  

 

4.5. Regression Analysis 
 

The author performs a multiple regression analysis to determine the relationship between dependent variable 

(customer e-loyalty) and independent variables (customer e-satisfaction, e-trust, customer perceived value and 

e-service quality). The author measures the effect of customer e-satisfaction, customer perceived value, e-trust, 

and e-service quality on customer e-loyalty. The author conducts a second multiple regression analysis to 

determine the relationship between dependent variable (customer e-loyalty) and independent variables 

customer e-satisfaction and e-trust. Furthermore, the author performs the third multiple regression analysis to 

determine the relationship between customer e-satisfaction and customer perceived value, and e-service 

quality. 

 

4.5.1 Regression analysis for customer e-loyalty  
 

First, the author presents a multiple regression analysis for customer e-loyalty and independent variables: 

customer e-satisfaction, e-trust, customer perceived value and e-service quality. Table 16 presents the summary 

of the model and provides the R2. The value of R2 is 0.321, and it is a coefficient of multiple determination. 

The coefficient indicates that the independent variables (customer e-satisfaction, e-trust, customer perceived 

value and e-service quality) can account for 32.1% of the variation in the dependent variable of customer e-

loyalty (Field, 2009). It indicates that 67.9% of the variation in customer e-loyalty cannot be explained by 

customer e-satisfaction, customer perceived value, e-trust and e-service quality. Moreover, Durbin-Watson 

statistic is 1.934, and it indicates that there is the independence of errors (residuals) (Field, 2009).  
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Model summaryb 

 R R Square Adjusted R Square Durbin-Watson 

Model 0.566a 0.321 0.301 1.934 

a. Predictors: Constant, Customer e-satisfaction, E-trust, Customer perceived value, E-service quality 

b. Dependent variable: Customer e-loyalty 

Table 16. Model summary. Source: prepared by the author 

 

ANOVA output (Appendix 6) indicates whether the entire model is a significant fit of the data overall or not 

(Field, 2009, p. 237). The result of the model is as follows: F(4, 139)=16.409, p-value <0.05. The model is a 

highly significant fit for the overall data, and there is at least one predictor variable which influences 

the outcome variable. However, ANOVA does not provide information about the contribution of each 

variable. Table 17 presents the dependence of customer e-loyalty and independent variables: customer e-

satisfaction, customer perceived value, e-trust and e-service quality. It also presents the B coefficient and 

significance level of each independent variable. The B coefficient indicates the contribution of each variable 

in explaining variance (Field, 2009). In addition, Table 17 provides collinearity statistics with VIF and 

tolerance values. All VIF values of independent variables are acceptable since they are all below 10, and 

tolerance values are above 0.1 (Field, 2009). Thus, the multicollinearity issue is avoided. 

 

Variable Unstandardized Coefficients Standardized 

coefficients 

 

T 

 

Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

(Constant) 0.173 0.471  0.367 0.714   

CS 0.328 0.123 0.243 2.668 0.009 0.587 1.704 

CPV 0.157 0.116 0.136 1.356 0.177 0.539 1.855 

ET 0.257 0.120 0.203 2.133 0.035 0.486 2.059 

SQ 0.164 0.169 0.105 0.966 0.336 0.417 2.400 

Table 17. Linear regression. The relationship between customer e-loyalty and independent variables. 

Source: prepared by the author 

 

According to the results in Table 17, the author notices that customer perceived value has a significance level 
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of 0.177 (p-value>0.05) and e-service quality has a significance level of 0.336 (p-value>0.05). It refers to the 

fact that these two independent variables are not significant for the outcome variable customer e-loyalty (p-

value>0.05). In Appendix 7, the author provides a multiple regression of customer e-loyalty and e-service 

quality with 4 dimensions: fulfillment, privacy, system availability, and efficiency. Only privacy dimension is 

considered to be statistically significant (p-value<0.05). Since the author analyzes e-service quality as a single 

variable, it is excluded from the further multiple regression analysis. The author discusses this in the Chapter 

5.1.4. The author excludes e-service quality and customer perceived value variables, and performs a new 

multiple regression with two independent variables (customer e-satisfaction and e-trust). The results are 

provided in the next subchapter.  

 

4.5.2 Regression analysis for customer e-loyalty, customer e-satisfaction, and e-trust 

 

The author conducts a new multiple regression analysis of customer e-loyalty and independent variables 

(customer e-satisfaction and e-trust). The model summary is provided in Table 18. The value of R2 is 0.291. 

The coefficient indicates that independent variables (customer e-satisfaction and e-trust) can account for 29.1% 

of the variation in the dependent variable of customer e-loyalty (Field, 2009). It indicates that 70.9% of the 

variation in customer e-loyalty cannot be explained by customer e-satisfaction and e-trust. The result of the 

ANOVA model (Appendix 6) is as follows: F(2,141)=28.981, p-value<0.05. The model is highly significant 

fit of the data overall, and there is at least one predictor variable which influences the outcome variable. 

Furthermore, Durbin-Watson statistic is 1.896, and it indicates that there is the independence of errors 

(residuals) (Field, 2009).  

 

Model summaryb 

 R R Square Adjusted R Square Durbin-Watson 

Model 0.540a 0.291 0.281 1.896 

a. Predictors: Constant, Customer e-satisfaction, E-trust 

b. Dependent variable: Customer e-loyalty 

Table 18. Model summary. Source: prepared by the author 

 

Table 19 presents the relationship model between customer e-loyalty and independent variables: customer e-

satisfaction and e-trust. Both independent variables are significant for the model (p-value<0.05), and they 

both significantly predict the outcome variable (Field, 2009). The B-value determines the gradient of the 
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regression line (Field, 2009). Moreover, the B-value indicates “to what degree each predictor affects the 

outcome if the effects of all other predictors are held constant” (Field 2009, p. 238). If the B-value is positive, 

then there is a positive relationship between the independent and dependent variables (Field 2009). There are 

no negative B-values in this linear regression model, thus, there is no negative relationship. B-value also 

indicates that if customer e-satisfaction increases by one unit, customer e-loyalty increases by 0.42 units. B-

value of e-trust determines that if it increases by one unit, customer e-loyalty increases by 0.371 (Field, 2009). 

In addition, Table 19 provides collinearity statistics with VIF and tolerance values. All VIF values of 

independent variables are acceptable since they are all below 10, and tolerance values are above 0.1 (Field, 

2009). Thus, the multicollinearity issue is avoided. 

 

 

Variable 

Unstandardized 

Coefficients 

Standardized 

coefficients 

 

T 

 

Sig. 

Collinearity 

statistics 

B Std. Error Beta Tolerance VIF 

(Constant) 0.669 0.410  1.633 0.105   

CS 0.420 0.119 0.311 3.540 0.001 0.649 1.541 

ET 0.371 0.111 0.293 3.333 0.001 0.649 1.541 

Table 19. Linear regression. The relationship between customer e-loyalty and independent variables. 

Source: prepared by the author 

 

According to Field (2009, p. 210), the equation of multiple regression is as follows: 

Yi = (b0 + b1Xi1 + b2Xi2 + ... + bnXin ) + ɛi 

Yi - the outcome variable, bo - the constant, b1 - the coefficient of the first predictor X1, b2 - the coefficient of 

the second predictor X2, ɛi - the difference between the predicted and observed value of Y (Field 2009, p. 210). 

 

The equation of multiple regression for customer e-loyalty is as follows: 

LOY = b0 + b1** CS+ b2 * ET + ɛi, customer e-loyalty is coded to LOY, customer e-satisfaction – CS, and e-

trust – ET.  

According to the data in Table 19, the final equation for customer e-loyalty is as follows: 

LOY = 0.669 + 0.42 * CS + 0.371 * ET + ɛi 
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ß coefficient (beta value) provides “a better insight into the importance of a predictor in the model” (Field, 

2009, p.239). The standardized beta value for customer e-satisfaction is 0.311, and 0.293 for customer e-trust. 

The independent variable customer e-satisfaction has the strongest (ß coefficient=0.311, p-value<0.05) effect 

on the dependent variable customer e-loyalty. Furthermore, e-trust has a strong effect (ß coefficient=0.293, p-

value<0.05) on customer e-loyalty. The author discusses these relationships further in the following chapter, 

Discussion and Managerial Implications. 

 

4.5.3 Regression analysis for customer e-satisfaction  

 
Furthermore, the author presents a multiple regression analysis for customer e-satisfaction and independent 

variables: customer perceived value and e-service quality. Table 20 presents the summary of the model and 

provides the value of R2 of 0.405. The coefficient indicates that independent variables (customer perceived 

value and e-service quality) can account for 40.5% of the variation in the dependent variable of customer e-

loyalty (Field, 2009). It indicates that 59.5% of the variation in customer e-satisfaction cannot be explained by 

customer perceived value and e-service quality. Furthermore, Durbin-Watson statistic is 1.861, and it indicates 

that there is the independence of errors (residuals) (Field, 2009).  

 

Model summaryb 

 R R Square Adjusted R Square Durbin-Watson 

Model 0.636a 0.405 0.396 1.861 

a. Predictors: Constant, Customer perceived value, E-service quality 

b. Dependent variable: Customer e- satisfaction 

Table 20. Model summary. Source: prepared by the author 

 

The result of ANOVA model (Appendix 6) is as follows: F(2,141)=47.896, p-value<0.05. The model is highly 

significant fit of the data overall, and there is at least one predictor variable which has influence on the outcome 

variable. Table 21 presents the relationship model between customer e-satisfaction and independent variables: 

customer perceived value and e-service quality. The B-values indicate that both independent variables 

customer perceived value and e-service quality have a positive and significant effect on dependent variable 

customer e-satisfaction (p-value<0.05). According to ß coefficients, customer perceived value has a strong 

impact of 0.423, and e-service quality – 0.287. The author discusses these relationships further in the 

Discussion part. In addition, Table 21 provides collinearity statistics with VIF and tolerance values. All VIF 
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values of independent variables are acceptable since they are all below 10, and tolerance values are above 0.1 

(Field, 2009). Thus, the multicollinearity issue is avoided. 

 

Variable Unstandardized 

Coefficients 

Standardized 

coefficients 

 

T 

 

Sig. 

Collinearity Statistics 

B Std. 

Error 

Beta Tolerance VIF 

(Constant) 1.095 0.312  3.514 0.001   

CPV 0.396 0.076 0.423 5.241 0.000 0.650 1.539 

SQ 0.333 0.094 0.287 3.561 0.001 0.650 1.539 

Table 21. Linear regression. The relationship between customer e-satisfaction and independent variables. 

Source: prepared by the author 

 

The author has found that customer perceived value and e-service quality are not significant variables for 

customer e-loyalty (p-value>0.05). Customer e-satisfaction and e-trust have a positive and significant 

relationship with customer e-loyalty (p-value<0.05). Thus, the author conducted a second multiple regression 

analysis of significant independent variables customer e-satisfaction, e-trust, and dependent variable customer 

e-loyalty. The results have shown that customer e-satisfaction has the strongest impact on customer e-loyalty 

(ß coefficient=0.311, p-value<0.05). The third multiple regression analysis has provided results of customer 

e-satisfaction as dependent variable and e-service quality and customer perceived value as independent 

variables. The analysis has revealed that customer perceived value and e-service quality have a positive and 

significant effect on customer e-satisfaction. 

 

4.6 Hypotheses Testing and Final Model 

 

Figure 7 illustrates the final linear regression relationship model which demonstrates that two independent 

variables, customer e-satisfaction and e-trust, have a significant effect on customer e-loyalty, whereas customer 

perceived value and e-service quality do not have a significant effect in this research. ß values present the 

impact of independent variables on the outcome variable. Moreover, Figure 7 presents that customer perceived 

value and e-service quality have a significant and positive effect on customer e-satisfaction.  
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Figure 7. The final model of the research. Source: prepared by the author 

 

                 Indicates significant relationship (p-value < 0.05) 

                 Indicates insignificant relationship (p-value > 0.05) 

 

Table 22 presents the results of the hypotheses outlined at the beginning of the study. They are either accepted 

or rejected after the empirical analysis. The author accepts hypotheses that an increase in customer e-

satisfaction and e-trust has a positive relationship with customer e-loyalty towards a website. However, the 

author rejects the hypotheses that an increase in customer perceived value and e-service quality has a positive 

relationship with customer e-loyalty towards a website. In addition, the author accepts the hypotheses that 

increase in customer perceived value and e-service quality has a significant and positive relationship with 

customer e-satisfaction towards the e-company.  

 

 

 

Hypotheses Result 

H1: An increase in customer e-satisfaction has a positive 

and significant relationship with customer e-loyalty 

towards the e-company. 

Accepted (B-value=0.420, p-value<0.05) 

Customer  

e-loyalty 

R2=0.291 

Customer  

e-satisfaction 

R2=0.405 

E-trust 

E-service  

quality 

Customer 

perceived 

value 

ß value 

0.311 

ß value 

0.293 

ß value 

0.423 

ß value 

0.287 
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H2(a): An increase in customer perceived value has a 

positive and significant relationship with customer e-

loyalty towards the e-company. 

Rejected (p-value>0.05) 

H2(b): An increase in customer perceived value has a 

positive and significant relationship with customer e-

satisfaction towards the e-company. 

Accepted (B-value=0.396, p-value<0.05) 

H3: An increase in e-trust has a positive and significant 

relationship with customer e-loyalty towards the e-

company. 

Accepted (B-value=0.371, p-value<0.05) 

H4(a): An increase in e-service quality has a positive and 

significant relationship with customer e-loyalty towards 

the e-company. 

Rejected (p-value>0.05) 

H4(b): An increase in e-service quality has a positive and 

significant relationship with customer e-satisfaction 

towards the e-company. 

Accepted (B-value=0.333, p-value<0.05) 

Table 22. Results of research hypotheses. Source: prepared by the author 

 

The chapter has presented the results of the empirical research. The author has performed a correlation and 

regression analysis to determine the most influential factor of customer e-loyalty. Overall, the results have 

revealed that: 

 Customer e-satisfaction and e-trust have a positive and significant relationship with customer e-loyalty 

towards the e-company.  

 Customer e-satisfaction has the strongest impact on customer e-loyalty (ß coefficient=0.311). 

 Customer perceived value and e-service quality do not have a significant impact on customer e-loyalty (p-

value>0.05).  

 Customer perceived value and e-service quality have a significant and positive effect on customer e-

satisfaction (p-value<0.05). 

 The author discusses the results of each factor relationship with customer e-loyalty the following chapter. 
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Chapter 5. Discussion and Managerial Implications 

 

The author compares and discusses the results with the existing literature on customer e-loyalty and its factors. 

Further, the author provides managerial implications based on the findings of the study. The findings have a 

practical value for other online companies in focusing on factors for customer e-loyalty. The author also 

provides limitations of the study and implications for future research.  

 

5.1 Discussion of Empirical Research Results   
 

The results of the empirical research provide information about customer e-loyalty and its relationship with 

customer e-satisfaction, customer perceived value, e-trust and e-service quality. Furthermore, it reveals 

customer perceived value and e-service quality impact on customer e-satisfaction. The research contributes to 

the current knowledge of concepts in the online environment. In chapter 4.5.1, the author has performed a 

multiple regression analysis for customer e-loyalty as the dependent variable and customer e-satisfaction, 

customer perceived value, e-trust and e-service quality as independent variables. The results illustrate that only 

customer e-satisfaction and e-trust have a significant impact on customer e-loyalty (p-value<0.05), whereas 

customer perceived value and e-service quality are not significant predictors of customer e-loyalty (p-

value>0.05). The author has rejected the hypotheses that an increase in customer perceived value and e-service 

quality has a positive relationship with customer e-loyalty towards a website. 

 

The author has performed a new multiple regression analysis for customer e-loyalty (dependent variable), and 

customer e-satisfaction and e-trust as independent variables in Chapter 4.5.2. The results have revealed that 

both predictor variables have a significant impact on the outcome variable of customer e-loyalty (p-

value<0.05). Moreover, the results have proved that customer e-satisfaction has the highest impact on customer 

e-loyalty (ß coefficient=0.311). Overall, the research results confirm the significant relationships between 

customer e-loyalty and customer e-satisfaction, and between customer e-loyalty and e-trust. In the third 

regression analysis, the author has proved that customer perceived value and e-service quality have a 

significant impact on customer e-satisfaction. In the following subchapters, the author discusses the results of 

each variable contribution to customer e-loyalty and customer e-satisfaction comparing this to the literature 

review.  
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5.1.1 Relationship between customer e-loyalty and customer e-satisfaction 
 

The author discusses the relationship between customer e-satisfaction relationship and customer e-loyalty in 

the context of the present literature. The high correlation between customer e-loyalty and customer e-

satisfaction has revealed the strong relationship between the two (R=0.76). The multiple regression analysis in 

Chapter 4.5.1 has presented a significant and positive effect of customer e-satisfaction on customer e-loyalty 

(B coefficient=0.328, p-value<0.05). In Chapter 4.5.2, the author performed a new multiple regression and 

confirmed that customer e-satisfaction has a significant and positive relationship with customer e-loyalty 

(B coefficient=0.42, p-value<0.05), and is the strongest predictor of customer e-loyalty (ß coefficient=0.311). 

The author has confirmed the hypothesis that an increase in customer e-satisfaction has a positive relationship 

with customer e-loyalty towards the e-company. From the results of the empirical research, it can be argued 

that the more satisfied customers are with the e-tailer, the more likely they will become loyal and purchase 

again from the company. 

 

The results are consistent with the findings of Anderson and Srinivasan (2003, 2011), Kim et al. (2009), 

Ribbink et al. (2004), Yang and Peterson (2004), Chang et al. (2009), Devaraj et al. (2002). Researchers have 

concluded that customer e-satisfaction positively affects customer e-loyalty. Shankar et al. (2003) claim that 

the relationship between customer loyalty and satisfaction is even stronger online than offline. Customers have 

more alternatives to choose, and the costs are lower (Shankar et al., 2004). Since the author performed the 

research in the online company, it can not be compared if this relationship is stronger in the online or offline 

environment.  

 

The positive and direct relationship between customer e-satisfaction and customer e-loyalty supports the 

research of Luarn and Lin (2003) regarding customers' attitude towards online vendors. According to Anderson 

and Srinivasan (2003), customer e-loyalty can be generated by constantly satisfying the customer. Continuous 

implementation of customer e-satisfaction creates a long-term relationship between the company and the 

customer. In doing so, loyal customers can bring steady income for the company, which can lead to the long-

term profitability of the company. Moreover, Anderson and Srinivasan (2003) claim that satisfied customers 

are more likely to spread positive word-of-mouth. This is highly valuable in the online environment through 

social media channels such as Facebook, Twitter, LinkedIn, and Instagram. Positive word-of-mouth can reach 

a greater number of potential customers. Loyal customers can attract new customers for the company and 

increase its customer base. The results have revealed that majority of respondents belong to Generation Y, who 

are the active users of social media (Hoffmann, 2014). Therefore, if customers of Withlocals are satisfied with 

the purchasing experience, they are more likely to spread positive word-of-mouth on social media channels 
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and attract new customers.  

5.1.2 Relationship between customer e-loyalty and customer perceived value 
 

In the empirical research, the author noted that customer perceived value does not have a significant influence 

on customer e-loyalty towards online travel marketplace (p-value>0.05). In addition, the correlation between 

customer perceived value and customer e-loyalty is only moderate (R=0.493). The author excluded the 

customer perceived value as a factor of customer e-loyalty from further analysis. The author also rejected the 

hypothesis that an increase in customer perceived value has a positive and significant relationship with 

customer e-loyalty towards the e-company. 

 

The absence of a relationship between customer perceived value and customer e-loyalty contradicts the 

findings of researchers who claim that customer perceived value and customer e-loyalty are positively related. 

For instance, Dodds et al. (1991) argue that the perceived value directly affects the willingness to repurchase. 

Khalifa (2004) explains that customer e-loyalty and profits are highly linked to the value which is created for 

them, and customers are loyal to e-tailers as long as they feel that they receive the best value. Moreover, 

Sirdeshmukh et al. (2002), Chang and Wang (2011), Luarn and Lin (2003), Parasuraman and Grewal (2000) 

have proved that customer perceived value is one of the main determinants of customer e-loyalty in the e-

service context. However, empirical research in the online travel marketplace rejected this initial observation.  

 

Moreover, the discrepancy of findings can be industry specific. In the travel industry, customers may hive 

higher incomes and may not perceive price as the most important aspect of the service. The results have shown 

that majority of respondents (46.53%) have high income between €1000 and €1999. Therefore, customers 

might not perceive value as much as they would do with lower income. Also, there can be differences in what 

managers think customers value and what customers actually value (Parasuraman et al., 2005, as cited in 

Woodruff, 1997). Therefore, companies can misinterpret how to deliver value to the customers (Woodruff, 

1997).  

 

However, the author notes that researchers have also analyzed the indirect relationship between customer 

perceived value and customer e-loyalty through customer e-satisfaction. Therefore, the author has 

performed a new multiple regression analysis to research the relationship. The findings present that customer 

perceived value has a significant (p-value<0.05) and positive (B value=0.396) relationship with customer e-

satisfaction. Also, correlation analysis has proved a significant relationship (R=0.506) between variables. The 

author has accepted the hypothesis that an increase in customer perceived value has a positive and significant 
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relationship with customer e-loyalty towards the e-company.  

 

The results of the research match with other authors' findings that customer perceived value is the factor of 

customer e-satisfaction (Chang & Wang, 2011; Yang & Peterson, 2004). Yang and Peterson (2004) claim that 

the company should enhance customer perceived value first in order to increase customer satisfaction. In the 

electronic environment, people can compare the prices and offers easily, the searching costs are reduced 

(Anderson & Srinivasan, 2003), and they can choose the most attractive option. The customers feel satisfied 

if they receive the benefits for the price they pay (Chang & Wang, 2011). The findings apply to Withlocals 

case, as if customers feel they receive the value for the money they pay, they feel satisfied. Otherwise, if the 

price is too high for the value the customers get, they do not feel satisfied.  

 

5.1.3 Relationship between customer e-loyalty and e-trust 
 

After the empirical research, the author noted that e-trust has a significant influence on customer e-loyalty (p-

value<0.05). The high correlation between e-trust and customer e-loyalty reveals the strong relationship 

between the two (R=0.797). The author performed two multiple regression analyses, and both presented a 

significant and positive effect of e-trust on customer e-loyalty (B-value=0.371, p-value<0.05). The author also 

established that e-trust is a strong predictor of customer e-loyalty (ß coefficient=0.293). The author has 

accepted the hypothesis that an increase in e-trust has a positive relationship with customer e-loyalty towards 

a website. 

 

The results of the research have supported the findings by other authors who claim that e-trust has a positive 

effect on customer e-loyalty (Flavian et al., 2006; Luarn & Lin 2003; Reichheld & Schefter, 2000; Ribbink et 

al., 2004). Previous studies reveal that trust has a significant influence on creating loyalty in both online (Park 

& Kim, 2003) and offline (Singh & Sirdeshmukh, 2000; Sirdeshmukh et al., 2002) environments.  

 

In the online environment, particularly, where the risk is higher than the offline environment, it is even more 

important to gain trust (Reichheld & Schefter, 2000). Cyr et al. (2007) note that online purchasing lacks human 

warmth and sociability as it is more impersonal and automated. If the e-vendor manages to reduce uncertainty 

in online transactions, customers can find the company reliable, and they will be willing to repurchase. E-trust 

guarantees that the company will provide an appropriate service. Otherwise, if the customer lacks trust in the 

company, he or she will not continue to purchase from the website again (Ribbink et al., 2004; Reichheld and 



60 

 

Schefter, 2000), and this can lead to economic failure for e-vendor (Corbitt et al., 2003). Ribbink et al. (2004) 

have researched the trust in online stores and revealed that e-trust has a direct effect on customer e-loyalty, but 

the effect is lower than customer e-satisfaction which coincides with the results of the author's research in the 

online travel marketplace. 

 

In Withlocals case, bookings are made online. Customers choose tours, activities, or dinners based on 

descriptions of offers on the website. Customers do not interact with the company and staff in the same way 

as in the traditional environment. Customers must provide personal information, payment, and credit card 

details; thus, trust is highly important. If the customer trusts the company and its offers, the risk of uncertainty 

is reduced. If the company is reliable with its offers, there is a greater likelihood of increasing customer e-

loyalty and repetitive purchasing. 

 

5.1.4 Relationship between customer e-loyalty and e-service quality  
 

After the empirical research, the author noted that e-service quality does not have a significant effect on 

customer e-loyalty (p-value>0.05). In addition, the correlation between these two variables is only moderate 

(R=0.509). A more detailed multiple regression analysis (Appendix 7) of e-service quality dimensions explains 

why the impact of e-service quality on customer e-loyalty is rather weak. Only one e-service quality dimension, 

privacy, is determined to have a significant and positive effect on customer e-loyalty (B coefficient=0.215, p-

value<0.05). The finding can be related to the fact that if the customer feels safe about providing his or her 

private information on the website, it is more likely that he or she will repurchase. Other dimensions of e-

service quality, fulfillment, system availability, and efficiency were not found to affect customer e-loyalty 

significantly (p-value>0.05). The author has rejected the hypothesis that an increase in e-service quality has a 

significant and positive relationship with customer e-loyalty towards e-company. 

 

The results of the empirical research are not consistent with other researchers' findings regarding the impact 

of e-service quality on customer e-loyalty. E-service quality is considered to cause customer e-loyalty directly 

(Chang et al., 2009; Cronin et al., 2000; Devaraj et al., 2002; Gefen, 2002; Huang, 2008; Kim et al., 2006; 

Srinivasan et al., 2002). However, several researchers argue that e-service quality is a factor of customer e-

satisfaction (Caruana, 2002; Szymanski & Hise, 2000). In the research of online retail store, Chang and Wang 

(2011) have agreed that e-service quality does not have a significant effect on customer e-loyalty, but it 

influences through customer e-satisfaction.  
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The author has also checked the hypothesis of e-service quality positive and significant effect on customer e-

satisfaction. The correlation analysis has shown a significant relationship between two variables (R=0.524). 

The author has revealed a positive and significant effect of e-service quality on customer e-satisfaction through 

multiple regression analysis (B-value=0.333, p-value<0.05). The author has accepted the hypothesis that an 

increase in e-service quality has a positive and significant relationship with customer e-satisfaction towards 

the e-company.  

 

The results match with the findings of other researchers. Researchers have studied the relationship between e-

service quality and customer e-satisfaction in both traditional and online environments (Wolfinbarger & Gilly, 

2003). Ribbink et al. (2004), Lee and Lin (2005) agree that e-service quality can have a strong positive effect 

on customer e-satisfaction. Bressolles et al. (2007) also suggest that e-service quality has an impact on 

customer e-satisfaction since satisfaction is a post-evaluation of the perceived service. Chang et al. (2009) also 

confirm that good e-service quality first influences customer e-satisfaction through emotional response, and 

eventually, customer e-satisfaction leads to customer e-loyalty. According to Collier and Bienstock (2006), the 

customer begins online purchasing experience from visiting the website. Therefore, the company should ensure 

that it is convenient to use it in order to avoid dissatisfaction of the customer. In Withlocals case, if it can ensure 

the acceptable e-service quality, it can enhance customer e-satisfaction.  

 

5.2 Managerial Implications 
 

It is necessary for a company to know its customers' preferences and how to provide excellent service to 

increase customer e-loyalty. Customers are influenced by different factors when they purchase a product or 

service from the e-vendor. The author has established that customer e-satisfaction and e-trust are significant 

antecedents of customer e-loyalty in the online travel platform Withlocals. Moreover, the author has revealed 

that customer perceived value and e-service quality are the significant antecedents of customer e-satisfaction. 

Based on the findings of the research, the author has generated several implications for managers of the online 

company. They can be implemented for the improvement of customer e-loyalty.  

 

The author has found that customer e-satisfaction is not only significant and positive predictor of customer e-

loyalty, but it also has the strongest impact on it comparing to other factors. In order to maintain and increase 

customer e-loyalty, managers should keep them satisfied. If the customers are satisfied with the service, they 

will be more likely to purchase repeatedly, spread positive word-of-mouth what can attract new potential 

customers. Thus, the author provides managerial implications to increase customer e-satisfaction: 
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 The online company should be more attentive to the individual customer and customer-oriented. Staff 

should be well-informed and well-organized to provide quality information, reply to all questions, and 

address customer complaints in a friendly manner.  

 The company should create positive feelings for the customer and understand customers' expectations 

in order to tailor services appropriately and meet their needs. The company should invest time in its target 

group's preferences. 

 

Moreover, the company has to take care of the risks customer encounters when purchasing the service. There 

is a lack of human interaction in the online environment. Thus, customers may feel uncomfortable about their 

privacy, the delivery of services, possible fraud, etc. However, if the company manages to establish a protected 

and reliable website with security features, it is more likely that customers will repurchase using the website. 

The author provides several managerial implications to increase e-trust: 

 The company should reduce perceived risks for the customer. For example, the company should 

concentrate on improving security features when customers provide their personal and credit card 

information. Service managers can also place the company's privacy policy or other digital certificates 

proving their reliability. 

 Information on the website should be reliable, and the company should be aware of its promises and 

demonstrate concern for the security of transactions.  

 

The author has researched that customer perceived value does not have a significant and positive effect on 

customer e-loyalty. However, the research has revealed that customer perceived value has a positive and 

significant effect on customer e-satisfaction. Therefore, the author provides several recommendations to 

enhance customer perceived value: 

 The managers of the company should ensure that the customers receive the superior value for the price 

they pay. The managers should understand that customer perceived value is about customers' perceptions 

of benefits and sacrifices (price). The customers evaluate the experience from the first time they visit the 

website, what they give (time, efforts), and what they receive (easy navigation on the website, fast booking 

experience, instant confirmation, etc.) If the customers perceive higher value from the online company, they 

will feel satisfied, and it will lead to customer e-loyalty. Therefore, the author recommends adjusting the 

price of the service accurately. 

 Also, the company should ensure that service procedures such as reservation, communication, bookings 

are managed properly.  

 Since competition in the online environment is intense, the company should differentiate its products from 
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other websites and provide an appropriate range of well-priced services. Also, the company could offer 

customized offers for the customer individually because understanding the profile and specific requirements 

of the customer can be a vital key to deliver excellent customer value.  

 

Furthermore, the research has proved that e-service quality has a positive and significant effect on customer e-

satisfaction. To increase customer e-satisfaction, the company should ensure that the e-service quality is 

superior. The author proposes several recommendations to enhance e-service quality: 

 The managers should be aware of fulfillment; it should guarantee the customers receive what they have 

ordered. Also, the customer has to be able to track the booking and its details on the personal account. 

 The company should ensure privacy for the customers. The company should guarantee that the customers 

feel safe about their private purchasing behavior and storing of their personal details. 

 The company should ensure system availability. The website should always be accessible and should not 

crash while the customer makes a booking.  

 Efficiency is another important aspect to ensure e-service quality. The company should guarantee that it is 

simple to use the website, and that information on the website is displayed in the logical and organized way. 

Furthermore, the company should provide the clear description of the service, accurate price, the canceling 

policy. If the customer finds it difficult to use or if it takes too long to make a booking, the customer is likely 

to search for an alternative solution.  

 

In general, service managers must implement customer e-satisfaction and e-trust as a central part of their 

strategy to increase customer e-loyalty. However, customer perceived value and e-service quality should also 

be enhanced as they are significant predictors of customer e-satisfaction. If the online company follows the 

recommendations, it has a higher chance to deliver higher value for the customers and generate long-term 

customer e-loyalty.  

 

5.3 Research Limitations and Future Research  
 

Several limitations of the research should be considered when interpreting the results. The limitations of the 

thesis offer opportunities for future research. The limitations and implications for future research are as 

following:  

 

1. The study has been delimited from the e-commerce B2B, C2C, and C2B context since it concentrates only 

on the B2C research area. The research is performed based on one particular online travel marketplace. Thus, 

it can be stated that results can not be applied to other online companies, and it is not possible to make 
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generalizations. For future research, various online companies in several industries should be analyzed to 

provide different results of customer e-loyalty antecedents. 

 

2. The research is restricted to specific factors of customer e-loyalty, such as customer e-satisfaction, customer 

perceived value, e-trust, and e-service quality, and it does not analyze other potential factors. For future 

research, the author recommends analyzing other potential factors such as switching costs, brand, 

commitment, collaboration, customization, etc. 

 

3. The author has researched e-service quality as a single dimension. The author has not analyzed the individual 

dimension's (fulfillment, privacy, system availability, efficiency) impact on customer e-loyalty. For future 

research, the author recommends to analyze each factor's influence on customer e-loyalty in more detail. Also, 

other e-service quality dimensions such as ease of use or responsiveness could be applied to evaluate e-service 

quality.  

 

4. According to the online questionnaire results, 99.31% of respondents are between 18 and 35 years old, and 

the author noted that they belong to the “Millennials generation“ (“Generation Y“). This is a restricted age 

group which can have an impact on the results of the research. For future research, the author recommends 

accessing a broader age group what can provide different results.  

 

5. The study was based on quantitative research. For future research, a qualitative study is recommended as 

it would be efficient to obtain a more detailed outlook of the customer e-loyalty concept.  

 

Chapter 6. Conclusion 

 

The aim of the thesis is to evaluate the impact of customer e-satisfaction, customer perceived value, e-trust, e-

service quality, and their effect on customer e-loyalty at the online travel marketplace Withlocals. Based on 

the findings of the research, the study serves to answer the research question raised at the beginning of the 

study: What factors impact customer e-loyalty in the context of the business-to-consumer (B2C) online 

environment? To answer the research question, the author proposed a theoretical framework of customer e-

loyalty and its antecedents in the context of the online travel marketplace. After the results of the empirical 

research, the conclusions from the study are as follows: 

 

1. The existing findings on literature confirm positive relationships between customer e-loyalty and customer 

e-satisfaction, customer e-loyalty and customer perceived value, customer e-loyalty and e-trust, customer e-

loyalty and e-service quality, customer e-satisfaction and customer perceived value, and customer e-
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satisfaction and e-service quality. Based on the literature review, the author developed six hypotheses for the 

empirical research. 

 

2. For the empirical research, the author performed the online questionnaire for customers of Withlocals. 

The author collected 144 responses, with a response rate of 57.6%, and used these for the empirical analysis. 

The author verified the relationships between the variables and dependence on them by using the correlation 

method and regression analysis. 

 

3. The results indicated that an increase in customer e-satisfaction and e-trust have a positive and 

significant (p-value<0.05) effect on customer e-loyalty. The author has confirmed the hypotheses that an 

increase in customer e-satisfaction and e-trust has a positive relationship with customer e-loyalty towards the 

e-company. Moreover, the author has found that customer e-satisfaction has the strongest (ß coefficient=0.311) 

impact on customer e-loyalty towards the website. The finding indicates that the online company can generate 

customer e-loyalty by increasing customer e-satisfaction. 

 

4. The author has also confirmed that an increase in customer perceived value and e-service quality have 

a significant and positive relationship with customer e-satisfaction (p-value<0.05). 

 

5. However, not all hypotheses have been supported by the study. The initially expected positive relationships 

between customer e-loyalty and customer perceived value, and customer e-loyalty and e-service quality 

have been rejected (p-value>0.05). From all e-service quality dimensions, only privacy was found to have a 

significant effect (p-value<0.05) on customer e-loyalty. Fulfillment, system availability, and efficiency were 

not found to be related to customer e-loyalty (p-value>0.05).  

 

6. The author generated a final model of customer e-loyalty that can help managers of online companies to 

understand the antecedents of customer e-loyalty and enhance it.  

 

7. The discussion chapter has revealed that the relationship between customer e-satisfaction and e-trust with 

customer e-loyalty has confirmed the findings by other authors. As claimed by other researchers, customer e-

satisfaction and e-trust have a positive and significant relationship with customer e-loyalty. However, customer 

perceived value's and e-service quality's positive and significant relationship with customer e-loyalty was 

rejected in this particular research, and this contradicts existing findings regarding the effect of e-service 
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quality and customer perceived value on customer e-loyalty. Therefore, the relationship between e-service 

quality and customer perceived value with customer e-loyalty remains doubtful and requires further 

investigation. 

 

8. Finally, the research was conducted at online travel marketplace Withlocals, but the results have a significant 

value not only for this specific company. The study contributes to the current knowledge of customer e-

satisfaction, customer perceived value, e-trust, e-service quality, and its dimensions, as well as their effect on 

customer e-loyalty at the online travel marketplace. The author has provided implications for managers that 

can be beneficial not only for this particular online company but for other online businesses as well.  
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Appendix 1. Overview of service quality models  

Model Author Year of 

publishing 

Dimensions 

The Grönroos Service Quality Model Grönroos  1984 Technical quality, functional quality, image 

SERVQUAL Parasuraman, Zeithaml, Berry 1985 Reliability, responsiveness, access, courtesy, communication, competence, 

security, credibility, understanding, tangibles 

SERVQUAL  Parasuraman, Zeithaml, Berry 1988 Reliability, assurance, tangibles, empathy, responsiveness  

Attribute Service Quality Model 
 

Haywood - Farmer  1988 Physical facilities, processes and procedures, behavioral aspects and 

professional judgment 

Service Quality Measurement Model 

on Service Performance (SERVPERF) 
Cronin and Taylor  

 

1992 Reliability, assurance, tangibles, empathy, responsiveness 

Normed Quality Model  Teas  1993 Expectations, perceptions, revised expectations 

Retail Service Quality Scale (RSQS) Dabholkar, Thorpe, Rentz 1996 Physical aspects, reliability, personal interaction, policy, problem-solving 

Multidimensional and hierarchical 

construct 

Brady and Cronin  2001 Interaction quality, physical environment quality, outcome quality 

SITEQUAL Yoo and Donthu  2001 Ease of use, aesthetic design, processing speed, security 

WebQual  Loiacono, Watson, Goodhue  2002 Ease of understanding, intuitive operation, information quality, functional 

fit-to-task, interactivity, trust, response time, visual appeal, innovativeness, 

flow, online completeness, better than the alternative, channels, consistent 

image, customer service 

eTailQ Wolfinbarger and Gilly 2003 Fulfillment/ reliability, security/ privacy, customer service, website design 

E-S-QUAL 

 

E-RecS-Qual 

Parasuraman, Zeithaml, 

Malhotra  

2005 Four dimensions in E-S-QUAL: efficiency, fulfillment, system 

availability, privacy 

Three dimensions in E-Recs-Qual: responsiveness, compensation, 

contact 

Source: prepared by the author
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Appendix 2. Online questionnaire 

 
Dear Name, 
 
I am a master degree student of Service management program at Copenhagen Business School. I 

am doing a research of customer e-loyalty at online travel marketplace for my master thesis. I 

kindly invite you to fill in my questionnaire. The questionnaire is anonymous. The data will be 

used for my master thesis and your feedback is appreciated, as it will contribute to the accurate 

study results. It will take approximately 10-15 minutes to go through all the questions. 

 

Thank you, Greta 
 

Please read the question carefully, and choose the option which applies to you. 

Have you ever booked a travel activity or tours at www.withlocals.com? 

(1)  Yes 

(2)  No 

 

1. When did you book a tour or activity on www.withlocals.com? 

(1)  Less than a month ago. 

(2)  Between 1 month and 6 months ago. 

(3)  Between 6 months and 12 months ago. 

(4)  Longer than a year ago. 

 

2. Please indicate your gender 

(1)  Female 

(2)  Male 

 

 

3. Please indicate your age 

(1)  17 or below 

(2)  18-25 

(3)  26-35 

(4)  36-45 

(5)  46-55 

(6)  56 or above 

 

 

4. Please indicate the highest level of education you have completed 

(1)  High school 

(2)  Bachelor degree 

(3)  Master degree 

(4)  Postgraduate degree 

 

 

5. Please indicate your monthly income 

(1)  Less than €1000 

(2)  €1000 - €1999 

(3)  €2000 - €2999 

(4)  €3000 and more 

 

 

Based on your previous experience at www.withlocals.com, please indicate your level of agreement 
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with the statements below. Please rate your agreement for each of the statements using the provided 

scale which ranges from 1 (strongly disagree) to 5 (strongly agree). Tick one box per line.  
 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

Www.withlocals.com is the best 

website to make a booking for 

travel activity. 
(1)  (2)  (3)  (4)  (5)  

I prefer this online travel 

marketplace rather than other 

companies. 
(1)  (2)  (3)  (4)  (5)  

I intend to recommend this 

website to others and say 

positive things about it. 
(1)  (2)  (3)  (4)  (5)  

I intend to continue using this 

online travel marketplace in the 

future. 
(1)  (2)  (3)  (4)  (5)  

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

I am overall satisfied with the 

services www.withlocals.com 

provides. 
(1)  (2)  (3)  (4)  (5)  

I am satisfied with the 

purchasing experience at this 

website. 
(1)  (2)  (3)  (4)  (5)  

I am satisfied with my decision 

to purchase particularly from this 

online travel marketplace. 

(1)  (2)  (3)  (4)  (5)  

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

Compared to alternative 

websites, the company's offers 

are well priced. 

(1)  (2)  (3)  (4)  (5)  

The overall value I got from this 

online travel marketplace for my 

money and effort was very good.  

(1)  (2)  (3)  (4)  (5)  

The travel experiences 

purchased at this online travel 

marketplace are worth the 

money paid. 

(1)  (2)  (3)  (4)  (5)  

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

Wwww.withlocals.com is 

reliable for online purchasing. 
(1)  (2)  (3)  (4)  (5)  

http://www.withlocals.com/
http://www.withlocals.com/


78 

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

I trust this website when giving 

my personal and credit card 

details. 

(1)  (2)  (3)  (4)  (5)  

I trust that the information on 

this website is trustworthy and 

honest. 

(1)  (2)  (3)  (4)  (5)  

 

 

 

 

Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

I was informed quickly with an 

e-mail when the booking was 

fulfilled and about the total 

charges. 

(1)  (2)  (3)  (4)  (5)  

It is easy to track the experience 

I booked through this website. 
(1)  (2)  (3)  (4)  (5)  

I received what I booked from 

this website. 
(1)  (2)  (3)  (4)  (5)  

      

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

Www.withlocals.com has 

adequate security features to 

protect my information. 

(1)  (2)  (3)  (4)  (5)  

This website does not share my 

personal information with others, 

without my permission. 

(1)  (2)  (3)  (4)  (5)  

This website protects 

information about my web-

shopping behaviour. 

(1)  (2)  (3)  (4)  (5)  

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

Www.withlocals.com is always 

available for bookings, it 

launches and runs right away. 

(1)  (2)  (3)  (4)  (5)  

This website did not crash while 

booking the travel experience. 
(1)  (2)  (3)  (4)  (5)  

Pages at this website did not 

freeze after I entered my order 

information. 

(1)  (2)  (3)  (4)  (5)  
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Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

It is easy to navigate at 

www.withlocals.com, simple to 

use and find what I need. 

(1)  (2)  (3)  (4)  (5)  

This website enables me to book 

the experience in an appropriate 

time. 

(1)  (2)  (3)  (4)  (5)  

Information at this website is 

well organized and clear. 
(1)  (2)  (3)  (4)  (5)  

 
Thank you for your time to finish the questionnaire. I appreciate it. I wish you great journeys. 

 

 

 

Appendix 3. Detailed descriptive statistics of the variables 

 

Variable Number of 

items 

Minimum Maximum Mean Standard 

deviation 

Customer e-loyalty 4 1.00 5.00 3.7556 0.71876 

Customer e-satisfaction 3 2.00 5.00 3.9549 0,53354 

Customer perceived value 3 1.00 5.00 3.8507 0.56895 

E-trust 3 1.00 5.00 4.1042 0.62404 

E-service 

quality 

Fulfillment 3 1.00 5.00 4.1875 0.61770 

Privacy 3 2.00 5.00 3.5231 0.59348 

System 

availability 

3 2.00 5.00 4.1944 0.64835 

Efficiency 3 2.00 5.00 4.1157 0.61111 

 

 

Appendix 4. Measurement of E-S-QUAL scale 

 

1. KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .717 

Bartlett's Test of Sphericity Approx. Chi-Square 148.808 

 Df 6 

 Sig. .000 
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2. Scree plot 

 

 

3. Factor analysis results: Principal Components Extraction 

 

Scale items Fulfillment Privacy System availability Efficiency 

F1 0.687    

F2 0.657    

F3 0.615    

P1  0.683   

P2  0.603   

P3  0.561   

SA3   0.775  

SA1   0.741  

SA2   0.739  

EF1    0.677 

EF2    0.661 

EF3    0.605 
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Appendix 5. Shapiro – Wilk test for normality 

 

Variable Shapiro – Wilk test 

Statistic df Significance (p-value) 

Customer e-loyalty 0.931 144 0.000 

Customer e –satisfaction 0.922 144 0.000 

Customer perceived value 0.951 144 0.000 

E-trust 0.905 144 0.000 

E-service quality 0.974 144 0.000 

 

Appendix 6. ANOVA output 

 

ANOVA output for regression analysis of customer e-loyalty and dependent variables: customer e-

satisfaction, customer perceived value, e-trust and e-service quality 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 23.696 4 5.924 16.409 0.000b 

Residual 50.180 139 0.361   

Total 73.876 143    

a. Dependent Variable: Customer e-loyalty  

b. Predictors: (Constant), Customer e-satisfaction, E-trust, Customer perceived value, E-service quality 

 

ANOVA output for regression analysis of customer e-loyalty and dependent variables: customer 

perceived value and e-service quality 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 21.522 2 10.761 28.981 0.000b 

Residual 52.354 141 0.371   

Total 73.876 143    

a. Dependent Variable: Customer e-loyalty  

b. Predictors: (Constant), Customer e-satisfaction, E-trust 
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ANOVA output for regression analysis of customer e-satisfaction and dependent variables: customer 

perceived value and e-service quality 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 16.467 2 8.234 47.896 0.000b 

Residual 24.239 141 0.172   

Total 40.707 143    

a. Dependent Variable: Customer e-satisfaction  

b. Predictors: (Constant), Customer perceived value, E-service quality 

 

Appendix 7. Linear regression 

 

Model summaryb 

 R R Square Adjusted R Square 

Model 0.599a 0.359 0.326 

a. Predictors: (Constant), Customer e-satisfaction, Customer perceived value, E-trust, Fulfillment, Privacy, 

System availability, Efficiency 

b. Dependent variable: Customer e-loyalty 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 26.519 7 3.788 10.880 0.000b 

Residual 47.356 136 0.348   

Total 73.876 143    

a. Dependent Variable: Customer e-loyalty  

b. Predictors: (Constant), Customer e-satisfaction, Customer perceived value, E-trust, Fulfillment, Privacy, 

System availability, Efficiency 

 

Variable Unstandardized Coefficients Standardized 

coefficients 

 

 

t 

 

 

Sig. B Std. Error Beta 

(Constant) -0.024 0.468  -0.051 0.959 

CS 0.314 0.122 0.233 2.583 0.011 

CPV 0.238 0.127 0.207 1.876 0.063 

ET 0.286 0.119 0.227 2.404 0.018 

F -0.174 0.143 -0.149 -1.214 0.227 

P 0.215 0.092 0.178 2.330 0.021 

SA 0.001 0.108 0.001 0.014 0.989 

EF 0.102 0.102 0.087 1.001 0.318 
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Appendix 8. Assumptions for multiple regression analysis of customer e-loyalty 

 

Checking for linear relationship 
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Cook's distance case summary 

 Minimum Maximum Mean Std. Deviation N 

Cook'a 

distance 

0.000 0.118 0.007 0.014 144 

 

Checking for normality 
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Appendix 9. Assumptions for multiple regression analysis of customer e-satisfaction  

 
Checking for linear relationship 
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Cook's distance case summary 

 

 Minimum Maximum Mean Std. Deviation N 

Cook'a 

distance 

0.000 0.236 0.009 0.024 144 

 

 

 

 



88 

 

Checking for normality 

 

 

 

 

 

 


