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ABSTRACT

Long term growth of any firm is depends upon profitability. Customer retention and customer loyalty is very
important for growth of any firm. The objective of this paper is to identify the factors which influence the
customer’s loyalty towards business to customer (B2C) electronic commerce (E-Commerce) and mediating
effects of customer satisfaction and trust on customer loyalty. The results of the study showed that user interface
quality has positive significant effect on customer satisfaction and trust. Information quality has significant effect
on customer satisfaction but not on trust. Privacy and security has also not significant towards customer
satisfaction but significant to trust. Customer satisfaction and trust are positively related with each other and
mediating the customer loyalty with determinants of service quality. Result of regression analysis shows that
dependent variable e-commerce loyalty is influenced by e-customer satisfaction and e-trust. It is cleared that
electronic customer satisfaction (ECS) and electronic trust (ET) are direct antecedents of electronic customer
loyalty (ECL) towards B2C E-Commerce.
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1. INTRODUCTION

Life of human being changes after advent of
Industrial revolution and Internet revolution.
Industrial revolution changes the manufacturing,
Marketing, Production, and Retailing, advertising
sectors (Alim, 2019). Internet revolution increase the
strength of business as virtual business world
referred to as E-Commerce (Wen, et al 2019). E-
Commerce started in 1995 and now it becomes a part
of our daily life. During the period of Covid 19
pandemic digital transformation in terms of
consumer behavior is also influenced ( El Junusi,
2020). In the Present Scenario of competition in
each field, it is very difficult to get the loyal
customer and retain them as loyal as always.
Retention of customer loyalty direct affects the
profitability and success of business. Presently
business focused on retention of existing rather than
winning of new customer. E-Loyalty has become an
important aspect in e- commerce business after high
level competition arises in this field (Chen et al,
2014) and using the period of COVID- 19.

Today customers are very smart and much aware.
If their needs were not fulfilled they easily shift or
change the company. It is very important from the
business point of view that what are the determinants
or factors which affected the customer loyalty in E-
Commerce. Consequently, the objective of this study
is to identify the key factors that influence the Indian
customers to become them loyal towards B2C e-
commerce. Through extant literature review, the
study determines user interface quality, product/
service information quality, privacy, and security are
indirect determinants or antecedents of customer
loyalty towards B2C e-commerce. These objectives
help the higher managerial authority of any firms’ to
work on the right areas and in right ways to increase
customer’s retention.

This research paper first describes the research
objectives for the study. After that, researchers
hypothesized relationship between e-commerce
customer loyalty with its antecedent, to build a
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conceptual framework for Indian customer loyalty.
This is followed by research methodology and the
data analysis, testing of hypothesis (whether they are
accepted or rejected in the context of Indian
customers) and findings.

1.1 Research Objectives

1. To identify the E- Service quality as key factors
in  influencing  electronic information
satisfaction and trust.

2. To identify customer satisfaction as mediating
factor that influencing e-customer loyalty.

3. To identify trust as mediating factor that
influencing e-customer loyalty.

4. To identify the relationship between customer
satisfaction and trust towards customer loyalty.

2. THEORETICAL BACKGROUND AND
LITERATURE REVIEW

It is need of the hour for manager of the firm to
focusing their efforts on the key and important areas
which affects the customer loyalty of their e-
commerce business. Manager insight understands the
factors affecting the customer loyalty. Some of the
glimpses of literature review are as follows:

2.1 User interface Quality

Service quality is the most significant
determinant of customer loyalty (Parasuraman, et.al,
1988; Aydin and Ozer, 2005; Boohene and
Agyapong, 2011). E-Service quality defined by
Santos (2003) that customer assessment and
judgments of e-service delivery in the virtual market
place. Cronin and Taylor (1992) developed Service
quality perception model (SERVPERF), a similar
measurement  as  Service  Quality  Model
(SERVQUAL) but consisting only on performance
measurement. They stated that perceptions only are a
better measurement of service quality as they
comprise the expectations too. Similarly in present
context many researchers (Janda, et.al.,2002; Yang
and Jun, 2002 and Santos, 2003) conceptualized the
dimension of e- service quality. E-Service quality
dimensions include website design, reliability,
responsiveness, trust and personalization. Quality of
user interface is directly affected the trust
(Gummerus, et.al,2004; Aubert, Benoit. A ,2001).
Thus hypothesize:

Hla: Perceived user interface quality (UIQ) has
positive and significant effect on e-commerce
customer satisfaction (ECS).
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H1b: Perceived user interface quality (UIQ) has
positive and significant effect on e-commerce trust
(ET)

2.2 E-Commerce service Information Quality

The purpose of web site content is to converting
site traffic into sales. Some website content not
provide relevant information which customer’s find.
Bakos (1997) concluded in the study that primary
role of website is to provide relevant information like
product information and price related information.
This search reduces the search cost of the consumers.
Website quality significantly affects trust (McKnight
et.al 2002) while informational quality significantly
affects on trust for both potential and repeat
customers (Kim, et.al, 2004). Thus, we hypothesize:

H2a: Perceived product/service information
quality has positive and significant effect on the e-
commerce customer satisfaction.

H2b: Perceived product/service information
quality has positive and significant effect on the e-
commerce customer trust.

2.3 E-Commerce service perceived Security

Security issue is major obstacles in e-commerce
business. Security includes reliability of online
payment system after completion of sale procedure
(Dong-Her, 2004). A study conducted by Kolsaker
and Payne (2002) find out that e-commerce business
maintain the security. Warrington, et.al (2000) found
in the study that website plays important role to build
electronic trust in consumers by decreasing
perceived environmental risk or by raising security.

H3a: Perception of security risk has indirect
positive effect on e-commerce customer satisfaction.

H3b: Perception of security risk has indirect
positive effect on e-commerce customer trust

2.4 E-Commerce service Perceived Privacy

Privacy is important determinants of customer
loyalty of B2C e-commerce customers. Customers
trust builds on any B2C e-commerce business when
their private data would be handled properly, if not
then trust would not be build (Park and Kim, 2003).
The perceived privacy is also important for customer
satisfaction of e-commerce websites. Perceived
privacy is defined as consumers’ “ability to control
presence of other people in the environment during a
market transaction or consumption behavior and the
dissemination of information related to or provided
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during such transactions or behaviors to those who

were not present” (Goodwin, 1991).

H4a: Perception of privacy risk has indirect and
positive significant effect on e-commerce customer

satisfaction.

H4b: Perception of privacy risk has indirect and

positive effect on e-commerce trust.

2.5 E-Commerce service Customer Trust

Trust is very important determinant of customer
loyalty. Customer trust is an important factor of

relationship  marketing, ongoing process

continuing and maintaining the long lasting
relationship (Morgan and Hunt, 1994 and Chaudhuri
and Holbrook, 2001). Trust is the most important
and significant factors in improving the quality of e-
services (Sitorus and Yustisia,2018 ; Choshin and
Ghaffari, 2017). HS: Customer trust has positive and

significant effect on customer satisfaction.

Research Model and Hypotheses
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2.6 Customer Satisfaction

Customer satisfaction influenced consumer's
loyalty towards B2C e-commerce (Yazidd, et.al,
2020; Eid, 2011; Eid and Anazi, 2008; Morgan and
Hunt, 1994; Anderson, et.al, 1994, Rup et al., 2021).

H6: Customer satisfaction has positive and
significant effect on customer trust.

2.7 Customer Loyalty

E-Loyalty is depending upon quality customer
support, on time delivery, convenient, reasonable
shipping price and handling, clear and trustworthy
privacy policies (Reichheld and Schefter, 2000).
Service quality, customer satisfaction and trust are
important and influencing factors of customer loyalty
(Yazidd, et.al, 2020; Eid, 2011; Eid and Anazi, 2008;
Morgan and Hunt, 1994; Anderson, et.al, 1994; Rup
etal., 2018).

H7: customer satisfaction has direct positive
effect on the e- commerce customer loyalty.

HS: Customer trust has direct positive effect on
the e- commerce customer loyalty.

Perceived User

Hla

Interface Quality

Perceived Information

E-Customer
Satisfaction

H7

T

Quality

Perceived Security

5 A

He

E-Customer Loyalty

E-Customer Trust

Perceived Privacy

Figure 1: Research Model

The research model depicted in figure 1 shows
two mediating variables influencing e- commerce
customer loyalty: E-commerce customer satisfaction

3. RESEARCH METHODOLOGY

and e-commerce customer trust. In order to gain
more insights and depth about the factors influencing
e- commerce customer loyalty, four factors are
identified i.e. User interface quality, information
In the proposed
research model Indian consumer loyalty towards
B2C e-commerce is hypothesized and personalized
to be influenced by Indian consumer experience with

quality, security and privacy.

e- commerce trust and e-commerce satisfaction.

A survey was conducted among the Indian E-
customers and sample was taken from Indian state of
Haryana. The questionnaire consisted of three
sections. The first section was about profile of the
respondents including age, gender, educational
qualification, monthly income and occupation.
Second section was about the general questions to
usage of B2C E-commerce. The third section is
seeking E-customers opinion on the perceived
influence of E-loyalty towards B2C E-commerce.
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The questionnaires were distributed in Haryana with
the use of convenience sampling technique. 250
questionnaires were distributed and only 190 were
received back and only 174 questionnaires were
usable and considered in this study.

Tablel: Measure of Sampling Adequacy and Reliability
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4. DATA COLLECTION AND ANALYSIS

In the study Statistical Package for the Social
Sciences (SPSS) for windows was used to entering,
cleaning and analysis of the data. Principle
Component Factoring Analysis is used to ensure the
validity of measures. To validate the appropriateness
of the factor analysis, the Kaiser-Meyer-Olkin
(KMO) measures (Table.1) sampling adequacy.

Construct Kaiser-Meyer-Olkin Measure | Cronbach’s alpha
Perceived User Interface Quality (UIQ) 0.61 0.4571
Perceived Information Quality (IQ) 0.580 0.5422
Perceived Privacy (PP) 0.62 0.6630
Perceived Security Risk(PSR) 0.72 0.6082
E-Commerce Customer Satisfaction(ECS) | 0.576 0.5853
E-Commerce Trust(ET) 0.65 0.5012
E-Commerce Loyalty (ECL) 0.72 0.6416

Source: Primary Data

The stepwise Regression analysis method is used
to test the hypothesis on the basis of testing the
significance of generated values of the p coefficients

(Table 3).

The demographic profile of the respondents was
shown in table 2. Maximum (57.5%) respondents

Table 2: Demographic Profile

were lies in the less than 25 years age group. Male
(63.2%) respondents were used online shopping and
having educational qualification was graduate
(65.6%). Monthly income of the respondents was
lies in the 30001 to 50000. Among all the
respondents 71.3% were employee.

Profile Particulars Frequency | Percentage
Less than 25 100 57.5
Age (in Years) 25-40 62 35.6
Greater than 40 12 6.9
Male 110 63.2
Gender Female 64 36.8
High School 05 2.8
Intermediate or 12 | 15 8.6
Highest Educational Qualification Graduation 114 65.6
Post Graduation 35 20.2
Other 05 2.8
Less than 10000 10 5.7
. . 10000-30000 49 28.2
Monthly Income (in Indian Rupees) 30001250000 9 517
More than 50000 25 14.4
Student 10 5.7
Occupation Employee 124 71.3
Professionals 40 23.0

Source: Primary Data

This study presents the regression analysis of the

service quality factors towards customer loyalty
which mediates with customer satisfaction and
customer trust. The results of a stepwise regression
analysis for testing the hypotheses H1 to H8 are
shown in Table 3. It is shown in table 3 that user
interface quality (UIQ) and Informational quality

(IQ) are positively related to e-commerce customer
satisfaction (ECS). The parameter estimates for the 3
coefficients associated with UIQ and 1Q (B1=0.395
and [2=0.395) are significant. All parameter
estimates for the coefficients associated with the
predictor are significant at p<.05.Perceived security
and perceived privacy are negatively related to e-
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commerce satisfaction (B3= .030 and [(4=.081).
Negative relationship means when the security and
privacy risk while using e-commerce applications is
decrease than customer satisfaction and e-commerce
trust will increases. Value of B coefficient associated
with PSR and PP are very low, and then the
hypotheses H3a and H4a are not accepted.

Table 3 depicted that E-commerce Customer
Satisfaction (ECS) is positively related with the E-

Table 3: Results
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Commerce trust (ET). B coefficient (0.217) of trust
is significant. ECS and ET are positively related with
each other and customer loyalty (ECL). Results
supported the study of Eid,and Anazi, 2008. Result
of regression analysis shows that dependent variable
e-commerce loyalty is influenced by e-customer
satisfaction and e-trust. It is cleared that ECS and ET
are direct antecedents of ECL towards B2C E-
Commerce. Same results were found in Flavian and
Guinalyu ,2006 and Eid, and Anazi, 2008).

Hypothesis | Independent | Dependent Variable | R? p Sig. Decision

Variable Coefficients

and t-values

E-Customer satisfaction (ECS)= 7+ 1 UIQ+p2 IQ+ | 0.156 6.985 .00
B3PSR + B4PP +e
Hla UlQ ECS 0.395 Accepted
H2a 1Q ECS 0.395 Accepted
H3a PSR ECS -0.030 Not Accepted
H4a PP ECS -0.081 Not Accepted
E-Trust (ET) = 2+ B1UIQ+ B2 IQ +B3PSR +B4PP+ ¢ 0.153 8.091 .00
H1b UIQ ET 0.10 Not Supported
H2b 1Q ET 0.247 Accepted
H3b PSR ET -0.168 Accepted
H4b PP ET -0.136 Accepted
E-Customer Satisfaction (ECS) = 7+ B1ET+e 0.05 11.747 .00
H5 | ET | ECS 0.21 Accepted
E-Trust (ET) =? +1 ECS +e 0.04 9.229 .00
H6 | ECS | ET 0.218 Accepted
E-Customer Loyalty (ECL) = ? +B1 ECS+B2ET+ e 0.04 7.023 .00
H7 ECS ECL 0.125 Accepted
HS ET ECL 0.121 Accepted

Source: Primary Data

5. MANAGERIAL AND PRACTICAL
IMPLICATIONS

In the competitive environment in the field of
online shopping, it will be required to online
business marketers to build the customers and also
retain them with the development of loyalty among
them. They refine their marketing strategies and
decision to attract and retain the customers. These
studies help and guide them to identify the factors
affecting customer loyalty and developed policies
accordingly. As the customers have various options
in the market so all the factors are important and
required expert strategies to look and make them
effective. Service quality consists of website
designing, correct information, privacy, and security.
Each must be done by trained staff so the
implementation will be well and fruitful. Vision of

company will be cooperating with the staff, policy
and technology.

6. CONCLUSIONS

The identified key factors affecting E-Commerce
customer loyalty are: user interface quality, product/
service Informational quality, security perception
and privacy perception were found to have
significant effects on Indian customer satisfaction
and E-customer trust. It was also investigated in the
study that e-commerce customer satisfaction and e-
commerce trust plays significant mediation role on e-
commerce customer loyalty towards B2C commerce
retailers. Information quality variable of e-commerce
website was important factors which influence the e-
commerce customer loyalty in terms of B2C e-
commerce applications. In the research it was found
that adoption of B2C E-Commerce was used higher
among older, educated and high income class. This
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research is good for e-retailer in terms of focus
areas, but this study has various limitations.

7. LIMITATIONS AND SCOPE FOR
FURTHER STUDY

The sample has geographical constraints.
Samples were taken only from India (Haryana) and
sample size was not large enough. Therefore, a more
representative sample selection and larger sample
size ill increase the validity of the study. The study
was only focuses on some variable only there may be
chances to cover more variable in the study to
investigate the factors influencing e-commerce
customer loyalty in B2C E-Commerce. Further study
may be including more states of India, more samples
size and more variable. E-Service quality may be
included more aspects like reliability, payment
options and the security issues and more important
factor which is return facility if the product will be
defective or not up to the mark or any other reasons.
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