
The copyright © of this thesis belongs to its rightful author and/or other copyright 

owner.  Copies can be accessed and downloaded for non-commercial or learning 

purposes without any charge and permission.  The thesis cannot be reproduced or 

quoted as a whole without the permission from its rightful owner.  No alteration or 

changes in format is allowed without permission from its rightful owner. 



EFFECTS OF PERCEIVED E-SERVICE QUALITY, 

CUSTOMER TRUST AND E-SATISFACTION ONE 

LOYALTY IN MALAYSIAN E-COMMERCE INDUSTRY 

001 MIN JIE 

MASTER OF SCIENCE (MANAGEMENT) 

UNIVERSITI UT ARA MALAYSIA 

AUGUST 2019 



EFFECTS OF PERCEIVED E-SERVICE QUALITY, CUSTOMER TRUST 

AND E-SATISFACTION ONE-LOYALTY 

IN MALAYSIAN E-COMMERCE INDUSTRY 

BY 

OOIMINJIE 

Thesis submitted to 

Othman Yeop Abdullah Graduate School of Business, 

Uuiversiti Utara Malaysia, 

In Partial Fulfillment of the requirement for 

Master of Sciences (Management) 





PERMISSION TO USE 

In presenting this dissertation in partial fulfillment of the requirement for a Post 

Graduate degree from Universiti Utara Malaysia (UUM), I agree that the Library of 

this university may make it freely available for inspection, I further agree that 

permission of copying. this dissertation in any manner, in whole or in part, for scholarly 

purposes may be granted bysupervisor(s) or his absence, by the Dean of Othman Yeop 

Abdullah Graduate School of Business where I did my dissertation. It is understood 

that any copying or publication or use of this dissertation parts of it for financial gain 

shall not be allowed without my written permission. It is also understood that due 

recognition shall be given to me and to be UUM in any scholarly use which may be 

made of any material in my dissertation. 

Request for permission to copy or to make other use of materials in this dissertation in 

whole or in part, should be addressed to: 

Dean of Othman Yeop Abdullah Graduate School of Business 

Universiti Utara Malaysia 

06010 

Kedah Darul Aman 

Malaysia 



ABSTRACT 

E-loyalty is a significant influential factor to online business to capture more market 
share and increase profitability. The number of online store and e-business model 
increasing from year to year especially in this decade which caused high competitive 
among all the competitors. E-loyalty is to secure the business enable to survive and 
grow in the future. The purpose of this research is to examine the relationship and 
effect between perceived e-service quality, customer trust and e-satisfaction on e 
loyalty in Malaysia e-commerce industry. In specific, perceived e-service quality, 
customer trust and e-satisfaction were used as the measurement tool to analyse the 
relationship and effect on e-loyalty, This data for this research was collected through 
survey method with 37 items in the survey questionnaire. Total of 390 respondents 
included in this research was randomly selected using convenient sampling technique 
among customers who have online purchase experience in Penang area. The study used 
SPSS version 22.0 to analyze the data. The findings indicate that perceived e-service 
quality, customer trust and e-satisfaction are significant positive relationship and effect 
e-loyalty. The results of this study can be used by an online store, other e-business or 
management to perform better in relation. The findings extend the researcher's 
understanding of predictors such as perceived e-service quality, customer trust and e 
satisfaction that influence e-loyalry among online store in Malaysia. 

Keywords: E-loyalty, e-commerce, perceived e-service quality, customer trust, and e 
satisfaction. 
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ABSTRAK 

E-kesetiaan adalah faktor yang mempengaruhi perniagaan dalam talian untuk 
menangkap syer pasaran dan meningkatkan keuntungan. Bilangan kedai dalam talian 
dan model e-perniagaan meningkat dari masa ke masa terutamanya dalam dekad ini, 
ia meningkatkan persaingan dalam pasaran. E-kesetiaan adalah untuk memastikan 

perniagaan dapat bertahan dan berkembang pada masa depan. Tujuan kajian ini adalah 

untuk mengkaji hubungan dan kesan antara tanggapan kualiti e-perkhidmatan, 

kepercayaan pelanggan dan e-kepuasan terhadap e-kesetiaan dalam e-dagang 

Malaysia. Secara khusus, tanggapan kualiti e-perkhidmatan, kepercayaan pelanggan 
dan e-kepuasan digunakan sebagai ala! ukur untuk menganalisis hubungan dan kesan 

terhadap e-kesetiaan. Data ini untuk kajian ini dikumpulkan melalui kaedah tinjauan 
dengan 37 item soal selidik. Jurnlah 390 responden menyertai dalam kajian ini yang 

dipilih secara rawak dengan menggunakan teknik pensampelan yang mudah di 

kalangan pelanggan yang mempunyai pengalaman membeli dalam talian di kawasan 
Penang. Kajian ini menggunakan SPSS versi 22.0 untuk menganalisis data. Penemuan 
menunjukkan bahawa tanggapan kualiti e-perkhidmatan,kepercayaan pelanggan dan 

e-kepuasan adalah hubungan positif dan memberi kesan kepada e-kesetiaan. Hasil 

kajian ini dapat digunakan oleh kedai talian, e-perniagaan atau pengurusan untuk 

menghasilkan strategi yang lebih baik. Penemuan ini menambahkan kefahaman para 

penyelidik tentang peramal-peramal yang mempengaruhi e-kesetiaan seperti 

tanggapan kualiti e-perkhidmatan, kepercayaan pelanggan dan e-kepuasan di kalangan 

kedai dalam talian di Malaysia. 

Kata kunci: E-kesetiaan, e-dagang, tanggapan kualiti e-perkhidmatan, kepercayaan 

pelanggan, dan e-kepuasan. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

The e-commerce industry has been a popular topic around the world, and it has helped to 

create more and more business opportunities over the years. However, the e-commerce 

industry in Malaysia is still growing, and not many studies conducted regarding on how 

perceived e-service quality, customer trust and e-satisfactory influence e-loyalty in 

Malaysia e-commerce industry. This study investigates the relationship and effect of 

perceived e-service quality, customer trust and e-satisfactory on e-loyalty in Malaysia e 

commerce industry. In this chapter, the background of the study, problem statement, 

research question, research objectives, significance of the study and the scope ofresearch 

wi II be discussed. 

Meanwhile, in the chart below, B2B is working well in the e-commerce business 

as compared to B2C. However, all of the data showed positive growth, which concludes 

that e-commerce is growing steadily in Malaysia. Customer satisfaction in buying online 

can help improve customer loyalty (Saeed, Rehman, Akhtar, & Abbas, 2014). Many 

researchers found out that it is hard for online businessmen to retain their customers even 

though e-commerce is booming nowadays. It is because e-commerce business faces 

greater competition as compared to traditional business, and it is easier for customers to 

get distracted by advertisements online (Eid, 2011 ). Furthermore, e-commerce considers 

as a growing industry in Malaysia, and there are not much good case practices the online 
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entrepreneurs and service providers can refer and learn from (Harn, Khatibi & Ismail, 

2006). With this, we can deduce that the reason why B2B is performing better than B2C 

is that B2B is a more mature market than B2C. Businessmen who are in the B2B industry 

are more exposed to e-commerce as compared to B2C market. The people involved in 

B2B are more exposed to e-commerce and has a better understanding of e-commerce 

components and how they associated with the environment (Jewels & Timbrell, 2001 ). 

B2C model in e-commerce can be further improved, and hence more studies were showing 

how different aspects affect e-commerce in Malaysia should be performed. 

Types of customers in the e-commerce industry 

400 
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c 250 
.Q 

:B 200 

:e 
ci::: 150 

100 

50 
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B2B income 

Ill 
B2C income 

• 2015 • 2017 

828 expenditure 
-- 

B2C expenditure 

Figure I. I: Types of customers in the e-commerce industry between 2015 and 2017 
Source: Department of Statistics Malaysia 

Studies about the e-commerce industry in Malaysia has been made. According to 

Ham, Khatibi and Ismail (2006), they mentioned that different demographic backgrounds 

have a different perspective on e-commerce and one of the factors that are stopping 
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customers from purchasing online is the privacy in disclosing personal information online 

to online businessmen wben they conduct purchases online. E-commerce growth heavily 

relies on the fund given by the Malaysian government since a huge percentage of online 

business is made up by many young entrepreneurs that do not have enough funds to start 

a business (Badaruddin, Arokiasamy, Nordin, Yusof, & Zakaria, 2012). There are also 

other studies conducted which mentioned that customers would consider the benefits 

obtained from the online purchase, the website appearance, risk, pricing and the attributes 

of the products and services before they purchase something online (Satar, Dastane & 

Yusnorizam, 2019). Furthermore, there are also factors affecting the customers' trust, 

which includes their social media presence, the credibility of the website and the trust of 

individuals in social media (Hajli, 2013 ). 

1.2 Background of the Study 

It was said by the International Trade and Industry Minister, Darrell Leiking that the e 

commerce industry is currently growing and has contributed to the GDP (Gross Domestic 

Product) in Malaysia over the past seven years. The e-commerce industry has an annual 

growth rate of 12.5% per year, as the number has grown from RM37.7 billion in 2010 to 

RM85.8 billion in 2017 (The Star, 2018b). As mentioned in the Malaysia International 

Trade and Industry (MITI) report, during 2018 the government realized that more and 

more Malaysian small and medium enterprises (SME) are switching their business from 

brick-and-mortar to click-and-mortar, same goes to large corporations (Ministry of 

International Trade and Industry Malaysia, 2018). 
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There are a few reasons why e-commerce is a very popular solution for business 

models and can proliferate in Malaysia. It is proven that e-commerce can help a 

corporation to increase exposure with minimal cost. With e-commerce, businesses can 

advertise and reach out to the audience more effectively, allowing the corporation to 

reduce labour cost and other intangible costs (Gunasekaran, Marri, McGaughey & 

Nebhwani, 2002). However, to reap the cost savings from e-commerce, corporations will 

need to open to significant changes in terms of operational procedures and new technology 

know-how (Hog, Kamal, Ehsanul & Chowdhury, 2005). E-commerce has become an 

unavoidable business model for many corporations nowadays due to technology 

advancement and the increasing amount of internet users. 

According to MITI report 2018, it shows that internet users are predicted to grow 

even more from 2019 onwards and reach to an amount of 280 million by 2020 due to the 

emergence of e-commerce marketplaces such as Lazada and Shopee, and online social 

media content (Ministry of International Trade and Industry Malaysia, 2018). Mentioned 

in Economic Census 2016, the statistics also show that among the 920,624 corporations 

in Malaysia, a percentage of 5.2%, which is around 47,556 corporations conducted e 

commerce transactions during 2015. The e-commerce industry in Malaysia is also mainly 

supported by domestic transactions, which consist of 89.6% of the total transaction 

(Department of Statistic Malaysia, 2017). Also, the MIT! report shows that Malaysians 

are aware of the e-commerce industry and are supporting the Malaysia economy by 

purchasing domestically, which also implies that the e-commerce industry will continue 

to grow in the following years. 

4 



r-: 

E-commerce can add value to Malaysia's economy in the long run. As compared 

to the brick-and-mortar shopping experience, consumers who could not find time to do 

shopping during regular hours, they can choose to go online and purchase products easily. 

With that being said, transactions are not limited by time and place with e-commerce, and 

this allows further improvisation of business models, initiating more forms of businesses 

(Zulkifli, Omar, & Anas, 2014). Some of the new business models include the emergence 

of onlinc marketplaces such as Lazada and Shopee. These e-marketplaces only exist 

because of e-commerce, and not only it brings more working opportunities for Malaysians, 

it also successfully attracting investors to Malaysia and improve the economy in the 

country. One of the significant examples is the investment of Alibaba Group Holdings Ltd 

on Lazada Group, which is currently operating in Malaysia. It has announced during 2018 

that Alibaba Group Holdings will be investing another USD 2 billion in Lazada Group 

that is currently running operations in Malaysia, as an investment to compete with e 

commerce giants such as Amazon (The Star, 2018a). 

The emergence of e-commerce also created a concept where it is safe to purchase 

products and services online. By instilling trust in online purchasing, customers are 

encouraged to shop online, and customer loyalty towards a store allows continuous 

revenue and the same time reduce the cost spent on acquiring new customers (Shafiee & 

Bazargan, 2018). To achieve customer loyalty online, also called e-loyalty, the online 

businessmen and service providers must ensure that their products and services are 

consistent and efficient. Furthermore, they must also make sure that they provide quality 
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services and a comfortable and safe e-environment for the customers to purchase goods 

and services (Srinivasan, Anderson & Ponnavolu, 2002). 

1.3 Problem Statement 

E-commerce is the modem way of doing business. By using the internet nowadays, 

businessmen can conduct business online. They can service their customers, sell products 

to other people, even market and distribute their products to others using the internet 

(Zulkifli et al., 2014). Despite the high potential of e-commerce in Malaysia, there is still 

a lack of understanding concerning the subject matter and its potential impact on consumer 

marketing (Harn, Khatibi, & Ismail, 2006). In e-commerce, there are many variable 

directly affect the customer such as web design, speed of ordering and customer service 

which known as perceived e-service quality. It is an effective and reliable online factor to 

study the end-customer's loyalty towards the business (Cristobal, Flavian, & Guinaliu, 

2007). Next, due to customer could not directly touch or feel the products and services 

through online, thus customer trust is an important factor to ensure the customer's 

intention to have repurchase or re-subscribe a service (Setiawan & Sayuti, 2017). 

Moreover, the greater enjoyment bring to the customer create a better satisfaction to the 

customer regardless online or offline, for this reason, e-satisfaction is to examine the 

enjoyment between customer and the online service providers, act as a significant variable 

one-loyalty (Saeed ct al., 2014). 
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However, this also makes it harder to establish a connection with customers as 

compared to traditional business. In order to strive in the competitive e-commerce 

business, many businessmen and researchers are looking into ways to improve their 

services and how to retain their existing customers online (Jun, Yang, & Kim, 2004). 

Many studies showed that perceived service quality will result in better retention rate 

among customers and causes customer satisfactory and future purchases. Customers rely 

on the internet when it comes to gathering information about services, and once they found 

something that fits their needs, they will tend to become a loyal customer, and this is very 

important in the competitive e-commerce world (Sharma & Lijuan, 2015). 

From Figure 1 .2 below, e-commerce has been proven to grow tremendously from 

2015 to 2017, and it is predicted to grow further in the future. More and more companies 

are investing in e-commerce as the expenditure has increased since 2015. Furthermore, 

more and more traditional businesses are starting to show presence online, which had 

increased around 9% since 2015 (The Star, 2019). For the industry to continue growing 

positively, and also to survive the industry, online businessmen and service providers need 

to ensure that customers do not lose trust in purchase products and services online (Sam 

& Tahir, 2009). 
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E-commerce overview in Malaysia 
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Figure 1.2: E-commerce overview in Malaysia and comparison between 2015 and 2017 
Source: Department of Statistics Malaysia 
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Table 1 . 1  
Previous Studies 

Authors Context Independent Variable Dependent Method 
Variable Anal;rsis 

Ham, Khatibi, & E-commerce Demographic Onlioe shopping Frequency 
Ismail (2006). Factors influencing online distribution 

shopping analysis 
Future online purchase T-test 

r-r- 

pattern 

Ainin& E-commerce Malaysia government E-commerce Personal 
Noorismawati Attitude & nonn implementation interviews 
(2003). Cost amongSMEs (using a 

Security structured 
Knowledge questionnaire) 
Infrastructure 

Uparnannyu, Management Customer trust on Perceived Factor analysis 
Gulati, Chack, & customer loyalty corporate social Hierarchical 

� Kaur(20l5). Repurchase intention responsibility regression 
analysis 

Satar, Dastane, & E-commerce Perceived benefit Online shopping Factor analysis 
Yusnorizam Website characteristic intention Multiple 
(2019). Perceived risk regression 

Perceived pricing analysis 
Products and services 
attributes 

Hajli (2013). Consumer Social media presence Consumer trust Structural 
Market Trust on individuals in equation 

social media modelling 
Site's credibility 

Mahmood (2016). E-conunerce Website design Online purchase Descriptive 
Customer satisfaction decision analysis 

Frequency 
distribution 
Regression 
analysis 

Ismail, Tcan, & E-commerce Technological context E-commerce Chi-Square test 
Pei (2017). Environmental context adaptation 

Organizational context 

With these studies, many have mentioned about how Malaysia culture and 

demographics affect the e-commerce implementation in the nation, but it was rarely 

mentioned on how perceived e-service quality, customer trust and e-satisfaction can affect 
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on e-loyalty in Malaysia e-commerce. Most researches related to e-commerce are 

extensive in terms of coverage. As mentioned by Ismail, Tean and Pei (2017), the context 

of environmental, tecbnological and organizational brought a positive impact towards e 

commerce, but more in-depth studies should be performed to further understand the actual 

factor of the positive e-commerce growth in Malaysia. Furthermore, there are many 

inconsistent factors when it comes to factors that influence the e-commerce industry in 

Malaysia, which includes the demographics of the customers (Uncles, Dowling, & 

Hammond, 2003), the knowledge know-how to manage an online business, business funds, 

government support (Ainin & Noorismawati, 2003), the type of products and services 

(Hajli, 2013) and website design (Mahmood, 2016). 

E-commerce in Malaysia is considered as a new business channel as compared to 

other first-world countries. E-commerce seems very appealing to many businessmen 

because of the low modal and more prominent exposure, but many are unaware of the risk 

imposed in it (Zulkitli et al., 2014). E-commerce is predicted to grow further in the 

upcoming years due to technology advancement and globalization as well. Malaysia 

SMEs is said to contribute to 37.1 % of Malaysia GDP and 66.0% employment in Malaysia 

(SMECorp Malaysia, 2019). Malaysia's economy will improve, and job opportunities will 

increase assuming more and more SMEs are going online and due to the inconsistency of 

the factors influencing the e-commerce industry in Malaysia according to previous studies, 

we believe that perceived e-service quality, customer trust, e-satisfaction on e-loyalty 

should be studied in the context of online business and research. 
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1.4 Research Questions 

As mentioned in 1.3, the purpose of this study is to search for answers to these following 

questions: 

1. Is there a significant association between perceived e-service quality and e-loyalty? 

2. Is there a significant association between customer trust and e-loyalty? 

3. Is there a significant association between e-satisfaction and e-loyalty? 

4. Do perceived e-service quality, customer trust and e-satisfaction significantly 

effect e-loyalty? 

1.5 Research Objectives 

The research objectives of this study are: 

I. To examine the relationship between perceived e-service quality and e-loyaity. 

2. To examine the relationship between customer trust and e-loyalty. 

3. To examine the relationship between e-satisfaction and e-loyalty, 

4. To examine the effects of perceived e-service quality, customer trust and e 

satisfaction on e-loyalty. 

1.6 Significance of Research 

This research is significant is because the researcher will be able to conclude based on 

research questions and research objectives, which are the interrelationship between 

perceived e-service quality, customer trust, e-satisfaction one-loyalty in e-commerce. The 
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research findings will benefit those who are researching in variables of perceived e-service 

quality, customer trust, e-satisfaction and e-loyalty also e-commerce related corporation 

as well as provide useful knowledge for e-commerce managers and business owners. 

By conducting analysis in Penang, the study can provide e-commerce businessmen 

with a better point of view in terms of customer expectation from online services providers. 

Furthermore, this research can help service providers to understand the factors that can 

influence e-loyalty and also help to retain their online customers in the future. 

To summarize, the research will provide insights for researches and businesses 

which aim to convert traditional business to brick-and-click business in understanding 

factors that can impact e-loyalty in the future, and also aid in seeking to improve in 

Malaysia e-commerce industry. 

1. 7 Scope of Research 

Research population involve all customer who has online purchase experience in Penang 

area. Quantitative method used in this research with the sample size of this research is 384. 

The researcher collects the related question from the customer to determine perceived e 

service quality, customer trust, e-satisfaction and e-loyalty toward the online store. 

Descriptive analysis (Mean, Median, Mode, Standard Deviation (SD) and Variance) and 

inferential statistics ( Cronbach's Alpha Reliability test, Pearson Correlation and Multiple 

Linear Regression) were used to analyze the data in this research. 
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1.8 Definition of Terms 

I. Perceived e-service quality explained as an antecedent of satisfaction provided 

online (Haddad, Al-Dmour, & Al-Zu'bi, 2012). The operational definition of 

perceived e-service quality is the overall impression of a customer on the relative 

inferiority or superiority of the party who is providing a product or a service online 

(Mmutle & Shonhe, 2005). Service quality can be managed and assessed by using 

the SERVQUAL dimension model, by calculating the expectation and perception 

differences that represent five service quality dimensions, which are tangibles, 

assurance, reliability, empathy and responsiveness (Adil, Al-Ghaswyneh, & 

Albkour, 2013). 

a. Tangibles are those they can be physically seen by the customers, such as 

equipment, facilities and the appearance of the employees (Yarimoglu, 2014). 

The operational definition is defined as the physical elements of a service, 

including the tools and equipment used in the service and the communication 

materials (brochure, pamphlets and more) shown online (Plooy & Johan W, 

2012). 

b. Assurance is the ability of a business to build trust in customers with their 

knowledge in the business and the skills they present with the service (Minh, 

Thu Ha, Chi Anh, & Matsui, 2015). The operational definition is defined as 

the knowledge and the ability of the employees in the business to instil trust 

and confidence in the customers through online (Naik, Gantasala, & Prabhakar, 

2010). 
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c. Reliability is the ability of the business to provide product or service 

accordingly to what the customers were promised (Leonnard, 2018). The 

operational definition is the reliability and trustworthiness of the corporation 

in the online market (Mosahab, Ramayah, & Mahamad, 2010). 

d. Empathy means providing a product or a service to customers with care being 

attentive to their personal feelings during the service (Pakurar, Haddad, Nagy, 

Popp, & Olah, 2019). The operational definition is defined as the ability of the 

service provider to provide service with care and personal attention towards 

customer online (Ismail & Yunan, 2016). 

e. Responsiveness is the ability of an employee or the corporation to provide 

prompt services or products to their customers and help them willingly when 

customers are having troubles with the services (Cook & Verma, 2002). The 

operational definition is defined as the ability of employees to deliver quick 

service once being demanded and also quickly recover if service fails to occur 

(Adulalem & Ali, 2016). 

2. Customer trust is defined as the customer's confidence in the exchange of the 

corporation's reliability and integrity in delivering the product or service (Guenzi, 

Johnson, & Castaldo, 2009). The operational definition is defined as the 

customer's confidence in the services and products provided by the corporation 

online (Guenzi et al., 2009). 

3. E-satisfaction is defined as the extent to which the expectation of the buyer is met 

with the perceived performance of a product or service online (Kant & Jaiswal, 

2017). The operational definition is defined as the positive emotional reaction 
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given by customers when they evaluate the product or service that has been given 

(Biesok & Wyr6d-Wr6bel, 2011). 

4. E-Ioyalty is the value of the product or service that was received by the customer 

online. It is a deep commitment shown by the customer by re-patronize the same 

product or services from the same corporation repeatedly in future online 

(Upamannyu et al., 2015). The operational definition is defined as the customer's 

commitment to repurchase products and services from the corporation repeatedly 

online (Uncles et al., 2003 ). 

5. E-(Kant & Jaiswal, 20l 7)(Kant & Jaiswal, 2017)(Kant & Jaiswal, 2017)(Kant & 

Jaiswal, 2017)(Kant & Jaiswal, 2017)(Kant & Jaiswal, 2017)(Biesok & Wyr6d 

Wr6bel, 201 l)(Biesok & Wyr6d-Wr6bel, 2011  )(Biesok & Wyr6d-Wr6bel, 

20 I l)(Biesok & Wyrod-Wrobel, 201 l)(Biesok & Wyr6d-Wr6bel, 201 l)(Biesok 

& Wyr6d-Wr6bel, 201 l)commerce is conducting a business goal electronically 

through the seamless application of ICT from one point of origin to the endpoint, 

going through the entire business value chain (Wigand, 1997). The operational 

definition is defined as the business conducted by the corporations online, going 

through the business model from provider to end-customer (Bhat, Kansana, & 

Khan, 2016). 

1.9 Organization of Chapters 

The purpose of this research is to identify and examine the relationship and effect of 

perceived e-service quality, customer trust and e-satisfaction on e-loyalty towards e 

commerce in Malaysia. With this, chapter one discusses the background of the study, 
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problem statement, research question, research objective, significance of research, scope 

of research and definition of terms. 

Chapter two is about the literature review on the definition of e-loyalty, perceived 

e-service quality, customer trust and e-satisfaction with previous studies made by 

researchers also the development of hypotheses. In hypothesis development, the 

relationship between independent variables and dependent variables will be discussed. 

The chapter continues with the theoretical framework of the research, followed by the 

underpinning theory, then concluded with a summary. 

Chapter three covered research design, population and sample of the study, 

questionnaire design and operational of variables. The pilot study of each variable, data 

analysis will also be discussed and summarized by the end of the chapter. 

Chapter four is about the presentation of the findings of the research. The profile 

of the respondents is discussed, so does the response rate for the questionnaire. Various 

tests are brought out to analyze the different variables, including statistical analysis 

interference and reliability tests such as Cronbach's Alpha, Pearson Correlation Analysis 

and Multiple Linear Regression. A surmnary of hypotheses testing with tables is included 

in the chapter as well for a better understanding of the study. 
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Lastly, chapter five discussed the results of the study. Theoretical and practical 

contributions of the study are included. The chapter ended with the limitations of the study 

and the conclusion to summarize the study itself. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter discussed the studies and researches performed by previous researchers, 

scholars and practitioners. The relationship between perceived e-service quality, customer 

trust and e-satisfaction on e-loyalty towards e-commerce industry in Malaysia will be 

covered. A review summary and conceptual framework of the research will be stated in 

this chapter. 

2.2 E-Loyalty 

E-loyalty is an action performed by customers online, which they purchase products from 

the same service provider continuously online, and it shows the customer's commitment 

towards the service provider. In other words, e-loyalty is a form of behaviour acted by the 

customers towards the online sellers, where they do not purchase products from other 

vendors other than one online company. The signs of e-loyalty are when the customer is 

willing to spend more even though there is a cheaper solution, and has the resistance to 

switch brands (Ismail & Safa, 2014). Many businesses treat loyalty as a core of their 

business, and they made great efforts in sustaining customer loyalty. However, it is getting 

harder to maintain customer loyalty online because not only that they need to compete 

with similar industries online and offiine (Ponirin, Heidt, & Scott, 2015). Other studies 

mentioned that e-loyalty is a combination of a customer's feelings, attitude towards the 

service and purchasing behaviour. E-loyalty is a positive attitude and customers who are 
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committed to a particular online store when it comes to repurchasing will led to positive 

word-of-mouth behaviour and e-word-of-mouth, It is a form of behaviour beneficial to the 

business owners where the customer is willing to repurchase from the same store, and 

even become a referral for the online store, aiding the business to generate more revenue 

(Romadhoni, Hadiwaidjojo, Noermijati, & Aisjah, 2015). 

There are research showing that e-loyalty is slightly different as compared to 

customer loyalty. It is because there are many variables at play in e-commerce. There are 

many ways to define e-loyalty, which includes the number of times a customer land on 

the website without making a purchase or the number of times a customer repetitively 

visits a website. However, customer loyal is still very related to e-loyalty, as they are still 

running on the same concept, just with different evaluation method (Clifford & Lang, 

2012). One of the factors that contribute toe-loyalty is e-satisfaction of the customers. To 

ensure the online customers are satisfied with the services, the online website must provide 

them with great value. Customers are pleased and satisfied when they realized that the 

online business is making an effort in creating attractive advertising campaigns and 

applying continuous innovation on their products (Zhao & Ngamkroeckjoti, 2014). 

Marketing efforts are critical in e-loyalty as they need to know on what level of loyalty 

can be transferred into permanent loyalty, at the same time, increase customer retention 

and sustaining the online business. By conducting corporate social responsibility and 

publish the news online on the website will help instil customer trust in the business and 

improve customer loyalty (Upamannyu et al., 2015). 
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2.3 Perceived E-Service Quality 

There are a lot of different definitions of perceived e-service quality according to various 

researches. Perceived e-service quality is made up of a combination of multiple online 

factors including assurance, web design, order management and customer service. The 

satisfaction influenced it felt by the end-customers, and the satisfaction also directly 

affects a customer's loyalty towards the business (Cristobal et al., 2007). It is the degree 

where online customers will find various attributes and benchmark that make their 

purchases and services obtained a pleasant one. According to Elias & Arridha (2015), they 

found out that by allowing customization according to the customers' preferences deeply 

improve the customers' perception towards business and make it easier to retain the 

customers in their business. To be able to deliver the best-perceived e-service quality to 

customers, the businessmen and service providers must know how their decisions in 

delivering products and services affect customer's course of action. Many tecbnology 

based businesses did not consider the quality perceived by customers into their business 

model, and it usually ends up with customer dissatisfaction. Perceived e-service quality 

should include during e-commerce planning instead of improvising after the business 

model has been decided (Cook & Verma, 2002). 

E-commerce businesses will need to consider their target market before providing 

services to ensure that the services are perceived well in the customers' perspective. Some 

studies showed that perceived e-service quality differs according to gender. Male and 

female have different preferred products, where males prefer electronic products, sports 

and fitness related products as compared to females, who prefer apparels and accessories. 

20 



Businessmen and service providers should consider both preferences and construct a 

suitable e-commerce experience for both genders (Agarwal & Singh Bhati, 2016). For 

example, to ensure that males have an excellent perceived e-service quality, businessmen 

should allow a 7-days trial for electronic products and provide 24- 7 helpline regarding 

issues encountered while using the products or services. As for females, 3-days return and 

refund policy should be given to customers when they purchase clothes online. 

SERVQUAL model is a popular way to measure perceived e-service quality, 

which is a model developed by Parasuraman Berry and Zeithaml back in 1988. There is a 

total of 22 criteria to decide whether the service is a quality one. Customers will have to 

comment on the service in a way where they have to rate the level of agreement on a 

particular subject related to the services. Then the results will be evaluated by comparing 

both expected services and perceived services. As mentioned in chapter 1, the 

SERVQUAL model is built based on five dimensions, which are reliability, assurance, 

responsiveness, tangibles and empathy (Markovic & Raspor, 1990). However, there are 

also other models used to evaluate service quality. Brogowicz proposed a service quality 

evaluation model in 1990, stating that service quality should evaluate through the image 

of the company, the external influence of the company and the traditional marketing 

strategies that affect the customers' perspectives. There is also another model by 

Haywood-Farmer during 1988 mentioned that service quality should be examined based 

on the facilities provided by the service providers, the process and procedure of the 

purchase, the attitude and values portrayed by the service providers and the judgment of 

the customers (Handrinos, Folinas, & Rotsios, 2015). To conclude, there are many service 
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quality evaluation models provided by various researchers, however the SERVQUAL 

model is the most popular evaluation model, and it was widely used by many modem 

researchers (Adulalem & Ali, 2016; Minh et al., 2015; Mosahab et al., 2010; Naik et al., 

201 O; Pakurar et al., 2019). 

2.3.1 Relationship between Perceived E-Service Quality and E-Loyalty 

Perceived e-service quality has a strong influence on e-loyalty. By providing quality 

services online to customers, customers will remain as loyal customers, and this provides 

a continuous income for the business to maintain and expand. Businessmen and service 

providers need to make sure that services provided with minimum error, consistency and 

maximum customization. It allows the customers to feel that they are appreciated and 

welcomed (Fragata & Munoz Gallego, 2010). 

Furthermore, by providing excellent e-service quality, businesses can attract more 

customers. Word-of-mouth is one of the most effective strategies in the e-commerce 

industry, as the information travels fast and is easily accessed. The research concludes that 

customers treat the personal source as the most important and reliable source, especially 

for those products and services that were perceived high risk. Providing high-quality e 

service leads to great customer satisfaction, and then customer e-loyalty towards the brand 

(Ghalandari, 2013). The hypothesis is proposed as: 

Hl: There is a significant relationship between perceived e-service quality and e-loyalty. 
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2.4 Customer Trust 

Customer trust can be defined as the willingness of a customer to rely entirely on the 

services and products provided by a company or an organization based on customer 

confidence. Customer trust will only exist when the customer is confident with the service 

providers' integrity and reliability. With customer trust, the customers are expecting great 

products and services not only for the current state but in the future as well when they 

repurchase or re-subscribe a service (Setiawan & Sayuti, 2017). Another definition of 

customer trust is that one party has confidence in the qualities of another party in terms of 

reliability and honesty. This definition can apply in different scenarios, which include 

exchange or specific products and services. 

Customer trust usually starts with trust in the sales representative or the person 

who provides the services, which is the first level. The second level of customer trust is 

where the customer trust the company instead of the individual who provides the service 

or product (Mosavi & Ghaedi, 2012). There are two types of customer trust, one is called 

trusting intention, and another one is called trusting belief. Trusting intention is when a 

person is willing to rely on another party in certain situations while trusting belief is where 

someone believes that the other party is honest and competent in a particular situation. In 

the e-commerce industry, the level of trust is much more needed as compared to brick 

and-mortar stores. It is because customers can see what they are paying or purchasing 

when they purchase offline, but unable to do so when purchasing online. It gives a sense 

of insecurity for the customers, which explains why the higher level of trust is required 

(Wijoseno & Ariyanti, 2017). 
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Many factors result in customer trust, which includes the quality of the service, the 

price of the product and services, the value of the service and customer satisfaction. 

Customer trust can be built through brandings, such as improving the corporate identity, 

reputation and image. With the ease of access towards information nowadays, customers 

will always seek for information before purchasing a product or service. In e-commerce, 

the customers must deal with the fact that the products and services they are about to 

purchase are intangible. That is why corporate image and branding will be able to help 

instil trust into the customers' mind and improve purchase rate (Nguyen, Leclerc, & 

LeB!anc, 2013). There are many criteria a customer refers to when he or she decides if the 

trust not being instilled in the services. According to Coles and Smart (2011 ), a customer's 

evaluation can be considered but not limited to the cost of delivery. Service support 

provided when there arises a problem such as the payment method and technology to track 

the order or service. Customer trust will not be present if there is no risk for the customers 

to bear. The action of a customer reading the Privacy Statement of the service is proof that 

the customer is considering to trust the service provider despite the risk (Coles & Smart, 

2011). 

Customer trust allows the businessmen and service providers to operate on a lower 

transactional cost and same time promotes a healthy, long-term relationship with the 

customers. It can also describe as the willingness of the customer to increase their 

vulnerability towards a particular party whose is unable to control and maintain their 

behaviour and pattern, and in this case, it is referring to online businesses and service 

providers (Bricci, Fragata, & Antunes, 2016). Customer trust also directly effects on 
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customer loyalty and affects the satisfaction of the customers indirectly. It helps shape a 

better relationship between the customers and the service providers. With customer trust, 

the market share will grow, and it will bring success to the business. A business cannot 

sustain without customers, and if there are customers who trust in the business, 

undoubtedly, the business will be able to sustain (Rasheed & Abadi, 2015). 

2.4.1 Relationship between Customer Trust and E-Loyalty 

Customer trust holds a significant influence in e-loyalty of a customer. Many studies are 

being conducted based on this subject to examine the positive relationship between 

customer trust and e-loyalty. The research conducted by Upamannyu, Gulati, Chack, & 

Kaur (2015) in India, Setiawan & Sayuti (2017) in Indonesia and Rasheed & Abadi (2015) 

in Malaysia strongly showed a positive relationship between the two variables. 

Furthermore, there are also other studies showing that there is a positive 

relationship between customer trust and e-Ioya!ty. Many similar findings have made by 

Mosavi & Ghaedi (2012) in Africa, Nguyen et al. (2013) in Canada, Saeed, Rehman, 

Akhtar and Abbas (2014) in Pakistan and Guenzi, Johnson and Castaldo (2009) in the 

United States. Based on past studies, we can assume that customer trust helps strengthen 

e-loyalty. Therefore, the hypothesis is proposed as: 

H2: There is a significant relationship between customer trust and e-loyalty. 
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2.5 E-Satisfaction 

£-satisfaction is an evaluation from a customer based on what the customer expects 

compared with the actual performance of the product online. It can be one of the 

competitive advantages of the company if the company can continuously provide 

satisfying services online to their end customers. Evsatisfaction is the reaction given by 

the customers where they are satisfied with the product and services they received online. 

Satisfied customers will not go to another product brand and will stay loyal to the company 

(Saeed et al., 2014). A construct called "customer information satisfaction" (CIS) is being 

proposed especially to evaluate the satisfaction of customers towards digital goods and 

services. CIS is a summary of a series of responses by the customers and stimulated by 

business aspects including activity in sales, the products and services, customer support, 

information system and the culture of the company. £-satisfaction is also defined as the 

level of contentment of a customer after he or she purchases e-commerce products (Chen, 

Rodgers, & He, 2008). 

Many factors cause e-satisfaction among customers. According to Szymanski and 

Hise (2000) research, one of the reasons for e-satisfaction is because e-commerce 

shopping is very convenient, and the customers feel safe when they purchase online. Other 

factors of e-satisfactory, which includes the website design and the variety and selection 

of the products available. This finding is supported by Burke (2002) research, which the 

results obtained after analyzing the factors affecting e-satisfaction is that online customers 

are very satisfied with their services due to the convenience they get from purchasing 
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online, the quality of the product, the value provided by the product and the company, and 

the positive online shopping experience (Burke, 2002). 

Besides that, customers who shop online also consider quality information as an 

essential factor in determining e-satisfaction. Information online can create a benchmark 

in customers' expectation, and it will aid in improving the satisfaction level of a customer. 

If the online business over-promotes the product and the customers are over-expecting the 

product, it will cause e-dissatisfaction at the end of the customer's e-commerce journey. 

The online shopping journey is also a factor of e-satisfaction, research shows that online 

businesses need to understand the effects of different website layouts and how the 

different positioning of elements in the website will affect the satisfaction of the customer 

(Azam, Qiang, & Abdullah, 2012). 

E-satisfaction is able to bring a positive impact to the e-commerce business. 

Similar to the impact of customer trust, they can help retain customers and sustain the 

business itself. A customer who is satisfied with a brand or an online store will not change 

to another online store because they will need to re-evaluate the service provided by the 

other store and retake the risk of bad product quality. E-satisfaction is an emotional state 

that arose by customers when they receive a product or service online, and they will judge 

the experience, either positive or negative (Bhaskar & Kumar, 2015) . 
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2.5.1 Relationship between E-Satisfaction and E-Loyalty 

E-satisfaction and e-loyalty have a very strong and positive relationship. It was supported 

by Ismail and Safa (2014), Mosahab, Ramayah, and Mahamad (20IO) also Bhaskar & 

Kumar (2015) who are researching in Malaysia. Similar results are found in their research, 

concluding that e-satisfaction forms a positive relationship withe-loyalty. 

Furthermore, our research is to studies the relationship between e-satisfaction and 

e-loyalty. It has been mentioned in many research, including research from Romadhoni et 

al. (2015) and Kao and Lin (2016). These researches proved that e-satisfaction forms a 

positive impact on e-Ioyalty. Therefore, the hypothesis is proposed as: 

H3: There is a significant relationship between e-satisfaction and e-loyalty. 

2.6 Effects between Perceived E-Service Quality, Customer Trust, E-Satisfaction 

and E-Loyalty 

Perceived e-service quality, customer trust, e-satisfaction have a strong influence on e 

loyalty. By providing quality services online to customers, gaining customer trust and 

satisfaction to make customers remain as loyal customers. The three factors mentioned 

enabling to ensure the customer obtains the best service and products they paid. By the 

combination of three factors, it allows the business to develop at a faster rate with better 

customer retention rate. 
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Additionally, many researchers identified the perceived e-service quality, 

customer trust and e-satisfaction had a significant effect on e-loyalty. According to the 

previous studies had been done, we can assume that perceived e-service quality, customer 

trust and e-satisfaction enable to enhance e-loyalty (Romadhoni, Hadiwaidjojo, 

Noermijati, & Aisjah, 2015; Zhao & Ngamkroeckjoti, 2014; Cristobal, Flavian, & 

Guinaliu, 2007; Fragata & Mufioz Gallego, 2010; Wijoseno & Ariyanti, 2017). Therefore, 

the hypothesis is proposed as: 

H4: Perceived e-service quality, customer trust and e-satisfaction significantly effect e- 

loyalty. 
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2.7 Underpinning Theory 

Underpinning theory of this study is social exchange theory (SET). 

2. 7.1 Social Exchange Theory 

In this research, the social exchange theory will be used as the underpinning theory. Based 

on Sierra and McQuitty (2005) studies, social exchange theory is the interaction activities 

which exchange emotional, value and characteristic with at least two parties. The 

exchange process created a bonding, responsibility and familiarity among each other that 

brings out an outcome of shared personal emotion. The different outcome could be 

produced from a person's emotion, which is either be positive or negative. Social 

exchange theory can predict stronger emotion will bring a higher chance of loyalty 

(Lawler, 2001). Previous studies of Shiau and Luo (2012) in studying social exchange 

theory in the e-commerce industry. In the study, social exchange theory involved the 

exchange process occur and create during the communication process between customer 

and service providers also it supported by Yim, Anderson and Swaminathan (2013). 

With the social exchange theory, we can see the relationship between perceived e 

service quality and e-loyalty. This theory exists between the two variables because by 

providing a positive e-service quality, it will cause e-loyalty among customers. Within the 

social exchange theory, both interactions are said to be interdependent among each other, 

and this interdependent relationship will cause high-quality relationship. It allows a chain 

reaction of the rewarding reaction of others, and over time it will provide more mutually 

and rewarding transactions and relationships for both parties (Cropanzano & Mitchell, 
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2005). There is a natural social exchange between perceived e-service quality and e 

loyalty. Because with the perception of providing good e-service quality increases, the 

perception of responsibility shared among the business rises, and it turns into emotions 

associated with the social unit involved in the exchange. This emotion will affect the e 

loyalty in a customer (Sierra & McQuitty, 2005b). 

Furthermore, this theory can apply to the relationship between customer trust and 

e-loyalty. A party will participate in exchange relationship to gain something from a 

particular experience and avoid loss. Loss can be associated physically or mentally, which 

can be lost in cost, equipment and the time that invested in the experience. Social exchange 

theory assumes that benefits will be obtained from both parties, and either party are unable 

to achieve the benefit without one another. Both customer trust and e-loyalty are mutually 

dependent on one another. Customer trust results in e-loyalty and social exchange 

relationships will reoccur and further develop over time. With this, we can presume that 

customer trust and e-loyalty forms a positive relationship and can bring more benefits to 

e-commerce in the future (Susan ta, Alhabsji, Idrus, & Nimran, 2013 ). 

Social exchange theory also applies to the relationship between e-satisfaction and 

e-loyalty. Studies revealed that c-loyalty established by making sure customers are 

satisfied with the services online. Both of these variables form a positive and strong 

relationship. By satisfying a customer's online purchase, it causes the customer to be loyal 

to the brand (Manzuma-Ndaaba, Harada, Nordin, Abdullateef, & Romie, 2018). Social 
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exchange theory describes a social change and stability between parties in terms of 

negotiation. It is a theory where parties will calculate the overall of the relationship by 

subtracting the cost with the reward of the outcome. It can be seen as an idea where people 

are attracted to those who will fulfil their desires, and also forms a positive relationship 

(Sharma, 2017). Social exchange theory is valid in these two variables because both e- 

satisfaction and e-loyalty form a positive relationship, and it is interdependent among each 

other. 

2.8 Theoretical Framework 

HI Perceived E-Service 

Quality - 

H2 Customer Trust H4 E-Loyalty 

H3 E-Satisfaction 

i 
- 

Figure 2.1 
Theoretical Framework 
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With the theoretical framework shown in figure 2.1, the research focuses and reviews on 

the relationship and the effect of perceived e-service quality, customer trust and e 

satisfaction toward e-loyalty as well as in with the demographic profile such as gender, 

age, financial information, job designation and marital status. 

2.9 Summary 

This chapter discussed the relevant literature review on perceived e-service quality, 

customer trust, e-satisfaction and e-loyalty. The theoretical framework of the research has 

been formed and showed a strong relationship towards the research. Perceived e-service 

quality, customer trust, e-satisfaction and e-loyalty are involved in the direct relationship. 

Previous studies made by researchers discussed and hypotheses formed. 
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CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

This chapter discussed the research design and methodology used for this study. The key 

objective of this study is to investigate the relationship between perceived e-service 

quality, customer trust and e-satisfaction one-loyalty. In detail, it addressed the population 

and sample of study, sample selection, questionnaire design, operational of variables and 

pilot study. Finally, this chapter discussed the technique used to analyze data. 

3.2 Research Design 

The critical success of a research project is an appropriate research methodology (Sekaran 

& Bougie, 2016). This research was conducted to examine the relationship between 

perceived e-service quality, customer trust and e-satisfaction on e-loyalty. In this study, 

the main technique used to collect data is a quantitative method involving the distribution 

questionnaire. According to Sekaran and Bougie (2016), a descriptive study was 

conducted to describe the characteristics of the respondents. The dependent variable of 

this study is e-loyalty, and the independent variables are perceived e-service quality, 

customer trust and e-satisfaction 

3.3 Population and Sample of Study 

According to Krieger (2012), the concept of "population" is essential to the population 

sciences but is hardly defined except in statistical terms. Also, a population is the whole 
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combination of parts from which the researcher decides to formulate some assumptions 

(Cooper & Schindler, 2014). To be precise, the research population is collecting 

individuals or items on a large scale, which also is the main focus of the researcher wants 

to examine. The populations of this study are the customer who had online purchase 

experience. It is essential to choose a suitable sample size when conducting research. As 

a result, the sample size will directly influence the reliability of the analysis (Hair, Black, 

Babin, Anderson, & Tatham, 2006). 

3.3.1 Sample Size 

The sample size for this study is the customer who had online purchase experience in 

Penang area since customers experienced the service and quality of the online store, they 

will be the best candidate for this research with real feedback. 

Table 3.1 shows the table for determining sample size from a given population. 

The sample size of this study is 384, while the current total population of Penang state are 

1.8 million. Therefore, 1,000,000 population size is chosen. The minimum sample 

required for this study is 384. 

According to the New Straits Times (2019), Penang has raised in the number of 

the user purchasing online, especially in the Fast-Moving Consumer Goods (FMCG) 

category. It indicates that Penang is more people accepting in the concept of e-commerce 

as they were starting to purchase goods online more frequently. Based on Malaysian 
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Communications and Multimedia Commission (20 l 7a) Hand Phone Users Survey 2017, 

in Penang state, having a high mobile-cellular telephone penetration rate in the past five 

years. In the year 2013, Penang state ranked fourth place by having 162.2 per 100 

inhabitants by state. Moreover, in Internet Users Survey 2017, Penang state contain 4.8% 

of internet in Malaysia. As Penang is a state with limited land, but it has 4.8% of iutemet 

user, which is very high compared to other states with the larger territory (Malaysian 

Communications and Multimedia Commission, 2017c). With the data above, we could 

able to assume the Penang state as having high digital literacy and well-distributed 

population of internet users as they had familiar with JCT product. Another reason could 

be credited to Penang having a large area of manufacturing, machinery and IT industry, 

and it created an environment for Penang resident always get in touch with the latest 

technology, engineering and IT programming as it increases the acceptance of the resident 

to use and confidence with online shopping or purchasing. Therefore, Penang state is 

suitable to be a research sample. 

Table 3.1 
Table for Determining Sample Size from a given Population 

Population size (N) 

50000 

75000 

1000000 

Source: Krejcie and Morgan (1970) 

Sample size (S) 

381 

382 

384 
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3.3.2 Sample Selection 

The data for this research was obtained from a convenient sampling method of customer 

in Penang who had online purchase experience. Due to the time and cost constraints, no 

the customer outside of Penang area included. Respondents for the questionnaire was 

randomly select who had online purchase experience in Penaug area. This study was 

collected through self-distributing questionnaires with cover letter by hand in front to 

respondents by convenient sampling method. This method of data collection will be more 

flexible, fast and easy access to collect information from the respondents. 

Besides, with this technique, the researchers can determine the respondents will 

not be biased or distorted by any external disturb such as phone call. This survey was 

designed to get information regarding the e-loyalty of the e-commerce industry in 

Malaysia. The data collection collected in one month, which is from 10 June 2019 until 

10 July 2019. Questionnaires total of 450 distributed, 400 has collected back. However, 

ten questionnaires were found to be invalid, as the answer were incomplete. As a result, 

only 390 respondents taken into participants in this study. Due to base on previous 

research with a similar technique, the studies have a response rate of around 80% to 85% 

(Hallowell, 1996; Levesque & McDougall, 1996). Based on Fryrear (2015), 80% and 

above is a satisfying response rate from a small sample size, and an internal survey will 

typically generate a 30-40% response rate. Therefore, this research had been distributed 

17% more than the sample size (450 questionnaires) as a safety mechanism to get a good 

response rate. In result, the response rate of this research is 86. 7%. 
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The data collected were supported by the article regarding e-loyalty. From here, 

the researcher will be eventually able to strengthen the existing boundary with the result 

of the data collection about perceived e-service quality, customer trust and e-satisfaction 

and e-loyalty. The questionnaire will be prepared in the English language. 

3.4 Questionnaires Design 

The cover page was included on the first page of the questionnaire to provide an overview 

objective of this study. Thus, the questionnaire consisted of three sections. Section A 

requires the respondents to rate the perceived e-service quality of the online store. Section 

B requires the respondents to rate the trust toward the online store. Section C requires the 

respondents to rate e-satisfaction level toward the online store. Section D requires the 

respondents to rate e-loyalty level toward the online store. Section E is the respondent's 

demographic profile such as gender, age, salary per month, job designation and marital 

status. All five section rate with using a five-point Likert scale ranging from "Strongly 

disagree" to "Strongly agree" in order to achieve the objective of the research. 

For example, there are four questions by rating 1-5 Likert scale from "strongly 

disagree" to "strongly agree" to examine the tangible perceived e-service quality such as: 

I. This online store has up-to-date website. 

2. This online store's website is visually appealing. 

3. This online store is neat in appearance. 

4. The appearance of the online store is in keeping with the type of service provided. 
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The Likert-scale questionnaire is the most frequently used instrument for 

measuring the relationship and affect between variables (Nemoto & Beglar, 2014). Plus, 

the five-point scale in the Liker! Scale, which allows the individual to express the level of 

agreement toward a statement (Mcleod, 2008). In this research, five-point Liker! scales 

measurement used to measure all the questions in Section A, B, C and Section D as it can 

generate data that valid and reliable. Respondents are required to indicate a response to 

each statement according to the stated scale. 

3.5 Operational of Variables 

Table 3.2 showing the summary of the measurement of the construct, which indicates 

the adoption or adaption question from the original items. 

Table 3.2 
Summary of Measurement of Construct 

Variable Adopt/ Adapt Authors Original Items 

Perceived E-Service 

Quality 

Customer Trust 

E-Satisfaction 

E-Loyalty 

Adapt 

Adapt 

Adopt 

Adapt 

39 

J. Joseph Cronin, Jr. & 

Steven A. Taylor (1992) 

Andreas B. Eisingerich & 

Simon J. Bell (2008) 

Kaukab Abid Azhar & 

Muhammad Adnan Bashir 

(2018) 

Srini S. Srinivasan, Rolph 

Anderson & Kishore 

Ponnavolu (2002) 

22 

4 

4 

7 



3.5.1 Perceived E-Service Quality 

With adapting from J. Joseph Cronin and Taylor (1992), perceived e-service quality is the 

overall consumption experience of the customer based on product and service provided 

by the organization (J. Joseph Cronin & Taylor, 1992). The operational definition of 

perceived Evservice quality defined is the total quality evaluation of product or service 

based on their current experience. Perceived e-service quality is the independent variable 

in this study, which measured by using 5 point Likert-scale. The range of the measure is 

from "I" (strongly disagree) to "5" (strongly agree). Items to measure perceived service 

quality adapted from the study by J. Joseph Cronin and Taylor (1992). 

3.5.2 Customer Trust 

With adapting from Eisingerich and Bell (2008), customer trust is the customer level of 

confident toward the seller services. (Eisingerich & Bell, 2008). The operational definition 

of customer trust defined is the overall evaluation of customer believe the seller will 

deliver what does the seller promised with integrity. Customer trust is the independent 

variable in this study, which measured by using 5 point Likert-scale. The range of the 

measure is from" I" (strongly disagree) to "5" (strongly agree). Items to measure customer 

trust adapted from the research of Eisingerich and Bell (2008). 

3.5.3 E-Satisfaction 

Azhar and Bashir (2018) defined £-satisfaction as the customer's comparison between the 

actual service and product received with expectation performance. The operational 

definition for satisfaction is the overall evaluation of customer towards online store based 
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on expected performance with the actual performance provided by the online store. E 

satisfaction is the independent variable in this study, which measured by using 5 point 

Likert-scale. The range of the measure is from "I"  (strongly disagree) to "5" (strongly 

agree). All the items in the E-satisfaction measurement from the study by Azhar and 

Bashir (2018) were adopted in totality because this measurement was also used by several 

other authors including Chou, Chen, & Lin (2015); Fang, Chiu, & Wang (2011); 

Mckinney, Yoon, & Zahedi (2002). In addition, this E-satisfaction measurement has a 

very high reliability, i.e 0.93. Therefore, this questionnaire is suitable to be adopted as our 

questionnaire. 

3.5.4 E-Loyalty 

According to Srinivasan, Anderson and Ponnavolu (2002), e-loyalty as continuous 

repurchase behaviour towards preferred product or service. An organization needs to stay 

in a close relationship with customers to increase e-loyalty. The operational definition of 

e-loyalty defined as the customer will choose to purchase again with the same online store. 

E-loyalty is the dependent variable in this study, which measured by using 5 point Likert 

scale. The range of the measure is from "I" (strongly disagree) to "5" (strongly agree). 

Items to measure E-loyalty adapted from the study by Srinivasan, Anderson and 

Ponnavolu (2002). 

3.6 Pilot Study 

According to Cooper and Schindler (2014), the pilot study used to have an early discovery 

of the weaknesses or flaw in questionnaire design and instruments which provides a proxy 
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data on the effectiveness of the sample. The pilot study usually conducted on a small scale 

with a reasonable number of respondents, which reflects the target population. Moreover, 

conducting pilot study enable the researcher to correct shortfalls of the instrument before 

conducting data collection (Sekaran & Bougie, 2016). 

A pilot study was conducted in this study. Among customer in Penang, 30 

questionnaires distributed to a total of30 respondents selected for the pilot study. However, 

30 usable questionnaires taken into account in the pilot test. Reliability indicates the 

stability and consistency of the items and assesses the "goodness" of a measure (Sekaran 

& Bougie, 2016). According to Hayes (2008), a reliability test was used to test the 

reliability of the dependent variable and independent variables. Cronbach's alpha indicates 

the reliability of variables. Coefficient alpha range from O indicates no reliability to 1 

indicates perfect reliability (Hair et al., 2006). Table 3.3 shows the Cronbach's alpha for 

each variable in the study. The Cronbach 's alpha result for perceived e-service quality was 

a= 0.909 which is excellent, a= 0.948 for customer trust which is excellent, followed by 

a=  0.940 fore-satisfaction which also is excellent, a=  0.940 fore-loyalty which is good. 

Table 3.3 
Cronbach 's Alpha for Each Variable 

Variables 

Perceived E-Service Quality 

Customer Trust 

E-Satisfaction 

£-Loyalty 

42 

Cronbach's Alpha 

0.909 

0.948 

0.940 

0.864 



3. 7 Data Analysis 

Statistic Package of Social Science (SPSS) version 22 was practice to analyze and 

investigate the relationship between all variables. At first, the data file created with the 

collected data. Next, the data were labels according to representative variables and defined. 

Several statistical tools, such as descriptive analytic of Mean, Median, Mode, Standard 

Deviation (SD) and Variance as well inferential statistics Cronbach's Alpha Reliability 

test, Pearson Correlation and Multiple Linear Regression practised in this study. 

3. 7 .1 Reliability Test 

According to Golafshan (2003), reliability is defined as the results which consistent and 

can reproduce under the same methodology are considered reliable. Its idea is to ensure 

the result is replicable and repeatable. In addition, based on Sekaran and Bougie (2016), 

reliability implies as to the extent of study without bias and achieve the result of stability 

and internal consistency. In this research, the researcher intended to do interitem 

consistency reliability to measure the answer of all item, whether correlated with each 

other. Hence, Cronbach's alpha is used to test the items. If the Cronbach's Alpha value is 

greater than 0.7, the internal consistency is acceptable. 

Table 3.4 
Internal Consistency Measurement 
Cronbach's Alpha 

0.9= a 

0.8 =a< 0.9 

0 .7=u<0 .8  

0 .6=a<0 .7  

Internal Consistency 

Excellent 

Good 

Acceptable 

Questionable 
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0.5 =a<0.6  

a<0.5 

Source: Sekaran & Bougie (2016) 

3.7.2 Pearson's Correlation Analysis 

Poor 

Unacceptable 

Pearson's correlation analysis is used to measure the relationship between two variables 

in the study. In addition, it will provide the result, strength and significance of the bivariate 

relationship. (Sekaran & Bougie, 2016). In fact, the symbol of correlation coefficients 

named as 'r' and the sign ranged from + I to -I. Value of+ I shows positive relationship 

while -1 show a negative relationship. In addition, the correlation can be categories with 

very strong(± .70 or higher), strong(± .40 to± .69), moderate(± .30 to± .39), weak(± .20 

to± .29), no or negligible(± .01 to± .19) and zero correlation (0). Table 3.5 below shows 

the strength of the Pearson correlation coefficient. 

Table 3.5 
Strength of Pearson Correlation Coefficient 
Range of Coefficient 
± . 70 or higher 

± .40 to± .69 

± .30 to± .39 

± .20 to± .29 

± . O l t o ± . 1 9  

0  

Source: Sekaran and Bougie (2016) 

3. 7 .3 Multiple Linear Regression Analysis 

Description of Strength 
Very Strong 

Strong 

Moderate 

Weak 

No or negligible 

Zero correlation 

Multiple Linear Regression is a statistical analysis that examines the impact and affects 

between independent variable to the dependent variable (Schneider, Hommel, & Blettner, 
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2013). In addition, the aim of conduct this analysis is to examine the relationship that 

happens between the dependent variable and the independent variables as stated in the 

hypothesis. Multiple linear regression analysis and measure the impact of independent 

variables on the dependent variable (Schneider et al., 2013). 

3.8Summary 

This chapter discussed the research design of the quantitative approach by using a 

questionnaire. The chapter also discussed the sample size and sample selection used in 

this study. A pilot study was conducted to assess the reliability of each item. The statistical 

techniques employed for analyzing the data were explained. 
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CHAPTER FOUR 

RESULTS AND DISCUSSION 

4.1 Introduction 

This chapter was discussed the research findings from the survey. It begins with an 

overview of response rate to the research survey, followed by respondents' demographic 

profile, results ofreliability test and statistical analysis inference. Followed by a summary 

of hypotheses testing. 

4.2 Response Rate 

For data collection purposes, there were 450 questionnaires distributed to customers who 

have online purchase experience in Penang area. However, the questionnaires were 

collected back are 400. Among 400 questionnaires, ten questionnaires were unusable due 

to incomplete data. A total of 390 or 86.7% questionnaire were usable. According to 

Baruch ( 1999), the average response rate was having 55.6% of response rate based on his 

previous studies. 86.7% response rate is having in this research, as shown it has an 

excellent response rate, which higher than the average response rate. Table 4.1 indicates 

the response rate of this research. 
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Table 4.1 
Response Rate 

Items 

The number of questionnaires distributed 

The nwnber of questionnaires received 

Usable questionnaire 

Not usable questionnaire 

Response Rate 

4.3 Profile of Respondents 

Respondent 

450 

400 

390 

10 

86.7% 

This section describes the background of the respondents in this study. Precisely, it 

provides demographic information about respondents' gender, age, salary per month, job 

designation and marital status. Table 4.2 present the profile of the respondents in details. 

Table 4.2 
Respondents' Profile 
Characteristics 

Gender 

Male 

Female 

Age 

20-29 

20-39 

Above40 

No of Respondents 

149 

241 

298 

66 

26 

47 

Percentage (%) 

38.2 

61 .8 

76.4 

16.9 

6.7 



Characteristics No of Respondents Percentage ('Yo) 

Salary Per Month 

RMIOOO to RM3000 132 33.8 

RM300 l to RM5000 143 36.7 

Above RMSOOl 115 29.5 

Job Designation 

Top Management 23 5.9 

Middle Management 142 36.4 

Lower Management 1 19 30.5 

Unemployed 15 3.8 

Student 36 9.2 

Others 55 14.l 

Marital Status 

Married 66 16.9 

Single 324 83.1 

As shown in Table 4.2, during the survey, it found that most the customers who 

willing to participate in this research were female which 61.8% from a total of 390 

customers. The respondents mostly fall in the age range of20-29 years old, which is 76.4%. 

Followed by the age of 30-39 years old with 16.9%. Additionally, 6.7% were in the age 

above 40 years old. It might because the youngster is more active in online purchasing. 

After that, most of the respondent is having a salary per month in the range of 

RM3001 to RM5000 with 36. 7%. Follow by RMI 000 to RM3000 salary per month, which 

is 33.8%. Lastly, the least of the respondent are above RM5001 salary per month with 

29.5%. 
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Also, the job designation of the majority of respondents are middle management 

with 36.4%, and the least respondents were unemployed with 2.3%. Top management, 

lower management, student and others are 5.9%, 30.5%, 9.2%, 14.1% respectively. 

Moreover, single status is having the highest percentage at 83 .1 % while married status has 

16.9%. 

4.4 Reliability Test 

According to Sekaran and Bougie (2016), if the alpha value is equal to or greater than 0. 7 

is an acceptable level. While less than 0. 7 is considered at a weak and poor level. The 

reliability test result for the pilot test and real test are shown in Table 4.3 below. 

Table 4.3 
Reliability Test result for Pilot Test and Real Test 

Variables No.item Croobach's Alpha 

Pilot Test Real Test 

N=30 N=390 

Perceived E- Service Quality 22 0.909 0.890 

Customer Trust 4 0.948 0.929 

E-Satisfaction 4 0.940 0.930 

E-Loyalty 7 0.864 0.883 

The overall coefficient of reliability for the pilot test and real test are more than 

0.8. According to Sekaran and Bougie (2016) and referring to table 3.3, the reliability 

measurement of the variable for both independent and dependent variable is good. For 
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perceived e-service quality and e-loyalty is fall on the level of good internal consistency 

with a =  0.890 and a =0.883, respectively. For customer trust and e-satisfaction is fall on 

level of excellent internal consistency with a =  0.929 and a= 0.930, respectively. 

4.5 Statistical Analysis Inference 

In this study, statistical inference analysis used to analyze the findings through test 

methods like Pearson's Correlation and Multiple Linear Regression Analysis to test the 

hypotheses to achieve the research objectives. The aim of using Pearson Correlation 

Analysis is to gain the view of the relationship between perceived e-service quality, 

customer trust, e-satisfaction and e-loyalty. On the other hand, Multiple Linear Regression 

Analysis was used to investigate the relationship and the significance of independent 

variables with dependent variables in this study. 

4.5.1 Pearson Correlation Analysis 

Pearson correlation analysis is to measure the relationship between two variables. 

According to Reimann, Filzmoser, Garrett and Dutter (2008), Pearson correlation methods 

commonly result in between -1 and+ I to show the relation of two variable. Notably, a 

correlation of ±0.5 implies a significant relationship. Based on the correlation result as 

table 4.4 below, correlation value for perceived e-service quality, customer trust and e 

satisfaction were 0.344, 0.610 and 0.733, respectively. These had achieved the three 

objectives of the research which to identify the relationship of perceived e-service quality, 

customer trust and e-satisfaction with e-loyalty. Thus, independent variables customer 
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trust and e-satisfaction illustrates the value of correlation is more than 0.5, which are 

customer trust with variable r was O. 610, and the e-satisfaction of the variable r was O. 73 3. 

It indicates that perceived e-service quality show a moderate positive correlation with e- 

loyalty, while customer trust shows a strong positive correlation with e-loyalty and e- 

satisfaction show a very strong positive correlation with e-loyalty. It had completed the 

research objective one, two and three. 

Table 4.4 

Results of Pearson Correlation Analysis 

Correlations 

Perceived E-Service Customer Trust 

Perceived E-Service .600 •• 

Quality 

E-Satisfaction 

. 604 •• 

E-Loyalty 

.344 •• 

Customer Trust 

E-Satisfaction 

E-Loyalty 

. 600** 

. 604 •• 

. 344 •• 

.827 •• 

.610 •• .733 •• 

.610 •• 

.733 •• 

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

51 



4.5.2 Multiple Linear Regression 

Multiple linear regression analysis was used to evaluate the effects of more than two 

independent variables on dependent variable, which are perceived e-service quality, 

customer trust and e-satisfaction toward e-loyalty. 

Table 4.5 
Model Summary 

Model Summary" 

Model R R Square 

.553 

Adjusted R Square 

.550 

Std. Error of the 

Estimate 

.48927 

As shown in Table 4.5, the regression results show the R square value of 0.553. It 

indicates that 55.3% variance that explained the DV ( e-loyalty) was accounted by the IVs 

(perceived e-service quality, customer trust and e-satisfaction). It is proven that perceived 

e-service quality, customer trust and e-satisfaction had 55.3% of influence to e-loyalty to 

the customer in e-commerce. 

Table 4.6 
One Way ANO VA 

ANOVA• 

Model 

Regression 

Residual 

Total 

Sum of Squares 

114.417 

92.404 

206.821 

df 

3 

386 

389 

52 

Mean Square 

38.139 

.239 

F 

159.319 

Sig. 

.coo- 



Table 4.7 
Results of Multiple Linear Regression Analysis 

Coefficients" 

Unstandardized Standardized 

Coefficients Coefficients 

Model B Std. Error Beta t Sig. 

I (Constant) .891 .170 5.240 .000 

Perceived E- 
-.213 .056 -.165 -3.777 .000 

Service Quality 

Customer Trust .059 .056 .065 1.043 .297 

E-Satisfactioo .808 .065 .779 12.480 .000 

Table 4.6 shows the one way AN OVA while Table4.7 shows the result of Multiple 

Linear Regression Analysis of Coefficient tests. The overall results of the Multiple Linear 

Regression Analysis showed that all independent variable bas a relationship with the 

dependent variable when F= 159.319 and p=0.000 at Table 4.6. The result of this test also 

indicated that the independent variable of customer trust and e-satisfaction have positive 

beta coefficient value with 0.065 and 0.779, respectively, while perceived e-service 

quality has a beta coefficient value of-0.165. 

From the result, it also can be identified that aU independent variable showed a 

significant relationship as the significant level, the p-value is in between 0.01 and 0.05. 

Perceived e-service quality, customer trust and e-satisfaction have a p-value of0.000. 

53 



4.6 Summary of Hypotheses Testing 

The result summary of hypotheses testing shown in Table 4.8. 

Table 4.8 
Summary of Hypotheses Testing 

Description of HyPothesis 

H l There is a significant relationship between perceived e-service 
quality and e-loyalty. 

H2 There is a significant relationship between customer trust and e 
loyalty. 

H3 There is a significant relationship between e-satisfaction and e 
loyalty. 

H4 Perceived e-service quality, customer trust and e-satisfaction 
significantly effect e-loyalty. 

Results 

Accepted 

Accepted 

Accepted 

Accepted 

Table 4.4 shows that perceived e-service quality, customer trust and e-satisfaction are had 

relationship and effect significantly toe-loyalty, and all relationships are positive. Besides 

achieving the research objectives, we had found out the interrelations between IVs. 

Perceived e-service quality to customer trust and e-satisfaction are with the correlations 

of r value 0.600 and 0.604. It indicates variable perceived e-service quality have strong 

positive correlations toward customer trust and e-satisfaction. It means the better 

perceived e-service quality will give the online customer better trust and satisfaction. 

Moreover, the correlation of customer trust to e-satisfaction was 0.827, which mean 

customer trust has a very strong positive relationship with e-satisfaction, a change of 

customer trust will affect much one-satisfaction of the customer. 
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4.7 Summary 

This chapter describes the findings of the analysis. All of the data were analyzed using 

SPSS version 22 and involves the analysis of demographic profile, reliability analysis, and 

hypothesis testing. This chapter intends to study the relationship and effect of perceived 

e-service quality, customer trust and e-satisfaction on e-Ioyalty in Malaysia e-commerce 

industry. In addition, the findings and analysis of this chapter are to identify and determine 

the relationship among dependent variable, independent variable and hypotheses. 
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CHAYfER FIVE 

CONCLUSION AND RECOMMENDATION 

5.1 Introduction 

This chapter discusses the research objective based on the findings presented in the 

previous chapter on the relationship and effect of perceived e-service quality, customer 

trust and e-satisfaction one-loyalty. This chapter also provides a theoretical and practical 

contribution to the context of online shopping. Lastly, the limitation and overall 

conclusions are described. 

5.2 Discussion of the Findings 

This study summarized four hypotheses in which all hypothesis accepted and the overall 

research findings were discussed. In particular, the objectives of this research were to 

examine the relationship and effect of perceived e-service quality, customer trust and e 

satisfaction on e-loyalty. 

5.2.1 The Difference of Respondents' Demographic 

Data gathered from the customer who has online purchase experience in Penang area. 

Penang located in the north of Malaysia, with 1048 square kilometre and the population 

nearly 1.8 million. Penang Bayan Lepas area had become Free Industrial Zone in the year 

1972 since it developed into an area with a high number of high tech manufacturing and 

Tech Company known as Silicon Valley of the East. Besides, Universiti Sains Malaysia 

(USM) located in Penang state as well, USM is a Research University excel in science 
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and engineering (Midoun & Ismail, 2018). The industry 4.0 and modem technology 

environment in Penang formed by the high internet penetrate and need. Due to this reason, 

Penang will be a suitable location to conduct this survey with a high number of internet 

users. Under these circumstances, the users will be more expose and understanding of 

online purchasing, which makes them know how and what to choose when purchasing 

any services or goods online. This is the reason to make Penang an appropriate survey 

location. 

450 questionnaires were distributed, and 390 were returned and usable, 

representing 86.7% participation (as shown in Table 4.1). Results of the respondents' 

demographics (as shown in Table 4.2) displayed that 38.2% of the respondents were male, 

and 61.8% were female. The number of female respondents was higher compared to male 

respondents because female respondents have a higher tendency and higher frequency to 

have made the online purchase (Anitha, 2017). Specifically, the majority of the 

respondents were in the age bracket of20-29 years old (76.4%), which has a similar result 

with Malaysian Communications and Multimedia Commission Industry Performance 

Report 2017. It shows that younger people have higher digital literacy compare to people 

who have a higher age. Most of the respondent is having a salary per month in the range 

of RM3001-RM5000 with 36.7%. This is consistent with the report from Malaysian 

Communications and Multimedia Commission (2017c) where the average monthly 

income of internet users have above RM 3,000 in Malaysia. 
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Majority of the respondents were at middle management level and lower 

management level with 36.4% and 30.5%. In general, middle management and lower 

management are more active in doing online shopping or online purchasing (Hashim, 

Ghani, & Said, 2009). Besides, the marital status of the majority of respondents is single 

with 83.1%. 

5.2.2 Perceived E-Service Quality, Customer Trust, E-Satisfaction and E-Loyalty 

The research questions deal with the relationships between the independent variables and 

the dependent variable. Four hypotheses are developed to identify the influence of 

perceived e-service quality, customer trust and e-satisfaction one-loyalty. 

5.2.2.1 To Identify the Relationship between Perceived E-Service Quality and E 

Loyalty 

The first research objectives are to identify the relationship between perceived e-service 

quality and e-loyalty. The hypothesis is: 

HJ: There is a significant relationship between perceived e-service quality and e-loyalty. 

The finding had shown a significant positive relationship between perceived e-service 

quality and e-loyalty. It demonstrated the e-service quality received by the customer 

online is an influential factor in detemtining the customers' perception, resulting in their 
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e-loyalty with the online store and their chances of purchase again with the same online 

store. The factor appears to relate to the aspects of perceived e-service quality. Perceived 

e-service quality has found as an important factor to e-loyalty. It indicates that when 

perceived e-service quality is good, e-loyalty toward the online store will increase. 

According to Prentice (2013), perceived e-service quality is a perception of customer 

based on product or service offered by the online store. In other words, every customer 

has their perception and perspective without a certain standard. The finding was consistent 

by past research stated that perceived e-service quality and e-loyalty has a positive 

relationship (Cranage & Sujan, 2004; Lee, Barker, & Kandampully, 2003; Ramanathan & 

Ramanathan, 2011 ). Hence, the online store owner should keep on improve their 

perceived e-service quality to sustain the customer repurchase behaviour to the online 

store. 

S.2.2.2 To Identify the Relationship between Customer Trust and E-Loyalty 

The second research objectives are to identify the relationship between customer trust and 

e-loyalty. The hypothesis is: 

H2: There is a significant relationship between customer trust and e-loyalty. 

Customer trust is the confident level of customer toward the seller to in charge the whole 

exchange, transit and purchasing process. The customer trust can be gain in the process of 

communication and servicing as with the high integrity and reliability shown by the 

service providers. However, if the service provider does not provide the services that make 
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the customer feel confident or reliable, it will hurt customer trust upon the service 

providers. The finding of this study shows a positive relationship one-loyalty. This proven 

customer trust is one of the factor to impact e-loyalty, with customer trust does trigger the 

customer to purchase again with the same online store. A high level of customer trust does 

make the customer feel safe when doing any purchasing action without worrying about 

being scammed or receiving any fake products. Eventually, the online customer is giving 

positive comment, review, e-word-of-mouth, revisit, repurchase behaviour and 

recommend to friends, family and colleagues. The finding was consistent by past research 

stated that customer trust and e-loyalty has a positive relationship (Gefen, 2002; 

Hidayanto & Herbowo, 2014; Saeed et al., 2014). Hence, the online store owner needs to 

focus on increasing customer trust with the online store in order to have a higher customer 

retention rate and repurchase behaviour. For example, the online store owner have to make 

sure the products or services show in the online platform are the same as when the products 

or services received by the customer, also every word and promise need to be fulfilled in 

order to gain customer trust. 

S.2.2.3 To Identify the Relationship between E-Satisfaction and E-Loyalty 

The third research objectives are to identify the relationship between e-satisfaction and e 

loyalty. The hypothesis is: 

H3: There is a significant relationship between e-satisfaction and e-loyalty 
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E-satisfaction is a sense of fulfilment and reached the expectation based on the experience 

provided. The customer feels satisfied with the products or services provided by the online 

store when the service or product is over the expectation of the customer. In another way 

round, the customer will be dissatisfied when the service or product is below their 

expectation. The finding had shown a positive relationship of e-satisfaction on e-loyalty, 

It proved e-satisfaction is the most influential factor on e-loyalty. It has a significant 

relationship on the repurchase intention to the online store. A satisfying service received 

by the customer, it affects the action and behaviour in all aspect such as giving positive 

word-of-mouth, repurchase behaviour and recommend to friends, family and colleagues. 

E-satisfaction appears as an important factor related to e-loyalty. Thus, the feeling of 

satisfaction has highly affected the behaviour and intention of the customer. It indicates 

that when customer satisfied, e-loyalty of the online store will increase. The finding was 

consistent with past research (Choi & Chu, 2001; Kandarnpully & Suhartanto, 2000) 

stated that e-satisfaction and e-Ioyalty has a positive relationship. The online store needs 

to provide excellent services and products to increase e-satisfaction and e-loyalty, 

5.2.2.4 To Identify the Effect of between Perceived E-Service Quality, Customer 

Trust, E-Satisfaction and E-Loyalty 

The fourth research objectives are to identify the effect between perceived e-service 

quality, customer trust, e-satisfaction and e-loyalty, The hypothesis is: 

H4: Perceived e-service quality. customer trust and e-satisfaction significantly effect e 

/oyalty. 
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According to our finding, it has shown perceived e-service quality, customer trust and e 

satisfaction significantly effect e-loyalty, It means the e-service quality, customer trust 

and e-satisfaction received by the customer online is giving an impact to the customer to 

stay loyal. These three factors arc providing the online store to have a better e-loyalty to 

the business. Perceived e-service quality has found as the least effect one-loyalty among 

the three variables. Evsatisfaction is create the most effect on e-loyalty while customer 

trust placed on the second. It indicates that three variables are giving impact to the e 

loyalty. In other words, none of these three variables can be neglected if the online service 

providers wanted to expand their online business further. The finding was consistent by 

past research stated that perceived e-service quality, customer trust and e-satisfaction and 

e-loyalty has a positive relationship and effect (Cranage & Sujan, 2004; Saeed et al., 2014; 

Kandampully & Suhartanto, 2000). Hence, the online store owner needs to continually 

improve in the overall of these three aspects to obtain a higher e-loyalty. 

5.3 Contributions of the Study 

5.3.1 Theoretical Contributions 

This study is to examine the relationship between perceived e-service quality, customer 

trust, e-satisfaction and e-loyalty while highlighting perceived e-service quality, customer 

trust and e-satisfaction as the predictors that influence e-loyalty. While also enhance the 

boundaries of social exchange theory of perceived e-service quality, customer trust and e- 
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satisfaction in the e-commerce industry. The empirical evidence from this study 

contributes to the body of knowledge in the context of e-commerce industry in Malaysia. 

Our findings have a similar result with the current understanding in previous 

studies that perceived e-service quality, customer trust and e-satisfaction have similar 

results with previous studies. Perceived e-service quality, customer trust and e-satisfaction 

are positively influence e-loyalty (Bowen & Chen, 2001; Choi & Chu, 2001; Cranage & 

Sujan, 2004; Han & Back, 2008; Kandampully & Subartanto, 2000, 2003; Kandampully, 

Zhang, & Bilgihan, 2015; Palese & Usai, 2018; A. Parasuraman et al., 1985; A. 

Parasuraman, Zeithaml, & Berry, 1988; Ramanathan & Ramanathan, 2011 ;  Selnes, 1993). 

In addition, this study contributes to the researcher's knowledge by combined the 

predictors of e-loyalty in one single framework, while previous studies were conducted 

separately in the different framework on the factors that influence e-loyalty. Thus, this 

study contributes to the direct factors that influence e-loyalty in the e-commerce industry. 

Besides, this research consistent with previous studies of social exchange theory. 

Social exchange theory explained the phenomena of exchange of emotion between the 

customer and online store in order to create a strong bonding between both parties, in 

result customer being more loyal to the online store. It proved by Stefanou et al. (2003) in 

Greece; Shiau and Luo (2012) in Taiwan adapted social exchange theory in their study. 

Social exchange theory involved reciprocity between customer and service providers. 
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Moreover, perceived e-service quality was found to be one of the factors that 

contributed to e-loyalty and explained in the context of online shopping. An expectation 

of gaining reward from the online store motivates the customer to stay loyal to the online 

store. Accurately, the customer would spread positive word of mouth when rewards 

received were above their expectation, for instance, providing the right service on the first 

time and personal care for the customer. Word of mouth is useful for the customer to 

generate and increase the reputation of the online store. 

Next, once customer stated to trust the online store, the customer will be more 

confident and not worry about receiving any bad service or goods since they have 

experience before from the online service providers and they did receive a pleasant 

experience from them. In other words, the customer has confidence that the seller will 

ensure that the products and services delivered are quality assurance. 

Lastly, a satisfied customer will continue to purchase with the same online store. 

As the customer will be loyalty to the online store when the online store is providing the 

service, and the performance exceeded their expectation. Therefore, the underpinning 

theory of social exchange theory was able to validate e-satisfaction and e-loyalty in the 

context of this research. This research was undertaken by an underpinning theory, which 

is the social exchange theory. Therefore, this study contributes this theory by supporting 

the variables in the context of online shopping in Penang. 
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5.3.2 Practical Contributions 

The outcome of this study showed the influential factors of e-loyalty in the context of e 

commerce. The findings can be used by an online store owner and e-business owner to 

improve and enhance e-loyalty in the context of e-commerce. The outcomes of this study 

were found to be informative for online service providers in Malaysia. Moreover, 

perceived e-service quality, customer trust and e-satisfaction were significantly 

influencing e-loyalty. In this study, e-satisfaction has the most significant positive 

relationship and effect on e-loyalty. It acknowledged online service providers on the 

importance of satisfaction to customers, and it showed that e-satisfaction is the most 

concerned factor that determined e-loyalty towards online service providers. 

Furthermore, with the understanding of the factor of e-loyalty, the online store able 

to evaluate and implement a better market strategy to enhance e-loyalty, by improving 

perceived e-service quality and ensuring the customer are satisfied. The online store can 

use this study to ensure providing better perceived e-service quality in five dimensions, 

which are reliability, assurance, tangibility, empathy and responsiveness (Palese & Usai, 

2018). 

As shown in Table 4.2, the majority of the online customer is female in the age 

range of 20-29 years old. With these findings, the online store is able to formulate 

strategies and to make them as target customer, to improvise and modify the operation as 

well as services in the online store. Fulfil the customer needs and satisfy them with a good 
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perceived e-service quality, in order to achieve positive disconfirmation by exceeding 

their expectation. According to Kandampully et al. (2015), understand and provide the 

customer needs to the key driver to encourage the customer to stay loyal with the online 

store. Online service providers should focus on all the factors in this study and used the 

outcome of this study to enhance e-loyalty. 

5.3.3 Methodology Contributions 

This study enables the research having a better insight into examining and evaluate the 

relationship and effect between the independent variables and dependent variable. 

Adapting the questionnaire from different field or industry with high Cronbach's Alpha 

value (0.885) is the methodology contribution of our study. In our study, we adapt from J. 

Joseph Cronin and Taylor ( 1992) questionnaire of perceived e-service quality, which 

collects data in four industries, which are banking, pest control, dry cleaning, and the fast 

food industry. Moreover, we adapt from another author's questionnaires (Srinivasan et al., 

2002), which are regarding e-loyalty in the e-commerce industry. It is also provided with 

a very high Cronbach's Alpha value with 0.92 for the adapted questionnaire. 

This study acknowledges the research with this new framework and the 

questionnaire design in the context of e-commerce. The outcome of this study will be 

found enlighten and new insight for the researcher in the e-commerce industry field to 

improve the research quality and delivery of high-quality research results to the end-users. 
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5.4 Limitations and Recommendations for Future Research 

There are several limitations to this study. Firstly, this study was limited to the customer 

who has online purchase experience in Penang area. Specifically, it is difficult to predict 

the actual behaviour of the customer who has online purchase experience in the whole of 

Malaysia. Each of the online customers may behave and engaged differently towards the 

online store. Therefore, further research may examine on a larger scale, such as in several 

state or whole Malaysia in research to determine the factors that influence e-loyalty. It 

will enhance the opportunities in gaining an accurate outcome fore-loyalty in the context 

of e-commerce. 

Secondly, is the limitation is the time in collecting data. The sample of this study 

had 390 usable questionnaires, and it took one month in collecting data. Due to time was 

limited in this research, the convenient sampling method used in collecting data. Hence, 

future research may provide longer time in data collection process in understanding the 

behaviour and preferences of online service providers. 

Lastly, the limitation of this study is the limited variables. Variables used in this 

study were perceived e-service quality, customer trust and e-satisfaction. Due to the 

limitation of time, this research limited to three variables in measuring factor that 

influence e-loyalty. II believed that there are other significant variables that influence e 

loyalty in the e-commerce industry. Therefore, future research may investigate other 

factors that influence e-loyalty in the context of e-commerce industry such as pricing, 
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convenience, user-friendly webpage, switching costs, brand image and brand reputation. 

Explicitly, the price, convenience and user-friendly webpage are important variables for 

customers to purchase product or service online. In the context of e-commerce, it is crucial 

to understand creating switching cost to encourage the customer to stay loyal. Brand image 

and reputation are essential in the retail and service sector because online store provides 

intangibles service, which difficult for customers to touch, measure and compare. Thus, 

obtaining a good brand image and reputation be an effective tool to increase the 

customer's confidence towards the brand. 

5.5 Conclusion 

In conclusion, this research examines the factors that influencing online retail and service 

providers in the Penang area. In particular, four hypotheses accepted in this study. Thus, 

there was a strong positive relationship and significant effect from perceived e-service 

quality customer trust and e-satisfaction one-loyalty. 

In short, some of the findings of this study supported previous researchers. I hope 

these findings able to give benefits to both researchers and online service providers to 

increase e-loyalty in the e-commerce industry. 
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Appendices 

Appendix A: Adopted and Adapted Items and Original Items 

i) Perceived E-Service Quality 

Original Item Adapted Item Sources Cronbacb 
Al ha 

I. XYZ has up-to-date I. This online store has J. Joseph 0.890 
equipment. up-to-date website. Cronin, Jr. & 

2. XYZ's physical 2. This online store's Steven A. 

facilities are visually website is visually Taylor( 1992) 

appealing. appealing. 
3. XYZ's employees are 3. This online store is 

well dressed and neat in appearance. 
appear neat. 

4. The appearance of the 4. The appearance of the 
physical facilities of online store is in 
XYZ is in keeping keeping with the type 
with the type of of service provided. 
service provided. 

5. When XYZ promises 5. When this online 
to do something by a store promises to do 
certain time, it does something by a 
so. certain time, it does 

so. 
6. When you have 6. When you have 

problems, XYZ is problems, this online 
sympathetic and store is sympathetic 
reassuring. and reassuring. 

7. XYZ is dependable. 7. This online store is 
dependable. 

8. XYZ provides its 8. This online store 
services at the time it provides its services 
promises to do so. at the time it promises 

to do so. 
9. XYZ keeps its 9. This online store 

records accurately. keeps its records 
accurately. 

10. XYZ does not tell its 10. This online store does 
customers exactly not tell its customers 
when services will be exactly when services 
performed. will be eerformed. 
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1 1 .  You do not receive 1 1 .  You do not receive 
prompt service from prompt service from 
XYZ employees. this online store. 

.r 12. Employees ofXYZ 12. This online store are 
are not always willing not always willing to 

, 

to help customers. help customers. 
13. Employees ofXYZ 13. This online store are 

are too busy to too busy to respond 
respond to customer to customer requests 
requests promptly. promptly. 

14. You can trust 14. You can trust this 
employees ofXYZ online store. 

15. You can feel safe in 15. You can feel safe in 
your transactions with your transactions with 
XYZ's employees. this online store. 

16. Employees ofXYZ 16. Employees of this 
are polite. online store are 

polite. 
17. Employees get 17. Employees get 

adequate support adequate support 
from XYZ to do their from this online store 
jobs well. to do their jobs well. 

18. XYZ does not give 18. This online store does 
you individual not give you 
attention. individual attention. 

19. Employees of XYZ 19. This online store do 
do not give you not give you personal 
personal attention. attention. 

20. Employees of XYZ 20. This online store do 
do not know what not know what your 
your needs are. needs are. 

21.  XYZ does not have 21. This online store does 
your best interests at not have your best 
heart. interests at heart. 

22. XYZ does not have 22. This on line store does 
operating hours not have operating 
convenient to all their hours convenient to 
customers. all their customers. 
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Appendix A: Adopted and Adapted Items and Original Items (Continued) 

ii) Customer Trust 

Original Item Adopted Item Sources Cronbach 
Alpha 

l. [Business name] is I .  This online store is Andreas B. 0.929 

an organization that an organization that 
Eisingerich 
& SimonJ. 

can be trusted at all can be trusted at all Bell (2008) 

times. times. 

2. [Business name J is 2. This online store is 

an organization that an organization that 

is honest and is honest and 

truthful. truthful. 

3. [Business name] is 3. This online store is 

an organization that an organization that 

can be counted on can be counted on to 

to do what is right. do what is right. 

4. I have confidence 4. I have confidence in 

in [business name] this online store as 

as an organization. an organization. 
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Appendix A: Adopted and Adapted Items and Original Items (Continued) 

iii) E-Satisfaction 

Origin al Item Adopted Item Sources Cronbach 
AI ha 

I. I like to purchase I. I like to purchase Kaukab 0.930 

products/services from products/services from 
A bid 
Azhar& 

this online store. this online store. Muhamma 

2. I am pleased with the 2. I am pleased with the 
dAdnan 
Bashir 

experience of experience of (2018) 

purchasing purchasing 

products/services from products/services from 

this online store. this online store. 

3. I think purchasing 3. I think purchasing 

products/services from products/services from 

this online store is a this online store is a 

good idea. good idea. 

4. Overall, I am satisfied 4. Overall, I am satisfied 

with the experience of with the experience of 

purchasing purchasing 

products/services from products/services from 

this online store. this online store. 
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Appendix A: Adopted and Adapted Items and Original Items (Continued) 

iv) E-Loyalty 

Original Item Adapted Item Sources Cronbach 
Al ha 

!. I seldom consider !. I seldom consider Srini S. 0.883 
switching to another switching to another Srinivasan, 
website. online store. Rolph 

2. As long as the present 2. As long as the present Anderson 

service continues, I service continues, I & K.ishore 

doubt that I would doubt that I would Ponnavolu 

switch websites. switch online store. (2002) 

3. I try to use the website 3. I try to use this online 
whenever I need to store whenever I need 
make a purchase. to make a purchase. 

4. When I need to make a 4. When I need to make a 
purchase, this website purchase, this online 
is my first choice. store is my first choice. 

5. I like using this 5. I like using this online 
website. store to purchase. 

6. To me this website is 6. To me this online store 
the best retail website is the best store to do 
to do business with. business with. 

7. I believe that this is my 7. I believe that this is my 
favorite retail website. favourite online store. 
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Appendix B: Questionnaire 

(iUUM 
���' Universiti Utara Malaysia 

l!f U� \\ 

Effects of Perceived E-Service Quality, Customer Trust and E-Satisfaction on E 

Loyalty in Malaysian E-Commerce Industry 

Dear Respondents, 

This survey is part of my Master thesis to study the effects of perceived e-service quality, 

customer trust and e-satisfaction on e-loyalty in Malaysia e-commerce industry. I am 

sincerely invite you to participate in this survey. It goal is to study the significant effects 

of perceived e-service quality, customer trust and e-satisfaction on e-commerce industry. 

This survey approximately take 5-10 minutes to complete. Information provided will be 

kept private and confidential as purely for academic purpose. I am appreciated your 

participation on take part in this survey. Your involvement making this research a success. 

If you have any queries or you are interested to know the outcomes of the research kindly 

contact me. 

Yours Sincerely, 

Ooi Min Jie 

Master of Science (Management) 

Universiti Utara Malaysia. 

Contact number: 012-5760393 

Email: ooiminjie90@gmail.com 
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Dr. Chong Yen Wan 

Supervisor 

School of Business Management 

College of Business 

Universiti Utara Malaysia. 



Please based on your most recent experience of on line purchasing for Section A, B, 

CandD 

Section A: Perceived E-Service Quality 

Please circle how strongly you agree or disagree with each of the following statement 

based on the Likert scale below: 

I 2 3 4 5 

Strongly Disagree Neutral Agree Strongly Agree 

Disagree 

QUALi This online store has up-to-date website. I 2 3 4 5 

QUAL2 This online store's website is visually appealing. I 2 3 4 5 

QUAL3 This online store is neat in appearance. I 2 3 4 5 

QUAL4 The appearance of the online store is in keeping with the 1 2 3 4 5 

type of service provided. 

QUAL5 When this online store promises to do something by a 1 2 3 4 5 

certain time, it does so. 

QUAL6 When you have problems, this online store is sympathetic I 2 3 4 5 

and reassuring. 

QUAL7 This online store is dependable. 1 2 3 4 5 

QUAL8 This online store provides its services at the time it 1 2 3 4 5 

promises to do so. 

QUAL9 This online store keeps its records accurately. 1 2 3 4 5 

QUALlO This online store does not tell its customers exactly when 1 2 3 4 5 

services will be performed. 
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QUALi! You do not receive prompt service from this online store. I 2 3 4 5 

QUAL12 This online store are not always willing to help customers. I 2 3 4 5 

QUAL13 This online store are too busy to respond to customer I 2 3 4 5 

requests promptly. 

QUAL14 You can trust this online store. I 2 3 4 5 

QUAL15 You can feel safe in your transactions with this online I 2 3 4 5 

store. 

QUAL16 Employees of this online store are polite. I 2 3 4 5 

QUAL17 Employees get adequate support from this online store to I 2 3 4 5 

do their jobs well. 

QUALl8 This online store does not give you individual attention. I 2 3 4 5 

QUAL19 This online store do not give you personal attention. I 2 3 4 5 

QUAL20 This online store do not know what your needs are. I 2 3 4 5 

QUAL21 This online store does not have your best interests at heart. I 2 3 4 5 

QUAL22 This online store does not have operating hours I 2 3 4 5 

convenient to all their customers. 
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Section B: Customer Trust 

Please circle how strongly you agree or disagree with each of the following statement 

based on the Likert scale below: 

1 2 3 4 5 

Strongly Disagree Neutral Agree Strongly Agree 

Disagree 

CTI This online store is an organization that can be trusted at all 1 2 3 4 5 

times. 

CT2 This online store is an organization that is honest and truthful. 1 2 3 4 5 

CT3 This online store is an organization that can be counted on to I 2 3 4 5 

do what is right. 

CT4 I have confidence in this online store as an organization. 1 2 3 4 5 
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Section C: E-satisfaction 

Please circle how strongly you agree or disagree with each of the following statement 

based on the Liker! scale below: 

I 2 3 4 5 

Strongly Disagree Neutral Agree Strongly Agree 

Disagree 

SATI I like to purchase products/services from this online store. I 2 3 4 5 

SAT2 I am pleased with the expenence of purchasing I 2 3 4 5 

products/services from this online store. 

SAT3 I think purchasing products/services from this online store is I 2 3 4 5 

a good idea. 

SAT4 Overall, I am satisfied with the experience of purchasing I 2 3 4 5 

products/services from this online store. 
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,, 

Section D: E-loyalty 

Please circle how strongly you agree or disagree with each of the following statement 

based on the Liker! scale below: 

1 2 3 4 5 

Strongly Disagree Neutral Agree Strongly Agree 

Disagree 

LOY! I seldom consider switching to another online store. I 2 3 4 5 

LOY2 As long as the present service continues, I doubt that I would I 2 3 4 5 

switch online store. 

LOY3 I try to use this online store whenever I need to make a I 2 3 4 5 

purchase. 

LOY4 When I need to make a purchase, this online store is my first I 2 3 4 5 

choice. 

LOYS I like using this online store to purchase. I 2 3 4 5 

LOY6 To me this online store is the best store to do business with. I 2 3 4 5 

LOY? I believe that this is my favourite online store I 2 3 4 5 
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Section E: Demographic Profile 

Instruction: Please tick(../) or fill in appropriate space. 

I. Gender: 

I Male 
Female 

2. Age: 

20 to 29 

30 to 39 

Above40 

3. Salary per month: 

RMIOOO to RM3000 

RM3001 to RMSOOO 

Above RMSOO I 

I I 
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4. Job Designation: 

Top Management 

Middle Management 

Lower Management 

Unemployed 

Student 

Others 

5. Marital Status: 

Married 

Single 

Divorce/widow 

End of questions. Thank you for your cooperation. 
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Appendix C: Raw Data SPSS 

I. Demographic Profile 

Statistics 

Gender Aee Salarv ner month Job Designation Marital Status 

N Valid 390 390 390 390 390 

Missing 0 0 0 0 0 

Mean 1.6179 1.3026 1.9564 3.1641 1.83 l 

Std. Error of Mean .02464 .02975 .04029 .07605 .0190 

Median 2.0000 1.0000 2.0000 3.0000 2.000 

Mode 2.00 l.00 2.00 2.00 2.0 

Std. Deviation .48651 .58757 .79565 1.50192 .3754 

Variance .237 .345 .633 2.256 .141 

Skewness -.487 1.800 .078 .784 -1.771 

Std. Error of Skewness .124 .124 .124 .124 .124 

Kurtosis -1.772 2.101 -l.415 -.592 1.143 

Std. Error of Kurtosis .247 .247 .247 .247 .247 

Range 1.00 2.00 2.00 5.00 1.0 

Maximum 2.00 3.00 3.00 6.00 2.0 

Percentiles 25 1.0000 1.0000 1.0000 2.0000 2.000 

50 2.0000 l.0000 2.0000 3.0000 2.000 

75 2.0000 1.0000 3.0000 4.0000 2.000 

Gender 

Cumulative 

Freauencv Percent Valid Percent Percent 

Valid Male 149 38.2 38.2 38.2 

Female 241 61.8 61.8 100.0 

Total 390 100.0 100.0 
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A ,ee 

Cumulative 

Freauencv Percent Valid Percent Percent 

Valid 20-29 298 76.4 76.4 76.4 

30-39 66 16.9 16.9 93.3 

40+ 26 6.7 6.7 100.0 

Total 390 100.0 100.0 

Salary oer month 

Cumulative 

Frequency Percent Valid Percent Percent 

Valid 1000-3000 132 33.8 33.8 33.8 

3001-5000 143 36.7 36.7 70.5 

5001+ l 15 29.5 29.5 100.0 

Total 390 100.0 100.0 

Job Desisnenon 

Cumulative 

Freouency Percent Valid Percent Percent 

Valid Top Management 23 5.9 5.9 5.9 

Middle Management 142 36.4 36.4 42.3 

Lower Management 119 30.5 30.5 72.8 

Unemployed 15 3.8 3.8 76.7 

Student 36 9.2 9.2 85.9 

Others 55 14.1 14.1 100.0 

Total 390 100.0 100.0 
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Marital Status 

Cumulative 

Frequency Percent Valid Percent Percent 

Valid Married 66 16.9 16.9 16.9 

Single 324 83.l 83. I 100.0 

Total 390 100.0 100.0 

II. Reliability Test 

a) Perceived E-Service Quality 

Reliability Statistics 

Cronbach's Alpha 

Based on 

Cronbach's Alpha Standardized Items N ofltems 

.890 .896 22 

b) Customer Trust 

Reliabilitv Statistics 

Cronbach's Alpha 

Based on 

Cronbach's Aloha Standardized Items N of Items 

.929 .930 4 

c) E-Satisfaction 

Reliabilitv Statistics 

Cronbach's Alpha 

Based on 

Cronbach's Aloha Standardized Items N of Items 

.930 .930 4 

d) E-Loyalty 

Reliabilitv Statistics 

Cronbach's Alpha 

Based on 

Cronbach's Alpha Standardized Items N ofltems 

.883 .886 7 
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UL Pearson Correlation 

Correlations" 

QUAL mean CT mean SAT mean LOY mean 

QU�_mean Pearson Correlation I . 600 ... .604" .344 ... 

Sig. (2-tailed) .000 .000 .000 

CT_mean Pearson Correlation . 600 •• I .827** .610 •• 

Sig. (2-tailed) .000 .000 .000 

SAT_mean Pearson Correlation . 604 ... .827' ... I .733"' 

Sig. (2-tailed) .000 .000 .000 

LOY mean Pearson Correlation _344•• .610 •• _733•• I 

Sig. (2-tailed) .000 .000 .000 

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

b. Listwise N-390 

IV. Multiple Linear Regression 

Variables Enrered/Remeved" 

Variables 

Model Variables Entered Removed Method 

I SAT_mean, 

QUAL mean, Enter 

CT mean'' 

a. Dependent Variable: LOY_ mean 

b. All requested variables entered. 

d s • Mo el ummary 

Std. Error of the 

Model R RSauare Adiusted R Sauare Estimate 

I .744' .553 .550 .48927 

a. Predictors: (Constant). SAT_mean, QUAL_mean, CT_mean 

b. Dependent Variable: LOY_mean 
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ANOVA' 

Model Sum ofSouares df Mean Souare F Sie. 

I Regression 1 14.417 3 38.139 159.319 .ooo- 

Residual 92.404 386 .239 

Total 206.821 389 

a. Dependent Variable: LOY_ mean 

b. Predictors: (Constant), SAT_meao, QUAL_mean, CT_mean 

Coefflcients" 

Unstandardized Coefficients Standardized Coefficients 

Model B Std. Error Beta t Sie. 

I (Constant) .891 .170 5.240 .000 

QUAL_rnean -.213 .056 -.165 -3.777 .000 

CT_mean .059 .056 .065 1.043 .297 

SAT_mean .808 .065 .779 12.480 .000 

a. Dependent Variable: LOY_mean 

Casewise Diaanostlcs" 

Case Number Std. Residual LOY mean Predicted Value Residual 

5 -3.041 2.86 4.3453 -1 .48811 

79 -3.041 2.86 4.3453 -1 .48811  

153 -3.041 2.86 4.3453 -1.4881 I 

227 -3.041 2.86 4.3453 -1.4881 I 

301 -3.041 2.86 4.3453 -1.48811 

375 -3.041 2.86 4.3453 -1.48811 

a. Dependent Variable: LOY _mean 
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Residuals Starlstlcs" 

Minimum Maximum Mean Std. Deviation N 

Predicted Value 1.9767 4.5388 3.5593 .54234 390 

Residual -1 .48811 .83860 .00000 .48738 390 

Std. Predicted Value -2.918 1.806 .000 1.000 390 

Std. Residual -3.041 1.714 .000 .996 390 

a. Dependent Variable: LOY_mean 
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