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ABSTRACT

Thisstudyaimstoexplorethefactorsinfluencingattitudinal,affective,aswellascognitiveloyalties.
Theoreticalframeworkwasdevelopedbyintegratingthee-servicequality,e-satisfaction,e-loyalty
(the threedimensions), e-commitment, ande-trust.Ninehundred thirty-sevenvalid replieswere
collectedfrominternetshoppersthroughusingemailsurveymethod.Exploratoryfactoranalysisas
wellasStructuralequationmodelingwasaccomplishedtoexaminetheanticipatedmodelbyusing
SPSS-V23andAMOS-V23.Resultsconfirmthate-servicequalityhasaninfluenceonsatisfaction,
trust,andcommitment.Theauthorshaveconsiderede-satisfaction,e-trust,ande-commitmentas
mediatingvariablesbetweene-servicequalityande-loyaltydimensionsand testedfor itaswell.
E-satisfactionhasasubstantialimpactone-trustandtrustactsasamediatorbetweensatisfaction
andattitudinal,affective,andcognitive loyalty.Further,e-trusthasan influenceoncommitment
andcommitmentactsasamediatorbetweentrustandattitudinal,affective,andcognitiveloyalty.
Moreover,commitmenthasapositiveeffectonattitudinalandcognitiveloyaltybutdoesnothave
anyimpactonaffectiveloyalty.
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INTRODUCTION

In2017,theworldwideonlineshopperswereidentifiedas1.66billionanditisestimatedtotouch
2.05billionby2020(Statista2017).Moreover, in2017onlineretail transactionsworldwidewas
2,304billionUSdollarsanditisexpectedtoreach4,135billionUSdollarsby2020.Thisshowsthat
becauseoffastdigitalization,theglobale-retailmarkethasbeenmountingveryfast.Especiallyin
emergingnationlikeIndia,mostofthee-commerceplayersaretryinggainknowledgeofcustomer
insightstoprovidegoodqualityproductsandexcellentservice,inordertostaycompetitivewiththe
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e-commercegiantsinthis21stcenturymarketingwar.Thegloballyrisinginternetpenetrationand
usageofsmartphoneshelpconsumersadopte-commerceandthisalsodrivesthemarketgrowth.

India’seconomyisthemosteye-catchingacrosstheglobe,anditisprojectedtostaysointhe
predictablefuture.Indianyoungshoppershavetakencenterstageandplayanindispensablerolein
thegrowthofe-retailing.AspertheDeloitte(2018),440million(34percent)ofthetotalIndian
populationcustomersbelongtoGeneration-Y,andthisisthefurthermostsignificantandeye-catching
sliceforonlineretailworld.InIndia,internetcommercemarketwasverysmallintheyear2010,and
ittouched3percentoftotalofflineretailby2015;anditisfurtherprojectedtobecomemorethan30
percentby2021(Deloitte,2018).InIndia,e-commercemarketin2017was38.5billionUSdollars
anditisprojectedtotouch64billionUSdollarsby2020and200billionUSdollarssby2026(IBEF,
2018).AspertheKPMG(2016),thetotalpenetrationoftheonlineretailinIndia’stotalretailmarket
was2.5percent.Furthermore,itisestimatedtoreach5percentby2020,andrevenuewas17.8billion
USdollarin2017andexpectedtoreach28billionUSdollarsby2018.

E-commercemeans,purchasingandsellingofproducts,services,andalsoexchangeofinformation
overtheinternet.Inasimpleway,e-commercemeansexchangesamongcustomers,businessparties,
andvendors.Webshoppingmarketisemergingrapidly,andithasbecometheultimateexhilarating
phenomenoninIndiane-commercesettings(Deloitte,2018).Inthisonlinemarketingwar,thesuccess
oftheB2Ce-commercewebsitesdependsprofoundlyonsatisfactionwithdeliveryofservicequality,
commitment&trustandloyaltywiththeonlineshoppingwebsite,numberofconstructs,notmuch
researchedtogetherinthedevelopedeconomyandmoreso,verylessinemergingeconomylikeIndia.
Duetomassivecompetition,e-commerceplayersshouldunderstandwhatfactorsinfluenceinternet
consumer’ssatisfactionanddifferentdimensionsofloyalty.

Customerloyaltyislargelyvitaltothesuccessofanyonline-basedbusinessasitistheorized
asavitaldriverofpost-purchasespectacles, suchasa recurringshoppingfromthesameonline
shoppingwebsite,recommendingothers,andspreadingaffirmativewordofmouth.Loyalconsumers
arecertainlyveryvitaltointernetbusinesssurvival(Semejin,Riel,Birgelen,&Streukens2005).For
thepurpose,numerouse-commerceplayerspracticeprotectivemarketingapproachestoexpandtheir
revenueandmarketsegmentbyincreasingconsumerretention(Tsoukatos&Rand,2006).However
conventionally,moredeterminationsaredevotedtooffensivemarketingtactics(Fornell,1992),the
investigationhasshownthatdefensivemarketingstrategiescouldbemoremoney-makingthrough
improvedcross-selling,maybeatgreaterprices,andpositivewordofmouthcommunication(Tsoukatos
&Rand,2006).Meetingonlineshoppers’expectationsanddifferentdemandshasbecomeoneof
thecriticalissuesforthee-retailcompanies.Toattractnewconsumersandretainexistingcustomers
andmakethemloyaltoaspecificonlineshoppingwebsite,e-retailersshouldcomprehendshoppers
shoppingnecessitiesandaccomplishthem.Thecognitiveelementofattitudinalloyaltydenotesto
thebeliefsandopinionsabouta specificobjectwhere, thepreference for thebrandcomes from
decision-makingandevaluation(Azjen,2001).Thetermaffectiveloyaltyisdefinedasthedegree
oflikingtheconsumerhastowardsthebrand(Oliver,1999).Cognitiveloyaltyislargelyinfluenced
bytheconsumer’sevaluativeresponsetoexperience,inparticulartotheperceivedperformanceof
anofferingrelativetotheprice(Evanschitzky&Wunderlich,2006).

Alsocustomersatisfactionisdominatinginthemarketingliterature,anditplaysanauthoritative
roleinmanagingtheenduringassociationwithonlineshoppingsites.Numerousinternetsellersare
tryingtorealizeonlinecustomersshoppinginsightsandformulateseveralstrategiestomeettheir
shoppingbeliefs (Anderson&Srinivasan,2003).Customersarenotonlywelleducatedbutalso
associatedtotheinformationandworld.Thus,fulfillmentalonemaynothelpinbuildinguptheloyalty,
butatthesametime,retailershavetomakesurelong-termcustomercommitment(Hesketetal1994).

Theearlierinvestigationsunderpintheconceptthatsatisfactoryservicequalityrecognitionslead
todevelopedconsumersatisfaction.E-servicequalityisaforerunnerofsatisfactionwithservices.
Thesupportforthisconnectionisthatconsumersatisfactionisanaffectiveresponse,whichrisesas
areactiontoasingleorprotectedsetofcognitiveserviceexperiences.Therefore,satisfactionisa
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