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Abstract 

 
The purpose of this research is to demonstrate how service quality is an antecedent, influencing through 

trust and satisfaction, in electronic loyalty and word-of-mouth within e-commerce businesses. Data was 

collected from 300 users with e-commerce shopping experience and to test the proposed hypothesis the 

results were analysed using the Structural Equation Model (SEM) approach based on Partial Least Square 

(PLS). The results showed that service quality has a positive effect on e-satisfaction and e-trust, and these 

in turn influence e-loyalty and electronic word of mouth. The main contribution of this research is to 

expand knowledge on the relationship between service quality and word of mouth in an e-commerce 

environment. 
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Resumen 

 

El presente trabajo busca demostrar cómo la calidad del servicio es un antecedente, influyendo a través 

de la confianza y satisfacción, en la lealtad y el boca a boca electrónicos dentro de negocios de ecommerce. 

Se recopiló información de 300 usuarios con experiencia en compra electrónica y para comprobar las 

hipótesis propuestas se analizaron los resultados mediante el modelamiento de ecuaciones estructurales 

(SEM) con la técnica de mínimos cuadrados parciales (PLS). Los resultados mostraron que la calidad de 

servicio tiene un efecto positivo en la satisfacción y confianza electrónicas, y estás a su vez influyen en la 

lealtad y boca a boca. El principal aporte de esta investigación es ampliar el conocimiento en la relación 

entre la calidad de servicio y el boca a boca, en un entorno de e-commerce. 
 
Código JEL: M1, M31, M15 
Palabras clave: calidad del servicio electrónico; e-TailQ; comercio electrónico; lealtad electrónica; boca a boca 

electrónico 

 

Introduction 

 

Thanks to the Internet, e-commerce became one of the businesses with huge growth prospects (Eduardsen, 

2018), creating a new business model known as Business to Consumer (B2C), which became one of the 

most common transactions within so-called e-commerce. As a result, the number of B2C companies has 

increased significantly (Ting et al., 2016), which has led, in 2020, to a turnover of 4.28 trillion dollars. It 

is expected to reach up to 5.4 trillion dollars in 2022 (Coppola, 2021), drastically changing the purchasing 

landscape in industries (Faqih, 2016) so that online retailing is gaining more popularity among clients 

worldwide, thanks to its offers and ease of purchase (Erjavec & Manfreda, 2022). 

In Latin America, online retail sales reached $85 billion in 2021 and are projected to reach $160 

billion by 2025. Brazil and Mexico are vying for the leading role at the regional level. Nevertheless, 

countries like Peru have attracted increasing attention due to their rapid growth. Although it still represents 

a small part of the region’s market, in 2020, it had the third-largest growth in online retail revenues, 

reaching approximately $6 billion (Chevalier, 2022). 

Due to the success of e-commerce globally, companies with more experience have begun to 

understand that the key to success or failure is not the presence on the website but the quality of electronics 

(Rehman et al., 2022), which has been consolidated as one of the key factors of action for online sites 

(Ahmad et al., 2016). Therefore, preserving and developing service quality can be an effective way to get 

consumers to share positive comments about the service obtained. With this, word-of-mouth 

recommendation becomes a key tool for companies’ strategies (Jain et al., 2023) because it has been 

possible to demonstrate that website reviews positively affect e-commerce sales (Aakash & Aggarwal, 

2019). Nevertheless, despite this rapid progress, it has been identified that companies face certain 
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difficulties in maintaining consumer loyalty and, thus, generating positive word-of-mouth 

recommendations (Ahmad et al., 2017b). 

Numerous studies in the last decade have verified the relation between e-service quality and e-

loyalty (Sheng & Liu, 2010; Ghane et al., 2011; Sadeh et al., 2011; Pearson et al., 2012; Chinomona et 

al., 2014; Puriwat & Tripopsakul, 2017; Al-dweeri et al., 2019; Khan et al., 2019; Juwaini et al., 2022), 

in addition to its impact on both satisfaction and e-trust (Kim, Jin, & Swinney, 2009; Li, Tevrizci, & 

Aham-Anyanwu, 2014; Ahmad et al., 2016; Al-Adwan & Al-Horani, 2019; Ginting et al., 2023; Alnawas 

& Al Khateeb, 2022; Al-Bourini et al., 2021). 

Thus, Li et al. (2014), Rasheed and Abadi (2014), Ting et al. (2016), Loureiro et al. (2018), Rita 

et al. (2019), Alnaim et al. (2022), Juwaini et al. (2022), and Akroush et al. (2021) confirm that both e-

satisfaction and e-trust positively influence e-loyalty. Nevertheless, there are few studies where e-loyalty 

is shown as an antecedent of electronic word-of-mouth. Only Giao, Vuong, and Quan (2020) confirm this 

relation. Regarding what has been described, it is important to highlight that this study aims to investigate 

e-service quality under the e-TailQ model proposed by Ahmad et al. (2016), which is comprised of five 

dimensions: web information, web layout, security/privacy, customer service, and fulfillment. 

Wolfinbarger and Gilly (2003), Kim et al. (2009), Li, Aham-Anyanwu, Tevrizci, and Luo (2015), and Al-

dweeri et al. (2019) also studied this same scale in e-commerce. 

Despite all the empirical evidence in the studies mentioned above, it can be stated that many 

researchers have studied e-service quality and its significant relation with satisfaction, client trust, and e-

loyalty, but not with electronic word-of-mouth (Blut et al., 2015). Moreover, the role of the eTailQ scale, 

after its psychometric properties were validated in different product categories by Caruana and Ewing 

(2006), has increased in relative importance, so it is necessary to have more studies that can validate its 

propositions. Consequently, it is important to investigate the e-tailQ scale components’ role in forming 

positive word-of-mouth. Therefore, the objective of this paper is to demonstrate how the e-TailQ model, 

considering its dimensions disaggregated into web information, web layout, Security/Privacy, customer 

service, and fulfillment, are positively related to e-satisfaction and e-trust and how these can influence 

loyalty and the formation of positive word-of-mouth in e-commerce. 

 

Conceptual framework and hypotheses 

 

Quality of service (e-TAILQ) 

 

Quality represents a series of attributes that consumers of a product or service will evaluate as positive 

(Espinoza & Torres, 2022), while service quality refers to consumers’ perception of the performance of 



C. Acosta Morey, et al. / Contaduría y Administración 68 (4), 2023, 1-27 
http://dx.doi.org/10.22201/fca.24488410e.2023.4712 

 
 

4 
 

products and services (Grönroos, 1984). Subsequently, Parasuraman et al. (1985) added to this concept 

the difference between consumers’ expectations and the performance of the companies, so that years later 

SERVQUAL (Zeithaml et al., 2002) appeared, which has become a very popular academic research factor, 

the key to differentiating the service offered and enabling the construction of a competitive advantage 

(Santos, 2003). 

The move from SERVQUAL to e-service quality (ESQ) is based on strategically recognizing 

companies with a web presence. As more clients opt for relations with various brands through the Internet 

and focus on the results of the service (Collier & Bienstock, 2006; Nandankar et al., 2023), it is becoming 

a key factor for clients who expect service quality levels equal to or higher than traditional channels (Kalia 

& Paul, 2021). 

Consequently, ESQ became the overall evaluation of clients regarding the excellence and 

quality of providing an e-service (Kumar & Dash, 2015; Parasuraman et al., 2005; Poon & Lee, 2012; 

Rahman et al., 2020; Santos, 2003; Zehir & Narcıkara, 2016). For this reason, companies varied their 

business focus from e-commerce to e-service (Parasuraman et al., 2005) because ESQ makes information 

more interactive (Ghosh et al., 2004) as ESQ is based on efficiency, effectiveness, and product delivery 

(Parasuraman et al., 2005) so it should be controlled at all transaction levels to improve the quality of 

service thereby provided to the consumer (Aly Shared, 2019). 

In addition to the above, ESQ can be studied based on two approaches (Li et al., 2014): firstly 

focused only on website quality, measured by Sitequal (B. Yoo & Donthu, 2001), Webqual (Loiacono et 

al., 2002), and PeSQ (Cristobal et al., 2007); and secondly, based only on retail service quality, measured 

through e-Servqual (Zeithaml et al., 2002), e-Squal (Parasuraman et al., 2005), E-RecSQUAL 

(Parasuraman et al., 2005), e-Transqual (Zehir & Narcıkara, 2016), and e-TailQ (Wolfinbarger & Gilly, 

2003). 

According to models that measure the quality of service on websites, Sitequal measures the 

perception of quality in retail pages in four dimensions: ease of use, aesthetic design, processing speed, 

and security (B. Yoo & Donthu, 2001). Subsequently, the Webqual model (Loiacono et al., 2002) 

appeared, which, unlike Sitequal, has been used to predict users’ revisiting behavior on websites. It 

comprises five dimensions: ease of use, usefulness, entertainment, complementary relation, and customer 

service. Nevertheless, none captures all aspects of the online shopping process, and they do not include 

the entire web service quality (Parasuraman et al., 2005). 

Regarding service quality in e-retail, the most widely used model is e-Servqual (Zeithaml et al., 

2002), which is based on four dimensions: efficiency, compliance, reliability, and privacy. This model 

measures all service quality information, but in various contexts, from e-banking (Herington & Weaven, 
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2009), airline e-commerce (Elkhani et al., 2014), and e-commerce websites (Camilleri, 2022), to online 

reviews (Chatterjee et al., 2023). 

Like e-Servqual, e-Squal uses the same dimensions. Nevertheless, reliability was added instead 

of system availability (Parasuraman et al., 2005). Another model is e-Recsqual, which is relevant only for 

clients who interact with websites in a non-routine way. So, it uses only three dimensions of e-Servqual: 

responsiveness, compensation, and contact (Santouridis et al., 2012). 

Subsequently, e-Transqual arose, capturing all stages of the e-service process through 5 

dimensions: functionality/design, processes, reliability, response, and enjoyment (Bauer et al., 2006). 

Finally, e-TailQ is studied holistically since it measures the end-to-end e-commerce transaction 

(Wolfinbarger & Gilly, 2003). Both were the first to study e-TailQ based on web design, customer service, 

security/privacy, and fulfillment. Subsequently, Caruana and Ewing, 2006 Kim et al. (2009) and Li et al. 

(2015) apply the same model in supermarkets and bookstores. On the other hand, Connolly et al. (2010) 

question Wolfinbarger and Gilly’s model because they consider that the effectiveness of instruments to 

measure the service quality of websites has been, until recently, less than satisfactory since they do not 

consider all the dimensions they should. Therefore, the authors supplement their research with the 

dimensions of efficiency, system availability, privacy, responsiveness, interactivity, empathy, and contact. 

Similarly, Ahmad et al. (2016) highlighted that the e-TailQ model started to receive several 

criticisms since it does not attach great importance to customer service or measure web design specifically. 

As a result, the e-TailQ model started to be questioned and modified. Likewise, Al-Adwan and Al-Horani 

(2019) agree that models measuring e-service quality, including e-TailQ, have been developed before the 

emergence of Web 2.0 technology and the widespread penetration of social media in e-commerce, so they 

believe that the meaningful impact of social influence on consumers’ online shopping behavior has been 

overlooked. 

Ahmad et al. (2017) propose a new model with five dimensions: web layout, information, 

customer service, security/privacy, and fulfillment. The web design dimension proposed by Wolfinbarger 

and Gilly was divided into two concepts. In accordance with what was previously reviewed, the e-TailQ 

scale will be taken as a model according to the dimensions studied by Ahmad et al. (2017) since it studies 

the quality of service through a more specific model by considering web layout and web information. This 

model is important since information and design offer most consumers a better experience, impacting their 

purchase. 
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Web layout 

 

The web layout is the structure that enables users to find important information at first glance (Poon & 

Lee, 2012) and is responsible for displaying the products on the web, always in a readable way, with easily 

identifiable images, and with an appropriate animation color (Aladwani & Palvia, 2002). Therefore, the 

website should not be too complex for online shoppers (Santouridis et al., 2012). It should be entertaining 

and eye-catching in order for them to enjoy their experience on the online site (Vaiciukynaite & Gatautis, 

2013), as this generates satisfaction in clients (Bhatti et al., 2020; Kim et al., 2009; Montoya-Weiss et al., 

2003, Zia et al., 2022) 

 

Information on the web 

 

Website information is defined as the communicated material displayed on the website (Poon & Lee, 

2012), which includes details related to service, order status, or tracking (Yang & Fang, 2004). Outdated 

content will confuse and frustrate clients (Montoya-Weiss et al., 2003) and may spoil the image built by 

the company (Cao et al., 2005). That is why the information provided must be updated, complete, and 

easy to understand (Fassnacht & Koese, 2006); if this does not happen, the site will become less relevant 

and will influence their satisfaction (Clyde, 2000; Cristobal et al., 2007). The experience of the website 

can significantly influence the final purchase since the information about the product provides greater 

benefits to the client. Therefore, they are more satisfied (Jiang & Rosenbloom, 2005; Zia et al., 2022) 

 

Security/privacy 

 

This corresponds to the privacy of sharing information and the security provided at the time of payment 

(Lopes et al., 2019; Wolfinbarger & Gilly, 2003), in addition to maintaining the confidentiality of 

information, which provides security and assurance to the website (Ping et al., 2000). It is important to 

mention that consumers should feel confident that their information is safeguarded during the payment 

process, as they may not buy or give their trust if they notice a misuse of their personal information (Kim 

et al., 2009; Ahmad et al., 2017; Al-Adwan & Al-Horani, 2019). Therefore, how the consumer’s personal 

information is managed to provide some service or sell a product is important (Al-dweeri et al., 2019). 

Ahmad et al. (2017), Al-Adwan and Al-Horani (2019), and Rita et al. (2019) highlight that this dimension 

provides comprehension and understanding of the satisfaction construct. Nevertheless, Kim et al. (2009) 
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and Li et al. (2014) mention that it also affects trust and that the more security is provided about the 

client’s personal information, the less concern there will be about data and transaction sharing. 

 

Customer service 

 

This refers to the prompt help the client requires (Wolfinbarger & Gilly, 2003) in the face of any problem, 

so the service personnel should always be available to solve whatever arises (Gaur & Anshu, 2018). This 

means that the website should respond to customer inquiries, requests, and complaints promptly (Li et al., 

2015), as it has also been found that customer service is an important component in the online shopping 

environment (Zeithaml et al., 2002). Thus, shoppers expect hassle-free shopping (Brady & Cronin, 2001), 

personalized service, timely delivery of products, and quick responses to their queries (Ahmad et al., 

2016), so it is concluded that customer service has a relation with satisfaction because it helps to solve the 

problems or concerns of the consumer (Li et al., 2014; Kim et al., 2009; Udo et al., 2010; Brady & Cronin, 

2001). On the other hand, Li et al. (2014), Konradt et al. (2003), agree that it also has an important effect 

on trust because a quick and helpful response to queries positively affects the client’s trust. 

 

Fulfillment 

 

This refers to the product that the consumer receives being in accordance with the product description on 

the website (Koufteros et al., 2014; Wolfinbarger & Gilly, 2003), which means that product shipment is 

important and has been a challenge for brands (Kim et al., 2009), so it becomes one of the most important 

factors that determine website quality (Ahmad et al., 2016) as service promises and proper shipment of 

orders lead to client satisfaction (Yang & Fang, 2004). Additionally, Singh and Sirdeshmukh (2000) 

indicate that reliable and honest service is directly related to trust in the company. Therefore, fulfilling 

promises to clients regarding the product information presented should be a necessary condition to 

generate consumer trust (Urban et al., 2001). Based on the above, the following hypotheses are postulated: 

H1: E-service quality has a positive effect on online consumer satisfaction. 

H2: E-service quality has a positive effect on online consumer trust. 

 

Satisfaction and trust in e-commerce 

 

Satisfaction starts as the evaluation after comparing expectations and the shopping experience (Henao, 

2020), generating the person’s well-being (Quintero et al., 2022). In the online sector, it is described as 
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the result of consumer perceptions of online sales, convenience, design, and security (Szymanski & Hise, 

2000). It is also the relation of the shopping experience with a certain company through its e-commerce 

(Srinivasan et al., 2002; Flavián et al., 2006), and it is determined by the performance and the product 

provided by the website (Eid, 2011). 

On the other hand, Wang (2011) highlights that consumer satisfaction results in post-purchase 

behavior and is a determinant for improving the loyalty of existing clients (Yang, 2007). It is also known 

that although satisfaction levels are similar in both physical and virtual environments, the relation between 

satisfaction and loyalty is higher in virtual environments (Shankar et al., 2003). Similarly, Li et al. (2014) 

agree that developing loyalty in an online environment depends entirely on consumer satisfaction. In view 

of the above, the following hypothesis is formulated: 

H3: Satisfaction positively influences online client loyalty. 

E-trust is the belief that the client has in the fulfillment of the expectations of a brand (Valvi & 

West, 2013) and therefore affects the performance and success of any industry (Quintero et al., 2022), 

which becomes an essential component in the online purchase decision-making process (Arango-Botero 

et al., 2021) as it develops as the relation and experience of the consumer with the brand evolves (Al-

Adwan & Al-Horani, 2019). 

Therefore, trust becomes a critical factor in stimulating purchases (Jarvenpaa et al., 2000), and 

clients who do not feel trust toward a virtual platform will not be loyal, even if they are satisfied with their 

purchase (Anderson & Srinivasan, 2003). J. Lee et al. (2000) state that loyalty depends directly on the 

degree of trust; that is why trust plays an essential role in loyalty toward e-commerce (Harris & Goode, 

2004; Li et al., 2014; Rasheed & Abadi, 2014). In view of the above, it is posited: 

H4: Trust positively influences online client loyalty. 

 

Loyalty and electronic word-of-mouth 

 

E-loyalty is the commitment to repurchase a product or service on the web consistently in the future, 

causing repetitive purchases of the brand despite competitors’ situations, influences, and marketing efforts 

(Ameer, 2013; Garcia et al., 2020). Similarly, Anderson and Srinivasan (2003) specify it as the consumer’s 

favorable attitude toward an e-business, resulting in repeat purchases. This factor is extremely important 

from a marketing point of view, as successful online business companies owe their success to repeat 

purchases from loyal clients (Ting et al., 2016) since clients, when they are more loyal, tend to buy and 

spend more (Harris & Goode, 2004). 

The Internet has become the main source and medium of electronic communication (Hennig-

Thurau et al., 2004), giving rise to the birth of electronic word-of-mouth (e-wom) defined as all informal 
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communication directed to consumers over the Internet through instant messaging, e-mail, or blogs (Litvin 

et al., 2008) proving over time, to have greater credibility, empathy, and relevance for consumers (Bickart 

& Schindler, 2001) and becoming decisive in consumers’ purchasing decisions (Liu & Zhao, 2015). 

That is why the relation between loyalty and word-of-mouth emerged when the scope of client 

recommendations increased (Hallowell, 1996). Subsequently, Salehnia et al. (2014) stated that loyalty 

strongly and positively influences word-of-mouth since the loyal client promotes the brand by 

emphasizing or spreading its attributes. 

Similarly, Giao et al. (2020) indicate that loyal consumers make positive recommendations to 

acquaintances or friends. This is related to the fact that, according to Wangenheim (2005), if consumers 

lack loyalty to a brand, they tend to switch to another alternative and possibly spread negative opinions. 

Yoo et al. (2013) and Del Río et al. (2001) agree that there is a strong relation between a client’s e-loyalty 

and electronic word of mouth. 

H5: Loyalty influences positive electronic word-of-mouth generated by online consumers. 

The research model concerning the proposed hypotheses is presented below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual model 

Source: Created by the authors. 

 

 

Methodology and sample 

 

Due to the proposed model, an explanatory type of research was applied as the most appropriate to solve 

causal relations (Field, 2017), and a type of non-probabilistic convenience sampling. For data collection, 
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a questionnaire was developed and shared with 423 people through the main social networks such as 

WhatsApp and Instagram, of which 300 claimed to have purchased online from retailers (department 

stores and home stores) in the last 6 months, which was a prerequisite for the correct resolution of the 

survey. The research was conducted between February and March 2021, and the sample results showed 

that most respondents were women (57 %), compared to 43 % of men, aged 18-25 years (45 %). According 

to online shopping frequency, 68 % shop monthly through websites and it usually takes half an hour to 

place their order (49 %). 

All items of the present questionnaire were adapted from previous research to ensure validity. 

In addition, a pilot test with 30 online shoppers was previously developed to improve the comprehension 

of the questionnaire (In, 2017). The e-TailQ dimensions with 16 items were adapted from Ahmad et al. 

(2016). For trust and satisfaction, 3 items each were considered, adapted from Ahman et al. (2016) and 

Kim et al. (2009). Finally, for electronic word-of-mouth and e-loyalty, 4 items were used for each, adapted 

from Al-Adwan and Al-Horani (2019). All scales used in the research were previously used in other 

research. 

A five-point Likert scale measured all items (Chang, 1994) ranging from 1, “Strongly disagree” 

to 5, “Strongly agree.” This type of measurement enables calculating attitudes and knowing the degree of 

agreement with any statement presented, which captures the intensity of the respondent’s feelings 

(Gadermann et al., 2012). 

 

Results 

 

Variance-based structural equation modeling (SEM) was used for data analysis and hypothesis testing. 

Partial Least Squares (PLS) was chosen among the different SEM techniques, as PLS-SEM is 

recommended for its ability to test a predictive model (Hair et al., 2014). The use of multidimensional or 

higher-order constructs has become popular in recent times because they help to reduce the number of 

relations of the proposed model, enabling the study of increasingly complex research models. Considering 

that e-TAILQ is a multidimensional construct of a reflective nature, the disjoint two-stage approach was 

adopted, so the validation of the model was done in three steps: the model measurement of lower-order 

reflective constructs, higher-order reflective constructs, and structural model evaluation (Sarstedt et al., 

2019). 
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Lower-order measurement model 

 

A reliability analysis of the scale items was conducted, which should be greater than 0.708 (Carmines & 

Zeller, 1979); the results show the above values. For the internal consistency of the constructs, Cronbach’s 

alpha and composite reliability (Nunnally & Bernstein, 1994) were used. According to the results 

obtained, the loadings of the indicators of all reflective constructs are greater than 0.707. On the other 

hand, the analysis of convergent validity was developed using the average variance extracted (AVE), 

which sets the minimum value of the constructs ≥ 0.5 (Hair et al., 2019). All the results show that the 

analyzed constructs comply with the established indices, thus assuring adequate reliability and convergent 

validity. (Table 1) 

 

Table 1 

Reliability and convergent validity of the first-order model. 
Item Loads Alpha rho_A Composite Reliability  (AVE) VIF 

e-Wom1 0.819 

0.923 0.928 0.946 0.813 

1.942 
e-Wom2 0.898 3.042 

e-Wom3 0.909 3.261 

e-Wom4 0.847 2.186 
Ful1 0.819 

0.858 0.858 0.914 0.780 

1.618 

Ful2 0.792 1.487 

Ful3 0.880 1.880 
Loyal1 0.874 

0.879 0.879 0.925 0.805 

2.620 

Loyal2 0.918 3.588 

Loyal3 0.932 4.191 
Loyal4 0.882 2.788 

Sat1 0.853 

0.891 0.892 0.925 0.755 

1.804 

Sat2 0.896 2.551 
Sat3 0.900 2.578 

Serv1 0.824 

0.775 0.782 0.870 0.691 

1.995 
Serv2 0.910 4.205 

Serv3 0.902 4.048 

Serv4 0.885 3.248 
Serv5 0.793 2.176 

Sec1 0.895 

0.915 0.926 0.936 0.747 

3.425 

Sec2 0.910 3.728 
Sec3 0.927 3.862 

Sec4 0.864 2.364 

Tru1 0.902 
0.921 0.925 0.944 0.809 

2.466 
Tru2 0.893 2.383 

Tru3 0.896 2.398 

Inf1 0.774 
0.704 0.704 0.835 0.627 

1.384 
Inf2 0.816 1.525 

Inf3 0.786 1.302 

Wlay1 0.820 

0.813 0.820 0.876 0.640 

1.875 
Wlay2 0.804 1.638 

Wlay3 0.734 1.752 

Wlay4 0.838 2.308 
Notes: AVE = Average Variance Extracted, VIF = Variance Inflation Factor 

Source: created by the authors. 
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Finally, discriminant validity was conducted (Table 2) using the Heterotraitmonotrait (HTMT) 

index. The HTMT represents the average of the correlations between indicators measuring different 

variables concerning the correlations of the same variable (Hair et al., 2019). Henseler et al. (2015) suggest 

values below 0.90 to assess validity. Regarding this, in the results of this study, all indicators were greater 

than the proposed minimum value, so it can be concluded that no discriminant validity problem was found 

in the lower-order model. 

 

Table 2 

Discriminant validity of the first-order model 

 Loyal Sat Tru e-Wom Ful Serv Sec Inf Wlay 

Loyal         
 

Sat 0.716        
 

Tru 0.609 0.814       
 

e-Wom 0.832 0.848 0.698      
 

Ful 0.682 0.844 0.853 0.746     
 

Serv 0.581 0.493 0.436 0.566 0.573    
 

Sec 0.502 0.661 0.643 0.650 0.583 0.493   
 

Inf 0.556 0.656 0.584 0.622 0.730 0.613 0.561  
 

Wlay 0.651 0.652 0.566 0.697 0.599 0.485 0.558 0.783  
Source: created by the authors. 

 

Higher-order measurement model 

 

In analyzing the measurement model, scores were obtained for the latent variables of the first-order model 

that served as single-item weights for the corresponding second-order constructs. Then, second-order 

construct reliability, convergent validity, and discriminant validity were calculated. Table 3 shows the 

results of Cronbach’s alpha and composite reliability, whose values were higher than 0.7; the AVE results 

showed values higher than 0.5; therefore, convergent validity was proven. Finally, the discriminant 

validity of the eTAILQ scale was estimated using the HTMT (Heterotrait- Monotrait ratio). Table 4 shows 

that all values are below 0.9; consequently, no discriminant validity problem was found in the higher-

order reflective model. 

 

Table 3 

Assessment of the reliability and convergent validity of the higher-order model 

 Alpha rho_A Composite reliability AVE 

E-tailQ 0.829 0.845 0.879 0.593 

Source: created by the authors. 
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Table 4 

Discriminant validity of the higher-order model 

 Loyal Sat Tru e-Wom E-tailQ 

Loyal      

Sat 0.716     

Tru 0.609 0.814    

e-Wom 0.832 0.848 0.698   

E-tailQ 0.769 0.858 0.801 0.850  

Source: created by the authors. 

 

Analysis of the structural model 

 

In the second phase of data analysis, the structural model was evaluated through the coefficient of 

determination (R2), predictive relevance (Q2), and structural relations (Hair et al., 2019). Before 

continuing the process, multicollinearity was ruled out through the variance inflation factor (VIF), whose 

values must be less than 5 (Hair et al., 2019). The results in Table 1 show the absence of multicollinearity. 

The coefficient of determination (R2) value indicates the combined effect of the endogenous 

variables on the exogenous variables, that is, the amount of variance in the independent constructs 

explained by the dependent constructs linked to it (Hair et al., 2014). The R2 value of Electronic Mouth 

to Mouth (0.574) indicates that 57.4% of its variance is explained by all the exogenous variables linked 

to it, which indicates that it is a moderate explanatory level (Hair et al., 2019). Furthermore, the R2 values 

indicate that the respective exogenous variables explain 42.8% of the variance of Loyal, 54.6% of Sat, 

and 50.0% of Con, indicating a relatively moderate explanatory power (Hair et al., 2019), although, in 

general, R2 values are highly context-dependent (Hair et al., 2017). 

Then, to investigate predictive relevance, the blindfolding process was run with a 7-step 

omission distance (Stone, 1974). The Q2 values (mentioned in Table 6) are 0.429 for word-of-mouth, 

0.342 for Loyal, 0.420 for Sat, and 0.395 for Con, indicating moderate predictive relevance (Hair et al., 

2019). 

As a next step, the magnitude and statistical significance of the path coefficients are analyzed to 

determine the relations of the structural model. In order to assess whether the interaction effect and main 

effects were relevant, bootstrapping of 5 000 subsamples with a P-value less than 0.05 was conducted. 

Table 5 shows that E-tailQ influences satisfaction (β=0.739; P=0.000) and trust (β=0.707; P=0.000), 

accepting both hypotheses. In addition, satisfaction (β=0.497; P=0.000) and trust (β=0.201; P=0.003) 

influenced loyalty. Finally, loyalty influences Electronic Word of Mouth (β=0.757; P=0.000). 
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Table 5 

Path coefficients and P-Value 
 Path Coef. t-statistics   P - Value Hypothesis 

Loyal -> e-Wom 0.757 31.033  0.000 Accepted 

Sat -> Loyal 0.497 8.144  0.000 Accepted 

Tru -> Loyal 0.201 2.997  0.003 Accepted 

E-tailQ -> Sat 0.739 22.68  0.000 Accepted 

E-tailQ -> Tru 0.707 18.478  0.000 Accepted 

 

R²: Loyal=0.428; Sat=0.546; Tru=0.500; e-Wom = 0.574 

Q²: Loyal=0.342; Sat=0.420; Tru=0.395; e-Wom = 0.429 

Source: created by the authors. 

 

Conclusions 

 

The study presents a series of contributions associated with online consumer behavior, particularly in 

incorporating the model of electronic word-of-mouth as an attitude generated after loyalty, which is a 

theoretical contribution to the studies of Al-Adwan and Al-Horani (2019) Ahmad and Khan (2017), and 

Al-dweeri et al. (2019). In addition, service quality has been studied as a higher-order reflective construct 

through the disjoint two-stage approach, which enables a better evaluation of the proposed model. 

To this end, the first contribution is the incorporation of electronic word-of-mouth as a finalizing 

variable of the model and loyalty, which is presented with a strong association to the construction of 

positive word-of-mouth by consumers of online channels. The results are in tune with Kaur (2020), 

Salehnia et al. (2014), and Pereira et al. (2017), although the relation between the variables for the present 

model is stronger. It can be confirmed that loyal consumers become brand promoters by publicizing their 

attributes and sharing their positive experiences, which confirms the importance of generating loyalty 

through satisfaction and trust. 

The second contribution has to do with the importance of loyalty within the model, which, as 

previously stated, is a strong antecedent of electronic word-of-mouth; it is also so in its relation to trust 

and satisfaction. As seen in the results, the two mentioned variables are fundamental to the creation of 

loyalty, as previously claimed by Li et al. (2014), Al-Adwan and Al-Horani (2019), Ahmad et al. (2017), 

Giao et al.(2020), Goutam and Gopalakrishna (2018), Alnaim et al. (2022), Akroush et al. (2021), and 

Juwaini et al. (2022). In both cases, it can be confirmed that trust and satisfaction play an essential role in 

the formation of loyalty and that the client, if he or she does not feel trust toward a virtual platform and is 

not satisfied with it, will not be loyal to it. Nevertheless, it is worth noting the strong relation between 

satisfaction and loyalty, which, according to the results, is twice as strong as that shown by trust, implying 

a stronger effect of the first-mentioned variable on loyalty than the second. 
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Finally, this research has also proven the importance of service quality, particularly the eTailQ 

scale as a start in the consumer journey regarding e-loyalty and positive electronic word of mouth. As can 

be seen from the results, service quality is essential to generate satisfaction and trust in the consumers of 

an online retailer. In both cases, the strong relation between both behaviors can be confirmed. These 

results are also in line with the observations obtained by Ahmad et al. (2017), Al-Adwan and Al-Horani 

(2019), Al-dweeri et al. (2017), Kim et al. (2009); Li et al. (2014); Rita et al. (2019). Consumers then 

expect high levels of security and good customer service. In addition to being easy to navigate, the website 

should be entertaining and provide the right information for consumers to enjoy their experience. In 

addition, the product that the consumer purchases through the website should be the same as the one 

received at the time of dispatch because, as confirmed by Ahmad et al. (2016), this is one of the most 

relevant characteristics to maintain a positive perception of the quality of the website. 

Given the growing competition and ever-increasing customer expectations, e-commerce 

companies have become more interested in identifying, understanding, nurturing, and keeping their clients 

happy. In order to be more efficient in the quality of service, website managers must have greater control 

over user accounts, which means the client has greater security during their presence on the website. 

Accordingly, it would be positive if the accounts inform through an e-mail the time and place of 

connection and the notification when a purchase is conducted (by mail and cell phone number). In 

addition, each product that is placed on the websites is a letter of introduction to the clients and, therefore, 

it is important to emphasize the management of UX - User Experience that can ensure the monitoring of 

the website in its entirety, as well as the implementation of improvements that may arise from the 

comments of the clients. 

Regarding limitations, it is suggested that other territories in the region be explored to verify the 

results. Another limitation is that the study does not distinguish different categories of products, so it is 

recommended that a more specific focus be given to some of them, such as clothing, household appliances, 

and home furnishings since they were the most purchased. 
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