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Abstract

COVID-19 has brought new norms for everyone, invading new patterns and behavior for marketers and buyers. The pandemic has brought new
challenges inhibiting new behavior among consumers and forcing them to adopt more contemporary shopping across the globe, and online buying
is one of them. The present study explored how consumers of different generations owned the experience of online purchases during and after
COVID-19 and how this experience has developed a sense of satisfaction for the specific e-commerce. Hence, this study intended to investigate
two relationships using the Bagozzi framework: (i) between the behavior (e-loyalty), response (e-satisfaction), and (ii) between the response and
the appraisals (e-service quality, perceived justice, and brand image). Research implied the Structural Equation Model to validate the proposed
hypothesis. The generational cohort in this study represented Generation X (39-58) and Generation Y (18- 38) of North India. Further, the results
also prove that companies’ brand image is one of the essential variables moderating the level of satisfaction among consumers and the website’s
features. Based on the study’s outcome, managers can develop future marketing strategies on various dimensions of marketing, like how to com-

municate with consumers with generational gaps and aspirations for online shopping.
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1. Introduction

In the modern retail world, shopping orientation has changed a lot
due to the emergence of advanced technologies, bringing new and
modern methods of shopping. However, Covid-19 has brought new
unanticipated challenges and has changed how consumers think and
behave. This unforeseeable incident shrank the whole of the market
economy. COVID-19 brought new patterns and behaviors of consu-
mers and new challenges and business practices (Mishra et al., 2021).
However, this turbulence in the marketplace has forced marketers to
reorganize the need to align their marketing practices, anticipating
better satisfaction and loyalty from these buyers who are new to onli-
ne shopping. Eventually, it has revolutionized business methods and
forced buyers from different generational cohorts to adopt e-com-
merce platforms (Nguyen et al., 2021).

Consumer behavior post-COVID-19 has undergone highly unpre-
dictable, challenging, and demanding for better services and satisfac-
tion (Gu et al., 2021). Consumers and their demographical profiles
were the most prominent sources for shaping future markets and
their practices. Studies of the past concur on the role of consumers’
demographical profiles in shaping online pre and post-purchase be-
havior (Bellman et al., 1999; Oganisjana et al., 2022). There are pu-
blished articles discussing how consumers from different generations
and geographies face challenges in coping with the pandemic and
its repercussions (Sharma et al., 2020; Eger et al., 2021; Zwanka &
Buff, 2021). Dorosh et al. (2021) proposed that for latchkeys (Gen-X),
online purchase is not only a transaction of goods and services with
the price paid by a customer but also a continuous process of evol-
ving satisfaction and loyalty. Whereas, another study conducted by
Thangavel et al., (2021) also concurs that there is a significant difference

in the behavior and performances between the millennials, Gen-X/Y,
and baby boomers while making online- purchases. Henceforth, mar-
keters need to design generation-specific marketing strategies addres-
sing the challenges faced by stakeholders representing different gene-
rational cohorts (Ting et al., 2018; Oganisjana et al., 2022).

However, this needs a lot of energy and synergy from the marketers to
understand the consumers and the challenges they might face in avai-
ling of their services. Marketers must understand what they must do
to offer better satisfaction to their consumers from different cohorts.
How can they build loyalty with the consumers who are happy and
satisfied with the e-services they offer? Moreover, what should their
website design be that can build more satisfied and loyal consumers?
There are sufficient studies on understanding the online purchase be-
havior of consumers of different generations exhibiting different be-
haviors. However, limited studies compared the e-satisfaction among
these generational cohorts and its impact on e-loyalty (Chakraborty
& Balakrishnan, 2017; Chauke & Dhurup, 2017). E-marketers are
developing a model to ensure consumer satisfaction pertaining to
shopping from e-portals (Santosa et al., 2021; Soni & Vohra, 2022;
Vaughan et al., 2022). Still, many marketers are unaware of the crucial
points where their online shopping platforms need to be more com-
petitive in offering better satisfaction and loyalty to consumers re-
presenting different generational cohorts (Dana et al., 2021; Vayghan
et al., 2022; Soni & Vohra, 2022). These reasons are good enough for
marketers and scholars to explore the field of cognitive computing to
get better insights into increasing the positive impact of e-retailing.
Hence, there is immense scope for marketers to deeply look into the
facets that can significantly impact customers’ e-satisfaction in online
shopping, leading to building loyal customers.
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The rapid growth of web-based self-service, popularly known as e-
service, further intensified the role of the service sector in modern
(Kim & Kim, 2020). Today’s consumers can easily extract informa-
tion from various channels and compare competitors’ services and
products, enabling smooth flow from one brand to another (Kraus
& Kraus, 2020). A strategic question marketers must answer now is
how to stop brand switching, increase satisfaction, and assert custo-
mer loyalty. As mentioned above, researchers are now referring to the
knowledge of cognitive computing theories to address the challenges
of consumers’ online information process styles, shopping behavior,
patterns, and preferences to design website atmosphere and strategies
offering attractiveness in a friendlier way (Faiola & Matei, 2005; Chen
et al., 2020; Schuetz et al., 2020; Behera et al., 2023). Moreover, this
concept has enabled marketers to understand and examine marketers’
existing practices critically. Still, it is in the infant stage to give a holis-
tic view of all aspects of the online shopping experience; e-satisfaction
and loyalty are among them (Goutam et al,, 2022). Anderson and
Srinivasan (2003) determined satisfaction as the key determinant of
loyalty in both commerce platforms. Research in the past profoundly
stated that customer satisfaction leads to customer loyalty. Customer
satisfaction (C.S.), and loyalty (CL), are essential (intermediate) goals
for superior economic success in the liberalized market (Torsten et
al., 2000). Ahmad &Buttle (2002) also believes companies can retain
loyal customers, providing superior satisfaction. Many researchers in
the past supported the fundamental logic that satisfaction positively
impacted customer loyalty (Oliver, 1980; Bearden & Teel, 1983; Oliver
& Swan, 1989; Anderson & Sullivan, 1993; Bolton & Drew, 1991; Yi,
1991; Mittal & Kamakura, 2001). Therefore, companies must consider
all possible ways to provide better service quality to satisfy customers.
Academic debates on online services assert satisfaction, attributes of
satisfaction, and loyalty (Ting et al., 2018; Oganisjana et al., 2022). Li-
terature in the past conceptualized the relationship between e-service,
perceived justice, and brand image as a determinant of e-satisfaction
(Jameel et al., 2021; Kamal et al., 2022), but no such study has been
done so far to measure the combined effect of these determinants on
e-satisfaction and e-loyalty. Hence, this study intended to investigate
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two relationships using Bagozzi framework: (i) between the response
(e-satisfaction) and behavior (e-loyalty), (ii) between the response (e-
satisfaction) and the appraisals (e-service quality, perceived justice,
and brand image). This research aims to investigate what drives e-
satisfaction among consumers from various generational cohorts and
determine the difference in online generational behavior. Henceforth,
this research considered the Generational cohorts of India to unders-
tand how different generations are experiencing this new buying age
and how far they are satisfied with these online shopping portals.

2. Conceptual Framework and Hypothesis Development

2.1 Theoretical Support and Proposed Model

During the outbreak of COVID-19, consumers prefer to buy products
online to avoid being affected by the virus (Shaikh, 2020) and con-
tinued post-pandemic (Shaikh, A. (2020). Bagozzi (1992) proposed
the appraisal-response-behavior (ARB) theory, which states that the
concept of intentions governed by self-empowered processes initiates
individual responses toward goal achievements. On the face of this,
the present research also applied the concept of Bagozzi to empirica-
lly analyze two relationships: (i) between appraisals (e-service qua-
lity and perceived justice) and responses (e-satisfaction and brand
image), (ii) and behavioral outcome (e-loyalty). Website familiarity
magnifies the strength of the relationship between the mentioned
constructs (refer to Fig.1). The research consists of six variables: e-
service quality, perceived justice, brand image, electronic satisfaction,
electronic loyalty, and website familiarity as a moderator.

Furthermore, research also applied Generational cohort theory to
determine the influence of generational cohort on electronic satisfac-
tion and loyalty. Past literature sufficiently presents the application
of generational cohort theories in social science, psychology, and
management. Applying the theory of generational cohort facilitates
researchers to have a data representation of similar characters, values,
beliefs, attitudes and behavior (Brosdahl & Carpenter, 2011; Parment
et al., 2013; Zwanka and Buff, 2020)
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Figure 1: Proposed Model
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2.2 The relationship between e-service quality and e-satisfaction

A customer’s experience of good or bad service is instrumental in
determining how satisfied/ dissatisfied they are with the product
and services (Han & Huyan, 2011; Ahmed et al., 2023). Researchers
considered satisfaction a critical determinant of purchase/repurchase
intention and the company’s stability in the marketplace (Aonouze et
al,, 2019; Khatoon et al.,, 2020; Manju, 2020). Customer expectation
of services has drastically changed from past to present as the market
moved from offline to online. Henceforth, the quality of services deli-
vered become an integral part of the offers (Ranaweera & Sigala, 2015;
Koya et al., 2022). Kim et al. (2009) asserted that the key to business
success in all settings (offline/online) had satisfied customers. Much
past literature in online shopping settings confirms that customers
prefer contracting with marketers whose websites provide compre-
hensive information and develop a complete engagement system for
them (Sabiote et al., 2013). Parasuraman et al. (1988) also framed the
research by proposing that customers’ higher level of satisfaction de-
rives from the quality of service delivered to them or his/her service
quality experience drives satisfaction. In the early stages of e-busi-
ness, authors established the relationship between e-satisfaction and
service delivery (Yen & Gwinner,2003; Pham et al., 2018; Abdirad et
al., 2022) and consumer’s favorable response and intention to pur-
chase based on their experience for a specific web portal (Hsieh et al.,
2008), further helping retailers to develop e-loyalty (Kim & Li, 2009).
Furthermore, customer experience in online shopping is now one of
the vital factors in deriving their satisfaction. Henceforth, e-retailers
should know their online shoppers’ fundamental behavior, their
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potential for searching online information, assessment of online
purchase intention, and factors that stimulate the positive response.
Perception of the website and its design increases satisfaction (Poli-
tes et al., 2012). Although the quality of a website and e-satisfaction
are two different concepts, researchers still foresee some relationship
between website features as a part of service delivery and satisfaction
(Rodgers et al., 2005) playing an essential role in developing a better
experience. Wolfinbarger and Gilly (2003) further proposed that cus-
tomer interaction and personal touch are not direct in online settings.
The design of the website plays a crucial role in determining satisfac-
tion. Henceforth, high e-service quality will ensure a better shopping
experience, making customers more satisfied with online purchases
(Yang & Fang, 2004). So, and so forth, the researcher foresees that the
e-service quality influences e-satisfaction.

Customer satisfaction has a direct link with the services delivered.
Hence, studying different dimensions of service quality and its impro-
vement process was paramount among marketers (Thompson et al.,
2005). Electronic service quality is defined as the customer evaluating
their expectation from the brand and its services offered while pur-
chasing (Santos, 2003). Practitioners applying the concept of e-servi-
ce from the beginning of 2000 have coined various definitions until
then. E-Service is the electronic provision of services or web-based
services involving the Internet as the interface between seller and bu-
yer (Saanen et al., 1999; Reynolds, 2000; Sara, 2000). According to
Surjadjaja et al.(2003), it is an e-service process where the interface
used is the Internet for the interaction between the customer and the
service provider.
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Furthermore, electronic service quality is essential in crafting e-
satisfaction and e-loyalty towards service providers. Service quality
has multiple dimensions and frameworks presented by the various
researchers and theorists in the past. Eventually, customers™ online
purchase experience is guarded by searching and collecting relevant
information, comparing and evaluating alternates, making informed
decisions, pre and post-purchase experience, and so on (Wolfinbar-
ger & Gilly, 2003). Extensive research has been done to understand
the concept and characteristics of service quality. However, marke-
ters have grabbed recent attention in understanding service quality
dimensions in online shopping. Many authors view electronic service
quality as a measure of satisfaction, hence proposing different dimen-
sions to measure e-service quality (Bult et al., 2015; Al-Dweeri et al.,
2017; Alshurideh, et al., 2019; Alzoubi et al,, 2020; Al-Khayyal et al.,
2020). To measure the quality of services delivered, Juran and Gryna
(1970) proposed four dimensions: capability, availability, reliability,
and maintainability, which are basically metaphors of the performan-
ce concept. Many other researchers then proposed dimensions like
tangibility, responsiveness, assurance, empathy, and ease of use (Vid-
gen, 2001; Gronroos et al., 2000; Parsuraman et al., 2000).

Studies in electronic service quality using different dimensions of
customer online experience, purchase intention, e-service quali-
ty, e-satisfaction, and e-loyalty have been conducted till now. Some
worked on validating the appropriateness and dimensionality of the
e-Tail Q scale by adding the latest dimensions to enhance the findings
of the study (Wolfinbarger & Gilly, 2003; Zeithaml et al., 2005; Carl-
son & O’Cass, 2011; Blut et al,, 2015; Ahmad & Khan, 2017; Kaya
et al,, 2019). This study adopted the scales designed by Wolfinbarger
and Gilly (2003), having four important dimensions: web design, ful-
fillment, security, and customer service. In the face of this, Bagozzis
(1992) conceptualized the theoretical framework, gauging appraisal
of service quality driving affective response of satisfaction and even-
tually developing repurchase behavior among consumers. Generally,
researchers in the field of marketing come to a common consensus
on the theoretical framework that consumer’s perceived value and e-
satisfaction are driven by consumer’s evaluation of e-service quality
(Xiao, 2016; Zarei et al., 2019). Based on the above perspective, this
study recommends that:

HI: E-service quality positively impacts e-satisfaction.

2.3 The relationship between brand image and e-satisfaction

According to Park et al. (1986), the creation and maintenance of the
brand image by any company is a prerequisite to brand management.
Hypothetically, all the company’s products or services demonstrate
symbolic, experimental, and functional elements building brand ima-
ge. Only now, researchers and scholars have been on a single platform
regarding the definition of brand image. Keller (1993) defined brand
image as the summation of brand associations as a recollection in the
consumers” memory that results in perceptions about the brand. It
is also a series of brand associations in a consumer’s memory (Aker,
1991). Various earlier types of research revealed that brand image
positively impacts loyalty or behavioral and attitudinal intention.

ISSN: 0718-2724. (http://jotmi.org)

J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

Merrilee and Fry (2002) discovered that brand image and loyalty are
directly related. Another study by Davies and Chun (2002) says that
brand image directly influences customer loyalty via customer satis-
faction. Nevertheless, brand image is a prognosticator of customer
loyalty. Through better service quality, strategic marketing, and re-
covery of failure in service, organizations can enhance their brand
images and, at the same time, improve their competitive positioning
in the marketplace (Javalgi et al., 1992).

H2: Brand Image positively impacts the e-satisfaction of the consumers

2.4 The relationship between e-satisfaction and e-loyalty
Researchers in the past have developed the relationship between cus-
tomer satisfaction and loyalty and strongly believe that satisfied cus-
tomers tend to be more loyal to a given brand or company (Valvi &
Fragkos, 2012; Iglesias et al., 2019; Juwaini et al., 2022). According to
(Dick & Basu, 1994), loyalty is the consumer’s behavior of repeat pur-
chases of a particular brand/offering of a particular company. Many
researchers believe that the traditional loyalty concept is often exten-
ded to brand loyalty for online buyers as well. According to Oliver
(1997), customer loyalty is a commitment held deep to continue pur-
chasing a particular preferred product/service or brand consistently
in the future. In the case of online loyalty, the definition of “customer
loyalty” revolves around the same concept, where it requires convin-
cing consumers to revisit the online portal and make repeat purcha-
ses from a particular brand repeatedly (Gefen, 2002, pp.27-51). There
needs to be more studies in the context of online shopping, addres-
sing questions like, through what activities of marketers can drive
customer loyalty? As per Chang et al. (2009), customers’ continuous
disposition of repeat purchases from a given brand or marketer is a
sign of his/her loyalty towards the marketer, and this is an outcome
of customer satisfaction with the offerings. Researchers believe cus-
tomer satisfaction is essential to customer loyalty (Fang et al., 2011).
The possibility of satisfied customers returning to the business/ brand
is comparatively higher than dissatisfied customers (Lee et al., 2009)
and can dispose of better loyalty (Anderson & Srinivasan, 2003).
Additionally, satisfaction is also attributed to the customers’ repur-
chase behavior (Shankar et al., 2003; Chang et al., 2005; Chiu et al.,
2009; Lie et al., 2015; Kaya et a., 2019; Khan et al., 2019; Hendrawan
& Agustini, 2021; Alshhadat & Amoozegar, 2021). Several studies in
the past have conceded that e-satisfaction not only encapsulates the
intention to purchase in an online platform (Bhattacherjee, 2001; Hsu
etal., 2006; Prougestapron et al., 2015) but is a critical player in solidi-
fying a loyal consumer base (Evanschitzky et al., 2004). Furthermore,
in many other research’ authors asserted the positive and significant
relation between satisfaction and loyalty. They stated that in the con-
text of e-retailing, e-satisfaction is a strong determinant of e-loyal-
ty (Thakur, 2019; Jeon et al., 2017; Das et al., 2019; Mohammadi &
Dickson, 2021). In the face of this, few other researchers validated the
positive relation and impact of e-satisfaction on e-loyalty in mobile
commerce (Al Amin et al., 2023). Thakur (2019)

Henceforth, these studies give enough reasons for e-retailers to har-
vest customers’ satisfaction to a greater degree than the competitors
(Oliver, 1999).
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H31: Customer e-satisfaction positively affects e-loyalty.

2.5 The mediating role of e-satisfaction

Identifying consumers’ needs is a complex process, creating challen-
ges for marketers to drive satisfaction (Cronin et al., 2000). However,
Kotler et al. (2005) propose that service quality identifies the needs
of the consumers and later becomes instrumental in bringing custo-
mer satisfaction, resulting in loyalty. Present research in the face of
e-satisfaction and e-loyalty in the service quality purview has mixed
results. In many studies, authors conclude the positive and signifi-
cant effect of satisfaction on loyalty (Zarei et al., 2019), yet evidence
states the indirect effect of satisfaction on loyalty (Wong et al., 2019;
Alkhateeb et al,, 2020). Studies highlight the direct effect of service
perceived quality and perceived value in building customer e-loyalty
(Parasurman et al., 2005; Thakur, 2019). In contrast, other literature
on e-satisfaction and e-loyalty provides evidence where authors have
confirmed that e-satisfaction mediated the relationship between ser-
vice quality and e-loyalty (Kaya et al., 2019; Supriyanto et al., 2021;
Alkhateeb et al., 2020). Thus, the author again proposes to validate the
mediating effect of e-satisfaction between service quality and loyalty.

H4: Customer e-satisfaction mediates the relationship between e-service
quality and customer e-loyalty

2.6 The moderating role of the generational behavior

The study of generational cohorts is not new and has already been
applied in social science and management research (Zwanka & Buff,
2020). However, post-corona, understanding the consumer beha-
vior of different generations became quite essential in many aspects.
According to the generational cohort theory, people from different
generations possess different characters, creating a unique commu-
nity to be studied by researchers (Brosdahl& Carpenter, 2011). On
the other side, Parment et al. (2013) propose that people from the
same generation carry more or less similar values, beliefs, attitudes,
and behaviors. These generational differences impact consumer be-
haviors and other marketing activities (Zwanka et al., 2021). A recent
survey carried out by A.C. Nielsen reports the shift towards online
food purchases as one of the most preferred activities. It will likely
remain at a higher percentage of the population than before the pan-
demic (Nielsen, 2020). There are ample studies talking about online
behavior and satisfaction among millennials, but there are minimal
studies highlighted Gen- X, Y, and Z to all together determine the role
between e-satisfaction and loyalty (Chauke & Dhurup, 2017; Ting et
al., 2017; Emamdin et al., 2020)
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H5: Generational behavior significantly moderates the relation between
e-satisfaction and e-loyalty

3. Research Method

3.1 Sample and Procedure

The research design employed an empirical study wherein a quan-
titative research methodology was applied to test the proposed hy-
pothesis. A random convenience sampling technique was applied
for data collection. Further researchers mailed online questionnaires
via a shared hyperlink sent to 500 respondents from August 2021 to
November 2021 due to lockdown among Gen-X, which represen-
ted diverse demographic profiles like gender and age. A total of 383
responses were received, indicating a response rate of 76.6 percent,
which was reasonable enough to proceed with the data analysis. Fe-
male responses were 62 followed by 38 percent of male responses.
Further, to measure age and gender, the research applied categorical
data where the year of respondent birth was from 1960 to 1975 for
Gen-X. Of the total sample, 54.6 percent were from the age group 60
to 64, 15.4 percent were from the age group 65-69, and 30 percent
were from the age group of 70-75. Furthermore, to include respon-
dents from the northern part of the country to allow partial generality
of findings to represent the North Indian context, we collected data
from Madhya Pradesh, Utter Pradesh, Chhattisgarh, and Rajasthan.

3.2 Variables and Measurement

All scales and their constructs applied in the research resulted from
the intense literature considering past studies. The research conside-
red five variables, namely, e-service quality, brand image, and genera-
tional cohorts, as independent variables and e-satisfaction e-loyalty
as dependent variables. The generational behavior moderated the
relationship between e-satisfaction and e-loyalty and e-satisfaction
as a mediating variable for testing the relationship between e-service
quality and e-loyalty. E-SQUL was measured using 20 items: brand
image, e-satisfaction, and e-loyalty. For measuring e-service quality
research adopted the advanced version of the scale consists of four
dimensions: web design, fulfillment, security, and customer service
( Wolfinbarger & Gilly, 2003; Blut et al., 2015), for measuring brand
image, 03 items scale developed by Park et al.,(1986), for measuring
e-satisfaction, 03 items scale of Devaraj et al., (2002), finally, customer
e-loyalty measured using three-item scale proposed by Zeithaml et
al,, (1996). See appendices 1
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Table 1: Variables details
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Determinant Factor Item Code | Item Description Source
W1 The website provides in-depth information.
w2 The site doesn’t waste my time
Web Design
w3 It is quick and easy to complete a transaction at this website.
W4 This website has good selection.
F1 The product that came was represented accurately by the website.
Fulfillment F2 You get what you ordered from this site.
ESQUL F3 The product is delivered by the time promised by the company. Mary & Mary 2003
S1 I feel like my privacy is protected at this site.
Security S2 I feel safe in my transactions with this website.
S3 The website has adequate security features.
C1 The company is willing and ready to respond to customer needs.
Cust.omer C2 When you have a problem, the website shows a sincere interest in solving it.
e C3 Inquiries are answered promptly.
Bl I feel that a branding services (e-tailing) possesses its practical function.
Barnd Image Barnd Image B2 I feel that a branding services (e-tailing) possesses a positive symbolic meaning. Park et al. (1986)
B3 I feel that a branding services (e-tailing) can relate to the pleasant experience.
S1 Overall, I was satisfied with this online experience.
Satisfaction E-Satisfaction S2 The online site information content met my needs. g?(;;aj) ctal,
S3 It was possible for me to buy the product of my choice easily.
L1 I would say positive things about this site to other people
Loyalty E-Loyalty L2 I would recommend this site to someone who seeks advice. (Zle9it9};a)ml etal,
L3 I would encourage friends and others to do business on this site

The study applied a five-point Likert scale, with scale measures osci-
llating from “1” (strongly disagree) to “5” (strongly agree). Measures
Web features are the independent variable, satisfaction is the depen-
dent variable, and brand image is the moderating variable applied
in this study. We controlled several variables to rule out alternative
explanations, where past literature cited control variables like gender
(Ndubisi, 2006) and age (Homburg & Giering, 2001), all of which re-
searchers used in the study. The demographical variables were mea-
sured using a categorical scale. To construct the questionnaire for ad-
ministration and collection, we used English and checked for content
validity by experts from Academic institutes and Universities. We also
conducted pilot testing with 30 respondents in June 2021.

Table 2: Descriptive Statistics and Correlations

5. Results

The results of descriptive statistics and correlation coeflicient are pre-
sented in Table 2. All skewness values are below their cutoff point 3,
and all kurtosis values are less than 8 (West et al., 1995; Kline, 2011),
as presented in Table 1, which strongly supports the data normality
of all the items. The critical skewness and kurtosis values were within
the recommended limits of -2 and +2 (Kline, 2011), which support
multivariate normality in the data.

Correlations

Mean Std. Dev Skewness and Kurtosis Age Gender WF BIM SATF
Age 0,69 0,462 -0,835 -1,310 1 0,035
Gender 0,62 0,486 -0,491 -1,768 0,035 1
WF 4,1123 0,82247 -2,774 6,065 0,009 -0,070 1
BIM 4,2185 0,88002 -2,702 5,878 0,011 -0,072 9617 1
SATF 4,2019 0,94026 -2,553 5,431 -0,006 -0,070 967" ,960™ 1
E-Loyalty 3,6397 ,83456 ,237 ,020 ,078 ,015 ,068 ,027 1

**, Correlation is significant at the 0,01 level (2-tailed),
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Further, the table shows the value of mean scores and standard devia-
tions of the constructs used in the study. Brand image has the highest
mean value (4.27), followed by satisfaction, web features, age, and
gender (4.20, 4.11, 0.69, and 0.62). The results of standard deviations
show that all the variables have acceptable variability. The results of
correlation coefficients conclude a strong positive correlation bet-
ween web features and satisfaction (0.967), followed by brand image
(0.961). Still, there is no relation between age and gender, concluding
that age and gender do not impact the level of satisfaction among
users.

Further, we applied regression analysis to determine the difference
in e-satisfaction between Gen-X and Y based on age and gender. The
values were greater than the threshold value (0.273), which states no
significant impact of age and gender representing the two genera-
tions. Also, the coeflicient value shows that Gen-X is more satisfied
than Gen-Y (.010), but the females of both generations showed less
satisfaction with the website’s features (-0.082).

The research applied structural equation modeling (SEM) technique
for validating the relationships of the constructs proposed in the re-
search objectives and hypothesis. The two-stage SEM approach was

Table 3: Measurement Model

J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

applied to test the constructs reliability and validity and assess the
structural equation model (Anderson & Gerbing, 1988; Schumac-
ker& Lomax, 2010).

To check the model constructs’ fitness, reliability, and validity, resear-
chers applied confirmatory factor analysis (CFA) for the first-order
model on web features, brand image, and e-satisfaction. The final
considered fit indices were CMIN, GFI, AGFI, CFI, NFI, RMR, and
RMSEA, evaluated to assess the model fitness. As shown in table 3,
all the indexes did not reach their set threshold values in the first-
order CFA model. Therefore, a few revisions were made to increase
model fitness (Anderson &Gerbing, 1988; Bagozzi& Yi, 1988). The
items with identical regression weights (factor loadings) less than 0.5
finally dropped from the questionnaires (Henseler et al., 2009). After
reassessing, we again tested the model fitness to see significant im-
provement. The chi-square value (C2 = 386.5, DF = 211, P = 0.000)
was still significant, and other fit indices of the modified first-order
measurement model were within their recommended values (refer
to table 3). A second-order CFA model was applied to validate the
hypothesis that e-satisfaction is significantly impacted by website fea-
tures and moderated by the presence of a brand image.

Fit Index Recommended Value | First Order Measurement Model | Modified Measurement Model | Second Order Model
< NS at p<0.05 891.75 386.5 366.22

Xf N/A 430 211 206

21 df <5 423 401 377
Goodness of Fit (GFI) >0.90 0.922 0.920 0.851
Adjusted Goodness of Fit (AGFI) >0.80 0.873 0.876 0.803
Comparative Fit (CFI) >0.90 0.970 0.960 0.921
Normed Fit (NFI) >0.90 0.961 0.960 0.914

Root Mean Square Residuals (RMR) <0.10 0.092 0.088 0.088
iggigﬁf;‘;jgﬁ:&;gf f <0.08 0.092 0.087 0.078

All the values of the factor loadings greater than 0.7 are considered for
the study, indicating that E-Satisfaction has a significant loading on
its proposed constructs. As reported in Table 2, the fit indexes of the
second-order model were within their threshold values, representing
the satisfactory goodness of fit.

Table 4: Reliability and Convergent Validity

The outcome represents that all the constructs display adequate levels
of reliability with Cronbach’s alpha coefficients and composite relia-
bilities values (Nunnally, 1978; Hair et al., 2010) more significant than
the cutoff point of 0.7. The AVE values of all the constructs were more
significant than their threshold value of 0.5, and the Average Variance
Extracted (AVE) values were less than the corresponding Composite
Reliability (C.R.) values, indicating sufficient convergent validity.

Construct Cronbach’s alpha Composite Reliability (CR) Average Variance Extracted (AVE)
Website Features 0,837 0,872 0,803
Fulfillment 0,986 0,873 0,754
Security 0,807 0,827 0,830
Customer Service 0,968 0,837 0,745
E-Satisfaction 0,872 0,988 0,802
E-Loyalty 0,899 0,901 0,900
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6. Discussion

Results of Structural Equation Modeling for model fitness were highly
satisfactory for all constructs.

Results reflected a satisfactory fit of the model. All the values of fit
indices: C2 / df = 3.77, GFI = 0.851, AGFI = 0.803, CFI = 0.921, NFI
=0.914, RMR = 0.089, and RMSEA = 0.078, indicating the adequate
fitness of the model for the data applied and supports the proposed
hypothesis.

E-satisfaction found to be significantly impacted by the website fea-
tures (b = 0.506, C.R. = 9.777, p<0.001) and brand image significantly
moderating the relation between website features and e-satisfaction
(b=0.460, C.R. =9.104, p<0.001), thereby indicating that brand ima-
ge partially moderates the relationship between e-satisfaction and
website features. Therefore, all the hypotheses H1, H2, and H3 are
supported. Moreover, the R2 values indicated that website features
explained a 56.4-cent variation in e-satisfaction.

The SEM was applied to check the direct, indirect, and total effects
between the constructs. Table 5 indicates that the effect of W.E. on
E-SAT is 0.601, out of which the direct effect is 0.411 and the indirect
effect is 0.244. Findings indicate the indirect effect of B.L. in the rela-
tionship between W.E. and ESAT. As the indirect effect is lesser than
the direct effect, we can infer that B.I. weekly moderates the relation-
ship between W.E and ESAT.

In the current scenario, internet usage and its role in daily life are sig-
nificant. The research findings force online marketers to understand
consumers and their behavior in online settings when relationship
marketing is the core of the business (Harris et al., 2008). This study
aims to address and empirically validate the progressive influence of
website features and customer satisfaction post-shopping in online
settings. The study’s findings significantly prove the importance of
having good features on companies’ websites, building better satis-
faction. Further, the results also prove that companies’ brand image
is one of the essential variables moderating the level of satisfaction
among consumers and the website’s features.

The proposed research was to determine whether website features
(especially after post-pandemic among Generation X and Y) play a
significant role in deriving e-satisfaction. We collected data extracted
from 383 respondents from Gen-X and Y, out of which 62 percent
and 38 percent were females and males, respectively, representing UP,
MP, Chhattisgarh, and Rajasthan states of north India. Further, the
study’s findings also disclose that the brand image partially moderates
the relationship between website features and e-satisfaction (Davies
& Chun, 2002). Secondly, on an agreeable note, it was observed that
there is a negligible difference in satisfaction between Gen X and Y,
which marketers cannot overlook.

Still, this difference needs to be addressed by e-marketers to provide
a better shopping experience among consumers of different gene-
rations. Even with this negligible difference, the satisfaction among
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women is less than that of males. Some studies pointed out a cogniti-
ve difference between males and females regarding online shopping
(Van et al., 2010). The reason behind this could be a possible associa-
tion of technological risk while doing online shopping (Dekimpe et
al., 2000) because so many technical complexities are involved when
operating with computers (Thatcher &Perrewe, 2002), impacting sa-
tisfaction (Lin & Hsieh, 2007). Therefore, marketers need to deeply
understand the role of generational gaps and gender in driving e-
satisfaction. This is a severe indication for marketers as past research
proves that women play an essential role as a consumer in e-business
(Abraham et al., 2010).

Research findings provide scope for marketers to relook and revisit
the construction details to un-layer the features that make females
less satisfied. Finally, this study concludes that with customers and the
website, the intervening effects of brand image in e-satisfaction are
also crucial to improving customer satisfaction and repeat purchases.
Online consumers turn to the Internet primarily for utilitarian rea-
sons, such as price savings and convenience. Still, they also turn up
for hedonic reasons (To et al., (2003). Henceforth, e-marketers should
focus on designing website features that can offer better satisfaction
and experience to consumers so that they can dispose of repeat pur-
chase behavior. Although other factors may also impact online satis-
faction, literature gives strong evidence that a website plays a crucial
role in engaging and bringing traffic back to the website, only if the
marketers take care of the operational part of the website.

Conclusion

One of the biggest challenges for online marketers is solidifying their
consumer base, minimizing switching, and showing favorable pur-
chase responses. In this regard

Research findings can provide critical strategic inputs and applica-
tions for online marketers to build customer relationships firmly.
Henceforth, the study’s findings contribute to theoretical knowledge
of consumers” behavior about online shopping, the factors driving
e-satisfaction, and how consumers of two different generations and
genders respond to online shopping. Based on the study’s outcome,
managers can develop future marketing strategies on various dimen-
sions of marketing, like how to communicate with consumers with
generational gaps and aspirations for online shopping. How to build
and design e-commerce platforms to attain maximum consumer sa-
tisfaction and loyalty. What are essential to understand and consider
as the factors to meet customers’ e-satisfaction level? Outline of the
implications: Online marketing managers can allocate resources for
designing a website to improve ease and satisfaction across genders
and generations. There must be some way of handling technological
complexities occurring at consumers’ end to easily access the web-
site and remove their apprehensions. Good communication strate-
gies must be designed and delivered to attract female buyers without
hesitation. Marketing managers must consider providing a higher
quality of integration to consumers when buying online. Websites
must be designed around speedy and well-structured websites in co-
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llaboration with strategic partners to provide faster, time-saving, and
integrated services to their customers, which leads to customer satis-
faction. Marketers must consider all possible customer interactions,
retention, cross-selling, and buying routes.

8. Limitations of the Study

This research has some limitations which need to be addressed for fu-
ture research. The first limitation is that the online data collection and
questionnaire during the pandemic might have created a common
method variance that could have exaggerated the relationships of the
constructs. Additionally, the proof of convergent and discriminant
validity and the test for separate and overall CFA suggest that stan-
dard method variance is unlikely. The complete model fits the mana-
gers should consider the potential moderators like justice, service de-
livered, and trust of these relationships in their local markets, as in the
case of a country that has experienced economic stagnation or even
an economic downturn. Under such conditions, sacrifice might be
more important in determining a relationship. Since customers may
weigh e-satisfaction more heavily than other relationships, marketers
need to fine-tune strategies to fit the characteristics of their target
markets best to assure ‘customer satisfaction and retention.

To conclude, some past studies have suggested that organizations
should analyze their customers based on individual differences, such
as involvement in a particular product/ service, brands available, and
product categories. Customers involved in high purchases may ex-
perience similar connections with other service providers, mainly
when females are online consumers. Price and options for product
categories are effortlessly counterfeit and not offered as a sustainable
or competitive advantage. Therefore, future research must examine
the relationship between these mentioned variables.

References

Abdirad, M., & Krishnan, K. (2022), Examining the impact of E-
supply chain on service quality and customer satisfaction: a case stu-
dy. International Journal of Quality and Service Sciences, Vol. 14(2),
pp-274-290.

Ahmed, S., Al ASHEQ, a., Ahmed, E., Chowdhury, U.Y,, Sufi, T. and
Mostofa, M.G. (2023), “The intricate relationships of consumers’ lo-
yalty and their perceptions of service quality, price and satisfaction
in restaurant service’, The TQM Journal, Vol. 35 No. 2, pp. 519-539.
https://doi.org/10.1108/TQM-06-2021-0158

Alam, S.S. and Yasin, N.M. (2010), “An investigation into antecedents
of customer satisfaction in online shopping’, Journal of Marketing
Development and Competitiveness, Vol. 5(1), pp- 71-78.

Anderson, R. E., & Srinivasan, S. S. (2003), E-satisfaction and e-loyal-
ty: A contingency framework, Psychology & marketing, Vol. 20(2),
pp- 123-138.

ISSN: 0718-2724. (http://jotmi.org)

J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

Bellman, S., Lohse, G. L., & Johnson, E. J. (1999). Predictors of online
buying behavior, Communications of the ACM, Vol. 42(12), pp- 32-38.
Blut, M., Chowdhry, N., Mittal, V., & Brock, C. (2015), E-service quali-
ty: A meta-analytic review, Journal of Retailing, Vol. 91(4), pp-679-700.

Bolton, R. N. (1998), A dynamic model of the duration of the
customer’s relationship with a continuous service provider, The role
of satisfaction, Marketing science, Vol 17(1), pp-45-65.

Bolton, R. N., Kannan, P. K., & Bramlett, M. D. (2000), Implications
of loyalty program membership and service experiences for customer
retention and value, Journal of the Academy of Marketing Science,
Vol. 28 (1), pp-95-108.

Brosdahl, D. J. C., & Carpenter, J. M. (2011). Shopping orientations
of US males: A generational cohort comparison. Journal of Retailing
and Consumer Services, 18(6), 548-554. https://doi.org/10.1016/j.
jretconser.2011.07.005

Calisir, E, &Gumussoy, C. A. (2008), Internet banking versus other
banking channels: Young consumers’ view, International journal of
information management, Vol. 28(3), pp-215-221.

Chang, H. H. (2005). The influence of continuous improvement and
performance factors in total quality organization. Total Quality Ma-
nagement & Business Excellence, 16(3), 413-437.

Chang, H. H., Wang, Y. H., and Yang, W. Y. (2009), The impact of
e-service quality, customer satisfaction and loyalty on e-marketing:
Moderating effect of perceived value. Total Quality Management,
20(4), p.423-443

Chauke, X. D., &Dhurup, M. (2017). A generation X cohort analysis
of E-shoppers: Satisfaction, loyalty and repurchase intentions in a de-
veloping country. Journal of Social Sciences, 52(1-3), 145-154.

Chen, M., Herrera, F,, & Hwang, K. (2018), Cognitive computing:
architecture, technologies and intelligent applications, IEEE Access,
Vol. 6, pp- 19774-19783.

Chiu, C. M., Lin, H. Y,, Sun, S. Y., & Hsu, M. H. (2009). Understan-
ding customers’ loyalty intentions towards online shopping: an inte-
gration of technology acceptance model and fairness theory. Beha-
viour& Information Technology, 28(4), 347-360.

Dawkins, PM. and Reichheld, EE. (1990), “Customer retention as a
competitive weapon’, Directors and Board, Vol. 14, Summer, pp- 42-7.

Debata, B., Patnaik, P,, & Mishra, A. (2020). COVID-19 pandemic!
It's impact on people, economy, and environment. Journal of Public
Affairs, 20(4), e2372.

Devaraj, S., Fan, M., & Kohlj, R. (2002), Antecedents of B2C channel
satisfaction and preference: validating e-commerce metrics, Informa-
tion systems research, Vol. 13(3), pp- 316-333.

Journal of Technology Management & Innovation © Universidad Alberto Hurtado, Facultad de Economia y Negocios. 86



Dhanapal, S., Vashu, D., & Subramaniam, T. (2015), Perceptions on
the challenges of online purchasing: a study from “baby boomers’,
generation “X” and generation “Y” point of views, Contaduria y ad-
ministracion, Vol. 60, pp- 107-132.

Dick A., Basu K., (1994), Customer Loyalty: Toward an Integrated
Conceptual Framework, Journal of the Academy of Marketing Scien-
ce, No 22 Vol (99),pp-113.

Dorosh-Kizym, M., Grabovskiy, R., &Dorosh, M. (2021), Digital
Trends: Challenges and Prospects For Business, Scientific notes of
Lviv University of Business and Law, Vol. 31, pp- 28-39.

Drucker, PFE. (1973), Management: Tasks, Responsibilities, Practices,
Harper & Row, New York, NY.

Eger, L., Komdrkova, L., Egerova, D., &Micik, M. (2021). The effect of
COVID-19 on consumer shopping behaviour: Generational cohort
perspective. Journal of Retailing and Consumer Services, 61, 102542.

Emamdin, M., Singh, J. S. K., & Chan Yin Fah, B. (2020). Role of
E-trust, E-loyalty, and E-satisfaction on Online Buying Behaviour
among Millennials in Kuala Lumpur, Malaysia. Global Business &
Management Research, 12(3).

Gefen, D. (2002), Customer loyalty in e-commerce, Journal of the As-
sociation for Information Systems, Vol. 3(1), pp- 27-51.

Gerpott, T. J., Rams, W,, & Schindler, A. (2001), Customer retention,
loyalty, and satisfaction in the German mobile cellular telecommuni-
cations market, Telecommunications policy, Vol. 25(4), pp-249-269.

Gu, S., Slusarczyk, B., Hajizada, S., Kovalyova, 1., &Sakhbieva, A.
(2021), Impact of the covid-19 pandemic on online consumer pur-
chasing behavior, Journal of Theoretical and Applied Electronic
Commerce Research, Vol. 16(6), pp-2263-2281.

Han, H., Kim, W,, & Hyun, S. S. (2011), Switching intention model
development: Role of service performances, customer satisfaction,
and switching barriers in the hotel industry. International Journal of
Hospitality Management, Vol. 30(3), pp-619-629.

Heinze, N., & Hu, Q. (2006), The evolution of corporate web presen-
ce: A longitudinal study of large American companies, International
journal of information management, Vol. 26(4), pp-313-325.

Iglesias, O., Markovic, S., &Rialp, J. (2019). How does sensory brand
experience influence brand equity? Considering the roles of customer
satisfaction, customer affective commitment, and employee empathy.
Journal of Business Research, 96, 343-354.

Jameel, A. S., Hamdi, S. S., Karem, M. A., &Raewf, M. B. (2021, Fe-
bruary). E-Satisfaction based on E-service Quality among university
students. In Journal of Physics: Conference Series (Vol. 1804, No. 1, p.
012039). IOP Publishing.

ISSN: 0718-2724. (http://jotmi.org)

J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

Jones Thomas O., Sasser Earl W. Jr. (1995), Why Satisfied Customers
Defect, Harvard Business Review, pp-88-99.

Juwaini, A., Chidir, G., Novitasari, D., Iskandar, J., Hutagalung, D.,
Pramono, T., ... &Purwanto, A. (2022). The role of customer e-trust,
customer e-service quality and customer e-satisfaction on customer
e-loyalty. International Journal of Data and Network Science, 6(2),
477-486.

Kamal, S., Naim, A., Magd, H., Khan, S. A., & Khan, F. M. (2022). The
Relationship Between E-Service Quality, Ease of Use, and E-CRM
Performance Referred by Brand Image. In Building a Brand Image
Through Electronic Customer Relationship Management (pp. 84-
108). IGI Global.

Kaya, B., Behravesh, E., Abubakar, A. M., Kaya, O. S., &Orts, C.
(2019), The moderating role of website familiarity in the relationships
between e-service quality, e-satisfaction and e-loyalty. Journal of In-
ternet Commerce, Vol. 18(4), pp-369-394.

Khan, M. A., Zubair, S. S., & Malik, M. (2019). An assessment of e-
service quality, e-satisfaction and e-loyalty: Case of online shopping
in Pakistan. South Asian Journal of Business Studies, Vol. 8(3), pp-
283-302.

Khatoon, S., Zhengliang, X., & Hussain, H. (2020). The Mediating
Effect of Customer Satisfaction on the Relationship Between Electro-
nic Banking Service Quality and Customer Purchase Intention: Evi-
dence From the Qatar Banking Sector. SAGE Open, Vol. 10(2).
https://doi.org/10.1177/2158244020935887

Kim, L. H,, Qu, H., & Kim, D. J. (2009), A study of perceived risk and
risk reduction of purchasing air-tickets online, Journal of Travel &
Tourism Marketing, Vol. 26(3), pp-203-224.

Kim, M. J., Chung, N., & Lee, C. K. (2011), The effect of perceived
trust on electronic commerce: Shopping online for tourism products
and services in South Korea, Tourism Management, Vol. 32(2), pp-
256-265.

Kim, W. G., Ma, X,, & Kim, D. J. (2006), Determinants of Chinese
hotel customers’ e-satisfaction and purchase intentions, Tourism ma-
nagement, Vol. 27(5), pp- 890-900.

Koay, K. Y., Cheah, C. W., & Chang, Y. X. (2022), A model of online
food delivery service quality, customer satisfaction and customer lo-
yalty: a combination of PLS-SEM and NCA approaches. British Food
Journal, Vol. 124(12), pp-4516-4532.

Luarn, P, & Lin, H. H. (2003), A customer loyalty model for e-service
context. J. Electron. Commerce Res., Vol. 4(4), pp-156-167.

Neal, C., Quester, P.,, & Hawkins, D. (1998), Consumer behaviour: Im-
plications for marketing strategy, MacGraw-Hill Publishers.

Journal of Technology Management & Innovation © Universidad Alberto Hurtado, Facultad de Economia y Negocios. 87



Nielsen. 2020. Key consumer behavior thresholds identified as the
coronavirus outbreak evolves. https://www.nielsen. com/us/en/in-
thresholds-identified-
?utm_source=sfmc&utm_

sights/article/2020/key-consumer-behavior
as-the-coronavirus-outbreak-evolves/
medium=email&utm_campaign=newswire&utm_con-
tent=3-18-2020

Nisar, T. M., & Prabhakar, G. (2017), What factors determine e-satis-
faction and consumer spending in e-commerce retailing? Journal of
retailing and consumer services, Vol. 39, pp-135-144.

Oliver, R.L. (1999), “Whence customer loyalty”, Journal of Marketing,
Vol. 63, pp- 33-44.

Palalic, R., Ramadani, V., Mariam Gilani, S., Gérguri-Rashiti, S. and
Dana, L. (2021), “Social media and consumer buying behavior deci-
sion: what entrepreneurs should know?”, Management Decision, Vol.
59 No. 6, pp. 1249-1270. https://doi.org/10.1108/MD-10-2019-1461

Parment, A., Zwanka, R. J., Buff, C., Gursoy, D., Maier, T. A., & Chi,
C. (2013). Generational differences: An examination of work values
and generational gaps in the hospitality workforce. International
Journal of Hospitality Management, 27(3), 189-199 doi:10.1016/
j.ijhm.2007.11.002

Pham, L., Williamson, S., & Berry, R. (2018), Student perceptions of
e-learning service quality, e-satisfaction, and e-loyalty. International
Journal of Enterprise Information Systems (IJEIS), Vol. 14(3), pp.19-40.

Rita, P, Oliveira, T., &Farisa, A. (2019), The impact of e-service qua-
lity and customer satisfaction on customer behavior in online shop-
ping, Heliyon, Vol. 5(10), €02690.

Rosenberg, L. J., &Czepiel, J. A. (1984), A marketing approach for
customer retention, Journal of consumer marketing, Vol. 1(2), pp-
45-51.

Rust, R. T., &Zahorik, A. J. (1993), Customer satisfaction, customer
retention, and market share. Journal of retailing, Vol. 69(2), pp-193-
215.

Shankar, V., Smith, A. K., &Rangaswamy, A. (2003). Customer satis-
faction and loyalty in online and offline environments. International
journal of research in marketing, 20(2), 153-175.

Sharma, A., Adhikary, A., & Borah, S. B. (2020). Covid-19-s impact
on supply chain decisions: Strategic insights from NASDAQ 100 firms
using Twitter data. Journal of Business Research, 117, 443-449.

Sharp, B. and Sharp, A. (1997), ‘Loyalty programs and their impact on
repeat-purchase loyalty patterns; International Journal of Research in
Marketing, Vol. 14(5), pp-473-486.

ISSN: 0718-2724. (http://jotmi.org)

Journal of Technology Management & Innovation © Universidad Alberto Hurtado, Facultad de Economia y Negocios.

J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

Soni, P. and Vohra, J. (2022), “Comparing online retail loyalty seg-
ments of Indian Gen Z buyers”, International Journal of Productivity
and Performance Management, Vol. ahead-of-print No. ahead-of-
print. https://doi.org/10.1108/IJPPM-08-2021-0458

Thaichon, P,, & Quach, T. N. (2015), From marketing communica-
tions to brand management: Factors influencing relationship quali-
ty and customer retention, Journal of Relationship Marketing, Vol.
14(3), pp-197-219.

Thangavel, P, Pathak, P. and Chandra, B. (2021), «Millennials
and Generation Z: a generational cohort analysis of Indian
consumers», Benchmarking:An International Journal, Vol. 28 (7),
pp- 2157-2177.

https://doi.org/10.1108/BIJ-01-2020-0050

Thompson, D.V,, Hamilton, R.-W. and Rust, R.T. (2005), “Feature fa-
tigue: when product capabilities become too much of a good thing’,
Journal of Marketing Research, Vol. 42 No. 4, pp. 431-442, doi:
10.1509/jmkr.2005.42.4.431.

Ting, O. S., Ariff, M. S. M., Zakuan, N., Sulaiman, Z., &Saman, M.
Z. M. (2016, May). E-service quality, e-satisfaction and e-loyalty of
online shoppers in business to consumer market; Evidence form Ma-
laysia. In IOP Conference Series: Materials Science and Engineering
(Vol. 131, No. 1, p. 012012). IOP Publishing.

Tran, L. T. T. (2021), Managing the effectiveness of e-commerce plat-
forms in a pandemic, Journal of Retailing and Consumer Services,
Vol.58, pp-102287.

Trasorras, R., Weinstein, A., &Abratt, R. (2009), Value, satis-
faction, loyalty and retention in professional services. Marke-
ting Intelligence & Planning, Vol. 27(5), pp-615-632. https://doi.
org/10.1108/02634500910977854

Valvi, A. C., &Fragkos, K. C. (2012). Critical review of the e-loyalty
literature: a purchase-centred framework. Electronic Commerce Re-
search, 12(3), 331-378.

Vayghan, S., Baloglu, D., &Baloglu, S. (2022). The impact of utilita-
rian, social and hedonic values on hotel booking mobile app enga-
gement and loyalty: a comparison of generational cohorts. Journal of
Hospitality and Tourism Insights, (ahead-of-print).

Wolfinbarger, M., & Gilly, M. C. (2003), eTailQ: dimensionalizing,
measuring and predicting etail quality. Journal of retailing, Vol. 79(3),
pp-183-198.

Wu, C. C., & Hsu, C. L. (2015). How to Improve E-Satisfaction and E-
Loyalty and Strengthen the Links Between Them: Value From Regula-
tory Fit. Human Factors and Ergonomics in Manufacturing & Service
Industries, 25(3), 353-369.

88



J. Technol. Manag. Innov. 2023. Volume 18, Issue 3

Yang, Z., & Fang, X. (2004). Online service quality dimensions and Zwanka, R. J., & Buff, C. (2021). COVID-19 generation: A concep-
their relationships with satisfaction: A content analysis of customer tual framework of the consumer behavioral shifts to be caused by the
reviews of securities brokerage services. International journal of ser- COVID-19 pandemic. Journal of International Consumer Marketing,
vice industry management. 33(1), 58-67.

Zwanka, R. J., & Buff, C. (2020). COVID-19 generation: a conceptual
framework of the consumer behavioural shifts to be caused by the
COVID-19 pandemic. Journal of International Consumer Marketing,
1-10. https://doi. org/10.1080/08961530.2020.1771646

ISSN: 0718-2724. (http://jotmi.org)

Journal of Technology Management & Innovation © Universidad Alberto Hurtado, Facultad de Economia y Negocios.

89



	1. Introduction
	2. Conceptual Framework and Hypothesis Development
	3. Research Method
	5. Results
	6. Discussion
	Conclusion
	8. Limitations of the Study
	References

