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ABSTRACT 
The e-commerce is growing among customers and also the companies are more active online. One 

industry that focuses on customer experience is the online fashion industry. In Sweden, the half of 

the population has at some time shopped clothes and footwear online. However, for companies to 

compete against others and to survive in this crowded market, it is important to create e-loyalty. 

Thereby, the purpose for this study was to evaluate the antecedents of e-loyalty in the online fashion 

industry. E-loyalty is according to famous researchers one important ingredient to succeed online 

and stay profitable. Other important ingredients for e-loyalty are e-satisfaction, e-trust and e-service 

quality. All of these factors have been investigated and evaluate in which degree they affect e-

loyalty. 

 

In this master thesis, assessed 212 respondents included in the population. The findings have been 

tested by following statistical analysis; reliability test, exploratory factor analysis, correlation 

analysis and regression analysis. The result showed that e-satisfaction is the main driver for e-

loyalty in the online fashion industry. Thereby, a manager should put main focus in what affect e-

satisfaction to increase in e-loyalty in this industry. However, the result from the investigation also 

stressed an interesting factor, namely responsiveness. This factor was shown to have a significant 

influence on e-loyalty but also on e-satisfaction and e-trust. 

 

Keywords: e-commerce, e-loyalty, e-satisfaction, e-trust, e-service quality, online fashion industry 
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1. INTRODUCTION 
 

Companies’ presence on the Internet has growth and the electronic commerce (e-commerce) has 

been more popular to purchase by (Chang et al., 2009). The e-commerce has grown during last 

years and is as a scientific topic gaining momentum. The global turnover reached one trillion dollar 

in 2012 (Andersson, 2013). The Swedish market also had a rapid development, since the Swedish e-

commerce turnover has increased from almost five billion to 31,6 billion SEK in the last ten years, 

around two billion SEK annually (Mossberg et al., 2013). One of the most dominating online 

branches in Sweden is the fashion industry, including clothes and footwear, with a turnover 

approximately 6,7 billion SEK in year 2012. Actually, in year 2012 the online fashion industry 

correspond 21,2 percent of all e-commerce in Sweden (Mossberg et al., 2013). Whole 53 percent of 

the Swedish population has shopped clothes in some degree on the Internet and this industry still 

growing (Mossberg et al., 2012).  

 

The rapid growth of e-commerce makes the Internet a giant forum for competition (Nasir & 

Altinbasak, 2009). According to Kuttner (1998:20) “The Internet is a nearly perfect market, because 

information is instantaneous and buyers can compare the offerings of sellers worldwide. The result 

is fierce price competition and vanishing brand loyalty”. Thereby, the online market results in 

making it easy for a customer to change provider with only a mouse click (Chang et al., 2009; 

Srinivasan et al., 2002). To survive in the hard competition companies operating online are faced to 

work with e-loyalty, which is important for an online firm to stay profitable (Chang et al., 2009; 

Srinivasan et al., 2002). Kassim & Abdullah (2010) and Kim et al. (2009, b) emphasizes that trust 

and satisfaction are important factors to create customer loyalty. Lee & Lin (2010) claim that it is 

not possible to just exist on the Internet anymore, companies need to include the e-service quality 

for success (Lee & Lin, 2010).  

 

One industry that particularly works with customer experience online is the online fashion industry 

(Mossberg et al., 2013). Mossberg et al. (2013:3) claim: “Clothes and footwear are driving e-

commerce development by changing the shopping experience for the customer”. Further, Mossberg 

et al. (2013) mean that online fashion providers works heavily to create a positive experience on 

their Website. However, Rowley (2009) means there has been limited research about the online 

fashion industry and how to succeed in this area.  

 

 



 
10 

1.1 PROBLEM DISCUSSION 
The Internet has become a forum for competition and an increasingly number of firms has realized 

the importance of being available online. The technological development has changed the nature of 

marketing and consequently electronic marketing (e-marketing) has become a key driver to stay 

competitive (Riyad & Hatem, 2013). This is a challenge for companies and since the Internet 

provides information and offerings from all over the world immediately, this online market is more 

or less debatable (Koufaris et al., 2002; Srinivasan et al., 2002).  

 

To become successful and profitable in the online environment different factors are involved. One 

of these is customer loyalty, which according to Eid (2011) and Kim et al. (2009, b), is essential for 

a firm to grow and become profitable in the long-term. Kassim & Abdullah (2010) claim this is also 

the case for online retailers and that to survive and stay profitable it is necessary to focus on 

customer loyalty. Anderson & Srinivasan (2003) discuss that a loyal customer can be ten times 

more worth, than a regular customer, when it comes to their lifetime purchase. Moreover, Anderson 

& Srinivasan (2003:124) claim, “Without customer loyalty, even the best-designed e-business 

model will soon fall apart”. Additionally, Koufaris et al. (2002) claim that to get returning 

customers are a primary goal for the majority of online companies. By managing to create loyalty, a 

company will be able to gain a better position relative its competitors. This is even more essential 

online since rivals are only a mouse click away (Anderson & Srinivasan, 2003). In addition, the 

competition online is both global broader and competitors are more numerous than in the offline 

market. Thereby, the crowded competition online will force firms to new thinking (Bordonaba-Juste 

et al., 2012). Hence, succeed in customer loyalty is according to Koufaris et al. (2002) a challenge 

for companies operating online. Thereby, the interest for e-loyalty has increased and also the 

curiosity to understand what influences the customer to become loyal (Srinivasan et al., 2002).  

 

To create customer loyalty, different ingredients are involved. Studies identified trust and 

satisfaction as two important variables in the process to create customer loyalty (Kassim & 

Abdullah, 2010; Kim et al., 2009, a; Kim et al., 2009, b). According to Kim et al. (2009, a) these 

elements are essential to create long-term relationships with the customers. Lee & Turban (2001) 

states that customers’ trust are even more important for an online retailer than for a regular one 

since the product is not possible to touch at the purchase point. They also claim that trust is 

necessary for e-commerce success for this reason. Anderson & Srinivasan (2003) argue that the 

recipe to create customer loyalty is to constantly satisfy the customer. It is also the way to create a 

long lasting relationship between the business and customer. Chung et al. (2009) suggest that in the 
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world of online retailers, customers demand good e-service quality to be satisfied. The term e-

service quality subsumes different factors, and Kassim & Abdullah (2010) and Ribbink et al. (2004) 

include ease of use, Web design, responsiveness, customization and assurance. Kassim & Abdullah 

(2010), sum up that e-service quality contains the customer's overall impression, from Website 

navigation to home delivery. 

 

An industry, which in the beginning of e-commerce was doubt to be successful online was the 

fashion industry. The reluctance was based on people’s needs to touch and try on the product, 

especially clothes (Rowley, 2009). However, the online fashion industry continues to grow and 

according to Mossberg et al. (2012) more than half of the Swedish population has at some time 

bought clothes online. Moreover, the volume of clothes and footwear sold online in Sweden grow 

continuously (Mossberg et al., 2013). Since consumer spends more and more money on fashion 

online, this area becomes of greater interest to academics (Hines & Bruce, 2007). Given that e-

loyalty is important to stay competitive, profitable and grow but in particularly for companies to 

survive, loyal customers should be of interest and importance in the world of online fashion 

retailers. However, it seems to be hard for companies to create e-loyalty and it is limited knowledge 

in factors that affects loyalty online (Ribbink et al., 2004). In addition, Koufaris (2002) argue that 

the customer loyalty is in general quite low in the online environment. Accordingly, e-loyalty is 

essential and thereby it is of interest to see what factors that influence e-loyalty in the online fashion 

industry. 

 

1.2 PURPOSE 
This paper aims to evaluate the antecedents of e-loyalty in the online fashion industry. 

 

1.3 DELIMITATIONS 
For this study, delimitations were needed. One delimitation was made, due to that Hines & Bruce 

(2007) claim that that clothes and footwear have grown steadily, this investigation will only focus 

on this types of fashion even if fashion can involve more. Additionally, the researchers decided only 

to investigate the online fashion industry in Sweden. In addition, the investigation is delimited to 

factors commonly used when investigating loyalty; e-satisfaction, e-trust, and e-service quality 

dimensions. Thereby, it might be other factors that influence e-loyalty, which are not included in 

this investigation. 
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1.4 SUMMARY OF INTRODUCTION AND THESIS OUTLINE 
 

 
  

Conclusions	  and	  Implica/ons	  
Presenta/on	  of	  findings	  of	  the	  study,	  managerial	  and	  academical	  implica/ons,	  limita/ons	  and	  further	  research	  

Results	  and	  Analysis	  
Presenta/on	  of	  the	  empirical	  data,	  result	  and	  sta/s/cal	  analysis	  

Methodology	  
Presenta/on	  of	  research	  process,	  choices	  and	  quality	  issues	  	  

Research	  Model	  and	  Hypotheses	  
Hypotheses	  formula/on	  and	  presenta/on	  of	  research	  model	  

Theore/cal	  Framework	  
Presenta/on	  of	  relevant	  theories	  in	  the	  field,	  State	  of	  the	  art	  and	  research	  ques/ons	  

Introduc/on	  
Discussion	  around	  the	  problem,	  presenta/on	  of	  purpose	  and	  delimita/on	  



 
13 

2. THEORETICAL FRAMEWORK 
This section will present relevant information and factors that can influence customer loyalty in the 

e-commerce environment. This chapter will be the foundation for the analysis and ultimately the 

conclusion. 

 

2.1 ONLINE CONSUMER BEHAVIOR 
Fan & Tsai (2010) argue that, with technology development the consumers’ shopping habits have 

changed. Consequently, it is important for companies to understand the needs and new values that 

the customer has in this online environment to be able to reach out to them. Koufaris et al. (2002) 

mean that there are three variables that determining both the online and offline consumer behavior: 

pleasure, dominance, and arousal. In the online context, pleasure addresses the enjoyment perceived 

by the visitor when shopping on a Website. Dominance concerns the control the visitor experience 

when visit the site. Ultimately, arousal focuses in the physical sensations. Koufaris (2002) states 

that online consumer behavior is both similar and different from the traditional consumer behavior. 

He explains that an online consumer have the same characteristics as a traditional consumer, 

however these customers have in common that they all are computer users, which influences their 

online behavior. Thereby, differences between online and offline consumer behavior can be 

identified (Koufaris, 2002).  

 

One major difference between traditional consumers and online consumers are that the online store 

is transformed into a virtual store, which makes that online consumers are not able to use all senses. 

Instead customers online have to rely on the Website’s product presentations, with both pictures and 

text descriptions. Previous studies have identified that product presentation and quality of the online 

experience has an impact on consumer attitude and ultimately the intention of purchase online 

(Koufaris, 2002). However, Koufaris et al. (2002) mean that the online shopping can increases the 

chance for impulse purchases due to that shopping online is more time saving than shopping in 

physical store. However, the customer is not able to provide the same experience in an online store, 

like experience of a walking around in the store and try on the clothes. That might decrease the 

impulse shopping. Thereby, the experience online is important to increase the sales for an online 

provider and to attract customer to return (Koufaris et al., 2002). 

 

Koufaris (2002) discusses that another main difference between online and offline consumer 

behavior is that the online consumer generally expects more and in addition is more powerful and 

demanding than offline customer. A reason for this might be, that the customer has less time to shop 
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and the availability of information is immense online. Additionally, the online customer becomes 

more convenience and requires more control, less effort, efficiency on the shopping site. Websites 

that increase the convenience and control for the customer will meet this need for the customer 

(Koufaris et al., 2002). By facilitate for the consumer and by increase the atmosphere on the 

Website, will increase their online experience (Constantinides, 2004; Koufaris et al., 2002). 

Koufaris et al. (2002) mean that by offer an attractive design on the Website will compensate the 

lost of the physical store atmosphere. Thereby, by increase the perceived online enjoyment and 

control for the customer will increase their experience and should influence the online provider’s 

sales (Koufaris et al., 2002). 

 

2.2 E-LOYALTY 
“Building superior customer loyalty is no longer just one of many ways to boost profits. Today it is 

essential for survival” (Reichheld & Schefter, 2000:113). Kassim & Abdullah (2010) also mean that 

customer loyalty is essential for a company to survive. To have loyal customer is crucial for 

companies and that those customers are more worth than the average customer (Anderson & 

Srinivasan, 2003). Those customers are also more profitable (Gefen, 2002). Kim et al. (2009, b) 

claim that loyalty is an important issue when it comes to retailing on the Internet. Accordingly, 

inline with the technology development where more and more business enters the online market, e-

loyalty also becomes increasingly important (Kim et al., 2009, b). Due to that, the online 

competitors are only a few mouse clicks away, makes it even more important in this forum to create 

customer loyalty (Anderson & Srinivasan, 2003; Chang et al., 2009). In addition, Reichheld & 

Schefter (2000) claim that loyalty is often even more important online than in the physical world 

and that it is more expensive to acquiring new customer online than in the traditional market.  

 

Reichheld & Schefter (2000:107) claim that it is understood that “you cannot generate superior 

long-term profits unless you achieve superior customer loyalty”. Additionally, they claim that to 

gain customer loyalty companies have to deliver a great experience for the customer. The Internet 

can be a useful and powerful tool to create stronger customer relationship (Reichheld & Schefter, 

2000). Islam et al. (2012:215) define customer loyalty as “the chance of a customer returning, 

providing positive word of mouth as well as providing references and publicity for the business”. 

Zeithaml et al. (1996) discuss that loyalty is about a customer’s intention to say positive things 

about a certain company and recommend it to others. Further, their intention to repurchase from that 

provider in the future. Hence, e-loyalty is specific defined of Anderson & Srinivasan (2003:125) as 

“the customer’s favorable attitude toward an electronic business, resulting in repeat purchasing 
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behavior”. Customer e-loyalty can thereby be divided into two parts which concern the benefits 

with the customer spreading positive word of mouth and in addition customer’s intention to 

repurchase from the provider in the future. 

 

E-loyalty has a positive influence on a company’s profitability due to long-term relationship with 

customers and decreased costs to acquiring new customer (Kim et al., 2009, b; Reichheld & 

Schefter, 2000; Ribbink et al., 2004). Moreover, because loyalty is about a customer’s interest and 

intention to revisit a store or repurchasing from that provider (Islam et al., 2012). By encourage 

customers to repurchase can give company economic advantages (Reichheld & Schefter, 2000). The 

more positive the customer experience is to a certain retailer, the more likely and willing they are to 

buy again. Further, if the customer had perceived good emotions during their visit they are also 

more likely to spread positive world of mouth (Islam et al., 2012). By that they become voluntary 

marketers for the company. In addition, a loyal customer also tends to buy more frequently than 

new customers. Gefen (2002), Kim et al. (2009, b) and Zeithaml et al. (1996) claim that another 

reason why loyal customers are more profitable than regular ones are that those customers are more 

willing to pay premium prices. Moreover, loyal customers are also more tolerant and 

understandable when anything goes wrong (Gefen, 2002). Hence, if a company succeeds to create 

this customer e-loyalty this will result in an increased profitability (Kim et al., 2009, b). Thereby are 

these customers valuable for a company. Thereby, to be able to create and increase this customer 

loyalty online it is important to understand the factors affecting it. Ribbink et al. (2004) discuss that 

there are different antecedents affecting loyalty in an online context and brings up: e-satisfaction, e-

trust, and e-service quality. 

 

2.2.1 E-SATISFACTION 
Ribbink et al. (2004) argue that satisfaction is one of the main drivers to create e-loyalty. Kim et al. 

(2009, a) state that satisfaction is an essential ingredient to build strong long-term relationships with 

the customers and has a vital role in establish e-loyalty. Customer satisfaction is defined of Islam et 

al. (2012:215) as “post-consumption evaluation of how well a store or product meets or exceeds 

customer expectations”. Chang et al. (2009) argue that customer satisfaction is about arousing 

positive feelings in the customer, after having used a service. Satisfaction concerns if the service 

was in line with or exceeded the expectations that the customer had (Chang et al., 2009; Kim et al., 

2009, a). According to Kim et al. (2009, a) customer satisfaction is also important in the online 

environment since it creates customer confidence, which is important since it is vital for customers 

to ensure trust in online transaction. Satisfaction is commonly used as a measurement when 
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measure e-commerce success. If a customer is satisfied they have less intention to switch to another 

online provider (Tsai & Huang, 2007).  

 

Anderson & Srinivasan (2003) agree that satisfaction affect customer loyalty and mean that 

satisfied customers are more willing to spread good word of mouth. This is of advantages since 

satisfied customers have a greater usage intention and is more likely to purchase than a dissatisfied 

customer. Lee & Lin (2005) discuss that customer satisfaction can affect customers intention to 

repurchase and thereby a company’s profitability and market shares. Hence, it is hard for the 

company to create a strong relationship with dissatisfied customers. Consequently, these customers 

might be more interested to search for an alternative provider instead and thereby change to a 

competitor (Anderson & Srinivasan, 2003). According to Ribbink et al. (2004) it is even more 

important to create customer satisfaction online than in the offline market. 
 

2.2.2 E-TRUST 
Trust has according to Kim et al. (2009, a), Reichheld & Schefter, (2000), and Ribbink et al. (2004) 

vital role in the loyalty building process and is a important driver of e-loyalty. Reichheld & Schefter 

(2000) state that to gain customer loyalty a company must first gain their trust. Kassim & Abdullah 

(2010) discuss that trust is also an important factor to build and maintain strong relationship 

between the company and their customer, but it is also consider as difficult to manage. Rousseau et 

al. (1998:395) define trust as “a psychological state composing the intention to accept vulnerability 

based on expectations of the intentions or behavior of another”. Flavián et al. (2006) discuss that 

trust include a person’s total beliefs about how he or she perceive a certain object. They further 

discuss that in marketing this object can be the brand, the product, the service, any salesperson but 

also the place where the product/service being sold, for instance a Website. 

 

Hence, to gain trust is even more important online, where the risk is perceived higher than in the 

traditional market (Reichheld & Schefter, 2000; Ribbink et al., 2004). It is perceived as risky to do 

business online, since the customer does not have the ability to interact with the company and its 

staff in the same way as in the offline market. Trust thereby becomes important for an online 

provider, due to that a customer shopping online might be forced to submit sensitive information 

such as a credit card number (Ribbink et al., 2004). Eid (2011) means that for the customer to 

receive trust the security risks, privacy and satisfaction are important elements. These parts are also 

important for the whole Website experience and influence the intention of use (Constantinides, 

2004). Corbitt et al. (2003) mean that trust is believed as a key to building relationship with 
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customers online and they further quote Quelch & Klein (1996), saying “trust is a critical factor in 

stimulating purchases over the Internet”. 

 

2.2.3 E-SERVICE QUALITY 
To succeed and survive on the crowded market a company needs to deliver service quality 

(Zeithaml et al., 1996). Chang et al. (2009) claim that this is also true online and that a good service 

quality is crucial for an online retailer to be successful and for their customer to be satisfied. 

Zeithaml et al. (2001:11) define online service quality as “the extent to which a Website facilities 

efficient and effective shopping, purchasing, and delivering of products and services”. With this 

definition in mind, it is important for a Website provider, not only to facilitate the service for the 

customer during the visit and purchase point, but also in the pre- and the post stage (Chang et al., 

2009). Zeithaml et al. (2002) mean that it is essential for an e-commerce provider to focus in service 

quality to encourage repurchase and create customer loyalty. Lee & Lin (2005) discuss that a 

positive perceived service quality have a positive affect on customers’ intention to purchase and 

customer satisfaction.  

 

Zeithaml et al. (2002) claim that the evaluation of service quality includes both before, during but 

also after the purchase was made. Lee & Lin (2005) discuss that online shopping is a process 

divided into stages, where the customer in some way or another perform their purchase. Those 

stages involve for example navigation on the Website, information search, the transaction, and 

interaction with the provider. However, the customer does not evaluate those different stages 

individually, only a whole. Therefore, it is important that the total experience is perceived 

positively. Accordingly, the perception of the total e-service quality is important (Lee & Lin, 2005). 

 

To be able to measure and evaluate customer perception of service quality, Parasuaman et al. (1988) 

developed a model called SERVQUAL, with five dimensions. These dimensions are: tangibles, 

reliability, responsiveness, assurance and empathy (Parasuaman et al., 1988). This model has also 

been used to measure e-commerce systems to secure e-service quality (Lee & Lin, 2005). However, 

the service quality dimensions have been changed to be more suitable in the online environment. 

Zeithaml et al. (2002) states that Zeithaml et al. (2000; 2002, a) have developed a SERVQUAL 

model focusing on the online environment and they called their model e-SERVQUAL, involving 

dimensions which all are influence online service quality in some way. Ribbink et al. (2005) have 

chosen five dimensions that are commonly used in order to measure and evaluate service quality 

online; ease of use, Web design (e-scape), customization, responsiveness, and assurance.  
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2.2.3.1 EASE OF USE 
One important dimension is the ease of use, which is a critical factor for service quality (Ribbink et 

al., 2004). Usability is according to Constantinides (2004) associated with a Website’s success or 

failure, but also the Web experience for the consumer. He claims that this factor is an essential 

element for Websites. Zeithaml et al. (2002) claim that ease of use is an important evaluation factor 

for users when evaluate the service quality of a Website. The term usability and ease of use are 

commonly used as synonyms to each other in online settings and elements related to this factors are 

a Websites functions, speed, general design, and the site’s organization (Zeithaml, et al., 2002). Nah 

and Davis (2002:99) define usability as “the ability to find one’s way around the Web, to locate 

desired information, to know what to do next, and, importantly, to do so with minimal effort. 

Central to this idea of usability is the important concepts of ease of navigation and search”. The 

ease of use dimension online includes functionality, the ability to access information, the easiness of 

ordering, and of navigation (Constantinides, 2004; Ribbink et al., 2004). Zeithaml et al. (2002) 

discuss that information availability and the depth of information are commonly mentioned to 

influence service quality. Ribbink et al. (2004) discuss that the ease of use dimension is especially 

important for new visitors. They claim that it is also critical for consumers’ satisfaction, since it is 

associated with enhancing the experience for the visitor. Flavián et al. (2006) also discuss that ease 

of use is a critical factor to achieve user’s satisfaction.  

 

2.2.3.2 WEB DESIGN  
Lee & Lin (2005) discuss that the design of a Website is essential for online retailers. It is 

connected to the interface, which the customer meets when visit a site. Thereby, it is connected to 

the first impression that a visitor experience when visit a site and the Website design is important to 

attract customers and make them want to stay and interact with it. The quality of the presentation 

online, affects the total impression that the customer gets of the site (Constantinides, 2004). 

 

Ribbink et al. (2004) bring up Web design as an important element to consider for the total service 

quality. The design is also important for customer’s first impression and can influence the 

development of trust (Kassim & Abdullah, 2010). In addition, Lee & Lin (2005) mean that the 

Website design is included for measure e-satisfaction. Constantinides (2004) brings up different 

factors included in Website design, and call this as aesthetic. He discusses that the aesthetic factor is 

an important indicator of the Website’s quality but he also means that it can increase user credibility 

for the site. This aesthetic element includes the creativity of the site like multimedia, domain name, 

layout, and color graphics. It also includes the overall design and its elements, the quality of the 
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site’s presentation and style/atmosphere. Constantinides (2004) brings up that the aesthetic factor is 

important both online and offline and this factor is important for success in e-commerce. Kassim & 

Abdullah (2010) state that the design of the Website is important for service quality and it 

influences customer satisfaction. They associate Website design with a site’s content, organization 

and structure, if it is visually attractive, captivating and how it look in general for the user. Thereby, 

the Website design is important for the service quality (Ribbink et al., 2004) but also for e-trust and 

e-satisfaction (Kassim & Abdullah, 2010). Ultimately, Lee & Lin (2005) bring up a study from 

Wolfinbarger & Gilly (2003) revealed that Web site design factors are important for customer to 

evaluate an online site’s quality, for e-satisfaction but also that these are predictors for online 

retailers to eventually create e-loyalty.  

 

2.2.3.3 CUSTOMIZATION 
Another element is customization, which is an important dimension and fundamental for e-service 

quality (Kassim & Abdullah, 2010). Tsai & Huang (2007) and Ribbink et al. (2004) discuss that the 

Internet makes it possible for retailers online to get a better understanding of customers’ needs, 

since the data about the customers are easy to collect and save. This makes it possible for 

companies operating online to adapt their product and tailor their offerings to a specific customer. 

Customization refers how well a service is tailored to meet the user’s needs (Kassim & Abdullah, 

2010). Srinivasan et al. (2002:42) define customization as “the extent to which an e-retailer’s 

Website can recognize a customer and then tailor the choice of products, services, and shopping 

experience for that customer”. They claim that customization is expected to influence e-loyalty. It is 

also a key driver for customer retention online (Tsai & Huang, 2007). A reason for this is that the 

customer has a greater chance to find something that is appropriate for them. Through 

customization a Website’s services become more time efficient and this will in turn make the 

service more appealing to revisit (Srinivasan et al., 2002).  

 

According to Constantinides (2004), the ability to interact online is an opportunity for companies to 

create more personalized services, which in turn will enhance and contribute positive to the Web 

experience of the customer. Kassim & Abdullah (2010:354) bring up that customization consists of 

four different elements: “personal attention, preferences, understanding of the specific customers, 

and information regarding the products modification”. Fan & Tsai (2010) state that personalized 

services are important for an e-retailer to achieve Website success. 
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2.2.3.4 RESPONSIVENESS 
Responsiveness is an element influencing service quality (Zeithaml et al., 2002). It is related to how 

well a company is responsive to questions and problems that a customer has (Kassim & Abdullah, 

2010). Chang et al. (2009:426) mean that responsiveness measures “the ability of e-retailers to 

provide appropriate information to customers when a problem occurs, having mechanisms for 

handling returns, and providing online guarantees”. Fan & Tsai (2010) discuss different success 

factors in an online store and state that effectively providing assistance for the users is one of those 

factors important for Website success. Lee & Lin (2005) mean that customers shopping online are 

expecting retailers to respond to their questions immediately. Ribbink et al. (2004) state that online 

customers want quick feedback on inquires, but also on suggestions for improvements of the 

service. They also emphasize that by having a good part of responsiveness might have a positive 

impact on customer satisfaction. Gummerus et al. (2004) and Kassim and Abdullah (2010) agree 

and state that responsiveness is improving service satisfaction but also enhancing trust. Hence, 

responsiveness is important for service quality (Ribbink et al., 2004) 

 

2.2.3.5 ASSURANCE 
The last element, expected to influence service quality, is assurance. Ribbink et al. (2004:448) 

define assurance as “the customer’s perceived security and privacy when using the e-tailer’s 

services”. Kassim & Abdullah (2010) and Zeithaml et al. (2002) mean that security and privacy is 

important element for service quality. Security is about how a provider protects customers from 

fraud and economic loss when doing transactions on their site. The security, which an online 

provider offers has been proved to have a clear influence on intention of use online financial 

services. Privacy concerns how well an online provider protects personal information, including not 

sharing information about customer with other online providers and keep customer anonymity 

(Zeithaml et al., 2002). Kassim & Abdullah (2010) discuss that assurance is associated with 

customer trust online, online transactions, and privacy. Trust online is related to, if a Website 

succeeds or fails (Constantinides, 2004). Kassim & Abdullah (2010) discuss that if a user does not 

has confidence to an online organization’s managing of privacy and security, it might affect their 

intention to use that online service.  
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2.3 STATE OF THE ART  
Following section will evaluate and judge the different scientific articles presented in the literature 

review. This will be done to evaluate the strength of the theories and see how dominating the 

theories are. Thereby, this section together with the theoretical chapter will be the foundation for the 

research gap identification and the hypotheses. The section will also present the differences between 

the theories that are selected for this study.  

 

To evaluate the different articles the authors have developed following matrix. This tool will help 

the authors to judge the different scientific articles and also the theory in whole. The evaluation will 

be based on how valid the theories are and how many citations that the specific article has. If the 

theory has 0-100 citations and limited validation it is judged as limited and as a proposed theory. A 

theory with 200 to around 300 citations and some validation is judged as an emerging theory. 

Ultimately, if the article has more than 500 citations and is well validated, it is judged as 

dominating. However, some article with a low citations, can be judged as for example dominating, 

if it support the dominant theory.  

 

Phenomenon 
X Reference Citations Validity Strength in the 

theories 

Sub-theory 

X >500  Well validated Dominating 

X 200 to around 300 Some validation Emerging 

X <100 Limited 
validation Proposed new theory 

Theory is evaluated in total judged strength 

 

2.3.1 ONLINE CONSUMER BEHAVIOR 
This theory states that the consumers’ shopping habits have changed due to the technology 

development. This theory concerns the new needs and values that the customer has in this online 

environment and the importance to understand these to be able to reach out to the customer. The 

theory discusses different elements affecting online consumer behavior; Koufaris (2002) and 

Koufaris et al. (2002) discuss different of these. In addition, elements important for the consumer 

experience are discussed. The sub-theories included in online consumer behavior are evaluated with 

different strengths. 
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Phenomenon 
Online consumer 

behavior 
Reference Citations Validity Strength in the 

theories 

New needs and 
values 

- - Well validated Dominating 

- - Some validation Emerging 

Fan & Tsai (2010) 4 Limited 
validation Proposed new theory 

Evaluated as: Proposed new theory 

Elements in online 
consumer behavior 

Koufaris (2002) 1319 Well validated Dominating 

Koufaris et al. (2002) 302 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating and emerging 

Increase online 
experience 

- - Well validated Dominating 
Koufaris et al. (2002) 
Constantinides (2004) 

302 
211 Some validation Emerging 

 - - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

 

2.3.2 E-LOYALTY 
The theories selected for e-loyalty differ to some degree. However, in general the theories argue for 

the importance of e-loyalty, but they differ regarding some elements. One of the theories selected 

mentioned for example that loyal customers are crucial for the success and survival of companies, 

and that is especially important online. They also discussed that those customers are more valuable 

and profitable than the average ones. Other theory divides e-loyalty in two parts: the customer is 

spreading positive word of mouth and that the customer’s intention to repurchase from the provider 

in the future. The consensus of this theory is that with loyal customers, a company will have a 

greater chance to survive, in a competitive online environment. The different theories included in 

the phenomenon e-loyalty and the sub-theories add the validity and strength of the theories 

presented below. For the phenomenon e-loyalty all sub-theories are supporting the dominating 

theory. 

 

Phenomenon 
E-loyalty Reference Citations Validity Strength in the 

theories 

 
The importance for 

survival 
 

Reichheld & Schefter 
(2000) 
Kassim & Abdullah 
(2010) 

1808 
 

44 
 

Well validated Dominating 

- - Some validation Emerging 
- - Limited Proposed new theory 
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validation 

Evaluated as: Dominating, 

The importance 
online 

Reichheld & Schefter 
(2000) 
Anderson & Srinivasan 
(2003) 
Kim et al. (2009, b) 
Chang et al. (2009) 

1808 
 

775 
 

66 
45 

Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Increases 
profitability 

Zeithaml et al. (1996) 
Reichheld & Schefter 
(2000) 
Anderson & Srinivasan 
(2003) 
Gefen (2002) 
Ribbink et al. (2004) 
Kim et al. (2009, b) 

5126 
1808 

 
775 

 
477 
314 
66 

Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

WOM 
 

Zeithaml et al. (1996) 
Islam et al. (2012) 

5126 
0 Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Intention to 
repurchase 

 

Zeithaml et al. (1996) 
Reichheld & Schefter 
(2000) 
Anderson & Srinivasan 
(2003) 
Islam et al. (2012) 

5126 
1808 

 
775 

 
0 

Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

 
 
2.3.3 E-SATISFACTION 
In this thesis theories have been selected from different researchers. This is since the theories differ 

regarding the subject and what they studied. The theories used argue with a positive attitude 

regarding satisfaction. For example that e-satisfaction is a main driver for e-loyalty and is also 

important for customer trust. Further, according to another theory satisfaction is an important factor 
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for online companies and may meet or exceed customer expectations. Satisfaction is also important 

because it gives the customer positive feelings. These theories have been selected to motivate why 

satisfaction is an important factor to take in consideration and those theories are classified as 

emerging. The importance of satisfaction for loyalty was classified as dominating theory.  

 

Phenomenon 
E-satisfaction Reference Citations Validity Strength in the 

theories 

Importance for e-
loyalty 

- - Well validated Dominating 
Ribbink et al. (2004) 
Kim et al. (2009, a) 

314 
111 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Importance online 

- - Well validated Dominating 
Ribbink et al. (2004) 313 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Meet or exceed 
customer 

expectations 

- - Well validated Dominating 

- - Some validation Emerging 

Kim et al. (2009, a) 
Chang et al. (2009) 
Islam et al. (2012) 

111 
44 
0 

Limited 
validation Proposed new theory 

Evaluated as: Proposal 

Arousing positive 
feelings 

- - Well validated Dominating 

- - Some validation Emerging 

Chang et al. (2009) 44 Limited 
validation Proposed new theory 

Evaluated as: Proposal 

Importance for 
loyalty 

Anderson & Srinivasan 
(2003) 
Lee & Lin (2005) 
Kim et al. (2009, a) 
Tsai & Huang (2007) 

775 
 

321 
111 
107 

Well validated Dominating 

 - - Some validation Emerging 

 - - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Importance for trust 

- - Well validated Dominating 

Kim et al. (2009, a) 111 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Proposal 
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2.3.4 E-TRUST 
E-trust is also a factor that has been discussed by many researchers and has been investigated in 

different ways. The articles that are selected argue all for the importance of trust in the online 

environment and state that trust is even more important in the online market than the offline market. 

Other theories mention the importance with e-trust for customer loyalty and other articles mention 

instead different elements that are important to gain trust. Further, the theories that are used also 

underpin each other and reinforce the validity of the paper. The theories selected regarding 

importance of trust are classified as dominating and the sub-theory concerning important elements 

for e-trust was classified as emerging. 

 

Phenomenon 
E-trust Reference Citations Validity Strength in the 

theories 

Importance for 
loyalty 

Reichheld & Schefter 
(2000) 
Corbitt et al. (2003) 
Ribbink et al. (2004) 
Kim et al. (2009, a) 
Kassim & Abdullah 
(2010) 

1808 
 

347 
314 
111 
44 

 

Well validated Dominating 

 - - Some validation Emerging 

 - - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Trust definition Rousseau et al. (1998) 
Flavián et al. (2006) 

4057 
503 Well validated Dominating 

 - - Some validation Emerging 

 - - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Importance online 

Reichheld & Schefter 
(2000) 
Quelch & Klein (1996) 
Constantinides (2004) 

1808 
 

983 
211 

Well validated Dominating 
 

 - - Some validation Proposal 

 - - Limited 
validation Proposed new theory 

Evaluated as: Dominating 
Important element 

for e-trust - - Well validated Dominating 
 

 - - Some validation Emerging 

 Eid (2011) 21 Limited 
validation Proposed new theory 

Evaluated as: Proposal 
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2.3.5 E-SERVICE QUALITY 
E-service quality has been divided into five dimensions (ease of use, Web design, customization, 

responsiveness and assurance) in this thesis. The theories that have been selected discuss the 

importance with service quality and have a positive attitude to the phenomenon. However, the 

phenomenon service quality has been investigated in different areas. Thereby, this thesis has used a 

several articles to build a framework regarding service quality. For example, one theory mention the 

importance for success and survival and some other theory discuss the importance for service 

quality online. Further, one theory discuss the importance with service quality for e-loyalty and 

contra wise for e-satisfaction. These theories that have been used in the theoretical framework 

regarding service quality have been classified with different strength. The sub-theory involved the 

overall importance of e-service quality, the sub-theory regarding that service quality is especially 

important online and SERVQUAL and e-SERVQUAL were of great importance for the theory and 

was classified as dominating. The other sub-theories were also important and was either evaluated 

as dominating or emerging.  

 

The theory strength of the five different dimensions was also evaluated and these received either 

dominating, emerging or proposal strength. However, the most common type of strength for the e-

service quality dimensions, were emerging. This indicates that there is a possible gap and interest 

for further research in these dimensions and the importance of them in the different contexts. 

 

Phenomenon 
E-service quality Reference Citations Validity Strength in the 

theories 

Importance for 
success and/or 

survival 

Zeithaml et al. (1996) 
Zeithaml et al. (2002) 
Chang et al. (2009) 

5126 
1213 

44 
Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Importance online 

Zeithaml et al. (2002) 
Chang et al. (2009) 

1213 
44 Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Service quality 
definition 

Zeithaml et al. (2001) 
Chang et al. (2009) 

512 
44 Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 
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Evaluation of a 
purchase process 

Zeithaml et al. (2001) 512 Well validated Dominating 
- - Some validation Emerging 

Chang et al. (2009) 44 Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Importance for e-
loyalty 

- - Well validated Dominating 
Lee & Lin (2005) 321 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Importance for e-
satisfaction 

- - Well validated Dominating 
Lee & Lin (2005) 321 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

SERVQUAL/e-
SERVQUAL 

Parasuaman et al. (1988) 
Zeithaml et al. (2002) 
Lee & Lin (2005) 
Ribbink et al. (2004) 

12599 
1213 
321 
314 

Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Phenomenon 
Ease of use Reference Citations Validity Strength in the 

theories 

Importance online 
 

- - Well validated Dominating 
- - Some validation Emerging 

Constantinides (2004) 211 Limited 
validation Proposed new theory 

Evaluated as: Proposal 

Important for e-
service quality 

Zeithaml et al. (2002) 
Ribbink et al. (2004) 

1213 
314 Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Ease of use elements 

Zeithaml et al. (2002) 1213 Well validated Dominating 
Ribbink et al. (2004) 
Constantinides (2004) 

314 
211 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating and emerging 

Ease of use 
definition 

- - Well validated Dominating 
- - Some validation Emerging 

Nah & Davis (2002) 106 Limited 
validation Proposed new theory 

Evaluated as: Proposal 
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Importance for e-
satisfaction 

Flavián et al. (2006) 
Ribbink et al. (2004) 

503 
314 Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Phenomenon 
Web design Reference Citations Validity Strength in the 

theories 

Importance online 

- - Well validated Dominating 
Lee & Lin (2005) 
Constantinides (2004) 

321 
211 Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Importance for e-
loyalty 

- - Well validated Dominating 

Lee & Lin (2005) 321 Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Importance for e-
service quality 

- - Well validated Dominating 
Ribbink et al. (2004) 
Kassim & Abdullah 
(2010) 

314 
44 

 
Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Importance for e-
satisfaction 

- - Well validated Dominating 
Lee & Lin (2005) 
Kassim & Abdullah 
(2010) 

321 
44 

 
Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Importance for e-
trust 

- - Well validated Dominating 
Lee & Lin (2005) 
Kassim & Abdullah 
(2010) 

321 
44 Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Web design elements 

- - Well validated Dominating 
Constantinides (2004) 
Kassim & Abdullah 
(2010) 

211 
44 

 
Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 
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Importance for 
experience/attraction 

- - Well validated Dominating 
Constantinides (2004) 
Kassim & Abdullah 
(2010) 

211 
44 

 
Some validation Emerging 

- - Limited validation Proposed new 
theory 

Evaluated as: Emerging 

Phenomenon 
Customization Reference Citations Validity Strength in the 

theories 

Importance online 

- - Well validated Dominating 

- - Some validation Emerging 

Kassim & Abdullah 
(2010) 
Fan & Tsai (2010) 

44 
 

4 

Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Importance for e-
service quality 

- - Well validated Dominating 

- - Some validation Emerging 
Kassim & Abdullah 
(2010) 44 Limited 

validation Proposed new theory 

Evaluated as: Proposal 

Tailor 
product/service for 

customer needs 

Srinivasan et al. (2002) 
Ribbink et al. (2004) 
Constantinides (2004) 
Kassim & Abdullah 
(2010) 
Fan & Tsai (2010) 

988 
314 
211 
44 

 
4 

Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Importance for e-
loyalty 

- - Well validated Dominating 

- - Some validation Emerging 

Fan & Tsai (2010) 4 Limited 
validation Proposed new theory 

Evaluated as: Proposal 

Importance for 
experience  

Srinivasan et al. (2002) 
Constantinides (2004) 
Fan & Tsai (2010) 

988 
211 

4 
Well validated Dominating 

- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Phenomenon 
Responsiveness Reference Citations Validity Strength in the 

theories 
Importance for e-

service quality 
Zeithaml et al. (2002) 
Ribbink et al. (2004) 

1213 
314 Well validated Dominating 



 
30 

 
- - Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Dominating 

Responsiveness 
services 

- - Well validated Dominating 

- - Some validation Emerging 
Kassim & Abdullah 
(2010) 
Fan & Tsai (2010) 

44 
 

4 

Limited 
validation Proposed new theory 

Evaluated as: Proposal 

Importance for e-
satisfaction 

- - Well validated Dominating 
Ribbink et al. (2004) 
Gummerus et al. (2004) 
Kassim & Abdullah 
(2010) 

314 
167 
44 

 

Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Importance for e-
trust 

- - Well validated Dominating 
Gummerus et al. (2004) 
Kassim & Abdullah 
(2010) 

167 
44 

 
Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Customers’ 
expectations 

- - Well validated Dominating 
Lee & Lin (2005) 
Ribbink et al. (2004) 

321 
314 Some validation Emerging 

- - Well validated Dominating 

Evaluated as: Emerging 

Phenomenon 
Assurance Reference Citations Validity Strength in the 

theories 

Importance for e-
service quality 

 

- - Well validated Dominating 

Ribbink et al. (2004) 316 Some validation Emerging 

- - Limited 
validation Proposed new theory 

Evaluated as: Emerging 

Assurance elements 

Zeithaml et al. (2002) 
Ribbink et al. (2004) 
Kassim & Abdullah 
(2010) 

1213 
316 
44 

 

Well validated Dominating 

 - - Some validation Emerging 

 - - Limited validated Proposed new theory 

Evaluated as: Dominating 
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Importance for e-
loyalty - - Well validated Dominating 

 - - Some validation Emerging 

 Kassim & Abdullah 
(2010) 44 Limited validated Proposed new theory 

Evaluated as: Proposal 

Importance online - - Well validated Dominating 
 Constantinides (2004) 211 Some validation Emerging 
 - - Limited validated Proposed new theory 

Evaluated as: Emerging 

 

This state of the art section has discussed how the customer habits has been changed and 

transformed to the online forum, and since e-commerce is a growing subject and phenomenon has 

the importance of retaining customers increased. Thereby, the subject e-loyalty is a growing and is 

an important topic for e-retailers. The aim of the state of the art was to present relevant theories, 

which were described, explained and evaluated. The researchers’ aim was to include at least one 

dominating theory for each of the phenomenon and sub theories but also to look into every theory 

and see where potential gaps could be identified. However, some of the theories include thereby 

both proposal and emerging theories but in these cases have the researchers evaluate the relevance 

of the source for the study’s overall objective. E-satisfaction and e-trust are all commonly 

highlighted as antecedents in the e-loyalty development process, while e-service quality in turn are 

highlighted to affect e-satisfaction and e-trust. However, some of the sub-theories included in e-

service quality, are discussed to influence e-loyalty as well.  

 

The above-discussed factors have been previous researched in different context, either direct to e-

loyalty or direct to e-satisfaction or e-trust, which in turn affect e-loyalty. Those types of 

investigations have not been tested for the online fashion industry before, and thereby there is an 

identified gap, which this study aims to fill. Since both e-satisfaction and e-trust are given to have 

an essential role in the e-loyalty development process online, the study also aimed to test the 

relationship between what factors affection these. In addition, the relationships between the five e-

service quality dimensions have not been tested direct to e-loyalty before. Thereby, following 

research questions were formulated, which are presented below. 

 

2.4 RESEARCH QUESTIONS 
What antecedents for e-loyalty are most influential in the Swedish fashion industry online?  

What antecedents influence customer e-satisfaction in the Swedish fashion online environment? 

What antecedents influence customer e-trust in the Swedish fashion online environment?  
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3. RESEARCH MODEL AND HYPOTHESES 
The theoretical framework has provided information about different factors and antecedents, which 

are influence e-loyalty. The literature review was the foundation for the hypotheses, which were 

established. These hypotheses were tested in order to realize if the different antecedents influencing 

the customer to become loyal online and in addition also if those factors are affecting each other. 

The four factors to be tested were e-loyalty e-satisfaction, e-trust, and service quality, with its 

dimensions. Ultimately, this chapter ends up with a compilation of the formulated hypotheses.  

 

3.1 HYPOTHESES FORMULATION 
3.1.1 E-SATISFACTION 
Ribbink et al. (2004) argue that customer satisfaction is important and it is consider as a great driver 

for customer loyalty in the online environment. Anderson & Srinivasan (2003) further mean that a 

dissatisfied customer will more likely search for alternatives such as competitors and are thereby 

also more motivated to switch to another provider. Thereby, a satisfied customer is more likely to 

stick to the provider and become loyal. Kim et al. (2009, b) argue that satisfied customer will more 

likely have a higher usage of the service, have a greater intention to repurchase and also more 

willing to recommend that service to others. Another benefit with loyal customer is that they tend to 

spread positive word of mouth to their ambient and their intention to repurchase. Hence, those 

characters are also why loyal customers are more profitable than a regular customer. Kim et al. 

(2009, b) further state that e-satisfaction is a central issue when it comes to build relationships 

between a retailer and a customer in the online environment. Thereby it is expected that e-

satisfaction also is interesting for the online fashion retailers and consequently followed hypothesis 

was formulated: 

 

H1. E-satisfaction directly and positively influences e-loyalty 

 

3.1.2 E-TRUST 
Customer trust is another antecedent of e-loyalty (Kassim & Abdullah, 2010; Ribbink et al., 2004). 

Trust is according to Kim et al. (2009, a) an important ingredient to succeed with e-commerce and 

to build relationship with customers. Hence, positive word of mouth is often born from trust 

(Ribbink et al., 2004). Additionally, Ribbink et al. (2004) and Kassim & Abdullah (2010) argue that 

trust is important to maintain and create long-term relationships. Ribbink et al. (2004) argue that 

trust is more important to achieve loyalty when customers perceive a high risk. Hence, to create 

trust is even more important in the online environment than the offline market, due to the risk is 

perceived higher since there is lack of contact with both personnel and the product (Kim et al., 
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2009, b; Ribbink et al., 2004). Reichheld & Schefter (2000) state that to achieve customer loyalty a 

company must first gain customer trust and they also mean that this is more important in the online 

setting. They further state that if the customer does not rely on the online provider they will 

purchase elsewhere. Kim et al. (2009, b) state that an online customer will more likely buy from an 

online retailer they trust. Meaning that with no trust the consumer will not be interesting to purchase 

from that online provider (Reichheld & Schefter, 2000). Thereby, it is expected that this 

argumentation also concern the online fashion retailers and thereby following hypothesis was 

formulated: 

 

H2. E-trust directly and positively influences e-loyalty 

 

Kim et al. (2009, a) and Kim et al. (2009, b) argue that trust is an important antecedent for a 

company to build strong relationship with customers. They also argue that trust have an impact on 

customer satisfaction. This since, trust is an important factor in the seller and buyer relationship 

formation. Trust has been shown to have an impact on satisfaction after a purchase. Additionally, 

trust may be even more important for transactions online, since it can be the factor initiating the 

purchase in the first place (Kim et al. 2009, b). According to Kim et al. (2009, b) it has been shown 

in previous researches that trust has a strong influence on satisfaction in online environment. 

Therefore, it is expected this also is true in the online fashion e-commerce and therefore was 

following hypothesis formulated: 

 

H3. E-trust directly and positively influences e-satisfaction 

 

3.1.3 E-SERVICE QUALITY 
Another antecedent for company to consider is e-service quality. This antecedence is both 

connected to the e-loyalty creations process but also to online satisfaction (Ribbink et al., 2004). 

Service quality is connected to the customer’s overall impression of the provider and to the 

customer’s overall attitude towards it. If the service quality is perceived as good, it will most likely 

influence the customer positively (Kassim & Abdullah, 2010). Kim et al. (2009, b) mean that when 

a customer purchase from an online retailer, they will evaluate the service quality. Lee & Lin (2005) 

state that the overall service quality is a key factor for a customer retention. The term e-service 

quality embraces different dimensions, which in different ways affects the total Web experience for 

a customer (Constantinides, 2004). Chang et al. (2009) claim that a good service quality is essential 

for an online provider to be successful and influence customer satisfaction. In addition, they bring 
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up that service quality and satisfaction are highly correlated and that service quality is an antecedent 

of customer’s satisfaction. According to Ribbink et al. (2004) e-service quality embraces different 

dimensions: ease of use, Web design, responsiveness, customization, and assurance. All of these 

dimensions are expected to influence customer satisfaction in some way. Additionally, 

responsiveness, the easiness of the Website as well as Website design are factors which Kim et al. 

(2009, b) brings up influences an online retailers e-service quality and in turn satisfaction. Further, 

Kim et al. (2009, b) state that privacy and security, closely connected to assurance, can affect e-

satisfaction. Since assurance influences customer trust and thereby it affect customer satisfaction 

indirectly. Due to that an online retailer’s e-service quality affects customer satisfaction, it is 

expected to do so also in the online fashion market, and thereby following hypotheses were 

formulated:  

 

H4a. Ease of use directly and positively influences e-satisfaction 

H4b. Web design directly and positively influences e-satisfaction 

H4c. Responsiveness directly and positively influences e-satisfaction 

H4d. Customization directly and positively influences e-satisfaction 

H4e. Assurance directly and positively influences e-satisfaction 

 

Kim et al. (2009, b) discuss that e-service quality in online retailer industry are expected to 

influence trust online. E-service quality embraces according to Kassim & Abdullah (2010) and 

Ribbink et al. (2004) five dimensions, which are ease of use, Web design, responsiveness, 

customization and assurance. In addition, all of these dimensions are expected of Kassim & 

Abdullah (2010) to affect customer trust. Kim et al (2009, b) brings up that privacy and security, 

which are related to assurance, are factors for customer e-trust building. They further bring up that 

an online retailer’s way of provide a good service, by being responsive and being helpful, are 

connected to the dimensions responsiveness, and this is important in the formation of e-trust. Due to 

that service quality is important in the online settings it is expected to be important in the fashion e-

commerce and thereby were following hypotheses formulated:  

 

H5a. Ease of use directly and positively influences e-trust 

H5b. Web design directly and positively influences e-trust 

H5c. Responsiveness directly and positively influences e-trust 

H5d. Customization directly and positively influences e-trust 

H5e. Assurance directly and positively influences e-trust 
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Chang et al. (2009) mean that good e-service quality is important for online retailers, to satisfy their 

customer and to be successful. They claim that many companies improving their e-service quality to 

increase e-loyalty. Kim et al (2009, b) discuss that e-service quality is about customer’s evaluation 

from an online provider and it embraces the holistic picture of a customer experience and 

perception from that provider. In addition, e-service quality influences both e-satisfaction and e-

trust and these two antecedents in turn affect e-loyalty. However, Lee & Lin (2005) discuss that e-

service quality as a whole affect e-loyalty. They also mean that the dimension Web design can have 

an influence on e-loyalty. In addition, Fan & Tsai (2010) discuss that customization also can have 

an influence on e-loyalty as well as Kassim & Abdullah (2010) mean that assurance are influencing 

intention to purchase. Thereby, it can be of interest to see if e-service quality has an influence on e-

loyalty. Thereby following hypotheses were formulated:  

 

H6a. Ease of use directly and positively influences e-loyalty 

H6b. Web design directly and positively influences e-loyalty 

H6c. Responsiveness directly and positively influences e-loyalty 

H6d. Customization directly and positively influences e-loyalty 

H6e. Assurance directly and positively influences e-loyalty 

 

3.2 HYPOTHESES 
H1. E-satisfaction directly and positively influences e-loyalty 

H2. E-trust directly and positively influences e-loyalty 

H3. E-trust directly and positively influences e-satisfaction 

H4a. Ease of use directly and positively influences e-satisfaction 

H4b. Web design directly and positively influences e-satisfaction 

H4c. Responsiveness directly and positively influences e-satisfaction 

H4d. Customization directly and positively influences e-satisfaction 

H4e. Assurance directly and positively influences e-satisfaction 

H5a. Ease of use directly and positively influences e-trust 

H5b. Web design directly and positively influences e-trust 

H5c. Responsiveness directly and positively influences e-trust 

H5d. Customization directly and positively influences e-trust 

H5e. Assurance directly and positively influences e-trust 

H6a. Ease of use directly and positively influences e-loyalty 

H6b. Web design directly and positively influences e-loyalty 
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H6c. Responsiveness directly and positively influences e-loyalty 

H6d. Customization directly and positively influences e-loyalty 

H6e. Assurance directly and positively influences e-loyalty 

 

3.3 RESEARCH MODEL

 
Figure 3.1: Conceptual research model 
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4. METHODOLOGY FRAMEWORK 
This chapter describes how the researchers conduct the survey and motivate the different choices 

that are important to consider. The chapter will also present how the hypotheses were tested and 

how the findings were evaluated through the process. The end of the chapter will also discuss 

reliability and validity. Ultimately, a summary of the choices is presented. 

 

4.1 RESEARCH APPROACH 
The research approach can be divided into two different approaches. They are deductive and 

inductive approach followed with a quantitative or qualitative research (Neuman, 2003).  

 

4.1.1 INDUCTIVE VERSUS DEDUCTIVE RESEARCH 
Inductive research is related to a qualitative research and deductive to quantitative research 

(Bryman & Bell, 2005). Deductive research begins with theory and ends up with a result or 

observation. It means that the researchers test the theory in reality. Inductive research contrariwise, 

starts with an observation and ends up with theory (Bryman & Bell, 2005). 

 

This study is based on deductive research, due to that the researchers have already established 

theory and the aim is to investigate this in reality that will end up in a result section.  

 

4.1.2 QUANTITATIVE VERSUS QUALITATIVE RESEARCH 
Qualitative and quantitative research, are two different data collections techniques (Saunders et al., 

2009). What differentiate them is according to Hair et al. (2003) and Saunders et al. (2009) that 

quantitative research is more associated with numbers and qualitative is with words and pictures. 

The qualitative study is according to Bryman & Bell (2005) based on more variables and few units 

to get deep answers. Thereby, the study gives a more detailed picture but will not have a great data 

collection (Nardi, 2003). The opposite is the quantitative data collection that is based on few 

variables and many units to get a wider perspective and the focus is to get an understanding to the 

context. There is also possible to generalize a quantitative study according to Bryman & Bell 

(2005), which means that the result can be transferred to other groups. Thereby, a quantitative study 

is based on a major sample from the population compared with a qualitative study (Bryman & Bell, 

2005).  

 

The research approach for this study is a quantitative data collection. This since it is important for 

the researchers to study many units and not many variables. Thereby, the study gives a wider 

perspective and not a deep view into the subject. Also, the data collection will be collected and 
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analyzed by numeric statistic and be summarized in different tables. Thereby it corresponds to 

quantitative approach. 

 

4.2 RESEARCH DESIGN 
The research design concerns the research purpose shape and how the question will be answered 

(Saunders et al., 2009). The research design has high impact on what the empirical material 

generates and which type of conclusion can be drawing (Bryman & Bell, 2005). The research 

question can for example primarily be to understand a problem, describe a phenomenon or explain 

why a phenomenon is like it is (Saunders et al., 2009). Those three different aspects are called 

explorative, descriptive and explanatory research design (Balnaves & Caputi, 2001; Neuman, 2003; 

Saunders et al., 2009).  

 

Exploratory research design is when the researcher has a problem and wants to clarify it. To 

elucidate the problem, the researcher collects data to get new insights to understand the problem 

(Saunders et al., 2009). Neuman (2003) continue that an explorative study is when the researchers 

are not familiar within a subject and want a general picture and develop methods to measure this 

new area. Further, “Exploratory researchers must be creative, open minded, and flexible; adopt an 

investigative stance; and explore all sources of information” (Neuman, 2003:30). Descriptive 

research contrariwise, is when the aim is to describe a phenomenon (Saunders et al., 2009). 

Thereby, the purpose for this research design is to “provide a detailed, highly accurate picture” 

(Neuman, 2003:29). Further, Neuman (2003) mean that descriptive research is more connected to 

data gathering than exploratory approach. Ultimately, Neuman (2003) also presents explanatory 

research design. This design aims to explain “why” something is like it is (Saunders et al., 2009). 

Further, the focus is to find a reason why something happens (Neuman, 2003). 

 

This study investigated what online antecedents affecting e-loyalty in the online fashion industry. 

Thereby, the researchers of this study have chosen to work with a combination of exploratory and 

descriptive study. Due to that, the aim was to collect data and describe how the context was 

between the factors. Further, an exploratory research was chosen since Swedish online fashion 

industry has not been investigated within this area before. In addition, the relation of the five e-

service quality dimensions to e-loyalty has not been tested before. 

 

4.3 DATA SOURCES 
The data can be collected through two different methods; primary and secondary data.  



 
39 

4.3.1 PRIMARY AND SECONDARY DATA 
Bryman & Bell (2005) distinguishes two different data collections. They are secondary- and 

primary data. Secondary data has been collected for other purpose by other researchers, but can be 

used to find out new findings. The benefits using secondary data are that it takes less time to collect 

primary data and is less costly, than secondary data (Bryman & Bell, 2005).  

 

The strategy that been used in this study is primary data and it is data that been collected for the first 

time and tailored for the specific study (Christensen et al., 2001; Saunders et al., 2009). Hair et al. 

(2003) mean that primary data is collected to get knowledge in a specific area. This primary data 

can be collected through interviews, questionnaires and observations (Saunders et al., 2009). The 

motivation why this study collected new data was since it was essential to get new knowledge 

regarding e-loyalty in the online fashion industry. This industry has not been investigated before 

regarding this area by previous researchers and thereby primary data was the most suitable choice. 

 

4.4 RESEARCH STRATEGY 
There exist different research strategies and it is important to choose a strategy that will answer the 

purpose (Saunders et al., 2009). According to Yin (2009) there are five different strategies selecting 

between; experiment, survey, case study, history and archival research. In table 4.1 bellow, the 

conditions of the different research strategies are shown.  

 

Method Form of research question Requires control 
of behavior events 

Focus on 
contemporary events 

Experiment How, why? Yes Yes 

Survey Who, what, where, how, many, how much? No Yes 

Archival analysis Who, what, where, how, many, how much? No Yes/No 

History How, why? No No 
Case study How, why? No Yes 

Table 4.1: Research strategy (Yin, 2009:8) 

 

The research strategies that are connected to a quantitative approach are experiment and survey 

strategy (Neuman, 2003). Thereby, the researchers will not treat the other strategies. When using an 

experiment strategy, the researchers experiment a special phenomenon to get answers. Those types 

of studies can be done in laboratories or in real life (Neuman, 2003). For example through different 
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groups (small number of people) and experiment strategy is often connected with an explanatory 

research (Neuman, 2003).  

 

Survey is the second research strategy and is often associated with descriptive or exploratory 

research (Neuman, 2003). These strategies were used in this investigation since it is associated with 

descriptive and exploratory research, which were the designs for this study. Furthermore, survey is 

suitable when the purpose of a study treat to investigate in questions answer: Who, what, where, 

how, many, and how much. It is also appropriate when the focus is to investigate contemporary 

events (Yin, 2009). Hence, the choice for survey became also suitable due to the purpose for this 

study aims to answer what antecedents affecting e-loyalty and this were possible to investigate 

under current events.  

 

4.5 DATA COLLECTION METHOD 
In the paragraph above, the researchers decided that a survey is the most suitable strategy for this 

study. Below, the researchers will clarify the choice of different types of survey and ultimately 

questionnaire.  

 

4.5.1 SURVEY 
There are two types of survey; questionnaire and structured interview. During a structured interview 

the interviewee has questions that the respondent has to answer and those questions have been 

formulated before the interview. A questionnaire is a document with questions that often been sent 

out through e-mail (Bryman & Bell, 2005). The greatest difference between those two survey 

methods is that not exist any interviewee when using questionnaire (Bryman & Bell, 2005). The 

most suitable survey method for this study was a questionnaire (Appendix 1 & 2). Due to that, it is 

essential to reach many respondents and found it better through sending out questionnaires and let 

the respondents complete it by themselves.  

 

According to Saunders et al. (2009) when researchers design a questionnaire there are three 

different choices to choose between; adopt questions from other questionnaires, adapt questions 

from other questionnaires or develop own questions. When adapt or adopt questions from other 

questionnaires you save time and it is more efficient since you do not have to formulate questions 

yourself. It is also preferable to adopt/adapt questionnaires when compare your study with another 

study. This study have used already proven questions from different questionnaires, found in 

journal articles, and used in similar studies questionnaires that fit the study objective and need (for 
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details see operationalization table 4.2). The adapted questions were evaluated carefully to be used 

in this investigation, both what type of investigation they have been used in before and also their 

reliability value has been judged before included them in the questionnaire. Thereby, the adapted 

questions have been qualified to be used and to meet the requirements for this study. According to 

Saunders et al. (2009), it is important to be aware of risks when using other questionnaires, because 

some of them are poor (Saunders et al., 2009). The questions that have been used in this study were 

from well-cited journal articles and with good values (Cronbach’s alpha). Thereby, the researchers 

found it confident to use those questions.  

 

4.5.2 TYPES OF QUESTIONNAIRE 
Saunders et al. (2009), Gorard (2001) and Neuman (2003) present two different types of 

questionnaires; self-administrated and, interviewer-administrated. Interviewer-administrated 

questionnaire is completed by the interviewer afterwards and is recorded during the interview. Self-

administrated questionnaire are usually web-based and is completed by the respondent (Saunders et 

al., 2009). The researchers have chosen to use a self-administrated questionnaire. Thereby, the 

interviewer-administrated questionnaire is irrelevant and will not be discussed.  

 

The advantage with self-administrated questionnaires is according to Neuman (2003) that 

researchers can send out the questionnaire to a wide range of people. The questionnaire that is sent 

out through e-mails is also anonymous. In this case, this type of questionnaire is chosen because 

Neuman (2003) point out that it can lead to higher response rate. The researchers found it efficient 

to send out e-mail than interview people since the goal was to get many respondents, for the 

researchers to have the possibility to generalize. However, the disadvantage with self-administrated 

questionnaire is it takes time (more days) for people to submit the e-mail questionnaires and thereby 

the study needs time to gain a high response rate (Neuman, 2003). There is also a risk that another 

person that not fit the sample frame submits the questionnaire (Bryman & Bell, 2005).  

 

4.5.3 TYPES OF SELF-ADMINISTRATED QUESTIONNAIRE 
The self-administrated questionnaire has three different sub categories and they are; Internet and 

intranet-mediated questionnaires, postal questionnaires, delivery and collection questionnaires 

(Saunders et al., 2009). In this study, an Internet and intranet-mediated questionnaire have been 

used because it was Internet based and the researchers have sent out the questionnaire to the 

respondents through e-mails. 
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4.6 SAMPLE 
When collect data, it can be collected from the whole population or a sample from it (Saunders et 

al., 2009). When collect it from the whole population it takes time and are costly. Thereby, it is 

possible to collect data from a sample in the population that will represent the population (Bryman 

& Bell, 2005).  

 

4.6.1 SAMPLING FRAME 
The sample frame is a part of the population, which is meant to explore (Bryman & Bell, 2005). 

According to Höjsgaard (2012), men and women between 18-49 years, are the most frequently 

online shoppers in the Sweden. Thereby, the population for this research is men and women 

between 18 and 49 years old, resident in Sweden and buying clothes and/or footwear online. The 

whole population consists of 4.051.028 men and women, between 18 and 49 years old (SCB, 2013-

05-21). Thereby, the population was too big to collect data from, consequently the data were 

collected from a sample in the population. To know what the minimum was to send out to, the 

researchers did a calculation inspired from Dahmström (2011). The researchers calculated it with 

1,96 confidence interval and a margin of error 0,05. The result shown a sample frame should be a 

minimum at almost 1537 people. This was the number the researcher sent out to first, however, due 

to lack of responses the final sample number were almost the double.  

 

KI= 95 %  

Zα/2= 1,96 

N= Men/woman resident in Sweden, 18-49 years old: 4.051.028  

P=0,5 

D=0,05 
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Minimum sample frame: Dahmström (2011) 
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4.6.2 SAMPLE SELECTION 
When select the sample, Saunders et al. (2009) present two different sample techniques; probability 

or non-probability sampling. Probability sampling implies that everybody in the population have the 

same opportunity to be selected for the study. The opposite is the non-probability, it means that the 

respondents not been random selected and thereby, every respondent do not have the same 

opportunity to be selected (Saunders et al., 2009). In this study, a probability sampling method was 

selected. Saunders et al. (2009) presented it in four steps:  

 

1. Identify a suitable sampling frame based on your research question or objectives. 

2. Decide on a suitable sample size. 

3. Select the most appropriate sampling technique and select the sample. 

4. Check that the sample is representative of the population.  

Four steps: (Saunders et al., 2009:214) 

 

The first step is to identify a sampling frame and the frame for this study is men and women 

between 18 and 49 years old, buying clothes and/or footwear online and resident in Sweden. The 

next step was to consider the sample size. This question is hard to say according to Bryman & Bell 

(2005). However, the bigger the better, and thereby the researcher strive to reach a big sample and a 

high response rate. It is also important according to Saunders et al. (2009) with a high number of 

responses, for the opportunity to generalize the data to entire population. However, the size of the 

sample is something that variety because of the time collecting data and the size of the entire 

population.  

 

The next step is to select a sampling technique and the one that fit this study is cluster sampling. 

According to Saunders et al. (2009) cluster sampling is when you make cluster after for example 

geographical sub-areas. In this case it is a cluster of different schools, like Linnaeus University and 

University of Skövde, which the questionnaire was sent out to through e-mails. The last step that 

considers representativeness is treated when doing the questionnaire. In the questionnaire, different 

questions in the begging helped the researchers to get an overview that people relevant for the study 

only answered the questionnaire. Those different questions are called control variables. According 

to Rubin & Babbie (2010) control variables are variables that make it possible to divide the 

respondents into sub categories. The control variables for this study are age, gender, income and 

location. Further, questions to control if respondent were included in the sample frame were asked, 

like if the respondents shop clothes and/or footwear online. Those different control variables make 
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it possible for the researchers to compare the data with different groups and find interesting 

information into the area. 

 

The sample selection was selected between 27/4-12/5 2013. The researchers sent out 2618 e-mails 

to students at Linnaeus University by course lists found at Ladok. The researchers chose Swedish 

courses due to that the respondents should be resident in Sweden. This was done since the 

researchers wanted the possibility to reach a high response rate and with active courses student 

hopefully updates themselves at the e-mail. Two reminders were sent out to those students, also to 

reach a high response rate. The researchers also had contact with teachers at University of Skövde 

and sent out 130 e-mails to students. Additionally, the researchers send out to 36 questionnaires 

through Facebook, to people included in the sample frame. The number of competed surveys was 

250 and it correspond a response rate to 9 percent (250/2784). However, 38 respondents were 

deleted because they did not belong to the population. Two of those were deleted since they have to 

high age and the remaining was deleted due to that they not shop clothes and/or footwear online.  

 

4.7 DATA COLLECTION INSTRUMENT  
When the data will be collected, it is important to know which different types of antecedents that 

are meant to measure. Many researchers use operanationalization to connect the abstract to the 

measurement process (Neuman, 2003). Operationalization is about to break down abstract concepts 

like theories into measurable items (Nardi, 2003). Nardi (2003) point out that a well-composed 

questionnaire can influence the validity and reliability positively and the operationalization can be a 

tool for this. This process was done before the questionnaire was designed to know how to measure 

the different antecedents. Thereby, break down different factors that were significant for this study 

and therefore an operationlization was performed.  

 

4.7.1 OPERATIONALIZATION AND MEASUREMENT OF INSTRUMENT VARIABLE 
According to Neuman (2003:174) “operationalization links the language of the theory with the 

language of empirical measures”. This measurement is divided in three different steps. First the 

researchers need to conceptualize, which means that different concepts are selected from the theory 

that makes sense in the data collection (Neuman, 2003). In this study the conceptualization process 

can be found in the table 4.2 below in the “factor” column. Those factors are treated in the 

theoretical framework and important to break down to know which factors that supposed to be 

investigated (Neuman, 2003). The second step was to define the factors to know how to measure 

them (Neuman, 2003). The researchers defined the different antecedents from different researchers 
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and this was done to know how this study uses the different factors. Those definitions can be found 

in the column “operational definition”. The last step is measurement and was done through a 

questionnaire with questions divided in antecedents. The abbreviations in the measurement detail 

column stand for the factors/antecedence. LOY1 is for loyalty question 1, SAT for satisfaction, 

TRUST for trust, EOU for ease of use, WEB for Web design, CUST for customization, RESP for 

responsiveness and ASS for assurance. How the researchers measured it, is compiled and 

summarized in the table below and more details can be found in appendix 1 and 2.  

 
Operationalization 

Factor Operational definition Measurement details/ 
questions 

Reference details 

Fashion industry “The word ‘fashion’ is mainly used 
to refer to clothing and styles of 
appearance.”  
 
“Despite continued speculation about 
the ability to sell clothes online, the 
volume of sales of clothing and 
footwear sold via the Internet has 
grown steadily.” 

 Kawamura 
(2006:2) 
 
 
Hines & Bruce 
(2007: 259)  
 

E-loyalty Positive WOM: “the chance of a 
customer returning, providing 
positive word-of-mouth as well as 
providing references and publicity for 
the business”. 
Intention to repurchase: 
“the customer’s favorable attitude 
toward an electronic business, 
resulting in repeat purchasing 
behavior” 

LOY 1- LOY 8 
 
Adapted from: 
Chang et al. (2009) 
Kassim & Abdullah (2010) 
Kim et al. (2009, b) 
Ribbink et al. (2004) 
Zeithaml et al. (1996) 

Islam et al. 
(2012:215) 
 
 
 
Anderson & 
Srinivasan 
(2003:125) 

E-satisfaction 
 

“post-consumption evaluation of how 
well a store or product meets or 
exceeds customer expectations” 

SAT 1- SAT 5 
 
Adapted from: 
Kassim & Abdullah (2010) 
Kim et al. (2009, b) 
Ribbink et al. (2004) 

Islam et al. 
(2012:215) 

E-trust 
 

‘‘a psychological state composing the 
intention to accept vulnerability 
based on expectations of the 
intentions or behavior of another’’ 

TRUST 1- TRUST 4 
 
Adapted from: 
Jin et al. (2007) 
Kassim & Abdullah (2010) 
Kim et al. (2009, b) 
Ribbink et al. (2004) 

Rousseau et al. 
(1998:395) 

E-service quality Ease of use: “the ability to find one’s 
way around the Web, to locate 
desired information, to know what to 
do next, and, importantly, to do so 
with minimal effort. Central to this 
idea of usability is the important 
concepts of ease of navigation and 
search”. 

EOU 1- EOU 4 
 
Adapted from: 
Kassim & Abdullah (2010) 
Ribbink et al.  (2004) 

Davis (2002:99) 
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Web design: It is connected to the 
first impression that a visitor 
experience when visit a site. The 
design of the Website is also 
important in service quality to create 
customer satisfaction. 

WEB 1- WEB 5 
 
Adapted from: 
Kassim & Abdullah (2010) 
Ribbink et al. (2004) 

Kassim & 
Abdullah (2010) 

Customization: “the extent to which 
an e-retailer’s Website can recognize 
a customer and then tailor the choice 
of products, services, and shopping 
experience for that customer”. 

CUST 1- CUST 5 
 
Adapted from: 
Kassim & Abdullah (2010) 
Ribbink et al. (2004) 

Srinivasan et al. 
(2002:42) 

Responsiveness: “the ability of e-
retailers to provide appropriate 
information to customers when a 
problem occurs, having mechanisms 
for handling returns, and providing 
online guarantees.” 

RESP 1- RESP 4 
 
Adapted from: 
Kassim & Abdullah (2010) 
Ribbink et al. (2004) 

Chang et al. 
(2009:426) 

Assurance: “the customer’s 
perceived security and privacy when 
using the e-tailer’s services”. 

ASS 1- ASS 4 
 
Adapted from: 
Kassim & Abdullah (2010) 
Ribbink et al. (2004) 

Ribbink et al. 
(2004:448) 

Table 4.2: Operationalization 

 
4.7.2 QUESTIONNAIRE GUIDE DESIGN  
”Clear wording of question using terms that are likely to be familiar to, and understood by, 

respondents can improve the validity of the questionnaire” (Saunders et al., 2009:374). This means 

that it is important to carefully build the questionnaire so the respondents understand the questions. 

This lead to the findings the researchers want to measure and not measure something not supposed 

to measure. The design has a strong impact on the response rate, thereby every detail is important 

when design the questionnaire. When designed the questionnaire for this study, many steps needed 

to careful be motivated. 

 

The questionnaire used for this study consists of both open and closed questions. Open questions 

are when the respondent can give the answers in written form and have no categories to choose 

between. The opposite, closed question, been answered by different alternatives that is available to 

choose between (Saunders et al., 2009). The open question that was used in the questionnaire were 

the favorite online clothes/footwear company the respondents buy from, were the respondents live 

and the e-mail address to participate in the cinema lottery. The closed questions were about age, 

gender, if you buy items online, if you buy clothes and/or footwear online, how often you buy 

clothes and/or footwear, were you usually buy clothes and/or footwear, income and employment. 

One type of closed questions is rating questions that are answered by a Likert scale (Saunders et al., 

2009). In this case, the Likert scale have seven ratings there 1 is ”strongly disagree” and 7 is 
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”strongly agree”. The reason why this study has seven ratings was because the researchers do not 

want to force someone to answer positive/negative on questions and do not represent it. The 

questions that have Likert scale were part two in the questionnaire and this part consisted of 39 

questions. The researchers also coded the different questions before sending out the questionnaire to 

facilitate when compile it in SPSS. For example the first question regarding loyalty was coded to 

LOY1 and the second question regarding satisfaction was coded as SAT2 and so on. The 

questionnaire was designed with mandatory questions to avoid missing data. The only questions 

that were not mandatory were the question regarding the e-mail address to participate in the cinema 

tickets lottery.  

 

The last step in the questionnaire design was to translate it from English to Swedish. When translate 

questions it is important to translate it carefully so it has the same signification in both language 

(Saunders et al., 2009). Saunders et al. (2009) present four different techniques when translate a 

questionnaire and there is direct translation, back translation, parallel translation and mixed 

translation. The technique that been used in this study was the parallel translation. This one has two 

or more translators that translates the questionnaire and afterwards compares it. This will lead to 

good choice of words (Saunders et al., 2009). For the translation process were two persons assistant, 

one professor and one student, both knowledgeable in both English and Swedish. This was done to 

ensure that the translation of the questions, from English to Swedish became as close and as similar 

as possible to the original questions. 

 

4.7.3 PRETESTING 
To ensure that the questionnaire was good enough the researchers did a pretest before the final 

questionnaire was sent out. This is according to Bryman & Bell (2005) positive to ensure so the 

questions are good and the whole process with the questionnaire worked out. To do a pretest before 

sending out the final version is a way to improve the reliability (Neuman, 2003). This can be done 

through the teachers before the final version sends out (Neuman, 2003). In this case, the 

questionnaire was sent to three Professors to look at the questions. After the researchers made the 

questionnaire in the survey tool “Keysurvey” and the pretest was sent out to both to the teachers, 

students and private persons. This was done since the researchers wanted to reach a high reliability. 

Christiansen et al. (2001) mean that between 5 and 10 people is a suitable size on the pretest group. 

However, the pretest was done with 12 persons. All of the respondents participated in the pretest 

was given the authors feedback and suggestions of improvements, both grammar and comment on 

the questions, which the authors took into consideration. After pre-testing the questionnaire, the 
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researchers tested the answers in SPSS to see if there were any variable, which did not get a good 

reliability. The aim with this was to see if there were any variable, which had might indicate 

problems. For example not being useful and thereby have to be changed before the final version 

sends out. The variables were tested in SPSS and every variable had a Cronbach’s alpha value, 

which Hair et al. (2003) classifies as very good and excellent. 

 

4.8 DATA ANALYSIS METHOD 
In this part the researchers motivate the choices that were done when analyzing the data in SPSS. 

First the descriptive data was done and after that reliability and validity test was conducted. The last 

step in the analysis was to see if the hypotheses was supported or not supported.  

 

4.8.1 DATA EXAMINATION AND DESCRIPTIVE STATISTICS 
After the data collection the researchers analyzed the raw data in SPSS. This program was the tool 

to turn the raw data in to findings in term of different tables. The researchers used frequencies tables 

to compile the raw data and according to Nardi (2003) provide an easy overview of the findings. 

The frequency tables consist of standard deviation, mean, median, and mode. Those different 

measurements are examples of central tendency except from standard deviation (Hair et al., 2011). 

Standard deviation is instead a measurement of the variance and how widely the variables are 

spread out from the mean value (Hair et al., 2011). This was conducted since it provides an 

overview of each variable and can be easy to read and get an understanding. 

 

4.8.2 EXPLORATORY FACTOR ANALYSIS (EFA) 
Exploratory factor analysis (EFA) “…summarize[s] the information from a large number of 

measurement variables into a small number of latent variables, or factors” (Hair et al., 2011:448). 

Further, the exploratory factor analysis identifies relationships between variables and can compile 

them in groups and thereby gives an understanding of the data (Hair et al., 2011). In this study, the 

EFA was carried out in the statistical program SPSS. This to get an understanding between the 

different variables that were used in this study and for e-service quality dimensions this exploratory 

factor analysis (EFA) was done. The setting for Varimax rotation was at the factor loading criterion 

at 0,4. The total variance was also included in the thesis. This is according to Hair et al. (2010) 

about ensuring practical significance around the different variables, which aim to explain the 

amount of variance in percentage. The number that is classified as satisfying is total variance at 60 

percent (Hair et al., 2010). 
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4.8.3 CORRELATION ANALYSIS 
The next step was to do a correlation analysis. It is a measurement that shown, “…how much two 

variables “go together” or covary” (Neuman, 2003:349). Thereby, a correlation analysis shows the 

strength of two variables and how those are related to each other. A correlation analysis was also 

implemented to have the possibility to judge the quality criteria on the study. According to Bryman 

& Bell (2007) this is a way to ensure construct validity. 

 

In this study a Pearson’s product-moment correlation coefficient was used. This, since the data that 

was compiled was interval and ratio data. The range of the correlation is between -1 and +1 (Hair et 

al., 2011). If the number is +1 the correlation between two variables is very strong and representing 

absolutely association between the two variables. If the value is -1 the related variables is “Slight, 

almost negligible” (Hair et al., 2011). Therefore, if the values are positive and have a high value the 

study will measure what was supposed to measure and the validity will be strong.  

 

This analysis was used in this study to measure the quality of the study and the result shown good 

construct validity because all of the values were associated with “high” and “moderate” except from 

one correlation that was “small but definite relationship”. Further, the researchers used this test to 

see how strong two variables are related to each other.  

 

4.8.4 REGRESSION ANALYSIS 
Regression analysis has two different approaches, single or multiple regression analysis. Single 

regression analysis is suitable when there is only one independent variable while multiple 

regression analysis is appropriated when there is more than one independent variable (Hair et al., 

2011). In this study, multiple regression analysis has been used, due to that every dependent 

variable has been measured by more than one independent variable. 

 

According to Neuman (2003) regression analysis measures two different things. Both, it tells the 

reader about the effect that one and more independent variable has on the dependent variable but 

also how the independent variables explain the variance in the dependent variable. The effect is 

measured by a numeric number and lettered as standardized regression coefficient or Beta (β) 

(Neuman, 2003). Standardized coefficient (β) value is suitable when working with a multiple 

regression analysis (Hair et al., 2011). Thereby, this study will use the β value. This β number can 

be range between -1 to +1, and the closer to +1 the β value is, the greater effect has the independent 

variable on the dependent variable. Due to that, the regression analysis measures the effect, which 
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the independent variable has on the dependent variable, this analysis is a way to determine if the 

hypothesis is supported or not. This was the main aim with this analysis in this study. However, to 

see if the hypotheses are supported or not the result has to be reliable. To see this in a regression 

analysis, there is a statistically significant value, which testifies if the result is reliable. This value 

can be different, but a common value is 0,05, and that the significant value should be below 0,05 for 

the result to be trustworthy (Hair et al., 2011; Neuman, 2003). If the significant value was less than 

0,05, the hypotheses in this study was be supported, if it is above they has not been supported. 

 

In addition, the regression analysis aimed to present the R square value, which according to Nardi 

(2003) and Neuman (2003) presents how the independent variables explain the variance in the 

dependent variable. This means that the greater the R square value is, the more associated and the 

stronger are the relationship between are the dependent variable and the independent variable (Hair 

et al., 2011). This study has taken the R square into consideration to see how strong the 

relationships between the variables were. 

 

4.9 QUALITY CRITERIA IN QUANTITATIVE RESEARCH 
Reliability and validity are strongly connected to the quality of a study (Bryman & Bell, 2005) and 

concern “how concrete measures are connected to constructs” (Neuman, 2003:178). Validity is 

connected with the term accuracy and reliability with consistency (Hair et al., 2003). Validity refers 

to the issue if the measurement items measures what aim to be measured (Bryman & Bell, 2007; 

Nolan & Heinzen, 2007). The quality in terms of validity is divided in three different types: content, 

construct and criterion validity, and are explained below (Neuman, 2003).  

 

4.9.1 CONTENT VALIDITY 
Donovan et al. (1996) explain that content validity aims to see if the questions in the questionnaire 

measure and is consistent with what it intend to measure. The content validity or face validity is the 

first step to ensure the accuracy and that the data collection questions are suitable for the concepts, 

which aimed to measure (Bryman & Bell, 2007). Donovan et al. (1996) also discuss about the 

importance of the questions being understandable for the respondents. The content validity can be 

done by asking people, which have knowledge in the area, for them to evaluate the questions in 

relation to the concerned concept and the aim of the study (Bryman & Bell, 2007). Hair et al. 

(2003:174) explain content or face validity as: “Establishing the content or face validity of a scale 

involves a systematic but subjective assessment of a scale’s ability to measure what it is supposed to 

measure”. 
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To ensure content validity, the researchers sent out the questionnaire to Professors at Linnaeus 

University, which is knowledgeable in the area. This was done to guarantee that the questions were 

suitable for the area and to decrease the risk about measurement errors and misinterpretations when 

the final questionnaire was sent out.  

 

4.9.2 CONSTRUCT VALIDITY 
To additionally determine the validity and the accuracy is to do construct validity. Donovan et al. 

(1996) mean that this validity is about how well the questions are in line with the theories in the 

study. Thereby, this validity concerns the relationship between theories and questions (Bryman & 

Bell, 2007; Donovan et al., 1996). Accordingly, this validity is an evaluation how well the 

operationalization was made. Balnaves & Caputi (2001) explain construct validity as ”the extent to 

which your constructs are successfully operationalized and represent the phenomenon you want to 

study” (Balnaves & Caputi, 2001:89). Nardi (2003) claim that construct validity can judge by 

analyzing the result from the data collection through a statistical analyze. Nolan & Heinzen (2008) 

mean that a correlation test is a suitable analysis to test validity and when want to identify 

relationship between variable. Thereby, in this study a correlation test in SPSS was performed to 

determine the construct validity and to see the relationship and consistency between the underlying 

theory and the questions in the questionnaire. The result of this analysis was positive and showed 

that study measured that was supposed to measure. 

 

4.9.3 CRITERION VALIDITY 
The last step in validity determination is the criterion validity. This validity compares some 

standard/criterion to see if this measure correlates with this those (Donovan et al., 1996; Nolan & 

Heinzen, 2008). Thereby, this validity evaluates how well the questionnaire correlates with the 

standard (Donovan et al., 1996). Criterion validity assesses according to Hair et al. (2003:175) 

“…whether a construct performs as expected relative to other variables identified as meaningful 

criteria”. This was done by hypothesis testing in SPSS. Thus since, Nolan & Heinzen (2008) claim 

that hypotheses testing concern if the evidence supports a relation. 

 

4.9.4 RELIABILITY 
A study strives for the measures not only to be valid but also to be reliable (Neuman, 2003). 

Reliability is about consistency and dependability. Meaning that, the result for a study should not 

differ significantly if the study is replicated with the same conditions at another time (Neuman, 

2003). Hair et al. (2003:170) state following about reliability in a study: “A survey instrument is 



 
52 

considered reliable if its repeated application results in consistent scores”. Reliability can according 

to Gorard (2001) and Hair et al. (2003) be measured through Cronbach’s alpha. This tool has a 

value between zero and one and is a value how different a question is compared with another 

question. A higher number means the question is almost the same and closer to zero, the more 

different the questions are (Gorard, 2001). This tool has been used in this study to ensure that the 

questions are good and the study has high reliability. To be in line with Hair et al. (2003) it was 

decided the value should be at least over 0,6, which means the value is moderate, if not, the 

question was deleted. Below, in tale 4.4, the tool to determine values of Cronbach’s alpha is shown. 

The alpha coefficient range was classified as very good or excellent and thereby the reliability is 

strong. Thereby, if this study will be done again, the result should not differ significantly.  

 

Alpha Coefficient Range Strength of Association 
< .6 Poor 

.6 to < .7 Moderate 

.7 to < .8 Good 

.8 to < .9 Very good 
.9 Excellent 

0,95 > To close 
Table 4.3: Values of Cronbach’s alpha coefficient (Hair et al., 2003:172) 

 

In addition, a pre-test was performed, included 12 people and did also contribute to reliability due to 

that feedback was given from the respondents, which the authors took into account and converted 

the questionnaire to. To do a pretest before sending out the final version is a way to improve the 

reliability (Neuman, 2003). Further, Nardi (2003) discuss that a well-composed questionnaire have 

positive effect on validity and reliability and one example to do that is through an 

operationalization. Thereby, to get the opinions and feedback from the pre-test as well as the 

operationalization has also been parts to try to ensure reliability for this study. 
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4.10 SUMMARY OF METHODOLOGY CHOICES 
 

 
Table 4.4: Own illustration on summary of methodology choices 
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5. RESULTS AND ANALYSIS 
This chapter will present and analyze the result from the empirical investigation. The first part will 

concern the descriptive statistic and general tendency. Followed by reliability and validity test of 

the investigation. Ultimately, this chapter ends up in a hypotheses test to determine if the 

formulated hypotheses are supported or not. 

 

5.1 DESCRIPTIVE FINDINGS AND DATA EXAMINATION 
When the data collection was performed, the data was coded and transported into SPSS. To easier 

be able to interpret the result and the statistics from the investigation the raw data was transformed 

in to different tables. This chapter will present general findings about the population, facts about the 

respondents and present the response rate. This part ends up in different frequency tables where the 

central tendency of the data is presented, further a more detailed table is presented in Appendix 3.  

 

5.1.1 GENERAL FINDINGS FROM THE EMPIRICAL INVESTIGATION 
The number of respondents participating in the investigation was 250 people. In total it was 203 

people between 18 and 29 years old and 45 people were between 30 and 49 years old. This 

correspond that 248 people were usable for the analysis and two excluded from the total was 

because they were 50 years old and over. Of those 248 respondents between 18 and 49 years old, 

6,9 percent never shop clothes and/or footwear online. Of those who never shop items online it was 

1 man of total 76 males. Further, 7 females never shopped items online of the total on 172 women it 

correspond 4,1 percent. 

 

Respondents between 18 and 49 years old (Total 248 respondents) 
 Men Women 

Gender 30,65% 69,35% 

Buy items online 98,68% 95,93% 

Buy clothes and/or footwear 
online 76,32% 89,66% 

Table 5.1: Variables of total 248 respondents 

 

After removing the respondents that never shop clothes and/or footwear online and are between 18 

and 49 years old the usable respondents in the sample were 212 men and women. This means that a 

total of more than 85 percent of the population shop fashion online. Total it was 58 (27,4%) males 

and 154 (72,6 %) females that replied the questionnaire. Totally 177 (83,5%) respondents was 

between 18 and 29 years old and 35 (16,5%) respondents was between 30 and 49. Almost 48 
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percent had an income between 5.000 and 9.999 SEK and almost 24 percent had an income between 

10.000 and 19.999 SEK. Further, the remaining respondents had an income above 20.000 SEK and 

more.  

 

In the investigation the occupation for the respondents were almost 90 percent students and 8 

percent were employed. The question about how often the respondents shop clothes and/or footwear 

online the most (48,6%) that corresponds 103 replied sometimes every six month. The second most 

common that respondents answered was once a year or less often and correspond 58 respondents 

(27,4%). Ultimately, 45 (21,2%) respondents answered that they shop clothes and/or footwear 

sometime in the month and 6 (2,8%) answered weekly. The participants most often shop in physical 

stores, corresponding to 141 (66,5%) respondents. The rest, 53 (25%) of the respondents shop the 

same online as in physical stores and 18 respondents (8,5%) shops more online than in physical 

store. The total number of questionnaire that was sent out was 2784 and the response rate was total 

9 percent. 

 

Respondents between 18 and 49 years old and active online (Total 212 respondents) 

Variables Percent  

Males 27,4% 

Females 72,6 % 
Age between 18 and 29  83,5% 
Age between 30 and 49 16,5% 
Income 5.000-9.999 SEK 48% 
Income 10.000-19.999 SEK 24% 
Income above 20.000 SEK 28% 

Occupation  
Occupation: students 90% 
Occupation: employed 8% 

How often the respondents shop clothes and/or 
footwear online?  

Sometimes every six month 48,6% 
Once a year or less often 27,4% 
Sometime in the month 21,2% 
Weekly 2,8% 

How do you most often shop you clothes and/or 
footwear?  

Physical store 66,5% 
Shop the same online as in physical stores 25% 
Shops more online than in physical store 8,5% 

Table 5.2: Summarize of variables of total 212 usable respondents 
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5.1.2 CENTRAL TENDENCIES OF THE DATA 
Below, in table 5.3-5.10 the data is compiled and it shows the answer for each question in term of 

standard deviation, mean, median, and mode. These tables illustrate the most common answer and 

will help the researchers to identify tendencies in the result.  

 

5.1.3 E-LOYALTY IN FASHION E-COMMERCE 
In total it was eight questions in the questionnaire regarding loyalty (LOY 1-8). The result showed 

that the respondents’ most common answer indicates to a strongly agreement, since the mode was a 

7 at all of those questions (for details see table 5.3). The median also revealed high number of the 

first five questions that showed a median at 6 and the remaining questions had a median at 5. The 

question that had the highest standard deviation was LOY7 and the lowest standard deviation had 

question LOY5.  

 

The first question about loyalty (LOY1), concerned if the respondents will recommend the company 

to other people. The result shows that the majority agreed, since the mean value was 5,75. The 

standard deviation for this question showed a value at σ 1,380 and the median at 6. The second 

question (LOY2) concerned the willingness to recommend the company’s Website to other and the 

most frequently answer was agreement, with a mean on 5,68. The third question (LOY3) had a 

mean value 5,53 and it regards if the respondent will encourage friends and relatives to do business 

with the online company. The mode for this question was a 7 and the median showed a 6. This 

indicates that user of the Website will encourage to chosen the site in high extent. Regarding 

question four (LOY4), the respondents agree in high extent or strongly agree to say positive things 

about the company and the median showed a 6. Further, the standard deviation value was one of the 

lowest on σ 1,256 and thereby, will not variance widely from the mean value. Question number five 

(LOY5) concerned if the respondents will continue using this online company. This question had 

the highest mean on 5,93 and the median for this question was 6. The answer on this question 

tended to not variance much from the mean, since the standard deviation value was also one of the 

lowest on σ 1,266. Question six, seven and eight (LOY6-8) had the lowest median with a 5. Further, 

those questions had a higher standard deviation compared with the other questions regarding 

loyalty, which indicate that it tend to spread out from the mean value.  
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Item Central tendency 
 Std. Deviation σ Mean Median Mode 

LOY 1 Willingness of recommendation 
(company) 1,380 5,75 6 7 

LOY2 Willingness of recommendation 
(Website) 1,360 5,68 6 7 

LOY3 Encourage relatives and friends 1,449 5,53 6 7 
LOY4 Say positive things 1,256 5,76 6 7 
LOY5 Continue using 1,266 5,93 6 7 
LOY6 Prefer above other 1,577 5,14 5 7 
LOY7 First choice 1,671 4,99 5 7 
LOY8 Best retail Website 1,601 4,98 5 7 

Table 5.3: E-Loyalty 

 

5.1.4 E-SATISFACTION IN FASHION E-COMMERCE 
For the questions regarding satisfaction (SAT1-5), the majority of the respondents pull towards an 

agreement rather than a disagreement, since the mode is between 5 and 7 (for details see table 5.4). 

The first question (SAT1) has the second highest mean with a value on 5,59 compared with the 

other question regarding satisfaction. This question concerned if the respondent is generally pleased 

with this company’s online services. For this question, both the median and mode were a 6 and the 

standard deviation was at σ 1,249 and are relative low compared with the other questions. Question 

number two (SAT2), concerned if the respondents are very satisfied with the company’s online 

service and the mode and median showed a 5. The mean showed the value 5,31 and is the lowest 

mean compared with the other questions regarding e-satisfaction. The standard deviation was 

relative high with a value on σ 1,294, compared with the questions regarding e-satisfaction. The 

third question (SAT3) concerned if the respondents think the Website is enjoyable and the mode of 

this question showed a 7 and the mean was 5,40. However, this question had the highest standard 

deviation (σ 1,326) and indicates that the answer can be spread out from the mean value.  

 

The fourth question (SAT4) concerned if the respondents were happy with the online company. 

This question had the highest mean at 5,70 and also a high mode with a 7. The standard deviation 

for this question was the lowest compared with the other question regarding e-satisfaction. The 

value revealed σ 1,244 and indicates that the mean value will not be spread out widely. The last 

question (SAT5) concerned if the respondents were satisfied with the product experience. This 

question had the lowest mean with 4,46. However, the standard deviation will not tend to spread out 

widely from the mean, since the value showed σ 1,263. The median and mode for this question 

showed both a 6.  
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Item Central tendency 

 Std. 
Deviation σ Mean Median Mode 

SAT1 Generally pleased 1,249 5,59 6 6 
SAT2 Very satisfied 1,294 5.31 5 5 
SAT3 Enjoyable 1,326 5,40 5,5 7 
SAT4 Happy 1,244 5,70 6 7 
SAT5 Product experience 1,263 4,46 6 6 

Table 5.4: E-Satisfaction 

 
5.1.5 E-TRUST IN FASHION E-COMMERCE 
The questions regarding trust (TRUST1-4) (see table 5.5). All questions for this variable received a 

mode 7, meaning strongly agreement. The first question regarding trust (TRUST1) was if the 

respondents are prepared to give private information to the online company and this question 

showed a mean value 5,16 and the median showed a 5. The standard deviation for this question was 

σ 1,639 and tends to be spread out from the mean. However, the second question (TRUST2) 

concerned if the respondent are willing to give credit card number to the online company. This 

question got the highest standard deviation with the value σ 2,039 and thereby, tends to spread out 

widely from the mean value. The mean for this question got the lowest value (4,67) in comparison 

to the other questions in this variable. However, the mode showed a high number (7) but the median 

showed a 5. Question number three (TRUST3) was regarding if there is no problem to pay in 

advance for purchased products from this online company. This question also had a relative high 

standard deviation with a value on σ 1,910 and tends to be widely spread out from the mean that 

had a value on 5,17. The mode for this question was a 7 and the median showed a 6. The last 

question (TRUST4) had the highest mean with 5,40 and concerned if the respondents trust what the 

company says about the products. This question also had the lowest standard deviation with a value 

σ 1,396 and will not be spread out widely from the mean. The mode for this question was a 7 and 

the median showed a 6.  

 

Item Central tendency 
 Std. Deviation σ Mean Median Mode 

TRUST1 Private information 1,639 5,16 5 7 
TRUST2 Credit card number 2,039 4,67 5 7 

TRUST3 Pay in advance 1,910 5,17 6 7 

TRUST4 Trust the product 
information 1,396 5,40 6 7 

Table 5.5: E-Trust 
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5.1.6 E-SERVICE QUALITY IN FASHION E-COMMERCE 
5.1.6.1 EASE OF USE 
For the questions concerning ease of use (EOU1-4), the result of the investigation testifies that the 

majority of the respondents have answered high on these questions (see table 5.6). The most 

common answer of all the questions in this variable was strongly agreeing. Moreover, the mean of 

the different questions were all above 5, which means that the respondents pull more towards 

agreeing than a disagreeing. The median was 7 on the first question and 6 on remaining three 

questions.  

 

The question concerning the easiness of access on the company’s Website (EOU1) had the highest 

mean that showed 6,17. This question also had the lowest standard deviation with a value on σ 

1,093. For the question regarding the user friendliness of the company’s Website (EOU2) the mean 

showed 5,67 and was the lowest compared with the other question regarding ease of use. Further, 

the standard deviation for this question was the highest, however the value showed σ 1,252 and is 

still not so widely from the mean. The question concerned the easiness of the Website’s navigation 

(EOU3), the mean value showed 5,70 and the standard deviation showed the value σ 1,220. The last 

question regarding if it is easy to find on the Website (EOU4), the mean value was 5,77 with a low 

standard deviation value at σ 1,150.  

 

Item Central tendency 
 Std. Deviation σ Mean Median Mode 
EOU1 Website’s accessibility 1,093 6,17 7 7 
EOU2 Website’s user 
friendliness 1,252 5,67 6 7 

EOU3 
Website’s navigation 1,220 5,70 6 7 

EOU4 
Website’s findability 1,150 5,77 6 7 

Table 5.6: Ease of use 

 
5.1.6.2 WEB DESIGN 
For the questions that measured the respondents’ perception of their company’s Web design 

(WEB1-5), the result indicate that the participants pulled towards strongly agreeing (see table 5.7). 

The median and mode for all of these questions showed a 6 except from the second question there 

the mode showed a 7. The mean values for the questions were all above 5 and the median value 

showed a 6 for all of the questions.  

 



 
60 

The first question (WEB1) concerned if the Website’s information is attractive displayed, the mean 

showed a 5,5 and the standard deviation showed σ 1,198. This value is the lowest compared with 

the other question regarding Web design and it indicates not to spread out widely from the mean 

value. Regarding the question if the layout is appealing (WEB2) the mode showed a 7 and the mean 

had a value at 5,38. The standard deviation for this question was the highest with a value σ 1,411. 

The question concerned if the respondent was satisfied with the design of the site (WEB3), showed 

a mean value 5,43 and the standard deviation showed σ 1,302. The question regarding if the 

information was well organized (WEB4) the most of the respondents agreed to high extent and 

thereby replied a 6. This question revealed a mean value 5,37 and the standard deviation had the 

value σ 1,280. The last question for this variable concerned the understanding of the information 

provided on the company’s Website (WEB5). This question had the highest mean value at 5,54 and 

also a low standard deviation with a value at σ 1,217.  

 

Item Central tendency 
 Std. Deviation σ Mean Median Mode 
WEB1 Attractiveness of info 1,198 5,50 6 6 
WEB2 
Appealing layout 1,411 5,38 6 7 

WEB3 
Satisfaction of design 1,302 5,43 6 6 

WEB4 
Organization of info 1,280 5,37 6 6 

WEB5 
Understanding of info 1,217 5,54 6 6 

Table 5.7: Web design 

 

5.1.6.3 RESPONSIVENESS 
The variable responsiveness included four questions (RESP1-4) (see table 5.8). On the first question 

the most common answer was a 6 but the rest of the question the most common answer were a 4. 

Thereby, the result indicated that the respondents mainly answered a 4 for those questions. The 

mean value was above 5 on the first question but below 5 on the rest of the questions. Thereby, in 

the majority of the questions in this variable the respondents did not pull either towards agreeing or 

disagreeing.  

 

The first question concerned if it is easy to contact that company (RESP1). This question revealed 

the highest mean value (5,15) and the highest standard deviation with a value σ 1,446. This question 

also had the highest median with a 5 and mode with a 6 compared with the other questions 

regarding responsiveness. For the question, which concerned the company’s interest in getting 
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feedback (RESP2) did the most of the respondents answer a 4. The mean revealed 4,45 and 

indicates that majority of the respondents had either a positive or a negative attitude regarding this 

question. Further, this question also had the lowest mean value at 4,42. The standard deviation for 

this question was σ 1,381. For the question regarding if the company was prompt in answering 

quires (RESP3) did the mean show 4,62 and the standard deviation value σ 1,387. The last question 

concerned if the company is prompt in replying requests (RESP4), and this question had the lowest 

standard deviation with the value σ 1,335 and indicates not widely to be spread out from the mean 

with a value 4,61.  

 

Item Central tendency 

 Std. Deviation σ Mean Median Mode 

RESP1 Easiness of contact 1,446 5,15 5 6 
RESP2 
Prompt of feedback 1,381 4,45 4 4 

RESP3 
Prompt of replying queries 1,387 4,62 4 4 

RESP4 
Interest of replying requests 1,335 4,61 4 4 

Table 5.8: Responsiveness 

 

5.1.6.4 CUSTOMIZATION 
The result concerning the variable customization (CUST1-5) displayed how the respondents 

perceive their company’s way of custom their site (see table 5.9). The mean values were above 5 for 

the first four questions in this variable but below 5 for the fifth question. The most common answers 

were a 5 for the first four questions, meaning that the most of the respondents agree in different 

levels with the statement. However, for the last question the most common answer was a 4.  

 

The first question concerned if the respondents feel that their personal needs was met when using 

the site (CUST1). This question had a mean value at 5,31 and the standard deviation showed σ 

1,290. Both the median and mode had a 5 and thereby, the respondent had some positive attitude to 

the question. The question concerning if the respondent feel that their personal needs was met 

during transaction on the site (CUST2), did the majority have a positive attitude to the statement. 

This question also revealed a standard deviation σ 1,320 and a mean value 5,27. The question 

concerned if the company’s Website provides the respondent with desirable information (CUST3) 

had a mean value at 5,25 and the lowest standard deviation value σ 1,201. This indicates that the 

mean value tend not to be spread out widely. The next question concerned if the company’s 
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Website provides the respondent with desirable products (CUST4) showed the highest mean with 

the value 4,43. Further, the standard deviation showed σ 1,262. The highest standard deviation (σ 

1,462) was for the last question concerned if the online store is in accordance with the respondent’s 

norms and values (CUST5). Further, this question also had the lowest mean value at 4,69, thereby, 

the respondents tends either to a positive or negative attitude to the statement. The median and 

mode also showed a 4.  

 

Item Central tendency 

 Std. Deviation σ Mean Median Mode 

CUST1 Needs met using site 1,290 5,31 5 5 
CUST2 
Needs met during transaction 1,320 5,27 5 5 

CUST3 
Desirable information 1,201 5,25 5 5 

CUST4 
Desirable products 1,262 5,43 5 5 

CUST5 
Accordance with values/norms 1,462 4,60 4 4 

    Table 5.9: Customization 

5.1.6.5 ASSURANCE 
The variable assurance included four different questions (ASS1-4), and the results showed that the 

most common answer were that the respondents strongly agreed to those statements (for details see 

table 5.10). The mean values for all items were above 5 and the median for all questions was a 6.  

 

The first question concerned if the respondents feel secure about the company’s payment system 

(ASS1). This question revealed the highest standard deviation with the value σ 1,491 and the mean 

value at 5,50. The question treated if the respondents perceived the company as trustworthy (ASS2) 

showed the lowest standard deviation (σ 1,303) and the highest mean (5,78). Thereby, the analysis 

showed that the mean value will not be spread out widely. The question concerned if the 

respondents were secure about leaving private information for that company (ASS3) and the last 

question regarding if the respondent felt secure when doing transaction on that company’s online 

system (ASS4) had the lowest means. The mean values were for those questions 5,43. However, the 

third question had a lower standard deviation value (σ 1,407) than the last question (σ 1,470). 
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Item Central tendency 
 Std. Deviation σ Mean Median Mode 

ASS1 
Secure payment system  1,491 5,50 6 7 

ASS2 
Company is trustworthy 1,303 5,78 6 7 

ASS3 
Secure leaving private info  1,407 5,43 6 7 

ASS4 
System secure for transaction 1,470 5,43 6 7 

    Table 5.10: Assurance 

 

5.2 RELIABILITY AND VALIDITY  
To ensure that the results are reliable and consistent and that it measured what was supposed to 

measure, a reliability and validity tests were performed. This was done through exploratory factor 

analysis, reliability test and Pearson correlation. 

 

5.2.1 EXPLORATORY FACTOR ANALYSIS 
To get an understanding about the different variables that were used in this study an exploratory 

factor analysis (EFA) was done. For the first variables e-loyalty, e-satisfaction, and e-trust, EFA 

suggested that the items were suitable, however for e-service quality the EFA indicated that some of 

the variables could be changed. Thereby, an EFA were performed for only the e-service quality 

variable and all of the 22 items included in e-service quality were put into this analysis. The factor 

loading criterion was put to 0,4. The result (table 5.11) showed that the five different dimensions 

regarding e-service quality should be combined and establishes three components instead of five. 

The factors that were combined to one variable instead of two were the ease of use and Web design. 

This group of component consists of all original Web design questions (WEB1-5) and all the 

questions from ease of use except from EOU1. Thereby, WEB1-5 and EOU2-4 were used as one 

variable after this test. The test suggested that responsiveness could be combined with 

customization question number 4. Thereby, four questions of customization were deleted and 

CUST4 remained. However, due to that Hair et al. (2010) mean that to measure the reliability at 

least two variables is needed, this study decided to delete the last customization question as well. 

Ultimately, the variable customization was not longer included in the study. EFA suggested that the 

variable assurance could be kept as it is. To sum up, the three variables that remained were 

EOU/WEB, assurance, and responsiveness. The total variance was also measured and the 

percentage of total variance criterion was 52 percent, which is close to 60 percent and thereby is 

classified as satisfied. 
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Exploratory factor analysis 

 
Component 

1 2 3 
EOU2 ,809   
EOU3 ,855   
EOU4 ,855   
WEB1 ,792   
WEB2 ,741   
WEB3 ,791   
WEB4 ,817   
WEB5 ,815   
RESP1   ,712 
RESP2   ,735 
RESP3   ,913 
RESP4   ,887 
CUST4   ,524 
ASS1  ,888  
ASS2  ,759  
ASS3  ,861  
ASS4  ,916  

Table 5.11: Rotation Method, Varimax with Kaiser Normalization 

 

A reason why EFA suggested to combine two variables could depend on that ease of use and Web 

design are commonly defined and combined as one variable in previous research. Thereby the 

respondents might not be able to distinguish between them. Zeithaml et al. (2002:364) discuss that 

“Ease of use has often been termed usability in the online context”. He further explains that key 

elements that affect usability are for example “A site’s search functions, download speed, overall 

design…” (Zeithaml et al., 2002:364). Further, previous research also discuss user interface, which 

is connected to what the user actually see and perceives when visit a site. Gummerus et al. (2004) 

bring up that a user interface can consist of different dimensions, the overall Web design like 

layout, navigation, and ease of use but also site aesthetic. These different discussions of elements 

related to Web design, ease of use or user interface might be an explanation why ease of use/ Web 

design became combined as one variable. Thereby, this study continued to use these two variables 

as one. 

 

5.2.2 RELIABILITY TEST 
To determine the reliability and consistency of the measures, a reliability analysis was performed. 

The symbol for the Cronbach’s value is α (alpha) and Hair et al. (2003) mean that the value of 

Cronbach’s alpha should be above 0,6 to be classified as reliable. Thereby, all the measures, which 
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are below α 0,6, are deleted. All of the values had a value between α 0,8 and 0,95 and belongs to the 

category “very good” and “excellent”. Thereby, all variables had a good alpha and no were deleted. 

E-loyalty, ease of use/ Web design, and assurance had excellent values. E-satisfaction, e-trust and 

responsiveness had very good values. This shows a strong reliability and if the study will be 

repeated in the future, it will not differ significant.  

 

E-loyalty had a value at α 0,937 and is associated with “excellent”. The eight questions that were 

measured was adopted from inter alia Kassim & Abdullah (2010:361). Their study had almost the 

same value of e-loyalty with a value α 0.93/0,76. E-satisfaction in this study had α 0,896 thereby, e-

satisfaction is associated with the strength “very good”, but close to belongs to the category 

“excellent”, which is a very good value. In comparison with Kassim & Abdullah (2010:361), which 

has a α on 0,87, are the α for this study higher for e-satisfaction. E-trust had the value α 0,834 and 

has the lowest Cronbach’s alpha value compared with the other variables. However, the value is 

judged as very good in strength and higher than Kassim & Abdullah’s (2010:361) value, which was 

α 0,76. Thereby, this variable also had a strong reliability.  

 

The subcategories for e-service quality have three different variables. The value of ease use of use/ 

Web design received alpha value on 0,95, however through erase EOU4, the new value became α 

0,944 and associate to an excellent value. Responsiveness measured a value at α 0,882 and had a 

higher Cronbach’s alpha than Kassim & Abdullah (2010:361), which had a value at α 0,86. The last 

variable assurance had a value at α 0,928 and the inspiration study had a value at α 0,92. To sum up, 

the Cronbach’s alpha tests indicate a good reliability, and better than the inspiration study by 

Kassim & Abdullah (2010:361). 

 

Alpha Coefficient Range Strength of Association Cronbach’s alpha variable 

< .6 Poor  

.6 to < .7 Moderate  

.7 to < .8 Good  

.8 to < .9 Very good SAT, TRUST, RESP 

.9 Excellent LOY, EOU/WEB, ASS 

0,95 > To Close  
Table 5.12: Values of Cronbach’s alpha coefficient (Hair et al., 2003:172) 
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Table 5.13: Reliability test (Cronbach’s alpha) 

 

5.2.3 VALIDITY TEST 
To determine that the result measured what it supposed to measure a validity test was performed. 

This was done by Pearson correlation analysis, which aims to see how these variables are correlated 

to each other. To see this correlation the value should be between -1 and +1 and the closer to +1, the 

more correlated they are.  

 

Below in table 5.14 the strength of the association is shown. All variable had a moderate or high 

coefficient range, which means a strong relationship. The table shows that the most positive 

correlation was between the variables e-loyalty and e-satisfaction with a value at 0,758. This is 

positive since it is close to 1, which means associate to a positive relationship. The lowest value in 

the correlation was between assurance and responsiveness with a value at 0,377. This value is 

positive but still not so strong association between the two factors. Through, Pearson correlation test 

in SPSS the construct validity was done and was positive. This means that the study has measured 

that was supposed to measure. Thereby, the question and the theory have a relationship and it 

indicates that the operationalization had defined and measured the theory in the correct way (for 

details see appendix 4).  

 

Coefficient range Strength of association Variable 
± (0,91-1,00) Very strong  

± (0,71-0,90) High LOY/SAT, SAT/EOUWEB, 
TRUST/ASS 

± (0,41-0,70) Moderate 

LOY/TRUST, LOY/EOUWEB, 
SAT/TRUST, TRUST/EOUWEB, 

LOY/ASS, EOUWEB/ASS, 
RESP/EOUWEB, TRUST/RESP, 

SAT/ASS, RESP/SAT, RESP/LOY 
± (0,21-0,40) Small but definite relationship RESP/ASS 
± (0,00-0,20) Slight, almost negligible  

Table 5.14: Rules of thumb about correlation coefficient size (Hair et al., 2011:351) 

Variable α 

E-Loyalty 0,937 

E-Satisfaction 0,896 

E-Trust 0,834 

Ease of use/ Web design 0,944 

Responsiveness 0,882 

Assurance 0,928 
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5.3 HYPOTHESES TESTING 
To determine if the hypotheses formulated in chapter three was supported or not, a multiple 

regression analysis was performed. This analysis was done to see the effect the different 

independent variables have on the different dependent. The effect is measured by standardized 

regression coefficient or Beta (β). In addition, the regression analysis aimed to present the R square 

value, which presents how the independent variables explain the variance in the dependent variable. 

Due to the result of the reliability and validity test the variable in this study was modified to provide 

a more reliable result. As a consequence of the modification, were variables combined (ease of use/ 

Web design) and one variable was removed from the investigation (customization) and 

consequently the hypotheses were modified. This chapter is divided reliant on what dependent 

factor analyzed in the regression analysis, and thereby what hypotheses that were tested. To see if 

the result is reliable the significant value at below 0,05 will be the indicator. The Beta value, 

significant value, hypotheses status and R square will be presented and discussed.  

 

5.3.1 E-LOYALTY AS DEPENDENT VARIABLE 
In hypotheses 1, 2 and 6a-c the dependent variable was e-loyalty and the independent variable were 

e-satisfaction, e-trust, and the e-service quality dimensions which are ease of use/ Web design, 

responsiveness and assurance. The determination if the hypotheses 1, 2 and 6a-c, were supported or 

not, is discussed below and summarized in table 5.15, which presents the Beta value, the significant 

value and hypothesis status from the regression analysis. In addition, the R square will be presented 

and discussed for every e-loyalty as a dependent variable.  

 

H1. E-satisfaction directly and positively influence e-loyalty 

The first hypothesis implied if e-satisfaction has a direct and positive influence on e-loyalty. This 

hypothesis got a Beta value at 0,676 and indicates that e-satisfaction does have a strong impact on 

e-loyalty. Additionally, to rely on this result the significant level should be lower than 0,05 (Bryman 

& Bell, 2005). Since, the significant value was 0,000 for this test, it was possible to rely on the 

result. This means that e-satisfaction has a positive affect on e-loyalty. Thereby, this hypothesis was 

supported. 

 

H2. E-trust directly and positively influence e-loyalty 

The second hypothesis concern if e-trust positively influences e-loyalty. This hypothesis got a Beta 

value at 0,171, thereby the value indicate that e-trust has a positive impact on e-loyalty. Due to that 
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this hypothesis got a significant value at 0,013, make it possible to rely on the result. This testifies 

about that e-trust has a positive influence on e-loyalty and therefore this hypothesis was supported. 

 

H6a. Ease of use/ Web design directly and positively influence e-loyalty 

The hypothesis 6a, measures ease of use/ Web design and concerned if ease of use/ Web design 

positively influences e-loyalty. For this hypothesis the Beta value was -0,103 but since the 

significant value was 0,111, which is above the creditability value, was this hypothesis not 

supported. Meaning that it can not be determined that ease of use/ Web design has a positive 

influence on e-loyalty. 

 

H6b. Responsiveness directly and positively influence e-loyalty  

The hypothesis 6b measuring if responsiveness has a positive influence on e-loyalty. For this 

hypothesis the Beta value was 0,187. Due to that the significant value was 0,001 this result was 

evaluated as credible. Hence, it is expected that responsiveness have a positive effect on e-loyalty 

and thereby this hypothesis was supported. 

 

H6c. Assurance directly and positively influence e-loyalty 

The hypothesis 6c measures assurance and if it has a positive affect on e-loyalty. For this hypothesis 

the Beta value was -0,100. In addition, the significant value was 0,151, this means that it was not 

possible to rely on this result and thereby was the hypothesis not supported. Hence, this study could 

not determine that assurance influence e-loyalty. 

 

Hypothesis 
Standardized Coefficient 

Sig. Hypothesis status Beta (β) 
H1. E-satisfaction directly 
and positively influence e-
loyalty 

 
0,676 

 
0,000 Supported 

H2.E-trust directly and 
positively influence e-
loyalty 

0,171 0,013 Supported 

H6a. Ease of use/ Web 
design directly and 
positively influence e-
loyalty 

-0,103 0,111 Not supported 

H6b. Responsiveness 
directly and positively 
influence e-loyalty 

0,187 0,001 Supported 

H6c. Assurance directly 
and positively influence e-
loyalty 

-0,100 0,151 Not supported 

Table 5.15: Hypothesis, dependent variable e-loyalty 
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The R square value was 0,616 when the dependent variable was e-loyalty and the independent 

variables were e-trust, e-satisfaction, ease of use/ Web design, responsiveness and assurance. This 

means that 61,6 percent of the variance in e-loyalty can be explained by these factors. This means 

that these factors influences e-loyalty to 61,6 percent. 

 

Dependent: E-loyalty R Square 
 0,616 

Table 5.16: R Square, dependent variable e-loyalty 

 

5.3.2 E-SATISFACTION AS DEPENDENT VARIABLE 
For hypotheses 3 and 4a-c the dependent variable was e-satisfaction and the independent variable 

were e-trust and the e-service quality dimensions, which are ease of use/ Web design, 

responsiveness and assurance. Whether hypotheses 3 and 4a-c were supported or not is discussed 

and summarized below in table 5.17. The table presents the Beta value, the significant value from 

the regression analysis and hypothesis status. Additionally, the R square is presented and discussed 

for e-satisfaction as a dependent variable. 

 

H3. E-trust directly and positively influences e-satisfaction 

The third hypothesis treated if e-trust has a positive impact on e-satisfaction. The Beta value for this 

hypothesis was 0,156, which indicated that e-trust does affect e-satisfaction. In addition, the 

significant value was 0,018 and thereby the result was trustworthy. Thereby, this result testifies that 

e-trust has a positive effect on e-satisfaction and consequently the third hypothesis was supported. 

 

H4a. Ease of use/ Web design directly and positively influences e-satisfaction 

The hypothesis 4a, concerned if ease of use/ Web design positively influence e-satisfaction. The 

Beta value from this analysis was 0,451 and the significant value was 0,000. Thereby, this result 

was judge as reliable. From this study it can be expected that ease of use/ Web design should have a 

positive influence on e-satisfaction and thereby this hypothesis was supported. 

 

H4b. Responsiveness directly and positively influences e-satisfaction  

The hypothesis 4b, concerned if responsiveness positively influences e-satisfaction. The result from 

the regression analysis showed a Beta value on 0,306. The significant value was 0,000. Due to that, 

it is expected that responsiveness has a positive influence on e-satisfaction and this hypothesis was 

supported. 
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H4c. Assurance directly and positively influences e-satisfaction 

The hypothesis 4c, was about if assurance have a positive influence on e-satisfaction. From the 

regression analysis a Beta value on 0,066 was identified. The significant value was 0,323 and due to 

that, the significant value should be below 0,05, this hypothesis was not supported. Hence, it was 

not possible to determine that assurance has a positive effect on e-satisfaction. 

 

Hypothesis 
Standardized Coefficient 

Sig. Hypothesis status 
Beta (β) 

H3. E-trust directly and 
positively influences e-
satisfaction 

 
0,156 

 
0,018 

 
Supported 

H4a. Ease of use/ Web 
design directly and 
positively influences e-
satisfaction 

0,451 0,000 Supported 

H4b. Responsiveness 
directly and positively 
influences e-satisfaction 

0,306 0,000 Supported 

H4c. Assurance directly 
and positively influences e-
satisfaction 

0,066 0,323 Not supported 

Table 5.17: Hypothesis, dependent variable e-satisfaction 

 

When the dependent variable was e-satisfaction and the independent variable was e-trust, ease of 

use/ Web design, responsiveness and assurance, the R square value was 0,633. This means that 63,3 

percent of the variance in e-satisfaction can be explained by these factors. Meaning, that these 

factors to 63,3 percent influences e-satisfaction. 

 

Dependent: E-satisfaction R Square 
 0,633 

Table 5.18: R Square, dependent variable e-satisfaction 

 

5.3.3 E-TRUST AS DEPENDENT VARIABLE 
In the hypotheses 5a-c was the dependent variable e-trust and the independent variables were e-

service quality dimensions, which are ease of use/ Web design, responsiveness and assurance. The 

determination if the hypotheses 5a-c, are supported or not, is discussed and summarized in table 

5.19 below. The table presents the Beta value, the significant value from the regression analysis and 

hypothesis status. In addition, the R square is presented and discussed for e-trust as a dependent 

variable. 
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H5a. Ease of use/ Web design directly and positively influences e-trust 

Hypothesis 5a concerned if ease of use/ Web design positively influences e-trust. The result from 

the analysis presents a Beta value on -0,009 and had a significant value on 0,873. This means that 

the result was not reliable and thereby this hypothesis was not supported. Thereby, this result 

testifies that it cannot be stated that ease of use/ Web design has a positive influence on e-trust. 

 

H5b. Responsiveness directly and positively influences e-trust 

The hypothesis 5b concerned if responsiveness positively influences e-trust. The Beta value for this 

hypothesis was 0,175 and significant value was 0,001. Due to that, the significant value was below 

0,05, this result was judge as trustworthy. By that it can be expected that responsiveness has a 

positive influence on e-trust and thereby this hypothesis was supported. 

 

H5c. Assurance directly and positively influences e-trust 

The hypothesis 5c implies if assurance have a positive influence on e-trust. The result showed a 

Beta value on 0,687 and a significant value 0,000. Thereby, this hypothesis was evaluated as 

reliable, which make it possible to expect that assurance has a positive influence on e-trust and 

therefore this hypothesis was supported. 

 

Hypothesis 
Standardized Coefficient 

Sig. Hypothesis status Beta (β) 
H5a. Ease of use/ Web 
design directly and 
positively influences e-
trust 

-0,009 0,873 Not supported 

H5b. Responsiveness 
directly and positively 
influences e-trust 

0,175 0,001 Supported 

H5c. Assurance directly 
and positively influences e-
trust 

0,687 0,000 Supported 

Table 5.19: Hypothesis, dependent variable e-trust 
 

When the dependent variable was e-trust and the independent variable was ease of use/ Web design, 

responsiveness and assurance the R square value was 0,584. Meaning that 58,4 percent of the 

variance in e-trust can be explained by these factors. This means, that these factors to 58,4 percent 

influences e-trust. 

 

Dependent: E-Trust R Square 
 0,584 

Table 5.20: R Square, dependent variable e-trust 
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5.4 RESEARCH MODEL 
Below in Figure 5.1 visualizes the final research model with the supported hypotheses, the Beta 

value and R square value. 

 

 
Figure 5.1: Research model, supported hypotheses, Beta value and R Square 
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6. CONCLUSIONS AND IMPLICATIONS 
In this chapter the result of the study will be presented. The findings from the analysis in chapter 

five will be discussed with the theoretical framework, which will culminate in a conclusion. The 

chapter will start with a general discussion and then continue with a more detailed discussion 

regarding the hypotheses result. Then the implication will be presented and the chapter ends up 

with limitations and suggestions for further research. 

 

6.1 DISCUSSIONS 
After two rounds of data collection, in total 248 completed questionnaires were received; out of 

which all were from people aged between 18 and 49 and residents of Sweden. Of those 248 

respondents, only 3,2 percent never shopped items online, corresponding total of 8 respondents. 

This number represents almost 130.000 people when generalizing the result to the population of this 

study (4.051.028). This implies that almost 3.900.000 men and women between 18 and 49 years old 

are available for shopping online. This is in line with Nasir & Altinbasak (2009) who claim that e-

commerce has growth and is a giant forum for competition. This opens up a great opportunity for 

companies operating in e-commerce. In addition, around 85 percent of the population shops clothes 

and footwear online. Meaning, if generalize the result it implies that almost 3.500.000 people that 

belongs to the group can be expected to purchase clothes and/or footwear online. Moreover, the 

result shown a high frequent of men and women between 18 and 49 years old are available for 

shopping online, and for an online company to survive it is according to Kassim & Abdullah (2010) 

important to create a loyal customer. This is essential online, since the rivals are only a mouse click 

away. If a company succeed in create loyal customer it can imply it can result in their own survival 

but in particular it can increase a company’s profitability. Hence, as mentioned earlier, the purpose 

of this paper was to evaluate the antecedents of e-loyalty in the online fashion industry. 
 

6.2 DISCUSSION OF HYPOTHESIS TESTING 
The main objective with this study was to identify antecedents, which affect customer loyalty in the 

online fashion industry. To determine what factors influenced e-loyalty a regression analysis was 

performed. This section will present a discussion regarding what the result from this analysis 

implied to the study. 
 

6.2.1 E-LOYALTY AS DEPENDENT VARIABLE 
First, the direct and positively influence between e-satisfaction, e-trust, ease of use/ Web design, 

responsiveness and assurance were tested on the dependent variable e-loyalty. As expected, e-

satisfaction positively and directly influences e-loyalty. The result revealed that e-satisfaction is a 
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strong antecedent on e-loyalty in the online fashion industry and has a significant association with 

e-loyalty. Thereby, if a company succeeds to evoke positive emotions in the customer and meet or 

exceed customer’s expectations, will increase e-loyalty. The result testifies that e-satisfaction is the 

most important contributor to e-loyalty in this industry. This confirms previous research, which 

states that e-satisfaction is an important antecedent to e-loyalty (Chang et al., 2009; Flavián et al., 

2006; Kassim & Abdullah, 2010; Kim et al., 2009, a; Kim et al., 2009, b; Ribbink et al., 2004).  

 

Additionally, responsiveness as a dimension of e-service quality was shown to be associated with e-

loyalty and directly and positively influences it. Hence, if a company is accurate to respond their 

customer and provide appropriate information to the customer when they have problems or 

questions, will increase e-loyalty. Previous research has not determine this association before, 

however it has been proven that responsiveness has an influence on both e-satisfaction and e-trust, 

which both in turn affect e-loyalty (Lee & Lin, 2005; Kassim & Abdullah, 2010; Ribbink et al., 

2004). This study shows that responsiveness is an important factor to consider in the online fashion 

industry, since it influences e-loyalty. This indicates that e-service quality through responsiveness 

has an influence on e-loyalty. In addition, the result also revealed that e-trust directly and positively 

affects e-loyalty. This is in line with Reichheld & Schefter (2000:107), which state “To gain the 

loyalty of customers, you must first gain their trust”. Trust includes the total beliefs about how a 

customer perceives for instance a product or service or the place where the product/service being 

sold, like the Website. In addition, trust is associated with privacy and security online. If a company 

improves in those factors affecting e-trust it will increase e-loyalty. That e-trust directly and 

positively influence e-loyalty in this study also confirms previous research stating that e-trust is an 

important antecedent for e-loyalty (Flavián et al., 2006; Kassim & Abdullah, 2010; Kim et al., 

2009, b). 

 

Moreover, e-satisfaction, e-trust and responsiveness directly and positively affect e-loyalty. These 

factors together with ease of use/ Web design and assurance explain the variance in e-loyalty to 

61,6 percent meaning that the other 38,4 percent are explained by other reasons. Ultimately, neither 

the ease of use/ Web design or assurance was supported in this study. This findings indicate that 

ease of use/ Web design and assurance are not decisive direct to e-loyalty in themselves but maybe 

indirect. This means, for a customer to become loyal it is not enough to have a creative and pleasant 

layout, with a good structure, organization and overall design on a Website. In addition, assurance 

concerned the privacy and security. The findings showed that the assurance variable was not 

directly associated with e-loyalty. However, it may depend on that customer is not convinced if the 
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online retailer keeps their anonymity and their personal information safe. Hence, previous research 

has not examined the relation between these variables and e-loyalty. However, ease of use, Web 

design and assurance is important elements for the Web experience according to previous research 

(Constantinides, 2004). Therefore, those can be of importance even if it is not supported to 

influence e-loyalty directly and positively in this study.  

 

6.2.2 E-SATISFACTION AS DEPENDENT VARIABLE 
Second, the relationship concerned if e-satisfaction were directly and positively influenced by e-

trust, ease of use/ Web design, responsiveness, and assurance. These factors together represent 63,3 

percent of the variance in e-satisfaction and the remaining 36,7 percent are explained by other 

reasons. Thereby, these factors affect e-satisfaction to the majority. The result revealed that ease of 

use/ Web design was the factor that had the strongest influence on e-satisfaction. Meaning that, the 

way a company designs their Website, for example its navigation, user friendliness and which type 

of layout the site has, is of importance for e-satisfaction. Thereby, through improving the ease of 

use and Web design’s element will increase e-satisfaction for an online fashion provider. This is in 

line with previous research determined that ease of use and/or Web design has a positive influence 

on e-satisfaction (Kassim & Abdullah, 2010; Kim et al. 2009, b; Lee & Lin, 2005).  

 

In addition, the factor responsiveness also influences e-satisfaction. Responsiveness is associated 

with how well a company responds their customers, when they have quires, problems or general 

feedback. Thereby, how well a company manages with responsiveness services are of importance 

for satisfaction and will directly and positively influences e-satisfaction in the online fashion 

industry. This connection has been identified in previous research stating that responsiveness 

positively influences e-satisfaction for online retailers (Lee & Lin, 2005). However, both ease of 

use/ Web design and responsiveness are dimensions in e-service quality. Thereby, it can be assumed 

that e-service quality influence e-satisfaction. Additionally, e-trust is also of importance for e-

satisfaction. Meaning that, if a customer trusts the company it will influence e-satisfaction for an 

online fashion retailer. Previous research confirms this association and Kim et al. (2009, b) and Lee 

& Lin (2005) are examples on researchers saying that e-trust is an antecedent for e-satisfaction. 

Thereby, the customer’s total beliefs and the security and privacy customer perceive and feel is 

important for the customer to be satisfied online. However, the association between assurance and 

e-satisfaction was not supported. A possible explanation for this may be that, it is not enough for an 

online provider to focus on the elements affecting assurance for an online customer to become 
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satisfied. Additionally, assurance has been shown to affect e-satisfaction in previous research 

(Ribbink et al., 2004), and should therefore not be ignored.  

 

6.2.3 E-TRUST AS DEPENDENT VARIABLE 
Lastly, the relationship of ease of use/ Web design, responsiveness and assurance directly and 

positively influence e-trust, were tested. The result testifies that assurance strongly influences e-

trust. Assurance and e-trust are related to security and privacy and also to customer’s confidence to 

the online provider. Thereby, if an online fashion company improving in elements influences 

privacy and security, for example improving financial security during transaction and customer 

anonymity, will increase customer e-trust. The relation that assurance influence e-trust is also 

confirmed by previous research (Kim et al., 2009, b; Ribbink et al., 2004). Additionally, 

responsiveness is an influential factor for e-trust. Thereby, if an online fashion company improves 

their services regarding how they respond their customers when they have problem, questions or 

feedback, will increase e-trust. Previous research has shown that responsiveness is a strong 

influential factor for e-satisfaction (Kassim and Abdullah, 2010; Lee & Lin, 2005). However, it has 

not direct influence for e-trust, meaning that this result is not in line with previous research. 

Thereby, this study reveals that responsiveness is of importance for e-trust in the online fashion 

industry. Due to, assurance and responsiveness are e-service quality dimensions it can be assumed 

that e-service quality is of importance when building e-trust. The variables ease of use/ Web design, 

responsiveness, and assurance explains the variance in e-trust to 58,4 percent. The remaining 41,6 

percent is explained by other reasons. 

 

Lastly, ease of use/ Web design was not supported to have influence for e-trust in this study. The 

reason for this might be that the user does not only require a well-organized, structured and pleasant 

Website to trust a company. It requires more, for instance privacy and security aspects to rely on a 

certain provider. However, previous research has shown that Web design influence e-trust (Kim et 

al., 2009, b). In addition, Constantinides (2004) brings up that Website design can increase the 

credibility of the Website for the users. Additionally, he means that a Website’s usability (or ease of 

use) is associated with a Website’s success or failure. He further means that Web design is a way to 

capture customer attention and interest in the first place and the design is also crucial for customer 

Web experience. Thereby, even though if those variables were not supported to influence e-trust in 

this study, these variables should not be neglected in e-commerce settings.  
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6.3 DISCUSSION OF RESEARCH QUESTIONS 
The study was based on different research questions; those will be discussed and answered in this 

section. The first question concerned what antecedents are most influential in the Swedish online 

fashion industry. The study concludes that the most influential factor is e-satisfaction. This is also in 

line with previous research stating that e-satisfaction is an significant antecedent for e-loyalty 

(Chang et al., 2009; Flavián et al., 2006; Kassim & Abdullah, 2010; Kim et al., 2009, a,; Kim et al., 

2009, b; Ribbink et al., 2004). Meaning, if a customer is satisfied with an online fashion company, 

there is a great chance that the consumer also becomes loyal. The second most important antecedent 

for this industry is responsiveness. This relationship has not been evaluated in previous research. 

However, this result indicates that if a customer is satisfied with a retailer’s services related to 

responsiveness, the chances increase that this customer becomes loyal. Thereby, also e-service 

quality is an influential factor for e-loyalty in the online fashion industry. Another important 

antecedent for e-loyalty within this industry is e-trust. This indicates that if a customer trusts a 

certain fashion e-retailer, it increases the chance for this customer to be converted to be loyal to that 

company. E-trust has also been evaluated as an important antecedent in previous research (Flavián 

et al., 2006; Kassim & Abdullah, 2010; Kim et al., 2009, b). However, the antecedents identified in 

this study are not in line with previous research evaluated the important antecedent for e-loyalty. 

Kim et al. (2009, a) for example highlights e-satisfaction and e-trust as main drivers for e-loyalty. 

While this study reveal that e-satisfaction and responsiveness are most influential ones and then e-

trust. However, responsiveness and e-trust received a similar result. Below are these factors 

affecting e-loyalty summarized and presented. It starts with the most influential factor, followed by 

the second and third most influential factor, identified in this study. 

 

MAIN DRIVERS FOR E-LOYALTY: 

• E-satisfaction 

• Responsiveness 

• E-trust 

 

The second research question concerned what factors influence customer satisfaction in the fashion 

online environment. For this question were the most influential factors two of the e-service quality 

dimensions, ease of use/ Web design and responsiveness. However, e-trust was also revealed to be a 

driver for e-satisfaction. Ease of use/ Web design has the most influential power to e-satisfaction. 

Next to that, responsiveness and e-trust are also highlighted to influence e-satisfaction. Meaning, 

that company’s who strive to influence their customer e-satisfaction should improve the e-service 
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dimensions, especially the Website’s ease of use/ Web design and responsiveness services but also 

the e-trust elements. Kassim & Abdullah (2010) confirm in their research that ease of use and Web 

design are influential factors for e-satisfaction. Moreover, Lee & Lin (2005) confirm that also 

responsiveness and e-trust are important for satisfaction online. Below are these factors influencing 

e-satisfaction summarized and presented. It starts with the most influential factor, followed by the 

second and third most influential factor, identified in this study. 

 

MAIN DRIVERS FOR E-SATISFACTION: 

• Ease of use/ Web design 

• Responsiveness  

• E-trust 

 

The last research question was regarding what factors that influence customer e-trust in the fashion 

industry online. The factors tested in relation to e-trust revealed that the most influential factors 

were assurance and responsiveness. Thereby, if a company strives to increase in e-trust they should 

put their main focus in these two e-service quality dimensions to succeed. This confirms previous 

research from Ribbink et al. (2004) determined that assurance has a positive influence on e-trust. 

However, the relation responsiveness and e-trust has not been proven to have a positive correlation 

before. Conversely, this indicates that e-service quality has an influence on e-trust. Below are these 

two e-service quality factors affecting e-trust presented. The first is the most influential factor and 

then the second most influential factor identified in this study.  

 

MAIN DRIVERS FOR E-TRUST: 

• Assurance  

• Responsiveness 

 

6.4 IMPLICATIONS 
This master thesis generated in valuable implications. This section will present implications from 

both a theoretical perspective and a practical perspective. The first section, will present the 

theoretical implication and the second section will display the managerial implications. 
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6.4.1 IMPLICATIONS FOR THEORY 
The contributions for a theoretical perspective of this study are several. First, the study has 

contributed through investigate the antecedents of e-loyalty in a new industry, namely the Swedish 

online fashion industry. The study has identified what different antecedents are important for e-

loyalty in this industry. It could be determined that e-loyalty has three significant antecedents. An 

interesting finding, which the study contributed with, was that responsiveness has a significant 

influence on e-loyalty. In addition, for e-satisfaction were also three different antecedents identified. 

However, all of these antecedents presented have been identified to affect e-satisfaction in previous 

research. Lastly, for e-trust was two antecedents identified, also for this variable a new relation was 

identified, namely a positive influential between responsiveness and e-trust. 

 

An interesting finding from this investigation was that the responsiveness was shown to be a 

significant antecedent for e-loyalty. This indicates that company’s way to respond to customer’s 

problems, questions and feedback are essential for customer that shop fashion online. If a company 

succeeds with these services it can result in customer loyalty. This finding is especially interesting 

due to that responsiveness has not been measured to influence loyalty before and it was shown to 

have a significant role. This is a new finding and not highlighted in previous research, instead 

previous research has rather stressed e-satisfaction and e-trust as main drivers for e-loyalty (Kim et 

al. 2009, a). This study means instead that e-satisfaction, responsiveness and e-trust, in relative 

order of importance, are the main drivers for e-loyalty. However, e-trust has still a significant role 

in e-loyalty building, and responsiveness and e-trust are almost as important for e-loyalty. 

 

From a theoretical perspective this study did also provide some implications for the e-service 

quality variable. This study identified new relations, namely to measured the e-service quality 

dimensions direct to e-loyalty. In addition, the e-service quality dimensions came to be changed 

during the study and thereby a new research model was derived, this is another contribution to the 

theory. Thereby, a contribution for the theory is that ease of use and Web design can be measured as 

one variable. Hence, this study conceptualized and measured e-service quality in a new way than 

previous research. Due to this, this study did not strengthen how the previous research has measured 

e-service quality. However, an interesting finding concerning e-service quality was that 

responsiveness seems to play an important role when it comes to e-loyalty, but also for e-

satisfaction and e-trust in the online fashion industry. 
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6.4.2 IMPLICATIONS FOR MANAGERS 
This study generated in implications for marketing managers. Apparently, e-loyalty is influenced of 

e-satisfaction, responsiveness and e-trust. However, e-satisfaction is a major driver for customer 

loyalty in the online fashion industry. Thereby, a manager should put main focus in what affect 

satisfaction to increase in e-loyalty in this industry. It is about arousing positive feelings in the 

customer, and to meet or exceed user’s expectations. To acquire a good idea about what the target 

group want and appreciate can be a way to increase in e-satisfaction. Additionally, it is also 

important to focus in what influence responsiveness and customer trust when working with loyalty 

development. Hence, managers should strive to improve in their services included in responsiveness 

to achieve e-loyalty, for instance effective provide assistance for the users, and listen and quickly 

answer on feedback. In addition, if company gains customers trust they will also be able to gain 

loyalty. However, by trying to reduce the perceived risk, by for instance improve in security and 

privacy, and try to affect the customer’s total beliefs about how he or she perceives the company 

and its Website, will most likely improve customer trust and thereby in the long run the e-loyalty. 

 

Moreover, there are also indirect influential factors important for a manager to take in to account. 

Ease of use/ Web design is a main driver for e-satisfaction. Companies can improve satisfaction 

through improving for instance the Website’s design, navigation system on the site and in general 

try to minimize user effort. By increase satisfaction it indirect influences e-loyalty. The study 

testifies that the main driver for e-trust is assurance, which is strongly related to security and 

privacy on a site. Thereby, if a manager strives to increase in e-trust, and by that e-loyalty, they 

should try to improve the security and privacy elements. Security can be improved by increase 

safety around fraud and financial loss when customer doing transactions on their site. Privacy can 

be improved by protect personal information, not sharing information about customer with other 

online providers and in general keep customer anonymity. To sum up, a marketing manager can by 

improving different elements on a site also increase e-loyalty, direct or indirect. Thereby, managers 

can use this study and tailor their online marketing strategies dependent on their overall objective. 

 

 6.5 LIMITATIONS OF THE STUDY 
During the process of this study the authors has strived to fulfill the purpose of the study by being 

consistently accurate to reduce the risk for errors and mistakes. However, no study is faultless and 

thereby this section will present the limitations occurred throughout the project. 
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A limitation for this study was that every respondent was asked to think about his or her favorite 

online fashion store when answer the questionnaire. The respondents were thereby evaluating a 

Website, which they are familiar and satisfied with. This might have implied bias in the 

investigation.  

 

A limitation occurred was during the data collection process, where the authors used an online 

survey tool. When it was time to export the data into SPSS, it was not possible to export all of the 

answers, but only 200. The tool used required to purchase a subscription for almost 5000 US dollar 

to export all data. However, after a discussion with a responsible for those types of issues it was 

possible to purchase 50 more responses for an affordable amount. This ultimately gave the study 

250 completed questionnaires. Thereby, a limitation was that it was not possible get as many 

completed surveys as desire, which affected the total number of responses and indirect also the 

response rate. 

 

During the data analysis process and other limitation occurred. The variable customization had to be 

excluded from the investigation. This occurred even though the questions regarding customization 

were based on a strong theoretical base additionally the questions for this variable were also 

adapted from previous research (Kassim & Abdullah, 2010; Ribbink et al., 2004). However, Hair et 

al. (2010) have guidelines to ensure reliability that suggested that a particular concept is not 

possible to measure with a single item. Thereby, the last question for customization was deleted 

since the EFA rejected four of the five question of customization and the remaining question was 

thereby deleted. One reason why this variable became useless might be that the questions for this 

variable were translated from English to Swedish. Accordingly, the translation process might have 

affected the meaning of the question in some way. Due to this discussion, it became a limitation that 

it was not possible to use customization to see how it influenced e-loyalty, but also e-satisfaction 

and e-trust. 

 

6.6 FURTHER RESEARCH 
After completed this study the researchers have suggestions for further research, which this section 

will present. This study was based on a quantitative study and a primary suggestion would be to do 

a qualitative study. This, since it would be interesting to get a deeper and more detailed picture in 

the field, if there are additional factors affecting e-loyalty but also why some antecedents are more 

important and some are less important for e-loyalty. Further, this study concluded that e-satisfaction 

is particular important for e-loyalty and it would be of interest to more detailed determine what 
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factors influence e-satisfaction. Additionally, investigate if there are additional factors influence e-

trust and the e-service quality dimensions.  

 

Hence, due to that the variable customization was removed from the investigation it would be of 

interest to try to find a suitable way to measure this variable, since previous research from Ribbink 

et al. (2004), has shown that customization has some influence of e-satisfaction. In addition, it 

would be of interest to test e-service quality as a unit and an own variable to see how it in total 

affects e-loyalty, e-satisfaction and e-trust. Thereby, a suggestion for further research is to try to 

find a way to measure e-service quality as a whole, and not only through the different dimensions. 

 

Another interesting insight into the area would be to do a greater comparison between the age and 

gender and other variables to see if it differs. By identify if there is differences dependent on 

demographic factors can help managers to tailor the marketing to be suitable for their target group. 

The last suggestion for further research would be to investigate in another industry, to see if it is the 

same antecedents.  

 

6.7 CONCLUDING REMARKS 
Customer loyalty is known as an important phenomenon to be profitable and for survival in the 

growing online competitive environment. This study has generated in a deep insight around the 

antecedents affecting e-loyalty and other factors important to consider. The investigation has 

provided useful results, especially for the online fashion market. Both practitioners and academic 

can benefit from this study and managers can get a valuable insight in how to create loyalty online. 
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APPENDIX 
 

APPENDIX 1: LETTER & QUESTIONNAIRE, ENGLISH VERSION 
 

Loyalty online 

 

Dear Participant 

Shop fashion online is becoming increasingly common. For companies operating online it is 

important to get knowledge in what You as a consuming is interested of to become satisfied and for 

You to return. We will investigate this, for us as consumers to ultimately meet a better online 

shopping. 

 

We are two master students from Linnaeus University that are writing our master thesis about what 

influences and what is important for a customer to return and become satisfied with a fashion 

company’s shopping site. Your opinion and participation is important for us! The questionnaire 

containing of different questions and assertions and it takes approximately 10 minutes to fill in. Off 

cause, your answer will be kept confidential. 

 

As thanks for the help, You can participate in a lottery for cinema tickets, by fill in your e-mail 

address in the end of the questionnaire. 

 

Thank you! 

 

Ellinor Hansen och Erika Jonsson 

Växjö, 2013-04-22 

 

If you have any questions, please contact us: 

Ellinor Hansen: ehaql09@student.lnu.se 

Erika Jonsson: ej222jj@student.lnu.se 

 

Linnaeus University, Växjö, Spring 2013 

Examiner: Sarah Philipson: sarah.philioson@lnu.se 

Tutor: Setayesh Sattari: setayesh.satteri@lnu.se 
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Read the question carefully and pick the option that best applies on you, thanks! 

Part 1 

Gender 

Male 

Female 

 

Age 

18-29 

30-49 

50-65 

66 or over 

 

Do you shop online? 

Yes 

No 

 

Do you shop clothes and/or footwear online?  

Yes  

No 

 

How often do you shop clothes and/or footwear online? 

Weekly 

Sometime in the month 

Sometime every six month 

Someone once a year or less often 

I do not shop clothes and/or footwear online 

 

How do you most often shop your clothes and/or footwear? 

The physical store 

On the Internet 

The same in physically store and online 

I do not shop clothes and/or footwear online 
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Which are your favorite clothes and/or footwear fashion provider online? 

 

_______________________________________________________________________ 

 

Please answer the following questions with your favorite online fashion provider in mind 

 

Part 2 

Please read the statements carefully and choose the option that best fits you. 

The options are ranked 1-7 (1 = Strongly disagree, 7 = Strongly agree) 

  
Strongly disagree                    Strongly agree 

1. LOY1 I will recommend this online company to other 
people (WOM) 1         2         3         4         5         6         7 

2. LOY2 I would recommend this company’s Website to others 
(WOM) 

1         2         3         4         5         6         7 
 

3. LOY3 I would encourage friends and relatives to do 
business with this online company (WOM) 

1         2         3         4         5         6         7 
 

4. LOY4 I would say positive things about this company to 
other people (WOM) 

1         2         3         4         5         6         7 
 

5. LOY5 I intend to continue using this online company (Inten) 1         2         3         4         5         6         7 

6. LOY6 I prefer this online company above others (Inten) 1         2         3         4         5         6         7 

7. LOY7 When I need to make a purchase, this Website is my 
first choice (Inten) 1         2         3         4         5         6         7 

8. LOY8 To me, this Website is the best retail Website to do 
business with (Inten) 

1         2         3         4         5         6         7 
 

9. SAT1 I am generally pleased with this company’s online 
services 

1         2         3         4         5         6         7 
 

10. SAT2 I am very satisfied with this company’s online 
services’ 

1         2         3         4         5         6         7 
 

11. SAT3 The Website of this online company is enjoyable 1         2         3         4         5         6         7 
12. SAT4 I am happy with this online company 1         2         3         4         5         6         7 
13. SAT5 I am satisfied with the product experience at this 
online company 

1         2         3         4         5         6         7 
 

14. TRUST1 I am prepared to give private information to this 
online company 1         2         3         4         5         6         7 

15. TRUST2 I am willing to give my credit card number to this 
online company 

1         2         3         4         5         6         7 
 

16. TRUST3 It is not a problem to pay in advance for 
purchased products from this online company 1         2         3         4         5         6         7 

17. TRUST4 I trust what this online company says about its 
products 

1         2         3         4         5         6         7 
 

18. EOU1 It is easy to get access to this company’s Website 1         2         3         4         5         6         7 
19. EOU2 This site is user friendly 1         2         3         4         5         6         7 
20. EOU3 Navigation on this site is easy 1         2         3         4         5         6         7 
21. EOU4 It is easy to find your way on this site 1         2         3         4         5         6         7 

22. WEB1 The information on this site is attractively displayed 1         2         3         4         5         6         7 
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23. WEB2 The site layout and colors are appealing 1         2         3         4         5         6         7 
24. WEB3 I am satisfied with the site design 1         2         3         4         5         6         7 
25. WEB4 The information on the site is well organized 1         2         3         4         5         6         7 
26. WEB5 The information on the site is easy to understand 
and follow 

1         2         3         4         5         6         7 
 

27. RESP1 It is easy to get in contact with this online company 1         2         3         4         5         6         7 
 

28. RESP2 This online company is interested in feedback 1         2         3         4         5         6         7 
29. RESP3 The online company is prompt in replying to 
queries 

1         2         3         4         5         6         7 
 

30. RESP4 The online company is prompt in replying to 
requests 

1         2         3         4         5         6         7 
 

31. CUST1 I feel that my personal needs have been met when 
using this site 

1         2         3         4         5         6         7 
 

32. CUST2 I feel that my personal needs have been met when 
doing transactions with this online company 1         2         3         4         5         6         7 

33. CUST3 This site provides me with information according 
to my preferences 

1         2         3         4         5         6         7 
 

34. CUST4 This site provides me with products according to 
my preferences 

1         2         3         4         5         6         7 
 

35. CUST5 I feel that the online store has the same norms and 
values as I have 

1         2         3         4         5         6         7 
 

36. ASS1 I feel secure about the electronic payment system of 
this company 

1         2         3         4         5         6         7 
 

37. ASS2 This online company is trustworthy 1         2         3         4         5         6         7 
38. ASS3 I feel secure when providing private information to 
this online company 1         2         3         4         5         6         7 

39. ASS4 I find the online system secure when conducting the 
online transaction 

1         2         3         4         5         6         7 
 

 

What is your monthly income (before taxes)? 

Less than 5.000 

5.000-9.999 

10.000-19.999 

20.000-29.999 

30.000-39.999 

40.000-49.999 

50.000-59.999 

60.000 or more 

N/A 
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What is your occupation?  

High school student 

College student 

University student 

Self-employed 

Employed 

Pensioners 

Unemployed 

Other 

 

What city are you living in?  

_______________________ 

 

To participate in the contest for cinema tickets enter your email below: 

______________________ 

Thanks for your participation!   
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APPENDIX 2: LETTER & QUESTIONNAIRE, SWEDISH VERSION 
 

Lojalitet på Internet 

 

Kära deltagare 

Att handla mode på Internet blir allt vanligare och vanligare. För företag som är verksamma på 

Internet är det viktigt att veta vad Du som konsument är intresserad av för att Du ska bli nöjd och 

återkomma till dem. Detta vill vi undersöka, för att vi som konsumenter i slutändan kan uppleva en 

bättre Internetshopping. 

Vi är två magisterstudenter från Linnéuniversitetet som skriver vår uppsats om vad som är viktigt 

och vad som påverkar för att konsumenter ska återkomma och bli nöjda på modeföretagens 

shoppingsite. Din åsikt och medverkan är därför viktig för oss! Enkäten består av olika frågor och 

påståenden och tar ungefär 10 minuter att svara på. Självklart kommer alla dina svar att behandlas 

anonymt. 

Som tack kan Du dessutom delta i utlottningen av biobiljetter genom att fylla i din e-postadress i 

slutet av enkäten. 

 

Tack för Din hjälp! 

Ellinor Hansen och Erika Jonsson 

Växjö, 2013-04-22  

 

Har du några frågor så kontakta oss gärna på: 

Ellinor Hansen: ehaql09@student.lnu.se 

Erika Jonsson: ej222jj@student.lnu.se 

 

 

Linnéuniversitetet, Växjö, Våren 2013 

Examinator: Sarah Philipson: sarah.philipson@lnu.se 

Handledare: Setayesh Sattari: setayesh.sattari@lnu.se 

 



 
95 

 

 
 



 
96 

 

 

 



 
97 

 

 

 



 
98 

 

 

 



 
99 

 

 

 
 



 
100 

 

 

 
 

 
 

 

 

 

 

 



 
101 

APPENDIX 3: DESCRIPTIVE DATA 
 

Item Distribution of responses Central tendency 
 1 

Stron
gly 

disagr
ee 

2 3 4 5 6 
7 

Strongly 
agree 

Mean Median Mode 

LOY 1 
Willingness of 
recommendation 
(company) 

0,9% 1,4% 4,2 % 13,7% 15,6% 23,1% 41,0% 5,75 6 7 

LOY2 
Willingness of 
recommendation 
(Website) 

0% 2,4% 4,2% 14,6% 20,3% 18,9% 39,6% 5,68 6 7 

LOY3 Encourage 
relatives and 
friends 

0,5% 2,8% 6,1% 16,5% 17,0% 21,7% 35,4% 5,53 6 7 

LOY4 Say 
positive things 0% 0,9% 3,3% 14,6% 20,3% 21,7% 39,2% 5,76 6 7 

LOY5 Continue 
using 0,5% 1,9% 1,9% 9,4% 17,9% 23,1% 45,3% 5,93 6 7 

LOY6 Prefer 
above other 1,9% 4,2% 8,5% 21,2% 18,9% 18,4% 26,9% 5,14 5 7 

LOY7 First 
choice 3,3% 5,7% 8,0% 21,2% 23,1% 11,3% 27,4% 4,99 5 7 

LOY8 Best retail 
Website 1,9% 5,7% 10,4% 21,7% 18,9% 18,4% 23,1% 4,98 5 7 

SAT1 Generally 
pleased 1,4% 0% 2,8% 15,1% 22,6% 13,2% 27,8% 5,59 6 6 

SAT2 Very 
satisfied 0,5% 1,4% 4,7% 22,6% 24,5% 23,6% 22,6% 5.31 5 5 

SAT3 Enjoyable 0,5% 0,9% 6,6% 18,9% 23,1% 23,6% 26,7% 5,40 5,5 7 
SAT4 Happy 0% 2,4% 1,4% 13,2% 24,5% 23,6% 34,9% 5,70 6 7 
SAT5 Product 
experience 0,9% 0,9% 4,2% 16,5% 22,2% 32,5% 22,6% 4,46 6 6 

TRUST1 Private 
information 2,8% 5,2% 7,1% 17,9% 20,3% 18,4% 28,3% 5,16 5 7 

TRUST2 Credit 
card number 9,9% 11,3% 7,1% 14,6% 14,6% 16,0% 26,4% 4,67 5 7 

TRUST3 Pay in 
advance 7,5% 4,2% 7,1% 15,1% 14,2% 14,6% 37,3% 5,17 6 7 

TRUST4 Trust 
the product 
information 

0,5% 3,3% 6,1% 14,2% 25,5% 22,6% 27,8% 5,40 6 7 

EOU1 Website’s 
accessibility 0% 0,9% 0,9% 7,1% 16,0% 21,2% 53,8% 6,17 7 7 

EOU2 Website’s 
user friendliness 0% 1,4% 3,8% 13,2% 23,1% 24,5% 34,0% 5,67 6 7 

EOU3 
Website’s 
navigation 

0% 0,9% 3,8% 13,2% 21,7% 26,9% 33,5% 5,70 6 7 

EOU4 
Website’s 
findability 

0% 0,5% 3,8% 9,4% 24,1% 28,8% 33,5% 5,77 6 7 
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WEB1 
Attractiveness of 
info 

0,5% 0,5% 4,2% 15,6% 25,5% 30,7% 23,1% 5,50 6 6 

WEB2 
Appealing layout 1,9% 0,9% 5,7% 19,3% 19,8% 25,9% 26,4% 5,38 6 7 

WEB3 
Satisfaction of 
design 

0,5% 2,4% 3,3% 18,4% 23,6% 26,9% 25,0% 5,43 6 6 

WEB4 
Organization of 
info 

0,5% 0,9% 6,1% 18,9% 22,6% 28,8% 22,2% 5,37 6 6 

WEB5 
Understanding of 
info 

0% 0,5% 5,2% 16,5% 22,2% 29,2% 26,4% 5,54 6 6 

RESP1 Easiness 
of contact 1,4% 1,4% 9,4% 25,0% 15,6% 25,5% 21,7% 5,15 5 6 

RESP2 
Prompt of 
feedback 

2,8% 2,8% 12,7% 43,4% 14,6% 13,2% 10,4% 4,45 4 4 

RESP3 
Prompt of 
replying queries 

2,4% 0,9% 12,7% 40,6% 17,5% 11,8% 14,2% 4,62 4 4 

RESP4 
Interest of 
replying requests 

0,9% 2,4% 9,9% 51,0% 19,8% 13,2% 11,8% 4,61 4 4 

CUST1 Needs 
met using site 0% 1,9% 6,1% 20,3% 25,0% 24,5% 22,2% 5,31 5 5 

CUST2 
Needs met during 
transaction 

0,5% 1,9% 5,7% 21,2% 26,4% 21,7% 22,6% 5,27 5 5 

CUST3 
Desirable 
information 

0% 0,9% 5,7% 20,3% 32,5% 21,2% 19,3% 5,25 5 5 

CUST4 
Desirable products 0% 2,4% 3,8% 16,5% 28,3% 24,1% 25,0% 5,43 5 5 

CUST5 
Accordance with 
values/norms 

2,8% 2,8% 13,7% 34,0% 18,9% 14,2% 13,7% 4,60 4 4 

ASS1 
Secure 
payment 
system 

2,4% 2,8% 3,3% 15,6% 18,4% 25,5% 32,1% 5,50 6 7 

ASS2 
Company is 
trustworthy 

0,9% 1,9% 1,4% 11,3% 22,2% 22,6% 39,6% 5,78 6 7 

ASS3 
Secure leaving 
private 
info 

1,4% 1,9% 5,7% 15,6% 22,6% 24,5% 28,3% 5,43 6 7 

ASS4 
System secure for 
transaction 

2,4% 1,9& 6,1% 11,8% 25,9% 21,7% 30,2% 5,43 6 7 
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APPENDIX 4: PEARSON CORRELATION ANALYSIS 
 

  LOY SAT TRUST EOU/WEB ASS RESP 

E-Loyalty 
Pearson 

Correlation 
1 
  

Sig.  

E-Satisfaction 
Pearson 

Correlation ,758** 1 
 

Sig. ,000  

E-Trust 
Pearson 

Correlation ,493** ,536** 1 
  

Sig. ,000 ,000  

Ease of use/ Web 
design 

Pearson 
Correlation ,498** ,712** ,441** 1 

  

Sig. ,000 ,000 ,000   

Assurance 
Pearson 

Correlation ,406** ,535** ,748** ,525** 1 
 

Sig. ,000 ,000 ,000 ,000  

Responsiveness 
Pearson 

Correlation ,595** ,630** ,429** ,514** ,377** 1 
 

Sig. ,000 ,000 ,000 ,000 ,000  
 Pearson Correlation (**Correlation is significant at the 0.01 level (2-tailed)) 
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APPENDIX 5: HYPOTHESES TEST 
 

 
Hypothesis 

Standardized Coefficient Sig. Hypothesis status Beta (β) 
H1. E-satisfaction directly 
and positively influence e-
loyalty 

 
0,676 

 
0,000 Supported 

H2. E-trust directly and 
positively influence e-
loyalty 

0,171 0,013 Supported 

H6a. Ease of use/ Web 
design directly and 
positively influence e-
loyalty 

-0,103 0,111 Not supported 

H6b. Responsiveness 
directly and positively 
influence e-loyalty 

0,187 0,001 Supported 

H6c. Assurance directly 
and positively influence e-
loyalty 

-0,100 0,151 Not supported 

H3. E-trust directly and 
positively influences e-
satisfaction 

 
0,156 

 
0,018 

 
Supported 

H4a. Ease of use/ Web 
design directly and 
positively influences e-
satisfaction 

0,451 0,000 Supported 

H4b. Responsiveness 
directly and positively 
influences e-satisfaction 

0,306 0,000 Supported 

H4c. Assurance directly 
and positively influences 
e-satisfaction 

0,066 0,323 Not supported 

H5a. Ease of use/ Web 
design directly and 
positively influences e-
trust 

-0,009 0,873 Not supported 

H5b. Responsiveness 
directly and positively 
influences e-trust 

0,175 0,001 Supported 

H5c. Assurance directly 
and positively influences 
e-trust 

0,687 0,000 Supported 
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Linnaeus University – a firm focus on quality and competence  
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This new 

university is the product of a will to improve the quality, enhance the appeal and boost the development potential of 

teaching and research, at the same time as it plays a prominent role in working closely together with local society. 

Linnaeus University offers an attractive knowledge environment characterised by high quality and a competitive 

portfolio of skills. 

 
Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, creative 

thinking and practical innovations. For us, the focus is on proximity to our students, but also on the world around us and 

the future ahead. 
 

 

 

 

 

 

 

Linnæus University 

SE-39182 Kalmar/SE-35195 Växjö 

Telefon 0772-288000 
 

	  


