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ABSTRACT

E-loyaltyhasreceivedgreatinterestfromresearchersasakeyelementforcustomerretentionand
thegrowthoffirmsaswellasgainingnewcustomers.Thisstudyaimstoinvestigate theimpact
oftheelectronicwebsiteservicesqualityone-loyaltyinthecompanieslistedwithinPaltelusing
electronicsatisfactionasamediatingvariable.Sevendimensionsofe-servicequalityareexamined
includingcontent,structure,interaction,presentation,responsiveness,e-security,andreliability.The
quantitativeresearchapproachisconductedonthereturned393validsurveys.Thefindingsrevealed
andemphasizedtheroleplayedbye-satisfactionasamediatingvariablebetweentheindependent
variable’sdimensionsandtheindependentvariable.
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1. INTRodUCTIoN

Duringthepasttwodecadeswiththeacceleratinguseoftheinternet,thewayofcommunication
anddoingbusinesshaschanged.E-commerce,e-business,ande-servicesbecamecommonformsof
sellingandbuyingproductsandservicesthroughinternetwebsites.Themostcommonformofonline
shoppingisB2Ce-commerceindevelopingcountries(Turbanetal.,2015).Despitetheevolutionin
communication,wirelesstechnologyandtheelectronicvalue-addedservices,therateofPalestinian
customerswhouseonlineservicesislimited.AccordingtothestatisticspublishedbythePalestinian
BureauofStatisticsonitsofficialwebsite,thepercentageofinternetusersinWestBankreached
51.4%ofthepopulationin2014,though;only7.5%usedtheinternetforgettinginformationabout
goodsorservices.PalestinianTelecommunicationGroup(Paltel)providesavarietyofservicesin
telecommunicationsectorincludinglocalandinternationalfixedtelephonyservices,internet,data
communications,mobileservicesandnextgenerationservices.

Althoughthatthecommonformofprovidingservicestocustomersisthetraditionalapproach
inwhichcustomersgoto theserviceprovidingcentersandinteractdirectlywith theemployees;
Currently,Paltelaswellasmanyservice-providingcompaniesaremovingtowardelectronicservice
approach.Inthisapproach,thecontextisdifferent,customersinteractwiththeserviceproviders
throughawebsite,inwhichtheyhavetofillelectronicforms,askfororcancelaspecificservice,
enquiryaboutcertainservices,submitacomplaint,orreportaboutafaultinservices.

Theproblemwithonlineshoppingandservicesisthatcustomersarenotcommittedtoaparticular
website.Thus,thequestioniswhethercustomershaveloyaltytocertaine-commercewebsitesor
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toa specific serviceproviderandwhat factorsmayhave influenceon their loyalty toa specific
electronicwebsite.Toanswerthesequestionstheresearcherwillconductthisstudytoinvestigate
thosefactorsrelatedtowebsiteservicesqualityofPalestiniantelecommunicationgroupandtheir
potentialimpactoncustomers’e-loyaltywithe-satisfactionasmediatingvariableparticularlythat
themediatingroleofe-satisfactionhasbeenapprovedbyseveralstudies(Sugiharto,2017;Al-dweeri
etal.,2017;Shu-pei,2017).

Arepeatedfactorfornotusingonlineservicesamonginternetusersisthelackofsatisfaction
in e-service provider’s website (Kim et al, 2009). Customer satisfaction has been found to be a
significantfactorthathasinfluenceoncustomerloyalty(Caruana,2002;Cyr,2008;Kimetal.,2009;
Eid,2011).Similarly,Bashar&Wasiq(2013)revealedthatcustomersatisfactionhasasignificant
positiveinfluenceonthee-loyaltyofcyberconsumers.

Giventheimportanceofe-loyaltyforcustomers’retentionandthegrowthoffirmsaswellas
gainingnewcustomers;E-loyaltyreceivedagreatinterestfromresearchers.Unfortunately,researchin
e-loyaltyintheArabworldareverylimited(Eid,2011).Severalfactorshaveanimpactoncustomers’
e-satisfactionande-loyalty.Amongthemajorfactorsthathavebeenstudiedinawidescaleinthe
developedcountriesarewebsiteservicesqualitydimensions(Al-Manasraetal.,2013;Eid,2011;
Kimetal.,2009;Cyr,2008).

Awebsiteistheelementarymechanismthroughwhichanyfirmthatconductsbusinessonthe
Internet,advertisesitsproductsorservicesandattractscustomers(Turbanetal.,2015,744).The
qualityoftheofferedservicesthroughthewebsiteisextremelyimportantparticularlythate-service
qualityisavitalfactorinfluencingtheonlineshoppingexperience(Turketal,2012).

PeopleinPalestinearenotfamiliarwithonlineservicesasthestatisticsaboveshowed.Familiarity
withanInternetserviceprovideranditsprocessesinfluencethecustomers(Gefen,2000).Inaddition,
Manyscholarsemphasizedtheeffectofcultureonsocietiesandindividual.Palestiniansocietyin
generalavoidsuncertainty(Jaber,2015).Therefore,duetotherecencyoftheelectronicservicesin
Palestinecomparedtodevelopedcountries,andtheabsenceofphysical interactionsbetweenthe
customersandtheserviceproviderssomeambiguitymightbecreated,asaresult,thismaynegatively
affecttheirlevelofsatisfaction.Ultimately,affectingthecustomers’e-loyaltytotheserviceprovideras
manystudieshaveshownthatcustomersatisfactioninfluencespurchaseintentionsandpost-purchase
attitudestowardthecompanyYi(1990,104).

Thispaperisstructuredinninesectionsasfollows:thenextsectionreviewstherelatedliterature;
sectionthreepresentsthemethodologyfollowedbyconstructsdefinitions;sectionfivesuggeststhe
researchmodelandhypotheses;sectionsixprovidesdataanalysis;sectionseventeststheproposed
hypotheses; section eight presents the discussion of findings; and finally section nine derives
conclusionsandsuggestssomerecommendations.

2. LITERATURE REVIEW

E-servicequality(E-SQ)couldbedefinedastheoverallconsumers’evaluationandjudgmentofthe
excellenceandqualityoftheofferedelectronicserviceinthevirtualmarketplace(Santos,2003).

Aconsiderable amountof researchhavebeen conducted to examine thedirect influenceof
e-servicequalitydimensionsone-loyalty,ortheindirectinfluencethroughmediatingvariablessuch
ase-satisfactionore-trust.Thesestudiesincludedvariouse-servicequalitydimensionsaccordingto
theirrelevancetothecontextofthestudy.

2.1 Relationship Between E-Service Quality and E-Loyalty
Theresultsofpreviousstudiesindicatethatthereisapositiveandcrediblerelationshipbetweenthe
qualityofe-servicesande-loyalty.Severalstudieshavepointedtotheexistenceoftheserelationships.
OneoftheearliestofthesestudiesisthestudyofWolfinbarger&Gilly(2003),whichusedthee-TailQ
scale tomeasure thedeterminantsofe-loyalty.Thestudyreliedonfourdimensionsofe-service
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quality:sitedesign,reliability,andsecurity/privacy.Thestudyconcludedthatthereisastrongand
directimpactofalldimensionsone-loyalty,withsitedesignasthemostinfluencingfactor.Inanother
studybySwaid&Wigand(2009)sixdimensionsofe-service(websiteusability,informationquality,
reliability,responsiveness,personalization,assurance)wereexaminedasdeterminantsofthreetypes
ofserviceloyalty(preferenceloyalty,pricetolerance,complainingbehavior).Thefindingsrevealed
thatthee-servicequalitydimensionsarerelatedtothedifferenttypesofcustomerloyaltyexceptfor
personalization.Reliabilityandassurancearethemostimportantdimensionsinfluencingfavorable
loyaltyaspectssuchascommunicatingpositiveword-of-mouth,re-purchaseintentions,andloyalty
underincreasedpricing.

Tandonetal.(2017)studyadoptedninedimensionsasdeterminantsofe-loyalty(navigation,
easeofunderstanding, informationusefulness,websitedesign,easeofuse,securityandprivacy,
easeofordering,andcustomization).Theresultsshowedthatwebsitequalitydimensionspositively
affect customer satisfactionand repurchase intention, and thatwebsite servicequalitycanaffect
repurchaseintentionthroughmediatorslikecustomersatisfaction.Similarresultswereobtainedby
Winnie(2014)andHashemi(2016).

2.2 Relationship Between E-Service Quality dimensions and E-Satisfaction
The link between the e-service quality dimensions and e-satisfaction is one of the most closely
relatedtopicsintheliteratureofe-commerceande-marketing,especiallywiththegrowinggrowth
ofe-transactionsintheserviceindustry.Thesuccessofanyprojectdependsonthelevelofcustomer
satisfaction,bothintraditionalandonlinemarketing(Nisar&Prabhakar,2017.)Severalstudieshave
supportedastrongpositiverelationshipbetweentheexclusionofqualitye-servicesande-satisfaction
(Al-Hawary&Al-Smeran,2017;ChangandWang,2011;Zavarehetal.,2012).FirdousandFarooqi,
2017)indicatedthat thequalityofe-servicesisanimportantfactorinmaintainingacompetitive
advantageandmaintainingasatisfactoryrelationshipwithcustomers.

2.3 Relationship Between E-Satisfaction and E-Loyalty
Kotler et al. (2005) says that quality of services begins by identifying customer needs and thus
influencingtheirsatisfactionandendingwith loyalty.Therefore, improvingservicequality leads
to improvedcustomersatisfaction,whichin turnleadsto loyalty.Moon(2016)believesthatdue
tothelackofdirectcontactwithgoodsandservicesforonlinecustomerstherelationshipbetween
satisfactionandloyaltybecomesstrongerandmoreimportantintheelectronicenvironmentthanin
thetraditionalenvironment.Manystudiessupportedthisrelationship(Anderson&Srinivasan,2003;
Eid,2011;Ismail&Safa,2014;Jeonetal.,2017;Luran&Lin,2003;Sugiharto,2017:Al-dweeri
etal.,2017).Table1summarizessomeofthepreviousstudiesthatexaminedtheserelationships.

Thepreceding reviewof literature indicates thatmostof the studiesemphasized the roleof
e-satisfactionasamediatingvariablebetweenwebsiteservicesqualityande-loyalty.Unfortunately,
themajorityofthesestudieshavebeenconductedindevelopedcountriesandveryfewstudieshave
investigatedtheArabcontext.Therefore,thisstudyaimstofillthegapintheliteratureregardingArab
studiesaboute-loyalty.Additionally,theareasinwhichthesestudieswereconducteddiversified,
includingbanking(Sugiharto,2017;López-Miguens&Vázquez,2016);tourism(Shu-pei,2017;Abou-
Shouk&Khalifa,2016);financialservices(LadhariandLeclerc,2013);ande-commerce(Al-dweeri
etal.,2017;Moon,2013;Eid,2011;Yang,2008).Regardingtelecommunicationsector,thereisa
hugeshortageinstudiesrelatedtoe-loyaltyinthisindustry.Therefore,thecurrentstudyisdedicated
toanalyzingtheroleofthee-servicequalitydimensionsone-loyaltyinthetelecommunicationssector
duetotheimportanceofthissectorinthePalestinianeconomyinparticularandtheimportantrole
oftelecommunicationsinthelivesofindividualsingeneral.
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Table 1. Some of the previous studies related to e-loyalty

Research Context Independent Variables Mediating Variables Dependent Variables

Shu-pei(2017) Tourism 1.Functionality
(informationalusefulness,
navigationaleffectiveness)
2.Emotionaldimension
(aestheticappeal,
entertainment)
3.Thesymbolic
dimension(social
presence,self-concept
congruity)

e-satisfaction
e-trust

e-loyalty

López-Miguens&
Vázquez(2017)

Banking 1.Websitequality
2.Switchingbarriers

e-satisfaction
e-trust

e-loyalty

Jeonetal.,(2017) lodgingindustry 1.Perceivedwebsite
quality
2.Functionality
3.Customization
4.Reputation

customersatisfaction
returnintentions

e-loyalty

Al-dweerietal.,(2017) e-shopping electronicservicequality
(e-SQ)

e-satisfaction
e-trust

e-loyalty

Sugiharto(2017) Banking 1.Accessibilityand
security
2.Supportingfacilities
completeness
3.Informationquality
4.Supportingcustomer
needs
5.Design

e-satisfaction e-loyalty

Abou-Shouk&Khalifa
(2016)

Tourism 1.Informationcontent
2.Websitedesign
3.Interactivity
4.Responsiveness
5.Easeofuse
6.Websiteappeal
7.Innovativeness
8.Marketingimage
9.Onlineprocesses
10.Viablesubstitute

purchasingbehavior
e-loyaltyimplementedin
(reuseandrecommend)

Romadhonietal.,(2015) ALiteraturereview 1.e-servicequality
2.e-satisfaction
3.e-trust
4.e-commitment

e-loyalty

Sanz-Blasetal.,(2014) Accommodationservices 1.e-servicequality
2.Trust
3.Commitment

Loyalty

LadhariandLeclerc
(2013)

Onlinefinancialservices 1.Efficiency
2.Responsiveness
3.Informationquality
4.Websitedesign

e-satisfaction
e-trust

e-loyalty

Moon(2013) e-commerce 1.Tangiblee-service
qualitydimensions
(webdesignesthetics,
easeofuse,virtualtour
visualization)
2.Intangiblee-service
qualitydimensions
(Informationcontent,
Reliability,Security,
Customization)

e-satisfaction e-loyalty

Eid(2011) e-commerce 1.Informationquality
2.Interfacequality
3.Perceivedsecurity
4.Perceivedprivacy

e-satisfaction
e-trust

e-loyalty

Yang(2008) e-commerce 1.Systemquality
2.Informationquality
3.E-servicequality

e-satisfaction e-loyalty
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3. METHodoLoGy

Inthisstudy,theresearcheraimstostudy,analyzeandexplaintheinfluenceofwebsiteelectronic
servicesqualityofPaltel on the customers’ e-loyaltywith e-satisfaction as amediatingvariable
usingaquantitativeapproach.Thequantitativeapproachwillbeusedtomeasuretheinfluenceof
independentvariablesonthemediatingvariableandtheinfluenceofindependentvariablesonthe
dependent variable as well as the influence of independent variables on the dependent variable
throughthemediatingvariable.Thereasonforselectingthequantitativeapproachisthatthisstudy
isdeductiveandexplanatoryinitsnature.Saundersetal.,(2009)indicatedthatdeductionapproach
possesses four important attributes. First, the ability to explain causal relationships between the
studiedvariables.Second,abilitytocontrolhypothesestesting.Third,theoperationalizationofthe
conceptsisnecessary.Finally,theabilitytogeneralizethefindings.Becauseoftheseattributes,the
quantitativeapproachisthemostsuitableapproachtoanalyzethecollecteddata.Thepopulationof
thisresearchisthePalestiniansocietymemberswhousePaltelwebsiteforgettinginformationand
conductingtransactionsrelatedtotheservicesofferedbythecompany.

Accordingtotheannualreport2016ofthePalestinianTelecommunicationGroup,thenumber
oftheparticipantsis3.688Million.Asmentionedbefore,theoverallpercentageofinternetusersin
Palestineis51.4%,withonly7.5%amongthemusetheinternetforgettinginformationaboutgoods
orservices.Becauseofthelackofofficialstatisticsaboutthepercentageofthoseparticipantswhouse
theelectronicservicesprovidedbyPaltelgroup,theresearcherisgoingtoassumethattheparticipants
ofthegrouparearepresentativesampleofthePalestiniansociety.Thus,usethe7.5%percentageto
calculatethenumberoftheparticipantswhousethee-serviceofthewebsite.Therefore,thestudy
populationcouldbecalculatedasfollows:

Thenumberofelectronicservicesusers=7.5%*51.4%*3,688,000=142,173
Thus, the study population is 142,173. According to Daniel and Cross (2013) formula for

calculatingsamplesizetheresearcherhastocollectatleast384surveyitemssothattheresultscan
begeneralizedonthepopulation.

Atotalof460questionnairehavebeendistributed.Ofthe407returnedquestionnaires,only393
questionnaireswereanalyzedusingSPSSandPLS.70.7%oftheparticipantsweremalesand77.9%
ofthemwerebetween24-50yearsofage.Themajorityofparticipants(80%)haveatleastthefirst
universitydegree.Morethan60%ofrespondentsliveinthemaincities(Ramallah,Hebron,Nablus,
Jenin,andBethlehem).

4. CoNSTRUCTS dEFINITIoNS

4.1 E-Service Quality and Its dimensions
E-servicesare“Web-basedinitiativesthatimproveserviceindustriesandcustomerservice”(Turban
etal,2015:674).).E-servicescouldbedefinedas“theconsumer’sevaluationofprocessandoutcome
quality of the interaction with a service provider’s electronic channels” (Gummerus et al.,2004,
177).E-servicequalitydimensionsvariedamongresarchers.Forexample,Shu-pei(2017)examined
e-servicequalitydimensionsintourismsectorusingthreemaindimensionsincludingFunctionality
(informational usefulness, navigational effectiveness); Emotional dimension (aesthetic appeal,
entertainment);andThesymbolicdimension(socialpresence,self-conceptcongruity).Ontheother
hand,Al-Hawary&Al-Smeran(2017)inbankingsectorusedsixdimensionsfore-servicequality:
Easeofuse;Reliability;Design;Responsiveness;Privacy;andEffectiveness.

AccordingtoCristobal,etal.,(2007),researchrelatedtoe-servicescouldbeclassifiedintotwo
maincategories:thefirstonefocusesononlineretailingservicequality,whilethesecondfocuses
onwebsitequality.Thisstudywillconcentrateonthesecondcategory.Inthecurrentstudy,seven
e-servicequalitydimensionswillbeincluded.Thesearecontent,structure,interaction(easeofuse),
presentation,responsiveness,e-securityandreliability.
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4.1.1 Content
Contentreferstotheinformationonthewebsite(Gangulyetal,2010).Abou-Shouk&Khalifa,(2016)
definedthecontentofthewebsiteasthematerialandinformationdisplayedonthewebsiteofthe
serviceprovider.Fanetal.,(2013)defineditastheavailabilityofusefulandvaluableinformation
aboutproductsandservicesdisplayedonthewebsite.

4.1.2 Structure
Structureisdefinedastheabilityofthewebsitetogivethecustomeraclearlistofproductsand
servicesavailableandprovidingmechanismstohelphimfindwhathewantsinanorganizedmanner
(López-Miguens&Vázquez,2017).

Flaviánetal.(2006)pointedthattheintroductionofvalue-addedservicesthatareaccessedeasily
helpinestablishingsustainablerelationshipswithcustomers.

4.1.3 Interaction (Ease of Use)
Easeofuseisdefinedastheabilityofcustomerstonavigatethewebsitethroughaconvenientinterface
(Moon,2013).Creatinganeasy-to-useinterfacebetweenhumanandcomputeristheprimarytask
ofwebsitedesigners(Rosenfeld&Morville,2002,10).

4.1.4 Presentation
Presentationreferstotheaestheticpropertiesofthesite.Itisdefinedasthedegreetowhichthesiteis
visuallyattractiveandinnovativethroughawell-organizedinterface(Tingetal.,2016).Turbanetal.
(2015)notedthattheappearanceandattractivenessofthesiteareamongthefactorsthatcustomers
considerwhenassessingawebsite.Theoverallappearanceofthesiteresultsfromtheinteractionof
manyelementsincludingcolors,textreadability,easeofnavigation,graphicsandanimation.

4.1.5 Responsiveness
Responsivenessisdefinedasthedesiretohelpcustomersbyansweringqueries(LadhariandLeclerc,
2013).Ontheotherhand,Turbanetal.,(2015)usedthetermcustomerservice,toreflectsthemeans
bywhichcustomersinteractwiththecompanyandthatthequickresponsetocustomerquestions
canhelpbuildlong-termandsustainablerelationshipswithcustomersthatbenefitbothCompany
andcustomers.

4.1.6 E-security
E-securityisdefinedastheavailabilityofmechanismstoensuresecuretransmissionofcustomer
information.Wolfinbarger andGilly (2003)pointedout that privacy/security is oneof themost
importantfactorsonwhichcustomersrelyforsitegovernance.Theavailabilityofsufficienttechnical
capacitytoensurethatnootherorganizationreplacesitsidentityontheInternet,orthehackerintercepts
datasentorusedbyanythirdparty(Flavián&Guinalíu,2006).Perceivedsecuritymaybedefinedas
thesubjectiveprobabilitywithwhichconsumersbelievethattheirpersonalinformation(privateand
monetary)willnotbeviewed,stored,andmanipulatedduringtransitandstoragebyinappropriate
partiesinamannerconsistentwiththeirconfidentexpectations.

4.1.7 Reliability
Reliabilityistheextenttowhichthewebsiteiscommittedtoperformingthepromisedservicesto
customersinthemannerpromised.Inaddition,guaranteeingthepropertechnicalperformanceof
thesiteingeneral(Mohammedetal.,2016).Ithasemergedasoneofthemostimportantfactors
determiningthequalityof thesite(Ahmadetal.,2016).Studieshaveshownthatsupportingthe
promisesofserviceandtheabilitytomeetthemarefactorsthathelptoachievingcustomersatisfaction
(Yang&Fang,2004,SwaidandWigand,2007)andultimatelycustomers’loyalty.
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4.2 E-Satisfaction
Satisfactionisaprerequisiteforestablishinglongtermrelationships.Similarly,intheonlinecontext,
E-satisfactionisessentialformaintaininggoodrelationswithcustomersandbuildcustomerloyalty
(Constantin,2013).E-satisfactioncouldbedefinedas the stateofpleasant fulfillmentabout the
previousonlineexperienceinbrowsingandpurchasinginagivene-vendorwebsite(Tangetal,2005).
ItisoneofthemostimportantsuccessfactorsintheB2Conlineenvironment(Turbanetal.,2015).

4.3 E-Loyalty
SafaandVonSolms(2016)definede-loyaltyascustomers’willingtorepurchasefromthesame
e-vendorbasedontheirpreviousexperiences’.E-loyaltyisamultidimensionalconceptthatcanbe
measuredthroughbehavioralandattitudinalapproach(Jeonet.al,2017).AccordingtoTanner&
Raymond(2011,491)thebehavioralapproachis therateofrepeatedpurchasesconductedbythe
customer;whereas theattitudinalapproach reflects thepsychologicalaspectand themotives for
purchasingbehavior.Bothapproachesareimportanttoexplaintheconceptofe-loyalty.

5. HyPoTHESES ANd RESEARCH ModEL

E-servicequalityinthecurrentstudyiscomposedofsevendimensions(content,structure,interaction,
presentation,responsiveness,e-securityandreliability).Fourmainhypothesesareformulated:the
firsthypothesis(H01)tostudythedirectimpactofeachofthee-servicequalitydimensionsofthe
websiteone-loyaltydirectly.Thus,thefirsthypothesisisdividedintosevensub-hypotheses(H01-1,
H01-2,H01-3,H01-4,H01-5,H01-6,H01-7).Thesecondhypothesis (H02) is toexamine the impactofeach
e-servicequalitydimensionone-satisfaction.Thus,itisdividedintosevensub-hypotheses(H02-1,
H02-2,H02-3,H02-4,H02-5,H02-6,H02-7).Thethirdhypothesis(H03)toexaminetheimpactofe-satisfactionon
e-loyalty.Finally,thefourthhypothesis(H04)tostudytheimpactofeache-servicequalitydimension
one-loyaltythroughe-satisfactionasamediator.Therefore,Itisdividedintosevensub-hypotheses
(H04-1,H04-2,H04-3,H04-4,H04-5,H04-6,H04-7).

BasedontheongoingreviewofrelatedliteraturethefollowingmodelisproposedinFigure1.

6. dATA ANALySIS

6.1 Validity and Reliability
CronbachAlpha(CA)hasbeenusedtotestthereliabilityoftheconstructs.Table2showsthevalues
of(CA)fortheconstructs.Allvalueswereabovethecutoffvalueof0.60(Saundresetal.,2009)
implyingthatthemodelconstructsarereliableforanalysis.Ontheotherhand,theaveragevariance
extracted(AVE)suggestedbyFornellandLarcker(1981)hasbeenappliedtomeasuretheconvergent
validity,thevaluesofAVEforallconstructsexceeded0.50.Thusallconstructsarevalidforanalysis.
Table3indicatestheseresults.

6.2 Path Loadings for Proposed Model
Figure2showstheresultsofthefactorsanalysisfortheninevariablesusedintheresearchmodel.
Sevenvariablesarerelatedtotheindependentconstruct(content,structure,interaction,presentation,
responsiveness,e-security,andreliability)whilethetwoothervariablesarerelatedtothemediating
variable(e-satisfaction)andthedependentvariable(e-loyalty).Thepathloadingsforallvariables
wereabove(0.55)exceptthethirditemoftheinteractionvariable,andthefirstitemofthedependent
variables (e-loyalty). The values of these two items were less than (0.55), therefore they are
unacceptableforanalysis(Falk&Miller,1992).
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6.3 Path Loadings for Modified Model
Figure3.showstheresultsofthefactorsanalysisforthemodifiedmodel.Thevaluesofthepath
loadingsforallvariableswereabove(0.55).Thus,allvariablesareacceptableforanalysis.

Figure 1. Proposed model

Table 2. Cronbach Alpha Values for the constructs

Service quality 
Dimension

Items number CA Value

1 Content 5 0.752

2 Structure 4 0.699

3 Interaction 4 0.711

4 Presentation 4 0.795

5 Responsiveness 4 0.753

6 E-security 4 0.866

7 Reliability 4 0.750

8 E-satisfaction 4 0.787

9 E-loyalty 5 0.749
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6.4 R2 Test
BasedonFigure3,theR2isusedtodeterminethedirectrelationshipbetweenthewebsiteservices
qualityinitsdimensions(content,structure,easeofuse,generalappearance,response,e-security,
reliability)andthedependentvariable(e-loyalty).Aswellastherelationshipbetweenthewebsite
servicesqualitydimensionsandthedependentvariable(e-loyalty)throughtheintermediatevariable

Table 3. AVE Values

Independent 
Variables

Average Variance 
Extracted (AVE)

1 Content 0.502773

2 Structure 0.526319

3 Interaction 0.636369

4 Presentation 0.623307

5 Responsiveness 0.578567

6 E-security 0.714240

7 Reliability 0.569949

8 E-satisfaction 0.621474

9 E-loyalty 0.581567

Figure 2. Path loadings for proposed model
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(e-satisfaction). As shown in Table 4, the R2 value for the variable (e-services quality) without
mediationis0.422whichisabovethevalueof0.25determinedby(GaurandGaur,2006).Similarly,
thevalueofR2forthevariable(websiteservicesquality)withmediationis0.452anditisabove
thevalueof0.25.Inaddition,thepercentageofchangeinthevalueofR2was3%(from0.422)to
(0.452),Thismeansthat45%ofchangesine-loyaltyisattributedtothechangesintheindependent
variable(websiteservicesquality) in itsdimensions(content,structure, interaction,presentation,
responsiveness,e-security,reliability).

7. HyPoTHESES TEST

The systematic analysis of the proposed model was used in order to provide a comprehensive
explanationofthefindings,aswellastotestthehypothesesofthemodelusingBootstrappingin
smartPLStofindTvalue.

7.1 Testing the First Main Hypothesis
Inordertotestthedirectrelationshipbetweenthewebsiteservicesqualityinitsdimensions(content,
structure,interaction,presentation,responsiveness,e-security,reliability)andthedependentvariable
(e-loyalty)withoutmediation,thetvalueforthedimensionsofthewebsiteservicesqualityone-loyalty
werecalculated.Table5illustratesthesevalues:

TheresultsofTable6indicatethatfivedimensionsofthewebsiteservicequalityhaveadirect
influence on the dependent variable e-loyalty. These are structure, presentation, responsiveness,
e-security,andreliabilitysincetheirtvaluesarehigherthan1.65determinedby(FalkandMiller,
1992)atthelevelofsignificance(0.05).Theseresultsleadtotherejectionofthenullhypotheses

Figure 3. Path loadings for modified model
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(H01-2,H01-4,H01-5,H01-6,andH01-7)andacceptingthecorrespondingalternativehypotheses,which
impliesthatadirectimpactofeachofthesedimensionsone-loyaltydoesexist.Ontheotherhand,
theremainingtwodimensionscontentandinteractionhadnodirectimpactonthedependentvariable,
astheirtvaluesarelessthanthecutoffvalueof1.65(FalkandMiller,1992).Resultinginfailingto
rejectthenullhypothesesassociatedwiththesetwodimensions.

7.2 Testing the Second Main Hypothesis
Totestthesecondmainhypothesisthatdeterminestherelationshipbetweenthewebsiteservices
qualitydimensions(content,structure,interaction,presentation,responsiveness,e-security,reliability)
ande-satisfaction,thetvalueswerecalculatedasshowninTable6.

Theresultsoftheanalysisofthedirectrelationshipbetweentheindependentvariable(website
services quality dimensions) and the dependent variable (e-satisfaction) indicate that the seven
dimensionshavedirectimpactone-satisfactionsincethetvalueofeachdimensionishigherthan
1.65(FalkandMiller,1992).Basedontheseresults,thenullhypotheses(H02-1,H02-2,H02-3,H02-4,H02-5,
H02-6,andH02-7)arerejected,andthecorrespondingalternativehypothesesareaccepted.

7.3 Testing the Third Main Hypothesis
Inordertotestthethirdmainhypothesisthatdeterminesthedirectrelationshipbetweene-satisfaction
ande-loyalty,tvaluetestwasused.TheresultsareasshowninTable7.

Table7Resultsindicatethatadirectinfluenceofe-satisfactionone-loyaltydoesexistsincethet
valueis4.14whichishigherthan1.65(FalkandMiller,1992).Thisimpliesthatthenullhypothesis
H03isrejectedandthealternativehypothesisisaccepted.Additionally,theβcoefficientvalueindicates
thatachangeofoneamountine-satisfactionyieldsinachangeof0.230ine-loyalty.

Table 4. R2 values

Relationship R2 Value

Thedirectrelationshipbetweenthewebsiteservicesqualityinitsdimensions(content,structure,easeof
use,generalappearance,response,e-security,reliability)andthedependentvariable(e-loyalty)without
mediation.

0.422

Therelationshipbetweenthewebsiteservicesqualityinitsdimensions(content,structure,easeof
use,generalappearance,response,e-security,reliability)andthedependentvariable(e-loyalty)with
e-satisfactionasamediatingvariable.

0.452

Table 5. T values for e-service quality dimensions influence on e-loyalty

Direct Influence T 
value

β coefficient

Content→e-loyalty 1.25 0.037

Structure→e-loyalty 2.37 0.096

Interaction→e-loyalty 0.85 0.024

Presentation→e-loyalty 2.92 0.145

Responsiveness→e-loyalty 3.44 0.143

e-security→e-loyalty 2.61 0.103

reliability→e-loyalty 3.42 0.132
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7.4 Testing the Forth Main Hypothesis
Thefourthmainhypothesisexaminestheindirectrelationshipbetweenthewebsiteservicequality
dimensions(content,structure,interaction,presentation,responsiveness,e-security,reliability)and
e-loyalty.ThefollowingtablesTable8,Table9,Table10,Table11,Table12,Table13,Table14,
illustratetheresults:

TheresultsofTable8indicatethatthereisadirecteffectoftheindependentvariable(content)
ontheintermediatevariable(e-satisfaction)sincethecalculatedtvalueis1.96whichisgreaterthan
1.65.Also,theresultsindicatethatthereisadirecteffectofe-satisfactionone-loyaltyasthecalculated
tvalueis4.14.Inaddition,theregressioncoefficientequationshowedthattheindirectβvalueof
thecontentdimensionreached(0.0257).Thismeansthattheincreaseinonedegreeofinterestinthe
dimensionofcontentleadstoanincreaseine-loyaltywiththepresenceofe-satisfactionasmediating
variable.Thus,e-satisfactionhasafullymediatedtherelationshipbetweencontentande-loyaltyin
thePalestiniancommunicationsgroup.Therefore,thenullhypothesisisrejectedandthealternative
hypothesisisaccepted.

Table 6. T values for e-service quality dimensions influence on e-satisfaction

Direct influence T value β coefficient

Content→e-satisfaction 1.96 0.112

Structure→e-satisfaction 2.02 0.119

Interaction→e-satisfaction 2.44 0.129

Presentation→e-satisfaction 1.72 0.08

Responsiveness→e-satisfaction 3.09 0.158

e-security→e-satisfaction 3.15 0.148

reliability→e-satisfaction 2.71 0.151

Table 7. T values for e-service quality dimensions influence-satisfaction influence on e-loyalty

Direct influence T value β coefficient

e-satisfaction→e-loyalty 4.14 0.230

Table 8. Content and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ valueβ T value valueβ

Content→e-satisfaction 1.96 0.112 1.96 0.112

E-satisfaction→e-loyalty 4.14 0.230 4.14 0.230

Content→e-loyalty
withe-satisfactionasamediator

Fully
mediate

0.0257

Content→e-loyalty 1.25 0.037 1.23 0.062
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The results of Table 9 indicate that there is a direct influence of the independent variable
(structure)ontheintermediatevariable(e-satisfaction)sincethecalculatedtvalueis2.02whichis
greaterthan1.65asdeterminedbyFalkandMiller(1992).Furthermore,theβcoefficientvalueof
theindirectinfluenceofstructureone-loyaltyisfoundtobe0.0274.Thismeansthattheincreasein
structurebyonedegreeleadstoanincreaseine-loyaltyby0.0274withthepresenceofe-satisfaction
as amediator.Thus, e-satisfactionhas apartial effect on the relationshipbetween structure and
e-loyaltyinthePalestiniancommunicationsgroup.Inthisresult,thenullhypothesisisrejectedand
thealternativehypothesisisacceptedwhichstates“thereisastatisticallysignificanteffectofthe
structureone-loyaltythroughe-satisfaction”.

TheresultsofTable10indicatethatthereisadirecteffectoftheindependentvariable(interaction)
ontheintermediatevariable(e-satisfaction)asthecalculatedtvalue4.14isgreaterthan1.65.Also,
theresultsindicatethatthereisadirecteffectofthee-satisfactionone-loyaltyasthecalculatedt
valueis4.14.Inaddition,theβcoefficientvalueoftheindirectimpactofinteractionone-loyaltyis
0.0296.Thismeansthattheincreaseinonedegreeininteractionleadstoanincreaseine-loyaltywith
e-satisfactionasamediatorvariableby0.0296.Thus,e-satisfactionhasafullmediatingeffecton
therelationshipbetweeninteractionande-loyaltyinthePalestiniancommunicationsgroup.Inthis
result,thenullhypothesisisrejectedandthealternativehypothesisisacceptedwhichstatesthereis
astatisticallysignificanteffectofinteractionone-loyaltythroughe-satisfactionasanintermediate
variableforthePALTELcustomers”.

TheresultsofTable11indicatethatthereisadirectinfluenceofpresentationonthemediating
variablee-satisfactionasthecalculatedtvalueis1.72whichisgreaterthan1.65.Furthermore,the
resultsindicatethatthereisadirecteffectofe-satisfactiononthee-loyaltysincethecalculatedt

Table 9. Structure and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ valueβ T value valueβ

Structure→e-satisfaction 2.02 0.119 2.02 0.119

E-satisfaction→e-loyalty 4.14 0.230 4.14 0.230

Structure→e-loyalty
withe-satisfactionasamediator

Partially
mediate

0.027

Structure→e-loyalty 2.37 0.096 2.24 0.123

Table 10. Interaction and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value Valueβ valueβ T value valueβ

Interaction→e-satisfaction 2.44 0.129 2.44 0.129

Interaction→e-loyalty 4.14 0.230 4.14 0.230

Interaction→e-loyalty
withe-satisfactionasamediator

Fully
mediate

0.0296

Interaction→e-loyalty 0.85 0.024 0.83 0.053



International Journal of Web Portals
Volume 12 • Issue 2 • July-December 2020

94

valueis4.14.Inaddition,theβcoefficientvalueoftheindirectimpactofpresentationone-loyalty
is0.0182.Thismeansthattheincreaseofonedegreeinpresentationleadstoanincreaseine-loyalty
withthepresenceofe-satisfactionasamediatingvariableby0.0182.Thus,e-satisfactionhasapartial
effect on the relationship between presentation and e-loyalty in the Palestinian communications
group.Inthisresult,thenullhypothesisisrejectedandthealternativehypothesisisacceptedwhich
states“thereisastatisticallysignificantinfluenceofpresentationone-loyaltyviae-satisfactionasa
mediatingvariableforthePALTELcustomers”.

TheresultsofTable12indicatethatthereisadirectinfluenceofresponsivenessonthemediating
variable (e-satisfaction)since thecalculated tvalue is3.09which isgreater than1.65.Also, the
resultsindicatethatthereisadirecteffectofthee-satisfactionone-loyaltyasthecalculatedtvalue
is4.14whichisgreaterthan1.65aswell.Inaddition,theβcoefficientvalueoftheindirectimpactof
responsivenessone-loyaltyis0.0364.Thismeansthattheincreaseofonedegreeinresponsiveness
leadstoanincreaseine-loyaltywithth-epresenceofe-satisfactionasamediatingvariableby0.0364.
Thus,e-satisfactionhasapartialeffectontherelationshipbetweenresponsivenessande-loyaltyinthe
Palestiniancommunicationsgroup.Inthisresult,thenullhypothesisisrejectedandthealternative
hypothesisisacceptedwhichstates“thereisastatisticallysignificantinfluenceofresponsivenesson
e-loyaltyviae-satisfactionasamediatingvariableforthePALTELcustomers”.

TheresultsofTable13indicatethatthereisadirectinfluenceofe-securityonthemediating
variable (e-satisfaction)since thecalculated tvalue is3.15which isgreater than1.65.Also, the
resultsindicatethatthereisadirecteffectofthee-satisfactionone-loyaltyasthecalculatedtvalue
is4.14whichisgreaterthan1.65aswell.Inaddition,theβcoefficientvalueoftheindirectimpact
ofresponsivenessone-loyaltyis0.034.Thismeansthattheincreaseofonedegreeine-securityleads

Table 11. Presentation and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ Valueβ T value valueβ

Presentation→e-satisfaction 1.72 0.079 1.72 0.079

Presentation→e-loyalty 4.14 0.230 4.14 0.230

Presentation→e-loyalty
withe-satisfactionasamediator

Partially
mediate

0.0182

Presentation→e-loyalty 2.92 0.146 3.01 0.163

Table 12. Responsiveness and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ valueβ T value valueβ

Responsiveness→e-satisfaction 3.09 0.158 3.09 0.158

Responsiveness→e-loyalty 4.14 0.230 4.14 0.230

Responsiveness→e-loyaltywithe-satisfactionasa
mediator

Partially
mediate

0.0364

Responsiveness→e-loyalty 3.44 0.143 3.36 0.179
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toanincreaseine-loyaltywiththepresenceofe-satisfactionasamediatingvariableby0.034.Thus,
e-satisfactionhasapartialeffectontherelationshipbetweene-securityande-loyaltyinthePalestinian
communicationsgroup.Inthisresult,thenullhypothesisisrejectedandthealternativehypothesis
isacceptedwhichstates“thereisastatisticallysignificantinfluenceofe-securityone-loyaltyvia
e-satisfactionasamediatingvariableforthePALTELcustomers”.

TheresultsofTable14indicatethatthereisadirectinfluenceofreliabilityonthemediating
variable (e-satisfaction)since thecalculated tvalue is2.71which isgreater than1.65.Also, the
resultsindicatethatthereisadirecteffectofthee-satisfactionone-loyaltyasthecalculatedtvalue
is4.14whichisgreaterthan1.65aswell.Inaddition,theβcoefficientvalueoftheindirectimpact
ofresponsivenessone-loyaltyis0.035.Thismeansthattheincreaseofonedegreeinreliabilityleads
toanincreaseine-loyaltywiththepresenceofe-satisfactionasamediatingvariableby0.035.Thus,
e-satisfactionhasapartialeffectontherelationshipbetweenreliabilityande-loyaltyinthePalestinian
communicationsgroup.Inthisresult,thenullhypothesisisrejectedandthealternativehypothesis
isacceptedwhichstates“thereisastatisticallysignificantinfluenceofreliabilityone-loyaltyvia
e-satisfactionasamediatingvariableforthePALTELcustomers”.

8. dISCUSSIoN oF FINdINGS

Thisstudywasconductedtoanalyzethenatureoftheinterrelationshipbetweentheconstructsrelated
toe-loyalty.Specifically,sevendimensionsofe-servicequalityofthePalestinianTelecommunications
CompanyPALTELwebsitewereexaminedincluding(content,structure,interaction,presentation,
responsiveness, e-security, reliability) to measure their potential influence on e-loyalty through
e-satisfactionasamediatingvariable.

Table 13. E-security and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ valueβ T value valueβ

E-security→e-satisfaction 3.15 0.148 3.15 0.148

E-security→e-loyalty 4.14 0.230 4.14 0.230

E-security→e-loyaltywithe-satisfactionasa
mediator

Partially
mediate

0.034

E-security→e-loyalty 2.61 0.103 2.523 0.136

Table 14. Reliability and e-loyalty with e-satisfaction as a mediating variable

Relationship Direct 
influence

Direct 
influence

Indirect 
influence

Overall 
influence

Overall 
influence

T value valueβ valueβ T value valueβ

Reliability→e-satisfaction 2.71 0.151 2.71 0.151

Reliability→e-loyalty 4.14 0.230 4.14 0.230

Reliability→e-loyaltywithe-satisfactionasa
mediator

Partially
mediate

0.035

Reliability→e-loyalty 3.42 0.132 3.29 0.167
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Toachievethisgoal,fourmainhypotheseswereformulated:thefirsthypothesistostudythe
directimpactofthee-servicequalitydimensionsofthewebsiteone-loyaltydirectly.Thesecond
istoexaminetheimpactofe-servicequalitydimensionsone-satisfaction.Thethirdhypothesisto
examinetheimpactofe-satisfactionone-loyalty.Finally,thefourthhypothesistostudytheimpact
ofe-servicequalitydimensionsone-loyaltythroughe-satisfactionasamediator.

Theresultsofthefirsthypothesisindicateasignificantinfluenceofthedimensionsstructure,
presentation,responsiveness,e-security,andreliabilityone-loyaltyata5%significancelevel.While
therewasnosignificanteffectforcontentandeaseofuseone-loyalty.Regardingthefirstdimension
thecontentofthewebsite,accordingtotherespondentsithasnoinfluenceontheire-loyaltytoPaltel
website.Theseresultsareconsistentwiththeresultsofpreviousstudies(Ahmadetal.,2017),inwhich
contenthadaverylittleinfluenceone-loyalty.Ontheotherhand,theseresultscontradictthefindings
ofAbou-Shouk&Khalifa(2016)whichshowedthatthequalityoftheinformationpresentedinhotel
sitespositivelyaffectsthepurchasingbehaviorofcustomersintermsofdecidingtheirdestinations
andaccommodation,andultimatelytheire-loyalty.AswellastheresultsoftheShu-peiTsai(2017)
study,whichshowedanimpactoftheusefulnessofinformationonelectronicloyalty.

Inthecurrentstudy,theabsenceofdirectimpactofcontentdimensionone-loyaltyindicatesthat
theinformationcontentofthecompany’swebsitedidnotprovidethestudysamplewithsufficient
informationabouttheservicesprovided;ortherespondentslackadequateawarenessoftheimportance
oftheinformationprovidedthroughthewebsite.

Forthethirddimension,easeofuse,theresultswereconsistentwiththenullhypothesisthat
therewasnotraceofcontentone-loyalty,meaningthatrespondentsdidnotbelievethattheease
ofuseofthecompany’swebsiteaffectedtheirloyalty.Thisfindingissurprisingasitcontradicted
most previous studies such as Tandon et al., 2017, Toufaily and Pons (2017), Abou-Shouk and
Khalifa(2016),AbuRummanandRimawi(2014).Thismaybeattributedtothepoorexperience
amongPalestiniancustomersinonlineenvironmentwhichnegativelyaffecttheirperceptionofthe
importanceofthisdimension.

Thefindingsregardingtheotherfivedimensionslargelycoincidewiththeresultsofprevious
studies. The findings related to the structure dimension are consistent with Shu-pei Tsai, 2017;
Tandonetal.,2017.Similarly,thefindingsofpresentationdimensionareconsistentwiththeresults
ofShu-peiTsai(2017),Abou-Shouk&Khalifa(2016),andGounarisetal. (2010).Thisreflects
theimportanceoftheoverallappearanceofthesiteanditsdesigninenhancingtheloyaltyofthe
electroniccustomerstowardsthewebsiteofthePalestinianTelecommunicationsCompany.Asfor
responsiveness,theresultofthisdimensioncoincidewiththeresultsofAbu-Shouk&Khalifa(2016).
E-securitydimensions’findingsareconsistentwithToufayandPons,(2017;Tandonetal.,2017).

Thefindingsregardingthesecondhypothesisshowastatisticallysignificantinfluenceofall
e-servicequalitydimensionsone-satisfactionata5%significancelevel.Itisclearfromthisresult
thate-servicequalitydimensionsplayacrucialroleinachievingelectroniccustomersatisfaction,
whichisoneofthemostimportantobjectivesofanyserviceorproductiveinstitution.Thissupports
theargument(Kotleretal.,2005,658)thatqualityofservicecontributestoenhancingcustomer
satisfaction.Thisresultisinlinewithmostoftheresultsofpreviousstudiesontheanalysisoffactors
influencinge-customersatisfaction(eg,Sugiharto,2017;Khanetal.,2015;Moon,2013,2015;Yang,
2008;Gounarisetal.,2010).WhilethisresultwaspartiallyconsistentwiththeresultsofLadhari
andLeclerc(2013),whichfoundthatefficiencyandqualityofinformationonlyhadanimpacton
electronicsatisfaction.ThefindingscontradicttheresultsofAl-dweerietal.(2017),whichshowed
thattheefficiencyof(informationcontentandupdating,sitedesign,usability,navigation)andprivacy
havenoimpactonelectronicsatisfaction.

Similarly,astatisticallysignificanteffectofthecustomers’e-satisfactionontheire-loyaltyto
thecompany’swebsiteatasignificantlevelof5%doesexist.Thisresultisconsideredlogicaland
necessarybecausetherelationshipbetweenelectronicsatisfactionandelectronicloyaltyisacrucial
elementintheelectronicenvironmentthaninthetraditionalenvironmentduetotheabsenceofdirect
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contactbetweencustomersandserviceprovider.Thisresultissimilartotheresultsofthemajority
ofpreviousstudiesthathavedemonstratedastrongandpositiveimpactofelectronicsatisfactionon
electronicloyalty(López-Miguens&Vázquez,2017;Shu-peiTsai,2017;Tandonetal.,2017;Jeon
etal.,2017);Sugiharto,2017;Al-dweerietal.,2017).

Finally,withregardtothefourthhypothesis,theresultsshowthate-satisfactionfullymediate
therelationshipbetweencontentandeaseofuseontheonehandande-loyaltyontheother.Asfor
theotherfivedimensions,e-satisfactionpartiallymediatetherelationshipbetweenthesedimensions
andelectronicloyalty.Theseresultsareconsistentwiththeresultsofpreviousstudies(Yang,2008;
Gounarisetal.,2010;Limbuetal.,2011;LadhariandLeclerc,2013;Sugiharto,2017;Tandonet
al.,2017;).

9. CoNCLUSIoN ANd RECoMMENdATIoNS

Basedontheprecedingresults,itcanbeconcludedthatadirectpositiveinfluenceofe-servicequality
dimensionsone-satisfactiondoesexist;inaddition,adirectimpactofe-satisfactionone-loyaltyis
found.Fiveofthesevenincludede-servicequalitydimensionshaveapositivedirectinfluenceon
e-loyalty,whereaswhentheserelationshipswereexaminedthroughe-satisfactionasamediatorall
sevendimensionshaveapositiveinfluenceone-loyaltythroughe-satisfactionwhichemphasizes
theroleplayedbyelectronicsatisfactionasamediatorintherelationshipbetweenqualityservice
dimensionsandelectronicloyalty.Supportingthestudymodelproposedbytheresearcher.

The researcher recommends that enhancing awareness among thePalestinian society of the
conceptofelectronicservicesandhowtousethemtospreadthecultureofe-shoppingasameans
tofacilitateaccesstoservicesthroughtheelectronicenvironmentisnecessary.ForthePalestinian
TelecommunicationsCompany,payingattentiontoimprovinganddevelopingtheelectronicservices
providedonthewebsiteandutilizingthemasapermanentstrategytoachievecompetitiveadvantage
helpsinfacingcurrentandpotentialcompetitorsinthefuture,especiallyasthissectorisoneofthe
mostimportantservicesectorsthatisgrowingsteadily.Thiscanbeachievedbyfollowingupcustomer
opinionsaboutthequalityoftheservicesprovidedthroughthesiteandtogathercustomercomplaints
andsuggestionsthroughaspecialicononthewebsiteandthenworkondevelopingservicestosuit
theneedsofcustomers.Furthermore,maintainingcurrentcustomersandworkingongainingtheir
satisfactionisimportant,especiallyasthecostofretainingexistingcustomersloyaltothecompanyis
muchlessthanthecostofattractingnewcustomers.Thecompany’scurrentloyalcustomersrepresent
asourceofpromotionforthecompanytoattractnewcustomers.

Withtheincreasingnumberofcybercrimes,theresearcherrecommendsthatthecompanyshould
paygreaterattentiontoe-securitydimensionandmaintaintheprivacyofthecustomerasacornerstone
ofthepillarsofthequalityofelectronicservices.Aswellaskeepingabreastofthetechnological
development,especiallywithregardtoservicedeliverydevicesandadoptingnewelectronicservices
thatmeettheincreasingneedsofcustomers.
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